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INTRODUCTION:
CURRENT DEBATES IN
TOURISM AND DEVELOPMENT

One of the most salient forms of modern-day tourism is based on the heritage of
humankind. The majority of all global travel entails some element of the cultural past,
as hundreds of millions of people visit cultural attractions, heritage festivals, and historic
places each year. The congress delves into this vast form of tourism by providing a
comprehensive examination of its issues, current debates, concepts and practices. The
key themes of the book generally concern, destination images, heritage-city tourism,
tourist and other steakholders perceptions, satisfaction and development studies. Some
current debates in tourism is also analysed thanks to some specific studies. These themes
are divided in 4 chapters starting with the tourism and ending with development
studies.

The first chapter of the book starts with Adamis paper. She elaborates with her study the
concept of branding at the city level in terms of tourism within the theoretical framework
and, explains the city branding and related concepts. She points outs the important of
the developing city branding for tourism. The second paper of this volume belongs to
Morcin and Morcin have concluded that the emerged that the gastronomic identities
are not included in the official web page of cittaslow which plays an important role in
the promotion of the whole of the slow cities of Turkey. Dursun and Hancer concluded
that acquisition of houses by foreigners in Yalova has economically more negative effects
than positive ones on accommodation industry and that the economic contribution of
acquisitions is limited to construction and real estate sectors. They strengths that tourism
sector generally does not have much benefit from these contributions, and that even
though negative consequences in respect to socio-cultural aspects have not appeared yet,
negative impacts of this issue on the environment have come to a noticeable level. In
the last paper of this volume, Usma underlines the general characteristics of traditional
Turkish houses is mentioned and then the place of Celal Giilpinar house, which was not
mentioned in the sources before, is revealed in Van houses through examining the plan,

facade, structure.

The second chapter of the book, Soylu and etc. have suggested creating cooperation with
local people in the leadership of public, local governmentand private sector representatives
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to develop a positive image related to Pamukkale destination and developing strategies to
increase tourists’ positive perceptions of the destination. Destination preference reasons
were based on variables of thermal facilities, security, historical-cultural attractions and
natural attractions. The study suggests that destination image and destination’s Socio-
Cultural Structure are important factors influencing preference of participants, who
indicated that thermal facilities, historical-cultural attractions, and natural attractions
were the reasons for them to visit Pamukkale, while all four factors were influencing the
preference of participants, who indicated that they visited Pamukkale because it was a
secure destination. The research of Ozdemir and Yayli has compared the expectations of
conservative hotel customers with how they perceive the current situation. They found
the statistically significant difference between the expectations of conservative hotel
customers with their perceived the current situation.

The third chapter focuses on debates in tourism businesses. Ozdemir and Degirmencioglu
explore social responsibility perceptions of undergraduate tourism management students.
The Legal responsibilities in this study were found more important than other areas of
responsibility and the volunteer responsibilities dimension was perceived by students as
the lowest dimension and the perception level corporate social responsibilities of female
students are higher than male students. With the second paper, Dogan investigates
the illegal travel agent issue in Turkey. The study implied that there are some negative
effects on the overall economy and specifically tourism industry such as illegal economic
activities and unfair competition. The study thinks that the problem is not only
legislation or practices of the institutions but also have cultural and ethical reasons.
In this context, the study has done a conceptual evaluation of a current problem and
provided contributions discussing solutions. As a result of the Balli and Balli study, it
is seen that the perception of leadership that reinforces learning has a positive impact
on the affective commitment. The study found that the perception of leadership that
reinforces learning increased the affective commitment. In this sense, for both public
and private business managers, it has been revealed that leadership practices that support
learning and participation in decision-making by creating a learning environment have
a remarkable increasing impact on the affective commitment. Kale and Pektas have
found that person-job fit made a direct and indirect impact on employees’ innovative
work behaviors. Results from structural equation modeling supported that job
engagement partially mediated the relationship between person-job fit and innovative

IX



work behaviors. The objective of Cakir’s study is to determine the importance level
of weighting fitness center selection criteria by using the information obtained from
numerous decision-makers and guide fitness centers in satisfying customer expectations.
The last paper of tourism is related to the risk structure of the accommodation industry
in Turkey. The results of the study shown that total risk of hotels was lower than others.
One of the important findings was that the systematic risks of golf establishment and
holiday village were highest. Therefore, It can be stated that those establishments are
very sensitive to market conditions. Results in detail and their uses for state tourism
policies and planning as well as for investors were taken into deep consideration and

deliberate discussion.

The first paper of development studies chapter is Agro-food chains and networks.
Sakarya emphasizes that these are the important role in cluster development and local
economic development. In this research, the current situation of Agro-Food chains and
networks between Agro-Industries and agricultural producers who are providing raw
material to Agro-Industries in Karaman were analyzed in terms of the development of
potential cluster and their contribution to local economic development. Erdogdu and
Akar secks answers to that question: What are the general potentials and prospects of
Turkey in the 4th SD era, in terms of autonomous vehicles. Autonomous vehicles are
predicted to have a very bright future on a global scale, to evolve rapidly, and to lead to
unprecedented social, environmental and economic changes in the near future. Dursun
and Gomes have discoverd that per capita real GDP series is resistant to stability, although
most Latin American countries take sharp and smooth breaks into account. This implies
that the per capita real GDDP series may affect the level of real output of monetary and
fiscal policies to be implemented for the 17 countries that are not stationary. The last
article of this volume is belonging to Popovych. The studies the theoretical framework
of the concept of social capital and practical implications for the development of rural
territories. Using the set of indicators as a proxy to measure of social capital the testing
of its impact on the level of rural poverty and agriculture value added was conducted.
As a result of the investigation, the positive influence is established.

This book focus on to comprehensively examine tourism and development debates
with some local cases and global conceptual perspective. Throughout the book, case
studies and photographs are provided to illustrate key points and themes in tourism and
development studies.
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TURIZMDE MARKA SEHIR OLMA:
BURSA ILi UZERINE BIiR
DEGERLENDIRME

BEING A BRAND CITY IN TOURISM:
AN EVALUATION ON THE PROVINCE
OF BURSA

Emel Adamas

Ozet

Son yillarda turizmin hizl bir gelisme gistermesiyle birlikte elde edilen gelirleri daba fazla artira-
bilmek icin iilkeler ve dilkeleri takiben sehirler kiyasiya miicadele icine girmislerdir. Bu miicadeleye
onem veren iilke yoneticileri de idilkeyi bir biitiin olarak degil, iilkenin sahip oldugu her bir yire-
yi, sehri destinasyon olarak pazarlamaya ve markalastirmaya odaklanmislardir. Daba fazla turisti
cezbedebilme yollarindan biri olarak, turizmde marka sehir olma diisiincesi giindeme gelmistir. Bu
diisiincenin en biiyiik cikis noktast sebirlerin de iiriinler gibi pazarlanabilecegi fikrine dayanmakta-
dir. Bir sehrin markalagtirilmas: kiiltiirel, siyasi ve ticari yonlerden sehrin hem soyut hem de somut
degerlere doniistiiriilmesi demektir. Bu anlamda markalasmay: basarabilmenin uzun ve zorlu bir siire
olmastyla birlikte bagar: saglamas pek cok ornek sehir bulunmaktadsr. Bu calismanin amaci da turizm
agisindan, markalasmanin, sehir markalasmas: diizeyinde teorik cercevede ele alinip Bursa ili izelinde
irdelenmesidir. Arastirmanin ilk boliimiinde sehir markalasmas: ve ilgili anabtar kavramlar iizerinde
durulmugstur. Tkinci boliimde ise, markalasma nedenleri ve bagarils sehir markalasma srneklerinden
bahsedilmistir. Son biliimde ise, Tiirkiye Turizm Stratejisi Eylem Plan: (2007-2013) siirecinde hedef
illerden biri olarak Bursanin turizm markalasmas: ile ilgili yapilan calismalar, markalasma siireci
bakimindan incelenip oneriler sunulmustur.

Anahrar Kelimeler: Markalasma, Sehir Markalasmasi, Turizm, Bursa
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Abstract

Due to the rapid development of tourism, in recent years, countries and cities have been in a cut-throat
competition in order to raise their income. Country leaders giving importance to this competition have
Jfocused on destination or regional marketing rather than marketing and branding the whole country.
As one of the alternative ways of attracting more tourists, the idea of being a brand city in tourism has
gained currency. This idea has stemmed from the possibility of marketing the cities/places like commer-
cial products as in business world. Branding of a city means the transformation of the city into both
intangible and tangible values in terms of cultural, political, and commercial aspects. In this sense,
there have been lots of successful city examples that passed through this difficult process. The purpose of
this study is to elaborate the concept of branding at city level in terms of tourism within the theoretical
framework. In the first part of the study, city branding and related concepts were explained. The second
part of the study contained the reasons of branding and successful brand city examples. In the last part,
the studies conducted for branding of Bursa in tourism, as one of the target cities during the process of
Turkey Tourism Strategy Action Plan (2007-2013), were researched and some recommendations were

given.

Keywords: Branding, City Branding, Tourism. Bursa

Giris

Giiniimiizde tilkeler, bolgeler, sehirler ve topluluklar daha fazla refaha ulagmak daha faz-
la is alani yaratabilmek ve kendilerine 6zgii 6zelliklerini ortaya ¢ikarabilmek ve bunlarin
stirdiiriilebilirligini saglamak icin biiyiik bir ¢aba icerisine girmiglerdir. Turizm de bu
baglamda siirekli bir degisim icerisinde olan ve diinyada ortaya ¢ikan yenilik ve gelisme-
lere hizli bir gekilde uyum saglayabilen dinamik bir sektdrdiir.

Uygulamalar agisindan turizmde pazarlama, tanium ve markalasma aktiviteleri dort
farkli diizeyde yiriitiilebilir. Bunlar sirasiyla yerel birim (kasaba, ilce, belde vs.), sehir,
bélge ve genel olarak iilkenin bir biitiin halinde ele alinmastyla olabilir.

Ulkemizin genel tanitim1 ve markalagma calismalari Turizm Bakanlig1 tarafindan yiirii-
tiilmektedir. Bunun diginda resmi, 6zel kurumlar ve sivil toplum érgiitleri de ¢aligmalar
yapmaktadir. Su ana kadar yapilan calismalar daginik ve koordinasyonsuz bir yapida
oldugundan ana stratejinin siirekli degisime ugramasindan dolay: tanitimlar genel bilgi-
lendirme ve hatrlatma agirliklidir. Bu da iilke bazinda markalasma ve marka bagliligini
yaratmada sorun tegkil etmektedir.
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Ulke bazinda bu sorunlar bslgesel tanitim ve markalasma galismalarini olumsuz etkile-
diginden, bolgesel tanitim ve genel tanitim birbirini destekler nitelikte olmalidir. Biitiin
bunlara ragmen sinirli da olsa, bazi bolgesel markalar 6nem kazanmaya baglamakta ve
one cikmakeadir. Ornegin, Istanbul, Izmir, Antalya ve cevresi (6zellikle Belek), Kapa-
dokya bélgesi ve Alanya bu agidan basarili olanlar arasindadir.

Kiiltiir ve Turizm Bakanligi tarafindan hazirlanan ve 2007 yilinda yayinlanan Tiirkiye
Turizm Stratejisi ile gehirlerin markalagtirilmasi bir devlet politikast olarak ele alinmig
ve bu kapsamda Adiyaman, Amasya, Bursa, Edirne, Gaziantep, Hatay, Konya, Kiitahya,
Manisa, Nevsehir, Kars, Mardin, Sivas, Sanliurfa, ve Trabzon sehirleri “marka kiiltiir
kentleri” olarak secilmislerdir.

Bu ¢alismanin amaci, Tiirkiye'nin 6nemli bir ili olan Bursanin 6zelliklerinin dikkate
alinarak, uygulanabilir ve siirdiiriilebilir bir marka sehri olabilmesi i¢in, mevcut durumu
degerlendirerek turizm agisindan markalasmadaki gelisimine katk: saglamasina yonelik
onerilerde bulunmakir.

1. Sehir Markalasmasina fliskin Kavramlar

1.1. Sehir Pazarlamasi1 Kavram

Giiniimiizde bir tek iilkenin tek destinasyon olarak pazarlama anlayis1 yerini artik, daha
kiigiik parcalar ele alarak, bélge ve sehirlerin pazarlanmast anlayisina birakmis ve bu
durumda tilkelerin turizmi agisindan pazarlama stratejisinde riskleri azaltict bir etkisi
olmustur (Tosun ve Bilim, 2008:126). Artik sehirler de kaynaklarini daha etkili kullan-
mak, yasanabilir mekanlar yaratmak, cazibe merkezi haline déniistiirebilmek amaciyla
pazarlamay1 kullanmakeadirlar. Amag, daha fazla saalabilir olmakur. Sehir icin satila-
bilir olmak, sehre ziyaretci sayisini artirmak, yatirim isteklerini tegvik etmek ve sehirde
oturanlarin sorunlarint aninda ¢éziimleyerek deger ifade etmek anlamina gelmektedir
(Deffner ve Lioruris, 2005:1).

Sehri bir iiriin olarak kabul eden gehir pazarlamasi en basit gekilde “pazarlama yaklagim
yontem ve araglarindan faydalanarak sehrin tanitiminin saglanmast” (Iri vd., 2010:45-

46) olarak ifade edilebilir. Carrasquillo (2011:4406) ise sehir pazarlamasini, hedef kitle-
nin taleplerine gore sehrin ekonomik ve sosyal fonksiyonlarini artirarak sehrin cekicili-
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gini on plana ¢ikaracak ¢abalar biitiinii olarak yorumlamugtir.

Cogu kisi sehir pazarlamasini o sehrin “Giriin”{inii satmak icin kullanilan bir grup arag
ya da metot olarak gormektedir. Ancak sehir pazarlamasi bundan fazlasi demektir. Ali-
cilari tarafindan sehrin Grtiniint (iriin olarak sehrin kendisi) ve imajini pazarlamanin
amagladig: sekilde goriilmesini kapsar. Bu nedenle, sehrin potansiyeli ve bu potansiye-
lin yerel toplumun yararina kullanilmasi arasinda képrii kuran énemli bir role sahiptir
(Karmowska, 2002:13). Stratejik sehir pazarlamasi ise sehir planlamasini, altyapilarini,
saglik, giivenlik ve egitim gibi temel hizmetlerini, cazibesini ve insanlarini da kapsayan
gelismeleri dikkate almak zorundadir.

Sehir pazarlamasi, sehrin calisanlari, halki ve igletmeleri yasam kosullari bakimindan
tatmin olurlarsa ve turistlerin, yeni isletmelerin, yeni yatirimeilarin beklentileri karsila-
nabilirse basarili olur (Kotler vd. 1999).

Bir yerin pazarlama basarisini sekillendiren 5 ana konu vardir. Birincisi, o yerin se¢-
kinligi ve tistiinliigiidiir. [kinci konu ise, bir yandan yerellik ve esitlilik, diger yandan
uyumluluk ve standartlagma gibi iki biiyiik egilimin gatismast ile ilgilidir. Ugiincii konu,
yer ve yorelerin giderek, kendi pazarlama ¢abalarindan kendilerinin sorumlu olmasidir.
Sehirler kendi kendilerini denetleyen, kazang hedeflerini kendi saptayan, gegerli ticari
iligkiler kuran, ekonomik alt yapilarini yéneten ve pazarlayan, tiriinlerini ustaca yticelten
yerler haline doniigecektir. Dérdiincii konu, pazarlama planlarina, bilisim alt yapisinin
ve bilisim teknolojilerinin entegrasyonudur. Hizla ilerleyen teknoloji en kiiciik yerin
bile, hedef pazarlara erismesine imkan vermektedir. Teknoloji sayesinde sehirler, daha
onceleri ana pazarlar ile sinirlanan, ¢ok sayida is icin, ilk kez esit sartlarda rekabete
girebilmektedir. Besinci konu, iletisim siirecinin yonetilmesinin énemidir. Sehirlerin
pazarlanmasi; imaj olusturma, promosyon ve bilgi dagitmi gibi konulari kapsamaktadir
(Ilgiiner ve Asplund, 2011: 14-16).

Sehir pazarlamasi genis bir aktivite yelpazesini olusturan bir iglemdir. Bu iglem sehrin
degerli nitelikleri, imkanlar1 ve hedef kitlesi tizerine genis bir aragtirma yoluyla yapila-
cak su anki durumunun tam bir analiziyle baslar (Kavaratzis & Ashwood, 2007: 44).
Kavaratzis ve Ashwood’a gore ikinci adim gehir icin miimkiin olan en genis ¢ikar ortak-
lart grubunun uzlasist ve ortak caligmastyla basarilabilecek belli bir vizyon ve hedefleri
se¢mek ve tanimlamaktir. Daha sonra spesifik projeleri planlama ve konan hedeflerin
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isbirligiyle basarilmasi icin katulimeilarin net rollerinin dagitllmas: evresi gelir. Bunu;
uzaysal/islevsel, finansal 6rgiitsel ve reklamsal olabilecek sehir pazarlamasi 6lciilerinin
aktif uygulamasi evresi izler. Kavaratzis (2007) siireci 6zetlemis ve siirecin, tiim aktivi-
telerin sonuglarinin izlenmesi ve belli araliklarla, sadece yaratlan yeni bilgi ve deneyime
uyarlanan biitiin siirecin tekrarlanmasina yol agacak bir degerlendirme seklinde bitece-
gini one stirmistiir. (Kavaratzis, 2007:33).

Metaxas (2002:20) a gore pazarlama stratejilerinin bagsarili olabilmesi icin bazi kriterler
vardir. Bunlar:

* Sehir pazarlamasinin yerel toplum tarafindan benimsenmesi

* Sehrin vizyonunun tanimlanmasi

* Yerel otoriteler, sehrin sakinleri ve isletmeler arasindaki isbirligi
* Uzmanlarin oldugu sehir tanitm biirosunun bulunmast

* Bu amag i¢in paranin bulunmast

¢ Yillik bazda sehrin isletmelerinin ekonomik destegi

* Temel hedeflerin tanimi

* SWOT ve PEST (politik-eckonomik-sosyal-teknolojik) analizleri
e Sehrin belirli karakteristiklerinin belirlenmesi

* Bir sehir imajinin yaraulmasi ve yonetilmesi

* Onem sirasina gore temel hedeflerin siralanmast

* Her ayri faaliyet icin fizibilite caligmasi

e Sehrin dis ¢evresinde Pazar arastirmasi

¢ Sehrin i¢ gevresinde Pazar arastirmasi

¢ ¢ hedef pazarlarin béliimlendirilmesi

* Dis hedef pazarlarin bolimlendirilmesi

* Her bir faaliyet i¢cin uygun yontemlerin kullanilmast

* Kendine has karakteristiklerine gore sehrin taniim paketinin olusturulmast
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* Her faaliyet icin stratejik planlama — esnek eylem planlart

* Geribildirim prosediitleri, pazarlama politikalarinin ve kentsel kalkinmaya etkileri-

nin dl¢iilmesi ve degerlendirilmesi

1.2. Marka Sehir Kavram

Bir yerel kalkinma modeli olarak marka sehirler yaratmak batida ¢ok yillar
oncesinden benimsenmis bir konudur. 1990’larin baslarinda 6nem kazanan
bu kavram, genel olarak, bir sehrin var olan kaynaklarini turizme elverisli
olarak pazarlanabilecek kadar degerli hale getirmek, bu kaynaklari sehrin
sembolil olabilmesini saglayabilmek marka sehir olma olarak tanimlanmak-
tadir. Marka sehir bir sehrin sahip oldugu kiiltiirel, tarihi, dogal ve sosyal karaketeristigi
ile iriin, hizmet, olanak ve avantajlarini bir biitiinliik i¢cinde digerlerinden ayristirmak
amaciyla kendine 6zgii bir sekilde destekleyerek yasama gecirdigi tanium ve imaj pro-
jesidir.

Literatiirde farkli kavramlarla(place, nation, communities, region, destination marke-
ting) tanimlanan sehir pazarlamast kavrami son yillarda (city marketing, city branding)
schir pazarlamasi ve sehir markalagmasi olarak yerini almistr (Rainisto,2003: 10).

Marka sehir yaratma, marka stratejisi ve iletisiminde elde edilen bilgilerin, mekanlarin
ve sehirlerin gelistirilmesi i¢in kullanildigs yeni bir disiplindir. Bu disiplin séz konusu
sehrin glilerinin pazar ihtiyaglariyla iyi bir sekilde iliskilendirilmesini saglamak giigli,
olumlu ve farkli itibarinin o sehre kalict bir avantaj getirmesini saglamayi temel alan bir
anlayst ifade etmektedir (Tanlasa, 2005: 44).

Potansiyel veya var olan miisteri; isim, logo, tiriin, hizmet, olay ya da tasarim veya sem-
bolle kars1 karsiya geldiginde bunlarin temsil ettigi yer aklina gelmesi beklenir (Jensen,
2005:2). Ancak, marka schir sadece slogan veya kampanyadan ¢ok daha fazlasidir, daha
ziyade diisiincelerin, hislerin, ¢agrisimlarin ve beklentilerin toplamini temsil eder. Slo-
gan ya da logodan ziyade asil nemli olanin iceriktir (content) ve sehrin ne anlama gel-
digini ya da neler vadettigini anlatmada artik tek bagina yetersiz kalmaktadirlar (Kausch
vd.,2017).
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2. Bir Sehrin Markalagmasini Gerektiren Nedenler

Kiiresellesme siireciyle birlikte diinyay1 artik bityiik devletler yerine kiiresel kentlerin
yonetecegini ifade eden ve ilk kez Sassen (1991) tarafindan kullanilan kiiresel kent kav-
rami, kentlerin tilkeleri de gecerek kiiresel diizlemde 6n plana ¢ikmalarini aciklamakta-
dir. “Mal, hizmet ve sermaye hareketleri konusunda avantajlari olan, iiretim yapan ve
bunu pazarlayabilen, sermayeyi kendisine ¢ekebilen, kontrol eden is, kiiltiir ve turizm
anlaminda ¢ekiciligini muhafaza edebilen” (Kaypak, 2013:344) kiiresel kent kavraminin
ortaya cikist, hizmet ve iletisim olanaklarina da 6ncelik verilmesini gerektirmistir. Iyi ve
kaliteli hizmet sunan ve bu ydniiyle taninan kentler daha fazla imkanlardan yararlanma-
ya baglamistir. Bu da kentlerin kiiresel diizlemdeki rollerini stratejik konuma tagimistir.
Gelismeye devam eden sehirleri niteleyen marka kent/sehir kavrami da bu yarigta basa-
rilmast gereken bir hedef yontem haline gelmistir.

Markalarin roliiniin ve degerlendirilmesinin giderek daha 6nemli hale geldigi giintimiiz-
de sadece iiriine veya hizmete yonelik degil insanlara, yerlere, kurumlara da marka de-
gerlendirmesi yapilmaktadir. Marka olmak hedef kitle goziinde daha degerli hale gelmek
onun tercihi olmak anlamina gelmektedir. Bir iiriin i¢in var olan bu deger onun daha
cok satilmast ve kar elde etmesi anlamina gelirken, sehir icin daha fazla ziyaretci, daha
fazla yatirimei ve daha fazla gelir anlamina gelmektedir.

Yeni dénemde iilkelerden ¢ok sehirler 6n plana ¢ikmakea, tilkelerin itibarlarini gehirleri
belirlemektedir. Bunun sebebi, farkli bolgelerdeki farkl: sehirlerin olusturdugu tilkenin,
homojen bir yapiya sahip olmamasy; farkls iklimlere, farkli sehirlerinde farkls sosyo-eko-
nomik, sosyo-kiiltiirel altyapilara sahip olmasindandir.

Ulkeyi olusturan sehirlerin her birinin kendine ait 6n plana gikan farklt yonleri oldu-
gundan, insanlarin zihninde bir tilke i¢in, tutarli bir algi olusturmak neredeyse imkansiz
hale gelmektedir. Bu 6zellikle turizmde belirgin bir durumdur. Insanlar tatil igin Fran-
sd’ya, [talya'ya, Ispanya’ya degil, Paris’e, Venedik’e, Barselona’ya gitmektedir. Ulkelere
burada diisen en biiyiik gérev ise, sehirlerinin markalagmasinin éniinii agmak ve marka-
lagan gehirlerin iilke ekonomisine katkisini arttirmak icin dogru politikalar tirecmektir

(www.pazarlamarketing.com).

Sehirler 6 stratejik sebepten dolay1 markalagsmalidirlar (www.nuveforum.net):
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* Turistleri ve ziyaretcileri cekmek igin

* Diger sehirlerden is cekmek icin

* Mevcut igleri slirdiirmek ve gelistirmek i¢in

* Kiigiik isleri bityiitmek ve yenilerini agmak icin

« Is yerlerinin yurt disina ihrag etmesini ve yatirrmlari biiyiitmek igin
* Niifusun artmas1 ve kendi i¢inde dagilimmi saglamak icin

Ortak sorunlarin analiz edildigi, ¢esitli forumlar, ¢alisma gruplari, projeler ve etkin-
likler yoluyla yenilik¢i ¢oziimlerin iretildigi bir platform olan EUROCITIES (Av-
rupa Kentler Birligi)’in 2010 yilinda sehir markalagmast ile ilgili olarak 40 Avrupa
sehri ile bir arastirma yapmustir. Lyon sehrinin bagkanliginda yiiriitiilen “A Shared
Vision on City Branding in Europe” baslig: altindaki caligsmalarin raporuna gore,
marka sehir stratejine sahip olmanin sehre kattig1 degerler su sekilde siralanmakta-
dir:

* Yaurim, is, yerel halk, ziyaretciler ve faaliyetler tizerinde olumlu etkiyle sonuclanan
artan rekabet giici,

* Emlak, alt yap1 ve faaliyetlerdeki yatirima yiiksek geri déniis,

* Fiziksel, sosyal, ekonomik ve kiiltiirel yonler marka vaadini yerine getirmede bir
araya gelecegi icin, uyumlu bir sehir kalkinmast,

* Yerel halk, isletmeler ve kurumlar amag ve yonetim duygusu yasadikea sehirle gurur
duyma olgusu.

Bir sehrin markalagmasinin en 6nemli amaci; dnce kendi halkina ve iilke geneline,
daha sonra da kiiresel alanda tiim bireylere daha iyi olanaklar sunabilmektir.

2.1 Sehir Markalagsmasinda Basar1 Kosullar1 Ve Ornekleri

Sehir markalasmasindaki basart kosullarindan bahsetmeden énce basarilt bir markanin
ne oldugunu tanimlamakta yarar vardir. Chernatory ve McDonald(2001)’a gére “Basa-
rilt bir marka ihtiyaglara en yakin sekilde uyumu olan, satici ya da kullanicinin iliskili
ve benzersiz katma deger algiladigi, tanimlanabilir bir {irtin, hizmet, kisi ya da yerdir.
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Ayrica, marka bagarisi rekabet kargisinda da bu katma degerleri siirdiirebilmesinden kay-
naklanir” (De Chernatory 2001: 33).

Sehirlerin kendilerine ait marka olusturma siirelerinde ihtiya¢ duyulan giiclii marka-
larin karakteristiklerinde bulunmasi gereken 6zellikler islevsellik, katma deger ve bu-
tiinlesik olmasi olarak 6zetlenebilir. Markanin iglevsel olarak giiclii ve ayirt edici olmasi
gerekir. Dolayst ile sehirlerin de islevselligi onemlidir. Islevsellikte gozlemlenebilir ya-
rarlar 6n plandadir. Ornegin New York'ta oldugu gibi bir sehir, istihdam, sanayi, toplu
ulagim ve rekreasyon cazibeleri igin destinasyon olarak isleve sahip olabilir. Tkinci dzellik
ise giiglii markalarin miisterilerin zihninde sahip olmast gereken katma degerdir. Bir
markanin arkasinda yatan pazarlama yonteminden ziyade insanlar saglayacaklari kisisel
faydayla ilgilenirler. Katma deger, bagliliga doniisiir ki bu baglilik marka basarisini be-
lirleyici anahtardir. Katma deger kaynaklari arasinda ise kisilerin gehirdeki deneyimleri,
sehri algilama gekli, sehre olan inang — gehir ne ifade ediyor?- (San Francisco —“City by
the Bay’- sanayi, teknoloji ve kiiltiir ifade eden sehir), sehrin goriintiisii- eski, tarihi,
modern gibi 6zellikleri sayilabilir. Ote yandan, ayni olmaktan kurtulan, farkliliklarla
biitiinlegebilen gehirler de kiiltiir, sanat, bilim ve teknolojide basarili olan sehirlerdir
(Winfield, 2005: 19). Kisaca, sehir markasini bir mekini digerlerinden ayirt ettirici ve
haurlanabilir olmasini saglayan 6z karakterler karigsimi olarak ifade etmek miimkiindiir

(Torlak, 2015:58).

Gergekgi ve uygulanabilir bir strateji de marka yaratma siirecinin en 6nemli anahtaridir.
Marka yaratlirken dikkat edilmesi gereken temel noktalar sunlardir (Giinlii ve Icoz,

2004: 49):

» Tanitimlarin gergekleri yansitmasi gerekir
* Dogal, kiiltiirel, sosyal ve politik yap1 yani bolge tiim yonleri ile ele alinmalidir

« Kalite yaklasimi benimsenmeli ve belirli standartlara yakin hizmetler verilebil-
melidir

 Caligmalara igletmeler, yerel halk, yonetim birimleri ve merkezi yonetimler
belli bir is birligi igerisinde yardimlasarak, esitlik ilkesiyle devam etmeli ve ko-
ordinasyonu saglamalidir. Clinkii bir marka yaratmak ne yonetimin tek basina
gerceklestirecegi ne de isletmelerin ya da kurumlarin kendi baglarina finanse
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edebilecekleri bir konudur

* Calismalarin uzun vadeli olmastyla birlikte, kisa vadeli taktiklerden gok strate-
jilerin belirlenmesi amaglanmalidir

* Kimlik yaratilirken taklitgiliklerden kagiilmali, 6zgiin olmaya dikkat edilmeli-
dir. Ayrica, imaj yaratmak marka yaratilirken atilmasi gereken adimlardan biri-
dir. Imajdan sonra kimlik olusturmak ve sonra marka yaratmak gerekir.

Iki yilda bir yapilan Anholt-GfK City Brands Index’ inin 5166 kisi ile yapilan (Kent
Markalar1 Endeksi) 2015 yili sonuglarina gore diinya kentleri arasinda en giiglii marka
imaj1 algisina sahip ilk 10 gehir Tablo 1’de gosterilmektedir. Arastirma 6 baglik altnda
oletim yapmugtur:

* Durus (sehrin uluslararasi statiisii ve durusu)
* Mekan (disa agilan kapilar ve ulagim)

* Onkosullar (kamu tesislerinin standartlari ve makul konaklama gibi temel gerekli-

likler)
* Halk (dostane yaklagim, kiiltiirel ¢esitlilik, giivende hissetme)
* Kent cazibesi (ilgi ¢ekici aktiviteler)

* Potansiyel (ekonomik ve egitimsel firsatlar)

Tablo 1'de goriildiigii gibi ilk sirada yer alan Paris, Avrupada en giiglii marka imajina
sahip gehirdir. Hedef kitleye ask, romantizm ve duygusallik merkezi temalariyla pazar-
lanan Paris, duygusallik ¢ekiciligi ile konumlandirilmaktadir. On planda olmasinin di-
ger bir nedeni de yapildig: yillarda yikilmasi icin protesto kampanyalarina maruz kalan
Eiffel Kulesi’nin etkisidir (Giritlioglu ve Avcikurt, 2010: 83). Giintimiizde yaklagik 20
milyon kisi sadece Eiffel Kulesi'ni gorebilmek icin Paris’i ziyaret etmektedir.
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Tablo 1: Marka Imaji En Giiclii 10 Sehir

2015 | SEHIR 2013 2011
1 Paris 3 1
2 Londra 1 2
3 New York 4 4
4 Sidney 2 3
5 Los Angeles 7 5
6 Roma 5 6
7 Berlin 12 11
8 Amsterdam 11 17
9 Melbourne 10

10 Washington DC 6 7

Kaynak: hitp:/fwww.gfk.com

Diger bagarili bir 6rnek Amsterdam sehridir. Sahip oldugu dogal giizellikleriyle, ulus-
lararast is gevrelerinin merkezi olmasiyla ve sahip oldugu kiiltiirii ile son yillarin olduk-
ca popiiler schirlerinden biridir. Diger bir ¢ekiciligi ise bisikletin bu sehirde insanlar
tarafindan ¢ok rahat bir sekilde kullanilmasindan kaynaklanmaktadir. Bunun disinda,
aligveris merkezleri, kanlarl: ve ticareti ile de aligveris amagli olarak ziyaretcilere etkin bir
sekilde pazarlanmaktadir (Karavatzis ve Ashworth, 2007:16, Dahles, 1998:56).

Markalagsma caligmasinin tutarli ve esgiidiimlii olarak yiiriitiilebilmesi i¢in Amsterdam
Partners (Amsterdam ortaklari) adi altinda yeni bir kurulus olusturulup bu kurulusa,
belediye departmanlari, Amro Bank, Schiphol Hava Alani Otoritesi gibi dzel sirketler,
seyahat ve turizm organizasyonlar1 ve cevre belediyelerin temsilcileri dahil edilmistir.
Kurulugta eylemsel islevlerin yiiriitiilmesi icinse, Kent Pazarlama Miudiirii, Etkinlik-
ler-Festivaller Miidiirii, Sirket Isleri Miidiirii adi altinda bir yapilanma gergeklestiril-
mistir.

Sehrin markalagmas: siirecinde, ilk olarak konuyu tabandan tepeye bir yontemle ele
alan danigmanlik grubu, pazarlama faaliyetleri icin belirli stratejiler, ydntemler, hedefler
ve siireglerin belirlenmesi gérevini iistlenmigtir. Sehirde yasayan, soz sahibi kisilerden
secilen kisilerle, sehrin pazarlama ve markalagma faaliyetlerine temel olacak degerlerini
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tespit etmek amaciyla goriismeler yapilmis, Amsterdam’in egsiz ayirt edici 6gelerinin
saptanmast amaciyla cok sayida anket uygulanmis ve sonugclar diger kaynaklarla, sehir
pazarlamasina dair kapsamli bir alanyazin arastirmast ile birlestirilmistir. Toplanan veri-
lerin analizi sonucunda, Amsterdam’in ¢ok yonliiliigiinii ve hedef kitlesine ne anlatmak
istedigini en iyi temsil eden, sehrin 16 farkli boyuttan olusan bir alg: haritast gelisti-
rilmigtir. Bu harita neticesinde kiiltiir gehri, kanallar sehri, kongreler sehri, bilgi sehri,
ticaret sehri ve yerlesime uygun sehir olmasi seklinde 6 alan tespit edilmis ve markalagma

siireci bunun iizerine inga edilmistir (www.fmaakademi.org).

Amsterdam’in en biiyiik degeri, insanlariydi. Burada yasayan, burada calisan, okuyan
ya da buray: gezen insanlariydi. Bu insanlar, Amsterdam’di. Ben Amsterdam (I amster-
dam) slogani, sehri ve sehrin insanlarini markalagtiran bir slogandi. Bu slogan, Ams-
terdamda yasayan ya da Amsterdam’1 gezen insanlarin Amsterdam’t tercih etmelerini
vurgulamaktaydi. Orada dogdugu icin orada yasayan, ya da sadece bu yaz, bir degisiklik
icin oraya giden insanlarin bu bilingsiz tercihleri, bu sloganla, bilingli hale biiriiniiyor ve
Amsterdam oradaki insanlarin kimliklerinin 6nemli bir parcast olarak beliriyordu. Ben
Amsterdam, o sehre duyulan gururu, giiveni belirtiyordu. Insanlarin Amsterdam’t kendi
sehri olarak benimsemesine yardimet olan iddiali bir slogan olarak basariya ulasmustr.

3. Turizm Markalagma Siirecinde Bursa

Ulke kalkinmasinin ve disa agilma siirecinin yolu kentsel kalkinmadan, kentlerin kal-
kinmasinin yolu da kentsel markalasmadan ge¢cmektedir.

Bursa bugiin, sanayi tesislerinin sayist ve kurulu gii¢ kapasitesi miktar1 bakimindan,
titkettiginden fazlasini iireten, “Tiirkiye'nin Sanayi Ussii” durumundadir. Bagta tekstil,
otomotiv, makine, gida ve deri sanayi olmak iizere nemli katma degerler yaratmaktadir.
Bu anlamda markalasmada sanayi kenti olma ozelligini zaten kabul ettirmistir ve siir-
diirmeye devam etmektedir. BTSO (Bursa Ticaret ve Sanayi Odast) 2016 yili raporuna
gore, Bursa %45,5 katki oraniyla Tiirkiye sanayisine en ¢ok katk: saglayan iller arasin-
da 3. sirada yer almaktadir. BTSO, son birkag yildir “Bursa Biiyiirse Tiirkiye Biiytir”
mottosu, mikro ve makro projeleri ile bu siirecin devamini desteklemektedir. Ancak,
sanayinin yogun olmasi, gé¢ ve modernlesmenin de etkisiyle birlikte kentlilik bilinci
ve aidiyetinin zayiflamasina neden olmustur. Sanayi sehri olarak taninmasinin yaninda

Bursa ilinin artik turizm alaninda da kendini gelistirmesi, stratejilerini belirlemesi ve
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markalagmast gerekmistir.

Tiirkiye Turizm Stratejisi 2023 ve Tiirkiye Turizm Stratejisi Eylem Plani (2007-2013)
igerisinde yer alan “Kentsel Olgekte Markalasma Stratejisi” kapsaminda, Bursa'nin kiil-
tiir turizmini canlandirarak marka kiiltiir kentine dénustirtilmesi amacryla 15.02.2008
tarihinde Kiiltiir ve Turizm Bakanlig1 énciiliigiinde ve Bursa Valiligi koordinatorliigiin-
de Bursa ilinin marka kent haline getirilmesine ydnelik “Marka Kent Eylem Plani” ha-
zirlanmast kararlagurilmigtur. Bu eylem planinin ilgili paydaslarla birlikte hazirlanmasi
konusundaki ¢aligmalar, Valiligin énerisi ve talimat ile Bursa Biiyiiksehir Belediyesi
Yerel Giindem 21 Genel Sekreterligi tarafindan yiiriitilmiistiir. Eylem plani, alt yapt,
kiltiir varliklari, tanitim ve egitim olarak 4 baslik altnda hazirlanmistir.

Ayrica, marka sehir olma yolunda, Bursa Valiligi onciiliigiinde ve Bakanlar Kurulu kara-
r1 ile 2009 yilinda Bursa Kiiltiir ve Turizm Tanitma Birligi olusturulmustur. Birlik, ama-
cint Bursa'nin tarih ve kiiltiir birikimini, dogal ve ekonomik performansini ve stirdiiri-
lebilir rekabet giictinii artirabilmek amaciyla ¢alismalar yaparak, kenti kiiltiir ve turizm
alaninda MARKA kent haline getirebilmek olarak agiklamaktadir. “www.bursatanitim.
gov.tr” internet adresi ile online platformda yer alan birlik ayrica 2009 yilindan beri yurt
ici ve yurt dist olmak tizere pek ¢ok fuar ve etkinlikte Bursa ilini tanitmaya ¢alismakta
ve projelerde yer almaktadir. Ancak birligin 2013 yili sonras giincel faaliyet raporlarina
ulagilamamas ve diger dillerde erisiminin olmamasi biiyiik bir eksikliktir.

Ayni yillarda Bursada, BTSO onderliginde marka kent girisimleri baslatlmas, yerli
turist hedef kitlesine ydnelik olarak “Hafta Sonu Bursa’ya” Projesi gerceklestirilmistir.
Ayrica yine BTSO 6nderligi ve Bursa Biiyiiksehir Belediyesi isbirligi ile gengleri ve ye-
tiskinleri hedef kitle alarak “Bursa ile Gurur Duyuyorum” Projesi baglatilmistir. Bu pro-
je, BTSO ve Bursa Biiyiiksehir Belediyesi tarafindan yakin gelecekte yiiriitiilecek olan
kentsel 6l¢ekte markalagma caligmalarina toplum genelinde sosyolojik ve psikolojik bir
alt yap1 olusturarak destek vermeyi, bu ¢alismalarin daha verimli sonuglar iiretebilmesi
icin bir katalizor rolii iistlenmeyi amaglamistir. Kisa vadede, kent halkinin biiyiik bir
béliimiiniin Bursa'nin ilkleri konusunda bilgilendirilerek, bu ilkler vasitasiyla Bursa’nin
karakeeri arasinda baglar kurmasi ve kentle ilgili farkindalik yaratilmas: hedeflenmistir.
Uzun vadede ise, bilgi ve farkindaligin igsellestirilmesi ve davranis degisikligine déniis-

mesi amaclanmistir.
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Bursa Skal Turizm Profesyonelleri Dernegi koordinasyonunda Kasim 2012 tarihinde
gergeklestirilen 1. Bursa Turizm Zirvesi Arama Konferanslari ve Aralik 2015 tarihin-
de gergeklestirilen 2.Bursa Turizm Zirvesi ve 4.Bursa Turizm Sempozyumu sonugla-
11 rapor olarak derlenmis ve ilgili kurumlara gore gorev paylasimi yapilarak onerilerde
bulunulmustur. 2.Zirve sonucu olarak 10 kurum tarafindan yapilmasi gereken toplam
168 maddelik gérev ¢ikmistir. Zirvede ¢ikan énemli sonuglardan ve hayata gegirilmesi
gerekenlerden biri ortak galismanin devamliligt icin bir Bursa Turizm Ust Kurulu kurul-
mastdir (Bursa Turizm Birligi (BTB) veya Bursa Turizm Kurulu (BTK) seklinde). Ikinci
olarak, sehrin turizm ile ilgili tanituminin tek bir web sayfasindan, turistin kullanim
kolayligina yonelik bir web sayfast olusturulmast hususudur. Ayrica, sehrin tanitiminin
tek elden, profesyonelce ve uzun vadeli yapan “Bursa Convention and Visitor Buro”
(BCVB) kurulmasi veya Tanium A$’nin faaliyete gecirilmesi; Bursada 4 yillik turizm
egitimi veren bir yiiksekokul veya fakiilte kurulmasi ihtiyacy; tanitilan tiriinlerin kaliteli,
icinin dolu olmasi ve dogru olmasina 6zen gosterilmesi de diger kritik eksiklikler olarak
ifade edilmistir.

Sonug ve Marka Sehir Bursa Uzerine Oneriler

Turizm sekedriiniin 6zelligi, tiretimde girdi olarak kullandigi hammaddenin maddi ve
maddi olmayan kaynaklardan olugmasidir. Dolayst ile bu kaynaklarin kullanimina ve
yonetimine dikkat edilmesi gerekmektedir.

Bursa ili turizmin hammaddesi olan doga, tarih ve kiiltiir hazinesine fazlasiyla sahip-
tir. Tarihi kiiltiirel ve dogal varliklarinin zenginligi ve derinligi acisindan bir¢ok kenti
kiskandiracak envantere sahiptir. Diinya Miras Komitesinin 38. Dénem Toplantisinda
Kiiltiirel kategoride “Bursa ve Cumalikizik: Osmanli Imparatorlugunun Dogusu” Diin-
ya Miras alani, Orhangazi Kiilliyesi ve cevresini icine alan Hanlar Bélgesi, Hiiddavendi-
gar (I. Murad) Kiilliyesi, Yildirim (I. Bayezid) Kiilliyesi, Yesil (I. Mehmed) Kiilliye, Mu-
radiye (II. Murad) Kiilliyesi ve Cumalikizik Koyii olmak {izere alt1 bilegen Diinya Miras
Listesi'ne girmistir (Bursa Il Kiiltiir Turizm Miidiirliigii, 2014). Akdeniz havzasindaki
ti¢ biiyiik imparatorlugun (Roma, Bizans ve Osmanli) izlerini tagimasi, Osmanl’nin
Bassehri olmasi, 7.Konsilin toplandigi Ayasofya Kilisesi'nin bulundugu Iznik ilgesi,
Uludag’s, termal kaynaklari, ticaret gelenegi ve kiiltiirii, kongre merkezi olmaya doniik
yatrimlari, ulusal sanayi devlerine ev sahipligi yapmasi, ilklerin sehri olmast gibi ¢ok
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yonlii ve degerli varliklari ile markalagma acisindan biiyiik firsatlara sahip oldugu agiktir.
Bu sahip oldugu degerlerin farkinda olmali ve koruma bilincini gelistirmelidir. Ancak
bunun gergeklestirilmesi siirecinde yerel halkin en iist diizeyde katuliminin saglanmasi
ve yapilan her projede kendilerini bunun bir parcast olarak hissetmeleri, sahiplenme
duygusu agisindan onemlidir.

Bursa'nin turizm alaninda tanitimina ve pazarlanmasina yonelik markalagmasinin alt-
yapisint olusturacak pek cok calismaya, projeye, calistaya, kongreye, fuar katlimlarina,
logo ve slogan yarigmalarina medya tanitimlarina bagvurularak uzun bir siireg igine gi-
rilmis oldugu agtkur (www.bursa.gov.tr). Ancak, sehir markalagmasinda basarili sonuca
ulagmay1 saglayacak en 6nemli etken, sitiphesiz markalagan sehrin halkinin, ilce belediye-
lerinin, yerel medyanin, esnafinin markalagma calismasini destekleyici biitiinsel eylem-
ler icinde bulunmasidir. Sehir i¢i boyle bir mutabakat, verilen mesajlarin sehrin gesitli
detaylarina yansimasini saglar. Markalagma caligmalart herkesin sahiplenmesi halinde
anlamli olabilir. Bu saglanamazsa, yapilan bunca ¢alisma sadece valiligin, belediyenin,
kurumlarin ya da kisilerin bir projesi olarak kalir ve istenen sonuglara ulagilamaz. Fark-
li girisimler, ayn1 amaca hizmet etme niyetinde olsalar bile, sehrin tiim aktérlerinin
tizerinde anlastg, topyektin bir stratejik planin eksikligi hem zaman hem de kaynak
israfina yol agacakur (flgiiner ve Asplund, 2011: 192).

Bursa'nin en biiyiik sorunu, yukarida bahsedilen ve bagarili marka sehirlerin uygula-
makta oldugu birlikte tek bir hedef icin hareket eden paydas birligidir. Marka sehir,
bir sehrin top yektin miicadelesidir (Ilgiiner, 2011:7). Sehir markalagmast alismalart
strasinda tiim yetkililerin, tiim birimlerin, aktorlerin etik ve titiz bir ¢alisma ile markay:
yaratmalari gerekmektedir. Bu anlamda Bursa ili i¢in yapilmasi gereken paydaslarin (res-
mi kurumlar ve {iniversite, STK lar, yerel halk, vd.) etkin bir koordinasyonunun ve akeif
kaulimimnmn saglanmasidir. Bunu saglamak icin de paydaglarin temsil edildigi bir yap:
ile Bursa ili adina bir sirket kurulmalidir. Kurulacak sirket yapisinin politik olmamast,
biitiinsel ve siirdiiriilebilir bir yonetim anlayisi i¢in zorunluluktur. EUROCITIES’in
onceki béliimde de bahsedilen 2010 yili aragtirma rapor sonuglarina gére bu konuda
paydaslarin bir arada daha verimli olabilmeleri i¢in, marka giivenirligini temin etmede
Ortaklik yaklagimi, etkin karar vermede Liderlik; Ortak Vizyon; Eyleme Dayali Uygu-
lama; uzun vadeli strateji amacli Siireklilik gibi noktalara dikkat edilmelidir.

Pek ¢ok turizm ¢esitliligi potansiyeli olan Bursanin hala turizm master planinin olma-
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masi markalagma yolunda biiyiik bir eksikliktir. Bursa Ticaret ve Sanayi Odasi biin-
yesindeki Turizm Konseyi 2015 yilinda Bursa i¢in turizm master plani ¢aligmalarina
baslamis ancak heniiz tamamlanamamugtr. Alt bolgeleri de kapsayacak sekilde Bursa
il geneli i¢in turizm master planinin tamamlanmasi, kent i¢in belirlenen dinamiklerin
harekete gegirilmesi gerekmektedir.

UNESCO tarafindan Diinya Miras Listesi'ne alinan ve Avrupa Tarihi Termal Kentler
Birligi'ne Tiirkiye'den kabul edilen ilk ve tek sehir olan Bursa'nin lale figiirlii yeni sehir
logosu Ekim 2014 tarihinde térenle taniuldi. Sehrin insana, insanliga vaat ettigi her
seyin daha fazlasini, Bursa'nin yasayanlarina, misafirlerine, sevenlerine vadetmesi ama-
ctyla ‘Ulu Sehir’ slogani belirlendi. Ancak, logo ve sloganin valilik tarafindan Bursadaki
paydaglardan goriis alinmadan belirlenip sunulmas: ciddi elestirilere sebep olmustur.
Sloganin dilimizdeki anlam etkisi ne yazik ki Ingilizce ve diger dillerde benzer etkiye
sahip olamamugtir. Ozellikle ilgili paydaslarin profesyonel tasarimcilarla birlikte ¢alisarak
Bursa ilinin tist kimligini yansitan modern bir logo tasarlanmasi gerekmektedir. He-
def kitlelerin kolayca erisebilecegi farkli dillerde daha profesyonel web, mobil ve sosyal
medya uygulamalarinin hazirlanmasi dijital agirlikli giintimiiz diinyasi i¢in bir zorun-
luluktur. Markay1 yaratmis olmanin disinda, sehir markalarinin ticari firma markalari
gibi yonetilme zorunlulugu bulunmaktadir. (Kerr ve Johnson, 2005: 373). Dogru se-
kilde yonetilmeyen sehir markalari, istenmeyen ydnde degisecek veya zarar gorecektir.
Geligmis iletisim imkanlari nedeniyle sehirle ilgili olumsuz bilgiler ¢ok kisa zamanda
genis bir alana yayilabilmektedir. Bursa' nin marka sehir haline gelmesini arzulayan tiim
taraflarin giintimiiz gelismelerini takip ederek ellerindeki degeri giintimiiz kosullarina
uygun olarak pazarlayabilmelidir.

Tarihten bu yana ilklerin sehri olarak 6n plana ¢ikan Bursanin markalagma siirecinde
uzun siiredir sorun yagamasinin ve girisimlerinin basarisiz olmasinin en énemli neden-
lerinden bir digeri ise pek ¢ok alanda 6zellige ve iiriine sahip olmasidir. Markalagma
calismalarinin biitiin bu 6zellikleri kapsayarak yiiriitiilmeye ¢alisilmas: tek bir iiriin ya
da konu iizerine odaklanmay: engellemektedir. Oysaki bagarili marka sehirlere bakildi-
ginda, hepsinin ilk 6nce tek bir tema ve tek bir iiriin ile bunu yaptiklari, daha sonra za-
man icerisinde diger 6zelliklerini sirayla ve biitiinlesen sloganlarla 6n plana ¢ikardiklar:
goriilmektedir. Bursa ili icin ozellikle 6ne ¢ikartulmast gereken bir tst kimligin varligt
kaginilmazdir. Bu tist kimlik daha énce de bahsedildigi gibi Bursa’'nin en yiiksek oranda
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sahip oldugu tarihi ve kiiltiirel zenginligidir. Marka sehir konumlandirmasi da kiiltiir
tizerine odaklanmalidir.

Bursa'nin turizmde marka sehir olmast igin pek ¢ok artlart vardir. Onemli olan tiim
sehrin bunu istemesi ve bunun icin ¢aba gostermesidir. Unutmamak gerekir ki; Bursada
yasayanlara daha yiiksek yasam kalitesi sunmak icin etrafimizdaki ve diinyadaki marka
kentler ile rekabet etmemiz gerekeigi ihtiyacini hissetmek, Marka Sehir olma bilincinin
ilk asamasidir.
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SAKIN SEHIRLERIN TANITIMINDA
GASTRONOMI KIMLIGININ KULLANIMI:
TURKIYE ORNEGI

USE OF GASTRONOMY IDENTITY FOR

INTRODUCTION OF CITTASLOWS:
THE CASE OF TURKEY

Sine Erdogan Morcin, llhami Mor¢in

Ozet

Destinasyonlar, yonetilmesi en karmasik ve bu nedenle de pazarlanmast en zor olan turizm iiriinleri-
dir. Destinasyonlarin pazarlanmasinda, diger destinasyonlardan farkls olan ézelliklerinin vurgulan-
mast ve on plana cikarilmas: rekabet avantaji saglamaktadsr. Son zamanlarin popiiler destinasyonlar:
haline gelen sakin sehirlerin icinde bulundugu cittaslow hareketi, hizla kiiresellesen ve birbirine ben-
zeyen diinyada, destinasyonlarin kimliklerini koruyarak gelecege aktarmalarin: destekleyen bir tepki
hareketidir. Destinasyonlar: birbirinden farkly kilan kimliklerinin onemli bir unsuru da gastronomi
kimlikleridir. Bu baglamda, sakin sehir destinasyonlarinin pazarlanmasinda gastronomi kimliklerinin
vurgulanmast ve pazarlanmast son derece onemlidir. Bu calismada, Tiirkiyede bulunan sakin sehir-
lerin tanitiminda, gastronomi kimliklerinden ne derece yararlanildigi arastirilacaktrr. Calisma nitel
arastirma tiiriindedir. Analiz teknigi olarak icerik analizi kullanilmistir. Arastirmanin evrenini cittas-
lowturkiye.org adresinde yer alan sakin sehirler olusturmaktadsr. Evren sinirly oldugu icin herbangi bir
drneklem almmamus ve tiim sakin sehirlerin web sayfalar: incelemeye alinmugstir. Verilerin analizinde
tanimlayict istatistikler kullanilmistir. Sonugta, Tiirkiyenin sakin sebirlerinin tiimiiniin tanittiminda,
onemli bir rol iistlenen resmi web sayfasinda, gastronomi kimliklerine yer verilmedigi ortaya cikmastr.

Anabhtar Kelimeler: Sakin Sehir, Gastronomi Kimligi, Tiirkiye
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Abstract

As a tourism product destination that are the most complex to manage and therefore most difficult to

market. In the marketing of destinations, emphasizing and prioritizing the features that are different
from other destinations provide competitive advantage. The cittaslow movement includes slow cities,

which have become popular destinations in recent times, is a response movement that supports desti-
nations in the rapidly globalizing and similar world by preserving their identities. The gastronomy
identities are an important element of their identities, which differ in their destinations. In this context,

the emphasis and marketing of gastronomic identities is crucial in the marketing of slow urban destina-
tions. This study will explore the extent to which gastronomy identities are utilized in the promotion of
slow cities in Turkey. The study is a qualitative research type. Content analysis was used as the analysis
technique. The universe of the research forms the cittaslows at cittaslowturkiye.org web page. Since the
universe was limited, no samples were taken and web pages of all slow cities were taken into conside-
ration. Descriptive statistics were used in the analysis of the data. As a result, it has emerged that the
gastronomic identities are not included in the official web page which plays an important role in the
promotion of the whole of the slow cities of Turkey.

Keywords: Cittaslow, Gastronomic Identity, Turkey

Giris

Hizli ve titketime dayali bir hayat felsefesinin 6n planda oldugu sehir dizayni ve yasam
sekline alternatif olarak dogan cittaslow hareketi ilk kez [talyada ortaya ¢tkmuistir (Strim,
2012). Sakin sehir hareketi, kiiresellesmenin insanlarin birbiriyle kaynagmasini ve ile-
tisimin artmasini sagladigini ancak diger taraftan, farkliliklarin ortadan kaldirilarak tek
tip insan ve yasam modeline dogru gidilmesine neden oldugu endisesinden dolay1 bir
araya gelen [talyan turistik destinasyonlarin olusturdugu bir agdir (Karadeniz, 2014).
Sakin sehir hareketinin temelini yavas yeme yani slow food hareketi olusturmaktadir.
Slow food hareketi organik tarimi, yerel tiretimi, yiyeceklerin geleneksel hazirlama, pi-
sirme ve sunumunu kapsayan bir felsefedir. Romada bulunan Italyan merdivenlerinde
agilan McDonalds’t protesto eden gastronomi yazari Carlo Petrini tarafindan baglatl-
mustir ve 1986 yilinda birlik olarak faaliyete baglamistir. Slow food hareketi, cittaslow
hareketinin bir 6n agamast ve tetikleyicisi olarak kabul gormekreedir (Ergiiven, 2011).

Tirkiye'nin ilk sakin sehri, “Tiirkiye’nin Sakin $ehir Bagkenti” olarak tanimlanan Sefe-
rihisar'dir (Ekinci, 2014). Diger sakin gehirler ise, Akyaka, Egirdir, Gerze, Gokeeada,
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Goyniik, Halfeti, Persembe, Savsat, Tarakli, Uzundere, Vize, Yalva¢ ve Yenipazar'dir (cit-
taslowturkiye.org). Buna ek olarak, Gékgeada sakin sehir secilen tek ada olma ozelligini
tasimakradir (Ozdemir, 2012). Tiirkiye'de tiim sehirlerde birer adet sakin sehir bulun-
makta iken yalnizca Ispartada iki adet sakin sehir bulunmaktadir: Egirdir ve Yalvac.
Sakin sehirlerde turizm eko-turizm temellidir. Turizm olgusu, sakin sehirler agisindan
ele alindiginda, kitle turizmine karsi eko-turizmin desteklendigi goriilmekeedir. Her sey
dahil sitem ve biiyiik oteller yerine ev pansiyonculugu, geleneksel turizm anlayisi yerine
ise saglik turizmi, doga turizmi, kongre ve fuar turizmi, golf turizmi, ki turizmi ve gast-
ronomi turizmi gibi alternatif turizm hareketleri desteklenmektedir (Sahinkaya, 2013).

Bu calismada, sakin sehir hareketinin temelini olusturan sakin yeme hareketine bagl
olarak, sakin gehirlerin gastronomi kimlikleri ve gastronomi kimligini olugturan deger-
lerine tanitimda ne kadar yer verildigi aragurilmigtir. Aragtirma, sadece Tiirkiye bulunan
cittaslowlar ile sinirlidir. Dolayisiyla, calismadan elde edilen sonuglar sadece Tiirkiye
icin genellenebilecektir. Cittaslowlarin turizm agisindan gelismesi iin biitiin turizm ge-
sitlerinin tanitminin yapilmasi gerekmektedir. Ancak gastronomi turizmi diger turizm
gesitlerinden bir adim daha 6n plandadir. Ciinkii eko-gastronomi cittaslow hareketinin
oziinii olugturmaktadir. Bu agidan, aragtirmanin 6nemli oldugu séylenebilir. Literatiirde
béyle bir ¢aligmaya rastlanmadig icin, aragtirmanin dzgiin degerinin oldugu séylenebi-
lir.

1.Sakin Sehir Olma Kriterleri

Cittaslow birligine katilmak isteyen sehirler 11’i gevre, 13’{i altyap1, 9’u kentsel kalite ve
teknolojiler, 11 adet yerel iiretim, 5 adet misafirperverlik, 3 adet farkindalik ve 7 adet
slow food faaliyetlerine ve projelerine desek kapsaminda olmak iizere toplam 59 kriteri
yerine getirmelidirler (Yal¢in ve Yal¢in, 2013).

Sakin sehir olabilme kriterleri arasinda en belirgin olanlari niifusun 50.000 ‘in {izerinde
olmamast ve yerel yemek kiiltiiriiniin dolasimda olmasidir. Bir sehrin sakin sehir olmast,
o sehri yonetenlerin ve orada yasayanlarin o sehrin hikayesini sadece eskilerin hatirlaya-
bilecegi bir 6zellikte olmaktan ¢ikarip, yeni neslin ve misafirlerin de gehrin hikayesini
yasayabilmeleri anlamina gelmektedir (Ozhanci vd., 2012).

1999 yilinda kurulan Cittaslow birligi, 28 madde ve 5 ek metinden olusan bir tiiziik
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cergevesinde idare edilmektedir. Tiiziik ¢ercevesinde Cittaslow érgiitiiniin kurulugu, or-

ganlari ve bu organlarin yapisi, aday kentlerin birlige tiye olmak icin yerine getirmesi

gereken sartlar, birligin logosu ve logonun kullanimina iliskin bilgiler yer almaktadir
(Sahin ve Kutlu, 2014).
Tablo 1.Sakin Sebir Birligi'ne Uyelikte Yerine Getirilmesi Gereken Kriterler

Kriter

Ornek Kriter

Cevre Politikalart

Kentsel ¢op ve atiklarin ayrisurilarak toplanmasini tesvik edici ve yaygin-
lagtirict projeler.

RSU ve biyokiitlelerden 1s1 tiretilmesi ve 6zellikle alternatif enerji
kaynaklarinin kullanilmast yoluyla enerji tasarrufu yapilmasina yonelik
belediyenin plani.

Altyapi Politikalart

Tarihi merkezlerin 1slahi ve iyilegtirilmesi icin planlar ve/veya kiiltiirel ve
tarihi degerler iizerine ¢aligmalar yapilmast.

Ozel tagttlar yerine uygun alternatif tagima ve trafigin toplu tastma aragla-
11 ve yaya alanlart ile biitiinlegtirilmesi icin planlar yapilmast.

Aile yasanusina ve yerel aktivitelere yardimei olacak programlarin tegvik
edilmesi.

Vasifli yesil alanlarin ve hizmet yapilarinin mevcudiyeti.

Magaza sahipleriyle, zor durumda olan vatandaslarla ilgilenme ve yardim
etme iizerine mutabakat saglanmast: ‘dost magazalar’.

Bozulmakta olan kentsel alanlarin ve sehrin yeniden kullanilmasina yone-
lik projelerin hazirlanmast.

Kentsel Kalite I¢in
Teknolojiler ve
Tesisler

Kentte kullanilan renklerle ilgili plan hazirlamak.

Yerel Uretimi Koru-
mak

Organik tarimeiligin gelistirilmesi icin projeler hazirlamak.

Yok olma riskiyle kars: karstya olan geleneksel ¢alisma ydntemi ve meslek-
lerin himayesi.

Yéreye 6zgii tirtinlerin tespit edilmesi ve bu tiriinlerin ticarilesmesi icin
destek olunmas.

Yerel kiiltiirel etkinliklerin korunmast ve tegvik edilmesi.

Misafirperverlik Turist bilgisi ve nitelikli misafirperverlik icin egitim kurslari.
Farkindalik Yerel yonetimin Cittaslow olma hedefini agiklamadan énce vatandasin
Cittaslow konusunda detayl: bir bi¢imde bilgilendirilmesi.
Slow food projelerinin desteklenmesi
Slow Food

Yerel bir slow food sirketinin kurulmasi.

Kaynak: Ozhanci vd., 2012; Baldemir v.d., 2013 den derlenmistir.

Kentlerin, sakin sehir olabilmeleri i¢in yerine getirmeleri gereken 6rnek kriterler Tablo
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I'de gosterilmistir.

Sakin Sehir, Kalkinma ve Turizm ligkisi

Sakin sehir, gehirlerin tanitiminin yapilmasinda, turizmin gelismesinde, sehre gelecek
ziyaret¢i sayisinin artturilmasinda, gehirlerin marka degerlerinin ve rekabet gii¢lerinin
arturilmasinda rol oynayan bir kalkinma hareketidir (Kazancoglu ve Dirsehan, 2016).
Sakin sehir, kiiresellesmenin ortaya ¢ikardigi homojen mekanlardan biri olmaya kars:
ctkan, yerel kimligini, yasam tarzini ve degerlerini koruyarak siirdiiriilebilir olma cabast
gosteren yerlesim birimlerinin katildigi uluslararasi bir birlik konumundadir (Ozdemir,
2012). Sakin sehirler sadece ziyaretgilere degil, ayni zamanda yerel halka da alternatif
bir yasam tarzi sunarak, sehirlerin stirdiiriilebilirligine katki yapmakta ve eko turizmin
gelismesine zemin hazirlamakeadir (Kazangoglu ve Dirsehan, 2016).

Sakin sehir hareketinin amaglarindan biri sehirlerin standartlasmasinin ve kendine
has 6zelliklerini kaybetmesinin 6niine gegerek turizm agisindan 6nemli olan farkli-
ik ve siirdiiriilebilirlik Szelliklerini koruyarak stirdiiriilebilir kalkinmay: saglamakuir
(Ozdemir, 2012; Sahin ve Kutlu, 2014). Diger taraftan, sakin sehir olmanin yogun bir
bicimde turizm tanium aract olarak kullanilmast bazi olumsuz sonuglar dogurabilir.
Artan ziyaretgi sayist ile turizm endiistrisinin gelismeye baslamasi zamanla kentin sakin
schir olma &zelligini kaybetmesine neden olarak hem hizmet hem de yasam kalitesinin
diismesine yol acabilir (Cosar, 2014). Bu baglamda, sakin sehirlerde turizm planlamasi
tizerinde ¢aligmalar yapilmasi gerektigi; plansiz, hizli ve sonugta sehrin sakin sehir olma
ozelligini kaybederek kalite diisiisiine neden olabilecek kararlardan kaginilmasi gerekeigi
soylenebilir.

1.2.Sakin Sehirlerde Siirdiiriilebilirlik ve Eko-Turizm

Sakin sehir olma kriterleri ele alindiginda, kentsel yasam kalitesi ve siirdiiriilebilirlik
kavramlarinin 6n plana c¢ikug goriilmektedir (Cosar, 2014). Kentsel siirdiiriilebilirlik
kavraminin temelini ise kentin cevreyle olan iliskisi olugturmakeadir (Palabiyik, 2005).
Sakin sehir hareketi, cevre, hayvan varligi ve iireticilerin gelir diizeyi gibi unsurlar
dnemsemektedir. Hedef kriterleriyle ve faaliyetleriyle, siirdiiriilebilirlik ve sosyal adalet
konusunda yerel halkin farkindaligini ve biling diizeyi arttirmay: amaglamakeadir (Ag
Giinerhan v.d., 2010).
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Stirdiiritilebilirligin ti¢ boyutu sakin sehir anlayisiyla birlikte degerlendirildiginde, sakin
sehir su anlama gelmektedir (Bahtiyar Karadeniz, 2014); Siirdiiriilebilir sehircilik; Stir-
diiriilebilir turizm; Siirdiiriilebilir kalkinma

Tiim diinyada oldugu gibi tilkemizde de, dogal yasam alanlarina, geleneksel beslenmeye,
yenilenebilir enerji kaynaklarina ve temiz ¢evreye olan ilgi artmaktadir. Bu ilgi, sakin
sehir hareketinin hizla yayilmasini ve bircok yerel yonetimin bu siirece aday olmasini
saglamustir. Bu trend ayni zamanda kentsel eko-turizm ile de paralellik gosterdiginden,
sakin sehir hareketi, sertifikasyonlar araciligiyla, eko-turizmin yapilanmasini destekle-
yen iyi bir eko-turizm modeli olarak karsimiza ¢ikmaktadir (seferihisar.bel.tr).

Sakin Sehirlerde Slowfood Hareketi

Yavas yemek (slow food) hareketinin temelini, iyi, temiz ve adil gida felsefesi olustur-
makrtadir. Yavas yemek hareketinin amaci, geleneksel gidalari koruma altina almak, bi-
yolojik ¢esitliligi korumak , yemek egitimini ve yerel ekonomiyi korumak olusturmak-
tadir (Ag1 Giinerhan v.d., 2010). Sakin sehirlerde slow food uygulamalari olmazsa olmaz
kriterlerden biridir. Sakin gehir agina bagvuru sartlarindan birisi aday kentin kendisine
en yakin Slow Food Conviviumu’na iiye olmasidir. Bununla birlikte sakin schir olmaya
aday yerel yonetimler slow food degerlerine uyacagina dair sézlesme imzalamakeadirlar
(Pajo ve Ugurlu, 2015).

Giiniimiizde gastronomiye gosterilen ilgi daha da karmagik hale gelmistir. Buna paralel
olarak, slow food yapilanmasi da kamusal imajini ve i isleyisini degistirerek yeni eylem
bigimlerini tasarlamstir. Ilk olarak, odak noktasini “eko-gastronomi” bayrag: altinda
cevreye ve ikinci olarak da, tiiketiciden tireticilere genisletmistir (Siniscalchi, 2013). Do-
layisiyla, yavas yemek hareketi, tiiketiciye iyi, temiz ve adil gida sunulmast hedefinin yani
sira kii¢iik kentlerin kendi tiriinlerini tiretmesi ve yerel iireticiye kazang yolunun acilarak
stirdiiriilebilirligin saglanmasi hedefine de odaklanmistir (Pajo ve Ugurlu, 2015).

Sakin Sehirlerde Fko Gastronomi

Yavas yemek hareketi, baslt basina bir eko-gastronomik faaliyettir (Hall, 2012). Bununla
birlikte, yavas yemek hareketinin ilkeleri, eko-gastronomi diisiincesinin kavramsallasti-
rilmasinda pratik yarar saglamaktadir (Nilsson, 2013). Eko-gastronomi iyi tarim uygu-
lamalariyla sofralara gelen yemegin tiretim, satis ve titketimini igeren sosyal, psikolojik,
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politik ve kiiltiirel siireclerin toplamini ifade etmektedir (Yurtseven ve Kaya, 2010).
Eko-gastronomi sehir imajini da olumlu yonde etkilemektedir. Aydin (2015)’in yapug:
bir aragtirmaya gore, sehre 6zgii yiyecekleri tadan turistlerin sehrin imaji hakkindaki
goriisleri; sehre 6zgii yiyecekleri tatmayan misafirlerden daha olumludur. Bu baglamda,
eko-gastronominin énemli bir ¢ekicilik ve imaj unsuru oldugu séylenebilir.

Genel olarak eko-gastromi ile ilgili 6nemli sorunlardan bir tanesi de tanitim ve pazar-
lama faaliyetlerinin eksikligidir. Ulkemiz yiyecek-igecek kiiltiirii bakimindan kadim bir
gecmis sahip olsa da, bu kiiltiirii turistik agidan yeterince pazarlayamamustir. Italya'nin
pizza ve makarnay: pazarlamadaki ustaligr distiniildiigiinde, durumun vehameti daha
da iyi anlagilmaktadir. Bu sorunlari agabilmek i¢in yapilabileceklerden bazilari sunlardir
(Giilen, 2017):

¢ Ulkemizin gastronomi haritast ¢ikarilmali ve bu harita tanitim materyallerinde
yer almalidir.

e Tamiumlarda yiyecek icecek festivallerin ¢ekici giiciinden yararlanilmalidir.

o lller bazinda yoresel yemekleri giindeme tasiyan projeler ve galigmalar
desteklenmelidir.

*  Eko-gastronomi turizmi girisimcileri desteklenmeli bu konuda egitimler diizen-
lenmelidir.

e Agcilik ve gastronomi béliimleri bulunduklari yérelerin yemek kiiltiirlerini aras-
tiran, kayit altina alan ve koruyan projeler iiretmelidir.

