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Preface 

The book " Tourism Studies and Social Sciences" covers the thematic studies 
and includes a wide range of information, results of own studies of the authors 
in the social sciences. It is presented in 6 sections and 40 chapters, which can be 
divided into the following main areas:   

Section one covers papers in tourism including; examining the recreational 
opportunities, gastronomy tourism, geotourism activities in the geoparks, 
determining the travel safety attitudes of potential tourists, apitourism, covid-19 
crisis in tourism, challenges faced by female tourist guides and suggested 
solutions, festival satisfaction and festival loyalty, understanding generation y; 
the effects, the evaluation of Turkey tourism within the context of health tourism, 
determination of the destination personality of Van province, camp and caravan 
tourism, visiting friends and relatives tourism, effects of ethnic restaurant 
experience on tourist behavior: ethnosport cultural festival in Turkey, evaluation 
of halal tourism, health tourism in the context of digitalization and digital 
marketing, behavioral intentions towards the destination of local tourists: case 
of Ayvalık,  a study on the potential of cultural tourism, health tourism,  tourism 
perception of local people, eco-culture tourism, determinations of factors 
effecting the destination choice 

Section two deals with geography topics including; the importance and 
effect of hydrocarbon discoveries in eastern Mediterranean, animal husbandry 
potential in the southeastern taurus mountains, changes of extreme temperature 
indices urban/ rural settlements, secondary education geography program, 
morphometric analysis of dolines on Kestel mountain, biogeographic 
characteristics of the Kaz mountains. 

Section three includes one chapter on history; The Visit of the Emperor-King 
Franz Joseph to Bosnia and Herzegovina, (May 30-June 3, 1910)  

Section four focuses topics in language including; affect in social media: 
tweets about the COVID-19 Pandemic,  

Section five has two chapters on philosophy including; the language of 
thought: somewhere between Fodor and Dennett, Takiyettin Mengüşoğlu's 
contribution to the Turkish philosophical literature   

Section six includes one chapter on administration; the relationship 
between dark leadership and organizational silence: a comparative example of 
service and production sectors. 

This book contains current and important studies and each chapter is 
written by academicians who are experts in the subject. Therefore, we hope that 
it will be useful to professionals, students and other experts.  

We would like to thank the team at St. Kliment Ohridski University 
Publishing House for preparing the book for publication.   
 
May, 2021                                                                                                       -----The Editors 
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Chapter 1 

Examining the Recreational Opportunities, Main City 

Attractions and Complementary Areas Offered by Brand 

Cities in Terms of E-Marketing 

İlke BAŞARANGİL 

Assoc. Prof. Dr.; Kırklareli University, Faculty of Tourism, Tourism Guidance Department, 
Kırklareli-Turkey 

 

 INTRODUCTION 

As a tourism industry, it carries out abstract marketing of products and 

services under difficult conditions. The transformation process of tourism 

marketing gained momentum with the continuity of internet technologies and 

positioned the tourist profiles within the individual motive during the 

technological transformation of communication tools (Sezgin & Parlak, 2019: 30). 

In the tourism industry, destination websites also provide marketers with great 

convenience in collecting data and enable an international marketing research in 

a short period of time and at affordable costs (Özdemir, 2011: 194). In addition, 

information about the culture of important tourism cities, food, places to see, 

buildings, traditions and customs, tourism businesses that provide services, public 

order and social life can be presented to the customers on the internet. Thus, the 

information needed by the customer during the travel decision is provided to him 

via the internet. A promotional and sales design can be seen on the websites of 

many tourism cities around the world (Kozak, 2006: 274). For these reasons, in 

this research, it has been tried to examine to what extent 10 cities that host the 

most visitors as brand cities in the world have included recreational opportunities, 

basic city attractions and complementary areas on their websites in terms of 

tourism. It is foreseen that the results of the research will be important for 

recreation and tourism marketers. 

LITERATURE 

Brand Cities and E-Marketing of Cities 

In today's world, the increase in product, goods and service diversity brings 

about intense competition. Raising awareness in the choice of a good or service 

for consumers has become an important phenomenon (Işık & Erdem, 2015: 8). 

Brand; It is a name, symbol or sign that tries to enclose the distinctive features of 

the product, which is distinguished by consumers from other product types in 

some aspects (Gemci et. al.,2009: 107). Products and services can be branded, 
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but other things can be branded as well. For example, entertainment, politicians, 

events, regions, destinations, cities, destinations and even countries. During their 

stay in the visited brand cities, the expenses of the visitors for food and beverage, 

accommodation, shopping and various activities benefit the city economy 

(İçellioğlu, 2014: 38). The word city means "polis" in Greek, "Medina" in Arabic, 

"cite" in French, "castle" or "borough" from Germany and Saxony to Scandinavia, 

meaning "castle" or "sitting area". It is seen that it is expressed with the words 

"urbs" and "civitas" in Latin, meaning citizenship (Benevolo, 1995: 19). 

According to Davis (1973:1)'s definition of the city, it defines the city as "crowded 

gathering of people settling close to each other for residence and production 

purposes" (Thorns, 2004: 13). While in ancient Greece, the city was seen as a 

community of citizens sharing political, religious and social traditions, it was 

expressed as synonymous with civilization, as opposed to barbarism and chaos 

(Owens, 1991:1). Although urban life emerging in different civilizations in the 

world creates a general unity in terms of historical and social conditions, it 

expresses a structure that includes differences as well (Yılmaz & Çiftçi, 2011: 

254). Although urban life emerging in different civilizations in the world creates 

a general unity in terms of historical and social conditions, it expresses a structure 

that includes differences as well (Thorns, 2004; Karakurt, 2006).  Cities, which 

are made up of intense relationships, refer to spaces that are open to innovations 

and have a structure that produces their own norms. In other words, the city can 

be expressed as a settlement formed by urban people (Tankut vd., 2002: 5; Yılmaz 

& Çiftçi, 2011: 255). According to Ozankaya (1994), the city; These are the areas 

where people live together where economic activities differ and service sectors 

such as education and health have developed with the industrial revolution 

(Karaküçük & Gürbüz, 2007: 54). Page & Hall (2003) classification of cities; 

Capitals, Metropolitan or Historical Cities, Large Historical Cities, Privileged 

Cities, Revitalized coastal cities, Industrial Cities, Coastal and winter sports 

recreation areas, Purpose built integrated holiday cities, Touristic entertainment 

complexes, Specialized Tourist Service Centers, Cultural / artistic cities has done 

to be. The transformation phase from human power to mechanization in 

production in the second half of the 18th century is known as the Industrial 

Revolution. The main reason for this change towards mechanization was 

manifested by population growth and the unavoidable rise of consumption. 

Countries such as Britain, France and Germany, which were the engines of the 

industrial revolution, which had raw materials and capital surplus obtained by 

colonialism, continued to rapidly develop their industries until the end of the 19th 

century. In these years, computer technologies started to be developed in order to 

realize the complex calculations of scientific research with the great inventions 

realized around science and technology (Sezgin & Parlak, 2019: 30). Destination 

websites create an effect that enables strong communication and increases 

competitiveness. Therefore, destination websites should be attractive enough to 
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convince people to visit the destination, as well as be equipped with sufficient and 

necessary up-to-date information (Özdemir, 2011: 198). In this context, electronic 

marketing is to carry out marketing activities in every channel where target 

audiences are reached via the internet within the framework of modern marketing 

understanding, in continuous and regular interaction with potential and actual 

customers (Yükselen, 2019: 162). In other words, electronic marketing can be 

defined as marketing and promoting consumers using electronic media in general. 

(https://avys.omu.edu.tr/). The internet also provides significant advantages to the 

administrations of tourism cities. Internet provides significant advantages in 

subjects such as the promotion of tourism cities, announcement of innovations, 

product development, marketing research and market targeting. On the one hand, 

the promotion and advertisement of the regions are made through the web pages 

prepared, on the other hand, direct sales opportunities are revealed with the 

applications for making reservations and sales (Kozak, 2006: 275). 

In order for a city to become a brand, it is necessary to examine the elements 

that make up the city well, to know what the meaning of the product is known and 

these meanings must be guided correctly (Işık & Erdem, 2015: 18). According to 

Işık and Erdem (2015: 19), in the process of becoming a brand city, it is important 

to (a) create an identity, (b) turn the created identity into an image, (c) position it 

on the axis of identity and image. Branding on the basis of cities brings the benefit 

of product diversification for the country. New destinations and tourist attractions 

in developing countries through digital marketing channels have led to the 

conclusion that it can easily catch the target market in the internet environment 

thanks to low costs (Sezgin & Parlak, 2019: 38). Nowadays, cities' surfing the web 

has become a new experience (Yükselen, 2019: 162). 
 

Table 1: Three Basic Elements in the Digital Branding Process in Cities in 

Tourism 

Content 
• 

• 

Creating content for active participation and interaction between 

cities and visitors 

Creating interest by developing creative activities 

Approach 

• 

• 
Keeping cognitive and physical skills at the forefront 

Developing an understanding of digital brand strategy for 

individual interests and preferences 

Co-Creation 

• 

• 
Creating value among tourism product and visitors 

Evaluation and encouragement of comments, photo and video 

content created by visitors on the internet 

Source: (Sezgin & Parlak, 2019: 38). 

In the digital branding process of tourism products and services, the content, 

approach and co-creation elements specified in Table 1 are evaluated on the brand 

image together with the consumer perception. Today, these three elements 

addressed are frequently applied in the digitalization process of brand creation and 

https://avys.omu.edu.tr/storage/app/public/evrim.erdogan/73434/E-Pazarlama%205.Hafta.pdf


5 

 
 

consumer-oriented brand understanding in cities (Sezgin & Parlak, 2019: 38).  

According to the data of Global Destination Cities Index (2019), the most visited 

brand cities in the world and where these visitors generate the most income are shown 

in the tables below. 

Table 2: World's Most Visited Brand Cities 

No       Cities   The number of visitors 

1 Bangkok 22.78 M 

2 Paris 19.1 M 

3 London 19.09 M 

4 Dubai 15.93 M 

5 Singapore 14.67 M 

6 Kuala Lumpur 13.79 M 

7 New York 13.6 M 

8 İstanbul 13.4 M 

9 Tokyo 12.93 M 

10 Antalya 12.41 M 

Source: (Global Destination Cities Index, 2019). 

Paris, the most visited city, ranked second in 2019. Bangkok takes the first place 

with 22.78 million visitors. Istanbul, one of the most important cities of Turkey, ranks 

eighth with 13.4 million, and Antalya ranks tenth with 12.41 million visitors. Page and 

Hall (2003); divided into general attraction factors and special attraction factors. 

General attraction factors; being unique and interesting, cultural attractions and 

scenery; entertainment; While eating and drinking and accommodation, specific 

attraction factors; many things to do, interesting places, unique experiences; well-

known destinations, interesting architectures, famous historical sites, museums 

and galleries, interesting local people, different culture and lifestyle, traditions and 

customs; exciting nightlife, recreational shopping, live music, theater and arts, 

interesting festivals and special events, fine hotels, intellectual restaurants, 

traditional food culture. The attraction factors of cities in the marketing of cities 

Özdemir (2008; 2014); history and culture; arts activities; sports activities; classified 

as entertainment and shopping. Recreation; It is the fact that human beings take part in 

social life by leaving aside the life they live in between "work and home", which 

becomes ordinary by being in an activity that is appropriate to the nature and that they 

will enjoy applying the same routine, and by combining with other people by 

performing spiritual and mental rest apart from these compulsory situations 

(Mirzeoğlu et. al., 2006). Recreational facilities and basic attractions provided by 

cities (Sevil, 2012 as cited in Hazar, 2014:69-71); (1) Food and Beverage, 

Accommodation, Transportation Services, (2) Recreational Facilities, (3) Visitor 
Attraction Areas, (4) Shopping Services, (5) Mediation Services, (6) Government 

Services, (7) Educational Activities of Educational Theories and Recreational 

Services. 
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RESEARCH METHOD 

The association of tourism with recreation points towards the trend towards 

recreational activities. For this reason, recreational activities are added to the 

tourism package in many cities (Argan, 2007: 428). The more entertainment and 

activities there are in the cities, the more preference rates increase. Based on these 

reasons, the aim of the study was to examine to what extent the websites, which 

were prepared within the scope of the promotion of the top 10 cities that host the 

most visitors as brand cities in the world, included recreational opportunities, 

basic city attractions and complementary areas on their websites. 

In qualitative research, probabilistic sampling is rarely used, rather a 

sampling type called "purposeful sampling" is used. This means preliminary 

consideration and determination of the sample in relation to a specific goal or 

focus (Yıldırım & Şimşek, 2008: 183). For these reasons, purposeful sampling 

method was used in this study. In the selection of the research sample, the most 

visited cities in the world were selected in 2019, which are included in the research 

results of the Global Destination Cities Index. 

In this context, answers to the following questions were sought; 

• Which of the top 10 brands that attract the most tourists in the world have 

the most and least attractions "in terms of recreational opportunities in terms of 

tourism"? 

•  Which of the top 10 brand cities that attract the most tourists in the world 

have the most and least attractions in terms of "basic city attractions in terms of 

tourism"?  

• Which of the top 10 brand cities that attract the most tourists in the world 

have the most and least attractions "according to the complementary / secondary 

areas of the cities in tourism"? 

In this research, the study of Nasöz et. al. (2020) was used to research the 

Official Promotion Web Sites of the most visited cities of the world. Nazöz et al. 

(2020), only the Common Features of the Official City Promotion Websites, the 

Languages They Are Prepared for, and the Prominent Target Audiences of the 

Cities have been determined, but it is seen that no examination has been made for 

entertainment and recreation specific to these cities. In terms of eliminating this 

deficiency, this research has tried to examine the recreational opportunities, basic 

city attractions and complementary areas offered by world-class brand cities in 

terms of e-marketing. 

Content analysis, one of the qualitative analysis methods, was used in the 

study. Content analysis is a technique used to characterize and compare 

documents, interview transcripts, records. Content analysis, one of the methods 

used to analyze textual data, is the organization of similar concepts and themes 

together (Altunışık et. al., 2004: 234; Hsieh & Shannon, 2005: 1278). In order to 

carry out this research, it is necessary to understand the urban tourism attractions 

(themes) in the perception of cities and their surroundings as a touristic product 
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(Çıracı & Kerimoğlu, 2002: 312). These attractiveness are specified in the tables 

5 and 6 below. The main themes and sub-themes of the recreational and 

complementary attractions in Tables 5 and 6 were analyzed according to the 

classification of Law (2002). According to Law (2002)'s classification, Main 

Themes and Sub-themes for Recreational and Complementary attractions are as 

follows; Cultural possibilities; Congress / Meeting Halls, Theaters, Concert Halls, 

Show Halls, Cinemas, Museums, Art Galleries, Social-cultural activity areas 

(open air areas), Universities, schools, classrooms, courses; Sports Opportunities; 

District sports areas (open air), Running and walking paths, Bicycle paths, 

Stadiums, Tennis courts, Swimming Pools, Golf fields, Indoor Sports Halls, Other 

Sports Types (Equestrian Sports Club ...); Entertainment Opportunities; Festivals, 

Night Clubs, Cafes, bars, restaurants, coffeehouses, etc. Planned Participation 

Activities, Recreation Areas, Entertainment, Science and Technology Parks, 

Indoor Sports, Physical Facilities; Historical Structure and Monuments, 

Traditional Places, Original Buildings, Green Areas, Religious Buildings, 

Waterways and Structures, Lakes and Ponds, Fairs, Social and Cultural 

Opportunities; Ethnic and cultural communities, Dialects and Dialects, Folklore 

Features, Local Cuisine, Local Characteristics, Use of Space, Hospitality, 

Helpfulness, Security. Main themes and sub-themes according to Complementary 

/ Secondary Areas; Accommodation Opportunities; Hotels, Shopping 

Opportunities, Markets (District Markets, Product Based Markets), Outdoor Areas 

(Camping / Camping Areas), Other Facilities; Car parks, Information Offices, 

Important roads, streets, regions, memorial signs, City guides, city-province-

region maps, brochures, CDs are small books dealing with certain subjects. To 

ensure reliability and validity in research, Erlandson et. al. (1993) used the 

methods in the following table 3 (Yıldırım & Şimşek, 2008: 265). 
 

Table 3: Comparison of Validity and Reliability Concepts Accepted in 

Qualitative Research 

Criteria Qualitative Research Methods Used 

Accurate 

representation of 

reality through 

research results 

Persuasiveness Long-term interaction Depth-

oriented data collection 

Variation Expert review 

Participant confirmation 

Application of 

results 

Transferability  Detailed description Purposeful 

sampling 

Ensuring 

consistency 

Coherence Consistency review 

Being objective, 

neutral 

Confirmation Confirmation review 

Source: (Erlandson et. al. ,1993 cited from Yıldırım & Şimşek, 2008: 265). 
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Erlandson et. al. (1993), the criterion used in evaluating the credibility of the 

research (as the equivalent of "internal validity" in quantitative research) in 

accordance with the methods used in table 3 is the Expert Review. The data and 

the results of the research were shown to an expert and the validity of the research 

approaches were evaluated together with the expert. The detailed description in 

the study was re-arranged according to the concepts and themes emerging from 

the raw data, without adding any comments and adhering to the nature of the data. 

In order to increase the transferability of the study, Purposeful Sampling method, 

which aims to reveal both the events and phenomena we encountered and their 

varying characteristics, was applied. In order to ensure consistency, the 

consistency analysis was conducted and it was revealed to the research from an 

external perspective whether the research was consistent in the processes that took 

place from the beginning to the end. It is necessary to use “confirmation analysis” 

to evaluate its verifiability. For this, he made an evaluation to an external expert 

that the judgments, comments and suggestions were confirmed when going back 

to the raw data (Yıldırım & Şimsek, 2008: 264-272). 

RESEARCH FINDINGS 

Findings obtained from this research; the websites of the top 10 brand cities 

of the world are collected under the titles of Examining the Web Sites of the Cities 

According to the Recreational Facilities and Urban Attractiveness and the 

Examination of the Web Sites of the Cities According to the Complementary / 

Secondary Areas. 

Table 4: Websites of the World's Most Important Brand Cities 

Rank City Official City Guide Sites Managing / Supporting the Site 
1 Bangkok  https://www.tourismthailand.org Tourism Authority of Thailand 

2 Paris  https://en.parisinfo.com/  Paris Convention and Visitors Bureau 

3 London  https://www.visitlondon.com Mayor of London 

4 Dubai  https://www.visitdubai.com/en  Dubai Tourism and Trade Marketing 

Company 

5 Singapur  https://www.visitsingapore.com/e

n/  

Singapore Tourism Board 

6 Kuala 

Lumpur  

http://www.visitkl.gov.my/visitklv

2/  

Kuala Lumpur Tourism Bureau 

7 New York  https://www.nycgo.com/  New York Convention and Visitors 

Bureau 

8 İstanbul  http://howtoistanbul.com/  Istanbul Development Agency 

9 Tokyo  https://www.gotokyo.org/en/  Tokyo Convention and Visitors 

Bureau 

10 Antalya* http://www.antalyaguide.org/ Tokyo Convention and Visitors 

Bureau 

Source: (Nasöz et al., 2020).  

* It was added by the author later because Antalya was listed in the table in 2019. 
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Table 5: Examination of the Web Sites of Cities According to the Recreational 

Facilities and Basic Urban Attractions in terms of Tourism 

  

 

RECREATIONAL 

ATTRACTIONS B
a
n
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k
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k

 

P
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K
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N
ew

 

Y
o

rk
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T
o

k
y

o
  

A
n

ta
ly

a
  

C
u

lt
u

ra
l 

p
o

ss
ib

il
it

ie
s 

Congress Halls - - - - √ √ √ √ √ - 

Theaters - √ √ - - - √ - √ √ 

Concert Halls - √ √ - - - √ √ √ - 

Performance Halls √ √ √ √ - √ √ √ √ √ 

Cinemas  - - - - - - - - - √ 

museums √ √ √ √ √ - √ √ √ - 

Art Galleries - √ √ √ √ - √ - √ √ 

Social-cultural 

activity areas 

√ √ √ - √ - √ √ √ √ 

Universities, schools, 

classrooms, courses 

- √  - - - - - √ - √ 

S
p

o
rt

 O
p

p
o
rt

u
n

it
ie

s 

District sports 

grounds (open air) 

- - - - - - √ - √ √ 

Running and walking 

paths 

- √ √ √ √ - √ √ √ √ 

Bicycle paths - - √ √ - - - - - - 

Stadiums - - - - - √ - - - - 

Tennis courts - - - - - - - - - - 

Swimming Pools - - - - √ - - - √ - 

Golf fields - - - - - √ - - - √ 

Indoor Sports Halls - - - - - √ √ - - - 

Other Types of 

Sports 

- √ - √ √ √ √ √ √ √ 

E
n

te
rt

ai
n

m
en

t 
O

p
p

o
rt

u
n

it
ie

s 

Festivals √ √ - - - - √ - √ √ 

Night clubs  √ - - √ √ √ √ √ √ 

Cafe, bar, restaurant, 

coffee house, etc. 

√ √ - √ √ √ √ √ √ √ 

Game Rooms - - - - √ -  -  - 

Scheduled 

Participation Events 

√ √ - - - √ √ - √ √ 

Promenade Places √ √ - - - - - - √ - 

Entertainment, 

Science and 

Technology Parks 

- - - - √ √ - - √ - 

Indoor Sports - - - - √ - - - √ - 

P
h

y
si

ca
l 

fa
ci

li
ti

es
 Historical Structure 

and Monuments 

√ √ √ - √ √ √ √ √ √ 

Traditional Places √ √ √ - √ √ √ √ √ √ 

Original Structures √ √ √ √ √ √ √ √ √ √ 
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Green Areas √ √ √ - √ √ √ √ √ √ 

Religious Buildings √ √ √ √ √ √ - √ √ - 

Waterways and 

Structures 

√ √ - √ - - √ √ √ - 

Lakes and Ponds √ √ - √ - - √ - √ - 

Fairs √ √ - - - - - - - √ 

S
o

ci
al

 a
n

d
 C

u
lt

u
ra

l 

O
p

p
o

rt
u
n

it
ie

s 

Ethnic and cultural 

communities 

√ √ - √ √ √ - - √ - 

Dialects and Dialects - - - - - - - - - - 

Folklore Features √ - - √ √ √ √ - √ - 

Local Cuisine √ √ - √ √ √ √ √ √ √ 

Local Features √ √ - √ √ √ √ √ √ √ 

Space Uses - - - √ - - √ - √ - 

Hospitality - - - √ - - - - √ - 

Helpfulness - - - - - - - - √ - 

Security - - - - - - √ - √ - 
 

When the websites of the cities are examined in Table 5, the brand cities with 

the most common attractiveness in terms of Cultural Facilities, which is a sub-

theme of Recreational Attractiveness, come from Paris, New York and Tokyo, 

and the city with the most common attractions is located in Kuala Lumpur. It is 

seen that the brand with the most attractiveness in terms of Sportive Facilities, 

which is a sub-theme in Recreational Attractiveness, is the city in Kuala Lumpur, 

and the city with the least attractions in terms of sports facilities is in Bangkok. In 

recreational attractions, it is seen that the city with the most attractions in terms of 

Entertainment Facilities is Tokyo, and London has the least attractions in terms of 

Entertainment Facilities. It is seen that the brand with the most common 

attractions in terms of Physical Facilities in Recreational Attractions is Bangkok, 

Paris and Tokyo, while the city with the least attractions in terms of Physical 

Facilities is Dubai. It is seen that the brand with the most attractiveness in terms 

of Social and Cultural Opportunities in recreational attractions is Tokyo, on the 

contrary, London is the brand with the least attractions. When all of the Main 

Themes are examined in Table 5, it is seen that the city with the most attractions 

in terms of Recreational Facilities has the highest Tokyo with 33 sub-items, on 

the contrary, this city with the least attractions comes to London with 13 sub-

items. In the light of these findings, the first and second questions of the research, 

which are among the top 10 brand cities attracting the most tourists in the world 

"according to recreational opportunities in terms of tourism" and "according to 

basic city attractions", the cities with the most and the least attractions were 

revealed. 

When the websites are examined in Table 6, the brands that share the most 

information in terms of Accommodation Opportunities, which are the sub-themes 
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in the Complementary / Secondary Areas, which are important in terms of 

promotion and marketing, are Paris, New York and Tokyo, and the brands that 

share the least information in terms of Accommodation Amenities are London and 

From Kuala Lumpur. 

Table 6: Examination of Cities' Web Sites According to Complementary / 

Secondary Areas in Tourism 

 Other Facilities 
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O
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p
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Hotels √ √ √ √ √ √ √ √ √ √ 

Shopping Opportunities √ √ √ √ √ √ √ √ √ √ 

Markets (District 

Markets, Product-Based 

Markets) 

√ √ - - √ - √ √ √ √ 

Outdoor (Camps / 

Campgrounds) 

√ √ - √ √ - √ √ √ - 

O
th

er
 F

a
ci

li
ti

es
 

Parking lots - - - - - - - - - - 

Information Offices - √  - - - √  √ √ 

Important roads, streets, 

areas, memorial signs 

√ √ √ √ √ √ √ √ √ √ 

City guides, city-

province-region maps, 

brochures, CDs, small 

books dealing with 

certain topics 

√ √ √ √ √ √ √ √ √ √ 

 

In addition, the brands that share the most information in terms of other sub-

themes, Other Amenities, are Paris, New York, Tokyo and Antalya. When all of 

the Main Themes are examined in Table 6, it is seen that the city sharing the most 

information in terms of Complementary Facilities has the highest Paris, New York 

and Tokyo with 7 sub-items, on the contrary, the city with the least information 

has the least London with 4 sub-items . In the light of these findings, the last 

question of the study, "cities with the most and least attractions in terms of 

complementary / secondary areas in tourism" were revealed. 

CONCLUSIONS AND RECOMMENDATIONS 

Web pages provide important advantages to tourism businesses in subjects 

such as promotion, promotion, sales, reservation, customer relations, market 

targeting, market segmentation, market research, and pricing (Kozak, 2006: 288). 

In addition to these, web pages make use of the feature of being easily accessible 

to the websites in order for the tourists to get information about the activities 

taking place at the destination, transportation, food and beverage and culture 
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during the travels. During the selection process of potential visitors who meet the 

destination for the first time through these websites, they announce the touristic 

attractions of the destination through internet channels and broadcast them in 

various languages for potential markets on the website (Sezgin & Parlak, 2019: 

39-40). Web pages also include cultural opportunities offered by brand cities, 

sports facilities, entertainment facilities, physical facilities, social and cultural, 

accommodation facilities, transportation and infrastructure, etc. It also offers 

opportunities to potential tourists. The fact that these presentations are easily 

accessible and effective is effective in the decision-making of potential visitors. 

For these reasons, in this research, it has been tried to examine the extent of the 

websites prepared by the top 10 cities that host the most visitors as brand cities in 

the world, according to their recreational opportunities in terms of tourism, basic 

city attractions and complementary areas. Key results from the research are as 

follows: 
 

• The most common brand cities in terms of Cultural Facilities, which are 

a sub-theme of Recreational Attractiveness that are important in terms of 

promotion and marketing, are Paris, New York and Tokyo, and the city with the 

most common attractions is located in Kuala Lumpur. These results Nasöz et. al. 

(2020: 1172) 's results are similar to the results of the study. 

• It is seen that the brand that has the most attractiveness in terms of Sports 

Facilities, which is a sub-theme in Recreational Attractiveness, is the city in Kuala 

Lumpur, and the city with the least attractions in terms of sportive facilities is in 

Bangkok. In recreational attractions, it is seen that the city with the most 

attractions in terms of Entertainment Facilities is Tokyo, and London has the least 

attractions in terms of Entertainment Facilities. It is seen that the brand with the 

most common attractions in terms of Physical Facilities in Recreational 

Attractions is Bangkok, Paris and Tokyo, while the city with the least attractions 

in terms of Physical Facilities is Dubai. It is seen that the brand with the most 

attractiveness in terms of Social and Cultural Opportunities in recreational 

attractions is Tokyo, on the contrary, the brand with the least attractions is London. 

In web page design, the expectations of the site visitors should be investigated and 

data should be collected for design. During the design, it should not be forgotten 

that only recreational attractions are not enough, the web page should be made in 

a way that potential visitors can access information easily (Yükselen, 2019: 166). 

• It is seen that the city with the most attractions in terms of recreational 

facilities has the highest Tokyo with 33 sub-items in total, on the contrary, this 

city with the least attractions comes to London with 13 sub-items. Visits are made 

among the top three websites on the search page on the search engine. For this 

type of marketing called Search Engine Marketing (SEM), it should be aimed that 

the website contents of these cities provide the first page and first impression in 

the targeted keyword (Sezgin &Parlak, 2019: 44). 

• Paris, New York and Tokyo are the brands that share the most information 
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in terms of Accommodation Opportunities, which are the sub-themes in the 

examination according to Complementary / Secondary Areas, which are important 

in terms of promotion and marketing, and London and Kuala Lumpur are the 

brands that share the least information in terms of Accommodation Amenities. In 

addition, the brands that share the most information in terms of other sub-themes, 

Other Facilities, are Paris, New York, Tokyo and Antalya. A website that 

accurately reflects the city brand should present the visual contents of the hotel 

with all the details, reservation facilities, online payment systems and promotional 

articles in this internet environment (Sezgin & Parlak, 2019: 41). 

• When all of the main themes are examined, it is seen that the city sharing 

the most information in terms of Complementary Possibilities has the highest 

Paris, New York and Tokyo with 7 sub-items, on the contrary, the city with the 

least information has 4 sub-items and London has the lowest.  
 

Recommendations for recreation and tourism marketers; 

• During the examination of the websites, it was also determined that the 

city websites have their own mobile applications in Bankok, London, Dubai and 

Singapore, Kuala Lumpur, Istanbul, Tokyo, and Paris, New York and Antalya do 

not have their own mobile applications. In today's world where mobile usage is 

increasing rapidly, being active in mobile channels will increase the influence of 

cities (Nasöz et. al., 2020). 

• It is seen that all cities except Thailand and Kuala Lumpur share the links 

of social media channels on their web pages. In this respect, it will be easier for 

cities that share social media channels to attract potential tourists to their 

destination. The fact that visitors express their holiday cities, travel experiences, 

positive / negative opinions specific to restaurants on social media and share them 

can be an important reference source for other people (Çetinkaya, 2019: 176). For 

this reason, the brand should use the social media channels of the cities more. 

• It is very important that the websites of the cities are prepared in different 

languages considering the target markets. In this context, it has been found that 

the city of Istanbul is insufficient in terms of promotion in a single foreign 

language (English) on the website, and all other cities use multiple language 

options. In this context, it can be ensured that Istanbul's web page reaches more 

potential visitors by increasing the language options. 

• It also included information on safe water consumption in Tokyo, Covid 

measures, embassies, what to do in emergencies, application locations for 

illnesses and injuries, a guide for proper understanding of local laws, tourist 

information offices and many volunteer guides in the city. . There is an audio 

section for the visually impaired on Tokyo's website. In addition, as a result of the 

review on the web page, New York has created a similar page containing 

information for persons with disabilities for accessibility. Accessibility is to 

enable everyone to access the website (Yükselen, 2019: 166). Among the 

accessible cities that offer accessibility opportunities for people with disabilities 
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are Thailand, London, Dubai, New York, Tokyo, and the inaccessible cities are 

Paris, Singapore, Kuala Lumpur, Istanbul, Antalya. For accessible tourism, these 

cities should make the necessary organizations as soon as possible and add 

disabled individuals to their target market. 

• In addition, New York has a guide page for marriage organizations. The 

recreational facilities of New York are more than other cities. 

• In Paris, the information of cooking schools and the opportunity to make 

reservations are provided. In Paris, the list of Unsusual Hotels is also shared 

among accommodation options. In addition to these, there are Eco-Friendly 

Campsites among the accommodation options. Today, urbanization, air pollution, 

stress in city life, etc. Considering the factors, eco-villages, cittaslow, camping 

areas have become more demanding places. For these reasons, it can be argued 

that recreation and tourism marketers should give more place to brand cities eco-

camps on their websites. 

The limitation in this study includes the analysis of the websites of brand cities 

between 3 November and 27 December 2020. Because the web pages are updated 

quickly, this study only includes the information on the web pages during this time 

period. For this reason, future studies can update the research again when the 

ranking of the most visited brand cities in the world is renewed, and they can also 

add innovation to the research with different main themes and sub-themes in 

recreation. 
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INTRODUCTION 

One of the most basic needs that people need from the moment they are born 

is to eat. According to the hierarchy of needs theory, five basic human needs have 

been identified, and the first step of this theory is the need to eat (Maslow, 

1943). According to this theory, it is stated that if the basic needs of people such 

as eating, drinking water and housing are not met, they cannot be moved to the 

next level. Developing technology, increasing competitive conditions, etc. have 

been effective in making differences in people's desires and needs and in the 

emergence of alternative types of tourism. Tourism has become a service sector 

that can appeal to more tourists with alternative types of tourism such as cultural 

tourism, halal tourism, eco-tourism, ethical tourism, environment friendly 

tourism, medical tourism, sustainable tourism. In this sense, tourists now want to 

travel not only to visit a destination, to travel, but also to taste new flavors where 

they go and thus to engage culturally. For this reason, food and drink has become 

an important way to reach different cultures (Jiménez Beltrán et al., 2016: 347; 

Şimşek, 2020: 7). This situation has also led to the emergence of the concept of 

gastronomy tourism. In this study, the concept of gastronomy tourism, the 

relationship of gastronomy concept with tourism, the basic concepts related to 

gastronomy and gastronomy tourism destinations will be discussed. 
 

1. The concept of gastronomy and its relation with tourism 
 

The concept of gastronomy, which consists of the Greek words "gastros" 

(stomach) and "nomos" (law, rule), originates in French (Özbay, 2019: 

4). According to the Turkish Language Association, gastronomy is explained as 

"the curiosity to eat well" and "well-organized, pleasant and delicious cuisine, 

food layout and system" (TDK, 2019). In other words, definitions expressed as 

"science and art of food and drink and table building" are also found (Sormaz et 

al., 2016: 726). In the light of the studies, it was seen that the concept of 

gastronomy does not have a very old history and it is later understood exactly what 

its content encompasses. Pointing out that the concept of gastronomy should be 

demonstrated practically and theoretically, Santich (2004: 18) defined gastronomy 

as "a branch of science that examines and guides how, where, when, how and in 

what compositions food and drink are eaten and drunk". In later years, the concept 
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of gastronomy was expressed as "a discipline that examines the table layouts, 

tastes, constructions, visuals and the relationship between the food and beverages 

contained in the culinary culture, researches delicious food and pleasant drinks 

and is called an artistic activity by those who participate in this activity" (Türkay 

& Şengül, 2016: 89). In addition, gastronomy is the protection of man with a good 

diet and the enjoyment of life (Saatcı, 2016: 5). 

Although food and drink-oriented definitions were made about the concept 

of gastronomy, it was understood that this science is also related to disciplines 

such as art, sociology, psychology, cultural philosophy and is an interdisciplinary 

activity (Bağıran Özşeker, 2016: 5; Sormaz et al., 2016: 726; Özbay, 2019: 

2; Yıldız & Cankül, 2020: 3004). Figure 1 features a model that reveals the 

relationship of gastronomy with other sciences (Zahari et al., 2009).  

 
Figure 1. Multidisciplinary Model for the Study of Gastronomy  

Source: Santich, 2007 cf Zahari et al., 2009). 
 

According to this model, the concept of gastronomy has become a concept 

that is associated with many branches of science (Richards, 2002; Santich, 

2004). However, its relationship with tourism science, which is within the scope 

of social sciences, is undeniable. Since eating is one of the basic needs of people 

and the desire of tourists to enjoy every moment of their travels has made 

gastronomy values an integral part of the tourism experience (Türkay & Genç, 

2019: 224). The relationship between gastronomy and tourism involves a lot of 

activities and experiences (Fusté-Forné, 2021: 2). Gastrogeography, for example, 

a concept that has been discussed frequently recently, refers to the geographical 

experience between tourism and gastronomy (Doldur, 2016: 669). The geography 

of the food and eating habits strengthen the relationship between tourism and 
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gastronomy. In addition, eating activity is considered among the leisure activities 

of tourists recently (Güzel & Apaydın, 2016: 394). Another of the main reasons 

that makes gastronomy valuable for tourism is the differences between food and 

drink cultures (Çalışkan, 2013: 43). Today, all countries, regions, cities and even 

rural settlements use their original gastronomic values to strengthen tourism 

marketing and fight hard to attract more tourists (Akyürek & Kutukız, 2020: 

3320). Four factors related to tourism and gastronomy are mentioned. These are 

the ones that are going to gastronomy is part of tourism, an attractive element in 

promoting the destination, the use of local cuisine in the food and drink experience 

and part of the local culture (Tikkanem 2007 cf Çalışkan, 2013: 41). For this 

reason, gastronomy has become an important element affecting tourists and the 

concept of gastronomy tourism has emerged. 
 

2. Basic Concepts of Gastronomy 
 

The development of gastronomy science led to the emergence of a number 

of concepts related to gastronomy. Below are these basic concepts. 

2.1. Gastronomist 

"People who do research in the field of gastronomy" are called gastronomist 

(Türkoğlu & Akoğlan Kozak, 2015: 210). At the same time, gastronomists mean 

"cooking artist or master, culinary and service specialist, person trained in 

gastronomy, person with taste" (Özbay, 2019: 27). 

2.2. Gourmet 

Gourmet has recently become one of the most common concepts. Alexandre 

Dumas, who prepared the great culinary dictionary, divided people's interest in 

food into three (Yılmaz & Ekincek, 2016: 117). The first is gourmand, which he 

refers to as " have a hearty appetite", the other is glouton, which means "who eats 

everything and wants it more", and the last is gourmets, which he refers to as 

"foodie, seek taste and eat little, tasteful, selective and love rare things." The 

gourmet concept, which is used as a French gourmet, means "tatbilir" according 

to the Turkish Language Association (TDK, 2019). Gourmets are also known as 

"the main persons in the development of a country cuisine with their experience 

and knowledge" (Türkoğlu & Akoğlan Kozak, 2015: 212). As a result, gourmet 

means "the person who tries food and tastes indiscriminately, who has a deep 

knowledge of the time and taste from the garden to the arrival of food on our 

tables, who can recognize and distinguish between smells and tastes, who knows 

the kitchen utensils, who knows the history of food, the local flavors besides basic 

foods, who follows different flavors by making it a way of life" (Yılmaz & 

Ekincek, 2016: 121). 

2.3. Gourmand 

Gourmand is defined as "the gluttonous person who feeds on junk food to 

feed himself, does not understand the food culture, eats everything regardless of 
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the criteria such as the presentation, visuality, taste and hygienicity of the food" 

(Uyar & Zengin, 2015: 362). "The person who is interested in the consumption of 

good food and beverages and enjoys consuming them greatly" is also called 

gourmand (Bağıran Özşeker, 2016: 13). Gourmet and gourmand are confusing 

concepts. While the Gourmands are interested in quantity when it comes to food 

and drink; gourmets are interested in the nature of food and drink (Türkoğlu & 

Akoğlan Kozak, 2015: 211). 

2.4. Foodie 

The concept of foodie was first used in an article published in the New York 

Times, but its popularity, especially in America, increased in 1984 with "The 

Official Foodie Handbook" by Barr and Levy (Barr & Levy, 1984 cf Yozukmaz 

et al., 2017: 172). While foodie is defined as "people who are fond of eating and 

drinking" (Demirel & Kırıcı Tekeli, 2020: 37) "people talk about food everywhere 

all the time, they are interested in food almost obsessively, salivate while telling 

about restaurants, recipes or even radicchio and do not think that they are talking 

nonsense or unnecessary things during their meetings with friends or relatives and 

regard food as a significant art like painting or drama" (Barr & Levy, 1984 cf 

Yozukmaz et al., 2017: 172). Foodie, then, is a person who travels only for this 

purpose without thinking about anything other than food and drink, who dreams 

about eating and drinking, who has an obsessive interest in eating. 

Foodie is another of the concepts confused with gourmet when it comes to 

food personality. A gourmet is often seen as an older and upper-class individual; 

foodies refer to young couples who give their opinions about the food they eat in 

a restaurant, gaining experiences by going to famous restaurants (Barr & Levy, 

1984 cf Yılmaz & Ekincek, 2016: 119). Gourmets and foodies differ when it 

comes to having knowledge about food and drink (Collins, 2015: no pages). 

2.5. Degustator 

Degustation is expressed as a series of procedures necessary for experts in 

terms of smell, color, taste and quality related to the tasting of food and beverages 

(Özbay, 2019: 29). The person performing the degustation process is also called 

the degustator (Bağıran Özşeker, 2016:13). 

2.6. Gastro Tourist 

Gastro tourists mean, "especially those who travel for eating or drinking, 

apart from a classic meal" (Şimşek, 2020: 12). In addition, "people who have 

knowledge and experience the presentation and service of food and beverages of 

different cultures" are also considered gastro tourists (Uyar & Zengin, 2015: 361).  

Tourists who previously only wanted to visit a destination also aim to taste 

the regional dishes of the destination they visit today. In fact, with the concept of 

gastronomy, one of the main purposes of tourists is to taste the delicacies specific 

to the destination. Therefore, when describing the concept of gastro tourists, it was 

tried to be explained by associating them with the motivation of tourists to travel 
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food and drink. In other words, gastro tourists' interest in food and drink is 

expressed as a force that drives them to the destination 

Considering that the travel motivations of tourists are explained by different 

models and theories (Çetin & Şahin Perçin, 2021: 600), gastro tourist types are 

also classified in different ways. Boyne et al. (2003: 148) states that there are four 

types of gastronomy tourists. For Type 1 tourists gastronomy is an important part 

of their holiday experiences, and they actively research places with gastronomic 

heritage, quality and regional food in the area. For Type 2 tourists gastronomy is 

very important; however, they are not actively searching for food and beverages. 

For Type 3 tourists do not give gastronomy the importance they attach to their 

holiday experiences. However, if they enjoy the opportunities of gastronomy, they 

can participate in some activities related to food and drink during their travels. For 

Type 4 tourists, on the other hand, have no interest in gastronomy, even if they 

are quality gastronomic products that appear everywhere. Hjalager (2004) also 

grouped gastro tourists into recreational, existential, diversionary and 

experimentalists. According to him, the food and drink event is not of great 

importance to recreational and existential tourists while they are on holiday. 

Recreational tourists are conservative and look for and consume familiar foods 

and beverages that they consume at home while on holiday. Existential tourists, 

on the other hand, want to escape the routine of everyday life and do not want to 

put too much effort into food and drink while on holiday. For them, easy and 

abundant food is important. Existential and experimental tourists, on the contrary, 

care about food and drink. For example, for existential tourists, new and different 

food and beverage experiences are also an opportunity to get different 

experiences. Experimentalists are also mostly looking for trendy food and drink. 

Chaney & Ryan (2012) also stated that gastro tourists travel for reasons such as 

differentiation, uniqueness, belonging, authentic experiences, exotic, physical 

environment, learning, experiential, self-actualization, inclusion, surmounts 

safety, sensory content, pleasures of eating and drinking. Türkay & Genç (2019: 

227) also listed the characteristics of gastro tourists who see food and drink as the 

main motivation as follows: 
 

• They first think about eating and drinking during travel. 

• Want to participate in activities related to eating and drinking. 

• Income and education levels are high. 

• They tend to stay longer. 

• They are investigative and open to innovation. 

• They are respectful and interested in local products. 

•At the end of the trip, requests to purchase local products are high. 

As a result, the primary motivation of gastro-tourists is to taste local food; 

these tourists can also be called people who are sensitive about the consumption 

of food made with local products, locally grown or grown nutrients (Çalışkan, 

2013: 44). 
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2.7. Gastronomic Identity 

Food is one of our basic needs and has also become an important factor in 

the search for identity (Richards, 2002: 4). One of the most important aspects of 

gastronomy in terms of tourism, given its connection to culture, is its contribution 

to the creation of a unique identity of a destination (Çalışkan, 2013: 41). Pairing 

certain regions with certain foods and beverages allows the creation of a region-

specific gastronomic identity (Haven-Tang & Jones, 2005: 74). It is also thought 

that people's identity will change as their eating and drinking habits change 

(Richards, 2002: 4). Gastronomic identity, then, can be defined as "giving touristic 

products and services in the destination a unique consistency with a pinch of 

physical, cultural and natural environment" (Çalışkan, 2013:41).  

Different classifications that constitute gastronomic identity have been found 

in the literature. For example, in the Danhi (2003) study, he stated that there are 

six main factors affecting the gastronomic identity of a region (geography, history, 

ethnic diversity, culinary etiquettes, common tastes and local receipts). Fox (2007: 

553-556) describes the process of establishing the gastronomic identity of the 

destination; differentiation, aestheticization, authentication, symbolisaton and 

rejuvenation are covered in five sections. Harrington (2005: 133) cited the factors 

affecting gastronomic identity as culture and environment. The sub-factors of 

culture are history, ethnic diversity, trial and error, possibilities, traditions, beliefs 

and values, while the sub-factors of the environment are geography, climate, 

microclimates, local products and benefits of new products. It states that climate, 

culture and geography are more dominant factors in gastronomic identity.  

In the light of the studies carried out, these factors affecting the formation of 

gastronomic identity differ from region to region, culture to culture and different 

gastronomic identities emerge. Therefore, it will be difficult to imitate the 

gastronomic identity specific to the destination (Harrington & Ottenbacher, 2010: 

28). The formation of a destination-specific identity leads to the inability to imitate 

and the formation of a brand belonging to that destination. 

There are legal practices that help the inimitability of gastronomic identity, 

protecting the manufacturer, consumer and gastronomic product. One of them is 

the geographical indication system (Çalışkan, 2013: 42). The geographical 

indication is "a sign of quality for consumers that shows and guarantees the source 

of the product, its characteristics and the connection between the characteristics 

of the product and the geographical area" (Türk Patent, 2018). Many products 

such as Adana Kebab, Kayseri Ravioli, Afyon Cream, Ankara Simit, Antep 

Baklava, Kayseri Pastrami, Nigde Bor Sogurmesi, Anamur Banana can be cited 

as examples of registered geographical indications in Turkey. These products play 

an active role in establishing their gastronomic identity and making the destination 

an attraction for tourists by adding a destination-specific value. In order for 

destinations to gain a competitive advantage, they need to create and present 

different gastronomy tourism products that will reveal their gastronomic identity 
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(Çalışkan & Yılmaz, 2016: 44). 

3. The Concept of Gastronomy Tourism 

As a result of food and drink trips, the concept of Gastronomy Tourism, a 

new type of alternative tourism, has emerged. Gastronomy tourism was first used 

in the sense of "expressing the ideas of food and tourists to experience other 

cultures" under the name culinary tourism by Lucy Long in 1998 (Kivela & Crotts, 

2005: 41-42). However, the concept of gastronomy tourism in the sense used 

today emerged when Wolf (2001) published the "Culinary Tourism White Paper" 

(cf Türkay & Genç, 2019: 225). Wolf (2002) defined gastronomy tourism as 

enjoying and exploring the destination's food drinks to get unforgettable 

experiences (cf Kivela & Crotts, 2005: 42). Gastronomy tourism is also 

considered as part of cultural tourism (Çalışkan & Yılmaz, 2016: 38). Long, 

(2013: 24) emphasises the aim of recognising different cultures along with 

consumption in gastronomy tourism. Santich (2004: 20) referred to gastronomy 

tourism as a form of travel and tourism, where eating and drinking is partly a 

motivator. However, gastronomy tourism is characterized as an area of activity 

aimed at providing different flavors and displaying visual shows in addition to 

providing food and beverage services in hotels or food and beverage 

establishments located in a destination (Kyriakaki et al., 2013 cf Arslan, 2020: 

444). The Committee on Tourism and Competitiveness (CTC) of UNWTO also 

described Gastronomy Tourism as "a type of tourism activity which is 

characterized by the visitor's experience linked with food and related products and 

activities while traveling" (WTO, 2021). 

In the literature, studies have been found in which gastronomy tourism is 

named in different ways. Food tourism (Boyne et al., 2003; Yeoman & McMahon-

Beatte, 2016), food and wine tourism (Hall & Mitchell, 2006; Hall & Prayag, 

2017; Terziyska, 2017; Croce & Perri, 2017; Dressler & Paunović, 2018; Singh et 

al., 2020), gastro tourism (Obonyo et al., 2012; Skryl et al., 2018) and culinary 

tourism (Wolf, 2002; Hashimoto & Telfer, 2006; Harrington & Ottenbacher, 

2010; Ab Karim & Chi, 2010; Horng & Tsai, 2012; Sanchez-Cañizares & Castillo-

Canalejo, 2015) are examples of these studies. 

Gastronomy tourism is one of the fastest-moving alternative types of tourism 

in the tourism industry (Chaney & Ryan, 2012: 310). In recent years, gastronomy 

tourism has attracted interest from tourists and plays an attractive role in the travel 

of tourists, and tourism is also of interest to the public (Saatcı, 2016: 4; Boyraz & 

Sandıkçı, 2018: 874). The increasing importance of gastronomy tourism has also 

led to an increase in academic studies in this field (Westering, 1999; Richards, 

2002;  Hjalager, 2004; Santich, 2004; Kivela & Crotts, 2005; 2006; 2009; Hall & 

Mitchell, 2006; Chaney & Ryan, 2012; López-Guzmán & Sánchez-Cañizares, 

2012; Çalışkan, 2013; Sarıışık & Özbay, 2015;  Zengin et al., 2015; Sormaz et al., 

2016;  Jiménez Beltrán et al., 2016; Çalışkan & Yılmaz, 2016; Faulkner, 2018; 

Eşitti & Buluk, 2018; Sökmen & Özkanlı, 2018; Unur & Oğuz, 2018; De Jong et 
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al., 2018; Meneguel et al., 2019; Özgül Katlav et al., 2019; Çuhadar & Morçin, 

2020; Celebi et al., 2020; Ercan, 2020; Fusté-Forné, 2021). 

Gastronomy Tourism Destinations 

Gastronomy tourism, which has recently become a new trend in gaining a 

competitive advantage among destinations, has become an issue that destinations 

should not ignore. The number of touristic trips to destinations where quality local 

products are developed and marketed has increased (Gülenç Birsen & Dinç, 2018: 

121). A destination that is worth a visit for tourists with its natural charms must 

also focus on products that reflect the special interests of tourists so that it does 

not lose its attractiveness as time passes (Çevik & Saçılık, 2011: 503). Food may 

be the most decisive point to visit a destination (Kivela & Crotts, 2005: 44). In 

this sense, Gastronomy is an indispensable part of tourist experiences, and it 

heavily affects tourists' decisions, behavior, and satisfaction (Fusté-Forné, 

2021:2). 

The number of international tourists has now exceeded 1 billion, share of the 

culinary expenditures in the tourism revenues worldwide has reached 30% and 

88.2% of the tourists declared "food is very important in choosing destination for 

travel" all are among the most important factors (TÜRSAB, 2015). Total 

expenditures and expenses for eating-drinking of tourists coming to Turkey are 

shown by years in Table 1. 

Table 1. Total Expenditures and Expenditures for Eating-Drinking of Tourists 

(2004-2014) 

Year Total 

Expenditure 

($) 

Expenditure 

on Eating- 

drinking 

($) 

Eating- 

drinking 

expenditure 

% 

2004 17.076.609 3.158.780 18.4 

2005 20.322.111 3.690.171 18.1 

2006 18.593.947 3.899.512 20.9 

2007 20.042.501 4.746.747 23.6 

2008 25.415.068 5.774.961 22.7 

2009 25.064.481 5.975.660 23.8 

2010 24.940.996 5.841.251 23.4 

2011 28.115.693 6.440.577 22.9 

2012 29.351.445 6.210.047 21.1 

2013 32.308.991 6.583.641 20.3 

2014 34.305.904 6.523.852 19 
Source: TÜRSAB (2015). Gastronomy Tourism Report. 

According to TÜRSAB (2015) gastronomy tourism report, the number of 

foreign tourists visiting Turkey for this purpose is increasing day by day and it is 
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seen that gastronomy tourism makes a very important contribution to national 

income. 

Gastronomy tourism aims to preserve the socio-cultural heritage of a 

destination and pass it on to future generations (Doldur, 2016: 670). For this 

reason, UNESCO established the Creative Cities Network in 2004 and aims to 

integrate various regions, incomes, capacities and populations in working creative 

industries (unesco.org.tr). By using local food, villagers sustain their traditional 

food and are known for their gastronomic culture. Using the local food, the 

villagers sustain their traditional meals and are recognized with their gastronomic 

culture (Güzel & Apaydın, 2016: 399). Within the scope of The UNESCO 

Creative Cities Network 36 cities including Popayán, Chengdu, Östersund, 

Jeonju, Zahlé, Florianopolis, Shunde, Tsuruoka, Belém, Bergen, Burgos, Dénia, 

Ensenada, Gaziantep, Parma, Phuket, Rasht, Tucson, Alba, Buenaventura, 

Cochabamba, Hatay, Panama Chity, Paraty, San Antonio, Belo Horizonte, 

Portoviejo, Yangzhou, Overstrand, Bergamo, Bendigo, Mérida, Arequipa, 

Hyderabad, Afyonkarahisar, Macao have been awarded the title of "Gastronomy 

City" (UNESCO, 2020). 

The destinations known for their regional cuisine have thus enhanced the 

image of their cuisine (Ab Karim & Chi, 2010: 534). However, countries that want 

to create a positive image of gastronomy have to compete with old and established 

gastronomy destinations such as China, Italy, France (Hashimoto & Telfer, 2006: 

49). The image of a destination without good and high-quality cuisine falls out of 

favor with tourists (Pendergast, 2006 cf Sánchez-Cañizares & López-Guzmán, 

2012: 230). For this reason, a destination interested in gastronomy tourism may 

need to master all its attributes and conduct detailed research for each of its 

initiatives. The close relationship between gastronomy and local, regional and 

national identities has changed with the process of globalization (Jiménez Beltrán 

et al., 2016: 350) which has also caused eating habits to change (Richards, 2002: 

6). For example, French fries, cheese, wine; Italian pizza, spaghetti, tiramisu; 

sushi in Japan, baklava in Turkey, etc. food can now be found and purchased 

anywhere in the world, in all seasons. However, tourists prefer to taste these 

delicacies and to visit new places by traveling to destinations where local food 

belongs. This suggests that gastronomy tourism and destination are visibly related 

(Jiménez Beltrán et al., 2016: 350). 

RESULT 

Today, with the change of people's wishes and needs, the reasons for visiting 

destinations have also changed. Food and drink activities have started to be among 

the reasons for traveling, such as discovery, the desire to get to know new cultures, 

and rest. In this way, the concept of gastronomy tourism, which is one of the 

alternative types of tourism, has been raised. The introduction of gastronomy as 

an element of attractiveness in the field of tourism has led to it being one of the 
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motivations of travel and creating potential in this field (Sarıışık & Özbay, 2015: 

275). For this reason, it has become mandatory for destinations to benefit from 

alternative types of tourism such as gastronomy tourism. Gastronomy tourism is 

seen as an influential factor in increasing the participation of tourists in 

gastronomy tours and creating a positive image by creating differences in 

destinations. Each country has an image in tourists' mind for their cuisines (Güzel 

& Apaydın, 2016: 401). Ab Karim & Chi (2010: 533) stated that Italia and France 

are famous for the quality, variety, taste and presentation of food and various 

gastronomy activities are carried out. Rimmington & Yüksel (1998: 53-55) found 

that the major reason travelers revisited Turkey was for its cuisine, and food was 

one of the most important factors that contributed to travelers' overall satisfaction. 

Therefore, especially in developed countries, the gastronomy tourism sector is 

growing rapidly and has become a dynamic and creative type of tourism that 

attracts billions of tourists and revenues (Akyürek & Kutukız, 2020: 3320). For 

developing countries, gastronomy tourism and the development of local cuisine 

give the country an advantage in economic, social and cultural aspects. The fact 

that gastronomy science, which is increasingly important in the tourism sector, is 

seen as an interdisciplinary activity has also been a factor in increasing the number 

of theoretical and practical studies conducted in this field. 
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INTRODUCTION 

While reviewing the literature, it is seen that many scientific concepts have 

emerged recently to keep the interaction between the natural environment and 

humans under more regular control. The increasing interest and responsibility of 

people regarding the nature they live in and interesting ecosystems have not only 

led to the rise of environmental protection, but also to the emergence of regional, 

national and international environmental organizations (Paskova and Zelenka, 

2018: 44). World Heritage Convention and Global Geoparks Network are the 

leading ones among these organizations. 

With the activation of the world's first National Park (Yellowstone National 

Park) in the western USA on March 1, 1872, the process of transforming many 

nature reserves into National Parks began in different regions and countries on a 

global scale. On November 16, 1972, the UNESCO World Heritage Convention 

was accepted. Correspondingly, it has begun to identify, list, name and protect 

geographical locations of cultural or natural significance, which are accepted as 

the common heritage of humankind. In 1991, due to the necessity of conserving 

the natural environment, the First International Symposium on the Conservation 

of our Geological Heritage was held in Digne, France, with the participation of 

various countries and specialists, with the support of UNESCO. The symposium 

has a particular significance as it is the first scientific association concerning the 

protection of geological heritage (Gümüş, 2019). 

In 2004, the Global Geoparks Network (GGN) was created by UNESCO at 

the first International Geopark Conference held in Beijing, the capital of China. 

In 2005, with the Madonie declaration, the European Geoparks Network was 
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accepted to act as the integration organization of the members of the Global 

Geoparks Network in Europe. In 2006, the Second Global Geopark Conference 

was held in Belfast with 320 participants from 6 continents and 40 countries, and 

Belfast Declaration was published at the end of this conference (Zouros, 2005). 

As of 2020, it has been determined that UNESCO has 5 Geopark Networks and 

161 geopark sites in 44 countries. These global geoparks both increase the 

importance of the geological heritage of the regions they are in and prepare a 

suitable ground for the implementation of nature conservation, environmental 

education and sustainable development initiatives. Geoparks are lively and 

attractive geographical areas in which locals, scientists and tourists interact 

(UNESCO, 2015: 9-10). These areas, which are of great importance for tourism, 

cover the regions in which all natural and cultural heritage —particularly the 

elements of geological heritage— are taken under protection. These nature 

preservation zones are special ecological areas where land investigation and 

scientific studies are carried out, socio-economic development is aimed at, and 

geographical spatial boundaries are determined (Gümüş, 2008). Geoparks are 

specially protected areas that need tourism and development strategies to create 

the infrastructure of a region, to promote and brand its current programs. The aim 

is to develop a destination brand identity and create a new tourism center while 

protecting geological resources, and prioritizing geography and environmental 

education practices (Bailey and Hill, 2010: 53).  

THEORETICAL FRAMEWORK 

Geopark 

Geopark is a concept developed in Europe in the late 1980s and refers to a 

protected area with geological heritage and a sustainable regional development 

strategy (EGN, 2000). Geopark areas are one of the ways to protect, preserve and 

use the geological heritage of our planet in a rational, sustainable and responsible 

manner. At the same time, they signify a region in which there is a social 

consensus on how to live in harmony with nature to develop natural and cultural 

values (Paskova and Zelenka, 2018: 44). In other words, geoparks constitute the 

basis for the preservation of geological structures, the creation of sustainably 

managed geological sites for education, research, tourism and employment, even 

health and welfare programs, and they make a significant contribution to the 

sustainable development of a region (Turner, 2006: 362; Henriques and Brilha, 

2017: 350). 

By raising awareness of the geological heritage of the region, UNESCO 

Global Geoparks strengthen locals’ pride in this heritage and their integration with 

the region. As new sources of income are created through geotourism —while 

preserving the geological resources of the region—, the creation of innovative 

local businesses, new business areas and high-quality education programs is 

encouraged (UNESCO, 2017). The greatest strength of the initiative to establish 

a geopark in a country is the interest it shows in the resources of the earth’s 
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heritage and thus the socio-economic development that occurs in rural areas 

(Bailey and Hill, 2010: 53). 

Organizational and institutional development of geoparks has been taking 

place in the form of networking at national, continental and global levels since the 

early 2000s (Farsani, Celeste and Costa, 2012: 2). The Global Geoparks Network 

implements practices to raise quality standards in education, products and 

services, while cooperating with regional networks and facilitating information 

sharing. In addition, it carries out joint activities by supporting regional geopark 

networks (UNESCO, 2016: 5-6). 

European Geoparks Network (EGN) 

The European Geoparks Network (EGN) was established in 2000 under the 

leadership of four European countries which are France (the Haute-Provence 

UNESCO Global Geopark), Greece (the Lesvos Island UNESCO Global 

Geopark), Germany (Vulkaneifel European Geopark), and Spain (Maestrazgo 

Cultural Park Aragon). These four founding member countries of the European 

Geoparks Network concluded that the main problem in their field stems from 

socio-economic problems —e.g., excessive migration, low employment, slow 

development. Within the scope of these problems, the purpose of establishing the 

European Geoparks Network is to ensure the exchange of knowledge and 

experience and to work cooperatively towards common goals to protect the 

geological heritage in the areas of geoparks and to encourage sustainable local 

development. Supporting scientific research, education and developments in 

various fields of earth sciences are also among the main objectives of the network 

(Zouros, 2004).  

Geotourism  

Geoparks, as clearly defined regions with their own active sustainability 

managements, are considered as an important factor in the development of 

geotourism (Paskova & Zelenka, 2018: 44), and the network of geoparks, on a 

regional and global scale, adopts a positive attitude towards geotourism (Justine, 

2018: 1). Geotourism is a quickly growing tourism industry around the world, 

advancing towards geoparks. It is a type of tourism that implements the principles 

of sustainable tourism and is also environmentally and socially responsible. A 

geopark mostly cooperates with the competent destination management 

organization in its region and plays an important role in both the development and 

enrichment of the people of the region (Dowling, 2013: 59; Paskova and Zelenka, 

2018: 49). 

Many authors have defined and described the contents of geotourism. 

Geotourism is defined as exploring geologically important and attractive areas 

with an active experience to provide information about the formation process of 

the world, geosites and ancient lives (Paskova, 2014: 45). According to some 

experts, it means using geodiversity for recreational purposes (Martini, Alcala, 

Brilha, Iantria, Sa and Tourtellot, 2012: 187). It is a form of ecological tourism 



35 

 
 

that reveals the relationship between geological, biological and cultural diversity 

and focuses especially on geology and landscape. As people's efforts for a 

sustainable lifestyle, and desires of exploring interesting natural areas and having 

authentic experiences become widespread, activities such as geotourism become 

popular (Hose, 2016: 2; Newsome and Dowling, 2010: 4).  

Geopark visitor centers serve to protect geosite and geodiversity, and to 

understand earth sciences through learning, and help geo-tourists to gain 

experiences through geo-paths, guided tours and geo-activities (Newsome, 

Dowling and Leung, 2012: 19). Geotourism, like all other types of tourism, is an 

economic activity that affects economic development. It provides significant 

income and benefits to investors, businesses and employees. Obtaining a higher 

number of tourists and thus a higher tourism income is a situation desired by all 

tourism agencies (Martini et al., 2012: 187). In the light of all these explanations, 

geotourism can be defined as tourism that enables the development of the region 

by protecting the geology, culture and artistic values of the region, increasing the 

welfare of the local people, and taking environmental factors into account. Today's 

geotourism has managed to grow into a broad tourism market integrated with 

sustainable development principles (Newsome & Dowling, 2010; Newsome, 

Dowling & Leung, 2012; Barrow, 2013; Hose, 2016). Furthermore, geotourism 

refers to travels to see and learn about natural ecosystems, particularly to see and 

learn about geological and geomorphological formations. Moreover, geotourism 

is a type of tourism that causes relatively less disturbance to nature and is a 

particularly important value for sustainable local development (Gümüş, 2008). 

 

Figure 1. European Geoparks Network Member Countries and Number of 

Geoparks (2020). 
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Figure 2. Geoparks Crossing National Borders in the European Geoparks 

Network (2020). 

Table 1. The Member Countries of the World Geoparks Network and their 

Number of Geoparks in 2020 (Bakırcı and Soykan, 2021: 126). 

World Geopark Networks 
Number of Member 

Countries 

Geopark 

Numbers 

European Geoparks Network 26 81 

Asia Pacific Geoparks Network 8 65 

Latin America and Caribbean 

Geoparks Network 
7 8 

Africa Geopark Network 2 2 

Canada Geopark Network 1 5 

Total 44 161 
 

As of 2020, the number of countries that are members of the UNESCO Global 

Geoparks Network is 44, and the total number of geoparks in these countries is 161. 

The European Geoparks Network ranks first in terms of the number of member 

countries with a rate of 59.1% and the number of geoparks with a rate of 50.3%. This 

network is followed by other regional networks, respectively (see Table 1). Spain, 

which has the highest number of geoparks in the European Geoparks Network, is 

followed by Italy, France and the United Kingdom (see Figure 1). The European 

Geoparks Network continues to be an exemplary network with its regional programs 

and activities by developing rapidly. The underlying reason for this development is 

the policies and efforts to support geopark initiatives in the founding four member 

countries —France, Germany, Greece and Spain— of the European Geoparks 

Network (see Table 2 and Table 3). 
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Table 2. Characteristics of the Founding Member Countries of the European 

Geoparks Network (Zouros and Mc Keever, 2008) 

Founding Member Countries 

and Geoparks of the 

European Geoparks Network 

 

Characteristics 

France — The Haute-Provence Ammonites, The Verdon Passage, Structural 

Landforms, Velodrome, Serenya Fossil Site 

Germany — Vulkaneifel The Eyes of Eifel, Maar Volcanic Craters, 

Volcanic Geosites, Fossil Sites 

Greece — The Lesvos Island The Petrified Forest, The Vatousa Volcanic 

Crater, Volcanic Landforms, Coastal 

Landforms, Tectonic Landforms 

Spain — The Maestrazgo 

Cultural Park Aragon 

Aliaga Structural Landforms, Guadalupe River 

Valley, Grutas de Cristal Caves 

 

Figure 3. World Global Geoparks Map (2020) and Founding Member Countries 

of the European Geoparks Network. 
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Table 3. General Information on the Founding Member Countries of the 

European Geoparks Network (http://www.unesco.org) 

THE HAUTE-PROVENCE 

UNESCO GLOBAL GEOPARK 

(FRANCE) 
 

1. Located in south-eastern 

France, between the Alps and 

Provence, the Haute-Provence 

UNESCO Global Geopark is the 

largest geological open-air museum in 

France. 

2. The reserve includes 18 

geological sites more than 300 million 

years old, which contain numerous 

fossil-rich materials and fascinating 

rock formations. 

3. More than 1,550 ammonites are 

preserved on a 350,000 square 

limestone wall. 

4. Fossilized footprints of birds 

can be found, as well as fossilized 

plants. The Verdon river gorge offers 

the opportunity to discover the 

beautiful landscape of Haute- 

Provence. 

5. The Haute-Provence UNESCO 

Global Geopark is a place showing 

300 million years of the Earth’s 

history. 

6. The Geopark is equidistant 

from Nice, Marseille and Grenoble 

(150 km), and organized around the 

town of Digne-les-Bains, capital of 

the Alpes de Haute Provence 

Department.  

7. The Haute-Provence UNESCO 

Global Geopark from is greatly 

involved in education on its different 

territorial heritages (geology, nature, 

culture, intangible) and receive 

thousands of scholars each year. The 

UNESCO Global Geopark during 

THE VULKANEIFEL 

UNESCO GLOBAL GEOPARK 

(GERMANY) 
 

1. Located in the middle of 

Central Europe, at the northwestern 

part of the ‘Rheinish Slate 

Mountains’, the rolling Eifel 

highlands are a hilly landscape with 

deep, glacially carved valleys cut into 

old Devonian sediments (360-415 

million years old).  

2. Volcanoes dot the landscape, 

with 350 known eruption centers, and 

give the area its name–Vulkaneifel 

UNESCO Global Geopark. 

3. Two volcanic phases created 

Vulkaneifel. The first was active 

around 45 to 35 million years ago, the 

second phase around a million years 

ago that ended with the most recent 

eruption, the Ulmener Maar, 10,900 

years ago. Around 350 eruptions have 

been recorded in the Vulkaneifel, of 

which around 270 were during the 

most recent phase. The area is the 

international type locality of maar 

volcanoes. In some craters, bogs and 

lakes have formed while others 

remain dry. Known as ‘maar’ craters, 

these bodies reveal a nearly 

uninterrupted stack of sediments 

dating back to 150,000 years ago that 

provides data for the reconstruction 

of past climate, vegetation and 

ecology. Since the 1980s research 

focusing on the varve bearing 

sediments of the waterfilled maars as 

well as the dry-maars made it 

possible to reconstruct an annual 

calendar for the last 23,000 years 
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these last 15 years has also developed 

a strong policy connecting 

contemporary art with landscape and 

geology. Today more than 130 

artworks are present in its territory and 

special guides are trained both in 

geology and in contemporary art and 

offer their service for a new category 

of visitors. The Haute-Provence 

UNESCO Global Geopark is greatly 

involved in economic development by 

supporting the creation of new local 

products and with its quality branding 

for local economic partners 

(restaurants, lodging, local products, 

museums, etc.). 
 

THE LESVOS ISLAND UNESCO 

GLOBAL GEOPARK (GREECE) 
 

1. Located in NE Aegean Sea, 

former is a founding member of the 

Geoparks Network that brings visitors 

to an ancient forest preserved by a 

massive volcanic eruption 20 million 

years ago. 

2. Τhe geological structure of 

Lesvos Geopark is composed of the 

metamorphic basement, the nappe of 

the ophiolitic sequence, the Miocene 

postalpine volcanics, the Neogene 

marine and lacustrine deposits. 

3. The Geopark features rare and 

impressive fossilised tree-trunks. 

Formed some 15 to 20 million years 

ago, due to intense volcanic activity, 

the trees were covered by lava, ashes 

and other materials that were spewed 

into the atmosphere.  Today some of 

the trunks can still be seen in their 

upright position with intact roots of up 

to 7 m, while others are found in a 

fallen position measuring up to 20 m. 

with seasonal resolution. Ongoing 

research in the maar sediments today 

allows a view back to some 130,000 

years ago. Vulkaneifel is the most 

important climate archive for Middle 

Europe. Similarly, fossils found in 43 

million years old sediments of 

Eckfeld Maar are of worldwide 

importance, since they contained an 

archetypal horse and the oldest 

known honey bee. 

4. Today there is well-developed 

geotourism at Vulkaneifel. Five 

museums and about 350 marked and 

described geological outcrops present 

the geology and guide visitors 

through the fascinating landscape. 

The aim is to bring visitors closer to 

the area’s remarkable geology and 

promote the conservation of 

geological heritage and sustainable 

economic development. Other 

services include: individual trips, half 

daily routes, as well as excursions of 

one or more days. Arranged 

according to different geoscience 

topics, but also botanical or culture-

historical ones, the hiking trails 

permit an incomparably intensive and 

active visit into the charm of the 

Vulkaneifel wonderland. 

Environmental education packages 

for residents and visitors as well as 

imaginative public relations should 

further increase acceptance of 

sustainable businesses as well as of 

earth heritage and countryside 

conservation and encourage a deeper 

bond with and commitment to their 

region by the people. 
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4. Moreover in the area of Lesvos 

Island UNESCO Global Geopark 

there are findings of the oldest known 

land mammal (Prodeinotherium 

bavaricum) 19 million years ago in 

Greece, impressive fossils of animals 

that lived on Lesvos 2 million years 

ago, numerous volcanic sites and 

thermal springs witnesses of the 

intense volcanic activity (21.5-16.2 

million years ago), faults and 

landscapes created from tectonism, 

caves and karstic structures, erosional 

forms and waterfalls as well as 

impressive coastal landforms. 

5. The local economy of the island 

is based on agriculture with an 

emphasis on olive oil production, 

cattle-raising and fishing. Distillery is 

developed and its main product is the 

world famous ouzo. An important 

component of the Lesvos Island 

UNESCO Global Geopark 

management plan is the support of the 

local economy. Several opportunities 

have been created through Geoparks 

activities for tourist enterprises, small 

hotels, guest houses, restaurants, and 

other enterprises such as local 

handicrafts artisans. It is worth to be 

mentioned that Lesvos Geopark 

collaborates closely with women’s 

agrotourism cooperatives and every 

summer organizes an agrotourism 

festival, which promotes high-quality 

local products, food, and drinks 

prepared by the women’s 

cooperatives. 

 

THE MAESTRAZGO 

CULTURAL PARK ARAGON 

UNESCO GLOBAL GEOPARK 

(SPAIN) 
 

1. In the province of Teruel, 

within the Aragonese western branch 

of the Iberian Mountain Range. 

2. The Geopark’s extensive 

territory encompasses 43 

municipalities with beautiful towns 

and built heritage set in varied 

landscapes, home to a rich history 

and traditional celebrations.  

3. The two most notable 

geological highlights of the Geopark 

are: The Jurassic-Cretaceous dinosaur 

sites in Galve where the first dinosaur 

in Spain was found, and the 

Mesozoic series in the Maestrazgo 

area, one of the most representative 

and complete exposures of the 

Cretaceous geological history of the 

Iberian Mountain Range.  

4. Other remarkable sites include 

the Cristal Caves Natural Monument, 

El Recuenco cave, Cañizar del Olivar 

(Calcareous tuff building) and 

multiple dinosaur sites with fossils 

and footprints. 

5. Today, Maestrazgo Cultural 

Park has well-developed geotourism 

activities in the UNESCO Global 

Geopark of Aragon. Rocks such as 

limestone, dolomite educational path, 

ceramic boards with drawings and 

text in the relevant geopark site can 

be explained to students or scientists, 

in Galve's Paleontology Park, fossils 

and prints of dinosaurs, as well as 

full-size copies, can be examined 

within the scope of geotourism 

activities. 
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All geopark areas in the world, particularly the geopark fields in Europe, have 

their own geopark cultures. Since each country —and even every region— has its 

own tradition of eating and clothing, the promotion of traditional food, folklore 

products and local clothing has an incredibly significant role for visitors coming 

for scientific research, education or geotourism. The main reason for this is 

people’s desire to get to know the products and folklore artifacts produced only in 

that region in the geoparks they visit. 

GEOTOURISM ACTIVITIES IN GEOPARKS 

Geotourism is a branch of cognitive tourism and/or adventure tourism, as 

well as the discovery of geological processes through contact with a geosite, 

integrated with aesthetic experiences gained based on visits and recognition of 

geological objects (geosites) (Slomka & Kicinska-Swiderska, 2004). Definitions 

of geotourism activities in geoparks have been developed by various scientific 

researchers. According to Hose (1995), geotourism is a way to provide translation 

and service opportunities, to gain knowledge and understanding of geology and to 

understand the geomorphological (including their contribution to the region) 

development of these areas. 

According to Dowling and Newsome (2006), within the framework of 

sustainable tourism principles, focusing primarily on geological features, 

promoting environmental and cultural understanding and conservation is the main 

goal in geotourism. Adhering to the values of sustainable development and 

sustainable tourism, France/Chablais UNESCO Global Geopark has provided 

exemplary developments in the geotourism field. Located between Lake Geneva 

on the Swiss border and Mont Blanc, the western point of the Alps within the 

borders of France, the Chablais Geopark covers an area of 870 km2, and is 

characterized by a natural and mountainous Alpine landscape in the South and 

low hills along the lakeshore in the North. The region, which includes a number 

of infamous tourist destinations such as Morzine, Les Gets and Chatel for winter 

sports and Evian, Thonon and Yvoire for summer vacations, registered 4,419,800 

overnight stays in the summer and 6,933,600 overnight stays in the winter in 2016, 

making it one of the region's major tourism centers. Twelve mountain villages in 

France and Switzerland were connected by hiking and biking trails, and ski lifts 

(over the ski area of 650 kilometers), and have developed greatly thanks to 

geotourism (Justine, 2018: 8-9). 

All geopark sites in the world, including the founding geoparks of the 

European Geoparks Network, have developed several policies to promote local 

development and local products. Some of these policies are in the form of working 

with the local people, providing incentives for production to ensure local 

development, and providing the opportunity to introduce traditional and local 

products of the country and the region in which the geopark is located to its visitors 

through scientific studies or geotourism. 
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Many geopark sites in European countries offer specially developed 

programs to promote nature preservation, environmental education, tourism 

education and tourism activities. The main ones are listed below (Bailey and Hill, 

2010: 56): 

 1. Geo-Culture 

 The most innovative aspect of a geopark is that it focuses on and promotes 

local culture. It sells local produce, trains local guides and encourages them to 

serve local communities. It allows cultural heritage to be visited. It includes 

musicians, writers and artists inspired by these venues in this cultural heritage and 

spreads their art and cultural activities. 

2. Geo-Routes 

It offers riding tours or hiking/cycling trails that focus on the geology and 

unique landforms of a region. Visitors are encouraged to explore these areas by 

following routes that connect various geological sites. 

3. Geo-Recreation 

Geoparks add a geological element to fascinating recreational activities such 

as hiking, mountain biking, canoeing, rafting, rock climbing, horseback riding, 

and even paragliding, allowing visitors to actively use the world heritage. 

Table 4. Elements That Keep Cultural Sustainability and Geotourism Activities 

Lively in the Founding Member Countries of the European Geoparks Network 

Country Geopark Name Elements that Keep Cultural Sustainability 

and Geotourism Activities Lively 

France The Haute-

Provence 

UNESCO Global 

Geopark 

Ammonite Shaped Chocolate, Pastry and 

Ceramic Business, Digne les Bains, Sisteron, 

Castellane and Promenade Museum 

Germany Vulkaneifel 

UNESCO Global 

Geopark 

Vulkaneifel Mineral Water, Geo-Cocktails, 

Eifel Volcano Museum in Daun 

Greece The Lesvos Island 

UNESCO Global 

Geopark 

Organic Olive Oil, Agra Village Pasta, 

Barbayanni Plomari Ouzo, Spices, Traditional 

Marmalades, Nature and History Museum in 

Sigri 

Spain The Maestrazgo 

Cultural Park 

Aragon 

Tronchón Cheese, Extra Virgin Olive Oil from 

Bajo Aragón, History Museum in Mas de als 

Matas 
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4. Geo-Children 

Geoparks offer programs for children that include activities related to 

geology and landscape. For example, the Rock Detectives program for older 

children and puppet shows for young children present geological values. 

Geoparks, established in different parts of the world within the scope of 

nature protection and area management in the 21st century, are mostly 

concentrated in rural areas. Geoparks increase the income of people living in rural 

areas in which they are established, thus preventing their desire to migrate to cities 

to find jobs. 

According to Zouros (2004), the main purpose of the foundation of the 

European Geoparks Network is to make rural areas gain more significance 

regarding geological heritage and natural resource values. Because France and 

Germany have a higher quality of life, Spain and Greece have slower economic 

developments and lower quality of lives. For this reason, geoparks in 

underdeveloped regions include nature conservation programs that contribute to 

the solution of some problems such as unemployment, poverty and migration. 

THE LESVOS ISLAND UNESCO GLOBAL GEOPARK, GREECE 

Lesvos Island, located in the northeast of the Aegean Sea, is the third largest 

island in Greece in terms of area. The island, dominated by Miocene volcanoes 

and Petrified Forest, draws attention with its rich geology and complex geo-

diversity. At the same time, there are important archaeological sites and 

monuments, medieval castles, traditional Greek villages, industrial architecture, 

Orthodox monasteries and historical Christian churches on the island (Zouros and 

Valiakos, 2014).  
 

  

Figure 4 (left) and 5 (right). In these images taken from Sigri Park, the body 

part of a conifer fossil tree, which was petrified because of volcanism activity in 

the Miocene Epoch about 20 million years ago, is seen as a result of natural 

erosion and excavations. In the image on the left (Figure 4), the red striped line 

rises to the surface as a result of natural erosion, while the black line 

descending down from the surface was unearthed as a result of excavations 

(03/12/2019), (Bakırcı and Soykan, 2020: 150). 
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The geopark area was declared as a Natural Protection Monument in 1995 due to 

its geological and paleontological characteristics. The visits take place in 

organized areas and parks. The Petrified Forest area was formed during the Lower 

Miocene period, after the plants formed by volcanic activity were exposed to 

silicification. The existence of tropical-subtropical vegetation in this area about 

20 million years ago shows that there is a diversity of different species — such as 

Sequoia sp., and Quercus sp.— in the geopark area (Zouros, 2010). 

  

Figure 6 (left) and 7 (right). One of the three main goals of geoparks is 

to protect the land heritage effectively. In these images, the root system 

of a petrified tree (Figure 6) and a plant fossil (Figure 7) are tried to be 

protected with the materials selected by the members of 

the Lesvos Island UNESCO Global Geopark (20/11/2019), (Bakırcı and 

Soykan, 2021: 122). 
 

Geoparks, which emerged in Europe as a new concept of nature conservation 

and land management, are national conservation areas with definite borders, with 

sustainable management and local development program with high-quality land 

heritage elements in terms of aesthetic rarity, educational and scientific values.  
 

  

Figure 8 (left) and 9 (right). The second of the three basic principles of 

geoparks is on geotourism and geo-education programs. The images are 

taken from Lesvos Natural History Museum (Figure 8) and Bali-Alonia 

(Figure 9), the main fossil center of the geopark (03/10/2019). 
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These preserved areas are natural laboratories that contribute to 

understanding the formation of our planet, the evolution of the world, as well as 

effective shaping processes in the past and present. Geoparks have three main 

goals. The first is to effectively preserve the geological heritage. The second is to 

increase the awareness of the society on the earth with nature education. The third 

is the provision of socio-economic local development through geotourism 

(Gümüş, 2019). 

  

Figure 10 (left) and 11 (right). In the Natural History Museum Cafeteria 
located in the Geopark, the retail shelves made by the women's cooperatives 

of Lesvos Island attract attention. From left to right, the shelves belong to 
Mesotopos, Agia Paraskevi, Skalochori and Agra (Figure 10). The members 

of the UNESCO Global Geopark Japan Executive Board and Toyooka High 

School Students while visiting the UNESCO Global Geopark Natural History 
Museum of the Lesvos Island UNESCO Global Geopark within the scope of 

geo-education and geotourism activities (Figure 11), (15/12/2019). 

Table 5. Some of the Geosite and Touristic Locations in the Lesvos Island 

UNESCO Global Geopark (www.lesvosmuseum.gr) 

Geosite Name Characteristics Priority 

Bali Alonia 
Geology, Geomorphology, 

Archeology 

Scientific, Geo-education, 

Geotourism 

Sigri, Plaka, Nisiopi 

Fossil Forest Park 
Geology, Geomorphology 

Scientific, Geo-education, 

Geotourism 

Eresos Dome and Dyke Geology, Geomorphology 
Scientific, Geo-education, 

Geotourism 

Mesotopos Volcanic 

Caldera and Domes 
Geology, Geomorphology 

Scientific, Geo-education, 

Geotourism 

Vatusa Volcanic Caldera 

and Domes 
Geology, Geomorphology 

Scientific, Geo-education, 

Geotourism 

Anemotia Volcano Geology, Geomorphology 
Scientific, Geo-education, 

Geotourism 

Petra Volcanic Neck and 

Dyke 
Geology, Geomorphology 

Scientific, Geo-education, 

Geotourism 
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Lepetimnos Volcano Geology, Geomorphology 
Scientific, Geo-education, 

Geotourism 

Andisa Cave Geology, Geomorphology 
  Scientific, Geo-education, 

Geotourism 

Plomari Beachrock 

Formation 
Geology, Geomorphology 

Scientific, Geo-education, 

Geotourism 

Aya Paraskevi Fault Geology 
Scientific, Geo-education, 

Geotourism 

Yera Bay Fault Geology 
Scientific, Geo-education, 

Geotourism 

Ophiolite Tectonic 

Nappe 
Geology 

Scientific, Geo-education, 

Geotourism 

Agra Volcanic Caldera Geology, Geomorphology 
Scientific, Geo-education, 

Geotourism 

Vatusa Erosional 

Structures 
Geology, Geomorphology 

Scientific, Geo-education, 

Geotourism 

Mitimna Volcanic Dome Geology, Geomorphology 
Scientific, Geo-education, 

Geotourism 

Kalloni Wetland-Salt 

Marsh 
Natural Heritage Tourism 

The Church of Agios 

Therapon 
Cultural Tourism 

The Commander of 

Lesvos Monastery 
Cultural Tourism 

The Castle of Mytilene Cultural Tourism 

The Castle of Molyvos Cultural Tourism 

 

Visitors coming from different parts of the world to the Lesvos Island 

UNESCO Global Geopark due to science, education or geotourism are highly 

crucial for the revival of the local economy. Alternative tourism and geotourism 

activities such as the introduction of local products in the natural history museum 

of the Geopark, the increase in the number of restaurants in Sigri, the expansion 

of accommodation opportunities, and the creation of routes to the natural and 

cultural places of the island contribute to extending the visiting times of the 

visitors. When evaluated from a socio-economic perspective, such activities 

organized in geoparks help to solve problems such as excessive migration and 

unemployment. 

CONCLUSION AND DISCUSSION 

The geopark initiative, which has become widespread in the 21st century, is 

realized with a pluralistic participation in the countries where it has sprouted. It is 

carried out by the voluntary work of locals, local governments, businesses, 

universities, and conservation communities. With the efforts of these local groups, 
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the boundaries of the Geopark are defined and gained a destination identity. 

Simultaneously, training programs are created and a touristic product range is 

developed. 

The following issues are of great importance for the successful management 

of the Geopark and to increase its contribution to the region. Highlighting the 

unique values of the region, completing the designs and manufacturing of different 

products and increasing the local participation of the local people leads to a 

multidimensional geotourism growth in the region. Geotourism strengthens the 

bond between locals and geology, geography and tourism, deepens the interest of 

visitors to geology, and introduces geo-heritage, tangible and intangible cultural 

heritage on site. 

In this study, in which the founding member countries of the European 

Geoparks Network are tried to be evaluated within the framework of some 

parameters, four geopark member countries have been compared with each other. 

The main theme of the study is to consider the founding member countries 

particularly within the scope of geotourism activities. The land discoveries made 

within the scope of scientific, educational and geotourism activities carried out in 

Lesvos Island UNESCO Global Geopark in Greece and the information acquired 

by literature review are synthesized and reinterpreted in the light of current 

information. The richness of geology and cultural heritage of this geopark also 

makes geotourism products and activities more valuable. The information 

revealed in the study and the sample geopark review will contribute to the studies 

in this field and will guide the areas in preparation for new geopark management. 
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INTRODUCTION 

Intergenerational differentiations are important in order to make inferences 

in the scientific field, to reach classifications and to make the right decisions. Each 

generation has important breaking points in its own life cycle. Some important 

events cause significant changes in the economic, political or social arena. 

Differences in forms of production, changes in consumption and their reflections 

on lifestyles leave different traces in individuals who experience these periods. It 

is considered important to monitor these traces and change, to observe social 

change and to make inferences about the future. Universal changes and great 

breaks can be mentioned, as well as periodic changes and their effects can make 

significant changes in societies. It is believed that the Covid-19 and pandemic 

process experienced will also create a number of differences that will be carried 

into later periods. In general, travel safety and differentiation of preferences within 

the framework of tourism activity is a subject that has been investigated and 

discussed. Of course, the tourism sector, which is based on people, is one of the 

areas most affected by social changes. For this reason, determining differences 

and looking closely at the direction of change are considered important and 

necessary for future planning. In the study, it was aimed to determine the 

differences in attitudes of potential Turkish tourists regarding travel safety in the 

X, Y, Z generations. 

1.Generation Concept 

The concept of generation, based on the origin of genos (ancient Greek) and 

meeting the meanings of existence and birth, has been the subject of research in 

many fields from history to Psychology, from management to sociology (Joshi et 

al, 2011; Lub et al, 2014). According to the first statement based on the differences 

between parents and the child in the family, the concept of a generation that marks 

a range of about twenty to thirty years has been criticized today for factors such 

as changing marriage, childbearing age, etc. Today, the twenty-thirty-year period 
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is not enough to define a generation. Therefore, in the societies it can be said that 

this range has extended to forty years. On the other hand, given the change of 

societies, twenty-thirty-year processes, combined with technology, globalization 

and changing values, are characteristically too long to identify and preserve the 

characteristics of generations. Especially today, everything becomes more 

temporary, variable and fluid. This is one of the main problems related to the 

identification and generalization of generations. Therefore, generations should be 

supported not only by birth/biological reasons, but also by sociological changes 

and factors in terms of the reasons mentioned (Lyons, 2003; Cennamo, 2005; 

Licata, 2007; Mccrindle and Wolfinger, 2010). 

Generational distinctions are also a very preferred topic of marketing and 

tourism literature. As a result of social, economic and political developments, the 

preferences and lifestyles of societies change, while each generation develops 

some unique behaviors (Akşit Aşık, 2019). Although there is no exact similarity 

and harmony for every person belonging to these generations when considering 

generations according to Lower (2008), Adıgüzel et al. (2014:169) are in the 

general framework of the generation concept in the relevant literature; 

• When describing individuals born at the same time intervals, 

• When specifying their position for each family member, 

• It also mentions that in social and historical perception, a group of 

people with different values are used within themselves or in defining others. 

Cox and Holloway (2010) point out that what is emphasized when classifying 

generations is the system of common behaviors, directions and values they have. 

Similarly, many well-established sources argue that similar birth intervals, as well 

as similar historical and social events, should be taken into account when 

determining generations and generalizing discourses in this direction. People who 

have similar experiences and acquire similar habits can look at life in a similar 

way (Mannheim, 1952; Strauss and Howe, 1991). Twenge and Campbell (2008) 

mentions that someone who grew up in the 90s and a person who grew up in the 

50s will have different experiences, different social circles, different rights, values 

and habits, and that their decisions in life may differ to this extent. In order to 

present meaningful findings about the generations, the boundaries and basic 

characteristics of the generations should be explained well. 

Defining generations and explaining their common characteristics requires 

both a historical classification and, as mentioned, a sociological explanation. 

These explanations may sometimes differ. For example, in the classification of 

generations for Israel, wars are based, while important social issues associated 

with birth for America are also taken into account. Generations can also mean 

other things to each society. Although there is no consensus on this issue in 

Turkey, this study is based on the classification determined both by taking into 

account TUIK (2020) data and by evaluating generally accepted sources together 

(Özer et al., 2013; TUİK, 2020). 
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In this context, if it is examined with general lines to look at intergenerational 

differences; Silent Generation (1924-1945) (Lyons, 2007; Sessa, 2007), The Baby 

Boomer generation (1946-1964) (Zhang and Bonk, 2010; Williams and Page, 

2011; Trower, 2009), Generation X (1965-1979) (Kyles, 2005; Lyons, 2007; 

Kuran, 2010; Kelesh, 2011), Generation Y (1980-1999) (Kelesh, 2011; Kuran, 

2010; Kyles, 2005; Crumpacker and Crumpacker, 2007) and Z Generation (2000 

and later) (Twenge et al, 2010; Kuran, 2010; Aka, 2017) Although there is no 

complete consensus in terms of dates of birth (Chen and Choi, 2008; Damato and 

Herzfeldt, 2008) general characteristics and ranges of generations can be 

explained as follows: 

Silent Zone 

This generation, born between 1925-45, went through quite active times and 

witnessed important breaking points. The silent generation can also be considered 

as traditionalists. Their characteristic structures have been greatly influenced by 

the difficult times they lived through. Being extremely careful about precautions 

and their devotion to saving due to the crises they experienced are among the 

characteristics that best define them (Zemke et al, 2000; Reeves and Oh, 2008; 

Türk, 2013). They display highly suspicious and protective behaviors in taking 

risks. Their need for security is enormous. Silent generation members are known 

for their struggle to survive (Lehto et al, 2008; Levickaite, 2010; Srinivasan, 2012; 

Berkup, 2015). 

Baby Boomer Generation 

Born between 1946 and 1964, this generation is the children of the silent 

generation.  They were born during the years of population boom after the Second 

World War. Since these babies are a billion, they are called the baby boom 

generation (Senbir, 2004; Kyles, 2005; Parry and Urwin, 2011). This generation, 

also called the 'Me Generation', attaches great importance to the state and state 

authority. This generation, which has reshaped society, has witnessed periods 

when human rights were discussed, revolutions, and multiparty periods. Baby 

boomers, the children of suit-wearing, humble and committed parents, have 

formed a highly workaholic group that processes everything step by step, takes 

slow and firm steps (Öz, 2015; Tolbize, 2008; Reeves ve oh, 2008, Twenge, 

2013). This generation, which has a high tendency to spend and have fun, has a 

profile that is less concerned than its parents, has noticed life again and is focused 

on itself. They are referred to as a generation that does not compromise its own 

desires and always pursues its dreams (Smith and Clurman, 1997; Zemke et al, 

2000; Kupperschmidt, 2000). 

X Generation 

This generation, considered to have been born between 1965 and 1979, is the 

children of a great disintegration period in which marriage and birth declined, the 
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concept of family was fragmented and redefined, and confidence in social 

institutions was broken (Fukuyama, 2009). They belong to a period in which 

important events took place in Turkey and dramatic changes occurred in 

education, health and population. Living standards can also be called generation 

X, intermediate generation or transitional generation grown in developed families 

compared to past periods (Erden Ayhün, 2013). Generation X individuals in 

general have a collaborative, combative, respectful of differences, prone to 

cultural diversity, tolerated, global thinking and highly guaranteed structure 

(Senbir, 2004; Toruntay, 2011; Karaaslan, 2014). Generation X, which is results-

oriented, has an anxious spirit. It also sees change as a necessity. This can be 

exemplified by its mobility and entrepreneurship in business life. In addition, they 

have a more prone profile to technological developments than their parents. 

This generation, which coincides with the first computer sales, is more 

enthusiastic and compatible with today's developments. Another important feature 

is that they prefer to communicate directly and can be more harmonious in society. 

Generation X exhibits a structure that cares about knowledge and sanctifies 

research. Personal development and attention are important to them (Reisenwitz 

and Iyer, 2009; Marcus, 2014; Adigüzel, 2014; Özer et al., 2014; Gulz, 2014). 

Generation X describes the steps it has skipped with these two basic indicators. 

Generation X, the first generation to recognize the concept of gender equality, 

exhibits a skillful and stand on their own feet. In addition, another characteristic 

of Generation X is that it has a high level of anxiety, pays great attention to 

measures and exhibits a guarantor character (Levickaite, 2010; Toruntay, 2011; 

Bayhan, 2014).  

Y Generation 

Generation Y includes individuals born between 1980 and 1999. They are 

children of an era when technology developed, adapted to life. As of 2025, they 

represent the largest generation in the world (Kuyucu, 2014). Generation Y, which 

easily adopts innovations, has a free spirit.  They are well educated and defenders 

of free life (Yüksekbilgili, 2013). Their loyalty and feelings of trust are high. 

They're optimistic. They're healthily skeptical. In general, they make an 

impression that is fond of their safety and takes its own precautions (Bourne, 2009; 

Ferri-reed, 2013; Adıgüzel et al., 2014). They try to make good use of 

technological networks and tools. They demonstrate a character in which all kinds 

of innovations, cultural diversity, sociability, communication, ease and speed are 

at the forefront (Zemke et al, 2000). Generation Y, which attaches importance to 

learning, exhibits a research character. They have a high self-confidence and a 

brave soul. Generation Y, who are quite confident in themselves, consists mostly 

of individuals who stand on their own and come up with solutions themselves 

because they have working parents (Tulgan and Martin, 2001; Ng et al. 2010; 

Dhevabachachai and Muangasama, 2013; Pinzaru et al. 2016). Y generation, who 

are interested in casual clothing, comfortable working and comfortable living, are 
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very interested in communication and entertainment. They can put in good 

teamwork (Twenge and Campbell, 2008; Yusoff and Kian, 2013; Adigüzel et al., 

2014; Pinzaru et al., 2016).   

Z Generation 

Although there is no complete agreement on the years of birth, generation Z 

generally includes those born in 2000 and later. The Z's, children of the tech age, 

are known to be fond of speed, loneliness, individualism. Generation Z individuals 

who are impatient, difficult to satisfy, hard-trusting and are seen as more abstainer 

in communication than other generations can be treated as individuals who care 

about differences, are creative, seek innovation, make multiple decisions, adopt a 

form of instant consumption (Altuntug, 2012; Akdemir et al., 2013; Berkup, 2014, 

Valiant, 2016). Generation Z (Strauss and Howe, 1991; Haeberle et al., 2009), 

which became overly individualized, lonely and passive in communication, are 

children of an era completely surrounded by technology. Generation Z, also 

defined as digital natives because of their birth into technology, is also treated as 

a deeply emotional generation. Both their age and their life, which we can consider 

disconnected from the social order, are literally the subject of curiosity (Senbir, 

2004; Williams, 2010). Generation Z, which has a focus problem, deals with many 

things at the same time, cannot belong, and their individual desires are too 

prominent (Mengi, 2009; Berkup, 2015). It is believed that they have different 

consumption habits, values and perspectives than other generations due to the 

period in which they live (Altuntuğ, 2012; Çetin Aydın and Başol, 2014; Berkup, 

2015). 
 

1.1. Studies on Tourism and Generation Differences  
 

There are studies that show that lifestyles between generations are different 

and that their perspectives on life are clearly separated from each other (Acılıoglu, 

2015). At the same time, it can be mentioned that the personalities of generations 

and the ways of self-identification can be separated and grouped (Twenge, 2013). 

On the other hand, there are many studies that investigate similarities and 

differences in the type of consumption and shopping they prefer (Aysel, 2018), 

focusing on the differences and similarities of decision-making styles between 

generations (Engizek and Şekerkaya, 2016; Yüksekbilgili, 2016), focus on 

whether they check when consuming, how much they care about information 

(Sladek and Grabinger, 2013), what they pay attention to in goods and services 

(Wood, 2013). As you can see, intergenerational gaps are open to research in many 

different ways.  

When examined in terms of tourism, it is possible to find studies in which 

generations are defined and discussed separately. Generation X, perfectly 

adapting to the new world, travels with informed reservations and elaborated and 

detailed plans (Szromek et al., 2019). Generation Y has a more exploratory tourist 

trend with a sense of independence and the driving force of its innovators. 
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Generation Y, which spends more, is quite open to interesting experiences and 

knowledge of their travels, avoids mass tourism and exhibits a traveler's nature 

(Naidooa et al., 2015; Vukic et al., 2015; Santos et al., 2016). Generation Y, which 

cares about environmental problems and health, enjoys detailed trips with the help 

of current technologies in their travel and planning (Sun et al., 2016). It was 

determined that Generation Y is sensitive to price in terms of touristic products, 

makes decisions according to their social environment, their social infrastructure 

determines their preferences, and entertainment and cultural opportunities are 

important in destination selection (Barton et al., 2013; Vukic, 2015). In the study 

of Verrisimo and Costa (2018), it is noted that Generation Y communicates more, 

tends to local activities, stays in places where it feels like it is at home. It is also 

possible that Generation Z individuals live semi-dependent lives with their 

parents, and they participate in many different types of tourism activities. 

Generation Z, which is prone to local activities, show themselves in tourism 

activities where innovation, individuality come to the fore and communication is 

established on more virtual platforms (Szromek et al., 2019). Serçek and Serçek 

(2017) compared Generation X, Y and Z in their study, which mentioned 

differences in the way tourists perceive destination images. As can be seen in the 

relevant study, it can be said that the results of studies on the choice of destinations 

of Generation Y and Z show similarities and differences. For example, there are 

differences in points such as sensitivity to price, trying different things, and the 

importance given to natural attractiveness (Akşit Aşık, 2020; Barton et al., 2013). 

In addition, Akşit Aşık (2020) notes that Generation Z is looking for more exotic 

atmospheres than Generation Y and is prone to adventure. The sensitivity of 

Generation Y to nature and curiosity about historical cultural areas have been 

determined as more than Generation Z 

In their study, Başgöze and Bayar (2015) examined the process of purchasing 

eco hotel service. According to this study, generations X and Y were compared 

and it was noted that individuals belonging to Generation X had a higher tendency 

to buy the services of eco hotels. Li and others (2013) mention that international 

travelers have different attitudes and behaviors in terms of generations. Baby 

Boomer and generation X individuals, for example, see online travel information 

and sources of information as more important than millennials. Huang and Petric 

(2010) similarly compared travelers by generation, focusing specifically on 

sources of information and activity preferences. Accordingly, he emphasized that 

generations X and Y show similar characteristics.  
 

2. Travel Safety, Covid 19 and Tourism 
 

There are few studies in tourism that directly examine the safety of travel. In 

the literature, the issue of security is perceived in two different ways. Although 

this distinction is not clear, it is considered as protection from non-intentional, 

spontaneous situations and protection from human path behaviors and harm that 

contain obvious threats. Although this distinction is not clear, it is considered as 



56 

 
 

protection from non-intentional, spontaneous situations and protection from 

threatening human behaviors and harms. Being safe can sometimes be explained 

as a feeling of spiritual comfort, which can be achieved depending on security 

measures taken by official means, and sometimes personal security measures 

(Shinn, 2005; Popescu, 2011). Safety concerns carried during and before travel 

cause tourists to be affected both psychologically and behaviorally, which affects 

their tourism experience and holiday quality (Barker et al., 2002). Especially the 

perception that tourists are exposed to more safety problems is considered as an 

issue that should be seriously addressed within tourism activities due to the 

potential to make tourists obvious victims in terms of crime rates and accidents, 

with tourist destinations seen as overcrowded and uncontrolled (Biagi and 

Detotto, 2014). 

There is a study that combines two close-up concepts as safety and security 

to create a new concept in the form of surety and studies travel safety in this way 

(Tarlow, 2006). The perception of travel safety, which is usually addressed 

together with the perception of risk (Lepp and Gibson, 2003; George, 2010) 

requires protection from any threats and harms that may arise from humans in 

general (Coursen, 2014) as well as any threats and harms that may arise from 

accidents (Korstanje and Clayton, 2012). The new travel safety attitude should be 

expressed together with both security and safety (Wan, 2007). The perception of 

travel safety, which has a direct impact on the image of destinations, travel 

potential and travel decisions of tourists, makes places that provide good 

information about security and develop measures more preferable than places with 

a low image in terms of security (Sönmez and Graefe, 1998; Nardi and Wilks, 

2007). 

Similarly, Bournie (2010) mentions that security has an important place in 

tourists' destination perception and image and in all their travels. Taking adequate 

security measures, increasing the number of tourists, improving the quality of 

tourism and creating positive returns in terms of destination image. The perception 

of security and concerns that occur before and during the holiday increase both 

the quality of the holiday and the possibility of choosing it again. Barker (2002) 

also mentions that security measures and information should be carried out with 

importance within the framework of security planning. Any situation that 

threatens tourist safety poses a serious problem for the destinations hosting the 

event. 

The Covid 19 pandemic is also discussed seriously in terms of travel safety, 

both in terms of causing major changes around the world and threatening the 

sector as a tourist attraction. Covid 19 is a virus that spreads around the world 

from China's Vuhan province, showing symptoms similar to respiratory diseases, 

causing shortness of breath, fever and joint pain, defined on January 13, 2020. It 

was not limited to where it occurs and spread rapidly throughout the world 

(Covid19bilgi.saglik.gov.tr, 2020). Covid-19 the creation of a worldwide 
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indignance has often been discussed in terms of the fact that it is a serious security 

threat, especially from the point of view of the tourism sector. In the studies 

examining Covid-19 in the tourism sector, it is also underlined that this great 

epidemic can cause difficult wounds to the tourism economy and create a basis 

for serious changes (Acar, 2020; Hoque et al, 2020). On the other hand, according 

to Higgin-Desbiolles (2020), the Covid 19 pandemic has created a change in the 

future of tourism, where the direction of travel can change, causing us to rethink 

what we know. 

 Gössling et al. (2020) mentioned that Covid-19 will cause serious damage 

to the tourism sector. Not only have tourist numbers and economic returns fallen 

significantly, but tourism investments will also be forced to vary. It is an 

undeniable fact that the damage to the tourism sector is felt in all sectors related 

to tourism. For this reason, it becomes important to determine the effect and 

change. The Covid-19 pandemic (Stale, 2020), which led to a global recession, is 

frequently studied in the tourism literature and examined in different dimensions. 

Socio-economically, socially, special communication and communication 

problems prevention-oriented behaviors and the behavior of the equipment from 

many different angles Covid 19 and tourism/travel activities are discussed (Addo 

et al., 2020; Hoque et al., 2020; Nicola et al., 2020; Chakraborty and Maity, 2020, 

Wang and Su, 2020. 

As another example, according to Silik and Dündar (2020), Covid 19 

changed the travel preferences of the participants and created differences in 

holiday purchasing behavior. According to the study, participants largely 

mentioned that they wanted to buy holidays from travel agencies after Covid 19, 

stay away from crowded cities, turn to nature-oriented travel, and pay attention to 

hygiene where they will stay. Accordingly, it has been stated that generation X 

avoids mass tourism movements, generation Y individuals may prefer luxury 

hotels if security measures are taken, but they often intend to turn to alternative 

types. Due to the recent pandemic, tourists will prefer camp-caravan tourism and 

residential rental boutique hotels (Aydin and Dogan, 2020), prefer nature-based 

and short-term trips (Wanchyuni and Kusumaningrum, 2020), and choose less 

popular, less crowded places in the future. In addition, it can be said that tourists 

will exhibit touristic behavior by paying attention to hygiene criteria, avoiding 

exotic foods and increasing perceptions of safety due to the pandemic in the 

coming period (Chebli and Said, 2020). It is also thought that there will be a lot 

of private vehicle use when going on holiday, and boutique hotels or chain hotels 

that are calm, cleanliness will be preferred more (Wen et al. 2005; Yenişehirlioglu 

and Salha, 2020; Kılıç et al. 2020). 

In the report on Turkey and World Tourism in the Covid19 process published 

by TÜRSAB, major changes were stated in relation to travel. For example, it is 

stated that people will turn to different types of Tourism, prefer to travel with their 

own vehicles, choose more natural places, and in terms of accommodation, 
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boutique hotels, house rental, caravan/yacht rental will come to the forefront. In 

addition, the report underlines that the demand for winter tourism may increase, 

as well as mentioning that safe travel and safe destinations will be at the forefront. 

Another important point emphasized in the report published by TÜRSAB is that 

the measures taken regarding security as a result of the research encourage 

booking and travel. It is seen as important to inform and raise awareness in terms 

of the Covid-19 pandemic that poses a risk to health (TÜRSAB, 2020). 

MATERIALS AND METHODS 

The aim of this research is to identify the travel safety attitudes of potential 

Turkish tourists. Tourist attitudes to travel safety were studied based on 

generational differences. The survey technique from quantitative research 

methods was used to collect data in the research. A common use among data 

collection techniques is the survey technique (Ural and Kılıç, 2013, 53), a method 

of obtaining data that occurs as a result of respondents' responses to pre-created 

questions within certain rules (Coşkun et al., 2015, 80). The survey consists of 

two parts. The first section includes the “Travel Safety Attitude Scale”, which 

aims to identify participants ' travel safety attitudes. In the second section, there 

are questions to determine the demographic information and travel attitudes of 

participants. The travel safety attitude scale, which was tested for reliability and 

validity by Wan (2017), consists of 22 items and 5 dimensions. Scales include 

travel safety information, health concerns, vulnerability to crime, policy safety, 

and personal safety. Five Likert scale ratings (1: I Strongly Disagree,...,5: 

Absolutely Agree) were used for items on the scale. 

Potential Turkish tourists constitute the general target population of this 

research, while potential Turkish tourists living in Balıkesir province represent the 

target population. As a sampling method in the study, easy sampling method was 

preferred from sampling methods that are not based on probability. Field research 

was intensified throughout Balıkesir province in December and November in 

2020 and data received from a total of 336 people.  

Before the analysis of the data, the data set was checked for parametric 

analysis. It is seen that different tests are used in the relevant field. However, 

among them, the most used and accepted; Tests such as Kolmogorov-Smirnov, 

Shapiro-Wilk and Homogeneity of Variances (Levene Test). In addition, the 

normality of the data can be evaluated by the coefficients of Skewness and 

Kurtosis (Tabachnick and Fidell, 2007:79). It is understood that there are different 

opinions regarding acceptable levels of kurtosis and Skewness values. As with 

research suggesting that these coefficients should be between ±2 values (Kunnan, 

1998:313), there are also studies (Kline, 1998:77) that indicate that the skewness 

value should be between ±3 and the kurtosis value should be between ±10). In this 

study, it was determined that the skewness value varied between -1.962 and -, 377, 

and the kurtosis value varied between +3.419 and -, 749. In accordance with these 

explanations, it was recognized that the skewness and kurtosis values of the data 
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used in the research correspond to the normal distribution of the data, and 

parametric tests were used for analysis. 

Frequency analysis was conducted to determine the demographic data and 

vacation attitudes of the participants in the study. For the reliability and validity 

of the travel safety attitude scale, first explanatory, then confirmatory factor 

analysis was used. However, the relationship between travel attitudes and 

generations has been studied using the chi-square test. Finally, the generational 

difference in travel safety attitude has been analyzed with a one-way ANOVA. 

EMPIRICAL FINDINGS 

Demographic information of the individuals participating in the study is 

indicated in Table 1. Accordingly, 50.6% of the participants were female and 

49.4% were male. When the age status of the participants is examined; It is seen 

that 104 people are from generation X, 104 from Y and 128 from generation Z. In 

the case of education, it was concluded that more than 80% of the participants are 

university graduates. While 108 of the participants were married, 228 of them 

were single. Although there are participants from different professions in the 

study, it is understood that the most participants are students (34.8%), tradesmen 

(15.8%) and self-employed (12.2%). 
 

Table 1: Demographic Findings 

 ƒ %  ƒ % 

Gender  Profession 

Female 170 50,6 Worker 30 8,9 

Male 166 49,4 Officer 24 7,2 

Age*  Retired 28 8,3 

Generation X (Age 41-55) 104 31,0 Students 117 34,8 

 Generation Y (Age 21-40) 104 31,0 Housewife 33 9,8 

Generation Z (Age 8-20) 128 38,1 Academician 10 3,0 

Education  Tradesmen 53 15,8 

Primary School 16 4,8 Self-employed 41 12,2 

Secondary-High School 49 14,6 Marital Status   

Associate Degree 100 29,8 Married 108 32,1 

Bachelor's Degree 155 46,1 Single 228 67,9 

Postgraduate 16 4,8 Total 336 100,0 

Total 336 100,0    
      

Another issue covered in this research is the travel attitudes of the 

participants. This information is given in Table 2. A study of participants' attitudes 

to vacation shows that the vast majority take a vacation once a year (61%). 

Participants were also asked about their travel attitudes during the Covid-19 

pandemic. Considering Covid-19 diagnosis of the first time he made history in 

Turkey in March 2020, it was found that those who never went on vacation after 

this date were 60.4% and those who went on vacation were 39.6%. Of the 
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participants, 208 planned holidays for 2021, while 128 stated that they would not 

take a holiday. It was concluded that participants who plan holidays for 2021 

mostly plan to spend their holidays with Villa/house rentals (19.3%) and camping 

(11.9%), while participants who prefer all-inclusive hotels (11.6%) are also 

available. It is understood that mostly personal vehicles (55.1%) are preferred 

when going on vacation. However, bus (36%) is another preferred means of 

transportation. 

Table 2: Travel Attitudes of Participants 

 ƒ %  ƒ % 

Frequency of Vacation  
Travel Attitude during 

Pandemic Period 
 

Once a month 
3 0,9 

Do not go on vacation 

during the pandemic  
203 60,4 

Once in three months 
15 4,5 

Go on vacation during the 

pandemic 
133 39,6 

Once in six months 

58 17,3 

Preferred 

Accommodation Type in 

2021 

 

Once a year 205 61,0 All Inclusive Hotel 39 11,6 

Once in two years 30 8,9 Boutique Hotel 20 6,0 

Once in three years 25 7,4 Villa / House Rental 67 19,9 

Transport Vehicle to Use 

While Going on Vacation 
 

Camp 
40 11,9 

Personal Vehicle 185 55,1 Caravan 6 1,8 

Bus 121 36,0 Holiday Village 19 5,7 

Airplane 22 6,5 Second Home 17 5,1 

Ship 4 1,2 I will not take a vacation 128 38,1 

Rent a Car 4 1,2 Total 336 100,0 

Do you plan to go on a 

vacation in 2021? 
    

Yes 208 61,9 

 No 128 38,1 

Total 336 100,0 

 

The factor analysis used in the study was carried out using the Principal 

Component Analysis method and the Kaiser normalized Varimax vertical rotation 

method. The result of factor analysis applied to the travel safety attitude scale is 

given in Table 3. As a result of the analysis, factor loadings, communalities, 

eigenvalues of dimensions, variance explained, Cronbach’s Alpha, and mean and 

standard deviation values are shown in the table. Accordingly, when KMO value 

(0.94) and Bartlett's Test of Sphericity values (χ2=5709,187, df=171, p<0,001) 

are examined, it is understood that the overall structure of the travel safety attitude 

scale is suitable for factor analysis. 
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Table 3: Results of Exploratory Factor Analysis for Travel Safety Attitude Scale  

Factor Item Fact. Lo. Com. Eig. % α 
x̄ 

(Std.) 

T
ra

v
el

 S
af

et
y

 

In
fo

rm
at

io
n
 Travel safety information can help reduce personal injuries (tsi2) 0,788 0,793 

5,069 26,677 0,94 
4,05 

(0,94) 

It is important to provide safety information in different languages (tsi3) 0,783 0,817 

Travel safety information may help ensure my personal safety while traveling (tsi5) 0,783 0,873 

Tourist destinations should provide travel safety information to visitors (ts1) 0,775 0,818 

Seeking travel safety information is a wise use of my time (tsi4) 0,763 0,807 

It is worth spending some time to collect travel safety information when planning a trip overseas (tsi6) 0,691 0,744 

P
o

li
ce

 

S
af

et
y
 I think the local police ensure tourists are not victimized (pos17) 0,871 0,896 

3,017 15,878 0,92 
3,44 

(1,02) 
I believe the local police protect tourists from potential criminal activities (pos16) 0,855 0,882 

I feel safer when I see local police officers present (pos18) 0,792 0,819 

H
ea

lt
h
 

C
o
n

ce
rn

 Tourists may be easily suffered from food poisoning (hc13) 0,808 0,780 

2,815 14,813 0,87 
3,69 

(0,97) 
Some infections in foreign countries may threaten my health (hc14) 0,665 0,828 

As a tourist, I may be vulnerable to unfamiliar bacteria (hc12) 0,662 0,775 

P
er

so
n

a

l 
S

af
et

y
 I prefer to travel with others to avoid potential crimes (e.g., assault, robbery, pickpocketing) (pes21) 0,821 0,878 

2,359 12,417 0,86 
3,41 

(1,04) 

I usually stick to frequently traveled streets at all times to avoid crimes (e.g., assault, robbery, pickpocketing) 

while traveling (pes22) 
0,791 0,832 

I think traveling with an organized tour is safer than traveling alone (pes19) 0,653 0,770 

V
u

ln
er

ab
il

it
y

 

to
 C

ri
m

e 

Carrying a large sum of money makes tourists more susceptible to crimes (vc10) 0,485 0,724 

1,975 10,396 0,88 
3,75 

(1,00) 

Tourists are easy targets for robbers or pickpockets (vc9) 0,428 0,693 

To reduce the threat of robbery when traveling, tourists should not wear expensive rings, jewelry or watches 

(vc11) 
0,747 0,799 

Excessive alcohol consumption while traveling can make tourists more vulnerable to crimes than locals (vc7) 0,518 0,706 

Cumulative Variance Explained (%) 80,183  

Total Cronbach’s Alpha 0,95  

Kaiser’s Measure of Sampling Adequacy 0,94  

Bartlett's Test of Sphericity χ2=5709,187, df=171, p<0,001  
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As a result of the analysis, the vc8 item belonging to the vulnerability to crime 

dimension, the hc15 item belonging to the health corner dimension and the 

personal safety dimension the pes20 item was excluded from the scale, 

respectively, due to its overlap. It was observed that after the excluded item the 

scale structure consisted of 5 dimensions and 19 items. The cumulative variance 

explained is 80% and the total Cronbach's Alpha is α=0.95. It is also seen that all 

communality values are higher than 0.50. Accordingly, it can be said that the scale 

is reliable and valid.  

First-order confirmatory factor analysis was applied to the travel safety 

attitude scale obtained as a result of exploratory factor analysis in 5 dimensions 

and 19 items. Figure 1 shows a first-order confirmatory factor analysis model of 

the travel safety attitude scale. In Table 4, The travel safety attitude scale first-

order confirmatory factor analysis model standard regression coefficients, non-

standard regression coefficients, measurement errors, critical ratio (C.R. / t) and 

significance value (p) are given. 

Table 4: Results of Confirmatory Factor Analysis for Travel Safety Attitude 

Scale  

 

Factor Item 
St. Reg. 

Weights 

Reg. 

Weights 
S.E. C.R. p AVE CR 

Travel Safety 

Information 

tsi6 ,776 1,000    

0,68 

 

0,86 

 

tsi5 ,931 1,225 ,063 19,572 *** 

tsi4 ,827 1,061 ,062 17,012 *** 

tsi3 ,865 1,133 ,064 17,638 *** 

tsi2 ,855 1,096 ,063 17,421 *** 

tsi1 ,888 1,179 ,064 18,481 *** 

Police Safety 

 

pos18 ,828 1,000    
0,73 

 

0,94 

 
pos17 ,933 1,043 ,047 21,978 *** 

pos16 ,921 1,040 ,048 21,494 *** 

Health 

Concern 

hc14 ,916 1,000    
0,80 

 

0,924 

 
hc13 ,725 ,881 ,054 16,453 *** 

hc12 ,874 1,038 ,045 23,214 *** 

Personal 

Safety 

pes22 ,856 1,000    
0,71 

 

0,87 

 
pes21 ,833 ,933 ,051 18,171 *** 

pes19 ,786 ,881 ,056 15,651 *** 

Vulnerability 

to Crime 

vc11 ,723 1,000    

0,65 0,88 
vc10 ,860 1,139 ,074 15,421 *** 

vc9 ,830 1,085 ,073 14,822 *** 

vc7 ,810 1,072 ,074 14,454 *** 

Fit Indices χ2/sd RMSEA SRMR GFI AGFI NFI CFI 

Model Fit Indices 2,907 ,075 ,039 ,88 ,84 ,92 ,95 

Acceptable Values       χ2/sd: ≤ 5; RMSEA: ≤ 0,08; SRMR: <0.10; GFI: ≥ 0,8; AGFI: 

≥ 0,8; NFI: ≥ 0,9; CFI: ≥ 0,9 
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When Table 4 are examined, it is seen that the model is acceptable. Standart 

Regression Weights representing each dimension are understood to be quite high. 

Value calculated for the fit of the model; Normed fit index (NFI) .92, Comparative 

fit index (CFI) value .95, Goodness-of-Fit Index (GFI) value .88, Standardized 

Root Mean Square Residual (SRMR) value .0392 and Root Mean Square Error of 

Approximation (RMSEA) value was found to be .075. However, it is understood 

that the AVE values for the dimensions are greater than 0.50, the CR values are 

greater than 0.70, and the Cronbac's Alpha values are greater than 0.70. Thus, the 

structure validity and reliability of the model is ensured (Fornell et al., 1981; Hair 

et al., 2010). 

The results of the chi-square test of the participants' travel attitudes and 

generations were given in Table 5. Accordingly, there is a statistically significant 

difference between the vacation attitudes of the participants and the generations 

(χ2 = 72.699, p <0.001). Of the 203 people who did not go on vacation during the 

pandemic period, 48.3% were from the X Generation, 21.7% from the Y 

Generation and 30% from the Z Generation. However, 4.5% of the 133 people 

who went on holiday during the pandemic period were Generation X, 45.1% 

Generation Y and 50.4% Generation Z participants. 

Table 5: Comparison of Travel Attitude and Generations 

 
Generation  

Gen. X Gen. Y Gen. Z Total 

Travel 

Attitude 

during the 

Pandemic 

Period  

Do not go on vacation 

during the pandemic 
98 (48,3%) 44 (21,7%) 61 (30%) 203 (60,4%) 

Go on vacation 

during the pandemic 
6 (4,5%) 60 (45,1%) 67 (50,4%) 133 (39,6%) 

 Total 104 (30,9%) 104 (30,9%) 128 (38,2%) 336 (100%) 
 

The 2021 vacation plans of the participants and the results of the chi-square 

test of generations are given in Table 6. Accordingly, there is a statistically 

significant difference between the 2021 vacation plans of the participants and the 

generations (χ2 = 53.168, p <0.001). Of the total 208 people with holiday plans 

for 2021, 16.8% were from generation X, 39.9% from generation Y and 43.3% 

from generation Z. However, of the total 128 people who do not have a holiday 

plan for 2021, 53.9% are from generation X, 16.4% from generation Y and 38.2% 

from generation Z. 

Table 6: Comparison of 2021 Vacation Plan and Generations  

 
Generation  

Gen. X Gen. Y Gen. Z Total 

Do you plan to go 

on a vacation in 

2021? 

Yes  35 (16,8%) 83 (39,9%) 90 (43,3%) 208 (63,9%) 

No  69 (53,9%) 21 (16,4%) 38 (29,7%) 128 (38,1%) 

 Total 104 (30,9%) 104 (30,9%) 128 (38,2%) 336 (100%) 
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The results of the chi-square test of the participants' holiday preferences and 

generations are shown in Table 7. Accordingly, there is a statistically significant 

difference between the type of accommodation that participants would prefer for 

2021 and the generations (χ2= 74,363, p<0,001). Of the total 39 participants who 

would prefer an all-inclusive hotel in 2021, 10.3% were from generation X, 30.8% 

from generation Y and 59% from generation Z. However, it is seen that the 

participants will prefer to rent the most villas/houses for 2021. Accordingly; of 

the 67 people who would prefer to rent a villa/house in 2021, 23.9% are from 

generation X, 35.8% are from generation Y and 40.3% are from generation Z. 

Table 7: Comparison of Accommodation Type and Generations 

 
Generation  

Gen. X Gen. Y Gen. Z Total 

Accommodation 

Type 

All Inclusive Hotel 4 (10,3%) 12 (30,8%) 23 (59%) 39 (11,6%) 

Boutique Hotel 1 (5%) 7 (35%) 12 (60%) 20 (6,0%) 

Villa / House Rental 16 (23,9%) 24 (35,8%) 
27 

(40,3%) 
67 (19,9%) 

Camp / Caravan 8 (17,4%) 26 (56,5%) 
12 

(26,1%) 
46 (13,7%) 

Holiday Village 0 (0%) 9 (47,4%) 
10 

(52,6%) 
19 (5,7%) 

Second Home 6 (35,3%) 5 (29,4%) 6 (35,3%) 17 (5,1%) 

 
I will not take a 

vacation 
69 (53,9%) 21 (16,4%) 

38 

(29,7%) 
128 (38,1%) 

 Total 104 (30,9%) 
104 

(30,9%) 

128 

(38,2%) 
336 (100%) 

 

In line with the purpose of the study, one-way variance analysis was 

performed to reveal the relationship between participants' ages and travel safety 

attitudes. The results of the analysis are included in Table 8. The ages of the 

participants were examined under three generations. Accordingly, Statistically 

significant differences were found between travel safety information 

(F(2,333)=19,335, p<,001), health concern (F(2,333)=12,667, p<,001) personal 

safety (F(2,333)=9,953, p<,001) and vulnerability to crime (F(2,333)=20,524, 

p<,001). However, there was no statistical differences between the lower 

dimension of police safety (F(2,333)=,189, p>.05) and the generations. Post Hoc 

testing is required to determine which groups the statistically significant 

differences originate from. Levene test results are taken into account when it 

comes to which test to choose. The Levene test tests the hypothesis that the 

variances of the comparable groups are different from each other, and the fact that 

this test does not make sense is a prerequisite for ANOVA. If the Levene test is 

significant, the difference between the groups is the F value and sig. (İslamoğlu 

and Alnıaçık, 2014: 314-315). According to One way ANOVA results; Since the 

Levene test results were significant at the p <0.05 level in terms of all dimensions, 

the Games-Howell test was used to determine the levels of the difference for these 

variables and F and sig. values were evaluated according to the results of Welch 
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statistics. If the Levene test is significant, the difference between the groups is 

made based on the F value obtained as a result of welch statistics (Islamoglu and 

Alnıaçık 2014: 314-315). According to the results of one-way ANOVA; since the 

results of the Levene test in terms of all dimensions are significant at the level of 

p<0.05, the Games-Howell test was used to determine at what levels the difference 

occurred for these variables and F and sig. their values were evaluated according 

to the results of Welch statistics. 

Table 8: One Way ANOVA Result of Travel Safety Attitude Factors on 

Generation 

Factor Gen. N x̄ Std. 
Welch’s 

F 
Sig. 

Games-

Howell 

Travel Safety 

Information 

X 104 4,3894 ,31125 

19,335 ,000 
X>Y 

X>Z 
Y 104 3,9167 1,11356 

Z 128 3,8958 1,07220 

 

Police safety 

 

X 104 3,4647 ,85952 

,189 ,828 - Y 104 3,3910 1,16442 

Z 128 3,4766 1,04298 

Health 

Concern 

X 104 4,0128 ,60370 

12,677 ,000 
X>Y 

X>Z 
Y 104 3,5064 1,10308 

Z 128 3,5833 1,05658 

Personal 

Safety 

X 104 3,7083 ,79736 

9,953 ,000 X>Y Y 104 3,1282 1,08467 

Z 128 3,4089 1,13884 

Vulnerability 

to Crime 

X 104 4,1563 ,59036 

20,524 ,000 
X>Y 

X>Z 
Y 104 3,4880 1,11389 

Z 128 3,6367 1,07443 
 

When the results of the Post Hoc test are examined, it is seen that there is a 

statistically significant difference between generation X (3.9167±1.11356) and 

generation X and generation Z (3.8958±3.8958) in favor of generation X 

(4±31125) for travel safety information size. When the health concern dimension 

is examined, it is seen that there is a statistically significant difference between 

generation X and generation Y (3±5064±1.10308) and generation X 

(3.5833±1.05658) in favor of generation X (4.0128±.60370). Similarly, there is a 

statistically significant difference between generation X and generation Y 

(3±4880±1.11389) and generation X (3±6367±1.07443) in favor of generation X 

(4.1563±.59036). In the personnel safety dimension, it is seen that there is a 

statistically significant difference between the X generation and the Y (3.1282 ± 

1.08467) in favor of the X generation (3.7083 ±, 79736). 

DISCUSSION AND CONCLUSION 

Male and female participant ratios are close to each other in the sample group 

included in the study. The majority of participants have associate degree and 

higher education levels. However, the fact that the sample group consisted of 

individuals from different professions was found to be effective in terms of the 
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representation ability of the study. When the generations that form the focus of 

the study are examined, it is seen that the ratios of generations X, Y and Z, which 

include sampling, are quite close to each other. When we examine the travel 

attitudes of the participants, it can be said that the frequency of vacationing is 

predominantly once a year. It has been observed that those on vacation mostly 

prefer their personal vehicles. However, buses are used the most among public 

transportation vehicles. The majority of participants chose not to go on holiday 

during the pandemic period. 

 However, it was determined that the number of participants planning to go 

on vacation in 2021 is higher. It is seen that the type of accommodation these 

participants plan to choose for 2021 is a high proportion of villa/house rentals.  In 

second choice is all-inclusive hotels.  It is seen that the results obtained in this 

study on the direction of tourism movements after the pandemic in terms of both 

transportation choice and accommodation preferences are also in line with the 

literature (Aydın and Doğan, 2020; Chebli and Said, 2020; Yenişehirlioğlu and 

Salha, 2020; Kılıç et al., 2020).  

Compared to generations with the situation of going on holiday during the 

pandemic period, it was observed that generation Z individuals continue to go on 

holiday during the pandemic period. Similarly, it was determined that the rate of 

going on vacation is higher in the generation Y. Generation X individuals, on the 

other hand, were found to avoid vacation at a high rate. It was concluded that the 

individuals planning a holiday for 2021 are mostly generation Z, while the vast 

majority of individuals who do not intend to take a holiday are from generation 

X. It is quite natural that the health concerns of Generation X are high during this 

period. From the point of view of the tourism sector and the travel industry, 

potential tourists of Generation X should be included in the tourism activity again. 

In this regard, emphasis can be made on increasing health importance, food menus 

can be made healthier and safer, and units, tours and holiday models specific to 

generation X, compatible with their sensitivities, can be created. In the study, it 

was revealed that villa/house rental, which is the first of the most preferred types 

of accommodation, is mostly in demand by Generation X individuals. It was 

observed that the camp/caravan accommodation type in the second place is 

preferred by generation Y and the all-inclusive hotels in the third place are 

preferred by generation Z. Although the preference of boutique hotels and chain 

hotels can be found in the literature (Kilic et al,2020; Yenişehirli and Salha, 2020), 

camping caravan tourism is among the most preferred results in parallel with the 

literature (Aydın and Dogan, 2020; TÜRSAB, 2020). It is thought that generation 

Y preference for campervan type may be due to price sensitivity or their 

preferences focused on socialization, convenience and entertainment when 

examined in terms of studies in the literature (Barton et al., 2013; Vukic, 2015). 

Villa-house rental preference of Generation X may be due to health concerns. 

As a result of comparing the attitude to travel safety and generations that 
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constitute the main problem of the study, it was found that potential tourists in 

Generation X pay more attention to travel safety information than potential 

tourists in Generation Y and Z. There is no statistically significant difference 

between the generations in terms of police safety. When health concern was 

evaluated, it was concluded that generation X was more concerned about the 

health problems they may face during the holiday than generations Y and Z. In 

terms of personal safety, generation X potential tourists were found to pay more 

attention to personal safety than potential millennial tourists. Accordingly, it can 

be said that potential tourists of Generation X feel safe with mass tourism, 

preferring to travel by package tour. When vulnerability to crime and 

intergenerational differences were examined, it was found that potential tourists 

in Generation X felt more open to crime than in Generation Y and Z, and therefore 

tend to behave more cautiously. Generation X's security concerns, preference for 

familiar places, their predisposition to planned travel and their adaptation to mass 

tourism are also in line with the literature (Szromet et al, 2019).  When evaluated 

in terms of future periods, it can be suggested to increase information on travel 

safety and to ensure that generation X is more involved in tourism activities. 
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Chapter 5 

A Creative Approach in Creative Tourism: Apitourism 

Esra CESUR 
Lecturer; Muğla Sıtkı Koçman University, Marmaris Tourism Vocational School, Tourism 
and Hotel Management Program, Muğla-Turkey 

INTRODUCTION 

Nowadays, tourists seek more interactive, extraordinary and satisfying 

experiences outside of the services offered by the travel industry. This increased 

search for experience also raises the concept of creative tourism. Creative tourism 

is a concept that has been developing in many countries in recent years. This 

concept emerges as an extension of cultural tourism and involves experiencing it 

by taking a unique interest in the cultural lives of destinations (Ratiu 2013).  In 

creative tourism, it is one of the most important factors that creative experiences 

and activities have characteristic features of the destination. The important point 

in this process is to provide tourists with a special reason to participate in creative 

activities in designated destinations so that they can have experiences and develop 

them. 

The importance of creative tourism for destinations is increasing day by day. 

Because tourists want to get to know not only the physical characteristics of their 

preferred destination, but also the cultural heritage that makes that destination 

important and the products and activities within this heritage. Natural and cultural 

new experience opportunities in destinations are increasingly encouraging tourist 

travel. That is, the philosophy of creative tourism is based on the experience of 

creative activities. At this point, the concept of experience-based apitourism 

comes to the fore as a new approach to creative tourism.  

Apitourism develops a new and creative approach in tourism by combining 

beekeeping with the tourism sector. Apitourism, which can be integrated with 

many types of tourism, is a highly creative type of tourism that is compatible with 

the principles of sustainable tourism. Experiencing activities such as painting 

beehives, making honey and wax, and collecting pollen is an important aspect of 

apitourism and creative experiences. On the one hand, it provides unforgettable 

experiences to tourists, while on the other hand it raises awareness about the 

importance of protecting bees. Apitourism also increases the diversity and 

attractiveness of tourism products in rural areas.  Moreover, in addition to the 

presentation of beekeeping-related activities, it helps to introduce the cultures and 

traditions of the destination (Arih and Korošec 2015). In this context, travel 

agencies organize tours to beehives where tourists can contact directly, and 

increase their touristic experiences with various activities there (Grigorova 2016). 

Apitourism tours give ideas on many topics such as the nature, traditions, heritage, 

cuisine and hospitality of different regions. Then, apitourism, which is a very new 
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type of tourism in the literature, is emphasized. 

First of all, information about the concept and development of creative 

tourism, the structure and characteristics of creative tourism is presented.  The 

concept of apitourism, its development, the importance of apitourism, activities 

that can be carried out within the scope of apitourism, apitourism functions, the 

state of apitourism in the world and Turkey are explained in detail and academic 

studies on apitourism are included. 

CREATIVE TOURISM 

Creative Tourism Concept and Development 

The concept of creativity is defined as presenting new, different and useful 

ideas for individuals or groups. In other words, creativity is the process of putting 

forward useful and new ideas using existing knowledge (Özçer 2005). When the 

concept of creativity is examined, it is seen that there are various definitions and 

different classifications are made on the creative function.  As a result of these 

definitions and classifications, creativity includes four basic elements. These are 

creative people, creative products, creative environment and creative processes. 

In creativity, culture is seen as a tool in the process of ensuring development. 

Culture and creativity are regarded as an area that contributes significantly to both 

the use of places with tourism potential and the economic growth of the tourism 

sector (Ajanovic and Çizel 2015). In this context, when the concept of creativity 

is associated with tourism, the concept of creative tourism arises in order to meet 

the expectations of tourists looking for a different experience in cultural tourism.  

Creative tourism is characterized as an extension reaction of cultural tourism, 

as creative tourists seek more interactive experiences that will assist them in their 

personal development and identity formation, unlike traditional cultural tourists 

(Richards and Raymond 2000). Creative tourism is about experiencing the lives 

indigenous to the destinations that tourists visit, meeting and interacting with the 

local community. 

In other words, active participation in creativity is a fundamental element of 

creative tourism.  This element is the most important point that distinguishes 

creative tourism from cultural tourism. In cultural tourism, tourists travel as 

passive tourists within a certain program, while in creative tourism they travel as 

active tourists by experiencing all the values of the region such as traditions, 

customs, lifestyles and habits in person. When the relevant literature is examined, 

it is seen that creative tourism is perceived in different ways in terms of local 

people, tourism professionals and tourists. These can be sorted as follows (Akşit 

Aşık 2014); 

• A creative resource that evaluates available resources, 

• A resource for creating new areas in destinations, 

• A tool for creating creative destinations for tourists, 

• Way of discovering and expressing oneself, 

• A kind of educational way of having fun, 

• A tool for strengthening identity and diversity, 
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• It is a strategic method for redesigning and reviving destinations. 

Interest in creativity is growing rapidly in many areas such as creative city, 

creative industry, creative economy. The repercussions of this growing interest 

are also evident in the tourism sector.  In the face of the dynamics of change, the 

desires and expectations of tourists are constantly changing, and destinations with 

stable and similar characteristics are considered ordinary by tourists. By enabling 

the development of creative ideas and experiences to meet changing tourist 

expectations, it has led to the emergence of creative tourism (Blapp and Mitas 

2017). 

It was Pearce and Butler (1993) who first introduced the concept of creative 

tourism by combining the concept of creativity with the concept of tourism (Chang 

et al. 2014). After the introduction of creative tourism in 1993, the most important 

development is the EUROTEX project carried out between 1996 and 1999. In this 

project, which is carried out in Portugal, Finland and Greece to bring tourists 

closer to the local culture, it was determined that tourists tend to actively 

participate in creative experiences. This has been effective in the development of 

creative tourism. The first analysis and definition of creative tourism was 

conducted by Richards and Raymond in 2000 (Richards 2015). In 2004, UNESCO 

launched the Creative Cities Network Project to connect cities that want to share 

their experiences, ideas and best practices in cultural, social and economic 

development, and seven creative areas were identified for the project. In this way, 

visitors are given opportunities to experience local culture through crafts, musical 

performance, fine arts, architecture and gastronomy in creative tourism 

destinations (Kakiuchi 2016). 

These opportunities, which integrate with the texture of the region and carry 

local characteristics, enrich the visitors' experience of the destination by triggering 

memorability in the minds of tourists. Richards and Raymond (2000) similarly 

state that tourists traveling for creative tourism want to have knowledge and 

experience in many subjects such as art, design, nature, health, languages and 

gastronomy in the destinations they visit. 

In 2006, a conference called 'Towards Sustainable Strategies for Creative 

Tourism' was held in the USA. At this conference, creative tourism was accepted 

as a new type of tourism and definitions were made on it. In the following periods, 

different researchers defined this concept. The concept was further developed with 

the first official creative tourism project launched by Raymond in New Zealand 

in 2011 (Richards 2015). 

Structure and Characteristics of Creative Tourism 

Richards (2011) considers the structure of creative tourism in two 

approaches. In the first of these, creativity is expressed directly as a tourist 

activity. In the first approach, it is noted the active participation of tourists in 

creative activities offered in tourist areas. Because it is argued that creative 

activities will increase the lifestyle and touristic attractiveness of the regions. In 

the second approach, creativity is seen as a complementary element in the 

background of tourism. The attractions, cultural, natural and historical values, 
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events in the touristic regions are the tourist attractions that constitute the reason 

for the travel. Creative activities constitute complementary services offered within 

these attractions. These two approaches that define the structure of creative 

tourism are shown in Figure 1. It is suggested that tourist participation from 

background creativity to activity creativity is increasing. In creativity, buying 

refers to the stage where participation is minimal, and learning refers to the stage 

where participation is maximum. 

 
 

 

 

 

 

  

 

 

 

 

 

 

 

        Figure 1: Structure of Creative Tourism (Richards 2011). 

The main characteristics of creative tourism can be listed as follows (Olson 

and Ivanov 2010; Wals 2011; Yaratıcı Turizm Ağı, 2013); 

• Creative tourism perpetuates the tangible and intangible cultural heritage. 

• It creates a cultural richness and increases the self-confidence of local 

communities. 

• It creates a tourism activity that creates both high added value and 

increases high purchasing power. 

• Diversifies tourism activities without the need for investment in Tourism. 

• It is a type of tourism that can be carried out all year round, especially due 

to its lack of seasonal commitment. 

• Since creativity is the main resource, it has a sustainable quality. 

• Creative tourism also increases the benefits obtained from cultural 

structures through new demands. 
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• It creates financial resources for new service areas and contributes to 

attracting creative talent to tourism regions. 

• It is a type of tourism related to actively participating in the creative lives 

of tourism regions and interacting with the local people. 

• Authenticity is one of the most prominent features and regions that offer 

creative tourism activities can be a source of supply for authentic 

experiences. 

• In creative tourism, spiritual benefits are also provided, such as gaining 

the identity of the local community. 

• It positively improves the relations between tourists visiting tourism 

regions and locals.  

 

APITOURISM 

Concept and Development of Apitourism 

Api is a latin word for an honeybee species called Apis Mellifera. The 

concept of apitourism emerged as people travel for various reasons to the regions 

where this honey bee is found. Apitourism, which is also referred to as beekeeping 

tourism or bee tourism, has become more popular with various initiatives of 

service providers. 

Apitourism represents a new dimension of travel, where beekeeping is 

intertwined with the desire to discover the natural and unique. It transforms a 

country's natural wealth and cultural heritage into an authentic travel experience 

(Arih and Korošec 2015). It is a niche tourism that deals specifically with the 

traditions of rural communities and is seen as one of the most effective ways of 

sustainability. Apitourism is a form of tourism associated with bee products within 

the scope of ecological, medical and food, which has been a traditional profession 

from the past to the present (Woś 2014). 

Pantoja et al. (2017) defines apitourism as guided trips in which tourists can 

wear beekeeper clothing, learn about beekeeping, and experience various Hive 

products. According to another definition, apitourism refers to the whole of 

activities carried out during the stay in these natural environments, especially 

arising from the travel of people acting with the awareness of bee culture to natural 

environments where bees are found (Suna 2018). In short, the combination of 

beekeeping and travel opportunities creates the concept of apitourism. 

The objectives of apitourism, which can be expressed as a new and creative 

opportunity, can be listed as follows; 

• To examine beekeeping activities within the tourism sector, 

• To create environmental awareness in rural areas, 

• To contribute to the creation of a generation sensitive to nature through 

apitourism pioneers and tourism sector representatives, 

• To explain the benefits of apitourism in economic growth, rural and local 

development, social development, 

• It is to support by establishing a connection between people who comply 
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with the natural laws and adopt a healthy life philosophy (Suna 2018). 

In fact, beekeeping has been carried out by humans since ancient times and 

honey collection has been carried out for 10,000 years. Beekeeping developed 

considerably in China and India 4,000 years ago. The Indians used honey as an 

antidote for plant, animal, and mineral poisoning in medicine, and believed that it 

was one of the five elixirs of immortality. In China, in 2000 BC, people proposed 

the use of honey as a universal remedy and used it for honey, wax, propolis, 

preservation and mummification. On the other hand, in ancient times, traders used 

to travel the oceans in search of new food products. Wine, spices, oils, honey and 

beeswax were considered exotic and valuable food products. Today, however, 

these trips are carried out by tourists who want to experience different and unusual 

experiences (Grigorova 2016). 

Although the history of beekeeping dates back to very old years, its use in 

the tourism sector is more recent. Apitourism began to develop as a new type of 

tourism in Slovenia in 2007 as an opportunity for beekeepers and tourists to 

develop products and services (Arih and Korošec 2015). However, conceptually 

apitourism was first introduced by ApiRoutes in 2013. This concept was 

introduced as a brand project of the Slovenian Beekeepers Association. It was then 

used not only in Slovenia, but also by some other countries (Gandhy et al. 2019). 

Germany, Poland, Ukraine, Spain, Lithuania and Czech Republic are among these 

countries that have developed in apitourism (Shiffler 2014). 

Activities and İmportance of Apitourism 

Apitourism, which has recently come to the fore, is an alternative type of 

tourism carried out by combining the activities of beekeeping in rural areas with 

tourism products and services. Supporting sustainable development, apitourism 

transforms a country's natural wealth and cultural heritage into an authentic travel 

experience. This type of tourism supports the introduction of beekeeping in the 

region and the development of that region by making various activities for tourists 

through beekeeping activities. Apitourism is seen as an alternative tourism in 

many countries, including developed countries, and efforts are being made to 

develop it (Woś and Bień 2013). For example, in addition to the beekeeping 

museum in Poland, which has been active for many years to develop apitourism, 

many beehives are exhibited in the open-air museum. Apart from this, it offers 

various apitourism activities with beekeeping farms. In order to increase the 

effectiveness of these activities, apitourism routes are created and sample farms 

are established for these routes. Apiroutes project in Slovenia, Api well-being 

practices, tours for university students and beekeepers in Greece, apitherapy in 

Romania, cultural tours for beekeepers in Sicily and New Zealand are organized 

(Shiffler 2014). 

Api-tourism promotes social responsibility by creating unique travel 

experiences that promote mutual understanding, social integration and education. 

In this regard, many countries develop apitourism activities. For example, 

Slovenia is a leading country in implementing api routes, where ideal ecosystems 

support efficiency, strengthen sustainability and provide environmentally friendly 

projects. Among the prominent applications are observing the work of beekeepers, 
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demonstrations of various hive systems, presentations on bee pollen, royal jelly 

and propolis production and seminars on their beneficial effects on human health, 

beekeeping museums, wax making, beehive painting and gastronomic elements 

containing honey (Arih and Korošec 2015). Apitourism also provides the regions 

with more competitive power to prevent environmental degradation caused by 

mass tourism. This new type of tourism, which is on the rise, has the potential to 

create rural areas, economic growth, Social Development, Environmental 

Protection and new employment opportunities. In addition, this type of Tourism 

also has a developing effect on the agriculture and livestock sector. 

On the other hand, this type of tourism, which is also considered within the 

scope of health tourism, increases the number of tourists traveling for treatment 

with bee and bee products in international tourism movements. Apitherapy is an 

alternative complementary medicine method used to treat certain diseases and 

improve human health using basic products such as honey, propolis, pollen, bee 

venom, royal jelly obtained from beekeeping. Therefore, it also contributes to the 

health and well-being of tourists participating in apitourism. When the relevant 

literature and the countries where apitourism is active are examined, the activities 

that can be carried out within the scope of apitourism are shown in Table 1.  

Table 1: Activities within the Scope of Apitourism 

Apitourism Activities 

• Visiting beehives 

• Observing bee colonies in their natural habitat and the work of beekeepers 

• Wax making 

• Walking in bee gardens with apiroutes 

• Honey and honey products tasting 

• Milking honey by wearing beekeeper's clothes (experience honey making stages) 

• Beehive painting 

• Pollen collection 

• Training in training workshops 

• Visiting indoor and outdoor bee museums 

• Presentation of honey gastronomic elements 

• Workshops 

• Presentation of bee products (pollen, swarm of bees, propolis, bee venom, etc.) 

Apitherapy Applications 

• Apitherapy Applications 

• Api-inhalation (hive air breathing) 

• Honey massage 

• Api-spa 

• Api-yoga 

• Listening to bee sound (hive sound) 

• Api-therapeutic treatments 

• Cosmetic masks 

  Source: Created by the author. 
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Functions of Apitourism 
 

Educational Function: The main purpose of apitourism's educational 

function is to raise awareness about the importance of bees for humanity. 

Information on beekeeping activities, bee products, games related to beekeeping, 

apitherapy applications and their effects are presented (Arih and Korošec 2015). 

Honey production process in natural environments, the diversity of honey species, 

the need to protect these resources, the importance of health are emphasized. In 

this function, in particular, ecological education is at the forefront and 

environmental behavior is encouraged (Woś and Bień 2013). In a study conducted 

in Slovenia, it was determined that the largest population participating in 

apitourism (54%) was children, and the second was individual tourists (43%) 

(Woś 2014). The fact that most of the participants are children also reveals the 

educational function of apitourism. Visits to bee farms as part of the training 

explain why participants consist mostly of children. 

Travel Function: To see the unique natural charms of the destination is the 

function of traveling, especially for the purpose of participating in beekeeping-

related activities (Woś 2014). Trips can be made individually, as well as in the 

form of private tours with many activities. Activities such as the history of 

beekeeping, local values and traditions related to beekeeping, exhibitions of 

historical beekeeping equipment can be included in these tours. Research by Woś 

and Bień (2013) indicates that the vast majority (74%) of tourists who travel to 

bee farms individually aim to taste different types of honey.  In the same study, it 

was concluded that tourists who come to taste and buy honey are willing to visit 

beehives in the area or participate in various activities. 

Health Function: It has been known for years that bee products have 

therapeutic properties when used correctly and appropriately. It is occasionally 

used in the field of alternative medicine. Here, the fact that apitourism can be 

considered within the scope of health tourism also reveals its health function. This 

function of apitourism promotes natural treatment methods with hive air 

inhalation, honey massage, apitherapy applications along with bee products such 

as propolis, royal jelly, pollen, wax (Woś and Bień 2013). It also emphasizes a 

healthy lifestyle with its use in both food, cosmetics and medicine. 

Social Function: Social Function: Apitourism offers a new touristic product 

to tourists by bringing the agricultural sector and livestock sector together. This 

situation mobilizes people, locals and tourists involved these sectors. Tourists, 

who benefit from the knowledge and experience of beekeepers, thus establish 

social relations with the local community (Woś 2014). Apitourism is a type of 

tourism that also has a social aspect, as it promotes the effectiveness of rural 

societies, the diversification of agro tourism and ecotourism offerings. 
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Source: FAO (2018). 

Table 2: Number of Hives in the 

Wold    

Countries Number of Hives 

(thousand) 

India 13.048 

China 9.049 

Turkey 8.108 

Iran 6.601 

Ethiopia 6.018 

Russia 3.182 

Argentina 3.020 

Tanzania  3.020 

Spain 2.966 

USA 2.803 

Others 92.207.326 

Total 92.265.141  

Source: FAO (2018). 

Table 3: Amount Of Honey 

Production in the World 
Countries Honey Production 

(tons) 

China 446.900 

Turkey 107.920 

Argentina 79.468 

Iran 77.567 

Ukraine 71.279 

USA 69.104 

India 67.442 

Russia 65.006 

Mexico 64.253 

Ethiopia 50.000 

Others 752.475 

Total 1.850.868 

 

Apitourism in the World 
 

When the world honey production numbers are examined in 2018, it is seen 

that China ranks first with 440 thousand tons.  The country that follows China is 

Turkey with 108 thousand tons and the third country is Argentina with 80 

thousand tons of honey production.  China, which is also the leading country in 

production, produces 24.1% of the world's honey production. In terms of hive 

numbers, India ranks first, with a 14.1% share. The countries in the top 10 in terms 

of number of hives and honey production in the world are shown in Table 2 and 

Table 3 (Food and Agriculture Organization of the United Nations 2018). 

Apitourism is a type of tourism that is becoming increasingly popular in 

international movements. This type of tourism, which is just beginning to develop, 

is designated as a leading area in some countries. When used correctly, apitourism 

can make countries a strong niche market. In this regard, many countries develop 

apitourism activities. Slovenia is the pioneer of apitourism practices in the world. 

In particular, it makes a name for itself with its apiroutes implemented within the 

scope of sustainable environmentally friendly projects (Šivic 2013). Slovenia 

offer many apitourism services under the ApiRoutes brand. Apitourism travel 

tours and educational tours are organized. These tours are conducted for both 

professionals and beginners. With the tours organized within this scope, the 

cultural heritage of the existing beekeeping regions and the unique experiences of 

natural beauty are combined with environmentally friendly travels. A 4-day 

program is prepared within the scope of Apitherapy tours and offered to tourists 

with 359 euros (ApiRoutes 2021). 

Apitourism activities carried out in Slovenia include demonstrations of 
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various hive types, monitoring the honey-making stages of beekeepers, and 

presentations on the production of bee products (royal jelly, propolis, pollen, etc.). 

In addition to these prominent activities, visits to beekeeping museums and bee 

houses, beehive painting, wax making, presentations of honey gastronomic 

elements (honey liqueur, honey bread, etc.), apitherapy experiences can also be 

cited as examples.  

Apitherapy treatments are offered in the Slovenian bee house. Slovenia also 

established a beekeeping center. The beekeeping center has a laboratory, a library, 

a shop that sells beekeeping products. The main purpose of the establishment of 

this center is to develop all activities related to beekeeping and also to use it in 

tourism. In addition, it has developed the `apitourism certificate of excellence` 

application for apitourism and apitherapy practitioners in Slovenia (Šivic 2013; 

Arih and Korošec 2015). The certificate ensures the control of the services offered, 

the promotion of innovation and the realization of the activities to be carried out 

in this field in a quality way. Entrepreneurs who will provide production or service 

in this field are engaged in activities by obtaining this certificate. Moreover, 

Slovenia has been hosting the World beekeeping congress since 2003 (Šuligoj 

2021). 

Poland is another country that has been carrying out the development of 

apitourism in recent years. Previously, there was a museum of beekeeping and an 

open-air museum of beekeeping in the country, while in recent years it offers 

various apitourism services in beekeeping farms. For example, one of the farms 

that has both national and international recognition is Sadecki Bartnik in Strozye. 

In this farm, there are more than a hundred different beehive exhibitions, a 

restaurant serving honey dishes, and an exhibition of equipment used for 2000 

years. The tourist road 'Malopolska Miodowa Kraina' (apitourism route) also 

located in Malopolska, Poland, is an important apitourism initiative. There are 

agricultural farms along this road and beekeeping activities are carried out on all 

farms. Within the scope of apitourism, tourists are offered the opportunity to 

participate in beekeeping studies and taste honey (Woś and Bień 2013). 

Another apitourism center is Tenerife in the Canary Islands. It offers a hiking 

activity that gives tourists the opportunity to interact with beekeepers and try 

different types of honey. This activity, which includes physical activity, is a one-

day walk from beekeeping to beehives (Shiffler 2014). Another country where 

apitourism develops is Thailand. There are many apitourism centers in Thailand. 

The most prominent of these centers is the 'Big Bee', where it is home to tourists 

with beekeeping-related product sales and a number of apitourism services (Buy 

Gandhy et al. 2019). 
 

Apitourism in Turkey 
 

Turkey is in a very important position in the world in terms of bee colony 

presence and honey production. Due to the topographical and climate features of 

the country, it also has a very high potential.  It is also very rich in plant diversity 

and approximately 33.5% of it is endemic (Efe, 2018). In addition, Turkey has a 

genetic diversity of bees that are not found in other countries (South Aegean 
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Development Agency 2019). As of 2019, Mugla province ranks first with 918,000 

hives with a rate of 11.3%. In second place, Ordu province with 573 thousand 

hives and Adana province with 469 thousand hives come in third place. The 

number of hives in Turkey increased by 0.2% in 2019 compared to 2018. In honey 

production, Ordu ranks first with the production of 17 thousand tons of honey, 

Mugla is second with 14.7 thousand tons and Adana is third with 11 thousand tons 

(Ministry of Agriculture and Forestry 2019). The distribution of the number of 

hives and the amount of honey production in Turkey by city is shown in Table 4 

and Table 5. 

Turkey's current ecological situation, flora diversity, being among the 12 

most important gene centers in the world and the presence of bee breeds and 

ecotypes compatible with regional conditions demonstrate the potential of 

apitourism. Apitourism, on the other hand, is a type of tourism that is open to 

development within the scope of health tourism in Turkey. The decision to provide 

apitherapy services, also referred to as alternative medicine or complementary 

medicine, has been approved by the Ministry of Health in accommodation 

facilities. While the potential for apitourism to develop in Turkey is very high, the 

biggest obstacle to its still not developing is the lack of awareness of apitourism 

(Suna 2018a).  

Table 4: Number of Beehives in Turkey    Table 5: Honey Production in Turkey 

 

 

 

 

 

 

 

 

 

 

Source: Ministry of Agriculture and Forestry (2019). 

Until very recently, there was an interesting and non-profit organization 

called 'Balyolu' in rural Turkey. This organization worked with women, especially 

in an area famous for honey, and brought a large number of American tourists to 

Turkey for a high-level dining experience that includes traditional cuisine and 

focuses on honey. The experience was based on interacting with small-scale 

beekeepers, experimenting with different honey and also walking from place to 

place on a particular route. Foreign countries focused on studies and projects 

related to the development of apitourism, Turkey is still in the discovery phase of 

Provinces Number of Beehives 

Muğla 918.116 

Ordu 573.358 

Adana 469.938 

Mersin 282.749 

Aydın 274.826 

İzmir 244.519 

Sivas 243.673 

Antalya 217.705 

Trabzon 172.785 

Balıkesir 170.432 

Others 4.560.259  
Total 8.128.360  

Provinces Honey Production 

(Tons) 

Ordu 16.994 

Muğla 14.777 

Adana 10.941 

Sivas 5.048 

Aydın 4.227 

İzmir 2.777 

Balıkesir 2.618 

Mersin 2.416 

Antalya 2.305 

Denizli 851 

Others 45.736  
Total 109.330  
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apitourism potential. When the studies on apitourism are examined in the literature 

in Turkey, the applicability of apitourism in Muğla province (Ozan and Yılmaz 

2016), applicability of Apitourism in Turkey (Kutlu et al. 2018), the potential of 

apitourism within the scope of health tourism (Suna 2018a), the place and 

importance of apitourism in Turkey (Suna 2018b), the potential of Apitourism in 

the Eastern Black Sea region (Saltık et al. 2019), apitourism awareness of 

beekeepers (Suna 2020), Apitourism potential of Sivas province (Şeker 2020) 

come to the fore. As seen in studies carried out in Turkey discussed apitourism 

applicability in areas where the beekeeping activities, suggestions of 

development, could not go beyond it. However, beekeeping held in Turkey since 

the very old years is both social and economic activities. It ranks 3rd and 4th in 

the world in terms of colonies with its hives and 63 thousand tons of honey 

production. However, Turkey is not yet among the countries that professionally 

create apiroutes and carry out apitourism activities.  

Turkey has a traditional model of tourism (sea-sand-sun) that is concentrated 

in coastal regions during the summer months. However, the country's tourism 

policies and development plans set goals for diversifying tourism, and industry 

representatives seek alternative tourism. In this direction, it is proposed to develop 

apitourism, which can be integrated with many types of Tourism and has high 

potential in certain regions of the country. Studies have shown that Turkey has an 

untapped apitourism potential, and if this potential is developed, it will be able to 

make economic, social and environmental contributions. 
 

Academic Studies on Apitourism 
 

One of the first studies to consider apitourism conceptually was conducted 

by Šivic. The study, which focused on the content, effects and benefits of 

apitourism, was evaluated within the scope of Slovenia.  It has been stated that 

apitourism in Slovenia was developed by the Slovenian Beekeepers Association 

and since 2003 they held the World Beekeeping Congress. In addition, another 

reason for the development of apitourism in Slovenia is the inclusion of all other 

touristic values of the region in beekeeping tours (Šivic 2013). 

One of the important works in the context of apitourism was carried out by 

Woś. The main objective of Woś's work (2014) is to demonstrate the successful 

practices of apitourism and the functions of apitourism observed in Europe. The 

study is based on field research conducted in beehives, Bee museums and training 

farms in 2012-2014. First, studies were conducted in Poland in 2013, followed by 

other European countries that were selected as research areas in 2014. In this 

context, data was collected through the survey form with 75 apitourism 

organizations, including 40 in Poland, 6 in the Czech Republic, 7 in Germany, 7 

in Slovenia, 4 in Spain, 2 in Lithuania, 2 in Ukraine, 2 in Portugal, 2 in Slovakia, 

2 in Hungary and 1 in Greece. In the second part of the study, interviews were 

conducted with 50 randomly selected tourists in order to determine the reins of 

apitourism. As a result of the study, the educational function, travel function, 

health function, social function of apitourism were revealed. The majority (54%) 

of participants in apitourism activities are school-age children, while the second 



87 

 
 

most important group (43%) are individual tourists. As a result of the analysis, it 

was determined that the group consists mostly of tourists who come to a beehive 

to buy honey and then choose additional activities that are encouraged to visit the 

beehive or participate in their workshops. 

Arih and Korošec (2015) presented information on the importance, basic 

perspectives, api experiences and best practices of Apitourism in Slovenia. In this 

context, in the combination of tours and training programs, apitourism products 

are formulated for both specific interest groups and local people. The overall goal 

here is to raise awareness about the importance of bees to humanity, to enrich 

knowledge about the use and effects of bee products and apitherapy. Slovenian 

apitourism is also seen as a role model.  Prominent applications include 

demonstrations of various hive systems, presentations on bee pollen, royal jelly 

and propolis production and seminars on their beneficial effects on human health, 

architecturally unique and extraordinarily attractive beekeeping museums, and 

visits to typical Slovenian bee houses. In addition, within the scope of apitourism, 

various activities carried out from Carniolan queen bee breeding to various 

beekeeping methods, wax and apiary panel painting, delicious honey dough 

cooking. 

Another study on apitourism was carried out in Bulgaria. Grikova et al. 

(2016) in this study, it is aimed to analyze the current state, trends, expectations 

of the resources for the development of apitourism by examining and thus 

enriching tourism services in the region. As a method, a mixed methodology has 

been adopted, which includes the collection, processing and analysis of 

information related to beekeeping activities and development. Data from the 

European Commission, Ministry of Agriculture, Food Beekeepers Associations, 

honey and product processors and traders, Ministry of Tourism and tourism 

industry organizations were used to determine the number of bee colonies and 

hives in the country, supply and demand for honey production. As a result of the 

study, it was determined that there is a very high resource potential for apitourism 

in Bulgaria, but this potential is not actively sufficiently used. 

Bahar and Yıldırım (2016), in their study to determine the applicability of 

apitourism in Muğla province, determined that the province has the potential for 

apitourism. It has been stated that Muğla province is an important beekeeping 

Center in the country due to the presence of hives and the first place in honey 

production in Turkey. Pine honey and pine forests have been cited as the reason 

why Mugla has been important for beekeeping for thousands of years. 

Approximately 6000 families are beekeeping with 1,200,000 hives in 334 villages 

in Mugla province. Based on this data, it was determined that apitourism is 

feasible by combining other alternative types of tourism and beekeeping activities 

in Mugla province.  

In 2017, Pantoja and his colleagues conducted a study in Chile's O' Higgins 

region to identify suitable regions for apitourism. Geographical information 

system (GIS) and multi-criteria evaluation analysis were used in the study. Taking 

into account the opinions of both beekeepers and industry-related professionals, 

three areas for apitourism have been identified (Pantoja et al. 2017). 
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Suna (2018b) examined the potential of apitourism in Turkey within the 

scope of health tourism. The main aim of the study is to identify the current state 

of apitourism in Turkey and to evaluate the potential of bee products used for 

therapeutic purposes in health tourism. In the study using qualitative research 

method, SWOT analysis was used. As a result of swot analysis, the strengths and 

weaknesses of apitourism and opportunities and threat elements were identified in 

Turkey. Aliyeva et al. (2019) identified the Eastern Kazakhstan region as a 

research area in their study to reveal the current state of apitourism in Kazakhstan 

and the obstacles to its development. As a result of data collected by conducting 

an online survey, participants participate in apitourism mostly (55.8%) for 

medical purposes, and apitourism practices take the most important place in their 

minds (60%) related to apitourism. It is stated that apitourism has a significant 

impact on the development of the tourism sector in Kazakhstan, but there are a 

number of obstacles to this development. Participants listed the barriers to the 

development of apitourism as (45.8%) lack of qualified experts, (31.7%) 

economic factors, and (18.3%) lack of infrastructure. 

