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GLOBAL CONGRESS ON SMART TOURISM 

Foreword 

We have organized the Global Congress on Smart Tourism (GLOSTOUR), which 

created opportunity to come together for academics with interest in smart tourism applications 

around the world. We are kindly honored to host the congress delegetes Besides we are honored 

to bring together researchers who work on smart tourism in this organization. 

Smart applications are involving in every stage of our life like being addicted to mobile phone 

in Daily life. Technological developments in our age caused important innovations in tourism 

research interest. GLOSTOUR has shed light on the intellectual journey process of many 

scientists in this subject and this organisation has been enriched by the valuable studies of 

researchers on smart tourism applications. We had 21 oral presentations done by international 

participants from USA, China, India, Malysia, Italy, Crotia, Latvia and Turkey at our congress 

In addition, an opening panel and special Sessions were held to bring together keynote speakers 

from national and international tourism sector shareholders. We are happy to observe that our 

bacholar and post graduate students of tourism field in Canakkale Onsekiz Mart University 

Campus had great benefit to follow the actual topics up and to meet international academics.   

We would like to thank to all field coordinators and scientific referees who contributed 

to the preparation, evaluation and submission of the papers presented at GLOSTOUR. In 

addition, We admire the colobration among the organizers; TROAS International Tourism 

Research Association in Canakkale, Association of North America Higher Education 

International (ANAHEI) and Çanakkale Onsekiz Mart University, Tourism Application and 

Research Center &  sponsors;  Çanakkale Onsekiz Mart University, Turkey and University 

of South Florida Sarasota-Manatee, Florida, USA.  

We will continue our corganization annually in different destination and We hope to 

organize secong GlOSTOUR congress in Istanbul next year. We would like to thank to 

members of organization committee, scientific committee, secretariat and publishing committee 

for their valuable contributions. We hope to see you in next meeting . 

Kind Regards                                  

Prof. Dr. Cihan ÇOBANOĞLU               Assoc. Prof. Dr. Lütfi ATAY 

              Co-chair                                               Co-chair 
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The Impact of Social Media Marketing Efforts of the Travel Agents on the 

Intention to Purchase Travel 

Özkan Usullu1, Asst. Prof. Dr. Sinan Gökdemir2, Asst. Prof. Dr. Serkan Türkmen3, 

 Assoc. Prof. Dr. Hacı Mehmet Yıldırım4 

 

ABSTRACT 

The communication among people has become more and more abstract with the computer and 

internet age. The Internet began to be used in the middle of the twentieth century; and in the 

late twentieth century, with the people getting easier access to it led to the fast realisation of the 

actual life. Virtual environments have emerged in which interaction between people became 

easy today with the intensive use of computing devices in the communication field, such as 

mobile phones and tablets. There is an appropriate social network that re-shapes people's 

communication, profession, and cooperation. 

Social media tools such as Facebook, Twitter, Instagram and WhatsApp have become more 

popular as a marketing tool today, with the help of internet and social media revolution. As in 

the case of many other areas, the target audience has also become more easily accessible 

through social media tools. When we examined many social media tools, it was observed that 

the number of travel agents using these messages also increased steadily. The purpose of this 

study is; how much the publicity efforts of travel agencies on social media affect the consumers’ 

intent of travel-buying. For this purpose, the 'Social Media Attitude Scale' developed by 

Zengin and Arıcı (2017) will be applied to travel agencies and obtained data. In this context, it 

is thought that the use of social media by travel agencies is effective in travel-buying processes. 

Keywords: Social media, Travel Agents, Consumer Choice 

 

1. INTRODUCTION 

Communication and information technologies available in the world, by the increasing speedof 

communication and lowering the due cost, enables globalization through intranet web which 

has an interrelated connections with several outputs while providing the distribution among 

companies (Akdoğdu and Şahin, 2006). Globalization is the communication of people and 

organizations that are free of geographical, physical, and political boundaries. In other terms, 

companies wishing to enter market can work comfortably as if in their own country, without 

regard to whichever part of the world they are in. Therefore, through communication and 

information technology the company has the opportunity to market its products comfortably 

to the other parts of the world. With and through internet, the establishments can also benefit 

from the competing advantages of shopping processes, filing systems, computer design 

activities and productions (Ekinci, 2004).  

With the invention of the internet in the middle of the 20th century and the widespread usage 

of it at the end of the 20th century, internet brought with it all the practicalities and novelties to 

our life. The growing technology and the usage of new communication networks led our age to 

 
1 Çanakkale Onsekiz Mart University, Graduate School of Social Sciences, ozkanusullu@hotmail.com 
2 Çanakkale Onsekiz Mart University, Tourism Faculty, sinangokdemir@yahoo.com 
3 Çanakkale Onsekiz Mart University, Tourism Faculty, serkanturkmen27@gmail.com 
4 Çanakkale Onsekiz Mart University, Tourism Faculty, h.mehmet@comu.edu.tr 
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be called as the “Information Age” (Aziz, 2008: 71). According to 2018 IWS (Internet World 

Stats), 4,2 billion people use internet, and this equals to % 55 of the world population 

(İnternetworldstats- IWS, 2018). Meanwhile in our country % 57 of the total population or in 

other terms 46 million people use internet (IWS, 2018). Internet, which was used for 

entertainment and communication among people at first, is also widely used today for social 

networking, marketing, and informational and educational purposes (Barutçu and Tomaş, 2013: 

7). While the expression of globalization emerges due to the technological advancements and 

breakthroughs in the fields of communication, with such breakthroughs and advancements, 

borders especially in terms of trade are abolished (Eröz and Doğdubay, 2012: 133-157).  

Social media is one of the important reasons for the widespread use of internet today. In 2018 

there were more than 3 billion 200 million people in the world who used at least one of social 

media tools. Facebook with over 2 billion users is the most popular social media application 

(Smart in sights - SIS, 2018). The fact that internet users spend most of their time in social 

media makes social media applications valuable in terms of cultural interaction and marketing 

(Barutçu and Tomaş, 2013: 7). Since the conveniences of social mediacannot also be ignored 

when it comes to reaching customers and receiving feedback within the tourism sector,  their 

use by the establishments expand day after day (Eryılmaz and Zengin, 2014: 42-59).  

In the research different analyses were carried out in order to test whether there are differences 

between the publicity efforts of agents on social media and both tourists’ purchasing intent and 

their socio-demographic qualities. When the related literature was studied, it is conferred that 

researches were done in a few different studies (Zengin and Arıcı, 2017). In this study the efforts 

of travel agents for media publicity and its impact on tourists’ purchasing intents are measured. 

2. THEORETICAL FRAMEWORK  

2.1. Social Media 

Social media is an application area that places information, different views/thoughts and 

experiences in our lives (Weinberg, 2009: 1). Both the cheaper internet cost and its widespread 

use caused many innovations to emerge in relation to internet and information technologies. 

With the advancement in technology and devices (portable tablets, smart phones, smart watches 

etc) people can socialize with friends and acquaintances in all platforms independent from time 

and place restrictions. This attracts both tourism companies and companies in other sectors. 

Especially smart phone producers develop applications for sport, health, travel, shopping and 

education to be used in the devices they produce in order to make the lives of their customers 

easier. It is impossible for the travel agents to follow these developments at a distance because 

of the dynamic nature of the sector.  For that reason, travel agents in order to market their 

products are developing applications and they are presenting them for the use of smart device 

users.  

In literature there are many definitions about social media made by the local and foreign 

researchers. Drury (2008: 274-277) defines social media as the online resources where internet 

users can share photo, video, news, information etc. Moreover, social media is a place which 

enables the creation of interaction, sharing thoughts, interests, and emotions on a  a common 

users area (Sayımer, 2008: 123). According to Mangold and Faulds (2009: 257-265) social 

media is a communication tool comprising different online application types and social 

networks such as voices, images, films and photos. For Tabrial and Kanwar (2012: 8) social 

media is the totality of applications where the users produce content to share among each other 

on the internet.  
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Regarding IWS (2018) more than half of the population use internet. The variety in social media 

and the fast-growing role of it, is essential in the popularity of the internet use in the world. 

While communication is in such a speed and broadness, social media becomes an essential tool 

for the establishments to contact to their consumers. Also in tourism, as in many other sectors, 

consumer expectations show variance in accordance with the speed in communication (Bayram 

and Bertan, 2015). In order to keep up with the fast changing consumer expectations, it is 

essential that establishments take part in the social media platforms. The absence of travel 

agents in particular, which are an important component of tourism sector, from the social media 

platforms and the lack of investment there, is a huge loss for the sector. 

Social media with its ability to serve opportunity for interaction and feedback, offers many 

prospects both for the establishments and the individuals.  Individuals can have a direct 

interaction with others either through their shared or created content. Likewise, establishments 

also have the opportunity to set up direct contact with their target mass (Tufan, 2016: 93). The 

ability to renew itself, enabling mass communication and having an opportunity of interaction 

with people from all walks of life, are some of the factors that make social media essential 

(Vural and Bat, 2010: 3349). Not only by making communication faster and cheaper but also 

by enabling users to find sources easily during obtaining information, makes social media an 

essential factor. It is interesting that companies particularly aiming at the large masses, use 

social media instead of using mass media such as tv, radio and newspaper (Eröz and Doğdubay, 

2012: 135-136).  

While it is the case that people who used to be consumers could influence people in their small 

circle positively or negatively, with the impact of social media, consumers can share their 

experience with the larger mass of public today. This sharing platform provided by the social 

media increases incrementally the importance of social media in terms of the user and the 

marketing interaction (Yanar and Yılmaz, 2017: 30).  

2.2. Social Media Tools 

Social media use and all the activities in relation to it are indispensable in today’s world. Social 

media use can be done in a variety of ways depending on its content. The classification related 

to social media use and common social media tools within this classification can be arranged 

as below (Yanar and Yılmaz, 2017: 25); 

Blogs are websites similar to dairies where users without having in-dept technical knowledge 

write at will, transmit their ideas about any subject. Since creating blogs or renewing them 

requires basic procedures, anyone can have a blog easily. It is a platform where users share 

everything about what they feel and think in image or printed form and without a restriction 

(Aslan, 2011: 16). 

Wikis are social media platforms where users transmit information about any topic, and they 

can edit this information later, or share their ideas with other users. The condition of creation 

an information resource is done through cascading knowledge. Wikipedia is an example which 

is the most popular wiki (Aslan, 2011: 22). 

Media sharing websites turning into platforms expanding constantly, are digital communities 

which have millions of users. They are social networking sites which enable users to share 

specific or the whole media content at will. They also have a structure which requires sender 

and receiver to be in dual interaction. Also, there are websites which provides rich content in 

many different fields such as photos, videos, music, links and messages. For photo sharing 

Flickr, video sharing Youtube and music sharingSoundcloud are some of the popular websites 

which can demonstrate an example for each category (Akar, 2006: 92). 
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Microblogs although have the same qualities with other blogs in general, they are websites 

which have some differences such as allowing restricted sharing or easier and faster use. As the 

most popular microblog website, Twitter allows its users to use 140 characters while sharing 

(Zarrella, 2010: 11).  Since it provides more practical use, microblogs are used more often than 

blogs. They can be called as blogs for they provide its users an easy access to tell what is 

happening in their lives to their social environment (Aslan, 2011: 19). 

Social networking sites are social media sites where your personal information is stored and 

communication with your friends and other users are ensured. Among others Facebook and 

LinkedIn are the examples of the most renownsocial networking sites. They are the most 

popular sites for providing its users the opportunity to meet other people and get to know each 

other (Yanar and Yılmaz, 2017: 27). 

Social bookmarking websites are those where users on internet can save any website in order 

to use it for later. In these websites the profiles can be created and shared either to a group or 

they can be restricted. These sites also provide people, who make research on internet, profound 

conveniences, such as offering a compilation of all the websites you visited (Öztürk and Talas, 

2015). 

Data including podcasts, voice and videos are the files automatically directed to the related 

people by a specific user. They are relatively similar to radio broadcasts. In order to use a 

podcast it is enough to have an internet connection and a compatible recording device (Yanar 

and Yılmaz, 2017: 28).  

Virtual worlds are platforms where there is a continuation of the actual time, created through 

designing a character in which you can exist. They provide platforms where the actual life is 

imitated, and the cities and nature are manipulated. These platforms can be either for the 

educational purposes, or may include war content, or simply reflect daily life (Yanar and 

Yılmaz, 2017: 28). 

Online communities are internet sites also called as forum where normally people of the same 

interest come together through different social media tools. Its structure is designed to store the 

messages you write permanently, and they cannot be deleted. Sites called as “sözlük”, which is 

used in our country Turkey, such as ekşisözlük and uludağsözlük are also classified in the same 

category (Yanar and Yılmaz, 2017: 28). 

2.3. The Use Social Media of the Travel Agents 

Social media in tourism, informs that people who are in touristic interactions closely; change 

their exploring, trusting, researching and evaluation styles and work in collaboration with 

service providers and touristic regions(Sigala, 2012). In terms of marketing it is observed that 

establishments need social media tools more in each day. Evaluating social media in terms of 

marketing and benefiting from it provide larger opportunities for the establishments (Xiang  and 

Gretzel, 2010). The commencement of travel agents who benefits from the technological 

advancements, also diversified the products and facilities that were provided. At that point tour 

agents act as an invaluable intermediary for the hospitality establishments and tour operators in 

reaching tourists. Tour agents while providing such connection benefit from social media use 

and its quality in reaching large mass (Şimşek, 2005). 

According to Aymankuy et al. (2013), social media use is an efficient tool in destination, and 

hotel preferences of tourists. Shared contents in social media shape individuals’ travel 

arrangements and even their behaviours in daily life (Öz, 2014). Bilgihan et al. (2015) suggested 

that the easy use of social media tools and having trust in the obtained content affect travel 
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decisions. It was determined that when making travel arrangements, young people in particular, 

who spend a lot of time on social media, were affected from social media more than the others 

(Erol and Hasan, 2014). 

Travel agents as the essential intermediary establishments of service industry together with the 

airline companies, are the first stakeholders which started to benefit from technological 

advancements. Travel agents which started to use reservation systems in digital platforms after 

the 1950’s, today benefit from internet as a global distribution channel (Hançer and Ataman, 

2006). The changing customer profile brings along the alterations in marketing techniques. 

Increasing internet and especially social media use, change individuals’ shopping habits as 

much as their other habits too. Before a product or a service is purchased, the comments and 

likes made by other people who used these products or services before are searched on social 

media and it has an impact on the decision-making process of purchasing (Summak and Arı, 

2015: 69). The preceding theoretical and empirical discussion from the literature led to the 

formulation of the following hypotheses: 

H1: The perception of local tourists about the publicity efforts of travel agents on social media 

has a positive effect on their purchasing intent.  

H2: The publicity efforts of travel agents on social media differ according to tourists’ socio-

demographic variables. 

3. METHOD 

The question of the research is whether the media publicity efforts of travel agents have any 

impact on the tourists’ purchasing intents. From this viewpoint the aim of this study is to 

determine the relationship between the media publicity efforts of travel agents and its impact 

on the tourists’ purchasing intents. This research is considered to be important for informing 

the tourism stakeholders, and travel agents in particular.  The main aim of this research is to 

determine the publicity efforts of travel agents and the impact of these efforts on tourists’ 

purchasing intents. The whole facts, events, objects and individuals which this research 

comprises are called study population (Yazıcıoğlu and Erdoğan, 2004: 31).  

The study population of the research is individuals who use social media and who bought or be 

able to purchase vacation. After determining research population, identifying sample size is the 

next issue. Sampling methods provide researchers conveniency in collecting data, enable them 

to save economic resources and research time (Yükselen, 2013: 53).In calculating sampling, 

the fact that the target group is wide and there are difficulties in reaching users, convenience 

sampling is used which is one of the non-random sample techniques. This technique comprises 

everyone, who can answer the survey, to be included in the sample and according to this 

technique the most ideal participant is the one easiest to find (Altunışık et al., 2012: 142).  

Social Media Use and Purchase Intention Scale, developed by Zengin and Arici (2017) were 

used for collecting data. Social Media Attitude Scale consisted of twenty-one statements and 

Purchase Intention Scale five statements. On the scale five-point Likert scale was used. The 

data was applied to online users through social media from March 2018 to June 2018. In total 

420 survey were collected and twenty-one of them were considered as invalid due to missing 

answers and inconsistent information and left out of the study. Descriptive analyses, factor 

analyses, t test, anova test and regression analyses were carried out with the data collected from 

the 399 valid surveys. 
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4. RESULTS 

Table 1 shows the obtained data regarding participants’ demographic qualities. According to 

that information about % 54 of participants consist of males. About % 39 of participants were 

between the age-group 25-34 and % 33 were between the age-group 18-24. In terms of 

education about % 47 of the participants are undergraduates. In terms of their income about % 

31of participants earn 2000-3000 TL and % 23 of them earns below 2000TL. Considering the 

holiday budget, the percentage of the highest group is % 53 with the holiday budget of 0-2000 

TL. 

Table 1. The Socio-Demographic Characteristics of the Participants 

Variables  n % 

Gender Female 183 45,9 

Male 216 54,1 

 

Age 

18-24  132 33,1 

25-34  154 38,6 

35-44  80 20,1 

45+  33 8,3 

 

Education 

Secondary School 50 12,5 

Vocational School 116 29,1 

Undergraduate 187 46,9 

Postgraduate 46 11,5 

 

 

Income 

2000 TL and below 91 22,8 

2001-3000 TL 123 30,8 

3001-4000 TL 60 15 

4001-5000 TL 41 10,3 

5001 TL and above 84 21,1 

 

 

Holiday Budget 

0-2000 TL 213 53,4 

2001-3000 TL 108 27,1 

3001-4000 TL 30 7,5 

4001 and above 48 12 

 

Table 2 shows Kaiser-Meyer-Olkin measure of sampling adequacy and Bartlett's test of 

sphericitytest belonging to the scale of publicity efforts of travel agents on social media. It was 

determined that KMO value is ,871 and according to Barlett test value (χ2) is 2836,415 and the 

level of significance is p= ,000. These results confirm that the scale is consistent with the 

explanatory factor analysis (EFA). As a result of the factor analysis, four factors emerged as is 

in the original scale and the total variance of these four factors is % 65,169. 
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Table 2. Factor Analysis Results 

 
Factor 

Loadings 

Communal

ities 
Values 

Mobilizing 

It is important for travel agents to have their own mobile 

applications. 
,807 ,745 

Eigenvalue: 3, 319 

Variance:% 20,746 

Mean: 3,82 

Reliability: ,861 

F-Value: 1,570 

p-value: ,182 

 

It is important that travel agents are represented in location 

based applications (i.e. foursquare et.). 
,789 ,657 

It is important that mobile applications are used in promoting 

travel agents (i.e.: promoting in foursquare) 
,780 ,697 

It is important that travel agents have another web page for 

mobile devices. 
,679 ,554 

During the product development process it is important for 

travel agents to contact consumers through social media 

tools. 

,666 ,625 

Contextualizing 1 

PHOTOS shared on social media by travel agents enable me 

to contextualize agent’s offered services. 
,842 ,749 

Eigenvalue: 2,720 

Variance:% 17,001 

Mean: 3,68 

Reliability: ,821 

F-Value: 47,972 

p-value: ,000 

VIDEOS shared on social media by travel agents enable me 

to contextualize agent’s offered services. 
,815 ,739 

SOUNDS (MUSIC etc) shared on social media by travel 

agents enable me to contextualize agent’s offered services. 
,769 ,626 

TEXTUAL SHARING of travel agents on social media 

enable me to contextualize agent’s offered services. 
,687 ,515 

Contextualizing 2 

PHOTOS shared by the other customers on their social 

media profiles enable me to contextualize the agent’s offered 

services. 

,780 ,742 

Eigenvalue: 2,464 

Variance:% 15,388 

Mean:3,90 

Reliability: ,807 

F-Value: 14,367 

p- value: ,000 

VIDEOS shared by the other customers on their social media 

profile enable me to contextualize agent’s offered services. 
,741 ,716 

SOUNDS (MUSIC etc) shared by the other customers on 

their social media profile enable me to contextualize agent’s 

offered services. 

,703 ,598 

COMMENTS shared by the other customers on their social 

media profile enable me to contextualize agent’s offered 

services. 

,676 ,573 

Socializing 

I contact to other consumers through social media accounts 

of travel agents (profiles). 
,791 ,708 Eigenvalue: 1,926 

Variance:% 12,035 

Mean:3,58 

Reliability: ,669 

F-Value: 43,517 

p- value: ,000 

I would be pleased to be contacted by travel agents through 

their response to my posts on the social network. 
,726 ,559 

I would be pleased to contact with businesses while knowing 

the real name of the administrator of travel agent’s social 

media account (profiles). 

,718 ,625 

Total variance explained: % 65,169 Kaiser-Meyer-Olkinmeasure of sampling adequacy: ,871; Bartlett's test of 

sphericity: x2 :2836,415 s.d.:120, p<0,001 Varimax rotation method. 

 

The scale related to the publicity efforts of travel agents on social media, is handled in four 

dimensions which is different from the original scale. All dimensions were named in 

consideration with the dimensions in social media attitude scale created by Zengin and Arici 

(2007). Moreover, first dimension scale is the one which announced the highest level (% 

20,746) of dimensions. First chapter determining the participant’s perception in relation to 

travel agents’ social media use has four dimensions while the second chapter which consists of 
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five points in relation to determining travel agents’ purchasing intent. Also, in order to measure 

perception towards communicating through social media publicity efforts in the related table, 

Cronbach Alpha estimations were given to the scale used for measurement. 

The reliability of the scale is (α), 871. The average of the statements regarding the 

sizes/dimensions of the scale used in the study is about 3,82 . In Table 3 EFA results about 

purchasing tendencies are presented. This scale emerged in one dimension and announced with 

the level about % 56,835. The reliability of scale is (α), 808 and the arithmetic average is 

determined to be about 3,83. 

Table 3. Purchase Intention 

Purchase Intention 
Factor 

Loadings 

Communalities Values 

Relevant (current, quality etc.) content shared by the 

travel agents on the social media may enable me to 

prefer that company. 
,788 ,622 

Eigenvalue: 2,842 

Variance:% 56,835 

Mean: 3,83 

Reliability: ,808 

F-Value: 16,254 

p-value: ,000 

I would prefer the travel agents again which I am 

already in contact through the social media tools. 
,777 , 603 

I might be likely to prefer the travel agents which are on 

the social media.   
,773 ,598 

I might be likely to prefer the same travel agent, when I 

get responses from the same travel agents to my positive 

/negative comments I shared on social media regarding 

my travel experiences. 

,732 ,535 

I would like to purchase the travel agent services which 

are on the social media. 
,696 , 484 

Total variance explained: % 56,835 Kaiser-Meyer-Olkin measure of sampling adequacy: ,813; Bartlett's test 

of sphericity: x2 :603,846 s.d.:10, p<0,001 VVarimax rotation method. 

