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ABOUT US

International Journal of Tourism and Destination Studies is a peer-reviewed and scientific journal that
started its publication life in 2022 to be published in other international indexes. Our journal includes all
conceptual and practice-based studies on tourism-related business, guidance, recreation, gastronomy, special
interest, sustainability, alternative tourism and other current tourism topics, as well as destination management,
marketing, analysis, etc. It is open to all studies and research on the subject headings. The main purpose of our
journal is to bring original studies to the tourism literature and sector; to bring scientific solutions to academic,
sectoral and literature problems and to create a publishing approach that will be sustained by taking into
account the principles of scientific publication ethics, impartiality and transparency. In addition our journal;
within the framework of the relevant principles and principles, it strives to prove itself in its field within a
certain period of time and to be scanned in international field indexes, primarily TR DIZIN. The International
Journal of Tourism and Destination Studies is published online and free of charge as two issues in september
and march throughout the year, in Turkish and English, within the scope of the principles of double-blind
refereeing and scientific publication ethics.

HAKKIMIZDA

International Journal of Tourism and Destination Studies 2022 yilinda uluslararasi diger indekslerde
yayimlanmak {izere yayin hayatina baglamis hakemli ve bilimsel bir dergidir. Dergimiz turizmle alakali
isletmecilik, rehberlik, rekreasyon, gastronomi, 6zel ilgi, siirdiiriilebilirlik, alternatif turizm ve diger gilincel
turizm konu bagliklarinda tiim kavramsal ve uygulama temelli ¢aligmalara ve ayrica destinasyon yonetimi,
pazarlamasi, analizi vb. konu bagliklarindaki tiim ¢aligmalara ve arastirmalara agiktir. Dergimizin temel varlik
amacini turizm alanyazina ve sektdriine 6zgiin caligmalar kazandirmak; akademik, sektorel ve alanyazinsal
sorunsallara bilimsel ¢6zlim Onerileri getirmek ve bilimsel yayn etigi, tarafsizlik ve seffaflik ilkelerini dikkate
alarak siirdiiriilecek yayincilik anlayisi olusturmaktadir. Ayrica dergimiz; ilgili prensipler ve ilkeler
cercevesinde belirli bir siire zarfinda alaninda kendisini ispatlayip 6ncelikle TR DIiZIN basta olmak iizere
uluslararas: alan indeksleri nezdinde taranma gayretindedir. International Journal of Tourism and
Destination Studies y1l icerisinde eyliil ve mart aylarinda, Tiirkce ve Ingilizce dillerinde, ¢ift kor hakemlik ve
bilimsel yayin etigi ilkeleri kapsaminda iki say1 olarak, uluslararasi diger indeks kapsaminda, online
(cevrimigi) ve iicretsiz olarak yayinlanmaktadir.

PURPOSE AND SCOPE

The main purpose of the International Journal of Tourism and Destination Studies is to bring original
studies to the tourism literature and sector; to bring scientific solutions to academic, sectoral and literature
problems and to create a publishing approach that will be sustained by taking into account the principles of
scientific publication ethics, impartiality and transparency. Our journal is open to publications from all sub-
disciplines and subject headings that may be included in the general topic of tourism and destination. The
International Journal of Tourism and Destination Studies will be published online and free of charge in
two issues in september and march throughout the year, in Turkish and English, within the scope of the
principles of double-blind refereeing and scientific publication ethics. The journal is open to all conceptual,
theoretical and practical studies, as well as extended and enriched contents of papers-paper formats. Also
congress, symposium, etc. journals can be included in special or additional issues of organizations.

AMAC VE KAPSAM

International Journal of Tourism and Destination Studies temel varlik amacini turizm alanyazina ve
sektoriine 0zgilin ¢aligmalar kazandirmak; akademik, sektorel ve alanyazinsal sorunsallara bilimsel ¢6ziim
Onerileri getirmek ve bilimsel yaymn etigi, tarafsizlik ve seffaflik ilkelerini dikkate alarak siirdiiriilecek
yayincilik anlayis1 olusturmaktadir. Dergimiz turizm ve destinasyon genel konu bagligina dahil olabilecek tiim
alt disiplinlere ve konu bagliklarindan yayinlara aciktir. International Journal of Tourism and Destination
Studies yil icerisinde eyliil ve mart aylarinda, Tiirkce ve Ingilizce dillerinde, ¢ift kor hakemlik ve bilimsel
yayin etigi ilkeleri kapsaminda iki say1 seklinde, uluslararasi diger indeks kapsaminda, online (¢evrimigi) ve
ticretsiz olarak yayinlanacaktir. Dergi kavramsal, kuramsal, uygulama igerikli tiim ¢alismalara ve bildiri-teblig
formatindaki galismalarin genisletilmis ve zenginlestirilmis igeriklerine agiktir. Ayrica kongre, sempozyum,
vb. organizasyonlarin 6zel veya ek sayilarinda dergi yer alabilmektedir.
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ABSTRACT

Products derived from nature to meet people's life needs have become a source of healing in folk medicine, a part of
tourism and recreation in the 21st century, and not just as a source of food. Products such as honey, royal jelly, pollen,
propolis, beeswax, and bee venom are obtained from beekeeping, which is carried out using traditional methods in a
natural environment. Since ancient times, honey and honey products have been used for various treatments. Today,
apitherapy, that is, healing by honeybees and their products, is seen as a natural healing pill medicine. With apitherapy
can be achieved health protection, strengthening, improvement of blood circulation, reduction of inflammation, treatment
of gum disease, vitality and strength. Beekeeping and apitherapy are connected with tourism and are seen as part of health
tourism. Health tourists who want to get natural life and healing from nature participate in apitherapy activities to have
unique experiences and discoveries in an ecological environment, to observe the production of honey bees and their
products, to taste, to recover or protect their health. In the study, which was adopted by the qualitative research method,
data were collected from various sources (books, journals, articles, theses, legal texts, newspapers, etc.) by making
document analysis. This study tries to draw attention to the place and importance of honeybees and their products in
people's lives from the past to the present, and to show the positive effects of apitourism from socio-cultural, socio-
economic, socio-psychological and ecological aspects. Apitourism; it has been determined that it has a special and
privileged place in the tourism market due to its positive effects on socio-cultural, socio-economic, socio-psychological
and environmental aspects. However, it is possible that api tourism activities that will be developed in a planned and
controlled manner can create such positive effects, otherwise negative social, economic, environmental and psychological
effects may cause irreversible damages. Among the studies reached in the literature review, no study focused on the
negative effects of api tourism has been found.

Keywords: Apitherapy, Apitourism, Effects of Apitourism, Honey Bee Products.
Jel Code: L80, L83, L89.
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OZET

Insanoglunun yasam gereksinimlerinin karsilanmasinda dogadan elde edilen iiriinler, yalmzca beslenme kaynagi olmanin
otesinde halk hekimliginde sifa kaynagi, 21. yiizyilda ise turizm ve rekreasyon aktivitelerinin bir pargasi haline gelmistir.
Dogal bir ¢evrede, geleneksel yontemlerle yapilan ariciliktan; bal, polen, bal mumu, art siitii, propolis ve ar1 zehri gibi
iiriinler elde edilmektedir. Ik caglardan bu yana bal ve bal iiriinleri cesitli tedaviler i¢in kullamlmstir. Giiniimiizde
apiterapi yani bal arilar1 ve {irtinleri ile sifalandirma, tipta dogal bir sifa hap1 olarak goriilmektedir. Apiterapi ile sagligi
koruma, gii¢clendirme, dolagimi iyilestirme, iltihabi azaltma, diseti hastaliklarinin tedavisi, canlilik ve gii¢ kazanimi
saglanabilmektedir. Aricilik ve apiterapi turizm ile iligkilendirilmektedir ve saglik turizminin bir pargasi olarak
goriilmektedir. Dogal yasam ve dogadan gelen sifay1 almak isteyen bireyler; ekolojik bir ¢gevrede, bal arist ve iiriinlerinin
elde edilisini izleme, tadim yapma, sagligint kazanma ya da koruma amaciyla essiz deneyimler ve kesifler i¢in api turizm
faaliyetlerine katilmaktadirlar. Caligmada; bal aris1 ve liriinlerinin ge¢misten giiniimiize insanoglunun hayatindaki yeri ve
onemine dikkat ¢ekilmesi amaglanmis, api turizmin olumlu etkileri; sosyo-kiiltiirel, sosyo-ekonomik, sosyo-psikolojik ve
gevresel boyutlar altinda ortaya konmaya ¢aligilmistir. Api turizmin; sosyo-kiiltiirel, sosyo-ekonomik, sosyo-psikolojik
ve ¢evresel acidan yarattigi olumlu etkileri nedeniyle turizm pazarinda, 6zel ve ayricalikli bir yerde bulundugu tespit
edilmistir. Ancak planli ve kontrollii bicimde gelistirilecek api turizm faaliyetlerinin s6z konusu olumlu etkileri
yaratabilecegi aksi halde sosyal, ekonomik, ¢evresel ve psikolojik olumsuz etkilerin geri dondiiriilemez hasarlara yol
acabilecegi muhtemel goriilmektedir. Yapilan literatiir taramasinda, ulasilan ¢aligmalar icerisinde, api turizmin olumsuz
etkilerine odaklanmis bir ¢aligmaya rastlanmamustir.

Anahtar Kelimeler: Apiterapi, Api Turizm, Api Turizmin Etkileri, Bal Aris1 Uriinleri.
Jel Kodu: L80, L83, L89.

1. INTRODUCTION

Beekeeping (or apiculture) is generally considered as a type of animal husbandry for the production
of honey. Beekeeping does not generate waste and this provides a great advantage for beekeeping,
compared to other animal husbandry practices (Koday & Karadag, 2020). Beekeeping provides not
only honey but also products such as pollen, beeswax, royal jelly, propolis, and bee venom. The use
of honey bees and their products dates back thousands of years. It is known that bees, honey, and
honey products were used for various treatments in ancient times in Egypt, Greece, China, and India
(Gupta & Stangaciu, 2014; Bulut, 2020). Apitherapy is a complementary therapy that utilizes
products of the honey bee, such as honey, bee venom, beeswax, propolis, royal jelly, and. It is known
that India, ancient Egypt, and the Sumerians used honey to treat wounds, likewise in ancient Greece
and Rome honey and bee venom were used to treat baldness and in the ancient Mayan civilizations
the honey of the stingless bee (Melipona) was used to treat cataracts (Gupta & Stangaciu, 2014).
Hippocrates, the father of modern medicine, is said to have used bee products to cure wounds and
ulcers (Tanyiiksel, 2022). Nowadays, people who are tired of urban life are increasingly interested in
local life and culture, nature, and rural areas. Another form of tourism resulting from these increasing
interests is apitourism. Apitourism offers the opportunity to discover and experience beekeeping work
and the way of making honey (Uzun, 2021). Thanks to apitourism, people meet with nature and
greenery, participate in authentic journeys that enrich their lives and strengthen their ties with nature,
culture and society. Today, beekeeping activities on the one hand and travel opportunities to nature
on the other hand turn into api tourism. The content, impact, and benefits of apitourism go far beyond
beekeeping (Apiturizem, 2022). Discovering the nature of apitourism destinations, getting to know
their culture and traditions, and meeting the gastronomic values and the locals who live in the region
offer apitourists a unique opportunity. While individuals experience apitourism, they also benefit
from apitherapy practices. Many apitherapy practices, such as listening to the sound of the bees and
inhaling the air of the hive, can be experienced through apitourism activities. When api tourism
activities are developed in places that stand out with beekeeping, ecological awareness of both local
people and visitors can be increased. In addition, the driving force of tourism will be used to transfer
traditional methods of beekeeping and cultural heritage to future generations. In addition, by drawing
attention to bees, which are of critical importance for the continuation of humanity, with api tourism,
steps can be taken to protect them and to know their value. The aim of this study is to explain
apitourism, which has positive effects in terms of the socio-cultural, socio-economic, socio-
psychological, and ecological dimensions.
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1.1. Conceptual Framework

Perceived risk is generally defined as “an individual's perceptions of the uncertainty and negative
consequences of purchasing a product or service” (Reisinger & Mavondo, 2006: 13). Perceived risk
in tourism refers to the avoidance of tourists from traveling to certain destinations due to, for example,
terrorism, political instability or health risks (Sonmez & Graefe, 1998: 177). The types of risks
perceived by tourists may be different. These; functional (functional) risk, physical risk, social
(social) risk, financial risk, psychological risk, and in addition, tourists' security perceptions are
grouped as (Han, 2005: 16). The risk perceptions of tourists about the travel destination are an
important determinant in their repeat visits (Hasan et al., 2017). In addition, Cooper (2005) reveals in
his study that a perceived risk such as SARS has a great effect on tourist behavior. Similarly, previous
studies have found that widespread safety concerns associated with international travel to Thailand
(Rittichainuwat & Chakraborty, 2009) the United Kingdom (Page et al., 2012) and African countries
(Carter, 1998) are linked to the perceived risk associated with SARS. and tourists avoid traveling for
this reason (Cooper, 2005; Wilder-Smith, 2006; Reichel et al., 2007). According to some studies in
the literature, risk perceptions of tourists cause security concerns. These concerns cause tourists to
show behaviors such as canceling their reservations or avoiding holiday reservations (Maser &
Weiermair, 1998; Rittichainuwat & Chakraborty, 2009).

1.2. Related Studies

In some studies, in the literature, the effect of perceived risks on tourist behavior during the Covid-
19 period was examined, and in one of the studies, tourists' perceived risks related to Covid-19 were
grouped as physical, psychological and social risks. According to the results of this study, it has been
determined that the perceived physical, psychological and social risk associated with the Covid-19
pandemic affects the future tourism behavior of nearby tourists (Matiza & Slabbert, 2021: 586). In
some studies, it has been concluded that as the risk perception of Covid-19 increases, tourists'
intention to travel decreases (Teeroovengadum et al., 2021; Yu et al., 2021a). Wen et al. (2005), one
of the studies examining the perceptions of tourists on hygiene issues due to epidemics in the
literature, stated that with the SARS epidemic, the concerns of domestic tourists about hygiene
increased and this affected the preferences of accommodation establishments. Ozaltin Tiirker (2020)
examined the effects of the new coronavirus on tourist behavior and Turkish tourism in his study. It
is stated that after the pandemic, tourists demand hygiene, increased distances between tables, trained
personnel, fewer customers and personalized service. In the study of Yu et al. (2021a), it was
suggested that tourists perceive physical risk very strongly due to coronavirus and hotel businesses
should take precautions for this. These measures are; disinfecting all facilities, paying attention to
personnel hygiene and cleanliness of office equipment (computers, printers, desks, etc.), wearing
masks while serving customers, washing their hands frequently with hand cleaners, avoiding staff
meetings and public meals, and maintaining social distance. It has also been suggested that hotels
offer various promotions (room discounts, etc.) in order to maintain customer satisfaction (Yu et al.,
2021a: 334). In the study of Sigala (2020) on Covid-19, they stated that tourism enterprises started to
use hygiene certificates. In addition, with Covid-19, mobile applications of businesses in restaurants,
hotels, airports, public spaces (check-in, check-out, room keys, mobile payments, self-service
entertainment services and destination-related e-shopping, virtual reality for museums) It has been
proposed to provide facilities such as robots (reception and museum guides), artificial intelligence-
enabled websites and customer communication and services, digital payments (e.g. digital wallets,
paypal, credit cards) (Sigala, 2020: 319). The risk perceptions of tourists also vary according to
personal factors (Glaesser, 2003). Previous researchers have examined health risks in many factors
such as gender, age, education level (Lan et al., 2016; Tvinnereim et al., 2017). In some studies, it is
emphasized that the risks perceived by the participants will also change according to their income
level (Boksberger et al., 2007; Simpson & Siguaw, 2008; Reisinger, 2009; Kim et al., 2016). In a
study conducted by Kozak et al. (2007) it was concluded that the risks perceived by tourists also vary
according to their culture. In the study of Matiza & Slabbert (2021) it was concluded that the
perceived risk during the Covid-19 period will affect popular domestic tourism attractions and
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international travel, but not domestic travel. In addition, there are studies in the literature on tourists
who travel in groups and perceive contact with foreigners as risky during their travels (Reichel et al.,
2007; Matiza & Slabbert, 2021). Similarly, in the study of Cahyanto et al. (2016), it was concluded
that tourists perceive international travel as riskier during disease outbreaks. In some studies, in the
literature, it is stated that the risk perceived by tourists due to Covid-19 causes emotions such as fear
and anxiety (Neuburger & Egger, 2020; Peri¢ et al., 2021). At the same time, according to the findings
obtained from these studies, negative emotions negatively affect tourists' travel decisions and revisit
intentions.

1.3. Honey Bee and Its Products from Past to Present

Bees, which have been among the living creatures of nature since the existence of mankind, have
attracted attention for their industriousness and productivity. Fossils of bees and honeycombs in 100-
million-year-old amber show how old the history of bees is. Honey, an important source of
carbohydrates thanks to the fructose and glucose it contains (Tasdemir, 2018) more than just a food.
While several prehistoric artifacts suggest that the relationship between humans and honeybees may
have begun over 10,000 years ago, bees are estimated to have originated between 25 to 50 million
years ago (Balkan Bal Evi, 2020). Cave paintings dating back to 7000 BC, bee fossils and finds reveal
that beekeeping dates back to a very ancient time. Honey is part of the rituals of the Egyptians. The
royal dynasties used the bee as a symbol. Remains of honey and beeswax were found in the tombs of
the pharaohs 4000 years ago and are considered the oldest known honey in the world (Oztiirk, 2021).
It is believed that honey production was mainly nomadic and spread from Egypt to Greece, Palestine
and Cyprus (Sancak et al., 2013). Throughout history, honey has been the most important nutrient for
humans and a source of healing. Thanks to its nutritional value, easy digestibility and taste, honey
has occupied an important place among the nutrients consumed since prehistoric times (Bulut, 2010).
Honey has been used to treat numerous diseases for about 3,000 years and has also become a cult
material in religious rituals. Honey, used in Sumerian, Hittite, Greek, Egyptian, Indian, African and
Chinese medicine, is praised as a healing source in the Koran and is even a sura in the Koran has been
named as Nahl, which means bee (Doger & Borstlap, 2021). In ancient Egypt, honey was a food that
could only be consumed by the nobility, and it was also used for therapeutic purposes in religious
rituals and medicine. The inscription “The Tears of the Sun God ‘Ra’” found on an ancient Egyptian
papyrus shows how the tears of the Sun God ‘Ra’ were transformed into bees on their fall to earth,
and were associated with honey and beeswax. The Egyptians, therefore, enshrined bees and honey.
They used honey to give the dead a golden skin like the skin of a god (Balkan Bal Evi, 2020). The
Ebers Papyrus, written in 1550 BC, contains 147 recipes with honey. Honey is used to make
ointments, perfumes and soaps used in skin care and beauty treatments (Balin Tarihgesi, 2022). The
honey collection began when people left some of the honey in the tree cavity for the bees and took
the rest for themselves without harming the bees in the tree cavity. Later, traditional tree hives were
constructed by hollowing out logs. Beekeeping was carried out under primitive conditions until a few
centuries ago and has changed with technological developments and inventions to today's beekeeping
(Aricilik Gazetesi, 2022). In addition to all these developments, the vegetation, climate, topography
and hydrographic features of the region where beekeeping is carried out also show important
differences in honey production.

1.4. Apitherapy

For as long as mankind has existed, natural products have been used in folk medicine for health and
treatment. The emergence of apitherapy dates back to the times of Hippocrates and Galen (Kelle,
2007). Apitherapy, considered among natural medicines, refers to the therapeutic use of honey,
propolis, pollen, royal jelly, bee venom and the like. Dr. Stefan Stangaciu (2022), Secretary General
of the International Federation of Apitherapy, explains apitherapy as a healing art and science that is
exceptional in keeping people healthy, but also provides vitality, strength and beauty, has anti-aging
effect and can even reverse it with products from the hive. Today, the definition of apitherapy has
been expanded and bee acupuncture, bee products, hives and bee activities to provide medical care to
people have been accepted as comprehensive natural factors (Gupta & Stangaciu, 2014). The
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therapeutic and healing aspects of honeybees and their products are an area of interest and research
by scientists. In recent years, it has become known that natural products, especially honey, propolis,
pollen, royal jelly and bee venom, which are recognized as natural medicines, are used in folk
medicine for medical treatment. Gupta and Stangaciu (2014) suggest that bee products promote
healing by improving circulation, reducing inflammation, and stimulating a healthy immune
response. The researchers note that apitherapy, a simple, convenient, and easily accessible method,
has been used in traditional self-treatment but also shows promise for treating periodontal disease,
oral ulcers, and other oral cavity conditions. With their pleasant smell, hives have a positive effect on
the respiratory system and the well-being of people. It is said that pollen allergies can be cured by
creating a microclimate in apitherapeutic rooms through regular and timely inhalation of air from
beehives. Regular consumption of honey and other bee products is considered very beneficial for
human health. It is known that beekeepers are less susceptible to various rheumatic diseases due to
their exposure to bee venom. Today, apitherapy is a widespread discipline and a field of study that
contributes to traditional medicine (Apiturizem, 2022).

1.5. Apitourism

Beekeeping is one of the most common agricultural activities around the world today (Burucu, 2022).
Apitourism is a form of tourism that has been created by combining the traditional beekeeping
profession and the products derived from it in the fields of ecology, nutrition and treatment (Beigi,
2018). Suligoj (2021) emphasizes that beekeeping and apitherapy can be evaluated under the umbrella
of health tourism by associating them with tourism, and that as a contemporary phenomenon they
represent a distinctive part of contemporary tourism. The most ancient health practices, designed to
provide strength, vitality and beauty to tourists, are applied within the framework of beekeeping
tourism. Honey massages, beehive air as a potential remedy for treating respiratory tract infections,
propolis for wound healing and honey for sleep problems are treated with apitherapy. As for activities,
tourists explore the world of bees by walking through untouched natural areas with abundant
flowering plants and following the path of bees. In this sense, tourists can establish a close relationship
with nature and have unique experiences. They can enjoy nature by walking in nature, cycling,
spiritual revival and viewpoints through apitourism. The encounter of tourists with beekeeping, which
is a noble craft, helps to learn about the local production culture and to be with the locals, building
social relationships and gaining experience. Gastronomically, tourists can taste different types of
honey (honeydew, flower, and chestnut honey, etc.) and various products made from these honeys
(ice cream, cakes, halva, pastries, baklava, milk puddings, etc.) as a traditional cuisine culture. In
addition, apitourists have the opportunity to discover themselves, get to know the local culture and
beekeepers, learn traditional beekeeping activities first hand and gain life satisfaction (Bee Our Guest,
2017). Apitourism-focused activities include hives, outdoor areas/museums, visits to bee museums,
methods of honey extraction, properties of honey and tasting of different types of honey, information
on other bee products (pollen, beeswax, royal jelly, etc.) where tourists can observe the work of a
beekeeper, and watching bee colonies, recognizing the ecological relationship between people and
bees (Wo$ & Bien, 2013 cited by SWos, 2014). Api tourists are travelers who are looking for more
fulfilling lives. They act with the motivation to participate in healthy and environmentally sensitive
green tourism activities (Alayande, 2021). Tourists are looking for regulatory, active, stable (highly
committed to nature) and slow travel characteristics during on their travels (Izquierdo-Gascon &
Rubio-Gil, 2022). Kyaw et al. (2017) state that they meet three types of needs and requests of visitors;
which are to see api tourism activities, participate in these activities and purchase beekeeping
products. Table 1 below shows apitherapy practices and apitourism activities.
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Table 1. Apitherapy Practices and Apitourism Activities

Apitherapy Practices Apitourism Activities
Api-inhalation (inhaling the air of the hive) Visiting beehives
Honey massage Observing the bee colonies and the work of beekeepers in their natural environment
Api-spa Wax making
Api-yoga Hiking on api-routes and visiting bee museums
Listening to the sound of the bees (sound of the hive) Honey milking and tasting honey products with beekeeper clothes
Apitherapeutic treatments Pollen collection
Cosmetic masks Workshops and beehive painting

Source: Cesur, (2021: 81).

The region of Tenerife in the Canary Islands is among the examples of apitourism or honey-based
tourism in the world. In order to interact with the region's beekeepers and taste different types of
honey, visitors walk from hive to hive (from apiary to apiary), along trails among the mountains,
carrying out activities as part of a program created in the form of a one-day walking activity (Shiffler,
2014). In the apitherapy, various bee products are used as therapeutic agents to prevent diseases
and/or reduce their development. Bee products, sold as natural medicine in many countries such as
the USA, Germany, China and Romania, are also used in clinics. Api-inhalation or bee air therapy is
also used in countries such as Germany, Austria, Slovenia and Hungary (Senel & Demir, 2018;
Fratellone, 2016 cited by Topal, et al., 2021). Slovenia has taken the lead in apitourism. In countries
like Poland, Germany, Czech Republic, Chile, Lithuania, Indonesia, Spain and Hungary apitourism
has been developing dynamically for more than ten years (Sivic, 2013; Wo$, 2014). In many
countries, especially in Turkey, applications and development studies are being carried out to
integrate bees and bee products into tourism. Apitourism is an important factor in the green economy
(Arih & Korosec, 2015). Apitourism can be used to carry out educational activities to realize
sustainable tourism, protect the natural environment and raise awareness of the importance of nature
conservation and respect for nature. In this regard, apitourism raises both environmental awareness
and social responsibility. Thanks to its educational function, apitourism brings out the best in tourists’
perceptions and actions, destinations and services. Apitourism activities transform all this awareness
and knowledge into an important value for tourists to take home, share and live. The fact that these
activities are educational and that they will have a stable and slow journey with active participation
affects the travel motivation and activities of apitourists. Apitourists who want to “regain the joy of
life" go about their activities quietly and calmly, taking time to enjoy their meal, walking slowly,
experiencing the landscape over and over again, recreating the landscapes in some way, working
quietly and enjoying the small details of life (Cabanilla, 2011 cited by lzquierdo-Gascon & Rubio-
Gil, 2022). The types of tourism associated with api tourism in the literature are; green tourism (Arih
& Korosec, 2015; Pal & Bhattacharya, 2018; Suna, 2018a), regenerative tourism (lzquierdo-Gascon
& Rubio-Gil, 2022), soft tourism (Suna, 2018a), alternative tourism (Suna, 2018a; Vladimirov,
2021), nature tourism (lIzquierdo-Gascon & Rubio-Gil, 2022), adventure tourism (Vladimirov, 2021),
wellness tourism (Vladimirov, 2021), food tourism (Suna, 2018a), health tourism (givic, 2013; Suna,
2018a; Suligoj, 2021; Topal et al., 2021), eco tourism (Horn, 2005; Suna, 2018a; Vladimirov, 2021;
Izquierdo-Gascon ve Rubio-Gil, 2022), hifgland tourism (Suna, 2018a), rural tourism (Suna, 2018a;
Izquierdo-Gascon ve Rubio-Gil, 2022; Topal et al., 2021), cultural tourism (Suna, 2018a); responsible
tourism (Suna, 2018a), agro tourism (Horn, 2005; Kyaw et al., 2017; Topal et al., 2021 Izquierdo-
Gascon ve Rubio-Gil, 2022), creative tourism or experiential tourism. The positive effects of
apitourism were compiled by the authors (Shiffler, 2014; Wos, 2014; Arih & Korosec, 2015;
Alayande, 2021; Baycar, Kardes, & Sagdig, 2021; Cesur, 2021; Suligoj, 2021; Topal, et al., 2021;
Cukur & Cukur, 2022; Izquierdo-Gascon & Rubio-Gil, 2022) and are presented in the following Table
2, taking into account the four dimensions.
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Table 2. Positive Effects of Apitourism

»Increasing human capital (learning) by learning how to produce honey and honey products,
» Developing social capital through personal participation and interaction,
»The opportunity to get to know the beekeepers and their families,
»Social revitalization,
» Creating new opportunities for tourists and beekeepers,
»Knowing the details of the honey consumed (botanical origin, useful properties, etc.),
»Unique experience,
»Promotion of social responsibility, mutual understanding and social integration,
» Transmission of traditions and cultural accumulation,
»Preserving the local lifestyle,
» Strengthening local culture through the use of internal resources,
»Recreational opportunity for children and adults to explore mysterious bee colonies and spend their free time in
beehives,
»Making beekeepers and locals proud of themselves.
»Positive influence on the development of the region,
»Economic revival,
» Additional income for beekeepers,
»Increase of income in the countryside and in the region,
» Diversification of agricultural production,
» Creation of a competitive advantage,
» Contribution to the promotion of the country and the region,
» Contributing to honey museums, food warehouses, and marketing and promotional activities,
Socio-Economic Effects »Ensuring the sustainability of tourism with a green economy,
» Increasing production capacity,
» Supporting productivity,
» Creating new business opportunities,
»Supporting infrastructure development,
» Attracting investment in the region,
»Ensuring development in rural areas,
»Source of foreign exchange and income,
»Increasing awareness of honey and bee products and promoting exports.
»Hedonic well-being,
»Happiness,
»Physical and mental satisfaction,
» Self-knowledge and awareness,
»Recognition and perception of others,
» Improvement of communication skills,
Socio-Psychological » Gaining self-confidence,
Effects »Increasing motivation,
» Developing philanthropy and cooperation,
»Being patient,
» Life satisfaction,
»Protection of health,
»Healthy lifestyle,
»Protection and development of individual and social health.
»Creation of sustainable added value,
»Low environmental impact (less pollution, waste, litter and resource consumption),
> Preservation of nature,
Environmental Effects » Increasing awareness of the role of bees in survival,
» Contributing to the regenerative development of natural heritage (e.g., revitalizing biodiversity),
»Ensuring the care of the environment,
»Preservation of agricultural biodiversity.