In an apitourism study conducted for the Eastern Black Sea region, it was 

aimed to develop apiroute by using beekeeping activities in the region. For this 

purpose, Ordu, Giresun, Trabzon, Rize and Artvin provinces in the Eastern Black 

Sea were examined and created an apiroute in terms of their attractiveness and 

activities that can be evaluated within the scope of apitourism. In the creation of 

apiroute, the apitourism potential of the region was studied through secondary 

data. In addition, the main element observed in this process; it is the presentation 

of the natural and cultural beauties of the region by combining them with 

beekeeping activities. In this context, the mountainous nature of the land and the 

ease of transportation were also considered in the creation of apiroute. Total 

distance of the route; On the way, between Ordu and Artvin provinces and 

between Artvin and Trabzon provinces on the return, a total of 766 km is 

determined, and special conditions such as traffic, weather conditions and road 

conditions are not included in the distance (Saltık et al. 2019). 

Another apitourism study conducted in Turkey was carried out in Sivas 

province. In this study, which was conducted to determine the apitourism potential 

of Sivas province in 2020, the current state of beekeeping, its potential and the 

possibilities of evaluating this potential for apitourism in the future were 

examined. The possibilities of applying apitourism in Sivas were investigated 

using secondary data by an exploratory study method. According to the data 

examined, it is believed that Sivas province has a high honey production capacity 

in Turkey and can be evaluated within the scope of apitourism by using this 

potential with the necessary regulations and practices (Şeker, 2020). Situation 

study pattern from qualitative research methods was used in the study to determine 

the perspectives of beekeepers operating in Gaziantep. In-depth semi-structured 

interview technique was preferred in obtaining the data. As a result of the content 

analysis, it was determined that the vast majority of beekeepers have not heard of 

the type of apitourism, but have a positive view of the future of this type of tourism 

(Suna 2020).  
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CONCLUSION AND DISCUSSION 

In creative tourism, being interested in the cultural lives of destinations and 

learning by experiencing them in person is the most basic consideration. Another 

important aspect is to actively participate in creative activities by interacting with 

the local community of the region that is going due to the structure of creative 

tourism. Accordingly, apitourism is proposed as a creative approach that can be 

integrated with creative tourism. In apitourism, it involves seeing and 

experiencing beekeeping activities, which are cultural heritage elements of the 

region, such as creative tourism. Similarly, apitourism takes place with active 

participation in various activities such as honey and wax making, pollen 

collection, beehive painting. In this respect, it supports active participation, which 

is one of the main elements of creative tourism. The desire of tourists to discover 

the natural and unique in both apitourism and creative tourism, and the 

transformation of the natural and cultural values of destinations into authentic 

travel experiences, shows that these two types of tourism can support each other. 

Apitourism is becoming more popular and a very valuable type of tourism 

over time. The number and scope of tourism activities offered by bee farms in the 

world is also increasing. Because, the environmental, economic and social 

benefits of apitourism are more and more understood day by day. It is also a 

creative opportunity for local, regional and national development. Apitourism is 

seen as one of the most sustainable ways of development as a form of tourism that 

addresses the cultures and traditions of communities. Since the development of 

apitourism will also improve the local infrastructure, it is very important for the 

development of rural areas. 

When the relevant literature is examined, it is seen that the studies on 

apitourism are very limited. In the studies, it is stated that apitourism has the 

potential to integrate with other types of tourism. Especially in regions where 

beekeeping activities are carried out intensively, studies are carried out for the 

development of apitourism. In recent years, the development of apitourism around 

the world has been accelerated with the discovery of the importance of bee and 

beekeeping products in terms of health and skin care. Studies show that there is a 

potential for apitourism in Turkey and that it has values that can be presented to 

the tourism sector or used in the tourism sector. However, Turkey is not yet among 

the countries that professionally create apiroutes and carry out apitourism 

activities. The development of apitourism is an opportunity to motivate the people 

live in the rural areas, create new jobs and promote the culture and tradition of a 

region. 

There are a limited number of projects carried out by various institutions. 

However, these projects consist mostly of museums established to promote 

beekeeping activities. Beekeepers and tourism providers should be encouraged to 

raise awareness of apitourism and take initiatives in this regard. Not only the 

representatives of the tourism sector, but also the owners of Agriculture and 

ecotourism farms should be in development efforts. 
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1. INTRODUCTION 

With its unique properties and vulnerable structure easily affected by the 

influence of environmental factors, the tourism sector is one of the crisis-prone 

sectors. Exercising influence over tourism directly or indirectly, crises make their 

presence felt with the sudden decrease in the number of tourists and tourism 

incomes. The tourism sector, which is in contact with about 54 sectors and 

produces a multiplier effect on the economy, has experienced many large and 

small crises from past to present; besides, the crises with enormous influence have 

made their destructive damages felt by sinking businesses, tourism workers who 

became unemployed, and balance of international payments of the countries, as 

well as by the deficiencies in the invisible exports. 

The COVID-19 outbreak, identified in Wuhan (China) and was initially 

perceived as regional such as SARS and MERS, officially called the COVID-19 

Pandemic by the World Health Organization (WHO) on March 11, 2020. Before 

being called a pandemic, the first case of coronavirus in Turkey was confirmed by 

the official authorities on March 10, 2020; however, whether tourism enterprises 

located in Marmaris (Muğla, Turkey) were ready for the COVID-19 crisis was 

tried to be determined through field research conducted between March 01-10, 

2020. 

In this section, the concept of crisis and its types, its effects on tourism and 

crisis management in tourism were discussed. In the following part, it was aimed 

to reveal the crisis descriptively in the eyes of the operators in Marmaris, one of 

the world's distinguished destinations, before COVID-19 and during the COVID-

19 crisis. With the content analysis and thematization, the pre-crisis and during 

crisis actions of the enterprises were revealed, the results were shared in line with 

the findings and the study was completed with the recommendations brought 

forward. 
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2. THE RELATED LITERATURE 

This section covers the titles of the concept of crisis, types of crisis, the 

effects of the crisis on tourism, and crisis management. 

2.1. The Concept and Types of Crisis 

There are numerous definitions on the concept of crisis. However, it is crucial 

to state that there is no agreed common definition of “crisis” and “crisis 

management” in the field of social sciences. The presence of different situations 

has come to the fore among the reasons why scientists could not meet on common 

ground. Below, the etymological origin of the word crisis and its definitions made 

by different researchers were given in detail. 

The word crisis, a word of western origin, comes from the Latin “krinein” 

and from Ancient Greek “κρίσις-krísis” that means power of distinguishing, 

decision, choice; besides, it has been settled in the language as a word that 

describes the moment of unstable (Wiktionary Foundation, 2020). Its French 

equivalent is “crise”, while “wei-ji” in Chinese, which is combination of words of 

opportunity and threat (Steven, 2002), and “kriz” in Turkish. The word crisis 

means in Turkish: “a rough period, crisis, depression seen in a country or between 

countries, in the life of society or an organization.” (Türk Dil Kurumu Başkanlığı, 

2019). 

Crises are classified as follows: natural and man-made crises (in terms of the 

reason of emergence) (Korkmazyürek & Basım, 2009); and abrupt/instant crises 

and long-standing constant crises that emerge in time ( in terms of time-dependent 

emergence type) (Parsons, 1996). The Institute for Crisis Management (ICM) 

located in the USA categorizes crises under four titles by the reasons for their 

occurrence: (1) natural disasters related crises, (2) mechanical problems related 

crises, (3) human error related crises, and (4) crises that arise due to 

mismanagement decisions or indecisions (Kadıbeşegil, 2002). 

The World Tourism Organization (UNWTO) place tourism crises into five 

categories: environmental, health-related, technological, economic, and societal 

and political (UNWTO, 2011). Environmental crises include geological (like 

earthquakes) and extreme weather events (like hurricanes), and human-induced 

situations such as climate change and deforestation. Health-related crises include 

disease epidemics affecting humans or animals and endanger their lives. 

Technological crises include accidents of transportation vehicles (plane, ship, bus, 

etc.) and IT system failures. Economic crises refer to major currency fluctations 

and financial crises. Societal and political crises, on the other hand, include coups, 

terrorist acts, civil disorders, human rights abuses, and riots. 

The general stages of crises, emerging in the tourism sector or affecting the 

tourism sector, and explanations are given below (Budak & Budak, 2004): 

-Stage One: Detection of Crisis Alerts and Inaction: 

Threats have begun to be perceived in the area where they emerge. Troubles 
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have started to give signals, but signals are not reaching the decision-making 

mechanisms in the sector, enterprises, and public authorities. Since policymakers 

do not have the awareness and knowledge to take necessary measures, they 

continue to make decisions with their current knowledge, and as the intensity of 

the threat signals increases, the problems become apparent and the environment 

of panic begins to occur. 

-Stage Two: Crisis Period: 

If the signals of the approaching crisis were not received, interpreted and 

evaluated and the necessary responses were not given by business managements 

and decision-making mechanisms of the public authority, it is inevitable to enter 

the crisis period. At this stage, control in general centralizes, an atmosphere of 

panic occurs and decision-making processes are disrupted. 

-Stage Three: Resolution: 

If the crisis-related situation is not resolved with successful solutions, there 

will be destruction in direct proportion to the severity of the crisis. This stage is 

the stage where organizational disintegration can occur with failure to find a loan, 

decrease in sales, dismissals, deterioration in the organizational atmosphere, 

stress, outbursts of anger, deteriorating social and business relations. Steps such 

as legal arrangements for the source of the crisis and funds transferred will reduce 

the effects of the crisis, and implementation of successful, solution-oriented 

decisions before the disintegration stage occurs will create a solution in 

minimizing damage. 

2.2. Effects of the Crisis on Tourism 

Crisis and its effects on tourism show some differences due to the structural 

characteristics of tourism, in other words, its unique characteristics. It should be 

noted that crises in tourism can be caused by their own dynamics or other 

dynamics outside the sector, and the probability of recurrence of crises in tourism 

is relatively higher than other crises. 

Circumstances such as a rapid decrease in tourist numbers, increased 

reservation cancellations, decrease in occupancy of accommodation facilities, 

transportation companies to operate below their capacity, tables failure to set, 

infrastructure deterioration preventing access to touristic products, perceiving the 

touristic product perceived as risky enough with a much higher risk, lost consumer 

confidence, postponing travel decisions, destination(s) removed from tour 

operators' catalogs, restrictions imposed on travel and transportation, 

bankruptcies, unemployment, and deep traces of losses in tourism-dependent 

economies can be considered as the effects of the crisis on tourism (COMCEC, 

2017). 

Global Rescue and World Travel & Tourism Council (WTTC) examined 90 

crisis cases between 2001-2018. Some of the information: 

-In terrorism-induced crises, individuals act with a sense of solidarity, they 

survive the crisis within a period of 2 to 42 months, and the average time is 11.5 
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months. 

-In crises triggered by political turbulence and social movements, the time to 

overcome the crisis extends over a longer period of time, these crises are overcome 

in periods ranging from 10 months to 42 months, and the average time is 11.5 

months. 

-Crises caused by natural disasters are overcome in periods between 1 month 

and 93 months and the average duration is 16.2 months. 

Göçen et al. (2011) examined the effects of the crises between 1997-2010 on 

Turkey’s tourism: 

-The 7.6 magnitude Izmit earthquake (August 17, 1999) negatively affected 

tourism; compared to the previous year, the number of tourists decreased by 24% 

and tourism revenues decreased by 33%, 

-The economic crisis faced in Turkey in 2001 reflected positively on tourism, 

number of tourists increased by 11% and tourism incomes increased by 31%. 

-Since the SARS epidemic in 2003 was seen in Far Eastern countries, it did 

not adversely affect tourism, however, it had a low impact on the rate of increase. 

Number of tourists increased by 5% compared to the previous year, and tourism 

incomes increased by 10%. 

-The bird flu in 2006 had a negative impact on tourism; there was a 6% 

decrease in the number of tourists and a 5% decrease in tourism revenues 

compared to the previous year. 

-The global economic crisis in 2008 reflected positively on tourism; 

compared to the previous year, the number of tourists increased by 13%, and 

tourism incomes increased by 18%. 

-Despite the fact that the effects of the global economic crisis continued and 

the swine flu emerged in 2009, the number of tourists increased by 3% compared 

to the previous year, but tourism incomes decreased by 3%. 

Crises can be turned into an opportunity. It is possible to minimize the effects 

of the crisis on tourism by taking lessons from past crises and by urgently 

implementing tactical plans that will shorten the recovery times and compensate 

for the decrease in incomes and the number of tourists. 

2.3. Crisis Management in Tourism 

Due to its unique vulnerable structure, the tourism sector can be easily 

affected by many factors. Crisis management is “the set of strategies, processes 

and measures planned and carried out to prevent and cope with the crisis” 

(UNWTO, 2011). Crisis management requires a multidimensional series of 

activities from creating crisis scenarios to crisis solutions. These activities include 

identifying the crisis, taking measures, implementing avoidance tactics, 

improvement, learning, and protecting stakeholder interests (Santana, 2004; 

Göçen, Yirik, & Yılmaz, 2011). 

Regarding crisis management in tourism, on both macro and micro levels, 

stages of the crisis, and actions that can be taken are as follows (Faulkner, 2001; 
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COMCEC, 2017): 

-Pre-Crisis (Contingency Planning): The crisis-prone structure of the sector 

requires contingency plans to be prepared before crises occur. Possible threats and 

actions such as establishing a crisis management center, conducting market 

researches to measure the responses to crises in different market and market 

segments, training of relevant stakeholders and officials who will take an active 

role in the crisis process, preparing a crisis-related draft press release to be sent to 

the media, and determining channels that will provide effective communication 

with tour operators, tourists and the stakeholders of the crisis should be arranged 

in contingency plans. 

-Beginning of the Crisis (Taking the Warning Signs of the Crisis): 

Contingency plans should be put into effect as soon as the first signals about the 

crisis are received, the draft press release prepared pre-crisis should be submitted 

to the press after making the final arrangements, and predetermined 

communication channels should be activated. 

-Emergency Action Stage (Taking Protective Measures): Depending on the 

type of crisis occurring on a macro or micro scale, to meet the safety and needs of 

individuals affected by the crisis, it is the stage where aid packages should be 

delivered, referral procedures should be done in emergency/vital situations, 

carrying out information, receiving aid, and reporting actions with media support, 

and steps for crisis-led situations that require immediate correction should be 

taken. 

-During the Crisis (Medium-Level Improvements): This stage includes the 

following activities: determining the losses caused by the macro or micro level 

crisis, public-private sector solidarity, marketing actions for markets that are less 

sensitive to crisis, partially lessening the impact of the crisis by applying to 

relevant units for financial support and assistance, and increasing security through 

training. 

-Recovery Stage with the End of the Crisis (Long-Term Actions): This stage 

includes many activities aiming at encouraging foreign investments so that the 

sector can regain strength, elimination of losses in tourism enterprises, increasing 

promotional and marketing activities, removing the crisis-led negativities. 

-Solution Stage (Ending the Effects of the Crisis): This stage is the process 

in which the reconstruction process is initiated in order to compensate for the 

crisis-incurred losses of the tourism sector, destinations, or enterprises. It includes 

the process of lessons learned from the crisis, assessments, more functional and 

improved planning where the troubles are eliminated, and re-preparing against the 

crises through feedback by reconstructing practices and procedures. 

COVID-19 has spread to almost all countries on a global scale in a very short 

time. By closing their borders, and imposing travel restrictions and even a curfew 

on their citizens, countries have exercised almost all of their powers to slow the 

spread and get the crisis under control. While Avcıkurt (2020) stated that after the 



97 

 
 

COVID-19, the new paradigm may consist of the trio of slow, small and smart 

tourism, we propose to add the understanding of travel responsibility among the 

understanding of the right to travel as the fourth parameter to this trilogy. 

Many studies on the new normal, the rapid change experienced, and the 

effects of the crisis are also on the agenda of the academy. In this section, some 

of the studies including the content on tourism and the COVID-19 and the effects 

of the COVID-19 on tourism and crisis management were included. Regarding 

the effects of the COVID-19, studies have been conducted on the following issues: 

“its effect on tourism” (Gössling, Scott, & Hall, 2020; Özçoban, 2020; 

Dağdeviren, 2020); “its effect on the aviation industry” (Akca; 2020); “its effect 

on airline employment” (Sobieralski, 2020); “its effect on tourism activities” 

(Acar, 2020); “its effect on Turkish tourism” (Demir, Günaydın, & Şen, 2020); 

“the COVID-19 management in accommodation enterprises” (Hoefer, 2020); 

“the COVID-19 management in the aviation industry” (Macit, & Macit, 2020); 

“its effect on travel agencies” (İbiş, 2020) and “its effect on catering companies” 

(Şen, 2020). 

3. METHOD   

In this part of the study, exploratory research was carried out on how much 

are the tourism enterprises and supporting organizations in Marmaris ready for the 

COVID-19 crisis. In this regard, under this title, the subjects such as how the 

research was designed, the research method, sample, data collection method, the 

methods used in the analysis of the research were covered. 

3.1. Purpose of the Research 

This study aims to determine whether the tourism enterprises in the Marmaris 

district, Muğla, Turkey, are prepared for a crisis and crisis management. For this 

purpose, we revealed how tourism enterprises in Marmaris define the concept of 

crisis, what kind of crises they had in the past, and what methods they used to 

overcome these crises. Besides, we investigated the Covid-19 awareness of these 

enterprises, whether they took measures against the Covid-19 crisis, and which 

methods they adopted/will adopt.The reason to prefer the Marmaris district in the 

study was that it is one of the most distinguished tourism destinations. As a matter 

of fact, in the study of Hacıoğlu and Çözeli (2016) named the “Destination-Based 

Investigation of International Tourism Movements: The Case of Turkey”, which 

they prepared according to 2010-2014 Tourism Statistics of Turkey, issued by the 

Ministry of Culture and Tourism; it is seen that Muğla Province that includes the 

Marmaris district ranks third in Turkey with 1,935,104 tourists, while Marmaris 

district ranks second within the Muğla province with 600,958 tourists. 

It was conducted before the first COVID-19 case was confirmed in Turkey 

and in terms of determining how ready tourism enterprises were for the COVID-

19 crisis at these dates. As a matter of fact, such a study was not found in the 

literature review. Besides, it is thought that conducting the study in Marmaris will 
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contribute to the relevant literature. 

3.2. Importance of the Research 

It was conducted before the first COVID-19 case was confirmed in Turkey 

and in terms of determining how ready tourism enterprises were for the COVID-

19 crisis at these dates. As a matter of fact, such a study was not found in the 

literature review. Besides, it is thought that conducting the study in Marmaris will 

contribute to the relevant literature. 

3.3. Limitations of the Research 

Since in-depth interview technique was used to collect research data, it 

necessitated a particular period of time and different locations for each participant, 

and this necessity created distance, time, and financial constraints for the 

researcher. Therefore, the population of the research was limited to the center of 

Marmaris district. 

3.4. Data Collection Method 

Face-to-face interview technique was used as a method in field research. For 

this purpose, interviews were held with the owners and managers of 67 tourism 

enterprises tourism located in Marmaris, and a non-random sampling method was 

used. The reason to choose the relevant enterprises as a sample was that they were 

accessible Semi-structured interview method was used in the interviews, while the 

interviews were recorded and the data were subjected to content analysis by 

analyzing the relevant sound recordings. Data collection started on March 1, 2020, 

and ended on March 10, 2020, when the first COVID-19 case was shared with the 

public in Turkey. 

 When preparing the interview form, a detailed literature review was 

conducted on the subject and afterward, the research questions were clarified by 

taking the opinions of 2 experts. Relevant studies used in determining research 

questions were the studies of Özhasar and Eğe (2019), and Türkay, Şengül and 

Genç (2017).To prevent problems such as boringness, confusion, and 

disconnection that may occur in questions, a pilot study was performed with a 

group of 12 people and the questions were revised in line with the data obtained 

after the pilot study. 

The interview form consists of 2 parts: questions about the name, title of the 

participating company and its representatives, the operating period of enterprise, 

the term of office, and the descriptive characteristics regarding the number of 

personnel; and questions to identify perceptions of the crisis and the COVID-19 

crisis, as follows: 

1. “What is the crisis in your opinion? How would you describe it?”. 

2. “Do you have plans and preparations for crises as an enterprise or do you 

make such preparations?”. 

3. “Have you faced a crisis before? If you faced, did you survive or what did 
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you do on an enterprise basis to get it?”. 

4. “Have you heard of the coronavirus?”. 

5. “Do you think the coronavirus started to affect the world and Turkey in 

specific? If you think it began to affect, what effects are there?”. 

6. “Does the coronavirus create a crisis in Turkish tourism, especially in 

Marmaris tourism? If you think it might create a crisis, what can both the 

public and enterprises do to overcome the crisis?” 

7. “If the epidemic spreads in the countries of the customers you are 

addressing, what measures do you plan to take as an enterprise?”. 

8. “Do you expect any deviation in your goals regarding the number of guests 

that will arrive in 2020? If you expect, how do you think this will affect your 

personnel number and sales volume?”. 

3.5. Data Collection Time  

Data collection started on March 1, 2020, and ended on March 10, 2020, when 

the first COVID-19 case was shared with the public in Turkey. 

3.6. Preparation Process of the Interview Form 

When preparing the interview form, a detailed literature review was 

conducted on the subject and afterward, the research questions were clarified by 

taking the opinions of 2 experts. To prevent problems such as boringness, 

confusion, and disconnection that may occur in questions, a pilot study was 

performed with a group of 12 people and the questions were revised in line with 

the data obtained after the pilot study. 

The interview form consists of 2 parts: questions about the name, title of the 

participating company and its representatives, the operating period of enterprise, 

the term of office, and the descriptive characteristics regarding the number of 

personnel; and questions to identify perceptions of the crisis and the COVID-19 

crisis, as follows: 

1. “What is the crisis in your opinion? How would you describe it?”. 

2. “Do you have plans and preparations for crises as an enterprise or do 

you make such preparations?”. 

3. “Have you faced a crisis before? If you faced, did you survive or what did 

you do on an enterprise basis to get it?”. 

4. “Have you heard of the coronavirus?”. 

5. “Do you think the coronavirus started to affect the world and Turkey in 

specific? If you think it began to affect, what effects are there?”. 

6. “Does the coronavirus create a crisis in Turkish tourism, especially in 

Marmaris tourism? If you think it might create a crisis, what can both the public 

and enterprises do to overcome the crisis?” 

7. “If the epidemic spreads in the countries of the customers you are 

addressing, what measures do you plan to take as an enterprise?”. 

8. “Do you expect any deviation in your goals regarding the number of 
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guests that will arrive in 2020? If you expect, how do you think this will affect 

your personnel number and sales volume?”. 

3.7. Organization and Analysis of Data  

In the process of organizing data, the process of converting sound recordings 

into text was done and then the content analysis was used. The data obtained in 

this analysis are analyzed in four stages: (1) coding of data, (2) finding themes, 

(3) editing codes and themes, (4) description and interpretation of the findings 

(Yıldırım & Şimşek 2013). Similar data were brought together in certain concepts 

and themes and they were arranged and interpreted in a way that the reader can 

understand. The minimal differences in frequency and percentage calculations 

were due to fractions. 

3.8. Findings Regarding Content Analysis 

This section includes three headings: data obtained after percentage and 

content analysis and findings revealing the descriptive characteristics of the 

participants, themes and codes that reveal participants' perceptions of the crisis, 

themes and codes that reveal participants' perceptions of the COVID-19 crisis. 

3.8.1. Descriptive Characteristics of Participants 

Findings on the descriptive characteristics of participating enterprises and 

participating enterprise representatives were given. 

Table 1. Descriptive Characteristics of Participating Enterprises 

Field of Activity F. % 
Enterprise Type by 

Number of Personnel 
F. % 

Accomadition 

Enterprise 

35 

 
52 

Micro Enterprise (Less 

than 10 people) 
23 34 

Food and Bevarage 

Enterprise 
25 37 

Small Business (Less 

than 50 people) 
36 54 

Travel Agency 7 10 
Medium Business (Less 

than 250 people) 
6 9 

Recreation 

Enterprise 
1 1 

Big Business (More than 

250 people) 
2 3 

Total 67 %100 Total 67 %100 

 

Regarding the descriptive characteristics of participating enterprises, when 

Table 1 is examined, it was revealed that mainly accommodation and food 

enterprises and small and micro-enterprises were interviewed. 
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Table 2. Descriptive Characteristics of Participating Enterprises’ 

Representatives 

Title F. % Term of Office F. % 

Owner 26 39 Less than 1 year 3 4 

General Manager 30 45 1-5 yıl 28 41 

Department Manager 9 13 6-10 yıl 11 16 

Chief 2 3 11-15 yıl 6 8 

Total 67 %100 

16-20 yıl 8 12 

20 years and over 11 16 

Total 67 %100 
 

Regarding the descriptive characteristics of participating enterprises’ 

representatives, when Table 2 is examined, interviews were held mainly with the 

general managers and owners of the enterprises. When examined for the terms of 

office, the predominant group consists of those who work between 1-5 years. 

3.8.2. Themes and Codes Revealing Participants' Perceptions about the 

Crisis 

The answers given to the first, second, and third questions to reveal the 

participants' perceptions about the crisis were examined and 3 main themes, 6 sub-

themes, and 24 main codes were reached. 22% of the main themes include 

statements for measuring the ability to define the crisis, while 47% cover the 

statements to obtain information about the frequency and types of crises the 

participants have faced in the past, and the remaining 30% comprise the 

statements about what kind of methods they plan to adopt for the crises likely to 

be experienced in the future.
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Table 3. Themes and Codes Revealing Participants' Perceptions about the Crisis 
 

Main 

Themes 
F. 

% 

(On Main 

Total Basis) 

Sub-themes F. 

% 

(On Main 

Theme Basis) 

Codes F. 

% 

(On Sub 

Theme Basis) 

 

1
.C

ri
si

s 

Id
en

ti
fi

ca
ti

o
n

 

104 
22 

(104/465) 

1.1. Identification 100 
96 

(100/104) 

Economic Negativity (Unemployment, Loss of Income, 

Increase in Price, Devaluation, Weakening of People's 

Purchasing Power, Deterioration of the Economic Balance, 

Income Insufficiency, Economy Reaching Zero, Absence of 

Customer, Declining Customer Profile, etc.) 

30 
30 

(30/100) 

Unexpected (Sudden, Not Considered, Unplanned, 

Unpredictable) 
28 28 

Uncertainty (Unknown, Risk) 24 24 

Disaster (Late in Taking Measures, No Way Out, 

Uncontrollable, Chaos, Unable to Solve) 

Uncertainty (Unknown, Risk) 

18 18 

1.2.No 

Identification 
4 4 No Identification 4 100 

2
. 

C
ri

si
s 

H
is

to
ry

 

220 
47 

(220/465) 

2.1. Frequency of 

Crises He Faces 
67 

30 

(67/220) 

High 40 60 (40/67) 

Low 26 39 

Never 1 14 

2.2. Type of 

Crisis He Faces 
74 

34 

(77/220) 

Political and Legal Crises 

(Aircraft Crisis with Russia, July 15 Coup Attempt, War-

Terror, Gulf Crisis, The September 11 Attacks, Mavi 

Marmara Incident, Refugee Crisis, World Cup Attack, 

Boycott) 

57 
77 

(57/74) 

Natural Crises 

(Bird Flu, Swine Flu, Mad Cow, Earthquake in 2016, 

Iceland Volcano) 

9 12 

Economic Crises 

(Thomas Cook Bankruptcy) 
6 8 

Technology-induced Crises 

(Breakdown of Transport Vehicle) 
1 1 
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Societal Crises (Customer suffering from alcohol poisoning) 1 1 

 

  

2.3. Management 

of the Crisis He 

Faces 

79 36 

Financial 

(Government and Bank Assistance, Supplying from the 

Capital,) Using the Savings, Suspension of Investments, 

Suspension of Some Activities, Cost Reduction, Dismissal, 

Downsizing, Closure, Bankruptcy, Sales) 

38 
48 

(38/79) 

Marketing 

(Changing the Mode and Type of Service, Customer Profile 

Change, Revision of the Menu, Improving The Mode and 

Type of Service, Recruitment, Product Diversification, 

Lowering Prices, All-Inclusive System, Promotional 

Implementations, Using Media and Press Power, Promotion, 

Contacting Relevant Authorities and Institutions) 

34 43 

Waiting (No Intervention) 7 9 

3
. 

P
o
ss

ib
le

 C
ri

si
s 

M
an

ag
em

en
t 

141 
30 

(141/465) 

3.1. Preparedness 67 48 

Not Prepared 32 48 (32/67) 

Prepared 19 28 

Partially 14 21 

Not Prepared 3 4 

3.2. Type of 

Preparation and 

Intervention 

74 52 

Financial 

(Cost Reduction, Suspension of Investments, Settlement 

with Current Staff, Downsizing, Suspension of Investments, 

Stocking, Possession of Necessary Equipment and 

Investing, Working with Multiple Suppliers) 

35 
48 

(40/74) 

Marketing (Changing the Mode and Type of Service, 

(hanging the Customer Profile, Changing the Activity Type, 

Discount) 

30 41 

Planning 

(Creating a National and/or International and/or Globally 

Crisis Desk By Type Of Crisis Including Stakeholders 

Related to the Subject, Pre-Season Routine Planning and 

Action as Occasion Requires, Creating a Saving Account) 

4 5 

Training 5 7 

Main Total 465 %100  
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Examining the theme of defining the crisis, the first theme of Table 3, it is 

observed that 96% of them can define the concept of crisis. However, when the 

content of the codes of the relevant theme is analyzed, it is seen that most of the 

definitions (30%) were made partially and only crises were expressed as economic 

negativity. 18% of them, a remarkable rate, evaluated crises as “a disaster, failure 

to take action, failure to find a solution, an uncontrollable condition, a chaos, a 

very difficult and unpleasant situation”. Some of the statements of the participants 

regarding the relevant theme were given below. 

K24: “This is the reason resulting from the fact that all accounts fall down 

day by day because the expenses are more than the income.” 

K14: “Crisis is a negativity that emerges at an unexpected moment and is 

late in taking action.” 

K60: “Crisis is a situation that occurs when enterprises are not economically 

self-sufficient.” 

K22: “There are regional, national and global crises. Their impact on the 

economy can be defined as a crisis.” 

K45: “Crisis is a formation that threatens the situations we are in.” 

K46: “Crisis is a situation that affects the current situation and structure of 

any structure and occurs at an unexpected moment and it is generally delayed in 

taking action. The crisis situation is often uncertain. Although it is thought to be 

negative, it is considered positive for some.” 

K40: “We have encountered several crises before. The latest crisis has given 

us an advantage. At that time, foreign and local tourists did not come. Refugees 

with visa came to Marmaris to escape. We worked in dollars over the overnight 

accommodation and got over the crisis. This happened in 2014.” 

K16: “Nation and nations create the crisis. In other words, the crisis is 

created sometimes by Turkey and sometimes by the whole world.” 

K21: “Crisis is a phenomenon that occurs every 2-3 years.” 

 This is the second main theme of Table 3, which includes statements 

regarding the crisis history. This theme includes findings on the frequency of the 

past crises experienced by the participants, the types of the crises, and the 

management of the crises experienced. Examining the sub-themes and codes 

regarding participants’ frequency to experience crises, it can be stated that the 

participants experienced crises at a high rate (34%). Analyzing the second sub-

theme of the same theme, which covers the type of crisis experienced, it is 

observed that the participants mostly (77%) experience political and legal crises. 

When the third sub-theme including management practices for the crises 

encountered is analyzed, it is observed that 48% of the participants turn to 

financial activities and 43% to marketing activities. 

K11: “Yes we met. Let me say this; business fell 40 percent last year due to 

the bankruptcy of tour company Thomas Cook.” 

K22: “Yes. We experienced a crisis as a result of the downing of the Russian 
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plane and the coup attempt in the 2016 summer season.”  

K29: “The July 15 incident happened unexpectedly, and the number of 

customers expected to arrive that year dropped drastically.” 

K73: “As the dollar doubled after the September 11 attack, flour producers 

applied a 50% price hike. Flour prices, which were 28 Turkish Liras, reached 60 

Turkish Liras.” 

K62: “Previously, due to the bird flu crisis, sales in our chicken meat 

products had declined.”  

The third main theme of Table 3 includes the findings of whether the 

participants are prepared for possible future crises, and if they are, what kind of 

preparations they make. In this context, the relevant theme was discussed in two 

sub-themes: preparedness and type of preparation. According to the relevant sub-

themes, the majority (48%) of the participants stated that they did not make any 

preparations. 4% of the participants think that preparation cannot be made in a 

crisis environment. Examining the preparations made, it is seen that the majority 

(48%) of them consists of financial activities. Besides these findings, participants 

stated that in addition to the policies they have implemented during their crisis 

history, they will also turn to the planning activities (5% of them) and educational 

activities (7% of them). Some of the statements of the participants on the relevant 

theme were as follows. 

K28: “We do not currently have a plan that we are actively working on. But 

in such a case, we will inevitably have to reduce the number of our personnel.” 

K41: “No we do not. Because if there is a crisis, there is nothing to do other 

than applying ‘wait and see policy’.” 

3.8.3. Themes and Codes Revealing Participants' Perceptions about the 

COVID-19 Crisis 

The answers to the 5th, 6th, 7th, and 8th questions were examined to reveal 

the participants’ perceptions about the Covid-19 crisis, and 4 main themes, 18 sub-

themes, and 53 main codes were reached. 41% of the main themes contain 

statements on Covid-19 awareness, while 8% include current situations regarding 

participants’ management of the Covid-19 crisis, 25% cover the statements 

regarding expected and/or projected implementations in the future in Covid-19 

Crisis management, and 26% include the statements on Covid-19 perception of 

success. 
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Table 4. Themes and Codes Revealing Participants' Perceptions about the 

COVID-19 Crisis 

Main 

Themes 
F. 

%  

(On Main 

Total 

Basis) 

Sub-themes F. 

%  

(On 

Main 

Theme 

Total 

Basis) 

Codes F. 

%  

(On 

Sub 

Theme 

Total 

Basis) 

1
. 

C
o

v
id

-1
9

 C
ri

si
s 

A
w

a
re

n
e
ss

 

402 
41 

(402/992) 

1.1. Definition Awareness  67 
17 

(67/402) 

Particularly 

Identification 
60 

89 

(60/67) 

Identification 7 11 

No Identification - - 

1.2.Result Awareness 67 17 

Economic 44 
66 

(44/67) 

Psychological 9 13 

Health 7 10 

Social (Human 

Relations, 

Routine Flow of 

Life) 

5 7 

Uncertain 3 4 

1.3. Sectoral Impact 

Awareness 
67 17 

Tourism 56 
83 

(56/67) 

Other Sectors 

(Trade, 

Transportation) 

12 17 

1.4. Geographical Impact 

Awareness 
67 17 

International 27 
40 

(40/67) 

Global 20 30 

National 12 18 

Regional 8 12 

1.5.Severity Awareness 67 17 

Severe 40 
60 

(40/67) 

Medium 22 33 

Low 3 4 

Uncertain 1 1 

Zero 1 1 

1.6. Measure Awareness 

 
67 17 

International 21 
31 

(21/67) 

Global 15 22 

Ulusal  10 15 

National/Regional 7 10 

Enterprise 6 9 

Individual 5 7 

No Planning 3 

4 
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2
. 

C
o

v
id

-1
9

 C
ri

si
s 

M
a

n
a

g
e

m
e

n
t 

(C
u

rr
e

n
t 

S
ta

te
) 

81 
8 

(81/992) 

2.1. Nationwide 74 
91 

(74/81) 

Politic and Legal 

(Suspension of 

Commercial 

Activities with 

China, Controlled 

Passing at 

Airports, 

Suspension of 

Some Flights, 

Mass Quarantine 

For Those 

Coming From 

Abroad) 

43 
58 

(43/74) 

Hygiene and 

Cleaning 

(Disinfection) 

30 41 

Training (Public 

Awareness) 
1 1 

2.2. Regionally 1 1 

Legal 

(Installation of 

Thermal Cameras 

in Marmaris Port) 

1 
100 

(1/1) 

2.3. Enterprise 6 7 

 Hygiene and 

Cleaning 

(Disinfection) 

6 
100 

(6/6) 

3
. 

C
o

v
id

-1
9

 C
ri

si
s 

M
a

n
a

g
e

m
e

n
t 

(E
x

p
a

c
ta

ti
o

n
s 

A
n

d
 T

a
rg

e
ts

) 

 

250 
25 

(250/992) 
3.1.Nationwide 90 

36 

(90/250) 

Politic and Legal 

 (Restricted Zones 

for Foreign 

Flights, 

Installation of 

Heat-Resistant 

Equipment at 

Airports, Health 

Check of 

Travelers and 

Airport 

Employees, 

Completely 

Suspension of 

Foreign Entries 

and Exits, 

Restriction of 

Domestic and 

International 

Travels, 

Increasing the 

Number of Health 

Personnel at 

Airports, 

Installation of 

Disinfectants at 

Airports, 

Quarantine and 

Curfew Practices 

at Home and 

Hospital, 

Quarantine in 

Transportation, 

36 
40 

(36/90) 
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Closure of 

Schools, 

Suspension and 

Closure of 

Workplaces until 

the Process Ends, 

Creating 

Quarantine-

Specific Areas 

Outside the City) 

     

Financial 

(Government Aid 

- Debt Structuring 

Financial 

Support, Tax 

Reduction, 

Credit, SSI, 

Incentive, Basic 

Needs Assistance, 

etc. - Price 

Controls, 

Temporary 

Suspension of 

Investments, 

Restriction of 

Exported 

Products), 

Providing 

Financial Support 

to the Public. 

26 28 

Education (Public 

Awareness and 

Informing, Social 

Distance, 

Emphasizing the 

Importance of 

Gloves, Masks 

and Hygiene, 

Sharing the 

Number of 

Deaths and 

Patients with the 

Public 

perspicuously, 

Raising 

Awareness of 

Tourism 

Employees - 

Providing 

Training by 

Ministry of 

Health. 

10 11 

Medical 

(Investing in 

Hospitals, Priority 

Patient Ranking, 

Medical 

Quarantine, 

8 8 
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Providing 

Medical Support 

for Finding 

Vaccine or Drug 

for Virus) 

Hygiene and 

Cleaning (Wider 

Disinfectant, 

Disinfection and 

Hygiene 

Applications) 

6 6 

Planning 

(Creating a Crisis 

Desk/Planning for 

the Future) 

3 3 

Marketing 

(Sharing the 

Message that the 

Region and the 

Country is Safe in 

Publications, 

Globally) 

1 1 

3.2.On Enterprise Basis 80 32 

Financial 

Measures (Cost 

Reduction, 

Personnel 

Restriction, 

Cutting Expenses, 

Increasing 

Business Volume, 

Downsizing, Cost 

Control, 

Suspending 

Investments, 

Suspending 

Operations 

Temporarily, 

Spending From 

Capital, Using 

The Savings, 

Postponing 

Receivables From 

Customers 

Temporarily) 

21 
26 

(21/80) 

Marketing-Sales 

(Lowering Prices, 

Changing 

Customer Profile, 

Stocking) 

18 23 

Hygiene and 

Cleaning 

(Disinfectant, 

Cologne, Alcohol 

Disinfection, 

Disinfection, 

Ventilation, 

Wearing Masks 

and Gloves) 

16 20 
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Education and 

Information Flow 

(Awareness of the 

Personnel, 

Informing and 

Awareness of 

Guests, 

Notification of 

the disease to 

Relevant Media 

and/or Other 

Guests, 

Information Signs 

and Boards) 

7 9 

Medical 

(Providing 

Medical Support, 

Quarantine, 

Notification of 

Disease to 

Relevant Media 

and/or Other 

Guests, Testing 

and Acceptance 

of Healthy People 

to the Hotel, 

Vaccination 

When a Vaccine 

is Found) 

5 6 

Planning (Setting 

up a crisis table, 

turning to 

applications that 

can turn the crisis 

in favor) 

5 6 

No Intervention 

(The Virus is 

Available in The 

Markets We 

Already Work in, 

Virus Cannot Be 

Managed, If the 

Virus enters the 

Country, it cannot 

be Managed)   

8 10 

3.3. On Individual Basis 80 32 

Paying Attention 

to Personal 

Hygiene, Use of 

Masks and 

Gloves 

 

72 

90 

(72/80) 

 

 

 

 

 

 

 

 

 

 

Social Distance 1 10 
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u
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ss

 

259 
26 

(259/992) 

4.1.Globally/Internationally 59 
23 

(59/259) 

Enough -  

Partially Enough 56 
95 

(56/59) 

Not Enough 3 5 

4.2. Nationwide 67 26 

Enough 34 
51 

(34/67) 

Not Enough 23 34 

Partially Enough 10 
15 

(10/67) 

4.3. On Regional Basis 15 6 

Partially Enough 15 
100 

(15/15) 

Enough - - 

Not Enough - - 

4.4. On Enterprise Basis 54 21 

Partially Enough 53 
98 

(53/54) 

Not Enough 1 2 

Enough - - 

4.5. On Individual Basis 64 25 

Partially Enough 63 
98 

(63/64) 

Enough 1 2 

Not Enough - - 

Main 

Total 
992 100  

 

The first theme of Table 4 is the Covid-19 Crisis Awareness theme. This 

theme covers the statements regarding the statements on the extent to which 

participants can define the Covid-19 disease, and how they assess the geographical 

impact level, severity, and impact of the Covid-19 crisis on the industry, social 

life and economy. In this context, the theme of Covid-19 Awareness includes six 

sub-themes: definition awareness, geographical impact awareness, sectoral impact 

awareness, severe awareness and precaution awareness. When the relevant sub-

themes are examined, it is seen that the vast majority (89%) of participants can 

partially describe the Covid-19 outbreak, they are emphasizing that the Covid-19 

crisis would have economic consequences rather (66%), they mostly (83%) stated 

that it will affect the tourism sector, and they evaluate this crisis as a crisis with 

high severity (60%). Participants state that the geographical impact of the crisis 

will rather (31 %) be at an international level, the crisis may remain between some 

countries, and it is far from Turkey and Marmaris. Of the participants, the rate of 

those who consider the Covid-19 crisis as a crisis on a global basis was determined 

as 22%. Some of the statements of the participants on the relevant theme were as 

follows. 

K16: “We hear about the corona virus, even experience it, and we are still 

under its influence. Do we get very reliable information; I don't know that either. 

There are different discourses about the virus. The virus is said to infect from the 

animal. It is said that the virus came to China during the cold era or with a meteor 

stone, something born of stone.” 
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K3: “Yes I heard. I follow the developments.” 

K67: “Yes I heard. Is there anyone who doesn't hear? I think it is spreading 

rapidly, it is a respiratory disease that passes from person to person.” 

K21: “Usually viruses would be regional, but the corona is a universal virus, 

so I think it will affect tourism.” 

K37: “Yes. It is a novel virus that has emerged in China, has a long 

incubation period and is resistant to drugs.” 

K56: “I heard. As far as I know, it is a disease that infects the lungs, its other 

name is COVID-19.” 

K8: “Coronavirus is a little more advanced level of flu infection. Although 

this virus seems more intense in the winter months, I believe it will decrease in the 

spring. It will reduce and end without affecting Turkey.” 

K12: “Yes, it started to affect. It affected in terms of economy, tourism, 

health.” 

K20: “Yes, this virus has and continues to affect most parts of the world. It 

did not affect Turkey, but I think that it will affect in terms of tourism, economy 

and health, of course.” 

K31: “Turkey is one of the first countries in the world to take the best and 

most sensitive precautions regarding the virus and it is very successful.” 

K66: “Tourism is selling a dream. Today, there is a concern about this virus 

all over the world. Therefore, people do not want to leave their homes or places 

unless it is a very urgent and essential situation.” 

The second main theme of Table 4 is the Covid-19 Crisis Management 

(current situation) theme. In the relevant theme, it has been tried to determine how 

the participants evaluate the current situation regarding Covid-19 crisis 

management. In this context, this theme covers practices performed on a national, 

regional, and enterprise basis. There was no statement that includes global and 

individual practices in this theme. The majority of existing practices (91%) cover 

national implementations. The predominant practice among them was legal 

practices at a rate of 58%. The relevant practices cover precautions such as 

suspension of commercial activities with China, restricting airport access, 

suspending some flights, and mass quarantine for those coming from abroad. The 

nationwide practices following these practices cover hygiene and cleaning (41%) 

and training activities (1%). The small percentage of training activities may have 

caused the Covid-19 outbreak not to be fully described. Enterprise-based practices 

remained limited to 7%, only cleaning, and hygiene applications. Regional 

practices were at 1% and the lowest level and remained limited to placing thermal 

cameras in Marmaris Port. Some of the statements of the participants on the 

relevant theme were as follows. 

K15: “Measures were taken. This virus was confirmed in neighboring 

countries, but have not seen yet in Turkey. Flights have been suspended.” 

K8: “Concrete measures were taken. Our citizens were brought to Turkey 
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by plane. Trading with China has been suspended. The Ministry of Health has 

full knowledge of the subject and provides information every day.” 

This is the third main theme of Table 4, the Covid-19 Crisis Management 

(expectations and/or goals) theme. In the relevant theme, the nationwide 

expectations, the targets set on a business basis, and the expectations on an 

individual basis were mentioned at the rate of 36%, 32%, and 32%, respectively. 

Analyzing this distribution, although the nationwide expectations are somewhat 

higher, it can be said that nationwide, enterprise-based and individual-based 

measures show an approximate distribution to each other. In this context, the 

participants signaled that measures should be taken at the enterprise and individual 

level as well as national measures. The measures that participants want to be taken 

on a national basis are measures in legal, financial, medical, hygiene and cleaning, 

and marketing issues, with percentile rank. The measures that participants aim to 

be taken on an enterprise basis are measures in financial, marketing, sales, 

education, medical, and planning issues. The high rates of financial and marketing 

measures and limited rate of planning activities were remarkable. Considering the 

findings in Table 3 where crisis perceptions are examined, this situation can be 

considered as a result of the participants’ economically focused thinking, even 

while defining crises. In addition, the statement of “The virus is present in the 

markets where we operate, it cannot be managed. If the virus enters the country, it 

cannot be managed” at a rate of 10% can explain why the importance given to 

planning is actually low. Analyzing individual-based expectations, it is seen that 

the statement of personal hygiene, use of masks and gloves is dominant with 90%. 

Social distance remained at a 10% level. Considering the underlying reasons for 

this situation, the following questions may come to mind: “Is Turkish society a 

society where social interaction is quite high? Are Cleaning and Hygiene a priority 

issue for the Turkish Community? Do the participants have a clear awareness of 

the contagiousness of the disease? The fourth main theme of Table 4 is the 

Perception of Success related to Covid-19 Crisis Management. The relevant main 

theme includes the evaluations of the participants regarding the level of 

competence in current practices regarding Covid-19 crisis management. When the 

related statements are examined, it is seen that the participants make these 

assessments on a global and international, national, enterprise, regional and 

individual basis. Analyzing percentile weights of the relevant sub-themes, it is seen 

that they evaluate as enough with 51% at nationwide basis, while as partially 

enough at global/international, enterprise, individual, and regional basis with 95%, 

98%, 95%, and 100%, respectively. The statement of “not enough” in the 

enterprise-based assessments was at a quite low rate with 2%. Some of the speeches 

of the participants on the relevant theme are as follows: 

K38: “I think the Turkish government has taken adequate measures in this 

regard. I know that the government takes measures such as rapid examination with 

thermal cameras at border crossings.” 
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K2: “I think precautions are taken, they disinfect everywhere and they impose 

restrictions.” 

K37: “The fact that no official case has been confirmed so far shows that the 

measures have been taken well. Considering that the virus comes from abroad, 

inspections at airports and health measures at customs gates should also be 

increased. Measures need to be increased in public areas.” 

K4. “I think the necessary measures have not been taken for now. 

International terminal should be closed. We need to inform our people about this 

issue. As citizens, we should pay more attention to our personal hygiene and avoid 

physical contact.” 

K6. “I think adequate precautions have been taken for now. If there are 

infected people, they should be quarantined and then measures should be 

increased. People should be screened.” 

K23. “No measures are enough for now. The virus has spread all over the 

world. If you ask what precautions should be taken, we should make tighter medical 

interventions at the airport for our guests coming from abroad. Better 

examinations and tests should be done.” 

4. CONCLUSION AND RECOMMENDATIONS  

The fact that countries and their economies have become increasingly 

interdependent and thus, globalization has increased steadily has caused the 

concept of crisis to turn into a global phenomenon. Today, any type of crisis in 

one part of the world can quickly and negatively affect a country and even the 

industry on the other side of the world. In this context, the tourism sector, which 

contributes strongly to the development of developed and developing countries 

with its social, cultural and economic dimensions, leads as the sector most 

susceptible to crisis (Akıncı, 2010). 

Turkish tourism sector has been under the influence of various crises for 

years. It faced one or more events each year that can come to a crisis point and 

has managed to escape the effects of these crises with little damage with the 

policies it has followed. It even turned some crises in its favor (Hacıoğlu & 

Esenkal Çözeli, 2016). However, the COVID-19 crisis is a major global and 

severe crisis that threatens the world in many ways today and it is thought that it 

may affect Turkish tourism negatively. In this context, we tried to reveal where 

the Turkish tourism is on this subject through Marmaris case. Since in-depth 

interview technique was used to collect research data, it necessitated a particular 

period of time and different locations for each participant, and this necessity 

created distance, time, and financial constraints for the researcher. Therefore, the 

population of the research was limited to the center of Marmaris district. 

According to the data obtained from the field research, participants define the 

crisis mostly economically negatively, and as a phenomenon encountered at a high 

rate and perceived as a threat rather than an opportunity. About 4% of the 

participants cannot define the concept of crisis. The crises that the participants 
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mostly encounter are political and legal crises. The methods most frequently used 

by the participants in managing the crises they encounter are financial and 

marketing practices. Besides, pre-crisis planning practices remain very limited. It 

was determined that the participants mostly intended to be prepared, but an 

undeniable section did not make any preparations. However, the participants also 

signal that they will mostly turn to financial and marketing practices in possible 

crisis management, and then to practices related to planning and training. 

Examining the participants’ awareness and attitudes about the Covid-19 crisis, it 

can be said that the level of awareness of the Covid-19 crisis is average. 

Participants predominantly see the Covid-19 crisis as a crisis with high 

geographical impact and high level of severity, with negative economic and 

psychological consequences, which could negatively affect the tourism sector. 

However, although the participants thought that the Covid-19 pandemic could 

have significant major impacts, they were not aware of what exactly this pandemic 

was. The percentage of those who can fully describe the disease is quite low and 

participants think that taking precautions can be performed at the national level 

rather. On the other hand, some participants state that no measures can be taken 

regarding the Covid-19 crisis and it is unnecessary to turn to practices related to 

Covid-19. Analyzing the participants’ statements regarding the current situation 

of the Covid-19 crisis management, it is observed that enterprise-based practices 

remained limited, while nationwide practices are frequently expressed. The 

practices regarding the expectations and targets of the participants regarding the 

Covid-19 crisis show a close distribution on both national, enterprise, and 

individual basis. This may indicate that enterprises started their planning for the 

Covid-19 crisis as of the specified dates. When the relevant codes are examined, 

it was observed that the measures are limited in terms of use of masks, social 

distance, hygiene and cleaning, and cost reduction and that an innovative practice 

has not been planned yet. When the theme of the perception of success in which 

the participants make their evaluation of crisis management is examined, it was 

found that the participants mostly evaluate it as partially enough. This indicates 

'partially enough' on the one hand and 'partial not enough' on the other hand. For 

effective management of the COVID-19 crisis in-country tourism, financial 

supports such as increasing SME support, providing credit under favorable 

conditions, postponement of existing loan installments without interest, and a 

creative structuring including in-hotel medical support, hygiene and cleaning 

practices, use of masks and disinfectants, adjusting the social distance, the 

building of private and isolated areas are needed urgently. Finally, by setting up 

crisis tables in enterprises, a holistic and multidisciplinary crisis management 

approach in which relevant stakeholders are included needs to be urgently 

implemented at national-regional, and individual scale. 
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INTRODUCTION 

With the industry 4.0 effect, which is one of the important breaking points of 

the world socio-economic structure, changes have been experienced in the 

consumer society. Digital technologies have become an important part of life for 

people. It has become a society that uses these technologies effectively in its daily 

lives and socialization, as well as in purchasing behavior. For this reason, it has 

become inevitable for the society to adapt to digital technologies in its supply in 

order to meet the constantly changing and developing demands and needs. As in 

every sector, the tourism and hospitality industry has to keep up with this change. 

In fact, these technologies have become even more important because they are a 

service-intensive sector due to its nature. 

When looking at the tourism product from an integrated perspective, 

destinations are tourist products.   It is very important to successfully manage the 

destinations, which contain many elements that push tourists to travel. Therefore, 

one of the most important keys to success in today's conditions is the effective use 

of digital technologies. At this point, stakeholders, who play a role as decision 

makers at the destination level, should give importance to both digital 

technologies in consumer use and these technologies that they will use 

operationally in the management process of the destination in order to realize a 

sustainable tourism activity. 

In this book section, the importance of digital technologies for destination 

management is emphasized. First of all, the emergence of digital technologies and 

their development and effects in the consumer society are discussed. In this 

context, by emphasizing the importance of digital technologies, suggestions were 

presented to decision makers at destination level. 

THE EMERGENCE AND DEVELOPMENT OF DIGITAL 

TECHNOLOGIES 

A good understanding of the invention and development of the computer 

helps to understand information technologies. Computers are tools that make our 

job easier in solving certain problems and eliminating some complexities (Say, 

2018). In fact, it can be said that these technological tools have a very detailed and 

complex structure due to their nature. This device technology, which has 
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developed and changed considerably compared to the time it was invented, 

consists of two basic components. The first is the hardware component. This 

component provides the information processing structure, information input and 

output, but these equipment make sense when used with software, not alone. In 

order for the pure data to be understood by the users, the hardware that will process 

the data and the software that determines the ways in which it will process the 

information should be brought together in a coordinated manner. However, the 

data obtained in this way can be interpreted and used by the users. 

Computers, which have an indispensable place in human life, can perform 

operations that people can do with a lot of time and cost in a short time. Therefore, 

these devices have become an important part of human life. Among the functions 

of computers, there is not only to process a large number of data in a short time, 

but also to repeat these processes countless times while executing these data and 

commands without error. These superior features were effective in the formation 

of the ENIAC prototype by planning to be used in the military field in order for 

states to gain superiority against each other (Singh, 2009). Regarded as the first 

computer, ENIAC is the first example of modern computers that make our lives 

easier, but it was a device with an area of 167 m2 and a weight of 30 tons 

(iienstitu.com, 2020). In the early days, ENIAC was used for precise calculations 

in order to increase the accuracy of weapons needed in the military field. 

These digital devices, which make human life easier, have data storage 

capabilities as well as data calculations. With these features, computers; They can 

store the calculations they obtain and the data that are later included in their system 

for a long time without taking up too much space. Again, as a result of the 

concerns about the storage of military data, the need to transfer data between 

computers has emerged. Storing data at some point poses a risk. It means that 

valuable data is destroyed as a result of any problem that may happen to the stored 

data. ARPANET, which can be considered as the ancestor of the internet, has 

emerged in order not to face these negativities above. Even if any of the computers 

included in this system is broken, data can be protected on the others. Like many 

technological developments, this networking technology, which started in the 

military field, was opened to civilian use after a certain period of time. In the 

following stages, the system called www (world wide web) has emerged and thus 

the formation called internet has gained a new dimension. Hyper-texts in a host 

on the Internet have become viewable and downloaded thanks to the browsers 

used by people. In the first place, the Internet didn't have the interactivity it has 

now. In the early days, with the phenomenon called internet, static web pages 

could be accessed in a basic sense. With the introduction of commerce in the 

internet environment or, in other words, the use of the internet for commercial 

activities and business, the expectation from the internet has gradually increased. 

In the later stages, the internet went beyond publishing static web pages and 

gained a feature that can interact. Thanks to this developing technology, 

consumers have started to be the party that produces and presents information 

instead of being the receiving party of instantly produced information. While the 

internet environment emerged as an environment where information is sought in 
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the early days, it has now become the environment where people socialize and 

communicate with each other. The change in the Internet is not limited to the 

above-mentioned developments, but has led to the emergence of a platform that 

can be personalized with the development of data processing signification 

technologies called data mining, which stores people's surfing on the Internet, that 

is, their footprints, and enables the creation of stores called big data. 

With the use of computers and internet that entered human life, some gains 

have emerged such as fast access to information, rapid and smooth communication 

with each other, and the ability to store a large number of data more easily and for 

longer periods of time. As a result of these technological developments that cause 

such changes in human life, it has prepared the ground for the emergence of some 

changes (political, economic, social, cultural and sociological, etc.). Such 

developments in computer and internet technology have triggered many 

developments in both businesses and people's social and business life. These 

developments and changes have had a significant impact on businesses and human 

life. The role of information communication technologies in supporting the trade 

between people and businesses is critical. 

Thanks to information communication technologies, their mobility 

capabilities have gradually increased. In this way, people are very pleased that 

they have the opportunity to use these communication technologies whenever, 

wherever they want, and they have adopted these technologies. For this reason, 

while computer technology and the internet phenomenon have entered rapidly in 

many parts of human life, its social effects have been easily adopted. It will be 

beneficial to better understand and investigate the mobility capabilities of 

information communication technologies that have entered human life so quickly. 

DIGITAL TECHNOLOGIES AND MOBILITY 

It means mobile, non-stationary and portable. When we look at the origin of 

this concept, it is observed that it comes from French. It is possible to talk about 

many things that have portability in human history. However, the mobility feature 

of information communication technologies differs according to the portability 

feature of other tools and equipment. The fact that important features such as 

instant access to information, creating content and being able to interact, being 

portable and a part of human life causes the socio-economic structure of society 

to change (Dholakia et al., 2015). Considering the inventions that most affected 

and changed the history of humanity in general, it is an indisputable fact that the 

first thing that comes to mind is the invention of the steam engine and the 

industrial revolution. 

The rapid entry of mobile devices into human life and the development of 

each day has paved the way for a serious difference between generations. 

Considering this change that mobile devices and internet technology have made 

in human life, it is not wrong to say that the most important invention that affects 

humanity is information communication technologies (Thakur & Srivastava, 

2014). Today, internet services offered by cellular networks can be expressed as 

the feature that contributes the most to the mobility capability of information 
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communication technologies. Technologies such as 4G, 4.5G and 5G, which are 

common in daily life, refer to wireless data transfers offered by GSM operators 

(Saçkes, 2019). Nowadays, the fact that the desired information can be accessed 

instantly with internet access thanks to mobile devices, and this situation has 

become a daily routine of human life shows that this technology has developed 

due to the fact that it increases the importance attributed to this technology. In the 

early stages, although there were technologies with very narrow data transfer 

width, very slow data reading speed and very vulnerable in terms of security, these 

technologies were observed as the breakthrough technologies of that day. Over 

time, due to changes in needs and expectations with the technology owned, it has 

become insufficient. The change and updating of these technologies as a result of 

the needs causes rapid and excessive developments that will make it difficult to 

follow these technologies. While it was possible to transfer data with a width of 

2Kbps with the available technology in the early days, it is thought that it may be 

more than 1Gbps with 5G technology today (Andrews et al., 2014; Zihir & Rebeiz, 

2016). This development has become decisive on many issues (such as societies' 

lifestyles, education, production and consumption, etc.). As it is known that there 

are more than 4 billion 700 thousand mobile phone users in the world as of 2020 

(Statista, 2020), it can be understood from this number how powerful a 

communication tool it is. It would be useful to mention some of the features of 

mobile technology devices, which are in this much of life. 

These features can be expressed as follows:(Binbaşıoğlu, 2016): 

• The ability to interact 

• Portability feature 

• Access to information 

• Being personal 

• Entertainment 

• Being wireless 

• Being measurable 

• Location tracking 

Additional attention should be paid to some of the above features that mobile 

technologies have. For example, the feature called location tracking, when 

examined with a superficial view, refers to the individual's knowing his position 

and finding an answer to the problem of how to go to a place he wants to go. These 

features are generally technologies that facilitate human life and are important for 

human life. However, these technologies have other features that are either not 

known or ignored in terms of directing the business activities. Geolocation service 

is carried out using the two most familiar techniques. First, it is observed as the 

positioning information provided by GSM companies. The intersection point of 

the signals of two or more of the networks owned by the company and the location 

of the mobile device is calculated. The second is the technology called GPS 

(global positioning system). This technology is based on the determination of the 

signals emitted by the GPS module in the mobile devices by satellites and the 

calculation of their location. In any case, if the user knows his / her location by 

this means, the providers of this service also know the position of the individual. 
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Although it is not very meaningful that this location information can be tracked 

and stored alone, it will be more meaningful with another feature of mobile 

devices. This feature can be called the personalization of mobile devices. People 

know that every activity they do on the mobile devices they use leaves a footprint 

in the virtual environment. At the same time, individuals already knowing many 

identities and biometric data have to be shared with the other party. 

For example, in order to buy a GSM product, our personal information must 

be shared with the other party, in order to activate the device we use, we need to 

create accounts and give our personal information to the other party. Later, 

individuals share their personal information on social media, consciously or 

unconsciously, of their own free will. Thanks to these shares and personalized 

identity, we naturally create a consumer profile, even the search engine searches 

we make provide data that will support this profile. As stated before, since there 

are more than 4 billion 700 thousand mobile phone users in the world, it is 

necessary to know that there are at least this number of consumer profiles. At this 

point, it is necessary to talk about big data, which is an accumulation of knowledge 

that is created for the storage and use of such a lot of data in terms of business. 

DIGITAL TECHNOLOGIES AND BIG DATA 

Data is the basic input that enables the production of knowledge by making 

sense with various analyzes (Marakas, 2003). Just as people use the data obtained 

from stimuli in the outside world in their lives by making sense of them as a result 

of mental analysis, companies have to use the data they obtain from the system 

they are in. Today, with the acceleration of developments in information 

technologies, data has become important for every sector in the World (Li et al., 

2018). The outputs obtained by analyzing and analyzing data have an important 

place especially in the decision-making mechanisms of enterprises. Businesses 

make decisions based on the data they obtain. The data in the experiences of the 

businesses are the data that can be easily processed, analyzed, analyzed and 

managed as a result of nostalgic reporting, also called traditional data. The data 

need to be analyzed in order to be transformed into meaningful results. With the 

proliferation and growth of data, this functioning becomes complex for businesses 

and becomes difficult to analyze. The concept that emerges with the volumetric 

size in the expansion and storage of data is the concept of big data. Before the use 

of technology became widespread, companies had the most demographic 

characteristics of their customers and information about the products they 

purchased, according to traditional data records, and could make predictions based 

on these data. However, companies determined strategies according to market 

researches conducted in traditional ways and mobilized their decision-making 

mechanisms according to these limited data and resources. 

With the emergence of the big data concept, this technology provides 

businesses with the opportunity to create synthesized and clear information about 

existing and potential customers by providing versatile information such as 

behavioral analytics. Although it is difficult to analyze the big data created by 

recording the footprints of each person, it is very important for businesses to 
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respond to customer requests. At this point, the meaningful results to be obtained 

with big data are important for both country policies and businesses in facilitating 

the functioning of sectors that are easily affected by many positive or negative 

events such as tourism compared to other sectors. Although it is very difficult to 

predict tourism movements, determining and predicting the status of tourism 

movements with big data analysis can enable businesses to maximize their 

income. Having detailed information about the customers participating in the 

tourism activities of the tourism enterprises makes it easier for them to make the 

right decisions to a great extent. 

Big data is described as a data set that is difficult to analyze and categorize 

compared to traditional data, and almost impossible to manage due to the size of 

the data (Ohlhorst, 2012). According to another definition: “it is voluminous, 

ultra-fast and real-time system consisting of very large amounts of data, 

comprehensive and focused on revealing details, making it meaningful by 

matching similar aspects of differently related data sets, and having features that 

can be easily combined with new fields and can be added at the same time. 

(Kitchin, 2014). However, the concept of big data is very closely related to the 

concept of data mining. All the previously mentioned developments in 

information communication technologies cause big data to grow with a much 

greater acceleration. To give a more precise data, the amount of data produced by 

a person has increased ten times in the last ten years (Ersoy, 2017).  

Today, apart from textual content created by consumers, multimedia content 

is also processed with technologies such as artificial intelligence and computer 

learning. In fact, to give an example, all photos uploaded in the Google photos 

application are classified according to their content. The most striking point in this 

classification is that the classification ability goes far beyond the classifications 

such as people and things, and becomes familiar with people and can create a 

separate folder for each person. Therefore, new data types are created every day 

and are constantly stored. Some of the sources that contribute to the creation of 

big data can be listed as follows: (Esen & Turkay, 2017): 

• Search Engine Queries 

• Website Traffic 

• User Generated Content 

• Social Media and Customer Comments 

• Mobile Application and Transaction Data 

• Radio Frequency Identification and Smart Card Data 

• Bluetooth, Infrared and Wi-Fi Data 

The creation of big data in tourism is recorded as real-time data transmitted 

by customers from the above sources. Big data is gaining in importance in 

supporting decision making and participating in different scenarios to optimize 

operations, revenue, cost and competitiveness. For example, forecasting models 

help calculate business opportunities and income (Yu & Schwartz, 2006) and 

effectively address the complexities of return management (Donaghy et al., 1995). 

Traditional revenue management systems often examine five-year historical data 

of businesses to provide forecast recommendations on pricing, rate rules, 
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distribution channel management, and inventory optimization (Guillet & 

Mohammed, 2015). Revenue management is increasingly making use of artificial 

neural network, analytical network processes, and fuzzy target programs to get a 

better return from past profits and multi-featured decision-making models from 

long and short-term goals (Padhi & Aggarwal, 2011). Through this approach, the 

system analyzes the state of supply and demand and determines optimum pricing 

levels to maximize long-term profits and interacts dynamically with all 

stakeholders. Instant income focused feedback can maximize revenue 

performance (Bendoly, 2013). For this reason, in order for hotels to perform 

effective revenue management, they can integrate internal big data and contextual 

information with cloud technologies, process them and use them to make optimum 

decisions. 

The most important advantage of big data in tourism is that it provides 

double-sided benefits. While consumers are able to find answers to their requests 

and needs instantly, businesses on the other hand, can design products that meet 

the demands and needs of their consumers and carry out personalized marketing 

activities. Using big data in tourism has some advantages (Esen & Turkay, 2017). 

These: 

Scalability: Thanks to big data, complex data sets can be put into a 

systematic, order can be created and analyzed as meaningful information. 

Time and Location: It enables businesses to operate their decision-making 

mechanisms accurately and effectively by obtaining location and time information 

to users. 

Reliability: Obtaining data in real time has higher reliability than traditional 

data. 

Data Representation: Representation of data without losing its originality 

allows businesses to make the right decisions. 

Segmentation: Thanks to big data in tourism, businesses or destinations can 

reach market segments according to their target audience. 

On the other hand, Xiang and Fesenmaier argue that big data in tourism has 

the following advantages besides the above advantages (Xiang & Fesenmaier, 

2017):  

New Data Flow: Big data in tourism is a type of data created by the tourists 

themselves. Therefore, the personalized profile of the tourists is constantly 

updated and new trends can be revealed through big data analysis. 

Real-Time Data and Instant Prediction: While it is almost impossible to 

predict future movements of tourists in traditional data, thanks to big data in 

tourism, it can be predicted where tourists want to go instantly through user 

information and web logs. 

Tourist Behavior: Thanks to big data in tourism, behavioral analysis can be 

done to predict changes in tourists' behavior and how they will behave. 

Feedback Mechanism: The purchasing or not buying a product of the tourists 

can be seen in the website records instantly. On the other hand, the behaviors of 

potential customers regarding the pre-designed products can be learned through 

the establishment of a feedback mechanism and can be customized by redesigning 
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the product. 

With the acquisition of big data, personalized customer profiles of users can 

be created as a result of accurate and appropriate analysis. Personalized customer 

profiles created by big data can be updated continuously and again according to 

changing behavioral habits over time. For example, when you want to promote a 

product on Facebook, you can choose who will see this promotion. You can filter 

your promotion according to many criteria such as place of residence, age range, 

gender, profession, interests or behavior (shopping behavior) and make a 

personalized promotion. In this way, you can reach the optimum consumer 

audience for your product. At the same time, thanks to these filters, you do not 

have to bear extra costs to reach unrelated people. At the point of destination 

management, it is among the necessities of our age to use these technologies 

effectively in all of the marketing and operational processes for the consumer who 

has become a part of the life of digital technologies. 

DIGITAL TECHNOLOGIES AND DESTINATION MANAGEMENT 

Destinations as an element of attraction actually constitute the basic 

motivation of individuals traveling for touristic purposes (Benur & Bramwell, 

2015). In other words, the main determinant of tourists' travels is the destinations 

they go to or choose to go to. Therefore, one of the most important roles in the 

success of tourism activities is undertaken by the destination. The success of a 

destination depends on many different variables. In today's tourism market, 

competition is very intense. For this reason, the inclusion of previously 

unexplored destinations in tourism to get a share of the tourism cake and 

strengthening their competitive structures with new strategies in their existing 

destinations makes it difficult for a destination to be successful. At this point, in 

order for a destination to be a successful tourist destination, it must develop and 

implement plans, policies and strategies that can meet the demands, needs and 

expectations of potential tourists. In today's changing and developing world, 

digital technologies have an indispensable place in terms of tourism activities, as 

in every stage of life. For this reason, destination-level decision makers should 

adapt to digital technologies in order to ensure the success of tourism activities in 

the destination and to ensure the satisfaction of potential tourists by attracting 

them to the destination. In fact, just adapting will not be enough. In addition, it 

will be necessary to carry out more (quality) activities of competitors in order to 

gain advantage in competition.  

One of the areas where digital technologies are used most effectively at the 

destination level is undoubtedly marketing activities. The capabilities of digital 

technologies are very high in order to facilitate the exchange activities of the party 

supplying the tourism product and the consumers who want to benefit from this 

product. Primarily, a web page that can be created for the destination appears as a 

contributing tool in the field of marketing. When the idea of going on a touristic 

trip arises, it is necessary for individuals to create awareness about the destination, 

to inform, persuade and manage their post-travel behavior. Such activities have a 

facilitating effect on many issues between the two parties. 



127 

 
 

From the traditional marketing perspective, customers who are not satisfied 

with the product share their dissatisfaction with an average of 10 friends and their 

friends share this situation with 20 friends (Liu & Ma, 2016). These figures put 

businesses that cannot satisfy their customers at a very disadvantage. However, 

today, with the development of mobile information communication technologies, 

people instantly share their complaints with the whole world. Although businesses 

carry out marketing efforts on these platforms, user-generated content is more 

reliable to other users (O’Connor, 2008). When tourists enter the purchasing 

decision process, in other words, when they need to go on a touristic trip, they will 

determine their alternatives by using mass communication technologies. It is 

known that user content produced in virtual media is very important among the 

sources of information they use when choosing among alternatives (Şahin Perçin 

& Yiğit, 2020). From a destination perspective, if the expectations of their existing 

customers are met, they will be able to acquire new customers without any 

additional effort (Çamlıca & Karakuş, 2016). Because satisfied customers will 

create positive content for the destination by working like a marketing staff of the 

relevant destination and doing it completely voluntarily. Özen (2021) as 

mentioned in his study, when these user-created contents are examined, it is 

possible to detect and intervene in the issues that do not go well at the destination 

level. At this point, it constitutes a critical source of information in terms of 

destination management. 

Tourists can share the content they create during their travels on many 

different platforms. Social media users with a large number of social media 

followers can be used by destinations as a promotional tool (mugla.bel.tr, 2017). 

It is known that these contents made on social media are very effective in forming 

the image of businesses (Aydın, 2016). It is important for decision makers to know 

that a significant portion of tourism purchases are made using digital technologies 

(thinkwithgoogle.com, 2016). Because it enables decision-makers to take into 

account the image formed on these platforms. 

Another convenience that tourists get through digital technologies is virtual 

reality and augmented reality applications (Mil & Dirican, 2018). Tourism 

product is a product with intense abstract elements and this feature reveals some 

problems in terms of marketing (Karakuş, 2017). Consumers do not have the 

opportunity to try the tourist product they want to buy. Therefore, the fact that the 

product is abstract in the mind of the consumer will cause the risk perception 

towards the product to be higher. Although the production and consumption of the 

tourism product are simultaneous, it can be sold much earlier. Tourist items are 

purchased months in advance due to early bookings. Consumers experience 

cognitive conflict until it is time to use the product they buy (Ayazlar & Yüksel, 

2012). The biggest reason of this cognitive contradiction is that the product is 

abstract in the consumer mind (Sweeney et al., 2000). At this point, virtual reality 

and augmented reality applications are tools that can help concretize the product 

that is abstract in the consumer's mind. Using virtual reality glasses, the abstract 

product may have been somehow tested. In the early days, there were prejudices 

that virtual reality and augmented reality applications could have a negative 
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impact on visits. However, as individuals use these technologies over time, it may 

be possible to arouse more interest from tourists towards the destination. This 

situation can increase the possibility of travel (Griffin et al., 2017).  

Tesla CEO Elon Musk stated in a statement that no one will need to learn a 

language in the future (ntv.com.tr, 2020). As it can be understood from here, 

people from different languages will be able to communicate without knowing the 

languages of others. In fact, this statement is not a statement that excites people 

very much. Currently, very successful translation applications are used on smart 

phonesFor example, the Google translate application is a translation application 

that includes many languages. When you select the languages to be translated on 

the application and speak, voice translation of the languages you want can be 

made. It has the capability of not only voice and written translation, but also the 

ability to translate the text within the images displayed when the camera is turned 

on. Therefore, digital technologies have the potential to make an important 

contribution to solving the communication problems of tourists. As it is known, 

people avoid traveling to some destinations because they do not speak the 

language (Karakuş & Kalay, 2017). Overcoming the language problem will 

increase the demand of some destinations and accommodation businesses in that 

region will benefit from this. Thanks to digital technologies, it will not be very 

difficult to overcome the problems that may arise from the lack of foreign 

languages at the destination level. Especially in destinations where languages that 

are not widely used in the world are spoken, the disappearance of this language 

regulator is an issue that destination management can easily overcome. 

Considering the contribution that digital technologies can provide in terms of 

destination management, it is necessary to examine the effect it has on 

entrepreneurship. The existence of successful businesses in the field of 

entrepreneurship in a destination will enable that destination to be successful in 

an integrated way. A study conducted in many European countries found a 

relationship between the use of information communication technologies and 

entrepreneurship skills (Jagodič & Dermol, 2015). Therefore, these technologies 

also contribute to the combination of production factors (Mathew, 2010). For an 

entrepreneur who is aware of the existence of these technologies and has a good 

knowledge of how to use them, a business to be established will be less risky and 

will gain a competitive advantage by using these technologies successfully. 

CONCLUSION 

Digital technologies have an indispensable place in today's consumer society, 

which emerged as a result of socio-economic changes in the world. These 

technologies are somewhat more important when considering the tourism and 

hospitality industry. Because the tourism and hospitality industry is a service-

intensive industry and its unique characteristics make digital technologies more 

important than industrial goods. For this reason, digital technologies are powerful 

tools that should be used for the successful realization of the exchange activities 

that will occur between tourism supply and tourism consumers. When we look at 

the tourism product from an integrated perspective, destinations are a tourism 
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product and the success of this product requires an effective destination 

management. At this point, destination-level decision makers should take into 

account digital technologies in their planning, policy making and strategy 

development. One of these dimensions are tools that management can use to 

streamline and make operational processes more ethical. For example, in planning 

and strategy development, big data outputs from digital technologies must be 

analyzed correctly. Then, activities such as the inclusion of the findings in the 

decision-making mechanism should be carried out. It can also be used to provide 

information flow, synchronization and coordination of stakeholders within the 

destination. It is mentioned in the literature that entrepreneurs operating in the 

destination have contributed to the development of themselves (Jagodič & 

Dermol, 2015).  

Another dimension for the use of digital technologies is for consumer use. 

As in every sector, consumers in the tourism sector can effectively use digital 

technologies for purchasing and use. Therefore, it is an inevitable effort to 

effectively manage these technologies used in the lives of consumers, ie touristic 

consumers. The destination must be accessible for a successful tourism activity. 

The important component of the tourism product is accessibility. Since today's 

consumer society carries out its search for information through digital 

environments, destination managers must effectively maintain their presence in 

these channels. Digital technologies play an important role not only in attracting 

tourists to the destination by creating awareness and providing information, but 

also in ensuring their satisfaction during their travels. Thanks to digital 

technologies, all services are more accessible and tourists can experience a more 

comfortable experience.  

Although these technologies have many benefits, some disadvantages should 

also be mentioned. Although user-generated content is a very important source of 

information by other users, it should also be mentioned that it is open to 

manipulation. Especially on social media platforms, it is possible for fictitious 

(fake) users to create unreal positive or corrosive content for certain businesses. 

Therefore, while consumers can be manipulated by being misled in the purchasing 

decision process, successful businesses can be shown less successful with similar 

manipulations. Although platforms such as booking.com or tripadvisor try to 

prevent such manipulations in software, we cannot ignore this reality. For this 

reason, businesses should employ personnel for social media and search engine 

optimization digital marketing activities. This is a very important tool that will 

provide an advantage in competition for businesses that have the opportunity to 

employ relevant experts. However, it is also an important disadvantage for 

businesses that do not have enough opportunities. 

Another negative side of digital technologies is that creating technological 

infrastructure can be costly. Designing and producing a mobile application for all 

platforms can be quite complex and costly. It is not enough just to have practice. 

For example, the necessary technological infrastructure must be established in 

order to open the door locks with the application. On the other hand, existing 

software systems (hotel automation software, customer relations software, etc.) 
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should also be able to be integrated into such applications. Otherwise, it is 

inevitable that existing systems will also change. Making such infrastructures 

operational will cause serious costs for the enterprise. Although the gains to be 

gained in the long term thanks to these costs are quite profitable, it may not be 

possible for many businesses to have the budget to make this investment.  

The rapid development of technology poses a very important problem. In this 

study, the importance of enterprises to improve their technological infrastructure 

by investing in order to keep up with the times is emphasized. However, these 

technologies are getting old day by day and this obsolescence in technology is 

getting faster with each passing day. It is likely that the infrastructures developed 

by bearing huge costs will soon become old technologies. For this reason, it is 

necessary to use both serious financial resources and qualified human resources 

in order to closely monitor these developments and to update them continuously. 

Therefore, while chain accommodation businesses with large budgets are 

advantageous in this sense, businesses with relatively low budgets will have to use 

these technologies much more limitedly. However, at this point, a positive reality 

must be revealed. Although some technologies are costly nowadays, it can be 

observed that the costs of the technologies have decreased to more bearable levels 

over time. 
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INTRODUCTION 

The concept of food, which is one of the physical needs of individuals in 

today's world (Kastenholz and Davis 1999; Gyimothy et al., 2000; Joppe et al. 

2001), is defined as physiological necessity according to Maslow's hierarchy of 

needs. (Smith 2017). In order to continue their vital activities, individuals can 

reach the next steps by adding value to the eating experience after completing the 

first step, basic food activities. As a result, it is stated that individuals can reach 

the self-realization step, which is the fifth step in Maslow's hierarchy of needs, by 

experiencing other cultural and local foods. (Güzel and Apaydin 2016). 

Although eating is a basic necessity, it is important for tourists in the tourism 

sector, especially in destination selection. Tourists may want to visit any region 

for a new cultural experience, or they may want to discover the local flavors of 

that region (Yüncü 2010). Especially in recent times, it is seen that travels have 

increased to experience local dishes and to observe the process from production 

to consumption (Sormaz et al. 2015).  

In this context, it is seen that gastronomy plays an important role in the 

destination decision processes of tourists (Shenoy, 2005; Kivela & Crotts 2006; 

Ulusoy 2008). The concept of gastronomic tourism emerges as a concept that 

tourists plan their travels in order to experience local flavors and take part in every 

activity related to gastronomy (Gheorghe et al 2014). 

1.Gastronomy  

The concept of gastronomy is expressed as a healthy, pleasant and delicious 

food culture by covering all the preparation processes of food and beverages from 

production to consumption in line with the principles of hygiene and sanitation, 

appealing to the eye and taste of individuals (Dilsiz 2010 Hatipoğlu, 2014 10). 

Although gastronomy is defined as the art of eating and drinking in many sources, 

it is actually chemistry, nutrition, psychology, sociology, history, etc. It is also 

linked to such branches of science. (Shenoy 2005). 

The aim of gastronomy is to protect human health by offering healthy 

nutrition to individuals as well as enjoying food (Sormaz et al. 2015). With the 

development of gastronomy tourism, which has shaped the travel motivation of 

tourists, various concepts have started to spread in the literature. Gastronomy has 

its own concepts as in other branches of science. (Sarıoğlan et al 2020). These 

concepts are (Özdemir and Altıner 2019); 



135 

 
 

➢ Gastronom: It is expressed as a person who has a passion for food, a taste 

for the palate, and also an expert in eating and drinking (Akgöl 2012 

Bağıran Özşeker 2016). 

➢ Gourmet: Coming from the French word gourmet, it is defined as taste, 

food knowledge and flavoring. (Tez 2012). 

➢ Gurman: It is expressed as a person who does not pay attention to food 

culture and knowledge, and only eats to eat. (Dilsiz 2010). 

➢ Degustator: It is the person who tastes drinks and has information about 

the quality of the products (Hatipoğlu 2010). 

➢ Gastronomic Identity: According to Harrington (2005) the gastronomic 

identity of a region consists of two basic elements such as the environment 

and culture, including food culture, table manners, flavors and climate 

structure. 

➢ Gastro Tourist: Gastro tourists are those who seek an unusual difference 

in food culture and direct their travels for this (Aksoy and Sezgi 2015). 

2.Gastronomy Tourism 

The concept of tourism is defined as a series of activities that provide 

satisfaction to people involved in tourism activities (Richards 2002). Gastronomy 

tourism is expressed as the visits made to experience the local gastronomic 

elements of the destinations. In this context, it is a type of tourism preferred by 

tourists to taste festivals, fair events, special flavors, the production and 

preparation processes of food, and local foods and beverages (Georghe et al 2014). 

This type of tourism is among the rapidly developing tourism types in the world. 

Destinations aiming to offer local products can also raise awareness in tourism 

thanks to their originality (Sarıoğlan 2015). In addition, people participate in 

travels to learn about local products and gain experience, these travels are 

considered within the scope of gastronomy tourism (Akgöl 2012). 

The most important driving factor in gastronomic tourism is to experience 

local tastes on site and at the same time, it is the main motivation factor of gastro 

tourists (Çavuşoğlu and Çavuşoğlu, 2018). The fact that tourists spend one third 

of their income on local food experiences shows that gastronomy tourism 

contributes significantly to the development of destinations (Lee et al 2015).  

Gastronomic events show that tourists have achieved great success in 

providing post-travel satisfaction. In this context, gastronomic activities have an 

important place in the attractiveness and sustainability of the destination. The 

reasons for the rapid development of gastronomic tourism in recent years are the 

general increase in special interest tourism due to the improvement of living 

standards and socioeconomic conditions (Metaxas and Karagiannis 2016). 

Mitchell and Hall (2003) classified tourists according to their level of interest and 

participation in local cuisine specific to destinations. 
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Figure 1: Participation and Interest Levels Among Food Consumers 

Source: Mitchell, R., & Hall, C. M. (2003). Consuming tourists: Food tourism consumer 

behaviour. In Hall, C. M., Sharples, L., Mitchell, R., Macionis, N. & Cambourne, B. (eds.) 

(2006). Food tourism around the world: Development, management and markets. (pp. 60–

80). Oxford: Butterworth Heinemann. 

As can be seen in Figure 1, the higher the participation levels, the higher the 

interest levels accordingly. We see gastronomers as the highest levels of 

engagement and interest. While the mentioned local and foreign gourmets show a 

medium level of interest and participation, it is understood that those with a low 

level of participation are familiar gourmets. Differences in participation levels can 

be explained by both the search for meaning of modern cultural consumers and 

the postmodern consumption that emerges with changes in eating habits (Richards 

2002). Therefore, these trends in food consumption affect the marketing process 

of tourism destinations. As a result, the cultural values, originality and local 

products of tourism destinations are seen as an attraction factor in tourism. In this 

context, we can state that the participation of tourists in gastronomy tourism is 

also related to their interest in cultural experiences (Kiralova and Hamarneh, 

2017).  

Gastronomy tourism provides the opportunity to get to know not only local 

products but also the local people (Akgöz 2018). Activities including gastronomy 

routes, local markets, fairs, festivals, cooking classes from chefs, vintage 

festivities, cheese making stages, olive harvesting, wine tasting can be counted. In 

addition, tourists travel only to learn how to cook, for example cheese in France 

and tapas in Spain (Gök 2020). 

Tourists who experience local flavors are also referred to as cultural tourists 

because they recognize the cultural values of destinations (Akgöl 2012). The 

gastronomy tours that tourists participate in to experience the food culture of the 

destinations also play an important role in bringing that region to the forefront. In 

addition, the studies done so far in the literature, shows that the desire to 

experience the local flavors of the fifth leading cause of foreign tourists visiting 

Turkey (Solmaz et al 2016). However, with the spread of gastronomic tourism all 

year by reducing the demand for seasonal tourism offers opportunities to 

contribute to increase Turkey's tourism revenues (Durlu-Özkaya and Can 2012). 

Although gastronomic tourism is a newly developing type of tourism, it is 
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not only food-oriented but also related to other branches of science. Figure 2 

shows the relationship between gastronomy and other disciplines (Zahari et al 

2009).  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: A Model Between Gastronomy and Other Sciences 

Source: Zahari et al. 2009  

As shown in Figure 2, these branches of science shed light on the 

understanding of the concept of gastronomy (Hegarty 2005). It should not be 

forgotten that gastronomy, which is a multidisciplinary science, has a social and 

cultural importance. It is also stated that the science of gastronomy should be 

considered separately as scientific and application (Santich 2004). 

2.1. Gastronomy Tourism and Local Food Consumption 

According to the definitions of Stephen, et al., (2008), gastronomy tourism is 

a type of tourism expressed as the travels of tourists to experience local tastes. In 

this context, it is seen that the element of eating is an integral part of the tourism 

sector. At the same time, gastronomy is a concept that supports tourism and 

contributes to the attractiveness of destinations (Godfrey and Clarke 2000). 

Two approaches of food consumption are mentioned in the context of 

international tourism, which reveal the essential and symbolic aspects of food 

(Mak et al 2012). While the mandatory approach expresses how important food 

consumption is, the symbolic approach is said to have symbolic reflections on the 

food consumption of tourists. Gastronomy tourism has developed with the 

obligatory aspect of food in order to discover local foods and gain authentic 

experience in food and beverage (Mak et al 2016). 

Food consumption constitutes approximately 25 percent of tourist 

expenditures in tourism and this rate is increasing day by day. However, local 

foods have an important place in the destinations taking a share in tourism (Quan 
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and Wang 2004). Therefore, local foods are considered as a source of tourism 

supply (Girgin 2018). The differences and diversity of the cuisines of the countries 

are seen to be an attraction factor for tourists (Björk and Kauppinen-Räisänen, 

2014). 

The consumption of local foods causes destinations to gain competitiveness in 

tourism and contribute to tourism promotion (Kim and Aves 2012). The desire of 

tourists to experience local products and to take part in that culture gives them the 

opportunity to get to know the local culture. Thus, they will have an unforgettable 

tourism experience for many years (Adongo, Anuga and Dayour 2015).  

In the literature, there are many studies on the eating behavior of tourists and 

local food consumption (Chang Kivela and Mak 2011). Studies have determined 

that the factors affecting the food consumption preferences of tourists affect 

cultural, religious, socio-demographic factors and their past experiences (Mak and 

Lumbers Anita and Chang 2012).  

2.2. Gastronomy Tourism and Food Festivals 

Festivals are defined as one-off or regular events organized to attract tourists 

to introduce and experience foods and drinks specific to a particular region 

(Iriguler and Özdoğan 2017). According to Mason and Paggiaro (2012), the 

purpose of these festivals is to raise awareness with food and drink and to attract 

new visitors with local foods by building brand loyalty. 

Many destinations in the world have become popular by organizing different 

kinds of food festivals. Therefore, tourists travel to enjoy this experience every 

year (Guruge 2020). According to the Skyscanner website, the most interesting 

food festivals in the world are Sydney International Food Festival, which is a 

comprehensive festival that starts in October each year and lasts for a month, 

which makes it to the top of the list of the world's best food festivals. The Cheese 

Festival of Great Britain, on the other hand, is a type of festival that includes more 

than 460 types of cheese, as well as local beers, wines and local dishes. The 

specialty of the Thai vegetarian festival is that the participating chefs provide the 

appearance of real meat by using vegetables in each of their dishes. Cheeses are 

also on display at the Wisconsin Big Cheese Festival, and what makes the festival 

interesting is the cheese carving contests. However, there are many festivals 

around the world such as Spain seafood festival, Maine Lobster festival, Canadian 

Rib festival, Spain tomato festival, Salon Du Chocolat, Naples Pizza festival, Alba 

Truffle festival, Palm festival. (https://www.skyscanner.com.tr/).  

Food is the focal point of various festivals around the world, which attracts 

tourists who want to learn about new cultures and experience new flavors and 

affect the development of destinations (Guruge 2020). Therefore, food festivals 

appear as a complementary element at the point of promoting destinations (Güzel 

and Apaydın, 2016). 

2.3. Gastronomy Tourism and Heritage Kitchens 

In recent years, especially eating behavior has been an element of attraction 

among individuals and is important in promoting the local dishes and cuisines of 
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many touristic destinations (Horng and Tsai 2012). While local cuisines form the 

basis of intangible cultural heritage for destinations, visitors gain an authentic 

cultural experience by experiencing local flavors (Okumuş et al 2007). 

Gastronomically authentic food means that it is unique to the region (Symons, 

1999).  

Local cuisines, which constitute the basic element of the invisible heritage of 

destinations, are important in terms of transforming the destinations into an 

international brand. For this reason, authentic cuisines have become a trend by 

creating a competitive advantage for touristic destinations (Horng and Tsai 2012). 

Thus, local cuisines can have positive effects on the local development of not only 

destinations but also countries. According to Hall, Mitchell, and Sharples (2003), 

it is expressed that it perfects local economic development thanks to the strategies 

that can be applied by dealing with food and tourism together. Therefore, as the 

interest in gastronomy increases more and more, they try to bring their own unique 

cuisine to the fore in order to gain a competitive advantage in countries (Guruge 

2020).  

Local cuisines, one of the intangible cultural heritage elements, are seen to 

provide sustainability in tourism by providing sustainability in their culture (Çapar 

and Yenipınar 2016). From this point of view, food and beverages can be 

considered as an attraction factor in tourism in every aspect. Therefore, with the 

food culture of the region, we get to know the cultural identity of that society and 

get into it (Yüncü 2010). 

In addition, food culture is considered as the symbol of power and status of 

societies. It is also stated that food is used for different purposes in banquets, 

festivals and ceremonies that have been going on for a long time (Tezcan 2000). 

Therefore, it is seen that more importance is attached to the cultural values of 

societies from the past to the present, and the sustainability of the values should 

be ensured in a concrete way (Çapar and Yenipınar 2016). 

 Food and drinks alone are seen as a driving day for sustainability, supporting 

intangible cultural heritage and attracting tourists to the region (Westering 1999). 

As a result, food culture is an important element in guiding tourists' travels. 

RESULT 

As a result of the changing consumption habits of the tourists and their search 

for different tourism, tourism types have started to spread around the world. 

Especially in recent years, the demand for gastronomy tourism puts this into 

account. Turkey has also owned wealth culinary culture reflected in this case to 

be among the leading countries in the world and the emergence of regional 

delicacies. But to Turkey is seen that during visits to take place in front of the sea-

sand-sun trio of gastronomic tourism. In other words, it has been determined that 

the main purpose of the visits to Turkey is a holiday, as well as gastronomic 

activities.  

Gastronomy tourism, which is among the tourism trends, not only promotes 

the region with its food and beverage culture, festivals, fairs, but also contributes 

to regional development. It is an undeniable fact that tourists participating in 
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gastronomic activities leave more foreign currency than other types of tourism. 

Therefore, it is important to preserve the gastronomic values of the regions and to 

transfer them to future generations and to ensure their sustainability.  

In order to be able to compete in the tourism sector, they should approach the 

cultural values, traditions and local food culture of the countries consciously and 

give importance to their sustainability and awareness in terms of ensuring their 

protection and transferring them to generations. From this point of view, 

consumption of local foods should be encouraged in tourism destinations and it 

should be emphasized that they are evaluated as an attraction factor. Food culture, 

which is one of the intangible cultural heritage elements, enables countries to have 

a say in tourism by carrying them to a universal dimension. 
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1. INTRODUCTION 

A sound tourism movement cannot survive on its own. This industry survival 

is solely dependent on the collective efforts of stakeholders who within their 

power effectively carry out their roles and responsibilities. Tourist guides are also 

essential in this aspect; they are the link between the guest and their host; without 

them, no tour will be successful. Customer satisfaction is the same as tourist 

satisfaction in tourism, only when the guest is satisfied can tourism be truly 

successful.  

Tourist guides are a major force when it comes to delivering satisfaction for 

all tourists visiting their country or region. They are billed with the task of 

interacting with all tourists and providing them with a clear and excellent picture 

of their country or region. Their task also includes the delivery of factual 

information about the destination, ensuring tourists are safe, and most importantly, 

ensure they enjoy every bit of the tour. 

Tourism is categorized under the pleasure industry, and it is highly human-

oriented. Without the help of facilitators like tour guides, running this industry 

will be near impossible. Therefore, tourist guides are so important that the key to 

enjoying each tour is dependent on them. So, as much as they work as ambassador 

or salesperson for the culture of their region, they should be provided with a 

supportive and comfortable working environment. Only when they are satisfied, 

happy and comfortable can they effectively deliver the best image of their 

region/country. Hence, guides must be professionally prepared if they will deliver 

their tasks efficiently. Their usefulness cannot be overemphasized.  

In the tourism industry, tour guides have become the most engaged staffs. 

Satisfaction on the part of tourists either as a group or as an individual is dependent 

on their communication skills, and that can encourage others to come to visit their 
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location again. In the tourism industry, tour guides are indispensable. Tour guiding 

is a task that requires a strategic representation of a tourist destination, and making 

a tourist trip more enjoyable, as this may result in tourist extending their stay, and 

thereby enriching the country’s or regions economy. Tourists experience starts 

with the tour guides. In fact, they help with the facilitation and creation of exciting 

experience for each tourist. They hold the power to make a trip a successful or an 

unsuccessful one. If the guide connects them well, tourist can feel each moment 

and improve their performance in all their destinations. 

The chances are high that tourist won’t enjoy their trip and perform poorly, 

but a skilled tour guide will help moderate their experience and switch it to a good 

one. With an unskilled or unprofessional guide, even a trip professionally 

designed for experts can be ruined. The sort of service provided by tour guides 

will define how satisfied tourists will be. The sort of interpretation given about 

each destination and element add to the satisfaction of each tourist and makes the 

tourism operation more viable commercially. Whether there will be repeat visits 

or new visit is dependent on the performance of tour guides, the reputation of the 

industry, and the attractiveness of the tour destination. 

More often than not, the focus is placed on tour guides, their management, 

and their economic practices, that we fail to consider their individual attitude, and 

the guide's perspective when it comes to tourist activities. In Turkey, for example, 

tour guides suffer a lot. They are subjected to stress, pressure from work and their 

personal safety, and their goal of career development. The insurance system set in 

place for them is poor, the competition is fierce, and the mental and physical 

pressure they face often result in low job satisfaction and job burnout for most 

guides. Such circumstances lead to the delivery of below-par services. In a report 

by supervised by Atejevic (2008) titled “Women Empowerment Through 

Tourism” there are 15 outstanding cases from East Europe, Africa, Latin America, 

and Asia. Also, promotion of development in economically marginalized regions; 

control of local people over development in their surroundings is the major 

opportunities open to women who are prepared to explore the tourism industry.  

Turkey's tourism potentials have never been in doubt. This is one country 

whose tourism industry has the potential to increase beyond its present capacity. 

One area of the tourism sector that most times is often overlooked is the tour guide 

service. This area plays a crucial part in the entire tourism sector. According to 

Arslanturk and Altunnoz (2012), they are the service providers in the tourism 

industry, but it won't be out of place to refer to them as knowledge service 

providers. This title is more befitting as it acknowledges the huge role they play 

by bridging the knowledge gap between the tourists and the destination they 

choose to explore (Braidwood et al., 2000). Sometimes, a tourist decides to come 

back for a future visit can be linked to the role these service providers play. It is 

good that research acknowledges the role tour guides contributes to the fond 

memories every tourist has of most places they visit (Chow and Zhang, 2004). 
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Tour guides are truly the missing link between tourists and their destinations (Ap 

and Wong, 2001). As critical stakeholders in the tourism industry, the quality of 

service tour guides bring to the table depends on their working environment, 

which is why a healthy working environment is of the essence. 

The huge contributions the tourism industry has brought to the Turkish 

economy can be seen in the much-needed attention it pays to this industry. And 

this investment is reflected in the steady increase of tourists from 27.2 million in 

2013 to about 38.2 million by 2017 (TURSAB, 2018). For Turkey to maintain 

these market shares in a region that comprises tourist attractions such as Greece, 

Italy, Spain and the rest, shows it has put much in place for its tourism industry to 

thrive. With a lot of tourist visitors trouping in every year, there is a growing need 

for more tour guides. The present number is 10,189, according to (TUREB, 2017). 

To see its tourism industry grow and live up to its capacity, the Turkish 

government has stipulated a set-standard. To be qualified as a professional tour 

guide, one must be a Turkish citizen, be at least 18 years old, obtain a certificate 

of fluency in a foreign language ( with the pass mark set at 75 points), and obtain 

a graduate certificate from the university in a tour-guiding discipline. These 

conditions have been put in place to prepare these guides to live up to the 

challenges the Turkish tourism sector presents. 

Many problems are besetting the tour guide profession in Turkey. Though a 

law has been passed to regulate the profession, it has done little to offer solutions 

to these problems, the top of which is the problem of unlicensed tour guides. Eker 

et al. (2016) presented a study which showed the extent of the problem, admitting 

that unlicensed and barely literate tour guides are causing huge loses to this sector 

in Turkey. However, it is not just a Turkey problem, as this is also being witnessed 

in the international scene (WFTGA, 2011). Besides the problem of quacks, poor 

salary structure, lack of job security, expensive training programme, the influx of 

foreign tour guides, lack of career mobility, lack of mutual cooperation amongst 

fellow professionals, an explosion in the number of tour guides, non-payment or 

late payment of stipulated salaries, are the problems bedeviling this sector. Again, 

the different quotas set for these tour guides have turned the profession to a 

money-spinning affair for the travel agencies. It has become the role of tour guides 

from knowledge providers to outright marketing jobbers. The whole bridging-the-

knowledge gap philosophy is thrown to the dust — an unhealthy situation for the 

industry. 

For the tour guides, a whole lot more problems may crop up, further 

undermining the quality of service they can provide. For one, their job schedule 

can adversely affect their private life, a non-existent social life, having to work 

even on special occasions when they should be with their family, the emotional 

and physical tasking nature of the job, which can lead to a health break down, the 

seasonal level of patronage they enjoy and then the gender discrimination. Other 

problems proving a clog in the wheel for these professionals include a lack of 



147 

 
 

suitable insurance policy, lack of standardized tour-guiding curricula, hostile work 

environment and the sheer number of tourist guides that are springing up. Coming 

back to the issue of gender discrimination, it is just not a Turkey problem, as it 

can be seen in other countries too. The nature of the job has made people view it 

as a profession better suited for the male folks. 

Our aim in this study will be to fully explore the roles female tourist guides 

have played in the tourism sector, and how these roles have helped to develop the 

tourism sector to the current level it is right now, and how the continuous 

involvement of the female tour guides will shape policy direction. Furthermore, 

we will thoroughly review the problems and difficulties the female tourist guides 

are experiencing, and how this may affect the quality of service, they offer to 

prospective tourists. 

2. LITERATURE REVIEW 

Before the 70s, economic development process as a theory was often viewed 

as something that affected males and females in the same vein. This was the view 

of experts until the book by Esther Boserup in 1970 changed this long-held belief. 

In her book "Woman's Role In Economic Development", Boserup brought to light 

how the contributions of women have been largely set aside in the economy. 

Before now, experts related the level of productivity with the financial aspect of 

the economy; therefore, the contributions of women were largely ignored. After 

years of serious research, it became clear to everybody and even the experts that 

economic prosperity for society will not translate into the elimination of poverty 

through trickle-down effects. This was a theory, which by all means was flawed. 

Today, the problems of distribution and how every segment of the population can 

access equitable distribution of resources has become a vital aspect of 

development theory. It is no surprise that gender was considered when structuring 

the study of the development process as it is today. With gender consideration, a 

new theory was needed to give satisfactory answers to some niggling issues. 

Empowerment, as a term in development studies, became relevant in the 

1980s. While people generally view empowerment as a tool of the weak and 

downtrodden in the society, a tool they can use to better their fortunes through 

active grassroots mobilization, empowerment has two major approaches. The first 

approach is propagated by orthodox developmental agencies who began using the 

term in the mid-1990s to mean enhancing society's level of productivity and 

competence without necessarily changing its socio-cultural beliefs. An alternative 

approach considers empowerment as a tool for social transformation - the much-

needed vehicle to achieve gender equality. Empowerment can generally be seen 

as a development process whereby the populace can gain a high level of self-

confidence, which is needed to allow both genders to participate in the overall 

decision-making process actively. 

Although many kinds of literature have been churned out on women 

empowerment, they are mostly about gender studies and not particularly related 
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to the tourism community development literature. This is not to say that efforts 

have not been made in the past to link these subjects together; i.e., women 

empowerment and issues pertaining to gender and tourism development. One of 

such works that readily comes to mind is the book "Myth Of Community: Gender 

issues in participatory development" as edited by Irene Guijt. In their research, 

Peeters et al. (2009) outlined the different types of empowerment, where they 

sought to determine how the different ecotourism initiatives affected local 

communities, without putting gender issues in the front burner. Issues such as 

economic empowerment, social empowerment, political empowerment, and 

psychological empowerment. A different empowerment framework applies to 

Western and developing countries. This framework emphasizes how local 

communities can have some form of control and sharing benefits in most eco-

tourism initiative in their domain. 

Economic empowerment is said to take place when ecotourism initiatives 

seek to empower local communities with employment opportunities, which may 

be formal or informal and business opportunities also. Economic empowerment 

may depend on periodic and seasonal income. One definition of psychological 

empowerment which aptly fits our discussion is that of Scheyvens (2000) who 

defined psychological empowerment as "a local community which is optimistic 

about the future, has faith in the abilities of its residents, is relatively self-reliant 

and demonstrates pride in traditions and culture". Social empowerment in our 

current discussion may be defined as "a community of cohesion and integrity". 

One study that has painted a comprehensive picture of women's global 

tourism employment data is that of the UNWTO (2011) " Global Report on 

Women in Tourism, 2010". Women, as it is currently take up about two-thirds of 

the world's workforce in the tourism sector. This is due to the industry's entry 

requirements and very flexible working hours (Pritchard, 2014). Entrepreneurial 

opportunities for women in the tourism sector ranks twice as obtained in other 

sectors (Del Mar Alonso-Almeida, 2012). A sad fact to note is that even in areas 

within the tourism sector where women perform better than women in other 

sectors of the economy, these women are still a far cry behind their male 

counterparts when placed side by side (UNWTO, 2011). Jobs, as we can see so 

far affects the personal and social aspect of empowerment. Tour-guiding as a 

profession, no matter the environment is always a challenging job (Prakesh et al., 

2011). The tourists and employers of the tour guides each have different 

expectations of the tour guides. The tour guides must look for a way to deal with 

these contrasting expectations. This is an occupation that demands a huge sense 

of leadership responsibility. For the guide, they should be able to draw a line 

between business and pleasure. Being in a male-dominated market is a sort of 

empowerment for these female tour guides. 
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2.1. Tour Guides And Their Roles As Intermediaries 

Tour guides have always acted as the "go-between" to tourists and their 

employers. According to Prakesh et al. (2011), they are the "buffers" between 

tourists and the lack of infrastructures in the tourism industry. As mentioned 

earlier, tour guides have a lot of expectations hanging on their necks. Expectations 

from their employers, visitors and the host communities. Take, for example, a 

typical tourist expects a tour guide to display a wide knowledge of the cultural 

background of the tourist destination, physical abilities and a high sense of mental 

abilities and strong knowledge in any particular subject matter. The expectations 

from the travel agencies themselves can be a bit tasking. They expect tour guides 

to deliver the best service possible - services such as managing travel schedules, 

managing the tourist group and delivering quality service such as to ensure a wide 

profit margin (Weiler and Ham, 2002). And if anything should go wrong, the tour 

guides take the chunk of the blame. They are expected to have the foresight of 

problems that may crop up and nip them in the bud before they occur. The tour 

guides may perhaps, be the most derided professionals in the world of tourism. 

Tour guides as it is, are the first port of call in tourism circles. And if anything 

should go wrong in the course of exploration by the tourists, the tour guide takes 

the fall for it. Tourist should endeavour to choose the best travel agencies that can 

meet their needs, most especially in terms of pairing them with the best-suited tour 

guides. 

2.2. Tour Guides: An Extension Of The Traditional Familial Roles, Or 

Are New Roles In Sight? 

It is no surprise that today, most women are found in low-paid, low-skilled 

positions that look like an extension of their traditional roles in the family settings. 

In the tourism sector, it seems like these women have opted for a sexualized aspect 

of labour division. Peeters et al. (2009) cited the family sector and commercial 

home enterprises as ready instances of this category. The special position the tour 

guides hold in the tourism industry has never been in doubt. This is one job that 

requires different skill-sets, all relevant at the same time. The role of the female 

body in marketing strategies of the tourism sector has always been a source of 

concern. This was brought to the fore by (Veijiola et al., 2007) in their article "The 

Body In Tourism Industry", using air hostesses as examples. Making their case 

further, it seems to them that the traditional role demands the womenfolk to be 

available to all and sundry, at the same time. 

The four SS of the tourism sector we have come to know (sand, sun, sea and 

sex) should be substituted by smiling, sincerity, serendipity and sexuality 

(Veijiola et al., 2007) advocates. This goes to show how women have been 

perceived in the tourism sector. How women's sexuality is represented is still a 

dominant part of the industry. The men, and maybe the economy of the industry 

have built an enterprise where the women's body is the centre of focus. 
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2.3. How the Patriarchal Society Acts as A Barrier for Female Tour 

Guides? 

The patriarchal structure can be seen in all aspects of society. There is no area 

its influence does not hold sway. And this structure has been known to produce 

sweeping conventions the society is expected to follow without questions. 

(Rothman, 1994) elaborated an otherwise suspected fact - Patriarchy has gone 

beyond the dominance of the father. It is now any structure which supports male 

superiority and female inferiority. Women, whether they are in the Middle East or 

North Africa, have one similarity - one of gender inequality, whether it is in the 

tourism sector or elsewhere. Statistics have proved this fact as true. Take, for 

example, Turkey whose female workforce are a paltry 32.7% of the entire 

workforce population. World Bank data shows 80% of most low-income sectorial 

jobs as held by women (The World Bank, 2019). Women are still under the 

stronghold of their so-called "male-guardians" and must follow the rules 

established by these males. Turkish women complain about being in the 

disadvantage when it comes to the tourism market - constant travelling away from 

home, late working hours and dealing with complete strangers, are some of the 

cited challenges.  

For the average Turkish female, the view about the males have not changed 

- for them, the males still will not accept a wife that shows up late at home, won't 

tolerate a wife who constantly travels for work or business, and will prohibit a 

business relationship with other males. This holds true for the challenges women 

are facing in other male-dominated societies. 

3. METHODOLOGY      

The tourists and employers of the tour guides each have different 

expectations of the tour guides. The tour guides must look for a way to deal with 

these contrasting expectations. This is an occupation that demands a huge sense 

of leadership responsibility. For the guide, they should be able to draw a line 

between business and pleasure. Being in a male-dominated market is a sort of 

empowerment for these female tour guides. From this point of view, the main 

purpose of this study is to reveal the tourist guidance experiences of female tourist 

guides. 

Sub-objectives of the research are to understand how women see their role in 

the tourism industry, and factors that influence their view of the subject as related 

to their family, friends, including tourists who can both empower or disempower 

them. It also focuses on how female tour guides view their roles and their 

workplace. Some major questions it seeks the answer to is, "do female tour guides 

perceive that their family is influencing their work? 
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Table 1 Demographic Variables of the Female Tour Guides in the Study    

Category  N % 

Age < 30  4 28.6 

31 -35 4 28.6 

36-40 2 14.3 

  40 <   4 28.6 

Total 14 100 

Marital Status  Married 6 42.9 

Single 8 57.1 

Total 14 100 

Level of Education 

 

 

 

 

Experience 

High School - - 

Undergraduate 3 21.4 

Graduate 

Total 

11 

14 

78.6 

100 

1-5 year 4 28.6 

6-10 year 4 28.6 

11-20 year 3 21.4 

20 + year 3 21.4 

 Total 14 100 
 

How does female tour guides react and view the reactions of both domestic 

and foreign tourists to their work? And how do their male counterparts view 

female tour guides? An inductive qualitative approach using the 

phenomenological method was adopted for this study that sought to describe the 

essence of the lived experience of the female tour guides (Creswell, 2007; Locke, 

2001). 

Interviews with 16 tour guides were conducted across the two phases of the 

study, the pilot phase and the main phase. Qualitative data generated from the 

online interviews sought to capture the richly-detailed ‘voices’ of female tour 

guides. Details of the participants are summarised in Table 1. 

The participants were all Turkish female tour guides and members of the 

Association of Tourist Guides (TUREB) which is the professional association 

representing and registering all tour guides in Turkey. TUREB is a non- profit 

organisation representing 11035 tour guides. 7382 of them male, 3653 of them 

female. It was established under the Tour Guides Regulations No. 28331, in 

accordance with Professional Tourist Guide Law No, 6326, 2012. With all its units 

established in accordance with the law, TUREB works to ensure that guides play 

a more active role in the tourism of the country, to promote country in line with 

the country's culture and tourism policies, and to prevent illegal guidance 

activities. In Turkey, only registered guides are allowed to work as tour guides. 

Guides must hold a Bachelor degree taken by Tour Guiding departments of 
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Universities and complete foreign language examinations and training trip around 

the country. 

In the research, interview questions were prepared based on literature and 

then two tourist guides were piloted and opinions were taken about the prepared 

questions, it was revealed that there were repeated questions and in this context 

the questions were revised. New themes have been created in the context of the 

opinions received from the guidelines. 

 In the study, an online interview form was created to obtain opinions from 

female guides from different regions of Turkey. This interview form was sent to 

the guides on the internet. Between 29.10.2019 and 20.11.2019, a total of 14 

women agreed to answer the guide interview questions. In these interviews, 

random samples were used.  

The interviews were conducted with different female tourist guides working 

in different locations commenced with general questions based on the emergent 

themes from the pilot phase such as the role of female tourist guides in the tourism 

sector, ideas about tour guiding as a male-dominated occupation, perceptions 

towards female tourist guides and its effect on the female tourist guide’s 

performance, opinions about the profession of tour guiding, problems and 

difficulties female tourist guides experience while working, solutions for the 

problems and difficulties. 

In this research, in the data collection process audiovisual materials were 

used as data collection tools. Because data collection over the Internet has some 

advantages (Nichollas et al., 2010). The collection of data via the Internet has 

facilitated the researcher both in terms of cost and time. In addition, female tour 

guides are able to share their experience effortless and as soon as possible. But, 

there are some considerations that should be paid attention to collecting data via 

internet. The first of these is protecting the privacy of participants. At this stage, 

each female tour guide in the data analysis section is coded with different (TG1, 

TG2, TG3 ...) numbers. In the data analysis part of this research, the most used 

data analysis steps in qualitative researches were followed. These steps are; the 

preparation of raw data for analysis, the organization of data, the reading of the 

whole of the data, the coding of the data, the representation of themes, the 

connection of themes and descriptions, the interpretation of the meaning of themes 

and finally the correctness and validity of the information (Creswell, 2013: 197). 

Tour guides’ answers were copied into a Word document. The total number 

of pages are 10. This copied data was read from top to bottom. This process in 

general allows one to think deeply about what the meaning of the information is 

(Creswell, 2013: 197). After the data were read, the next step was the coding of 

data (Rossman and Rallis, 2012). The collected data were encoded first in line 

with the interview questions and then were divided into themes. Descriptive 

coding techniques have been used (Saldana, 2009: 58 ).  

The strategy used to increase the validity of the work is the peer review. It 
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refers to the control of the research process by external peer researchers (Lincoln 

and Guba, 1985). External audit was also used to increase the validity of the 

survey. According to Miles and Huberman (1994), an external consultant needs 

to assess both the process and the results of evaluations and verifications obtained 

as a result of the work. In this context, a specialist in qualitative data analysis has 

evaluated the study. Reliability in qualitative research is expressed as the coding 

of data sets by more than one encoder and the stability of responses (Creswell, 

2013). Providing consensus between encoders is important for the credibility of 

qualitative research (Silverman, 2005). In this context, in this study, multiple 

encoders were used in the analysis of the data transferred to the Word document, 

and then consensus has been achieved between the encoders.  

4. FINDINGS 

The data provided rich insights into how the female tour guides in this study 

perceive their work and what affects it. Overall, three key thematic areas with 

subthemes emerged that are discussed in this section of the study with quotations 

from the tour guides illustrating the key issues. 

The analysis revealed three key themes: first, female tour guides’ perspectives on 

their work, second, others perspectives on their work and the impact on the female 

tourist guide’s performance, third; problems and difficulties female tourist guides 

experience while working, solutions for the problems and difficulties.  

4.1. Female Tour Guides’ Perspectives on Their Work  

The perceptions of female tourist guides on the guidance profession 

constitute the first theme of the research. Three categories emerged in this context. 

These are; 

-Perceptions about tour guiding as a female tour guide and the factors affecting it, 

-Working conditions of tour guiding and Perceptions about tour guiding as a male 

dominated job, 

-The Roles of female tour guides. 

4.1.1. Perceptions about tour guiding as a female tour guide and the 

factors affecting it 

Some of the female guides interviewed stated that they liked the tourist 

guidance profession but had some difficulties (TG1, TG4, TG10, TG11). While 

environmental and social factors can be disruptive for female guides, being strong 

is important. Some of these statements are as follows: 

TG4 It is very important to be equipped and to stand strong. It is a difficult 

profession, but with friendly and intimate communication, you can become a loved 

and respected guide in a short time.  

Some of the female tourist guides (TG2) stated that female tourist guides 

were seen as easy rivals and evaluated as fragile or weak. Female tourist guides 

may experience some difficulties while working and may be exposed to unethical 
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behaviors of male tourists, male colleagues and tourism workers (TG3, TG7). 

TG3 In our profession, I feel male-dominated psychological pressure. My 

male colleagues are rude, abusive, gossip. Their non-professional attitude is one 

of the reasons that make me nervous. They say to travel agencies ‘WHY WOMEN 

TOUR GUIDE’ and even push travel agencies not to give us work.  

TG7 In particular, unethical behavior of male tourists or those working in 

the tourism sector can be seen. However, this situation has decreased compared 

to the past, and differences in age arise in the competitive environment. Senior 

guides often lead to poor promotion of the profession, as they often look at the 

financial aspect of the job. In order to be a woman in a competitive environment, 

being strong and determined is essential. For this reason, the sensitivity of women 

guides is a risk potential for this profession. 

4.1.2. Working conditions of tour guiding and Perceptions about tour 

guiding as a male dominated job 

9 of the 14 female tourist guides interviewed stated that this profession is a 

male-dominated profession. One of the female tourist guides (TG1) stated that due 

to the creation of women, it is difficult for them to perform both the home and the 

child and the profession, it seems that every profession seems difficult for the 

woman, but the guidance profession is ideal for the woman if she is not married. 

TG2 stated that there are boarding trips when the package tour is made, so that 

men can perform this profession more comfortably, TG13 states that guidance is 

more suitable for men due to difficult working conditions and that being on the 

road constantly causes difficulties for the family. 

TG14 Male dominated yes, more women should enter the market without 

hesitation. We can still see more women guides in city tours, but very few in 

Anatolian tours. Sometimes I know there's no female guide in Anatolian tours. 

Actually, maybe we women should be braver. 

Although the tourist guidance profession is a male-dominated profession, 

there are female guides who think that women will be better than men in providing 

service quality (TG3, TG8, TG10, TG11). 

TG8 Male- dominated but not suitable for only men. I think women do better 

TG10 Tourist guidance is a male-based profession but women can be more 

successful in problem solving. 

TG11 A male-based profession, yes, but I think that women's emotional 

intelligence is higher than our male counterparts. 

There are also female guides who think that the tourist guiding profession is 

not a male occupation (TG4, TG5, G6, TG7, TG12). These women guides think 

that this profession has the convenience and difficulties for both sexes in terms of 

social roles. 
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4.1.3. The Roles of female tour guides 

Female tourist guides play important roles in the development of tourism. The 

participants were asked what these roles were. Some female tourist guides 

interviewed stated that they played important roles in creating a positive country 

image (TG2, TG8, TG9, TG12, TG14). 

TG9 I am a modern, independent Turkish woman. I can create a positive image 

for my country. My image is actually changing the image of the country and many 

tourists have told me that. 

One of the female tourist guides interviewed (TG4) stated that she tried to be an 

exemplary model with high quality stance and information equipment, and the 

other (TG11) stated that she tried to raise awareness on some issues in her region. 

4.2. Others’ Perspectives on Female Tour Guides’ Work and The Impact 

on The Female Tourist Guide’s Performance, 

It was asked how the opinions of female tourist guides about their families, 

friends, domestic / foreign tours, male tourist guides about doing this job as a 

woman and except for 3 female tourist guides, all female tourist guides 

interviewed stated that they were welcomed from their environment. The TG2’ 

family has a negative approach towards intercity tours and the underlying reason 

for this is stated to be the household responsibility in Turkey. 

TG11 stated that in the first years of his employment, his family did not know 

the profession, so they approached his guidance in a negative way. TG13 stated 

that there is a negative approach in the society towards women tour guides and 

this approach can be demotivating. 

The majority of the female tourist guides interviewed stated that as a woman, 

they received positive reactions to the fact that they were doing this job and this 

enabled them to work more motivated. 
 

TG8 My family, friends and tourists are generally proud. Even male tourists 

in my group states that "men always do this job, we are very happy to do the tour 

with you, with a woman". 

4.3. Problems and Difficulties Female Tourist Guides Experience While 

Working, Solutions for The Problems and Difficulties 

There are some problems and difficulties experienced by female tourist 

guides in their profession. The difficulties and difficulties experienced by female 

tourist guides in their profession can be listed as follows; 

- The pert attitude of the drivers, 

- Tour staff are inclined to supervise female guides,  

- Not being taken seriously by operators and sector employees, 

- Psychological pressure of male peers, 

- Male workers in the sector molest women, 

- Provide guidance in destinations requiring long distance, 
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- Stay away from family on long-term tours, 

- Mobbing, 

- The seasonal occurrence of tourism, 

- Forcing agents to work under the base fee, 

- Lack of social security. 

The interviewees stated that in such situations, they had a bad mood and they 

tried to self-control and they tried not to reflect this to the customers. One 

participant stated that these problems make them think of leaving the profession. 

TG8 Our biggest problem is the rude, uneducated people who think that they 

can snub, shout, scare and walk upon us. Employees, or just locals around are 

trying to poke their nose into the subject. 

 TG11 As a young woman I started my profession, I was particularly 

confronted with the casual attitudes of the captains, but in time, your 

knowledgeable and authoritarian attitude caused people to tidy up. You have no 

problems when your attitude is clear. Maybe the male guides have the same 

problem. 

The participants’ opinions and suggestions in the context of eliminating the 

problems and difficulties they experienced while performing the profession as a 

female tourist guide were asked . In this context, the things to be done in the 

context of eliminating the problems and difficulties are as follows; 

- Training of the employees, especially tour staff, 

- Change in social view of women, 

- Abolition of TUREB, which cannot defend guide rights, 

-  Preparation of joint projects by guide chambers, 

- Elimination of illegal guidance activities, 

- Providing psychological training to male mentors to treat their female 

colleagues with respect and empathy, 

- No opportunity for gender discrimination, 

- Ensuring that everyone working and receiving services in the tourism 

sector acts with respect, 

- Increasing the number of female tourist guides, 

- Ensuring the association of women guides, 

- Organizing works to improve the working conditions of international 

guides and women guides, 

- Women tourist guide should be brought to the management of the guides 

association. 

5. DISCUSSION  

In this study, the professional experiences of female tourist guides are 

revealed. In this context, an attempt was made to understand how women see their 

role in the tourism industry, and factors that influence their view of the subject. It 

has also identified the challenges and obstacles faced by female tourist guides by 

identifying their working conditions and proposed solutions to overcome them. 
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Although female tourist guides love their profession, they face some 

difficulties. As Prakash et al. (2011) revealed in their study. They are aware that 

they must be strong to overcome these challenges. While women are doing their 

jobs, they encounter inappropriate behavior of male tourists, male colleagues and 

tourism workers. There may even be a tendency of male colleagues to hinder the 

job opportunities of female colleques.  

The majority of the female guides interviewed within the scope of the study 

think that the profession is a male-dominated profession. The most important 

reason why women are difficult to do both home and child and profession is 

especially long trips. Although tourist guidance is a male-dominated profession, 

women have better problem-solving skills and emotional intelligence than men. 

Female tourist guides play important roles in promoting the country and can 

change the negative image of a country. As this results approve the results of 

Veijiola et al. (2007).  

Female tourist guides face negative approaches especially from their 

families. Families do not want the female guide to take the tour, especially on 

long-distance trips. The most important reason behind this is the fact that the 

responsibility of the household is in the woman. However, in general terms, 

female tourist guides are welcomed by others about the fact that they are doing 

this job. 

The most important problems faced by female tourist guides while doing 

their job is that the opposite sex exhibits negative attitudes and behaviors towards 

them. The most important problems are the abuse of the opposite sex to female 

tourist guides, their attempts to supervise and psychological pressure. Apart from 

these, the fact that female tourist guides have to guide in long-distance 

destinations, the seasonal tourism and lack of social security are among the 

problems they face. Female tourist guides stated that especially in the solution of 

these problems, tour staff should be trained, there should be no opportunity for 

gender discrimination and the view of women should change socially. 

6. CONCLUSION AND FUTURE RESEARCH 

The findings of the study provide significant contributions to the field of 

tourist guidance in the context of the difficulties and problems faced by women-

tourist guides in the profession of tourist guidance. The study reveals the 

professional experiences of female tourist guides who are doing tourist guidance. 

The study results provide new understandings of female tourist guides’ working 

conditions. 

Women face some difficulties when working in many sectors, especially in 

the tourism sector. There are few studies on the challenges and obstacles faced by 

female tourist guides in the tourism sector. In this study, it has been revealed that 

female tourist guides have problems with sector employees and they make extra 

efforts to solve these problems. It is important to know these problems and 

obstacles and then to know what is to be done to eliminate them. Because in the 
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tourism sector, where customer satisfaction is important, first of all, employees 

must be satisfied. Women in the society should have a profession and make it the 

best way. In order to improve the working conditions of women, especially the 

opposite sex tour personnel should be trained and they should be aware that they 

should treat women with respect. If these are provided, female tourist guides will 

make their work more satisfied and this will enable women who want to become 

tourist guides to start this business and will have more female tour guides in the 

sector. 

Each country has different cultural and social characteristics. This study was 

conducted in the context of Turkey and the results of it will be of interest to 

national tour guide associations and international bodies (WFTGA-World 

Federation of Tourist Guide Associations).  

In the future studies, it can be studied how the professional experiences of female 

tourist guides are perceived by different groups. This work can be done in different 

countries. It should be examined whether the obstacles faced by female tourist 

guides have changed culturally. It should be investigated whether the perceptions 

of women as tourist guides are affected by cultural context. 
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1.Introduction 

Looking at the event date; It paved the way for special activities to be held in 

the rituals organized by societies that believe that illness, health, success or failure 

come from God (Tokay Argan ve Yüncü, 2015: 1). For example, one of the oldest 

examples of events can be given the ancient Olympic Games. One of the most 

important and historically remarkable activities of Ancient Greece was the 

Olympic Games, which dates back to 776 BC (National Olympic Committee, 

2019). It takes place on a specific day or period, in a specific theme, in a specific 

place, is a series of events that bring together people who come into mutual and 

direct contact with the theme of the festival. (Lyck, 2012: 11). It has classified the 

characteristics of festival tourism as follows: (Congcong, 2014: 54): (a) It differs 

according to the characteristic culture, customs and traditions, geographical 

location of the region hosting festival tourism, (b) festival tourism is different 

from traditional tourism, one of the important features of participatory festival 

activities, (c) the connotation of festival tourism is culture, one of the really deep 

reasons for attracting tourists. (d) as a new form of festival tourism, tourism 

products create a different sensation effect due to its theme. It promotes local 

economic development. Festivals create a range of effects in the host destination 

(Wang, 2009: 16). It is among the aims of this study to reveal these effects and 

examine the effects of these effects on the level of value, satisfaction and loyalty 

perceived by the local people within the scope of the festival. The purpose of this 

study is to examine the effect of local people participating in the International Şile 

 
1 This study has been derived from the master's thesis titled "The Impact of Local 

People's Perceptions of the Effects of Festivals on Perceived Value, Festival Satisfaction 

and Festival Loyalty: The Case of the International Şile Cloth Culture and Art Festival" 

accepted by the Institute of Social Sciences of Kırklareli University in 2019. 
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Cloth Culture and Art Festival on the perceived value, festival satisfaction and 

festival fidelity. 

It is thought that the results of the study will primarily contribute to 

destination marketers, event organizers, destination management organizations 

and literature. It is thought that the work will help the Sile Municipality and the 

Sile Municipality Directorate of Culture and Social Affairs to help the institutions 

to develop the festival, and the development of the International Şile Cloth Culture 

and Art Festival. 

2. Theoretical Framework 

2.1. The Concept of Festival Tourism 

Festival literally means “a national or international show series or festival 

organized in the form of awarding degrees after the presentation and screening of 

games and films in a certain art branch” (http://www.tdk.gov.tr, 2017). Festivals 

are a kind of social activity that has been gradually passed down from generation 

to generation and shaped over many years together with traditions and customs, 

and formed according to the needs of the people living in that society (Congcong, 

2014: 54). Festivals arose for religious reasons. In ancient times, traditional 

ceremonies were repeated every year in primitive societies to be passed down 

from generation to generation. The ceremonies and festivals that we encountered 

more in the ancient Greek civilization were held especially to commemorate the 

Wine God Dioniysos, festivals were organized in his name, dance, theater and 

musical entertainment were organized to entertain the public. Many civilizations 

organized festivals for religious reasons (Albayrak, 2013: 77). Festival tourism 

plays a very important and huge role in current tourism activities. Because most 

of the people participating in the festival will visit the destination and benefit from 

tourism For This reason, when the tourism events at the festival are organized at 

the appropriate time, it can help it become one of the top destinations in the region. 

According to the local culture, festival tourism has played an active role in 

developing urban functions and shaping the tourism image to attract tourists. 

(Nurse, 2001:9; Chen, 2011:5; Chen and Huang, 2011: 6). Festivals are held for 

different reasons for local people and visitors at the destination. Among the 

reasons for organizing a festival in society are to increase the pride and excitement 

of the society, to show why the society is unique and special, to develop and 

protect the image of the society, to provide individuals in the society with the 

opportunity to discover and develop their cultural skills and talents, to create an 

environment, to provide income and resources for special projects, and honoring 

a person, a date, or an important event (Weaver and Robinson, 1989: 7). 

2.2. Effects of Festival Tourism 

There are some factors that affect the festival tourism. Among these are the 

effects of festivals on social pride, their effects on the economy, their effects as 
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personal benefits, their positive effects on the quality of life of the society, but 

also their negative effects. Effects of Festivals on Social Pride: Festivals and 

events have effects that go beyond what can be measured in economic terms 

(Tolle, 2014: 17). Community pride expresses the emotional bond of local people 

within their own communities and their positive feelings and satisfaction within 

that community (Pookaiyaudom, 2015: 345). In his research, Derrett (2003) 

argued that festivals aim to explore cultural aspects of the "way of life" and "sense 

of community", and that festivals are a tool to reflect the interests and aspirations 

of the local people. He tried to reveal that the society reflects its own emotion and 

how this feeling is related to festivals (Derrett, 2003). 

Economic Effects of Festivals: The economic effects of tourism are an 

important issue in community planning, government and economic development. 

Businesses and public institutions are increasingly concerned with the economic 

effects of tourism at local, national and international levels (Stynes, 2000: 1). 

Considering the economic consequences of tourism at a macro level, it affects the 

economies of the region and the country. These are the effects defined as monetary 

effects and the effects that emerge in the form of production and employment 

increase in the economy known as real effects created in the economy (İçöz and 

Kozak, 2002: 169). Festival tourism is one of the dynamic and fast growing 

tourism types. Considering the positive effects of festivals, it has main functions 

economically. These main functions can be said as providing investment, creating 

employment and raising living standards (Wang, 2009: 17-18-19). 

Personal Benefit Effects of Festivals: Personal Benefit of Festivals; It 

includes elements such as playing an important role in sharing cultural life, 

contributing to the personal happiness of citizens, learning about their own 

culture, being proud of the society they live in, and it means getting rid of the 

stress of the person (Delamere, 2001). Chen (2011); Lee, Arcodia, and Lee (2011) 

stated in their study that under the dimension of personal benefits, people get rid 

of their daily stress, add emotional experience to people, and add excitement and 

emotional experience to people's lives.. 

The Effects of Festivals on the Quality of Life of the Society: The concept of 

the quality of life of the society is the sum of the satisfaction of individuals with 

their lives from more than one aspect. Evaluations within the scope of the quality 

of life of the society include emotional reactions of individuals in the society 

against life events, tendencies, fulfillment of their sense of life, and satisfaction 

with work and personal relationships (Theofilou, 2013: 151). Fredline, Derry, and 

Jago (2006) describe the social benefits of festivals as “all kinds of impacts with 

potential impacts on the quality of life of local people”. 

Negative Effects of Festivals: Various environmental effects occur within 

festivals during the organization of festivals or due to the activities held. 

Environmental impacts arise from accommodation, transportation, eating and 

drinking and personally participating in festivals (Delamere, 2009). As the 
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transportation infrastructure develops further due to festivals and events, the 

awareness of pollution from various modes of transport has increased, as well as 

direct damage to the landscape and core values. Transport is an aspect of tourism 

that emphasizes the conflicts between environment and industry. Festivals, which 

are a type of tourism, also create this conflict situation. On the other hand, 

traveling is an important criterion for tourism, so roads, cars, planes and airports 

are needed for the easy transition of tourists from home to destination (Gossling, 

2002). 

3. Perceived Value, Festival Satisfaction and Festival Loyalty 

Perceived value is expressed as the change of benefits and sacrifices 

according to the concrete performance of a good or service. Of course, perceived 

value may change depending on a certain usage experience. It is possible to 

examine the perceived value in two groups. First, in the product-oriented 

approach, the perceived quality of the product or service is limited by its price. 

Secondly, in the relationship-oriented approach, visitor requests, expectations and 

needs are at the forefront (Graf and Maas, 2008: 8). The perceived value of the 

festival visitors can be interpreted by the factors that can be obtained by 

participating in the festivals and the costs spent for the experiences (Kim, 2010). 

Festival satisfaction refers to the general evaluation of the experience of the 

visitors (Lee and Back, 2008: 331). In order to increase festival participation, it is 

very important to monitor and evaluate the festival management's satisfaction with 

the visitors from the experiences offered to the festival participants (Lee et al., 

2011: 688). Festival loyalty is extremely important in today's conditions. Ensuring 

the loyalty of the festival visitors who are satisfied after the satisfaction, which is 

accepted as the prerequisite of loyalty, is of vital importance for event organizers 

(Yılmaz and Çatalbaş, 2007: 83). It is possible to measure festival fidelity in two 

different dimensions (1) attitude and (2) behavioral loyalty. The festival consists 

of measurement values such as attitude loyalty, a set of commitments and 

preferences. Festival behavior loyalty includes criteria such as the willingness to 

pay more, suggesting to friends and families, and word-of-mouth communication 

(Lee et al., 2008). 

4. Method 

4.1. Purpose of the research 

The purpose of this study is to examine the effect of the local people 

participating in the International Şile Cloth Culture and Art Festival on the 

perceptions of the effects of the festivals on the perceived value, festival 

satisfaction and festival fidelity. It is thought that the results of the study will 

primarily contribute to the marketers of the destination, event organizers, 

destination management organizations and literature. In addition, it is thought that 

the International Şile Cloth Culture and Art Festival can be sustainable and it can 
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help the Sile Municipality, the Directorate of Culture and Social Affairs of the Şile 

Municipality, and the institutions to develop the festival.  

Şile bezi or Şile cloth, a light woven gauze-like cloth ideal for the summer 

heat. Is is a cloth that is completely unique to Şile, woven from cotton yarn on 

hand looms. Various clothing items are produced from Şile Cloth 

(http://www.sile.gov.tr/sile-bezi). In the literature in Turkey, one of the oldest 

festivals observed to International Sile Cloth for a study on the Culture and Art 

Festival, this festival has been selected as the research area. In addition, since the 

International Şile Cloth Culture and Art Event is not encountered in the literature, 

the study contains originality in terms of examining the effects of the festival's 

impact factors (community pride, economic benefits, community life quality, 

personal benefits and negative effects) on perceived value, festival satisfaction 

and festival fidelity. . It is believed that the absence of any work on this subject 

will constitute a basis for future studies, and its results will benefit the destination 

where the festival is held, the institutions and stakeholders organizing the festival, 

the visitors participating in the festival, and the local people. 

4.2. Limitations of the Study 

The research is limited to the locals who come to the festival. In addition, the 

research was applied to 600 indigenous people between February and May 2017, 

when the locals were actively outside, but the number of healthy surveys is limited 

to 501. 

4.3. Research Main Population and Sample 

The population of the research consists of the indigenous people living in 

Şile, Istanbul. Chile to the main theme of the first cause of work to be included in 

the research district, which is home to one of the oldest festivals doing that was 

held in Turkey. The second reason is that Şile district is a touristic destination. 

The population of Şile is 35,131 people (TUİK, 2017-2018). The size of the 

universe in the research is 35 thousand 131 people according to TUIK data. 

However, according to Sekaran (2003: 294), 380 would be sufficient for the 

sample size to be selected from the universe. It was conducted with 600 local 

people who were randomly selected individuals who volunteered to fill out the 

questionnaire. Analyzes were conducted out of 501 questionnaires that were 

healthy (it was noticed that they left some parts of the questionnaire blank and 

these were eliminated). The survey was conducted between February and May 

2017, when more locals than tourists were actively outside. 

4.4. Research Method and Development of Data Collection Tool 

In the research, quantitative research method was used and questionnaire was 

used as data collection method. In the questionnaire form, the items of festival 

influence, perceived value, festival satisfaction and festival loyalty were included 

for the local people living in Şile. SPSS 22.0 statistical package program was used 
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in the analysis of the collected data. The expressions aiming to reveal the 

perceptions of the locals about the festival were used in the 5-point Likert scale (1 

= Not Satisfied, 5 = Very Satisfied) (Kozak, 2014: 78). Content validity is ensured 

by determining whether the statements in the measurement tool are suitable for 

the measurement tool or not, with expert opinions and recommendations (Ural & 

Kılıç, 2013: 67). With this justification, 3 expert opinions were obtained for the 

statements in the questionnaire form and their final form was obtained. Perception 

dimensions of festivals were taken from different studies as data collection tools. 

As a data collection tool, Community Pride (Chen, 2011)., Economic Benefits 

(Chen, 2011)., Personal Benefits (Chen, 2011; Lee, Arcodia, & Lee, 2012), 

Quality of Life of Society Chen, 2011; Various sources were used to measure the 

dimensions of Gürsoy, Kim & Uysal, 2004) and Adverse Effects (Chen, 2011; 

Gürsoy, Kim & Uysal, 2004). In addition, the Perceived Value of the festival 

(Sanchez et al., 2006; Seçilmiş & Yılmazdoğan, 2016; Doğrul, Atçeken, & Şahin, 

2016), Festival Satisfaction (Sanchez et al., 2006; Seçilmiş & Yılmazdoğan, 2016; 

Doğrul, Atçeken, & Şahin, 2016) and Scales from different sources were used for 

the dimensions of Festival Loyalty (Sanchez et al., 2006; Seçilmiş & 

Yılmazdoğan, 2016; Doğrul, Atçeken, & Şahin, 2016; İlban et al., 2016). 

4.5. Research Assumptions 

Hypotheses were created as research assumptions within the scope of the 

study carried out: 

H1: Festival influences have an impact on perceived value. 

H1a: The community pride that the festival creates among locals has an 

impact on perceived value. 

H1b: The economic benefits provided by the festival have an impact on 

perceived value. 

H1c: The personal benefits provided by the festival have an impact on 

perceived value. 

H1d: Depending on the festival, the change in the quality of life of the 

society has an effect on the perceived value. 

H1e: Depending on the festival, the change in the quality of life of the 

society has an effect on the perceived value.  

H2: Festival influences have an impact on festival satisfaction. 

H2a:: The community pride that the festival creates among locals has an 

impact on festival satisfaction. 

H2b: The economic benefits of the festival have an impact on festival 

satisfaction. 

H2c: The personal benefits provided by the festival have an impact on 

festival satisfaction. 

H2d: Depending on the festival, the change in the quality of life of the 

society has an effect on the perceived value. 

H2e: The negative effects of the festival have an impact on the perceived 
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value. 

H3: : Festival influences have an impact on festival fidelity. 

H3a: The community pride the festival creates among locals has an impact 

on festival fidelity. 

H3b: The economy provided by the festival has an impact on festival 

fidelity. 

H3c: The personal benefits provided by the festival have an impact on 

festival fidelity. 

H3d: The change in the quality of life of the society due to the festival has 

an effect on festival fidelity. 

H3e: The negative effects of the festival have an impact on festival fidelity. 

4.6. Data Analysis 

The data obtained within the scope of the research were evaluated with the 

SPSS 22 program. Error control was made during data entry. Each dimension was 

subjected to factor analysis and tabulated. Then, the load of the factors and their 

reliability levels were examined. "Cronbach Alpha" internal consistency 

coefficients were calculated for the reliability of the scales. In deciding which tests 

to be used in statistical analysis, it should be tested whether the data show normal 

distribution or not (Karaatlı, 2014: 3). Since the skewness and kurtosis values in 

the normality test were between +2 and -2, it was concluded that the data of the 

study were normally distributed (George and Mallery (2010). Because the data 

were normally distributed, parametric tests were used. One dependent variable 

and one independent variable (simple regression) or more than one independent 

variable. Regression Analysis is used to explain the relationships between 

(multiple regression) (Küçüksille, 2014: 199). Within the scope of this research, 

multiple regression analysis was applied to determine the relationship between the 

dependent variables perceived value, festival satisfaction and festival fidelity 

variables, and social pride, economic benefits, personal benefits, community life 

quality and festival negative effects, which are the case effects of independent 

variables. 

4.7. Research Findings 

239 (47.70%) of the participants in the research are women and 262 (52.30%) 

of them are men. 266 of the participants (53.69%) are married and 232 (46.31%) 

are single. When the education levels of the participants are examined, it is seen 

that they are mostly high school graduates (34.13%). In general, an average 

participant for each profession from 10 different profession options was tried to 

be included in the study. Considering the occupational groups of the participants, 

it is seen that they are mostly composed of public employees (19.16%) and private 

sector employees (17.76%). Looking at the monthly income levels of the 

participants, there were 107 participants between 2001-1500 TL (21.36%) and 93 

participants between 3001-5000 TL (18.56%). The duration of life in Şile, which 
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is one of our most important demographic questions, is very important as the local 

people constitute the research. The lifetime of the local people in Şile is 16 years 

and over, 173 people constitute 34.53% of the participants. 
 

4.7.1. Factor Analysis Findings 

Within the scope of the Factor Analysis, the findings regarding the variables 

of social pride, economic benefits, personal benefits, society's quality of life, 

negative effects, perceived value, festival satisfaction and festival loyalty are 

presented below. 

Table 1: Community Pride Variable Factor Analysis Findings 

Factor 
Factor 

Load 

Eigen 

value 

Explained 

variance 

% 

Mean Standard 

deviation 

Cronba

. Alpha 

Community Pride -

KMO:.899 / BKT:p<.000 

(Chi-Square 4208,400, 

df=36) 

 

 

 

6.319 

 

70.209 

 

4,2389 

 

0,81945 

 

0,946 

The festival increases the 

tourism image of the city 

0,845   4,4311 0,91529  

The festival positively 

affects the image of the 

city. 

0,844   4,3513 0,94464  

Thanks to the festival, I 

am proud to be a Şile 

resident. 

0,830   4,2355 0,99821  

I am proud to be a Şile 

resident because of the 

festival. 

0,823   4,2335 0,94199  

Making the festival makes 

Şile more international. 

0,859   4,2315 0,96865  

The festival contributes to 

the tourism of the city. 

0,863   4,2515 0,95531  

The festival creates more 

job opportunities for local 

people. 

0,807   4,0958 1,06151  

The festival increases the 

economic development of 

Şile. 

0,849   4,1357 1,02642  

The festival helps preserve 

local culture. 

0,824   4,1836 0,99509  

According to Table 1, it has been revealed that the local people are satisfied 

with the social pride (x̄ = 4.23) created by the festival. In Table 1, it is seen that 

the local people generally experience high level of social pride to all statements 



169 

 
 

in the scale. In terms of the social pride variable, the expression "festival 

contributes to the tourism of the city" represents the highest factor load, and the 

lowest factor load is represented by the statement "festival helps the preservation 

of local culture". 

Table 2: Economic Benefits Variable Factor Analysis Findings 

Factor 
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Economic Benefits - 

KMO:.869 / BKT: 

p<.000 

(Chi-Square 

2928,907, df= 15) 

 

 

 

4,686 

 

78,102 

 

4,1035 

 

0,93672 

 

0,943 

Festival increases 

employment rate. 

0,874   4,0958 1,05395  

The festival benefits the 

country's economy. 

0,896   4,0739 1,06983  

The festival increases 

shopping opportunities. 

0,898   4,1756 1,01049  

Festival generates profits 

for businesses. 

0,911   4,1856 1,00572  

The festival provides the 

emergence of new 

facilities. 

0,881   4,0659 1,08335  

The festival improves the 

living standards of local 

residents. 

0,841   4,0240 1,14343  

According to Table 2, it was revealed that the local people are satisfied with 

the economic benefits of the festival (x̄ = 4,10). In addition, in terms of the 

Economic Benefits variable, the statement "festival creates profit for businesses" 

represents the highest factor load, and the lowest factor load is represented by 

the statement "festival improves the living standards of local residents". 
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Table 3: Personal Benefits Variable Factor Analysis Findings 

Factor 
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Personal Benefits – 

KMO:.915 / 

BKT:p<.000 

(Chi-Square  
3368,431, df= 

15) 

  

4,952 
 

82,530 

 

4,0135 

 

0,98890 

 

0,958 

The festival reaches 

a large audience. 

   0,861 
  4,1317 1,07453  

I enjoy attending 

the festival very 

much. 

0,884 
  4,2156 1,01855  

The festival brings 

excitement to my 

life. 

0,937 
  4,0858 1,11831  

Festival enriches 

my life 
0,936 

  4, 0579 1,10392  

It adds emotional 

experience to my 

festival life. 

0,934 
  4,0459 1,12423  

The festival helps 

me get rid of my 

daily stress. 

0,896 
  4,1078 1,09012  

According to Table 3, it has been determined that the local people are 

satisfied with the personal benefits of the festival (x̄ = 4.01). In addition, in terms 

of the Personal Benefits variable, the statement "added excitement to my festival 

life" represents the highest factor load, and the lowest factor load is represented 

by the statement "the festival reaches a large audience". 
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Table4: Community Quality of Life Variable Factor Analysis Findings 

 

Factor 
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Community 
Quality of Life – 

KMO:.862/ 
BKT:p<.000 (Chi-
Square  1759,935, 

df= 6). 

  

3,367 

 

84.165 

 

4,0958 

 

0,99225 

 

 

0,936 

The festival creates 

many leisure 

opportunities. 

0,911 
  

4,0200 1,16602 

 

The festival 

enables local 

people to learn 

about their 

communities. 

0,920 
  

4,1018 1,05243 

 

The festival creates 

family-based 

leisure 

opportunities. 

0,942 
  

4,1158 1,05951 

 

The festival creates 

family-based 

leisure 

opportunities. 

0,896 
  

4,1457 1,04916 

 

Table 4 shows that the local people are satisfied with the effects of the festival 

on their quality of life (x̄ = 4.09). In addition, the statement "Festival creates 

family-based leisure opportunities" represents the highest factor load in terms of 

the Quality of Life variable of the Society, and the statement "festival provides 

more recreation entertainment opportunities" represents the lowest factor load. 
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Table 5: Negative Effects Variable Factor Analysis Findings * 

Factor 
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BKT: p<.000 

(Chi-Square  2396, 240, df= 15). 

  

4,352 

 

75,540 

 

2,1334 

 

 

 

 

0,88330 

 

0,919 

The festival destroys the natural 

environment. 

  0,858   
2,1178 0,99000 

 

The festival creates air pollution. 0,890   2,0419 0,99611  

The festival harms cultural 

heritage sites. 

0,898   
2,0100 0,97463 

 

The festival disrupts normal life. 0,896   2,0419 0,99007  

The festival increases traffic 

congestion. 

0,744   
2,4032 1,21865 

 

   The festival increases traffic 

congestion. 

0,813   
2,1856 1,08971 

 

The "adverse effects" factor is reverse coded *. 
 

Finally, in Table 5, it was determined that local people participated in the 

negative effects of the festival (x̄ = 2.13). In addition, in terms of the Negative 

Impacts variable, the statement "festival damages cultural heritage areas" 

represents the highest factor load, while the statement "festival creates traffic 

congestion" represents the lowest factor load. 

Table 6: Perceived Value Variable Factor Analysis Findings 
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Perceived Value - KMO: .858 / 

BKT:p<.000 

(Chi-Square  2303,170, df= 6) 

  

3,553 

 

88,813 

 

4,0813 

 

1,06054 

 

0,958 

Festival harcadığım paraya, 

enerjiye ve zamana değmektedir.  

 0,921   
4,1477 1,05742 

 

Festival beklediğimden daha 

güzel geçmektedir. 

0,957   
4,0439 1,15155 

 

Festival diğer festivallere göre 

daha güzel geçmektedir. 

0,956   
4,0419 1,15941 

 

Festival iyi organize edilmiş bir 

festivaldir. 

0,935   
4,0918 1,13117 
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According to Table 6, it has been determined that the perceived values of the 

public about the festival are high (x̄ = 4.08) respectively. In addition, in terms of 

the Perceived Value variable, the expression "the festival went better than I 

expected" represents the highest factor load, and the lowest factor load is the 

statement "the festival varies with the money I spent, energy and time". 

Table 7: Festival Satisfaction Variable Factor Analysis Findings 
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Festival Satisfaction– 

KMO:.755 / BKT:p<.000 

(Chi-Square  1783,454, df= 3) 

  

2,787 

 

92,907 

 

4,1843 

 

0,99262 

 

0,961 

I am pleased to participate in the 

festival. 

0,959   
4,2056 1,03133 

 

I was happy to attend the festival. 0,977   4,2096 1,00099  

I felt that I was doing something 

good for myself by participating 

in the festival. 

0,956   

4,1377 1,05783 

 

According to Table 7, it has been determined that they are highly satisfied 

with the festival (x̄ = 4.18). In addition, in terms of the Festival Satisfaction 

variable, the expression "I am happy to attend the festival" represents the highest 

factor load, and the lowest factor load is the statement "I felt that I did something 

good for myself by participating in the festival". 

Table 8: Festival Fidelity Variable Factor Analysis Findings 
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Festival Fidelity – KMO: .783 

/BKT:p<.000 

(Chi-Square  1783,454, df= 3) 

  

2,823 

 

94,091 

 

4,2315 

 

0,99424 

 

0,968 

I will continue to participate in the 

festival. 

 0,968   
4,2675 1,00614 

 

I will recommend the festival to 

my friends and people around me. 

0,974   
4,2036 1,05379 

 

I am thinking of attending the 

festival events again. 

0,968   
4,2236 1,01485 

 

 

According to Table 8, it has been determined that their loyalty towards the 

festival (x̄ = 4.23) is quite high. In addition, the statement "I will continue to 

participate in the festival" represents the highest factor load in terms of the Festival 

Loyalty variable. 
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4.7.2. Multiple Regression Analysis 

Before the multiple regression analyzes, the assumptions of the regression 

analysis were tested and the existence of autocorrelation, one of the assumptions, 

was checked with the Durbin Watson coefficient. If this coefficient takes a value 

between 1.5 and 2.5, it shows whether there is autocorrelation (Küçüksille, 2014). 

In regression analysis, Tolerance value is greater than 0.20; It is desirable that the 

VIF value is less than 10 (Field, 2005). 

4.7.2.1. The Effect of Festival Influencers on Perceived Value 

When the VIF values are examined according to the perceived value variable 

(social pride: 3.011; economic benefits: 4.323; personal benefits: 4.933; 

community quality of life: 4.130 and negative effects: 1.092), it is observed that 

there is no multiple correlation problem and according to Durbin Watson value 

(1.960) there is no autocorrelation. is the sign. After this stage, the results of 

multiple regression analysis were evaluated. In the regression model in Table 9, it 

shows that 76.7% of the perceived value of the local people regarding the festival 

is shaped by social pride, economic benefits, personal benefits, the quality of life 

of the society and negative impact factors (F = 330.651, p <0.000). Among the 

independent variables, the factors that have the highest impact are the 

community's quality of life (β = 0.556, p: 0.000) and personal benefits (β = 0.266, 

p: 0.000); social pride (β = 0.011, p: 0.767), economic benefits (β = 0.087, p: 

0.053), and negative effects of the festival (β = -0.005, p: 0.823) dimensions do 

not have a significant effect on the value attributed to the festival by local people. 

has been reached. According to these results, the H1a, H1b, H1e hypotheses were 

rejected, and the H1c, H1d hypotheses were accepted.  

Table 9: Perceived Value Multiple Regression Analysis Results (p <0.05 *) 

 

Independent variables 

Dependent Variable 

perceived value 

β T Sig. 

Constant  0,176 0,861 

Community Pride 0,011 0,296 0,767 

Economic Benefits 0,087 1,937 0,053 

Personal Benefits 0,266 5,542 0,000* 

Quality of Life of Society 0,556 12,675 0,000* 

Negative Effects of the Festival     -0,005 -0,223 0,823 

F         330,651  

p         0,000  

R
2 .   0,770  

Dzlt. R
2

 
  0,767  
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4.7.2.2. The Effect of Festival Influencers on Festival Satisfaction 

When VIF values are examined according to festival satisfaction (community 

pride: 3.001; economic benefits: 4.323; personal benefits: 4.933; community 

quality of life: 4.130 and negative effects: 1.092), it indicates that there is no 

multiple correlation problem and according to Durbin Watson value there is no 

autocorrelation. After this stage, the multiple regression analysis results were 

evaluated. In the regression model in Table 11, it shows that 71.9% of the festival 

satisfaction of the local people is shaped by social pride, economic benefits, 

personal benefits, the quality of life of the society and negative impact factors (F 

= 256. 941: p <0.000). Among the independent variables, the dimension that has 

the highest effect on festival satisfaction is personal benefits (β = 0.464, p: 0.000), 

it is the quality of life of the society (β = 0.354, p: 0.000) and community pride (β 

= 0.118, p: 0.004). ) is seen to follow the dimensions. It was determined that the 

economic effects (β = -0.052, p: 0.292) and the negative effects of the festival (β 

= -0.049, p: 0.050) did not have a significant effect on the satisfaction level of the 

local people from the festival. According to these results, H2a, H2c, H2d, H2e 

hypotheses were accepted, and H2b hypothesis was rejected.   

Table 11: Festival Satisfaction Multiple Regression Analysis Results (p <0.05 *) 

 

Independent variables 

Independent variables  

Festival Satisfaction 

β t Sig. 
Constant    

Community Pride 0,118 2.859 0,004* 

Economic Benefits -0,052 -1,056 0,292 

Personal Benefits 0,464 8,820 0,000* 

Quality of Life of Society 0,354 7,348 0,000* 

Negative Effects of the Festival -0,049 -1,963 0.050 

F         256,941  

p         0,000  

R
2 .   0,722  

Dzlt. 

R
2

 

  0,719  

4.7.2.3. Effects of Festival Effects on Festival Fidelity 

When the VIF values are examined according to the festival loyalty variable 

(community pride: 3.001; economic benefits: 4.323; personal benefits: 4.933; 

community quality of life: 4.130 and negative effects: 1.092), it indicates that 

there is no multiple correlation problem and according to Durbin Watson value 

there is no autocorrelation. After this stage, the results of multiple regression 

analysis were evaluated. In the regression model in Table 13, it shows that 56.1% 

of the festival loyalty of the local people is shaped by social pride, economic 

benefits, personal benefits, the quality of life of the society and negative effects 
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(F = 128,677: p <0,000). Social pride (toplum = 0.289, p: 0.000) and the quality 

of life of the community (β = 0.280, p: 0.000), personal benefits (β = 0.249, p: 

0.000) and negative effects of the festival were among the independent variables. 

It is seen that (β = -0.138, p: 0.000) dimensions follow. It was found that the 

economic benefits (β = -0.052, p: 0.396) did not have a significant effect on the 

level of loyalty of the local people to the festival. According to these results, H3a, 

H3c, H3d, H3e hypotheses were accepted and the H3b hypothesis was rejected.  

Table 14: Festival Fidelity Multiple Regression Analysis Results (p <0.05 *)  

 

Independent variables 

Independent variables  

Festival Fidelity 

β t Sig. 

Constant  5,727 0,000 

Community Pride 0,289 5,619 0,000* 

Economic Benefits -0,052 -0,850 0,396 

Personal Benefits 0,249 3,785 0,000* 

Quality of Life of Society 0,280 4,656 0,000* 

Negative Effects of the Festival    -0,138 -4,467 0,000* 

F         128,677  

p         0,000  

R
2 .   0,565  

Dzlt. R
2

 
  0,561  

5. Conclusion and Recommendations 

Turkey organized local events and celebrations, has a very large potential for 

national and international festivals. Which can spread to different times of the 

year, the local community has many effects on the economic and social destination 

to environmental and cultural sense of destinations as well as the lack of which 

contribute to the promotion and marketing at national and international level, to 

protect the local culture and values, festivals, Turkey is an important point of 

tourism. In this study, it is aimed to determine the effects of the effects of the 

International Şile Cloth Culture and Art Festival, which was held for the 31st time 

in 2018, on the perceived value of the local people, festival satisfaction and 

festival loyalty. The important results of the research are listed below.  

• According to the results of the research, an important part of the local people 

think that the festival contributes to the tourism of the city in terms of Community 

Pride. Likewise, in terms of Economic Benefits, local people feel that the festival 

creates profit for their businesses. 

• Besides, the local people stated that the festival adds excitement to my life 

in terms of Personal Benefits and the festival increases the Quality of Life of the 
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Community by creating family-based leisure opportunities. 

• Besides these positive effects, local people consider the festival to damage 

cultural heritage sites among the Negative Impacts. 

• The local people expressed their satisfaction by stating that the festival was 

more beautiful than they expected in terms of Perceived Value and that they were 

happy to attend the festival. 

• They stated that they will continue to participate in the festival in terms of 

Festival Loyalty of Local People. 

• It has been observed that the social pride, personal benefits and quality of 

life aspects of the festival influencing factors have an effect on the festival 

satisfaction. The fact that the expressions such as the pride of the community in 

the dimension of being the locals of the destination and increasing the image of 

the city have an effect on the festival satisfaction are the indicators that the festival 

is still held by preserving local values and maintaining its culture. Jung and Kim's 

(2014) study also revealed that the positive and negative effects of the festival 

affect the festival satisfaction. 

• It has been observed that the social pride, personal benefits, the quality of 

life of the society and the negative effects of the festival, which are the influential 

elements of the festival, have an effect on the festival fidelity. In line with this 

result, it is concluded that the festival loyalty of the local people is more personal 

gains, the local people are proud of the organization of the festival in the 

destination and increase their quality of life. It can be said that these results of the 

study are similar to the studies of Seçilmiş and Yılmazdoğan (2016), Özdemir and 

Çulha (2009) and Yoon et al. (2010). In these studies, a positive relationship was 

found between the perceptions about the festival, the perceived value, festival 

satisfaction and festival fidelity. 

• Due to the negative effects of the festival on festival fidelity, it can be 

concluded that the festival creates air pollution, increases traffic congestion, puts 

pressure on urban services (cleaning, noise, etc.) and harms the natural 

environment. Gürsoy, Kim, and Uysal (2004) concluded in their study that if the 

negative social effects arising in the long term are not improved, the benefits of 

the festival will disappear and damage the image and integrity of the destination 

and the local people. 

Within the festival, it can be ensured that more activities are organized for 

the local people, activities that will appeal to the groups are made earlier and the 

festival organization is developed in this context. In order for the local people to 

participate more in the festival, it may be suggested to allow local people coming 

from artisans to open stands, and to establish areas where they can sell their 

products in and around the festival area. Activities can be planned for handicraft 

masters and tradesmen participating in the festival to take part together. 

Organizers can be suggested to make more improvements within the festival to 

improve the personal benefits, social pride and quality of life of the local people. 
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Recreational activities can be organized during the day to keep the festival alive. 

Future studies are expected to contribute to the festival tourism literature by 

conducting research to measure the perceptions and attitudes of the visitors to the 

festivals. 
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INTRODUCTION 

In the period from the beginning of human history to the present, 

communities formed by people who were born in the same years, lived the 

conditions of the same age and therefore have similar responsibilities are called 

generation. In general, the difference between generations is accepted as an 

average of 20 years (Weingarten, 2009: 27). In this sense, employees from at least 

three different generations, namely Baby Boom Generation (1945-1965), 

Generation X (1966-1979) and Generation Y or millennium generation (1980 

1995), have been working together (Gürbüz, 2015: 40). 

Individuals born on different dates due to the type of birth and who are 

members of different generations according to sociological definitions have to live 

in many areas of life, including life, and natural initiatives that arise for this reason 

cause problems and conflicts. When these conflicts are added to the rapid 

developments in the latest technology, information and news, the life habits of the 

developments and the changes in business life, we have encountered more 

dizzying behaviors and living habits of the constructions. As a result of these 

problems, many people and experts in business and social life began to do research 

and write about the differentiation between generations and generations. In other 

words, this issue caused the relevant circles to reflect on it. However, the 

knowledge of organizations on how to manage employees of different generations 

is mostly based on the statements of current publications, a limited number of 

researchers and consultancy companies, who defend that the business values of 

generations are different (Gürbüz, 2015: 40). This intense interest shown by the 

magazine and popular press to generations has brought along criticisms that the 

generational approach is considered as "a popular culture issue rather than a 

science" (Gioncola, 2006: 33). classification of generations that have generally 

accepted in the world, training in Turkey, working life, to be spoken frequently 
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by advertisers and marketing and has been discussed in various meetings. 

With the history of humanity, despite the existence of generations, very 

important changes that occurred in some periods have caused these generations to 

stand out more. These important ruptures, which future scientists like Alvin 

Toffler call waves, increase the importance of the generations at that time. The 

period expressed as the third wave is the information society that started with the 

digital age. The generation of this period is also very different and worth 

emphasizing. It is the previous generation that raised this generation, which is 

called the Y generation. However, information communication technologies are 

also very effective in the dynamics of this generation. Therefore, it is important to 

understand this new generation. Especially educators and managers need to know 

and understand this generation.  Again, as this generation started to participate 

actively in business life, human resources managers of companies started to be 

interested as well as advertisers. Generation of research in recent years in Turkey 

as it is in the world have also started to increase. The most important reason for 

this is that communication intensification with old methods has begun to be 

experienced intensely. 

Each generation has its own characteristics, value judgments, attitudes, 

strengths, and weaknesses (Lower, 2008: 81). Generations from past to present 

are gathered under five groups. These; silent generation (1930-1945), baby 

boomer or middle generation (1946-1964), Generation X (1965-1981), 

Generation Y (1982-2002) and Generation Z (2002 and later). Each generation 

group has its own unique characteristics, expectations, lives and conditions. It is 

appropriate to accept the period between 1982 and 2002, although the birth date 

intervals of the generation Y are different for various authors on a yearly basis. 

According to the statistics, 25% of Turkey's population falls into the scope of 

Generation Y (Atan, 2012: 613). 

Today, it is stated that four different generations work together in business 

life. Each generation brings its own characteristics and energy to business life.  

Therefore, it is important to understand generational differences in terms of 

understanding the business manners of these generations and their expectations 

from relationships, internalizing the corporate culture, developing mutual 

understanding, and creating synergy by combining the innovation and change 

brought by Generation Y with the experience of Generation X (Gürler, 2013). 

