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Abstract

The aim of the research is to examine the publications
about smart tourism published in 1980-2019 with bibliometric
analysis and to reveal the trends in this subject. For this purpose,
the Web of Science Core Collection database was searched under
the title of ‘smart tourism’ within the scope of ‘hospitality,
leisure and toruism’. The bibliometric data of 145 publications,
determined from the database, were downloaded. Social network
analysis employed in the context of publication year, publication
language, publication types, country collaborations, document
joint-citation network, journal joint-citation network, author
joint-citation network, topic and keyword trends. According to
the findings, it can be said that interest in smart tourism has
increased significantly since 2015. Publications are mainly
articles and conference proceedings. The language of the
publications was English, Spanish and Portuguese respectively.
America, England and South Korea have been shown to play an
important role in the country collaboration. Journal of Travel
Research was the most frequently cited journal and Dimitrios
Buhalis was the most cited author. Mobile guest behavior,
destination website, open data and intelligent systems are the
most studied topics. The most commonly used keywords in the
publications were smart tourism, tourism, technology, model,
social media, experience and information technology.
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1. INTRODUCTION

The term of ‘smart’ have begun to enter into all areas of our lives with the fourth
industrial revolution. The adjective of ‘smart’ is used for the areas where new generation
technologies are applied. In this context, the concept of smart city emerged with the
application of new generation technologies to cities. Smart city infrastructures have also
affected the tourism industry (Jin et al., 2014). Regardless of the purpose of visiting the
destination, tourists can benefit from city services during their stay in the destination.
Furthermore, in relation to service innovation in smart cities, the tourism industry uses 18.5%
of all services offered in smart cities (Information Systems Intelligence, 2017). Therefore, the
infrastructure of a city can support tourism activities (Um et al., 2019). In this context, the
concept of smart tourism has emerged with the application of new generation technologies to
the tourism industry.

Smart tourism not only maximizes the use of tourism resources, it also manages tourism
destinations, protects tourist attractions and improves interaction between tourists and local
residents (Gretzel et al., 2015).. Since technology is combined with tourism, tourism
destinations have become more competitive, which has benefited those involved in tourism
mobility (Buhalis, 1997). Smart devices, tourism-related platforms and information and
communication technologies (ICT) can affect the entire tourism experience of tourists from
travel planning to post-travel (Buhalis et al., 2015). Furthermore, as the number of tourists
planning and preparing their travels with technology increases, so does the confidence in
smart tourism technologies (Koo et al., 2013). Especially the generation Z tourists use the
technology at an advanced level and they want to see these technologies in their destinations,
accommodation facilities and restaurants.

Kim and Law (2015) reviewed 104 articles (published between 2000-2013) on
smartphones in tourism marketing. Liang et al (2017) examined 92 articles (published
between 2002-2015) on mobile tourism bibliometrically. In line with the findings of these two
studies, examining the new publications on technology in tourism leads to technology
research in rapidly increasing tourism. In this context, it may be seen as important to examine
the publications related to smart tourism. One method of this is bibliometric and visualization
analysis.

Bibliometric and visualization analysis is the application of statistical and mathematical
methods to published studies in a certain year (Pritchard, 1969). In bibliometric studies,
certain features of publications are included in the analyzes and findings related to scientific

networks are revealed (Al and Costur, 2007). Bibliometric studies are carried out in order to
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reveal the tendencies in a certain subject by analyzing the literature on a certain subject and
examining the words determined (Kasemodel et al, 2016). Therefore, bibliometric and
visualization analysis can be conducted in countries, journals, authors, etc., which guide
research on a particular subject and provides a road map for the researches to be conducted
(Aydin, 2014). One of the methods used to identify and visualize common citation networks
and country collaborations in bibliometric research is social network analysis (Karagtz and
Yinci, 2013).

2. LITERATURE REVIEW

Smartphones have become an integral part of everyday life. Today people wiling to use
the latest technologies. Smartphones are a powerful tool of smart tourism because they
provide mobile applications that facilitate the travel of tourists (Law et al., 2018; Tan et al,
2017). Travel-based mobile apps are one of the most downloaded app categories, and
smartphone users prefer travel apps to plan travel because tourism mobile applications help
users in travel planning, routing, ticketing, accommodation and transportation reservations
(Dickinson et al., 2014).

Smart tourism is a new concept used to describe the dependence of tourism destinations,
businesses and tourists on big data and 1CT-based tools (Li et al., 2017). Smart tourism
enables users to integrate information from various sources into their mobile devices,
personalize their profiles using social networks and build relationships with their own
environment (Buhalis and Foerste, 2015). Unlike electronic tourism (e-tourism), each party
participating in smart tourism may have producer, consumer, intermediary and other roles
depending on the information and connections it has (Gretzel et al., 2015).

Law et al (2018) considering the increasing importance of mobile technologies,
examined 92 articles published in tourism journals in order to examine the latest researches on
this subject. According to the results, it was determined that most of the research focused on
tourism experience and hotel industry. The researches did not adopt quantitative research
methods and used theories in the field of information system as a basis.

Dorcic et al (Dorcic et al., 2019) conducted a comprehensive systematic literature
review of academic research published in 2012-2017 on mobile technologies and applications
in smart tourism. Based on a keyword-focused search and content analysis, 126 articles were
identified in accordance with the study and selected publications were analyzed. As a result,
the authors identified three thematic categories: consumer perspective, technological

perspective and provider perspective.
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Centobelli and Ndou (2019) conducted a systematic literature review to analyze the
accumulation of knowledge and analytical knowledge in the tourism industry from an
information management perspective. Citation network analysis method was used to
determine the content of the articles. The authors identified some relevant headings for future
research on big data for tourism by revealing findings on the impact of big data analysis on
tourism businesses, the impact of management and innovation practices, and the role of big

data in guest information management.

3. METHODOLOGY

The aim of the study was to analyze publications on smart tourism which were
published in the Web of Science (WoS) database and published between 1980-2019. In the
WoS database “smart tourism” terms scanned under the subtitle “Hospitality, Leiusure and
Tourism”. There was 145 publications. Years of publication, publication language,
publication types, authors, publication titles, origin countries, abstracts, keywords,
bibliographic information, and how many references and how many references were scanned
in WoS in terms of 145 publications. The data was downloaded on 30 September 2019.

Social network analysis was carried out in order to reveal the collaborations among the
country joint-citation networks, authors joint-citation networks, publications joint-citation
networks, journals joint-citation networks, topics and keyword trends. CiteSpace Il scoial
network statistic programme was used. The data of 145 publications obtained from the WoS
database were uploaded to the Citespace Il program and analyzed. CiteSpace Il is a Java
application that is used to visualize trends and analyze them (Chen et al, 2010).

Network density, modularity and mean silhouette values of the network were calculated
with the analyzes performed. Network density reveals how much of the potentially available
connections are used in any network (Al and Dogan, 2012). The modularity value determines
whether any network can be divided into independent clusters and takes a value between 0
and 1. A low modularity means a network that cannot be reduced to clusters with clear
boundaries, while a high modularity value means a well-structured network. The mean
silhouette value is between (-1) and (1) (Chen et al., 2010) and is used to determine the
maximum number of clusters, the value is greater than 0.7 indicates a strong cluster
(Simovici, 2007).

In this research, country joint-citation networks, authors joint-citation networks,
publications joint-citation networks, journals joint-citation networks, topics and keyword

trends were examined according to their centrality values. The centrality value indicates the
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level of connection a node has to other nodes that are not connected to each other. The high
centrality value of a node indicates that it is a bridge connecting the other nodes (Ni et al,

2017). Log probability ratio (LLR) algorithm was used to determine the topic tendencies of
the publications.

4. FINDINGS

Distributions of the Reviewed Publications

Table 1 shows the distribution of publications from the WoS database by year of
publication. There are 145 publications on smart tourism in the period 2004-2019. While the

first publication was in 2004, there was a rapid increase in smart tourism related publications
as of 2015.

Table 1. Distribution by Years of Publication

Year N %
2019 44 30.3
2018 25 17.2
2017 27 18.6
2016 25 17.2
2015 14 9.7
2014 3 2.1
2013 1 0.7
2012 2 14
2011 2 14
2010 1 0.7
2004 1 0.7
Total 145 100

The types of publications examined in the scope of the study are given in Table 2. The
most common type of publication is articles (116 publications). The article is followed by 21
conference paper (21 publications) and book chapters (12 publications). The reason for the
fact that the total distribution of the publication type in Table 2 is higher than the distribution
total in Table 1 is due to the fact that some publications are classified as more than one
publication type in the WoS database.

Table 2. Distribution by Type of Publication

Type N %
Article 116 70.7
Conference Paper 21 12.8
Book Chapter 12 7.3
Editorial Material 10 6.1
Review 3 1.9
Book 1 0.6
Book Review 1 0.6

Total 164 100
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The reviewed publications cited 1,274 references. 145 publications examined within the
scope of the study have been cited 972 times by other publications. The average number of
citations of 145 publications per publication is 8.79. The h-index value of the studies was 18.
According to the H-index, there are 18 publications with at least 18 citations related to smart
tourism.

Table 3 shows the distribution of languages of smart tourism publications. While 93.8%
of the publications were written in English, 6 publications were written in Spanish and 3 in

Portuguese.

Table 3. Distribution by Publication Language

Yillar N %
English 136 93.8
Spanish 6 4.1

Portuguese 3 2.1

Total 145 100

When we analyzed the countries of origin, the top five countries are China (20
publications), America (20 publications), Italy (17 publications), Australia (13 publications)
and the United Kingdom (13 publications). There is only 1 publication from Turkey.

Country Collaborations

Social network analysis was carried out in order to determine the studies carried out by
researchers from different countries. Countries are visualized according to their degree of
centrality as shown in Figure 1. According to the findings of the social network analysis, a
country collaboration network of 20 connections and 17 nodes was obtained. There are 6
clusters of country collaborations networks. The density of the cluster was calculated as
0.147. Each node in the network represents a country of origin, while each link represents
transnational cooperation. The size and thickness of the pink circles around the nodes indicate
that the degree of centrality of the nodes is higher than that of the other nodes (Uksul, 2016).
The modularity value of the network was calculated as Q = 0.44 and the mean silhouette

value was calculated as 0.41.
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Figure 1. Country Collaborations

Table 4 shows the network values of the top 10 countries that have an important place in
the network.

Table 4. Top 10 Countries of Collaboration and Centrality

Country F Year Cluster#  Country  Centrality Year Cluster#
China 17 2015 0 England 0.61 2016 1
America 15 2016 0 South 0.46 2016 0
Italy 14 2016 0 Korea 0.33 2019 2
Avutralia 11 2016 0 Holland 0.26 2016 0
South 10 2016 0 America 0.18 2018 2
Korea 10 2016 1 Portugal 0.07 2015 0
England 10 2015 0 China 0.07 2016 0
Spain 6 2018 2 Avustralia 0.04 2018 1
Portugal 5 2016 0 Taiwan 0.00 2016 0
Iran 4 2018 1 Italy 0.00 2015 0

China is the most cooperating country with 17 publications. China is followed by
America (15 publications) and Italy (14 publications). According to the centrality values,
England is the central country. South Korea is the second and Holland is the third. When both
the cooperation and centrality values in Table 4 are evaluated in general, it can be said that
America, England and South Korea are the main countries in the development of publication

cooperations related to smart tourism among other countries.

Journal Joint Citation Network
The results of the social network analysis applied to reveal the journals in which the
publications are commonly cited to and which include important publications related to smart

tourism are visualized according to the degree of centrality as shown in Figure 2.
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Figure 2. Journal Joint Citation Network

According to the findings of the social network analysis, the journal citation network
consisting of 606 links and 173 nodes was obtained. The journal citation network has 26
clusters. The density of the cluster was calculated as 0.041. The size and thickness of the pink
circles around the nodes indicate that the degree of centrality of the nodes is higher than that
of the other nodes (Uksul, 2016). The modularity value of the network was calculated as Q =
0.49 and the average silhouette value as 0.41. Table 5 summarizes the network values of the

top 10 journals, which have an important place in the network.
Table 5. Top 10 Journals of Joint Citation Network

Journal F Year Cluster#
Journal of Travel Research 104 2015 0
Tourism Management 103 2014 0
Annal of Tourism Research 78 2014 0
Information Communication 61 2015 0
Journal of Destination Marketing Management 53 2015 0
Electronic Markets 47 2016 4
Current Issues in Tourism 47 2015 0
Journal of Travel and Tourism Marketing 43 2015 0
Computers in Human Behavior 36 2016 0
International Journal of Tourism Research 33 2015 0

‘Journal of Travel Research’ is the most frequently cited journal (104 citations) of
research published on smart tourism. In second rank is ‘Tourism Management’ (103 citations)
and in third rank is Annal of Tourism Research (78).

Author Joint-Citation Network
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The authors are visualized as shown in Figure 3 according to the degree of centrality
obtained by the social network analysis applied to reveal the author joint-citation network.

According to the findings of the social network analysis, an author citation network
consisting of 852 connections and 301 nodes was obtained. The density of the cluster was
calculated as 0.018. The size and thickness of the pink circles around the nodes indicate that
the degree of centrality of the nodes is higher than that of the other nodes (Uksul, 2016). The
modularity value of the network was calculated as Q = 0.72 and the mean silhouette value
was calculated as 0.40.

DICKINSON JE

[ANONYMOUS)

Figure 3. Author Joint-Citation Network by Degree of Centrality

Table 6 shows the network values of the top 10 authors, which have an important place

in the network.
Table 6. Number of Citations and Centrality of the Top 10 Authors

Author F Year Cluster# Author Centrality Year Cluster#

Buhalis D 76 2015 0 Law R 0.20 2015 0
Gretzel U 65 2016 0 Baggio R 0.16 2015 6
Wang D 50 2015 0 Sigala M 0.13 2015 1
Boes K 38 2016 0 Oconnor P 0.11 2016 7
Xiang Z 38 2015 0 Chen CF 0.11 2016 1
Neuhofer B 35 2015 0 Xiang Z 0.10 2015 0
Tussyadiah IP 31 2016 2 Modica M 0.10 2018 4
Lamsfus C 26 2015 0 Dickinson JE 0.08 2017 2
Anonymous 25 2015 5 Errichiello L 0.08 2017 3

Sigala M 21 2015 1 Govers R 0.08 2016 1
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According to the findings in Table 6, Buhalis was the first cited author with 76 citations
and Gretzel was cited with 65 citations. Law, Baggio and Sigala rank first in terms of
centrality.

Document Citation Network

According to the results of the social network analysis conducted in order to reveal the
common citations of the publications examined in the study, the document citations network
consists of 216 nodes and 603 connections. The document citation network is visualized as in
Figure 4.

LEUNG D {201

H&
o £U1D)
SR T BOES K (2017}

Figure 4. Document Citation Network by Centrality Degrees

According to result network consists of 60 clusters. The density of the cluster was
calculated as 0.026. The modularity value of the network was found as Q = 0.77 and the mean
silhouette value as 0.47. The network values of the first 5 publications, which are important in

the network, are given in Table 7.

Table 7. Citations Received by Citation Sources (First 5 Publications)

Publication Title F Cluster#

Gretzel, U., Sigala, M., Xiang, Z., Koo, C. (2015). Smart tourism: foundations and 45 1
developments. Electronic Markets, 25, 179-188.

Buhalis, D., Amaranggana, A. (2013). Smart tourism destinations. In Z. Xiang and I.
Tussyadiah (ed.), Information and Communication technologies in tourism 2014 (pp. 32 1
553-564). Switzerland: Springer.

Wang, D., Li, X. R., Li, Y. (2013). China’s “smart tourism destination” initiative: A
taste of the servicedominant logic. Journal of Destination Marketing & Management, 27 1
2(2), 59-61.

Gretzel, U., Werthner, H., Koo, C., Lamsfus, C. (2015). Conceptual foundations for

understanding smart tourism ecosystems. Computers in Human Behavior, 50, 558-563. 27 .
Buhalis, D., Amaranggana, A. (2015). Smart tourism destinations enhancing tourism
experience through personalisation of services. In |. Tussyadiah and Inversini, A. 93 1

(ed.), Information and Communication technologies in tourism 2015 (pp. 377-389).
Switzerland: Springer.

10
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As seen in Table 7 the most cited publication related to smart tourism is the publication
of ‘Gretzel et al.” published in 2015. The second is the book section published by Buhalis and
Amaranggana in 2013. It is seen that the oldest studies, which took place in the first five and
received the most citation, were published in 2013.

Smart Tourism Topic Clusters

The document citation network of the publication obtained in the study can also reveal
trend themes in an area. The fact that different researches in a particular area are referred to a
specific research many times cited that these studies have similar themes (Uksul, 2016).
Identified smart tourism clusters are summarized in Table 8.

Table 8. Topic Clusters of Smart Tourism

Label LLR p-value Cluster# Size  Silhuet Year
Mobile guest behavior 30,77. 1,0E-4 0 19 0.774 2018
Destination website 28,84. 1,0E-4 1 16 0.777 2017
Open data 27,26. 1,0E-4 2 16 0.721 2017
Smart system 24,20. 1,0E-4 3 10 0.730 2016
Smart destination management  13,48. 1,0E-4 4 9 0.879 2016
Visitor adaptation 25,13. 1,0E-4 5 9 0.939 2018
Geographical analytics 20,29. 1,0E-4 6 3 0.969 2015

When the topic clusters were examined, it was found that the highest number of clusters
was mobile guest behavior with 19. The silhouette value of the cluster with mobile guest
behavior theme is 0.774 and it can be said that it is homogeneous. The researches in the
cluster cited the documents published in the years of 2015, 2016, 2017 and 2018.

Keyword Analysis

According to the results of the social network analysis, a keyword network consisting of
84 nodes and 266 connections was obtained. There are 9 clusters in the keyword network. The
density of the network is 0.076, the modularity value is Q = 0.49 and the mean silhouette
value is calculated as 0.49.

Table 9 summarizes the first 10 common keywords used in publications in terms of
frequency and centrality. According to the result, the top three keywords are smart tourism,
tourism and technology, while the top three keywords are smart tourism destinations,

stakeholders and tourism in terms of centrality degree.

11
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Table 9. Common Keywords and Centrality Values Used in Publications (Top 10)

Keyword F Year Keyword Centrality Year
Smart tourism 38 2015  Smart tourism destination  0.30 2015
Tourism 24 2016  Stakeholder 0.22 2015
Technology 22 2015  Tourism 0.19 2016
Model 21 2015  Adaptation 0.17 2018
Social media 18 2015  Image 0.15 2016
Experience 15 2016  Co-production 0.15 2015
Information technology 14 2018  Smart tourim 0.13 2015
Internet 11 2017  Future 0.12 2018
Smart tourism destinastion 11 2015  Social media 0.11 2015
ICT 10 2018  Experience 0.11 2016

5. CONCLUSION

The bibliometric and visualization analysis of 145 researches on smart tourism
published in the WoS database in the period 1980-2019 was performed. While the first
publication on smart tourism was in 2004, there was a rapid increase in smart tourism related
publications as of 2015. It can be said that interest in smart tourism has increased since 2015.
The most common type of publication type is article. The average number of citations per
publication is 8.79. The h-index value of the studies was 18. The language of 93.8% of the
publications is English.

According to the results of the country collaboration analysis, it can be said that
America, England and South Korea are the main countries in the development of publications
cooperations related to smart tourism among other countries. The Journal of Travel Research
is the most cited journal (104 citations) of research on smart tourism. In 145 published studies
on smart tourism, Buhalis was the first to be cited with 76 citations, and Gretzel with 65
citations.