2.2.Gastronomi Kimligi

Gastronomi ile ilgili yapilan ilk tanimlarin, yeme-igme hazirliklart odakli olmasina rag-
men sonraki tanimlarda gastronominin sanat ydniinden ve birlestirici 6zelliklerinden
bahsedildigi goriilmekeedir (Tiifekei v.d., 2016). Gastronominin temel amact insanlara
temiz gida ve saglikli gida sunarak insanlarin sagligini korurken bir taraftan yemeden
ve yasamdan zevk almalarini saglamakur. Bununla birlikte gida ve iceceklerin hijyenik
ortamlarda hazirlanmasiny, {iretilmesini ve goze hitap edecek sekilde sunulmasini sagla-
mak gastronominin ¢aligma ilkelerini olusturmakrtadir (Sormaz v.d., 2016: 726). Gast-
ronominin kapsamini yiyecek ve icecek cesitleri, yiyecek ve iceceklerin iiretimi, sunumu
ve titketimi, gidalarin fizyolojisi, mikrobiyolojisi, beslenme, yeme-igme aligkanliklart
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ve restoran yonetimi olusturmakreadir. Gastronomik kimlik ise destinasyondaki turistik
tirtin ve hizmetlere fiziksel, kiiltiirel ve dogal ¢evreden yararlanilarak benzersiz ve ayirt
edici bir kivam verilmesidir. Bu 6zellikleriyle gastronomik kimlik, giiclii bir kiiltiir ak-
tarim aract olarak karsimiza ¢ikmaktadir (Caliskan, 2013).

Destinasyonlarin gastronomi kimliklerinin tanitlmasinin ve pazarlanmasinin en iyi
yollarindan bir tanesi de gastronomi festivalleri, ydresel yemek kurslart ve yarigmalar
diizenlemektir. Buna ek olarak, miizelerde destinasyonun yemek kiiltiiriinii yansitan
ogelere yer verilmesi de iyi bir tanitim araci olabilir (Sormaz v.d. 2016: 728). Tiirkiye
tarihi gecmisi bakimindan da zengin bir yeme i¢cme kiiltiiriine sahiptir. Tiirk mutfak
kiltiiriinde Selguklular yemek hazirlama, pisirme ve saklama konusunda kendilerine has
bir 6zellik gostermektedirler. Kugluk ve aksam yemegi olmak tizere iki 6giin beslenmis-
lerdir. Kugluk 6giinii icin tok tutan besinler tercih ederken, aksam yemeginde daha ¢ok
ceside yer vermislerdir. Selcuklularin beslenme simgeleri et, un ve yag olmustur. Sebze
tilketmeyi ise pek tercih etmemislerdir (Giiler, 2010). Tiirklerde yiyecek-igecegin resto-
rancilik agisindan kargimiza ¢ikist Osmanli dénemine rastlasa da, bu isletmelerin atast
Selguklular déneminden beri var olan kervansaraylardir (Bingdl, 2007).

Orta Asyadan Anadolu’ya gelen Tiirkler tarih sahnesinde pek ¢ok milletle komguluk
yaptugl icin, yeme-i¢cme kiiltiirleri bu milletlerin kiiltiiriinden beslenmis ve ¢ok ¢esitli
bir hale gelmistir (Siiriiciioglu ve Ozgelik, 2007). Osmanli Imparatorlugu’na ilk Ingiliz
biiyiikelgisi olarak gelen Sir Edward Burton'un Istanbul'da serefine verilen ilk ziyafetin
raporunda, kraliceye yazdiklari arasinda yaklagik yiiz cesit yemek saymistr (Duvarci,
ty). Zamanla isminde bazi degisiklikler meydana gelen Tiirk mutfagi, Selcuklu mutfag,
Anadolu mutfagi, Osmanli mutfagi ve Istanbul yemekleri ve Istanbul mutfag: olarak
anilmaktadir (Siiriiciioglu ve Ozgelik, 2007).

Sanayilesme tiim diinya mutfaklarinda oldugu gibi Tiirk mutfaginda da birtakim de-
gisikliklere yol agmistir. Geleneksel yiyecekler yerini endiistriyel olanlara birakmugtir.
Ornegin tereyag: yerine, margarin; geleneksel sebze kurulari yerine ise dondurulmus gi-
dalar tercih edilmeye baslanmugtir (Siiriiciioglu ve Ozgelik, 2007). Diinyada yeme igme
kiiltiirtiniin dejenere olmasina ragmen, Tiirkiye hala gastronomi kimligi ¢ok gii¢lii olan
bir tilkedir. Nerdeyse her yorenin kedine has ve bagka yorelerde bulunmayacak ozellikte
ayirt edici bir gastronomi degeri mutlaka vardir. Bu sebeple Tiirkiye'nin sahip oldugu
giiclii gastronomi kimligi, pek ¢ok iiniversitede gastronomi boliimlerinin acilmasina
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temel hazirlamigtir. Ancak, gastronomini Tiirkiye'nin ekonomisinde ciddi bir yere sahip
oldugu gerecegine ragmen, gastronomi egitimi hala istenen diizeyde degildir (Sarioglan,
2014: 261). Tiirkiyede gastronomi kimliginin korunarak gii¢clendirilmesi icin mesle-
ki egitime ve gastronomi egitiminin gerekli uygulama alalarinin saglanarak verilmesine
6zen gosterilmesi gerekmekeedir.

2.3.Tiirkiye’nin Sakin Sehirlerinde Gastronomi Kimligi Unsurlar:

Tiirkiye'de Kasim 2017 itibariyle resmi olarak Sakin Sehirler Birligi’ne iiye olan ondért
sakin gehrin gastronomi kimliklerinde 6n plana ¢ikan unsurlar tablo 2'de gosterilmistir.

Tablo 2. Tiirkiyenin Sakin Sehirlerinin Gastronomi Kimlikleri*

Sehir Cittaslow Gastronomi Kimligi Unsurlar1

[zmir Seferihisar Deniz iiriinleri, ekmek dolmasi, enginar dolmasi, yuvalaga, oklavadan
siyirma, mandalina tatlisi, geleneksel armola

Mugla Akyaka** Deniz iiriinleri

Isparta Egirdir** Deniz tiriinleri, sazan dolmasi, gol levregi

Isparta Yalva¢g*** Keskek, et ve siit iiriinleri (yemek isimleri yok)

Sinop Gerze Mamelika-hoptiri, tuzlu balik, nokul, zibidik, kaziyak, etli kulak hamuru,
boranag, tirit, sakarcik, sipsi, koyungozii, cakaduzu, kegkek, misir pastasi.

Canakkale | Gokgeada Deniz kestanesi, bamyali levrek, geleneksel ada salatast, 1spanakli kalamar,
ebegiimeci yemegi

Sanlwurfa Halfeti Sabut balig1 kebaby, erik tavasi, kebat reeli

Ordu Persembe Hamsili pilav, melocan kavurmasi, hamsi bugulama, musir ekmegi, misirl

pancar sarmast, karalahana corbasi, sakarca kayganasi, misir ¢orbast, tursu
kavurmalari, galdirik kavurmast.

Artvin Savsat*™* Kaygana, kuymak, pancar yemegi, hamsili ekmek.

Sakarya Tarakli Keskekyaprak dolmasi, uhut, etli nohut, képiik helvasi.

Erzurum Uzundere Tandir ekmegi, elma.

Aydin Yenipazar Ekmek dolmasi, Yenipazar pidesi, et lelengisi, hurma, karnabahar miicveri,

keskek, yavru kavurmasi.

Kirklareli Vize Oglak ¢evirme, kiremitte mantarli alabalik, 1sirgan otu ¢orbasi, vize peyni-
ri, thlamur ¢igegi bali.

Bolu Géyniik Tarhana ¢orbasi, diigiin ¢orbasi, kesik.

*Bu veriler sakin sehirlerin tanitildigi web sitelerden derlenmistir (belediye, il kulfir turizm
miidiirltigii v.b.)
**cittaslow.org sayfasinda ‘yerel yemek kiiltiirii’ bashgr yer almamaktadur.

***cittaslow.org sayfasinda ‘yerel yemek kiiltiirii’ bashgi yer almasina karsin yemek
kiiltiiriinii tamitict bilgiler bulunmamaktadir.
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3.Yontem

Bu caligma nitel bir aragtirmadir. Arastirmanin evrenini Tiirkiyede bulunan sakin ge-
hirler olusturmaktadir. Evren sinirli oldugu i¢in rneklem alinmamis ve tam sayim ya-
pilmustr. Sakin sehirlerin tanitim sorumlusu olarak cittaslow.org.tr sayfast incelemeye
alinmistr. S6z konusu site igerikleri ele alinarak sakin gehirlerden her biri igin yéresel
yemekler sekmesi olusturulup olusturulmadigs aragturilmistir. Elde edilen veriler icerik
¢oziimlemesi ile analiz edilmistir. Analizlerde % ve frekans analizinden yararlanilmistr.
Sonugta Tiirkiye'nin sakin sehirlerinden hangilerinin cittaslowturkiye.org adresinde ye-
mek kiiltiirlerinin, tanitimda yer almadig; tespit edilmeye calisilmigtir.

4.Bulgular

Sakin gehirlerin resmi tanitim sitesi olan cittaslowturkiye.org’un igerik analizi ydntemiy-
le incelenmesi sonucunda elde edilen bulgular tablo 3’te verilmistir.

Tablo 3. Sakin Sehirlerin Tanitiminda Kullanilan Unsurlar

Cittaslow | Tanitiminda Kullanilan Unsurlar Y"erfl Yemek Kiil-
tiirii Tanitimi
Seferihisar | Seferihisar, gezilecek yerler, yerel yemekler, projeler. +
Akyaka Akyaka, gezilecek yerler, yerel mimari, doga, spor ve gezi. -
Egirdir Egirdir, gezilecek yerler, kiiltiirel ve sportif faaliyetler -
Yalvac Yal\.rag, gezilecek yerler, yerel yemekler, geleneksel el sanatlari, N
projeler.
Gerze Tarihi, gezilecek yerler, yerel yemekler, uygulanan ve uygula- .
nacak projeler.
Gokeeada Gékgeada, gezilecek yerler, yerel yemekler, spor, organik .
tarim.
Halfedi )P,iz;)llfeti, gezilecek yeler, yerel yemekler, yerel mimari, cografi N
Persembe | Persembe, gezilecek yerler, yerel yemekler, ekonomik yap. +
Savgat** Savsat, gezilecek yerler, cografya, ekonomi. -
Tarakli Tarakli, ekonomik yapi, yerel yemekler, turizm. +
Uzundere | Uzundere, gezilecek yerler, cografi yapt, spor, festivaller. -
Yenipazar | Yenipazar, gezilecek yetler, yerel yemekler, ekonomik yaps. +
Vize Vize, gezilecek yetler, yerel yemekler, cografi yapi, projeler. +
Gévnii 01.12.2017 tarihi itibariyle sitede aday kent olarak goriilmek-
oyniik . e . -
tedir, heniiz giincelleme yapilmadigi anlagilmistr.

Kaynak: wwuw.cittaslowturkiye.org
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Tablo 3 incelendiginde, sakin gehirlerin taniiminda énemli bir yeri www.cittaslow.
orgda sakin sehirleri tanitmak icin farkli unsurlara yer verildigi ortaya ¢ikmigtir. Agir-
likli olarak sakin sehrin genel tanitimi ve gezilecek yerler bagligina yer verilmistir. Yerel
yemeklere ise, 9 tane sakin sehrin taniuminda yer verilmis; 5 sakin sehrin taniuminda
ise yerel yemekler bagligi kullanilmamistir.

Sonug¢

Calismada elde edilen sonuca gore, sakin sehirlerin tanitiminda 4 sakin gehir yerel
yemeklerden yararlanmamigur. Bir tane sakin sehir de ise (Yalvag) yerel yemekler
tanitimina yer verilmesine karsin, ierikte sadece siit iiriinlerinden bahsedilmis, ydreye
ait yemeklere yer verilmemistir. Yerel yemeklerin 6nemli bir yer tuttugu eko gastronomi
ve dolayisiyla slow food hareketi sakin sehir felsefesinin hem ¢ikis noktasini hem de
temelini olusturmaktadir. Bu nedenle, sakin sehirlerin tanitiminda olmazsa olmaz
unsurlarin baginda ‘yerel yemekler’ gelmektedir. Akyaka, Egirdir, Savsat, Uzundere ve
Goyniik kent tantiminda yerel yemeklere yer vermemigtir. Bu kentler, sakin gehirlerin
yaklasik %36’sidir. Dolayisiyla sakin sehirlerin yaklagtk 1/3’iiniin eko gastronomi
tanitimu yapmadiklari ve gastronomi kimliklerini taniimlarda kullanmadiklari ortaya
cikmustir.

Sakin gehirler, huzuru saglamanin yanisira, bireyin saglikli bir yasam siirmesini de
onemsemektedir. Saglikli beslenmenin temel kurallarindan biri de dogal ve yerel yemek-
ler il beslenmektir. Bu nedenle sakin sehir olma kriterleri arasinda, ydreye ait yemeklerin
yapiliyor olmast ve dolasimda olmasi bulunmaktadir. Bu noktada, sakin sehir yoneti-
cilerine, belirtilen kriterleri tasimanin ve bu kriterlere uygunlugun korunmasinin yani
sira, sehrin kiiltiirel dokusunu ve kiiltiirel yemek geleneklerini ziyaretcilere yasatabilme
konusunda da gorev diismektedir. Nitekim, bu tiir faaliyetler hem sakin sehir felsefesi ile
ortiismekte hem de turistik tiriin ¢esitlendirilmesine katk: saglamakeadir.

www.cittaslow.org Tiirkiyede bulunan sakin sehirlerin taniuminda 6nemli bir rol
oynamaktadir. Dolayisiyla tanitimlarda kullanilan igeriklerin, ortak ve benzer olmast
6nemlidir. Yerel yemekleri tanitmayan sakin sehirlerin tanitimlarinda mutlaka bu un-
surlardan yararlanmalari gerekmektedir. Nitekim, eko-gastronomi destinasyonlarin ter-
cih edilmesinde giderek artan bir 6neme sahiptir.
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YABANCILARA KONUT SATISININ
TURIZME ETKILERI: YALOVA ILi
ORNEGI

THE EFFECTS OF THE REAL ESTATE

SALES TO FOREIGNERS ON TOURISM:
YALOVA SAMPLE

Meral Dursun, Fatih Hasan Hanger

Ozet

Yabanc iilke vatandaslarinin Yalova ilinde konut edinimlerinin cesitli yonlerden turizm sektiriine
olan etkilerinin belirlenmesi ve yabancilarin gayrimenkul ediniminin kisitlandiribmas: ya da kolay-
lastirilmasina yonelik konaklama sektirii yoneticilsahiplerinin goriislerine dayanarak tamamlayici
oneriler sunulmasi bu arastirmanin amacini olusturmaktadsr. Arastirmada, Marmara Bélgesi nin gii-
neyindeki nemli turizm destinasyonlarindan biri olan Yalova ili calisma alani olarak secilmistir. Yii-
20leiimii ve niifusu itibariyle Tiirkiyenin en kiiciik illerinden biri olmasina ragmen 2013-2016 yillar:
arasinda yabancilara en fazla konut satisi yapilan iller arasinda 6. sirada yer almas: ve 2014-2016
yillar: arasinda yabancilara yapilan satsslarin ildeki toplam konut satisina oranlandiginda 81 il icinde
1. strada bulunmas: Yalova ilini yabancilara konut satisinin konaklama sektoriine etkileri agisindan
incelemeye deger bir drnek haline getirmistir. Arastirma nitel arastirma yontemlerine dayanmaktadr.
Yalova ilinde faaliyet gosteren 10 adet konaklama isletmesi sahip/yoneticilerinden yar: yapilandirilmas
goriigme formu araciligyla elde edilen veriler betimsel ve icerik analizine tabi tutulmustur. Yapilan
analizler neticesinde, yabancilarin Yalova ilinde konut ediniminin ckonomik agidan konaklama sek-
toriine olumsuz etkilerinin olumlu etkilerinden daha fazla oldugu, konut edinimlerinin ekonomik kat-
kilarinin ingaat ve emlak sektirleriyle sinirly kaldigs, turizm sektiriiniin genel olarak bu katkilardan
Jfaydalanamadigs, sosyo-kiiltiirel acidan olumsuz sonuglar heniiz ortaya ¢ikmasa da bu konuda ciddi
risklerin oldugu, cevresel acidan ortaya ¢ikan olumsuz taraflarin ise hissedilir boyutta oldugu sonucuna
varimigstir. Ayrica, katilimcilarin tamamina yakin: yabancilarin satin aldiklar: konutlarda kay:t disi
konaklama yapildigini ileri siirerek Yalova ilindeki konut ediniminin artik kisitlanmast veya cok sik
takip edilmesi gerektigi konusunda goriis bildirmislerdir.
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Abstract

The acquisition of houses by foreigners may have some effects on tourism sector. The aim of this research
is to identify these effects in Yalova province and to provide complementary suggestions about legal
arrangements. Yalova, one of the major tourism destinations in the south of the Marmara Region,

was selected as the study area. Despite being one of Turkeys smallest provinces in terms of surface area
and population, it is in the Gth place among the provinces with the highest house sales to foreigners
between the years 2013-2016, and when the sales to foreigners are compared to the total sales in the
city between the years 2014-2016, it will clearly be seen that Yalova is the first among 81 cities, which
makes Yalova a good example to examine in terms of the effects of foreigners’ acquisition of residences.

In this research, the existing literature was firstly scanned, and business owners operating in the ac-
commodation sector were profoundly interviewed, and a semi-structured interview form was prepared
in the light of obtained findings. The data obtained from 10 people who are the owners/directors of
accommodation industry were subjected to descriptive and content analysis. As a result of the analysis; it
was concluded that acquisition of houses by foreigners in Yalova has economically more negative effects
than positive ones on accommodation industry, and that the economic contribution of acquisitions are
limited to construction and real estate sectors, and that tourism sector generally does not have much
benefit from these contributions, and that even though negative consequences in respect to socio-cultural
aspects have not appeared yet, negative impacts of this issue on environment have come to a noticeable
level. Moreover, nearly all participants in the research have stated that many of the houses bought by
the foreigners are illegally accommodated by foreign rourists, and added that house acquisition by the
Joreigners should be limited orland strictly be supervised in this province.

Giris

[letisim ve ulasim teknolojilerinde yasanan bas déndiiriicii gelisim, diinyanin farkls
bélgelerinde yasayan insanlar arasindaki fiziksel ve kiiltiirel mesafeleri azaltmig, bunun
sonucunda insanlar sidece kendi yasadiklari cografyalarda degil; diinyanin farkls
yerlerinde gerek yatirim, gerek eglence, gerekse yasamak i¢in konut edinmeye baglamustr.
Yabancr tilkelerde ikinci konut edinimi ve bunun yarattg ikinci konut turizmine iligkin
ilk caligmalar 1930’larda baglamakla beriber akademik cevreler 6zellikle 1970’lerde bu
konularda yogun aragtirmalarda bulunmuglardir. Konut edinerek Tiirkiye'ye yerlesen
yabancilar, dzellikle 1990’1 yillarda dikkat cekmeye baglamistir. Anilan dénemde, Ak-
deniz ve Ege Bolgesindeki tatil yerlesimleri basta olmak iizere bir¢ok il ve ilgeye, Orta ve
Kuzey Avrupa iilke vatandaglarinin gog ettigi bilinmektedir. Tapu Kanununda yapilan
degisiklikler (03.05.2012 tarihinde 6302 Sayili Kinun ile 2644 Sayili Tapu Kanunu)
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sonucunda, daha 6nce gayrimenkul edinme hakki bulunmayan bir¢ok yeni tilke va-
tandagt da Tiirkiye'de gayrimenkul edinme sansina sahip olmustur. Gayrimenkul edini-
mi hakki taninan iilke sayisinin ve cesitliliginin artmasi, Tiirkiye'de siklikla yabancilara
konut satgt yapilan illerin de degismesine sebep olmustur. 2015 ve 2016 yilinda iilke
uyruklarina gore yabancilara yapilan konut satis sayilarina iliskin istatistikler incelendi-
ginde; ilk tig stirada Irak, Suudi Arabistan ve Kuveyt'in yer aldig, sidece bu i iilke va-
tandaglarinin satin aldigi konut sayisinin tiim yabanc tilke vatandaglarinin aldigi konut
sayisina oraninin 2015 yilinda % 40, 2016 yilinda ise % 36 civarinda oldugu dikkat
¢ekmektedir. Bu ii¢ iilke bagta olmak iizere, yasa degisikligi sonrast Tiirkiye'den konut
edinen Orta Asya, Kuzey Afrika, Ortadogu ve Kérfez iilke vatandaglarinin, Avrupalilarin
tercihi olan sicak Akdeniz ve Ege sahilleri yerine iklimi daha serin olan ve kiiltiirel ola-
rak kendilerine daha yakin hissettikleri Bursa, Sakarya, Trabzon ve Yalova Illerini tercih
ettikleri goriilmektedir (www.tuik.gov.tr).

Bu caligmada sirastyla yabanci ve ikinci konut kavramlari, yabancilarin konut edinimi
nedenleri ve yabancilarin konut ediniminin turizme etkileri konular1 ele alinmis, son

olarak Yalova ilinde yapilan aragtirma sonuglarina yer verilmistir.

Yabanci Kavrami

Yabanct kavramina yonelik ¢ok sayida tanimlama goriilmektedir. Levi (2006: 18), ya-
banct kavramini en kisa ve genel sekliyle, “bir iilke mevzuatina gore o iilke vatanda-
st olarak kabul edilmeyen kisi” olarak tanimlamaktadir. 5901 sayili Tiirk Vatandaghg:
Kéinunu'nun 2’nci maddesinde yabanci; “Tiirkiye Cumhuriyeti Devleti ile vatandaglik
bagi bulunmayan kisi” olarak tanimlanmaktadir. Devletler Hukuku Enstitiisi'ne gore
ise yabanci, bir devletin iilkesinde bulunan ve o devletin vatandaghigini iddiaya hakk:
olmayan kimsedir (Celikel, 1997: 16). Bu tanimlamalardan yola ¢ikarak bir veya birden
cok devlete dogrudan bir vatandaslik bag ile bagl olan kisilerin, vatandasi olduklar
devlet veya devletler diginda kalan diger tiim devletler bakimindan yabanci statiistin-
de olacag; ifade edilebilir. Bununla birlikte yabanci kavramini daha iyi anlayabilmek
kavrami agiklamada kullanilan farkli yabancr tiirlerini ele almak yerinde olacakur. Bu
noktada yabanci gergek kisiler ve yabancr tiizel kisilerden sozedilebilir. Gergek kisile-
rin yabanciliginin tespitinde, kisinin vatandasligs esas alinmakta ve bulundugu iilkenin
vatandaghgini heniiz iddiaya hakk: olmayan kisiler yabanci kavrami icinde degerlendi-
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rilmektedir. Bu kapsamda, yabanci gercek kisiler; yabanc tilke vatandaglari, vatansizlar,
miilteciler, gdgmenler (muhacirler) ve 6zel statiideki yabancilardan olugmaktadir (Do-
gan, 2013: 75). Bir ya da birden ¢ok vatandasliga sahip olan kisi, vatandagi oldugu dev-
let ya da devletler digindaki diger tiim devletler agisindan yabanci sayilmakeadir (Levi,
2006). Herhangi bir nedenle, diinya iizerinde higbir devlete vatandaslik bag: ile bagli
bulunmayan kisiler ise vatansiz olarak kabul edilmektedir. Vatansizlar, hicbir devlete va-
tandasglik bag ile bagli olmadiklarindan tiim devletler bakimindan yabancr olarak kabul
edilmektedir (Dogan ve Odabagi, 2004: 275). Vatandaslik bag ile bagli oldugu devleti,
ekonomik, siyasi veya sosyal olaylar sebebiyle terk eden ve bagka bir tilkeye gegici olarak
siginan kisilere de miilteci denilmektedir (Levi, 2006: 20). Siyasi, dini, ekonomik ve
benzeri sebeplerle, yasadiklar: ve vatandaslik bagiyla bagli olduklar: iilkeyi terk ederek
yerlesme amaciyla baska bir tilkeye giden kisiler, go¢men (muhacir) olarak nitelendiril-
mektedir (Aybay, 2004: 158-159; Celikel ve Gelgel, 1997: 20; Levi, 2006: 21). Resmi
gorevleri nedeniyle iilkeleri disinda bulunan ancak diger yabancilara nazaran bir takim
ayricaliklara sahip olan diplomatlara ve diplomatlarla benzer 6zellik tagtyan Birlesmis
Milletler temsilcileri ile NATO mensuplarina “6zel statiilii yabancilar” denilmektedir
(Aybay, 2005: 18). Tiirkiye'de kurulan ve ana statiisiindeki merkezi Tiirkiye'de olan tiizel
kigiler Tiirk tabiiyetinde, Tiirkiyede kurulmayan ve idare merkezi Tiirkiyede olmayan
tiizel kisiler ise yabancr tiizel kisiler olarak kabul edilmektedir (Dogan, 2013: 78). Lite-
ratiirde yabanci gergek ve yabancr tiizel kisilerin diginda yerlesik yabanci ve mevsimlik
yabanci kavramlarinin da kullanildig goriilmekeedir. Avrupa Konseyi Yerel ve Bolgesel
Yonetimler Kongresi'nin (Congress of Local and Regional Authorities- CLRA) 144 nu-
marali “Yabancilarin Yerel Diizeyde Kamusal Yasama Katlimina Dair Sozlesmesinin”
(Convention on the Participation of Foreigners in Public Life at Local Level) 2’nci
maddesinde, “yerlesik yabancilarin, bir devletin vatandasi olmayip legal sekilde o dev-
let sinirlarinda ikamet eden kisiler” olarak tanimlandig1 goriilmektedir (www.cods.eu).
Tiirk Kénunlarinda “yerlesik yabanci” terimine yer verilmemekle birlikte Toprak (2008:
431), Igisleri Bakanlig1 ve Yabancilar Dairesi ile yapmis oldugu goriismeler sonucunda,
Tiirkiye'ye gelerek yerlesen ve gayrimenkul edinen, Tiirkiye'yi ekonomik faaliyetleri,
sosyal irtibatlart ve yasamak icin hayatlarinin merkezine alan yabancilara “yerlesmis sa-
yilan yabanci” olarak islem yapilmak suretiyle uygulamada daha uzun siireli ikamet izni
verildigi goriilmektedir. Ulusal literatiirde ¢ok bir diger kavram ise “denizen” kavrami-
dir. Ev sahibi iilke topraklarinda legal ve siirekli sekilde yasamakta olan yabanci kisiler
icin ilk olarak 1990 yilinda Thomas Hammar tarafindan kullanilan “denizen” kavrami
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ile, “ulus devletler icinde devamli olarak ikimet eden ve ulusal diizeyde oy verme hakki
hari¢ yurttaglara sunulan haklarin tiimiine sahip yabanci bireyler” tanimlanmaktadir
(Atikcan, 2006). Bir diger kavram ise mevsimlik yabanct olarak kargimiza ¢ikmakreadir.
Tiirkiye'de mesken ve is yeri olarak kullanilmak iizere taginmaz edinen gergek ve tiizel
kisilerden genel olarak yilda 6 ay ve daha uzun siireli olarak iilke icinde ikAmet edenler
“yerlesik yabanc1”, bundan daha az siire ile ikimet edenler ise “gecici ikdmet eden, mev-
sim yabanci veya turist” olarak tanimlanmaktadir (Tanrivermis ve Ondag, 2013: 128).

Yabancilara iliskin yapilan tanimlar ve siniflandirmalar 1s1§inda bu ¢alisma kapsaminda
yabancilar herhangi bir sinirlamaya tabi tutulmayacak, bir biitiin olarak ele alinacakur.

Ikinci Konut Kavrami ve Siniflandirilmasi

Uluslararast literatiirde, Ingilizcede “second home”, “secondary homes” veya “vacation
homes” olarak kullanilmakta olan bu kavram dilimizde, “ikinci konut”, “ikincil ko-
nut” veya “tatil evi” kavramlariyla 6rtiismekeedir. Ayrica ikinci konut kavrami yerine,
Gartner (1987) tarafindan eglence-dinlenme evi (recreational home), Williams (1999)
tarafindan kdy ve sayfiye evi (cottage) kavramlarinin da kullanildigi gériilmekeedir (Hall
ve Miiller, 2004). Ulkemizde ise, ikinci konut kavrami yerine giinliik hayatta siklikla
“yazlik, yayla evi ve devre-miilk” kavramlarinin kullanildig: bilinmektedir. Kavram i¢in-
deki “ikinci” terimiyle anlatilmak istenen, sahip olunan veya kiralanan konutun siras
degil, kullanimda yiiklendigi amagtir ve belirli siireler araliginda konaklanan, asil konut
disinda tatil veya rekreasyon i¢in kullanilan konut tipi anlamina gelmektedir (Arkon,
1989). Ikinci konutlara iliskin olarak, “ikAmet edilen yerden bagka bir yerde bulunan,
yilin belli dénemlerinde rekreatif amaclarla kullanilan, dogal ya da kiiltiirel ¢ekiciligi
yiiksek yerlerde (akarsu, gol, kaplica, deniz kiyist vb.) insa edilen, turizm ile biitiinlesmis
ve emlak yatrimi 6zelligi bulunan sibit bir miilk” seklinde tanimlamalar giiniimiizde
dnem kazanmaktadir. Tkinci konutlarin kapsamina, deniz kiyilarinin yant sira nehir,
gdl vb. diger su kenarinda ve kdylerde yer alan konutlar (orman kenari, kaplica ozelligi
gosteren yerlesmeler) da girmektedir. Ayrica tipine gore hareketli karavanlar, ciftlik
evleri, kurulabilir-sokiilebilir portatif tiniteler, miilkiyet sistemleri farkli da olsa apart
evler, devre miilkler de ikinci konut kapsaminda degerlendirilmektedir (Emekli,
2014:28). Biiyiik olcekee ikinci konut insasinin metropoliten alanlarin etrafinda
ozellikle 1950-1980 déneminde gerceklestigi goriilmektedir. Bu dénemde ikinci konut
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tizerine yapilan aragtirmalar da agirlikli olarak tlkelerin kendi sinirlart icindeki ikinci
konut hareketliligine yonelik olmugtur. Son yillarda ise iilke diginda ikinci konut sahibi
olmanin yayginlastig goriilmektedir. Bazi ¢aligmalarda, yurt disinda ikinci konut edini-
minin kiiresellesmenin yeni bir ¢esidi oldugu ve ikinci konut ediniminin degisen cog-
rafi kimligin bir gostergesi oldugu vurgulanmakeadir (Tanrivermis ve ark., 2013: 26).
Ozellikleri itibariyle dikkate alindiginda ikinci konutlari; baska bir iilkede ikimet edip
calisma kogsuluyla kullanicilart tarafindan ¢ogunlukla satin alma veya kiralama yoluy-
la yilin belli dénemlerinde dinlenme-eglenme amagli olarak kullanilan, kolay ulagim
imkanlarina sahip, cekiciligi yiiksek bolgelerde (kaplica, deniz kiyist vb.) insa edilmis,
turizm sekedriiyle i¢ ice ve bir gayrimenkul yaturimi zelligi gosteren sabit miilkler olarak
tanimlayabilmek miimkiindiir.

Ikinci konutlar; konum, kullanim siiresi ve sikligina gore, kullanim amacina gore ve
yerlesme diizenine gore farkli sekillerde siniflandirilabilmektedir. Ulagim olanaklarinin
gelismesi ve kentlerin bilyiimesi sonucunda daha uzak mesafelere de konut inga edilme
imkani ortaya ¢tkmistir. Boylece iki tip ikinci konut ortaya ¢ikmustir; Bunlardan ilki
daha kisa siireli (hafta sonlar1) ancak daha sik kullanima olanak saglayan ve kent ¢ev-
resinde konumlanan, ikincisi ise uzun siireli ancak seyrek araliklarla kullanima olanak
veren turizm bélgeleri ¢evresinde konumlanan ikinci konudardir (Manisa, 2007: 21).
Kaliforniya Kamu Rekreasyon Plan Komitesinin yapug: arasturmada ikinci konutlar,
bulunduklart mesafeye gore ti¢ farkli kategoriye boliinmiislerdir (Baud'dan aktaran Ma-
nisa, 2007: 22) Buna gore; kent merkezine 60-80 km.lik mesafedeki bélgeler giinlitk
gezinti alanlari, 80-400 km.lik mesafedeki bélgeler hafta sonu gezinti alanlari, 400 km.
ve daha uzak mesafelerdeki bélgeler tatil alanlari olarak belirtilmistir. Bu noktada be-
lirtilen mesafelerin baglayici olmadigs; mesafelerin, kentlerin cografi konumu ve iklim
sartlarina, ulagim olanaklarina, ekonomik sartlarina bagli olarak degiskenlik arz edecegi

ifade edilebilir.

Ikinci konut edinimi ve kullanimi, turizm hareketleri ile i¢ ige hareket ettiginden degisik
turizm aktiviteleriyle etkilesim i¢inde olmasi beklenmekeedir. Turizm sektdriinde ger-
ceklestirilen turizm aktiviteleri (tiirleri), aktivitenin gerceklestigi yerin potansiyeli ile
birebir iliskilidirler; o halde turizm sektérii iginde yer alan ikinci konutlarinda kullanim
amact ayni zamanda konumunu etkileyen bir faktordiir. Ornegin; kir turizmine yonelik
hizmet verecek bir ikinci konut, kullanicilarinin bu rekreasyon aktivitesini gerceklesti-

52



CURRENT DEBATES IN TOURISM & DEVELOPMENT STUDIES
Mustafa Dogan, Farhang Morady

rebilmeleri i¢in dagda, yaylada, orman icinde veya akarsu-gol kiyisinda konumlanma-
lidir (Manisa, 2007: 23). Bu baglamda, diinyada ikinci konut edinimi ve kullaniminin
siklikla deniz-giines-kum eksenli kiy1 turizmiyle veya dag-yayla-gdl-akarsu eksenli doga
turizmiyle anildig1 gériilmekeedir. Bu tez ¢aligmasinin aragtirma evreni olan Yalova ilin-
de ise bu tiirlere ilave olarak kaplica turizmi ve saglik turizminin de ikinci konut kulla-
nimiyla iliski icinde oldugunu séylemek miimkiindjir.

Kullanicilarin ekonomik durumuna bagli olarak ikinci konutlarin yerlesim diizenleri
degismekte, kullanici tercihleri agisindan bir takim benzerlik ve farkliliklar goriilebil-
mektedir. Tkinci konutlar, tekil yerlesmeler ve toplu yerlesmeler olmak iizere iki sinifta
incelenebilir. Tekil yerlesme diizenine giren ikinci konutlar, miilkiyeti bir ileye it olan
ve biitiinii 4ile fertleri tarafindan kullanilan konutlardir. Toplu yerlesme diizenine gore
ikinci konutlar ise; miilkiyeti veya kullanim hakk: bir ileye it veya ortak olan ve bu-
lundugu arézi parasinda birden fazla olan cesitli isletmeler seklinde insa edilmiglerdir.
Bu tip yerlesmeler tatil siteleri veya devre-miilk tatil konutlart olabilmektedir (Manisa
ve Giil, 2009: 11).

Ikinci Konut Ediniminin Nedenleri

Ortalama yasam siirelerinin uzamasi neticesinde emeklilik sonrast zamanin da artmast
ikinci konut edinimini tetikleyen nedenlerden birisidir. Manisa (2007), biiyiik sehirler-
de uzun siiren ¢aligma hayatndan sonra emekli olan insanlarin, birikimlerini degerlen-
dirmek ve sikin bir hayat siirmek i¢in edindigi ikinci konutlarin zamanla birinci konut
haline de doniigebildigini ifade etmektedir. Ikinci konut edinim nedenlerinde ekono-
mik fakedrlerin varligi goz ardi edilemez. Emekli niifusunun artmas, gelir diizeylerinin
yiikselmesi ve girisimciligin gelismemesi nedeniyle tasarruflarin iiretken yatirimlara ka-
nalize edilememesi ve enflasyonist ortamda gayrimenkuliin daima kér getirici ve giivenli
bir yatirim araci olarak algilanmasi gibi etkenlerin, ikinci konuta olan talebin altnda
yatan 6nemli nedenlerden bazilart oldugu bilinmektedir. Ikinci konut edinimi kapsa-
minda yapilan gayrimenkul yatirimlarinda da turistik acidan dikkat ¢eken bélgelerin
tercih edildigi goriilmektedir (Edgii, 2006:117-123). Diger Avrupa iilkelerine kiyasla
Tiirkiye genelinde konut fiyatlarinin diisiik olmasi, yabancilarin konut edinirken ézel-
likle kiy1 bolgelerini tercih etmelerinde 6nemli rol oynamakeadir. Iklim agisindan daha
tliman olan kiy1 bolgelerine emekliler daha fazla ilgi gostermekeedir (Tuna ve Ozbek,
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2012: 25-26). Kozak ve Duman (2011: 228), Meksikadakine benzer sekilde yabancila-
rin {ilkemizde miilk edinebilmelerini kolaylagtirmak i¢in yasal diizenlemeler yapildigini
(Ornek: 3 Temmuz 2003 tirih ve 4916 sayili yasa), bunun sonucunda da Kuzey ve
Orta Avrupa pazarinin yasal diizenlemeden sonra Tiirkiye'deki kiyilara ilgi gosterdigini
vurgulamaktadir. Kurt (2013: 32), miilkiyet hakki ile ekonomik ve toplumsal gelisme
arasinda giiclii bir bagin oldugunu ve yabancilara tasinmaz edinimi hakkinin verilmesi-
nin 6ncelikle ekonomik gerekgelerinin oldugunu ifade etmektedir. Kurt, bu kapsamda
Tiirkiyede 1950’li yillardan sonra 6zellikle kiy1 bolgelerinde baglayan ikinci konut ve
turizm yatirimlarinin, dzellikle 2003 yilindan sonra oldukea hizli bir gelisme gésterdi-
gini, yabanci edinimlerini hizlandiran en temel faktsriin, bu alandaki yasal serbestlesme
oldugunu belirtmektedir. Diinyadaki diger sektorlere benzer sekilde gayrimenkul pi-
yasasinin da kiiresellesmesi, 6zellikle yabancilarin kendi tilkeleri disindaki ikinci konut
ediniminde belirleyici rol oynamaktadir. Yabanci gergek kisilerin konut ediniminde;
yerel alanin sagladig1 saglik hizmetleri ve bu hizmetlere erisilebilirlik, yerel alanin gii-
venliginin yiiksekligi, biirokrasinin igleyisi, tiriinlerin fiyatlarinin vatandas ve yabancilar
icin farkli uygulanmast, is yeri sdhiplerinin yabancilara iiriin ve hizmet sunmadaki yak-
lagimlari, yerel halkin yabancilara yaklagimlari, eglence merkezleri ve olanaklari, ibadet
olanagi ile acik-yesil alan ve rekreasyon tesislerinin varligi gibi fakedrlerin de etkili oldu-
gu goriilmektedir (Tanrivermis ve ark, 2013: 157). Ayrica, Bakirer (2007: 19-20), ikinci
konut sahipliginin toplumlarda prestijin bir géstergesi oldugunu, Iskandinav iilkeleri
haricindeki birok tilkede ikinci konut sahibi olmanin segkinligin bir belirtisi oldugunu
vurgulamaktadir. Kiligarslan (2006: 148) da ikinci konut sahibi olmanin toplum iginde
bir gesit “sinif atlama” gostergesi olarak goriildiigiini belirtmekeedir.

Yabancilarin Konut Ediniminin Turizme Ekonomik, Sosyo-Kiiltiirel Ve
Cevresel Etkilerine iligkin Yapilan Aragtirmalar

Yabanci edinimlerinin yiiksek oldugu Ege ve Akdeniz sahillerinde yapilan bir aragtir-
mada konutlarini belirli dsnemlerde veya yil boyunca kiralayan ¢ok sayida yabanci ger-
cek kisiye rastlanmis olmasina ragmen, séz konusu bélgelerde dar miikellef olarak kira
beyAnnimesi veren yabanct sayisinin ¢ok az oldugu, konut sahibi yabancilarin ézellikle
Mayis-Ekim déneminde konutlarini kiraladiklari, konut kiralarindan elde ettikleri gelir
ile y1l boyunca yasam ve saglik harcamalarini kargiladiklari ve hatt bazilarinin iilkelerin-
deki yakinlarina yardim bile ettigi gézlenmistir (Tanrivermis ve ark., 2013: 180). Yaban-
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alarin konutlarinin kiralanmasinin yaygin oldugu yerlesimlerde tatil koyii, otel ve mo-
tel gibi turizm yatirimlari istenen dlgiide gelismemektedir (Tanrivermis ve ark., 2013:
147). Konut satin alarak iilkemize yerlegen yabancilarin bir kisminin yerelde ekonomik
faaliyetlere kauldig bilinmektedir. Bu durum yerel halkin bir kismi tarafindan iglerini
daraltacag: gibi nedenlerle olumsuz olarak da degerlendirilmekteyse de cogunluk, farkls
kesimleri temsil eden yabancilarin konut edinimini dogrudan etki kapsaminda ekono-
mik agidan bir girdi ve pazar iligkisi olarak algilamakta ve olumlu bakmaktadir. Yabanci
turistlerin bir bolgeye gelmeye baglamasi, 6nemli harcamalarda bulunmasi, ziyaretler
neticesinde ekonomik ve sosyal sonuglarin ortaya ¢ikmasi, devleti ve 6zel girisimcileri,
bélgeye daha fazla yabancr turist cekmek maksadiyla turizm alaninda yatirimlar yapma-
ya yoneltecektir (Aveikurt, 2015: 51).

Amerika Birlesik Devletleri’nin Midwest ve Kuzey Viskonsin bolgeleri ile Isveg, Finlan-
diya ve Norvec¢'in giiney bolgelerinde yapilan aragtirmalarda, “ikinci konut edinen ya-
bancilarin; komgulariyla iyi iliskiler gelistirdigi, yerel halkla etkilesim icerisinde oldugu
ve sivil toplum hareketlerine katlmak istedigi” sonucuna varilmistir. Ikinci konutlarin,
sahipleri tarafindan diizenli olarak ziyaret edilmesi bolgeye olan sosyal baglilig1 pekistir-
mekeedir (Stewart ve Stynes, Stedman, Miiller ve Kalterborndan aktaran Roca, Oliveira,
Roca ve Costa, 2012: 49).

Bir bolgede turizmin gelismesine paralel olarak uluslararas: kiiltiirle etkilesime gecen o
bélgenin kiiltiiriinde belirgin degismenin oldugu yapilan aragtirmalar sonucunda ortaya
konulmusgtur. Kiltiir tizerinde meydana gelen bu degisme hem negatif hem de pozitif
olarak meydana gelebilmekeedir. Kiiltiiriin ve tiiketici davraniglarinin olugmasindaki te-
mel Sgelerden bazilary; dil, adetler, aliskanliklar, gorenekler vs. bélgeye gelen turistlerin
kiiltiirel yapilar1 ve sayilari ile baglantili olarak degisiklik gosterebilmektedir (Unliionen
ve Tayfun, 2003: 137). Yabancilarin tasinmaz edinimlerine yonelik medyada yer alan
olumlu haberler, Tiirkiye'de yabancilara bakis acisint olumlu yonde etkilemekeedir. Di-
ger milletler ile kargilikli diyalog siirecine gecilmesi, kiiltiirler arast etkilesimi artirmig,
yabancilarin yogunluklu olarak yasadigi bazi bolgelerde onlarin sosyal hayatlarina de-
ger katacak bazi projeler gergeklestirilmistir (Kaya ve ark., 2013: 221). Diger taraftan,
yerel halkla konut edinen yabancilar arasindaki kiiltiirel ayriliklar ne denli ¢oksa, kisi-
ler arasindaki iligkilerin o denli siirtiisme ve catisma icerecegini sdylemek yanlis olmaz.
Ozellikle gelismekte olan, yoksullugun yaygin oldugu toplumlarda, zengin yabancilara
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karst olumsuz duygularin olugmast kaginilmazdir (Dogan, 2004: 103). Ancak, ikinci
konut sahibi yabancilarin, konutlarinin bulundugu bélgelerin gelenek ve géreneklerini
ogrenmeye calistigy, kiilterel aktivitelere katilmaya diiskiin olduklar: da goriilebilmek-
tedir. Konut sihibi olan yabancilarin bircogu, esas konutlarinin bulundugu yerlerde
yogunluktan dolay kiiltiirel faaliyetleri ihmal etmekte, bu eksikligi ise genellikle ikinci
konutlarinin bulundugu bélgelerde telafi etmekeedir (Roca ve ark., 2012: 49).

Tiirkiye'de yabancilarin ozellikle 2000°1i yillarda artig gosteren miilk edinimlerine pa-
ralel olarak sz konusu edinimlerinin ekonomik ve sosyal etkileri yaninda mekansal ve
cevresel etkilerinden de séz edilmektedir. Yabancilarin konut ediniminin siklikla gé-
riildiigti bélgelerde; yerel diizeyde kalabaliklasma ve bunun etkileri, dogal kaynaklarin
tahribi ve 6zellikle capragik kentlesme olusumu nedeniyle tarihsel, kiiltiirel ve gevresel
ozellikli varliklar ile hassas ekosistemler ve verimli tarim arazisi varliginin amag digt kul-
lanimlarinin oldugu gériilmektedir (Tanrivermis ve Apaydin, 2013: 16). Bununla bir-
likte, yerel ve bélgesel diizeylerdeki artan kalabaliklasma, yogunlagsmanin neden oldugu
dogal ve kiiltiirel kaynak tahripleri, artan altyap: (ulagim, iletisim, su, kanalizasyon gibi)
yatrtmlari gereksinimi, ayri mezarlik ve inang kurumu yeri ile artan kat auk ve auk
suyun bertaraf edilmesine yonelik belediye hizmetleri talepleri nedeniyle ulusal ve yerel
diizeylerde ekonomiye ilave bir yiikiin gelmesi de kaginilmaz olmaktadir (Apaydin ve

ark., 2013: 36).

Yerli literatiire bakildiginda ¢ok az sayida ikinci konut edinen yabanci kisilerin turizm ve
yerel halk tizerindeki sosyal, kiiltiirel, ekonomik ve fiziksel etkilerine iligkin ¢aligma ya-
pildigs goriilmektedir. Yabancr literatiirde ise, yerli litertiiriin aksine “Second Home”,
“Resident Tourism”, “Urbanization” basliklari altunda bu konuyla ilgili bircok ¢aligma
yapildig1 goriilmekeedir.

Oguzhan ve Bayezit (2002)’in yapmis olduklar: arastirmaya gore ikinci konutlar, sahip-
leri tarafindan siirekli kullanilmamakta ve bulunduklar: bélge ekonomisine uzun siireli
fayda saglamamaktadirlar. Bunun yani sira, turizm ve dogal niteliklere sahip biiyiik ara-
zilerin isgal edilmesine neden olmaktadurlar. Ikinci konut sahipleri konutlarint kullan-
madiklari dénemlerde kiraya verme yolunu tercih etmemekte ve bu durum konaklama
tesislerinin yetersizligine de ¢oziim olmamaktadir. ikinci konutlar, turizm ve dogal nite-
liklere sahip tarim arazilerini tahrip etmekte ve ekonomiye art1 bir deger olarak kazandi-
rilmasini engellemektedir. Ayrica ikinci konut yogunlugunun bulundugu bélgelerde

56



CURRENT DEBATES IN TOURISM & DEVELOPMENT STUDIES
Mustafa Dogan, Farhang Morady

yerel yonetimler biitce darlig1 sebebiyle yeteri kadar altyapr ve temizlik hizmeti vereme-
mektedir. Bu durum yerel halk adina sosyal bir maliyet ortaya ¢ikarmaktadir. Caligma
kapsaminda, Trakya Bolgesinde Marmara Ereglisi ilgesi ile Gelibolu ilgesi sahil seridi
arasinda yagayan yerel halktan 206 kisiyle anket yapilmigtir. Bakirct (2007), yabancilarin
ikinci konut talebinin fiziksel cevreye etkisini arastirdig1 ¢aligmasini Dalyanda yerel
halk, kamu ¢alisanlar: ve sivil toplum kuruluglar: ile miilakat ve goriisme teknikleri uy-
gulanarak gerceklestirmistir. Arastirma sonuglarina gore, taksi soférleri, tur operatorleri,
arag kiralama sirketleri, giyim, lokanta, restoran ve bar gibi isletme sahipleri ikinci konut
artisini memnuniyetle kargilamaktadir. Konut, sebze-meyve, restoran ve bar fiyatlarinin
artigl, basta konut satin almak isteyen kisiler olmak iizere yerel halk tarafindan ise olum-
suz kargilanmaktadir. Huete ve arkadaglari (2008), yabanci kisilerin baska bir iilkeden
konut satin almalarinin, ydrede hayat standartlarini yiikselttigini ve pahaliliga yol acti-
gin1, bu durumun ozellikle diisiik gelirli yerel halki zor durumda birakugini ifade et-
mektedir. Yapilan gériismelerde ikinci konut satin alan kisilerin dogal ve kiiltiirel deger-
ler ile orf, adet, gelenck ve gorencklerin yok olmasina neden oldugu sonucuna
ulasilmigtir. Otel yoneticileri, ikinci konut satin alan kisilerin tatillerini bu konutlarda
gecirdigini ve otel konaklamasina para harcamadiklarini, otel sdhiplerinin bu durumdan
olumsuz etkilendigini dile getirmislerdir. Ispanyadan konut alarak burada yasamaya
baslayan yabancilardan bazilari yerel halkin dilini 6grenmeye baglamiglardir. Bu da ya-
banci kisilerin yerel toplum kiiltiiriine entegrasyonunu kolaylagtirmaktadir. Yerel halk
ve yerlesik yabancilar arasindaki etkilesimin olumsuz etkilerini ortadan kaldirmanin
yolu, yerel halkta yabanci kigilerden maksimum diizeyde yararlanma bilincinin olugma-
sidir. Geliri turizm sektériine dayali olan destinasyonlarda genellikle bu durum 6n plana
¢tkmaktadir. Turizm faaliyetlerinin azalmasi sonucunda issiz kalacagini bilen yerel halk,
yabanci kisilerin olumsuz etkilerine aldirig ecmemekte ve hoggériilii davranmaktadir. Bu
tiir destinasyonlar konut satin almak isteyen yabanci kisiler icin énemli bir ¢ekim mer-
kezi konumuna gelmektedir. Calisma kapsaminda, Ispanya'nin Costa Blanca sihilinde
yerel halktan, dogrudan ve dolayl: olarak turizm sektdriinde ydnetici konumunda bulu-
nan 45 kisiyle goriisiilmiigtiir. Nielsen ve arkadaglar1 (2009) Danimarkada ikinci konut-
larin gelisme gosterdigi Vejen ve Langeland kentlerinde yapmis olduklari ¢aligmalarina
gore, bu gelisim planli ve modern bir kentlesmeye olanak saglamakta, ikinci konut si-
hipleri giinlitk ihtiyaglarini kargilamak adina yerel halkla ayni yerlerden aligveris yap-
makta ve bdylece yerel toplum da bu durumdan ekonomik bir ¢ikar elde etmektedir.
Ikinci konut sihiplerinin yerel halkla biitiinlesmesi her iki taraf igin de olumlu bir sosyal

57



YABANCILARA KONUT SATISININ TURIZME ETKILERI: YALOVA iLi ORNEGI
Meral Dursun, Fatih Hasan Hanger

etki meydana getirmektedir. Hatt ikinci konut sihibi kisiler kendilerini turist olarak
degil artuk yerel halktan birileri olarak gormeye baglamaktadir. Calisma kapsaminda,
yerel halktan 18, emlak sekeoriinden de 14 kisiyle miilakat yapilmisur. Benzer olarak,
Turan ve Karakaya (2005) tarafindan Didim ilgesinde yabancilarin gayrimenkul edinim
amaglari ve bunun olumlu etkilerinin incelendigi bir calismada ise; Didim’e go¢ edenle-
rin ¢ogunlukla emekli insanlar oldugu, bu insanlarin, gelismis tilkelerdeki hayat pahali-
lig1, kargasa ve artan sug oranlarindan bikip denizi, iklimi giizel, ucuz ve giivenli bir
Akdeniz tilkesi olarak Tiirkiye'ye yerlesmek istediklerini, net bir tiiketici vasfi tagidigini
ve miilk edindikleri bélgelerin gelismesinde ve istthdam yaratlmasinda énemli rol oyna-
diklarini, bu yabancilarin ¢alisma amact giitmediginden, isgiicii konusunda bir rekibet
s6z konusu olmadigini belirterek yabancilarin iilke acisindan bir tehdit olarak algilan-
mast dogru olmadigini vurgulamislardir. Gorer ve arkadaslar1 (2006)’na gére, Konut
sahibi yabanci kisiler turizm sezonu bitse dahi Tuirkiye'de kaldiklarindan harcama yap-
maya devam etmekte ve ekonomiye arti deger kazandirmakradirlar. Konut sahibi kisiler-
le etkilesim icinde olan yerel halkta artan bir sekilde yabanci dil 6grenme istegi uyan-
maktadir. Bunun yaninda yerel halk ve yabanci kisiler arasinda yapilan evlilik oranlari
da artmakradir. Yerel halkla—yabanci kisilerin etkilesiminden dogan bu olumlu etkilerin
yani sira ortaya ¢ikan bircok olumsuz etki de bulunmakeadir. Yabancilarin artan konut
talebini kargilayabilmek adina tarim arazileri konut yapimu i¢in kullanilmakta ve tarim
ekonomisi bu durumdan olumsuz etkilenmektedir. Hayat pahaliligi artmakta, ekonomi
icerisinde yasa digst yollarla ¢alisan yabanci uyruklu kisi sayisi artmakta, yabanct kisiler
tarafindan acilan is yerleri, yerel esnaf adina olumsuz bir rekabet ortam: dogurmaktadir.
Nitekim yabanci kigiler ihtiyaclarini kendi vatandaslarinin agtiklari alis-veris merkezle-
rinden kargilama yolunu tercih etmektedirler. Konut satin alan yabancilar bu konutlari
tatile gelen baska yabancilara kayit dist kiralayabilmektedirler. Ulke ekonomisine kayip
olarak yanstyan bu durum, konaklama tesislerini de etkilemektedir. Herhangi bir bolge-
de yabancilara it konut sayist o yorede pahaliligi artirdigs icin yerel halkin bu yoreler-
den baska yorelere tasinmalarina sebep olmakradir. Yerel halkin minevi degetlerinde de
bozulmalar baslamaketa, yerel gen¢ler yabancilarin yagam tarzlarina 6zenerek onlar: taklit
etmekee, az gelismis bélgelerden gelen yerel erkekler, yasli yabanci bayanlarla evlenerek
geleceklerini ekonomik anlamda garanti aluna almaya caligmaktadir. Calisma kapsa-
minda Alanya ve Dalyan bélgelerinde yerel halk ve konut sahibi yabancilardan olusan
200 kisiye anket yapilmigtir. Kusadast ilgesinde faaliyet gosteren 67 adet A grubu seyahat
acentesine ve 26 adet 4-5 yildizli otel yoneticisine anket uygulayarak, bu isletmelerin
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yabancilara emlak satiginin turizm isletmelerine olan etkilerinin ortaya konuldugu bir
diger aragtirmada, turizm sektdriinde faaliyet gdsteren bu iki ayr1 igletme grubu soz ko-
nusu etkiler bakimindan bazi konularda ortak noktada bulusurken bazi noktalarda ise
goriis ayriligina diigmektedir (Efendi, 2009). Seyahat acentesi yoneticilerine gore yaban-
calarin gayrimenkul edinmesi, ugak bileti satislarini, ara¢ kiralama sayilarini, yapilan
transfer sayilarini ve igletme gelirlerini artirmakta, yeni turistik tesislerin agilmasini ve
turizmin 12 aya yayilmasini saglamakta, yeni istthdam alanlari olusturmakta, seyahat
acentelerinin tiriinlerinde gesitlenmeyi tegvik etmektedir. Otel yoneticilerine gore ise
yabancilarin gayrimenkul edinmesi, otellere eglence amagli gelen turist sayisini arcmak-
ta, lirlin ¢esitlendirmesini saglamakea, hizmet kalitesinin yiikselmesine katkida bulun-
makta, calisanlarin yabancilara kargt bakis agisint olumlu ydnde etkilemekte, isletmede
calisacak yabanci uyruklu kisilerin sayisinin azalmasini ve ilgenin turizm potansiyelin-
den daha fazla yararlanilmasini saglamakta, yabancilarda turizm alaninda yatirim yapma
arzusu uyandirmakta, yabancilar i¢in diizenlenecek organizasyonlarda calisacak kisilerin
sayisint artirmakea ve turistik {iriinlere olan talebin yiikselmesine katkida bulunmakta-
dir. Ancak, yabancilarin konut sahibi olmalarinin, otellerde doluluk oranini azaltacagy,
konaklama iicretlerinin azalmasina neden olacag gibi kaygilari da bulunmaktadir. So-
nuglardan anlagildig1 tizere seyahat acenteleri ve konaklama isletmeleri, yabancilarin
gayrimenkul satin almasindan dolayli bir gelir elde etmektedir. Ancak, ¢alismada bu is-
letmelerin gelirlerinden daha fazla ekonomik zararlarinin oldugu sonucu ortaya ¢ikmis-
tir. Bagka bir ifade ile, yabancilara gayrimenkul satist bircok hususta turizm igletmelerine
zarar vermektedir. Marjaavara (2008), “Second Home Tourism” isimli doktora tezinde,
Isve¢'te ikinci konut turizminin agirlik kazandigr bolgelerde yerlesik olarak yasayan in-
sanlarin, bu bolgeleri terk edip etmediklerini, Isvegte ikinci konutlarin gelisimini, bu
bolgelerde yasanan gog hareketlerinin niteligini ortaya koymayi amaglamigtir. Aragtirma
sonucunda; gd¢ hareketlerini tetikleyen temel nedenlerin is ve egitim imkanlar1 oldugu,
ikinci konut turizminin oldugu kirsal kesimlerden kentlere olan go¢ hareketlerinde
konut fiyatlarinin yiiksek olmasindan ziyAde kent merkezlerinde insanlarin daha yiiksek
gelirler elde edebilme sanslarinin oldugu ortaya koyulmustur. Ayrica arastirmada ikinci
konut sahiplerinin bu bélgelerde geleneksel yasamin bozulmasinda etkisi oldugu ve dig
bir tehdit gibi algilandig1 sonucu ortaya ¢ikmustir. Marjaavara, basit gerekeelerle ikinci
konut sahiplerinin su¢lanmasi yerine saglikli bir planlamayla ikinci konut turizminin
olumlu yanlarinin 6ne ¢ikarilmasi ve firsatlar yaratulmas: gerektigini savunmaktadir.
Uzun ve Yomralioglu (2007) “Tiirkiye'de Yabancilarin Taginmaz Edinimi: Arazi Yoneti-
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mi Baglaminda Bir Inceleme” isimli galismasinda, yabancilarin tasinmaz ediniminin
teknik anlamda irdelemeyi amaglamistir. Calisma sonucunda, aktif olmayan emlakeilik
yaklagimi ile yabancilarin, genelde yine yabanciya satis yaparak, yiiksek oranda ekono-
mik kazang saglayabildiklerini belirtmistir. Ayrica, yabancilarin evlerini kayit digt olarak
apart otel odast bi¢ciminde turistik amagla kiralayarak hem vergisiz kazang elde ettikleri-
ni hem de otellere gidecek turistlerin bu konutlarda kalmas: suretiyle hicbir harcama
yapmadan tilkelerine dénmelerine sebep olabildikleri vurgulanmistir. Sonug olarak, tu-
rizmden beklenen ekonomik kazanglarin yabancilarin gayrimenkul edinimiyle saglana-
madig ifade edilmekeedir. Keskinok, C)zgénﬁl ve Giichan (2005), “Kalkan’in Gelisme
ve Koruma Sorunlari: Tehditler, Olanaklar ve Coziim Onerileri” isimli caligmalarinda
Kalkan'da yabancilara miilk satisina yonelik yasal diizenlemeler ile giindeme gelen gelis-
melerin toplumsal ve ekonomik sonuglarini incelemislerdir. Caligma sonucunda, yaban-
clarin gayrimenkul ediniminin; kacak yapilasma siirecini hizlandirdigini, spekiilatif
baskilar kent merkezi ¢evresindeki sit alanlarinin yapilagmaya acilma istemlerini giilen-
dirdigini, ciddi ekonomik kaynaklarla yaratilmis olan mevcut turizm konaklama altya-
pistnun ikeisadi olarak yitirilmesine yol acacak bir siirece girildigini, artan villa iiretimi-
nin orta ve uzun erimde beldenin turizm ekonomisini olumsuz etkileyecegini,
yerlesmenin niifus yapisinin giderek yerel halkin aleyhine bozuldugunu, beldedeki miilk
satiglari ve emlak piyasasi yabancilarin eline gectigini, yerli halkin miilksiizlesmesi stire-
cini hizlandiran bu gelismenin yani sira turizm gelirlerinin de yabancilarin eline gectigi-
ni, yerlesmede miilk edinmis yabancilarin nedeniyle vergi denetimi disinda kalan bir
turizm sektorii olustugunu, verili iktisadi kosullar altnda, villalarin, sdhipleri tarafindan
tilkelerinde pazarlanmast egiliminin genel ekonomik bir faaliyete déniisecegini, bu ge-
lismenin, vergi denetimi digindaki yurtdiginda orgiitlenen turizm etkinligi karsisinda
vergi denetimine tabi yurtici turizm ve diger tiretken sektorler tizerinde yikicr etkileri
olacagini, spekiilatif gelismelerin altyapisiz gelismeyi yaratugini vurgulamugtir.

Yabancilara Konut Satisinin Turizme Etkilerine Yonelik Bir Aragtirma :
Yalova li Ornegi

Calisma kapsaminda Yalova ilinde yabanci iilke vatandaglarina yapilan konut satiglari-
nin ekonomik, sosyo-kiiltiirel ve ¢evresel yonlerden turizme ve konaklama sektoriine
etkilerinin tespit edilmesine yonelik bir aragtirma yapilmistir. Yiizélgtimii ve niifus goz
oniine alindiginda Tiirkiye'nin en kiigiik illeri arasinda yer almasina kargin yabancilara
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konut satiginda ilk siralarda yer alan bir kentte bu edinimlerin ekonomik, sosyo-kiiltiirel
ve cevresel sonuglarinin ortaya konularak turizme etkilerinin belirlenmesi bu caligmay1
onemli kilmaktadir. Aragtirma, nitel bir durum aragtirmasi olarak tasarlanmistir. Yapi-
lan gozlem ve goriismelerden elde edilen veriler is1ginda, turizm alaninda yabancilara
konut satginin etkilerinin en yogun hissedildigi sektdriin konaklama isletmeleri oldugu
belirlenmis ve bu kapsamda Yalovada bulunan konaklama isletmesi sahibi/yoneticile-
rinin aragtirma evreni olarak secilmesine karar verilmistir. Arastirma 6rneklemi olarak
da yargisal 6rneklem yontemiyle belirlenen 10 otel sahibi/yoneticisiyle gériisiilmiistiir.
Bu calismada da goriigmenin akigina bagli olarak yan ya da alt sorularla goriismenin
akugini etkileyebilmek ve elde edilen verileri daha sistematik ve kargilagtirilabilir kilmak
icin anket ya da yapilandirilmis goriisme yerine, yart yapilandirilmis goriisme teknigi
tercih edilmistir. Betimsel analiz olarak tasarlanan bu calismada da elde edilen veriler,
gorisiilenlerin siklikla dile getirdigi konularda dogrudan alintulara yer verilerek belir-
lenen temalara gore diizenlenmis ve yorumlamayla gelecege yonelik ¢ikarimlarda bu-
lunulmugtur. Gériismelerden elde edilen veriler dogrultusunda, alan yazindan ve yasal
diizenlemelerden faydalanilarak olusturulan bes ana tema altindaki konulari yalin bir
sekilde anlatan kavram ve ifadeler belirlenmis, bu kavramlarin ne siklikea kullanildigina
iligkin hazirlanan tablolarin analizi yapilmistir.

Arastirma bulgularina gore, yabancilara konut satiginin bélge turizmine ekonomik ola-
rak olumlu etkilerine iligkin hazirlanan tablo incelendiginde; konut satis1 éncesinde ve
konut satist esnasinda konut miisterisi yabancilarla onlara aracilik eden sahislardan kay-
naklanan kusitli ve gegici bir turizm hareketi olusmasi, ekonomik canlilik belirtileri ve
yerlesik yabancilari ziyarete gelen yabancilardan kaynaklanan turizm hareketlerine vurgu
yapildig1 goriilmektedir. Yabancilara konut satisinin bolge turizmine ekonomik olarak
olumsuz etkilerine iliskin; éncelikle katulimcilarin ifade ettigi olumsuz etkilerin olumlu
etkilere oranla daha fazla oldugu gériilmiistiir. Kaulimeilarin biiyiik cogunlugu; yaban-
cilarin edindigi konutlarda yerli ve yabanct aracilar vasitasiyla veya internet iizerinden
miisterilerin konakladigi, bu durumun dogal olarak otellerde doluluk oranlarini azalt-
ug1, bu evlerde konaklayan yabancilarin turizm harcamalarinin oldukea diisiik oldugu,
gayrimenkul ve turizm sektoriinde kayit digt faaliyetlerin giderek artug, gayrimenkul fi-
yatlarinin agir1 derecede artugy, bu artisin bélgedeki potansiyel turizm yatirimlarinin da
oniini kestigi, yaurimeilarin istihdam yaratcr isletmeler kurmak yerine ingaat ve emlak
sektorlerine yoneldigi ve bolgede enflasyonun diger sehirlere gore daha yiiksek oranlarda
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seyrettigi hususlarini vurgulamiglardir. Yabancilara konut satisinin bolge turizmine sos-
yo-kiiltiirel olarak olumlu etkilerine iliskin kaulimcilarin degerlendirmeleri ve goriisme
icerikleri incelendiginde; yabancilara konut satiginin olumlu sosyo-kiiltiirel etkilerinin
son derece kisitlt oldugu ve yerlesik yabancilarla yerel halkin kaynasmasi, toplum yapi-
sinin olumlu anlamda degisimi gibi olumlu 8zelliklere vurgu yapildig1 gdzlenmektedir.
Yabancilara konut sauginin bélge turizmine sosyo-kiiltiirel olarak olumsuz etkilerine
iligkin katulimcilarin degerlendirmeleri ve gortisme igerikleri incelendiginde; yabancilara
konut satisinin olumsuz sosyo-kiiltiirel etkilerinin daha belirgin oldugu, gayrimenkul
fiyatlarinda goriilen artgin yerel halki rahatsiz ettigi, yabancilarin belli mahallelerde
yogunlastig, katilimcilarca konut satin alan varlikli yabancilarin yani sira yerlesik Suri-
yelilerin de ayni kapsamda degerlendirilerek artan yabanci gociiniin bélge turizmi tize-
rinde yakin gelecekte daha fazla olumsuz etkiler doguracag ifade edilmistir. Yabancilara
konut satiginin bélge turizmine yalnizca olumsuz cevresel etkileri vurgulanmis; yaban-
cilara konut satisinin olumsuz ¢evresel etkilerin dogmasinda énemli bir etken oldugu,
konut satislariyla elde edilmesi diisiiniilen maddi kazang hirsinin imarli olmayan bir¢ok
tarim ve orman arazisinin de imara agilmasina neden oldugu, sanayilesmis kentlere cok
yakin bir konumda bulunan Yalovanin da giderek betonlasmaya maruz kaldig: ifade
edilmigtir. Yabancilara konut satisinin konaklama isletmelerine olumlu etkilerine ba-
kildiginda; konut satst siireci dncesinde ve satig esnasinda tesislerde kismi bir canlilik
oldugu, doluluk oranlarmin kismen artug ancak konut satist sonrasinda bu doluluk
oranlarinin olumsuz etkilendigi, tesis igerisinde bulunan giiniibirlik isletmelerin (SPA,
Restoran vb.) kullanim oranlarinin yerlesik yabancilar ve yabancilara ait konutlarda ko-
naklayanlar siyesinde bir miktar yiikseldigi ifade edilmistir. Yabancilara konut satiginin
konaklama isletmelerine olumsuz etkilerine iliskin katilimeilarin degerlendirmeleri ve
gortisme icerikleri incelendiginde; olumsuz etkilerin olumlu etkilere nazaran ¢ok fazla
dile getirildigi, konut satist siireci ncesinde ve satis esnasinda tesislerde kismi bir canli-
lik oldugu, doluluk oranlarinin kismen arttig1 ancak konut satigt sonrasinda bu doluluk
oranlarinin olumsuz etkilendigi, tesis igerisinde bulunan giiniibirlik isletmelerin (SPA,
Restoran vb.) kullanim oranlarinin yerlesik yabancilar ve yabancilara ait konutlarda
konaklayanlar siyesinde bir mikrar yiikseldigi ifade edilmistir. Yabancilara gayrimenkul
satisginin kisitlanmasi/kolaylastirilmasina yonelik degerlendirmelerine iliskin katilim-
cilarin bitytik kisminca, yabanci edinimlerinin agiri derecede arttigt ve bu edinimlere
arttk tamimen yasaklanmast veya kisitlanmasi yoniindeki goriislerin dile getirildigi,
bir kisminca da konut satigindan ziyade arézi sauslarina kisitlama getirilmesini istedigi
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gorilmistiir. Kaulimeilardan sidece birinin ise higbir sekilde gayrimenkul ediniminin
kisitlanmamast aksine daha fazla kolaylagtirilmast yoniindeki degerlendirmeleri dikkat
¢ekmektedir. Yine bazi ydneticilerin konut satglarinin igletmelerini olumlu etkiledigini
belirtmesine ragmen yasaklama/kisitlama getirilmesi yoniindeki degerlendirmeleri dik-
kat cekicidir.

Sonug ve Oneriler

Bu calismada, yabancilarin konut edinimi ve turizme etkileri konulari ele alinmis, ¢a-
lismanin arastirma kisminda ise 2012 yilindaki yasal degisiklik sonrasinda yabancila-
rin konut almak i¢in en ¢ok tercih ettigi iller arasinda yer alan Yalovada, séz konu-
su konut alimlarinin il turizmine ekonomik, sosyo-kiiltiirel ve cevresel etkileri ortaya
konulmustur. Bunun icin 10 konaklama isletmesi sahibi/yoneticisiyle derinlemesine
ve yart yapilandirilmig goriismeler yapilmisur. Elde edilen verilerin betimleme ve ice-
rik analizi sonucunda kaulimeilarin biiyiik gogunlugunun; yabancilara konut satiginin
ekonomik olarak turizme olumlu etkilerinin sinirli oldugunu diistindigii bulgulanmis-
ur. Kaulimcilar, konut edinen yabancilarin; bu konutlari Tiirkiyede yasayan yerli ve
yabanci tanidiklari vasitasiyla veya internet iizerinden kayit digt olarak kisa veya uzun
stirelerle kiralayarak haksiz kazang elde ettiklerini ifade etmiglerdir. Ayrica gayrimenkul
edinen yabancilarin, bolgeyi tanimayr miiteakip yeni emlak edinimleri boyutunda ya-
kinlarina aracilik ettikleri, emlak piyasasini zamanla yabancilarin belirledigini ve yerli
halkin gayrimenkul miilkiyet oranlarinin giderek azaldigini belirtmiglerdir. Kaulimei-
larin biiyiik cogunlugunun da ifade ettigi gibi sddece konut kiralayarak iyi bir gelir
kazanmalari; yabancilarin ekonomik anlamda iiretken faaliyetlerden, katma deger sag-
layan sanayi sektoriinden ve istihdam saglayici hizmet sektdriinden uzaklagmalarina yol
acabilecektir. Buna ilave olarak yabancr talepleriyle asir1 derecede degerlenen kira bedel-
leri, yerli yaurimcilarin da bolgede turizm bagta olmak tizere tiim sektdrlerdeki yatirim
isteklerini azaltabilecektir. Bununla birlikte, yabanci talebiyle asir1 derecede degerlenen
gayrimenkul kira ve satis bedelleri; sAdece gayrimenkul sihipleri ve ingaat firmalarina
maddi katkilar saglamakta, miilk sahibi olmayan kiracilar ise bu durumdan olumsuz
etkilenmektedir.

