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INTRODUCTION
TOURISM, DEVELOPMENT STUDIES AND
URBANIZATION

Hospitality and Tourism has several dimensions, some of which are related closely to the field of Macro Econom-
ics. Although some of the practitioners and researchers of Economics are not aware of the importance and ne-
cessity of Tourism related practices for local and global economy, most developing countries try to create tourism
supply for their regional development. It is a striking fact that, according to UNWTO, international tourism in-
dustry export (USD 1.7 trillion) is one of the biggest with Chemicals and Fuels in GDP. It also has the fastest
GDP growth among all industries. “This makes the sector a true global force for economic growth and develop-
ment, driving the creation of more and better jobs and serving as catalyst for innovation and entrepreneurship.”

The book comprises selected proceedings from the International Conference on Political Economy (ICOPEC
2019). Section One contains hospitality and tourism studies. Most of the papers are case studies from different

parts of Turkey, related to tourism resources, activities, trends, etc.

In their study “Thermal Tourism Perception of Young People: Case of Pamukkale University,” Seher Ceylan, Ah-
met Cetin and Nuray Selma Ozdipginer carry out a research towards students of Pamukkale University, in or-
der to reveal the metaphors they use for thermal tourism, to determine how thermal tourism is perceived by the
younger generation.

Giilseren Ozaltag Sergek in her paper “The Role of Museums in the Protection of Cultural Heritage: The Case
of Mardin Museum” examines the activities of Mardin Museum and explains that the museum can transcends the
identity of “the place where historical monuments are preserved and exhibited” and could be transformed into an
educational entity that don’t separate society from history. She can also tell that, activities are carried out to pro-
tect and preserve the intangible cultural heritage.

Hiiseyin Ozdemir investigates the social effects of festivals to local people of Gerede district of Bolu province, in
his study “A Research on the Social Effects of Festivals: Sample of Gerede Traditional Animal and Commodity Fair.”

In their study named “Assessment of the Cookery Education Students’ Vocational Sufficiency,” Giilseren Ozaltag
Sergek and Siileyman Cimar conduct a survey to the managing personnel of the facilities for the internship, to
evaluate the quality of the education of the students who are being trained at the vocational high schools’ cook-
ery education departments

Sadik Sercek examines how tourism marketing sheds light on the future and how it creates new experiences for
customers with the augmented reality infrastructure, in his study “New Trends in Tourism Marketing: Augmented
Reality Applications.” The study also examines applications that enable augmented reality experience in the per-
spective of tourism marketing. The author at the end discusses the direction in which tourism marketing will go
in the future and how it will affect the customers™ experiences.

Seher Ceylan, Ali Soylu and Nuray Selma Ozdipginer conduct a research towards tourism associate and under-
graduate students, for their study “The Differences of Demographic Variables on Entrepreneurship: A Research
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on Tourism Students in Pamukkale University,” to investigate whether demographic variables make a difference
on entrepreneurship.

In his study named “Investigation of the Methods That Can Be Used For Measuring the Economic Values of
Recreational Resources,” Sadik Sergek points out that, alternatives are being developed in line with rational plan-
ning and management activities in order to ensure sustainability in recreation and tourism. He also explains that
these alternatives and planning-management approaches are determined according to the characteristics, economic
value and user preferences of the area.

Section Two consists of two papers under the topic of Development Studies. One of them discusses Cooperatives,
and the other brings an approach to economic developments in GCC countries.

Esin Candan Demirkol in her study “Cooperatives as an Alternative Model in the Global Economy,” discusses
whether cooperatives, which have become widespread in recent years against the increasing social and economic
inequalities associated with globalization, can constitute an alternative model today. In the first part of the study,
the economic dimensions of globalization, and in the second part the current situation of cooperatives in the
World and Turkey are assessed.

Giilten Dursun and Maha Algershi in their study “Stochastic Convergence in GCC Countries: Panel Station-
ary Approach with Smooth Shifts and Sharp Breaks” empirically investigate the catch-up (stochastic convergence)
hypothesis in the six countries of the Gulf Cooperation Council (GCC) for the period 1974-2016. They explain
that, during this period, GCC countries experienced different periods of enlargement and stagnation, the volatil-
ity in oil prices was affected by the Gulf Wars (I, II, III) and the 2008 Financial Crisis. They have a comment as;
structural changes in GDP per capita may mean breaks in the deterministic trend.

Section Three under the theme of Urbanization, consists of one study, which belongs to Furkan Ak¢ay and Senay
Oguztimur. In their study under the name “Examination of East Marmara Region Plans in the Context of Trans-
portation Decisions,” planning studies prepared in different scales in the Eastern Marmara Region are examined
in the context of transportation decisions, and the compatibility of the decisions taken in the region between up-
per and lower scale plans are also examined.

I would like to thank the authors for their contributions, organization staff, reviewers, publishing committee and
IJOPEC Publication, who made this outcome possible. I hope, students and researchers in related fields will ben-
efit from the book for their studies, and decision makers will get ideas to improve practices.

December 2019
M. Onur Giilbahar
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THERMAL TOURISM PERCEPTION OF YOUNG
PEOPLE: CASE OF PAMUKKALE UNIVERSITY /
GENCLERIN TERMAL TURIZM ALGILARI:
PAMUKKALE UNIVERSITEST ORNEGI

Seher Ceylan', Abhmet Cetin?, Nuray Selma Ozdip¢iner’

Abstract

Thermal tourism is one of the most important tourism areas in terms of the resources of our country. It is im-
portant to understand how this area of tourism is seen in terms of target audiences or to understand whether any
audience can be the target audience of this type of tourism in marketing, in order to be adequately evaluated and
attracted attention in domestic and foreign tourism markets. The aim of this study is to reveal the metaphors they
use for thermal tourism which is generally assumed to be preferred by individuals over a certain age, to determine
how thermal tourism is perceived by the younger generation. For this purpose, Pamukkale University was desig-
nated as the universe and the research was carried out with the participation of university students. Phenomenol-
ogy research design which is one of the qualitative research designs was used in the study. Participants were asked
to fill the gaps in structured expressions of thermal tourism with expressions containing their subjective judgments.
As a result of the research, theme, category and sub-categories were created from the metaphors that participants
expressed about "Thermal holiday concept”, “Importance of thermal holiday “and® Thermal holiday preferences ”.