When the topic clusters were examined, it was found that the highest number of clusters
was mobile guest behavior with 19 frequency. Current research topics in this area are
destination websites, open data, smart systems, smart destination management and visitor
adaptation. The most used keywords were determined as smart tourism, tourism, technology,
model and social media. The keywords with the highest degree of centrality are smart tourism

destinations, stakeholders, tourism, adaptation and image.
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Abstract

Tourism is one of the world's fastest growing industries
along with the leading source of foreign exchange earnings and
Article Info: employment for many emerging countries. Bangladesh has an
attractive natural environment and many historical-cultural
places, which can be potentially utilized for the development of
tourism. The aim of the paper is to explore the tourism prospects
and challenges at sylhet region in Bangladesh. The paper is based
on secondary data. The data and information have been collected
and examined mainly from different published articles and
reports, research papers, Bangladesh Tourism Board, Bangladesh
Parjatan Corporation, Ministry of Civil Aviation and Tourism,
World Tourism Organization and different websites. The
importance of tourism in Bangladesh along with its benefits in
Keywords: socioeconomic development. The improvements from tourism
Prospects & Challenges | are multidimensional. The results exhibited that dynamic tourism
E%%L':QJQ??:%W prospects of this region are flourish the economy, eam a lot of
Sylhet foreign currency, increase household income, create _employment,
Bangladesh develop essential infrastructures, reduce the economic gap, create

better image, reduce regional disparity, create goodwill, and build
regional cooperation etc. The study also displayed that major
challenges of this area are lack of infrastructure facilities, modern
and sufficient recreation facilities, security and safety, proper
training and HR, proper planning, marketing and information,
product development, tourism awareness, and political instability
etc. The study is constrained in inside of Sylhet and the result is
attained based on the past studies. The study is wholly prepared
based on literature at Sylhet in Bangladesh.
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1. INTRODUCTION

Tourism is one of the core features that predicted to drive the economy of a country.
Pantouvakis (2013) designated that tourism is one industry that endures grows and develops
around the world which has a main influence on the world economy. Tourism industry is
important as it plays a vital role in the economy of developing and developed countries. The

meaning of tourism progressed along the last decades and it is nowadays commonly
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recognized that it encompasses a dynamic element, a static element and economic
significances (Vanhove, 2005). Tourism industry has become very significant and is measured
as one of the biggest companies in the world. Loyalty is a significant matter for the
sustainability of trade of the firms. Relationships with the tourists should be made well in
order to achieve their satisfaction and loyalty. The review is to check several between
destination image, service quality, superficial value, satisfaction and loyalty (Ohm and
Supinit, 2012). Khan and Hossain (2018) studied that tourism and hospitality industries
should be commended for its use of ICT and adoption of modern machineries like social
networks for engaging with consumers. The application of ICT has been cunningly
accomplished and applied with very least cost, needing little methodical resource from the
staff. Zeithaml and Bitner (2003) recognized that marketing in tourism may be seen as the
subsystem in the system of marketing services and by services, its’ mean all those activities,
as the final product does not have a physical is invisible and intangible for the tourist. The
tourism product is a multifaceted product because it comprises of goods and services in
different doings. The study is determined that image is an impression of firms that have been
entrenched in the minds of tourists comprehended from their advertising and public relations
of the firm, from word of mouth and through the tourist experience when consuming goods
and services that the firm offers (Nguyen and LeBlanc, 2001).

The paper has originated that image of the hotel is one of the two most important
aspects for the guests of a hotel in considering the intention to repurchase and applaud it to
others. So, image has a chief role in persuading marketing activities of firm (Kandampully &
Suhartanto, 2000). The paper is advanced first review pre-existing literature on tourism, sports
tourism, mega-event tourism, sustainable tourism and past academic study on the effects from
tourism. Importantly, the significances exposed that stakeholders would like to see more
inward investment from the private area to exploit on the advancement and infrastructure
developments that have taken place in the tourism area and also demonstrated that economic,
environmental and social aspects are influenced on tourism industry development (Khan, et
al., 2018). Ferdoush and Faisal (2014) presented that the importance of tourism is observed
from many viewpoints like economic, social, cultural, political, etc. Now in our gross
domestic product, the role of tourism is below 1%. If it could be brought to 5% then it would
create about 5 lacs direct and indirect employment, which would move the economic index in
the upper direction in all areas. Tourism is one of the lucrative areas in Bangladesh (Elena et
al., 2012).
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Bangladesh is located accessibly on the east-west air-corridor making it an entry to the
Far East. It is awarded with resources and the potential for tourism business. Sylhet is the
hilly district in the north east of Bangladesh. A region in mostly a plain country Sylhet lies
between Khasia and Jaintia hills in the north Tripura hills on the south forest around abounds
with innumerable bird‘s species. The orange grove of Chhatak with humming bees adds to the
fairy land an aura of the region. The Sylhet valley is formed by a beautiful, winding pair of
rivers named the Surma and kushiara both of which are fed by hill streams from the north and
south. The valley has good number of Haors and vast stretches of green land. These Haors
provide a sanctuary to millions of migratory birds who fly from Siberia across Himalayas.

Sylhet is the foremost tea granary of the Bangladesh.

2. LITERATURE REVIEW

According to Haque and Islam (2015) conducted a study is to explore the problems and
prospects to flourish the tourism sector in the region. Quantitative method has been used in
the paper to discover the exploration problems based on survey method. The tourists are
found very enthusiastic to get test of visiting different places and the study consequences
some good suggestions for enlightening tourism areas. Nevertheless, in order to make
Bangladesh a tourism friendly country, a restoration of tourism policy, which should be in
tune with the new countrywide economic, social, environmental policies and trends and the
government should monitor all actors and aspects related to tourism sector in Bangladesh.

Tourism is one of the world's fastest growing industries as well as the main source of
foreign exchange earnings and employment for many emerging countries. It is a vacation
activity which includes a discretional use of time and money. Regeneration is often the key
aim for involvement in tourism (Ghosh, 2001).

According to Rahman et al. (2010) Bangladesh has an attractive natural environment
and many historical-cultural places, which can be potentially utilized for the development of
tourism. The country is conferred with beautiful coasts and beaches, archeological sites,
historical and religious places, hills and islands, forests and jungles and attractive countryside
with innumerable water bodies and green fields of agriculture.

Armin et al. (2014) conducted a research with goals to project the tourist arrivals in
Bangladesh to realize the growth rate of earnings from the tourism sector in Bangladesh and
to compare the inbound and outbound voyages by drive of visit. In Bangladesh, unique and
attractive tourism market has been developed over the years to extent the business. The study

exposed that average number of tourist advents and earnings from the tourism industry has
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been growing for last ten years. Nevertheless, the growth rate is not satisfactory comparing
with the potential. By the study, it is seen that most of the foreigner comes in Bangladesh for
the purpose of travelling. The study supposed the tourism businesses as a new vocationalsim.
The study offers some commendations for the development of tourism industry in Bangladesh
the context of new vocationalism.

According to Shahid (2004) the scenarios of tourists sports capturing, tourist absorbing,
buying air ticket, travelling, site seeing, food & beverage delivering etc. have been changed
and so new vocationalism essentially needed all over the world. Tourists should have the
proper knowledge and skills to handle all the subjects efficiently by these changes.
Bangladesh, as a vacation destination, has many aspects. It is gifted with practically all the
natural potentials that attract tourists.

Redwan (2014) highlighted the significance of tourism in Bangladesh along with its
benefits in socioeconomic growth. The improvements from tourism are multidimensional
such as GDP contribution, employment generation, foreign currency earnings, infrastructure
development, and creation of investment opportunities, poverty alleviation, government
earnings and cultural improvement.

Ali (2004) showed that through enlightening the efficiency and effectiveness of services
of tourism region, arranging better facilities, cost cutting method, technological improvements
and infrastructural development, both domestic and foreign tourists can be stimulated to tour
with different alternative reasons.

According to Muhammad and Rehana (2010) researched that tourism sector can play
positive contribution towards enhancing Gross Domestic Product of a country. The tourism
sector in Bangladesh has been progressively growing from mid Nineties to till now. The study
has been undertaken to note effective and efficient utilization of strategic management of
tourism sector to raise Gross domestic product through which macroeconomic sustainability
over the time period of the country can be improved. The study is recommended that through
enlightening the efficiency and effectiveness of services of tourism sector, arrange facilities,
cost cutting techniques, technological growth and infrastructural development, both local and
foreign tourists can be stimulated to tour with different alternative causes. Tourism area may
be grown up under holistic approach which in turn will increase Gross Domestic Products as
macro-economic variables of the country will be upgraded and sustainable development can
be achieved. The study is maintained that through developing public and private sector
partnership, Bangladesh Government, related other autonomous organizations and likewise
foreign direct investment to build strategic leadership, articulating suitable approaches and
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realizing of these approaches will generate new chances and strengthening capacity building
and lessening the weakness in addition to eliminating threats can be feasible.

According to Tuhin and Majumder (2015) tourism has measured as the global biggest
and fast growing business of modern business world. It has a vital effect on economic
development of a nation. Bangladesh is a new tourist destination on the map of the world.
Bangladesh has massive potential to develop tourism due to its attractive natural beauty and
rich cultural heritage. Tourism can add value in the Bangladeshi economy if appropriate
marketing idea and approach can be made and realized for the purpose. Nevertheless, the
business flops to influence its destination due to suitable marketing applies. The study goals to
illustrate the current scenario of tourism industry in Bangladesh, classifies the restraints, and
recommends helpful processes consequently. The study also recommends that government
should formulate a ‘tourism policy’ instantly for the development of this industry. Both public
and private level investment is vital in the tourism area and regional cooperation can bring
benefits for Bangladesh.

Hossain (2001) highlighted on the adopting marketing strategies of the BPC to meet the
needs of the tourists, fulfill purposes of the BPC, and contribute to the national economy of
Bangladesh. The study has suggested that in formulating and adopting marketing strategies,
BPC should inspect carefully those aspects which affect prospective tourists’ choices in
connection with selecting destination and adopting tourism products like attractions, facilities
and accessibility.

Zahir et al., (2011) suggested for erecting good quality accommodations combination
with good restaurants and commercially vital cities to serve both the national and the intra-
regional tourists. The research is also recommended the deluxe and graded hotels to offer
modified services amalgamation with reception, living, foods, and recreation for the high
spending tourist segments.

According to Ali and Mobasher (2008) explored that for Bangladesh- spots and cost of
services have positive effect on the tourism sector. The study is recommended that tourism
should be acted as a significant element of economic development of the state for which
working together may be applied between tourism marketing plan and its implementation
procedure. Integrated marketing communications channel should be used to develop tourism

area of the Bangladesh.
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3. OBJECTIVES OF THE STUDY
The broad objective of the paper is to explore the tourism prospects and challenges at
Sylhet region in Bangladesh. The specific objectives of the study are as follows:
a) To forecast and highlight the prospects of tourism sector in the country.
b) To know the major challenges to the tourism development.
c) To explore the critical conceptual review of tourism prospects and challenges of
the Sylhet region.

4. RESEARCH METHODS OF THE STUDY

The paper is based on secondary data. The data and information have been collected and
examined mainly from different published articles and reports, research paper, Bangladesh
Tourism Board (BTB), Bangladesh Parjatan Corporation (BPC), Ministry of Civil Aviation

and Tourism, World Tourism Organization and different websites.
5. ANALYSIS AND FINDINGS

5.1 Tourism Destination

The paper mostly highlights on the prospects and constraints of tourism sector in
Bangladesh. Bangladesh has developed cultural heritage. Bangladesh is very much attractive
and potential tourism sector that can earn foreign currency around the world. The study has
based on secondary information that has gathered from different articles published in journals,
Bangladesh Parjatan Corporation (BPC), Ministry of Civil Aviation and Tourism, and
different websites. The paper realizes the prospects and potentiality of tourism development in
the country. Besides, the paper identifies numerous restraints to the development of tourism
and prescribes some essential recommendations for policy preparation and managerial effect
of the development of the tourism sector in Bangladesh (Latif, at al., 2017). Bangladesh is a
country of natural beauty where the tourism as an industry has enormous prospect to boost up
the economy. Tourism has direct influence on cultural, social, educational, and economic
areas of any nation and moreover on their worldwide associations. It has been dramatically
persuading some businesses such as transportation, accommodation, food, shopping mall,
entertainment and hospitality etc. All these businesses can increase the economic growth
procedure by creating jobs, branding infrastructures and commercial skills, enlightening
balance of payments, and increasing foreign exchange earnings.
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According to Debashish et al (2017) the main aspects that can effect on satisfaction
level of tourists with specific reference to tourism industry in Bangladesh. Satisfied tourists
will revisit the tourism destination and they will provide positive word-of-mouth. Therefore, it
is crucial to recognize which aspects around the tour destinations have effect on overall
satisfaction of tourists. Primary data is collected from 428 tourists of different tourism
destination in Sylhet region using structured questionnaire. It is revealed in the paper that the
tourists’ satisfaction depends on natural beauty, transportation and accommodation facilities,
safety and security, and costs. The paper is displayed that tourist satisfaction depends on a
difficult procedure where the role of every actor is essential and those actors should be
coordinated with each other. Also, the paper allows recognizing the current strengths and
weaknesses of tourism services in Sylhet which may replicate the overall situation of
Bangladesh.

According to Subrata et al. (2018) the modern progress and the predicted high growth in
tourism area of Bangladesh give a comprehension that it has great possibilities to improve
into a world class tourist zone and needs inspection. The goal of the paper is to inspect the
aspects that influence tourists’ satisfaction in Bangladesh. A questionnaire survey design is
applied in order to regulate the persuasive aspects that have considerable influence on
tourists’ satisfaction. Defendants from all over Bangladesh participated in the survey. The
results designate that the acknowledged aspects affect tourists’ satisfaction. From among the

aspects, information considerably influence on tourists satisfaction. The results recommend to
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put prominence on information, lodging, safety and security features for improving the level
of tourists’ satisfaction. The study gives heightened information for tourism specialists, and

tour operator regarding the tourists’ perception in Bangladesh.
5.2 Prospects of Tourism Sector

5.2.1 Prospects of Tourism industry in Bangladesh

Tourism sector can help to flourish the economy of Bangladesh. By ensuring proper
improvement of this area, it is potential to earn a lot of foreign currency which will donate to
the growth of the national economy of the country. The area also offers ample employment
opportunity for the people who are directly or indirectly involved in this sector, since it is a
service providing sector. The joblessness problem of the country can be reduced partly to
develop necessary infrastructures of this sector. It will help to increase household income and

as well as the revenue collection of the government will rise consistently (Latif, 2016).
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Therefore, it will also help to decrease the economic gap between the rich and the poor
people of the nation. Tourism can also be strengthened by the political unity of the state.
Local tourists as well as foreign tourists like to visit historical places, archeological sites,
national monuments and ancient fields that aid to strengthen the political unity of the country
in the long run (Latif, 2015).
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Furthermore, extensive local tourism will help to form regional cooperation among the
people by giving the chances to contact, share and exchange their views and sub-cultures with
each other. It will also help to improve more cohesiveness and empathy that will decrease
local disparity in terms of psychological and economic point of view within different
divisions and districts and increase the unity among them and inspire them more to work for
the nationwide interest (Latif, 2014).

-

i Hur 5

- L

= Tota

L™

o
M3 Jiri4 2015 2016

Source: Bangladesh Tourism Board

The people who come from industrialized countries, their life style, income level,
background etc. are totally different from branding countries like Bangladesh (Zahir, 2011,
Ferdouse, 2014). The people of the country can simply compare their life style with the
people of industrialized nations. So, they can exchange these knowledge and views with each
other. It is as well potential to assert Bangladesh to other parts of the world by tourism sector.
It may also helpful to create better image to foreign country through proper management of
tourism activities. If the sector can be managed properly and attracted tourists from different

region within and outside the country, it will create goodwill for the country.
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5.2.2 Prospects specifically related to the Sylhet region

3)
b)
)
d)
€)
f)

9)

h)

i)
)

Help to flourish the economy of Bangladesh.

Earn a lot of foreign currency.

Help to increase household income.

Reduce the unemployment problem of the country.

Develop necessary infrastructures of this sector.

Help to reduce the economic gap between the rich and the poor people of the
country.

Create better image to foreign country through proper management of tourism
activities.

Reduce regional disparity in terms of psychological and economic point of view
within different divisions.

Create goodwill for the country.

Help to build regional cooperation among the people.

5.3 Challenges of Tourism Sector

5.3.1 Problems of Bangladesh tourism industry

The main reason which prevent foreign tourists from traveling to Bangladesh are

political instability and unrest Compared to other South Asian Countries, vacationing

international tourists arrival are much less in number in Bangladesh than.

Bangladesh possesses tourists ‘attractions like historical, scenic, climatic, (religious

festivals, trade fairs and so on. In terms of accessibility) i.e. accommodation local transport,

security, catering, Medicare, Bangladesh lags far behind than many other neighboring

countries (Bangladesh Tourism Board).
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Lack of sincerity and political will to promote Bangladesh as a common tourism
destination. Different studies disclose that most of the tourists have a negative image in
Bangladesh. They as a famine and flood stricken country with dirty and poor inhabitants,
overcrowded and lawless city streets, unsanitary conditions, portray Bangladesh (Bangladesh
Parjatan Corporation).

Insufficient planning and provision for infrastructure components are two classic errors
that hinder the development of tourism in Bangladesh. It is supposed that common of tourists
visiting Bangladesh are busy in tourist places and monuments or relaxing in beaches. It is a
matter of great regret that after sunset they have nothing entertaining to do (Bangladesh
Tourism Board).

There is no casino, Bingo, Public transport, theatre and late night show. For a
designation to attract increasing tourism flow it requires the provision of security and safety to
taunts, it is unfortunate that Bangladesh has failed to provide these to them, which is one of
the major problems Bangladesh industry in facing (Bangladesh Parjatan Corporation).

Lack of government policy is also a problem for tourism industry. This indicates that
our tourism sector is in scarcity of proper guideline. Corruption is another major problem
regarding tourism industry of Bangladesh. For which foreigner often fell into problem in their
smooth and continue journey in Bangladesh.

Shortage of tourism training infrastructure, qualified trainers, and lack of proper
strategies and policies for human resource development hinders the growth of tourism in
Bangladesh. Lastly absence of effective coordination and lack of investment is major obstacle

in this sector (Bangladesh Tourism Board).

5.3.2 Challenges specifically related to the Sylhet region
a) Lack of infrastructure facilities.
b) Lack of modern and sufficient recreation facilities.
c) Lack of security and safety.
d) Political instability.
e) Involvement of nonprofessional peoples.
f) Lack of proper training and human resources related to tourism.
g) Visa problems.
h) Lack of proper planning from government.
i) Lack of marketing and updated information.

j) immature long term vision both government and private sectors
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k) Negative brand image of Bangladesh as a tourist destination country.

I) Lack of product development in tourism potential areas.

m) Inefficient promotional activity makes the tourism sector, especially tourism
sector of Bangladesh, is one of the laggard industry.

n) Insufficient infrastructure makes the problem a bit larger.

0) Lack of tourism awareness among the domestic people.

p) Lack of properly trained manpower in this sector.

q) Absence of association of the coordinated agencies.

r) Environmental pollution and unplanned development, particularly in resorts.

s) Shortage of budgetary allocation also widening the problem. The government
should allocate a special fund for the development of the tourism sector.

t) Security and safety for the foreign tourists is one of the prime concern for not

branding the tourism sector of Bangladesh rapidly, etc.