Yerlesik yabancilarin yogun olarak yasadigi ve turizm sektriiniin énemli bir paya sahip
oldugu Yalovada kayitli ¢alisan isletmelerin vergi ve sigorta gibi yiikiimliiliikleri yerine
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getirirken kayit digt olarak turizmden gelir elde eden yabanci sayisinin artmasi, ne kente
ne de iilkeye beklenen ekonomik faydalar: saglayamayacakur. Normal sartlarda otellerde
konaklayacak olan turistlerin bu konutlarda kalmastyla turizm harcamalari da azalabi-
lecek ve bu durumdan otellerin disinda kalan isletmeler de olumsuz etkilenecektir. Bu
bilgilerden hareketle; ortaya ¢ikan vergi kayiplarinit minimize etmek, turizm sektériiniin
kayiplarini telafi edebilmek, turizm yatrimlarinin gelismesine katki saglamak ve ka-
yit digt para trafigini onleyebilmek amaglanmalidir. Bu amagla da, konut sahiplerinin
tilkeye girig-cikis kayitlariyla bizzat konutlarda yapilacak kontrollerin, kiraya verilen
konutlar i¢in kolluk kuvvetlerine bildirim yiikiimliiligii getirilmesinin, son dénemde
kiralama platformu olarak kullanilan internet sitelerinin denetlenmesinin ve kiralama
karsilig1 olarak bir iicret 6deme zorunlulugu getirilmesinin yararli olabilecegi degerlen-
dirilmekeedir. Yabanci dil bilen kamu gérevlileriyle konutlarda yapilacak kontroller, yasa
dist unsurlarin takibi agisindan da fayda saglayabilecekeir.

Gériismeler sonucunda yabancilarin bir kisminin miistakil arazi {izerinde konut edin-
dikleri veya satin aldiklar1 arazilere konut inga ettikleri, ayrica imarsiz olan biiyiik tarim
arizilerine de ilgi gosterdikleri 6grenilmistir. Ozellikle Termal, Cinarcik, Armutlu, Gok-
cedere ve Koru bolgelerinde miistakil villalarin ingaa edilmesi nedeniyle tarim alanlar
azalmakta, ormanlik alanlarda yapilagma artmakta ve agirt betonlasma nedeniyle gorsel
kirlilik ortaya ¢ikmaktadir. Tarim ve orman arazilerinin imara agilmasi ise tarimda istih-
damin azalmasina yol agmaktadir. Bu nedenle sAdece insaat sektdriine yonelik tesvikle-
rin uygulanmasindan vazgecilerek turizm, tarim, hayvancilik, balikcilik vb. sekedrlerin
gliclendirilmesine yénelik tedbirler alinmalidir. Agirt betonlagma, trafik, altyap: sorunla-
11, gevre kirliligi ve orman arézilerinin azalmasi gibi nedenlerle, bélgenin turistik ¢ekim
unsurlari olan dogal giizellikler ve termal kaynaklara onarilamayacak zararlar verilmek-
tedir. Mevcut kaynaklarin muhafazasi icin ilave tedbirler alinmalidir.

Yabancilarin konut ediniminin belli mahallelerde yogunlagsmasi; gettolagmaya yol acabi-
lecek, yerel halkla kaynagma olanaklarini azaltacak ve énlenebilmesi gii¢ olan giivenlik
sorunlarini da beraberinde getirebilecektir. Son yillarda tilkemizde meydana gelen ve
turizme bilyiik ¢apta zarar veren terdr olaylarindan bir kisminin yeterince takip edileme-
yen yabancilarca gerceklestirildigi bilinmektedir (12 Ocak 2016: Sultanahmet Meydant
patlamast, 19 Mart 2016: Istiklal Caddesi intihar saldirisi, 28 Haziran 2016: Atatiirk
Havaliman: bombali saldirist, 1 Ocak 2017: Istanbul Reina gece kuliibii saldirisi). Bolge
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ve tilke turizmini derinden yaralayan bu olaylarla miicadele edebilmek amaciyla; kamu
kurumlarinca gettolagmay1 onleyecek somut tedbirler alinmali, kolluk kuvvetlerince ya-
banci yerlesimlerinin yogunlasug: bélgelerde kontroller sikilagtirilmali ve yabancilarin
yerel halkla uyum icerisinde yasamasini tegvik edebilecek sosyal ve kiiltiirel faaliyetlere
agirlik verilmelidir.

Tapu Kénunu'nun 35’inci maddesinin 3’{incii fikrasinda, “Bakanlar Kurulu, tilke men-
faatlerinin gerektigi hallerde yabanct uyruklu gercek kisiler ile yabanci iilkelerde kendi
iilkelerinin kanunlarina gore kurulan tiizel kisilige sahip ticaret sirketlerinin tasinmaz ve
stnirl ayni hak edinimlerini; iilke, kisi, cografi bélge, siire, say1, oran, tiir, nitelik, yii-
zol¢tim ve miktar olarak belirleyebilir, sinirlayabilir, kismen veya tamamen durdurabilir
veya yasaklayabilir” denilmek suretiyle yabancilarin gayrimenkul edinimlerine iligkin
olarak Bakanlar Kurulw'nun bu konudaki yetkisi belirlenmistir. Arastirma sonucunda
kaulimcilardan elde edilen veriler dogrultusunda; Yalovada yabancilarin konut edini-
minin oransal agidan Tiirkiye ortalamasinin yaklagik 5-6 kat oldugu ve yabancilarin
artan talebinin gelecekte hem turizm hem de diger sekedrlere telafisi miimkiin olmayan
zararlar verebileceginden Bakanlar Kurulu tarafindan bu ilde yabancilara taninan gay-
rimenkul edinim hakkinin durdurulmasi veya sinirlama getirilmesi onerilmektedir. Ya-
lova ilinde konut satglart sonucunda meydana gelen veya gelebilecek olumsuz etkilerin
gorece daha fazla oldugu degerlendirilmektedir.

Biitiin bu veriler goz 6niine alindiginda, turizm sektor yoneticilerinin, yabancilara ko-
nut satstyla ortaya cikabilecek firsatlardan yararlanmak ve olast zararlardan korunmak
amaciyla kisa, orta ve uzun vadeli stratejiler gelistirmesinin fayda saglayacag: diisiiniil-
mektedir. Ayrica, gelecekte bu konuyla ilgili calisma yapmay: diisiinen aragtirmacilarin;
yabancilarin konut ediniminin yerel halk ve turizmin diger sektdrleri iizerindeki etkileri,
yabancilara gayrimenkul satiginin giivenlik boyutu gibi alanlarda caligmalarinin literatii-
re zenginlik katacagi sdylenebilir. Yalova'nin yani sira Bursa, Trabzon, Sakarya ve Ordu
gibi son yillarda yabancilara konut satiginda 6ne ¢ikan illerde yapilacak ¢aligmalarin da
literatiire 6nemli katkilar saglayacag: diisiiniilmekeedir.
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A TRADITIONAL VAN HOUSE EXAMPLE:
CELAL GULPINAR HOUSE

Gokhan Usma

Abstract

Van has been home to many civilizations throughout history and is an important city with its historical,
cultural and architectural heritage. It is known that the history of Van extends as far as the pre-writing
period, as a result of the archaeological excavations and works done. While different civilizations bring
different types of architectural structures to each other, their interactions with each other have an impor-
tant influence on the formation of the urban texture of Van. Van residential architecture continued ro
develop in the old city of Van, located in the castle before the rebellion of 1915, bur all the houses were
burnt with this rebellion. In the light of the remaining photographs and engravings from the old city of
Van, it is understood that the houses in the city are mostly constructed as single storey or two storey and
with flat roof. The houses were built in adjoining order because of the fact that the city was located on a
small area. Adobe blocks was used as building material. Muslims and Armenians have lived peacefully
in the old city of Van, located in the south of the castle. With the influence of the nationalism move-
ment, Muslims and Armenian people started ro disagree. On the other side the citys land started not
getting enough due ro population growth. So, the city has begun to grow towards the periphery of the
city, which had previously been used as a vineyard and garden. People have begun ro build houses in the
present-day Van neighborhoods. These residences were built as one-storey and two-storey buildings, as in
the old city of Van. Generally, it can be argued thatr wealthy families built two floors and bigger houses
and that the poor people built single-storey and houses with small program. Due to the rapid growth of
the city, climate and natural conditions, most of Van houses, that most of them are devastated, collapsed
after 2011 earthquake. Celal Giilpinar House, which is the subject of the paper, is at risk of collapse
along with being able to survive. Within the context of the paper, first of all the general characteristics
of traditional Turkish houses will be mentioned and then the place of Celal Giilpinar house, which was
not mentioned in the sources before, will be revealed in Van houses through examining the plan, facade,

structure and material properties of ir.

Keywords: Van, Traditional House, Conservation, Celal Giilpinar House
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Introduction

It is known that the first settlements are located in Mesopotamia and Southeast Anatolia.
In this context, it can be said that the typical features of Anatolian Traditional Houses
bear traces from the first settlements. In the findings obtained in the Cay6nii excavations
dating back to 10,000 years ago in the settlement of Southeastern Anatolia, one of
the typical features of the Anatolian house; it was seen that the house had been lifted
somewhat higher to ventilate at that time. Flat roofs in the settlement at Catalhéyiik,
located in the south-east of Konya, which dates back to about 7,500 years ago, and their
use as a circulation and study area continued in Anatolia in the same way (Bektas, 1996).
As it is seen in these examples, it will not be the right approach to base the construction
of architectural techniques and elements on a few centuries. It is understood that the
general characteristics of the Anatolian Traditional Turkish Houses have been shaped
by a continuing accumulation of culture during the historical period. The geographical
and climatic characteristics of Anatolia have always been influential factors in the
construction of houses. The influence of geographical and climatic characteristics is seen
in construction technique, application methods, materials used and facade formation.
The belief system which is dominant in the region, economic conditions, lifestyle and
so on, and all these factors together have caused different results in architectural frame
in different parts of Anatolia (Kiigitkerman, 2007).

When we examine the general characteristics of the existing and demolished buildings,
Van city, which reflects the characteristics of the Anatolian residential architecture
to a great extent, has been home to many civilizations throughout history and is an
important settlement with its historical, cultural and architectural heritage. It is known
that the history of Van dates back to preliterate period to be the result of archaeological
excavations and works. In the light of these researches, it is possible to say that the
construction of Van and its environs is based on the Chalcolithic Age, and that a cultural
accumulation continuing from this period is dominant in the region (Ulugam, 2000).
While different civilizations bring different types of architectural structures to each other,
their interactions with each other also have an important influence on the formation
of the Van city. When examining previous works on Van residential architecture and
traditional Van houses, it had seen that the works are superficial and only one of the
traditional Van houses (Yoriikler house) is registered. Van homes (nomadic house) has
been registered (Usma & Urfalioglu, 2017). It has been observed that no studies have
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been conducted on other houses that have managed to survive after the 2011 earthquake
(Usma & Urfalioglu, 2017).

The aim of this paper is to examine the traditional Van houses in the context of their
architectural features and to examine the plan, structure, construction techniques and
fagade characteristics of the Celal Giilpinar House, which is one of the traditional Van
house examples which have not been included in the literature and have no previous
registration study.

As a method of study, the related literature was searched, fieldwork was made for the
existing structures and documentation was provided. Archive work has been done for
demolished houses and information was obtained on the registration status from the
responsible public institutions.

Traditional Turkish Houses

'The traditional Turkish house, which has existed and evolved within the territory of the
Ottoman Empire, is a type of house that has its own characteristics and is based on 500
years of history. It first formed its identity in Anatolia, later spread to the Balkans and
elsewhere in Europe, within the borders of the Ottoman lands. From the 15th and 16th
centuries it began to take its place in other settlements. The 17th and 18th centuries
were the most prolific periods of the Turkish house. (Eldem, 1995).

As a plan scheme, plan type without anteroom; plan type with external anteroom, plan
type with interior anteroom and plan type with central anteroom are seen (Fig. 1). The
rooms become separate spaces with the extension of the anteroom and at the same time
the connecting to each other is the most important and unique features of the plan types

of Turkish house (Giinay, 1998).

It is generally single storey or double storey. In the double storey ones, the lower floor
usually consists of service spaces, warehouses, hayloft and, in some cases, places where
the stables are located; the top floor consists the living areas. The main floor is always
unique, and the second floor is the main floor in the double storey houses. Another
unique feature of the Turkish house is that it is built considering from the inside out. In

other words, form follow the function as said in the modern architecture movement. It
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is not something that is done in order to be like this, but it comes out as a self-evolving
situation. Here, it should not be taken for granted that the outside is ignored (Bektas,
1996).

HI! SOFA

(a) (b)

SOFA

(c) (d)

Figure 1. Examples of traditional Turkish house plan schemes a) Plan type without ante-
room b) Plan type with exterior anteroom c) Plan type with interior anteroom d) Plan type
with central anteroom

The most common construction techniques are the filling between the wood carcass or
the timberwork. The construction technique does not make a difference between the
rich and poor people’s houses, the difference between the two is revealed in the size of
the program and the ornaments. The basic building materials in traditional Turkish
houses are wood, stone, dried brick in the sun. In Anatolian regions where the steppe
was dominant, mudbrick was frequently used as building material (Sezgin, 2006).

The socio-cultural structure of the region, its economy and its needs, as well as the
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geographical elements directly affect the language and implementation methods of
construction. The fact that the geographical structure and climate diversity is so great
has caused different results in different parts of Anatolia. The gathering of all these data
gave rise to the use of stone and mudbrick in Central and Eastern Anatolia, stone in
Western Anatolia, wood and stone in South Anatolia, and wood as the basic building
materials in the north of Anatolia. The fact that there are many factors that are effective
in the formation of architectural language has enabled Anatolian Turkish house to show
different regional characteristics in different regions of Anatolia (Kiigiikerman, 2007;
Sezgin, 2000).

The fagades of the traditional houses of Anatolia are one of the important transfer
elements of the unique cultural accumulation possess over time of different regions
of Anatolia. It presents reflections of culture, history, socio-economic structure of the
region and construction techniques and materials from the period of construction to
urban users. In addition to be a reflection of the period, it is also important in terms of
shedding light on today’s architecture.

Traditional Turkish houses are usually one or two storeys. According to Sedad Hakk:
Eldem, “The Turkish House is generally one storey. However, the number of floors has
increased over time and yet there is always one main floor. This main floor is absolutely
the highest in several storey houses. There is only one floor in the simplest and low
house type. This floor is preferably about one and a half meters high or more above the
ground.” (Eldem, 1995). The fact that the entrance floor is used for service areas in two-
or multi-storey houses makes stark the reflection of the interior of the entrance floor to
the fagade. The fact that the interior of the upper floor contains the living areas adds to
this floor’s reflection to fagade mobility

The cantilevers were made for many various reasons such as making indoor use easier,
using the light, getting air in the building. The cantilevers, the oriels and aiwans, which
are the reflections of the anteroom, are elements that create mobility on the facade as
the exterior reflections of the plan scheme. The style and dimensions of these cantilevers
also vary within themselves. For example, in the traditional houses of the Mediterranean
region, plan type with interior anteroom reflects to in the middle of the facade and
unplastered wooden cantilever or as a triangular / rounded pediment on the anteroom

(Urfalioglu, 2010).
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Window layouts are also different on the upper floor from entrance floor. The fact that
the windows on the top floor are not in the eye level with the road height leads to the
fact that the windows are getting bigger in size and provides more light to the living
spaces. The lower floor, which is a service area, has resulted in the use of windows in
smaller proportions due to both the usage purpose and the privacy brought by Anatolian
cultures. This case sometimes becomes different by the effect of heat changes. The rooms
are separated as winter and summer. While the windows of the summer room, which is
created by considering the position and the direction within the house, are bigger, the
winter room is more sheltered, and the window proportions are reduced. (Kiigiikerman,
2007; Kuban, 1995; Perker, 2012). This difference between the floors is the main factor
that reveals and creates the street-facade relation and harmony, if it seems in contrast

(Kuban,1995).

The preferred construction technique and the material used in making the house are
another indication of the formation of the facade identity. Different materials have
been preferred in different parts of Anatolia according to geological structure and
climate characteristics of the region. Sometimes the entrance floor is entirely built with
stone and the second floor is made of wood or wood interbedded brick or mud brick,
but sometimes it is completely built with mud brick on the stone foundation. These
differences, which vary from region to region, have led to different outcomes in fagade
language in different parts of Anatolia.

The Settlement: Van

Van has a rugged geography in the Eastern Anatolia Region, where mountain chains are
the busiest (Erzen, 1992). Within the borders of Turkey, the city is located in the Upper
Murat - Van region which is a part of Eastern Anatolia Region (Abdiilkadiroglu, 1993).

The city is surrounded by Van Lake in the basin of Van Lake which is the biggest
closed basin of the world and it is built on a slightly inclined area. The fact that the
underlying paleozoic schists and limestones, as well as the presence of mesozoic and
counter masses, causes large numbers of indentations and protrusions, and mountains
extending differently from each other (Ulugam, 2000; Abdiilkadiroglu, 1993).

Van Lake directly affects the climate of the region. The winters pass hard and cold.
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The summers are hot, but the daytime and nighttime temperature differences are
characteristic of continental climate. The day is warm, and the evening is cool. Although
the continental climate is dominant in the region and Van, it can be said that Van has
a milder climate than other cities in the region due to the effect of the lake. The most
fertile settlements of Basin are located in the coastal part of the lake (Mangaltepe, 2005).
Plumes begin from the east and descend towards the shores of the Van Lake (Ulugam,
2000).

Van and its surroundings has become a preferred area for settlement throughout history
due to its geographical location, being transition zone between the Far East, the Middle
East and the Caucasus, also being a gateway to Anatolia. Having fertile lands through
being a settlement on the shore of Van Lake and having geographical area suitable for
animal husbandry are the other factors that make it attractive. Many civilizations have
hosted it, and it is an important settlement with its historical, cultural and architectural
heritage.

Van is known as a city that has a history before pre-literate period to be the result of
archaeological excavations and works. In the light of these researches, it is possible to
say that the construction of Van and its environs is based on the Chalcolithic period and
that a cultural accumulation continuing from this period is dominant in the region. As
a result of the excavations carried out in the Tilkitepe Tumulus, it was understood that
Van was used as a settlement in the Chalcolithic Age (Abdiilkadiroglu, 1993).

In the B.C. XIIIL. century and beyond, it is known that the Urartians, who are the
Uruatri Nairis with the name of Assyrian, are located in the region in the after century.
In this period, feudal principalities ruled in Eastern Anatolia. Uruatri and Nairi were
two great feudal states. In the district, the situation continuing to the midst of BC
IX. century, increasingly has continued with the establishment of the Urartu Kingdom
by the unification of Nairis after the Assyrians attacks. After this time, the period of
the Urartians began, which proved to be a great state in their times with the great
contributions to the cultural and historical heritage of Van, and the artifacts and
inscriptions they left behind. Its capitals were Tushba (Tushpa-Thospia), which is now
called one of the districts of Van Central (Abdiilkadiroglu, 1993).

The Urartu Kingdom, identified with Van city, was destroyed by the Meds in the
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beginning of the VI. century. From B.C. 6th century onwards, the region was dominated
by the Persians. In B.C. 331, Alexander the Great became the owner of this land. In the
year 133, the Romans seized the region. By the A.D. Vth century, these lands have been
living for a long time between Byzantine and Sassanids.

Since the end of the VII. century, Van and its surroundings have been dominated
by Armenians. Then, the Abbasids governed the region in the form of provincial
governorship with the name of Armenia. By the end of the Xth century, the Byzantine
Empire dominated Van and its region. In 1064, Van and its surroundings were
conquered by Meliksah and passed to the administration of the Anatolian Seljuks. Later
on, Mongols, Karakoyunlular and Akkoyunlular dominated the region. In 1534, after
the Kanuni’s expedition to Irakeyn, the region was taken from the Safavids and joined
the Ottoman lands (Ulugam, 2000).

Figure 2. Van city layout from Lynch, XIX. century (Ulugam, 2000)

Because the city is on the Iranian border of the Ottoman Empire, the city was rebuilt
with a special importance and the castle was repaired (Fig. 2). At the end of 400 years
of Ottoman administration, the city was destroyed by Armenian rebels in 1915 and
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the city was emptied by the order of Van governor. It was taken back in ruins on
April 2, 1918. However, while the new Van city was developing on the skirts of Erek
Mountain, old Van city was completely abandoned (Ulugam, 2000).

Residential Architecture in Van

While Van residential architecture continues to evolve in the old city of Van, that located
the historic Van Castle, all the houses burned with the 1915 rebellion. In the light of the
remaining photographs and engravings from the old city of Van, it is understood that
the houses in the city are mostly constructed as single storey or two storey. The houses
are covered with a flat roof. The houses were built adjacent to each other, because they
were located on a small area (Fig. 2). Mud brick was used as the main building material.

Unitil the XX. century, Muslims and Armenians have lived in peace in the old city of
Van, located south of the Van castle. With the influence of the Nationalism movement,
Muslims and Armenians became disagreeable. On the other side, with the increase
of the population, the city started to grow up around the city which was used as a
vineyard and garden before. People have begun to build houses in the present-day Van
neighborhoods. These dwellings were built in single-storey and two-storey buildings, as
in the old city of Van (Ulu¢am, 2000). In general, it can be argued that rich families
build two-storey and bigger houses, and poor people build single-storey and smaller
program houses. In houses with tandoor, the tandoor is built adjacent to the house or
is located in the garden.

Construction techniques and material choices have occurred under the influence of
geographical and climatic conditions as well as in other regions of Anatolia. In traditional
Van houses, mud bricks were used on stone foundations as building material (Fig. 3).
‘The houses are built as flat roofs with supported bonding timber. Other uses of wood in
the house are floors, oriels, balconies, joineries and interior staircases. They are usually
built on plan type with interior anteroom.

'The facades of traditional Van houses are kind of a reflection of the social, cultural and
economic situation of the family living in the house. The houses where the rich families
live are richer in terms of decorating the facades, but the facades of traditional Van
houses were generally made simple. The entrance facade directly faces the street. The
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mudbrick walls follow the usage of the stone which is until the plinth level. The inner
and outer walls are plastered with a mixture of mud and straw. In some houses, the
bonding timber on the lower and upper edges of the windows and above the entrance
door continue along the facade.

source gallica.bnf.fr / Bibliotheque nationale de Franc

Figure 3. The Settlement of Old Van City (Chantre, 1881)

Traditional Van houses with two floors have examples with an oriel and rarely with a
balcony. For the oriels and balconies, wood is used as building material. While the oriels
add mobility to the fagade, the rectangular oriel windows, which are on the sides of it,
increase the natural light receiving capacity of the living area on the second floor.

Most of the traditional Van houses have suffered great damage with factors such as the
rapid growth of the city, climate and natural conditions. Van houses, which have not
undergone any conservation work, were mostly demolished after the 2011 earthquake.
The houses, that have managed to survive, are in danger of collapsing.
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Celal Giilpinar House

Celal Giilpinar House was built by Celal Giilpinar from Giilpinar family, one of the
native families of Van. It is located on 503. street of Vali Mithat Bey region in Van (Fig.
4). The preparation of the mudbricks and the construction of the house were done
by Mustafa Usta and Celal Giilpinar. The house, which has plan type with interior
anteroom (Fig. 5) that is the typical plan type of traditional Van houses, was built up of
mud brick walls on the stone foundation. The roof was covered with sheet metal, even
though it originally is a flat roof supported by bonding timber (Fig. 6-10). The house is
located in the family owned garden. The main entrance and the balcony entrance, which
is located on the kitchen facade, is reached with stairs rising up plinth level (Fig 6). The
main entrance door is double-winged wood and is a classic traditional Van house door
(Fig. 7a). The entrance door opens onto the anteroom. The anteroom is illuminated by
a window next to the entrance door (Fig. 7a) and at the very end of the anteroom. There
are buried wooden bookshelves which are one of the basic interior elements of traditional
Van houses, on the anteroom walls. The original wooden frames of the bookshelves were
removed and replaced with new ones by the owner of the house. The anteroom opens
to three rooms and kitchen. The room that is on the right of the entrance fagade is
overflowed and the entrance area is defined. The rooms are illuminated with wooden
windows (Fig. 8). There is a single-winged wooden door leading from the kitchen to
the balcony and the garden (Fig 7b). Another door in the kitchen opens the hall where
the bathroom and toilet are located. The disintegration of the bathroom and toilet from
plan can be read on the exterior fagade (Fig. 6). The toilet, bathroom and hallway each
has a small window (Fig. 6). Below the room to the right of the southern fagade, there
is a basement for winter wood and coal (Fig. 8-9).
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Figure 5. The Plan of Celal Giilpinar House
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Figure 7. a) The Main Entrance Door b) The door that is from the kitchen to the garden
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Figure 9. The Basement Floor of Celal Giilpinar House
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Figure 10. The Supporting Bonding Timbers of the Roof

Conclusion

The historical buildings that make up the identity of the cities are stick in city user’s
mind. For this reason, the role of historic dwellings in defining urban spaces is also
great. Traditional Van houses have an important place in the formation of the urban
texture of Van city.

The construction dates of the traditional Van houses, which contain the characteristics
of a traditional Turkish house, date back to the 1915 Armenian rebellion and fire. Stone,
mud brick and wooden materials were used in the construction of the traditional Van
house, which is one of the important heirs of historical urban texture of Van. As a
construction technique, mud brick walls were built on the stone foundation. The hipped
roofs seen in some of today’s Van houses, which are covered with flat roofs supported by
bonding timber, were added later. They are usually arranged as a plan type with interior
anteroom. They were constructed as a single storey or two storey and differentiated from
other cities in the region as construction techniques and material usage patterns. As an
example of the traditional Van houses, Celal Giilpinar house has the main characteristics
of traditional Van houses. In this paper, a general analysis of Celal Giilpinar house has
been made under the titles of the plan, facade, structure, construction technique and
used materials and its place in traditional Van houses has been revealed. At the same
time through the Celal Giilpinar house, the importance of traditional Van houses in the
culture and historical texture of the city was tried to be emphasized.

As a result of the literature survey on the traditional Van houses which have an important
architectural value in transferring the cultural accumulation of the city to the day-to-day
and future generations, it is seen that there is not enough work done. According to the
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information obtained from the authorized institutions, it is understood that only one
of these structures is registered, and no registration, detection and conservation work
has been done to other houses. Van earthquake in 2011, climatic conditions and rapid
urbanization in the city and the fact that the traditional Van houses not to be considered
in the zoning plan, have caused the collapse of the many houses and the destruction
of their surviving examples. Celal Giilpinar house, which is one of the traditional Van
houses, has been left as inert today and is expected to be demolished in the near future

as no protection work has been done.

This paper contributes to the study of traditional Turkish houses and traditional Van
houses which have little work on them in literature, and it has a value as a resource for
the study of traditional Turkish houses and traditional Van houses which will be done
later.
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DIFFERENCES IN PERCEIVED
DESTINATION IMAGES BETWEEN
LOCAL PEOPLE AND TOURISTS CASE OF
PAMUKKALE

Ali Soylu, Nuray Selma Ozdip¢iner, Seher Ceylan

Abstract

Well-know, acknowledged and preferred destinations are differentiating powers in competition when

correctly marketed. Branding and thus creating identities for destinations are very important activities
Jfor tourism. Destination image implicates consumers’ perception on different characteristics of destina-

tion. The way a destination is perceived by tourism shareholders is important for the development of
destination. Many studies are found in literature related to destination image. However, no studies were
Jound on how local people and rourists perceive the destination image, and the kinds of similarities and
differences in these perceptions. The present study was conducted with the purpose of identifying especi-

ally whether there were perception differences between tourists and local people related to a destination.

The study was conducted through a questionnaire implemented in 2016 in Pamukkale on a rotal of
1461 persons, consisting of 1032 domestic and foreign rourists and 429 local people. As a result of the

study conducted through a 43-statement questionnaire, significant differences were identified in images

perceived by rourists and local people related to Pamukkale destination. The differentiation was espe-

cially significant in perceptions at the level of cognitive image dimension which consists of factors such

as information about the destination, natural and cultural resources of the region, infrastructure and
superstructure, physical, social and cultural environment. According to this result, creating cooperation

with local people in the leadership of public, local government and private sector representatives ro

develop a positive image related to Pamukkale destination and developing strategies ro increase rourists
positive perceptions of the destination may be suggested.

Keywords: Tourism, tourism shareholders, destination image
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1. Introduction

Pamukkale is an important destination with its world-famous travertine structures,
listed also in UNESCO’s World Cultural Heritage List. Pamukkale hosted more than
2 million domestic and foreign tourists in average in the past years, and increasing its
tourism potential as well as its economical revenue and added value for the country are
still important items in the agenda (GEKA, 2012:91). At this point, it is very important
to increase its market recognition, to brand it and to create a positive image for it.

Echtner and Ritchie (2003) argue that most of the definitions of destination image are
ambiguous, that many studies have been conducted on the basis of cities, regions and
countries for the measurement of destination image but there were no serious efforts to
examine the efficiency of these studies in terms of defining and measuring the concept
of destination image, and they define destination image simply as impressions or
perceptions related to a place. Indicating that destination image consists of two elements
grouped under holistic and place-specific qualities, and each element has functional
(or concrete) and psychological (or abstract) aspects, the authors argue that the more
image is oriented towards holistic and psychological factors, the more authentic it
will be. In this conceptual frame, destination image is defined not only as individual’s
perception regarding destination qualities, but also as holistic impressions created by the
destination. In this line, destination image consists of functional characteristics as more
concrete views of destination and psychological characteristics as more abstract views of

destination (Echtner and Ritchie, 2003:43).

Functional
Common Characteristics

Source:

C. M. Echtner and
J.R.B. Ritchie (2003).
The Meaning and

Qualities HO.IIS“,C Measurement of
(Imagination) Destination Image.
The Journal of
Tourism Studies, 14
(1), 43
Specific

Psychological
Characteristics

Figure 1: Elements of Destination Image
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According to Baloglu and McCleary (1999), on the other hand destination image
is a combination of stimulating factors consisting of psychological and social issues,
personal factors and information channels, past experiences and distribution channels.
Destination image emerging as such should be perceptual/conceptual, behavioral and

global.

Figure 2: General Frame of the Emergence of Destination Image

PERSONAL DESTINATION STIMULATING
FACTORS IMAGE FACTORS
Psychological Perceptual/Cog- Information

- Values nitive Sources

- Motivations Emotional - Amount

- Personality Global - Type

Social Past Experience
- Age Distribution

- Education

- Marital status

- Other

Source: S. Baloglu and K-W. McCleary (1999). A Model of Destination Image Formation. Annals of Tourism
Research, 26 (4), 870

Beerli and Martin (2004) addressed these under the main categories of natural resources,
general infrastructure, tourism infrastructure, leisure and recreation, culture, history
and arts, politics and economical factors, natural environment, social environment and
destination environment.
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Table 1: Factors Influencing Destination Image

Natural Resources

General Infrastructure

Tourism Infrastr ucture

* Weather

- Temperature

- Precipitation

- Humidity

- Sunny hours

* Beaches

- Quality of sea water

- Sand or stone beaches
- Length of beaches

- Crowdedness of beaches

¢ Rural area attractions

- Protected natural resources

- Lakes, mountains, deserts etc.

- Flora and fauna diversity and
uniqueness

* Quality and development
levels of roads, airports
and ports

* Public and private trans-
portation possibilities

¢ Development level of
health care services

* Development level of tel-
ecommunication services

* Development level of
commercial infrastructure

e Architectural structures

* Hotel and catering facilities
- Number of beds

- Categories

- Quality

® Restaurants

- Number

- Categories

- Quality

* Bars, discos and nightclubs

* Accessibility of destination

* Possibilities of daytrips in
the destination

* Tourist centers

¢ Tourism information
network

Leisure and Recreation

Culture, History and Arts

Political and Economical
Factors

* Themed parks

* Entertainment and sports
activities

- Golf, fishing, hunting, skiing,
diving etc.

- Water parks

- Zoos

- Trekking

- Extreme sports

- Casinos

- Nightlife

- Shopping

¢ Museums, historical
buildings, monuments
etc.

e Festivals and concerts etc.
¢ Hand crafts

* Gastronomy

¢ Folklore

* Religion

e Life style and traditions

* Political stability
* Political tendencies
* Economical development

o Safety
- Crime rate
- Terrorist attacks

® Prices
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Natural Environment Social Environment Destination Environment
* Beauty of general view * Hospitality and friendli- | * Luxury
e Attractiveness of cities and ness of local people e Fashionable
towns * Poverty * High reputation
* Hygiene * Life quality * Family-oriented destination
¢ Over crowdedness * Language barriers « Exotic
¢ Air and noise pollution « Mystical
e Traffic jams * Relaxing
e Stressful
* Fun
e Tolerant
* Boring

* Interesting
Source: A. Beerli and J.D. Martin (2004). Factors Influencing Destination Image. Annals of Tourism Research,
31(3), 659

Many factors play role in the formation of destination brand image. However, most
important role falls on tourism shareholders for these factors to contribute destination
image in a positive way. Tourism sharcholders are grouped under five categories:
tourists, local people, local government and public sector, tour operators and tourism
entrepreneurs. The aim of the present study is to compare perceptions of tourists and
local people about Pamukkale destination and identify their differences.

2. Literature

Many studies are found in literature related to brand image. However, there were no
studies related to the way destination brand image is perceived by local people and
tourists. Certain studies partially dealing with the subject are summarized below:

Buhalis (2000) studied in the context of strategic destination marketing and dealt with
strategic sharcholders in five categories: tourist, local people, local government and

public sector, tour operators, and tourism entrepreneurs.

Kock et al. (2016) argued that it was important to know what cognitive representations
people have about tourism destinations to understand their intentions, and indicated that
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these cognitive destination representations were studied frequently with the application
of the concept of destination image; however literature was lacking theoretical basis and

implementations generally.

Stylidis et al. (2017) created a model to identify the effect of cognitive and emotional
image perception on the total image and studied whether this approach could be
implemented in terms of local people and tourists. Findings suggested that the
model could be implemented on local people and tourists. Findings also showed that
emotional element was more effective on total image and future behaviors compared to
the cognitive element.

Valle et al. (2012) examined how tourists and local people considered “Allgarve”
project, initiated by the Portuguese government in 2007 with the purpose of improving
destination image of Algarve, a region of Portugal most famous with its sun and beaches.
Tourists perceived the project positively while it was indicated that local people did not
receive it positively in the beginning. According to the findings of the questionnaire
applied to the local people of the region, local people listed reasons such as not being
included in the process, incorrect naming of the project etc. for that and the importance
of local people in developing destination image was emphasized.

Ceylan (2011) analyzed the relation between demographical characteristics of the
tourists who visit Pamukkale and the region’s perceived destination brand image, and
found that there was a significant difference between gender and accommodation place,
and destination brand image.

Ertag and Giirsoy (2016) argued in their study on Pamukkale’s brand image that
destinations should have strong brand images, and destinations’ brand images are
strengthened through cooperation of tourism shareholders and collective development
of plans and strategies. Study aimed to analyze the roles of shareholders in the destination
brand image. The results of the study showed the need of cooperation between
shareholders in order to strengthen Pamukkale’s destination brand image. Natural
resources and specificity of Pamukkale were the most effective factors in strengthening
brand image while price, transportation and infrastructure were the main factors
negatively effecting brand image. Primary criteria to influence destination brand image
from the perspective of tourists in Pamukkale were transportation, infrastructure and
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superstructure factors as well as archacological site entrance fees. From the perspective of
local people, on the other hand, not being able to feel as a part of the process was found
as the factor diminishing the power of Pamukkale brand image.

Giritlioglu and Oksiiz (2016) conducted a study on local tourists visiting the city of
Gaziantep with the purpose of identifying dimensions which form the destination
brand image and sense of belonging to destination, as well as measuring the influence
of destination brand image on their sense of belonging to destination. Gaziantep’s
brand image was identified to be consisted of four dimensions as ‘natural and cultural
attractions,’ ‘general infrastructure and social environment,” ‘atmosphere of the region,
and ‘activities and events’ while sense of belonging consisted of a single dimension under
the title of ‘sense of belonging to the destination.” On the other hand, Gaziantep’s brand
image was found to be influential on sense of belonging at ‘medium’ level.

Ayaz et al. (2015) conducted a study with the purpose of identifying Safranbolu image
perceptions of foreign tourists and conducted face-to-face interviews with 400 foreign
tourists to fill out the questionnaire form. In the context of the destination image
perceived by foreign tourists, the found that foreign tourists were satisfied with the city
image, guidance services and transportation services and that their image perceptions
were differing according to their demographical characteristics.

In the study of Umur and Eren (2016) which analyzed the influences of perceived
destination images and identities related to the region of Kapadokya for tourists
who visited the region on guest satisfaction and future visits, the findings suggested
a significant relation between destination image and destination identity, and guest
satisfaction and future visits. On the other hand, perceived destination image and
destination identity were found to be influential on guest satisfaction and future visiting
behavior. Finally, destination image and destination identity were determined to be
influential on tourists’ satisfaction levels and their behavior of revisiting the destination
in the future as well as recommending it to friends.

Sevim et al. (2013) conducted a study about the influences of perceived destination
image on recommendation behavior and found that positive images had a highly

positive relation with recommendation behavior.

99



DIFFERENCES IN PERCEIVED DESTINATION IMAGES BETWEEN LOCAL PEOPLE AND TOUR-
ISTS CASE OF PAMUKKALE

Ali Soylu, Nuray Selma Ozdip¢iner, Seher Ceylan

3. Research

Aim and Methodology of the Study

The aim of the present study is to determine whether differences exits in the perceptions
of local people and tourists in relation to the same destination. The lack of any study
concerning the perceptions of local people and tourists related to the destination brand
image of a region suggests that literature has a gap in this subject. Therefore, the present
study is expected to contribute by filling this gap found in the literature.

Study was conducted in Pamukkale, Denizli in 2016. According to the data of 2016,
number of tourists visiting Pamukkale were around one million people, although
reduced compared to the numbers of past years (http://www.denizli24haber.com/haber/
iste-pamukkaleye-giris-sayilari/ 3026). Since a sample size of 384 people corresponding
to a universe of one million and more was adequate (Ozdamar, 2003: 116), 384 was
aimed at in both groups and a total of 1461 people were reached, consisting of 1032
domestic/foreign tourists and 429 local people.

The main objective of the study was to determine perception differences of local people
and tourists related to Pamukkale’s destination image. With this purpose, the following
hypothesis was formed:

“H1: Destination image is perceived differently by local people and tourists.”

A questionnaire was formed in order to determine whether such a difference exists by
drawing on various publications in the literature (Ciftgi, 2010; Ilban, 2007; Kocaman,
2012; Ertas and Giirsoy Tas 2016 and Ceylan, 2011). Questionnaire consisted of 60
items with likert scale in total, 50 items related to destination image and 10 items related
to demographical data. A preliminary implementation was conducted in Pamukkale
destination to test the reliability of the scale and to examine whether there were items
which are not understood. After the elimination of items lowering reliability coeflicient,
remaining 43-item scale’s alpha value was identified as 0,88. First, normal distribution
of data was analyzed, and normal distribution was confirmed due to the range of
coeflicients of kurtosis and skewness between -1,5 and +1,5 (Tabachnick and Fidell,
2013). Frequency analysis was conducted on demographical data which were analyzed
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through SPSS 22 statistical software and t test was utilized for variance analysis. The
results of the analysis are presented below.

Findings of the Study

Frequency analysis results related t demographical data are as follows: 70% of the study
sample consists of tourist and 29% of local people. Participating local people consisted
of women at the rate of 35.4% and men at the rate of 64.6%. 54.8% of participants
were married while 45.2% were singles. Income range of 35.8% was 1000-1499 TL,
for 16.1% this was 2000 TL and more; and 87.4% were working actively. As for their
education levels, 39.6% of participants had high school degrees while 10.3% had
bachelor and higher degrees. 29% of participants were in the age group of 35-44 while
8.3% were 55 and older.

On the other hand, 77% of tourists were domestic tourists and 23% were foreign
tourists. Tourists had more males, singles and workers among them. They consisted of
women at the rate of 44.2% and men at the rate of 55.8%. 44.2% were married while
55.8% were single. 68.6% were currently working while 31.4% were retired from active
work life. 31.9% were in the age group of 25-34 and 34.3% had an education level of
middle school. These were followed by associate and higher degrees with 27.5%. 27.2%
had an income below 1000 units (euro / TL) and they were in the lowest income group.

Table 1: Difference of Perception between Local People and Tourists in Relation
to Pamukkale Destination

Statements concerning desti- | Statements concerning des- ¥ i .

nation image of local people | tination image of tourist yére halka turist P
Pamukkale is an affordable Pamukkale is an affordable 3.9767 3.1052 29,363 0,001
place. place.

Tourists prefer Pamukkale due | I preferred Pamukkale due 40093 3,8520 19,980 0,009
to its thermal resources. to its thermal resources. ?

Tourists are adequately Tourists are adequately 3,3226 0,148 0,001
. . 3,5697

informed. informed.

Tourists obtain positive I obtained positive informa-

information about Pamukkale | tion about Pamukkale from | 3,6948 3,5519 2,196 0,020
from the media. the media.
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Pamukkale’s communication

Pamukkale’s communica-

Pamukkale.

Pamukkale.

.96 7314 21,288 0,001
facilities are good. tion facilities are good. 3:9695 373
Tourists .pr‘efer Pamukkale I [?rcfer Pamukkale because 3.8014 3.6588 5437 0,019
because it is a safe resort place. | it is a safe resort place.
Pamukkal§ is worth‘the Pamukkale is worth its 3.9371 37028 4300 0,001
money paid by tourists. monetary value.
Pamukkale is traditional. Pamukkale is traditional. 3,6230 3,4604 10,921 0,015
Pamukkale is not crowded. Pamukkale is not crowded. | 3,4401 3,1169 0,071 0,001
Pa'mukkales people are P:‘imukkales people are 3.9764 3.6094 15.865 0,001
friendly. friendly.
?an?ukkale s weather/climate Pamu}(ka‘le s weather/cli- 41686 40226 2,101 0,005
is nice. mate is nice.
Pamukkale’s local cuisine has | Pamukkale’s local cuisine
more variety compared to has more variety compared | 3,6112 3,2787 0,359 0,001
other regions. to other regions.
Accommodation is cheap in Accommodation is cheap in 40537 33670 34,561 0,001
Pamukkale. Pamukkale.
Pamukkale is very close to the | Pamukkale is very close to 3.6370 3,2121 21,452 0,001
place tourists come from. the place I come from. .
Pamukkale is a famous place. Pamukkale is a famous 3.9804 3,2345 20,684 0,001
place.

Pamukkale’s image doesn’t Pamukkale’s image didn't 33200 3,0128 10,477 0,001
influence tourists’ preference. | influence my preference. :
Pamukkale’s hygiene standards | Pamukkale’s hygiene stand-

,5448 0,94 0,030
and cleaning habits are ards and cleaning habits are | 3,6838 5 943 3
adequate. adequate.
Transportation to Pamukkale | Transportation to Pamuk- 3.8776 3,6929 6,214 0,002
is cheap. kale is cheap. ’
Pamukkale is an authentic Pamukkale is an authentic 37434 3,9575 9,398 0,001
place. place. ’
Pamukkale is nice and Pamukkale is nice and 3.8354 3,9682 10,579 0,019
pleasing. pleasing. ’
Restaurants and bars in Restaurants and bars in 3.5681 3,2989 0,874 0,001
Pamukkale are adequate. Pamukkale are adequate. ’
Food & beverages are cheap in | Food & beverages are cheap 3.8147 3,1197 5,163 0,001
Pamukkale. in Pamukkale. :
There is cultural exchange There is cultural exchange

,504 1,614 0,001
between local people of between local people of 3,7869 3:5045
Pamukkale and tourists. Pamukkale and tourists.
Nightlife and entertainment | Nighlife and entertainment

1 2 1
facilities are adequate in facilities are adequate in 3,4426 3,1986 7,587 0,00
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The results of difference analysis related to destination images of local people and

tourists are as follows:

e For the statement of “Prices are cheap in Pamukkale,” the difference between
local people and tourists was found to be statistically significant (p<0.001).
Tourists agreed less with the idea of Pamukkale being a cheap place compared

to local people.

*  For the statement of “Pamukkale is preferred due to its thermal resources,”
the difference between local people and tourists was found to be significant
(p<0,009). Tourists agreed less with the idea of Pamukkale being preferred due
to its thermal resources compared to local people.

e For the statement of “Tourists visiting Pamukkale are adequately informed,”
the difference between local people and tourists was found to be significant
(p<0,001). Tourists agreed less with the idea of adequate information being
given compared to local people.

*  For the statement of “Tourists obtain positive information from the media about
Pamukkale,” the difference between local people and tourists was found to be
significant (p<0,020). Tourists agreed less with the idea of obtaining positive
information about Pamukkale from the media compared to local people.

e For the statement of “Pamukkale has adequate communication facilities,”
the difference between local people and tourists was found to be significant
(p<0,001). Tourists agreed less with the idea of Pamukkale having adequate
communication facilities compared to local people.

e For the statement of “Tourists prefer Pamukkale due to its being a safe resort
place,” the difference between local people and tourists was found to be significant
(p<0,019). Tourists agreed less with the idea of Pamukkale being preferred due
to its safety compared to local people.

e For the statement of “Pamukkale is worth its monetary value,” the difference
between local people and tourists was found to be significant (p<0,001). Tourists
agreed less with the idea of Pamukkale being worth the money compared to local
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people.

For the statement of “Pamukkale is committed to its traditions,” the difference
between local people and tourists was found to be significant (p<0,015). Tourists
agreed less with the idea of Pamukkale being committed to its traditions
compared to local people.

For the statement of “Pamukkale is not a crowded place,” the difference between
local people and tourists was found to be significant (p<0,000). Tourists agreed
less with the idea of Pamukkale not being a crowded place compared to local
people.

For the statement of “Pamukkale’s local people are friendly,” the difference
between local people and tourists was found to be significant (p<0,000). Tourists
agreed less with the idea of Pamukkale’s people being friendly compared to local
people.

For the statement of “Pamukkale’s climate and weather is nice,” the difference
between local people and tourists was found to be significant (p<0,005). Tourists
agreed less with the idea of Pamukkale having a nice climate and weather
compared to local people.

For the statement of “Pamukkale’s local cuisine has moore varieties compared
to other regions,” the difference between local people and tourists was found to
be significant (p<0,001). Tourists agreed less with the idea of Pamukkale having

more variety in its local cuisine compared to local people.

For the statement of “Accommodation is cheap in Pamukkale,” the difference
between local people and tourists was found to be significant (p<0,001). Tourists
agreed less with the idea of accommodation in Pamukkale being cheap compared
to local people.

For the statement of “Pamukkale is very close to the place tourists come from,”
the difference between local people and tourists was found to be significant
(p<0,001). Tourists agreed less with the idea of Pamukkale being very close to

the place tourists come from compared to local people.
p p peop
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For the statement of “Pamukkale is a famous place,” the difference between local
people and tourists was found to be significant (p<0,001). Tourists agreed less
with the idea of Pamukkale being a famous place compared to local people.

For the statement of “Pamukkale’s image does not influence tourists preference,”
the difference between local people and tourists was found to be significant
(p<0,001). Tourists agreed less with the idea of Pamukkale’s image not being
influential on their preference compared to local people.

For the statement of “Pamukkale’s hygiene standards and cleaning habits are
adequate,” the difference between local people and tourists was found to be
significant (p<0,030). Tourists agreed less with the idea of Pamukkale’s hygiene
standards and cleaning habits being adequate compared to local people.

For the statement of “Transportation to Pamukkale is cheap,” the difference
between local people and tourists was found to be significant (p<0,002). Tourists
agreed less with the idea of transportation to Pamukkale being cheap compared
to local people.

For the statement of “Pamukkale is an authentic place,” the difference between
local people and tourists was found to be significant (p<0,001). Tourists agreed
more with the idea of Pamukkale being an authentic place compared to local
people.

For the statement of “Pamukkale is nice and pleasurable,” the difference between
local people and tourists was found to be significant (p<0,019). Tourists agreed
more with the idea of Pamukkale being nice and pleasurable compared to local
people.

For the statement of “Pamukkale’s restaurants and bars are adequate,” the
difference between local people and tourists was found to be significant
(p<0,001). Tourists agreed less with the idea of Pamukkale’s restaurants and bars
being adequate compared to local people.

For the statement of “Food & beverages are cheap in Pamukkale,” the difference
between local people and tourists was found to be significant (p<0,001).
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Tourists agreed less with the idea of food & beverages being cheap in Pamukkale
compared to local people.

For the statement of “Cultural exchange exists between Pamukkale’s local people
and tourists,” the difference between local people and tourists was found to
be significant (p<0,001). Tourists agreed less with the idea of the existence of
cultural exchange between Pamukkale’s local people and them compared to local

people.

For the statement of “Pamukkale’s nightlife and entertainment facilities are
adequate,” the difference between local people and tourists was found to be
significant (p<0,001). Tourists agreed less with the idea of Pamukkale’s nightlife
and entertainment facilities being adequate compared to local people.

4. Conclusion And Suggestions

The present study was conducted with the purpose of determining whether there were

significant differences in image perceptions of tourists who visit Pamukkale destination

and of local people who live there. Data were gathered from tourists who visit the

destination and local people through a questionnaire. 24 of 43 statements showed

significant differences.

According to the findings, differences in destination image perceptions of tourists and

local people may be summarized as follows:

106

Tourists are observed to have a different perception of implemented price poli-
cies compared to local people. Compared to local people, tourists agree less with
the idea of food & beverages, accommodation and other prices being cheap in
Pamukkale as well as Pamukkale being worth the money given.

Again, tourists agree less with the idea of Pamukkale being prefferred due to
its safety and thermal resources compared to local people. On the other hand,
tourists agree more with the idea of Pamukkale being an authentic, nice and ple-
asurable place and its image having an influence on their preference compared
to local people.

Tourists agree less with the idea of adequate information being given about Pa-
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mukkale, its being a famous place and media making positive news about the

region, compared to local people.

*  Tourists agree less also with the idea of existence of adequate restaurants and bars
in Pamukkale and nightlife and entertainment facilities being at a desired level,
compared to local people.

*  Tourists agree less with the idea of Pamukkale’s local people being friendly, com-
mitted to their traditions and the existence of cultural exchange between local
people and tourists.

*  Tourists agree less with the idea of Pamukkale having a nice climate and weather
and being a quite place, compared to local people.

*  Tourists agree less with the idea of transportation being cheap and communica-
tion facilities being adequate, compared to local people.

*  Tourists agree less with the idea of Pamukkale’s local cuisine having many varie-
ties and its hygiene standards being adequate, compared to local people.

e  Finally, tourists were observed to be happy of preferring Pamukkale and local
people were observed to be satisfied of living here.

According to the findings, it may be said that there are significant differences between
Pamukkale destination’s image perceptions from the perspective of tourists and of local
people. The primary reasons for tourists to prefer Pamukkale are the destination being
an authentic, nice and pleasurable place and its positive image. These are the factors
that make tourists happy to be in that location. On the other hand, tourists did not
have a perception as positive as the local people for the factors other than these. As for
the cognitive and emotional elements that make up the destination image, Pamukkale
comes forth as an interesting, authentic, nice and pleasurable place, therefore it may be
said that emotional perception dominates the perceived image; whereas the formation
of emotional image is considered as dependent on cognitive evaluation of a certain
place (Diindar and Giiger, 2014, 851). It is interesting to see that cognitive image -
information about Pamukkale destination, region’s natural and cultural resources,
infrastructure and superstructure, physical, social and cultural environment - reflects
positively on emotional image, despite being less positive for tourists compared to
local population. It is likely that increasing applications which will support perceived

107



DIFFERENCES IN PERCEIVED DESTINATION IMAGES BETWEEN LOCAL PEOPLE AND TOUR-
ISTS CASE OF PAMUKKALE

Ali Soylu, Nuray Selma Ozdip¢iner, Seher Ceylan

cognitive image for tourists will also increase favorableness of the general image of the

destination.

The difference of local people’s image perception from tourists’ perception indicates
that local people have a more emotional perspective about the region they live in.
Primary thing to be done here is to perform works to improve tourists perception
by considering customer satisfaction as the basis of all. Enabling participation of local
people together with all the other shareholders is also important in terms of improving
image perceptions of all shareholders. In addition, all shareholders (private sector
business managers, public and local management representatives etc.) must be made
aware of their share in this subject and mobilized to take action. For the development
of the region, it is suggested, first, to establish a separate destination management unit
that could represent all sharecholders; then, to make an image plan, and for that, to
evaluate all options, including getting professional help in this subject, if needed. This
study is limited with Pamukkale region and cannot be generalized for all destinations
have different dynamics. Suggestions for future researcher would include studying the
reasons of this difference found between perceptions of local people and of tourists.
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THE INFLUENCE OF PERCEPTIONS
TOWARDS DESTINATION ON THE
REASONS OF PREFERENCE: CASE OF
PAMUKKALE

Eylin Aktag, Yasemin Bogkurt, Seher Ceylan

Abstract

Tourism literature frequently deals with which destination tourists decide to visit, which factors influ-
ence this decision, how the decision-making processes are and how they choose one destination out of
many in competition. Destination preference is a subject being studied since 1980s. Changes occur in
destination preference reasons, and different desires and reasons come up rather than conventional sun-
sand-sea triple. One of the important factors influencing the decision to visit a destination and prefe-
rence of one destination among many is perception towards destination. Perceptions towards destinati-
on include many factors such as destination image, tourism attractions provided by destination, services
provided by various tourism businesses within destination, and destinations socio-cultural structure
and way of life. In this line, the purpose of this study is to analyze the influence of perceptions rowards
destination on preference reasons in frame of Pamukkale destination case. Field study was utilized
as a method, in this scope and data were gathered through questionnaire. Sampling method involved
decisional sampling, one of the non-random sampling methods, in order to make data collection pro-
cess more effective. For this purpose, face-to-face interviews were conducted with domestic and foreign
tourists who visit Pamukkale and questionnaire form was filled during these interviews. 1032 people
in total agreed to participate in the study and 994 questionnaires were found to be acceptable. Desti-
nation preference reasons were based on variables of Thermal Facilities, Security, Historical-Cultural
Attractions and Natural Attractions. Exploratory factor analysis was conducted in the frame of main
dimension of perceptions towards destination, in order to determine on which factors these perceptions
Jocus. The results of exploratory analysis led to removing 18 items from the scale and a 25-item scale was
obtained falling under four factors. These factors were Destination Image (11 items), Socio-Cultural
Structure (6 items), Communication- Transportation (5 items), and Food/Beverage and Entertainment
(3 items). Findings of the study suggest that Destination Image and Destination’s Socio-Cultural Struc-
ture are important factors influencing preference of participants, who indicated thar Thermal Facilities,
Historical-Cultural Attractions and Natural Attractions were the reasons for them to visit Pamukkale,
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while all four factors were influencing the preference of participants, who indicated that they visited
Pamukkale because it was a secure destination.

Keywords: Destination preference, perceptions towards destination, Pamukkale

Introduction

One of the most important sectors to directly influence many areas in a country,
including economy, is tourism sector. Every year, serious efforts are made to determine
contribution rates of both foreign and domestic destination visits to country’s economy
through a series of estimates and predictions.

One of the factors directly influential on the success of tourism which covers a wide area
from local businesses to country’s economy is domestic or foreign tourist’s preference
of destination. Tourism business executives and relative government officials regularly
conduct various studies to determine what could influence destination preferences for
a particular country or place and how based on developments and changes. Media also
covers the subject time to time due to its high-importance nature. Studies and approaches
to the subject have changed in tourism sector due to the emergence of definition and
scope of the concept of destination. Tourism has started to cover a wider area by getting
rid of some of its common properties. Today certain factors which were considered as
complementary or supportive properties before started to become preference reasons for
certain destinations (Okumus, Okumus and McKercher, 2007). Moreover, some places
have diverted preferences by integrating certain activities within their facilities. Some
cities, for example, became convention centers, thus becoming preferable for academic

organizations.

Alternatives for guests have increased while destinations gradually specialized among
themselves and their definitions started to include different factors. Levels of preference
for destinations are directly affected by the existence of various destinations which
include facilities that fulfill similar expectations. In addition, improvement of levels of
information for tourists who can now access guest comments, and thus can compare
different destinations thanks to developments in technology and communication media,
intensifies destination competition.

One of the most important factors to shape destination preference in this competitive
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environment is considered to be perception of destination. Perception towards
destination is considered to be influential in the attitude towards destination as well as
preference decision that comes afterwards. Therefore, important subjects that need to be
analyzed include factors that create tourists’ perceptions towards destination, influential
factors in decisions to visit destinations and the processes of decision-making.

Literature Review

Tourism destination consists of a combination of multiple factors. Ozdemir (2007) has
clarified the concept through a comprehensive definition and treated destination as a
complex product consisting of direct and indirect tourism services provided by many
organizations and institutions, attracting tourists with various tourism resources and
hosting them intensively. Destination does not necessarily need to be a country or city.
It can also be a town, an island, a tourism center, a place, etc. (Bahar and Kozak, 2005:
18). Every destination has certain properties and facilities specific to itself. Certain
tourism areas or regions stand out with their historical characteristics while for others,
entertainment is emphasized. And this is reflected in destination preferences.

Important subjects dealt with in tourism literature include factors influencing decisions
to visit a destination, the processes of decision-making from the perspective of tourists,
and final preference of destination among many in competition. Decisions toward
destination preference and processes of decision-making have been subjects widely
studied since 1980s since they include many factors (Mansfeld and Yaacoub, 1995).
Changes occur in reasons of destination preference due to cultural and social changes, and
different desires and reasons replace the conventional sun-sand-sea holiday conception
(Zagrali and Akbaba, 2015: 131). Various studies are being conducted to understand
why tourists choose a destination over others and how the process of decision-making
works, keeping in mind that already studied subjects should be revisited in this changing
context.

When it comes to destination preference reasons and process of destination preference,
studies are observed to analyze destination preference from various perspectives, from
influence of websites on destination preference (Cigek, Pala and Ozcan, 2013) to the
influence of local cuisine (Zagrali and Akbaba, 2015).
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In one of these studies conducted by Hsu, Tsai and Wu (2009), factors influencing
destination preference are divided in two subgroups: internal and external factors.
Internal factors consist of psychological, physical, social and research factors while
external factors include two groups of factors: material and non-material factors. A study
conducted by Ustasiileyman and Celik (2015) within the frame of factors determined
by Hsu, Tsai and Wu (2009), on the other hand, concluded that psychological factors
and research factor were the most important ones influencing destination preferences.
These were followed by material factors, non-material factors, physical factors and social
factors. Another finding of the study suggested that desire for change and meeting new
people were also influencing destination preference as sub-criteria.

Another study analyzing destination preference belongs to Keshavarzian and Wu (2017).
This study indicated that destination’s physical qualities and feelings of tourists towards
destination were determinant in destination preference. Availability of flight tickets was
also determined to play an important role in destination choice in the same study.

Ahn, Ekinci and Li (2013) analyzed the influence of congruence of self-conception
(congruence of the image of tourist visiting the destination with tourist’s real self and
ideal self) as well as functional congruence (facilities and comfort offered to tourists,
quality of food, cultural heritage, leisure activities, quality of natural resources) on
tourists’ destination preferences. Findings of the study indicated that self congruence
did not influence destination preference of tourists while functional congruence in

terms of facilities and comfort offered to tourists, cultural heritage and leisure activities

did.

Beerli, Meneses and Gil (2007), on the other hand, tried to determine the role of
self-conception congruence (congruence of self-conception and destination image)
in destination preference. Findings of the study suggested that tendency to visit the
destination increased as congruence of self-conception and destination image increased.

Other studies in literature suggest that reasons of destination preference include factors
such as shopping, local food, transportation, economical factors, accommodation
facilities, local people/personnel, historical properties, culture and arts, social life,
weather conditions, etc. (Zagrali and Akbaba, 2015: 135). Risk perception in
destination and safety are also pointed out as determinants in destination preference
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(Karl and Schmude, 2017; Fuchs and Pizam, 2011). Destination image is determined as
one of the factors influencing destination preference as well, along with safety. Baloglu,
Henthorne and Sahin (2014) suggested that destination image is influential particularly
in the first and repeating visit decisions.

Studies show that word-of-mouth marketing and electronic word-of-mouth
communication are influential in destination preference as they are in many other
subjects (Yiiksel and Kilig, 2016; Atesoglu and Bayrakear, 2011). Discussions also
include arguments that destination preferences of tourists are effected by attractive
factors related to destination which come to the fore recurrently with their positive
influences on tourism season (Demir, 2010) and by political instability (Seddighi,
Nuttall and Theocharous, 2001).

As is seen, destination preference process is a process which can be influenced by a great
variety of factors. In this line, one of the important factors influencing the decision to
visit a destination and preference of one destination among many may be considered
to be perceptions towards destination. Perceptions towards destination include many
factors such as destination image, tourism attractions provided by destination, services
provided by various tourism businesses within destination, and destination’s socio-
cultural structure and way of life.

Methodology

The purpose of this study is to analyze the influence of perceptions towards destination
on preference reasons in frame of the case of Pamukkale destination. Field study was
utilized as a method in this scope and data were gathered through questionnaire.

Questionnaire used as data collection tool consists of a 50-item scale with 5 point Likert
scale and various factors related to destination and reasons of destination preference,
as well as various questions such as sample population’s demographical characteristics,
holiday habits, previous visits etc.

Sampling method involved purposive sampling, one of the non-random sampling
methods, in order to make data collection process more effective. Judd, Smith and
Kidder (1991: 136) define decisional or purposive sampling as “selecting samples
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which are decidedly specific to the population in question, presupposing that decision
errors within the choice will tend to balance themselves from one to the other.” For
this purpose, face-to-face interviews were conducted with domestic and foreign tourists
who visit Pamukkale and questionnaire form was filled during these interviews. 1032
people in total agreed to participate in the study and 994 questionnaires were found to
be acceptable.

Data analysis was conducted with SPSS 17.0 and descriptive statistics, exploratory
factor analysis and multiple linear regression analysis were used.

Exploratory factor analysis was conducted for validity and reliability analysis of the scale
in order to evaluate conceptual definition, dimensionality, and validity and reliability
terms. Scale and questions in the questionnaire conform to literature in terms of
conceptual definition. Scale’s dimensionality is defined by Hair et al. (1995: 117) as
“interrelatedness and reference to a single concept” of items constituting dimensions
used in the scale. What’s advised by Hair et al. (1995) in this line is conducting an
exploratory factor analysis as well. In a study dealing with measurement of marketing
structures, Churchill (1979) also advises calculating Cronbach alpha coefficients of
scales and dimensions as well as corrected item total correlation and conducting an
exploratory factor analysis for multidimensional scales in order to simplify questionnaire
questions and to increase measuring power of the questionnaire. In this line, exploratory
factor analysis was conducted on the scale used in the present study and factor loads
obtained through exploratory factor analysis by Varimax rotation have been taken into
account in order to test the factors and eliminate low performing items. Analysis was
repeated after the elimination of each item and analysis was carried on until all items
cohered with literature as well as with each other.

Only face validity was considered for the validity of the scale and conceptual conformity
with literature was accepted as adequate for scale items validity. And for reliability,
Cronbach alpha coefficients and corrected item total correlations were calculated as
advised by Hair et al. (1995) and Churchill (1979). Dimensions obtained as a result
of exploratory factor analysis and Cronbach alpha coefficients of the scale as well as
total item score correlations are presented in Table 2. Cronbach alpha coeflicient is
0.892 across all levels. Cronbach alpha coefficients for 4 factors emerging as a result
of exploratory factor analysis, on the other hand, vary between 0.70 and 0.88. These
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results exceed the level of 0.70 advised by Hair et al. (1995: 118). Corrected item total
correlations, on the other hand, show that all correlations exceed the value of 0.30
advised by Nunnally (1970) while a certain part of correlations exceed the value of 0.50
advised by Hair et al. (1995: 118).

Findings

Findings section of the study reviews primarily sample’s demographical characteristics,
accommodation place, frequency of taking vacation, accompanying people on holidays
and number of visits to Pamukkale. Then, the results of exploratory analysis are put
forward which was conducted in order to determine the factors on which perceptions
towards destination intensified. Finally, hypotheses related to the influence of perceptions
towards destination (factors obtained as results of exploratory factor analysis) on the

reasons of destination preference are tested.

Demographical Characteristics and Holiday Preferences of Sample

Table 1 presents sample population’s demographical characteristics and holiday
preferences. Respondents consisted of 44.4% female and 55.6% male. As for marital
status, respondents consisted of married people at the rate of 44.1% and singles at the
rate of 55.9%. Sample may be considered to have a balanced distribution in terms of
gender and marital status. As for education levels, a significant part of respondents
(34.7%) consisted of high school graduates while 38.1% held associate and bachelor
degrees. As for the distribution of sample in terms of age, majority of the sample (83.6%)
are observed to be between 18 and 44 years old. So, sample may be considered to be
constituted of a young group. As for income statuses, majority of respondents (71.8%)
had an income between below 1000 TL and 2000 TL. 17.1%, however, had an income
between 2000 TL and 4000 TL. As for employment status, 69.1% of respondents were
observed to be working and 22.2% were observed not to have worked at all. In this
light, it wont be wrong to say that the sample consists predominantly of a working

group.

77.2% of respondents consisted of domestic tourists while 22.8% were foreign tourists.
Thus, it is possible to say that the sample consists predominantly of domestic tourists.
As for the place of accommodation of the sample during their holiday, nearly more than
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half of the respondents (52.6%) were observed to stay in accommodation establishments
while 13.3% at their relatives. Almost one third of the respondents (34.1%) visited
Pamukkale for one day in a day-trip. A significant part of respondents (41.8%) took
holiday every year while 24.1% took holiday every 2 or 3 years. The percentage of
the people who took more than one holiday every year was 17.6% while the rate was
16.5% for the ones who don’t go on holiday at all. In this line, it is possible to say that
the sample predominantly consists of a group who takes holiday one or more times
every year. Respondents indicated that they go on holiday with their friends, families
and spouses. Therefore, respondents may be said to go on holidays predominantly with
their friends and families. As for sample’s number of visits to Pamukkale, 44.7% of
respondents were observed to have visited Pamukkale once. The ones who have visited
Pamukkale two or more times constitute 55.3% of respondents. In this context, it may
be said that at least half of the sample population has information and experience with
regards to Pamukkale.

Table 1: Samples Demographical Characteristics,
Holiday Preferences and Number of Visits to Pamukkale

Gender Frequency |Percentage (%) || Domestic - Frequency |Percentage (%)
Foreign Tourist
Female 429 44.,4| |Domestic 767 77,2
Male 537 55,6/ | Foreign 227 22,8
Total 966 100,0| | Total 994 100,0
Marital Status Frequency |Percentage (%) ||Place of Accommo- |Frequency |Percentage (%)
dation
Married 426 44,1||Hotel 259 28,5
Single 541 55,9/ | Relatives 121 13,3
Total 967 100,0| |B&B 114 12,5
Education Frequency |Percentage (%) ||Apart hotel 105 11,6
Elementary school 72 7,6/ |Day-trip 310 34,1
Middle school 112 11,8/ | Total 909 100,0
High school 331 34,7 | |Number of visits Frequency |Percentage (%)
Associate degree 180 18,9]|1 413 44,7
Bachelor’s degree 183 19,2]]2 269 29,1
Graduate degree 75 7,9/13 and more 242 26,2
Total 953 100,0| | Total 924 100,0
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Table 1 (continue): Samples Demographical Characteristics,
Holiday Preferences and Number of Visits to Pamukkale

Age Frequency | Percentage ||Frequency of Taking| Frequency | Percentage (%)
(%) Holiday

18-24 290 30,7||Never 154 16,5

25-34 302 31,9||Every year 391 41,8

35-44 199 21,0||Every 2-3 years 225 24,1

45-54 97 10,3 | |More than once every 164 17,6
year

55-64 47 5,0| | Total 934 100,0

65 and more 11 1,2||People accompanying| Frequency | Percentage (%)
during holiday

Total 946 100,0||Alone 97 10,1

Income Frequency | Percentage ||Friends 366 38,0

(%)

1000 TL and 246 27,7| |Partners 85 8,8

less

1000-1499 201 22,6/ |Spouses 198 20,6

1500-1999 191 21,5||Family 217 22,5

2000-3999 152 17,1||Total 963 100,0

4000-5999 56 6,3| |[Employment Status | Frequency | Percentage (%)

6000 and more 43 4,8| |Working 654 69,1

Total 889 100,0| |Retired 83 8,8
Never worked 210 22,2
Total 947 100,0

Findings of Exploratory Factor Analysis

Exploratory factor analysis was conducted in order to determine the factors on which

perceptions towards the destination intensify. Table 2 presents the findings of exploratory

factor analysis.

43-item scale was subjected to exploratory factor analysis, low performing items

(loading multiple factors and items with low factor loads) were eliminated after factor

load analysis and analysis was repeated after each eliminated item. Analysis was repeated

until reaching items which are coherent with each other as well as their loaded factors.

The results of exploratory factor analysis led to elimination of 18 items from the 43-item
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scale and a 25-item scale was obtained gathering under four factors.

Items loading on four factors as a result of the analysis were taken into account and

identified as may be seen in Table 2. In this line, perceptions towards destination are

gathered under four factors. These factors are Destination Image (11 items), Socio-

cultural Structure (6 items), Communication-Transportation (5 items), and Food &

Beverage and Entertainment (3 items). As for the factors loads loaded on these factors,

they are seen to be varying between 0,514 and 0,845. In general, values over 0,45 are
considered as the basis for the selection of items (Biiyiikoztiirk, 2002: 118). In this

context, it may be said that scale items which were coherent in terms of factor loads as

well as literature were conforming.

Table 2: Findings of Exploratory Factor Analysis (n=994)

Factors and Items CITC* | Factor Loads

F1: Destination Image (0=0,889) F1 F2 F3 F4
Pamukkale is worth its monetary value. 0,551 | 0,522

Pamukkale is renowned. 0,472 | 0,617

Pamukkale’s weather/climate is nice. 0,579 | 0,664

Pamukkale is relaxing and soothing. 0,523 | 0,709

Pamukkale is important and good for health. 0,560 | 0,668

Pamukkale has' ir?teresting historical/architec- 0,590 0.715

tural characteristics. ’

Pamukkale is an exciting place. 0,602 | 0,554

I would recommend Pamukkale to my 0,582

friends. 0,716

Pamukkale has a lot of interesting places to 0,564 0,661

see.