Keywords: Thermal tourism, perception of thermal tourism, metaphor

Introduction

The richness of thermal resources in the geological position of our country and the sacred quality attributed to
water and hygiene in our culture have greatly contributed in the emergence of a bath and thermal spring culture.
As one of the most important field in tourism today, thermal tourism attracts attention across the world as well
as a significant health tourism field. As thermal tourism is assumed to be of interest of people over a certain age,
we tried to determine how young generation perceives and understands thermal tourism and to identify the met-
aphors used by young people in relation to thermal tourism with the purpose of finding some clues to help us
in enabling the contribution of young people in thermal tourism. Although the concept of metaphor is used in
many scientific fields in recent years, from management and organization theories to marketing theories and nat-
ural sciences, it is actually a concept as old as the history of humanity itself as one of the most important factors
in verbal communication. Metaphor is used in every field of verbal and visual communication today but it refers
to a form of thinking and seeing which permeates our understanding of the world in general according to Morgan
(1998). Indeed, metaphor is defined as a rhetorical technique which associates two unrelated objects and compares

1 Pamukkale University, ceylans@pau.edu.tr
2 Pamukkale University, cetina@pau.edu.tr
3 Pamukkale University, nselma@pau.edu.tr
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characteristics of the two objects by transferring these characteristics one to the other (Sopory and Dilard, 2002).
In the dictionary of Turkish Linguistic Society (2019), it is defined as a figure of speech which refers to describ-
ing something by as a simile of another thing or using a word with a meaning different from its original mean-
ing, and metaphor has been an especially prominent concept not only in literature and language, but also in in-
terdisciplinary applications with the “Contemporary Metaphor Theory” developed by Lakoff and Johnson (2015)
in 1980. Being quite successful in explaining organization theories emerging as a result of the developments expe-
rienced in organizational fields, the concept of metaphor has a quality that enables it to be applied in almost ev-
ery single field. According to the contemporary metaphor theory, metaphor is part of the conceptual systems we
use not only in language but also in thinking and acting. According to George Lakoff and Mark Johnson, met-
aphors are factors shaping thought and language by giving these certain forms (Parin, 2017). Lakoff and John-
son differentiate conceptual metaphor (metaphorical concept, cognitive metaphor) and linguistic metaphor (met-
aphorical expression). Conceptual metaphors are abstract ideas. “Time is money,” for example, is a conceptual
metaphor; in other words, people have conceptualized time together with money. This type of metaphors is re-
lated to the way of understanding the world. Linguistic metaphors, on the other hand, are linguistic expressions
which realize, materialize these abstract ideas. The expression of “You have to spend your time well,” for exam-
ple, is an example of the conceptual metaphor of “Time is money” in the linguistic context; it is a linguistic met-
aphor. Metaphorical expressions in language, in other words, are the transmissions of metaphorical concepts on
the surface (Aksehirli, 2005). Every expression in which we describe the concept related to time with the char-
acteristics belonging to the conceptual area related to money is a linguistic ensemble associated with this con-
ceptual metaphor (Lakoff and Johnson, 2015). According to Conceptual Metaphor Theory, metaphor is defined
as understanding a conceptual field through another conceptual field rather than understanding a word through
another word. When developing conceptual metaphor concept, Lakoff and Johnson have based their work on
the argument that metaphor is not only limited to literature, it is also extensively used in daily language and this
prevalence of metaphor in the language would also be found at the dimension of thought (Caliskan, 2013). This
new understanding which rescued metaphor from being just a figure of speech defines metaphor as an act which
emerges in thinking before language (Lakoff and Johnson, 2015). Conceptual metaphors are parts of a common
language and of the conceptual principles common to the individuals who share the same culture. This kind of
metaphors is understood in the same way in a particular culture. Conceptual metaphors are products of a com-
mon understanding that provides the grounds for linguistic metaphors. In a sense, they are prevalent in the lan-
guage because they have a formative role in the way people think (Lakoff and Johnson 1980; Lakoff and Turner
1989). Similar understandings of the individuals of a common culture in relation to similar symbols, events, ob-
jects, etc. and knowing the metaphors used in expressing these could help to better understand the understanding
of that particular society in relation that particular thing. As for Caligkan (2009), metaphor is a mechanism that
produces alternative interpretations in understanding the knowledge while sometimes producing an idiosyncratic
reality or knowledge. Metaphor has a formative, influential effect on not only our way of thinking, our language
and our scientific life, but also on our way of expressing ourselves in the daily life. We use metaphors when we
try to perceive an experience component from the point of view of another experience component. Thus, met-
aphor emerges in the explicit or implicit description of A as B (Morgan, 1998). Metaphors are means that en-
able better understanding in certain subjects, explicit expression of problems and summarizing thoughts (Semerci,
2007). For all these reasons, there is almost no discipline which does not use metaphors. According to Cameron
and Whetten (1983), metaphors in life may be used to explain the developmental process of organizations and
professional groups. This study aims to determine the metaphors used by young people in association with their
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perceptions of thermal tourism with the purpose of helping in their contribution in thermal tourism. In line with
this purpose, the forms in which metaphors related to thermal tourism emerge in their minds and which are ex-
pressed in daily communicative language have been studied through structured questions.

Literature

In recent years, many studies have been conducted in relation to metaphors in various fields of social sciences. Inbar
(1996), Cerit (2008), Saban (2009) and Aydogdu (2008) studied metaphors associated with the concepts such as
school, teacher, school director; Saban (2008) studied metaphors associated with the concept of knowledge; Aydin
(2010) studied metaphors associated with the concept of geography; Eraslan (2011) studied metaphors associated
with the concept of sociology; Coskun (2010) studied metaphors associated with the concept of climate; Ozkan
and Taskin (2014) studied metaphors associated with the concept of motherland; Tezcan and Kara (2014) stud-
ied metaphors associated with the concept of city; and Kaya (2010) studied metaphors associated with the con-
cept of earthquake. Celikten (2005) studied metaphors of organization culture in the field of business adminis-
tration and grouped the metaphors associated with the concept under 5 separate categories, as change regulatory,
compass, socially bonding, sacred cow and ceremonies under the control of manager. And Ugma (2010) focused
on an argument saying the use of metaphors in the field of accounting would increase the rate intelligibility of
data. However, metaphor analyses conducted in tourism field are quite limited. When literature is analyzed, it is
observed that studies in tourism field focus more on the students of tourism and local people in tourism destina-
tions and the analyses are seen to revolve around metaphors associated with tourism perception in general. Ozer
etal. (2012) conducted a study to determine and classify the metaphors of secondary school students’ perceptions
of the concept of tourism and classified these metaphors under 5 different conceptual categories, as tourism as
a classical perception, tourism in terms of historical and cultural values, tourism in terms of foreign country ele-
ments, tourism in terms of finance, and tourism in terms of space and material components. Tas et al. (2016) an-
alyzed the perception of secondary school students in relation to alternative tourism and the metaphors they use
to explain their perceptions and they grouped the metaphors related to alternative tourism under expressions of
natural beauty, expressions of space and economic factors, expressions of diversity, expressions of social and cul-
tural characteristics, and expressions of general perception. Sagilik et al. (2016) conducted a study to reveal per-
ceptions of students of associate degree program of Tourism and Hospitality Management department towards
tourism through metaphors and found that students of associate degree program expressed 97 metaphors in rela-
tion to tourism and they listed the metaphors they used most frequently as entertainment, money, sea-sand-sun,
vacation, socialization, holiday and freedom, in that order. Gegit and Bulut (2013, on the other hand, grouped
67 metaphors used by prospective teachers in relation to the concept of tourist under 4 categories: tourist in
terms of economic factors, tourist in classical terms, tourist in cultural interaction terms, and tourist in advertise-
ment terms. Ertag (2019) analyzed metaphorical perception of local people living in Sirnak towards tourism and
grouped 268 metaphors used by local people under six categories as follows: economic, socio-cultural, traditional,
relational, environmental and alternative perception. Bilgen et al. (2014) grouped 46 metaphors used by students
of vocational high school and vocational school of higher education in relation to the concept of thermal tourism
under 4 categories: health, underground resources, economy, and holiday and vacation.
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Study

New target group of wellness market in Europe is constituted of people who gained the habit of going to spa
and wellness destinations together with their parents since their childhoods and who are now young people. The
starting point of this study was this statement. In Turkey, spa and wellness market is positioned within thermal
tourism and Turkish people have a thermal spring tradition going back hundreds of years. This study was con-
ducted to look for answers to the questions “whether our young people could also be the target group of this kind
of tourism?” and “what do they think about this subject?” and to determine perceptions of young people in re-
lation to thermal tourism.