6. CONCLUSION, LIMITATION AND DIRECTION FOR THE FURTHER STUDY

Now, tourism is the world‘s largest industry. As Bangladesh is a gift of natural beauty
& has lots of natural resources, historical places, water front, theme parks, museums, cultural
centers, and many famous tourists’ spots, it has lots of chances to earn important amount of
revenue from this area. But Tourists friendly Bangladesh tourism industry is facing multiple
questions and challenges in both national and international level. This is the high time to
identify and remedy the issues and challenges in order to fabricate the industry as an
internationally reputed one (Hossain et. al., 2013). Bangladesh is a country of enriched
heritage and culture from thousands of years ago. The economy of Bangladesh has much
potentiality to earn foreign currency creating more attraction and disseminating the
information regarding the tourist places to other parts of the world. Bangladesh Parjatan
Corporation (BPC), Ministry of Civil Aviation and Tourism, and different websites. The
paper discoveries that the main tourist attractions, number of foreign tourists arrivals in
Bangladesh in several years, the annual income and profit earning from tourism area in the
nation have shown the chances and potentiality of tourism development in the nation.
However, the paper identifies numerous restraints to the growth of tourism and recommends
some necessary recommendations for policy formulation and managerial implication of the
development of the tourism sector in Bangladesh. So, the value of the tourism area
development has a positive effect on the growth and economic development of Bangladesh in
future (Arif, et al., 2011).
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Bangladesh has an attractive natural environment and many historical-cultural places,
which can be potentially utilized for the development of tourism. The aim of the paper is to
explore the tourism prospects and challenges at sylhet region in Bangladesh. The paper is
based on secondary data. The data and information have been collected and examined mainly
from different published articles and reports, research paper, Bangladesh Tourism Board
(BTB), Bangladesh Parjatan Corporation (BPC), Ministry of Civil Aviation and Tourism,
World Tourism Organization and different websites. The significance of tourism in
Bangladesh along with its benefits in socioeconomic development. The improvements from
tourism are multidimensional. The results showed that vital tourism prospects of this region
are flourish the economy, earn a lot of foreign currency, increase household income, reduce
the unemployment problem, develop necessary infrastructures, reduce the economic gap,
create better image, reduce regional disparity, create goodwill, and build regional cooperation
etc. The study also discovered that major challenges are lack of infrastructure facilities,
modern and sufficient recreation facilities, security and safety, proper training and HR, proper
planning from government, marketing and information, product development, tourism
awareness, security and safety, and political instability etc. The paper is constrained in inside
of Sylhet and the consequence is attained based on the past studies. The study is wholly
prepared based on literature at Sylhet in Bangladesh. This secondary data may not be the real
representative of overall Bangladeshi tourism prospects and challenges view due to sample
area and nature of research. Further research is instructed to develop the generalizability of
the sampling by extending the sample area or whole geographical area and conducted in

primary research in Bangladesh.
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YURT iCi UCUS YAPAN HAVAYOLU ISLETMELERINDE HIiZMET
KALITESI KONUSUNDA BiR KARMA YONTEM CALISMASI

Altan DEMIREL
Doktora Ogrencisi, Akdeniz Universitesi, Turizm Fakiltesi, Turizm Isletmeciligi Béliimii,
Tlrkiye
E-mail: altandemirel@hotmail.com
ORCID: 0000-0002-1010-4116

Ozet

Bu c¢aligmanin amaci, yurt i¢ci ugus yapan havayolu
isletmelerinin hizmet kalitesini incelemektir. Bu kapsamda,
Makale Bilgisi: agizdan  agiza  iletisim  (E-WOM)  aract1  olan
www.tripadvisor.com sitesinde, Tiirk¢e yorumlar araciligiyla

G?Iis: . 01-04-2020 havayolu hizmet kalitesini veri madenciligi teknigiyle
Diizeltme:  05-04-2020 . . . .
) belirlemek ve belirlenen hizmet kalitesi boyutlarinin, Star
Kabul: 09-04-2020 . . . . .
Alliance havayolu iiyesi olan/olmayan isletmeler {izerindeki
etkisini lojistik regresyon analiziyle incelemektir. Yapilan bu
calismada karma yontem kullanilmistir. Verilerin analizi,
tripadvisor.com  Gzerinden  toplanan  yorumlar  ve
Anahtar Kelimeler: degerlendirmeler ile yapilmistir. Calisma nitel asamada veri
Hizmet Kalitesi madenciligi, nicel asamada lojistik regresyon analiziyle
Agizdan Agiza lletisim (E-wom) | incelenmistir. Veri madenciligi analizleri sonucunda,
Veri Madenciligi yogunlagilan temalar; yiyecek kalitesi, rahathk, rdtar ve
Lojistik Regresyon temizliktir. Seyahat edenlerin  memnuniyet diizeyleri
Tripadvisor

incelendiginde; seyahat edenler Star Alliance tyeligi olan
isletmeleri %88,5 (254 kisi) oraninda iyi, %4,9 (14 kisi)
oraninda kotii olarak degerlendirmistir. Uyeligi olmayan
isletmeleri ise; %53,8 (403 kisi) oraninda iyi, %20,7 (155
kisi) oraninda kotii olarak degerlendirmistir. Lojistik
regresyon  analizi  sonucunda;  hizmet  Kalitesinin
gostergelerinden ayak koyma alani, fiyat, yeme-icme ve
konfor Star Alliance havayolu (yesi olma durumunun
yordayicilari olarak tespit edilmistir.
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Abstract

The purpose of this study is to investigate the service
quality of domestic airlines. In this context, it is to determine
the airline service quality with data mining technique on the
website www.tripadvisor.com, which is a mouth-to-mouth
communication (E-WOM) tool, and to examine the impact of
the specified service quality dimensions on the companies that
are / are not a member of the Star Alliance airline with logistic
regression analysis. In this study, mixed method was used. The
analysis of the data was made with the comments and
evaluations collected on tripadvisor.com. The study was
investigated by data mining at the qualitative stage and logistic
regression analysis at the quantitative stage. As a result of data
mining analysis, the themes are concentrated; food quality,
comfort, delay and cleanliness. When the satisfaction levels of
the travelers are examined; travelers rated businesses with Star

Tripadvisor Alliance membership as 88.5% (254 people) good and 4.9% (14

people) bad. The businesses that do not have a membership are;
53.8% (403 people) were good and 20.7% (155 people) were
bad. As a result of logistic regression analysis; The foot rest
area, price, food and drink and comfort, which are among the
indicators of service quality, have been determined as predictors
of being a member of Star Alliance airline.

1. GIRIS

Teknolojinin  gelisimi, kolay ulasilabilirlik, miisteri beklentilerinin degiskenlik
gostermesi ve artan rekabet kosullar1 sebebiyle hizmet kalitesi, isletmeler icin biiyiikk 6nem
kazanmustir. Isletmelerin, miisteri beklentilerini karsilamak ve hayatin1 devam ettirebilmek
icin hizmet kalitesi her zaman bir iist diizeye ¢ikarmalar1 gerekmektedir (Akdu ve Akdu,
2017). Hizmet kalitesi, diger sektorler ile karsilastirildiginda tanimlanmasi zor bir kavramdir.
Clinkii hizmet kavraminda bulunan bazi 6zellikler hizmeti diger iiriinlerden ayirmaktadir. Bu

ozellikler; hizmetin soyut olmasi, stoklanamama, ayrilmazlik, degiskenlik ve dayaniksizliktir.
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Bu sebeple hizmet kalitesi ve kalite algilar1 6lglimlerinde zorlanilmaktadir. (Yagmur ve dig.
2015).

Turizm sektorii, emek-yogun hizmet vermektedir ve hizmet sektoriinde faaliyet
icerisinde olan isletmelerden biri de havayolu isletmeleridir. Havayolu isletmelerinde hizmet
kalitesinin kosullari, miisterinin kalici olmasini saglamaktadir ve bu durum da rekabet
avantajini etkilemektedir. Isletmelerin rekabet avantajmi elinde bulundurmasi, pazar paymda
yer almasmi saglamakta ve nihayetinde isletmelere karlilik getirmektedir. Havayolu
isletmeleri arasindaki rekabet baskisinin olusmasi, yiliksek kalitede hizmet sunulmasini
zorunlu kilmaktadir (Park ve dig. 2004). Seyahat talebinin ve rekabetin artmasiyla birlikte
havayolu isletmeleri; kii¢lik ugak kullanimi, ekstra ticretler gibi farkli yontemlerle gelirlerini
arttirmaya caligmaktadir. Diger taraftan yolcular ise daha diisiik tcret ile yiiksek hizmet
kalitesi beklemektedir. Havayolu tasimacilig1 gectigimiz yillara gore biiylime gostermekte ve
gelirleri artmaktadir. Bu artisa paralel olarak, miisteri sadakati ve hizmet kalitesinin
tyilestirmesine kadar bir¢ok yonden rekabetci pazar kosullarinda degisiklik gostermektedir
(Bogicevig ve dig. 2017). Havayolu isletmeleri degisen rekabet kosullar1 karsisinda,
potansiyel yolcular1 cekmek i¢in hizmet kalitesine odaklanarak miisteri merkezli stratejilerden
faydalanmay1 hedeflemektedir (O'Connell ve Williams, 2005). Havayolu isletmelerinin diistik
fiyat stratejisiyle miisterileri etkilemesi etkili bir yol olarak goriilse de davranigsal niyetler de
hizmet kalitesini etkileyen belirleyici bir faktor olarak gorilmektedir (Chiou & Chen, 2012).
Sonug olarak, havayolu isletmeleri rekabetci kosullarda uygun bir fiyatla kaliteli hizmet
sunarak pazar paymim en biiylik parcasimi ele gegirme gabasindadir. Bu duruma en iyi
orneklerden biri Star Alliance tyeligidir. Star Alliance’ye gilinlimiizde 26 tane havayolu
firmasi1 liye olmus durumdadir. Bu tiyelikle birlikte kiiresel agda sorunsuz baglantilar kurmak
amaglanmistir. Ayrica yolcular baglantili uguslarda diinyanin herhangi bir noktasma problem
yasamadan ve en avantajli kosullarda ucabilmektedir. Bunun yani sira havayolu firmalar1
arasinda  yapilan ortak ucuslar sayesinde de avantajli  bilet fiyatlarindan
yararlanabilmektedirler. Ayrica Star Alliance {iyeliginin beraberinde getirdigi hizmet
kalitesindeki arti, daha fazla mil kazanma imkéni, tiyeligin derecesine bagl olarak diinyadaki
cesitli bekleme salonlarmi (lounge) kullanma sansi ve daha birgok avantaji da beraberinde
getirmektedir (Alliance, 2018).

Bu karma yontem ¢aligmasinda temel amag, yurt i¢i ugus yapan havayolu isletmelerinin
hizmet kalitesini incelemektir. Bu kapsamda, agizdan agiza iletisim (E-WOM) arac1 olan
www.tripadvisor.com sitesinde, Tiirk¢e yorumlar araciligiyla havayolu hizmet kalitesini veri

madenciligi teknigiyle belirlemek ve belirlenen hizmet kalitesi boyutlarmin, Star Alliance
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havayolu iiyesi olan/olmayan isletmeler iizerindeki etkisini lojistik regresyon analiziyle
incelemektir. Hizmet kalitesi boyutlar1 miisteri memnuniyetinin O6lglimlenmesi ve ayrica
mUsteri memnuniyetinin Star Alliance kriterleri arasinda yer almasi acgisindan Onem arz
etmektedir. Ayrica havayolu hizmet kalitesi literatiiriinde nicel ¢galigmalarin agirlikli olmasi ve
buna bagl olarak farkli bir bakis agis1 ortaya koymak amaciyla hem nitel hem de nicel
verilerin paralel olarak toplandig1 yakinsayan desen kullanilmistir. Nitel veriler miisterilerin
yapmis oldugu yorumlar lizerinden veri madenciligi teknigiyle, nicel veriler ise Star Alliance
iiyesi olan/olmayan isletmelerin hizmet kalitesi boyutlariyla a¢iklanmaya calisildig1 lojistik
regresyon analiziyle yapilmaktadir. Burada bagimli degisken Star Alliance iyeligi
(evet/hayir), bagimsiz degiskenler ise; fiyat, konfor, ayak koyma alani, yemek-igcmek, temizlik
ve check-in binistir. Son olarak, nitel ve nicel verilerin ayr1 ayr1 bilgi elde edileceginden

sonuglar karsilastirilarak dogrulanmaya g¢alisilacaktir.

2. LITERATUR TARAMASI

Isletmenin yasamini siirdiirebilmesi icin miisteri memnuniyeti, 6nemli bir konumdadar.
(Wall ve Barry, 2007). Ozellikle turizm gibi hizmet iizerinde yogunlasilan sektdrlerde
performans degerlendirmesinin yapilmasimin zorlugu goze carpmaktadir. Bu tiir sektorlerde
kaliteyi belirli bir seviyeye ¢ikarmak, siirdiriilebilir hale getirmek ve denetimden sonra
istenilen sonuca ulasmak bu zorlugu agik bir sekilde ifade etmektedir. Verilen hizmetin
kalitesi ve yapisi, tiketicilerin 6zellikleri, hizmet kavrami iizerindeki bakis agilarindaki
degisimler gibi bir¢cok faktdrden dolay1 hizmet algisinda farkliliklar goriilmektedir. Verilen
hizmet de isi saglayan kisi, firma, sirket vb., tarafindan ortaya konulan performansla
iligkilendirilmektedir. Bu isveren-performans etkilesimi sebebiyle hizmet kalitesine belirli bir
anlam yiliklenmektedir ve tiiketicinin yazili veya sozlii olarak goriislerini belirtmesiyle hizmet
kalitesi ortaya ¢ikmaktadir (Oztiirk, 2006). Tiiketicilerin %74’ten fazlas1 bilgiye ulagirken
tilketici yorumlar1 aracilifiyla bilgiye ulasmaktadir (Gretzel ve Yoo, 2008). Miisteriler
ozellikle, sosyal medya platformlarinda goriislerini bildirmektedirler. isletmeler ise, dogrudan
ya da dolayl bir sekilde topladiklari olumlu ya da olumsuz goriisleri dikkate alarak pazar
rekabetinde avantajli konuma gegcmeye calismaktadir (Erdem ve Yay, 2017). Isletmeler;
miisteri memnuniyetini saglamak i¢in, ihtiyac1 ve istekleri dogrultusunda hatalarmi sifira
indirmeye ¢aligmakta ve boylece miisterilerinde tekrar gelme niyeti olugturmaya ¢aligmaktadir
(Ekiz ve Babacan, 2018). Bu nedenle isletmeler, yapilan sikayetlere ve olumlu-olumsuz

yorumlara agiklama yaparak miisterinin tatmin edilmesine buyik énem vermektedir.
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Teknolojinin hizla degismesiyle ve gelismesiyle birlikte elektronik agizdan agiza
iletisim (electronic Word Of Mouth - E-wom) araglar1 iizerinde yapilan yorumlari
degerlendirilip yanitlanmasi sirketler icin kagmilmaz olmustur. Hangi platformda yapilirsa
yapilsin yorumlarla ilgilenmek miisteri bagliligi agisindan da 6nem arz etmektedir. Olaymn
cozlime kavugmasi ise olumsuz bir algi olusmasini engellemeye ve isletme imajinin
korunmasima yardimci olmaktadir (Kozak, 2007). Tuketiciler hizmet beklerken riski en az
seviyeye indirme, bilgiye en az siirede ulasma, alinan {riin ya da hizmetin nasil
kullanilacagini 6grenme, pazara yeni giren lriinler hakkinda bilgi sahibi olma, alinan hizmet
sonrast ortaya cikabilecek olumsuzluklari azaltma ve sanal bir gruba ait olma gibi belli
standartlar1 g6z Oniinde bulundurmaktadir. Bu standartlar da tiiketiciyi E-wom’a
yonlendirmektedir. (Avcilar, 2005; Kwon ve dig. 2011). Ayn1 zamanda yiliz yiize goriigme
veya telefon araciligiyla damisma gibi secenekleri kullanmayan tiketiciler icin E-wom,
smirsiz bir kaynak olarak goriilmektedir (Okutan, 2007).

E-wom, alanyazinda internet Oncesi ve internet sonrast diye ikiye ayrilmaktadir.
Geleneksel siire¢ olarak adlandirilan internet oncesi siireg, gergek kisilerin arasinda ortaya
¢ikan yiliz yiize ve sozli iletisimlerdir. Geleneksel agizdan agiza iletisimin etkisi mesafe ve
zamana gore degisim gostermektedir. Zaman ve mesafe ne kadar artarsa iletisimin etkisi de o
derece azalmaktadir. Teknoloji ve internetin gelisimiyle birlikte geleneksel agizdan agiza
iletisim de boyut degistirmistir (Kutlu ve Ayyildiz, 2017). Geleneksel iletisimden farkli olan
bir diger boyut ise “talep edilememe durumudur.” Bilgiyi aramayan kisilere de bilgi
ulasmaktadir (Bruyn ve Lilien, 2008). Insanlar, E-wom sayesinde sadece tanidig1 kisilerden
degil, ayn1 zamanda tanimadigi kisilerden de bilgi sahibi olabilmektedirler (Avcilar, 2005). E-
wom; “yogunluk”, “birlesme”, “gorilebilir ipuglar’” ve “elestiricinin tiirii” olmak iizere 4
farkl 6zellige sahiptir. ilk 6zellik yogunluktur. Bir iiriine veya hizmete ne kadar ¢ok insan
yorum yapiyorsa o kadar ¢ok bilgi dagilimi olmaktadir. Bu da iiriinlin farkindalik yaratmasimni
saglamaktadir. ikinci 6zellik birlesme degeridir. Bu deger pozitif ya da negatif yonlii
olabilmektedir. Yapilan yorumlar degerin yoniinii belirlemede yardimci olmaktadir. Ugiincii
ozellik, goriilebilir ipuglaridir. Bir tiiketici tarafindan gonderilen sekil, fotograf veya iletisim
formu vb. aracilar iiriin ya da hizmeti degerlendirirken bilgi verebilmektedir. Son olarak ise
elestiricinin tiirli 6zelligi bulunmaktadir. Bu 6zellikte tecriibe eden kisinin yapis1 6nem arz
etmektedir. Cevrim i¢i yorumlar, uzman kisiler ya da ¢ok olumlu veya ¢ok olumsuz deneyim
yagayan Kisiler tarafindan yazilmaktadir. Cesitli kaynaklardan edinilen bilgiler, karar verme

stirecine dogrudan etki edebilmektedir (Davis ve Khazanchi, 2008).
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Elektronik ortam, onceleri isletmeler i¢in ucuz ve kolay reklam ve pazarlama imkani
sunarken, zamanla {irin ve hizmeti satin alanlar tarafindan elektronik ortamda deneyim
paylagsma ve yorum yapma imkani saglamistir. Karar verme asamasinda, elektronik ortamda
yapilan paylagimlar ve yorumlar destinasyon ve iirlin se¢iminde daha etkili bir rol oynamaya
baslamustir (Sarusik ve Ozbay, 2012). Konusma ve yiiz yiize iletisim giiclii bir etki yaratsa da
kelimeler ve yazilt metinler siirekliligi sebebiyle belli bir avantaja sahiptirler. Diger avantajlar
ise; hiz, ¢ok kisiye ulasma, rahatlik ve yliz yiize durumda insan baskisi yaratmamasidir (Sun
ve dig. 2006). Hizmet sektoriiniin, soyut olmasi ve deneme olanaginin olmamasi sebebiyle
tiiketiciler de elektronik ortama yonelmek durumunda kalmaktadirlar (Goral, 2015). Ozellikle
turizm sektoriinde otel, havayolu, destinasyon tercihlerinde veya seyahat plani yapilirken
elektronik ortam bilgi agisindan dnemli bir hale gelmistir. Ozellikle tripadvisor.com yilda
milyonlarca ziyaretciye satin alma karar1 verirken aracilik yapmaktadir. Yapilan ¢aligmalar da
elektronik ortamda yapilan yorumlar ile tiiketicilerin rezervasyon yaptirmasi arasinda olumlu
bir iliski bulundugunu gostermektedir. Ayrica seyahat plani yapma, satin alma ve bilgi arama
uzerinde E-wom’un 6nemli bir etkisi oldugu belirlenmistir (Kutlu ve Ayyildiz, 2017). Sonug
olarak hizmet sektorii E-wom ile yiiksek bir iligki igerisindedir. Yasanilan deneyimler, yapilan
seyahatler, seyahate karar verme siirecleri ¢evrim i¢i yorumlar ile sekillendirilmektedir. Bu
yorumlar bilgi verdigi gibi 6neri sunma 6zelligi ile ikili rol oynamaktadir (Park ve dig. 2007).