 

The results of regression analysis carried out in order to measure the effects of social media 

perception on the purchase intention are shown in Table 4. 

Table 4.The effects of Social Media Perception on the Purchase Intention 

 β t p R2 F p 

Regression Coefficient ,566 3,080 ,002 

,481 91,106 ,000 

Contextualization 1 ,133 3,226 ,001 

Contextualization2 ,076 1,612 ,108 

Mobilizing  ,472 10,300 ,000 

Socializing  ,202 5,040 ,000 

 

Multiple regression model set up for the dependent variables and predictor variables are 

significant (F=91,106, p=0,000). The dimensions about the social media perceptions only 

explain % 48 of the change. There are positive correlations between contextualization-1, 

mobilizing and socialisingdimensions and purchasing tendency ( 0,133; 0,472; 0,202) and these 

correlations are statistically significant (tsom-1=3,226 psom-1=0,000; (tmob=10,300 psos-1=0,000; 

(tsos=5,040 psos=0,000) . 
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Since social media use of the travel agents affect tourists’ purchasing intent it might be said that 

H1 is supported. However no statistically significant difference was found between the 

dimension of Contextualising-2 and purchasing tendency (tsom-2=1,612 psom-2=0,108). 

Finally, independent group t-test and one-way variance analyses were carried out in order to 

reveal the relationship between the socio-demographic qualities of the participants and for the 

perception of social media marketing efforts. According to the analyses results no statistically 

significant difference were determined between the social media perceptions and any of the 

socio-demographic group. In consideration with these results H2 is not supported.  

 

RESULTS AND DISCUSSIONS 

According to the results, it was observed that social media use affected the process of 

purchasing intent and during the purchasing process social media users might act with the 

information they obtain from the social media. The result obtained supports the study carried 

out by Yanar and Yilmaz (2017) which determined the presence of social media effect in pre-

purchasing process. Visual information is more important for the social media users. Both the 

shared content of individuals of their travel experiences and shared information of travel agents, 

made through visual objects (photo, video) increase the effect on users more. In that sense the 

study shows parallels with the results of Aymankuy et al. (2013),  which proves that social 

media affects the obtaining preliminary information in vacation destination preferences, agent 

of choice, and planned accommodation.  

Although it is considered that internet use affects travel agents negatively, when global 

marketing conditions are taken into account with the more efficient use of social media this 

started to be turned into an advantage. Similar to the study of Senders et al. (2013) one of the 

findings obtained which supports the result that users who are in direct contact with 

intermediary establishments  are effected positively is also found in this study. Due to the fact 

that there is an increase in internet reliability, it is necessary that users should not doubt the 

truthfulness of the information they obtain from there. From that standpoint, travel agents 

should allow the flow of as much up-to-date postings as possible. In this aspect the study shows 

similarity with the findings of Arat and Dursun (2016), which resulted that tourism 

establishmentsshould constantly be up-to-date.  

Within the global structure, marketing concepts must be considered together with the social 

media. It would also benefit travel agents to use social media in determining their marketing 

strategy. Since the materials (video, photo) presented on the social media make the work easier 

for users about an unexperienced destination, it would benefit travel agents in terms of 

marketing.   
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Abstract 

At the present time, accommodation establishments are known to compete among themselves 

just like other establishments. Accommodation establishments are able to position themselves 

in the perception of the customers according to their product characteristics and so they obtain 

a competitive advantage. Therefore, it can be positioned in accommodation establishments 

more concretely in the minds of the customers by qualifying them with some personality traits 

such as people. Individuals can comment as to accommodation establishments on social media. 

The shares of the accommodation customers regarding the characteristics of the establishments 

on social media determines the perception of personality characteristics of them. Well-managed 

personality traits can be an important competitive advantage for establishments. This study aims 

to detecting the personality characteristics with respect to the hotels from sharing contents by 

the customers of a selected hotel in Çanakkale on social media. In the study, the brand 

personality scale developed by Jennifer Aaker (1997) has been used to detect the brand 

personality of the selected hotel. This study is based on the assumption that brand personalities 

can be identified by customers' comments on accommodation establishments through social 

media platforms. The personality of the hotel is detected by evaluating 630 sharing contents 

with #hotelname hashtag on Instagram social media platform of the customers who have 

received service from there. In this context, the comments and sharing contents with respect to 

the hotel have been analyzed by using content analysis method, which is one of the qualitative 

research methods. After the analysis, the brand personality of the hotel has been determined in 

three factors as sincerity, excitement-competence and sophistication. 

Keywords: Social Media, Tourism, Brand Personality, Accommodation Establishments, 

Çanakkale. 

INTRODUCTION 

Hospitality has come in possesion of a extensive sector so that “there are not many new 

inventions that influence the way we sleap and way away from our houses” (Angelo and 

Vladimir, 2011: 4). When the functional features of a hotel are not remarkably differentiated, a 

hotel brand that ensures a set of promises to accommodation establishment guests and reflects 

guests’ desires via its brand personality, the consequence could be significant. In as much as 

product and phisical differences of accommodation establishments have become less of a factor, 

customers have changed their providence into other ways to assessment hotel performance, not 

based on hotel functions but based on hotel brand quality. Evantually, brand personality and 

brand quality can be the outstanding reasons for selecting one brand over another (Boo et al., 

2009; Siguaw et al., 1999). It may be that hotel brand managers are scouting around the most 

effective ways to enhance their brands based on their customers’ segments.  

In this study, it is aimed to show that brand personalities of hotels could be detected just like 

other products. In this study, firstly brand and brand personality are mentioned. Then previous 

studies on “brand personality in tourism and hospitality literature” are examined.  
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Afterwards, methodology of the study, findings and discussion of the study and results and 

recommendations of the study have been discussed in the study. 

Brand and Brand Personality 

The brand could be evaluated as an significant marker which distinguishes a product from other 

products. The thought that brands could be represented in the way of a set of personality traits 

could be traced back to 1950s (Gardner and Levy, 1955; Martineau, 1958). Exactly like David 

Ogilvy (1983: 14) says, ‘Products, just as a people, have personalities’, Plummer (1984) and 

Sirgy (1985) make the similar alleges that any brand could be described in the way of not only 

their physical features or functional characteristics but also their characterization appearances 

or brand personality. Such features are used to form effects of and choice for a specific brand 

(Li et al. 2014). 

“Teen, witty, and zealous” or “nonconforming, unique, and funny.” Which trait sounds more 

like you, or do this traits sound like someone you would like to be call to mind? These are brand 

personality traits that customers calling to Pepsi and Dr. Pepper brands, respectively (Aaker, 

1996). Costumers readily appoint both positive and negative human traits to products (Aaker, 

1997; Triplett, 1994). They frequently sympathise with brands as if they were people, 

particularly when the brands are attached to noteworthy products (Aaker, 1996). 

Brand personality is “the setting of human traits associated with a brand” (Aaker, 1997: 347). 

Arise from the “Big Five” personality factors from personality psychology, Aaker’s theoretical 

framework and brand personality scale (BPS) ensure a foundation for researchers to estimate 

how brands could establish an identity that is uniquely differentiate from competitors and easily 

recognized by costumers (Li et al. 2019). In addition Aaker’s (1997) brand personality scale 

(BPS) based on qualitative and quantitative research. The development process ensured the 

validity, reliability, and generalisability of the scale in the source of brands. A total of 42 

personality characteristics of the BPS have determined on five factors: excitement, sincerity, 

ruggedness, competence and sophistication. 

Applying Aaker’s 42 traits (Aaker, 1997) to accommodation establishment brands, the authors 

of this study supposed that the following brands might inclose to their own brand personality. 

Kimpton hotels created a sincerity brand via ensuring “new in town,”honesty and cheerfulness. 

The Wyndham branch creates Howard Johnson hotel as a sincerity brand through ensuring 

authentic and originality when Howard Johnson and his son exibit on their mission to create 

cosy,  budget-friendly and friendly hotels with unmatched smoothnesses that would subserve 

both business travelers and vacationers alike. Hilton, Marriot, InterContinental and Accor 

branches created entertainment hotel brands through selling “discovery” and “exploration” 

adventure (Tran, et al. 2013). The excitement hotel brands such as Autograph Collection 

established by Marriott, Double Tree established by Hilton, Mercure established by Accor, and 

Candlewood established by InterContinental show the accommodation establishments with 

phantasy and contemporary. 

Brand Personality in Tourism and Hospitality Literature 

As indicated previously, researchers in the tourism and hospitality sector have made efforts to 

implement the concept of brand personality as well. However, more efforts have been taken in 

performing this notion to tourism destinations (Ekinci and Hosany, 2006; Ekinci et al. 2007; 

Murphy et al. 2007a, Murphy et al. 2007b; Prayag, 2007; Yuksel and Bilim, 2009) and 

restaurants (Siguaw et al. 1999; Austin et al. 2003; Kim et al. 2011), while little research has 

unearthed the notion in the lodging industry, except for a few (Lee and Back, 2010; Tran et al. 

2013). Tran et al. (2013) have a bash to discover the relationship between accommodation 
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establishment brand quality and accommodation establishment brand personality in order to 

provide an effective way for hotel brand managers to improve their brand loyalty and value. 

Using canonical correlation analysis, their study shows that the five factors of hotel brand 

quality construct (tangible, assurance, reliability, empathy and responsiveness) are remarkably 

associated with preferences on the five factors of hotel brand personality (competence, 

sincerity, excitement, sophistication, and ruggedness), respectively. Nevertheless, when 

performing Aaker’s scale, they miscarry to identify the underlying factors by the medium of 

statistical analysis. 

Another research is by Lee and Back (2010) who examined to look into the relationship between 

brand personality and its antecedents (user imagery, service quality and perceived price) and 

consequences (brand loyalty and trust) in the upper upscale business accommodation industry. 

Only two brand personality factors, sophistication and competence come into prominence in 

their research. This is conceivable because their research concentrate was on the upper upscale 

business accommodation establishments, and competence and sophistication certainly represent 

personality of upper upscale business accommodation establishments. Thus, Lee and Back 

(2010) propose more researches on other hotel segments are essential to take possesion the 

changeble effects of brand personality factors by brand segments. To answer to this request, the 

existing study desires to perform Aaker’s brand personality scale in economy hotel segment. 

METHODOLOGY 

In this study, it is aimed to detecting the brand personality of a selected hotel in Çanakkale 

destination. A study to detect the brand personality of any hotel has not been found before in 

the tourism literature in Turkey. Therefore, we can say that this study is important for the 

tourism literature as to brand personality. The data have been collected from shared contents 

with #hotelname hashtag on Instagram with regard to the selected hotel between 31st October 

2013 and 8th August 2019. The universe of the study is all customers who have shared contents 

about the selected hotel on social media platforms. As for that the sample of the study is 630 

customers who have shared contents with #hotelname on Instagram between 31st October 2013 

and 8th August 2019. These contents have been examined between 1st August and 21st August 

2019. 

This research is limited to sharing contents of customers of a hotel selected in Çanakkale via 

Instagram. That is, the work is limited to only one destination, one hotel's customers and one 

social media platform. In addition, this research is based on the assumption that brand 

personalities of accommodation establishments could be detected just like other products. 

In the study, the content analysis method, one of the qualitative research methods, have been 

used for data analysis. As it is known, qualitative research is the research that focuses on 

understanding and reflecting participants' perspectives on events and situations (Yildirim and 

Simsek, 2006). It can be said that the content analysis is a technique has been used for 

understanding and comparing records, discourses or publications. The aim of this method is 

defining messages and interpretations in documents systematically (Arikan, 2013: 21). 

Therefore, the content analysis enables to researchers analysis obtained data and this method 

simplifies the use of data for other stages of studies (Coskun et al., 2015). 

In this study, while detecting the brand personality of the selected hotel is taken as reference 

with Aaker’s (1997) the Brand Personality Scale. Themes and subthemes have been determined 

according to this scale. Then words representing traits of the scale have been coded according 

to the coding method what has been performed according to predetermined concepts. According 

to Strauss and Corbin (1990), the coding method has been performed according to 

predetermined concepts is among the forms of data encoding methods. 
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In the study, 630 contents which shared by customers of the hotel via #hotelname on Instagram 

have been analyzed. These contents have been evaluated according to 42 traits in the Brand 

Personality Scale (Aaker, 1997).  In addition, each content considered to reflect traits in the 

scale has been given “one” score by authors.  After reviewing all contents, the scores given for 

each trait have been added by authors. After that a chart which including traits and scores has 

been created. The arithmetic mean of scores given for traits in the chart has been found as 10,2. 

Traits which have score of 10 and less are excluded from the chart. Inasmuch as it is assumed 

that these traits do not reflect the brand personality of the hotel. In the formed chart, traits of 11 

scores and over are marked. Afterwards, these traits have been divided into factors with 

reference to studies in the literature. Thus, brand personality factors of the hotel have tried to 

be detected. 

In this study, internal validity and external validity have been obtained by using expert opinion. 

Besides internal reliability and external reliability have been carried out by analyzing the data 

again and finding the same results. 

FINDINGS AND DISCUSSION 

Table 1. shows the 42 traits in Aaker's brand personality scale and the scoring for the hotel. 

When the customers' shares regarding the hotel on Instagram are evaluated, it is seen that the 

most scores get the “wholesome” and “family-oriented” traits. These traits has been followed 

by “trendy”, “upper class”, “technical”, “charming”, “exciting”, “friendly” and “sentimental” 

traits respectively. 

Table 1. Traits on the Brand Personality Scale and Trait Scores of the Selected Hotel 

Trait Down-to-
earth 

Family-
oriented 

Smalltown Honest Sincere Real Total 

Score 5 36 2 4 5 6 58 

Trait Wholesome Original Cheerful Sentimental Friendly Daring + 

Score 48 7 4 14 15 3 91 

Trait Trendy Exciting Spirited Cool Young İmaginative + 

Score 25 15 7 4 3 5 59 

Trait Unique Up-to-date Independent Contemporary Reliable Hard 
working 

+ 

Score 6 6 5 7 3 5 32 

Trait Secure Intelligent Technical Corporate Successful Leader + 

Score 7 6 20 33 4 6 76 

Trait Confident Upper class Glomorous Good looking Charming Feminine + 

Score 10 24 5 9 18 14 80 

Trait Smooth Outdorsy Masculine Western Tough Rugged + 

Score 7 6 5 6 6 3 33 

Total Number of traits: 42 432 

Arithmetic mean: 432/42 = 10,2 
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The arithmetic mean of the scores of the traits in the Aaker’s Brand Personality Scale has been 

calculated by dividing the sum of scores of all traits (432) to total number of traits (42). The 

arithmetic mean score has been found as 10,2. Traits which above the arithmetic mean score 

(10,2) are evaluated. Besides factors of brand personality of the hotel has been determined by 

considering Aaker’s Brand Personality Scale. As a result the factors and traits representing the 

brand personality of the hotel are shown in Table 2. 

Table 2. Factors and Traits of the Selected Hotel 

Factors Traits Factor’s Mean 

Sincerity Family-

oriented 

 

36 

Wholesome 

 

 

48 

Sentimental 

 

 

14 

Friendly 

 

 

15 

 

 

28,25 

 

Excitement-

competence 

Up to date 

 

25 

 Exciting 

 

15 

Technical 

 

20 

Corporate 

 

33 

 

23,25 

 

Sophistication Upper class 

23 

Charming 

18 

Feminine 

14 

  

18,33 

 

 

In this study, it has been detected that the brand personality of the hotel consists of three factors 

and eleven traits. Factors and traits that make up the brand personality of the hotel are shown 

in Figure 1. “Sincerity” factor which consist of four traits is the highest mean in the brand 

personality of the hotel. As for “sophistication” factor consist of three traits is the lowest mean 

factor in the brand personality of the hotel. 

Figure 1. Brand Personality of the Hotel 

 

 

 

 

 

 

 

Factors which are revealed in detecting the brand personality of the hotel have been named with 

reference to Aaker’s Brand Personality Scale (1997). Family-oriented, wholesome, sentimental 

and friendly traits take part “sincerity” factor in the scale of Aaker. Traits of first factor of the 

hotel's brand personality is the same in Aaker's study. Thus this factor has been termed 

“sincerity” in this study. Tran et al. (2013) also has detected that “sincerity” factor of Aaker's 

scale reflects the brand personality of accommodation establishments in the tourism sector. It 

is known that the selected hotel for this study is a hotel which provides services apart from 

accommodation. For this reason, this accommodation establishment is accessible by the public 

easily. This may explain the fact that the same factor is prominent in both studies. 

On the other hand up to date, exciting, technical and corporate traits take part “excitement” and 

“competence” factors in the scale of Aaker (1997). Therefore, this factor has been termed 

“excitement-competence”. Tran et al. (2013) also has detected that “excitement” factor of 

Aaker's scale reflects the brand personality of accommodation establishments in the tourism 

Sincerity Excitement-Competence Sophistication 

- Family-oriented 

- Wholesome 

- Sentimental 

- Friendly 

 

- Up to date 

- Exciting 

- Technical 

- Corporate 

 

- Upper class 
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sector. It is known that the selected hotel for this study is a hotel which provides sportive 

services to customers such as tennis, swimming, football and fitness training. Thus, it can be 

said that the hotel electrify to its customers. This may explain the fact that the same factor is 

prominent in both studies. In addition to this, Lee and Back (2010) also has detected that 

“competence” factor of Aaker's scale reflects the brand personality of the leading hotel chains 

in the tourism sector. It is known that the selected hotel for this study is one of the most popular 

hotels in the destination. This may explain the fact that the same factor is prominent in both 

studies.  

In other respects upper class, charming and feminine traits take part “sophistication” factor in 

the scale of Aaker. Traits of third factor of the hotel’s brand personality is the same in Aaker’s 

study. Hence this factor has been termed “sophistication” in this study. Lee and Back (2010) 

also has detected that “sophistication” factor of Aaker's scale reflects the brand personality of 

the leading hotel chains in the tourism sector. It is known that the selected hotel for this study 

is one of the most expensive hotels in the destination. This may explain the fact that the same 

factor is prominent in both studies. 

While determining the brand personality of the hotel, coding technique has been used to reveal 

the numerical scores of the traits in Table 2. Words and Word groups which seen in Table 3. 

have been used for achieving the numerical scores of personality traits in Table 2. In shared 

contents have been examined, each word in Table 3 has been given the score “1” for personality 

traits in the same line. Thus scores which showing in Table 2. to personality factor and traits of 

the hotel have been detected. 

Table 3. Personality Factors and Traits of the Selected Hotel and Expressions that Reflecting 

these Traits 

Factors Traits Expressions 

 

 

 

 

Sincerity 

Family-

oriented 

Wedding, kids academy, family, happy kids, wedding night, bride, 

groom, anniversary, honeymoon, kids, good family, family theraphy 

etc. 

Wholesome Yoga, pilates, tennis, fitness, swimming, therapies, massages, healthy 

life, positive energy, bodybuilding etc. 

Sentimental Happy kids, growing up with sports, happy beginnings, cute kids, 

honeymoon, anniversary, cute animals etc. 

Friendly Friends, associates, meeting of friends, wellcome, kind, come again, 

happy holidays etc. 

 

 

 

Excitement-

Competence 

Up-to-date Popular band, elite group, nice couple, fashion, yoga party, party 

people etc. 

Exciting Awesome, interesting, bellydance, best of the day, sunrise, sunset, 

lovely view, a happy memory, enjoy the underwater etc. 

Technical Pool, swim cap, kitchen, front desk, sauna, Turkish bath, fitness 

center. wedding-ceremony hall, cook etc. 

Corporate Business, meeting, employees, meeting group, meeting room, 

organisation etc. 

 

Sophistication 

Upper Class Popular band, elite, relaxing, concerts, awesome view, bosphorus, 

actress, festivity, part etc. 

Charming Happy kids, kids, gracious, darling, pretty, sweet couple etc. 

Feminine Coiffeur, nails, matinee for ladies, bellydancer, women etc. 

 

CONCLUSIONS AND RECOMMENDATIONS 

In this study, it has been detected that the brand personality of the selected hotel for study 

consists of three factors.  These factors are; “sincerity”, “excitement-competence” and 

“sophistication”. It has been found that the trait which has the highest score in the “sincerity” 
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factor is  “wholesome” and the trait which has the highest score in the “excitement-competence” 

factor is “corporate“. As for that the trait which has the highest score in the “sophistication” 

factor is “upper class“. Therefore, it has founded that best traits which describe of three factors 

of the hotel's brand personality has “wholesome”, “corporate“ and “upper class” respectively. 

In the study, it has been detected which “sincerity” factor has the highest mean among the brand 

personality factors of the hotel. Accordingly, it is seen that the “sincerity” factor which reflects 

the best of brand personality of the hotel. Thus, it has been found that the hotel is perceived as 

a sincere hotel by customers’ shared contents on Instagram. The highlight of the hotel with its 

sincere personality could be attributed to providing customer satisfaction-oriented service. 

On the other hand, in the study, it has been detected which “sophistication” factor has the lowest 

mean among the brand personality factors of the hotel. Thus, it is seen that the “sophistication” 

factor which reflects the least of brand personality of the hotel in customers’ perceptions. This 

situation, could be attributed to organizing many public organizations at the hotel. The highlight 

of the hotel with its sincere personality could be attributed to providing customer satisfaction-

oriented service. So we can recommend to hotel managements should carry out sincerity themed 

practices. In addition, these applications should be used in the marketing communication via 

social media. In this study, the most important trait of the sincerity factor has been found as 

“wholesome”. Therefore, managements of hotels with health tourism concept, should share 

contents which includes spa services, massage services, fitness training or other sports trainings 

on social media pages. 

With the revealing personality traits in this study, the selected hotel for study could become 

more concrete in the minds of the customers. Thus, the products of this hotel be able to market 

with revealing personality traits easily. In addition, it could be said that this study is a guide for 

marketers in terms of revealing personalities of other accommodation establishments. Thus, the 

brand personality of other accommodation establishments can be identified and embodied in 

the perceptions of customers. This could facilitate the marketing of their products by marketers. 

When the literature is examined, it is seen that Austin et al., (2003), Kim et al., (2011) and 

Siguaw et al., (1999) have conducted brand personality studies on restaurant establishments. 

Lee and Back, (2010) and Tran et al. (2013) also have conducted studies to detecting the brand 

personality of hotels in their previous studies. However, there has not carried out any research 

to detecting the brand personality of whatsoever accommodation establishment in Turkey. 

Therefore, this study could contribute to marketing literature in Turkey. 

One of the results has been revealed in this study is that the brand personality of whatsoever 

accommodation establishment could be detected through social media. With this result, it could 

be said that accommodation marketers should pay more attention to social media. Inasmuch as 

it is seen that almost everyone has a social media account in this age. Therefore, it could be said 

that marketers who can use social media effectively could be more successful than their 

competitors. A marketer who could analyze contents has been shared by customers on social 

media. Thus, this marketer could market hotel products by considering comments on social 

media more easily. Besides this marketer can use some methods according to the demands of 

the customers. For example, tourism marketers can identify to customers who care about 

sensory factors. In this way, they can market the hotel's products to this customer group through 

sharing contents which address sensory perceptions such as golden sandy beaches, wave sounds 

from the sea and pure iodine smells on social media. 