People who were born in the 1980s and started to take active roles today, but 

think quite differently from the previous generation, behave differently and have 

different expectations constitute the "Generation Y". The leadership and 

management techniques that can be used to understand, determine their 

expectations, establish healthy communication, transform their potentials into 

performance and ensure their adaptation to the corporate culture should be 

discussed on every ground in order to make the highest contribution of future 

managers with these differences to their institutions (Keleş, 2011). 
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1. Research on Generation Y 

Recently, we have come across researches about the new generation 

frequently. The easy part of these researches is that these segments can be reached 

more easily on the internet. The research results summarized below reflect this 

generation's thoughts on career trends, developments and business life. In the 

research conducted by Kariyer.net online with 18800 people born after 1981, 39% 

of the respondents were University and 22% Vocational School, 34% High School 

graduates, the most important criteria when choosing the companies, they will 

work with are “development opportunities and the company they will work with 

is the industry leader. and they stated that they wanted it to be recognized. They 

stated that "business life means this for me" statement, as building a career, first 

of all, being able to improve myself. They stated that “what they do not like most” 

in job interviews is that they are not informed as a result of the interview and that 

they want to be promoted or become authorized within one year after starting the 

jobThe most important feature of the managers in the questions asking their 

opinions about the managers; It has been observed that they adopt “giving 

themselves the opportunity to develop”, “open to creative and innovative ideas”, 

“problem-solving skills”. "My dream manager" expression; They defined it as 

"appreciating labor", "guiding" and "being there when needed". Again, managers 

stated that it is important to give one-on-one, face-to-face feedback when they 

want to appreciate them. 

They stated that their biggest concern about business life is primarily to work 

in an unfair environment, with a team they cannot get along with and in an 

unethical environment. The falsest prejudices they believe to exist about 

themselves are that they want everything, behave disrespectfully, criticize and 

complain about everything (www. Career.net, 2011). 

In the research conducted jointly by Theadea and Realta, 14 thousand 215 

students from 101 different universities participated in the survey conducted over 

the Internet. While Theadea's survey results in collaboration with Realta 

summarize the values and characteristics of the Y generation; it also shows how 

they define themselves. According to the results of the research; Some of the 

prominent characteristics of the generation Y are expressed as being helpful, 

attaching great importance to individual identity, reliable, enthusiastic, versatile, 

collaborative, active imaginative, and energetic.  Defining themselves as reliable 

workers and reassuring, young people stated that they worked diligently until the 
task was completed, but they did not prefer routine work (www. Realta.com, 2013). 

It can be concluded that the Generation Y, who is generally respectful of 

decisions, will replace the concept of authoritarian manager in the future with a 

new definition of manager who is open to and respects ideas. In addition to this, 

it is possible that good and efficient teamwork will emerge with the Y generation, 

which has the characteristics of being helpful and open to cooperation. In the 

business world of the future, with these young people who think that there should 
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be competition and who appear to love competition but also attach importance to 

harmony and communication issues; It seems that sweet but stiff competition 

conditions will emerge as much as it should be rather than fierce competition 

conditions. However, the most prominent feature of the X generation, which 

currently dominates the business world, is competitiveness. 

Considering especially the cooperative and open communication features of 

the Y generation, the problems of non-communication in today's companies and 

the problems of departments that are unaware of each other can be solved; Thus, 

companies can apply the fact that the company should work as a whole by moving 

away from working only on a department-based basis. 

In the survey, which also revealed that the generation Y has a high level of 

loyalty to their family and relatives, it is observed that young people attach great 

importance to individual identity and the concept of success. In addition, the Y 

generation, which turns out to be happy when their colleagues are successful, 

generally stand out with their more humane, hardworking, success-oriented, 

original and free characteristics that are aware of the importance of 

communication. 

Considering that the generation Y, who does not want to disagree with his 

close circle, always meets with like-minded people and is in environments where 

the same opinion prevails; Although they attach importance to open 

communication and the opinions and thoughts of others, they can also be seen as 

a generation that prefers not to have other opinions in their immediate 

environment. 

Another study, Turkey's trained over the internet 18- 35 years of age and 

ABC1 socioeconomic status (SES) was carried out with 331 young adults 

included in the group. Dates of birth and Internet consumption habits of these 

young adults in terms of representing the Generation Y is estimated that more than 

5 million in Turkey. 

Themes based on the interviewers' own narratives were tested with other 

questions. Accordingly, Generation Y is divided into four main groups: 

Individualists, success oriented, idealists and family oriented. The life stages in 

which each group stands out are different. Later, we also encounter them in 

different life stages. The biggest transformation is happening among those who 

started a family within the Y generation. This points to us two possibilities: Either 

the new generation members will grow from Individualist and Achievement 

Oriented, or people will be able to move from one group to another in line with 

the basic requirements of their life stages. 

However, no single face of this generation in Turkey. Factors such as their 

environment, school, family, marital status, child ownership and gender clearly 

differentiate their expectations from life. The most important feature that 

distinguishes this generation from others is that they do not accept situations such 

as work, school, or marriage without question. On the other hand, based on the 
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general narratives of Generation Y, it can be easily said that they are not as close 

to the freedom they know what they want. 

We see that Generation Y has solved the space problem that hinders their 

freedom relatively with social media. socializing over the Internet, individuals 

able to stay alone with him/her in Turkey, is seen as the key to make it able decide 

on its own and language. Young adults, who are forced by responsibilities and life 

difficulties at a very early age, breathe on Facebook and speak on Twitter. 

Turkey's Generation Y, popular trends mostly adopted state. Of course, they want 

to live healthy and their search for intimacy is obvious. They also say yes to 

socialization, but as much as they want and when they want. They are more busy 

than other generations, but unfortunately unemployment is also an important 

problem of this generation. The least owned trend is openness to new experiences; 

This is actually a stiffness that should be read with the lack of creativity that we 

searched for but could not find throughout the research. The lack of creative 

thinking restricted by our educational and cultural life hinders the need for new 

experience (Tufur, 2011: 34). 

Y generation's preferences in business life The field study prepared by 

Stratejico and coordinated by Era research and in which the youth subject Joseph 

Çiprut had interviews with Youth Research was conducted with 292 young people 

between the ages of 20-35 from 61 different universities. 68% of the participants 

graduated from university and work in a company, 32% are students. In the study, 

compared with the company and Turkey were asked to teens in their dreams. 

Questions about the working environment of firms in Turkey were directed. The 

results revealed that the company most wanted to work on was Google. 30% of 

young people want to work at Google. These young people said that they would 

like to work in this company, although they also pay 20% lower wages. A 

company like Google are hoping to be in Turkey (eraresearch.com, 2013). 

Again, in the focus group study conducted jointly by StratejiCo, young 

people think that Google values its employees; They say that the university looks 

at the success of young people in problem solving rather than its name. Stating 

that some regulations in Google's work are symbolic, young people stated that in 

the background of the arrangement of the work environment, work more 

efficiently, feel good, work harder gives the message and stated that they prefer a 

task-based working system instead of a clock-based working system. 

Saying that the most important thing in the workplace is performance, young 

people said, “If you can fulfill the task given to you, the system is working. They 

tell employers what kind of business model they want, saying, "There is a problem 
if you still get stuck on watches and clothes. “They state that the most important 

feature required of a company's employee is responsibility (Sabah Newspaper, 2013). 

2.The Effects of Generation Y on Human Resource Management 

Now in the world, Microsoft, Unilever, Coca Cola, IBM, Apple etc. Most of 

the employees working in companies are from the Y generation. The 
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characteristics of this new generation are very important in terms of human 

resources (HR) policies for companies operating under information economy 

conditions. The important common characteristics of this generation are that they 

have high ambitions to become managers and talented, but have weak loyalty, 

self-confident, freedom-loving and selective individuals. In addition, speed and 

technology passion, high adaptability and individual decision-making skills are 

the features that distinguish millennials from other generations. 

Life in the 21st century does not progress on a certain level and in a steady 

manner as in the 20th century. Life in the 21st century does not progress on a 

certain level and in a steady manner as in the 20th century. This order is valid for 

the majority of society However, the life of the generation Y does not follow the 

above course anymore. There are various education and career options at every 

stage of life. The life adventure is different now with various career, roles and 

stages. Today, education in the life of Generation Y continues into adulthood and 

then spreads to multiple careers and retraining throughout their entire lifetimes. 

Therefore, Generation Y has many needs from a workplace (McCrindle Research, 

2006). 

It is expected that in the next 10-15 years, approximately 60-70% of the 

business life will be from the Y generation. Yes, Generation Y has features that 

can be disadvantageous as well as many advantages. In this case, companies 

should take measures according to these characteristics or determine new 

management strategies while recruiting new employees. They should also 

evaluate how their relationship will be with the internal X generation and the next 

generation Y. As a result, the Y generation is gradually taking the place of the X 

generation. 

The fact that they act in a libertarian attitude that challenges the authority and 

that they can leave the business and switch to another business when they do not 

want to show that businesses do not only choose talent, but also that talent choose 

brands. Therefore, doing individual analysis correctly in career management is an 

indispensable element for the correct development period. 

Far from a hierarchical understanding of work, capable of doing many jobs 

at the same time, preferring a collaborative way of working, defending their own 

truths and not hesitating to express their opinions openly, the Y generation 

exhibits a success-oriented approach in business life. Generation Y, who does not 

compromise on career goals with their personal development, starts looking for a 

different job when they believe that they cannot achieve their goals and achieve 

success in the company they work for. Generation Y, who do not take a stable 

approach to changing jobs, can achieve successful jobs by showing high 

performance when they start working in a job that suits their right.  

Global companies conduct research and organize training to solve them. 

They are developing new HR and Performance systems for them. Companies 

reorganize their marketing strategies and campaigns. Generation Y is seen as a 
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threat for some and as an opportunity for others. It is predicted that they will 

change jobs between 10-14 during their career. They are considered to be the most 

literate group in the field of technology (houseofhuman.com, 2021). 

Many companies state that they develop their human resources policies in 

line with the values and expectations of this rising generation, and that they adapt 

and restructure their management style, instead of putting the demands and 

expectations of the generation Y in the foreground by putting them in the 

forefront. Considering the weakness of the sense of commitment of the Y 

generation, it is important to carry out orientation studies for those who are 

accepted to work in order to create a sense of belonging in the employees. Again, 

as the millennials enjoy clear and continuous communication, suggestion boxes, 

in-house publications, thank you posters are beneficial in terms of both job 

satisfaction and making communication continuous. Generation Y believes that 

all in-housework will add value to them; Training activities aimed at 

understanding and evaluating the Y generation can be beneficial in keeping the 

employee satisfaction at the highest level.  

It can be said that organizations can have a positive impact on the Y 

generation with their transparent management approach, the family atmosphere 

created within the company and the social life opportunities they offer to their 

employees. It is important for young people to know that setting life goals and 

having a vision is an important step towards self-improvement, and that their 

personalities, not knowledge for a career, will lead them to success. Generation Y 

wants to work in a leader and big company, cares about the business environment 

and expects respect. However, they want to be in a noticeably small organization. 

They make frequent job changes to gain experience. In order to contribute to the 

personal development of the Y generation, it is important to provide both domestic 

and international training and development opportunities. 

Technology is an indispensable part of life for millennials who actively use 

social media and the internet. Some companies set up their own social media and 

can share with each other on blogs set up by employees. Social media usage is 

required to promote the employer brand. In fact, in some companies, it can be seen 

as social entertainment, sharing and development space for social media 

employees. 

Discussions focusing on intergenerational mobility are generally limited to 

the relationship between father and son work-power style, however, there is a need 

to expand such studies to the point of how the work-power style and education 

level of the second generation affect intergenerational mobility. One of the two 

most important factors that reveal this differentiation process is the form of work-

power and the other is the education level (Güzel, 2006). 

When millennials are well managed and inspired, they become a rich source 

of talent for businesses. Studies show that millennials do not choose jobs based 

on salary. Or she/he can quit without finding a job. However, this is something 
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not seen in the X generation (Arman, 2013). In the studies, while the desire of the 

X generation to start their own business and become an entrepreneur in their youth 

is 3 percent, it rises to 33 percent in the Y generation. Another strength they have 

is team play (Arman, 2013). 

3.Generation Y and Its Consequences For The Education System 

It can be said that the oldest of the generation Y is in their 30s and has started 

business life, and the youngest is 10 years old and early in their education. 

Teachers up to the age of 30 who will train millennials are also among this 

generation. In education, new teachers can communicate better and effectively 

with this generation. Therefore, 15 million students representing Generation Y 

should be well known by the Ministry of Education and teachers (Yüksel, 2013). 

Generation Y wants to build a close relationship with authority figures, just 

like with their parents. They want to feel that elders or their supervisors where 

they work, or teachers at school, care about them personally. They want to feel 

special. They are generally supportive, good communicators and good motivators. 

However, as a side effect of a close relationship, millennials do not mind 

inappropriately sharing private information very easily and in informal ways. 

Conflicts frequently arise between the generation Y and the educators belonging 

to the previous or previous generation due to the fact that such behavior disturbs 

educators who are not used to it (Eckleberry-Hunt & Tucciarone, 2011). 

Perhaps the practices implemented by many educators for effective teaching 

with the generation Y enable the educators to be more effective; Namely, instead 

of traditional communication methods, teaching approaches that attract their 

freedom and interest in in-class communication with a humorous, ironic style; It 

should be applied using visual materials such as graphics and pictures. Teachers 

should prefer a student-focused and practice-based active learning model instead 

of traditional lecture-based teaching methods. Generation Y is more effective than 

collaborative learning methods because of their tendency to group work. In 

addition, students' learning styles should be determined and enriched materials 

suitable for these styles should be used in applications; Since technology is an 

important part of the daily lives of this generation, technology should be used 

intensively in the classroom. Since their interest is dispersed, hearing the feedback 

about their success and performance levels ensures the continuity of their work 

motivation. More attention should be paid to encouraging and appreciating 

students for their development of positive behavior and their academic success. 

Again, the capacities of school web pages should be increased, and students 

should be attracted to these sites by creating classroom and branch forum groups 

on these sites to evaluate their out-of-school time. School student representation, 

club and community service activities, student meetings, hobby groups will be 

more effective on these students (Yüksel, 2013). 

Another issue that needs to be dwelled on is what kind of approach should be 

followed in order for the education administrators to be more effective for the Y 
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generation teachers, whose number is increasing in education life. For this, first 

of all, supportive corporate leadership emerges as the most appropriate form of 

management. Mentoring new teachers on a daily basis and interactively; They 

want to get feedback when they do good deeds and know ways to improve 

themselves. Generation Y teachers want to work with an understanding, open-

minded, easy-going and enjoyable administrator. Generation Y teachers believe 

that they should be supported by providing adequate and equal educational 

resources. Generation Y teachers expect more resources for education and training 

than older generations. Besides, according to the generation Y members, the most 

important factor in developing the teaching profession is family participation. 

Many administrators tend to work in teams for the primary mission of the 

school, so that they can collaborate amongst their school staff in the execution of 

teaching strategies and programs. Generation Y employees attach great 

importance to relationships. They take time to develop these relationships and put 

respect for each other first, so they are more positively affected by corporate 

socialization. In the school environment, if a positive, welcoming and warm 

atmosphere is created, their institutional commitment increases more. Although 

strengthened relationships increase job satisfaction among teachers of all ages, 

millennials attach importance to individual relationships with their peers as well 

as relationships in the virtual world. If they feel a connection with their friends 

and are appreciated, they will work more effectively. In addition, it can be 

important to help Generation Y teachers plan their careers and talk about their 

future and expectations (Atabay, 2011). 

Table 1: Opportunities and Strategies for the Education of Generation Y 

Challenges Strategies 
Technology Avoid tradional lecture formats 

Teach contextually (multmedia formats, case presentation, hands-

on teaching) 

Role model and provide opportunities to be present without 

multitasting 

İnvolve residents in developing and using new technologies 

İdentify tecnology free times and encourage being mindfully 

present  

Professonal 

behaviours  

Comprehensively review rules and consequences in a structured 

environment  

Define appropriate and inappropriate behavior 

Develop a professionalism contract 

Schedule montly mentoring with detailed guidance  

Faculty role modelling  

Extarnal rewards  

İnvolve residents in project and committees 

Mentoring  Feedback provide with a stable, monthly mentoring relationship 
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Have residents reflect on struggles for giving feedback  

Provide immediate and summative feedback 

Discuss defensiveness openly  

İnvolve resindents in remediation plans 

Self-reflection exercises 

Basic education on Scheduling time  

Communication  Discuss appropriate boundaries of communication  

Use 360-degree evaluations 

Give writtten feedback 

Use praise and positive comments in puclic 

Give consistent message 

Accept honest and open feedback without becoming defensive  

Give concrete, immediate feedback 

Source: Eckleberry-Hunt & Tucciarone, 2011 

As seen in the table, we have some opportunities to understand Generation Y 

and to run them efficiently. Technology comes first among them. Enterprises that 

use the opportunities and strategies stated in the table correctly will be able to get 

higher performance and efficiency from the Generation Y personnel. Human 

Resources management can be efficient and effective primarily by defining people 

correctly and understanding them well. Personnel management will be easier if a 

management strategy is developed with a perspective that defines them correctly 

not only for Generation Y but also for all employees.   

Conclusion and Suggestions 

Studies and findings on Generation Y generally focus on those in the ABC1 

group in socioeconomic status assessment. The high general unemployment rate, 

the associated low-income level and the problems in women's participation in the 

labor force and the sexist culture deprive us of more general evaluations. 

However, the findings provide important clues to understand this generation. 

Understanding generation differences is important in business and education 

life. Because, researches about generations generally emerged depending on the 

fields of work-power and education. Especially nowadays, these researches have 

accelerated after conflicts in social and working life have begun to emerge. 

Whether education or business life, more than one generation coexists. Ensuring 

harmony between them is fundamental to the success of the Institutions. 

Generations before the generation Y are mostly in managerial positions. 

Therefore, understanding, recognizing and managing the Y generation is of great 

importance in increasing the functionality of institutions. However, for this, 

private or public institutions will first need to review their management 

understanding and human resources policies. They need to develop strategies to 

recruit and keep Gen Y. According to some researches, businesses that follow 

time and change well offer opportunities to keep Gen Y at work or to attract 
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talented individuals, suitable for their living conditions. For example: Internet: 

Website, social networks, media, e-mail, smart phone, advertising and promotion 

(Als, 2008; Milenyum Etkisi Raporu, 2013; Monstertrak Research, 2008; 

Millennial Impact Report, 2013; Schlitzkus ve ark. 2010; Roy ve Kreiss, 2011; 

Mccrindle Araştırması, 2006; Y Kuşağı Etki Raporu, 2013) It has been reported 

that businesses that develop policies and strategies to run Generation Y more 

efficiently with alternative tools and methods such as these are more successful 

(Uğuz Arsu & Yıldırım, 2020). In the future, the concept of authoritarian manager 

should be replaced by a new definition of manager who is open to every idea and 

respects ideas. The sense of belonging and loyalty to the job and the institution 

can be increased by improving the communication between the managers and the 

Y generation. It is now inevitable for managers to take part in social media. 

"Development" is the key word for them. Managers should definitely provide a 

development area for themselves and allow them to use their creativity. 

It is important for School Administrators to choose a supportive leadership 

model instead of the classical management approach and to adopt this culture for 

a change in this direction. Leadership in business and educational institutions 

should be supportive leadership. A more participatory understanding should be 

developed. By developing this understanding, private institutions and 

organizations make an effort to get better results and try to increase awareness. 

However, public institutions cannot show the same change. Although the 

necessity of change is known at the senior management level, it is done in a top-

down manner. Because the authoritarian approach is not compromised. These 

approaches no longer have any functionality. No matter how the top management 

makes the right changes, the style and approach will not ensure the internalization 

and support of the practitioners. Because there is no old generation. Although it is 

emphasized that education should be “student-centered”, the institution's “teacher 

centered” is not taken into account. Now, with the new generation, the concept of 

empowerment, which we call "empowerment" in the management literature, 

becomes mandatory. Finally, deliberate consideration of the effects of the skills 

and personal values of millennials on career and entrepreneurship tendencies by 

higher education institutions will enable these institutions to make the necessary 

adjustments in their curriculum and to bring those who represent this generation 

to the institutions of the future as individuals with higher performance. 
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INTRODUCTION  

All around the world, alternative tourism types become popular day by day. 

It is undeniable that health is one of the important reasons of participating in 

tourism activities. The recent developments in the health and tourism industry’s 

becoming important every passing day brings the health and tourism together, 

thereby creating a developing market area. Health industry makes progress for 

many reasons such as the advanced medical technology, accreditation of health 

trainings, the applications that are legal in different countries, low costs, short 

waiting times, favorable transportation facilities and communication beyond the 

limitations.  The health tourism expenditure in the world is about 500 billion 

dollars. By 2023, the health tourism expenditure is estimated to be 1 trillion 

dollars, while per capita expenditure is expected to be about 7500 dollars (Health 

Tourism Department, 2020).  

Turkey is quite advantageous in terms of geographical position, climatic 

characteristics, price and transportation. Especially the investments made and 

actions taken in health contribute to Turkey. It is observed that the number of 

patients visiting the country had a great increase in 2010 and thereafter. As of 

2018, more than 400 thousand patients were treated throughout the country. In 

Turkey, which ranks among the first 5 countries in the world health tourism, the 

aim is to reach to 2 million people in the number of patients visiting the country 

for health tourism purposes and achieve an income of 20 billion dollars in 2023 

(Ministry of Health, 2020).  

HEALTH TOURİSM AND LITERATURE 

Health tourism means traveling to a place other than the residence address 

for ensuring maintenance of physical and mental welfare and treatment of diseases 

and staying for at least one day in the place visited (Kantar and Işık, 2014-15).  

The actions taken in the field of health tourism contributes positively to the 

economy of countries and cities. In addition to the economic contribution, tourists 

visiting for health tourism improve social and cultural sharing, enable sharing of 

information and skills and becoming widespread of technology use. In line with 

health tourism, medical trade by country and city also develops and the quality of 

health services increases, while all of these constitute a whole (Annette de 
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Arellano, 2007).  

Given the tourism in the world, it is crucial to state that the health tourism 

has the largest market share and thus the highest growth rate (Taleghani, Chirani 

and Shaabani, 2011). Many countries in Asia, Africa and Eastern Europe take 

attempts in health tourism. Particularly, the Asian countries are the first to take 

such attempts and hit the headlines. Thailand, Singapore, Malaysia, India etc. are 

among the countries mostly preferred for health tourism. Recently, especially 

USA, Canada and Turkey came to the forefront in health tourism, ranking among 

the preferred countries of tourists (Hopkins, Labonte, Runnels and Packer, 2010).  

According to the classification of Republic of Turkey, Ministry of Health, 

health tourism is categorized into four groups, i.e. thermal tourism, medical 

tourism, elderly tourism and disabled tourism (Health Tourism Department, 2020)  

Thermal tourism refers to the tourism activity where the health applications 

combining different types of treatment such as physical treatment, rehabilitation, 

exercise, psychotherapy with various alternatives such as thermomineral water 

bath, drinking, inhalation, mud bath are used for tourism purposes (Ministry of 

Culture and Tourism, 2020). Thermal tourism covers the mobility towards the 

facilities using mineral waters above 20°C for the purposes of cleaning, resting 

and keeping fit (Health Tourism Department, 2020). Turkey has more than 1500 

thermal and mineral resources with temperatures of 20-110 °C. According to 2018 

data, Turkey ranks 1st in Europe and 7th in the world in terms of thermal water 

and geothermal resources. The number of foreign visitors is more than 600 

thousand (Turizmdays, 2020). Thermal tourism is considered an indispensable 

segment of health tourism. It is important today as it includes spas and other 

integrated activities. It constitutes a whole by combining naturalness, science and 

technology as well as combining the east and west and rural and urban concepts. 

Hydrotherapy techniques and healing waters are combined with new technologies 

and offered together with rituals dating back (Gustavo, 2010:129). There are 

developments in thermal tourism activities in the whole world. Tourist facilities 

operating under thermal tourism such as spas, cure centers witness improvements 

both in quality and services. The people all around the world believe that various 

diseases can be treated by natural methods and benefit from thermal tourism. 

Thermal tourism services and activities get diversified due to mainly the increase 

in aging of the world population. Thermal tourism is very common in the 

European countries. Germany, Belgium, United Kingdom and France are known 

to attach great importance to thermal resources and take attempts for utilization of 

these resources (Akbulut, 2010: 35). According to the research of Gustavo in 

Portugal (2020), thermal tourism and spa applications have become new trends 

and especially 20% of the population utilize thermal tourism applications. It is 

observed to be mostly preferred by women with average income of monthly Euro 

3000.  
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Medical tourism is a type of tourism that is similar to health tourism. Upon 

examination of numerous studies in medical tourism, similar definitions are 

observed. Medical tourism is defined as travels by the patients to overseas 

countries for medical treatment purposes (Connell, 2006:1093). According to 

Vijaya (2010), it refers to the health-purpose travels made to benefit from low 

costs. It means the tourism activity where a tourist travels to a foreign country to 

get treatment and stay there at least overnight and make expenditure (Musa, Doshi, 

Wong, Thirumoorty, 2012: 630). The common application areas of medical 

tourism are as follows (Eriş, 2019:1280): 

• Orthopedic diseases, 

• Cancer disease,  

• Cardiac diseases, 

• Organ transplants, 

• Dental treatment, 

• Surgical stomach operations, 

• Alternative medicine applications such as acupuncture, 

• Stem cell treatment, 

• Plastic surgery, 

• Infertility treatment,  

• Rehabilitation treatments. 

Turkey is preferable compared to various countries in medical tourism. Many 

medical operations such as plastic and aesthetic surgery operations, hair 

transplantation, eye operations, test-tube baby, open-heart surgery, cancer 

treatments are offered to foreign patients at very favorable prices. Turkey becomes 

prominent thanks to both the low costs and use of advanced technology in medical 

operations (İçöz, 2009: 2271).  

Elderly tourism refers to the tourism type that covers travel of the elderly to 

different countries for taking care and fulfillment of other needs (Şahin and Şahin, 

2018: 290). With features varying by country, the elderly tourism has gained 

importance in the recent times. Recently, there is an increase in the number of 

investments in the elderly tourism in Turkey.  These investments cover geriatric 

treatment centers to help treatment of diseases in the elderly, which organize tours 

for the elderly and make treatments (Daştan, 2014: 147). In the recent times when 

the average life of the people has got longer and the old age population has 

increased, it is clear that such rate is higher in Europe. Since it is expensive for 

the elderly to stay at old-age homes, they prefer to utilize the geriatric care and 

services in different countries within scope of health tourism (Öztürk and Bayat, 

2011). In the recent times witnessing increases in elderly tourism day by day, the 

need for the facilities with numerous supporting and complementary activities 

such as old age accommodation facilities, holiday and entertainment facilities, 

social activity areas will also increase within scope of this type of tourism.  
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Disabled tourism covers the disabled’s utilization of tourism activities 

equally and in a manner compatible with human dignity (Darcy and Dickson, 

2009: 33). In literature, disabled tourism is also called accessible tourism. 

Disabled tourism becomes a market with potential increasing day by day. The 

disabled tourism-oriented attempts and arrangements of the accommodation 

enterprises operating in Turkey have been detected to be inadequate (Yıldız, 

Yıldız and Karaçayır, 2017: 68). In order for taking best attempts in disabled 

tourism, it is required to have an infrastructure to facilitate information access, 

overnight stay, transportation and social activity, which constitute the basis of the 

tourist product. The disabled cannot take pleasure in travel and tourism when they 

cannot fulfill or have difficulty in fulfillment of their tourist needs (the World 

Tourism Organization, 2013: 2). Especially for increase of the income from 

disabled tourism in Turkey, the facilities are required to be designed fit for 

disabled tourism. In their study made for measurement of the effects of 

environmental factors on tendency of the disabled towards tourism, Bergier et al. 

have concluded that the price, social circle and medical advice are important 

(Bergier, Bergiern and Kubinska., 2010). According to a study investigating the 

factors that affected development of the disabled tourism in Romania, the 

important study results include failure of both governmental and non-

governmental organizations to take satisfactory efforts for disabled tourism 

activities (Mihaela, 2012). The results of research made in Turkey in disabled 

tourism are as follows: In a research for evaluation of 4- and 5-star 

accommodation facilities in Bodrum in terms of disabled tourism, the share of 

rooms for the disabled has been detected to be about 1% (Zengin and Eryılmaz, 

2013). The said rate is even below the legal regulation. In a study investigating 

suitability for the disabled of the accommodation facilities and visiting points in 

Çanakkale, they have been detected to have inadequate number of rooms and 

unfavorable physical access conditions (Tozlu, Mercan and Atay 2012). The 

studies indicate that Turkey still falls behind in the disabled tourism-oriented 

structuring. It is reasonable to consider disabled tourism an increasingly growing 

market and take efforts in this regard.  

The studies on health tourism in Turkey include the following: Demir and 

Saglık, 2020; Ozkan, 2019; Mutlubaş, 2020; Daştan, 2014; Ozsarı and Karatana, 

2013; Gursoy, Akgoz and Topuz, 2017; Gunduz, Gunduz and Yavuz, 2019; 

Tutuncu, Kiremitci and Calıskan, 2011; Tontus, 2018; Agaoglu, Karagoz and 

Zabun, 2019; Aslanova, 2013; Karababa, 2017; Edinsel and Adıguzel, 2014; Ozer 

and Songur, 2012; Yılmaz, Kurtaran and Yucesan, 2018; Aydın, 2012; Kantar and 

Isık, 2014; Dogan and Aslan, 2019; Yardan, Dikmetas, Us and Yabana, 2014; 

Unal and Demirel, 2011; Altın, Bektas, Antep and İrban, 2012. All the scientific 

studies are prepared in the field of health tourism, but some studies make regional 

contributions, while some contributes nationally. 
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EVALUATION OF TURKEY IN HEALTH TOURISM ASPECT 

This section of the research deals with the developments in health tourism in 

Turkey under the headings of the health tourism by numbers and SWOT analysis. 

Upon examination of Table 1, the number of tourists arriving in Turkey is 

observed to have a regular increase year over year. Although there is a fluctuation 

in the numbers in some years, this is probably attributable to the problems 

experienced in the country or the whole world. By its very nature, tourism industry 

is quite sensitive to economic, political and social conditions of the countries and 

the world. Therefore, the fluctuations in the number of incoming tourists and the 

income are considered possible.  According to the data in the table, the income 

from health tourism and the number of tourists visiting for health tourism has 

increased. The income from health tourism has a regular increase. The income 

from health tourism continued to increase even in the years when the tourism 

income decreased.  

Table 1: Tourism and Health Tourism Data By Numbers 

Year Incoming 

Tourist 

Tourism 

Revenue 

(1000 USD) 

Health Tourism 

Revenue (1000 

USD) 

Health Tourist 

2012 37 715 225 29 007 003 511 923 216 229 

2013 39 860 771 32 308 991 747 580 267 461 

2014 41 627 246 34 305 903 956 037 414 658 

2015 41 114 069 31 464 777 794 325 360 180 

2016 30 906 680 22 107 440 904 160 377 384 

2017 37 969 824 26 283 656 1 020 134 433 292 

2018 46 112 592 29 512 926 1 110 843 551 784 

2019 51 747 198 34 520 332 1 065 105 662 087 

Source: TUSİ, 2020; USHAS, 2020 

Considering the number of tourists in Table 2, in 2019, Turkey ranked 6th 

among the world’s tourism destinations with 51.2 million tourists.  

Table 2: Tourism Destinations in 2019 (Source: UNWTO, 2020) 

 Country Tourist Number 

1. France 90.2 milllion 

2. Spain 83.8 milllion 

3. USD 78.7 milllion 

4. China 67.5 milllion 

5. Italy 64.6 milllion 

6. Turkey  52.5 milllion 

7. Mexico 44.9 milllion 

8. Thailand 39.7 milllion 

9. Germany 39.4 milllion 

10. England 36.9 milllion 
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It is understood from the statistics that the studies made on tourism are effective 

and efficient.  

Upon examination of the number of hospitals by year in Table 3, there was 

an increase in the number of health institutions not only within body of the 

ministry of health but also as affiliated to universities and in the private sector 

from 2012 to 2017. These increases prove presence of investments in health.  

Especially in the recent years, Turkey has become a popular destination for health 

tourism. The reasons of Turkey’s being a preferred country in health tourism 

include its strategic position close to the countries, its natural and cultural wealth, 

affordable price of health services, the short waiting time for treatment and 

abundance of thermal resources.  The number of institutions with international 

health tourism license is 1043 as of 2020, while the number of intermediary firms 

with health tourism license is 158. The number of such institutions in health 

tourism increases day by day, contributing to the increase in the income from 

tourism movements.  

Table 3: Hospital Number According to Year and Sector 

Year Health 

Mins. 

University Private 

Firm 

Another Total 

2012 832 65 541 45 1 483 

2013 854 69 550 44 1 517 

2014 866 69 556 37 1 528 

2015 865 70 562 36 1 533 

2016 876 69 565 - 1 510 

2017 879 68 571 - 1 518 

Source: Directorate General for Health Tourism, 2020 

SWOT ANALYSIS OF TURKEY IN HEALTH TOURISM 

Turkey has made great achievements in the field of health especially in the 

recent years. It makes progress towards increase in economic contributions of 

health tourism thanks to both the investments in health and the attempts focusing 

on health tourism. The attempts on health tourism will become more efficient 

when they are taken after determination of strengths and weaknesses of Turkey in 

health tourism and getting aware of any opportunities and threats.  

Strengths 

1. Turkey is advantageous thanks to the health facilities it owns and its 

geographical position. 

2. Turkey’s success in the service industry shows its capability to achieve 

also in health tourism activities. 

3. Especially the high number of alternatives in tourism types will contribute 

to the increase in demand for health tourism. 
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4. Particularly, creation of a more popular and more reliable Turkey image 

in the Middle East and Asia. 

5. More affordable health tourism expenditure compared to the European 

countries. 

6. Presence of legal regulations in health tourism and the governmental 

incentives in this respect. 

7. Preference of Turkey in health tourism by the Turkish citizens who lives 

in Europe. 

8. Presence of 170 health institutions with international quality certificate 

(JCI). 

9. Health services in European standard since it is a candidate member of 

the European Union. 

10. Since the laboratories and manufacturing sites of the largest 

pharmaceutical firms are located in Turkey. 

11. Governing of the health attempts in Turkey by the state policy and 

presence of a roof structure. 

12. Presence of an airline such as Turkish Airlines that arrange flights to many 

international destinations. 

13. Ranking 1st in the Europe thanks to presence of numerous thermal spas 

for health tourism. 

14. Presence of many qualified human resources that are specialized in 

medical science. 

15. Since it becomes important for the health personnel to speak a foreign 

language and the Ministry of Health provides services to the patients in 

foreign languages such as Arabic, English, German and Russian. 

Weaknesses 

1. Inadequate studies in advertisement and marketing. 

2. Lack of a health services standard. 

3. Inadequate number of the intermediate staff trained in health sector. 

4. Impossibility to employ foreign physicians especially in public hospitals. 

5. Inadequate number of people speaking a foreign language in public health 

institutions. 

6. The negative image of Turkey in some countries and its reflection on 

health tourism. 

7. Weak relations of the health institutions and insurance firms in Turkey 

with the organizations serving in the field of health tourism in foreign 

countries. 

8. Problems in pricing of health services. 

9. Since the public awareness in importance and benefits of health tourism 

started to be raised extremely late and trainings are inadequate in this 

aspect. 
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10. Since the relation between the intermediary companies and service 

providers in health tourism is not at the desired level. 

11. Since the cooperation in logistic services in the field of health tourism is 

not at the desired level. 

12. The brain drain in health. 

13. Inadequate number of the cities with developed infrastructure and 

superstructure in health tourism. 

Opportunities 

1. Aging of the world population and increase of the interest in health 

tourism with aging. 

2. Reduction of costs thanks to the advanced technology. 

3. Turkey’s starting to create a positive image in health. 

4. Turkey’s getting benefit from tourism industry and its coming into 

prominence in health tourism as well. 

5. Advantage of Turkey especially in transportation thanks to its 

geographical position compared to many countries. 

6. Regulation of fifty percent tax exemption on treatment fees of foreign 

patients. 

7. Increase in mouth to mouth marketing activities in line with the increase 

in the number of foreign nationals who are provided with treatment 

opportunity by the state in Turkey. 

8. Start of arrangements in legal regulations in health tourism. 

9. Taking into consideration of the concept of health tourism by the Ministry 

of Health in the attempts made and its inclusion in 2023 health vision.  

10. Increase in demand for developing countries due to the high waiting 

periods and costs in treatment in developed countries. 

11. Presence of the Health Tourism Coordination Board consisting of 

specialists in health tourism. 

Threats 

1. Like tourism, the health tourism’s being quite sensitive to global crises. 

2. Reflection on health tourism of the political crises between the countries. 

3. Plenty number of competitors in health tourism. For example, India, 

Thailand, Israel etc. 

4. Time loss and costs arising from the state’s being the regulator authority 

in health tourism. 

5. Lack of accreditation bodies that take international standard as a base. 

6. The competition between the health institutions based on price rather than 

service. 

7. Lack of a service standard in health tourism. 
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REVIEW AND CONCLUSION 

According to Drouin et al (2008), many European countries are estimated to 

allocate more than one fifth of GDP (gross domestic product) to health services 

by 2050, while such rate will reach to fifty percent especially in USA and Sweden 

towards 2080. Based on the results of the scientific studies carried out, future 

investments of Turkey in health tourism should be reasonable and it is required to 

take planned and rational marketing and advertisements attempts. It should 

especially participate in exhibitions for target countries and share the information 

about the health system. Turkish health system should be introduced in the 

international platform. 

The relation between the markets created for the disease and health concepts 

has started to be closely associated day by day in health tourism. The health 

tourism concept and its reflection on economic growth increase every passing day 

(Hofer, Honegger, Hubeli, 2012: 61). Turkey should benefit well from its 

advantage for the cost of health tourism. Considering the 2 million foreign visitors 

target in the health vision for 2023, there will be great economic contributions. It 

should be taken into consideration that any unexpected risks such as Covid 19 in 

achieving the health vision may have a negative effect on the estimates. 

Alternative plans should be made for such potential cases.  

According to Sigrist (2006), the people focus on the disease rather than the 

health. The conventional health services are disease-oriented, while the target 

market for the healthy people represents the new health services market. In the 

disease-oriented market, the people with diseases are treated, but the new health 

services market has applications for protection of a healthy person from disease. 

The new health services market is shaped by the new lifestyle of today’s 

community where the search for time, resting and welfare is a new luxury. For 

health tourism, it will be reasonable to promote with new trends any concept hotels 

and health centers located in the huge areas near the thermal resources. Turkey 

rank among the leading countries of the Europe and the world in terms of thermal 

resources.   

In the study made in the Alps by Schalber and Peters (2012), it has been 

concluded that the health awareness is effective on development of health tourism 

and the medical health applications represent a developing segment in health 

tourism. It is required to raise people with awareness on health tourism in the 

country and explain the importance of health tourism to the public. Particularly, 

the academic people trained in foreign language will contribute to development of 

health tourism.  

The lifestyle and life cycles in our era have effect on health tourism. The 

factors that affect health tourism: downward tendency of the number of children 

since the people get married lately or prefer not to get married as a result of 

increasingly aging of the world population, increase in the divorce rates, upward 

tendency to alternative medicine and complementary treatment, negative 
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situations arising from increase in technology addiction (especially decreased 

confidence of the people using social media, failure to completely relax in sleep, 

problems in relations etc.). Applications such as digital purification reclusion are 

among the applications referred to for keeping away the technology today (Smith 

and Puczkó, 2015). Another view that affects health tourism is nature deficit 

disorder. The children and youth have some health problems especially when they 

grow up deprived of nature (Louv, 2005). It will be good for Turkey to provide 

products and services by combining its natural, historical beauties with the health 

tourism. Inclusion of alternative tourism types into the health packages prepared 

will contribute to the increase of the income from health tourism.  

The Ministry of Health, Ministry of Tourism and the intermediary companies 

should act together in their efforts for health tourism. The activities should be 

executed more actively by establishing health tourism branches abroad. 

Especially, insurance firms should coordinate. 

Not only the private hospitals but also public hospitals should take active role 

among the health institutions to operate in health tourism. Certain domestic 

standards should be established related to the service quality of the institutions to 

serve in health tourism. There should be attempts to increase the number of and 

promote the institutions holding a JCI certificate throughout the country.  

Success may be achieved by evaluating the strengths and weaknesses of 

Turkey in health tourism, transforming threats into opportunities and by 

strengthening weaknesses. Beyond doubt, the new investments in health have 

higher quality and higher technology. The increase in health tourism income will 

be an inevitable result of better coordination and more rational advertisement and 

marketing efforts.  
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SWOT Analysis of Sındırgı (Balıkesir) according to the 

Cittaslow Movement  

Özge GÜDÜ DEMİRBULAT1 and Uğur SAYLAN2 

1Assist. Prof. Dr., Balıkesir University, Burhaniye Academy of Applied Sciences, Department of 
Tourism Management, Balikesir, Turkey 
2Assist. Prof. Dr., Kütahya Dumlupınar University, Tavşanlı Faculty of Applied Sciences, 
Department of Tourism and Hotel Management, Kütahya, Turkey 

 

INTRODUCTION 

The origin of the idea of “slow movement”, which developed against the 

lifestyle imposed by globalization, can essentially be considered as slow food and 

cittaslow movements. Slow Food, which emerged from the “slow movement”, is 

the most organized and widespread civilian movement spreading across the world 

(Donat & Yavuzçehre, 2016). Cittaslow, on the other hand, is described as a 

concept introduced as an alternative to today’s modern city life to enable local 

people living in a city to continue their daily life in a certain comfort without 

environmental pollution (Yüce & Demir Yaleze, 2018). Nowadays, local artisans 

such as greengrocers and tailors are replaced by shopping centers; the areas where 

children are to play are reserved for the parking lots. Therefore, cities designed to 

consume more and move faster have separated people from nature and each other. 

Therefore, the fact that consumption-oriented life does not bring happiness and 

peace to people has brought the Cittaslow movement to the agenda (URL1, 2021). 

Cittaslow movement, which emerged as a stance against the fast-style living 

brought by the globalized world (Servon & Pink, 2015) and the destruction of 

traditional life, has attracted a lot of attention in many countries in recent years 

and the number of cittaslow is increasing day by day (Yüce & Demir Yaleze, 

2018). As of January 2021, 268 cities in 30 countries are members of Cittaslow 

network. 18 cities are members of the Cittaslow network in Turkey. These cities 

are Ahlat (Bitlis), Akyaka (Muğla), Eğirdir (Isparta), Gökçeada (Çanakkale), 

Gerze (Sinop), Göynük (Bolu), Güdül (Ankara), Halfeti (Şanlıurfa), Köyceğiz 

(Muğla), Mudurnu (Bolu), Perşembe (Ordu), Seferihisar (İzmir), Şavşat (Artvin), 

Taraklı (Sakarya), Uzundere (Erzurum), Vize (Kırklareli), Yalvaç (Isparta) and 

Yenipazar (Aydın) (URL2, 2021). 

When a city is Cittaslow, it means that the texture, color, music, and story of 

the city are in harmony, at a pace that local people and visitors can enjoy (Özhancı 

et al. 2012). In terms of the tourism sector, being a cittaslow aims to increase the 

attractiveness of the small cities in terms of tourism by preserving and developing 
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the original characteristics (Acuner, 2014). In this study, it was aimed to analyze 

the suitability of Sındırgı, which has an important tourism potential with its 

historical richness, natural beauties and cultural values, according to the 

philosophy of “cittaslow”. Accordingly, by examining the concept of cittaslow, 

whether Sındırgı complies with this philosophy and to what extent local 

authorities endeavor regarding the issue were tried to be determined. 

LITERATURE REVIEW 

The Slow Food movement, a food-based social movement, emerged as a 

reaction to the opening of Mcdonald’s restaurant in Rome’s Piazza di Spagna and 

was initiated by Carlo Petrini, an Italian gastronom, in the city of Cuneo in the 

Langhe Region of Italy in 1986. The development of the slow food movement, 

which emphasizes nutritional habits and cultural identity, has made it possible to 

realize that the current situation is applicable not only to nutritional habits but to 

the whole life (Tayfun & Acuner, 2014). This situation brought the Cittaslow 

movement to the agenda, which emerged as an extension of the Slow Food 

philosophy (Presenza et al. 2015; Şahin & Kutlu, 2014). Cittaslow is a 

combination of the words “Citta”, which means city in Italian and “Slow” in 

English. It means “sakin şehir” in Turkish (Acar, 2017). 

The association of Cittaslow International (Presenza et al. 2015), which is 

based on ensuring the collective welfare of cities without losing their identity for 

a quality life, was officially established with the Slow Cities Agreement in 1999 

in the Italian city of Greve in Chianti by the mayors of Bra (Francesco Guida), 

Orvieto (Stefano Cimicchi) and Positano (Domenico Marrone) and Slow Food’s 

founder Carlo Petrini (Miele, 2008; Şahin & Kutlu, 2014). The Cittaslow 

International serves as an international association of municipalities to which 

cities with a population under 50,000 can become members (URL3, 2021). 

In order for cities to become a member of the Cittaslow network, they must 

meet the criteria set by the Cittaslow International. In this regard, there are 

seventy-two criteria collected under the subheading of “Environmental Policies”, 

“Infrastructure Policies”, “Urban Life Quality Policies”, “Policies on Agriculture, 

Tourism, Tradesmen and Craftsmen”, “Plans for Hospitality, Awareness, and 

Education”, “Social Cohesion” and “Partnerships”. The candidate city is 

requested to prepare an application file describing and documenting what has been 

done about the Cittaslow criteria. Applications of candidate cities that have been 

submitted to the Cittaslow national coordination unit and paid the file evaluation 

fee specified by the Association are evaluated by the Coordinatorship. When the 

candidate gets at least 50 points, the file is delivered to the headquarters. If the 

application file is suitable, the membership of the candidate city is announced with 

a certificate ceremony (Alagöz, 2018). Cities, whose memberships have been 

announced, are entitled to use the logo of the Cittaslow movement (snail logo) and 

are audited regularly every four years, and in this way, it is ensured that the goals 

of the cittaslow are continuously improved. If the cities fail to make any progress, 
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they may be expelled from the association (Ak, 2017; Miele, 2008). 

Cittaslow International application process is carried out by Turkish 

Cittaslow Network Secretariat and Coordinatorship (Samırkaş Komşu et al. 2019). 

The first Cittaslow movement in Turkey began in Seferihisar, Izmir on November 

28, 2009 with a Cittaslow certification. Then in the Cittaslow International 

Congress in Lidzbark Warmiński in Poland on June 24, 2011, Akyaka (Mugla), 

Yenipazar (Aydin), Gokceada (Canakkale) and Taraklı (Sakarya) in Turkey were 

announced as slow towns and the number of cities increased to 5. Thus it became 

possible to found the National Cittaslow Association in Turkey (Ak, 2017). As of 

January 2021, the number of cities has increased to 18. 

Study Area 

Sındırgı, a district of Balıkesir, is located in the Southwest Marmara region. 

The modern city of Sındırgı was founded at the end of the 18th century. In the 6th 

century BC, Persians invaded this region known as Misya along with Lydia and 

all Anatolia. The region, which had been under Persian sovereignty for 200 years, 

was invaded by the Romans, the Kingdom of Pergamon. Then the city was ruled 

by Byzantines and then by Seljuks. After the Karesi Principality, Turkmen 

communities such as Çavdarlılar and Avşarlılar settled in the region, which then 

came under the Ottoman rule. Sındırgı Municipality was established in 1884 and 

Sındırgı became a district in 1913 (URL4, 2021). 

Sındırgı, which is 63 km away from Balıkesir city center, has a population of 

33,253 according to 2019 census data. Namely, Sındırgı meets the first criterion 

of Cittaslow membership. 

Sındırgı is a destination that strives to be at the forefront of tourism in 

Balıkesir with its geography, natural, cultural, historical and local values, special 

events, festivals and sports activities (Aydemir et al. 2018). It is possible to list 

the important historical, natural and touristic values of Sındırgı as follows (Acar, 

2017): 

• The Martyrdom of Makbule Efe in Kocayayla, the eternal resting place of 

Makbule Efe, who was martyred at the age of 21 while fighting against 

the enemy on March 16, 1922, 

• Gölcük Kemer Bridge, dating back to the 15th century, is located 14 km 

from Sındırgı, 

• Kertil Mountain and Recreation Area, which has an altitude of 778 

meters, is 14 km away from the city center and can also be used as a picnic 

area, 

• Cüneyt Kemer Bridge, located on the Cüneyt Valley, dating back to the 

15th century, 

• Microlight Runway (Motorized Wingsail Runway), which is 3 km away 

from the city center and is a suitable take-off area for paramotors, 

• Yaylacık Skydiving Hill, which is 660 meters high and is a suitable 

jumping point for parachute and other sports, 
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• Zindan Rocks, a 3000-year-old rock settlement, is located 21 km from the 

city center, 

• Çoturtepe Stone Houses, 17 km away from the city center, are known for 

historical stone houses, 

• Hisaralan Spa Center, which has 98 degrees natural thermal spring water, 

• Authentic Historical Grain Warehouses manufactured from Çıralı pine 

wood without hammering nails. 

Sındırgı has a logo which was created to represent the district in national and 

international promotions and a slogan determined as “natural city” (Aydemir et 

al. 2018). Sındırgı's secret for the district promotion is “Yağcıbedir land, place of 

wrestlers, home of heroes, Sındırgı”. As a matter of fact, there are places in 

Sındırgı where original Yağcıbedir carpets are woven (Eşmedere District, Çakıllı 

District, Karakaya District, Eğridere District, Alakır District). Besides, Sındırgı 

has hot springs for health tourism, cultural richness for cultural tourism, and 

geographical places for nature tourism. In addition to the potential for rafting on 

the Simav Stream, there are mountaineering and camping areas and areas for 

paragliding (Acar, 2017). 

MATERIALS AND METHODS  

In this study, it was aimed to analyze the suitability of Sındırgı, which has an 

important tourism potential with its historical richness, natural beauty and cultural 

values, with the philosophy of “Cittaslow” from these perspectives. In this 

context, by analyzing whether Sındırgı meets the criteria proposed by the 

Cittaslow International, the work of local authorities was tried to be determined. 

This study is a qualitative field study and interview technique was used as data 

collection. The study data were collected from primary sources through a semi-

structured questionnaire. The interview form was created according to the seven 

main criteria determined by Cittaslow International as “Environmental Policies”, 

“Infrastructure Policies”, “Urban Life Quality Policies”, “Policies for Agriculture, 

Touristic, Tradesmen and Craftsmen”, “Plans for Hospitality, Awareness and 

Education”, “Social Cohesion” and “Partnerships”. Also at this stage, an interview 

form designed by Yılmaz et al. (2016) was used. Therefore, three local 

administrators were interviewed and their opinions were obtained through 38 

semi-structured open-ended questions. Moreover, written sources related to the 

region, scientific studies and internet databases were also examined, and 

observations and examinations were made. 

RESULTS 

As a result of the field research conducted in Sındırgı and the interviews with 

local administrators, it was determined that some work is planned to be carried 

out directly or indirectly according to the “Cittaslow” criteria. This work is 

evaluated and explained in the following subheadings. 
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Sındırgı in terms of Environmental Policies Sub-Criteria  

Within the scope of environmental policies sub-criteria, there are 12 items 

covering topics such as dealing with air pollution, cleaning drinking water, 

separation of urban solid wastes, sewerage network, wastewater treatment, and 

light-noise pollution. In Sındırgı, it is stated by the local administrators that the 

levels regarding air and water are within the parameters specified by the law. In 

addition, urban wastes are separated and collected by the municipality and the 

wastes are taken to the Bigadiç waste collection center. Construction of a 

wastewater treatment plant with a treatment capacity of 25 thousand people 

continues in Sındırgı. Additionally, efforts continue to reduce street lighting in the 

city center to prevent light pollution. In order to reduce visual pollution, the power 

lines on the main streets have been taken underground. 

Sındırgı in terms of Infrastructure Policies Sub-Criteria 

Services such as bicycle paths and parking lots, and the removal of 

architectural barriers for disabled, pregnant and elderly citizens constitute the sub-

criteria of infrastructure policies. There is no bicycle path in Sındırgı. However, it 

is planned to make necessary arrangements in this regard. As a matter of fact, 

work has been continuing to build a walking track and a bicycle path on an area 

of 2596 square meters. Family life and initiatives for pregnant women have also 

supported. In this context, it is planned to create a private parking lot for pregnant 

women in Sındırgı State Hospital. Necessary architectural arrangements have 

been made for disabled citizens in the hospital as well as the new municipality 

building. 

Sındırgı in terms of Urban Life Quality Policies Sub-Criteria 

In urban life quality policies sub-criteria, there are 17 items covering issues 

such as the protection of historical buildings and places of the city, greening of 

social spaces, interactive services for citizens and tourists, creation of sustainable 

architecture and service desks, internet network, monitoring and minimization of 

pollutants, personal and public sustainable city planning, creation of market areas 

for the sale of local products and the protection of workshops. In Sındırgı, within 

the scope of improving the values of the city, “Former Military Office Building” 

and “Şerif Paşa Mosque” were restored. Former Military Office Building now 

serves as a boutique hotel with the name of “Kışla Museum Inn”. In addition, the 

historical prosecution building, which was built in 1884, was restored and opened 

as a “Wrestling Museum”. Remzi Çakar Wrestling Museum was also awarded to 

the museum incentive award by the association of Historical Cities. Therefore, the 

wrestling culture in the district is kept alive with the wrestling team. Local 

administrators state that important work has been done in the framework of 

creating areas for the commercialization of local products in Sındırgı. These are 

the “Akpınar Life Center”, where products belonging to the Sındırgı culture are 

exhibited, and the “Hanımeli Bazaar” where these products are offered for sale. 
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In addition, in the “Bilge Ceramic & Art Workshop”, a social enterprise project 

established by the Bilge Generations Institute with international grants, studies are 

carried out to keep the ancient culture of Sındırgı such as pottery, glassmaking, 

ceramics and soil art. In order to establish and protect market areas and workshops 

for local products, there is a “Yonca Bazaar” in the city center. It is stated by local 

administrators that various effort have been made to afforest the social spaces in 

Sındırgı. 

Sındırgı in terms of Policies on Agriculture, Tourism, Tradesmen and 

Craftsmen 

Policies on issues such as the certification of local products, the use of local 

and organic products in public areas, the provision of taste trainings in the catering 

sector, the protection and support of local products and activities, increasing hotel 

capacities and banning the use of GMOs in agriculture are within this scope. The 

Turkish Patent and Trademark Office has given Sındırgı Municipality the right to 

use geographical indication given to Yağcıbedir carpet, which was hand woven in 

Sındırgı by Yoruks who migrated from Central Asia. There are also some work to 

establish cultural museums in Sındırgı. In addition, it is stated by the local 

administrators that new projects will continue. In terms of increasing the value of 

traditional business techniques and crafts in the region, courses (rope dyeing, 

pottery, etc.) are held in Akpınar Life Center. In the framework of increasing local 

and traditional cultural activities, “International Sındırgı Yağcıbedir Carpet, 

Culture and Art Days” and “Sındırgı Çavdarlı Şerif Pasha Horseback Archery 

Championship” are organized. In the district, Hisaralan, Emendere and Çaygören 

regions are evaluated in terms of thermal tourism, and hotel capacities are 

increased in these regions. Accordingly, technical support is provided to hotels 

and license work is facilitated. Regarding the prohibition of the use of GMOs in 

agriculture, five pilot regions were determined for the use of traditional seeds and 

Karakilcik wheat was planted in these regions and put up for sale. Therefore, the 

production of local Karakilcik wheat has increased and the production of gluten-

free bread has been encouraged. 

Sındırgı in terms of Plans for Hospitality, Awareness, and Education 

Sub-Criteria 

There are 10 items including welcoming visitors to the city and raising the 

awareness of tradesmen-tourism operators, training educators, managers, local 

people and employees on Cittaslow themes, and supporting Cittaslow campaigns, 

in the plans for hospitality, awareness and education sub-criteria. Staff are 

assigned and trained to introduce the important values of Sındırgı for those visiting 

the city. Training programs to be organized to increase the awareness of tradesmen 

are at the planning stage. The issue is also important for tourism operators. 

Accordingly, work has been carried out to host tourism agencies in Sındırgı. As a 

matter of fact, in September 2019, TÜRSAB certified tourism agencies operating 
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in İzmir were hosted in Sındırgı, in cooperation with the South Marmara 

Development Agency and Sındırgı Municipality, to support tourism, promotion 

and increase the tours coming from outside the district. Again, in September 2019, 

a visit was made to Seferihisar to examine the projects carried out by Seferihisar 

municipality for Cittaslow. In addition, the public is informed about the issue at 

the “white table” department established by Sındırgı municipality. In case of 

joining the Cittaslow network, the city logo (stork) has been determined to be used 

in the touristic and cultural activities of the municipality. It is also planned to 

establish “slow meal” events at regular intervals. 

Sındırgı in terms of Social Cohesion Sub-Criteria 

Plans and projects regarding discrimination against minorities, people from 

different ethnic origin living in the same neighborhood, the integration of 

disabled, support for childcare, employment of the young generation, poverty 

prevention efforts, social partnerships and the existence of non-governmental 

organizations, integration of different cultures and public housing assistance 

constitute social cohesion sub-criteria. It is possible to say that the aforementioned 

issues have not occurred in Sındırgı at present, but are in the planning stage. An 

area where the social housing project for the Romani people has been determined 

and the work has started. In this sense, it has been determined that there is no 

discriminatory attitude towards minorities. However, no work or initiatives have 

been identified to support childcare. Within the scope of the existence of the areas 

where youth activities are carried out, there is a Youth Center in Sındırgı, which 

was built by the Ministry of Youth and Sports. In addition, work is carried out for 

the realization of projects for the employment of the young generation. There are 

TOKI (housing development administration of Turkey) houses that have already 

been built and projects have been continuing in this regard. 

Sındırgı in terms of Partnerships Sub-Criteria  

In the partnerships sub-criteria, there are 3 items including supporting slow 

food activities, natural and traditional foods, and cooperating in developing 

countries to spread Cittaslow and Slow food philosophies. Zoğal and Arslan 

(2018) underline that the Cittaslow philosophy should be adopted with all the 

elements of Sındırgı (public, municipality, organizations). According to the 

Cittaslow criteria, the local people of the candidate city should be informed. That 

is to say, in order for the project to be successful, it is first required to be accepted 

by the local people. In a study examining the approaches of the local people living 

in Sındırgı to the Cittaslow movement (Acar, 2017), it was concluded that the 

participants supported the movement. In the study conducted with 352 people, the 

majority of the participants (81.1%) stated that they would be pleased that Sındırgı 

was a cittaslow. According to another finding of the aforementioned study, it was 

determined that the local people living in Sındırgı mostly (75.6%) thought that the 

professions which disappeared could be revived with the Cittaslow movement. 
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Therefore, in Sındırgı, it is confirmed by local administrators that both slow food 

and cittaslow movement should be realized in cooperation (local people, 

tradesmen, etc.) 

DISCUSSION AND CONCLUSIONS 

The slow movement enables individuals to reassess the quality of their daily 

lives and to care about the transformation to a slower and higher quality of life 

(Hatipoğlu, 2015). Accordingly, it is possible to say that the transformation is 

more likely to take place in cities such as Sındırgı, where industrial production is 

not intense and has managed to protect its nature and cultural identity. 

Cittaslow is treated as a process, not a result. Accordingly, cities having a 

philosophy that aims to be in a continuous development for human life is more 

important than fulfilling all Cittaslow criteria. Cittaslow is described as a “quality 

journey” for its member cities (Keskin, 2010). It has started with objectives such 

as encouraging local production, supporting small-scale craftsmen and ensuring 

their development, protecting local and cultural elements and traditional 

architectural structures (Köse & Özdemir, 2019). In other words; Cittaslow cities 

use and market organic products produced in their regions, and attach importance 

to the preservation of their traditional structures in food and beverage businesses 

such as restaurants and cafes. This situation ultimately leads the tourists visiting 

Cittaslow cities to enjoy the leisure activities. Therefore, the detailed and holistic 

nature of slow food and slow city initiatives also helps the development of 

sustainable tourism in these cities (Hatipoğlu, 2015). 

It should be noted that being a cittaslow does not only mean preserving the 

traces of the past, but also means living a better life by using the existing potential 

(Hatipoğlu, 2015). Therefore, when we consider the cittaslow approach in the 

context of global tourism trends, it is possible to say that small cities try to make 

a difference in tourism by preserving and developing their local identities (Acar, 

2017). The fact that Sındırgı gains the character of a cittaslow will allow the 

development of tourism activities in the district and will have important 

contributions on the brand image and recognition of the district (İbiş, 2018). 

As a result of this study in which Sındırgı is evaluated in terms of Cittaslow 

criteria, it is determined that Sındırgı meets or will meet the majority of the 

seventy-two criteria grouped under seven main headings with future plans and 

projects. Accordingly, cities that apply for membership to join the Cittaslow 

network are given a period of time to meet all the criteria (Köse & Özdemir, 2019). 

According to the findings of this study, it is possible to make a general profile of 

Sındırgı in terms of the cittaslow philosophy (Table 1). 
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Table 1: SWOT Analysis of Sındırgı within the scope of the Cittaslow 

Strenghts Weaknesses Opportunities  Threats 

-The population to be less than 50,000 

-Air and water pollution levels to be at the 

values specified by the laws 

- Collection of urban wastes by separation 

- Making necessary architectural 

arrangements for disabled citizens in public 

areas 

- Local sports events. 

- Afforestation work for the greening of 

social spaces 

- Granting the right to use geographical 

indication to Yağcıbedir carpet, one of the 

local products 

- Organizing various courses to increase the 

value of traditional business techniques and 

crafts. 

- Organizing local and traditional cultural 

events, competitions, and festivals 

- Friendly and innovative residents of the 

environment 

- The support of local people to the cittaslow 

movement 

-Having rich thermal resources 

-Existence of wildlife habitats 

- Vegetation diversity in the region 

-  Areas allowing various recreational activities 

- Intact historical and cultural structure. 

- Sufficient water resources 

- Increase in agricultural production 

-The lack of a bicycle path 

-Lacks in social cohesion issues 

-The lack of food and beverage 

businesses in terms of quality and 

quantity 

- The lack of awareness of 

developing tourism in rural areas 

- Natural and cultural resources are 

not utilized as touristic products 

- The lack of unique touristic service 

venues (shopping, eating and 

drinking, entertainment) 

- The lack of a strong organization 

that brings together local 

government, public administration, 

local people and NGOs in tourism. 

- Insufficient attention to protect 

natural and cultural values 

-People do not trust each other 

-The migration of the young 

population 

- Inability to identify and grow 

suitable agricultural products 

- The lack of technical knowledge of 

those involved in agriculture 

- The inadequacy of the entrepreneur 

profile 

- The need for renewal of the district 

infrastructure 

- Construction of waste water treatment 

plant 

-Reducing street lighting in the city center to 

prevent light pollution 

- Restoring old and historical buildings and 

using them for touristic purposes 

- Creating areas for the commercialization 

of local products. 

- Making efforts to establish cultural 

museums and keep cultural values alive 

- Providing technical support and various 

facilities to tourism enterprises to evaluate 

the thermal tourism potential 

- Planting agricultural products using 

traditional seeds and putting up for the sale 

on the market 

- Training and raising awareness of 

stakeholders (employees, tradesmen, local 

people, etc.) about the cittaslow 

- Renewal of transportation infrastructure 

and inclusion of new projects in the 

investment program 

-University-city cooperation opportunities 

-Planning the creation of slow food events 

- Having the opportunity to do various 

nature sports, 

-Cultural diversity, local flavors and organic 

products 

- Migration of young and 

educated population due to 

limited employment opportunities 

- Pollution risk due to the 

increasing settlements around the 

dam  

- Erosion risk in the region due to 

the cutting / destroying trees 

around the dam  

-Unplanned development causing 

serious problems in the long term. 

- Historical and cultural assets not 

being adequately protected 

- Improper restoration work  

- The fragmented structure of the 

soils adversely affecting 

professional agriculture 

- Inability to process resources 

and agricultural products in the 

district 

- Agriculture to be negatively 

affected by fuel and fertilizer 

costs 

-The younger generation not 

being idealistic and the decrease 

in entrepreneurial enthusiasm. 
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Based on the data obtained as a result of the field research and interviews with 

local administrators, a SWOT analysis table was created. Accordingly, many 

strengths of Sındırgı can be mentioned. The municipality highlights issues such 

as collecting urban wastes by separation, reducing visual pollution, making the 

necessary architectural arrangements for disabled citizens in public areas, and 

making afforestation work for greening social areas. It is also known that local 

and traditional cultural events, competitions and festivals (International Sındırgı 

Yağcıbedir Carpet, Culture and Art Days and Sındırgı Çavdarlı Şerif Pasha 

Horseback Archery Championship etc.) are organized in the district. In addition, 

the district has rich thermal resources, unspoiled historical and cultural texture, 

natural beauties, local food diversity and different handicraft products. The 

existence of wildlife habitats and physical structure suitable for paragliding enable 

various recreational activities in the district. The fact that the population of the 

district is less than 50,000, the geographical location of the district and its 

proximity to the markets, the development and facilitation of the transportation 

network, the increase in agricultural production, the existence of hotels and 

accommodation facilities, and the presence of a workforce that can work in the 

tourism sector are among the strengths of Sındırgı within the scope of a cittaslow. 

The weaknesses of Sındırgı are the lack of public transport, the need for 

renewal of the infrastructure, the absence of bicycle paths, the lack of food and 

beverage enterprises in terms of quality and quantity, the lack of accommodation 

opportunities in rural areas and the lack of awareness of developing tourism, not 

paying enough attention to the protection of natural and cultural resources and not 

utilizing these resources as touristic products, the lack of authentic touristic 

service venues (shopping, eating and drinking, entertainment), not using thermal 

spring resources for tourism for many years, the lack of agricultural technical 

knowledge, the migration of the young population, and the lack of a strong 

organization that brings together local government, public administration, local 

people and NGOs in tourism as well as the insufficiency of the entrepreneur 

profile in the district. In addition, there are social adaptation issues (supporting 

child care, etc.).  

When the threats part of the analysis is examined, it can be said that the young 

and educated population migrate from the region due to the limited employment 

opportunities. Domestic and animal wastes of the increasing settlements around 

Çaygören dam may cause pollution. This will harm the creatures and agricultural 

activities in the lake and adversely affect the natural environment. In addition, 

cutting down and destroying trees around the dam create an erosion risk in the 

region. Agriculture is losing its importance day by day, negatively affected by fuel 

and fertilizer costs. The fragmented structure of the soils adversely affects the 

professional agriculture, causing agricultural products not to be processed in the 

district. Inadequate protection of historical and cultural assets, improper 

restoration work and unplanned development may pose serious problems in the 
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long run. 

Despite the weaknesses and threats identified in Sındırgı’s SWOT analysis 

prepared within the scope of the cittaslow, it should be noted that there are many 

opportunities on condition that efforts are made to evaluate the potentials in the 

region. In Sındırgı, the construction of a wastewater treatment plant with a 

treatment capacity of 25 thousand people for urban or mass sewage continues. 

Efforts continue to reduce street lighting in the city center to reduce light pollution. 

Work has been also underway to build a walking track and a bicycle path on an 

area of 2596 square meters. Family life and initiatives for pregnant women are 

supported. In this context, it is planned to create a private parking lot for pregnant 

women in Sındırgı State Hospital. The restoration of the Former Military Office 

and its transformation into a boutique hotel with the name of Kışla Museum Inn 

and the restoration of the historical prosecutor's office and opening it into service 

as the “Wrestling Museum” can also be considered in the category of important 

opportunities of the district. In addition, traditional and local products belonging 

to the Sındırgı culture are exhibited and offered for sale in the “Hanımeli Bazaar” 

and “Yonca Bazaar”, especially in the “Akpınar Life Center”. With the social 

enterprise project, efforts are made to keep the cultural values known as pottery, 

glassware, ceramics and soil art alive. In the district, Hisaralan, Emendere and 

Çaygören regions are evaluated in terms of thermal tourism and hotel capacities 

are increased with the work carried out in these regions. Accordingly, technical 

support is provided to hotels and license work is facilitated. Regarding the 

prohibition of the use of GMOs for the sowing of agricultural products using 

traditional seeds and putting up for sale on the market, five pilot regions were 

determined and Karakılçık wheat was planted in these regions. Thus, the 

production of local Karakılçık wheat has increased and the production of gluten-

free bread has been encouraged. Staff have been assigned and trained to introduce 

the importance of Sındırgı for those visiting the city. Training programs to be 

organized to increase the awareness of tradesmen are at the planning stage. In 

addition, within the scope of the potential of the district (the existence of 

greenhouse opportunities and the diversity of agricultural products, the 

opportunity of geothermal resources and thermal tourism enterprises to serve for 

12 months, the opportunity to do various nature sports, the presence of intact 

natural environments, cultural diversity, local flavors and organic products) 

including new projects in the investment program, planning the establishment of 

slow food events and providing university-city cooperation are the opportunities 

that Sındırgı has in terms of being a cittaslow. 

In this study, the work that was done/is currently being done/ will be planned 

to be done by considering the potential of Sındırgı to be a cittaslow are explained 

in detail. By providing a more holistic approach to with future research, it is 

thought that investigating the subjects such as the quality of life, rural 

development, and spatial change in cities that are members of the Cittaslow 
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network or are in the process of application will contribute to the relevant 

literature. 
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INTRODUCTION 

In the tourism sector, when the subject is competition, the first concept that 

comes to mind is “destination competition” (Bahar and Kozak 2012, 39). Today, 

destination competition becomes more difficult due to the increasing competition 

in the tourism sector, and the warfare between destinations continues without 

slowing down in a competitive environment where destinations can be substituted 

(Pike and Ryan 2004). This situation pushes destination marketers to search for 

new ways to make the destinations that offer similar features unique (Roodurmun 

and Juwaheer 2010, Lam and Ryan 2020). In this context, it is noteworthy that 

branding initiatives offer solutions to destinations (George and Anandkumar 

2014), and destinations embrace branding initiatives (Blain et al. 2005). 

Destination branding is based on destination-oriented marketing efforts 

(Özdemir 2014). The purpose of destination branding is to establish an emotional 

bond between the visitors who come or are asked to come to the destination and 

the destination (Şen 2019). Developing an emotional relationship between the 

destination and the visitor is considered as the key to destination differentiation 

(Morgan and Pritchard 2010). At the same time, it is an indicator that the 

destination branding is being carried out successfully (Ekinci 2003).  

It is quite difficult for the destinations to come to the fore in the international 

tourism market without differentiating from other destinations. Destination 

branding which is directly related to highlighting the different aspects of 

destinations is becoming more and more important (Özdemir 2014, Piva and Prats 

2020). Countries, regions and cities can be included within the scope of 

destination branding. Thus, visitors, investors and residents can be attracted to the 

destination (Balmer and Gray 2003, Kavaratzis 2008). 

Destination branding as a dynamic process requires a multi-stage process. 

Destination personality is one of the key elements of this dynamic process (Pan et 

al. 2017, 340). Destination personality is accepted as a differentiation tool, first in 

destination branding and then, in connection with it, in destination marketing 

(Lam and Ryan 2020). 

It is necessary to develop a rich destination personality for strong destination 
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branding (Chen and Phou 2013, 270). Ekinci and Hosany (2006), recommend the 

destination personality as the best choice for building a strong destination. In 

summary, it can be emphasized that it is important to create, develop, maintain 

and express the destination personality (Pan et al. 2017, 340). 

It can be said that destinations should adopt branding initiatives in order to 

reveal their differences in the tourism market, which is more competitive than 

ever, and they should definitely apply to determine the destination personality in 

order to successfully complete the destination branding process. Based on these 

explanations, first of all, the concept of destination personality, which has an 

important place in the branding process, and the literature on this concept are 

examined. The aim of the present study was to reveal the factors that determine 

the destination personality of Van province. For this purpose, the method, findings 

and results of the research are explained. 

Destination Personality 

In anthropology, using human-like attributes to project the human to the 

nonhuman, to describe non-human objects is called “anthropomorphism, animism 

and customization” (Boyer 1996). These concepts are also explained as “attaching 

the qualities of the human himself to an inanimate being” or “attribution of human 

characteristics to anything other than humans”. With these concepts, a spirit and 

will are given to mountains, rivers, rocks, trees, stones, celestial bodies, earth and 

sky (Gilmore 1919, Kumar and Nayak 2014). The attribution of human 

personality traits to an inanimate object is considered an effective way of 

differentiating that object (Lam and Ryan 2020).  

The fact that personality traits can also be applied to goods, products and 

services means that the same traits are operative for destinations (Gomez-Aguilar 

et al. 2016: 211). The fact that people can add personality traits to destinations 

contributes to making the destination permanent and different (Kumar and Nayak 

2014). Destinations are expressed with personality traits, as can be seen from 

examples such as Spain is described as friendly and family-oriented, London as 

open-minded, extraordinary, lively, and creative, and Paris is described as 

romantic (Sharma 2013, 9). 

The fact that human personality traits have universal mental representations 

makes it possible to build a destination branding based on more solid foundations 

thanks to the destination personality to be determined by these personality traits. 

At the same time, it becomes easier to universally understand the destination brand 

to be created with the contribution of the destination personality in the destination 

branding process (d’Astous and Boujbel 2007). Thus, the world becomes more 

familiar and easy to understand by personalizing non-human objects (Lam and 

Ryan 2020). 

The concept of destination personality, which emerges through the 

personalization of destinations, is similar to the concept of brand personality used 

for goods, products and services in terms of permanent and distinctive 
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differentiation (Lam and Ryan 2020). Tourism academics have used the concept 

of “brand personality” to develop the concept of “destination personality” to 

specifically define a destination using a set of human characteristics associated 

with a destination (Hosany et al. 2006). The concept of destination personality is 

defined as “the set of personality traits associated with a destination” by Hosany 

et al. (2006, 63) by adopting the concept of brand personality of Aaker (1997). 

There are different definitions in the literature of the concept. For example, 

destination personality is defined by Hankinson (2004, 115), as “an expression of 

brand personality characterized by operational-functional features (concrete), 

symbolic features (abstract), and most importantly, in the context of service 

products by experiential features”. Destination personality is defined as “the set 

of human characteristics associated with a person visiting a destination” by Kumar 

and Nayak (2014). However, it is emphasized by Ye (2012, 398) that the most 

cited definition of the concept of destination personality in the relevant literature 

is of Hosany et al. (2006). 

When creating the destination personality, it is important to create the 

personality of the destination organically, taking into account the local people, 

stories, intangible cultural heritage and unique beauties (Lam and Ryan 2020). 

The personality of a destination is directly related to the citizens of the destination, 

the residents of the destination, hotel and restaurant staff in the destination, and 

the image of the destination; it is indirectly related to marketing strategies such as 

corporate promotion, prices, a famous personality in the destination and mass 

media (Gomez-Aguilar et al. 2016, Cai 2002). In this case, it can be stated that all 

of the above-mentioned factors will contribute to creating a personality for the 

destination. However, it is noteworthy that many destinations still emphasize their 

beautiful landscapes, golden beaches, deep blue seas, or friendly features in the 

branding process. Considering the fact that visitors can find many destinations 

with such features, it is seen that such features are no longer sufficient to 

distinguish destinations from their competitors. It is clearly known that focusing 

on functional features at the point of branding makes destinations easily 

substitutable (Usakli and Baloglu 2011). Therefore, if a destination can be 

personalized with human characteristics, it is important to determine the 

personality factors of the destination to increase its competitive advantages, and 

to develop more effective international positioning strategies (Rojas-Mendez et 

al. 2013, 1028). 

Paying less attention to using the destination personality causes the 

destination to become ordinary, even though the destination has its own unique 

attractions and is brought to the fore. Because destinations whose personality is 

not determined or highlighted and emphasized cannot find a place for themselves 

in the perception of the visitors. In other words, not including the destination 

personality in the process of branding a destination causes the visitors to consider 

the destination as an entity without a personality, as a commodity (Gomez-Aguilar 
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et al. 2016). It is noteworthy that there are many positive results, based on the 

studies in the relevant literature, when the necessary importance is given to the 

personality of the destination. Related studies reveal that destinations with a 

destination personality are more likely to positively affect visitor behavior (such 

as perceived destination image, buying behavior, intention to recommend, 

tendency to repeat visit, destination preference, establishing a strong bond with 

the destination, trusting in the destination, building loyalty) and that they revitalize 

the destination image (Ekinci 2003, Ekinci and Hosany 2006, Prayag 2007, Lee 

and Xie 2011, Usakli and Baloglu 2011, Chen and Phou 2013, Kim and 

Stepchenkova 2017).  

In summary, it can be stated that the destination personality is an important 

factor and has an important position in terms of getting one step ahead of the 

competitors and being distinguished by differentiation. 

Literature Review 

It is seen that there are many studies on the determination of the destination 

personality in the related literature. It is noteworthy that the studies, some of which 

are mentioned below, are generally aimed at determining the destination 

personality of countries, regions and cities. At the same time, it can be said that 

the number of studies to determine the destination personality has increased in 

recent years, based on the review made in the relevant literature. 

It is seen that many studies in the past have adopted the “Brand Personality 

Scale BPS” by Aaker (1997), which is a structured and standardized tool to 

measure destination personality. Although some of these studies are mentioned 

below, it is possible to increase the number of studies. 

It is known that one of the first studies to determine the destination 

personality belongs to Ekinci and Hosany (2006). In this study, it is tried to 

determine whether British tourists who have traveled to European destinations 

attribute “personality traits” to their tourism destinations or not. As a result of the 

research, destination personality with three factors which are sincerity, excitement 

and conviviality was determined. Murphy et al. (2007a) determined the 

destination personality of Whitsundays, a branded regional tourism destination, 

with four factors: sophisticated+competent, sincere, exciting and rugged. Murphy 

et al. (2007b) found four personality factors for Whitsundays destination: namely 

upper class, honest, exciting and tough, and they found three personality factors 

for Cairns destination: sincere, sophisticated and outdoorsy. The results showed 

that tourists can express different destination personalities for each region. The 

destination personalities of 10 African countries on the websites of them were 

explained in five factors as sophistication, excitement, sincerity, competence and 

ruggedness by Opoku (2009). The destination personality of Las Vegas was 

determined by Usakli and Baloglu (2011) in five factors as vibrancy, 

sophistication, competence, contemporary and sincerity. Chen and Phou (2013) 

determined the destination personality of Cambodia’s Angkor temple region in 
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five factors: excitement, sincerity, sophistication, ruggedness and contemporary. 

Gomez-Aguilar et al. (2016) determined the destination personality of two 

destinations (Torremolinos and Granada) from Andalusia, the autonomous region 

of Spain, in five factors: excitement, sincerity, sophistication, ruggedness and 

competence. Atay and Dülgaroğlu (2017) determined the destination personality 

of Cunda (Alibey) Island, located in Ayvalık district of Balıkesir province, in five 

factors: competence, sincerity, distinction, dynamism and modernity. 

When the related literature is examined, it draws attention that the scale 

developed by Hosany et al. (2006) and Ekinci and Hosany (2006) was also used 

in some studies. The authors adapted Aaker’s (1997) brand personality scale to 

the destinations. Some studies using this scale are cited below: 

Turkey’s destination personality was found to be in three factors as 

conviviality, sincerity and excitement by Ekinci et al. (2007). Bilim and 

Boydemir-Bilim (2014) defined Didim’s destination personality in three factors: 

sincerity, excitement and conviviality. The destination personality of China was 

determined by Li and Kaplanidou (2011) in three factors: sincerity, excitement 

and conviviality. Ye (2012) found Australia’s destination personality in four 

factors: excitement, sincerity, sophistication, and ruggedness. Rojas-Mendez et al. 

(2013) identified the destination personality of the USA with three factors: 

amicableness, resourcefulness and self-centeredness. Türkmen (2015), in the 

study of the personality of destinations in Turkey and Greece, determined 

Turkey!s destination personality in three factors as competence, sincerity and 

firmness; for Greece, on the other hand, it was determined in three factors as 

exclusivity-excitement, sincerity and firmness. Çanakkale’s destination 

personality has been identified in five factors: competence, exclusivity, sincerity, 

trust and excitement by Türkmen et al. (2015). 

Considering the literature review, it is noteworthy that although the same 

measurement tool was used in many studies, different personality dimensions 

emerged for destinations. It is stated that this difference is due to the different 

characteristics of the destinations (Artuğer and Çetinsöz 2014, Souiden et al. 

2017). 

MATERIALS AND METHODS 

In the research, the literature on the concept of destination personality was 

reviewed in the first place. Then, the stage of collecting primary data was started 

in the light of the theoretical information obtained. Questionnaire technique, one 

of the quantitative data collection techniques, was used to obtain primary data 

(Ural and Kılıç 2013, 53) and a questionnaire form was created. The questionnaire 

form consists of two parts. In the first part, 9 questions are included in order to 

determine the socio-demographic characteristics of the participants. In the second 

part, the scale items put forward by Hosany et al. (2006) and Ekinci and Hosany 

(2006) were included in order to determine the destination personality of Van 

province. The authors evaluated whether Aaker’s (1997) 42 brand personality 
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variables are related to the definitions of tourism destinations or not. Aaker’s 

(1997) BPS was preferred because it is the most comprehensive tool to measure 

brand or product personality and has been used in many previous studies. In the 

first stage, the original scale was tested in terms of content validity. At the end of 

the first stage, it was decided that some of the items of the scale were not suitable 

for measuring the personality of the destinations, and these items were removed 

from the scale. d’Astous and Boujbel (2007) conducted a study in which they 

aimed to determine the personalities of developed countries. In the study, a 

framework consisting of 6 factors (agreeableness, wickedness, snobbism, 

assiduousness, conformity, and unobtrusiveness) was obtained. This finding 

shows that not all dimensions of Aaker’s (1997) BPS are related to the destination 

personality. As a result of the studies by Hosany et al. (2006) and Ekinci and 

Hosany (2006), it was determined that 27 features divided into 5 factors met the 

desired criteria and the scale was finalized. The authors measured the personality 

of the destination with 5 factors and 27 items since the personality of the 

destination depends on many factors such as natural and local resources, 

stakeholder characteristics, and it is different from the brand personality for 

products and services and it is more complex. As a result of the study, destination 

personality was obtained as 3 factor 13 items with EFA, and Cronbach’s Alpha 

values for the dimensions were found to be 0.81, 0.72 and 0.69, respectively by 

Hosany et al. (2006). Similarly, by Ekinci and Hosany (2006), destination 

personality was determined as 3 factors 12 items as a result of EFA and 

Cronbach’s Alpha value of the dimensions were specified as 0.84, 0.73 and 0.69, 

respectively. Türkmen (2015) translated the 5-dimension and 27-item scale of the 

authors into Turkish and used. As a result of the study, Turkey’s destination 

personality has been identified as 3 factors 25 items. The Cronbach’s Alpha value 

for the whole scale was 0.96, and the values for the dimensions were 0.93, 0.93 

and 0.87, respectively. Based on all these explanations, in the present study, the 

scale consisting of 5 factors and 27 items, which was produced from Aaker’s 

(1997) BPS by Hosany et al. (2006) and Ekinci and Hosany (2006) and was 

translated into Turkish by Türkmen (2015) was preferred to determine the 

destination personality of Van province. Participants were asked to rate each 

personality statement on a five-point Likert scale as “1=strongly disagree” and 

“5=strongly agree”. 

Considering that the elements necessary in branding processes are built in 

people’s minds, it is emphasized that the group to be selected for research in this 

direction may be destination residents, visitors and investors (Kavaratzis, 2008).  

For this reason, the questionnaire form prepared online in Google forms to be used 

in the study was applied online with the convenient sampling method to the people 
residing in Van (Van province residents), which constitutes the participants of the 

study, between January and February 2021. The sample of the study consisted of 439 

people who have the power to represent the target population and the lower limit. 
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A statistical program was used for the analysis of the findings. Frequency 

distributions were examined in order to determine the socio-demographic 

characteristics of the participants. Explanatory factor analysis was conducted to 

determine the dimensions of the destination personality in Van. 

RESULT 

In this part of the study conducted to determine the destination personality of 

Van province, the findings of the research are given below, respectively. 

Table 1 contains findings regarding the socio-demographic characteristics of 

the participants. Considering the districts where the participants reside, it is seen 

that İpekyolu district ranks first with 57.2%. This is followed by Tusba district 

with a rate of 17.5%. Edremit is in the third place with 13.0%. The other category 

takes the fourth place with 12.3%. The other category includes Erciş, Özalp, 

Başkale, Gevaş, Gürpınar, Muradiye, Çaldıran, Çatak and Saray districts. 

Considering the first three districts, it can be stated that participation is generally 

from the central districts. In addition, it can be said that 12 districts of Van 

province, which has 13 districts, participated in the study, and no participant 

participated in the study from Bahçesaray district. The participation of the 

majority of the districts of Van province is important in terms of diversity of 

opinion. 

The rate of those who answered yes to the question “Did you come to the 

province/district where you are currently residing because of your profession?” 

was 25.3%, and the rate of those who answered no was found to be 74.7. When 

the answers given to the question “How many years have you been residing in 

Van?” are examined, it is seen that the rate of participants whose birthplace is Van 

is the highest with 58.8%. Participants who have been living in Van for 10 years 

or more follow this with a rate of 19.8%. Although these people were not born in 

Van, they have been living in Van for many years. Participants who have been in 

Van for 2-3 years are in the third place with 6.2%. Later, participants who have 

been living in Van between 0 and 1 year correspond to 5.5%, between 4 and 5 

years to 4.3%, between 8 and 9 years to 3.2%, and between 6 and 7 years to 2.3%, 

respectively. The fact that the individuals who were born and raised in Van and 

whose hometown is Van, as well as those who later came and settled in Van, are 

among the participants is important to prevent being a party to a certain extent. 

When the distribution of professions is examined, it is seen that the 

participants are mostly civil servants/officers with 35.1%. This is followed by 

private-sector employees with 19.1. Then the participants who fulfill their 

professions in the self-employment/tradesmen/commercial activity category are 

in the third place with 18.2%. They are followed by students with 12.8%, 

housewives with 5.7%, the unemployed (unemployed) with 5.2%, workers with 

3.0%, and retirees with 0.9%, respectively. 
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Table 1: Distribution of Participants According to their Socio-Demographic 

Characteristics 

Variables Group Number % 

In which district of 

Van province do 

you reside? 

İpekyolu 251 57,2 

Tuşba 77 17,5 

Edremit 57 13,0 

Other 54 12,3 

Did you come to 

the province / 

district where you 

are currently 

residing due to 

your profession? 

Yes 111 25,3 

No 328 74,7 

How many years 

have you been 

residing in Van? 

I was born here 258 58,8 

Between 0-1 years 24 5,5 

Between 2-3 years 27 6,2 

Between 4-5 years 19 4,3 

Between 6-7 years 10 2,3 

Between 8-9 years 14 3,2 

More than 10 years (I was not born in Van 

but I have been living here for years.) 
87 19,8 

What is your job? 

Student 56 12,8 

Civil Servant/Officer 154 35,1 

Private Sector Employee 84 19,1 

Self-Employment / Tradesman / 

Commercial Activity 
80 18,2 

Worker 13 3,0 

Retired  4 0,9 

Housewife 25 5,7 

Unemployed (Does not work) 23 5,2 

What is your 

gender? 

Female 192 43,7 

Male 247 56,3 

How old are you? 

Between 18-24 years 82 18,7 

Between 25-34 years 197 44,9 

Between 35-44 years 129 29,4 

45 years and over 31 7,1 

What is your 

marital status? 

Single 280 63,8 

Married 159 36,2 

What is your 

average monthly 

income? 

Less than 3000 TL 134 30,5 

Between 3001-6000 TL 162 36,9 

Between 6001-9000 TL  85 19,4 

9001 TL and more 58 13,2 

What is your 

education level? 

High School and below 89 20,3 

Associate degree  82 18,7 

Undergraduate 199 45,3 

Master-Doctorate 69 15,7 

 Total 439 100,0 
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56.3% of the participants are men, 43.7% are women; 63.8% are singles and 

36.2% are married. 

When the distribution of the participants according to their age is examined, 

the participants between the ages of 25-34 have the highest rate with 44.9%. 

Participants between the ages of 35-44 take the second place with a rate of 29.4%. 

Participants aged 18-24 are in third place with a rate of 18.7%. Participants aged 

45 and over take the last place with 7.1%. 

When the average monthly income levels of the participants are examined, it 

is seen that the income level of 36.9% of participants is between 3001-6000 TL. 

This is followed by participants who have income 3000 TL and below with %30,5, 

6001-9000 TL with 19.4% and 9001 TL and above with 13.2%. 

Finally, when the education levels of the participants were examined, it was 

found that 45.3% of the participants had a bachelor’s degree, 20.3% had a high 

school or below, 18.7% had an associate degree and 15.7% had a 

master’s/doctoral degree. Since the education levels of the participants are 

dominantly undergraduate, and the rate of 79.7% is obtained by adding associate 

degree and master’s/doctorate levels to this, it can be stated that participants with 

a high level of education generally express their opinion about the destination 

personality of Van. 

Explanatory factor analysis was applied to the data about the participants’ 

evaluations on the destination personality of the city of Van. Explanatory factor 

analysis is used as a method to determine the sub-dimensions of the scale by 

making use of the relationships among the items in a scale (Karagöz 2019, 951; 

Özdamar 2017, 132). Explanatory factor analysis results regarding the destination 

personality of Van province are included in Table 2. 

Firstly, the Kaiser-Meyer-Olkin (KMO) test and Bartlett Sphericity test were 

performed to determine the suitability of the data collected for factor analysis to 

test the construct validity of the destination personality scale, and the coefficients 

obtained as a result of the tests were examined. If the value to be obtained as a 

result of the KMO test, which is used to test whether the number of samples is 

sufficient for factor analysis, is above 0,50, it is considered to be an indicator that 

the sample size is sufficient (Aksu et al. 2017). It is stated by Kozak (2018, 136) 

that the KMO value should be above 0.60. However, it is stated that if this value 

is above 0.80, the situation should be evaluated as perfect. The KMO value 

obtained for this scale is 0.968, so it can be said that it is possible to evaluate the 

sample size as perfect for the present study, based on the explanations made. 

The relationship between variables is examined on the basis of partial 

correlations with Bartlett’s Test of Sphericity. Again, as mentioned under the pilot 

application, Bartlett Sphericity test result is required to be less than 0.05 at a 95% 

confidence interval. If p <0.05, the correlation matrix is not an identity matrix and 

EFA can be performed (Özdemir 2016, 316; Aksu et al. 2017, 47). As a result of 

the analysis, the value of Bartlett’s Sphericity test (χ2 (351) = 13883,011; p =, 
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000) was found to be significant. These results show that the data are suitable for 

EFA. 

Although KMO and Bartlett Sphericity test results show that the data set is 

suitable for factor analysis, it is necessary to examine the anti-image correlation 

matrix in order to examine whether each variable in the scale contributes to the 

total solution or has a detrimental effect on the proposed solution. Here, it is 

investigated whether any of the diagonal values which is individually a sign of 

sampling adequacy of variables, is less than 0.5 or not. Variables with a diagonal 

value less than 0.5 are excluded from the analysis (Altunışık et al. 2012, 293-294). 

When the anti-image correlation table was examined, it was seen that two of the 

diagonal values of 27 variables were 0.774 and 0.797, and the remaining variables 

were between 0.953 and 0.987. In summary, no value below 0.5 was determined 

in the table, and all values were found to be above 0.5. In this case, it can be stated 

that there is no item to be removed from the scale. 

After examining these values, EFA was performed to determine the factor 

construct of the scale. As a result of EFA, factor load value was determined as 

0.32, which is accepted as the lower limit by Tabachnick and Fidell (2007), in 

order to determine whether the items belonging to the scale remain in the scale or 

not. According to the first determinations, it is seen that there is no item with a 

factor load value less than 0.589 in the scale. In this case, it has been determined 

that the factor load values of the items under the three dimensions meet the 

acceptance level, that is, the factor load values are at the desired level. Any item 

that is overlapping has not been detected. 

Since it is recommended to use vertical rotation methods in cases where there 

is no relationship between the factors of the scale (Aksu et al. 2017, 51), at the 

same time this method is the most preferred method (Altunışık et al. 2012, 289), 

varimax which is among the vertical rotation methods was preferred in the 

analysis of the present study. As a result of Varimax rotation, items belonging to 

the scale were collected under three factors with an eigenvalue greater than 1 (Λ 

= 17,170, Λ = 2,102 and Λ = 1,288). At the point of determining the factors, if an 

eigenvalue greater than 1, it is accepted as a criterion used in valuation (Yükselen 

2017, 218). These three factors with an eigenvalue greater than 1 explained 

76.148% of the total variance. It is considered sufficient if the total variance 

explained is between 40% and 60% in multi-factor designs (Tavşancıl 2018). In 

this case, it can be stated that the total variance is at a good level. In this context, 

although there are 20 items under the first factor, this factor explains 47.853% of 

the total variance. There are 4 items under the second factor and this factor 

explains 17.961% of the total variance. Finally, there are 3 items in the third factor 

and this factor explains 10.335% of the total variance. 

After EFA was done, reliability analysis was performed to determine the 

reliability of the scale and its dimensions and Cronbach’s Alpha values were 

calculated. Cronbach’s Alpha value for the whole scale was found to be 0.976. It 
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was determined as 0.982 for factor 1, 0.822 for factor 2 and 0.847 for factor 3. 

After the EFA was completed and the factors were determined, the phase of 

naming the factors started. The explanation made by Ekinci and Hosany (2006) 

was taken into consideration for naming the factors. The authors stated that items 

with high factor load are of great importance for the factor and that these items 

can be evaluated as an influential power on the factor. In light of this disclosure, 

and based on the studies of Aaker (1997), Ekinci and Hosany (2006) and Hosany 

et al. (2006), the factors are named as follows. 

There are 20 items in the first factor and these items are shown in table 2. 

These items have been distributed under different dimensions in different studies 

and have been named differently. For example, Aaker (1997), Hosany et al. 

(2006), Ekinci and Hosany (2006) named the factor that includes sane, family-

oriented, sincere, virtuous, original, cheerful and friendly expressions with the 

name “sincerity”. The factor, which contains family-oriented, sincere, virtuous, 

original, cheerful and friendly items, was named “sincerity” by also Türkmen 

(2015). In the studies conducted by Aaker (1997) and Ekinci and Hosany (2006), 

the dimension that includes reliable, safe, intelligent, successful, confident and 

combative items was named as “competence”. In the same studies, the factor that 

contains brave, exciting, lively and creative items was named as “excitement”. 

When this situation is compared with the current study, it is noteworthy that the 

items scattered under different factors in different studies are gathered under a 

single factor in the present study. There are no significant differences between the 

factor loads of the 20 items, either. For this reason, the first factor, which includes 

20 items in the current study, was named “comprehensiveness / versatility”. 

There are 4 items in the second factor, which are listed as current, 

independent, upper class and western. In the 3 studies which are considered while 

naming, it is seen that each of the expressions are under different factors and 

accordingly they are named differently. The factor with current and independent 

items was named as “excitement”, the factor with the upper-class item as 

“sophisticated” and the factor with the western item as “robustness”. The factor 

that includes these items was named as “competence/exclusivity” by Türkmen 

(2015). On the other hand, Atay and Dülgaroğlu (2017) named the factor with the 

western item “modernity” and the factor with the upper-class item “exclusivity”. 

Based on these explanations and the factor load values of the items under the 

factor, the second factor was named “exclusivity/modernity”. 

There are 3 items in the third factor, and they are masculine, firm and harsh. 

In Aaker’s (1997) brand personality scale, these 3 items are under the robustness 

dimension. Similarly, these 3 items are evaluated under the robustness dimension 

in the studies of Ekinci and Hosany (2006) and Hosany et al. (2006). In the study 

of Türkmen (2015), the factor including these three items was named as 

“firmness”. Based on these explanations, the third factor in the present study is 

called “robustness”. 
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Table 2: Explanatory Factor Analysis on Destination Personality of Van 

Province 

 Factors  

Items Factor 1 Factor 2 Factor 3 
Item Total 

Correlation 

Sane ,758   ,788 

Family-oriented ,840   ,828 

Sincere ,883   ,874 

Virtuous ,857   ,862 

Original  ,802   ,811 

Cheerful ,836   ,868 

Friendly  ,883   ,881 

Brave  ,822   ,853 

Excited  ,803   ,877 

Alive  ,735   ,832 

Creative  ,666   ,811 

Reliable  ,802   ,866 

Safe  ,771   ,847 

Intelligent  ,734   ,880 

Successful  ,668   ,846 

Self-confident  ,705   ,874 

Attractive  ,717   ,834 

Good-looking  ,726   ,852 

Charming  ,712   ,839 

Combative  ,721   ,857 

Current  ,645  ,727 

Independent   ,589  ,704 

Upper class   ,771  ,664 

Western   ,685  ,495 

Masculine    ,671 ,584 

Firm    ,914 ,773 

Harsh   ,912 ,801 

Explained Variance (%) 47,853 17,961 10,335 76,148 

Eigenvalue (Λ) 17,170 2,102 1,288  

KMO = 0,968; Bartlett Test of Sphericity: χ2(351) = 13883,011, (p) = 0,000 

 

DISCUSSION AND CONCLUSIONS 

The destination personality of Van province was revealed together with its 

factors and items within its scope with this study conducted in Van province. The 

findings of the present study offer several potential practical implications for 

tourism stakeholders and authorities in the branding efforts of the province of Van. 

Firstly, the results of the obtained findings and then these implications are 

mentioned below. 

The destination personality of the province of Van was determined as three 
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factors with this study. The first factor was the “comprehensiveness/versatility” 

factor, the items with the highest factor load in this factor were found to be 

“sincere and friendly”. The second factor was named “exclusivity/modernity” and 

the item with the highest factor load in this factor was determined as the “upper-

class”. Finally, the third factor was named “robustness” and the item with the 

highest factor load in this factor was found to be “firm”. Based on these findings, 

it can be easily stated that these items are the items that best explain the related 

factors. 

It is noteworthy that the factor with the highest average of the Van province 

destination personality factors revealed in the study is the 

“comprehensiveness/versatility” factor. Thus, it has been determined that the 

factor “comprehensiveness/versatility” is the factor that explains the destination 

personality of Van at the highest level. Therefore, it was determined that the 

participants in the study predominantly described Van province as a 

“comprehensive and versatile” destination. The factor with the lowest average of 

the destination personality of Van province was found to be the “robustness” 

factor. Based on this finding, it was seen that the participants described the 

province of Van with the least “robustness” feature among the three destination 

personality factors revealed. There were 20 items within the scope of the 

“comprehensiveness/versatility” factor that explained the destination personality 

of Van at the highest level, and 3 items under the “robustness” factor that 

explained the lowest level. 

Regarding the province of Van, the question “What kind of personality would 

Van have if he was a person?” was asked in the study by Şehribanoğlu et al. 

(2017). As a result of the study, items similar to those included in the current study 

were obtained. The items; sincere, brave, reliable, firm and harsh are among 

similar items. Destination personality is known to be one of the important steps in 

the destination branding process, and the perception towards the destination can 

be edited, changed, and strengthened with a destination branding that will be 

created by giving importance to the destination personality. For this reason, it can 

be said that it is important to know the destination personality of a destination and 

to update it regularly. The present study is thought to be important in terms of 

reporting the current destination personality of the city of Van. 

Different tourism stakeholders are responsible for the marketing of a 

destination. These include responsible institutions and organizations such as the 

provincial directorate of culture and tourism, tourism offices, tourism-related 

associations, local administrations, universities, hotels, travel agencies, tour 

operators, non-governmental organizations. Based on the findings obtained, it can 

be said that in a destination branding study to be carried out in the province of 

Van, it would be beneficial for the tourism stakeholders, whose scope is explained 

above, to focus primarily on the “comprehensiveness/versatility” factor that 

stands out in the study. Because to emphasize the correct personality traits for the 
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destinations is known as an application that is required (Souiden et al. 2017). The 

city of Van, which will be branded with its realistic personality traits, will be able 

to be removed from abstraction and become concrete in visitor perception. In this 

way, it will be ensured that the visitor perception is not empty when Van is 

mentioned. In addition, it can be emphasized that it is important for tourism 

stakeholders to act in coordination and to blend communication strategies in a 

branding process for the destination. 

Identified destination personality provides the critical information required 

in the branding process of the destination (Sahin and Baloglu 2011). In the light 

of this information, it can be emphasized that stronger branding can be achieved 

by including the Van province destination personality in the branding process of 

Van province. Because when the destination personality of Van province is 

determined, strong and positive personality traits of it can be emphasized; weak 

and positive personality traits can be strengthened with changes and 

improvements; it can be possible to use existing resources more efficiently, to 

promote and market; tourist and visitor perceptions can be changed, improved and 

more encouraged. 

It is reported that the effect of determining the destination personality on 

tourist and visitor behavior is higher than a price reduction, which is considered 

an important marketing strategy (Ye 2012). In this case, as a result of showing the 

necessary attention to the destination personality determined for Van province and 

using it in appropriate activities, the desired tourist and visitor mobility can be 

achieved in Van. Positive developments can be experienced in the orientation of 

new tourists and visitors to the province of Van and market diversity will be 

created. 

Based on all these explanations, while practical inferences presented in the 

light of Van province destination personality knowledge will guide tourism 

stakeholders, useful and pleasant experiences to tourists and visitors will be 

provided as a result of promotional and marketing efforts and the effective 

destination branding of the existing information. Useful and pleasant experiences 

provided for tourists and visitors will bring satisfaction to them and make these 

people contented. This situation will not only allow the city of Van to be 

advertised by word of mouth, but it will also contribute to the benefit of the most 

effective and profitable marketing strategy. 

There are limitations in this study as in most studies. The first limitation is 

the reduced sample size. Although the sample size has the power and lower limit 

to represent the characteristics of the target population, it can be said that the 

number remains relatively small. The second limitation is that the limited variable 

(only destination personality) was addressed in the study. At this point, it is aimed 

to ensure that the participants focus on the main and single point attempted to be 

identified and express their opinions on this issue clearly. The fact that the survey 

form could only be made on the internet due to the Covid-19 period and that the 
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face-to-face questionnaire could not be applied was also effective in these two 

cases. However, the quality of the data is considered to be satisfactory. 

The aim of this study is to determine the destination personality, which is 

known to be effective in the branding process of Van, in the context of personality 

factors. However, in future studies, the destination personality of Van province 

can be evaluated with larger (local people, residents) and various samples (such 

as Iran, Iraq, Armenia and other tourist and visitor groups), factors can be re-

determined and comparisons can be made with the current study. The fact that the 

study was conducted during the Covid-19 period made the data collection process 

difficult and caused the data to be limited. Therefore, it may be useful to test the 

scale with larger sample size. Since it is important to examine the personality of 

the destination with the perception of the tourist, the visitor in order to clarify the 

emotional connection of these people with the destination, it may be beneficial to 

diversify the sample. The destination personality variable can be addressed with 

different variables (visit again and intention to recommendation), and it can be 

investigated by including additional components (such as motivation) of 

consumer (such as tourists, visitors) behavior in the tourism sector. The 

relationships between the other variables that the destination personality will be 

dealt with and the structures in the models to be created with additional 

components; and the role of the destination personality in these relationships can 

be determined. 
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INTRODUCTION 

The tourism sector is integrated with the sea sand solar trio and is perceived as 

the sum of services based on this integration. Environmental problems in the world, 

developments in technology and subsequent changing living conditions and 

consumption habits of individuals based on these conditions have led people to turn 

to many different types of tourism in the field of recreation and entertainment 

(Zengin and Heper 2013).  In addition to these changes, people living in large cities 

wanted to move away from too crowded environments, long working hours, 

stressful environments, and in accordance with these wishes, they turned to natural 

environments where there are outdoor recreation activities that we call rural areas. 
This nature-based trend has led to an increase in camping and caravan tourism 

activities.  With the increase of interest in camping caravan tourism, the spread of 

nature and environmental awareness has gained importance. Conscious behaviors 

that occurred have also led to classifications in nature-based tourism activities 

carried out in nature (Kasalak and Bahtiyar 2017). In this classification, camping 

and caravan tourism, which is one of the first methods in the accommodation sector 

performed in natural environments, has gained even more importance today and 

has continued to increase (Birdir et al. 2015). Camping and caravan tourism, which 

is preferred by many tourists in Europe and America; according to some, it is seen 

not only as a holiday but also as a way of life. Camping and caravan tourism enables 

individuals to be in touch with nature and offers the opportunity to have a holiday 

suitable for their budget whenever they want (Albayrak 2013). 

In this section, statistical information will be presented together with general 

definitions, concepts, applied legal regulations and suitable places for camping in 

Turkey. 

CONCEPT OF CAMPING CARAVAN TOURISM 

Although camping and caravan tourism are perceived as two separate types of 

tourism, the separate camp and concept is used as a single type of tourism. 

Describing caravan tourism without camping areas and camping tourism without 

caravan tourism will be perceived as incomplete and not fully explained. These 

concepts were accepted as complementary to each other (Senol 2011). In the 

definitions, caravan tourism is described as an extension of camp tourism. Camping 
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tourism is the type of tourism in which tourists go to the places reserved for 

camping in nature in small groups, eating and drinking for a certain period of time 

in the tents they set up, etc. (Albayrak 2013). Caravan tourism is carried out in 

vehicles called caravans, people can meet their basic needs such as eating and 

drinking in the caravan. 

But for caravans to stay overnight, areas with completed infrastructure are 

needed, and these areas are called campsites. This situation showed the extension 

of camping and caravan tourism more clearly (Şenol 2011).  By general definition, 

it is tourism made in campsites with caravans that provide the opportunity to see 

different places by meeting the transportation, accommodation, food, drink and 

housing needs of people (Usta 2001). Important factors affecting the choice of 

location of camping and caravan areas in camping and caravan tourism are the 

factors of accessibility from the main road, having natural beauties, attractiveness 

and infrastructure suitability. Camping and caravan tourism activities are mostly 

considered together with tourism functions such as climbing, sightseeing and 

trekking (Coltman 1989). Albayrak listed the characteristic features that define 

camping and caravan tourism as follows. 

• Camping and caravan tourism is a tourism activity that can be carried out 

by spending as much time as they want in the area where individuals want 

to camp. 

• Camping and caravan tourism is generally carried out in areas with water 

resources, ground infrastructure suitable for setting up tents and allowing 

car parking. 

• Camping and caravan tourism is a more economical tourism activity than 

other types of tourism. 

• Camping and caravan tourism, which is mostly done by individuals who 

love nature and want to be in touch with nature, is also a tourism activity 

carried out by smaller groups such as young people, families and groups of 

friends in general. 

• In camping and caravan tourism, accommodation, food and beverage 

supplies and transportation are different from other types of tourism. In this 

type of tourism, individuals bring everything they need with them. For 

example, individuals have to bring with them supplies such as first aid kits, 

sleeping bags, waterproof matches, equipment for eating and drinking, 

water containers, etc. 

• Camping and caravan tourism is a type of tourism that provides social 

development by finding the opportunity to come together people with 

different personal characteristics. 

• Camping and caravan tourism is a type of tourism that allows areas not 

used to turn into tangible values. 

• Individuals participating in this tourism activity had the opportunity to 

develop their skills (Albayrak 2013). 
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General Concepts about Camping Caravan Tourism 

Caravan: It is a way of life that allows people to be in harmony with nature 

and environment with caravans. Caravan is another name for being in touch with 

nature, being open to innovations, respecting and sharing other individuals. 

Caravan lovers describe traveling with a caravan as taking their home with them. 
The caravan is the most important and necessary element for camping and caravan 

tourism. The so-called caravans are vehicles designed to meet the needs of 

individuals throughout their travels, such as food and drink shelter and so on (Senol 

2011). The caravan, a word of French origin, is a vehicle with a closed top, which 

is attached to the back of a car and designed to be used both as a transport and 

accommodation area (Turkish Language Association 2020). 

Camper: It is the name given to the individual who camped and set up a camp 

(Turkish Language Association 2020). 

Camping: It is an activity where people are alone with nature and interact one-

on-one in social areas during the holiday (Birdir et al. 2015). More professionally, 

it can be defined as the activities of benefiting from the facilities that have special 

equipment, which are created to provide accommodation and parking opportunities 

to individuals who participate in camping tourism with their caravan or make 

staying in tents addictive, and which require an operating certificate. These well-

equipped facilities are described as Camping (Şenol 2011). According to article 23 

of the regulation on the certification and qualifications of tourism facilities, the 

definition of Camping; They are at least ten units of facilities established on the 

roadways and in their immediate vicinity at the entrances to the city, in areas with 

natural beauties such as sea mountains, etc., and generally covering food and drink 

recreational sports activities in accordance with the campers' own facilities. 

Campings consist of 4 groups, the first is transit campings, the second is 

recreational camping, the third is transit recreational camping, and the fourth is 

organization camping (Gulz 1983; Coach and Sahin 1999). 

Transit Campings; Vacationing in these camps is shorter (1-3 days) and is 

generally camping in parts of the city close to the city and at main road junctions. 

They are narrower comprehensive campings that do not require much detail (Gülez 

1983). 

Recreational Campings; They are mostly established in places with natural 

beauties and farther away from the noise of the city (lake, stream, forest areas). The 

length of stay is longer (8 days or more) than in transit camps, and the tools and 

structural elements used to carry out daily activities are more extensive 

(Gülez,1983). There are campings for therapeutic purposes, they are mostly 

established near healing water springs, and we can include these campings in this 

group (Tanrıverdi 1987). 

Transit Recreational Campings; It is a type of camping that combines the 

goals and objectives of recreational and transit camping. Optionally, they can make 

short-term accommodation or longer-term accommodation. Establishment areas are 



242 

 
 

selected by taking into account the selection of the transit campings' establishment 

areas (Koç and Şahin1999). 

Organization Campings: They are camps established to serve organizations 

such as scout guides, etc. Participants may consist of different age groups (Aries 

and şahin1999). 

Camping: Camping is a recreational activity in which participating 

individuals have temporarily resided outside, generally meeting the need to stay in 

tents or designed vehicles and caravans. It can also be defined as an activity that 

involves individuals doing the entertainment activities they want at any time 

without having to do it (Welner 2015). Below are the camp types and descriptions 

in table 1. 

  Table 1: Types of Camps 

 Source: Surdu (2014). 

The camps are divided into different groups according to the reasons and 

purposes of the campers' participation in the camp and the seasons in which the 

camp will be held. These groups are included with their definitions in Table 1. 

Apart from the types of camps mentioned in the table, it is divided into 3 groups: 

short-term camps, long-term camps and continuous camps according to the time of 

vacation of individuals who go on vacation (Broker et al. 2013).                              

Tent: made of felt, leather, etc. materials, it is a portable shelter and otag, 

formed by attaching it with poles in its installation (Türk Dil Kurumu 2021). 

As the definition suggests, they are portable accommodations. In camping, 

Camp Types Description 

Adventure Camping  

 

It is a basic camping activity where camping individuals race 

during the day (adventure races, mountain biking, etc.) and 

use basic camping equipment. 

Glamping: Glamping: It is an activity in which individuals do not need 

to find a camping area, carry tents, set up tents and are present 

in their sinks and offer additional services. Camping activities 

are implemented through the reservation system. It is a type 

of camp that combines camping with hotel facilities, where 

demand and interest are increasing. 

Historical Camping 

 

It is a type of camp where individuals practice together with 

tools that belong to a certain period that is important in the 

past and the methods used in that period. 

Winter Camping  

 

It is the type of camp that individuals carry out during the 

winter months. 

Work Camping    Work Camping is one of the fast-growing trends in the 

American business world. In general, work campers provide 

their own private recreational vehicles (as individuals or 

pairs) to their employees without any charge, and also provide 

entertainment facilities for a certain fee. 
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tents should be made of light fabrics. Tents with light fabric and portable shelters 

are available in many varieties and sizes. The best-known model is the dome and 

the freestanding model. These models are easy to set up and do not need support 

from tree branches or other objects. The capacity of the tents can be up to 12 people 

starting from one person. The time and place of use of the tents to be used in the 

camp is also important in the selection the type of tents. Tents to be used in summer 

camps should be preferred from tents with plenty of ventilation holes. In areas with 

a lot of rain, the exterior of camping tents should be waterproof. In the interior of 

the tents, rain fly should also be used, which keeps the inside of the tent dry. 

Historical Development of Camping Caravan Tourism 

The origin of the word camping, which is one of the outdoor activities in which 

people find activities and holidays together in nature and interact socially, goes 

back to the ancient Greek period (Birdir et al. 2015). 

The first organized camping was held in America in 1861. The establishment 

of camps for holiday purposes dates back to 1874. In 1876, special camps were first 

organized and in 1985 YMCA camps (camps covering all age groups, serving 

people of all income and education levels) were organized. By 1908, the first book 

on camping was written by Thomas Hiram Holding, and two years later, the 

American camp association was established. 

In 1941, the youth camps association for young people was established and in 

1948 various regulations and standards were established and implemented with 

these standards. Since 1997, studies have been carried out examining the effects of 

campsites in the development of children (Topay and Koçan 2009). The desire of 

middle class and intellectuals living in megacities, educators, and students to get 

rid of the stifling and crowded atmosphere of the city and reach the nature played 

an important role in the formation of modern camping (Evliyaoğlu 1989). Today, 

camping activities, which are mostly carried out in rural areas, offer the opportunity 

to be in different places every holiday and to use the beauties and facilities of these 

places more efficiently. It has become an alternative in vacation planning as it is 

more affordable and accommodation is in more natural environments and places 

with social and cultural values (Ryan 1991; Gunn et al. 1998). 

Camping and Accommodation Selection Criteria  

In order to be able to define a place as accommodation and a camping area, it 

must have some characteristics. What are these rules? A suitable camping area 

should be in the open area and the ground should be rain resistant and slightly 

inclined to transfer the rain.  It should be in areas that are not life-threatening, that 

is, where there is no risk of landslides and avalanches. In addition to these features 

required by the accommodation area, there should be places with an altitude of 

between 800-20 meters in bio-climatic comfort, facing in the east and south 

direction, where the winds do not damage the tents. All these are important rules 

(Topay and Koçan 2009).  
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In addition to these rules, it is necessary to ensure its two-way security, internal 

and external, in the camping areas. It should be separated from the environment 

with isolation elements such as fencing and green areas and ground should be grass 

planted. Roads in the camp should be arranged in such a way that they do not create 

dust around (Andaç 2000). The qualifications that should be in camp sites in general 

in Turkey are stated as follows in the regulation on the Certification and 

Qualifications of Tourism Facilities dated 31.05.2019 and numbered 30791 of the 

Ministry of Culture and Tourism (ARTICLE 36- (Change with Title: RG-4/4/2020-

31089-C.K-2360/3 md). 

“Campings; They are facilities of at least ten units, which are established in 

places with natural beauty such as sea, lakes, and mountains, and generally meet 

the needs of customers for overnight, eating, drinking, recreation, entertainment 

and sports. The following qualifications are sought in campings. 

a) Camping area; The camping is illuminated by isolating from the 

environment with arrangements such as fences, walls and greenery that provide 

their internal and external security. All kinds of structures located in the camping 

are built from light building material compatible with nature and as a single storey. 

The camping area is drained and afforested. Empty spaces are sodded. Necessary 

arrangements are made for purposes such as reading, recreation, sports, 

entertainment, eating, drinking, so as not to disturb the overnight units. Vehicle 

roads are arranged in a way that does not raise dust in accordance with the terrain 

and climate conditions. 

b) In camping; the area to be calculated per camper unit is eighty square 

meters. The camper unit can consist of a tent, tent-car, caravan, motocaravan or 

bungalow. Each unit, including bungalows, is for three persons. The number of 

bungalow units cannot exceed twenty percent of the total number of camper units 

and kitchen arrangements cannot be made in these units. The floor area of 

bungalow units cannot exceed twenty square meters. 

c) At the entrance, arrangements are made for parking, reception, safety and 

telephone service. 

d) The floor of the area allocated for accommodation with joint use facilities 

is arranged in accordance with the purpose of use. In these facilities; 

• At least one female and one male toilet, shower and washbasin for every 

ten camper units, and a socket next to the washbasins, 

• At least one washing machine and ironing place for every ten camper units,  

• For every five camper units, there is a covered area with a food 

preparation, cooking, dish washing area and locked cooler cabinets. 

e) The following services are provided to campers 

• Sales unit. 

• Suitable places where caravans' toilets and waste water tanks will be 

discharged. 

• Electrical service to camper units. 
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• Hot-cold tap water and healthy drinking water service to campers. 

f) Arrangements can be made for the maintenance, repair and wintering of 

caravans or motorbikes belonging to locals and foreigners in camping. 
 

Promenade places for accommodation; 

These are the facilities that are subject to the forest regime, are located on the 

public land allocated as a recreation area with accommodation, and provide the 

other qualifications specified in the first paragraph, with the exceptions specified 

in the following paragraphs. 

• All accommodation units can be arranged as bungalows, but in this case 

the number of bungalow units cannot exceed thirty. 

• If the accommodation units consist of tent-car, caravan or motorhome 

besides bungalows, the number of bungalow units cannot exceed twenty 

percent of the total number of camper units, provided that they are at most 

thirty. " 

Caravanning Terms Used in Camping Caravan Tourism  

Moto Caravan: It is the type of caravan where the case used with the vehicle 

is on the same chassis. Generally, this Caravan will be in the head and rear parts of 

the truck. 

Trailer Caravan: It is a type of caravan with the body pulled by the vehicle. 

The vehicle is in front and there is body in the rear of the vehicle. 

Alkovan (Alkoven): It is the bed compartments in the upper parts of Moto 

caravans. 

Life Battery: it is the name of the generator that serves to operate electrical 

appliances in order to maintain daily life, if the caravan is not moving. 

Atelage: It is the type of vehicle that is created by connecting the car and the 

caravan. 

Webasto: Used for heating the caravans. It is used in the form of blowing, so 

they are devices that provide the best temperature with a very small amount of 

diesel fuel. 

Tow Bar: It is the apparatus that allows the trailer to be attached to the caravan 

in caravans with trailers. 

Campervan: a type of motocaravan created outside of towing caravan 

models. It is a caravan model that is created by decorating the interior of the 

minibus. It is called a campervan (campkaravanrehberi 2019). 

Camping Caravan Tourism in Turkey 

In parallel with the developments in the World, Tourism is also experiencing 

changes in Turkey. It has been conceptually diversified in tourism in parallel with 

the development of the opportunities owned by individuals and the developments 

in the field of finance. Tourism activities based on culture and nature became 

prominent compared to the tourism activities for fun and recreational purposes 
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(Sönmez, 2011). One of the nature-based tourism activities is camping and caravan 

tourism. In addition to its natural beauties, Turkey creates a favorable environment 

for camping and caravan tourism with its climate. Turkey is able to easily meet the 

needs of campers from both Turkey and abroad when evaluated in terms of camp 

tourism potential. In addition, it offers campers the opportunity to make affordable, 

natural and quality camping (Doğantan 2014). As of September 2020, there are 66 

camping facilities with a capacity of 5881 beds with municipal certificates. There 

are 14 camping facilities with a capacity of 3448 beds certified by the ministry. 
When 2019 data is examined, there are 57 municipal certified camping facilities 

with a capacity of 5119 beds in 2019. There are also 7 camping facilities with a 

capacity of 2425 beds. Compared to these two-year data, it is understood that 

camping and caravan tourism is getting more attention today (T.C. Ministry of 

Culture and Tourism 2021). This increase also positively affects the country's 

economy. Every camper who visit Turkey spends money for various activities. In 

the 2000s, camping and caravanning began to gain importance. Turkey Camping 

and caravan association is of great importance in this. All organizations related to 

camping and caravanning in the world are carried out by the International Camp 

And Caravan Federation (FICC), while in Turkey these activities are carried out by 

the Turkish Camping and Caravan Association (TKKD). The Association was 

established in 1966 and its office in Ankara. With the decision taken by the Council 

of ministers in 1974, this association received the right to represent Turkey. The 

Turkish Camping and Caravan Association is a member of the F.I.C.I. (Federation 

International Camping and Caravanning) representing 4.5 million campers and 

caravanners from 39 countries based in Belgium. The Association has represented 

Turkey for 46 years (Turkish camping and caravan association 2010). This 

association was founded by people who prefer to live with nature and adopt 

camping as an alternative holiday. The association tries to bring camping and 

caravan tourism in Turkey to world standards by offering proposals and suggestions 

to the ministry in the formation of tourism policies. Among these suggestions is 

that the campings should be classified with the star rating system (Şenol 2011).  

Modern camping is also available in this classification. The association has adopted 

the possibility of an economic and happy holiday in camping and caravan tourism 

with modern camping and has developed camping projects that will provide added 

value to Turkish tourism. In Figure 1, Figure 2 and Figure 3, examples of modern 

camping projects prepared by the association are given (Turkish Camping and 

Caravan Association 2020). 



247 

 
 

 
Figure 1: Example of Modern Camping Project 1 (Source: Türkiye Kamp ve 

Karavan Derneği) 

 
Figure 2: Example of Modern Camping Project 2 

 
Figure 3: Example of Modern Camping Project 3 
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In Table 2 and 3 below, campsites and campsites are given in the provinces 

within these regions and favorable areas for camping and caravan tourism in 

Turkey. 

Table 2: Campsites in Turkey (Source: URL-1) 
Regions Campsites 

Mediterranean Region Küp Waterfalls (Adana) 

Kumluk Natural Park (Adana)  

Köprülü Canyon (Antalya) 

Papaz İskelesi Camp Site (Antalya)  

Salda Gölü Natural Park  (Burdur) 

Eğridir Lake (Isparta) 

Yazılı Canyon (Isparta) 

Eastern Anatolia Region Ağrı Balık Lake Vicinity (Ağrı ) 

Nemrut Crater Lake (Bitlis ) 

Hazar Lake Natural Park (Elazığ ) 

Pülümür River Valley (Tunceli) 

Aegean Reion Arap pıştı Canyon (Aydın ) 

Ahmetbeyli Campsite ( İzmir) 

Delikli Bay (İzmir) 

Buterfly Valley (Muğla) 

Kabak Bay (Muğla) 

Southeast Anatolia 

Region 

Düdük Baba Natural Park (Gaziantep ) 

Nemrut Mountain National Park (Adıyaman) 

Inner Anatolia Region Şahinler Natural Park (Ankara) 

Musa Özü Natural Park (Eskişehir) 

Aladağlar Natuonal Park (Kayseri) 

Aladağ Seven Lakes (Kayseri) 

Berçin Highland (Kayseri) 

Marmara Region İznik Lake Social Facilities (Bursa) 

Suuçtu Waterfall (Bursa) 

Çilin Göz Natural Park (İstanbul) 

Assos Behramkale Village (Çanakkale) 

Ballı Kayalar Natural Park (Kocaeli) 

Maden Waterfall (Sakarya) 

Black Sea Region Yedigöller National Park (Bolu) 

Abant Natural Park (Bolu) 

Aladağ Göksu Orman İçi Dinlenme Yeri (Bolu) 

Karagöl Forest Recreation Site (Bolu) 

Samandere Waterfalls (Düzce) 

Yenice Forests (Karabük) 

Erfelek Waterfalls (Sinop) 

Altındere National Park (Trabzon) 

Hıdırnebi   Yaylakent (Trabzon) 

Sera Lake (Trabzon) 

Uzungöl (Trabzon) 
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Table 3: Campsites in Turkey 

Regions Campsites 

Mediterranean Region Andriake Camping (Antalya) 

Kaş Camping (Antalya) 

Olympos Camping (Antalya) 

Osay Camping (Antalya) 

Perle Camping (Antalya) 

Akçakıl Camping (Mersin) 

Dragon Camping (Mersin) 

Aegean Region Önder Camping (Aydın) 

Yat Camping (Aydın) 

Kapıdağ Kamping (Balıkesir) 

Ada Camping (Balıkesir) 

Ant Camping (Balıkesir) 

Kapıdağ Camping (Balıkesir) 

Baydil Camping (Denizli) 

Ceylanpınarı Camping (Denizli) 

Kalemli Orman Kampı (İzmir) 

Oba Camping (İzmir)  

Sazlıca Camping (İzmir) 

Gökova Forest Camping (Muğla) 

Çubucak Orman Kampı (Muğla)  

Aktur Camping (Muğla) 

Altınkum Camping (Muğla) 

Azmakbaşı Camping (Muğla) 

Dalyan Camping (Muğla) 

Zetaş Camping (Muğla) 

Southeast Anatolia 

Region 

Cendere Köprüsü Caravan Camp 

Inner Anatolia Region Ada Camping Avanos (Nevşehir) 

Panorama Camping (Nevşehir) 

Marmara Region Semizkum Camping (İstanbul) 

Kum Camping (Çanakkale) 

Nil Camping (Çanakkale) 

Black Sea Region Mugada Camping (Bartın) 

Tezel Camping (Düzce) 

Samsun Caravan Camping (Samsun) 

Martı Camping (Sinop) 

Niksar Camping (Tokat) 

Sumela Camping (Trabzon) 

Verizana Camping (Trabzon) 

Uzungöl İnan Kardeşler Camping (Trabzon) 

Source:URL-2 
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RESULT 

Changes and developments in the world have led to an increase and variety in 

tourism activities that could appeal to a certain segment in the early periods. One 

of these activities is camping and caravan tourism, which continues with different 

practices from the past to the present. Due to the difficulty of life in big cities, 

people have started to prefer camping and caravan tourism to relax and spend time 

in nature. Looking at recent data and comparing, this increase can be seen clearly. 

At this point, the region given in the study, looking at the areas where camping can 

be carried out, Turkey has natural camping areas and rich in camping and caravan 

tourism. Camping and caravan tourism can increase its share among other tourism 

when the areas where camping can be made are included to tourism professionally. 

In this context, projects have been created and steps have been taken for the 

campsites by Turkish camping and caravan association. 

Camping projects created by the Turkish camping and Caravan Association 

are further supported by the state and the continuity of increases in camping caravan 

tourism is important. The short-term participation of holidaymakers in camp 

activities can be considered as an important gain for entrepreneurs and tradesmen 

in the campsite area. Taking into account the wishes and needs of the participating 

holidaymakers, it can allow the emergence of new business areas. Turkey's 

campsite can be evaluated within the scope of the project and modern camping can 

be made and served in this type of tourism by taking it more professionally. 

DISCUSSION 

Camping is a very popular holiday option around the world. There are 

campsites around the world that offer a combination of many natural beauties. 

According to the reports of FICC (International Federation of Camping and 

Caravanning), the only and most influential organization worldwide that raises the 

issues of camping and caravan tourism, campsites located in Turkey are very 

valuable and important for camping (Senol 2011). But, any camping in Turkey does 

not have the charm and image known to customers as in Croatia, Germany or Italy 

(Erdogan 1996). When camping projects are developed and implemented, Turkey 

will also have an important image in the world. As the importance of nature-based 

tourism has increased recently, camping tourism and camping activities have also 

become one of the most preferred outdoor activities (O'neil et al. 2010).  In this 

context, when evaluated from the point of view of Turkey, its natural beauty is 

preserved and if more professional camping facilities are offered for camping 

lovers, Turkey may be in the first place in the ranking of preferences for camping. 

In addition to protecting nature, camping and caravan tourism will increase the 

well-being of the local community and contribute significantly to regional 

development. In underdeveloped regions, there will be socially positive 

contributions as a result of interaction between tourists and the local community 

(Ötügen 2010). Along with these natural beauties, Turkey has favorable conditions 
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for alternative tourism types every month of the year in terms of climate conditions. 

In order to increase the declining tourism revenues due to seasonal characteristics, 

it is necessary to turn this situation into an advantage. 

Both economic and sociological contributions of infrastructure and 

superstructure works applied for camping and caravan tourism should not be 

ignored. Camping and caravan tourism is an activity that people at all income levels 

can participate in. 
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INTRODUCTION 

The phenomenon of migration is the abandonment of the place in residence 

for different reasons including political, social, economic and demographic (Isaac, 

1949: 379). Tourism includes the temporary mobility of people for many purposes 

(vacation, entertainment, visiting friends and relatives, work or health, etc.) and 

cultural, social and economic events as a result of this tourism mobility (UNWTO, 

2020a). Although tourism demand varies according to the country or region, it is 

affected by many factors such as the population structure, social indicators, natural-

cultural resources, geographical features, climatic conditions and economic status 

of a country/region (Song, Romilly and Liu, 2000: 613; Cho, 2010: 307). Among 

these factors, migration is also an important concept, the relationship between 

migration and tourism is frequently studied research topic in the literature. 

Migration and tourism are interconnected as a result of human mobility. As 

tourism is a factor that facilitates migration mobility, it is known that migration has 

a positive effect on tourism demand for the homeland and the host country 

(Williams and Hall, 2000: 5; Oigenblick and Kirschenbaum, 2002: 1086; Gheasi 

and Nijkamp, 2011: 1; Etzo, 2016: 2). Because migrants maintain ties with most of 

their friends and relatives, and as a result of this bond, they affect the demand for 

tourism by visiting their home country, host country or various countries to meet 

family, friends and relatives (Seetaram, 2012; Griffin 2017; Takahashi, 2019). 

In this study, for the period 2012-2019 when examining the number of 

foreigners and citizens (resident abroad) who visited Turkey, the purpose of visit 

of tourists, the tourism income and the ranking of inbound countries for visiting 

friends ana relatives (VFR), but also has been determined the number of citizens 

visiting abroad (resident in Turkey), the purpose of visit, the tourism expenditure 

and the ranking of outbound countries for VFR. Because VFR travels contain 

important informations and developments. Therefore, in the study, the relationship 

between migration, tourism and VFR will be presented and various suggestions will 

be offered. 
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VISITING FRIENDS AND RELATIVES TOURISM (VFR) AND 

DEVELOPMENT 

The representative of the relationship between migration and tourism is VFR 

tourism (Dragicevic, Radic and Herman, 2019: 205; Takahaski, 2019: 163). 

Initially, tourism planners and academics neglected the importance of this research 

topic. However, VFR is maintained every time and every place (Seaton 2017: 467). 

Yousuf and Backer (2015) found that there were a total of 129 articles on VFR for 

the period 1990-2015, and showed that the interest in VFR increased even more 

between 2010 and 2015 years. Seaton and Palmer (1997: 345) summarize the 

interest in VFR tourism in their study as follows: 1- It is a growing category 

worldwide. 2- It is the main source of tourists in some destinations. 3- Its 

importance is increasing with the economic dimension. 

While VFR is considered as an extension of migration and tourism (Williams 

and Hall, 2000; Hoogendoorn, 2011; Palovic, Kam, Janta, Cohen, and Williams, 

2014: 266), it is accepted as a single activity within travel, not the main purpose of 

travel (Moscardo Pearce, Morrison, Green and O'Leary, 2000). Although there is 

no universal definition of VFR tourism, it is generally defined by the purpose of 

travel or the type of accommodation (Backer, 2007: 369). Duval (2004); Asiedu 

(2008); Griffin (2013); McLeod and Busser (2014) argue that it is a different type 

of tourism. 

By reaching the level of 1.460 million international tourist arrivals for 2019, 

leisure and entertainment holidays ranked first with a rate of 55% and VFR or 

health and religious travels ranked second with a rate of 28% (UNWTO, 2020b: 9). 

Almost a quarter of international travel consists of VFR tourism in the worldwide. 

In Australia, according to the purpose of visit in 2019 the number of VFRs 

(2,584,978) covers approximately 30% of the total number of visitors (8,662,019) 

according to the purpose of visit in 2019 (Tourism Research Australia, 2020). 

In the UK, VFR tourism has grown faster than both leisure and business travel 

since 1984 (ABTA, 2011). According to the British Air Transport Association's 

travel statistics, in 2014, travels abroad to VFR accounted for 58% (11.06 million) 

of the total number of visitors for residents in United Kingdom (UK) and VFR 

travels of overseas residents to the UK received 42% (7.97 million) of the total of 

visits. The economic benefits of VFR travel to the UK are determined at £ 4.07 

billion (£ 4.07 billion) (British Air Transport Association, 2015). In 2019, 

Residents of UK made more than 6 million travels abroad to VFR for between 14 

and 27 nights and VFR travels lasting 28 or more nights amounted more than 2.3 

million. The most common length of stay for such trips was between 4 and 13 

nights, with 11.1 million travels (Statista Research Department, 2020). 

VFR tourism is indisputable the world's largest type of tourism (Backer and 

Morrison, 2015: 13) and VFR travels spread over a whole year, creating an 

alternative to the seasonality problem in tourism (Griffin, 2013: 782). VFR tourism 

is known to positively affect social and cultural development as well as its 
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economic contribution to destinations (Shani, 2013: 2), it causes more host / guest 

interactions than other types of tourism (Yousuf and Backer, 2015). VFR tourists 

make the destination more attractive and authentic as it improves the quality of life 

of local people (Munoz, Griffin and Humbracht, 2017). While it is argued that these 

tourists have little contribution to the accommodation businesses and the local 

economy as they stay at the house of their friends or relatives, many studies reveal 

that VFR tourism contributes more than thought (Braunlich and Nadkarni, 1995: 

46; McKercher, 1996: 703; Seaton and Palmer, 1997: 347; Gamage and King, 

1999: 312; Moscardo et al. 2000: 252; Backer, 2010: 335; Griffin, 2013: 781; Shani, 

2013: 3; Janta, Cohen and Williams, 2015: 586). VFR tourists stay longer, 

participate actively in activities in their spare time and positively affect the 

development of the tourist experience (Müri and Sägesser 2003: 29; Backer, Leisch 

and Dolnicar, 2017: 57). 

Some important studies in the literature that clearly reveal the positive impact 

of VFR tourism within the framework of the relationship between migration and 

tourism are: 

Liu, Timur and Var (1984) have concluded that Turkish tourists from abroad 

to Turkey have higher tourist income multipliers by foreign tourists. This study also 

reveals that expats spend proportionately more on retail purchases, less on hotels 

and restaurants, and generate more direct and induced income overall. This 

challenges the common view that tourists who cannot benefit from commercial 

accommodation are less valuable to their destination. 

Prescott, Wilton, Dadayli, and Dickson (2005) found that the highest estimated 

flexibility for the immigrant stock was for VFR and holiday tourism, and that these 

types of tourism are affected by migration by examining Canada's tourism demand 

by travel purposes. 

Dwyer, Forsyth, King, and Seetaram (2010) have come to the conclusion that 

migration from 29 countries in tourism demand for Australia has an effect on VFR 

tourism and other tourism types and creates economic effects as a result of the 

establishment, expansion and thus employment creation of tourism businesses. 

Again for Australia, Forsyth, Dwyer, Seetaram and King (2012) proved that VFR 

tourism has economic effects on a destination. 

Etzo, Massidda and Piras (2014) have measured the effects of migrants living 

in Italy on both VFR tourism and holiday and business tourism, and have been 

emphasized that the effect of migrants on these types of tourism is strong and 

positive. In another study for Italy, Massidda, Etzo and Piras (2015) have 

determined that migrant communities had a positive effect on tourism types such 

as VFR, holidays and business, by analyzing the number of tourists coming to Italy 

from 65 countries and the number of foreign-born residents in Italy and the number 

of Italians residing abroad for the period of 2005-2011. They also responded 

effectively to those who ignored the relationship between migration and tourism, 

by proving that migration has a significant impact on tourism revenues. 
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Dragicevic, Radic, and Herman (2019) proved that migration was an important 

determinant of VFR tourism development for 28 EU countries during 1990-2017 

and there was a steady increase in the total number of nights spent in 

accommodation businesses due to migration. According to the results of this study, 

the economic impact of VFR tourism was determined to be much higher than 

thought. 

METHODS AND FINDINGS 

In the study, TurkStat Departing Visitors Survey and TurkStat Arriving 

Citizens Survey were used (TURKSTAT, 2020). By taking into account the data of 

departing visitors (foreigners and citizens residing abroad) and arriving citizens 

(resident in Turkey), important information about VFR will be revealed and will be 

provided contribution to the literature. 

Table 1: Departing Visitors (foreign and citizen) by Purpose of Visit, 

2012-2019 (%) 
Year / Purpose of visit 2012 2013 2014 2015 2016 2017 2018 2019 

Travel, entertainment, 

sportive or cultural 

activities 

55,76 55,27 57,72 58,19 48,74 50,21 55,57 57,78 

Visiting relatives and 

friends 
14,91 14,68 14,44 15,39 22,42 21,85 17,64 16,80 

Education, training 0,61 0,49 0,43 0,35 0,32 0,27 0,25 0,26 

Health or medical 

reasons 
0,59 0,68 1,00 0,87 1,20 1,12 1,21 1,28 

Religion / Pilgrimage 0,18 0,15 0,20 0,18 0,15 0,07 0,06 0,16 

Shopping 2,41 2,43 2,56 2,76 3,95 3,90 3,14 3,15 

Transit 0,11 0,09 0,09 0,10 0,09 0,05 0,12 0,18 

Business (conferences, 

etc.) 
5,92 5,95 5,59 5,32 5,77 4,61 4,17 3,57 

Other 2,62 2,94 2,56 2,98 3,93 3,46 2,67 2,07 

Accompanying persons 16,89 17,32 15,41 13,87 13,43 14,46 15,16 14,75 

Total (1000 person) 36464 39226 41415 41618 31365 38620 45628 51860 

Source: TurkStat Departing Visitors Survey 
 

Table 1 shows the rates of departing foreign and citizen visitors (resident 

abroad) between 2012-2019 according to the purpose of visit. The rate of visitors 

coming to Turkey for travel, entertainment, sportive and cultural activities in 8 

years varies between 50.21% and 57.78%. This travel reason which ranked first in 

the relevant period, increased by 47.4%. This ratio decreased only in 2016, due to 

the political tensions between Turkey in 2015 and Russia and then the political 

negativities that broke out with the coup attempt in 2016. VFR travels which ranked 

second increased by 60.3% in 8 years. VFR was not affected by political 

negativities and on the contrary, it reached its highest level in 2016 with a rate of 

22.42% during the 2012-2019 period. 
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Table 2: Departing Visitors by Purpose of VFR, 2012-2019 (%) 

Year/VFR Total Foreigners  
Citizens (Resident 

Abroad)  

2012 5436739 48,26 51,74 

2013 5757757 51,19 48,81 

2014 5979016 50,55 49,45 

2015 6403696 50,87 49,13 

2016 7031921 52,21 47,79 

2017 8436850 55,83 44,17 

2018 8050784 58,24 41,76 

2019 8712806 56,99 43,01 

Source: TurkStat Departing Visitors Survey 
 

In the 2012-2019 period for VFR trips, the distribution of foreign and citizen 

of tourists who visiting to Turkey is analyzed (Table 2); while foreign visitors are 

in the majority with an increasing rate of 89.2%, citizen visitors residing abroad are 

in the minority with a rate of 33.2%. This situation is evidence that showing VFR 

trips as a result of migration from Turkey, which is decisive in the primary 

generation that chooses the homeland and is weakened the bond of the next 

generations with the homeland. 

Table 3: Arriving Citizens by Purpose of Visit (Resident in Turkey), 

2012-2019 (%) 
Year /Purpose of visit 2012 2013 2014 2015 2016 2017 2018 2019 

Travel, entertainment, 

sportive or cultural activities 
27,67 35,18 36,31 40,27 46,20 44,57 40,68 39,77 

Visiting relatives and friends 20,72 18,29 18,95 19,50 19,14 21,36 21,61 22,95 

Education, training  2,30 1,77 1,40 1,57 1,75 0,87 1,27 1,12 

Health or medical reasons  0,39 0,20 0,14 0,14 0,12 0,11 0,16 0,15 

Religion / Pilgrimage 1,19 5,65 5,40 4,68 5,61 5,49 6,72 3,91 

Shopping 2,51 0,91 0,65 0,69 0,92 0,35 0,93 0,86 

Business (conferences etc.) 30,67 20,91 27,69 22,15 18,08 17,59 20,15 21,13 

Other 9,88 10,45 3,57 5,19 2,58 2,87 2,37 4,25 

Accompanying persons 4,67 6,64 5,90 5,80 5,59 6,78 6,10 5,86 

Total (1000 person) 5803 7526 7982 8751 7892 8887 8383 9651 

Source: TurkStat Arriving Citizens Survey 
 

When the distribution of citizens who went abroad between 2012 and 2019 

according to purpose of visit is examined (Table 3), most of the citizens visited 

abroad for travel entertainment, sportive and cultural activities. Then, It is seen that 

the citizens visit abroad for business, meeting etc. And VFR, respectively. 
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However, VFR ranks second, increasing by 84.2% in 8 years. 

Table 4: Balance of Income-Expenditure for VFR, 2012-2019 

Year 

Departing Visitors Arriving Citizens 

Balance of 

Income - 

Expenditure 

for VFR  

(000$) 

Tourism 

income 

(000 $) 

Number 

of 

Visitors 

(Resident 

abroad) 

Average 

expenditure 

per capita 

($) 

Tourism 

expenditure 

(000 $) 

Number 

of 

Citizens 

(resident 

in 

Turkey) 

Average 

expenditure 

per capita 

($) 

2012 4324919 5436739 795 951754 1202376 792 3373165 

2013 4742422 5757757 824 960855 1376450 698 3781567 

2014 4952679 5979016 828 1036581 1512530 685 3916098 

2015 4841490 6403696 756 1111184 1706404 651 3730306 

2016 4956357 7031921 705 966758 1510867 640 3989599 

2017 5741825 8436850 681 1097359 1898321 578 4644466 

2018 5207300 8050784 647 1058016 1811529 584 4149284 

2019 5799628 8712806 666 1010810 2215160 456 4788819 

Source: TurkStat Departing Visitors Survey and Arriving Citizens Survey 
 

Table 4 is seen that Turkey's share of VFR tourism income and its lost share 

from tourism expenditure for the period 2012-2019. According to these data, 

despite the decrease in average expenditure per capita in 8 years Turkey's share in 

VFR tourism revenues increased by 34.1%. In the relevant period, while there was 

an increase of 6.2% in VFR tourism expenditures, only  a decrease was experienced 

in 2016. VFR tourism income-expenditure balance is constantly positive in 8 years. 

VFR tourism incomes were above tourism expenditures, and this positive 

difference increased by 42% within 8 years. 

In the period 2012-2019, according to the average number of visitors in 8 

years, the top ten countries that departing visitors and arriving visitors due to VFR 

are included in Table 5. According to this table, VFR most visitors to Turkey are 

Turkish citizens residing abroad, that the German, Georgian, Bulgarian, 

Azerbaijani, Persian, English, French, Russian and Dutch visitors are followed. 

Turkey receives migration from surrounding countries due to its proximity to the 

cultural and physical distance and from European countries due to climatic 

conditions, which positively affects VFR tourism to Turkey. 

The country visited by citizens for VFR is Bulgaria, and Germany, Iran, 

Greece, Azerbaijan, Georgia, Austria, France, USA, Netherlands, respectively. 

This situation is a result of presence of migration in the relevant countries, and 

strong relationships with family, friends and relatives, and geographical proximity 

for countries such as Bulgaria, Iran, Greece, Azerbaijan, Georgia. 
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Table 5: Ranking of Countries by VFR, (average of 2012-2019) 

Departing Visitors Arriving Citizens 

  

Countries  
Total 

Visitors 

  
Countries  

Total 

Visitors 

1 Turkey 3240263 1 Bulgaria 364977 
2 Germany 680340 2 Germany 212487 
3 Georgia 590084 3 Iranian 95962 
4 Bulgaria 401712 4 Greece 93859 
5 Azerbaijan 190265 5 Azerbaijan 82338 
6 Iranian 171181 6 Georgia 64574 
7 England 154938 7 Austria 24164 
8 France 131887 8 France 21084 

9 Russia 130008 9 USA 19570 

10 Netherlands 127514 10 Netherlands 16806 

Source: TurkStat Departing Visitors Survey and Arriving Citizens Survey 
 

DISCUSSION AND CONCLUSIONS 

Tourism for travel, entertainment, sports and cultural activities in the world 

take the first place and are a large extent and are mostly once done. However, VFR 

which is in the second place, is more likely to be a repeat visitor because they prefer 

to be with friends and relatives. There is the important point that VFR tourism is 

purpose of visit during life-long and spreads over a whole year. 

The increase of the number of visitors who come to Turkey and the number of 

citizens who visit abroad from Turkey for VFR tourism each year, is a determining 

factor of the high number of Turks residing in the relevant countries due to 

migration. The presence of Turkish population is important in Germany (2 million), 

France (700 thousand), Netherlands (500 thousand), England (400 thousand), USA 

(300 thousand), Austria (250 thousand), Bulgaria (600 thousand), Azerbaijan (55 

thousand), Russia (40 thousand), Greece (25 thousand) and Georgia (22 thousand) 

(Dış İşleri Bakanlığı, 2021). Mutually revival in tourism activity, can be explained 

by reasons such as the presence of immigration stock, the strong relations of family, 

friends and relatives relations, geographical and cultural proximity, lack of visa 

restrictions, suitability of climatic conditions and the increase in the number of 

resident foreigners in terms of price, cost and investment. 

In Turkey, there is a mutual relationship in VFR travels, this relationship is 

positive, the number of VFRs increases every year and therefore has a high 

economic impact shows that it is compatible with the studies in the literatüre (Liu 

et al, 1984; Braunlich and Nadkarni, 1995; Moscardo et al, 2000; Dwyer et al, 2010; 

Backer, 2007, 2010; Forsyth et al, 2012; Griffin, 2013; Etzo et al, 2014 and 

Dragicevic et al, 2019).  
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As the main purpose of visit in Turkey, some suggestions for the development 

of VFR tourism are as follows; 

* The profile of VFR tourists should be examined, their cultural identity and 

emotional commitment to the homeland should be measured, 

* Comparative analysis of VFR tourism with other types of tourism should be 

done and its cultural, social and economic impact should be investigated 

theoretically and empirically, 

* VFR tourism should be applied as a travel model for destinations, 

* By determinig the dynamics of the relationship between friends and 

relatives, the role of technology for VFR tourism should be revealed, 

* After these researches, the specific marketing strategies and policies for VFR 

should be determined. 
 

REFERENCES 
 

ABTA (2011). ABTA Travel Trends Report 2011. London: ABTA. 

https://www.onecaribbean.org/content/files/ABTA2011TravelTrendsReport.pd

f (Accessed: 15 January 2021). 

Asiedu, A. B. (2008). Participants’ Characteristics and Economic Benefits of 

Visiting Friends and Relatives (VFR) Tourism - An International Survey of the 

Literature with Implications for Ghana. International Journal of Tourism 

Research, 10(6), 609-621. 

Backer E. (2007). VFR Travel: An Examination of the Expenditures of VFR 

Travelers and Their Hosts. Current Issues in Tourism, 10(4), 366-377. 

Backer E. (2010). Opportunities for Commercial Accommodation in VFR. 

International Journal of Tourism Research, 12(4): 334-354. 

Backer, E., Leisch, F. and Dolnicar, S. (2017). Visiting Friends or Relatives?, 

Tourism Management, 60, 56-64. 

Backer, E. and Morrison, A. M. (2015). The value and contributions of VFR to 

destinations and destination marketing. In E. Backer and B. King (Eds.) VFR 

Travel Research: International Perspectives, p.13-27, Bristol: Channel View 

Publications. 

Braunlich, C. G. and Nadkarni, N. (1995). The Importance of the VFR Market to 

the Hotel Industry. The Journal of Tourism Studies, 6(1), 38-47. 

British Air Transport Association (2015). Number of people flying to visit friends 

and relatives at all-time high. https://airlinesuk.org/number-of-people-flying-to-

visit-friends-and-relatives-at-all-time-high/, (Accessed: 15 January 2021). 

Cho, V. (2010). A Study of the Non-Economic Determinants in Tourism Demand. 

International Journal of Tourism Research, 12(4), 307-320.  

Dış İşleri Bakanlığı (2021). En çok Türk'ün yaşadığı 20 ülke! Dışişleri Bakanlığı 

açıkladı.  28 Ocak 2021 https://www.hurriyet.com.tr/seyahat/galeri-en-cok-

turkun-yasadigi-20-ulke-disisleri-bakanligi-acikladi-41438390/1, (Accessed: 

15 January 2021). 

https://airlinesuk.org/number-of-people-flying-to-visit-friends-and-relatives-at-all-time-high/
https://airlinesuk.org/number-of-people-flying-to-visit-friends-and-relatives-at-all-time-high/


262 

 
 

Dragicevic, D., Radic, M. N. and Herman, S. (2019).  Migration Impact as a 

Positive Change in Tourism Demand. ToSEE -Tourism in Southern and Eastern 

Europe, 5, 205-217. 

Duval, D. T. (2004), Linking Return Visits and Return Migration Among 

Commonwealth Eastern Caribbean Migrants in Toronto. Global Networks, 4(1), 

51-67.  

Dwyer, L., Forsyth, P., King, B. And Seetaram, N. (2010). Migration Related 

Determinants of Australian Inbound and Outbound Tourism Flows. CRC for 

Sustainable Tourism Pty Ltd. Australia: Gold Coast, Queensland. 

https://sustain.pata.org/wp-content/uploads/2015/01/80068-Dwyer-Migration-

Tourism-Flows-WEB.pdf, (Accessed: 15 January 2021). 

Etzo, I. (2016), The impact of migration on tourism demand: evidence from Japan 

https://mpra.ub.uni-muenchen.de/72457/1/MPRA_paper_72457.pdf, 

(Accessed: 15 January 2021). 

Etzo, I., Massidda, C. and Piras, R. (2014). Migration and Outbound Tourism: 

Evidence from Italy. Annals of Tourism Research 48, 235-249. 

Forsyth, P., Dwyer, L., Seetaram, N. and King, B. (2012). Measuring the economic 

Impact of Migration-Induced Tourism. Tourism analysis, 17(5), 559-571.   

Gamage, A. and King, B. (1999). Comparing Migrant and Non-migrant Tourism 

Impacts. International Journal of Social Economics, 26(1/2/3), 312-324. 

Gheasi, M. and Nijkamp, P. (2011). Migration, Tourism and International Trade: 

Evidence from the UK. Serie Research Memoranda 0029, VU University 

Amsterdam, Faculty of Economics, Business Administration and Econometrics. 

Griffin, T. (2013). Research Note: A Content Analysis of Articles on Visiting 

Friends and Relatives Tourism, 1990-2010. Journal of Hospitality Marketing & 

Management, 22(7), 781-802.  

Griffin, T. (2017). Immigrant Hosts and Intra-Regional Travel. Tourism 

Geographies, 19(1), 44-62.  

Hoogendoorn, G. (2011). Low-income Earners As Second Home Tourists in South 

Africa?. Tourism Review International, 15(1-2), 37-50. 

Isaac, J. (1949). Europeon Migration Potential and Prospects. Population Studies, 

2(4), 379-412. 

Janta, H., Cohen, S. A. and Williams, A. M. (2015). Rethinking Visiting Friends 

and Relatives Mobilities. Population, Space and Place, 21(7), 585-598. 

Liu, J., Timur, A. and Var, T. (1984). Tourism Income Multipliers for Turkey. 

Tourism Management, 5(4), 280-287. 

Massidda, C., Etzo, I. and Piras, R. (2015). Migration and Inbound Tourism: An 

Italian Perspective. Current Issues in Tourism, 18(12), 1152-1171. 

McKercher B. 1996. Host Involvement in VFR Travel. Annals of Tourism 

Research 23(3), 701–703. 

McLeod, B. and Busser, J.A. (2014). Second Homeowners Hosting Friends and 

Relatives. Annals of Leisure Research, 17(1), 86-96.  

https://mpra.ub.uni-muenchen.de/72457/1/MPRA_paper_72457.pdf
https://ideas.repec.org/p/vua/wpaper/2011-29.html
https://ideas.repec.org/p/vua/wpaper/2011-29.html
https://ideas.repec.org/s/vua/wpaper.html


263 

 
 

Moscardo, G., Pearce, P. L., Morrison, A. M., Green, D. and O’Leary, J. (2000). 

Developing A Typology for Understanding Visiting Friends and Relatives 

Markets. Journal of Travel Research, 38 (3), 251-259. 

Munoz, J. R., Griffin, T. and Humbracht, M. (2017). Towards A New Definition 

for ‘Visiting Friends and Relatives’. International Journal of Tourism Research, 

19(5), 477-485.  

Müri, F. and Sägesser, A. (2003). Is VFR an Independent Target Group? The case 

of Switzerland. Tourism Review, 58(4), 28-34.  

Oigenblick, L. And Kirschenbaum, A. (2002). Tourism and Immigration: 

Comparing Alternative Approaches. Annals of Tourism Res., 29(4), 1086-1100. 

Palovic, Z., Kam, S., Janta, H., Cohen, S. and Williams, A. (2014). Surrey Think 

Tank – Reconceptualising Visiting Friends and Relatives (VFR) Travel. Journal 

of Destination Marketing & Management, 2, 266-268 

Prescott, D., Wilton, D., Dadayli, C. and Dickson, A. (2005). Travel to Canada: 

The Role of Canada’s Immigrants Populations. Applied Economics, 37, 651-

663. 

Seaton, T. (2017). Qualitative Approaches to the Phenomenology of VFR Travel: 

The use of Literary and Cultural Texts as Resources. International Journal of 

Tourism Research, 19(4), 455-465.  

Seaton, A. V. and Palmer, C. (1997). Understanding VFR Tourism Behaviour: The 

First Five Years of the United Kingdom Tourism Survey. Tourism 

Management, 18(6), 345–355. 

Seetaram N (2012). Immigration and International Inbound Tourism: Empirical 

Evidence from Australia. Tourism Management, 33(6): 1535-1543. 

Shani, A. (2013). The VFR Experience: ‘Home’ Away From Home? Current Issues 

in Tourism, 16(1), 1-15. 

Song, H.; Romilly, P. and Liu, X. (2000). An Empirical Study of Outbound 

Tourism Demand in the UK. Applied Economics, 32(5), 611-624. 

Statista Research Department, (2020). Travel, Tourism & Hospitality 

https://www.statista.com/statistics/580601/visiting-friends-or-relatives-abroad-
by-united-kingdom-uk-residents-by-length-of-stay/. (Accessed: 15 January 2021). 

Takahashi, K. (2019). Tourism Demand and Migration Nexus in Small Island 

Developing States (SIDS): Applying the Tourism Demand Model in the Pacific 

Region. Island Studies Journal, 14(1), 163-174. 

Tourism Research Australia (2020). International Visitor Survey Results 

September 2020, https://www.tra.gov.au/data-and-

research/reports/international-visitor-survey-results-september-

2020/international-visitor-survey-results-september-2020, (Accessed: 15 

January 2021). 

TURKSTAT (2020). Departing Visitors Survey and Arriving Citizens Survey, 

https://biruni.tuik.gov.tr/medas/?locale=tr (Accessed: 15 January 2021). 

UNWTO (2020a). Glossary of Tourism Terms, https://www.unwto.org/glossary-



264 

 
 

tourism-terms, (Accessed: 15 January 2021). 

UNWTO (2020b). International tourism trends, 2019, https://www.e-

unwto.org/doi/epdf/10.18111/9789284422456 pp.1-23 (Accessed: 15 January 

2021). 

Williams, A. M. and Hall, C. M. (2000). Tourism and Migration: New 

Relationships Between Production and Consumption. Tourism Geographies 

2(1), 5-27. 

Yousuf, M. and Backer, E. (2015), A Content Analysis of Visiting Friends and 

Relatives (VFR) Travel Research. Journal of Hospitality and Tourism 

Management, 25, 1-10.  



265 

 
 

Chapter 17 

Effects of Ethnic Restaurant Experience on Tourist 

Behavior: A Research on Germans Visiting Turkish 

Restaurants in Berlin2 

Sami Sonat ÖZDEMİR  

Res. Assist. Ph.D. Balikesir University, Tourism Faculty, Department of Gastronomy and Culinary 
Arts, Balikesir- Turkey 

 

INTRODUCTION 

There has been an increase in the relationship between tourists’ destination 

preferences, food and drink habits, and local products; in other words, local 

characteristics have been increasingly affecting the preferences of visitors 

(UNWTO, 2012, 3). This change in the preferences is in line with the increasing 

interest in ‘experiencing’ instead of ‘consuming’. At this point, different factors, 

either increasing or decreasing the desire to taste the final product, come together; 

the processes of obtaining the raw material, choosing the combination and cooking 

technique, preparing the food are all significant in obtaining a successful final meal 

that leads tourists to try new tastes.   

According to the literature analysis, it can be said that satisfaction from 

restaurant experience, food image, food recognition, and neophobia are the 

significant elements that have the potential to affect and shape the intention to 

consume, experience local food. The variables that will be analyzed in the scope of 

this research study are chosen in the frame of this information. The target 

population of the study, which aims at determining the impact of the above-

mentioned factors on tourist behaviors, is made of ethnic restaurant visitors. 

There are similarities between visiting an ethnic restaurant and a tourist 

destination; experiencing something new in a specific culture and having pleasure 

from it are the common points of these two seemingly different actions (Lego et al., 

2002, 61). From this viewpoint, it can be said that a positive ethnic restaurant 

experience may not only increase the possibility of re-visiting that destination but 

also lead tourists to visit the specific region where that meal is originally cooked 

restaurant. As known, people nowadays increasingly tend to experience 

gastronomic heritage elements and visit original destinations. The factors of 

satisfaction, image, recognition, and neophobia, which are the factors that affect 

gastronomy experience in tourism, are significant and thus analyzed in this study. 

 
2 This chapter is based on the doctorate thesis of the author. 
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It has been possible to reveal the common effects of different factors and see the 

possible relationship between local food consumption at a destination and 

behavioral intentions.  

Although there are many research studies in the literature about the effect of 

the above-mentioned factors on behavioral intentions (Chi et al. 2013; Min and Lee, 

2014; Cohen and Avieli, 2004), there is not a comprehensive study focusing on the 

effect of ethnic restaurant experience on the intention of visiting a destination and 

experience local food. This effect on behavioral intentions is analyzed in this study; 

the analysis is based on the satisfaction levels of Germans visiting Turkish 

restaurants in Berlin. On the other hand, their level of recognizing foods specific to 

Turkish cuisine, neophobic tendencies, and the images of the presented food are the 

other factors carefully analyzed in this research study.  Ethnic restaurants reflect 

unique features of a culture, region, or country and they are the representatives of 

gastronomic heritage (Ebster and Guist, 2005, 43; Lego et al., 2002, 61). 

Restaurants give visitors the chance to experience local, special, and original tastes 

(Turgeon and Pastinelli, 2002, 247). 

The basic purpose of this research is to analyze the behavioral intentions of 

Germans visiting Turkish restaurants in Berlin in terms of their experiences in the 

destination and consuming local food. Studies in the related literature about ethnic 

restaurants mostly focus on assessing and evaluating experiences; studies 

researching the behavioral intentions of tourists, on the other hand, ignore the effect 

of ethnic restaurant visits on these intentions. In light of this information, this study 

aims at filling this gap in the related literature by focusing on these two factors in 

tourist experiences.  

1. LITERATURE REVIEW 

1.1. Food Image  

Jenkins (1999) has associated the concept of a food image and made a 

significant contribution to the literature. After this contribution, many researchers 

focused on analyzing this relationship from different aspects and there are studies 

in the literature about food image. Besides, although the concept of food image has 

been defined in many previous studies, the dimensions and features of food haven’t 

been precisely explained (Frochot, 2003; Hjalager and Corigliana, 2000; Hughes, 

1995). Some of the recent studies analyzed food images only as a part of the image 

of a destination and ignored the significance of it (Quan and Wang, 2004; Scarpato, 

2002).  

The relation of food image with tourism attracts attention as one of the leading 

research topics in recent literature. However, as there is a deficiency in explaining 

the food image conceptually, the relationship between tourism and food image 

hasn’t been completely understood. In his study, Selwood (2003) states that the 

importance of food in tourism is ignored by the researchers; this analysis –in a 

sense- proves that studies about the effect of food image on tourist consumer 

behaviors have only recently become more important in studies. Food image, 
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besides its effect on tourism activities and destination image, is a highly important 

concept. For instance, in their study, Hjalager and Corigliano (2000) mention that 

food has contributed four different dimensions to the image of tourism, which are 

“Stocking”, “Superficiality”, “Independence”, and “Complementariness”.  

When food image is analyzed in terms of the factors specified in this study, it 

is seen that its effects on the intention of visiting a destination have been frequently 

analyzed in the related literature. In their research study, Lin and Jang (2019) state 

that food image has a direct impact on satisfaction; they revealed that satisfaction 

from food&drink directly affects behavioral intentions such as re-visiting a 

destination and recommending it. Chi et al. (2015) found that food image affects 

the perception of tourists and the quality of the visit. They defend that creating a 

positive food image in the mind of a tourist has a significant impact on determining 

their behaviors such as re-visiting or recommending a destination. There are also 

some other studies in the related literature about the high impact of food&drink 

elements on increasing the image of a destination and the possibility of re-visiting 

a restaurant (Kivela and Crotts, 2006; Henderson 2009).  

1.2. Food Recognition  

It can be said that recognition, as an independent concept, is a social factor that 

is closely related to the food choice (Clendenen et al. 1994; Hetherington et al., 

2006; Salvy et al., 2007). In their study, Hetherington et al. (2006) emphasize that 

food recognition is a social factor and a kind of presupposition that eases social 

communication. The findings of their study indicate that food demand increases as 

a result of the tendency to use food&drink elements as instruments of socialization. 

On the other hand, the food demand is limited when one isn’t familiar with it. In 

his study, Mela (1999) states that there are some specific global rules in 

understanding food choice; and the most important rule is recognition. In their 

study, Steptoe et al. (1995) used the Food Choice Questionnaire (FCQ) and 

presented factors that affect food choice. The factor of food recognition is one of 

these factors. Some similar findings in the related literature show that recognition 

is a significant element of food choice.  

1.3. Customer Satisfaction From the Restaurant Experience  

Satisfaction from restaurant visits is evaluated from many dimensions. 