Pamukkale is an authentic place. 0,588 | 0,664

Pamukkale is nice and pleasing. 0,624 | 0,709

F2: Socio-Cultural Structure (0i=0,757) F1 F2 F3 F4
Pamukkale is traditional. 0,416 0,676
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Pamukkale’s people are friendly. 0,444 0,681
Pamukkale’s local cuisine has more variety 0,436
. 0,569
compared to other regions.
Pamukkale has a young and happy popula- 0,455 0.652
tion. ’
Pamukkale’s traditions and customs are inter- 0,521 0,586
esting for me.
Standard of living is high in Pamukkale. 0,401 0,533
F3: Communication-Transportation
F1 F2 F F4
(0=0,729) 3
I received positive information about Pamuk- | 0,380
0,529
kale.
Transportation to Pamukkale is comfortable. 0,486 0,771
Transportation to Pamukkale is safe. 0,514 0,737
Communication facilities are good in Pamuk- | 0,420
0,675
kale.
Transportation to Pamukkale is cheap. 0,406 0,514
F4: Food & Beverages and Entertainment
(0=0,705) F1 F2 EF3 F4
Restaurants and bars in Pamukkale are 0,343
0,845
adequate.
Food & beverages are cheap in Pamukkale. 0,302 0,517
Nightlife and entertainment facilities are 0,328
adequate in Pamukkale. 0,806

Note: * Corrected item rotal correlations, Kaiser-Meyer-Olkin Measure of Sampling Adequacy
Test=0,914, Bartlett Test of Sphericity (significance level) = 0.000, General Cronbach U = 0,892,
approx. ¥ = 7855,858, sd = 300, Explained total variance (%) = 51,746, Each item was measured

on a 5 point Likert scale.
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Relations between Perceptions towards Destination and Destination Pref-
erence Reasons

Multiple linear regression analysis was conducted in order to analyze the relations of
Destination Image, Socio-cultural Structure, Communication-Transportation, Food &
Beverages and Entertainment factors — which were uncovered with exploratory factor
analysis - with destination preference reasons (Thermal Facilities, Safety, Historical-
Cultural Attractions and Natural Attractions). Figure 1 below presents hypothesis

relations between two main dimensions.

DESTINATION PREFERENCE REASONS

Hla-H1b-Hlc-H1d
—_—
PERCEPTIONS | Safety |
TOWARDS DESTINATION Hoa H2b H2e Had
—>‘ Natural Attractions ‘
FACTORS ]
FI1-Destination Image - a H3a-H3b-H3c-H3d
F2-Sociocultural Structure -b —>‘ Historical-Cultural Attractions ‘
F3-Communication-Transportation -
B I ) J Héa-H4b-Héc-H4d
F4-Food¢crBeverages and Entertainment - » ‘ Thermal Facilities ‘

Figure 1: Hypothesis Relations between Perceptions towards Destination and

Destination Preference Reasons

Results of multiple linear regression analysis are presented in Table 3. When relations
between four factors which emerged out of analysis of Table 3 and preferring Pamukkale
for its Thermal Facilities are tested, Destination Image (0.000 significance level p <
0.001) and Socio-cultural Structure (0.000 significance level p < 0.001) factors are
observed to have a positive relation with preferring Pamukkale for its Thermal Facilities.
Accordingly, Hla and H1b were confirmed and H1c and H1d were refuted.

When relations between four factors which emerged related to perceptions towards
destination and preferring Pamukkale destination for its Safery are tested, Destination
Image (0.000 significance level p < 0.001), Socio-cultural Structure (0.000 significance
level p < 0.001), Communication-Transportation (0.000 significance level p < 0.001)
and Food & Beverages and Entertainment (0.029 significance level p < 0.05) factors are
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observed to have a positive relation with preferring Pamukkale for Safety. H2a, H2b,
H2c and H2d were confirmed accordingly.

When relations between four factors which emerged for perceptions towards
destination and preferring Pamukkale for its Historical-Cultural Attractions are tested,
Destination Image (0.000 significance level p < 0.001) and Socio-cultural Structure
(0.000 significance level p < 0.001) factors are observed to have a positive relation with
preferring Pamukkale for Historical-Cultural Attractions. Accordingly, H3a and H3b
were confirmed and H3c and H3d were refuted.

When relations between four factors which emerged for perceptions towards destination
and preferring Pamukkale for its Natural Attractions are tested, Destination Image (0.000
significance level p < 0.001) and Socio-cultural Structure (0.000 significance level p <
0.001) factors are observed to have a positive relation with preferring Pamukkale for
Natural Attractions. Accordingly, H4a and H4b were confirmed and H4c and H4d

were refuted.

As can be seen, most important factors influencing preference of the respondents who
indicated that they visited Pamukkale for its Thermal Facilities, Historical-Cultural
Attractions and Natural Attractions were Destination Image and Destination’s Socio-
cultural Structure. The preference of respondents who indicated that they visited
Pamukkale for its Safety, on the other hand, is influenced by all four factors.
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Table 3: Results of Regression Analysis

Entertainment

PERCEPTIONS DESTINATION PREFERENCE REASONS
TOWARDS
DESTINATION THERMAL FACILITIES
Non-standardized Standardized Model
FACTORS Coeflicients Coeflicients Sig. ode
B SE Beta R2
Destination Image 0,536 0,054 0,353 9,936/ 0,000*
g"d"’c“l‘“ml 0,254 0,049 0,176/ 5,213 0,000
tructure
ica- 0.331
Communica- 0,042 0,049 0,029 0,864 0,388
UOH—TI'QJ’ISPOI‘ISIIOD
E"Od 8 Beverages and 0,009 0,035 0,008 0,258 0,796
nrertainment
SAFETY
Destination Image 0,492 0,049 0,335| 10,113| 0,000*
g"d"’mlmml 0,302 0,044 0,216| 6,875/ 0,000
tructure
ica 0,231
Communica- 0,184 0,044 0,129/ 4,158/ 0,000 3
tlon—Transportatlon
E"Od & Beverages and 0,069 0,032 0,061|  2,185| 0,029*
ntrertainment
HISTORICAL-CULTURAL ATTRACTIONS
Destination Image 0,779 0,048 0,521| 16,119/ 0,000*
gf’d"'wl“‘ml 0,223 0,044 0,157| 5,110 0,000*
tructure
Communica- 0.364
- . 0,054 0,044 20,037| -1,229] 0,219
tlon—Transportatlon
E""d & Beverages and 0,054 0,031 0,047 1,706| 0,088
ntertainment
NATURAL ATTRACTIONS
Destination Image 0,632 0,048 0,456 13,228 0,000*
g"d"'wlmml 0,167 0,043 0,126/ 3,871| 0,000
tructure - 0 276
Communica- 20,029 0,044 0,021 -0,661| 0509
tlon—Transportatlon
Food & Beverages and 0,042 0,031 0,039 1,361 0,174

Note: * 0,001 level of significance. ** 0,05 level of significance. Sig.: Significance, SE: Standard Error

124




CURRENT DEBATES IN TOURISM & DEVELOPMENT STUDIES
Mustafa Dogan, Farhang Morady

Discussion and Conclusion

The present study aimed to determine the factors on which perceptions towards
destination intensify and to put forth the influence of these factors on destination
preference reasons. Results of the study shows that destination perception intensifies on
four factors: destination image, socio-cultural structure, communication-transportation,
and food & beverages and entertainment. The concept of perception consists of the act of
interpreting and sense-making of the sensations we gather about a certain thing through
our sense organs within our own frame of reference. Individuals build their emotions
and thoughts based on their own perceptions, and these emotions and thoughts become
determinant first in shaping an attitude, second in the behavior to be shown based on
this actitude.

According to the present study, perception towards a destination is formed based on the
image of that destination, destination’s socio-cultural structure, its communication and
transportation facilities, media reflection of the destination as well as food & beverages
and entertainment opportunities offered in the destination. Thus, perception should
be affected first in order to direct people to prefer and later to visit the destination.
In order to create a positive perception towards a destination, historical, cultural,
geographical and local resources belonging to that destination should be put forth
and its specific characteristics should be determined. However, it is also important
to improve characteristics other than natural resources which dont emerge on their
own. In positively shaping the perception towards destination, it is important for the
destination to offer, for example, reliable, affordable and comfortable transportation
facilities; adequate, high-quality and affordable food & beverage and entertainment
facilities; and various and adequate communication possibilities. And later necessary
promotion works should be conducted on media in order to inform tourist about all
these natural and acquired characteristics. Information provided by media and word-of-
mouth communication are influential in forming decisions of tourists who have never
visited the destination (Yiiksel and Kilig, 2016; Atesoglu and Bayraktar, 2011). Another
important point in shaping destination perception is good relating and communicating
qualities of the people who live and work in the destination region as well as indications
that they have adequate living standards. Since destination perception is formed through
coming together of all these factors, a big responsibility falls on all actors, from local
businesses to country authorities, in order to form this perception as desired.
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Destination image is observed to have the most influence on the destination perception.
Taking into account that image is the totality of impressions related to a certain thing
and/or the picture formed in the mind related to that thing; destination perception
may be said to be formed based on the impression of the destination, especially in the
minds of domestic tourists. At this point, historical and natural beauties specific to
the destination as well as advantages of geographical and climate conditions should
definitely be determined; cultural, social, health and entertainment experiences and
gains for tourist during and after their visits should be put forth together with these
characteristics and the perception of destination being worth its value should be created.

From the results of the study, it is understood that especially the age group of 18-
35 go on holidays every year and creating a positive perception towards destination
in this group becomes important for both new and recurrent visits. According to the
other results of the study, tourists who prefer Pamukkale for its thermal facilities are
influenced by the destination image as well as socio-cultural structure specific to the
city when making their choices. Tourists who prefer Pamukkale for safety, on the other
hand, are influenced in their decision-making process by destination image, city’s socio-
cultural structure, communication and transportation facilities, food & beverages and
entertainment facilities. And the ones who prefer Pamukkale for historical-cultural
attractions are observed to be influenced in their decisions by destination image and
city’s socio-cultural structure. Finally, the ones who prefer Pamukkale due to its natural
attractions are observed to be influenced by the destination image and city’s socio-
cultural structure.

In short, the most important determinant factors in the preference of a destination
for its thermal facilities, historical-cultural attractions and natural attractions may be
said to be the image visitors have related to the destination and destination-specific
socio-cultural structure. These two factors have a dominant influence on the formation
of destination perception which leads to the decision to visit. In the preference of a
destination due to safety, on the other hand, all four factors may be said to have strong
influences. When it comes to safety, destination perception is observed to be formed
based on all these factors.

In conclusion, perception of destination is observed to be influence by different
dimensions and factors according to the characteristics of the destination. Perception of
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destination is formed according to different variables for each different characteristic. This
empbhasizes the importance of the decision in specifying the characteristics to underline
in order to create a positive perception and promotion of the destination according to
these characteristics in the process of promoting a destination and integrating certain
properties with the destination.

Suggestions for Future Research

Most important limitation of the present study is not using random sampling methods.
On the other hand, the study deals with Pamukkale specifically and this could also be
considered as a limitation due to the impossibility of adapting it to other destinations.
Destination preference reasons have been limited in the study, and the influence of
perceptions towards destination on these preference reasons has been analyzed. Future
studies may work on different destination preference reasons. In addition, the present
study analyzed the influence of destination perception without distinguishing domestic
and foreign tourists. New studies may compare perceptions of domestic and foreign
tourists and analyze the influence of these differing perceptions on the preference

reasons.
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INFLUENCE OF DESTINATION IMAGE
PERCEIVED BY LOCAL PEOPLE ON LIFE
SATISFACTION: CASE OF PAMUKKALE

Ali Soylu, Nuray Selma Ozdipginer, Seher Ceylan

Abstract

Life satisfaction refers to the degree of favorableness reached by the individuals abour their lives after
considering their life quality as a whole. In other words, life satisfaction indicates how much individu-

als enjoy their lives. There are various factors influencing life satisfaction degrees of individuals. These

may be listed as family, living environment, state of health, level of income, gender, age, marital status,

social relations, having a meaningful life, enjoying life, having a lot of occupations in life, career, etc.

Problems in one or more of these factors will influence individuals’ life satisfaction in a negative way.

The aim of the present study is to analyze the influence of destination image perceived by the local
people living in destinations which are important tourism products from the perspectives of countries
on their life satisfaction levels. In the literature review, studies concerning local people’s perceptions and
attitudes towards tourism activities were encountered, however there were no studies dealing directly
with this particular subject. Study was conducted through a questionnaire implemented on 429 people
living in Pamukkale region. Findings of 43-statement questionnaire indicated that life satisfaction is
influenced by Pamukkales destination image perceived by the locals. Factors effecting life satisfaction

were determined to be a pleasing, clean and exciting destination, a destination with a high level of
cultural exchange, a thermal destination committed to its traditions, a famous destination, and a safe
destination, respectively. Thus, improving destination image perceived by the local people may create
an increase in their life satisfaction levels and make them proud of the region they live in. Destination
image perceived by local people may influence the image they reflect on tourists just as self-perception of
individuals influences the image they reflect on others. In addition, high levels of life satisfaction in local
people will make them more positive towards tourists who will be visiting the region. This will help in
breaking the resistance that may emerge in local people against the development of tourism.

Keywords: Tourism, life satisfaction, destination image
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Introduction

Life satisfaction refers to the degree of favorableness reached by the individuals about
their lives after considering their life quality as a whole. In other words, life satisfaction
indicates how much individuals enjoy and are satisfied with their lives (Veenhoven,
1995: 33). Life satisfaction also includes how individuals measure their success or
the value of what they do in life. Life satisfaction is measured subjectively rather than
objectively, and this usually requires assessment of personal health, education, income,
performance and social status (Salem Press Encyclopedia, 2017:2).

As for the determinants of life satisfaction, they may include fixed personal characteristics
as well as variable, contextual factors that reflect environmental influences. That said, it
may be impossible to separate these two groups of factors since personal characteristics
may influence events in people’s lives. From this point of view, factors determining life
satisfaction may be listed under six categories (Brown et al. 2012: 241):

*  Personality and genetic factors: Optimism, self-respect, extroversion,
intelligence etc.

*  Demographical factors: Age, gender, family etc.

e Economical factors: Income, employment, job etc.

*  Social life and social factors: Family, friends, loneliness etc.
¢ Health-related and educational factors,

*  Safety and security factors.

According to World Tourism Organization, destination is defined as a physical area
with or without administrative and/or analytical borders at which guests may spend a
night. Destination is one of the basic units in tourism value chain, including groups of
products and services as well as activities and experiences. Destinations are also abstract
realities with their images and identities which could influence competitive power in the

market (UNWTO, 2017).

Destination image, on the other hand, is defined as the impression or perception
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related to a certain place or area (Echtner and Ritchie, 2003: 43). Destination image is
a combination of stimulatory factors consisting of personal factors, psychological and
social factors, information sources, past experiences and distribution channels (Baloglu

and McCleary 1999: 870).

It may be said that destination image consists of two main elements: holistic and
place-specific qualities. These elements have functional (concrete) and psychological
(abstract) aspects. Destination image will be increasingly authentic the more it addresses
holistic and psychological factors. In this conceptual frame, destination image is
defined not only as individual’s perception regarding destination qualities, but also as
holistic impressions created by the destination. In this line, destination image consists
of functional characteristics as more concrete views of destination and psychological
characteristics as more abstract views of destination (Echtner and Ritchie, 2003:43).

It is possible to list a series of factors effecting destination image. These are addressed
under the main categories of natural resources, general infrastructure, tourism
infrastructure, leisure and recreation, culture, history and arts, politics and economical
environment, natural environment, social environment and destination environment

(Beerli and Martin, 2004: 659).

As for factors determining life satisfaction, and main elements and influencing factors
of destination image, it is considered that these include areas that may influence each
other, especially in the areas of psychological and economical terms, and that there may
be a correlation between them.

The aim of the present study is to analyze the influence of destination image perceived
by the local people living in destinations on their life satisfaction levels in the conceptual
frame of destination image perception and life satisfaction.

LITERATURE

There are many studies in literature related to destination image and life satisfaction.
However no study was found on the influence of destination image on local people’s
life satisfaction levels. Certain studies partially dealing with the subject are summarized
below:
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Kim et al. (2012) have tested a theoretical model which relates life satisfaction with
economical, social, cultural and environmental perceptions of local people with regards
to tourism in their study analyzing the way tourism effects local people’s life quality.
The model put forth that the power of these perceptual relations plays a regulative role
in the development stage of tourism in society.

Bimonte and Faralla (2016) studied whether local people’s perception of life satisfaction
changes according to tourism season. They concluded that perceived tourism effect and
life satisfaction changes according to tourism season and tourism has a hidden cost in
terms of perceived life satisfaction.

Lin et al. (2017) analyzed influences of local people’s tourism perceptions on life
satisfaction and found that economical and socio-cultural benefits of tourism
development had a positive effect on both creating value and life satisfaction while
perceived costs had negative effects.

Ayazlar (2016) examined local people’s attitudes towards tourism in terms of premises
and results, and dealt with the effect of local people’s region image on their attitudes
towards tourism as well as the influence of attitudes towards tourism on the support
for tourism. According to the findings of that study, social services, social environment
and physical facilities were put forth as sub-dimensions constituting the region image
of local people of Marmaris. There were positive effects between local people’s region
image and their positive attitudes towards tourism, and negative effects were found in
terms of their negative attitudes towards tourism. There were positive effects between
local people’s positive attitudes towards tourism’s effects, and negative effects between
their negative attitudes and their support for tourism.

In their study aiming to determine Antalya’s local people’s perceptions towards tourism’s
effects, Kervankiran and Bulut (2015) have concluded that local people’s expectations
for tourist profile were towards high-quality tourists, uncontrolled tourism development
in Antalya caused environmental issues, tourism activities increased living standards
of local people, and current tourism policies were not supportive of sustainability of
natural resources. Local people placed importance on tourism development with the
purpose of fulfilling their social and psychological needs, and their approach to tourism
was positive with beliefs that tourism investment to be implemented in Antalya will
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increase local people’s living standards and people benefit from many social activities
thanks to tourism.

Cizel and Ekici (2014) compared two different destinations in their study, analyzing
whether there were differences in local people’s attitude of supporting development
of tourism according to the development levels of destinations. Findings of the study
showed that satisfaction levels increased for local people in both destinations as their
perception of benefit from tourism development increased. However, local people of
Manavgat-Serik, which is a destination at the stage of development, had a high level of
perceived positive effect while local people of Kas-Kalkan, which is a destination at the
stage of regression, had a low level of perceived positive effect of tourism. Local people
perceived that development of tourism had negative effects even though they were
benefiting from tourism. This, in turn, reflected negatively on local people’s satisfaction
levels related to development of tourism and their attitudes related to supporting
development of tourism.

Bilim and Ozer (2013) studied tourism’s economical, social and environmental
influences in Konya from the perspective of local people and they concluded that all
effects of tourism were perceived positively and economical effects were perceived even
more positively than the others.

Altanlar and Kesim (2011) conducted a study in Akc¢akoca in order to understand
local people and domestic tourists™ attitudes and expectations for sustainable tourism
planning. The results of the study showed that local people and domestic tourists’
expectations were not fully met due to wrong or inadequate policies of administrative
and local managements as well as non-profit organizations, and tourism potential was
negatively effected of wrong decisions taken for seasonal planning.

In the study analyzing perceptions and attitudes of local people towards tourism’s
influence, Akova (2006) suggested that tourism’s physical development in Cumalikizik
area brought many changes in economical, social, cultural and environmental conditions

from the perspective of local people.

Bogan and Sarugtk (2016) conducted a study in Alanya in order to find out local
people’s opinions and perceptions about tourism activities. According to the results
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of the study, local people of Alanya received tourism activities positively in terms of
economical benefits while receiving it negatively especially in social terms. However,
local people were observed to accept that tourism activities had more positive influences

and less negative influences on the region.

Mansuroglu (2006) conducted a study with the purpose of determining local people’s
approach to tourism developments. The results of the study showed that local people’s
approach to tourism developments was within the scope of influential factors in guiding
tourism together with identification of tourism varieties and tourism’s potential effects.

In their study analyzing influences of tourism on local people, Tiitiincii and Caligkan
(2008) found that tourism’s revenue was not being distributed to the majority of local
people, and although majority had low income levels, they approached tourism positively
and thought that they can realize their economical expectations through tourism.

Bertan (2009) examined the relation between tourism’s impact on environment and
supporting developments in tourism. The study concluded that tourism’s positive and
negative impacts on environment significantly effected the relation between supporting
developments in tourism and tourism’s impact on environment. In addition, positive
impacts and negative impacts on environment were found to be determinant in that
order in local people’s support for developments in tourism. Positive impacts of tourism
on environment were determined to be the best independent variable explaining the
support for developments in tourism.

Tirker and Tiirker (2014) studied the influence of local people’s levels of perception
of tourism effects on tourism support in the frame of four sub-dimensions of tourism
effects as economical, social, environmental and cultural effects, and social and cultural
effects were determined to be dominant among these. These dimensions were found
to be the most important factors influencing tourism support. In addition, tourism
shopkeepers and workers who derive profit from tourism were observed to perceive the
effects of tourism more positively compared to other professional groups living in the

region and to have more tendencies to support tourism.

Sanlioglu and Erdem (2017) conducted a study to identify local people’s perception
of tourism activities and found that women had more negative perceptions of tourism
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compared to men and support for tourism industry increased proportionately as
education levels increased. In addition, local people were observed to approach tourism
industry positively and supported development of the industry in this context. Current
perception related to economical, socio-cultural and environmental influences of
tourism industry was also positive in general.

Ayazlar and Ayazlar (2016) conducted a study aiming to test the influence of sense of
belonging of the local people living in a tourism destination as well as the influence of
this attitude on their life satisfaction. According to the findings, local people’s sense
of belonging was determined to be an important determinant in the attitude towards
tourism’s positive and negative impacts. In the frame of economical, socio-cultural and
environmental levels, all these attitudes had significant effects. There was also a relation
between positive and negative impacts of tourism and life satisfaction of local people.
Economical and socio-cultural impacts among positive impacts were influential on local
people’s life satisfaction while there was a statistically significant relation only between
economical impact and life satisfaction among negative impacts.

RESEARCH

Methodology of the Research

The aim of the present study is to identify the influence of destination image perceived
by the local people of Pamulkkale on their life satisfaction. The following hypothesis was
constructed with this purpose in mind:

H1: Destination image perceived by the local people impacts their life satisfaction.

In order to determine whether such an impact exists, a 43-item scale obtained from
various publications in the literature was used. Questionnaire was implemented on local
people during the summer season of 2016 in Pamukkale destination via face-to-face
interviews. According to 2016 data, population of Pamukkale was 337.444 (htep://
www.pamukkale.bel.tr/s-30-.pamukkalenin-nufusu); and 384 samples were considered
as adequate corresponding to a universe of 1 million and more (Ozdamar, 2003: 116).
Accordingly, 450 questionnaires were filled but only 429 were found to be appropriate
to analyze after extreme data analysis. Questionnaire consisted of 60 questions in
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total, 50 items related to destination image and 10 items related to demographical
data. A preliminary implementation was conducted in Pamukkale destination to test
the reliability of the scale and to examine whether there were questions which are not
understood. Items decreasing reliability coefficient were eliminated and analysis was
conducted through 43 items. The result of reliability test identified alpha value of 43-
item scale as 0,88.

Table 1: Reliability analysis

Cronbach’s Alpha Cronbach’s Alpha Based N of Items
on Standardized Items
,882 ,890 43

Alpha value over 0,80 shows that scale is reliable. Data gathered from local people were
assessed through SPSS 22.0 software.

First, variance analysis was conducted for demographical data, and then factor analysis
was conducted to reduce the number of variables in the scale. Regression analysis was
conducted to determine the influence of factors identified for perceived destination
image on life satisfaction.

Findings and Discussion

Demographical findings on the basis of descriptive statistics are presented in Table 2.

According to Table 2, 35.4% of participants consisted of women while 64.6% consisted
of men. 54.8% of participants were married while 45.2% were singles. Income range
of 35.8% was 1000-1499 TL, for 16.1% this was 2000 TL and more; and 87.4% were
working actively. As for their education levels, 39.6% of participants had high school
degrees while 10.3% had bachelor and higher degrees. 29% of participants were in the
age group of 35-44 while 8.3% were 55 and older.
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Table 2: Demographical Variables

Gender Number | Percentage | Education level | Number | Percentage
Woman 429 100 | Elementary 407 100
Man 152 35,4 | school 73 17,9
277 64,6 | Middle school 68 16,7
Marital Status High school 161 39,6
Married 418 100 | Associate degree 63 15,5
Single 229 54,8 | Bachelor degree 42 10,3
189 45,2 and higher
Income Age 420 100
Less than 1000 TL 416 100 18-24 80 19
1000-1499 TL 87 20,9 25-34 117 27,9
1500-1999 TL 149 35,8 35-44 122 29,0
2000 TL and more 113 27,2 45-54 66 157
67 16,1 55 and more 35 8.3
Employment Status 420 100
Working 367 87,4
Not working 53 12,6
Factor Analysis
KMO and Bartlett Test were used to test the adequacy of data for factor analysis.
Table 3: KMO and Bartletts Tést
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,859
Approx. Chi-Square 2950,194
Bartlett’s Test of Sphericity | df 561
Sig. ,000

In the scope of factor analysis, Bartlett test’s result was 2950,194 and at the level of
p< 0,000 while Kaiser-Meyer-Olkin sample value was 0,859, which means within the

acceptable range. Varimax option was used in the factor analysis conducted on data and

data with eigenvalue over one (1) were taken into consideration after analyzing obtained

scree plot graphics. After the examination of Scree Plot, no changes were identified
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in the data after the ninth value. Variables were taken into consideration under the
factor with larger factor load and variables with equal and very close factor loads were
removed. Thus, scale with 43 variables was reduced to 34 variables and grouped under
eight factors. The 34-statement scale’s alpha value was identified as 0,865. This result
shows that new scale is reliable as well.

Table 4: Reliability Analysis

Cronbach’s Alpha Cronbach’s Alpha Based N of Items

on Standardized Items

,865 ,874 34

Variables with less than 0,40 loading rates were excluded from the factor analysis.
Analysis showed that factor loads were ranging between 0.433 and 0.801. The rate of
these factors to explain total variance was found to be 0,52047. Results of factor analysis
are presented in Table 5.

Table 5: Factor Analysis

8
Factors -] v Sy
5 5 S
3 = s g <
E e | =3 )
5 | < % =
£ 25| =E-%
Q
=
Factor 1: A pleasant, clean and exciting destination 7,246 | 21,311 0,793
Tourist prefer Pamukkale because it is a safe resort place. 0,449
Pamukkale’s local cuisine has more variety compared to 0,483
other regions.
Accommodation is cheap in Pamukkale. 0452
Pamukkale’s traditions and customs are interesting for 0,527
tourists.
Pamukkale is an exciting place. 0,608
Tourist have a lot of fun in Pamukkale. 0,433
Pamukkale has a lot of interesting places to see. 0,466
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Pamukkale’s hygiene standards and cleaning habits are 0,629

adequate.

Pamukkale is an authentic place. 0,475

Pamukkale’s tourism infrastructure is good. 0,444

Pamukkale is nice and pleasing. 0,654

Factor 2: Health and culture destination 2,713 6,392 0,663
Pamukkale is relaxing and soothing. 0,620

Pamukkale is important for health. 0,696

Pamukkale has interesting historical/architectural 0,667

characteristics

Pamukkale is preferred due to its museums and cultural 0,557

attractions.

Factor 3: A destination with high levels of cultural exchange 1,804 3,307 0,558
Tourists are adequately informed. 0,496

Pamukkale is a gloomy/depressing place. 0,491

Standard of living is high in Pamukkale. 0,528

Food & beverages are cheap in Pamukkale. 0,609

There is cultural exchange between local people of 0,659

Pamukkale and tourists.

Factor 4: A thermal destination committed to its traditions 1,649 | 4,849 0,651
Tourists get good experiences from visits to Pamukkale. 0,542

Tourist prefer Pamukkale due to its thermal resources. 0,657

Natural, cultural and historical structures have been 0,466

maintained in Pamukkale.

Tourists learn about a different culture in Pamukkale. 0,461

Pamukkale is traditional. 0,614

Factor 5: A famous destination 1,360 4,000 0,500
Pamukkale is a famous place. 0,704

I would recommend Pamukkale to my friends. 0,561

Factor 6: A safe destination 1,271 3,739 0,496
Transportation to Pamukkale is safe. 0,517

Tourists feel safe in Pamukkale. 0,724

Natural attractions are reasons for preferring Pamukkale. 0,610

Factor 7: A boring and lifeless destination 1,172 3,448 0,540
Pamukkale is boring and lifeless. 0,801

Pamukkale’s image doesn't influence tourists’ preference. 0,694

Factor 8: A cheap destination 1,021 3,002 0,575
Pamukkale is an affordable place. 0,433

Accommodation is cheap in Pamukkale. 0,732
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A pleasurable, clean and exciting destination factor involves a variance percentage of
21,311, an eigenvalue of 7,246 and an alpha value of while it contains statements of
“Tourists prefer Pamukkale because it is a safe resort place,” “Pamukkale’s local cuisine
has more varieties compared to other regions,” “Accommodation is cheap in Pamukkale,”
“Pamukkale’s traditions and customs are interesting for tourists,” “Pamukkale is an
exciting place,” “Tourists have a lot of fun in Pamukkale,” “Pamukkale has a lot of
interesting places to visit,” “Pamukkale’s hygiene standards and cleaning habits are

» « » «

adequate,” “Pamukkale is an authentic place,” “Pamukkale’s tourism infrastructure is

good,” and “Pamukkale is nice and pleasurable.”

Health and culture destination factor involves a variance percentage of 6,392, an eigenvalue
of 2,713 and an alpha value of 0,66 while it contains statements of “Pamukkale is
relaxing and soothing,1 “Pamukkale is important for health,” “Pamukkale has
interesting historical/architectural characteristics,” and “Pamukkale is preferred due to

its museums and cultural attractions.”

A destination with high levels of cultural exchange factor involves a variance percentage of
5,307, an eigenvalue of 1,804 and an alpha value of 0,55 while it contains statements of
“Tourists are adequately informed,” “Pamukkale is gloomy/depressing,” “Standard of

» «

living is high in Pamukkale,” “Food & beverages are cheap in Pamukkale,” and “There

is cultural exchange between local people of Pamukkale and tourists.”

A thermal destination committed to its traditions factor involves a variance percentage of
4,849, an eigenvalue of 1,649 and an alpha value of 0,65 while it contains statements
of “Tourists get good experiences from visits to Pamukkale,” “Tours prefer Pamukkale
for its thermal resources,” “Natural, cultural and historical characteristics have been
maintained in Pamukkale,” “Tourists learn about a different culture in Pamukkale,”
and “Pamukkale is committed to its traditions.”

A famous destination factor involves a variance percentage of 4,000, an eigenvalue of
1,360 and an alpha value of 0,50 while it contains statements of “Pamukkale is a well-
known place,” and “I would recommend Pamukkale to my friends.”

A safe destination factor involves a variance percentage of 3,739, an eigenvalue of
1,271 and an alpha value of 0,49 while it contains statements of “Transportation to
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Pamukkale is safe,” “Tourists feel safe in Pamukkale,” and “Natural attractions are
reasons for preferring Pamukkale.”

A boring and lifeless destination factor involves a variance percentage of 3,448, an
eigenvalue of 1,172 and an alpha value of 0,54 while it contains statements of
“Pamukkale is boring and lifeless,” and “Pamukkale’s image doesn’t influence tourists’

preference.”

A cheap destination factor involves a variance percentage of 3,002, an eigenvalue of
1,021 and an alpha value of 0,57 while it contains statements of “Pamukkale is an
affordable place,” and “Accommodation in Pamukkale is cheap.”

Regression Analysis

Multiple regression analysis was conducted in order to identify the impact of
independent variables on dependent variables. With the purpose of identifying the
influence of perception regarding destination brand image grouped under eight separate
factors on the life satisfaction levels of local people, normal distribution of independent
variables was tested as the first condition of multiple regression analysis and normal
distribution was confirmed due to the range of coefficients of kurtosis and skewness
between -1,5 and +1,5 (Tabachnick and Fidell, 2013: 24). Second and final hypothesis
of multiple regression analysis is non-existence of any correlation between independent
variables. Variables were observed to meet this condition as well according to the results
of correlation analysis. Tolerance values in the regression analysis table also show this
fact.

Independent variables are factors related to destination image perception: “a pleasurable,
p ge percep p

» «

clean and exciting destination,” “a health and culture destination,” “a destination with
high levels of cultural exchange,” “a thermal destination committed to its traditions,”
“ a famous destination,” “a safe destination,” and “a cheap destination.” Dependent

variable, on the other hand, is the statement of “I am glad to be living in Pamukkale.”

The results of regression analysis related to life satisfaction in Pamukkale can be seen

in Table 6.
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Table 6: Regression Analysis

Q
Q
<
Variables Beta t Sig.. £ VIF
e
(Fixed) -2,008 [ 0,045
Factor 1. A pleasant, clean and exciting ,232 | 4,409 | ,000 ,620 | 1,612
destination
Factor 3. A destination with high levels 129 1 2,850 ,005 847 1,180
of cultural exchange
Factor 4. A thermal destination com- ,108 | 2,132 ,034 ,676 1,479
mitted to its traditions
Factor 5. A famous destination ,130 | 2,800 ,005 ,802 1,247
Factor 6. A safe destination ,159 | 3,393 ,001 784 1,275
Multiple regression= 0,524 R=0275 Adapted R’ = 0,266

Anova table’s values of F=31,884 and p< 0,001 indicate that the model is significant
as a whole. Accordingly, H1 hypothesis (H1: destination image perceived by the local
people impacts their life satisfaction) which was put forth at the beginning of the

research was confirmed.

The results of multiple regression analysis showed that independent variables (“a
pleasurable, clean and exciting destination,” “a destination with high levels of cultural
exchange,” “a thermal destination committed to its traditions,” “a famous destination,”
“a safe destination”) had an importance degree of 0,275 (R* = 0,275) on the dependent
variable (“life satisfaction in Pamukkale destination”). “A pleasurable, clean and exciting
destination” factor was determined to be the most important factor on life satisfaction
(b=0.232, t=4,409, p=0.000). “A safe destination” factor followed that, coming as the
second most important factor impacting life satisfaction (b=0,159, t=3,393, p<0.001).
Following factors impacting life satisfaction were “a destination with high levels of
cultural exchange” (b=0.129, t=2,850, p=0.005), “a famous destination” (b=0.130,
t=2,800, p=0.005), and finally, “a thermal destination committed to its traditions”
(b=0.108, t=2,132, p=0.034).
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CONCLUSION

With the present study conducted during the summer of 2016, the purpose was to
identify factors influencing destination image perceived by the local people of Pamukkale

as well as their impact on life satisfaction in the destination.

Rate of explanation of eight factors concerning total variance was determined as 0,52
according to the result of factor analysis conducted on the statements used to measure
destination image perceived by local people. Factor I expressed as a pleasurable, clean and
exciting destination was identified as the most influential factor, explaining 0,21 of the
variance. Other factors were identified as a health and culture destination, a destination
with high levels of cultural exchange, a thermal destination committed to its traditions,
a famous destination, a safe destination, a boring and lifeless destination, and a cheap
destination, in that order.

Factors related to the image influencing life satisfaction were identified later with
regression analysis. Factors effecting life satisfaction were determined to be a pleasing,
clean and exciting destination, a destination with a high level of cultural exchange,
a thermal destination committed to its traditions, a famous destination, and a safe

destination, respectively.

Although the impact of these variables on life satisfaction was not very high, it was
determined to be 27% influential.

Thus, improving destination image perceived by the local people of Pamukkale may
create an increase in their life satisfaction levels and make them proud of the region
they live in. Destination image perceived by local people may influence the image
they reflect on tourists just as self-perception of individuals influences the image they
reflect on others. In addition, high levels of life satisfaction in local people will make
them more positive towards tourists who will be visiting the region. This will help
in breaking the resistance that may emerge in local people against the development
of tourism. In general, local people’s economical expectations from tourism and their
support for tourism were examined in the studies conducted to date, however how they
perceived the destination image was never inquired. Studies related to destination image
were mostly focused on tourists. Whereas, the way we see ourselves is what matters

first and foremost. We hope that the present study will contribute to the literature by
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filling this gap. The same study may be conducted in a different period to see whether
destination image perceived by local people changes, or in different destinations to
determine differences between destinations. Naturally, the present study is limited with
Pamukkale and cannot be generalized to include other destinations.
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MUHAFAZAKAR OTEL MUSTERILERININ
BEKLENTILERININ GERCEKLESME
DUZEYI UZERINE BiR ARASTIRMA

A RESEARCH ON THE REALIZATION
LEVEL OF EXPECTATIONS OF THE
CONSERVATIVE HOTEL CUSTOMERS

Hiiseyin Ozdemir, Ali Yayli

Ozet

Bu ¢alismada mubafazakir otel miisterilerinin otel isletmelerine yonelik beklentileri ile mevcut du-
rumu nasil algiladiklarinim karsilagtirdmasinin yapilmas: amaglanmastrr. Arastirma da veri toplama
aract olarak anket wygulanmustir. Anket formu ii¢c boliimden olusmugtur. Birinci boliimde miisterile-
rin demografik ozelliklerinin belirlenmesine yonelik ifadeler yer almustyr. Tkinci boliimde miisterilerin
otellere yonelik beklentilerinin belirlenmesi icin arastirmacilar tarafindan gelistirilen Hizmet Kalite
Olgegi kullantlmagtsr. Olgekteki 22 ifade Diizenleme Boyutu (5, 6, 14, 15, 16, 19, 20, 21 ve 22. ifa-
deler), Aktivite Boyutu (8, 11, 12, 13, 17 ve 18. ifadeler), Tbadet Boyutu (1, 4 ve 7. ifadeler), Kontrol
Boyutu (9 ve 10. ifadeler), Techizat Boyutu (2 ve 3. ifadeler) seklinde siralanmistsr. Ugiincii béliimde
miisterilerin tatmin diizeylerinin belirlenmesi icin otelin mevcut durumunu hizmet kalite dlcegine
gore degerlendirmeleri istenmistir. Anket formunun ikinci ve digiincii boliimiinde kullanilan Hizmet
Kalite Olgeginin olusturulmasinda Henderson (2010), Sabida vd., (2011), Duman (2011) ¢alisma-
larinda lullandiklar: dleeklerden yararlanilmgtrr. fadeler, besli likert dlcegi kullanilarak olumsuzdan
(Kesinlikle Katilmzyorum) olumluya (Kesinlikle Katilryorum) dogru derecelendirilmistir. Elde edilen
verilerin analizi SPSS 16 istatistik paket programa ile yapilmistir. Arastirmada mubafazakar otel miis-
terilerinin bireysel ozelliklerine ve seyahat davraniglarina yonelik frekans, yiizde, aritmetik ortalama
ve standart sapma degerleri hesaplanarak tablolastirilmistir. Arastirmada kullanilan Gleeklere iligki
giivenilirlik ve gecerlilik (Cronbach Alfa, KMO (Kaiser-Meyer-Olkin) ve Bartlett ) analizleri yapila-
rak turistlerin beklenti ilgegine iliskin vermis olduklar: cevaplar neticesinde faktor analizi yapilmas ve
yapilan faktor analizi sonucunda turistlerin beklentilerinin ortaya koyan bes temel faktor belirlenmis-
tir (Diizenleme, aktivite, ibadet, kontrol ve techizat). Arastirmada kullanilan olceklere iliskin giive-
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nilirlik ve gecerlilik (Cronbach Alfa, KMO (Kaiser-Meyer-Olkin) ve Bartlett ) analizleri yapilmagtar.
Arastirma sonucunda miisterilerin alg: diizeylerinin beklentilerinin altinda kaldig: ve beklentilerinin
karsilanamadigs goriilmiistiir.

Abstract

This purpose of this research to compare the expectations of conservative hotel customers with how they
perceive the current situation. The survey was conducted as a data collection rool. The questionnaire
consists of three parts. In the first part, expressions for determining the demographic characteristics of
the tourists staying at the board and expressions for determining travel preferences are included. In the
second part, Service Quality Scale was developed by using the scales used by Henderson (2010), Sahida
et al. (2011), Smoke (2011). 22 expressions of the scale are listed Regulation Dimension (5, 6, 14, 15,

16, 19, 20, 21 and 22. expressions), Amenities Dimension (8, 11, 12, 13, 17 and 18. expressions),

Worship Dimensions (1, 4 and 7. expressions) and Control Dimension (9 and 10. expressions). In the
third chapter, customers are asked to evaluate the present situation according to the service quality scale
in order to determine the satisfaction level of the hotel. Expressions were graded correctly from negative
(I do not Participate) to positive (I definitely Participate) using the five-point Likert scale. The analysis
of the obtained data was performed with the SPSS 16 statistical software package. Frequency for the
conservative hotel customer in the study of individual characteristics and travel behavior, percentage,

mean and standard deviation values were calculated and rabulated. Reliability relation to the scale
used in the study and validity (Cronbachs alpha, KMO (Kaiser-Meyer-Olkin) and Bartlert) analysis,

Jactor analysis of the responses as a result of the tourists could they have made regarding the expected
scale made and carried out factor analysis revealed that tourists are identified five key factors that reveal
their expectations (Regulation, amenities, worship, control and equipment). Paired-Samples T-Tests
were used to determine statistically significant differences between expectations and perception scales.

A statistically significant difféerence was found between the expectations of conservative hotel customers
with their perceived the current situation.

Girig

[slami turizm kavramy; turizm eyleminin [slam’in emir ve yasaklari gercevesinde ger-
ceklestirilmesi seklinde tanimlanmaktadir (Henderson, 2010, s. 247; Battour, Ismail ve
Battor, 2011, s. 527 - 528 ; Tekin, 2014, s. 755; Zamani-Farahani ve Henderson, 2010,
s. 79). Burada 6nemli olan gidilen yer veya turistik motivasyon degil, bireylerin turis-
tik titketim davranislarinin, eglence anlayislarinin ve yasam bigimlerinin Islami esasla-
ra gore sekillendirilmis olmasidir. Islami turizme katilan turistler hangi motivasyonla
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turizm eylemine katilirlarsa kaulsinlar, hangi turistik alana seyahat ederlerse etsinler,
seyahatleri boyunca tiim yasam bi¢imlerini, eglence anlayiglarini, turistik motivasyon-
larini, titketim anlayiglarint Islam dininin esaslarina gore sekillendirmeye galismakta-
dirlar (Bhuiyan, Siwar, Ismail ve Islam 2011, s. 1333—1334; Tsalikis ve Lassar, 2009,
s. 91; Jafari ve Siterdem, 2012, s. 66; Eum, 2009, s. 4; Essoo ve Dibb, 2004, s. 690;
Din, 1989, s. 552; Adnan, 2011, s. 160; Ghadami, 2012, s. 11205; Tajzadeh, 2013, s.
1253; Sandikci ve Jafari, 2013, s. 416; Mohani, Hashanah, Haslina ve Mastura, 2011,
s. 125; Schneider, Krieger ve Bayraktar, 2011, s. 320-321). Bu 6zellikleri nedeniyle; bu
kimselerin turistik profilleri, tiriin beklentileri, tatil-seyahat anlayislari diger bireylerden
cesitli farkliliklar arz edebilmektedir. Bu turistlere hizmet veren konaklama isletmele-
rinde, azami oranda Islami kurallara uyulmaya ¢alisilarak; misafirlerin aile olma sarti
aranmakta, ylizme havuzlari, plajlar, fitness ve SPA hizmetlerinde kadin ve erkekler i¢in
ayrt ayrt hizmet alanlari olugturulmakta, misafirlerin ibadetlerini gerceklestirebilecekleri
mescid hizmeti sunulmakta, namaz vakitlerinde ezan yayinlari yapilmakta, odalarda sec-
cade, Kur-an’t Kerim ve kibleyi gdsteren isaretler bulunmakta, tesisin hicbir tinitesinde
alkol iiriinleri, kumar tiirii eglenceler ve Islam ahlaki kurallarina uymayan etkinlikler
sunulmamakta, yiyecek-igeceklerin satin alinmast ve hazirlanmasinda helal sertifikali
firmalarin tiriinleri tercih edilmektedir ( Tekin, 2014, s. 756; Henderson, 2010, s. 248;
Duman, 2011, s. 11; Sahida, Ab Rahman, Awang ve Che Man, 2011, s. 140; Mansouri,
2014, s. 20 — 21; Salleh, Abdul Hamid, Hashim ve Omain, 2014, s. 26 — 27). Konak-
lama, turizm olayinin temel bilegenlerinden biridir. Bu 6zelligi ile de diinyanin en hizli
biiyiiyen sektorii olan turizm icerisinde ayni oranda biiyiiyen bir endiistri konumun-
dadir (Kahraman ve Tiirkay, 2006, s. 123). Yapilan galismalarda Islami nitelikli iiriin
ve hizmet sunan bu tiir konaklama tesislerine, Seriac Uyumlu Otel (Henderson, 2010;
Battour vd., 2011; Sahida vd., 2011; Samori ve Sabtu, 2012; Samori ve Abd Rahman,
2013; Mansouri, 2014; Salleh vd., 2014; Juratanasan ve Jaroenwisan, 2014; Saad, Ali
ve Abdel- ati, 2014), Islami Otel (Yesiltas vd., 2012; Met, Ozdemir ve Aydemir, 2013;
Razalli, Abdullah ve Hassan, 2012), Miisliiman Dostu Otel (Zailani, Omar ve Kopong,
2011), Helal Otel (Duman, 2011; Samori ve Sabtu, 2012; Razalli, Yusoff ve Roslan,
2013; Akyol ve Kiling, 2014; Mansouri, 2014; Sriprasert, Chainin ve Abd Rahman,
2014; Chookaew, Chain, Charatarawat, Sriprasert ve Nimpaya, 2014), Islami Turizm
Konseptinde Hizmet Veren Konaklama Isletmeleri (Tekin, 2014) isimlerinin verildi-

gi goriilmektedir. Tiirkiyede pratikte yaygin olarak konaklama isletmelerinin “Islami
Otel”, “Alternatif Otel”, “Tesettiir Otel”, “Muhafazakar Otel” kavramlarini kullandikla-

151



MUHAFAZAKAR OTEL MUSTERILERININ BEKLENTILERININ
GERCEKLESME DUZEYi UZERINE BiR ARASTIRMA

Hiiseyin Ozdemir, Ali Yayls

11 goriilmekeedir. Bu ¢alismada da ilgili konaklama igletmeleri i¢in “Muhafazakar Otel”
kavrami kullanilacakuir.

Aragtirma Yontemi

Bu aragtirma betimsel ve iligkisel tarama yéntemine gére modellenmistir.

Aragtirmanin Amaci ve Kapsami

Aragtirmanin amact; muhafazakar otellerde konaklayan miisterilerin otel isletmelerine
yonelik beklentilerin ne diizeyde gerceklestiginin belirlenmesidir.

Arastirmanin Orneklem Kitlesi ve Hipotezler

Aragturmanin evrenini Tiirkiye'de faaliyet gosteren muhafazakar otel isletmelerinde ko-
naklayan miisteriler olusturmaktadir. Aragtirma evreninin ¢ok genis bir alant kapsamast,
genis bir alana yayilmis olan evren grubunu sorusturma maliyetinin yiiksekligi, mesafe
ve kontrol giigliikleri ve zaman kisitlig1 nedeni ile arastirma evreninin tiimiine ulasmak
bazen miimkiin olamamaktadir. Bu nedenlerle aragtirmada 6rneklem alma yoluna gidil-
mistir. Orneklemin tespit edilmesinde drneklem formiilii yerine hazir tablolar kullanil-
mustir. S6z konusu tablo da, 0,05 anlamlilik diizeyi ve +0,05 hata oraninda evren hac-
minin 100.000 olmas: halinde 6rneklem biiyiikliigii 383, 1.000.000 olmas: halinde 384
olarak hesaplanmustir (Arikan, 2007, s. 176; Yazicioglu ve Erdogan, 2007, s. 72; Bas,
2008, s. 41). Aragtirmanin 6rneklemini arastirmaya katilmay1 kabul eden 20 yas iizeri
532 muhafazakar otel miisterisi olusturmusgtur. Aragtirmanin anket uygulamast Agustos
ve Eyliil aylarinda aragtirmaya katulmay: kabul eden muhafazakar otel isletmelerinde
konaklayan 20 yas tizeri miisterilerle yiiz yiize goriisme yontemiyle gerceklestirilmigtir.
Aragtirmada asagidaki hipotezler olusturulmustur.

Hipotez 1: Muhafazakar otel miisterilerinin otel isletmelerine yonelik beklentileri ile
mubhafazakar otel miisterilerinin otel isletmelerine yonelik algilari arasinda anlamli bir

farklilik vardir.

Hipotez la: Muhafazakar otel misterilerinin otel isletmelerine yonelik beklentilerinin
diizenleme boyutu ile muhafazakir otel miisterilerinin otel isletmelerine yénelik algila-
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rinin diizenleme boyutu arasinda anlamli bir farklilik vardir.

Hipotez 1b: Muhafazakar otel miisterilerinin otel isletmelerine yonelik beklentilerinin
aktivite boyutu ile muhafazakar otel miisterilerinin otel isletmelerine yonelik algilarinin
aktivite boyutu arasinda anlamli bir farklilik vardir.

Hipotez lc: Muhafazakar otel miisterilerinin otel isletmelerine yonelik beklentilerinin
ibadet boyutu ile muhafazakir otel miisterilerinin otel isletmelerine yonelik algilarinin
ibadet boyutu arasinda anlamli bir farklilik vardir.

Hipotez 1d: Muhafazakar otel miisterilerinin otel isletmelerine yonelik beklentilerinin
kontrol boyutu ile muhafazakr otel miisterilerinin otel isletmelerine yonelik algilarinin
kontrol boyutu arasinda anlamli bir farklilik vardir.

Aragtirmanin Veri Toplama Araci

Arastirma da veri toplama araci olarak anket uygulanmigtir. Anket formu ii¢ bélimden
olusmustur. Birinci béliimde miisterilerin demografik ozelliklerinin belirlenmesine yo-
nelik ifadeler ile seyahat tercihlerinin belirlenmesine yonelik ifadeler yer almustir. Ikinci
boliimde miisterilerin otellere yonelik beklentilerinin belirlenmesi i¢in aragtirmacilar ta-
rafindan gelistirilen Hizmet Kalite Olgegi kullanilmistir. Olcekreki 22 ifade Diizenleme
Boyutu (5, 6, 14, 15, 16, 19, 20, 21 ve 22. ifadeler), Aktivite Boyutu (8, 11, 12, 13, 17
ve 18. ifadeler), Ibadet Boyutu (1, 4 ve 7. ifadeler), Kontrol Boyutu (9 ve 10. ifadeler),
Techizat Boyutu (2 ve 3. ifadeler) seklinde siralanmugtir. Ugiincii boliimde miisterilerin
tatmin diizeylerinin belirlenmesi icin otelin mevcut durumunu hizmet kalite lcegi-
ne gore degerlendirmeleri istenmistir. Anket formunun ikinci ve Ggiincti boliimiinde
kullanilan Hizmet Kalite Olgeginin olusturulmasinda Henderson (2010), Sahida vd.,
(2011), Duman (2011) ¢alismalarinda kullandiklar1 6lgeklerden yararlanilmustir. ifa-
deler, besli likert 8lgegi kullanilarak olumsuzdan (Kesinlikle Katilmiyorum) olumluya
(Kesinlikle Katiliyorum) dogru derecelendirilmistir. Elde edilen verilerin analizi SPSS
16 istatistik paket programi ile yapilmistir.

Arastirmada kullanilan 8lgeklere iliskin giivenilirlik ve gegerlilik (Cronbach Alfa, KMO
(Kaiser-Meyer-Olkin) ve Bartlett ) analizleri yapilmigtir. 22 ifade 5 boyuttan olugan bek-
lenti 6lceginin Cronbach Alfa i¢ tutarlilik katsayist ,881 ve yine benzer sekilde 22 ifade
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5 boyuttan olusan algt 6lgeginin Cronbach Alfa i¢ tutarlilik katsayist ,839 bulunmustur.
Bu da 6l¢egin yiiksek derecede giivenilir bir 6lgek (0,800<1,00) oldugunu gostermekte-
dir (Ural & Kilig, 2013: 280; Can, 2013: 343). Otel miisterilerinin bireysel 6zellikleri
ile beklenti ve algt 6lgekleri arasinda istatistiksel anlamli farkliliklarin tespiti iin Iliski
Iki Orneklem T Testleri yapilarak elde edilen sonuglar tablolastirilmistir.

Aragtirmada orneklem yeterliligini temsil eden KMO orant 0,876 olarak belirlenmis-
tir. Dolayisiyla, arastirmada ele alinan rneklem biiyiikligiiniin faktor analizi i¢in mii-
kemmele yakin oldugu sonucuna varilmistir. Bartlett Kiiresellik Testi (Bartlett’s Test of
Sphericity) sonucunda ise anlamlilik degeri p=0,000<0,05 olarak belirlenmistir. Test
sonucunun anlamli olmasi, veriler arasinda iliski oldugunu ifade etmektedir. Bartlett
testi ile ayn1 zamanda verilerin ¢ok degiskenli normal dagilimdan geldigi de test edile-
bilmektedir. Bartlett testi sonucu ne kadar yiiksek ise, anlamlilik da o kadar yiiksektir.
Bu agamanin da tamamlanmast ile birlikte, verilerin faktor analizi i¢in uygun oldugu so-
nucuna varilmugtir. Arastirma da fakeor analizinin gergeklestirilmesinde, temel bilegenler
analizi yontemi (principal components analysis) tercih edilmistir. Faktdr sayisinin belir-
lenmesinde Kaiser ol¢iitii temel alinmugtir. Bu dlgiite gore 6z degeri (eigenvalue) 1°den
biiyiik olan faktorler temel alinmakta, 6z degeri 1 den kiigiik olan faktorler dikkate
alinmaz boylece kag fakeorlii bir yapinin ortaya ¢ikugt saptanmaktadir (Kalayci, 2014, s.
322). Bu aragurmada veri derleme aracinin fakedr yapisini gérmek icin fakedrlerin dén-
diiriilmesinde dik déndiirme ydntemi olan Varimax yontemi kullanilmigtir. Varimax
sayesinde, bir 6rneklem biriminin bir faktor iizerindeki yiikii, baska bir birimin baska
bir faktor tizerindeki yiikiinden bagimsiz olmaktadir. Bu y6ntem, daha az degiskenle
fakedr varyanslarinin en ¢ok olmasini saglayacak sekilde dondiirme yapabilmektedir.
Déndiirmenin amact, yorumlanabilir, anlamli fakedrler elde etmektir (Kalayci, 2014,
s. 330). Bir maddenin hangi faktor altinda mutlak deger olarak biiyiik agirliga sahipse
o madde o fakedr ile yakin iliski icerisindedir. Genel olarak 0,60 ve iizeri yiik degeri
YUKSEK, 0,30 — 0,59 arast ORTA diizeyde biiyiikliikler olarak kabul edilir. Faktor
yiik degerinin diisiik olmasi, o maddenin s6z konusu faktérle yeterince giiclii bir sekil-
de iliskili olmadigini gosterir. Fakeor yiik degerinin asgari biiyiikliigiiniin 0,30 olmasi
yoniinde yaygin bir goriis vardir. Maddelerin se¢iminde fakedr yiikii 0,30 un alunda
olan maddeler ile ayn: anda birden fazla faktore yiik veren ve yiik degerleri birbirine
0,10°'dan daha yakin olan maddelerin 8lgekten ¢ikarilmasina karar verilmistir (Cokluk,
vd., 2012, s. 234-235). Yapilan analizde faktor yiikii 0,30 altinda ve birden fazla boyutta
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faktor yiik degerleri birbirine 0,10'dan daha yakin olan madde bulunmamistir. Yapilan
analiz sonucunda 22 maddeden olugan ve 8zdegeri 1’den biiyiik olan bes faktor oldugu
goriilmiistiir. Bu faktorler, toplam varyansin % 69,31’ini agiklamustir. Iki maddenin yiik
degeri orta bulunurken 20 maddenin fakedr yiik degeri yiiksek bulunmugtur. Belirlenen
faktorlere ait adlandirmalar, 6zdeger ve varyans yiizdelerine iliskin degerler Tablo 1'de
gosterilmistir. Bu fakedrler, toplam varyansin % 69,31’ini aciklamustir. Belirlenen fak-
torlere ait adlandirmalarda factor yiikii en yiiksek ifadelerden yararlanilmistir. Toplam
varyansin % 43,24 i “Diizenleme” olarak adlandirilan birinci faktor, % 8,85 i “Aktivite”
olarak adlandirilan ikinci faktér, % 7,03 i “Ibadet” olarak adlandirilan ticiincii faktor,
% 5,50 si “Kontrol” olarak adlandirilan dérdiincii faktdr, % 4,68 i “Techizat” olarak ad-
landirilan besinci faktor tarafindan aciklanmustir. Tablo 2°de 6lceklere iliskin cronbach
alpha degerleri ile 6lceklerin ortalama puanlari verilmistir. Olgeklere iliskin Beklenti Ol-
cegi [badet Boyutu ve Beklenti Olgegi Tehizat Boyutu giivenirlilik katsayilarinin kabul
edilebilen alt sinir olan 0,60 1n altinda oldugu gériilmiistiir. Madde ¢ikarim yontemi ile
Beklenti Olgegi Ibadet Boyutundan “Otel miisterilerine sunulan yiyecek ve igeceklerin
seciminde helal sertifikali firmalarin tiriinleri tercih edilmelidir” maddesinin ¢ikarilmasi
ile Beklenti Olgegi Ibadet Boyutu i¢in Cronbach Alpha katsaysi 0,725 olarak yeni-
den hesaplanmustr. “Techizat” olarak adlandirilan besinci fakesriin Cronbach Alpha
katsayist kabul edilen alt sinirin ¢ok altinda oldugu i¢in bu faktér dlcekten tamamen
cikarilmistir.
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Tablo 1. Faktor Yiikleri, Ortak Varyans Degerleri, Ortalama ve Standart Sapma Degerleri

2| 2 |ifade Faktor Yiik Degeri g §| &g
=3 PP EE
= SE| 0| &8
Otelin plajinda kadinlarin denize
22 |girebilmeleri i¢in ayr1 alanlar diizen- ,895 ,881| 4,87 ,516
lenmelidir.
Otelde erkek ve kadin miisteriler igin
> ayrt havuzlar bulunmalidir. 821 835| 4,89| ,504
Kadin havuzlari odalardan ve balkon-
20 |lardan goriilmeyecek sekilde diizenlen-| ,770 ,740| 4,87| ,526
melidir.
Otel ydnetimi TV yayinlarinda ve
15 |internet erisiminde cinsel icerikli ,721 781| 4,84| ,592
@ kanallara izin vermemelidir.
E Otelde kadin miisteriler igin ayrilmis
| alanlarda kadin calisanlar, erkek miis-
Z | 21 |teriler icin ayrilmig alanlarda erkek 712 ,591| 4,87| ,508
ﬁ calisanlar gdrev almalidir (kadin ve
’E erkek havuzlari gibi).
Otel restoranlarinda haram icerikli ya
14 |da igerigi siipheli yiyecek ve icecekle- | ,678 ,634| 4,89 ,360
rin servisine izin verilmemelidir.
Fitness, sauna, SPA ve spor salonlar
19 |erkek ve kadin miisteriler icin giiniin | ,665 ,671| 4,83 ,619
farkli saatlerinde ayr1 diizenlenmelidir.
Otelde her tiirlii alkollii igecek servisi
6 yasak olmalidir. ,661 ,702| 4,84 ,613
Otelde her tiirlii kumar ve sans
16 |oyunlarinin oynanmasina izin verilme-| ,647 719| 4,82| ,682
melidir.
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11

Otelde ortak mekénlarda yabanci
miizik yayinina izin verilmemelidir.

,807

,758

4,24

1,366

17

Otel calisanlart dini hassasiyeti yiiksek
kisilerden segilmelidir.

,731

,676

4,52

,959

Otelde canli miizik ve disko tarzt
eglence aktivitelerine izin verilme-
melidir.

,694

,520

4,21

1,385

AKTIVITE

12

Otel bulundugu konum itibari ile Isla-
mi olmayan mekéanlarin (bar, disko,

kliip vb) uzaginda olmalidur.

,6601

4,61

972

13

Otelde dini igerikli bog zaman deger-
lendirme aktiviteleri yapilmalidir.

,654

4,69

,765

18

Ramazan ayinda orug tutan miisteriler
icin iftar ve sahur saatlerine uygun
yemek diizenlemeleri yapilmalidir.

,639

4,86

,456

Otel miisterilerine sunulan yiyecek ve
iceceklerin seciminde helal sertifikali
firmalarin iiriinleri tercih edilmelidir.

,702

4,81

,628

iBADET

Mubhafazakir otellerde erkek ve kadin
miigteriler icin yeterli biiyiikliikte bir
mescit bulunmalidir.

,659

4,88

1442

Otel yatak ve tuvaletleri kible yoniinii
Sstermeyecek sekilde konumlanma-

1dir.

,516

,673

4,82

,545

Evlilik belgesi olmayan ciftlerin otelde
konaklamasina izin verilmemelidir.

,896

,840

3,75

1,656

10

KONTROL

Miisliiman olmayan miisterilerin otel-
de konaklamasina izin verilmemelidir.

,856

,825

3,39

1,759

Otelde miisterilerin rahatca gore-
bilecegi konumlarda uygun sayida
namaz vakitlerini gdsteren panolar
bulunmalidir.

’676

,579

4,08

1,490

TECHIZAT

Otel odalarinda yeterli sayida seccade,
tespih ve kible ydniinii gosteren isaret
bulunmalidir.

579

,637

4,79

,665

Oz Degerler

9,51

1,95

1,55

1,21

1,03

Aciklanan Varyans % si

43,24

8,85

7,03

5,50

4,68
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Tablo 2. Arastirmada Kullamlan Olgeklere Iligkin Bulgular

]
-=
= S
. g < =
Blgek Adi & < 3 g
o 22 g
< ]
< §¢ s
Sl
= O o
Beklenti 22 ,881 4,6127
Beklenti Olgegi Diizenleme Boyutu 9 ,926 4,8628
Beklenti Olgegi Aktivite Boyutu 6 ,844 4,5273
Beklenti Olgegi Ibadet Boyutu 2 ,725 4,8562
Beklenti Olgegi Kontrol Boyutu 2 »839 3,5742
Algi 22 »839 4,2468
Algt Olgegi Diizenleme Boyutu 9 ,874 4,6756
Algi Olgegi Aktivite Boyutu 6 ,620 4,2747
Algt Olgegi Ibadet Boyutu 2 ,584 4,2199
Algi Olgegi Kontrol Boyutu 2 ,736 3,5855

Bulgularin Analizi

Bu béliimde aragtirma bulgulari, degerlendirme ve sonuglara iligkin bilgilere yer veril-
mistir.
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Tablo 3. Miisterilere Iliskin Demografik Ozellikler

Demografik Ozellikler Kategori n %
Cinsiyet Erkek 262 49,2
Kadin 270 50,8
. Evli 424 79,7
Medeni Durum
Bekar 108 20,3
20 — 29 Yas Arasi 91 17,1
30 — 39 Yas Arast 147 27,6
Yas
40 — 49 Yas Arasi 210 39,5
50 Yas ve Uzeri 84 15,8
Ilkdgretim 78 14,7
Lise 223 41,9
Egitim Durumu On Lisans 70 13,2
Lisans ve Uzeri 161 30,2
Kamu Calisani 121 22,7
Ozel Sektor (Isci) 128 24,1
Emekli 79 14,8
Meslek Ev Hanimi 78 14,7
Ogrenci 44 8,3
Esnaf 48 9,0
Serbest Meslek 34 6,4
1000 Lira ve Alt1 84 15,8
1001 — 2000 Lira Arast 98 18,4
Gelir 2001 — 3000 Lira Arasi 198 37,2
3001 — 4000 Lira Arasi 108 20,3
4001 Lira ve Uzeri 44 8.3

Tablo 3’e gore miisterilerin % 49,2 si (262 kisi) erkek ve % 50,81 (270 kisi) kadindir.
% 79,7’sinin (424 kisi) evli, % 20,3 tiniin (108 kisi) bekar oldugu goriilmektedir. Yas
gruplarina gore ise 40 — 49 yas grubundaki miisterilerin % 39,5 (210 kisi) ile en biiyiik
grubu olusturdugu goriilmektedir. Bu grubu sirast ile 30 — 39 yas aras1 % 27,6 (147
kisi), 20 — 29 yas aras1 % 17,1 (91 kisi) , 50 yas ve tizeri % 15,8 (84 kisi) grubu izlemek-
tedir. Miisterilerin egitim durumlari incelendiginde % 41,9 (223 kisi) ile lise mezunu
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migterilerin daha ¢ogunlukta oldugu goriilmektedir. Bunlari sirast ile % 30,2 (161 kisi)
ile lisans ve tizeri mezunlar ile % 14,7 (78 kisi) ile ilkdgretim mezunlari ve % 13,2 (70
kisi) ile 6n lisans mezunlari takip etmektedir. Orneklem grubunu olusturan miisterile-
rin egitim durumlari bakimindan yaklasik % 44 tiniin (231 kisi) 6n lisans, lisans ya da
lisans iizeri iiniversite egitimi almis egitimli miisteriler olugturmaktadir. Miisterilerin
meslekleri incelendiginde kamu ¢alisanlarinin % 22,7 (121 kisi), 6zel sektorde calisan-
larin % 24,1 (128 kisi), emeklilerin %14,8 (79 kisi), ev hanimlarinin % 14,7 (78 kisi),
ogrencilerin % 8,3 (44 kisi), esnaf % 9,0 (48 kisi), serbest meslek ¢alisanlarinin % 6,4
(34 kisi) oldugu goriilmekeedir. Misterilerin gelir durumlarina gore gruplandirilmala-
rina bakildiginda ise 2001 — 3000 lira arasi gelire sahip olan miisterilerin % 37,2 (198
kisi) ile en biiyiik grubu olusturdugu goriilmektedir. Gelir durumlarina gére bunlar
sirast ile 3001 — 4000 lira arasi gelire sahip olanlar % 20,3 (108 kisi), 1001 — 2000 lira
arasi gelire sahip olanlar % 18,4 (98 kisi), 1000 lira ve alt1 gelire sahip olanlar % 15,8
(84 kisi) ile 4001 lira ve tizeri gelire sahip olanlar %8,3 (44 kisi) gruplar: izlemektedir.

Tablo 4. Beklenti Olgegi ile Algr Olgegi Hiskili Orneklem T Testleri

b>m Standart
Madde n | m>b | Ortalama | o sd.| t d | p
b=m Sapma
Beklenti Olgegi Diizenleme Bekl. 184 48628 | 43938
Boyutu 532 31 531 9,110 0,39 | ,000
Algt Olgegi Diizenleme Boyutu | Algt 31 4,6756| ,61173
Beklenti Olgegi Aktivite Boyutu Bekl. 339 45273 | 77720
Aler Oleesi Aktivi 532 | 107 5311 8,774 | 0,38 | ,000
g1 Olgegi Aktivite Boyutu Algs 86 42747 | 61717
. . 29
Beklenti Olgegi Ibadet Boyutu Bekl. > 48628 | 43938
Aler Oleesi Thadet Bovur 532 12 531| 9,110 0,40 | ,000
gt Mleegt thadet boyutu Alg 225 4,6756 | ,61173
N 194
Beklenti Olgegi Kontrol Boyutu Bekl. ) 48628 | 43938
Ny 532| 167 531 9,110 0,40 | ,000
Algi Olgegi Kontrol Boyutu. Algs 7 4,6756| ,61173

Miisterilerin otel isletmelerine yonelik beklentileri ile otellerde kendilerine sunulan
tirtin ve hizmetlere yonelik algi diizeyleri arasinda yapilan iligkili 6rneklem t testi so-
nuglarinin verildigi Tablo 4’e gore beklenti 6lgegi diizenleme boyutu ile algi 6lcegi dii-
zenleme boyutu arasinda, beklenti 6lgegi aktivite boyutu ile algi dlcegi aktivite boyutu
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arasinda, beklenti 6lgegi ibadet boyutu ile algi 6lcegi ibadet boyutu arasinda ve beklenti
olcegi kontrol boyutu ile algi 6lcegi kontrol boyutu arasinda istatistiksel olarak anlamli
bir farklilik bulunmustur. Iliskili 6rneklem t testinde ortalamalari karsilastirilan diizen-
leme, aktivitei ibadet ve control boyutlar: arasindaki anlamli farkliligin bitytikligii “etki
biiyiikliigii” adi verilen d degeri ile ifade edilir. d degeri isaretinden bagimsiz olarak de-
gerlendirilir ve her degeri alabilir. 1 in iizeri ¢ok biiyiik, 0,8 biiyiik, 0,5 orta, 0,2 kiiciik
ve 0 degeri ortalamanin kargilagtirildigy sabit degere esit oldugu anlamina gelir (Green
& Salkind, 2005’ den aktaran Can, 2013: 153; Morgan vd., 2004 dan aktaran Can,
2013: 137). Tablo 21’de d bagligt alunda verilen etki degerlerine bakildiginda boyutlarin
tamaminda anlamli farkliligin kiigiik oldugu goriilmektedir.

Tablo 5. Hipotez Sonug Tablosu

HIPOTEZ SONUC
Hipotez la Kabul Edildi
. Hipotez 1b Kabul Edildi
Hipotez 1 - — Kabul Edildi
Hipotez 1c Kabul Edildi
Hipotez 1d Kabul Edildi

Tablo 5°e gire Hipotez 1 Kabul Edilmistir.

Sonug

Arastirmada da miigterilerin beklentilerinin kargilandig: fakat bu beklentilerin miisteri-
lerin tatminlerini saglayacak diizeyde olmadi§i ve bu sebeple otellerdeki mevcut duru-
mun misteri beklentilerine cevap veremedigi goriilmektedir. Sektor ¢alisan ya da sektor
yoneticilerinin Islami turizm sektoriinde benzer calismalarin incelenmesi sonucu olus-
turulan beklenti 6l¢egini baz alarak kendi degerlendirmelerini yaparak eksikliklerinin
giderilmesi yoniinde faaliyette bulunmalarinin isletmelerinin yararina olacag: diisiiniil-
mektedir. Muhafazakir konaklama igletmelerinin tiimii icin baglayict nitelikee 6lgekte
belirtilen 6zellikleri tastyan bir hizmet kalite stardarti olusturulmalidir. Olusturulan bu
hizmet kalite standarts sayesinde otellerin derecelendirilmesi yapilarak miisterilerin bu
derecelendirmeye gore otelleri tercih etmesi saglanmalidir. Konaklama isletmeleri agisin-
dan miigteri memnuniyeti biiylik 6nem tagimaktadir. Konaklama igletmesinin sundugu
tiriin ve hizmetlerden memnun olmayan miisteri gelecekte ayni konaklama igletmesini
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tekrar tercih etmeyecegi gibi olusan memnuniyetsizligi cevresi ile paylasmaktadir (Hui,
Wan ve Ho, 2007; Khan, Haque ve Rahman, 2013). Yapilan calismalarda isletmeden
memnun olmayan miigterilerin % 90 1nin igletme ile iliskisini kestigi ve ayn1 isletmeden
hizmet satin almadig1 ve yasadigt memnuniyetsizligi en az 10 kisi ile paylasug: sonucu-
na ulagilmistir. Aragtirma, muhafazakar otel miisterilerinin otel isletmelerine yonelik
beklentilerinin ortaya konmus olmasi ve bu beklentiler ¢ercevesinde mevecut durumun
genel bir degerlendirilmesinin yapilmis olmas nedeni ile bagta muhafazakar otel islet-
melerinin yéneticileri olmak tizere turizm sektdrii yatirimeilarina, seyahat acentalarina
ve tur operatdrlerine bu sonuglar ¢ercevesinde kendilerini yeniden bir degerlendirme
firsat olarak goriilebilir. Bu degerlendirme sayesinde eksikliklerin giderilmesi ile daha
fazla miisteri memnuniyetinin saglanmast ya da hedef pazardaki miisteri beklentileri
yoniinde alternatif {iriin karmalarinin olusturulmasi ile potansiyel pazardan daha fazla
pay alabilmenin 6nii acilmis olacakuir.
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TURKIYE'DE YASADISI SEYAHAT
ACENTACILIGI SORUNU:
KURAMSAL BiR DEGERLENDIRME

Mustafa Dogan

Ozet

Tiirkiyede ilgili mevzuatta belirlenmis kurallar ve kurumsal yapilarin disinda, belgesiz-kagak olarak
yiiriitiilen seyahat acentaciligs faaliyetleri, turizm sektoriinii ve ekonomiyi olumsuz etkileyen onemli bir
sorun olarak ortaya ¢ikmaktadsr. Calismada, ikincil kaynaklar kullanilarak belgesiz seyahat acentaci-
l1g1 faaliyetlerinin boyutlars, nedenleri ve sonuglarma yonelik kuramsal bir analiz gerceklestirilmistir.
Bu tiir faaliyetleri onlemeye yonelik yasal diizenlemeler, kurumsal yapr ve uygulamalar incelenerek;
sorunun kik nedenleri ortaya ¢ikarilmaya calisilmastrr. Sorunun genel olarak ekonomiyi izel olarak tu-
rizm sektoriinii, kayit disi ekonomi ve haksiz rekabet gibi temel alanlarda olumsuz etkiledigi; tiiketici
ve iireticiler agisindan ciddi diizeyde olumsuz sonuglar dogurdugu tespit edilmistir. Arastirma, sorunun
sadece mevzuat ya da wygulamada kurumlar ve denetim mekanizmalarindan degil ayni zamanda,
kiiltiirel ve ahlaki nedenlerinin de oldugunu degerlendirmektedir. Bu baglamda ¢calisma ile giincel bir
soruna yonelik kuramsal bir degerlendirme yapilmas; ¢oziim onerileri tartisilarak literatiire bu alanda
katkilar sunulmugtur.