With the results of this study, some suggestions can be presented both for accommodation 

marketers and researchers. In this study, the recommendations are developed for 

accommodation marketers are listed as follows: 
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- Accommodation marketers should review the comments have been written with regard 

to their establishments on social media. 

- Accommodation marketers should draw certain conclusions from the social media 

comments they have reviewed. Besides they should carry out their actions based on 

these results. 

- Accommodation marketers should detect the brand personality of hotels. They can 

embody tourist products in the minds of customers through brand personality traits. 
Thus, they can gain competitive advantage among their competitors. For example, the 

products of a hotel establishment whose brand personality is detected as “family-

oriented” can be marketed with this slogan: Since we are a family-oriented hotel, you 

can choose us and give your children unprecidented and funny experiences! 

- Ultimately, if personality traits of the destination where hotel is located, is detected, 

accommodation marketers should market their products in accordance with the 

destination's personality traits. 

With the results of this study, some suggestions can be presented for the researchers. These 

suggestions can be listed as follows: 

- Researchers should conduct more studies to detecting the brand personality of 

accommodation establishments. As in this study, they should detect the brand 

personality of accommodation establishments in other destinations. 

- Researchers should be compared after detecting the brand personalities of 

accommodation establishments which have different star status in the same destination. 
Thus, it can be examined whether the personality of the hotels with different star status 

differ according to the number of stars. 

- Researchers, could diversify the literature on brand personality by detecting the brand 

personality of food and beverage establishments, travel establishments or other tourism 

establishments like accommodation establishments. 

- Researchers should review all tourism-related studies in destinations where brand 

personality studies are carried out. In addition, they should compare personality traits 

which are revealed in these studies. 
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Comparison of Smart City and Sustainable Tourism Destination Concepts 

Asst. Prof. Dr. Halil Korkmaz1, İlayda Zeynep Niyet2 

Abstract 

Environmental problems threaten Earth and people living on it. Cities have crucial impacts on 

environmental problems like climate change, high-energy consumption and greenhouse gas 

emissions. Nowadays urban troubles like pollution, traffic, and safety are greater than before 

due to growth inside the populace residing in big cities. These troubles can be solved by using 

intelligent technology, which have effect on environmental and economic sustainability, and 

well-being of residents. The idea known as smart city rises to resolve these city issues through 

the usage of high technology. 

Sustainable development is one of the important goal that United Nations works on it. Tourism 

sector is one of the key sectors to reach that goal. Sustainable tourism development is a form of 

growth consists both economic and ecologic areas. So that it can be expressed that a sustainable 

tourism destinations is a place in which tourism provides economic, ecologic and social growth 

for that region. Smart cities give a new perspective to many industries like tourism industry. 

The aim of this study is to reveal sustainable tourism opportunities of smart cities. For this 

purpose, European smart city indicators examined and compared with European Tourism 

Indicator System (ETIS) for sustainable destination management. As a result smart cities have 

new opportunities to change destinations to the more sustainable ones. 

Key Words: Smart City, Sustainability, Sustainable Tourism, Indicators. 

Introduction 

Cities have a critical importance on climate change, energy consumption and greenhouse gas 

emissions. Today urban problems like pollution, traffic, and security are greater than before due 

to increase in the population living in big cities. These problems can be solved by using 

intelligent technologies, which have impact on environmental and financial sustainability, and 

wellbeing of citizens (Ahvenniemi et al., 2017). The concept called smart city rises to solve 

these urban problems by using high technology (Dameri, 2013: 2544).  

Smart city concept also involves knowledge, entrepreneurship, institutions, civil society and 

natural environment (Carayannis and Campbell, 2010). Improved human capital and intelligent 

technologies in smart cities lead economic, social and environmental sustainability (Neirotti et 

al., 2014). In addition to this, smart city could be used a branding and marketing tool to attract 

investments, business, residents and tourists (Kramers et al., 2013) 

Smart cities give a new perspective to many industries like tourism industry (Sodhro et al., 

2019). According to Lopez de Avila (2015), a smart city should be innovative, tourism-oriented, 

open space for all, integrated on a superior technological infrastructure, while guaranteeing the 

development of regional sustainability, facilitating visitor interactions and integrating with the 

environment, improving the quality of the experience in the destination and the quality of life 

of the residents. In other words, smart cities can be application areas of sustainable tourism.  

The aim of this study is to reveal sustainable tourism opportunities of smart cities. For this 

purpose, European smart city indicators will be examined and compared with European 
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Tourism Indicator System (ETIS) for sustainable destination management. Sustainability is an 

important issues to maintain destinations economically, ecologically and socially growth and 

keep them to attract tourists. 

 What are smart cities? 

The immigration from rural areas to cities is high that causes the urban population to increase 

much faster than the world population. Since the Industrial Revolution that started in the second 

half of the 18th century, cities have become a more attractive living space for people compared 

to rural areas. Industrialization influences the urban population. Gardner and and Hespanhol 

(2018) state that the urban population has increased 5 times between 1950 and 2014. At the 

same time, they point that 76 million people are added to the cities each year. Urbanization and 

overpopulation bring employment problems, poverty and scarcity of capital. This situation, 

which will be seen especially in less developed and developing countries, is also observed in 

developed countries, albeit on a smaller scale (Bugliarello, 1999).  

The first indroduction of smart city concept was in 1994 (Dameri & Cocchia, 2013). 

International institutions like United Nations and European Comission, set targets about climate 

change and energy consumption whereas smart solutions are needed to overwhelm problems of 

urbanization (Ahvenniemi et al., 2017). For that reason since 2010, projects and publications 

on smart city has dramatically increased (Jucevicius, Patašienė, & Patašius, 2014). 

There are a few smart city models and indicators developed. One of them is most used model 

in Europe called European Smart City Index that has six components including smart economy, 

smart mobility, smart environment, smart people, smart living, and smart governance (Giffinger 

et al., 2008; Caragliu et al., 2009).  

Smart Economy: It contains factors all of the economic competitiveness as newness and 

improvement, entrepreneurship, trademarks, productivity and flexibility of the labour market 

as well as the concretion in both national and international market.  

Smart Mobility: Local and international approachability are major features of Smart Mobility 

as well as the availability of knowledge and communication technologies and advanced and 

sustainable transport systems. 

Smart Environment: It is defined by intriguing natural conditions; climate, green space etc. 

pollution, resource management withal by endeavours towards environmental conservation. 

Smart People: It is described the level of qualification or education of the citizens but on the 

other hand by the feature of social interactions concerning combination, public life and the 

clarity towards the “outer” world. 

Smart Living: It comprises various aspects of standards of life as culture, health, safety, housing, 

tourism etc. The more individuals get wealthy the more living standards reaching up the high 

standards. 

Smart Governance: It consists of political participation, services for citizens also running order 

of the administration. 

Smart city concept also involves knowledge, entrepreneurship, institutions, civil society and 

natural environment (Carayannis and Campbell, 2010). Improved human capital and intelligent 

technologies in smart cities lead economic, social and environmental sustainability (Neirotti et 

al., 2014). In addition to this, smart city could be used a branding and marketing tool to attract 

investments, business, residents and tourists (Kramers et al., 2013).  
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   Figure 1. Smart City Characteristics 

 
Resource: Giffinger, R., Fertner, C., Kramar, H., Kalasek, R., Pichler-Milanovic, N., & Meijers, E. 

(2007). Smart Cities - Ranking of European medium-sized cities. Vienna University of Technology 

With respect to Lopez de Avila, (2015), a smart city ought to be ground breaking, tourism-

oriented, open space for all, integrated on a superior technological infrastructure, while 

warranting the improvement of regional sustainability, simplifying visitor interactions and 

assembling with the environment, developing the quality of the experience in the destination 

and the quality of life of the residents. 

 As smart tourism and the use of the Internet of objects become common, it ought to be 

underlined that these should be a sustainable flow that does not damage the habitat. Thereby, 

smart tourism requires to progress in a coordinated way with sustainable tourism. Sustainable 

tourism, ecotourism, and soft tourism are terms used to indicate that they are environmentally 
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friendly tourism, but they all look at the sustainability of the environment from a distinct sight 

of perspective (Font & Tribe, 2001). 

Sustainable Tourism Destinations 

Sustainable tourism plays an important role in the conservation of biodiversity by establishing 

an appropriate balance between environmental, economic and socio-cultural aspects of tourism 

development. It tries to minimize its impact on the environment and local culture (WTO, 2019). 

Tourism destinations are facing with social, cultural, economic, and environmental challenges. 

To help them measure their performance in relation to sustainability, which is essential, the 

European Commission has developed a ‘European Tourism Indicators System’ (ETIS). ETIS 

declared the criteria of being sustainable tourism destination which are shown on figure 2. 

Figure 2. Sustainable Tourism Destination Criteria 

Destination Management  Economic Value 

Sustainable Tourism Management in 

Tourism Enterprises 
 Tourism Flow (volume & value) at the 

Destination  

Customer Satisfaction  Tourism Enterprise(s) Performance 

  Quantity and Quality of Employment 

Environmental Impact  Tourism Supply Chain 

Reducing Transport Impact   
Climate Change  Social and Cultural Impact 

Solid Waste Management  Community/Social Impact 

Sewage Treatment  Health and Safety 

Water Management  Gender Equality 

Energy Usage  Inclusion/Accessibility 

Landscape and Biodiversity Management  Protecting and Enhancing Cultural Heritage, 

Local Identity and cultural Assets 

 

The criteria are shown as 4 dimensions which include economic, environmental and social-

cultural sustainability and also destination management in terms governance. There are some 

case studies that are used ETIS criteria. Barcelona (Spain), Milano (Italy) and Danube 

(Bulgaria) are successful cities; and Italy, Montenegro, Slovenia are successful countries which 

are used ETIS criteria. 

There are a few smart city models and criteria developed which are as we stated before; smart 

economy, smart mobility, smart environment, smart people, smart living, and smart 

governance. Smart city concept also involves knowledge, entrepreneurship, institutions, civil 

society and natural environment. The similarities between smart cities and sustainable tourism 

destinations are shown below: 

• Sustainable, innovative and safe transport systems 

• Decreasing the carbon emissions 

• Environmental protection and sustainable resource management 

• Helping to conserve natural heritage and biodiversity 

• Maintaining a high level of tourist satisfaction and ensure a meaningful experience to 

the tourists 
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• Participation of public consciousness. 

• Participation of stakeholders. 

There are examples that being smart causes being sustainable. For instance, smart energy 

systems used for the development of Mediterranean islands within the scope of green tourism. 

Groppi, Astiaso Garcia, Lo Basso, & De Santoli (2019) have transformed the projects that 

promote the use of renewable energy sources into a scenario and applied these scenarios to the 

islands. In scenarios where energy from renewable sources is used, greenhouse gas emissions 

naturally decrease carbon footprint. Thus, the sustainability of the islands can be maintained. 

CONCLUSION  

As a result, we compared European smart city criteria to UNWTO sustainable tourism criteria. 

The outcomes for destinations show that being a smart city may cause to be a sustainable 

tourism destination. When a destination turns to smart sustainable tourism destinations it will 

be beneficial for stakeholders as policy makers, tourism businesses, residents and tourists. 

Environmental impact like carbon emissions, waste production, and pollution would decrease. 

Moreover, cultural heritage would preserve more efficiently as well as economic benefits 

increase. 

Policy makers could create a new dimension on tourism. Which could be smart sustainable 

destinations as well? From the side of the researchers, they can evolve the researches about 

smart-sustainable tourism destinations. Which could be open a clear road for the all 

stakeholders. 
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Abstract 

In this study, it is aimed to determine the motivation of the players and the impulsive and 

attractive elements that direct them to the game and tourism elements. Interview technique was 

used as a qualitative research method, and interviewers were conducted with 16 university 

students who are actively playing e-game with semi-structured interview form. As a result of 

the study, the importance of developing an interactive tourism/destination game has emerged. 

In this context, the characteristics of a destination, the details of the destination are of great 

importance in the development process of the game. Based on the findings of the study, the 

popularity of the digital game world among the new generation should not be ignored, 

especially in the field of tourism. It is thought that the tourism sector, which is shaped according 

to human needs and values, should keep up with this change. 

Keywords: e-game, tourism, destination. 

INTRODUCTION 

Tourism is developing every year in a globalizing world. Turkey is one of the countries which 

benefit from this development. However, increasing and intensifying competition for the same 

markets makes it compulsory to make a difference or product differentiation to gain a 

competitive advantage. One of the areas that can be used to make a difference is today's 

technologies and the games played with these technologies. Because technological and mobile 

devices such as rapidly developing mobile phones, tablets, laptops allow the user to reach the 

world in an interactive way (Xu, Tian, Buhalis, Weberve Zhang, 2016). Researchers claim that 

mobile games change gamers' experiences in many ways (Blum, Wetzel, McCall, Oppermann 

ve Broll, 2012).  

Gamification is a new topic in tourism as in many sectors. Although there are several studies in 

the literature on tourism and dramatization, there is no study made about Turkey. According to 

Xu et al. (2014), computer and mobile games, which entered the tourism sector rapidly, were 

found to have some benefits in tourism marketing to increase brand awareness, tourist loyalty, 

tourist relationship with a destination, and improve tourism experience. It is important to 

understand the expectations and thoughts of the young people who are in the demand of an e-

game that can be created in line with these benefits to be provided to the destination. In this 

study, it is aimed to identify the motivations and push-pull factors directing to game and tourism 

of those young people who call themselves gamers. Due to the lack of relevant literature, this 
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study is important for leading national and local governments, as well as various tourism and 

game industry stakeholders, to similar future studies. 

Literature 

The concept of the game has become widespread in the late 20th century and continued its 

development continuously since then. However, it is very recent that this development in the 

game sector has attracted the attention of the academic world (Wagner, 2006). Therefore, 

although the literature related to the gaming industry is very limited, most of the current studies 

are directed towards mobile games and applications. Accordingly, the number of studies 

examining the game sector in line with the tourism area and principles is quite low. 

Looking at the studies conducted in the field, Ballagas and Walz have examined the REXplorer 

project in detail made in Regensburg, Germany. In the study explaining the formation and 

content of the REXplorer game, it is mentioned about the aim to make every area of 

Regensburg, which is a historical city, attractive along with the tasks in the game (Ballagas & 

Walz, 2007). In the same study, besides the information such as device and environment where 

the game is played, dialogs with virtual heroes in the game content are also mentioned. In 

another study related to REXplorer, this application was likened to a treasure hunt, and it was 

stated that the target age group is between 15-26 years old, and that was worked with historians, 

game designers, and tour guides during the creation of the application. (Ballagas et al., 2007). 

Another example of games used to provide tourism motivation is the 

"UncleRoyAllAroundYou" application. In this game, the participants, with the help of portable 

computers and a wireless internet connection, search for an imaginary character Uncle Roy 

wandering the city streets (Flinthamvd., 2003). In the "TheHistoryUnwired Pilot Project" 

conducted in Venice, Italy, people who are mostly engaged in craftworks are transferred to the 

virtual world in a game context, making it possible to access these people before and after travel, 

giving tourists an experience full of reality, providing historical and touristic activities to be 

removed outside the museum walls (Epstein & Vergani, 2006). With an award-winning quiz 

application in the Trondheim region of Norway, it is aimed to increase the historical and 

geographical knowledge of tourists and residents of the region (Wu and Wang, 2011). In "Edgar 

Allen Poe House" game in New York, participants enter Edgar Allen Poe's house and try to 

solve a mystery by searching for objects in Poe's tales with their mobile phones or associating 

them with these tales (Benyon, Quigley, O’Keefe, & Riva, 2014). 

Method  

This study is exploratory in terms of the subject it explores and aims to provide concrete ideas 

on how the game sector, which is developing rapidly, can be used in touristic destinations and 

whether it will be useful. Furthermore, it is being investigated how effective the active use of 

the game sector in destinations can be in increasing the attractiveness and the preference rate. 

It is seen in the previous studies that university students are the groups which use computer 

games most (Griffiths, Davies ve Chappell, 2004). Since the games are very popular among 

students (Xu, Tian, Buhalis, Weber, and Zhang, 2016), many studies have been used as a sample 

in this field (Lucas ve Sherry, 2004). Following these data, in this study, the universe of data is 

composed of the undergraduate students of Çanakkale Onsekiz Mart University. 

Data were collected through interview technique, which is among qualitative research methods. 

An interview is an obtainment of information about the research topic which researcher and 
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interviewee come face to face (Karagöz, 2017). The reasons for using interview technique can 

be listed as follows; 

1. Lack of an appropriate, reliable, and valid quantitative research scale in the literature 

related to the subject to be researched, or the inadequacy of existing scales in expressing 

the desired fact. 

2. The idea that the one-to-one interview technique will be more effective in measuring 

the ideas related to the subject to be researched. 

3. In line with the given sample application, and the questions asked, the participants' body 

language and voice tone can be perceived and how much the participants are able to 

understand and adopt the subject. 

4. The need to explain the sample application to the participants in detail before the 

interview questions and to want the participants to have full knowledge of the focus of 

the study. 

 

At the beginning of the interview, detailed information about the REXplorer project applied in 

Regensburg, Germany is given to make the participants familiar with the subject, and the 

question stage is started after this brief information. 

The universe of the research consists of E-sports community students of Çanakkale Onsekiz 

Mart University. Criteria such as participants participating in tourism activity in the recent year 

and actively playing computer games at least 8 hours a week were taken into consideration in 

the creation of the sample. Within this scope, interviews were conducted with the students in 

the e-sports community, and also other participants were reached with the advice of these 

students. Interviews with the participants were conducted in a sound- and noise-free 

environment. The interview with each participant was recorded as a whole, and a commitment 

and consent form was signed between the participant and the researcher that these recordings 

would only be used in the relevant academic study. 

 

Findings 

The sampling criteria for the study laid the groundwork for the sample to be composed of young 

people. In this study conducted for young people as a result of the specified criteria for the right 

representation of the main population, the information about the preferences of the young 

people who play games, the factors that make tourism activities and destinations attractive for 

the young people and the expectations of the young people in the destinations are among the 

findings. 

Table 1: Tourism preferences of young people playing digital games 

 Summer 

Tourism 

Winter 

Tourism 

Places of 

Entertain

ment 

Nature 

Tourism 

/ Eco-

Tourism 

Culture 

Touris

m 

Shopping Event 

Tourism 

P1 X  X  X  X 

P2 X X X    X 

P3 X  X     

P4     X   

P5 X   X    

P6     X X  
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P7    X    

P8     X   

P9 X       

P10     X   

P11    X X   

P12    X    

P13    X    

P14     X   

P15 X    X   

P16    X    

 

The answers to the questions asked to measure which type of tourism young people prefer are 

given in Table 1. According to Table 1, the most popular tourism types among young people 

are; cultural tourism, summer tourism, and eco-tourism. Although surprisingly, cultural tourism 

activities are preferred more than summer tourism, this information shows that young people 

are not only interested in entertainment but also have an intense interest in culture and arts. 

On the other hand, in addition to the three types of tourism mentioned above, including event 

tourism, winter tourism, places of entertainment and shopping activities attract attention among 

the young people who play games. Only one of the participants stated that they could travel, 

especially for shopping purposes, but the majority stated that local products of the destination 

would be purchased. In this context, although shopping and buying habits are not a tourism 

choice in themselves, they are seen as a supportive factor that young tourists give importance 

to. Considering the formation of themes in Table 1; sea-sand-sun trio with summer tourism 

concept, winter sports with winter tourism concept, bars and clubs with entertainment concept, 

ecological farms and agrotourism activities with nature tourism and eco-tourism concept, 

natural and historical-cultural assets with cultural tourism concept, the purchase of local 

products or produced better there with the concept of shopping and festivals, congresses, etc. 

with the concept of event tourism are expressed. 

Table 2 presents the answers to the questions asked to find out what makes tourism activities 

attractive to young people and to see the expectations of young people from these activities. 

According to Table 2, recreation activities, activities involving culture, and innovation 

attract great attention among young people. In this context, the data in Table 2 supports the 

tourism type preferences in Table 1 and forms a valid and reliable connection between these 

two data groups. 

In Table 2; as well as innovation, recreation, and culture, factors such as consistency of the 

impression created for the destination, local people's behavior, and accessibility draw 

attention. Participants stated that as an inconsiderate marketing strategy, destinations were 

exaggerated and could be disappointing when they arrived at the destination. Also, it was 

observed that the behaviors of local people were important for the participants in the study. It 

is seen that the attitude and behaviors of the people encounter during the journey are important 

for young tourists. For accessibility, the participants expressed some opinions about the quality 

level of the vehicles used while going to the destination or during the tour and the availability 
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of the activities within the accommodation and destination. Considering the income level of 

young people, the importance of the concept of affordability should not be ignored. 

Considering the formation of themes in Table 2; seeing and discovering new places with the 

concept of innovation, acquiring historical and artistic information with the concept of culture, 

entertainment and refrication with the concept of recreation; price/performance measure of the 

activities in which individuals participate with the concept of affordability, the concept of 

cleanliness and order of accommodation where the individuals stay, the image of the destination 

with the concept of consistency of the impressions created for the destination, and also in this 

context, to meet the expectations created by tourists, the behavior of individuals in the 

destination with the concept of the behavior of local people and finally with the concept of 

accessibility provided to the destination and activities are included. 

Table 2: Factors that make tourism activities attractive to young people and their expectations 

from these activities 
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P1       X X 

P2    X X    

P3  X X      

P4  X       

P5   X      

P6  X  X  X  X 

P7      X   

P8 X  X      

P9    X X    

P10  X     X  

P11 X  X      

P12 X  X      

P13   X      

P14 X  X      

P15  X X      

P16      X   

 

Among the participants of the sample, there are mostly competitive online games such as 

League of Legends, PlayerUnknown's Battlegrounds, and there are also quiz-style games, 

racing, sports, strategy, and history games. Considering the participants, the platforms that are 
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used to play games are mostly computer, smartphone, and game consoles (Playstation, XBOX 

360, etc.). 

The participants stated that their general aim in playing games was to have fun. However, the 

majority of the participants indicated that the games were not limited to entertainment but that 

the educational and instructional features of the games were also reflected to the players. It is 

understood from some of the comments below that the games of foreign origin are particularly 

effective in learning a foreign language. 

 P2:"... I can give you an example from my English in terms of the games' educatory side.  

I learned many words in games because most of the games are in English. On the other hand, 

because you play games with people from all over the world, talking to them helps to improve 

your language. You can also make friends from around the world with games." 

 P4: "I like playing games, and I find them entertaining. Some games are just fun, while 

others are educational and thought-provoking. For example, some games give you practicality 

for business and social life. Games that require you to think early on in the next stages enable 

you to respond faster to the customer within the business." 

 P7: "... I have a 12-year-old nephew. He learned English from games so that games can 

be used in educational terms." 