Alanyazin incelendiginde havayolu hizmet kalitesi ile ilgili caligmalar, hizmet kalitesini
Olciimlemek ve boyutlandirmak amaciyla yapildig1 gézlemlenmistir. Suzuki (2001), miisteri
memnuniyeti lizerinde yaptig1 arastirmada hangi hizmet kalitesi faktorlerinin memnuniyeti
etkiledigini goézlemlemistir. Bu faktorler: “zamaninda kalkis”, “check-in ve ugaga giris
islemleri”, “etkin bagaj prosediirleri” ve “yiyecek ve icecek hizmeti” olarak belirtilmistir.
Park ve dig. (2004), havayollarinda algilanan hizmet kalitesinin miisteri davraniglari
Uzerindeki etkisini incelemeyi amaglamaktadir. Miisterilerin hizmet Kkalitesi algisinin
memnuniyeti etkiledigi ve miisteri beklentilerinin ise hizmet kalitesi algisin1 anlamli bir
sekilde etkiledigi sonucuna ulagilmistir. Okumus ve Asil (2007), THY ’de, yurtdisi ugus yapan
yolcularin algilanan hizmet kalitesini 6lgmeyi amaglayan bir ¢alisma gerceklestirmistir. Tiirk
yolcular agisindan hizmet kalitesi boyutlar1; “fiziksel unsurlar”, “hizmetin kisisel uygunlugu”,
“glivenilir personel”, “giivenilir ve dogru hizmet” ve “hizmette isteklilik ve aninda hizmet”
olarak ifade edilmistir. Nadiri ve dig. (2008) hizmet kalitesinin miisteri memnuniyetine
etkisini incelemeyi amaclamistir ve hizmet kalitesinin miisteri memnuniyetine anlamli bir
etkisi oldugu sonucuna ulasilmistir. Ayrica hizmet kalitesinin sekiz boyuta sahip oldugu

ortaya ¢ikmistir. Saha ve Theingi (2009) havayolu hizmet kalitesinin miisteri davranislarina
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ve memnuniyetine olan etkisini incelemeyi amaglamistir. Caligmada dort boyut (ugus ekibi ve
yer hizmetleri, fiziksel Ozellikler, havayolu faaliyet zamanlari, zamaninda kalkig) ortaya
konulmus ve bu boyutlara gore yolcularin farkli hizmet kalitesi beklentisine sahip oldugu
belirtilmistir. Celikkol ve dig. (2012) yurti¢i ugus yapan yolcularin havayolu igletmelerini
tercih nedenlerini ve sunulan hizmetlerin memnuniyet durumunu incelemistir. Yolcularin
tercih sebepleri arasinda; “giivenilirlik ve iyi hizmet”, “uzmanlik ve esneklik” ve “avantaj ve
uygunluk” yer almaktadir. Hizmet kalitesi boyutlar1 ise “glivenlik ve kalite” ve “rahatlik ve
cesitlilik” olarak belirtilmistir. Yildiz ve Erdil (2013) Tiirkiye’de algilanan havayolu hizmet
kalitesini saptamay1 amaclamistir. “Fiziksel boyutlar”, “giivenilirlik”, “yanitlanabilirlik”,
“giivence” ve “empati” adi altinda toplanan boyutlarda yolcularin hizmetlerden memnun
olduklar1 sonucuna ulasilmistir. Pekkaya ve Akilli (2013) algilanan hizmet kalitesini sekiz
farkli havayolu iizerinde incelemeyi amaclamistir. Bes boyut (empati, heveslilik, fiziksel
ortam, giivenilirlik ve gilivence) altinda toplanan bu calismada yolcularm hizmetlerden
memnun oldugu sonucuna ulasilmistir. Son olarak Gorkem ve Yagci (2016) satin alma
hizmetlerini etkileyen kabin i¢i hizmetlere yonelik yolcu degerlendirmelerini incelenmistir.
Kabin i¢i hizmet boyutlarinin fiyat algilarina gore anlamh bir farklilik gésterdigi sonucuna

ulasilmustir.

3. VERI ANALIZINDE YARARLANILAN TEKNIiKLER

Bu calismanmn amaci, yurt i¢i ucus yapan havayolu isletmelerinin hizmet kalitesini
incelemektir. Bu kapsamda, agizdan agiza iletisim (E-WOM) araci olan www.tripadvisor.com
sitesinde, Tiirk¢e yorumlar aracilifiyla havayolu hizmet kalitesini veri madenciligi teknigiyle
belirlemek ve belirlenen hizmet kalitesi boyutlarmin, Star Alliance havayolu {iyesi
olan/olmayan isletmeler iizerindeki etkisini lojistik regresyon analiziyle incelemektir.

Bu baglamda veri madenciligi, elektronik ortamda bulunan degerli bir bilgiyi isleme
isidir. Veri madenciligi birgok teknik konuyu aciklamaya calisan ¢ok disiplinli bir alandir.
Sigorta, tip, finans ve astronomi ve diger bir¢cok alan bu disiplinlere Ornek
gosterilebilmektedir (Ozekes, 2003). Veri madenciligi tekniklerinin kullanilmasi, isletmelerin
imajm1 ve miisterilerin giincel tepkilerini incelemek i¢in etkili bir yontem olarak piyasa
analizi i¢in degerli bir ara¢ olarak kullanilmaktadir (Gupta ve Lehal, 2009). Jacobs (1999) veri
madenciligini, ham verinin tek basmna ortaya koyamadigi bilgiyi ortaya koyan veri analiz
slireci olarak tanimlamaktadir. Dogan ve Tiirkoglu (2007) ise veri madenciligini, bilgisayar
programi kullanarak gelecege dair tahminler yapmak i¢in yardime1 olabilecek ¢ok sayida veri

arasindaki iligkiler bulunmasini saglayan bilgileri elde etmek olarak tanimlamaktadir.
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Tanimlardan yola ¢ikilarak, veri madenciligi; biiylik bir veri havuzundan amaglar
dogrultusunda anlamli tahminler yiiriitmek icin yapilan veri analizi bi¢giminde ifade
edilebilmektedir. Elektronik ortamda agizdan agiza iletisim yoluyla yapilan yorumlar ise,
metin madenciligi araciligiyla analiz edilebilmektedir. Metin madenciligi, normal bir
metinden anlamli verileri ¢ikarmay1 amaclayan bir yontemdir. Veri tabanlarinda saklanan
yorumlar, metinler vb., yazilar ugrasilmasi zor, islenmemis ve sekilsizdir bu bakimdan da
ugrasilmasi zordur. Fakat, metin madenciligi ile gerekli olan bilgi amaglar dogrultusunda
metnin i¢inden g¢ekilebilmektedir (Tan ve Philip, 2003). Bu baglamda nitel siirecte, toplanan
yorumlardan bir kelime havuzu olusturulmus ve bu havuzda en ¢ok tekrar eden kelimeler
yorumlanmis ve gorsellestirilmistir.

Lojistik regresyon analizi ise, siirekli, kesikli veya her iki degiskenin de bir arada
bulundugu degiskenler setine bagl olarak kesikli bir sonucu tahmin etmeye ¢alismaktadir.
Ayni zamanda analiz, bagimsiz degiskenin kesikli olabilmesine olanak saglamaktadir
(Ugurlu, 2016). Bu sebeple kategorik sonuglar ortaya konulan durumlarda, analizin kullanimi
yaygindir. Analizin temel amaci ise, bagimli degiskenin (Star Alliance tyesi olma/olmama)
degerini tahmin etmek ve degiskenler arasindaki iliskiyi incelemektir (Isigicok, 2003).
Lojistik regresyonda Hosmer ve Lemeshow uyum iyiligi testi, olusan modelin faydali olup
olmadigmi incelemektedir. Bu test sonucunda ¢ikan degerin 0,05’ten kiiclik olmasi anlamlilik
degerinin diisiik bir uyuma sahip oldugunu géstermektedir. Bu sebeple modelin desteklenmesi
icin 0,05’ten daha biiyiik bir deger elde edilmesi gerekmektedir Omnibus Testi i¢in anlamlilik
degerinin (p) 0,05’ten kii¢iik olmasi1 beklenmektedir ve model 6zetinde Cox&Snell R2 ve
Nagelkerke R2 degerleri bagimli degiskendeki model tarafindan agiklanan degisim miktarini
ortaya koymaktadir. Wald test “p” degerinin anlamlilik diizeyini belirtmektedir ve
incelenmesi gereken degerler 0,05’ten daha kiiciik olan degerlerdir (Akm ve Sentiirk, 2012;
Ugurlu, 2016). Exp (P) ise bize bahis oranini vermektedir, bu degerin anlamli olmasi sartiyla
degiskenin degerindeki bir birimlik artis tahmin edilen olaym artisin1 veya azalisini ortaya
koymaktadir (Isler ve Giizel, 2014:134). Bu bilgiler 1s1ginda degerin 1°den biiyiik olmast,
olayin goriilme ihtimaline iliskin odds oranini yiikseltmektedir. Degerin 1’den kiiglik olmasi1
ise odds oranini diisiirmektedir (Gujarati, 1999; Cokluk, 2010). Bu ¢alismada; Star Alliance
tiyesi olma/olmama durumu bagiml degisken; fiyat, konfor, ayak koyma alani, yemek-igmek,

temizlik ve check-in binis degiskenleri ise bagimsiz degiskendir.
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4. YONTEM

Yurt i¢i ugus yapan havayolu isletmelerinin hizmet kalitesinin incelenmesinde nitel ve
nicel yontemlerin birlikte ele alindig1 karma yontem kullanilmigtir. Karma arastirma yontemi
hem nitel hem de nicel arastirma yontemlerini birlestiren bir arastirma yaklagimidir. (Creswell
ve Clark, 2015: 4). Yolcularin, ¢evrim i¢i yorumlar1 araciligryla havayolu hizmet kalitesinin
Olglimlenmesi i¢in nitel, belirlenen havayolu hizmet kalitesinin unsurlarmin Star Alliance
iiyesi olan/olmayan isletmeler iizerindeki etkisini incelemek i¢in nicel bir siire¢ izlenmistir.
Yapilan bu calismada, tripadvisor.com sitesinin kendi belirledigi boyutlar kullanilmistir.
Tripadvisor.com, her bir havayolu isletmesini fiyat, konfor, ayak koyma alani, yeme-i¢me,
temizlik, hizmet ve check-in binis olmak tizere yedi farkli boyuta ayrmustir. Veri toplama
asamasinda hem nitel hem de nicel veriler es zamanl toplandig1 ve ayr1 ayr1 analiz edildigi
(Creswell ve Clark, 2015: 193) i¢in arastirma deseni olarak yakinsayan desen kullanilmistir.
Verilerin dogrulugunu giiclendirmek ve iligkisini artrmak amaciyla karma yontem
kullanilmastir.

Bu baglamda nitel siirecte, havayolu isletmelerine yapilan yorumlarda en ¢ok tekrar
eden kelimeler ortaya ¢ikarilmistir ve gorsellestirilmistir. Nicel siirecte ise, Star Alliance iiyesi
olma durumuna gore ayrilan havayolu isletmelerinin belirlenen boyutlara gore gosterdigi
farkliliklar belirtilmistir. Son olarak c¢alismada elde edilen nitel ve nicel bulgular

yorumlanmustir.

4.1. Cahisma Grubu

Tripadvisor.com veri tabani {izerinde yurt i¢i ucus yapan (Tiirk Hava Yollari, Pegasus
Airline, Onur Air, Anadolu Jet, Atlas Jet ve Sun Express) havayolu isletmelerinden toplam
1042 adet Tiirkge ¢evrim i¢i yorum toplanmistir. Eksik ve hatali verileri ¢ikarildiktan sonra
1037 kisi arastirmanin birinci ¢aligma grubunu olusturmaktadir. Star Alliance iiyelik
durumuna gore hizmet kalitesini agiklayan ve Tripadvisor veri tabaninda verileri 6l¢iimlenen

715 kisi arastirmanin ikinci ¢alisma grubunu olusturmaktadir.

4.2. Veri Toplama Araci

Veriler, Tripadvisor veri tabanindan, 03.03.2018-21.03.2018 tarihleri arasinda
toplanmistir. Yurt i¢i ugus yapan (THY, Pegasus, Anadolu Jet, Atlas Jet, Sun Express ve Onur
Air) 6 havayolu sirketi icin yapilan Tiirkge yorumlar ile havayolu sirketlerinin genel
memnuniyet diizeylerini belirleyen (koltuk konforu, miisteri hizmetleri, temizlik, yemek ve

icmek, ayak koyma alani, paranizin karsiligini alma ve check-in ve binis) 5 farkli boyutta yer
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alan likert tipi ifadelerden olusmaktadir. Veri toplama asamasinda, ¢alismanin son tarihi olan
21.03.2018 tarihine kadar tiim yorumlar ve veriler ¢calismaya dahil edilmistir. O tarihten sonra
eklenen yorum ve veriler arastirma disinda birakilmistir. Tiim yorumlar ve boyutlar

Tripadvisor.com sitesinden almmustir.

4.3. Verilerin Analizi

Aragtirmanm ilk asamasinda agizdan agiza iletisim araci olan www.tripadvisor.com
sitesinde, Yurt i¢ci ucus yapan alt1 havayolu sirketinin hizmet kalitesine yonelik Tiirkce
yapilan yorumlar veri madenciligi teknigi kullanilarak “Atlas.ti” programi vasitasiyla
incelenmistir. Calismanin ilk asamasinda veri madenciligi teknigi ile en fazla tekrar eden
kelimeler belirlenmis ve bu kelimeler, kelime bulutu kullanilarak goérsellestirilmistir. Kelime
bulutu en ¢ok tekrar eden kelimelerin 6zetinden olusarak kelimelerin sayimlarma dayali
verileri goruntileyen bir gorsellestirmedir. Bir arastirmaci, kelime agindan bir kelime veya
kelime O6begi segebilir ve segilen kelimenin veya ifadenin ortaya ciktigi uygun baglamla
iliskilendirilebilmektedir (Bogicevic ve dig. 2017). Kelime tekrar1 ve kelime bulutunun
ardindan en ¢ok tekrar eden s6z 6beginin hangi kavramlarla veya soz dbekleriyle iligki i¢cinde
bulundugu da kelime agac1 gorlinlimii ile gorsellestirilmistir. Kelime bulutlarinda yazi tipi ne
kadar biiylikse, temsil edilen sézciigiin siklig1 veya goriiniimii o kadar yaygindir.

Arastrmanin ikinci asamasinda Tripadvisor.com sitesinde havayolu sirketleri igin
belirlenmis hizmet kalitesinin temel unsurlarindan; fiyat, konfor, ayak koyma alani, yemek-
icmek, temizlik ve check-in binis degiskenleri bagimmsiz degisken; Star Alliance havayolu
iiyesi olup/olmama durumu bagimli degisken olarak atanmustir. Buna bagli olarak bagimsiz
degiskenlerin bagimli degisken {izerindeki etkisi SPSS paket programi iizerinden lojistik

regresyon analizi ile incelenmistir.

5. BULGULAR
Arastirmada karma yontem kullanilmasi nedeniyle bulgular, nitel ve nicel seklinde

basliklar altinca incelenecektir.

5.1. Nitel Bulgular
Arastirmanin nitel boyutunu olusturan birinci asamasinda havayolu hizmet kalitesi
niteliklerini belirlemek amaciyla metin veri madenciligi teknigi kullanilarak incelenen

yorumlar, baglaclar ve ekler (i¢in, gibi, ve -nin, nin vb.) kaldirildiktan sonra elde edilen
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kelime sayilar1 ve tekrar sikliklari, siklik miktar1 99 ve {izeri olan kavramlarin kelime analizi

Tablo 1’de belirtilmektedir.
Tablo 1. En Cok Tekrar Eden Kelimeler ve Sikliklar:

Kelime Miktar Kelime Miktar
Bir 1237 Rotar 283
Ugus 898 Pegasus 281
Ugak 710 Sirket 244
Cok 600 Thy 242
Havayolu 486 Yolculuk 232
Zaman 378 Seyahat 226
Hizmet 362 Gleryuz 225
Iyi 338 Rahat 222
Saat 329 Tercih 222
Koltuk 324 Kalite 206
Fiyat 322 Personel 191
[kram 288 [stanbul 173
Daha 286 Yolcu 168

Tablo 1 incelendiginde en sik tekrarlanan kavramlar “bir, ugus, ucak, ¢ok, havayolu”
gibi kavramlar oldugu goriilmektedir. Havayolu yorumlarinin metninde en sik géze carpan

terimlerin tamami gorsel veri madenciligi teknigi araciligiyla Sekil 1°de verilmistir.

mecbur  donuste

lezzetl Yardimar Ki dalaman ekip
durumda  durum  suyu gegen 7" devam  rkn degildi adana
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Sekil 1. Kelime Bulutu

Tablo 1 ve Sekil 1’den de goriildiigii lizere “bir” ve “ugus” kavramlar1 en sik tekrar
eden kavram oldugu goriilmektedir. Bu sonuglar neticesinde “bir ucus” s6z 0begi yorumlari
incelendiginde 137 kez tekrar edildigi goriilmektedir. Elde edilen bu sonuglara gore Sekil 2,
en ¢ok tekrar eden kelimelerin olusturdugu dallanmay1 gorsellestirmektedir. Gezginler, “bir

ucus” kavramini en ¢ok tekrar ederken; rahat, giizel, keyifli ve sorunsuz bir tecriibe yasamak
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istediklerini belirtmektedirler. Tim yorumlar incelendikten sonra, yorumlarin alt metninde ise
rotarsiz ve konforlu bir ugus deneyimi yasamak, iyi hizmet ile karsilasmak, yiyecek icecek
iiriinlerinin kaliteli olmas1 ve temiz bir ortamda tecriibe yasamak gezginler i¢in dnem arz

etmektedir. “Bir ugus” kavramu i¢in olusan kelime agaci Sekil 2°de verilmistir.

Rahat
Glzel F ‘* yaptik

Bir ugus
gerceklestirdik

Keyifli l .
Sorunsuz oldu

Sekil 2. “Bir ucus” Kavramm i(;in Olusan Kelime Agaci

2 (13

Sekil 2°de gorsellesmis olan dallanma ile “rahat bir ugus”, “glizel bir ugus”, “keyifli
bir ugus” ve “sorunsuz bir ugus” olarak 4 farkli boyut altinda toplandig1 gézlenmistir. Bu
kelime obeklerine iliskin ortaya c¢ikan boyutlar detayli bir bicimde incelemek gerekirse;
“Rahat bir ugus” boyutunda, ortaya ¢ikan olumlu nitelikler; giizel, sakin, konforlu, keyifli ve
harika olarak betimlenmistir. Olumsuz yorum olarak goze ¢arpan ise rotar kavramidir. “Giizel
bir ucus” boyutu incelendiginde olumlu yorumlar géze ¢arpmaktadir. Katilimcilarin olumlu
yorumlarinda keyifli, giizel, rahat ve sorunsuz bir ugus gergeklestirdiklerini belirtmislerdir.
Olumsuz olarak gdze carpan yorum ise; koltuk mesafesinin darlig1 olarak ifade edilmistir.
“Keyifli bir ugus” boyutu inceleginde ise katilimcilarin yine rahat, keyifli, harika, miithis,
sarsintisiz, keyifli ve konforlu bir ugus gergeklestirdigi goriilmektedir. Katilimcilar “sorunsuz
bir ucus” boyutunda ise standart, giizel, sorunsuz, giivenli ve keyifli bir ucus
gergeklestirdiklerini - belirtmislerdir. Olumsuz ifadelerinde tek gbéze c¢arpan yorum,

katilimciin ugusu gergeklestiremeyip ticret 6demesidir.