Anahtar Kelimeler: Seyahat Acentaciligi, Yasadssi Seyahat Acentaciligi Sorunu, Turizm, Tiirkiye

Abstract

Hllegal travel agency activities, which are carried out except for the regulations and institutional stru-
ctures defined in the related legislation, are emerging as an important problem affecting the tourism
sector and the economy negatively in Turkey. In this paper, it has been realized conceptual analyze using
secondary resources regarding to dimensions, reasons and results of illegal travel agents. It was tried
to find fundamental reasons with to investigate legal regulations that prevent those illegal activities,
institutional structures and implementations. It has been found that there are some negative effects on
overall economy and specifically tourism industry such as illegal economic activities and unfair com-
petition. The study thinks that the problem is not only legislation or practices of the institutions but
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also have cultural and ethical reasons. In this context, the study has done a conceptual evaluation on a
current problem and provided contributions discussing solutions.

Keywords: Travel Agents, Illegal Travel Agent Problem, Tourism, Turkey

Giris

Turizm endiistrisi, tiiketicinin ihtiyaclarina yonelik farkli hizmetler sunan ve birbiriyle
iligkili karma bir sistem olarak goriilebilir. Konaklama, seyahat, yiyecek-igecek ve ak-
tivite isletmeleri, bu sistemin temel sacayaklari olarak degerlendirilmekeedir. Seyahat
isletmelerinin turizmle daha dogrudan iliskilendirilmesi ve tipolojik olarak ulagtirma
isletmelerinden ayrilmasini saglayan unsur, tirtn ile tiiketici arasinda iliski kuran, turis-
tik tiriinti olugturan veya araci olarak dagitmini yapan 6rgiitsel yapiya sahip (Pekoz ve
Yarcan, 1998: 6) tur operatorleri ve seyahat acentalaridir. Bu isletmeleri, diger turizm
isletmelerinden farklilagtiran yan, onun tiim turizm isletmelerinden girdi saglayarak ayr1
ticari iiriinler olugturabilen bir ¢at organizasyon seklinde ¢alisabilmesidir.

Seyahat organizasyonun ticari bir is olarak yapilmasi, turizmi kitlesel boyuta tastyan
ve endiistriyi gelistiren en 6nemli esiklerden biridir (Poon 1993:30). Seyahat acenta-
ciliginin ticari bir meslek ve is alani olarak ortaya ¢ikisinda, Thomas Cook ile iligkile-
nen boyut dikkate alinirsa, daha ¢ok iiretici bir misyona sahip oldugu gériilmekeedir.
Konaklama, ulasim, rehberlik gibi farkli hizmetleri bir araya getirip paket turu ortaya
gtkaran ve bunu tiiketiciye ticari bir iiriin olarak satan Thomas Cook, seyahat acentasini,
tiiketicinin ihtiyaci i¢in en ideal kombinasyonu tireten bir isletme olarak tasarlamigtir
(Poon 1993). Ancak daha sonra turizmde olan konaklama, aktivite gibi hizmet tireten
isletmelerinin iriinlerini, aract bir igletme olarak tiiketiciye pazarlayan ve satan boyutu
da kendisine ekleyerek tur operatérliigii ve seyahat acentacilifs seklinde iki ayr1 olgu
halinde gelismistir (Urry 1990).

Diinyada ve Tiirkiye'de seyahat planlayiciligi ve uygulayiciligy, ticari bir is olarak geli-
sitken bu alani diizenleyen mevzuat da paralel bicimde gelismistir. Tur operatorliigii ve
seyahat acentaciligt kavrami bazi iilkelerde farkls islevlere sahip iki ayri ticari isletme ola-
rak sekillenmistir. Ornegin Avrupa iilkelerinin gogunda tur operatorliigii iiretici; seya-
hat acentalart ise araci islevle ayr1 yasal bigimler ad1 altinda tanimlanirken, Tiirkiye gibi
bazi tilkelerde seyahat acentaciligi gibi tek bir ticari baglik altinda ve iki isleve de sahip
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olarak tanimlanmistir. Ticari bir amagla kurulmus seyahat acentalari, tur operatorleri-
nin tiriinlerini pazarlayan ve tur operatorlerinin rezervasyonlarinin yapildigs; acenta gibi
hareket ederek bilgi kaynag: ve hizmet segenekleri dahil olmak iizere tatil satin alanlar
icin yerel ulagimi da saglayan araci kuruluslar olarak degerlendirilmistir (Radburn ve
Goodall, 1991: 237). Bu durum mevzuat agisindan farkli algilar yaratsa da genel olarak
aynt alanda faaliyette olan biiyiik (tur operatérleri) ve kiiciik (seyahat acentalari) ticari
isletmeler, oyuncular, olarak degerlendirilebilir. Ttirkiye'de ise mevzuat, tek bir isletme
tiiriinii dikkate almig ancak tireticilik ve aracilik gibi farkli islevlere sahip faaliyetleri bu
isletme tiiriine vermistir.

Tur operatdrii ya da seyahat acentasi adi altnda faaliyet yliriiten isletmelerin turizm en-
diistrisi icinde 6nemli bir role sahip oldugu ve sektériin gelisimi agisindan kritik bir role
sahip olduklari agikur. Calismada, Tiirkiye'de belgesiz ya da kagak olarak dile getirilen
yasadist seyahat acentaciligi faaliyetlerinin boyutlari, nedenleri ve sonuglarini inceleme-
ye yonelik kuramsal bir analiz amaglanmugtir. Literatiiriin bu alanda ciddi bir bogluga
sahip olmasi aragtirmanin en temel motivasyonlarindan biridir. Aragtirmanin teorik cer-
gevesinin olusturulmasinda ikincil kaynaklar temel alinmigtir. Bu baglamda caligma ile
soruna ve ¢oziimiine yonelik dnerileri tarugmanin hem kongreye hem literatiire hem de

turizm endiistrisine katk: saglamasi hedeflenmistir.

Seyahat Acentacilig1 ve Kacak/Belgesiz Seyahat Acentacilig

Tiirkiye'de seyahat acentaciligi yasal olarak 1972 yilinda tanimlanmigsa da bu faaliyetleri
ylirtiten igletmeler daha eski bir tarihe sahiptir. Turizm alaninda faaliyet gosteren ilk
organizasyon “Seyyahin Cemiyeti”dir. Bu cemiyet ismini daha sonra “Tiirkiye Turing
Kuliibu” ve ardindan da “Tiirkiye Turing ve Otomobil Kuliibii” olarak degistirmis;
turizm ile ilgili ilk calisma ve incelemeleri yapmustur (Kozak vd, 1997:83). Turing, o
dénemde kurulmus olan TUTTA, NATTA (Milli Tiirk Seyahat Acenteligi Ziya ve
Surekasi), PASSRAPID (Milli Tiirk Seyahat Sirketi), Le Globe Vapur ve Seyyahin
Acenteligi, Buleks ve Nihad ve Sevki Seyahat Acentas ile Tiirkiye acentaciliginin to-
humlar1 atilmustir (Kozak vd. 1997).

Seyahat acentalar1 Tiirkiyede, konaklama, yiyecek-icecek, eglence ve aktivite
isletmelerinin sundugu tiriinleri, hem bir araci olarak tiiketiciye satma (aracilik faaliyeti)
hem de bu iiriinleri hammadde olarak diger isletmelerden alip yeni iiriinler olusturma
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(tiretici faaliyeti) islevine sahiptir. 1972 yilinda ¢ikarilan 1618 sayili kanuna gore,
Tiirkiye'de tur ve paket tur iiriinii olarak adlandirilan ticari tiriinleri hazirlamak, satmak
ve uygulamak sadece seyahat acentalarina miinhasir bir hizmet olarak tanimlanmigtir.
Bu alanda yasal olarak Tiirkiye'de rakipsiz ticari isletme olarak éngoriilmiistiir.

Seyahat acentasi: Kar amac ile turistlere turizm ile ilgili bilgiler vermeye, paket
turlar: ve turlar: olusturmaya, turizm amagls konaklama, ulagtirma, gezi, spor
ve eglence hizmetlerini gormeye yetkili olan, olusturdugu Urini kendi veya
diger seyahat acentalar: vasitasi ile pazarlayabilen ticari kurulugtur (1618 sayils
Seyahat Acentalar: ve Seyahar Acentalar: birligi kanunu).

Bunun disinda seyahat acentalari, konaklama isletmeleri gibi bir¢ok turizm igletmesinin
sundugu ticari iiriinleri, bu hizmeti ireten igletmeler diginda, tiiketiciye pazarlama-sat-
ma hakkina sahip yegane ticari isletme olarak tanimlanmistir. Seyahat acentalar1 yonet-
meliginde seyahat acentalarina miinhasir hizmetler olarak alt1 ana ve dért yan faaliyet
altinda tanimlanmig ve bu faaliyetlerin tiiketiciye yonelik olarak bir bedel karsiliginda
seyahat acentast olmayan kisi ve kuruluglar tarafindan yapilmasi yasaklanmistir (Seyahat
Acentalar1 Yonetmeligi). Bu durum Tiirkiye'de seyahat acentalarina énemli bir ticari fa-
aliyet ve rakipsiz bir ticari hareket alani saglamaktadir ancak bu alana giris, yasal olarak
bir seyahat acentast olmak ise, belirli mali ve yasal yiikiimliiliiklerle donatilan bir cerce-
veyle belirlenmistir.

Seyahat acentacilig kurulusu, nihai karari Kiiltiir ve Turizm Bakanligr'nin verdigi, Tiir-
kiye Seyahat Acentalart Birligi (TURSAB) tarafindan yiiriitiilen bir siireci kapsar ve mali
olarak A grubu bir seyahat acentast icin ortalama 46.500 TL civarindadir (TURSAB
2017). Bu meblag sadece kurulus agamasinda zorunlu olarak Bakanlik ve TURSAB’a
odenmesi gereken tutarlar olup noter ticretleri, isyeri yatirim giderleri vb. gibi maliyet-
leri kapsamamaktadir. Bu mali yiikiimliiliigiin en énemli kismi, TURSAB’a 6denen
tiyelik giris ticretinden (39.441,62 TL) olusmakrtadir ve iiyelik aidati da bu ticretinin
%5 i olarak her yil 6denmek zorundadir (TURSAB 2017). Uyelik giris iicreti her yil
yeniden degerleme orani kadar artirilmakeadir.

Kagak-Belgesiz Seyahat Acentaciligt Sorunu

Kagak seyahat acentacilig1 faaliyetleri, mevcut seyahat acentalarinin en énemli sorunla-
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rindan biridir. Tiirkiye Seyahat Acentalar: Birligi (TURSAB) kagak acentacilik sorunu-
nu, birlik tiyesi seyahat acentalarinin en énemli ve ekonomik kayba neden olan sorunu
olarak gormektedir (TURSAB 2013). Buzcu ve Oguz (2015) Adanadaki A grubu se-
yahat acentalarinin sorunlarini belirlemeye yonelik aragtirmada, seyahat acentalarinin
en onemli sorununun kacak acentacilik faaliyetleri oldugunu tespit etmistir. Belgesiz
seyahat acentaciligt faaliyeti temel olarak ii¢ alanda yogunlagmaktadir. Bunlar kacak tur
ve paket turlar, internet tizerinden konaklama isletmelerine rezervasyon yapilmasi ve
internet ya da yetkisiz ofisler tizerinden ucak bileti rezervasyonlarinin yapilmast seklin-
dedir. Bu faaliyetlerin seyahat acentalarinin hem iiretici hem de aracilik hizmetlerine
iligkin 6nemli bir alant kapsadig1 goriilmektedir. Belgesiz tur ya da paket tur faaliyeti
yogun olarak karsilagilan ve cogu zaman 6liimlii kaza haberleriyle de giindeme gelen
bir boyuta sahiptir (Bkz. TURSAB 20016, Sabah 5 Haziran 2016, Milliyet 5 Haziran
2016, turizmaktuel.com,)

Kagak tur ya da paket turlarla ilgili faaliyetler daha ¢ok, arag sahibi kisi ya da ticari kuru-
luslar, sosyal cevresi genis olan kisiler, dernek ya da vakif gibi organizasyonlar ile dzellikle
belediyeler ve egitim kurumlarinin sik karistigi faaliyetler olarak 6n plana ¢itkmaktadir.
Belediyeler, kendi sinirlari icinde ikamet eden sakinlerini, ticretsiz ya da diisiik ticretlerle
ve ¢ogunlukla bir kamu hizmeti ¢er¢evesinde tarihi ya da kiiltiirel agidan énemli bélge-
lere gotiirmektedir. Bu geziler belediyelerin kendi ya da kiraladig araglarla gerceklestiril-
mekte ve gogunlukla bir seyahat acentasi organizasyonu ile diizenlenmemektedir. Bu tiir
gezilerin devlet kurumu niteliginde olan kuruluglarca yapilmasi, denetimin etkinligi ya
da cezai islemin uygulanabilmesi acisindan zorluk ¢ikarabilmektedir. Bu kurumlar ticari
amagli olarak bu isi yapmiyor gdriinse de bu faaliyetlerin seyahat acentalarr araciligiyla
yapilmasi konusunda yasal zorunluluklar ve tedbirler bulunmaktadir. Yasada hicbir se-
kilde seyahat acentasi olmayan kisi ya da kuruluglarin gezi (tur-paket tur) diizenleyeme-
yecegi agtktir. Buna ragmen birgok sivil ve kamu kurumu, belgesiz seyahat acentacilig
faaliyetlerinin 6zellikle tur-paket tur boyutunda aktif rol oynamaktadir.

[lk yatirim igin gereken sermayenin kisiler, potansiyel kiigiik yatirimeilar agisindan; ti-
cari bir isletme kurmak ve varligini siirdiirmenin belirsizligi ile sermaye birikiminin ye-
tersiz olmast nedeniyle kacak acentacilik faaliyetini motive eden bir unsur olarak diisii-
niilebilir. Bu nedenle herhangi bir sosyal ¢cevre ya da gruplara tiye olan kisilerce bu mali
yiikiimliiliikten kagmak; acentacilik faaliyetine yasal olarak girmektense olarak bunu
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yasa dist yollardan yiiriitmek, daha pratik ve ekonomik goriilebilmektedir. TURSAB’in
2014 yilinda hazirladig1 kagak tur raporuna gore yaklasik 1,5 milyon kisi bu tur/paket
turlarla seyahat ettigi ve 5 milyar TL civarinda bir ekonomik boyuta denk geldigi tespit
edilmistir (TURSAB 2014).

Bu sorunun diger boyutu da dernek, vakif gibi sivil toplum organizasyonlari ve kamu
kuruluglartyla ilgilidir. Belediyeler, egitim kurumlari gibi devlet kurumlart ile sivil top-
lum 6rgiitleri, bu tiir faaliyetleri bilerek ya da bilmeyerek tercih etmekte ve bir seyahat
acentast gibi faaliyet yiiriitmektedir. Belediyeler ve sivil toplum 6rgiitlerinin bu tiir gezi-
leri gerceklestirirken siyasi bir fayda beklentisinin de etkili oldugu éngdriilebilir. Geziye
kaulanlarin secmen oldugu ve bu gezilerden ticretsiz yararlandirildigy dikkate alinirsa,
bu tiir faaliyetlerle se¢menler tizerinde bir etki birakmak arzusunun egemen olabilecegi
distiniilebilir. Hem egitim kurumlart hem de belediyeler, maliyeti daha diisiik tutmak
ya da daha kolay oldugu icin kendi organize etmek amaciyla bu yolu tercih edebilmek-
tedir. Organize eden kurulus, kar elde etmek icin bunu yapmayabilir ancak gezinin
ulagim, rehberlik, konaklama, yeme-igme vb. gibi maliyetleri ve buna bagli bir toplam
maliyeti s6z konusudur. Kurumlarin bu maliyeti seyahat acentalarina 6demesi ve onlar
tizerinden tur/paket turlarint gerceklestirmesi gerekrigi acikur. Egitim kurumlar ise,
cogunlukla bir seyahat acentast ile degil, servis anlagmast olan ticari kuruluglar ve onlarin
araclariyla gezilerini yasa dist yollarla, kendileri organize etmektedir. Bu durum yasanan
birgok kaza haberinde (Sabah-Mayis 2017; Milliyet-Mayis 2017, canakkalememleket
2017, www.turkiyeturizm.com.tr, turizmgunlugu.com) ortaya ¢tkmakea ve kullanilan

araglarin ¢ogunlukla bu tiir gezilere uygun olmayan standartlarda olmasina ya da kulla-
nilmasina baglanmakradr.

Seyahat acentalarina 1618 sayili yasa ile konaklama ve ulastirma sirketlerinin sundu-
gu hizmetlerin satigini yapabilmesi, bir nevi bu hizmetler icin tiiketici ile tiretici ara-
sinda aracilik hakki taninmigur. Ancak internetin yayginlagmasi ve internet tizerinden
yiiriitiilen faaliyetlerin denetiminin hem yasal hem de fiili olarak etkin olmamasi gibi
nedenlerle bu alanda ciddi bir bogluk olusmugtur. Buna bagli olarak seyahat acentas
olmayan kisi ya da kurumlarin internet iizerinden kolaylikla tur, otel ya da ugak bileti
rezervasyonu yaptiklar gézlemlenmekte ve bu yasal acentalar i¢in ciddi bir sorun tegkil
etmektedir (TURSAB 2013; turkiyeturizm.com, turizmhaberleri.com, turizmguncel.
com). Bu konuda TURSAB Bakanligin aldig: karara bagli olarak 2013 yilinda iiyelerine

174



CURRENT DEBATES IN TOURISM & DEVELOPMENT STUDIES
Mustafa Dogan, Farhang Morady

bir duyuru yapmis ve yeni énlemler almistir.

...Son zamanlarda giderek artan sikiyetler ve ciddi kayiplar yasanmasini dikkate
alan Yonetim Kurulumuz 24.07.2013 Tarihli Yonetim Kurulu toplantsinda aldig1 56
no.lu kararla, Birlik biinyesinde Kagak Faaliyetleri Takip Departmanit kurma karari al-
mig bulunmaktadir. Bu karar dogrultusunda kurulan Departmanimizda, sadece kagak
faaliyetleri takip etmek, hukuki islemleri baglatmak ve de yiiriitmek iizere Birlik Avu-
katlarimiz ve Birligimizin Ege, Akdeniz, Ankara Bolge Miidiirleri ile sahadaki islemleri
yiiriitecek bir denetim grubu gorevlendirilmistir. Bu konuda tespit ettiginiz kacak faali-
yetler ile ilgili ihbarlarinizi ihbar@tursab.org. tr mail adresine veya sadece bu konuda hiz-
mete agilan 0212 236 49 66 numarali telefon faaliyete sokulmustur (TURSAB 2013)

Tiim bu 8nlemlere ve ¢abalara ragmen belgesiz seyahat acentacilig faaliyetleri artarak
devam etmek ve sorunun ¢oziimii konusunda tam bir basari elde edilememektedir. Bu
durum, sorunun sadece mevzuattan kaynaklanmayip ayni zamanda, uygulama, sosyo-e-
konomik ve ahlaki-kiiltiirel boyutlarinin da oldugu ihtimalini kuvvetlendirmektedir.

Kagak/Belgesiz Seyahat Acentaciligi: Mevzuat ve Uygulama (Denetim)
Boyutu

Yasal bir seyahat acentasi olmaksizin seyahat acentasinin faaliyet alanina giren islerin,
bir ticari statiisii olsun ya da olmasin, herhangi bir kisi ya da kurulusun yapmasi yasak-
lanmig ve seyahat acentalar1 kanunla korunmugtur. Bununla ilgili en 6nemli diizenleme

ilgili kanunda soyledir:

Gegici isletme veya isletme belgesiz olarak seyabat acentaciligs faaliyetinde bulu-
nan seyabat acentalar: bulunduklar: yerlerin en biiyiik miilki amirleri tarafin-
dan derhal faaliyetten men edilir (1618 sayilt kanun, madde 29).

Bakanliktan belge almaksizin bu Kanun wyarinca seyahat acentalariin yapa-
bilecegi faaliyetlerde bulunanlar hakkinda, 29 uncu maddede belirtilen idari
sorusturmadan ayri olarak, miilki amir tarafindan iki bin Tiirk Lirasindan beg
bin Tiirk Lirasina kadar idari para cezasima hiikmolunur. (1618 sayily kanun,

madde 30).
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Bu diizenlemelerde, seyahat isletme belgesi olmayan kisi ya da kuruluglarin nasil tes-
pit edilecegi; denetim faaliyetlerinin kim ya da hangi kuruluglar tarafindan yapilacag
actk degildir. Bunun yaninda belirlenen cezai yaptirimlarin yasadist faaliyetlerin 6niinii
kesmede caydirict olup olmadig: tartismalidir. Denetime iligkin yasa ve yonetmelikteki
iki madde ise daha ¢ok hali hazirda kurulu, mevcut acentalarin denetlenmesini kapsa-
maktadir:

Bakanlik, miifettisleri, uzman denetgileri, bilge miidiirleri veya Bakanlikea yet-
kili kilinacak diger kisiler vasitastyla seyahat acentalarini ve Seyabat Acentalar:
Birligini her zaman denetleme yetkisine haizdir. Seyahat Acentalar: ve Seyahat
Acentalar: Birligi personeli denetim sirasinda her tiirlii bilgiyi vermek ve belgele-
ri gostermekle yiikiimliidiirler (1618 sayils kanun, Madde 24).

Seyahat acentasinin isyeri niteliklerinin korunup korunmadigs faaliyetlerinin
ilgili mevzuat ile meslek ilkelerine wygun olup olmadigr Bakanlik ve TURSAB
yetkililerince denetlenebilir (Seyahat Acentalar: Yonetmeligi, Madde 55).

Mevzuattaki bu denetim diizenlemelerine gore, Bakanlik ve TURSAB, acentacilik faali-
yetleri konusunda denetim mekanizmasi olarak éngériilmekeedir ancak belgesiz seyahat
acentaciligy faaliyetleri konusundaki mevzuattaki belirsizlikler ve yasanan sorunlar daha
net tanimlama-gdrevlendirme ve uygulamalarin tespit edilmesini zorunlu kilmaktadur.
Bakanlik bu amagla 2013 yili kasim ayinda “Seyahat Acentalarinin Belgelendirilmesi ve
Belgesiz Seyahat Acentaciligi Faaliyetlerini Onleme Calistayr™ diizenlemistir. Bu calis-
tayda bir gergeve belirlenmis ve kabul edilmistir. Buna gére en 6nemli kagak acentacilik
faaliyetlerinin gergeklestigi, egitim kurumlari, dernek, vakif ve belediyelerin organize
ettigi tur ve paket turlarin seyahat acentalari araciligiyla yapilmasina yonelik tedbirlerin
alinmasi kararlastrilmistir. Bu ¢alistayin en 6nemli sonucu, bu kararlarin Bakanlik ona-
yrile (15.11.2013 ve 218148 sayily) birlikte, caligtay tarihinden sonraki denetimlerde ar-
tik standart kurallar olarak uygulanmasinin kararlagtirilmast olmugtur. Bu durum yasal
belirsizligi ve muglaklig1 bir nebze olsun gidermistir. Bu ¢alistaydan sonra 2015 yilinda
yeni bir ¢alistay yapilmis ve alinan kararlar bir genelge ile yasal bir nitelige kavusmustur.
Calistay sonucunda Bakanlik 04.03.2015 tarih ve 43057 sayili 2015/2 sayili genelge
yayinlamig; 20.11.2013 tarihli genelge de yiiriirlitkten kaldirilmigtir. Genelgenin bir 6n-
cekinden farkli ve 6nemli hiikiimleri agagidadur:
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8.madde: “Denetimler esnasinda, mevzuata aykir: fiillerin tespit edilmesi ha-
linde ilgili kisi veya kuruluslar hakkinda mutlaka rutanak diizenlenecektir.
Cezai islemlerin wygulanmamas: veya otelenmesi seklindeki belgesiz faaliyetleri
ozendirebilecek farkl uygulamalar yapilmayacaktr.

10.madde: “Denctimlerde, isletme belgesiz seyabat acentaciligs faaliyeti gosteren
kisi veya kurulugun belgeli bir seyahat acentasinin sifresini kullanarak islem (bi-
let satss, rezervasyon, vb) yapuginin belirlenmesi halinde, sifresini kullandiran
acenta tespit edilerek bu husus diizenlenecek tutanagin “aciklamalar” kismin-
da belirtilecektir. Tutanagin bir sureti belgeli acenta hakkinda islem yapilmas:
amaciyla Bakanligimiza gonderilecektir.

12.madde: “Egitim kurumlar: (okullar, iiniversiteler vb), meslek odalars, der-
nekler, vakiflar, belediyeler ve kamu kuruluglarinin 1618 sayily Kanun ve Seya-
hat Acentalar: Yonetmeliginde tanimlanan tur, paket tur ve transfer kapsamina
giren veya miinhastr hizmet olarak belirlenen faaliyetlerden herbangi birisini yii-
riitmesi miimbkiin degildir. Bu tiir hizmetlerin yalnizca Bakanligimizdan isletme
belgeli seyahat acentalarinca yerine getirilebilecegi ve belgesiz faaliyeti gercekles-
tirenler hakkinda ceza islem wygulanacagr hususlarinda ilgililere Valilikler (1
Kiiltiir ve Turizm Miidiirliikleri) ve TURSAB tarafindan gerekli bilgilendirme
yapilacaktzr.

Bu genelge ile TURSAB ve Bakanlik ve ilgili diger resmi kurumlar ile isbirligi igerisinde
yapilan denetimler sonucunda basta belgesiz seyahat acentalig: faaliyeti denetimi olmak
tizere denetimlerde tekligi ve birligi saglamak ve ayni zamanda daha hizli sonu¢ almak
ve hukuka aykiri faaliyetlerin 6niine gegmek amaglanmaktadir. Ozellikle 12. Madde
olduke¢a 6nemlidir ve en yogun kacak faaliyet alanlarini denetlemeye yéneliktir. Dene-
timde stk kullanilan yollardan biri, kiralanmig toplu tagima araglarinin seyir halinde ya
da herhangi bir turistik noktada ilgili ekipler tarafindan denetlenerek tespit edilmesidir.
Buna yonelik mevzuat, seyahat acentalari yénetmeliginde paket tur ve turlarda bulun-
durulmas: gereken belgeler ile transfer araglarinda bulundurulmas: gerekli belgeler sek-
linde tanimlanmuigtir:

Tur/paket tur araglarinda bulundurulmast zorunlu belgeler (Seyahat Acentalari Yonet-

meligi Madde 40):
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a. Seyahat acentast isletme belgesinin TURSAB tarafindan onaylanmus sureti,
b. Paket tur veya tura katilan miisterilerin listesi,
c. TURSAB arac plakast,

d. Arag, seyahat acentast tarafindan kiralanmus ise sézlesme sureti,

o

Baglangi¢ noktasinin da belirtildigi paket tur veya tur programu,
f. Paket tur zorunlu sigorta polige sertifikasi sureti

Transfer araclarinda bulundurulacak belgeler (Seyahat Acentalart Yonetmeligi Madde
41):

a. Seyahat acentast isletme belgesinin TURSAB tarafindan onaylanmus sureti,
b. Transferi yapilan yolcu listesi,

c. TURSAB arag plakast,

d. Transfer elemani kimlik karti,

e. Arag, seyahat acentast tarafindan kiralanmis ise sdzlesme sureti

Denetimler sirasinda bu belgeleri bulunmayan araglarin tur, paket tur ya da transfer faa-
liyeti yapan kagak-belgesiz bir acenta faaliyeti igerisinde oldugu kolaylikla tespit edilebi-
lir. Ancak denetim faaliyetlerinin sik¢a ve etkin olarak yiiriitiilmesinin, sorunun ¢dziimii
agisindan daha kritik oldugu gériilmektedir. TURSAB’in Aralik 2013-Agustos 2015
tarihleri arasinda Tiirkiye genelinde yapilan denetimlerde tespit edilen kacak faaliyetler
ve isletme sayist sorunun ¢arpici boyutunu ortaya koymaktadir (TURSAB 2016):

Isletme belgesiz seyahat acentalig1 faaliyetine iliskin olarak yapilan yol/arag (tur/
paket tur sirasinda yapilan) denetim sayisi: 5471

[sletme belgesiz seyahat acentalig1 faaliyetine iliskin olarak yol/arag denetimi sirasinda
tespit edilen isletme belgesiz faaliyet sayist: 871

[sletme belgesiz seyahat acentalig1 faaliyetinde bulunan isyeri denetim sayisi: 1991
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[sletme belgesiz seyahat acentalig1 faaliyetinde bulundugu tespit edilen isyeri sayist: 836
Internet iizerinden yapilan isletme belgesiz seyahat acentalig: faaliyeti: 629

Toplam 1,5 yillik bir dénemde gergeklestirilen yol-arag denetimlerinde toplam denetle-
nen faaliyet sayisinin neredeyse %20’ye yakininin kacak acentacilik faaliyeti (tur/paket
tur) oldugu tespit edilmistir. Bu oran ciddi bir oran olup her 10 tur otobiisiiniin 2’sinin
yasal olmayan bir faaliyete ait oldugunu gostermektedir. Seyahat acentasi belgesi olmak-
sizin seyahat acentasi gibi ¢alisan igyeri sayis1 da toplam denetlenen isyerlerinin yarisina
yakindir ve internet tizerinden kacak acentacilik yapanlar da dikkate alindiginda soru-
nun boyutunun biiyiikliigii daha net ortaya ¢tkmaktadir.

Kacak acentacilik faaliyetinin diger bir boyutu internet iizerinden konaklama isletmeleri
rezervasyonlart ve ugak bileti rezervasyonlarinin yapilmas: seklinde gerceklesmektedir.
Bu alanin denetimi ve kontrolii ise fiili olarak daha zor gériinmekte ve bu alanda 6zel
herhangi bir diizenleme bulunmamakrtadir. Bu konuda TURSAB tarafindan yiiriitiilen
bir ¢alisma bulunmaktadir ancak bunun teknik olarak denetiminin zorlugu kurum ta-

rafindan da dile getirilmektedir (TURSAB 2017).

Sorunun bir tarafi mevzuatla ilgiliyken diger tarafi uygulamadaki denetimlere iligkindir.
Denetimlerin kim tarafindan nasil ve hangi diizeyde yiiriitiilecegi; yasada tanimlanan fa-
aliyetlerin disinda faaliyet yiiriiten kisi ya da kuruluglarin nasil denetlenecegi ve cezai is-
lemlerin nasil uygulanacagi konusundaki uzun yillar siiren belirsizlik bu alandaki kacak
faaliyet ylriitenleri cesaretlendirmis olmast muhtemeldir. Denetim mekanizmalarinin
yasal olarak tanimlanmasi ve net olarak belirlenmesi, uygulamada bunun nasil yapilaca-
g1 konusundaki yonetmelik ve yonerge gibi diizenlemelerin eksiksiz ve yeterli ¢erceveye
sahip olmasina baglidir. Sorunun internet iizerinden otel rezervasyonu yapilmasi, kacak
tur/paket turlar diizenlenmesi, ugak bileti rezervasyonu gibi bir¢ok boyutu vardir ve
bunlari sadece iki kurulusun (Kiiltiir ve Turizm Bakanligi ile TURSAB'in yerine ge-
tirmesi miimkiin olmayabilir. Uygulamada denetimin yetersiz ve eksik olmasi kagak
acentacilik faaliyetlerini en ¢ok 6zendiren unsurlardan birisi olarak goriilebilir. Yapilan
denetimlerde ortaya ¢ikan tabloda bunu destekler niteliktedir.
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Kagak/Belgesiz Seyahat Acentaciligi Sorunu: Ekonomik Boyut

Belgesiz seyahat acentaciliginin ekonomik boyutu olduk¢a dnemlidir. Seyahat acentasi
kurulusu isyeri yatrimi ve diger maliyetler de dikkate alindiginda ortalama 70 ile 100
bin TL arasinda bir maliyete ihtiya¢ duymaktadir. Bu maliyete katlanarak ticari kuru-
lusu gerceklestiren yasal acentalar vergi, aidat gibi yiikiimliiliiklerinin yaninda personel,
isyeri gibi maliyetleri da karsilamak zorundadir ve bunlar da fiyatlandirmalarini belir-
leyen 6nemli maliyetlerdir. Belgesiz seyahat acentacilik yapan kisi ya da kuruluglar bu
maliyetlerden muaf olduklari icin ¢ok daha diisiik fiyatlarla tur/paket turlar diizenle-
mekte ve bu durum yasal acentalar agisinda ciddi bir haksiz rekabete neden olmaktadir.
Belgesiz seyahat acentacilifi yapanlar piyasadaki talebin bir kismini bu yolla eritmekte
ve yasal seyahat acentalarin pazarlarini daraltmaktadir. Bu durum piyasada haksiz reka-
beti dogurmakta ve artirmakradir.

Sorun, ayni zamanda vergisiz kazang ile ilgilidir. Bu tiir faaliyetlerden elde edilen gelirler
vergilendirilmeyen, kayit dist kazangur. Devlet, bu tiir faaliyetlerle ciddi diizeyde vergi
kaybina ugraulmaktadir. Kisi ya da kuruluglarin bu faaliyetlerden elde ettigi gelirler dev-
letin vergilendiremedigi kayiplar olarak kisilerin kazanglarina dahil olmaktadir. Ayrica
bu tiir organizasyonlarda yer alan kisiler de gogunlukla kayit dist calisan kisiler olmakea;
sorun kayit dist istthdami da beslemektedir.

Sorunun diger bir kismi giivenlik ve sigorta konulari ile ilgidir. Bu tiir kagak tur ve paket
turlarla seyahat eden tiiketiciler, giivenlik ve hizmete iliskin haklarini garanti altina alan
zorunlu seyahat sigortas, ferdi kaza sigortasi gibi yasal garantilerden mahrum kalmakta-
dir. Herhangi bir belgesiz seyahat acentasinin diizenledigi gezide konaklama, ulagim ya
da farklt hizmetlerden tatmin olmayan; taahhiit edilen hizmetin yerine getirilmedigini
diisiinen ya da kaza vb. gibi daha ciddi sorunlarla karsilagan tiiketicinin hakkini arama
mekanizmast ya da yasal muhatap neredeyse bulunmamakradir. Tiiketici ciddi risk al-
tindadir ama ayni zamanda bu risk, sektoriin giivenlik algisini ya da seyahat acentalarina
iliskin genel itibari da tehdit etmektedir.

Kagak/Belgesiz Seyahat Acentaciligt Sorunu: Kiiltiirel-Ahlaki Boyut

Teknolojin gelismesi ve yaygin kullanimina bagli olarak internet gibi elektronik mecray1
denetlemenin zorlugu, turizm sektériinde bu tiir kacak faaliyetler icin bir zemin yarat-
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maktadir. Bu zeminin ticari bir firsat olarak kullanilmasi ya da degerlendirilmesinin
oniine gecmek icin sadece cezai yaptirimlar ve uygulamadaki denetimler yeterli ola-
mamaktadir. Uzun yillardir artarak ve hacmi genisleyerek biiyiiyen bu sorunun sadece
yasalarla, uygulama ve denetim dnlemleriyle ¢dziilemedigi goriilmekeedir. Bu durum,
sorunun bagka boyutlarinin da olabilecegine iligkin fikir vermektedir. Herkes icin bag-
layict toplumsal kurallara, yasalara uygun hareket etmeyen ya da yasa ile diizenlenmis
kurallart esnetme, bogluklarini bulma ve bunlardan faydalanmaya yonelik bir kiiltiirel
egilime sahip bireyler ve kurumlar i¢in hukuk ve uygulamadaki diizenlemeler yeterli
olmayabilir. Sorunun boyutlari, devletin kendi kurumlari tarafindan yasalarin ihlal edil-
mesi de dahil olmak iizere, uzun yillardir yasal diizenleme ve kismi denetimlere ragmen
artarak devam eden bir gerceklige sahiptir. Bu durum yasa digindaki hareket alanini
mesru; denetimdeki eksikligi firsat olarak goren bir zihniyetin, bu tiir faaliyetleri yiirt-
tenlere hakim oldugunu gostermektedir.

Her ne yapilirsa yapilsin, yasalara uymama ya da yasalardaki bogluklari degerlendirip
ticari olarak bir kazang elde etmeye yonelik bir egilim devam ettikge, sorunun da devam
etmesi olasidir. Sorunun kékten ¢dziimii icin yasal ve uygulamaya iligkin énlemlerin
yaninda kiiltiirel ve ahlaki boyutun da dikkate alinmast gereklidir. Kolay yoldan para
kazanmanin ve kayit digt gelir elde etmenin kiiltiirel olarak da cezalandirildigi toplumsal
deger yargilarinin giiglendirilmesi bu tiir sorunlarin uzun vadede tamamen ortadan kal-
dirilmast agisindan bir zorunluluk olarak gozitkmektedir. Haksiz kazang, haksiz reka-
bet, vergisiz kazang, kayit dist gelir gibi birbiriyle ilintili olumsuz ekonomik tutumlari,
bireyler ve ticari isletmelerin gayri ahlaki bulmasi ve benimsememesi; bu kiiltiiriin yay-
ginlastirilmast icin devlet, kurum ve bireylerin benzer yaklagimlara sahip olmasi 6nem
arz etmektedir.

Sonug ve Oneriler

Sorunun ve ¢déziimiin ilk boyutu mevzuata iliskin diizenlemelerdir. Cezai yaptirimlarin
sucun olugmasinda etkinligi bilinmektedir ve yasal olmayan acentacilik faaliyetlerinde
hem para hem de hapis cezasini dngoren daha sert miieyyidelere ihtiyag vardir. Mevcut
yasadaki iki bin ile en fazla bes bin TL arasindaki para cezast yapuriminin, bu tiir faali-
yetleri yiiriiten kisi ya da kuruluslar i¢in ¢ok caydirict olmasi beklenmemelidir. Herhan-
gi bir paket tur ya da birkag turdan elde edilecek gelire esit olan bu mikrar caydirict bir
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ceza olmaktan uzakur. Kagak acentacilik faaliyetine yonelik sorunun ¢oziimii agisindan,
cok daha yiiksek miktarlarda para cezasi ve daha dnceki yasada var olan hapis cezasi
hitkmiiniin getirilmesi, sucun caydiriciligini artiracakur.

Kagak acentacilik faaliyetlerinde denetimin etkinligi, faaliyetlerin sikligi ve yayginlig:
ile miimkiindiir. Ornegin sadece belli bir destinasyonda belli bir zaman diliminde ger-
ceklestirilen denetimlerin, bu faaliyetlerin 6niinii kesmesi icin yeterli olmayabilir. Tiir-
kiye'de destinasyon bazinda sabit denetim birimlerinin ve noktalarinin olugturulmast
etkinligi arurabilir. Ayni zamanda denetim ekiplerinin nicel olarak artirilmasi ve yay-
ginlagtirilmasi; motorize ekiplerin de olusturulmasi etkinligi arurabilir. Bununla birlikee
faaliyetlere katilan personelin can giivenliginin garanti altina alinmasi ve sozlii ya da fiili
siddet olasiligina karsi yasal olarak giivence altina alinmasi gerekmektedir.

Bunun disinda kamu kurumlari nezdinde ayri tedbirler alinmasi gerektigi agikuir. Yo-
neticilerin daha detayli ve siirekli olarak bilgilendirilmesi, egitimlerin verilmesi ve cezai
yapurimlarin kisisel olarak makami temsil eden kisileri de baglayan ¢ercevede uygulan-
mast saglanabilir. Ozellikle belediye ve egitim kurumlart nezdinde daha yogun 6nlemler
alinmasi gerekmektedir. Kamu kuruluglarinin kamu hizmeti olarak gerceklestirmek is-
tedigi organizasyonlara iliskin yasal ¢cercevenin ydnetmelik, yonerge ve genelgelerle net
olarak yeniden tanimlanmasi ve uygulamada daha siki kontrol mekanizmalarinin iiretil-
mesi gerekmektedir. Bu tiir kamu kurumlarina istisnai yaklasmak, ayricalik tanimak ya
da yasanin emredici hiikiimlerini uygulamamak suistimale neden olacakuir.

Uygulamada denetleyici kurulus sayisinin artirilmast, rehberler odasinin da bu denetim-
lerde yetkili kilinmasi; bakanlik ve TURSAB’in denetimlerde kullanacagi birimi ayrica
orglitlemesi ve istihdam etmesi diigtiniilebilir. Bu denetimlerde kullanilan personel igin
tesvik-6diil sisteminin getirilmesi 6zendirici bir unsur olarak kullanilabilir. TURSAB
biinyesindeki mevcut telefon hattindan ziyade daha merkezi ve pratik bir Sikayet hat-
unin (ALO kagak tur gibi) kurulmasi ve bunun etkin bi¢cimde tiim kurumlar ve desti-
nasyonlar temelinde duyurulmasi saglanabilir. TURSAB’in kurdugu telefon hattindan
ziyade daha pratik ve akilda kalicy; tiiketici ya da vatandaglarin dogrudan ulasabilecegi
bir hat kurulmas: etkili olabilir. Kamu kurumlari ve 6zellikle egitim kurumlarinin di-
zenledigi tur/paket turlar konusunda oncelikle idarecilerin bilgi ve farkindaligini ar-
tirmaya yonelik seminer ve egitimler; bunun yaninda daha etkili bir denetim siireci
uygulamak hayata gecirilebilir.
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Sorunun internet ya da elektronik program ve uygulamalar {izerinden yiiriiyen boyutu-
na iliskin daha siki kontrollere ihtiyag oldugu agiktir. TURSAB ile Turizm Bakanliginin
bu alanda bilisim teknolojileri kurumu ile isbirliginde teknolojik gelismelere paralel ¢6-
ziimler tiretmesi gereklidir. Bununla birlikte denetlenmesi en zor alanlardan biri olan
internette, tiiketicinin bu konuda daha fazla bilgilendirilmesi ve farkindaliginin artiril-
mast ¢dziime katk: saglayacaktir. Bunun icin ¢ok yaygin kullanilan ve bilinen ¢evrimici
mecralarda bilgilendirici, uyarici ilanlar ve yonlendirmelerin yapilmasi, tiiketicinin bi-
lin¢lendirilmesi yerinde olacaktir.

Sadece turizm sektoriinde degil tiim ekonomik yasamda, kisilerin ve ticari kuruluglarin
benzer kosullarda ve adil bir rekabet ortaminda faaliyette bulunmalari 6nemlidir. Orta
ve uzun vadede, tiim egitim siireglerinde haksiz kazang elde etmenin ve ticari olarak
baskalarinin kazancina ortak olacak yasadist ve haksiz rekabetin yanlighg, ahlaki bir
erdem olarak bireylere 8gretilmelidir. Toplumsal deger yargilari ve kiiltiirel iklim agisin-
dan bu tiir yanlis ve yasadisi girisimlerin bir uyaniklik ya da ticari deha olarak goriiliip
6viilmesi yerine, bu tiir faaliyetlerin toplum tarafindan da onaylanmamasi zorunludur.
Ancak boylelikle sorunlarin ¢oziimiine iligkin daha rasyonel ve sonug alict alternatifler
tiretilebilir.
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THE EFFECT OF PERCEPTION OF
LEADERSHIP THAT REINFORCES
LEARNING ON ORGANIZATIONAL
COMMITMENT

Apyse Ipek Koca Balli; Erding Ball:

Abstract

The importance of learning organization (LO) is increasing every day because of it effects on organiza-
tional output. Therefore, the study of learning organization and its effects is important for the success of
organizations. Learning organization can be defined as the process of development in the thinking and
actions of people belonging to, or working with organizations, which then become institutionalized and
integrated into organizational practice, Learning organization consists of 3 different building blocks.
One of them is the leadership that reinforces learning. In this context, the purpose of this study is to
analyze; impact of leadership that reinforces learning on organizational commitment. Questionnaire
technique has been used as the data gathering method and for this purpose organizational commitment
scale of Meyer & Allen (1991) and leadership that reinforces learning scale of Garvin, Edmondson
& Gino (2008) have been used in this study. The staff in the 4 and 5 stars hotel business in Adana
province were included to the research and acquired data have been analysed with Structural Equation
Modeling (SEM). As a result of the research; leadership that reinforces learning influences emotional
commitment (Y=,43, t=4,98) and normative commitment (Y=,28, t=3,30) from the dimensions of
organizational commitment; it was determined that there was no significant effect on continuity com-
mitment (Y=,08, t= 0,97).

Keywords: Learning Organization, Leadership That Reinforces Learning, Organizational Commit-

ment, Hotel Businesses.

1. Introduction

Today, in the days of information age, for organizations, there is a constant change
brought about by internal and external environmental dynamics. In an information
society where change is so fast and intense, the ability of organizations to gain a
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competitive advantage is linked to their learning ability (Oneren, 2008). The information
obtained as a result of learning is a very important and valuable resource in terms of
the capacities of organizations to adapt to changes in environmental factors (Yal¢in &
Ay, 2011). Workers in organizations that have a sense of learning are an important part
of this learning and change process. Employees not only make the progress continue
in a healthy manner, but also feel happier and more committed to their organization
as they actively participate in the learning process. There are important factors in the
organization that influence the learning process and the involvement of employees in
this process. Leaders’ behavior is at the top of these factors. Whether or not leaders
are open to learning, whether they support learning, and whether they can provide
the necessary environments for learning, can influence the learning process and the
involvement of employees in this process (Garvin, Edmondson & Gino, 2008). In this
context, this study examines employees’ perception of leadership that reinforces learning
and the effect of this perception on their organizational commitment.

1.1. Learning Organization Concept

Organizations need to use their information constantly in order to survive in a competitive
environment that emerges as a result of technological developments and they also
need to adapt to these developments. For this, it is necessary to change the traditional
structures of organizations and to restructure them by giving those ways of accessing
information, processing information and evaluating them in an organizational structure
(Elma & Demir, 2000: 43). According to Garvin, without learning, organizations and
individuals only repeat old experiences and practices. Changes and improvements occur
either as coincidences or as short-lived (Garvin, 1993: 78).

Learning implies permanent behavioral changes in the individual, resulting in practices
and experiences (Schunk, 2004: 42). Organizational learning, on the other hand, is the
continuous renewal of the organization by using the learning process consciously at the
level of individuals, groups and organizational systems to better satisfy the needs and
desires of the stakeholders (Teare, 1998: 97; Cengiz, 2006: 47). Individual learning
in the first stage means that the individual acquires new information and processes it,
learning at the group level in the second stage means processing individual information
in the group and transforming it into results (Marsick & Watkins, 2003). Organizational
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learning, on the other hand, is defined as the acquisition and application of information,
ability, value, and behavioral patterns by developing group-level learning to ensure
continuance, development and growth of the organization (Guns & Anundsen, 1998:

16).

The acceptance of organizations as learning organizations started with the work of
Argyris and Schon in 1978. Especially after Peter Senge’s studies which coincided with
the 1990’s, the tendency to accept the learning as a lifestyle for organizations has begun
to emerge (Cullen, 1999: 47). Unlike the concept of organizational learning, the learning
of an organization means to establish a ground for creating new information, to use the
new-developed information in the production of new ideas and systems, to encourage
the recreation of information by counting all the skillful learning opportunities that it
has obtained from it (Kogel, 2003: 438).

The organizations that reveal, acquire and transfer the information, that create new
information and transfer it to all members of the organization, that have the culture,
flexibility and ability in changing the organizational activities into the ones reflecting
these new information and opinions are called learning organizations (Pinar, 1999: 25).

The learning organization is a community of which individuals at every stage seek to

increase their capacities in order to produce effective results individually and collectively

(Gregory, 2000: 164).

The most important feature of learning organizations is that they are organizations that
make learning easier for all of their employees and renew themselves constantly. In
this sense, they have the capacity to change, develop and transform to respond to the
individuals’ needs, wants and expectations within and outside the organization (Pedler,
Burgoyne & Boydell, 1991: 1).

From what point of view, learning organizations are defined by organizations that are
most open to change, the most dynamic, and the most capable of adaptation. All the
new developed managerial and organizational concepts can be easily associated with the
learning organization concept. In the age of information when organizations are in the
need of rapid learning, it is an undeniable fact that the learning organizations that are
going to have superiority are the ones only that learn at a speed parallel to the pace of
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changing information (Seymen and Bolat, 2002, 112).

Being in more harmony with the external environment, encouraging individuals to
learn continually, having the ability to renew themselves, supporting innovation and
creativity to develop skills and motivation, having an organizational culture that supports
individual and group learning, the use of tools and techniques to help individual and
group learning, the use of learning outcomes for continuous improvement can be taken
into consideration as some of the features learning organizations have (Saw, Wilday &
Harte, 2010: 240).

Senge (2007: 15) defended the necessity of system thinking, personal domination,
mind models, shared vision and team learning as the disciplines in which learning
organizations are built and continuously increasing the capacity of these organizations
to reach at their goals.

1.2. Leadership in Learning Organizations

It forms the basis of the learning organization where employees constantly feel they
have to develop themselves. As a result of being an information society, the success
of organizations has become dependent on the ability of employees to find, acquire,
create and use information. Today, many executives have realized the fact that many
information, strategy, technology and leadership forms have lost their validity in our
modern, dynamic business world. These executives are aware that they have to adapt to
changing circles by increasing their learning abilities in order to be able to sustain their

business world (Kogel, 1996: 37).

According to Senge, traditional views about leaders have based on an individual and
non-systematic worldview as those who guide, take decisions together, and mobilize
troops. Senge, on the other hand, states that the leaders in the learning organizations
are designers, administrators and teachers at the same time. Leaders in the learning
organization are responsible for the learning activity (Senge, 2007: 367).

The main function of leaders in learning organizations is to create an environment
that facilitates learning at the individual, group and organizational levels, to increase

employees’ motivation to learn and to allow them to create accurate and new
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information. In this case, the leaders fulfill the role of designers as well as the role of
instructors who take an active role in the learning process. In learning organizations,
leaders’ learning potential is not about what leaders know, but about how they learn; in
other words, it is about their learning process (McGill et al., 1992: 10).

The most important task of the leader in learning organizations is to lead change. In
an environment where everyone knows, it is to lead the new learning. In this sense, the
leader is responsible for learning. For example, leadership should provide employees
with the opportunity to understand complexity, solve problems, clarify their views, and
develop common philosophical models. It is necessary for the leader to have ideas to
guide the organization in order to create the learning environment of the organization,
to prepare the infrastructure necessary for employees to learn, and to be an example to
other employees with his/her team (Ozden, 2008: 126).

Garvin, Edmondson & Gino (2008: 4) calismalarinda; liderligin, orgiitsel 6grenmenin
onemli yapitaglarindan biri oldugunu belirtmislerdir. When leaders actively question
and listen to employees—and thereby prompt dialogue and debate- people in the
institution feel encouraged to learn. If leaders signal the importance of spending time
on problem identification, knowledge transfer, and reflective post-audits, these activities
are likely to flourish. When people in power demonstrate through their own behavior a
willingness to entertain alternative points of view, employees feel emboldened to offer

new ideas and options,

1.3. Organizational Commitment

Whatever purpose they are established for, organizations use production tools and
inputs that we can order in the form of raw materials, money, capital, information,
entrepreneurship, technology and labor force during the production and service delivery
processes. Perhaps the most important of these inputs is labor, in other words, human
resource. Because employees are the ones who put out the product using other inputs
and resources. Hence, the factor of working in organizations is directly related to the
success of the organization and its sustainability. Inparticular, the human factor is
heavily used in the process of producing and presenting the product. Therefore, it seems
that the success of the employee in labor-intensive hospitality managements plays an
important role in the success of the organization. There are many factors that affect the
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success of employees in the organization. One of these is organizational commitment,
which expresses the psychological effect of the employees on the job. Organizational
commitment is generally the employees’ desire to stay within the organization, and
their attachment to organizational goals and values. Organizational commitment can be
defined as the individuals satisfaction or attachment status shaped by the organizations
they work for (Raza & Nawaz, 2011); the individual’s level of identification and cohesion
with a particular organization (Mowday, Steers & Porter, 1979); a psychological
situation that attaches the individual to the organization and reduces the possibility
of his/her separation (Allen & Meyer, 1990); the entirety of normative powers that
satisfies the purpose and desires of the organization and is internalized by the individual
(Heshizer, Martin & Wiener, 1991).

Meyer and Allen defined the organizational commitment as a kind of psychological
state, a behavior that shapes employees” attachment to the organization and makes
it a decision to become a permanent member of the organization, and they based
commitment to organization on a three-dimensional model that consists of affective,
continuance and normative commitment (Meyer & Allen, 1991: 67). These three
dimensions provide information about the relationship between the organization and
the employee in general terms and the factors that cause the employee to continue to be
a member of the organization (Kaya & Selcuk, 2007: 179).

Affective Commitment: Employees identify with the goals and values of the organization
and make extraordinary efforts for the sake of the benefit of the organization. It can be
said that the employees feel a sense of loyalty to their organizations to the extent they
identify with the goals and values of the organization (McGee & Ford, 1987: 638-642).

Continuance commitment: It is the maintenance of the membership of the organization
because it is thought that the loss of separation from the organization will be great. It is
called “rational commitment” or “perceived loss” (Chen & Francesco, 2003: 62).

Normative Commitment: It is the case that the employee continues to work in the
organization by feeling him/herself under obligation, on the grounds that the business
culture and other social norms make him/her believe that the correct and moral attitude
is the continuance of the membership of the organization (Gautam, Van Dick &
Wagner, 2001: 240).
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2. The Method of Research

2.1. The Purpose and Scope of Research

When employees feel loyal towards their organization, they make their job in the
organization as successful as they can, so they contribute to the organization. The
level of organizational commitment of employees is influenced by many factors.
Leadership is a key determinant of organizational commitment (Mowday et al, 1982).
Studies have found that there is a relationship between leadership and organizational
commitment, in other words, organizational commitment is influenced by leadership
(Mowday et al, 1982; Dick & Mctcalfe, 2001; Bono & Judge, 2003; Walumbwa &
Lawler, 2005; Ismail & Yusuf, 2009; Burmann et al., 2009; Voon et al, 2011; Goksel &
Aydintan,2012; Rehman et al. 2012; Almutairi,2013; Wallace et al., 2013; Demirtas,
& Akdogan, 2014). Another important variable affecting organizational commitment
is organizational learning. Farrel (1999), McMurray and Dorai (2001), Kontoghiorghes
and Bryant (2004), Krishna (2008), Hsu (2009), Tseng (2010), Naktiyok and Iscan
(2014) found that there is a relationship between organizational learning perception and
organizational commitment. Although there are many studies in literature that focus on
the effects of both leadership and organizational loyalty on organizational commitment,
no study examining the effect of empowering leadership to learn on organizational
commitment has been found. From this point of view, the aim of this research is to
examine the relationship between the sense of leadership that reinforces learning, which
is an important building block of learning organizations and organizational commitment
within the context of hospitality management employees.

2.2. The Models and Hypotheses of Research

The research model revealed in the aim and scope of the research is shown in Figure 1
and while the empowering leadership to learn is determined as the independent variable,
the dimensions of organizational commitment (affective commitment, normative
commitment and continuance commitment) are determined as the dependent variable.
The hypotheses created and tested in this direction are:

H: In hospitality management, leadership that reinforces learning affects affective
commitment.
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H,: In hospitality management, leadership that reinforces learning affects normative
commitment.

H,: In hospitality management, leadership that reinforces learning affects continuance

commitment.
Affective
Commitment
Leadership That _ Normative
Reinforces Learning Commitment
Continuance
Commitment

Figure 1. Research Model

2.3. The Universe and Sample of Research

The universe of the research is composed of 4 and 5 star hotel employees operating in
Adana province. In the survey, 8 hotels were allowed to collect data and 186 employees
were reached from these 8 hotels. The total number of validated surveys is 168. 18

questionnaires were excluded from the evaluation for various reasons.

2.4. Data Collection Tools and Method of Analysis

The data needed to accomplish the purpose set in this study were collected by the
survey method. The questionnaire form used consists of three parts in total. In the
first part, within the learning organization scale developed by Garvin, Edmondson
and Gino (2008) the 8-item instrument of leadership that reinforces learning was
used. In the second part, developed by Meyer and Allen in 1991 the organizational
commitment scale, an 18-item instrument, that intends to test the affective, normative
and continuance commitment was used. These two scales were set on the 5-point Likert
type scales and the response options were graded as (1) Absolutely I do not agree, (2) 1
do not agree, (3) I am undecided, (4) I agree, (5) I definitely agree.
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In the third and final section, there is a demographic information form consisting of

five questions. In the study, firstly, validity and reliability analyzes were made, and these

were followed by hypothesis tests. The data obtained in the study were analyzed using

the SPSS (Statistical Program for Social Sciences). Structural validity of the scale was

done by factor analysis, the reliability of the data was tested by Cronbach’s Alpha and

the developed hypotheses were tested by the correlation analysis.

3. Data Analysis and Findings

3.1. Demographic Characteristics of Survey Participants

Numerical and percentile distribution results are the first among the research findings.

The frequency distributions and demographic information like the age, gender,

education level, title and work experience of the 168 hotel employees who applied the

questionnaire are shown in Table 1.

Table 1. Demographic Characteristics of Participants

Gender N % Work Experience n %
Male 124 73,8 Less than 1 39 23,2
Female 44 26,2 1-5 93 55,4
Education Level N % 6-10 24 14,3
Secondary school and its under 39 23,2 11-20 7 4,2
High school 81 48,2 More than 21 5 3,0
Undergraduate 36 21,4 | Age n %
Bachelor 11 6,5 18-25 18 10,7
Master or doctoral degree 1 .6 26-35 66 39,3
Title N % 36-45 47 28,0
Employee 119 70,8 46-55 27 16,1
Supervisor 45 26,8 More than 56 10 6,0
Manager 4 2.4
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3.2. The Results of Confirmatory Factor Analysis

Confirmatory factor analysis (DFA) was applied to test the scale structures used in the
research. The fit index of the model obtained from the first level confirmatory factor
analysis was examined in order to determine its relation to the items of leadership scale
that complicate learning; and when the items 1, 6 and 7 were excluded, it was seen
that the minimum chi-square value (32 = 10,68 df = 5, p = 0.00) was significant. The
fit index values were founded as RMSEA = 0.083, GFI = 0.97, CFI = 0.99, and NFI =
0.98. This fit index indicates that the one-factor model is acceptable.

The fit index of the model obtained from the first level confirmatory factor analysis was
examined in order to determine its relation to the items of organizational commitment
scale, and it was found that the minimum chi-square value (x2 = 171,13 df = 116, p =
0.00) was significant when the 6 items that belong to the affective commitment sub-
dimension were excluded. Furthermore, the fit index values were found as RMSEA
= 0.054, GFI = 0.90, CFI = 0.98, and NFI = 0.94. This fit index indicates that the
three-factor model is acceptable. The significance values in the ANOVA table obtained
as a result of reliability analysis applied to the organizational commitment scale were
found to be smaller than 0.05 (p <0.0001). This indicates that the obtained Cronbach’s
Alpha coefficient is interpretable. The Cronbach’s Alpha coefficient of the organizational
commitment scale was calculated as 834 which suggests that the scale is reliable.

3.3. The Structural Equation Model

In the second stage of the analysis, a path analysis was made for the model established
by the structural equality model. With the path analysis, besides testing the hypotheses
of the study, it is also aimed to determine the most appropriate model that explains
existing relationships. The reliability analysis of the scales applied in the study using
Cronbach’s Alpha coeflicient showed that the significance values in the ANOVA table
obtained as a result were found to be smaller than 0.05 (p <0.0001). This indicates
that the items forming the scale are homogeneous in themselves, related to each other,
and that the obtained Cronbach’s Alpha coeflicient is interpretable. The Cronbach’s
Alpha coefficients of the scales are given in Table 2 and it can be said that the structural
reliability is acceptable.
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Table 2. SEM Results for Research Models

Standardized 2 s
ctamats T value| R |Reliability
Leadership That Reinforces Learning (LTRL) 0,883
2 My managers acknowledge their own limitations with respect to an ge
owledge, information, or expertise 0.79 11.59 | .62
Ih:rB . My managers ask probing questions. 0.7 10,67 | .55
Iltrl4. My managerslisten attentively. 0.7 10,78 | .56
5. My managers provide time, resources, and venues for identifying .
roblems and organizational challenges 0.83 12,54 | .69
trl8. My managers criticize views different from their own. 0,77 1131 | .60
ective Commitment (AC) 0,901
ocl. I would be very happy to spendthe rest of my careerin this 0.77 50
organization. e :
oc2. I really feel asif this organization’s problems are my own. 0.7 10,53 | .63
oc3. I feel like “part of my family’ at this organization. 0.84 1123 | .7
oc4. I feel ‘emotionally attached’ to this organization. 0.81 10.74 | .65
oc5. This organizationhas a great deal of personal meaning for me. 0.82 10,90 | .67
ormative Commitment (NC) 0,878
oc7. I feel any obligation to remain with my organization. 0.85 72
E)eis‘:elix'en if it were to my advantage. I donot feel it would be right to 07 1136 | 58
oc9. I would feel guilty if Ileft this organizationnow. 0.67 951 | 45
oc10. This organization deserves my loyalty. 0.83 1292 | .69
ocl1. Iwould notleave my organizationright now because of my sense
of obligation to it 0.83 12,94 | 69
oc12. I owe a great deal to this organization. 0.74 1097 | .55
ntinuance Commitment (CC) 0.864
oc13. Itwould be very hard for me toleave my job atthis organization 0.54 20
right now evenif I wantedto. . i
oc14._ Tog much of my life would be disrupted if I leavemy 0.90 760 | 81
organization. .
ocl5. Right now, staying with my job at this organizationis a matter of] -
: - 0.94 7.69 | .88
Inecessity as much as desire.
oc16.4 I bgheve Thavetoo few optionsto consider leaving this 056 580 | 32
organization.
oc17. One of the few negative consequences of leaving my job at this .
organization would be the scarcity of available altemative elsewhere. 0.73 6.81 | .53
oc18. One of the majorreasons I continue to work for this organization 0.66 646 | 44
jis thatleaving would require considerable personal sacrifice. = = &
[HYPOTHESSES [RESULTS
Hi:LTRL>AC 0.43 1498 [Supported
H>: LTRL > NC 0.28 3.30 [Supported
H;: LTRL >CC 10.08 10.97 ot supported
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According to the results of the structural equation model analysis, while the H3 hypothesis
was being rejected, the H1 and H2 hypotheses were not. As shown in Table 2, a positive
effect of leadership that reinforces learning was found on the affective commitment (y =,
43,t=4.98) whichisasub-dimension of organizational commitment. Furthermore, itwas
also seen thatleadership that reinforces learning had a positive and significant effect on the
normative commitment (y=, 43, t = 4.98). Finally, it was discovered that the empowering
leadership to learn had no significant effect on continuance commitment. The path
diagram of the structural equilibrium model established in the study is shown in Figure
2 and shows the causal relationships between observed and unobserved (latent) variables.
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Chi-Square=334.49, df=206, P-value=0.00000, RMSEA=0.061

Figure 2. SEM Diagram Of The Model

As seen in Table 3, the values of goodness of fit for the structural equation model are
generally at the expected level. In this sense, when the fit indexes of the analyzed model
were investigated, it was found that GFI (Goodness of Fit Index) value was 0.88, CFI
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(Comparative Fit Index) value was 0.96, NFI (Normed Fit Index) was 0.91, %? (chi-
square statistic) value was 334.49, (df) = 206, p = 0.00 and RMSEA = 0.61. According
to these results of the analysis of structural equation model, it can be said that the model
is acceptable (Browne and Gudeck, 1993; MacCallum, Browne, and Sugawara, 1996;
Hu and Bentler, 1999).

Table 3. Fit Index Values of Model

Measures Good Fit Values Acceptable Fit Values Model
CMIN/DEF= y?/df 0<y*/df<2 2<y?/df <3 334,49/206 = 1,62
RMSEA 0.00<RMSEA<0.05 0.05<RMSA<0.10 0.061

GFI 0.95<GFI<1.00 0.90<GFI<0.95 0.88

NFI 0.95<NFI<1.00 0.90<NFI<0.95 0.91

CFI 0.95<CFI<1.00 0.90<CFI<0.95 0.96

4. Conclusion

Continuing its presence, which is one of the most fundamental objectives -subsequent
to making profits- of a business management, is becoming increasingly difficult for
a business management in today’s competitive business world. Organizations seen as
a living organism as a result of the open system approach need constant learning to
maintain their existance and adapt to the developments of modern world. The fact that
learning organizations have the ability to uncover information, create new information
and change their organizational activities by transferring that information to all members
of the organization to reflect these new information and opinions, enable organizations
to turn themselves into learning organizations and increase their competitive abilities
in this competitive business environment. Hospitality management is a sector in
which there is a high employee turnover rate. Despite the fact that the human factor
in this sector is more important than other sectors because it operates in the service
sector, the high employee turnover rate leads to the idea that employees may have a
problem with their organizations in terms of their organizational commitment. From
this point of view, it is thought that a leader that helps his/her employees to learn,
develop, and helps them solve their problems, lets them explain their views and provides
them with the opportunity for developing mutual philosophical models will increase
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employees’ organizational commitment. In this research, it was aimed to determine
the relationship between organizational commitment and leadership that reinforces
learning in organizations. The relation among the variables was examined in the sample
of the employees of 4 and 5 star hotel companies operating in Adana province. In order
to measure the level of relationships, the section of leadership that reinforces learning
in Garvin, Edmondson and Gino’s (2008) learning organization scales, and Meyer and
Allen’s (1991) organizational commitment scales were used. Looking at the results, it
appears that empowering leadership to learn has a positive and significant impact on
the affective commitment. Mowday et al. (1976) think that the affective commitment,
which is seen as the most important dimension of organizational commitment, is a
sincere belief in maintaining the institutional continuance and a kind of acceptance
and internalization of the institutional values and norms. However, in the affective
commitment they also think that there is a harmony between the organizational
values and employee’s own individual values. Therefore, in the affective commitment,
the employee actively and voluntarily participates in the direction of organizational
goals and aspires to continuance in this participation. Because the employees are able
to find more opportunities in active and voluntary participation, it is understandable
that affective commitment is high in an organization with high sense of leadership,
which means an organization where its leader is both aware of his/her own knowledge
and open to others’ opinions, where she provides a continuous learning environment

without criticizing different ideas.

In the normative commitment, employees see it as a moral behavior to continue to work
in the organization, act with norms of loyalty to the organization and have motivation
to exhibit the most appropriate behaviors and to do their best for the organization.
Normative commitment also makes it possible for employees to feel themselves as obliged
to their organization, as a result of investments and expenditures (payouts for individual
development programs, training grants and other grants) made for them. This forces
employees to stay in the organization, so normatively makes them commit themselves
to the organization (Meyer & Allen, 1991: 72). If the leader in the organization acts
with a view that supports learning and creates a continuous learning environment for
the employees, the employees” tendency in feeling themselves self-indebted will increase,

and this may lead to an increase in normative commitment.
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This research is important in the sense that it is the first among the other researches
that investigate the relationship between organizational commitment and the sense
of empowering leadership to learn in learning organizations in our country. Previous
researches have investigated the relationship between the organizational commitment
and the organizational learning climate or the empowering leadership of the learning
organization. What is more, given the limited international research on the subject, it is
believed that this research will make a remarkable contribution to the current literature.

As a result of the study, it is seen that the perception of leadership that reinforces learning
has a positive impact on the affective commitment. Providing affective commitment,
which is the most important and desirable form of the organizational commitment, is
so difficult. The study found that the perception of leadership that reinforces learning
increased the affective commitment. In this sense, for both public and private business
managers, it has been revealed that leadership practices that support learning and
participation in decision-making by creating a learning environment have a remarkable
increasing impact on the affective commitment. For this reason, in terms of organizational
success, what is recommended for the practitioners that it is for their benefit to
constitute some culture and policies necessary for increasing the leadership practices
that support learning. By means of trainings, a hospitality management company that
has learning organization culture will ensure that employees feel themselves important,
so will increase the level of the employees’ organizational commitment.

Any future study to be done on this subject in different regions and sectors will let us
make a comparison with similar researches and will contribute to the development of
the literature in this field. In addition, through the learning organization scale developed
by Garvin, Edmondson and Gino (2008), only the section of leadership that reinforces
learning has been used within the scope of this study. So, it is recommended for the
researchers to apply the other sections of the scale and search for their relations between
both the commitment and the other organizational variables.
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PERSON-JOB FIT AND INNOVATIVE
WORK BEHAVIOR: THE MEDIATING
ROLE OF JOB ENGAGEMENT

Emine Kale, Fatih Pektas

Abstract

Individuals’ actions are of crucial importance for continuous innovation and improvement. Innovative
work behavior is an individual’s behavior that aims to achieve the initiation and intentional intro-
duction of new and useful ideas, processes, products or procedures. Person-job fit is the match of the
requirements of a job with the personality, knowledge, skills and competency of a person. The existence of
person-job fir affects innovative work behavior positively. In addition, individuals with job engagement
are more successful because they do their responsibilities at work with high energy and performance and
with participating physically, cognitively and emotionally in their work. The purpose of this study is ro
investigate the mediating role of job engagement on the relationship between person-job fit and inno-
vative work behavior.Data were gathered from three, four and five-star hotels serving in Cappadocia
region. Data were collected using a questionnaire and 243 applicable questionnaire forms were gathe-
red at the end of the study. Structural equation modeling was implemented in the study ro empirically
test the proposed research model. The study found that person-job fit made a direct and indirect impact
on employees’ innovative work behaviors. Results from structural equation modeling supported that job
engagement partially mediated the relationship between person-job fit and innovative work behaviors.