Methodology

Among qualitative research designs, phenomenological design was used in this study which was conducted to
determine the perceptions of young people in relation to thermal tourism. Content analysis was conducted to
evaluate data. Content analysis aims to reveal themes that may define the phenomenon (Yildirim and Simsek,
2006). Data were collected through the structured questionnaire from 395 students selected through purposeful
and convenience sampling method among young people studying at Pamukkale University. Students studying at
university were targeted in order to purposefully study only the young people in a study focused on youth. Al-
though sampling is terminated in qualitative studies in general when very few and repetitive answers are received,
however, a much higher number was targeted in order to compensate for the lack of information that may arise
due to various reasons such as structured questionnaire, or distributing the questionnaires and recollecting them.
Questionnaire used in the study was adapted from the studies of Bilgen et al. (2014) and Ozder et al. (2012).
In questionnaire, there were 12 questions related to demographic information and preferences for thermal holi-
days. In addition, four metaphors were constituted through statements of “Concept of thermal holiday,” “Ther-
mal holiday is important because...,” “I dont prefer thermal holiday because...,” and “I prefer thermal holiday
because...” Then, frequency analysis was conducted on demographic data and line-coding was conducted on oth-
ers through themes, categories and sub-categories. Since in qualitative data analysis, reliability depends on the co-
herency of the individuals who are conducting the coding process, data collected in this stage were subjected to
content analysis by two different researchers. After the themes, categories and sub-categories found to be coher-
ent in two different analyses were determined; these were subjected to the control of two expert researchers other
than the ones who conducted the analyses to give the study its final form.

Findings of the Study

When demographic factors in Table 1 are analyzed, 54.8% of participants are observed to be female and 45.2%
male. When age groups are analyzed, 14.6% are observed to be in the age group of 17-19, 40.9% in the age
group of 20-22, 25.3% in the age group of 23-25, and 18.7% in the age group of 26 and above. 38.3% of par-
ticipants had associate degree education, 45% had undergraduate degree education, and 16.7% had graduate and
PhD level education. In terms of education fields, 18.4% of participants were studying in the field of health,
50% in social fields and 31.6% in technical fields. In terms of frequency of going on holiday, 20% were deter-
mined to go on holiday once every two or three years, 50.1% once every year, 26.1% more than once every year,
and 3.8% never went on holiday. Durations of holiday habits of participants were also analyzed and 54.1% were
determined to have holiday habits since their childhoods, 38.5% were determined to have holiday habits in the
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last few years and 7.4% were determined to have different durations for holiday habits. 50.9% of participants
were determined to go on holiday with their families, 32.1% with their friends and 17% alone. In terms of fam-
ily residence place of the participants, 23.8% were living in villages, 25.6% in towns and 50.5% in cities. 48.6%
of participants were coming from Aegean Region, 16.5% from Marmara Region, 14.7% from Black Sea Region,
12.4% from Mediterranean Region, 4.1% from Central Anatolia Region, 2.3% from Eastern Anatolia Region
and 1.3% from Southeastern Anatolia Region. In terms of holiday motivations, 27.8% of participants went on
holiday motivated by excitement/adventure, 46% by vacation/entertainment, 15.9% by travel/sight-seeing, and
10.3% by other reasons. 49.2% of participants had utilitarian tourism consumption preferences and 50.8% had
hedonist tourism consumption preferences. 65.6% of participants defined themselves as individualistic in terms
of holiday understanding and 34.4% as collectivist.

Table 1. Demographic Data

Gender N Percentage Holiday company N Percentage
Woman 212 54.8 With family 200 50.9
Man 175 45.2 With friends 126 32.1
N 387 100 Alone 67 17.0
Age N 393 100
17-19 years old 57 14.6 Place of origin
20-22 years old 40 40.9 Village 93 23.8
23-25 years old 101 25.3 Town 100 25.6
26 and above 73 18.7 City 197 50.5
N 391 100 N 390 100
Education Region of origin
Associate degree 149 38.3 Aegean 188 48.6
Undergraduate 175 45.0 Marmara 64 16.5
Graduate/PhD 65 16.7 Black Sea 57 14.7
N 389 100 Mediterranean 48 12.4
Education field Central Anatolia 16 4.1
Health 69 18.4 Eastern Anatolia 9 2.3
Social 188 50.0 Southeastern Anatolia 5 1.3
Technical 119 31.6 N 387 100
N 376 100 Holiday motivation
Frequency of holiday Excitement/Adventure 108 27.8
Once every two-three years Vacation/Entertainment 179 46.0
Once a year 79 20.0 Travel/Sight-seeing 62 15.9
More than once a year 198 50.1 Other 40 10.3
Never 103 26.1 N 389 100
N 15 3.8 Tourism consumption
Duration of holiday habit 395 100 preference
Since childhood Utilitarian 191 49.2
In the last few years Hedonistic 197 50.8
Other 212 54.1 N 388 100
N 151 38.5 How would you define
29 7.4 yourself
392 100 Individualistic 256 65.6
Collectivist 134 34.4
N 390 100
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Table 2 presents analysis of thermal holiday preferences and 84.3% of participants indicated that they would go

on a thermal holiday while 15.8% indicated that they would not go on a thermal holiday.

Table 2. Thermal holiday preferences

Number Percentage
I would go on thermal holiday 337 84.3
I would not go on thermal holiday 63 15.8
Total 400 100

As seen in Table 2, 84% of young people indicated that they may go on thermal holiday. This rate is quite high. And

this shows that young people may be an important target group to be considered for this segment of the market.

Table 3. Metaphors of the concept of thermal holiday

‘Whole Statement (questionnaire #)

Sub-
category

Theme

Healing source (16,58,107,139), Holiday for people with health problems (10), Healing and
relaxation (12), Healing source (20,401), Healing source for health (21,31,318,324,335),
Place where people with health problems go (22), Improving health condition (23), A
kind of health (26), Health oriented (27), Thermal is good for health (30), Healing (39),
Health tourism (41,96,99), Important for health (43), For people with health problems
(44), Healing and peace of mind (45,93), Important for health (52), Soothing health healing
(59), Both holiday and healing (63), For health (67), Healing tourism (321), It must be
preferred for health (105), Body health (118), Healthy life (122), Healing (231,297,304,329,
339,346,347,380, 387,389,390), Health (37,38,42,68,87, 103,136,157,229, 281,283,287,2
96,298,301,302,303,305,306,308,310,312,313,314,315,316,319,320,322,325,326,327,32
8,330,331,336,337,341,345,348,359,363,374,375,376,377,381,382,384,386,391), Health
and happiness (338), Health and healing (349,370,383,385,398, 399).