Socio-Cultural Effects

Source: Compiled by the authors.

Tourism has the potential to destroy the resources that create its own resources and are effective in
being itself. It is predicted that uncontrolled api tourism activities may cause negative effects in terms
of social, cultural, economic and environmental aspects, as in other types of tourism. In the literature
review made within the scope of the research, it has not been found that the negative effects of api
tourism have been mentioned yet. It may be the because of that api tourism is a new type of tourism
and even a niche market. The fact that api tourism is a new type of tourism and even a niche market
is thought to be effective in the formation of this gap. Some of the studies conducted in the literature
on apitourism are included in this section. Suna's (2018b) study highlighted the strengths and
weaknesses of apitourism in Turkey, as well as potential opportunities and threats that can be expected
in the future. The researcher noted that Turkey has the third most important bee repository in the
world and is among the top 12 gene centers in the world, and that the use of herbs and apitherapy as
part of traditional and complementary medicine in shelters approved by the Ministry of Health are
among the strengths. In addition, lack of knowledge and awareness and insufficient promotion and
marketing efforts were presented as some of the weaknesses. In the study of Suna (2020) the
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perspectives of beekeepers in Gaziantep on apitourism and their differences in apitourism were
shown. In the study conducted with qualitative research method, the researcher determined the future
of beekeeping in the region, apitourism and apitherapy among 11 participants. The results of the
research include the following: 4 of the participants stated that they did not know the concept of
apitherapy, but they knew that treatment can be done with bee products. 6 participants stated that they
had never heard of apitourism, but that they considered such type of tourism a necessity. Besides, in
order to develop apitourism, the title 'Start of promotional activities' stands out with the highest
participation from topics such as establishment of a beekeeping garden, professional apitherapy
practice, start of promotional activities, establishment of apitherapy centers, opening of a bee
museum, meeting at the Provincial Directorate of Agriculture, and raising awareness among
beekeepers. However, one of the participants stated that he relocates his bees to achieve more
efficiency and that apitourism cannot be implemented in Gaziantep. In this context, the researcher
concluded that the creation of a seasonal map for apitourism will have a positive impact.

Seker (2020) focuses on the potential of apitourism, which is one of the elements of rural tourism, in
Sivas province. The author concludes that Sivas is geographically suitable for beekeeping, the honey
grown in the region is very rich in antioxidants and the province is among the three provinces with
the highest capacity in Turkey. The researcher suggests that beekeeping should be expanded in the
region, can be created an attraction element for tourists and can be added to various routes. Topal et
al. (2021) examined the areas triggered by the beekeeping industry. The researchers found that bees
and bee products create economic value in many areas, from food to treatment, from cosmetics to
tourism, and should be considered as an opportunity to protect and transfer natural life, beekeeping
products, and culture into the future. Vladimirov (2021) has pointed out the factors that influence the
development of apitourism. The researcher analyzed the situation of beekeeping in Bulgaria, trends,
expectations and the relationship of these factors with tourism. In this context, data were collected
from 201 participants to learn more about their awareness of apitourism and their willingness to visit
beekeeping destinations. The research showed that 70% of the participants could participate in
apitourism tours, 35% knew about apitourism, 86% would participate in apitourims tours for
therapeutic purposes, and 96% liked bee products. It was also found that participants regarded
apitourism as a form of tourism associated with beekeeping as a traditional occupation. Bee products
have ecological, medicinal and nutritional aspects, they provide the opportunity to observe the
beekeeper's work, the preparation method and the properties of honey, to learn about other bee
products, to see how bee colonies live and to learn about the ecological interdependence between
humans and bees. reached their related results.

Cukur & Cukur (2022) studied the feasibility of a bee safari in Mugla Province, the most important
center for honey and bee products production in Turkey. The researchers' aim was to raise awareness
about the bee safari. The study explained the possible impacts of bee safari and made an analysis of
strengths and weaknesses, opportunities and threats in accordance with the reports of relevant
institutions. The surplus of beehives in the region is classified as a strength, the lack of knowledge
about bee safari as a weakness, the presence of natural conditions suitable for bee safari and
apitourism as an opportunity, and the environmental pollution that may occur on the routes of
apitourism as a threat. Fathi et al. (2022) identified the driving forces and reasonable scenarios that
will influence the future shape of apitourism in Iran. The study, using critical uncertainty and
DEMATEL techniques, identified “apitourism information system and promotional activities” and
“regulation of ecological infrastructure” as driving forces for scenario planning. Based on these
factors, they developed four different scenarios. The researchers, who named the scenarios "Golden
Hive," "Expectation,” "Anonymous Bee,"” and "Black Hive," concluded that the "Golden Hive"
scenario combines the presence of an apitourism information system and promotional activities ideal
for apitourism in the future with the organization and provision of ecological infrastructure.
Izquierdo-Gascon & Rubio-Gil (2022: 12-14) noted that areas of high ecological and landscape value
generally require some type of tourism activity with controlled impacts that support the regeneration
of the social and natural environment and studied apitourism routes. The researchers concluded that
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apitourism routes are an emerging model for tourism activity and an important representation of the
new regenerative tourism model. In this context, the researchers proposed apitourism as a sustainable
and renewable model for rural development. In addition to these studies, Neupane (2017) discussed
apitourism in Nepal, and Jannoni-Sebastianin (2017) investigated how apitourism is applied and
presented in terms of tradition and innovation in apitourism and what the future trends will be.

2. CONCLUSIONS, DISCUSSION AND RECOMMENDATIONS

Since mankind has existed on earth, a lot of information has been collected about bees and beekeeping
products. Beekeeping is a widespread agricultural activity. Bee products, especially honey, are valued
as wonderful nutrients not only in agriculture and food industry, but also in cosmetics and health
industry in recent years also in tourism sector. All over the world, beekeeping, bee products and
apitherapy have been practiced since ancient times. The benefits of apitherapy for individuals are
quite high, both physically and mentally. With the existence of apitherapy, people who long for nature
and greenery have begun to participate in apitherapy activities as an alternative tourism product.
Apitourists could experience nature, culture and people through the eyes of bees, learn, get the
opportunity to get closer to them, take walks in the honey garden, understand the importance of plants
and trees, observe bees at work, taste bee products, enjoy api-cuisine, make beeswax and get a honey
massage. They are involved in various activities by making their own honey cream, breathing in the
scent of the hives in the apiary, and doing invigorating, healing and preventive treatments
(Apiturizem, 2022). Apitourism occupies a special and privileged place in the tourism market thanks
to its positive impact on socio-cultural, socio-economic, socio-psychological and environmental
aspects. The region which has high potential about beekeeping practices, it is necessary to take steps
for applications that will ensure the development of api tourism, to create api tour routes and to
increase their efforts to integrate them with other tourism types, both as a niche market and as a
complementary product. At this point; Romania is a pioneer in api tourism and its tourism practices
can be taken as an rol model. In places with high beekeeping potential, a planned and sustainable
apiturism development could be achieved by adapting the Romanian model. It is necessary to make
beekeepers aware of the development of apicultural tourism and to draw the attention of potential
tourists to the tourist activities. In awareness studies about api tourism; relevant public governments
and organizations and non-governmental organizations should provide support. The api tourism
network to be created on a global scale and the determined routes will be a guide for api tourists. It is
thought that studies on the negative effects of api tourism, motivations of api tourists, api tourism
guidance and api tourism villages will contribute to the literature.
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OZET

Bu ¢aligsmada otel igletmelerindeki isgorenlerin orgiitsel psikolojik sermaye diizeyleri, isten ayrilma niyetleri ve psikolojik
saglamliklar1 arasindaki etkilesimlerin tespit edilmesi amaglanmistir. Orgiitsel psikolojik sermaye durumlarinin isten
ayrilma niyetleri tizerindeki etkisinde psikolojik saglamliklarinin roliiniin tespit edilmesi de ¢aligmanin diger amacidir.
Arastirmada nicel arastirma yontemlerinden yararlanilmig ve veri toplama araci olarak anket teknigi uygulanmistir.
Kolayda érnekleme yontemi ile Mugla I’indeki 4 ve 5 yildizl otel isletmesi galisanlarindan 419 kisiye ulasilarak veriler
elde edilmistir. Aragtirma verileri sosyal bilimler i¢in gelistirilen bilgisayar programlar1 aracilig1 ile analiz edilmistir.
Calisma sonucunda ise otel isletmesi ¢alisanlarinin orgiitsel psikolojik sermayelerinin isten ayrilma niyeti ve psikolojik
saglamliklar lizerinde pozitif; psikolojik saglamliklarinin isten ayrilma niyeti lizerinde ise negatif etkiye sahip oldugu
tespit edilmistir. Ayrica otel isletmesi ¢alisanlarinin 6rgiitsel psikolojik sermayelerinin isten ayrilma niyetleri tizerindeki
etkisinde psikolojik saglamliklarimim kismi aracilik etkisine sahip oldugu ¢aligmanin diger sonucudur.

Anahtar Kelimeler: Otel Isletmeleri, Orgiitsel Psikolojik Sermaye, Psikolojik Saglamlik, isten Ayrilma Niyeti.
JEL Kodu: 7232, Z33, Z38.
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ABSTRACT

In this study, it is aimed to determine the role of psychological resilience in the effects of organizational organizational
psychological capital levels, turnover intentions and psychological resilience of employees in hotel businesses, and the
effects of organizational psychological capital status on their intention to leave. Quantitative research methods were used
in the research and the questionnaire technique was applied as a data collection tool. Data were obtained by reaching 419
employees from four and five star hotel management employees in Mugla Province with the convenience sampling
method. Research data were analyzed through computer programs developed for social sciences. As a result of the study,
the organizational psychological capital of the hotel employees is positive on their intention to leave and their
psychological resilience; it has been found that psychological resilience has a negative effect on intention to leave. In
addition, the other result of the study is that the psychological resilience of hotel employees has a partial mediation effect
on the effect of organizational psychological capital on their intention to leave.

Keywords: Hotel Management, Organizational Psychological Capital, Psychological Resilience, Intention to Leave.

JEL Codes: 732, 733, Z38.

1. GIRIS

Pozitif psikoloji ekoliinden dogan psikolojik sermaye ilk olarak Luthans ve arkadaslarinin (2004)
pozitif psikoloji ve pozitif 6rgiitsel davranis alanlarindan etkilenmesi ve bu yonde gerceklestirdikleri
caligmalari ile alanyazinda orgiitsel anlamda ele alinan bir kavramdir. Psikolojik sermaye olgiilebilir,
gelistirilebilir ve yonetilebilir olmas1 dolayisiyla sadece akademisyenlerin degil, uygulamacilarin da
dikkatini ¢ekmistir. Orgiitsel psikolojik sermaye kisinin basari ya da basarisizligindaki pozitif
psikolojik gelisim durumunun yansimasi olarak degerlendirilmektedir. Bunun i¢in de kisinin zor
gorevleri listlenecek ¢abay1 gosterecek ve siirdiirecek 6zgiivene sahip olmasi (6z yeterlilik); kisinin
simdiki ve gelecek zamanda basarili olmak i¢in pozitif bakis agisina sahip olmasi (iyimserlik);
hedeflere ulagmak i¢in sahip olmasi gereken azim (umut) ve karsilastifi zoruklar karsisinda
sergiledigi direnc¢ (psikolojik dayaniklilik) bilesenlerini kapsayan; bireyin kim oldugu ve kim
olabilecegini sorgulayan ve sorgulatan sermaye tiirii olarak ele alinmaktadir (Luthans ve ark., 2006).
Psikolojik saglamlik sikinti, travma, stres, isyeri sorunlar1 ve tehditler karsisinda iyi uyum saglama
stirecidir. Arastirmalar sikintilar karsisinda direng gdstermenin ve dayanikliligin olaganiistii bir
durum olmadigindan, hatta bireylerin Ogrenilmis gergekliklerinden dolayr siradan bir tutum
oldugundan bahsetmektedir. Diizeyi kisiden kisiye degisen psikolojik saglamligin; ilgili ve
destekleyici iliskiler, sevgi ve gliven duygusu ile birlikte bir gruba aidiyet duygusu ile artabilecegi
savunulmaktadir. Bununla birlikte kisilerin gercek¢i planlar yapmasi ve bunlar1 gergeklestirmek i¢in
harekete gegmesi, kisinin giiclii yonlerine ve yeteneklerine odaklanmasi, iletisim ve problem ¢ézme
becerisi, duygu ve diirtiileri yonetme kapasitesi de psikolojik saglamligi arttirmaktadir (APA).
Gergeklestirilen arastirmalar gore iggorenlerin psikolojik saglamlik ve psikolojik sermaye diizeyleri
ile isten ayrilma niyetleri arasinda negative yonlii bir iliski s6z konusudur ve isten ayrilma niyeti de
genellikle goniilliiliik esasina dayalidir (Avey ve ark., 2009; Turgut ve ark., 2013). Buradan hareketle
bu ¢aligmada otel isletmelerindeki isgorenlerin orgiitsel psikolojik sermaye diizeyleri, isten ayrilma
niyetleri ve psikolojik saglamliklar1 arasindaki etkilesimler ve orgiitsel psikolojik sermaye
durumlarinin isten ayrilma niyetleri lizerindeki etkisinde psikolojik saglamliklarinin roliiniin tespit
edilmesi amaglanmistir. Bu amag¢ dogrultusunda oncelikle degiskenlerin kavramsal alt yapis1 ve
birbirleri ile olan iliskileri tartigilmis, sonrasinda otel isletmesi isgdrenlerinden elde edilen veriler
analiz edilerek sonuglar yorumlanmis ve sektorde faaliyet gosteren otel isletmeleri agisindan ¢esitli
onerilerde bulunulmustur.

1.1. Kavramsal Cerceve

Pozitif psikolojinin temel kavrami olan psikolojik sermaye isletmelerin rekabet aantajini elinde
tutabilmesi i¢in bilgi, beceri ve deneyimden daha fazla 6neme sahip olan bir kavramdir. Psikolojik
sermaye bireyin biitiinciil olarak ruhsal durumunu ifade ederken; bilgi, beceri ve yetenek gelisimi gibi
tecriibeye dayanan 6diillerin kazanimi sonucunda bugiin ve gelecekte edinebilecegi faydalara isaret
etmektedir (Dogan, 2020: 30). Orgiitsel psikolojik sermaye ise performansin iyilestirilmesi igin
oOlciilebilen, gelistirilebilen ve etkin bir sekilde yonetilebilen, pozitif yonelimli insan kaynaginin giicli
yonlerinin ve psikolojik kapasitelerinin incelenmesi ve uygulanmasi olarak tanimlanmaktadir. Ayrica
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orgiitsel psikolojik sermaye gelisim ve degisime acikligi desteklerken, bireyin memnuniyeti ve
performanst iizerinde de olumlu bir etkiye sahiptir. Orgiitsel psikolojik sermaye is tatmini, drgiitsel
baglilik, olumlu duygulanim, temel 6z degerlendirmeler, orgiitsel vatandaglik, i¢sel motivasyon,
mizah, kendi kaderini tayin etme, orgiitsel adalet gibi kavramlar gibi pozitif yonelimlidir ve bu yonde
iliski beklenir. O nedenle oOrgiitsel psikolojik davranis calisan bireyleri gelistirmeye ve yonetmeye
yonelik pozitif bir yaklasimdir. Bu nedenle orgiitsel psikoloji kisisel diizeyde gelisimin ve
performansin arttirilmasi, orgiitsel diizeyde gelir elde edilmesi ve rekabet avantaji elde edilmesi
hususlarinda elde tutulmasi ve yonetilmesi gereken bir gii¢c olarak kabul edilmektedir (Luthans ve
ark., 2007). Bu anlamda orgiitsel psikolojik sermaye finansal, sosyal, ve beseri sermaye agisindan
birbiriyle iligkili bir yapidir (Sekil 1). Ancak finansal sermayenin, insan sermayesi ve sosyal
sermayeden farki kisinin bireysel gelisimine yonelik ‘sen kimsin?’ sorusunu biinyesinde barindiran
gelisim ve degisime agik dinamik bir yapiya sahip olmasidir. Bu anlamda psikolojik sermaye
calisanin rekabet avantaji elde etmesi ve siirdiirmesinde entelektiiel sermayenin 6tesindeki pozitif
psikolojik durumudur (Cetin, 2011: 374).

N N N /Y

Insan Pozitif
Finansal Sermayesi Sosyal Sermaye Psikolojik
Sermaye Sermaye
N hiosin? Ne biliyorsun? Kimi Sen kimsin?
€ye sanipsin: |— taniyorsun? !
- Tecriibe [r— _y [—) .. .
- Finans - Egitim - Digkiler - Ozyeterlilik
- Maddi - Yetenek - Iletisim ag1 - Umut
varliklar - Bilgi - Arkadaslar - Ipysllnlzgfgjl:llz
- Fikirler -
dayaniklilik

Sekil 1. Rekabet Avantaji I¢in Genisleyen Orgiitsel Sermaye A1
Kaynak: Luthans ve arkadaslar1 (2004: 46).

Finansal sermaye ile insan sermayesindeki entelektiiel kokenler calisanlarin bilgi birikimine,
egitimine yapilan yatirnmlara ve deneyimle arttirilabilecek becerilere odaklanmaktadir. Sosyal
sermaye ise kalici iligkiler agmin yaratilmasiyla baglantili gercek veya potansiyel kaynaklarin
birikimi ile ilgilidir. Yani insan sermayesi 'me bildigin' ile, sosyal sermaye 'kimi tanidigin' ile
ilgiliyken, psikolojik sermaye 'kim oldugun' ve 'kime doniistiigiin' ile ilgilidir (Temizkan, 2019: 805).
Pozitif psikolojik sermaye 6zyeterlilik, umut, iyimserlik ve dayaniklilik olmak iizere dort bilesenden
olusmaktadir ve bu bilesenler daha etkili bir is performansi elde edebilmek i¢in Ol¢iilebilir, gelisime
acik ve yonetilebilir kavramlardir (Luthans ve ark. 2004: 45-50). Ozyeterlilik, genel olarak kisinin
kendi performansina olan inancidir. Benlik saygis1 olarak da ifade edilen 6zyeterlilik kisinin kendi
degeri veya degerleri hakkinda duygulara dayali bireysel degerlendirme biitiiniidiir ve kisisel yargi
genelde digsaldir. Arastirmalar isletmelerde lider pozisyonundaki kisilerin kendi yetenek ve
fikirlerine gii¢lii inanglarla bagli oldugunu, buyiizden de calisanlar1 daha etkili sekilde yonlendirme
ve yonetme Ozyeterliligine sahip olduklarimi gostermektedir (Greenacre ve ark., 2014). Umut,
bireylerin saglikli gelisim ve basariya giden yollar1 desteklemek i¢in ¢evrelerindeki kaynaklardan
yararlanmalarini saglayan bir insan giiciidiir. Insanlarin hedeflerine ulagsmak igin sayisiz ve esnek
yollar gelistirme yetenegi oarak da ele alinan umut, hedefe ulasmaya dogru ilerlerken bunlarin
tistesinden gelebilmek i¢in engelleri agsma ve stratejileri belirlemelerine olanak tanimaktadir
(WayPower) ve hedefe yonelik enerji ve basarma kararliligidir (Colla, 2022: 2-3). Tyimserlik, olumlu
olaylar1 kisisel, kalic1 ve yaygin nedenler agisindan ve olumsuz olaylar1 digsal, gegici ve duruma 6zgii
olanlar agisindan agiklayan bir kavramdir. Orgiitsel psikolojik sermaye ise gercekci, esnek
iyimserlige odaklanir ve ge¢mise hosgorii, bugiinii takdir etme ve gelecek icin firsat arama gibi
bilinen yaklasimlarla dgrenilebilir ve gelistirilebilir. Iyimserlik gecerli ve giivenilir bir sekilde
Olciilebildigi i¢in calisma ortamlarinda bilinen bir performans etkisine sahiptir. Psikolojik
dayaniklilik ise en yalin hali ile olumsuz ve hatta olumlu olaylar karsisinda bireyin gosterdigi direng
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durumudur. Direng, olumsuz olarak ele alinan sikinti, ¢atisma ve basarisizlik; olumlu olaylar olarak
ele alinan ilerleme ve artan sorumluluktan geri donme veya geri donme konusunda gelistirilebilir
kapasite olarak tanimlanmaktadir. Direng, yalnizca reaktif iyilesmeye degil, ayn1 zamanda proaktif
ogrenmeye ve zorluklar asarak biiyiimeye de izin verir. Baska bir deyisle, dayaniklilik hem olumsuz
gerilemeleri hem de olumlu ancak potansiyel olarak ezici olaylari igerebilir. Dayaniklilik is yeri ile
ilgili ve uygulanabilir olan varlik odakli, risk odakli ve siire¢ odakli stratejiler ve hatta egitim
miidahaleleri yoluyla gelistirilebilebilmektedir. Psikolojik dayaniklilik 6l¢iilebilir ve uygulanabilir
oldugu icin bireysel ve orgiitsel performansin olgiilmesine katkida bulunmaktadir (Youssef &
Luthans, 2007: 778-779).

1.2. Tlgili Arastirmalar

Otel isletmelerinde 6zellikle miisteri ile yiiz yiize iletisimi fazla olan personelin tutumu ve istege bagh
davranis1 hizmet kalitesinin belirleyicisi olarak karsimiza ¢ikmaktadir. Miisteri ile iletisimi fazla olan
personelin sergiledigi tutum tiiketici memnuniyetini ve dolayisiyla da otelin imajin1 etkileyecektir
(Yafang & Shih-Wang, 2010: 3564-3565). Bu durumda calisanlarin psikolojik sermaye diizeyleri
onem teskil etmektedir. Alanyazinda yapilan calismalar gostermistir ki; turizm sektorii ¢alisanlarinin
psikolojik sermaye diizeyleri cinsiyet, egitim seviyesi, yas ve calisma siiresi gibi demografik
ozelliklerine gore farklilik gostermektedir (Orgiin ve ark., 2017). Gegkil & Kogyigit (2017) otel
calisanlar lizerinde gerceklestirdikleri ¢alismalar1 sonucunda ¢alisanlarin orgiitsel demokrasi algist
ile psikolojik sermayeleri arasinda anlamli bir iligski bulgulamislardir. Ayrica ¢aligma sonucuna gore;
orgiitsel demokrasinin ‘esitlik’ boyutu ile psikolojik sermayenin tiim boyutlar (6zyeterlilik,
iyimserlik, umut ve psikolojik dayaniklilik) arasinda dogrusal yonlii bir iligki vardir ve ‘esitlik’
boyutu psikolojik sermayenin tiim boyutlarin1 yordamaktadir. Ozgoner & Ilhan (2018) turizm
isletmelerinde girisimci ve yonetici olan kadinlar iizerinde bir ¢calisma gerceklestirmis ve ¢alismalari
sonucunda kariyer tatmini ile sosyal tembellik arasinda negatif bir iliski odugu, psikolojik sermayenin
de bu iliskide aracilik roliiniin oldugunu bulgulamislardir. Ayrica Celik & Bilginer (2018) gore otel
calisanlarinin psikolojik sermaye diizeyleri is tatminini olumlu etkielemekte ve calisanlarin
liderlerine duyduklar1 giiven de bu etkide kismi aracilik gérevi géormektedir. Biiylikbese & Aslan
(2019) gore de otel calisanlarinin psikolojik sermaye diizeyleri miisterilere karsi gosterdikleri
duygusal emegi etkilemektedir. Calisanlarin psikolojik sermaye diizeyleri yiikseldik¢e, s6z konusu
etki onlarin yiizeysel ve derinden rol yapma daranislarini da olumsuz etkilemektedir. Bununla birlikte
dogal duygu davraniglarini olumlu yonde etkilemektedir (Kara & Begenirbas, 2016). Ayrica
isgorenlerin psikolojik sermaye diizeyleri ile stres belirtisi ve isten ayrilma egilimi diizeyleri arasinda
negatif iliski s6z konusudur (Avey ve ark., 2009: 677-693). S6z konusu arastirma sonucuna gore
calisanlarin stres belirtileri, psikolojik sermaye diizeyleri ve isten ayrilma egilimleri ile ig arama
davraniglar1 arasinda kismi aracilik etkisi s6z konusudur.

Pathak & Joshi (2020) otel sahiplerinin ve yoneticilerinin psikolojik sermayesinin Covid-19
doneminde orgilitsel dayaniklilik {izerindeki etkisini incelemek amaciyla Hindistan’in kentsel
bolgelerindeki kiiclik isletme sahipleri iizerinde bir calisma gerceklestirmislerdir. Caligmalari
sonucunda psikolojik sermayenin ¢alisanlara umut ve iyimserlik asilayabildigini ve onlarin gergegi
kabul etmelerine ve gelecekteki olasi durumlara hazirlanmalarina yardimer olabilecegini tespit
etmiglerdir. Ayrica otel sahiplerinin ve yoneticilerinin yasam memnuniyeti diizeylerinin isletmenin
lyilesme siirecini 6nemli Olciide etkiledigini belirterek, otel sahiplerinin yasam memnuniyetinin
psikolojik sermaye ve Orglitsel dayaniklilik iligkisi {izerinde etkisinin oldugu c¢alismanin diger
bulgularindir. Memili ve arkadaslar1 (2020) aile firmasina 6zgii finansal olmayan dinamiklerin
[sosyo-duygusal zenginlik (SEW) ve aile firmasi psikolojik sermayesinin (FFPsyCap)] firma
performansi {izerindeki etkisini belirlemek amaciyla konaklama ve turizm isletmeleri {izerinde bir
calisma gergeklestirmislerdir.  Calismalar1 sonucunda aile sirketlerinin SEW (sosyo-duygusal
zenginlik) koruma hedefinin satiglar agisindan firma performansini olumsuz etkiledigini ve
FFPsyCap'in (aile firmasi psikolojik sermayesinin) bu etkiyi azalttigini tespit etmislerdir. Kodas &
Sar1 (2021) yiyecek igecek isletmesi ¢alisanlari iizerinde gergeklestirdigi calisma sonucuna gore,
psikolojik sermaye ile is stresi arasinda anlamli ve negatif; psikolojik sermaye ile hizmet odakli
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orgiitsel vatandaglik arasinda anlamli ve pozitif bir iliski vardir. Ayrica ayni ¢alisma sonuglari
gostermistir ki; is stresi psikolojik sermaye ile hizmet odakli 6rgiitsel vatandaslik davranisi arasindaki
iliskide kismi aracilik etkisine sahiptir. Cali & Iraz (2022) ise ¢alismasi sonucunda otel isletmesi
calisanlarinin psikolojik sermaye diizeylerinin is tatminleri iizerinde olumlu etkisinin oldugu ve bu
etkide liderlerine duyduklar1 glivenin de kismi olarak aracilik etkisinin oldugunu bulgulamiglardir.
Kula & Oner (2022) gore orgiitsel psikolojik sermayenin duygusal emek tutumu iizerinde pozitif
yonlii ve anlamli etkisi vardir. Ayrica hizmet sektorii calisanlarinin gelisim kiiltiirtine iligskin
algilarinin yiiksek diizeyde olmasi orgiitsel psikolojik sermayenin duygusal emek iizerindeki pozitif
etkisini arttirmakta, diisiik diizeyde olmasi ise Orgiitsel psikolojik sermayenin duygusal emek
izerindeki pozitif etkisini azaltmaktadir.

Psikolojik dayaniklilik kavraminin teorik temelini ortaya koyan Luthans ve arkadaslari (2006) bu
yonde insan kaynaklari uygulamalarini gelistirmeye yonelik oneriler getirerek; kavramin is doyumu,
orgiitsel baglilik, orgiitsel vatandashk davranisi, isgoren sagligi ve iste kalma niyeti ile iliskilerinin
arastirilmasinin 6neminden bahsetmistir. Kaplan & Bickes (2012) otel isletmesi ¢alisanlar1 {izerinde
gerceklestirdikleri ¢alisma sonucunda; psikolojik dayaniklilik ile is doyumu arasinda anlamli ve
pozitif yonlii iliski oldugunu tespit etmislerdir. Ozyilmaz (2012) gore ise psikolojik dayamklilik ile
gorev performansi ve Orgiitsel vatandaslik davranisi arasinda anlamli ve pozitif bir iliski vardir.
Ayrica psikolojik dayaniklilik gorev performansint anlamli ve pozitif yonde etkilemektedir. Buradan
hareketle bu calismada otel isletmelerindeki isgorenlerin orgiitsel psikolojik sermayeleri, isten
ayrilma niyetleri ve psikolojik saglamliklar1 arasindaki etkilesimler ve orgiitsel psikolojik
sermayelerinin isten ayrilma niyetleri iizerindeki etkisinde psikolojik saglamliklarinin aracilik rolii
arastirilmistir. Ozellikle Tiirkiye’de psikolojik sermayenin isten ayrilma niyetinde psikolojik
saglamligin aracilik roliiniin hem turizm sektdrii hem de otel isletmeleri ¢alisanlar1 kapsaminda ele
alinmamis olmasi konuyu 6nemli kilmaktadir.