According to the related literature, consumers consider different factors while 

choosing a restaurant for experiencing food. These factors are divided into two 

categories as choice criteria (restaurant features) and food experience factors. The 

flavor of food, region, cost, ambiance, time, the capacity of the restaurant, service 

quality, cleaning, parking, easy menu, easy access, comfort, quality, security, etc. 

are some of the choice criteria specified in the literature (Oh and Jeong, 1996; 

Kivela et al, 1999; Andeleeb and Conway, 2006; Rynolds and Hwang, 2006; Gypta 

et al., 2007; Namkung and Jeng, 2008; Sriwongrat, 2008; Ho et al., 2009; Wu and 

Liang, 2009; Noone et al., 2009; Min and Lee, 2014). 
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1.4. Food Neophobia  

Neophobia is a popular field of study and there are researches in the literature 

focusing on the topic from different dimensions. The phenomenon of reluctance to 

new and unfamiliar food (Ritchey et al., 2003), “avoiding new foods” or 

“unwillingness to try new food” (Pliner and Hobden, 1992) are some definition 

examples of food neophobia. The term is generally used to indicate a tendency to 

reject novel or unknown foods.  

Food consumption is a dynamic process continuing on three axes from exotic 

to familiar, uneatable to eatable from tasteless to tasty (Long, 2004). Food&drink 

factors can be attractive in terms of tourism when they are beyond standards and 

delicious (Jochnowitz, 1998). On the other hand, according to Fishler (1988), 

factors such as tastefulness, exoticness, tastelessness are completely personal 

choices depending on personal traits, and cultural preferences of individuals. This 

significant impact of personal choices on food consumption indicates that it is 

impossible to set a standard in terms of familiarity and edibility; based on this 

information, it can be said that it is not possible to satisfy every tourist as they all 

have different tastes, cultural background, and familiarity. Consumers are 

sometimes unwilling to try new food (neophobia) while they are sometimes 

enthusiastic about trying local food (neophilia). 
 

 1.5. The Intention to Visit a Destination  

According to Ajzen and Fishbein (2000), “intent” is the most significant 

determinant of action. “Intention to visit”, on the other hand, indicates that there is 

the possibility to visit a specific destination at certain periods. Today’s tourists’ 

behavioral intentions are affected by many factors as it can be said that they are 

more knowledgeable, they travel, and experience adventures more when compared 

to the past. Tourists who have these features have many different motivations 

behind their choices and intentions to visit a destination (Cahyanti et al., 2014). 

Many research studies in the literature about the topic reveal that factors such as 

attitude, destination image, behaviors, popular culture products, local products, 

general image, socio-cultural features, novelty-seeking, and food have positive 

contributions to the intention to visit a place (Woodside and Lysonski, 1989; 

Echtner and Ritchie, 1991; Chalip et al. 2003; Alderighi et al, 2016). 

1.6. The Intention to Consume Local Food  

The concept of localness and local products (including local food) are 

explained as products produced and sold at a specific region or products that have 

a specific level of added value and can be exported to other countries or regions 

thanks to that value (Morris and Buller, 2003). To label a local product as local 

food, it should be produced in a specific region and have a local brand. Based on 

these definitions, it is possible to define the concept of local food consumption as 

the process of consuming products that are specific to a region and have an original 

identity (Enteleca Research and Consultancy, 2000). A significant number of 

studies in the literature on local food are about the factors that affect tourists’ local 
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food consumption intentions; at this point, it is significant to note that tourists are 

perceived as consumers who tend to experience new products. Local foods and 

drinks are considered as an important part of tourism experience as they are not 

only original cultural elements, but also serve the purpose of experiencing novelty 

(Hjalager and Richards, 2002; Fields, 2002; Ryu and Jong, 2006; Sparks, 2003). 
 

2. METHODOLOGY 

2.1. Environment and Sampling 

The environment of this research study is Germans who visit Turkish 

restaurants in Berlin. According to the statistics, Berlin is the city with the highest 

Turkish population; the highest number of Turkish participation in working life is 

in the city of Berlin (almanyabulteni.de). The obtained findings indicate that more 

than 200 businesses are functioning in the sector of Turkish cuisine in Berlin. The 

small-scale Turkish döner kebab buffets and mobile food stores aren’t included in 

the research study as the experts in the sector mentioned that they are limited in 

terms of showing the Turkish food culture.  

Data used in this research study were collected through the specifically 

prepared form with the assistance of pollsters in 2018. German citizens living in 

Berlin were included in the research process. The interviews with Germans who 

visit Turkish restaurants in Berlin were carried face-to-face during or after their 

visits (either inside the restaurant or on the street). The individuals were asked if 

they would want to participate in the survey process and fill in the survey form of 

this research study. Individuals who agreed to participate in the research were first 

asked about their citizenship, and if they were settled in Berlin. German citizens 

who settled in Berlin were chosen and informed about the data collection purpose 

in detail. 

2.2. Research Limitations  

To categorize the restaurants used in the research as ethnic Turkish restaurants, 

they should be reflecting the cultural elements (Ebster and Guist, 2005, 41). It is 

assumed that the restaurants included in this research reflect the rich elements of 

Turkish culture such as the atmosphere and features of a Turkish restaurant, 

materials and presentation types, content of the menu, etc. As the sufficiency of 

representing Turkish culture in these restaurants couldn’t be assessed, it can be said 

that the research is limited in this respect. Variables such as cultural distance, which 

can be analyzed in terms of the effect of ethnic restaurants on the intention to visit 

a destination and consume local food, are excluded from the research. The high 

number of variables analyzed in the study is taken into consideration and new 

variables aren’t included as they may create incomprehensibility or cause physical 

difficulty in distributing survey form. This situation can be regarded as another 

limitation of this research study.  
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2.3. Data Collection Tools  

Scales that can collect data about the variables from the related literature were 

used to collect the primary data of the research study; a survey form was 

accordingly created. The prepared survey form was created with a combination of 

six different scales. The first scale was created by Bauer (2008); it measures the 

intention to try local food; the reliability of the scale is tested and approved. The 

second scale in the survey form is the food neophobia scale by Henriques et al. 

(2009) developed in the scope of their study about segmenting customers and 

developing products. The scale used for measuring the food/kitchen image prepared 

by Karim and Geng-Qing Chi (2010) was chosen as the third scale of this study; 

the scale was originally used as a dimension by Karim and Geng-Qing Chi in their 

study aiming at evaluating gastronomy as a factor of tourism. The fourth scale of 

the research study was originally developed by Horng et al. (2012) for measuring 

food/kitchen recognition at a destination. The original study’s purpose was to 

research the effect of the brand match and destination familiarity on travel 

behaviors. The fifth scale used in this study was developed by Ryu et al. (2008) for 

evaluating customer satisfaction in the scope of a multidimensional study including 

the topics of an image, perceived value, satisfaction, and behavioral intentions. The 

sixth and last scale used in this research was originally a part of the study by Horng 

et al., (2011) about international tourist perceptions in tourism; the main purpose 

of the original research study was to measure the intention of participants to visit a 

destination.  

2.4. Research Hypotheses   

Local foods presented in ethnic restaurants attract tourists; they increase the 

recognition of a region or a culture especially when visitors are satisfied with their 

experience (Ebster and Guist, 2005).  The information and experience that people 

have through their visit develop the cognitive component of the image of the ethnic 

restaurant. The cognitive component of the image improves the sensual component 

(Lee, 2009). Satisfaction from ethnic restaurant experience thus positively develops 

the image of a destination (Pike and Ryan, 2004). This relationship between 

satisfaction and image is the basis of H1 presented below.  

H1: Satisfaction from restaurant experience positively affects food image  

The only study in the literature about the effect of restaurant visit satisfaction 

on decreasing or completely removing ethnic food neophobia is by Choe and Cho 

(2011). In their study, Choe and Cho focused on restaurants' non-traditional ethnic 

food and attempted to understand if satisfaction from a visit decreases a negative 

idea about food. Although they reached different results from restaurants that 

present different ethnic food, neophobia was generally evaluated in the frame of 

restaurants that present non-traditional ethnic food. This basis is taken into 

consideration while shaping the hypothesis presented below.  

H2: Satisfaction from restaurant experience negatively affects neophobia  

This thesis study analyzes the element of satisfaction from new experiences in 
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ethnic restaurants. Recommendations about the ethnic culture to be experienced 

and information obtained from different resources about previous travels and visits 

to the destinations can be used for removing neophobic tendencies as the concept 

of neophobia is about experiencing something ‘new’ (Norman, 2004). Recognition 

thus may affect restaurant experience satisfaction. H3 presented below is based on 

the assumption that recognition of food or cuisine positively affects restaurant 

experience satisfaction.  

H3: Recognition positively affects satisfaction from the restaurant experience  

According to the results presented by the studies in the literature, it can be said 

that an increase in the level of food recognition positively affects the image of local 

food, including the cognitive and sensual components of that image (Lee, 2009; 

Pike and Ryan, 2004). H4 in the model developed in the scope of this study is based 

on this information and accordingly developed.  

H4: Recognition positively affects food image  

As the tendency of food neophobia is about the food types that consumers 

don’t have the intention to eat, they usually ignore or filter the information about 

that specific food and only perceive negativities about it. They thus relate negative 

images with the food and continue to have the same negative idea/prejudice about 

it. This perception is usually continuous and abstaining from trying new food 

results in having a negative idea about it, which causes a negative cycle in the end. 

H5 presented below is based on this assumption.   

H5: Neophobia negatively affects food image  

Neophobia, a specific personality trait about food, is generally used to indicate 

a tendency to reject unknown or novel foods (Pliner and Hobden, 1992, 105). Local 

food consumption at a specific destination, on the other hand, is about completely 

new experiences (Kim et al., 2009). Consumers with neophobic tendencies are, in 

its milder form, unwilling to try local food that is new to them. The studies by Choe 

and Cho (2011), Mak et al. (2013) and Kim et al. (2013) reveal the negative 

relationship between neophobia and local food consumption; H6 presented below is 

based on this finding.  

H6: Neophobia negatively affects the intention of local food consumption  

Image, or the image of food in this study, is perceived as a general perception 

of an individual about a destination or food (Fakaye and Crompton, 1991; Hunt, 

1975; Phelps, 1986; Ashworth and Goodall, 1988). It affects behaviors through its 

cognitive and sensual components (Pike and Ryan, 2004). The empirical studies on 

the concept of image revel the effect of it on behaviors (Lee et al., 2005; Chen and 

Tsai, 2007; Bigne et al., 2001; Ramkissoon et al., 2011). H7 and H8 presented below 

are based on the theoretical frame that food image affects behavioral intentions. 

H7: Food image positively affects the intention of visiting a local destination.  

H8: Food image positively affects the intention of consuming local food. 
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2.5. Results 

Analyses about the validity and reliability of the assessment instruments used 

in the scope of the research are completed before testing the hypotheses. 

Psychometric features of the scales used in this research are analyzed. Exploratory 

Factor Analysis (EFA) is completed for analyzing the structural validity of scale 

scores. Polychoric correlation matrix, used for estimating the correlation between 

two theorized normally distributed continuent latent variables, from two observed 

ordinal variables, is used in the Exploratory Factor Analysis. This matrix is 

analyzed with the principal components analysis method. Exploratory Factor 

Analysis is conducted with program R, version 2.10.1 (Development Core Team, 

2012). Cronbach’s Alpha internal consistency coefficient is used for calculating the 

reliability of scores in assessment tools. The path Analysis technique is used for 

testing the theoretical model that represents the research hypotheses. Before 

conducting the Path Analysis, it is determined that the data don’t fit the multi-

normalcy assumption; this is why, Robust Maximum Likelihood estimation method 

and asymptotic covariance matrix are used in analyses (Jöreskog, 2005). Path 

analysis is completed with LISREL, version 8.80.  

2.5.1. Reliability Analysis Results  

At the end of the reliability analysis of statements in the scale, aiming at 

assessing the local food consumption intention, it is determined that the coefficient 

of the seven items scale is α=0.81. Statements in the scale aiming at determining 

food neophobia are carefully analyzed; sub-scales including positive and negative 

questions were obtained at the end of this process. The reliability coefficient of the 

first sub-scale including four items is α=0.72, while the coefficient of the second 

sub-scale including four items is α=0.74. Reliability analysis of the statements in 

the scale aiming at assessing the food image is carefully conducted; at the end of 

the process, it is determined that the calculated coefficient of the scale, made of six 

items, is α=0.87. The reliability coefficient of the three statements in the food 

recognition scale is determined to be α=0.85. Reliability of the statements in the 

scale aiming at assessing the participants’ ethnic restaurant visit satisfaction, is 

analyzed with reliability analysis; the coefficient of the scale involving four items 

is determined to be α=0.92. Reliability of the statements in the scale aiming at 

assessing the participants’ intention of visiting a destination, is analyzed with 

reliability analysis; the coefficient of the scale involving three items is determined 

to be α=0.89. 

Cronbach’s Alpha values about the scales of the intention of local food 

consumption, food neophobia, food image, food recognition, satisfaction from 

restaurant experience, and visiting a destination are presented in Table 1. The 

values indicate that the scale is highly reliable. 
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Table 1. Reliability analysis results of the scales used in the study 

 
Number of 

statements 

Cronbach’s 

Alpha Intention to consume local food 7 0,81 
Food neophobia (1) 4 0,74 
Food neophobia (2) 4 0,72 
Food image 6 0,87 
Food recognition 3 0,85 
Restaurant experience satisfaction 

 

4 0,92 
Intention to visit a destination  

 

3 0,89 

2.5.2. Factor Analysis Results 

 Exploratory factor analysis; the analysis is conducted to determine the 

structural validity of the scales used for assessing the variables in the research 

model. The structural validity of the intention to try the local food scale, made 

of seven items, is determined with Principal Component Analysis for sequential 

data. KMO (0.80) and Barlett sphericity test results (579.388, p<0.05) indicate that 

the data obtained from the scale are proper for factor analysis. According to the 

results, items are under a single factor whose eigenvalue is 3.50, explaining 50% 

of the variance in the items. It is understood that factor loads are between 0.53 and 

0.80.  

 The structural validity of the food neophobia scale, made of ten items, is 

determined with Principal Component Analysis for sequential data. KMO (0.68) 

and Barlett sphericity test results (782.770, p<0.05) indicate that the data obtained 

from the scale are proper for factor analysis. There were three factors whose 

eigenvalues were over one in the first analysis. It was observed that the third factor 

was made of two items. These two items were removed from the analysis and the 

analysis process was repeated. According to the results, the items are under two 

factors with 2.58 and 2.35 eigenvalue, explaining 32% and 28% of the variance in 

the items. The factor load of the first factor varies between 0.67 and 0.84 while the 

factor load of the second factor varies between 0.69 and 0.83.  

 The structural validity of the food image scale, made of six items, is 

determined with Principal Component Analysis for sequential data. KMO (0.83) 

and Barlett sphericity test results (747.522, p<0.05) indicate that the data obtained 

from the scale are proper for factor analysis. According to the results, items are 

under a single factor whose eigenvalue is 3.65, explaining 61% of the variance in 

items. It is determined that the factor loads vary between 0.71 and 0.87.  

 The structural validity of the food recognition scale, made of three items, is 

determined with Principal Component Analysis for sequential data. KMO (0.72) 

and Barlett sphericity test results (345.731, p<0.05) indicate that the data obtained 

from the scale are proper for factor analysis. According to the results, items are 

under a single factor whose eigenvalue is 2.2, explaining 77% of the variance in 

items. It is determined that the factor loads vary between 0.86 and 0.90.  

 The structural validity of satisfaction from the restaurant experience scale, 
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made of four items, is determined with Principal Component Analysis for 

sequential data. KMO (0.84) and Barlett sphericity test results (796.073, p<0.05) 

indicate that the data obtained from the scale are proper for factor analysis. 

According to the results, items are under a single factor whose eigenvalue is 3.23, 

explaining 81% of the variance in items. It is determined that the factor loads vary 

between 0.88 and 0.91. 

 The structural validity of the intention to visit a destination scale, made of 

three items, is determined with Principal Component Analysis for sequential data. 

KMO (0.70) and Barlett sphericity test results (576.305, p<0.05) indicate that the 

data obtained from the scale are proper for factor analysis. According to the results, 

items are under a single factor whose eigenvalue is 2.48, explaining 83% of the 

variance in items. It is determined that the factor loads vary between 0.84 and 0.94. 
Factor loads of the statements in 6 scales used in the study are presented in Table 2 

Table 2. Factor loads of the statements used in the scales 

Factor load of the intention to try local food  

I am interested in the local cuisine of a holiday destination .777 

The culinary offer of local cuisine affects my holiday decision .723 

On my holidays, I always try to eat in authentic restaurants .801 

If I spend my holidays abroad, I would try non-local restaurants  .525 

The culinary offer of the hotel where I stay is part of my decision .727 

I would be interested in a culinary roundtrip through the country .709 

I would be interested in a cooking seminar on the countries’ cuisine .653 

Neophobia (1) 

I constantly try new and different foods .745 

If I don’t know what is in a meal, I won’t try it .769 

I am certain about the foods I eat .687 

I would try almost anything .828 

Neophobia (2) 

I like the food of different countries .758 

Ethnic foods look too strange to eat .673 

I would like to try new food at a dinner party .838 

I am afraid of trying things I have never tried before                                                                           .750 

Food Image  

Turkish Food/Cuisine offers a variety of foods .805 

Turkish Food/Cuisine offers food of high quality .874 

Turkish Food/Cuisine offers regional food products .726 

Turkish Food/Cuisine has an attractive food presentation .786 

Turkish Food/Cuisine offers exotic cooking methods .709 

Turkish Food/Cuisine offers delicious food .769 

Food recognition  

Turkish cuisine has a good reputation .873 

I can easily name many famous Turkish dishes  .895 

When I think about cuisine, Turkish cuisine occurs to me .859 
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Satisfaction from the restaurant experience 

I was pleased to dine at the restaurant .881 

The overall feeling, I got from the restaurant was satisfactory .907 

The overall feeling, I got from the restaurant put me in a good mood  .897 

I enjoyed spending time at the restaurant ,910 

Destination visit intention  

I may visit Turkey next year .943 

I am planning to visit Turkey next year .937 

I wish to visit Turkey .843 

2.5.3. Testing the Theoretical Model: Path Analysis Results  

 According to the information in Figure 4 showing the “t” values about path 

coefficients in the research, the variables of “recognition” and “satisfaction from 

restaurant experiences” have the positive, strongest relationship in the model (0, 

60). There is a positive relationship between the variables of “satisfaction from 

restaurant experience” and “food neophobia 1” (0, 22); there is a negative 

relationship between satisfaction from restaurant experience” and “food neophobia 

2” (0, 45). On the other hand, there is a positive relationship between the variables 

of “food recognition” and “food image” (0, 39); the relationships between 

“satisfaction from restaurant experience” and “food image” are similarly positive 

(0, 38). The relationship between “food image” and “intention to visit a destination” 

(0, 29) and between “food image” and “intention to try local food” (0, 19) is less 

strong when compared to the other relationships between variables in the model.  

The strongest negative relationship is between “neophobia” and “intention to try 

local food” (0, 53). Besides, the relationships that aren’t statistically meaningful are 

between “neophobia 1” and “food image”; “neophobia 1” and “intention to try local 

food” and between “neophobia 2” and “food image”. 

“Path analysis” results presented in Figure 1 present the statistically 

meaningful and non-meaningful relationships. The straight lines stand for 

statistically meaningful relationships when dashed lines stand for statistically non-

meaningful relationships. The coherence statistics of the model are presented in 

Table 3.  

Table 3. Adaptive values of the theoretical model 

 χ2 Df RMSE

A 

P GFI CFI NNFI 

Adaptive 

values  

25,3 8 0,09 <.001 0,97 0,98 0,95 

Reference 

values  

<5 <3 <0,10 <.005  

0,90< 

 

0,90< 

0,90< 
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Figure 1. Path coefficients and t-values of the theoretical model. 
 

2.5.4. Reviewing Hypotheses  

8 hypotheses determined in the research, based on the related literature, are 

tested with the “Path Analysis” technique. Information about the hypotheses is 

presented in Table 4 along with the statistical data about the relationships in the 

model.  

Table 4. Reviewing research hypotheses 

 Hypothesis Result Path 

coefficient 

“t” value 

H
1
 

Satisfaction from restaurant 

experience positively affects food 

image 
Supported 0,38 4,00 

H
2
 

Satisfaction from 

restaurant 

experience 

negatively affects 

neophobia 

Neophobia 1 Partially 

supported 

 

0,22 3,40 

Neophobia 2 -0,45 -7,75 

H
3
 

Recognition positively affects 

satisfaction from the restaurant 

experience 
Supported 0,60 12,05 

H
4
 Recognition positively affects food 

image Supported 0,39 6,87 

H
5
 Neophobia 

negatively affects Neophobia 1 
Not 

Supported  
0,09 1,88 
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food image Neophobia 2 -0,07 -1,40 
H

6
 

Neophobia 

negatively affects 

the intention to try 

local food 

Neophobia 1 Partially 

supported 

 

-0,04 -0,64 

Neophobia 2 -0,53 -11,08 

H
7
 Food image positively affects the 

intention to visit a destination  Supported 0,29 4,55 

H
8
 Food image positively affects the 

intention to visit local food   Supported 0,19 4,00 

Data in Table 4 shows that 5 out of 8 hypotheses in the research model are 

supported, 2 are partially supported and 1 isn’t supported. According to the KFA 

results of the neophobia variable, the statements are under two factors and both of 

them are included in the path analysis. The relationship between the neophobia 

variable and the other variables indicates that statements about the “Neophobia 1” 

factor may have been identified with neophilia, which is the opposite of neophobia, 

by the sampling of the research. According to the results of the tested relationships 

in the model, the variable of recognition positively affects satisfaction from a 

restaurant experience. On the other hand, this relationship is the strongest positive 

one in the research model. The variables of satisfaction from restaurant experience 

and recognition positively affect the variable of food image and the effect is strong. 

Food image positively affects the intention to visit a destination and the intention 

to try local food positively; the effect is relatively less strong. It is seen that H1, H3, 

H4, H7, and H8 in the research model are supported.  

The tests on the hypotheses about “Neophobia negatively affects local food 

consumption intention” indicate different results for the two factors of neophobia. 

According to this, the relationship between the “Neophobia 1” factor and “intention 

to try local food” isn’t statistically meaningful while there is a negative strong 

relationship between “Neophobia 2” and “intention to try local food”. In this case, 

it is possible to say that H6 is partially supported. The hypothesis suggesting that 

“satisfaction from restaurant experience” negatively affects “neophobia” is 

different in “Neophobia 1” and “Neophobia 2” factors. Satisfaction from restaurant 

experience positively affects the variable of “Neophobia 1”, with a less strong 

relationship while it negatively affects the “Neophobia 2” variable with a stronger 

relationship. It can be said that the relationship between satisfaction from restaurant 

experience and “Neophobia 1” is affected by the fact that the factor is identified 

with neophilia by the participants; in other words, the participants confused two 

concepts. In this case, it is possible to say that H2 is partially supported. H5 is about 

the assumption that the neophobia variable negatively affects food image. It is 

determined that none of the hypothesis’ factors is statistically meaningful. 

According to this finding, the hypothesis is the first and last unsupported 

assumption in the designed model.  
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3. DISCUSSION AND CONCLUSIONS 

The first of the results obtained at the end of the analyses in the scope of the 

research study indicates that satisfaction from restaurant experience has a positive 

impact on food image. This research study is different from the studies focusing on 

the effect of food image on satisfaction (Ryu et al., 2008; Ling et al., 2010). The 

specific purpose of this study is to analyze the effect of satisfaction on food image; 

it can be said that the dimension focused in this study is similar to the study by Jin 

et al., (2012), whose aim is to reveal the effect of restaurant visit on brand image.  

This result indicates that changing or developing the food image of a nation, 

destination or cuisine is possible when the qualification of customer experience, 

which is a dimension of the culture, represented by a cuisine, is supported and 

increased.  

According to another result obtained from the research, satisfaction from 

restaurant experience negatively affects neophobia. There are research results in the 

related literature aiming at determining neophobia in terms of the variable of ethnic 

restaurant experiences; these results indicate that neophobia negatively affects the 

intention to visit and experience ethnic restaurants (Choe and Cho, 2011). The 

finding of this research study has a different dimension from the similar researches 

in the literature; this result is significant as it shows that satisfaction from a 

restaurant experience may decrease fear or anxiety about ethnic food.  

The data analysis of this research study shows that there is a positive 

relationship between food/cuisine recognition and restaurant experience. 

According to this result, having previous knowledge about the food to be presented 

at an ethnic restaurant, results in a high level of satisfaction from a restaurant 

experience. There are studies in the related literature analyzing the same variable 

in the scope of international and ethnic restaurants (Gilbert et al., 2004; Cong et al., 

2013; Moon and Song, 2012; Kim et al., 2013); these studies support the findings 

obtained in this research study.   

According to the research result, the hypothesis assuming that food 

recognition positively affects food image is supported. There are many studies in 

the literature indicating that food recognition (Frochot, 2016) and recognition of 

tourist destinations (Kim and Richardson, 2003; Lee and Arcodia, 2011) positively 

affect food image. As recognition and popularity of food positively affect the image 

of ethnic food, it can be said that increasing the quality of restaurant presenting 

Turkish food&drink elements is very important for creating a positive Turkish 

cuisine image.  

At the end of the analysis of the hypothesis focusing on the relationship 

between neophobia and food image, it is determined that neophobia doesn’t harm 

food image. There is no study in the literature about the issue. Germans who 

participated in the research study experienced ethnic Turkish cuisine in Germany 

and they are familiar with this cuisine as there are many Turkish restaurants in the 

country in general. This is why it can be said that Germans don’t have any kind of 
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neophobia as they are familiar with the cuisine and this may have affected the 

finding of the hypothesis. The data about the negative effect of neophobia on the 

intention to try local food is another finding of this research study. Verbeke and 

Lopez (2016) made research on Belgians who experienced Latin American cuisine 

in Belgium. The result of their study is in parallel with the findings obtained in this 

study.   

Other results obtained in this study reveal the impact of food image on 

behavioral intentions. One of these results indicates that food image positively 

affects the intention to visit a destination. Findings obtained from the studies in the 

literature focusing on the same dimension (Karim and Chi, 2010) are generally 

similar, which proves that the finding of our study is reliable. Another finding of 

behavioral intentions is that food image has a positive effect on the intention to try 

local food. Similar research studies in the literature generally focused on the effects 

of past experiences on behavioral intentions (Ryu and Jang, 2006; Ryu and Han, 

2010); according to these studies, satisfaction from a restaurant experience has an 

indirect positive effect on food image.  

The results of this research study indicate that elements analyzed in this study 

have a direct and big impact on behavioral intentions. The important effect of these 

elements shows the significance of gastronomy in tourism; the recent studies in the 

related literature have thus focused on the relationship between these elements in 

gastronomy and tourism. The number of studies on ethnic foods and their place in 

representing a culture should be increased as modern people have started to give 

importance to unique experiences; cultural elements, original products, local goods 

are now more important than ever. Analyzing these elements in the frame of 

Turkish tourism, understanding the effect of them on the image and recognition of 

Turkey, and researching the economic impacts of them are important.   

There are many studies in the literature showing the importance of gastronomy 

and its effects on many dimensions. There are many scientific studies in the 

literature focusing on the high potential and power of gastronomy on tourism 

activities, which is also emphasized in this research study. The potential of ethnic 

restaurants is analyzed through different variables. The number of these studies can 

be increased; for instance, meals presented in ethnic restaurants and local food 

products presented at a destination can be compared in terms of their levels of 

representing a culture and the efficiency of ethnic restaurants can be analyzed in 

detail.  

This study reveals the importance of ethnic restaurants; according to the 

findings, the significance of these special restaurants cannot be ignored as they are 

not only the ambassadors of the country or region from which they are originated 

but also representatives of the gastronomic heritage. Ethnic restaurants have a big 

role in supporting the sustainability of cultural elements of specific regions. This 

research study shows that this big role of ethnic restaurants can positively affect 

visitor experiences and accordingly make them have the intention to revisit a place. 
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This cycle will naturally create a consciousness about the culture experienced, and 

support the image of that country. People who have a positive perception of a 

country are more willing to experience a gastronomic heritage and travel to that 

country as they don’t have fear or prejudices about that region.  

 

REFERENCES 

Ab Karim, S. and Chi, C. G. Q. (2010). Culinary Tourism as a Destination 

Attraction: An Empirical Examination of Destinations' Food İmage. Journal of 

Hospitality Marketing & Management, 19(6), 531-555. 

Ajzen, I., and Fishbein, M. (2000). Attitudes and the Attitude-Behavior Relation: 

Reasoned and Automatic Processes. European Review of Social 

Psychology, 11(1), 1-33. 

Alderighi, M., Bianchi, C. and Lorenzini, E. (2016). The Impact of Local Food 

Specialities on The Decision To (Re) Visit A Tourist Destination: Market-

Expanding Or Business-Stealing? Tourism Management, 57, 323-333. 

Andaleeb, S. S. and Conway, C. (2006). Customer Satisfaction in the Restaurant 

Industry: An Examination of The Transaction-Specific Model. Journal of 

Services Marketing, 20(1), 3-11.  

Baker, M. A., Shin, J. T. and Kim, Y. W. (2016). An Exploration and İnvestigation 

of Edible İnsect Consumption: The İmpacts of İmage and Description on Risk 

Perceptions and Purchase Intent. Psychology & Marketing, 33(2), 94-112. 

Baloglu, S. and Mangaloglu, M. (2001). Tourism Destination Images of Turkey, 

Egypt, Greece, and Italy as Perceived by Us-Based Tour Operators And Travel 

Agents. Tourism Management, 22(1), 1-9. 

Barker, L., (1982). Building Memories for Food. In: Barker, L. (Ed.), The 

Psychobiology Of Human Food Selection Westport. Ct: Avi Publishing Co. Inc. 

Barros, C. P. and Assaf, A. G. (2012). Analyzing Tourism Return Intention to an 

Urban Destination. Journal of Hospitality & Tourism Research, 36(2), 216-231. 

Cahyanti, M. M., Rohman, F. and Irawanto, D. (2014).  Investigating the Image of 

Japanese Food on Intention of Behavior: Indonesian Intention to Visit Japan, 

Journal of Indonesian Tourism and Development Studies, 2(2), 77-81. 

Cardello, A. V., Schutz, H., Snow, C. and Lesher, L. (2000). Predictors of Food 

Acceptance, Consumption and Satisfaction in Specific Eating Situations. Food 

Quality and Preference, 11(3), 201-216. 

Chalip, L., Green, B. C. and Hill, B. (2003). Effects of Sport Event Media on 
Destination Image and Intention to Visit. J. of Sport Management, 17(3), 214-234. 

Chuah, F., Ting, H., Alsree, S. R. and Hwa, C. J. (2015). Factors Affecting 

Entrepreneurial Intention of Malaysian University Students. Conference on 

Business Management Research. 

Clendenen, V. I., Herman, C. P. and Polivy, J. (1994). Social Facilitation of Eating 

Among Friends and Strangers. Appetite, 23(1), 1-13. 

Cohen, E. and Avieli, N. (2004). Food İn Tourism: Attraction and 



281 

 
 

İmpediment. Annals of Tourism Research, 31(4), 755-778. 

Cong, L.C., Olsen, S. O. and Tuu, H. H. (2013). The Roles of Ambivalence, 

Preference Conflictand Family İdentity: A Study of Food Choice Among 

Vietnamese Consumers. Food Quality and Preference. 28(1), 92-100.  

Echtner, C. M., and Ritchie, J. B. (1991). The Meaning and Measurement of 

Destination Image. Journal of Tourism Studies, 2(2), 2-12. 

Enteleca Research Consultancy, (2000). Tourist’s Attitudes Towards Regional and 

Local Food. The Ministry of Agriculture, Fisheries and Food, and The 

Countryside Agency by Enteleca Research And Consultancy Ltd. 

Everett, S. and Aitchison, C. (2008). The Role of Food Tourism in Sustaining 

Regional Identity: A Case Study of Cornwall, South West England. Journal of 

Sustainable Tourism, 16(2), 150-167 

Frochot, I. (2003). An Analysis of Regional Positioning and Its Associated Food 

Images in French Tourism Regional Brochures. Journal of Travel and Tourism 

Marketing, 14(3-4), 77-96. 

Gilbert, G. R., Veloutsou, C., Goode, M. M. and Moutinho, L. (2004). Measuring 

Customer Satisfaction in the Fast Food Industry: A Cross-National 

Approach. Journal of Services Marketing, 18(5), 371-383. 

Grunert, K. G. (2002). Current Issues in the Understanding of Consumer Food 

Choice. Trends in Food Science & Technology, 13(8), 275-285. 

Gypta, S., Mclaughlın, S. G. and Gomez, M. (2007). Guest Satisfaction and 

Restaurant Performance, Cornell Hotel and Restaurant Administration 

Quarterly, 48(3), 284-298. 

Henderson, J. C. (2009). Food Tourism Reviewed. British Food Journal, 111(4), 

317-326. 

Henriques, A. S., King, S. C. and Meiselman, H. L. (2009). Consumer 

Segmentation Based On Food Neophobia And Its Application to Product 

Development. Food Quality and Preference, 20(2), 83-91. 

Hetherington, M. M., Anderson, A. S., Norton, G. N. and Newson, L. (2006). 

Situational Effects on Meal İntake: A Comparison of Eating Alone and Eating 

with Others. Physiology & Behavior, 88(4-5), 498-505. 

Hjalager, A. M. and Corigliano, M. A. (2000). Food for Tourists: Determinants of 

an Image. International Journal of Tourism Research, 2(4), 281-293. 

Hoare, R., and Butcher, K. (2008). Do Chinese Cultural Values Affect Customer 

Satisfaction/Loyalty? International Journal of Contemporary Hospitality 

Management, 20(2), 156-171. 

Horng, J. S., Liu, C. H., Chou, H. Y. and Tsai, C. Y. (2012). Understanding the 

İmpact of Culinary Brand Equity and Destination Familiarity on Travel 

İntentions. Tourism Management, 33(4), 815-824. 

http://m.almanyabulteni.de/content.aspx?p=https://www.almanyabulteni.de/haberl

er/almanya-da-gocmenlerin-dagilimi, Erişim Tarihi: 30.11.2018 

Hughes, D. (1995). Animal Welfare: The Consumer and The Food Industry. British 



282 

 
 

Food Journal, 97(10), 3-7. 

Jenkins, O. H. (1999). Understanding and Measuring Tourist Destination 

Images. International Journal of Tourism Research, 1(1), 1-15. 

Jin, N. P., Lee, S. and Huffman, L. (2012). Impact of Restaurant Experience on 

Brand Image and Customer Loyalty: Moderating Role of Dining Motivation. 

Journal of Travel & Tourism Marketing, 29(6), 532-551. 

Jochnowitz, E. (1998). Flavors of Memory: Jewish Food as Culinary Tourism in 

Poland. Southern Folklore, 55(3), 224. 

Jöreskog, K. G. (2005). Structural Equation Modeling with Ordinal Variables 

Using Lısrel. http://www.ssicentral.com/lisrel/corner.htm. Erişim Tarihi: 12. 08. 2018. 

Kargiglioğlu, Ş. and Akbaba, A. (2016). Yerli Gastroturistlerin Eğitim Seviyeleri 

ve Yaş Gruplarına Göre Destinasyondaki Gastronomi Turizmi Etkinliklerine 

Katılımları: Gaziantep'i Ziyaret Eden Gastroturistler Üzerine Bir 

Araştırma. Journal of Tourism and Gastronomy Studies, 4(1), 87-95. 

Kim, H. and Richardson, S. L. (2003). Motion Picture Impacts on Destination 

Images. Annals of Tourism Research, 30(1), 216-237. 

Kim, Y. G., Eves, A. and Scarles, C. (2009). Building a Model of Local Food 

Consumption on Trips and Holidays: A Grounded Theory 

Approach. International Journal of Hospitality Management, 28(3), 423-431. 

Kivela, J., Inbakaran, R. and Reece, J. (1999). Consumer Research in the Restaurant 

Environment, Part 1: A Conceptual Model of Dining Satisfaction and Return 

Patronage, International Journal of Contemporary Hospitality Management, 

11(5), 205–222.  

Kivela, J. and Crotts, J. C. (2006). Tourism and Gastronomy: Gastronomy's 

Influence on How Tourists Experience a Destination. Journal of Hospitality & 

Tourism Research, 30(3), 354-377. 

Kozak, M. (2015). Bilimsel Araştırma: Tasarım, Yazım ve Yayım Teknikleri, 

Detay Yayıncılık, Ankara.  

Lee, I. and Arcodia, C. (2011). The Role of Regional Food Festivals for Destination 

Branding, Journal of Tourısm Research, 13, 355–367. 

Liu, Y. and Jang, S. S. (2009). Perceptions of Chinese Restaurants in the US: What 

Affects Customer Satisfaction and Behavioral İntentions? International Journal 

of Hospitality Management, 28(3), 338-348. 

Long, L. M. (2004). Culinary Tourism. The University Press of Kentucky. 

Lum, C. M. K. and De Ferrière Le Vayer, M. (Eds.). (2016). Urban Foodways and 

Communication: Ethnographic Studies in Intangible Cultural Food Heritages 

Around the World. Lanham, Md: Rowman & Littlefield.   

Mak, A. H. N., Lumbers, M., Eves, A. and Chang, R. C. Y. (2013). An Application 

of The Repertory Grid Method and Generalised Procrustes: Analysis to 

İnvestigate The Motivational Factors of Tourist Food Consumption, 

International Journal of Hospitality Management, 35, 327-338. 

Mela, D. J. (1999). Food Choice and Intake: The Human Factor. Proceedings of 



283 

 
 

The Nutrition Society, 58(3), 513-521. 

Min, K. and Lee, T. J. (2014). Customer Satisfaction With Korean Restaurants in 

Australia and Their Role as Ambassadors for Tourism Marketing. Journal of 

Travel & Tourism Marketing 31(4), 493-506. 

Moon, S. J. and Song, J. S. (2012). Study on Food Quality of Korean Restaurants, 

Customer Satisfaction, and Revisit Intentions in Chinese University or College 

Students-Focused on Different Awareness of Korean Food. Journal of The 

Korean Society of Food Culture, 27(3), 285-293. 

Morris, C. and Buller, H. (2003). The Local Food Sector: A Preliminary 

Assessment of Its Form and Impact in Gloucestershire. British Food 

Journal, 105(8), 559-566. 

Namkung, Y. and Jang, S. C. (2008). Are Highly Satisfied Restaurant Customers 

Really Different? A Quality Perception Perspective. International Journal of 

Contemporary Hospitality Management, 20(2), 142-155. 

Nield, K., Kozak, M. and Legrys, G. (2000). The Role of Food Service in Tourist 

Satisfaction. International Journal of Hospitality Management, 19(4), 375-384. 

Noone, B. M., Kimes, S. E., Mattila, A. S. and Wirtz, J. (2009). Perceived Service 

Encounter Pace and Customer Satisfaction: An Empirical Study of Restaurant 

Experiences. Journal of Service Management, 20(4), 380-403. 

Oh, H., and Jeong, M. (1996). Improving Marketers’ Predictive Power of Customer 

Satisfaction on Expectation-Based Target Market Levels. Hospitality Research 

Journal, 19(4), 65-85. 

Pliner, P. and Hobden, K. (1992). Development of a Scale to Measure the Trait of 

Food Neophobia in Humans. Appetite, 19(2), 105-120. 

Prescott, J. (1998). Comparisons of Taste Perceptions and Preferences of Japanese 

and Australian Consumers: Overview and Implications for Cross-Cultural 

Sensory Research. Food Quality and Preference, 9(6), 393-402. 

Quan, S. and Wang, N. (2004). Towards a Structural Model of the Tourist 

Experience: An İllustration from Food Experiences in Tourism. Tourism 

Management, 25(3), 297-305. 

Reynolds, J. S. and Hwang, J. (2005). Influence of Age on Customer Dinning 
Experience Factors in US Japanese Restaurants, Journal of Tourism 1(2), 29-43. 

Ritchey, P. N., Frank, R. A., Hursti. U. K. and Tuorila, H. (2003). Validation and 

Cross-National Comparison of the Food Neophobia Scale (Fns) Using 

Confirmatory Factor Analysis, Appetite, 40, 163-73. 

Ryu, K. and Jong, S. (2006). Intention to Experience Local Cuisine in a Travel 

Destination: The Modified Theory of Reasoned Action. Journal of Hospitality 

& Tourism Research, 30(4), 507-516. 

Ryu, K. and Jong, S. (2006). Intention to Experience Local Cuisine in a Travel 

Destination: The Modified Theory of Reasoned Action. Journal of Hospitality 

& Tourism Research, 30(4), 507-516. 

Ryu, K., Han, H. and Jang, S. (2010). Relationships Among Hedonic and 

http://www.tandfonline.com/author/Min%2C+Kye-Hong
http://www.tandfonline.com/author/Lee%2C+Timothy+Jeonglyeol


284 

 
 

Utilitarian Values, Satisfaction and Behavioral Intentions in the Fast-Casual 

Restaurant industry. International Journal of Contemporary Hospitality 

Management, 22(3), 416-432. 

Ryu, K., Han, H. and Kim, T. H. (2008). The Relationships Among Overall Quick-

Casual Restaurant Image, Perceived Value, Customer Satisfaction, and 

Behavioral Intentions. Int. J. of Hospitality Management, 27(3), 459-469. 

Ryu, K., Lee, H. R. and Gon Kim, W. (2012). The Influence of The Quality of 

The Physical Environment, Food, and Service on Restaurant Image, Customer 

Perceived Value, Customer Satisfaction, and Behavioral 

Intentions. International Journal of Contemporary Hospitality 

Management, 24(2), 200-223. 

Salvy, S. J., Coelho, J. S., Kieffer, E. and Epstein, L. H. (2007). Effects of Social 

Contexts on Overweight and Normal-Weight Children's Food 

intake. Physiology & Behavior, 92(5), 840-846. 

Scarpato, R. (2002). Gastronomy Studies in Search of Hospitality. Tourism And 

Hospitality on The Edge. Proceedings of The 2002 Cauthe Conference (P. 546). 

Edith Cowan Universty Press. 

Selwood, J. (2003). The Lure of Food: Food as an Attraction in Destination 

Marketing. Prairie Perspectives, 4, 142-161. 

Sparks, B., Wohen, J. and Klag, S. (2003). Restaurants and the Tourist Market, 

International Journal of Comtemporary Hospitality Management, 15(1), 6-13. 

Sriwongrat, C. (2008). Consumers' Choice Factors of an Upscale Ethnic 

Restaurant. Msc, Lincoln University Press. 

Steptoe, A., Pollard, T. M. and Wardle, J. (1995). Development of a Measure of the 

Motives Underlying the Selection of Food: The Food Choice 

Questionnaire. Appetite, 25(3), 267-284. 

Tellström, R., Gustafsson, I. B. and Mossberg, L. (2006). Consuming Heritage: The 

Use of Local Food Culture in Branding. Place Branding, 2(2), 130-143. 

Verbeke, W. and Poquiviqui López, G. (2005). Ethnic Food Attitudes and 

Behaviour Among Belgians and Hispanics Living in Belgium. British Food 

Journal, 107(11), 823-840. 

Woodside, A. G. and Lysonski, S. (1989). A General Model of Traveler Destination 

Choice. Journal of Travel Research, 27(4), 8-14. 

Wu, C. H.-J. and Liang, R.-D. (2009). Effect of Experiential Value on Customer 

Satisfaction with Service Encounters in Luxury Hotel Restaurants, International 

Journal of Hospitality Management, 28, 586-593.  



285 

 
 

Chapter 18 

Orientation Toward Nostalgia Sports Tourism Event: 

Ethnosport Cultural Festival in Turkey 

Sibel SÜ ERÖZ1, Mevlüt ÇINAR2, Polat ERİK3 and Cansel DOĞAN 

AYDOĞAN4 
1Assoc. Prof. Dr., Kırklareli University, Faculty of Tourism, Department of Tourism 
Management, Kırklareli-Turkey 
2,3,4Graduate student, Kırklareli University, Faculty of Tourism, Department of Tourism 
Management, Turkey 
 

 

 INTRODUCTION 

Today, the sports has become a universal phenomenon concerning all people 

regardless of discriminatory actions based on differences in biological, social, and 

cultural dimensions, such as religion, language, race, gender, age, profession, etc. 

(Arıkan et al., 2004: 552). The Turkish Language Association 

(www.sozluk.gov.tr, 2021) defines the concept of sports as “all of the activities 

performed individually or collectively and governed by some rules, in order to 

develop the body or mind”. As far back as the beginnings of sport, it was related 

to military training and the capability to fight in the military, while it is considered 

as related to individual and collective sports activities at the present time (Yazıcı, 

2014: 396). 

Sporting events play an important role in the life of modern societies, both 

economically and socially. Modern consumers consume large amounts for 

engagement with sporting events and related goods and services (Pons et al., 2006: 

285). On the other hand, sport is considered not only an important element of 

economy but also a cultural and social power (Pons et al., 2006: 276). In terms of 

tourism, since the sports industry represents an important market and gathers large 

masses, the factors of orientation towards sporting activities have attracted 

constant attention. 

Recently, diversification in tourism has gained importance for countries. The 

demand for special interest tourism concordantly increases as well. One of these 

types is sports tourism. Argan (2004: 158) state that although sports and tourism 

achieve such growth, the studies related to sports tourism are insufficient. Fairley 

and Gammon (2005: 194), on the other hand, suggest that nostalgic recollections 

of sports tourism acting as a catalyst for sports tourism should be examined. 

Pons et al. (2006: 277) point out that in the orientation toward sporting 
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events, the motivation factors indicate the ability of the sports related goods of the 

event to meet the specific needs of the individuals in the most appropriate way. In 

the study, the capacity of ethnosports to meet the nostalgic feelings in sport 

tourism, which is considered from the perspective of collective nostalgia, was 

examined; besides, the internationally-important Ethnosport Cultural Festival was 

investigated with the thought that seeking socialization, sensation, and cognition 

dimensions were effective as motivation factors in the orientation toward these 

sports. The study analyses whether the Ethnosport Cultural Festival meets 

participants’ touristic nostalgic feelings in light of the meet expectation levels of 

the participants. In this regard, the study provides information about nostalgia 

sport tourism and the Ethnosport Cultural Festival, whereas the second part covers 

the findings. In the conclusion part of the research, recommendations were 

brought forward considering the findings obtained. 

1. Literature 

1.1. Nostalgia Sports Tourism and Orientation toward Sports 

Sports is “educational and entertaining activities that provide the 

development of physical and mental abilities that are generally based on 

competition, which have their own rules, performed individually or collectively” 

(Morpa Sports Encyclopedia cited in Cengiz & Taşmektepligil, 2016: 221). It can 

be said that sports activities performing individually or collectively in both past 

and present societies are basic leisure activities. Sports tourism is generally 

defined as “the whole of the events and relationships arising from the 

participation of people who are interested in sports in tourism.” (Batman & 

Eraslan, 2007: 197). 

It is possible to say that the history of sports-related travels is going back a 

long way. The oldest example of sports tourism in the literature was accepted that 

Olympics organized in 766 BC (Mbafut, 2013: 9). Nowadays, when the world 

tourism trends are examined, it is seen that the number of travels for sports 

purposes is increasing rapidly. Sports tourism, which was considered only a sports 

group or sports team tourism in the past, has now gained mass characteristic. Also, 

when the sports industry and tourism are examined in terms of the equipment sold, 

the facilities built and their operating costs, the activities organized and the 

economic inputs of these activities, it can be said that it has taken an important 

place in the economy of developed countries (Tourism Writers and Journalists 

Association of Turkey, 2012).  

The concept of nostalgia is explained in the etymology dictionary 

(www.etimolojiturkce.com, 2021) as the synthesis of the ancient Greek words 

nóstos (homecoming) and álgos (suffering). It was transferred to Turkish from 

French which means homesickness, longing for the past. De Diego and Ots (2014: 
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405) indicate that the word nostalgia was coined by the Swiss medical student 

Johannes Hofer’s medical dissertation dated 1688 in history. It is a concept that is 

often seen in young men and women who are sent abroad, used to refer to the 

suffering they felt out of fear that they were not in their own country or that they 

would never be able to return. In 1994, Baker and Kennedy were classified into 

three types of nostalgia as “real nostalgia”, “simulated nostalgia” and “collective 

nostalgia”. Baker and Kennedy (1994) were described real nostalgia as “a 

sentimental or bittersweet yearning for the experienced past”, simulated nostalgia 

as “ a sentimental or bittersweet yearning for the indirectly experienced past” 

collective nostalgia as “sentimental or bittersweet yearning for the past which 

represents a culture, a generation, or a nation”. Collective nostalgia is not an 

individual phenomenon; on the contrary, it is a sociable notion that makes 

sensation more accored among individuals who come from a similar background 

when presented in the same context (Eser, 2007: 119). Since collective nostalgia 

works on the similar component with cultural memory, assets such as libraries, 

archives, museums, historical artifacts that are important for cultural memory is 

also of great importance for historical nostalgia (Korkmaz, 2020: 28). Turkish folk 

culture, which is one of the important elements the separated the Turkish nation 

from other nations; comprising all the countries where the Turks migrated and 

settled, established a state, and prevalenced. Turkish folk culture is the common 

name of the culture that the communities living a traditional life in Anatolia have 

created and sustained for centuries with their language, culture, and liking. Sports 

and similar physical activities belonging to the places where Turks live and the 

cultural structure are also among the elements of Turkish folk culture 

(Karahüseyinoğlu, 2008: 132). In this context, it is thought that ethnosports can 

be evaluated in collective nostalgia as they contribute to cultural memory by 

enabling that they are transferred to the future without disengagement with the 

past in the research. Fairley (2003: 285) also indicates that nostalgia sports tourism 

can be relatable to the cultural heritage of sports. Moreover, Fairley and Gammon 

(2005: 182) indicate that the role of nostalgia in sports tourism is multifaceted and 

they have discussed in two categories: nostalgia for sports place or artefact, and 

nostalgia for the social experience. 

Fairley and Gammon (2005: 186) stated that most of the research on sports 

tourism follows Gibson’s definition of nostalgia sports tourism and therefore they 

acknowledge that visiting fame sports halls, museums and stadiums should be 

considered within nostalgia sports tourism, whereas they argued that nostalgia 

sports tourism not visiting only fixed monuments and artifacts, but also by 

wanting to relive a social experience.  
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1.1.1. Orientation Toward Sporting Events 

The ability to attract participants to the event is vital to the success of a sports 

organization. Since the scale developed by Pons et al. (2006) was used in this 

research, this section will briefly explain the dimensions of activity orientation in 

this scale. 

• Socialization Dimension 

Socialization is “the internalization process of norms, values, roles, attitudes, 

and behavioral structures expected ones, the abilities necessary for social 

interaction, acquisition sense of self and identity, in the culture in which individual 

live” (Coşgun, 2012: 3). Socialization behaviors can be expressed by the 

membership in a social group or taking a place in a definite social structure 

(Sözen, 2011: 107). Traditionally, social groups have been defined in terms of 

demographic variables. However, in recent years, scientists acknowledge the 

importance of consumption habits and shared norms and values in forming or 

defining social groups (Pons et al., 2006: 278). When considered in terms of 

societies, it can be said that one of the important characteristics of sports is that it 

provides social interaction. Sports has an important role in the socialization of the 

person, as it is a social activity that enables the individual to participate in dynamic 

social environments (Küçük & Koç, 2015: 3). By choosing to participate in a 

sports activity, the person starts the process of being included in a defining social 

group consisting of individuals who share similar liking and consumption habits 

while pulling away from other different groups (Pons et al., 2006: 278). 

• Seeking Sensation Dimension  

According to Pons et al. (20016: 276), participating in sports activities plays 

a prominent role in their life by offering a strong emotional value to consumers. 

Sports marketing literature accepts that emotional aspects of consumption are the 

main determinants of consumer participation. As stated by Kwak et al. (2011: 

226), sports consumers watch sports broadcasts because of the emotional rewards 

they obtain during watching. In the marketing literature, Güzel and Papatya (2012: 

118) state that consumers should be considered not only as rational but also 

emotional decision-makers. It is possible to say that this is also true for sports 

tourism marketing. Wann (1995), in particular, argues that motivations such as 

entertainment value, ability to escape reality, and eustress lead to increased 

consumer identification with a particular team or sport (Pons et al., 2006: 278). 

There is also an emotional interaction with the past in nostalgia sports tourism. 

• Seeking Cognition Dimension 

Finding pleasure from the cognitive effort was emerging in a variety of 

research, related from personality and motivation to information processing. For 

instance, Caccioppo and Petty (1982) argue that there are differences in 



289 

 
 

individuals’ tendencies to participate engage in, and enjoy thinking (Pons et al., 

2006: 278). Research shows that the need for thinking is closely related to 

variables called epistemic curiosity. Epistemic curiosity is defined as a “tendency 

that motivates individuals to learn new views, to close knowledge gaps, and to 

move in the direction of solve mental problems” (Demirtaş-Madran, 2012: 2). 

Venkatraman and MacInnis (1984) characterise cognitive individuals as rational 

and logical thinkers who like to know how things. These consumers, called 

“experience seekers”, tend to use both emotional and cognitive processes to obtain 

satisfaction during a consumption act. Similarly, during the consumption of a 

sports event, some audiences try to meet expectations of their own hedonic and 

social needs as well as their cognitive needs (Pons et al., 2006: 278). 
 

1.2. Ethnosport Cultural Festival 

Although it seems like a new concept, ethnosport is a general name given to 

sports branches in which ancient traditions are performed. The concept has been 

used to describe traditional sports that reflect the cultural richness of different 

societies, exclusive of the sports that are universally performed in various racing 

platforms since the beginning of the institutionalization of sports. It has a very 

strong local emphasis with the aim of not forgetting and bringing them to the 

agenda by reproducing traditional values (Yurdigül, 2019: 193). 

According to the World Ethnosport Confederation (2021) “ethnosport is a 

general definition of sports activities that incorporate many elements specific to 

local identities wherein traditional culture is being preserved at a time when 

today’s sports games have become increasingly industrialized and 

institutionalized and success is the only indicator”. Sports supported by the 

Confederation are; aba kökbörü/award snatching, wrestling, ashyk games, 

equestrian javelin, ssireum, mangala, yabusame, Mountes archery, mas wrestling, 

shalwar wrestling, belt wrestling, oil wrestling, pato, amble horse (rahvan) riding, 

Pencak silat, ulama, range archery, and tent pegging.  

The World Ethnosport Confederation is an international organisation that 

operated to increase the awareness of traditional sports and games and to spread 

them. The headquarters of the Confederation, which was established in Bishkek 

in 2015, relocated to Istanbul in 2017. Supporting traditional games and sports, 

which are transmitted from generation to generation, on the behalf of 

conservation, performance, and sustainability of these activities, organisation plan 

to make these activities more permanent and systematic by the characteristic of a 

head organisation. The World Ethnosport Confederation contributes hundreds of 

thousands of people to learn about ancestral sports or to refresh their memory in 

this area. Continuing its connection with local events, the Confederation also 

supports these activities that centering traditional sports and games. Besides, 
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within the festival, there are many activities as well as traditional Turkish sports, 

nomadic (oba) life in traditional tents that representing 14 different civilizations, 

Janissary Band, The Sword and Shield (Kılıç-Kalkan) folk dance performing and 

historical handicraft workshops (www.etnosporfestivali.com, 2021). Table 1 

shows the dates, venues, number of participating countries, number of athletes, 

and the number of the events of the Ethnosport Cultural Festival, which has been 

organized since 2016. 

Table 1. Ethnosport Cultural Festival 

 Date Venue Number of the 

Participating 

Countries 

Number 

of the 

Athletes 

Number 

of the 

Events 

1st Ethnosport 

Cultural 

Festival 

26-28 

August 

2016 

İstanbul/ 

Küçükçekmece 

Bezirganbahçe Square 

14 508 11 

2nd Ethnosport 

Cultural 

Festival 

11-14 

May 

2017 

İstanbul/Yenikapı 

Square 

14 843 11 

3rd Ethnospor 

Cultural 

Festival 

9-13 

May 

2018 

İstanbul/Yenikapı 

Square 

16 883 13 

4th Ethnosport 

Cultural 

Festival 

3-6 

October 

2019 

İstanbul/Yeşilköy 

Atatürk Airport 

17 960 13/180 

Source:  The World Etnosport Confederation, 2021. 

2. Methodology  

2.1. Objective of the Research 

In this research, it is thought that the motivations of individuals participating 

in sports tourism are different from each other. Pons, Mourali and Nyeck (2006) 

developed the “Consumer Orientation Toward Sporting Events Scale” and 

described the dimensions related to the orientation toward sports activities. They 

think that these dimensions will provide the help for market segmentation in the 

orientation toward sports events to sports managers and organizers. As Weed 

(2006: 1) states cities and regions from all corners of the world compete for 

income from tourists participating in sports tourism. The winners will be 

cities/regions that can understand the motive power of sports tourism and most 

successfully can utilize the sport’s potential as a tourist attraction.  

The main objective of the research is to determine the relationship between the 

demographic characteristics of the Ethnosport Cultural Festival participants and 

their orientation toward the Ethnosport event. The reason for choicing the 

Ethnosport Cultural Festival in this research is that the festival includes other 
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Turkish traditional cultures as well as ancestral sports in the Turkish cultural 

world. The festival is an important composition of culture, sports, and tourism, 

and with this characteristic, it is an important event in the sense of nostalgia sports 

tourism. In the literature, there are researches (Yeşilyurt, 2018; Baki Nalcıoğlu, 

2017; Yurdigül, 2019) analysing different aspects of the Ethnosport Cultural 

Festival. Nevertheless, there is lacking research that analyzes sports and tourism 

at the junction of nostalgia and with the dimensions of orientation toward sports 

event in this characteristic. This research contributes to the literature in this 

direction. According to this objective developed hypotheses and model of the 

research (Fig. 1) are shown below. 

• Main Hypotheses of the Research 
 

H1: There is a statistically significant difference between the gender variable and 

the orientation toward the Ethnosport Cultural Festival event. 

H2: There is a statistically significant difference between the marital status 

variable and the orientation toward the Ethnosport Cultural Festival event. 

H3: There is a statistically significant difference between the city variable and the 

orientation toward the Ethnosport Cultural Festival event. 

H4: There is a statistically significant difference between the age variable and the 

orientation toward the Ethnosport Cultural Festival event. 

H5: There is a statistically significant difference between the educational level 

variable and the orientation toward the Ethnosport Cultural Festival event. 

H6: There is a statistically significant difference between the variable of 

accompanying person variable and the orientation toward the Ethnosport 

Cultural Festival event. 

H7: There is a statistically significant difference between the transport mode 

variable and the orientation toward the Ethnosport Cultural Festival event. 

H8: There is a statistically significant difference between the information source 

variable and the orientation toward the Ethnosport Cultural Festival event. 

H9: There is a statistically significant difference between the meet expectation 

level variable and the orientation to the Ethnosport Cultural Festival event. 

• Hypotheses Related to the Socialization Dimension 

H10: There is a statistically significant difference between the gender variable and 

the socialization dimension. 

H11: There is a statistically significant difference between the marital status 

variable and the socialization dimension. 

H12: There is a statistically significant difference between the city variable and the 

socialization dimension. 

H13: There is a statistically significant difference between the age variable and the 

socialization dimension. 
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H14: There is a statistically significant difference between the educational level 

variable and the socialization dimension. 

H15: There is a statistically significant difference between the accompanying 

person variable and the socialization dimension. 

H16: There is a statistically significant difference between the transport mode 

variable and the socialization dimension. 

H17: There is a statistically significant difference between the information source 

variable and the socialization dimension. 

H18: There is a statistically significant difference between the meet expectation 

level variable and the socialization dimension. 

• Hypotheses Related to the Seeking Sensation Dimension 

H19: There is a statistically significant difference between the gender variable and 

the seeking sensation dimension.  

H20: There is a statistically significant difference between the marital status 

variable and the seeking sensation dimension.  

H21: There is a statistically significant difference between the city variable and the 

seeking sensation dimension.  

H22: There is a statistically significant difference between the age variable and the 

seeking sensation dimension.  

H23: There is a statistically significant difference between the educational level 

variable and the seeking sensation dimension.  

H24: There is a statistically significant difference between the accompanying 

person variable and the seeking sensation dimension.  

H25: There is a statistically significant difference between the transport mode 

variable and the seeking sensation dimension.  

H26: There is a statistically significant difference between the information source 

variable and the seeking sensation dimension.  

H27: There is a statistically significant difference between the meet expectation 

level variable and the seeking sensation dimension.  

• Hypotheses Related to the Seeking Cognition Dimension 

H28: There is a statistically significant difference between the gender variable and 

the seeking cognition dimension.  

H29: There is a statistically significant difference between the marital status 

variable and the seeking cognition dimension.  

H30: There is a statistically significant difference between the city variable and the 

seeking cognition dimension.  

H31: There is a statistically significant difference between the age variable and the 

seeking cognition dimension.  

H32: There is a statistically significant difference between the educational level 
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variable and the seeking cognition dimension.  

H33: There is a statistically significant difference between the accompanying 

person variable and the seeking cognition dimension.  

H34: There is a statistically significant difference between the transport mode 

variable and the seeking cognition dimension.  

H35: There is a statistically significant difference between the information source 

variable and the seeking cognition dimension.  

H36: There is a statistically significant difference between the meet expectation 

level variable and the seeking cognition dimension.   

 

Figure 1. Model of the Research 

2.2. Method of the Research 

The research data were obtained from the participants of the “4th. Ethnosport 

Cultural Festival”. Participants consist of local domestic tourists. In this research, 

a simple random sampling type was chosen so which every element of the 

population has an equal chance of entering the sample (Arıkan, 2004: 141). 

Besides, a face-to-face survey method was used to obtain data. 420 questionnaire 

forms were prepared for the research and 396 of them were included in the 

Marital Status 

City 
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Education Level 

Accompanying Person 

Transport Mode 

Gender 

Information Source 

 

Meet Expectation Level 

ORIENTATION TOWARD 

SPORTS 

Socialization 

Seeking Sensation 

Seeking Cognition 
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analysis because 24 of the forms had missing value. The data obtained from the 

research were analyzed by SPSS 20.0 (Statistical Package for Social Sciences). 

Also, as a result of the single-sample Kolmogorov-Smirnov test conducted to 

determine whether the scores obtained from the sports orientation scale show 

normal distribution, it was concluded that the distribution did not show a 

significant difference from the normal distribution (p= ,146>,05). Therefore, 

parametric tests were used while analyzing the data. In order to determine the 

source of the differences, after ANOVA analysis, the Levene’s test was 

implemented first to decide which post-hoc multiple comparison technique could 

be used and it was concluded that the variances of the groups were homogeneous 

(p= ,000 <0.05). Since the variances of the groups are homogeneous distrubition, 

the Tukey test was preferred. 

2.3. Data Collection Instrument 

In the research, a total of 9 categorical questions were formation to obtain 

demographic data and to determine the meet expectation level of the participants. 

Also in the research “Orientation Toward Sporting Events Scale” was used 

developed by Pons et al. (2006). The scale was adopted into Turkish culture by 

Çevik et al. (2019). The original version of the scale consists of 15 items, and as 

a result of its adaptation to the Turkish language and culture, 12 items remained.  

The scale consists of 3 dimensions as socialization, seeking sensation, and seeking 

cognition and the total Cronbach’s Alpha value was found ,878. The scale is 

formatted as of 5-point Likert-type scale between “totally agree” and “totally 

disagree”. 

2.3.1. Research Findings  

2.3.2. Result of Reliability Analysis 

As a result of the reliability analysis made with the data obtained, the total 

Cronbach’s Alpha value of the scale was found ,901 (n=12) before the factor 

analysis. 

2.3.3. Results of Factor Analysis  

Explanatory factor analysis was conducted to test the validity of the scale in 

the research. Kaiser-Meyer-Olkin test (KMO test) value and Bartlett’s 

sphericity test were examined to evaluate whether the data set was proper for 

factor analysis. The KMO statistics varies between 0 to 1 and KMO’s taking the 

value 1 indicates that the variables can be predicted perfectly and accurately. The 

minimum acceptable limit of KMO sampling adequacy is 0.50 (Durmuş et al., 

2011: 80). In the research, the KMO coefficient value was found ,897 and the 

result of Bartlett’s sphericity test result was [Approx. Chi-Square = 3115,488, df 

= 66, sig .000 (p <.001)]. According to the results of KMO and Bartlett’s sphericity 

test decided to implement factor analysis. Factor analysis of the items in the 
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“Orientation Toward Sporting Events Scale” and Cronbach’s Alpha values of the 

factors are shown in Table 1. These factors and Cronbach’s alpha values are; ,830 

(n=3) for socializing ,934 (n=5) for seeking sensation and ,814 (n=3) for seeking 

cognition. The item 9th (watching sporting events gives me greater familiarity with 

the stars of the game) removed from the scale so that its factor loading was found ,595 

and while it was in the 3rd factor in the original scale, it was found under the 2nd 

factor as a result of the analysis. Therefore, item 9 was not included in the analysis. 

After the 9th item was removed from the scale, the total Cronbach’s Alpha value of 

the scale was found ,897 (n=11) as a result of the reliability analysis. The total 

variance explained by the three-factor structure obtained from the factor analysis is 

74,052%. 

Table 2. Factor Loadings of Items and Chronbach's Alpha of Orientation 

Toward Sporting Events Scale and Sub-dimensions  

Items Factor Loading of 

Items 

Cronbach’s 

Alpha 

1. Factor: Socialization 1 2 3 ,830 

1. I am often involved in conversations about 

sporting events 

,793    

2. I like talking about sporting events with 

people I know. 

,861    

3. I generally share my thoughts and feelings 

about sporting events with others. 

,731    

2. Factor: Seeking Sensation    ,934 

4. For me, attending sporting events is a real 

pleasure. 

 ,762   

5. I am always excited when I am going to a 

sporting event 

 ,850   

6. I am always enthusiastic when I think about 

attending a sporting event. 

 ,886   

7. When I attend a sporting event, I sometimes 

feel like I am part of the event. 

 ,759   

8. I feel really happy when I can attend a 

sporting event. 

 ,824   

3. Factor: Seeking Cognition    ,814 

10. I consider myself as a sports expert.   ,857  

11. I can talk about sports tactics and strategies 

as well as professional sports reporters 

  ,879  

12. I am really interested in any information 

regarding sports (records, scorers, contracts). 

  ,728  

Total Scale    ,897 
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2.3.4. Descriptive Statistics 

Table 3. Demographic Characteristics of the Sample 

Demographic Characteristics Groups F (n) % 

Gender 

Male  215 54,3 

Female 181 45,7 

Total 396 100 

Marital Status 

Married 190 48,0 

Single 206 52,0 

Total 396 100 

City 

İstanbul  358 90,4 

Non İstanbul 38 9,6 

Total 396 100 

Age 

18-28  175 44,2 

29-39  121 30,6 

40-49  66 16,7 

50 and up  34 8,6 

Total 396 100 

Education Level 

Primary school 32 8,1 

Secondary school 34 8,6 

Highschool 110 27,8 

Associate degree 80 20,2 

Bachelor’s degree 115 29,0 

Postgraduate 25 6,3 

Total 396 100 

Accompanying Person 
 

Singular 69 17,4 

Family 206 52,0 

Friend 119 30,1 

Other  2 0,5 

Total 396 100 

Transport Mode 

 

Own car 146 36,9 

Public transportation  236 59,6 

Travel agency’s vehicle 14 3,5 

Total 396 100 

Information Source 

 

Social media 179 45,2 

Journal 5 1,3 

T.V. 107 27,0 

Broadcast 3 0,8 

Billboard 22 5,6 

Friend 80 20,2 

Total 396 100 

Meet Excpaction Level 

 

None 25 6,3 

Minimum 55 13,9 

Medium 183 46,2 

High 73 18,4 

Maximum 60 15,2 

Total 396 100 
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When the distribution of the sample according to the gender variable is 

examined in Table 3; it seen that 54,3% of the participants (n:215) was male and 

the other 45,7% (n:181) was female. When the distribution of the sample 

according to the marital status variable it seen that; married 48,0% (n:190) and 

single 52% (n:206). While 90.4% of the participants (n:358) attend the event from 

within Istanbul, 9.6% (n:38) of them participate from outside of Istanbul. When 

the participants are examined according to the age variable; 44.2% (n:175) were 

18-28 years old, 30.6% (n:121) were 29-39 years old, 16.7% (n:66) were 40-49 

years old and 8.6% (n:34) were 50 years and up old to be was determined. 

Education level of the participants were; 8.1% (n:32) primary school, 8.6% (n:34) 

were secondary school, 27.8% (n:110) highschool, 20.2% (n:80) associate, 29% 

(n:115) bachelor and 6.3% (n:25) postgraduate. Participants stated that they 

attended the activity; 17.4% (n:69) singular, 52% (n:206), with their families and 

30.1% (n:119) with their friends. 0.5% (n:2) who marked the other option, 

consisted of teachers who came to the event with their students. Participants 

reported that they were arrived the event; 36.9% (n:146) by their own car, 59.6% 

(n:236) by public transport and 3.5% (n:14) by travel agency vehicles. The 

information source of the participants was; 45,2% (n:179) social media, 1,3% 

(n:5) journal, 27% (n:107) T.V., 0,8% (n:3) broadcast, 5,6% (n:22) billboard and 

20,2 % (n:80) friends. In addition, participant of the Ethnosport Cultural Festival 

described that their meet expectation level as 6.3% (n:25) none, 13.9% (n:55) 

minimum, 46.2% (n:183) medium, 18.4% (n:73) high and 15.2% (n:60) 

maximum. 

Table 4. Participants’ Scores of Orientation Toward Sporting Events and Sub-

Dimension 

Factors  N X̅ Sd 
Minimum 

Value 

Maximum 

Value 

Socialization 396 3,6507 ,96494 1 5 

Seeking 

Sensation 
396 3,8667 1,00752 

1 5 

Seeking 

Cognition 
396 2,8384 1,09813 

1 5 

Total Scale   396 3,5273 ,82346 1 5 

Table 4 shows the participants’ arithmetic mean scores related to the total 

and sub-dimensions of the scale. It is seen in the table that the total mean scale 

(X̅=3.5273) is at a high level and also the seeking sensation sub-dimension 

(X̅=3.8667) is the highest mean value. 

 



298 

 
 

2.3.5. Test of Hypothesis 

2.3.5.1. Results of the T Test 

Table 5. Difference Test Results between Orientation toward Sporting Events 

and Gender 

 Group N X̅ Sd T p 

Socialization Male 

Female 

215 

181 

3,6558 

3,6446 

1,02684 

,88861 

,115 ,908 

Seeking 

Sensation 

Male 

Female 

215 

181 

3,8986 

3,8287 

1,05580 

,94848 

,687 ,492 

Seeking 

Cognition 

Male 

Female 

215 

181 

5,4682 

5,1197 

,76,386 

,740604 

4,571 ,000 

Total Scale   Male 

Female 

215 

181 

3,6038 

3,4365 

,88081 

,74186 

2,022 ,044 

As seen in Table 5, no statistically significant difference was found as a result 

of the independent group t test, implemented to determine whether the total scores 

of the participants take from the Sports Activities Orientation Scale show a 

significant difference according to the gender variable (p= ,044> 0.05). H1 is 

rejected. Similarly, no statistically significant difference was found between the 

socialization (p= ,908> 0.05) and seeking sensation (p= ,492> 0.05) sub-

dimensions scores and the gender variable. H10 and H19 are rejected. 

On the other hand, in the analysis implemented, the difference between the 

arithmetic means of the groups in the seeking cognition dimension of the scale 

was found statistically significant (t= 4.571; p=, 000 <0.05). H28 is accepted. This 

difference occurred in favor of male participants. 

Table 6. Difference Test Results between Orientation toward Sporting Events 

and Marital Status 

 Group N X̅ Sd T p 

Socialization Married 

Single 

190 

206 

3,6632 

3,6392 

,91688 

1,00933 
,247 ,805 

Seeking 

Sensation 

Married 

Single 

190 

206 

3,8495 

3,8825 

,93530 

1,07185 
-,326 ,745 

Seeking 

Cognition 

Married 

Single 

190 

206 

5,2368 

5,3754 

,75167 

,79112 
-1,783 ,075 

Total Scale   Married 

Single 

190 

206 

3,4962 

3,5560 

,74747 

,88867 

-,722 ,470 

As seen in Table 6, no statistically significant difference was found as a result 

of the independent group t test, implemented to determine whether the total scores 

of the participants take from the Sports Activities Orientation Scale show a 

significant difference according to the marital status variable (p=,044>0,05). H2 is 
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rejected. Similarly, no statistically significant difference was found between the 

socialization (p=,805>0,05), seeking sensation (p=,745>0,05), and seeking 

cognition (p=,075>0,05) sub-dimensions scores and the marital status variable. 

H11, H20, and H29 are rejected. 

Table 7. Difference Test Results between Orientation toward Sporting Events 

and City 

 Group N X̅ Sd T p 

Socialization İstanbul 

Non İstanbul 

 

358 

38 

3,6350 

3,7982 

,98079 

,79616 

-,992 ,322 

Seeking 

Sensation 

İstanbul 

Non İstanbul 

358 

38 

3,8665 

3,8684 

1,01338 

,96341 

-,011 ,991 

Seeking 

Cognition 

İstanbul 

Non İstanbul 

358 

38 

5,2709 

5,6667 

,77232 

 ,71028 

-3,025 ,003 

Total Scale İstanbul 

Non İstanbul 

358 

38 

3,5094 

3,6962 

,82655 

,78411 

-1,331 ,184 

As seen in Table 7, no statistically significant difference was found as a result 

of the independent group t test, implemented to determine whether the total scores 

of the participants take from the Sports Activities Orientation Scale show a 

significant difference according to the city variable (p=,184>0,05). H3 is rejected. 

Similarly, no statistically significant difference was found between the 

socialization (p=,322>0,05) and seeking sensation (p=,991>0,05) sub-dimensions 

scores and the city variable. H12 and H21 are rejected. 

On the other hand, in the analysis implemented, the difference between the 

arithmetic means of the groups in the seeking cognition dimension of the scale 

was found statistically significant (t=1,3025; p=,003<0,05) H30 is accepted. The 

arithmetic mean scores of the participants coming from non-İstanbul are higher 

(X̅= 5.6667) than the arithmetic mean scores (X̅=5.2709) of the participants from 

Istanbul. 
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2.3.5.2. Result of the One-Way Anova Analysis  

Table 8. Difference Test Results between Orientation toward Sporting Events 

and Age 

 Group N X̅ Sd F p  

        

Socialization  

 

 

 

 

Seeking  

Sensation 

18-28 

29-39 

40-49 

50 and up 

Total 

18-28 

29-39 

40-49 ş 

50 and up 

Total 

175 

121 

66 

34 

396 

175 

121 

66 

34 

396 

3,5943 

3,6033 

3,8434 

3,7353 

3,6507 

3,9177 

3,8463 

3,8303 

3,7471 

3,8667 

1,06606 

,94017 

,74471 

,85980 

,96494 

1,02210 

1,00690 

1,03908 

,89213 

1,00752 

1,264 

 

 

 

 

,353 

 

 

 

 

,286 

 

 

 

 

,787 

 

Seeking  

Cognition 

18-28 

29-39 

40-49 

50 and up 

Total 

175 

121 

66 

34 

396 

5,3752 

5,3003 

5,2677 

5,0784 

5,3089 

,79399 

,73837 

,78058 

,77006 

,77457 

1,504 ,213  

Total Scale 18-28 

29-39 

40-49 

50 and up 

Total 

175 

121 

66 

34 

396 

5,3752 

5,3003 

5,2677 

5,0784 

5,3089 

,89184 

,79380 

,72568 

,75033 

,82346 

,502 ,681  

As seen in Table 8, no statistically significant difference was found as a result 

of the ANOVA test, implemented to determine whether the total scores of the 

participants take from the Sports Activities Orientation Scale show a significant 

difference according to the age variable (F=,502; p=,681>0,05). H4 is rejected. 

Similarly, no statistically significant difference was found between the 

socialization (F=1,264; p=,286>0,05), seeking sensation (F=,353; p=,787>0,05) 

and seeking cognition (F=1,504; p=,213>0,05) sub-dimensions scores and the age 

variable. H13, H22, and H31 are rejected.  
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Table 9. Difference Test Results between Orientation toward Sporting Events 

and Education Level 

 Group N X̅ Sd F p  

        

Socialization 

  

 

 

 

 

 

Seeking  

Sensation 

Primary school 

Secondary school 

Highschool 

Associate degree 

Bachelor’s degree 

Postgraduate 

Total 

Primary school 

Secondary school 

Highschool 

Associate degree 

Bachelor’s degree 

Postgraduate 

Total 

32 

34 

110 

80 

115 

25 

396 

32 

34 

110 

80 

115 

25 

396 

3,5833 

3,6863 

3,6303 

3,5375 

3,7797 

3,5467 

3,6507 

3,5813 

3,7824 

4,0182 

3,7425 

3,9565 

3,6640 

3,8667 

1,09741 

1,07604 

,93885 

,95097 

,89822 

1,10504 

,96494 

1,26630 

1,23717 

,90606 

1,12021 

,80776 

1,10260 

1,00752 

,737 

 

 

 

 

 

 

1,702 

,596 

 

 

 

 

 

 

,133 

 

Seeking  

Cognition 

Primary school 

Secondary school 

Highschool 

Associate degree 

Bachelor’s degree 

Postgraduate 

Total  

32 

34 

110 

80 

115 

25 

396 

 

5,0417 

5,3333 

5,4485 

5,2125 

5,3304 

5,2133 

5,3089 

 

,8640 

,76541 

,74390 

,73154 

,78422 

,82709 

,77457 

1,844 ,103  

Total Scale Primary school 

Secondary school 

Highschool 

Associate degree 

Bachelor’s degree 

Postgraduate 

Total  

32 

34 

110 

80 

115 

25 

396 

3,2813 

3,5080 

3,6587 

3,4091 

3,5913 

3,3745 

3,5273 

1,04303 

,97402 

,76865 

,82360 

,69832 

,98344 

,82346 

1,794 ,113  

As seen in Table 9, no statistically significant difference was found as a result 

of the ANOVA test, implemented to determine whether the total scores of the 

participants take from the Sports Activities Orientation Scale show a significant 

difference according to the education level variable (F=1,794; p=,113>0,05). H5 

is rejected. Similarly, no statistically significant difference was found between the 

socialization (F=,737; p=,596>0,05), seeking sensation (F=1,702; p=,133>0,05) 

and seeking cognition (F=1,844; p=,103>0,05) sub-dimensions scores and the 

education level variable. H14, H23, and H32 are rejected.  
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Table 10. Difference Test Results between Orientation toward Sporting Events 

and Accompanying Person 

     Group N X̅ Sd  F p  

         

Socialization  

 

 

 

 

Seeking  

Sensation 

Singular 

Family 

Friend 

Other 

Total  

Singular 

Family 

Friend 

Other 

Total  

69 

206 

119 

2 

396 

69 

206 

119 

2 

396 

3,1981 

3,7362 

3,7619 

3,8333 

3,6507 

3,5391 

3,9049 

3,9933 

3,7000 

3,8667 

1,20092 

,85983 

,92480 

,23570 

,96494 

1,1179 

,90261 

1,03627 

,98995 

1,00752 

 

 6,404 

 

 

 

 

3,228 

,000 

 

 

 

 

,023 

 

Seeking  

Cognition 

Singular 

Family 

Friend 

Other 

Total  

69 

206 

119 

2 

396 

5,3237 

5,2298 

5,4566 

4,1667 

5,3089 

,79412 

,71686 

,83459 

,23570 

,77457 

 3,691 ,012  

Total Scale Singular 

Family 

Friend 

Other 

Total  

69 

206 

119 

2 

396 

3,2556 

3,5402 

3,6700 

3,0909 

3,5273 

1,05618 

,69296 

,85107 

,38569 

,82346 

 3,987 ,008  

As seen in Table 10, the difference between the arithmetic means of the 

groups was found statistically significant as a result of the ANOVA analysis 

implemented to determine whether the arithmetic mean of the total scores of the 

participants take from the Sports Activities Orientation Scale show a significant 

difference according to the accompanying person variable (F=3.987;                         

p= ,008<0.05). H6 is accepted. According to the Post-Hoc Tukey test implemented 

to determine the source of the differences; the total perception means of those who 

singular participated (X̅=3.2556) in the activity were lower than those who 

participated with their friends (X̅=3.6700). 

No statistically significant difference was found between the seeking 

sensation (F=3,228; p=,023>0,05) and seeking cognition (F=3,691; p=,012>0,05) 

sub-dimensions scores and the accompanying person variable. H24 and H33 are 

rejected.  

On the other hand, in the analysis implemented, the difference between the 

arithmetic means of the groups in the socialization dimension of the scale was 

found statistically significant (F=6,404; p=,000<0,05). H15 is accepted. According 
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to the Post-Hoc Tukey test implemented to determine the source of the 

differences; the scores socialization dimension perceptions of those who 

participated in the activity singular (X̅=3.1981) were lower than the scores of who 

participated with their friends (X̅=3.7619) and their families (X̅=3.7362). 

Table 11. Difference Test Results between Orientation toward Sporting Events 

and Transport Mode 

 Group N X̅ Sd F p  

        

Socialization  

 

 

 

Seeking  

Sensation 

Own car 

Public transportation  

Travel agency’s vehicle 

Total  

Own car 

Public transportation  

Travel agency’s vehicle 

Total  

146 

236 

14 

396 

146 

236 

14 

396 

3,6781 

3,6525 

3,3333 

3,6507 

3,8575 

3,8814 

3,7143 

3,8667 

,97195 

,93211 

1,38983 

,96494 

,97781 

1,00322 

1,39827 

1,00752 

,816 

 

 

 

,190 

,443 

 

 

 

,827 

 

Seeking  

Cognition 

Own car 

Public transportation  

Travel agency’s vehicle 

Total  

146 

236 

14 

396 

5,2991 

5,3220 

5,1905 

5,3089 

,78367 

,75190 

1,06790 

,77457 

,208 ,812  

Total Scale Own car 

Public transportation  

Travel agency’s vehicle 

Total  

146 

236 

14 

396 

3,5324 

3,5374 

3,3052 

3,5273 

,79166 

,81097 

1,29187 

,82346 

,528 ,590  

As seen in Table 11, no statistically significant difference was found as a 

result of the ANOVA test, implemented to determine whether the total scores of 

the participants take from the Sports Activities Orientation Scale show a 

significant difference according to the transport mode variable (F=,528; 

p=,590>0,05). H7 is rejected. Similarly, no statistically significant difference was 

found between the socialization (F=,816; p=,443>0,05), seeking sensation 

(F=,190; p=,827>0,05) and seeking cognition (F=,208; p=,812>0,05) sub-

dimensions scores and the transport mode variable. H16, H25 and H34 are rejected.  
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Table 12. Difference Test Results between Orientation toward Sporting Events 

and Information Source 
 Group N X̅ Sd F p  

        

Socialization  

 

 

 

 

 

 

Seeking Sensation 

Social media 

Journal 

T.V. 

Broadcast 

Billboard 

Friend 

Total  

Social media 

Journal 

T.V. 

Broadcast 

Billboard 

Friend 

Total  

179 

5 

107 

3 

22 

80 

396 

179 

5 

107 

3 

22 

80 

396 

3,6741 

3,5333 

3,7383 

2,7778 

3,5606 

3,5458 

3,6507 

3,8972 

3,1600 

3,9701 

2,9333 

3,9091 

3,7275 

3,8667 

,98930 

1,59164 

,86394 

1,07152 

,98339 

,98974 

,96494 

,98468 

1,53883 

,91520 

1,67730 

1,06499 

1,08301 

1,00752 

,930 

 

 

 

 

 

 

1,590 

 

 

 

 

,461 

 

 

 

 

 

 

,162 

 

 

 

Seeking Cognition Social media 

Journal 

T.V. 

Broadcast 

Billboard 

Friend 

Total  

179 

5 

107 

3 

22 

80 

396 

5,3780 

5,2667 

5,3022 

5,1111 

5,2879 

5,1792 

5,3089 

,73302 

,95452 

,76825 

1,38778 

,90440 

,80948 

,77457 

,779 ,565  

Total Scale Social media 

Journal 

T.V. 

Broadcast 

Billboard 

Friend 

Total  

179 

5 

107 

3 

22 

80 

396 

3,5693 

3,1818 

3,5964 

2,7879 

3,4959 

3,3989 

3,5273 

,79038 

1,47149 

,75237 

1,40934 

,87993 

,89547 

,82346 

1,305 ,261  

As seen in Table 12, no statistically significant difference was found as result 

of the ANOVA test, implemented to determine whether the total scores of the 

participants take from the Sports Activities Orientation Scale show a significant 

difference according to the information source variable (F=1,305; p=,261>0,05). 

H8 is rejected. Similarly, no statistically significant difference was found between 

the socialization (F=,930; p=,461>0,05), seeking sensation (F=1,590; 

p=,162>0,05) and seeking cognition (F=,779; p=,565>0,05) sub-dimensions 

scores and the transport mode variable. H17, H26 and H35 are rejected.  
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Table 13.  Difference Test Results between Orientation toward Sporting Events 

and Meeting Expectation 

 Group N X̅ Sd F p 

Socialization  

 

None 

Minimum 

Medium 

High 

Maximum 

Total  

25 

55 

183 

73 

60 

396 

 

2,8400 

3,3212 

3,6448 

3,9863 

3,9000 

3,6507 

1,30923 

,99373 

,84125 

,67914 

1,14207 

,96494 

10,073 ,000 

Seeking 

Sensation 

None 

Minimum 

Medium 

High 

Maximum 

Total 

25 

55 

183 

73 

60 

396 

 

3,2480 

3,5855 

3,7760 

4,2493 

4,1933 

3,8667 

1,37026 

1,04765 

,91211 

,61894 

1,20111 

1,00752 

8,626 ,000 

Seeking  

Cognition 

None 

Minimum 

Medium 

High 

Maximum 

Total  

25 

55 

183 

73 

60 

396 

4,9333 

5,1939 

5,2769 

5,4703 

5,4722 

5,3089 

,75768 

,73616 

,72026 

,79317 

,88573 

,77457 

3,390 0,10 

Total Scale None 

Minimum 

Medium 

High 

Maximum 

Total 

25 

55 

183 

73 

60 

396 

2,8873 

3,2777 

3,4640 

3,8568 

3,8152 

3,5273 

1,10105 

,76289 

,70040 

,62083 

1,03327 

,82346 

11,093 ,000 

As seen in Table 13, the difference between the arithmetic means of the 

groups was found statistically significant as a result of the ANOVA analysis 

implemented to determine whether the arithmetic mean of the total scores of the 

participants take from the Sports Activities Orientation Scale show a significant 

difference according to the meet expectation level variable (F=11,096; 

p=,000<0,05). H9 is accepted. Similarly, a statistically significant difference was 

found between the scores of the sub-dimensions of the scale, socialization 

(F=10.073; p=,000<0.05) and seeking sensation (F=8.626; p=,000<0,05). H18 and 

H27 are accepted. 

According to the Post-Hoc Tukey test made for the total score of the scale; 

the scores of those whose expectations from the event were met at a maximum 

level (X̅=3,8152); higher than the scores of the medium (X̅=3.4640), minimum 

(X̅=3.2777) and none (X̅=2.8873) level. Similarly, the scores of those whose 

expectations from the event are met at a high level (X̅=3,8568); higher than the 

scores of medium (X̅=3.4640), minimum (X̅=3.2777) and none (X̅=2.8873) level. 
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The scores of those whose expectations from the activity were met at a medium 

level (X̅=3.4640) were also higher than the scores of none (X̅=2.8873) level. 

According to the Post-Hoc Tukey test made for the socialization dimension; 

the scores of those whose expectations from the event were met at a maximum 

level (X̅=3.9000); higher than the scores of minimum (X̅=3.3212) and none 

(X=2.8400) level. Similarly, the scores of those whose expectations are met at a 

high level (X̅=3,9863); higher than the minimum (X̅=3.3212) and none 

(X̅=2.8400) level. The scores of those whose expectations are met at a medium 

level (X̅ = 3.6448) higher than the scores of none met (X̅=2.8400) level. 

According to the Post-Hoc Tukey test made for  the seeking sensation 

dimension; the scores of those whose expectations from the event were met at a 

maximum level (X̅=4.1933) higher than the scores of minimum (X̅=3.5855), 

medium (X̅=3.7760) and none (X̅=3.2480) level. Similarly, the scores of those 

who are met at a high level (X̅=4.1933); higher than the scores of minimum 

(X̅=3.5855), medium (X̅=3.7760) and none (X̅=3.2480) level. 

However; no statistically significant difference was found between the scores 

of the seeking cognition sub-dimensions of the scale (F=3.390; p=,10>0.05). H36 

is rejected. 

CONCLUSION 

Sports is a socially-generated event that varies by historical ages, societies 

and culture (Ritchie & Adair, 2004: 3). Turkish sports activities, too, performed 

within the body of ethnosports today have emerged as a result of long-lasting 

cultural practices of Turkish society. Sports and tourism are two phenomena that 

have interacted with each other throughout history. In terms of attention-seeking, 

on the other hand, one of the functions of sporting events is that it has the potential 

to attract event participants and spectators (Argan, 2004: 159). In the study, it was 

tried to determine the relationship between the demographic characteristics of the 

Ethnosport Cultural Festival participants and their orientation toward the 

Ethnosport event. 

The findings indicate that the scale scores of the participants at the 

dimensions of seeking socialization, seeking sensation, and seeking cognition 

were above average and that the highest average value is in the seeking sensation 

dimension. This result shows that the participants visited the festival mostly with 

the motivation of seeking sensation. In terms of seeking cognition dimension, it 

was concluded that male participants’ seeking cognition behavior was higher than 

female participants (H28), and besides, seeking cognition behavior of participants 

from outside the province was higher than those who participated in the event 

from Istanbul province (H30). 

A statistically significant difference was found between the variable of the 
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level of meeting the expectations of the event and the orientation toward the 

Ethnosport Cultural Festival event (H9). Participants with very high levels in the 

meet expectation variable differ from other participants. There was a significant 

difference between the meet expectation level variable and the socialization 

dimension (H18). It is thought that the event, which allows sharing of common 

interests, also enables socialization among the participants in terms of the link 

between sports and nostalgia. It can be said that the event affects the identity 

development and socialization process, thanks to the fact that the event makes 

sports sustainable as an important and continuous social phenomenon and the 

effect of benefiting from past life elements in the formation of self and identity. 

The socialization dimension of those who participated in the event with their 

friends and family differentiates statistically (H15). Sharing the interaction with 

families and friends in the context of nostalgia during the social experience 

increases the level of socialization. A statistically significant difference was found 

between the accompanying person variable and the orientation toward the 

Ethnosport Cultural Festival event (H6). There was a statistically significant 

difference between the meet expectation level variable and the seeking sensation 

dimension (H27). The scores of those whose expectations are met at a maximum 

level differ from those with a lower level. This result can be regarded as an 

indicator that the Ethnosport Cultural Festival met the sensual expectations in the 

context of nostalgia sport tourism. It was thought that participants’ experiencing 

social experiences during the event process which was held with traditional wears 

and equipment and designing the ambience of the area of the event in accordance 

with past periods created a perception of moving away from the present time and 

accordingly, this may have triggered the motivation for seeking sensation 

dimension to be higher than other motivations in the event. Besides, examining 

the general characteristics of Turkish sports from the historical and cultural 

aspects, it is seen that friendship, fellowship, and bravery underlie. Traditional 

Turkish sports are organizations that contain national and religious rituals within 

itself and provide the environment where the examples of helpfulness and 

hospitality in Turkish customs and traditions are exhibited. These are competition-

based activities whereas winning is not at the forefront (Karahüseyinoğlu, 2008: 

132-133). Therefore, it can be said that in the setting of where winning in modern 

sports has become more important than competitions, and sports ethics and 

understanding where financial gain is seen as the only goal become prevalent 

(Karahüseyinoğlu, 2008: 135), the Ethnosport Cultural Festival was successful in 

satisfying the participants’ feeling of nostalgia. It is believed that the lower level 

of seeking cognition dimension compared to other dimensions may be due to the 

fact that participants spend more time rather in indoors due to the rain factor in 
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the last two days of the event, and because they believe that they were unable to 

close the gap in their knowledge due to failure to obtain detailed information about 

the sports of interest. Besides, in the hypothesis test performed with the data 

obtained as a result of the research, except for H9 and H6, the main hypotheses of 

the research (H1, H2, H3, H4, H5, H7  and H8), the hypotheses testing whether there 

was a statistically significant difference between the variables and the seeking 

sensation dimension (H19, H20, H21, H22, H23, H24, H25 and H26), the socialization 

dimension(H10, H11, H12, H13, H14, H16 and  H17) and the seeking cognition 

dimension(H29, H31, H32, H33, H34, H35 and H36) were not accepted. 

Fairley (2003: 194) suggests using nostalgic recollections to encourage 

individuals to participate in sports tourism experiences, while Pons et al. (2006) 

state that it would be more appropriate for event managers to perform utility-based 

promotions that appeal to socialization, seeking sensation and seeking cognition 

motivations rather than demographic segmentation in reaching the participants. It 

is seen that The World Ethnosport Confederation, the organizer of the Ethnosport 

Cultural Festival, has achieved this with the slogans and indicators they use in 

their tools of promotion. 

Ethnosports evaluated within collective nostalgia in the study were discussed 

under the framework of orientation toward sport. There are different scales in the 

literature, such as scales (Cho et al., 2014) measuring the relationship between 

sports tourism and nostalgia with a four-way classification (experience, 

socialization, personal identity and group identity). The study can be supported by 

this aspect in further studies. In addition, different dimensions can be obtained by 

using qualitative research as well as quantitative research, to explain the 

relationship between sports tourism and nostalgia in more detail. Although the 

Ethnosport Cultural Festival was discussed in terms of orientation toward sports 

dimension in this study, it would be appropriate to consider the contributions of 

the festival from a cultural perspective, which is much more than a combination 

of sports and tourism and also includes cultural elements. 

Besides, it is thought that the Ethnosport Cultural Festival is an effective tool 

in promoting culture to foreign tourists and contributes to the cultural memory for 

domestic tourists as well. In the study, only the data obtained from domestic 

participants were analyzed. Further studies may be carried out with participants 

from Turkic Republics and relatives communities attending the event outside 

Turkey and foreign visitors. In addition, other events performed ancestor sports 

can be examined relation to sports tourism with different aspects. 
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INTRODUCTION  

With the changes in technology, knowledge acquiring habits have changed 

(Onay, 2018, p. 91). In this direction, news sources have been started to be 

presented over the Internet. News sources are significant mines in acquiring 

knowledge and makes easy the holistic analysis and classification of news 

accumulations (Atan and Öztürkci, 2019, p. 360). These communication tools are 

also significant to tourism industry (Aydın and Aydın, 2020, p. 109) since news 

and comments relating to destinations can be effective on travel plans (Yeşil, 

2013, p. 734). In other words, news presented in the media, which is an important 

stakeholder of tourism, can have positive or negative effect on tourism (Atasever 

and Bahar, 2017, p. 34). 

As an important promotion tool, the internet can provide a competitive 

advantage, especially for businesses that serve niche markets and meet the needs 

of special groups (Akyol and Kılınç, 2014, p. 177). For instance, there is a 

necessity for promotion strategies that will ensure the correct understanding of 

halal tourism in the sector (Mohsin et al. 2016, pp. 141–142). In addition, it is 

necessary to be careful about marketing and promotion in the halal tourism market 

since it has a sensitive and specific target audience (Istanbullu Dinçer and Erkol 

Bayram, 2017, p. 38). 

Halal tourism can be developed by offering halal food and suitable 

accommodation opportunities that Muslim tourists will need at the destination 

(Mohsin et al. 2016, p. 141). In addition, effective communication and 

cooperation are required to ensure the success in halal tourism (Tekin et al. 2019, 

p. 60). For this reason, it is considered that technology will be an important tool 

in the development and spread of the halal tourism image regarding destinations. 

In this direction, it is recommended to use new technological solutions to increase 

the satisfaction of guests in halal tourism (Vargas-Sánchez and Moral-Moral, 

2019, p. 393). 

Communication tools that have been developed with the help of technology 
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have made access to halal tourism easier (Tekin et al. 2019, p. 77). However, 

incomplete or incorrect reflection of individuals and institutions in the news is one 

of the ethical issues in the field of journalism (Korap Özel and Deniz, 2019, p. 

445). In this direction, negative news articles may lead to misrepresentation of 

halal-concept businesses (Kılıç, 2020, p. 127). Therefore, it is important to 

understand how halal tourism is reflected in the media. In this context, it was 

understood that a comprehensive and up-to-date analysis of halal tourism news 

was needed in the relevant field. 

Halal Tourism 

The word “halal” means “allowed”. Although the concept is especially 

associated with food, it covers many areas such as banking and finance, tourism, 

cosmetics, and transportation (El-Gohary, 2016, p. 126). The growing halal 

tourism market in recent years has gained importance with the increase of the 

Muslim population and their desire to travel more (Vargas-Sánchez and Moral-

Moral, 2019, p. 391). With the increase in communication tools, more and more 

Muslims have been participating in tourism movements with motivations such as 

travel, rest and entertainment, and they pay attention to the sensitivities required 

by their beliefs during travel (Batman, 2017, p. 30).  

There is no generally accepted definition of the concept of halal tourism 

(Yagmur et al. 2020, p. 1603). However, halal tourism is, in general, the 

compliance of tourism activities with halal requirements and Islamic rules (El-

Gohary, 2016, p. 127). In addition, it is the provision of products and services that 

Muslims need for their worship and nutrition during their travels (Mohsin et al. 

2016, p. 138). According to another definition, it is an approach that serves 

Muslim tourists with high halal sensitivity in line with their beliefs (Pamukçu et 

al. 2020, p. 2601). For the halal tourism market, different and identical terms can 

be used. For example, Islamic tourism, Muslim friendly tourism and shariah 

compliant tourism etc. (El-Gohary, 2016, p. 127). Although there are many other 

terms used in the sector, the use of the term "halal tourism" is considered to be 

more accurate (Boğan et al. 2016, p. 1425). 

In halal tourism, the main motivation is not faith, but it is carrying out all 

types of tourism that are compliant to faith (Batman, 2017, p. 31). It is the 

compliance of services and activities offered by tourism sector to the requirements 

of Islamic religion. The purpose of the trips is not necessarily related to religion 

(Battour and Ismail, 2016, p. 151). Therefore, halal tourism should not be seen as 

a type of tourism, but as an "approach" (Batman, 2017, p. 31). However, a balance 

should be established in terms of Islamic rules and the expectations of tourists in 

halal tourism (Istanbullu Dinçer and Erkol Bayram, 2017, p. 38). 

Hoteliers have realized the potential of halal tourism (Mohsin et al. 2016, p. 

138). Recently, with the Corona Virus causing a significant decrease in 

international tourism movements (UNWTO, 2020) and the decrease in the number 

of foreign tourists, it is known that many hotels have been transformed into a halal 
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concept in order to appeal to domestic tourists (Turhan, 2020). Therefore, it is 

thought that halal tourism will take on a new significance. 

Literature Review 

Several studies relating to news analysis have been prepared and have 

focused on different disciplines in recent years. Some of these studies were as 

follows; Zeugma Ancient City (Ergeç, 2004), country image (Çolakoğlu and 

Çolakoğlu, 2005; Büyükdoğan, 2019), health (Kaya et al. 2011), Syrian refugees 

(Göker and Keskin, 2015), environment (Duman, 2016; Eryılmaz, 2018; Demirel, 

2019), crime and violence (Benli, 2018), health tourism (Bayram et al. 2018), 

Turkish cuisine (Yılmaz and Çakıcı, 2019), food poisoning (Çetin and Durlu-

Özkaya, 2019), water sports accidents (Uyanık et al. 2019), Agriculture and Rural 

Development Support Institution- ARDSI (Atan and Öztürkci, 2019), veganism 

and vegetarianism (Çakıcı et al. 2020), and Corona Virus (Sungur et al. 2020). 

Today, the value of news analysis is also noticed in tourism research 

(Pasquinelli and Trunfio, 2020, p. 1809). Accordingly, news analysis has started 

to be used more frequently in the field of tourism. Some of the study topics 

examined by news analysis in the field of tourism are as follows: Tourism and 

gambling (Nickerson, 1995), representation of foreign national women in tourism 

news (Tuncel, 2009), climate and weather information for tourism (Wilson and 

Becken, 2011), women in tourism (Tuncel, 2011), destination image and tourism 

demand (Stepchenkova and Eales, 2011), slow city movement and city image 

(Yıldırım and Karaahmet, 2013), accessible cities (Aslan and Güneş, 2014), 

improving the destination image during crisis (Avraham, 2015), representation of 

the Arab image in tourism news (Bayram, 2016), tourism and mining (McLennan 

et al. 2017), the impact of online news on tourism (Kutlu et al. 2018), health 

tourism (Ayrancı et al. 2018), Turkish tourism in the world press news (Saatçi and 

Türkmen, 2019), sharing economy in tourism (Cheng and Edwards, 2019), winter 

tourism (Adamış and Özçoban, 2020), destination attraction elements (Aydın and 

Aydın, 2020), Lake Salda (Aybar and Içigen, 2020), COVID-19 and tourism 

(Chen et al. 2020), and over tourism (Pasquinelli and Trunfio, 2020; Phi, 2020). 

Close to the subject of this research, Oktadiana et al. (2016, p. 128) analyzed 

several resources including the media to understand the needs of Muslim tourists. 

However, among all these studies on news analysis, the number and the scope of 

studies investigating halal tourism is limited. 

Although halal tourism has an important market potential, there is not enough 

research in this field (Vargas-Sánchez and Moral-Moral, 2019, p. 385). Also, halal 

tourism is a field that needs further studies (Yagmur et al. 2020, p. 1604). 

Research on halal tourism is intensively examining halal tourist profile, 

perceptions, behaviors and practices related to halal tourism (Vargas-Sánchez and 

Moral-Moral, 2019, p. 388). Although there are researches on halal tourism news 

analysis (Oktadiana et al., 2016; Khan and Callanan, 2017; Poyraz and Oktay, 

2017), no research has been encountered on analyzing halal tourism news 
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elaborately and systematically in the context of Turkey. In this direction, it has 

been detected that there is a need for research to understand how halal tourism is 

reflected in news contents. 

Content analysis is a method that can be used for almost all mass media 

(Bilgin, 2014, p. 120) and can be used for news analysis (Neuendorf, 2002, p. 1; 

Krippendorff, 2004, p. 5). In content analysis, message meaning is resolved by 

category system and inferences are made about the non-explicit context (Gökçe, 

2019, p. 61–62). Content analysis is commonly used in research focusing on news 

reviews (Nickerson, 1995; Ergeç, 2004; Çolakoğlu and Çolakoğlu, 2005; 

Stepchenkova and Eales, 2011; Wilson and Becken, 2011; Yıldırım and 

Karaahmet, 2013; Aslan and Güneş, 2014; Avraham, 2015; Göker and Keskin, 

2015; Bayram, 2016; Duman, 2016; McLennan et al. 2017; Ayrancı et al. 2018; 

Bayram et al. 2018; Dönmez, 2018; Kutlu et al. 2018; Büyükdoğan, 2019; 

Canpolat and Ağa, 2019; Cheng and Edwards, 2019; Çetin and Durlu-Özkaya, 

2019; Demirel, 2019; Kahveci and Paksoy, 2019; Saatçi and Türkmen, 2019; 

Uyanık et al. 2019; Yılmaz and Çakıcı, 2019; Aybar and Içigen, 2020; Chen et al. 

2020; Phi, 2020; Sungur et al. 2020).  

Computer aided coding methods help to analyze a large number of data 

sources in detail (Sjøvaag and Stavelin, 2012, p. 216). In this context, programs 

such as Python (Atan and Öztürkci, 2019; Chen et al. 2020), Leximancer (Cheng 

and Edwards, 2019; Phi, 2020), SPSS (Yılmaz and Çakıcı, 2019; Çakıcı et al. 

2020; Sungur et al. 2020), Stata (McLennan et al. 2017), and Nvivo (Adamış and 

Özçoban, 2020) can be used to analyze data in relevant research. 

MATERIALS AND METHODS  

In this research, in order to understand how halal tourism is reflected in 

internet news sources, 547 news were reached by searching keywords in Turkish 

(halal tourism, Islamic tourism, halal holiday, Islamic holiday, halal concept hotel, 

Islamic hotel, alcohol-free family hotel, hijab hotel, conservative hotel, 

conservative holiday, and Muslim friendly tourism) in Google news database 

between 24-26 October 2020. Related key words and the number of news reached 

are presented in Table 1.  

It was understood that the term "halal tourism" was mostly used in the news. 

However, Muslim friendly tourism and halal concept hotel were least used terms 

as understood from the count of encountered news. 

After the unrelated news were eliminated, 312 news were evaluated by 

content analysis according to the parameters created. Content analysis is the 

systematic reading of texts, images and symbols (Krippendorff, 2004, p. 3). 

According to Neuendorf (2002, p. 1), content analysis is a "systematic, objective 

and quantitative" analysis. In this direction, frequency analysis (to find out the 

count of the news), categorical analysis (to determinate the dimensions of news 

topics), and positivity analysis (to understand how halal tourism is represented in 

the news) were carried out (Bilgin, 2014, pp. 18–24). 
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Table 1: Number of News Accessed by Keywords 

Keywords n  

Halal Tourism 163 

Halal Holiday 73 

Conservative Holiday 69 

Islamic Hotel 61 

Conservative Hotel 58 

Islamic Holiday 43 

Islamic Tourism 25 

Alcohol-Free Family Hotel 23 

Hijab Hotel 21 

Muslim Friendly Tourism 8 

Halal Concept Hotel 3 

Number of News Accessed 547 

Number of Unrelated News -235 

Number of News Analyzed 312 
 

The questions sought in the research were as follows: 

• What is the count of online news about halal tourism and how is their 

distribution by months and years? 

• How is the subject distribution of the online news on halal tourism? 

• What is the count of the positive/neutral/negative judgments in online 

halal tourism news? 

• How is the distribution of news on the internet regarding halal tourism 

according to the number of words in the news, the page where the news is 

published, the type of article, the nature of the news, and the individuals 

whose opinions were included in the news?  

Previous studies were taken into consideration while determining the 

parameters to be used in the study. For example, the type of article (Kaya et al. 

2011), the subject distribution of the news (Göker and Keskin, 2015; Alyakut, 

2016; Bayram, 2016; Bayram et al. 2018; Büyükdoğan, 2019), the page where the 

news was published (Pajo and Büdün, 2018), the individuals whose opinions were 

included in the news (Göker and Keskin, 2015; Aydın and Aydın, 2020), the 

nature of the news (Aydın and Aydın, 2020), and the count of the words in the 

news (Bayram et al. 2018) etc. 

RESULTS 

In the study, after the news that were not directly related to the subject were 

eliminated, a total of 312 news was analyzed. The first news on halal tourism was 

found in the “Google News” database in June 2007. Between 2007-2011, however, 

very few news was encountered. An increase has been observed in the count of news 

since 2014. In addition, it was determined that the greatest number of news were 

published in July. The distribution of the analyzed news by months and years was 

given in Table 2. 
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Table 2: Distribution of News by Years and Months 
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 Total 

News 

by 

Years 

2007      1       1 

2008      1       1 

2009           1  1 

2010   1          1 

2011           1  1 

2012  1 1       1 2  5 

2013   1 1    1  1   4 

2014 1 1  1 2 1 3  1  1 1 12 

2015   3 3 1  2  3 2 1 2 17 

2016  2 3 6 7 8 6 8 1  1 1 43 

2017 5 2 2 4 3 1 4 8 4 1 9 10 53 

2018 7 2 3 3 4 6 10  2 4 8 4 53 

2019 3 5 3 6 2 5 6 2 3 5 7 6 53 

2020 9 20 4 4 3 3 15 5 2 2   67 

Total 

News by 

Months 

25 33 21 28 22 26 46 24 16 16 31 24 312 

During the 13-year period between 2007-2020, it was understood that there 

was an overall increase in the count of halal tourism news. Also, with the effect 

of the pandemic and seasonality, it was observed that the number of the news 

published in February and July of 2020 were higher than in other months. As can 

be seen in Figure 1, there was a significant increase in the count of news between 

2015-2016. However, the increase was not continuous since there was a period of 

stagnation in 2017, 2018, and 2019. 

 

Figure 1. Change in the number of Online Halal Tourism News (2007-2020) 
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The distribution of the analyzed news according to their topics was given in 

Table 3.  

Table 3: The Topics of News 

Topics n % 

Promotion 88 28,2 

Halal Tourism Potential and Current Situation 45 14,4 

Problems and Criticisms 33 10,6 

Events (Fair, Conference, Congress, Summit, Workshop, 

Concert) 
16 5,1 

Villa 12 3,8 

Halal Expo and World Halal Summit 10 3,2 

Travel Routes 8 2,6 

Covid-19 7 2,2 

Investment 7 2,2 

Unfair Treatment to Guests or Employees 7 2,2 

Claims of Fraud 6 1,9 

Features of the Concept 6 1,9 

Halal Tourism Workshop 5 1,6 

Jet Fadıl 5 1,6 

International Halal Tourism Association 5 1,6 

Excessive Pricing 5 1,6 

Certification 4 1,3 

Winter Tourism 4 1,3 

The Requirement of Halal Tourism  3 1,0 

Bankruptcy and Enforcement 3 1,0 

Islamic Economy 3 1,0 

The Advantage of Halal Tourism in the Times of Crisis 3 1,0 

Awarding 3 1,0 

Demand 3 1,0 

Social Responsibility 2 0,6 

Guests' Behaviors that are Inappropriate for Halal Concept 2 0,6 

Thermal Tourism 1 0,3 

Tourism Council 1 0,3 

Poisoning Cases 1 0,3 

Other  14 4,5 

Total 312 100,0 
 

The topics of news were as follows; promotion, halal tourism potential and 

current situation, problems and criticisms, events (fair, conference, congress, 

summit, workshop, concert), villa, Halal Expo and World Halal Summit, travel 

routes, Covid-19, investment, unfair treatment to guests or employees, claims of 

fraud, features of the concept, halal tourism workshop, Jet Fadıl, International 

Halal Tourism Association, excessive pricing, certification, winter tourism, the 
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requirement of halal tourism, bankruptcy and enforcement, Islamic economy, the 

advantage of halal tourism in the times of crisis, awarding, demand, social 

responsibility, guests' behaviors that are inappropriate for halal concept, thermal 

tourism, tourism council, poisoning cases, and lastly, other unclassified news.  

It was understood that the greatest number of news were about destinations 

and companies’ promotions. Besides, halal tourism potential and current situation, 

problems and criticisms, events, villa, Halal Expo and World Halal Summit were 

among the most reported topics. Covid-19 and the advantages of halal tourism in 

times of crisis were mentioned in the recent news published. In addition, in some 

news, halal tourism was presented along with tourism types such as winter tourism 

and thermal tourism. However, the least mentioned topics were thermal tourism, 

tourism council, and poisoning cases. 

Table 4: Features of Halal Tourism News 

Features n Features n 

Tone 

Positive 220 
Type of 

Article 

News 204 

Negative 64 Interview 88 

Neutral 28 Column 20 

Word Count 

51-250 64 

Nature 

 of News 

Informative 236 

251-500 115 Motivating 76 

501-750 74 Criticizing 56 

751-1000 28 Promising 51 

1001+ 31 Appreciating 45 

Page 

Economy 62 Containing Target 21 

Agenda 47 Warning 8 

News 26 

Opinion 

Giver 

Businessperson 89 

Travel 25 NGO 45 

Life 22 Columnist 14 

Column 15 Hotel Manager 13 

Sectoral 10 Foreign Individual/Organization 13 

Local 9 Local Government 8 

Advertorial 7 Private Citizen 6 

Turkey 6 Public Official 5 

Estate 5 Culture and Tourism Ministry 5 

Accommodation 5 Hotel Guest 5 

Interviews 5 Politician 3 

Agencies 4 Hotel Employee 2 

World 4 THY Official 2 

Regional 4 Expert 2 

Other 30 Travel Agency Manager 1 

Not Specified 
26 

Other 9 

No Opinion Received 106 
 

Table 4 includes the characteristics of the news on halal tourism. It was 

understood that 220 of the articles examined were written in positive, 64 in 
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negative, and 28 in a neutral tone. It was also seen that the negative tone was 

mostly used in news articles and columns. In the negatively toned news, some 

issues such as problems and criticisms related to halal tourism, claims of fraud, 

unfair treatment to guests or employees, and poisoning were included.  

The count of words in the news were between 251-500 words. It was 

determined that the news appeared mostly in the pages of economy, agenda, news, 

travel, life and column articles. When evaluated according to the type of article, it 

was understood that 204 news, 88 interviews and 20 columns were published. The 

news was intensely informative, motivating, criticizing, promising and 

appreciative. In some news, more than one individual's opinions were taken and 

more than one news features were included. The views of business people (CEO, 

hotel owner, travel agency owner, senior manager, hotel board member, etc.) and 

NGO officials were intensively featured in the news. Apart from these; the 

opinions of different stakeholders such as columnist, hotel manager, foreign 

individual/organization, local government, private citizen, public official, 

Ministry of Culture and Tourism (minister, deputy minister or other officials), 

hotel guest, politician, hotel employee, THY official, expert, and travel agency 

manager were included. 

DISCUSSION AND CONCLUSIONS 

In recent years, halal tourism has gained more recognition. Accordingly, new 

knowledge and discussion have been observed in academic studies and sectoral 

news. Although several studies have been conducted on halal tourism in the 

relevant academic fields, the overview of the halal tourism presentations in the 

media has not been investigated sufficiently. For this reason, it is considered 

important to reveal how the field of halal tourism is reflected in the media. This 

study examined these coverages of halal tourism news: The count of online news, 

the distribution by months and years, the subject distribution, the count of the 

positive/neutral/negative judgments, the count of words in the news, the page 

where the news is published, the type of article, the nature of the news, and the 

individuals whose opinions were included. 

To do this, content analysis was applied by creating keywords related to halal 

tourism. Terms such as halal tourism, Islamic tourism and Muslim friendly 

tourism have been used for the products and services offered to meet the needs of 

Muslim tourists (Yagmur et al. 2020, p. 1601). Accordingly, the keywords "halal 

tourism, Islamic tourism, halal holiday, Islamic holiday, halal concept hotel, 

Islamic hotel, alcohol-free family hotel, hijab hotel, conservative hotel, 

conservative holiday, and Muslim friendly tourism" were searched in the news 

content. Then, unrelated news was eliminated, and 312 news were analyzed. The 

first news was encountered in 2007. The news was concentrated around thirty 

topics. 
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Undoubtedly, the Internet has become a vital source of information and an 

opportunity for forming or improving perceived image. Including the opinions of 

business officials and related NGOs operating in the field of halal tourism supports 

to increase the awareness of halal tourism. Therefore, it can be considered that the 

observed increase in the count of halal tourism news was due to the widespread 

use of the internet and the increased awareness of halal tourism in recent years. In 

line with this, it was understood that news was used extensively for promotional 

purposes. Moreover, businesspeople and NGOs were the foremost opinion givers 

in the halal tourism news. News was mainly used for company promotions, 

especially by travel agencies. In this direction, most of the news were informative 

and motivative. 

This study concluded that the tone of halal tourism news is overwhelmingly 

positive. This may influence the perception and willingness of potential guests in 

a positive way. However, in halal tourism sector, some businesspeople have 

already criticized the negative effect of halal tourism news in the media (Kılıç, 

2020, p. 127). Confirming this, about %20,5 of the news was written in negative 

tone and 56 of 312 articles were criticizing. 

It is also concluded that the topic of the news reflected the ongoing debates 

in the sector. In line with this, problems and criticisms were the third most reported 

topics in the news. In addition, specific discussions, such as Covid-19, excessive 

pricing, certification, and guests' behaviors that are inappropriate for halal concept 

were reported.  

The news on Covid-19 was aimed to give assurance about potential guests’ 

health safety. Some of the news were aimed to correct the "expensive" perception 

of halal concept hotels. Fraud claims became prominent in the criticized news. For 

this reason, it has been understood that preventive actions or audits should be 

required in the sector. Another criticized issue was related to mixed swimming 

pools. In addition, another issue noticed was the lack of originality since several 

news encountered were quite similar. Lastly, it was observed that there was very 

few social responsibility news. 

This study one of the first studies in terms of its context. The results of 

research may be useful for tourism operators and researchers in respect of 

understanding the reflection of halal tourism in the Internet news. However, some 

limitations of the study should be noted. This study included halal tourism news 

in Turkish language. Another limitation was the scanned database, namely Google 

News. For this reason, in future research, the keywords and the research context 

can be expanded. Comparative analysis of different tourism news or geographic 

coverage can be undertaken. In addition, it can be worthwhile to address the 

perceptions of audiences. 
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1. INTRODUCTION 

The factors such as the globalizing world and the relations between countries, 

the facilitation of international transportation, the increase in financial 

opportunities, the rising in the quality of health services in almost every part of 

the world have ascended the rate of participation in health tourism in the world. 

The needs arising from industrialization and urbanization also affect the 

participation in health tourism positively. Therefore, the demand for health 

tourism has increased. Health tourism can be defined as “individuals' visit to a 

country out of their settlements where they live, in order to receive both 

preventive, curative, rehabilitative and health-promoting services” in general 

(SATURK, 2020).  Throughout years, different regulations and studies have been 

made on the classification of health tourism.  Until recent years, health tourism 

had been examined under three subtitles as medical, thermal, disabled, and elderly 

tourism (Ünlüönen and Çeti, 2019: 113-114). In the studies have been carried out 

lately, health tourism has been analyzed under five headings as medical tourism, 

thermal tourism, wellness tourism, geriatric tourism, and disabled tourism 

(Yıldırım Kaptanoğlu, Aydın, Acar, Seçer, & Pozanti, 2019: 34).  

If it is mentioned about the current situation and future of health tourism; 

while there are some strong aspects such as accessibility to faster and more 

accurate information because of globalization and technological advancements, 

and providing cheaper promotional costs, it is known that there are other points 

that need to be improved such as auditing and reliability. As a result of the 

developments, being in search of new markets and product diversity have arisen. 

In the coming years, its popularity will increase in the light of the increasing 

elderly population, ease of transportation and most importantly economic 

opportunities.  In the coming years, its popularity will increase in the light of the 

increasing elderly population, ease of transportation and most importantly 

economic opportunities (Kaya, Yıldırım, Karasuvaran & Özer, 2013: 5-6). 

It seems that different concepts emerged with the intertwining of technology 

and industry in health tourism, and they are prevailing in all parts of life. A new 
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era called "Technological Age”, or "Digital Age" has emerged and continues to 

progress rapidly. People are now able to act quickly and instantaneously while 

fulfilling their needs and trying to access any information. As a result, different 

job descriptions, communication technologies, systemic changes, working 

methods appeared (Yücel & İnan, 2020: 44). 

The decrease in demand for intermediary services such as travel agencies or 

tour operators because of digitalization may cause some tourism enterprise 

initiatives in countries to fade. It is known that the opportunities provided to new 

high value-added tourism services in the context of digitalization with updated 

business partnerships will take shape in the distribution sector. Hence, digital 

technologies play a very essential role in the development of the tourism industry 

(Kalabukhova, Morozova, Onokoy, Chıcherova & Shadskaja, 2020: 885). As in 

all other sectors, there are changes in health tourism with the effect of 

digitalization, too. For instance, the first action to be taken by people who will 

receive health tourism services in a different region or country is a detailed 

preliminary research. This preliminary research is carried out with the 

requirements of the era, using technology and internet, and issues such as 

accessibility, speed, and cost positively affect the preference of the internet 

(Kiralova & Pavliceka, 2014: 359-360). As well as the positive aspects of 

digitalization and digital marketing there are negative aspects, too. Although the 

information about the product and service can be accessed quickly and easily, 

uncertainties may be existing in terms of the accuracy, reliability, and auditability 

of that information. In addition, since there is no possibility to touch and check 

the products concretely before purchasing, the purchasing rate is on the decline. 

Another negative aspect of digitalization and digital marketing is that individuals’ 

anxiety regarding the confidentiality and security of their card information when 

shopping with credit cards in electronic environment (Safko, 2009: 190 cited in 

Koçak Alan, Tümer Kabadayı & Erişke, 2018: 496-498). 

2. Health Tourism 

While the first perception that occurs in the mind when health is mentioned 

is only physical, this term means not only physical health, but also feeling well 

mentally and psychologically. Along with the virus (COVID-19), which affects 

the whole world, the concept of health has started to make its importance felt 

intensely. In its simplest meaning, the main purpose of health services is to protect 

and improve health (Szymanska, 2015: 1008). According to the definition of the 

World Health Organization (WHO), health; "It is not only the absence of diseases 

and ailments, but also a state of well-being in physical, mental and social terms as 

a whole". In today's world, tourism activities have merged under the title of health 

tourism associated with the increasing needs, technological developments, 

economic opportunities and most importantly, achieving an awareness of the 

concept of health. Health tourism has become rather popular because of such 
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activities carried out for the purpose of receiving treatment services in different 

places from where individuals live, to benefit from the spa resources belongs to 

that destination, and to relax psychologically (Yıldırım Kaptanoğlu, et al., 2019: 

33). Health tourism according to the definition of SATURK; "It is an individuals’ 

visits to a country apart from the country where they live to receive both 

preventive, therapeutical, rehabilitative and health-promoting services. 

Within the years, different regulations and studies have been made on the 

classification of health tourism. Until recent years, health tourism had been 

categorized under three subtitles as medical, thermal, disabled, and elderly 

tourism. However, in the studies have been carried out lately, health tourism has 

been analyzed under five headings as medical tourism, thermal tourism, wellness 

tourism, geriatric tourism, and disabled tourism (Ünlüönen & Çeti 2019:113-114). 

When the reasons for participating in health tourism are studied, the 

developments in industry and technology are effective. To illustrate; industrial and 

technological developments in developed countries brought different effects in its 

wake. Air pollution, seasonal changes, stress, changing living conditions, and the 

global crisis have led to an increase in health problems (Özer & Sonğur, 2012: 

70). Besides, the pollution, the consumption of food that is harmful for health, 

physical or psychological fatigue led to a stable lifestyle by reducing work 

efficiency (Şahin, 2015: 6). Consequently, people must be careful about their 

health to be able to work efficiently and effectively, and to provide psychological 

and social competence in this regard. When it comes to the contrary situations, 

people try to eliminate the negative effects they experienced by tending to health 

tourism activities (Yıldırım et. al., 2019). 

2.1 Types of Health Tourism 

In research in the field of health tourism is seen that unlike other types of 

tourism, it requires longer processes. In these processes, while traveling from 

countries that do not have sufficient power in terms of economic and technological 

to developed countries to benefit from various health services, today a completely 

opposite path is followed due to the cost differences with the globalization of 

technology. Additionally, in the latest up-to-date studies, health tourism is 

examined under five headings as medical tourism, thermal tourism, geriatric 

tourism, disabled tourism, and wellness tourism (Yıldırım Kaptanoğlu et. al., 

2019: 34). 

2.1.1. Medical Tourism 

While the first aim of the tourist in medical terms is to having treatment, it 

includes such activities as using leisure time, resting, etc. in touristic destinations, 

too. Medical tourism is an alternative type of health tourism that is carried out by 

tourists with the aim of having treatment in countries other than their own country 

including in tourism activities and it has been observed that the demands in this 

type of tourism mostly are in the fields of eye, aesthetic operations, oncology, 
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cardiology and neurosurgery (Aydın, Aypek, Aktepe, Şahbaz & Arslan, 2011: 5-

6). 

International communication has become more effective and efficient with 

the advance in the speed of information dissemination and the development of 

technology. In this context, medical tourism has become more known with the 

increase of globalization. With the occurance of the effects of the cost factor, the 

demand continues to increase gradually (Bookman, 2007: 2-4). 

2.1.2 Thermal Tourism 

There are many definitions in the literature about thermal tourism. Thermal 

tourism is called as an alternative tourism type that is carried out according to the 

conditions of the regions where at a certain temperature and mineral healing water, 

mud and steam sources are located (Öztürk & Yazıcıoğlu, 2002: 9). Thermal 

tourism according to the definition made by SATURK is rehabilitative services 

which are offered on the purpose of providing positive contribution to the health 

with the climatic factors of thermal water regions; and physical therapy, 

rehabilitation, exercise, psychotherapy, etc. are presented under the physician’s 

auditing and supervising. 

Despite the facilities brought by the increasing financial and technological 

opportunities, intense work pace and city life cause pressure and stress on people. 

Nonetheless, while there are various treatment methods have been found out for 

diseases, on the other hand different diseases occur. As a result, the conscious of 

adapting to a healthy life has started to be in high demand. Thermal tourism, one 

of the alternative health tourism types, is an important position in this regard 

(Timur, 2018: 39). 

2.1.3 Wellness Tourism 

Wellness tourism comprises methods applied to improve health as well as 

having treatment. The tourists tending to these practices generally act in sense of 

‘’how can I be healthier? Wellness tourism can be expressed as the individuals' 

involvement in activities that is not only being limited to physical practices but 

also participating in social activities which they would feel good psychologically 

(Yıldırım Kaptanoğlu et. al., 2019: 34). 

2.1.4 Geriatric Tourism 

As a result of the growth in the health conditions and economic levels of the 

countries, the average life expectancy has increased and in consequence of, the 

ratio of people over the age of 65, referred to as the 3rd age group, to the 

population has also increased. However, the prolonged length of life has brought 

some chronic illnesses with it. Thus, expenditures intend to the health sector and 

demand rised. Hereby, the reasons just as the ease of transportation, variability of 

treatment costs, the travelling desire alongside treatment, developments in 

technology, etc. accelerated the increase in the rate of participation, especially in 

the third age group, in health tourism. (Bektaş & Şimşek, 2016: 179). In a word, 
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geriatric tourism is referred to the whole activities which individuals aged 65 and 

over execute with the aim of resting, sightseeing etc. together with having 

treatment outside of the places where they live (Yıldırım, 1997: 77).  

2.1.5 Disabled Tourism 

When the handicapped is mentioned, the first thing that comes to mind is 

physical disabilities. Being in disable can be defined as mental and social 

dysfunctions along being physically disabled (Zengin & Eryılmaz, 2013: 52). 

According to the definition of the World Health Organization (WHO) disabled 

tourism; “Health is not only the absence of illness and disability, but also case of 

complete physical, mental and social well-being. Disability, on the other hand, to 

a certain extent physical, mental, spiritual, is a condition in which a person has 

difficulty in adapting to normal life requirements because of the absence or 

disorder of organs that causes permanent loss of function and image hence this 

person is called as disabled " (Tecău, Brătucu, Tescaşiu, Chitu, Constantin and 

Foris, 2019: 3-5). 

Although disabled individuals constitute a small part of the world population, 

disabled tourism has a large market as a sub-branch of health tourism. The most 

important indicator of this is that disabled people’ not being alone in their travels 

and accommodation. To conclude, disabled tourism is all the activities that consist 

of the disabled individuals’ temporary accommodation outside their permanent 

residence, without the aim of earning money, in the line of different purposes such 

as sports, health and culture (Zengin and Eryılmaz, 2013: 55). 

2.2 The Strengths and Weaknesses of Health Tourism in Turkey 

The popularity of health tourism has been accelerating ever in recent years. 

With the impact of the intense stress and pressure of city life, people are involved 

in health tourism with the intend of travelling, viewing, resting etc. beside 

benefiting from health services. At the same time, the fact that the length of 

accommodation in health tourism relatively other tourism types ensures a positive 

effect on the health tourism market. (Zengingönül, Emeç, İyilikçi and Bingöl, 

2012: 3) 

Whereas health tourism expendings are around 500 billion in the world, it is 

expected to reach 1 trillion dollars in 2023 and the expenditure per capita is around 

7,500 dollars (Health Tourism Department, 2020). While the health tourism 

tourists visiting Turkey was assigned amounted to 1 million and the total 

expending was found as 8 billion dollars. These figures are targeted to be 2 million 

tourists and 20 billion dollars in 2023 (TÜRSAB, 2020). 

Turkey has privileges in health tourism sector regarding cost, climate, 

transportation, and geographical location. Turkey is on the first rank in Europe in 

terms of resources it possesses in and in the top 10 list in world, but a small portion 

of these resources is valuated (Uysal Şahin & Şahin, 2018: 288). 

Health tourism has positive aspects such as accessibility to faster and accurate 
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information, providing cheaper promotional costs because of globalization and 

developments in technology, and negative aspects as to auditing and reliability. 

As a result of these developments, searches for new markets and product range 

have increased (Kaya et al., 2013: 5-6). To indicate the current situation of health 

tourism in Turkey and the future objects, the strong and weak aspects of health 

tourism stated in Table 1. 

Table 1: Strong and Weak Aspects of Health Tourism in Turkey 

Source: Uysal Şahin & Şahin, 2018: 294-297; Kılıçarslan, 2019b: 1142-1142. 

 

STRENGTHS WEAKNESSES 

• Health services in Turkey by 

compared to other countries, 

especially to develop countries 

being cheaper provide price and 

cost advantages. 

• It is a country that located in the 

middle of Europe, Asia, and 

Central Asia with its geographical 

location, and can be reached 

easily and quickly by plane from 

many countries. 

• The thermal sources in Turkey are 

ranked as 1st in Europe, as 7th in 

World. 

• There are 50 health institutions 

accredited by JCI, in this regard, it 

ranks 2nd in the world. 

• In the Ministry of Health, 

Department of Health Tourism 

foreign patients are served 24/7 in 

many languages especially 

Arabic, English, German and 

Russian. 

•  The health sector has very well-

trained and educated manpower. 

•  In addition to the health tourism 

infrastructure and superstructure 

owned as a country, there are 

unique natural, historical, and 

cultural values that can be offered 

to health tourists and their 

companions. 

• Most of the hospitals, especially public 

hospitals, do not have the infrastructure 

to provide health tourism services. Very 

few of the public hospitals have been 

accredited in Turkey.  

• The promotions for health tourism in 

Turkey are insufficient. The image of 

Turkey and the Turkish health sector is 

not known sufficiently by foreign 

nationals. 

• Health opportunities in Turkey are not 

well introduced to the Turkish citizens 

living in European countries. 

• There are pricing differences and wrong 

practices. 

• As a country, there is not enough 

consciousness and awareness in the 

society about the benefits of health 

tourism. Trainings on health tourism at 

the level of courses, certificate, or 

associate degree, undergraduate and 

graduate are insufficient. 

• Service standards in health tourism are 

not clear. 

• When wrong treatment occurs, 

necessary and sufficient assistance 

cannot be obtained from the local 

courts. 
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3. Digitization 

Technology is being by the side of human life at every moment and continues 

to increase its importance with the development of the industry. A new era called 

"Technological Age”, or "Digital Age" has emerged and continues to progress 

rapidly. In the meanwhile, different job descriptions, communication 

technologies, systemic changes, working methods, etc. has come up. Whilst 

people are providing their needs, wishing to access any information or purchasing 

a service or a product or in similar cases, they can actualize these activities ever 

quickly and instantaneously (Yücel & İnan, 2020: 44). 

In this digitalization age accelerating increasingly, the customer profile of the 

institutions in the public and private sectors constantly changing with the impact 

on the relation among the institutions and new business models have ensued in 

this process. Factors such as speed, flexibility and time have become 

indispensable possession for digitalization, but herewith; it also covers a complex 

and tough process such as machines, work programs, devices, updates. On the 

other hand, managing, regulating, controlling the innovations brought by 

digitalization and ensuring production and consumption efficiently require serious 

effort. Concisely, digitalization is the heart of all these mentioned processes, 

advanced technology, products, and services (Parida, 2018: 23-24). 

3.1 Tourism and Digital Marketing 

Digitalization has been developing steadily with the changes that occurred 

because of globalization and the increasement in internet usage. Consumers now 

supply their daily needs in fast and easily accessible manner. The fact that the 

expenditures made in the digital environment carried out so easily, has ensured 

the demand rate being within constant change (Kılıçarslan, 2019a: 1146). 

When viewed from sectors aspect; branded businesses, companies etc. these 

outstanding institutions’ strategies and applications within the framework of 

marketing have been changing by accelerating. In addition to marketing, 

significant changes have occurred in many functions such as programs, promotion 

and communication methods used in enterprises with the developments in 

technology. In this context, digital marketing is defined as “a strategic process 

concerning to the development, pricing, promotion and distribution of products 

on the internet as of intended to target markets” (Mucuk, 2006 cited in Karaca, 

2012: 39-40). 

Digital marketing uses different functions and methods brought by the epoch, 

yet digital marketing does not completely extinguish the notion known as 

traditional marketing. Digital marketing makes as traditional marketing 

promotive, evolver, transfers to the future, faster and more accessible. At the same 

time, digital marketing is a concept that can band producers and consumers 

together in a short time, make instant changes about product information and 
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instantly transfer all these similar situations to large masses (Kırcova, 2005 cited 

in İnce & Doğantan, 2020: 15). In Figure 1, information about the digitalization 

and the relationship between digital marketing and health tourism is given. 
 

 

 Figure 1: The Impact of Digital Technologies on the Development of the 

Tourism Sector. 

Kalabukhova et. al., 2020: 885. 
 

According to Figure 1, digital platform is of great importance for businesses 

related to tourism such as accommodation businesses, travel agencies and 

transportation managements. The people who will receive the service utilize from 

digital methods and applications during the reservation, period spent on the road, 

when they arrive at the facility, throughout using the service and even when they 

leave the facility. Tourism companies also need to constitute their expectations in 

the context of digital marketing and the development of technology to actualize 

their international activities. On the other hand, the investments made in the 

tourism sector in the context of digitalization matter and for these investments to 

be realized correctly, digitalization must be used and known correctly in every 

sense (Kalabukhova et. al., 2020: 885). 

Thanks to digital technology, tourism services have increased their share in 

the economy and international tourism movements have gathered pace. On the 

other hand, giving prominence the role of technology and capital in the duration 

of expanding the awareness of tourism activities in the digital media is seen as the 

basis of the development of the tourism market (Kalabukhova et. al, 2020: 886). 

In Figure 2, the mechanism related to digitalization activities in the tourism sector 

is shown. 
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Figure 2: Investment Scheme of Digitalization Conditions in the Tourism Sector 

Kalabukhova et. al., 2020: 886. 

 

In Figure 2, because of the improvement in the digital economy, the decrease 

in demand for intermediary services such as agencies and tour operators cause 

some tourism business initiatives in the host countries to remain passive. It is also 

known that new partnerships in digital media and tourism will be shaped as part 

of digitalization by the opportunities provided to tourism services. Therefore, 

digital technologies play an especially important role in investments related to the 

development of the tourism industry (Kalabukhova et al, 2020: 886). 

3.2 Health Tourism and Digital Marketing 

As in other sectors, health tourism has undergone change from the point of 

marketing and promotion with the effect of digitalization. To illustrate; the first 

action to be taken by people who will receive health tourism services in a different 

region or country is a detailed preliminary research. This preliminary research is 

carried out via the internet, together with the necessities of the age. The factors 
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such as attainability, speed, cost, etc. are among the reasons of preference for the 

internet (Kiralova et. al., 2015: 359-360). In other respects, the term of trust is a 

sensitive issue above all others for consumers in the digital environment. Today, 

this concept has took on different dimensions with digitalization. Institutions try 

to supply their reliability through websites, social media networks, blog sites, 

forum sites, mobile applications, chat software, etc. methods (Işık, 2019: 61-64). 

With the intertwining of marketing with digitalization, the perspectives of 

business executers have also got differentiation. In order to respond instantly to 

the demands of consumers, businesses inclined to the convenience brought by 

digitalization and implement their strategies in harmony. In addition, digital 

marketing provides a positive feedback in cost and speed to businesses in great 

extent. In a study conducted by İnce and  Doğantan (2020); 21 hotel managers 

were asked questions about digital marketing, and hotel managers mentioned 

about digital marketing as an opportunity of accessing  more people in a quick 

time; being able to communicate with customers thanks to different methods such 

as websites and social media assistance; the product promotion platform to 

different mass and more people; landing online sales with the help of digital 

images; tourism businesses’ developing marketing method by social media, 

texting, websites; the system introduces the tourism institutions to world in a short 

time and  increasing the profit margin.  

When digitalization is considered in terms of sub-components of the health 

tourism sector; individuals use the internet, especially their social media accounts 

actively before receiving any treatment or the health service in context of thermal 

etc., realizing health tourism activities or try to get information on search engines 

by themselves. Along with, the usage of internet comes to the fore on factors such 

as language, geography, which make the relationship between patient and doctor 

hard (Crooks, Turner, Snyder, Johnston, & Kingsbury, 2011: 727). 

In sense of promotion and incentives the promotive factors such as the images 

related to geriatric tourism, the advertisements of pages related to treatments, 

thermal hotel promotions, the hospitals having international accreditation 

certificates confront people on social media accounts and internet pages. (Tuclea, 

Vranceanu & Nastase, 2020: 2). 

3.3 Pros and Cons of Digital Marketing 

One of the most important roles of digitalization and digital marketing is to 

serve thousands of customers at the same time and at low cost. In addition to speed 

and accessibility, it provides a high rate of return to businesses as part of 

advertising and marketing. At the same time, with the informing and promotion 

about sudden changes in products that occur due to today's conditions, it is 

delivered to thousands of people in the fastest way (Yükselen, 2016 cited in 

Kılıçarslan, 2019a: 1146-1147).  
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Social media, one of the most effective ways of digital marketing, has 

brought a new perspective to businesses. It also creates opportunities and financial 

opportunities in terms of its economic and commercial activities. Businesses that 

will offer the product and service can easily raise its awareness by sharing the 

elements like prices, information, etc. on social media and websites. By means of 

the increasement within digital awareness and popularity, it contributes positively 

to the strengthening of businesses' bond with consumers and the increasement in 

sincerity during marketing contributes in the same manner to digital marketing as 

well. As a result, businesses can maintain their current potential and add on the 

new ones (Mersey, Malthouse & Calder, 2010: 41-42). 

Contrary to traditional methods, the comparement of products and services 

can happen in a short time via digitalization. On the other hand, having been able 

to check different prices belonging to the same product or service on over dozens 

of sites at the same time creates great advantage. Besides the factors such as price 

and comparison, the opinions of other consumers have become effective in the 

digital environment, too. The fact that these consumers’ recommending any brand 

to other consumers and sharing their experiences show serious effects on 

purchasing behavior (Aytan & Telci, 2014: 3). 

Digital marketing has positive effects as well as negative effects. There are 

some hitches even it can be reached quick and easy information about the product 

and service. The samples of abusing copyright, which are particularly important 

for businesses; prepared marketing strategies, promotions, advertisements, and 

campaigns can be cloned, brands can be imitated, logos and symbols can be 

copied. The lack of factors such as touching, reviewing and experimenting before 

purchasing, which are seen as important deficiencies, during the purchase of the 

product, make the negative side of digital marketing felt. Thus this affects some 

consumer groups intensely (Safko, 2009: 190 cited in Koçak Alan et. al., 2018: 

496). 

4. CONCLUSION AND SUGGESTIONS 

Health tourism makes its importance increased in recent years with factors 

such as the increase in the elderly population, urbanization, economic 

opportunities, technology, and ease of transportation. By comparison to previous 

years, people can be involved in many different activities such as being treated 

outside the places where they live, benefiting from thermal tourism opportunities, 

being included in tourism activities as well as treatment, extending their life 

expectancy and improving its quality when they want to protect and improve their 

health, under the name of health tourism. In addition, the accommodation period, 

and high expenditures of health tourists per capita have increased the share of 

health tourism in world tourism. 

Digitalization, on the other hand, shows its effect as a supportive and 

developing factor to health tourism. While digital methods are used in every 
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moment of life, tourism activities are moved to different dimensions gradually 

with the effect of technology. Besides, some changes such as different job 

descriptions, communication technologies and channels, systemic changes, 

working methods, etc. emerged in tourism and health tourism. People can accurate 

these activities quickly and instantaneously while meeting their needs, wanting to 

access any information, purchasing a service or a product, or in similar situations. 

Businesses, on the other hand, make their efficiency degree increased by making 

instant changes about the product or service thanks to digitalization, delivering 

their promotions to wider audiences at lower costs, and providing response to 

requests in a short time. 

Health tourism creates positive impressions on physical health, emotional 

health, intellectual health, mental health, environmental and social health, and 

provides benefits to businesses and consumers in terms of speed, transportation, 

and costs with the effect of digitalization. If took a different approach; health 

tourism is going to be in better position in the context of digitalization and digital 

marketing together with providing up-to-date technological trainings, auditing of 

digitalization by accreditation board, ensuring cyber security legally, providing 

the training of modern devices used in operations in a correct way, reviewing the 

accuracy of information given on the internet or social media, and by preventing 

negative effects that may be encountered. 
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INTRODUCTION 

All sectors are affected by today's rapid change and competition. The great 

competition between the enterprises has forced businesses to connect more closely 

with their customers who want to survive in the market and increase their market 

share by developing. Aware of this obligation, businesses, regardless of which 

sector they operate in, engage very closely with their customers, trying to increase 

the level of satisfaction with the goods and services they offer and to create a more 

loyal customer portfolio at the last stage (Bulut, 2011). On the other hand, 

considering the advantages of customers who prefer hotel businesses to leave the 

business satisfied, the importance of actions towards customer satisfaction 

increases even more (Emir, Kılıç & Pelit, 2010). The reason why the concept of 

satisfaction is of great importance to businesses is their relationship with the future 

behavior or behavioral tendencies of consumers (such as repurchase and intention 

to recommend) (Cronin et al., 2000; Duman, 2003). 

The development of tourism activities in a region depends on various factors. 

These elements include; the presence of natural and cultural structure, 

infrastructure and superstructure (accommodation, food and beverage and 

entertainment enterprises and transportation infrastructure, etc.) can be 

summarized as the perspective of local governments and people in the region on 

tourism and tourists (Seçilmiş, 2012). In this study, the satisfaction of tourists 

from the tourist area and their behavior towards the future were examined and an 

application was made on local visitors visiting Ayvalik destination. 

Ayvalık is one of the regions with high tourism potential with its natural 

beauties, beaches, cuisine, historical and cultural places, climate and islands. In 

addition to the natural beauties of the district, the urban texture formed by the neo-

classical civil architecture examples in Ayvalık center and Alibey (Cunda) Island 

also enriches the tourism supply. As a matter of fact, the district has the 

appearance of an open museum. Ayvalik is an important tourist destination today 

with its rich history, unique nature, cultural potential, brand value products, 

centuries-old cuisine and Sarımsaklı beaches. It also attracts attention with its 
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proximity to ancient cities in surrounding provinces and districts 

(Gökdeniz,2020). 

CONCEPTUAL FRAMEWORK AND HYPOTHESES 

1.Customer Satisfaction 

Customer satisfaction, which is the focus of marketing activities for 

enterprises; it is a psychological concept that expresses the feeling of feeling good 

that comes with getting what the customer hopes or expects throughout the 

consumption of goods or services (Pizam & Ellis, 1999; Choi & Chu, 2000; 

Seçilmiş, 2012). Oliver (1997) refers to consumer pleasure as the consumer's 

response to satisfaction. In other words, it defines it as a pleasurable judgment of 

satisfactory in the context of consumption from a feature of a goods or service, or 

itself as a whole, including levels of satisfaction and dissatisfaction (Duman, 

2003). A tourist is satisfied if he feels pleasure as a result of comparing his 

experience with his expectations as a result of the holiday, if he feels a discontent, 

he is not satisfied (Reisinger & Turner, 2003; Bezirgan, 2015). According to 

Parasuraman, Zeithaml & Valarie (1994), customer pleasure is usually customer 

satisfaction on one-time purchases. Bei &Shang (2006) defined customer 

satisfaction as customer evaluations after the purchase of products or services. 

Various theories regarding the formation of customer satisfaction are emphasized. 

These theories focus on factors such as “customer expectations”, “performance 

(quality) of the product offered”, “direction and degree of expectation-perception 

comparison”, “benefit and satisfaction levels of other customers” (Ozer, 1999; 

Kılıç & Pelit, 2004; Emir, Kılıç & Pelit, 2010). Since a destination contains many 

touristic products, it is only possible to ensure customer satisfaction on a 

destination basis by ensuring satisfaction in all services offered within the 

destination. Most of the time, a tourist visiting a destination having fun outside of 

his accommodation, visits historical and tourist attractions and communicates 

with local people and tradesmen. Therefore, tourists evaluate the quality of the 

service they receive during the holiday and have a general satisfaction judgment 

based on these evaluations at the end of the holiday (Duman & Öztürk, 2005). In 

hotel businesses, satisfaction is usually assessed during service delivery and 

usually consists of an interaction between the customer and the employee offering 

the service (Pizam & Ellis, 1999; Emir, Kılıç & Pelit, 2010). Therefore, the higher 

customer satisfaction for hotel businesses, the more successful the customer 

retention rate (Kotler, 2005). Two methods are usually used to measure customer 

satisfaction: the first is the use of questions consisting of a few expressions to 

measure the overall level of satisfaction. According to Day (1977), information 

can be obtained about the overall satisfaction levels with a few statements to be 

asked after customers use the product or service. In the second method, after the 

customer's satisfaction levels for various dimensions of the product or service are 

measured through a scale with multiple expressions, information can be obtained 

about the overall satisfaction level by taking the average of the scale (Bezirgan, 

2015). In this study, tourist satisfaction with the destination is examined in seven 

subdivisions: "accommodation services", "local transportation services", 
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"hygiene, health and cleanliness", "hospitality and customer interest", "facilities 

and activities", "level of prices" and "accessibility characteristics of the 

destination" (Kozak, 2001; İpar &Dogan, 2013). 

2.Behavioral Intentions 

Intention is defined as the determined probability to realize a behavior 

(Başaran, 2014; Oliver, 1997). Smith, Bolton & Wagner (1999) examined 

behavioral intention under two headings as economic and social behaviors. From 

an economic point of view, behavioral intent is consumer behavior that affects 

businesses financially, such as re-purchasing, agreeing to pay more fees, and 

company loyalty. From a social point of view, behavioral intent is positive or 

negative attitudes that affect the behavior of current and potential customers, such 

as complaints and verbal communication. Varinli & Cakir, 2004; Han & Ryu 

(2006) defined behavioral intentions as the acceptance of the possibility of 

purchasing behavior. 

According to Lin & Hiesh (2005), behavioral intention is an indicator that 

customers will continue to receive services from the organization or leave the 

organization. In their study Cronin et al. (2000), they discussed behavioral 

intentions in three items; such as adhesion to the enterprise, giving positive advice 

to others, spending more money on the business. 

Bush and others (2004), on the other hand, examined behavioral intentions 

in three dimensions: complaint behavior, positive announcement, and brand 

loyalty. 

RESEARCH MODEL and HYPOTHESES     

There are similar studies in the literature showing that customer satisfaction 

affects behavioral intentions. The study of Seçilmiş (2012) was carried out in 

order to measure the quality of the goods and services offered in Sakarya hot 

springs and to determine the importance of the perception of satisfaction in terms 

of the intention to come again. 

According to the results of the research, the general qualities of the facilities 

are the dimension that least satisfies the customer in terms of the quality of 

Service. The results of correlation and regression analysis revealed a meaningful 

and positive relationship between "satisfaction" and "intention to revisit". In terms 

of satisfaction, the satisfaction dimension that most affected the intention to visit 

again was determined as "attitude towards tourists". Paylan's (2007) study also 

aimed to measure the impact of perceived value, quality of service and customer 

satisfaction on behavioral intent. According to the results of the study, it was 

determined that each of the service quality, customer satisfaction and perceived 

value was statistically significant on behavioral intention separately. Other 

researches examining the effects of customer satisfaction on behavioral intent in 

the literature: (Baloglu & Erickson, 1998; Oppermann, 2000; Gyte & Phelps, 

1989; Bigne et al., 2001; Kozak, 2001; Petrick, et al., 2001). The hypotheses 

developed from this point are as follows.  

H1: local transport services have a positive and meaningful impact on 
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customers ' behavioral intentions. 

H2: hygiene, health and cleanliness have a positive and significant effect on 

the behavioral intentions of customers. 

H3: Hospitality and customer care have a positive and significant effect on 

customers' behavioral intentions. 

H4: Facilities and activities have a positive and meaningful impact on 

customers' behavioral intentions. 

H5: The level of hotel prices has a positive and significant effect on 

customers' behavioral intentions. 

H6: The accessibility feature of the destination has a positive and significant 

effect on the behavioral intentions of the customers. 

H7: Accommodation services have a positive and significant effect on 

customers' behavioral intentions. 

METHOD 

1.Sample, Data Collection Method, and Scales Used 

The main audience of this research is local tourists staying in hotel 

establishments operating in Ayvalık district of Balikesir province. In the study, a 

face-to-face survey was conducted to measure the impact of tourists ' satisfaction 

levels on their behavioral intentions. Convenience sampling method was used in 

the survey application process. Survey method was used as data collection method 

in this research. The questionnaire form was created with a 5-way Likert scale 

method. (1-I strongly disagree, 2- I do not agree, 3- I neither agree nor agree, 4- I 

agree, 5- I absolutely agree). The scale consists of dimensions such as 

"accommodation services", "local transportation services", "hygiene, health and 

cleanliness", "hospitality and customer interest", "facilities and activities", "level 

of prices" and "accessibility characteristics of the destination" and related 

questions below these dimensions in order to evaluate the satisfaction of tourists 

from the destination. Scale; It consists of 7 dimensions and 42 expressions in the 

studies of Kozak (2001), İpar and Doğan (2013). The behavioral intent scale in 

the survey consists of a single dimension and 6 expressions. Statements of the 

behavioral intent scale were taken from Yang and Peterson's work in 2004. The 

survey was conducted in Ayvalik between April and June 2019. As a result of the 

survey application, 314 questionnaires were collected and used in analysis. The 

date of survey application in Ayvalik destination does not cover the high summer 

season period and covers the low summer season. Since the survey was conducted 

in low season, the number of questionnaires returned from the respondents was 

lower than expected. First of all, descriptive statistics were used in the evaluation 

of demographic variables. Explanatory factor analysis (AFA) was performed to 

determine the reliability and validity of the scales. As a result of these analyzes, 

correlation analysis was performed for the expressions with factor loads above 

0.40 in order to determine the relationships between concepts and their degree. 

Regression analysis was performed to determine the effect levels in the model. 

The SPSS package program was used to perform this analysis. 
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RESULTS 

1.Demographic Findings 

In this part of the study, information about the demographic characteristics 

of the participants is given. According to the demographic characteristics of the 

participants, 47.8% of the respondents are male, 52.2% female, 35.3% between 

the ages of 25-34, 30.3% between the ages of 35-44, 15.4% of them are between 

the ages of 18-24, 14.9% between the ages of 45-54, 3.5% between the ages of 

55-64, and 0.5% between the ages of 65 and over. 69.2% of the respondents had 

a holiday in Ayvalık before, 30.8% had not previously been in Ayvalık before. 

40.8% of respondents have High School, 21.4% faculty, 17.9% Associate Degree, 

17.4% Primary School graduate, 2.5% Master's and Doctorate degrees. The 

frequency of vacationing of the respondents was 58.7% three or more, 16.4% 

twice, 14.9% I did not, 10% once. 

Factor and Reliability Analysis of Scales Used in the Research 

Explanatory factor analysis of the customer satisfaction scale (ALFA) is 

presented in Table 1 and the behavioral intentions scale (ALFA) is presented in 

Table 2. 

Table 1. Customer Satisfaction Scale Explanatory Factor Analysis 

Questions Factor  Eigen 

A. 

Varyans 

(%) 

C.alfa (α) 

 

Factor: 1 Hygiene Health and Cleanliness 

Cleanliness of local transport vehicles in Ayvalik 0.828 

7,725 32,187 0,862 

Cleanliness and maintenance of public areas in 

Ayvalik 

0,803 

General cleaning of accommodation 

establishments in Ayvalik 

0,782 

General cleaning of Ayvalik 0,708 

Factor 2: Local Transport Services 

Price of local transport in Ayvalik 0,817 

2,561 10,670 0,830 

Variety of local transport in Ayvalik 0,764 

Accessibility of local transport services in Ayvalik 0,645 

Comfort and modernity of local transport services 

in Ayvalik 

0,635 

Factor 3: Accommodation Services 

Quality of service of accommodation in Ayvalik 0,784 

2,078 8,658 0,804 

Food quality of accommodation establishments in 

Ayvalik 

0,781 

Security of rooms in accommodation 

establishments in Ayvalik 

0,659 

Presence of direction signs indicating on-site units 

in accommodation enterprises in Ayvalik 

0,631 
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Factor 4: The Level Of Prices 

The general level of souvenir and souvenir prices 

in Ayvalik 

0,831 

1,444 6,018 0,836 
General level of prices applied in food and 

beverage enterprises in Ayvalik 

0,807 

General level of prices for sightseeing, tours and 

entertainment activities in Ayvalik 

0,762 

Factor 5: Availability Characteristics of The Destination 

Variety of transportation facilities in Ayvalık 0,752 

1,408 5,866 0,821 Quality of transportation services in Ayvalik 0,739 

Perfection of transportation roads in Ayvalik 0,721 

Factor 6: Hospitality and customer interest 

Attitude of local sellers and shopkeepers in Ayvalık 

towards visitors 

0,866 

1,268 5,284 0,800 
Attitude of restaurant, bar, housekeeping and 

accommodation staff in Ayvalık towards visitors 

0,857 

Attitude of personnel directly or indirectly 

intertwined with tourism in Ayvalik 

0,687 

Factor 7: Facilities and Activities 

Presence of nightlife and entertainment facilities in 

Ayvalik 

0,798 

0,967 4,028 0,748 Presence of sporting and recreational activities in 

Ayvalik 

0,780 

Presence of activities for children in Ayvalik 0,712 
 

The KMO (Kaiser-Meyer-Olkin) sample qualification coefficient required 

for factor analysis in the study was 0.834 and the P value of the Bartlett globality 

test, which showed that the universe correlation matrix is not a unit Matrix, was 

calculated as 0.001. These results show that the sample size is sufficient and that 

the data is suitable for factor analysis. As a result of (AFA) applied to the 

satisfaction scale; 1st, 2nd and 7th questions from the dimension of local transport 

services; the 1st, 2nd and 6th questions from hygiene, health and cleanliness; 

dimension, 2nd question from the hospitality and customer care dimensions; the 

1st, 3rd, 4th, 5th, 6th, 9th, 10th and 11th questions from the facility and activities 

dimension; the 1st question from the dimension of the price level; 3rd and 6th 

questions from the accommodation services dimension were removed due to low 

factor loads. The eigenvalue of the factors, the described variance, and Cronbach's 

Alpha (α) coefficients are seen in Table 2. When Cronbach’s Alpha reliability 

coefficients for factors are examined, it appears that the reliability levels of all 

factors are above 0.70 and reliable (Hair, Black, Babin, Anderson, 2014). 
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Table 2: Behavioral Intention Scale Explanatory Factor Analysis 

Questions Factor Eigen 

A. 

Variance 

(%) 

C.alfa 

(α) 

 

Behavioral Intent 

If I come back to this area, I'll stay in Ayvalik 

again. 

0,740 

3,385 84,636 0,939 

I can revisit Ayvalik in the future. 0,887 

I say positive things about Ayvalik to those 

around me 

0,885 

I intend to encourage my friends and family to 

stay in Ayvalik. 

0,874 

 

The KMO (Kaiser-Meyer-Olkin) sampling adequacy coefficient required for 

factor analysis in the study was 0.841, and the p value of Bartlett's test of 

sphericity, which showed that the universe correlation matrix was not a unit 

matrix, was calculated as 0.001. These results show that the sample size is 

sufficient and that the data is suitable for factor analysis. As a result of the 

behavioral intent scale (AFA) asked to determine the intentions of tourists, 

question1 and question 6 factor loads were removed from the scale because they 

were low. 

The eigenvalue of the scale, the variance described, and Cronbach's Alpha 

(α) coefficients are seen in Table 3. When Cronbach’s Alpha reliability coefficient 

for the factor is examined, it is seen that the reliability levels are above 0.70 and 

reliable (Hair et al., 2014). 

Testing hypotheses 

In this part of the study, regression analysis was performed to determine the 

levels of impact between the 7 sub-dimensions of tourist satisfaction and 

behavioral intent. The results obtained are given in Table 3. 

Table 3: Impact of Customer Satisfaction on Behavioral Intent 

The dimensions of the 

argument 

Beta t Meaning Tolerance 

Value 

VIF 

Value 

(1) Local Transport Services 

 

0,137 1,814 0,071* 0,597 1,674 

(2) Hygiene, Health and 

Cleanliness 

0,004 0,052 0,959 0,617 1,622 

(3) Hospitality 0,089 1,293 0,197 0,717 1,394 

(4) Facility Activities -0,114 -1,662 0,098* 0,721 1,387 

(5) Level of Prices 0,168 2,364 0,019** 0,677 1,478 

(6) Accessibility -0,018 -0,229 0,819 0,573 1,745 

(7) Accommodation Services 0,436 5,830 0,001*** 0,610 1,641 

R2= 0,343      F=14,420      p= 0,001 

*Significance Level <0.10, *** Significance Level <0.01, and ** Significance Level <0.05 

 

https://dictionary.cambridge.org/tr/s%C3%B6zl%C3%BCk/ingilizce-t%C3%BCrk%C3%A7e/table_1
https://dictionary.cambridge.org/tr/s%C3%B6zl%C3%BCk/ingilizce-t%C3%BCrk%C3%A7e/impact_1
https://dictionary.cambridge.org/tr/s%C3%B6zl%C3%BCk/ingilizce-t%C3%BCrk%C3%A7e/of
https://dictionary.cambridge.org/tr/s%C3%B6zl%C3%BCk/ingilizce-t%C3%BCrk%C3%A7e/customer
https://dictionary.cambridge.org/tr/s%C3%B6zl%C3%BCk/ingilizce-t%C3%BCrk%C3%A7e/satisfaction
https://dictionary.cambridge.org/tr/s%C3%B6zl%C3%BCk/ingilizce-t%C3%BCrk%C3%A7e/on_1
https://dictionary.cambridge.org/tr/s%C3%B6zl%C3%BCk/ingilizce-t%C3%BCrk%C3%A7e/intent_1
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As a result of the regression analysis, it was determined that the regression 

model established was significant (F= 14,420, p= 0,001) and that the model's 

independent variable explanation power was 34.3%. It is understood from Table 

5 that all dimensions except hygiene, health and cleanliness, hospitability and 

accessibility significantly and positively affect behavioral intention. Therefore, 

hypotheses H1, H5 and H7 have been accepted and hypotheses H2, H3, H4 and 

H6 have been rejected. As a result of the analysis, local transport services (β= 

0.137; P= 0.071 - 10% confidence range was found to be significant. In addition, 

accommodation services are the most effective dimension of satisfaction on 

behavioral intent (β=0.436).  

Since more than one argument is used in the established regression model, it 

is necessary to determine whether there is a high correlation between independent 

variables. For this, tolerance and VIF values are calculated in Table 5. The fact 

that the tolerance values are below 0.10 and the VIF values exceed 10 indicates 

that there is a multiple correlation problem (Hair et al., 2014). When the values in 

the table are examined, it is seen that there is no such problem. 

CONCLUSION 

In this study, positive and negative impact levels were determined on the 

behavioral intentions of the satisfaction of the local tourists who prefer Ayvalık in 

April and June, Tourist satisfaction was determined by the satisfaction scale 

consisting of 7 dimensions 42 expressions, and tourist intent was determined by 

the behavioral intent scale consisting of a single dimension 6 expressions. It has 

been found that the dimension of satisfaction that most affects the intentions of 

tourists who come to Ayvalık to choose this region again and recommend it to 

others is the dimension of accommodation services. 

Local transport services and price level assessment dimensions also have a 

positive effect on tourist satisfaction. Thus, hypothesis 1, hypothesis 5 and 

hypothesis 7 were accepted, and other hypotheses (hypothesis 2, hypothesis 3, 

hypothesis 4 and hypothesis 6) were rejected. 

It is observed that the tourism enterprises in the Ayvalık region are not at the 

expected levels in terms of both capacity and customer potential, causing customer 

dissatisfaction in the services offered. The guests participating in the survey 

compare the characteristics of Antalya destination and the capacity and services 

of the enterprises. Local transport services have a positive and meaningful impact 

on customers' behavioral intentions. It is seen that the frequency, prices, 

accessibility, comfortable and modern means of transport of tourists in Ayvalik, 

as well as the attitude and behavior of drivers meet the expectations of respondents 

who participated in the survey.  The level of hotel rates has a positive and 

meaningful impact on customers' behavioral intentions. It is seen that the 

respondents surveyed were satisfied with the prices of accommodation 

establishments in Ayvalik, the prices of souvenirs, the prices applied in food and 

beverage establishments and the overall prices of travel, tours and entertainment 

activities. Accommodation services have a positive and meaningful impact on the 

behavioral intentions of customers. It was seen in the study that the 



349 

 
 

accommodation facilities in Ayvalik are satisfied with the quality of service and 

food, speed of check-in and check-out procedures, room security and facility 

infrastructure and superstructure competencies. H4 was rejected, where the size 

of the facility and activities is assumed to have a positive effect on behavioral 

intent. It is seen that tourists coming to the region are not satisfied with the 

presence of shopping facilities in the region, the presence of nightlife and 

entertainment facilities, the presence of Health Services, the presence of sports 

and recreational areas and do not have sufficient influence on their preferences in 

this region. When we look at the results, it is determined that it has a significant 

but negative effect compared to 0.10. Hypothesis 2, Hypothesis 3 and Hypothesis 

6, which expressed the dimensions of hygiene health and cleanliness, hospitality 

and customer interest and accessibility characteristics of the destination, were 

rejected because they had no meaningful effect on behavioral intent. 