Healing

Physical health | Category
Health

Hospital (40,165,182,200,361), Therapy for joint diseases (46), Therapy for health
(49,364,366,367,368), Place where people with health problems go (50), Physical therapy
(89,116,153), Therapy and holiday (94), Health and therapy (97,394,395,396), Alternative
medicine (101), Going to the doctor (102), Reliable treatment center (117), Hospital medical
(128), Medication (131,193,201,230,244,269), Holiday with the purpose of therapy (132),
Holiday one goes on for diseases (133), Therapeutic institution (137), Therapy and healing
(145), Therapy for human body (150), Therapy (186,222,223,259,272, 279,351,354,356
,358,360,369,371, 373,397), Painkiller (196), Medical method (203,204), Getting rid of
disease (355)

Therapy

Alternative medicine healing source (4,85), Alternative medicine (205,206,207,221,224,253),
Alternative tourism (24) Summer-winter tourism (170)

Alternative

Health in hot waters (90), Thermal spring (129,151,192,291), Thermals and thermal
spring (141), Thermal spring cure (143), Hot water (163,211,247), Underground water
(154), Thermal water (156), Water (178,239,241,268,276,288), Mud (235,243), Bath

(212,216,289), Hot (213,266), Fire (282, 284), Karahayit (169)

Hot water
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Whole Statement (questionnaire #)

Sub-

Theme

category
Category

Completely natural therapy (33), Natural way to heal from diseases (51), Physical therapy with
natural methods (86), Natural healing source (92), Healing and natural (98), Natural therapy
(110), Natural hospital (158,164), Natural therapy (70), Peaceful and natural place (5,9),
Suitable for natural life peaceful (13), Suitable for natural life (34,148), A natural therapy
(36), Peaceful suitable for natural life (61), A completely natural place (78), Natural method
(81), Living in nature (127), Without chemicals natural (135), Forest (159), Village (160),
Natural (166), Woodland (173), Benefit of nature (179), Natural holiday (190), Organic
natural (197), Soil (233,280), Air (286), Fish (290), Cloud (292), Forest (293)

Natural

Massage (184), Body Detoxification (202), To let off steam (14,55), Skin care (108), Spa
(142), Being reborn (234,388), Feeling good (267), Pool (271), Award for the body (365)

Mental
health

Soul therapy (2,28,60,83,104), Therapy to let off steam (3), Therapy for human health (6),
Therapy for mental health (7,106), Both holiday and therapy (8,56), Important for motivation
(29), Important for mental health (66,77,146), A completely natural therapy (78) Peaceful
therapy (82), Therapy (119,149), Mental health center (120), Important for motivation
psychology (138), Psychiatrist (172)

Therapy | Wellness

Giving health and peace (18), Health, happiness and peace (25), A quiet and peaceful place
(35,65), Peace of mind (53,171,188,215,217,250,257,342,350,378), Peaceful and relaxing
(64,73), A quiet and peaceful place (65), A peaceful house (70), Peace of nature (91), Like
our own home (109), Tasteful holiday (111), Family environment (115), Refreshing (121),
The street of peace (198)

Peace

Relaxing resting (29), Restful and health tourism (32), Relaxing therapy method (69), Place
with relaxing sources (71), Resting the body (72), A place without fault and exhaustion
(74), A good place for motivation (80), Good to get away from it all (84,88), Exhausting,
place without fault (95), Resting (112,125,214,219,238,300,317,332), Relaxing quiet
environment (144), Rest establishment (162), Getting away from it all (175), Relaxing
(220,236,265,277,299,307,323), Award for our body (352,353,365), Tranquilizing (372),
Taking a shower (294), Becoming lighter flying (309), Like a bird (311)

Relaxing

Seasonal entertainment (126), Spring time (130), Life (167), Spirit (168), It is nice (174,181),
Life (176), Quality life (180), Touristic (183), Breath (191), Sleep (194), Cotton candy (195),
Entertaining (208,248), Pleasing (209), Holiday (218), Villa with pool (225), Sun (226), Hot
tea (226), Antidepressant (232), World (237), Music (251), Sun (254), Sweet (255), Food
(273), Sun (274), Chocolate (275), Tea (278), Happiness (295,334,343,344), Very beautiful
(47), Like love (113,123), Russian girl (124), Jumping with parachute (152), Fire (245),
Captivating (333), Love (340), Red poppy (362), Dream (379), Flying on the clouds (392)

Happiness

Boring, for old people (11,62,140,), Holiday without entertainment (48), Boring and )
uncomfortable (75), Boring and quiet (76), Place where old people feel peaceful (100),
Nursing home (134,155), For old people (147,161,240), Boring (187,228,242,249)

Boring
Boring
and old
Old age

Carbon atom (177), Notebook (185), Bad (199), Impossibility (210), Unknown (246), Milk
(252), Meat (256), Rain (258), Snow (260), Alcohol (270), Popping balloons (285), Vital
need (393)

Senseless
Other
Other
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In summary, metaphors related to the concept of thermal holiday in Table 3 are as below. Metaphors related to
the concept of thermal holiday have been grouped according to themes, categories and sub-categories.

Theme Category Sub-category

Health Physical health Healing, Therapy, Alternative, Hot water, Natural

Mental health Wellbeing, Therapy, Peace, Relaxing, Happiness

Old age | Boring and for old people Boring
Other Senseless Other

Table 4. Metaphors of “Thermal holiday is important because...”

Whole Statement (Questionnaire #)

category
Category

Theme

Sub-

Everything is natural (2,5,67,74,81,83,87,95,103), There are all the natural components
(6,28,34,35,88), It is a natural place (15,17,167), It is natural and healing (54,89,146), It is
natural and peaceful (78,94), It is natural (60,90,93,135,159,166)

Naturalness
Comfort
HAPPINESS

Itisboth comfortableand quiet (14,55), It comforts, refreshes the soul (29,120,130,316), People
relax in thermal waters (45), It is comfortable and natural (109), Relaxing (168,171,188,25
0,274,285,288,294), Comfort and Relaxation (72,239,268,300,311,312,372,388), It relaxes
and tranquilizes (184,202,209,214,255, 257,309,324), Resting (173,175,238,251,307,323,
324,357,358,362,375,381,392), To rest and spend some pleasurable days (51,163), It
refreshes (121), It loosens (194), It cleanses (230,299), Fresh air (191,292), It is good for
people (174,263,277,279,391), It flows (178), Away from everything (71,79)