2. YONTEM
2.1. Arastirmanin Amaci ve Olcegi

Bu calismada otel isletmelerindeki iggorenlerin orgiitsel psikolojik sermayeleri, isten ayrilma niyetleri
ve psikolojik saglamliklari arasindaki etkilesimler ve orgiitsel psikolojik sermayelerinin isten ayrilma
niyetleri lizerindeki etkisinde psikolojik saglamliklarinin aracilik roliinii tespit etmek amaclanmigtir.
Arastirmanin evrenini konaklama isletmelerinde ¢alisan isgdrenler olusturmaktadir. Ornekleme
yontemi olarak arastirmada kolayda 6rnekleme kullanilmis olup, evreni en iyi sekilde temsil edecegi
diisiintilen Mugla ilindeki dort ve bes yildizl otel isletmelerinde ¢alisan 419 kisiye anket uygulanarak
veriler elde edilmistir. Arastirmanin verileri Mus Alparslan Universitesi Bilimsel Arastirma ve Yayin
Etigi Kurulu’nun 16.01.2023 tarihli ve 79190 sayil1 yazisi 2 numarali toplantisinin 40 numarali karar
sayisinda alman etik kurul izni ile toplanmistir. Veriler elde edilirken kullanilan anket formunun
birinci boliimiinde orgiitsel psikolojik sermayeyi 6lgmek tlizere Luthans ve arkadaslari (2007)
tarafindan gelistirilmis Cetin & Basim (2012) tarafindan Tiirk¢e ’ye uyarlanan Psikolojik Sermaye
Olgegi, ikinci boliimiinde destinasyon aidiyetini dl¢gmek icin kullanilan Smith ve arkadaslar1 (2008)
gelistirmis oldugu Dogan (2015) tarafindan Tiirk¢e’ye uyarlanan Kisa Psikolojik Saglamlik Olgegi,
ticlincii boliimiinde Jung & Yoon (2013)’un gelistirmis oldugu Akgiindiiz & Akdag tarafindan
Tiirk¢e’ye uyarlanmis olan isten ayrilma niyetini dlgmeye iliskin ifadeler ve son boliimiinde ise yas,
cinsiyet, gelir ve egitim durumu gibi ziyaretcilerin demografik bilgilerini 6l¢meyi amaglayan sorular
yer almaktadir. Arastirmanin bagimsiz degiskeni; orgiitsel psikolojik sermaye, bagimli degiskeni;
isten ayrilma niyeti, araci degiskeni ise psikolojik saglamliktir.

2.2. Arastirma Modeli ve Hipotezleri

Arastirmada kullanilan model ve hipotezler yapilan literatiir incelemelerine gore olusturulmustur.
Arastirmanin modeli ve hipotezleri asagida sunulmustur.
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Psikolojik

Saglamlik
Orgiitsel Isten Ayrilma
Psikolojik Niyeti
Sermaye

Sekil 2. Arastirma Modeli
2.3. Arastirma Hipotezleri

Hi: Otel isletmesi calisanlarinin orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri {izerinde
dogrudan anlamli etkisi bulunmaktadir.

Hz: Otel isletmesi calisanlarinin orgiitsel psikolojik sermayelerinin psikolojik saglamliklari {izerinde
dogrudan anlaml etkisi bulunmaktadir.

Hs: Otel isletmesi ¢alisanlarinin psikolojik saglamliklarinin isten ayrilma niyetleri iizerinde dogrudan
anlamli etkisi bulunmaktadir.

Ha: Otel igletmesi ¢alisanlarinin orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri iizerindeki
etkisinde psikolojik saglamligin araci rolii bulunmaktadir.

3. BULGULAR
3.1. Arastirma Verilerinin Normallik Durumu

Aragtirmada veriler sosyal bilimler igin gelistirilen bilgisayar programlar1 aracilifiyla analiz
edilmigstir. Arastirma verilerinin elde edilmesinde kullanilan Slgeklerin giivenilirlik ve gecerlilik
analizlerine gecilmeden 6nce verilerin normallik dagilim gosterip gostermedigi incelenmistir. Zira
sayisal verilerle analiz yapilmasi gereken caligmalarda elde edilen verilerin normal dagilim
gostermesi oldukg¢a dnemlidir ve testlerin bir cogunun yapilabilmesi agisindan verilerin normal veya
normale yakin dagilim sergilemesi istenmektedir. Ayrica arastirma verilerinin normal veya normale
yakin dagilim gostermemesi analiz sonuc¢larinin hatali ¢ikmasina sebep olabilmektedir. Bu durum
analiz sonuglarinin yorumlanmasinda yanlsliklar olusmasini saglayabilmektedir (Kalayci, 2010: 53;
Karagoz, 2017: 104). Arastirma verilerinin normallik durumunun tespiti amaci ile verilere normallik
analizleri yapilmis, standart sapmalarina iligkin degerler ile basiklik (kurtosis) ve carpiklik
(skewness) degerlerine bakilmistir (Giirbliz & Sahin, 2015: 207-208). Yapilan normallik testleri
sonucunda aragtirma verilerinin standart sapmalarinin 1’e yakin oldugu, basiklik (kurtosis) ve
carpiklik (skewness) degerlerinin ise -2 ile +2 arasinda deger aldig1 goriilmiistiir (Bayram, 2013: 109).
Dolayistyla verilerin normal dagilim gosterdigi saptanmistir. Arastirmada yapisal esitlik modellemesi
kullanilarak yol analizi uygulanmis, bagimsiz degiskenin bagimli degiskeni agiklama derecesi ve bu
etki lizerinde araci degiskenin rolii tespit edilmistir. Sekil 1° de belirtilmis olan aragtirmanin modelini
test edebilmek i¢cin Anderson & Gerbing (1988)’in 6nermis oldugu iki asamadan olusan yaklasim
benimsenmistir. Olgiim modelini degerlendirmek amaciyla éncelikle dogrulayici faktor analizi (CFA)
uygulanmis, sonrasinda Yapisal Esitlik Modeli (SEM) kullanilarak arastirma hipotezleri test
edilmistir.

3.2. Arastirma Verilerinin Gecerligi ve Giivenirligi

Arastirmada olusturulmus olan modelin analizine yonelik islemlere gecilmeden Once arastirma
yapilarinin giivenilirlik ve gegerlilik testleri uygulanmistir. Giivenilirlik ve gecerlilik durumlarinin
tespiti icin yapilarin i¢ tutarliliklart (internal consistency reliabilty), ayrisma gecerlilikleri
(disciriminant validity) ve birlesme gecerlilikleri (convergent validity) incelenmistir. Arastirma
yapilarinin i¢ tutarliliklarmin belirlenebilmesi amaciyla birlesik giivenilirliklerine (CR=Composite
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Reliabilty) ve Cronbach Alpha katsayilarina bakilmistir. Birlesme gecerligin incelenmesi amaciyla
ise faktor yiikleriyle acgiklanan ortalama varyanslarina iliskin (AVE= Avarage Variance Extracted)
degerler incelenmistir. Faktor yiiklerinin literatiirde >0.70 olmasi, birlesik giivenilirlik ve Cronbach
Alpha katsayilarinin >0.70 olmasi, AVE degerlerinin ise >0.50 olmasi kabul edilebilir degerler olarak
belirtilmektedir (Fornell & Larcker, 1981: 39-50; Hair ve ark., 2006: 431-454; Hair ve ark., 2017:
616-632). Tablo 1’de arastirmadaki yapilarin ig¢sel tutarliliklar1 ve birlesme gegerliliklerine iliskin
sonuglar yer almaktadir.

Tablo 1. Arastirma Yapilarimin I¢csel Tutarhk ve Birlesme Gegerliklerine iliskin Sonuclar

Degisken ifade Faktor Yiikii Cronbach Alpha CR AVE
Orgiitsel Psikolojik Sermaye OP 1 0.696 0.949 0.948 0.454
OP2 0.647
OP3 0.658
OP4 0.655
OP 5 0.742
OP6 0.692
OP7 0.830
OP 8 0.664
OP9 0.635
OP 10 0.773
OP 11 0.648
OP 12 0.613
OP 13 0.681
OP 14 0.584
OP 15 0.688
OP 16 0.676
OP 17 0.693
OP 18 0.644
OP 19 0.643
OP 20 0.642
OP 21 0.639
OP 22 0.652
Psikolojik Saglamlik PS1 0.636 0.802 0.800 0.401
PS 2 0.606
PS3 0.655
PS 4 0.690
PS5 0.578
PS 6 0.640
isten Ayrilma Niyeti A1 0.752 0.809 0.808 0.513
iA2 0.764
iA3 0.688
iA 4 0.655

Tablo 1’ de belirtilen degerlere bakildiginda yapilarin faktor ytiklerinin 0.578 ile 0.830 arasinda deger
aldig1 goriilmektedir. Yapilarin faktor yiiklerinin Hair ve arkadaslar1 (2017) tarafindan >0,708’ in
iistiinde olmas1 gerektigi belirtilmistir. Ifadeler belirtilen bu degerin altinda kaliyorsa olcekten
cikarilmadan once CR ve AVE degerlerinin incelenmesi gerekmektedir. Yapilarin CR ve AVE
degerlerinin 0.40 ile 0.70 arasinda bulunmasi halinde yazarlar, Ol¢ekten ifade c¢ikarilmamasi
gerektigini kabul etmektedirler. Tablo 1 incelendiginde analiz yapilacak olan ifadelerin bu esik
degerin lizerinde oldugu gorilmektedir. Ayrica, arastirma yapilarinin, CR katsayilarinin 0.800 ile
0.948 arasinda ve Cronbach Alpha katsayilariin da 0.802 ile 0.949 arasinda deger almasi igsel
tutarliligin saglanmis oldugunu gostermektedir. Arastirmada kullanilacak yapilarin faktor yiikleri
0.578 ile 0.830 arasinda ve AVE katsayilar1 ise 0.401 ile 0.513 arasinda deger almistir. Bu nedenle
arastirma yapilarmin birlesme gecerliliginin saglandigini da sdylemek miimkiindiir. Zira, Psailla &
Roland (2007) AVE degerinin 0.40’1n {izerinde oldugu ve CR degerinin de 0.70’in {izerinde oldugu
durumlarda birlesme gecerliliginin yeterli oldugunun kabul edilebilecegini belirtmistirler.
Arastirmada kullanilan yapilarin ayrisma gegerliliklerinin incelenmesinde Fornell & Lacker (1981)
onermis oldugu Olgiite ve Henseler ve arkadaslarinin (2015) 6nermis olduklart HTMT katsayilarina
bakilmistir. Fornell & Lacker (1981) onerisi lizere arastirmada kullanilan yapilarin AVE’lerine iligkin
degerlerin karekoklerinin arastirmada kullanilmakta olan yapilarin arasinda bulunan korelasyon
katsayilarindan yiiksek olmasi1 gerektigini belirtmislerdir. Tablo 2’de Fornell & Lacker (1981)
onermis oldugu Olciitlere gore analiz sonuglart bulunmaktadir. Parantez igerisinde yazilmis olan
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degerler AVE’nin karekokii degerlerini ifade etmektedir. Tablo 2’de gosterilen degerler
incelendiginde, aragtirmada kullanilan yapilarin her birinin AVE karekdkii degerinin yine aragtirmada
kullanilan diger yapilarla aralarinda bulunan korelasyon katsayilarindan daha yiiksek deger aldigi
goriilmektedir.

Tablo 2. Ayrisma Gegerliligine iliskin Sonuclar

Orgiitsel Psikolojik Sermaye Psikolojik Saglamhk isten Ayrilma Niyeti
Orgiitsel Psikolojik Sermaye (0.674)
Psikolojik Saglamhk 0.580 (0.633)
isten Ayrilma Niyeti 0.175 -0.322 (0.717)

Hanseler ve arkadaglarinin (2015) Onermis oldugu HTMT katsayilart arastirmanin biitiin
degiskenlerine iliskin ifadelerin korelasyon ortalamalarinin aynmi degiskenlere iliskin ifadelerin
korelasyonlarinin geometrik ortalamalarina oranini gostermektedir. Arastirmada olgiilen yapilarin
teorik acgidan birbirlerine yakin oldugunun diisiiniildiigii durumlarda yazarlar, HTMT katsayilarinin
0.90’1, teorik agidan birbirlerinden uzak oldugunun diisiiniildiigii durumlarda ise 0,80’ in altinda
deger almas1 gerektigini ifade etmislerdir. Tablo 3’te belirtilen HTMT katsayilar1 incelendiginde
katsayilarin kabul edilebilir degerlerin altinda deger aldig1 goriilmektedir.

Tablo 3. Arastirmada Kullanilan Degiskenlere iliskin HTMT Katsayilar

Orgiitsel Psikolojik Sermaye Psikolojik Saglamhk isten Ayrilma Niyeti
Orgiitsel Psikolojik Sermaye
Psikolojik Saglamhk 0.568
isten Ayrilma Niyeti 0.197 0.324

3.3. Katihmcilarin Demografik ve Kisisel Ozelliklerine iliskin Tanimlayici istatistikler

Katilimeilarin demografik 6zelliklerine bakildiginda %25,5’inin erkeklerden olustugu ve %75,5’inin
ise kadin oldugu tespit edilmistir. Katilimcilarin yaslar1 incelendiginde %17,2’sinin 21-30 yas
arasinda, %40,3 liniin 31-40 yas arasinda, %33,9’unun 41-50 yas arasinda ve %8,6’smin ise 51 yas
ve lizerinde oldugu belirlenmistir. Katilimeilarin egitim durumlarina bakildiginda %2,1’inin
ilkogretim egitim seviyesine, %25,5’inin lise egitim seviyesine, %15,5’inin 6n lisans egitim
seviyesine, %45,1’inin lisans egitim seviyesine ve %11,7’sinin ise lisansiistii egitim seviyesine sahip
olduklar1 goriilmiistiir. Katilimcilarin isletmede ¢alisma siirelerine bakildiginda %14,8’inin 1 yildan
az, %43,9’unun 1-5 y1l arasinda, %20’sinin 6-10 y1l arasinda, %21,2’sinin 11-15 y1l arasinda ¢aligma
siiresine sahip oldugu tespit edilmistir. Katilimcilarin sektérde calisma siirelerine bakildiginda
%5,5’inin 1 yildan az, %13,8’inin 1-5 y1l arasinda, %16’smin 6-10 y1l arasinda, %33,4’tiniin 11-15
yil arasinda, %21’inin 16-20 y1l arasinda ve %10,3’{iniin 21 y1l ve iizeri ¢alisma siiresine sahip oldugu
tespit edilmistir.

3.4. Hipotez Testlerine iliskin Bulgular

Katilimeilarin orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri ve psikolojik saglamliklar
iizerinde, psikolojik saglamliklarinin isten ayrilma niyetleri tizerindeki dogrudan etkisinin bulunup
bulunmadig1 ve orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri lizerindeki etkisinde
psikolojik saglamligin araci roliinii belirleyebilmek amaciyla yapilan path analizi sonuglar asagida
sunulmustur. Arastirmada kullanilan hipotezleri test etmek i¢in olusturulmus olan Yapisal Esitlik
Modeli Sekil 2’ dedir.
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Sekil 2. Arastirma Hipotezlerini Test Etmek icin Kullanilan Yapisal Esitlik Modeli

Arastirmada kullanilan modelin analizinde PLS-SEM yani, kismi en kiiciik kareler path analizi
kullanilmistir. Smart PLS 4.0 programi araciligiyla arastirma verileri analiz edilmistir. Arastirmanin
modeli ile ilgili R?, dogrusallik katsayilar1 ve etki biiyiikliigii (f*) kat sayilarin1 hesaplayabilmek
amaciyla PLS algoritmasi ¢alistirtlmistir. PLS yol 6rnekleminden 5000 adet alt 6rneklem alinmak
suretiyle t degerleri hesaplanmistir. Arastirmanin sonuglarini gdsteren R2, 2, VIF degerleri Tablo 4’te
gosterilmistir.

Tablo 4. Arastirmada Kullanilan Modele iliskin Katsayilar

Degiskenler VIF R? 2

Orgiitsel Psikolojik Sermaye Isten Ayrilma Niyeti 1.507 0.051 0.282
Psikolojik Saglamhik 1.507 0.386
Orgiitsel Psikolojik Sermaye Psikolojik Saglamlik 1.000 0.336 0.507

Aragtirma degiskenleri arasindaki VIF (Varience Infilation Factor) degerlerine bakildiginda kabul
edilebilir deger olarak ifade edilen 5’ in altinda oldugu belirlenerek, arastirma degiskenleri arasinda
dogrusallik probleminin bulunmadig1 goriilmiistiir (Hair ve ark., 2017: 616-632). Arastirma modeline
iliskin R? degerlerine bakildiginda katilimcilarin isten ayrilma niyetlerinin %5 oraninda agiklandig:
belirlenmistir. Tablo 5’te f2 olarak ifade edilen etki biiyiikliigii kat say1larina bakildiginda ise orgiitsel
psikolojik sermayenin isten ayrilma niyeti lizerinde orta, psikolojik saglamligin isten ayrilma niyeti
tizerinde yliksek ve oOrgiitsel psikolojik sermayenin psikolojik saglamlik tizerinde yiiksek seviyede
etki biiyiikliigiine sahip oldugu goriilmektedir. Zira, Cohen (1988) tarafindan (f2) olarak ifade edilen
etki biiytkligii katsayisinin 0.02 ve {istiinde olmasi durumunda diistik, 0.15 ve {iistiinde olmasi
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durumunda orta ve 0.35 ve istiinde olmasi durumunda yiiksek olarak degerlendirilebilecegi
belirtilmistir. Arastirma modelinde bulunan yapilarin birbirleri {izerindeki dogrudan etkilerini
gosteren sonuglar Tablo 5° de sunulmustur.

Tablo 5. Arastirmada Kullanilan Modele iliskin Dogrudan Etki Sonuglar

Degiskenler Standardize 3 Standart Sapma t-degerleri p

Orgiitsel Psikolojik Sermaye Isten Ayrilma Niyeti 0.227 0.049 11.862 0.000
Psikolojik Saglamhk -0.638 0.060 10.644 0.000
Orgiitsel Psikolojik Sermaye Psikolojik Saglamlik 0.580 0.060 2.898 0.004

Elde edilen sonuglar 1s181nda 6rgiitsel psikolojik sermayenin isten ayrilma niyetini (3=0.227 p<0,01)
ve psikolojik saglamhig1 (3= 0.580 p<0,01) pozitif ve psikolojik saglamligin isten ayrilma niyetini
(13=-0.638 p<0,01) negatif yonde anlamli bir bicimde etkiledigi belirlenmistir. Bu nedenle Hi, H2 ve
Hs hipotezleri kabul edilmistir.

Psikolojik saglamligin aracilik etkisinin tespit edilebilmesi i¢in Oncelikle degisken modelden
cikarilarak yol katsayisinin anlamliligina bakilmistir. Orgiitsel psikolojik sermayenin isten ayrilma
niyeti (3=0.227 p<0,01) tizerindeki etkisinin istatistiksel agidan anlamli oldugu anlagilmistir. Daha
sonra aract degisken modele eklenerek yol katsayilarinin anlamliligina bakilmistir. Elde edilen
sonuclar 1g1g1inda orgiitsel psikolojik sermayenin isten ayrilma niyeti (3=0.175 p<0,01) ve psikolojik
saglamlig (3= 0.580 p<0,01) anlaml1 olarak etkiledigi, psikolojik saglamligin tekrar isten ayrilma
niyetini (13=-0.638 p<0,01) anlaml1 bir bigimde etkiledigi tespit edilmistir.

Baron & Kenny (1986) araci etkiden s6z edebilmek igin aracilik etkisinin bulundugu diisiiniilen
degiskenin olmadigi modelde bagimsiz degiskenin bagimli degiskeni anlamli olarak etkilemesi,
aracilik etkisinin bulundugu diisiiniilen degisken modele eklendiginde ise bagimsiz degiskenin
aracilik etkisinin bulundugu diisiiniilen degiskeni, aracilik etkisinin bulundugu diisiiniilen
degiskeninde bagimli degiskeni anlaml1 bir sekilde etkilemesi gerektigini belirtmislerdir. Arastirma
bulgularina bakildiginda katilimcilarin orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri
(3=0.175; p<0,01) ve psikolojik saglamliklar1 {izerinde (13=0.580; p<0,01), psikolojik
saglamliklarinin ise isten ayrilma niyetleri iizerinde (3=-0.638; p<0,01) anlaml1 etkisinin bulundugu
belirlenmistir.

Aracilik etkisinin belirlenmesi sebebiyle VAF (Varience Accounted For) degeri hesaplanmistir
(Dogan, 2018). VAF degeri orgiitsel psikolojik sermaye— psikolojik saglamlik — isten ayrilma
niyeti yolunda 0.61 olarak hesaplanmigtir. VAF degerinin 0.80’den biiyiik oldugu durumlarda tam
aracilik, 0.20-0.80 arasinda ise kismi aracilik, 0.20’den kiiciik ise aracilik etkisinin olmadigi kabul
edilmektedir. VAF degerine gore katilimcilarin orgiitsel psikolojik sermayelerinin isten ayrilma
niyetleri iizerindeki etkisinde psikolojik saglamligin kismi aracilik roliinlin oldugunu sdylemek
miimkiindiir. Bu sebeple Ha hipotezi kabul edilmistir.

Arastirma modeline ait R? degerlerine bakildiginda katilimcilarin drgiitsel psikolojik sermayelerinin
isten ayrilma niyetlerini araci degiskenin bulunmadigi modelde %35, araci degiskenin bulundugu
modelde %30 agikladig1 tespit edilmistir. Arastirmanin bagimli degiskeninde %25°lik R? farkinin
arac1 etkiden kaynaklandigi ifade edilebilir. Aragtirma degiskenleri arasinda bulunan iliskileri
gosteren analiz sonuglar1 Tablo 6° da gosterilmistir.

Tablo 6. Arastirma Modeli Katsayilar

Degiskenler Standardize 3 Standart Sapma t-degerleri p

Orgiitsel Psikolojik Sermaye Isten Ayrilma Niyeti 0.175 0.049 11.862 0.000
Psikolojik Saglamhik -0.638 0.060 10.644 0.000
Orgiitsel Psikolojik Sermaye Psikolojik Saglamlik 0.580 0.060 2.898 0.004

4. SONUCLAR, TARTISMA VE ONERILER

Otel igletmeleri yapisi geregi daha ¢ok emek yogun iiretimin gerceklestirildigi ve insan unsurunun
son derece onemli oldugu isletmelerdir. Bu yiizden otel isletmesi ¢alisanlarinin 6rgiit icerisindeki
tutum ve davranislar1 Orgiitsel basarinin saglanmasi iizerinde oldukca etkilidir. Bu agidan otel
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isletmelerinde orgiitsel psikolojik sermaye ve psikolojik saglamlik gibi isgdrenlerin orgiitlerine karsi
pozitif tutum ve davranislar sergilemelerine katkisi olan pozitif orgiitsel davraniglarin gelistirilmesi
isgorenlerin isten ayrilma yoniindeki egilimlerini azaltabilecektir. Bu nedenle bu g¢alismada otel
isletmelerindeki isgorenlerin orgiitsel psikolojik sermayeleri, isten ayrilma niyetleri ve psikolojik
saglamliklar1 arasindaki etkilesimler ve orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri
izerindeki etkisinde psikolojik saglamliklarinin rolii arastirilmistir. Aragtirma sonuglari otel igletmesi
calisanlariin orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri lizerinde pozitif yonde bir
etkiye sahip oldugunu gostermistir. Bu sonu¢ otel isletmesi c¢alisanlarinin orgiitsel psikolojik
sermayelerinin isten ayrilma niyetlerini artirdigr seklinde yorumlanabilir. Bu sonucun otel
isletmelerinin yapisal 6zelliklerinden kaynaklanabilecegi diisiiniilmektedir. Zira otel igletmelerindeki
olumsuz is kosullari, islerin sezonluk olmas1 vb. gibi negatif unsurlar isgorenlerin orgiitsel psikolojik
sermayelerinin seviyesi yiiksek olsa bile isten ayrilma yoniindeki egilimlerinin artirmasina neden
olabilecektir. Arastirmada ayrica otel isletmesi ¢alisanlarinin orgiitsel psikolojik sermayelerinin
psikolojik saglamliklari iizerinde pozitif yonlii bir etkiye sahip oldugu sonucuna varilmistir. Bu sonug
otel isletmesi ¢alisanlarinin orgiitsel psikolojik sermayelerinin psikolojik saglamliklarini artirdigini
gostermektedir. Orgiitsel psikolojik sermaye ve psikolojik saglamlik gibi pozitif orgiitsel
davranislarin birbirlerini olumlu yonde etkileyebilecegi géz Oniinde bulunduruldugunda bu
etkilesimin beklenen bir durum oldugu diisiiniilmektedir. Arastirmadaki bir diger sonugta isgdrenlerin
psikolojik saglamliklarinin isten ayrilma niyetleri iizerinde negatif yonde bir etkiye sahip oldugudur.
Bu sonug otel isletmesi ¢alisanlarinin psikolojik saglamliklarinin igten ayrilma yoniindeki egilimlerini
azalttigin1 gostermektedir. Zira psikolojik saglamlik gbsteren isgorenler orgiit icerisindeki negatif
durumlara kars1 daha dayanikli olmakta ve bu sekilde orgiitlerine karsi daha pozitif duygular
besleyerek orgiit igerisinde pozitif davranislar gosterebilmektedir. Bu durum da isgdrenlerin isten
ayrilma niyetlerini azaltabilmektedir. Arastirmanin diger bir sonucu ise otel isletmesi ¢alisanlarinin
orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri iizerindeki etkisinde psikolojik
saglamliklarinin kismi aracilik etkisine sahip oldugudur. Bu sonug¢ otel isletmesi calisanlarinin
orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri {izerindeki pozitif yonde var olan etkisini
psikolojik saglamliklarinin kismen de olsa azalttigin1 géstermektedir. Bu sonucun pozitif bir 6rgiitsel
davraniglardan birisi olan psikolojik saglamlia sahip olan iggorenlerin orgiitlerine karsi beslemis
olduklart pozitif duygularin isten ayrilma niyeti gibi negatif durumlar1 az miktarda olsa
azaltabileceginden kaynaklandig1 disiiniilmektedir. Bu sonuglar dogrultusunda konaklama
isletmelerine yonelik sunulan bazi 6neriler agagidaki gibidir.

» Otel isletmesi ¢alisanlarinin orgiitsel psikolojik sermayelerinin isten ayrilma niyetleri tizerindeki
pozitif yonde etkinin psikolojik saglamlik devreye girdiginde diisiik bir derecede de olsa azalma
egilimi gosterdigi gdz oniinde bulundurularak, isgdren devir hizlarini diistirmek isteyen isletmelerin
orgilit icerisinde isgdrenlerin psikolojik saglamliklarini azaltabilecek Orgiitsel kosullardaki
olumsuzluklart iyilestirmeleri gerekmektedir

» Otel isletmesi ¢alisanlarinin orgiitsel psikolojik sermayelerinin psikolojik saglamliklari iizerinde
yapmis oldugu pozitif etki g6z onilinde bulunduruldugunda, isletme sahip ve yoneticilerin iggbrenlerin
orgiitsel psikolojik sermayeleri ile psikolojik saglamliklarinin ve bunlardan kaynaklanacak pozitif
tutum ve davraniglarinin azalmasini onleyebilmek adina, Orgiit igerisinde olumsuzluklara neden
olabilecek etmenleri en aza indirmeleri gerekmektedir.

» Otel isletmesi calisanlarmin psikolojik saglamliklarindan kaynaklanan pozitif tutum ve
davraniglarinin isten ayrilma niyetlerini azalttig1 diisiiniildiigiinde, isgéren devir hizinin diistiriilmesi
ve iggdren devir hizinin yiiksekliginden kaynaklanan oryantasyon, egitim ve gelistirme maliyetlerinin
azaltilabilmesi i¢in, isletme sahip ve yoneticilerinin orgiit icerisindeki isgdrenlerin psikolojik
saglamliklarini artirabilecek uygulamalari desteklemeleri ve orgiitsel kosullari isgdrenlerin psikolojik
saglamliklarini artirabilecek sekilde diizenlemeleri gerekmektedir.