Due to the competitive conditions in the tourist market, tourist destinations 

will provide a positive image for the destination if they ensure that the tourists 

who come to their destinations leave satisfied with all the features they have. This 

will contribute to the increase in demand for the destination by making them 

consider, prefer and advise the people around them in their next holiday 

organization. 

Thanks to the harmonious work of all touristic stakeholders and other 

businesses operating in Ayvalik destination for the success of the destination, the 

perceptions of potential tourists towards the destination can be positively affected 

by the expectations of this region. The tourist who is satisfied with all services 

from the destination area will feel a positive perception towards the region. 

Tourists who leave the destination area satisfied with all services will feel a 

positive perception towards the region. 

DISCUSSION  

Looking at similar studies in the literature (Kozak, 2001; Ipar & Doğan, 

2013; Duman & Öztürk, 2005), it is seen that there are differences in the findings 

while the similarity is high in the scales. It is understood that the most important 

difference of the other three studies from this study is that the survey applications 

were carried out during the summer months. 

Each study was applied to different destinations and different sample groups. 

The most important reason for the difference in the findings is the time interval in 

which the data is collected. According to the studies of İpar & Doğan (2013); 

Duman & Öztürk, (2005) accessibility and satisfaction with local transport 

services are seen to be low, while hygiene, health and cleanliness and price level 

assessment cause dissatisfaction in tourists. 

In this study, it was concluded that there is more dissatisfaction with hygiene, 

health and cleanliness, hospitality, property prices assessment and accessibility. It 

is understood that the fact that the data collection time is outside the summer 

season is the strongest reason for these findings. It is seen that customer 

satisfaction decreases in destinations such as Ayvalık that cannot attract enough 

tourists except during the summer months. Although businesses and local 
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governments in destinations complain of low customer demand outside the 

summer season, it is a contradiction that cannot be ignored that they have reduced 

their service quality during that season. 
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INTRODUCTION  

Today, the number of people participating in tourism activities is increasing 

day by day and it is estimated that the number of people traveling around the world 

will reach 1.8 billion by 2030 (Glaesser et al., 2017). This increase in tourism 

travel increases the importance of the contribution of tourism to the economies of 

countries with each passing day. In this sense, countries make plans to be visited 

by more tourists, taking into account the preferences of tourists. On the other hand, 

the preferences of tourists are shifting to touristic activities that are interesting, 

exciting and are new experiences. Therefore, although mass tourism based on sea, 

sand and sun preserves its importance in the preferences of tourists, alternative 

tourism types based on nature and culture have also come to the fore in recent 

years (WTO, 2011; Orhan & Karahan, 2010; Temurçin, Atayeter & Tozkoparan, 

2019).  

Cultural tourism is one of the rapidly developing tourism types in the world 

with the effect of changing tourist preferences and increasing tourist demand. 

Thus, cultural and heritage tourism is in higher demand day by day in the tourism 

market (Woyo & Woyo, 2019). The determination of the World Tourism 

Organization that 40% of tourists travel for cultural tourism purposes also 

confirms this situation (Artal-Tur, 2018: 179; McKercher, Cross & McKercher, 

2002: 135; Richards, 2018). The determinations and researches of the World 

Tourism Organization (WTO) indicate that the demand for cultural tourism will 

increase more in the coming years (Köşker, 2018). On the other hand, it has been 

determined that cultural tourism also contributes significantly to the economic 

growth of destinations (OECD, 2009). 

The province of Burdur situated in a location close to major tourist 

attractions, which has been inhabited from the Paleolithic period, represents a 

significant value in terms of Turkey's culture and tourism (Figure 1). Burdur is 

located at the crossroads connecting the Mediterranean Region and the Aegean 

and Central Anatolia Regions (Figure: 2). This position has been effective in the 

selection of Burdur as a settlement area since the earliest dates.  
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Figure 1: From Burdur Serenler Hill to Burdur City and Burdur Lake (from SE 

to N) 

Burdur province, which is adjacent to Antalya, Muğla, Afyon and Denizli 

provinces in the Mediterranean Region, has rich resources for many touristic 

activities that can appeal to the different preferences of tourists. The province of 

Burdur3 has an important cultural tourism potential with its natural resources, 

historical sites and concrete cultural heritage items and many artifacts belonging 

to the civilizations created by the peoples who inhabited Burdur from the 

prehistoric period to the present. 

 

Figure 2: Location Map of Burdur Province 

Burdur province, which is known as the capital of Teke Region, has ruins 

belonging to different periods, ancient cities, mounds, historical buildings that are 

 
3 Burdur province was included within the borders of Pisidia Region in ancient times. Pisidia, 

which is used as a geographical term, today included all of Isparta and Burdur provinces, the west 

of Konya and the north of Antalya (Culture Inventory, 2017). 
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included in the UNESCO Temporary World Heritage List, local architecture 

unique to the local culture, handicraft fabrics that have spread to the world, local 

delicacies registered as geographical signs, has a large number of tangible and 

intangible cultural values that will provide opportunities for cultural tourism 

experiences with highland festivals reflecting the nomadic culture. 

In recent years, Salda Lake has attracted numerous tourists from Turkey and 

abroad which has increased tourist activity in the province dramatically. The fact 

that Antalya-Pamukkale Anatur road passes through Burdur and Salda Lake is 

located in the immediate vicinity of this road has attracted tours visiting the 

provinces of Antalya, Denizli and Muğla to the province of Burdur as well. It is 

extremely important to evaluate the cultural tourism potential of Burdur province 

in terms of alternative tourism preferences of tourists in order to ensure the 

continuity of this tourist activity in the province and spread tourism activities 

throughout the province.  

It is a major advantage that Burdur province is located within a daily round 

trip distance from tourism attraction centers such as Muğla, Antalya, Afyon and 

Denizli. It is important that tourists coming to these provinces that attract tourists 

are also attracted to the province of Burdur with serious planning. In this sense, 

Burdur province is an important opportunity for tourism development in the 

changes incurring in tourist preferences. However, the contribution of tourism 

activities in Burdur to the development of the city is not commensurate with the 

potential of the province.  

Based on this situation, the main purpose of the study is to reveal the cultural 

tourism potential of Burdur province and contribute to the development of Burdur 

as a tourism area with its immediate surroundings. The main resources that can be 

used in the cultural tourism of Burdur province have been introduced in this study. 

The current situation of cultural tourism activities carried out in the province of 

Burdur have been determined and suggestions have been made to ensure that 

Burdur benefits from cultural tourism at the highest level.  

Qualitative research method was used in obtaining and evaluating the data in 

the study. The study is a qualitative exploratory research based on both primary 

and secondary data. Data collection methods commonly used in qualitative 

research are interviews, observations, and the examination of documents. Primary 

data and information were gathered from field experiences in the study. Secondary 

data have been collected from various books, journals, websites, tourist brochures, 

etc. on the subject. In this sense, studies on cultural tourism were accessed from 

academic sharing platforms accessible from the internet, these studies were 

examined and the data for the study was obtained. The statistical data and all 

photos used in the study were obtained from the official website of the Provincial 

Culture and Tourism Directorate of Burdur.  

CULTURAL TOURISM POTENTIAL AND ATTRACTIONS 

Cultural tourism is a tourism activity in which the main motivation of the 

visitor is to learn, discover, experience and consume the material and spiritual 

cultural attractions / products in a tourism destination. Cultural tourism includes a 
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wide range of activities. Cultural tourism includes many cultural elements such as 

festivals, exhibitions, galleries, films, music, theater, dance, as well as areas such 

as archeological sites, architectural structures, historical roads, battlefields, holy 

places, museums (Richards, Goedhart and Herrijgers, 2001; Richards, 2018). 

Since cultural tourism includes many activities and can be carried out throughout 

the year, it is effective in revitalizing tourism in the dead season, contributing to 

the economy of rural regions, and reducing the development gap by balancing the 

income level between regions (Özgüç, 2018; Okuyucu, 2020). Due to these 

characteristics and changing tourist preferences, the share of cultural tourism in 

the tourism market is increasing day by day. Studies on cultural tourism are 

increasing all over the world in parallel with this trend.  

The literature search that was carried out revealed that studies in different 

fields involving geography, tourism, folklore, business, communications, 

anthropology, art history and landscape architecture have been carried out related 

to tourism in Turkey. It has been noted that the studies on cultural tourism in 

Turkey have increased during the last 20 years, and most of the research is aimed 

at determining the cultural tourism potential of certain areas and transforming this 

potential into a touristic product. In general, the studies reveal that Turkey's 

culture and tourism is extremely rich in terms of resources, however it has been 

underlined that these resources are not being used effectively and efficiently in 

tourism. Referring to the misconception that cultural tourism in Turkey consists 

of visiting museums and archaeological sites, it has been observed that efforts are 

being made to introduce the concepts of cultural heritage and cultural tourism and 

cultural tourism practices in the world and Turkey by contributing to the 

development of cultural tourism potential on a provincial and country scale. The 

concept of cultural tourism in the study, the development of culture and tourism 

in the world and in Turkey involves the identification of the potential of cultural 

tourism, the mapping of cultural heritage values, establishing cultural routes, 

formulating policies to develop cultural tourism, transforming sustainable cultural 

resources into "tourist products", determining the profiles of local and foreign 

tourists and the impact of tourism on a country and provincial scale4. 

In addition, on the scale of Burdur province: in his study on the cultural 

tourism resources of Burdur province, Özüdoğru (2015) indicated that the works 

left by the civilizations established from the past to the present in the province of 

Burdur had been introduced in a historical context and pointed out that the 

province was weak in terms of utilizing this potential. In his study, İnanır (2019) 

examined the ancient cities of Milias (Milyos), Sia and Kremna in Bucak district 

in terms of cultural heritage tourism, it was pointed out that although these three 

ancient cities were close to popular touristic destinations, this advantage had not 

 
4 Examples of research on cultural tourism: Emekli, 2003a; Doğaner, 2003; Emekli, 2005; Emekli, 

2006; Aliağaoğlu, 2004; Günal, Alaeddinoğlu and Şahinalp, 2009; Doğaner, 2013; Kervankıran, 

2014; Gül and Yılmaz, 2016; Koday and Kızılkan, 2018; Zaman, Sevindi and Birinci, 2018; 

Okuyucu, 2020. 
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been taken used sufficiently. It was pointed out that under the circumstances, 

insufficient studies on infrastructure, superstructure and advertisement promotion 

were effective. Ongun, İnanır and Kılınç (2019) evaluated the local culinary 

culture of Ağlasun in terms of rural and cultural tourism and evaluated the district 

for gastronomy tourism. The study revealed that the region's potential for 

gastronomic product was high. Ceylan (2014) evaluated the historical water mills 

which are some of the most important civil architecture examples in Ağlasun in 

terms of cultural tourism, examined them for their geographical, architectural and 

structural features, and discussed what can be done to protect these important 

cultural resources and carry them to future generations. 

Burdur province, located on a transition area between the Western 

Mediterranean, Aegean and Central Anatolia Regions, has been an important 

passage area in historical events, especially in the periods of Pisidia, Rome and 

the Seljuks. Burdur, which is located in the transition area of regions that have an 

important place in the tourism activities of Turkey, has potential to become an 

important tourism destination with its natural resources, historical values and 

culture. The main cultural resources of Burdur province are as follows (Figure: 

3): 

Mounds: There are important mound settlements in Burdur dating to the 

Neolithic Period, when mankind first settled down, started to cultivate and 

domesticate animals (Figure 4). Hacılar Höyük, where the transition from a village 

settlement to urbanization took place in the Neolithic Period, is one of the world-

renown mounds of Burdur (Özüdoğru, 2015). Hacılar, which was the first center 

where prehistoric periods were studied, is 27 km from Burdur to the west in 

Hacılar village. Three main culture layers have been identified in Hacılar Höyük 

which has an approximate diameter of 135 m and a height of 5 m. Nine structural 

levels belonging to the Chalcolithic and Neolithic periods have been unearthed in 

Hacılar. Hacılar has an important place in world archeology with its information 

about the beginning of the first settled life in Anatolia, advanced ceramic culture 

and matriarchal social structure. The geometric decorated pottery made in Hacilar 

during the Neolithic period is very important. It is understood from the remains of 

grain and from the knife handles and sickles depicted in the form of animals that 

agriculture was practiced in Hacılar during this period. The Hacilar finds are 

exhibited in Ankara Anatolian Civilizations Museum and Burdur Museum 

(Cultural Inventory, 2007a; Erkan, 2008; Ekinci, 2016). 

Another mound in the province is Kuruçay Höyük. The mound is located on 

the 16th km of the Burdur Tefenni road 16 km south-west of Burdur city center. 

Kuruçay Höyük is 10 km from Hacılar Höyük. The mound is about 100 meters in 

diameter and 8 m high (Culture Inventory, 2007a; Burdur Provincial Guide, 2007). 

The first settlement in Kuruçay Höyük began in the Early Neolithic Age. 

Domiciles were mainly single-roomed, with outer walls about 1 m thick with stone 

foundations and mudbrick walls. The general plan of the 11th level settlement, 

which dates to the Late Neolithic period, is rectangular. 
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Figure 3: Cultural Tourism Resources of Burdur Province 

 

              Figure 4: 4a: Hacılar Höyük           4b: Kuruçay Höyük  

The perimeter of the settlement is surrounded by a 1 m thick wall. The main 

entrance of the city is located near the northeast corner of the wall. There are 

towers with a semi-circular plan on the outer part of the defense wall. The pottery 

and some other tools of this age are similar to those of their contemporaries at 

Hacılar. Despite some differences in architecture and pottery in the Neolithic and 

Early Chalcolithic Ages, it is thought that related communities lived here for 

generations (Culture Inventory, 2007a; Duru, 2016). 

Ancient Cities: Sagalassos, Kibyra and Kremna are the ancient cities in 

Burdur province which are most in demand in terms of cultural tourism. (Figure 

5). The best known of these which attracts more visitors than the others is the 

ancient city of Sagalassos. Sagalassos, an important city of Pisidia during the 

Roman Empire period, was established on the south-facing slopes of the low hills 

in the south of Akdağ, located in the Ağlasun district of Burdur. Sagalassos is 

frequently mentioned with the monumental "Antonines Fountain", which has been 

restored and boosted up in recent years, and the marble statue heads of the gigantic 

Roman emperors Hadrianus and Marcus Aurelius, which are currently exhibited 
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in Burdur Museum (Özüdoğru, 2015). The height of these sculptures is around 6 

meters, and even the heads are over one meter. The discovery of the statue of 

Marcus Aurelius was listed among the "10 most important archeology events of 

2008" by the American Archeology Magazine (Culture Inventory, 2007b; Kılınç 

& Kılınç, 2019). During the excavations in the ancient city of Sagalassos, a Roman 

Bath, Heroon, Agora, Neon Library, Ancient Theater, Antonine Fountain and 

temples of the city were unearthed. Because of the historical importance of the 

ancient city Sagalassos, it was put on the World Heritage Temporary List by 

UNESCO in 2009 (Unesco Turkey, 2021). 

Another city that is one of the important cultural tourism resources of Burdur 

is the ancient city of Kibyra. It was established on the outskirts of Bozdağ, located 

within the borders of Gölhisar district 107 km west of Burdur. Kibyra, which is 

built on small hills overlooking the lake with its magnificent structures, is an 

important city in the ancient world where the voices of invincible gladiators and 

craftsmen arose. The city hosts one of the 3-5 large stadiums in Anatolia with a 

capacity of 11.000 spectators, a large theater with a capacity for approximately 

8.000 people, a parliament building with a capacity for about 3 thousand, two 

agoras, two baths, temples, monumental fountains and streets, a necropolis 

surrounding the city and many more buildings (Culture Inventory, 2007b; Burdur 

Provincial Directory, 2011). 

 

 Figure 5: 5a: Sagalassos Ancient City       5b: Kibyra Ancient City Stadium 

Famous for its unique “Medusa” figured mosaic made of colorful marble 

pieces, which adorns the ancient stadium, the Odeon (music-concert hall) and the 

orchestra of this building, Kibyra is a candidate to become one of the most 

important ancient cities in Turkey to be frequented by tours or visitors in the 

coming years (Culture Inventory, 2007b; Özüdoğru, 2015). As a result, the ancient 

city of Kibyra has been included in UNESCO's World Heritage Temporary List 

in 2016 (Unesco Turkey, 2021). 

Kremna, one of the important ancient cities of Burdur, was established by the 

Psidians in an area dominated by the landscape surrounded by cliffs in Kestros 

(Aksu) Valley within the borders of Çamlık village of Bucak district in Burdur 

province. Most of the cultural heritage resources that have survived in the Ancient 

City of Kremna date back to the Roman period. The perimeter of the city is 

surrounded by a 2 m wide, 7-8 m high wall. The name of the city reflects the 

topography of the area where it was founded and means abyss in Greek. Kremna 
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Ancient City, the acropolis of which is strategically located, is one of the 

exemplary cities established with a grid plan (Culture Inventory, 2007b; Metin ve 

Soslu, 2016; Metin, Soslu and Çidem, 2017). The official buildings are gathered 

in two small valleys, and at the junction of these two valleys there is a forum, a 

basilica and a theater on the slope of the hill to the east. There are temples in the 

acropolis around the city center and dwellings have spread out in suitable places 

of the land. Churches from the Christian period are not only encountered in the 

city, they are also found outside the city limits. Tomb monuments have spread 

outside the city, especially on the W and SW slopes of the acropolis. The city has 

a grid plan although the undulating-rugged terrain is not suitable (Metin & Soslu, 

2017).  

Museums: There are two museums in Burdur province: Burdur Museum and 

the Museum of Natural History. (Figure 6).  Burdur Museum, which was 

established in 1956, contains approximately 65,000 cultural assets obtained from 

excavations carried out in the mounds and ancient cities in Burdur province and 

by other methods such as purchasing. Burdur Museum received the "Museum 

Worth Visiting and Seeing" award in 2008 (Burdur Provincial Guide, 2011).  

Turkish-Islamic works are exhibited in the Pirkulzâde library from the Ottoman 

period located in the garden of the museum. The entrance floor of the museum is 

divided into three parts. In the first part, there are artifacts from the ancient city of 

Sagalassos and in the second part from the ancient city of Kibyra. The third part 

exhibits sculptures from the ancient city of Kremna. Earthenware pots, oil lamps, 

fragrance bottles, divine figurines, jewelry, crosses and coins dating to the 

Neolithic, Chalcolithic and Bronze Age are exhibited on the upper floor of the 

museum.    

 

Figure 6: 6a: Burdur Museum.       6b: Southern Elephant, ancestor of the         

mammoths. 

Another important museum in Burdur province is the Museum of Natural 

History located in the city center. Important discoveries that will shed light on the 

natural history of the province of Burdur and its vicinity are exhibited in this 

museum. The skeleton of a giant southern elephant found in the fossil excavations 

carried out in the village of Elmacık, located within the borders of Kemer district 

of Burdur, is exhibited in the Museum of Natural History.  
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Places of Worship and Mausoleums: There are many religious structures 

that are important in terms of cultural tourism both in the center of Burdur as well 

as the districts and villages. (Figure 7). The most famous of these is the Great 

Mosque located in Pazar District of Burdur city. Ulu Mosque reflects the 

characteristics of Anatolian Turkish architecture of the Seljuk and Principalities 

period. The inscription of Ulu Mosque, the largest mosque in Burdur province, 

depicts that it was built by Hamitoğlu Feleküddin Dündar Bey in H.700. The 

ancient structure of Ulu Mosque in Burdur was completely destroyed in 1914 and 

rebuilt in 1920-1922. The mosque was damaged in the 1971 Burdur earthquake 

and was repaired by the General Directorate of Foundations. Ulu Mosque is built 

on four basic bases. Two doors of the minaret and three doors of the mosque are 

original. There are two minarets at the northern corners of the Burdur Ulu Mosque. 

The entrance of the minaret is in the form of an arch. The pillar of the minaret is 

made of oval stones and each step of the minarets is made of a monolithic stone 

(Burdur Provincial Directory, 2011; Kaplan, Arslaner and Yıldız, 2015). 

Dengere Mosque, one of the other important mosques of the province, is 

located in Dengere village in Burdur's Çavdır district. It is one of the important 

examples of civil architecture built during the Ottoman period (15th and 16th 

centuries). Since Dengere Mosque does not have an inscription, it is unknown 

when and by whom it was built. The four pillars in the center of the mosque hold 

both the roof and divide the mosque into three areas. The ceiling of the mosque is 

decorated with straight beams and the wooden columns are eight-sided. The 

stanchions consist of classical period marble columns (Burdur City Guide, 2007). 

 

           Figure 7: 7a: Burdur Ulu Mosque            7b: Dengere Mosque 

Apart from mosques, the most known tombs in the city are Dörtayak Tomb, 

Veli Dede Tomb and Onocak Tomb. Dörtayak Tomb, dating to the Ottoman 

period, is located in the city center between the gardens called Hızır İlyas, close 

to the railway. Veli Dede Mausoleum located in Onacak village of Yeşilova 

district was used as a treatment center for mental and psychotic patients. The tomb 

is decahedral and the top is made of brick. The interior of the tomb is lime 

plastered and has two wooden doors. After its construction, small windows were 

opened in the tomb, and the exterior was plastered with concrete. The south and 

west facades were repaired by the people. The tomb has an earth floor and there 

are two sarcophagi (Culture Inventory, 2007b; Burdur Provincial Directory, 

2007). 
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Caravanserais & Hans (inns): There are two inns dating to the Seljuk 

period in Burdur, which is located on the historical Silk Road: Susuz Han and 

İncir Han (Figure 8). These inns have the potential to be evaluated and revived in 

terms of Silk Road tourism on the historical Silk Road (Atayeter, Kanten, & 

Kanten, 2013). As a matter of fact, inns are being restored one by one for tourism. 

Susuz Han, which has been restored in recent years, is becoming the center of 

attention of tourists with all its originality. 

   

                     Figure 8: 8a: Susuz Han.                  8b: İncir Han 

Susuz Han and İncir Han attract attention in terms of cultural tourism and are 

included in the tours starting from Antalya. Tourists visiting historical places 

within the scope of these tours, shop from the public market of the district (Akça, 

2004: 67). 

Susuz Han is about 10 km from Bucak district center in Susuz village. The 

stable of Susuz Han, which was built with a plan that is almost a square, is intact 

and constitutes a very good example of closed type caravanserais with its other 

parts (Cultural Inventory, 2007b; Ekinci, 2016). The interior of Susuz Han has 

five naves and has a dome in the center. The sides of the nave in the middle are 

reserved for travelers and animals. The striking part about Susuz Han is its 

entrance gate. There are two relief motifs on the muqarnas niche at the entrance 

of the door. On the sides of this embossed niche are two smaller niches in which 

snakes are depicted. There are two dragon heads on the eaves of these niches. The 

inner part of the inn was illuminated by the windows expanding from the outside 

to the inside, making it easier for daylight to enter the interior (Burdur Provincial 

Directory, 2007; Burdur Provincial Directory, 2011; Kılınç and Kılınç, 2019). 

Incir Han, which is one of the important cultural tourism values of Burdur 

and built by Gıyasettin Keyhüsrev Bin Keykubat, one of the Anatolian Seljuk 

rulers, in the 13th century, is located within the boundaries of İncirdere village 6 

km west of Bucak, one of the districts of Burdur. A large part of the inn has been 

destroyed. İncir Han is located on the 4th Range that connects Antalya to Konya 

via Ağlasun-Eğirdir (Yiğit, 2020). Incir Han was built in two parts, the courtyard 

and the closed part, but its courtyard has disappeared over time. Incir Han, whose 

winter section is completely covered, was built with a rectangular plan. There is 

an inscription on the upper part of the arch of the door of Incir Han. The 

magnificent crown gate in the center of İncir Han attracts attention with its 

ornaments. The entrance door of İncir Han is made in a rectangular shape in 
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accordance with its architectural texture. On the false columns supporting the 

entrance niche in the middle part of this door, there are two rosette motifs 

decorated with geometric shapes, two lions and two sun discs. The lion figure is 

thought to symbolize dominant territory. The surface of the arch consisting of 15 

stones are intertwined and decorated with two series of lines (Culture Inventory, 

2007b; Burdur Provincial Directory, 2007; Ekinci, 2016). 

Historical Turkish Houses: The mansions of Burdur, which reflect 

examples of Turkish civil architecture, are also one of the most important 

resources in terms of cultural tourism. The most well-known mansions in the 

province are: Taş Oda Mansion, Bakibey Mansion, Mısırlılar house and 

Çelikbaşlar House (Figure 9).  

Taşoda Mansion, one of the examples of Ottoman civil architecture dating 

back to the 17th century, is a typical Ottoman house built in Pazar district in 

Burdur Merkez Çayboyu. The first floor of Taş oda mansion, which consists of 

two floors, was built with stone while the second floor was built with adobe and 

wood as building materials. There is a fountain underneath the section leading to 

the first floor of the building. This fountain built with cut stone continues to be 

used. There is a barn and three large and small rooms at the entrance of Taş oda. 

In previous periods, the upper floor was used as an ethnography museum where 

the Turkish House theme was presented with wax sculptures. Today, Taş Oda 

serves under Burdur Mehmet Akif Ersoy University and is open to visitors 

(Burdur Provincial Guide, 2007; Burdur Provincial Guide, 2011; Kılınç and 

Kılınç, 2019). 
   

 

Figure 9: 9a: Taşoda Mansion            9b: Mehmet Akif Ersoy Culture House 

Baki Bey mansion, which is one of the important cultural assets of the 

province, is located in Burdur central Değirmenler Neighborhood Divanbaba 

Street. It is one of the best examples of 17th century civil Ottoman architecture. 

The mansion has rooms such as a barn and a warehouse on the ground floor, and 

a stone staircase leads to the upper floor. On the upper floor, there is a wide 

iwan, the ceiling of which overlooks the garden and the alley. The Başoda (main 

room), located on the upper floor, is the most striking room of the mansion. The 

whole room is decorated with gold and silver foil and hand drawn pictures. The 

motifs used in the Başoda completely reflect the floral ornaments of that period. 

The gold and silver coverings of the Başoda, woodworking and hand drawn 

pictures make the main room remarkable (Burdur Provincial Directory, 2007; 

Burdur Provincial Directory, 2011; Kılınç and Kılınç, 2019). 



364 

 
 

Mısırlılar house, one of the other examples of civil architecture of the 

province, is located in Burdur Center on Oluklaraltı Street. Bearing the character 

of 19th century civil architecture, Mısırlılar house consists of two floors. Four 

rooms are accessed from the hall in the center of the upper floor of the house, 

which can be reached via a wooden staircase. The ceiling and floor of Mısırlılar 

house are covered with wood and the walls are whitewashed with lime. Although 

the rooms have common features, the main room has been decorated more 

diligently than the other rooms. The ceiling of the main room has a central core 

decorated with flowers and a border decorated with diamond shapes surrounding 

this part (Burdur Provincial Guide, 2007; Ekinci, 2016; Kılınç and Kılınç, 2019). 

Çelikbaşlar house, on the other hand, is one of the examples of civil 

architecture dating back to the early period of the republic in Burdur province. It 

is a two-storey building built of stone and wood. There is a large hall at the 

entrance and 5 rooms connected to this hall, and there are 6 rooms on the second 

floor of the building. Çelikbaşlar house is one of the traditional and plain Turkish 

houses that reflect the late period. (Burdur Provincial Guide, 2007; Burdur 

Provincial Guide, 2011). The first floor used to be used for exhibition purposes 

and the second floor was used as the service building of the Provincial Directorate 

of Culture and Tourism. The building is currently used as Mehmet Akif Ersoy 

Culture House.  

Handicrafts and weaving: “The handicraft industry in Burdur is  

concentrated especially on weaving. " (Turkey Guide, 1946: 703). The first 

information about traditional Burdur weaving can be found in 19th century 

yearbooks (Oyman, 2007). In the 1906 Yearbook, it is recorded that more than 

500 workers were working more than 100 looms. Woven rugs of Burdur province, 

Alaca Weavings and Ibecik Weavings are important assets that appeal to cultural 

tourism with their cultural motifs and the weaving techniques that have been used. 

Therefore, small sized carpets using root based dyes are still being produced for 

the tourism market today. 

Although it is not known exactly how long Alaca weaving, which is one of 

the remarkable products of Burdur province in terms of weaving, has been made 

in Burdur, it is known that Alaca weaving emerged when 100 households (about 

500 people) from the Senirkent district of Uluborlu fled from bandit raids and 

settled in Burdur between 1800 and 1820 (Şenel, 2009).  Alaca fabric is used for 

tablecloths, bed sheets, bedspreads, cushions, bath packs and so on as a home 

textile product and for scarves, as cheesecloth, shirts, shalwar, traditional skirts 

and so on as clothing or garment parts. The width and length of the fabric were 

determined according to the needs. The properties of Alaca fabrics vary according 

to their usage areas. Alaca fabric starts from 40 cm in width and reaches up to 1 

m (Oyman, 2007).  

Ibecik Fabrics, which constitute an important resource for the cultural 

tourism potential of Burdur province, is a type of weaving with a long history, just 

like Alaca Fabrics. The fabric is generally fine, elegant weavings with silk wefts 

and cotton warps. İbecik fabric is still woven by a small number of people on 

traditional hollow looms using traditional methods. Ibecik fabrics are used in 
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bridal clothing, as shirt (goynek) fabric, especially in local headscarves and home 

textile products (Şenel, 2009). 

Social and cultural structures: Baths and fountains dating back to ancient 

times among structures used in social life are important as a part of the culture in 

Burdur. Of these structures, Tabak Bath is located adjacent to the Tabak Mosque 

in the northeast of Ulu Mosque. It is understood from the foundation records that 

Tabak Bath was built by Şeyhülislam Bedayi Efendi in 1523. Baltaoğlu Bath, 

another social cultural structure in the province, is located in the Çeşmedamı 

District of Burdur.  It is not known exactly when this bath, which is thought to be 

the first bath of Burdur, was built (Ekinci, 2016). The Eskiyeni Bath, one of the 

social cultural structures in the province, is located in the Üçdibek district, next to 

the Eskiyeni Mosque. The bath, thought to have been built by Mehmet Kethüda 

in 1803, is foundation property and one of the oldest buildings in Burdur.  

Fountains are one of the most important structures of social cultural life from 

the past. Although there are many fountains from the past in Burdur, most of them 

have been demolished and become unusable. Unfortunately, since the decorations 

and calligraphy on these fountains reflect fine examples of Turkish stonework, 

important evidence of Turkish culture is disappearing.  

Folk culture of Burdur Region: Burdur region is one of the provinces that 

reflect the cultural richness of the Lakes Region with its master artists, local 

instruments, folk dances that are integrated with them, traditional entertainment 

games, wrestling, highland festivals and local cuisine.  

Sipsi, Cura, Kabak Kemane are local instruments that stand out in Burdur 

province. Cura with two and three strings produced in the province and the cura 

called finger cura are of great importance in terms of reflecting the culture of 

Burdur and the province. Another instrument commonly used in Burdur province 

is Kabak Kemane, a folk string instrument. Kabak kemanes made from gourd are 

preferred and widely used in the region. Kabak Kemane is played with a bow 

made of horsehair. Burdur region has gained fame throughout the country with 

many composed folk songs along with instruments unique to the region (Burdur 

Provincial Directory, 2011). 

Burdur is also rich in folk dances and is one of the provinces that are a brand 

in this field. In addition to Teke Zortlatması which has been inspired by the 

movements of a male goat or billy goat, dances such as Teke Zeybeği, Serenler 

Zeybeği, Alyazma Zeybeği, Avşar Zeybeği, Keziban Yenge, İğnem Düştü, 

Gabardıç (Kaba Ardıç), Sabuncu is testimony to the richness of Burdur in folk 

dances (Burdur Provincial Guide, 2011). 

In addition to folk instruments and folk dances, the ancestral sport of 

wresting, which reflects folk culture, continues to be performed today. Traditional 

oil wrestling is held in Altınyayla district of Burdur province in July every year. 

Dirmil Oil Wrestling, held in the week after Kırkpınar wrestling, has continued 

traditionally for 23 years.  

The geographical location and climatic conditions of Burdur, the prevalence 

of agriculture and animal husbandry, are also reflected in local cuisine. Some of 

the dishes and desserts unique to Burdur cuisine are Burdur shish (shish meatball), 
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Walnut paste, Çekme, Dirmil kebab (shish stick kebab), Testi kebab, Genevir 

(hemp) halva, Hasgeş (hash) halva, Çanak bread, Guymak (kuymak, koymak), 

Lokul (meat pie), Pumpkin halva and a Geographical Indication Certificate has 

been obtained for Burdur Shish and Burdur Walnut Paste, which are unique to 

Burdur, and these local delicacies have been registered with the name Burdur 

(Burdur Provincial Directory, 2011). 

SWOT ANALYSIS IN TERMS OF TOURISM POTENTIAL 

The tourism potential of Burdur, its strengths, opportunities, weaknesses 

and threats were discussed by taking into account the culture tourism with a 

SWOT analysis in the study. The headings emerging from the SWOT analysis of 

Burdur in terms of cultural tourism can be listed as follows: 

Strengths 

1. The geographical position of Burdur province is close to Turkey's most 

popular tourist attraction centers (Antalya, Denizli, Muğla, Afyon etc.). 

2. The province of Burdur has historical and archaeological assets (Museums, 

World famous Hacılar Höyük, Ancient Cities, Caravanserai - Inns, examples of 

Civil architectural, etc.) 

3. Burdur province hosts many natural tourism resources (Salda Lake, Serençay 

Canyon, plateaus reflecting traditional nomadic life, Insuyu cave, Mastadon, the 

ancestor of elephants, etc.)  

4. Local handicrafts, carpet weaving, rug weaving, traditional weaving products 

(Ibecik and Alaca Fabric), copper and tin works and so on. 

5. Rich folk (local) culture elements that can be a resource for cultural tourism. 

6. Culture and arts festivals organized in the province (Aziziye Plateau 

festivals). 

7. Personalities who have lived in Burdur and shaped history (Mehmet Akif 

ERSOY, Prof. Dr. İbrahim KAFESOĞLU, Hüseyin DEMİR, Mehmet Ali 

KAYABAŞ, Ali TEKİN etc.) 

8. Burdur province is host to important and world-renowned ancient cities.  

Weaknesses 

1. The national and international promotion of the cultural tourism potential of 

Burdur province is insufficient. 

2. Archaeological excavations take a long time due to insufficient financial 

means and there are archaeological sites that cannot be excavated. 

3. Inadequate infrastructure and superstructure (road, recreational facilities, 

accommodation facilities, entertainment services, etc.) in the province to counter 

the needs of tourists coming to the region. 

4. Lack of awareness and experience in tourism. 

5. Insufficient scientific studies to contribute to the planning of cultural tourism 

in the region. 

6. Inadequate food and beverage and accommodation facilities in the province 

and low service quality, and tourism has not been revived as a sector in the 
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province. 

7. Lack of entrepreneurs and investors. 

Opportunities  

1. The continued existence of many intangible and concrete cultural values in the 

region. 

2. The province has natural and cultural attractions that are adaptable to changing 

tourist preferences. 

3. A workforce that can be directed to tourism. 

4. Increasing interest in cultural tourism in recent years. 

5. The inclusion of Burdur in the tours organized on the Antalya-Denizli route 

with the effect of Salda Lake, which has attracted a large number of tourists in 

recent years. 

6. There is the possibility of making Burdur a center of attraction with the fossils 

of Mastodons, the ancestors of elephants which are unique to the Elmacık 

Excavation in Turkey. 

7. Burdur is located on the Antalya - Denizli and Muğla Main Tour Route. With 

the increase in the awareness of Salda Lake, the Antalya-Denizli-Fethiye Main 

Tour road has started to be used more. 

8. Being close to Antalya, the capital of tourism.  

Threats 

1. Tourism causes cultural degeneration. 

2. Natural, historical and archaeological structures deteriorate with tourism. 

3. Economically, tourism causes high costs. 

4. Illegal excavations increase due to the abundance of archaeological sites. 

5. Burdur Lake is under the threat of drying out as a result of the construction of 

dams upstream from sources discharging into the lake. 

6. "Package tours" sold by Tour Operators present an obstacle. They are 

dissuasive in visiting other tourism resources in the province. 

7. The lack of a common understanding of action in the field of culture and 

tourism. 

8. Investors prefer to invest in Antalya, which is advantageous, instead of 

Burdur.  

TOURISM INFRASTRUCTURE FEATURES  

The interest of tourists in a place and the continuation of tourism activities 

that started as a result of this interest depend on three factors. These three elements 

are known as attractions, accommodation and accessibility. Among these factors, 

attractions are the geographical resources that attract tourists to the place of 

interest. Natural and cultural resources, which are among the attractions, attract 

the attention of tourists and are effective in the formation of tourism activities. 

Transportation and communication services, on the other hand, enable tourists to 

make touristic visits to the resources that attract the attention of tourists. 

Accommodation included within the scope of amenities and other related services 
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enable tourists to fulfill their various needs by being hosted in the places they go 

(Özgüç, 2018: 44; Tozkoparan, Atayeter and Yayla., 2020). 

Burdur province, where many civilizations were established in the past, has 

a very rich tourism potential in terms of both cultural tourism and nature-based 

tourism activities. Burdur province also has an advantageous position in terms of 

accessibility to tourism resources. Due to the location of the province, it is 

adjacent to provinces in Turkey which attract tourists, it is on the main route 

between Antalya and Pamukkale main and access to tourism resources in the 

province is easy because of the good condition of the province's transportation 

infrastructure.  

In addition to factors such as the fact that Burdur is rich in attractions, its 

proximity to touristic centers and an advantageous location in terms of 

transportation, Salda Lake is on the agenda of international organizations such as 

NASA with social media tools (Küçükergin ve Gürlek, 2020)  which has caused 

the number of incoming tourists and consequently tourism investments to 

increase.  

The number of tourists coming to Salda Lake has increased in recent years 

and consequently figures indicate that there has also been a serious increase in the 

number of tourists visiting Burdur's important cultural tourism destinations. In this 

sense, it is seen that the number of visitors to places such as Burdur Museum, 

Sagalassos Ancient City, Kibyra Ancient City, Museum of Natural History and 

Kremna Ancient City, which are among the important cultural tourism 

destinations of Burdur province, increased between 2017-2019 compared to the 

previous years, and decreased due to the pandemic in 2020. (Table: 1). The total 

number of visitors to these destinations was 65,513 in 2017, 88,640 in 2018, 

138,269 in 2019 and 76776 in 2020. It is evident that the number of visitors to 

Salda Lake during the same years has also increased significantly. (Table: 2). 

These data indicate that Burdur province attracted more tourists compared to 

previous years. Considering that many tourists visited Salda Lake in 2020 despite 

the pandemic conditions, it is thought that the number of tourists coming to Burdur 

province will increase significantly in the coming years.  

Table 1: Visitor Numbers for Museums and Ancient Cities (2017-2020) 

Source: Burdur Provincial Directorate of Culture and Tourism 

 

 

 

Museums and Archaeological Sites 2017 2018 2019 2020 

Burdur Museum 17.295 21.634 34.644 7.749 

Sagalassos Ancient City 35.727 51.045 80.472 42.285 

Kibyra Ancient City 6.441 8.840 14.847 22.297 

Kremna Ancient City  23  1.190 983 1.053 

Natural History Museum 6.077 5.931 7.323 3.392 

Overall Total 65.563  88.640 138.269 76.776 
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Table 2: Visitor Numbers for Salda Lake and Salda Nature Park  

Year White Islands 

Vehicle 

Entry 

Salda 

Nature Park 

Visitors 

Municipal Beach, Doğanbaba 

Beach and Other (Average) 

Total 

 

2018 292.000 97.730 300.000 689.730 

2019 734.505 122.031 223.122 1.079.658 

2020 535.640 145.059 84.650 765.349 

      Source: Burdur Provincial Directorate of Culture and Tourism  

However, in order for the province to maintain this increasing number of 

tourists, to obtain a better income from tourism and to meet the demands and needs 

of tourists, it is necessary to increase the quality of the tourism service sectors 

with infrastructure and superstructure amenities. When the number of visitors to 

Burdur is compared with the capacity of the accommodation facilities in the 

province, it is understood that the available accommodation amenities are 

insufficient. There are 21 hotels with tourism certificates in Burdur. The total 

number of rooms of these 21 hotels is 516 and their total bed capacity is 970. In 

Burdur province, there are a total of 28 hotels certified by local governments, apart 

from the hotels with tourism management licenses. The total number of rooms of 

these hotels located in different districts of Burdur is 715 and their bed capacity is 

1521. The total number of all hotels and hostels in the province is 72, their number 

of rooms is 1484 and their total bed capacity is 3.054 (Table: 3). The fact that the 

accommodation capacity, which is one of the most important facilities for the 

development of tourism, is insufficient compared to the number of incoming 

tourists constitutes an important problem in the development of tourism.  

Considering only the number of tourists who visited Salda Lake located in 

Yeşilova district of Burdur province in recent years (Temurçin and Tozkoparan, 

2020), it is clear that this capacity is extremely insufficient.  

Table 3: Capacity of Accommodation Facilities 

Facility Type Number Room Bed 

Tourism Operation Certificate 21 51

6 
970 

Local Management Certified Hotel 28 71

5 
1.521 

Local Management Certificated Hostel 16 14

1 
325 

Public Guesthouses 7 11

2 
238 

Overall Total 72 1.4

84 
3.054 

      Source: Burdur Provincial Directorate of Culture and Tourism (15.01.2021) 

In addition to accommodation facilities, there are important deficiencies in 

terms of food and beverage services, entertainment services and the quality of 

presentation of these services that need to be remedied to ensure the development 

of tourism in the province. In terms of the development of tourism, it is important 

to ensure the capacity and service quality for tourism service areas to counter the 

needs due to the increase in the number of tourists coming with each passing year. 

Increasing interest in Burdur's natural and cultural heritage resources with each 
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passing day necessitates the implementation of practices aimed at protecting these 

resources from the negative impact of tourism. When planning tourism activities 

for Burdur, the planning should take sustainability into consideration before 

commercial gain and protection should be prioritized. In this respect, it is 

important for both tourism and the sustainability of these resources to shift the 

steps taken for the protection and sustainability of Salda Lake as a Special 

Environmental Protection Area, to other tourism areas in the province, if 

necessary.  

CONCLUSION AND DISCUSSION 

The effect of three factors is extremely important for the realization of 

cultural tourism in a place. These factors are effective in the tourists' orientation 

to the relevant field. These are local cultural identity, quality accommodation, 

accessibility and quality of the physical environment (Honggang, 2003: 182).  

The basis of cultural tourism is transforming cultural assets into ‘touristic 

products’ and presenting them to serve tourists. Turning cultural resources into 

touristic products requires well-planned promotional activities and creating a 

brand with image studies (Emekli, 2006). In this sense, the awareness of Burdur 

has increased and there are many cultural tourism resources that can be turned into 

touristic products. 

Considering the results of the SWOT analysis, it is seen that Burdur province 

is very advantageous in terms of cultural tourism; therefore, it has been concluded 

that its strengths are more than its weaknesses. A few features of Burdur province 

that show its strongest side in terms of cultural tourism come to the fore. These 

are: Two ancient cities included in UNESCO's World Temporary Heritage list, 

Burdur Museum with more than 65.000 historical artifacts, many tangible and 

intangible cultural heritage elements from the Turkish-Islamic Period while the 

provinces included in the Teke Region have a rich culture that has common 

characteristics. 

The fact that Burdur province has natural and cultural resources that will 

accommodate changing tourist preferences is an important opportunity for Burdur 

tourism, while the inadequacy of awareness, experience and entrepreneurship in 

tourism has been identified as the weakest aspect.  

On the other hand, the development of tourism in Burdur province causing 

environmental problems such as environmental pollution, traffic congestion - 

accidents, irregularity, noise, and the deterioration of the natural and historical 

texture is seen as a threat. In this sense, studies carried out in the area have 

manifested that the development of tourism in Salda Lake and its vicinity which 

have been flooded with visitors for the last three years, has environmental 

pollution, irregularity and traffic congestion (Kesici, 2018; Temurçin, Atayater & 

Tozkoparan, 2019; Temurçin & Tozkoparan, 2020; Yazıcıoğlu, Alphan & Onur, 

2020).  

This situation, which occurs in Salda Lake and its vicinity, is likely to be seen 

in other destinations of Burdur province. As a matter of fact, with the effect of 

Salda Lake, there has been a serious increase in tour vehicles stopping at the 
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Burdur Museum, which is located in the city center, in Burdur, and problems of 

finding parking spaces for these vehicles in the city center have been encountered. 

Interest in Salda Lake significantly increased the number of tourists visiting 

cultural tourism destinations in the province. In parallel with the number of 

visitors to Salda Lake, the number of visitors to Burdur Museum and Sagalassos 

Ancient City increased by 58% and 59% respectively in 2019 compared to the 

figures for 2018 (Ayrıntı, 2019).  

Again, due to the increase in the number of tourists coming to Salda Lake, 

there has been a serious shortage of accommodation in the province (Temurçin, 

Atayater, & Tozkoparan, 2019; Temurçin & Tozkoparan, 2020). The fact that 

there is only one 40-bed capacity hotel in Yeşilova district with a tourism 

operator’s certificate clearly demonstrates the extent of this problem. 

Unfortunately, this situation in Yeşilova district is repeated for Burdur city center 

and other districts. Therefore, taking into account the increasing number of 

tourists in Burdur province, it is extremely important to make all the necessary 

plans and implement them in order of priority. In order for tourism activities to 

contribute to the economy of Burdur, these activities must be spread throughout 

the province and the accommodation of incoming tourists should be increased. In 

this respect, after the accommodation problem is solved, increasing the variety of 

touristic products in addition to the known cultural tourism destinations of the 

province is of utmost importance for the development of tourism in Burdur.  

On the other hand, in all of these plans to be made, it is necessary to take into 

account the principles of protecting and maintaining all natural and cultural assets 

of the province rather than act only to promote economic income from tourism. In 

this respect, in all the plans to be made, the resources in the province should be 

evaluated in an integrated manner and the most important endeavor is to ensure 

that these resources are sustained in tourism by preserving their current status.  
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INTRODUCTION   

Tourism is the set of activities arising from the travels to a different place 

from where people live with the purpose of satisfying various emotions such as 

rest, relaxation, escape, pleasure, entertainment. Health has gained a special 

importance in today's tourism travels. The main underlying cause of this is desire 

of people to escape from the tense and stressful environment of daily life. Stressful 

life and other factors cause people to experience various health problems. The 

healthy individual takes health travel to protect and improve his/her health, to 

make his/her appearance fitter and more beautiful, to feel better and the sick 

individual to be treated. From this point of view, tourism movements that people 

carry out to a different place from where they live in order to protect, improve or 

treat their health is called health tourism.  

Global competition drives countries that want to increase their customer base 

to create new products that will distinguish them from their competitors. For this 

reason, destinations that want to take their place in the health tourism sector come 

up with a new concept every day. While some of these concepts integrate health 

tourism components with different types of tourism, some hope to increase 

attraction by adding new practices.  

In the rapidly developing world, tourism consumer trends are changing 

rapidly too, being affected by various factors. We can list these factors as 

environmental, demographic, social, political and economic. These factors can be 

expressed such as aging of the population, lifestyle changes, the emergence of 

various types of tourism, different and restrictive applications in health services, 

developments in information technology and awareness of consumers. Under the 

influence of these factors, there have been changes in consumer desires and 

demands. As a result of the rapid developments experienced, a different customer 

potential has emerged with the change of societies' perspective on the concept of 

health. Thermal facilities which were once a source of healing hot water and 

generally served elderly individuals with various complaints such as rheumatism 



376 

 
 

and calcification, today they have started to serve modern people who are in search 

of health and aesthetics and have made keeping fit a lifestyle, and give importance 

to the beauty of the soul and body (Koyunoğlu 2003). And when health travels 

combine with the desire to have a holiday, health tourism has emerged. Health 

tourism movements draw two different routes, from undeveloped countries to 

developed countries and from developed countries to undeveloped countries.  

Focusing on a current issue like health tourism whose importance is 

increasing as days pass, starting from general classification firstly types of health 

tourism and then popular applications that support the health tourism sector are 

emphasized in this study. 

HEALTH TOURISM  

Although the roots of health tourism go back to ancient times, it has gained 

its popularity in recent years. There are various definitions related to the concept 

too, it seems to contain certain common elements such as the purpose of trip and 

the duration of trip in these definitions. Health tourism is defined as traveling from 

the dwelling place to another place in order to protect and improve health, treat 

diseases, benefit from health and tourism services by staying at the place of travel 

for at least 24 hours (Ministry of Health, 2013).   

Health services are urgent and undelayable due to their characteristics, and 

are sensitive to errors and uncertainties. For these reasons, the aim of being healthy 

and living a long life is an indispensable fundamental right of people. So, this 

situation has brought to the agenda to prefer places or organizations that are likely 

to treat in the aim of eliminating disease factors. For this reason, when people seek 

solutions for health problems, they act by evaluating not only the physicians or 

prices in their own countries, but also the best treatment method and the most 

affordable price options anywhere (Aydın 2012).  

It is seen that there are differences in studies regarding the scope of health 

tourism but generally it is categorized under thermal, medical, spa-wellness 

headings. Health tourism is divided into two main types: medical tourism and 

wellness tourism according to Smith and Puczko (2009). T.R. Health Ministry 

categorizes health tourism as thermal tourism/spa-wellness, medical tourism, 

elderly and disabled tourism. Some authors have kept on using the term 'health 

tourism' to refer all shapes of health related tourism including medical tourism (eg 

García-Altés 2005), and some put 'medical tourism' apart as it involves specific 

medical interventions (Connell, 2006). In addition to these headings, it is possible 

to say that expressing different surgical operations as a type of tourism is not the 

right approach (Şengül et al. 2020). There are however plentiful definitions of this 

tourism type and there is too much discussion about health tourism in the academic 

literature (e.g. Smith and Puczkó 2009; Erfurt-Cooper and Cooper 2009) and for 

example related to medical tourism, a number of names are used including 
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international medical travel (Crozier and Baylis 2010), medical outsourcing (Jones 

and Keith 2006), medical tourists (Milstein and Smith 2006) and even biotech 

pilgrims (Song 2010).  

 Thermal Tourism   

"Term" which is derived from the word thermos in Latin, was used to mean 

public baths in Roman times. Then the word "Thermalism" was used for the 

purpose of examining natural hot water resources and health. Thermal tourism 

which occurs with the presence of natural resources, is a type of tourism that 

occurs as a result of steam, hot water and mud coming to the earth under climatic 

conditions (Tengilimoğlu and Gürcü 2017: 62).   

Forming the basis of health tourism and being one of the most important 

types, thermal tourism is defined as going of local and foreign tourists to thermal 

centers. In this way, thermal tourism restores people’s lost health, makes healthy 

people even healthier and extend their life expectancy (Bayat and Yalman 2020: 

553).  

According to the definition of the Health Tourism Coordination Board, 

thermal tourism is a type of treatment that allows rehabilitative health services 

such as rehabilitation, physical therapy, diet, psychotherapy and exercise which 

have positive effects on human health under the supervision of a physician 

(SATURK 2015).  

The efforts of people using thermal resources to relieve their ailments have 

become a tradition for many years. This tradition has caused people to turn to 

health tourism. Especially the qualities of minerals and salts in thermal waters help 

the treatment of various ailments. Tourism movements made in these treatment 

centers are called thermalism. In Germany, Austria, France, Hungary and 

Romania, thermalism has become important centers (İlban et al. 2008:106-107). 

The fact that these centers have a wide worldwide market brings significant 

contributions to their economies. It is known that 13 million people travel to Japan, 

10 million to Germany and Hungary which have important facilities in Europe, 

and 10 million to Russia, 1 million to France and finally to Switzerland 800 

thousand for thermal tourism purposes. Having a wide tourism market, thermal 

tourism offers an income of nearly 30 billion dollars in America and Europe (Siner 

and Torun 2020: 518-519).  

Turkey has a large number of thermal springs due to take place in the many 

faults and earthquake zones. In terms of its resources, Turkey is ranked 7th in the 

world and 1st in Europe (Çakır and Aydın 2020: 95). 300 thousand foreign and 10 

million domestic tourists come to these resources used for touristic purposes. 

Having 196 spa resort located in 46 provinces, Turkey uses only 6% of it for 

touristic purposes although it has more than 1800 thermal resources (Şengül and 

Bulut 2019: 63).   
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Wellness/Spa Tourism  

Including practices such as pampering and feel-good curations, exfoliating 

scrubs, massage, herbal wraps, pedicures, manicures and compounding elements 

of lifestyle with mental, physical and spiritual wellbeing, wellness tourism has 

experienced phenomenal growth in nowadays (Smith and Puczko 2009). 

As representing a holistic and constantly improving understanding, wellness  

is defined as the care that can help people to keep themselves well and fit with 

body care methods such as skin care, massage, bathtub treatments, 

thalassotherapy, mud and moss baths (Özsarı and Karatana 2013: 140). It is known 

that the word ‘wellness’ was used in the middle of the 17th century and this 

concept represents the understanding of being healthy in the United States 

(Ergüven 2010: 87-88).  

On the other hand, the concept of SPA with its original name "Sanitas Per 

Aquam", meaning "Health From Water" is the name given to holistic water 

therapies that renew and rest both physically and spiritually with massages, 

phytotherapy, fangotherapy, snow and ice rooms, sauna, salt rooms, aesthetic and 

beauty treatments (Değer 2020: 310).   

Wellness & SPA tourism is used not only for health but also for aesthetics-

beauty, relaxation and treatment of diseases. This type of tourism has great 

importance for people who want to get rid of harmful substances in the body and 

to get away from intense and stressful life. SPA tourism includes not only water 

and mud treatments but also health treatment services such as hot water pool, 

aroma therapies, various massage therapies, beauty, care and health care. On the 

other hand, wellness tourism uses methods that make the individual feel good, 

such as all kinds of massage, skin care, mud and seaweed baths, bath care, 

thalassotherapy and body care. Although wellness and SPA tourism includes 

different applications, both of them aim to make people well and fit mentally, 

physically and spiritually (Yurcu et al. 2017:192-194).  

After the 1990s, European big tour operators embarked on new tourism 

searches, then discovered "Wellness" tourism and shaped wellness as an important 

tourism product type with the support of tourism enterprises and destination 

regions. In the continuation, hotel businesses that evaluated consumer demands 

well, established SPA centers in order to provide better service for their customers 

and used SPA as an element of wellness. For this reason, the concept of wellness 

is considered as a more comprehensive lifestyle concept than SPA (Temizkan 

2015: 148).   

The complex structure of tourism also manifests itself in wellness travels. 

Those who demand wellness products such as fitness, healthy nutrition, relaxation 

and mental activities in order to protect or improve their health, prefer to purchase 

heterogeneous packages brought together with other activities such as congresses, 

seminars and sports under the same roof. The facilities that will serve wellness 
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customers bring diversity in service by considering different types of customers. 

For wellness customers, various packages are offered in training-oriented facilities 

such as congresses and seminars, facilities for individuals traveling for business 

purposes, diet hotels where nutrition is focused, facilities for relaxation such as 

meditation-yoga, cure hotels that serve with healing waters. For example, South 

Africa’s national tourism website publicize a lot of products under the labels 

‘Health and Wellness’, namely curations (African-inspired, crystal massage, mud 

facials), therapies (fynbos therapy, vinotherapy), medical (surgery, dental), 

retreats (spiritual), open mind (drumming workshops, song and sound safaris), and 

spas (day spas, destination spas, health hydros). In South Africa, wellness tourism 

tends to be closely associated and packaged with outdoor activities such as safaris, 

adventure tourism and beaches. There are numerous (non-thermal) spa resorts in 

South Africa that combine spa visits with wine tasting, game viewing, golf, and 

nature-based tourism, while traditional African healing rituals and indigenous 

herbs are increasingly being included in therapeutic offerings. Spiritual retreats 

are also gaining popularity and they tend to offer different alternative therapies, 

wellness workshops, meditation and spiritual guidance (Global Spa Summit 2011; 

Boekstein and Spencer 2013).  

Different applications can be seen in spa as well as in wellness. Erfurt-Cooper 

stated that there were 49 different spa types in 2009. Some of these types are 

offered under different names but are the same in content. The terms include day 

spas, club spas, family spas, fertility spas, hot spring spas, ecospas, mineral springs 

spas, hotel spas, wellness spas, holistic spas and seaside spas (routledge.com).  

Besides numerous resorts and hotel spas and well-established spas, there are 

several new services emerging in the North American market: MediSpas, health 

resorts or health plazas (routledge.com).  

Medical Tourism  

Medical tourism is the name given to travels to other countries for treatment. 

Especially in developed countries, patients have to travel to other countries 

because of health services' high prices and long waiting times. Patients benefit 

from the services provided by the tourism sector such as accommodation, food 

and beverage, transportation, travel as well as treatment during their journeys 

(Şahin and Tuzlukaya 2017: 53).   

Medical tourism has a different structure due to its motivations as well as 

other tourism activities. Priority in participating in medical tourism activities is 

not in sense of curiosity as in some other types of tourism, on the contrary it arises 

from the needs such as participating in quality and/or cheap medical activities that 

cannot be found in their own country or the need to reach famous physicians 

(Bristow et al, 2011).  
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Medical tourism emerging as a niche market, has become a rapidly growing 

industry. The desire to receive better service and the unwillingness to wait for a 

long time cause patients to go to other countries for treatment. From this point of 

view, the treatments that can be accessed within the scope of medical tourism are 

as follows (Tengilimoğlu and Zekioğlu 2017: 99-103): 

• Obesity surgery  

• Fertility / reproductive system  

• Organ, tissue and cell transplantation  

• Eye surgery  

• Cosmetic surgery  

• Dentistry  

• Cardiology / heart surgery  

• Orthopedic surgery  

Medical tourism which means the improvement of health tourists’ well-

being, generally includes all kinds of surgical operations and medical treatments 

offered in health institutions and hospitals. From this point of view, medical 

tourism is an alternative tourism approach that includes international travel, 

medical treatment and surgical operations and combines these with holiday 

opportunities (Özdemir and Konak 2015: 77).   

Current trend in medical tourism differs from traditional model. In the 

traditional model, patients have traveled from less developed countries to more 

developed countries where the quality of treatment is higher level and better. 

However, in the current medical tourism model, there is a patient flow in both 

directions, from developed countries to developing countries and vice versa (Gill 

and Singh 2011).  

This alternative tourism type which contributes to tourism economically, 

attracts attention of countries. Countries such as India, Mexico, Malaysia, 

Thailand, Singapore, Taiwan, Philippines and Korea stand out in medical tourism 

(Akbolat and Deniz 2017: 126-127). Also, Turkey is becoming an important 

medical tourism destination day by day (Buzcu and Birdir 2019: 312).  

Countries that want to come to the forefront in medical tourism fiercely 

compete because it is a type that brings more income than other types of health 

tourism and they try to offer different products from each other. For example, 

medical tourism is often packaged with safaris/game viewing, recovery in a 

(nonthermal) spa resort, and other tourism activities in South Africa. Thermal 

spring resorts are well suited to promote themselves as recovery destinations for 

medical tourists who have undergone cosmetic or other surgeries. Not only would 

the general environment be relaxing and conducive to healing, but the effect of the 

medicinal waters could aid in building up strength, reducing inflammation and 

pain, assist in the healing of wounds, strengthen the immune system and speed up 
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recovery in general (Boekstein ve Spencer, 2013). 

Elderly Care and Disabled Tourism  

It is thought that the disabled population will be one of the most important 

problems of the next century when chronic illness and disability conditions are 

added to this in addition to the increase in the elderly population worldwide 

(Cengiz and Aksöz 2018: 128). Considering that the vast majority of the world's 

population lives as disabled individuals and tries to exist in social life by getting 

support from their close circle in this process, the development of health 

technologies and diversification of health services attract the attention of disabled 

individuals and constitute an important market potential for the travel industry 

(Özkan 2019: 54).   

As a result of prolongation of human life span due to the development of 

modern medicine, elderly tourism which includes people over the age of 60 

constituting the vast majority of the world's population and also called "Third Age 

Tourism", is a type of tourism including the treatment of people in need of care 

and healthy aging activities that will rehabilitate them. Likewise, the form of 

tourism that includes the access of disabled individuals to these basic services is 

called disabled tourism (Dalkıran 2017: 167-168).  

In advanced age and disabled tourism, it is important to develop supportive 

activities such as care-oriented treatments, physical therapy and rehabilitation, spa 

sessions and sightseeing tours as well as special holidays, social activities, rest and 

entertainment for this group (Tengilimoğlu and Gürcü 2017: 133-137).  The 

rapidly aging world and especially the European population travels for health. 

These travels for health carried out by them will give rise to a new trend. The 

desire of people in need of care to travel to other countries to meet their needs and 

the fact that another country takes care of these is combined with tourism (Şahin 

and Tuzlukaya 2017: 56).   

1.5. Supporting Practices in Health Tourism  

Halotherapy  

Salt which has been used in many areas from the past to the present, has 

recently become a need for the treatment of human health. For this reason, people 

go to places such as cave therapy, natural caves and old salt mines for treatment. 

In addition to Germany, Hungary, Italy, Switzerland and Turkey has significant 

salt caves (Öztürk and Öztürk 2018: 64). It is known that salts in the caves cleans 

all the airway passages in the lower and upper respiratory tract of individuals who 

go for treatment. Although it is generally known that salt therapy is good for 

diseases such as COPD, respiratory tract infections, asthma and bronchitis, it is 

also good for stress, headache, depression and skin diseases such as eczema, 

psoriasis (Kasalak and Balıyev 2020: 71).  
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Yoga and Meditation  

Being a part of health practices, yoga is accepted as a practice that allows 

people to spend their leisure time in a peaceful environment as well as relaxing 

and calming. Yoga practices are a set of movements that unite the human body, 

spirit and mind, also help our body to become better.  

These features reveal people's willingness to participate in activities aimed at 

learning yoga practices (Sarı and Şenel 2018: 20-21). Meditation on the other 

hand, is a purification technique that helps the one to empty his/her mind and 

create self-awareness (Smith and Puczkó 2009: 50). Meditation includes activities 

such as personal development training, yoga and spiritual training, all focused on 

enhancing and maintaining mental health (Pesonen and Tuohino, 2017: 412). 

Yoga tourism focuses on the union of mind and soul but is essentially religious. 

Techniques include applying meditation and breathing techniques to strengthen 

the body, calm the mind and eventually, lead to spiritual enlightenment (Smith 

and Kelly 2006).  

Holistic and Spiritual Tourism  

Holistic tourism is defined as a health tourism tecnique which provides the 

visitor with a range of activities and/or treatments aimed at developing, 
maintaining and improving body-mind-spirit. Holistic tourism encompasses wide 

participation, from weekend hotel-spa vacations that include massage treatments 
to yoga retreats that last for a month in basic conditions in South and Southeast 

Asia. Spiritual Tourism is tourism that focuses on the spiritual pursuit of the 
individual. This may or may not have a religious connection, but is possible to 

include ceremonies, rituals and traditions often derived from Eastern religions 

such as Hinduism and Buddhism (Smith and Kelly 2006).  

Healing Gardens  

Medicinal and aromatic plants used for many reasons throughout human 

history have an important place in human life. Plants which are used in different 

forms by means of modern technology, have been used today to solve the diseases 

and problems caused by stressful life. Healing gardens which especially help 

people to recover socially, psychologically and physically, are defined as 

landscape areas where plants are used collectively. The primary purpose of healing 

gardens is to enable users to interact with nature (Sekban, 2020: 568). Thanks to 

healing gardens which are a part of nature, people who want to escape from the 

noise and stress of the city, have the opportunity to participate in tourism activities 

with the designs of healing gardens where they can grow medicinal plants, learn 

about the care of medicinal plants and support healthy life in addition to activities 

where people can do nature sports and nature walks (Çalışkan and Çanga 2018: 

546).  
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Medical Spas  

Spa types are generally classified as club spa, day spa, destination spa, 

thermal/mineral spa, cruise spa, hotel/resort spa. Apart from this classification, 

there are also current applications shaped according to consumer demands. 

Medical spas which emerge from the combination of medical and wellness 

services with spa services, are becoming popular day by day. These types of spas 

formed by adding therapy and spa services to centers whose main purpose is to 

provide detailed medical care, include medical and spa professionals.  

Both traditional & complementary medicine practices and spa treatments are 

offered at the same time in medical spas in the Slovak and Czech Republics and 

there are cases where health institutions are included in this service. In addition to 

their medical function, Slovak spas serve as recreational and amusement centres 

for the general public. Apparently no other country has as many spa hotels per 

capita as Estonia. The Estonian SPA Association implemented a quality system 

for medical spa hotels in 2008 which was extended to wellness spas and centres 

in 2012 (routledge.com).  

Businesses trying to create different presentations, offer spa services under 

various names such as Eco SPA, Casino SPA, Holistic SPA, Urban SPA, 

CosMediSPA, Residental SPA, Corporate SPA, Inn SPA, Cultural SPA, Dental 

SPA, Family SPA, Hospital SPA, Airport SPA, Maternity SPA, Mobile SPA,  

Yoga SPA, Retreat SPA, Seaside SPA, Weightloss SPA (Erfurt-Cooper and 

Cooper 2009).  

Adventure Spas  

For spa clients who want to relax, pamper themselves but also seek exciting 

and challenging outdoor experiences, adventure spa destinations are usually 

located in wild nature environments. Thus, in addition to various activities such 

as hiking, trekking, rafting, rock climbing, fitness, tennis, zip line, horse riding, 

parasailing in nature, these spas also provide nutritional services.  

For adventure spas, South and Central America have excellent landscapes 

from the wildlife-rich jungles, to the rugged mountain chains, to the numerous hot 

springs, lakes, rivers and beaches. Also, there is a keen emphasis on ecospas 

aiming to protect and preserve these natural resources (routledge.com).  

Nutrition & Diet Centers  

Nutrition is expressed as a life activity. With the increase in the importance 

given to life activity, the importance given to nutrition has also increased. As a 

result of coming together of different cultures, people's interest in local and 

traditional foods is increasing as day pass. Subsequently, the variety of cuisine 

consisting of different cultures in the society causes nutritional disorders. 

Nutritional mistakes have directed people's eating habits to a more reliable and 

conscious consumption trend. It is seen that individuals travel to destinations 
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providing services such as nutrition and diet consultancy in order to support the 

consumption of balanced and adequate nutrition for a healthy life (Dülgaroğlu et 

al. 2020: 346-347).  Health camps that will respond to this demand are the best 

examples of this situation.  

Ayurveda  

Ayurveda having a solid philosophical and experimental basis and is the oldest 

traditionally Indian and Chinese medicine (Patwardhan et al. 2005: 465), is a 

combination of the words ayur (life) and veda (science) and it means “science of 

life”. Ayurveda focuses on bringing harmony and balance in all areas of life 

including mind, body and soul (Parasuraman et al. 2014: 73).   

Ayurveda is the traditional Indian system of medicine applied not only to heal 

diseases but also to prevent the occurrence of diseases. This method of treatment 

provides information about ethnic folklore practices and traditional aspects of 

therapeutically important medicines, because it is a holistic treatment method to 

prevent the disease cause and to make people more conscious about the formation 

of disease. The basis of this method is not only treating the disease, but also 

treating the patient as a whole. Bioactive compounds derived from different 

medicinal plants have an important role in the management and improvement of 

human health. These herbs serve as the most valuable resource for the treatment 

of many diseases (Mukherjee et al. 2017: 10-11).   

Thalassotherapy  

The word thalassotherapy is a special method of climatherapy which is a 

combination of the Greek words thalasso (sea) and theraphy (care) and is applied 
in its present meaning on the sea coastline. This treatment method involves the 

use of some components obtained from the sea such as sea water, sea mud, and 
marine climate through various methods (Uğurlu et al. 2016: 175).  In addition to 

sea water, high mineral content, high density and sea peloids known as lime, 
chemical composition rich in magnesium, calcium, potassium and iodine and 

sodium chlorides are used in thalassotherapy. These applications include 

systematic exposure to the sun, full or partial application of warm sea sand and 
marine climate therapy. Thalassotherapy covers a wide range from medical 

treatment of chronic diseases such as respiratory or skin diseases to prophylaxis 
(preventive treatment or preventive medicine) in healthy individuals (Munteanu 

and Munteanu 2019: 440). Thalassotherapy considered as the most natural source 
of alternative health services, has great importance in sustainable environmental 

strategies as it is environmentally friendly. In addition, thalassotherapy offers new 
opportunities for seaside destinations to generate income and increase 

employment as well as achieving sustainable development without depleting or 

damaging natural resources (Kurtulmuşoğlu and Eşiyok 2017: 709).  
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Balneotherapy  

Balneotherapy refers to the treatment of people in baths or pools with the help 

of mineral waters for therapeutic purposes such as hydrotherapy and spa. These 

mineral waters are classified according to their different physical properties and 

chemical contents such as temperature, chemical content, pH and therapeutic 

mechanisms. Some of the balneotherapy centers are Kangal Hot Spring in Turkey, 

Oludeniz in Israel and the Blue Lagoon in Iceland (Karaca et al. 2005: 7). 

Balneotherapy is especially used in the treatment of dermatological diseases. It is 

a frequently preferred method because of its low side effects after treatment  

(Tosun et al. 2019: 2).   

Art Therapy  

Art therapy is based on the belief that visual imagery has an integrative and 

healing potential using art materials and it is considered a form of complementary 

and integrative medicine. This therapy is applied to people who are physically ill, 

have been physically traumatized, have undergone medical procedures such as 

chemotherapy or surgery, combining artistic expression with traditional therapy 

(Aydın 2012: 69-70). In this therapy, practices that affect the development of brain 

engines such as painting, using paper and pencil, glass painting, wood painting, 

jewelry, collages or mask making are used (Karadağ and Uğur 2015:142).   

Reflexology   

Reflexology is a special pressure technique and energy balancing system 

performed by applying pressure with movements such as squeezing, rubbing and 

patting the reflex points to improve the health of the individual. The basis of this 

treatment method is to activate the self-healing power of the body and revitalize 

the body by massaging the nerve points in the feet and hands. For this reason, it is 

a holistic treatment method that includes mind, body and spirit (Doğan 2014: 90). 

Reflexology has been used since ancient times to provide healing, increase 

relaxation and balance the energy in the body. Today, it has become very popular 

among midwifery and nursing professionals in European countries such as France, 

England and Belgium especially in USA (Bolsoy and Okuyan 2019).  

Vinotherapy   

This therapy uses the antioxidant properties of grapes and it incorporates 

skins, seeds and stems into various anti-aging treatments, detoxification and re-

energizing, including body scrubs, facials, massage (Boekstein and Spencer, 

2013).  

Phytotherapy   

Phytotherapy is the name given to the applications made by transforming the 

forms obtained with the roots, seeds and shells of plants (scientifically proven 
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effects) into tablets and capsules in order to support the treatment and protect the 

person from diseases (Müslümanoğlu and Tayfun 2020: 9). Although the history 

of phytotherapy is very old, today it takes its herbal medicine content from India 

and China. Interest in phytotherapy is increasing day by day as many patients 

resort to herbal treatment in addition to medical treatment (Yıldırım et al. 2020: 

571-572).   

CONCLUSION   

Interest in maintaining and improving health is increasing. States are 

expanding their service network not only to multiply tourism revenues but also to 

raise more conscious and healthier young people. The best examples of this 

situation; these are the services provided by the colleges and universities of some 

countries in order to ensure a quality life for their current and future students: 

Campus Recreation & Wellness Center in The University of Iowa, Recreation and 

Wellness Center in Auburn University, Health and Wellness Center in Lincoln 

University.  

Health issue has an undeniable importance in both daily life and in every field 

including the tourism sector and this importance show itself in various fields. In 

the world, health tourists today spend an average of 3 to 10 thousand dollars on 

each trip. This is an expenditure well above other tourism categories. The 

advantages in treatment costs offered by producers of quality healthcare services 

especially in developing countries, attract consumers in developed countries. 

Although the scope of health tourism is quite wide, the prominent type is medical 

tourism. The world medical tourism market which is estimated to have reached 

61.5 billion by the end of 2018, is expected to reach 143.46 billion volume by 

more than doubling by 2025 (AGS Global, 2020). Countries that want to stand out 

from their competitors in health tourism which has serious effects in the economic 

field, have started to focus on the demands of health tourists.  

The diversity of the wishes and demands of the health consumer also causes 

differences in health-related service delivery. In a study (Chen et al 2008) 

conducted to determine the motives of consumers traveling to wellness 

destinations; relaxation, multi-activity pursuit, recreation and nature enjoyment 

motives emerged as the four most important motives among sixteen motives. 

Those traveling for health purposes hope to primarily relax in their preferred 

facilities and destinations. After than relaxing, the pursuit of multiple activities 

shows that health tourists also intend to participate in different activities in their 

travels to protect, improve or treat their health. On the other hand, while many 

theorists (e.g. Urry 1990; Walsh 1992) have discussed that post-tourists are 

essentially not interested in issues of authenticity, preferring instead to travel in 

'hyperreality, holistic tourists differently prefer retreats in environmentally lush, 

aesthetically pleasing and culturally rich surroundings to reach their true selves. 
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Additionally, spa tourists seeking physical well-being, recovery and protection 

prefer healing waters.  

Researchers trying to determine the demands of the health consumer should 

not ignore the geographical factor. In the destination selection of health tourists; 

Sag and Zengul (2019) conducted a research to determine which factors such as 

technological infrastructure, tourist attractions, experience, religious affinity, 

flight distance, legal and moral restrictions, price of health tourism and waiting 

time are important. In this study, it has been revealed that the reflection of the 

inhabited geographic region characteristics on behaviors of the individuals causes 

differences in the decision-making criteria of health tourists.  

In response to the differences in expectations of health tourists, apart from 

the practices mentioned above, the methods such as acupuncture (based on the 

principle of inserting very fine needles into certain points on the skin and 

stimulating these points), apitherapy (is a type of treatment performed by using 

bee products such as honey, royal jelly, bee venom, pollen, propolis), cryotherapy 

(based on the principle of freezing diseased tissues by exposing the body to 

extreme cold for a short time), hydrotherapy (used in the treatment of physical 

disorders because water reduces the load on joints and muscles and helps control 

pain), ozone therapy (based on the application of ozone gas to the body to treat a 

discomfort or wound in addition to massage and sports techniques) have been 

applied in health tourism businesses.  And what is more, with the addition of 

businesses such as spa, ashram, retreat, and wellpital to clinics, hospitals and 

hotels, the qualitative and quantitative diversity of businesses providing services 

in this field further increases the attractiveness of health tourism.  

As seen above, the diversity of health applications provides a comfortable 

basis for the creation of different health packages. In this sense, it can be tried to 

attract consumers with product contents in different offerings for healthcare 

consumers. From this point of view, destination managers and service providers 

should be able to offer health tourists social and cultural activities specific to the 

destination as well as the main health practices they apply.  
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INTRODUCTION  

 

Tourism industry has changed and developed rapidly in Turkey and all over 

the world especially after 1980s. In order to receive more share from tourism 

market, destinations and relevant shareholders make new and different 

investments and plans. On the other hand, the success of investment and planning 

related to tourism, which is an interdisciplinary industry, is associated with many 

factors.  

One of the most important factors that are associated with the subject is 

attitudes and behaviors of local people towards tourism and tourism activities, 

who live in the destination (Şanlıoğlu and Erdem, 2017). Local people's opinions, 

experiences and expectations regarding tourism activities are rather important 

with regards to the development of destinations and sustainability of tourism 

activities. In order to ensure the development and sustainability of tourism 

activities, it is necessary that components such as transportation, accommodation, 

natural and man-made resources, private sector, local government, intermediaries 

and local people must support each other and take a joint step. Of these 

components, local people factor is one of the most important.  

Local people's perception role of tourism activities and their expectations 

from tourism activities have importance in terms of sustainability of tourism. In 

the processes of showing success and making progress of tourism activities in the 

destination, local people have a vital role. Attitudes and behaviours of local 

people, who have good opinion of tourism activities, are among the important 

elements that contribute to the development of tourism activities in the destination.  

On the other hand, behaviours of local people who have a bad attitude 

towards tourism activities in the destination might affect the development of 

tourism activities negatively (Karakaş and Şengün, 2017). In this direction, 

attitudes, behaviours and perceptions of local people towards tourism activities, 

who live in the destination, must be considered as an important and effective issue 

and evaluated especially in the sense of sustainable tourism. 
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The Tourism Potential of Arhavi (Artvin) Destination 

Arhavi district, which is located on 41°06-41°22 north latitude and 41°14-

41°30 east longitude has a long history dating back from Hittite, Scythian, Urartu, 

Colchis, Genoese, Persian, Pontus and Ottoman civilizations to present day 

(Arhavi Kaymakamlığı, 2019; Aksoy, 2011). Arhavi district is surrounded by 

Fındıklı (Rize) to the west, Black Sea to the north, Hopa (Artvin) to the east, 

Murgul and Yusufeli (Artvin) to the south (Karslı, 2009).    

In the district, which is set on the Kamilet Valley foot and plain, the main 

source of income are tea and hazelnut agriculture, also kiwi cultivation and 

beekeeping are among the sectors contributing to the economic life of the district. 

Registered cultural values such as Çifteköprü Kemer Bridge, Mençuna Waterfall, 

Ciha Tower, Dikyamaç Culture Museum, Kamilet Valley are among the natural 

and cultural assets in the destination of Arhavi (Akyol, 2020). 
 

 

 
 

Figure 1: Arhavi District Map (Artvin Valiliği, 2018, pp. 34-35).  
 

Arhavi district, which hosts most of the alternative tourism types and which 

has suitable areas for nearly all kinds of tourism types has been among the 

destinations, which regional and national tour companies include in their Eastern 

Black Sea programs especially in recent years (ETS Tur, 2021; Atabarı Turizm, 

2021). When the accommodation facilities that carry on business in Arhavi district 



394 

 
 

are analyzed, it is seen that there are locally certified 3 hotels, 106 rooms, 210 

beds and locally certified 2 hostels, 21 rooms and 47 beds. There are 2 Group-A 

travelling agencies carrying on business in the district and 6 culture, art and 

tourism associations. There are 74 cultural assets in the district (mosque, church, 

castle, bridge, house, fountain) that are certified by the Board for Protection of 

Cultural and Natural Assets. Also, 8 festivals and celebrations, 7 of which are 

national and 1 of which is international, are organized traditionally in the district. 

(Akyol et al., 2020).    

Related Research 

Perception and attitudes of local people towards tourism activities in the 

destination have been an interesting subject for researchers. The fact that there 

have been local and regional studies analyzing the relationship between local 

people and tourism especially in recent years draws attention. The fact that local 

people's perception and attitudes towards tourism activities affect the development 

of tourism activities in destinations is among the subjects which has been 

established and found to be interesting by researchers.  

In the research evaluating the approaches of local people towards tourism 

effects in Bozcaada (Çanakkale), questionnaire technique was applied to 442 

participants in May - June 2019 period by using simple random sampling 

technique. It has been established by the research that the local people in Bozcaada 

have a positive attitude towards tourism activities in the destination. The main 

reasons for such a positive attitude are as follows: Tourism creates new job areas, 

it contributes to economic development, it revives different sectors, it creates new 

revenue resources and it attracts new investments (Bildin, 2019). 

In the research evaluating the perception of local people in Edremit district 

(Balıkesir) towards the development of tourism, reviews of 416 participants have 

been evaluated in July - October 2017 period, by means of convenience sampling 

method and questionnaire practice. According to this, while there have been 

positive perceptions of local people towards tourism, negative thoughts also draw 

attention. The main issues are as follows: Tourism activities contribute to the 

development of cultural activities in the district, they yield benefit for the district, 

they promote the protection of historical buildings and structures. On the other 

hand, negative perceptions of Edremit's local people towards tourism activities 

state that the activities destroy cultural values, they cause economic income 

inequality and they create environmental pollution (Şentürk, 2019).  

In the research to determine the attitudes of Hasankeyf (Batman) local people 

towards the development of tourism, face to face questionnaire was applied in 

April - July 2016 period to 370 participants chosen randomly from those above 18 

in the center of the district. In line with the findings of the research, it was 

determined that the overall perception and attitudes of Hasankeyf local people 

towards the development of tourism and its effects were positive. The main 

reasons of the positive perception towards tourism activities are as follows: The 
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development of the tourism is an income resource for the destination, it eliminates 

the safety problems, it creates job areas for employment (Dilek et al., 2017).       

In the research to determine the approaches towards tourism and tourism 

effects of Afyonkarahisar local people, questionnaire study was conducted with 

1025 participants chosen randomly, by means of personal interview. According to 

the results of the questionnaires conducted between March - October 2009, it was 

found that local people participate actively to tourism activities, they approach 

positively to tourism and tourist activities, they consider tourism as an economic 

phenomenon, it is necessary to care for environment for the development of 

tourism activities in the destination and it is necessary to increase the service 

quality and to create tourism awareness (Özdemir and Kervankıran, 2011). 

In a research conducted with Iğdır people to determine the tourism perception 

of local people, questionnaires were conducted with 500 people who live in the 

city center, in 2009 October. In line with the findings of the research, it was found 

that local people of Iğdır have a positive attitude and perception towards tourism 

activities. The main reasons for such a positive attitude and perception are as 

follows: Tourism activities bring novelty to family structure and women rights, 

they contribute to the development of region's economy, they contribute to 

people's care for environment (Bayat, 2010).   

In the research conducted in Cumalıkızık Village (Bursa), it was aimed to 

determine the perception and attitude of local people towards the effects of 

tourism and questionnaires were conducted with 160 participants between 2001 - 

2003. According to the results of the research, it was determined that local people 

have an overall positive attitude and they have expectations for an environment-

friendly and sustainable tourism development (Akova, 2006). 

There are many researches in the literature regarding the perception and 

attitudes of local people towards tourism activities in their districts. It is notable 

that the recent studies regarding the perception of local people of tourism activities 

in the destinations are regional and small-scale. In the abovementioned researches, 

the general perception of local people about tourism activities is positive 

especially in economic sense.   

MATERIALS AND METHODS 

Purpose of the Study 

In the study, it was aimed to evaluate the perception and to determine the 

attitudes of local people living in Arhavi destination towards tourism activities in 

the destination, which is within the borders of Artvin. Studies evaluating the 

attitudes and perception of local people towards tourism activities in the 

destination, which constitute the scope of this study, appear in the relevant 

literature frequently (Bildin, 2019; Şentürk 2019; Dilek et al., 2017; Özdemir and 

Kervankıran, 2011; Bayat, 2010; Akova, 2006). However, no study has been 

found regarding the perception and attitudes of local people of Arhavi destination, 

which is the research interest of this study.   
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Research Area Selection 

Arhavi is one of the coastal districts of the city of Artvin. The reasons for 

preferring Arhavi destination as the research area are as follows; it has alternative 

tourism types, it is rich in terms of natural, cultural and historical assets, it is close 

to Sarp Border Gate, it has plateaus, it has registered cultural assets and so on. 

Also, the fact that there is no study in the relevant literature regarding the tourism 

perception of local people is among the effective factors for preferring Arhavi 

destination as the research area. 

Data Collection Tool of The Study 

In the study conducted in Arhavi destination, scales, which test the 

validness/reliability and which are used in the studies by Gökçe (2016) and 

Güneş’in (2014), are used and face to face questionnaires are conducted in order 

to collect data. As a result of the reliability analysis, the Cronbach Alpha 

coefficient of the scale used in the research was found as 0.82. This result shows 

that the study data are rather reliable (Yıldız and Uzunsakal, 2018; Morgan et al., 

2004).  

The questionnaire form used in the research consists of two parts. In the first 

part, there are 8 demographic questions about participants and in the second part 

there are 25 statements for the perception of local people about tourism activities 

in the destination. There are features of participants in the demographic questions 

and in the statements, there are thoughts and perception of participants regarding 

the tourism activities. In the questionnaire, 5 point likert scale was used (Strongly 

disagree, disagree, undecided, agree, strongly agree).   

Population and Sample of the Research 

Population can be expressed as the whole units by which research findings 

are evaluated generally. Sample, on the other hand, can be expressed as the units 

from the population, which can represent the relevant population and are 

determined within the framework of some rules (Yazıcıoğlu and Erdoğan, 2011). 

The main aim of the sampling is to choose a sample on which a generalization can 

be made without a need of complete population (Coşkun et al., 2017). As the 

sampling method, convenience sampling method which is one of the non-random 

sampling methods, was used. In this method, each unit constituting the population 

has the same probability to be in the sample (Ural and Kılıç, 2006).  

In line with this information, the population of the study was constituted by 

16.135 individuals who reside in Musazade, Boğaziçi, Cumhuriyet, Aşağı Hacılar, 

Yukarı Hacılar, Kale and Yemişlik quarters of Arhavi district of the city of Artvin 

between March - May 2017 (TUİK, 2019). The questionnaires were conducted 

with 250 individuals, who accepted to participate in the study, by means of 

convenience sampling method. 32 questionnaires were filled inaccurate and 18 

questionnaires were filled deficient by the participants. Therefore these 

questionnaires were not taken into evaluation. Accurate questionnaires were 
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evaluated and 200 usable questionnaires were included in the data analyses. 

Analysis of the Research 

The data attained at the end of the research were evaluated by means of SPSS 

20 statistical data program. The data regarding the demographic variables of local 

people were analysed taking into consideration the percent values and frequency 

values. Then, agreement levels of the participants regarding the tourism activities 

in Arhavi destination were determined. 

In the evaluation of perception levels of the statements in the questionnaires, 

1,0 ≤ x̅ < 1,8 (very low); 1,8 ≤ x̅ < 2,6 (low); 2,6 ≤ x̅ < 3,4 (average); 3,4 ≤ x̅ < 4,2 

(high); 4,2 ≤ x̅ < 5,0 (very high) values in the studies of Küçükali and Çınar (2020) 

and Demirel (2014) were used. 

FINDINGS 

In this part of the study, the results regarding the application process of the 

research were analysed. The findings were commented and presented with the 

help of tables. Demographic data and tourism perception thoughts of local people 

participating in the questionnaires were turned into tables. 

Demographic Findings  

Table 1 shows the demographic findings of the participants such as gender, 

age, education, marital status, occupation, monthly income (TL), identity and 

residence duration. 

Table 1: Distributions Regarding the Demographic Features of the Participants 
 

Demographic Features 
Frequency  

(n) 

Percentage  

(%) 

Gender 
Female 74 37 

Male 126 63 

Age 

20 and below 52 26 

21 - 30 12 6 

31 - 40 32 16 

41 - 50 98 49 

51 and above 6 3 

Education 

Primary school 23 11,5 

High school 108 54 

Associate degree 42 21 

Undergraduate programs (4 

years) 
19 9,5 

Postgraduate 8 4 

Marital Status 
Single 73 36,5 

Married 127 63,5 

Occupation Tradespeople 124 62 
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Worker 14 7 

Civil Servant 16 8 

Student 12 6 

Housewife 14 7 

Other 20 10 

Monthly Income 

(TL) 

Below minimum wage 10 5 

Minimum wage (2.029,50 TL)5 24 12 

Between minimum wage - 

3.000 TL 
46 23 

Between 3.001 - 4.000 TL  48 24 

Between 4.001 - 5.000 TL 23 11,5 

Between 5.001 - 10.000 TL 32 16 

Over 10.001 TL 17 8,5 

Identity 
I am a local of Arhavi 136 68 

I am not a local of Arhavi 64 32 

Duration of 

Residence 

Less than 1 year 18 9 

1 - 2 years 6 3 

2 - 3 years 16 8 

3 - 4 years 12 6 

4 - 5 years 4 2 

5 - 10 years 96 48 

More than 10 years 48 24 

 TOTAL (f) 200 100 
 
 

Upon review of the demographic information provided in Table 1, it is seen 

that 63% of the participants are male (126 individuals) and 37% are female (74 

individuals). The age range of the participants are mostly (49% - 98 individuals) 

41 - 50 and the level of education is high school (54% - 108 individuals) and 

marital status is married (63,5% - 127 individuals). When the occupations of the 

participants are analysed, it is seen that 124 individuals (62%) are tradespeople. 

When the monthly incomes of the participants are analysed, it is seen that they 

mostly earn between minimum wage and 4000 TL (47% - 94 individuals). 136 

individuals (68%) are locals of Arhavi and 64 individuals (32%) are not locals of 

Arhavi. When the residence durations are analysed, it is seen that 96 individuals 

(48%) are in the rate of 5 - 10 years and 48 individuals (24%) are in the rate of 

more than 10 years. 

Findings Regarding the Attitudes of Arhavi People Towards Tourism  

Table 2 shows the local people's attitudes towards tourism and their 

agreement levels with the statements regarding the effects of tourism activities to 

 
5 It was taken from the report prepared by Directorate General of Labour / Head of Union 

Membership and Statistics Department for the dates between 01.01.2018 - 31.12.2018. 
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the destination. According to the table that evaluates the participants' perception 

levels regarding the tourism activities in Arhavi destination, 2 statements are 

“very high”, 17 statements are “high”, 5 statements are “average”, 1 statement 

is “low”.  

Table 2: Perceptions of Participants Regarding Tourism Activities 
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f % f % f % f % f % 

Local people meet different cultural 

activities by means of tourism activities.  
18 9 22 11 20 10 64 32 76 38 3,79 1,302 High 

Tourism contributes to the cultural 

development of the local people in the 

destination. 

8 4 12 6 9 4,5 59 30 112 56 4,27 1,065 Very high 

Tourism improves the quality of life of local 

people in the destination. 
19 9,5 32 16 31 16 36 18 82 41 3,65 1,395 High 

Local people find more opportunity for 

leisure time by means of tourism. 
17 8,5 13 6,5 8 4 52 26 110 55 4,13 1,268 High 

Tourism activities contribute to attitudes and 

behaviours of the local people. 
12 6 10 5 17 8,5 62 31 99 50 4,13 1,144 High 

Tourism activities contribute to cultural 

assets. 
7 3,5 11 5,5 28 14 49 25 105 53 4,17 1,085 High 

It has become easier for the local people to 

access touristic assets. 
9 4,5 16 8 28 14 39 20 108 54 4,1 1,184 High 

By means of tourism activities, there has 

been a decrease in social issues (crime, 

prostitution, drugs). 

4 2 12 6 29 15 66 33 89 45 4,12 1 High 

Tourism has contributed to the income of the 

local people. 
7 3,5 14 7 33 17 65 33 81 41 3,99 1,082 High 

By means of tourism activities, there have 

been new employment opportunities for the 

local people. 

6 3 11 5,5 29 15 82 41 72 36 4,01 1 High 

By means of tourism activities, there has 

been an increase in local products. 
19 9,5 21 11 40 20 56 28 64 32 3,62 1,289 High 

By means of tourism activities, investments 

in the district have increased. 
7 3,5 21 11 22 11 36 18 114 57 4,15 1,184 High 

By means of tourism activities, there has 

been an increase in prices of goods and 

services in the district.  

3 1,5 19 9,5 11 5,5 55 28 112 56 4,27 1,031 Very high 

Due to tourism activities, income inequality 

has occured. 
8 4 12 6 26 13 83 42 71 36 3,99 1,044 High 

By means of tourism activities, natural 

environment has been protected and 

developed. 

30 15 32 16 33 17 55 28 50 25 3,32 1,395 Average 

By means of tourism activities, environment 

quality has improved. 
16 8 18 9 29 15 59 30 78 39 3,82 1,262 High 

By means of tourism activities, 

environmental consciousness has improved. 
29 15 45 23 32 16 45 23 49 25 3,2 1,407 Average 

By means of tourism activities, protection of 

the historical buildings has been encouraged. 
40 20 44 22 48 24 36 18 32 16 2,88 1,355 Average 

Tourism activities have affected the nature 

(flora, fauna) positively. 
16 8 14 7 33 17 72 36 65 33 3,78 1,204 High 

Tourism activities have caused 

environmental pollution. 
54 27 52 26 36 18 28 14 30 15 2,64 1,4 Average 
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Tourism activities have caused shanty 

settlement. 
56 28 49 25 39 20 32 16 24 12 2,59 1,36 Low 

Tourism activities have caused noise 

pollution and overcrowding. 
5 2,5 18 9 36 18 59 30 82 41 3,97 1,086 High 

Development of tourism activities should be 

supported. 
29 15 34 17 43 22 40 20 54 27 3,28 1,401 Average 

Tourism investments should increase. 17 8,5 29 15 47 24 51 26 56 28 3,5 1,272 High 

Tourism is a contributing factor for our 

district. 
12 6 14 7 24 12 82 41 68 34 3,9 1,13 High 

 

 

Statements attaining “very high” are about the effect of tourism on cultural 

development and on prices of goods and services. Statements attaining “high” are 

rather about the contribution of tourism to cultural assets, the increase in 

investments, behaviours of the local people, leisure time opportunities. Statements 

attaining “average” are about the contribution of tourism to natural environment, 

the necessity of supporting tourism and tourism's contribution to environmental 

consciousness. The statement attaining “low” is about that tourism activities have 

caused shanty settlement.     

  DISCUSSION AND CONCLUSIONS 

Tourism activities are one of the important elements for the development of 

a destination. Effective and fruitful touristic activities in the destination are among 

the important elements contributing to the development of the area. Tourism is 

among the factors affecting and improving the living conditions and quality of the 

people living in the destination. Attitudes and perception levels of local people 

might affect the development and sustainability of tourism activities in the 

destination.  

Local people are one of the important actors that have direct or indirect effect 

on tourism activities, among all shareholders in the district carrying on business 

or providing service. Support for tourism, which is an important industry for the 

development and economy of destinations, by local people, and that the perception 

level is positive are among the important elements necessary for the application 

and development of tourism activities.  

Studies in which approaches of local people towards tourism and touristic 

activities are analysed, attitudes and perceptions are evaluated, are important for 

the development of tourism activities in the destination. In the study where 

perception of local people, who live in Arhavi destination in Artvin, Eastern Black 

Sea, towards the tourism activities in the district are investigated; 200 usable 

questionnaires have been evaluated.  

According to the frequency analyses applied to the research data, the study 

sample consists of %63 male and %37 female. The age range of the participants 

are mostly (%49 - 98 individuals) 41 - 50 and the level of education is high school 

(%54 - 108 individuals) and marital status is married (%63,5 - 127 individuals). 

In the study, which was participated mostly (62%) by tradespeople, it was 

determined that the participants have an income between the minimum wage and 



401 

 
 

4000 TL (47%) on an average. 68% of the participants are locals of Arhavi and 

on an average they have a residence duration between 5 - 10 years (%48).    

When the evaluations of Arhavi people regarding the attitudes towards 

tourism activities are analysed; “very high” perception level has two statements. 

“Tourism contributes to the cultural development of the local people in the 

destination” and “By means of tourism activities, there has been an increase in 

prices of goods and services in the district” statements received “very high” from 

the local people (x̅: 4,27). The fact that tourism activities increase the quality of 

life of local people by providing positive effects (Özdemir and Kervankıran, 2011; 

Bayat, 2010) and that they cause increase in prices of goods and services are 

among the outcomes of similar studies (Bildin, 2019; Bayat, 2010).   

The statements receiving “high” from the local people are “Tourism 

activities contribute to cultural assets” (x̅: 4,17), “By means of tourism activities, 

investments in the district have increased.” (x̅: 4,15), “Tourism activities 

contribute to attitudes and behaviours of the local people.” (x̅: 4,13), “Local 

people find more opportunity for leisure time by means of tourism” (x̅: 4,13). The 

fact that tourism activities contribute to cultural assets, they increase the 

investments for the destination, they cause positive differences in behaviours of 

local people and increase the opportunities of leisure time activities receives 

“high” in other relevant studies on the subject (Şentürk, 2019; Şanlıoğlu and 

Erdem, 2017; Güneş, 2014; Akman, 2007).   

When the statements receiving “average” are analysed, it is seen that “By 

means of tourism activities, natural environment has been protected and 

developed” (x̅: 3,32), “Development of tourism activities should be supported” 

(x̅: 3,28), “By means of tourism activities, environmental consciousness has 

improved” (x̅: 3,20) statements become prominent. In line with these thoughts and 

perception levels of the local people, it is seen that similar results are attained in 

different studies (Akpulat and Üzümcü, 2019; Gökçe, 2016).   

“Tourism activities have caused shanty settlement” thought received “low” 

(x̅: 2,59) from the local people. The fact that the statement 'tourism activities cause 

shanty settlement' receives “low” from the local people can be seen in a different 

study with similar subject (Şanlıoğlu and Erdem, 2017).  

The data acquired by means of the questionnaires applied to Arhavi people 

which is one of the coastal districts of Artvin, which is a promising city in terms 

of tourism in recent years in Eastern Black Sea Region, shows that the local people 

generally approach positively to tourism activities, these activities contribute 

especially to the cultural development of the local people and investments for the 

district have increased. On the other hand, it is noteworthy that the local people 

think that tourism activities cause increase in the prices of goods and services and 

they cause income inequality in the district. The perception levels of Arhavi 

people regarding the tourism activities are similar to the findings of other studies 

conducted in different destinations. 
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Also, the fact that there has been no study investigating the perception levels 

of the local people in Arhavi regarding the tourism activities, can be interpreted 

as that this study will probably contribute to the destination and the relevant 

literature. 

 

REFERENCES 
 

Akman, A. D. (2007). Turizm gelişmesinin yarattığı doğal ve kültürel değişimler: 

Kaş örneği. Yayımlanmamış Yüksek Lisans Tezi, Ankara Üniversitesi, 

Ankara. 

Akova, O. (2006). Yerel halkın turizmin etkilerini algılamalarına ve tutumlarına 

yönelik bir araştırma. Akademik İncelemeler Dergisi, 2(1), 69-86. 

Akpulat, N. A. and Üzümcü, T. P. (2019). Turistik destinasyonlarda turizmin 

etkilerine yerel halkın bakış açısı: Çeşme örneği. Journal of Recreation and 

Tourism Research, 6(4), 448-463. 

Aksoy, G. (2011). Arhavi (Artvin) ve çevresinin heyelan duyarlılık analizi. 

Yayımlanmamış Yüksek Lisans Tezi, Karadeniz Teknik Üniversitesi, 

Trabzon. 

Akyol, C. (2020). Doğu Karadeniz turizminin geliştirilmesine yönelik bir 

araştırma: Artvin destinasyonu örneği. Yayımlanmamış Doktora Tezi, 

Sakarya Uygulamalı Bilimler Üniversitesi, Sakarya. 

Akyol, C., Zengin, B., Akkaşoğlu, S. and Ulema, Ş. (2020). Yerel yöneticilerin 

bölge turizmine yönelik düşünceleri üzerine bir araştırma: Artvin - Arhavi 

örneği. Eskişehir Osmangazi Üniversitesi İİBF Dergisi, 15(2), 743-764. 

Arhavi Kaymakamlığı. (2019). Mahalli İdareler. www.arhavi.gov.tr/mahalli-

idareler, (ET: 02.02.2020). 

Artvin Valiliği. (2018). Artvin. İl Kültür ve Turizm Müdürlüğü, Artvin.  

Atabarı Turizm. (2021). https://atabariturizm.com.tr/borcka-arhavi-turu/, (ET: 

12.04. 2020). 

Bayat, G. (2010). Turizmin yerel halk tarafından algılanması: Iğdır halkı üzerine 

bir araştırma. Yayımlanmamış Yüksek Lisans Tezi, Kafkas Üniversitesi, 

Kars. 

Bildin, E. (2019). Bozcaada’daki yerel halkın turizmin etkilerine karşı 

yaklaşımlarının değerlendirilmesine yönelik bir araştırma. Yayımlanmamış 

Yüksek Lisans Tezi, İstanbul Medeniyet Üniversitesi, İstanbul. 

Coşkun, R., Altunışık, R. and Yıldırım, E. (2017). Sosyal Bilimlerde Araştırma 

Yöntemleri SPSS Uygulamalı (9. Baskı). Sakarya: Sakarya Yayıncılık. 

Demirel, M. (2014). Burdur kent imajı: Mehmet Akif Ersoy Üniversitesi 

öğrencileri üzerine bir alan araştırması. Mehmet Akif Ersoy Üniversitesi Sosyal 

Bilimler Enstitüsü Dergisi, 6(10), 230-241. 

Dilek, S. E., Çoban, Ö. and Harman, S. (2017). Hasankeyf halkının turizmin 

gelişimine yönelik tutumu. Turizm ve Araştırma Dergisi, 6(2), 59-72. 

ETS Tur. (2021). https://www.etstur.com/Artvin-Otelleri, (ET: 12.04.2020).  



403 

 
 

Gökçe, F. (2016). Yerli halkın turizmin gelişimine yönelik algısı ve desteği: 

Afyonkarahisar örneği. Yayımlanmamış Yüksek Lisans Tezi, Afyon Kocatepe 

Üniversitesi, Afyonkarahisar. 

Güneş, N. (2014). Yerel halkın turizm algısı ve turizme katılımı: Antalya 

Konyaaltı ve Kepez ilçesi örneği. Yayımlanmamış Yüksek Lisans Tezi, 

Akdeniz Üniversitesi, Antalya. 

Karakaş, A. and Şengün, H. İ. (2017). Yerel halkın turizm faaliyetlerine yönelik 

tutumları. Bartın Üniversitesi İİBF Dergisi, 8(15), 183-202. 

Karslı, M. (2009). Arhavi-Hopa (Artvin) arasındaki karayolu şevlerinin duraylılık 

açısından incelenmesi. Yayınlanmamış Yüksek Lisans Tezi, Karadeniz Teknik 

Üniversitesi, Trabzon. 

Küçükali, A. and Çınar, O. (2020). Akademisyenlerin kovid-19 algısı. Atatürk 

Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 24(4), 1633-1654. 

Morgan, G. A., Leech, N. L., Gloeckner, G. W. and Barrett, K. C. (2004). SPSS 

for Introductory Statistics: Use and Interpretation (2. Edt.). U.S.A: Lawrence 

Erlbaum Associates. 

Özdemir, M. A. and Kervankıran, İ. (2011). Turizm ve turizmin etkileri 

konusunda yerel halkın yaklaşımlarının belirlenmesi: Afyonkarahisar örneği. 

Marmara Coğrafya Dergisi, 24, 1-25. 

Şanlıoğlu, Ö. and Erdem, A. (2017). Kayseri örneğinde yerel halkın turizm 

faaliyetlerini nasıl algıladığının tespitine yönelik bir araştırma. Pamukkale 

Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 27, 277-298.  

Şentürk, B. (2019). Edremit ilçesi yerel halkının turizm gelişimine yönelik algısı. 

Yayımlanmamış Yüksek Lisans Tezi, Adnan Menderes Üniversitesi, Aydın. 

Türkiye İstatistik Kurumu (TUİK). (2019). Adrese Dayalı Nüfus Sistemi. 

tuikweb. tuik.gov.tr, (ET: 22.06.2020). 

Ural, A. and Kılıç, İ. (2006). Bilimsel Araştırma Süreci ve SPSS ile Veri Analizi. 

Ankara: Detay Yayıncılık. 

Yazıcıoğlu, Y. and Erdoğan, S. (2011). SPSS Uygulamalı Araştırma Yöntemleri. 

Ankara: Detay Yayıncılık. 

Yıldız, D. and Uzunsakal, E. (2018). Alan araştırmalarında güvenilirlik testlerinin 

karşılaştırılması ve tarımsal veriler üzerine bir uygulama. Uygulamalı Sosyal 

Bilimler Dergisi, 1, 14-28. 



404 

 
 

Chapter 25 

A Study on the Perception of Eco-Culture Tourism: The 

Case of Safranbolu  

Nurettin AYAZ 

Assoc. Prof. Dr., Karabuk University, Safranbolu Faculty of Tourism, Tourism Management, 
Karabük, Turkey 
 

INTRODUCTION  

In recent years, cultural tourism or ecotourism has been proposed as an 

alternative to mass tourism. These two types of tourism are believed to be 

relatively less destructive and more sustainable (Gang, 2011). The report released 

by UNESCO highlights the positive economic and social impact of cultural 

tourism, its ability to create identity and image, and the preservation of cultural 

historical heritage. However, it is pointed out by some scientists that cultural 

tourism cannot solve all the problems of mass tourism and it is noted that the 

negative effects of mass tourism are also experienced in communities that improve 

cultural tourism (MacDonald, 2004). Similarly, for ecotourism, which is 

responsible to the environment, promotes conservation, envisages the 

minimization of the impact on nature and economic participation of local people, 

and envisages travel and visits in order to enjoy the natural and cultural features 

of the past and present in relatively unspoiled areas (Jalani, 2012; Ghorbani et al., 

2015), stakeholders are evaluated in three main categories: tourists, service 

providers and society. Among these three groups, tourists are cited as the weakest 

link in issues such as garbage, waste and vandalism (Goswami and Patar 2009). 

Within the scope of the "close working approach" with stakeholders in a region 

where eco-tourism has been adopted, it is recommended to create environmental 

and cultural awareness and respect, provide financial support for conservation, 

empower local people, and create positive experiences for tourists and the host 

community (URL-1). 

It is necessary to prevent the misuse of tourism, which is considered a 

phenomenon based on the consumption of natural, socio-cultural and artificial 

resources, and to ensure its consumption within the balance of protection and use 

(Flow, 1999). The sustainable tourism approach, based on the themes of protecting 

natural and cultural resources for the future, as well as using them to meet the 

needs of visitors and local communities, is highlighted. Within the scope of this 

approach, it is desirable to develop strategies for determining environmental, 

social and cultural risks for tourism resources (Deniz et al., 2011). In this context, 

eco-cultural tourism is proposed, which is considered an emotional form of 
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tourism that envisages small-scale, social participation, promotes sociocultural 

and traditional values and environmental awareness and envisages profit 

(Quintana, 2020). 

This study evaluates the expectations of stakeholders in Safranbolu, an 

important destination in cultural tourism which is a UNESCO World Heritage Site 

with its unspoiled city architecture and has ecological resources that have not yet 

been added to tourism. In this context, the aim of this study is to reveal 

Safranbolu's perception of eco-cultural tourism from the point of view of local 

destination stakeholders. Suggestions are made for the development of 

Safranbolu, which is known for its cultural tourism in the national and 

international tourism market, as an eco-cultural tourism destination by 

highlighting not only its cultural but also ecological resources. In addition, SWOT 

analysis findings for strengths, weaknesses, potential opportunities and threats for 

eco-cultural tourism are included within the framework of the data obtained from 

stakeholders within the scope of the in-depth interview method. 

SAFRANBOLU 

Safranbolu is a cultural tourism destination that was listed as a World 

Heritage Site by UNESCO on 17 December 1994 with its old town architecture. 

The fact that the buildings and streets in the city retain their architectural old forms 

to reflect the characteristics of their period, are included in the world heritage list 

and proximity to the metropolises in Turkey (Ankara, Istanbul) make Safranbolu 

an important destination at the level of domestic and foreign tourists (Gürbüz, 

2009; Türker, 2013; Koçoğlu and Boztepe, 2017). 

 

Figure 1: A view of Safranbolu 
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There are approximately 2000 traditional Turkish houses in the city, which 

stands out with the theme of "Safranbolu Houses". 1,222 among these are under 

legal protection. These houses are collected in the settlements of Safranbolu, 

which were used to be referred to as 'Şehir' and "Bağlar". In ancient times, houses 

in the City region were used during winter periods and houses in Bağlar region 

were used in summer periods. Since Safranbolu is built on rugged terrain, the 

houses are lined with vertical streets on a sloping terrain. The streets are usually 

narrow and paved with paving stones. These houses, which are arranged according 

to the slope, create a harmonious image in Safranbolu. 

Yörük village is a small model of Safranbolu, located 11 km from the city 

center and was founded in the 14th and 15th centuries with the settled life of 

Turkmen tribes who continued their nomadic culture in the region. The oldest 

houses in Yörük village; it attracts tourists with its lattice windows, elegant 

wooden workmanship doors and interesting handles and locks adorning the doors. 

However, in Safranbolu, 1,490 protected attractions as natural and cultural assets 

are listed in the form presented in Table 1.  

Table 1. Safranbolu Natural and Cultural Assets Protection Inventory 

Natural/Cultural Property Number Natural/Cultural Property Number 

Housing 1222 Guesthouse 1 

Administrative Building 3 Village Room 1 

Urban Site 4 Haystack 3 

Natural Site 1 Water Balance 1 

Fountain-Pool 103 Bastion 1 

Mosque 33 Archaeological Site-Tumulus 5 

Bridge 23 Laundry 3 

Shop 11 Qibla Stone 1 

Bath-Relic 12 Clock Tower 1 

Arasta 1 Hospital 1 

Market 1 Government House 1 

Masjid 4 Inn 4 

Prayer hall 2 Ablution House 1 

Shrine 6 Sundial 1 

Cemetery 3 Dervish Convent 1 

School 3 Rock Tomb  14 

Mill 2 Memorial Tree 4 

Well 2 Burial Chamber 1 

Boiler 2 Leather Factory 1 

Water Tower 1 Historic Road 1 

Defense Structure  1 Dana 1 

Church 1 Outbuildings 1 

Total 1490 

Source: Gürbüz et al., 2014:18 
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64% of Safranbolu district is covered with forests. Mixed forests can reach 

up to 1600-1700 meters. Beech, oak, hornbeam, maple, ash, poplar are common 

species. Locally, species such as sycamore, willow, linden, lightning appear in the 

stream. There are high mountain meadows more than 1700 meters above. Here, 

thyme and island tea are the most prominent types of flora. Saffron (Crocus 

sativus), a plant that is very important in terms of color, smell and economic value 

and gives Safranbolu its name, grows in Safranbolu. In Safranbolu, 292 taxa have 

been detected in floristic terms and 19 of these taxa are endemic. In Safranbolu, 

which has a rather ancient history in terms of viticulture, grape cultivation has 

spread to large areas. Leading the grape varieties grown, Sweet White Grape is a 

special product for the region. "Maniye" tomato, which is the sought-after flavor 

of palates with its unique aroma, is a special flavor that attracts attention with its 

pink or red colors and curvy structure.  

Bulak (Mencilis) cave and Hızar cave in Safranbolu are geological 

formations that have entered the world caving literature and visited by foreign 

cave experts. Ulu Yayla and Sarıçiçek Plateau and Incekaya Canyon, Düzce 

(Kirpe) Canyon, Tokatlı Canyon, Sakaralan (Tekekurum) Canyon and Sirçalı 

Canyons stand out as important ecological areas. However, the city still attracts 

visitors with cultural tourism elements and these ecological areas have not been 

added to tourism. 

TOURISM STAKEHOLDERS 

In destinations, stakeholders are important in terms of planning, development 

and management of tourism as key players. As investors, planners, developers and 

organizers, they take on roles in sustainable development policies for the 

destination (Timur and Getz, 2008: 458). It envisages the protection of concrete 

and intangible cultural heritage for sustainable success, especially in destinations 

that stand out with cultural tourism, and the integrated management of tourism 

activities together with the local community that provides social, environmental 

and economic benefits (URL-2). Therefore, accurate identification, organization 

and management of stakeholders are important issues. It is seen as a major 

obstacle to the realization of sustainable tourism in a destination if there is no 

stakeholder participation or ineffectiveness (Waligo et al., 2013). 

Research on tourism development and the interests of stakeholders are 

included significantly (Hardy, 2005, Andriotis, 2005, Timur and Getz, 2008; Byrd 

et al., 2009, Holden, 2010, Waligo et al., 2013; Hung Lee, 2013). in the literature. 

In these researches, the obstacles that arise in the context of sustainable tourism 

development and how these barriers affect the development of tourism are 

examined in terms of stakeholders.  

In the literature, "the process of helping different stakeholders to create a 

specific strategy taking into account their demands" is expressed as stakeholder 

management and the stakeholder management process is considered to comprise 

of the preparatory phase, in which stakeholders are determined and stakeholder 
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maps are prepared, their expectations analyzed and communication and coalitions 

between stakeholders are determined, the operational phase in which 

organizational processes to be implemented in the management of stakeholder 

relations are determined and harmonized with the stakeholder map, and the 

operational phase in which transactions between stakeholders are analyzed and 

compliance with stakeholder maps are tested (Ertuğrul, 2008: 2004). However, 

within the framework of stakeholder theory, which aims to create strategies for 

tourism by taking into account the demands of different stakeholders, managing 

various stakeholder interests (Akay, 2020), providing widespread support among 

the priorities of tourism (Murphy and Murphy, 2004) and the problems of 

stakeholders in the planning, management and marketing of tourism (Ayaz, 2012) 

are highlighted.   

Hall and McArthur (1998), Tosun (2000) and Page and Hall (2002) 

categorize the cultural tourism stakeholders into four categories; namely public 

sector, private sector, NGOs and intergovernmental organizations (UNESCO, 

UN, etc.) and local community. Public stakeholders are associated with 

encouraging efforts to protect, archive and reuse cultural values, private sector 

stakeholders; NGOs and intergovernmental organizations with the determination 

of tourism market potential and the construction of attraction centers, the 

protection of tourism values, providing financial support and sustainable use of 

tourism values, and the development and egalitarian use of cultural values for 

tourism purposes.   

ECO-CULTURAL TOURISM 

Cultural tourism based on ecotourism and the theme of learning, which 

focuses on experiencing nature, is becoming increasingly common worldwide 

(Borah, 2015). Ecotourism is a type of tourism focused on maintaining and 

maintaining the diversity of its natural and cultural circles around the world. In 

addition to evaluating environmental and cultural factors in this type of tourism, 

initiatives such as hospitality, recycling, energy efficiency, water reuse and 

creating economic opportunities for local communities are important components 

(Goswami and Patar, 2009). However, in current applications, ecotourism focuses 

solely on preserving natural diversity and is inadequate in terms of preserving 

cultural diversity. Therefore, it is expected to raise awareness with the theme of 

eco-cultural tourism instead of eco-tourism. Eco-cultural tourism is thought to be 

a pioneer in promoting economic sustainability for local communities as well as 

the protection of natural habitats (Cajee, 2014; Borah, 2015; Kamarudin et al, 

2015; Quintana, 2020).  

Eco-cultural tourism is a concept that combines both ecological and cultural 

aspects of a landscape to create a tourist paradise (Cajee, 2014). It is based on the 

principle of cooperation between stakeholders as a way of developing, especially 

in communities with marginal cultural or ecological resources. In this type of 

tourism, local communities are expected to protect their environmental and 
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cultural heritage while at the same time making maximum benefits from the 

tourism potential of their regions. The success of eco-cultural tourism is local 

control. In eco-cultural tourism, it is important that local communities protect their 

resources for tourism by themselves rather than large companies and improve the 

quality of life with economic and social benefits (Wallace and Russell, 2004; 

Pociovalisteanu and Niculescu, 2010; Quintana, 2020). The research conducted 

by Gang (2011) found that eco-cultural tourism promotes the development of 

agriculture, livestock, traditional crafts and other industries, and increases 

ownership and local cooperation. 

The first step to developing eco-cultural tourism in a region is considered to 

be the determination of the potential of eco-cultural tourism. The second step is to 

take into account in the realization of eco-cultural tourism and to identify the main 

elements and obstacles that should be included (Mohamed, 2014). In both of these 

steps, cooperation with stakeholders is very important. Because eco-cultural 

tourism development in a region is a complex operational process involving many 

stakeholders (Gang, 2011). In this process, representatives of NGOs, educational 

institutions and the private sector, especially local governments, are important 

actors (Danube and Erdogan, 2013).     

MATERIALS AND METHODS  

This study focuses on the introduction of stakeholder approaches to bringing 

ecological resources to tourism in destinations that stand out with cultural tourism. 

Within the scope of the research, the opinions and assessments of local tourism 

stakeholders in Safranbolu, a UNESCO world heritage site and a known 

destination for cultural tourism, are examined. It is envisaged to identify eco-

cultural resources for the development of eco-cultural tourism in Safranbolu and 

to uncover strengths and weaknesses and opportunities and threats within the 

scope of SWOT Analysis.  

In the study where qualitative research method was applied, it was obtained 

from content analysis within the scope of the in-depth interview method in 

obtaining the data. It is stated that the content analysis process should cover the 

phases of determining research questions/questions, sampling, determining 

analysis units, determining the categories to be used, coding and determining 

validity and reliability (Harris, 2001). In this context, research questions are 

envisaged as follows:  

What is the potential for the development of eco-cultural tourism in 

Safranbolu? 

How can eco-cultural tourism development be achieved in Safranbolu? 

In the study, a total of 29 destination stakeholders were accepted as examples, 

including local administrator (2 people), provincial administrator (2 people), NGO 

representative (5 people), former politician (3 people), faculty member (7 people), 

investigative writer (2 persons) and tourism business manager (8 people) who are 

thought to represent Safranbolu destination in the best way. A total of 580 minutes 
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of interviews were held with these stakeholders, including 12 questions. For 

qualitative research, it is predicted that focus groups should usually cover 6-12 

people (Johnson and Christensen, 2004) and interviews can be made with 

homogeneous sampling in depth with 12-20 questions (Kuzel, 1992).  However, 

the proficiency of 100-200 minutes of interview time is noted in the in-depth 

interview method (Morse,1994). 

In the research, data obtained from interviews were accepted as analysis units 

and "cultural tourism" and "ecotourism" were accepted as theme codes. Within 

the scope of the analysis of the research data, 322 statements containing at least 

one of these theme codes were obtained. These phrases are encoded in 4 different 

categories: "strengths", "weaknesses", "opportunities" and "threats". Cohen's 

Kappa analysis was used in the context of determining the validity and reliability 

of coding. Kappa score was found to be significant at 0.88 and p<0.001 in kappa 

analysis performed as a result of two academic evaluations. Kappa's analysis of 

0.81-1.00 expresses considerable reliability (Landis and Koch, 1977). 

RESULTS  

The findings of the content analysis of the data obtained from the participants 

by interview are shaped as follows: 

Strengths for eco-cultural tourism development for Safranbolu destination 

have been determined as "Being a world heritage city, the presence of villages 

with touristic charms around the city, its location within the Black Sea tour route, 

old handcrafted products native to Safranbolu, local food, Yenice forests, Eflani 

ponds, Ovacik Karakoyunlu King's Tombs, Hadrianapolis Ancient City, 

Safranbolu canyons, Hacilarobasi Sallar Neighborhood, Pinarbasi Valla 

Canyon, existence of Safran plant and 19 endemic floristic taxa".  

Weaknesses in Safranbolu's eco-cultural tourism are listed as "the problem 

of location of zoning and tourism enterprises, the inability to adequately promote 

eco-tourism values in the district, the lack of cooperation between public 

institutions, private enterprises and non-governmental institutions, lack of 

cooperation between public institutions, private enterprises and non-

governmental institutions, lack of units that can respond to personal needs such 

as toilets in eco-tourism areas, inadequate regional souvenirs, inadequate use of 

local cuisine".  

Opportunities for the eco-cultural tourism development of Safranbolu have 

been defined as "increased interest in nature tourism, interest of relevant 

institutions and organizations at home and abroad to Safranbolu, the presence of 

Karabük University, Safranbolu's participation in the third region in the incentive 

application, Safranbolu and surrounding provinces, improving the quality of road 

connection routes, promoting the production of local handicraft products, 

souvenirs, ornaments with courses offered within the scope of SAKEM".  

Threats to eco-cultural tourism development in Safranbolu have been found 

to be "the pollution caused by the increase in industrialization, the crowding of 
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the district due to the increase in internal migration, the fact that the district is 

located in the 1st degree earthquake zone, the stones falling during the navigation 

in the canyons, HES projects on Vehicle Tea, the proliferation of nearby 

destinations offering products of a similar nature to Safranbolu, the presentation 

of local and non-original foreign souvenirs to visitors". 

Within the framework of the above stakeholder opinions, swot analysis 

results for Eco-Cultural Tourism in Safranbolu were created as shown in Table 2. 

Table 2. SWOT Analysis for Eco-Cultural Tourism in Safranbolu 

Strengths Weaknesses 

• Being a World Heritage city,  

• The presence of villages with 

touristic charm around the city,  

• Its location within the Black Sea 

tour route,  

• Old handcrafted products and 

local foods native to Safranbolu,  

• Yenice forests,  

• Eflani ponds,  

• Ovacik Karakoyunlu King's 

Tombs,  

• The ancient city of Hadrianapolis,  

• Safranbolu canyons,  

• Hacilarobasi Sallar 

Neighborhood,  

• Pinarbasi Valla Canyon,  

• Saffron plant 

• Existence of 19 endemic floristic 

taxa   

• Location problem for tourism 

enterprises in zoning, 

• Failure to adequately promote 

eco-tourism values in the district,  

• Inadequate sample projects and 

locomotive entrepreneurs for 

ecotourism,  

• Lack of cooperation between 

public institutions, private 

enterprises and non-governmental 

institutions,  

• Lack of landscape management,  

• Lack of units that can respond to 

personal needs such as toilets in 

ecotourism areas,  

• Not being able to offer enough 

local souvenirs,  

• Insufficient use of local cuisine  

 

Opportunities Threats 

• Increase in interest in nature 

tourism, 

• Interest of relevant institutions 

and organizations in Turkey and 

abroad to Safranbolu, 

•  The existence of Karabuk 

University, 

•  Safranbolu's participation in the 

third region in the incentive 

application,  

• Improving the quality of road 

connection of Safranbolu and 

surrounding provinces,  

• Promoting the production of local 

• Pollution caused by the increase 

in industrialization, 

• The crowding of the district due 

to the increase in internal 

migration,  

• The district is located in the 1st 

degree earthquake zone, 

• Stones falling during a stroll 

through the canyons, 

• HES projects on Vehicle Tea, 

• The proliferation of nearby 

destinations offering products of a 

similar nature to Safranbolu, 

• Presentation of local and non-
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handicraft products, souvenirs 

and ornaments through the 

courses offered within the scope 

of SAKEM. 

original foreign products to 

visitors.  

 

DISCUSSION AND CONCLUSIONS  

Sustainability of cultural and natural resources, as well as its natural 

protection. This strategy is a tool for the economic strengthening and development 

of the local community. In this sense, scientific research on the planning and 

development of eco-cultural areas can be seen as important outcomes.  

In this study, a SWOT analysis of Safranbolu's eco-cultural tourism potential 

was carried out by considering the development of eco-cultural tourism 

(combining ecological and cultural resources of a landscape into a center of 

attraction for tourists) from the perspective of destination stakeholders in the 

context of bringing ecological resources to tourism in Safranbolu, which stands 

out with its urban architecture and is a UNESCO world heritage site. With this 

analysis, it is expected to raise awareness about eco-cultural tourism in the district.  

Safranbolu is an important cultural tourism center filled with unspoiled 

historical texture and the most beautiful examples of Turkish houses. Safranbolu, 

which was included in the List of World Heritage cities in 1994 and reflects 

traditional urban culture, is a district with the potential for ecotourism and rural 

tourism development. The inclusion of the "Western Black Sea Ecotourism 

Corridor" in the Turkish Tourism Strategy Conceptual Action Plan is the most 

concrete indication of this. In this context, awareness studies are needed to 

promote responsible tourism with an ethical approach and to bring ecological 

resources to tourism. In particular, trainings and promoting sustainability 

awareness in tourism, planned efforts to cooperate among stakeholders and 

promotional efforts to inform potential visitors about Safranbolu's ecological 

tourism resources can contribute to the development of eco-cultural tourism in the 

region. 
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INTRODUCTION  

The history of the holiday movements is as old as the history of mankind. 

Historically, it is known that ancient people travelled due to climatic reasons, 

accommodation and searching for food. In the Medieval period the travels were 

due to religious reasons. The bases of modern holiday movements were laid with 

the Industrial Revaluation. Technological developments in this era influenced 

both economic and social structure. The income of people and population increase 

enhanced the travels for holiday. 

The increase in holiday movements led to the sector that we call tourism 

today. Along with the development of the tourism sector, the holiday destination 

chooses and the reasons that affect individuals determine the holiday destinations 

became important issues. Even though the behaviours of holidaymakers are very 

complex, they are affected by many measurable and imponderable variants. To 

determine holiday destinations, individuals are affected by not only personal and 

social factors such as gender, age, income level, family, environment, referent 

groups, role, statue but also the psychological and behavioural factors that form 

the behaviours of the individuals.  

In this sense, this study aims to determine the factors that affect the choice of 

the holiday destinations and to search whether these factors can be evaluated or 

not in terms of demographical peculiarities and the peculiarities of the holiday 

itself. For this purpose, a study conducted on the workers in the field of iron and 

steel industry. The study includes three sections. In the first section, the factors 

that affect consumers’ choice, the processes of decision making about holiday 

destinations and the types of buying holidays are investigated following the 

description of consumer and behaviours of consumer. In the second section, the 

notion of holiday, types of holiday and the peculiarities of it, in the sense of socio-

cultural, environmental and economical aspects, are tackled. In the third section, 

a field study was carried on in iron and steel sector. 

FACTORS AFFECTING DECISIONS ON HOLIDAY DESTINATION  

 People’s reasons for travelling and factors affecting decisions on holiday 

destinations are searched under the term travel motivation. These studies suggest 
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that the destinations are chosen because of certain needs, desires and aims and the 

reasons of these choices are various. (Ayaz and Demirkol, 2016; Pektaş, 2017:35). 

In other words, the attractiveness of the resorts is not the only criterion while 

deciding about the holiday destinations but many various factors affect these 

decisions away from their attractiveness. Thus, tourists’ expectations, behaviours, 

needs and desires are crucial criteria while choosing resorts (Avcıkurt, 2003:23). 

It is also known that tourists behave in a certain way of taking part in tourism 

activity (Baloğlu and Uysal, 1996:33; Kozak, 2002:222; Ayaz and Sorgun, 2020). 

Herein, repellent and charming factors motivating people to buy holiday 

behaviour come into prominence in the tourism studies (Yoon and Uysal, 

2005:46).  Besides, we can correlate this case with the notions “aptitude” and 

“expectation” which have very important parts in the tourism service. Aptitude 

can be defined as feelings, manners or thoughts which haven’t come true yet but 

can be. And the expectation is a desire, which can be observed differently in 

different societies, which is dynamic and which is hoped to come true (Toksöz 

and Aras, 2016:179). 

It is known that there are many factors affecting the choice of holiday 

destinations. It can be said that in these factors, exterior motivational factors 

(attracting travel motivation) play an important role as well as the individual’s 

interior motivational factors (repellent travel motivation) (Dalgıç and Birdir, 

2015:4).  While repellent travel motivations are the factors that are the results of 

individuals’’ interior stimulation, charming travel motivations are the ones that 

are related about the attractiveness and peculiarities of resorts (Kim and others, 

2003:170). In a general sense, it is suggested that people travel as a result of their 

interior stimulation and they choose the resort because of its peculiarities and 

attractiveness (Dalgıç and Birdir, 2015:4). 

Crompton (1979) divides the factors while deciding on a resort, into two as 

the socio-psychological motives and cultural motives. Socio-cultural motives are 

specified as escaping from the daily environment, exploring and evaluating 

oneself, relief, prestige, regression, developing a close friendship and easy social 

interaction. Cultural motives, on the other hand, are specified as novelty and 

education (Pektaş, 2017:35). In addition to these, deciding on a resort, 

demographical peculiarities of the tourists are also important factors (Beerli and 

Martin, 2004, 624) 

Goodall (1991) drove attention to financial status. According to Nicolau 

(2011) price is the cornerstone of taking a decision about the holiday destinations 

since cruise, airline and accommodation companies are gradually accepting low 

cost in their operations. In his study, Nicolau (2011) presents that culture focused 

tourists are less sensitive to the low cost than other types of tourists. Thus, he 

suggests that the negative effect of increasing price decreases, which is the result 

of the increase in a culture focused tourism. Lu and others (2016) conclude in their 

study that while people with having moment-oriented perspective accept travel as 
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a means of sensation seeking, future-oriented people see travel as an instrument 

for realizing themselves and a path to reach information. (Arslan et al., 2018:30) 

The study of Lehto et al. (2004) investigated the effect of the tourists’’ 

previous experiences on their holiday behaviours. The results demonstrate that 

previous experience has a strict influence on economic factors and operational 

factors (culture and heritage, natural appearance, entertainment, shopping and 

foods, open-air activities, sport and dance, planed tour organizations). Memiş, 

2016:214). Local cuisine is also an indispensable part of the tourists experience 

because of its contribution to destination identity (Jalis et al. 2014:102).   

As mentioned above, tourism purposes, tourism potential, competitiveness, 

common shareable vision, marketing strategies, marketing mix, imaging, 

positioning, advertising activities, creating a brand, forming administration body 

and marketing destination are the main factors that determine the holiday 

destinations (Ersun and Arslan, 2011: 234-241). 

METHOD 

In this study, the quantitative method is preferred, and the questionnaire 

technique is used as a means of data gathering method. The questionnaire was 

designed in two sections.  The first section covers the demographics information 

about the respondents. In the second section, the scale used by Marcevova (2011) 

in his study is preferred to prepare the survey questions in order to determine the 

holiday perception. 

Population and Sample 

The workers of Kardemir A.Ş, a firm in the field of iron and steel, constitute 

the population of the survey. The reason why this firm is preferred is that the 

working conditions in these fields are hard and, thus the workers need to have a 

holiday more than the workers in other fields. Convenience sample method of 

non-random sample is preferred in the study. In May-June, 2018, it was 

determined that there were 831 white-collar workers and 3227 blue collar-worker 

and 4058 workers in total. The needed sample number is 351 where in the 

population of 4058 people a=0.05 significance and ±%5 error margin (Baş, 

2010:41). However, in the study, the number of surveyed workers is 455.  

The Model and the hypothesis of the Study 

In the study, holiday motivation and factors affecting decisions on holiday 

destinations are analyzed in the form of demographic and resort variables. 
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Figure 1: The Model of Study 

In this respect, the developed hypotheses fit for the aim of the study are as 

follows; 

H1: The factors affecting the holiday destinations of the iron and steel 

workers vary on the basis of their jobs. 

H2: The factors affecting the holiday destinations of the iron and steel 

workers vary on the basis of their frequency of having holiday. 

H3: The factors affecting the holiday destinations of the iron and steel 

workers vary on the basis of their holiday accompanist. 

H4:The factors affecting the holiday destinations of the iron and steel workers 

vary on the basis of their holiday opinion. 

RESULTS 

This section covers the results of the study. 

Results about the demographic Peculiarities of the Respondents 

The results about the workers in the field of iron and steel and who took part 

in the study were analysed in terms of their gender, marital status, age, educational 

background and their duties. 

 Table 1: The Results About the Workers 

Variants  
Frequency % 

Gender 

Female  49 10.8 

Male 406 89.2 

Marital Status Frequency % 

Married 338 74.3 

Single 117 25.7 

Age Frequency % 

30 years old and younger 83 18.2 

31-35 years old 104 22.9 

36-40 years old 70 15.4 

41 and older 198 43.5 

Variables About Holiday 

destinations 

● Jobs 

● Frequency of having a 

holiday 

● Holiday accompanist                              

● Holiday idea 

 

 

Factors Affecting Decisions 

About Holiday Destinations 

• Entertainment facilities 

• local values 

• economic elements 
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Educational Background Frequency % 

Primary School 15 3.3 

High School 226 49.7 

University 185 40.7 

Postgraduate 29 6.4 

Duty Frequency % 

White Collar worker 216 47.5 

Blue Collar Worker 239 52.5 

Total 455 100 
 

According to table 1; 216 White collar persons (% 47.5) and 239 Blue collar 

persons took place in the study. 49 (%10.8) of these persons are women and 406 

(% 89.2) of these persons are men. Since the sector is in the heavy line of business, 

it makes clear why the number of women is so few. 338 (%74.3) of the 

respondents said they are married while 117 (%25.7) of the respondents said they 

are single. 83 (18.2) of the respondents are 30 years and younger, 104 (%22.9) of 

the respondents are between 31 and 35, 70 (15.4) of the respondents are between 

36 and 40, and 198 (% 43.5) of the respondents are 41 years old and older. When 

it comes to educational background 226 (49.7) of the respondents are high school 

graduate, and 185 (% 40.7) of the respondents are university graduate. 

Results about Variants of Holiday Destinations 

The variables of the workers (participants) who work in an iron and steel field 

were analysed. For the White and Blue collar workers, the frequency of having a 

holiday, holiday accompanists, choice of resorts, the father of the holiday opinion 

and the type of the holiday they had were shown in table 2. 

Table 2: Results about Variants of Holiday Destinations 

Variants     

Frequency % 
The frequency of having a holiday 

Once 364 80.0 

Twice 49 10.8 

Three times 19 4.2 

Four times and more  23 5.1 

Holiday accompanists Frequency % 

Family members 375 82.4 

Friends 47 10.3 

Alone 33 7.3 

The chosen holiday resort Frequency % 

Domestic 430 94.5 

Abroad 25 5.5 

The Holiday Opinion Frequency % 
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Mine 199 43.7 

My family’s 216 47.5 

My friends’ 28 6.2 

Other 12 2.6 

Type of Holiday Frequency % 

Package tour 58 12.7 

Independent tour 397 87.3 

Total 455 100 

According to Table 2, it can clearly be seen that the number of the 

respondents having a holiday once a year is greater. It is 80 % of the respondents. 

375 (82.4) of the respondents declared that they had a holiday with their families 

whereas 47 (10. 3) of the respondents said they have a holiday with friends and 

33 (% 7.3) of the respondents alone. 430 (%94.5) of the respondents said they had 

a domestic holiday while 25 (% 5. 5) of the respondents had a holiday abroad. The 

number of respondents who said they were the father of the holiday opinion is 199 

(%43.7) while 216 (%47.59 of the respondents said their family put forward the 

holiday opinion first. A great number of respondents said they had an independent 

tour and their number is 397 (%87.3) whereas the one who chose the package tour 

is 58 (12. 7). 

Exploratory Factor Analysis 

Table 3: Validity and Reliability Analysis of Selection of a Holiday Resort 

Statements 

E
n

te
rt

a
in

m
en

t 

L
o

ca
l 

v
a

lu
es

 

E
co

n
o

m
ic

 f
a

ct
o

rs
 

C
ro

n
b

a
ch

’
s 

A
lp

h
a

 

F
a

ci
li

ti
es

 

 

Fame of the resort 0,823   

0.799 

Night life and entertainment 0,746   

Sport complex 0,701   

The popularity of the resort among the 

youth 
0,621   

Adventurous activities 0,601   

Opportunity of shopping 0,494   

Authenticity/ Originality  0,757  

0.800 

Local foods and drinks  0,756  

Cultural heritage of the resort  0,691  

Friendly local people  0,668  

Beautiful nature  0,663  
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Price   0,745 

0.612 Climate   0,708 

Distance   0,705 

Eigenvalues 4,571 1,822 1,472 

0.833 

The percentage of Variance explanatory 

ratio 
32,651 

13,012 10,516 

Total percentage of Variance 

explanatory  
56,179 

Kaiser-Meyer-Olkin (KMO)=0,808 Bartlett testi:χ2 = 2148,293; p=0,000 
 

Of the scale of the factors affecting the choice of the holiday resort, KMO 

value is 0,833 and the value of significance of Barter scale is p˂0, 000, so the scale 

is suitable for the factor analysis. As a result of factor analysis total variance 

explanatory rate is % 56, 17 and 3 sub-dimensions are achieved. Cronbach’s 

Alpha total value is determined as 0,833 as a result of the reliability analysis. Thus, 

it can be expressed that the scale of factors affecting the choice of a holiday resort 

is valid and reliable. Besides, the explanatory factor which is %32.65 of the total 

variance was named as “Entertainment Facilities”, %13.01 of it was called “Local 

values” and % 10, 51 of it was called as “Economic Factors”. 

The average and standard deviation of the factors affecting the choice of 

holiday destination are given in table 4. 

Table 4: The Averages related to the factors affecting the choice of holiday 

destination. 

The factors affecting the choice of holiday 

destination 
 ss 

Economic factors 3.55 0.811 

Local Values 3.49 0.805 

Entertainment Facilities 2.80 0.826 
 

When table 4 is studied, it is clear that relaxation is a core holiday motivation 

for the respondents. It is observed that the respondents pay great significance to 

the economic factors and local factors while selecting a holiday destination. 

The Distribution of the Factors Affecting the Selection of Holiday 

Destination  

In this section, the factors affecting the selection of holiday destination were 

analysed. Thus, an Unpaired t-test to determine whether there was significant 

difference between the two variants and One-way of Anova test to determine if 

there was significant difference among more than two variants were carried out.  

Table 8 shows the results of the Unpaired t-test conducted to determine 

whether there was a significant difference between the factors affecting the 
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holiday destination choice and their posts in the firm. 

According to table 8 There was a significant difference (p=0,002, p˂0,05) in 

the thoughts of respondents about the “Entertainment facilities “which is among 

the factors affecting the decisions about the holiday destination.  The Blue-Collar 

workers were more susceptible than the White-Collar workers to the holiday 

destinations that are well known and famous among the youth and also, they pay 

attention to the nightlife, entertainment facilities and sports complex to perform 

adventurous sports. It was observed that there was no significant difference in the 

thoughts of the respondents about “Local Values” (p=0, 0088, p˃0, 05), which is 

among the factors affecting the decisions about holiday destinations. It can be said 

that both White- and Blue-Collar workers sought holiday destinations that were 

authentic and beautiful and paid attention to their foods and drinks, their local 

cultural heritage, and friendly local people. 

Table 8: The Correlation Between the Factors Affecting Decisions About 

Holiday Destinations and Their Post in the Firm 

There was a significant difference in the thoughts of the blue-Collar workers 

and the White-collar workers about “Economic Factors” which is among the 

factors affecting the decisions about the holiday destinations. Thus, the hypothesis 

“H1: The factors affecting the holiday destinations of the iron and steel workers 

vary on the basis of their jobs” was partially accepted. 

 

 

Variants Post  n X  𝝈 t p 

Entertainment 

Facilities     

a. White Collar 

workers 
216 2.67 0.82 

-3.152 0.002* b. Blue Collar 

workers 
239 2.91 0.81 

Total 455   

Local Values 

a. White Collar 

workers 
216 3.42 0.80 

-1.707 0.088 b. Blue Collar 

workers 
239 3.55 0.80 

Total 455   

Economic 

Factors 

a. White Collar 

workers 
216 3.66 0.78 

2.839 0.005* b. Blue Collar 

workers 
239 3.45 0.82 

Total 455   
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The Distribution of The Factors Affecting the Decisions About Holiday 

Destinations According to The Holiday Types. 

In this section of the study, the comparison between the factors affecting the 

decisions about holiday destinations and holiday types. Thus, an Unpaired t-test 

to determine whether there was a significant difference between the two variants 

and One-way Anova test to determine if there was significant difference among 

more than two variants were carried out. The results of One-way Anova test which 

was carried out to determine whether there was a significant difference between 

the factors affecting the choice of holiday destination and frequency of their 

having holiday was analysed in Table 9. 

It was determined that there was a difference in the thoughts of respondents 

about the “Entertainment Facilities”, which is among the factors affecting the 

decisions about the holiday destination. (p=0,013, p˂0, 05). Thus, it can be said 

that the respondents having a holiday twice in a year were more susceptible than 

the ones having a holiday once in a year to the holiday destinations that are well 

known and famous among the youth and also, they pay attention to the nightlife, 

entertainment facilities and sports complex to perform adventurous sports. 

Table 9: The Comparison Between the Factors Affecting The Decisions About 

Holiday Destinations and Frequency of Their Having Holiday. 

Variants 
Frequency of 

having a holiday 
n X  𝝈 F p Turkey 

Entertainment 

Facilities 

a. Once 364 2.73 0.79 

3.616 0.013* b-a 

b. Twice 49 3.09 0.82 

c. Three times 19 2.88 1.01 

d. Four times and 

more 
23 3.05 1.02 

Total 455 2.79 0.82 

Local Values 

a. Once 364 3.47 0.77 

0.497 0.685 - 

b. Twice 49 3.55 0.80 

c. Three times 19 3.67 0.96 

d. Four times and 

more 
23 3.53 1.07 

Total 455 3.49 0.80 

Economic 

Factors 

a. Once 364 3.57 0.78 

1.639 0.180 - 

b. Twice 49 3.64 0.80 

c. Three times 19 3.33 0.84 

d. Four times and 

more 
23 3.27 1.09 

Total 455 3.55 0.81 

*p<0,05 
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It was observed that there was no significant difference in the thoughts of the 

respondents about “Local Values” (p=0, 0088, p˃0, 05), which is among the 

factors affecting the decisions about holiday destinations. It can be said that there 

were similarities in the thoughts about seeking for holiday destinations which 

were authentic and beautiful and paid attention to their foods and drinks, their 

local cultural heritage, and friendly local people. The thoughts of respondents 

about “Economic Factors”, which among the factors affecting the decisions about 

the holiday destination, were equal level (p=0, 0180, p˃0, 05). In other words, no 

matter how much frequently the respondents went on holiday, they paid attention 

to the climate, price and distance of the holiday resorts. In this respect, the 

hypothesis “H2: The factors affecting the holiday destinations of the iron and steel 

workers vary on the basis of their frequency of having holiday” was partially 

accepted. 

The results of One-Way Anova test which was carried out to determine 

whether there was a significant difference in the thoughts of the respondents about 

the factors affecting the choice of holiday destination in respect of their holiday 

accompanist was shown in table 10.  

Table 10: The Comparison Between the Factors Affecting the Decisions About 

Holiday Destinations Variants Holiday accompanist  

Variants 
Holiday 

accompanist 
n X  𝝈 F p Turkey 

Entertainment 

Facilities 

a. With family 375 2.72 0.81 

10.560 0.000* c-a 
b. With friends 47 3.00 0.76 

c. Alone 33 3.34 0.81 

Total 455 2.79 0.82 

Local Values 

a. With family 375 3.47 0.81 

0.574 0.564 - 
b. With friends 47 3.56 0.71 

c. Alone 33 3.60 0.86 

Total 455 3.49 0.80 

Economic 

Factors 

a. With family 375 3.54 0.81 

0.503 0.605 - 
b. With friends 47 3.65 0.72 

c. Alone 33 3.49 0.85 

Total 455 3.55 0.81 

*p<0,05 

It was determined that there was a difference in the thoughts of respondents 

about the “Entertainment Facilities”, which is among the factors affecting the 

decisions about the holiday destination, in terms of their holiday accompanist. 

(p=0,000, p˂0, 05). Thus, it can be said that the respondents having a holiday 

alone were more susceptible than the ones having a holiday with their families to 

the holiday destinations that are well known and famous among the youth and also 
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they pay attention to the nightlife, entertainment facilities and sports complex to 

perform adventurous sports. In other words, it can be expressed that the thoughts 

of respondents about the beauty and authenticity of the holiday destination, its 

cultural heritage, the potentiality of its foods and drinks and its friendly local 

people were at the same level. The thoughts of respondents about “Economic 

Factors”, which is among the factors affecting the decisions about the holiday 

destination were equal level for their holiday accompanist. (p=0, 0165, p˃0, 05). 

In other words, whether the respondents went on holiday alone or with an 

accompanist, they paid attention to the climate, price and distance of the holiday 

resorts. In this respect, the hypothesis “H3: The factors affecting the holiday 

destinations of the iron and steel workers vary on the basis of their holiday 

accompanist” was partially accepted.  

The results of One-Way Anova test which was carried out to determine 

whether there was a significant difference in the thoughts of the white- and blue-

collar respondents about the factors affecting the choice of holiday destination in 

respect of the being the father of the holiday opinion was shown in table 11.  

Table 11: The Comparison Between the Factors Affecting the Decisions About 

Holiday Destinations and The Idea About the Holiday 

Variants 
The Idea of 

Holiday 
n X  𝝈 F p Turkey 

Entertainment 

Facilities 

a. Mine 199 2.83 0.80 

0.815 0.486 - 

b. My family’s 216 2.73 0.82 

c. My friends’ 28 2.94 0.93 

d. Other 12 2.86 0.96 

Total 455 2.79 0.82 

Local Values 

a. Mine 199 3.61 0.73 

3.691 0.012* a-c 

b. My family’s 216 3.42 0.81 

c. My friends’ 28 3.17 0.84 

d. Other 12 3.45 1.28 

Total 455 3.49 0.80 

Economic 

Factors 

a. Mine 199 3.52 0.81 

0.247 0.864 - 

b. My family’s 216 3.57 0.81 

c. My friends’ 28 3.51 0.81 

d. Other 12 3.66 0.87 

Total 455 3.55 0.81 

*p<0,05 

In terms of the people who put forward the idea of the holiday had the 

thoughts at the same level for “Entertainment Facilities.” (p=0,484, p˃0, 05). It 

can be said that the respondents of all groups paid attention to the holiday 



427 

 
 

destinations that are well known and famous among the youth and also, they pay 

attention to the nightlife, entertainment facilities and sports complex in order to 

perform adventurous sports. there was a significant difference in the thoughts of 

the ones who put forward the idea of holiday about the “Local Values”, which is 

among the factors affecting the decisions about the holiday destination (p=0,012, 

p˂0,05). it can be expressed that the ones who said the thought of holiday was 

mine were more susceptible to the beauty and authenticity of the holiday 

destination, its cultural heritage, the potentiality of its foods and drinks and its 

friendly local people than the ones who said the thought holiday was my friends’’. 

There was no significant difference in the thoughts of respondents who put 

forward the idea of holiday about “Economic Factors”, which is among the factors 

affecting the decisions about the holiday destination were equal level for their 

holiday accompanist. (p=0,864, p˃0,05). In other words, the thoughts about the 

climate, price and distance of the holiday destination were the same. In this 

respect, the hypothesis “H4: The factors affecting the holiday destinations of the 

iron and steel workers vary on the basis of their holiday opinion” was partially 

accepted. 

CONCLUSION AND RECOMMENDATIONS 

At the present time, millions of people have started going on vacation to other 

places out of their hometowns to travel, to have a rest and provide new 

relationships. Besides, the reasons for going on holiday have varieties. In this 

survey, to specify the effecting factors of choosing vacation places of people 

working in In the iron and steel industry and to analyze these factors in terms of 

demographic and vacation-aimed varieties has been aimed. Survey results showed 

that workers consider economic factors and local values while choosing holiday 

resorts. They also consider entertainment opportunities while choosing holiday 

resorts.  

It is also thought that they can consider entertainment opportunities as well 

while choosing holiday resorts.  In the survey, the comparison of the effecting 

factors of holiday resort choices was made according to demographic features. 

Accordingly, it can be said male care about famous holiday resorts and popularity 

among teens, night life and recreational possibilities, good for adventure sports or 

not and having a gym or not more than women. No differences were found out 

related to entertainment opportunities in terms of the ages of the participants. In 

addition to this, men care about more beautiful, authentic and unspoiled places, 

local food and drinks, cultural heritage, friendly local people more than women.  

In the survey, about entertainment opportunities which are affecting factors 

in vacation choices, it can be said that high-school graduates and blue-collar 

employees consider the fame of holiday destinations, popularity with young 

people, nightlife and entertainment opportunities, suitable for adventure sports 

and sports facilities or not more than university graduates and white-collar 

employees. Regarding local values, it was found out that both educated and blue- 
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and white-collar persons consider the beauty of holiday destinations, being 

authentic and unspoiled destinations, local food and drinks, cultural heritage and 

friendly local people. However, it can be said that primary school graduates and 

blue-collar employees less consider climate, price and distance of the destination 

comparing to persons in other groups and white-collar employees. 

In the survey, the comparison of the effecting factors of holiday resort 

choices was made in terms of vacation types. Accordingly, it can be said that 

workers in the iron and steel industry going on vacation twice a year or going on 

vacation with their families care famous holiday destinations and their popularity 

among teens, nightlife and entertainment opportunities, suitable for adventure 

sports and having gym or not more than workers in the iron and steel industry 

going on vacation once a year or going on vacation alone. The relationship 

between the frequency of vacation and social interaction factors was found out Bir 

(1999). As the frequency of going on vacation increases, the desire for social 

interaction is also increasing. Ilban et al. (2011) found out that as the frequency of 

going on vacation decreases, they pay more attention to social factors. However, 

about local values and economic factors, no significant difference was found 

between the frequency of going on vacation and according to the person going on 

vacation with among the workers in iron steel industry.  

In the survey, people going on holiday according to their holiday wishes 

consider the fame of holiday destinations and their popularity among teens, 

nightlife and entertainment opportunities, suitable for adventure sports and having 

gym or not. It can be said that both people going on holiday in intranational and 

abroad and people going on holiday independently or with package tour have 

opinion at the same level about the beauty of holiday destinations, authentic and 

unspoiled places, local food and drinks opportunities, cultural heritage, friendly 

local people. Besides, according to holiday wishes, it can be said that the climate 

of holiday destinations, price and distance, economic factors are considered at the 

same level.  

It is thought that both this survey conducted in the iron and steel industry in 

heavy industry and the following suggestions will contribute to the literature and 

it will be an important information source in this study. Within this scope, to be 

able to go on holiday of the workers in iron steel industry more, enterprises in 

holiday destinations should present suitable services according to their 

economical situations. Tourism establishments should create holiday packages for 

the workers in heavy industry. They should differentiate products and services 

according to demographic features of target group. Besides, to be able to 

contribute of the workers in heavy industry, the government should develop 

different encouragements and apply them about holidays. Finally, the following 

studies which will be made should contain bigger population and the other heavy 

industry workers should be in the study so that it will be more beneficial. 

Considering the fact that workers choose holiday destinations considering 
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economical factors and local values more, tourism establishments should create 

more suitable and economical holiday opportunities and they should develop 

services in destinations in terms of local values. 
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1. INTRODUCTION 
 

One of the concerns about energy, especially for low-income countries, is 

that prices are high and unstable. The trend in prices varies according to several 

factors. In some countries, production prices have doubled in the last decade. This 

is related to the increase in material, device and service prices. These prices 

directly affect the price of oil and exploration. As the reserves, which are easy to 

reach, decrease, the production price continues to rise. Difficult resources are a 

more complex procedure. Sometimes the discovery, extraction and supply of 

hydrocarbon reserves to the markets may necessitate a new infrastructure. 

However, despite all these efforts, the value of the resources to be extracted may 

be less than the investment made. 

The concept of energy security is interpreted differently in terms of energy 

exporting and importing countries: Accordingly, the important factor for energy-

rich countries is demand diversity. However, the point that energy importing 

countries emphasize is the diversity of supply of energy resources. In other words, 

energy security means controlling energy resources, obtaining low-cost resources, 

providing diversity in energy resources, and buying and selling resources in a 

sustainable and safe way (Karagöl & Kaya, 2014: 14). Although the energy 

security problem of most industrial countries is dependent on outdated 

infrastructure and imports, the high energy density of the developing economies 

implies more problems such as rapidly increasing demand. The reliability of the 

electrical system is the focus of both industrialized and developing countries 

(Cherp, 2012: 339). 

With the end of the Cold War period, the concept of security became more 

widely used. Energy security, which is one of the derivatives of security and has 

a very important place in international relations, was included to the literature after 

the oil crisis. Energy security includes important points such as sustainability of 

energy and realization of energy supply continuously and uninterruptedly. In 
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addition, the transportation issue of energy resources is one of the most important 

points for the uninterrupted and smooth transfer of energy. 

The Eastern Mediterranean region, which is the intersection point of Africa, 

Asia and European continent, has included important migration and trade routes 

since the first ages. Due to its location, the Mediterranean Sea has an important 

place in world maritime trade. 1/3 of the world maritime trade (Yaycı, 2012: 7). 

It takes place over the Mediterranean Sea. However, the Mediterranean Sea 

constitutes only 1% of the World’s seas. 

Eastern Mediterranean has become an important energy corridor because of 

its geographical proximity to the Middle East and Caucasus, which has the world’s 

richest energy reserves after the Industrial Revolution. Proving the existance of 

hydrocarbons reserves which have been discussed in the offshore areas of the 

region for long time has giiven the region the potential to become an energy hub. 

Because of the qualifications that the region possesses, there are various 

opportunities as a result of the advantages that provides or will provide besides 

various diffuculties encountered in the extrection of the discovered reserves and 

the exportation to the global market. 

Seismic exploration of the Eastern Mediterranean seafloor in recent years has 

indicated that the hydrocarbon potential there is huge. Attentions now are focused 

on the Levant Basin, a bowl-like geological expanse that cups the maritime 

economic zones of Cyprus and Israel, Lebanon, Hamasruled Gaza, and war-

ravaged Syria. From 2010’s on, a significant amount of natural gas deposits have 

been discovered in the Eastern Mediterranean off the coast of Cyprus and Israel. 

It is thought that the natural gas extracted from this region can meet the 2 

countries' own energy demand and that it can be sent to Europe and East Asia and 

generate income for the countries of the region. However, the newly discovered 

hydrocarbon resources also present a serious of problems. The Levant basin has 

recently become the focus of both global and regional powers. The hydrocarbon 

resources in the Levant basin created a number of problems among countries, such 

as the Exclusive Economic Zone (EEZ) dispute. 

The recent discovery of hydrocarbon resources has led to the spread of this 

problem across the borders of the sea. Although no concrete result has been 

achieved, the parties still have not conducted exploration in the disputed region. 

Another dispute over maritime jurisdiction areas of conflict emerged between 

Turkey, Turkish Republic of Northern Cyprus (TRNC) and the Greek Cypriot 

Administration. Turkey and the TRNC declared that they signed a exploration and 

license agreement in the coast of Cyprus island. From Turkey’s perspective, this 

deal m aimed to prevent the The Greek Cypriot South’s unilateral efforts to exploit 

the resources in the region. 

The extraction and operation of energy resources discovered in the Eastern 

Mediterranean has many opportunities, both regional and global, as well as a 

number of problems and risks. Being particularly rich in hydrocarbon reserves, 
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the Eastern Mediterranean Region has captured the attention of hegemonic forces. 

The hegemon countries aim to govern the region in line with their own interests. 

Under today's dynamic conditions; the regional equation of the Eastern 

Mediterranean is being regenerated, the unstable characteristic of the region is 

becoming important in the energy context, and the regional and global actors are 

re-evaluating their positions in this process. 

Turkey has a convenient strategic location, which recently made progress 

towards becoming an energy center. An advancement in Turkey-Israel energy 

cooperation has the potential to spill over to bilateral political relations. So Turkey 

has the advantage of being the shortest and feasible route for Israeli resources 

towards Europe and the best option for Israel from a pure economic point of view. 

There are four main reasons why the Eastern Mediterranean is vital for 

Turkey. First of all, Turkey is a giant energy importer state and is dependent on 

other countries such as Russia and Iran in order to fulfill its energy needs. 

Ankara’s hydrocarbon imports reached to 45 billion USD in 2018, which is a 

serious pressure on the budget, as the Lira has weakened in comparison to last 

year. For this reason, it is crucial for Turkey to find its own natural resources in 

order to reduce dependency on foreign markets. With its huge proven reserves by 

other countries, the Eastern Mediterranean is a vital area for Turkey to explore oil 

and natural gas resources. Any discovery of these resources by Turkey will 

significantly contribute to Ankara’s future development plans. As the Turkish 

economy will continue to grow, the need for energy will also increase. Therefore, 

natural gas and oil resources in the Eastern Mediterranean are vital for Turkey’s 

growing population and energy demands.   

The second reason amounts to Turkey’s aspiration to become a major hub for 

energy transfer from the East to the West. It is Ankara’s aim to become the major 

actor for transporting energy resources from the Eastern Mediterranean to Europe. 

While such developments will increase Turkey’s geo-strategic importance, it will 

also contribute to the growth of the Turkish economy. Turkey is considering the 

Eastern Mediterranean not only in terms of hydrocarbon resources, but also as a 

strategic area, which can serve Ankara’s national security needs. 

Another reason why the Eastern Mediterranean is of significant importance 

to Turkey is related to its regional political rivals. Turkey’s policies in the Middle 

East have been facing confrontation from two significant actors in the region, 

namely Israel and Egypt. Both countries have been in competition with Turkey in 

various policy fields. The Eastern Mediterranean is among such venues where 

Turkey and its regional competitors have differing strategic calculations. Egypt 

and Israel, together with Greece and the Greek Administration of Southern 

Cyprus, have been trying to isolate Turkey from political and economic 

developments in the Eastern Mediterranean by forming alliances and establishing 

formal institutions. In response to these activities, Turkey has been defiantly 

continuing its efforts to take part in the Eastern Mediterranean power struggle. 
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While criticizing regional rivals diplomatically and emphasizing its determination 

to energy politics in the Eastern Mediterranean, Turkey is also engaging actively 

in exploration and military activities in the region. 

The hydrocarbon discoveries in the Levant Basin have revealed to the West 

a unique strategic opportunity to create a better and more secure future for the 

Eastern Mediterranean region. The continued discovery and monetization of this 

energy potential will create new opportunities for the region’s democracies to lift 

their economies and national fortunes and, in cooperation with one another, to 

increase their collective security.  

The strategic geopolitical importance of the Eastern Mediterranean is clearly 

illustrated by the fact that the European Union granted all of Cyprus (including 

the Turkish Cypriot territory not de facto controlled by Nicosia) membership 

without the divided island country fully meeting the bloc’s accession criteria 

requiring the resolution of all border disputes. Given the European Union’s heavy 

dependence on imports of foreign energy, the accession of Cyprus arguably allows 

the EU to assert legal control over a larger area of the energy-rich corner of the 

Mediterranean. Similarly from a geo-strategic perspective, neighboring Turkey 

considers Eastern Mediterranean energy resources as well as the country’s central 

position as a major littoral state to be key elements that will allow it to fulfill its 

plan to become a regional natural gas hub and transit corridor. 

Finally, the Eastern Mediterranean is a region vitally important for Turkey in 

terms of national security. It has been the scene of military activities of many 

countries in the past years, particularly military exercises led by Egypt supported 

by countries such as Greece, the Greek Administration of Southern Cyprus and 

Israel. On the other hand, it is observed that global political actors such as the 

U.S., France, Russia and China have increased their presence in the Eastern 

Mediterranean. Therefore, Turkey is not only considering the Eastern 

Mediterranean in terms of hydrocarbon resources, but as a strategic area, which 

can serve Ankara’s national security needs. Turkey’s military activities in the 

Eastern Mediterranean is another proof of Ankara’s consideration of the region as 

a line of defense in the face of threats that may come from the south. 

The primary goal of this study is to analyze the influence of the newly 

discovered energy resources in the Eastern Mediterranean region on the relations 

among regional states. Especially, the potential regional cooperations on 

exploitation and transfer of the hydrocarbon resources that detected on the coasts 

of Cyprus Island and Israel will be examined. The possible changes in policies of 

the main actors, namely Turkey, Turkish Republic of Northern Cyprus (TRNC). 

In addition to these problems in the Eastern Mediterranean, the attitudes and 

activities of major powers such as the US, Russia and the EU are analyzed. 

GEOLOGY OF THE EASTERN MEDITERRANEAN 

A general overview of the Mediterranean region’s physical geography 

reveals an irregular, deeply indented coastline, especially in the north, where the 
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Iberian, Italian, and Balkan peninsulas jut southward from the main body of 

Europe. Numerous islands correspond to isolated tectonic blocks, the summits of 

submarine ridges, or the tips of undersea volcanoes. The largest islands are Sicily, 

Sardinia, Corsica, Cyprus, and Crete, and the major island groups include the 

Balearics off the coast of Spain and the Ionian, Cyclades, and Dodecanese islands 

off Greece. Apart from the coastal plains and the deltaic zones of large rivers 

(Ebro, Rhone, Po and Nile), the coastlines are mostly rimmed by mountain ranges. 

Only the coastal plains from eastern Tunisia to the Sinai Peninsula, bordered 

mainly by low-lying desert, are free of mountains. In fact, the highest reaches of 

the main mountain ranges generally mark the limit of the hydrographic basin that 

drains towards the Mediterranean Sea. These mountain ranges include the Atlas, 

the Rif, the Baetic Cordillera, the Iberian Cordillera, the Pyrenees, the Alps, the 

Dinaric Alps, the Hellenides, the Balkan, and the Taurus. 

The Eastern Mediterranean region, including Greece, is known as the region 

east of the 22 ° East longitude (Doğan, 2013: 1). The most important reason for 

this is that it has important points such as the Suez Canal and the Turkish Straits. 

The Mediterranean covers nearly 2,000,000 km2 between the continents of Europe 

and Africa, connected in the west with the Atlantic via the Strait of Gibraltar and, 

in the east, with the Black Sea via the Dardanelles and the Bosphorus. A maximum 

depth of 5,093 m has been found by Hersey (1965) in the Hellenic Trough, the 

mean depth being approximately 1,500 m, but great differences exist, depending 

on the region. The sea is divided into several subbasins that are more or less 

separated from one another by thresholds, peninsulas, or islands. 

The region enclosing the Mediterranean Sea encompasses portions of three 

continents: Europe and its southern peninsulas to the north, southwestern Asia to 

the east, and the Maghreb region of northern Africa to the south. Overall, it is a 

densely populated region with an intricate political history involving many 

different ethnic groups. This has led to a complex and patchy political map. Today 

21 countries, with surface areas from 2 km2 to 2.4 million km2, have coastlines on 

the Mediterranean Sea. They are Albania, Algeria, Bosnia and Herzegovina, 

Croatia, Cyprus, Egypt, France, Greece, Israel, Italy, Lebanon, Libya, Malta, 

Monaco, Montenegro, Morocco, Slovenia, Spain, Syria, Tunisia, and Turkey. 

The Mediterranean Sea stretches from the Atlantic Ocean on the west to the 

Asian continent on the east, and separates Europe from Africa. The basin expands 

up to 2.6 million square kilometres with an average depth of 1,460 meters, and a 

maximum depth of 5,267 meters, making it the largest enclosed sea on Earth. The 

Mediterranean has narrow continental shelves and a large area of open sea. 