5.2. Nicel Bulgular

Arastrmanmn  nicel boyutunu olusturan ikinci asamasinda seyahat edenlerin
memnuniyet diizeyleri ve hizmet kalitesi standartlar1 incelenmistir. Memnuniyet diizeylerinde
mevcut durum ortaya konulmus ve hizmet kalitesi standartlar1 lojistik regresyon analizi ile
aciklanmaya ¢aligilmistir.

Star Alliance iiyelik durumunun ve hizmet kalitesi standartlarmin miisterilere nasil
yansidigini ve mevecut durumu gostermek amaciyla Tripadvisor.com sitesinden alinan verilere
gore toplam 1037 kisi havayolu firmalarmi memnuniyet agisindan degerlendirmistir. Star

Alliance Uyesi olup olmama durumuna gére firmalarin memnuniyet diizeyleri incelendiginde
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iiye olanlar (evet) %4,9 (14 kisi) oran ile kotii, %88,5 (254 kisi) oran ile iyi olarak
degerlendirmistir. Uye olmayan (hayir) firmalar incelendiginde %20,7 (155 kisi) oran ile
“koti”, %53,8 (403 kisi) oran ile “iyi” olarak degerlendirmistir.

Tablo 2. Star Alliance Uyelik Durumuna Gére Memnuniyet Diizeyleri
SAUD. Cok Kt Orta Iyi Cok Iyi | Toplam
Kotii
fl % | f| % f | % f | % f | % f %
Evet| 82,86 ]2,1]19|6,6|72 25118 |634|287 | 100
Hayir | 78 | 10,4 | 77 | 10,3 | 192 | 25,6 | 239 | 319 | 164 | 21,9 | 750 | 100
Toplam 1037 | 100

Calismada, Star alliance iiyesi olup olmama durumu ile hizmet kalitesi boyutlari
arasindaki iliski lojistik regresyonla incelenmistir. Hosmer ve Lemeshow uyum iyiligi testi
sonucunda p degeri 0,633>0,05 oldugu icin lojistik regresyon analizinin uygulanmasinda
engel bir durum goriilmemektedir. Omnibus Testi i¢in anlamlilik degeri p=0,000<0,05 oldugu
icin modelin katsayilari anlamlidir. Cox&Snell R2 ve Nagelkerke R2 degerleri bagimli
degiskendeki model tarafindan agiklanan degisim miktarini ortaya koymaktadir. Buna gore
bagimli degiskenin aciklanan degisim miktar1 %23,1 ile %32,7 arasinda degiskenlik

gosterdigi sonucuna ulasilmaktadir.

Tablo 3. Stmiflandirma Tablosu

Tahmin Edilen
Star  Alliance | Dogru %
Gozlenen Evet Hayir Siniflandirma
Adim  Star Evet 106 108 49,5
1 Alliance
Hayir 59 442 88,2
Genel % 76,6

Smiflandirma Tablosu modelde yer alan her bir kategorinin ne kadar dogru tahmin
edildigini gostermektedir. Tablo 3°e gore Star Alliance liyesi olanlarin %49,5°1; Star Alliance
tiyesi olmayanlarin %88,2’si dogru tahmin edilmistir. Genel olarak modelin kategori
smiflandirmasini dogru yapabilme giicli %76,6’dur.

Tablo 4’te lojistik regresyonda incelenmesi gereken son veriler ortaya konulmustur.
Bu tablo her bir degiskenin katkisin1 ve dnemini gostermektedir. Tablodan da goriildiigii iizere
dort tane anlamli degisken bulunmaktadir (yemek-igme p=,000, ayak koyma alan1 p=,001,
fiyat p=0,018 ve konfor p=0,039). Hizmet, temizlik ve check-in binis degiskenleri modele

anlamli bir katki saglamamaktadir. Wald silitununda yordayicilarin istatistiki degerleri
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gorulmektedir. B siitunu bagimsiz degiskenin etki katsayisini ifade etmektedir. B degerinin
pozitif ve negatif olma durumlari, iliskinin yonii hakkinda bilgi vermektedir (Ugurlu, 2016).

Tablo 4. Yordayicilarin Istatistik Degerleri

Odds Orani
Exp (@)
[} Standart Wald daf |p Alt Ust
Hata Istatistigi
Fiyat ,365 ,154 5,603 1 ,018 1,065 1,948
Konfor -,373 1,181 4,266 1 ,039 ,483 ,981
Ayak Koyma | -,486 | ,146 11,019 1 ,001 ,462 ,820
E Yemek-igme | -,591 | ,114 26,885 1 ,000 ,443 ,692
3 Temizlik 177 ,162 1,190 1 ,275 ,869 1,639
Hizmet -,087 |,155 ,315 1 ,575 ,677 1,242
Check-in -,166 |,134 1,534 1 ,215 ,651 1,102
binis
Sabit 4874 ,492 98,098 1 ,000

Tablo 4 incelendiginde sadece fiyat (,365) ve temizlik (,177) degiskenleri pozitif
yonde oldugu i¢in anlamli bir etki olusturmaktadir. Tabloya gore fiyat degiskeninin 1 birim
arttirilmasi  Star alliance liyesi isletmelerin kalitesine dahil olma olasiligin1 0,365 kat
artirmaktadir, konfor degiskeninde -0,373 kat, yemek-icme degiskeninde -0,591 kat ve son
olarak ayak koyma alani1 degiskeninde -0,486 kat azaltmaktadir.

6. SONUC VE ONERILER

Uluslararasi ziyaret sayisi her gecen yil giderek artis gdstermektedir. Buna bagl olarak,
yolcu sayilarinda da artis goriilmektedir (UNWTO, 2018). Ancak bu artiglara ragmen,
havayolu endiistrisinde ¢alisan sorunlari, kalabalik uguslar, artan maliyetler ve tatmin
olmayan yolculardan gelen sikayetler ile havayolu firmalar1 problem yasayabilmektedir.
Mevcut caligmalar goz Onilinde bulunduruldugunda havayolu hizmet kalitesinin, giivenlik,
eglence, goriiniim, yetkinlik ve nezaket gibi cesitli 6zellikler ¢evresinde dondiigli ortaya
konulmustur (Chen ve dig. 2010; Gilbert ve Wong, 2003; Tsaur ve dig. 2002).

Agizdan agiza iletisim araci platformlarindan Tripadvisor araciligiyla degerlendirilen
yorumlar, havayolu hizmet kalitesi niteliklerinin seyahat edenlerin yorumlarma gore
belirlenmesi amaciyla metin veri madenciligi ve gorsel teknikler kullanilarak incelenmistir.
Kullanilan veri madenciliginin en 6nemli katkis1 seyahat edenlerin Tripadvisor’da yapilan
degerlendirmelerden en sik géze carpan kavramlarmi tanimlamaktir. “Bir ugus” kavrami

katilimcilarin anahtar kelimesi olarak mevcut durumu goz Oniine sermis ve climleleri nasil
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kullandiklariyla ilgili goriislerini ortaya g¢ikarmustir. Elde edilen gorsellestirmeler, konfor,
fiyat, konfor, ayak koyma alani, yeme-igme ve rotar kavramlarinin en ¢ok ifade edilen
konular arasinda yer aldigmi desteklemektedir. Ozellikle katilimcilarin rahat, keyifli, giizel ve
sorunsuz bir ucus gerceklestirdigi olumlu bir sekilde belirtilmistir. Bu tiir bulgular,
havayollarmin olumlu imajini siirdiirebilmeleri igin belirtilen 6zelliklere daha gucli bir vurgu
yapmalar1 gerektigini gostermektedir. Ayn1 zamanda katilimeilar i¢in 6nemli goriilen olumsuz
noktalardan birisi rotar kavranmidir. Katilimcilarin en ¢ok sikayet ettigi konu olarak ucaklarin
gec gelmeleri ve dolayisiyla yapilacak olan ugusun zamaninda gergeklesmemesi olarak
belirtilmektedir. Havayolu hizmet kalitesi boyutlari, miisteri memnuniyetine ve buna bagl
olarak tekrar satin alma davranigina 6nemli derecede etki ettigi goriilmektedir. (Korkmaz ve
dig. (2015). Bu durum da isletmeler i¢in hizmet kalitesi boyutlarinin yogunlasilmasi gereken
bir durum olarak degerlendirme icerisinde yer almaktadir.

Star Alliance iiyelik durumunun hizmet kalitesi boyutlarini aciklamasi amaciyla
toplanan verilerin ¢oziimlenmesinde yorumlar ve veriler toplanirken dikkat ¢eken bir diger
faktor ise “eglence” kavraminin yurt i¢i ugus gerceklestiren isletmelerde yer almamasidir.
Seyahat edenlerin e§lence bashigi altinda toplanan verileri bos biraktigir goriilmektedir. Bu
durum da seyahat esnasinda ugak i¢i TV, oyun, miizik ve film gibi zaman degerlendirici
etkinliklerin  yurt i¢ci ucuslardaki wugaklarda yer almamasindan kaynaklanacagi
diistiniilmektedir.

Onerilen havayolu hizmet kalitesi boyutlarmin hizmet kalitesini incelemek i¢in toplanan
veriler havayolu isletmelerinin mevcut durumunu ortaya koymak ve gelecek planlar1 igin
biiyiik 6nem tagimaktadir. Tripadvisor.com web sitesinden toplanan niteliksel ve niceliksel
verilerden elde edilen sonuglarin karsilastirilmasi sonucunda, fiyat, koltuk konforu, ayak
koyma alant ve yemek-igme yolcularin 6nerileri {izerinde 6nemli bir etkiye sahip oldugu
goriilmektedir. Bu sonuglar Gérkem ve Yagci’nin (2016) yapmis oldugu arastirma sonucunu
da desteklemektedir. Check-in-binis, hizmet ve temizlik boyutlarmin yolcularin Onerileri
iizerinde anlamli bir etkisinin bulunmadigi sonucuna ulagilmistir. Seyahat edenlerin bu
baglamda bu boyutlar1 yeterli gormemesi dikkat cekmektedir.

Ucus deneyimini gergeklestiren ve Tiirk¢e yazilan yorumlar yolcularin kaliteli bir
hizmet, rahat bir ugus, rotarsiz, zamaninda bir ugus ve iyi bir yemek bekledigini ortaya
koymaktadir. Suzuki ve dig. (2001), Park ve dig. (2004) ve Saha ve Theingi (2009)’un yapmis
oldugu ¢aligmalar 6zellikle rotar hususunda bu sonuglar1 desteklemektedir. Seyahat edenlerin
en cok sikdyet ettigi konu ise ugus esnasinda rotarla karsilagmaktir. Bu baglamda, isletmeler

insanlart memnun etmek i¢in ugus saatlerinin diizenlenmesi mevcut sorunu ortadan
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kaldirmaya yardimci olabilir. Isletmeler icin olumlu bir imaj yaratmak icin rotar konusu,
onemli bir nokta olarak goriilmektedir. Gerektiginde ugus saatlerinin genisletilmesi gibi
¢cozlimlerinin yani sira ugak bakimlarinin ve teknik kontrollerinin de 6zenle yapilmasi, bu
sorunlarin azalmasinda yardimci1 olabilecegi sdylenebilir.

Yapilan calisma sonucunda nitel asamada yogunlasilan temalar; yiyecek kalitesi,
rahatlik, rotar ve temizliktir. Lojistik regresyon analizi sonucunda; hizmet kalitesinin
gostergelerinden ayak koyma alani, fiyat, yeme-icme ve konfor Star Alliance havayolu lyesi
olma durumunun yordayicilar1 olarak tespit edilmistir. Bu baglamda yeme-i¢gme/yiyecek
kalitesi ve konfor/rahatlik temalar1 nicel ve nitel bulgular karsilastirildiginda birbirini
dogrulamaktadir. Ayak koyma alani da konfor temasi altinda yer bulabilmektedir. “Rotar”
temasi ise, Suzuki ve dig. (2001), Park ve dig. (2004) ve Saha ve Theingi (2009)’nin yapmis
oldugu ¢aligma sonuclariyla bagdasmaktadir. “Fiyat” temas1 ise Gorkem ve Yagci (2016)’ nin
yapmis oldugu ¢alisma ile ortiismektedir. Son olarak, “Temizlik” temas1 da nitel bulgulardan
yola ¢ikilarak hizmet kalitesi unsurlarindan birisi olarak goze ¢arpmaktadir. “Check-in binis”
temasi lizerinde anlamli bir sonug¢ ortaya ¢ikmamistir. Bu temanin hizmet kalitesi standartlari

arasinda daha az 6nemli ortaya ¢ikmasi géze ¢arpmaktadir.

7. SINIRLILIKLAR VE GELECEK CALISMALAR

Bu calismada bazi sinirlamalar bulunmaktadir. Ilk asamada toplanan yorum ve veriler
tek bir internet sitesinden toplanmistir. Sadece bu internet sitesini bilen kisilerin goriisleri
calismaya dahil edilmistir ve bu ¢alismanin en bliyiikk sinrliligini olusturmaktadir. Ayrica
calismada demografik Ozellikler kapsam dis1 kalmistir bu sebeple toplanan verilerin dengeli
bir sekilde dagildig1 sdylenememektedir. Ileride yapilacak ¢alismalarda demografik Gzellikler
de dahil edilip ¢alisma genisletilebilir. Demografik verilerin olmamasi, sonuglarin farkli
sekilde yorumlanmasina sebep olabilmektedir. Geng ve yaslt katilimcilarin beklentisi farkli
sekilde olabilecegi gibi, odaklanilan boyutlar da farklilik gosterebilmektedir. Son olarak, sahte
kullanict adlar1 ile o deneyimi yasamis gibi yorumlar yapilmasi ve yorumlarin
degerlendirilmesi goriilen bir durum olmasi nedeniyle kontrol edilmesi zordur. Bu durum da

verilerin agiklanmasinda yanlis bilgilere yonlendirebilmektedir.
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Yiyecek icecek isletmeleri

Ozet

Geleneksel yasama, siradanliga karsi ortaya c¢ikan ve modern
oOtesi seklinde ifade edilen postmodernizm kavrami her alanda
oldugu kadar yiyecek sektoriinde de Onem arz etmektedir.
Ozellikle simiilasyonun &n plana ¢iktig1 iistgerceklik olgusu,
postmodern toplumun 6zelliklerinden birisidir. Gergek olmayan
bir tiiketim ortaminda farkli deneyimlerle psikolojik haz ve
imaja odaklanan yeni tiiketici profilinin istek ve beklentileri
yiyecek icecek isletmelerinin iirlin ve ortam tasarimini
sekillendirmektedir. Parcalanma, zitliklarin birlikteligi, tiretim
ve tiketimin yer degistirmesi Vve Ustgerceklik gibi
postmodernizmin tiiketici davraniglarmi etkileyen alt boyutlari
bulunmaktadir. Calismada da bu boyutlardan biri olan
ustgergekligin yiyecek icecek isletmelerindeki uygulamalarina
iliskin bir degerlendirme yapmak amag¢lanmistir. Bu kapsamda
postmodernizm, {iistgerceklik ve sanal gerceklik kavramlari
aciklanmistir.  Postmodernizm  niteliklerinin,  birey-toplum
yasaminda dolayisiyla da isletmecilik ve pazarlama anlayisinda
degisime neden oldugu, yiyecek-icecek sektorinin bu
degisimden etkilendigi belirlenmistir. Arastirma kapsaminda
istgergeklik uygulamalariyla hizmet veren 20 yiyecek icecek
isletmesine ait web sitesi ve TripAdvisor’da yer alan tiketici
yorumlar1 incelenmistir. Arastirma sonucunda savas, askeriye,
iskence, hapishane, casusluk, soygun, laboratuvar, felaket,
karanlik, vampir, tabut, hastane, ninja, araba, ugak ve deniz gibi
farkli konseptlerde hazirlanmis yiyecek icecek isletmelerine
rastlanmis ve bu isletmelere iliskin bilgi verilmistir. Isletmelerin
postmodern tiiketicilerin farklililk ve adrenalin arayiglar
cercevesinde hizmet verdikleri 6zellikle korku ve heyecan
yaratarak iiriin ve hizmet sunduklar1 belirlenmistir.
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Abstract

The concept of postmodernism, which arises against traditional
life and mediocrity and which is expressed beyond the modern,
is as important in the food and beverage sector as in any field.
In particular, the hyperreality phenomenon in which simulation
comes to the fore is one of the characteristics of postmodern
society. The demands and expectations of the new consumer
profile, which focuses on psychological jungles and images
with  different experiences in an unreal consumption
environment, shape the product and environment design of food
and beverage businesses.  Postmodernism, such as
fragmentation, contrasts, displacement of production and
consumption, and hyperreality, has sub-dimensions that affect
consumer behavior. In the study, it is aimed to make an
evaluation on the practices of hiperrality, that is one of these
dimensions, in the of food and beverage businesses. In this
context, the concepts of postmodernism, hyperreality and virtual
reality are explained. It has been determined that the qualities of
postmodernism cause a change in the understanding of business
and marketing in individual-community life and that the food
and beverage sector is affected by this change. In the scope of
this study, the website and consumer reviews in TripAdvisor of
20 food and beverage businesses serving with hyperreality
practices were examined. As result of the research, food and
beverage businesses prepared in different concepts such as war,
military, torture, prison, espionage, robbery, laboratory,
disaster, darkness, vampire, coffin, hospital, ninja, car, plane
and sea were found and information about these businesses
were given. It has been determined that businesses serve within
the framework of the search for difference and adrenaline of
postmodern consumers, especially providing products and
services by creating fear and excitement.
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1. GIRIS

Postmodernizm kavrami, karsiti, sonrast veya benzeri anlamimda modern kelimesi ile
iliskili ~ sekilde ifade edilmektedir. = Postmodernizm, modernizmden  hareketle
konumlandirilmaktadir. Bu nedenle postmodernizmi anlamak i¢in Oncelikle modernizmi
anlamak gerekmektedir (Ko¢ ve Erdemir, 2005: 792). Dolayisiyla modernizm ve
postmodernizm veya modernite ve postmodernitenin zannedildigi gibi birbirinden bagimsiz
olmadig1 belirtilmektedir (Akay, 2002: 95). Bazi calismalarda ise postmodernizm, biiyiik
Olciide modernitenin temel ilkelerine ve geleneksele bir karsi ¢ikis seklinde tanimlanmaktadir.
Bununla birlikte postmodernizm, kurallara dayanan modernist yontemleri tamamen
reddetmeden ondan yararlanan, bu yontemleri gelistiren ve yeni kavramlar ekleyerek siirdiiren
ya da yeniden {ireten bir sanat bigimi ve kiiltlir olarak ac¢iklanmaktadir (Aktulum, 2008: 3).
Postmodernizm, modernizmin sosyolojik ve felsefi agidan tartisilmasmi temel alan bir
projedir. Bu proje esasinda insan ve toplum adina ortaya koyulan biiyiik sdylem ve makro
teorilerin artik kabul gérmedigini, insanoglu icin artik gorececilik ve siibjektivizm
kavramlarinm benimsendigini ortaya koymaktadir (Inag, 2003: 341).

Postmodernizm kavrami, 1960’larda New York’taki elestirmenlerle sanat¢ilar arasinda
giindeme gelmis, 1970’lerde Avrupali kuramcilar tarafindan gelistirilmistir (Sarup, 2004: 189;
Erkus, 2005: 775). Postmodernizm, edebiyat, mimarlk, dans, moda, psiko-analiz, resim,
miizik, teoloji, tarih, felsefe gibi farkl alanlarda kullanilmasi sebebiyle kullanim alamiyla ilgili
tartigmalar bulunmaktadir (Brown, 1991: 2; Yildiz, 2005: 154). Postmodern yaklasim iginde
farkli sesler barmndirmaktadir. Sert veya radikal olarak anilan postmodernler modernitenin
temeli olan rasyonellik ilkesinin indirgemeci ve baskic1 oldugunu ileri slirmektedir.
Postmodernlere gore gercekligin insasmi “gergeklerden” c¢ok, pazar giiclerinin belirledigi
dogrular kurmaktadir (Kdse ve Giilova, 2005: 825). Calismada postmodern toplumun arayisi
icinde oldugu farkliliga ulastiran {istgergeklik kavrami agiklanarak, sanal gerceklikle iliskisi

vurgulanmus, yiyecek igecek isletmelerindeki tistgerceklik uygulamalarma yer verilmistir.