Sonug olarak bu arastirma literatiirde tespit edilen konu ile ilgili a¢igin doldurulmasi, gelecekte
yapilabilecek c¢alismalara yol gostermesi ve otel isletmesi yoneticilerine 1s1k tutmasi agisindan
oldukca onemlidir. Gelecekte bu arastirma turizm sektoriiniin paydaslari olan seyahat isletmeler,
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yiyecek- icecek isletmeleri gibi diger isletmelere yonelik farkli uygulama alanlarinda yapilarak
genisletilebilir. Elde edilen sonuclar karsilastirilarak paydaslarin kullanimina yonelik konuyla ilgili
sonuglar arasindaki benzerlikler ya da farkliliklar tespit edilebilir. Boylelikle sektoriin paydasi olan
diger isletme yoneticilerinin de kendi isletmelerine yonelik sonuglardan faydalanmalari saglanabilir.

Destek Bilgisi: Calismanin hazirlanma siirecinde herhangi bir kisiden, kurumdan veya kurulustan
ayni veya nakdi bir yardim/destek alinmamastir.

Cikar Catismasi: Makalemiz ile ilgili herhangi bir kurum, kurulus, kisi ile mali ¢ikar ¢atigsmasi
yoktur ve yazarlar arasinda da herhangi bir ¢ikar ¢atismasi bulunmamaktadir.

Yazar Katki Oranm: Yazarlar makaleye esit oranda katki saglamiglardir.
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6. EXTENDED ABSTRACT

Psychological capital, which emerged from the positive psychology school, is a concept that was first
discussed in the literature with the influence of Luthans (2004) et al. Since psychological capital can
be measured, developed and managed, it has attracted the attention of not only academics but also
practitioners. Organizational psychological capital is considered as a reflection of a person's positive
psychological development in success or failure. For this, the person must have the self-confidence
(self-efficacy) to undertake and maintain the effort to undertake difficult tasks; having a positive
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outlook for success in the present and future (optimism); encompasses the components of
perseverance (hope) that one must have in order to achieve the goals, and the resistance
(psychological resilience) it displays in the face of difficulties; It is considered as a type of capital
that questions and questions who the individual is and who he can be. Psychological resilience, in its
simplest form, is the resistance of the individual against negative and even positive events. Resistance,
adversity, conflict and failure viewed negatively; It is defined as the capacity that can be developed
to return or bounce back from progress and increased responsibility, which are treated as positive
events. Resilience allows not only reactive recovery, but also proactive learning and growth by
overcoming challenges. In other words, resilience can include both negative setbacks and positive
but potentially overwhelming events. Resilience can be developed through asset-focused, risk-
focused, and process-focused strategies and even educational interventions that are relevant and
applicable to the workplace. Since psychological resilience is measurable and applicable, it
contributes to the measurement of individual and organizational performance (Youssef & Luthans,
2007: 778-779). In hotel businesses, the attitude and optional behavior of the personnel who have a
lot of face-to-face communication with the customer is the determinant of service quality. The attitude
of the personnel who have more communication with the customer will affect the consumer
satisfaction and therefore the image of the hotel (Yafang & Shih-Wang, 2010: 3564-3565). According
to the studies carried out, there is a negative relationship between the psychological resilience and
psychological capital levels of the employees and their intention to leave, and the intention to leave
is usually based on volunteerism. (Luthans and Avey, 2009; Turgut et al., 2013). From this point of
view, in this study, it is aimed to determine the role of psychological resilience in the effects of
organizational organizational psychological capital levels, turnover intentions and psychological
resilience of employees in hotel businesses, and the effects of organizational psychological capital
status on their intention to leave. For this purpose, first of all, the conceptual infrastructure of the
variables and their relations with each other were discussed, then the data obtained from the hotel
business employees were analyzed and the results were interpreted and various suggestions were
made in terms of hotel businesses operating in the sector. The universe of the research consists of
employees working in accommodation enterprises. Convenience sampling was used in the research
as a sampling method, and data were obtained by applying a questionnaire to 419 people working in
four and five star hotel businesses in Mugla Province, which is thought to represent the universe in
the best way. In the first part of the questionnaire used while obtaining the data, Luthans et al. (2007)
developed by Cetin and Basim (2012) and adapted to Turkish by Smith et al. (2008) and adapted into
Turkish by Dogan (2015), the Short Psychological Resilience Scale, in the third part, the statements
about measuring the intention to quit job and the final version, which was adapted into Turkish by
Akgiindiiz and Akdag, developed by Jung and Yoon (2013). In the section, there are questions that
aim to measure the demographic information of visitors such as age, gender, income and education
level. The independent variable of the research; organizational psychological capital, its dependent
variable; turnover intention, and the mediator variable is psychological resilience. The hypotheses
used in the research were formed according to the literature reviews and are presented below.
Hypotheses:

Hi: Organizational psychological capital of hotel employees has a direct and significant effect on
their intention to leave.

H»: Organizational psychological capital of hotel employees has a direct and significant effect on
their psychological resilience.

Hs: The psychological resilience of hotel employees has a direct and significant effect on their
intention to leave.

Hs: Psychological resilience has a mediating role in the effect of organizational psychological capital
of hotel employees on their intention to leave.

In the research, the data were analyzed through computer programs developed for social sciences.
Before proceeding to the reliability and validity analyzes of the scales used in obtaining the research
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data, it was examined whether the data showed normality distribution. As a result of the normality
tests, it was seen that the standard deviations of the research data were close to 1, and kurtosis and
skewness values were between -2 and +2 (Bayram, 2013: 109). Path analysis was applied using
structural equation modeling in the research, the degree of explanation of the dependent variable by
the independent variable and the role of the mediating variable on this effect were determined. In
order to evaluate the measurement model, first of all, confirmatory factor analysis (CFA) was
applied, and then the research hypotheses were tested using the Structural Equation Model (SEM).
As a result of the analyses, hypotheses Hi, Hz, Hs and Hs were accepted.

The results of the research showed that the organizational psychological capital of hotel employees
has a positive effect on their intention to leave. This result can be interpreted as the organizational
psychological capital of hotel employees increases their intention to leave. In the study, it was also
concluded that the organizational psychological capital of hotel business employees has a positive
effect on their psychological resilience. This result shows that the organizational psychological
capital of hotel employees increases their psychological resilience. Another result of the research is
that the psychological resilience of the employees has a negative effect on their intention to leave.
This result shows that the psychological resilience of hotel employees reduces their tendency to leave
the job. Another result of the research is that the psychological resilience of hotel employees has a
partial mediation effect on the effect of organizational psychological capital on their intention to
leave. This result shows that the positive effect of the organizational psychological capital of the hotel
employees on their intention to leave the job is partially reduced by their psychological resilience. In
line with these results, some suggestions for accommodation businesses are as follows:

» Considering that the positive effect of the organizational psychological capital of hotel employees
on their intention to leave the job tends to decrease, albeit to a low degree, when psychological
resilience comes into play, businesses that want to reduce employee turnover rates should improve
the negativities in organizational conditions that can reduce the psychological resilience of
employees within the organization.

» Considering the positive effect of the organizational psychological capital of the hotel employees
on the psychological resilience, the owners and managers of the business should minimize the factors
that may cause negativities within the organization in order to prevent the decrease in the
organizational psychological capital and psychological resilience of the employees and the positive
attitudes and behaviors that will arise from them.

» Considering that the positive attitudes and behaviors of hotel business employees arising from their
psychological resilience reduce their intention to leave, in order to decrease the employee turnover
rate and to reduce the orientation, training and development costs arising from the high employee
turnover rate, business owners and managers should support practices that can increase the
psychological resilience of the employees in the organization and contribute to the organizational It
is necessary to regulate the conditions in a way that can increase the psychological resilience of the
employees.
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ABSTRACT

Events and cultural manifestations organized in a region, make a circle movement around them, to all those market’s
actors. The activity which joins the actors of this markets or a select part of them, by the complexity of the elements
inside, is the tourisme activity. There are many authors who focuse on the importance of cultural manifestations in a
community and there are many written books, scientifics articles and studies about this subject. However, around some
Romanian destinations, positive effects seem to focus over the destination image’s promotion and just a little bit over a
clear boundery of some regions' identities. This regions’ identities should be the starting point to get positive economics
and financials effects and local income. There are local opportunities in each region to border the regions’ indentity and
in my opinion it needs a detailed approach to each small destination together with an overview of the source region. So,
in this way, it can be built and border the identity of each region, with what it has truely different, reported to the
neibourhood regions. This paper, which apparently, focuses on the image of a well known destination, Maramures, gives
emphasis and pulls an alarm signal, that the festivals and the other cultural manifestations, even there are the most efficient
way to get quickly income in an archaic and an authentic region, do not create at least a specific identity to each small
destination. And these festivals, holidays and cultural manifestations are organized in order to do this and over the fact
that should make differences between small destinations, it should contribute first of all to develop them. The identity’s
problem of the subzones from Maramures was allways approched from the cultural’s identity point of view and there are
not recents studies about this subject. The present paper approches the subject from the point of view of an identity which
must sell a touristic destination.

Keywords: Region ldentity, Positive Economics and Financials Effects, Authenticity, Cultural Manifestations, Rural
Community.
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OZET

Bir bolgede diizenlenen etkinlikler ve kiiltiirel tezahiirler, cevrelerinde bir gember hareketi olusturur. Piyasanin aktorleri
ise bu karmasiklik ile pazarlarin aktdrlerini veya secilmis bir boliimiinii birlestiren faaliyetleri organize ederler. Tiim bu
unsurlar aslinda turizm faaliyetidir. Turizm alanyazinda kiiltiiriin 6nemine odaklanan birgok yazar, kitap, bilimsel makale
ve caligma vardir. Bu durum Romanya destinasyonlar1 ve turizmi i¢inde gegerlidir. Destinasyonlarin kirsal kimlikleri
olumlu ekonomik ve mali etkiler ve yerel gelir elde etmek i¢in baslangic noktasi olugturmaktadir. Kirsal bolgelerin
kimligini sinirlamak i¢in her bolgedeki firsatlar ve ayrintili bir yaklasima ihtiya¢ vardir. Bu ¢aligmada Romanya'nin
bilinen destinasyonlarindan biri olan Maramures'in imajina odaklanilmaktadir. Destinasyondan organize edilen festivaller
ve diger kiiltiirel etkinlikler pazarda var olmanin en etkili yollarindan biridir. Festivaller, kirsal etkinlikler ve kiiltiirel
gosteriler kiigiik destinasyonlar arasinda fark yaratmanin ve gelisimin bir yolunu olusturmaktadir. Maramures'i olusturan
alt bolgelerin kimlik sorunu ise her zaman kiiltiirel kimlik tizerinden ele alinmistir. Bu makale konuyu turistik bir
destinasyonu satmasi gereken bir kimligin bakis agisi ile ele almaktadir.

Anahtar Kelimeler: Bélge Kimligi, Pozitif Ekonomik ve Finans Etkileri, Ozgiinliik, Kiiltiirel Tezahiirler, Kirsal Toplum.
Jel Kodu: 232, Q01, M31.

1. INTRODUCTION

Organizing the festivals, holidays and other events in a region, it is many times considered an activity
which generates many administration expenditures, made from public resources, expenditures that
generate a little income to local budgets. Those who get most of the income from the festivals and
cultural manifestation, are companies and other economic agents and participators, which entertain
the events. Because at the local authorities, all it matters is to get a subunit efforts-to-effects ratio.
First of all, it does not matter the positive impact of those festivals and events, to create and to
consolidate the sub-region’s identity, secondly, to border a region by her own identity, thirdly, to join
cognitively a sub-region, with a releaser element which launch the festival or the event, fourthly, to
build, to promote and to consolidate the sub-region destination’s image and fifthly to develop the
entire community. Often, the great efforts of the local authorities, inhibit the continuity of running a
festival or a cultural event, even it is a small one or a big one. It is ignored the fact that such an event
has collateral benefits in a region, being the most proper way to develop it. If these manifestations
keep their continuity, it developed around them an entire infrastructure, not even touristic one, from
the accommodation and food&beverage structures, adventures and entertainment parks to farms,
plantations or any other entrepreunial activities.

1.1. Conceptual Framework

Economic literature has been debating for a long time the economic impact of the festivals and
holidays through a destination. Most of them focuses on the urban events. Those events are the events
which absorb most of the visitors and generate most of the sales revenue, for the authorities and for
the citizens. Those are otherwise, also the most organized by the Romanian local authorities. But each
region, urban or rural one, has something to tell. At the international level, there are many rural
regions established as top destinations, just thanks of being organized and promoted through such
events, born around to a sub-region element of identity. A community" s resource which can create a
sub-region’s identity is affectively bounds to the community (Pele-Bonnard, 2016). Thus in India,
annually, in every region of the country, Indian inhabitants celebrate ,,saree” handle weaves and the
tradition and the cultural value of this garment. The well-known French baguette is the reason to
celebrate in all regions of France, through holidays dedicated to the homemade bread. Around those
Fetes de Pain are organized concerts and funny events, inside to the traditional bakery shops and in
the markets. All this is made in order to show at the entire world, that homemade bread is better than
the factory-made one. French's rural regions celebrate in spring and summer time, the snail, through
sales culinary festivals, in Osenbach-Alsacia, Bertric-Buree, Cluis, Mareuil sur Cher, Digoin. Whisky
drink is celebrated in holidays and festivals inside the rural zones of United States of America in the
localities such as Luisville, St Louis, Atlanta, Milwaukee, in the rural zones from Scotland and
England, in Edinbourgh, Hebride, Falkirk, Kirkrintilloch, Glasgow, Croydone, Londra, Inverness and
also in the rural zones from Australia, around Brisbane, Adelaide, Canberra, Sydney, Hobart, Perth
and Melbourne. Whisky drink has also dedicated international conferences and fairs, showrooms and
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whisky tastings. Apparently these holidays are a form of practicing mass tourism. What is different,
is the way how are organised and improved those mass tourism's manifestations. This approach focus
them on practicing thematic tourism, a niche market one, and adressed to a group of tourists well
segmently. For example, in the neighborhood of Strasbourg, in the week between 26" of june and 3"
of july 2022, were organized around 100 manifestations and events, in order to increase the tourism
activity in the region. Manifestation’s time from one event to another varied from one day to a few
weeks (https://www.jds.fr/). All the holidays and festivals were traditional ones, thematic ones,
approaching very various themes, for all kind of knowledge needs. Some of these events were
organized by the authorities, others by the volunteers, members of the community. Each of this
manifestation attracted a relative small number of niche tourists, interested by the approaching theme,
which transfered the way of practicing tourism, from the mass tourism to a niche one. This is a
different way to approach this form of tourism, named events™ tourism, deviding touristic market in
some very well bording tourists segments, spreading visitors in much more subregions of the source
region one, focusing collateral economic activities in more geographic points and elimitating in this
way, the pressure made over one region or over one event.

2. METHOD

Taking into consideration the previous approaches and examples, in this study is starting from the
hypothese that the level of a rural comunity’s beneficials gets from the organizing festivals and
holidays, is directly proportional with the level of a collateral involvment of the inhabitants, the
authorities and the specific resources of the destination itself. Through differents research methods it
will try to infirm or to confirm this hypothese and to make some conclusions. The purpose of this
paper is to analysed the importance and the impact of organizing festivals and holidays in order to
sell the Maramures rural region. The main objectives establised were to identify and to present the
role of organising festivals and holidays in Maramures, to identify and to present the reality of how
they are organized and how are runnig and to present the impact of those cultural manifestations in
the community and in the region, considered as a touristic destination. The study made, supposed
firstly, a quality research made by free observation over the rural community of Maramures and taking
detailed interviews with some local communitiy members about the studied’s theme, in some
communes with intense cultural atractivity. There were studied also some scientifics articles,
publications, books and case studies having the theme such as the importance of organizing festivals
and holidays in rural destinations, the identity of Maramures or the destination marketing. Secondly,
was made also a cantitative research, creating a short and relevant survey and implementing it over a
sample of 70 local authorities from all communes of Maramures and a few very small new towns.
Were not included in the sample, the cities such as Baia Mare, Sighetu Marmatiei, Viseu de Sus,
Cavnic and Borsa becouse it could not be taken into consideration in the proposed analyse, the factors
which determined the choosing of the sample. Cavnic and Borsa are mountain spas, known for
practicing the winter sports, tracking and hiking. Baia Mare, Sighetu Marmatiei and Viseu de Sus are
having many intense cultural urban manifestations and activities and got out from the sphere of the
proposed analyse. The survey implementation was made by phone, between the 24" october 2022
and 4" november 2022. Contact’s informations were obtained from the promotion’s websites of all
the localities™ halls included in the sample. During the implemented time of survey, with each hall
which does not answered to the survey's questions, was trying to connect four times, in four different
days. About the people who was answering to the survey's questions, those were chosen in an
alleatory way, but being part of the cultural department or having this kind of tasks — to organize and
to implement the cultural manifestations in local community. The sample was chosen taking into
consideration, firstly, the fact that the local authorities are the main organisers of cultural
manifestations in the community, secondly, the fact that the local authorities know and identify the
needs of the represented community, thirdly, the fact that the local authorities are also the decisional
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authorities in the community, forthly, the fact that the local authorities know the community and her
customs, know the demographic features, the problems and the complains of the inhabitants.

2.1. Touristic Identity of an Authentic Subzone

Pop M. mentioned, in his book ,,Maramures® Identity”, that the villages from Maramures are ,, villages
of free people, inside of those the relationship between kindred are based on a very well establish old
system of norms. Based on this system and on the fundamentals concepts about what is good and
what is not, about what is right and what is not, about the human relationship with time and space,
with nature and her inhabitants, were born the other essential signs which mark the Maramures
identity (Pop, 1980: 20). This relationship of Maramures with time and space, bring to the present a
distance from the native village, from the ancestral hearth and an alienation from what is meaning
folklore, traditions, crafts, in other words the identity of the people of Maramures. Almost all the
young families are gone in the European countries for labouring, and time and space seem to make
from Maramures region, a cosmopolitan one, without an identity of authenticity and humanity, for
whom was so appreciated. Maramures™ identity merges today with having jobs abroad, with absent
youth, with having modern homes with nobody inside them, except in august and around winter
holidays, when young families are turning back in their native villages. The hope of turning back in
the ancestral hearth is still alive, but who's turning back? The children and youth of these families
who are integrate in the educational system of the countries where are labouring their parents? The
authenticity’s identity in Maramures does not exist. There is only an image of Maramures which is
promote occasionally by the authorities inside of the tourism fairs and saloons and through some
festivals, some of them periodically organized, others occasionally organized. The authenticity’s
identity in Maramures must be created, build nowadays from the beginning, not for the children to
this places, but for keeping alive the memories of their ancestors, who laboured and lived in
Maramures and who built from wood, an architectural style and a unique civilization, known as the
civilization and the architectural style of Maramures. And if this things will happen, this authenticity’s
identity of Maramures can sell this destination without to many marketing efforts. It is imperative to
make a difference between the authenticity’s cultural identity, branding of a product or of a
destination which is in fact the commercial identity and the touristic identity of an authentic region.
The cultural identity of an authentic region supposes to border the cultural elements which
characterizes a region, inside of a cultural space and to differentiate them from the others cultural
elements of others regions. Burghele C. mentioned that in order to build and delimitate the
authenticity’s sub-region touristic identity, the key element for approaching a specific identity is the
territory (Burghele, 2021:183). The mechanism to build and to border, suppose firstly, rapportation
to a physical territory, to a geographic region and then, to an ethno-cultural territory, first of all, by
standing inside the source territory, in this case Maramures, and secondly, by identification of some
territory’s particularities inside of source territory. Making remarks to the cultural identity of
Maramures, professor doctor Joel Marrat from United States of America mentioned that the region ,,
can be described as an ethnographical region, defined and distinguished by others ethnographic
regions through a specific traditional costume, through architectural style of houses, through a
different type of folklore”. ,, This should be the way to approach of most of the Romanian ethnographs
and folklorists.” Maramures is recognized as being one of the most easiest region to define, not only
because of the geographic unity and of the particularity of ethnograpfic and folklore elements, but
maybe first of all because of the cultural identity depth, feels by the Maramures people and because
of the signification of some of this elements as marks of this identity”. Professor describes the concept
of cultural identity as being ,,the real borders, marks by the significant symbols” (2002: 29-34).

The commercial identity has as a nucleus a product, an economic good, a service, a place or a region.
This nucleus is placed and promoted inside of a market, helped by the marketing tools, in order to
draw attention, to make it well known and to consolidate it in the potential tourists’ mind and at the
end, to determine them to buy it. Pele-Bonnard C. considers that buying a service is the volunteer
initiative of a potential consumer and not a seller’s pressure in order to buy it. Otherwise, the theorists
from the tourism industry have the opinion that ,,a service is purchased, not sold”. But in order to be
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purchased, a service must be prepared to be sold. And here appears the role of those who sold it. The
commercial identity has, in consequence, as a goal, to influence the purchasing decision of a potential
tourist in the seller’s wish direction. When a product has uniqueness or is a rare one, is easier to
influence a potential consumer to buy it. In this case, the potential consumer knows exactly what he
wants, what kind of product is looking for and is ready to move in order to get it. While, on the
contrary, when a product is ordinary, the potential consumer has a few options to choose from. Thus,
the marketing effort in the case of some authenticity‘s elements from Maramures is relatively low
because of their uniqueness and rareness. It could be taken in consideration some products such as
clay objects manufacture in the pottery center from Baia Sprie, woolen blankets woven by the artisan
of Sapanta, named ,,cergi”’, woolen bags woven in checks named ,.traistute”, Merry Cemetery from
Sapanta, wooden churches, traditional villages, ethno-cultural elements or The Communism’s
Victims and Resistance Victims Museum. There are a few examples of Maramures products which
should be promoted very easy by adding some commercial identity elements. But when we are talking
about the identity of a touristic destination, we are talking about the tourism identity of a certain
territory. The tourism identity of a territory should sell a destination, should tell a story about this
destination, should place a touristic region inside of the national and international tourism market.
The tourism identity of a territory or of a destination, became the touristic identity of this territory,
when includes the borders marked by the significant symbols of this territory and when it is obligatory
integrated on a certain touristic market, for drawing attention to the potential tourists, in order to make
them to choose that destination in their travels. Regarding from this point of view, the touristic identity
of an authentic destination is a function of that two variables, the cultural identity of the territory’s
authenticity and the commercial identity of the same territory, a territory regarded from the
perspective of a touristic destination. The authenticity’s touristic identity of a destination can be
formed approching by two directions.

First approch is regarding from the authenticity side of a destination, when the destination is very
atractive and it has many authenticity elements and significat symbols, being delimitated from the
rest of the destinations. Such a destination is promoted it self and is sold it self through her unicity
features. In this case, the cultural identity is the prevalent part in the content of the touristic identity
of the destination. Such approach is imperative in the case of some destinations such as Maramures
or Bucovina. The second approach is a commercial approch, when the destination does not have to
much authentic elements or significant symbols and needs marketing efforts to sell it. In this case the
commercial identity is the prevalent part in the content of the touristic identity of the destination.
There is the case of some Roumanian destinations as the rural territories from the east or the south of
the country, which does not have many significant symbols of the authenticity which in order to be
promoted as authentic destinations need marketing actions. In this case is better to find another
posibilities of practicing tourism, other forms of tourism. The authenticity’s touristic identity of a
region is the result of summing those two identities, the authenticity’s cultural identity of a territory
and the commercial identity of the same territory, each of them being included more or less inside of
it, as is the territorial’s specific and the community’s effort and skillfulness. Starting from this
theoretical aspects, is drawing attention a distinct feature of the authenticity’s touristic identity of a
destination. Meantime the authenticity’s cultural identity refers to an ethno cultural small space inside
of a relatively large geographic region, for example the Iza Valley inside the Maramures territorial
space, the authenticity’s touristic identity of a destination, the one who must stimulate the purchasing
and sell this destination, refers to an ethnographic space of a small geographic region. This, because
the commercial identity is built on the small regions or on the contained elements from that territory.
For example, Sapanta commune has an authenticity’s touristic identity because it promote itself using
as the symbolic element, The Merry Cemetery. There for it will be much easier to sell any kind of
touristic products which includes as a tourist stopover point, the Sapanta locality. Reported to the
ethno cultural space of Maramures, it is imperative necessary to create the authenticity’s sub-regions
cultural identities and to identify inside of them some particularities through which can be build a
commercial identity and then can be promoted and sold each region. So it creates thus, a sub-region
touristic identity of the authenticity of a small ethno-cultural space which can promote and sell a small
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geographic space, very well delimitated and differentiated through ethno-cultural particularities and
build a new touristic destination.

2.2. Ethno Folkloric and Cultural Aspects in Maramures’ Rural Region

An identify factor could be the ethnographic elements which make the difference between the sub-
regions inside of the source territory. The Maramures traditional costume has a few elements through
which it differentiates from one sub-region to another. The traditional women costume contains a
headkerchief over the head, named ,,panzatura” or ,,naframa”, by different colors, alternating from
one village to another. At the neck, women have a necklace, made from very small and colorful beads,
having different ornamental forms. The necklace is named ,,zgardan” or ,,zgarda”. In the Viseu
Valley, the chromatic background of the necklace is black and blue, very rare red or white. In Tisa
Valley, the background necklace is prevalent blue and in Mara Valley and Cosau Valley, the necklace
is red and white, green and white or blue and white. The costume’s casing has a right cut, a rectangle
neck-opening, being the only one neck-opening casing from the Romanians traditional costumes. In
Iza Valley, as a significant sign, the costume’s casing has a small cut in the middle of the neck-
opening. Costumes’ casings are decorated through seam on the linen and are not weave. The seam
decoration are full of color, the most colorful being the costume’s casing from Sapanta. The costume’s
skirt is named ,,poale” or ,,stan”. This skirt was, at the beginning, cut together with costume’s casing,
but the practice and the modern trends determined a separate cut, resulting skirt and casing. Over the
skirt, the women are wearing a kind of apron with horizontal stripes, named ,,zadii”. The apron is
wearing in front and behind the skirt and is tied with a string around waist, named ,,baier”. The
horizontal straits have different colors, depending by the region, or even by the village source. In this
way is made a difference between the sub-regions and is created one of the most powerful distinct
element of the traditional costume and of course of the subzones. Black is the common color to all
aprons from all sub-regions, then on the Iza Valley and Cosau Valley the most used is yellow and
orange and on Tisa Valley and Viseu Valley, blue and green. As footwear, the Maramures people are
wearing leather footwear or rubber footwear, named ,,opinci”, tied on the foot’s shank with some
shoestrings, named ,,nojici”, a kind of ancient Romans shoestrings. This shoestrings tied in this way,
keep around foot’s shank some pieces of linen or wool, named ,,obiele”. This pieces of linen or wool
were changed in time by ,,cioareci” or ,,strimpi”, some knited socks made from wool or cotton, with
different traditional decorations. A traditional costume piece finded only in Maramures, is the
sheepskin coat, named ,,pieptar” or ,,chit”. The sheepskin coat is short until waist and is very different
as decoration from one sub-region to another. During the winter, instead of the sheepskin coat is
wearing a white wool coat, spun into thick yarn, named ,,guba”.

Men wear a hat over head, which is different from one sub-region to another, so as aspect and as
name. On the upper course of Iza and on the Viseu Valley, the hat is named ,,clop” and has black
color. In Moisei- Borsa, the hat is made from green felt. On the downer course of Iza, Mara and
Cosau, men wear a hat of straw, with a specific design, having round cap, decorated with thin feather.
The costume’s casing is short until waist, with large sleeve, in the entire Maramures. The collar and
the cuff are decorated with color thread. The costume’s pant has a strange aspect, shorts under knee
and large in the downer side. This pant is worn during the summer and is named ,,gatii”. In the region
of Moisei and Borsa, the pant is long until ankle. During the winter, over the pant, men wear a kind
of thick fleece pant. By the waist, they wear a leather wide belt, decorated or not with beads, metallic
button or color tassels. Traditional footwear is common to that of women, wearing ,,opinci” and
,obiele” tied with ,,nojici”. Also the sheepskin coat is the same as the women’s. As a conclusion, the
traditional costume of Maramures as an identification factor of Maramures sub-regions’
particularities is characterized through the casing’s different cut and decoration, through the different
colors of necklace and headkerchief’s chromatic and through the skeet skin coat’s decoration. But the
traditional costume’s elements which are the most different from one sub-region to another, are hat,
named ,,clop”, in men’s costume and the aprons, in women’s costume, named ,,zadii”. After hat and
aprons can be identify the sub-regions and sometimes also the village source. The traditional dance
and music from Maramures, as an ethno-cultural element, are a spectacular show which joins every
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traditional event from the village life. The spectacularity is stimulated by fast rhythm of music and
dance, by the colorful traditional costume, by the specific features of each events where is manifested
and by the particularities of each sub-region. As an ordinary features to all sub-region, the traditional
dance’s choreography is prevalent highlighted because of the fast rhythm and joyful of the dance’s
steps and music. The small and fast steps are followed by the fast spinning of the dancers. Then each
sub-region has its own folklore‘s specific.