Therefore, a large part of the Mediterranean basin can be classified as deep sea 

and includes some unusual features such as variation of temperatures from 

12.8°C–13.5°C in the western basin to 13.5°C–15.5°C in the eastern and high 

salinity of 37.5–39.5 psu. 
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The coasts of the western Mediterranean, just as those of the eastern basin, 

have been subjected in recent geologic times to the uneven action of deposition 

and erosion. This action, together with the movements of the sea and the 

emergence and submergence of the land, resulted in a rich variety of types of 

coasts. The Italian Adriatic coast, revealing the Apennines, is typical of an 

emerged coast. The granite coast of north eastern Sardinia and the Dalmatian coast 

where the eroded land surface has sunk, producing elongated islands parallel to 

the coast, are typical submerged coasts. The deltas of the Rhône, Po, Ebro, and 

Nile rivers are good examples of coasts resulting from silt deposition. 

The eastern Mediterranean is a geologically complex region, with multiple 

plate boundaries, subduction zones and associated accretionary wedges, major 

suture zones, fold and thrust belts, and fault systems. Adding to this complexity 

are extensive Messinian aged evaporites across the region, which complicate 

seismic imaging. The presence of salt has its advantages. It provides an excellent 

seal for hydrocarbon reservoirs (e.g. for the Zohr field) and it controls the thermal 

regime in the subsurface, which has been a contributing factor in the production 

of biogenic gas in the region. While there is extensive biogenic gas in the offshore 

discoveries, some discoveries (e.g. Karish North) also indicate the presence of a 

working thermogenic source in the offshore region. 

A submarine ridge between the island of Sicily and the African coast with a 

sill depth of about 1,200 feet (365 m.) divides the Mediterranean Sea into western 

and eastern parts. The western part in turn is subdivided into three principal 

submarine basins. The Alborán Basin is east of Gibraltar, between the coasts 

of Spain and Morocco. The Algerian (sometimes called the Algero-Provençal or 

Balearic) Basin, east of the Alborán Basin, is west of Sardinia and Corsica, 

extending from off the coast of Algeria to off the coast of France. These two 

basins together constitute the western basin. The Tyrrhenian Basin, that part of the 

Mediterranean known as the Tyrrhenian Sea, lies between Italy and the islands of 

Sardinia and Corsica. 

The structure and present form of this tectonically active basin and its 

bordering mountain system have been determined by the convergence and 

recession of the relatively stable continental plates of Eurasia and Africa during 

the past 44 million years. The interpretation of geologic data suggests that there 

are, at present, multiple main areas of collision between Africa and Eurasia, 

resulting in volcanism, mountain building, and land submergence. 

The Mediterranean Basin was shaped by the collision of the northward-

moving African-Arabian continent with the stable Eurasian continent. As Africa-

Arabia moved north, it closed the former Tethys Sea, which formerly separated 

Eurasia from the ancient super continent of Gondwana, of which Africa was part.  

At about the same time, 170 million years ago in the Jurassic period, a small 

Neotethys ocean basin formed shortly before the Tethys Sea was closed at the 

eastern end. The collision pushed up a vast system of mountains, extending from 
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https://www.britannica.com/place/Sardinia-island-Italy
https://www.britannica.com/place/Corsica
https://www.britannica.com/place/Algeria
https://www.britannica.com/place/France
https://www.merriam-webster.com/dictionary/constitute
https://www.britannica.com/place/Tyrrhenian-Sea
https://www.britannica.com/place/Italy
https://www.britannica.com/science/plate-tectonics
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the Pyrenees in Spain to the Zagros Mountains in Iran. This episode of mountain 

building, known as the Alpine orogeny, occurred mostly during the Oligocene (34 

to 23 million years ago) and Miocene (23 to 5.3 million years ago) epochs. The 

Neotethys became larger during these collisions and associated folding and 

subduction. 

About 6 million years ago during the late Miocene, the Mediterranean was 

closed at its western end by drifting Africa, which caused the entire sea to 

evaporate. There followed several (debated) episodes of sea drawdown and re-

flooding known as the Messinian Salinity Crisis, which ended when the Atlantic 

last re-flooded the basin at the end of the Miocene (Krijgsman et al, 2001). Recent 

research has suggested that a desiccation-flooding cycle may have repeated 

several times (Gargani & Rigollet, 2007; Gargani & Moretti & Letouzey, 2008) 

during the last 630,000 years of the Miocene epoch, which could explain several 

events of large amounts of salt deposition. Recent studies, however, show that 

repeated desiccation and re-flooding is unlikely from a geodynamic point of view 

(Govers, 2009; Garcia-Castellanos & Villaseñor, 2011).  

The eastern Mediterranean (Figure 1) is part of the Afro-Eurasian collision 

zone (Ben-Avraham, 1978; Khain, 1984;  Garfunkel, 1998), which contains both 

oceanic rift systems and terrane zones (Stampfli et al, 2013). Despite years of 

investigation, the geological and geophysical structure of the Eastern 

Mediterranean remains unclear. The formation of its modern structure has been 

related to the evolution of the Neotethys Ocean and its margins (Ben-Avraham &  

Ginzburg, 1990; Robertson et al, 1991; Ben-Avraham et al, 2002). The Eastern 

Mediterranean originated during the initial phase of the Neotethys, in the Early 

and Late Permian (Golonka & Ford, 2000; Khain, 2001; Stampfli & Borel, 2002; 

Muttoni et al, 2003). 

Until the 1960s the Mediterranean was thought to be the main existing 

remnant of the Tethys Sea, which formerly girdled the Eastern Hemisphere. 

Studies employing the theory of seafloor spreading that have been undertaken 

since the late 20th century, however, have suggested that the present 

Mediterranean seafloor is not part of the older (200 million years) Tethys floor. 

The structure and present form of this tectonically active basin and its bordering 

mountain system have been determined by the convergence and recession of the 

relatively stable continental plates of Eurasia and Africa during the past 44 million 

years. The interpretation of geologic data suggests that there are, at present, 

multiple main areas of collision between Africa and Eurasia, resulting in 

volcanism, mountain building, and land submergence. 

The eastern Mediterranean is a geologically complex region, with multiple 

plate boundaries, subduction zones and associated accretionary wedges, major 

suture zones, fold and thrust belts, and fault systems. Adding to this complexity 

are extensive Messinian aged evaporites across the region, which complicate 

seismic imaging. The presence of salt has its advantages. It provides an excellent 

https://en.wikipedia.org/wiki/Messinian_Salinity_Crisis
https://en.wikipedia.org/wiki/Geodynamic
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seal for hydrocarbon reservoirs (e.g. for the Zohr field) and it controls the thermal 

regime in the subsurface, which has been a contributing factor in the production 

of biogenic gas in the region. While there is extensive biogenic gas in the offshore 

discoveries, some discoveries (e.g. Karish North) also indicate the presence of a 

working thermogenic source in the offshore region. 

The Mediterranean Sea includes its basin, which is of two separate origins: 

the western Mediterranean basins are young, mid-to-late Cainozoic structures; the 

origins of which are intimately related to the evolution of mountain ranges framing 

them. On the other hand, the eastern Mediterranean is a remnant of the Neo-

Tethys, the origin of which goes back to complex events between the Permian and 

the Lias, with recent claims of even Carboniferous oceanic crust (Granot, 2016). 

Mediterranean is also an important region where a wide range of magmatism 

and volcanism with diferent chemical compositions has been observed, although 

their melting conditions and the depth that they are derived from (asthenospheric, 

lithospheric mantle) are not clearly established. Active volcanoes and their 

potential hazards also need to be clearly surveyed. Powerful and catastrophic 

Minoan-Thera eruption of Santorini, which is one of the largest and beststudied 

eruptions that occurred in historic times, is an excellent reminder of the impact of 

volcanoes not only on geography but also on societies (volcanic hazards, 

tsunamis, etc.). 

The Eastern Mediterranean region comprises two distinct tectonic domains 

that were juxtaposed by subduction and plate collision (Figure 1): the Alpine 

orogenic belt in the north and the extra-orogenic domain south of it, on which this 

work focuses, and which includes the part of the Eastern Mediterranean basin 

south of the Cyprus arc and the bordering continental areas. From Cyprus and 

eastward the suture between these domains is marked by ophiolitic and related 

nappes that were emplaced in the Late Cretaceous the Peri-Arabian ophiolite 

crescent (Ricou, 1971). Farther west the suture continues beneath the seafloor, 

joining the Hellenic trenches. The currently active plate boundary approximately 

follows this suture, but details of the present plate configuration were established 

only in mid-Cenozoic times. Within the orogenic zone, much of Anatolia became 

an independent micro-plate that is extruded westward (Şengör et al, 1985), so now 

its junction with the African plate forms the active plate boundary along the 

Eastern Mediterranean basin. In addition, mid- Cenozoic continental breakup 

separated the Arabian plate and the Sinai sub-plate from the African plate (Freund 

et al, 1970; McKenzie et al, 1970; Garfunkel, 1981; Joffe & Garfunkel, 1987; 

LePichon & Gaulier, 1988). 

According to modern geological-geophysical constructions, the eastern 

Mediterranean region covers four geotectonic plates: the African, Sinai, Arabian 

and Aegean Anatolian (Figure 1).  
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Figure 1: Map of eastern Mediterranean showing major geological structures 

and faults at the convergence of the African, Arabian and Eurasian Tectonic 

Plates. Source: URL 1 
 

The first two plates consist of heterogeneous blocks of continental and 

oceanic crust and each of these plates is circumscribed by deep faults. According 

to Robertson et al. (Robertson et al., 1991), the oceanic crust of the eastern 

Mediterranean is a remnant of the Neotethys. The Sinai plate (Robertson et al, 

1991), is bounded from the west and the east by a system of Late Cenozoic deep 

faults (Ben-Avraham, 1978; Malovitskiy et al, 1975). The eastern part of the 

eastern Mediterranean is formed by the Dead Sea Fault System (Figure 1) along 

which about 100 km of left-lateral strike-slip motion has developed (Dubertret, 

1932). Within this fault system numerous horsts and grabens have emerged. These 

grabens usually represent pull-apart basins (Cloetingh et al, 1996), filled by 

terrigenous evaporite molasses and basic rocks.The extra-orogenic Eastern 

Mediterranean basin comprises several distinct geologic and morphologic units 

(Fig. 1; Emery et al, 1966; Biju-Duval et al, 1978). The arcuate structure of the 

Alpine belt is distinct relative to trends in oceanic crust of the eastern most 

Mediterranean and in the Mesozoic terranes. In the main Alpine belt, the 

Anatolides, Taurids and South Taurids terranes are clearly separated. Similarly, 

the Herodotus basin, west of the ECB (Eratosthenes Continental Block) 

(Montadert et al, 2014), together with the northern Mediterranean Ridge, is delnes 

a domain distinct from the Levantine Basin. 

Mesozoic and Cenozoic associations are the most extensive rocks in the 

region. These associations are underlain by Precambrian basement and 

Neoproterozoice - Paleozoic cover rocks. The basin reached its present position 

with the sea level rise after the late Miocene period (Dural, 2015: 1). 
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Figure 2: Map of significant gravity anomalies of the eastern Mediterranean 

and adjacent areas (isolines are given in mGals). Source: Eppelbaum & Katz, 

2011   
 

The eastern Mediterranean region includes eight significant basins (Cyprus 

basin, Eratosthenes High, Latakia basin, Levant basin, Judea basin, Nile Delta 

basin, Western Arabian province, and Zagros province), with the majority of the 

historical hydrocarbon production occurring in the Nile Delta Basin, the Western 

Arabian Province, and the Zagros Province. Most of the Nile Delta Basin lies 

within Egypt's territorial waters, although there is a small area under Cypriot 

control. To date, there have not been any significant discoveries in the Cypriot 

territory, although much of Egypt's offshore oil and gas production comes from 

the area. The Western Arabian province basin covers large parts of Jordan and 

Syria, and extends into Iraq, Saudi Arabia, and Turkey. Most of Jordan's fields 

and many of Syria's are in the Western Arabian Province. The Zagros Province 

extends from Turkey in the north, through Iraq and Iran, terminating in the Gulf 

of Oman in the south. Several of Syria's largest fields are part of the Zagros 

Province, but the vast majority of fields in the Zagros Province are in other 

countries including Iraq, Iran, and Saudi Arabia. While the Western Arabian and 

Zagros Provinces account for most of the historical hydrocarbon production in the 

region, most of the focus today is on the Levant Basin. 

Precambrian, Paleozoic, Mesozoic and Cenozoic associations form the 

geological section of the African and Arabian platforms within the eastern 

Mediterranean. The Precambrian is known to contain metamorphic and igneous 

rocks, and in the upper part of Precambrian there is molassa which passes to the 

Cambrian base. Cambrian rocks are extensive in the Sinai, but are not found in 

the borehole sections of the Negev desert. In the Negev the Permian deposits 

overlie the Precambrian arkosic sandstone. In the Heletz block there is no 

molasses and the Permian deposits are in direct contact with the crystalline schist. 

https://www.eia.gov/international/analysis/country/TUR
https://www.eia.gov/international/analysis/country/IRN
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More completely than in the Sinai, Lower Paleozoic sequences are present to 

the east of the eastern Mediterranean coast in Syria, Jordan and Iran. Analysis of 

geophysical data testifies to the absence of Lower Paleozoic strata in the Levant 

Basin and in the Pleshet terrane (Cohen & Kaptsan & Flexer, 1990; Gardosh et al, 

2008; Gardosh et al, 2010). Devonian and Carbon deposits have not been detected 

in the borehole sections of Israel. The Carbon and Permian continental 

associations were studied in Sinai (Druckman et al, 1983). Deep boreholes drilled 

in the Negev, the coastal plain of Israel, the Judean mountains and western Jordan 

have revealed marine Permian deposits (Andrews, 1992; Hall et al, 2005). Thus, 

the Precambrian and Paleozoic associations of the Arabian plate and southern 

Sinai differ significantly from the folded zone of the Syrian arc. 

The Mesozoic and Paleogene associations make up the carbonate platform of 

the eastern Mediterranean (including reefs and other organogenic constructions). 

The Miocene and Quaternary associations are represented by terregeneous 

molassa with Early Messinian evaporates, sometimes generating salt domes and 

diapirs. These associations are developed mainly in the pull-apart basins within 

the Dead Sea transform zone and Levant Basin (Ben-Avraham, 1992). Besides 

sedimentary deposits, in the eastern Mediterranean there are widely developed 

Mesozoic and Late Cenozoic magmatic rocks (Sneh et al, 1989; Segev, 2000). 

The region enclosing the Mediterranean Sea encompasses portions of three 

continents: Europe and its southern peninsulas to the north, southwestern Asia to 

the east, and the Maghreb region of northern Africa to the south. Overall, it is a 

densely populated region with an intricate political history involving many 

different ethnic groups. This has led to a complex and patchy political map. Today 

21 countries, with surface areas from 2 km2 to 2.4 million km2, have coastlines on 

the Mediterranean Sea. They are Albania, Algeria, Bosnia and Herzegovina, 

Croatia, Cyprus, Egypt, France, Greece, Israel, Italy, Lebanon, Libya, Malta, 

Monaco, Montenegro, Morocco, Slovenia, Spain, Syria, Tunisia, and Turkey. 
 

2. ENERGY RESOURCES IN EASTERN MEDITERRANEAN: AN 

OVERVIEW 

The Mediterranean, which is located between Europe, Asia and Africa, 

contains important civilizations. Due to its location, the Mediterranean Sea has an 

important place in world maritime trade. 1/3 of the world maritime trade (Yaycı, 

2012: 7). It takes place over the Mediterranean Sea. However, the Mediterranean 

Sea constitutes only 1 % of the world’s seas. 

The Eastern Mediterranean region, which has a favorable geographical 

position, not only combines important points such as North Africa, the Middle 

East and Anatolia but is also a key point of the maritime trade. It is determined 

that maritime transport is more cost-effective than rail, road and air transport. The 

factors that make the Eastern Mediterranean important are the region's proximity 

to the Suez Canal, the hydrocarbon-rich Middle East, and the region's availability 

for energy supply. 
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The exploration activities along the eastern Mediterranean coast started in 

1968, mainly in the shallow water of the Nile delta basin to the west of the Levant 

basin. The Levant basin has a water depth of more than 1 000 m and a total area 

of 4.85×104 km2. Since the commercial drilling starting in 2008, there are 19 wells 

already, with a successful drilling rate of more than 80 %. The Nobel Energy Inc, 

as the major operator, has found 7 commercial gas fields with cumulative proved 

and probable recoverable reserves of 0.91×1012 m3. Even so, this region is still 

low in exploration degree, and all of the discoveries are concentrated in the Israel 

offshore in the southern part of the Levant basin. The blocks with exploration 

wells cover an area of 0.33×104 km2, accounting for 6.8 % of the entire basin 

(Xiaobing et al, 2017: 574–575). 

The eastern Mediterranean region includes eight significant basins (Cyprus 

basin, Eratosthenes High, Latakia basin, Levant basin, Judea basin, Nile Delta 

basin, Western Arabian province, and Zagros province), with the majority of the 

historical hydrocarbon production occurring in the Nile Delta Basin, the Western 

Arabian Province, and the Zagros Province. Most of the Nile Delta Basin lies 

within Egypt's territorial waters, although there is a small area under Cypriot 

control. To date, there have not been any significant discoveries in the Cypriot 

territory, although much of Egypt's offshore oil and gas production comes from 

the area. The Western Arabian province basin covers large parts of Jordan and 

Syria, and extends into Iraq, Saudi Arabia, and Turkey. Most of Jordan's fields 

and many of Syria's are in the Western Arabian Province. The Zagros Province 

extends from Turkey in the north, through Iraq and Iran, terminating in the Gulf 

of Oman in the south. Several of Syria's largest fields are part of the Zagros 

Province, but the vast majority of fields in the Zagros Province are in other 

countries including Iraq, Iran, and Saudi Arabia. While the Western Arabian and 

Zagros Provinces account for most of the historical hydrocarbon production in the 

region, most of the focus today is on the Levant Basin. 

Based on recent studies, the Eastern Mediterranean is said to have enough 

hydrocarbon resources to compete with the Persian Gulf. According to data from 

the 2010 US Geological Survey, the Levant basin is estimated at 1.7 billion barrels 

of oil and 122 trillion cubic feet (tcf) of natural gas. The volume of natural gas in 

the Aphrodite deposit is estimated to be 5 tcf. According to another source, 40 tcf 

of natural gas was found off the coast of Israel and Cyprus (Crospey, 2015: 21). 

 

 

 

 

 

 

 

 
 



444 

 
 

Table 1: Reserve statistics of deep water giant fields in passive continental margin 

from 2010 to 2015 

Country 

 

 

Discovery 

Date 

Field Name Estimated 

Reserves 

(Billion cubic 

meters: Bcm) 

First Volumes 

 

 

 

 

Cyprus 

 

2011 Aphrodite 140  2017 

1999 Noa 1,1  2012 

2000 Mari-B  42,5  2004 

2018 Calypso-1 170-230 Further evaluation 

needed 

2019 Glaucus-1 142-227 Further evaluation 

needed 

 

 

 

Israel 

2010 Dalit  14,2  2013 

2009 Tamar  280  2013 

2011 Leviathan  605  2019 

2012 Dolphin 2,3  Unknown 

2012 Shimshon 8,5  Unknown 

2012 Tanin  34 Unknown 

2013 Karish 50 Unknown 

Palestinian 2000 GazzeMarin  28,3  Unknown 

Egypt 2015 Zohr  850  2017 

World proven reserves in total 201.729 bcm 

Source: Dural, 2015: 10; Noble Energy, 2016: 34; Ellinas, 2016.  

 

In recent years, significant natural gas deposits have been discovered in the 

Eastern Mediterranean off the coast of Cyprus and Israel. The Levant Basin 

(Figure 2), which covers the coasts of Israel, Lebanon, Cyprus, Gaza and Syria, 

has recently become the focus of both global and regional powers. The 

hydrocarbon resources in the Levant basin bring about a number of problems 

among countries, such as the Exclusive Economic Zone (EEZ) dispute. Israel and 

the Southern Cyprus are taking some steps towards the extraction and exploitation 

of resources in the Levant Basin. In order to turn energy resources in the Eastern 

Mediterranean into an opportunity, it is important to ensure stability in the region 

first (Cropsey & Brown, 2014: 8).  The Levant Basin since the 19th century, the 

Middle East and the Caspian Sea have become a key point in the transport of 

energy resources to Europe. In addition, Levant started to play an important role 

in the transfer of Kirkuk oil to the Mediterranean (Ediger & Devlen & Mcdonald, 

2012: 74). 
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Figure 2: The Levant Basin; Source: URL 2 

 

The best known discoveries in the Eastern Mediterranean are Tamar and 

Leviathan regions of Israel discovered in the years 2009 and 2010. These are 

qualified as the biggest gas discoveries of the last decade (Nakhle, 2016). It is 

mentioned that 35 trillion cubic meters of natural gas was discovered in the waters 

of Israel and Cyprus, and there is possibility of finding 85 trillion cubic meters of 

natural gas reservoir in the coasts of Israel, Syria, Lebanon and Palestine (El Katiri 

& Fattouh, 2014: 9-15). There is no doubt that discoveries between the years of 

2009 and 2011 of the natural gas in Tamar and Leviathan in Israel and Aphrodite 

region in the waters of Cyprus had brought the utmost attention to the region. 

Analysts states that the newly discoveries of gas will not only strengthen the 

energy cooperation, they will start a new aeon for the economic and political 

stability in the region even if the expectations are not so high as the beginning 

(Tagliapietra & Zachman, 2015). 

Israel is one of the biggest natural gas consumers of Eastern Mediterranean. 

While she was dependent on the gas of Egypt until 2012, this dependency was put 

on hold with the increase of terrorist attacks in the Sinai Peninsula. Thus people 

of Israel had to face power shortages. This has changed drastically with the gas in 

Tamar region put into operation in 2013. 

Turkey was one of the fastest growing countries in the last decade and the 

increase in the energy consumption was provided with natural gas primarily. 

Turkey is country in the position as a NATO member and a country which EU 

depends her hopes on. She is an important country which connects Iraqi gas and 

oil, Russia, Caspian to Europe with the pipelines (Johnson, et al, 2015). In the last 

10 years with the development of Turkish economics, consumption of natural gas 

and oil had increased. Her limited reservoirs violate almost all of the energy 
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resources that needed. Natural gas was consumed twice as much from than the 

value in 2000 which was 14.1 billion cubic meters as 45.3 billion cubic meters in 

2019. Consequently, Turkey grew up as dependent on Russia in terms of natural 

gas as 33.61 % of her natural gas consumption in 2019 has been imported from 

Russia, 21.2 % Azerbaijan with 17.11 %  Iran (BP Statistical Review of World 

Energy, 2020: 36). 

The discovery of Eastern Mediterranean energy has increased the tension 

even more between for some countries and warmth the cold traditional 

relationship between some other countries. With that aspect, the energy has 

undertaken the role of guiding engine which advocates the regional cooperation 

(Karagiannis, 2016: 1-11).  

It is obvious that Turkey will not desire to be the part who will weaken the 

role of an energy transition government. Hence, Israeli and Turkish authorities are 

negotiating about the construction of natural gas pipeline (and other subjects) for 

a long time. Another reason of this cooperation is that Russia has begun a military 

intervention to Syria directly and this issue has concerned both Israel and Turkey. 

While Turkey claims that Russia supports Assad regime, using the ISIS as an 

excuse, Israel claims that Russia is trying to build a regional domination (Çicekci, 

2016: 42-45). Contract between Israel and Turkey, which is about the selling of 

Israeli natural gas to Turkey and transferring it to Europe through Turkey will 

naturally disturb Russia. As a matter of fact, Russian Foreign Secretary Lavrov, 

reminded Israeli authorities that Russia is the major natural gas supplier of Turkey 

and stated their disturbance. However, both Israeli and Turkish supreme 

authorities reflected that contract between them is near. 

Turkey has recently started hydrocarbon exploration in the Eastern 

Mediterranean Sea according to the agreement signed with the Turkish Republic 

of Northern Cyprus in 2011. Moreover, in 2019, the continental shelves and the 

borders of the countries of Exclusive Economic Zones (EEZ) in the Eastern 

Mediterranean have been determined by following a maritime jurisdiction 

agreement between Libya and Turkey (Figure 3).  
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Figure 3: The Exclusive Economic Zone of Turkey (Source: URL 3) 

 

In 1974, following a coup aiming at Cyprus’ annexation by Greece, Ankara 

had to intervene as a guarantor power. In 1983, the Turkish Republic of Northern 

Cyprus was founded. The decades since have seen several attempts to resolve the 

Cyprus dispute, all ending in failure. The latest one, held with the participation of 

the guarantor countries – Turkey, Greece and the UK – ended in 2017 in 

Switzerland. Turkey has consistently contested the Greek Cypriot 

administration’s unilateral drilling in the Eastern Mediterranean, asserting that the 

Turkish Republic of Northern Cyprus (TRNC) also has rights to the resources in 

the area. Since last year, Ankara has sent drilling vessels to the Eastern 

Mediterranean, asserting the right of Turkey and the TRNC to the resources of the 

region. Athens and Greek Cypriots have opposed the move, threatening to arrest 

the ships’ crews and enlisting European Union leaders to join their criticism.  

Driven by these discoveries, Ankara decided in 2017 to expedite their own 
search in the region. It bought a seismic vessel and three drilling ships Fatih, Yavuz 

and Kanuni (Figure 4) to begin the search in the eastern Mediterranean and the Black 

Sea. Turkey, a regional economic power, has been excluded from maritime 

agreements including those that Greece, Israel and Greek Cyprus have used to 

demarcate offshore gas blocks between themselves. 
Drilling activities are carried out by the drillships namely Fatih, Yavuz, and 

Kanuni (Figure 4) and seismic surveys are conducted by the seismic ships namely 

Barbaros Hayrettin Paşa and Oruç Reis (Figure 5) in the Exclusive Economic Zone of 

Turkey. 
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Figure 4: Drill Ships of Turkey. Source: URL 4 

 

 
Figure 5: Seismic Survey Vessels of Turkey (Source: URL 4) 

 

Considering that the (strategic) importance of energy resources is “largely 

rooted in the political and economic vulnerabilities of resource dependent states” 

(Le Billion, 2005: 1), those dependent states (both consumer and transit states) are 

likely to be concerned economically (e.g., maintaining energy supplies) as well as 

politically (e.g., anxieties over political leverage that could be exercised by 

producers). For consumer/transit states, discussions over maintaining (energy) 

supply security and political anxieties turn into language of foreign policy 

(Hadfield, 2012: 445). 

Because of the many geopolitical and economic advantages that becoming 

an energy hub would bring to the country, Turkish leaders have adopted various 

policies towards this end. In the long term, such a transformation would mean: (1) 

enabling the country to diversify its suppliers and thus secure its energy reserves 

at home; and (2) using its ‘transit country’ position as leverage against its rivals, 

enabling it to maximize national interests and strengthen its hand as a rising 

regional power (Yılmaz-Bozkuş, 2018: 1). In other words, Turkey supports an 

energy policy with three distinct components. 

Regardless of its energy profile with rising imports, Turkey has set the 

ambitious target of becoming an energy hub not only to generate additional 

revenue, but also to acquire more geopolitical influence in the region. 

Turkey and the TRNC have made three major moves to protect their 

sovereign rights in the Eastern Mediterranean (Pamir, 2018): First, Turkey has 
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used all possible means, including military intervention, to stop foreign operations 

into those off-shore blocks (1, 2, 3, 8, 9, 12, and 13) that are licensed by the 

Turkish government to the Turkish national energy company TPAO (Türkiye 

Petrolleri Anonim Ortaklığı). Second, similar military actions have also been 

implemented to stop incursions into the TPAO areas licensed by the TRNC. A 

very recent example of this was when an ENI drilling platform was moving 

towards the block 3, namely the Cuttlefish target (Pamir, 2018). Lastly, the TRNC 

and Turkey are pursuing well-organized diplomatic efforts to assert their rights 

over hydrocarbon resources in the Eastern Mediterranean. Today, Israel and 

Cyprus are collaborating in the security domain based on a common perception of 

a ‘Turkish threat,’ as Turkey vows to interfere in Cyprus’s offshore development 

plans (Prontera & Ruszel 2017: 155). However, Turkey’s policy options are, in 

fact, limited on this matter. The recently intensified hydrocarbon explorations and 

Turkey’s gunboat diplomacy in the Eastern Mediterranean seem to do nothing 

more than attract even more international attention to the decades-old regional 

issue of the Cyprus dispute (Kahveci Özgür, 2017: 36). However, as long as 

Turkey has been left out of the intensified Israel-Cyprus-Greece-Egypt energy 

partnership, namely the East Mediterranean Gas Forum, prospects for regional 

stabilization and, therefore, efficient energy resource development might go down 

the drain. 

Turkey has the longest coastline along the eastern Mediterranean. Turkey has 

all along pushed for joint exploration, but the Greek Cypriot Administration has 

rejected the idea, saying other issues must be settled before the prospect of joint 

drilling can be discussed. The Greek Cypriot Administration has awarded 

exploration concessions to multinational companies in offshore regions west and 

southeast of the island without consulting with the TRNC.  Similarly, Greece is 

trying to enforce exclusive economic zone (EEZ) rights around its many tiny 

islands in the Aegean Sea.  

Greece’s argument seeking an exclusive economic zone (EEZ) for its islands 

dotting the Mediterranean, citing the 1982 UN Convention on the Law of the Sea 

(UNCLOS), has dangerous implications for the entire world. According to 

UNCLOS, a sovereign state has special rights regarding the exploration and use 

of marine resources, including energy production from water and wind, up to 200 

nautical miles from its coast. The convention stipulates, however, that states 

designate a principal island from which distance can be measured, not smaller 

islands. Further, overlapping claims, haphazard coasts, and various islands make 

it impossible to apply this general principle of an EEZ to the Mediterranean. 

Claiming the larger EEZ for its islands, Greece, in violation of this principle, 

is trying to extend well into parts of the maritime area agreed upon by Turkey and 

Libya. Further, since many islands like Meis Island, or Kastellorizo, lie just off 

Turkey’s coast, the Greek argument will shrink Turkey’s coastline and keep it 

restricted to its southern shores. 
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CONCLUSION 

Energy plays a major role in today’s world. Oil and natural gas, which are 

non-renewable energy sources, are important in almost all areas of life. However, 

the world's energy resources are not shared equally, the Middle East and the 

Caspian Basin are known as oil-rich regions. 

One of the key issues for countries is to meet their energy needs through 

inexpensive resources and to ensure sustainable energy supply and easy access to 

energy resources. While humankind gradually need green energy more than ever 

for the prevention of gradual global warming and for sustainability, the world 

meets most of its energy resources from fossil-based fuels. Such fast consumption 

further reduces the stock level of the fossil-based fuels every passing day. 

Inferentially, it is predicted that the world be obtaining 75% of its energy 

requirements from hydrocarbon resources until 2035. The geopolitical and 

geostrategic positions of the countries immediately influence the distribution of 

the extracted oil, coal and classical natural gas resources, production and trade of 

the energy that is obtained from these resources. 

Recently, one has been added to the regions rich in hydrocarbon resources: 

the Eastern Mediterranean. The Mediterranean and in particular the Eastern 

Mediterranean region which has been the focus of global powers throughout 

history, still maintains its actuality. In addition to its strategic location, the energy 

resources identified in the region in 2009-2010 doubled its importance.  

Located at the junction of Europe, Asia and Africa; Eastern Mediterranean 

has always had an importance throughout history with this special location. As the 

region is on migration and trade routes, its geostrategic importance from the past 

has increased even more with its ability to be a potential energy center today. In 

addition to the hydrocarbon resources it has, the Eastern Mediterranean Region 

has strategic importance as it is the transfer and transit route for energy exports to 

the West from the Caspian and Middle Eastern regions. This importance is further 

increased by the existing and future pipelines. 

Especially the natural gas resources discovered in the Levant basin promise 

great hope and opportunities for the future of the region. However, the conflicts 

between the coastal countries of the Eastern Mediterranean for the sharing of 

maritime jurisdictions have recently became much more severe. Israel-Lebanon 

conflict for the sharing of maritime jurisdiction areas(sovereignty areas-EEZ) and 

Turkey and Greek Cypriot Administration are the main factors that create 

obstacles in benefiting from the energy opportunities. 

The extraction and operation of energy resources discovered in the Eastern 

Mediterranean has many opportunities, both regional and global, as well as a 

number of problems and risks. Being particularly rich in hydrocarbon reserves, 

the Eastern Mediterranean Region has captured the attention of hegemonic forces. 

The hegemon countries aim to govern the region in line with their own interests. 

Under today's dynamic conditions; the regional equation of the Eastern 
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Mediterranean is being regenerated, the unstable characteristic of the region is 

becoming important in the energy context, and the regional and global actors are 

re-evaluating their positions in this process. 

The importance of Eastern Mediterranean as an energy corridor, as well as 

its rich hydrocarbon reserves, is evaluated within the context of geopolitical and 

security theories. Besides, the opportunities and risks offered by energy resources 

in the Eastern Mediterranean are must be evaluated within the context of legal and 

political dimensions of disputes concerning the sharing of energy resources, the 

policies followed by the riparian countries and global powers in the region and 

impacts of all these matters on Turkey. It has been understood that the energy 

reserves in the Eastern Mediterranean are of special importance in Turkey's energy 

diplomacy and that Turkey will not allow any initiatives of regional and global 

powers in the region that could result in a 'fait accompli' with its power in marine 

areas. 

Discoveries of natural gas reserves in the Mediterranean Sea around Egypt, 

Cyprus, Israel and Greece are shaking up Europe’s energy politics. Traditionally, 

Russia has been Europe’s main supplier of gas, giving it significant influence over 

Europe. But this influence is under threat from various gas discoveries in the 

eastern Mediterranean and a tussle is taking place to control the region’s 

resources. 

Turkey places strategic importance on the Eastern Mediterranean and 

considers the region as a red line in its foreign policy. Therefore, Ankara will not 

deter from its activities because of the threats and calls from the Greek 

Administration of Southern Cyprus. Ankara will continue its exploration and 

drilling activities in the Eastern Mediterranean while fighting against regional and 

international actors that would hinder its interests in the region. Regional and 

international actors must remember the fact that the Eastern Mediterranean has 

been a Turkish inland sea for centuries and this historical fact will be at the center 

of Ankara’s future strategies towards the region. 
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INTRODUCTION 

Anatolia is a peninsula which mostly consists of mountains and plateaus, and 

the landforms change within very short distances. In terms of landforms, climate 

and biotic factors, changes in physical structure have created geographical 

environments that do not have relations and similarities with each other, even in 

very close areas. The people living in the Anatolian countryside have followed the 

changes, possibilities and impossibilities of the natural environment during the 

year and have identified two generations with very different conditions and 

adjusted their socio-economic activities according to the natural conditions of 

these generations. These two generations, which are the result of bio-climatic 

factors, carry human and economic meanings (Tunçdilek, 1977). 

As known, mountainous areas are an important source of water, energy and 

biological diversity. Due to their vertical shape, there is a significant decrease or 

increase in the temperature, precipitation and insolation in mountainous areas and 

the resulting differences create very rich habitats (Karadeniz and Güneş, 2002). 

The Southeastern Taurus Mountains, one of the areas where the inseparable 

harmony between nature and man is experienced most intensely, is a region with 

rugged topography; therefore, agricultural areas are limited. The wide range of 

pastures and plateaus throughout the mountainous area caused the local people to 

engage in animal husbandry due to the social conditions. Animal husbandry is 

followed by crop production. 

In Turkey, bovine and ovine breeding is performed in the form of pasture or 

stable animal husbandry. In pasture animal husbandry, animals are outside in 

meadows and pastures, except for the winter season, while in stable animal 

husbandry, animals are generally fed in the barns in order to increase the meat 

yield in a short time or to obtain a large amount of milk continuously and they are 

taken outside at certain intervals. Pasture animal husbandry is given importance 

in areas with dense grassland. Since keeping and feeding a large number of 



460 

 
 

animals indoors for a long time is not economically profitable, pasture animal 

husbandry is generally preferred in ovine breeding (Özçağlar, 2006; Doğan, 

2020). 

The topographical, climatic and vegetation characteristics of Turkey allow 

for both pasture and stable animal husbandry. In addition, semi-nomadic animal 

husbandry activities have been carried out in many regions after nomadic groups 

settled down. In fact, when the animal husbandry activities that are dominant in 

Eastern and Southeastern Anatolia are examined, it is seen that the traditional 

nomadic animal husbandry has been replaced by semi-settled nomadic animal 

husbandry. Especially in the Southeastern Taurus Mountains and its immediate 

surroundings, there is a transhumance lifestyle. 

The Southeastern Taurus Mountains is an important geomorphological unit 

that reveals the relationship of human communities with geographical space. The 

Mountains, which draw an arc to encircle the north of the Southeastern Anatolian 

plateaus, are generally composed of mountain ranges running parallel to each 

other and valleys and small plains in between. These mountains differ from other 

areas around it in terms of climate, vegetation, the products grown and lifestyle 

(Yiğit, 2002). 

To reveal the animal husbandry potential of the Southeastern Taurus 

Mountains, many studies have been conducted so far (Erkan and Aşkın, 2001; 

Şekerden, Tapkı, and Güzey 2001; Sandal and Kan, 2013; Uzundumlu Aksoy and 

Işık, 2011; Karakuş and Akkol, 2013; Karakaya and Kızıloğlu, 2014; Bingöl and 

Aygün, 2014; Çağlıyan, 2015; Turan Özyazıcı and Tantekin, 2015; Karakaya and 

Kızıloğlu, 2015; Kutlu Özdemir and Kılıç, 2016; Tunca Çimrin Büyük Taşkın and 

Oskay, 2016; Bağış and Akbakay, 2017; Esen, 2017; Bıçakçı and Açıkbaş, 2018; 

Karadaş, 2018; Gökburun, 2018; Şeviş Karakaya and İnci, 2019; Şeviş Karakaya, 

İnci, and Yılmaz 2019; Kutlu, 2019; Bakır and Mikail, 2019; Karahan and 

Özbakır, 2020; Alkan, 2020; Ertaş, 2020; Kanakan and Erkan, 2020; Bingöl and 

Bingöl, 2013; Öztürk and Erkan, 2020). 

Boundaries and General Features of the Study Area 

The Southeastern Taurus Mountains is a geomorphogenetic unit that starts 

from Engizek-Nurhak Mountains, where the Central Taurus ends, and extends 

including the Hakkari section. In this study, the animal husbandry potential of the 

settlements in the Southeastern Taurus mountain range and its immediate 

surroundings was evaluated. This unit, which corresponds to the natural boundary 

that separates the Eastern and Southeastern Regions from each other, is an area 

where different human-space relations are seen. The area consists of different 

morphological units in the south and north, supporting each other economically 

with basin floors, low and high plateaus, deep valleys and sloping areas. 

The Southeastern Taurus Mountains start from the valley of the Ceyhan 

River, that is, the junction point of the Engizek Mountains (2814 m) in the north 

of Kahramanmaraş with the Koç Mountain (2562 m), which is the extension of 
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the Nurhak Mountains in the west. From here, the border follows the Boruk 

Mountains, on which the Reşadiye pass is located, between the towns of Sürgü 

and Erkenek over Sarıklı (1716 m) in the north and Engizek, Gölbaşı in the south. 

Then, the Euphrates valley is reached over the Tucak (2533 m) and Yarlıca (1436 

m) Mountains and the Kur Mountains to the north of Gerger. It extends from 

Çüngüş-Çermik to the east of the Euphrates valley, to the Sakız Mountain (1537 

m) in the north of Ergani, and from there to the mountains of the south of the Muş 

in the southeast of Genç, by leaving the Tigris, Hani and Lice settlements leaning 

on the southern foothills in the south, to the İhtiyarşahap Mountains in the east of 

the Bitlis stream (Erinç, 1953). The Southeastern Taurus Mountains reach the east 

of Pervari, to the Reşadiye line, like a steep wall, with an average width of 50 km 

(Yücel, 1987). It is seen that the Southeastern Taurus Mountains have noticeably 

expanded in the Hakkari section. As we approach the eastern borders, the altitude 

increases and reaches its maximum point at the Uludoruk (Reşko) hill of the 

Glacier (Cilo) Mountains. As the topography rises, the streams are buried deeper. 

The difference in altitude between the mountain and the valley floor approaches 

2000 meters in most places. Straits are formed in places where the most water-

bearing branches of the Tigris, i.e. the Zap and Şemdinli streams, cross the 

mountains vertically. The Southeastern Taurus Mountains extend as a wide arc 

consisting of mountain branches with an average of 50-100 km running one after 

the other or in paralel to each other (Saraçoğlu, 1989). 

Darkot divides the Southeastern Taurus Mountains into three sections as 

west, middle and east in terms of relief and structure. In the west, the Southeastern 

Taurus Mountains, located in the west of the great cut of the valley created by the 

Euphrates River, cover a large area and reach great heights. The middle part 

between the Euphrates split valley and Bitlis stream valley is the area where the 

elevation is relatively low and the mass is narrowed. The part to the east of the 

Bitlis stream valley is the area where the mountain range has increased. This part 

gets larger and higher in Hakkari Section, which is Turkey's highest area. It 

reaches its highest level at the Iraqi border (Darkot, 1973). 

Diyarbakır basin located in the south of Southeastern Taurus Mountains, the 

Mardin threshold and Urfa plateau, and the depression belt extending from 

Elbistan to Yüksekova to the north have been considered within the study area as 

they are related and connected with the mountainous mass in terms of animal 

husbandry (Figure 1). One of the most distinctive features of this mountainous 

mass is that there are passages only in certain parts of it. One of these passes is 

the Reşadiye Passage located at the height 1510 m. on Boruk Mountain between 

Doğanşehir and Gölbaşı. Adana-Malatya highway, which uses this passage, 

connects the southern regions to Eastern Anatolia. In addition, the railway that 

follows the valley of Sürgü Stream to the west of Boruk Mountain passes here. 

Another important passage on the Southeastern Taurus Mountains is the 

Tigris Strait. The altitude of the Southeastern Taurus Mountains, which exceeds 
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2500 meters at both ends, gradually decreases towards the Hazar Lake-Maden line 

to 2000 meters. The Tigris River valley, which is located in the deepest part of 

this descent area, has been a busy road since the earliest times of history, like the 

Bitlis stream corridor in the east. A branch of the historical road that came from 

Mesopotamia and forked in Diyarbakır in the early ages took advantage of the 

Tigris pass and reached Samsun and Sinop, while the other passed through the 

Bitlis corridor and reached Persia and Caucasia through Eastern Anatolia (Yücel, 

1987). 

 

Figure 1: Location map of the study area 

Today, Istanbul-Diyarbakır railroad and highway reach Southeastern 

Anatolia through the Tigris Strait. The road connecting Southeastern Anatolia to 

Eastern Anatolia uses the Bitlis corridor. These roads are not as busy as the 

historical routes. There is also Doğanca Pass between Akdağ and Akçakara 

Mountains between Genç and Hani (Yiğit, 2002). 

The Southeastern Taurus Mountains are hydrographically included in the 

Persian Gulf and the Lake Van basin. The Euphrates River, the Tigris River, and 

Botan and the Great Zap Rivers, which are two branches of the Tigris, deeply split 

the mountainous mass. The Dicle River and the Bitlis Brook do not split the 

Southeastern Taurus Mountains throughout. Only the Fırat River can do that. 

However, there is no path to the narrow and deep gorge which the Euphrates River 

dug by drawing a few sharp bends due to young tectonic events (Figure 2).  

The high temperature and high amount of precipitation on the Southeastern 

Taurus Mountains and the difference in precipitation regime caused it to differ 

from the arid areas in the north and south. As the Eastern Anatolia Region is 

located in a transition area between the Upper Euphrates, which is less continental 
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than the other parts of the region, and the Southeastern Anatolian climate, it has 

the characteristics of these climates in the north and south, but at the same time it 

has some unique climatic conditions. The annual average temperature varies 

between 11-15°C in the Southeastern Taurus. 

In contrast to the total annual precipitation of 380-500 mm in the depressions 

in the north and south, there is 700-1000 mm of precipitation in the districts 

located on the southern skirts of the Southeastern Taurus Mountains (Ergani 777 

mm, Bitlis 1044 mm, Hakkari 1030 mm). 

 

Figure 2: Physical map of the Southest Taurus 

In fact, the Southeastern Taurus Mountains are a transition zone between the 

terrestrial precipitation regime, which has been weakened by the effect of the 

Mediterranean precipitation regime in the depression areas in the north, and the 

delayed Mediterranean precipitation regime in the south (Yiğit, 2002). 

With an average precipitation of 750-1000 mm per year, Southeastern Taurus 

Mountains appear as a forested area between the Elbistan-Van Lake depression 

and the steppes of Southeastern Anatolia. The forests include oaks and wild fruit 

trees in lower altitudes and junipers, which are resistant to cold, in higher altitudes. 

These trees can survive drought. However, the area of these forests, which have 

been severely damaged, has shrunk compared to the past. When we evaluate the 

region as a whole, there is a forest cover of around 25%. 

Both soil and natural vegetation have lost their true characteristics due to long 

years of destruction. While the natural environmental conditions prevailing in this 

area require that almost the entire region be covered with forests, today a large 

part of the area is covered with anthropogenic steppes (Yücel, 1987). 

Undoubtedly, the main reason for this situation is that forest cover was consumed 

long ago, especially since it was used in mines, as animal feed and as fuel supply 

for many years.  
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ANIMAL HUSBANDRY POTENTIAL IN THE SOUTHEASTERN 

TAURUS 

Animal husbandry in Anatolia has a history as long as human history. 

Mesopotamia and Anatolia are two regions in the world where animals were first 

domesticated. 

The Southeastern Taurus Mountains is a morphological unit which stretches 

between the Eastern and Southeastern Anatolia regions with the most important 

animal husbandry potential in Turkey and where animal husbandry activities are 

diversified and unique differences are observed. In this study, the bovine breeding, 

ovine breeding and apiculture potential of the mountainous mass has been 

investigated according to the geographical features of the area. The presence of 

large meadows and pasture lands led to transhumance activities, while the 

presence of forests and moorlands led to the presence of hair goats, and finally, 

rich vegetation and climate characteristics led to apiculture activities (Durmuş and 

Çağlıyan 2013). Animal husbandry activities have been evaluated considering 

both the settlements located on the mountainous mass and the larger settlements 

surrounding the mass. In addition, the place of the animal husbandry activities 

carried out in this region in Turkey has been determined. 

Ovine Breeding Activities 

As far as ovine breeding is concerned, the first thing that comes to mind is 

sheep breeding, which is followed by goat breeding. In Turkey, the animal species 

that have been reared most have generally been the sheep, despite the decline in 

some years. 50-60% of the total number of animals is the sheep. The presence of 

extensive low and high plateaus in Turkey's interior regions and the dominance of 

the basin floor and field agriculture support ovine breeding in Turkey. In addition, 

sheep is a pasture animal, and the steppes of Turkey and the large areas of high 

mountain meadows make sheep breeding advantageous (Koday, 2005). 

Turkey is among the world's leading countries with regard to sheep breeding, 

which is an important activity in terms of utilizing the natural pasture lands of the 

country that are not used for other purposes in an economic way, feeding the 

people of the country, and meeting the raw material needs of industrial branches 

such as food, clothing, carpet and leather. Ovine breeding is generally preferred 

in Turkey for its low cost and it is done extensively based on natural grasslands 

and pasture lands. 

Although not developed as much as sheep breeding, goat breeding is 

especially common in mountainous areas and forest areas covered with thickets 

and oaks. The most intensive goat feeding areas in terms of geographical 

distribution are mountainous and hilly regions; however, goat can actually be 

raised in every region of Turkey. The Taurus Mountains and the oak species 

commonly found in these mountains provide a suitable natural environment for 

the hair goat (Koday, 2005). 
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In the study area, 71% of ovine breeding includes sheep breeding and 29% 

includes hair goat breeding. Although it is a mountainous mass, transhumance 

activities are important for sheep breeding. The districts within the study area of 

Van province have 25% of the sheep and goats (sheep 33%, hair goats 7%). 

Gürpınar district has the highest number of sheep (665.486) in the study area, 

followed by Başkale (307.780) and Çatak (102.563). Gürpınar and Çatak districts 

are also important in hair goat breeding (Figure 3). The province, which has a high 

plateau and a mountainous area, has some geographical conditions that allow for 

the development of animal husbandry economy rather than crop production. The 

wide area covered with meadows and pastures caused Van to be the province with 

the highest number of animals in the Eastern Anatolia region. 

The main criterion of ovine breeding is to graze the animals in pastures 

and plateaus. Approximately 75% of the rural settlements of Van have sufficient 

pasture lands. However, despite these wide pasture lands, the rate of utilization is 

low. The reasons for this vary spatially and temporally. The first reason is that 

most pastures are closed for security reasons, as is the case in plateaus (Ertaş, 

2020). 

 

Figure 3. The percentage of sheep and goats in the provinces in Southeastern 

Taurus (1995-2019 TURKSTAT) 

 In the study area, Diyarbakır is the second important province in terms of 

sheep and goat breeding. Çüngüş, Çermik, Dicle, Ergani, Hani, Kulp and Lice 

districts of Diyarbakır include 17% of the sheep and goats in the study area (18% 

sheep and 12% hair goats). Çermik (335.641) and Ergani (250.725) are important 

districts in terms of sheep breeding. Kulp (54.800) and Lice (35.083) districts, 

located in mountainous and rugged areas, are important in terms of hair goat 

breeding. 

Hakkâri province is entirely included in the study area. 13% of the ovine 

animals raised in the study area are in this province (14% sheep and 11% hair 
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goats). The areas covered with meadows, where the altitude falls below 2000 

meters, are important for animal husbandry. Ovine breeding is an activity carried 

out on plateaus. However, transhumance activities have decreased significantly in 

recent years due to terrorism. This caused a decline in the most important and even 

the only source of income in the province. The districts of Yüksekova (261.306 

sheep and 53.539 hair goats), Merkez (145.594 sheep and 45067 hair goats), and 

Şemdinli (53.163 sheep and 38.324 hair goats) are important in terms of sheep 

and hair goat breeding (Figure 3).  

Plateaus that make up 40% of the province of Muş are important in terms of 

animal husbandry. In addition to the plateaus in the province, the cultivation of 

forage crops in the plains of Muş, Bulanik and Malazgirt supports animal 

husbandry activities. The mountains in the south of Muş provide important 

advantages in terms of sheep and goat breeding due to both the important plateau 

area and the presence of oak trees. Merkez and Hasköy in the study area are two 

districts where animal husbandry is done the most and the least, respectively. 10% 

of the sheep and goats in the region is in Muş (sheep 11%, hair goats 11%). Muş 

Merkez district ranks second after Gürpınar district in the Southeastern Taurus 

region in terms of the number of sheep (370.257 sheep) and ranks second after 

Şırnak Merkez district in terms of the number of hair goats (113.821 hair goats). 

The abundance of meadows and pastures in the mountainous areas covering 

a large part of the province of Siirt is important for sheep and goat breeding. In 

the large part of the province, the dominant vegetation is oak trees and steppes. In 

Siirt, mostly sheep and goats are raised in the form of nomadic animal husbandry. 

Those who breed animals in Siirt take their animals to the plateaus of Bitlis, Van, 

Hakkari and Muş provinces in summer and to lower temperate regions in the 

Southeastern Anatolia Region in winter. However, terrorism in recent years has 

led to a decrease in nomadic animal husbandry and limited the use of plateaus. 

Pervari, Şirvan, Baykan, Eruh and Tillo (Aydınlar) districts are also in the study 

area. 9% of the sheep and goats in the region are in this province (sheep 6%, hair 

goats 14%). Siirt ranks second in the Southeastern Taurus region after Şırnak in 

terms of the number of hair goats. In the province, Pervari is the area where sheep 

and goat breeding is extensively carried out (69.793 sheep and 60.241 hair goats). 

Şirvan (24.273 sheep and 79.778 hair goats) and Eruh (55.550 sheep and 47.246 

hair goats) are two other important districts in terms of animal husbandry, while 

Tillo (4.370 sheep and 26.224 hair goats) is more important in terms of hair goat 

breeding. 

Since Bitlis is located in the transition zone between Eastern Anatolia and 

Southeastern Anatolia Regions, it has a transition climate. Winters are cold and 

summers are hot and dry in the province. Depending on the climate characteristics 

of the province, the north is covered with steppes, while forests dominated by oaks 

spread towards the south. The geographical features of the province have made 

animal husbandry economy compulsory. Since agricultural areas are scarce and 
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fragmented, the main source of income for the people living in rural areas is 

animal breeding. Both settled and nomadic animal husbandry are carried out in 

the province. Mutki, Güroymak, Tatvan, Hizan and Merkez districts of Bitlis are 

in the study area. 8% of the sheep and goats in the region are in this province. 

Mutki (29.800 sheep, 90.283 hair goats) and Hizan (38.250 sheep, 46.647 hair 

goats) districts are important in hair goat breeding in Bitlis. On the other hand, 

sheep breeding is important in the districts of Güroymak (70.704 sheep, 18.986 

hair goats), Tatvan (63.225 sheep, 24.471 hair goats) and Merkez (22.977 sheep, 

21.171 hair goats). 

Merkez, Uludere and Beytüşşebap are the districts of Şırnak province. 8% of 

the sheep and goats in the region are in this province. Since the region is a 

mountainous and rugged area, it is more suitable for hair goat breeding. It has 15% 

of the hair goats and 5% of the sheep in the study area. In the region, Şırnak is the 

only province in which the rate of hair goats (56%) is more than the rate of sheep 

(44%). The Merkez district (150.580 hair goats, 12.104 sheep) is the area with the 

highest number of hair goats in the study area. The districts of Uludere (28.967 

sheep and 54.233 hair goats) and Beytüşşebap (34.502 sheep and 25.539 hair 

goats) are important settlements where animal husbandry is carried out in the 

mountainous area. The presence of large meadows and pasture lands is a positive 

factor in terms of animal husbandry, having more rainfall than other settlements 

in the Eastern Anatolia region. Cudi Mountain, which is located within the 

provincial borders and has wide meadows and pastures, has not been used for the 

last 30 years due to terrorist activities, which has a negative effect on animal 

husbandry, an important economic resource for the region. 

Kozluk and Sason are the districts of Batman province within the study area. 

These districs have a 4% share in terms of ovine animals (3% sheep and 6% hair 

goats.) While hair goats are more common in Sason (41.757 hair goats and 13.208 

sheep), sheep is reared more in Kozluk (88.975 sheep and 47.291 hair goats). 

In the Southeastern Taurus Mountains, ovine animal activities are carried out 

in the districts of Malatya, Elâzığ, Adıyaman, Bingöl and Kahramanmaraş 

provinces, which have a share of 4% (sheep 4% and hair goat 10%). In the 

settlements in the study area, the share of hair goats and sheep is 52% and 48%, 

respectively. Sheep breeding is common in the districts of Yeşilyurt (43.400 

sheep), Sivrice (25.930 sheep), Doğanşehir (23.510 sheep and 18.715 hair goats) 

and Battalgazi (15.060 sheep), while hair goat breeding is seen more in the 

districts of Genç (32.646 hair goats), Nurhak (24.772 hair goats), Gerger (22.017 

hair goats), Palu (14.400 hair goats), Arıcak (9.865 hair goats), and Sincik (8.473 

hair goats) (Figure 3). 

When the change in sheep and goat breeding activities carried out in the 

Southeastern Taurus is examined by years, it is seen that there was an increase of 

24% in the number of sheep and an increase of 39% in the number of hair goats. 

However, a decrease was observed in the number of sheep and hair goats from 
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time to time due to terrorist activities and security concerns. For example, there 

was a decrease of 23% in the number of sheep and a decrease of 29% in the 

number of hair goats in the period between 1995 and 2009. As the study area is a 

mountainous and rugged area, it is an important place for transhumance activity; 

however, security concerns and terrorism have had a negative effect on animal 

husbandry in the region. Since there is more rainfall potential in the area compared 

to the arid areas around it, there are large meadows and pasture areas. However, 

security concerns over almost the entire mass led to the prohibition of 

transhumance activities in 2009, and some areas (Mount Cudi) cannot still be 

used. For example, Mirgezer plateau on the Glacier (Cilo) Mountains is a plain 

with an altitude of approximately 2700-3000 m. Since the higher parts of this 

plateau are constantly covered with snow, they cannot be used for animal 

husbandry, while the pastures in the lower parts are used for animal husbandry 

activities. However, the evacuation of the villages in the aforementioned areas due 

to terrorism and not being able to use the plateaus have had a negative impact on 

animal husbandry in this region (Koday, 2015) (Figure 4). 

 

Figure 4. Number of ovine animals in the Southeastern Taurus Mountains and 

its immediate surroundings (1995-2019 TURKSTAT) 

Angora goat, also known as Ankara goat, is locally called “filik”. It is not a 

very common species in the study area. Angora goats are raised most in Şirvan 

and Şırnak Merkez districts. The number of angora goats in the settlements located 

in the Southeastern Taurus Mountains has increased by 46% between 1995-2019. 

However, a decrease of 97% was observed between 1995-2008. After 2008-2009, 

angora goat was started to be raised in the districts of Tillo (Aydınlar) and Baykan. 

As of 2019, Siirt province has 94% of Angora goat production in the region. 

Angora goat was raised regularly in the Merkez district of Şırnak between 1995-

2005; however, this activity was terminated after 2015. People raised angora goats 
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again from time to time with the incentives given. In 2015, Şırnak Merkez district 

was the area where Angora goat breeding was done most with a rate of 52%. After 

this year, breeding activity started to decrease again in the district (Figure 5).  

 

Figure 5. The number of Angora goats in the Southeastern Taurus Mountains 

and its immediate surroundings (1995-2019 TURKSTAT) 

Bovine Breeding 

In Turkey, bovine breeding is carried out in the form of pasture and stable 

animal husbandry. While pasture animal husbandry is performed in areas with 

abundant meadows and pastures, stable animal husbandry is carried out in areas 

where pasture lands are limited. Bovine breeding mostly includes cattle and 

buffalo breeding. However, buffalo breeding is not as common as cattle breeding 

(Koday, 2005: 61). 

Cattle Breeding 

In the study area, cattle breeding is not as important as sheep and goat 

breeding. 84% of the animal husbandry activity includes ovine breeding, while 

only 16% of the activity includes bovine breeding. In terms of bovine animal 

breeding, districts of Diyarbakır are in the first place with a rate of 35%. Ergani 

(74.095 animals), Kulp (67.605 animals), and Lice (53.744 animals) districts are 

important in bovine breeding. Native cattle breeding increased again in Kulp 

district after 2017. However, it should be noted that since the districts of 

Diyarbakır are within the boundaries of several different regions, the data have 

been evaluated on a district basis. For example, Ergani district is located in the 

Southeastern Taurus Mountains in the north, Diyarbakır basin in the middle and 

Karacadağ region in the south (Durmuş and Yiğit, 2018). Considering the 

distribution of cattle species in the study area, it can be stated that Diyarbakır 

province ranks first among all cattle breeds with 29% native, 34% culture, and 

50% crossbred (Figure 6).  
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Figure 6. Bovine stock of the provinces in the Southeastern Taurus (1995-2019 

TURKSTAT) 

Malatya is in the second place with 11%. Since Battalgazi, Yeşilyurt and Kale 

districts in Malatya province carry out apricot production activities intensively, 

animal husbandry remains in the background. Nevertheless, Battalgazi (43.939), 

Pötürge (20.333) and Doğanşehir (12.242) are important districts in terms of the 

number of cattles in the region. When the distribution of cattle species in Malatya 

is examined, it is seen that native breeding has a share of 4%, while crossbred and 

culture have a share of 13% and 12%, respectively. Malatya is in the second place 

after Diyarbakır in terms of culture and crossbred bovines in the study area. 

Muş province has 10% of the total number of bovines in the study area (native 

13%, crossbred 6%, and culture 10%). As far as cattle types are concerned, native 

cattle breeding is the one that decreased the most in Muş. In the period between 

1995-2018, native cattle breeding decreased by 74%. On the other hand, the 

breeding of cross-bred cattles has increased by 340% in the Merkez district. In a 

year (2007-2008), there was a decrease of 55% in native cattles, but an increase 

of 98% in cross breeds and an increase of 42% in culture. Although there was a 

decrease in culture (42%) and native (28%) cattles between 2008 and 2009, an 

increase was observed in the number of cross-bred cattles (28%). The acceleration 

in the number of cattles in the province of Muş has been due to cross-breed cattle 

breeding, which is encouraged with incentives for crops and animal husbandry 

(Durmuş and Çağlıyan, 2019; Durmuş and Dölek, 2019). 

Batman province has 9% of the bovine stock. Unlike other provinces, the 

breeding of native cattles still maintains its importance in Batman. In terms of the 

number of native cattles, Batman ranks second after Diyarbakır with 19%. Native 

breeding is important in the district of Sason (17.498 native and 12.356 cross-

bred), while culture cattle breeding is important in the district of Kozluk (30.615 

culture and 8.750 native). As in many areas of Turkey, there was a decrease in the 
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number of native cattles in 2009 in Sason. However, after 2017, the breeding of 

native cattles has increased again in the district. 

Bitlis province has 9% of the bovine stock in the study area (native 7%, cross-

bred 8%, and culture 10%). Cattle breeding is carried out in the districts of Mutki 

(22.563), Güroymak (16.434), Hizan (9.905), Tatvan (11.000) and Merkez 

(10.971). In all districts, culture cattle breeding is more developed than the 

breeding of other types. 

While 94% of ovine animals are in Hakkari province, it has a share of 6% in 

terms of the number of bovine animals in the study area (culture 7%, cross-bred 

and native 4%). As it has been explained under the title of ovine breeding, 

transhumance activities are widespread in the province because of its mountainous 

and rugged area, which supports ovine breeding. Since there is relatively less 

mountainous areas in Yüksekova (27.332), it has 60% of the bovine animals, and 

culture is the most common among cattle species with the rate of 85%. 

In the provinces of Van, Elâzığ, Adıyaman, Siirt and Bingöl in the study area, 

ovine breeding is generally carried out based on transhumance activities. Culture 

cattle breeding activities are carried out in Başkale and Gevaş districts in Van; in 

Arıcak and Palu districts in Elazig; in Gerger and Sincik disricts in Adıyaman; in 

Baykan, Pervari and Şirvan districts in Siirt; and in Genç district in Bingöl (Figure 

7). 

 

Figure 7: Bovine stock in the Southeastern Taurus Mountains and its immediate 

surroundings (1995-2019 TURKSTAT) 

When we examine the change in the number of bovine animals by years in 

the study area, we can see the overall picture in Turkey. Between the years 1995-

2009, native breeding was widespread. A 63% decrease was observed in the 

number of native cattles in the period between 1995 and 2019. From time to time, 
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there have been increases and decreases in the number of animals in Turkey; 

however, there has been continuous decrease in native cattle breeds. In the study 

area, native cattle breeding has increased again only in Sason and Kulp districts 

since 2017. On the other hand, crossbreeding increased by 123% between 1995 

and 2016 and then decreased by 65% between 2016-2019. Since 2009, culture 

cattle breeding has shown a rapid increase in Turkey. In the study area, it showed 

an increase of 135% between the years 1995-2019. The most significant increase 

was observed between 2011-2019 at 454%. Generally speaking, culture cattle is 

the species that increased the most in a 24-year period with a rate of 1.751% 

(Figure 7). 

Buffalo Breeding 

The buffalo, which is a type of cattle, is also called "water cattle" as it likes 

water. It does not like too much heat and generally prefers cool and wet 

environments (Özçağlar, 1995). In the Eastern Anatolia region, buffalo breeding 

is mostly seen in Muş, which is followed by Bitlis. Water buffalo breeding is 

important in the wetlands around the Murat river of Muş and Bitlis provinces 

(Koday, 2005). 

 

Figure 8: The number of buffalos in the Southeastern Taurus Mountains and its 

immediate surroundings (1995-2019 TURKSTAT) 

Buffalo breeding in the study area has increased by 37% between 1995-2019. 

The increase and decrease observed from time to time is related to the buffalo 

breeding of some districts in the study area. Buffalo breeding, which is 

occasionally seen in 28 districts in total, is regularly carried out in only 6 districts 

in the study area. 69% of buffalo breeding is in Bitlis province. Buffalo breeding 

is especially done in the district of Güroymak (61%). Bitlis is followed by Muş 

province with a rate of 26%. Güroymak is followed by Muş Merkez, Hasköy, 

Mutki, Yüksekova and Kozluk districts. 
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Apiculture Activities 

Beekeeping is of particular importance for Turkey, whose economy is largely 

based on agriculture and animal husbandry activities and where the migration 

from rural areas to cities is high. Beekeeping activities are the way to provide easy 

work and income for the citizens living in villages where land is rugged and does 

not allow for crop production and which have large pastures. Beekeeping is an 

economic activity that is carried out by every member of the society without 

needing too much capital and that starts to generate income in a short time, e.g. in 

a year. Beekeeping is one of the most important economic activities of today 

because of these features and the possibility of providing cheap employment in 

animal husbandry (Çağlıyan, 2015). Although beekeeping requires some technical 

and biological knowledge, it is also directly related to the geographical 

environment. There is a close relationship between topography, climate, flora, 

hydrographic situation and beekeeping. It is almost impossible to engage in 

beekeeping in all year long rainy and windy areas and in regions where summers 

are cool or very hot. Apart from these, human activities also affect beekeeping. 

For example, areas close to noisy or dusty roads, city centre, and factories like 

cement factories with smoke and toxic wastes are not suitable for beekeeping 

(Tunçel, 1992). 

The Eastern Anatolia Region has transformed its climate and vegetation 

diversity into an important advantage in beekeeping activities. While the Black 

Sea, Mediterranean and Aegean regions are at the forefront in terms of both the 

number of hives and honey production, the increase in migratory beekeeping 

activities in the region has revealed the real potential of the region because 

especially during the flowering period, the plateaus of the region are among the 

favorite places of beekeepers, as they are in ovine breeding activities. Beekeepers 

in other regions surge into the region during the blooming period of the astragalus 

and thyme. Eastern Anatolia Region produces 14% of honey in Turkey (13.546 

tons) and has 18% of the hives (Çağlıyan, 2015). 

Beekeeping is done in two ways throughout the region: native and migratory. 

As vegetation activity starts in different periods due to the altitude difference of 

the region, the degree of continentality, and the characteristics related to transition 

between seasons, as spring and summer start later, and as there is a wide variety 

of honey plants, the region has attractive areas for migratory beekeeping (Bulut 

and Zaman, 2003). 

With its land structure, climate and rich flora, Bitlis is one of the largest and 

richest basins in terms of flower honey production in Turkey. In Bitlis, in addition 

to forage plants (legumes) that form nectar areas suitable for beekeeping such as 

clover, sainfoin and vetch, meadows and pasture lands rich in wild flowers such 

as astragalus, thyme, great willowherb, anchusa, brunella and deadnettle also 

occupy a large area. 
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Figure 9. Number of hives in the Southeastern Taurus Mountains and its 

immediate surroundings (1995-2019 TURKSTAT) 

This creates a very suitable environment for beekeeping. Apiculture is 

common in all districts of Bitlis. Beekeeping activities in Bitlis province are 

mostly seen in Hizan, Merkez and Mutki districts (Çağlıyan, 2015). 

As of 2019, Bitlis has 21% of the number of hives and produces 28% of 

honey in the study area. Hizan (92.230 hives and 1051 tons of honey), Merkez 

(39.523 hives and 534 tons of honey production), Tatvan (13.147 hives and 260 

tons of honey), and Mutki (10.700 hives and 150 tons of honey production) 

districts in Bitlis are in the foreground with their beekeeping activities (Figure 9-

10). 

Hakkâri province has 12% of the total number of hives in the study area and 

produces 15% of the total amount of honey. Beekeeping activities are carried out 

in almost every district of Hakkari. Yüksekova (31.936 hives and 319 tons of 

honey production), Merkez (24.290 hives and 291 tons of honey production), 

Şemdinli (21.265 hives and 255 tons of honey production), and Derecik (15.353 

hives and 184 tons of honey production) districts are important in terms of 

beekeeping activities. 

The province of Van has 11% of the total number of hives and produces 14% 

of the total amount of honey in the region. The districts of Bahçesaray (31.683 

hives and 412 tons of honey production), Çatak (28.934 hives and 380 tons of 

honey production), and Gevaş (15.899 hives and 207 tons of honey production) 

are important in terms of beekeeping activities. 

Şırnak includes 8% of the hives and produces 5% of the honey in the study 

area. Beytüşşebap (27.500 hives and 193 tons of honey production) and Merkez 

(16.000 hives and 154 tons of honey production) districts are important in terms 

of beekeeping activities. Other districts engaging in beekeeping in the region are 

Sason (34.700 hives and 427 tons of honey production), Genç (19.542 hives and 

249 tons of honey production), and Çüngüş (15.429 hives and 205 tons of honey 

production) (Figure 9-10).  
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Figure 10. Number of hives in the Southeastern Taurus Mountains and its 

immediate surroundings (1995-2019 TURKSTAT) 

The Southeastern Taurus Mountains is an important resource in terms of 

beekeeping activities. An increase was observed in the number of hives (349%) 

and the amount of honey production (212%) in the period between 1995-2019, as 

in the surrounding areas (Figure 11). The beekeeping activity carried out in this 

area accounts for 53% of the total number of hives and 48% of the total honey 

production of the provinces they are affiliated to. In terms of the number of hives 

and honey production, Hizan (12% of the hives and 14% of honey production) is 

the district where beekeeping is carried out most intensively. Merkez district in 

Bitlis (5% of the hives and 7% of honey production), Merkez district in Muş 

(30.142 hives and 441 tons of honey production), and Sason (34.700 hives and 

427 tons of honey production), Bahçesaray, Çatak and Yüksekova districts are 

also important beekeeping areas. In the region, the districts of Pervari (40.000 

hives) and Hizan (34.100 hives) are important areas for karakovan (black hive) 

honey production (Figure 11). 

 

Figure 11: Number of hives and the amount of honey production in the districts 

of the Southeastern Taurus Mountains and its immediate surroundings 
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CONCLUSION 

The Southeastern Taurus Mountains of Turkey is an important morphological 

unit which is located in Upper Euphrates, Upper Murat and Hakkari sections, 

which separates the Eastern and Southeastern Anatolia Regions from each other, 

and which differs in itself in terms of climate, vegetation, landforms and socio-

economic activities. 

The unit, which consists of mountain masses, deep valleys, plateaus and a 

series of lowland chains and which directs the economic activities in the area, 

predominantly involves animal husbandry activities. 

Sheep and goat farming is also intensely carried out in the Southeastern 

Taurus Mountains. The rate of sheep and goat breeding varies between 80% and 

95% in almost every district. Ovine animal husbandry is carried out in two ways: 

native and nomadic. The wide areas of meadows and pasture lands and the climate 

and land forms that do not allow crop production lead to extensive ovine breeding. 

The rate of sheep and hair goat breeding in the study area is 52% and 48%, 

respectively. The reason behind the high rate of hair goats is that the area is 

mountainous and rugged and forests and moors cover a large area. 

Sheep breeding is carried out in Gürpınar, Muş Merkez, Çermik, Başkale, 

Yüksekova and Ergani districts, while hair goat breeding is carried out in Şırnak 

Merkez, Muş Merkez, Mutki, Şirvan and Pervari districts. Şirvan, Tillo 

(Aydınlar), Baykan and Şırnak Merkez districts are important in terms of Angora 

goat breeding. 

Bovine breeding is mostly done in the form of pasture animal husbandry. 

While bovine breeding was based on native cattle breeding until the period 

between 1995-2007, culture and cross-bred cattle breeding has come to the fore 

since 2008. The increase in the incentives given to farmers engaged in culture 

cattle breeding and the prohibition of enterance into the plateaus and pastures in 

the region for security reasons caused an increase in cattle breeding. Culture cattle 

breeding is the most common activity in recent years. 

When the distribution of bovine animal husbandry by species in the study 

area is examined, it is seen that culture cattles have a share of 73%, while native 

cattles and cross-bred cattles make up 17% and 10% of the total cattle species. 

While culture cattle breeding is carried out in districts such as Kulp, Muş, Lice 

and Ergani, native cattle breeding is particularly seen in Sason, Muş, Kulp and 

Kozluk districts, and cross-breeding is carried out in Ergani, Battalgazi, Lice and 

Çermik districts. 

Beekeeping activities, which are carried out in the form of local beekeeping 

and migratory beekeeping from outside of the region, are also important in the 

study area. The districts of Hizan, Bitlis Merkez, Sason, Bahçesaray and Muş 

Merkez are important in terms of beekeeping activities. In addition, the number 

of hives in the districts such as Pervari, Hizan and Bitlis Merkez has increased 

recently and the production of black hive honey has come to the fore. 



477 

 
 

 

REFERENCES 

 

Alkan, A. (2020). Siirt'te göçmenlerin göç hareketliliği ve yolları üzerine bir 

araştırma bölge. Uluslararası Coğrafya ve Coğrafya Eğitimi Dergisi (IGGE), 

41, 160-176. https://doi.org/10.32003/igge.623657 

Bağış, B. & Akbakay, Z. (2017). Arıcılık ve bal üretiminin Bingöl ili ve bölge 

ekonomisi için önemi. İktisadiyat, 1(1), 193-211.  

Bakır, G. & Mikail, N. (2019). Siirt ilindeki küçükbaş hayvancılık işletmelerinin 

yapısal durumu. Atatürk Üniversitesi Ziraat Fakültesi Dergisi, 50(1), 66-74. 

Bıçakçı, E. & Açıkbaş, S. (2018). Bitlis ilindeki kaba yem üretim potansiyelinin 

hayvan varlığına göre yeterliliğinin belirlenmesi. Bitlis Eren Üniversitesi Fen 

Bilimleri Dergisi, 7(1), 180-185. 

Bingöl, E. & Aygün, T. Hakkâri’de yetiştirilen karakaş̧ koyunlarında büyüme ve 

gelişme özellikleri. Iğdır Üniversitesi Fen Bilimleri Enstitüsü Dergisi, 4(3), 

65-74.  

Bingöl, E. & Bingöl, M. (2013). Hakkâri İlinde koyun yetiştiriciliği. 8. Ulusal 

Zootekni Bilim Kongresi, 27-31. https://hdl.handle.net/20.500.12814/668 

Bulut, İ. & Zaman, M. (2003). Erzurum’da arıcılığın coğrafi esasları ve Türkiye 

arıcılığındaki yeri. Atatürk üniversitesi Fen Edebiyat Fakültesi Sosyal Bilimler 

Dergisi, 3(31), 141-157. 

Çağlıyan, A. (2015). Bitlis ilinde arıcılık faaliyetleri. İstanbul Üniversitesi 

Edebiyat Fakültesi Coğrafya Dergisi, (30), 1-25. 

Çağlıyan, A. & Durmuş, E. (2010).  Diyarbakır havzası ve yakın çevresinde 

küçükbaş hayvancılık. Fırat Üniversitesi Sosyal Bilimler Dergisi, 20(2), 29-

56. 

Darkot, B. (1973). Doğu ve Güneydoğu Anadolu Bölgesi. İstanbul Üniversitesi 

Edebiyat Fakültesi, Coğrafya Bölümü, Teksir Ders Notları. 

Denker, B. (1960). Güney Doğu Toroslarda göçebelik. Türk Coğrafya Dergisi, 

(20), 136-142. 

Doğan, M. (2020). Türkiye’de tarım hayvancılık ve ormancılık. S. Doğanay ve M. 

Alım, (Eds), Türkiye Beşerî ve Ekonomik Coğrafyası (ss. 111-165). Pegem 

Akademi.   

Durmuş, E. & Çağlıyan, A. (2018). Transhumance in the Southeastern Taurus 

Mountains. Mountain and Forest Areas in the Arab-Mediterranean World: 

their transformation throughout history (25-27 April 2013), (ss. 247-264). 

Tunis, Tunisia. 

Durmuş, E. & Çağlıyan, A. (2019). Muş ilinde yaylaların dağılışı. Electronic 

Turkish Studies, 14(2), 325-353. 

Durmuş, E. & Dölek, İ. (2019). Geographical distribution of the settlement types 

in the province of Muş.  International Journal of Geography and Geography 

Education, 39, 256-278. 

https://doi.org/10.32003/igge.623657
https://hdl.handle.net/20.500.12814/668


478 

 
 

Durmuş, E. & Yiğit, A. (2018). Ergani ilçesinde köylerin hâkim ekonomik 

faaliyete göre dağılışı. Electronic Turkish Studies, 13 (26), 563-579.  

Erinç, S. (1953). Doğu Anadolu coğrafyası. İstanbul Üniversitesi Coğrafya 

Enstitüsü.  

Erkan, C. & Aşkın, Y. (2001). Van ili Bahçesaray ilçesinde arıcılığın yapısı ve 

arıcılık faaliyetleri. Yüzüncü Yıl Üniversitesi Tarım Bilimleri Dergisi, 11(1), 

19-28. 

Ertaş, N. (2020). Yayla ve mera yasaklarının küçükbaş hayvancılık faaliyetleri 

üzerindeki etkisi: Van örneği. Doğu Coğrafya Dergisi 25(44), 183-200. 

Esen, F. (2017). Bingöl ilinde büyükbaş ve küçükbaş hayvancılık 

faaliyetleri. Bingöl Üniversitesi Sosyal Bilimler Enstitüsü Dergisi 

(BUSBED), 7(13), 83-100.  

Gökburun, İ. (2018). Yüksekova’da hayvancılık faaliyetlerinin geliştirilmesine 

yönelik öneriler. Marmara Coğrafya Dergisi, (37), 204-218. 

Kanakan, M, & Erkan, C. (2020).  Hakkâri İlinde gezgin arıcılık 

faaliyetleri. Yüzüncü Yıl Üniversitesi Tarım Bilimleri Dergisi, 30(4), 712-720. 

https://doi.org/10.29133/yyutbd.735034 

Karadaş, K. (2018). Koyunculuk işletmelerinin sosyo-ekonomik durumu Hakkâri 

ili örneği. Atatürk Üniversitesi Ziraat Fakültesi Dergisi, 49(1), 29-35.  

Karadeniz, N. & Güneş, G. (2002). Dağ Ekosistemleri ve Sürdürülebilir 

Yaklaşımlar. Türkiye Dağları, 1, 24-30. 

Karahan, Ş, & Özmen-Özbakır, G. (2020). Güneydoğu Anadolu’da arıcılık 

faaliyetlerinin ve bal tüketim alışkanlıklarının belirlenmesi. Türk Tarım ve 

Doğa Bilimleri Dergisi, 7 (4), 1148-1158. 

 https://doi.org/10.30910/turkjans.775427  

Karakaya, E. & Kızıloğlu, S. (2014). Küçükbaş hayvancılık işletmelerinin 

örgütlenme yapısı Bingöl ili örneği. Türk Tarım ve Doğa Bilimleri 

Dergisi, 1(4). 

Karakaya, E. & Kızıloğlu, S. (2015). Bingöl İli bal üretimi. Iğdır Üniversitesi Fen 

Bilimleri Enstitüsü Dergisi, 5(2), 25-31.  

Karakuş, F. & Akkol, S. (2013). Van ili küçükbaş hayvancılık işletmelerinin 

mevcut durumu ve verimliliği etkileyen sorunların tespiti üzerine bir 

araştırma. Yüzüncü Yıl Üniversitesi Fen Bilimleri Enstitüsü Dergisi, 18(1-2), 

9-16. 

Koday S. (2005). Doğu Anadolu Bölgesinde Hayvancılık. Atatürk Üniversitesi 

Yayınları. 

Kutlu, M. A. (2019). Uludere ilçesi arıcılık işletmelerinin genel yapısı ve arıcılık 

faaliyetleri üzerine bir çalışma. Türk Tarım ve Doğa Bilimleri Dergisi, 6(3), 

511-517.  

Kutlu, M. A., Özdemir, F. A., & Kılıç, Ö. (2016). Hizan ilçesindeki (Bitlis) arıcılık 

faaliyetleri üzerine bir araştırma. Mustafa Kemal Üniversitesi Ziraat Fakültesi 

Dergisi, 21(2), 197-206. 

https://doi.org/10.29133/yyutbd.735034
https://doi.org/10.30910/turkjans.775427


479 

 
 

Özçağlar, A. (1995). Türkiye’de küçükbaş ve büyükbaş hayvanların coğrafi 

dağılışı. Türkiye Coğrafyası Araştırma ve Uygulama Merkezi Dergisi, 4, 19-

63. 

Öztürk, Ö. & Erkan, C. (2020). Bal arısı yetiştiriciliğinde yerel kışlatma alanlarına 

yönelik bir değerlendirme: Cizre örneği. Hayvansal Üretim, 61(2), 121-126. 

https://doi.org/10.29185/hayuretim.725723 

Sandal, E. K. & Kan, C. (2013). Bingöl ilinde arıcılık faaliyetleri. Türk Coğrafya 

Dergisi, (60), 1-12.  

Saraçoğlu, H. (1989). Doğu Anadolu Bölgesi. Milli Eğitim Basımevi.  

Söğüt, B, Şeviş, H, Karakaya, E, İnci, H, & Yılmaz, H. (2019). Bingöl İlinde 

arıcılık faaliyetinin mevcut yapısı üzerine bir araştırma. Türk Tarım ve Doğa 

Bilimleri Dergisi, 6(2), 168-177. https://doi.org/10.30910/turkjans.556596 

Söğüt, B., Şeviş, H. E., Karakaya, E., & İnci, H. (2019). Arıcılık işletmelerinde 

mevcut durum, temel sorunlar ve çözüm önerileri üzerine bir araştırma (Bingöl 

ili örneği). Uludağ Arıcılık Dergisi, 19(1), 50-60.  

Sözer, A. N. (1984). Güneydoğu Anadolu’nun doğal çevre şartlarına coğrafi bir 

bakış. Ege Coğrafya Dergisi, 2(1), 8-30. 

Şekerden, Ö., Tapkı, İ. & Güzey, Y.Z., (2001, 29-30 Eylül). Güneydoğu Anadolu 

projesi (GAP) uygulamasında büyükbaş hayvancılık. II. GAP ve Sanayi 

Kongresi, Bildiriler Kitabı, 201-210, Diyarbakır. 

Tunca, R. İ., Çimrin, T., Taşkın, A., Büyük, M. & Oskay, D. (2016). Türkiye'deki 

arıcılık faaliyetleri ve koloni kayıpları üzerine araştırma. Gaziosmanpaşa 

Üniversitesi Ziraat Fakültesi Dergisi, 33(2), 56-62. 

Tunçdilek, N. (1977). Türkiye’nin dağlık ve ormanlık bölgelerinin ekonomik 

problemleri. İstanbul Üniversitesi Coğrafya Enstitüsü Dergisi, 43-52.  

Tunçel, H. (1992). Türkiye’de (1966-1986 yılları arasında) arıcılığa genel bir 

bakış. Türkiye Coğrafyası Uygulama ve Araştırma Merkezi Dergisi, 1, 97-126.  

Turan, N., Özyazıcı, M. & Yalçın Tantekin, G. (2015).  Siirt ilinde çayır mera 

alanlarından ve yem bitkilerinden elde edilen kaba yem üretim 

potansiyeli. Türkiye Tarımsal Araştırmalar Dergisi, 2(1), 69-75. 

https://doi.org/10.19159/tutad.37366 

Uzundumlu, A., Aksoy, A. & Işık, H. B. (2011). Arıcılık işletmelerinde mevcut 

yapı ve temel sorunlar; Bingöl ili örneği. Atatürk Üniversitesi Ziraat Fakültesi 

Dergisi, 42(1), 49-55.  

Yiğit, A. (2002). Güneydoğu Torosların yöresel etüdü. Fırat Üniversitesi Sosyal 

Bilimler Dergisi, 12 (1), 47-77.  

 



480 

 
 

Chapter 29 

Place of Conservation Geography in The Secondary 

Education Geography Program 

Öznur YAZICI  

Assoc. Prof. Dr.; Karabuk University, Faculty of Letters Department of Geography, 

Karabuk, Turkey 

 

 

INTRODUCTION 

The realization of the continuity of living and non-living elements on it 

depends primarily on the health of our planet. It can be mentioned about the 

sustainability of human, animal and plant life thanks to the presence and quality 

of air, water, soil. Moreover, by taking this one step further, leaving the world 

better than it found should be the main goal of societies beyond preventing 

environmental degradation. 

Kirman (1993) emphasized the importance of geography by stating that the 

improvement of the world depends on the welfare of people and the environment 

and used the term ‘transformative geography’ to make change due to includes the 

phrase ‘action’. Geography discipline plays an important role in acquiring 

students with this transformative driving force and encouragement. 

Geography education guides students to develop their individual identity and 

become participatory, active and responsible citizens in interaction with each 

other and with other stakeholders in the society. Engin, Akbaş and Gençtürk 

(2003) stated that necessity of geography education in order to raise young people 

who have consciousness to protect and evaluate the national wealth resources of 

their country, sincerely participate in the solution of the country’s problems for 

the benefit of the country and the nation, take responsibility in the development 

of their country, and realize that prosperity and happiness depend on the degree 

of benefiting from the geographical environment. 

Gökçe and Kaya (2009) declared that one of the most important goals of 

geography education is to raise individuals who are sensitive to the environment, 

and the main reasons for the increase of environmental problems are 

overpopulation, continuous and unconscious consumption, wrong policies and 

irresponsible behaviors. Unfortunately, the reason of the most problems related to 

environmental protection are the people who are changing nature without thinking 

ahead. 
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The natural and cultural components of the environment bring to mind a 

terminology that access to collective identity such as ‘geography’, ‘education’, 

‘protection’, ‘space’, ‘responsibility’, ‘sensitivity’, ‘sustainability’, ‘heritage’. In 

the light of these terminology and principles, the conservation geography by 

Convis (2001) describes a wide range of perceptions and sense, including plants, 

animals, cultural and natural resources, environmental justice, land protection, 

indigenous rights and species protection. Conservation solutions are always 

contextual and experimentation is essential. In addition, conservation actions 

should be strategic and formable rather than rigid and plan-oriented (Bonta, 2003). 

Consequently, conservation geography can be defined as a branch that deals with 

spatial protection in terms of geographical perspective. 

While conservation biogeography emphasizes the value of landscape and 

green infrastructure (Crooks & Sanjayan, 2006), conservation geography includes 

all geographical features, living or non-living. For example; determination of 

protection areas such as national parks, natural parks, natural monuments, 

geoparks, geosites; UNESCO’s works which have being updated annually such as 

natural and cultural heritage, intangible cultural heritage, underwater cultural 

heritage, and endangered heritage lists are the most important representatives of 

national and international efforts to protect. Recently, there have also been cases 

where the protected area covers an entire city. Özgüç (2012) remarked that some 

of the European city centers were rebuilt according to their old plans after World 

War II, and exemplified Warsaw, the capital of Poland for this. Thus, it is aimed 

to keep the old spirit and dynamics alive in order to inherit their common history 

via urban protection to future generations. In addition, measures are being taken 

to protect biodiversity at a global level. One of the most worth mentioning of these 

is the ‘Nature Needs Half-NNH’ initiative launched in 2009. With this initiative, 

the aim is to protect 50 percent of the planet by 2030 and stop the 6th mass 

extinction (Nature Needs Half, 2020). According to another example of 

biodiversity, the ‘Red List of Threatened Species’, constituted by the International 

Union for Conservation of Nature, established in 1964, instantly announces the 

risk status of endangered or recently extinct animal, plant and fungi species to the 

public (IUCN, 2020). 

Conservation geography has been integrated into the Secondary Education 

Geography Program in order to create awareness in students. According to Mali, 

Patankar and Chavan (2016), curriculum participation is one of the official ways 

of indoctrinating human values, and ‘school and society’ bring about universal 

institutions that maintain culture, values, norms and responsibilities. 

Conservation awareness has an important effect on bringing love of nature 

and homeland, and raising citizens aware of their rights and responsibilities. 

Because the curriculum provides attitudes, behavior, values and skills as well as 

gaining knowledge. Among them, value education is the basis of a structure in 

harmonizing with society and in showing good behaviors. Values can be gained 
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through various strategies, such as making students feel, think, create an 

atmosphere of empathy, be an example and role model, or be inculcated. 

According to Türkkahraman (2014), social problems also increase in places where 

values are not functional. Demiralp (2017) stated that by means of value 

education, a homeland consciousness can be created in order to protect, keep alive 

and develop the spatial features that form the subject of geography. Like the 

values, it is thought that some geographical skills such as ‘geographical 

observation’ and ‘geographical inquiry’ in the curriculum also contribute to the 

development of conservation awareness. According to Seçim (2019), the skills 

gained through education and training are capable of being used not only during 

school but also in daily life throughout life.  

Some studies have been conducted on program evaluations before. For 

example, the Geography Lesson Curriculum were examined by Gökçe and Kaya 

(2009) in terms of global climate change, by Öztürk Demirbaş (2011) in terms of 

sustainable development, by Demiralp (2017) in terms of design and program 

elements, and by Değirmenci (2018) in terms of values. However, during the 

literature review, it was seen that the Secondary Education Geography Lesson 

Curriculum was not addressed in terms of conservation awareness before, and it 

was predicted that the determinations to be made on this issue could contribute to 

the education-teaching process, especially in terms of sustainability. Thus, in this 

study, it was aimed to evaluate the program in terms of conservation geography 

by drawing attention to the importance of reflections such as love of nature, 

respect for different cultural values, use of natural resources, responsibility and 

patriotism. In this respect, it is thought that it may be beneficial for researchers, 

program development experts, teachers and teacher candidates.  

METHODOLOGY 

Research Design 

Descriptive mixed research method was used in the examination of the 

current Secondary Education Geography Course Curriculum, which was taken as 

the main source for pedagogical evaluation of the aspect of conservation 

geography. Whitehead and Schneider (2013) are of the opinion that accepting the 

interrelated natures and processes provides many benefits, rather than 

categorizing differently qualitative and quantitative researches. Thus, both the 

researcher and the research are purified from various boundaries. The data 

collection and modeling of the study was carried out in line with the qualitative 

document analysis principles. Document analysis is a systematic procedure that is 

being used for reviewing or evaluating documents made up of text and images 

recorded out of the researcher’s intervention (Bowen, 2009). In order to ensure 

reliability, a consensus has been reached on the acquisitions determined by 

consulting 1 geography department faculty member and 1 secondary school 

geography teacher. Tables that integrate the relevant acquisitions and learning 
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areas in the program were created, and the findings were presented and comments 

were made with the help of descriptive statistics. The quantitative method was 

used to compare data, and the frequency and percentage values were shown in the 

tables. Analysis and interpretation were done qualitatively. In this direction, the 

research focused on the following sub-problems: 

Conservation geography; 

1. How is it handled in the perspective of the Geography Course Curriculum? 

2. How is it handled in the basic philosophy of the Geography Course 

Curriculum? 

3. How is it handled in the general objectives of the Geography Course 

Curriculum? 

4. How is it handled in the acquisitions of the Geography Course Curriculum 

according to the learning areas? 

5. Which values are they associated with in the Geography Course Curriculum? 

6. Which geographical skills are associated with the Geography Curriculum?  

FINDINGS  

In this section, findings and comments determined as a result of the 

examination of the curriculum are included.  

1. Sub-Problem: Findings Regarding Conservation Geography in the 

Perspective Part of the Geography Course Curriculum 

In the Geography Curriculum, which was prepared in 2017 and implemented 

for the first time in the 2018-2019 academic year, besides the objectives, 

perspective (values and competencies), measurement and evaluation approach 

information of the Ministry of National Education’s all curricula; the basic 

philosophy, general objectives, geographical skills, issues to be considered in 

practice, numerical values of the acquisition and duration, and the structure of the 

geography curriculum (unit, subject, acquisitions and explanations according to 

grade levels) were included.  

When the whole geography curriculum is evaluated; It has been observed that 

the first statement regarding the concept of conservation is under the title of 

perspective of the curricula with the sentence of “Our values have reached today 

by being distilled from the national and spiritual resources of our society and are 

our own heritage that we will transfer to our future (MoNE, 2018, p. 5)”. 

2. Sub-Problem: Findings Regarding Conservation Geography in the 

Basic Philosophy Part of the Geography Course Curriculum 

In this part of the program, due to the virtual shrinkage caused by 

globalization and technology, “converging of time-space (2018, p. 11)” is 

emphasized. The results of “interactions at local, regional, national and global 

scale (2018, p. 11)” are dwelled on and this situation is exemplified: 

“Environmental problems occurring anywhere in the world can make their effects 

felt in many places at different scales (2018, p. 11)”. Environmental problems are 

given as an example of geographical information used extensively in daily life in 
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the curriculum, and it is explained that the failure to fulfill the responsibilities and 

the interruption of regular functioning (sustainability) can affect every part of the 

world which can be called as a huge village. Environmental problems such as 

pollution of the sea on any coast, excessive carbon dioxide emission in a country, 

desertification of forest lands, drying of a lake, flooding of geographical-

historical-archaeological-anthropological areas with dam waters affect all the 

people of the world, and also can cause natural and human disasters. 

3. Sub-Problem: Findings Regarding Conservation Geography in the 

General Objectives Part of the Geography Course Curriculum  

It has been observed that there are many items related to conservation in the 

general aims of the curriculum. In 5, 6, 7, 8, 11, 12, 13 and 14th of the general 

purposes, it is emphasized on protection of the natural and human environments. 

Mentioned general purposes are given below: 

“5. Developing an awareness of understanding and claiming the spatial 

values of her/his country and the world starting from the close environment, 

6. Gaining awareness of responsibility for the functioning of the ecosystem, 

7. Understanding the importance of spatial planning for the harmonious 

coexistence and continuity of nature and human, 

8. Developing ‘savings awareness’ in the use of natural and human 

resources, 

11. Evaluating natural disasters and environmental problems and 

developing practices for protection and prevention from them, 

12. Understanding the role of environmental, cultural, political and 

economic organizations which active at regional and global level in international 

relations, 

13. Becoming conscious of the potential that her/his country has by 

perceiving location features in terms of regional and global relations of Turkey 

which is a geographical accumulation and synthesis country, 

14. Understanding the importance of having geographical information in 

gaining ‘homeland consciousness’ (MoNE, 2018, p. 11-12).”  

5, 6, 8, 13 and 14 of the general purposes related to conservation are aimed 

at gaining awareness. In 7th purpose, students understand the importance of 

continuity and planning; to develop ways of taking measures against 

environmental problems in 11th purpose; it is aimed to recognize the organizations 

engaged in environmental protection works in 12.  

Evaluating the “issues to be considered in the implementation of the 

curriculum” consisting of 7 items in total; in the 3rd item, it is seen that the 

expression “multi-dimensionally thinking skills of the students should be 

developed related to the events” (MoNE, 2018, p. 14). Big steps such as enabling 

secondary school students to think more flexibly, make them thinking 

analytically, encouraging them to produce original ideas, memory enhancement, 

enriching the imagination by providing to lateral and divergent thinking and 
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producing alternative solutions to problems, breaking down the false stereotypes 

formed in minds constitute the main goals in developing thinking skills. Although 

this issue is necessary for all courses, it is obligatory for realizing of ‘causality’ 

and ‘interest and commitment’ phenomena, which constitute two of the basic 

principles of geography science. Otherwise, it is not possible for learning to go 

beyond the level of knowledge.  

“The Geography Course Curriculum, prepared with a unit-based approach, 

has been arranged so that it can be applied 2 lesson hours in the 9th and 10th grades, 

and both 2 and 4 lessons in the 11th and 12th grades” (MoNE, 2018, p. 17). In the 

light of this information, in 11th and 12th grades the 4-hour application was used 

for evaluations in the study. This is because; the entire program, which exists of 2 

course hours, is also available in 4 hours of practice. All 9th, 10th, 11th and 12th 

grades in the program are also composed of 4 units with the same name. 
 

4. Sub-Problem: Findings Regarding Conservation Geography in the 

Acquisitions of the Geography Course Curriculum According to Learning 

Areas 

The total number of acquisitions in 4 units given the same name for each 

class in the program and the total number of acquisitions considered to be related 

to protection, which is the subject of research, were compared (Table 1). 

In the table, it is seen that the highest acquisitions regarding protection among 

4 classes belong to the 11th grade (with 15 acquisitions). The rate of the 11th class, 

which made up 11 of the general overall 27 protection acquisitions determined in 

the program, was 55.55% and made up more than half. The table also shows the 

percentages on the basis of class (Table 1). Since the total number of acquisitions 

of each class is different, as on the basis of the program (40 acquisitions), the 11th 

grade has the highest rate with 37.5% when it is looked at class basis. Among the 

units of the 11th class, the ‘Environment and Society’ unit has the most 

acquisitions on the subject with 7 acquisitions. In addition, all of the acquisitions 

of the 11th class in both the ‘Natural Systems’ unit (4 out of 4) and the 

‘Environment and Society’ unit (7 out of 7) are related to conservation. 
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Table 1: Comparison of the number of acquisitions in the program and the 

number of acquisitions related to protection, according to classes and units.  

 

Grade 

 

Unit 

Number of 

acquisitions 

in the 

program 

In the 

program 

Number of 

acquisitions 

related to 

conservation 

Related to conservation 

Total % Total % By 

grade 

% 

 

9 

(2 hours 

course) 

Natural 

Systems 

13  

22 

 

16.92 

1  

3 

 

11.11 

 

13.63 

 Human 

Systems 

4 - 

Global 

Environment: 

Regions and 

Countries 

3 - 

Environment 

and Society 

2 2 

 

10 

(2 hours 

course) 

Natural 

Systems 

17  

34 

 

26.15 

3  

3 

 

11.11 

 

8.82 

 Human 

Systems 

12 - 

Global 

Environment: 

Regions and 

Countries 

1 - 

Environment 

and Society 

4 - 

 

11 

(4 hours 

course) 

Natural 

Systems 

4  

40 

 

30.77 

4  

15 

 

55.55 

 

37.5 

 Human 

Systems 

20 2 

Global 

Environment: 

Regions and 

Countries 

9 2 

Environment 

and Society 

7 7 

 

12 

(4 hours 

course) 

Natural 

Systems 

2  

34 

 

26.15 

1  

7 

 

25.92 

 

20.58 

 Human 

Systems 

17 2 

Global 

Environment: 

Regions and 

Countries 

11 - 

Environment 

and Society 

4 4 

TOTAL  130 130 100 27 27 100 20.77 
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The class with the second highest number of acquisitions regarding the 

research subject is 12 (25.92% in the total of the conservation acquisitions of the 

four classes, 20.58% in the total of the 12th grade acquisitions). In the 9th and 10th 

grades, the number of acquisitions related to developing awareness of 

conservation was equal and 3 for each (11.11% in the total of the acquisitions 

related to conservation of 4 classes), but since the total number of acquisitions 

according to the classes are not the same, their percentages on the basis of class 

are different. These values are 13.63% for the 9th grade and 8.82 for the 10th grade. 

In the 9th and 10th grades, the relatively low number of acquisitions related to 

conservation is thought to be primarily due to the low duration of weekly course 

hours (2 hours each). 

One of the striking features in the table is that all the units of the 11th grade 

have gains regarding conservation geography. In the 12th grade, it has not been 

encountered any acquisition related to conservation in other 3 units except ‘Global 

Environment: Regions and Countries’ unit. There are related acquisitions in 

‘Natural Systems’ and ‘Environment and Society’ units in the 9th grade, and only 

in the ‘Natural Systems’ unit in the 10th grade. 

Looking at the total of the four classes, it is seen that 27 of the 130 

acquisitions in the program have conservation geography content. Accordingly, 

the total number of acquisitions is equal to 4.81 times the number of acquisitions 

related to conservation (20.77%).  

9th Grade 

It is stated that in the description of the first unit of the 9th grade named 

‘Natural Systems’, it will focus on ‘nature-human interaction’. Related 

acquisitions can be listed as follows: 

“9.1.1. b) The nature-human interaction includes the sensitivity that people 

should show towards nature” is called (Values: Love of nature, self-control; 

Geographical skills: Geographical observation, geographical inquiry, using 

evidence) (MoNE, 2018, p. 18). 

In the explanation of the 4th unit which is ‘Environment and Society’ there is 

a statement about “related to the ways people use the natural environment and 

the changes that occur in the natural environment due to human influence will be 

given a place” (MoNE, 2018, p. 21). Among the subject acquisitions, those who 

mention conservation geography are: 

“9.4.1. Students exemplify the ways in which people use the natural 

environment” (Geographical skills: Geographical observation, working in the 

field, geographical inquiry). 

“9.4.2. Evaluates the changes in the natural environment caused by human 

effects in terms of their results. 

a) Based on the case studies, human effects on the atmosphere, lithosphere, 

hydrosphere and biosphere are given. 

b) It is emphasized that people should be sensitive to nature in the changes 
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they make on the natural environment” (Values: Self-control, love of nature; 

Geographical skills: Working in the field, geographical inquiry, using evidence) 

(MoNE, 2018, p. 21).  

10th Grade 

“The issues such as water assets of Earth, water assets of Turkey, soil and 

plant diversity on Earth, soil and plant diversity of Turkey will be given” is called 

in ‘Natural Systems’ which is the first unit (MoNE, 2018, p. 22). 

 In the context of this explanation, the acquisitions related to the research 

subject are given below: 

“10.1.11. Students evaluate the economic, social and cultural impacts of 

efficient water usage in Turkey. 

a) Among the water resources, the potential of our seas and their importance 

for our country are emphasized. 

b) It is mentioned that the responsibilities of individuals for the sustainable 

use of our water resources” (MoNE, 2018, p. 22) (Value: Liability; Geographical 

skill: Geographical inquiry). 

“10.1.14. Students evaluate the use of land in Turkey in terms of the 

productivity. 

a) Emphasis is placed on the impact of the erosion in Turkey. 

b) The necessity of protecting our lands is mentioned in order to leave a more 

livable country for future generations” (Values: Liability, patriotism; 

Geographical skills: Working in the field, using evidence). 

“10.1.17. Students analyze distribution of natural plant communities in 

Turkey in terms of growing conditions. In addition, distribution of endemic and 

relict plants in Turkey, the importance and necessity of their protection are 

emphasized” (Value: Patriotism; Geographical skills: Map skills, using evidence) 

(MoNE, 2018, p. 23). 

11th Grade 

All the acquisitions of the ‘Natural Systems’ unit in this class are directed 

towards the importance and conservation of biodiversity and ecosystems. Unit 

description is as follows: “The subjects such as the factors affecting the formation 

and reduction of biodiversity, the elements that make up the ecosystem, substance 

cycles, energy flow and water ecosystems will be given a place” (MoNE, 2018, p. 

26). The acquisitions, explanations, values and geographical skills on the same 

page are given below: 

“11.1.1. They explain the factors affecting the formation and reduction of 

biodiversity. It is ensured that students collect information about the activities 

which carried out for the conservation of biodiversity, and prepare public 

advertisements in order to raise awareness of the public about the conservation 

of biodiversity individually or as a group” (Values: Liability, self-control, love of 

nature; Geographical skills: Geographical observation, map skills, using 

evidence). 
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“11.1.2. They distinguish the elements that make up the ecosystem” 

(Geographical skill: Geographical inquiry). 

“11.1.3. Students analyze substance cycles and energy flow in terms of 

ecosystem continuity. 

b) The effects of human activities on carbon, nitrogen, oxygen and water 

cycles are exemplified” (Geographical skills: Geographical inquiry, using 

evidence). 

“11.1.4. a) The effects of the water cycle and the existence of water in the 

world on the functioning of natural systems are mentioned. 

b) Emphasis is placed on the Ramsar Convention. 

c) The importance and conservation necessity of endemic wealth of wetlands 

in Turkey is emphasized” (Values: Liability, patriotism; Geographical skills: 

Working in the field, geographical inquiry) (MoNE, 2018, p. 26). 

One of the topics dealt with in the 2nd unit of the 11th grade, ‘Human 

Systems’, is cities according to their functions. In this context, the introducing of 

‘slow cities’, which has experienced an upward movement in recent years, is also 

included. The slow cities, which preserve their traditional characters and have 

their own production features, are of great importance in terms of conservation 

geography. In the unit in question, the importance and decrease of natural 

resources are also mentioned. Related acquisitions are given below (MoNE, 

2018):  

“11.2.6. Students distinguish the cities of Turkey according to the functions. 

The ‘Slow Cities’ are given a place with examples from Turkey” (Geographical 

skills: Geographical observation, map skills, using evidence). 

“11.2.11. a) Natural resources are classified. 

b) In the historical process, ‘the change in the value and use of natural 

resources’ is given a place with examples from different regions” (Geographical 

skill: Perception of change and continuity) (MoNE, 2018, p. 27). 

 In the 3rd unit of the 11th grade which is ‘Global Environment: Regions and 

Countries’, different cultures and Turkish culture are emphasized. These issues 

are valuable in terms of preserving the tangible and intangible cultural heritage. 

The acquisitions that can be associated with the research topic can be: 

“11.3.2. c) By emphasizing the importance of cultural diversity, the necessity 

of being respectful towards different cultures is emphasized” (Value: Respect; 

Geographical skills: Geographical inquiry, map skills). 

“11.3.3. b) The main material and spiritual elements representing Turkish 

culture are included through examples” (Geographical skills: Geographical 

observation, map skills) (MoNE, 2018, p. 29). 

In the 4th unit called ‘Environment and Society’, there is an explanation 

‘environmental problems according to their form of formation, the effects of the 

use of mineral and energy resources on the environment, the use of non-renewable 

resources, the environmental consequences of natural resource use in countries 
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with different development, environmental impact of different land use practices, 

the formation of environmental problems, their spreading processes and their 

global effects, sustainable use of natural resources will be included.’ The 

acquisitions within the scope of the research subject are as follows: 

“11.4.1. Students categorize environmental problems according to their 

causes” (Geographical skill: Geographical inquiry). 

“11.4.2. They explain the effects of mines and energy resources on the 

environment with examples. The effects of mines and energy resources on 

production, distribution and consumption are included” (Geographical skill: 

Geographical observation). 

“11.4.3. Students analyze the use of non-renewable resources in terms of 

exhaustibility and alternative resources. Responsibilities of individuals regarding 

the use of non-renewable energy resources are emphasized” (Value: Liability; 

Geographical skill: Geographical inquiry). 

“11.4.4. Students evaluate the use of natural resources in countries with 

different development in terms of environmental effects. 

a) The importance of environmental planning in the effective use of natural 

resources is mentioned. 

b) It is given some examples from Turkey” (Geographical skills: 

Geographical observation, using evidence). 

“11.4.5. They evaluate different applications related to the land use in terms 

of their effects on the environment” (Geographical skills: Geographical 

observation, working in the field). 

“11.4.6. Students analyze the formation and spread processes of 

environmental problems in terms of their global effects. 

a) Methods of protection from wastes are included in terms of environment 

and human health. 

b) Environmental consequences and human effects of technological changes 

are mentioned through examples” (Geographical skill: Perception of change and 

continuity). 

“11.4.7. Students evaluate the sustainable use of natural resources in terms 

of recycling strategies” (Value: Self-control; Geographical skill: Perception of 

change and continuity) (MoNE, 2018, p. 30). 

12th Grade 

The explanation of the ‘Natural Systems’ unit is as follows: “The subjects of 

extreme natural events and their effects, changes that may occur in natural 

systems in the future and the effects of these changes on living life will be 

discussed respectively” (MoNE, 2018, p. 31). The acquisitions regarding 

protection are as follows: 

“12.1.2. Students make future inferences about changes in natural systems. 

a) Emphasis is placed on the possible consequences of changes in natural 

systems on living life in the future. 
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b) The measures to be taken against desertification and desertification are 

emphasized. 

c) The Kyoto Protocol is mentioned” (Value: Liability; Geographical skills: 

Perception of change and continuity, time perception) (MoNE, 2018, p. 31). 

 In ‘Human Systems’, which is the 2nd unit of the 12th class, it is aimed to 

develop the awareness of protection by emphasizing the tourism potential with 

natural and cultural assets. Related acquisitions can be listed as follows: 

“12.2.14. Students explain the relationship between space and natural and 

cultural symbols in Turkey. 

a) It is included the effects of natural and cultural symbols in Turkey on the 

space perception. 

b) It is given a place to the natural assets in Turkey’s world heritage list and 

natural and cultural assets which symbolize the cities. 

c) The concept of geographical indications and the examples from Turkey is 

given a place” (Value: Patriotism; Geographical skills: Geographical observation, 

working in the field).  

“12.2.15. Students explain Turkey’s tourism potential and assets” 

(Geographical skills: Geographical inquiry, preparing and interpreting tables, 

graphs and diagrams) (MoNE, 2018, p. 33).  

The explanation of the 4th unit titled ‘Environment and Society’ is organized 

as “the subjects of the limitation of the natural environment, policies and practices 

to prevent environmental problems in countries with different development levels, 

the effects of environmental organizations and agreements on environmental 

management and protection, threats to common natural and cultural heritage will 

be given a place (MoNE, 2018, p. 35).” The acquisitions and explanations of the 

unit are as follows:  

“12.4.1. They explain the limitations of the natural environment. 

a) Nutrition ring and carrying capacity concepts are emphasized. 

b) It is ensured that limited resources, exhaustibility, excessive pressure, 

environmental problem and nature compatible development (sustainable 

development) concepts are associated” (Value: Nature love; Geographical skill: 

Geographical observation). 

“12.4.2. Students compare the policies and practices of countries with 

different development levels to prevent environmental problems. Human 

responsibility is included in the prevention of environmental problems” (Value: 

Liability; Geographical skill: Geographical inquiry). 

“12.4.3. They explain the effects of environmental organizations and 

agreements on environmental management and protection” (Geographical skills: 

Geographical inquiry). 

“12.4.4. Students explain the threats to common natural and cultural 

heritage. Emphasis is placed on the importance of being sensitive to threats to 

natural and cultural heritage” (Geographical skills: Map skills, time perception) 
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(MoNE, 2018, p. 35). 
5. Sub-Problem: Findings Regarding the Values on Conservation 

Geography in the Geography Course Curriculum  

There is a total of 10 root values that are integrated into curricula. These values 

are alphabetically justice, friendship, honesty, self-control, patience, respect, love, 

liability, patriotism and helpfulness (MoNE, 2018). ‘Self-control, respect, love, 

liability and patriotism’ in this list constitute the values that are directly or indirectly 

matched with the gains related to conservation awareness in the geography program. 

The value given as ‘love’ in MoNE curricula is referred to as ‘love of nature’ in the 

entire geography program. The data on the total number of times these values, which 

are repeated in many acquisitions in the program, and how many times they were used 

in acquisitions related to protection awareness are given below (Table 2). 
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Table 2: Comparison of the number of values used in the Secondary Education Geography Curriculum and the number of values 

related to the conservation 

 9th Grade 10th Grade 11th Grade 12th Grade Used in the 

program 

Related to conserv. 
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% 
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Liability - - 3 2 3 3 2 2 8 30.77 7 35 

Self-control 2 2 - - 2 2 1 - 5 19.23 4 20 

Love of 

nature 

2 2 - - 1 1 1 1 4 15.38 4 20 

Patriotism 1 - 2 2 2 1 2 1 7 26.92 4 20 

Respect - - 1 - 1 1 - - 2 7.69 1 5 

TOTAL 5 4 6 4 9 8 6 4 26 100 20 100 
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Table 3: Comparison of the number of skills used in the Secondary Education Geography Curriculum and the number of skills 

related to conservation 

 9th Grade 10th Grade 11th Grade 12th Grade Used in the 

program 

Related to 

conserv. 

GEOGRAPHICAL 

SKILL 

Numbof 

skills used 

in the 

progr. 

Numbof 

skills 

regarding 

cons. 

Number 

of skills 

used in 

the 

progr. 

Number 

of skills 

regarding 

cons. 

Numb of 

skills used 

in the 

progr. 

Numb. of 

skills 

regarding 

cons. 

Numb. 

of skills 

used in 

the 

progr. 

Numbof 

skills 

regarding 

cons. 

 

T 

 

% 

 

T 

 

% 

Geogr. inquiry 12 3 13 1 16 6 17 3 58 24.17 13 26 

Geog. observation 6 2 6 - 7 6 5 2 24 10 10 20 

Using evidence 10 2 11 2 6 4 5 - 32 13.33 8 16 

Working in the 

field 

3 2 6 1 3 2 2 1 14 5.83 6 12 

Map skills 10 - 12 1 11 4 13 1 46 19.17 6 12 

Perception of 

change & 

continuity 

4 - 9 - 8 3 7 1 28 11.67 4 8 

Time perception 2 - 5 - 3 - 6 2 16 6.67 2 4 

Preparing and 

interpreting tables, 

graphs & diagrams 

3 - 5 - 7 - 7 1 22 9.16 1 2 

TOTAL 50 9 67 5 61 25 62 11 24

0 

100 50 100 
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As seen in Table 2, the values of ‘liability, self-control, love of nature, 

patriotism and respect’ were used 26 times in the geography program, 20 of these 

were associated with the awareness of protection (77%). The values of ‘justice, 

friendship, honesty, patience and helpfulness’ that cannot be associated with 

conservation geography are excluded. Among the associated values, liability (n = 

7, 35%) ranks at the top. Subsequent values of self-control, love of nature and 

patriotism (n = 4 each, 20% each) have equal proportions. 

6. Sub-Problem: Findings Regarding the Geographical Skills on 

Conservation Geography in the Geography Curriculum 

The data on the total number of times the geographical skills repeated in 

many acquisitions in the program and how many times they were used in 

acquisitions related to conservation awareness are given below (Table 3). 

Most of the 8 geographical skills discussed in the program (geographical 

observation, working in the field, geographical inquiry, time perception, 

perception of change and continuity, map skills, preparing and interpreting tables, 

graphs and diagrams, using evidence) are related to conservation awareness. 

Especially ‘geographical inquiry’, ‘geographical observation’, ‘using evidence’ 

and ‘perception of change and continuity’ have priority in this matter. Because 

determining problems through observation and carefullness, questioning events 

and phenomena by establishing a cause-effect relationship, gaining awareness 

about the deterioration, change, sustainability or improvement of the geographical 

environment are all parts of the research subject. ‘Working in the field’ and ‘map 

skills’ are important in terms of seeing degradation, pollution or reduction in the 

land, applications such as exemplifying the spaces that need to be protected. 

According to the table, the skills of ‘geographical inquiry, geographical 

observation, using evidence, working in the field, map skills, perception of change 

and continuity, time perception, table, graph and diagram preparation and 

interpretation’ skills were used 240 times in the program. 50 of these were 

(20.83% of the total) seen that have been correlated each other. The most used 

geographical skill is ‘geographical inquiry’ (n = 13, 26%). Second is geographical 

observation (n = 10, 20%) and third is using evidence (n = 8, 16%). 

DISCUSSION  

In the Secondary Education Geography Curriculum, which was put into 

practice in 2018, there are issues, achievements, values and geographical skills 

that draw attention to protection for all classes, including 9, 10, 11 and 12. The 

results determined by examining the program are as follows: 

In the perspective of MoNE curricula, there are expressions about 

conservation awareness in the philosophy and general purposes of the Geography 

Course Curriculum. Especially the emphasis on responsibility, saving awareness 

and the importance of homeland is striking. Güngör Kazan (2010) determined that 

the general objectives of geography teaching included in the 2005 Secondary 
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Education Geography Curriculum were found to be sufficient by teachers, and by 

comparing the current program with 2005 program, she specified that the general 

objectives almost completely overlapped. 

Numerous achievements regarding conservation geography were 

encountered in the Secondary Education Geography Curriculum. With 15 

acquisitions among the four classes (9, 10, 11, and 12), the 11th grade had the 

highest acquisitions in both the acquisitions related to conservation in the program 

(25.92%) and the acquisitions within each class (20.58% on class basis). This is 

followed by the 12th grade and the 9th grade, respectively. The 10th class, in which 

only 3 of the 34 acquisitions in the program (11.11% in the sum of the protection 

acquisitions of the four classes, 8.82% in the total of the 10th grade acquisitions) 

were associated with protection, took the last place.  

 In all learning areas of the 11th grade, acquisitions related to conservation 

geography are given. There is no other class given conservation acquisitions in all 

units.  

 It was seen that there are 4 different learning areas that all of the total 

acquisitions in the program are related to conservation. These are the 

‘Environment and Society’ learning area (2 out of 2) of the 9th grade, the ‘Natural 

Systems’ learning area (4 out of 4) and the ‘Environment and Society’ learning 

area (7 out of 7) of the 11th grade, ‘Environment and Society’ learning area (4 out 

of 4) of the 12th grade. 

In the program, the total number of acquisitions on the basis of class of the 

mentioned learning areas and the number of acquisitions on conservation 

geography belonging to the same learning area are equal. As can be seen, 

‘Environment and Society’ has been the learning area where the acquisitions in 

this feature were mostly included.  

 The learning area where the acquisitions related to conservation geography 

take place the most has been determined as ‘Environment and Society’. It was 

observed that 2 out of 3 acquisitions related to conservation for the 9th grade, 7 out 

of 15 acquisitions for the 11th grade, 4 out of 7 acquisitions for the 12th grade were 

within the scope of ‘Environment and Society’ learning area, and this result (n = 

13, 48.15%) accounts for about half of the total 27 conservation acquisitions.  

‘Global Environment: Regions and Countries’ has been the learning area with 

the least acquisitions regarding the research subject in the program. In the 9th, 10th 

and 12th grades, while there is no acquisition regarding protection within the scope 

of this learning area, it has been come across only 2 acquisitions in the 11th grade. 

These results show that there is not a balance in the distribution of acquisitions 

according to learning areas. It is thought that conservation awareness can be 

associated with this learning domain more. Öztürk Demirbaş (2011) evaluated the 

place of sustainable development in geography curriculum; similar to this 

research, it has been determined that the most acquisitions on the subject are 

included in the ‘Environment and Society’ and the least in the ‘Global 

Environment: Regions and Countries’ learning areas. Especially, patriotism can 
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be emphasized by giving subjects such as flags, identity cards, natural resource 

potentials of the countries. Similarly, Doğanay and Sever (2011) believe that the 

feeling of patriotism can be developed with the knowledge of the country’s 

geography.  

It has been accepted that 5 of the 10 root values given in the program are 

related to the conservation geography. These are from the highest usage to the 

least usage in relation to the conservation geography acquisitions; ‘liability (n = 

7, 35%), self-control (n = 4, 20%), love of nature (n = 4, 20%), patriotism (n = 4, 

20%) and respect’ (n = 1, 5%). 

Of the 5 values regarding conservation, all the uses of ‘love of nature’ in the 

program (4 out of 4) are related to conservation. It has been determined that the 

mentioned 5 values were taken a place in the program 26 times in the grand total 

in the program, 20 of them were in the context of conservation geography. This 

rate constitutes 77%, and it was found to be quite high. However, considering the 

values of ‘justice, friendship, honesty, patience and helpfulness’ that cannot be 

associated with protection, it is expected that the rate of associating values will be 

higher. Doğanay (1993) shows the discipline of geography as the main source in 

the development and root of the feeling of homeland love. According to Çifçi and 

Ünaldı (2014), teachers believe that the values in the program give students the 

awareness that the natural, historical and cultural heritage of Turkey should be 

protected. And also, teachers are of the opinion that the values in the program 

support the feelings of homeland awareness, such as loving and protecting their 

homeland. The researchers also suggested that geography teachers think that 

values education should be given more widely in the curriculum, and accordingly, 

values should be updated from time to time. According to the study of İbret, 

Karatekin and Avcı (2015); Social studies teacher candidates think that patriotism 

is one of the primary values that geography discipline can gain more effectively. 

Karasu Avcı (2016) emphasized the importance of gaining of sensitiveness for 

especially natural environment and cultural heritage, responsibility, love of nature 

and teaching citizenship responsibilities in the contribution of the geography 

discipline included in the social studies course of teachers to value education. As 

can be seen, all of these are related to conservation. Karagiyim (2019) has 

determined that in the geography course curriculum put into practice in 2018, 

value education is included more than the 2005 program, and the values to which 

the achievements are most associated are ‘liability’ and ‘patriotism’; and he has 

emphasized the importance of geography course in gaining students the sense of 

responsibility towards nature and love of homeland. The researcher is of the 

opinion that compared to the 2005 program, the number of acquisitions associated 

with geographical skills has been reduced 2.4 times in the current program, 

whereas this number should be increased in order for a successful geography 

education to take place. Katılmış and Balcı (2017) determined that most of the 

participant teacher candidates in their study did not find themselves competent in 

values education. They showed that a course on values education was not given 
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in undergraduate education as a reason for this. Today, ‘Values Education’ 

courses have a mandatory status in almost all higher education institutions, and 

therefore their contribution to teacher candidates should be re-evaluated. 

 It was determined that 8 geographical skills in the geography curriculum 

were applied 240 times in total and 50 times in the scope of conservation 

geography. In this case, the use of geographical skills for conservation only covers 

one fifth of the total use. According to these results, the use of geographical skills 

was not found sufficient in terms of conservation awareness. In the sections on 

conservation, ‘geographical inquiry’ (n = 13, 26%) comes first, ‘geographical 

observation’ (n = 10, 20%) comes second, and ‘use of evidence’ (n = 8, 16%) 

comes third.  

In the distribution of geographical skills related to conservation according to 

grade levels, the 11th grade again took the first place. The ratio of the 11th grade to 

the general is 50%, which constitutes 25 of the total 50 geographical skills 

associated with the conservation geography of four grade levels. Looking at the 

ratio in general, the rate of the 9th grade is 18%, that of the 10th grade is 10%, and 

that of the 12th grade is 22%. The shares of each class in their own geographical 

skills are as follows: The number of skills on the basis of the 9th grade is 9 and its 

ratio is 18%, the number of skills on the basis of the 10th grade is 5 and its ratio is 

7.46%, the number of skills on the basis of the 11th grade is 25 and the ratio is 

40.98%, the number of skills on the basis of the 12th grade is 11 and the ratio is 

17.74%.  

Conservation issues in the learning areas included in the curriculum are as 

follows: Nature-human interaction, changes in the natural environment due to 

human influence (9th grade); water, soil and plant diversity, fertility and 

conservation (10th grade); importance and protection of biodiversity, water 

availability and protection of wetlands, preservation of traditional features of calm 

cities, value of natural resources, protection of tangible and intangible cultural 

heritage, respect for Turkish culture, environmental problems, sustainable use of 

natural resources (11th grade); the negative consequences of changes in natural 

systems, desertification, natural and cultural heritage values that Turkey has, 

geographical indications, Turkey’s tourism potential, the importance of 

environmental organizations and agreements, the importance of being sensitive to 

threats towards the natural and cultural heritage (12th grade). Gökçe and Kaya 

(2009) stated that the acquisitions in skills and attitude dimensions were 

insufficient in the 2005 program and gave a few examples to be added. For 

example, students “are willing to participate in creating public opinion regarding 

possible changes in natural systems”, “react to environmentally wrong practices”, 

and “are willing to recognize environmental organizations and participate in their 

activities” (p. 165).  
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CONCLUSIONS AND SUGGESTIONS 

As can be seen, scope towards conservation consciousness creates one of the 

most important missions of geography education. Gaining basic skills and 

equipment such as using evidence encountered in near and far environment 

geographical inquiry which causes and effects can be analyzed in the construction 

of geographical consciousness such as gaining love of nature and homeland, 

contributing to occur a sustainable Turkey and the world, being active and 

sensitive to the environment and other important world issues can be provided 

with a qualified geography education. 

As a result, it has been seen that there are many regulations in the Secondary 

Education Geography Curriculum in order to create conservation awareness for 

both natural and cultural elements. However, it was concluded that the number of 

values related to learning areas and especially the number of geographical skills 

is insufficient and should be increased numerically. Accordingly, the following 

recommendations have been brought forward proposals at the end of the study: 

1. There are learning areas in the program that are not so associated with 

conservation geography. In particular, in the ‘Global Environment: Regions and 

Countries’ learning area, no other grade level protection acquisitions except 11th 

grade are given place. Therefore, new regulations are needed. Apart from the 

existing issues, it is thought that the acquisition related to the conservation 

awareness can be added to many other issues. For example; while introducing 

landforms in the ‘Natural Systems’ learning area, it can be added that it takes 

millions of years for the formation of natural heritage areas such as caves, 

waterfalls and canyons that develop with geomorphological processes. In ‘Human 

Systems’ learning area, it can be explained that there is a danger that improper 

land use will lead to natural disasters such as earthquakes, floods, deforestation, 

and landslides. In ‘Global Environment: Regions and Countries’ learning area, 

short stories about flags of countries can be included. 

2. Short research trips or field studies should be planned so that today’s 

students, who are the adults of the future, can recognize and adopt the natural and 

cultural wealth. Especially, it may be appropriate to select geoheritage areas such 

as national park, nature park, geopark, geosite. For distance areas, virtual solutions 

should definitely be found and young people should be motivated to connect to 

their homeland by reviving their national feelings through temporal and spatial 

trips, for example, to the archaeological, historical, natural history or open-air 

museums. Teachers, school administrations, non-governmental organizations, 

local governments, the state and other stakeholders have separate responsibilities 

in this matter.  

3. Students should be encouraged to take these kinds of in-school and out-of-

school activities seriously, reports are prepared in order to develop their 

observation and questioning skills as stated in the program, the problems they 

encounter should be determined, brainstorming should be done to find solutions, 
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boards should be prepared at school and the attention of other classes should be 

drawn.  

4. For example, it should be ensured that students perceive concepts and 

events holistically by associating seemingly different subjects such as organizing 

a festival where there is a special landform. 

Experiences in recent years have shown that ‘knowing’ and ‘application’ are 

two separate situations. Conservation knowledge seems to exist in everyone, but 

its internalization has not become reality exactly, and conservation awareness has 

not been formed in our society. A long list such as continuous reduction of green 

areas, frequent erosion and landslides, flooding, damaging biodiversity hunting 

and pollution, existence of waste, extravagance encountered in many places 

especially water, garbage problem, unavoidable forest fires, restoration 

deficiencies of historical buildings or not being restored faithfully exemplifies this 

situation painfully. For this reason, conservation geography issues should be given 

importance. 

ACKNOWLEDGEMENT 

This research is an extension of the report presented at the International 

Pegem Conference on Education (IPCEDU 2020). 

 

REFERENCES 

Bonta, M. (2003). Seven names for the bellbird: Conservation geography in 

Honduras. Texas: Texas A&M University Press College Station. 

Convis, C. L. (2001) (Ed.). Conservation geography, case studies in GIS, 

computer mapping and activism. California: ESRI Press. 

Crooks, K. R. & Sanjayan, M. (Eds.) (2006). Connectivity conservation. 

Cambridge: Cambridge University Press. 

Çifçi, T. & Ünaldı, Ü. E. (2014). Coğrafya öğretmenlerinin değer eğitiminin 

mevcut durumu ile ilgili görüş ve düşünceleri. Zeitschrift für die Welt der 

Türken (Journal of World of Turks), 6(2), 81-99. 

Değirmenci, Y. (2018). Coğrafya Dersi Öğretim Programı’nda değerler. Journal 

of History Culture and Art Research, 7(1), 429-450. 

doi:http://dx.doi.org/10.7596/taksad.v7i1.1311 

Demiralp, N. (2017). Coğrafya öğretiminde programların tasarım ve program 

öğeleri açısından incelenmesi ve 2017 öğretim programı. 21. Yüzyılda Eğitim 

ve Toplum, 6(17), 521-545. 

Doğanay, H. (1993). Coğrafya’da metodoloji. İstanbul: Millî Eğitim Bakanlığı 

Yayınları. 

Doğanay, H. & Sever, R. (2011). Genel ve fizikî coğrafya. Ankara: Pegem 

Akademi. 

Engin, İ., Akbaş, Y. & Gençtürk, E. (2003). I. Coğrafya Kongresi’nden günümüze 

liselerimizde müfredat programındaki değişimler. Millî Eğitim Dergisi, 157, 



501 

 
 

103-114. 

Gökçe, N. & Kaya, E. (2009). Coğrafya dersi öğretim programında küresel iklim 

değişikliği. Selçuk Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 22, 157-168. 

Güngör Kazan, N. (2010). Ortaöğretim IX. sınıf Coğrafya Dersi Öğretim 

Programı’nın uygulanmasında yaşanan sorunların öğretmen görüşleriyle 

değerlendirilmesi (Ankara ili örneği) (Yayınlanmamış yüksek lisans tezi). 

Gazi Üniversitesi Eğitim Bilimleri Enstitüsü Ortaöğretim Sosyal Alanlar 

Eğitimi Anabilim Dalı Coğrafya Öğretmenliği Bilim Dalı, Ankara. 

IUCN (2020). International Union for Conservation of Nature - Red List of 

Threatened Species. Retrieved from 

https://www.iucnredlist.org/about/background-history (Accessed date: 

September 02, 2020). 

İbret, B. Ü., Karatekin, K. & Avcı, E. (2015). Sosyal bilgiler dersinde coğrafya 

öğretiminin değerler eğitimi açısından önemi. Millî Eğitim, 207, 5-23. 

Karagiyim, Y. (2019). 2005 ve 2017 coğrafya dersi öğretim programlarının içerik 

boyutu bağlamında karşılaştırılması (Yayınlanmamış yüksek lisans tezi). 

Atatürk Üniversitesi Eğitim Bilimleri Enstitüsü Türkçe ve Sosyal Bilimler 

Eğitimi Anabilim Dalı Coğrafya Eğitimi Bilim Dalı, Erzurum. 

Karasu Avcı, E. (2016). Sosyal bilgiler dersinde değerler eğitiminde coğrafya 

disiplininin rolü. Araştırma ve Deneyim Dergisi (ADEDER), 1(1), 36-58. 

Katılmış, A. & Balcı, A. (2017). Coğrafya öğretmeni adaylarının değerler 

eğitimine yönelik görüşlerinin incelenmesi. Marmara Coğrafya Dergisi, 35, 

1-12. 

Kirman, J. M. (2003). Transformative geography: Ethics and action in elementary 

and secondary geography education. Journal of Geography, 102, 93-98. 

Mali, N. S.; Patankar, P. S. & Chavan, R. L. (2016). Reflection of geographical 

human values through curricular engagement. The Compass, 10(1), 60-64. 

MoNE (2018). Secondary Education (9, 10, 11, and 12th Grades) Geography 

Curriculum. Ministry of National Education - Board of Education and 

Discipline, Ankara.  

Nature Needs Half (2020). Wild foundation. Available at: 

https://www.wild.org/natureneedshalf/ (Accessed date: August 29, 2020). 

Özgüç, N. (2012). Şehirsel koruma ve coğrafya. Coğrafya Dergisi, 0(3), 61-122. 

Retrieved from https://dergipark.org.tr/tr/pub/iucografya/issue/25052/264481 

Öztürk Demirbaş, Ç. (2011). Coğrafya Dersi Öğretim Programı’nda sürdürülebilir 

kalkınma. Uluslararası İnsan Bilimleri Dergisi, 8(2), 595-615.  

Seçim, O. (2019). Coğrafya Dersi Öğretim Programı değişim ve süreklilik 

becerisinin değerlendirilmesi (Yayınlanmamış yüksek lisans tezi). Marmara 

Üniversitesi Eğitim Bilimleri Enstitüsü Türkçe ve Sosyal Bilimler Eğitimi 

Anabilim Dalı Coğrafya Öğretmenliği Bilim Dalı, İstanbul. 

Türkkahraman, M. (2014). Social values and value education. Procedia - Social 

and Behavioral Sciences, 116, 633-638. 

Whitehead, D. & Schneider, Z. (2013). Mixed-methods research (Chapter 14). In 



502 

 
 

Nursing & midwifery research: Methods and appraisal for evidence-based 

practice (4th ed.) (Eds: Z. Schneider, D. Whitehead & D. Elliott, pp. 263-284). 

Marrickville, Sydney: Elsevier Mosby. 



503 

 
 

Chapter 30 

Morphometric Analysis of Dolines on Kestel (Burdur) 

Mountain 

Yıldırım ATAYETER1 and Onur YAYLA2 
1 Prof. .Dr.; Süleyman Demirel University, Faculty of Arts and Sciences, 

Departmet of Geography, Isparta-Turkey   
2Res. Assit.; Burdur Mehmet Akif Ersoy University, Faculty of Education, Dept. 

of Social Sciences Education, Burdur-Turkey  

 

INTRODUCTION 
 

The term of Karst, and karst formations have been interpreted with different 

definitions by many researchers. Hoşgören (2017) states that the surface drainage 

corresponds to the areas where the surface drainage is weak but the underground 

drainage is strongly formed, including the landforms (such as lapia, doline, uvala, 

polye and caves) that occur as a result of the dissolution of limestones in water 

and partially collapses. According to Nazik (2016), karst formations are formed 

in places with carbonate, sulphate and chloride rocks suitable for dissolution. In 

these formations, it is defined as underground and ground drainage systems that 

develop under the effect of physical and reversible processes (such as dissolution, 

melting, recrystallization) and the real effect of time factor and landforms formed 

in these systems. 

It is known that many landforms, including micro and macro shapes, develop 

in the karstic lands. One of these landforms are dolines. Dolines were examined 

by different researchers in Turkey so far widely in different karst regions (Nazik, 

1986; Doğan, 2004; Öztürk, 2018; Şimşek et al., 2019; Poyraz et al., 2021). 

Dolines, one of these main landforms were examined widely in different karst 

areas by different researchers in Turkey. (Gentle, 1986; Doğan, 2004; Öztürk, 

2018; Şimşek et al., 2019; Poyraz et al., 2021). Dolins are the characteristic shapes 

of curved karstic lands that develop in temperate zones at mid-latitudes such as 

the Dinar and Taurus Mountains, which are circular or semi-circular with 

diameters from one meter to 1 km (Ford & Williams, 2007; Gams, 2000; Öztürk 

et al., 2018; Poyraz et al., 2021). Although the depth is less than 1 meter, there are 

also deeper dolines according to their size (Erinç, 1960). Actually, according to 

Alagöz (1944), the Turkish equivalent of dolin, which means valley in Slavic 

languages, is tava, kokurdan and koyak. The concept of doline, which is used as 

swallet, sinkhole and sink in English Works, is defined as scotchs, creux or 

emposiexus in French literature works (Erinç, 1960). While some of the dolines, 
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which ocur in quite different features and forms in shape, are in a flattened form, 

others are formed in the form of a cauldron and a funnel (Figure 1). 

 

Figure 1. 1a: Dolines developing over 1000 m in the Kestel mountain mass.  2a: 

Dolines devoloping in the Taurus (Öztürk, 2020). 
 

Dolines were examined in two categories as the melting and the collapse 

doline (Erinç, 1960) according to conducted in previous and in different periods 

studies in Turkey. In recent studies, the dolines have been examined in six groups: 

collapse doline, dissolution doline, caprock doline, dropout doline, buried doline, 

suffosion (cover subsidence) doline (Doğan, 2004; Waltham & Fookes, 2003; 

Öztürk, 2018) (Figure 1). 
 

 

Figure 2. 2a: Dissolition doline, 2b: Buried doline, 2c: Collapse doline, 2d: 

Caprock doline, 2e: Dropout doline, 2f: Suffosion doline as classiffied (Doğan, 

2004; Waltham ve Fookes, 2003; Öztürk, 2018). 
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Dissolution (melting) dolines occur by chemical dissolution. They are 

circular or semi-circular karstic closed depressions that reach tens of meters depth 

and hundreds of meters width from a few meters depth and width (Waltham & 

Fookes, 2003; Doğan, 2004; Erinç, 2015, Öztürk 2018).  

Collapse dolines are those that resemble well and cylinder shapes. Melting is 

also seen as the main factor in these dolines, but these are the karstic closed 

depression areas that are formed as a result of the ceiling collapsing by not 

carrying the load in the process developed with the underground melting system. 

Therefore, they are deeper and sharper-edged shapes compared to melting dolines 

(Erinç, 1960). The material belonging to the ceiling of the gallery formed below 

inside the young collapse dolines can be seen as a pile of debris (Doğan and Nazik, 

2003). Dolines formed by the collapse of caves that provide underground drainage 

system in karstic lands can also be seen (Doğan, 2004). 

Caprock subsidence dolines are those developed by the covering of a 

different non-karstic unit overlying the gallery system that developed as karstic at 

the bottom floor. These dolines usually occur in interstadial6 karst or paleokarst 

lands. Many sinkholes in the Obruk Plateau, in Turkey are cover rock dolines 

formed in this way (Doğan, 2003; 2004). 

Dropout doline is formed by the collapse of the ceilings of large voids that 

occur in alluvium, colivial clay or loose thick soil covers overlying the 

karstification environment (Doğan, 2003). This doline type is similar to the 

caprock doline, however; while there is a rock above the karstification 

environment in the caprock dolines, this rock leaves its place to the alluvium or 

colivial clay material in the cover-subsidence doline (Doğan, 2004). 

Suffosion dolines are formed due to the transport of sediments by 

precipitation on the cover layer, as in subsidence dolines. Alluvial dolines are 

defined as collapses developed by the transport of the cover along the fissures in 

the limestone (Doğan, 2004). These dolines are described as soil ponor in some 

studies (Atayeter, 2000; Bozyiğit and Kurt, 2000). 

Buried dolines are not a formation mechanism but rather dolines formed 

during the paleogeography process. These dolines are formed by filling with loose 

materials such as soil, alluvium or moraine in the following periods (Doğan, 

2004). These types of dolines are observed in high areas in our country covered 

by moraines transported by glacial processes (Şimşek et al., 2019). 

It is important to determine the tectonic processes of dolines, especially the 

crack structures, in order to determine the formation and development of dolines 

in karstic areas and to make interpretations based on these determinations (Öztürk, 

 
6 Climatic warming occurring in a glacial cycle, a short recovery period. The duration of 

the interstadials is shorter than the interglacial periods. Regression or melting of glaciers 

may occur during interstadial periods even if it is very small (Hoşgören, 2017). 
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2018). In addition to the fault and tectonic relationship in the areas where the 

dolines sequences and elongations are formed, they also provide information on 

the drainage networks in the palaeovalleys (Nazik, 1985; Bocic, Pahernik, & 

Milhevc, 2015; Şenel ve Öztürk, 2019). Today, morphometric indexes are used to 

make interpretations on these sequences and extensions (Öztürk, 2018). By 

Bondesan, Meneghel and Sauro (1999), 65 different morphometric parameters are 

determined to make morphometric calculations of dolines and indexes are 

developed based on them. However, in these days, very few of these different 

parameters are used in the studies (Öztürk, 2018).  

In this study, morphometric analyzes as well as the development conditions 

and tectonic movements of dolines that developed on Kestel Mountain within the 

borders of Burdur Province and their relations with paleovalley systems were also 

made. 

STUDY AREA 
 

The field of the study is located within the Western Taurus Karst Area (Nazik 

and Tuncer, 2010) (Figure 3). The Kestel Mountain mass in the south of Burdur 

Lake extends roughly in the east-southwest direction within the borders of Burdur 

province, Bucak district.  

 

Figure 3. The location map of the study area 

Kestel Mountain mass is the area with the highest altitude value within the 

provincial border. There are high hills on this system. The highest hill of Kestel 
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Mountain is Kulube (2328 m) Hill. Çiçek H. (2075 m), Eyüpkıraç H. (2310 m), 

Kırıkkorum H. (2124 m) are some of the high hills (Figure 4). 

 

Figure 4. The marked view of the dolines on the HGM Küre orthophotograph of 

the study area. 

Geologically, the formation consisting predominantly of mesozoic old limestones 

is named as Dutdere formation. The unit consists of medium, thick-bedded, locally 

massive, gray, or light gray erosional surface, partly with megalodon or algal 

recrystallized limestones. On top of these, partly, red-pink colored, cherty, 

ammonite, nodular limestones, and brecciated limestones are stacked. The unit is 

Middle Triassic-Liassic age (Ersoy,1989; Şenel, 1997) (Figure 5).  

Climate characteristics in the research area were evaluated according to the 

data of Bucak district meteorology directorate, which is the closest station. 

According to the data of the meteorology station of Bucak district (1972-2019), 

the annual average temperature in the field is 14,5 °C. Considering the distribution 

of the average temperatures of the district by months, the average temperature is 

26 °C in July and 4,2 °C in January. In this case, the temperature amplitude is 21.8 

°C. However, considering that the mass of Kestel Mountain is 1100 m higher than 

Bucak district, the average temperature here will vary between 7-10 oC. The 

precipitation character in the study area varies according to the temperature. 

Annual average rainfall in the field is 605,1 mm.. Considering the distribution of 

the district's average precipitation by months, the average precipitation occurs in 

July with 13,4 mm and in January with 89,1 mm. Due to the difference in 

elevation, snowfall is more intense on Kestel Mountain in winter and stays on the 

ground for a long time. On the other hand, the heavy rainfall may occur on Kestel 

Mountain in the spring and autumn seasons (General Directorate of Meteorology, 

2019). 
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Figure 5. The geology map of the study area (It was produced by using the J10 - 

1 / 100.000 scale map of MTA (General Directorate of Mineral Research and 

Exploration). 

METHOD 

In geomorphology research, the geomorphometric parameters allow to obtain 

very important results to give an idea about the formation and development of 
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geomorphological units (Denizman, 2003; Korup, 2004; Basso et al., 2013; 

Stafenelli, 2016; Şener & Öztürk, 2019). Therefore, this technique is used 

effectively in geomorphology research. In the karst topography, there are also 

studies on dolines with geomorphometric parameters (Denizman, 2003; Öztürk, 

2018; Şimşek et al., 2019). 

It is seen that the first studies on the evaluation of doline density and dolines 

on geomorphometric parameters on the karst topography have continued for more 

than half a century (Cramer, 1941; Williams, 1966; 1971; 1972; Öztürk, 2018). 

These studies on dolines have progressed day by day by making more sense of 

technological data. In the first studies, while morphometric calculations related to 

dolines were made, topographic maps of different scales were used as a base 

background (Liang et al., 2014; Öztürk, 2018). This method still continue to be 

used effectively (Şimşek et al., 2019; Poyraz et al., 2021). However, in recent 

studies, studies are carried out by analyzing the data obtained by aircraft and 

LIDAR systems. (Eulogio Pardo ‐ igúzquiza et al., 2016; Valjavec et al., 2018). 

Bondesan et al. (1992) classified dolines according to different criteria with 

geomorphometric parameters. These criteria are the topography where dolines are 

formed and the geometric properties of dolines, the origin and development 

mechanisms of dolines, morphoclimatic conditions and hydrogeological 

conditions of dolines. The use of these morphometric analyzes has been limited. 

Öztürk (2018) classified these morphometric analyzes, which are generally used 

on dolines in a study. 

In this study, the dolines on Kestel Mountain were evaluated only according 

to the Elongation Ratio (RE) index The Elongation Ratio (RE) index is obtained 

by proportioning and evaluating the long axes (U) of dolines to the short axes (K). 

In dolines, the long axis represents the distance (m) between the two furthest 

points of the highest closed contour at the location of the doline. The short axis, 

on the other hand, refers to the length (m) of the doline between the two shortest 

distances by cutting this long axis at a right angle of 90 ° (Bondesan et al., 1992; 

Denizman, 2003; Öztürk, 2018). With the help of the Elongation Ratio (RE) index, 

interpretations about how the shapes of dolines are distributed can be made. 

𝐸𝑙𝑜𝑛𝑔𝑎𝑡𝑖𝑜𝑛 𝑅𝑎𝑡𝑖𝑜 (𝑅𝐸) =
𝐿𝑜𝑛𝑔 𝐴𝑥𝑖𝑠 (𝑈)

𝑆ℎ𝑜𝑟𝑡 𝐴𝑥𝑖𝑠 (𝐾)
 

In this formula, if the result of RE is equal or close to 1, the shape of the 

doline is circular. If the value of RE is calculated as a value between 1.21 <RE 

<1.65, the shape of the doline is semi-circular or elliptical. If the RE value takes 

a value greater than 1.8, the shape of the doline is evaluated as sub- elliptical or 

elongated (Basso et al., 2013). 

In the study, 1/25.000 topography maps were digitized and used as a 

background. In this map, dolines in the study area were identified and transferred 

to the Geographical Information Systems (GIS) environment. A rose diagram was 

created with GeoRose programs in order to make interpretations on the data 
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obtained. Dolines observed in field the studies were measured with laser meters 

and the accuracy and validity of the values obtained with the digital elevation 

model were tested. In the research area, videos were recorded and photographs 

were taken with a drone. In this study, technical devices such as cameras, drones, 

GPS and laser meters were used extensively. 

FINDINGS 

184 dolines were found on the Kestel Mountain mass. It would not be wrong 

to say that these karstic depressions developed within the paleovalley systems, 

since the dolines follow the fluvial lines. In other words, there is a close 

relationship between karstic depressions and paleovalleys in this area. 

When the areas created by dolines in the study area are evaluated in the 

ArcGIS environment, the following findings are obtained; 

The sizes of these depressions vary between 47 m2 and 19735 m2. However, 

the general density is between 47 m2 and 4000 m2 (Figure 6). 

 

Figure 6. Distribution of karstic depressions by area 

Dolines show the formation density mostly between 1950-2150 m altitude in 

the research area. There are doline formations on the whole mass, including Hut 

H. (2328 m), which is the summit of the Kestel Mountain mass (Figure 7).  
 

 

Figure 7. Distribution of karstic depressions according to elevation steps 
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The active faults are not indicated on the Kestel Mountain in the geological 

maps. However, the presence of overthrust and inactive faults in this area is 

certain. Dolines developing on these inactive faults were also determined during 

the field studies. 

 It is certain that there is a direct relationship between karstification and the 

fact that the snow cover in the area remained on the ground for a long time and 

began to melt towards the spring months. Because carbon dioxide (CO2) is an 

important parameter in karstification. In this environment, the carbon dioxide in 

the cold waters that emerge as a result of the melting of the snow cover remaining 

on the ground for a long time, affects the carbon dioxide and prepares the ground 

for the formation of rich karst relief in the field. 

Long axis and short axis ratios of karstic depressions formed in the study area 

were interpreted with graphics by calculating the long and short axes in ArcGIS. 

It is noteworthy that in dolines in this area, the value of the long axis is quite high 

and the value of the short axis is quite low. However, apart from this general 

situation, depressions showing an axis value above 7.5 are also rare in the field. 

In the studies conducted in the field, it has been determined that there are 

narrow but equally long depressions resembling a valley type. This situation 

confirms that the dolines in the field developed on the paleovalley systems (Fig.8). 
 

 

Figure 8. Dolines develop on paleovalleys. While the red line indicates the 

boundaries of the dolines, the blue line indicates the base of the paleovalleys. 
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Figure 9. Distribution of karstic depressions according to the elongation axis 

(RE) 

Most of the dolines formed in the study area are far from circularity and 

whose long axis is developed. Most of the dolines in this area are between 1.5 and 

4 according to the RE index values. Dolines with RE index values between 1.21 

and 1.65 were also formed in the field. According to the RE index, 10.32% of the 

dolines are in a semi-circular shape between 0-1,5 values. 5.45% of these, which 

are between 4-7.5 values, are elongated. 84.23% of dolines are between 1.5 and 4 

values.  

Those with a value between 1.5 and 2 are dolines developed on a circular 

scale. Those with a value between 2 and 4 are dolines far from the circular feature. 

In the karstic depressions on the Kestel mountain mass, the concentration of 

values between 1.5 and 4 presents a shape from circularity to elliptical shape. 

5.45% of karstic depressions below 1 value are circular. Figures with an index 

value of 1.21 and 1.65 are considered elliptical, and those with an index value 

above 1.8 are considered in the class of elliptical or elongated dolines. As a result 

of the calculations, the fact that the dolines on Kestel Mountain are mostly over 

1.8 reveals that these dolines change from elliptical to elongated (Figure 9). 

Dolines in the research area were examined in two parts as the east and west of 

Çiçekli H. by taking the hill of Çiçekli (2075 m) as the center. It has been 

determined that dolines in the west of Çiçekli H. have an elongation in the N-S 

direction and the dolines in the east of Çiçekli H. in the direction of N-S and NE-

SW (Figure 10). 
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Figure 10.a: Extension of dolines west of Çiçekli Hill. b: Extension of dolines to 

the east of Çiçekli Hill. 

Data obtained by remote sensing methods and field investigations revealed 

significant results on the elongation rate (RE) in the study area. In addition, the 

existence of different development processes related to karstification in the area 

has also been identified. In the study area, it was observed that dolines were 

formed sequentially on the thrusts following the fault lines of approximately 2 km 

in NE-SW direction, starting from Konarısivrisi H. (2123 m.) to Kırıkkorum H. 

(2182 m.) (Figure 11). In the west of this fault line, the effect of the aspect factor 

is felt in karstification. The effect of the north aspect factor in this area increases 

the duration of the snow cover, thus karstic development increases as the duration 

of the snow cover positively affect the karstification (Figure 12). 
 

 

Figure 11. Karstic depressions located on the fault line between Konarısivrisi H. 

and Kırkkorum H. on the Kestel Mountain Mass 
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Figure 12. The dolines on Mount Kestel 

 

In this area, taking into account the altitude value, it should be taken into 

account that in addition to the lithology-karst relationship, nival karstic shapes 

may develop. As a matter of fact, the effects of the units that have become ice 

masses on limestones were observed in the study area. Considering that the 

altitude value in the field exceeds 2200 m., it is possible to talk about the presence 

of nival karstic shapes here. As a matter of fact, such depressions have been 

detected in the field. A further study is needed for these shapes. 

DISCUSSION 

Many studies have been conducted on the karstic topography based on 

morphometric analysis (Öztürk et al., 2015; Öztürk, 2018; Şimşek et al., 2019). 

According to Öztürk (2018), morphometric analysis can be performed using many 

different indexes on the karst topography. In recent years, the different indexes 

have been developed in this field with the development of geographic information 

systems and remote sensing methods. In this study, interpretations were made on 

the development directions and elongation rates of dolines in the Kestel Mountain 

mass by using only the elongation rate (RE) index from these indexes. 

Karstic depressions on the Geyik Mountain mass have been studied by 

morphometric analysis in one of the studies using the Elongation Ratio index in 

Turkey. In this study, it has been determined that 87% of dolines and 57% of 

uvalas in the field have an elongation rate (RE) below 2. According to this number, 

it has been concluded that the karstic depressions in Geyik Mountain are in 
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circular or semi-circular form. 

In Kestel Mountain, the Elongation Ratio index of dolines was calculated 

between 1.5 and 4 and it was determined that these dolines had an elliptical 

appearance, far from circular form. 

It is observed that karstification in the mass of Kestel Mountain has also 

developed nival. Nival shapes are formed by the infiltration of the snow water 

melting into the diaclases of the limestone in high areas dominated by calcareous 

lithology (Pekcan, 2019). In such areas, the slope of the hillside and the slope of 

the layer in the opposite direction accelerates the erosion in the direction of the 

slope of the hillside, while roughly seat-shaped formations (bowls) occur in the 

direction of the slope of the layer. Waters accumulate in the seat-shaped 

formations that develop in this way, and these areas are used by people for animal 

husbandry. 

It has been observed that the formations formed in the way mentioned here 

developed in the mass of Kestel Mountain. The tectonic structure of the field and 

snow that remained on the ground for a long time and the lithological conditions 

provided the development of these shapes. 

CONCLUSION 

In this study, the elongation ratio index of dolines on the Kestel Mountain 

mass in the Western Taurus Karst belt was analyzed using morphometric methods, 

remote sensing and GIS. 184 dolines were found on Mount Kestel with the field 

studies. These dolines are evaluated in the elongation ratio (RE) index. According 

to the calculations, it has been concluded that the dolines in the field are 

concentrated between 1.5-4 values. With the density formed between these values, 

it was concluded that the majority of dolines on the Kestel Mountain mass are 

elliptical in shape, far from circularity. 

It has been determined that the development of dolines in the research area is 

also related to tectonic processes. As a matter of fact, in the region between 

Konarısivrisi H. and Kırıkkorum H., thrusts and dolines developing on fault lines 

confirm this situation. 

The elongation of dolines in the research area was examined in two parts as 

the east and west of Çiçekli H. by taking the summit of Çiçekli H. (2075) into the 

center. It has been determined that the dolines in the west of Çiçekli H. have a  N-

S direction, and the dolines in the east have N-S and NE-SW directions. 

As a result of the field studies, the presence of karstic shapes related to snow 

and ice in the study area was also determined. In the study area, in addition to 

dolines, which are frequently seen in karstic areas, the presence of seat-shaped 

nival karstic shapes developed on inclination values between 60-80° were also 

determined. 
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Urban Heat Island (UHI), a widely used concept in urban climatology, has 

not been sufficiently addressed in Turkey until recently although it has been 

monitored and investigated in many countries around the world. Michell (1961), 

Roden (1966), Myrup (1969) and Landsberg (1981) revealed the effect of UHIs 

for many cities in their studies. Many studies conducted by Oke, Yap, Maxwell 

(1972) and Oke (1982, 1987) also demonstrated the existence of UHIs. 

The concept translated as Urban Heat Island from international resources in 

the academic studies conducted in the field of meteorology and climatology in 

Turkey will also be used in the same context in this thesis with its accurate 

translation. Heat and temperature are two concepts which differ too much to be 

used interchangeably. The unit of measure for heat is calorie while the unit of 

measure for temperature is degree (°). Although the difference of temperature 

between the city and its surroundings is explained by giving values such as 1-2 

°C, academic studies sometimes refer to temperature as heat which creates errors 

in the use of these concepts. If the term had been translated into Turkish as urban 

temperature island, then the values should reflect calories instead of degrees. 

Therefore, the concept of “urban heat island” will be used in this thesis with its 

accurate translation in academic sense. 

The world population, which was 7.6 billion in 2018, is estimated to be 8.6 

billion in 2030. Within this population, it is predicted that the urban population 

will reach 5 billion and 60% of the total population in the world will be residing 

in cities (Atalay, 2013). 

Compared to their surroundings, cities are areas with less wind speed and 

higher amount of air particles which result in the formation of a heat island. 

Asphalt roads that prevent water percolation, vertical glass buildings, energy spent 

for heating or cooling buildings and pollution caused by various gases and 

particles in the air cause a separate environment especially in the cities. 

First of all, cities have lower albedo compared to rural areas. For this reason, 

cities absorb solar radiation at higher levels and become islands of heat in 

comparison to their surroundings. Since the reflection of absorbed energy is low 

after the sunset, the temperature of the cities is higher compared to rural areas. 

The perceptible temperature rate of cities is higher than other settlements in 
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rural areas. Due to the use of fossil fuels in cities, the large amount of particulate 

matter and gas released into the atmosphere decreases air clarity and shortens 

visibility. Fog and smoke may cause the city climate to change. Some of the solar 

radiation hits the particulate matter in the air and is reflected back into space 

(Figure 1). 
 

 

Figure 1: Energy circulation between the city and the countryside.  
 

The figure shows that the solar radiation coming to the city is less compared 

to the rural areas due to the reflection of dust and smoke and the radiation is higher 

due to the heat island in the city. The sensible temperature in the city compared to 

the countryside is higher due to the energy especially on asphalt and dark colored 

surfaces. The temperature used in water evaporation is higher in rural areas than 

in the city (Smithson, 2002, cited in Atalay, 2013). 
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The solar radiation coming to the city due to increased reflection as a result 

of particulate matter and clouds heats the city at higher levels. On the other 

hand, the pollutants that hold the reflected energy and the increases in cloudiness 

also reduce the reflection of long-wave radiation into space. As a result, 

warming occurs in the city (Figure 2). 

 

 

Figure 2: Comparison of lapse rate ratios in rural and urban environments. (a) 

Due to the night heat island, the city shows a normal lapse rate; temperature 

inversion occurs in rural areas. (b) The lapse rate changes as the warm air 

spreads over the rural area with the wind like a tail (Oliver and Hidore, 2002, 

cited in Atalay, 2013). 
 

The changes in climate caused by cities have presented a separate concept of 

urban climate. In general terms, it can be argued that temperatures increase in 
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urban areas compared to surrounding rural areas / countryside. This temperature 

rise is more evident at night. 

The research subject covers Urban Climatology, a specific branch of 

Climatology that investigates the interactions between urban areas and 

atmosphere. The formation of Urban Heat Islands and the resulting change in 

extreme temperature indices in urban and rural areas were studied in the 

framework of this research. The World Meteorological Organization defined a 

core set of 27 extremes indices, 17 of which are related to temperature. The study 

utilized 13 temperature indices believed to demonstrate the existence of extra 

warming in urban areas compared to rural areas. 

The study aimed to investigate whether this increase was equal in cities and 

rural areas and to determine whether there was an extra temperature increase 

between urban and rural areas due to urbanization. By monitoring the trends in the 

temperature indices, the difference between the selected urban and rural station 

indices was examined in two periods as hot (April-September) and cold (October-

March). Taking into account the claim that world temperature is increasing in 

general, this thesis set out to identify whether the temperature increased in the 

selected urban (population of more than 100 thousand) and rural (population less 

than 100 thousand) meteorological stations in northern and southern Turkey 

during hot (April-September) and cold (October-March) periods and in case there 

was an actual increase, to determine the direction of that increase and lastly, to 

determine whether the temperature increase caused by urbanization was found in 

cities. 

For this purpose; 

* 42 (21 urban, 21 rural/countryside) settlements were selected by taking into 

account the arrival points of air masses affecting Turkey, the geographical regions 

and the existence of meteorological stations with long-term data  (Table 1,  Map 

1). Due to lack of available long-term data among the station pairs with urban-

rural characteristics, only 42 meteorological stations were selected; 

* The daily maximum and minimum temperature data of the stations selected 

in the study for the period 1970-2012 were obtained from the General Directorate 

of Meteorology. 

* Indices which were believed to to reveal the effect of urbanization were 

selected. 

* Index differences between urban-rural settlements were examined to prove 

the thesis that urban settlements warmed at higher levels compared to rural 

settlements. 

* In addition to the difference indices, two periods (hot period and the cold 

period) were identified to observe the changes of the indices in urban-rural station 

pairs in these periods. 

 Considering the increasing temperatures within the scope of climate 

change, the studies mentioned above and the rise of the increase in minimum 

temperatures due to urbanization, this study utilized tropical nights, warm nights, 

summer days and changes in the tendency of hot and cold periods. In addition, the 
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diurnal temperature range index was selected to observe the extreme temperature 

changes and to identify the relationship between the minimum and maximum of 

the maximum temperatures and the maximum and the minimum of the minimum 

temperatures.   

Indices such as the growing season length, frost days and ice days were not 

selected since they were irrelevant in revealing the effect of urbanization. 

Table 1. Indices Used in This Research and Their Definitions (WMO) 

Index Name of Index Definition 

CSDI 
Cold Spell Duration 

Indicator  

Annual count of days with at least 6 consecutive 

days when TN < 10th percentile 

DTR 
Diurnal Temperature 

Range 
Monthly mean difference between TX- TN 

SU25 Summer Days Annual count when TX (daily maximum) > 25 °C  

TN10p Cool Nights Percentage of days in which TN < 10th percentile 

TN90p Warm Nights Percentage of days in which TN> 90th percentile 

TNn Min Tmin Minimum of Daily Minimum Temperatures 

TNx Max Tmin Maximum of Daily Minimum Temperatures 

TR20 Tropical Nights Annual count when TN (daily minimum) > 20 °C  

TX10p Cool Days Percentage of days when TX <10th percentile  

TX90p Warm Days Percentage of days when TX > 90th percentile 

TXn Min Tmax 
Monthly minimum value of daily maximum 

temperature  

TXx Mak Tmax 
Monthly maximum value of daily maximum 

temperature 

WSDI 
Warm Spell Duration 

Indicator   

Annual count of days with at least 6 consecutive 

days when TX > 90th percentile 
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Figure 3. Meteorology Stations Used in the Study 

Table 2. Meteorology Stations Used in the Study and Their Geographical 

Features 

URBAN (21) RURAL (21) 
Latitude (Urban-

Rural) 

Longitude (Urban-

Rural) 
Elevation(m) 

Ankara Esenboğa 39° 57’- 33° 00’ 32° 53’- 40° 07’ 891-949 

İzmir Seferihisar 38° 26’- 38° 12’ 27° 10’- 26° 50’ 29-22 

Denizli Güney 37° 47’- 38° 09’ 29° 05’- 29° 04’ 425-806 

Antalya Finike 36° 53’- 36° 18’ 30° 42’- 30° 09’ 42-2 

Düzce Akçakoca 40° 50’- 41° 05’ 31° 10’- 41° 05’ 146-10 

Trabzon Akçaabat 41° 00’- 41° 01’ 39° 43’- 39° 34’ 30-3 

Van Başkale 38° 28’- 38° 03’ 43° 21’- 44° 01’ 1671-2400 

Şanlıurfa Ceylanpınar 37° 08’- 36° 51’ 38° 46’- 40° 03’ 549-398 

Diyarbakır Ergani 37° 54’- 38° 17’ 40° 14’- 39° 46’ 677-1000 

Edirne Uzunköprü 41° 40’- 41° 16’ 26° 34’- 26° 41’ 51-52 

Antakya Dörtyol 36° 12’- 36° 51’ 36° 10’- 36° 13’ 100-28 

Isparta Eğirdir 37° 45’- 37° 52’ 30° 33’- 30° 50’ 997-920 

Adapazarı Geyve 40° 47’- 40° 31’ 30° 25’- 30° 18’ 30-100 

Hakkâri Yüksekova 37° 34’- 37° 34’ 43° 16’- 44° 17’ 1728-1900 

Konya Karapınar 37° 58’- 37° 43’ 32° 33’- 33° 33’ 1031-1004 

Erzurum Oltu 39° 55’- 40° 33’ 41° 16’- 41° 59’ 1758-1322 

Bursa Keles 40° 14’- 39° 55’ 29° 00’- 29° 04’ 100-1063 

Mersin Anamur 36° 48’- 36° 05’ 34° 38’- 32° 50’ 3-4 
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Sinop İnebolu 42° 01’- 41° 59’ 35° 10’- 33° 47’ 32-64 

İstanbul Şile 40° 43’- 41° 11’ 29° 13’- 29° 37’ 32-83 

Samsun Bafra 41° 17’- 41° 35’ 36° 18’- 35° 56’ 4-20 

 

CHANGES IN DIFFERENCES OF EXTREME INDICES IN URBAN 

/ RURAL STATIONS 
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This thesis demonstrated that minimum temperatures increased in the world 

as a result of urbanization. Minimum temperatures increased at a more rapid pace 

in areas with evident urbanization. In most of the selected stations in Turkey, the 
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maximum of minimum temperatures increased as a result of urbanization. 