 P11: " Digital games are both fun and useful. Personally, I think they contributed a lot 

to me learning English. They can be used for educational-instructional-entertaining purposes." 

 In addition to the answers above, some of the participants stated that the games in a 

foreign language bother them, and this is a problem in terms of understandability. 

 Within the scope of the data obtained from the research, the themes related to the game 

motivation and game habits of young tourists who love digital games during their tourism 

activities are given below. 

Entertainment and Relief 

According to the findings of the research, the most common aim of playing a game among the 

game lovers is to have fun. It was found that the players prefer games that appeal to their 

interests in daily life, but their interest in shorter and easier games increases during the holidays. 

 P2: " I love games. It makes you feel better, even at least to distract.." 

 P4: "I like playing games and find them entertaining..." 

 P3: "... When we are bored, sad, unhappy, having a quarrel with our family, such as all 

kinds of mental depression, these digital games actually entertain us in a different world and 

make us happy. No matter how limited we are in these games, we feel freer. Especially in the 

open world and strategy games, we spend so much time that we don't understand how time 

passes. Therefore, digital games are complementary elements for us. These days, especially in 

war games, people always kill each other, bomb-dropping somewhere, taking hostages, there 

are events such as tank blasting. These make us wild. In fact, these take the monster inside out 

of us to relax. That's why we're not surprised when a person dies in real life, or we can be calm 

because we're used to these kinds of situations in games." 

 P11: " Playing games is both fun and relaxing." 
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Curiosity 

In terms of the answers received, the importance of the sense of curiosity among the players 

can be clearly seen. Particularly, the answers of the participants to the questions about the 

interactive augmented reality games in historical and cultural destinations showed that the 

players could participate in tourism activities through such games. 

 P4:" For example, I am very curious about what happened in the Second World War, 

but I can't go and see it. If a game shows me these places, it makes me curious, and then I want 

to go and see." 

 P3:" This kind of game arouses my curiosity. Besides, such an application can give us 

tips on both the region and the game. Even if I don't think of going, I might even consider saving 

up and going there after something like this." 

Idle Time 

Players play games for time-killing as well as entertainment purposes. Especially during the 

journeys to and from the holiday zone, computer games through mobile games or portable 

computers are of great interest to game lovers. 

 P6: " If I have access to the Internet and my phone is available, I play games. Because 

I get bored, and time has to pass. " 

 P3: " I usually play on the phone to kill time on a long-distance bus." 

 P14: " I play games by listening to music during the journey. This makes the journey go 

fast for me." 

 Among the participants, some stated that they could not play games on the journey for 

personal reasons. 

 P1: " When you look at the device while you are on the bus or the plane, it makes 

dizziness and makes you unable to follow the screen. This happens to me a lot. I get dizzy when 

I play games or look at something on the phone. That's why I don't play.." 

 P2: " If I play the game while on the road, I feel nauseous and dizzy. In short, I feel 

uncomfortable. That's why I can't play games on the journey; I can't even look at the phone for 

a long time." 

When the participants were asked about their thoughts on playing during the holiday, 

the majority of the participants expressed that they would continue to play during the holiday. 

Some participants showed the daily tasks in the games as the reason, and others stated that they 

could not leave the games and that they feel the need for playing games every day. The 

following themes have emerged: Responsibility - Game Tasks - Commitment. Participants' 

views on these themes are given below. 

P2: " When I go on holiday, I try to enjoy the holiday rather than play, but when I go to 

bed at night, I play at least 1-2 hours before I go to sleep. At least I do the tasks in the games." 

 P4: " If I'm going to relax on vacation and stay for a long time, of course, I'll play. 

Çünkü the game is part of my relief." 
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 P1: "... it is obvious that I cannot leave the game anyway, and I would gladly play while 

on holiday." 

 On the other hand, some of the participants have objected to the idea of playing 

computer games or mobile games during the holidays but stated that they would play an 

interactive augmented reality game based on their destination. 

 P8:"... If you go on holiday, you should have a holiday, and the game can be played at 

home. If we consider an interactive tourism game as a social activity, it would be disrespectful 

to put it in the same category as digital games." 

 P6: " Normally I don't play on holiday, but if I stay for more than a week I do. If I have 

a short time, I stay out. The time is limited, I don't want to waste time, but I can play a game 

like this. It is a nice option, especially for solo travelers." 

In addition to these themes, it is seen that not all participants want to take a break from their 

gaming habits for the holidays and at the same time, do not give up on vacation for their gaming 

habits. In this context, players play games during short or long periods. On the other hand, it is 

mentioned that playing a mini-game about this destination before traveling to a destination 

affects both the decision-making process and travel experience positively. The participants 

stated that the games related to the destination should be honest and realistic. At the same 

time, the content and quality of the game are of high importance for the players. The opinion 

that the presence of an augmented reality game on the region in the travel destination would 

positively affect the travel was also expressed by most of the participants, and 2 of the 16 

participants said that such a game would not affect the travel experience. 

 According to the findings of the study, a destination game can encourage tourists to 

come back to this destination if it is a qualified, up-to-date, and progress-saveable game. 

 P2: "... For example, I go abroad. Let's say there is a game like this in country A and I 

have a week for a holiday. If I'm going to country B, I go to country A, then I go to B, or after 

B, I go back to country A. I would spend at least two days in a game for a week of holiday, and 

I would continue my holiday again." 

 P1: "...If you like it, you could make your next travel plan considering this game. This 

is all about the goodness and attractiveness of that game. " 

Participants' answers to questions on whether the interactive game of augmented reality in a 

tourism destination would be effective in breaking down the prejudices about this region show 

that such a game can help except security gaps such as war and terror. Nevertheless, some of 

the participants stated that prejudice could not be broken down with a game. 

All participants stated that it would be enjoyable to explore the region with an interactive game 

while traveling in a destination they do not know, and such an application would provide great 

convenience. In particular, it was stated that such an application would be very convenient for 

tourists traveling alone. 

All of the participants said that when they experience an interactive augmented reality game 

related to destinations, they will share their experience in their social media accounts. The most 

mentioned social media platforms by the participants are Facebook, Instagram, and Twitter. All 

of the participants stated that they would use video or photos in their sharing and that such an 

experience cannot be conveyed only by writing. 
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Finally, when the participants were asked about their ideas about the development of such a 

game in the Troy region of Çanakkale, all participants gave a positive opinion, and some 

participants even said they could do their best to support such a project. 

CONCLUSION AND EVALUATION 

In the interviews conducted during the research, it was seen that young game lovers give 

importance to the quality of the game, and the importance of developing an interactive 

tourism/destination game emerged. The characteristics of a destination game and the details 

about the destination are of great importance during the development of the game. This result 

supports the study of Benyon et al. (Benyon, Quigley, O’Keefe, Riva, 2014). Benyon et al. 

stated that the characters and the game environment are effective in the level of satisfaction in 

the game. 

On the other hand, themes related to the game motivation of young people (such as curiosity 

and entertainment) are similar to the results obtained by Xu et al. (Xu, Tian, Buhalis, Weber, 

Zhang, 2016). In the aforementioned study, the researchers have come across some patterns 

such as curiosity, entertainment, desire to succeed, socialization; however, in this study, 

according to participants’ opinions, game motivations are mostly shaped through the concepts 

such as entertainment and relief, curiosity, responsibility (daily tasks in games, etc.), time-

killing methods. From this point of view, although factors such as personal pleasures, cultural 

differences, and personal game perception can make a difference in the game motivations of 

digital game lovers, it is seen that the main game motive is fun and curiosity. 

The opinions expressed by the participants differ on a subject. Some of the participants claimed 

that an interactive destination game would make the trip more enjoyable for tourists traveling 

alone, while others said it would be more enjoyable to play such a game with a community of 

friends or in groups with people they never knew. Therefore, when destination games are 

designed, it is important to be convenient to be played both as a group and as a single player. 

 

The benefit potential of the games in the field of education has been seen in previous studies in 

the literature. (Souza & Delacruz, 2006; Wu & Wang, 2011). According to the answers of the 

participants, the effect of the games is clearly seen, especially in language learning. Due to its 

design, games can make learning activities more enjoyable in any educational field and provide 

ease of learning. Similarly, it is emphasized that the characteristics of the destination can be 

learned throughout the game. 

Games related to tourism destinations (augmented reality, virtual reality, or virtual games) can 

bring about various opportunities related to these destinations. A well-designed and long-term 

game has some potentials that should not be ignored, such as increasing the number of overnight 

stays in the destination or re-visiting the destination if the player ties himself. 

An interactive destination game to be developed for the Troia region of Çanakkale will increase 

the number of overnight stays in the region and thus increase tourism income and employment 

at the same rate. Troia, which has a deep history, should not only be a historical site but should 

be used more effectively in the development of the region supported by innovative projects. 

Based on the findings of the study, the popularity of the digital gaming world among the new 

generation should not be overlooked, especially in the field of tourism. It is thought that the 

tourism sector, which is shaped according to human needs and values that change over time, 

should also keep up with this change. For this reason, it is recommended that tourism managers 

and planners should not ignore this development but carry out infrastructure works that can 
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attract especially young tourists to the region, besides; it is thought that further academic studies 

will be conducted and different dimensions will be considered. 
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BUT FIRST, LET ME TAKE A SELFIE! A Study on Female Tourists 

Visiting Marmaris 

Assoc. Prof. Dr. Burhan Kılıç1, Res. Asst. Faruk Yüksel2, Salim Akçay3 

 

Abstract 

As a result of the internet networks and cameras integrated into mobile phones, a phenomenon 

called selfie has emerged all over the world in recent years. Selfie often refers to photographs 

of people taken with front cameras integrated into their phones. Internet access on mobile 

phones allows users to access their social media sites at any time and allows them to instantly 

share their moments of their lives with other users on their networks. These shares may be 

selfies taken in the flow of daily life or selfies taken in front of urban landmarks during visits 

to a touristic destination. In this context, the subject of the study is to examine the self-concept 

of the selfies taken by tourists and sharing motivations. Since the majority of these shares on 

social media sites belong to female users, only female tourists were included in the research 

sample. Data were collected from female tourists visiting Marmaris and linear multiple 

regression analysis, factor analysis and reliability analysis were used for data analysis. In 

addition, the demographic structure of the participants was obtained by looking at the 

percentage and frequency distributions of the data. From the findings, it was concluded that 

Self-concept, along with all its sub-dimensions, was effective on selfie taking, selfie sharing 

motivations and planning of selfie sharing times. 

Keywords: Selfie, Selfie Taking, Selfie Sharing, Self-concept, Female Tourist. 

Introduction 

As a result of the use of technological developments in human life, it is possible to talk about 

many outputs. As one of these outcomes, Web 2.0 and “social media” have taken place in daily 

life, individuals’ social relations have shifted to a different direction. Web 2.0 enables users to 

create original content and evaluate the content created by others with audio, written and visual 

elements that it supports (Fogel, 2010:56; Yüksel and Kılıç, 2016:895). Another outcome of 

technological advances is that Web 2.0 and social media can access integrated digital cameras 

via mobile phones. In this respect, the digital world fits into the pockets and palms of individuals 

today. In addition to providing easy access to the digital world, individuals have moved most 

of their lifes to the digital world. Web cameras or cameras integrated into mobile phones capture 

the instant experiences of individuals in their lifes and allow them to share with other people in 

the network, even with the whole world, on social media channels simultaneously. 

A new social phenomenon known as “Selfie” has emerged as a result of preparing the ground 

for individuals to easily photograph themselves through front cameras of their mobile phones. 

Selfie is defined as; “sharing an individual’s portrait with a camera or an arm-length camera, 

either alone or with others, as if looking through the mirror and sharing it on the network” 

(Sorokowski, et al. 2015:124). The word “Selfie” entered the Oxford English Dictionary in 

2013 and is considered the word of the year (www.bbc.com). In addition, 21 June 2014 was 

announced by the BBC as the “Selfie Day” (www.telegraph.co.uk). In 2015, Google reported 

that 24 billion selfies were uploaded to their servers (www.dailymail.co.uk). 

Individuals sometimes take selfies in front of certain urban landmarks and embody intangible 

tourist experiences in order to say that “I was here” (Stylianou-Lambert, 2012). Therefore, 

 
1 Muğla Sıtkı Koçman University, Turkey, burhankilic@gmail.com 
2 Muğla Sıtkı Koçman University, Turkey, farukyuksel@mu.edu.tr 
3 Muğla Sıtkı Koçman University, Turkey, akcaysalima@hotmail.com 

http://www.dailymail.co.uk/


 
 
 
 

39 

 

Souza et al. (2015) call the travels that take place today as the “Selfie Period”. During this 

period, many tourists strategically choose selfie photos that give information to the other party 

and manipulate these photos with various photographic filters or programs in the direction they 

wish and share them in their social media accounts (Kim and Tussyadiah, 2013). Because, 

individuals refer to themselves with all their own thoughts and feelings as an object due to their 

self-concepts (Hawkins, et al. 2001:428). Individuals are asked the following questions by self-

concept, which is divided into four basic dimensions and consists of individuals’ attitudes 

towards themselves (Sirgy, 1982; Hawkins, et al., 2001:428); “How do I see myself? (Actual 

Self), How do I want to see myself? (Ideal Self), How do others see me? (Social Self), How do 

I want others to see me? (Ideal Social Self)”. The answers of these questions that individuals 

ask themselves are hidden in their lifestyles. This is because lifestyle is a form of self-concept 

and an output of internal individual characteristics shaped by social interactions throughout the 

individuals’ life cycle (Hawkins et al. 2001). Therefore, physical appearance, clothing style, 

brand preference, moments experienced, experiences, activities realized, preferred places, food 

and beverages and destinations visited give clues about the individual’s lifestyle. Selfies emerge 

as a result of photographing these clues of the individual as a whole without any mediator. The 

selfie sharing of the individual on social networks allows the users permitted on the network to 

have immediate access to the individual’s life. Thus, the individual show the moment that he 

or she lived to the others as he or she wishes to see or to be seen by the environment via selfie 

photos (Jerslev and Mortensen, 2016). 

Fox and Rooney (2015) concluded that men shared selfies in connection with narcissism. 

However, in terms of difference between selfie and gender, it was an important result of the 

study by Musil et al. (2017) that women generally express themselves more than men and share 

selfies more often than men. In addition, when the statistics were analyzed, it was found that 

women are the majority in social media use compared to men (Smith, 2014). On the other hand, 

it was determined by the studies that women attach more importance to their appearance than 

men (Chaiken ve Flett, 1990; Tiggemann and Williamson, 2000; Pliner, Aubrey, 2006). In this 

context, when determining the population and sample of the study, these results were taken into 

consideration and the study was carried out only with sample of female tourists. 

When the literature was examined, previous researchers have conducted research on various 

causes of selfie behaviours; gender, objectified self-presentation and selfie (Lyu, 2016), selfie 

sharing motivations and behaviours (de Vaate et al. 2018), gender and self-esteem (Pliner et al. 

1990), gender, self-presentation and selfie sharing (Chua and Chang, 2016), gender, selfie 

sharing and narcissism (Arpacı, 2018), self-respect, social-exhibitionism and selfie sharing 

(Sorokowska et al. 2016). However, selfie taking and sharing motivations of female tourists has 

not been examined in terms of self-concept yet. Therefore, in this study, the following 

hypotheses were tested in order to find out the relationship between self-concept and selfie 

taking and sharing motivations of female tourists: 

 

H1: The self-concept of female tourists has a positive effect on selfie taking  motivation. 

 

H2: The self-concept of female tourists has a positive effect on selfie sharing  motivation. 

 

H3: The self-concept of female tourists has a positive effect on the planning of  sharing time 

of selfies.  
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Method 

Research Objective 

In this study, the factors that pushed female tourists visiting Marmaris to take and share selfie 

were investigated in terms of self-concept. For this purpose, first of all, selfie taking and sharing 

motivations were determined and the relationship between these motivations and self-concept 

was examined. In this study, it was tried to understand the motivations of female tourists to take 

selfie in the destinations they visited and their motivations to share their selfies. In addition, it 

is aimed to determine the correlation between these motivations and self-concept on female 

tourists and how it effects selfie behaviours of female tourists. Concordantly, it is thought that 

the research will provide information for destination managers from a different paradigm in 

order to use destinations effectively in the promotion and marketing activities. 

 

Sample and Data Collection 

The research model applied quantitative research method. A questionnaire was used as a data 

collection tool and the primary data was studied. The questionnaire consisted of 5 parts. In the 

first part of the survey, there were 16 items for measuring selfie taking motivation. These items 

were adapted from previous studies (Van House, 2007; Glanz et al. 2008; Papacharissi and 

Mendelson, 2011; Clements et al. 2015; de Vaate et al. 2018). There were 16 items in the section 

on measuring selfie sharing motivations. Items were adapted from various studies (Siibak, 

2009; Clements et al., 2015; de Vaate et al., 2018). In the third part of the scale, 4 items to 

measure self-concept were adapted from the studies of Sirgu and Su (2000). Participants were 

asked to respond to the aforementioned statements using 5-point Likert-type scale (1=Strongly 

Disagree, 5=Strongly Agree). Four items adapted from Fox and Rooney (2015), Lyu (2016) 

and de Vaate et al. (2018) were included in order to measure planned selfie sharing in the 

survey. As in the previous sections of the questionnaire, participants were asked to respond to 

these items using a 5-point Likert-type scale (1=Strongly Disagree, 5=Strongly Agree). Finally, 

participants were asked to answer demographic questions (marital status, educational 

background, age range, income level, occupation and nationality). 

The population of study consisted of female tourists visiting Marmaris. The sample was 

composed of 330 tourists from Turkey and various other countries (tourists of different 

nationalities will be referred to as “foreigners” under a single varibale in the research). A 

preliminary study was conducted with 30 participants before field study and after the required 

analyzes, it was found that the questionnaire was very suitable for use in the study and no 

changes were made on the survey. Data was collected by convenience sampling method in 

Marmaris in August-October 2018. In order to test the hypotheses developed parallel to the 

research question, factor analysis and multiple linear regression analysis were applied to data 

set. In addition; percentage and frequency distributions of data were analyzed using descriptive 

statistics (p<0,05). 

 

Analyzes and Findings 

The reliability analysis results of 16 items for selfie taking motivations, 16 items for selfie 

sharing motivations, 4 items for planned selfie sharing and entire scale are given in Table 1. 

 

Table 1. Reliability Analyzes (n=330) 

Scale Cronbach’s Alpha n 

Selfie Taking Motivations ,927 16 

Selfie Sharing Motivations ,933 16 

Planned Selfie Sharing  ,929 4 
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Self Concept  ,905 4 

 

Peterson (1994) stated that the acceptable range of Cronbach’s Alpha values are 0,7 and above. 

Accordingly, since the Cronbach’s Alpha values of the scales used in the study were 

0,7<,927<1, 0,7<,933<1, 0,7<,929<1, 0,7<,905<1 and it was understood that there was no 

reliability problem and scales were in the highly reliable group. 

Table 2 and Table 3 show the demographic data of the participants. When Table 2 is examined, 

it is understood that more than half of the participants are married and foreigners. In addition, 

it is seen that nearly half of them are private sector employees who are primary and high school 

graduates and one third of them are between 26-35 years old. 

Table 2. Demographics (n=330) 

Marital Status n % Educational Background n % 

Married 157 47,6 Primary and High School 140 42,5 

Single 173 52,4 Associate Degree 62 18,8 

Age Range   Bachelor’s Degree 74 22,4 

18-25 92 27,9 Graduate Degree 54 16,4 

26-35 106 32,1 Occupation   

36-45 64 19,4 Self-Employment 58 17,5 

45+ 68 20,6 Public Employee 83 25,1 

Nationality   Private Sector 134 40,6 

Domestic 160 48,5 Retired 55 16,6 

Foreign 170 51,5    

 

When the income groups in Table 3 are analyzed, it is seen that the income levels of domestic 

participants are evaluated in Turkish Lira and the incomes of foreign participants are evaluated 

in Euro. Accordingly, it is seen that one third of the domestic participants are from 2000 TL 

and below, and one third of them are from 2001-3000 TL income group. When the income of 

foreign participants is examined, it is seen that nearly one third of them are in the income group 

of 1001-2000 Euros and one quarter of them are in the income group of 2001-3000 Euros. 

 

Table 3. Income Status (n=330 (160+170)) 

Income (TL) n % Income (€) n % 

2000 and below 50 31,2 1000 and below 39 22,9 

2001-3000 49 30,6 1001-2000 49 28,8 

3001-4000 18 11,25 2001-3000 44 25,8 

4001-5000 14 8,75 3001-4000 12 7 

5000 and above 29 18,1 4001-5000 9 5,2 

   5001 and above 17 10 

 

In the study, factor analysis was applied to the scales in order to measure the construct validity 

and to collect the items under certain factors. Firstly, the results of the factor analysis of selfie 

taking motivations are given in Table 4. 

As indicated in Table 4, KMO (Kaiser-Meyer-Olkin) value of selfie taking motivation scale is 

0,919, Cronbach’s Alpha value is 0,927 and p<0,001. Therefore, it is seen that the scale is 

suitable for factor analysis and provides construct validty. As a result of factor analysis, one 

item was removed because the factor load was low (I take a selfie when there is no one to take 

photos), and one item had overlapping loads (I take a selfie to show who I am and what I do). 
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The remaining items were grouped under 3 factors; “Social Presure and Identity”, 

“Entertainment” and “Habitual Passing of Time”. 

Table 4. Results of Factor Analysis of Selfie Taking Motivation (n=330) 

STATEMENTS 
FACTORS 

1 2 3 

SOCIAL 

PRESSURE 

AND 

IDENTITY 

I take a selfie to meet new people ,851   
I take a selfie because it makes me feel important ,803   
I take a selfie to show a different identity ,785   
I take a selfie because it is “cool” ,773   
I take a selfie because everybody does it ,751   
I take a selfie as a habit ,631   

ENTERTAIN- 

MENT 

I take a selfie because I enjoy it  ,844  
I take a selfie to memorize a moment  ,823  
I take a selfie because it is entertaining  ,798  
I take a selfie to stay in touch with family and friends  ,736  

I take a selfie as a form of self expression to show my creativity  ,570  

HABITUAL 

PASSING OF 

TIME 

I take a selfie when I have nothing to do better   ,814 
I take a selfie to kill time when I am bored   ,804 
I take a selfie to have something to do   ,715 

Eigenvalues 4,414 3,158 2,542 

Varinace Explanation Ratio of Factors 31,532 22,555 18,155 

Total Variance Explained 72,242 

Cronbach’s Alpha Value of Scale ,927 

Kaiser-Meyer-Olkin Measurement of Sampling Adequacy ,919 

Principal Components with Varimax Rotated Factor Analysis. p<0,001 / X2:3071,741 / df:91. 

Factor analysis of selfie sharing motivation results are given in Table 5. As a result of factor 

analysis KMO (Kaiser-Meyer-Olkin) value of the scale is 0,918, Cronbach’s Alpha value of the 

scale is 0,933 and p<0,001. From these results, it was found that the scale was suitable for factor 

analysis and consturct validity was provided. No problems were encountered in factor loads 

and distribution of loads and no changes were applied for 16 items. 