2. KAVRAMSAL CERCEVE

2.1. Postmodernizm

Postmodernizm; teknoloji devrimine karsi bir tepki olarak disa kapali toplum anlayisini
terketme yoluyla ortaya ¢ikmistir. Epistemolojik kaynaklarin, hayat siirecinin devamliligimin
ve anlamini yitiren degerinin Onemini agiklamaktadir. Bu yaklasim gecici devamliligi,
objektif kaynaklar kullanilmadan yapilan sosyal elestiriyi, devamsizligi, serbestlesmeyi ve

boliinmeyi hayatin gercekleri kapsaminda degerlendirmektedir (Brown, 1991: 5).

55



§ JOURNAL OF TOURISM INTELLIGENCE AND SMARTNESS

s Year (Yil): 2020 Volume (Cilt): 3 Issue (Say1): 1 Pages (Sayfa): 53/71

Postmodernizmin tiiketici davraniglarini etkileyen alt boyutlar: (Firat ve Shultz, 1997; Giines,
2016) ya da ozellikleri (Arias ve Acebron, 2001: 9) seklinde nitelendirilen kriterler asagida
yer almaktadir:

- Sosyal smiflarin yerini sosyal gruplarin almasi: Kendi anlam ve semboliinii
yaratabilecek birgok gruba ait olabilen birey, dahil oldugu bu gruplar igerisinde
herhangi bir smifa girmeyen farkli roller de iistlenebilmektedir.

- Tiim zitliklarm ayni1 anda miimkiin olabilmesi

- Deger sistemlerindeki doniisim: Farkli  yasam  bigimlerine tolerans
goOsterilmektedir.

- Pargalanma: Yasam birbirini takip eden olaylar zincirinden cok, birbirinden
bagimsiz an ve deneyimlerden olugsmaktadir.

- Moda: igerikten ¢ok bi¢im dnem arz etmektedir.

- Farksizlasma: Birey ve kurum kimliklerinde bulaniklasma ve karmasa
yasanmaktadir.

- Ustgerceklik: Fiziksellik yerine simiilasyona dayali temsil daha nemlidir.

- Dizim ve zaman: Bugiin, gecmis ve gelecek arasinda bir kdprii olusturmaktadir.

- Genel ilke ve temellerin reddedilmesi: Alan ve zaman kisitlayic1 6zellikteki ilkeler
kabul edilmemektedir.

- Kargasa, kriz, kaos ve diizensizligin norm olarak kabul edilmesi: Denge, yeni
bakis agilarmin ¢ikisia olanak vermemesi ve mevcut yapiy siirdiirmesi nedeniyle
istenilmemektedir.

- Bezeme: Ironi, parodi, taklit, karmasa, alint1, saka hayatm icinde yer almaktadir.

Postmodern bilgi modeli, mantiga aykir1 diisiinme yollarmi arastiran, bilgi bigimlerini
istikrarsizlastiran, olasilik¢1 ve acik bir modeldir. Postmodern bilgi; biitlinsellige, mutlak
kimlige ve mutlak dogruluga karsidir (Oppermann, 2006: 44, 46). Postmodernizm, ger¢ekligi
reddettiginden olgular arasindaki bir bagi arastirma gibi bir sorunu yoktur. Gergekligin
yadsmmast tiim postmodernist diislinlirlerin ortak noktasidir. Gorlintliinlin ve imajin
arkasindaki gercekligi ortaya ¢ikarma gibi bir cabadan vazgeg¢ilmelidir. Ciinkii gergeklik
gorintuntin iginde eriyip gitmistir (Orkunoglu, 2007: 183). Artik hicbir sey net
goriilmemektedir. Nesne, duygu ve diisiinceler birbirine ge¢mis durumdadir. Postmodern
diistiniirlere gore insan ve toplum belirlenemez olgulardir ve bu nedenle belirleyici bir toplum

kuramindan da bahsedilememektedir (Ozcan, 2007: 267).
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2.2. Ustgergeklik

Ustgerceklik, hiper gerceklik yada gercgek iistiiliiliik seklinde terciime edilen bu kavram
bir benzetimin ger¢ek hale donmesi, doniismesiyle ilgilidir. Benzetim yoluyla yaratilan imaja
ustgerceklik adi verilmekte ve gergek ile kurmaca arasindaki smir ortadan kalkmaktadir
(Odabasi, 2006: 44-45). Gergeklik yikilmistir ve bugline 6zgii olan imaj, illiizyon ve
similasyondur. Model, temsil edilen gerceklikten daha gercektir. Ustgerceklik yeniden
iiretilmis olandir. Gergekligi ya da orijinali olmayan bir ger¢egin modelidir (Rosenau, 1992:
xx1; Odabasi, 2006: 46).

Gergekligin onu gozlemleyen 6zne tarafindan yaratildigimi ifade eden kuantum fizigi,
postmodern kuramin ileri siirdiigli belirsizlik ilkesine en agik bilimsel Ornektir. Degisik
sOylemlerin icinde bireyler tarafindan kurulan, bozulan ve yeniden kurulan gergeklik
sabitlenememektedir. Gergegin goreceliligi, dogrunun saf bi¢imde bilinemeyecegine isaret
etmektedir. Evrenselligin gergekligi carpittig ileri siiriilmektedir (Oppermann, 2006: 43).

Ustgerceklik, insan yasaminda fiziksellik ve kat1 gercekliklere oranla simiilasyonun
daha gecerli olmasmi ifade eden bir kavramdir (Arias ve Acebron, 2001: 9). Postmodern
donemin gergegi, gercegin bir derece iist kademesinden kaynaklanmaktadir. Dolayisiyla
imgesel degil, simgesel olarak nitelendirilmektedir. Simge, lstgercek (hyperreal) bir olgu
olmas1 sebebiyle de bir gergekligin dogal mekanda iiretilmesine olanak bulunmadigi
savunulmaktadir (Kahraman, 2007: 185). Gergegin temsilinin; dil, teori, ideoloji, s6ylem gibi
kirilmalar nedeniyle sorunlu bir konu oldugu belirtilmektedir. Postmodern diisiinceye gore;
gergeklik herkesin iginde oldugu dil tarafindan olusturulmaktadir ve insanlar, diinyay1 sadece
dilin yaratmis oldugu 6zel kaliplar, soylemler vasitasiyla anlamaktadir (Bastiirk, 2004: 64).

Insanlar artik maddi tatmin yerine psikolojik veya simgesel bir hazza ydnelmektedir.
Ozetle imaj, gosterge ve simiilasyonlar, insanoglunun gergek olmayan bir tiiketim piyasasinin
icinde bulunmasina neden olmaktadir. Buna bagl olarak da tiiketilen unsurlar, maddi varliklar
yerine onlarin simge ve imajlaridir. Tiiketim gercek oldugu kadar imgesel bir olay seklinde
gerceklesmektedir (Ozcan, 2007: 269). Modern endiistri toplumunun kilit noktas: {iretimken,
postmodern toplumda “taklitler” toplumsal diizene egemen olmaya baglamistir. Postmodernite
ne iyimser, ne de kotliimser kategorisinde yer almakta ve yalnizca yikintilardan artakalanlarla
oynanan bir oyun seklinde degerlendirilmektedir (Aslan ve Yilmaz, 2001: 102).

Ustgergeklik, gergek ile gergek olmayan arasindaki farkin bulaniklasmasi olarak ifade
edilmektedir (Kayaman ve Armutlu, 2003: 5; Orkunoglu, 2007: 181). Hiper kelimesi modelin
gercekten daha gergek oldugunu ifade etmektedir. Artik gergeklikle bagi olmayan imgeler ve
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gostergeler caginda yasanilmaktadir. Dogru yanlis arasinda ayrim yapmak miimkiin degildir.
Clinkii ikisi arasindaki sinirlar ortadan kalkmistir (Orkunoglu, 2007: 182).
Postmodernizmin en belirgin 6zelliklerinden biri olan tstgergeklik kavraminin igerdigi ana
konular asagida maddeler halinde siralanmaktadir (Odabasi, 2006: 48):
- Ger¢ek kavramint sorgulamak anlamsizdir. Gergekleri, insanlar kendileri
olusturmaktadir. Gorelilik hakimdir.
- Gelecegin temelinde sembolizm vardir.
- Sahtelerin gergegi yaratilmaktadir.
- Benzetim, teknolojik yardimla gergekten daha gercek hele gelmekte ve gergegin
yerini almaktadir.
- Gorsellik ve gosteris her an, her seye yayilmaktadir.
- Oz ve otantiklik aranmamalidir.
- Gucli benzetimler ve gostergeler temelinde sosyal gergeklik olusturulmaktadir.
2.3. Ustgerceklik & Sanal Gerceklik Iliskisi

Ustgerceklik, kavrami “sanal gergeklik” kavramiyla anlatilmaktadir. Bilgisayar
teknolojisi, aslinda gergek olmayan sanal durumlar tiiketicilerin deneyimine sunabilmektedir.
Benzetimi gergege tercih eden postmodern tiiketiciler sanal gerceklikten hoslanmaktadir.
Postmodern tiiketici, tiiketim faaliyetlerini sanal yasamayi ve evinden ¢ikmadan aligveris
yapmay1 olanakli hale getiren pazarlama eylemlerine yonelmektedir (Odabasi, 2006: 89-90).

Insanligin artik gergegin sadece misafir oldugu simiilasyonlar diinyas: icinde
postmodern bir yasant1 sirdiirdii§ii diisiiniilmekte ve herkesin coktan lstgerceklik i¢inde
oldugu ileri siiriilmektedir (Turner, 1990: 8). Gerg¢egin ne olduguna dair tartismalar S0z
konusu iken bir de sanal gergeklik tanimi1 yapmak iyice giliclesmektedir (Tansal, 2007: 48).
Sanal ortam olarak da nitelendirilebilen sanal gerceklik, herhangi bir “yerde” olmay1
hissettiren ve bunun i¢in duyu organlarina 151k, ses gibi ¢esitli bilgiler gonderen tg-boyutlu bir
bilgisayar simiilasyonudur. Bir bagka tanimda sanal gerceklik, insanlarin karmasik bilgisayar
sistemlerini ve verilerini gorsellestirme, manipule etme ve etkilesimde bulunmak amaciyla
kullandiklar1 yollardan biri seklinde ifade edilmektedir (Cavas vd., 2004: 110).

Sanal gergeklik, katilimcilarina gercekmis gibi hissettiren, bilgisayarlar tarafindan
hazirlanan dinamik bir ortamla karsilikli iletisim olanagi sunan bir benzetim modelidir.
Tanimm, pek ¢ok uygulamayr sanal gergeklikten ayiran temel ii¢ 6zellik bulunmaktadir.
Bunlardan belki de ilki, her seyden Once katilimcilara gercekmis hissi vermesidir.
Kullanicinin, bilgisayarlarm yaratmis oldugu bu ortamda istedigi yere gidebilmesi ve kontrol

kullanicmin elinde olmast miimkiin hale gelmektedir (Bayraktar ve Kaleli, 2007: 2).
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Uretime dayanan modernizmden bilgi, imaj ve simiilasyona (iiretilmis gerceklik)
dayanan bir ¢aga ge¢ilmistir. Bu ¢agda insan, gercegin degil bilgisayar tarafindan iiretilen
modellerin ve imajlarm etkisi altindadir. Insanlar gercege bakarak degil, model ve
simiilasyonlara bakarak kurgu yapmaktadirlar. Gergeklik ve simiilasyon arasindaki fark
silinmigtir. Gergekligin zemini ortadan kalkmistir. Bir kdken yada bir gergeklikten yoksun
gergegin modeller araciligiyla tiiretilmesine hiper-gercek yani simiilasyon adi verilmektedir
(Orkunoglu, 2007: 181). Gelisen teknoloji, imajlarin farkl araglarla sunulmasma imkan
tanimaktadir. Ozellikle bilgisayar teknolojisindeki degisim, imaj olgusunun hizlanmasimnin
¢ikis noktalarindan biridir (Robins, 1999: 72).

Simiilasyonlar, beliren yapilarin mekanizmalarini ve siire¢lerini canlandirmakta ve nicel
olarak iiretilen sonuglarin nitel olarak yorumlanmasini tesvik etmektedir (Ko¢ ve Erdemir,
2005: 801). Sanal gerceklik ortamlarinda genelde simiilasyonla ¢evredeki nesneler, insanlar
ve bunlarin birbirleriyle ilgili etkilesimi cesitli yonlerden incelenmektedir (Goktas vd., 2006:
27).

Sanal gercgeklikle ger¢ek diinyaya iliskin bir durum bilgisayar tarafindan yaratilmis ii¢
boyutlu bir benzetimin icinde sunulmaktadir. Kisi bu benzetim ortamini kullandigi 6zel
aygitlarla duygusal olarak algilamakta ve bu yapay diinyay1 yine bu aygitlar araciligiyla etkin
olarak kontrol edebilmektedir. Kisacasi gercegin yeniden insa edilmesi olanakli hale
gelmektedir. 1990’lardan sonra gelistirilmeye baslanmis olan sanal gerceklik caligsmalari
bircok alanda ve ¢esitli amaclar i¢in kullanilabilmektedir. Bu teknoloji sayesinde
insanoglunun yapay ortamlarda deneyimleyerek ve yasayarak 6grenmesi miimkiin olmaktadir
(Kayabasi, 2005: 151). Bilgisayar teknolojisinden pek ¢ok alanda faydalanilmaya
baslanmistir. Gerek egitim, gerekse arastirma alanlarinda pek ¢ok islemi gergek sartlarda ve
gercek fiziki ortamlarda incelemek olduk¢a pahali ve risklidir. Bu nedenle gerekli ortam ve
sartlarin sanal bir mekanda olusturularak, sonuglarin degerlendirilmesi i¢cin simiilasyon
sistemlerinden faydalanilmaktadir (Goktas vd., 2006: 27).

Sanal gerceklik uygulamalar: turizm sektoriinde sanal miize, sanal tur, sanal rehberlik
hizmetleri seklinde uygulanmaktadir. Yiyecek igcecek isletmelerinde ise akilli masa
uygulamalariyla konuklar menii i¢indeki iirlinlerin servis edilecekleri son sunum halini ve
orijinal blylikligiinii gorebilmektedir. Londra’daki Inamo Restaurant sanal gergeklik
uygulamalariyla dikkat ¢ekmektedir. Bunun yani sira diinyanin ilk 3D restorani olarak
nitelendirilen Ingiltere’deki Food Ink (foodink, 2019) isimli isletmede laboratuvar ortaminda
cizimi gergeklestirilen iirlinlerin li¢ boyutlu ¢iktis1 alinarak ilging calismalara imza

atilmaktadir.
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2.4, Tematik Alanlarda Ustgerceklik

Yasanan kiiltiirel degisimin en 6nemli boyutlarindan biri, insanlarin mevcut gergeklik
yerine sanal gerceklikte yasama egilimleridir. Ustgergeklik kavrami birgok deneyimde ortaya
cikmaktadir: Las Vegas, Disneyland, Universal Stiidyolari, Eurodisney, Planet Hollywood
gibi temalt merkezler {istgerceklik kavrammin en ¢arpict Orneklerini olusturmaktadir
(Kayaman ve Armutlu, 2003: 5).

Postmodern tiiketici; farkli temalari, gecmisi ve gelecegi, herhangi birine baglanmadan
yasayarak deneyim sahibi olmay1 arzu etmektedir. Ornegin turizm hareketlerine katilan
tikketiciler, gecmise ve gelecege iliskin pek ¢ok deneyimi simdiki zamanda yasama
istegindedirler. Antalya Belek’te “Diinyanin Harikalar1” temas1 adi altinda insa edilen otel
isletmeleri de bu deneyime Ornek olarak verilebilir (Kayaman ve Armutlu, 2003: 6). Topkap1
Palace ve Kremlin Palace tatil kdyleri benzetim harikalaridir ve yasanan deneyimleri
onemseyen postmodern tiliketiciler i¢in cazibe merkezlerini olusturmaktadirlar (Odabasi,
2006: 50). 17.000 canlinin bulundugu ve diinyanin en biiyiikk tematik akvaryumu olarak
nitelendirilen Istanbul Akvaryum postmodern tiiketici icin énemli cazibe merkezlerinden
birisidir. Igerisinde bulunan Amazon yagmur ormanlarmda sicaklik, nem, bitki ortiisii ve tiim
canlilar, kisinin kendisini yagmur ormaninda hissetmesine sebep olmaktadir. Hatta i¢inde
kopekbaliklar1 ve vatozlarm bulundugu ana tank i¢inde dalis yapma imkani sunulmaktadir
(Istanbul Akvaryum). Kayseri’de bulunan Anadolu Harikalar Diyar1 (Inci ve Kiigiik, 2018),
Ankara Harikalar Diyar1, Antalya’daki Land of Legends ve Kocaeli’deki Harikalar Sahili
Tirkiye’de hizmet veren diger 6nemli tematik parklar arasinda yer almaktadir.

Hayal ile gercegin nerede baslayip nerede son buldugunun belirlenmesi imkansiz olan
bir durum Las Vegas’ta yaratilmakta ve iistgerceklik 6zelligi ile postmodern bir nitelik
tagimaktadir. Oyun salonlar, oteller ve sahne gdsterileri tiim kurgunun bir pargasidir. Luxor
Oteli’nin eski Misir imajmni tasiyan figiirlerden olugmasi, Mirage Oteli’nin yanardag
patlamasin1 sembolize eden yarim saatte bir tekrarlanan gosterisi, Treasure Island Oteli’nde
iki geminin savas gosterisi ve i¢lerinden birinin batisini seyredebilmek hep bu diisiince ve
tasarimin yansimalaridir. Aslinda, gercek Las Vegas ¢ol ve tepelerden olugsmaktadir (Odabast,
2006: 154).

Postmodern mekanlar konusuyla ilgili bir diger giizel 6rnek Disneyland’dir. Temalara
gore diizenlenmis ortamlar ile ¢ocukluk diislerinin ailece gergeklestirilebildigi yepyeni bir
“hayal {ilkesi” olan bu mekanlar, taklidin gercegin yerini aldig1 postmodern deneyimlerin
gerceklestirildigi mekanlar olarak degerlendirilmektedir (Odabasi, 2006: 156). Disneyland,
mikemmel bir simulasyon uUstgercekliktir (Bertens, 1995: 154). Akay (2002: 22-28)
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caligmasinda Disneyland’daki yagsanan deneyimi; gercek ile goriintiiniin ve hayalin birbirine

karigimi olarak ifade etmektedir.

3. YIYECEK ICECEK SEKTORUNDE USTGERCEKLIK UYGULAMALARI

Isletme sayisinin dolayisiyla da rekabetin artis1 yiyecek icecek sektdriinde farkli
stratejiler gelistirme ihtiyacmni dogurmaktadir. Isletmeler rakipleriyle miicadele etmek yerine
rekabete gerek birakmadan farklilagsmakta ve icinde yer aldigi sektoriin kabuklarini kirarak
rakibin olmadigi mavi okyanus seklinde isimlendirilen yeni bir pazar yaratabilmektedir
(Emiroglu, 2017: 192). Boylece hem rakiplerle miicadele edilebilmekte hem de degisen
toplum yapisina uygun hizmet verilmektedir. Postmodern toplumun temel 6zelliklerinden
olan tiistgercekligi esas alan farkli konseptlerdeki yiyecek icecek isletmesi Ornekleri dikkat
cekmektedir. Bu isletmelerde; dekorasyon ve sunum agisindan her tiirli olgu tiiketicilerin
zihninde gergek ortam algisi yaratacak sekilde tasarlanmaktadir.