On lIza Valley, the folklore singers are accompanied by the stringed and percussion instruments and
are singing most of the time in a group of two or more members, the rhythmic folklore songs. In the
lack of instruments, fast rhythm of songs is obtained through clapping hands or with the feet on the
floor, which is known as ,,Tropotita”- ,,The Tramping”. The music rhythm of this clapping is
unconfused and is the first element of authentic folklore which made to be recognize the music from
Maramures. The dance on Iza Valley is prevalent the pairs dance and a man’s individual dance ,,The
Tramping”. On Viseu Valley, a special element of traditional dance is the group’s dance of men,
named ,,Barbatescul”’-,,The Manly Dance”, a spectacular, imposing, very recognizable dance, specific
to this subzone. On Chioar Valley is highlighted the mixt group’s dance and as a folkloric
particularity, the snap of the fingers, which is an accompaniment element of the traditional dance.
The traditional music on Chioar Valley uses less the accompaniment of music instruments and is
remarked by a special voice technique of interpretation, named ,,cu noduri”-,,with knots”. The sub-
region is highlighted also by a shepherd song named ,,Horea lunga”-,,The Long Song”- which is the
song of shepherds in the mountains together with the accompaniment of some whistles ,,in leaf™.

On Tisa Valley is highlighted prevalent the Sapanta locality, a UNESCO destination, through the
unicity of the main touristic resource, the Merry Cemetery. From the folklore of this sub-region are
remarked the identity elements such as the hollers and the whizzes, in the traditional music. The man’s
individual dance ,, The Tramping” and the snap of the fingers are also here included in the traditional
dance, but are the ordinary identity elements with those of others sub-regions of Maramures. The
Maramures dialect includes some specific particularities to each sub-region, being lingvistique
elements known only at regional level. Only a speaker with very advanced knowledges of Romanian
language or a mother tongue speaker could perceived the dialect differences. Not being a visual
element, the Maramures dialect has a low importance in abroad identity image promotion in order to
promote the Maramures’subregions. But it could be taken into consideration, as an identity element,
in order to make a difference between the Maramures sub-regions in the domestic tourism, or in
external promotion for the niche tourism. An overview over the rural regions of Maramures,
emphasizes, beside the ethno-cultural aspects, also a territorial delimitation from the inhabitants
migration’s point of view, who are laboring in the European countries. The most searched European
countries by the inhabitants are Italy, England and France. Thus, the inhabitants from the Viseu
Valley, Moisei and Borsa headed towards especially to Italy and England, meantime the inhabitants
from Iza Valley, Mara Valley, Cosau Valley and those along Oas border, headed towards especially
through France and Italy. Another factor which delimites mentaly the rural region of Maramures is
the religion. Prevalent in the localities of Maramures, the main religion is the orthodoxe one, but in
the territory, were formed some confessional trends, which determinated the appearance of some
confessional communities. Surprisely, the subregionals borders are kept. Thus, there is a confessional
trend of Jehovah’s Witnesses on the Iza Valley, Mara Valley and Cosau Valley and an adventists’
confessional trend on Viseu Valley, Moisei, Borsa and Tisa Valley. From the ethnic point of view,
there are Ucrainians communities on Viseu Valley and Tisa Valley and Hungarians coomunities, on
Tisa Valley. This communities have a separate identity, well coagulated, territorial delimited by the
existance of some wellknown Ucranian and Hungarian villages, but also ethnocultural and religional
delimitated, having prevalent ortodox and reformed religion. Rapported to my reaserch, in order to
catch the importance given at organizing festivals and hollydays in rural communities, this ethnic
communities organized festivals and holidays which emphasised the ethnic custums and should only
be promote themselves, to build further, a strong territorial image, in order to develope and promote
from the touristic point of view. Maramures is also very known becouse of the local gastronomy,
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based principally on meat and chees products. Most of the region is an ecologic one, so almost every
ingredints found here are ecological ones, even there are not having the Europeean recognised marks
of the ecological products. But the main cullinary product, wellknown around the entire word, even
it isn’t awarded or official recognised as a Maramures’cullinary know-how and as a symbol of this
region, is a drink, named ,,horinca”, which is an alchoolic drink, made from fruits, especially from
plums, but also from apples or pears. If this drink has over 50 degrees is named ,,horinca”, else is
named ,.tuica”, ,,pdlinca” or ,rachiu”. This drink is an identity cultural element wellknown and is
prepared in all subregions of Maramures, but especially on Iza Valley is prepared ,,horinca”. After
this short territorial radiography of rural regions from Maramures, taking into consideration the
described factors, it can be border four territorial subregion, with an authentic sub-region touristic
identity: the first one is the Iza Valley, the Mara Valley and the Cosau Valley, the second one is the
Viseu Valley , the upper course of Tisa river, Moisei and Borsa, the third one is the Chioar Valley
and the fourth one is the downer course of the Tisa river, with Sdpanta village.

3. FINDINGS

The implemented survey focused to get some answers which to evidentiate the importance given by
the rural’s communities of Maramures, to the role of authenticity’s subregion touristic identity and
awareness of this role inside to the communities. In order to catch the reality from the sample’s
localities and the importance given to organizing festivals, the implementation of the survey was a
surprise. It obtained 46 valid answers from maximum of 70, meaning 67,1 percent from the survey’s
sample. Overall, inside of 32 localities with their villages, were organized festivals and holydays,
after pandemic period, meaning in the last 12 months, which represent 45,71 percent from those 70
localities of the sample. Inside of this 32 localities which organized local festivals and holidays, the
communities’ promoted values were prevalent, local folklore, customs, traditions, local costumes and
local dialect, representing 56,4 percent from the organized cultural manifestations. Only 12 holydays
promoted local traditional products and only 10 holidays promoted handmade labours or crafts,
representing 14,1 percent and 11,8 percent from the organizing cultural manifestations. Most of the
rural localities of Maramures, around 63,2 percent from those 70, organized festivals for promoting
the communities values during one day and only 3,9 percent from those 70 organized festivals during
a few days, not much than one week. Nowhere was organised cultural manifestations for a period
longer then one week. 84,4 percent from the festivals were traditional fetsivals, organized each year,
and only 15,6 percent were organized with spontaneity and occasionaly, at the appearance of one
local opportunity. The results obtained after survey’s implementation evidentiate the fact that 40,6
percent from the communities consider that by organising festivals was promoted only the
community’s image and 29,2 percent appreciate that by organizing festivals was built and
strenghtened an identity of local community. Just a few, 20,3 percent from those 70 localities,
appreciate that organizing cultural manifestations during last year, inside of the communities, were
growing inhabitants’ income and also local budget’s income. It was appreciated even that to organize
such festivals or holidays are a waste of financial resources. Only in 7 localities, meaning 10 percent,
developped local infrastructure in different ways: firstly by rehabilitating some places destinated to
organise events, secondly, by building and rehabilitating some acces ways and thirdly, by developing
the economic and business environment from the region. Most of valid answers, 90,6 percent, says
that organizing festivals and holidays is considered a good and well way to develop local communities
and 78,1 percent says that should organize also another cultural manifestations inside the rural
communities. As about the localities where valid answers were obtained, but there weren’t organized
festivals and holidays, this appreciated that main reason of not beeing organized was the lack of
financial resouces allocated from the local budget to such manifestations, also there were other reason
such as the lack of attractivity, the Covid pandemy, the great volume of labour, the lack of human
resources and the lack of a space to organize those festivals or holidays.

3.1. Case Study, Festivals and Holidays in Recea Commune

The Recea commune is localised inside of Chioar county, on the Chioar Valley, to 5 km far from the
main city of Maramures, Baia Mare. The commune administrates also the villages of Bozanta Mica,
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Lapusel, Mocira and Sasar. I chosed Recea as the subject of this case study, because of the
involvement of all communitie’s members to develope the commune, through organizing festivals
and holidays and the valorification, in a very large proportion, of the communitie’s values. Recea is
known for the activities which are organized in wine making domain and for cultivating tomatoes. It
is also known for some rural customs during wheat’s harvest time and greaps’ harvest time and also
for a handmade labour less known, woven in sieve. The community, from all the studied communities,
is the one which valorificate in a very well way, what this small destination is offering as resources.
The inhabitants, very implicate in the rural community life, together with the local autorities,
succeded to organize in the last year, after pandemic crise, festivals and holidays which promoted
custums, folklor, traditional costume, local trade labours, local food and other local products and also
local dialect. They also succeded to organize festivals or holidays which comemorated outstanding
events in the community life. Some of the festivals were organized annualy, being cultural
manifestations with continuity, others were organized occasionaly Very surprising is the fact that
there were found resources inside the commune to organize each month, a holiday or a festival, in
order to valorificate and to promote the communities’ resources. The competition-festival ,,Mandru-
i dantul pe la noi” — ,,Splendid is the dance in our parts” was organized in order to valorificate the
authentic dance, the authentic folclor and the authentic music from Chioar. The holiday of preserving
and promoting the wheat harvest’s custom, named ,,Wheat harvest custom” was organized with the
voluntary participation of communitiy’s women. Through this holiday are bringing infront, the scenes
from the wheat harvest time, tieing of wheat’s sheaf, plaiting wreaths, reapers’ retinues of turning
back from the field, wreathing young women with wreaths made from wheat ears.

Figure 1. Wreathing Young Women Figure 2. Reapers’ Retinue
Source: Personal Photos of Mrs. Rodica Babut ~ Source: Personal Photos of Mrs. Rodica Babut

,»La cuptoru’ bunicii din curte”-,,To grandmother’s oven from the yard” is a holiday organized by the
community, in order to transmit to the young generation, the secrets of local gastronomy. Volunteer
inhabitants, having initiative, together with some representative local autorities, were bring inside of
some farms, children and youth who were cooking together with the most skilled local housewifes,
traditional cooked products which sold it then inside of a field celebration.

Figure 3. To Grandmather’s Oven from the Yard Figure 4. Quilting Bees
Source: Personal Photos of Mrs. Rodica Babut Source: Personal Photos of Mrs. Rodica Babut
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Being wellknown for cultivating tomatoes, !
community of Recea organised a tomatoes’
festival, named ,Festivalul porodicilor’-
,Tomatoes’ Festival”. In the local dialect,
,porodic” means ,tomatoe”. Inside of this
festival, the inhabitants had the possibility to
valorificate the tomatoes which were cultivated
in their gardens and also culinary products made
from tomatoes. ,Festivalul suretiului” - The
Sureti’s Festival” marks the end of automn with
grapes’ harvest, making must and other tasting
activities, competitions between the inhabitants
and ,claca”, a local custom, by helping each :
other to the household labours. Figure 5. Grapes’ Harvest and Must’s Preparation

Source: Personal Photos of Mrs. Rodica Babut
All this festivals and holidays were organized during one day or at most two days and from the
touristic point of view, its can not be included inside of some manifestations which are generating
tourism. From the interviews’ answeres, otherwise, resulted the fact that this manifestations didn’t
provocate an income tourism inside the region, as it was expected in fact, because of the short
organized period and of the lack of promotion. Instead, this manifestations contributed very much
to delimitade Recea by the other communes, to give it emphasis inside the region, to build that
authenticity’s subregion identity. The elements of commercial identity are missing or are not
significant, so that the destination does not get a touristic identity of authenticity. From the interview
results that cultural manifestations contributed also to develop the local infrastructure through
restoration, building or alocating some spaces to organize them, also to grow the communities
income and to promote a positive and a beneficial image for the destination. The inhabitants know
the importance and the role of organizing the festivals and holidays, in order to valorificate the
community’s resources and they consider a very positive and beneficial action to organize them.
The Recea community takes into consideration for the next period, to build a museum in order to
promote the local authenticity and to develop the community. Even this cultural manifestations did
not generate an income tourism in the region, they were developing the community and were
bringing beneficials inside it. With continuity, perseverence and a few chages in the organizing way,
first of all through growing the time of manifestations, secondly through creating a commercial
identity of the commune, using some particular elements of cultural identity, in order to promote it
as an authentic image and thirdly, through promoting the festivals and holidays organized inside it,
the community will attract tourists, will generate an income tourism and will animate the entire life
in the commune through tourism activities inside it.

4. CONCLUSIONS, DISCUSSION AND RECOMMENDATIONS

The findings of the short but elocvent one survey, implemented over a sample made from 70 localities
of Maramures, emphasize the fact that, even there is considerated beneficial to organize festivals and
holidays inside the villages of Maramures, this manifestations promoted first of all, the image of the
localities. This images are perceived as a regional image of Maramures destination, which is promoted
principally by the authentic folklor, by the wooden houses and churches and by the traditional food.
Certanly is not promoted starting from an identity which is very well delimitate on the subregions,
those authenticity’s touristic identity of a destination. On the contrary, the findings of the survey show
the fact that this organized festivals focused first of all, to promote the image of the destination, a
global image one, and then to delimitate the identity and not in the reverse order, as is right. The
image of a destination is promoted starting from a very well delimitated identity inside of a geographic
space. A surprising result is the fact that some communes appreciated that, there were not real
beneficials for the commune and for the community, and this did not develop at all and on the
contrary, the local festivals and holidays were a waste of money. This surprising result shows the
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community lack of vision,the superficiality in making tasks, the lack of establised realistic objectives,
the lack of involvement and the wish to get fast positive effects based on minimum efforts. This aspect
is also evidentiated by the great number of invalid answers. According to Word Tourism Organization
(UNWTO), the tourism activity is define as ,,a social, cultural and economic phenomenon which
entails the movement of people to countries or places outside their usual environment for personal,
business or professional purposes. These people are called visitors, which may be either tourists or
excursionists, and tourism has to do with their activities, some of which involve tourism expenditure”
(https://www.unwto.org/glossary-tourism-terms). A tourist is define by the same organisation as ,, a
visitor (domestic, inbound or outbound) is classified as a tourist (or overnight visitor), if his/her trip
includes an overnight stay, or as a same-day visitor (or excursionist) otherwise”
(https://www.unwto.org/glossary-tourism-terms). Organization for Economic Cooperation and
Development (OECD) is adding to the UNWTQ’s definition the fact that the tourism ,,it comprises
the activities of persons travelling to and staying in places outside their usual environment, for not
more than one consecutive year for leisure, business and other purpose, different from the place
visited” and a tourist is define as ,,any person who travels to a country other than that in which she
or he has her or his usual residence but outside his or her usual environment for a period not exceeding
12 month and whose main purpose of visit is other than the exercise of an activity remunerated form
within the country visited, and who stay at least one night in a collective or private accommodation
in the visited country”(https://www.oecd.org). In rural region from Maramures, most of the cultural
manifestations had a short organized period, usual one day. The participants were the community’s
members. In consequence, this manifestations have got out from the tourism activities sphere. Being
local holidays, these promoted the subregion only at the local level, so that the income tourism wasn’t
provocate. Thus, the entertainment activities generated by organizing holidays and festivals aren’t
tourism activities, but sooner, some socialising ones for the community members. The festivals and
the holidays organized in the rural regions of Maramures do not determine the touristic activities and
it have not beneficials for the developement of the rural communities. The present study’s hypothese
is confirmed through the obtained results of the implemented survey, as the negative examples. The
hypothes is confirmed in the study case made in Recea, as a positive example, where through the
involvement and the thanksgiving of some members of the local authorities, through the thanksgiving,
the involvement and the voluntary inhabitants, using the local touristic resources, it was succeded the
valorification to this resources in order to develope the community and to obtain some local
beneficials. But the positive effects of organizing this manifestation events are not enough, because
it could obtained much more with the rural communities’ touristic resources. The authorities and the
communities are usualy not involved or reserved to allocate the financial resources in the marketing
actions. This marketing actions are regarded only as some budget expenditures. But a commercial
activity tool must not be analised only in the rapport with his cost, but must be taken into consideration
also the concrete beneficials. On the contrary, any financial resources allocated for cheap promoting
actions, which are not have as an established objective, getting some concretes beneficials, are from
the begining very expensive investements for the rural communities (Pele-Bonnard, 2016: 116). The
main proposed objective, should be to income tourists in the region and to transforme the stimulated
activities around manifestation events, in the touristic ones. This because there are integrates by the
authorities, inside of tourism activities, but in fact are not tourism activities, becouse do not attract
tourists. A tourist should stay at least one night in the visited place, so the persons visiting the festivals
and holidays organized in Maramures’ villages are at most excursionists.

Firstly, to attract tourists, holidays and festivals should be promoted and announced with some long
time before being organized. To transform a potential tourism in an effectiv one is needing time. This
transformation process needs effort by the community side, in order to make a festival well known
and to promote it. This activities should be done before a long time to be produced. Thus, the
neighborhood communities or potential tourists will hear about these manifestations a long time
before to be produced, so they will take into consideration to participate. Secondly, to attract tourists,
holidays and festivals should be organized during a long time, at least one week. So that, the potential
tourists or even the neighborhood community’s members, who heard about organizing a festival or a
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holiday nearby, will have the possibility and the liberty to choose from the hole organizing period,
one day or more, to visit the village and to take part to the festival. In this way, the festival’s visitors
wouldn’t be dependents by one single day of visit, in which is organized it. In this case it can take
into consideration, the tourists’ accommodation in the villagers houses. Thirdly, the organizing
community should be ready to receive the income tourists. The local authorities should be prepared
to offer the usefull needed informations and the functional and prompt public services. Also, they
should be prepared to entertaine the festival with artistic and cultural manifestations specific to the
progress event. The local companies or contractors should be prepared to welcome the tourists with
local traditional products, authentics ones and with the prices which stimulate the sellings and the
continuity of producing the festival and not the fast enrichment. For example, the local authorities
could create some payable touristic packages which include the free of charge acces to some creative
workshops and a few local products. Or, the local authorities could establish some own rules to visit
the locality, such as the acces without cars, inside the village, helping in the household labours, or
some funny rules, ,,In this village you have to drink a lot of horinca” or ,,in this village you have to
eat a lot of chees”. Thus it will be created a village’s individuality and the tourists will associate the
village with somethig affectivly bound by this. In this way, the potentials tourists, beside the fact they
will want to make a touristic movement for a few days, for a relaxing and entertain week, they will
also wish to return, they will say to others and they will contribute thus, to engage the community
development around that festival. Otherwise, the development of a community and the positive effects
obtained as a result of organizing a local festival or holiday are the common effort’s findings of the
authorities, of the region business environment, of the inhabitants and with the participation of the
destination it self, with what it is offers to the community, with the promote identity and image. The
greater this effort is and the more it involves the inhabitants, the business environment and the
destination it self, with what it offering to the community, the greater the positive effects and benefits
are to it level.

Imag=

enviromneny

Figure 6. Participators at Getting Positive Effects Figure 7. Participators at Increasing Positive
Inside A Community Effects Inside A Community

As a result, getting some significat positive economic effects, need firstly, the continous and deeply
involvment of the authorites and of the others members of the community involved in organizing the
festivals and holidays in rural communities, together with the inhabitants, not only through financial
efforts, but especially through human resources efforts. The human resources should be very
implicated in the community by the initiative and voluntary. Secondly, to get some significant positive
economic effects need to valorificate the communities resources, which are the base for a maximum
valorification of a destination identity, by focusing through that different values and just sporadical
by valorificating some common resources to all communities. Thirdly, to get some significant positive
economic effects need to preserve, to update and sometime to reinvent the communities’ values,
helping by the inhabitants and by the destination it self. The involvement to one or two of this
participators, will determine to get some incompleted and supperficially beneficials and will not have
as the effect, reaching the main establised objective, those to determine the income tourism in rural
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regions and to transforme the activities around rural manifestation events in the touristic ones. A
destination is a story and is depending by the teller if this story is attractive or it is’t.
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OZET

Giliniimiizde turist yonelimleri; deneyimler yasamak, farkli yerler ve kiiltiirler gérmek, yeni lezzetler tatmak, doganin 6n
planda oldugu bolgeleri tercih etmek gibi turizm faaliyetlerine dogru evrilmistir. Uzungdl dogal giizelligi, manzarasi,
yoresel kiiltiirti gibi 6zellikleri ile giintimiizde revagta olan bu talebe karsilik verebilecek niteliktedir. Bu ¢alismanin amact
Uzungol’ii deneyimleyen ziyaretcilerin destinasyon hakkindaki ¢evrimigi yorumlarini ortaya koymak, bu goriisler
15181nda destinasyonun iiriin, hizmet ve isletme gelisimleri ile ziyaretci memnuniyeti saglanmasina katkida bulunmaktir.
Bu maksatla ziyaretcilerin “Google yorumlar” web sitesinde Agustos, Eyliil ve Ekim 2022 tarihinde 118 yabanci dilde ve
139 Tiirk¢e dilinde yapilan yorum olmak {izere toplamda 257 cevrimi¢i yoruma ulasilmigtir. Yorumlar dncelikle
bilgisayara tek tek aktarilmis daha sonra MAXQDA bilgisayar destekli nitel veri analiz sistemine yiiklenmistir.
Olusturulan temalar ve kodlar ile analizler yapilmistir. Kodlarin hiyerarsisi, kod bulutu, tekli ve ikili kelime bulutlari, tek
vaka modeli ve iki vaka modeli olusturularak bulgular elde edilmistir. Yapilan analizler sonucunda; Uzung6l’iin dogal
giizelliginin ve manzarasinin begenildigi, goriilmeye deger oldugu, bunun yaninda fiyatlarin yiiksekliginden ve bdlgedeki
Orta Dogulu turistlerin yogunlugundan rahatsizlik duyuldugu ortaya konmustur. Elde edilen sonuglar 15181nda yoreselligin
daha fazla vurgulandigi diizenlemelerin yapilmasi, tiim turist gruplarimi kapsayacak diizenlemeler yapilmasi,
yerli/yabanci turist ayrimi yapilmamasi, dogalligi ve manzarayr bozan yapilagsmanin 6niine gecilmesi, fahis fiyat
artislarinin denetlenmesi onerilerinde bulunulmustur.

Anahtar Kelimeler: Turizm, Google Yorumlar, Cevrimigi Yorumlar, Uzungol, Trabzon.
Jel Kodu: L80, L83, L89.
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ABSTRACT

Nowadays, tourist orientations; It has evolved into tourism activities such as experiencing experiences, seeing different
places and cultures, tasting new tastes, and preferring regions where nature is at the forefront. Uzungél is able to respond
to this popular demand with its natural beauty, landscape, and local culture. The aim of this study is to reveal the online
comments of visitors who experience Uzungdl about the destination and to contribute to the provision of visitor
satisfaction and visitor satisfaction of the destination in the light of these opinions. For this purpose, visitors of the “Google
Comments” website have been received in August, September, and October 2022 in 118 foreign languages and 139
Turkish languages comments, including a total of 257 online interpretations. The comments were first transferred to the
computer one by one and then uploaded to MAXQDA, computer-aided qualitative data analysis system. Analysis was
made with the themes and codes created. The hierarchy of the codes, the code cloud, single and dual word clouds, a single
case model and two case models were created, and the findings were obtained. As a result of the analyzes; It has been
revealed that the natural beauty and view of Uzungol is liked, it was considered worth seeing, as well as the high prices
and the intensity of the Middle East tourists in the region. In the light of the results obtained, the regulations where
localism is emphasized more, the arrangements to cover all tourist groups, the discrimination of domestic/foreign tourists,
to prevent the construction that disrupts the naturalness and the landscape, to inspect exorbitant price increases.

Keywords: Tourism, Google Comments, Online Comments, Uzunggl, Trabzon.

Jel Codes: L80, L83, L89.
1. GIRIS

Turizmin kendine 6zgii nitelikleri ve bunlar turistlerin kisisel bakis agilarina gore degerlendirmeleri
ve turistlerin tiim ilgili gorisler kapsaminda satin alma faaliyetlerini yonetme zorunluluklari turizmi
ve bilgi arama cabalarmi birbirinden ayrilmaz bir biitiin hale getirmektedir (Unal ve ark., 2020).
Teknolojideki gelisimler ve sert rekabet sartlarmin turizm endistrisindeki etkileri sayesinde
tiiketiciler bir¢cok seceneklere sahiplerdir (Kaya ve ark., 2022). Tirkiye’nin ve bolgenin artan
uluslararas1 turizm hareketlerinden daha fazla yararlanabilmesi ic¢in tarihi, kiiltiirel ve dogal
cekiciliklerini 6ne ¢ikaracak tanitma ve gelistirme projelerinin uygulanmaya gegmesini zorunlu hale
getirmektedir (Oztas & Karabulut, 2007). Destinasyon pazarlamasi acgisindan irdelendiginde, bir
destinasyondaki ¢ekiciliklerin destinasyona olan talebin artirilmasinda tek basina yeterli olamayacagi
goriilmektedir. Bunun yaninda ziyaretci memnuniyetinin de gerekmektedir (Oztiirk ve ark., 2021).
Memnuniyet, ziyaretciler tarafindan algilanan beklentiler ve deneyim arasindaki uyum diizeyi olarak
yorumlanabilir (Chen ve ark., 2022). Turist memnuniyetinin, baskalarina tavsiye etme niyeti ve
yeniden satin alma niyeti {izerinde etkili olan faktorlerden biri oldugu bilinmektedir (Kaya, 2021a).
Glinlimiiz turizm hareketlerinde; kullanict yorumlar: ve destinasyonu deneyimleyen ziyaretcilerin
diisiinceleri destinasyonlari tercih edilebilirligini ve imajim etkilemektedir (Unal & Akyol, 2021).
Internetin, tiiketicilerin turizm iiriinlerini satin alma karar siireclerinden olan bilgi arama asamasinda
bagvurulan 6nemli bir kaynak olmasi (Kaya & Bektas Giuimriik¢ii, 2022), bireylerin seyahat
planlamalarinda g¢ogunlukla c¢evrimi¢i yorumlardan faydalanmalarini saglamaktadir (Manc1 &
Tengilimoglu, 2021a). Turist memnuniyetini ortaya koymak i¢in ¢evrimi¢i yorumlarin analizi bir¢ok
arastirma tarafindan bagvurulan bir yontemdir (Luo ve ark., 2022; Hung & Khoa, 2022). Ziyaretgiler
tatil satin almadan 6nce turizm iirliniiniin 6zelliklerini bilmek isterler. Bu bilgilere ulagsmak i¢in ise
daha once ayni iirlinii deneyimlemis diger tiiketicilerin yorumlarin1 okuma egilimindedirler (Manc1
& Tengilimoglu, 2021a). Glinlimiizde ziyaret¢iler bir destinasyonu deneyimledikten sonra yasadiklari
bu deneyimleri sosyal medya hesaplarinda (Tas ve ark., 2019) ¢esitli ¢evrimi¢i yorum sitelerinde,
kisacas1 dijital platformlarda paylagsma egilimindedir. Ziyaretcilerin yaptiklart bu yorumlar,
destinasyonu ziyaret edebilecek diger kisileri (potansiyel turistleri) etkilemektedir. Yakin bir
gecmiste turizm tliketim kaliplarinda 6nemli sayilacak bir degisim s6z konusudur. Giines, deniz, kum
licgeninde yogunlasan klasik turizm bir baska ifadeyle kitle turizmi, giinlimiizde toplam turizm
hareketleri icinde ¢ok onemli bir yer tutan turizm seklinin yaninda alternatif turizm de denilen daha
bireysel bir turizm egiliminin gittikge yayginlastigini gostermektedir (Cavus & Altas, 2010).
Alternatif turizmin temel amaci, bir yandan insanlarin farklilasan beklentilerini karsilamak, diger
yandan da tilkelerin potansiyellerini daha iyi kullanmalarini saglayarak ekonomik, sosyal ve kiiltiirel
kazanimlarin1 saglamaktir (Giilli & Yasar, 2019). Giin gectik¢e gelisen ve degisen diinya turizm
pazarinda ulusal pazarlama faaliyetleri 6nemini giderek yitirmeye baslamig, bolgesel ve yoresel
pazarlama faaliyetleri daha etkin hale gelmistir (Oztas & Karabulut, 2007). Dogu Karadeniz Bélgesi,
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ozellikle yaylalara yerlesme faaliyetlerinin gergeklestirilebilecegi yiiksek bir potansiyel tasimaktadir
(Cavus & Altas, 2010). Uzung6l destinasyonu, dogal yapist ve manzarasiyla bu duruma o6rnek
olabilecek niteliktedir. Trabzon iline bagli Caykara ilgesinde bulunan Uzungol, bolgenin en fazla
turist ¢eken destinasyonlarindan biridir. Arastirma, Uzung6l’ii deneyimleyen =ziyaretgilerin
destinasyon hakkindaki ¢evrimi¢i yorumlarini ortaya koymaktir. Ziyaret¢ilerin goriisleri 1s18inda
destinasyonun {irlin, hizmet, isletme gelisimleri ve ziyaretci memnuniyeti saglamasina katkida
bulunmak hedeflenmektedir.