Table 5. Results of Factor Analysis of Selfie Sharing Motivation (n=330) 

STATEMENTS 
FACTORS 

1 2 3 

SOCIAL  

SHOW-OFF 

I share a selfie to express what kind of clothing style I like ,840   
I share a selfie because my face is clearly visible in selfie more than an ordinary photo ,796   

I share a selfie to express my life style ,792   

I share a selfie because I look sexy in selfies ,790   

I share a selfie because it displays my brand preferences ,777   

I share a selfie because it reflects my personality ,760   

I share a selfie to show my lifestyle to everybody ,715   

I share a selfie because I look good on selfies   ,619   

MOMENTS 

WORTH 

REMEMBERING 

I share a selfie because my family and friends in the selfie shot  ,853  
I share a selfie because it reminds me an important moment of my life  ,842  

I share a selfie because it is taken in a beautiful location  ,803  

I share a selfie because there are important objects in the selfie  ,739  

I share a selfie because it is taken in a famous place  ,737  

SOCIAL 

EXPECTATION 

It is expected of me that I share a selfie   ,852 

I feel a social pressure to post a selfie   ,852 

I share a selfie because a I think a lot of people look at my selfies on social media   ,611 

Eigenvalues 5,426 3,628 2,385 

Varinace Explanation Ratio of Factors 33,912 22,672 14,906 

Total Variance Explained 71,491 

Cronbach’s Alpha Value of Scale ,933 

Kaiser-Meyer-Olkin Measurement of Sampling Adequacy ,918 

 Principal Components with Varimax Rotated Factor Analysis. p<0,001 / X2:3859,285 / df:120. 
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The items were grouped under 3 factors and these factors were named as “Social Show-off”, 

“Moments Worth Remembering” and “Social Expectation” respectively. On the other hand, the 

results of the factor analysis applied to the 4 items to measure the planned selfie sharing time 

of female tourists are given in Table 6. Accordingly, the items were gathered under a single 

factor and this factor was named “Planned Selfie Sharing Time”. Principal Components with 

Varimax Rotated factor analysis revealed that the Cronbach’s Alpha value of the scale is 0,929, 

p<0,001 and the KMO (Kaiser-Meyer-Olkin) value is 0,799. 

 

Table 6. Results of Factor Analysis of Planned Selfie Sharing Time 

STATEMENTS 
FACTOR 

1 

PLANNED 

SELFIE 

SHARING 

TIME 

I postpone to share some of my selfies, so more people can like my selfies ,935 

I postpone to share some of my selfies, so more people can see my selfies ,925 

Before I post a selfie, I think about the best time to post my selfie ,891 

I postpone to share some of my selfies, so more people can comment on my selfies ,882 

Eigenvalues 3,302 

Varinace Explanation Ratio of Factors 82,542 

Total Variance Explained 82,542 

Cronbach’s Alpha Value of Scale ,929 

Kaiser-Meyer-Olkin Measurement of Sampling Adequacy ,799 

Principal Components with Varimax Rotated Factor Analysis. p<0,001 / X2:1190,681 / df:6. 

Multiple linear regression analysis was performed for each factor (Social Pressure and Identity, 

Entertainment, Habitual Passing of Time) in order to understand the effect level of self-concept 

on selfie taking motivaiton. The findings of the analysis are given in Table 7, Table 8 and Table 

9 respectively. 

 

Table 7. The Effect of Self-Concept on Social Pressure and Identity (n=330) 

 Beta (ß) t p 

Constant  10,280 ,000 

Actual Self ,097 1,521 ,129 

Ideal Self ,147 2,208 ,028 

Social Self ,131 1,763 ,079 

Ideal Social Self ,350 4,834 ,000 

R2 ,423  
Adjusted R2 ,416 

F 59,628 

p ,000 

Durbin-Watson 1,757 

 

According to Table 7, it is seen that the disclosure ratios regarding the independent variables 

(Actual Self, Ideal Self, Social Self, Ideal Social Self) of self-concept and dependent variable 

(Social Pressure and Identity) are sufficient (Adjusted R2: 0,416). On the other hand, Durbin-

Watson coefficient (1,757) shows that there is no auto-correlation problem. The model was 

found to be significant at all levels (F=59,628 ve p=0,000). In addition, it is understood from 

the data in the table that there is a positive relationship between self-concept factors and Social 

Pressure and Identity factor and that independent variables affect the dependent variable. 

However, although the model as a whole is significant, only Ideal Social Self (ß=0,350/p<0,05) 

and the Ideal Self (ß=2,208/p<0,05) seem to affect the dependent variable. 
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Table 8. The Effect of Self-Concept on Entertainment (n=330) 

 Beta (ß) t p 

Constant  22,123 ,000 

Actual Self ,322 4,275 ,000 

Ideal Self ,061 ,764 ,446 

Social Self ,210 2,380 ,018 

Ideal Social Self -,152 -1,770 ,078 

R2 ,186  

Adjusted R2 ,176 

F 18,529 

p ,000 

Durbin-Watson 1,913 

 

 It is understood from the Table 8 that there are findings about the effect of self-concept 

on entertainment factor, which is one of the factors related to selfie taking motivation, the 

disclosure ratios of dependent and independent variables are sufficient (Adjusted R2: 0,176) 

and there is no auto-correlation problem (Durbin-Watson: 1,913). The model is significant at 

all levels (F=18,529 ve p=0,000). While the independent variables Actual Self 

(ß=0,322/p<0,05) and Social Self (ß=0,210/p<0,05) have a possitive effect on the dependent 

variable, it is seen that Ideal Self and Ideal Social Self have no statistically significant effect on 

Entertainment. 

 

Table 9. The Effect of Self-Concept on Habitual Passing of Time (n=330) 

 Beta (ß) t p 

Constant  11,528 ,000 

Actual Self ,164 2,290 ,023 

Ideal Self ,057 ,762 ,447 

Social Self ,169 2,016 ,045 

Ideal Social Self ,187 2,285 ,023 

R2 ,264  

Adjusted R2 ,255 

F 29,089 

p ,000 

Durbin-Watson 1,571 

 

 Table 9 shows that the results of the regression analysis conducted to understand the 

effect of self-concept on Habitual Passing of Time factor. While the Durbin-Watson coefficient 

(1,571) indicates that there is no auto-correlation problem, the adjusted R2 value (0,255) 

indicates that the independent variable’s ratio of disclosure of the dependent variable is 

sufficient. When the other data are examined, it is understood that the model as a whole is 

significant at all levels (F=29,089 ve p=0,000). It is seen from the data in Table 9 that Actual 

Self (ß=0,164/p<0,05), Social Self (ß=0,169/p<0,05) and Ideal Social Self (ß=0,187/p<0,05) 

affect the dependent variable positively.  

 As a result of multiple linear regression analyzes conducted to investigate the effect of 

self-concept of female tourists on their selfie taking motivation and to understand the 

relationship between them, the positive effect of self-concept of female tourists on selfie taking 

motivation proved. Therefore, H1 has been supported. 
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Multiple linear regression analysis was performed for each factor (Social Show off, Moments 

Worth Remembering, Social Expectation) in order to understand the effect of self-concept on 

Selfie Sharing Motivations (H2). The findings of the analysis’ are given in Table 10, Table 11 

and Table 12, respectively. 

 

Tablo 10. The Effect of Self-Concept on Social Show-off (n=330) 

 Beta (ß) t p 

Constant  10,995 ,000 

Actual Self ,217 3,728 ,000 

Ideal Self ,151 2,457 ,015 

Social Self ,210 3,073 ,002 

Ideal Social Self ,232 3,488 ,001 

R2 ,512  

Adjusted R2 ,506 

F 85,327 

p ,000 

Durbin-Watson 1,858 

 

 It is seen from the Table 10 that the disclosure ratios of dependent variable (Social Show 

off) and independent variables (Actual Self, Ideal Self, Social Self, Ideal Social Self) related to 

self-concept are sufficient (Adjusted R2: 0,506). On the other hand, Durbin-Watson coefficient 

(1,858) show that there is no auto-correlation problem. The model is found to be significant at 

all levels (F=85,327 ve p=0,000). In addition, it is understood from the data in Table 10 that 

self-concept has a positive effect on Social Show-off at all factor levels (ß=0,217/p<0,05), 

(ß=0,151/p<0,05), (ß=0,210/p<0,05), (ß=0,232/p<0,05). 

 

Table 11. The Effect of Self-Concept on Moments Worth Remembering (n=330) 

 Beta (ß) t p 

Constant  20,261 ,000 

Actual Self ,292 3,830 ,000 

Ideal Self ,068 ,852 ,395 

Social Self ,112 1,257 ,210 

Ideal Social Self -,030 -,347 ,729 

R2 ,167  

Adjusted R2 ,157 

F 16,262 

p ,000 

Durbin-Watson 1,798 

 

In Table 11, where the effect of self-concept on the Moments Worth Remembering factor is 

examined, it is seen that the ratio of disclosure the dependent variable of the independent 

variables is sufficient (Adjusted R2: 0,157). It is understood from the Durbin-Watson coefficient 

(1,798) that there is no auto-correlation problem. Although the model is significant at all levels 

(F=16,262 ve p=0,000), only the Actual Self has a positive effect (ß=0,292/p<0,05) on the 

dependent variable. 
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Table 12. The Effect of Self-Concept on Social Expectation (n=330) 

 Beta (ß) t p 

Constant  9,223 ,000 

Actual Self ,025 ,372 ,710 

Ideal Self ,143 2,039 ,042 

Social Self ,167 2,133 ,034 

Ideal Social Self ,326 4,286 ,000 

R2 ,361  

Adjusted R2 ,353 

F 45,911 

p ,000 

Durbin-Watson 1,711 

  

Table 12 presents the findings of multiple linear regression analysis to determine the effect of 

self-concept on Social Expectation. Accordingly, the dependent variable disclosure ratio of the 

independent variables is in a sufficient level (Adjusted R2: 0,353). Durbin-Watson coefficient 

(1,711) shows that there is no auto-correlation problem. The model as whole is seen to be 

significant at all levels (F=45,911 ve p=0,000). It was found that all independent variables (Ideal 

Self ß=0,143/p<0,05), (Social Self ß=0,167/p<0,05), (Ideal Social Self ß=0,326/p<0,05)), 

except the Actual Self, which is one of the independent variable, affect the dependent variable 

positively. In the light of this information, the positive effect of self-concept of female tourists 

on Selfie Sharing Motivations was determined by multiple linear regression analysis. H2 has 

been supported.  

 The results of multiple linear regression analysis conducted to understand the effect 

level and direction of female tourists’ self-concept on the Planned Selfie Sharing Time (H3) are 

given in Table 13. 

 

Table 13. The Effect of Self-Concept on Planned Selfie Sharing Time (n=330) 

 Beta (ß) t p 

Constant  10,468 ,000 

Actual Self ,181 2,635 ,009 

Ideal Self ,163 2,257 ,025 

Social Self ,163 2,024 ,044 

Ideal Social Self ,134 1,711 ,088 

R2 ,321  

Adjusted R2 ,312 

F 38,330 

p ,000 

Durbin-Watson 2,023 

 

According to Table 13, the dependent variable disclosure ratio of the independent variables is 

sufficient (Adjusted R2: 0,312). Durbin-Watson coefficient (2,023) shows that there is no auto-

correlation problem. All factors except the Ideal Social Self ((Actual Self ß=0,181/p<0,05), 

(Ideal Self ß=0,163/p<0,05), (Social Self ß=0,163/p<0,05)) positively affected the dependent 

variable. Thus, H3 has been supported. 
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Conclusion And Suggestions 

The concept of selfie, which is brought to our daily lifes by technological developments and 

whose past is not very old, has been accepted by individuals all over the world both as a new 

word and as a new way of behaviour. Individuals sometimes take selfies in front of an important 

structure they have seen during their touristic trips, either because they look better or are fun, 

sometimes to be on the same frame as their family and friends, or in a new destination they 

travel. On the other hand, they share their selfies with their followers by presenting as they are 

or want to be through social media channels in relation to their self-concepts. Women who use 

social media more frequently than men plan their sharing time in order to get more likes or 

comments for their sharing. In this context, the purpose is to understand how the self-concept 

of female tourists who want to express themselves by taking selfies and sharing them and giving 

clues about their lives affect their motivation to take and share selfie. Therefore for this aim, 

only female tourists constituted the sample of the study. 

When the sample group was examined, it was understood that more than half of the participants 

were married and foreign. In addition, it was seen that nearly half of them were private sector 

employees who were primary and high school graduates and one third of them were between 

26-35 years old. In terms of income, it was seen that one third of the domestic participants had 

an income of 2000 TL and below, and one third of them had an income level of 2001-3000 TL. 

When the income of foreign participants was examined, it was seen that nearly one third of 

them were in the 1001-2000 Euro and quarter of them were in the income group of 2001-3000 

Euro. 

Selfie taking motivations were grouped under 3 factors and were named as Social Pressure and 

Identity, Entertainment and Habitual Passing of Time. Selfie sharing motivations were also 

gathered under 3 factors and these factors were named as Social Show-off, Moments Worth 

Remembering and Social Expectation respectively. Four items for measuring the timing of 

sharing moment of female tourists were collected under a single factor and this factor was called 

as Planned Selfie Sharing Time. Multiple linear regression analyzes were performed in order to 

understand the effect levels of self-concept of female tourists on selfie taking motivation. It was 

understood that female tourists with higher Ideal Social Self were more motivated to take selfies 

in order to create Social Pressure and Identity. This often stems from the fact that selfie-takers 

engage in social comparison for the purpose of evaluating and improving their own appearance, 

and as a requirement of social comparison to look better or at least look like others (Chae, 

2017). On the other hand, it was understood that selfie taking motivations of female tourists 

who have high Actual Self and Social Self were aimed at Entertaining. The results of the study 

of de Vaate et al. (2018) support this. Researchers identified selfie-takers as mostly women, 

and concluded that women took selfies for entertainment. In addition, even though the 

perceptions towards Actual Self and Social Self were high, it was found in our study that female 

tourists with high Ideal Social Self mostly percieve selfie as a kind of time consuming tool 

when they are bored and make it a habit. On the other hand, Madariaga-Orbea et al. (2018) 

stated that Social Self causes differences only in women’s educational motivations in their 

studies on the relationship between heritage educations motivations and self-concept. 

Multiple linear regression analyzes were performed in order to understand the effect levels of 

self-concept of female tourists on selfie sharing motivation. As a result of the analyzes, it was 

found all self-concept dimensions were effective on selfie sharing motivations of female tourists 

in relation to Social Show-off factor representing the components such as lifestyle, brand 

preference and personality related to female tourists. This is because women use fashionable 

clothes and brands in relation to their self-concepts as both social and symbolic capital in order 

to classify them according to social categories percieved by their friends and peers (McNeill, 
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2018). Merely, Hence, it was seen that selfie sharing motivation of female tourists with high 

Ideal Social Self aimed at Social Show-off. However, Wang et al. (2017) found that selfie 

sharing was not effective on life satisfaction and self-esteem. On the other hand, it was 

understood that the high level of Actual Self affected female tourists’ selfie sharing motivations 

about Moments Worth Remembering. In addition, it was found that female tourists with higher 

perception of Ideal Social Self had higher motivation to share selfie with Social Expectations. 

Dinhopl and Gretzel (2016) take into account the old history of photography and tourism, 

explain this situation that tourists make themselves visible by using selfies as well as tourist 

consumption, as a way of joining tourism in a new and different way. 

Multiple linear regression analysis were performed in order to understand the effect levels of 

self-concept of female tourists on motivation of Planned Selfie Sharing Time. According to the 

findings, it was seen that female tourists with high Actual Self were more likely to plan their 

sharing times in order to make more people like and comment on their selfies. Because, 

individuals make their own presentations to other individuals in the network by sharing selfies 

and other photos on social media platforms in order to strenghten their self-concepts and they 

become more sensitive to sharings and comments of other individuals (Farahani et al. 2011; de 

Vaate et al., 2018). 

 The concept of selfie, which has become a worldwide phenomenon, captured and shared 

by female tourists in relation to self concept. Female tourists give messages to their followers 

about their personalities, lifestyles and thus their travels through sharing their vacations and the 

destinations they visit. Because, the relations of tourists consuming and photographing 

destinations with social media viewers have become an integral part of tourist experiences 

(Dinhopl and Gretzel, 2016). This should be well understood by destination managers and 

tourism stakeholders from all walks of life. The timely recognition of changes in consumer 

behaviour is important in terms of understanding tourism demand and tourism marketing in 

accordance with demand, selection of target market and in parallel with qualification of tourism 

supply, increasing tourism revenues and continuity of tourism. 

The research was carried out with data obtained from a hotel operating in Marmaris. In future 

research, researchers may investigate the issue comparatively for male and female tourists. In 

addition, a comparative study can be conducted with female tourists from different age groups. 

The subject can be explored in different destinations with more samples. 
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Abstract  

With the advent of Industry 4.0, which brings together information technologies and industry 

activities, the reality that many devices have become smart has found its place in the tourism 

sector and the application has brought smart tourism technologies to the agenda. Smart tourism 

technologies have gained popularity in many areas, especially in the use of in-room 

technological products in hotel establishments. As a matter of fact, by responding to customer 

demands and expectations in the global tourism market at a sufficient level, hotel enterprises 

aiming to increase customer satisfaction and customer experience have started to benefit from 

smart technologies within the scope of smart tourism in increasing rates. The aim of this study 

was to determine the frequency of use regarding smart tourism technologies of hotel 

establishments. With this research, knowledge levels of the managers of 4- and 5-star hotels in 

Bursa regarding smart tourism technology applications, whether they already use smart tourism 

technology applications or future plans for the use of these applications have been determined. 

In this study, firstly, the theoretical framework related to smart tourism applications and 

technologies, which is the subject of research, was established. For the purpose of the research, 

interviews were administered to the managers of 24 hotels (4- and 5-star hotels) in Bursa city 

center, who were preferred for the main reasons such as high business volumes and intense 

competition of their establishments. Data were collected by quantitative research method. In 

terms of hotel establishments, smart tourism technologies were evaluated with the dimensions 

of “internet of things”, “mobile communication”, “cloud computing” and “artificial intelligence 

applications”. At this stage, a research conducted by Yılmaz (2019) was used. 

It is concluded that the majority of hotel businesses already used the internet of things, mobile 

communication and cloud computing applications, and also planned to use some of the internet 

applications of objects within the next 5 years. Additionally, it was determined that artificial 

intelligence technology applications were not known by the majority of hotels. 

Keywords Industry 4.0, Smart Tourism Technologies, Hotel Establisments, Bursa 

 

1. Introduction 

Technological advances leading to economic, political, cultural and social changes are called 

‘Industrial Revolution’. There are four industrial revolutions that have emerged as a result of 

these technological advances, which have led to radical changes affecting social life (Unlu and 

Atik, 2018). The first industrial revolution, which emerged in the 1800s, is now undergoing a 

new development process with the name “Industry 4.0” for the fourth time. It is possible to state 

that new generation technologies such as internet of things, artificial intelligence, sensors, 

cognitive technologies, nanotechnology, internet services, quantum computing, wearable 

technologies, augmented reality, intelligent signalling, intelligent robots, big data, 3D and 

intelligent networks are driving forces in the development of Industry 4.0. New generation 
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technology applications mentioned above have found their place in the tourism sector, and with 

Industry 4.0, positive/negative developments/improvements have been experienced in tourism. 

As a matter of fact, smart tourism applications that emerged with the new generation 

technologies developed with Industry 4.0 can be considered as the transition process from 

traditional tourism to e-tourism logic (Topsakal et al. 2018; Bahar et al. 2019). 

Tourism is considered as a social, cultural and economic phenomenon that requires 

individuals to be moved to places outside their normal environment for personal or business 

professional purposes. When the information density of tourism and its high dependence on 

information and communication technologies are taken into consideration, the importance of 

‘smart concept’ applied to the phenomena, events and situations covering tourism emerge. 

Smart tourism is considered as an advanced extension of traditional tourism in many respects. 

Then, the foundations of this technological orientation were laid. Because, with the orientation 

of tourism sector and consumers into technology and the widespread adoption of information, 

communication and development technologies, the foundations of this technological orientation 

were laid with the orientation of the tourism sector and consumers towards technology and the 

widespread adoption of information, communication and development technologies. 

Innovations such as global distribution, centralized reservation systems and the integration of 

web-based technologies that have led to the emergence of e-tourism are key examples of these 

fundamentals. This development process was also supported by the widespread adoption of 

social media. Therefore, all the innovations and developments that have emerged within this 

scope have formed the infrastructure of smart tourism applications (Atembe, 2015).  

As a result, when we consider the issue in the context of hotel businesses; it is important to 

note that the tendency of hotel customers to demand the latest technology available during their 

stay has been increasing. In other words, today's hotel customers demand a high level of 

personalization. As a matter of fact, customer satisfaction is based not only on the service, 

cleanliness and price of the hotel but also on its technology (Cobanoglu et al. 2011). From this 

point of view, in this research, the level of knowledge of the managers of 4- and 5-star hotels 

in Bursa about smart tourism technology applications, whether they already use smart tourism 

technology applications or future plans for the use of these applications have been determined. 

 

2. Literature 

2.1 Smart concept 

The concept of ‘smart’ has found its application in every stage of life. As a matter of fact, when 

the concept is considered in terms of city life; effective and fair governance practices and smart 

cities that improve sustainability and quality of life. When evaluated in terms of physical 

infrastructure; smart home and smart factories, in terms of digital media; smart phone, smart 

card, smart television (Gretzel et al. 2015). Industry 4.0, also known as the fourth industrial 

revolution; the interaction between people and objects is experienced at the highest level, the 

data flow between people and objects is provided in a simultaneous, organized and systematic 

manner, and technological elements can operate on their own. With Industry 4.0, many devices 

have become intelligent, and therefore intelligent technologies have become widely used 

(Yılmaz, 2019). Thus, a new era has been entered that will affect every aspect of daily life from 

production to trade, from health to service sector (Soylu, 2018).  

 

2.2 Smart concept in tourism industry 

It is possible to say that in the tourism sector, smart applications first emerged from smart cities 

and with smart destination dimension. Smart applications that integrate the physical and digital 

world benefit from information technologies, especially objects connected to the internet. 

Indeed, Yalcinkaya et al. (2018) underline that smart tourism includes information 

communication technologies and touristic activities supported by smart technology. 
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The smart city is where traditional networks and services are made more efficient through 

the use of digital and telecommunications technologies for the benefit of the city’s people and 

commerce (Cabi, 2019). In this sense, smart cities benefit from digital information and 

communication technologies in the dimensions of smart life, smart mobility, smart governance, 

smart people, smart environment and smart economy (Tüzünkan, 2017). Smart destination, 

which is considered as another component of smart tourism, is one of the projects implemented 

to integrate smart technologies into tourist attractions. The structure of smart destinations 

consists of technology, innovation, accessibility and sustainability (Ataman, 2018). 