 According to Cold Spell Duration Indicator (CSDI) index, it was observed 

that the differences in all stations decreased significantly based on the differences 

between urban-rural station pairs. While the Cold Spell Duration Indicator 

variation was found to be less in rural stations, it was higher in urban stations. 

This finding points to a significant downward trend in the Cold Spell Duration in 

Turkey.  The reduction of the differences between station pairs across the country 

is believed to prove the existence UHIs in urban areas. 

Based on the difference between urban-rural station pairs, Diurnal 

Temperature Range (DTR) index shows that while minimum temperatures 

increased at urban stations, maximum temperatures did not rise at the same rate, 

pointing to a decreasing trend in the Diurnal Temperature Range index. In rural 

stations, an increase was observed in the Diurnal Temperature Range, parallel 

with the increase in maximum temperatures. During the hot period, the Diurnal 

Temperature Range generally showed a significant decrease tendency since the 

minimum temperature increases in urban areas were higher than the maximum 

temperature increases. On the other hand, significant increases were generally 

observed in rural areas as the maximum temperature increases were higher than 

the minimum temperature increases. During the cold period, significant increasing 

trends were observed. 

 Based on the difference between urban-rural station pairs, Min Tmax 

(TXn) index showed that the TXn index of urban-rural stations where there was a 

decrease in TXn index increased compared to urban stations. The opposite was 

observed with the stations where there was an increase. During the hot period, 

significant increases were observed in the minimum values of maximum 

temperatures in most of the stations. During the cold period, the minimum of 

minimum temperatures generally increased in most of the stations. 

 Based on the differences between urban-rural station pairs, Mak Tmax 

(TXx) index demonstrated that the station pairs with TXx index difference increased 

more than the TXx index of the urban pairs. The opposite was observed with the 

stations where there was an increase. During the hot period (April-September), there 

was an increase in the maximum values of the monthly maximum temperatures in all 

stations. During the cold period (October-March), the minimum of minimum 

temperatures generally increased in most of the stations. Even in the cold period, 

significant increases occurred in the maximum values of the maximum temperatures in 

most of the stations. The increase in the maximums of the maximum temperatures was 

more significant than the minimums of the maximum temperatures. The increase in 

urban stations was higher compared to rural stations. 

Examination of urban-rural stations clearly shows that a warming trend in Turkey 

as in the rest of the world. Based on the difference between urban-rural station pairs, 

Tropical Nights (TR20) index demonstrated an increase in the difference of the number 

of tropical nights indices in 13 of 21 station pairs (meaningful in 9) and a decrease in 8 

(significant in 4). While there was an increase in the difference in the number of tropical 

nights in the stations in the West, there was a decrease in stations located in the East. 
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The difference of tropical nights in the station revealed a significant overall upward 

trend in whole Turkey. The increases in terrestrial areas and Black Sea regions are 

especially evident. This significant increase in the tropical nights in urban-rural station 

pairs demonstrated the impact of urbanization effect on temperatures and specific days. 

In stations where the differences tended to decrease, the reason for the decrease was 

thought to be related to higher increases in minimum temperatures in rural stations 

compared to urban stations. 

CHANGES IN THE EXTREME TEMPERATURE INDICES IN URBAN/ 

RURAL STATIONS DURING THE HOT PERIOD (APRIL-

SEPTEMBER)  
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The study clearly demonstrated that almost all of the stations selected in the 

study had significant increases in tropical days, hot nights, and hot days at the 

95% level, and these increases were higher in urban stations compared to rural 
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stations. Besides, cool days and cool nights decreased at the selected stations and 

it was observed that the decrease rates were higher in urban stations than in rural 

stations. The study also identified two periods as hot and cold periods and it was 

observed that the increases and decreases in temperatures and specific days during 

the hot period were higher compared to the cold period. 

When the Summer Days (SU25) index was examined in the framework of 

this thesis, it was found that the temperatures which increased due to climate 

change in the difference of urban-rural station pairs caused an increase in the 

number of summer days. This increase was higher in rural stations compared to 

urban stations. Due to UHI effect, the number of tropical nights in urban stations 

is increasing more. Therefore, the difference series created for the summer days 

index of the urban-rural station pairs decreased significantly in most of the 

selected stations. 

Based on the differences between urban-rural station pairs, Cool Nights (TN10p) 

index pointed to a decrease in the number of cool nights due to the increase in minimum 

temperatures in urban stations and while there was an increase in the number of cool 

nights in rural stations. This is believed to be related to the influence of Urban Heat 

Islands. Significant decreases are observed in all stations during the hot period. It was 

found that there is a decrease in cool nights during the cold period as well.  Although 

this decrease was not as pronounced as it was in the hot period, the decrease in the 

number of cool nights at city stations was higher compared to rural stations. 

Based on the differences between urban-rural station pairs, Warm Nights (TN90p) 

index shows a more pronounced upward trend in the number of warm nights due to 

urbanization in the whole country. There were significant increases in all stations during 

the hot period in general. a significant increase was observed in regards to warm nights 

in most of the stations during the cold period. Warm nights were found to increase at 

urban-rural stations. The increase in the number of warm nights in urban stations was 

higher compared to rural stations. Compared to rural areas, cities were found to conserve 

the heat gained during the day throughout the night. This is an indication of the Urban 

Heat Islands. 

 Based on the differences between urban-rural station pairs, Min Tmin (TNn) 

index demonstrated small decreases in the extreme minimum temperatures, resulting in 

an insignificant small decrease in the Minimum of Daily Minimum Temperatures. On 

the other hand, increases in TNn values were observed at urban stations, resulting in a 

decrease in urban-rural station pair differences. During the hot period, increases were 

observed in most of the stations, even in the minimum of the minimum temperatures as 

was the case during the cold period as well. Urbanization causes increases in minimum 

temperatures the most because urban areas generate UHI as a result of maintaining the 

heat gained during the daytime, which causes an increase in minimum temperatures. 

Based on the differences between urban-rural station pairs, Max Tmin (TNx) 

index shows an overall increase in the 21 station pairs which were investigated. The 

increase in rural stations was greater. In other words, as a result of urbanization in areas 

with urban characteristics, the maximum daily minimum temperatures increased faster. 

It was observed that TNx values of all stations increased during the hot period and even 
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the minimum of minimum temperatures increases in most of the stations during the cold 

period in general. 

According to Cool Days (TX10p) index, the TX10p index of rural stations 

decreased more compared to urban stations in station pairs with increased TX10p index 

difference. The opposite was true for the stations where there was a decrease. Cool days 

were found to be significantly reduced during the hot period, in all the rural-urban station 

pairs throughout the whole country. This decrease was more pronounced in urban 

stations compared to rural stations. The number of cool days decreased more in urban 

stations compared to rural stations due to the higher warming trend in cities related to 

UHI. In general, insignificant increases and decreases were observed in the cool days 

index during the cold period. 

In the difference between urban-rural station pairs, Warm Days (TX90p) index 

shows that TX90p index of the urban stations in the station pairs with an increase in the 

TX90p index difference increased more compared to the rural stations. The opposite 

was true for stations where there was a decrease. Warm days were found to increase in 

all selected rural and urban stations during the hot period. When the hot period urban-

rural station indices were compared, these increases demonstrated that the increase in 

most of the urban stations was higher than the rural station indices. A significant increase 

was observed in most of the stations during the cold period warm nights. The increase 

in rural stations was higher compared to rural stations. The increase rates in the cold 

period were lower compared to the hot period. The higher increase in urban stations on 

warm days is an indication of UHI. 

In the difference between urban-rural station pairs, based on Warm Spell 

Duration Indicator (WSDI) index, the significant decrease in warm spell duration in 

all stations (urban-rural) was considered as a proof that all stations were in a general 

warming trend. The increase in warm spell duration in rural stations was found to be 

higher compared to urban stations which shows that the response of rural/countryside 

areas to increases in maximum temperatures due to climate change was more 

pronounced than that of urban areas. While the minimum temperatures were protected 

more than maximum temperatures in urban areas, the formation of maximum 

temperatures was suppressed by settlements in urban areas. 
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CHANGES IN THE EXTREME TEMPERATURE INDICES IN URBAN/ 

RURAL STATIONS DURING THE COLD PERIOD (OCTOBER-

MARCH)  
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The decrease in the differences between high-population urban stations and rural 

stations was found to be more evident. Tropical Night index difference shows a 

significant overall upward trend throughout Turkey. This significant increase revealed 

the impact of urbanization on temperature and specific days. While there was an 

increase in the indices of tropical days in 13 of the 21 station pairs demonstrated, a 

decrease was observed in 8 station pairs. Most of the trends were statistically significant 

at the 5% level. 

A significant increase in the warm nights index difference was observed in the 

selected stations pairs located in the western coast and south of Turkey. The decrease in 

the index differences of warm nights at some of the stations demonstrated that the 

number of warm nights increased faster at rural/countryside stations. However, the fact 

that the significance level was 0.01 in the stations with increases shows a more evident 

upward trend in the number of nights in Turkey due to urbanization. There was a 

decrease in the warm spell duration index differences in most of the station pairs that 

were studied. The fact that this decrease was significant for all station pairs (urban-rural) 

was a proof of the general warming trend. In addition, the increase in warm spell 

duration in urban stations was higher than in rural/countryside stations which showed 

that this period increased more in urban areas. 

In general, the difference between the cold spell duration of the selected rural and 

country stations decreased significantly. This caused the minimum temperatures 10% 

below normal to be observed less during 6 consecutive days in cities and the 

continuation of this effect in rural stations was found to cause the difference to decrease 

with the effect of warming in the cities. 
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The decrease in the cold spell duration index difference in station pairs was found 

to create less effective cold air waves in cities due to the urbanization effect. The Diurnal 

Temperature Range index difference decreased in 12 station pairs, while there were 

increases in 9 station pairs. While the differences were decreasing in Thrace, South 

Marmara, Central and Western Anatolia, the differences were found to increase in the 

Central and Eastern Black Sea coasts, the Aegean and Mediterranean coasts and the 

southern part of the Southeastern Anatolia Region. 

The results of the trend analysis show that the fastest increase trend in the stations 

was in the stations located in the Black Sea, Aegean and Mediterranean coastal belts 

where the moisture content in the air was higher. This finding brings into mind the 

positive feedback mechanism created by the increasing moisture content in the 

atmosphere caused by the global climate change. 

 While the minimum temperatures increased more in the cities, the maximum 

temperature increase was more noticeable in the rural/countryside stations where there 

was no urban canyon effect. The decrease in the differences between the station pairs 

indicates that the diurnal temperature range decreases faster at the rural/countryside 

stations. 

While temperature increases were observed in all stations due to climate change, 

it was found that the increase in temperature in cities was higher when the Urban Heat 

Island effect was taken into consideration. It was observed that the minimum 

temperature increases were higher in the urban areas while the maximum temperature 

increases were higher in the rural areas. 

The changes whose intensity is elevated due to temperature increase 

experienced in the climates of the world in addition to local differences caused by 

human influence generate some regional changes in Turkey as well. It is natural 

to have variability in extreme temperature indices in countries such as Turkey with 

a large surface area and climate diversity due to geographic factors such as 

landforms, altitude and terrestrial-nautical factors. 

As a result, it may be predicted that the trends of increase and decrease 

observed in the investigated indices (tropical nights, summer days, cool nights, 

warm nights, warm spell duration, etc.) will result in decreases in diurnal 

temperature range, in changes in the starting and ending dates of phenological 

events and will lead to differentiation in reproduction and survival times of pets 

and pathogens. In addition, it is clear that the rise in nighttime temperatures will 

adversely affect human comfort, especially the population living in large cities. 

This means that the number of days for cooling will increase along with energy 

consumption. 
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INTRODUCTION 

Mountainous areas are rich in both animal and plant species. The main reason 

for this is the changing topography and climate in mountainous areas at a short 

distance. This change allows for the formation of many different habitats. As a 

result, different plant and animal species find the opportunity to live in these 

habitats. Turkey is a mountainous country, and more than half of its area consists 

of areas higher than 1000 meters (Atalay and Efe, 2010a; 2010b; Ozturk et al., 

1991; 2008). These mountain ecosystems are rich in natural vegetation and natural 

animals (Atalay, 2006; Atalay & Efe; 2015). Mountain ranges in the north and 

south of Turkey have very different habitats. Moist forests are more common in 

the mountainous areas to the north, while dry forests dominate the Taurus 

mountain range in the south. In Western Anatolia, the mountains perpendicular to 

the sea are separated from each other by tectonic depressions. Therefore, habitats 

have more limited space.  

Kaz Mountains in northwestern Anatolia are a site with a unique ecosystem 

and important species in terms of biography. The inanimate ecosystem elements 

of Kaz Mountains, geology, lithology, landforms, climate, soil, and waters have a 

structure that supports all creatures (Efe, 2001; 2005; 2010; 2018). Marmara 

transition climate prevails in the northern parts of the study area, most of which 

are affected by the Mediterranean climate.  

The east-west direction of the mountains reveals this climate difference. On 

the north-facing slopes, the average annual temperature is lower and the amount 

of precipitation is higher, the temperature on the south-facing slopes is higher and 

the amount of precipitation is less. As a result, different ecological conditions and 

ecosystems have been formed on the northern and southern slopes of the area. 

Orographic features led to changes in temperature and precipitation conditions, 

allowing for a slightly colder and humid climate in high places. Thus, starting 

from sea level to 800 meters, the section "lower zone" under the influence of the 

typical Mediterranean climate, and the field above it emerged as the "upper zone".  
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Kaz Mountains are located in the Mediterranean climate zone. However, 

there are many streams flowing to the north to the gulf of Edremit with the 

depressions of Bayramic and Yenice to the north, which are fed by snow and 

rainwater falling on high parts of the area  

Anthropogenic effects on the mount ecosystem are very strong. The 

surroundings of the mountains have been used by mankind for thousands of years. 

Therefore, vegetation has been very damaged, eliminated and degraded. Each 

valley has a separate microclimate area and habitat feature. Kaz Mt. has an 

interesting biogeography in terms of distribution, phytosociological and floristics 

(Pamukçuoğlu, 1976; Uysal & Öztürk, 1991; Güngördü, 1999; Özel & Gemici, 

2001; Özhatay & Özhatay, 2005; Tümen et al., 2006; Dirmenci et al., 2007; Uysal, 

2010; Efe et al., 2014a; 2014b; 2015). 

STUDY AREA 

Kaz Mountains is located in the northern coast of the Gulf of Edremit in the 

northwest of Turkey. They form the boundary between the Aegean Region 

Marmara Region. The mountainous range, which has an area of roughly 1000 km2, 

is within the Balıkesir in the south and east and Çanakkale province in the north 

and west. 

 
Figure 1: Map of Elevation Levels of Kaz Mountain 

MATERIAL AND METHOD 

Kaz Mt. is located in Biga Peninsula and they are considered a natural border 

separating the Marmara and Aegean regions. For this reason, the northern slopes 

are in the Marmara region and the southern slopes are in the Aegean region. 
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Figure 2: A view of Mt. Kaz from Edremit Gulf 

 

The studies of Blamey & Gray-Wilson, 1993, Özel, 1998; Davis et al., 1988, 

Güner et al., 2000, Davis 1965, Davis 1972, were used in the identification of 

plants collected in the study area. The site was traversed several times in the north 

- south and west - east directions, and all ecological characteristics of the plant 

species and communities on site, elevation borders, dominant elements, floristic 

formation, soil type, rocks, geomorphological situation and environmental 

conditions were examined. All these studies, and materials were evaluated 

collectively and the vegetation character of the ecosystem, its floristic 

composition and its relations with the ecological conditions that created them were 

determined. Based on these results, vegetation transects were produced, a floristic 

list was created, relations and results were presented. 

FINDINGS AND DISCUSSION 

The vegetation of Kaz Mt is divided into two as dry forests of the southern 

slopes and moist forests of the northern slopes. In addition, the lower and upper 

zones were formed on both sides due to the elevation. Red pine is dominant in the 

lower zone of the south face and black pine in the upper zone. The elevation range 

separating the zones passes over 800 m on the south-facing slopes. Kazdağı fir 

and beech dominates the upper zone of the north face, and oak dominates the 

lower zone. The boundary between the two passes over 500 m. The deforested 

area above 1650 m in the Kaz Mountains has the character of a pseudoalpine layer 

(Cürebal et al., 2012; Efe et al., 2015). 
 

   
Karataş Hill Baba Hill Sarıkız Hill 

Figure 3: There are three peaks on Mount Kaz. The highest hill is Karatas (1774 m). The 

Others are Baba Hill (1765 m) and Sarıkız Hill (1726 m). 
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Kaz Mountains are a large natural mechanism, i.e. an ecosystem that 

integrates one with its physical and biological elements and works together with 

mutual relations. The loss of function of any element of this system for various 

reasons leads to disruptions, destruction, collapses and even irreversible 

destruction of the mechanism. The mount ecosystem is built on a foundation of 

living and inanimate elements. These are geomorphological and geological 

structure, climate, soil and waters, vegetation, natural animals and humans. 
 

  
Mıhlı stream Şahin stream 

  
Kızılkeçili stream Hasanboğuldu 

Figure 4: Views of some streams in the study area 
 

The characteristics of the valleys are effective on insolation conditions, 

humidity, air currents and microclimates. In deeply cut valleys, the duration of 

sunbathing and thus the sun's effect decreases. A humid environment has been 

created in these parts. On the south-facing and abundantly sunbathing slopes of 

mountain, each valley is a second-order microclimate area and a humid 

environment. For this reason, many plant species that are sensitive to low 

temperatures and hydrophytes cluster in these valleys. For example, species such 

as Laurus nobilis and Myrtus communis are the most well-known. The Styrax 

officinalis can also be included in this category. 
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The valleys channel the breezes caused by local pressure differences between 

the High parts of the mountain and the sea, especially in summer, leading to an 

increase in the cooling effects of these winds. In summer nights, the cool air of 

the upper levels of the mountains increases their speed and efficiency along the 

valleys and descends towards the shore. This relieves the hot and sweltering 

weather of the coast in summer. However, this effect is felt more in the lower parts 

of the valleys and where they expand towards the coast. 

Since there is a stream flowing in almost every valley on the southern slopes 

of Kaz Mountains in summer, the valleys are humid. While the valley floors are 

covered with moist plant species, especially plane trees, there are arid shrubs and 

red pines on dry and rocky slopes. Thus, valleys emerge as secondary and 

interesting ecosystems within the overall ecosystem of the mountains. 

 

  
Figure 5: Views of deeply incised valley (Sahin streem) 

 

Flat areas located in low and high parts of Kaz Mountains have a separate 

function in the ecosystem and provide diversity to the ecosystem. Some of these 

are coastal plains, others are plains at various levels on the mountain mass.  

Coastal plains are areas of deposition where clastic materials accumulate. In 

the seaside parts of these areas there is a vegetation of halophyte species on saline 

soils. Thypha sp., Phragmites sp. and Tamarix sp. are the main ones. Before 

anthropogenic effects on the coastal plains, forests descended to the seaside. Some 

red pine and oak residues can be regarded as evidence of this situation. This 

environment, with mild winters and hot and dry summers, is very rich in 

groundwater. With anthropogenic effects, its natural vegetation first changed from 

forest to maquis, then turned into a cultural landscape dominated by settlements 

and olive plantations (Efe et al., 2011). 

On the south-facing slopes of the Kaz Mountains, some narrow, structural 

and erosional plains are seen. These are generally settlements with village 

character. Others are small-scale highlands. These places, which dominate the 

view of the Edremit Bay, are airy and forested around them, are usually located at 

levels between 400 m and 800 m. There are plains related to geomorphological 

erosion periods in the peaks of the mountains. All of these plains are places people 

use to cool off in summer. 
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Arid conditions prevail in summer in the mountain ecosystem. The share of 

summer rainfall in the area is 3.2% and drought prevails in the summer months in 

the region. Abundant sunny, hot and dry summers have led to the spread of light-

loving (heliophyte) and arid (xerophile, xerophyte, xeromorph) plant species and 

communities in the Lower Zone and on the southern slopes. Pinus brutia forests, 

maquis communities, thorny and hardy grass species constitute the flora of the 

lower zone. These conditions are s favorable for fruit development and ripening 

of olive. In the southern lower zone of the mountain ecosystem, there are very 

favorable conditions for olives. Olive plantations are widespread in this area (Efe 

et al., 2008; 2011). Summer drought is not an important problem in the Kaz 

Mountains ecosystem. Because the geological and geomorphological structure 

ensures that the abundant winter rainfalls are stored in appropriate areas and that 

these (groundwater) come to the surface as lush resources, the ecosystem has the 

feature of a water-rich environment. 

Winters are mild in the southern part of the mount ecosystem. Thus, species 

and communities sensitive to frost are spreading in the field. Even elements of the 

typical Mediterranean climate, such as Pistacia lentiscus and Myrtus communis, 

have found habitats suitable for them in the southern foothills. 
 

  
Mixed forest in Yenice 

district 

Abies equi – trojani trees in front plan, Pinus nigra 

forest at the back (Kalkım and Yenice environs)  

Figure 6: Views of forests in the site 

The climatic conditions on the northern slopes of the Kazdağları ecosystem 

are different compared to the South. The average annual temperature is about 2°C 

lower than in the south. This is due to the fact that the northern slopes of the 

Kazdağları ecosystem are open to the influence of the Black Sea effect through 

the Marmara Sea, rather than the difference in latitude. Considering the climatic 

values of the coldest and hottest months, it is worth noting that summer 

temperatures have also fallen slightly, where winters have partially lost their 

temperament. For this reason, it is seen that some maquis species sensitive to frost 

have withdrawn from the northern field and species whose temperature 
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requirement is not very high have settled in the aera. For example, Pistacia 

lentiscus and Myrtus communis are not found on north-facing slopes. On the other 

hand, Fagus orientalis, which is not found on the southern slopes, spreads on the 

northern slopes. 

Southwest winds prevail in 

the autumn-spring period. Since 

this humid-warm air mass 

comes over the sea, it allows the 

humid air to condense and leave 

abundant precipitation by hitting 

the Mount system. The effect of 

these winds is also felt in 

Bayramiç depression through 

the Karamenderes river valley. 

The Kalkım depression, 

separated from Bayramiç 

depression by a threshold, is 

more open to the effects of the airmasses come from north. Ecological conditions 

are more suitable for vegetation as the northern part of the system is open to humid 

and cool air masses introduced through the Sea of Marmara. Therefore, in the 

north, a moist forest formed by moist species has emerged. The humid-cool 

conditions, which increase its efficiency with the introduction of orographic 

factors, along with Fagus orientalis, Quercus petraea, Carpinus betulus and Abies 

equi-trojani found suitable habitats on the northern slopes. 
Bedrock and geomorphology have a decisive role on the soils of the Kaz Mt. 

ecosystem. Alluvial (entisol) soils developed on the deposited clastic material of 

the lower zone. However, these are replaced by sandy and pebbly beaches in the 

seaside. As they move away from the shore, they gradually change into alluvial 

material. Alluvial soils are rich in salt content and have halomorphic character. 

Halophytic plants spread on these soils. The salt content of soils decreases 

gradually from the shoreline to the land. The vegetation that starts with the 

Salicornia sp. spreads towards the inner parts as the community of Tamarix sp. 

and Phragmites sp. In alluvial coastal plains, hydromorphic soils are also found 

in areas where groundwater level is high. These are also localities of alkaline 

character and areas of Thypha sp. and Phragmites sp. It is observed that the 

alkalinity decreases further inland. Today, vegetables and fruits are farmed here. 

Kaz Mt. ecosystem in the southern part of the intensive agriculture, olive groves, 

vegetables and orchards are located in alluvial soils (entisol). 

In the lower zone of the northern sector of the ecosystem, calcareous brown 

forest soils (inceptisol) predominate. In the Upper Zone, these soils become gray 

in color and turn into podzolic soils under the influence of washing. Black pine 

and humid oak species are found as primary vegetation on both soil varieties. 

A hygrophytic flora with rich species takes place along these streams that 

flow all year in the deep valleys of the ecosystem. Platanus orientalis as a tree 

 
Figure 7: Karamenderes river valley 
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element of this flora are very common in the valley. These are grand, majestic and 

mostly old trees that enrich the ecosystem (Efe et al., 2010; 2013). 

VEGETATION AND FLORISTIC CHARACTERISTICS 

In the Kazdağları ecosystem, the number of plant taxa of flowering plants in 

various environments from the coastline to the highest peak is around 1000. 

Approximately 10% of this number is endemic. 
 

   
Crocus gargaricus 

Herbert 

Tulipa sylvestris L. Linum boisseri ASCH 

Asperula sintenisii ASCH. 

Figure 8: Some Herbaceous plants   

The richness of this Floristic species belongs to the Mediterranean and Black 

Sea (euxine) flora regions. Species belonging to the Black Sea phytogeography 

region are dominant in the northern sector. In the southern sector, there are more 

elements of the Mediterranean phytogeographic region. Flora elements of the 

ecosystem are three groups: grass, shrub and tree species. 

Most herbaceous species consist of flowering plants with visual appearance. 

These plants, which are found in various family groups and live in various 

habitats, occur at various times of the year. For this reason, they can also be 

grouped as winter flowers, spring and summer flowers and autumn flowers 

(Sönmez, 1996). Notable species include Galanthus gracilis, which spreads in the 

Upper Zone as winter flowers, sarıkız flowers from spring flowers surrounding 

sarıkız tepe (Draba brunifolia subsp. olympica, Lilium candidum) from summer 

flowers and Pancratium maritimum that bloom on coastal dunes, Sternbergia 

lutea that choose abundant sunny slopes from autumn flowers (Tümen et al., 2006; 

Dirmenci et al., 2007). In the ecosystem of Kazdağları, the flora in the form of 

shrubs also has a species richness. Especially the maquis community comes first 

in this regard. Some shrubs live on moist valley floors, and some live under the 

forest. Rhododendron flavum which are in the Black Sea elements, have found 

suitable habitats in the northern sector. Among the shrubs of the northern sector, 

Ilex aquifolium and Euonymus latifolius, Daphne pontica, Rubus fruticosus, 

Sambucus nigra are species belonging to the Black Sea phytogeographic region. 
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Figure 9: Spartium junceum Figure 10: Rhododendron flavum 
 

 
Castanea sativa 

 
Fagus orientalis 

Figure 11: Forest species in the area. 
 

The tree species of the ecosystem consists of coniferous, broad-leaved or 

humid species, xerophyte species. Humid species are more common in the 

northern sector. But they can also be found in the humid valleys of the southern 

sector. Fagus orientalis, Carpinus betulus, Tilia tomentosa, Castanea sativa, 

Alnus glutinosa, Quercus petraea, Taxus baccata are the main species of humid 

forests. 

However, the main xerophyte species are Pinus brutia, Cupressus 

sempervirens, Quercus pubescens, Quercus trojana, Quercus infectoria, Quercus 
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ithaburensis subsp. macrolepis and Juniperus excelsa. 

Vegetation has emerged as a combination of physical factors of the Kaz Mt. 

ecosystem. In all seasons of the year, the mountains retain their green landscape. 

This gives the Mounties ecosystem a distinct feature. It is very rare that the green 

landscape continues throughout the year in dry period. 

Forest: In the mount ecosystem, the character of the forest is different from 

the southern and the north slopes. Forests constitute the main element of the green 

landscape of Mount Ida. The annual amount and regime of precipitation indicates 

that the original vegetation is the forest. Dry forest consisting of arid tree species 

on the southern slopes covering a period of 4 months of the year. 

The forest starts seaside. The remaining Pinus brutia on the shores of 

Küçükkuyu and Altınoluk show that this is the case. Pinus brutia are trees with 

high temperature and light need, as well as drought resistance. They are also 

sensitive to frosts. For these reasons, they reach up to about 800 m on the slopes 

of the southern sector. Also included are tree species such as Quercus 

ithaburensis, Quercus infectoria, Quercus pubescens. A sub-zone has been 

formed in all respects in the southern sector of the ecosystem. Red pines are 

indicator trees representing the lower zone. 
 

 

The upper zone is 

dominated by Pinus nigra. The 

pine forests goe up to the top. 

Black pine is a relatively 

resistant tree to drought and low 

temperatures. However, 

communities consisting of oak 

species can also be found among 

the black pine communities. 

Even Populus tremula and Fagus 

orientalis are mixed together 

from 1300 m in the southern 

sector.  
Figure 12: Pseudoalpine zone 

The treeless open space seen at the top of the ecosystem is not a real alpine 

zone. Because the upper elevation limit of the forest in the southern Marmara 

reaches up to 1950 m. This grass layer, which is formed due to local conditions 

(topography, wind effect, lithology, soil) and mixed with polster plants, which is 

scattered with dwarf pines, should be considered as a pseudoalpine zone. Because 

the northern face of the Kazdağları ecosystem has humid conditions (Efe et al., 

2013), some differences occur in the composition and composition of vegetation. 

In the north-facing section, there are agricultural areas up to 250 meters. Starting 

at the base of the depression (250 m), Quercus petraea and Quercus frainetto 

continue forming communities up to 500 m. Between 500 m - 800 m, Pinus nigra 

is common, and Fagus orientalis is mixed between them. From this altitude up to 

1200 m, black pine-beech association dominate the area. Kazdağı firs are also 
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found in between. Abies equi-trojani becomes denser towards higher altitudes and 

is mixed with pine and beech up to 1400 m. There are pure fir forests between 

1400 meters and 1600 meters. Above is the pseudoalpine layer (up to 1774 m). 
 

 
Figure 13: Plant profile crossing Eybek Mountain in the northeast - southwest 

direction 

 
Figure 14: Forest in Sahin stream valley 

The climax vegetation of the 

mountain ecosystem is forest. 

Maquis is a secondary formation 

that emerged with 

anthropogenic effects. Maquis 

elements start from sea level 

except for beach deposits and 

rises up to 350 m as a 

community. Some species are 

observed to grow up to 800 m in 

areas where environmental 

conditions are suitable. 
 

It is understood that the dry forest on the southern slopes of the ecosystem 

was destroyed during thousands of years of environmental use and replaced by 

maquis community. This evergreen bush community, which consists of drought-

resistant species, was also destroyed by anthropogenic effects a few centuries ago 

and replaced by olive groves. As a result of the creation of protected areas and 

more careful use of forests, the destruction of red pine trees has decreased and the 

spread of olive groves towards the slopes stopped. 

Evergreen plant species and has an important role in the ecosystem. Quercus 

coccifera, Arbutus unedo, Arbutus andrachne, Pistacia terebinthus, Styrax 

officinalis, Laurus nobilis, Spartium junceum and Calicotom villosa are the main 

species that make up the maki community in the study area. 
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Quercus coccifera Lavandula stoecha 

 

   
Cistus creticus Cistus salviifolius Calicotom villosa 

Figure 15: Some of the plant species that grow in the area. 
 

Pistacia lentiscus and Myrtus communis are rare. Maquis has the 

characteristic that evergreen species are dominant, but there is also a mixture of 

deciduous elements. 

In some sections, the degradation of maquis for various reasons has led to the 

emergence of garrigue vegetation in the form of stunted and cluster woody plants. 

Cistus creticus, Cistus salviifolius species and Sarcopoterium spinosum are 

typical representatives of the garrigue community. 

Beach deposits (sand and pebbles) on the coast are areas with psammobiome 

and halobiome features. Plants such as Tamarix sp. and Vitex agnus-castus are 

psammobiome elements. They occur on the beach and valley sand dunes. It is 

possible to include herbaceous species such as Pancratium maritimum and 

Salicornia europaea.  

Phragmites sp., Arundo sp. with Thypha sp. are the main hydrophylic plant 

species widespread n the coast, in wetlands (lagoons) and deltaic environment at 

the estuary of streams  
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Figure 16: Plant profile of Mt. Kaz between Bayramiç - Evciler depression and 

Edremit Gulf 
 

Herbaceous Plants: Kazdağları ecosystem is a climax forest area. However, 

there are grass communities in some areas where this cover is removed or due to 

ground features. Herbaceous species also stand out as representatives of various 

habitats on the margins of agricultural lands, in maquis and in the form of lower 

flora of the forest. The herbaceous plants of mountain are very rich in the species. 

Some of them are endemic. Flowering species, which are visually prominent, have 

an important place in herbaceous plants. Herbaceous species spread in narrow 

areas, as they can find the ecological conditions they seek in small spaces on the 

northern and southern slopes. 

ZOOGEOGRAPHICAL FEATURES 

The mountain ecosystem also has geomorphological and geological integrity 

in the Canakkale province. The ecosystem can establish an activity relationship 

from Yenice to the north and then to the Armutçuk Mountains in the west of 

Gönen and gulf of Erdek. Likewise, it can provide faunal contact with the Madra 

system through the Sapçı pass and from there with the North Aegean and 

Innerwest Anatolian mountains.  
 

  
Argynnis paphia Pieris rapae 

Figure 17: Butterfly species. 
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Table 1: Some vertebrate animal species living in Kaz Mountains 

Name Latin Name Class 

Trout Salmo trutta makrostigma  Pisces 

Falcon Accipiter nissus Aves 

Quail Coturnix coturnix Aves 

Grizzly Bear Ursus arctos Mammalia 

Jackal Canis aureus Mammalia 

Curlew Scolopax rusticoa Aves 

Hawk Falco peregrinus Aves 

Deer Capreolus capreolus Mammalia 

Merle Turdus merula Aves 

Eagle Hieraetus pennatus Aves 

Parridge Alectoris graeca Aves 

Kestrel Falco tinnunculus Aves 

Hedgehog Erinoceus europaeus Mammals 

Swan Cygnus cygnus Aves 

Wolf Canis lupus Mammalia 

Badger Meles meles Mammalia 

Marten Martes foina Mammalia 

Cyprinus Aphanius fasciatus balıklar 

Hyena Hyaena hyaena Mammalia 

Squirrel Sciurus vulgaris Mammalia 

Otter Lutra lutra Mammalia 

Pheasant Phasianus colchica Aves 

Goshawk Buteo buteo Aves 

Ringdove Columba palumbus Aves 

Hare Lepus europaeus Mammalia 

Lynx Lynx lynx Mammalia 

Wild Boar Sus scrofa scrofa Mammalia 

Graylag Anser anser Aves 

Bat Rhinolopus euryale Mammalia 
 

 

Fauna of the mountain are part of the ecosystem and contribute to its regular 

system. These have a great role in plants and in the food chain. 

Insects and butterflies have an important place in visual richness. Systematic 

studies on mount fauna are not sufficient. Studies on invertebrates are much 

smaller.  

The most common members of the vertebrate fauna of Kaz Mountains are 

fish, amphibians, reptiles (Hür et al., 2008) birds and mammals (Table 1). 

Several species of fish live in its streams in mountainous areas. But the most 

notable is the Salmo trutta macrostigma, which lives in cold waters. The most 

important of the amphibians are Frog and salamander species. These are usually 

animals that live in the water, sometimes close to the water. 
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Predatory, songbirds with 

various species of snakes and 

lizards are common. Kaz 

Mountains are on bird migration 

routes. Turdus merula, Columba 

palumbus, Anser anser, Alectoris 

graeca, Cygnus cygnus, Hieraetus pennatus are the main bird species seen in the 

field. Since mammals are usually large animals, they are the group that attracts 

the most attention of humans. Information about these is mostly obtained from 

people living in this region. 
 

  
Turdus merula Alectoris graeca 

Figure 19: Bird species 
 

Mammals such as grizzly, wolf, coyote, wild boar, roe deer, fox, hedgehog, 

badger and squirrel live in Kazdağları. The Vulpes vulpes is a more common 

mammal. Ursus arctos is the largest mammal living in the Kazdağları ecosystem. 

A grizzly bear, believed to be as many as 100, has been protected. 

Although there are some rumors of the presence of a Lynx lynx from felines, 

it has not yet been seen and photographed. Dogs are rarely found in wolves. 

Hyena, which is one of the dogs, is called Andik in the region. Occasionally, news 

of this animal is heard, but it has not been documented. 
 

  
Figure 20: Capreolus capreolus is one of 

the rare animals in the study area 

Figure 21: Canis lupus on Mount 

Kaz (The photo taken from camera 

trap) 

 
Figure 18: Salmo trutta macrostigma 
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CONCLUSION 

The natural landscape of Mount Ida, the physical, biological and cultural, in 

order to protect their wealth, on the south slope, roughly torn between Sahindere 

tea with olives, cut, coastal band (except a colon) and excluding the lands of the 

villages of the skirt up to 21 hectares of Section 463 of the water has been declared 

as a national park in 1993 (Anonymous, 2011). The National park area is rich in 

plant species. The mountainous area still retains the importance of biodiversity. 

Endemic species (Özcan et al., 2012) in the field give value to the region both in 

terms of visuals and ecotourism.  

The areas facing north and south in the Kaz Mt. vary in terms of both climate 

and species. The northern part is a little more humid, the southern slopes are more 

arid. In order to protect the natural landscape of the Kaz Mountains, physical, 

biological and cultural wealth, 21 463 ha area on the southern slope was declared 

as a National Park in 1993. The national park area is rich in plant and animal 

species. Biodiversity still maintains its importance in the mountainous area. The 

endemic species in the field add value to the region in terms of both visuality and 

ecotourism. 
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INTRODUCTION 

Flood is the event that areas that are not covered with water under normal 

conditions are temporarily covered with water for different reasons.  Floods can 

occur as a result of excessive rainfall or snowmelt, as a result of increased water 

input in the basin cannot be carried by stream channels and water floods out of the 

stream bed, as well as a result of the rising lake and sea levels or as a result of 

dam-set collapses. 

Floods are the natural phenomenon that causes the most loss of life and 

property after earthquakes worldwide.  In Europe alone, 100 billion euros of 

property damage was caused as a result of floods that occurred between 1986-

2006.  

In the USA, floods cause approximately 100 million dollars of economic loss 

every year. Economic losses (as a percentage of GDP) caused by natural disasters 

in developing countries are 20 times higher than in developed countries. 

Turkey is frequently exposed to floods due to its location, climate and 

landforms.  Nearly 500 people have died in floods in Turkey in the last 20 years. 

Flood damages in Turkey average $100 million per year and flood prevention 

investments average $30 million per year (Akyurek 2013). In addition, the amount 

of precipitation and precipitation character in Turkey is changing due to climate 

change, excessive rainfall occurs and as a result, flood events increase (Milly et 

al. 2002). 

The most important work to be done to take precautions against floods is the 

production of flood hazard maps.  Risk maps can be produced using flood hazard 

maps and risk-based flood protection approaches can be applied.  The data used 

in the production of flood hazard maps directly affects the outcome of the study. 

Apart from the capability of stream gauge stations to represent the region, other 

base data used are also of high importance.  The most important of these base data 

is the Digital Elevation Model (DEM). Digital Elevation Models can be produced 

in different ways, depending on the source of production, the ability of the data to 

represent the land varies. However, it may not always be possible to obtain precise 

DEM data of the area where flood hazard maps are to be created. One of these 

limitations is the lack of data or the need for high financial resources. 
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Today, with the easy access to open-source data, global DEM data sets have 

become accessible to researchers. In large-scale flood models in the literature, 

open-source DEM data, which is usually easy and free to access, was preferred 

(Schumann et al. 2013; Bates et al. 2013; Alfieri et al. 2013; Rudoff et al. 2014; 

Buy Yamazaki et al. 2014; Smith et al. 2015; Sampson et al. 2015; Dottori et al. 

2016; Trigg et al. 2016; Schumann et al. 2016;). Among these studies, the most 

commonly used open DEM data are SRTM (Shuttle Radar Topographic Mission) 

and ASTER GDEM (Advanced Spaceborne Thermal Emission and Reflection 

Radiometer-Global Digital Elevation Model). 

High-resolution DEM data can be produced in different ways from different 

sources. In recent years, LIDAR (Laser Imaging Detection and Ranging) systems 

have been used frequently with the facilities provided by technological 

developments. 

LIDAR technologies are unique in that they can produce data with 

sensitivities of up to centimetres, as well as the capacity to show the actual data 

of the surface, especially in areas with dense woodland andsettlements. In addition 

to all these positive aspects, LIDAR is quite expensive technology comparing to 

others. 

Usually, flights with a plane and LIDAR device connected to that plane cost 

tens of thousands of dollars, even for very small areas. In recent years, UAVs 

(unmanned aerial vehicles) have started to be used as a new way of production of 

DEM. Orthophotos can be produced by combining photos produced by UAV with 

the help of orthographic methods. 

With the help of orthophotos, precise DEM production can be performed. 

Data produced by UAVs are cheaper than data from LIDAR, but with similar 

accuracy. However, a very high amount of noise and error is encountered in data 

produced with the help of UAVs, especially in areas with dense trees and water 

bodies. New methods are developed to eliminate these errors, and the usability of 

these methods are tested in the literature. 

The biggest problem with DEM data generated by UAV is that the generated 

data is not a Digital Terrain Model (DTM), but a Digital Surface Model (DSM). 

Unlike DTM, DSM also represents all human and natural structures on the land 

(Figure 1). Whether the base data in the two-dimensional models used to 

determine the flood spreading area is Digital Surface Data or Digital Terrain Data 

directly affects the output of the model. The structures represented on surface 

models such as trees, bridges, roads, etc. are included as elements that prevent the 

natural spread of water in two-dimensional hydrodynamic models. 

Therefore, since the data produced by the UAV is also a surface model, the 

generated data must be edited and eliminate errors before it can be used in flood 

models. 
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Figure 1: Comparison of Digital Surface Model (red) and Digital Terrain 

Model (blue) (wikipedia.com). 

MATERIAL AND METHODS 

Although automatic error filtering methods have been developed to eliminate 

errors in DEM data produced by the UAV, none of these methods are 100% 

successful. The use of automatic filtering methods also restricts the representation 

of land in the data. Apart from these methods, the most precise and accurate 

method is the manual editing of DEM data. When using this method, it is 

necessary to analyze the field studied well and to collect data with field surveys. 

As a result of manual corrections made only by office work, the ability of data to 

represent real land decreases. 

In this study, the production of high-resolution DEM data by drone in the 

Ikizdere Basin in the Eastern Black Sea (Yüksek et al. 2008), which is the area 

most affected by flood events in Turkey, and making this data suitable for two-

dimensional flood models are discussed. Essentially, the process is to convert the 

generated DSM data into a DTM data by eliminating units other than the surface 

of the land. Ikizdere Basin is a region with dense natural and human structures 

within the stream bed. An area of about 4 kilometers along the river in the 

downstream part of the Ikizdere basin was selected for UAV flight. 

The flight plan was determined by using the "pix4d mapper" application, a 

mobile software, before the land study conducted between July 30 and August 10, 

2019 for the production of high-resolution DTM at the study site. In accordance 

with this plan, a total of 6 flights over 2 days were carried out with a high overlay 

rate (80% overlay) via DJI Phantom 3 Professional brand UAV. The overlap ratio 

indicates how much the sequential images were taken while producing the 

orthophoto overlap with each other. The high rate of the overlay provides more 

accurate and more precise data. During the flight, it was observed that 9 and above 

photos overlapped in most of the area (Figure 2). During this flight, a total of 1830 

images were obtained with the help of a UAV. The locations and elevation error 

rates of these images are shown in Figure 3. 
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Figure 2: Drone flight route and overlay rates 

 

Figure 3: Camera locations and error rates 
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The processing and orthomozaic of the collected images were carried out 

with Agisoft Metashape software. First, all photos were subjected to quality 

analysis and low-quality photos were eliminated. The main reason for the low 

quality of these photos is the winds that occur when the UAV takes the image. 

The shaking or wobbling of the drone due to the effects of the winds causes the 

photos to be blurred. After determining low-quality images, light and contrast tests 

were applied to the photos taken, and the brightness and contrast ratings were 

adjusted so that all photos contained images close to each other. After editing the 

colour and light values of the photos, the alignment phase of the photos was 

started. At this stage, all photos are aligned according to their coordinates 

(minimizing coordinate errors where the overlay is high) to match their location 

in the real-world location. 

After this alignment, 40,000 points were assigned to each photo, generating 

Sparse Cloud data. Dense Cloud is built using rough point cloud data. Since high 

computing power is needed in the production of this data, medium-quality data 

was produced. Although its name is medium quality, dense point cloud data has a 

total of 93 million points. After the point clouds, the available points were 

interpolated and the digital elevation data and this data were used as a base and 

the orthophoto was created by combining with the photographs (Figure 4). 

 

 
 

Figure 4: Workflow diagram 

 

As a result, elevation errors were observed in the data especially on the 

seashore. In addition, trees and water bodies were caused some serious elevation 

error, too. In order to eliminate these errors, orthomosaic process was run dozens 

of times using different parameters. 

RESULTS 

As a result of processing and analyzing the images obtained from field 

studies, a point cloud was obtained. This data, which has a total of 93 million 
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points, allows the production of a digital elevation model with a resolution of 17 

centimetres and an orthophoto with a resolution of 3 centimetres. When the first 

orthophoto produced (Figure 5) was checked, it was revealed that the image fits 

very well to the coordinates in the real world (Figure 6). This control was made 

using satellite images downloaded from different sources and Google Earth. In the 

digital elevation model produced as a result of the first interpolation, it was 

determined that the representation capability of the land was very high. However, 

major errors have been observed on the shoreline and along the streambed. The 

first error was that the coastline elevation was about 7 meters. The main source of 

this error is that ground control points could not be obtained by high-precise GPS 

devices on-site. To correct the error, 45 control points along the shoreline on the 

Orthophoto were manually assigned, the elevations of these points were entered 

as 0 meters, and thus the sea level determined as 0 meters (Figure 7). 

 

Figure 5: Orthophoto with a resolution of 20 centimeters produced by UAV 

images. 
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Figure 6: Overlapping of the orthophoto (right) and Google Earth image (left). 

The almost error-free overlap of the road gives information about the accuracy 

of the orthophoto 

 

Figure 7: Manually assigned ground control points along the coastline. 

Another error encountered was that trees located on the banks of the stream 

are perceived in the DEM as if they were a high wall (Figure 8). 

The reason for this is that the images taken by UAVs during the flight are 

bird's-eye view, they can only see the upper parts of the trees and therefore they 

cannot reveal the features of the ground. Therefore, the data produced was a DSM. 
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This error is frequently encountered in UAV-DEM studies. Different software and 

filtering techniques are available to correct the error. 

Agisoft Metashape, the software that produces orthophoto and UAV-DEM 

processes, includes filtering within itself. Through this software, filtering 

operations were performed to remove tree cover using different parameters to get 

the most accurate result. After experiments using different parameters, no results 

from the software were truly satisfactory. Trees called high vegetation can be 

deleted correctly, while trees with shorter height cannot be deleted as of a result 

of any combination of parameters that have been tried.   As we aggressively 

filtered the parameters, that is, increased the software's detection rate of trees, it 

was observed that all green areas outside the tree were also deleted. In addition, 

interpolation in terms of filling in the gaps in the image and data as a result of the 

elimination of trees did not give Proper results. 
 

 

Figure 8: Perception of trees on the edge of the stream as high elevation. 

In order to eliminate the error caused by trees, a method called "cloth 

simulation" (Zhang et al., 2016) has been introduced in the literature.  Using this 

method, Cloud Compare software has been used to filter the trees along the 

riverbed. As a result of long efforts, this software did not give the desired results 

either. 

LAStools, which is frequently used to analyze and error filtering on point 

clouds produced by LIDAR (Divina, Aquino, and Romero, 2015; Hug, Krzystek, 

and Fuchs, 2004; Plesioanu et al., 2017), was also used for the point clouds 

produced by UAV, in this study. Better results were obtained in the trials with 

LAStools, which allows the use of much more parameters, compared to Cloud 

Compare. However, the data produced was not at satisfactory levels. The biggest 

problem in the digital elevation model revealed as a result of filtering and 

interpolation with this software was that the topography under the tree is quite flat 

(almost 0 degrees of slope).  However, it has been seen in the studies carried out 

in the field that the areas where the trees are located from the point where the 
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stream bed ends are in the form of a slightly inclined slope. As a result, it was 

concluded that data generated through LAStools is also not suitable for a flood 

model. 

Finally, TerraScan software has been tried to correct errors caused by 

vegetation. Although this software is also built for LIDAR data processing, such 

as LAStools, it provides successful results in UAV-derived point clouds. In 

TerraScan software, the entire point cloud is divided into 12 parts (Figure 9) for 

faster processing of data, and macros with different parameters are created in each 

of these parts to correct errors. The initial results obtained as a result of running 

macros are quite satisfactory (figure 10). 
 

 

Figure 9: Dividing the point cloud into 1 km² grid. 

After eliminating the errors caused by the trees, the other error in the digital 

elevation model produced by the point clouds was examined.  This error is caused 

by the waves on the surface of the stream reflecting the light differently in the 

images captured by the UAVs during flight. As a result, elevation errors up to ± 

20 meters were observed in the streambed (Figure 11). 
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Figure 10: Removing trees by the river bedside via TerraScan to make surface 

topography realistic. 

 

Figure 11: Stream cross-section and longitudinal sections. Depths of up to 17 

meters are seen in cross-sections. In the longitudinal section, a depth of 9 

meters is seen with very high noise. 

Running the hydrodynamic model without correcting the errors seen in 

Figure 11, that is, without giving the stream bed a natural appearance, will create 

quite distant values. The cross-section feature of TerraScan software was used to 

eliminate these errors. In this method; In any part of the point cloud, most section 

can be taken with the desired width and this section can be arranged manually.  In 

this study, cross-sections of 1 meter were taken along the stream of approximately 
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4 km length, the points that appeared lower and higher than the actual values in 

these sections were deleted, and points were assigned to the necessary places 

manually and the data was tried to give a natural bed appearance (Figure 12 and 

Figure 13). In addition, errors other than the bed can also be corrected with these 

methods (figure 14). 
 

 

Figure 12: Example of a defective section. The points lower than the required 

depth (at the bottom) were deleted and the bedform was tried to be arranged. 

 

Figure 13: Examples of corrections made inside and outside the riverbed (Left: 

corrected area inside the bed is shown in a red circle with an incorrect area 

inside a black circle. Right: a view after corrections and incorrect data outside 

the bed). 

 After troubleshooting errors in the stream bed, it seems that the digital 

elevation model becomes more suitable for the hydrodynamic flood model (figure 

15). The depths and elevations contained in the data, but not found, are arranged 

in the closest state to reality, which does not prevent the spread of water in two-
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dimensional flood models. As can be seen from the cross-sections and longitudinal 

sections of the stream, manual regulation gives the most reliable result in the bed. 
 

 

Figure 15: Cross-section (bottom) and longitudinal sections (top) of the stream 

taken before (black) and after correction (red). 

CONCLUSION 

Semi-professional unmanned aerial vehicles produced to serve the 

entertainment industry are now often used by scientists for the development of 

different techniques. From archaeology to engineering, mining to geomorphology 

studies, drones have become a source of sensitive, reliable and inexpensive data. 

While quite accurate results can be produced in geomorphology studies in areas 

devoid of elements such as trees and buildings, the ability of the data to represent 

the topography decreases in areas with dense vegetation. In addition, errors are 

encountered in the data produced by drones in the areas where there are water 

bodies.  
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In this study, it is discussed how to increase the topography representation 

capability of the digital elevation model produced by UAV in a field with both 

water source and dense vegetation. The results of this study, which combines 

automatic filtering algorithms and manual error corrections, are satisfactory. 

Making the data suitable for different analysis and modelling provides 

convenience in hydrology studies. 

Although drones are quite inexpensive compared to LIDAR technologies, 

they have a cost compared to open source data. However, the sensitivity of the 

data produced is quite sufficient for studies requiring detailed planning and 

analysis. 

There is no open-source data produced in this study with DEM with a 

resolution of about 25 centimetres and orthophoto with a resolution of 5 

centimetres. However, the areas where data can be generated through drones are 

quite limited. Therefore, it is recommended to use this technology only in areas 

requiring small and precise analysis. For the production of UAV-Dem, it is 

important to plan flights in advance in the study area. Factors such as flight 

altitude, flight route and overlap ratio should be clarified with office work before 

fieldwork. 

Since automatic filtering methods do not yet give good results in all fields, 

the preferred manual editing method requires intensive office work. Before 

manual editing, detailed information about the study area should be collected 

during the field studies. Measurements and observations in the field and 

photographing them are important to compare the data with the real one during 

manual editing. Manual editing method may be in the background with the 

development of automatic filtration methods and photogrammetry techniques in 

the coming years, but in today's conditions, it is the most valid method in dense 

areas in terms of water mass, vegetation and human structure. 
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1.INTRODUCTION  

The word ‘suç’ (crime) is used in exchange of the Arabic word ‘cürüm’ and 

its plural ‘ceraim’ (crimes). The criminal is called “mücrim” (criminal). The 

concept of Criminology, which deals with crimes as well as the deviant behavior 

and which is also a discipline of crime science, has passed down from the Arabic 

root “cürüm” (crime) to English as “crime”. 

According to the definition made by the International Criminology Congress 

in the Tokyo meeting, crime is “a boundary mark drawn against obedience; it 

includes all kinds of verbal and verbal behaviors committed with the intent of 

harming another” (Fındıklı: 2011). Nevertheless, it is also stated that crime is a 

multi-causal and complex phenomenon. The fact that this phenomenon of crime 

cannot be explained with a single factor has led to the emergence of many theories 

from various disciplines (İçli Güncen: 2011).  

Even though the criminological studies included spatial variables until the 

19th century, the professional geographers were not included in these studies until 

the 1970s, when the behavioral dimension of criminality began to be studied more 

comprehensively (Herbert: 1982). However, in the human geography discipline, 

individual-society-space and crime phenomena (including the murders) cover a 

wide range and attract the attention of multidimensional researches. One of these 

research areas is the behavioral geography. Examining the perceptions, attitudes 

towards any environment that an individual knows, senses or sees, and the 

impressions / images and understanding (s) built by that individual in his/her mind 

as a pattern of all these with various approaches and methods are included within 

the relevant field of behavioral geography, hence human geography (Özgen, 

Bindak: 2017). 

In addition to the scientific studies carried out by many branches of science 

on crime, geography also makes important contributions to this field under the 

name of crime geography. In fact, it is not possible to consider the criminal 

incidents independent from the characteristics of the population and the 

geography, that is, the place we live in. Geography, which achieves certain results 

by synthesizing the connection between the natural conditions and human factors, 

which have a great impact on our lives, of the causes and consequences of the 
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distribution of criminal events in the space, is also of great importance in terms of 

crime geography. 

Crime is not a new phenomenon. It is a universal and general event that has 

always existed in varying degrees in every society and will continue to exist 

(Uzun, Aliağaoğlu: 2009). The definition of crime varies according to the 

disciplines related to crime and criminality (Aliağaoğlu, Alaeddinoğlu: 2005). As 

a matter of fact, the demographic characteristics of societies have a significant 

effect over the criminal behavior (South, Messner: 2000). Nonetheless, the 

phenomenon of crime takes place in a space and process where various factors are 

effective depending on the human and physical characteristics of an environment. 

Due to this feature, it is vital to identify the spatial and temporal distribution 

characteristics of crimes in terms of the measures to be taken (Aksak, Çalışkan: 

2010). 

Geography, which is an important discipline, also considers the incidents in 

terms of spatial differentiation (Özgüç, Tümertekin: 2000). For this reason, crimes 

committed against property and persons occurring in the space show different 

distributions depending on the location (Gürbüz, Karabulut: 2007).  

Indeed, the socio-economic characteristics of societies are reflected in the 

space. The differences in economic terms in geographical space can cause spatial 

differences, and therefore, different distribution in crime and space as well. 

Similarly, the cultural characteristics of societies also affect the perception of the 

people living in that place to the concept of crime. The fact that an incident that is 

considered a crime in one society does not even create a perception of crime in 

another society affects the distribution and differentiation of the crime type in the 

space. This distinct difference has become more pronounced in urban settlements, 

that is, in the spaces with urban identity compared to rural areas. 

In this day and age, the crime phenomenon, which affects social structures 

with its various types, requires more and more efforts in order to protect the social 

system and individuals. The crime phenomenon is not only the main problem of 

underdeveloped or developing countries; it has become one of the important 

problems of countries with developed industries, even those that are called 

superpowers (Yıldırım: 2014). American Chief of Police and Police Counsel 

August Wollmer said, “I've spent my life for law enforcement. This approach did 

not solve the problem, and will not solve it in the future either unless it is supported 

by preventive measures (Seyhan, Eryılmaz: 2014)”. 

The fear of crime and crime phenomenon are more common in cities and 

urban societies (Carvalho, Levis: 2003). As a matter of fact, one of the most 

important problems experienced in urban areas (cities) compared to the rural areas 

is the crimes. The biggest part of these crimes in cities is the crimes against 

property (Uğur: 2013). In the present day, the cities of both industrialized and 

developing countries are faced with urban problems such as crime (Karakaş: 

2006). 

The types of crimes committed against property may differ in spatial terms, 

depending on the characteristics of the population. The education level of the 

suspects who have committed the crime compared to other crime types shows a 
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different situation in terms of crimes committed against their properties. Indeed, 

it is commonly known that the number of crimes decreases in places where the 

education level is high. However, aggravated fraud or theft, designing and acting 

out the crimes against property through informatics or cybercrime, often requires 

superior engineering knowledge and intelligence. It is known that such crimes are 

mostly carried out in big metropolises reaching every point of the countries or the 

world and aggravated fraud is committed. 

 2. PURPOSE, DATA AND METHOD 

In this study, which investigates the crimes against property between 2016 

and 2018 in the Araç District Center of Kastamonu province, we attempted to 

identify the types of crimes and the relationship between the place and the 

demographic, socio-economic characteristics and the distribution and connection 

of crime. Araç District Center of the Kastamonu province was selected as the 

study area. The reason is that the fact that the district in question is on the 

Zonguldak-Karabük-Kastamonu transportation corridor and that the 

heterogeneous of the population with a certain ethnic structure in certain places in 

the district center have clustered here and the effect of this situation were 

significant on crime.  

In this study, based on the group studied, a quantitative research method 

based on making generalized inferences about the social environment (universe) 

to which that group belonged (Öztürk, 2014: 69) was adopted. In the study, the 

survey approach, one of the quantitative research data collection models, was 

used. Simple random sampling was used in the questionnaires and we tried to 

reach the desired number of people from the universe. A questionnaire form 

covering the reasons for the occurrence of the crime, the spatial distribution and 

what could be done to reduce the number of crimes was prepared by the experts 

for the people living in the Araç District Center. 

After obtaining expert opinion on the questionnaire items, questionnaires 

were applied to the people selected from different days, hours and localities and 

the findings obtained from them were reflected in the study. While applying the 

questionnaire, we tried to provide maximum variety. As a result of these 

applications, evaluations about the distribution of the crime in the space, its causes 

and consequences were included.  

The crime statistics and other data used in the study were obtained from the 

statistical data obtained from the official institutions of the Araç District, and from 

the surveys and interviews conducted with the local people. Moreover, field 

studies were conducted through non-participant observation. The other data used 

in the study were obtained from the Araç Municipality, District National 

Education Directorate and STI (Turkish Statistical Institute). Data showing the 

status of the neighborhoods (boundaries of the neighborhoods, their public areas, 

the number of buildings and ongoing constructions in the neighborhoods and the 

number of floors of these constructions, the city development plan, the days when 

the city was established and their location, etc.) were obtained from the Araç 

Municipality. The population statistics of 2019 (population and educational status 
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of the population on the basis of neighborhoods) were obtained from the STI 

(Turkish Statistical Institute).  

Along with crime statistics, it is necessary to know the distribution of the 

crime in the same year and the socio-economic characteristics of the place where 

it belongs. Therefore, it would be better to interpret the distribution of the crime 

in space with different variables. The crime statistics obtained from the official 

institutions were the raw data. In order to make them geographically usable, the 

type of crime was classified annually according to hour and month parameters, 

based on the neighborhoods where the crime was committed. 

The questionnaire form was prepared considering the classified statistical 

data. At the end of all these processes, the findings of the study were determined 

in line with the data obtained, and the cause-effect relationships between these 

findings were explained, the distribution of the crimes committed in the research 

field was emphasized, and their distribution was interpreted and the causes and 

consequences of this distribution were examined. 

3. LOCATION OF THE STUDY AREA 

The Araç district, which is the study area, is located in the Western Black Sea 

Part of the Black Sea Region. Araç, a district of the Kastamonu province, is 

located in the west of Kastamonu Central District and has an important position 

since it borders with Karabük on the west and Çankırı on the south. It is largely 

adjacent to Daday (Kastamonu) district from the north of Araç District. It is 

surrounded by Kastamonu Central District and İhsangazi (Kastamonu) from the 

east. The Araç district center, located on the Zonguldak-Kastamonu-Karabük 

highway, is located in the northern part of the Araç Stream (Figure 1). 

 

Figure 1. Location Map of the Study Area 
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4. RESULTS 

During the study period, a total of 146 crimes were committed against 

property in the Araç District Center. These types of crimes were classified under 

the following crime titles; theft, extortion, damage to property and fraud. Among 

the types of crimes committed against property in the study area, damage to 

property was the highest with a rate of 28.7% and breaking into house (theft) was 

20.5%. On the other hand, the crimes of car theft and breaking into automobiles 

were among the least committed crimes with a rate of 2.7% (Table 1, Figure 2). 

Table 1. Distribution of Crimes Committed against Property in The Araç District 

Center by Neighborhoods (2016-2018). 
Type of Crime Çay İnönü Mesudiye Yeni Yeşil Yukarı 

Araç 
Total % 

Housebreaking 7 6 1 5 9 2 30 20.5 
Workplace 

Burglary 
1 2 0 6 3 2 14 9,5 

Explicit 

Burglary 
8 3 0 10 5 2 28 19,1 

Extortion 

(Looting) 
4 0 0 2 0 1 7 4,7 

Damage to 

Property 
10 5 0 15 10 2 42 28,7 

Auto Theft 0 0 0 3 1 0 4 2,7 
Auto Breaking 0 0 0 3 1 0 4 2,7 
Fraud 3 1 0 7 4 2 17 11,6 
Total 33 17 1 51 33 11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 

Figure 2. Proportional Distribution of Crimes Committed against Property in  

the Araç District Center  

The crimes against property were mostly committed in the Yeni Mahalle 

neighborhood (51). This neighborhood was followed by the Yeşil (33) and Çay 

Neighborhoods (33). Mesudiye neighborhood (1) was the place where the crimes 

committed against property were the least committed during the research period 

of 2016-2018 in the Araç District Center (Figure: 3). 

Housebreaking 
20%

Extortion 4%

Workplace …Damage to Property …

Auto Theft 2%

Auto Breaking  …

Explicit Burglary… Fraud  11%
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Figure 3. Distribution of Crimes against Property in the Araç District Center by 

Neighborhoods  

Basically, two main factors were effective in the high rate of crimes against 

property in the Yeni Mahalle neighborhood. The first of these was that the most 

important highway that connected the cities of Zonguldak-Karabük-Kastamonu 

and even connected a significant part of the Western Black Sea Region to the 

Middle and Eastern Black Sea, passed through the Yeni Mahalle neighborhood, 

which constituted a large part of the District Center. While this main road is in the 

form of an extremely modern and divided highway in the areas outside the district 

center, the traffic capacity is insufficient since it falls into one lane in the district 

center. Nonetheless, as a result of the occupation of the sidewalks by the 

exhibition products of commercial business areas in the section passing through 

the Yeni Mahalle neighborhood, people walking on the road instead of the 

pavement and the roadway narrowing in a single lane as a result of the commercial 

business owners and those who come for daily shopping park their cars in one row 

is an important problem. It is because the mentioned negativities in the section of 

this highway passing through Yeni Mahalle neighborhood, the vehicles hitting 

people as well as causing traffic accidents with material damage causes crime 

against the person and property. 

When the ring road, which is currently under construction, is fully completed, 

the fact that a significant part of the traffic is directed to this ring road so that it 

does not affect the commercial life of the district, and that the sidewalks are 

arranged so that people can use them, and moving the intercity terminal out of the 

city, which is located in the busiest part of the district center, will lead to a 

decrease in crimes against negligent injury and especially against property caused 

by traffic accidents (Figure 4). 
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Figure 4. A View from the Yeni Mahalle Neighborhood where Crimes against 

Property are Most Common 

On the other hand, Mesudiye Mahallesi with the lowest population and the 

fact the commercial workplaces were almost nonexistent caused the district center 

to be the neighborhood with few crimes against property. 

In the temporal distribution of the crimes committed against the property in 

the Araç District Center, it is seen that most of the crimes were committed in May 

(24), April (22) and December (18). In the seasonal variations, for instance when 

the season turns to spring, people spend more time outdoors. Workplace burglary 

crimes are experienced due to the crowd of people being formed outdoors in this 

time period. Similarly, crimes of damage to property can occur as a result of the 

aggression that arises in cases where human interaction is excessive. The reason 

why the crime is committed excessively in the transition to the winter season, for 

example in December, is that the isolated environment created by the lack of 

people in the streets in the winter months, that is, the decrease in social control, 

provides an opportunity for the crime of theft (Figure 5).  

Figure 5. Monthly Distribution of Crimes Committed against Property in the 

Araç District Center 
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When the daily distribution of crimes committed against property in the study 

area is concerned, there was a fluctuation from the first days to the end of the 

week. In general, the crowd of people coming from rural settlements to the district 

center in order to meet their daily needs in the form of a social activity in the first 

and last days of the week creates an opportunity for theft crime. Considering the 

distribution of crimes committed against property in the Araç District Center by 

days, Thursday (31), Friday (29), Monday (21) and Tuesday (20) were the leading 

days of the week (Figure 6).  

 

 Figure 6. Distribution of Crimes against Property in the Araç District Center by 

Days 

As far as the distribution of the crimes against the property in 2016-2018 in 

the Araç District Center, which constituted the study area, is concerned, they 

occurred in the second and third time periods. It was observed that the events 

mostly intensified between 12:01-18:00 and 18: 01-23: 59 during the day. The 

reasons for the intensity of the crimes in these time periods were different from 

each other. In the second period of time, the areas where the population was 

mostly available in open public spaces such as avenues and streets and places with 

high social interaction became hot areas for theft crime. 

The type of theft crime differs according to the visibility in the space and the 

density that people generate in a space. For instance, the areas with high human 

circulation such as bazaars, fruit and vegetable markets or bus terminals can be 

given as examples of open theft especially for products displayed in front of a 

shop, housebreaking and crimes in the form of extortion suffered by people who 

carry on with the intensity of their daily routine activities. On the other hand, in 

the 3rd and 4th hour zones, when the public retired to their homes starting from the 

night hours and social control disappeared, workplace burglary, auto theft and 

auto breaking were among the main types of crime. Crimes against property in the 

study area occurred the most in the 2nd time period (51). This time zone was 

followed by the third time zone (47). In contrast, the 4th time zone (20) and 1st 

time zones were the zones when the crimes against property were the least in the 

study area (Figure 7). 
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Figure 7. Temporal Distribution of Crimes Committed against Property in the 

Study Area during the Day  

4. 1. Housebreaking 

There are many reasons for housebreaking. However, it is possible say that 

factors such as its relations with geography, characteristics of the population, 

climate, and urban development were also effective. In fact, people leaving their 

houses during the daytime created an opportunity for the crime of housebreaking 

since the daily socio-economic activities were more intense in the summer seasons 

when the temperature values were higher than in the winter season. Similarly, 

detached residences built away from each other were hotspots for housebreaking. 

In the societies where the concept of crime has not materialized, and in the 

societies that are underdeveloped in terms of education and socio-economic terms, 

crime is expected to be observed more frequently. 

Amongst the total of 146 crimes committed against property in the study area, 

30 housebreaking crimes times were committed according to the three-year 

averages. In the distribution of housebreaking by neighborhoods, The Yeşil 

Neighborhood (9) ranked first. Yeşil Neighborhood was followed by Çay (7) and 

İnönü Neighborhoods. On the other hand, Mesudiye and (1) Yukarıaraç were the 

neighborhoods in which the crime of housebreaking was committed the least in 

the study area. In addition to the fact that the neighborhoods with a high crime of 

housebreaking were the areas where there were mostly detached single-storey 

buildings, and there was the lack of security arising from the fact that they were 

located in the suburbs and the fact that the Zonguldak-Karabük-Kastamonu 

highway provided an escape opportunity for the thefts committed in these suburbs 

were the factors that were effective in the high rate of crime (Table 2, Figure 8). 

Table 2. Distribution of Housebreaking Crime by Neighborhoods in the Araç 

District Center (2016-2018). 

Type of Crime Çay İnönü Mesudiye Yeni Yeşil Yukarı Araç Total % 

Housebreaking 7 6 1 5 9 2 30 20.5 

Total 33 17 1 51 33          11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 
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Figure 8. Distribution of Housebreaking Crime by Neighborhoods in the Araç 

District Center 

4.2. Workplace Burglary 

The act of workplace burglary is generally committed targeting the high 

value-added products such as gold and smart phones in the form of forcing the 

door of the workplace, breaking its window glasses, forcing the windows from the 

ventilation sections, forcing the entrance door open, duplicating a key, breaking 

into the workplaces, removing the window bars, waiting for the time when the 

workplace owner is distracted and targeting the display products placed in front 

of the workplace. 

14 of the crimes against 146 properties committed between 2016 and 2018 in 

the Araç District Center were the workplace burglary. In other words, it is possible 

to say that 9.5% of crimes committed against properties were caused by the 

workplace burglary. It is a fact that workplace burglary increased in the areas 

where there was a high concentration of commercial and settlements areas and the 

places where people congregated in order to meet all their daily needs. When the 

map of the distribution of the workplace burglary crime by locations is analyzed, 

it is clearly seen that the highest crime rate was in the Yeni Mahalle neighborhood 

(6). Similarly, as in other crimes, there was no workplace burglary crime in the 

Mesudiye neighborhood (Table 3, Figure 9). 

Since a significant part of the public institutions and commercial business 

areas in the Araç District Center were located in Yeni Mahalle neighborhood, the 

workplace burglary crime also occurred in this part of the district. Similarly, due 

to the functional diversity it possessed, the workplace burglary crime was high in 

this neighborhood. As one moved further away from the Yeni Mahalle 

neighborhood towards the periphery, the workplace burglary crime decreased due 
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to the decline in the number of central workplaces. In fact, since Mesudiye 

Neighborhood was at the farthest position from the central business areas and the 

fact that number of workplaces was very low contributed to the fact that this 

neighborhood was an area where there was no crime of workplace burglary at all. 

Table 3. Distribution of Workplace Burglary Crime by Neighborhoods in the 

Araç District Center (2016-2018) 

Type of Crime Çay İnönü Mesudiye Yeni Yeşil Yukarı Araç Total % 

Workplace 
Burglary 

1 2 0 6 3 2 14 9,5 

Total 33 17 1 51 33          11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 

Figure 9. Distribution of Workplace Burglary Crime by Neighborhoods in the 

Araç District Center 

4.3. Auto Breaking 

Explicit burglary crime differs from other types of crime. In fact, which 

goods will be considered to be explicit out in the open maintenance location, and 

which goods will be considered to be non-explicit stolen from a workplace or a 

car and will be added to the burglary category should be judged accordingly in the 

Laws of the Republic of Turkey. For this reason, the crime of explicit burglary, 

which is different from other crimes based on the location of the stolen item and 

the way the incident takes place, includes the theft action directed against the 

belongings that people leave in the open area.  

All kinds of goods due to their scope, dimensions or intended use may not be 

protected within the house or its attachments. In fact, different evaluations are 

available in the TCL (Turkish Criminal Law) for the theft of sports equipment 

placed in parks and gardens, theft of agricultural equipment left by a person in the 
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garden of his house and the display products left in front of the shop. In this 

incident, the actions of the people are as important as the geographical conditions 

for explicit burglary. For instance, in residential areas with insufficient 

infrastructure for urbanization functions, showcasing the exhibition products in 

front of the workplace in an uncontrolled manner to overflow the pavements and 

sometimes some of the roads is a kind of behavior that paves the way for a theft 

crime to be committed. 

In study area, the crime of explicit burglary occupies an important place with 

a ratio of 19.1% among the crimes committed against property. Since explicit 

burglary is mostly seen in areas with workplaces and business offices, the Yeni 

Mahalle neighborhood (10), which stood out with its commercial functions, was 

the neighborhood where explicit burglary was the highest, followed by Çay 

Neighborhood (8). Mesudiye Neighborhood, on the other hand, was a 

neighborhood where the crime of explicit burglary never took place during the 

study periods (Table 4, Figure 10). 

Table 4. Distribution of Explicit Burglary Crime by Neighborhoods in the Araç 

District Center (2016-2018). 

Type of Crime Çay İnönü Mesudiye Yeni Yeşil Yukarı Araç Total % 

Explicit Burglary 8 3 0 10 5 2 28 19,1 

Total 33 17 1 51 33 11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 
 

Based on the crime statistics and the information obtained from the 

interviews conducted in the region, in the Yeni Mahalle neighborhood, where the 

crime of explicit burglary was committed the most, it was found that burglary in 

the form of theft of the products displayed in front of the workplaces in an 

uncontrolled manner was very common. The crime of explicit burglary in question 

will be reduced by showcasing the stalls front of the workplaces in a controllable 

way and taking various safety measures. The Çay Neighborhood, on the other 

hand, is an area of the district where people of the same race and ancestry live 

together side by side in residences consisting of a single-storey architectural 

structure; they leave some of their daily items haphazardly in front of their houses, 

which obviously causes theft. Furthermore, in this neighborhood where socio-

economic problems are the highest and the awareness of crime has not been 

sufficiently formed, the crime of explicit burglary has had a very high rate in this 

segment as it was the case in other crimes. Urban transformation in the Çay 

Neighborhood, solution to the infrastructure problems, creating awareness of 

crime through community-supported policing and solving the economic problems 

will be effective in reducing the number of crimes. 
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Figure 10. Distribution of Explicit Burglary Crime by Neighborhoods in the 

Study Area 

4.4. Extortion (Looting) 

The crime of extortion is a type of crime that is sometimes more punitive than 

theft. Since a person’s body may be damaged due to physical force during the 

extortion of an object that belongs to someone else, it can turn into a combined 

crime that includes more severe actions than theft. In today’s world, the crime of 

extortion is one of the biggest security problems of today’s cities since it gives 

people the feeling that the place they live in is very insecure; it may damage the 

property during the extortion since it may involve dragging the person damaging 

not only the body of the person, but also leaves psychological effects on them. 

Within the scope of the study examining the crimes against the property, the 

crime of extortion occurred only 7 times in the study area. More than half of this 

crime which was quite low for a three-year period, the Çay Mahallesi 

Neighborhood (4) ranked first, as it was the case in many other crimes. There are 

many reasons why crime of extortion is committed the most in this neighborhood. 

The low education level, poverty and lifestyle adopted by the people of the 

neighborhood cause the crime phenomenon to be high in this neighborhood. 

Furthermore, children in the neighborhood grow up with crime incentives, since 

there is no awareness of crime here. This will cause the incidence of crime to 

increase gradually in the upcoming years (Table 5, Figure 11). 
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Table 5. Distribution of Extortion (Looting) Crime According by in the Araç 

District Center (2016-2018). 

Type of Crime Çay İnönü Mesudiye Yeni Yeşil Yukarı Araç Total % 

Extortion 

(Looting) 

4 0 0 2 0 1 7 4,7 

Total 33 17 1 51 33          11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 

Figure 11. Distribution of Extortion Crime by Neighborhoods in the Araç 

District Center 

4.5. Damage to Property 

The crime of damage to property was regulated in articles 151 and 152 of the 

TCL. According to Article 151 of the TCL; “(1) Any person who partially or 

completely destroys, demolishes, vandalizes, ruins, breaks or makes someone 

else’s movable or immovable property unusable, upon the complaint of the victim, 

is punished with imprisonment from four months to three years or with a judicial 

fine. (2) The provisions of the above paragraph is to be applied for the person who 

kills a possessed animal without a just cause, makes it useless or causes it to 

decrease in value. (Göktürk, Özgenç and Üzülmez: 2012) 

42 of the total of 146 crimes committed against property during the study 

period in the Araç District Center were the crimes of damage to property. The 

crime of damage to property, which had a 28.7% rate among the crimes committed 

against property, was higher in the study area; auto breaking, breaking the 

entrance door of an apartment, kicking a parked vehicle, demolishing the garden 

wall, breaking the window or door of a workplace, damaging property with 

revenge and damaging a car were the examples of damage to property. When the 

distribution of the crime type of damage to property according to the three-year 

average by neighborhoods is examined, the neighborhoods of Yeni (15), Çay (10), 
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Yeşil (10) and İnönü (5) were at the forefront, while this type of crime was never 

committed in the Mesudiye Neighborhood in the same time period (Table 6, 

Figure 12). 

Table 6. Distribution of Damage to Property Crime by Neighborhoods in the 

Araç District Center (2016-2018).  

Type of Crime Çay İnönü Mesudiye Yeni Yeşil Yukarı 

Araç 

Total % 

Damage to 

Property 

10 5 0 15 10 2 42 28,7 

Total 33 17 1 51 33          11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 

 

Figure 12. Distribution of Damage to Property by Neighborhoods in the Araç 

District Center 

Generally, the crime of damage to property in the geographical area is 

considered to be higher in the settlements where the population and especially the 

businesses are concentrated. The main reason why the crime of damaging property 

in the study area was high in Yeni Mahalle neighborhood was: It was due to the 

fact that the neighborhood had a high concentration of central business area that 

might be the target of the crime of damage to property in the study area. Factors 

such as the high number of businesses, the market area in this neighborhood and 

the presence of many public institutions made the Yeni Mahalle neighborhood 

attractive in terms of crime.  

4.6 Auto Theft 

Within the theft acts, there is a relationship between the statistical increase 

and scarcity of the amount of auto theft and the development of the country. The 

theft rate is also on the increase due to the large number of vehicles, especially in 

developed countries rather than developing countries. It is noteworthy that auto 

theft crimes are on the increase in the urban areas rather than the rural areas 

(Karakaş, 2004). 
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In the Araç District Center, which constituted the study area, auto theft was 

at a very low level with a rate of 2.7% among the crimes committed against 

property between 2016 and 2018. In the district center where only four auto theft 

crimes were committed, three of these crimes took place in Yeni Mahalle 

neighborhood and one in the Yeşil Mahalle neighborhood. Since people who had 

a better socio-economic level than those at the other neighborhoods resided in 

Yeni Mahalle, it enabled the number of cars to be much higher in this 

neighborhood. However, as a result of the fact that the shopping areas gathered in 

the Yeni Mahalle neighborhood, and that the people who came to this 

neighborhood by their cars to meet their daily needs parked their cars in the back 

side streets due to the lack of parking, caused auto theft to be more much higher 

in this neighborhood. (Table 7, Figure 13) 

Table 7. Distribution of Auto Theft Crime by Neighborhoods in the Araç District 

Center (2016-2018). 

Type of Crime Çay İnönü Mesudiye Yeni Yeşil Yukarı Araç Total % 

Auto Theft 0 0 0 3 1 0 4 2,7 

Total 33 17 1 51 33 11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 

 

Figure 13. Distribution of Auto Theft Crime by Neighborhoods in the Araç 

District Center of 

4.7. Auto Breaking 

Among the crimes committed against property in the study area, auto theft 

crime (2.7%) was among the least crimes committed, just like the auto theft. 

During the study period, only four out of the total of 146 of crimes committed 

against property were auto breaking crime. This type of was observed to be 
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committed in the Yeni Mahalle neighborhood, where people with high economic 

levels resided more and therefore had more cars. Furthermore, due to the large 

number of commercial areas in Yeni Mahalle, when people who came to this 

neighborhood for their daily shopping parked their cars on the roadside, and 

sometimes on the back streets where there was no social control or security 

cameras, they caused this neighborhood to become a hotspot for the crime of auto 

theft and auto breaking (Table 8, Figure 14). 

Table 8. Distribution of Auto Breaking Crime by Neighborhoods in the Araç 

District Center (2016-2018).  

Type of Crime Çay İnönü Mesudiye Yeni Yeşil Yukarı Araç Total % 

Auto Breaking 0 0 0 3 1 0 4 2,7 

Total 33 17 1 51 33 11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 

Figure 14. Distribution of Auto Breaking Crime by Neighborhoods in the Study 

Area 

4.8. Fraud 

A crime of fraud occurs when the perpetrator deceives a person with 

fraudulent behavior, and benefits himself or someone else to the detriment of the 

victim or someone else. Aggravated fraud crime is the committal of the crime by 

using certain religious, social, professional, technological tools or public 

institutions as a tool (Doğan: 2020). 

The fraud crime has also to do with the population geography and the 

economic structure of the population. This type of crime, which targets the 

property of people in economically developed regions as well as the educational 

characteristics and culture of the population, has been on the increase in today’s 

world. 
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A total of 17 fraud crimes were committed between 2016 and 2018 in the 

Araç district center. 11.6% of the total of 146 crimes against property that 

occurred during the study period was the fraud crimes. As far as the distribution 

of this crime type by neighborhoods is concerned, the neighborhoods of Yeni (7), 

Yeşil (4) and Çay (3) were in the forefront. On the other hand, Mesudiye Mahallesi 

neighborhood was the place where fraud was not committed at all (Table 9, Figure 

15). 

Table 9. Distribution of Fraud Crime by Neighborhoods in the Araç District 

Center (2016-2018) 

Type of Crime Çay İnönü Mesudiye Yeni Yeşil YukarıAraç Total % 

Fraud 3 1 0 7 4 2 17 11,6 

Total 33 17 1 51 33          11 146 100 

Source: Surveys, Compiled from TSI and Data of Other Official Institutions. 

Factors for the high rate of fraud crime in the Yeni Mahalle neighborhood 

were; the fact that this neighborhood was the central business area in the region, 

the number of workplaces was high, market areas such as public and peasant food 

and vegetable markets were also in this neighborhood, there were many state 

institutions and people from all walks of life were the intersection point made the 

neighborhood the focal point of people prone to crime in terms of fraud crimes. 

Figure 15. Distribution of Fraud Crime by Neighborhoods in the Study Area 

5. CONCLUSION AND RECOMMENDATIONS 

During the study period, a total of 146 crimes against property were 

committed in the Araç District Center. Among the types of crimes committed 

against property in the study area, the damage to property crime was the highest 

with the rate of 28.7%, followed by the housebreaking crime with the rate of 
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20.5%. On the other hand, the crimes of auto theft and auto breaking were among 

the least committed crimes with a rate of 2.7%. 

The crimes against property were committed the most in Yeni Mahalle (51). 

This neighborhood was followed by Yeşil (33) and Çay Neighborhoods (33). 

Mesudiye Mahallesi (1) was the place where the crimes committed against 

property were the least during the 2016-2018 period, which was the study period 

in the Araç District Center. 

In the temporal distribution of the crimes committed against the property in 

the Araç District Center, it was observed that the crimes were committed the most 

in May (24), April (22) and December (18). 

As far as the daily distribution of crimes committed against property in the 

study area is concerned, a fluctuation was observed from the first days of the week 

to the end of the week. In general, people who come from the rural settlements to 

the district center in order to meet their daily needs in the first and last days of the 

week created an opportunity for the crime of theft due to the intense population 

movement that occurred due to a social movement. Considering the distribution 

of crimes committed against property in the District Center by days, Thursday 

(31), Friday (29), Monday (21) and Tuesday (20) were in the forefront. 

When we consider the distribution of crimes against property during 2016-

2018 period in the Araç District Center, which constituted the study area, it was 

found that the hours of the crimes occurred mostly in the second and third-hour 

time periods. It was observed that the events mostly intensified between 12: 01-

18: 00 and 18: 01-23: 59 during the day. 

Considering the geographical distribution of crimes committed against 

property in the Araç District Center, two main neighborhoods came to the fore. 

Yeni Mahalle and Çay Mahallesi neighborhoods ranked first in terms of 

committing many types of crimes in the study area. Yeni Mahalle was almost the 

core of the district center. Since public institutions, commercial areas, a significant 

portion of the residences, market areas, areas such as parks and gardens where 

people did their daily shopping activities, were located here and a significant 

section of the Zonguldak-Karabük-Kastamonu Intercity Highway passes through 

this neighborhood, this caused many of the hotspots that were the source of crime 

incidences to be in this neighborhood. 

There were two main factors that were effective in the high rate of crimes 

against property in the Yeni Mahalle neighborhood: The first of these was that the 

most important highway that connected the cities of Zonguldak-Karabük-

Kastamonu and even connected a significant part of the Western Black Sea Region 

to the Middle and Eastern Black Sea, passed through the Yeni Mahalle, which 

constituted a large part of the Araç District Center. While this main road is in the 

form of an extremely modern and divided highway in areas outside the district 

center, the traffic capacity is insufficient since it falls into one lane in the district 

center. 

Nonetheless, as a result of the occupation of the sidewalks by the exhibition 

products of commercial business areas in the section passing through the Yeni 

Mahalle neighborhood, people walking on the road instead of the pavement and 
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the roadway narrowing in a single lane as a result of the commercial business 

owners and those who come for daily shopping park their cars in one row is an 

important problem. It is because the mentioned negativities in the section of this 

highway passing through Yeni Mahalle neighborhood, the vehicles hitting people 

as well as causing traffic accidents with material damage causes crime against the 

person and property. When the ring road, which is currently under construction, 

is fully completed, the fact that a significant part of the traffic is directed to this 

ring road so that it does not affect the commercial life of the district, and that the 

sidewalks are arranged so that people can use them, and moving the intercity 

terminal out of the city, which is located in the busiest part of the district center, 

will lead to a decrease in crimes against negligent injury and especially against 

property caused by traffic accidents.   

Furthermore, establishing checkpoints in an attempt to increase the visibility 

of law enforcement officers in Yeni Mahalle, installing city surveillance cameras 

with high resolution degrees to reduce the crime of auto and house breaking in the 

back streets, offering incentives for commercial and residential areas to other 

neighborhoods to reduce the population and commercial area pressure in this part 

of the town and most importantly, and raising the level of education of the public 

in general will be positive in terms of creating awareness. 

In the Çay Neighborhood, which is another neighborhood with a high crime 

rate in the study area, on the other hand, it is possible to assume by considering 

the shanty house-looking residences that people living in this part of the district 

have economic problems. Due to socio-economic problems and economic needs, 

the Çay has become a neighborhood where people living here lessened their 

interest in education, there was no awareness for committing crimes, people from 

a single identity have gathered together here, and the district has almost spatial 

and cultural contrasts with the other neighborhoods; all these factors have caused 

the crime rates to get higher.  

In order to reduce the number of crimes in the Çay Neighborhood, the 

economic, educational and socio-cultural problems, which are the biggest 

problems for now, should be solved  in the first place. In the name of social 

awareness, some people from this neighborhood can be offered employment in 

line with their abilities and capabilities in order to generate an economic income 

within the bounds of possibility through the Employment Agency. Awareness 

trainings should be provided by the Community Policing Office in order to create 

an awareness of crime and free courses offered based on some manual skills for a 

sustainable job opportunity that will generate economic income through the Adult 

Education Center. 

Demolition of the abandoned buildings, which have become hotspots for 

some crimes in the Çay Neighborhood, within the scope of the permits granted by 

the District Municipality and the encouragement of the residents of this area to 

more modern housing are some of the solutions that will contribute to the decrease 

in the number of crimes in this neighborhood. In fact, it strengthens the feeling of 

aggression and exclusion among those who live in neighboring places, where 

modern and outdated houses, which have been formed due to the difference in 
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economic income, are in dire contrast, and it potentially encourages crime. 

The Yeşil Neighborhood (9) ranked first in the distribution of housebreaking 

by neighborhoods. Yeşil Neighborhood was followed by the neighborhoods of 

Çay (7) and İnönü. The neighborhoods with a high crime of housebreaking are 

mostly composed of detached single-storey buildings, the lack of security arising 

from the presence of these house in the suburbs, and especially the fact that 

Zonguldak-Karabük-Kastamonu highway is an escape opportunity for the theft 

activity in these suburbs are some of the contributing factors. 

Trainings should be provided for those living in single-storey houses on how 

the crime of housebreaking occurs, and security checkpoints should be established 

at the entrances and exits of the district center and inspections should be made on 

the days and hours when the theft incidences occur the most. 

According to the crime statistics and the information obtained from the 

interviews conducted in the study area, it was found that theft in the form of 

stealing goods placed in the stalls front of the workplaces was common in Yeni 

Mahalle, where there was a lot of theft. The theft crime in question will naturally 

be reduced by opening the stalls in front of the workplaces in a controllable way 

and taking various security measures. 

Regarding the high rate of fraud crime in the Yeni Mahalle neighborhood, 

factors such as the fact that that neighborhood was the central business area in the 

district, the number of workplaces, the presence of fruit and vegetable market area 

in this neighborhood, the presence of many public institutions and the intersection 

point of people from all walks of life made the Yeni Mahalle the focal point in 

terms of fraud crime. 

Fraudsters need places where there are high concentrations of people, and 

where there are commercial areas and a transportation point such as Zonguldak-

Karabük-Kastamonu Intercity Highway through which they can easily escape. 

The Yeni Mahalle neighborhood became a hotspot and welcoming place for 

criminal incidences due to these factors. Effective controls should be carried out 

in order to prevent fraudulent activities either by directly coming to the District 

Center or via information systems such as telephoning or internet, and raising 

awareness to those living in that part of the district with the brochures showing 

the fraud methods will be effective in reducing the fraud crime. 

Stating Contribution: I would like to thank Mehmet EKİNCİ, one of my 

students for whom I supervised a graduation thesis in the field of crime geography, 

for his contribution to this study during the field studies and compilation of 

statistical data. 
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Es war mir ein herzliches Bedürfnis, Bosnien und die 

Herzegowina aufzusuchen, um inmitten der Bevölkerung dieser 

schönen Länder einige Tage verbringen zu können. 

      Franz Joseph (Bosnisch-Brod, May 30, 1910) 

 

INTRODUCTION 

In the period from the Crimean War (1853-1856) to the Treaty of Berlin 

(1878), there were important military and political events that changed the balance 

of power in Europe and affected the future of the Ottoman Empire’s territory in 

Southeastern Europe (Beydilli 2007). After the Treaty of Paris (1856), Russia, 

whose power in the Black Sea was limited and its influence in the Balkans was 

ended, begun to look for an opportunity to get rid of the neutrality of the Black 

Sea, embraced the Panslavism propaganda, and followed a policy of 

reestablishing Russian influence in the Balkans (Karal 2003).  

In 1870, Russia benefiting from the European political situation which was 

disrupted by the Franco-Prussian War (1870-1871), unilaterally declared that it 

did not want to abide by the articles of the Treaty of Paris on the Black Sea (Aydın 

2019). This was the first sign of an imminent Russo-Turkish War (Beydilli 2007). 

Later on, the series of events that changed the map of the Balkans started with the 

rebellion initiated by Serbian Orthodox peasants against Turkish rule in 

Herzegovina (1875). Continued with the other rebellions in Bosnia (1875) and 

Bulgaria (1876). In 1876, Montenegro and Serbia declared war on the Ottoman 

Empire. This turmoil in the Balkans allowed the Russians and Austrians to realize 

their ambitions in the region. Against Russia’s intention to declare war on the 

Ottoman Empire, the other great powers organized a conference in Istanbul (1876-

1877) and prepared a reform program. After the Sublime Porte rejected this reform 

program that interfering with the independence of the Ottoman Empire, the Russo-

Turkish War (1877-1878) began (Aydın 2016). Consequently, with the Treaty of 

San Stefano (1878) signed at the end of this war, Russia expanded its influence in 

the Balkans. However, the new situation in the Balkans alarmed the other great 

powers, causing them to convene the Congress of Berlin (1878) and sign the 

Treaty of Berlin (1878). According to article 25 of the Treaty of Berlin, the 

Austro-Hungarian Empire obtained the right to occupy and administer Bosnia and 
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Herzegovina (Bridge 1972). Austria-Hungary’s new policy prompted it to act 

together with Russia. On the other hand, this would also be the beginning of an 

Austro-Russian conflict in the Balkans (Armaoğlu 1997). 
 

Table 1: Population of Bosnia and Herzegovina by Religion (1879-1910) 

(Tanovic et al. 2014) 

Year Muslims Orthodox Catholics Jews Others 

1879 448.749 496.375 210.216 3.426 249 

1885 492.710 571.250 265.788 5.805 538 

1895 548.632 673.246 334.142 8.213 3.859 

1910 612.137 825.418 442.197 11.868 7.224 
 

Bosnia was left under the administration of the joint finance minister of the 

Austro-Hungarian Empire. Thereby Bosnia was ruled by both wings of the 

Austro-Hungarian Empire. The “landeschef” and “ziviladlatus” were held 

responsible for the provincial administration. The Ottoman administrative units 

were generally preserved. However, they were named with different names. The 

sanjaks were called “kreis” and the kazas were called “bezirk”. They left under 

the control of the administrators that called “kreisvorsteher” and 

“bezirksvorsteher” The Austro-Hungarian administration in Bosnia and 

Herzegovina strived primarily to maintain order, gain the trust of all religious 

groups, and establish a modern administrative system (Yılmazata 2013). Under 

the rule of the Austro-Hungarian Empire, the administration of Bosnia and 

Herzegovina was carried out with a different approach compared to the other 

colonized regions of the period. The Austro-Hungarian Empire placed itself in 

“loco parentis” in the administration of Bosnia and Herzegovina, and adopted the 

parent-child relationship approach in order to understand, motivate and discipline 

the people of Bosnia and Herzegovina (Donia 2007). 

Although it was definitely stated in the Treaty of Berlin and in the 

Convention of Istanbul (1879) that the provinces of Bosnia and Herzegovina were 

temporarily occupied by the Austro-Hungarian Empire and the sovereign rights 

of the Sultan over the provinces of Bosnia and Herzegovina wouldn’t be affected 

by the occupation, 30 years after the occupation, on October 5, 1908, the Austro-

Hungarian Empire declared the annexation of Bosnia and Herzegovina. The loss 

of Bosnia and Herzegovina provinces, which had been under the Ottoman rule for 

about more than 4 centuries, led to the protests of the Ottoman people, and 

Austrian goods were boycotted in the Ottoman territories (Gönenç 2019). On the 

other hand, the annexation made different effects on different religious groups in 

Bosnia and Herzegovina. Catholic Croats generally reacted positively to the 

annexation, and of course, some defended the ideologies of Panslavism and 

Yugoslavism. However, these were not large groups in terms of numbers. Those 

who condemned the annexation the most and expressed their displeasure were 

Bosnian Serbs. However, not all Bosnian Serbs belonged to this group. 

Conservative Bosnian Muslims strongly opposed leaving the Ottoman Empire 
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completely due to the annexation. Those who wanted to protect their cultural and 

religious existence under the administration of Austria used the annexation in line 

with these goals. Most of the Muslims who chose to stay in Bosnia were in favor 

of getting along with the Austro-Hungarian Empire administration (Yılmazata 

2013). 

The subject of this study is the visit of the Emperor of Austria and the King 

of Hungary, Franz Joseph, to Bosnia and Herzegovina in 1910. The visit, which 

started from Bosnia Brod on 30 May, and ended in Mostar on 3 June, is important 

because it took place after Bosnia and Herzegovina were annexed by the Austro-

Hungarian Empire in 1908. In this study, the travel route of Franz Joseph and the 

events that took place during this travel was handled through the news published 

in Austrian newspapers. 

1. THE EMPEROR ON THE WAY TO SARAJEVO AND IN SARAJEVO 

1.1. The Emperor on the Way to Sarajevo  

On May 30, 1910, Franz Joseph arrived at the Bosnian Brod train station, 

which was lively all night, just before at 5 a.m. The mayor Mehmed Hafiz Hodzic 

addressed the Emperor with a welcoming speech. After the enthusiastic ovations 

of the crowd, the Emperor responded to the mayor with that gracious words: “I 

thank you for the loyal and devoted welcome on the border of this beautiful 

country and I fondly remember my first stay in this city. I felt a heartfelt need to 

visit Bosnia and Herzegovina in order to be able to spend a few days in the midst 

of the people of these beautiful countries.” Then, the Emperor greeted the other 

personalities who had been waiting. With the ovations of the crowd, the imperial 

train left Bosnian Brod at 5:30 a.m. (Die Ankunft in Bosnisch-Brod, Die Neue 

Zeitung, no: 147, May 31, 1910, p. 2). 

About three hours later, at 8:12 a.m., the imperial train arrived in Doboj with 

the ovations of the crowd (In Doboj, Neues Wiener Tagblatt, no: 147, May 31, 

1910, p. 5). Before the entrance to Doboj, the wreathed monuments of the 

martyred soldiers and the iron cross of Count Szapary aroused the Emperor’s 

interest (In Doboj, Arbeiter Zeitung (Morgenblatt), no: 147, May 31, 1910, p. 3). 

The two companies of the 1st Battalion of Infantry Regiment No. 75 garrisoning 

in Doboj, under the command of the battalion commander, Major Johann 

Hostasch, took part in the train station as a march adjustment. The clergy, the state 

officials, the municipal council, and the civil servants attended the welcoming 

ceremony. Doboj’s schoolchildren in festive dress also came to pay homage to the 

Emperor. The pretty festive costumes of the large numbers of the population of 

Doboj presented a colorful picture. The Emperor got off the imperial train and 

received the report from the commander of the 11th Mountain Brigade, Major 

General Gregor Miscevic, the district head of Tuzla, Friedrich Foglar, the district 

head of Tesanj, Felix Bardasch, and the branch manager of Doboj, Leopold 

Schreiber (In Doboj, Neues Wiener Tagblatt, no: 147, May 31, 1910, p. 5). Later, 

the mayor, Bego Hadzi Mugajic stepped forward and addressed the Emperor with 

a welcoming speech (Von der Strecke, Die Neue Zeitung, no: 147, May 31, 1910, 
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p. 2). The Emperor responded to the mayor with the words: “I thank you most 

sincerely for your welcome and offer my paternal greetings to the residents of this 

city and its surroundings.” On his way to Zavidovic, the Emperor continued to 

thank the people with a military salute for their ovations at the window of the 

imperial train (In Doboj, Neues Wiener Tagblatt, no: 147, May 31, 1910, p. 5). 

At 9:59 a.m., the imperial train arrived in Zavidovic and stopped for three 

minutes. The company of the 1st Battalion of Infantry Regiment No. 75 

garrisoning in Zavidovic took part as a march adjustment in the festively decorated 

train station and paid to homage. The peculiar ovation here captivated the 

Emperor. Although this was not provided for in the program, the Emperor got off 

the imperial train. As the Emperor passed by the schoolchildren, the 

schoolchildren sang the national anthem in German (Aufenthalt in Zavidovic, 

Wiener Zeitung, no: 121, May 31, 1910, p. 7). 

At 11:48 a.m. the imperial train arrived in Zenica. Gathered in the splendidly 

decorated train station were: the district head of Travnik, Michael Rukavina R. v. 

Vezinovac, the district head of Zenica, Dr. Max Straßmann, the mayor Ali Efendi 

Harmandic and the municipal council of Zenica, the clergy, the state officials, and 

the others with their flags. Also, under the command of the battalion commander 

lieutenant colonel Hugo Ehmig, the two companies of the 2nd Battalion of 

Infantry Regiment No. 57 garrisoning in Zenica gathered in the train station as a 

march adjustment. After the Emperor received the report from the district head of 

Travnik and the district head of Zenica, the mayor Ali Efendi Harmandic 

addressed the Emperor with a welcoming speech. The Emperor responded to the 

mayor as follows: “I thank you for paying homage to this expanding urban 

community, in whose development I take an active part. I would like to extend my 

warm greetings to the citizens of the city and its surroundings.” After a stay of 20 

minutes, the Emperor got on the imperial train again, accompanied by enthusiastic 

ovations (Die weiteren Stationen, Neues Wiener Tagblatt, no: 147, May 31, 1910, 

p. 6). 

Later, the Emperor went via Lasva, which stood out for its particularly 

beautiful decoration, to Visoko, where the imperial train arrived at 1:50 p.m. Here, 

too, the population of the whole area, the clergy, and the municipal council waited 

for the Emperor with enthusiastic jubilation. The Emperor left the imperial train 

and received the report from the district head of Sarajevo, Ladislaus Baron, the 

district head of Visoko, Acim Zimoujic, and the gendarme commander in Visoko, 

lieutenant Emil Bertl. Then, the mayor of Visoko, Salih Aga Sehovic, addressed 

the Emperor with a welcoming speech. The Emperor responded to the mayor with 

the words: “I am pleased to be able to set foot on the venerable city of Visoko and 

thank you and the residents of the city and its surroundings most warmly for the 

warm welcome you have given me.” The Emperor addressed numerous people 

here and received splendid bouquets of flowers from three girls of different 

nationalities, including a Serbian girl. Before the Emperor got on the imperial 

train, a choral society, whose members wore Serbian national costumes, sang the 

national anthem in Croatian. The homage clearly made a deep impression on the 
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Emperor (Von der Strecke, Das Vaterland (Morgenblatt), no: 242, May 31, 1910, 

p. 4). 

1.2. The Emperor in Sarajevo 

1.2.1. The Arrival in Sarajevo  

The entry of the Emperor into Sarajevo was like a real triumphal procession. 

Everywhere there was enthusiasm, joy, and gratitude for the visit of the Emperor. 

The Sarajevo, whose festive decorations unfold doubly splendidly in the bright 

sunshine, had been showing a joyful image since the early hours of the morning, 

as had never seen. The festively dressed crowd streamed en masse to the reception 

area through which the Emperor would drive to Konak. All work had been 

suspended since noon. The shops were closed. The newspapers published lively 

welcome articles in festive editions. There was an enthusiastic mood everywhere. 

At 3:00 p.m. the imperial train stopped in front of the reception room next to the 

tobacco factory station (Ankunft in Sarajevo, Agramer Zeitung, no: 121, May 31, 

1910, p. 2). With the power and brilliance that the preparations of the last few 

days had promised, under the thunder of 124 cannon shots and the ringing of all 

church bells, the Emperor made his entry into the Bosnian capital (Der Empfang 

in Sarajevo, Neues Wiener Tagblatt, no: 147, May 31, 1910, p. 6).  

 

Figure 1: The Emperor welcomed by the representatives of the non-Catholic 

denominations in Sarajevo, May 30, 1910. Journey of Franz Joseph I, Emperor of 

Austria, through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National 

Library 
 

There was a huge crowd awaited the arrival of the Emperor. Among those 

gathered in the square next to the tobacco factory: Archbishop Dr. Stadler with 

the Roman Catholic clergy, the Franciscan order provincial, metropolitan Letica 

with the Greek oriental clergy, Reis-ul-Ulema Hafiz Suleiman Efendi Sarac with 
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the Muslim clergy, the Protestant pastor, the Sephardic, and the Austro-Hungarian 

chief rabbi, also the officers and military officials off duty of the Sarajevo 

garrison, officer deputations of the troops of the 15th corps, the officers and 

military officials from outside garrison areas present in Sarajevo, as well as the 

representatives of the autonomous religious administrations and the president of 

the chamber of lawyers and the president of the chamber of commerce with the 

chamber of commerce. First, the Emperor drew Archbishop Dr. Stadler into a long 

conversation. Then, he talked the Franciscan order provincial, metropolitan 

Letica, the Reis-ul-Ulema, and representatives of the clergy of the other creeds. 

About twelve officers reported to the Emperor. So then the Emperor walked down 

the long line of officers, thanked the gentlemen for their attending, and turned to 

the representatives of the autonomous religious administrations. The Emperor 

drew numerous personalities from all religions into conversation also honored the 

presidents of the chamber of lawyers and the chamber of commerce with speeches. 

Then the Emperor approached the mayor Kulovic, who with the city council 

was waiting for the Emperor on the other side of the imperial tent. The imperial 

tent was richly decorated with leafy plants, and the floor was covered with 

magnificent carpets for the civil ceremony (Der Empfang am Bahnhof, Die Zeit 

(Morgenblatt), no: 2758, 31 May 1910, p. 3).  
 

 

Figure 2: The Emperor replied to the address given by the mayor of Sarajevo, 

May 30, 1910. Journey of Franz Joseph I, Emperor of Austria, through Bosnia 

and Herzegovina 30.5.1910-3.6.1910, Austrian National Library. 
 

In front of the imperial tent the mayor Kulovic addressed the Emperor with 

a welcoming speech as follows:  

“Today is recorded by our entire population as the happiest day they have 

ever experienced, as they can pay homage to Your Majesty in the midst of their 

beautiful homeland and express their feelings of sincere loyalty and firm devotion 
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to the very highest person and the glorious Habsburg dynasty. In particular, our 

Sarajevo and the city council are filled with joy that Your Majesty has honored us 

with the very highest visit. May God maintain and protect Your Majesty in good 

health for many years on the highest throne of all. Welcome! (Der Willkommgruß 

des Bürgermeisters, Die Zeit (Morgenblatt), no: 2758, May 31, 1910, p. 3).  

The Emperor responded to the mayor with the words as follows: 

“With a happy heart, I came to visit my country’s capital Sarajevo for the 

first time and to spend a few days in the midst of the inhabitants of this up-and-

coming city and the people of this beautiful country. Decades of cultural work has 

created solid ties between the youngest members of the Austro-Hungarian 

monarchy and some of the rest of them, and the feelings expressed towards me are 

valuable proof that the loyalty to the ruling house has also taken firm roots here. 

I thank you for the warm welcome and offer the residents of this city my paternal 

greetings.” 

The civil adlatus Baron Benko repeated the Emperor’s answer in Croatian, 

which was received with stormy enthusiasm by those who gathered. After the 

Emperor had been honored by the speech of the vice mayor Mandic, he went to 

the imperial tent and talked to two of the foreign consuls and Rittmeister Barczay, 

the commander of the White Cross health resort individually (Die Antwort des 

Kaisers, Die Zeit (Morgenblatt), no: 2758, May 31, 1910, p. 3). 
 

 

Figure 3: Sarajevo: In front of the train station, the Emperor and the governor of 

Bosnia and Herzegovina Marijan Varesanin von Vares get into the Daumont 

horse drawn carriage, May 30, 1910. Journey of Franz Joseph I, Emperor of 

Austria, through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National 

Library. 
 

Later, the Emperor with the diplomatic representatives got into the carriage 

amid cannon salute. The governor of Bosnia and Herzegovina Varesanin took his 



608 

 
 

place at his side. The Emperor and his entourage began their journey to Konak 

over Mustasbeggasse, Circus Square, Appel-Quai, and Konakbrücke. The 

following people were involved in the cortege respectively: 

1. The mayor Kulovic and the government commissioner Brodnik, 

2. The civil adlatus Baron Benko and the section head Baron Pitner, 

3. The Emperor and the governor of Bosnia and Herzegovina Varesanin, 

4. The adjutant general Count Paar and the joint finance minister Baron 

Burian, 

5. The first chief manager Prince Montenuovo and the foreign minister Count 

Aehrenthal, 

6. The prime ministers Baron Bienerth and Count Khuen-Héderváry, 

7. The colonel stable master Count Kinsky and the joint war minister Baron 

Schönaich, 

8. The adjutant general Baron Bolfras and the cabinet director Baron 

Schiessl, 

9. The personal physician Dr. Kerzl and the aide-de-camp major Count 

Manzano, 

10. The aide-de-camp Count Hoyos and the aide-de-camp lieutenant colonel 

Margutti (Ankunft in Sarajevo, Agramer Zeitung, no: 121, May 31, 1910, p. 2).  

The reception in the city and the drive to Konak made a great impression on 

the people. They were impressed by the display of military splendor and the 

Emperor’s carriage, flanked by proud performers. The tenderness of the old man 

touched everyone’s hearts (Der Eindruck des Empfanges, Die Zeit (Morgenblatt), 

no: 2758, May 31, 1910, p. 4). 
 

1.2.2. Official Receptions and Visiting the Holy Places  
 

 

Figure 4: Sarajevo: The Emperor enters the government building through the 

girls’ trellis, May 31, 1910. Journey of Franz Joseph I, Emperor of Austria, 

through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National Library. 
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On May 31, official receptions were held at the government palace. 

Accompanied by the governor of Bosnia and Herzegovina Varesanin, the Emperor 

arrived a few minutes after 9 o’clock at the government palace (Die Empfänge im 

Regierungspalais, Neues Wiener Tagblatt, no: 148, June 1, 1910, p. 5). The 

following names were among those who awaited the Emperor: Archbishop Dr. 

Stadler with the Roman Catholic clergy, metropolitan Letica with the Greek-

Oriental clergy, Reis-ul-Ulema with the Muslim clergy, Sephardic and the Austro-

Hungarian religious community with the rabbis, the Protestant pastor with the 

presbytery, the foreign consuls, the officer corps, the state officials, the mayor of 

Sarajevo with the municipal council, a Serbian Orthodox layman deputation, a 

Muslim layman deputation, a Catholic layman deputation, the privileged 

Landesbank, the big industrialists. Eighteen speeches to which the Emperor 

replied eighteen times. Considering the old age of the Emperor, that was a 

significant physical achievement (Der Kaiser in Sarajevo, Arbeiter Zeitung 

(Morgenblatt), no: 148, June 1, 1910, p. 4). The receptions lasted uninterrupted 

from 9 a.m. to almost noon. The Emperor was of admirable freshness and 

elasticity, and when the receptions were over he didn’t seem tired. The corridors 

of the government palace were filled with people waiting. According to local 

custom, black coffee was served continuously (Die Empfänge im 

Regierungspalais, Neues Wiener Tagblatt, no: 148, June 1, 1910, p. 5). 

At noon the Emperor arrived in Konak (Weitere Empfange, Die Zeit 

(Morgenblatt), no: 2759, June 1, 1910, p. 5). The Emperor devoted several visits 

in the afternoon. Despite the pouring rain, a large crowd awaited the Emperor in 

the streets he had to pass. Especially at the churches and places of worship that 

the Emperor visited, the crowd was unusually large (In der Kathedrale, Die Zeit 

(Morgenblatt), no: 2759, June 1, 1910, p. 5). Around 4 p.m. the Emperor, with the 

governor of Bosnia and Herzegovina Varesanin, the foreign minister Count 

Aehrenthal, the joint finance minister Baron Burian, the prime ministers Baron 

Bienerth and Count Khuen-Héderváry, the adjutants general and wing adjutants 

(Besuch der römisch-katholischen Kathedrale, Wiener Zeitung, no: 122, June 1, 

1910, p. 8), first visited the Roman Catholic cathedral. He was greeted by 

Archbishop Dr. Stadler and the clergy. The Emperor went through a trellis of 

Franciscan nuns to the high altar, knelt for a short prayer, and was given blessing 

by archbishop (In der Kathedrale, Die Zeit (Morgenblatt), no: 2759, June 1, 1910, 

p. 5). The next visit was to the nearby Serbian Orthodox Metropolitan Church. 

The Emperor was greeted by the president of the Serbian Orthodox community 

and the clergy. Then, he led into the church, where a throne was erected for a brief 

ceremony (In der Metropolitankirche, Die Zeit (Morgenblatt), no: 2759, June 1, 

1910, p. 5). Probably the next most interesting visit was to the Begova mosque, 

which was rightly famous in the Islamic world and had been brightly redesigned. 

Greeted at the gate of the forecourt by the president of the Muslim community 

with a short German speech, the Emperor entered the forecourt. A little girl in a 

silk white dress, adorned in the Turkish style with rich oriental head and neck 
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jewelry, presented a bouquet of flowers. In a good mood the Emperor, smiling 

pleasantly, looked at the little Turkish girl, who looked at the Emperor without 

hesitation (Besuch der Begova-Moschee, Wiener Zeitung, no: 122, June 1, 1910, 

p. 8). Reis-ul-Ulema expected the Emperor with the high clergy. After a short 

greeting, the Emperor was led into the festively illuminated mosque, the floor of 

which was completely covered with precious carpets. A raised throne adorned 

with splendid gold-embroidered silk fabrics had been erected for the Emperor. 

With words of thanks to the chief clergy and the president of the Muslim 

community, the Emperor left the holy place (In der Begova-Moschee, Die Zeit 

(Morgenblatt), no: 2759, June 1, 1910, p. 5). Then, the Emperor went to the old 

Sephardic synagogue. In front of the synagogue, a trellis of young girls in original 

Spanish costumes awaited the arrival of the Emperor. Greeted with awe by the 

head of worship and the chief rabbi, after receiving a bouquet of roses, the 

Emperor entered the festively illuminated synagogue, in which a short ceremony 

was held in front of the open ark. After the rabbi made a short speech, the Emperor 

left the synagogue with words of thanks to the president of the religious 

community. On the other hand the trip to the old Sephardic synagogue allowed to 

the Emperor the opportunity to get to know Carsija, the interesting part of 

Sarajevo, where copper vessels, filigree work, weapons, leather articles, carpets, 

and others were produced and offered for sale (In der sephardischen Synagoge, 

Die Zeit (Morgenblatt), no: 2759, June 1, 1910, p. 5).  
 

 
Figure 5: Sarajevo: The Emperor leaves the Protestant church, accompanied by 

Pastor Johann Ludwig Schäfer, May 31, 1910. Journey of Franz Joseph I, 

Emperor of Austria, through Bosnia and Herzegovina 30.5.1910-3.6.1910, 

Austrian National Library 
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Also, after the most respectful greeting from Pastor Johann Ludwig Schäfer, 

the Emperor attended a short church service in the imposing Protestant Church 

with its mighty dome (In der protestantischen Kirche, Die Zeit (Morgenblatt), no: 

2759, June 1, 1910, p. 5). The last holy place to which the Emperor visit was the 

temple of the Austro-Hungarian Israelite religious community. The greeting took 

place here in the same way as in the Sephardic prayer house. The chief rabbi Dr. 

Weszel’s speech, which sounded like a blessing to the Emperor, made a deep 

impression on everyone (Im Tempel der österreichisch-ungarischen 

Kultusgemeinde, Die Zeit (Morgenblatt), no: 2759, June 1, 1910, p. 5). 

 
Figure 6: The Emperor and the Governor of Bosnia Herzgovina Varesanin leave 

the town hall in an open car, May 31, 1910. Journey of Franz Joseph I, Emperor 

of Austria, through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian 

National Library 

Then, the Emperor drove to the town hall. The Emperor visited the 

magnificent vestibule with lively interest and expressed his appreciation for the 

beauty of the building. After the town hall visit, the Emperor returned to Konak. 

The audience gave enthusiastic and hearty ovations wherever they saw him on the 

way (Besuch im Rathause, Die Zeit (Morgenblatt), no: 2759, June 1, 1910, p. 5). 

At 6:30 p.m. the first imperial dinner took place in Konak, to which the 

following personalities were invited: The foreign minister Count Aehrenthal, the 

prime ministers Baron Bienerth and Count Khuen-Héderváry, the joint war 

minister Baron Schönaich, the joint finance minister Baron Burian, the governor 

of Bosnia and Herzegovina Varesanin, the civil adlatus Baron Benko, archbishop 

Dr. Stadler, auxiliary bishop’s Dr. Saric, archbishop Letica, Reis-ul-Ulema Sarac, 

the vice president of the Serbian-Orthodox administrative and school council 

Jeftanovic, the vice president of the waqf assembly Mahmut Beg Fadilpasic, the 

mayor Kulovic, the evangelical pastor Schäfer, the member of the state parliament 

of the Sephardic Israelite religious community Salom, the Italian consul general 

Conte de Giacchi, the district leader Baron, the court councilors Kobler, 
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Zarnowski and Rauch, the leader of the Muslim deputation Ali Beg Firdus, the 

president of the chamber of commerce Berkovic and, among military dignitaries 

corps commander Auffenberg, Appel, Nikl, colonel Liposcak, the lieutenant 

colonels Baron Wodniansky and Baron Wiedersperger, the majors Langer and 

Lassy and the watch commander, also the first chief manager Prince Montenuovo 

and the immediate entourage of the Emperor as well as the companions of the 

minister section council Count Szapary, lieutenant colonel Klingspor, councilor 

Dr. Kuh and the section council Ehrhart (Das erste Hofdiner, Die Zeit 

(Morgenblatt), no: 2759, June 1, 1910, p. 5). After the imperial diner, the prime 

ministers Baron Bienerth and Count Khuen-Hedervary traveled separately to 

Vienna and Budapest by train (Der Kaiser in Sarajevo, Arbeiter Zeitung 

(Morgenblatt), no: 148, June 1, 1910, p. 4). 

The interest and respect of the people to the Emperor greatly influenced the 

Emperor. The Emperor expressed his satisfaction on this journey to the governor 

of Bosnia and Herzegovina Varesanin as follows: “I assure you that after what 

I’ve seen here, I feel 20 years younger.” Also, the personal demeanor of the 

Emperor made the deepest impression on all sections of the population. The Serb 

leader Damjanovic said in a conversation: “The Kaiser-King is of extraordinary 

kindness and amiability; he speaks like a father to his children.” Likewise, circles 

of the Muslim population that in the Carsija, when debating the reception of the 

Emperor, declared as follows: “It has been more than four hundred years since 

the Turks conquered Bosnia. Since then no Sultan has visited us. The Emperor-

King Franz Joseph comes immediately to see the land that has now come under 

his scepter. We have to thank him for it and give him a festive welcome.” (Der 

König in Sarajevo, Agramer Zeitung, no: 123, June 2, 1910, p. 2). 

1.2.3. The Parade and the Schoolchildren’s Homage 

On June 1, an official parade was held for the Emperor. The population began 

to move to the parade field on foot, by car and in special trains. Soon after 7 a.m. 

the grandstands were packed with an elegant audience. At this time the troops 

began to deploy. Shortly before at 8 a.m. the foreign minister Count Aehrenthal, 

the joint finance minister Baron Burian, the cabinet director Baron Schiessl, 

archbishop Dr. Stadler and bishop Saric arrived in front of the stands. At 8:20 a.m. 

a horn signal announced the approach of the Emperor. The Emperor rode into the 

parade ground with the head of the cabinet chancellery adjutant general Baron 

Bolfras, the governor of Bosnia and Herzegovina Varesanin, the joint war minister 

Baron Schönaich, and a shiny military suite (Die heutige Truppenrevue, Das 

Vaterland (Morgenblatt), no: 246, June 2, 1910, p. 4). 

The sight of the Emperor galloping off triggered made a fascinating 

impression on the audience. At 9:00 a.m. the Emperor, who was very satisfied by 

the strict attitude of the troops, left the parade ground to renewed cheers to return 

to Konak (Die Truppenrevue, Agramer Zeitung, no: 123, June 2, 1910, p. 3). The 

Emperor said to corps commanders about this parade: “I have never seen such a 

beautiful parade in Vienna or Budapest” (Die Reise des Monarchen nach Bosnien, 
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Agramer Zeitung, no: 124, June 3, 1910, p. 2). At 10:30 a.m. the Emperor arrived 

in Konak (Die Truppenrevue, Agramer Zeitung, no: 123, June 2, 1910, p. 3).  
 

 
Figure 7: The Emperor with a suite on the parade field during a troop parade in 

Sarajevo, June 1, 1910. Journey of Franz Joseph I, Emperor of Austria, through 

Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National Library 

 
Figure 8: Troop parade in Sarajevo, June 1, 1910. Journey of Franz Joseph I, 

Emperor of Austria, through Bosnia and Herzegovina 30.5.1910-3.6.1910, 

Austrian National Library 
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Figure 9: Train of girls in traditional costume in front of the Konak governor’s 

residence in Sarajevo, June 1, 1910. Journey of Franz Joseph I, Emperor of 

Austria, through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National 

Library 

Punctually at 11 a.m. the Emperor, the ministers, and the other dignitaries 

appeared on the terrace. As schoolchildren passed in front of the terrace, they burst 

out cheering for the Emperor. That was absolutely a varied picture. The children’s 

eyes shone with joy. After the children singing the national anthem, the Emperor 

was moved to tears. The children then left the courtyard in rows of four.  

 

Figure 10: Train of boys in traditional costume in front of the Konak governor’s 

residence in Sarajevo, June 1, 1910. Journey of Franz Joseph I, Emperor of 

Austria, through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National 

Library 
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The Emperor expressed his satisfaction to those around him at the imposing, 

heartfelt event, which had given him great pleasure. Then, he left the terrace and 

returned to his apartments. The homage which the schoolchildren paid to the aged 

Emperor was probably the most overwhelming demonstration which made the 

most powerful impression on the Emperor and those around him (Huldigung der 

Schulkinder, Agramer Zeitung, no: 123, June 2, 1910, p. 3). 

1.2.4. Visiting Fortifications, Banja Ilidza, and Bosna Springs, the Last 

Imperial Diner in Sarajevo, Serenade and Torchlight Procession  

On June 2, the Emperor left Konak to visit the Fort of Pašino-Brdo at 8:15 

a.m. (Die Reise des Monarchen nach Bosnien, Agramer Zeitung, no: 124, June 3, 

1910, p. 2). In the fort of Pašino-Brdo, the fortress commanders Emil Magyar and 

lieutenant colonel Skvor explained the fortification systems to the Emperor. Chief 

of staff colonel Liposcak then gave information about the operations of August 

19, 1878. The inspection of Sarajevo’s fortification systems aroused the 

Emperor’s great interest. The way of the Emperor to the fort of Pašino-Brdo led 

across the Bakije, the part of the city where the tent camp of Sultan Mehmed II, 

the conqueror of Sarajevo, stood in 1462. This journey awakened many historical 

memories. 

 
Figure 11: Visit to the Ilidze sulfur bath: The Emperor leaves the car at the Bosna 

springs, June 2, 1910. Journey of Franz Joseph I, Emperor of Austria, through 

Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National Library 

On the way, numerous farmers and women also greeted the Emperor 

enthusiastically. Two Serbian girls presented floral threads; a Turkish woman 

presented silk embroidery. The Emperor accepted flowers and embroidery, 

thanked them graciously, and, as in the earlier days, all the girls who had handed 
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him flowers were presented with precious bracelets, brooches, pendants, and the 

like. On the return trip to Konak, which took place at 10:30 a.m., the Emperor 

passed in front of the state hospital, which consists of 17 pavilions, and meets the 

most modern requirements. In the vicinity of the hospital, students from the 

neighboring monastery school paid homage to the Emperor by singing the national 

anthem as they drove by. The Emperor saluted them and repeatedly expressed his 

satisfaction to the governor of Bosnia and Herzegovina about what had been seen 

(Besichtigung der Festungswerke, Neues Wiener Tagblatt, no: 150, June 3, 1910, 

p. 8). 

 
Figure 12: The Emperor watches from the imperial tent on the terrace of the large 

spa hotel in Ilidze, June 2, 1910. Journey of Franz Joseph I, Emperor of Austria, 

through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National Library 

At half-past three in the afternoon, the Emperor took a train to IIidze, from 

where he continued the journey to the Bosnian springs by car (Der Kaiser in Ilidze, 

Die Zeit (Morgenblatt), no: 2761, June 3, 1910, p. 4). 

In the Bosna springs, from the mountain slope dotted with lush green, water-

rich springs were erupting at various points on the rock. At the entrance of the 

Bosna springs schoolchildren, from the Serbian elementary school from the 

neighboring community of Blazuj and the Muslim normal school from Hrastinica, 

lined up. A Serbian girl presented him with a bouquet of wildflowers. Pojman, the 

spa director, showed the Emperor a just passing peasant wedding. To give the 

Emperor a picture of such a Bosnian folk festival, six lambs were roasted and 

distributed among the people. The Emperor expressed his particular liking for the 

beauty of the Bosna springs. Also, he took a look at the artificial trout breeding 

with interest. Then, the return journey to Ilidza was started (Der Kaiser in Ilidze, 

Neues Wiener Tagblatt, no: 150, June 3, 1910, p. 8). 
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In the spa hotel in Ilidza the Emperor and his entourage watched a Bosnian 

peasant wedding from a splendid tent erected on the terrace (Der Kaiser in 

Bosnien, Grazer Volksblatt, no: 246, June 3, 1910, p. 2). This was followed by a 

Croatian wedding procession with the priest taking the lead. The performance 

ended with a kolo dance. The productions of the peasants, the cavalcades, and the 

kolo dance amused the Emperor very much (Der Kaiser in Ilidze, Neues Wiener 

Tagblatt, no: 150, June 3, 1910, p. 8).  

The Emperor then drove back to Sarajevo, where the last diner took place in 

the evening (Der Kaiser in Bosnien, Grazer Volksblatt, no: 246, June 3, 1910, p. 

2). Among those who attended this dinner were the following names: The vice 

president of the Landesbank Baron Roszner, the section head Ritter Mikuli, retired 

Reis-ul-Ulema Hadzi Mehmed Tewfik Efendi Azapagic, the waqf director 

Arnautovic, the consuls Savoye and Freemann, the section heads Hörmann and 

Dr. Shek, the district court president Doctor Mrzljak, the senate president 

Bragovic, the court councilors Doctor Trescec and Lekki, the senior public 

prosecutor Hofrat Holländer, the district heads of Banjaluka, Tuzla and Travnik, 

Jakubowski, Foglar and Ritter Rukavina, also treasurer Barcsay, the president 

Graßl, the district leader of Bihac Baron Ferstl, the district head Galanthay, the 

president of the bar association Dr. Fischer, the bank directors Dr. Felix Kuranda 

and Stuft, the sugar factory director Hartmann, lecturer Dr. Albrecht Auffenberg 

and numerous staff officers (Das heutige Hofdiner, Das Vaterland (Morgenblatt), 

no: 248, June 3, 1910, p. 6).  

 

Figure 13: The Emperor watches folkloric performances from the imperial tent 

on the terrace of the large spa hotel in Ilidze, June 2, 1910. Journey of Franz 

Joseph I, Emperor of Austria, through Bosnia and Herzegovina 30.5.1910-

3.6.1910, Austrian National Library 



618 

 
 

This was followed by a serenade (Der Kaiser in Bosnien, Grazer Volksblatt, 

no: 246, June 3, 1910, p. 2) with an imposing torchlight procession that concluded 

the imperial days in Sarajevo. No fewer than seventy-five clubs with a total of 

more than 4,000 people took part in the torchlight procession. Most of the 

participants in the procession, especially women and girls, appeared in national 

costumes (Serenade und Fackelzug, Neues Wiener Tagblatt, no: 150, June 3, 

1910, p. 8). 

2. THE EMPEROR ON THE WAY TO MOSTAR AND IN MOSTAR 

2.1. The Emperor on the Way to Mostar  

On June 3, the Emperor left Sarajevo for Mostar at 5:45 a.m. It was very nice 

that the people of Sarajevo said goodbye to the Emperor. The people followed the 

Emperor’s procession and waved their hats and headscarves. Many of them were 

seen crying (Die Abreise nach Mostar, Neues Wiener Tagblatt, June, 4, 1910, no: 

151, p. 8). The Emperor was accompanied to Mostar by the foreign minister Count 

Aehrenthal, the joint finance minister Baron Burian and the joint war minister 

Baron Schönaich, the governor of Bosnia and Herzegovina Varesanin and the civil 

adlatus Baron Benko (Die Reise des Monarchen nach Bosnien, Agramer Zeitung, 

no: 125, June 4, 1910, p. 2). 

At 9:13 a.m., the imperial train with the Emperor slowly entered the Konjica 

station, which was emblazoned with the festive decorations. The three companies 

of the 4th Battalion of Infantry Regiment No. 4, under the command of the 

battalion commander lieutenant colonel Gustav Thiemer, garrisoned in Konjica, 

paid homage to the Emperor (Die Fahrt in die Herzegowina. Die Ankunft in 

Konjica, Das Vaterland (Morgenblatt), no: 250, June 4, 1910, p. 6). Constantly 

renewing shouts of the crowd, who had come from near and far, testified to the 

joyful enthusiasm that the arrival of the Emperor awakened in the hearts of 

Herzegovina. After the Emperor got out of the imperial train, the commandant of 

the 16th corps, and the commanding general in Zara, Karl Fanta; the district leader 

of Mostar, Max Gyurkovic; the district head of Konjica, Sokrates Petrovic-

Petraki; and gendarmerie platoon commander captain, Alfred Grietze gave a 

report. The Emperor addressed gracious words to each. The Mayor Dzaferberg 

Hadzi Sulejmanovic stepped out from the ranks of the members of the municipal 

council who appeared in their colorful national festive costume and addressed the 

Emperor with a welcoming speech to which the Emperor replied briefly. Also, the 

Emperor in his most gentle manner addressed numerous gentlemen who gathered 

to wait at the station. In the meantime, the time of 15 minutes allocated for the 

stay in this station had passed. The Emperor boarded the imperial train again to 

continue to Mostar (Der Aufenthalt in Konjica, Neues Wiener Tagblatt, no: 151, 

June 4, 1910, p. 8). 

At 10:27 a.m. the train arrived in Jablanica. The company of the 4th Battalion 

of Infantry Regiment No. 4, deployed in Jablanica, was set up in the splendidly 

decorated station as an honorary company and paid homage to the Emperor when 

the train approached. The audience gathered in and around the station broke out 
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into stormy shouts. The Emperor addressed numerous people. After a short stay, 

he boarded the imperial train to continue the journey to Mostar (Die Fahrt in die 

Herzegowina. Die Ankunft in Konjica, Das Vaterland (Morgenblatt), no: 250, 

June 4, 1910, p. 6). 

2.2. The Emperor in Mostar 

The Emperor was welcomed by Herzegovinians in Mostar with truly oriental 

splendor and with an enthusiasm that only southerners could. The capital of 

Herzegovina had an extremely rich festive decoration. Despite the enormous heat 

thousands of townspeople and farmers in their picturesque costumes waited in the 

streets. For the Emperor, nine triumphal arches that the magnificence of which 

aroused justified admiration were erected (Der Kaiser in Mostar, Die Zeit 

(Morgenblatt), no: 2762, June 4, 1910, p. 4). 

The Emperor’s train arrived in Mostar at noon. The Emperor got out of the 

imperial train and walked towards the right-wing of the honorary company (Die 

Reise des Monarchen nach Bosnien, Agramer Zeitung, no: 125, June 4, 1910, p. 

2).  

The Emperor, to whom the ministers Count Aehrenthal, Baron Burian and 

Baron Schönaich, the first chief manager Prince Montenuovo, the adjutant 

generals Count Paar and Baron Bolfras, the cabinet director Baron Schießl and the 

other gentlemen of the suite had followed, expressed his satisfaction to the 

battalion and company commanders for the beautiful appearance of the company. 

After the Emperor was given the report by the fortress commanders, colonel 

Maudry, and the mayor Ibrahim Beg Defterdarovic, (Ankunft Se. Majestät in 

Mostar, Wiener Zeitung, no: 125, June 4, 1910, p. 11) he walked towards the 

imperial tent prepared for him at the station.  

At that moment, the great crowd gathered outside the station to see the 

Emperor for the first time. The mayor Komadina could not begin the welcoming 

speech for a long time due to the civil calls of the crowd. In response to welcoming 

speech which was given by the mayor of Mostar Komadina, the Emperor replied 

as follows: 

“I would like to thank you most warmly for the welcome you have given to 

me on behalf of the residents of Mostar with loyal devotion, to which I return with 

my warmest wishes for the prosperous development of your city.”  

The Emperor’s words, which Baron Benko translated into Croatian, were 

greeted with renewed roaring civil calls (Der Empfang im Bahnhof, Die Zeit 

(Morgenblatt), no: 2762, June 4, 1910, p. 5). 
 

There was another welcoming ceremony for the Emperor in the imperial tent. 

A Muslim boy (the 7 years old son of the mayor Komadina, Edhem) and a Muslim 

girl (the 5 years old daughter of the local council Kajtas, Fathima) were awaiting 

the Emperor with a tray on which salt and bread. Also, a Croatian girl (the 

daughter of the vice mayor Smoljan, Milka) and a Serbian girl (Rosa Cokorillo) 

were awaiting to present beautiful bouquets to the Emperor.  
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Figure 14: Stay in Mostar: The Emperor takes bread, salt, and flowers from the 

children, June 3, 1910. Journey of Franz Joseph I, Emperor of Austria, through 

Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National Library 

The Emperor stepped out to the four small children, first of all, took some of 

the bread which was presented to him, dipped it in salt, and ate a piece of it. Then, 

he stroked the children lovingly, took the bouquets, and little Komadina presented 

with a gold watch, and the three girls presented with brooches within diamonds 

(Der Kaiserbesuch und die Muselmanen Bosniens, Das Vaterland (Morgenblatt), 

no: 250, June 4, 1910, p. 6; Der Kaiser in Mostar, Die Zeit (Morgenblatt), no: 

2762, June 4, 1910, p. 4; Ankunft Se. Majestät in Mostar, Wiener Zeitung, no: 

125, June 4, 1910, p. 11). The Emperor stayed with the children for a while and 

thanked them graciously for the gifts, inquired about the names and nationalities 

of the children (Die Reise des Monarchen nach Bosnien, Agramer Zeitung, no: 

125, June 4, 1910, p. 2). 

The Emperor addressed the vice mayor who appeared in splendid traditional 

costumes. Also, the Emperor talked to bishop Buconjic and the Serbian 

metropolitan Zimonjic. Then, the Emperor walked through the long line of people 

amid uninterrupted enthusiastic shouts of the crowd (Der Kaiser in Mostar, Die 

Zeit (Morgenblatt), no: 2762, June 4, 1910, p. 5). So, the Emperor reached the 

first triumphal arch on the carpeted floor. Boys and girls, with flags in hand, were 

placed in a pyramid shape around the triumphal arch. Waving their flags and 

scattering flowers, the little ones cheered him. In front of the gate stood the car 

which the Emperor got in amid the enthusiastic shouts of the crowd. The governor 

of Bosnia and Herzegovina Varesanin took his place on the left of the Emperor. 
The trip of the Emperor to the Hotel Narenta was like a triumphal procession (Die 

Reise des Monarchen nach Bosnien, Agramer Zeitung, no: 125, June 4, 1910, p. 2). 
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Figure 15: Stay in Mostar: The Emperor responds to mayor Komadina’s 

welcoming speech, June 3, 1910. Journey of Franz Joseph I, Emperor of Austria, 

through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National Library 

At 1:00 p.m. after a short rest, at the reception ceremony in Hotel Narenta, 

the Emperor was visited by the officer corps, the mayor with the municipal 

council, the representatives of the autonomous religious communities, the civil 

servants, etc. (Die Huldigungsempfage, Das Vaterland (Morgenblatt), no: 250, 

June 4, 1910, p. 7). In this reception ceremony, the Emperor thanked the Roman 

Catholic bishop Buconjic for his assurance of allegiance and recommended that 

the Catholic clergy strive for the common good. The Emperor said to the Serbian 

Orthodox metropolitan Zimonjic that he was counting on the clergy to support 

him in his endeavors aimed at peace among the denominations (Die Reise des 

Monarchen nach Bosnien, Agramer Zeitung, no: 125, June 4, 1910, p. 2). The 

Mufti of Mostar, Hadzi Abdullah Efendi Rigianovic, asked in the speech of 

homage that the Emperor continued to give the religious interests of the Muslims 

its highest protection as before. The Mufti implored God’s blessing on the head 

of the Emperor and ended with a triple amine (Die Mohammedaner, Das 

Vaterland (Morgenblatt), no: 250, June 4, 1910, p. 7). The Emperor gave the Mufti 

of Mostar the assurance of his unchangeable benevolence for the Islamic spiritual 

representatives of Herzegovina. 

The Emperor responded equally graciously to honoring speeches of homage 

by the mayor of Mostar Komadina, the leader of the Croatian deputation in 

Mostar, the vice mayor Smoljan, the president of the Serbian parish Santic, the 

president of the waqf commission Muhammed Karabeg, the president of the 
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Israelite religious community Himmelbauer and the district chief Gjurkovic. The 

receptions ended at 1:45 p.m.  

At 2:15 p.m. there was a lunch in the Hotel Narenta. The foreign minister 

Count Aehrenthal, the joint finance minister Baron Burian, the joint war minister 

Baron Schönaich, the governor of Bosnia and Herzegovina Varesanin, the civil 

adlatus Baron Benko, the other persons who mentioned above, and several staff 

officers took part in it (Die Reise des Monarchen nach Bosnien, Agramer Zeitung, 

no: 125, June 4, 1910, p. 2). During lunch, in the park behind the hotel, a military 

band performed a music concert (Der Kaiser in Mostar, Die Zeit (Morgenblatt), 

no: 2762, June 4, 1910, p. 5). Meanwhile, a dense crowd waited uninterruptedly 

across the street to see the Emperor on the afternoon tour. At 3:15 p.m., the 

Emperor left the Hotel Narenta with the governor of Bosnia and Herzegovina 

Varesanin to begin the tour of the city. 

The Emperor through a forest of flags passed the remains of old fortress walls 

covered with carpets and went to the main street. In front of the Serbian platform, 

on the terrace of the house, the Serbian choral society sang the folk anthem as the 

Emperor drove past. The Emperor, visibly touched by the homage, thanked the 

singers with a gracious salute. Then, he went to the Roman Bridge, from which 

could enjoy a wonderful panoramic view.  
 

 
Figure 16: Stay in Mostar: The Emperor with the governor of Bosnia and 

Herzegovina Varesanin and the Mayor Komadina on the carpeted Old Bridge 

(Roman Bridge), June 3, 1910. Journey of Franz Joseph I, Emperor of Austria, 

through Bosnia and Herzegovina 30.5.1910-3.6.1910, Austrian National Library 
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The way to the bridge and the bridge was 400 meters long and covered with the 

most precious silk, genuine oriental carpets. With renewed ovations, the Emperor 

went to the obelisk, also saw the magnificent Croatian triumphal arch (Rundfahrt 

durch die Stadt, Das Vaterland (Morgenblatt), no: 250, June 4, 1910, p. 7). 

At 4:00 p.m. the first cannon shot fired from the fort which was almost 

opposite the train station from a mountain. As soon as the Emperor had entered 

the station, the crowd who had been waiting outside the station stormed into the 

station. The Emperor thanked and expressed his satisfaction to the mayor of 

Mostar, Komadina, with special emphasis on the excellent patriotic attitude of the 

population. Then, he boarded the train amid the enthusiastic cheers from the 

crowd, the officers, and their ladies gathered in the station. The Emperor stopped 

at the window with a salute and thanked for the enthusiastic ovation, which only 

ended when the train had left the station. At 4:15 p.m. the imperial train started 

moving and the Emperor began his return journey to Vienna (Der Kaiser in 

Mostar, Die Zeit (Morgenblatt), no: 2762, June 4, 1910, p. 5). The return journey 

to Vienna took place over Sarajevo, Bosnisch-Brod, Groß-Kanisza and Wiener-

Neustadt (Die Reise des Monarchen nach Bosnien, Agramer Zeitung, no: 124, 

June 3, 1910, p. 2). 

CONCLUSIONS 

As can be understood from the news in Austrian newspapers, the journey was 

an uninterrupted chain of enthusiastic rallies for the Emperor. The people, who 

were able to pay homage to the Emperor face to face for the first time, greeted 

him with joyful civil calls everywhere. All the stations on the route traveled by 

the imperial train were decorated with fir branches, flags, and garlands. Thousands 

upon thousands came to see their Emperor. Surrounded by the welcoming 

greetings of the thousands of people, the Emperor went, like a triumphant, to the 

capitals of his new provinces. 

As a matter of fact, this visit was seen as the final consecration of the 

annexation of Bosnia and Herzegovina. Franz Joseph’s visit was important 

because it allowed him to change the minds of those who were dissatisfied with 

the annexation, introduce the new regime personally, establish the Austro-

Hungarian sovereignty and gain the love and sympathy of the people of Bosnia 

and Herzegovina. Also, this visit signaled the awakening of feelings of loyalty to 

the Emperor, and it contributed to the recently annexed provinces becoming a 

renewed source of power for the monarchy.  

The group most dissatisfied with the annexation were Orthodox Serbs. 

Catholic Croats generally seemed satisfied with the annexation. Also, Muslims, 

who formed their identities according to their religion, with some exceptions did 

not lean towards panslavist ideas. However, the issue for the Austro-Hungarian 

Empire was that many Muslims were close to the Ottoman Empire. According to 

Austrian newspapers, with this visit, the discrepancies and misunderstandings 

which hitherto existed between Muslims and the leading circles had that time been 

eliminated. Muslims gained confidence in the Emperor, to whom they looked up 
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to with love and adoration. The Emperor was able to personally convince Muslims 

that it was true and genuine. As an example of this, the honorary escort had been 

formed from local Muslim youths for the time of the Emperor’s stay. The Emperor 

won the hearts, especially that he appeared free and fearless. For the people of 

Bosnia and Herzegovina’s sake, despite his old age, the Emperor made a long, 

arduous journey. He came to see and speak to them. He paid a visit to their 

sanctuary, the Begova Mosque, and showed his devotion to their religious customs 

with deep piety. He stepped among the crowd in the Zarcija. Whereas, according 

to Austrian newspapers, Muslims imagined the Sultan was a personality who 

evaded any intimate contact with his subjects and afraid to step among the people.  

On the other hand, the visit of Bosnia and Herzegovina did not prevent 

Panslavism. On the contrary, Serbian nationalism and anti-Habsburg hostility 

continued to grow. On his visit to Sarajevo on June 28, 1914, Archduke Franz 

Ferdinand, the heir to the Austro-Hungarian Empire throne was assassinated by a 

Bosnian Serb named Gavrilo Princip. This situation sparked the start of the First 

World War. 

REFERENCES 

Ankunft in Sarajevo. Agramer Zeitung, no: 121, May 31, 1910. 

Ankunft Se. Majestät in Mostar. Wiener Zeitung, no: 125, June 4, 1910. 

Armaoğlu F. (1997). 19. Yüzyıl Siyasî Tarihi (1789-1914). Türk Tarih Kurumu, 

Ankara. 

Aufenthalt in Zavidovic. Wiener Zeitung, no: 121, May 31, 1910. 

Aydın M. (2016). İstanbul Konferansı. Türkiye Diyanet Vakfı İslâm 

Ansiklopedisi, Vol. Ek 1, 671-672. 

Aydın M. (2019). Karadeniz’in Tarafsızlığı’nın Kaldırılmasına Dair Gelişmeler 

ve 13 Mart 1871 Londra Antlaşması. In: S. Kıranlar, E. Malkoç (Ed.), Yakın 

Dönem Türkiye Tarihi Araştırmaları. p. 160-186, Der Yayınları, İstanbul. 

Besichtigung der Festungswerke. Neues Wiener Tagblatt, no: 150, June 3, 1910. 

Besuch der Begova-Moschee. Wiener Zeitung, no: 122, June 1, 1910. 

Besuch der römisch-katholischen Kathedrale. Wiener Zeitung, no: 122, June 1, 

1910. 

Besuch im Rathause. Die Zeit (Morgenblatt), no: 2759, June 1, 1910. 

Beydilli K. (2007). Paris Antlaşması. Türkiye Diyanet Vakfı İslâm Ansiklopedisi, 

Vol. XXXIV, 169-172. 

Bridge F. R. (1972). From Sadowa to Sarajevo: The Foreign Policy of Austria- 

Hungary 1866-1914. Routledge & Kegan Paul, London and Boston. 

Das erste Hofdiner. Die Zeit (Morgenblatt), no: 2759, June 1, 1910. 

Das heutige Hofdiner. Das Vaterland (Morgenblatt), no: 248, June 3, 1910. 

Der Aufenthalt in Konjica. Neues Wiener Tagblatt, no: 151, June 4, 1910. 

Der Eindruck des Empfanges. Die Zeit (Morgenblatt), no: 2758, May 31, 1910. 

Der Empfang im Bahnhof. Die Zeit (Morgenblatt), no: 2762, June 4, 1910. 

Der Empfang in Sarajevo. Neues Wiener Tagblatt, no: 147, May 31, 1910. 

Der Kaiser in Bosnien. Grazer Volksblatt, no: 246, June 3, 1910. 



625 

 
 

Der Kaiser in Ilidze. Die Zeit (Morgenblatt), no: 2761, June 3, 1910. 

Der Kaiser in Ilidze. Neues Wiener Tagblatt, no: 150, June 3, 1910. 

Der Kaiser in Mostar. Die Zeit (Morgenblatt), no: 2762, June 4, 1910. 

Der Kaiser in Sarajevo. Arbeiter Zeitung (Morgenblatt), no: 148, June 1, 1910. 

Der Kaiserbesuch und die Muselmanen Bosniens, Das Vaterland (Morgenblatt), 

no: 250, June 4, 1910. 

Der König in Sarajevo. Agramer Zeitung, no: 123, June 2, 1910. 

Der Willkommgruß des Bürgermeisters. Die Zeit (Morgenblatt), no: 2758, May 

31, 1910. 

Die Abreise nach Mostar. Neues Wiener Tagblatt, no: 151, June 4, 1910. 

Die Ankunft in Bosnisch-Brod. Die Neue Zeitung, no: 147, May 31, 1910. 

Die Antwort des Kaisers. Die Zeit (Morgenblatt), no: 2758, May 31, 1910. 

Die Empfänge im Regierungspalais. Neues Wiener Tagblatt, no: 148, June 1, 

1910. 

Die Fahrt in die Herzegowina. Die Ankunft in Konjica. Das Vaterland 

(Morgenblatt), no:250, June 4, 1910. 

Die heutige Truppenrevue. Das Vaterland (Morgenblatt), no: 246, June 2, 1910. 

Die Huldigungsempfage. Das Vaterland (Morgenblatt), no: 250, June 4, 1910. 

Die Mohammedaner. Das Vaterland (Morgenblatt), no: 250, June 4, 1910. 

Die Reise des Monarchen nach Bosnien. Agramer Zeitung, no: 124, June 3, 1910. 

Die Reise des Monarchen nach Bosnien. Agramer Zeitung, no: 125, June 4, 1910. 

Die Truppenrevue. Agramer Zeitung, no: 123, June 2, 1910. 

Die weiteren Stationen. Neues Wiener Tagblatt, no: 147, May 31, 1910. 

Donia R. J. (2007). The Proximate Colony Bosnia-Herzegovina under Austro-

Hungarian Rule. Kakanien Revisited. Available at: https://www.kakanien-

revisited.at/beitr/fallstudie/RDonia1.pdf (accessed: February 6, 2021). 

Gönenç S. (2019). Osmanlı-Avusturya Macaristan İmparatorluğu İlişkileri (1908-

1914) ve Ders Kitaplarına Yansımaları. Ph.D. dissertation, Istanbul University. 

Huldigung der Schulkinder. Agramer Zeitung, no: 123, June 2, 1910. 

Im Tempel der österreichisch-ungarischen Kultusgemeinde. Die Zeit 

(Morgenblatt), no: 2759, June 1, 1910. 

In der Begova-Moschee. Die Zeit (Morgenblatt), no: 2759, June 1, 1910. 

In der Kathedrale. Die Zeit (Morgenblatt), no: 2759, June 1, 1910. 

In der Metropolitankirche. Die Zeit (Morgenblatt), no: 2759, June 1, 1910. 

In der protestantischen Kirche. Die Zeit (Morgenblatt), no: 2759, June 1, 1910. 

In der sephardischen Synagoge. Die Zeit (Morgenblatt), no: 2759, June 1, 1910. 

In Doboj. Neues Wiener Tagblatt, no: 147, May 31, 1910. 

Karal E. Z. (2003). Osmanlı Tarihi: Islahat Fermanı Devri (1861-1876) (Sixth 

Ed.), Vol. VII. Türk Tarih Kurumu, Ankara. 

Rundfahrt durch die Stadt. Das Vaterland (Morgenblatt), no: 250, June 4, 1910. 

Serenade und Fackelzug. Neues Wiener Tagblatt, no: 150, June 3, 1910. 

Tanovic M. L., Pasalic S. and Golijanin J. (2014). Demographic Development of 

Bosnia and Herzegovina from the Ottoman Period till 1991 and the Modern 

Demographic Problems. Procedia Social and Behavioral Sciences, 120, 238-



626 

 
 

247. Available at: http://www.sciencedirect.com/ (accessed: February 6, 

2021). 

Yılmazata M. (2013). Savaşa Giden Yol: 1908 Bosna-Hersek’in İlhakı (First Ed.). 

Doğu Kütüphanesi, İstanbul. 

Von der Strecke. Das Vaterland (Morgenblatt), no: 242, May 31, 1910. 

Von der Strecke. Die Neue Zeitung, no: 147, May 31, 1910. 

Weitere Empfange. Die Zeit (Morgenblatt), no: 2759, June 1, 1910. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



627 

 
 

 

 

 

 

SECTION 4 

 

LINGUISTICS



628 

 
 

Chapter 36 

Affect in Social Media: Tweets About The COVID-19 

Pandemic 
 

Esra AYDIN ÖZTÜRK1, Gökhan SOYŞEKERCİ2 and Şule DÜZDEMİR3 
1Res. Assist; Dokuz Eylül University, Faculty of Letters, Dept. of Linguistics. Izmir-

Turkey, esra.ozturk@deu.edu.tr, https://orcid.org/0000-0002-2638-575X  
2Lecturer; Alanya Alaaddin Keykubat University, Vocational School of Foreign 

Languages, Alanya-Turkey, gokhan.soysekerci@alanya.edu.tr, https://orcid.org/0000-

0002-3324-5480 
3Lecturer; Dokuz Eylül University, Rectorate, Izmir-Turkey. sule.duzdemir@deu.edu.tr, 

https://orcid.org/0000- 0001-8192-0957 

 

 

1. INTRODUCTION 

In an age in which technology affects our lives so much, the impact of 

television, radio, newspaper and the internet on individuals and society is 

undeniable. The texts created in the media are formed within the framework of 

individuals’ or communities' own discourses and ideologies (Güreşçi, 2007: 67). 

The idiocratic discourse of the media, which plays an important role in the shaping 

of political, cultural, and social life, and the relationship of the community that 

generates this discourse with ideology should be examined in terms of language 

use. (Yağcıoğlu, 2002:6). Oktar (2002: 39) argues that certain linguistic codes are 

used to create and pursue ideology in mass media and therefore, mass media 

provide appropriate data for analysing the ideology dimension of the language 

use.  

The systematic use of linguistic codes is an aim to reflect the ideology. 

Discourse, which is one of the primary concepts to be focused on for the 

examination of linguistic codes, is the most important political instrument. The 

effect of discourse on society causes the concepts of power and competence to 

become prominent. (Yağcıoğlu, 2002: 6).  

Social networking networks are web-based platforms that contain different 

media, information and communication technologies that allow users to create 

their own link lists, communicate with each other, display link lists, and create 

profiles that consist their personal information.  (Fuchs, 2011: 141). Since it 

allows an individual to play an active role and produce content by directly 

participating in the communication process, social media is much more effective 

than other mass media in today’s world.  

Based on this observation, in this study, the tweets of Dr. Fahrettin Koca, 



629 

 
 

who is the Minister of Health of the Republic of Turkey during the global 

epidemic, related with Covid-19 on Twitter, which is a widely used social media 

platform, are examined within the framework of affect which is a sub-category of 

a system called attitude in Appraisal Theory and a prevailing answer is sought to 

the question of how the attitude of the Minister of Health of the Republic of 

Turkey towards combating Covid-19 is constructed linguistically in terms of 

affect. Further information on the Appraisal Theory and the affect subfield chosen 

to answer the research question is presented in detail in the next section. 

2. APPRAISAL THEORY 

Appraisal Theory, developed by Martin and White (2005), describes the 

cognitive process by which individuals evaluate environmental stimuli, revealing 

the emotions that trigger the body to act. Therefore, individuals make social 

assessments, taking into account their own thoughts and feelings, as well as the 

actions of others in response to their emotional states (Urda and Loch, 2005: 2). 

In its simplest form, Appraisal Theory is described by Roseman and Smith as 

reporting emotions by evaluating situations and events (Roseman and Smith, 

2001: 3). Martin and White state that Appraisal Theory can be positioned as an 

interpersonal system at the level of discourse semantics (Martin and White, 2005: 

33). 

Appraisal Theory consists of three main systems including Attitude, 

Engagement and Graduation. Attitude includes the meanings that texts and 

speakers add as inter-subject value or assessment to their interlocutors as well as 

the processes regarding either emotional responses or culturally determined 

values. This system has three subfields including Affect, Judgement and 

Appreciation. As for Engagement and Graduation, they both aim to identify the 

probabilities of adopting stances performed via language to determine the factors 

choosing one stance over another (Martin and White, 2005: 92). Engagement is 

concerned with whether the writer confirms or reserves himself from the text, and 

through graduation, the message in a text is made clearer or more vague 

(Chingwere, 2014: 13). In Figure 1, the subsystems and their subfields of 

Appraisal Theory are shown.  
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Figure 1. An overview of appraisal resources (Martin and White, 2005: 38). 

 

2.1 ATTITUDE 

White (2006) defines attitude as the representation of "the activation of 

negative or positive positioning” and explains it in three broad semantic domains 

as affect, judgement, and appreciation. Affect is concerned with registering 

positive and negative feelings: do we feel happy or sad, confident, or anxious, 

interested, or bored? (Martin and White, 2005: 35).  In other words, attitude can 

be defined as the expression of positive or negative evaluations by speakers or 

writers in a text and which thereby allow writers to show their attitude towards 

people (Chingwere, 2014: 13).  

Attitude consists of three main subfields including affect, judgement, and 

appreciation. As the first subfield, affect is about the evaluation of emotions. The 

other categories deal with the evaluation of human behaviour regarding the social 

standards and the evaluation of objects and products respectively. In a broad sense, 

while affect is about emotional reaction and tendency and is related to the personal 

feelings of the writer or the speaker, judgement is about social expectations and 

social values and the evaluation of behaviours with concepts such as legal or 

illegal, socially acceptable or unacceptable, normal or abnormal and 

commendable or cruel. Finally, appreciation is about assets interpreting the worth 

of things, including natural phenomena or semiosis. Thus, Martin and White state 

that attitude is about the feelings that include the judgement of behaviours, 

emotional responses, and evaluations, and they offer an outline of affect as can be 

seen in Figure 2 (2005: 35, 45).  
 



631 

 
 

 

Figure 2. Judgement and appreciation as institutionalised affect (Martin and 

White, 2005: 45). 

2.1.1. AFFECT 

According to Martin and White (2005), affect is concerned with positive and 

negative feelings such as whether people feel happy or sad, confident, or anxious, 

interested, or bored. Read and Carrol (2010) define it as the descriptions of 

personal emotion.  

As the subfields of attitude, both judgement and appreciation might be 

considered institutionalizations of affect. That is to say, judgement is an affect to 

control behaviour and appreciation one to manage taste (what things are worth) 

(Martin, 2003 as cited in Oteíza, 2017: 460).  

Martin (2004: 324) clarifies the affect subfield with a sample analysis as 

shown below:  

(1) Mrs Sullivan taught me how to love and what was right and what 

was wrong. I’m glad she taught me values because I now know what 

was wrong (Bringing Them Home, 1997: 8). 

In example (1), “to love” shows a mental process and “glad” is an adjective 

that indicates an attitude marker.  

According to Halliday (1994), affect, which is a component of attitude, can 

be evaluated as shown in Figure 3. 

 

 

Figure 3: The grammatical components of affect according to Halliday 

 

 Affect 

 Affect as quality   Affect as process  Affect as comment 
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In the framework of Systemic Functional Grammar, affect is grammatically 

coded as follows:  

(i) Affect as quality consists of three components as it is shown in the Figure 

4: epithet (e.g. a sad captain), attribute (e.g. the captain was sad) and 

circumstance  (e.g. the captain left sadly) 

 

 

Figure 4: The components of affect as quality 

(ii) Affect as process can be defined with various processes that exist 

along a continuous spectrum from more effective to less effective and comprising 

two components: affective mental and affective behavioral. Affective mental 

consists of two processes as effective (e.g. his departure upset him) and middle 

(e.g. He missed them) and the captain wept can be an example for affective 

behavioral.  

 

Figure 5: The components of affect as process 

(iii) Affect as comment can be stated by modal adjuncts (desiderative): 

e.g. sadly, he had to go (Martin and White, 2005: 46) 

 

 Affect as quality 

 
Describing 
participants 

(epithet) 
 
Attributed to 
participants 
(attribute) 

 
Manner of 

process 

(circumstance) 

 

 Affect as process 

 Affective mental  Affective behavioural 
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Figure 6: The components of affect as comment 

The subfield of affect is typologically organized in various ways (Martin, 

1997; Martin and Rose, 2003; Martin and White, 2005). This study is based on 

the affect classification which consists of the main groups of un/happiness, 

in/security, and dis/satisfaction (Martin and White, 2005: 49). In the 

aforementioned classification, the variable un/happiness includes feelings such as 

"sadness", "hate" and "love"; in other words, matters related to the heart; the 

in/security variable includes feelings related to eco-social welfare and peace such 

as "fear, anxiety, trust" and the dis/satisfaction variable subsumes feelings about 

pursuing goals such as "boredom, discontent, curiosity and respect" (Martin and 

White, 2005: 49). As demonstrated above, it is clear that the variables including 

binary oppositions by nature include positive and negative contrasts. The 

linguistic sources expressing affect that are used in the analysis part of this study 

are shown in Table 1. 

Table 1. The classification of Affect (Ercan, 2012: adapted from Martin and 

White, 2002:51) 

Affect Positive Negative 

un/happiness cheerful, to love, to admire, 

enthusiastic 

sad, melancholic, yearnful, 

depressed 

in/security together, secure, confident, 

relaxed 

anxious, restless, shocked, 

startled 

dis/satisfaction excited, concerned, satisfied, 

glad 

furious, angry, bored, 

wearty 
 

Martin and White (2005) provide six criteria to define the subclasses of affect 

while interpreting emotions. 

1. Feelings can be expressed either positively or negatively: 

positive affect: the captain was happy  

negative affect: the captain was sad 

2. Feelings can be interpreted as involving embodied paralinguistic and 

extralinguistic reflection as an emotional state or a continuing mental process 

(Martin and White 2005: 47). These are presented as:  

behavioural process: the captain wept  

 

 Affect as comment 

 desiderative 
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mental process/ state: the captain disliked leaving / the captain felt sad  

3. Feelings can be the result of a continual mood, certain emotional 

triggers, reactions or directions to people and things, so different grammatical 

codifications appear as mental processes and relational states:  

reaction to other: the boy liked the teacher  

undirected mood: the boy was happy  

4. Feelings can be graded considering their intensity: 

low: the captain disliked leaving 

median: the captain hated leaving 

high: the captain detested leaving 

5. It is possible that feelings can be about  intention rather than reaction 

which is known as irrealis rather than realis: 

realis: the captain disliked leaving 

irrealis the captain feared leaving 

6. Un/happiness, in/security, and dis/satisfaction are three major 

subcategories and they can be either positive or negative:  

un/happiness: the captain felt sad/happy 

in/security: the captain felt anxious/confident 

dis/satisfaction: the captain felt fed up/absorbed 

On the basis of questions above, the categories of affect are shown in Table 2: 

Table 2. The categories of affect (Pekarová, 2011: 32) 
 

1

. 

Positive Negative 

2

. 

behavioural surge mental process/ state 

3

. 

reaction to other undirected mood 

4

. 

Low median high 

5

. 

Realis irrealis 

6

. 

un/happiness in/security dis/satisfaction 

 

In addition to a variety of existing studies (Martin, 2004; Wang, 2008; 

Jullian, 2011; A’Beckett, 2009; Bednarek and Caple, 2010; Bednarek, 2006; 

White, 2006; Özmen, 2019; Yalçınçakmak, 2014; Oktar, 2011; Uçar ve 

Yalçınçakmak, 2013; Ercan ve Dizdarcı, 2016; Baykal, 2016) on Appraisal 

Theory in the existing literature, other work has been conducted to specifically 

examine affect, a subsystem of the theory. Achugar (2004) aims to describe how 

social actors and events are represented and to what extent this representation 
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contributes to group identities by examining the opposition of "us" and "them" in 

certain newspapers. Birot (2008) focuses on the Attitude system and examines 

different newspaper reports concerning the fifth year of the Iraq War and evaluates 

the newspapers in a positive and negative context. Ercan (2012) examines 

newspaper articles containing violence within the framework of Attitude in her 

study titled “Medyada Kadına Şiddet” and finds in her results that affect, a 

subfield of the Attitude system, is used at the highest rate. Based on Halliday’s 

(1994) classification of affect, Uçar and Çakmak (2013) reveal how the word 

"family" is expressed by newspapers with different ideologies in a conservative 

discourse employed by the Justice and Development Party government within the 

framework of attitude system. In contrast to Ercan (2012), Baykal (2016) 

examines texts generated by foreign students of a Turkish Preparatory School 

about the quality of education in Turkey and finds that affect has the least 

frequency among the subfields of attitude. 

3. DATABASE AND METHODOLOGY  

The dataset of the present study, which aims to determine how the evaluative 

language used by the Minister of Health of the Republic of Turkey on social media 

reflects the ideology of the ruling party through reference to Covid-19, consists of 

951 tweets sent by Dr. Fahrettin Koca on his official twitter address between 

March 11, 2020 and January 26, 2021.  

The date range of the study was determined to begin from 11 March 2020, 

after coronavirus cases first began to be seen in Turkey and subsequently when 

the Minister of Health shared the first tweet on this subject, and conclude on 

January 26, 2021, when the data collection of the study was completed. 