Happiness (162,226,273,275,335) Entertainment (161,248), It excites (124), Motivating
(189), Pleasure (195,208), It keeps people well (296), It is beautiful (47,179,185) It is not
boring and exhausting (84)

Contentment

Hedonistic

People heal in thermal waters (12,234), To rest the body (18), We have to relax our soul, it
rejuvenates the soul (19, 108), Healing and relaxing (31), It is a source of healing, it heals
(80,137,310, 320,325,331,348,368,373), Hot water relaxes (73,118), It is good for the body
(122,128,252, 315,352,353,354,360,361), Healing and healing waters (139,141, 148,156
,172,182,192,222,231,235,243,254,291,295, 301,302,303,305,306,313,317,319,322,328
,333,336,341,342,351,366,377,382,384,386,394,395,396,398), Hot water, thermal water
(152, 156,169,204,213,216,219,220, 223,227,236,261,265,), Refreshing through water
(142) It provides us what the nature provides (127), Beneficial (193,201, 206,237,244,253,2
56,259,272,276,280,281,290)

Healing

Therapy
HEALTH

People go for treatment, usually people with diseases go (11,21,33,41,86,97,110,116,129,13
2,133,140,153,165,181,186,200,224,229,356,359,363,365,370,376,399), Natural therapy
(16,43,46,52,66,98,99,138,150,157) Sickness (151), Chemical therapy (158), Therapy
without human (160), You can’t do it all the time (126), Thermal (267), Thermal spring
(269), It warms (271), Hot (212), Underground source (211), Like a doctor (390)

Natural
therapy
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Whole Statement (Questionnaire #)

Sub-

category

Category

Theme

It is good for health (10,22,24,40,42,49,50,131,136,176, 203,364,369,383) It is there
and necessary for health (7,20,23,68,92,106,321,330,380,400), It is completely for health
and only people with sickness go (25,26,27,44), It enables healthy thinking (77), Health
(96,101,183,197, 207,215,221,264,293,297,304,332,334,338,339,340,343,344,345,36
7,371,374,385,387,397), Healthy (102,112, 205,278,287,289,326), There are attending
physicians and health care team, health care service (117,329), health tourism (347,350,389)
Human body (233)

Health
Service

No action and excitement (32,48, 57,59,249), I would go when I am old, old people go there

people, boring (147,266,284), To drain away (241), Long life (306), Human need(314)

(62,134,155,164,177,187,198,228,240), Too much standard (75,76,105) There are no young| -

Boring

For old
people

Only
OLD
AGE

Everybody is quiet (8,199), A quiet and peaceful environment (9,13, 53,56,61,64,
100,104,144,149,), Peace and warmth (37, 38,39,) Peaceful (63,70,82,91,115,119,143,217,
225, 232,258,298,337,344,349,378,379), retreat(111)

Peace
and

Quiet

There are all the facilities in thermal holiday (3,58,69,145), Preferred in recent years with high
visit rates(4,85,107), Osman Zolan said so (30), everything is out of the standards (36,65),
, Indispensable (113),It is like a vector, compound increases as it comes together (114), We
need it continuously(123,260,270,286,318),Clean (125), Year round service (170), Quality
service (180), It provides contribution (190), It is tried and tested (196), System (210), I
would go in winter (218), Travelling and sight-seeing (242), Harmful (245,247,282), I would
not go (246), It nourishes (262), Safe (283),), I would go (355),), Once a year (393), There

are no chemicals (401)

Senseless

Other

OTHER

In summary, metaphors related to “Thermal holiday is important because...” have been analyzed in Table 4 and
the metaphors related to the concept have been grouped in themes, categories and sub-categories.

Theme Category Sub-category
Affectivity Felt Emotions Naturalness, Contentment, Happiness
Health Therapy Healing, Therapy, Health
Old age Being for old people only Boring, Peace and Quietness
Other Other Senseless
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Table 5. Metaphors of “I don’t prefer thermal holiday because...”

Whole Statement (Questionnaire #)

category

It is not entertaining (1 1,41,77,85,104,107,161,340, 5,6,16,18,32,40,42,44,48,49,52,53
,57,59,62,70,74,76,95,98,117,127,131,132,133,134,137,145,147,149,154,159,160,164,
174,178,183,186,193,198,203,213,221,222,223,227,228,229,232,234,238,242,247,249,
253,255,257,263,266,267,281,283,284,285,287,289,294,298,302,330,348,400,116,152
,176,144,93,94), It is boring (35,97,184,208), Boring and bigotry (27), No entertainment
(31), Isolated from the crowd (36,65), It is boring and for old people only (60), Boring and
ordinary (84), Boring and expensiveness (106), Generation difference (172), Boring and
crowded (401), No adventure (158,231,334,339), No social activity (162,199), I don’t have
peers there (200), Young people don’t prefer (329)

Away from noise (13,14,69,103), Monotonous (20,78,181, 182,185,187,230,301,303, 312,
324,332,333,335,347,349,351,355,362,366,368,373,376,377,380,382,384,389,394,395,3
98,399), Nor crowded (,138,146,150), Sleeping (194), Calmness (196,277, 295, 388)

Boring | Category

Old age | Theme

Not Entertaining | Sub-

Tiring and boring (24,43,45,46), Tiring (68,188,321, 381,392), Tiring and expensive
(86,112), Tiring and unhealthy (99,140) Depressing (236)

Tiring | Monotonous

Not crowded (3,8,9,15,17, 28,33, 34,54,55,56,58,61, 66,7,71,80,81,82,83,87,91,92,100,1
05,111,135,138,146,150,217, Due to the environment (282)

crowded
Calmness

Not
Quiet

Not comfortable (11), I wouldn’t prefer (179), I can’t go (210), I don't like (224), High price
(25,119,121,123,139,168,177,189,195), Unhealthy and not effective (26,29,38, 39), Causes
motivation disruption (63,79,130), I don’t find it comfortable (88), It has no benefit for the
body (89) A place where I can always go (96,250), Open air (102), It has no benefit for the
skin (108), They put chlorine in the pool (110), Not popular (122), 1 don’t find it appropriate
(136), I would not prefer (148,170, 313), It is not romantic (155,180), No rich cuisine (156),
No girls (175), Hot (211,214), Social (273),), Unhealthy (291), No sports (296)

I prefer sea-sand-sun (101,125,153,166, 197,202,245,328,336, 337,341, 342,343,344,345)

Negative opinion
Prejudice
Other

Summer
holiday
Alternative

In summary, metaphors related to “I don't prefer thermal holiday because...” have been analyzed in Table 5. Meta-
phors related to the concept of “I don't prefer thermal holiday because...” have been grouped according to themes,

categories and sub-categories.