1.1. Tigili Alanyazin

Uzungol yiizyillar 6nce Haldizen Vadisi’nin Oniiniin bir heyelan sonucu kapanmasi ve vadiden akan
Haldizen Deresi’nin sularinin birikmesiyle olusmus bir goldiir. Ilk olustugu giinlerde yaklasik 2 km
uzunlugunda olmasina ragmen bugiin 1 km.’nin de altina diismiistiir. Genisligi de 500 m.’nin
altindadir. Vadi boyunca uzandigindan uzun ve eliptik bir yap1 arz etmektedir (Verep ve ark., 2002).
Bolge ilk olarak 16. yiizyilin sonlarinda Rum niifus tarafindan "Saraho" olarak isimlendirilmistir.
Bolgedeki ilk yerlesimin kurulmasinin ise 1650 yilindan sonra gergeklestigi bilinmektedir. 18.
yizyilin son c¢eyreginde 229 haneye kadar ulasan bodlge, Cumhuriyetin kurulusundan sonra
Trabzon'un Of ilgesine baglanmis, Caykara'nin ilge statiisiine kavustugu 1947 yilindan itibaren ise bu
ilgenin smirlar1 igerisinde kalmistir (URL1, 2021). Trabzon’un Caykara ilgesinde yer alan
Uzungol’iin iklimi serin ve ilimandir. Y1ilin her mevsimi bol yagish olan Uzungol, kisin kar yazin ise
yagmur almaktadir (Uzungdl.com, 2022). Yillik ortalama sicaklik Uzungol’de 8,4°C’dir. En diisiik
ortalama sicakliklarm goriildiigii ay Ocak ayidir (Inkaya & Avet, 2019).

¢ il
Sekil 1. Uzungol Selaleleri
Kaynak: Arastirmacilar tarafindan fotograflanmigtir (2021).

Uzungd!’lin g6lle biitiinlesen yerel mimarisinin ve ¢evresindeki dogal zenginliklerin korunmasi i¢in
1989 yilinda Uzungdl sinirlart igerisinde ve g6liin ¢evresinde yer alan 1625 hektar ormanlik alan,
bitki Ortiisii, heyelan 6zelligi, yaban hayati ve manzara giizelliginden dolayi, Orman Bakanlig:
tarafindan ‘Tabiat parki’ olarak ilan edilmistir (Araz, 1996’den akt.; Verep ve ark., 2002). Etrafinda
bulunan birbirine kucak a¢mis ormanlarla Ortiili yamaclarin arasindan siiziilen Uzungdl’iin
olusturdugu manzara ve dogal giizellikler oldukga ilgi gérmektedir. Dogal yollarla olusum gdsteren
bu biiyiileyici bolge bir¢ok canliya da ev sahipligi niteligi tasimaktadir. Uzungol’tiin ¢ekicilikleri
arasinda Karadeniz mutfaginin biiyiik oranda etkisi bulunmaktadir. Bu ¢ekiciligi saglamada yoresel
mutfagin rolii 6zellikle son zamanlarda 6n plana ¢ikmaktadir. Seyahat ettigi bolgeye ait yemekleri
tiiketmek, turistler i¢in unutamayacaklari bir an yasamalarina ve seyahat ettikleri bolge ile ilgili
olumlu izler birakmasini saglayabilmektedir (Kaya, 2021b).
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Sekil 2. Seyir Terasindan Uzungol Manzarasi

Kaynak: Arastirmacilar tarafindan fotograflanmistir (2021).

Uzung6l turizm arzi agisindan degerlendirildiginde; konaklama isletmeleri, yiyecek igecek
isletmeleri, seyahat isletmeleri, eglence ve rekreasyon isletmeleri bulunmaktadir. Trabzon’un
Caykara ilgesine bagli Uzung6l’de 3 adet 4 yildizli otel, 3 adet 3 yildizli otel, 1 adet kirsal turizm
tesisi ve 1 adet apart otel olmak iizere toplamda 8 adet Turizm Isletme (Bakanlik) Belgeli konaklama
tesisi bulunmaktadir (Kiiltiir ve Turizm Bakanligi, 2023). Tabloda 2017-2022 yillar1 arasinda Caykara
ve Trabzon’u ziyaret eden turistlerin konaklama istatistikleri verilmektedir.

Tablo 1. Trabzon ili ve Caykara ilgesinin Belediye Belgeli ve isletme (Bakanhk) Belgeli
Konaklama Tesislerinde Tesislere Gelis, Geceleme ve Ortalama Kalis Siiresi (2017-2022)

isletme (Bakanhk) Turizm Tesise Gelis Sayisi Geceleme Ort. Kahs Siiresi
Belgeli Yabana Yerli Toplam | Yabana Yerli Toplam | Yabana Yerli Toplam

2002 Caykara 17 599 23 384 40 983 31029 38 265 69 294 1,76 1,64 1,69
Trabzon Toplam 400 016 327593 727 609 1001 319 585 035 1586 354 2,50 1,79 2,18

Caykara 8 376 13212 21588 16 120 24 362 40 482 1,92 1,84 1,88

2021\ Trabzon Toplam 147486 258627 406113 | 382187 ~ 455641 837828 | 250 176 206
2020 Caykara 306 5003 5309 557 9852 10 409 1,82 1,97 1,96
Trabzon Toplam 21990 166 663 188 653 56 722 298 800 355522 2,58 1,79 1,88

2019 Caykara 5093 2163 7 256 7 368 3332 10700 1,45 1,54 1,47
Trabzon Toplam 144 921 287 251 432 172 386 963 495 533 882 496 2,67 1,73 2,04

2018 Caykara 4779 745 5524 10541 1611 12 152 2,21 2,16 2,20
Trabzon Toplam 141 802 252 139 393941 364 828 414 560 779 388 2,57 1,64 1,98

2017 Caykara 3264 399 3663 7241 761 8 002 2,22 191 2,18
Trabzon Toplam 135 023 266 909 401 932 343122 400 273 743 395 2,54 1,50 1,85

Tesise Gelis Sayisi Geceleme Ort. Kalis Siiresi
Belediye Belgeli
Yabanci Yerli Toplam Yabanci Yerli Toplam Yabana  Yerli Toplam

200 Caykara 13 217 14 175 27 392 29 644 31195 60 839 2,24 2,20 2,22
Trabzon Toplam 61 543 164 016 225 559 145 513 271 079 416 592 2,36 1,65 1,85

Caykara 6422 11559 17 981 15048 25770 40 818 2,34 2,23 2,27

2021\ Trabzon Toplam 30016 162415 201431 | 94005 200058 384063 | 241 179 101
2020 Caykara 164 4551 4715 391 9 475 9 866 2,38 2,08 2,09
Trabzon Toplam 5061 86 653 91714 14 552 143 000 157 552 2,88 1,65 1,72

2019 Caykara 4745 12 283 17 028 11 693 27 952 39 645 2,46 2,28 2,33
Trabzon Toplam 41133 153 160 194 293 102 065 253715 355 780 2,48 1,66 1,83

2018 Caykara 8903 6 215 15118 22 419 14 315 36 734 2,52 2,30 2,43
Trabzon Toplam 40 167 150 840 191 007 109 671 233 979 343 650 2,73 1,55 1,80

2017 Caykara 10525 6521 17 046 23274 11332 34 606 2,21 1,74 2,03
Trabzon Toplam 42 345 154 187 196 532 104 451 246 000 350 451 2,47 1,60 1,78

Kaynak: T.C. Kiiltiir ve Turizm Bakanlig1, Yatirim ve Isletmeler Genel Miidiirliigii, Turizm
Isletmesi Belgeli Tesisler ve Belediye Belgeli Tesisler (2023)’den uyarlanmustir.

Turistik bir bolgenin turizm potansiyeli belirleyen 6nemli etkenlerin basinda; dogal giizellikler,
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kiiltlir, tarih, yOreye ait tatlar, bolgenin kapasitesi ve siirdiiriilebilirligi gelmektedir. Uzungol
destinasyonu i¢in de bu etkenlerin 6nemi yadsinamaz duruma gelmistir. Bolgeyi ziyaret eden turistin
birgok beklentisine karsilik verebilecek bir konumda olabilmektedir. Bolge, her yil yabanci
iilkelerden gelen bircok turist agirlamaktadir. Yerli ve yabanci turistlerin akin ettigi bu dogal
giizelliklerle dolu bolge Karadeniz Bolgesi’ne gelip ugramadan doniilmeyecek bir yer olarak
adlandirilmaktadir. Tablo 1°de Trabzon ili ve Uzung6l1’ii igerisine alan Caykara ilgesini ziyaret eden
turistlerin konaklama istatistikleri verilmistir. Turizm Isletme (Bakanlik) Belgeli tesislerin yaninda
Belediye Belgeli Konaklama Tesisleri de bolgede yogun oldugundan dolayi istatistiklere eklenmistir.
2017 yilinda Trabzon ilinde konaklama hizmetlerinden yararlanan ziyaretcilerin sayisi toplamda 600
bin civarinda iken Caykara icin bu sayr toplamda 20 bin civarindadir. 2022 yilina gelindiginde
Trabzon’da tesis gelis sayis1 toplamda 950 bini asmis, Caykara’da ise bu say1 68 binleri ge¢mistir.
Covid-19 Pandemisinin etkin oldugu donemler harici Caykara’yi tercih eden ziyaretcilerde artis
gbzlenmekte Ve 6 senede 3-4 kata varan bir talep artis1 oldugu goriilmektedir.

Nispeten kalabalik yerlesim yerlerinde hayatini siirdiiren bireylerde, saglikli bir yasam standardi
yiirlitebilmek adina kalabalik kent yasamindan uzaklagmak i¢in turizm ve rekreasyon faaliyetlerine
ihtiya¢c duymaktadir (Iskender, 2019). Ozellikle mega kentlerde yasayan bireylerde, kalabalik sehir
yasamindan kagma istegi, turizm ve rekreasyon faaliyetlerine duyulan arzuyu etkileyen 6nemli
faktorlerden birisi haline gelmektedir (Kus ve ark., 2009). Insanlar yogun ve sikici is ortamlarindan
biraz olsun uzaklasmak ve stresten uzak kalmak amaciyla dogaya ydnelme egilimindedir. Insanlarin
kendi iclerine yonelmek igin bircok aktivite arayisina cevap verecek nitelikte olan Uzungdl
destinasyonu, bu maksatla yapilan seyahatler arasinda 6nemli bir yer tasimaktadir. Seyahat endiistrisi
raporuna gore, turistlerin %84' seyahat planlarini yaparken ¢evrimigi incelemelerden etkilendigi
belirlenmistir (Hung & Khoa, 2022). Destinasyonlari yapilan ziyaretler 6ncesinde daha 6nce seyahat
etmis olanlarin deneyimleri giinimiizde gittikce degeri artmaktadir. Ziyaretciler bu deneyimlerini
cesitli sosyal medya platformlarinda, Tripadvisor, Google gibi web sitelerinde yayinlayabilmektedir.
Hung & Khoa (2022), yaptiklari arastirmada elektronik agizdan agiza iletisimin (eWoM) destinasyon
imajina, destinasyona kars1 tutuma ve seyahat niyetine etkisi oldugu sonucuna varmislardir. Tas ve
arkadaslar1 (2019) yaptiklari arastirma sonucunda sosyal medyanin, turist kararlari tizerinde bes temel
alanda (bilgi kaynagi, karmasiklik, keyif alma, bilgi gilivenilirligi ve ¢aba) etkili oldugunu ortaya
koymuslardir. Arastirmacilar, sosyal medyanin turistik bolgenin se¢imi, seyahatin planlanmasi ve
bilgi arayisinda basvurulan bir kaynak oldugu sonucuna varmiglardir. Manci1 & Tengilimoglu (2021b)
Gobeklitepe’yi ziyaret edenlerin Tripadvisor’a yaptiklari yorumlar: analiz ettikleri aragtirmada
olumlu ve olumsuz tiim deneyimlerden 6nemli sonuglara ulagsmis ve bu sonuglarla Onerilerde
bulunmuslardir. Cevrimigi yorumlarin incelendigi diger bir arastirmada (Sahin, 2021) Corum’daki
restoranlar analiz edilmistir. Cevrimic¢i yorumlar, bir destinasyonu, turizm isletmesini, turistik
iiriinleri vb. hizmetleri deneyimleyen gergek kisilerin bu deneyimlerini aktarmasindan ibarettir.
Gergek kisilerin deneyimlerinin bir¢ok diger kanitlardan 6nemli olmasi arastirmacilarin da giderek
artan bigimde ilgisini ¢cekmektedir. Destinasyonlar, turizm isletmeleri, turizm hizmetleri hakkindaki
cevrimi¢i yorumlarmn ele alinip arastirildigr ve elde edilen sonuglar 15181nda onerilerde bulunulan
diger bircok arastirma bulunmaktadir (Unal ve ark., 2020; Chen ve ark., 2022; Hung & Khoa, 2022;
Luo ve ark., 2022). Bu ¢alismada Trabzon’un énemli dogal ¢ekiciliklerinden olan Uzung6l1’ii ziyaret
etmis turistlerin ¢evrimici yorumlar1 analiz edilmistir.

2. YONTEM

Arastirmanin amaci, Uzung6l’ii daha once ziyaret etmis kisilerin yasadiklari deneyimleri analiz
ederek destinasyon hakkindaki goriislerini ortaya koymaktir. Ayrica elde edilen goriisler 1518inda
destinasyonun giiclii ve zayif yonlerinin tespit edilmesi, zayif yonlerinin giderilmesi icin
yapilabileceklerin belirlenmesi amaglanmistir. Arastirma, 2022 yili Agustos, Eyliil ve Ekim aylarinda
yapilan yorumlar1 kapsamaktadir. Google yorumlara puanlama verip yorum yazmayan, sadece bdlge
hakkinda bilgi veren, ¢esitli reklamlar yapanlar kapsam dis1 birakilmistir. Ayrica 15 kelime ve tizeri
olan yorumlar analize tabi tutulmustur.
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SUREC

Adim 1: Uzung6l'i ziyaret edenlerin Google yorumlara yaptiklari ¢evrimigi yorumlarin aranmast

Adim 2: 15 kelimenin altinda yapilan yorumlar kapsam dig1 birakilmigtir. 2022 yili Agustos, Eyliil ve Ekim aylarinda yapilan yorumlara
bakilmistir.

Adim 3: Google yorumlarda Uzungdl ile alakali aragtirmaya yapilan tarihe kadar 11.508 yorum yapilmistir. Puanlamada 4,4 puan almistir (5
lizerinden)

Adim 4: 118 Yabanci dilde ve 139 Tiirkge dilinde yapilan yorum olmak iizere toplamda 257 yoruma ulasilmustir.

Adim 5: Ziyaretgilerin yorumlart MAXQDA programu ile analiz edilmistir.

Adim 6: 3 ana tema, 30 alt kod elde edilmistir. Kod hiyerarsisi ve Kod bulutu olusturulmustur.

Adim 7: Kelime bulutlari (tekli ve iki kelimeli) olugturulmustur.

Adim 8: Tek Vaka Modeli ve ki Vaka Modeli olusturulmustur.

Sekil 3. Arastirma Verilerinin Toplanmasi ve Analiz Siireci

Sekil 3’te arastirma verilerinin toplanmast ve elde edilen sonuglarin ortaya cikarilmasi siireci
verilmektedir. 118 yabanci dilde ve 139 Tiirkge dilinde yapilan yorum olmak {izere toplamda 257
yoruma ulasilmig ve analize tabi tutulmustur. Yabanci dilde yazilan yorumlar Google tarafindan
otomatik olarak Tiirkceye cevrilmistir. Yorumlara anlam diistikliigii bulunan ciimleler ve noktalama
isaretlerinin diizenlenmesi haricinde herhangi bir miidahalede bulunulmamistir. Yorumlar
MAXQDA bilgisayar destekli nitel veri analiz sistemi ile analiz edilmistir.

3. BULGULAR

Uzung6l destinasyonunu deneyimleyenlerin yaptiklart yorumlar analize tabi tutulmustur.
Alanyazindan edinilen bilgiler ve yorumlar dogrultusunda temalar ve alt kodlar olusturulmustur.
Analizler bu tema ve kodlar araciligiyla gerceklestirilmistir. Sekil 4’te kodlarin hiyerarsisi birlikte
verilmistir.

Kodlarin Hiyerarsisi
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— N
e ) TAVSIYE
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i Ty
Uygun fiyat AmM blyanslManzara el ]
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'cm| Dogal Guzellik (©_]

(©_] Temizhava Eglence imkan

Kaliteli Griinler Rekreasyon olanaklan

Konaklama olanaklar Yeme icme olanaklan
- . N
@ Ja— \ T Ulaslm
Ortadogu Yogunlugu _— \ Dogal guzelllgln bozulmasi
a - K (libll k\EI
alabali
Yabanci esnaf/Galisan "o oeoblemi &1 ) [ Yapilagma (C:l Yollarin zDrIugu
1 A Yuksek Fiyat Mesafe Trafik yogunlugu
Kalitesiz Hizmet ve k&tl muamele cJ
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Sekil 4. Kodlarin Hiyerarsisi
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Sekilde goriildiigii lizere 3 tema belirlenmis, bu temalar 27 kod ve 3 alt kod ile tamamlanmistir.
“Olumlu” ve “Olumsuz” temalar altlarindaki kodlarla ayni renkte verilmistir. Bunun sebebi ise hem
“olumlu” hem de “olumsuz” temalarinda altinda ayni isimde kodlar olabilmesi ve olumsuz ya da
olumlu oldugu bir sekilde belli edilmezse hangi tarafta oldugunun bilinememe ihtimalinden dolayidir.
Kodlarin anlamlari ise analizlerde ayrintili olarak ac¢iklanmaktadir. Sekil 5’te alt kodlarin istatistigi
verilmistir.

OLUMLU

Dogal Gulzellik
Ambiyans/Manzara
Gortlmeye deger
Yeme icme olanaklan
Rekreasyon olanaklari
Konaklama olanaklan
Ulasim
Temiz hava
Eglence imkani
Kalite hizmet
Kaliteli Grtinler
Uygun fiyat

0 12 24 36 48 60 72 84 96 108 120

OLUMSUZ
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Ortadogu Yogunlugu
Kalabalik
Yapilasma
Dogal glzelligin bozulmasi
Turk/Yabanci Ayrimi
Ulasim
Kirlilik
Kalitesiz Hizmet ve kot muamele
Arapca tabelalar
Yabanci esnaf/galisan
Otopark problemi
Yabanci mizik

0 10 20 30 40 50 60 70 80 90 100

TAVSIYE

Tavsiye ediyor

Tavsiye etmiyor

o] =l (=3 9 12 15 18 21 24 27

Sekil 5. Alt Kodlarin Istatistigi

Sekil 5°te alt kodlarin istatistigi verilmektedir. Grafikler halinde olusturulan bu istatistikler tiim alt
kodlarin temalar igerisinde ne kadar yer kapladiklarin1 gostermektedir. Yorum yapanlarin Uzungol
hakkinda olumlu olarak gordiiklerini temsil eden “Olumlu” temasinda en fazla vurgulanan kod
“Dogal giizellik” kodudur. Yorumlayicilar tarafindan Uzungol’de deneyimledikleri olumsuz
durumlari temsil eden “Olumsuz” temasinda ise en fazla vurgulanan kod “Yiiksek fiyat” kodudur.
Yakin yogunlukta vurgulanan diger kod ise “Orta Dogu yogunlugu” kodunun oldugu goriillmektedir.
Yorumcularin Uzungdl destinasyonunu tavsiye etme niyetini belirlemek i¢in olusturulan “Tavsiye”
temasina bakildiginda “Tavsiye ediyor” kodunun ifade sikligi daha fazla oldugu belirlenmekle
birlikte “Tavsiye etmiyor” kodu ile yakin oranda oldugu goriilmektedir. Kodlarin vurgusuna gore
olusturulan kod bulutu Sekil 6’da verilmektedir.
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Sekil 6. Kod Bulutu

Sekilde analizde kullanilan kodlardan olusan kelime bulutu goriilmektedir. En fazla vurus alan kodlar
daha biiyiik verilmis, vurus sayis1 azaldikca kelimelerin biiyiikliigli de azalmaktadir. Bu yontemle en
fazla vurus alan kelimelerin 6n plana ¢ikmasi amaglanmaktadir. Kod bulutuna bakildiginda en fazla
vurgulanan kodun “dogal giizellik” oldugu, ondan sonra ise “Yiiksek fiyat” ve “Orta Dogu
yogunlugu” kodlarmin geldigi agikca goriilmektedir.

Yapilan yorumlar yukarida da belirtilen kodlar olusturularak analize tabi tutulmadan once tek
kelimeden ve ikili kelimelerden olusan kelime bulutlar1 olusturulmustur. Kelime bulutlari, yapilan
yorumlarda en fazla kullanilan kelimeler ve kelime gruplarinin goriilebilmesini saglayarak
yorumlarda en ¢ok bahsedilen konular hakkinda ipuglar1 verebilmektedir. Sekil 7°de goriilen kelime
bulutu en fazla vurgulanan 75 kelimeden olugsmaktadir.
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Sekil 7. Yapilan Yorumlarda En Fazla Kullanilan Kelimelerden Olusturulan Kelime Bulutu
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Kelime bulutu olusturulmadan 6nce bazi kelimelerin kapsam dis1 birakilmasi gerekmektedir. Bunlar;
kelime bulutuna eklendiginde hi¢bir anlam ifade etmeyecek olan baglaglar, edatlar, zamirler,
rakamlardir (Kaya, Batman, & Ibis, 2022). Ayrica bazi kelimeler de birlestirilmistir. Ornegin;
“Araplar” kelimesine “Araplar1”, “Araplarla”, “Araplara” kelimeleri ile birlestirilmistir. Bu durumda
olan kelimeler birlesmeye dahil edilmistir. Kelime bulutunda fazla vurgulanan kelimenin “giizel”
oldugu goriilmektedir. Daha sonra “Araplar”, Uzungol” kelimeleri vurgulanmistir. Uzungol ile
alakali yorumlarda giizel kelimesinin en fazla kullanilan kelime olmas1 genel manada bolgeyi ziyaret
edenlerin begenisini aldig1 sonucunu ortaya koyabilir. Diger taraftan “Araplar” kelimesinin de ¢ok
fazla vurgulanmasi ise bazi ipuclar1 vermektedir.

Kelimelerin tekil olarak verildigi kelime bulutunun yaninda ikili kelimelerin yan yana kullanilarak
olusturulan kelime bulutunun da yorumlarla ilgili ipuglar1 verecegi diisiincesiyle (Kaya, Batman, &
Ibis, 2022) olusturulan ikili kelime gruplarindan kelime bulutu Sekil 8°de verilmektedir.
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Sekil 8. Yapilan Yorumlardan Olusturulan Kelime Bulutu (ikili Kelimeler)

En az 5 vurus almis (kullanilmis) ikili kelimeler sekilde kelime bulutu seklinde verilmistir. Kelime
bulutuna bakildiginda en fazla kullanilan ikili kelimenin “tavsiye ederim” oldugu goriilmektedir.
Daha sonra “Arap turist” ve “fiyatlar abartili” kelime obeklerinin siklikla kullanildigr goéze
carpmaktadir. Yapilan yorumlarin analizi sonucunda ortaya cikan tek vaka modeli Sekil 9’da
verilmektedir.
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Sekil 9. Uzungol’ii Ziyaret Edenlerin Yorumlari: Tiim Karsihkh iliskiler-Biitiinsel Bakis

Sekil 9°da temalar ve kodlar arasindaki iliskiler biitiinsel bakisla verilmektedir. Kodlar arasindaki
karsilikli iliskiler ¢ekilen ¢izgilerle anlatilmistir. Direkt ¢izgiler direkt karsilikli iligkileri gosterirken,
kesikli cizgiler ise dolayl iligkileri belirtmektedir. Cizgilerin kalinlig1 ise iliskinin siddetini
anlatmaktadir. Ayn1 tema altindaki kodlar daire igerisine alinmis ve tema ismi belirtilmistir.
Boylelikle, kodlar arasindaki iligkilerde karisikliklarin 6nlenmesi amaglanmistir. Uzungol’ii ziyaret
edenlerin deneyimlerini aktardiklar1 yorumlarin analizi sonucunda olusturulan iliski haritasina
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bakildiginda ziyaretgilerin  Uzung6l’tin  dogal  giizelligini  6vdiikleri, buna bdlgenin
ambiyansi/manzarasinin ve temiz havasmin etkisi oldugunu diistindiikleri goriilmektedir. Ayrica,
dogal giizelligin ve goriilmeye deger olmanin ziyaretgilerin potansiyel ziyaretcilere tavsiye etmelerini
dolayli olarak etkiledigi de sekildeki kesik ¢izgilerle belli olmaktadir. Ziyaretgilerin en olumsuz
olarak gordiikleri, yogun olarak bahsettiklerinin Uzungol’deki fiyatlarin yiiksek olmasi ve bolgede
¢ok yogun bir bir bigimde Orta Dogulular tarafindan talep edilmesidir. Orta Dogu yogunlugundan
duyulan rahatsizligt Arapga tabelalarin yogunlugu, bolgedeki isletmelerdeki yabanci calisan ve
igverenlerin ¢oklugu ve yerli turistlerle yabanci turistler arasinda igletmeler tarafindan ayrimeilik
yapildig diisiincesi olarak belirlenmistir. Bolgenin ¢ok fazla ziyaret edilmesinden dolay1 olusan turist
kalabaliginin rahatsizlik duyulan diger bir unsur oldugu belirlenmistir. Bunun yaninda Uzung6l1’iin
dogal giizelliginin bozulmasi ve yapilagsma rahatsizlik duyulan diger durumlardir. Tavsiye niyetine
bakildiginda ise olumlu ya da olumsuz olarak birbirlerinden ¢ok ayrilmadiklari, diger bir ifadeyle
aralarinda ¢ok fark olmadig1 goriilmektedir. Ayrica, tavsiye etmeyenlerin tavsiye etmeme sebepleri,
diger bir ifade ile tavsiye etmemelerini etkileyen durumlar yapilan analizde belirlenememistir.