 

2.3 Industry 4.0 and smart tourism technologies 

It is possible to state that smart tourism technologies are the result of Industry 4.0 applications 

considering that Industry 4.0 technologies are intelligent robots, simulation, horizontal/vertical 

software integration, internet of objects, cyber physical systems, cyber security, cloud 

computing, additive manufacturing (3D printing), augmented reality and big data and analysis 

(Yılmaz, 2019). The technologies used by today’s businesses in acquiring, processing and 

organizing data are used extensively in the tourism sector and even constitute the building block 

of smart tourism concept. In this context, technologies used in smart tourism can be listed as 

‘internet of things’, ‘mobile communication’, ‘cloud computing’ and ‘artificial intelligence 

applications’ (Cabi, 2019).  

The internet of things is defined as that every imaginable object can access the internet in some 

way and communicate with other devices (Buhalis and Amaranggana, 2013; Hacioglu et al. 

2017). In order to establish a communication between the objects, devices, systems, services, 

etc. via the internet, various technologies must be available in this environment (Kocak Alan et 

al. 2018). As a matter of fact, within the scope of the internet of things, there are technologies 

located at different points of the hotel establishments located inside the hotel (customer room, 

restaurant, lobby, warehouse, etc.) and outside the hotel (building, road, etc.) (Yılmaz, 2019). 

Mobile communication is the collection/set of applications that enable voice and data 

transmission over mobile devices and pluggable devices (Ataman, 2018). With cloud 

computing, all applications, programs and data hosted on the internet are stored on a virtual 

machine and these information, programs and data can be easily accessed at every location on 

the devices connected to the internet (Hacioglu et al. 2017). Information technologies used in 

hotel businesses vary according to departments. For example; applications such as reservation 

systems, check-in and check-out processes are used in the front desk department. However, 

services such as menu management system and beverage control system are also used in 

restaurant and banquet departments (Yılmaz, 2019). Finally, it is possible to say that artificial 

intelligence applications consist of efforts to turn a digital computer or computer-controlled 

robot into machines that understand, reason and comment like human beings (Kayıkcı and 

Bozkurt, 2018). 

 

2.4 Smart tourism technologies in tourism sector 

In the tourism sector, customers are faced with a large number of services in an environment 

where there are many similar and easily imitated services, resulting in high customer 

expectations and increased competition conditions. Therefore, in order to differentiate 

themselves from its competitors, hotel companies should be able to develop their services with 

innovative features (Gökalp and Eren, 2016). In this context, smart tourism technologies 

increase guest satisfaction, employee productivity and income in terms of hotel businesses. In 

addition, it is necessary to underline the benefits of the smart tourism technologies to reduce 

costs; capture competitive advantage and improving the image of the business (Yılmaz, 2019).  
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The most common types of smart hotel technologies available are integrated mobile data, 

facilitating room technologies, future-proof connections, security-enhancing technologies and 

energy-saving technologies (Atay et al. 2019). Examples of smart tourism technologies used in 

hotel establishments in Turkey can be summarized as follows: 

• Divan Hotel and collaboration application made by Arcelik in Turkey; Asista, the first 

Turkish assistant with Arabic and English languages, has developed a system where guests 

can make personal adjustments in their rooms (light control, curtain opening / closing, 

remote television control, etc.). In addition, the application provides access to current 

information about weather, calendar and time, currency information, alarm, radio, news 

summary and traffic (Tourism Global, 2018). 

• Located in Istanbul, Hotel Cloud 7 has a lobby area without reception and check-in / 

check-out is done with a smartphone app. At the same time, rain showers with bluetooth 

speakers, keyless entry to the room, fast and free wifi connection and access to staff via 

WhatsApp 24/7 are other smart services the hotel offers (Yalcinkaya et al. 2018). 

• With Smart by Dedeman project, the Dedeman Group has created a new hotel concept 

integrated with technology that can be described as a new generation for the expectations 

and needs of young adults known as “Generation Y”. In addition, Smart by Dedeman is 

designed to reduce the need for indoor space. In this context, 18 hotels will be constructed 

in Istanbul / Sisli including, and it is planned that visiting the rooms with virtual reality 

glasses and using the smart phone application for the entrance to the rooms before going to 

the hotel will be possible (Smart by Dedeman, 2018; Yalcinkaya et al. 2018). 

 

3. Methodology 

This research was carried out in order to determine the frequency of use in regarding smart 

tourism technologies of hotel establishments. For the purpose of the research, 24 hotel (four- 

and five-star hotels) managers with tourism establishment certificates in Bursa city center, who 

were preferred for the main reasons such as high business volumes and intense competition of 

their establishments, were interviewed. In other words, the universe of this research consisted 

of four- and five-star hotels (having a tourism establishment certificate by Republic of Turkey 

Ministry of Culture and Tourism) operating in Bursa city center.  

According to the updated data of the Republic of Turkey Ministry of Culture and Tourism 

General Directorate of Investment and Enterprises (2019) on 01.10.2019, it has been 

determined that there are 24 hotels operating in Bursa city center, 14 of which are four stars and 

10 of which are five stars. In this research, necessary permissions were obtained from the hotels 

and then with the guidance of hotel management, meetings were held between 10 October 2019 

- 22 October 2019 with hotel managers. 

This research was designed with a quantitative approach and a questionnaire was administered 

hotel managers. At this stage, the scale of a research conducted by Yılmaz (2019) was used. In 

this direction; in terms of hotel businesses, smart tourism technologies are evaluated with the 

dimensions of ‘internet of things’, ‘mobile communication’, ‘cloud computing’ and ‘artificial 

intelligence applications’.  

Validity indicates the degree of accurate measurement without interfering with any other feature 

of the feature that a measuring tool is intended to measure (Ercan and Kan, 2004). The validity 

of the data of this study was provided by the research conducted by Yılmaz (2019). In the 

aforementioned research, it was determined that the measuring tool was actually measuring the 

features that it planned to measure. On the other hand; the Cronbach’s Alpha reliability 

coefficient was calculated to determine the reliability of the research scale. Subsequently, the 
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arithmetic means and standard deviation values of the expressions related to the scale were 

found. In this context, Cronbach’s Alpha coefficient was calculated as 0.922. The statistical 

analyses performed within the scope of the research were carried out through a statistical 

package software which is widely used in social sciences. 

 

4. Results 

4.1 General characteristics of the hotel establishments 

The distributions of general characteristics of hotel establishments were evaluated by 

descriptive analysis in line with the information provided by the hotel managers participating 

in the research. In this context, the number of four-star hotels in Bursa city center was 14 and 

the number of five-star hotels was 10. According to the year of construction of the hotel 

establishments; it was concluded that the majority of the enterprises (54.2%) were established 

in 2012 and beyond. In this case; it is possible to remark that the majority of the four- and five-

star hotels in Bursa city center were new businesses. When the number of rooms of hotel 

establishments was examined; the density was found to be 41.7% to 100 rooms and below. In 

terms of bed capacity; it was concluded that the hotel enterprises had a capacity between 101-

200 beds with a share of 41.7%. The number of employees of the hotel enterprises was 45.9% 

and 101 people and above. The majority of the hotel businesses with a 50% share were 

independent. 

 

4.2 Findings about the use of smart tourism technologies of hotel establishments 

When the smart tourism technologies are evaluated in general, it is possible to express that hotel 

establishments were at the beginning of the way in using these technologies. Within the scope 

of internet of things applications, it was determined that all hotel enterprises already used 

‘electronic key card’, ‘high speed internet access’ and ‘wireless internet access’ smart 

applications. In addition, 21 hotel establishments were already using ‘in-room electronic safes’ 

and 20 hotels operating ‘cashless payment systems’. However, it was revealed that ‘smart 

glasses’ and ‘smart watch’ technologies had not yet been used by any business. On the other 

hand; it was determined that 9 hotel establishments planned to use smart key applications of 

‘keyless entry system (data matrix)’ and ‘guest device connection panel’ within the next 5 years. 

Additionally, it was determined that hotel establishments had knowledge about smart 

applications, ‘in-room interactive table’ (16 establishment), ‘in-room desktop/laptop’ (14 

establishment), ‘in-room sports systems’ (14 establishment), ‘in-room interactive mirror/wall’ 

(13 establishment), ‘smart watch’ (13 establishment) , ‘smart glasses’ (12 establishment) and 

‘in-room video game systems’ (12 establishment), but they did not intend to use them. Smart 

technology applications that hotel establishments did not have knowledge about were ‘RFID 

meeting technology’ (9 establishment), ‘smart glasses’ (9 establishment) and ‘smart watches’ 

(8 establishment).  

It is possible to say that the majority of hotel businesses within the scope of mobile 

communication were technology-oriented. As a matter of fact, 22 hotel establishments already 

used ‘mobile payment systems’, 21 hotel establishments ‘mobile reservation systems’ and 19 

hotel establishments already utilized ‘personnel information’ smart applications. 

Cloud computing stood out as a system already in use by more than half of the hotel 

establishments. In this context, the applications currently used by hotel establishments were as 

follows; ‘reservation systems’ 23 hotel establishments, ‘telephone charging switchboard 

system’ 16 hotel establishments, ‘information ‘management of guests’ with ‘check-in and 

check-out transactions’ 15 hotel establishments, ‘housekeeping management’ and ‘financial 

and billing reporting’ 14 hotel establishments, ‘menu management system’, ‘beverage control 

system’, ‘purchasing module inventory module’ with 13 hotel establishments. On the other 
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hand, it was uncovered that 7 hotel establishments planned to use “accounting module” 

technology in the next 5 years. 

Artificial intelligence technologies are currently being considered as a new field. As can be 

seen from the research findings, only 3 of the hotel establishments already used the ‘virtual 

concierge’ application. Almost half of the hotels had no knowledge of artificial intelligence 

technology applications. On the other hand, although 12 hotels were aware of ‘robot waiter’, 

11 hotels had information about ‘concierge robot’ and ‘order delivery robot (room service)’ 

applications, they did not intend to use these applications.  

 

5. Conclusion and Discussion  

In this study, in the analysis of the frequency of use concerning smart tourism technologies used 

in four and five star hotels in Bursa city center, it was concluded that the majority of hotel 

businesses already used the internet of things, mobile communications and cloud computing 

applications and they also planned to use some of the internet of things applications within the 

next 5 years.  

It was determined that artificial intelligence technology applications were not known by the 

majority of hotels. Those who were aware of the artificial intelligence technology thought that 

Turkey was not ready to practice the style of intelligent robots. They also stated that this practice 

did not comply with the Turkish understanding of hospitality. The reason for this was that 

artificial intelligence technologies require high investment and radical changes are needed; they 

are not among the preferred applications in the short term. In addition, according to the opinions 

of the participants, it was concluded that the implementation of the intelligent robot-artificial 

intelligence concept in Bursa would not be possible. In other words, the notion that the 

investments in question require large financing and time indicates that it is too early for such a 

tourism concept throughout Bursa. 

Smart technology concepts based on smart tourism are demanded by different societies and 

geographies on a global level and appear as important and expected concepts in the future. It is 

important to underline that smart technologies can make tourism more active, accessible, 

prestigious, reliable, popular, marketable and easily controllable. The success of such 

technologies is evident both in economic and sustainability fields in business and urbanism, 

which is the basis of smart technology in the world. Offering high technology to the guests can 

be mentioned as important symbols of civilization and development. This could increase 

Turkey's market share and prestige in the long term. Of course, the need for educated and skilled 

manpower to use this technology should not be ignored. Turkey is suitable for all types of 

tourism, strengthening the knowledge and technology, marketing, and will contribute to the 

country’s economy, directly or indirectly (Yıldız, 2019). 

Businesses prefer some technological developments that are widely used in order to exist in the 

market in terms of both ease of business and competition. Technological advances have been 

integrated into enterprises with partial but not all changes. For instance, changes such as 

appointment systems from the internet, smart TVs, high-speed internet, key card systems are 

currently being used. However, it is necessary to bring suitable devices to the system in question 

for data entry via mobile devices and this leads to high costs. Some hotels have a control panel 

for room temperature and lighting, but it is not yet possible to do so from the guest’s personal 

device. 

As a result, tourism operators and managers can follow smart tourism technologies closely and 

apply them to their own businesses and institutions. Public infrastructures and superstructures 
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can be made by the state/local governments to promote the concept of smart tourism/smart 

tourism technologies. Smart technology and software can be designed and developed by local 

companies. Research and development studies can be carried out in this direction and 

investments can be supported. Managers, employees and the public can be informed about the 

spread of smart tourism concept. In order to see the new tourism concept in practice, large 

investors can make pioneering investments, pilot hotels can be created with sample hotels. In 

order to ensure the sustainability of hotel businesses, they need to follow the latest technologies 

and adopt the ones that are suitable for themselves and their customers (Yılmaz, 2019). 
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A Review on the Contribution of Product-Service Innovations to Customer 

Experience 

Aslınur Yavuz1, Assoc. Prof. Dr. Muammer Mesci2 

 

Abstract 

The most important problem in the process of managing innovation is managing change. The 

main elements of managing change are human, work flow and technology. Businesses that 

establish an encouraging and well-managed system for innovation are known to have the chance 

to raise, produce and market their products and services to higher levels. Performs changes in 

product and service innovations, hotel management, increase the level of customer satisfaction, 

gain new customers, opening new markets and increasing satisfaction levels of existing 

customers such as goals. The aim of the study is to determine which areas of product-service 

innovation from types of innovation contribute to digital tourism. Qualitative research method 

was preferred in the study in order to achieve the determined objective. In order to obtain data 

on the contribution of product-service innovations to digital tourism, hotel managers were 

interviewed. The most important constraint in the research is that this research is limited to 

hotel managers covering 2 provinces. After the analysis, it was concluded that hotel managers 

follow product-service innovations and work to integrate digital applications into their 

businesses by taking customer experiences into account. 

KeyWords: Innovation, Product-Service Innovations, Customer Experience 

1.Introduction 

It is known that the subject of innovation is not only limited to businesses, but also a dramatic 

process involving major social transformations from the earliest periods of history to the present 

(Betz, 2010). Innovation is a key word for businesses to understand the values, developments, 

scope and many dimensions (Ooi, 2009: 31). With the impact of globalization, the common 

market and industry of the whole world becoming a single production platform, innovation has 

become vitally important for businesses (Atakan, 2017: 4). 

Zerenler et al (2007: 661) examined the types of innovation as product-service innovations, 

radical-gradual innovation, and organizational-marketing innovations. In order to examine the 

contribution of innovation to businesses, the authors focused on product-service innovation, 

and this type of innovation has significantly improved product-service. 

The increasing use of digital technology in the world on a global scale affects many sectors as 

well as necessitates a digital transformation in tourism. While the customer is very important 

in tourism, the customer experience becomes more important with digitalization. Customer 

experience is not a cost element, but a profit-bearing tool to attract customers to the business. 

Customer experience creates loyal customers, reduces unnecessary costs of the organization, 

increases its share in the market, enables employees to do their jobs with care (Çetin, 2012:39). 

The aim of this study is to determine which areas of product–service innovation contribute to 

customer experience in hotel enterprises. For this purpose, it was discussed with the managers 

of the hotel companies to determine which areas of product-service innovations they made in 

their businesses contributed to the customer experience. In the first part of the study, the concept 
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of innovation within the scope of the literature review was discussed and then product-service 

innovation within the type of innovation was discussed. Finally, the concept of customer 

experience is mentioned in the literature section. The method, results and evaluation were then 

carried out and the study was concluded. 

2. Literature Review 

In the literature review section, the concept of innovation, product-service innovations and 

customer experience topics will be examined.  

 

2.1 Concept of Innovation 

The concept of improvement has been defined as improvement in in-house applications and 

workplace organization, improvement in product-service, a new marketing management or a 

change in team spirit (Oslo Manual, 2006:50). (Rogers, 2002) innovation is defined as the idea, 

application or object newly perceived by the individual or society. Hansen and Birkinshaw 

(2011:101), states that the phase of innovation takes place in 3 stages: generating, transforming 

and disseminating ideas. The authors state that sub-binding tasks must take place in 3 stages. 

These are, according to the authors, internal, external and inter-unit cooperation; idea selection 

and development; it is the popularization of evolving ideas. 

In the establishments where innovation will be made, it may be necessary to provide training 

on innovation and to review the customer relations system in order to transfer the service to the 

market (Atay, 2013:31). Therefore, it is useful for businesses to determine their level of 

innovation. BoozAllen Hamilton (1982) categorized the levels of innovation as; 

• Services around the world, 

• New lines of Service, 

• New additions to existing service lines, 

• Improvement and renewal processes, 

• Re-location of gain, 

• Reduce costs at appropriate levels, 

• Creating radical innovations, 

• Innovations that develop according to demand. 

 

Enterprises that innovate and adapt to the changing world with such arrangements will be open 

to innovation.Therefore, through the process of innovation, one can create opportunity from 

ideas and change (Thompson, 2001:468) because innovation is about finding new resources, 

customers, markets, or making available resources, customers and the environment of existing 

markets suitable for innovation(Hitt et al., 2002: 6). Due to rapidly increasing competition, 

technological change and limited resourcesin the world, it is very important for businesses to 

develop, make a difference, and innovate in order to maintain their existence (Damanpour and 

Wischnevsky, 2007:270). 

 

Management should give employees a sense of trust and support in performing their work in 

order to improve their creativity; employees should know that they are safe in performing their 

work and continue to innovate and generate value in the business (Çelik and Akgemici, 1998: 

21; Shalley and Gilson, 2004: 37). Finally, it is important that businesses that aim to give rise 

to new ideas follow their innovation processes well and determine their innovation capacity 
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(Hurley and Hult, 1998: 44). In the establishment of an innovative environment in the 

enterprise, many characteristics such as ideas brainstormed together, learning new things, 

creativity and change are important (Hult et al., 2005: 281-282). In this respect, the innovation 

process will be able to contribute to the increase of innovation capacity and operating 

performance (Subramaniam and Youndt, 2005: 451). 

 

2.2 Product-Service Innovations 

 

In tourism, innovation is important in order to solve the problems arising from the 

characteristics of products (such as the active participation of customers in the service period 

since production and consumption occur simultaneously) and to evaluate the products in the 

sector. It is very important forthe customers, who are the target group in tourism, to be 

constantly open to change and innovation (KUDAKA, 2011). The development and application 

of new products and services to the enterprise is not the duty of the enterprise alone. Innovation 

in products and services is possible with the help of the supplier contributing to the production 

process and other businesses operating in the same sector, even the interaction of business 

employees and customers is necessary for this process (Sintesb and Mattsson: 2009: 382; Johne 

and Storey, 1998). 

 

Since hotel enterprises are a customer-oriented sector, it may be necessary to keep up with the 

changes around them and around the world. Innovation work is a guiding element for service-

producing hotel businesses. Customers with changing and rising demand levels are developing 

product-service innovation over generations as follows (Stone et al., 2008): 

 

Table 1: Product-Service Development By Generations 

1.Generation Input 

Indicators (1950s-

60s ) 

2.Generation Output 

Indicators (1970s-

80s) 

3.Generation 

Innovation Indicators 

(1990s) 

4.Generation Process 

Indicators (2000+ new 

spots) 

● R&D studies, 

science and 

technology 

workers 

● Capital 

significance 

● Technology 

density 

● Patents 

● Publications 

● Products 

● Change over 

quality 

● Research on 

innovation 

● Indexing 

● Incentive for 

innovation 

● Increased 

information 

● Abstract entities 

● Network 

● Increased demand 

●  Clusters 

● New management 

techniques 

● Risks/Returns 

● System dynamics 

 

Source: Stone et al.. (2008). Measuring Innovation Intangibles: A Business Perspective, Science and 

Technology Policy Institute, Washington: , IDA Document D-3704. 

In their research on changing innovation by generation, Storey and Kelly (2001) observed large 

differences between service businesses that are highly innovative and those that are low-level 

innovative. Businesses that implement innovation in real terms are known to be very successful 

in terms of developing new products and services. Businesses that want to develop and maintain 

their existence can develop new products and services in their businesses by taking the 

following 5 steps into account (Avlonitis et al., 2006): 
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• 1. Stage: Idea creation and elimination 

• 2. Stage: Business analysis and marketing planning 

• 3. Stage: Change and development in technical sense 

• 4. Stage: Experimentation i.e. applicability of a service 

• 5. Stage: Commercialization / marketing  

 

There are many studies in terms of new product-service development, and DeJang and 

Vermeulen (2003) pointed out that product-service development takes place in two stages, the 

first stage is to improve the service, and the second stage is to create a culture in the enterprise 

in order to ensure continuity of innovation in the enterprise. 

 

2.3 Customer Experience 

 

Customer experience, direct or indirect communication of customers with the business, is the 

customer's own reaction. Customer experience, brands, manufactured products and perception 

on customers are crucial to the business and marketing element. Therefore, by creating a 

customer-oriented experiential environment, it is necessary to know exactly what elements are 

coming to customers (Schmitt, 2010). In recent years, purchasing behavior and consumer 

satisfaction have shifted away from product-based thinking to an understanding of customer 

experience. Consumers have recently become more interested in experience-oriented products 

than in technical transactions such as trading and service (Pine and Gilmore, 1999: 9). 

 

With the continued commitment of existing customers to the business, the activities to gain new 

customers will provide significant opportunities for businesses to create satisfied and loyal 

customers (Zeithaml and Bitner 2003). O'malley and Prothero (2004) suggest that customer and 

business must act together so that customer experience can benefit businesses.In addition, 

paying attention to cost, customer satisfaction and persistence, increasing operating profits, 

increasing in-house responsibility, employee satisfaction and increasing digital business 

processes can benefit the business (Tourniaire, 2003). 

 

Hotel businesses that want to maintain customer satisfaction should be sensitive to the 

following rules (Scott, 2001: 82-85): 

 

• Maintaining sensitivity in an increasing trend, 

• Fully set standards of service production and conduct, 

• Find solutions as soon as possible to whatever obstacles and problems are, 

• Making abilities useful through training and development,  

• Listening to customers requests, 

• To be a follower of continuous change and development. 

 

 

Products, services, business image and employees are all essential elements for businesses to 

create a lasting customer experience and to be successful in managing the customer experience 

(Hong-li, 2008).Understanding the importance of being different from competitors, businesses 

began to work to increase customer experience and strengthen their quality. In addition, they 

need to make a roadmap on the customer experience in order for businesses to know which way 

to follow. In this way, it can make important contributions in terms of determining the 

difference between competitors. Undoubtedly, businesses that interact with their customers at 

points of contact may have the upper hand (Rawson et al., 2013). 



 
 
 
 

64 

 

 

3. Methods 

 

In this study, the qualitative research method was preferred in accordance with the purpose of 

the research and it was aimed to produce a result using the experience of the 

participants(Lincoln and Guba, 1985). Qualitative research is a type of research in which the 

researcher makes an effort to understand and interpret the individual's thoughts on these 

situations (Denzin and Lincoln, 1998). To this end, face-to-face interviews were conducted 

through a semi-structured interview form,a tool for collecting data in qualitative research, and 

in-depth information was sought on the thoughts and experiences of managers (Üzümcü, 

2015:132). 