Theme Category Sub-category
Old age Boring Not entertaining, Monotonous, Tiring
Calmness Quiet Not crowded
Other Prejudice Negative opinion
Alternative Summer holiday
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Table 6. Metaphors of “I prefer thermal holiday because...”

a2 [9)

Whole Statement (Questionnaire #) —g gn Sw é

n 5 C)‘;; Ifj
Health (10,12,13,18,20,22,23,25,28,31,36,40,41,42,44,45,50,59,62,68,78,96,97,99,101,10 | ».
9,117,134,136,141,145,149,153,160,167,172,174,175,176,178,181,186,193,200,201,203, %
205,209,213,219,220,221,226,230,232,235,237,242,243,251,252,254,260,262,264,271,2 "% op <
72,276,278,281,283,286,287,289,292,293,300,307,309,312,313,314,316,317,323,326,33 | 2 'T‘% 5]
2,333,334,335,337,338,341,342,346,348,349,357,360,361,362,363,366,370,374,383,389, _; un T
390,393,395), Health and therapy (48,49), Thrapy(21,43,52,67,71,84,98,116,132,138,158 | &
180,228,280,352,353,354,355,356,358,359,364,365,375,391) T
Discovering healing sources (4), Healing (19,39,80,85,107,214,223,239,274,288 ,29 g
6,297,319,331,336,343,344,347,369,372,387,388,397,399), Mud and thermal water %
(127,171,197,241,257,279,291), Beneficial for the body (227) Health for both body =
and mind (3,105), Thermal spring and for health (37,38) Healthy life (83), Health
and healing (115) Beneficial (114,137,165,184,185,202,206,207,211,233, 253,255,
256,267,290,294,315), Hygienic (273), Massage (142), Mud bath (143), Its being beautiful
(192,240) Invaluable (113) Natural Therapy (6,7), Natural treatment (16,34), Getting well
(128,133), Physical therapy (129), A need (123,126,177,270)
Calmness and getting away from everything (5), Quiet and peaceful (14,55,79,100), Z 9|9 -
Comfortable and calm (56), Calmness (61,244), g & Z @)
Quietness (63,140,150,162,196), Calm and peaceful (53,54,65,66,90,91,93,94,146), Very 3 TEG % é
quiet and calm (75,76,82,112,120,122) o°\m
Comfort, relaxation (9,72,77,157,191,229,234,236,265,269,275,302,303,
324,350,351,376,379,382,384), Getting away from everything (15,74,95,111,124,144, o0
155), Comforting and relaxing (24,46,102,164,216,225,261,277,285,368, 380), Soothing, .§
resting (26,119,188,218,231,238,250,259,263,298, 301,305,306,308,327,330,339, £
340,371,373,377,385,398), Calmness (27,33), Soothing and pleasurable (92) Being 'E
able to letting off steam (87), For my soul, because it refreshes me (103,121), For spa §
(148,204,208,247,266,284), Refreshing (190), Happiness (195,222), Rejuvenation (198), i\:
Away from stress and to get rid of stress (182, 304,320), It eases off (310), To let my hair
down, to let off steam (23,299,311)
Natural and naturalness (29,89,106,108,110,125,135,156,163,166,215) Everything is as it’s 2
supposed to be (8) =

g

Z
Less cost (64,73,118,139,189,248,400,401), Excitement and adventure (152,386), Traveling °
and sight-seeing (169,173,183,394), Quality (170), Lasting (217), Curiosity (246), To z § é
search for solution (295) Different from sea-sun-sand (345), Others are just useless crowd ; EE g
(2), Others are ordinary and crowded (88),New findings new places exploration (4), To S A i
travel (19,21), Easy (210)

In summary, metaphors related to “I prefer thermal holiday because...” have been analyzed in Table 6. Meta-
phors related to the concept of “T prefer thermal holiday because...” have been grouped according to themes, cat-
egories and sub-categories.

19



GENCLERIN TERMAL TURiZM ALGILARI: PAMUKKALE UNIVERSITES|I ORNEGI
Seher Ceylan, Abmet Cetin, Nuray Selma Ozdipginer

Theme Category Sub-category
Health Healing Health and therapy, wellness
Peace Relaxing Relaxation and resting, naturalness
Alternative Other Different preferences
Conclusion

The aim of this study is to reveal the metaphors developed by Pamukkale University’s students about the concept
of thermal tourism and group these metaphors according to certain categories to determine their perceptions re-
lated to thermal tourism. Revealing perceptions of young people in relation to thermal tourism is important to
determine whether they are potential consumers of this market segment. Although this market segment, consid-
ered as having elderly people as its target group, is a segment which includes young people who have been travel-
ing to thermal destinations with their parents for years in Europe, the perception prevailing in our country tends
towards its being a segment for old people and this study aims to identify the way young people perceive it. The
results of the analysis conducted to reveal thermal holiday preferences of young people showed that 84% of young
people may prefer to go on a thermal holiday. Main themes related to the statement of “thermal holiday...” have
been determined as health, old age and other themes. Metaphors related to the statement of “Thermal holiday is
important because...” revealed themes of affectivity, health, old age and other themes. Metaphors related to the
statement of “I don't prefer thermal holiday because...” revealed themes of old age, calmness and other themes.
Metaphors related to the statement of “I prefer thermal holiday because...” revealed themes of health, peace and
alternative themes. Although there are metaphoric studies in literature related to tourism, the only study dealing
with thermal tourism metaphors belongs to Bilgen et al. (2014). Results of the present study are in line with the
results found in the study of Bilgen et al. (2014). Although many young people indicated that they may go on a
thermal holiday, they have all defined thermal holiday in relation to old age and health. And they have also asso-
ciated the importance of thermal holiday with health and old age. The ones who do not prefer this type of hol-
iday, on the other hand, have used the same metaphors and associated thermal holiday with old age and calm-
ness. Therefore, it was determined that some young people do not prefer thermal holiday because they associate
it with old age and some prefer it despite their similar association with old age. This shows the insignificance of
the quality of the holiday for some young people. Majority of young people were observed to think that thermal
holiday is for elderly. Yet, thermal tourism also includes spa and wellness segments. Thus, it may be argued that
spa and wellness should be highlighted in promotional activities for the businesses in thermal market to attract
young people as their target group. This study may not be generalized since it is specific to Pamukkale University
and it is a qualitative research. However, detailed information in this subject may be produced by future studies

with a wider extent, including spa and wellness segments as well.
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THE ROLE OF MUSEUMS IN THE PROTECTION

OF CULTURAL HERITAGE: THE CASE OF MARDIN
MUSEUM / MUZELERIN KULTUREL MIRASIN
KORUNMASINDAKI ROLU: MARDIN MUZESI ORNEGI

Giilseren Ozaltas Sercek’

Abstract

Museums are regarded as areas where archeological findings, events are exhibited and past lives are transferred
to the present day. With these characteristics, museums play a mediator role in preserving cultural heritage and
transferring them to future generations. Because of these features, museums provide tourism resources and at-
tract tourists. The increase in the number of visitors to museums can be considered as a result of this. When the
activities of Mardin Museum are examined; it is seen that the museum can transcends the identity of “the place
where historical monuments are preserved and exhibited” and could be transformed into an educational entity
that dont separate society from history. Museum trainings are provided within the scope of a project entited
“Museum Touching Life: Mardin Museum”. There is a project, entitled “Protecting the Intangible Cultural Her-
itage of the Upper Tigris Valley and Raising Awareness”, carried out by Museum of Mardin that aims to aims to
record, preserve and make visible the intangible cultural heritage of Mardin, $irnak, Batman and Siirt provinces.
In another project entitled “Restoration of Church of Saint Jacob and Preparation of Tourism Infrastructure with
Zeynel Abidin Mosque”, it is aimed to provide the area to tourism as a concept of cultural and religious area and
to make the area to be involved in the list of UNESCO World Cultural Heritage. the inventory of cultural assets
and protected areas in Mardin Province will be revealed with the “Cultural Inventory of Mardin Project”. In ad-
dition, activities are carried out to protect and preserve the intangible cultural heritage. With the “Mardin Fairy
Tales Meeting”, “Mardin International Kite Festival”, “Mardin Karagéz Days”, “Mardin Bilali Festival” and “Mar-
din Traditional Rahvan Horse Races” the intangible cultural heritage of Mardin is tried to be kept alive and passed
on to future generations. Other museums, like Mardin Museum, need to ensure the preservation and evaluation
of cultural heritage through tourism projects that take social values into account.