Uzungo!’li ziyaret edenlerin yaptiklart yorumlar Tiirkge ve diger dillerden yapilan yorumlar olarak
ayrilmigtir. Buradaki amag, yerli turistlerle yabanci turistler arasinda farkliliklar/benzerlikler olup
olmadiginin tespit edilmesidir. Bu sebeple Sekil 10°da iki vaka modeli verilmistir.
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Sekil 10. Yerli Turistler ile Yabane1 Turistlerin Yaptiklar1 Yorumlarin Karsilastirildig ki
Vaka Modeli

Yerli turistler ile yabanci turistlerin karsilastirildigr iki vaka modelinde soldaki ve sagdaki kodlar yerli
ve yabanci turistlerin ayristig1 noktalar1 belirtirken ortadaki kodlar iki grubun da ortak diigiincelerini
gostermektedir. Yerli turistlerin duyduklar: rahatsizliklari; Tiirklerle yabanci turistler arasinda ayrim
yapilmasi, yabanci esnaf ve caliganlar ve bdlgede siklikla ¢alinan yabanci miizikler yabanci
turistlerden ayrisan durumlar oldugu goriilmektedir. Yabanci turistlerin yerli turistlerden ayristigi
noktalar ise; hizmeti ve {iriinleri kaliteli bulmalar1 ve fiyatlar1 uygun bulmalaridir. Iki grubun ortak
diislincelerini yansitan kodlarda 6ncelikle iki grubun da bolgeyi tavsiye ettikleri goriillmektedir. Ortak
olumlu diisiincelere bakildiginda; dogal giizellikler, ambiyans/manzara, goriilmeye deger bir yer
olmas1 ve yeme i¢gme olanaklarmin yeterli olmasi olarak belirlenmistir. Olumsuz olarak belirtilen
ortak diislinceler ise; fiyatlarin yiiksekligi, Orta Dogulu turistlerin yogunlugu, kalabalik, yapilasma
ve dogal giizelligin bozulmasi olarak verilmistir.
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4. SONUCLAR, TARTISMA VE ONERILER

Uzungol destinasyonu, Trabzon turizmi i¢in 6nemli ¢ekim merkezlerinden biri olarak goriilmektedir.
Yerli turistlerin yani1 sira yabanci turistlerin de yogunlukla tercih ettikleri ugrak noktalarindan biridir.
Destinasyonu ziyaret eden turistlerin ¢esitli internet sitelerinde, sosyal medyada, dijital
platformalarda deneyimlerini paylasmalari o bolgeyi ziyaret etmeyi diisiinen potansiyel turistlerin
satin alma kararlarma etkileri alanyazinda da belirtildigi iizere 6nemli diizeydedir. Ayrica yapilan
yorumlara gore destinasyon paydaslar1 da eksikliklerini, iyi olduklar1 noktalar1 ve gelistirmeleri
gerektigini diislindiikleri durumlari tespit edebilmektedir. Yapilan arastirma, Uzungol’ii ziyaret etmis
turistlerin ¢evrimigi yorumlarinin analizi ile olumlu gordiikleri noktalari, rahatsizlik duyduklari, diger
bir ifade ile diizeltilmesini bekledikleri sorunlari ve tavsiye etme niyetlerini ortaya koymayi
hedeflemistir. Bunun yam sira yerli turistlerin yaptiklart yorumlarla yabanci turistlerin yaptiklar
yorumlar ayr1 tutularak aralarindaki farkliliklar tespit edilmistir. Elde edilen bulgular sonucunda her
ne kadar Uzungdl’de dogal gilizelligin bozulmaya basladigi, yapilasmanin arttig1 diisiincesi olsa da
destinasyonun manzarast, giizelligi, havasinin goriilmeye deger oldugu fikri yogun sekilde hakimdir.
Uzung6!’iin bir turizm destinasyonunda olmas1 gerekli olan turizm isletmelerinin varligi, yorumlar
1s1ginda bakildiginda yeterli goriilmektedir. Bolgede yeterli konaklama, yeme-igme ve eglence
olanaklarmin oldugu sonucuna varilmistir. Bununla birlikte rekreasyon imkanlarinin olduguna dair
de bulgular vardir. Yorumlardaki olumlu durumlarin yaninda olumsuz, rahatsizlik duyulan unsurlar
da yogunlukla tespit edilmistir. En fazla rahatsizlik duyulan durumun yiiksek fiyat ve yogun Orta
Dogulu turist varligr oldugu goriilmektedir. Hem yerli hem de yabanci turistlerin biiyiik kisminin
fiyatlardan sikayetci oldugu, hatta bazi yorumlarda fiyatlarda oynama yapildig: belirlenmistir. Fahis
fiyat artiglarinin denetlenmesi, fiyatlara riayet etmeyenlere yaptirim uygulanarak bolgeyi ziyaret eden
turistlerin magdur edilmesinin giderilmesi dnerilmektedir. Magdur edilen her turist gerek yorumlarla
gerekse agizdan agiza iletisimle ¢evresine olumsuz paylasimlar yaparak bolgeyi tercih etme niyetinde
olabilecek potansiyel turistlerin bolgeyi ziyaret etmesini engelleyebilmektedir. Uzungol’ii ziyaret
eden turistler arasinda yogunlukla Orta Dogu’dan gelen turistler olmas1 bagli basina bir sorun olarak
goriilmedigi, destinasyonun o bolge turistine gore evrilmeye baslamasi, diger turistlere ayrimcilik
yapilmasi gibi sebeplerin yerli ve diger bolgelerden gelen turistlerce rahatsizlifa sebebiyet verdigi
goriilmektedir. Tabelalarin Arapga yogunlukta olmasi, turizm isletmelerinde g¢alan miiziklerin
cogunlukla Arapca miizikler olmasi, ¢alisanlarin hatta isverenlerin o bolgeden olmas1 Uzungdl’ii tek
bir pazara hitap eden destinasyon durumuna getirmektedir. Ozellikle yerli turistlerin “kendi iilkemizin
nadide bolgelerinden olan Uzung61’de yabanci gibi hissediyoruz” sdylemleri de bu durumu destekler
niteliktedir. Uzungd!l’lin bir bdlgeye gore degil, yerli ve uluslararasi tiim turist profillerine uygun
hizmet verebilecek sekilde diizenlenmesi Onerilmektedir. Dogu Karadeniz; dogasi, kendine has
kiiltiirti, tarihi ve gastronomisiyle 6n plana ¢ikan destinasyonlardandir. Uzungdl’iin bu 6zelliklerinden
mahrum edilmesi turist talebinde biiyiik diistislere sebep verebilecektir. Bu sebeple; Trabzon’un ve
Dogu Karadeniz’in yoresel lezzetlerinin ve yerel kiiltiiriiniin 6n planda oldugu hizmetler verilmesi
onerilmektedir. Yorumlardan yapilan analizlerle tavsiye etme niyetleri ve tavsiye niyetlerini hangi
faktorlerin etkiledigi de 6l¢iilmek istenmistir. Tavsiye etme niyetlerine bakildiginda tavsiye ediyorum
diyenlerle tavsiye etmiyorum diyenler arasinda biiytik farkliliklar gériilmemistir. Uzungdl’li tavsiye
edenlerin dogal giizelligi ve goriilmeye deger bir yer oldugunu diistinmelerinden dolay1 tavsiye
ettikleri tek vaka modeli ile ortaya konulmusken tavsiye etmeyenlerin hangi faktdrlerden dolay1
tavsiye etmedikleri modelde tespit edilememistir. Bu durum, genel olarak tiim sorunlarin
birlesiminden dolay1 ziyaretgilerin tavsiye etmedikleri yorumunu ortaya g¢ikarmaktadir. Bolgeyi
ziyaret edenlerin potansiyel ziyaretgilere bolgeyi tavsiye etmeleri bolge turizminin siirdiiriilebilirligi
icin ¢ok onemlidir. Tavsiye etme niyetinin deneyimi yasayan turistlerin memnuniyet diizeylerinin
yiiksekligi ile dogru orantili oldugu (Kaya, 2021a; Oztiirk, ve ark., 2021) énceki arastirmalarda ortaya
konmaktadir. Bu nedenle, ziyaretcilerin destinasyondan memnun ayrilmalari i¢in belirtilen sorunlarin
bolgedeki tiim turizm paydaglarinin ortak caligmalar ile ele alinmasi, ¢dziime kavusturulmasi
onerilmektedir. Bolgeyi ¢alisacak aragtirmacilar i¢in, turistlerin destinasyonu ziyaret etmeden 6nceki
beklentileri ile bolgeyi ziyaret ettiklerinde beklentiyi karsilayip karsilamadigini, memnuniyet
diizeyleri, tekrar ziyaret etme ve tavsiye niyetlerinin arastirilmasi 6nerilmektedir.
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Destek Bilgisi: Calismanin hazirlanma siirecinde herhangi bir kisi, kurum veya kurulustan ayni veya
nakdi bir yardim/destek alinmamagtir.

Cikar Catismasi: Y azarlarin ilgili ¢alismalardan herhangi bir ¢ikar ¢atismasi veya kazanci yoktur.

Yazar Katki Orani: Yazar listesinde yer alan yazarlarin veya aragtirmacilarin ¢alismaya katki
diizeyleri esit orandadir.

Etik Onay:: Caligmanin tiim hazirlanma siireglerinde etik kurallara riayet edildigini yazar(lar) veya
arastirmaci(lar) beyan etmelidirler. Aksi bir durumun tespiti halinde International Journal Of
Tourism And Destination Studies higbir sorumlulugu iistlenmemektedir ve siirece iligkin hukuki
sorumluluklar ve yaptirnmlar ¢alismanin yazarlara aittir. Yazarlar tarafindan g¢alismanin tim
hazirlik siireglerinde etik kurallara uyulmustur.

Etik Kurul Onayi: Bu arastirmada kullanilmis olan verilerin toplanabilmesi i¢in etik kurul iznine
gerek duyulmamastir.
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6. EXTENDED ABSTRACT

The most important factors that determine the tourism potential of a touristic region are natural
beauties, culture, history, local flavors, the capacity, and sustainability of the region. The importance
of these items for Uzungol destination has become undeniable. It can be able to meet many
expectations of tourists visiting the region. The region welcomes many tourists from other countries
every year. This region full of natural beauties, which local and foreign tourists flock to, is called a
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place where one cannot return without visiting the Black Sea region. Uzungdl is a lake that was
formed centuries ago when the front of the Haldizen valley was closed because of a landslide and the
waters of the Haldizen creek flowing from the valley accumulated. Although it was about 2 km long
in the first days, it has decreased to less than 1 km today. Its width is less than 500 m. Since it stretches
along the valley, it has a long and elliptical structure (Verep et al., 2002: 353). Online reviews can
describe a destination, tourism business, tourist products, etc. It consists of the transfer of these
experiences by real people who have experienced the services. The fact that real people’s experiences
are more important than much other evidence has also attracted the attention of researchers. There
are many other studies in which online comments about destinations, tourism businesses, tourism
services are discussed, and suggestions are made in the light of the results obtained (Unal et al.,
2020; Chen et al., 2022; Hung & Khoa, 2022; Luo et al., 2022). A total of 257 online comments, of
which 118 were made in foreign languages and 139 in Turkish, were reached in August, September,
and October 2022 on the "Google comments™ website of the visitors. The comments were first
transferred to the computer one by one and then uploaded to the MAXQDA computer-assisted
qualitative data analysis system. Analyzes were made with the themes and codes created. Findings
were obtained by constructing the hierarchy of codes, code cloud, single and binary word clouds,
single case model and two case models.

Uzungol destination is seen as one of the important attraction centers for Trabzon tourism. It is one
of the most preferred destinations for foreign tourists as well as domestic tourists. Tourists visiting
the destination share their experiences on various websites, social media, and digital platforms, and
their impact on the purchasing decisions of potential tourists who are considering visiting that region
is at a significant level, as indicated in the literature. In addition, according to the comments made,
the destination stakeholders can identify their deficiencies, their good points, and the situations they
think they need to improve. The research aimed to reveal the positive points, the problems they feel
uncomfortable with, in other words, the problems they expect to be corrected, and their intention to
recommend, by analyzing the online comments of the tourists who have visited Uzungél. In addition,
the comments made by domestic tourists and the comments made by foreign tourists were kept
separate and the differences between them were tried to be determined. As a result of the findings,
although it is thought that the natural beauty of Uzungél has started to deteriorate and the
construction has increased, the idea that the view, beauty and air of the destination is worth seeing
is intensely dominant. The existence of tourism establishments, which are necessary for Uzungol to
be in a tourism destination, is considered sufficient in the light of comments. It has been concluded
that there are sufficient accommodation, food and beverage and entertainment opportunities in the
region. However, there is also evidence that there are recreational opportunities. In addition to the
positive aspects in the comments, negative and disturbing elements were also determined. It is seen
that the most disturbing situation is the high price and the dense presence of Middle Eastern tourists.
It has been determined that the majority of both domestic and foreign tourists complain about the
prices, and even in some comments, prices have been tampered with. It is recommended to control
the exorbitant price increases and to eliminate the victimization of tourists visiting the region by
imposing sanctions on those who do not comply with the prices. It is very important for the
sustainability of tourism in the region that those who visit the region recommend the region to
potential visitors. It has been revealed in previous studies that the intention to recommend is directly
proportional to the satisfaction of the tourists who have the experience (Kaya, 2021a; Oztiirk, et al.,
2021). For this reason, it is suggested that the stated problems should be addressed and resolved with
the joint work of all tourism stakeholders in the region for the visitors to leave the destination
satisfied. For researchers who will study the region, it is recommended to investigate the expectations
of tourists before visiting the destination and whether they meet the expectation when they visit the
region, their satisfaction levels, revisit, and recommendation intentions.
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OZET

Kiiresellesmenin etkisiyle, hizla gelisen ve degisen iletisim olanaklari ve aktif kullanimi, insanlarin istek ve
beklentilerinde meydana gelen farklilagma, artan yagam stresi ve serbest zaman gibi faktorler insanlart siirekli yasadiklart
ortamlardan kisa siireli de olsa uzaklasabilme fikrine yoneltmektedir. Insanlarin bu fikirleri gerceklestirmeleri, turizm
olgusunu ortaya ¢ikarmaktadir. Farkli kiiltiirlere sahip insanlarin etkilesimine dayanan turizm faaliyetlerinde kiiltiirel
etkilesimin yogun olarak yasanmasi sebebiyle, kiiltiirel duyarlilik, kiiltiirlerarasi iletisim ve kiiltiirel farkliliklar1 kabul
edebilme fikri 6nem arz etmektedir. Destinasyon memnuniyetinin saglanabilmesi ve destinasyonun turizm agisindan
fayda saglayabilmesi i¢in yerel halkin, sahip oldugu kiiltiiriin haricinde de farkli kiiltiirlere farkindalik ve duyarlilik
olusturmalar1 gerekmektedir. Bu sebeple, destinasyonun turizm agisindan siirdiiriilebilirligi hususunda yerel halk 6nemli
bir sorumluluk tagimaktadir. Bu kapsamda aragtirmanin amaci, turistik bir bolgede 6nemli bir aktdr olan yerel halkin
kiiltiirel duyarlilik diizeylerinin tespit edilmesidir. Arastirmada, Halfeti destinasyonunda yasayan yerel halkin farkli
kiiltiirlere yonelik duyarli olup olmadig1 incelenmektedir. Ayrica yerel halkin kiiltiirel duyarlilik diizeyine etki eden
faktorlerin belirlenmesi ve bu faktorler arasindaki iliskilerin tespit edilmesi aragtirma sonucunda elde edilmesi beklenen
faydalardan bir digeridir.

Anahtar Kelimeler: Turizm, Kiiltiir, Kiiltiire] Duyarlilik, Halfeti.
Jel Kodu: L80, L83, L89.
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ABSTRACT

Factors such as rapidly developing and changing communication opportunities and active use, differentiation in people's
wishes and expectations, increasing life stress and free time, with the effect of globalization, lead people to the idea of
being away from the environments they live in, albeit for a short time. The realization of these ideas by people reveals
the phenomenon of tourism. Cultural sensitivity, intercultural communication and the idea of accepting cultural
differences are important because of the intense cultural interaction in tourism activities based on the interaction of people
from different cultures. In order to ensure destination satisfaction and the destination to be beneficial in terms of tourism,
local people need to create awareness and sensitivity to different cultures apart from their own culture. For this reason,
local people have an important responsibility for the sustainability of the destination in terms of tourism. In this context,
the aim of the research is to determine the cultural sensitivity levels of the local people, who are an important actor in a
touristic region. In the research, it is examined whether the local people living in Halfeti destination are sensitive to
different cultures. In addition, determining the factors affecting the cultural sensitivity level of the local people and
determining the relationships between these factors are another of the benefits expected to be obtained as a result of the
research.

Keywords: Tourism, Culture, Cultural Sensitivity, Halfeti.
Jel Codes: L80, L83, L89.

1. GIRIS

Kiiresellesmenin etkisiyle iletisim teknolojilerinde artan gelisme, diinya niifusunun hizla artis
gostermesi, turizm ve O0grenci hareketliliginde yasanan gelismeler, uluslararas: ticaretin artmasi,
siyasal ve ekonomik sebeplerle olusan gé¢ hareketleri gibi birgok etkili faktor farkli kiiltiirlerin
iletisimini ve etkilesimini yogunlastirmistir (Kartar1, 2001: 9-12). Insanlarin beklentilerini,
davraniglarini etkileyen inanglar, dil, din, degerler ve diger sosyo- kiiltiirel faktorlere farkindalik
artmaktadir. Ozellikle birgok kiiltiiriin etkilesimine dayali, kiiltiirel iletisimin &n planda oldugu turizm
sektoriinde, gerek yerel halk gerekse turist agisindan farkli kiiltiirlere yonelik duyarlilik olduk¢a 6nem
arz etmektedir. insanlarm istek ve ihtiyaglar1 etkilesimde oldugu kiiltiirlere yonelik farkindalik ve
duyarlilik seviyelerine gore karsilanmakta ve tatmin saglamaktadir. Gilinlimiizde kiiltiirel iletisimde
yasanan sorunlar agisindan, kiiltiirel iletisim yeterligi ile birlikte anilan, onun tamamlayicist ve ayni
zamanda pekistiricisi olan kiiltiirel duyarlilik énemli kazanmistir (Bekiroglu & Balci, 2016: 433).
Kiiltiirel duyarhilik, “kiiltiirleraras1 farkliliklar1 anlamada, kabul etmede ve takdir etmede kendi
motivasyonunu saglamak icin gerekli olan aktif istek” olarak tanimlanmaktadir. Kiiltiirel agidan
duyarl kisiler, timiiyle evrensel degerleri 6n planda tutan bir bakis agisina sahiptirler (Chen &
Starosta, 2000; Morrall, 2001). Kiiltiirel duyarliliga sahip kisiler, fakli kiiltirden gelen insanlarin
varligin1 kabul etmekle birlikte bu insanlarla karsilasmaktan hoslanan ve iyi iliskiler gelistirebilen
kisiler olarak ifade edilmektedir. Bu sebeple, yogun etkilesimin saglandig: turizm endiistrisinde, yerel
halk- turist etkilesiminde, kiiltiirel farklarin farkindaligi ve duyarliligi oldukga biiylik Gnem
tagimaktadir. Kiiltiirel agidan destinasyonu ziyaret eden kisilerden saglanan memnuniyetin Seviyesi,
yerel halkin kiiltiirel agidan farkliliklar ve benzerlikler hakkinda enformasyon sahibi olmasina ve
duyarli davranmasima baghidir. Bunun igin yerel halka, kiiltiirel agidan kiiltiirel yeterliligi sahip
olmaya yonelik yeterlilik cergevesi gelistirilmelidir. Bu ¢alismanin olusturulmasinda, kiiltiirel
etkilesimin yogun oldugu destinasyonlarda, yerel halkin kiiltiirel agidan duyarlilik diizeylerine bagli
olarak iletisimde basarili olabilmeleri i¢in ihtiyaglarinin ve bakis acilarinin belirlenmesi gerektigi
diistiniilmiistiir. Bu kapsamda calismanin amaci, yerel halkin kiiltiirel duyarlilik diizeylerinin
belirlenmesi ve kiiltiirel duyarliligina etki eden faktorlerin ortaya ¢ikarilmasidir.

1.1. Tigili Alanyazin
1.1.1. Kiiltiirel Duyarhhk

Literatiirde, kiiltiirlerarasi iletisim yeterliligi alaninda yapilan arastirmalarda farkindalik ve duyarlilik
kavramlar1 6ne ¢ikmaktadir. Chen (1997) bu kavramlari birbirleri ile iliskilendirmekle birlikte farkli
ozellik tasidiklarini ifade etmektedir. Kiiltiirel ve kiiltiirleraras1 kavramlar1 da ¢ogu zaman literatiirde
birbirlerinin yerine kullanilmistir. Kiiltiirel duyarlilik, duygusal boyut; kiiltiirel farkindalik ise bilissel
boyut ile iligkili olmakla birlikte kiiltiirleraras1 yeterlilige yol acar (Chen, 1997: 4-5). Kiiltiirel iletisim
yeterliginin bir pargasi olarak kiiltiirel duyarhlik; kiiltiirel farkliliklara karsi caba gdstermek ve
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iistesinden gelmek i¢in bireyin sahip oldugu psikolojik giiciin diizeyini ifade etmektedir (Medina,
2004: 180). Chen (1997) kiiltiirel duyarlilig1 “bireyin, kiiltiirel iletisimde uygun ve etkin bir davranis
gostermesini tesvik eden, kiiltiirel farkliliklar1 anlamaya ve takdir etmeye yonelik olumlu bir duygu
gelistirme becerisi” olarak tanimlamaktadir (Chen, 1997: 5). Bu sebeple, kiiltiirel duyarlilik, diger
kiiltiirlerdeki insanlarin goriislerine ve farkliliklarina duyarliligi ifade eden bir kavramdir (Bhawuk &
Brislin, 1992: 414). Benzer olarak, Hammer ve arkadaslar1 (2003) de kiiltiirel duyarlilik kavramini,
kiiltiir farkliliklarin1 ayirt edebilme ve deneyimleme yetenegi olarak tanimlamaktadir (Hammer ve
ark., 2003: 422). Kiiltiirel duyarliligin gostergesi olarak, kiiltiirel farkliliklara, 6zellikle alt kiiltiirlerin
farkliliklarina yonelik olumlu duygularin gelistirilmesi gereklidir. S6z konusu, olumlu duygular;
farkliliklarin 6nyargisiz, kalip yargi kullanilmaksizin, tek kiiltiirlii zihniyetten uzak degerlendirilmeyi
ifade etmektedir (Rengi & Polat, 2014). Hammer ve arkadaslarina (2003) gore farkl kiiltiirlerle etkili
bir iletisim saglayabilmek i¢in 6ncelikle farkl kiiltiirleri anlamak gerekmektedir. Literatiirde kiiltiirel
duyarliligin olgtimiine yonelik gelistirilen modeller s6z konusudur. Milton J. Bennett (1998),
kiiltiirlerarast duyarlilig, kiiltlirlerarasi iletisim yeterliliginin bir boyutu olarak gelisimsel bir model
iizerinde tasarlamistir. “Kiiltiirleraras1 Duyarlilik Gelisim Modeli”, her bir basamaginda gbzlenenen
davranis ve tutumlarin altinda yatan goriisiin gostergesi olan bir degisim modeli olarak ifade
edilmektedir (Hammer ve ark., 2003: 423). Kiiltiirleraras1 Duyarlilik Gelisim Modeli, tek kiiltiirli
zihniyetten (etnik merkezcilikten), ¢ok kiiltiirlii zihniyete (etnik gorecelilige) dogru ilerleyen alti
basamaktan olusmaktadir (Aksoy, 2016: 40). Bu sebeple gelisim asamalari; farkl kiiltiirlere yonelik
duyarlilik diizeylerini tespit etmek i¢in kullanilan ifadeler ve davranis bigimleri olarak bilinmektedir
(Bekiroglu & Balci, 2016). Bir diger 6l¢iim modeli ise Bhawuk & Brislin (1992: 413) tarafindan
gelistirilen “Kiiltiirleraras1 Duyarlilik Envanteri”dir. Bu arastirmada, kiiltiirleraras1 duyarlilik
kavrami, yasanilan toplum igerisinde ait olunan kiiltlire baglh olarak etkilesim siirecindeki
yonelimleri, agik fikirlilik ve farkl kiiltiir normlarina uygun davranislarla ilgili esneklikler iizerinden
incelenmistir. Kiiltiirel duyarlilikla ilgili diger teori gercevesi ise, Deardorff (2011) tarafindan ileri
stirilen “Kiiltiirlerarast Duyarlilik Siire¢ Modeli” dir. Bu modele gore, kiiltiirel duyarlilik, siireklilik
gosteren ve siirekli gelisen bir siireci ifade etmektedir. Model cergevesinde, “elestirel diisiinme
yetenegi Ve bilgiyi kazanmas1”, “tutumlar; saygi, acik fikirli olmak ve merak” kiiltiirel duyarlilik
agisindan kullanilan 6nemli degiskenlerdendir. Siiregsel modelin diger degiskeni ise “digerlerinin
bakig agilarini anlayabilme” olarak ifade edilmektedir. Yerli literatiir incelendiginde, kiiltiirlerarasi
duyarlilik ile ilgili farkli alanlarda yapilan aragtirmalara rastlanmaktadir (Bulduk ve ark., 2010;
Cubukcu, 2011; Yilmaz & Gogen, 2013; Rengi, 2014; Ozkaya, 2015; Ak, 2016; Mercan, 2016;
Demir & Ustiin, 2017; Inal, 2021; Oteles, 2021; Sezer & Kahraman, 2017). Kiiltiirel duyarlilikla ilgili
caligmalar genel olarak degerlendirildiginde, bu arastirmalar kapsaminda 6l¢iim modeli olarak, Chen
ve Starosta (2000) tarafindan gelistirilen 6lgme aracinin kullanildigr goriilmektedir.

1.2. Tigili Arastirmalar

Literatiirde, kiiltiirel duyarlilik ile ilgili aragtirmalar, genellikle saglik bilimleri alaninda, saglik bakim
hizmeti veren hemsire ve hemsirelik dgrencileri {izerine gerceklestirilmistir. Ozellikle turizm alaninda
yapilan arastirmalar incelendiginde, turist rehberligi alaninda kiiltiirel yeterlilik ve duyarlilik
kavramlar1 {izerinde durulmus ve incelemeler yapilmistir. Ozellikle kiiltiirel acidan iletisim
sorunlarinin ¢6ziimii ve minimize edilmesi amaciyla farkli kiiltiirlerle etkilesim saglanan alanlarda
inceleme ve arastirma gereksinimi duyuldugu anlasilmaktadir. Yerli ve yabanci literatiir arastirmasi
sonucu kiiltiirel duyarlilik tizerine bazi aragtirmalarin yapildig: tespit edilmistir. Fritz ve arkadaslar
(2002) tarafindan yapilan arastirmada, Kiiltiirleraras1 Duyarlilik Olgegi, farkli bir kiiltiirel toplum
olarak Almanya evreninde test edilmistir. Bu 6rneklem iizerinde, Chen & Starosta’nin gelistirdigi
modelin temel yapisinin dogrulandigi ortaya cikarilmistir. Peng (2006) Cin’deki cokkiiltiirlii
caliganlar ile egitim dili Ingilizce olan ve Ingilizce olmayan 6grencilerin sahip olduklari kiiltiirel
duyarlilik seviyelerini incelemistir. Egitim dili Ingilizce olan dgrencilerin, diger dgrencilere ve
cokkiiltiirlii calisanlara gore etkilesimden daha fazla hoslandiklari saptanmistir. Penbek ve arkadaslar
(2009) tarafindan, iniversitede Ogrenim goren Ogrencilerinin egitimlerine ve uluslararasi sahip
olduklar1 deneyimlerine baglh kiiltiirleraras1 duyarlilik seviyerleri arastirilmistir. Arastirma
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sonucunda, farkli kiiltiirlerle etkilesimlerdeki sorumluluk seviyelerini artirmak i¢in 6grencilerin farkli
kiiltiirlerdeki insanlara saygi gosterdikleri tespit edilmistir. Bulduk ve arkadaslari (2010) hemsirelik
ogrencilerinin farkl kiiltiirlere yonelik duyarli hizmet vermede basarili olmalari i¢in ihtiyaglarinin ve
bakis agilarin belirlenmesi gerektigini diigtiniilmiis ve hemsirelik 6grencilerinin kiiltiirlerarasi
duyarliliklarii tanimlamak i¢in Kiiltiirleraras1 Duyarlilik Olgegi’ni Tiirkce’ ye ¢evirmis ve dlgegin
psikometrik olarak uygunlugu ile ilgili sonuglar1 ortaya koymustur. Bekiroglu & Balc1 (2014)
arastirmasinda, Ogrenci Degisim Programi’ndan fayda saglama taleplerine yonelik &grencilerin
kiiltiirlerarast duyarlilik seviyelerinin farklilastigini tespit etmistir.

Aksoy (2016) tarafindan, ders kapsaminda kiiltiirel duyarlilik alistirmasi tizerine bir degerlendirme
yapilmaktadir. Kiiltiirleraras1 Duyarlilik Gelisim Modeli ¢ergevesinde, 6grenciler tarafindan yazilan
0z degerlendirme metinlerinin tematik analizi yapilmistir. Katilimcilardan bir¢ogunun duyarlilik
asamasi, kabul etme agamasinda oldugu ve uyum saglama asamasina ge¢gme konusunda ¢ekimser
kaldiklar1 belirlenmistir. Bulduk ve arkadaslar1 (2017) tarafindan kiiltiirel duyarlilik 6l¢tiimii, saglik
hizmetleri meslek yiiksekokulu oOgrencileri 6rnekleminde uygulanmustir. Ogrencilerin  6lgek
iizerinden aldiklar1 toplam puanin orta diizeyin altinda oldugu tespit edilmistir. Ogiit & Olkun (2018)
Kiiltiirleraras1 duyarlilik seviyesini, Selcuk Universitesinde 6grenim goren Tiirk ve yabanci dgrenciler
orneginde incelemistir. Ayrica, ilgili aragtirmada belirli degiskenler acisindan kiiltiirleraras1 duyarlilik
seviyesinin farklilagip farklilasmadigi incelenmistir. Yenipinar & Bak (2018) turist rehberlerinin
iletisimde gosterdigi saygi ve hosgoriiniin turistin olumlu izlenimlerle destinasyondan ayrilmasina
katk1 saglayacagim ifade etmistir. iletisimi gii¢lendirmek icin, kendi iilkesinin kiiltiirel dzellikleri
kadar, kiiltiirlerarasi farkliliklar1 ve benzerlikleri bilmesi, turistlerin hassas oldugu konularda dikkatli
davranmasi, ortak kiiltiirel 6zellikleri 6n plana ¢ikarmasi gerektigini belirtmistir.

2. YONTEM
2.1. Arastirmanin Amaci

Bu arastirmanin amaci, turistik bir destinasyon olarak Halfeti destinasyonunda yasayan yerel halkin
kiiltiirel duyarlilik diizeylerinin tespit edilmesi ve bu amag¢ dogrultusunda olusturulan arastirma
problemine yonelik, Halfeti destinasyonunda yasayan yerel halkin farkli kiiltiirlere yonelik duyarl
olup olmadiginin incelenmesidir. Bununla birlikte, arastirmada yerel halkin kiiltiirel duyarlilik
diizeyine etki eden faktorlerin belirlenmesi ve faktorler arasindaki iligkilerin tespit edilmesi
amaglanmaktadir.

2.2. Arastirmanin Evreni ve Orneklemi

Arastirma probleminin tespit edilebilmesi i¢in evrenin olmasi ve evrenden secilecek 6rneklemin,
evreni temsil etmesi 6n sart1 bulunmaktadir (Yazicioglu & Erdogan, 2011). Arastirmanin evrenini,
Sanlurfa’nin Halfeti Ilcesi’nde ikamet eden 18 yas ve iistii olan yerel halk olusturmaktadir. Arastirma
evreninin tamamina ulagilmasinin giigliigti sebebiyle evren icerisinden bir 6rneklem alinmasina karar
verilmistir. Bu calismada, evreni temsil etmesi planlanan katilimci se¢ciminde kolayda drnekleme
yonteminden yararlanilmistir. Kolayda 6rnekleme; olasiliga dayali olmayan ve goniilliilik esasina
dayali herkesin katilim gosterdigi yaygin olarak kullanilan bir 6rnekleme yontemidir (Altunisik ve
ark., 2012: 142). Alanyazinda, yeterli 6rneklem biiyiikligi konusunda, Hair ve arkadaslar1 (1995)
sorulacak her bir ifade i¢in en az bes katilime1 olmasi gerektigi, MacCallaum & Widaman (1999) ise
sorulacak her bir ifade i¢in en az on katilimci olmasi gerektigini belirtmistir. Bu agidan, aragtirmanin
orneklemi, anket formunu doldurmaya goniillii, 18 yas ve iistii olan 285 yerli halktan olugsmaktadir.