Between these dates, a total of 1703 tweets were posted by the Minister of 

Health, Dr. Fahrettin Koca; however, tweets that were unrelated to the coronavirus 

epidemic were not included in the study. Solely the posts about the process of and 

information about the disease comprise the database of this article. If the same 

tweet was shared more than once, the tweet was included in the study once. In 

addition, only Turkish tweets were analysed; English tweets were not included in 

the study. Since all of the 951 tweets which compose the universe of the study 

were examined, sampling was not used. The reason why the affect subfield of the 

Appraisal Theory was chosen for the analysis of the data in this study is that the 

subject of the discourse under investigation is a disease affecting the whole world, 

and therefore, it was assumed that this system can be effective in the emergence 

of linguistic construct in a subject related to the disease since the affect subfield 

is related to reactions and emotions. In the evaluation of the findings, while 

describing the frequencies of the subclasses of the affect subfield of appraisal 

theory, the technique of content analysis, which is a qualitative research method 

that helps to identify the data and reveal the facts within it (Yıldırım and Şimşek, 

2006: 227) was used. In the next section, the findings related to the study are 

presented and discussed in accordance with the purpose of the study. 
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4. FINDINGS AND DISCUSSION 

In this section, the linguistic sources of the subfield detected by the analysis 

of the tweets posted by the Minister of Health in the aforementioned date range to 

generate the database of the study are presented. By giving examples of the 

analysis related to the subclasses of the affect subfield, the usage frequencies and 

the rates of these resources are interpreted in the Table 3. The affect subfield, 

related to emotional reactions and tendencies, has been evaluated under three 

headings as happiness / unhappiness, security / insecurity, and satisfaction / 

dissatisfaction, as shown in Table 1, and each title is divided into subcategories as 

positive and negative. Accordingly, there are some examples of subclasses of 

affect subfield that were determined by analysing the tweets in the database below.  

(Numbers in the parentheses indicate the number of tweets in the database). 

(48) Ağır hasta sayımız sevindirici şekilde…  (Appraisal-Happiness-

Positive) 

[Pleasingly, our number of seriously ill patients … ] 

(222) Kendinize ek kısıtlar koyarsanız, seviniriz. (Appraisal-Happiness-

Positive) 

[If you put extra limitations on yourself, we'll be glad.] 

(578) …çabanız için size teşekkür ediyorum. (Appraisal-Happiness-

Positive) 

[… (I) thank you for your effort.] 

(578) … mutlu bir gün diliyorum. (Appraisal-Happiness-Positive) 

[… (I) wish you a happy day.] 

(706) … nihayet ÖĞLE ve İKİNDİ namazları için… (Appraisal-Happiness-

Positive) 

[... finally for the NOON and AFTERNOON prayers ...] 

(56) Hüzün kapımızı çalmadan… (Appraisal-Happiness-Negative) 

[Before sadness knocks our door ...] 

(113) …tüketecek ve karamsarlığa itecek yorumlar… (Appraisal-

Happiness-Negative) 

[… comments that will consume and lead us to pessimism …] 

(180) …yarın çok pişman olabiliriz. (Appraisal-Happiness-Negative)    

[… we might regret it tomorrow.] 

(186) …yerini acı hatıralar alabilir. (Appraisal-Happiness-Negative) 

[… painful memories might take (its) place] 

(214) … kayıplarımız da can yakıyor. (Appraisal-Happiness-Negative) 

[… our losses are also hurting us.] 

(8) …inanç ve azmi güven veriyor. (Appraisal-Security-Positive) 

[… (his/her) faith and perseverance are reassuring.] 

(24) … ülke sathında uygulamakta tecrübeli bir ülkeyiz. (Appraisal-

Security-Positive)  

[...that we are a country experienced in applying (…) all over the nation.] 
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(29) Bu güce inanan, destek veren herkese… (Appraisal-Security-Positive) 

[To everyone who believes in and supports this power… ] 

(38) … her şartta vatandaşımızın yanındayız. (Appraisal-Security-Positive) 

[… we are with our citizens in all circumstances.] 

(46) … gücümüzü kullanacağımızdan emin olunuz. (Appraisal-Security-

Positive)  

[… make sure (that) we will use our force.] 

(293) …bu oran korkutucudur. (Appraisal-Security-Negative) 

[… this rate is frightening.] 

(377) …sadece mağdurun sorunu ve … (Appraisal-Security-Negative) 

 [… solely the victim's issue and...] 

(404) Tedbir mi güçlü tehdit mi? (Appraisal-Security-Negative)   

[… a measure or a powerful threat?] 

(444) Aileme bulaştırma korkusu ve … (Appraisal-Security-Negative) 

[Fear of infecting my family and … ] 

(482) … güçlü duygu yalnızlıktı. (Appraisal-Security-Negative) 

[… the strong feeling was loneliness.] 

(115) … milletimizle ve onun evlatları ile gurur duyalım. (Appraisal-

Satisfaction-Positive) 

[… let's be proud of our nation and its children.] 

(153) … için insani bir görevdir. (Appraisal-Satisfaction-Positive) 

[… is a humanitarian duty for …] 

(252) ÖZGÜRCE NEFES ALACAĞIMIZ günleri…  (Appraisal-

Satisfaction-Positive) 

[The days WE WILL BREATHE FREELY …] 

(296) …hakkına saygı duymak ve tedbirlere… (Appraisal-Satisfaction-

Positive)   

[… respecting the right of (...) and (...) to the precautions...] 

(384) Sağlık çalışanına saygı duymak bir… (Appraisal-Satisfaction-

Positive)   

[Respecting to healthcare professionals is a] 

(510) …bugün hakkımda özür dile kampanyası… (Appraisal-Satisfaction-

Negative) 

[… "say sorry" protests about me today…] 

(632) Zamanla bıkkınlığa yol açmamalı ki… (Appraisal-Satisfaction-

Negative) 

[It shouldn't cause weariness over times so that… 

(719) … hayata özlemle dönüyoruz. (Appraisal-Satisfaction-Negative) 

[… we are coming back to life with longing.] 

(598) SALGINA KARŞI KAÇ KİŞİYİZ? (Appraisal-Satisfaction-Negative) 

[HOW MANY PEOPLE ARE WE AGAINST FOR THE EPIDEMIC?] 

(676) … biraz sıkılsalar da tedbirlere uyuyor. (Appraisal-Satisfaction-
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Negative) 

 [… even if they are a little bored, they obey the precautions.] 
 

From March 11, 2020, the official announcement date of the pandemic in 

Turkey, to January 26, 2021, the terminal date of our data, a total of 1703 tweets 

were sent from the Twitter account of the Minister of Health of the Republic of 

Turkey, and 951 of the tweets posted had findings regarding affect, which is a 

subsystem of Appraisal Theory. As an answer to the research question of this 

study, Table 3 has a dataset composed of 951 tweets, and an aggregate of 769 

affect findings. 

Table 3: The findings of affect subfield 
 

AFFECT 

Date 

Range 

un/happiness in/security dis/satisfaction 

1
1

.0
3
.2

0
2

0
 

2
6

.0
1
.2

0
2

1
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ti
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e
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e 
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s 
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e
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at
iv

e 
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l 

in
/s
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u
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ti

v
e
 

N
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at
iv

e 

T
o
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l 

d
is

/s
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fa
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n
 

 T
O

T
A

L
 

% 18.21 5.98 24.19 48.38 18.85 67.23 7.15 1.43 8.58 100 

Frequency 140 46 186 372 145 517 55 11 66 769 

 

As shown in Table 3, it is observed that the most common subfield in the 

database with a frequency of 517 is in/security; this is followed by un/happiness 

with a total frequency of 186 and dis/satisfaction with a frequency of 66 in total. 

Considering these data, the reason why security is far ahead among the subclasses 

of affect compared to the other two subclasses can be interpreted as the necessity 

of making people feel a sense of trust, since the subject at hand is a disease and 

the Minister of Health is a member of the government and the ruling party tasked 

with controlling its spread and reassuring citizens. According to Table 3, when 

in/security, which is the most common subfield with a total frequency of 517 in 

the database, is evaluated into two subclasses as positive and negative, it can be 

seen that the use of positive-security with a frequency of 372 has a higher 

prevalence than the use of negative- insecurity with a frequency of 145. 

Considering the subject, content, and intended use of social media, it is not 

surprising that positive trust is used more frequently than negative trust. 

In accordance with Table 3, when the subfield of un/happiness, which ranks 

as the second most prevalent component in the database with a total frequency of 

186, is divided into positive and negative subclasses, it is observed that the use of 

positive-happiness with a frequency of 140 appears more commonly than the use 



639 

 
 

of negative-unhappiness with a frequency of 46.   

According to Table 3, when the satisfaction subfield, which is has the least 

overall usage with a total of 66 tokens in the database, is divided into two different 

subclasses as positive and negative, it can be stated that the use of positive-

satisfaction with a frequency of 55 is more intense than the use of negative-

dissatisfaction with a frequency of only 11. 

 As shown in Table 3, when the linguistic sources that express affect in the 

tweets about coronavirus are analysed in terms of frequency, it can be seen that 

linguistic resources expressing positive affect were used at the high rate of 

73.74%. It was expected that the linguistic encodings will be positive for the sake 

of the audience that Dr. Fahrettin Koca, who has the power to represent the 

government on health, addresses on Twitter. In this framework, it is observed that 

the revealed results are parallel to this presupposition. 

5. CONCLUSION 

 As a result of the findings obtained from the data collected and analysed in 

this study, in order to respond to the question of how Dr. Fahrettin Koca’s 

discourse on Twitter against the Covid-19 global epidemic was constructed 

linguistically within the framework of the affect subfield, 769 affect examples 

were found in 951 tweets within the relevant tweet texts. 

These results demonstrate that the use of affect (80.8%) is quite high; 

therefore, the hypothesis that the linguistic coding of affect subfield will appear at 

a high frequency in tweets about Covid-19, which has an emotional impact on 

society, is supported by this rate. In parallel with the findings of this study, Ercan 

(2012) also stated that the use of affect has a high frequency in newspaper articles 

with the theme of violence against women. Therefore, it can be assumed that the 

use of affect will appear at a high frequency with topics such as violence and 

illness that have an emotional impact on society and in texts created within the 

framework of a specific ideological discourse. Moreover, in the present study, it 

can be observed that the most common affect subclass is "in/security" with 

67.23%, followed by "un/happiness" with 24.19%, and "dis/satisfaction" is the 

least used subclass with 8.58%. Contrary to the findings obtained in this study, 

Baykal (2016), in her study evaluating the attitude system in the framework of 

foreign student texts, detected that affect is the least common subfield. The reason 

for this discrepancy can be explained by the fact that the texts that compose the 

database of the study do not have an ideological discourse. As a result, considering 

the influence of Twitter on society and the power of the Minister of Health as a 

member of the government, it can be said that the use of affect in the tweet entries 

written about Covid-19, which is an issue that concerns the whole society, has a 

high frequency. 
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1.INTRODUCTION 

In Turkish, which is considered an agglutinative language and has many 

bound morphemes, both inflectional and derivational may concatenate (Uzun, 

2006: 11). However, the morphemes in Turkish grammar are controversial both 

morphologically and phonologically. One of these morphemes is the -sAl 

morpheme. This morpheme could be concatenated to the nominal lexemes such 

as us (Eng. mind), ulus (Eng. nation), töz (Eng. substance), öz (Eng. essence) and 

derive lexemes such as us-sal (Eng. mental, rational), ulus-al (Eng. national),       

tö-zel (Eng. substantial, substantive), and öz-el (Eng. special) and öz-sel (Eng. 

essential) respectively. It is also concatenated to verbal lexemes such as gör- (Eng. 

to see) and işit- (Eng. to hear), and derives lexemes such as görsel (Eng. visual) 

and işitsel (Eng. auditory). In addition, a morpheme or morph with a similar 

function is observed in lexemes such as doğa-l (Eng. natural) and tike-l (Eng. 

particular). In addition, this suffix is used in borrowings such as sanat-sal (Eng. 

artistic) and kütle-sel (Eng. massive).  

It is observed that the -sAl morpheme can be concatenated to lexemes 

regardless of their parts of speech, as -sal, -sel, -al, -el and -l. However, the similar 

functions these suffixes have and the lack of a detailed description of these in the 

literature pose problems. In this respect this study aims at contributing in the 

discussion in the literature concerning these suffixes and determining the factors 

that play a part in the morphophonological realisation of them. To this aim, the 

following two research questions were asked in the study: 

i.  Are -sAl, -Al and -l separate suffixes or are -Al, -l or both allomorphs of 

the same suffix, i.e. -sAl? 

ii. What are the conditions that render different realisation of -sAl possible? 

To answer these questions, first the studies on the suffix -sAl were reviewed. 

Later, in order to evaluate the findings of these studies and to understand the 

nature of the suffix, lexemes containing the suffixes -sAl, -Al and -l were extracted 

from the Turkish Dictionary published by the Language Association, using the 

document analysis method.  
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2. LITERATURE REVIEW 

Turkish is a language with numerous morphemes. These morphemes are 

added after the lexemes and have the function of inflection or derivation. One of 

these morphemes with a derivational function is the -sAl suffix. This section of 

our study reviews the literature on this suffix.   

Korkmaz, who considers the morpheme -sAl in two separate forms as -sal 

and -sel, argues that this morpheme is not included in old and new Turkish 

dictionary and grammar studies, and this morpheme is not included as a suffix in 

these studies, and Turkish vocabulary should be studied in detail concerning the 

lexemes containing this morpheme (1995: 28). 

Korkmaz, who rejects the argument by Ediskun (1966) that -sal/-sel 

morpheme has features similar to the -sil/-sıl and -sul/-sül suffixes as follows: 

 

(1) 

 a. eyle-sil 

    ‘like this’   

 b. şöyle-sil 

                ‘like that’ 
 

The lexemes in (1a-b) are used in the Gaziantep variety of Turkish and the -sil 

morpheme in these examples is a combination of the third person agreement suffix   

-sı and an old intensifier ol-; i.e. eyle+si ol, şöyle+si ol (Korkmaz, 1995: 28).  

 

(2) 

 a. yoksul  

 b. arsıl 

 c. yersil  

 

The examples in (2) are other realisations of the suffixes -sıl/-sil and -sul/-

sül. These morphemes add the meaning likeness, similarity and acquiescence to 

the lexeme it is concatenated. Accordingly, the morphemes -sıl and -sil are 

comprised of the morpheme -sı, which derives a verb from a noun, and the 

morpheme -l, which derives a noun from a verb. In addition, this -sı morpheme is 

used with the reflexive morpheme -n, and derives new lexemes such as yoksun 

(Eng. deprived) (Korkmaz, 1995: 29). 

Another feature of the -sAl morpheme, proposed by Korkmaz (1995), is that 

this morpheme is a compound morpheme. Accordingly, this morpheme is 

comprised of the suffixes -sa and -se, which derive a verb from a noun, and the 

suffix -l, wich derive a noun from a verb. Thus, -sel and -sal are morphemes that 

derive a noun from a noun. The morpheme -sel, which is found in lexemes such 

as geleneksel (Eng. traditional), bilimsel (Eng. scientific), dinsel (Eng. religious), 

and kişisel (Eng. personal) have replaced the -î morpheme borrowed from Arabic 

as used in the lexemes ananevî (Eng. traditional), ilmî (Eng. scientific), dinî (Eng. 
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religious), and şahsî (Eng. personal) (Korkmaz, 1995: 30-31). 

Korkmaz (1995) argues that this morpheme is a compound morpheme as 

explained before. She argues that the lexemes formed using this morpheme are 

not Turkish but they are direct translations of their Arabic counterparts.  

In another study on the morpheme -sal, Temir (1996) argues that this 

morpheme was borrowed from another language (most probably another Turkic 

language) during the Turkish Language Revolution, and has the function of 

deriving adjectives. Temir argues that this morpheme, which he considers a 

counter part of the relative suffix -î in Arabic, is not concatenated to nominal 

lexemes such as bilimsel, kişisel, kutsal (Eng. divine, spiritual) or maddesel (Eng. 

material), but also added to verbal lexemes such as görsel and işitsel (1996: 3). 

According to Temir (1996), this morpheme can be used in the form of -al, -el or   

-l. 

Temir summarises his arguments about the morpheme -sal as follows: 

- This morpheme has similarities with the -sil/-sıl morpheme in Kazan-

Tatar, and gives the meaning of absence/lightness in colour, e.g. ak-sıl (Eng. 

whiteish), kük-sil (Eng. blueish). 

- The -sal/-sel form of the Kazan-Tatar -sıl/-sil is due to phonological 

changes in Turkish. 

Consequently, Temir (1996) studied the morpheme -sal etymologically, 

without addressing the discussion in the literature and argued that this morpheme 

has the same function as the -sıl/-sil morpheme in Kazan-Tatar.  

Eren (2000), who rejects the arguments by Temir that the morpheme -sal/       

-sel has common origins with the -sıl/-sil in Kazan-Tatar, bases his views on this 

morpheme on the lexeme ulusal. Eren argues that the suffix -sal in the lexeme 

ulusal is borrowed from French as –al, and the suffixes -sal and -sel are variants 

of this suffix (2000: 298). 

 Çotuksöken (2001) argues that the lexemes containing the morpheme          

-sal, which is considered the counterpart of the -î morpheme borrowed from 

Arabic, are derived arbitrarily, and when these lexemes are transformed into noun 

phrases this morpheme becomes unnecessary: 

(3) 

 a. ulusal    bilinç  >>  ulus   bilinc-i 

     ‘national consciousness’ ‘nation consciousness’  

 b. bölgesel güç    >> bölge    güc-ü 

     ‘regional power’  ‘territoral power’ 

 

Çotuksöken created a database comprising of approximately 230 lexemes 

that contain the morpheme -sAl gathered from dictionaries. The most important 

finding of Çotuksöken is that this morpheme can be concatenated to nouns, verbs 

and even borrowings. Other findings of the study are summarized in Table 1 

(Çotuksöken, 2001: 446). 
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Table 1. Lexemes derived using the morpheme -sAl 

Deriving adjective 

from noun 

Deriving noun 

from noun 

Deriving adjective 

from verb 

Deriving 

adverb from 

verb 

- related to…: 

bireysel (individual) 

-based on: bilimsel 

(scientific) 

-has the quality of: 

coşkusal 

(enthusiastic) 

- has the form of: 

dairesel (circular) 

-via … : deneysel 

(experimental)  

-on… : kazıbilimsel 

(archeological) 

-depending on…: 

yaşamsal (vital) 

-organised as : 

dizgisel 

(typographical) 

- analogical to: anıtsal  

(monumental) 

-shown as: çizgisel 

(linear) 

-following …: 

doğrusal (rectilinear) 

-affected by …: 

duygusal (emotional) 

-perceived via …: 

duyusal (sensory) 

-peculiar to…: kişisel 

(individual) 

- pertinent to …: 

midesel (gastric) 

-has an 

abundance of 

….: kumsal 

(sandy beach) 

-comprising 

of: sorunsal 

(problematic) 

- accomodating: 

uysal 

(accommodational) 

-resulting from: 

görsel (visual) 

Duygusal 

davran- (to 

behave 

emotionally) 

 

Consequently, Çotuksöken (2001) proves that the morpheme -sAl is used in 

Turkish frequently and in different functions. 

In this section of our study, we summarised how the -sAl morpheme was 

addressed in the literature. Most of the studies we reviewed seem to be replies to 

the previous studies on this topic rather than being studies aiming at determining 



646 

 
 

the nature of the morpheme. Therefore, there is no explicit definition of the suffix 

and there is no study explaining the structure or function of the suffix. Korkmaz 

(1995), Temir (1999), Eren (2000) and Çotuksöken (2001) all discuss the 

morpheme -sAl, depicting the morpheme in different forms and the researchers, 

except for Çotuksöken, focus on the origins of the suffix. However, a study on a 

morpheme should consider the morpheme with all aspects. At this point, 

Çotuksöken’s study is different from other in terms of content, and describes both 

the origins and the functions of the morpheme. In addition, the examples given in 

studies other than Çotuksöken are insufficient to understand the nature of the 

morpheme. For instance, Eren (2000) conducts his study based on a single 

example, i.e. ulusal, and tries to reach a generalisable conclusion. 

The aim of the next section of our study to test the morpheme -sAl against 

the data we obtained in the database, and make evaluations on the topic. To this 

aim, the next section will explain what our method is and how the database is 

constructed.  

3. METHOD AND MATERIAL 

This study aims at determining whether the morpheme -sAl exhibits 

allomorphy; the differences the morpheme exhibit in the lexemes; and the factors 

that give rise to these differences. To answer this question the document analysis 

method is selected to gather the lexemes containing the morpheme -sAl. In this 

respect, the Turkish Dictionary (2005) published by Language Association was 

scanned using the document analysis method. To fulfil the requirements of this 

method first the lexemes, which contain the forms -sAl, -Al, and -l as the final 

morpheme of the lexeme were selected from the dictionary. Later, considering 

that there are many homophone suffixes in Turkish, the lexemes that have the 

meaning “related to…, based on …,  having the quality of…” were separated. 

During the selection process, lexemes that seem to contain the morpheme -sAl, 

but borrowed as a whole, (i.e. enternasyonal) and compounds that were formed 

using a lexeme containing -sAl (i.e. fotokimyasal) were eliminated. After all these 

operations a database comprising of 299 lexemes was obtained.  

4. FINDINGS 

Among 299 lexemes that comprise our database, 274 contained the variety           

-sAl, 14 contained -Al and 11 contained -l. These lexemes are presented in Table 

2. 
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Table 2. Lexemes in the Turkish Dictionary (2005) published by Language 

Association, containing -sAl, -Al and -l         

Morpheme Lexeme 

 

 

 

 

 

 

-sAl 

abecesel, açısal, ağıtsal, ağlatısal, algısal, algısal, anısal, anıtsal, 

anlaksal, anlamsal, anlatımsal, anlıksal, artzamansal, ayrımsal, 

bağıntısal, bağlamsal, belgesel, belirtisel, belitsel, betimsel, 

beyinsel, biçemsel, biçimbirimsel, bildirimsel, bilgiliksel, bilgisel, 

bilimsel, bilinçsel, bireşimsel, bireysel, birimsel, bitkisel, 

boylamsal, bölgesel, bölümsel, bulgusal, bulunçsal, bütünsel, 

büyüsel, cebirsel, çağrışımsal, çalgısal, çekirdeksel, çembersel, 

çevresel, çevrimsel, çizgesel, çizgisel, çizisel, çözümsel, 

dağılımsal, dağsal, dairesel, davranışsal, değişimsel, deneyimsel, 

deneysel, devimsel, devrimsel, deyimsel, dışsal, didişimsel, dilsel, 

dirençsel, diriksel, dirimsel, dişsel, dizemsel, dizgesel, dizimsel, 

dizisel, doğaötesel, doğasal, doğrusal, doğumsal, dönemsel, 

dönüşümsel, durumsal, duygusal, duyumsal, duyusal, dünyasal, 

dürtüsel, düşlemsel, düşsel, düşüngüsel, düşünsel, düzgüsel, 

düzlemsel, düzyazısal, edimsel, edinsel, eğitimsel, eğitsel, ekinsel, 

eksensel, elektriksel, eleştirisel, enlemsel, ereksel, eşdepremsel, 

eşeysel, eşgüdümsel, eşleksel, evrensel, evrimsel, evsel, eylemsel, 

eytişimsel, ezgisel, felsefesel, fiziksel, geleneksel, gelişimsel, 

girişimsel, göksel, gölsel, göndergesel, göreneksel, görevsel, 

görsel, görüntüsel, göstergesel, gövdesel, hacimsel, hayvansal, 

helisel, hukuksal, ırksal, ışınımsal, içeriksel, içgözlemsel, 

içgüdüsel, içlemsel, içsel, iklimsel, iletişimsel, ilineksel, ilkesel, 

ilksel, imgesel, imsel, inaksal, inançsal, insansal, isteksel, istençsel, 

işitsel, işlemsel, işlevsel, işleyimsel, izdüşümsel, izleksel, 

izlenimsel, kalıtımsal, kalıtsal, kamusal, karasal, kavramsal, 

kentsel, kılgısal, kırsal, kimyasal, kişisel, kitlesel, kökensel, köksel, 

kumsal, kuramsal, kurgusal, kurumsal, kuşaksal, kutsal, kutupsal, 

küresel, kütlesel, maddesel, madensel, mantıksal, matematiksel, 

merkezsel, müziksel, nedensel, noktasal, olgusal, olumsal, onursal, 

oylumsal, öğesel, ölçümsel, önsel, örgensel, örgütsel, öyküsel, 

özdeksel, özeksel, özsel, özütsel, parasal, ruhsal, sağlıksal, sanatsal, 

sanrısal, sayımsal, sayısal, sevgisel, sığamsal, sınıfsal, silindirsel, 

simitsel, sindirimsel, sinirsel, sonsal, sorunsal, söylemsel, 

söylencesel, söylensel, söyleyişsel, sözlüksel, sümüksel, tamusal, 

Tanrısal, tarımsal, tarihsel, tasımsal, tatsal, tecimsel, teğetsel, 

tensel, tepkisel, terimsel, tiksel, tinsel, titremsel, toplumsal, 

törensel, tutkusal, tümdengelimsel, türsel, türümsel, tüzüksel, 

uğraşsal, ussal, uygulayımsal, uyutumsal , uzamsal, uzaysal, 

uzlaşımsal, ülküsel , üremsel, üretimsel, varlıksal, varoluşsal, 
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varsayımsal, yapısal, yararsal, yaratısal, yargısal, yaşamsal, 

yaşantısal, yazımsal, yazınsal, yergisel, yersel, yığınsal, yorumsal, 

yönetimsel, yönetsel, yöntemsel, yöresel, yurtsal, yüzeysel, 

zamandizinsel, zihinsel,  

-Al asal, cinsel, eksenel, eleştirel, erosal, ilkel, özel, sanal, sözel, tözel, 

tümel, ulusal, yanal, yerel 

-l doğal, dönencel, nesnel, nicel, nitel, öncel, öznel, tikel, türel, tüzel, 

yasal  
 

When the lexemes given in Table 2, derived using the -sAl, -Al and -l 

morphemes are examined closely, it is seen that each of these morphemes add the 

meaning “related to …, based on …, has the quality of …”. It is also seen that 

these morphemes in the lexemes in Table 2 are counterparts of the relative 

morpheme -î in Arabic, and the -al and -if morphemes in French as in artisan-al 

and créat-if (and the morphemes -al and -ive in English as in nation-al and narrat-

ive), which is one of the major sources of borrowings in Turkish. In this respect 

we can argue that these three suffixes are not separate morphemes but variants, 

i.e. allomorphs of the same morpheme.  

When the lexemes derived using the suffixes -sAl, -Al and -l are examined in 

detailed to determine the conditions in which each of these suffixes occur, it is 

seen that the -sAl variant can be concatenated to lexemes that end with a consonant 

or vowel.  
 

(4)  

 a. öykü-sel 

    ‘narrative’ 

 b. anıt-sal 

    ‘monumental’ 
  

As seen in (4), the final sounds of the lexemes do not condition the realisation 

of the -sAl variant. However, it is observed that the -Al variant can only be added 

to lexemes ending with a vowel, and the -l variant can only be added to lexemes 

with a final consonant. 

  

(5) 

  a. töz-el 

    ‘substantial’ 

  b. nesne-l 

     ‘objective’ 

 

Another finding obtained from the database is that the suffixes -sAl, -Al and 

-l can be added to the same lexemes in different forms: 
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 (6) 

       a. doğa-l 

          ‘natural’  

       b. doğa-sal 

          ‘natural’, ‘of nature’ 

       c. eleştir-el 

          ‘critical’ 

       d. eleştiri-sel  

           ‘critical’, ‘of criticism’ 

       e. yer-el 

          ‘local’ 

       f. yer-sel 

         ‘local’, ‘related to the ground’ 
 

5. DISCUSSION AND CONCLUSION 

When the lexemes in our database are examined, it is seen that -sAl, -Al and 

-l has the same meanings in the lexemes they are concatenated, i.e. “related to …, 

based on …, has the quality of …”. In addition, as it is mentioned in the literature 

review section, these suffixes are counterparts of the -î suffix which has the same 

meanings. Most of the lexemes derived using these suffixes are lexemes that 

entered the dictionaries after the Turkish Language Revolution in the 1930’s 

(Anonymous, 1935). This suggests that these suffixes were borrowed from 

another language (from other Turkic languages) as it was mentioned again in the 

literature review section. This argument is supported by the examples in (6) where 

different variants are added to the same lexemes. Thus, we can assert that the 

morpheme -sAl is a new morpheme, started to be used after the 1930’s, and 

regarding our database, no consensus is seen on the use of its variants.  

When the distribution of the suffixes addressed in our study is considered, it 

is seen that the most frequent, thus the basic variant is -sAl, -Al and -l are the 

allomorphs of this suffix. This finding suggests that the basic form of a suffix in 

Turkish can be CV or CVC (C=consonant, V=vowel), parallel to the claim by 

Demircan (2018) that “a syllable in unmarked pronunciation in Turkish have to 

begin with a consonant”, and allomorphy can operate by deleting the consonant 

in the onset and the vowel in the nucleus.  

When the phonetic environments of the morpheme -sAl and its variants are 

examined to determine the morphophonological conditioning for the realisation 

of these variants, it is concluded that it would not be enough to determine the rules 

by only considering the final sounds of the lexemes. As the -sAl variant is 

concatenated to lexemes ending with both a consonant and a vowel, the -Al variant 

is added to lexemes with final consonant and the -l variant is added to lexemes 

ending with a vowel, it seems impossible to have a complementary distribution 

relation between these allomorphs. This finding may suggest that segmental 
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phonology is not sufficient to explain allomorphy.  
 

(7)  

 a. as-al 

    ‘fundamental’ 

 b. us-sal 

     ‘mental’ 
  

As seen in the examples in (7), the monosyllable lexemes with the same final 

consonant are added different variants of the -sAl morpheme. We think that this 

difference is due to the effort to maintain the syllable lengths equal in Turkish, 

which has a syllable-timed rhythm (Can, Akşehirli, Koşaner, and Özgen, 2020). 

Şayli and Arslan (2003) found that open vowels in Turkish (a, e, o, ö) are 

pronounced longer than their closed counterparts (ı, i, u, ü). In this respect, the 

initial vowel of as in (7a) is a open vowel and thus it is pronounced longer than 

the initial vowel of us in (7b), and it is thought that the resyllabification that occurs 

after the concatenation of the suffix -Al does not cause a change in syllable 

duration. However, when us in (7b) is added the -Al suffix, the syllable durations 

change dramatically since the initial vowel u is shorter than the vowel a in the 

suffix, and also resyllabification process would constitute the second syllable with 

a longer vowel in the nucleus and two consonants, one in the onset and another in 

the coda. This will disrupt the syllable-timed rhythm of Turkish. To avoid this and 

to equalize the syllable durations, Turkish resorts to the gemination process, which 

it eliminates in most of the borrowed lexemes. 

In line with these findings and the discussion above we can answer the first 

research question of our study, which was “Are -sAl, -Al and -l separate suffixes 

or are -Al, -l or both allomorphs of the same suffix, i.e. -sAl?” as three suffixes -

sAl, -Al, and -l are the variants of the same morpheme -sAl, -sAl being the basic 

variant and the others its allomorphs. 

We can answer the second question of our study, “What are the conditions 

that render different realisation of -sAl possible?”, as stating that the factor that 

determines the variants of the morpheme -sAl is not the syllable length or the final 

sound of the lexemes but syllable duration. However, as our findings and the 

discussion on these findings are limited with the database of the study, the 

examples of this morpheme should be found via a corpus-based approach and 

these examples should be analysed phonologically on recordings obtained from 

various native language users for the results to be generalisable.  
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The Language of Thought: Somewhere Between Fodor and 

Dennett 
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Philosophy, Kilis-Turkey  

 

INTRODUCTION  

On the one hand, one may think that human beings differ from other types of 

intelligent creatures in the way they create and make use of a language. Having 

seen major differences between human primates and non-human primates, one 

may even go further and claim that there is no suitable way for ascribing thoughts 

and linguistic skills to mental beings other than human beings. On the other hand, 

contrary to this approach, Fodor claims that there must be an inner code, a 

universal language of thought in computational systems, including human and 

non-human primates. If we want to give an account of concept learning, 

perception and decision making, we must accept that they are actually 

computational processes. Computational processes require a system of 

representation, a language of thought where those computational processes take 

place (1975: 27). 

In this work, first I will present Fodor’s reasons for postulating a language of 

thought. In the second section, I will give room for Dennett’s criticism of Fodor’s 

hypothesis, then I will summarize Fodor’s response to Dennett’s criticism. In the 

conclusion, I will present a couple of remarks on the debate about the language of 

thought, and I hope to provide at least a middle ground between two opposing 

camps of philosophy, Intentional Realism and Intentional Anti-Realism. 

LANGUAGE OF THOUGHT: Background Intuitions 

According to Fodor (1975: 27), current psychological models during those 

days take cognitive processes as computational processes. Computational 

processes then require a system of representation, a medium of computation 

through which computational processes are realized over representations. Fodor 

discusses three cognitive phenomena: decision, concept-learning, and perception. 

These cognitive phenomena could be understood only in terms of computational 

processes (Fodor 1975: 28-51). Since computational processes presuppose a 

medium of computation, we must look for the best medium of computation for 

those computational processes. For Fodor, the only available candidate seems to 

be an inner code of thought which he dubs as “The Language of Thought”, 
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alternatively as “Mentalese” (Fodor 1975: 51-52; see also Fodor and Pylyshyn 

1988; Antony 1991).  

One may think that the native natural language is the language of thought, 

and there is no need to postulate any other language of thought besides the native 

natural language; moreover, the very idea of an inner code of thought sounds too 

private and mysterious (Fodor 1975: 56). However, this line of thought seems to 

be mistaken in several ways. First of all, there is a case of preverbal children who 

do not yet speak any natural language; secondly, there is a case of infrahuman 

organisms who can never speak any natural language at all. These sorts of mental 

beings seem to be left out. Here we have two options: either deny that those types 

of beings could not accomplish any cognitive task just because they do not speak 

any natural language or accept that those types of beings are actually capable of 

various complex cognitive tasks. Faced with many empirical evidences and 

philosophically plausible reasons supporting the second horn of the dilemma, we 

should better opt for the second alternative (Fodor 1975: 56). There must be an 

innate inner code of thought “The Language of Thought” through which cognition 

proceeds over symbols/representations in that language and, accordingly, 

cognitive tasks are performed (Fodor 1975: 56). I believe that Fodor here wants 

to distinguish two things: (i) it is one thing to express our thoughts through a 

natural language we have learnt since our childhood years and (ii) it is another 

thing to think [in a universal language of thought] in general. When these two 

things are carefully distinguished, we could say that natural languages cannot be 

taken as a language of thought; natural languages are only those communication 

devices by means of which, after enough command of that language, we can begin 

to express various kinds of thoughts previously stored in our language of thought. 

When construed in this manner, we can see the theoretical virtues of the 

hypothesis of the language of thought. Let us focus on the acquisition of the first 

natural language. How did we learn the first natural language? According to 

Fodor, when we start learning, for instance, our second natural language, we must 

have made use of the conceptual repertoire of the first natural language we learnt 

before. This, in turn, implies that when we begin learning our first natural 

language, we must have made use of the conceptual repertoire of the language of 

thought which we naturally had before the acquisition of our first natural language 

(Fodor 1975: 63-64). For Fodor, “learning a first language involves at least 

learning the semantic properties of its predicates” and learning the semantic 

properties of any predicate, say P is possible only if any subject of mind learns a 

truth-rule for P (Fodor 1975: 59). This needs a bit of unpacking. Suppose L stands 

for any language. The following expression “… is a philosopher” is a predicate P 

in L (in this case, L is English). Then, the following formulae will be applied: “y 

is a philosopher” is true in L if and only if x is a philosopher (Note that the left-

hand side of the formulae stands for the object language and the right-hand side 

of the formulae stands for the metalanguage, meta-linguistic domain which 
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provides a reason for the truth of the expression in the object language). Now 

suppose that we substitute each instance of a variable with a corresponding object, 

then we would have the following expression: “Fred is a philosopher” is true in L 

iff Fred is a philosopher (the expression “iff” is a shorthand for “if and only if”). 

Now, suppose that there is only one man waiting in the corner and that man is 

Fred who happens to be a philosopher. Then, the following instantiation would 

present us a truth rule for the predicate in a following manner: “Fred is a 

philosopher” is true in L iff Fred is the only one man waiting in the corner who 

happens to be a philosopher (Fodor 1975: 59-60; all these examples belong to 

Fodor). That is what is required to learn any new language; that is to say, in 

learning a new language we are first presented syntactically valid statements in L 

and then we learn the meaning of those statements by learning truth-rules for the 

predicates of those statements.  

In a nutshell, in order to learn any new language L we must learn the 

meanings of the predicates in L, and this in turn requires that one learns the 

extensions of those predicates. This could not happen randomly; there must be a 

sort of rule under which one learns the extensions of the predicates of L. 

According to Fodor, learning the determinations of the extensions of those 

predicates in L is possible only through learning the truth-rules under which those 

predicates fall. Suppose that the object language is German and we want to learn 

G. We come across with the following predicate, say Q in G: “… ist weiß”. Then, 

we learn the following truth-rule  under which Q falls: “das Ding ist weiß” is 

true in G iff that thing is white. Suppose that only under this truth rule  we come 

to learn the predicate Q. If I do not have a language (in this case, English) which 

provides conceptual resources to represent Q and , I could not know whether Q 

falls under the truth rule  (Fodor 1975: 64). This has the following consequence: 

If I do not have the conceptual resources in my own language to indicate under 

which conditions one thing is white, namely a truth-rule  for the predicate Q, 

then I could not learn and know whether the predicate Q falls under the truth rule 

 in G. That is to say, I could not understand the meaning of the predicate Q in a 

new language such as German. If this is true, then it follows that (i) without having 

a language at first, I could not learn any new language at all, and (ii) I could not 

learn any new language if the predicates of that target language could not be 

represented within the conceptual resources of the language I already have. We 

need to have a language which provides a sufficient level of semantic depth and 

conceptual resources such that it can cope with the conceptual complexity of the 

target language. Fodor gives the following example: a machine operating in 

accordance with the propositional calculus and another machine operating in 

accordance with the quantifier calculus. The former machine could provide a 

certain set of proofs for a certain set of theorems. But, since the language of this 

machine is limited to the conceptual resources of the propositional calculus, it 

cannot learn and understand the operations of the latter machine which could 
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provide a certain set of proofs for a certain set of theorems, the theorems which 

cannot be represented within the conceptual resources of the former machine. 

Since the former machine is semantically poorer than the latter, it will not be able 

to represent the predicates employed within the conceptual repertoire of the latter 

machine, and thus it cannot compute and provide any proof for those theorems 

within the data structures of the latter machine (Fodor 1975: 93). It would be 

hopeless to expect from the former machine, without any slight adjustments here 

and there, to learn the language of quantificational logic of the latter machine. Let 

us then make a general statement about the foregoing discussion: any type of being 

can learn a new target language if and only if that being has a language which 

provides semantical resources at least equal to the resources of the target 

language. When learning a second natural language, we actually make use of the 

semantical resources of the first natural language we already have. This suggests 

that in learning our first natural language, there must be another language we 

innately have which has at least enough semantical resources to represent the 

semantical properties of the predicates of our first natural language. That language 

must be the Language of Thought (Fodor 1975: 58-59). If this is the case, then the 

language of thought must be something unlearnt, it must be the inner code of 

thought we natively have since our birth, an inner code independent of the various 

social-political conventions in human societies which are actually important part 

of the natural languages. This also means that without having a language of 

thought we could not learn any natural language at all (Fodor 1975: 64). Thus, the 

language of thought must be something common to all mental beings; albeit the 

differences that stem from the capacity of the functional architecture of those 

beings, it gives an opportunity, at least for verbally evolved mental beings, to 

express their thoughts in the language of thought by learning a new natural 

language. 

ISSUES WITH THE INNER CODE: Dennett’s Criticisms 

The language of thought is only a hypothesis. Although Fodor believes that 

it is the only game in town, many people, including Dennett, considered otherwise. 

Having outlined and shown how Fodor’s attempt to build a neo-cognitivist 

program, which aims to avoid the pitfalls of dualism and reductionism (Dennett 

2017e: 101), is on the wrong track especially regarding his evaluation of the causal 

and the conceptual explanation (Dennett 2017e: 103-106), Dennett then proceeds 

to reveal the incoherent picture portrayed by Fodor’s language of thought. From 

Dennett’s point of view, Fodor’s theory, ignoring a viable alternative, commits 

him to a wrong account of representation (Dennett 2017e: 105). 

For Fodor, the only way to make sense of concept learning is to look at the 

relevant ways in which we distinguish a certain set of objects in our vicinity 

(Dennett 2017e: 109). Concept learning must proceed by hypothesis formation 

and confirmation, and this requires a system of representation, the language of 

thought where those hypotheses formation and confirmation take place (Dennett 
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2017e: 109). First of all, Fodor seems to aim for a universal theory covering all 

different types of mental beings. However, this seems to be too demanding; 

because it might be the case that organisms that have simpler mental mechanisms 

than those of human beings can learn new things without the corresponding states 

playing the role of forming and confirming hypotheses about those things. They 

might entertain a very primitive kind of concept learning (Dennett 2017e: 109). 

Fodor’s approach to perception also gives rise to an important question: 

“What content is to be assigned to events in the nervous system subserving 

perception?” (Dennett 2017e: 110). Suppose that Fodor is right in his claim that 

the only game in town is the language of thought, all the empirical data in 

cognitive psychology seems to support it or presuppose it. Then, one may still 

insist on the following claim: Each case of representation requires an interpreter 

or a user of representation; there is no such thing as an intrinsic representation 

(Dennett 2017e: 111). If this is true, then Fodor’s argument must give room for an 

interpreting homunculus in the brain; yet since this interpreter presumably 

produces a new representation in its act of interpretation, then we must postulate 

another homunculus somewhere in the sub-personal level, and this would go ad 

infinitum (Dennett 2017e: 111; see also Dennett 1987a: 213-225; Dennett 2017f: 

119-124; Dennett 1996: 23; Heil 2013: 135-136). Fodor may respond to this 

criticism as follows: Data structures provide at least one instance where self-

understanding is possible; if there are data structures in the sub-personal level, no 

need to postulate any homunculus (Dennett 2017e: 111). This, however, comes 

with a cost.  

Fodor’s theory is committed to the idea that all cognitive processes are in fact 

computational processes, and since computational processes require computation 

over representations, without any representation no computation is possible 

(Dennett 2017e: 108). Dealing with language learning and decision making in 

particular, Fodor makes it clear that representations in the inner code must be 

explicit representations (Dennett 2017e: 112-113). Learning a language means 

learning the extensions of the predicates of that language and learning the 

extensions of the predicates of a language is nothing but learning a truth-rule for 

those predicates (Dennett 2017e: 113; cf. Fodor 1975: 59). Suppose that the 

following is a truth-rule for the predicate “is a philosopher”: “y is a philosopher” 

is true iff Fx (In Dennett’s formulation “F” here stands for a predicate in one’s 

language of thought, see Dennett 2017e: 113). According to Dennett, Fodor 

identifies learning the extension of the predicate with a confirmed hypothesis and 

a truth-rule about that specific predicate; but this need not be the case (Dennett 

2017e: 113). It is possible to describe a child’s learning a language in many 

different ways; instead of that specific predicate being confirmed, one might learn 

the extension of the same predicate by disconfirming other predicates, for 

instance, “Fred is a philosopher” is true iff Fred is the traffic light in the corner; 

“Fred is a philosopher” is true iff Fred is sitting on a mat; “Fred is a philosopher” 
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is true iff Fred has four legs, and so forth (cf. Dennett 2017e: 113). It might even 

be the case that someone can learn things “without ever explicitly representing a 

confirmed truth rule” for a relevant predicate of that language (Dennett 2017e: 

113). This is important; because Fodor’s theory does not give room for implicit 

representations; only explicit representations are allowed (Dennett 2017e: 113-

114). This account gives rise to the following two questions: (i) Do human beings 

only entertain explicit representations in order to be intentional systems? (ii) Can’t 

we find intentional systems, say human beings and computers, which are right on 

par in producing implicit representations? 

It may be true that some of our propositional attitudes (beliefs, desires, 

intentions, etc.,) involve explicit representations; yet most of the other 

propositional attitudes are actually dispositional in character. For instance, most 

of you now probably believe that there is no copperhead under your chair; and yet 

it is most likely that you have not been thinking about copperheads before reading 

this sentence. This thought just occurred to you when reading that sentence, but 

before reading that sentence you probably did not get yourself prepared for the 

situations where you may come across a sudden appearance of a copperhead. You 

have not explicitly represented a copperhead under your chair and you have not 

computed any possible explicit representation (Dennett 2017e: 114). This is a case 

of dispositional belief, and it is easy to find many instances of “dispositional” 

propositional attitudes. Fodor just dismisses this viable alternative.  

As opposed to Fodor’s approach, Dennett gives the following example. A 

designer of a chess-playing computer might believe that the program thinks that 

it should move its queen early (Dennett 2017e: 117). If we take this statement 

literally and look for an explicit representation in the running program, we will be 

doing something in vain. There is no such explicit representation entertained by 

that program. When the designer describes his program, he only means that owing 

to the computational features of the program, there is an emergent property of that 

program which, from the design stance, can be described with the following 

statement: “I should get my queen out early” (Dennett 2017e: 117, see also Ryder 

2019: 240; Brook & Ross 2002: 16-17). This is not a case of implicit 

representation special to computers; one can also find many cases of implicit 

representations in human beings as well. So, if Fodor’s language of thought 

requires that representations must be explicit, we now find cases in which this is 

not true. This, according to Dennett, shows where exactly Fodor’s theory has gone 

astray. 

Fodor, before launching his response to Dennett’s criticism, begins with 

some of the misconceptions about the formulation of the Language of Thought 

Hypothesis (Fodor 1989: 24-25). The Language of Thought Hypothesis claims 

that (i) tokens of propositional attitudes (beliefs, desires, intentions, etc.) are 

computational relations to symbol tokens, for instance, to believe that snow is 

white it to bear a certain computational relation to a token of a symbol which 
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means that snow is white (Fodor 1989: 23); (ii) Since symbols are meant to 

express something, they have intentional contents and they are typically realized 

by physical objects (Fodor 1989: 23); (iii) As physical objects, symbols have 

causal links in a functional architecture of which they are constituent parts (Fodor 

1989: 23). Now, Fodor wants to distinguish his version of the LOT from Schiffer’s 

version (Fodor 1989: 24). The following might be a good but a wrong illustration 

of the LOT; because it does not get to the bottom of what the LOT requires.  

“There is, in your head, a certain mechanism, an INTENTION BOX. To make 

the exposition easier, I’ll assume that every intention is the intention to make 

some proposition true. So then here’s how it goes in your head, according to this 

version of LOT, when you intend to make it true that P. What you do is, you put 

into the intention box a token of a mental symbol that MEANS that P. And what 

the box does is: it churns and gurgles and computes and causes and the outcome 

is that you behave in a way that (ceteris paribus) makes it true that P.” (Fodor 

1989: 24). 
 

This is, from Fodor’s point of view, “not a Language of Thought story yet” 

(Fodor 1989: 24); because there is nothing here to which a typical defender of 

Intentional Realism would object. Intentional Realism consists of the following 

claims: (i) “mental states have intentional objects” (Fodor 1989: 26); (ii) those 

“intentional objects of mental states are characteristically complex” (Fodor 1989: 

26) and (iii) mental states have causal-functional roles (Fodor 1989: 26). Now, 

suppose that I intend to raise my arm. According to the model provided in the 

quotation above, the only thing I need is “to put in my intention box a token of 

mental symbol that means ‘I raise my hand’” (Fodor 1989: 24; here let’s say P 

stands for the proposition “I raise my hand”). Then, with all things being equal, 

the intention box begins its process of evaluation and computation and then I will 

elicit a response behavior that “makes it true that P” (Fodor 1989: 24). In this 

framework, I have an intention box containing a symbol that MEANS P, so my 

intention box has an intentional object. Secondly, the intentional object of my 

intention box is complex; because “propositions have parts” (Fodor 1989: 26). 

Thirdly, since the tokening of a symbol that MEANS P is a physical object (say a 

brain state, see Fodor 1989: 23), I would behave in accordance with that 

functional-causal role. As things stand now, there is nothing that can bother a 

typical defender of Intentional Realism. The real trouble begins where the LOT is 

formulated accurately. According to the LOT, not just intentional objects of 

cognitive states have complexity embedded in their constituent structure, 

cognitive states themselves also have a constituent syntactic structure (Fodor 

1989: 23-27). Many Intentional Realists believe that the intentional objects of 

cognitive states are typically complex; yet this should not be taken as also 

implying that cognitive states are also complex (Fodor 1989: 24-26). Fodor puts 

forward various methodological and metaphysical reasons to support the claim 

that cognitive states must also have a syntactic structure. So, apart from the three 
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claims of Intentional Realism, the LOT also adds another fundamental claim: 

“what I put in the intention box has to be something like a sentence; in the present 

case, it has to be a formula which contains, inter alia, an expression that denotes 

me and an expression that denotes my left hand.” (Fodor 1989: 25). While typical 

intentional realists hold those three claims above, they do not believe that holding 

those three claims would entail believing a further claim that cognitive states are 

themselves syntactically structured. Fodor believes the contrary. If one is an 

intentional realist, there is no way to avoid defending the language of thought 

hypothesis (Fodor 1989: 25-26), that is to say, the language of thought hypothesis 

comes with the package of Intentional Realism. 

After this brief detour, now let’s move on to Fodor’s evaluation of Dennett’s 

criticism. Dennett’s criticism in his example of the chess-playing program can be 

formulated in the following manner: (i) A chess-playing program can be described 

as following the Queen-Early Rule “get the queen out early” (Fodor 1989: 35); 

(ii) but, it may turn out that there is actually no sentence of any form that expresses 

the Q-E Rule in that program; (iii) This shows, according to many philosophers 

including Dennett, that albeit the behavioral data showing that the program seems 

to follow that rule, the program does not have any internal/explicit representation 

of Q-E Rule, so it cannot be said to follow that Q-E Rule. Appearances are 

deceptive. The moral of this argument is that “the behavioral facts about the 

machine give no support to the claim that the queen-early rule is internally 

represented” (Fodor 1989: 35). In a nutshell, the argument runs as follows: 
 

“Suppose there is a machine that computes a function by making use of an 

explicit algorithm. Then there is always an equivalent ‘hard-wired’ machine in 

which the function computed is not explicitly represented. So even if you assume 

that the behavioral facts about an intentional system justify the claim that it is 

computing function F, still there is no inference to the explicit representation of F 

in the machine. Surprisingly, then, it looks as though the theory that the mind is a 

computer is actually neutral on the question whether there is a language of 

thought” (Fodor 1989: 36). 

This just seems to be a fair criticism to Fodor’s LOT. Of course, Fodor does 

not accept it. A chess-playing machine X need not explicitly represent the Q-E 

Rule, but if X is supposed to run at all, it must be able to explicitly represent “the 

state of the board at each stage of play” (Fodor 1989: 36). Computation requires 

at least the representation of the computational domain. If this is true, then there 

is no way for a program to work unless its computational domains are accurately 

represented. One may not find any explicit tokening of the Q-E Rule in the 

program; yet there must be deep syntactic structures in the machine explicitly 

representing each new state of the chessboard along with the game, preferably 

each possible move on the board with the value expected from that move (Fodor 

1989: 36-37). Only after accepting that those deep syntactic structures are 

explicitly represented within a computational system, one can talk about implicit 

representations such as the Q-E Rule in that system. Indeed, it may literally be the 
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case that the machine does not explicitly represent and thereby follow the Q-E 

Rule; yet this does not suggest that there is nothing explicitly represented in the 

machine that has causal links to the emergent property of that machine, such as 

following the Q-E Rule (Fodor 1989: 37). 

Fodor claims that denying the existence of a language of thought is equal to 

“not having a theory of thinking” in general (Fodor 1989: 38). According to Fodor, 

many people, although not as an overt behaviorist but as a covert behaviorist 

(presumably à la Dennett) prefer to translate all talk about intentional and 

computational states of mental beings in terms of the sentences describing the 

behavioral dispositions of those beings (Fodor 1989: 38). This approach, 

according to Fodor, does not give us any theory about the individuation of beliefs; 

and without any theory about the individuation of beliefs in particular and 

thoughts in general, we would not have any theory of thinking (Fodor 1989: 38). 

At least, the computational theory of mind and the language of thought hypothesis 

provides a groundwork for a theory of thinking, and without any viable alternative 

in sight, it does seem to be the only game in town. 

DISCUSSION AND CONCLUSIONS: Brief Remarks on the Debate 

In conclusion, I would like to finish this work with a couple of remarks on 

the debate about the language of thought hypothesis, and I hope to find at least a 

possible middle ground between two opposing camps of philosophy, Intentional 

Realism and Intentional Anti-Realism/Pragmatism. Intentional Realism consists 

of three claims: (i) mental states have intentional objects, (ii) those intentional 

objects of mental states are characteristically complex and (iii) mental states have 

causal-functional roles (Fodor 1989: 26). Additionally, from Fodor’s point of 

view, Intentional Realism also implies the LOT according to which mental states 

are syntactically structured entities, so they are complex as well (Fodor 1989: 29).  

To understand Dennett’s version of Intentional Pragmatism, we need to spell 

out his account of the different types of stances. There are typically three different 

stances: (i) Design Stance, (ii) Physical Stance, and (iii) Intentional Stance 

(Dennett also talks about another kind of stance “Personal/Moral Stance” 

elsewhere, see Dennett 2017g: 258-259; 261). The design stance is an explanatory 

framework according to which any given behavior of a system is explained 

through reference to its design features, and one’s predictions from the design 

stance are based on the assumption that the system in question works properly as 

designed, namely, without any malfunction in the physical level (Dennett 2017b: 

4; Dennett 2017g: 255; Dennett 2017e: 117). In this framework, there is no need 

to look at the physical features and physical events underlying the design features 

of a system (Dennett 2017b: 4; Dennett 1996: 28-29; Dennett 2017a: xxiii-xxxv). 

The physical stance, on the other hand, is a different explanatory framework in 

which the behavior of an object is explained in terms of its physical properties, 

which are subject to the laws of physics (Dennett 1996: 28). This framework 

differs from the other two in two respects: (i) it is the only explanatory framework 



662 

 
 

among the others which provides an explanation for a possible malfunction of a 

system in the future (Dennett 2017b: 4-5; Dennett 2017g: 255); and (ii) as the 

system gets more complicated, it becomes overwhelming for even the most 

intelligent human being to adopt the physical stance, for instance, although it is, 

in principle, possible to give a physical explanation for a move of a chess-playing 

computer, it would take too much time and energy to come up with an accurate 

physical description; so, compared to the other two, the physical stance is rarely 

adopted when the matter gets complicated (Dennett 2017b: 5; Dennett 2017g: 

255). In addition to the former two frameworks, there is one more explanatory 

framework: Intentional Stance. In the earlier stages of chess-playing computers, 

it was possible for the designer to predict the next move of the machine so that it 

could beat the machine. Now, this sort of prediction is simply not possible “from 

either the design stance or the physical stance” (Dennett 2017b: 5) as they have 

now self-learning algorithms. However, it is still possible to beat the machine by 

adopting the intentional stance. The intentional stance is an explanatory 

framework according to which the system in question is taken as an intentional 

system, that is with a set of rational beliefs, desires and intentions (Dennett 2017g: 

256; Dennett 2017b: 5; Dennett 1996: 30-31). The intentional stance does not 

presuppose the design stance or the physical stance (Dennett 2017g: 258-259). 

That is to say, one can adopt the intentional stance and make accurate predictions 

about the system even though one does not have any information about its design 

features and the physical properties of its complex structure. However, there is a 

caveat: The intentional stance is only a pragmatic tool to understand and predict 

the behavior of a system; we only assume that the system has a set of beliefs, 

desires, intentions, etc., but this does not mean that the relevant system has really 

those beliefs, desires, intentions. In other words, by adopting this stance, I do not 

ontologically commit myself to the existence of intentional states such as beliefs, 

desires, intentions (Dennett 2017g: 256-257; Dennett 2017b: 7). This brings us to 

one of the most important elements in Dennett’s approach.  

When we ascribe a set of intentional states to any given system, we do not 

need to think of those states as the “real” furniture of the material world just like 

rocks, trees, rivers, and so forth. Beliefs, desires, and intentions are merely 

abstractions. So, just as it is futile to search for the belief boxes, desire boxes, 

intention boxes in a computing machine, it is equally a futile task to investigate 

whether belief-states, desire-states, and intention-states are stored somewhere in 

the neural networks of the animal brain (Dennett 2017c: 30-31). One may identify 

a belief-state with a certain region or a specific neural network of the animal brain, 

yet this is not any different from the mistake when one thinks that a row of posts 

along the Equator on the model of the earth are meant to reveal the real properties 

of our earth. Those lines in the model—lines of longitude and latitude—are only 

abstractions the utilization of which provides a human understanding of the earth 

(Dennett 2017c: 31). In other words, those lines of longitude and latitude are 
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conceptual tools upon which we agree in order to present a good description of 

the world; they should not be understood as something among the real furniture 

of the world such as rivers, trees, and rocks (Heil 2013: 129, 132; Dennett 2017c: 

31-32; Gunderson 1972: 592-593). The situation cannot be any different when it 

comes to intentional states. Instead of thinking that intentional states as terms 

designating something real in the world, we should take intentional terms as “a 

sort of abstraction” the utilization of which provides more or less accurate 

predictions of the system in question (Dennett 2017c: 30-31, see also Dennett 

2017b: 17; 7; cf. Dennett 2017c: 41). All the intentional terms we use in the 

intentional stance only have a pragmatic value. Thus, from this perspective of 

intentional anti-realism, when we talk about any representation ascribed to any 

system (be it a robot brain or a human brain), we actually talk about 

implicit/derived representations the existence of which depend on the 

evolutionary processes (Dennett 1996: 50-55, Dennett 1994: 98-105; Dennett 

1987b: 287-321). 

Now, after having outlined Intentional Realism and Intentional Anti-realism 

in the cases of Fodor’s and Dennett’s accounts, let us now turn back to the passage 

where Fodor summarizes the criticism addressed to his account: 

“Suppose there is a machine that computes a function by making use of an 

explicit algorithm. Then there is always an equivalent ‘hard-wired’ machine in 

which the function computed is not explicitly represented. So even if you assume 

that the behavioral facts about an intentional system justify the claim that it is 

computing function F, still there is no inference to the explicit representation of F 

in the machine. Surprisingly, then, it looks as though the theory that the mind is a 

computer is actually neutral on the question whether there is a language of 

thought.” (Fodor 1989: 36) 

Is this argument a genuine threat to Fodor’s Intentional Realism and LOT? I 

believe that it all depends on the following: If Fodor insists on the idea that the 

LOT is something universal to all sorts of computational models including the 

animal brain, then I believe that he has the right to take this challenge seriously; 

but if it is reserved that the LOT is not supposed to be valid for all computational 

models, then, I believe, that there is no genuine threat here. Suppose that human 

beings and other sorts of animals instantiate the first sort of computational model 

in which innate mechanisms provide explicit representations for some of the 

computational tasks definitive of their evolutionary history. Suppose that there is 

a machine that those sorts of computational tasks are realized without any explicit 

representation. What do these two cases really show? I think it only shows that 

the former and the latter model are different in the way they compute some of the 

specific functions, that’s all there is to it. If our task is to the explain intentionality 

of various different kind of organisms, and if we find out that some of the 

organisms produce explicit representations for specific tasks whereas some of the 

other types of organisms realize the same specific tasks without producing any 
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explicit representation, this only shows that they differ in their computational 

architecture. We would not fall short of explaining the intentionality of different 

sorts of beings if we acknowledge that those beings are computationally different. 

As I said, this response depends on Fodor’s approach. If he insists that the 

Language of Thought is something universally valid for all the various sorts of 

computational architectures, then he must find a different answer. However, I do 

not think that insisting on this claim has any advantage, it actually includes many 

issues: computational architectures differ in the way they compute any given 

function, in terms of hardware features [physical vehicles of computation 

underlying a computational architecture make a difference] and (iii) in terms of 

software features [sets of goals of software, the sub-routines of realizing those 

goals in the algorithm make a difference]. Given those differences in 

computational architectures, it is obvious that one model may compute a function 

by making use of explicit representations; whereas the other model may not need 

to use any explicit representation employed by the former model. Thus, the 

machine language in those models could have been different in various ways. 

 On the other hand, I also believe that Dennett’s approach is misguided in 

several ways. I would like to touch upon one issue here in this work. Dennett 

suggests that Fodor’s account of representation is false because of the simple 

reason that his account does not give room for implicit representations (Dennett 

2017e: 105; 108-109; 112-118). However, it is doubtful whether Dennett can 

provide a good theory of representation in his account. In his writings, Dennett 

especially draws attention to the received view according to which representation 

is distinguished into two kinds: original representation and derived representation 

(Searle 1980: 417-458; Dretske 1985: 23; Haugeland 1981: 32-33; Putnam 1981: 

2; Stalnaker 1984: 6; Crane 2003: 22; Dennett 1996: 50). In the case of derived 

representations such as maps representing a country, pictures representing people, 

a representational relationship owes its existence to the purposes and conventions 

of the user or interpreter of the representation (Dennett 1996: 50; Dennett 1994: 

98-99). In the case of original representations, however, a representational 

relationship does not rely on any purpose or convention of the user or interpreter 

of the representation. Mental beings by nature have original representational 

capacity; whereas the artifacts can represent only derivatively, that is with the 

purposes and conventions of the creators of those artifacts. For instance, memory 

traits in my brain represent relevant events or figures in my past life; and those 

memory traits have the capacity to represent those events and characters, 

independent of any purpose or convention imposed upon my memory traits. 

Dennett argues against the received view and claims that there is no such thing as 

original/intrinsic representation (Dennett 1996: 51; Dennett 1994: 100). In the 

final analysis, every representation actually turns out to fall under the kind of 

derived representations; because we should never miss the point that, in the long 

run, evolutionary mechanisms actually determine the content of representations. 
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Dennett takes two examples into consideration: (i) a shopping list on a piece of 

paper, (ii) a shopping list in the memory (Dennett 1996: 52; Dennett 1987b: 318; 

Dennett 1994: 105). In general, people tend to believe that the items in the 

shopping list on a piece of paper are instances of derived representations because 

without any external assigned purpose those markings do not represent at all. 

Dennett believes that, contrary to the received view, the second case cannot be 

any different from the former case; because here we can also talk about purposes 

of Mother Nature, evolutionary mechanisms determining the content of memory 

traits with the purpose of survival, fitness, and so forth (Dennett 2017e: 108). After 

all, our brains are also the artifacts of Mother Nature (Dennett 1996: 52-53). Let 

this suffice for a brief presentation of Dennett’s view on representation. 

According to this view, nothing on its own have the capacity to represent; 

every instance of representation, be it a map or a memory trait in a neural network 

of human brain, requires an external agent determining the content of 

representation. In the long run, evolutionary processes seem to be responsible for 

determining and fixing the content of representation. There are both global and 

local issues with this account (I dealt with those technical issues in detail 

elsewhere, see Gökel 2017; Gökel 2021 forthcoming). In this work, I would like 

to deal with the implausible implication of this account. Dennett’s story just does 

not match with our common-sensical intuitions. According to Dennett, it turns out 

that just like the concepts of the longitude, latitude, for that matter, the concept of 

average tax-payer that do not have a reference in this world, the concepts of 

beliefs, desires, intentions we use in describing a state of the mind of another 

human being do not have a reference in this world as well. This means that those 

beliefs, desires, and intentions we attribute to another human being are not real as 

the trees, rocks, rivers. This view completely contradicts our common-sensical 

intuitions for the following reason: the concept of longitude and the concept of 

latitude does not really designate anything; they are merely conventional terms we 

pick up to describe the world. Although they are not genuine features of the world, 

they represent something, albeit derivatively. Suppose, a la Dennett, that mental 

states are also not real and they fall under the same category of representational 

tools like the concepts of latitude, longitude, and Pegasus. How could we then 

distinguish what is real from what is not real?... As subjects with mental states, 

we have the capacity to interrogate and distinguish what is real from unreal. For 

instance, we could understand that the concept of Pegasus is an empty concept, no 

reference in this world. If our mental states were not real, then we would have lost 

the only ground to think about the reality of some concepts and the unreality of 

some other concepts. Even though the concepts of longitude, latitude, and Pegasus 

do not have any reality, there must be at least a ground for producing those 

concepts and distinguishing reality from unreality. In other words, if our mental 

states were not real, we could not produce such representations and distinguish 

reality from unreality. Mental states must be real, in some sense, and subjects with 
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mental states must have original intentionality. Furthermore, if mental states were 

not real at all, then why we put too much effort into understanding, judging, and 

convicting others? The problem of other minds, in Dennett’s account, seems to be 

a false problem. I address the following questions to Dennett’s approach: why do 

we then care too much about the reality of the thoughts and emotions of human 

beings? Why do we hesitate to ascribe original intentionality to robots even though 

they might behave exactly like human beings?... 
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INTRODUCTION 

In the context of the history of contemporary thought production, the 

twentieth century was a century in which the world experienced radical changes 

and transformations in the field of theoria and praxis in terms of political, 

economic, social, scientific and intellectual aspects, especially as a result of the 

two world wars. In terms of praxis, the change and transformation of the world 

was made possible with the change of political power, achievement of reforms for 

the sake of being more economically efficient, procurement of social order and 

human relations, and in a scientific sense, the realization of researches that will 

take advantage of the technical means to protect science for the benefit of society 

and the state. In the field of theoria, on the other hand, the intellectual change and 

transformation of the world was manifested by the appearance of the scientific 

movements originating from Western Europe in order to meet the intellectual need 

in accordance with the conditions of the age. Accordingly, the change and 

transformation that took place in the field of praxis and theoria in this century 

brought about the creation of an act of different thinking from the previous 

thinking in the thought life. In fact, the demand of post-Hegelian philosophy in 

Germany is to rethink the notion of existence imaginations and insights of 

knowledge until then and take the responsibility of another kind of thinking action. 

The specified responsibility for thinking should be sought in the conceptions 

of truth expressed in the metaphysics of existence to establish themselves with 

unchangeable principles within an a priori necessity. For this reason, the twentieth 

century Western European thought and its penetration into the history of Turkish 

thought in terms of "reconsidering and reconstructing existence" made itself 

visible with the "possibility of existence" in a way that the world, life and action 

were observed. Based on this understanding, phenomenology, which had a great 

repercussion with Husserl as an idea inherited by Mengüşoğlu in Germany, also 

initiated the understanding of the philosophers after Husserl. Yet, with the 

development of modern sciences, the fact that objectivity in knowledge came to 
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the forefront has caused the subjectivity of the life world of scientific knowledge 

to lose its importance and depreciate it. 

In this sense, this new philosophical field of thought, which appears as a 

reaction to positivism and naturalism, is the origin of subjectivity as well as 

objectivity, which is the source of pre-scientific experience and scientific 

experience. Phenomenology, which is based on the principle of observing this 

source, offers the opportunity to see the world again with phenomenological 

reduction and depiction. This new field, which Husserl brought to philosophy as 

both a method and a new understanding of existence, was handled from a different 

perspective with the phenomenological ontology of his predecessor Heidegger. 

Considering that Heidegger's main issue is the meaning of existence, it is 

understood that phenomenology traces the different manifestations of existence. 

In this sense, phenomenology promises the hope of saving the existence accepted 

in classical Western thought. Phenomenology, which permeates Heidegger from 

Husserl as the route from the clarity of consciousness to the openness of existence, 

stood in as a way of thinking that revealed the meaning of existence based on 

existence-in-the-world. In the ontological ethics of Levinas, this change of 

phenomenology is expressed in the context of taking the responsibility of 

existence from the matter of the meaning of existence by opening him/herself to 

"eternal" in the "face" of the "other". 

This transformation of phenomenology in German thought became the 

backbone of "new ontology" in Hartmann, on which Mengüşoğlu worked and was 

inspired in forming his understanding. Phenomenology, which was taken one step 

further with Hartmann, should not only focus on the phenomenon itself, but should 

consider the problems that occur in the phenomenon and the solution to these 

problems. Observing these three issues is possible if philosophy takes off the 

burden of metaphysical problems. Hartmann's sentence is important at this point: 

“As a matter of fact, ontological thinking has been making no progress for a 

century and a half; it is because ontological thinking could not bear the burden of 

metaphysical problems that was imposed on it. For this reason, ontological 

thinking should begin with taking this burden” (Hartmann 1946). 

Metaphysical responsibility is based on the fact that all philosophical issues 

are ontological. All philosophical issues, then, are the ways in which existence 

presents itself to us. The resulting information should be sought in the subject's 

comprehension of the object by going beyond itself. Ontology's prioritization of 

epistemology is in question right at this point. It is because even if we do not have 

the knowledge of the object, the object already exists. Therefore, as we have stated 

previously, all philosophical issues are ontological. The phenomenology that took 

place in Germany was discussed in the context of existential philosophy with 

Sartre, Marcel and Jaspers in the French school of thought. The emphasis on the 

world of life with Husserl also allowed the concrete existence structure to be 

considered. In this context, existential phenomenology takes the individual's own 



670 

 
 

reality of existence from its existence, revealing its meaning (Çüçen 2015). 

It is clearly understood that the phenomenology put forward by Husserl led 

to the formation of other phenomenologies after itself. In the introduction of this 

philosophical movement in Germany to Turkish thought, the students sent to 

Europe from Turkey and the scientists who came to Turkey from Europe played 

a crucial role. At this point, according to the information provided by the sources, 

Mehmet Izzet's commissioning to Paris as a cultural attaché in 1928 and then his 

departure to Berlin for the treatment of his illness was effective in the emergence 

of phenomenology in the Turkish thought (Değirmencioğlu 1987). The first 

publication on phenomenology in the history of Turkish thought was Hilmi Ziya 

Ülken's work titled "Yirminci Asır Düşünürleri" (Ülken 1936) in 1936. Ülken 

attempted to introduce phenomenology in this work. Another study on 

phenomenology was the article titled “Fenomenoloji” published by Mazhar 

Şevket (İpşiroğlu) in the Philosophy Seminar Journal in 1939 (Şevket 1939). 

Nevertheless, even though Ülken and Şevket's works aimed to introduce this new 

thought movement in Turkish thought, an independent study on the subject was 

carried out by Mengüşoğlu himself. Mengüşoğlu studied the materials on the basis 

of his ontological anthropology that he would create with "The Limits of 

Awareness in Husserl and Scheler" (Über die Grenzen der Erkennbarkeit bei 

Husserl und Scheler) (Mengüşoğlu 1976), which he wrote as his doctoral thesis in 

1937. However, the first phenomenology work of the philosopher in the context 

of our study is “Fenomenologi ve Nicolai Hartmann" written in Turkish in 1942 

with the suggestion of Ernst von Aster  (Mengüşoğlu 1976). The "Introduction" 

part of this work was published with little changes in the first issue of Archive of 

Philosophy in 1945 (Mengüşoğlu 1945). 

With this work, different from Ülken and Şevket, Mengüşoğlu investigated 

the method of phenomenology, the ways of existence, the importance of nature, 

in a way that was equal to his own philosophical concern. In addition, the 

philosopher attempted to explain what was the role and importance of 

phenomenology in the context of other disciplines and issues of philosophy in his 

"Felsefeye Giriş" (Mengüşoğlu 1958). What we should not overlook is that 

Mengüşoğlu regarded phenomenology as the basis of his ontological 

understanding of human rather than using it as a tool. It should be noted at this 

point that Mengüşoğlu's studies, which he conducted with a phenomenological 

intuition and philosophical concern, are significant in introducing phenomenology 

to the Turkish thought, as well as the lectures he gave and the students he trained 

at the university, which offered the opportunity to spread his thought to a wider 

audience. In this sense, the fact that the philosopher started his lectures on the 
Philosophy Department of Istanbul University in 1944 with philosophical 

anthropology functioning with phenomenology and got engaged in this subject within 

the remaining time of his life ensured the preservation of phenomenological thought 

and the penetration of this view into the other minds (Çelebi 2017).  
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INTRODUCTION TO THE PHILOSOPHY OF PHENOMENOLOGY 

Mengüşoğlu’s purpose of phenomenology was initially intended to promote 

the phenomenology which was widely resonated in the "horizon of thought" in 

Europe in Turkey as well and grounded the idea that the phenomenological 

thought was in a guise that would form the basis of the philosophical sciences.7 

The second aim of the philosopher who took this responsibility, on the other hand, 

was to bring in a new human philosophy on a phenomenological basis to the 

philosophical literature. In this sense, even though phenomenology, taking the 

responsibility of support for the philosophical anthropology which will appear as 

a new school in Turkey functioning as "new ontology" rather than as a method 

and No matter what kind of philosophical thought is considered, it harbors a 

purpose in itself that makes it its principle to return to the "phenomena 

themselves", which became Husserl's philosophical slogan. Mengüşoğlu who 

based the presence of phenomenology in all of his manuscripts, and started to 

introduce this idea that began in the 20th century Germany materialized it, after he 

returned to Turkey in 1939, in the “Preface” of his work “Fenomenologi ve 

Nicolai Hartmann” (Mengüşoğlu 1976) which was his associate professor thesis, 

as he stated in the Preface, which he wrote with the suggestion of Ernst von Aster, 

with whom he had a close friendship. 

Before we move on to our study about what is happening in this introduction 

part, articulating the difficulties faced by the philosopher at the point of how the 

work tries to exist in the field of thought is valuable in the context of understanding 

how the thought finds a place for itself in the "language". Mengüşoğlu, who went 

to Germany to study for a postgraduate degree in 1929 and tried to understand 

philosophy through German language in his specialization until 1939, stated that 

he aimed to introduce in his thesis the idea of 20th century in Turkey in the 

accompany of Nicolai Hartmann with the proposal of Ernst von Aster pointing out 

that the process that passed from the writing and acceptance of the thesis until its 

publication was quite complicated. Given the conditions of that time, in the face 

of the new Turkish language, which the philosopher emphasized, this complexity 

stemmed from the fact that the language of the University was Ottoman. In the 

eyes of the philosopher who approaches language-thinking with great sensitivity, 

the determination of the horizon of the language with the place of thinking and 

the appearance of a "stereotypical" language like Ottoman with its own discourse 

is hardly possible. The reason for all this is the Ottoman language at that time tried 

to exist in a "vicious circle.” Even though the thesis written in the new Turkish 

was accepted by the thesis commission's "adjustment" into the old language, the 

 
7 See, Mengüşoğlu 1969. In this sense, it is possible to say that the views Mengüşoğlu put 

forward in phenomenology with his philosophical concern are an "innovation" that 

emerged in "thinking" with the examination and completion of "philosophical and 

scientific problems". 
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philosopher who tried to make his thoughts visible through the new language 

would have to wait for thirty-five years to achieve his goals (Mengüşoğlu 1976).8 

The book, which was published in 1976 with the Istanbul University Faculty of 

Letters Printing House, was also a testament to fact that the original purpose was 

achieved in the context of introducing the 20th century philosophy, despite the 

misfortune of thirty-five years. This Introduction, where phenomenology found 

its tongue was published by the philosopher with non-exorbitant changes under 

the title “Fenomenoloji Felsefesi" in the first issue of Archive of Philosophy in 

1945. 

When we set out by comparatively investigating the article that was our guest 

on the basis of the study called “Fenomenologi ve Nicolai Hartmann" and 

considering this "Introduction" text of Mengüşoğlu, the state of philosophy before 

the phenomenology emerged in the field of philosophy, it is understood that the 

place of phenomenology in Husserl's philosophy, its relation with geometry 

(hendese) and phenomenology, the difference between the understanding of 

existence in phenomenology and the understanding of existence in modern 

sciences as well as other philosophical disciplines, the stages of phenomenological 

thought were all explicated and it was tried to help the reader to gain a 

consciousness of philosophical problem. 

To ask the question of why the philosopher maintained his place with 

insistent demand in phenomenology rather than ethics, politics or aesthetics in this 

philosophical route that we set out at the beginning of our study and attempting to 

get a response is important in terms of the nature of our study. It is noteworthy 

that Mengüşoğlu stated in the Preface of his work why this particular study was 

the source of his study with the following sentence: 

“Through this study, an inner vision, not an outward prospect, of philosophy 

was achieved. Another important point in this article is the fact that there was no 

difference between philosophy and sciences. Whether it is philosophy or science, 

they are all united in human research and knowledge” (Mengüşoğlu 1976). 

When we pay closer attention to the above statement, it is possible to 

conclude that the fact that phenomenology was the source of Mengüşoğlu's 

philosophy contained three judgments. The first judgment is that philosophy is 

"an interior vison; being able to visualize” will only realize itself in company with 

a phenomenological attitude. 

The second one is that philosophy and science construct one another by 

 
8 At this point, Mengüşoğlu stated that he suffered from Dr. Mustafa Şekip Tunç (1886-

1958) who has mastery of the new and old languages, fulfilled different state duties in 

different geographies on the way from being a teacher to a university teacher, rose from 

assistant professorship to distinguished professorship (1933) and taught lectures at 

Darülfünun and the innovation that he created with the concepts in language was adapted 

to the old, and from the creation of an artificial language. For detailed information about 

Mustafa Şekip Tunç, see. Bayraktar, 2008. 
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stemming from the same source in his eyes, and the containing third judgment, on 

the other hand, is that based on the first and second inference, the emergence of 

philosophy and science in the field of "research" constitutes a structure in which 

both fields provide consensus. As the partial response of the first judgment in the 

formal context contains a subtle reference (Mengüşoğlu 1976) to the validity of 

"appearance" based on pattern rather than "inner" in some Eastern geographies, 

the relevant judgment to the "inner" of philosophy; it also expresses a reference to 

its "content" and the need for a philosophical basis to be reconstructed. Orientation 

to philosophy with an "intuition" involves sticking to the ground of philosophy as 

an internalized expression of a phenomenological attitude, moving forward with 

phenomena and not talking much about these phenomena. In this sense, the 

emphasis Mengüşoğlu makes on the concept of intuition in Husserl's 

phenomenology becomes clear. This emphasis carries the trace of intuition, which 

will stem from seeing. Therefore, an insight makes it necessary to evaluate the 

philosophy that is the subject of our intuition with its phenomena.  

The phenomenology, which appears as the science of intuition of essence 

(Wesensanschauung), focused on capturing the essence of the object as a research 

area that deals with consciousness beyond intuition. At this point, Edmund 

Husserl's volition to create a research field based on consciousness, not the mind, 

is a moderate attitude towards the scientific spirit of the 20th century. This is not 

the attitude of inheriting the positivist thought that laid its foundations in the 19th 

century or the analytical tradition of the 20th century to make philosophy a field 

of science. There is no need for philosophy to be scientific in the eyes of either 

Husserl or Mengüşoğlu; it is because philosophy is already a science in terms of 

its value as a philosophy. This philosophy-science is a special field of study that 

is based on phenomena (things) taking into account problems, not philosophies. 

Philosophy-science, which is based on research and knowing, makes itself 

visible by focusing on the problem areas of the information it talks about, and by 

starting from the phenomena that belong to its unique field of existence. 

Therefore, knowledge emerges from "research" and forms the core of philosophy-

science. However, this notion of knowledge is significant for the philosopher in 

terms of what it provides for life rather than relying on abstract concepts. In this 

regard, according to Mengüşoğlu, the longstanding understanding of philosophy 

that contradicts with science in the Eastern countries includes the explanation of 

talking "more about phenomena" where science and life caused by a great mistake 

are also seen as areas of conflict with each other. This perspective, which emerges 

as determining the philosophical field with the dogmatic, also includes a meaning 

that renounces itself from the value of philosophy itself. However, philosophy is 

neither a philosophy of science nor there is an existing scientific philosophy, as it 

constitutes a field of naive knowledge that does not contradict science. The unison 

of science and life is based on the thesis that science is the continuation of life. 

Therefore, every knowledge to be acquired requires a sphere of existence that 
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functions with life, away from dogmatism. On the other hand, considering 

(Mengüşoğlu 1976) that knowledge has the constitutive, destructive and 

constructive nature of the thoughts and value judgments that direct our actions, 

the issue on which basis we will build the knowledge becomes important. 

According to Mengüşoğlu, in the enlightenment of this issue, as long as we can 

discover from which common core they are fed by taking existing knowledge and 

value judgments into account, the predecessors of a new philosophical movement 

are revealed. This philosophy-science discipline, which is made visible on the 

philosophical route with the establishment of its predecessors, as we mentioned in 

the “Introduction” of our study, is the “Philosophical Anthropology” that was 

brought to the Turkish philosophical literature by inheriting Max Scheler's human 

understanding and Hartmann's new ontology. 

MENGÜŞOĞLU AND PHENOMENOLOGY 

Mengüşoğlu made an impact on the course of "thinking" with his study on 

the state of philosophy before phenomenology with a historical attitude in 

“Fenomenologi ve Nicolai Hartmann”, his associate professorship thesis, and an 

article produced from this thesis titled “Fenomenoloji Felsefesi" published in 

Archive of Philosophy. In this sense, the philosopher who considers the 

philosophy of Immanuel Kant as a milestone, states that the opposition of the 

rationalist and empirical tradition with each other, which continued its existence 

before Kant, found a point of compromise with Kant. Therefore, the dogmatic 

attitude before Kant gave way to criticism, and the new thinking attitude helped 

philosophy to get rid of “idle speculations” (Mengüşoğlu 1976).9 However, even 

though Kant stumbled upon his dogmatism, which was active with isms in 

philosophy, the dilemmas of transcendental philosophy led him to idealism and 

philosophy fell on the brink of dogmatism. This view reached its climax with 

Hegel's "speculative dialectic method", residing especially in post-Kant German 

idealism, and created a need based on the creation of a new structure in the field 

of existence-knowledge in philosophy (Mengüşoğlu 1945). Mengüşoğlu states 

that a regression took place in the post-Hegelian Kant philosophy, but also 

pointing out that the Kantianism that emerged in Germany is a new Kantianism; 

he also states that the view of knowledge has become "the science of our 

knowledge, not a science about the world" and that a gnoseological attitude is 

taken in philosophy. In this sense, it is understood that the philosophy, which is 

obliged to produce information theory and methods for natural science, is 

positioned in the guise of scientificization of the idea that is based on episteme in 

parallel with the modern concept. 

Considering the Hellas, which philosophy made itself visible, while 

philosophy-science was the source of all sciences, with modernity, logic and 

psychology (spirituality) separating from philosophy and declared their 

 
9 Comp. Mengüşoğlu 1945. 
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independence, the fact that philosophy has become a field that uses the methods 

of natural sciences has led to the neglect of the field of existence among the 

sciences and not to observe the "difference" about the "state of mind" to reach the 

goal, as well as the deprivation of the connection to be established between the 

sciences in a way that is far from "so-called integrity.” While all these things were 

happening in the Western European thought, Dilthey, who said that history was a 

key in understanding human, brought to light the concept of "historicity" in the 

face of the new Kantian philosophy, which examined the method of natural 

science in the late 19th and early 20th centuries10. According to Mengüşoğlu, who 

embarked on the analysis of the philosophy of the past11, Dilthey took a one-sided 

attitude by making history as the focal point in philosophy of history and could 

not gain the quality of being an independent research field with the history of 

philosophy. This course of Western thought in terms of development and 

"progress" has brought forward the need to redefine philosophy within its own 

field. 

According to Mengüşoğlu, philosophical knowledge is and should be a 

source of information that "produces world knowledge" by using its own special 

method with the phenomena included in its field. The philosopher, who claims 

that the latest example of this kind of knowledge production in the Western 

thought was realized with Hegel; in this context, all parts of the whole should be 

taken into account in "thinking" in the name of philosophy. Therefore, "thinking" 

means evaluating each of the whole in its own context, discovering the connection 

of meaning with each other, with a holistic "insight"; It should also take into 

account the need for "intuition". This expectation of the philosopher involves not 

the aim of the classical Western metaphysics to find the truth within the 

universality, but the necessity of taking the responsibility of bringing itself into 

being in philosophy of the existence of a unified-holistic thought, as well as the 

existence of reflective thought. Accordingly, it is understood that an intellectual 

distinction is made between universality and wholeness. Mengüşoğlu also 

demands a universal "thinking" that is mentioned in all singular and particulars: 

but this demand does not defend a thought far from a "vision" that ignores the 

individual. 

Each particular; phenomenon is precious in itself. However, what exists for 

him is his goal rather than the cause of another singular phenomenon. What is 

expected to be revealed is not the realization of the goal with the Hegelian view, 

but the focus of the phenomenon itself, and the understanding of the role and value 

 
10 Dilthey states that with the epistemological revolution he made in spiritual sciences 

(Geisteswissenschaften), the purpose of history is to reveal and define the nature of the 

human spirit with the following sentence: "The totality of human nature is given only in 

history ... the human we can recognize is the person we know only under the conditions 

of possibilities available" (Özlem 1998).   
11 As not-yet outdated philosophy. 
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of thinking to be formed on the basis of the context to be established with 

"consciousness." Even though this view of Mengüşoğlu is clearly understood in 

her associate professorship thesis and doctoral dissertation, the most obvious 

example of the phenomenological functionality in his thought appears in his study 

named “Değişmez Değerler, Değişen Davranışlar” (Mengüşoğlu 1965).  In fact, 

although it is accepted that value judgments are relative and subjective in the field 

of praxis and objective in the field of theory, the situation is revealed in a contrary 

manner. This claim of Mengüşoğlu is the expression of an argument that reverses 

the ethical and ethnic values put forward by Kant and his followers. In this sense, 

"experiential life" is indispensable both in terms of value judgments and in 

revealing the world knowledge to be formed by philosophy. In this regard, 

Husserl's "world of life" (Lebenswelt) and Mengüşoğlu's notion of experience 

form a common ground for existence, and although there are differences in the 

contexts of the concepts, the existence of experience has a great importance in 

both philosophers, which causes us to reach the point of agreement between the 

two philosophers. 

Considering Husserl's phenomenology, time and space that permeates the 

world of experience constitute the basis of experiential knowledge in the 

orientation of material existence. The experience of placing the bond to be 

established with the material object in a temporal and spatial context on this 

ground will lead to the construction of natural intentionality in the establishment 

of the bond to be established with the world (Simith 2019). In this sense, the 

importance that Kant and Husserl attach to experience is important in establishing 

the consciousness-world link as it is the place where our sensory experience is 

based. In his work titled “Thing and Space”, Husserl emphasizes why the natural-

experiential world is important for the scientific theory world while expressing 

the distinction he made between the natural world and the world of experience. 

Solving the issues in the nature of natural-scientific reality requires the ability of 

natural sciences to know and to evaluate the scientific context with mathematical-

logical thinking. At this point, experience establishes the "thing" that needs to be 

resolved in the world in front of us and the bond to be established with 

consciousness (Husserl 1997). In this regard, the success of science is the 

manifestation of the theoretical mind through “thing.” The criticism by Husserl 

starts after this. The reason for this should be sought in the thought that Husserl's 

focus is the most fundamental layer of things. Criticism of the theoretical mind 

relates to the argument that what is full of sense qualities can present the nature of 

being by describing what is ready for use. However, according to Husserl, this 

situation prevents itself from presenting absolute nature with integrity. In this 

direction, Husserl includes a radical function of phenomenology with 

phenomenological reduction, without breaking the connection with the existence 
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of existence (Şevket 1939).12 In the functioning of this phenomenological 

function, the philosopher criticizes Kant's a prioric understanding of time and 

space and investigates whether the connection to be established in the context of 

consciousness and space-time is the source of an ontological basis. At this point, 

according to Smith, "this relation is not a relation of attachment that consciousness 

creates things in space-time, but rather a contextual relationship (if it is to be 

expressed as such) (Simith 2019). Therefore, Husserl's criticism leads us to the 

phenomenology of the formation of the object and space. The world is an area that 

includes the existence of other moles, where we will talk about the temporal and 

spatial locality of the object of which we are the "reference center". In this sense, 

the world of life appears as a world presence that is present before us, as well as 

the area where we cannot be involved with other selves without experience. 

Therefore, the world that stands before us is also included in a spiritual positioning 

as it is real. 

It is clearly understood that in Husserl, the life world discussed in the context 

of the world-consciousness relationship is sought with the issue of other selves 

and the a priori of an epistemic thinking with regard to the ontological, while an 

ontic-ontological-epistemic-existential ground of existence is sought in 

Mengüşoğlu that will establish the living world. For this reason, Mengüşoğlu's 

emphasis is on the conditions of existence, which are formed from the bond that 

human beings establish with life. Presence condition is the participation point 

where the knowledge, which makes itself distinct as the most concrete (concrete) 

achievements of the human being, is located where it deserves. This participation 

is in harmony with the field of existence that human beings have created 

exclusively based on knowledge, morality, art, religion, language, technique, 

culture and history that make it possible to live. In this sense, the thesis that 

phenomenology promises and demands to "return to the thing itself" (Zu den 

Sachen) requires the study of the notion of experience (experience) that will 

enable the establishment on the ground of existence to live and act and an attempt 

to explain what kind of knowledge notion "nature" will reveal in this experience. 

Mengüşoğlu wants to reach a phenomenon of experience that will not break 

the connection with "life" based on ontological principles by stating that 

experience is a certain dynamic (activity) and not a passive one. It should also be 

stated that the distinction between the concept of "life" and the concept of "life", 

which appears as the field of assets that provides the conditions of existence, 

which Mengüşoğlu draws attention with an insistent demand is to be observed. 

Only at this point, life appears not as a psychic entity field, but as a holistic entity 

field of the ontological-epistemological-exotic-aesthetic-political-ethical 

structure. Dealing with life in a way that does not respect integrity will mean to 

include it in either the concrete field of either gnoseology or modern science, 

 
12 Comp. Husserl 1997. 
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which will lead to ignoring the "other" possibilities of being by favoring one over 

the other under the conditions of the existence of knowledge or human being. On 

the other hand, Mengüşoğlu is also aware of the need to have a cautious approach 

in research on the fields for the sake of discovering the genuine phenomenon of 

experience, which will provide the mentioned unity structure to philosophy in the 

context of expressing the notion of experience in all fields and possessing the right 

to speak on it. In this sense, starting from the phenomenological attitude, 

Mengüşoğlu, who does not give away this phenomenological view and method in 

his studies takes into account the role they play in knowledge within the 

boundaries of the fields, and starts to understand what is happening in these 

boundaries. 

The reason for the research about what is happening in the field of boundaries 

is for the purpose of determining what responsibilities lie behind the boundaries 

and what kind of knowledge and experience phenomenon at the point of reaching 

a certain form of knowledge and experience to be formed. In this regard, 

Mengüşoğlu follows a similar phenomenological method in order to reveal the 

issue in his studies titled "Bilgi Fenomeninin Felsefi Antropoloji Bakımından 

Tahlili" (Mengüşoğlu 1955) and "Felsefi Antropoloji Bakımından Tecrübe 

Mefhumunun Tahlili" (Mengüşoğlu 1952). Mengüşoğlu, who started to 

investigate the phenomenon of experience on an anthropological basis, makes his 

research focus on the phenomenon of knowledge while attempting to analyze the 

phenomenon in philosophy, science and professional life. For this reason, the 

philosopher discusses what the phenomenon of knowledge contains in 

anthropological context by considering the understanding of the notion of 

knowledge of history, religion, science, psychology, which takes into account 

rational and empirical isms, and what the pragmatists understand on the basis of 

their issues. 

The aim of Mengüşoğlu in this study is to reveal the phenomenon itself by 

taking the responsibility of reaching the information that will provide the holistic 

structure that touches life, not a knowledge asserted with abstract categories of the 

knowledge claim of philosophical anthropology. As a matter of fact, the priority 

in the study is to analyze the phenomena of knowledge in other fields and to 

discuss the information constructions with their deficiencies. Therefore, the 

philosopher who always searches for the phenomenon of nature that will touch 

life in his philosophy, criticizes anthropology that takes into account the difference 

of nature and behavioral biology that examines the concrete existence that 

eliminates itself from the connection to be established with the conditions of 

existence (Mengüşoğlu 1955). 

If what we call knowledge will make itself visible through the connection 

that we establish with life-life and the world in general; it is understood that the 

phenomenon of experience has a priority over the phenomenon of knowledge. 

When we look at the history of thought, experience was either seen as the 
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cornerstone of knowledge by empiricists and tried to be placed on a gnoseological 

basis, or the experience was ignored and rationalists attempted to make philosophy 

by reducing it to mere ideas, a prioric forms, or it was argued that experience is 

included in the formation of knowledge and thought; a mediating explanation was 

tried to be made between empiricists and rationalists. If what we call knowledge 

will make itself visible through the connection we establish with life-life and the 

world in general, it is understood that the phenomenon of experience has a priority 

over the phenomenon of knowledge. However, Mengüşoğlu states that the 

understandings that came to the fore in the history of thought and became an ism 

in terms of fulfilling the required nature of knowledge and experience are 

mistaken. Empiricists regard human beings as "sense of sphere" and claim that all 

other senses13 are made of this experience, and they have made the experience 

absolute as the only reality (Mengüşoğlu 1952). On the other hand, considering 

that sense is derived from sensation, it should be understood from the term that 

human beings are generally convinced, not as a state of emotion. For example, 

sensation is used in the common brain to correspond to the sense perception center 

or common sense (Develioğlu 2006). In this sense, it should not be overlooked that 

sensation or sense can be mentioned in accordance with the rational. Rationalists 

claim that sense is a misleading source of information in reaching an authentic-

obvious information, and claimed that obtaining the information is due to logos 

or nous. The reason why the rationalists refuse sense as a source of information is 

"it separates us from one other" (Mengüşoğlu 1952). 

Mengüşoğlu, who proved this view with the understanding of Leibnez, draws 

attention to the argument that logos have the power to "unite us" (Mengüşoğlu 

1952). In this sense, the rationalists argue that the possibility of inter-subjectivity 

can only be overcome to the extent that the principles based on logos are provided. 

It is because the connection between logos and the Greek meta real entity (ta onta) 

is revealed by the belonging of ideas. It is understood that the philosophical 

conceptions created by Plato, who came to the fore with the thesis that there were 

the ideas hidden in the soul, and Aristotle, who argued that the forms of categories 

were equivalent to the forms of being, were the result of a philosophical path that 

reduces existence to logic with thought in the concept of "logosentric" existence 

that would come after them by allowing the "thinking" to disappear from the 

concrete living space in its responsibility to existence and to reveal the 

independence of the bond to be established between existence and thinking. 

Accordingly, the need for re-questioning the knowledge in life-science-science 

emerged. The separation (isolation) of human, being, and knowledge from the 

concrete living space led to the creation of a new understanding of knowledge and 

 
13 Hasse, as a term derived from the power of sensing (sensation), corresponds to the 

peculiar force, the state. Therefore, sensing may differ according to the five sense organs 

of the human being. For example, hasse-i rü'yet is the sense of vision power, hasse-i sem 

is the sense of hearing power, or hasse-i şemm is sniffing power. See, Develioğlu 2006. 
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existence through the discourse of rational-empirical traditions. 

The notion of knowledge that emerged in this logocentric and empirical 

tradition caused the emergence of the issue of subjectivity-objectivity as being and 

knowledge problematic in the theories of knowledge, and caused the subjectivity 

and objectivity that emerged from this problematic to be sacrificed on the basis of 

ideas to the existence or to the existence, and led to the emergence of dualism in 

philosophy. These theories of knowledge, in accordance with the spirit of modern 

science, are among other knowledge achievements; it  was extorted from the 

conditions of existence. With the isolation of the care that man will establish with 

his own existence, knowledge is left to the conditions of "consciousness" or within 

the limits of what is positus as to the measurability and calculability of reality 

(Mengüşoğlu 1955). In that case, in the course of philosophy, the relationship or 

the inconvenience to be established by the concept of experience has been placed 

either on a logical basis or on an empirical gnoseological sense basis, or on the 

basis of thinking and sense in Kant. 

According to Mengüşoğlu, this attitude regarding the source of information 

in the history of thought expresses the lack of connection that knowledge would 

establish with ontological foundations. The philosopher, who attributes this to the 

focal point of the subject or object in philosophy, states that in philosophies 

centering the subject, the field of existence loses its "existing by itself" character 

and that an independent field of existence disappears by making the existing 

subject dependent on the subject (Mengüşoğlu 1955).  This kind of view explains 

that an abstract anthropomorphic view legitimized by cartezianism constitutes its 

existence on an epistemological basis. In this respect, the knowledge provided by 

existing science, philosophy, art, religion and natural sciences is devoid of the 

sphere of values as the manifestation of the humanist conceptions brought into 

existence by the abstract anthropomorphic view. For example, even though the 

natural life science, which provides a wide range of information from birth to 

death, provides a deep study of the object, it creates a field of existence that is far 

from the phenomena that will provide human life concerns. Similarly, despite the 

fact a pragmatic understanding is set out with an understanding of knowledge, it 

serves sophism by not revealing a phenomenon that will serve life by following 

the notions of existence and life (Mengüşoğlu 1955). On the other hand, although 

there is an opinion that philosophies of life pursue knowledge that touches and 

connects with life, these philosophies show their conciliatory attitude at the point 

of "utility" in pragmatism by preferring to produce ideas about life rather than 

addressing the "nature" that is appreciated in "the entity itself", which should be 

the focal point.  

The philosopher, who continues his research in the notion of science and life 

that is waiting to be discovered, continues his way by investigating what kind of 

relationship is between science and life and whether the experience-knowledge 

sought is in the field of life. Considering the experience and knowledge criticism 
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taken in a gnoseological context, the fact that science consists of facts, not 

theories, can pave the way to the "state of affairs" thing that is sought after 

(Mengüşoğlu 1952). At this point, Mengüşoğlu who invites us to think about what 

we should understand from scientific experience rather than inquiring about what 

experience means for science, and in the explanation that science consists of facts, 

states that the notion of science is far from everyday concepts put forward by him. 

It is these phenomena that will lead scientist to be included in the experience. 

However, considering that science is the continuation of natural life, science does 

not isolate itself from life and phenomena. 

As it can be understood from the phenomena it has about life in the field of 

philosophy, science, which does not distinguish between sense and thinking, gains 

its meaning in the sense of experience in the sense of "experiment" with its 

investigations on facts and the results of these investigations (Mengüşoğlu 1952). 

Even though the acquired meaning attributes an active meaning to consciousness, 

the activity of consciousness is not based on its contents but on reasoning on what 

is being studied. As representatives of this view in the field of philosophy, 

positivists defined the real over the existing and attributed it to reality. This is the 

indication of the scientificization of science through facts.14 Every idea put 

forward in science is not random, it constitutes a field of existence based on 

measurability (Mengüşoğlu 1955).  

In fact, this is not based on a sensation, but on the empirical criterion of sense. 

While a scientist was analyzing the problem he detected, in order to understand 

the matter from a Descartesian Cartesian view by breaking the phenomenon into 

its smallest parts, s/he will add his experiences gained step by step into his/her 

research (Mengüşoğlu 1952). In this context, Mengüşoğlu, who stated that science 

would put human life into an order and order, pointed out that human beings owed 

a lot to scientific activity and drew attention to the fact that science was as 

destructive as the achievements it made in the continuation of human existence. 

On the other hand, the harm or positive attitude of science in human life is not the 

starting purpose of the research, but should be understood as its results. This is the 

categorical contrast in the sphere of life in which one has to walk side by side with 

the acquired knowledge (Mengüşoğlu 1955). Even though Mengüşoğlu chose for 

the empirical knowledge in his philosophical anthropology, he also stated that the 

science, which he understood other than the discourse of modernity, contained a 

meaning beyond the technical. At this point, the philosopher makes the following 

argument: “If science is regarded as a certain skill and resourcefulness, that is, the 

progress of our knowledge, which is subject to various phenomena, rather than a 

certain technique, it is imperative that human beings are involved in their research 

with their "integrity." However, it is, otherwise, not possible to accept any other 

scientific study; in this regard, non-qualitative subjective opinions cannot be put 

 
14 “…experiment is the passage of the natural observatory to the laboratory” (Mengüşoğlu 

1952). 
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forward with the studies of the sciences. It is because the subjectivism has limits 

as well” (Mengüşoğlu 1952). This sentence contains a thesis that sees the 

boundary of subjectivity as possible and declares that this possibility has a place 

for itself in the possibility of an "intersubjective agreement, as well as a thesis that 

intersubjectivity will bring along objectivity. At this point, the establishment of a 

common ground on which the subjects will agree together requires taking into 

account the departure from the discourse of the rationalist tradition, which is a 

prerequisite on the basis of a positivist-empiricist or a priority entity, which 

requires an ontic correlation. 

Therefore, as long as science does not sacrifice the particular for the 

universal, it should get its share from the view that will emerge from the integrity 

of the common cores that will be shared with other beings in life. However, when 

we pay attention to the missing parts of the science in terms of investigating the 

notion of authentic knowledge and experience regarding phenomenology, we will 

have to say that even though the phenomena we are looking for are engaged in 

science, they are not included in this area. Supporting this argument, Mengüşoğlu 

says that "philosophical knowledge is more responsible than scientific 

knowledge" (Mengüşoğlu 1955). Considering that the responsible corresponds to 

what is being questioned, the problem in the philosophy that is questioned and 

that faces us spreads to the issue of taking the responsibility of scientific 

knowledge. Even though scientific knowledge does not abandon the problems it 

points to, it accepts axioms and theories without question.15 The field of 

philosophy, on the other hand, shares the issues of scientific knowledge and 

conducts its research by penetrating them personally. So much so that even though 

scientific knowledge is put into research with an aspect of existence, philosophy 

takes into account the whole of existence. In this respect, philosophy bases its 

knowledge by taking into account the daily life and the deeds of natural life, which 

scientific knowledge does not take into account. The philosophy, which 

investigates what the place and value of the human being among the other beings 

are in relation to how he lives in the cosmos and how he should live, problematizes 

life by addressing his existence in the world with the issues of meaning-death and 

immortality with his investigation of the origin (Mengüşoğlu 1952). The place 

where the principles and structures that contain "consciousness" in the nature of 

the finite existence structure of man are discussed is again in philosophy. While 

investigating the nature of philosophy, Mengüşoğlu also pointed out that truth was 

on an undisclosed basis by making the notion of life the center of focus, compared 

to the fact that metaphysics of existence disguised truth as an unchangeable eternal 

and geometric necessity: “On the contrary, human beings restrain scientific 

knowledge by revealing that error and truth are side by side in his knowledge and 

that error has only been eliminated in time and throughout history” (Mengüşoğlu 

 
15Comp. “It is because the scientist does not always account for the notions s/he uses.” 

See.  Mengüşoğlu 1952. 
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1955). In that case, philosophy explores existence in consciousness with a 

phenomenological perspective by creating a different kind of thinking possibility, 

contrary to the science that is host to the understandings of a homogeneous 

existence-knowledge. Because phenomenology is the study of consciousness that 

takes into account the "intuition" in which the entity wanders in a disguised dress. 

With the knowledge provided by the phenomenological view, human beings 

gain not only a reflective intuition, but also an awareness of language and 

historicity by taking the responsibility of history with his own individual view, 

which establishes the bond to be established with the world by penetrating the 

cosmos with great caution (Mengüşoğlu 1952). This kind of knowledge will only 

emerge from a philosophical anthropological experience knowledge based on 

ontological principles. A philosophical anthropology based on ontological 

principles owes a lot to phenomenology, which makes new ontologies visible by 

eliminating the distance between science and philosophy that emerged with Hegel.  

 The phenomenological call to return to the true nature of the entity was the 

turning point in the birth of anthropology based on the ontological foundations. 

With this breaking point that phenomenology created in philosophy, the 

understanding that saw history as the philosophy of the field of existence passed 

from the understanding of history as the ontology of the field of existence to the 

philosophy of history. What strikes attention at this point is the expression of the 

philosophy of natural science, not the expression of the philosophy of natural 

sciences (Mengüşoğlu 1959). In this respect, we understand that Mengüşoğlu, 

who was inspired by the Hartmann tradition, prefers science to science and wanted 

to examine the place of science in nature. This transition of the 20th century, which 

tried to establish existence in a possible structure, led to the provision of the 

necessary materials for the foundation of philosophical anthropology. In this 

caution, the fact that questions about the holistic place of existence in relation to 

the structure of human existence of time are brought to the agenda for the first 

time is crucial in considering human philosophy as a philosophical discipline. 

It is understood that the philosophical anthropology, which treats the human 

as a whole, analyzes the phenomena and achievements of human beings, as well 

as investigating the opposing phenomena in concrete human and animal, which 

do not take place in a spiritual or bodily structure, as Scheler suggests.16 

Philosophical anthropology, then, takes root in the successes and phenomena that 

appear in the structure of concrete human existence. In this sense, the human that 

this anthropology takes on its philosophical path appears as a bio-psycho-socio-

cultural and historical entity. Mengüşoğlu's philosophical understanding of 

anthropology, which is expressed as an ontology-based human philosophy, carries 

 
16 Mengüşoğlu states that Scheler states that he terms the postulate, which distinguishes 

humans from animals and creates its difference in nature Geist, and that there are acts in 

Geist that will establish a connection with the world apart from the psychic functions. See. 

Mengüşoğlu 1959. 
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the traces of phenomenological patterns. There is a fundamental link between 

phenomenology and philosophical anthropology in this thought. However, this 

deep-rooted connection manifests itself with all its clarity in the phenomenology 

that operates with the new ontology developed by Hartmann, who set out from 

Husserl's phenomenology, even though it is understood with "implications" in 

Husserl's transcendental phenomenology. Even though Husserl's transcendental 

phenomenology had an ontological nature, his methodology based on a precise 

method and his epistemology emerging in the horizon of this methodological 

understanding also led to the focus of the subject. In this respect, the conscious 

experience capacity of the subject led to the theming of the human phenomenon 

by causing a new interpretation of the world to be constructed with the bounding 

elements in terms of logic. On the other hand, considering that phenomenology 

intersects the concrete human thought and nexus point from time to time just for 

the sake of reaching the self (absolute self) and the nature of things, it is 

remarkable that anthropology, which will establish the bond to be established with 

this concrete entity, makes itself visible in the history of thought. 

In the conference titled "Phenomenology and Anthropology", which Husserl 

gave in Berlin in 1931, he discussed the tendency towards philosophical 

anthropology in Germany at that time. With this conference, Husserl discussed 

once again the transcendental phenomenology against anthropology and the 

phenomenological epoch that was the method of this philosophy-science 

discipline. However, even though the issue that emerges in the relationship 

between consciousness and life was not resolved in this conference, it was the 

source of the experience of overcoming the issue of intersubjectivity in "Ideen I" 

and "Ideen II.” Even though Husserl's remarkable style is not as open as 

Hartmann, considering its implications, it is possible to infer that every 

transcendental self in intersubjectivity is necessarily revealed in the world as a 

human; in other words, it is possible to infer the understanding that every human 

has a transcendental self that s/he carries within him/herself. However, the ego 

that is put forward here is not as a part or layer of the soul, but the openness of the 

"transcendental ego" through phenomenological self-reflection. In this context, it 

is clear that there is an explanation of an earthly anthropological human 

conception in the transcendental me. Therefore, the positioning of human on this 

phenomenological basis is made visible not as a body or a layer of the soul, but 

by the self-reflection of the attitude that makes human beings human (Orth 2019). 

Accordingly, when the phenomenological analyzes in Husserl's phenomenology 

are taken into consideration, it is understood that concrete human being is 

compatible with the transcendental structure of his existence as a worldly being. 

Orth's inference in this sense is that Husserl's phenomenology is a science that 

establishes the universality of man. Therefore, due to Husserl's approach to 

philosophy as a scientist, the construction of philosophy as a universal precise 

science also carries the explanation that this philosophy is a human science. For 
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this reason, the achievements of human beings are clearly seen in the 

achievements of natural science. As a matter of fact, referring to Orth Husserl's 

statement, "it is not natural science that leads to philosophical depths, but human 

sciences; because philosophical depths are the ultimate depths of existence”, he 

tries to justify his argument that phenomenology has an anthropological basis 

(Orth 2019). It is understood that Husserl's study on what the position of the 

transcendental subject is, even though there was no concern of creating a human 

philosophy or a philosophical anthropology at the basis of the transcendental 

phenomenology, and it was concluded that the issues encountered in this study 

(intersubjectivity, ego factuality, consciousness-world issue) contained 

philosophical anthropological forms. 

The consciousness itself that emerges from the researches on the certain 

issues that cause us to make this inference is that it is worldly (Weltlichkeit). 

Consciousness, as an entity structure based on existence-within-the-world, both 

with its epokhe, which is a human-specific "power", and its intentional relation to 

something always means the world, other consciousness; one has to take into 

account the "life" in which consciousness is available. In this respect, the life of 

consciousness is the earthliness of the interconnection of the elements in the noetic 

field and the objective differentiation between the immanent life of consciousness 

and the noemata. In contrast to this philosophical attitude that appeared in 

Husserl's phenomenology, Mengüşoğlu criticized his phenomenological view and 

the human understanding that emerged from it. Husserl and the phenomenologists 

who followed him, by investigating the immanent quality of nature, led to the 

formation of a method that would emerge in a narrow scope. Even though Husserl 

stated that he moved from the phenomenon with the call to "let us return to the 

phenomena themselves", according to Mengüşoğlu, Husserl ignored the 

transcendent side of the phenomenon focused on the immanent side of the 

phenomenon: “That is why Husserl's phenomenology was called analysis of the 

acts." However, these are not transcendent, but immanent acts” (Mengüşoğlu 

1976). The fact that phenomenology deals only with the immanent side of the 

phenomenon causes the metaphysical side of entity to be ignored and the meaning 

of the notion of knowledge to be realized and the truth to be lost. However, entity 

cannot be built on a core based on the description of the phenomenon as a doctrine 

of nature.  

The possibility of knowledge will only catch its possibility by taking into 

account the "transcendent act" depending on the immanent nature of the being. 

The transcendent act requires the consideration of the relationship established 

with reality beyond gnoseology by investigating the ontological, psychic and 

logical structure of the act of knowledge of the being that connects the object and 

the subject (Mengüşoğlu 1976). This is because the meaning of the nature of the 

essential phenomenon can be clarified by observing the holistic value of the entity. 

In this sense, it is understood that Mengüşoğlu separated from Husserl's doctrine 
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of nature and established the basic material in the structure of his philosophical 

anthropology with Hartmann's real ontology: "It is because the nature can be 

obtained from everything that is real” (Mengüşoğlu 1976). In this way, 

Mengüşoğlu focuses on the phenomenon itself and states that the evaluation of the 

human being together with the immanent and transcendent existence structure can 

be evident by taking it together with the conditions of existence that appear as the 

condition of existence. Therefore, human consciousness makes the mistake of 

treating the phenomenon as a phenomenon. It is possible to overcome this 

delusion by taking a conscious attitude that will take place based on the conditions 

of existence when human existence is concerned. In this sense, Mengüşoğlu tries 

to clarify the human issue in his study titled "İnsan Felsefesi" (Mengüşoğlu 2015). 

In the first book of the work, which is divided into two books, he attempted to 

analyze the seventeen modes of existence of human beings by considering the way 

of being and qualifications of human beings together with existing theories. In the 

second book of the work, under the title of human and animal, world and 

environment, the holistic meanings of the concrete existence styles of both beings 

and the emergence structures of human and animal existence in the world and the 

surrounding area were dealt with by investigating what the phenomena that would 

create contradiction to each other. 

According to Mengüşoğlu, studies dealing with human beings in the history 

of thought and natural sciences ignored the holistic value of human existence by 

breaking down the existence of this phenomenon in their studies. However, human 

beings should be evaluated as a whole with their body, soul, sociality, life, 

historicity, language, culture, belief, knowledge, emotions, perception, and their 

reality in the specified areas of existence should be taken into consideration, and 

the different aspects of the existence of other beings should be revealed.  

It is clearly understood that Mengüşoğlu stated that the understandings that 

were obliged to investigate the human issue caused the destruction of the holistic 

value by breaking down the human existence. In this regard, the philosopher stated 

that Kant and Scheler's human theories constituted a dualist understanding, but 

they also revealed a problem area for research on human existence (Gürdal 2020). 

According to Mengüşoğlu, Kant and Scheler kept human beings connected to the 

laws of nature, arguing that man was an autonomous being and positioned him/her 

in two opposite entities. This understanding laid the groundwork for the 

philosophical anthropology to be built by making it impossible to justify the 

ontological and biological entity structure of human existence (Mengüşoğlu 

1969). For this reason, Mengüşoğlu's philosophical anthropology carries the 

legacy of Hartmann, Kant and Scheler along with the points he criticizes. 

According to the philosopher, Scheler established the foundational structures 

necessary for philosophical anthropology to become a philosophical discipline, as 

well as forming the first theory about human existence (Mengüşoğlu 1969). 

Based on this understanding, Mengüşoğlu's attempt to answer the apparent 
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nature of the concrete existence of human beings as a whole carries the 

philosopher to a distinct place from the view of human existence isolated from the 

world that emerges in Husserl's transcendental idealism. The holistic concrete 

existence of man can only dwell in a place in the world where his/her actions take 

place in the realm of "life". The reason for this is that phenomena and 

achievements can only settle here as a condition of existence. Mengüşoğlu clearly 

stated that he based the idea of "conditions of existence" on Nietzsche in founding 

this understanding of conditions of existence (Mengüşoğlu 2015). The place 

where the conditions of existence, which we encounter as the carrier of human 

existence emerge is the place where human beings are encountered, and therefore, 

this is the area where the phenomena themselves are visible as well. 

The phenomenal value of considering the conditions of existence regarding 

human existence means eliminating the distinction between objectivity and 

subjectivity, and the consideration and evaluation of the relationship between 

humans and the world in various contexts. According to Mengüşoğlu, this 

understanding means being in the clarity of a thinking horizon other than the 

immanent ontology of Husserl's phenomenology. This is where the philosophical 

anthropology manifests in the "non-narrow phenomenological perspective". The 

movement of a human being from phenomena and achievements is to investigate 

the opposing phenomena in the totality of human-animal existence (Mengüşoğlu 

2015). This unity is not a Gestaltian or logical unity, but a unitary structure that 

examines the conditions of existence. In that case, the philosophical anthropology 

to be founded on the basis of ontological principles, acting with an ideal of taking 

the human as a living whole by relying only on phenomena, without giving any 

privileges to the modes of existence; and it is a philosophical discipline that 

determines the thinking horizon of the human existence to be realized regarding 

the human being, the existence, the cosmos, which reveals  (Mengüşoğlu 1969) 

the obligation of man to account for the phenomena at every moment. 

CONCLUSION  

Phenomenology, which made its name with Husserl in Europe, influenced 

philosophers such as Martin Heidegger, Emmanuel Levinas, Afred Schütz, Max 

Scheler, Karl Jaspers, Maurice Merleau-Ponty, Jean-Paul Sartre, Nicolai 

Hartmann, thus causing the emergence of new philosophical disciplines. This 

influence of phenomenology in Continental European thought also penetrated into 

Turkish thought and played an important role in the formation of the ontological 

anthropology of Mengüşoğlu, who is the guest of our study. The importance of 

the role that phenomenology plays in the history of thought stems from the 

criticisms of existence metaphysics that emerged in the classical philosophical 

tradition, as well as the criticism of positivism-naturalism, historicity, and 

psychology, which spread in thinking since the mid-19th century. This intellectual 

mobility in Western thought, especially with the Republic period, on the one hand, 

scientists and thinkers from Europe, on the other hand, students from Turkey to 
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Europe, accompanied by scientists and philosophers who will lead to the 

scientific-philosophical thoughts mobility in Turkey. Accordingly, 

phenomenology, which has spread to Turkish thought, has prepared the ground 

that will make the existence of possibility a focal point in the imagination of reality 

in terms of paving the way for the existence to the coincidental, by not making a 

pre-judgment with the issues it deals with. 

Consequently, the philosophy that established itself in an eclectic structure 

in Turkish philosophers showed itself as a thought that started with Husserl 

phenomenology in Mengüşoğlu but progressed along the lines of Hartmann and 

Scheler in the context of the development of phenomenology. Considering their 

philosophical understanding, it is the call to "let’s go back to the thing itself" that 

causes the four philosophers whose names have been mentioned to come together 

under the same roof. The call is the call to "start from the phenomena", not from 

the systems. In this sense, the initiator of philosophy is the action of returning to 

the phenomenon itself. The method can only be acquired by acting from the 

phenomenon. Even though philosophers adhere to this understanding, 

Mengüşoğlu criticized Husserl's understanding of knowledge, which he saw as the 

transcendent act itself, and placed both himself and Hartmann on a different 

sphere. On the other hand, according to Mengüşoğlu, who stated that 

phenomenologists entered an impasse within themselves, the thing called 

phenomenon was already transcendent (Mengüşoğlu 1976). For this reason, 

phenomenologists came to a deadlock because they took the phenomenon in a 

narrow context and try to imitate it. Thus, according to the Mengüşoğlu, 

phenomenology got stuck in idealism as seen in Husserl and the development of 

phenomenology stopped. Overcoming this stalemate in phenomenological 

thought was accomplished in the company of Hartmann, who set out to describe 

the phenomenon without separating the metaphysical and non-metaphysical side. 

For Mengüşoğlu, who entered through the door opened by Hartmann, 

phenomenology is important for understanding existence, human phenomenon, 

the world, other selves, life and life without falling into the danger of idealism. It 

is understood that despite Husserl's exclusion of the natural attitude on the way to 

the nature itself, Mengüşoğlu looked for the foundation of ontological knowledge 

in the natural world. The place of man is no longer in a guise squeezed into 

consciousness between categories or isms, but human beings are in the world. The 

world is a place where human beings take it as a home as a concrete entity; 

philosophy, on the other hand, is the field of thought that moves from the 

phenomenon itself, which does not alienate from world knowledge. With the "life" 

in this world promised by Mengüşoğlu, only human beings can turn their face to 

existence and ontology can make itself visible without distancing itself from 

science in this concrete structure of the world. 

In fact, in the light of this ontology, Mengüşoğlu built his philosophical 

anthropology that would conform to human phenomena. In this act of thought 
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based on construct, the philosopher paid attention to the transformation of the call 

to "return to the thing itself" into the call of "return to living-life" in the reality 

where the existence took root. 
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INTRODUCTION 

Leadership, which gains more importance day by day, is considered as a 

positive phenomenon that brings success in organizations. For this reason, leaders 

are generally considered as impressive individuals who have positive personality 

traits and superior skills that lead their organizations and followers to success with 

the policies they implement and make this success sustainable. However, although 

leadership has always been considered with positive aspects and leaders are 

thought to be individuals who impart positive traits and are always accepted by 

the society, leaders can have different levels of dysfunctional personality traits. 

These negative dysfunctional traits possessed by the leader are also described as 

the “dark side”. Because the personality structure of the leader has the potential to 

have a direct impact on the leader’s behavior, the leader exhibits narcissistic, 

compulsive and harassing behaviors within the organization as a reflection of 

these negative and dysfunctional personality traits. This situation is explained by 

the concept of “dark leadership” (Hogan and Hogan, 1997: 42), which reveals the 

“dark side” of leadership, as afore mentioned, and is expressed as “negative and 

dysfunctional qualities in the leader’s personality that affect the leader’s attitudes 

and decisions negatively”. 

Conger (1990: 43) states that negative factors have stronger effects on the 

employees when compared to the positive factors and he also states that the 

employees identify these effects by reflecting on their behavior within the 

organization. Therefore, these negative behaviors arising from the leader’s dark 

side, have an important effect on the silence of the employees in the organization. 

Employees who are exposed to negative behaviors such as coercion and bullying 

of the leader, think that expressing their opinions about the organization or work 
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is unnecessary and useless, and they believe that they will be the target of other 

negative consequences when they Express their opinions. Therefore, as a result of 

the behaviors that the leader displays around the negative aspects that reveal the 

dark side, the employees prefers to remain silent instead of expressing their ideas, 

information and opinions that may contribute to the organization’s success and/or 

making suggestions for organizational improvements and organizational 

problems. While the motivation, organizational commitment and trust of the 

employee who experiences silence decrease, the level of stress and dissatisfaction 

increase.  

In organizations operating in both the production and service sectors, 

manpower is largely utilized in producing/presenting goods/services. For this 

reason, the role of the human being has a great role in ensuring efficiency at the 

point of producing goods and in providing services and thus, in ensuring customer 

satisfaction. Therefore, it is very important to manage the human resource well in 

order to achieve the success of organizations. At this point, it is also important to 

provide organizational voices that express employees’ thoughts that may 

contribute to the success of the organization via their knowledge, skills or abilities. 

In this context the aim of this study is to investigate the relationship between 

managers’ dark leadership behaviors and organizational silences of employees in 

both production and service sectors. 

1.The Concept of Dark Leadership 

Leader is defined as an active person who has the ability to inspire people to 

achieve a certain goal, to persuade them to act, and to enable them to follow 

him/her (Koçel, 2015: 668). In general, leaders stand out with their virtuous and 

positive aspects due to these qualities (Tülemez and Halis, 2019: 962). For this 

reason, the societies are expected to make their employees and organizations 

successful via leaders who possess positive and virtuous characteristics (Ballı and 

Çakıcı, 2019: 88). On the other hand, contrary to what is thought, some leaders 

make the work and work environment unbearable for the employees and thus, 

create failures for the organizations (Başar, Sığrı and Basım, 2016: 66). These 

negative personality traits, which are negatively attributed in terms of established 

values accepted by such society, organizations and individuals, are also accepted 

as the “dark side” of leadership (Kesken and Ayyıldız, 2011: 2). Dark leadership 

studies are also concerned with this dark, undesirable and dysfunctional 

dimension in the personality of the leader. (Klaußner, 2012: 6; Honey and Honey, 

2017: 75). Even today, it is an undeniable fact that some leaders, cause difficult 

wounds to be repaired for societies and organizations (Kesken and Ayyıldız, 2011: 

2). In this sense, Adolph Hitler can constitute a good example.  

Benson and Hogan (2008: 12) emphasize that the dark personality traits that 

reveal the dark side of the leader will cause problems and poor performance in the 

long term, and it can even cause poisonous behavior that harms the ability of 

people in terms of working harmoniously and efficiently within the organization. 
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While the individuals, as the part of the societies feel comfortable and are not 

exposed to stress, they display positive behaviors and act in a controlled and 

conscious manner. Otherwise, they cannot hide the negative characteristics of 

their personalities and act in an unconscious negative manner (Ballı and Çakıcı, 

2019: 89). Leaders also suppress these dark features arising from the dark side of 

their personalities and try not to reflect them on their attitudes. However, when 

they are under stress, when their success levels are compromised and their defense 

mechanisms decrease, their dark features emerge and reflect on their behaviors 

(Ballı and Çakıcı, 2016: 169). 

The first attempt to explain the dark face of the leader was made by Conger 

(1990). In his study Conger (1990) stated that the superior qualifications that 

distinguish the leader from others, cause undesirable consequences for the 

organization and employees. He thinks that the three skills of the leader, which 

are strategic vision, communication and impression management, are effective in 

this. This is to say that, the leader makes the followers believe in his/her strategic 

vision thanks to the superior communication skills and superiority in impression 

management. On the other hand, when he/she fails to notice the mistakes in the 

vision, it causes some problems to occur (Başar et al., 2016: 66). 

McIntosh and Rima (1997: 28) define dark leadership as internal impulses, 

motivations, compulsions and functional impairments that lead people to success 

or have a diminishing effect on their achievements, and explain the emergence of 

the dark side of leadership within Maslow’s hierarchy of needs (McIntosh and 

Rima. 1997: 74). They emphasize that when the leaders’ needs and wishes are 

met, they can climb to the next level, otherwise they will reveal the dark aspects 

of their personality (Tuna, Konaklıoğlu and Kızanlıklı, 2010: 620). McIntosh and 

Rima describe the formation process of this dark side in the table below: 

Table 1: The Emergence Process of Dark Side 

Phase Main Theme Explanation 

1 Needs Emergence of Basic Needs 

2 Traumatic 

Experiences 

Satisfaction of some needs are under threat-

Result: Lost part in the pyramid  

3 Questioning of 

Existence 

The feeling of being unsuccessful in terms 

of unsatisfaction of a need-paying the debt 

in the adult phase via unhealthy behaviour  

4 Developing Dark 

Side 

The dark side that is developed as a result 

of the effect of the merger of needs, 

traumatic experiences and emotional debt.  

Source: McIntosh. and Rima, 1997.   
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The individual experiences traumatic experiences when the needs and wishes 

that come there are not met at the first stage and the individual experiences 

existential suspicion by evaluating this situation as a failure. This situation causes 

the dark side in the individual to move slowly (McIntosh and Rima, 1997: 80). 

McIntosh and Rima (1997), in their book titled “Overcoming the Dark Side 

of Leadership”, in which they examine the dark side in the personality of the 

leaders, argued that this dark side causes the leader to display a set of 

dysfunctional behaviors (Ballı, 2014: 164). They also examined the dysfunctional 

behavior caused by the dark direction in the leader’s personality, and identified 

different types of dark leadership by collecting these behaviors under five 

categories. These are narcissistic, compelling, paranoid, emotionally dependent 

and passive-aggressive leadership (Ballı and Ballı, 2019: 165). 

1.1. Narsistic Leadership 

The narcissist leader is the person who changes the needs, wishes and 

interests of the organization according to his/her selfish needs and beliefs 

(Rosenthal and Pittinsky, 2006: 629; Stein, 2013: 282). Such leaders are motivated 

to gain the respect of others and to have their superiority acknowledged by others 

(Gillaspie, 2009: 5). They constantly expect attention, respect, appreciation and 

approval (Sperry, 2003: 149). They behave aggressively and threateningly within 

the organization for anyone who does not respect them (Gillaspie, 2009: 10). 

Although they do not accept the negative criticism directed at them in any way, 

they perceive such criticism as an attack against their leadership authorities or 

their personalities (McIntosh and Rima, 1997: 116). Narcissistic leaders do not 

have a sense of trust against their subordinates. They think that only they know 

the truth of everything (Uygur and Ogretmanoglu, 2018: 352). 

The purpose of the narcissistic leader is to achieve fame, money, power, 

property and prestige. (McIntosh and Rima, 1997: 115). They always strive to 

demonstrate and acknowledge their superiority. In general, their interpersonal 

relationships are distorted as they see themselves as very valuable, unique 

individuals (Kesken and Ayyıldız, 2011: 214). In addition, they do not care about 

the goals of the organization and its followers, because they are fully focused on 

their own goals, but they can sacrifice others for their own purposes (Morf and 

Rhodewalt, 2001: 179). 

In short, narcissistic leaders do not hesitate to take any action, whether ethical 

or not, and do not question the correctness of the paths they pursue. They observe 

the people around them very well and decipher their weak points. If necessary, 

they do not refrain from using these weak points (Fatfouta, 2017: 2). 

1.2. Compelling Leadership 

Compelling leaders are defined as extremely persistent, perfectionist, and 

uncomfortably meticulous. Also, these leaders are fixed-minded and prescriptive. 

They are extremely insistent and strict about their work. They want to keep every 
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condition under control. The organization is also the most important place for 

them to control. For this reason, they do not let go of excessive control during the 

management and they pay attention to focus on the details for this purpose 

(McIntosh and Rima, 1997: 106). They often see themselves as excellent and 

genius in the field of management. They are extremely afraid that their lives or 

work will depend on the mercy of someone else or the course of events (Gillaspie, 

2009: 8). For this reason, compelling leaders who are extremely cautious do not 

allow naturalness and spontaneous events and do not include entertainment in 

their lives (Kesken, 2011: 3509). 

Another characteristic of compelling leaders is their excessively critical 

attitude and approach. They have a critical approach towards themselves as well 

as those around them and are persistent (Weaver and Yancy, 2010: 106). They are 

always in perfect behavior and attitude, as they aim to gain the appreciation of 

others by doing everything perfectly (McIntosh and Rima, 1997: 106). They tend 

to think that in order to achieve this perfection, everything must proceed according 

to a plan and nothing should go beyond this plan. Therefore, they take an 

oppressive attitude towards their employees and those around them. These 

oppressive behaviors direct employees to rebellion and thus, leaders turn into 

unsuccessful and ineffective leaders over time (Gillaspie, 2009: 8). In short, 

criticism and perfectionism are attempts to satisfy the leader’s own unhealthy 

needs, although they seem to be the qualities these leaders try to glorify (Kesken 

and Ayyıldız, 2011: 231). 

In summary, these kinds of leaders harm their employees and the 

organization, as they do not provide the necessity of being a social asset both for 

their employees and for themselves (Uygur and Gümüştekin, 2019: 2555). 

1.3. Paranoid Leadership 

The main features of paranoid leadership are being constantly in doubt, 

having difficulty in developing, managing and maintaining close relationships and 

being distant from those around them (Sperry, 2003: 193). Such leaders feel that 

everyone around them is unreliable and that they should always be prepared for 

any attack from their environment. For this reason, they attach importance to the 

hidden causes underlying the events and their “special” meanings. Paranoid 

leaders who have this opinion attribute different meanings to the behaviors of 

other members of the organization and those around them, and even assume that 

there are lies, cheating, and intrigue behind their behavior, and therefore they fear 

from everything and everyone (McIntosh and Rima, 1997: 123). 

Paranoid leaders generally take a hostile attitude towards their subordinates 

and see them as inadequate in all respects. For this reason, the basis of the 

relationship between leaders and subordinates is based on torment (Kesken and 

Ayyıldız, 2011: 171). 

Such leaders cannot tolerate a critical attitude towards themselves and 

perceive this as an attack against their leadership authorities (McIntosh and Rima, 
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1997: 123). This is due to the fact that leaders have thoughts that something harsh 

and hurt lies in the back of these criticisms. They act very cautiously in the 

decision-making phase due to their malicious evaluations and distrust of those 

around them as afore mentioned. Although they take the opinions of others in the 

decision making process, they make the final decisions themselves. At the same 

time, paranoid leaders display aggressive and hostile behaviors towards others in 

order to protect themselves against the feeling of insecurity (Gillaspie, 2009: 10). 

In this way, hostile behaviors of paranoid leaders create fear and anxiety, and 

cause employees not to share their creative and innovative ideas (Kesken and 

Ayyıldız, 2011: 172). 

1.4. Emotionally Dependent Leadership 

Another type of dark leadership determined by McIntosh and Rima, is 

emotionally dependent leader. Main characteristics of emotionally dependent 

leaders are as follows: they do not trust themselves; they need extreme 

compassion, they need a high level of advice from others, and finally their fear of 

using initiative (Ballı, 2014: 169). These leaders are often afraid of losing their 

support, not being accepted by others, or exclusion, and advocating their own 

opinions and views, especially those with whom they are addicted (Sperry, 2003: 

112). They act in harmony with this way of thinking to be accepted and approved 

by others and try to ensure the satisfaction of others. It is even seen that they are 

able to attempt some ethical or illegal activities in order to satisfy others 

(McIntosh and Rima, 1997: 134). 

Emotionally dependent leaders tend to personalize everything too much and 

perceive everything that is happening in their environment as humiliation and 

insult. Because of this tendency, it puts excessive pressure on subordinates and 

forces them to act very cautiously. This situation paves the way for the business 

environment to take on an extremely stressful environment (Kesken and Ayyıldız, 

2011: 243). As a result of the statements made, while emotionally dependent 

leaders create an uninhabitable environment for their employees in the 

organization, they also cause employees to become dysfunctional and inefficient 

(Uygur and Gümüştekin, 2019: 2555-2556). 

1.5. Passive Aggressive Leadership 

Passive aggressive leaders are characterized by implicit blocking, 

procrastination, ineffectiveness and stubbornness. They have a nervous, self-

interested and complaining nature. In addition to the ability to manipulate events, 

they may have sudden emotions and impulsive outcomes. Subordinates perceive 

the behaviors of passive-aggressive leaders as strange and variable (Gillaspie, 

2009: 3-14). 

Since these people resist passively to fulfill their routine social and 

professional duties, they often fail to complete the work they need to do on time. 

Sometimes they can do it deliberately and consciously, even though they face with 
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no obstacles. Although they never accept the consequences of these delays, they 

always make excuses. To blame others is also their biggest excuse (McIlduff and 

Coghlan, 2000: 717). 

Although there is no certainty in the decisions of passive-aggressive leaders, 

they are generally indecisive (Neilson, Pasternack and Van Nuys, 2005: 5). These 

leaders have a tendency to act thoughtlessly, get angry, show their anger and fight. 

Leaders may later regret at all because of their behavior (Gillaspie, 2009: 14). 

Leaders’ tides and indecision within the organization negatively affect the 

functioning and culture of the organization. This situation bothers and negatively 

affects the employees in the organization (Neilson et al., 2005: 7). 

In passive-aggressive leadership, subordinates encounter with the 

irresponsibility of the leader, who has a negative point of view towards them and 

display a jealous and hostile attitude towards the environment (Uygur and 

Gümüştekin, 2019: 2556). For this reason, it is almost impossible to initiate a 

positive change in organizational environments with passive aggressive leaders 

(Kesken and Ayyıldız, 2011: 245). 

2.The Concept of Organizational Silence 

When the concept of silence is evaluated at organizational level, the term 

“organizational silence” emerges (Ballı, 2014: 205).  

Organizational silence, which has recently become the subject of 

organizational behavior researches, is defined as the fact that employees do not 

consciously share their opinions, thoughts and suggestions about the 

behavioral/technical issues of the organization they work for, or remain silent in 

terms of improvement and development of the organization they work for. 

(Çakıcı, 2007: 147). Morison and Miliken (2000: 706), who used the concept of 

organizational silence for the first time, Express the term as a dangerous obstacle, 

a collective phenomenon, which obstructs organizational change and development 

and develops a pluralist organization. According to Bowen and Blackmon (2003: 

1393), organizational silence is “individuals’ voicing their opinions voluntarily in 

order to influence organizational movements” and they stated that this situation 

occurs when individuals do not freely participate in discussions or conversations 

about the organization. In another definition; it is defined as avoidance of written 

or verbal expression to people who can change or correct this situation about their 

cognitive, behavioral or emotional evaluation of the organizational conditions 

(Pinder and Harlos, 2001: 348). In short, organizational silence is defined as 

protecting ideas and concerns about organizational problems (Çakıcı, 2007: 146). 

In organizations, it is observed that employees prefer to remain silent for 

different reasons, although they want to be loud in communication by expressing 

their opinions and opinions on a subject (Bowen and Blackman, 2003: 1394; 

Premeaux, 2001: 1). This silence is not a sudden decision made by the employees. 

There are some reasons that lead them to be silent (Karadal, 2011: 372). One of 

these reasons is leaders’ attitudes towards employees and events. If the leaders do 
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not act in a supporting way and do not support open communication within the 

organization, the employees cannot express their opinions and thoughts about the 

situations that are beneficial (Kılıç, Keklik and Yıldız, 2014: 253). Based on the 

researches on silence, it is emphasized that the behavior of leaders is one of the 

main reasons affecting the individual’s preference to remain silent (Premeaux, 

2001: 13; Pinder and Harlos, 2001: 345; Milliken, Morrison and Hewlin, 2003: 

1467; Çakıcı, 2008: 130) . For this reason, in order to make the best use of human 

resources and to create an organizational climate that eliminates the concerns of 

the employees (Alparslan and Kayalar, 2012: 137), all the reasons/factors in the 

employees' organizational silence should be identified and prevented (Ballı and 

Çakıcı, 2016: 171). 

In the process of silence, the employee first adopts the attitude of being silent 

on any subject and then develops this attitude. Thus, the employee starts to remain 

silent on more issues over time and turns into an employee who does not want to 

express his/her thoughts on any subject related to the organization he/she is 

involved in (Bowen and Blackmon, 2003: 1395). Also, even if the situation started 

with an employee, it is transmitted to other workers like a disease and pushes them 

to silence. This situation, which means that the employee, who has knowledge and 

ideas about the problems encountered, remains silent, constitutes an extremely 

large risk factor for the organization (Premeaux and Bedeian, 2003: 1538). 

The concept of organizational silence is a very important situation as it has a 

strong influence on organizations (Morrison and Milliken 2000, 711; Donaghey, 

Cullinane, Dundon and Wilkinson, 2011: 52). In organizations where 

organizational silence is dominant, errors within the organization become 

undetectable due to silence and because these errors are not known, it hinders the 

processes that operate incorrectly to be corrected. This situation causes the errors 

to increase continuously (Milliken, Morrison and Hewlin, 2003: 1453-1454). 

Likewise, the strategic decision-making process in organizations is negatively 

affected by organizational silence. Because of the silence within the organization, 

the unilateral perspective dominates the organization rather than the multi-faceted 

perspective. Unfortunately, since a one-way perspective is not successful in a 

decision that affects and makes the organization, this situation also causes the 

organization to fail (Alparslan and Kayalar, 2012: 143.). 

When literature review about the types of organizational silence is made, it 

is seen that it is divided into three as acceptive, defensive and protective silence. 

(Van Dyne, Ang and Botero, 2003: 1359; Pinder and Harlos, 2001: 331-369; 

Çakıcı, 2008: 187). 

 

 

 

 

 



700 

 
 

Table 2: The Classification of Silence Types and Related Examples  

Type of Behaviour: 

 
Motives of Employees 

Silence: 

Hiding the knowledge, emotions and feelings 

related to job consciously  

Ignorance 

The feeling of not creating 

difference in terms of giving up 

behaviour  

Acceptive Silence Examples:  

• Hiding the ideas based on giving up  

• Low level of self-competency in 

terms of change  

Defending Themselves 

The fear of being under risk 

individually based on fear  

 

Defensive Silence Examples: 

• Hiding the information related to 

problems because of fear  

• Ignoring the realities in order to 

protect themselves   

Behaviours Towards Others  

The feeling of colloboration 

based on colloboration 

 

Protective Silence Examples:  

• Hiding the information related to 

organization in order to keep the 

cooperation  

• Protecting the information related to 

organization in order to protect the 

organization 

Van Dyne vd., (2003). Conceptualizing Employee Silence and Employee Voice 

as Multidimensional Constructs, Journal of Management Studies, 40 (6), 1363. 

 

2.1. Acceptive Silence 

Acceptive silence is defined as employees’ conscious silence in the face of 

events within the organization via leaving themselves out (Gül and Özcan, 2011: 

112), not accepting any situation and not expressing their thoughts and opinions. 

The employee in the accepting silence does not believe that voice will not make 

any change in the organization (Karacaoğlu and Cingöz, 2009: 701). 

Realizing that the employees cannot control their environment and situation 

according to their previous experiences, they become indifferent to the issues and 

problems related to the organization they are involved in and the work they 

perform, and act with an acceptive understanding (Taşkıran, 2010: 104). 

Therefore, in organizations where acceptive silence prevails, the idea of “it comes 

and goes like this” is at the forefront (Karacaoğlu and Küçükköylü, 2015: 402). 

Employees displaying accepted silence behavior are pleased with the existing 

organizational situation, but are not very aware of alternative exit routes. 

However, when faced with an unfair situation, they do not seek out ways or ignore 

the appropriate ones (Pinder and Harlos, 2001: 349). Employees feel worthless 

and inadequate, and when the employee feels inadequate, it may result in uniform 

employee shaping according to the decisions and norms made in the organization 
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(Alparslan and Kayalar 2012, 138). Although the employees in the acceptive 

silence are reluctant and unconscious for change, these employees have almost no 

hope for both personal and organizational development (Pinder and Harlos, 2001: 

350). 

In summary, individuals who have this type of silence have lose their hopes 

for organizational development, and even if they have ideas to improve the 

organization, they prefer to keep these ideas to themselves. These employees are 

low motivated, less conscious about change and not prepared for change in any 

way (Demir, 2019: 77). 

2.2. Defensive Silence  

In this type of silence, employees do not deliberately express their opinions 

and views as a result of their fear of what may happen if they speak (Milliken and 

Morrison, 2000: 712; Pinder and Harlos, 2001: 335). This behavior pattern of the 

employees is designed to protect themselves from external threats with a proactive 

and conscious behavior (Akan and Oran, 2017: 50). The employee who accepts 

this type of silence is aware of the fact that there are ideas and decision 

alternatives, but thinks that it is risky to express them and therefore consciously 

hides them. Based on this, Van Dyne et al. (2003: 1367) defined the fact as that 

employees do not express their feelings, thoughts, information and opinions for 

protecting themselves from threats that may occur based on fear (Ballı, 2014: 210; 

Alparslan and Kayalar, 2012: 141; Çavuş, Develi & Sarıoğlu, 2015: 15; 

Çavuşoğlu & Köse, 2016: 118). Consequently, silence is based on the fact that the 

employee believes that it may lead to negative results by bringing an issue to the 

agenda and does not consider the possible results (Göksel & Güneş, 2017: 809). 

2.3. Protective Silence  

Protective silence is defined as silence for the benefit of the organization or 

positive social silence (Balli, 2014: 210) and it was developed by Van Dyne et al. 

(2003). Van Dyne and others expressed protectionist silence as “individuals’ 

hiding their views, thoughts, and opinions on any issue in order to benefit their 

own organization or other individuals within the organization, for reasons of 

thinking about other individuals or for collaborative reasons”. In this context, 

protective silence involves thinking and awareness of alternatives, and therefore 

it appears as a conscious decision that requires hiding opinions, information and 

ideas (Van Dyne et al., 2003: 1368). For example; the individual may not give an 

adverse opinion in order not to disturb the fusion between colleagues within the 

organization, or choose to remain silent and not talk about the professional 

disability of their friends in the organization (Tayfun and Çatır, 2013: 117). In 

other words, this type of silence appears with the aim of protecting others rather 

than protecting itself. There is a proactive hiding of information in both of the 

similar points of protection for silence (Yalçın, 2017: 13). 

Although there is a situation under the silence behavior for the benefit of the 
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organization and its colleagues; it also has some dark sides (Knol and Dick, 2013: 

351). Employees who have adopted protective silence feel strongly connected to 

their organization and other people within the organization and may exhibit 

unethical behavior in order to protect their friends with this affection and not give 

out information to be used against the organization to protect the organization 

(Taşkıran, 2010: 81). Besides these dark sides, there are also positive sides. In this 

silence type, the employees protect the confidential information belonging to the 

organization that can be used against the organization by hiding it from people 

outside the organization (Çakıcı, 2010: 34). Likewise, in some cases, they may 

not express their opinions in order to protect their friends’ secrets (Durak, 2014: 

93). 

In summary, this type of silence appears as the concealment of information 

and thoughts about the business/organization/employees in cooperation and 

sacrifice in order to benefit the society, the organization and the members of the 

organization. In this attitude, which is taken by considering other people, there is 

the thought of consciously paying attention to the interests of the organization and 

other people (Dinçer, 2017: 38). 

3. Researches on the Relationship Between Dark Leadership and 

Organizational Silence  

When both national and international literature are examined, it is seen that 

there is very little research on the organizational consequences of dark leadership. 

In fact, there are fewer studies examining the organizational consequences of dark 

leadership in the international literature than in the national literature. In this 

context, when studies on dark leadership and organizational silence are examined, 

it is seen that studies examining the relationship between the two concepts are 

almost nonexistent.  

In the national literature, only one study shows that the relationship between 

dark leadership and organizational silence has been investigated. In the 

international literature, although there are studies examining the dark leadership 

issue, no research investigating the relationship between these two concepts has 

been found. For this reason, in this section, studies dealing with the dark 

leadership issue with different variables are also included. 

In the study conducted by Gillaspie (2019), the relationship between dark 

leadership types and the organizational commitment of employees and their 

tendency to quit was investigated. In the research, data from 80 employees 

working in a weaving mill in the USA were collected using a survey method. 

According to the research result; it was found that dark leadership dimensions 

were negatively correlated with the organizational commitment of employees both 

individually and in total, and positively correlated with the tendency of employees 

to quit. 

Weaver and Yancey (2010) selected 80 people working in a medium-sized 

manufacturing firm as the sample in their study, in which they investigated the 
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effect of dark leadership on organizational commitment and intention to quit. A 

negative relationship was found between the 5 dimensions of dark leadership and 

the emotional commitment of employees to the organization, while a positive 

relationship was found between dark leadership and employees’ tendency to 

leave. 

Moscoso and Salgado (2004) collected data from 85 managers of companies 

operating in different sectors in Spain and asked them to evaluate themselves, in 

their study that is conducted to examine the relationship between personality 

disorders that are parallel the dark leadership trends and the leader’s job 

performance. In the study, it was concluded that there is a relationship between 

personality disorders that parallel to dark leadership tendencies and the leader’s 

job performance, and this performance is also negative. 

When it comes to national studies, in the research conducted by Ballı and 

Çakıcı (2016), whether or not dark leadership has an impact on the organizational 

commitment and organizational silence behavior of employees, if any, the 

direction and degree of this impact were examined. In this study, which consists 

of hotel staff as the sample, the relational screening model has been adopted and 

the data has been collected through the survey method. As a result of the research, 

it was determined that there was a moderate negative relationship between dark 

leadership and organizational commitment, while a low level of positive 

relationship was found between dark leadership and organizational silence. In 

addition, it was concluded that there is a positive relationship between dark 

leadership and protective silence, defensive silence and acceptive silence. The 

most common finding is as dark leadership increases, organizational silence of 

employees increases and organizational commitment decreases. 

Zengin (2019), on the other hand, examined the effect of the dark aspects, 

which are expressed as the negative behaviors of the leaders, on the voice status 

of the employees and job satisfaction in the organization. Data were obtained from 

the 540 teachers working in primary and secondary education institutions 

affiliated to the Kağızman District Directorate of National Education with a 

survey technique. According to the findings obtained from the research, dark 

leadership behavior has a low, significant and negative effect on organizational 

voices and job satisfaction. 

4. Methodology 

The aim of this study is to examine the relationship between dark leadership 

and organizational silence on sector basis. In this context, the sample of the study 

consists of the employees of 3 service sector organizations (hotels) and the 

employees of 3 production sector organizations (textile) in Bursa. The findings 

obtained from the study are generalized to all employees of the two sectors. A 

questionnaire form consisting of 3 parts was used as the data collection tool and 

the forms were delivered via hand as hardcopies. In the first section of the 

questionnaire there are demographical questions. In the second section, there is 
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Dark Leadership Scale, which is developed by Gillaspie (2009) with 5 dimensions 

and in the third section there is Organizational Silence Scale, which is developed 

by Van Dyne and his friends (2003). A total of 350 questionnaires were delivered 

and 210 feedbacks were received. The data obtained were analyzed using SPSS 

22.0 package program. 

4.1. Demographical Findings 

According to demographical findings, 129 (61,4%) participants are women 

and 81 (38,6%) participants are men. As for age groups, 30 (14,3%) participants 

are among 18-25 age group, 66 (31,4%) participants are among 26-34 age group, 

85 (40,5%) participants are among 35-44 age group, 25 (11,9%) participants are 

45-54 age group and 4 (1,9%) participants are among 55+ age group.  46 (21,9%) 

participants have 1-5 years work experience, 60 (28,6%) participants have 6-10 

years experience, 69 (32,9%) participants have 11-15 years experience, 22 

(10,5%) participants have 16-20 years experience, 8 (3,8%) participants have 21-

25 years experience and 5 (2,4%) participants have 26+ years work experience. 

21 (10,0%) participants have high school degree, 29 (13,8%) participants have 

associate’s degree, 134 (63,8%) participants have undergraduate degree and 26 

(12,4%) participants have post-graduate degree. As for sector, 97 (46,2%) 

participants work in service sector and 113 (53,8) participants work in production 

sector.  

4.2. Reliability Analysis 

The cronbach's alpha value of the Organizational Silence Scale is 0.819 and 

the cronbach's alpha value of Dark Leadership Scale is 0.807 (Table 3). 

Table 3: Cronbach’s Alpha Values of the Scales 

Scale Cronbach’s Alpha Value Number of Items 

Organizational Silence ,819 15 

Dark Leadership ,807 25 

4.3. Factor Analysis 

According to the factor analysis (Table 4), Organizational Silence has two 

dimensions. These dimensions are labelled as Self-Defensive and Corporate-

Defensive. The self-defensive dimension explains the organizational commitment 

scale with a percentage of 45,416 and corporate-defensive dimension with a 

percentage of 33,293. The cumulative percentage of all dimensions is 78,709%. 
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Table 4: Total Variance Explained 

Component 

Loaded Sum of Squares Rotated Sum of Squares 

Total 

% 

Variance 

Cumulative 

% Total 

% 

Variance 

Cumulative 

% 

1 4,548 50,532 50,532 4,087 45,416 45,416 

2 2,536 28,178 78,709 2,996 33,293 78,709 
 

On the other hand, it is seen that the Dark Leadership Scale is gathered under 

two dimensions too (Table 5). These dimensions are labelled as Positive and 

Negative. The self-defensive dimension explains the organizational commitment 

scale with a percentage of 39,652 and corporate-defensive dimension with a 

percentage of 15,525. The cumulative percentage of all dimensions is 55,177%. 

Table 5: Dark Leadership Total Variance Explained 

Component 

Loaded Sum of Squares Rotated Sum of Squares 

Total 

% 

Variance 

Cumulative 

% Total 

% 

Variance 

Cumulative 

% 

1 4,375 39,769 39,769 4,362 39,652 39,652 

2 1,695 15,408 55,177 1,708 15,525 55,177 

4.4. Hypothesis 

H0: There is no statistically significant relationship between Organizational 

Silence and Dark Leadership in production and service sectors. 

H1: There is a statistically significant relationship between Organizational Silence 

and Dark Leadership in production and service sectors h1: µ1> µ2 

H2: There is a statistically significant relationship between Corporate-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in production 

sector h2: µ1> µ2 

H3: There is a statistically significant relationship between Corporate-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in service 

sector h3: µ1> µ2 

H4: There is a statistically significant relationship between Self-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in production 

sector h2: µ1> µ2 

H5: There is a statistically significant relationship between Self-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in service 

sector h3: µ1> µ2 

4.5. Regression Findings Related to Hypothesis 

H1: There is a statistically significant relationship between Organizational Silence 

and Dark Leadership in production and service sectors h1: µ1> µ2 
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According to the model summary table of the hypothesis, the independent variable 

Dark Leadership, has a regression value of 8.2% on Organizational Silence (Table 

6) in production sector and has a regression value of 26.5% on Organizational 

Silence in service sector (Table 7). 

Table 6: Model Summary 

Phase R R2 

Adjusted 

R2 

Standard 

Deviation 

1 ,287a ,082 ,074 4,94004 
 

Table 7: Model Summary 

Phase R R2 

Adjusted 

R2 

Standard 

Deviation 

1 ,514a ,265 ,257 3,19688 

 

When the ANOVA values of the model for Organizational Silence in production 

sector are analyzed (Table 8), it is seen that the F value is statistically significant 

at the first phase. p <.001. (F209-2 = 9.302). 
 

Table 8: ANOVA Values 

Phase 

Sum of 

Squares df 

Sum of 

Averages F p 

1 Regression Value 453,993 2 226,997 9,302 ,000b 

Residual 5051,630 207 24,404 
  

Total 5505,624 209 
   

 

When the ANOVA values of the model for Organizational Silence in service 

sector are analyzed (Table 9), it is seen that the F value is statistically significant 

at the first phase. p <.001. (F209-2 = 37.228). 

Table 9: ANOVA Values 

Phase 

Sum of 

Squares df 

Sum of 

Averages F p 

1 Regression 

Value 

760,950 2 380,475 37,228 ,000b 

Residual 2115,545 207 10,220 
  

Total 2876,495 209 
   

 

There is a statistically significant relationship between Organizational 

Silence and Dark Leadership in production sector (p < ,01). If Organizational 

Silence increases one unit, Positive Leadership decreases ,287 units (Table 10). 
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On the other hand, there is not a statistically significant relationship between 

Organizational Silence and Negative leadership in production sector (p> ,01). 

Table 10: Coefficients 

Phase 

Unstandardized 

Coefficients 

Standardized 

Coefficients  

t p B 

Standard 

Deviation Beta 

1 (Organizational 

Silence) 

15,630 1,841 
 

8,488 ,000 

Positive 

Leadership 

,223 ,052 ,287 4,273 ,000 

Negative 

Leadership 

-,201 ,173 -,078 -1,163 ,246 

Dependent Variable: Organizational Silence 
 

There is a statistically significant relationship between Organizational 

Silence and Dark Leadership in service sector (p <, 01). If Organizational Silence 

increases one unit, Dark Leadership decreases ,515 units (Table 11). On the other 

hand, there is not a statistically significant relationship between Organizational 

Silence and Negative leadership in service sector (p> ,01). 

Table 11: Coefficients 

Phase 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t p B 

Standard 

Deviation Beta 

1 (Organizational 

Silence) 

15,775 1,192 
 

13,238 ,000 

Positive 

Leadership 

-,289 ,034 -,515 -8,559 ,000 

Negative 

Leadership  

,008 ,112 ,004 ,075 ,941 

Dependent Variable: Organizational Silence 

Therefore,  

h1: There is a statistically significant relationship between Organizational Silence 

and Dark Leadership in production and service sectors 

is accepted. 
 

H2: There is a statistically significant relationship between Corporate-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in production 

sector h2: µ1> µ2 
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According to the model summary table of the hypothesis (Table 12), the 

independent variable Dark Leadership, has a regression value of 12.0% on 

Corporate-Defensive Organizational Silence. 

Table 12: Model Summary 

Phase R R2 Adjusted R2 Standard Deviation 

1 ,346a ,120 ,104 4,53498 

 

When the ANOVA values of the model are analyzed (Table 13), it is seen that the 

F value is statistically significant at the first phase. p <.001. (F110-2 = 7.476). 

Table 13: ANOVA Values 

Phase 

Sum of 

Squares df 

Sum of 

Averages F p 

1 Regression Value 307,490 2 153,745 7,476 ,001 

Residual 2262,262 110 20,566   

Total 2569,752 112    
 

There is a statistically significant relationship between Corporate-Defensive 

Organizational Silence and Positive Leadership (p <, 01). If Corporate-Defensive 

Organizational Silence increases one unit, Positive Leadership increases ,294 

units. On the other hand, it is seen that there is not a statistically significant 

relationship between Corporate-Defensive Organizational Silence and Negative 

Leadership (p>,01) (Table 14). 

Table 14: Coefficients 

Phase 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t p B 

Standard 

Deviation Beta 

1 (Corporate-Defensive 

Organizational Silence) 
17,947 2,411  7,443 ,000 

Positive Leadership 

Negative Leadership 
,220 ,067 ,294 3,284 ,000 

 -,429 ,201 -,191 -2,131 ,035 

 

Dependent Variable: Corporate-Defensive Organizational Silence 

Therefore,  
 

h2: There is a statistically significant relationship between Corporate-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in production 

sector  

is accepted. 
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H3: There is a statistically significant relationship between Corporate-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in service 

sector h3: µ1> µ2 
 

According to the model summary table of the hypothesis (Table 15), the 

independent variable Dark Leadership, has a regression value of 0,74% on 

Corporate-Defensive Organizational Silence in service sector. 
   

Table 15: Model Summary 

Phase R R2 Adjusted R2 Standard Deviation 

1 ,271a ,074 ,054 5,37618 
 

When the ANOVA values of the model are examined (Table 16), it is seen 

that the F value is statistically significant at the first phase. p <.001. (F96-2 = 

3,732). 
 

Table 16: ANOVA Values 

Phase 

Sum of 

Squares df 

Sum of 

Averages F p 

1 Regression Value 215,753 2 107,877 3,732 ,028c 

Residual 2716,906 94 28,903 
  

Total 2932,660 96 
   

 

There is a not a statistically significant relationship between Corporate-

Defensive Organizational Silence and Positive and Negative Leadership in service 

sector (p >, 01) (Table 17). 

Table 17: Coefficients Table 

Phase 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t p B 

Standard 

Deviation Beta 
1 (Corporate-Defensive 

Organizational Silence) 

12,988 2,878 
 

4,513 ,000 

Positive Leadership 

Negative Leadership 

,204 ,084 ,253 2,436 ,017 

 ,148 ,324 ,048 ,459 ,648 
 

Dependent Variable: Corporate-Defensive Organizational Silence 
 

Therefore, 

h3: There is a statistically significant relationship between Corporate-Defensive 

Organizational Silence and Positive and Negative Leadership in service sector 
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is rejected. 
 

H4: There is a statistically significant relationship between Self-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in production 

sector h2: µ1> µ2 
 

According to the model summary table of this hypothesis (Table 18), the 

independent variable Dark Leadership has a regression value of 64.6% on Self-

Defensive Organizational Silence. 

Table 18: Model Summary 

Phase R R2 Adjusted R2 Standard Deviation 

1 ,611a ,373 ,362 2,83575 
 

According to the ANOVA table of the model (Table 19), F value is statistically 

significant at the first phase. p <.001. (F112-2 = 32.738). 
 

Table 19: ANOVA Values 

Phase 

Sum of 

Squares df 

Sum of 

Averages F p 

1 Regression Value 526,517 2 263,258 32,738 ,000c 

Residual 884,563 110 8,041 
  

Total 1411,080 112 
   

 

There is a statistically significant relationship between Positive Leadership 

and Self-Defensive Organizational Silence in production sector (p <, 01). If Self-

Defensive Organizational Silence increases 1 unit, Positive Leadership decreases 

-,609 units. On the other hand, there is not a statistically significant relationship 

between Negative Leadership and Self-Defensive Organizational Silence (p>,01) 

(Table 20). 
 

Table 20: Coefficients 

Phase 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t p B 

Standard 

Deviation Beta 

1 (Self-Defensive 

Organizational Silence) 

17,065 1,508 
 

11,317 ,000 

Positive Leadership  

Negative Leadership 

-,338 ,042 -,609 -8,061 ,000 

 
-,061 ,126 -,037 -,484 ,629 
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Dependent Variable: Self-Defensive Organizational Silence 
 

Therefore, 

h4: There is a statistically significant relationship between Self-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in production 

sector 

is accepted. 
 

H5: There is a statistically significant relationship between Self-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in service 

sector h3: µ1> µ2 
 

According to the model summary table of this hypothesis (Table 21), the 

independent variable Dark Leadership has a regression value of 64.6% on Self-

Defensive Organizational Silence. 
 

Table 21: Model Summary 

Phase R R2 

Adjusted 

R2 

Standard 

Deviation 

1 ,447a ,200 ,183 3,47389 
 

According to the ANOVA table of the model (Table 22), F value is 

statistically significant at the first phase. p <.001. (F96-2 = 11.754). 
 

Table 22: ANOVA Values 

Phase 

Sum of 

Squares df 

Sum of 

Averages F p 

1 Regression Value 283,699 2 141,850 11,754 ,000c 

Residual 1134,383 94 12,068 
  

Total 1418,082 96 
   

 

There is a statistically significant relationship between Positive Leadership 

and Self-Defensive Organizational Silence in service sector (p <, 01). If Self-

Defensive Organizational Silence increases 1 unit, Positive Leadership decreases 

-,467 units. On the other hand, there is not a statistically significant relationship 

between Negative Leadership and Self-Defensive Organizational Silence (p>,01) 

(Table 23). 
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Table 23: Coefficients 

Phase 

Unstandardized 

Coefficients  

Standardized 

Coefficients  

t p B 

Standard 

Deviation Beta 

1 (Self-

Defensive 

Organizational 

Silence) 

13,890 1,860 
 

7,468 ,000 

Positive 

Leadership  

Negative 

Leadership 

-,261 ,054 -,467 -4,834 ,000 

 
,226 ,209 ,104 1,081 ,283 

 

Dependent Variable: Self-Defensive Organizational Silence 

Therefore, 
 

h5: There is a statistically significant relationship between Self-Defensive 

Organizational Silence and Positive and Negative Leadership Styles in service 

sector 

is accepted. 

CONCLUSION AND DISCUSSION 

While dark leadership is negative aspects and personality traits of leader 

towards the subordinates, organizational silence is the fact that the employees in 

the organization prefer to remain silent rather than expressing their opinions and 

thoughts about a topic or problem within the organization. 

Therefore, it is thought that the concepts may be affected from each other and 

thus the purpose of this study is to examine the relationship between dark 

leadership and organizational silence. on sector basis. In this context, a 

comparative research is conducted on sector basis and the sample of the study 

consists of the employees of 3 service sector organizations (hotels) and the 

employees of 3 production sector organizations (textile) in Bursa. The findings 

obtained from the study are generalized to all employees of the two sectors.  

According to the factor analysis of the gathered data, Organizational Silence 

has two dimensions, which are labelled as Self-Defensive and Corporate-

Defensive and Dark Leadership has two dimensions too, which are labelled as 

Positive and Negative.  

In terms of regression findings, there is a statistically significant relationship 

between both dimensions of Organizational Silence and Positive Leadership in 

production sector. If Corporate-Defensive Organizational Silence increases one 
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unit, Positive Leadership increases ,294 units and if Self-Defensive 

Organizational Silence increases 1 unit, Positive Leadership decreases -,609 units. 

Therefore, it can be concluded that as the employees use their silence in order to 

protect the organization, positive and supportive behavior of the leader increases 

and vice versa. On the other hand, the negative aspects of the leader are linked to 

the self-defensive silence behavior of the employees, which menas that the 

employees stay silent to all the problems etc. in the organization in order to protect 

themselves. 

As for service sector, there is a statistically significant relationship between 

Self-Defensive Organizational Silence and Positive Leadership. If Self-Defensive 

Organizational Silence increases 1 unit, Positive Leadership decreases -,467 units. 

Therefore, as in production sector it can be concluded that the negative behavior 

of the leader is linked to the self-defensive silence behavior of the employees. In 

terms of Corporate-Defensive silence, it is seen that there is not a statistically 

significant relationship between Corporate-Defensive Organizational Silence and 

Positive and Negative Leadership. In this sense it can be concluded that in service 

sector the employees may value the behavior of the customers rather than the 

leaders, because of the fact that they work face to face with customers and shape 

their satisfaction towards their jobs and thus their organizations, via customers’ 

behaviour.  

For future studies, the scope of the research can be widened, which may help 

to draw a general profile of the city of Bursa, then the region and the country. In 

this context, a sector-based national framework can be drawn and thus the leaders 

would become more conscious about their behaviour and attitudes within the 

organization towards their subordinates in order to increase corporate-defensive 

silence behaviour and decrease self-defensive behaviour of the employees.  
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