Keywords: Cultural Tourism, Cultural Heritage, Museum.

Giris
Miizeler tarihin kalintlarini, olaylarini, yasam bi¢imini gliniimiize aktaran sergi alanlari olarak goriilmektedir. Mii-

zelerin, somut kiiltiirel mirasi sergileme &zelliginin yaninda somut olmayan kiiltiirel miras unsurlarini da yasat-
mak ve gelecek nesillere aktarma 6zelliginin oldugu unutulmamalidir.

Miizelerin bu ozelligi yasadigy kiiltiirden farkli kiiltiirleri tanimak isteyen turistlerin de ilgisini ¢ekmekeedir. Bu
nedenle miizelerin turizme etkisi kaginilmaz olmakeadir. Bu anlamada giiniimiizde miizeler 6zellikle turistlerin

1 Mardin Artuklu University, gulserenozaltassercek@artuklu.edu.tr

23



MUZELERIN KULTUREL MiRASIN KORUNMASINDAKI ROLU: MARDIN MUZESi ORNEGI
Giilseren Ozaltas Sercek

ugrak noktalarinin baginda gelmektedir. Ancak miizeler sadece somut olmayan kiiltiirel miras unsurlarini degil
somut olmayan kiiltiirel miras unsurlarini da yasatmak, devamliligint saglamak ve tanitmak amaciyla hizmet ver-
meyi amag edinmekeedirler.

Miizeler, “soyut” ve “somut” insanlik mirasini ve cevresini, kir gayesi glitmeden, egitim, ¢aligma ve eglenme amaci
icin edinen, koruyan, arastiran, ileten ve sergileyen, kalici, topluma ve toplumun gelisimine hizmet eden, halka
actk kurumlar olarak nitelendirilmektedir (Kandemir ve Ugar, 2015, s. 19).

Kiitiiphane, arsiv ve miize gibi “bilgi merkezleri” biinyelerinde birbirinden egsiz tasinabilir kiiltiirel miras eserleri
bulunmaktadir. Bu merkezler, eserleri toplama, saklama ve koruma gorevleri iistlenmektedirler. Bu énemli ku-

rumlar sayesinde kiiltiirel miras eserleri gelecek kusaklara giivenle ulagabilmektedir (Kuzucuoglu, 2017,s. 339).

Bir yerin ozel karakeerini, mirasini, geleneksel ve ¢agdas kiiltiiriinii, sanaun: tecriibe etmeye yonelik seyahat tiirii
olarak tanimlanan “Kiiltiir Turizmi”, ziyaret edilen toplumun tiim yasayis bi¢imi ile iligkidir. Dolayistyla kiiltiir
turizminin, sanatsal faaliyetleri (tiyatro, dans, miizik), gorsel sanatlari, el sanatlari, festivalleri, miizeleri, kiiltiirel
schirleri, tarihi sehirleri ve sehri tanimlayict unsurlart icerdigi soylenebilmektedir (Canadian Tourism Commis-
sion, 2007; Korkmaz, 2017). Kiiltiir turizminin vazgecilmez bir ¢ekicilik kaynagi olan miizelerde bilimsel ilerle-
menin, tarihi eserleri koruma ve ileri kugsaklara aktarmanin tegvik edilmesini zorunlu kilmaktadir (Ozkog ve Du-
man, 2008,s. 158). Bu ¢ekicilik nedeniyle de miizelere ziyaretler giderek artmakta ve 6zellikle turistler tarafindan

cekim merkezi olarak goriilmektedir.

Kiiresel egilime paralel olarak miize turizmi en popiiler turizm ¢esitlerinden biridir (Chen and Chen, 2010). Gii-
niimiizde kiiltiirel ve miras turizmi kapsaminda miize ziyaretlerinin sayisinin giderek artug bilinmektedir. Ziya-
retlerin gerceklestigi bolgelerde gerek ekonomiye gerekse sosyal yasama hareketlilik kazandirmasi itibariyla 6nemli-
dir. Miize ziyaretlerinde elde edilen deneyimler, destinasyona olan ragbeti de etkilemekredir (Cifci, Kaya ve Akova,
2015, s.31). Kiiltiirel miras kaynaklarinin ekonomik katkust siirdiiriilebilir turizm gelisiminde énemli bir aractir

(Apostolakis and Jaffry, 2005).

Miizelerin somut ve somut olmayan kiiltiirel miras unsurlarinin unutulmamast ve taninmasini sagladig ve turizm
acisindan énem arz ettigi diisiiniildiigiinde miizelerin turizmin gelisimine katki sundugu sdylenebilir. Bu kap-
samda aragtirmada somut ve somut olmayan kiiltiire] miras unsurlarinin korunmasi ve turizm agisindan deger-
lendirilmesini ele alan ¢alismada Mardin Miizesi 6rnegi tizerinden miizelerin neler yaptg ve neler yapabilecek-
leri tizerinde durulmakeadir.

Kavramsal Cergeve

Kiiltiiriin somut olan maddi ve somut olmayan manevi iki farkli boyutu vardir. Iste bu iki farklt boyut onu insana
ait bir deger haline getirmektedir. Insan elinden ¢ikmis olan biitiin arag, gereg ve tiim kullanim esyalart somut kiil-
tiiril; ayni zamanda insana ait gelenek, gorenek, adet, 6rf, kurallar ve ritiieller gibi bircok husus da somut olma-
yan kiiltiirii olusturmaktadir. Bu perspektiften bakildiginda ilk ¢ag insanlarinin kullanmig olduklart gerecler olan
kemikler, opsidyenler yahut duvar resimleri ilk kiiltiir varliklar olarak degerlendirilebilir (Gogebakan, 2015, 5.50).

Kiiltiir varliklarinin korunmast konusunda tiim bireylerin katkist gerektigi gibi orgiitlenme acisinda bakildiginda
kiiltiirel varliklarin korunmast daha ¢ok miizeler araciligiyla gerceklestigi sdylenebilir. Ciinkii miizeler sadece kiiltiir
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varliklarinin giin yiiziine ¢tkarmada degil onlarin bakimi, korunmast ve sergilenmesi agisindan da gorev tistlenmek-
tedir. Bu kapsamda miizelerin kiiltiirel varliklarin siirdiiriilebilirligi konusunda énciiliigii kaginilmaz olmaktadir.