 

In July-August 2019, in Balıkesir and Düzce province, a total of 25 hotel companies of 4 stars 

and above were contacted and semi - structured interview route data was obtained with 10 hotel 

managers who agreed to participate in the research. The reason for the selection of Balıkesir 

and Düzce province is that digital tourism studies have been carried out in these regions in 

recent years and these hotels are operating in a more professional manner. Within the scope of 

the study, 6 interview questions were prepared within the framework of general features, these 

questions were directed to hotel managers and data were obtained. During the preparation of 

the interview form, the comprehensibility and validity of the questions were examined viaexpert 

opinions. In addition, the questions in the interview form were prepared with support from the 

literature review. The number of managers of 4-star and higher hotels who attended the study 

is 10. For this reason, the universe size was 10. Since the universe is of attainable size, the exact 

counting method has been used. Therefore, a sampling method was not preferred. The interview 

form developed by the researchers consists of 6 questions and the questions are given in the 

table below. 

 

Table 2: Interview Questions 

1 What are the things that make the customer feel special in your 

hotel business? 

2 What are your thoughts on the physical elements (design, 

comfort, food and beverage, service and security) in your hotel 

business? 

3 What are your thoughts on social interactions (employee service, 

customers) in your business? 

4 What are your positive and negative thoughts on product-service 

in your business? 

 

5 

Do you have product-service innovations and digital 

applications (technological development) in your hotel 

business? If so, what are the innovations and digital 

applications? 

6 What innovations would you like to have or to be developed in 

the physical and social interactions of your hotel business? 

 

The application was carried out after the question form was created. Within the scope of the 

pilot application, 2 hotel managers were interviewed first, and the questions were tested in terms 
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of comprehensibility.Each interview, which were done in July and August, is approximately 

25-30 minutes-long.After analyzing the interviews, 10 pages of data were generated. First, the 

data was transferred to the manuscript, then the data was verified and then the findings were 

interpreted. 

 

3.1 Analysis of Data 

 

After the end of the interviews, the data was analyzed using the descriptive analysis technique. 

The main purpose of this type of analysis is to summarize the findings to the reader (Yıldırım 

ve Şimşek, 2000).The data reached in the descriptive analysis are summarized in groups. Data 

obtained can be classified according to research questions or can also be arranged with 

preliminary information in data collection stages such as observation, interview. It is possible 

to cite data sources in this type of analysis. The reason for this is that opinions are conveyed to 

the reader in a clear situation. The purpose of this analysis is to provide clarity and usability to 

readers (Altunay et al, 2014: 67). 

 

4. Results 

 

The opinions of the participants were analyzed and transferred without giving their names on 

the basis of confidentiality. During the analysis phase of the findings, the answers of the 

participants were important. The analysis has been rearranged according to the answers given 

and the findings have been presented within the framework established. In this part of the study, 

the questions, answers and problems included in the interview form were classified and the 

findings were transferred. 

 

Table 3: Demographic Findings of Participants 

 

Number 

Of 

People 

Gender Age Educational 

Status 

Position In The 

Enterprise 

P1 M 32 Postgraduate 

 

Manager 

P2 M 35 Postgraduate 

 

Manager 

P3 M 39 Licence Manager 

P4 M 46 Licence Manager 

P5 M 49 Licence Manager 

P6 M 34 Licence Manager 

P7        M 30        Licence  Manager 

P8 M 32 Postgraduate 

 

 Manager 

P9 M 35 Postgraduate 

 

Manager 

P10 M 41        Licence Manager 

 

When Table 3 was examined, it was determined that 10 of the participants were male and that 

the participants' ages were generally between 30 and 40 years of age and that their educational 

status was close to those who had a bachelor's degree and those who had a graduate education. 

https://tureng.com/tr/turkce-ingilizce/postgraduate
https://tureng.com/tr/turkce-ingilizce/postgraduate
https://tureng.com/tr/turkce-ingilizce/postgraduate
https://tureng.com/tr/turkce-ingilizce/postgraduate
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It was concluded that all of the people interviewed were hotel managers. 

 

The results obtained according to interview questions are presented below. 

 

4.1 What are the things that make the customer feel special in your hotel business?  

He asked the managers, "what are the things in this hotel business that make the customer feel 

special in a sensory sense?" the question has been asked. As a result of the analysis, managers 

stated that there are situations that make the customer feel special when they want to be able to 

chat with the staff and get the necessary information from all the staff about the hotel and the 

city they are in. On the other hand, some managers have stated that generally a special welcome, 

the smiling face of the staff, and the in-room treats make a customer feel special.For example, 

a hotel manager has expressed an opinion that “you made us feel very special during the 

reception, and you gave us the feeling that we had met before we arrived.” 

 

4.2 What are your thoughts on the physical elements (design, comfort, food and beverage, 

service and security) in your hotel business? 

He asked the managers, "what are your thoughts on the physical elements (design, comfort, 

food and beverage, service and security) in the hotel business?" a question was asked. As a 

result of the analysis, the managers emphasized that the hotel design should be stylish, the 

comfort level of the rooms should be high and functional, the hygiene should be rigorous, the 

food and drinks should be carefully and perfectly presented to the customer with professional 

cooks.He also emphasized that the majority of managers pay attention to design and comfort 

for their customers “from the moment our customers come in from our business, we work with 

competent people to be striking with their design and we follow the constant change in this 

regard”. 

 

4.3 What are your thoughts on social interactions (employee service, customers) in your 

business? 

He asked managers, " what are your thoughts on social interactions in the business (employee 

service, customers)?"the question is posed. The managers stated that they selected their 

employees carefully before hiring them, went through a gradual recruitment process, that their 

work at work was constantly controlled and, where necessary, they supported the employees 

through training. For example, with the response from managers, “we take our hired staff to a 

training before they start, and we support our staff with training courses that we and they want”, 

it is seen that customers make great efforts to make their demands and demands carefully and 

with a smiling face by the employees. 

 

4.4 What are your positive and negative thoughts on product-service in your business? 

Especially in the service of the customer demands are very important, the managers who draw 

attention to the communication between employees and customers, the products in their 

businesses do not ignore the technology, developing in the changing world Hotel Enterprises 

should adapt themselves to this order and their own businesses have started applications said. 

On the other hand, the managers said, “We need to do business together in order to provide a 

digital tourism” and emphasized that hotel businesses need to pay more attention to technology 

in order to appeal to the new generation of customers. In addition, managers have stated that 

more needs to be done by hotel companies, meetings in the field of digital tourism and academic 

studies on this subject as to how to integrate digital applications into their businesses. 

 

4.5 Do you have product-service innovations and digital applications (technological 

development) in your hotel business? If so, what are the innovations and digital 
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applications? 

They emphasized that technology is an ever-changing element, and that their businesses are 

innovating and implementing digital applications and are even constantly following this 

situation. “The mobile applications we use are among the most preferred services of our next 

generation customers" and executives stated that for now, their businesses have smart room 

systems, booking from digital platforms and ease of communication, what customers do in 

social environments. They also said they highly consider customer comments and support 

mobile apps so customers can learn about the hotel before they arrive in the city or hotel they 

are travelling in. 

 

4.6 What innovations would you like to have or to be developed in the physical and social 

interactions of your hotel business? 

In terms of physical elements, managers have stated that they aim to bring it to the level of 

digital applications worldwide by using information technologies.In addition, they stated that 

they aim to work with the personnel who will meet the demands and demands of the changing 

customer profile at the point of social interaction and direct the customer in the right way with 

the answer “we want young, dynamic and definitely digital language-aware employees”. 

However, managers as well as the natural life of their cities in the field of social activity to 

present to their customers, different sports activities to give new experiences and can get 

positive results from the customer experiences expressed that.  

 

5. Discussion and conclusion 

The most important factor in the success of the tourism sector, which is an important force in 

the development of the country, can be realized by maintaining service quality and ensuring 

customer satisfaction (Üzümcü, 2015:143). In the study, the innovations that hotel managers 

make in their businesses in product-service, and the contribution of digital applications to the 

customer experience were examined. How much the tourism managers care about the customer 

experience, what kind of yen they perform and what kind of improvements they will perform 

in the product-service, this study will contribute to the tourism article and the customer 

experience will be it is expected to be a resource in terms of contributing to the work.  

 

The most important constraint in the research is that this research was only interviewed by a 

total of 10 managers in Düzce and Balıkesir. Later research will be carried out in the most 

intensive areas of Tourism and accommodation to interview managers will be useful for 

research.  

The managers who answered the questions about the physical structure and social interaction 

of the hotel businesses stated that they gave special attention to the fact that the hotel was 

stylish, the comfort level of the rooms was functional and the cleanliness. Managers have 

expressed that they have a customer-focused working system on social interaction so that their 

employees are meticulous about meeting customer demand expectations in the best way. They 

also stressed that they had made arrangements and improvements to their businesses based on 

recommendations from customers.  

 

Managers, customer demands on product and service innovation so many people about a 

particular service businesses, the importance of communication between employee and 

customer, businesses they didn't ignore the technology in their products, evolving a world that 

is changing hotel have expressed that they need to follow this order of business. They stated 

that they had gone to an age-appropriate arrangement on digital applications, but that they 

needed to work on how to integrate digital applications in the world into their businesses, where 
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technology is at the forefront, suitable for the next generation of customers for the continuity 

of their businesses. At the points they wish to make and develop in the sense of physical 

structure and social interaction, the subject of Information Technologies has been focused on 

and it has been revealed that they aim to bring new technologies to the level of digital 

applications worldwide. Managers also stated that they want to present the natural life of their 

cities to their customers in social activities, to give them new experiences with different sports 

activities and that they can get positive results and returns from the experiences of the customers 

who share these experiences on social platforms.  

 

Rapid changes in the tourism sector will benefit businesses from using information technology 

both within the organization and between businesses and in communication with their 

customers (Buhalis, 2003:100). With changing customer profiles, hotel businesses should be 

more responsive to their customers expectations and make improvements in hotel arrangements 

in the context of customer expectations. 

 

According to the interview form, it is very important for hotel managers to follow the worldwide 

practices within the scope of product-service innovations in their businesses and to produce 

products that will attract the attention of the customers. It is recommended that customers make 

arrangements on social platforms where they can take a quick turn from their experiences, or 

even work on how and through which processes digital applications around the world are 

integrated into businesses. 

 

A joint effort with both accommodation companies and academic research will provide great 

benefits for the application of digital transformations and applications in tourism in our country. 
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The Impact of Smart Farming and Slow Food Approach on Smart 

Tourism: Canakkale Case 

Ezgi Karakaş1, Assoc. Prof. Dr. Lütfi Atay2,  

Prof. Dr. Cihan Çobanoğlu3, Assoc. Prof. Dr. Dalia Susniene4 

 

ABSTRACT 

Introduction: In this study, it is aimed to identify the impact of smart farming and slow food 

on smart tourism of Canakkale based on the conference ‘Sustainable and Smart: Canakkale on 

My Mind’ held on 19th September 2019. 

Aim: In this study, it is aimed to identify the impact of smart farming and slow food on smart 

tourism of Canakkale in order to provide knowledge on practical implications and social 

impacts of these approaches.  

Literature: The literature of this study depends on three concepts: smart farming, slow food 

and smart tourism. First of all, smart farming is an approach that enables land and agricultural 

product management to increase agricultural productivity as well as more economical use of 

natural resources to minimize environmental damage through utilizing up to date technological 

developments. Secondly, slow food approach supports that fast lifestyles detached from the 

natural rhythm of nature and loss of naturalness can be preserved only if performing all life 

activities including eating as quickly as necessary. In other words, slow food is a method of 

resistance to the accelerating modern life. Slow food approach covers the whole process from 

growing the agricultural products to delivering food to the end user, and is therefore closely 

linked to smart farming. Lastly, smart tourism can be defined as an ecosystem covering all 

tourism activities supported by smart technology to be environmental friendly, clean, ethical, 

and quality at each level of service chain. 

Method: In this study, it is aimed to create a review paper to identify the impact of smart 

farming and slow food on smart tourism of Canakkale based on both literature review and the 

three invaluable panelists’ speeches at Sustainable and Smart Economy Session of the 

conference: Cengiz Genc – Mavruz Agriculture Member of the Board, Claudio Chinali – Eataly 

Istanbul Executive Chef and Tulin Akin – Founder of TABIT Agricultural Marketing. Mavruz 

Agriculture (established in Canakkale) is the first modern greenhouse of Turkey that operates 

with a circular production approach and is heated by hot water steam coming out of the factory 

chimney. Eataly is a worldwide famous restaurant of Italian origin with a slow food philosophy 

and serves in many countries around the world, such as ABD, Italy, Japan and Turkey. Tulin 

Akın is the founder of TABIT (smart agriculture technologies). In 2004, she has developed 

Turkey’s first e commerce agricultural and communication website. Moreover, she has 

established first smart village of Turkey (in Aydın). She has many valuable awards both in 

Turkey and around the world as nominated for the Nobel Prize in the field ‘Work for peace’.  
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Findings: The panelists’ speeches showed that the production and preservation of local 

agricultural products in a quality way as well as the preservation of local food culture are quite 

significant for the sustainable development, economy and tourism of a destination.  

Results and Suggestions: For the results, please check the titles ‘practical implications’ and 

social impacts’. Moreover, analyzing face to face detailed conversation with Cengiz Genc, 

Claudio Chinali and Tulin Akin in addition to their speeches during the conference can be 

suggested for the future studies. 

Limitation: This study is created based on the literature, online researches for the panelists and 

the panelists speeches’ during the conference. There was no opportunity for the detailed face to 

face discussion of the study.  

Practical Implications (If Applicable): On the basis of this study, local governments, 

agriculture, gastronomy and tourism stakeholders can figure out recent practices and how to 

take advantage of these improvements.  

Social Impacts (If Applicable): There main purposes of smart agriculture, slow food and smart 

tourism approaches can be shown as being environmental friendly (minimizing environmental 

damage and carbon emission), preservation of local culture and maximizing quality of life.  

Originality: A major contribution of this paper is to demonstrate the relation between smart 

agriculture and smart tourism as well as to comprehensive description of smart agriculture 

based on the experts in this field.  

Keywords: Smart Tourism, Smart Farming, Slow Food, Canakkale, Canakkale on My Mind  
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Evaluation and Management of Recreation and Aesthetic Services in Qilian 

Mountain National Park, Qinghai Province, China 

Prof. Dr. Ying Zhang1 

Abstract 

Purpose: Recreation and aesthetic services are an important part of ecosystem cultural services. 

There is a strong correlation between recreation and aesthetic services. It is very important to 

study their value and evaluate the value of recreation and aesthetic services, especially to 

improve the value of ecosystem cultural services and strengthen the management of ecosystem 

recreation and aesthetic services. There are not many international researches on the value 

assessment and management of ecosystem cultural services. The UN’s Millennium Ecosystem 

Assessment (MA) studies eco-cultural services in part when studying ecosystem services. In 

2014, Dong et al. (2014) summarized the progress of ecological and cultural service value 

assessment in the world. In 2016, Xu et al. (2016) also reviewed of literature on the research 

progress of ecosystem cultural services. In 2019, Peng et al. (2019) evaluated the ecosystem 

cultural service value of Shanghai Gongqing Forest Park. In addition, Venkatachalam(2004), 

Dou et al. (2017) also adopted the Contingent Valuation Method(CVM) to study the value of 

ecosystem cultural services in recent years. However, these research only focus on the 

evaluation of the value of ecosystem cultural services, while little research on the management 

of cultural services.Therefore, research on ecosystem cultural service and management and to 

explore the ways and methods of evaluating and managing the value of ecosystem cultural 

services including recreation and aesthetic services etc. is of great significance to improve 

people's understanding of ecosystem cultural service value and then to raise their awareness of 

ecosystem services and to strengthen the management of it. Qilian Mountain National Park is 

an important ecological security barrier in western China, and an important source of water in 

the Yellow River basin, as well as a priority biodiversity protection area and a cultural tourist 

area in China. The quantitative evaluation of ecosystem recreation and aesthetic services in 

Qilian Mountain National Park is the key to effective management cultural services in the 

national park. 

Design: Based on the UN’s Millennium Ecosystem Assessment (MA) framework, this study 

evaluated the value of ecosystem recreation and aesthetic services in Qilian Mountain National 

Park in Qinghai Province, China. The research mainly adopts Contingent Valuation Method 

(CVM) through the questionnaire survey of local residents and tourists in September 2016, the 

study obtained 1468 valid questionnaires, and uses the method of payment card to get 

consumers' willingness to pay (WTP), and then through the mean of total willingness to pay to 

estimate ecosystem recreation and aesthetic service value (ecological tourism and recreation 

and aesthetic value) for Qilian Mountain National Park. 

In order to improve the efficiency of ecosystem culture management, the research also adopts 

the method of "Commodity Classification Management" and Pareto Chart to study the value of 

ecosystem cultural service in Qilian Mountain National Park."Commodity Classification 

Management" is mainly based on different management purposes, according to different 

classification standards to manage the goods.The aim is to improve management efficiency in 

commodity management.Pareto Chart is a special histogram that charts the quality problems 

and quality improvement items according to the impact important extent, and it is one of the 

main tools of quality management. 
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Findings:Through quantitative analysis, the study found that the ecosystem cultural service 

value of Qilian Mountain National Park in Qinghai Province in 2016 and 2018 is estimated at 

about 10.45 billion RMB yuan and 1.3 billion RMB yuan respectively. Among them, the annual 

average value of ecotourism and recreation in 2016 and 2018 is 203 million RMB yuan and 332 

million RMB yuan separately, and the yearly average value of aesthetics is 842 million RMB 

yuan and 968 million RMB yuan respectively. 

The research also found that: in the value of ecosystem cultural services, the aesthetic value far 

exceeds the value of ecological tourism and recreation, so the management should pay attention 

to the improvement and protection of aesthetic value, and strengthen the development and 

utilization of ecological tourism and recreation value. From 2016 to 2018, the value of cultural 

services in the ecosystem of Qilian Mountain National Park increased by 7.55% on average, 

among which, ecotourism and recreation increased by 17.82% on average annually, and 

aesthetic value increased by 4.76% on average annually. During this period, the annual growth 

rate of ecotourism and recreation was the fastest, and the annual growth rate of aesthetic service 

value was the slowest. 

In addition, the study also suggested that Qilian Mountain National Park should pay attention 

to reflect characteristics of Qilian Mountain development, the management should focus on 

improve the nature of aesthetic value in Qilian Mountain National Park, and making its 

construction into a demonstration zone can be copied, can draw lessons from the national park 

and ecological demonstration centers of culture, and strengthen the aesthetic services resources 

asset-like management and so on in Qilian Mountain National Park. 

Originality and Value: Because the value of cultural services in an ecosystem cannot be 

determined and traded in the market as in general commodities. The research mainly uses the 

CVM to determine its value quantity. Mainly based on the ecological system, ecological 

tourism and recreation's willingness to pay as well as aesthetic value analysis etc. to evaluate 

the value of ecosystem cultural service, and on this basis, this paper studies the management of 

national park, and studies the value of ecosystem culture service of Qilian Mountain National 

Park in Qinghai Province with the method of "Commodity Classification Management" and 

Pareto Chart, and puts forward relevant suggestions. The proposals are the local residents 

should increase their knowledge and technology accumulation, aesthetics in Qilian Mountain 

National Park service resources should be capitalized management, and improve the local 

residents' cognitive ability and the protection of ecological culture service sense of 

responsibility, in order to a greater extent improve the management level of Qilian Mountain 

National Park's ecological culture in Qinghai Province in China. In addition, it is pointed out 

that the development and utilization of ecotourism and recreation value should be strengthened 

to promote the coordinated and sustainable development of eco-culture management in national 

parks. 

Keywords: Ecosystem recreation and aesthetic services; Contingent Valuation Method; 

Willingness to pay; cultural services management; Qilian Mountains National Park, Qinghai 

Province 
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What Makes an Island Destination Memorable? A Content Analysis of 

Tourist’s Experiences on Online Review Sites 

Anderson Ngelambong1, Hashim Fadzil Ariffin2, Zaharah Mohamed Rani3, 

Silverina Annabelle Kibat4, Sairah Saien5 

Abstract 

The global island tourism industry is a challenging and competitive business. The success of 

an island tourism destination greatly depends on the ability to cater for the needs and want 

of the target market. A great island tourism destination should not be picturesque only on 

pictures, instead should induce memorable experiences that stimulate tourists’ revisit 

intention. Hence, it is important for the industry players to understand the attributes that 

enhance tourists’ memorable experiences on island tourism destination. Although there is a 

vast literature on the subject, limited research have been done to examine tourists experiences 

about island destinations based on online review sites. Also, there is a lack of study looking 

into at the development of tourists’ experiences at small islands destinations particularly in 

Malaysia. Considering the research gaps, this study attempts to explore the attributes that 

constitute tourist’s memorable experiences on island destinations. In terms of research 

setting, specific focus is given on popular small island destinations in Malaysia. Based on the 

content analysis, several themes related to the service marketing-based attributes are found 

to be associated to tourists’ memorable experiences. These include factors related to the 

hospitality of the local people, the nature surroundings and the available products and 

services. Several theoretical, practical and methodology implications are discussed for future 

research avenues. 
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Understanding the Perception of Residents of Smart City Towards the 

Dimensions of Smart Tourism Destination 

Aruditya Jasrotia1, Dr. Amit Gangotia2 
Abstract 

Purpose – The purpose of this study is to understand the perception of local residents (on the 

basis of their demographics) of smart city Dharamshala (India), regarding the dimensions of 

smart tourism destination.  

 

Design/methodology/approach – In order to fulfill the objective of the study, quantitative 

research technique has been adopted. Primary information is collected with the help of a 

structured questionnaire. Considering the various variables suitable for the study, the suitable 

tests were performed to test the hypothesis and to understand the perception of local residents.  

 

Findings – The present study has identified two futuristic dimensions of smart tourism 

destinations, which are smart technology and smart infrastructure. The results of the study 

reflects that smart tourism is an inherent part of the smart cities and smart tourism destinations 

can truly support and empower the local residents, as well as the visitors. 

 

Research limitations – This study has only used quantitative approach to fulfill the objective. 

Secondly, the study is limited to only one geographical area only. 

 

Practical implications – Only few theoretical research papers have touched the aspects of 

developing smart tourism destinations on the concept of smart cities. Smart city is a concept of 

growing recognition and importance during recent years in India. The study implies that 

effective engagement of local residents in decision making process is very important and also, 

it’s necessary to know their perception. Similar studies can be conducted in other cities too.  

 

Originality/value – The present study has been conducted by keeping in mind the objectivity 

that, it is the need of the hour to understand the concept of smart tourism destinations.  