Introduction

With the fast developments in the field of globalization and technology, it becomes
necessary that the businesses create an advantage of competition by revealing their
differences in the world of business in which the competition increases. The fast
alteration apart from the business changes the management behavior of the businesses
in time. One of the important factors which has the key role in terms of creating a
sustainable competition advantage in a continuous competition environment is how

the businesses give importance to the development of novelty and innovative business
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behavior. It is emphasized widely in the literature that the innovative business behavior
has a vital importance for the businesses’ survival for along time and carrying out their
functions effectively (e.g.,Kanter, 1988;West and Farr, 1989; Oldham and Cummings,
1996;De Spiegelaere et al., 2014) Theinnovative work behavior is the main theme of the
innovative output’s coming out(De Jongand Den Hartog, 2010).

The innovative work behavior is identified as an employee’s development, adoption and
implementation of the new ideas of the products, processes and procedures in a role,
group and organization (West and Farr, 1989;De Spiegelacre et al., 2014) Innovative
work behavior is related to the employees who find advice and practice new and useful
ideas about the work. Thus, innovative work behavior is generally accepted as a useful
behavior for the organizations (De Spiegelaere et al., 2014).

The innovative work behavior is a process which has lots of stages, because it is related
to idea exploration, idea generation, idea championing, and idea implementation in
individual, team and organizational level to enhance the work performance (Scott and
Bruce, 1994; Janssen, 2000;De Jong ve Den Hartog, 2007). The employees™ behaviors
of exploring the new technologies, advising new ways providing to reach the aims,
applying new working methods and securing the new sources to apply the new ideas and
searching for new sources are examples of innovative behaviors (Yuan and Woodman,
2010). While the creative behavior is about creating new ideas, new behavior involves
both the manufacture of new ideas and application of them (Zhou, 2003).

It is important to investigate the innovative behaviors in individual and organizational
level, because some changes are required in the organizational frame and processes
(Mironet al., 2004). The surveys about the innovative behaviors held before were about
the individual features, the last surveys give more importance to the organizational
environment changes (exp. the culture of organization and the relation of the employees
with the auditors) (Park et al.,2013).

The surveys before find out that various factors such as the organizational encouragement,
empowerment, communication and relation between the sources and group members
affect the innovative behaviors of the employees (Amabile, 1996; Martins and
Terblanche, 2003; Pieterseet al. 2010). The studies on the effects of the concepts such
as the person-job fit and job engagement on the innovative work behavior are limited.
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The aim of this study is to investigate the relationship between the person-job fit and
job engagement on the innovative work behavior, and to search the role of the job
engagement on the effect of person- job fit directed to the innovative work behavior.

2. Theoretical Framework and Hypotheses
2.1. Person-Job Fit and Innovative Work Behavior

Person-job fit is identified as the convenience between the features of the employee and
the demands of the work (Kristof, 1996; Cable and DeRue, 2002). It is about how
much the individual features meet the needs of the work environment intended for the
individuals’ work (Munchinsky and Monahan, 1987). These features includeknowledge,
skills and abilities necessary to meet the demands of the work. (Edwards, 1991).

Two approaches; (1)demands-abilities and (2) needs- supplies are adopted basically in
the use of person-job fit (Edwards, 1991). While the first approach is that the employee’s
knowledge, skill and ability are paired with the things involving the duty and the work of
them; the second approach is held when the employees’ needs, desires or choices are met
thanks to the work they maintain. The second approach concentrates on the person’s
character and choices, not on the abilities of the person (Kristof-Brown et al,. 2005).
The subjective evaluation of person-job fit in terms of the two approaches (in terms of
the two approaches rson.ain.the second approach is held when the employees’ut the
work.thus, inable rivalry advantademands-abilities and needs-supplies) contributes the
explanation of the employees’ behaviors and manners about the work. This concept is
focused by some organizational theories such as adjustment, well-being and satisfaction.
Thus, person-job fit is reported as the necessary predictor of the positive manners about
the job consistently(Guan et al., 2010).

Person-job fit affects the workers’ performance and work behaviours. Maslach and Leiter
(2008) state that the greater the harmony understood is, the greater the possibility of
engagement with work is. The unsatisfactory of person-job fit is related to the low work
participation (Warr and Inceoglu, 2012).The harmony among the understanding of
the employees about job placement and their individual choices and the situations they
work contribute to positive outputs individually (Edwards, 1996)and more creativeness
(Kim et al., 2009). According to the study of Afsar et al. (2015), person-job fit is related
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to the innovative work behavior positively. According to these studies, this hypothesis

is created.

HI1: Person-job fit positively influences the innovative work behavior

2.2. Person-Job fit and Job Engagement

Job engagement means that ‘the simultaneous employment and the explanation
of person’s choices in work behaviors that are related to the work and the others,
individual presence (physical, cognitive, and emotional) and full performances actively’
(Kahn, 1990). The people who complete their job with high energy and performance,
devote themselves to their job, make an effort on their job with their own wish, giving
value totheir job, is bound to their job passionately by priding, challenging and with
excitement, applying themselves to their job by forgetting the time are the people
who have job engagement (Schaufeli and Bakker, 2004; Ozalp and Meydan, 2015).
Schaufeli and Bakker (2004) focused on three dimensions of job engagement: vigor,
dedication and assimilation. Vigor expresses the situation of feeling energetic physically,
having power sensually, wishing to make an effort and resisting and challenging to the
difficulties. Dedication expresses the situation of referring value to the job, priding with
the job, demonstrating himself, challenging and working enthusiastically. Absorption is
the situation of concentrating on his job completely and giving himself to work deeply.
It also expresses the situation of time’s going by so fast, the worker’s unwilling to stop
working and his having difficulty in giving up working.

In literature, there are studies in which the relation between person-job fit and job
engagement is stated. Hamid and Yahya (2011) reveal that person- job is related to the
job engagement and its four dimensions (vigor, dedication, intensely, absorption) in
their study performed on 271 people in semiconductor business. Lu et al. (2014) found
out that there is a positive relation between person-job fit and the job engagement in
his study held on 248 Chinese workers. According to the studies of Chen et al. (2014),
person- job fit is related to the job engagement and person-job fit has a meditative
role on the relation of job crafting and job engagement. Maslach and Leiter (2008)
stated that the person-job difference lead to exhaustion which is the opposite of job
engagement. Memon et al. (2015) investigated the effects of person-job and person-
organization fit on job engagement with a conceptual model. According to these studies’
results, this hypothesis is created:
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H2: Person- job fit positively influences job engagement.

2.3. Job Engagement- Innovative Work Behavior

The studies about the job engagement in the literature lead to the positive relationship
of it with the individual results about the job and the performance of the organization.
It is stated that the people having job engagement have more productivity of work,
higher organizational citizenship behavior and more organizational dependence
(Richman, 2006; Saks, 2006). In spite of this,lower exhaustion, lower work stress, and
lower turnover intent are seen in these people (Schaufeli et al., 2002; Schaufeli and
Bakker, 2004; Britt et al. 2005). Yeh (2013) found out a positive relationship between
work engagement and job satisfaction in his study held on 336 frontline employees of
20 international hotels in Taiwan.

The relationship between the job engagement and innovative work behavior is presented
via different studies. In his study, Agarwal (2014a) found out that there is a positive
relationship between the job engagement and the innovative work behavior. Besides
this, they found out that the job engagement has amediating role in the relation among
leader-member exchange and perceived organizational support and innovative work
behavior. In another study held on 323 managers working in manufacturing and
pharmaceutical organizations based in western India, Agarwal (2014b) investigated the
relationship between the job engagement and innovative work behavior and found out
that job engagement affects employees’ innovative work behavior significantly. In another
study (Agarwal et al. 2012) it is stated that job engagement has a positive relationship
with innovative work behavior and the people has a negative intention to leave work.
Besides, it is found out that job engagement has anmediating role in the relationship
between leader-member exchange and innovative work behavior and partially has a
role on wish to leave the job. In their study they investigate the relationship among
job insecurity, job autonomy, work engagement and innovative work behavior, De
Spiegelaere et al. (2014) stated the inventing role of job engagement on job insecurity
and job autonomy’s innovative work behavior. According to the studies of Park et al.
(2014) job engagement is related to the innovative behavior. In addition to this, work
engagement fully mediates the relationship between the learning organization and
innovative work behaviors. In their study held on 400 full-time workers in Korea, Kim

209



PERSON-JOBFITANDINNOVATIVEWORKBEHAVIOR:THEMEDIATINGROLEOFJOBENGAGEMENT
Emine Kale, Fatih Pektas

and Park (2017) found out that job engagement increases employee knowledge sharing
and innovative work behavior. According to these studies, this hypothesis can be held:

H3: Job engagement positively influences the innovative work behavior.

2.4. The Mediating Role of Job Engagement

In the previous studies, it wasn’t encountered that the job engagement has a mediating
role on the relationship between the person-job fit and the innovative work behavior.
Nevertheless, a hypothesis that the job engagement can have anmediating role is
developed when the studies on the relationship between the person-job fit and hob
engagement, and between the job engagement and the innovative work behavior are
investigated. The hypothesis and researching model on the mediating role is stated
below:

H4: Job engagement mediates the relationship between the person- job fit and the
innovative work behavior.

Method

The sample of the survey consists of the workers in three, four and five stars hotels in
Cappadocia. To collect the datas of the survey, questionnaire technique is used. The
survey is done by using drop and collect surveytechnique by the researchers in September,
October 2017. The staffs in 15 hotels accepting the research among 26 hotels in
Cappadocia are included. According to the information taken from the hotels, the total
number of the staff working is 340. The questionnaire is delivered to the hotel directors
or the directors of human resources departments by the researcher and it is collected
again. At the end of the survey, 245 questionnaires are collected. The two questionnaires
among them have missing information so they aren’t included in the analysis. The return
percent of 243 useable questionnaires is %71.

Besides the questions measuring the demographic information of the participants, three
different scales to measure person- job fit, job engagement and innovative work behavior

are used in the questionnaire.
Person-job fit scale: To measure person-job fit, the studies of Louver and Kristof Brown
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(2001) are used in the research. It is measured with five items including demands-
abilities approach. In the questionnaire, five likert scale is used. (1: Strongly disagree, 5:
strongly agree). Some of the items of the scale are ‘My abilities fit the demands of this
job,” “T have the right skills and abilities for doing this job’. The reliability of the scale is
found as Cronbach’s alpha: 0, 93.

Job engagement scale: Short version including nine items which are created by Schaufeli
and Bakker and adapted to Turkish by Ozkalp and Meydan (2015). In the questionnaire,
five likert scale is used (1: none; 5: always). Some examples of the questions are ‘I want
to goto work when I wake up’, “ I get pleasure from my job’ the reliability of the scale is

found as Cronbach’s Alpha : 0.87.

Innovative work behavior scale: to measure innovative work behavior, the studies of De
Jong andDen Hartog (2010) are benefitted. Five likert scale is used in the questionnaire
(1. None; 5: always). Some examples of the questions are ‘the subjects different from
my routine jobs draw my attention’; ‘I find new approaches to carry out my duties’. The

reliability of the scale is found as Cronbach’s alpha: 0.91.

Adapting the English scales into Turkish scales is done by translating it into the target
language, evaluating the translation of the target language, translating it to the source
language again, and the evaluating the translation of the source language. The situations
are evaluated by four academicians who are subject matter experts and scales on which
they agree are constituted. In addition to this, it is tested that the statements are
understood, the statements not understood are reorganized again. The last version of
the questionnaire is completed and pre-test is applied on four people.

To analyze the data, the statistics programs AMOS and SPSS are used. In order to
analyze the information belonging to the participants, frequency analysis is used.
Confirmatory factor analysis to state the scale factors, correlation analysis to understand
the relationship among the variances, structural equation modeling to test the research

model are used.

Results

Table 1 includes the information of the participants about their demographic features.
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It is seen that the people taking part in the research are mostly men (70.7%), high-
school graduate (53.1%), married (58.3%) and aged 35 and under (50.3%). Most of
the workers (68.7%) are in the business for less than five years; they mostly (32.9%)
work in the service department.

Table 1: The findings about the participant’s demographic variances.

Variances F % Variances F %
Gender Marital status

Woman 70| 29.3 | Single 100 | 41.7
Man 169 | 70.7 | Married 140 | 58.3
Age Workingyear in thebusiness

Aged 25 and below 38 | 15,6 | Lowerthan 1 year 56| 23.3
Aged 26 to 35 84 | 34.7 | Between 1 -5 year 109 | 45.4
Aged 36 to 45 79| 32.6 | Between 6-10 years 43| 17.9
Aged 46 to 55 22| 9.1 | Higherthan 10 years 32 233
Aged 56 and above 191 79

Education Departmentworked

Primary school 36 | 14.8 | Front office 35| 144
High schools 129 | 53.1 | Housekeeping 61| 25.1
Vocational high school 44| 18.1 | Service/Bar 80| 329
High school/ Facul- 34 | 14.0 | Kitchen 24| 9.8
v Other 43 177

The scales of person-job fit, job engagement and innovative work behavior are subjected
to the confirmatory factor analysis. According to the results of confirmatory factor
analysis, the items of which standardized regression coefficient is lower than 0.50 are
taken out for the model to have good adaptation values. According to this, two items
from job engagement scale (items 8 and 9), one item from innovative work behavior
(item 1) are taken out from the scales. The fit indexes of the model created (2= 435.946,
df = 178, x2/df=2.449, CFI1=0.95,GF1=0.86, RMSEA=0.8) are good and acceptable.
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That the standardized regression coefficient of each of the variables observed are higher
than 0,50, and that their t values are between 6,648 and 14,727 (p<0,001; ©>1,906) are
among the results determined.

According to the datas obtained from the confirmatory factor analysis, the reliability and
validity tests of the research are executed as it is seen in Table 2. The values of composite
reliability (CR), Average Variance Extracted (AVE), Maximum Shared Variance (MSV)
are confirmed. In addition to this, Cronbach’s Alpha values, the results of correlation
analysis and mean, standard deviation values of each variance are found.

That the reliability index needs to be 0.70 is confirmed thanks to the research held
(Nunally 1978; Tacabucci and Duhackek2003). In this study, the reliability index of the
last version of the scales are (Cronbach’s Alpha) between 0.92-0.93>0.70. It is confirmed
that there is a necessity of the AVE’s being higher than 0.5 and CR’s being higher than
AVE for convergent validity ,the discriminant validity can be calculated in the direction
of the AVE’s square root’s being higher than each of other variances’ correlation with
each other and MSV’S values” being lower than AVE (Hair et al. 2006; Fornell and
Larcker,1981). In the present study, AVE is between 0.59-0.69 and all the values are
higher than 0,50and the square root of the value of AVE of each frames are higher than
the variance’s correlation index. In addition to this, the value of AVE is higher than the
value of MSV. Thanks to these results, convergent and distinctive validity are provided.

Table 2: Correlations, means, the values of reliability and validizy.

Mean |Std. |a AVE |[CR |MSV |1 2 3
D.

1-Innovative
Work Behavior
2-Job Engage-
ment

3- Person-Job Fit

4,09| 0,85| 0,92 0,596|0,921|0,308| 0,772

3,85| 0,89] 0,92 0,627]0,921 0,308 |0,555**| 0,792

4,31| 0,83] 0,93|0,696|0,919|0,174|0,417**| 0,386**| 0,835

Notes: the AVE square root values are stated in diagonal and bold.

When the correlation among the variances is thought, it is seen that person-job fit
is positively related to innovative work behavior (r=.41, p<.01). Similarly, a positive
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relation is found between the job engagement and innovative work behavior (r=.55,
p<.01) and between person-job fit and job engagement (r=.38, p<.01).

Structural equation modeling analyses are conducted to test the mediating effect of
job engagement on person-job fit and innovative work behavior (H4) Baron and
Kenny’s (1986) method for mediating effects is used as follows: (1) the first condition
is satisfied if person-job fit is significantly correlated to the innovative work behavior;
(2) the second condition is satisfied if person-job fit is significantly correlated with job
engagement; (3) the third condition is satisfied if person-job fit and job engagement
are significantly correlated to innovative work behavior. If person-job fit indicates a
significant effect on job engagement, job engagement indicates a significant effect on
innovative work behavior. If person-job fit indicates no significant effect on innovative
work behavior, job engagement is likely a full mediator. If person-job fit still indicates a
significant effect on innovative work behavior, but the path coefficients are reduced, job
engagement is a partial mediator.

Two models have been established to test the mediating effect. The first model shows
the direct relationship between person-job fit and innovative work behavior. The model
fic indices is between the good fit and acceptable fit limits (2= 125,776 df =60, 2/
df=2,096; CFI1=0,98, GFI=0,93; RMSEA=0,06). According to this model, person-job
fit has a positive significant effect on innovative work behavior ($=0,23, p<0,001). H1

is accepted.

In the second mode, hypothesized model is tested by attaching the mediating variance
to job engagement model. The model values indicate that the model adequately fit the
data.(y?= 379,493, df = 160, x2/df=2,372; CF1=0,95, GFI=0,87; RMSEA=0,07).

As to the model, person-job fit affects job engagement positively (=0,43, p<0,001). H2
hypothesis established for this effect is accepted. Similarly, job engagement also affects
the innovative work behavior positively ($=0,24, p<0,001). H3 hypothesis is accepted.
Besides, necessary conditions are provided for the mediating test.

The direct effect of person-job fit on innovative work behavior is lower in the first model
(B=0,23, p<0,001) than in the second model (=0,14, p<0,001). Thus, it is seen that
job engagement has a partial mediating effect in the relationship between person-job fit
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and innovative work behavior.

The Sobel test is used to test the mediating role of job engagement in the linkage between
person-job fit and innovative work behavior in a structural equation modeling (Sobel,
1982). The result of the Sobel test shows significance for job engagement (Z = 3.950,
p <.001), supporting the mediation effects. Therefore, Hypothesis 4 is supported. The
hypothesized (H4) model of job engagement partially mediates the relationship between
person-job fit and innovative work behavior.

Fig.1.Direct Model

Person-Job
Fit 0.23 Behavior

Innovative Work

\

Innovative Work

Person-Job Fit >

0.14 Behavior

Job Engagement

Fig.2. Hypothesized Model

Discussion and Conclusion

In this study, the relationship among person-job fit, job engagement and innovative
work behavior and the mediating role of job engagement on the effect of person-job
fit directed to the innovative work behavior are investigated. A survey is held for this
reason in the sample of hotel workers in Cappadocia region and the hypothesized model
is tested. Thus, it is thought that a survey which can help the hotel managements’ being
in a struggle for providing quality service to the customers to increase the innovative
work behaviors of the staffs, besides this, can contribute the literature about the subject

is held.
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As to the results of this survey, person-job fit has a positive effect on job engagement.
Namely, the workers having the necessary abilities, knowledge and talents suitable for
thejob do their businesses actively, energetically and caressively. The results of this survey
are consistent to the results of the survey before. According to the surveys before, person-
job fit is related to the job engagement (Hamid and Yahya, 2011; Lu et al., 2014; Chen
etal., 2014). Person-job inconsistency results in exhaustion (Maslach and Leiter 2008).
The condition that the hotel managements consider the people’s knowledge, talents and
abilities when they employ their staff hinder people’s exhaustion; on the other hand, it
leads people to do their job more energetically and enthusiastically.

As to the other result, job engagement affects the innovative work behavior positively.
The people having job engagement can create more creative ideas about their jobs and
reflect them to their behaviors. They can find creative solutions to the problems with
new methods and techniques. Similar to the results of this survey, 1t comes out in the
previous surveys (Agarwal et al., 2012; Agarwal 2014a, 2014b; De Spiegelaere et al.,
2014; Park et al., 2014; Kim and Park, 2017) that the job engagement has a positive

effect on innovative work behavior.

Person-job fit has both a direct effect and indirect effect via job engagement on innovative
work behavior. As investigated in the previous studies (Afsar et al., 2015), person-job fit
has a positive effect on innovative work behavior. People’s working in the jobs suitable
for their knowledge, talents and abilities contributes that they can develop innovative
methods and techniques and create solutions faster and more creatively. Innovative
work behavior has an important role on customer satisfaction in the businesses serving
like hotel managements. The staffs’ working in the jobs suitable for their features is
important for more innovative and qualified serving.

This study has more limits. Primarily, this study is applied on a little sample group.
Studies on different sample group are needed for the study to be generalized. Person-job
fit scale goaround only demands-abilities approach.Besides, needs-supplies approach and
person-organization fit can be considered while innovative work behavior is investigated
in the other studies. In this study, job engagement’s mediating effect is mentioned only.
In addition to this, job crafting and job insecurity concepts can be added to the research
model for the other studies.
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SELECTION CRITERIA USING SWARA
METHOD IN GROUP DECISION
ENVIRONMENT

Engin Cakir

Abstract

In recent years, people have begun ro spare more time to especially sportive activities as a result of acqui-
ring awareness in healthy nutrition and healthy life. This condition has increased the demands in fitness
centers where sportive activities could be realized. Together with this heavy demands, fitness centers have
been opened in many city centers with great investments; however, many fitness centers have either gone
bankrupt or constantly lost money due to intense competition in the sector. It is important to increase
the number of customers and/or retain present customers for the continuity of fitness centers. In order
to do this, it is required for fitness centers to meet customer expectations in the best possible way. The
objective of this study is to determine the importance level of weighting fitness center selection criteria by
using the information obrained from numerous decision-makers and guide fitness centers in satisfying
customer expectations. The application was conducted in Nazilli district of Aydin. The criteria were
revealed via information obrained from regular customers and full-time trainers of the fitness center
by using interview technique. A total of 15 customers who were selected randomly from 3 different
mixed (women and men) fitness centers with the highest number of customers in Nazilli district were
accepted as decision-makers. Questionnaires were applied to 15 decision-makers based on application
stages of SWARA method, which is a multi-criteria decision making method, and the acquired data
were evaluated in the SWARA method. Thus, to which criteria fitness centers should pay attach more
importance was revealed.

Introduction

Nowadays, the health and fitness movement has become a rapidly developing
phenomenon in the world, and sports and human life become inseparable (Afthinos,
Theodorakis, & Nassis, 2005; Atasoy & Kuter, 2005). Especially in recent years, this fit

223



WEIGHTING FITNESS CENTER SELECTION CRITERIA USING
SWARA METHOD IN GROUP DECISION ENVIRONMENT

Engin Cakir

and healthy living concept have also started to be a priority in Turkey because of positive
communication, television programs and advertisement. Individuals who care to health
and well being have recently started to prefer to fitness centers in Turkey (Yildiz &

Tiifekei, 2010).

With the rapid increase in the number of fitness centers, competition has become
intense. Service-oriented fitness centers have to develop customer-focused strategies
to retain existing customers and gain new customers. Maintaining customer loyalty
is an important issue of fitness centers (Gerson, 1999). Ogorelc & Sonj (1998)
considers service quality as a useful practice area among competitive strategies in
gaining competitive advantage, which is an important factor in customer selection by
considering customer satisfaction as a matter of concern. This situation brings the effect
of service quality on the customer (Yildiz & Tiifek¢i, 2010). Factors determining the
quality of service of fitness centers need to be well defined. Factors such as the level
of development between the regions and the expectations of the customers lead to
differences in the services of the fitness centers.

The Nazilli district of Aydin, where the practice was made, has a population of 100,000.
According to November 2017 data, the number of fitness centers that can be visited by
women and men in the district is 12. According to the district population, although the
number of fitness centers seems to be insufficient, it has been learned that the number
of customers belonging to fitness centers is low. Against a small number of customer
demands, the fact that there are too many fitness centers leads to intense competition.
Trying to gain customers by addressing only the pricing factor can cause other factors to
be ignored in the future and thus fall back on the competition. The aim of this study is
to determine and weight the criteria that are important for the customers in the fitness
centers. To do this, the criteria were first determined by using experts and literature
(Senakham, 2008; Yildiz, 2012). Then, a questionnaire in the SWARA method was
applied to 15 customers in three fitness centers operating in Nazilli. The obtained data
were analyzed in the SWARA method and the ranking and importance levels of the
criteria were determined. The obtained rankings and importance levels were shared with
the fitness centers contributing to the questionnaire and were informed about which
criteria should be given importance.

When the literature related to the study was examined, there were no studies evaluating
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fitness centers with multi-criteria decision making method. For this reason, it is thought
that this study will contribute to the literature.

1. Conceptual and Methodological Framework

Customers wishing to get services from fitness centers must consider alternative fitness
centers and make a decision, taking into account a number of criteria. In terms of
having a large number of criteria, this evaluation process is a multi-criteria decision
making problem (Cakir & Ozdemir, 2016). The most basic problem of managers and
individuals is to make the right decision at the right time. Deciding on the right decision
on the right time has important advantages for decision makers (Gavcar et al., 2011).
When decision-makers face different alternatives, they choose the most appropriate one
among these alternatives (Tekin, 2008). Whether a decision is good or bad depends on
the possible alternatives, the available data, and the criteria used to make the decision
(Timor, 2010). Figure 1 summarizes the decision making process (Erdem, 2013; Hillier
& Lieberman, 2001).

Definition of Problem

¥

Definition of Problem

¥

Definition of Alternative Solutions

\ g

Definition of Criteria

A g

Evaluation of Alternatives

4

Selection of Alternatives

Figure 1: Decision Making Process
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Today, human beings who have to make decisions individually or in a larger scale have
to act by considering more than one criterion in their decisions (Yildirim & Onder,
2014). In this study, the criteria used in the selection of the fitness centers aimed at
are evaluated and it is indicated what criteria should be given to these centers at the
service quality point. For this purpose, the SWARA method, which is a multi-criteria
decision-making method to be used in determining the importance levels (weights) of
the evaluation criteria, is given firstly, and then the criteria with the practice study are
weighted.

SWARA Method

There are many methods used in the literature for weight determination such as the
Eigenvector method, the SWARA method, the Analytical Hierarchy Process (ANP),
the AND, the Unified Analysis and the Entropy method (Zolfani, Zavadskas, &
Turskis, 2013). However, there are many reasons for choosing the SWARA method
over the weighting purpose and the other methods used in the literature. First of all,
the simplicity of the SWARA method makes it easier for different experts to work for
the same goal. This can enable researchers to save time (Zolfani, Esfahani, Bitarafan,
Zavadskas, & Arefi, 2013). Unlike the methods of AHP and ANP, the criteria can be
graded according to the priorities of the enterprises or countries without evaluation or
unordered, and the SWARA method can be used for more subjective evaluations as
the opinions of experts are taken into consideration (Hashemkhani Zolfani, Salimi,
Maknoon, & Simona, 2015). At the same time, the number of comparisons made
among the criteria for weighting in the SWARA method is less than the AHP method.
This reduces the transaction cost. Compared to the combined analysis, it is a more

comprehensive procedure for selecting the best alternative (Stanujkic, Karabasevic, &
Zavadskas, 2015).

This method has been chosen as the criterion weighting method because it is easier to
practice the SWARA method, has a lower transaction cost, and gives more opportunity
to determine priorities for decision makers. When the literature related to the SWARA
method is examined, it is found that the information used in the solution of many
problems shown in Table 1 is encountered.
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Table 1: SWARA Literature Review

References

Solutions with SWARA

Kersuliene et. al., 2010

Rational Dispute Resolution

Kersuliené and Turskis, 2011

Architect Selection

Zolfani, Esfahani, Bitarafan, Zavadskas and Arefi, 2013

Optimal Mechanical Ventilation Selection

Alimardani, Zolfani, Aghdaie and Tamogaitiené, 2013

Supplier Selection

Zolfani, Zavadskas and Turskis, 2013

Design of Products

Aghdaie, Zolfani and Zavadskas, 2013

Machine Tool Selection

Zolfani and Saparauskas, 2013

Prioritizing Sustainability Assessment Indicators
of Energy System

Zolfani and Banihashemi, 2014

Personnel Selection

Zolfani and Bahrami, 2014

Investment Prioritizing In High Tech Industries

Vafacipour, Zolfani, Varzandeh, Derakhti and Kesha-
varz, 2014

Assessment of Regions Priority For Implementa-
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2015
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The sequence of practice of the SWARA method is summarized in Figure 2. In Figure
2, the broader workflow of the criteria weighting process with the SWARA method
can be seen. In case the criteria to be evaluated in the method are determined (the step

of “Drawing of list of unrelated attributes” in Figure 2), the criterial weights can be

determined in the following 5 steps.

Drawing a list of attributes

Respondent suney

H

H

Listing of main attributes

I

1
‘ Determination of attributes ranks ‘

Respondent suney (respondents arrange attributes according to rank, the most Drawing of general list of attributes
important index being listed as the first, etc.)

Arrangement of attributes according to
frequency of indication

Figure 2. Determination of Criteria Weights Using SWARA Method (Kersuliené & Turskis, 2011)

}

Determination of attributes weights ‘ | Analysis of attributes list ‘
Presentation of jth attribute H Presentation of j+1 attribute | Deletion of interrelated attributes ‘
3 2
Drawing of list of unrelated attributes
Value of importance of j+1 Evaluation of how much ji" attribute is more
attribute important than j+1 attribute

Ifj+12 n, where n - is
number of attributes

4 Determination of attribute importance
vector

¥

5 Determination of att‘riibute importance:

2

In this study, the first step of SWARA method starts with the step “1 — determination
of attributes ranks” in Figure 2.

Step 1: Criteria having no relationship with each other are ranked beginning from the

most important one.

Step 2: Starting from the second criteria, relative significance levels are determined
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for each criteria. For this, the criteria j is compared with the previous criteria (j-1).
Kerseliene et al., (2010) called this ratio as “comparative significance of mean value” and
indicated it with the symbol s.

Step 3: Coeflicient (k) is determined by using the following equation:
1 =1
k’={sj+1 j>1 @
Step 4: Recalculated weight g, is calculated by using the following equation:
1 j=1

q; =4%-1 . (2)
1
PREEAE

J

'The notation x, indicates ¢,
J-1 J-1.

Step 5: Calculation of the weights (w]) belonging to criteria is performed by using the
following equation:

9,
24

w, indicates relative significance of j criteria.

w, =

)

2. Case Study

Criteria to be considered in the measurement of the quality of service of fitness centers
as a result of interviews with fitness trainers and customers who have been using
fitness centers for a long time are determined as in Table 2. In order to determine the
importance levels of the criteria in Table 2, a questionnaire was applied to the fitness
center customers in accordance with the SWARA method. Since survey respondents
will be made up of non-expert, sub-criteria are not included for complicated questions.
Some indispensable criteria for fitness centers are not included in Table 2 (such as being
a coach).
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Table 2: Unrelated Criteria List

Criteria

Cl1 Activation of Vitamin Bar and Supplement Department
C2 Cleanliness - Good Hygiene

C3 Continuous Equipment Maintenance
C4 Fee

C5 Eligibility of Working Hours

C6 Equipment Quality

(074 Equipment Variety

C8 Heating - Cooling System Sufficient
C9 Not Having Transportation Problem
C10 Personal Training Option

Cl11 Security System Existence

A total of 15 decision-makers were randomly selected from three fitness centers with
the highest number of members in the district of Nazilli in Aydin province where the
practice study was conducted. The gender, age, occupation, and fitness goals of 15
decision makers are given in Table 3.
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Table 3: Demographic Structure of Decision Makers

Decision Maker 2::::: Name Gender | Age | Occupation Goal

Decision Maker 1 DM1 FCI1 Woman | 45 | Translator Body Shaping
Decision Maker 2 DM2 FC1 Man 23 | Trainer Body Shaping
Decision Maker 3 DM3 FC1 Man 22 | Student Body Shaping
Decision Maker 4 DM4 FC1 Man 55 | Retired Losing Weight
Decision Maker 5 DM5 FC1 Man 37 |Academician | Losing Weight
Decision Maker 6 DMG6 FC2 Man 22 | Electrician Body Shaping
Decision Maker 7 DM7 FC2 Woman |44 | Tourism Body Shaping
Decision Maker 8 DMS8 FC2 Man 22 | Student Body Shaping
Decision Maker 9 DM9 FC2 Woman | 19 | Student Body Shaping
Decision Maker 10 DM10 FC2 Man 20 | Trainer Body Shaping
Decision Maker 11 DMI11 FC3 Man 20 | Student Losing Weight
Decision Maker 12 DM12 FC3 Man 39 | Teacher Losing Weight
Decision Maker 13 DM13 FC3 Woman |30 | Trainer Socializing

Decision Maker 14 DM14 FC3 Man 28 | Academician | Body Shaping
Decision Maker 15 DMI15 FC3 Woman |23 | Student Losing Weight

An individual questionnaire was made with each decision maker, and the criteria used
in the selection of the fitness centers were given priority. The criteria listed in Table 2
are ranked first, with the most important ones, such as Table 4. The relative importance
levels (s) for each criterion from the second criterion are determined separately by the
decision makers.
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Table 4: Criteria Rankings by Decision Makers

Fitness Center [ Fitness Center 11 Fitness Center 111

DM |DM DM |DM |DM|DM | DM |DM|DM |DM | DM | DM |DM | DM | DM

Criteria

C1 11| 8 2 9 |11 |9 10|11 |11} 5 | 10| 11 | 11 | 10 | 10

C2 311 1 1141 3|52 ]2]2]4]1 1 1
C3 8|4 |7 |8 3| 5|5]6/[10]3|3[3]9]|5]2
C4 61919253631 1 |11} 5|3 | 4] 8
C5 7110/ 8|6 |1 224 5|6 |7|1]2|6]3
C6 125|366 |7 |29 |8|6|6]|5]7]9
c7 5136|587 |1 1 8 | 7|1 8 4|3 |6
C8 916 |11 | 4|7 |89 |7 |4 |49 |7 |7]|8]|7
9 4053112118 |8 |3 |10|5]|2]/[102]4
C10 2 (11| 4|7 |10 4 |11]9 |7 11| 4 /|10| 6 |11 5

Cl11 10,7 104109 10| 4 10| 6|9 |8 ]9 ]8]|9 11

As a result of calculations made with the SWARA method, the weights given by each
decision maker are as shown in Table 5.
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1able 5: Calculated Criteria Weights by SWARA Method for Each Decision Makers

<

.E e} N o X wn o D~ *® N S : (‘:l 2 E :ﬂ
E 2|22 2222 |2|2|2|2|2/ 2|22
o A = a =) = = a A =) = = a =) = =
C1 {0023 | 0,026 | 0222 | 0,018 | 0,005 | 0,015 | 0,020 | 0,012 | 0,017 | 0,080 | 0,012 | 0,005 | 0,015 | 0012 | 0,018
C2 | 0,143 | 0349 | 0399 | 0,292 | 0,106 | 0,293 | 0,125 | 0,082 | 0,226 | 0215 | 0210 | 0,106 | 0213 | 0,297 | 0,223

C3 | 0,042 | 0,086 | 0,019 | 0,033 | 0,117 | 0,083 | 0,052 | 0,066 | 0,034 | 0,127 | 0,150 | 0,118 | 0,035 | 0,089 | 0,186

C4 | 0,066 | 0,019 | 0,009 | 0,167 | 0,103 | 0,150 | 0,044 | 0,150 | 0,237 | 0,321 | 0,011 | 0,102 | 0,148 | 0,129 | 0,054

C5 | 0,055 | 0,014 | 0,015 | 0,089 | 0,298 | 0,225 | 0,211 | 0,119 | 0,079 | 0,053 | 0,047 | 0,298 | 0,177 | 0,060 | 0,149

C6 | 0,241 | 0,218 | 0,053 | 0,128 | 0,063 | 0,052 | 0,027 | 0,194 | 0,036 | 0,020 | 0,064 | 0,063 | 0,084 | 0,042 | 0,032

Q

0,085 | 0,128 | 0,033 | 0,093 | 0,037 | 0,030 | 0,381 | 0,243 | 0,050 | 0,030 | 0,251 | 0,037 | 0,114 | 0,136 | 0,070

Q

0,038 | 0,051 | 0,006 | 0,103 | 0,042 | 0,019 | 0,023 | 0,044 | 0,087 | 0,120 | 0,021 | 0,042 | 0,067 | 0,039 | 0,059

C9 [ 0,102 | 0,066 | 0,147 | 0,009 | 0,199 | 0,007 | 0,025 | 0,037 | 0,113 | 0,011 | 0,092 | 0,199 | 0,026 | 0,169 | 0,103

C10 | 0,172 | 0,010 | 0,09 | 0,052 | 0,010 | 0,116 | 0,019 | 0,029 | 0,055 | 0,007 | 0,111 | 0,010 | 0,073 | 0,006 | 0,089

C11| 0,032 | 0,032 | 0,007 | 0,016 | 0,020 | 0,010 | 0,073 | 0,024 | 0,066 | 0,016 | 0,031 | 0,020 | 0,048 | 0,021 | 0,017

The criterion weights obtained from normalizing the geometric mean of the criterion
weights of each decision maker are shown in Table 6. As a result of the evaluations of the
decision makers, the most important criterion is the result of “C2 - Cleanliness - Good
Hygiene” criterion of 0.264.
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Table 6: Normalized Criteria Weights and Rankings

Criteria C1 C2 C3 C4 C5 C6 Cc7 C8 C9 | C10 | C11
Normalized
0,025 | 0,264 | 0,091 | 0,101 | 0,118 | 0,088 | 0,109 | 0,054 | 0,073 | 0,045 | 0,032
Criteria Weights
Ranking 11 1 5 4 2 6 3 8 7 9 10

3. Conclusion

As a result of the study, the most important criterion in selecting fitness centers is
“Cleanliness - Good Hygiene”; The second and third important criteria were respectively
“Eligibility of Working Hours” and “Equipment Variety”. As a result of the common
view of 15 decision makers, the criterion with the least precaution was designated as
p g
“Activation of Vitamin Bar and Supplement Department”. The most important being
the first, the criteria are listed as follows: “Cleanliness - Good Hygiene”, “Eligibility of
Working Hours”, “Equipment Variety”, “Fee”, “Continuous Equipment Maintenance”,
“Equipment Quality”, “Not Having Transportation Problem”, “Heating - Cooling
System Sufficient”, “Personal Training Option”, “Security System Existence” and
Y g YUp Y
“Activation of Vitamin Bar and Supplement Department”.

It is important that fitness centers develop their strategies according to criteria of high
importance level in order to ensure customer satisfaction. For the “Cleanliness - Good
Hygiene” criterion, which has the highest priority according to this study, daily cleaning
of the fitness center, cleaning of shower areas, hygiene of the machines will increase
customer satisfaction even more. When the criterion, “Eligibility of Working Hours”,
which has the second highest priority, was evaluated, many fitness centers were not
paying attention to their working hours. The time that fitness centers are open must
be longer so that customers can set the appropriate times. In the interviews with the
customers in the fitness centers, it was learned that the fitness centers should be opened
at 8:00 in the morning. Given the “Equipment Variety” criterion, which is the third
highest criterion, it is possible to say that the equipment variety is very important for
the customers. The fitness center managers should ensure that different equipment and
machines are in the fitness center according to different customer profiles.
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This study was conducted in Nazilli, a district with a population of 100,000 in Aydin.
The fitness centers in this district generally have an uncomplicated structure. The
evaluation criteria were also determined accordingly. It is possible to say that a large
and complicated fitness center to be opened in Nazilli will differentiate these criteria.
In addition, the criteria used in the study were not separated by sub-criteria to avoid
complications. A subsequent study may also contribute to a literature review including
subcriteria.
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TURKIYE’DEKI KONAKLAMA
ENDUSTRISININ RISK YAPISI:
ANALITIK BIR INCELEME

THE RISK STRUCTURE OF
ACCOMMODATION INDUSTRY IN
TURKEY: AN ANALYTICAL STUDY

Nurcan Hakan Ciraklar

Abstract

The purpose of this paper was to predict the risk components -systematic and non-systematic-of the
certified accommodation establishments in Turkey, based on occupancy rate. In scope of this, firstly a
risk model has been build suitable with the model adapted for hotel industry by Arbel and Grier(1978)
which depends on the capital asset pricing model of Sharpe(1963). Research data were collected from
statistics of accommodation establishments certified by the Turkish Ministry of Culture and Tourism for
2000-2016 period. The results had shown that total risk of hotels were lower than others. One of the
important findings was that the systematic risks of golf establisment and holiday village were highest.
Therefore, It can be stated that those establisments are very sensitive to market conditions. Results in
detail, and their uses for state tourism policies and planning as well as for investors were taken into deep

consideration and deliberate discussion.

Giris

Yagadigimiz diinyada ekonomik, politik ve sosyal olaylar dylesine degismektedir ki,
buna bagli olarak isletmelerin gelecekteki getirilerinin diizenli, tam ve kesin bir sekilde
tahminlenebilmesi giiclesmektedir. Gelecege iliskin tahminlerin, siirekli degisim gos-
teren bu ortam sonucu tam ve kesin olmamasi, isletmelerin bazi risk ve belirsizlikler
kargisinda kalmalarina yol acar.

Risk ve belirsizlik kavramlart arasinda, onlarin bir arada kullanilmalarina ve bazen esan-
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lamda ele alinmalarina karsin, énemli bir farklilik vardir. Risk durumunda, gelecekte
farklr gekillerde ortaya ¢ikabilecek olaylarin gerceklesme olasiliklari bilinmektedir. Be-
lirsizlik durumunda ise elimizde gerceklesme olasiliklari hakkinda yeterli tahminlerde
bulunabilecek olanak ve bilgiler yoktur. Diger bir deyisle, risk sorunu ile kargilagilan
kisi kararinin farkli sonuglarin ait olasilik derecelerini nesnel olarak belirleyebilir; belir-
sizlikte ise, olasilik dereceleri hakkinda nesnel bir bilgiye sahip degildir (Akgiic, 1982,).

Dolayisiyla risk, eksik bilgilenme; belirsizlik, hi¢ bilgilenememenin bir sonucudur.

Risk kavramini 6l¢ebilmek i¢in, onu bir nicelik olarak tanimlamak gerekmektedir. Li-
teratiirde bu anlamda gelistirilen tanimlarin aralarindaki en 6nemli farkliliklar, kapsam
yoniindedir. Ornegin, Mittra ve Gassen (1981) riski belirsizlikle birlikte ele alarak, riski
veya belirsizligi; “bir yatirima 6zgii gerceklesen verimin, beklenen verimden yiiksek veya
diisiik ¢itkma olasiligr” olarak ifade etmekeedirler.

Ayni gergevede, Cohan’a gore risk “bir yatirimin veriminin beklenen verimden goster-
digi farklilik derecesidir” (Merig,1980). Diger taraftan, Brigham ve Weston, “bir yati-
rimun fiili verimlerin beklenen verimlerden daha diisiik olma olasiligini”, risk olarak
tanimlamaktadir (Merig, 1980). Knigt ise riskin, gelecek bilinmediginde ortaya ¢ikui-
gini, ancak gelecegin olasilik dagiliminin bilinmekte oldugunu soyleyerek, dolayl: fakat
agiklayici bir tanim vermektedir (Miller, 1977).

Bu tanimlardan anlagilacag: iizere, nicelik olarak risk kavrami, karar kuramindaki anla-
mindan ayrilmaktadir. Karar verme agisindan risk, bir yaturimin gelecekteki verimleri-
nin ve onlarin olasilik derecelerinin tahminlenmesini gerektirirken burada, gergeklesen

verimin beklenen verimden sapmasi dikkate alinmaktadir.

Sistematik ve Sistematik Olmayan Risk

Yukarida ifade edilmeye ¢alisilan risk kavrami, bir finansal veya fiziksel varligin toplam
riskini belirtmekredir. Ote yandan, finansal varliklar igin toplam risk, Sharpe (1963)
tarafindan, sistematik ve sistematik olmayan risk seklinde iki bilesenin altinda incelen-
mistir. Asagida goriilecegi tizere bu ¢aligma Tiirk konaklama endiistrisinde risk fakes-
riinii ve dolayistyla bir yerde sistematik ve sistematik olmayan risk bilesenlerini sapta-
yarak incelemeyi amaglamaktadir. Dolayistyla énce ¢aligmaya temel olusturan modelin
yapisinda kullanilmasi bakimindan, sistematik ve sistematik olmayan risk bilegenlerini
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tanimlamak yerinde olacakur.

Sharpe’ye(1963) gore bir menkul degerin sistematik riski, bir biitiin olarak menkul
degerler pazarinin hareketine bagli olan risktir. Arbel ve Grier ise (1978) Sharpe’nin
tanimindan hareketle, otel endiistrisi i¢in bir sistematik risk tanimi gelistirmislerdir. Bu
tanima gore, otel endiistrisinin sistematik riski; otel endiistrisi getirilerini eg zamanli bi-
¢imde etkileyen faktdrlerin neden oldugu toplam getiri degiskenliginin bir bsliimiidiir.
Otel endiistrisinin getirilerini es zamanli olarak etkileyen faktorler ise, ekonomik kogul-
lar ve sosyal gevre gibi genel gevre ile iliskilidir. Sistematik risk belirli 6l¢iide tiim otelleri
etkileyecektir ve farkl: tiirde, biiyiikliikte veya yorede otel isletmeciligi yapmis olmakla
bu riskten kaginilamaz. Bu agidan ancak sistematik riskin kii¢tikliigii veya biytkligi
s6z konusu olabilir. Ornegin, baz1 otel biiyiikliikleri ya da bolgeler igin sistematik risk,
digerlerine nazaran daha diisiik olabilir. Eger sistematik riskin gdreceli diisiikliigii veya
yiiksekligi olciilebiliyorsa, ilgili sonuglar, yer secimi stratejilerinden isletme politikalari-
na kadar ¢esitli isletme kararlarinin alinmasinda kullanilabilir. Ornegin, kurulacak bir
otelin, sistematik riski diisiik olan bélgede yapilmasinin daha avantajli olacag acikar.

Deginilen yaklagima gore sistematik olmayan risk, otel grubu ya da belirli bir otelin
sahip oldugu toplam riskin geri kalan béliimii olarak tanimlanmakradur. Istatistiksel bir
anlatimla, toplam riskin sistematik risk bileseninden arta kalan ve rastlantisal dzelliklere
sahip kalinusi, sistematik olmayan riski olusturur.

Otel isletmesi sayisinin arturilmast yoluyla veya bagka bir deyisle, yaturimcilarin otel
portfoyiine yonelmeleri ile bu riskten kaginilmast olasidir. Ozellikle farkli tiirde, biiyiik-
litkkte veya yorede otel isletmesi elde bulundurmakla, yani “cesitlendirme” yoluyla bu
risk, biiytik 6l¢iide azalulabilir.

Otel isletmelerinin sistematik olmayan risk diizeyini, yonetim performansi, yresel re-
kabet ve tiiketici tercihlerindeki degisiklikler gibi daha cok isletmenin kendine déniik
faktorleri etkilemektedir. Ayrica belirli bir otelin finansal yapist ve faaliyet kaldiraci gibi
faktorler de, sistematik olmayan risk agisindan etkin rol oynamaktadirlar.

Metodoloji

Bu caligmanin amaci, doluluk oran: verilerinden hareketle Sharpe’'nin menkul deger
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pazar modeline bagli kalinarak, Arbel ve Grier tarafindan otel endiistrisine uyarlanmig
bulunan regresyon modeline uygun bir risk modeli olugturmak suretiyle, Tiirkiye'deki
belgeli konaklama isletmelerinin toplam risklerinin ve bu risklere ait sistematik ve siste-
matik olmayan bilesenlerin hesaplanmasidir. Ortaya ¢ikan sonuglarin, sektériin gelecegi
ve isletme politikalar1 agisindan degerlendirilmesiyle bulgularin imkan verdigi 8lciide
oneriler gelistirilmesi amaglanmistir.

Ampirik ¢alismamizda, Kiiltiir ve Turizm Bakanlig'nin yayinlamig oldugu konaklama
istatistikleri biiltenindeki doluluk oranlan, temel veri kaynagim olusturmustur (www.
vigm.kultur.gov.tr, 2017). Bu istatistiklerde konaklama isletmeleri belge siniflarina, is-
letme tiirlerine gore ayrima tabi tutulmugtur. Calismamizda Turkiyedeki konaklama
isletmeleri otel, motel, pansiyon, tatil kdyleri, apart, termal, golf tesisi ve turizm komp-
leksi gibi tesis tiirleri itibariyle ele alinmig ve bu tesislere iliskin doluluk oranlari, sézii
edilen istatistik biiltenlerinden 2000-2016 yillart kapsaminda bir zaman serisi olustura-
cak sekilde elde edilmigtir. Bu baglamda calismanin amacy; konaklama isletmeleri tiirleri
icin iki risk bilesenini; sistematik ve sistematik olmayan risk tahminlemektir. Calisma-
nin odak noktasini olusturan zaman dilimi, 2000-2016 dénemidir.

Bir Risk Olgiitii Olarak Doluluk Oran1

Calisma kapsaminda doluluk oranlan, uygun bir risk 8lgiitii olarak ele alinmigtir. As-
linda béyle bir ¢alismada kapsama dahil olan konaklama tesislerinin yaturim getirisi
gostergesi olarak “karlilik” kavramy, ilk bakista doluluk oranina nazaran daha uygun bir
olciit gibi goriinmektedir. Gergekte ise otel karliliklari, doluluk orani kadar konaklama
endiistrisi riskinin ortaya konulmasini saglamaya veya temsil etmeye miisait biiytikliik-
ler degildir. Ciinkii bu durumda bir¢ok risk fakeorii ve karlilik belirleme faktorii, kisa
vadeli fiyat degisimleri ve benzeri pek ¢ok unsurda hesaplamaya girmis olacakur. Bu
durum ayni zamanda sistematik ve sistematik olmayan risk seklinde ayrigtirilan toplam
riskin ikiye boliintimiindeki kavramlari da belirsizlegtirecekeir. Kaldi ki karlilik, isletme-
lerin kisa dénem stratejileri ile dylesine yo- netilebilir ki, riskin temelindeki asil unsur
olan talep degisimini doluluk unsuru kadar dogru yansitamaz.

Bundan bagka doluluk oraninin bir “oran” olusu, onun 6l¢ii birimine bagimliligint or-
tadan kaldirmaktadir. Bu da kullaniminin getirdigi bir diger avantajdir. Ayrica alt ve tist
sinirlarinin %0-%100 olarak belli olmast, gereginde yorum kolayligi da saglamaktadir.
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Diger taraftan, bu modelin konaklama endiistrisinin tiimiine uygulanabilmesi icin de
bu élgiit gereklidir. Biitiin endiistri s6z konusu oldugu icin birlestirici, homojen bir
oleiit lazimdir. Béyle bir 6lgiit, degerleme ve baz yilina déniistiirme sorunlari nedeniyle
parasal degil fiziksel bir nitelik arz etmelidir ki, homojenlik kistast daha problemsiz bir
sekilde saglanmis olsun!

Ote yandan doluluk orani kavraminin kullanilmasinin yaratabilecegi birtakim sakinca-
lar bu galismanin, tasarlandig1 bigimde yapilmast ile 6nemini kaybetmektedir. Ornegin,
iki farkls tesis tiiriiniin degisir maliyet yapilar1 birbirinden ¢ok farkls ise, karlilik kavra-
mi1, bu durumu doluluk oranina nazaran daha hassas bir sekilde yansitacaktir. Ne var
ki bu sinirlilik ¢alismamiz agisindan énemli degildir. Ciinkii degisir maliyet yapilarini
farklilastiran asil neden otellerin siniflari ile isletme tiirleridir. Halbuki biz bu caligma-
da, otel siniflari ve igletme tiirlerini ayri kategoriler halinde ele alinarak incelemekteyiz.
Dolayistyla, deginilen nedensellik verilerin biinyesinde kaybolacag yerde, inceleme kap-
samimizda gozlem konusu yapilmakeadir.

Sonug olarak, tiim bu agiklamalar 1s1ginda, doluluk oraninin konaklama sektorii risk
olctimiinde en az kirlilik kadar etkin bir sl¢iit oldugu ve verecegi sonuglarin yorum
agisindan daha kullanssl olabilecegi ortaya ¢ikmaktadir (Barutcugil, 1982).

Risk Ol¢iim Yontemi ve Arastirma Modeli

Gelecegin belirsizliklerle dolu oldugu bir diinyada yaurimecilar, yatirimlarinin ileride
saglayabilecegi getiriler hakkinda kesin bir bilgiye sahip degildirler. Bu nedenle yau-
rimcilar, yaurimlarinin getirilerini ancak tahmin yaparak, belirli 6l¢iide saptayabilirler.
Bu tahminleme islemi, gelecekteki belirsiz ortami risk ortamina déniistiirmeye yarar.
Boylece kismen de olsa, yatirimlarin getiri diizeyleri saptanmaya ¢aligilir.

S6z konusu iglemi gerceklestirebilmek icin yatrimer, yatirimin getiri diizeyine iliskin
bir beklenen deger saptar ve bunun etrafinda bir olasilik dagilimi olusturur. Bu olasilik
dagiliminin her bir verisi, olast getiriyi gosterir. Beklenen deger bir ortalama kavramidir.
(Biithlmann, 1970) ve onun degerinden daha diisiik ve yiiksek getirilerin olusmast ya
da gergeklesmesi miimkiindiir. Burada énemli olan husus, olasilik dagiliminin “iyi bir
varsayim saglamasi gerektigidir. Bu nokta unutulmamalidir.
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Risk ol¢timiinde, olasi getirilerin beklenen deger etrafindaki olasilik dagilimi yaklagi-
minin oldukga yaygin olarak kullanildig gériilmekeedir (Blume, 1971). Bir yaturimin
gerceklesen getirisi beklenen degerinden ne kadar uzaklagirsa, bu yaturim o derecede
riskli olacaktr. O zaman risk getirilerin dagilis élciitiidiir. Bu takdirde bir otel ya da otel
grubunun riski, onun varyansiyla élciilebilir. (Arbel ve Grier, 1978).

S6z konusu varyansi su sekilde formiile edebiliriz:

ot =) Pr,— E(r)? (1)
i=1
Burada;

o-t.2 « i oteli getirilerinin olasilik dagilimi varyansini,

n : dagilimdaki birim sayisini,

7, : olasilik dagiliminin i. nci getirisini,
P : nci getirinin gergeklesme olasiligini,
E(r) : beklenen degeri

ifade etmektedir.

Risk bir dagilis dlciitii olarak tanimlandigina gore, varyasyon katsayisi ve standart sapma
da, diger birtakim dlgiitler olarak riski 6l¢mek i¢in kullanilabilir (Brigham ve Gapenski,
1985). Yukarida, esitlik (I)'de risk gdstergesi olarak belirtilen varyansin probabilistik ya-
zilimi, her zaman icin getirilerin gerceklesme olasiliklarinin bilinmesini gerektirir. Oysa,
riski tahminlemede kullanilabilecek olan bu olasiliklarin énceden bilinmesi oldukca
glictiir.

Bu nedenle risk él¢timii, genellikle zaman serileri yaklagimi kullanilarak yapilir. Bu yak-
lagim kullanildiginda, her bir zaman noktasina ait risk gostergesi dl¢tim degeri, olasilik
dagiliminin bir verisiymis gibi diisiiniiliir. O takdirde, biitiin es aralikli zaman nokta-
larinin birbirinden bagimsiz, yani es agirlikli olduklari kabul edilir. Bu durumda n yil
boyunca ortalama getiri belli bir degerse, her yila ait getirilerin gerceklesme olasiligi da
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1/n olacakur. Dolayisiyla, risk ol¢iitii olan varyansin formiilii agagidaki hale doniistir:

o = L’l” ®)
oy

Burada;

O'i2 : otelinin beklenen risk tahminini,

7o otelinin t dénemindeki getirisini,
7. : otelinin ortalama getirisini, ve
m : ortalama getirinin hesaplanma dénemindeki yil sayisini gostermektedir.

Esitlik (2), bir finansal ya da fiziksel varligin toplam riskinin él¢timiinde kullanilir. Top-
lam riskin, bir yatrimciya 6nemli bilgiler saglamakla birlikte tek basina agiklayiciligt
azdir. Olgiimlenen riskin ne kadari isletme yoneticileri tarafindan kontrol edilebilir ya
da edilemez tiiriinden bilgi elde etmek, toplam risk sonuglariyla miimkiin degildir. Bu
ayrintida bilgi saglayabilecek bir model, Sharpe (1963) tarafindan gelistirilmistir. Litera-
tiirde pazar modeli, tekli indeks modeli gibi degisik adlarla anilan bu model yardimiyla
Sharpe, toplam riski iki bilesene ayirarak incelemistir.

Model, bir menkul degerin toplam riskinin; makro olaylar sonucu olusan ve igletmeciler
ya da yatrimcilar tarafindan kontrol edilemeyen faktorlerin neden oldugu bir sistematik
risk ile mikro olaylarin etkisiyle meydana gelen ve kontrol edilebilir tiirden olan sistema-
tik olmayan riskten olustugunu ortaya koymaktadir (Akmut 1989, s. 106).

Bu amagla once, segilen bir menkul degerin indeks gostergesi ile onun dahil oldugu
menkul degerler pzar portféyiliniin benzer gostergesi arasinda regresyon analizi yapil-
makradir. [ segilen menkul degerin ve m ilgili pazar portfoyiiniin simgeleri ise bir men-
kul degerin getirisi, bu model geregince;

rp=a; + Piry 3)

‘dir. Esitlik (3) ‘teki Pazar portfoyiiniin getirisinden bagimsiz olarak menkul degerin
sagladig1 getiriyi ifade etmektedir. tesadiifi bir degiskendir ve
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a;=a+ g (4)

‘e esittir. Burada a, pazar portfdyii getirisinden bagimsiz olarak, menkul degerden bek-
lenen getiriyi gostermekeedir. ise, menkul degerin beklenmeyen veya tesadiifi getirisini
belirtmektedir.

yi esitlik (4)’teki kargiligy ile esitlik (3)’te yerine koyarsak;
n=a;+ Pirg + & ®)

yazabiliriz. Bu ifade, bir menkul degerin getirisinin iki bilesenden olustugunu agikla-
maktadir. Bunlardan birincisi, pazardan bagimsiz olarak menkul degerin kendine 6zgii
getirisi ve ikincisi ise Pazar portfdyii getirisine bagli olarak ortaya ¢ikan getiri, yani f;7,,

‘dir (Akmut, 1989).

Menkul degerin riski de, ayni sekilde iki bilegenden olusmaktadir. Esitlik (5)'deki regres-

yon modelinin her iki yaninin varyansi alinirsa;
VAR(r;) = VAR(a; + pir,, +¢; (©)

cikar. Sabit bir sayinin varyansi sifir oldugu ve toplamin varyansi varyanslarin toplamina
esit oldugu icin,

(6)dan
VAR(r;) = B*VAR(r,,) + VAR(¢)) @)
elde edilir. Burada;
VAR (V i) ‘ninci menkul degerin toplam riskini,
BzVAR(Ew)’ninci menkul degerin sistematik riskini,
VAR (&) ninci menkul degerin sistematik olmayan riskini gostermekredir.

Esitlik (5) ve (7), sadece bir tek menkul degerin getiri ve risk bilesenlerini hesaplamaya
olanak verir. Ancak ayni mantikla bir menkul degerler grubunun, kendisini iceren ve
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ondan daha biiyiik bir portfoy icerisindeki goreceli risk de sistematik ve sistematik ol-
mayan bilegenlerini cinsinden bulunabilir. Dolayistyla bu model, hem tek bir menkul
degerin hem de menkul degerlerden olugan bir portfdyiin risk ve getirisini 6l¢meye
yarayan, oldukea genis kullanima sahip bir modeldir.

Pazar Modeline Gore Portféy Riski

Menkul degerler olusan bir portfoyiin getirisi regresyon dogrusuyla hesaplanan menkul
deger getirilerinin agirlikli ortalamasidir. Portfoyiin getirisini ile gosterirsek;

n
E, =) X;(a;+ BEry (8)
i=1
olur. Burada, i menkul degerinin agirlik katsayidir. Bu katsayinin belirlenmesinde gegitli
yaklasimlar sozkonusu olabilir. Ornegin borsada, menkul deger satislarinin toplam port-
foy sauslar icindeki pay1, 'nin degerinin belirlenmesi i¢in uygun bir yaklagim olabilir.

Diger taraftan, portfdyiin sistematik riski, portfoyii olusturan menkul degerler beta kat-
saytlarinin agirlikli ortalamasinin karesi ile Pazar portfoyii varyansinin ¢arpimina esit
olacakur. Sistematik riske SR dersek,

n
SR, = Z Xl-ﬂl-za,f1 9)
=1
olur.Bu durumda, portfoyiin sistematik olmayan riski ise, hata terimleri varyanslarinin
agirlikli ortalamasidir. Sistematik olmayan riski SOR ile simgelersek,

n
SOR, = ) X?e? (10)
I=1

‘dir. Bir P portfdytintin toplam riski TR, sistematik ve sistematik olmayan risklerden
olustuguna gore,

TR, = SR,+ SORp (11)
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yazilabilir. Esitlik (11)’de ve degerlerini yerine koyarsak, portfoyiin toplam riskini asagi-
daki gekilde iki bilesene ayirmis oluruz:

n n
62 = ZXiﬂfa,%, + ZXIZELZ (12)
I=1 I=1

Esitlik (12)'den goriildiigti gibi, portféyiin sistematik ve sistematik olmayan risklerini
hesaplayabilmek i¢in, herbir menkul degerin beta katsayinin ve hata terimlerinin bilin-
mesine ihtiyag vardir. Dolayisiyla Sharpe’nin Pazar modelinin uygulanabilmesi icin, her
menkul degerin regresyon dogrularinin, hata terimleri varyansinin ve pazar portfoyii
getirisi ile varyansinin ayri ayri hesaplanmasi gerekir (Karasin, 1986).

Sharpe Modelinin Konaklama Endiistrisi Analogu

Sharpe’nin Pazar modelinden hareketle fiziksel varliklar i¢in de bir risk modelinin olus-
turulmast miimkiindiir. Boyle bir model, literatiirde ilk kez Arbel ve Grier tarafindan
otel endiistrisine uyarlanmistir. Bu anlamda Tiirkiye'deki belgeli konaklama igletmeleri
icin de bir risk modeli olusturmak miimkiindiir. Tiirkiye icin uygulanabilecek modelle
konaklama istatistiklerinin elverdigi 6l¢iide tesis tiirlerine gore risk kargilagtirmalar: ya-
pilabilir. Bu da, ozellikle Kiiltiir ve Turizm Bakanlig’nin yaturim planlamasi ve konakla-
ma tesisi fizibilite etiidleri agisindan ¢ok énemli olabilecek bulgular saglayabilir.

Deginilen tesis tiirleri gruplarinin 8lgiilen riski, ampirik 6l¢time yatkinlig1 cercevesinde
iki bilesene goylece boliine-bilir: Once, herhangi bir konaklama tesisi grubunun risk
degiskeni ile endiistrinin bir regresyon modeli kurularak, bu modele bagli bir regresyon
analizi yapilabilir. Ornegin, uygun risk degiskeni olarak do-luluk oranin1 ele aldigimizda
sozii edilen regresyon, bir j modeli i¢in su gekilde ifade edilebilir:

DOjs=a; +BiDOmi+ € e, (13)
Burada;
DOy, : ] otelinin t ddnemindeki doluluk oranini,

DO

mt. Otel endiistrisinin bir biitiin olarak t donemindeki doluluk oranint

€t . j otelinin t dénemindeki doluluk orani arugini,
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aj . J otelinin, endiistrinin doluluk oranindan bagimsiz olarak elde ettigi doluluk ora-

nint,
b . J oteli doluluk orani ile otel endiistri doluluk orani arasindaki regresyon katsayisini

gostermektedir.

6’DOj, = p*6>D 02, + cej (14)
‘den toplam risk elde edilir. Esitlik (14)'de;

6°DOj; : J otelinin t dénemindeki toplam riskini,

p}e*DO

mt : ] otelinin t ddnemindeki sistematik riskini,
o2e. o .
jt + ] otelinin t dénemindeki sistematik olmayan riskini ifade etmektedir.

Sistematik risk, her bir otel grubu i¢in otel endiistrisi varyansi ile otellerin beta degerleri
carpimina bagli olarak artar veya azalir. Fakat otel endiistrisinin varyanst her otel grubu
icin sabit bir deger tasidigindan, sistematik riskin esas belirleyicisi beta degeridir. Beta
katsayilari, esitlik (13)'den elde edilmis olup, ilgili otel grubunun géreceli degiskenligini
gostermekreedir. Otel endiistrisine gore daha az degiskenlik gosteren ve dolayistyla daha
az riskli olan belirli bir otel ya da otel grubunun betast 1’den kiigiik, diger durumda
ise endiistrinin tiimiinden daha ¢ok degiskenlige, yani riske sahip olan otelin betas: da
I'den biiyiik olacakuir. Otel endiistrisinin tiimii i¢in beta 1'dir. Diger bir ifade ile, otel
endiistrisi verilerinin kendileri ile regresyonunda veriler 45°’lik dogru iizerinde buluna-
caklarindan, beta 1 olacakur.

O halde, betanin 1’den biiyiik ya da kiigiik olmasi, sistematik riskin endiistrisinin bii-
tiiniine ait riske gore kiiciik ya da biiyiik olmasi, sistematik riskin endiistrinin biitiini-
ne ait riske gore kiigiik ya da biiyiik olacagini ifade eder. Ancak bu, toplam riskin de
endiistriden daha diisiik ya da yiiksek olacagi anlamina gelmez. Ciinkii eger bir otelin
sistematik olmayan riski yeterince yiiksekse, onun toplam riski endiistrinin toplam ris-

kinden daha biiyiik olabilir.
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Modelin Uygulanmas:

Amaglanan analizin sonugclari tablo 1, 2, 3 ve 4'de 6zetlenmistir. Bu agidan tablo 1
konaklama igletmelerinin toplam risk degerlerini vermektedir. Burada toplam risk (2)
formiiliine gore ve doluluk oranlanin varyans: olarak hesaplanmistir.

Tablo 2 ve 3, sistematik risk indeksi betanin hesaplanmasini amaglayan regresyon analizi
sonuglarint vermektedir. Doluluk oram verilerine en kii¢iik kareler teknigi ile esitlik
(13)’teki regresyon modeli uygu lanarak, regresyon parametreleri a ve M degerleri he-
saplanmistir. Bu model iki degiskenli basit regresyon oldugundan belirlilik katsayisinin
F test degerleri K katsayisi T test degerlerinin kareleridir ve ayni anlamlilik yorumlarim
vereceklerdir. Son olarak tablo 4, esitlik (12)’ten hareketle sistematik ve sistematik olma-
yan riskleri, toplam riskin yiizdesi olarak vermektedir.

Tablo 1:Turizm Isletme Belgeli Konaklama Isletmelerinin Toplam Risk Sonuglar:

KONAKLAMA TESIS TURLERI TOPLAM RiSK
Otel_1 Yildizls 23

Otel_2 Yildizl: 15

Otel_3 Yildizlt 16

Otel_4 Yildizli 21

Otel_5 Yildizli 12

OTEL ENDUSTRISI 20
TERMAL 108
APART 104
MOTEL 35
PANSIYON 23
TATIL KOYU 136
GOLF TESIsI 330
TURIZM KOMPLEKSI 121
KONAKLAMA ENDUSTRISI 19
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Tablo 2: Yildizlaria Gére Turizm Isletme Belgeli Otel Isletmeleri Doluluk Oranlarinin Tiim Otel

Isletmeleri ile Regresyon Analizi Sonuglar:

OTEL SINIFLARI REGRESYON KATSAYILARI
a B 7 F

Otel_1 Yildizli -0,463 0,751 0,499 14,969*
Otel_2 Yildizlt -2,780 0,785 0,867 97,515*
Otel_3 Yildizli 10,414 0,674 0,599 22,372*
Otel_4 Yildizls 6,771 0,940 0,860 92,517*
Otel_5 Yildizls 22,018 0,636 0,692 33,666*
*P<,01

Tablo 3: Turizm Isletme Belgeli Konaklama Isletmelerinin Tiirlerine Gore Doluluk Oranlarinin Tim
Konatklama Isletmeleri ile Regresyon Analizi Sonuglar:

KONAKLAMA ISLETME TURU REGRESYON KATSAYILARI
a B ” F

OTEL -1,503 1,014 0,964 | 397,380*
TERMAL 25,075 0,385 0,026 0,405
APART -14,389 1,241 0,286 |  5,995**
MOTEL 18,054 0,030 0,001 0,008
PANSIYON 48,101 -0,373 0,116 1,972
TATIL KOYU -36,058 1,960 0,543 | 17,831*
GOLF TESISI -86,916 2,885 0,484 | 14,087*
TURIZM KOMPLEKSI 75,668 -0,437 0,030 0,469

<01 “p<,05
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Tablo: 4 Toplam Riskin Yiizdesi Olarak Turizm Isletme Belgeli Konaklama Iletmelerinin

Sistematik ve Sistematik Olmayan Risk Sonuglar:

A.OTEL SINIF- SISTEMATIK RiSK (SR) | SISTEMATIK OLMAYAN RiSK (SOR)
LARI

Otel_1 Yiudizli 12 11
Otel_2 Yildizli 13 2
Otel_3 Yildizli 9 7
Otel_4 Yildizli 18 3
Otel_5 Yildizli 8 4
B.ISLETME TURLERI

OTEL 20 0
TERMAL 3 105
APART 29 75
MOTEL 0 35
PANSIYON 20
TATIL KOYU 73 63
GOLF TESISI 159 171
TURIZM KOMP- 4 117
LEKSI

Sonug ve Degerlendirme

Tablo 1'deki doluluk oram varyansina gore toplam risk tahminleri konaklama endiistrisi

risk kompozisyonunun kararli (sabit) bir yapiya sahip olmadigini géstermektedir. Bu

cerceve icerisinde en disiik riske otel isletmelerinin ve en biiylik riske ise Golf tesisleri-

nin sahip oldugu goriilmektedir. Konaklama endiistrisinin risk tahminleri tesis tiirleri

itibariyle 20 ile 330 degerleri arasinda degismekte ve biiyiik farkliliklar gostermektedir.

Tablo I'deki sonuglara toplam riskin yiiksekligi agisindan bakacak olursak, golf tesisleri-

nin en riskli igletme tiiriinii olugturmasi ilging sayilabilir. Bununla birlikte otel isletme-

lerinin ve otel siniflar1 iginde bes yildizli otellerin en diisiik toplam riske sahip isletmeler

olduklari diger 6nemli bir bulgudur.
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Tablo 2ve 3 incelendiginde; bu tablodaki beta katsayisi degerlerinin bir sistematik risk
indeksi olusturdugu daha énce belirtilmisti. Sonuglan incelersek, beta degerlerinin pan-
siyon ve turizm kompleksi tesisleri disinda pozitif oldugu gériilmekeedir. Bu da, otel,
motel, apart, termal, tatil koyleri, golf tesisi ve yildizli otellerin endiistri indeksi ile ara-
larinda ters yonde bir iliski olmadigini gdstermekeedir.

Yine Tablo 2’deki a katsayilarina gelince; bilindigi gibi bunlarin yiiksek ¢ikmasi, piyasa
kogullarindan bagimsiz olan getiri bileseninin yiiksek oldugunu ifade eder. Bu agidan
a katsayilar1 icerisinde en ug noktada yer alan turizm kompleksi, termal ve pansiyon
isletmelerinin durumu ilgi ¢ekicidir.

Bu arada a katsayilarinin negatif ¢ikmis olduguna da dikkat ¢cekmek gerekir, a katsa-
yilarinin negatif oldugu tesis tiirleri oteller, apart, tatil koyii ve golf tesisleridir. Ancak
negatif a katsayilarina kargilik gelen beta degerlerinin her dért tesis tiiriinde de 1 ve I'den
bityiik olmasi yeterince agiklayicidir. Bunun

anlami, s6z konusu tesis tiirlerinin doluluk oranlarinin, uzun dénemde bir artis trendi
etrafinda dalgalanan degisimler gosterdikleri seklindedir.