Calismada  istgercekligin  yiyecek  icecek  sektdriine  yansimalari  olarak
nitelendirilebilecek olan bu isletmelere iliskin bilgi aktarimimda bulunmasi amaglanmaktadir.
Ornekleme ait ayrmntili bilgiye ulasabilmek amaciyla diinyada ve Tiirkiye’de iistgerceklik
uygulamalariyla hizmet veren isletmelerin web siteleri, TripAdvisor’daki paylasimlar1 ve
gorselleri incelenmistir. Ayrica isletmelerden iiriin ve hizmet alan tiiketicilerin bu
deneyimleriyle ilgili yorumlar1 degerlendirmeye alimmistir. Elde edilen bilgiler 1s1ginda
yiyecek icecek sektoriinde iistgergeklik uygulamalarina iliskin  Ornekler asagida yer
almaktadir.

Ismini, i¢inde yasatilan deneyimden alan Ispanya’daki Disaster Cafe’de (Odditycentral,
2019) deprem simiilasyonuyla iiriin sunulmaktadir. Restorana gelen miisteriler yemeklerini
yerken aslinda 7.8 siddetindeki depremi deneyimlemek i¢in para 6demektedir. Masa ve
sandalyeler yerinden oynamakta, kadmlar ¢iglik atmakta, yemekler tabaktan firlamakta,
icecekler dokiilmekte ve elektrikler kesilmektedir. Bu sirada miisteriler kask gibi koruyucu
ekipmanlar kullanmaktadir.

Tamamen 1siklarin sondiiriildiigti karanlik bir atmosferde yemek yeme deneyimi sunan
isletme Avustralya’da bulunan Dans Le Noir (melbourne.danslenoir, 2019), “Bir restorandan
daha fazlas1” sloganiyla hizmet vermektedir. isletmede hassas, sosyal ve insani gercek bir
deneyim vadedilmektedir. Asil amag¢ zifiri karanlikta servis edilen yemekleri yiyerek
miisterilerin gorme engelli insanlara bakis agisini degistirebilmektedir. Ne yedigini ve yaninda

oturan insanin kim oldugunu bilmeden yemek yenmektedir. Bu durum kisileri igitme, koku ve
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tat acisindan iyi bir analiz yapma zorunlulugunda birakarak farkli, biiytileyici ve unutulmaz
bir deneyim sundugu seklinde yorumlanmaktadir.

Savas temasma odaklanilarak eski bir sigmagm mekan olarak tercih edildigi
Ukrayna’daki Kryivka (Kryivka-Lviv, 2019) isimli restoranda masada dirbiin, el bombasi,
silah gibi figiirler kullanilmaktadir (Resim 1). Ayrica sunumda kullanilan malzemelerin
porselen yerine metalden yapildig1 isletmede duvarlari, savasi ¢agristiran irlinler
stislemektedir. Servis elemanlar1 asker kiyafeti giymekte, ellerinde makinali tiifeklerle
konuklar1 kapida karsilamakta ve yeraltinda konumlanmis olan restoranda parola sormaktadir.

Kiiciik bir mekan olmasina ragmen yogun ilgi gérmektedir.

Resim 1. Kryivka Restaurant (Kryivka-Lviv, 2019)

Askeriye ve savas temelli isletmelerden bir digeri de Liibnan’da kurulan Buns and Guns
(Defence.pk, 2019) isimli fast food isletmedir. Isletmede ¢alisanlar askeri kask takmakta ve
kamuflaj kiyafetleri giymektedir. “Bir sandvig sizi oldiirebilir” sloganiyla satig yapilmaktadir.
Isletmenin girisinde kum torbalarindan olusturulmus siperle konuklar karsilanmaktadir.
Makineli tiifek, el bombasi ve mermiler dekoratif amacli kullanilmaktadir.

Yargilama ve iskence ortamu yaratilarak hazirlanmis yine Ukrayna’da yer alan Lviv
(TirpAdvisor-Lviv, 2019) ismindeki isletmede Ortagag esintileri vardir. Cellat kiyafetli servis
elemanlar1 ve iskence arag-geregleri arasinda yemek sunumu gerceklestirilmektedir. Sandalye
yerine kiitiikler kullanilmistir. Son olarak hesap sunumu ise balta ile yapilmaktadir.

Yiyecek icecek sektoriinde uygulanan ceza temalarindan biri de hapishane konseptli
yiyecek icecek isletmeleridir. Italya’da konumlanan Fortezza Medicea Restoran (Fortezza,
2019), giriste ziyaret¢ilerinin ¢antalarmi aramakta, hatta metal dedektorleri kullanmaktadir.
Ozel bir menii uygulamasi bulunmamakta, isletmede bir cesit yemek ve bir bardak sarap
sunulmaktadir. Yemek parmakliklar arkasinda bir tutuklu gibi yenilmektedir.

Casusluk esasina gore diizenlenmis Amerika’daki Safe House (TripAdvisor-Safe

House, 2020) isimli isletmeye de gizli bir giristen parola ile girilmektedir. Isletme konuklarmna
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birer ajan pozisyonundaki ¢alisanlar tarafindan parola sorularak servis yapilmaktadir. Mekan
esrarengiz resim ve dekoratif tiriinlerle stislenmistir.

Dizilerden esinlenerek hazirlanan isletmeler de bulunmaktadir. Bunlardan biri olan La
Cafe de Papel (Samsun Haber, 2018) isimli Samsun’da kurulan bir kafedir. Kendisini dizi
icinde hissetmeleri igin tasarlanmig isletmede ¢alisan kiyafetleri soygun cetesinin giydigi gibi
kirmizidir. Ayrica ¢alisanlar dizideki karakterlerin takma isimlerini kullanmaktadir. Isletmeye
iliskin olumlu yorumlar dikkat ¢ekerken igletmenin dizi bittikten sonra dizinin hatirlanma
olasihigmin diisiik olmasi sebebiyle risk aldigi belirtilmektedir. Breaking Bad dizisinden ilham
almarak agilan Walter’s Coffee Roastery (TripAdvisor-Walter’s Coffee, 2019) Istanbul’da
faaliyet gostermektedir. Fincan yerine beherde kahve sunumu gergeklestirilmekte ve kahve
laboratuvar1 olarak nitelendirilmektedir. Sar1 renkli laboratuvar kiyafetleri giyen calisanlar
oldugu gibi, konuklar da bu tulum ve maskeleri giyerek fotograf ¢ektirebilmektedir.

Tokyo’da vampir temasi tizerine kurulmus Vampire Cafe’nin (TripAdvisor-Vampire
Cafe, 2019) dekorasyonunda her sey kirmizi renkte tasarlanmis olup los esrarengiz bir
ortamda sunum yapilmaktadir (Resim 2). Tabutla birlikte getirilen menii, kan sigramis
duvarlar, hag igaretli iirlinler, yarasali aydinlatmalar ve kafataslari1 dekorasyonun parcalaridir.
Karsilama elemaniin korkung goriintiisiinii, vampir makyaji1 yaparak siyahlar i¢inde giyinmis
servis elemanlar1 tamamlamaktadir. Urkiitiici bir miizik ve mumlar esliginde yemek

yenilmektedir.

Resim 2. Vampire Café (TripAdvisor-Vampire Café, 2019)

Ukrayna’daki Eternity Restaurant (Moore, 2008) diinyann ilk tabut restoranidir (Resim 3) ve
oliimle ilgili yemekler sunulmaktadir. Yerel yas ayinlerinden sonra sunulmak tizere “Dokuz
giin” ve “Kirk giin” seklinde isimlendirilen salatalar yer almakta ve “Cennette bulusalim”
isimli yemek sunulmaktadir. Hiiziinll bir ortam yaratmak icin masalarda tekli mumlar

bulunmaktadir. Masalarin arasinda tabut ve celenkler yer almaktadwr. Benzer sekilde
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Hindistan’daki New Lucky Restaurant miisterileri de yesil Ortiilerle ortiilmiis ger¢ek mezarlar

arasinda yemek yemektedir.

Resim 3. Eternity Restaurant (More, 2008)

Hastane konseptli restoranlara diinyada daha sik rastlanr hale gelmistir.
Endonezya’daki Hospitalis Restaurant’ta (Atlasobscura, 2019) barmanler laboratuvar 6nligi,
garsonlar ise hemsire kiyafeti giymekte ve turuncu peruk takmaktadir. Yemekler paslanmaz
celik cerrahi kaplarda servis edilirken, icecekler deney tiipleri ve tibbi aletlerde
sunulmaktadir. Konuklar tekerlekli sandalyelerde oturmaktadir. Las Vegas’taki Heart Attack
Grill (TripAdvisor-Heart Attack, 2019) isimli isletme ise konuklarina hasta Onligi
giydirmekte, igecekleri serum siselerinde servis etmektedir.

Ninjalarin yagam ve yemek kiiltiirlerinin uygulamali olarak aktarildigi Ninja New York
(TripAdvisor-Ninja, 2019) isimli isletmede konuklarin karsilanmasindan isletmeden
ayrilincaya kadar korku ve heyecan, iirlinlerle birlikte sunulmaktadir. Miisteriler ninjalarin
hizli ve beklenmedik hareketleriyle saskinlik i¢inde kalmakta, dumani tiiten 6zel sunumlu
yemeklerle buyuli bir diinya igine girmektedir. Uriinlerin eglenceli ve ilging sunumlar1 konuk
yorumlarinin ortak noktasidir.

Ucak korkusu olup ugaga binemeyen ancak bu deneyimi yasamak isteyenler yada farkli
bir atmosferde yemek yemeyi arzu edenler icin diinyanin farkli noktalarinda ugak restoranlar
bulunmaktadir. Genellikle bu restoranlara gergeklik payini arttirmak amaciyla binis kartiyla
binilmekte ve hostes kiyafeti giymis servis elemanlar1 tarafindan hizmet verilmektedir.
Ispanya CostaRica’da El Avion, Gana’da La Tante DC10, Hindistan’da Hawai Adda ve
Runway 1, Ingiltere’de Steaks on a Plane, Yeni Zelanda’da McDonald’s, New York’ta Space
Shuttle Cafe ve Colorado’da Airplane Restaurant ucak restoran Orneklerinden bazilaridir
(Cocking, 2019). Tirkiye’de ise Tekirdag, Balikesir, Konya ve Kayseri’de ugak restoranlar
bulunmaktadir (TripAdvisor-Ucak Cafe Restaurant, 2019).
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Almanya’da yer alan Rollercoaster Restoran’da (TripAdvisor-RollerCoaster Restaurant,
2019) misteriler masadaki tabletler ilizerinden siparis vermektedir. Servis personelinin
bulunmadigi isletmede hazirlanan {iriinler rollercoaster pistlerinde masalara ulastirilmaktadir
(Resim 4). Misteriler hizli ve eglenceli olarak nitelendirilen servisin 6zellikle ¢ocuklar igin

dikkat ¢ekici oldugunu da vurgulamaktadir.
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Resim 4. Rollercoaster Restoran (TripAdvisor-RollerCoaster Restaurant, 2019)

Deniz seviyesinin 5 metre altinda konumlanmis olan Maldivler’deki ITHAA Undersea
Restoran (TripAdvisor-lthaa, 2019), cevresindeki mercan bahcelerinin 180 derecelik
panoramik manzarasini sunmaktadir. Diinyanim ilk denizalt1 restorani olarak bilinen isletmede
baliklar, kopekbaliklar1 ve kaplumbagalar arasinda yemek yeme deneyimi sunulmakta ve
konuklara diger canlilarla berabermis izlenimi verilmektedir.

Magic Restroom Cafe, Amerika’nin ilk tuvalet temali yiyecek igecek isletmesidir.
Yemekler, sandalyeler ve tiim firiinler tuvalet, banyo ve insan viicudu fonksiyonlarina
odaklanilarak hazirlanmistir. Digkilama temali yemekler, minyatiir klozetler i¢inde
sunulmaktadir. Ayni1 konseptte Cin’de Modern Toilet, Berlin’de KLO ve Portekiz W-Duck
hizmet vermektedir (Moye, 2013).

Klasik araglar1 seven ve farkli bir konseptte yemek yemek isteyenler i¢cin Tayvan’da
P.S.Bu Bu (Lostateminor, 2015) ismindeki isletme hizmet vermektedir. Araba temali masa ve
koltuklar, akaryakit istasyonu, ¢cok sayida Amerikan otomobil plakasi ve parkmetreler ile
dekore edilmistir. Ozellikle 1950-1960 model VVolkswagen Bettles, Chevrolet ve Mini Austin

ve Cadillac serisindeki araglar kullanilmistir (Resim 5).
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Resim 5. P.S.Bu Bu (Lostateminor, 2015)

Isletme i¢indeki tiim donanimin buz ve kardan yapildigi Finlandiya’da hizmet veren
Snowland’s Igloo Restaurant (TripAdvisor-lgloo, 2019) turistlerin ilgisini ¢ekmektedir.
Kemik tasarimli bir isletme olan Giger Bar (TripAdvisor-Giger, 2019), Isvigre’deki Yaratik
Miizesi’nin yaninda konumlanmustir. Sandalyeler, bar deski, masalar ve igletmenin tabanindan

tavanina kadar kemik sekli verilmis aksesuarlar hakimdir.

4., TARTISMA, SONUC VE ONERILER

Gergek, taklit yada benzetim arasindaki farkin anlasilamamasi ve hatta bu durumun
insanlar tarafindan dikkate alinmamasi sonucu ortaya ¢ikan iistgerceklik kavrami ile hizli
yasam kosullarinda daha sik karsilasilmaktadir. Merak diizeyi yiiksek olan ve bu baglamda
farkli deneyimler yasama istegindeki postmodern toplumun bireyleri siradan isletmelerden
uzaklasma egilimi gostermektedir. Yiyecek icecek sektoriinde bu egilim dikkate almarak
farkli konseptlerde hizmet veren isletmeler kurulmustur. Gergekle ger¢ek olmayan arasindaki
farkin minimize edilmeye calisildig1 bir ortamda hizmet veren isletmeler ¢alisma kapsaminda
incelenmistir.

Arastirmada tstgercekligi temel alarak tasarim ve sunumlarina sekil veren 20 farkh
isletme incelenmistir. Bu isletmelerin %55°1 konuklarina {iriin sunumu yaparken korku ve
heyecan duygularini yasatmaktadir. Bu isletmelere yonelik yapilan yorumlarda; konuklar
yasadiklar1 adrenalini vurgulamaktadir. Yorumlarda yasanilan duygu ve deneyimlerin
isletmenin sundugu iirliniin oniine gectigi dikkat ¢ekmektedir. Hatta {iriiniin lezzet ve hijyen
acisindan tatmin etmemesine ragmen yasanilan deneyimden memnuniyetin daha Onemli
oldugu belirtilmektedir. Isletmelerin genelinde ise iiriin ve hizmet icin talep edilen fiyatin
yiksek oldugu aktarilmaktadir. Arastirmada elde edilen bilgiler 15183inda; postmodern
tuketiciler icin Ustgergeklik olgusunun yiyecek icecek isletmelerini tercih sebebi oldugu

sOylenebilir.
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Yiyecek igecek isletmelerine, postmodernizmin tiim 6zelliklerini dikkate alarak {iriin ve
konsept gelistirmeleri Onerilebilir. Postmodernist pazarlama yaklasimiyla kurulan bu
isletmelerin sunduklar1 farklilik ve miisterilerine yasattiklar1 deneyim nedeniyle rekabet
istiinliigiine sahip olacagi diisiiniilmektedir. Ancak bu tiir isletmelerin diinyadaki gelisim
hiziyla Tiirkiye’deki arasinda farklilik bulunmaktadir. Tiirkiye’deki az sayida isletmeye
rastlanmistir. Bununla birlikte postmodern tiiketim anlayismin yayginlasmasiyla tiim diinyada
oldugu gibi Tiirkiye’de de tistger¢eklik uygulamalarinin esas alindig1 yiyecek icecek igletmesi
sayisinin artacagi ongoriilmektedir. Sadece mekansal anlamda uUstgerceklik uygulamalari
yeterli olmamakta menii ve iiriin tasariminda da bu uygulamalara ihtiya¢ duyuilmaktadir. Bu
baglamda seflerin de daha yaratict olmalar1 ve isletme temasina uygun tabak tasarimlari
yapmalar1  gerekmektedir. Ancak biitiinciil ve ayrmntili bir yaklasimla basari
yakalanabilmektedir. Bu anlamda isletmecilerin sadece postmodernist bir pazarlama
yaklagimi i¢inde olmalar1 yetersiz kalabilmekte ayrica deneyim pazarlamasi konusunda da
bilgi sahibi olmas1 gerekmektedir. Aksoy ve Akbulut (2017) tarafindan restoranlarin deneyim
pazarlamasi ve sanal gerceklik uygulamalar1 agisindan ele alindigi goriilmiistiir. Ancak
ustgerceklik ve yiyecek icecek isletmelerini ele alan g¢alismaya rastlanilmamistir. Bu
baglamda c¢alismanin literatlre katki saglayacagi diisiiniilmektedir. Arastirmacilar benzer
sekilde yiyecek icecek sektoriiniin postmodernizmin herbir o6zelligi agisindan ayri ayri
incelendigi caligmalar yapabilir. Arastirmanin devami niteli§inde; iistgerceklik uygulamalari
acisindan incelenen bu isletmelere iliskin yapilan yorumlarin nitel veri analiz programiyla
degerlendirilmesi planlanmaktadir. Yine bu isletmelerin sanal ortamda paylasilan gorselleri

ilizerinden analiz edilerek ¢ikarimlarda bulunulmasi arastirmacilara 6nerilebilir.
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Abstract

Nowadays one can easily understand that day by day we are
becoming a part of the age of technology. In certain countries,
artificial intelligence and robots started to appear in daily life and
before anyone realizes, they will become a part of our daily routine.
Some day we will only need to click a button and everything will
happen for us. But clicking a button without seeing a face or hearing
a voice is something totally different for us. We see technology is
getting used more often in tour guiding also. The question is, do we
like to get things done as quickly as possible, or do we still look for
communication. This study aims to solve this problem. The new
trend in the tourism sector is the “Smart Tourism and Smart
Destinations” which starts with giving you an idea of how and
where to plan your holiday and travel. It also helps you with all
other aspects throughout your vacation. These might be smart device
applications like audio guidance, translation services, direction
guidance, making reservations, or augmented realities like pointing
your phone towards the scene of the theatre and watch a gladiator
fight. Tour guides, who we call the ambassadors of tourism, may
experience problems with the rate of technological development.
Although, taking advantage of technology such as navigator,
smartphones, kindles, headsets, cameras, altimeters and many more
makes the job easier for guides. So, if the evolution of technology
continues will there be any need for a tour guide?

This study aims to determine if the job of the tour guide can
survive the technological improvements or even get better and still
be preferred by the tourists who are traveling to new places and new
cultures. The methodology of the study is qualitative. A structured
interview has been carried out. The sample of the group only
includes tour guides over the age of 50. This is because they are near
retirement and don't expect to earn their living by guiding people
anymore. So, their opinions will be more appropriate compared to
young guides who are at the beginning of their tour guiding lives
and need this job for many years to come and would not like to lose
the battle against technological improvements. As a result of the
research, data has been reached that smart city technologies cannot
replace tourist guides. Also, the study will add some suggestions
based on the results obtained from the analysis.

1 This study was presented

congress book.

in the 4th International Tourism Congress and the abstract is published in the

72



= JOURNAL OF TOURISM INTELLIGENCE AND SMARTNESS
-

s Year (Yil): 2020 Volume (Cilt): 3 Issue (Say1): 1 Pages (Sayfa): 72/84

1. INTRODUCTION

Professional tour guiding always has been in a relationship with technological
improvements. A lot has changed since the primitive tours till the present day. Cities have
changed, transportations have changed and a lot more. One can understand that no matter
what changes, the need for a tour guide remains stable.