2.3. Arastirmanin Veri Toplama Araci

Bu arastirma amaglar1 bakimindan tarama modelinde bir arastirmadir. Arastirmada, nicel arastirma
ve 0lgme yontemi benimsenmis ve veri toplama teknigi olarak anket tekniginden yararlanilmistir.
Arastirmada veri toplama araci olarak, Chen & Starosta (2000) tarafindan gelistirilen ve Bulduk ve
arkadaslar1 (2010) tarafindan Tiirkge’ye uyarlanan “Kiiltiirleraras1 Duyarlilik Olgegi (KDO)”
kullanilmigtir. Bu agidan, aragtirmada Tirkc¢e uyarlamasi yapilan, giivenilirlik ve gecerliligi test
edilen “Kiiltiirel Duyarlilik” 6l¢egi, dlcekte yer alan madde sayisinin on katindan fazla yeterli
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ornekleme ulasiimis ve 285 yerel halka anket uygulanmistir. Kiiltiirel Duyarlilik Olgegi, besli likert
tipi bir derecelendirmeye sahiptir. Bu ¢caligmada 6lgegin yani sira bir soru formunun da kullanilmasi
planlanmustir. Soru formunda; arastirmaya katilanlara yonelik “Kiiltiirel Duyarlilik Olgegi” olusturan
ifadeler ile birlikte demografik sorular ve agik uglu sorular yer almaktadir. Arastirmada kullanilan
verilerin toplanabilmesi i¢in gerekli Etik Kurul Izin Belgesi Harran Universitesi Sosyal ve Beseri
Bilimler Etik Kurulu’nun 10.03.2023 tarihli ve 2023/29 sayili karar1 (EBYS: 213331) ile alinmistir.

2.4. Arastirmanin Analizleri

Verilerin istatistiki analizi SPSS Programi (22.0) ile yapilmistir. Sosyo-demografik o6zellikler
tanimlayici istatistikler ile (frekans, yiizde, ortalama ve standart sapma), Olgegin toplam ve alt
gruplarinin i¢ tutarlili1 cronbach alfa katsayisi ile tanimlanmustir. Olgegin yapr gegerliligi rotasyonlu
(acimlayici) faktor analizi teknigi ile hesaplanmistir. Faktorlerin belirlenmesi i¢in temel bilesenler
(principal component) teknigi ve direct oblimin rotasyon yontemi kullanilmigtur.

3. BULGULAR

Arastirma bulgular1 kapsaminda, katilimcilarin sosyo-demografik ozellikleri, kiiltiirel duyarlilik
diizeyi faktorleri ve kiiltiirlerarast duyarlilik diizeyini agiklayan faktorler arasindaki iliskiyi ortaya
koyan analiz sonuclarina yer verilmektedir.

Tablo 1. Katihmcilarin Sosyo-Demografik Ozellikleri

Degiskenler n %
Cinsiyet
Kadin 99 34,7
Erkek 186 65,3
Yag
18-24 76 26,7
25-34 97 34,0
35-44 64 22,5
45-54 34 11,9
55-64 12 4,2
65 ve lizeri 2 7
Egitim
Tlkdgretim 40 14,0
(__)rtaégretim 107 375
On Lisans 76 26,7
Lisans 50 17,5
Lisanstisti 12 42
Meslek
Isci 79 27,7
Memur 26 91
Emekli 9 3,2
Esnaf 91 31,9
Serbest Meslek 75 26,3
Diger 5 1,8
Medeni Durum
Bekar 147 51,6
Evli 138 48,4
Halfeti’de Yasam Siiresi
2 yildan az 23 8,1
2-5yil 16 5,6
6- 10 y1l 33 11,6
11- 15 yil 39 13,7
16 y1l ve tizeri 174 61,1
Yerli Ziyaretcgilerle Iletisim
Evet 240 84,2
Kismen 28 9,8
Hayir 17 6,0
Yabanci Ziyaretgilerle Tletisim
Evet 232 81,4
Kismen 38 13,3
Hayir 15 53

Aragtirmaya katilan katilimcilarin  %65,3’iinii  erkekler, %34,7’sini kadinlar olusturmaktadir.
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Katilimcilarin agirlikli olarak %34’{iniin 25-34 yas arasinda, %51,6’sinin bekar ve %37,5’inin
ortadgretim mezunu oldugu goriilmektedir. Arastirma evreni olarak belirlenen destinasyonda yasam
stiresi incelendiginde, katilimcilarin Halfeti’de yasam siirelerine yonelik %61,1’inin 16 y1l ve iizeri
olarak yanit verdikleri tespit edilmistir. Katilimcilarin yerli ziyaretci ile mi veya yabanci ziyaretgi ile
mi iletisim kurmaktan hoslandiklarina yonelik soru soruldugunda, %84,2’sinin yerli, %81,4 {iniin
yabanci ziyaretgilerle iletisim kurmaktan hoslandiklar1 belirlenmistir.

Cronbach alfa, 6l¢ekte yer alan sorular arasi iliskiyi gostermektedir. 0 ile 1 arasinda deger alan bu
katsayi, 1’e yaklastikca gilivenilirligin arttig1 kabul edilmektedir. Bu degerin en az 0,70 olmasi
beklenmektedir (Altunisik, ve ark., 2012: 126). Bu sebeple, kiiltiirel duyarlilik 6l¢eginin giivenilirligi
Cronbach o katsayisi ile olgiilmiistiir. Olgegin cronbach a i¢ tutarlilik katsayist 0.83 olarak
belirlenmistir. Kiiltiirel duyarlilik 6l¢eginin giivenilirlik sinirlari igerisinde yer aldig tespit edilmistir.

Tablo 2. Kiiltiirel Duyarlihk Ol¢egi Giivenilirligi ve Ortalamasi

N Cronbach’s Alfa X S.S. Min. Max.
Kiiltiirel Duyarhihk 285 0,834 4,166 0,3329 3,17 4,91

Katilimcilarin verdigi puanlarin ortalamasi goz oniinde bulunduruldugunda x=4,166, yerel halkin
kiiltiirel duyarlilik diizeyinin yiiksek oldugu sdylenebilir. “Farkli kiiltiirlerden insanlarla etkilesim
kurmaktan zevk alirim.” ifadesi en yogun katilimin saglandig1 ifade olarak belirlenmistir. Benzer
olarak, saglik hizmetleri alaninda O6grenim goren Ogrencilere yapilan bir arastirmada, farklh
kiiltiirlerdeki insanlarla etkilesim kurmaktan hoslanan goren Ogrencilerin kiiltiirleraras1 duyarlilik
seviyesinin daha yiiksek oldugunu ortaya koymustur (Bulduk ve ark., 2017). “Farkli kiiltiirlerden
insanlarin 6niinde konusmay1 ¢ok zor bulurum.” ifadesi i¢in ise katilimcilarin kararsiz olduklari
goriilmektedir. Bu durumun sebebi olarak, katilimcilarin daha 6nce ¢ok sayida farkli kiiltiirlerle
etkilesime girememis olmasi gosterilebilir. Meydanlioglu ve arkadaslari (2015) yaptigi arastirmada,
daha onceden farkli kiiltiirlerden bireylerle iletisim saglayan ogrencilerin kiiltiirel duyarlilik
seviyesinin yiiksek oldugunu belirtmistir. Yerel halkin kiiltiirel duyarlilik diizeyini 6l¢en degiskenler
arasindaki iligkileri belirleyip bir dizi ortak boyutlar ortaya ¢ikarmak icin Faktér Analizi
gerceklestirilmistir. Temel bilesenler yontemiyle ve direkt oblimin egik dondiirme metoduyla elde
edilem analiz sonuglari tablo 4’te goriilmektedir. KMO degeri 6rneklemin faktor analizi yapmaya
yeterliligini 6lgmede kullanilir ve bu degerin en az 0,50 olmasi gerekir (Hair ve ark., 1995). Tablo
4’te gortildigi gibi 0,802 KMO degeri drneklem sayist agsindan yeterli oldugunu kanitlamaktadir.
Ayrica degiskenler arasindaki korelasyon matrisinin anlamliligin1 gésteren Bartlett testi sonucunun
da anlamh ¢iktign goriilmektedir. Olgegin yap1 gecerliliginin test edilmesi igin agiklanan faktor
matriksi Olcegin 24 maddesinin bes faktorlii bir yapiya sahip oldugunu gostermistir. Yapi
gegerliligine uymayan “madde 4, madde10, madde 11, madde 17, madde 18 ve madde 20 faktor
yiiklerinin diisiik olmasindan dolayr analiz disinda tutulmustur. Faktér maddelerinin faktor yiik
degerleri 0,42- 0,78 arasinda degiskenlik gostermektedir. Orjinal 6l¢ek yapisina uygun olarak elde
edilen faktorlerin bazi maddelerinin kendi bulunduklar alt boyutlar disinda yer aldig1 goriilmektedir.
Olgegin 21. maddesi kiiltiirel farklara saygi faktoriinde, 19. maddesi etkilesimde sorumluluk
faktoriinde, 1., 7. ve 2. maddesi etkilesimden hoslanma faktoriinde, 13. maddesi etkilesimde dikkat
faktoriinde, kendi bulunduklari alt boyutlar diginda yer almislardir. Ttim faktorlerin 6z degerleri 1’den
biiyiik ve aciklanan varyans orani %55,33 olarak tespit edilmistir. Analiz sonucunda ortaya konan
bes faktor, kiiltiirel duyarlilik diizeyi agisindan toplam varyansin %55,33’ iinii agiklamaktadir.

Tablo 3. Kiiltiirel Duyarhlik Olcegine iliskin Faktor Analizi

Boyutlar Faktor Oz Degerleri Varyanslar1 Aciklama Oram %
Kiiltiirel Farklara Sayg1 X=4,216 4,463 24,795
Etkilesimden Hoslanma X=4,276 2,155 11,971
Etkilesimde Giiven X=4,05 1,235 6,859
Etkilesimde Dikkatli Olma X=4,18 1,086 6,036
Etkilesimde Sorumluluk X=4,10 1,021 5,673
Faktorlerin Toplam Varyansi A¢iklama Oram 55,333
Olgegin Toplam Cronbach’s Alfa Katsayisi 0,834

Kaiser- Meyer- Olkin Orneklem Yeterliligi Ol¢iimii ,802
Bartlett Kiiresellik Testi ¥2=1193,893 df=153, p<0,001
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“Etkilesimde Giiven, Etkilesimden Hoslanma, Etkilesimde Sorumluluk, Kiiltiirel Farklara Saygi ve
Etkilesimde Dikkatli Olma” boyutlariyla kiiltiirel duyarlilik 6l¢egi bes faktorlii bir yapiya sahiptir.
Birinci faktor “Kiilttirel Farkliliklara Saygi Gésterme” boyutu lic maddeden olusmaktadir ve kiiltiirel
duyarlilik dlgegi iizerinde agiklanan varyanst %24.795 olarak tespit edilmistir. ikinci faktor,
“Etkilesimden Hoslanma” boyutu alti maddeden olusmaktadir. Agiklanan varyansi %11.971 olarak
belirlenmistir. Ugiincii faktor, “Etkilesimde Giiven” boyutu ii¢ maddeden olusmakta olup agiklanan
varyans degeri %6,859 olarak bulunmustur. Dordiincii faktor, “Etkilesimde Dikkatli Olma” boyutu
iki maddeden olusmaktadir ve agiklanan varyans degeri %6,036 olarak tespit edilmistir. Besinci
faktor, “Etkilesimde Sorumluluk” boyutu dért maddeden olugmaktadir ve agiklanan varyansinin
%35.673 oldugu goriilmektedir. Katilimcilara gore, kiiltiirel duyarlilik diizeyinde en etkili olan
faktorler; “Etkilesimden Hoslanma ve Kiiltiirel Farklara Saygi” olarak belirlenmistir. Farkli bir
caligmada benzer boyutlar ortaya ¢ikmis; farkli kiiltiirlerden arkadaglik kuran 6grencilerin ve farkli
kiiltiirlerle bir arada olmay1 tercih eden 6grencilerin iletisimde sorumluluk, hoslanma, dikkatli olma
ve farkli kiiltiirlere saygi faktorleri acisindan kiiltiirel duyarlilik seviyelerini yiiksek olduklar
saptanmustir (Bilgi¢ & Sahin, 2019: 232). Orijinal 6l¢ekte, kiiltiirel farklara saygi boyutunun, “Farkli
kiiltiirlerden insanlarla birlikte olmay1 sevmeme” (M7) ve “Bence, diger kiiltiirlerin insanlar1 dar
gorislidir” (M2) ile ilgili maddeleri, etkilesimden hoslanma boyutu ile birlikte degerlendirilmistir.
Kiiltiirel iletisimde insanlar etkilesimde bulundugu kisilere karsi olumlu ya da olumsuz hoslanma
duygusu gelistirebilir. Ayrica, “Etkilesimde Dikkatli Olma” boyutunda yer alan “Farkli kiiltiirden
insanlarla etkilesim sirasinda, imali anlatimlara karsi duyarliyimdir.” (M19) ifadesi etkilesimde
sorumluluk boyutu faktorii altinda degerlendirilmistir. Bu durumda, katilimeilarin farkl kiilttirlere
karst imali anlatimlarinda duyarli davranmalar1 etkilesimde sorumluluk olarak ifade edilmektedir.
Bulduk ve ark., (2010: 30) ise, farkl kiiltiirden insanlara kars1 nazik olma ve onlar1 tanimaya ¢alisma
iletisimde sorumluluk olarak degerlendirmistir. Korelasyon analizi, iki degisken arasinda var olan
dogrusal iliskiyi tespit etmek ve degiskenler arasinda iliski tespit edildigi takdirde, iliskinin derecesini
6lgmek icin kullanilan bir yontemdir (Altunigik ve ark., 2012: 228).

Tablo 4. Kiiltiirel Duyarhiik Olcegi Alt Boyutlarina iliskin Korelasyon Analizi Bulgular

Etkilesimden Etkilesimde Kiiltiirel Farklara  Etkilesimde Sorumluluk Etkilesimde Dikkat

Hoslanma (EH) Giiven (EG) Sayg1 (KFS) (ES) (ED)

Etkilesimden 1 ,149" ,307 ,360™ 247

Hoslanma (EH) ,012 ,000 ,000 ,000

Etkilesimde Giiven ,149" 1 377 377 354"

(EG) ,012 ,000 ,000 ,000

Kiiltiirel Farklara 307" 377 1 420" 378"

Saygi (KFS) ,000 ,000 ,000 ,000

Etkilesimde ,360™ 377 420" 1 ,370™

Sorumluluk (ES) ,000 ,000 ,000 ,000
Etkilesimde Dikkat 247 ,354™ ,409™ ,370™ 1

(ED) ,000 ,000 ,000 ,000

* p<0.05; **p<0.01

Faktorler aras1 iliskinin derecesini tespit etmek acisindan Korelasyon Analizi sonuglar
incelendiginde; katilimecilar acisindan “Etkilesimde Sorumluluk ve Kiiltiirel Farklara Saygi”
faktorleri arasinda anlamli ve pozitif yonlii giiglii bir iliskinin var oldugu [ES«<> KFS (1=,420%*, p<
.01)]. Ayrica, “Kiiltiirel Farklara Sayg:1 ve Etkilesimde Dikkat” faktorleri arasinda yliksek diizeyde
pozitif anlamli bir iliskiden s6z edilebilir [KFS <> ED (r=,409**, p<.01)]. En diisiik diizeyde anlaml1
pozitif iliski ise; “Etkilesimde Giiven ve Etkilesimden Hoslanma™ faktorleri arasinda [EG«+> EH (r=
149, p<.05)] oldugu tespit edilmistir.

4. SONUCLAR, TARTISMA VE ONERILER

Gegmisten gliniimiize, yasadigimiz cografyada birgok toplum yasam slirmiistiir. Hayatta kalabilmek
ugruna ve birgok ihtiyaglarini giderilmek amaciyla toplumlart meydana getiren kiiltiirler, birbirleriyle
etkilesim saglamislar ve birbirlerini etkilemislerdir. Farkli kiiltiirlerin iletisimi, ve etkilesimi
giiniimiizde yasanan kiiresellesmenin etkisiyle daha fazla artis gdstermistir. Ozellikle turizmin,
dinamik 06zelligi nedeniyle insanlarin farkli cografyalara seyahat etmesi ve farkli toplumlarla
etkilesim saglamasi kiiltiirel iletisimin varligini ve 6nemini ortaya ¢ikarmistir. Cogu zaman turizm
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faaliyetlerine katilan turistler, kiiltiirel farkliliklar nedeniyle iletisim sorunlar1 yasayabilmektedir.
Literatiirde, kiiltlirel iletisim; bir kiiltiiriin alt kiiltiirlerle yasadiklar1 iletisim sorunlarina ¢oziim
iiretmeyi amaglayan bir alan olarak gelisim gostermistir. Kiiresellesmenin etkisiyle degisen ve gelisen
ihtiyaclara yonelik destinasyonlarin farkli kiiltiirlerle etkilesim sagladiklarinda, duyarli yaklagim
sergilemeleri destinasyonun turizmden fayda saglamasina etki edebilir. Tiim bu varsayimlar 1s18inda,
arastirmanin evreni olarak belirlenen Halfeti destinasyonunda yasayan yerel halkin farkli kiiltiirlere
yonelik kiiltiirel duyarlilik diizeyleri incelenmistir. Bu destinasyonda yasayan ve orneklem olarak
secilen yerel halkin farkli kiiltiirlerle etkilesim sagladiklarinda, farkli kiiltiirlere karst kiiltiirel
duyarhlik diizeylerinin yliksek diizeyde oldugu tespit edilmistir. Yani Halfeti’de yasayan yerel halkin
farkl kiiltiirden gelen turistlerle etkilesim sagladiklarinda duyarli davrandiklar belirlenmistir.

Chen & Starosta (2000)’nin gelistirdigi kiiltiirel duyarlilik 6l¢eginin kullanildig1 bu arastirmada,
Halfeti’de yasayan yerel halkin farkli kiiltiirlere yonelik kiiltiirel duyarlilik diizeylerinin
belirlenmesinde, orijinal 6lgek yapisina benzer boyutlar elde edilmistir. Bu boyutlar, “kiiltiirel
farklara sayg1”, “etkilesimden hoslanma”, “etkilesimde sorumluluk”, “etkilesimde dikkatli olma”,
“etkilesimde kendine giivenme”, seklinde siralanmaktadir. Arastirma bulgularina gore; yerel halkin
kiiltiirel duyarlilik diizeyinde, “Etkilesimden Hoslanma ve Kiiltiirel Farklara Saygi” faktorlerin
oldukega etkili oldugu ortaya ¢ikmistir. Bir baska ifadeyle; Halfeti’de yasayan yerel halk, farkl
kiiltiirlerden insanlarin degerlerine ve insanlarin davranis bicimlerine saygi duyduklarini,
etkilesimleri sirasinda sik sik olumlu tepkiler verdiklerini ve kendilerini giivende hissettiklerini ifade
etmistir. Ayrica, farkli kiiltiirlerden insanlarla etkilesim kurmaktan zevk aldiklarini ve birlikte olmay1
sevdiklerini belirtmiglerdir. Yerel halkin farkli kiiltiirlere karsi duyarliliginda, “Etkilesimde
Sorumluluk” ve “Kiiltiirel Farklara Saygi” boyutlar1 arasinda giiglii bir iligkinin oldugu tespit
edilmistir. Yerel halkin farkl kiiltiirden turistlere karsi etkilesimleri sirasinda duyarli davranmalari,
olumlu tepkiler vermeleri ve saygi duymalari; farkl kiiltiirlere ait olan ve destinasyonu ziyaret eden
bu turistleri anladiklarini gostermeleri ve hosnutluk hissetmelerine neden olmaktadir.

Sonug olarak, bu arastirmada, turizm agisindan 6nemli bir destinasyon konumunda olan Halfeti
destinasyonunda yasayan yerel halkin, farkl kiiltiirlere kars1 kiiltiirel duyarlilik diizeyi belirlenmistir.
Ozellikle, yerel ekonomiye destek saglayan turizm gibi énemli bir endiistrinin yogun oldugu bu tiir
destinasyonlar i¢in bir¢ok kiiltlirlin bir araya gelmesi ve etkilesimin saglanmasi s6z konusudur.
Boylelikle yerel halkin farkli kiiltiirlere karsi sahip oldugu tutum ve duyarlilik diizeyi iletisim
sorunlarinin yasanmamasi i¢in olduk¢a Onemlidir. Arastirma kapsaminda yerel halkin farkl
kiiltlirlere yonelik duyarlilik diizeyi incelenmistir. Bu kapsamda, Halfeti’de yasayan yerel halkin
farkl kiiltiirlere kars1 duyarli olduklari ve etkilesimde bulunurken farkli kiiltiirlere karsi sorumlu ve
saygili davrandiklar tespit edilmistir. Bilindigi tizere iletisim ¢ift yonliidiir. Gelecek arastirmalar i¢in
kiiltiirel duyarhilik diizeyinin turistler agisindan da incelenmesi ve arastirilmasi onerilebilir.

Destek Bilgisi: Calismanin hazirlanma siirecinde herhangi bir kisiden, kurumdan veya kurulustan
ayni veya nakdi bir yardim/destek alinmamustir.

Cikar Catismasi: Makalemiz ile ilgili herhangi bir kurum, kurulus, kisi ile mali ¢ikar ¢atigmasi
yoktur ve yazarlar arasinda da herhangi bir ¢ikar ¢atismasi bulunmamaktadir.

Yazar Katki Oram: Yazarlar makaleye esit oranda katki saglamiglardir.

Etik Onay1: Caligsmanin tiim hazirlanma stireglerinde etik kurallara riayet edildigini yazar(lar) veya
arastirmaci(lar) beyan etmelidirler. Aksi bir durumun tespiti halinde International Journal Of Tourism
And Destination Studies higbir sorumlulugu iistlenmemektedir ve siirece iliskin hukuki sorumluluklar
ve yaptirimlar ¢caligmanin yazarlarina aittir.

Etik Kurul Onay:: Arastirmada kullanilan verilerin toplanabilmesi igin gerekli Etik Kurul izin
Belgesi Harran Universitesi Sosyal ve Beseri Bilimler Etik Kurulu’nun 10.03.2023 tarihli ve 2023/29
sayili karar1 (EBYS: 213331) ile alinmustir.

Bilgilendirilmis Onam Formu: Makale onam formu gerektiren bir ¢alisma degildir.
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6. EXTENDED ABSTRACT

Factors such as rapidly developing and changing communication opportunities and active use,
differentiation in people’s wishes and expectations, increasing life stress and free time, with the effect
of globalization, lead people to the idea of being away from the environments they live in, albeit for
a short time. The realization of these ideas by people reveals the phenomenon of tourism. Cultural
sensitivity, intercultural communication and the idea of accepting cultural differences are important
because of the intense cultural interaction in tourism activities that allow people from different
cultures to come together. In order to ensure destination satisfaction and the destination to be
beneficial in terms of tourism, local people need to create awareness and sensitivity to different
cultures apart from their own culture. For this reason, local people play an important role in the
sustainability of tourism in the destination. Today, in addition to cultural communication competence,
cultural sensitivity as its complement and at the same time reinforcer has made it inevitable and
indispensable (Bekiroglu & Balci, 2016: 433). Cultural sensitivity is defined as “the active
willingness to understand, accept and appreciate intercultural differences, necessary for self-
motivation”. Interculturally sensitive people have a perspective that prioritizes universal values in
individualistic-communal environments (Morrall, 2001; Chen & Starosta, 2000). People with
cultural sensitivity are expressed as individuals who enjoy meeting with individuals with different
cultural characteristics and can develop good relations with them, rather than accepting the existence
of people from different cultures. For this reason, awareness and sensitivity of cultural differences
are of great importance in the tourism industry, where intense interaction is provided, in the
interaction between local people and tourists. Culturally, the level of satisfaction provided by the
people visiting the destination depends on the local people's individual awareness and sensitivity
about cultural differences and similarities. For this, a framework of competencies should be
developed to provide the local people with cultural competence in terms of culture. In the creation of
this study, it was thought that in destinations where cultural interaction is intense, the needs and
perspectives of the local people should be determined in order for them to be successful in
communication depending on their cultural sensitivity levels. In this context, the aim of the study is
to determine the cultural sensitivity levels of the local people and to reveal the factors affecting their
cultural sensitivity. For this reason, within the scope of the research, it was provided to determine
the cultural sensitivity levels of the local people living in Halfeti as a touristic destination and to
examine whether the local people living in Halfeti destination are sensitive to different cultures. In
terms of research purposes, it is a research in the scanning model. In the research, research and
measurement method based on quantitative data was adopted and survey technique was used as a
data collection technique. The population of the research consists of the local people aged 18 and
over living in the Halfeti District of Sanlwrfa. As a data collection tool in the study, it was developed
by Chen & Starosta (2000) and Bulduk et al. (2010) “Intercultural Sensitivity Scale (CIS)” adapted
into Turkish was used. Statistical analysis of the data was made with the SPSS Program (22.0).
Sociodemographic characteristics were defined by descriptive statistics (frequency, percentage,
mean and standard deviation), and internal consistency of the total and subgroups of the scale was
defined by the Cronbach’s alpha coefficient. The construct validity of the scale was calculated using
the factor analysis technique with rotation (exploratory). Principal component technique and direct
oblimin rotation method were used to determine the factors. In order to determine how many factors
the items included in the factor analysis were collected, the eigenvalues and the percentages
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(explained variance) were examined. The relationship between the factors obtained was determined
by correlation analysis. When the socio-demographic characteristics of the participants participating
in the research are examined, 65.3% are men and 34.7% are women. It is seen that 34% of the
participants are between the ages of 25-34, 51.6% are single and 37.5% are secondary school
graduates. When the life expectancy in the destination determined as the research universe was
examined, it was determined that 61.1% of the participants responded as 16 years and above
regarding their life expectancy in Halfeti. When asked whether the participants like to communicate
with domestic visitors and foreign visitors, it was determined that 84.2% of them liked to communicate
with domestic visitors and 81.4% with foreign visitors. The reliability of the cultural sensitivity scale
was measured with the Cronbach a coefficient. The Cronbach o internal consistency coefficient of
the scale was determined as 0.83. It has been determined that the cultural sensitivity scale is within
the limits of reliability. Considering the average of the scores given by the participants, x=4.166, it
can be said that the cultural sensitivity level of the local people is high. “I enjoy interacting with
people from different cultures.” was determined as the expression with the highest participation. “I
find it very difficult to speak in front of people from different cultures.” It is seen that the participants
are undecided about the expression. The reason for this situation can be shown as the fact that the
participants could not interact with many different cultures before. When the results of the
Correlation Analysis are examined in terms of defining the level of the relationship between the
factors; there is a significant and positive strong relationship between the factors of “Responsibility
in Interaction and Respect for Cultural Differences” for the participants [ES— KFS (r=,420*%* p<
.01)]. In addition, a highly positive and significant relationship can be mentioned between the factors
“Respect for Cultural Differences and Attention in Interaction” [KFS <> ED (r=,409** p< .01)].
The least significant positive relationship is; It was determined that [EG— EH (r= .149, p< .05)]
among the “Confidence in Interaction and Enjoyment of Interaction” factors. The factor matrix
explained for testing the construct validity of the scale showed that 24 items of the scale had a 5-
factor structure. “Item 4, item 10, item 11, item 17, item 18 and item 20" that did not comply with
the construct validity were excluded from the analysis due to their low factor loads. The factor loading
values of the factor items vary between 0.42 and 0.78. It is seen that some items of the factors obtained
in accordance with the original scale structure are located outside of their sub-dimensions. The
eigenvalues of all factors were greater than 1 and the explained variance rate was 55.33%. The five
factors revealed as a result of the analysis explain 55.33% of the total variance in terms of cultural
sensitivity. According to the participants, the most effective factors in the level of cultural sensitivity
are; It was determined as “Enjoying Interaction and Respect for Cultural Differences”. As a result,
the cultural sensitivity level of the local people living in Halfeti destination, which is an important
destination in terms of tourism, towards different cultures has been determined. In particular, for
such destinations where an important industry such as tourism, which supports the local economy, is
intense, many cultures come together and interact. Thus, the attitude and sensitivity level of the local
people towards different cultures is very important in order to avoid communication problems. Within
the scope of the research, the sensitivity level of the local people towards different cultures was
examined. As you know, communication is two-way. For future research, it may be suggested to
examine and investigate the level of cultural sensitivity in terms of tourists.
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