Bu sonuglardan sora Tablo 4’ii inceledigimizde sistematik risk bileseninin golf tesisleri,
tatil koyii, apart ve oteller diginda yiizdesel olarak toplam riskin énemli bir boliimii-
nii olusturmadig gozlenmekredir. Ozellikle bu isletme tiirlerinin piyasa kosullarindan
onemli derecede etkilendiginin sistematik risk de-gerlerinden anlagilmaktadir. Sistema-
tik risk bilegenini bu igletmelerin de agirlikli olarak gériilmesi beklentilere uygundur. Bu
sonuglara gdre bu isletme tiirlerine yatirim yapmak, Tablo 1'deki toplam risk sonuglari
da gozoniine alinirsa, goreceli olarak risksizdir, fakat piyasanin dikee ettirdigi kosullar
gercevesinin diginda ek bir kir veya 6nemli bir rant saglanamaz. Bu gézlem 2000-2016
déneminin gercegini golf tesisleri, tatil kdyii, apart ve oteller i¢in yansitmaktadir

Bu ¢alisgmanin bulgulari, sektdrii yonlendiren ve denetleyen makro karar vericilere ve ya-
urim kredilendirme islemlerini yiiriiten finansal kurumlara 6nemli bilgiler saglayabilir.

Oncelikle toplam risk sonuglan degerlendirildiginde, otel isletmelerinin (6zellikle bes
yildizly) diger isletme tiirlerine gore daha diisiik riske sahip oldugu goriilmektedir. Bu
sonug, isletme tiirii seciminde ya da hangi isletme tiiriiniin desteklenmesine dncelik
verilmesi gerektigi konusunda aydinlatict olabilir.
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Diger taraftan, konaklama endiistrisine iligkin yukaridaki risk profili finansal kurumlara
da 6nemli ip uglan vermektedir. Ozellikle yatirim bankalar agisindan toplam riski dii-
siik isletme tiirlerine verilecek kredilerin geri ddnmesi daha olasidir. Ancak sistematik ve
sistematik olamayan risk ayrimi, bu konuda uygun kararlarin alinmasina daha yardimci
olur. Finansal kurumlar, ézellikle sistematik riski yiiksek olan gruplar: kredilendirirken
cok dikkatli davranmalidir. Buradaki anlamda sistematik olmayan riski dikkate alan
bir proje degerlendirmesi ve ona bagli bir kredi politikast uygulanirsa, kredilerin geri
donme riski azalulabilir. Bu risk modeli sayesinde igletmeci ve yaturimeilar agisindan da
onemli bulgular elde edilebilir. Ozellikle isletme tiiriiniin belirlenmesinde yatirimctya
yardimct olabilecek unsurlart icermekeedir.

Yukaridaki sonuglardan hareketle otelciligin en risksiz konaklama isletmesi tiirii oldugu
soylenebilir.

[sletmeciler ayrica bu sonuglarin Gtesinde, sadece kullanilan modelden yararlanarak
kendi isletmelerinin gecmis verilerine yukaridaki analizi uygulayarak yapacaklar: gesit-
li kargilagtirmalarla kendi ydnelim performanslarini, sistematik ve sistematik olmayan
risklerinin goreceli bitytiklerini 6l¢ebilirler.
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EFFECT OF AGRO-FOOD CHAINS
AND NETWORKS ON CLUSTER
DEVELOPMENT: CASE FROM KARAMAN

Nilay A. Sakarya

Abstract

Agro-food chains and networks play an important role on cluster development and local economic deve-
lopment. In this research, current situation of Agro-Food chains and networks between Agro-Industries
and agricultural producers who are providing raw material to Agro-Industries in Karaman were anal-
yzed in terms of development of potential cluster and their contribution to local economic development.
Concerning the methodology, this analysis is based on the collection of original data from questionnaires
that are applied to thirty Agro-Industries and fifty-two agricultural producers in Karaman and on an
extensive literature review of cluster and local economic development studies. Research findings were
evaluated according to all sub-sectors by using statistical methods.

1. Introduction

As in developing countries, industrialization has been determined as a fundamental goal
in development studies in Turkey. In countries such as Turkey, the weight of agriculture
has been implemented in an integrated manner in connection with agriculture in order
to realize the development of industrialization in the country, which is widely felt in
the economy. In a sense, the policies developed in parallel with the industrialization of
agriculture also express the acquisition of an integrated structure of the production process
of agricultural products. In other words, the physical and chemical transformation of
agricultural raw materials is integrated into agricultural production. In particular, these
integrated enterprises, which play an important role in the study of the local economic
development (LED), are called as Agro-food Industries (Austin, 1992).

Agro-food industries that process agricultural products can be defined as “market and
private entrepreneurship-oriented enterprises, including production, storage, processing
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and distribution of agriculture-based products”. Agro-food industries in developing
countries are generally labour intensive and small and medium-sized enterprises and
continue their activities in areas where agricultural production is available. The success
of Agro-food industries, which economically functioning agricultural products in the
process of switching agricultural activities towards marketing, varies depending on the
performance and capacity of the agricultural sector. As stated previously, Agro-food
industries are one of the fundamental parts of the economic development movements of
the countries. For this reason, the establishment of Agro-food industries is required to
create employment and revenue in areas that will generally be applied to the LED and
also to provide economic development in these areas (Anonymous, 1999).

As it mentioned before, Agro-food industries are composed from transformation
companies, using agricultural products to produce food and beverages. The term “Agro-
food supply chain “refers to the close correlation and the functional link existing between
the primary sector (agriculture-farmers) and the industrial one (transformation industry
—Agro-industry). This link develops in a double direction, as agriculture has effects on
food transformation and, the food industry has a strong influence on food production.
In the past, the agricultural component prevailed over food industry. Today, instead,
several factors have pushed agriculture towards the adaptation of transformation
industry requirements, as well as to the tastes and needs of the final consumers, target
of aggressive marketing campaigns, aimed only at increasing the final product sales.
(Mariani, 2007).

According to Trienekens (1999); the operation of the whole Agro-food chain ‘from
farm to fork’ is formed by four unique dimensions. The first dimension is economic
dimension which is related with chain efficiency and consumer orientation. Companies
can establish alliances with other companies to increase efficiency of the chain by
creating production and distribution systems comply with consumer values that results
integrated quality and safety control system.

Environmental dimension is related with the way of production, trade and distribution
of food within ecological environment. Agro-food chain performance depends on use
of energy and to energy emissions in production and distribution of food products, the
recycling of waste and packaging materials throughout supply chains, and the prospects
for sustainable food production systems (Ruben, Slingerland and Nijhoff, 2006)
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While technological dimension is closely related with product and process technology,
logistical systems, and information and communication technologies that improve
quality performance and enhance innovation in food products, legal and social
dimension of the Agro-food chain is related with the norms and values of societal
constraints to production, distribution and trade of food, concerning criteria of human
well-being, animal welfare and sustainable entrepreneurship (Trienekens, 1999)

Under this unique dimensions, relationship between partners in Agro-food supply chain
and network could be analyzed with different concepts. If there is horizontally structured
relationships between parties in Agro-food supply chain, transaction costs could be
decreased in the case of coordination and exchange of information. Coordination of
parties allows creation of savings for input purchase and marketing of products in the
division of tasks, and network externalities (Hayami and Otsuka 1993).

Lazzarini et al. (2001) launched the new concept of net-chains in which there is a multi-
layer hierarchy between suppliers processors and retailers where horizontal coordination
between mutual agents is embedded in a framework of vertical deliveries. Horizontal
cooperation (e.g., in farmers cooperatives) may be better able to deal with the stringent
quality standards and altering quantity demands emerging from chain partners.

The final relationship in Agro-food supply chain has been addressed by Porter (1998)
through cluster approach which includes a geographical concentration of interconnected
activities between parties with strong vertical linkages. These linkages reinforce
competitiveness and provide opportunities for flexible specialization to eliminate
technological discontinuities. Clusters also create agglomeration effects which allow
lower transaction costs and external economies such as labor and input exchange; joint
learning; reduced transport costs and reinforce collective efficiency through collective
action in areas of mutual interest (Ruben, Slingerland and Nijhoff, 2006).

In this paper, current situation of Agro-Food chains and networks between Agro-
industries and agricultural producers who are providing raw material to Agro-
industries in Karaman are analyzed in terms of development of potential cluster and
their contribution to local economic development. First paper will focus on the main
principles and approaches of Agro based clusters in terms of agro-food chain and
network. This is followed by empirical analysis of current situation of agro-food chain in
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Karaman to determine agro-cluster potential and their contribution to local economic
development. Finally paper is concluded with some implications for policy support
to foster agro-based clusters and cooperation between local producers’ and agro-food
business companies.

2. Clusters and Agro-Based Clusters

Porter (1998) defined clusters as geographical concentrations of interconnected
companies, their suppliers operating in the same sector, and associated structures,
(such as universities, standard agencies, trade associations) in a particular field linked
by commonalities and complementarities, with a relationship of both competition and
cooperation between them (Aluftekin et.al, 2010).

The reason why industries have transferred from geographical concentration to regional
concentration in clusters was studied by a series of authors, including Weber (1929) and
Marshall (1929). These reasons can be listed as follows: using natural resources found
in the local area, transition to scale economies in production, proximity to markets,
creating a labor pool, availability of local input and equipment suppliers, common
infrastructure, reduced production costs and other reasons stemming from locality.

Clusters support both competition and cooperation, and represent a new type of areal
organization between hierarchical or vertical agglomeration. In this case, clusters are an
alternative way of organizing the value chain. When the cluster organization and market
transactions between dispersed and disorganized buyers and sellers are compared, it
is seen that clusters have better coordination and trust when it comes to repeated
buying-selling and the proximity between the company and associated organizations
(More, 1997). In other words, clusters reduce the problems experienced in creating
official linkages such as networks, mergers or partnerships between companies and with
regard to the administrative challenges of maintaining such a structure. A cluster of
independent and unofficially connected companies and organizations represent a sound
organizational format that provides advantages in terms of efficiency and flexibility
(Porter, 1998).

In many developing countries like Turkey, the greatest potential for sustainable
development depends on agricultural sector. However poverty is most widespread and
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found in its worst forms in agricultural sector. Such as small-scale farmers, and the rural
communities are lived within a “cycle of equilibrium” of low margins, resulting in low
risk-taking ability and low investment, which leads to low productivity, low market
orientation and low value addition which, in turn, nets low margins (ITC, 2006a).

In Agro-food chains to create “value networks” means the most effective way to break
this cycle, while concurrently raising prospects for long- term competitiveness within
the agricultural sector. So, a value network or Agro-based cluster is the aggregation
of vertical relationships among suppliers of raw materials and production inputs,
agricultural producers, processors and exporters, branded buyers and retailers; horizontal
relationships among producers, which take the form of growers’ cooperatives or various
types of smallholder business consortia; support relationships between producers and
facilitating organizations (e.g. local governments, business service providers, research
institutes, universities and non-government service organizations) that reinforce the
quality, efficiency and sustainability aspects of the chain (ITC, 2006b).

Like in Karaman, vast majority of farmers and small-scale agro-industries, business is
conducted on a traditional “transaction relationship” within which they produce and
sell an undifferentiated product as “price-takers”. In such a relationship, producers are
fully exposed to swings in the market and have little or no opportunity for creating,
or capturing, greater value or for generating deeper commercial and developmental
spin-off. So, building agro-food clusters in less developed regions is more challenging,
because the sector there is dominated by small-scale producers and organized in a more
informal manner, lacking the links to research and innovation, which is difficult for the
critical mass needed for growth. Agro-based clusters in general require focused policies
and programmes for their implementation. The roles of multilateral institutions,
national governments and over- pioneer institutions are much needed to provide focus
and support in the development process.

In most of the developed countries there are greater integration of the food value chain
is being achieved through vertical relationships that improve product flow (contract
farming and out grower schemes), coordinate financing and payments (ITC, 2006¢),
and reinforce communication between farmers and agro-industries. At this situation,
especially farmer cooperatives are good examples to foster horizontal relationships, are

having an impact on rural competitiveness and well-being.
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Finally, it can be said that Agro-based clusters could be considered the “ideal” value
network, as it encompasses vertical, horizontal and support linkages. However, other

forms of value network can emerge in the agricultural sector.

3. Data

The data used in this study are the responses of 30 Agro-industry firms (1-250 workers)
and 52 agricultural producers (farmers) who are providing raw material to Agro-
industries in Karaman. In addition to the field survey, various researches, publications,
reports, statistical data, laws and regulations are used in the analysis of the data and the
interpretation of the findings.

Two elements have been taken into consideration in the selection of the province within
the scope of this study. First, the selected province (Karaman) has a high potential
in terms of agriculture and Agro-food industries, and the presence of agricultural
enterprises (farmers) supplying raw materials to this industry.

4. Findings

4.1 Access to Raw Material

The development of Agro-based cluster and contribution of Agro-industries and
agricultural producers to LED crucially based on supply chain of raw material. As seen in
Table 1. only 26,7% of Agro-food businesses are supplying raw material from Karaman.
The same percentage (26.7%) of Agro-food businesses supply their raw material from
different cities. 23,3% of the businesses stated that they were able to get raw material
from both Karaman and different cities according to their seasonal capacities and the
amount of agricultural production in year. 13,3% of the businesses supply raw materials
from abroad.
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Table 1. Places Where Agro-Food Businesses Buy Raw Materials

Suply of Raw Material F %

From Karaman 8 26,7
From Other Cities 8 26,7
From Karaman and other cities 7 23,3
From Foreign Countries 4 13,3
All 3 10,0
TOTAL 30 100,0

As shown in Figure 1, Agro-food businesses are stated that the oil, sesame and special

consistency enhancers used especially in the production of buscuit are imported from

Malaysia and Mozambique. Because of the cheaper prices, wheat are provided from

Konya, Nevsehir and even imported from the Turk republics Russia. The sugar used in

the production is mainly obtained from Eregli and Afyon provinces.

Places Where Agro-Food Businesses Buy Raw Materials

FLOUR

Nevsehir
Konya

OIL SUGAR
Istanbul Eregli
Malesia Afyon
Kayseri

WHEAT

Konya
Karaman
Nevsehir

Turk Republics

Russia

COCOA

Istanbul

M

LK

Karaman

SESAME

Mozambique

Figure 1. Places Where Agro-Food Businesses Buy Raw Materials

4.2 Source of Raw Material

When we look at the sources of raw materials for Agro-businesses, 46.7% of businesses

prefer independent producers. While, 30.0% are working with local product agents
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or wholesalers who are engaged in agricultural product trade; 10.0% of the businesses
have their own agricultural enterprises and act as an integrated businesses. The rate of

businesses that are working with import commissioners is 10.0%. (Table 2)

Table 2. Source of Raw Material

Source of Raw Material F %

Independent Producers 12 46,7
Local product agents or wholesalers 9 30,0
The agricultural enterprises they own 3 10,0
Import commissioners 3 10,0
Factories 2 6,7
Their own factories 1 3,3
Total 30 100,0

Study show that Agro-businesses in Karaman do not prefer the “Contract Manufacturing
Model” despite the problems they have experienced in supplying raw materials as
quantity and quality and most of them prefer to work with individual producers and
local commissioners. However, seasonal fluctuations in agriculture that may arise with
basic economic factors such as supply, demand and price depending on natural and
economical conditions affect the manufacturer, industrialists and consumers negatively.
Therefore, the “Contracted production model” provides the Agro-industries with a
market guarantee and continuity in product supply; it can be also effective in ensuring
uninterrupted supply of raw material.

4.3 Problems Related With Supply of Raw Material

According to Agro-food businesses, the most important problem in the supply of raw
materials are low quality seeds and low yield products with a rate of 46.7%. (Table 3.)
This is one of the most important problems of Turkish agriculture due to the inability
to reach the product diversity and the inability of seed breeding to be done adequately
and efficiently as a result of national agricultural policies. 33.3% of the surveyed Agro-
businesses indicated that the second important problem was caused by irrigation. In
recent years global warming and the resulting danger of drought have been on the
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agenda in Turkey as well as in the whole world. 13.4% of the Agro-businesses referred
to the problems in terms of the supply of raw materials as ineflicient agricultural land
and 3,3% of stated that they have insufficient labor and insufficient technology and
mechanization in the same place.

Table 3. Problems Related With Supply of Raw Material

Problems Related With Supply of Raw Material F %

Low quality seeds, low yield varieties 14 46,7
Inadequate irrigation 10 33,3
Inefficient agricultural land 4 13,4
Unsufhcient labor 1 3,3
Insufficient technology and mechanization 1 3,3
Inadequate lending to individual producers - -
Inadequate usage of fertilizers and chemicals - -
Uncertain weather conditions - -
TOTAL 30 100,0

4.4 Problems on Consciousness Level of Farmers in the Supply of Raw
Material

The problems caused by the level of consciousness in the supply of raw materials are given
Table 4. As seen in table, 86.7% of Agro-businesses reported that this was due to “low
educational level” of farmers. The inadequacy of agricultural extension is considered as
a problem by 10.0% and the rate of operation that regards the lack of institutions that
support technology and quality production as a problem is only 3.3%.

Table 4. Problems on Consciousness Level of Farmers in the Supply of Raw Material

Problems on Consciousness Level of Farmers in the Supply of Raw Material F %

Low educational level 26| 86,7
Inadequacy of agricultural extension 31 10,0
Lack of institutions that support technology and quality production 1 3,3
TOTAL 30 | 100,0
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4.5 Problems on Infrastructure in the Supply of Raw Material

One of the factors that affect the production of the crops in the agricultural sector is
the lack of infrastructure. If the agricultural production in Turkey is thought to be
mostly made in rural areas, the importance of the infrastructure will once again become
a priority. According to Agro-businesses, the most important indicator related with
infrastructural problems of raw material supply is irrigation (50%). This is followed by
30% with electricity and 20% with insufficiency of roads (Table 5.).

Table 5. Problems on Infrastructure in the Supply of Raw Material

Problems on Infrastructure in the Supply of Raw Material F %

Irrigaion 15 50,0
Electricity 9 30,0
Insufficiency of roads. 6 20,0
TOTAL 30 100,0

4.6 Problems on Marketing and Distribution of Products
in the Supply of Raw Material

Problems related to the marketing and distribution of agricultural products in the
supply of raw materials was asked to the Agro-businesses. 50.0% of businesses reported
that these problems stem from monopoly structure and competition conditions in
the marketing of agricultural products. 36.7% of stated that the insufficient level of
education and knowledge of the commissioners who trade these products, and 10.0%
of stated that due to insufficient storage facilities. 3.3% of the businesses said that small
and inexperienced marketing channels lead to these problems.
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Table 6. Problems on Marketing and Distribution of Products in the Supply of Raw Material

Problems on Marketing and Distribution of Products in the Supply of F %
Raw Material

Monopoly structure and competition conditions in the marketing of 15 50,0
agricultural products

Insufficient level of education and knowledge of the commissioners 11 36,7
Insufficient storage facilities 3 10,0
Small and inexperienced marketing channels 1 3,3
TOTAL 30 100,0

Marketing of agricultural products in Turkey differs from according to product type.
In the Agro-food chain, from the manufacturer to consumers, sometimes public
institutions and cooperatives are located. Within the integration of agriculture and
industry, from manufacturer to industry, there are often direct individual producers and
brokers and private companies in chain. In particular, a monopol structure is observed
at the distribution system with the brokers. This eliminates the negotiation situation for
the price of both the manufacturer and the Agro-food industry.

4.7 Support Provided by Agro-Businesses to Farmers in the Supply
of Raw Material

Local Economic Development (LED) and Agro-based cluster approach, as it is
known, is not a process that can only take place with the efforts or interventions of the
government. In the development of Agro-based clusters and to increase contribution
of Agro-industries and farmers into LED, as well as the public sector, private sector
and local governments should also make contribution. In this study, Agro-businesses
were asked whether they gave support to the producers who provide raw material.
Unfortunately only 33.3% of businesses provide support, and 66.7% of businesses do
not provide any support to the farmers. The supports provided by the Agro-business
vary. While 30.0% of businesses provide credit/financial support, 20.0% of provide
support like giving information about production techniques and technologies. 20%
of the businesses provide supports for the inputs, production techniques and loan
usage. It is important to determine whether the supports provided by the businesses to
the farmers create value. 30.0% of the businesses that provide support to the farmers
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indicated that the supports made a big change in the farmers, while 70.0% stated that
there was little development.

5. Conclusion

In terms of geographical location, Karaman is in a position where the Central Anatolia
Region is opened to the Mediterranean Region and there is both land and railway
connections. On the south, the Sertavul Pass, located on the Taurus Mountains, is an
important transit route connecting Central Anatolia to the Mediterranean. This position
leads to the development of the link between the local capital and other regions and the

formation of external economies.

Karaman is also in an advantageous position in terms of infrastructure services (highways,
energy, railways, industrial zone, etc.) necessary for economic activities to be realized by
Agro-based clusters. Then Agro-food industries can make contribution to LED and
work efficiently and profitably in the future. This situation also makes product shipment
to local and national markets extremely easy.

In Karaman, the contribution of Agro-businesses to LED is more likely employment
creation as determined in the study. At the same time, for farmers who produce
agricultural products locally, the economic contribution provided by Agro-businesses
is insufficient. This situation creates disadvantages for both businesses and farmers.
As a matter of fact, Agro-businesses buy a considerable part of the raw materials that
they need from outside of Karaman or from abroad. Local farmers who are engaged in
agricultural production have difficulties in marketing their products. In this context, it is
important that to ensure agriculture-industry integration in Karaman. At the same time,
it is necessary to ensure that the flow of raw materials to the Agro-businesses is sufficient,
constantly and in the desired quality. For this reason, “Contracted Agriculture” should
be developed and disseminated in Karaman. This is also necessary for Agro-businesses to
work efficiently and profitably. Therefore; dissemination of contractual agriculture will
also ensure the development of agro-based industry.

Besides the contractual agriculture, Agro-based cluster approach can create
environment for both parties in Agro-food chain in which local resources are shared,

similar technologies are used, and cooperation are established. This structure can also
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strengthen the buyer-seller relationship in Agro-businesses. In addition to this, SMEs in
this structure can present their products with higher added value by exhibiting common
input and marketing initiatives, education and/or research initiatives, organization and

lobbying joint initiatives.

There is no cooperation between the universities and the Agro-businesses operating
in Karaman. In particular, cooperation should be provided between businesses such
as finance, R&D studies, institutionalization, access to foreign markets, training of
employees, etc., Businesses should get benefit from education and consultancy services
of universities. This is the most important criteria to development of Agro-based clusters
in Karaman.

Education, technology usage, production, marketing and R&D studies become
important for companies to compete in national and international markets. In this
context, consultancy services for Agro-businesses which are the necessity of LED,
should be provided and competitiveness of Agro-businesses especially in foreign markets
should be increased. To provide consultancy services “Karaman Food Industry Research
Institute” could be established in cooperation with universities, industry, chambers of

commerce and producer organizations in Karaman.

Agro-businesses in Karaman should be able to benefit more from the investment and
export incentives that is provided by government to increase their contribution to the
LED. Therefore, it is necessary to reduce the bureaucracy of the incentives, to enlarge
the scale of businesses, to develop the business cooperation between the enterprises and
to establish the sectoral foreign trade companies for the export.

Another important issue in increasing the contribution of Agro-businesses to the
LED is the ability to provide cooperation between businesses. Because of the current
situation of the sector and the adaptation process to EU, most problems cannot be
solved alone. For this, it is necessary to establish the necessary trust and consciousness
among entrepreneurs in the sector. This can be resolved with Agro-based clusters that

will be created as previously mentioned.

The current situation so far examined can be summarized as shown in Figure 2. The
most important problems that prevent Agro-businesses from contributing to LED
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in Karaman are; raw materials not being provided adequately, timely and in good
quality, and high raw material prices. Suggested approaches to solve these problems
are considered as contracted production, Agro-based cluster, farmer and Agro-business
organization. The benefits of these proposals are discussed separately in Figure 2. for
farmers and Agro-businesses.

Figure 2. Current Situation and Solution Proposals in Karaman According to Agro-Food
Chain and Agro-based Clusters
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DORDUNCU SANAYI DEVRIMI
DONEMINDE SURUCUSUZ OTONOM
ARACLARIN POTANSIYELLERI VE
GELECEGI: TURKIYE ORNEGI

POTENTIALS AND PROSPECTS OF
DRIVERLESS AUTONOMOUS VEHICLES
IN THE FOURTH INDUSTRIAL
REVOLUTION ERA: THE CASE OF
TURKEY

M. Mustafa Erdogdu, Sevda Akar

Ozet

Insanlik, 4. Sanayi Devrimi (4.SD) olarak adlandirilan ve kisaca sanayinin dijitallesmesi olarak ta-
nimlanabilecek cok onemli bir doniisiimiin esigindedir. 4.SD ile teknolojiler ig ice gecip kaynasmaya,
nesneler hem birbirleriyle hem de insanlarla iletisime gecmeye, kendi kendini diizenleyebilen otonom
iiretim siirecleri giindeme gelmeye baglamustir. Sanal 3D gelistirme, dijital planlama ve izleme gibi yeni
is siivegleri, verimliligi ciddi oranda artirma ve yiizde 70’ varan enerji tasarrufu saglama potansiye-
line sahiptir. Bu ¢alisma, 4.SD cercevesinde siiriiciisiiz otonom araglar: konu almaktadsr. Nesnelerin
Interneti (IoT) agisindan ideal bir uygulama olan otonom araglar, biinyelerindeki otomatik kontrol
sistemleri sayesinde yolu, trafik akisini ve gevresini algilayarak gerekli reaksiyonlar: verebilmekte ve bir
siiriiciiye ibtiyag duymamaktadsr. Diinya capinda cok parlak bir gelecege sahip olacag: tahmin edilen
otonom araglarda sensir verileri analiz edilmekte, internetten makineler arasi iletisim kurulmakta ve
makine Ggrenmesi gerceklesmektedir. Otonom arag endiistrisinin hizla gelisecegi ve otonom araglarmn,
yakin bir gelecekte esi benzeri goriilmemis bir sosyal, cevresel ve ekonomik degisime yol agacags tahmin
edilmektedir. Bu calisma, Dirdiincii Sanayi Devrimi genelinde ve otonom araglar ozelinde Tiirki-
yenin potansiyellerinin neler oldugu ve bu potansiyellerin nasil degerlendirilebilecegi sorularma cevap

arayacaktir.
Anabtar Kelimeler: 4. Sanayi Devrimi, Siiriiciisiz Otonom Araglar, Nesnelerin Interneti (IoT)
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Abstract

Humanity is at the threshold of a very significant transformation called as the 4th Industrial Revo-
lution (4th IR), which can be briefly described as the digitalization of the industry. In this new era,

self~organizing processes of autonomous production have begun to come into being, with technology
intertwining with technology, communicating with objects and with each other and with people. New
business processes such as virtual 3D development, digital planning and monitoring have the potential
to increase productivity dramatically and deliver up to 70 percent energy savings. This study is about
driverless autonomous vebicles in the framework of 4th IR. Autonomous vebicles are ideal application

subjects for Internet of things (I0T) that are able to give the necessary reactions by sensing the road,

traffic flow and environment thanks to the automatic control systems in its structure and do not need
a driver. Autonomous vebicles, which are predicted to have a very bright future around the world,

analyze sensor data, establish communication between machines on the Internet, and realize machine
learning. It is predicted that the autonomous vehicle industry will evolve rapidly and that autonomous
vehicles will lead to an unprecedented social, environmental and economic change in the near future.

This study, will seek answers to the main question: What are the general potentials and prospecs of
Turkey in the 4th SD era, in terms of autonomous vebicles.

Keywords: 4. Industrial Revolution, Driverless Autonomous Vehicles, Internet of things (IoT)

Giris

Modern sehirlerin akilli déntigiim siirecine en biiyitk katkiy: siiriictisiiz otonom arag-
larin saglayacagini diisiinmek icin giiclii gerekgeler bulunmaktadir. Her seyden once,
yapay zekdya sahip olmalari ve nesnelerle iletisim halinde olmalari nedeniyle bu araglar,
siiriiciilerden kaynaklanan hatalari en aza indirebilitler. Bu sayede trafik kazalari 6nemli
olciide azalarak seyahatler daha giivenli hale gelebilir. Belirtmek gerekir ki, bu tiir arag-
larin saglayabilecegi yararlar otoyol giivenliginin ¢ok 6tesindedir. Ornegin siiriiciisiiz
otonom araglar karayolu altyapisini daha iyi kullanabilirler ve bu da, trafik sikigikligin,
dolayistyla da seyahat siiresini kisaltmak gibi ¢ok énemli ekonomik ve sosyal etkilere
sahiptir. Yol kullaniminin iyilesmesi seyahati hizlandirmanin yani sira, yakit titketimini
de etkinlegtirerek azalur. Bu durumun dogal sonucu, yakit titketiminden kaynaklanan

cevre kirliliginin azalmasidir.

Siiriiciisiiz otonom araglar, ozellikle hareket kabiliyeti sinirli bireylere ¢ok biiyiik ola-
naklar saglama potansiyeline sahiptir. Bu araglar sayesinde engelli ve yagh bireylerin
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hareketliligi dramatik sekilde artabilir. Bu da giderek yaglanmakta olan niifusun ihtiyag-
larinin daha iyi kargilanabilmesi anlamina gelecekeir. Bir taraftan siiriiciisiiz olmalar,
diger taraftan da koklii altyap: degisiklikleri gerektirmeleri, otonom araglara yonelik
olarak kamuoyunda bazi endise ve nyargilarin olugmasina neden olmaktadir. Bununla
birlikte, kamuoyu otonom araglar konusunda daha fazla bilgilendikge s6z konusu endise
ve dnyargilarin ortadan kalkmasi beklenebilir.

Bu ¢aligmada otonom araglar nedeniyle giindeme gelen firsatlar ve tehditler ele alina-
cakur. Calisma su sekilde organize edilmigtir. Takip eden béliimde, 4.SD ile birlikte
giindeme gelen otonom araglar incelenmistir. Ugiincii boliimde otonom araglara iliskin
literatiir taramasina yer verilmistir. Dérdiincii boliimde Tiirkiye'de otonom araglarin
potansiyel durumu ve gelecegi ele alinmistir. Besinci bsliimde, 4.SD siirecinde bagarili
olabilmek icin devletin nasil bir orkestra sefligi yapabilecegi konusu tartisilmus ve calis-
ma, genel bir degerlendirme ile sonlandirilmigtir.

Dérdiincii Sanayi Devrimi ve Otonom Araglar

[lksanayidevrimiyaklasik 1760°daIngiltere'deki dokumatezgahlarinin mekaniklesmesiyle
etkisini gdstermeye baslamis ve 1840’a kadar uzanmigur. Demiryollar1 insast ve buhar
makinesinin icadi mekanik iiretimi tetiklemistir. 19. yiizyilin sonlarinda ve 20. yiizyilin
baslarinda baglayan ikinci sanayi devrimi elekerik enerjisi ve montaj hattini tegvik
etmis, bu da kitlesel ve seri tiretimi miimkiin kilmistir (Economist, 2012, Nisan 21).
Uretimin otomasyonu ve dijitallesmesi olarak tanimlayabilecegimiz iigiincii sanayi
devrimi transistér ve mikroislemciler ile birlikte 1960’1 yillarda giindeme gelmis
ve programlanabilir makinelerin kullanilmasiyla ortaya ¢kmigur (Soyak, 2017).
Programlanabilir mantiksal denetleyicilerin gelismesi iiretimde otomasyonu ileri
agamalara tasinmis ve bu da 4.SD’ne zemin hazirlamistir. 4.SD dijital devrim {izerine
kurulmustur ve “akilli fabrikalar1” etkinlestirerek, sanal ve fiziksel iiretim sistemlerinin
birbirleriyle esnek bir sekilde igbirligi yapug: bir diinya yaratmugtir. Bu sanayi devrimi,
tiriinlerin ozellegtirilebilmesine ve yeni igletim modelleri olusturulmasina olanak sag-
lamistir (Schwab, 2016, s. 11). Asagida Sekil 1’de dijital doniisiim olarak tanimlanan
temel teknolojiler gdsterilmekeedir.
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Sekil 1: Dijital Doniisiim Olarak Tanimlanan Temel Teknolojiler

Ellemeli Uretim Otonom makine ve Insan-makine
(3D yazicilar) sistemler biitiinlesmesi
Xt Xt
Simiilasyon Yapay Zeka Sistem Biitiinlesmesi
N J N J \ J
( Biiyiik Veri ) ( Bulut Bilisim ) ( Nesnelerin Interneti j

Kaynak: OECD (2016). Enabling the Next Production Revolution: the Future of Manufacturing and Services -
Interim Report. Meeting of the OECD Council at Ministerial Level, Paris, 1-2 June 2016, s.14.

4.8D ile birlikte tiim tiretim sektdrlerinde onemli 6lciide yapay zekanin, teknolojinin,
internetin ve verilerin kullanilmaya baglanmasi, bilim kurgu filmlerinde gordiigiimiiz
tiriinlerin ve araglarin gelismesine neden olmustur. Siiriiciisiiz otonom araglarin giinii-
miizde yogun bir sekilde ilgi ¢ekmesinin nedenlerinden birisi de bu durumdur. Yapay
zeka gibi teknolojiler ilerledikge, otonom araglarin yetenekleri de hizla gelismekeedir.

Otonom araglar, ¢evrelerindeki nesneleri ve yollari radar, lidar, GPS, odometri gibi bil-
gisayarli sistemler ve teknikler kullanarak algilayabilmekte, aracin direksiyon gibi kont-
rol iglevlerini de bir siiriiciiye ihtiya¢ duymadan yerine getirebilmektedir (Hulse, Xie &
Galea, 2018, s. 2). Diger bir ifadeyle, bu araglarin tekerleklerinde bulunan ultrasonik
sensorlerden gelen veriler merkezi bir bilgisayar sistemiyle analiz edilerek, direksiyon
kontrolii, frenleme ve hizlanma gerceklestirilmektedir (Alkan, 2017, s. 1).

Siiriiciisiiz otonom araglarin giinlitk yasamda yerlerini almalarina iligkin en popiiler te-
ori, halihazirda insanlar tarafindan gerceklestirilen siiriis denetimi gorevinin otomas-
yon seviyesinin agamali olarak artmast seklindedir. Bu agidan bakildiginda otomatik hiz
kontrolii (cruise control) ve abs fren sistemleri (anti-skid braking systems) otonom arag-
larin baglangicini temsil etmektedir (Sparrow & Howard, 2017, 207). OECD’ye (2016)
gore, stirliclisiiz otonom araglar insan egdegerlerinden ¢ok daha giivenli olduklart icin
yakinda hayatin bir gercegi haline gelecektir. Ancak otonom araglarin daha giivenli ol-
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malarinin hi¢ kazaya neden olmayacaklari anlamina gelmedigine dikkat cekmek gerekir.
National Highway Traffic Safety Administration (2013), otonom araclar konusunda
netlik saglamak amaciyla otomasyonu bes farkli seviyede tanimlamaktadir. Araglar ile
insan kontrolii arasindaki dengeyi ifade eden bu tanimlar ve araglarin otomasyon sevi-
yeleri Tablo 1'de yer almaktadir.

Tablo 1: Araglarin Otonomluk Diizeyi

OTOMASYON SEVIYESI | TANIM

Seviye 0

Otomasyon Yok Insan siiriiciisii her seyi yapar.

(No Automation)

Seviye 1 Aracin iizerinde bulunan otomatik bir sistem bazen siiriiciisii-
Stiriicti Yardimi ne siiriis gorevinin bir boliimiinii yerine getirmesine yardimeci
(Driver Assistance) olabilir.

Seviye 2 Insan, siiriis ortamint izlemeye devam ederken ve siiriis gorevi-
Kismi Otomasyon nin kalan kismini gerceklestirirken, arag tizerinde otomatik bir
(Partial Automation) sistem, siiriis gorevinin bir boliimiinii gerceklestirebilir.

Seviye 3 Otomatiklestirilmis bir sistem, siiriis gérevinin bazi boliimlerini

gerceklestirebilir ve bazt durumlarda siiriis ortamini izleyebilir,
ancak otomatik sistem talep edildiginde siriicii kontrolii geri
almaya hazir olmalidir.

Kosullu Otomasyonu
(Conditional Automation)

Seviye 4 Otomatik bir sistem siiriis gdrevini yerine getirebilir ve siiriis
Yitksek Otomasvonu ortamunt izleyebilir ve siiriiciiniin kontrolii geri almamast

Hioh A Y gerekir, ancak otomatik sistem yalnizca bazi ortamlarda ve belirli
(High Automation) kosullar altinda ¢alisabilir.
Seviye 5

Otomatik sistem tiim siiriis gorevlerini bir insanin yapabildigi

Tam Otomasyon gibi her kosulda gerceklestirebilir.

(Full Automation
Kaynak: Barners, P, Turkel, E. (2017). Autonomous Vehicles in Delaware: Analyzing the Impact and Readiness
for the First State. Institute for Public Administration School of Public Policy and Administration University of
Delaware, s. 9.

Siiriiciisiiz otonom araglarin yol acacagi olumlu etkiler barizdir. Otonom araglar otoyol
giivenligini arttirarak seyahatleri daha giivenli hale getirebilmekte, karayolu altyapisini
daha iyi kullanarak trafik sikisikligini, dolayisiyla da seyahat siiresini kisaltabilmektedir.
Dahast, bu tiir araglar yakit titketimini etkinlestirebilmekte ve bu sayede yakir tiiketi-
minden kaynaklanan cevre kirliligini 6nemli 6l¢iide azaltabilmektedir. Yol kullanimi1
iyilesmesi ve yakit titketimi etkinlesmesi, dzellikle lojistik firmalarmin verimliligini
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artirabilir. Bu etkilere ek olarak siiriiciisiiz otonom araclarin siiriiciilerin trafik yogun-

lugu nedeniyle yasadiklar: stresi azaltmasi ve ehliyete sahip olmayan veya olamayan

bireylerin hareket kapasitesini arttirmasi sz konusudur. Meyer vd. (2017), otonom

araclarla ilgili varsayimlarin tiimiiniin gerceklesmesi durumunda, bu araglarin sadece

ulagimda devrim yaratmakla kalmayacagini, ayni zamanda kentsel yasam seklini de

onemli 6lciide degistirecegini ileri siirmekeedir. Tablo 2°de siiriiciisiiz otonom araglarin

yol agacaklar: olasi etkiler ve etki dereceleri gosterilmektedir.
Tablo 2: Otonom Araglarin Olasi Etkileri

lojisini arturabilir

Etki Alan1 Muhtemel Etkisi Etki Diizeyi

Karayolu Giivenligi Kazalari, yaralanmalari, 6liimleri azaltabilir | Yiiksek

Sahiplik Arag sahibi olanlarin ytizdesini diisiirebilir Orta - Yiiksek

Park Talebi Park talebini azaltabilir Orta

Seyahat Edilen Ara¢ Mesafesi Sehir capinda arag yolculuklarini arurabilir - | Orta

Uzunlugu

Yogunluk / Kapasite Karayolu kapasitesini ve sehirici yogunlugu | Diisiik
arttirabilir

Gelisim Sekilleri Yayginlasmay1 ve kentsel yogunlagmayi Orta
arttirabilir

Altyapi Tasarimi Serit genisligini azaltabilir, yol kenari tekno- | Orta - Yiiksek

Calisma / Ekonomi Stirtisle ilgili isleri kisaltabilir / kisa ve uzun | Yitksek/Orta
vadeli genel ekonomik faaliyetleri arttirabilir | - Diisiik

Mali Eckiler Devletin ve yerel yonetimlerin gelirlerini Orta - Diisiik
azaltabilir

Modal Degisiklikler Toplu tagima araglarinin kullanimin azal- Orta

(bir aracin benzer bir piyasada | tabilir

baska bir araca kiyasla kargilas-

tirmali bir avantaja sahip olmasi

durumu)

Yakit Ekonomisi / Karbon Yakat verimliligini arturabilir / karbon emis- | Yiiksek /

Emisyonlari yonunu azaltabilir Disiik

Esidik

Tasimacilik eitsizliklerini arttirabilir

Orta - Yiiksek

Kaynak: Barners, P ve Turkel, E. (2017). Autonomous Vehicles in Delaware: Analyzing the Impact and Readiness
for the First State. Institute for Public Administration School of Public Policy and Administration University of

Delaware, s. 3.
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Siiriiciisiiz otonom araglarin yol acacagi belki de en biiyiik doniisiim, engelli ve yagh
bireylerin hareketliligini artirmak olacaktir. Bu da giderek yaglanmakta olan niifusun ve
engelli olmak nedeniyle sosyal yasamin diginda kalan bir kesimin ihtiyaglarinin daha iyi
karsilanabilmesi anlamina gelecektir. Isaret edilen yararlarina ragmen siiriiciisiiz otonom
araglar, issizlik oranini ciddi sekilde artirma yoluyla ¢ok énemli sosyal sorunlara da yol
agabilir. Ozellikle siiriiciilitk meslegi, otonom araglar nedeniyle sonlanma tehlikesiyle
karsi karsiyadir. Otonom araglarin olumsuz etkileri arasinda sosyal esitsizligi ve digsal
maliyetleri artirmasi da sayilabilir. Ayrica otonom araglarin karar alirken alternatifler
arasinda secimlerini nasil yapacag konusu, ¢oziimii ¢ok zor etik sorunlari giindeme
getirmektedir.

Litman’a (2017) gore, otonom arag iireticilerinin bir taraftan iiriin gelistirme harca-
malarini kargilayabilmeleri, diger taraftan da faaliyetlerinden kazang elde edebilmele-
ri gerekmektedir. Otonom teknoloji olgunlasuginda, kendi kendine siirme yetenegi,
muhtemelen ara¢ satin alim fiyatlarinda birka¢ bin dolar, yillik hizmet maliyetlerinde
birkag yiiz dolar, yillik ara¢ maliyetlerinde 1.000 ila 3.000$ ek maliyet olusturabilir. Bu
artan maliyetler kismen yakit (yaklagtk 2.000 $) ve sigorta tasarruflari (yillik 1.000$)
ile dengelenebilir. Otonom araglar yakt tiiketimini %10, sigorta maliyetlerini ise %30
dusiiriirse, yillik tasarruf mikear1 yaklagik 500$ olarak gerceklesebilir. Bu durum, artan
yillik maliyetlerin tam olarak karsilanmasini saglayabilir.

Fagnant ve Kockelman (2015, s. 1), otonom araglarin seyahat etme agisindan potansiyel
olarak yikici, ancak yararli bir degisikligi temsil ettigini 6ne siirmekeedir. Yazarlara gore
bu yeni teknoloji, kisisel seyahatleri giivenlik, sikigiklik ve seyahat davranist gibi bircok
agidan etkileme potansiyeline sahiptir. Otonom araglarin, ¢arpigmalari énleme, yolcu-
luk siiresini azaltma, yakit verimliligi saglama ve park etme avantaji; otonom arag bagina
yilda 2.000$, ya da kapsamli kaza maliyetleri olustugunda 3.000$ olmak iizere yaklasik
5.000%’a kadar ulagmaktadir.
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Tablo 3: Otonom Arag Uygulamas: Tahminleri

ama Ony1l Arag Satiglar1 | Arag Filosu | Aragla Seyahat
34 ¢ $ ¢ ¢ 24

Bﬁ)'lt.ik fiyat primi ile kullani- 2020"lerde 2-5% 1-2% 1-4%
labilir
Orta fiyat primi ile kullanilabilir | 2030’larda 20-40% 10-20% 10-30%
Minimum fiyac primiyle kulla- | 50451, 4, | 40-60% 20-40% 30-50%
nilabilir
En yeni araglarda bulunan ,

. 2050’lerde 80-100% 40-60% 50-80%
standart ozellik
Doygunluk (isteyen herkes buna 2060’ larda > > >
sahip)
Tiim yeni ve isletme araglari igin 52> 100% 100% 100%

gereklidir

Kaynak: Litman, T. (2017). Autonomous Vehicle Implementataion Predictions: Implications for Transport Plan-
ning. Victoria Transport Policy Institue, s. 13.

Tablo 3 mevcut arag teknolojisi dagitimina dayanarak éngériilen otonom arag uygu-
lama oranlarini 6zetlemektedir. Otonom araglarin 2020 yillarinda kamusal yollarda
pazarda mevcut ve yasal oldugunu varsaymakla birlikte baglangic performansinin ve
islevselliginin sinurli ve pahali oldugunu ileri siirmektedir. Bu nedenle arag satiglarinin az
gerceklesecegini, sonraki on yillar boyunca pazar paylar artukca performanslarinin ar-
tacagini ve fiyatlarin diisecegini dngormektedir. Zamanla, arag filosunun ve seyahatinin
pay! da artabilecektir. Kisaca otonom araclarin yaygin olarak kullanilmaya baslanmast
birkag on yil alabilecektir (Litman, 2017, s. 13).

Bu yeni teknoloji ile ilgili olarak ortaya ¢ikan endiseleri gidermek i¢in, ulagim sistemleri,
bunlarin bilegenleri, etkilesimleri ve uygulama ayrintlart konusunda aragtirmalar genis-
letilmelidir. Ayrica, her iilke otonom araglar icin ulusal olarak kabul edilebilecek lisans-
lama yapilar1 olusturmali, sorumluluk, giivenlik ve veri gizliligi icin uygun standartlar
belirlemelidir (Fragnant ve Kockelman, 2015, s. 167). Erdogdu ve Karaca (2017), geli-
sen teknolojinin faydalarini i¢sellestirmek ve bunlarin neden olabilecekleri olast zararlar
en aza indirmek amaciyla hazirlik ve diizenleme yapilmasi gerektigine isaret etmektedir.
Hiikiimetler, 4.SD’ne gegis siirecini hizlandirmak icin, isgiiciiniin beceri diizeyini gelis-
tirmeli, teknolojik yeniliklerin takip edilmesini kolaylagtirmalidur.
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Literatiirde Siiriiciisiiz Otonom Araglar

Literatiirde siirliciisiiz otonom araglari farkli odak noktalariyla ve farkli yontemlerle ele
alan caligmalar bulunmaktadir. Bu ¢aligmalar, otonom araglarin olumlu oldugu kadar
olumsuz yanlarini da ele almakta ve hatta bazi yazarlar bu araglarin piyasaya siiriilmesin-
den endise duydugunu ifade etmektedir. S6z konusu ¢aligmalardan ilki Fragnant ve Ko-
ckelman (2014) tarafindan kaleme alinmistir. Bu yazarlar, siiriiciisiiz otonom araglarin
tahmini gevresel faydalarini, mevcut araglarin sahipligi ve kullanimu ile karsilagtirarak
agiklamakrtadir. Calismada yapilan simiilasyon modeli ile, her 5 dakika aralikea, kulla-
nilmayan otonom araglar yer degistirmekte ve gelecek gezginler icin bekleme siirelerini
kisaltmaktadir. Sonuglar, geleneksel araglarin her onbirde birinin yerini otonom arag-
larin alabilecegini, ancak diger araglara kiyasla seyahatlerin %10’a varan fazla hareket
mesafesi getirdigini ve bu sayede filo verimliligi degisiklikleri olacagini gdstermektedir.
Ayrica bu tiir araglarin toplam emisyon hacminde biiyiik oranda tasarruf saglamasi bek-
lenmektedir

Literatiirde otonom araclarin yol acacagi hukuki sonuglari ve etik problemleri inceleyen
calismalarin baginda Lin (2015), Zipp (2016), Sparrow ve Howard (2017), Gogoll ve
Miieller (2017) gelmektedir. Lin (2015) otonom araglardaki ahlaki tehlikenin diger tiim
problemleri gecersiz kilacagini ileri siirmekrtedir. Ozellikle kaginilmaz bir ¢arpisma du-
rumunda, aracin iginde ve disinda bulunan kisilere en az zarar verecek sekilde hangi dav-
ranigin tercih edilecegi, ¢6ziim bulunmasi gereken ¢ok 6nemli bir etik sorundur. Etik
sorunlar, yalnizca belirli sirketler degil, bu yeni alanda var olmak isteyen tiim otomotiv
iireticileri ve birinci sinif tedarikgiler i¢in de giindemdedir. Ulkeler etik yenilik (inovas-
yon) politikalar: gelistirerek, bir yandan faydali teknolojiler sunabilir, diger yandan daha
iyi bir gelecegin yolunu agabilirler. Diger taraftan, siiriiciisiiz otonom araglara yonelik
olarak getirilecek trafik diizenlemelerinin ne gibi hukuki sonuglara yol acabilecegi, iize-
rinde 6nemle durulmasi gereken bir diger kilit konudur.

Zipp (2016), otonom araclarin iireticisi veya sahibi lizerinde var olan standartlara gore
sorumluluk yiiklenmesinin sadece yetersiz olmayacagy, ayrica yasal ilkeleri hatali bir ge-
kilde genigletme riski tastyacagi sonucuna varmgur. Caligmada sorumlulugun aracin
kendisine konulmasini ve kullanilacak haksiz fiil standardinin ihmalkarlik oldugunu
onermektedir. Kisacasi, otonom arag kazaya neden oldugunda, ihmal analizi alunda
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bir insan siiriiciisii ile ayni sekilde muamele gérmelidir. Siiriiciisiiz araglara iligkin etik
sorunlart ele alan bir bagka calisma Sparrow ve Howard (2017) tarafindan kaleme
alinmigur. Bu yazarlar, birey gdzetimine dayanan sistemlerin, bireyler tarafindan gercek
siirlis kogullarinda kullanildiginda tehlikeli olacagini ve tiiketicilerin arzularini tatmin
etmeyecegini ileri siirmektedir. Gogoll ve Miieller’e (2017) gére, otonom araglarda etik
sorunlar sz konusu oldugunda, modern toplumlar genellikle anlagmazliklarla karst
kargtya kalmaktadir. Caligma sonuglarina gére insanlar bir ikilem durumunda kendilerini
feda edebilecekleri otomatik bir ara¢ kullanmaya istekli olmayacaklari halde, yine de
bunun kendi yararina en iyi secenck olacagi kontra-sezgisel iddiayr savunmakrtadirlar.

Siiriiciisiiz otonom araglarin giivenirligini ve teknolojinin benimsenmesini hem yayalar
ve kamuoyu, hem de kullanicilar agisindan ele alan belli bagli caligmalar arasinda Lavasa-
ni vd. (2016), Deb vd. (2017), Hulse vd. (2017), Kalra (2017) ve Reinhart bulunmak-
tadir (2017). Lavasani vd. (2016), caligmalarinda, ABD otonom arag pazar biiytikligii
ve fiyatlardaki belirsizliklerin kullanict kabulii tizerindeki olasi etkilerini anlamak ama-
ctyla duyarlilik analizine bagvurmustur. Bu ¢alismada genis pazar biiyiikliigiiniin daha
yiiksek benimseme oranina neden oldugu, geleneksel araglara kiyasla otonom araglarin
baslangi¢ maliyetinin yiiksek olmasinin ise yayilimi fazla etkilemedigi goriilmiistiir.

Deb vd. (2017), stiriiclisiiz otonom araglara kargi yaya hassasiyetini analiz etmistir. Ya-
yalarin, otonom araglar 6niindeki yolu ge¢me niyeti hem giivenlik hem de etkilesim
agisindan éngoriilmiistiir. Otonom araglarin kabuliine yonelik demografik etki ince-
lendiginde erkeklerin ve geng katulimcilarin, otonom araglara karst daha hassas oldugu
goriilmisgtiir. Benzer sekilde, kentsel alanlarda yasayanlar ve kisisel yenilige daha acik
olanlar fazla hassasiyet gostermistir. Son olarak, yaya davraniginin hassasiyet iizerine an-
lamli etkisi aragtirlmigtir. Olumlu davranis sergileyen insanlar otonom araglarin var
olmasinin genel trafik giivenligini artiracagini ifade etmistir. Trafik kurallarini daha fazla
ihlal eden ve saldirgan olanlarin, siiriiciisiiz otonom araclarin oniindeki yolu gecerken
kendilerini daha giivende hissettikleri tespit edilmistir.

Hulse, Xie ve Galea'ya (2018, s. 2) gore, otonom araglarin gelistirilmesinden sonra sira
bu araglarla ilgili olarak kamuoyunun algisini 6lgmeye gelmistir. Calisma sonuglarina
gore, otonom araglar tagimacilikta “biraz diisiik riskli” bir arag olarak algilanmakta ve
bu araglarla ilgili endiseler olmasina ragmen, otonom araglarin kamuya agik yollarda
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kullanilmas: ihtimaline karsi ¢ok az karsit goriis bulunmaktadir. Bununla birlikee, in-
sanlar tarafindan kullanilan araglara kiyasla, otonom araglar yol kullanicist perspektifine
gore farkls sekilde algilanmaktadir: bir yolcu yaya olarak daha az riskli, yolcu oldugunda
daha fazla riskli olarak algilanmaktadir. Ayrica, otonom araglarin, mevcut hizl trenler-
den daha riskli olarak algilandig: tespit edilmistir. Otonom teknolojinin benimsenmesi
toplumsal acidan faydali olsa da, kullanicilarla ilgili sonuclar ¢ikarmak icin heniiz er-
ken oldugu distiniilmektedir. Bununla birlikte, otonom servisler ve trenler, halka acik
yollardan ayri olarak kapali yollarda hareket etmekte ve bu nedenle diger araglarla veya
yayalarla etkilesim kurmamaktadir. Bunun aksine, otonom araglar cesitli yol kullani-
clariyla kargilagabilecek ve bu da karmagik etkilesimler ve catigma ihtimaline neden
olabilecektir.

Otonom araglarin giivenirligini inceleyen Kalra (2017), ¢alismasinda otonom araglarin
ulagim giivenligi konusunda biiyiik vaatlerde bulunduklarini, ancak giivenlik avantajla-
rinin gergeklestirilmesini garanti edemediklerini ifade etmektedir. Otonom araglarin, ne
kadar giivenli oldugunu tespit etmenin zor olmast nedeniyle politika yapicilari, otonom
araglarin giivenirliliginin geligtirilmesi konusunda tegvikler vermeli ve riskleri azaltmak
icin politikalar iiretmelidir.

Reinhart (2017), hem yart otonom, hem de tam otonom araglarin nasil ortaya ¢iktgina
bakmakta, bu araglarin kiiltiire olan etkileri ve farkli nesillerdeki algilarina odaklan-
maktadir. Yazar toplumlarin bu yenilikleri kabullenmekte geciktiklerini, ancak degisime
direnmenin kismen mantikli bir yanit olabilecegine isaret etmektedir. Ornegin, yar1 oto-
nom ve tam otonom araglar hem olumlu hem de olumsuz sonuglar dogurabilir. Olumlu
tarafl, basitlik ve yolcular icin daha az stres olusturmasi iken, olumsuz tarafi, araglarda
bilgisayar sistemlerinin kesilmesi ve bu araglarin siber saldiriya maruz kalma potansi-
yellerinin bulunmasidir. Toplumlar, otonom araglari yeniden 6grenerek, uyarlayarak ve
kabul ederek bu araglart kendi kiiltiirlerinin ve hayat tarzlarinin bir parcast yapacakur.

Otonom araglari gehir planlamasi, yol kapasitesi, altyap: sorunlari agisindan Meyer v4.
(2017), Guerra (2016), Litman (2017) ve Kumar (2017) incelemistir. Meyer vd. (2017)
otonom araglarin daha diisiik fiyatlarla daha yiiksek seyahat konforu sunmast ve yol
kapasitesini artiramasini beklemektedir. Calismada, Isvigre ulusal ulasim modelini kul-
lanarak, otonom araglarin Isvicre belediyelerinin erisilebilirligi iizerindeki etkisi analiz
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edilmektedir. Calisma sonuglari, otonom araglarin erisilebilirlikte 6nemli bir atilima ne-
den olabilecegini gostermektedir. Dahasi, ulagilabilirlik etkilerinin mekansal dagilimi,
otonom araglarin kentsel yayilimi tercih ettigini ve yogun kentsel alanlar diginda toplu
tagimay1 gereksiz kilacagini ima etmekeedir.

Guerra (2016), planlamacilarla réportajlar yaparak ve uzun vadeli ulasgim planlarini
gozden gecirerek metropol sehirlerin otonom araglara ne kadar hazir olduklarini ince-
lemistir. Yazar, siiriiciisiiz otonom araglarin fiitiirist bir fantaziden bir gergege doniigme
olasiliginin artugina, ancak yeni teknoloji hakkindaki belirsizlikler ve giinliik yatirim
kararlariyla olan iliskisinin kurulmasindaki zorluklar nedeniyle, bu araglarin neredeyse
tiim uzun vadeli ulagim planlarinda giindem dig1 kaldigina isaret etmektedir. Guerra’ya
gore kitlesel olarak iiretilen otomobiller ve sinirli erigimli karayollari, siiriiciisiiz otonom
araclara iligkin bir takim planlama sorunlari yaratacak, ancak bunlar zamanla ¢ziilecek-
tir. Yazara gore, otonom araglarin seyahat davranisini ve bélgesel ulagim sistemini nasil
etkileyebilecegini tahmin etmek icin Atlanta, San Francisco ve Seattle, iizerinde calisilan
en gelismis metropol alanlardur.

Litman (2017) ¢alismasinda, siiriiciisiiz otonom araglarin ulagim planlamalari tizerinde
yaratacagy etkileri ele almugtir. Yazara gore, trafik ukanikliklarinin azalmasi, ara¢ akigi-
nin hizlanmasi ve kavsaklardaki gecislerin otomatiklesmesi gibi bazi yararlarin ortaya
¢tkabilmesi otonom arag seritleri olusturulmasini gerektirebilir. Bu durum, adalet ve
maliyet etkinligi ile ilgili tartigmalari arurabilir. Bu da otonom araglarin yayginlagma sii-
resini uzatabilir. Caligma sonuglarina gore, diisiik gelirliler siiriiciisiiz otonom araglar ile
2020’ler veya 2030’larda tanigmaya baslayabilseler bile, ortaya ¢ikacak olumlu etkiler-
den 6nemli dl¢iide yararlanabilmeye biiyiik olasilikla ancak, bu araglarin yayginlagarak
uygun fiyatli hale gelecegi 2040’lardan 2060’lara uzanan dénemde baglayabileceklerdir.

Kumar (2017), ¢alismasinda otonom araglarin mevcut karayolu transit modelinde nasil
bir degisim yaratacagini ve bu degisimden hangi paydaslarin etkilenebilecegini aragtir-
mugtir. Yazara gore otonom araglar, mevcut paydaglarin rollerini degistirirken, yeni ve
kullanilmayan piyasalari ve oyunculari endiistriye dahil edebilecektir. Caligmada ele ali-
nan otoban modeli, paydaglarin sézlesmelere bagli olmadig: ortiilii bir kamu ve dzel sek-
tor ortakligini (public — private partnership, P3) ele alacak sekilde tanimlanmistir. Hem
agtk hem de ortiik P3 diizenlemeleri, ortaya ¢ikan bu gelecegin bir pargast olarak tespit
edilmistir. Menfaat sahipleri ortitk bir P3 iligkisini paylasabilecek ve 6zel kuruluslar i¢in
yeni P3 firsatlart ortaya ¢ikabilecektir.
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Otonom araglar1 ilk benimseyecek sekeorit Wadud (2017) ele alirken, bu araglarla lojistik
sektorii arasindaki iliskiyi Meldert ve Boeck (2016) analiz etmistir. Wadud (2017), tam
otonom araglari erken benimseme olasiligt en yiiksek olan sektorleri tanimlamaktadir.
Ticari araglar tam otomasyondan daha fazla fayda saglayabilir goriinmektedir. Ciinkii
ticari araglarda otomasyon sayesinde siiriicii maliyetleri nemli 6l¢iide azalulabilir. Ozel
kullanicilar arasinda ise, en yiiksek gelire sahip hane halklari, daha mobil ve zamana
daha yiiksek bir deger atfetme egiliminde olmalari nedeniyle otomasyondan daha fazla
yarar saglayabilirler. Lojistik sektoriinde siiriiciisiiz otonom arag kullaniminin etkilerini
inceleyen Meldert ve Boeck (2016), bu arag teknolojiyi benimseyecek lojistik sirketleri-
nin rekabet avantaji elde edebileceklerini ileri siirmektedir. Ancak yazarlar, otonom arag

gerekecegine isaret etmekredirler.

Siiriiciisiiz otonom araglari hayata gecirmeye yonelik birgok engel bulunmaktadir. Bun-
lar: teknoloji engelleri (tiim gehirlerde giivenli bir gekilde ve siiriiciileri olmadan ¢aliga-
bilen otonom araglar, heniiz yolda degildir), diizenleyici engelleri (arag lisanslama stan-
dartlarina ihtiyag vardir ve taksi benzeri hizmetlere yonelik ticari engellerin Gistesinden
gelinmesi gerekir) ve maliyetlidir (6denebilirlik 6nemli bir konudur). Otonom araglarin
paylasimli kullanilmasi, maliyetleri asag1 cekebilecek 6nemli bir olanakur ve ileriye do-
niik bir perspektif sunmaktadir. Siiriiciisiiz otonom araglarin kullanilmaya baslanmast,
gelecekte toplu ulagim taleplerini ve maliyetlerini 6nemli 8l¢iide etkileme potansiyeline
sahiptir. Bununla birlikte, otonom arag teknolojisinin gelismesinin ulagimin gelecegini
nasil etkileyecegi ve modern sehirler icin ne gibi radikal sonuglara yol acacag tam olarak
tahmin edilememektedir. Sehirlerde altyap: sorunlart ve maliyet sikintlart gibi engelle-
re ragmen otonom araglarin sabirsizlikla beklendigi soylenebilir. Kisacasi, Fragnant ve
Kockelman'in (2014, s. 12) ifade ettikleri gibi, “gelecegin neler getirecegi heniiz belli
degildir, ancak otonom araglarin sunabilecegi olanaklar ilgi cekicidir.”

Otonom Araglarin Tiirkiye’deki Gelecegi

4.SD stireciyle birlikte giindeme gelen yeni tiretim teknikleri ve bu tekniklerin tetikleye-
cegi doniigiim, bu siireci yakindan takip eden rakip tilkelerin tiretim verimliliklerini ar-
trabilir. Bu durum, bir taraftan Tiirkiye'nin kiiresel rekabet giiciinii zayiflaurken, diger
taraftan onu diisiik katma degerli tiretim kisir dongiisiine dogru iteleyebilir. Tiirkiye’nin
bu tehdidi savusturabilmesi, 4.SD’ni basarili bir bicimde uygulamaya gegirerek iiretim
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platformlarini doniistiirmeyle miimkiin olabilir. Bir TUSIAD — BCG Grup (2016, s.
42) galismasinda isaret edildigi tizere boyle bir doniisiim siirecinin bagarilabilmesi, Ttiirk
sanayiinin rekabet giiciinii, dolayisiyla kiiresel deger zincirinden aldig: yiiksek katma
degerli tiriin payini artirabilecek ti¢ olumlu katk: saglar. Bunlar: 1) Maliyet verimliligini
artirmak; 2) Uretim hizi ve esnekligini artirmak; 3) Fire oranini azaltmak ve kaliteyi
artirmak.

Eger Tiirkiye, 4.SD siirecini bagarili bir sekilde yakalayabilirse, iretim sektorlerinde
yaklagik % 4-7 arasinda bir verimlilik artis1 saglayabilir. Bu ise, 30 ila 50 milyar TLlik
bir kazang anlamina gelir. Béyle bir doniigiimiin sanayi iiretiminde yaklagik yilda %3
verimlilik artist saglayacagt tahmin edilmektedir. Bu arus Tiirkiye GSYIH’sinde %1 ve
tizeri ek bir biiyiime oranina ve 150-200 milyar TL diizeyinde ek bir gelir elde etme
anlamina gelmektedir. Otomotiv sektériinde 4.SD’nin baglalmas: durumunda montaj
hatlari, hem birbirleriyle hem de diger sistemlerle isbirligi yapabilen otonom robotlar
araciligiyla otomatize edilebilir, farkli parcalari ve tasarimlari olan birden ¢ok modelin
ayni hatta ve daha kiigiik hacimlerde iiretilmesini miimkiin kilan esnek tiretim hatlari
geligtirilebilir. Boyle bir durumda otomotiv sektériinde %10-15 oraninda potansiyel
verimlilik artigt saglanmasi beklenmektedir (TUSIAD ve BCG Grup, 2016, ss. 44-48).

4.SD’ni yakalamak icin atlabilecek bir diger adim, yol giivenligi saglayarak kaza riskini
en aza indirme potansiyeli tagiyan otonom araglarin yerli otomotiv sektorii tarafindan
tiretilmesi ve gelistirilmesini onceliklendirmektir. Bu ¢ercevede Tiirkiyede yillar itiba-
riyle gerceklesen kazalara ve bu kazalarda 6len ve yaralananlarin sayisina bakmak an-
lamlidur.

Tiirkiye'de otoyol altyapisinin her yil iyilestirilmesine ragmen, kaza orani giderek art-
makrtadir. Bu kazalarin 2002-2016 yillarina gére dagilimi ile kazalar esnasinda meydana
gelen 6lii ve yarali sayist Tablo 4’te yer almaktadir. Bu tabloya gére, kaza sayist 2002
yilindan 2016 yilina gelindiginde 2,7 kat, 6lii sayisi 1,8 kat ve yarali sayisi 2,6 kat artig
gOstermistir.
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Tablo 4: Yillara Gére Kaza, Olii ve Yarals Sayis:

vl K;r:f ;Zr;m Mlz:g; g;sl::h Olun;é:;:'gl;;llasrllmah Olii Sayis1 | Yarali Sayist
2002 439.777 374.029 65.748 4.093 116.412
2003 455.637 388.606 67.031 3.946 118.214
2004 537.352 460.344 77.008 4.427 136.437
2005 620.789 533.516 87.273 4.505 154.086
2006 728.755 632.627 96.128 4.633 169.080
2007 825.561 718.567 106.994 5.007 189.057
2008 950.120 845.908 104.212 4.236 184.468
2009 1.053.346 942.225 111.121 4.324 201.380
2010 1.106.201 989.397 116.804 4.045 211.496
2011 1.228.928 1.097.083 131.845 3.835 238.074
2012 1.296.634 1.143.082 153.552 3.750 268.079
2013 1.207.354 1.046.048 161.306 3.685 274.829
2014 1.199.010 1.030.498 168.512 3.524 285.059
2015 1.313.359 1.130.348 183.011 7.530 304.421
2016 1.182.491 997.363 185.128 7.300 303.812

Kaynak: Emniyet Genel Miidiirliigii ve Jandarma Genel Komutanligs, htsp:/fwwuw.tuik.gov. tr/Prelstatistik Tablo.
dolistab_id=1586

Siiriiciisiiz otonom araglarin Tiirkiye'de kullanilmaya baglanmasi, metropol sehirlerde
kaza riskinin ve trafik yogunlugunun azalmasini saglayabilir. Bu tiir araglarin diisiik
emisyon hacmine sahip olmasi, Tiirkiye'nin gelecek donemlerde hedefledigi emisyon
hacminin azalulmasina da yardimer olabilir. Akulli sehir planlamasinin bir geregi olarak
sehir ve yol kapasitesi, simdiden bu araglarin varligini géz oniine alarak belirlenmelidir.
Otonom araglarin yol actig1 temel sorunlardan biri olan etik ve haksiz fiil durumlari i¢in
de etik politikasi ve temel diizenleyici yasalarin olusturulmasi gerekmektedir.

Dérdiincii Sanayi Devrimi Siirecinde Bagarili Olabilmek A¢isindan Devlet

Geligmis tilkeler dijital dniisiim konusunda yetkili bakanlar atarken ve yogun bir sekil-
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de doniisiim siireciyle ilgili teknolojik altyapilarini olustururken Tiirkiye’nin bu siirecin
gerisinde kaldig1 soylenebilir. Bircok tilkede siiriiciisiiz otonom araglar, robotlar, akilli
sehirler ve fabrikalar tartigilmakta ve tasarlanmakta, Tiirkiye bu siireci 6nemli olciide
disaridan izlemektedir. Bu déniisiim siirecini hizla yakalayabilmesi icin Tiirkiye'nin tek-
nolojik ilerleme ve koordinasyon ile akilli sehir altyap: ¢aligmalarina dncelik vermesi
gerekmekeedir. Hiikiimet politikalarini 4.SD dogrultusunda yasal, ekonomik, mali ve
sosyolojik acidan yeniden tasarlamalidir.

Giiniimiiziin son derece belirsiz ve giivensiz kiiresel ekonomisinde basar icin ne tek
bir yol, ne de standart bir model bulunmaktadir. Bununla birlikte, literatiirde Japonya,
Giiney Kore, Tayvan ve daha yakin zamanda Cir’in hizli ekonomik déniisiimiiniin kay-
naginda, bu iilke devletlerinin liyakate dayali yitksek yonetim kapasitesinin yattigi bi-
linmektedir.! Yiiksek bityiime performansi gosteren bu iilkelerin ekonomik bagarilarinin
kaynaginda, sahip olduklar1 “kalkinmaci devlet’lerin etkin miidahaleleri yatmaktaydi.
Bu iilkelerde devlet miidahalesinin kalkinma tizerindeki olumlu etkisi o kadar acike1 ki,
devlet miidahalesinin olumsuz etkileri olacag varsayimina dayanan neoliberal goriisiin
baslica savunucularindan birisi olan Diinya Bankasi, bunu 1993 yilinda Dogu Asya Mu-
cizesi adl1 bir kitap yayinlayarak kabul etmek durumunda kald:.

Yiiksek biiyiime oranina ulagmak icin yiiksek getirisi olan sekedrlere ihtiya¢ vardir. Bu
tiir sektorlerin gelismekee olan tilkelerle gogu zaman alakasi yoktur. Eger gelismekte olan
bir tilke gelismis tilkelere yetismek istiyorsa, yiiksek getiri sektorlerine girmek durumun-
dadir. Bagka bir deyisle béyle bir tilke, statik kargilagtirmals iistiinliiklere gore bir kiiresel
is bolimiinii kabul etmemeli, yeni kargilagtirmali istiinliikler olusturmaya yonelik bir
strateji uygulamalidir. Ancak belirtmek gerekir ki, yetkin bir ydnetim kapasitesi olmayan
devletlerin bagarili bir stratejiyi uygulamaya koyabilmesini beklemek agir1 iyimserliktir.
Bagariya dayali kariyer odiilleri, devletin idari kapasitesini ve dolayisiyla devlet miida-
halelerinin etkinligini arturir. Dahasi, istikrarli bir biirokratik yapi olusturulursa, kamu
ve Ozel sekedr arasinda diizenli baglar kurmak daha kolay hale gelir (Erdogdu, 2015).

Bayraktar ve Kaya'ya (2016) gore, giiniimiizde rekabet ulusaldan kiiresele, mal ve hiz-
metlerden fikir ve goriislere dogru bir déniigiim sergilemistir. Devlet miidahalesi, yogun

1 Japonya i¢in bakiniz Johnson (1982), Giiney Kore i¢in bakimiz Amsden (1989) ve Chang (1998),
Tayvan i¢in bakiniz Wade (1998) ve Cin igin bakiniz Kirby (2000).
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kiiresel rekabet ve teknolojik degisim ile birlikte yeni bir boyut kazanmigstir. Rekabetin
teknolojik yenilik tizerinden gekillendigini fark eden gelismis tilkeler Ar-Ge harcamala-
rini artirmaya énem vermektedir. Ar-Ge yatrimi yapan tlkelerin ve firmalarin orta ve
uzun vadede rekabeti siirdiirebilme olasiliklarinin, Ar-Ge yaturimi yap(a)mayan iilkelere
ve firmalara kiyasla daha yiiksek oldugu ileri siiriilmektedir.