It is known that tour guiding was popular since antiquity. And also, it is fairly well
known that people were traveling for different needs long before. The ancestors of the tour
guides are the Cicerones who were named because of the Roman historian Cicero who lived
in the 8th century B.C. They were known as the most reputable people of the time. At the
same time, young guys with speaking talents were also called Cicerones. The first organized
tours are the ones in Ancient Greek societies by the name of the Olympic Games and the
enormous festivals. During the medieval ages, the peak traveling point was the Crusades.
Traveling at that time included wars, religious journeys, migration, and educational trips. In
the following years, Grand Tour popped up in Europe. The Industrial Revolution took tourism
to the next step because it improved the technology and made vital changes in
accommodation and transport facilities. Even though tour guiding had started two thousand
five hundred years ago; the first actual modern tourism movement was the one that Thomas
Cook organized in 1841 (Eser, Meslek Olarak Turist Rehberligi, 2018).

Tourism and tour guiding received support from technology for years and years. Better
transport, better communication, using less time, getting better information and a lot more like
this came with technological development.

Research in robotics is increasing and creating better applications every day. Current
things they can do were not even thought about decades ago. Hospitality and touristic
destinations became smart and advanced every day (Tung & Law,2017: 2498).

Before all the technological improvements, people had to work a lot harder. Day by day
people started to have more free time which gave them a chance to travel and to be a part of
tourism (Yildiz, 2019: 166). People firstly needed someone to guide them but this slowly
changed over time. While there are people who think it’s better to have a human guide, some
others think that it’s much easier and cheaper to travel with some info books, smart apps, and
things.

There are certain skills, features, and information that tour guides must have. For
example, presentation skills, ability to attract attention, timing, managing extraordinary
situations, group management, a good knowledge of foreign languages, and have good

communication, motivation and leadership skills, empathy, and much more.
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Some people like discovering places by themselves but on the other hand, there are a
huge number of tourists who prefer professional tour guides. Al-Wazzan (2016: 1) in his
study explains about a robot tour guide that can follow the group or the person and when the
tourist gives the command, starts to give information about the destination.

Before, people were discovering places with a guidebook if they had not chosen a guide.
Now with the improvements, they have better devices to see new places and the devices even
have features with which they can take photographs and videos (Yildiz, 2018: 4688).

The study aims to figure out if there will still be a need for a tour guide in the future.
During the research, not only cities but actually, the world gets smarter every day. So, will all
these improvements take the place of a human? Or will people still need real smiling faces

and the personal touch of their tour guides?

2. LITERATURE REVIEW

Even though there are a lot of studies to point out how cities get smarter and how
technology has benefits on tourism, there are not a lot of studies to include tour guides in
these analyses. Smart and touristic destinations are very popular and they are one of the
favorite topics for researchers. The book called “Information and Communication
Technologies in Tourism 2014 is a basic resource for a researcher who wants to create a new
study on this subject (Buharis & Ahamarranga, 2014). Also, the studies combining the
recently developing robot technology with tourist guidance have increased considerably
(Burgard et al., 1999; Lai, 2015; Chuang, 2019). The scope of the research is the relationship
between tourist guidance and technology, plus whether cities that are getting smarter can take
on the duties of tourist guides. For a person to understand the situation better, these definitions

are needed.

2.1. Tour Guiding

There are a few definitions of the tour guiding profession. One of the most accepted
definition is made by the World Federation of Tourist Guide Associations (WTFGA) which
says; "A person who guides visitors in the language of their choice and interprets the cultural
and natural heritage of an area which person normally possesses an area-specific qualification
usually issued and/or recognized by the appropriate authority." One other definition claims
that tour guides are people who guide people abroad or in their own country. Leading,
showing and explaining about museums, monuments, archaeological sites of a city or a region

in the language which the tourist/tourists prefer (Ap & Wong, 2001: 551). According to
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Cohen, the initial task in tourist guidance is pathfinding and mentoring. Also, it is well known

that tourist guides increase the attraction of the destination (Cohen, 1985).

2.3. Robot Tour Guides

After the Czech writer Karel Capek mentioned the term robot in his novels, humans

started to imagine about them. The first thought was to make them do the works human had to

do. To take it a step further we have seen a robot called rhino which started guiding and

entertaining people in a museum (Burgard et al., 1998: 4). Since then robot use in different

locations and departments rises. Boboc, Horatio and Talaba in their study listed the robot

guides in use as it is in the table below;
Table 1. Tour Guide Robots

Where It Name Location where it has been installed
Operates
Museum Rhino (Burgard et al., 1998) Deutsches Museum Bonn
Minerva (Thrun et al., 1999) Smithsonian’s National Museum of American
History
Sage (Nourbakhsh et al., 1999) Carnegie Museum of Natural History in Pittsburgh
Chips (Willeke, Kunz, & Nourbakhsh, 2001)  |Carnegie Museum of Natural History
Care-o0-bot (Schraft, Graf, Traub, & John, 2001) |[Museum fiir Kommunikation
Hermes (Bischoff & Graefe, 2002) Heinz Nixdorf Museums Forum
Jinny (Gunhee et al., 2004) National Science Museum of Korea
Robovie (Shiomi, Kanda, Ishiguro, & Hagita,|Osaka Science Museum
2006)
Enon (Frontech, 2007) Kyotaro Nishimura Museum
Cicerobot (Chella & Macaluso, 2009) Archaeological Museum of Agrigento
Urbano (Rodriguez-Losada et al., 2008) Principe Felipe Museum
Indigo (Vogiatzis et al., 2008) Cultural institute
Exhibition hall|RoboX (Siegwart et al., 2003) Swiss National Exposition Expo.02
Mona, Oskar (IPA, 2009) Opel exposition Berlin
Toyota (McKeegan, 2007) Toyota Kaikan Exhibition Hall
University Virgil (Thrapp, Westbrook, & Subramanian,/Rice University

2001)

Bryn Mawr (Chiu, 2004)

Bryn Mawr College

NTU-I (Kuo-Hung et al., 2008)

National Taiwan University

GOAT (LeBlanc, 2012)

Worcester Polytechnic Institute Campus

Other building

Grace (Simmons et al., 2003)

AAAI Robot Challenge

Biron (Haasch et al., 2004)

Home-tour guide

Robotinho (Faber et al., 2009)

The 12 Cellists of the Berlin Philharmonic

Toomas (Gross et al., 2009)

Germany stores

Sancho (Gonzalez et al., 2009)

TV shows

Konrad, Suse (Stricker et al., 2012)

Konrad Zuse building

Cate (Beckwith, Sherbrook, Lefief, Williams, &
Yelamarthi, 2012)

Engineering and Technology building

Tawabo (Mogg, 2012)

Tokyo Tower

Source:Boboc, Horatiu, & Talaba, 2014, p. 426.
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2.3. Smart Cities

The term smart city is defined as cities that can use improved information and
communication technology (ICT) to streamline consumption of the products (Gretzel,
Werthner, Koo & Carlos, 2015: 559). As a result of cities becoming smart, smart destinations
and smart tourism have appeared. Marketers are starting to use technology more to attract
customer interest (Jeong & Shin, 2019: 2). This may hold up to use mechanized tour guide
systems instead of humans.

Tourism is the second largest sector, accounting for 18.5% of all services offered in
smart cities. Therefore, a city can mostly support tourism activities and smart technologies
can no longer be considered separate from tourism (Um & Chung, 2019). Being a smart city
is a dynamic process and it is a kind of transition from traditional development to
technological development. The smart city idea is a set of rules that prioritize proper use of
resources and environmental protection (Zhang, 2020).

3. METHODOLOGY

This study was carried out using a qualitative research method. To gather up some
information and to discuss the situation between smart cities and if there is an end to the job
called tour guiding, the tour guides were chosen and the method was an interview. The main
reason why this method is chosen is to understand a phenomenon and other than
questionnaires, you have the chance to learn the feelings of the people, and also it gives an
option to add new questions to get the clearest people thoughts.

The study adopted purposeful sampling. The sample was taken from a group of
professional tour guides who were economically comfortable and who had no need for the job
to continue in the future. All were over fifty years old and very near to retirement. As Chain
declared in 1981, choosing your sample for a study is like inviting the best doctors for the best
result at the surgery (p. 440). The reason that the study has an age limit is that young guides
will need this job for the future and they might not give very candid answers to the questions.
From long readings and surveys, ten questions were prepared. To decide for the best questions
similar studies (Giammona, 2004; Yuan & Chee, 2005; Kahn et al., 2015) were examined
carefully. These ten questions have been asked to all the tour guides by email which gave
them the time to think without any rush. No one came up against different questions, all were
asked the exact same. The interview questions were sent to over 20 guides via email but
because of it being high season, 7 replies were received. All the answers which were given

got analyzed and the data was starting to reply so the collecting part of the study had to stop.
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According to Lincoln and Guba (1985) in an interview there cannot be a certain amount of
participants, the data collection ends when the answers start to repeat and there is nothing else
to hear (p. 222). The interview was done with people who had sufficient time to give thought
to the questions and give carefully considered answers and had voluntarily agreed to carry out
the interview. This survey, and the questions which were asked, required specialist
knowledge.

4. FINDINGS

The questions were asked in the same way to all participants. No time limit was given
to the participants because of the importance of the subject. The interview started with a
simple question that was aimed at learning if they were using any technological devices
throughout their professional tour guiding career. They all agreed the same idea saying that
they used several technological devices such as "smartphones, tablets, microphones, websites
like trip advisor, online live sports competition broadcast, PowerPoint presentations,
navigator, headsets"

The next question asked if this technological development changed the satisfaction of
their clients both positive and negative. In the past literature, tourist guides have opinions that
technological developments had positive effects (Eser, Cakici, Babat, & Kizilirmak, 2019). In
this study, while four participants directly answered yes to this question, one left it blank, one
wasn’t sure and one person’s answer was no. The reason why participant 5 said no was that
before technological improvements, even when the buses didn’t have air conditioning, people
were happier on their tours. Even though there are a lot of opportunities now to get more
comfortable, it is harder to find people who won’t complain. On the other hand, if we check
the yes answers, which means they found a difference in the level of satisfaction of the
clients. One says:

“Yes, the tourism sector is a sector which changes and develops every day.
During your career, you start to bring people to newly discovered places or to
places you've never been (hotel, restaurant exc.). From this point of view finding
your way, hotels, restaurants will be easier with technology and as a result, the
satisfaction level will increase positively.” (Participant 2)

One of the other positive answers put forward was that professional tourist guides can
forget the information they were planning to give and during the tour thanks to technology
they can easily search via Google and solve the problem (P3). The participant who didn’t say

either yes or no commented on the improvements of technology not actually changing the
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satisfaction of the tourist but more than that made things go faster and easier. But the
feedback of this wasn’t that decisive and intensive (P6).

The third question was about the audio guides. “In touristic destinations, the tourists
have an opportunity to take an audio guide instead of a tour guide but what do you think is
the reason that the clients still need a professional tour guide?” was the question. One of the
participants said that the tour guides use five sensory organs to serve their clients (P7). The
next answer was aimed at the need for communication and asking questions to the guide. One
other answer that was put forward was that “An audio guide is non-interactive. The
information it can give is constant. The tourists who are visiting the place for the first time
can also have problems finding their way but with a guide, this possibility disappears.” (P2).
The next participant puts forward that “4 mechanical sound and a professional tour guide
who makes you live that moment makes a huge difference. Mutual questions and answers will
give a higher opportunity to learn more about the place” (P3).

The next question also included smart cities this time and gave some of their features
such as easy transportation, communication, and information opportunities. We asked: “If
these smart cities keep on making everything this easy will people be insistent on hiring a
guide?”. 6 participants out of 7 answered yes directly but one thought the things smart cities
can do are the job of a tourism agency or a tour operator (P5). The other participants thought
these are improvements but the need for a guide will always remain. One thinks that “Smart
cities can only handle some jobs of the tour guide such as showing the way, giving
information, but on the other hand tour guides can cheer up clients, ask how they are feeling
but smart cities can’t.” (P6).

The following question was a tricky one describing an ancient theatre. Saying that: “In
a theatre, there are gladiator fights and if we split a group into two and show one a fight via
artificial intelligence and to the other by a tour guide explanation do you think there would be
a difference in the level of satisfaction?” The experienced guides who were asked our
questions all gave the same answer to this. No matter how well artificial intelligence is,
ancient theatres are much more than this. They all pointed out the same fact. Tour guides can
describe the fight, the ceremonies, and other aspects about theatres. And also guides can
change their style by checking the group's reactions. 7 participants all think that the level of
satisfaction would be far greater with a tour guide leading.

The sixth question of the interview was aimed at understanding if they think the new

robot guides which are being used in several destinations can take the place of a tour guide.
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Because this is a new thing, most of the participants do not have enough information about it.
But one guide put forward that:
“During tours, an emergency can happen, for example, a broken leg or an ankle
sprain, and a guide can easily help and do something but we can't say the same

for a robot. Robots are uniformed, programmed, and they can't react against

unexpected situations. That's why nearly all participants voted for the guides on

this subject.” (P2).

The next question was aimed for the guides to empathize and put themselves in the
place of tourists. The question was asked in this way: "In a tour which you are a client, would
you like a robot that performs nearly one hundred percent and produces services to you
including information, directions, language, etc. Or would you rather have a human tour
guide who could possibly be error-prone? ” One hundred percent of the participants gave their
opinions definitely in favor of tour guides services. The reason they gave was that tours or the
tour guiding job are not something you can carry out robotically. This is a spontaneous job
and if a robot serves the group, they think that at any unexpected moment the tour would not
proceed as desired. One pointed out that tourism requires personal communication and
knowing new cultures so learning about places and traditions from robots is not appropriate
(P6). Another example was the use of the navigator. Even when a human uses it, they can
come up against problems, so giving a robot the full responsibility of a tour is not a good idea
(P2). One other answer was about departure times. If there was a robot it could leave a few
visitors at every stop but with a guide, there is always a possibility to delay departures for a
few minutes to wait for latecomers (P7).

Number eight was asking about emotional labor. We all know that tour guiding needs a
lot of this but the question was “Do you think artificial intelligence can handle emotional
problems as a human does?" The answer to this was no for six of the participants. The one
who didn't say no was because he thought that emotion is not always a part of this job. For
most of the participants, tour guiding is full of emotional labor and there is no way it can be
done without a human. An example was given by a participant about being a guide in
Canakkale which is one of the places where Turkish tourists get emotional. Making that
atmosphere, telling the stories, talking about martyrs without any emotions would not give the
right effect (p2).

The next question in the interview was “When you think about the financial business
you were only able to sort out by going to the bank and later you could contact the bank from

your smart devices. Maybe one day there will not be a bank building to visit. Do you think this
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is similar to the progress of tour guiding in cities?” One of the answers was: “Banks have
cash dispensers but they still have banks and humans working.” One other thought was,
guiding is transferring information but banking is transferring money so it will not go the
same way (P4). One of the participants gave an example to better explain his answer: “For
example, when you go to a bank if your debt is 141.55 you have to pay all of it so putting this
into rules and technologies might sound good but guiding is all about emotions.” (P2).

The final question of the interview was “You, as a person who doesn’t have job
apprehension, and that you are near to retirement, do you think that the tour guiding job can
survive against the technological improvements, smarter cities with smarter apps and robots
or will people easily accept the new fast and faultless smart trend?”. This question was
almost the answer to all our questions and the study. The answers given to this question is
decisive. Some participants simply said yes, the job "professional tour guiding” will survive
forever. But some of them wanted to explain why. One of the participants said: “Technology
has no expressions but humans have. What makes the tourists happy is firstly seeing a smiling
face, this makes a tour joyful”. And other answers were “Any of these technological
improvements won'’t weaken the job on the contrary it will make it stronger. No matter what
age the guides are, they must always be a part of technology and be aware of anything new”
(P2), and “Penny-pinching agencies will always need a guide to bring the customers to do the
shopping and sell stuff to get the commission. So according to this, they will not ask for robot
guides and this will always ensure the guides have a job.” (P5)

According to a different participant, the tour guiding job will not end but also will
increase day by day because some job groups can be done automatically but guiding is an
interactive job and it will always need humans to get the job done (P6). The last opinion about
this question was:

"For hundreds and hundreds of years, this job has continued. In the last few
years, it has been even better with new specialist guides. The guides started by
being better educated and therefore a specialist in tour guiding. Religious
tourism, eco-tourism, gastronomy, climbing, and health tourism are the new

trends that special tour guides carry out.” (P1).

5. CONCLUSSION, DISCUSSION AND RECCOMENDATION
According to the literature review and the interviews that were made with professional
tour guides over the age of 50, we sort of understand what the situation is and what is waiting

for us in the future. Unfortunately, there are not many studies about the future of tour guiding
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and robotic tour guides which are now in use. We aimed to find out where this is going. The
main reason the interview was done with older guides was to get objective answers. It's well
known that in any job today if you ask a young, new employee you often don't get accurate
answers. The new employees will need this job for their future, but with guides who are near
to retirement, they take a different view. According to the answers, everyone uses
technological devices. There was no one saying they don't. But their explanation is that
technology is a supplement for them. Even though finding a solution is something that can be
done with only the press a button according to some studies, at the same time you still need
someone to push the button.

Tourism is a result of people sightseeing, discovering, getting to know new people’s
needs says (Kozak, 2012). Even when the question made them empathize, they still asked for
someone to communicate. That’s what people need. In a university even though you can learn
a math problem in the library or by searching on Scholar Google, students always keep in
mind that they learn personally from their professor. Think about an online course that you
can watch and learn a language and the other option that you go to the class and listen directly
to the teacher. The online course is much cheaper and no matter what improvements there are;
in reality, people still fill the classes.

In the interview, there was an interesting example saying that at dinner when you’re
choosing your wine you take suggestions from your waiter or waitress. Taking advice from a
human or a robot, which one would make you feel better? We can always add more examples
to this.

One other and maybe the most talked about the reason why humans would be better is
to get answers to the questions on a tour. A tour guide will always try to give enough
information about the place but he or she will have more than that to give. For example, if the
guide is talking about the clock tower in London and the question is about the clock tower in
Izmir the guide can give some information about that to. But for a mechanical, robotic mind
which is aimed to give information about the London clock tower, it would hover at that
moment. Just like this example, humans can react spontaneously, and if there is some missing
information the guide can search, ask other experienced guides or find the answer by using
the technology.

Some guides in the interviews pointed out that if it is thought that technology can take
the place of a guide, why don't people sit at home and put on some virtual reality goggles? It
is clear from this that being on a tour, traveling, discovering, seeing, hearing, touching, satisfy

curiosity was the claim at the beginning and it is still the same. So, we can easily say that
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robots or artificial intelligence can only make the job easier for the guide but cannot take their
job from them. Technology is seemingly the end of some jobs but tour guiding is not one of
them.

Someone can understand from this study that professional tour guiding will not only
survive against technological improvement but also increase. These interpretations are the
thoughts we received from the experienced tour guides but not enough to answer the unsolved
questions. But for now, from this study it is safe to recommend for the future of the
profession that; every guide (young/old) has to chase the technological improvements and
adapt them to their own tours and must keep and increase the human interaction because this
looks likely to be the most important issue to keep them in the profession.

The suggestions for the future studies are, taking a larger sample by asking the visitors
both from a human tour guided tour and from one where technology serves them. In this way
it can be understood what the threats are and how people think about being in technological,
non-human tours.

It would be good to finish with a quote by Charles Chaplin about humanity and
mechanization:

“Machine men, with machine minds and machine hearts! You are not machines,

you are not cattle, you are men! You have the love of humanity in your hearts. You

don't hate only the unloved hate, the unloved and the unnatural. Soldiers, don't

fight for slavery, fight for liberty! You the people have the power, the power to

create machines, the power to create happiness! You the people have the power to

make this life free and beautiful, to make this life a wonderful adventure! Then, in

the name of democracy, let us use that power. Let us all unite! Let us fight for a

new world, a decent world...” (Chaplin).
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