 

Keywords: Smart Cities, Smart Tourism Destinations, Information Communication 

Technology, Local Residents. 

Paper type: Research paper  
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The Potential Usage of Augmented Reality Applications in Tourist 

Guidance Education 

Eda Avcı1, Gizem Kayar2, Ezgi Karakaş3, Prof. Dr. Cihan Çobanoğlu4 

Abstract  

Augmented Reality (AR) applications are among the most prominent elements of technological 

developments. In addition to many implementations that we can see in PCs, tablets and mobile 

phones, nowadays, AR applications are more visible in educational applications. The most 

fundamental purpose of AR usage in education is to improve traditional methods by supporting 

training, disseminating the education out of classrooms and enriching the personal applications 

(Antonioli et al. 2014). Such kind of applications are frequently used in science but generally 

overlooked in the area of social sciences. The aim of this study is to point the position, 

importance, potential and the usage of AR applications in various fields ranging from history 

of religions to archeology, from history of art to tourist guidance. In this abstract, we discuss 

the necessity of such applications in the field of tourist guidance and the methodological 

requirements of such applications.  

Introduction: The constitutive factor of modern education mentality is based on improving the 

learning experience, filling the students with abilities that support them in their daily lives and 

equipping them with professional knowledge. This vision let new teaching and learning 

mechanisms born. Many educational institutions adopt a proactive approach in which the 

students try to solve their own problems by searching (Billinghurst, 2002; Rezende et al., 2017). 

AR applications which offer to visualize complex relationships, to try non-real life experiences 

and to concretize abstract concepts have a great potential in explorative learning by making the 

learning fun and by also boosting the student participation. AR applications especially have a 

great potential to teach abstract concepts than traditional methods since it is able to mix virtaul 

objects in real life environment (Arvanitis  et al.,  2007). According to Lave and Wenger (Lave 

& Wenger, 1991), AR does not only enrich the content but also give us the chance to share the 

experience among us. In the past, development, sustainability and integrity to traditional 

methods made AR systems highly dependent on a significant amount of budget. But recently, 

researchers started to solve such problems. Besides, together with new generation mobile 

computers and the fact that almost every student has a handy,  using AR in education is 

promising more than ever. At this point, we would like to mention a more specific education 

area, the tourist guidance. 

Tourist guides are among the most important representatives of cultural heritage. During their 

education life, they got professional knowledge about archeological sites (especially the ones 

in their country), sanctuaries, historical artifacts, sites from different cultures, artifacts that have 

significant importance in history of art, and informed about various museums. However, 

unfortunately, these knowledge is only theoretical and students do not have the chance to see 

these artifacts and places soon enough. Students have to take the applied summer practice 
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course which is a Turkey tour. However, each visit should be quick and it is not an efficient 

way of learning the details. 

Turkey is a spectecular country which host many civilizations during its history and therefore 

has a great potential in tourism. The relevant heritage can be explored by local or foreign tourists 

thoroughly only with the help of tourist guides. At this point, Augmented Reality applications 

can help the students to cover this experience gap without leaving the classroom.  

Aim: The aim of this study is to point the potential of AR applications in various history and 

tourism related fields.  

Literature: In addition to aforementioned resources, there are some studies worth to mention 

here. For instance, Yuen et al. (Yuen, et al., 2010) have a study and they state that AR books 

which offer interactive learning techniques with 3 dimensional (3D) presentations can be quite 

helpful for tourist guidance. Besides, Squire (Squire, 2003) states that overlooked video games 

should be disussed again for teaching tourist guidance. Gamification and Game Based Learning 

(GBL) is another important method to be checked. However, we will not further discuss it since 

it is beyond the scope of this paper.  

Method: The aim of this project is to make learning experience fun and more catchy. Therefore, 

we need effective 3 dimensional (3D) models, animations and a user friendly tool to offer an 

interactive environment. This interactive environment is the first to be developed. We develop 

our framework using Unity game engine, integrate AR using Vuforia and for networking and 

database, we use Playfab.  

Three important steps in the implementation of each historical artifact or area are as follows:  

• Decide about the historical area or artifact to be modeled or animated. (This decision 

comes from Tourist Guidance Department instructors. ) 

• Model 3D artifacts, sites and necessary objects. (This part is run by graphics designers, 

3D modellers and 3D/character animators.) 

• Take the static/animated models, import them to scene, build a whole scene and build 

interactivity. Meanwhile, check the backend conditions, ensure usability and accuracy 

of the program. (This part is mainly run by programmers with the help of graphics 

designers and tourist guidance instructors). 

Findings: The initial idea arose by tourist guidance department instructors who, once, were 

also students and who, now, try to teach these significant concepts only theoretically using static 

resources. We found out that this application is a real necesstity and should be considered 

carefully. Therefore, we would like to find a pilot department and start our study as soon as 

possible. 

Results and Suggestions: Our study is in its beginning phase and still under construction. First 

of all, we need to implement a test program and try its effects in a pilot department. Then we 

will have enough data to discuss on and analyze further.  

Limitation: The first limitation is to find the pilot study area. One reason is, the initial 

resistance of many traditional institutions and paper work. The second is, becoming the first 

coordinator is a huge responsibility. Therefore, finding the first pilot area will take time. 

Secondly, the project we propose is an interdisciplinar study, and therefore, brings together 

many researchers from different areas. Such a summation is very valuable but this integration 
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has its own inherent problems, e.g. meeting times. At last but not least, the budget of 

development will be another limitation. Although we are aware that the Project will survive in 

the beginning test phase, as it grows, budget will be necessary. 

Originality: The usage of 3D dynamic models, animations and virtual tours in tourism is 

familiar to everybody. However, as far as we researched, the usage of AR in universities in a 

complex learning environment for education purposes is not common. 

Keywords: Tourist guidance, augmented reality based education, tourism technology  
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Local Restaurant Experience  

H. Ayşen Karagöz1, Zaid Alrawadieh2, Derya Demirdelen3, Assoc. Prof. Dr. Gürel Çetin4 

 

Abstract 

Despite a vast majority of research is being conducted on consumer experiences in hotels, 

cruises, package tours, and attractions, the experiences in local food restaurants have been 

neglected. Food in tourism does not only satisfy a physical need but also and experience 

intensive activity. First of all local food represent the local culture (e.g. ingredients, cooking 

styles, presentation). Local restaurants also offer social interactions not only with 

accompanying travelers but also the locals and the staff, the atmospherics, design and sensations 

are also usually novel in local resturants. Hence unlike other tourism services which usually 

lack some aspect of consumer experiences offered by Pine and Gilmore (1999), local restaurants 

are able to provide the experiential sweet spot by providing education (e.g. food culture), 

esthetics (e.g. taste), escape (e.g. novel atmoshere), entertainment (e.g. socia interactions). 

Food, beyond being a physical need, is a basic attraction for a tourist at a destination and tourist 

experience contains an excessive time spending on food and beverage related activities. 

Although these activities based on food consumption during holidays are considered as a 

necessity rather than leisure, local restaurants create an authentic atmosphere for tourists 

through decoration, presentation of the food, service customs and styles, local music played at 

the background and interaction with the local people (Antonioli, 1995; Batra, 2008), at this 

point food becomes a doorway to another culture (Henderson, 2009). Tourists appreciate the 

uniqueness of local food, as a part of destinations intangible cultural heritage. 

This study based on a quantitative approach aims to explore the impact of local restaurants in 

tourist experience. To do so a survey is designed. The questionnaire has four parts. The first 

two parts are focused on the tourist’s previous food experiences,and attitudes towards food 

experiences informed by the scale of Björk and Kauppinen-Räisänen’s (2016) study. The third 

section looks into potential experiential dimensions offered in local restaurants. This section is 

informed by various studies including Kivela & Crotts, (2006); Kim et al., (2009); Mehmetoglu 

& Engen, (2011); Sengel et al., (2015). Finally, the last section involved demographic and travel 

related questions. The data collection will commence during March after the pilot test planned 

in February, 2020 in Istanbul. The local restaurant experiences will first be analysed using an 

exploratory factor analysis and after the scales are refined a confirmatory factor analysis will 

be utilized in order to measure different experiential attributes impact on loyalty. Findings of 

this study might be used in improving design, service and development of local restaurants and 

their menus as well as inform marketing communications of the destinations. 

 

Keywords: Tourist Experience, Local Food, Local Restaurants  
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An Investigation of Tourist Revisit Intention to Penang Island: Destination 

Image, Tourist Satisfaction, and Destination Loyalty 

Zaharah Mohamed Rani1 

Abstract 

The purpose of this study is to examine the relationship between destination image, tourist 

satisfaction, and destination loyalty as a determinant towards revisit intention. Over the past 

decade, the expeditious development of tourism industry has magnified the interest among the 

expert. However, the debate of revisit intention is still taking place as tourist behaviour is 

influenced by numerous factors, for instance, technology, economy, and social-cultural. The 

study endeavour to strengthen out the gap that occurs in the literature of tourism. Moreover, far 

too little concentration has been paid to examine the tourist’s revisit intention to Penang Island. 

The study was conducted at Penang Island, a famous heritage destination in Malaysia, which 

has been identified as a UNESCO World Heritage Site, and since then, the flux of tourist 

arrivals has progressively heightened. 

The main objective of this study is to determine the relationship between destination image, 

tourist satisfaction, and destination loyalty towards revisit intention. In addition, the survey was 

conducted to 384 tourists that have been to Penang Island. The findings indicate that the revisit 

intention of the tourist that has been to Penang Island is influenced by destination image, tourist 

satisfaction, and destination loyalty.  
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Reinforcement of Tourist Destinations: Development of Tools for Successful 

Management of Crises in Greek Tourist Destinations 

Dr. George Zografos1 

Abstract 

Crises can cause many problems in specific localities and they could have many forms. They 

could be hits by weather conditions, migrants’ invasion, earthquakes, financial downturns etc. 

Major objective of this research, is to shape models which can be used in order to reinforce 

tourist destinations of a country towards various types of crises. Marketing is vital for the 

exodus from crises. Furthermore, culture is an important element in the consideration of special 

forms of marketing. Nowadays, creativity is a key factor in successful marketing. 

Enlightenment of relationships between a specific locality’s image and the image of the region 

or the country in which the subject place is a part of, it is considered to be important in order to 

develop models of place marketing, as means of exodus from crises. In such a procedure, 

framing of roles of the various tiers of governance, towards the successful reestablishment of a 

place’s improved image, it is believed to be of equal importance. Such enlightenment would 

help us to find out whereas proposed models of place marketing could be applied in other 

destinations which are not considered to be in crisis but actually they are, as the congested 

destinations are. 

Certain crises that hit specific Greek places will be examined thoroughly as far as facts are 

concerned, as far as analysis of reasons which led into the creation of specific crisis are 

concerned and of course as far as the description of the overcoming process which followed the 

crisis. Conclusions will lead to the theorizing of the situation. Those conclusions will be 

matched with several methodologies which are proposed by International Bibliography and new 

models which will be shaped especially for Greek tourist destinations shall derive. 

Keywords: Crises, Tourist Destinations, Destinations Management, Place Marketing  

 
1 University of Western Macedonia, Department of Business Administration, Grevena, Greece, 
georgezografos1@gmail.com 



 
 
 
 

85 

 

Çanakkale’s Smart City Vision: An Opportunity for Transformation to a 

Smart Tourism Destination  

Asst. Prof. Dr. Bilge Çavuşgil Köse1 

Abstract 

 

City destinations contain many different types of tourism and host different tourist attractions 

and opportunities. Tourists visit cities for many purposes and research indicates that the volume 

of tourism demand for city destinations has increased worldwide. Tourism can contribute 

substantial economic benefits to cities. The wealth generated from tourism contributes 

significantly to the socio-economic development of many cities. Tourism is a powerful force 

and has significantly influenced the ways cities think about their role and future direction. Many 

cities are now looking to develop and implement solutions with a key focus on technology, 

community engagement, and transparency. These cities are increasingly described with the 

label Smart City. The creation of ‘Smart Cities’ holds enormous potential to creation of smart 

tourism destination. 

  

Smart city applications is a very new concept in Turkey. On the other hand Çanakkale is an 

important city in terms of smart city applications. Çanakkale has been the 1st medium size city 

in Turkey that applied a systematic smart city transformation process. With the ownership of 

Kale Group (is a leading industrial company in Turkey which establish in Çanakkale) and 

collaboration of Turkish Informatics Foundation (TBV), Novusens Smart City Institute has 

been running “Çanakkale on my Mind” Smart City Transformation Initiative since Feb 2017. 

The project aims to increase the liveability, sustainability and competitiveness level of the City 

of Çanakkale through Smart City Transformation.  

 

Smart tourism development has become a major focus for many destinations across the world. 

It promises competitive advantages by increasing efficiency fostering sustainability and 

enhancing tourism experiences. Çanakkale is an important tourism destination in Turkey with 

its cultural heritage. There were two great (Trojan War and World War I) wars that changed the 

history of the world on the territory. Çanakkale holds an important position and a specific value 

both in terms of Turkey's tourism industry and world tourism with its natural beauty and the 

cultural heritage enriched by the civilizations ruled in the region. 

  

This research aims to determine the steps to be taken to transform Çanakkale into a smart 

tourism destination based on the Çanakkale's smart city vision. For this purpose, the theoretical 

framework of the smart tourism destination has been examined. Then, the representatives of the 

Çanakkale Municipality and the Çanakkale Governorship were interviewed. Afterwards, the 

owners of the hotel businesses and travel agencies in the city were interviewed. Finally, 

interviews were conducted with tourism academics and representatives of different NGOs 

related to tourism. As a result of the study, various suggestions are made for Çanakkale to 

become a smart tourism destination in the future. 

 

Keywords: Smart Tourism Destination, Smart City. Çanakkale  
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The Necessity of a Position which is “Data Analyst” in Hotel Industry, in 

Turkey 

Seray Bıyıklı1 

Abstract 

In the recent times, by the increasing technology and the internet, “data” and “big data” terms 

became crucial in all industries including tourism industry which makes profit from the service 

provided to the customers. Clustering data and analyse in a most appropriate way became a key 

factor for a company to create a difference from its competitors and gain competitive advantage 

in the market share. This situation also prevails in hotel industry. Although, many researches 

about data and big data in tourism industry have been done, there are no studies about the 

importance of data analyst position in hotels, in Turkey. In Turkish and American career 

platforms, “data analyst” position in hotels has been searched to analyse any vacancies or any 

jobs. Although in America, there are many job postings in hotel industry, under the position 

“analyst”, there are no positions as analyst in Turkey. This research aims to emphasise the 

importance of this position which is “data analyst” in hotels in Turkey.  

Keys: Data, Big Data, Data Analyst, Hotel Industry  
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Analysis of International Tourism Demand of Turkey with Panel Gravity 

Approach 

 

Asst. Prof. Dr. Çiğdem Demir1, Assoc. Prof. Dr. Boran Toker2 

Abstract 

Developments in the tourism sector reveal the necessity of tourism demand forecasts in 

determining the plans and policies related to tourism. The success of tourism plans and policies 

depends on the accuracy of tourism demand forecasts. It is possible to make accurate demand 

forecasts in the tourism sector, which a risky sector is affected by political and social events in 

the country, through econometric analyzes. In this context, the study aims to estimate of 

Turkey's international tourism demand model with panel gravity approach. For this purpose, 

tourism demand has been modeled for the top ten countries sending tourists to Türkiye with 

annual data 1990-2017 and has been  analyzed the relationship between tourism demand and 

economic factors affecting the demand. According to the results, it were been put forward the 

factors that affect the number of tourists coming to Turkey and tourism policies to be 

implemented according to these factors. 

Keywords: Tourism Demand, Panel Gravity, Türkiye  
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Waiting For The Human Teleportation 

Kutlay Artuç1 

Abstract 

Einstein says that “imagination is more important than knowledge." A.Berry, in his book 

"Scientific Anecdotes", also says that sci-fi has a better record of predicting the future because 

of its freedom and imagination. Indeed, in H. G. Wells' “Time Machine” book and M.Fox's 

“Back to the Future” movies, people are teleporting to the past and the future. J.A. Schumpeter 

says, “what is essential in competition is not competition from price, but competition from 

technological new invention that is striking.” Here is the sci-fictional dream 

/ theory first, and then the invention of the teleportation to be practical is like the death penalty 

decree of the hotel and transport sector. So, how can the teleportation, which science is still 

dealing with, literally be invented? It may have been invented by B. Shaw' this saying; “You 

see things that exist and say: Why is that? But I imagine and say things that are not; Why not?" 

Likewise, M.Hammer and J.Champy ask in his book "Reengineering the Corporation"; "How 

can we use technology to do things we can't do right now ?" So how do we do the teleportation 

that's not complete right now ? When a person dies, his immediate disappearance is like a soul 

teleportation. This can be taken as benchmark for teleportation without dying in life. In the 

verses 38-42 of Surah the Ant (27) in the Holy Quran, the throne of Queen is mentioned. There 

are religious clues to the invention of teleportation in bringing this throne from far away to 

Solomon without blinking. In this paper, “Waiting for the Human Teleportation” was inspired 

by S. Beckett's book “Waiting for Godot”. However, in the construction of new seaside hotel 

facilities, the rise of the seas in the future as a result of global warming is not considered much. 

The positive and negative impact of the human teleportation on the hotel and transportation 

sector has not taken into consideration, yet. It must be taken! Therefore with a rhetorical 

question: If man can be teleported, who will use a plane, bus, train or his own car and who 

will stay at the hotel? Maybe only those who want to do nostalgia with the popular Eastern 

Express Train in Turkey. 
 

Keywords: Airplane, Bus, Hotel, Human Teleportation, Train  

 
1 Çanakkale Onsekiz Mart University, Tourism Faculty, Çanakkale/Turkey, kutlayartuc@comu.edu.tr 



 
 
 
 

89 

 

Smartphone and Mobile Application Use During Travel and Holiday 

 

Assoc. Prof. Dr. Mustafa Boz1, Asst. Prof. Dr. Çiğdem Özkan2 

Abstract 

Easy Access to internet and new mobile technologies transform methods of doing business. 

Consumers, particularly young ones adopt themselves rapidly to new technological 

developments. Accessing to internet through smartphones is becoming more and more 

widespread. Today, there are 2.7 billion smartphone users around the world. In 2020 this 

quantity will reach 2.87 billion. Mobile technologies and applications are growing worldwide, 

as people increasingly depend on their smartphones as a personal assistant. Over 2 million apps 

are available on the Google Play store, and 1.83 million apps on the Apple App Store for 

download. There are about 197 billion apps downloads in 2018 worldwide. Due to its nature, it 

is highly suitable for using social media and online applications via smartphone in the travel 

and tourism industry. Because people are constantly on the move and do not have office 

facilities travellers use mobile applications along every step of their journey.  There are 

presently more than 300,000 travel applications from booking to translation  to meet  any need 

and desire of tourists. In order to take advantages of the mobile technologies and applications 

travel and hospitality companies and destination agencies must adopt themselves to new 

innovations. 

 

The aim of this study is to explore the relationship that tourists have with their smartphones and 

usage of social media and mobile applications during travel. This article consists of  two parts. 

In the first part, development and usage of smartphone and mobile applications are emphasized 

using examples from  different countries based on a review of the literature. Second, a face-to-

face survey was conducted in 2019 with  Turkish citizens who have travel experience to reveal 

their perceptions and attitudes regarding the usage purposes of smartphone and travel 

applications during their travel.   The survey revealed significant that 98 percent of responders 

has a smartphone and nearly of of them uses smartphone during travel and holiday.  The main 

reasons to use smartphone in holidays are to communicate with my family and friends , to 

access social networks, to share travel photos, to find the place on the map, to buy transportation 

tickets, and to share travel experiences. 49,6 percent downloaded travel applications. Google 

maps, Trivago, Google translate, Booking.com, Tripadvisor, and Blabla car are the most 

downloaded and used applications.  

 

Keywords: Smartphone, Mobile Travel Applications, Mobile Marketing, Travel Experience, 

Travel And Tourism Industry   
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The Relationship Between Social Loafing and Organizational Justice: 

Research on the Hospitality Employees 

Assoc. Prof. Dr. Bayram Şahin1, Burçin Boz2 

Abstract 

Introduction: Businesses are required to develop themselves in accordance with today’s 

circumstances in order to keep pace with the competition conditions which are gradually 

increasing. One of the most important circumstances of this is to increase employees’ 

performances and to optimize efficiency by preventing performance losses of employees. 

Therefore, it should be ensured that employees fulfill their own duties completely. The fact that 

some people work less in group works and push the workload off on to their colleagues, which 

is expressed as social loafing, effects the employees negatively. Employees may consider that 

there is no justice in businesses where some situations such as social loafing are experienced. 

Aim: The aim of this study is to determine the differences and the relationships between the 

organizational justice perceptions and social loafing behaviors of the employees working in 

accommodation businesses in Antalya district, emphasizing on the relationship between social 

loafing and organizational justice. The purpose of the research is to measure the relationship 

between organizational justice perceptions and social loafing perceptions of the employees who 

work in accommodation businesses. It is tried to be determined to what extent whether there is 

organizational justice in accommodation businesses affects the employees in exhibiting social 

loafing behavior. 

Literature: In businesses, fair treatment towards employees causes that the employees feel that 

they belong in that business and, as a result, they work more efficiently. The employees who 

feel and know that they work under the same conditions as the other employees will show full 

performance and the efficiency will be quite high as a result of the work. It is required that the 

employees’ performances be high in order to compete in accommodation businesses as in all 

other businesses and, accordingly, it is also required to ensure customer satisfaction. The 

customers who have been satisfied with the services they got will prefer these businesses and, 

therefore, competitiveness of the businesses will increase. This is possible through including 

all of the employees in production effectively. 

Method: The research was carried out between 09 January and 03 February 2014 on the 

employees working at 3-star, 4-star, and 5-star hotels located in the center of Antalya. In the 

research, survey method was used as data collection method. For the surveys, hotels were 

visited, and, with the permission taken, human resources department distributed questionnaire 

forms to the employees in their free time and by this means it was ensured that the 

questionnaires were filled in by the employees. 680 ea. questionnaire forms were distributed, 

and 20 ea. questionnaire forms among the 441 forms received back could not be incorporated 

into analyses for a variety of reasons. 421 questionnaire forms were evaluated, and proportion 

of feedback is 70.16 %. 

Findings: Negative relationship between the employees’ social loafing perceptions and 

organizational justice perceptions is in question. Namely, the employees consider that social 

loafing decreases when there is organizational justice in businesses. Accordingly, there is a 
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significant and negative relationship between social loafing perceptions and the procedural 

justice, Interactional justice and distributive justice dimensions, which are the sub-dimensions 

of the organizational justice. It is thought that social loafing behaviors decrease, as long as 

applications related to these justice dimensions increase in the businesses. 

Results And Suggestions: As a result of the study, it is seen that the more the organizational 

justice perception increase, the more social loafing behaviors decrease. 

Keywords: Social Loafing, Organizational Justice, Accommodation Businesses 
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