Giiniimiizde bircok iilke ulusal politikalarinda 4.SD gelismelerine yer vermeye basla-
mugtir. Burritt ve Christ (2016) bu yaklagima Cin'i 6rnek olarak gostermekeedir. Cin
hitkiimeti “Made in China 2025” politikasiyla, nesnelerin interneti, robotlar, akillr iire-
tim sistemleri, bulut bilgi islemi, endiistrinin déniisiimii ve yiikseltilmesi amaciyla kap-
samli tegvik programlari ile endiistrinin sayisallagtirilmasini desteklemektedir. Bu konu-
da diinya lideri Almanya ile kargilagtirildiginda Cin'deki imalat sirketlerinin %60’1n1n,
giindemlerinde 4.SD bulunmaktadr.

Sonug ve Degerlendirme

Bu ¢aligma, sanayinin dijitallesmesi olarak tanimlanan 4.SD geneli ve otonom araglar
ozelinde Tiirkiye'nin potansiyellerinin neler oldugu ve bu potansiyellerin nasil deger-
lendirilebilecegi sorularina cevap aramisur. Teknolojilerin i¢ ice gecip kaynastigt 4.SD
siireci, sosyal refahi énemli 8l¢iide artirma potansiyeline sahiptir. Bulgular, 4.SD cer-
cevesinde giindeme gelen sanal 3D gelistirme, dijital planlama ve izleme gibi yeni is
stireclerinin verimliligi ciddi oranda arurabilecegi ve yiizde 70’e varan enerji tasarrufu
saglayabilecegine isaret etmektedir. Otonom araglarin ise, diinya ¢apinda ¢ok parlak
bir gelecege sahip olacagi, hizla geligsecegi ve yakin bir gelecekte esi benzeri goriilmemis
sosyal, cevresel ve ekonomik degisimlere yol acacag: tahmin edilmekeedir.

Siiriiciisiiz otonom araglarin varligi, bireyleri siiriis zorunlulugundan kurtarmakta ve
bireylerin araclarla olan iligkilerini degistirmektedir. Nesnelerle iletisim kurabilen yapay
zekiya sahip olmalari nedeniyle siiriiciisiiz otonom araglarin siirticti kaynakli hatalar
en aza indirmeleri, beklenmesi gereken bir sonugtur. Bu sayede trafik kazalar1 6nemli
olctide azalulabilir ve seyahatler daha giivenli hale gelebilir. Ayrica, kullandiklari bir-
biriyle entegre akilli teknolojiler sayesinde otonom araclar, karayolu altyapisini bugiin
oldugundan ¢ok daha iyi kullanma potansiyeline sahiptir. Yol kullaniminin iyilesmesi
seyahati hizlandirmanin yanu sira, yakt titketimini de etkinlegtirerek azaltir. Bu durum-
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da da yakut tiiketiminden kaynaklanan cevre kirliligi azalir.

Otonom araclar yas ve engel durumu gozetmeksizin biitiin bireylerin hareket kabiliyet-
lerini artirma potansiyeline sahiptir. Bu araglar 6zellikle hareket kabiliyeti sinirlt bireyle-
rin hareketliligini dramatik bir sekilde artirabilir ve yasam kalitelerini iyilestirebilir. An-
cak siiriiciilitk meslegi, siiriiciisiiz otonom araglar nedeniyle sonlanma tehlikesiyle kars
kargtyadir. Bu araglar, birgok alanda issizlik oranini ciddi sekilde artirict etkiye sahiptir
ve yiiksek issizlik cok 6nemli sosyal sorunlara yol acabilir. Ayrica, otonom araglarin karar
alirken alternatifler arasinda segimlerini nasil yapacagi, ¢oziimii ¢ok zor etik bir sorun
olarak éniimiizde durmaktadir. Biitiin getirdikleri etik sorunlara ragmen, siiriiciisiiz
otonom araglarin ulagim alaninda yeni olanaklar yaratacag: agikardir ve bu araglar sosyal
ve cevresel agidan tercih edilebilir gériinmekeedir.

Tirkiye 4.SD siirecinin diginda kalma, otonom araglarin ise yalnizca tiiketicisi olma
riski tasimaktadir. Gelecek yillarda otonom araglarin hizla yagamin bir parcasi olacag:
distintildigiinde, Tirkiye'nin 6ncelikle otonom araclarin tiretilmesi ve gelistirilmesinde
onemli bir aktor olmak isteyip istemedigine karar vermesi gerektigi acikur. Tiirkiye'de
hiikiimetler bu konuda alacaklar: karar ¢ergevesinde politikalarini belirlemek durumun-
dadir. Geligen teknolojilere ayak uydurabilmek i¢in gelismelerin yakindan takip edil-
mesi gerekir. Ancak daha énemlisi, gelismeleri ydnetebilmek ve gelecegi kurabilmekeir.
Gelecegi kurmak, iyi bir strateji ve koordineli bir ¢aba gerektirir.

4.SD siirecinin diginda kalmamak ve bu siirecin kazananlari arasinda yer alabilmek icin
Tiirkiye'nin ¢ok yogun bir ¢aba icine girmesi gerekir. Bagarilt Asya iilkelerinin deneyim-
leri, bu ¢abada en etkili sonucu alabilmek i¢in orkestra sefligini devletin yapmas: gerek-
tigini ortaya koymaktadir. Burada liyakate dayali kamu yénetimini kurumsallagtirmaya
oncelik vermek yerinde olacakur. Devlet yerli otonom araglarin Tirkiyede tiretilmesi
ve gelistirilebilmesi icin bir sanayi politikasini hayata gecirebilir. Bu ¢ercevede, 4.SD ve
otonom arag teknolojilerini transfer etme ve gelistirmeye odakli kamu Ar-Ge laboratu-
varlar1 kurulabilir ve belli kosullarla 6zel kesimin kullanimina agilabilir. Ayni sekilde,
devletin orkestra sefligi ile iiriin gelistirmeye yonelik mitkemmeliyet merkezleri kuru-
labilir. Ayrica éncelikli hedeflere yonelmis 6zel kesim AR-Ge harcamalar: ciddi 8l¢iide
ozendirilebilir.
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Son s6z olarak, refah artg potansiyeli acisindan 4.SD’nin getirdigi biiyiik teknolojik
déniisiime hazir olan toplumlarin hazir olmayanlardan ¢ok daha avantajli olacaklar
aciktir. Ancak biiyiik tehlike, s6z konusu d6niisiime yon verenler ile onun biiyiik dlciide
disinda kalanlar arasinda, bir daha kapatulamayacak bir ugurumun olusmasidir.
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LATIN AMERIKA ULKELERINDE REEL
KiSi BASINA GSYH DURAGAN MI?
YUMUSAK DEGISMELI VE KESKIN
KIRILMALI PANEL DURAGANLIK
YAKLASIMI

IS PER CAPITA GDP STATIONARY

IN LATIN AMERICAN COUNTRIES?
PANEL STATIONARYAPPROACH WITH
SMOOQOTH SHIFTS AND SHARP BREAKS

Giilten Dursun, Maria Fernanda Vitola Gomez

Ozet

Bu ¢alismada 1950-2010 dionemi icin 20 Latin Amerika iilkesinin kisi basina reel GSYIH serisinin
duraganlik ozellikleri Li, Ranjbar ve Chang (2015)’in onerdikleri trend fonksiyonu yardimayla hem
keskin hem de yumugak kirilmalar: iceren panel duraganlik testi ile sinanmagtir. Kisi bagina GSYH
serisindeki yaprsal degisimin varligr deterministik trendde kirilma anlamina gelebilir. Bu durum dog-
rusal olmayan bir model olusturabilir. Panel temelli gelencksel birim kok test istatistiklerinden elde
edilen sonuglar Latin Amerika iilkelerinin tamaminda kisi basina reel GSYIH serilerinin duragan
olmadigina iliskin kanitlar ileri siirmiistiir. Son yillarda gelistirilen keskin ve yumugak kirilmalar:
dikkate alan panel birim kok test sonuglar: ise Kolombiya, Paraguay ve Dominik Cum. disinda tiim
iilkeler igcin duraganlik sifir hipotezini reddermistir. Boylece kisi basina reel GSYH serisinin yapisal de-
gisikliklerle birlikte bilinmeyen bir formda dogrusal olmayan bir siirecin dikkate alinmas: durumunda
onerilen testin daba fazla giice sahip oldugu soylenebilir. Bu ¢calismanin sonuglars ¢ogu Latin Amerika
silkesi igin keskin ve yumusak kirilmalar: dikkate almasina ragmen, kisi bagina reel GSYH serisinin
duraganliga karst direng gosterdigini kanitlamistir. Bu bulgu kisi bagina reel GSYH serisinin duragan
olmadigr 17 iilke icin uygulanacak para ve maliye politikalarinin reel ¢ikn diizeyini etkileyebilecegini
ima etmektedir.

Anahtar Kelimeler: Kisi Basina Reel GSYIH, Latin Amerika Ulkeleri, Duraganlik Testi, Keskin ve
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JEL Simiflandirmas:: C23, C0I1, 001, 004

Abstract

The present empirical study investigates the stationary properties of the per capita real GDP series in
20 Latin America countries from 1950 to 2010, using the trend function proposed by Li, Ranjbar and
Chang (2015) and applying the panel stationary test with both sharp and smooth breaks. The presence
of structural changes in the GDP per capita series can mean a break in the deterministic trend and can
create a nonlinear model. The empirical results from the traditional panel-based unit root test indicate
that the per capita real GDP in Latin American countries are non-stationary. Panel unit root test
results, which take into account sharp and smooth breaks, rejected the null hypothesis of stationarity
Jfor all countries except Colombia, Paraguay and Dominican Republic. Thus, it can be said that the
proposed. test has more power when the non-linear process is taken into account in an unknown form
with the structural changes of the real GDP per capita. The results of this study have proved that per
capita real GDP series is resistant to stability, although most Latin American countries take sharp and
smooth breaks into account. This implies that the per capita real GDP series may affect the level of real
output of monetary and fiscal policies to be implemented for the 17 countries that are not stationary.

Keywords: Real GDP Per Capita, Latin American Countries, Stationary lest, Sharp and Smooth
Breaks, Fourier Function

Girig

Reel GSYH da birim kok ve/veya duraganligin arastirilmast makroekonomik politikala-
rin olusumunda ¢ok fazla etki yaratmasi nedeniyle iktisatta en yogun incelenen konu-
larin baginda gelmektedir. Reel GSYH'da birim kékiin varligt is ¢evrimlerinin determi-
nistik bir trend etrafinda duragan dalgalanmalar sergiledigi fikri ile tutarsizdir (Narayan
ve Narayan, 2010). Dolayistyla, reel ¢iktt diizeylerinin zaman serisi 6zelliklerinin birim
koklerle tanimlanip tanimlanamayacagi konusu arastirmacilarin temel ilgi alanlarindan
biri haline gelmistir (Wasserfallen, 1986; Ben-David ve Papell, 1995; Cheung ve Chinn,
1996; Cheung ve Westermann, 2002; Rapach, 2002). Reel GSYH serisinin birim kok
stireci olarak nitelendirilmesi soklarin kalici bir etkiye sahip oldugu anlamina gelirken,
deterministik bir trend etrafinda duragan bir siire¢ olarak degerlendirildiginde soklarin
etkisinin gegici oldugu kabul edilmektedir (Cuestas ve Garratt, 2011). Bu konudaki en
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ufuk acict caligmalardan biri Nelson ve Plosser (1982)’a aittir. Yazarlar ABD’nin tarihsel
zaman serilerinin trend ¢izgisine donme egiliminde olmadigini, béylece duragan olma-
yan stokastik bir siirece sahip oldugunu kanitlamistir. Diger yandan yapisal kirilmalar
birim kok testlerinde ihmal edildiginde birim kok sifir hipotezinin reddedilmesine ne-
den olabilmektedir. Sonug olarak duraganlik alternatifi dogru oldugunda birim kokii
reddetme giicii zayiflamakeadir (Perron,1989).

Bir diger sorun mevcut panel birim kok/duraganlik testlerinin bir ya da iki kirilmaya
izin vermesidir (Hadri ve Rao, 2008; Im vd. 2003). Son yillarda Carrion-i-Silvestre vd.
(2009) ¢oklu yapisal kirlmalari dikkate alan tek degiskenli GLS (Generalized Least
Square-Genellestirilmis En Kiigiik Kareler) -temelli birim kok testi gelistirmistir. Mo-
delde kukla degiskenlerin kullanilmasi yoluyla trend ya da diizeyde keskin ve ani kiril-
malarin oldugu ileri siiriilmektedir. Bununla birlikte diisiik frekansa sahip veriler icin
yapisal degisikliklerin yalnizca kukla degiskenler kullanilarak iyi yakalanmayan biiyiik
salinim bi¢imi almasi daha biiyiik bir olasilikar. Bu nedenle kirilmalarin yumusak ve
kademeli stireclerle ele alinmasi 6nemlidir (Leybourne vd. 1998). Bu sorunlar: giderme-
de Becker vd. (2004, 2006) ve Enders ve Lee (2009, 2012) esnek Fourier doniigiimleri
kullanarak bilinmeyen bir formda yapisal kirilmay1 yumusgak bir siire¢ olarak test eden
bir model gelistirmislerdir.

Ampirik literatiirde Nelson ve Plosser (1982)’in 6ncii ¢alismalarindan hareketle, 6zel-
likle gelismis tilkelerde reel ¢ikti diizeylerinin zaman serisi 6zelliklerini inceleyen ¢ok
sayida calisma yapilmigtr. Latin Amerika ve gelismekte olan iilkelerle ilgili yapilan pa-
nel caligmalarin sayist ise oldukea sinirlidir. Chang ve dig. (2008) 1960-2000 dénemi
boyunca 20 Latin Amerika iilkesi icin reel kisi basgina GSYH serisinin duraganligini
aragtirmak iizere Carrion-i Silvestre vd. (2005) nin ¢oklu yapisal kirilmaya izin veren bi-
rim kok testini kullanmuglardir. Elde ettikleri sonuglar 20 Latin Amerika ilkesi icin kisi
basina GSYH'da duraganlik bos hipotezinin reddedilemeyecegi yoniindedir. Giiloglu ve
[vrendi (2010) 1964-2004 dénemini kapsayan 19 Latin Amerika iilkesi igin yaptiklart
calismada SURADF ve CADF panel birim kok testlerini kullanmiglardir. Elde ettikleri
sonuglar Latin Amerika iilkelerinde reel GSYH serisinin fark duragan bir siirece sahip
oldugunu ve ¢iktidaki dalgalanmalarin kalict olduguna iligkin kanitlar elde etmislerdir.
Narayan ve Narayan (2010) calismalarinda 13 Latin Amerika tilkesinin yer aldigt 79
tilke i¢in 1960-2007 dénemi icin yaptiklari calismada ADF birim kok testi, Zivot ve
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Andrews (1992)’in bir yapisal kirtlmali birim kék testi ve Lumsdaine ve Papell (1997)’in
iki yapisal kirilmali birim kok testini uygulamiglardir. Elde ettikleri sonuglara gére 6r-
neklemde yer alan gelismekte olan iilkelerin %51 inde is ¢evrimleri deterministik trend
etrafinda duragandir. Latin Amerika ve Karayip bolgesinde ise 13 iilkeden sadece bir
tilke i¢in birim kék bos hipotezi reddedilmistir.

Gelismekte olan iilkeler arasinda olan Latin Amerika iilkelerinde reel GSYH serisinin
davraniginin incelenmesi pek ¢ok agidan énemlidir. Latin Amerika ve Karayip iilkelerin-
den bazilari, diinyaya gore goreceli olarak gelir payini kaybetmis ve gelismis ekonomi-
lerin kisi basina GSYIH diizeylerine ulagmaktan uzaklagmigtir. Ground (1988)’a gére,
savag sonrast donemde Latin Amerikadaki gelisme stratejisi, Biiyiik Buhran ve Ikinci
Diinya Savagr'nin olusturdugu dis soklara kargt bolgenin bir tepkisi olarak kabul edilen
ithal ikamesi siirecine dayanmistir.1980’li yillarin basinda ¢ogu Latin Amerika iilkesi
sanayilesme stratejilerinin etkinligini zayiflatan bazi dis soklar ve ekonomik sorunlar
yasamis, 1990’li yillarda ise bélgenin ¢ogunda iyilesmeler goriilmiistiir (FitzGerald,
1998). Latin Amerika ve Karayip bélgesi, 2007 yilinda gelismekte olan tilkelerin kisi
bagina gelirine esit olmakla birlikte diinya ortalamasinin %39 ve Dogu Asya ortalama-
sinin %40 daha alunda gergeklesmistir (Pérez-Caldentey ve Pineda, 2010). Latin Ame-
rika {ilkelerinin reel kisi basina GSYH ¢evriminde iki farkli 6zellik dikkat cekmektedir.
[lk olarak bolge diinyanin diger bolgelerine gore gorece daha kisa ekonomik genigleme
evreleri yasamustir. Ikincisi bolgede yasanan daralmalarin siire ve yogunlugunun diger
bolgelerdekine benzer olmasidir. Bir baska deyisle Latin Amerika ve Karayip'lerdeki da-
ralma siireleri diger bolgelerden daha yogun degildir (CEPAL, 2015).

Bu calismanin amaci, 20 Latin Amerika iilkesinin 1950-2010 dénemi icin kisi bagina
reel GSYH’sinin duragan olup olmadigini aragtirmakeir. Bu amagla bu ¢aligmada Li vd.
(2015) izlenerek kisi bagina reel gelirde keskin degisim ve yumusak kirilmalart birlikte
dikkate alan birim kok testleri kullanmak suretiyle mevcut literatiire katkida bulunul-
masi planlanmistir.

Caligmanin giristen sonraki ikinci béliimde veri ve metodoloji tanitilmis, tigiincii bé-
liimde aragtirma bulgularina yer verilmis ve dordiincii boliimde sonugla tamamlanmug-
tir.
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Veri ve Metodoloji

Veri

Bu ¢aligmada 1950-2010 dénemi icin yillik logariemik degerlerle reel kisi basina GSYH
verisi kullanilmistir. Her bir iilke i¢in yillik gozlem sayist 61'dir. Calismada ele alinan
Latin Amerika Ulkeleri: Arjantin, Brezilya, Bolivya, Sili, Kolombiya, Costa Rica, Kiiba,
Ekvator, El Salvador, Guatemala, Haiti, Honduras, Meksika, Nikaragua, Panama, Pa-
raguay, Peru, Dominik Cum., Uruguay ve Venezueladir. Yillik reel kisi bagina GSYH
verileri Latin Amerika Merkezi, MOxLLAD online veri tabanindan elde edilmistir (SGP
ile 1990 yilit ABD Dolari olarak ifade edilmistir). Tiim veriler logaritmik olarak ifade
edilmigtir. Tablo 1 &zet istatistikleri gostermektedir.

Tablo 1. 20 Latin Amerika Ulkesi icin Reel Kisi Basina GSYH Serisinin Ozet Istatistikleri

Ortalama | Medyan | Max. | Min. | Std.Sapma | Skewness | Kurtosis | Jarque-Bera

Arjantin 8.897 8.938 | 9.377 | 8.502 0.199 -0.027 | 2715 0.213
Brezilya 8.221 8.448 | 8.819 | 7.342 0.445 -0.608 1.868 7.017
Bolivya 7.737 7.753 | 8.002 | 7.430 0.155 -0.323 | 2.143 2.925
Sili 8.712 8.540 | 9.482 | 8.209 0.392 0.687 2.037 7.161**
Kolombiya 8.261 8.335 | 8.851 | 7.678 0.347 -0.126 1.747 4.150
Costa Rica 8.336 8.399 | 8.971 | 7.561 0.379 -0.280 2.188 2.473
Kiiba 7.820 7.780 | 8.293 | 7.574 0.193 0.747 2.652 5.992
Ecuador 8.054 8261 | 8571 | 7.381 0.358 -0.454 1.678 6.536**
El Salvador 7.801 7.817 | 8.172 | 7.461 0.194 0.208 1.944 3.272
Guetemala 8.011 8.083 | 8.352 | 7.551 0.250 -0.567 1.997 5.823*
Haiti 6.836 6.906 | 7.145 | 6.473 0.186 -0.507 1.899 5.697*
Honduras 7.470 7518 | 7.843 | 7.153 0.186 0.004 2.106 2.028
Meksika 8.495 8.662 | 8.994 | 7.733 0.380 -0.612 | 2.049 6.114%*
Nikaragua 7.589 7.557 | 8.080 | 7.195 0.244 0.340 2.132 3.093
Panama 8.303 8.351 | 9.126 | 7.492 0.436 -0.319 | 2.222 2.576
Paraguay 7.778 8.014 | 8.247 | 7.212 0.357 -0.357 | 1.385 7.925%*
Peru 8.196 8229 | 8.673 | 7.735 0.198 -0.161 3.003 0.266
gj:.lmk 7.694 | 7771 | 8.586 | 6.976 |  0.449 0.165 | 1.937 3.147
Uruguay 8.727 8.649 | 9.367 | 8.412 0.246 0.730 2.596 5.841*
Venezuela 9.052 9.084 | 9.316 | 8.577 0.161 -0.964 | 3.772 | 10.970***

Not: %, ** ve *** isaretleri %10, %5 ve %1 anlamlilik diizeylerinde “artiklar normal dagilima sahiptir” sifir
hipotezinin reddedildigini gistermektedir.
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Tablo 1’den elde edilen bulgular Venezuela ve Haiti’nin en yiiksek ve en diisiik ortalama
reel kisi bagina GSYH degerlerine (9.052 ve 6.836) sahip oldugunu gostermektedir.
Jarque-Bera test sonuglari reel kisi basina GSYH serisinin ¢ogu Latin Amerika iilkesinde
normal dagildigini géstermektedir.

Metodoloji

Li vd. (2015)’nin 6nerdikleri model, Carrion-i Slvestre vd. (2005) (bundan sonra CB-
L)’nin panel ve bireysel duraganlik testine dayanmaktadir. CBL duraganlik testi, Hadri
(2000)’nin iki tiir kirllmaya izin veren testinin genisletilmis versiyonudur. Birincisi sa-
bitte (dogrusal bir egim olmaksizin) kirilma ve ikincisi sabitte ve dogrusal trendin egi-
minde kirilmadir. CBL testi ¢ogu birim kok testinin tersine sifir hipotezinin duraganlik
oldugu bir testtir. CBL sinamasinda bos hipotezin reddedilememesi paneldeki serilerin
tiimiiniin duragan oldugu anlamina gelmektedir. Ayrica CBL yaklasim: bilinmeyen
farkli tarihlerde coklu yapisal kirilmalar: her bir kesit icin tahmin edebilen bir testtir. En
onemli avantaji seride yapisal kirilmalarin dikkate alinmasi daha giiclii sonuglarin elde
edilmesidir. Yani sira bootstrap yinelemeli sonuglar birimler arast korelasyonu da dikkate
alacagindan sonuglar giivenilir olacakur. Yatay kesit bagimliliginin dikkate alinmamasi
durumunda panel verinin duragan olmamasina ragmen, duraganlik yoniinde yanlis bir
karar verilmesine neden olabilir (German-Soto vd. 2009). CBL duraganlik testine gore,
duraganlik sifir hipotezi altinda veri iiretme siireci asagidaki modele dayanmaktadir:

Yu =7 +BT+ Y 0aDUps+ Y, 5y DTis + & (1)
k=1 k

Esitlik (1) de y, T ve m sirastyla sabit, dogrusal trend ve optimal kirilma sayisidir. Kalan
aciklayici degiskenler asagidaki gibi ifade edilmektedir:

( 1,t >TB
DU, = 2)
< 0, aksi durumda
r t—TByt>TB
DU, = » (3)
< 0, aksi durumda
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Bireysel test istatistikleri Kwiatkowski vd. (1992)’nin ¢oklu kirilmalart dikkate alan testi
kullanilarak hesaplanmaktadir.

LM(z) = b12 Y 5, @

=

—_

Burada é\it Esitlik (1)’den elde edilen EKK kismi toplamudir. o;, degisen varyanst gos-
terir ve 'nin uzun dénem varyansinin tutarls bir tahmincisidir. A, tiim zaman periyodu
(T) igerisinde yapisal kirilmanin yeridir ve LM test istatistiginin yapisal kirilma tarih-
lerine baglt oldugunu gostermektedir. Dolayisiyla kirilma sayisinin ve yerinin dogru
bir sekilde belirlenmesi son derece onemlidir. CBL yapisal kirilmalari igsel olarak be-
lirlemektedir ve kalintt kareler toplamininin global minimizasyonu siirecini izleyen Bai
ve Perron(1998)’un prosediiriinii 6nermektedir. Bai ve Perron (1998) prosediiriinde
kirilma tarihlerinin tahmini olarak Tﬁl, e Tﬁm dizisi icin Esitlik (1)’den elde edilen
hata kareler toplamini (SSR) minimize eden siire¢ matematiksel olarak asagidaki gibi

fade edilmektedir:
A A A A
<TBl, TBm> = areminSSR(T By, ..., TBy) (5)

Optimal kirilma sayist Liu vd. (1997)’nin CBL kriterine gore secilmektedir. Bu ¢alig-
mada sonlu érneklem kritik degerler 20.000 tekrarli Monte Carlo simulasyonlari kul-
lanilarak hesaplanmistir. ZM () nin sinirli dagilimi ve ortalama ve varyanst kullanarak
CBL ¢oklu kirilmalarla duragan sifir hipotezi i¢in test istatistigini asagidaki gibi hesap-
lamakeadir:

05
_(ZL LMD = Niy,)

2() -

(6)

Denklem (6)'daki #; j; ve oy, strastyla LM(2)'nin standart sapmasidir. Z(2) 'nin dag1-
lim1 bootstrap teknigi kullanilarak hesaplanmaktadir.

Livd. (2015) keskin ve yumugak kirilmalar: birlikte yansitabilmek tizere trend fonksiyo-
nunun tahmini i¢in yeni bir metodoloji ileri siirmektedir. Buna gére bir y serisinin trend
duragan oldugunu varsaydigimizda trend fonksiyonu agagidaki gibi ifade edilebilir:
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m+1 m+1 n drkt
y=y+pT+ ;(plDUl7,+ ;nlDTl,,+];01,ksm< T )

z 2rkt
+ ) 0 + 7
; 2’k00s< T > & (@)

Buraday, T've m sirastyla sabit (intercept), dogrusal trend ve optimal kirilma sayisini
gostermektedir. DU, ve DT, sabitte ve dogrusal trendin egiminde t yilda / kirlma
noktasidir. Kukla degiskenler agagidaki esitlikte oldugu gibidir:

( 1,TB_1 <t <TBy

DUy, = (®)
4 0, aksi durumda

ve
\
( t —TBy_1TB_1 <t <TBy

DT ©

40, aksi durumda

\
DU ve DT terimleri modelde keskin egilimleri belirlemek tizere modele dahil edilmek-
tedir. Yumugak gecisten genel bir tahmin elde edebilmek icin ise Gallant (1981)’da ol-

L 2wkt L 2rkt
dugu gibi trigonometrik terimler Z 0, ksin( ﬂ > ve Z 0, kcos( z ) aracihigt
-1 r =1 T

T
ile Fourier yaklagim kullanilmaktadir. yaklagik frekans sayisidir ve n < 7 dir. k belirli

bir frekans sayisidir. (7) numarali esitlik ti¢ tahmin icermekeedir (Li vd. 2015: 6): m’nin
secimi, n'nin se¢imi ve k’nin segimi. Becker vd. (2004) nin ifade ettigi gibi sinama ama-
ciyla n=1 kisttr olduk¢a makul gériinmektedir. Ciinkii, 8) , = 6, ; = 0 sadece bir fre-
kans i¢in reddedilebiliyorsa zamanin degismezligi sifir hipotezi de reddedilebilir. Ayrica
Enders ve Lee (2012)’nin belirttigi {izere n=1kisitr getirildiginde serbestlik derecesinin
sayisini azaltmak ve asirt uyum problemini 6nlemek faydali olacakur. (7) numarali esit-
lik yeniden diizenlendiginde asagidaki gibi bir model yazilabilir:
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m+1 m+1
=y +pT+ Z¢,DU[,,+ Zﬂ'lDTl,,+915in< ) +¢. (10)
=1 =1 r

2zkt 2nkt
T + 6,cos

(10) numarali esitligi tahmin etmek iizere Li vd. (2015) iki asamali bir prosediir éner-
mektedir. Ilk asamada optimum kirilma sayisi (m) ve optimum frekans (k) belirlenmek-
tedir. Li vd. (2015) K'nin maksimum degerinin 7 olabilecegini ifade etmektedir. Daha
sonra herhangi bir i¢in Bai ve Perron(1998) tarafindan 6nerildigi gibi (10) numarali
denklem ve hata kareler toplam: (SSR) tahmin edilmektedir. Optimal frekans esitlik
10’un hata kareler toplamint minimum yapan frekans £#*a esittir. Ikinci asamada esitlik
10'da dogrusal olmayan bilesenin yoklugu test edilmektedir. Bu test i¢in ise Becker vd.
(2004)’ni takip ederek genel F-testi kullanilmakeadir:

F(k*) _ (SSRleltlanmamlsy - SSRlell‘ltlnm[é'(k*))/z
SSRktsztlanmzs(k*)/T -q

(1D

SSR, ve SSR, | , terimleri esitlik 10’dan elde edilen hata kareler toplamin: dog-

rusal olmayan bir bilesen olmaksizin elde edilmektedir. Giiriiltii parametresinin varlig:
nedeniyle F-testi standart dagilima sahip degildir. Bu nedenle kritik degerler Monte
Carlo simiilasyonlar: kullanilarak tiretilmektedir. Diger geri kalan prosediirler Carrion-i
Silvestre vd. (2005) nin tanimladiklar: gibidir.

3. Ampirik Sonuglar

Bu calismada kargilastirma yapabilmek tizere her bir Latin Amerika iilkesi icin reel
GSYH serisi ile ilgili olarak sifir hipotezin birim kék oldugu hipotezi sinamak i¢in ge-
leneksel birim kok testleri uygulanmugtir. Perron (1989) tarafindan nerilen yinelemeli
t-istatistifine dayanarak testin gecikme mertebesi secilmigtir. Tablo 2 ve Tablo 3'de yer
alan sonuclar Kiiba (sabitli ve trendli modelde) ve Venezuela (sabitli modelde) disinda
(ADF test istatistigine gore) tiim Latin Amerika tlkeleri icin reel kisi basina GSYH se-
risinin diizeyde birim kok sifir hipotezini reddedemedigi yoniindedir. Bununla birlikte
serinin farki alindiginda sonuglar gostermektedir ki gogu Latin Amerika tilkesi i¢in reel
kisi basina gelir serisi fark duragandir.
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Tablo 2. Dogrusal Birim Kok testleri (sabit)

Diizey Birinci Fark

Ulke ADF PP KPSS ADF PP KPSS
Arjantin -0.542(8)| -0.270(0)| 0.798[61**|  -2.844(7)*| -6.283(2)*** | 0.132[0]
Brezilya -1.719(1) | -1.833(3) | 0.911[6]***| -5.569(0)*** | -5.599(2)***| 0.321[3]
Bolivya -1.705(5) | -1.010(5)| 0.525[6]**| -3.950(6)**| -5.196(5)*** | 0.095[5]
Sili 0.724(4) 0.514(2) | 0.882[6]*** | -4.237(3)***| -6.307(2)***| 0.211[2]
Kolombiya 0.037(4) | -0.236(3) | 0.977[6]***| -3.014(10)**| -5.019(1)***| 0.053[3]
Costa Rica | -0.282(5)| -1.279(1)| 0.947[6]**|  -2.748(4)*| -6.777(0)**| 0.160[1]
Kiiba -2.14909)| -0.749(3)| 0.509[5]**| -1.998(10)| -4.893(3)***| 0.152[2]
Ecuador -1.308(0) | -1.236(4) | 0.901[6]*** | -6.280(0)*** | -6.442(4)*** | 0.143[4]
El Salvador -0.956(6) | -1.149(4) | 0.572[6]** -2.845(5)* -3.543(4)** | 0.105[4]
Guetemala -1.585(1) | -1.165(4) | 0.865[6]*** | -4.302(0)*** | -4.256(2)***| 0.132[5]
Haiti -0.836(2)|  0.062(1)| 0.580[6]| -3.363(1)| -8.658(3)* | 0.289[1]
Honduras -0.119(0) | -0.212(2) | 0.921[6]*** | -6.572(0)*** | -6541(3)*** | 0.068[2]
Meksika -2.357(0) | -2.282(2) | 0.919[6]*** -2.290(5) | -6.357(0)***| 0.447[2]
Nikaragua -2.340(9) | -1.500(4) | 0.365[6]* -1.320(8) | -5.636(3)*** | 0.229[4]
Panama 20.3903) | -0.211(1)| 0.938[6]** | -4.811(2)***| -5.012(9)***| 0.111[1]
Paraguay -0.710(5)| -0.733(4) | 0.887[6]*** -2.874(4)* | -5.017(3)***| 0.127[4]
Peru -1.022(1) | -1.146(2) | 0.543[6]**| -5.019(0)*** | -5.024(2)***| 0.187[2]
Dominik 0.480(0) 0.580(6) | 0.966[6]*** | -7.408(0)***| -7.408(5)***| 0.131[5]
Cum.

Uruguay 1.507(9)|  1.222(0)| 0.928[6]**| -3.110(7)| -4.892(3)* | 0.238[1]
Venezuela -2.752(1)* | -3.150(0)* | 0.356[6]*| -5.811(0)***| -5.773(2)***| 0.342[2]

Not: Parantez i¢indeki degerler Perron (1989) tarafindan onerilen yinelenen t-istatistigine dayali optimal gecikme

uzunluklaridir. Kiseli parantez icindeki degerler Newey-West bandwidth yintemine gire belirlenen optimal ban-
dwidth uzunluklarin: gostermektedir. ***** * srastyla %1, %5 ve %10 inem diizeylerini ifade etmektedir.

Temel hipotezin duragan oldugu KPSS test istatistikleri Tablo 2'de yer alan sabitli mo-
delde tiim Latin Amerika iilkeleri icin reddedilirken, Tablo 3’deki sabit ve trendli mo-
delde LM test istatistikleri %1, %5 ve %10 anlamlilik diizeylerinde KPSS testi kritik
degerlerinden mutlak olarak biiyiik oldugu icin duraganlik sifir hipotezi Bolivya, Kiiba,

El Salvador, Honduras ve Dominik Cum. disinda analizde yer alan diger 15 Latin Ame-

rika tilkesi icin reddedilerek, serinin diizeyde duragan olmadigina karar verilmistir.
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Tablo 3. Dogrusal Birim Kok testleri (sabit ve trend)

Diizey Birinci Fark

Ulke ADF PP KPSS ADF PP KPSS

Arjantin -1.563(8) | -1.741(2) | 0.129[5]* -2.669(7) | -6.268(2)*| 0.117[0]
Brezilya 1.969(7) | -1.319(3) | 0.219[6]* | -5.742(0) | -5.721(1)**| 0.086[3]
Bolivya 2.752(8)| -1.906(5)| 0.088[6] | -3.884(6)* | -5.294(5)* | 0.080[5]
Sili -1.112(4) | -1.392(2) | 0.211[6]™ | -4.433(3)* | -6.414(1)**| 0.064[1]
Kolombiya -2.600(1) | -2.200(3) | 0.140[5]* | -3.139(10) | -4.976(1)*| 0.054[3]
Costa Rica 2.062(5)| -2.2092)| 0.142[6]*| -2.647(4) | -6.830(0)** | 0.105[0]
Kiiba -4.399(10)** | -1.546(3) 0.070([5] -2.608(6) | -4.983(3)* | 0.094[2]
Ecuador -1.328(0) | -1.650(4) | 0.170[6]*™ | -6.325(0)** | -1.486(4)**| 0.077[4]
El Salvador 2.542(5)| -1.690(4)| 0.110[6]| -2.836(5)| -3.510(4)*| 0.104[4]
Guetemala -1.790(1) | -1.451(4)| 0.170[6]* | -4.389(0)* | -4.333(2)*| 0.079[4}
Haiti -1.758(2) | -1.152(1)| 0.178[6]™ | -3.403(1)*| -8.165(3)**| 0.086[0]
Honduras -2.720(1) | -2.418(1)| 0.091[5] | -6.553(0)** | -6.518(3)** | 0.052[2]
Meksika -1.413(6) | -1.176(1) | 0.229[6]** | -6.643(0)** | -6.605(3)** | 0.062[2]
Nikaragua 2.881(9)| -2.041(4)| 0.147[6]*| -1.188(8)| -5.639(3)* | 0.171[4]*
Panama -2.126(4) | -1.323(0) | 0.164[6]* | -4.761(2)** | -4.952(9)=* | 0.116[1]
Paraguay -1.485(1)| -1.427(4)| 0.173[6]*| -2.771(4)| -4.956(3)=| 0.112[4]
Peru 1.4125)| -1.6002)| 0.136[6]* | -4.970(0) | -4.971(2)* | 0.188[2]*
Dominik Cum. -1.874(0) | -1.993(2) 0.083[5] | -7.495(0)=* | -7.527(6)** | 0.066[6]
Uruguay -1.419(8) | -1.245(1) | 0.186[5]™ | -3.756(7)** | -4.936(5)** | 0.071[0]
Venezuela -2.464(1)| -2.581(0) | 0.197[6]* | -5.931(0)** | -5.865(3)** | 0.145[0]*

Not: Parantez icindeki degerler Perron (1989) tarafindan inerilen yinelenen t-istatistigine dayaly optimal gecik-

me uzunluklaridir. Koseli parantez icindeki degerler Newey-West bandwidth yontemine gire belirlenen optimal
bandwidth uzunluklarin: gostermektedir. ****%* sirastyla %1, %5 ve %10 dnem diizeylerini ifade etmekredir.

Kisi bagina GSYH serisinin ortalamaya geri donme 6zelliklerini modellemek i¢in keskin
kirilmalara ve yumugak degisime izin veren Egitlik (10) tahmin edilmigtir. Ancak tah-
min oncesi kesitler arasinda korelasyon olup olmadiginin saptanmasi amaciyla Pesaran
(2004) tarafindan 6nerilen CDLM yatay kesit bagimsizlik testi uygulanmistur. CDLM
test sonuglari Tablo 4’in A panelinde yer almaktadir. CDLM test sonuglarina gore reel
kisi bagina GSYH degiskenine ait olasilik degerleri 0.05ten kiiciik oldugu icin sifir hi-
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potezi gliglii bir bicimde reddedilmis ve seride yatay kesit bagimliliginin olduguna karar
verilmigtir. Bu durum paneli olugturan iilkelerden birinin kisi bagina gelirine gelen so-
kun diger tilkeleri de etkileyecegi anlamina gelmektedir. Dolayistyla sonraki asamada ya-
pilacak birim kok testlerinin yatay kesit bagimliligini dikkate almasini gerektirmektedir.
Bu nedenle bu ¢aligmada yatay kesit bagimliligini dikkate almak {izere Maddala ve Wu
(1999)’ nun bootstrap teknigi kullanilarak kritik degerler hesaplanmugtir. Panel istatistigi
icin kritik degerler 20.000 tekrarlama ile hesaplanmigtir. Tablo 4’tin Panel A béliimiin-
de tiim panel i¢in homojen uzun dénemli varyans varsayimi alunda elde edilen test
istatistigi sonuglarina gére duraganlik sifir hipotezi %10 kritik degerden biiyiik olmas:
nedeniyle reddedilmektedir. Bununla birlikte heterojen uzun dénemli varyans varsayimi
altnda duraganlik bos hipotezi tiim anlamlilik diizeylerinde reddedilememektedir. Bi-
reysel duraganlik test sonuglari ise Tablo 4’tin B panelinde sunulmustur.

Tablo 4-B'deki sonuglara gore Kolombiya, Paraguay ve Dominik Cum. disinda tiim
Latin Amerika iilkelerinde reel kisi basina GSYH serisi birim kokliidiir. Bagka bir deyisle
Kolombiya, Paraguay ve Dominik Cum. icin reel kisi basina gelir iizerine gelen soklar
gecici etkiye sahiptir. Ancak diger 17 Latin Amerika tilkesi i¢in goklar kalicidir. Her bir
tilke i¢in kullanilan veri seti 61 yil olmasi nedeniyle Li vd. (2015)’nin yaklagiminda
oldugu gibi maksimum kirilma sayis1 7, maksimum frekans ise (10) numarali tahmin
denklemi i¢in 7 olarak belirlenmigtir. F-istatistigi degerleri ve kritik degerler (20.000
tekrarla hesaplanmigtir) Tablo 5’in A panelinde gdsterilmistir. Grid-search (detayl: ara-
ma) yaklagimi ile K her bir iilke icin optimal frekansi gostermektedir. Optimal frekans
Kiiba i¢in K=1; Nikaragua, Uruguay ve Venezuela i¢in K=2; Arjantin ve Costa Rica i¢in
K=4; Ekvator i¢in K=5; El Salvador, Guetamala, Honduras, Meksika, Paraguay ve Peru
icin K=6; Brezilya, Bolivya, Sili, Kolombiya, Haiti, Panama ve Dominik Cum. f¢in K=7
olarak belirlenmistir.
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Tablo 4. Keskin ve Yumugak Kirilmal Panel Duraganlik Test Sonuglar:

Panel A: Pesaran (2004) CD Testi ile Keskin ve Yumugsak Kirilmalt Panel Duraganlik Testi
Test Istatistigi p-degeri

CD LM2 (Pesaran 2004 CDIm) 5.837*** 0.000
Panel Duraganlik | Test Istatistigi Kritik Degerler
Test Sonuglart 90 95 97.5 99 | p-degeri
Homojen Uzun
Dénemli Varyans 10.0094* | 8.8581 | 10.1293 | 11.4549| 13.1573| 0.0000
Heterojen Uzun
Dénemli Varyans

16.1142| 23.5346| 25.4630 | 27.2332| 29.0576| 0.0000
Panel B: Keskin ve Yumugak Kirilmali Bireysel Duraganlik Testi
Ulkeler Bartlett 90 95 97.5 99
Arjantin 0.1293| 0.0220 0.0261 0.0300 | 0.0350
Brezilya 0.1006* | 0.0329 0.0412 0.0502 | 0.0607
Bolivya 0.0667**| 0.0360 0.0423 0.0480 | 0.0561
Sili 0.0919=| 0.0574 0.0736 0.0892 | 0.1096
Kolombiya 0.0380 | 0.0429 0.0547 0.0661 | 0.0808
Costa Rica 0.0889=| 0.0164 0.0182 0.0200 | 0.0224
Kiiba 0.0782**| 0.0189 0.0212 0.0233 | 0.0262
Ecuador 0.0591** | 0.0165 0.0186 0.0206 | 0.0231
El Salvador 0.0857*| 0.0374| 0.0458| 0.0539| 0.0642
Guetemala 0.0818"*| 0.0166 0.0187 0.0205 | 0.0232
Haiti 0.0454* | 0.0425 0.0542 0.0646 | 0.0790
Honduras 0.0753= | 0.0344 0.0402 0.0463 | 0.0534
Meksika 0.1656*| 0.0462 0.0589 0.0725 | 0.0881
Nikaragua 0.0995* | 0.0175 0.0195 0.0213 | 0.0239
Panama 0.1980 **| 0.0173 0.0196 0.0219 | 0.0250
Paraguay 0.0614| 0.0747| 0.0962| 0.1183| 0.1453
Peru 0.0354* | 0.0289 0.0343 0.0394 | 0.0470
Dominik Cum. 0.0450| 0.0531 0.0663 0.0797 | 0.0966
Uruguay 0.1565**| 0.0167 0.0189 0.0210| 0.0235
Venezuela 0.1788**| 0.0165 0.0186| 0.0207| 0.0234

Not: Kritik degerler 20.000 tekrarly Monte Carlo simiilasyonu ile elde edilmigtir.
Maksimum kirilma 7 olarak alimmagtir.
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1ablo 5. (10) Numaral: Esitlikreki Trend Fonksiyonu Tahmin Sonuglar:

Panel A: Optimum Frekans ve F-statistigi Sonuglari ve Kritik Degerler

Ulkeler Optimum P-Istatistigi | %90 %95 %97.50 | %99

Frekans (K)
Arjantin 4 13.7970 | 2.5454| 3.3782 4.2659 5.4311
Brezilya 7 6.0049 | 2.4216| 3.1963 3.9294 5.1033
Bolivya 7 2.5220| 2.3898 | 3.1589 4.0260 5.0973
Sili 7 12.1951| 2.4556| 3.2082 3.9880 5.1348
Kolombiya 7 37.2182| 2.4070| 3.1590 3.9486 5.0983
Costa Rica 4 11.3994 | 2.6028 | 3.4514 4.2967 5.4399
Kiiba 1 48.8234| 2.6529 | 3.4879 4.3789 5.5617
Ecuador 5 4.2179| 2.6676| 3.5211 4.3582 5.6758
El Salvador 6 16.4646 | 2.3099 | 3.0536 3.7967 4.8295
Guetemala 6 26.7121| 2.6735| 3.5044 4.4017 5.6390
Haiti 7 9.2888 | 2.3974| 3.1655 3.9373 5.0195
Honduras 6 19.0884 | 2.5050| 3.2466 4.1130 5.1293
Meksika 6 4.4418 | 2.5306 | 3.0937 4.2628 5.4248
Nikaragua 2 35.7156 | 2.3039| 3.0937 3.9416 4.8682
Panama 7 17.3151| 2.4674| 3.2435 4.0393 5.0487
Paraguay 6 8.9933 | 2.5250| 3.3777 4.3192 5.5005
Peru 6 19.2012| 2.6632| 3.5646 4.4469 5.5899
Dominik 7 19.4075| 2.4344| 3.1905 3.9943 5.0963
Cum.
Uruguay 2 27.1902 | 2.4316| 3.1823 4.0863 5.0527
Venezuela 2 56.8730| 2.4190| 3.1895 3.9860 4.9863

Panel B: (10) Numarali Esitlikteki Keskin Kirilma Tarihleri
Ulkeler

Kirilma Tarihleri
Arjantin 1958 | 1964 1970 1988 1997 2003 0
Brezilya 1960 1966 1972 1980 1989 2002 0
Bolivya 1959 1977 1986 1998 2004 0 0
Sili 1965 1974 1981 1987 1994 0 0
Kolombiya 1962 1972 1980 1992 1998 2004 0
Costa Rica 1955 1964 1974 1980 1991 2000 0
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Kiiba 1956 1967 1979 1992 1998 2004 0
Ecuador 1955 1965 1972 1980 1986 1998 2004
El Salvador 1961 | 1977 1983| 1989 2000 0 0
Guetamala 1955 1966 1974 1980 1986 1995 2002
Haiti 1962 1968 1980 1991 0 0 0
Honduras 1957 1977 1991 1998 2004 0 0
Meksika 1963 1975 1981 1988 1994 2004 0
Nikaragua 1959 | 1965 1978 1987 1998 0 0
Panama 1956 1963 1969 1979 1987 1994 2002
Paraguay 1968 1975 1981 1987 1995 2001 0
Peru 1959 1975 1982 1988 1994 2004 0
Dominik Cum. 1964| 1977 1989 0 0 0 0
Uruguay 1955| 1967 1973 1981 1988 2001 0
Venezuela 1957 | 1963 1972 1985 1991 1997 2003

Kirilma tarihleri Tablo 5’in Panel B béliimiinde yer almaktadir. Tiim Latin Amerika
iilkeleri icin en azindan ii¢ keskin kirilma s6z konusudur. Dominik Cum.’ nde ii¢ keskin
kirilma; Haiti'de dort; El Salvador, Nikaragua, Bolivya, Sili ve Hondurasta bes; Arjan-
tin, Brezilya, Kolombiya, Costa Rica, Kiiba, Meksika, Paraguay, Peru ve Uruguayda
alt ve Ekvator, Guetamala ile Panamada yedi sert dalgalanma meydana gelmistir. Elde
edilen sonuglar 1950’li yillarda yalnizca 11 keskin sapmanin yasandigini; 1960’larda
20 keskin sapma; 1980’lerde 27 sapma; 1990’larda 18 sapma ve 2000’lerde toplam 16
sapmanin yasandigini gostermektedir.

Sekil 1, her iilkenin reel kisi basina GSYH serisinin zamana bagli egilimlerini gdster-
mektedir. Yapisal kirilmalar verilerin trendinde agikga goriilmektedir. Dolayisiyla birim
kok ve/veya duraganlik sitnamalarinda hem keskin kirilmalari hem de yumusak degisi-
mi dikkate almak olduk¢a manuklidir (Li vd., 2015). Zamanla degisen sabitin tahmin
edilen zamana bagli trendi tiim sekillerde gériinmektedir. Tahmin edilen ve gercek veri
setleri birbirine ¢ok iyi uyum saglamisur.

Sonug¢

Bu calismada 1948-2010 dénemi icin 20 Latin Amerika iilkesinin kisi basina reel GS-
YIH serisinin zaman serisi 6zellikleri Li, Ranjbar ve Chang (2015)'in énerdikleri trend
fonksiyonu yardimiyla hem keskin hem de yumusak kirilmalari iceren panel duragan-
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lik testi ile stnanmugtir. Bu amagla ¢oklu yapisal kirilmalari yakalamak {izere Carrion-i
Silvestre vd. (2005)’nin 6nerdikleri duraganlik testi ile yumusak kirilmalari yakalamak
tizere Becker vd. (2004, 20006) tarafindan gelistirilen esnek Fourier déniisiimii kullani-
larak yumusak bir siire¢ olarak bilinmeyen formda yapisal kirilmalar: dikkate alan birim
kok testleri kullanilmistir.

Elde edilen bulgular Kolombiya, Paraguay ve Dominik Cum. disinda tiim iilkeler icin
duraganlik sifir hipotezini reddetmistir. Boylece kisi basina reel GSYH serisinin yapi-
sal degisikliklerle birlikte bilinmeyen bir formda dogrusal olmayan bir siirecin dikkate
alinmasi durumunda 6nerilen testin daha fazla giice sahip oldugu sdylenebilir. Bu calis-
manin sonuglart cogu Latin Amerika tilkesi i¢in keskin ve yumusak kirilmalar1 dikkate
almasina ragmen, kisi basina reel GSYH serisinde birim kokiin varligini desteklemistir.
Bu bulgu reel GSYH serisinin duragan olmadig1 17 iilke i¢in uygulanacak para ve mali-
ye politikalarinin reel ¢iktr diizeyini etkileyebilecegini ima etmekredir.
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SOCIAL CAPITAL AND RURAL
DEVELOPMENT

Andriy Popovych

Abstract

The article studies the theoretical framework of the concept of social capital and practical implications

Jor the development of rural territories. Using the set of indicators as a proxy to measure of social capital
the testing of its impact on the level of rural poverty and agriculture value added was conducted. As a
result of the investigation the positive influence is established.

Key Words: social capital, rural poverty, sustainable development

JEL Classification: R11, Z13

Introduction

The concept of social capital emerged in area of social and economic knowledge several
decades ago and since then has occupied one of the central places in sociological and
economic science as a theoretical concept and as an object of empirical research. The
origin of the concept of “social capital” lies in a rethinking of the economic category in
terms of social and human sciences along with the inclusion of the category “human
capital” in the arsenal of the means of economic theory.

Although notion of social capital originally arose in related disciplines of social sciences
it was soon picked by economists as valuable means which helps in filling the gap in
contemporary academic research. Since then, the phenomenon of social capital have
been used as an explanation for many economic processes and phenomena such as
economic growth (Knack & Keefer, 1997), the development of the financial system
(Guiso et al., 2004, 2008), innovation (Fountain, 1997) education (Goldin & Katz,
2001).
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The nature of social capital allows and requires studying its factors and functions
simultaneously within the framework of both the sociological and economic approaches
which leads to the expansion of the theoretical range of the concept of social capital,
the differentiation and specialization of empirical studies of this social phenomenon,
but also the formation of various, often mutually exclusive interpretations of its essence.

There are many definitions of social capital but usually it is viewed in the literature as
an ability of members of society to cooperate among them that has implications for
the results of their productive activity. From traditional point of view three elements
of social capital such as trust, reciprocity, and social networks are considered to be an
advantage that an individual and society can gain from social participation, mutual
assistance and trust (Currie & Stanley, 2008).

It is open question in academic community about the direction and strength of
the influence of social capital on economic and social processes. There is a certain
contradiction between the breadth of empirical phenomena and the diversity of
methodological approaches on the one hand, and the lack of coherence in the conceptual
definitions of social capital, which leads to problems in interpreting empirical data and
comparative studies (Adler & Kwon, 2002; Dasgapta & Sarageldin, 2002). The more
prevalent opinion is that the social capital plays a positive role in society while there is
less agreement about the magnitude of effect produced due to possibility of inaccurate

measuring.

Active interest in the phenomenon of social capital from various areas of social sciences
is due to the fact that this concept allows, on the one hand, to comprehend the role of
social resources for economic interaction, and on the other hand to apply some principles
of the economic approach to the study of social behavior. However, the extremely wide
use of the concept of social capital may lead to questioning the usefulness of continuing
to use this term (DeFilippis, 2001; Sobel, 2002).

The study of the problems of social capital is not only of theoretical importance, but
also of practical importance. The main components of social capital such as established

norms of behavior are relevant to the problem of trust in economic interactions.

Social capital is formed in certain social structures and is a source of realization of a
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certain goal and obtaining an economic effect. It has its origins in economics as the
maintenance or increase of the total stock of different types of capital (manufactured,
natural, and social) contributes to the achievement of sustainability (Zaccai, 2002).

Social capital as an economic category has the features inherent in capital as an accrued
value and institutional resource that is included in the processes of reproduction and
growth of certain value. It can be accumulated, converted into other forms of capital,
put into a certain economic activity with a positive long-term economic return (Guiso
etal., 2010).

Social capital has the implications for socio-economic development of rural areas, as
key factors in improving the quality of life of the rural population. The sustainable
development of rural areas relies on the quality of management that meets modern
conditions, which today becomes one of the key factors affecting the growth of the
economy in rural areas.

The concepts of sustainable development of the world community, as a balance
between mutually contradictory and equivalent economic, social and environmental
goals, principles and methods of managing sustainable development of rural areas,
their interconnection and interaction are considered as a basis for building an
effective management system and improving it in a competitive environment. In this
connection, the problem of the formation and reproduction of the social capital of the
rural population deserves special attention.

Theoretical Framework and Practical Implications

In recent years, among the many factors affecting economic development, economists
have begun to recognize such specific circumstances as the state of social relations, the
nature and quality of links between different economic entities, the specific business
reputations of economic entities, the level of trust they have earned from clients and
partners. They found that the concept of social capital is useful for explaining the
phenomenon of unequal effectiveness of the recognized economic factors.

The main function of social capital in the system of economic interaction is to ensure
access of the subjects to various types of goods and values, reducing the costs associated
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with gaining access to goods. This function is a fundamental property of social capital,
allowing it to be viewed as a productive resource along with financial, physical and
human capital.

The problem of identifying factors that contribute to economic growth has been and
will be one of the main not only in theoretical studies of economists, but also in the
economic policy of the state. In this regard, it was found that growth is influenced
not only by economic, but by socio-cultural factors. Moreover, in the conditions of a
postindustrial society the role of these factors continuously increases. This is due to the
fact that with the expansion and deepening of scientific and technological progress,
the development of highly complex technologies, formal and informal tes, trust
relationships that individuals use to produce or distribute goods and services, become

more important.

Ensuring economic growth is one of the main goals of intensification of the process
of reproduction and predetermines the level of the society’s solution of economic,
social and political problems. On the other hand the possibilities of economic capital’s
conversion into cultural, human and social and their increments, allow the sustainable
development of national economies and improvement of the living standards of the
population.

National social capital is formed on the basis of social capital of firms and regions, inter-
firm interactions, formal and informal connections, norms, rules, beliefs and relations
of trust that are formed in society. The ability of the country to win rivalry with other
countries in various areas depends directly and, above all, on the social capital of its
business elite and state leaders of senior management. But it is determined by the general

level of socio-economic development, culture and traditions of the country as a whole.

There are the characteristics of the environment affect the formation of social capital
which include the state of institutions and the level of human capital (Nye et al.,
2012). To analyze the effects of social capital in the system of economic interaction
on the market and non-market exchange, the labor market, and also in the sphere
of entrepreneurial activity social capital must be distinguished from human capital,
and also cleaned from the effect of the influence of institutions, so it is important to
determine ways of accumulating and amortizing social capital (Guiso et al., 2010).
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A large amount of social capital is able to provide competitive advantages to individuals
in markets, serve as a means of informal coordination of economic actors and a tool
for extracting monopoly profits. The scarcity of social capital at the level of individual
markets and society as a whole not only increases transaction costs, provokes mass
opportunistic behavior, but also is a factor of the general inefficiency of the institutional
environment, its inability to stimulate the development of mechanisms for the self-

regulation of market processes.

On the other hand, social capital available to separate groups can serve as a means of
leveling discrimination, including in the sphere of economic relations. The distribution
of social capital is uneven, as it obeys social stratification in modern society. how the
problem of limited resources and the general capabilities of national economies are
being addressed as well as political decisions of power (Kumlin & Rothstein, 2005).

Social capital acting as one of the important factors of economic growth, formed in
the different areas of the country, provides impact on economic development with
diverse quantitative and qualitative characteristics. Only improving the process of the
formation of the social capital of both the urban and rural population can accelerate the
economic growth as well as improve the qualitative parameters of the development of

national economies.

Social capital has always played an important role in rural areas and acted as an integral
element of the life of the villagers. Based on trust and mutual support, intragroup
integration allowed not only developing productively natural resources, the main one
being land, but also to survive in critical situations.

The recent modernization processes in rural areas significantly weakened the integrative
ties, creating a high level of instability, manifested in the growth of social risks, and
uncertainty of social prospects. In the life of the rural population, the individualistic
model of social existence is increasingly asserted, limiting the formation and reproduction
of social capital by a family-related environment, which substantially minimizes the
possibilities of its use for realizing the citizens’ vital strategies.

The nature of the rural society determines the model of accumulation of social capital
and the management of sustainable development of rural areas as a specific set of
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management actions and managerial process integrating and coordinating all spheres of
vital activity of the rural population of the region by providing favorable conditions for
increasing economic potential, qualitative improvement of the territory’s infrastructure,
development of local self-government and rational nature management for the purpose
of proportionate satisfaction the needs of the living and future generations.

To improve the management system for sustainable development of rural areas, it should
be taken into account their natural, climatic and socio-economic conditions and features,
as a combination the environmental, economic, and social dimensions (OECD, 2001;
Commission of the European Communities, 2001), the uneven distribution natural
resources, the established system of resettlement and the traditions of economic order.
The formation of social capital and the mechanism of interaction between government
and the population alongside the economic and financial autonomy of municipalities is
a necessary part of the organizational, economic and social prerequisites for improving
the management system for sustainable development of rural areas.

It is more difficult to show a clear connection between social capital and economic
growth: as in the case of human capital, the results depend on the quality and reliability
of the indicators used, the complexity of the influences of factors and the incompatibility
of certain characteristics of different countries related to historical, cultural and
institutional traditions.

The interrelationship in the rates of economic growth with the development of social
capital is complex and does not lie on the surface of the social and economic development
of society. The influence of social capital on economic growth is indirect. Only increasing
the economic efficiency of the business sector through the strengthening of elements
of social capital can affect the efficiency of economic development, and, ultimately,

promote economic growth.

Measuring Methodology and Empirical Testing

The task of investigating of the empirical evidence of the influence of social capital on real
economic processes raises the problem of the economic and mathematical description of
this phenomenon. Measuring social capital is an extremely difficult undertaking which
is a major weakness of the social capital concept (Fukuyama, 2001). Yet it is quite
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difficult to build a real mathematical model without a measure of the store of social
capital, while its characteristics and potential remain unknown (Durlauf, 2002).

The social capital is difficult, if not impossible to measure directly because of the
reflexivity, multidimensionality and relational character of the most social phenomena
(Dubois & Mahieu, 2002). Because the social processes cannot be quantified through
the same analytical framework and same tools as the ecological and economic ones for
empirical purposes the use of proxy indicators is necessary (Collier, 2002; Dubois &
Mabhieu, 2002).

The number of approaches has already being made to the problem of formalizing
social capital and quantitatively expressing this process. As a rule, the most widely used
measures of social capital are trust and the level of involvement and interaction in the
process of intra-group or social activity. However, many ways of quantifying social
capital are criticized because of measurement not by fixing the key sources of social

capital formation, but only the result to which its presence and magnitude lead (Stone,
2001).

Attempts to evaluate social capital often lead to a mixture of sources, functions, and
results. Most of what is associated with social capital exists in an implicit or relative
form, which immediately deprives researchers of the possibilities of simple measurement

or codification.

In principle, indicators of social capital should be as comprehensive as possible in the
reflection of key concepts and balanced from the point of view of subjective-evaluative
elements and behavioral aspects. The use of such indicators should be correlated with
the cultural context in which behavior or attitudes related to social capital are assessed
choice of indicators to measure social capital is also guided by the scope of the concept
and the breadth of the unit of observation used (Collier, 2002).

Investigating social capital, it is necessary to have in view the intricacy of its measurement.
In particular, it can be argued that social capital, as a complex concept, is not likely to be
represented by any single measure or figure, but its multidimensional character requires
set of indicators to be effective (Cox & Caldwell, 2000).

The question of the method of determining social capital arises by analogy with physical
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capital and economic potentials, but it contains indicators that allow analyzing the
“reverse” influence of society on political stability and economic development (Stone
& Hughes, 2002). Individual attitudes or behavior give conditional indicators of social
capital, but these indicators must correspond to the underlying concept. The indicators
associated with social capital and were previously used in empirical studies often include
the measures of “Civil and political society” such as index of democracy, index of
corruption, index of government inefficiency; strength of democratic institutions, voter
turnoug, etc, as well as “Legal and governance aspects” such as repudiation of contracts
by government, contract enforceability, etc (Grootaert, 2001).

In practice the measurement of social capital can be carried out by using a wide range of
data based on several surveys reflecting the development of social relations in different
states of the world. Such large-scale surveys identify parameters of individuals’ activities
in associations and the degree of their trust in various institutions and other people.

Attempts to capture the key directions of how people interact and relate to each other
are confronted with a lack of reliable data sources. This, in turn, is the result of a lack
of a sufficiently complete range of questions in survey questionnaires, since surveys
themselves, as a rule, are not aimed at assessing social capital. Because of the above
reasons, it is almost impossible to obtain data on social capital at the intercountry level.

Along with the assessment of social capital based on data from surveys of social and
economic development and poverty the indicators of rural developments can be
extracted. Rural development indicators analyze regional development, economic
growth of regions and the solution of social problems, which requires the contribution
of social and human capital along with traditional forms of capital.

For practical reasons as the estimates of social capital we suggest the set of the following
indicators: Corruption Perceptions Index (CPI), Democracy Index (DEI), Government

Effectiveness (GEF), and Rule of Law (ROL).

The Corruption Perceptions Index (CPI) has been published by Transparency
International (TI) since 1996 annually ranking countries “by their perceived levels
of corruption, as determined by expert assessments and opinion surveys.” The CPI
generally defines corruption as “the misuse of public power for private benefit”.
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The Democracy Index is created by The Economist Intelligence Unit’s based on 60
indicators and includes data on 167 countries scored on a scale of 0 to 10.

The Government Effectiveness reflects the perception of the quality of public services,
the quality of the civil service and the degree of its independence from political
pressures, the quality of policy formulation and implementation, and the credibility of

the government’s commitment to such policies.

The Rule of Law reflects perception of the extent to which agents have confidence in
and abide by the rules of society, and in particular the quality of contract enforcement,
property rights, the police, and the courts, as well as the likelihood of crime and violence.

The latter two indicators are the result of the research of social capital by World Bank in
the form of specially designed surveys or specialized modules in already existing surveys
resulting in a research dataset called The Worldwide Governance Indicators. WGI
are summarizing the views on the quality of governance provided by a large number
of enterprise, citizen and expert survey respondents in industrial and developing
countries. These data are gathered from a number of survey institutes, think tanks,

non—governmental organizations, international organizations, and private sector firms.

We also suggest the World Bank as a source of the two Agriculture & Rural Development

indicators:

The Rural Poverty Gap at National Poverty Lines (RPN) is the rural population’s mean
shortfall from the poverty lines (counting the nonpoor as having zero shortfall) as a
percentage of the poverty lines. This measure reflects the depth of poverty as well as its

incidence.

The Agriculture Value Added per Worker (AVA) is a measure of agricultural productivity.
Value added in agriculture measures the output of the agricultural sector (ISIC divisions
1-5) less the value of intermediate inputs. Agriculture comprises value added from
forestry, hunting, and fishing as well as cultivation of crops and livestock production.
Data are in constant 2010 U.S. dollars.

The quantitative analysis of the data allows us to determine the degree of influence of
various factors associated with social capital on economic development of rural areas.
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For the purpose of formalizing the link between various proxies of social capital and the
indicators of agriculture and rural development the best way is to use the traditional
econometric methods such as simple ordinary least square regression in the following
form.

y=Xb+ K (1)

In this model, social capital is seen as an exogenous factor for the economic development
of rural territories. Therefore, the measures of Agriculture Value Added per Worker and
Rural Poverty Gap at National Poverty Lines are dependent variables while Corruption
DPerceptions Index, Democracy Index, Government Effectiveness and Rule of Law
indicators are the independent ones.

A hypothesis is proposed that social capital indicators have negative impact on the
productivity of agriculture. Conversely, according to the same hypothesis they produce
the negative impact on the level of rural poverty.

The data consists of two separate cross-section sets with different indicators of agriculture
and rural development but the same social capital measures. The first data set includes
entries for 92 countries, mainly developing, and the second consists of 167 observations,
including also developed nations.

Table 1: Descriptive statistics for equation with dependent variable Rural Poverty Gap at National

Poverty Lines
Variable Obs Mean Std. Dev. Min Max
RPN 92 41.65221 21.95911 1.6 84.3
GEF 92 -0.46293 0.732394 -2.06 1.8
ROL 92 -0.56239 0.616016 -2.01 1.13
DEI 92 0.419736 0.178284 0.0915 0.907
CPI 92 34.8587 14.36845 11 89

With the help of econometric program STATA we run two different regressions, each
for every dependent variable, and obtained the following results. The use the variance

inflation test factor after the regression suggests that multicollinearity is not the problem
in both cases (VIF << 10).
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Table 2: Results of regression for the equation with dependent variable
Rural Poverty Gap at National Poverty Lines

Source SS df MS Number of obs= | 92
F( 4, 87) 13.27
Model 16627.77 4| 4156.942 Prob > F 0.000
Residual 27252.66 87| 313.249 R-squared 0.3789
Adj R-squared 0.3504
Total 43880.43 91| 482.2025 Root MSE 17.699
RPN Coef. | Std. Err. t P>t [95% Contf. Interval]
GEF -16.9565 | 4.52457 -3.75 0.000 -25.9496 -7.96343
ROL -18.7101 | 4.327764 -4.32 0.000 -27.312 -10.1082
DEI 47.58731 | 16.37619 291 0.005 15.03787 | 80.13675
CPI 0.49471 | 0.228938 2.16 0.033 0.039672 | 0.949749
_cons -13.939 | 11.10838 -1.25 0.213 -36.0181 | 8.140097

Table 3: Descriptive statistics for equation with dependent variable
Agriculture Value Added per Worker

Variable | Obs Mean Std. Dev. Min Max

AVA 167 17982.01 30144.78 202 248525
GEF 167 -0.05838 1.000214 -2.18 2.21
ROL 167 -0.12353 1.02366 -2.37 2.04
DEI 167 0.488999 0.225159 0.054 0.96525
CPI 167 42.47904 20.20015 8 91

The results of econometric analysis of equations shows the coeflicients on in both cases
are mainly significant and of hypothesized sign. The notable exception is the Democracy
Index which suggests that democracy has the positive influence on the level of rural
poverty. The explanation may be that this data set does not include countries and most
European OECD, but primarily the less developed nations.
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Table 4: Results of regression for the equation with dependent variable
Rural Poverty Gap at National Poverty Lines

Source | SS df MS Number of obs | 167

F(2, 164) 63.99
Model 6.61E+10 | 2 3.31E+10 Prob > F 0
Residual | 8.47E+10 | 164 1.65E+11 R-squared 0.4383

Adj R-squared | 0.4314
Total 1.51E+11 | 166 1.67E+11 Root MSE 22730
AVA Coef. Std.Err. t P>t [95% Conf. Interval]
GEF 8470.4 3914.124 | 2.16 0.032 741.8262 16198.97
CPI 595.3064 | 193.8085 | 3.07 0.002 212.6247 977.988
_cons -6811.5 8618.813 | -0.79 0.430 -23829.7 10206.64

The carried out work is yet insufficient to reveal and confirm unequivocally dependence
of intercountry differences in agriculture and rural development on the scale of social
capital. The very complexity of accounting for social capital due to its heterogeneity and
absence of adequate indicators at country level is the main impediment.

At the same time, our research suggests, as shown by result of empirical evaluations,
that social capital brings positive economic, social and individual benefits for the
rural community. The presented data on the benefits of access to social capital make
it necessary to take into account social capital in the formulation of state social and
economic policies, in particular poverty and social exclusion.

Taking into account the conducted research it is possible to trace the influence of factors
associated with social capital on the economic development of countryside making it
an increasingly important element of the “productive” capital of the modern economy.

Conclusions

Social capital is a cumulative value and institutional resource of a society that is included
in the processes of economic development through the mutual conversion with other
types of capital. It is now more appropriate to consider the nature of social capital as
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resource that is auxiliary to the economy. Various forms of social capital constitute the
basis for the productive activity of a society based on the quality of social relationship,
which includes trust, solidarity, and the effectiveness of their joint actions.

The process of evolution of social capital concept is primarily related to the evolution
of the factors identified in the models of economic growth. The state and level of social
capital in society can be characterized as one of the factors of economic development of
a nation. The need to build up and improve positive national social capital is becoming
one of the most important problems in the development of modern economy.

Social capital is one of the important factors in the development of the rural areas,
which increases its subjectivity and sustainability not only in the forms of tradition, but
also in innovative forms. The development of the concept of social capital can serve as a
basis for understanding the specifics of the development of the countryside.

The social capital of the rural population formed and reproduced on the basis of
universal values and norms of behavior, the creation of collectivist solidarity aimed at
solve specific problems and achieving practical objectives. The process of formation and
reproduction of the social capital of rural areas is currently characterized by a number of
significant changes, which consists in replacing collectivist values with individualistic,

leading to reduction of social capital value.

Unlike the traditional factors involved in the production process which can be quantified
to determine the contribution of each to increase output, it is not always possible to
identify unambiguously what proportion of information, knowledge, science, human
or social capital contributed to the growth of growth. Most often, the influence of these
factors on growth is of an indirect nature. This problem makes the measurement and
the design of suitable indicators difficult, which forces one to rely on various proxies.

To study social capital quantitative indicators, such as the indexes of international
organizations such as World Bank can be used. With the help of these indicators it is
possible to measure the impact of the social capital on economic development of rural

areas.

Investigations of social capital should be approached with great caution, especially when
highly aggregated and generalized probabilistic indicators are used, and conclusions are
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supposed to be precise and practical.
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