Insanlar, insanlik tarihi boyunca gegmisi unutmaya ve kendilerinin unutulmasina karsi siirekli bir direnis goster-
mislerdir. Unutulmaya kargi gosterilen bu duyarlilik, her tiirlii sanat yaziciligini, kiitiiphaneleri, arsivleri ve mii-
zelerin meydana gelmesini saglamistir. Toplumun kiiltiirel mirasini toplayan, arastiran, koruyan miizeler, giinii-
miizde ¢agdas bir toplumda bulunmasi gereken temel kurumlardan biri olarak Tiirkiye miizeciligine rol model
olmaktadir (Tiirkiye Kiiltiir Portali, 2019).

Toplumlarin birikeirdigi somut ve somut olmayan tiim kiiltiirel degerler, kiiltiir mirast olarak adlandirlir ve top-
lumun ilerleyebilmesi i¢in sonraki kugaklara aktarilmasini gerekli kilmaktadir (Biilbiil, 2016, s. 681). Bu aktarimi
da 6ncelikli olarak miizeler tistlenmektedir. Bu bakimdan miizeler sadece sergi alanlart degil toplumun gegmis-
ten gliniimiize yasam bi¢imini, kullandigi araclart gelecek nesillere tanitan ve gelenekleri aktaran kurumlar ola-
rak goriilmelidir.

“Cagdas Miize” olgusu, gegmisten gelen gereksinimler ile ziyaretciye yonelik yeni ihtiyaglari kargilama cabasinda,
teoriye ve pratige yonelik koklii degisimleri barindirmakeadir. Bu degisim miizenin, yiikiimlii oldugu eylemleri kul-
lanict deneyimine odaklanan, ¢ok katmanli- zengin ortamlarin yaraulmasini hedefleyen bir yaklagimla yerine ge-
tirmesini gerekli kilmigtr. Bu dogrultuda dig mekandan i¢ mekana, kargilama mekanindan, sirkiilasyon alanlarina,
sergi mekanlarindan ¢ok amagli salonlara, atélyelerden laboratuvarlara, restoranlardan satg birimlerine tiim mekan-
lar, deneyime dayali ortamlarin yaratilmasi hedefiyle, objenin, mekanin ve de en temelde ziyaretginin bir araya
getirildigi biitiinlesik bir yaklagimin sonug iiriinii olarak ortaya konulmakeadir (Kandemir ve Ucar, 2015, s.43).

Kiiresel ¢apta degisim ve doniisiim siireclerinde kiiltiirel unsurlar, 6zgiinliiklerini koruyarak ayakta kalmay: giic-
litkle bagarmaktadirlar. Uzmanlar, giintimiiz diinyasinda kimi kiiltiirlerin kiiresellesmenin etkisi altinda yok olma
tehlikesiyle karst karsiya oldugu kabul edilmektedir. Bu durum “kiiltiirlerin korunmasi” fikrine ihtiya¢ duyulma-
sina neden olmustur (Tekin, 2017, s. 156).

Somut kiiltiirel miras “duragan”, somut olmayan kiiltiirel miras ise “dinamik” oldugu kabul edilmektedir (Me-
tin Basat, 2013, s. 62). Somut olmayan kiiltiirel mirasin dinamik olmasindan dolayr korunmasi ve gelecek nesil-
lere aktarilmast daha zor olmaktadir. Bu kapsamda “Somut Olmayan Kiiltiirel Mirasin Korunmast Sozlesmesi” 17
Ekim 2003 tarihinde Birlesmis Milletler Egitim, Bilim ve Kiiltiir Tegkilatrnin (UNESCO) 32. Genel Konferan-
sinda kabul edilmigtir. Sozlesmede, “somut olmayan kiiltiirel mirasin” topluluklarin, gruplarin ve kimi durumlarda
bireylerin, kiiltiirel miraslarinin bir parcast olarak tanimladiklari uygulamalar, temsiller, anlatimlar, bilgiler, bece-
riler ve bunlara iliskin araglar, gerecler ve kiiltiirel mekanlar anlamina geldigi belirtilmektedir (UNESCO, 2019).

Miizeciligin tarihine bakildiginda da nesne merkezli miizecilik yerine nesneyi daha geri plana atan toplum mer-
kezli bir miizecilik anlayisina dogru evrilen bir degisim ve “yeni miizecilik” anlayis1 s6z konusudur (Tekin, 2017,
s. 159). Miize turizmi 3 baglik altinda siniflandirilir (Jun, Nicholls & Vogt, 2004):

* Dogal
1. Yersekilleri
2. Kursal Manzara

3. Flora ve Fauna
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e Kiiltiirel
1. Festivaller
2. Sanat / el sanatlart

3. Geleneksel uygulamalar / tirtinler

* Insa Edilmis Yapilar
1. Tarihi yapt
2. Anitlar

3. Sanayi alanlar

Miizeler toplumda “bellek alani”, “bilgi tapinag:” gibi toplumsal islevleri yerine getirmektedir. Miize sadece bir ku-
rum olarak var olmamakea, ayni zamanda geleneksel ve modern kiiltiirel mirasin korunmasi ve modernizasyonu
bicimlerinin ortaya ¢tkmasina katkida bulunmaktadir (Eyvazova, 2018, s. 79).

Miizeler somut ve somut olmayan kiiltiirel mirast biitiinsel bir yaklasimla korumay1 hedeflemektedir. Bu yeni ta-
nim miizelerdeki sergileme ve ziyaretci yaklagimlarini degistirmistir. Bu yeni yaklagimlar araciligiyla miizeler birer
egitim, aktarim ve bellek siirdiiriilebilirligini mesrulastirict bir misyon @istlenmistir (Olger Oziinel, 2013, s. 66).

Somut olmayan kiiltiirel miras miizelerinin nesneyi degil nesnenin ortaya ¢ikis siirecini yani baglamini aktarmayz,
korumay1 amaglamakeadir. Ancak somut olmayan kiiltiir miraslarini gérsel ve isitsel yontemler olmadan anlatmak
pek de miimkiin degildir. Bu miras unsurlarinin grsel yontemler olarak video kayitlari, fotograflar, karikatiirler;
isitsel olarak ise masal, ninni ve tiirkiilerin seslendirilmesi gibi yontemlere bagvurulmaktadir. Béylece gok yonlii
ve etkili bir 6grenme sunmakeadir (Tekin, 2017, s. 161).

Miizeleri, somut olmayan kiiltiirel mirasin korunmasinda belgeleme ve arsivleme caligmalarinin Stesine tastyan ve
diger dokiimantasyon kurumlarindan ayiran ise miizelerin toplumla bulugma potansiyeli ve toplumun katilimin:
desteklemek icin yeni alanlar yaratabilmesidir. Toplum ve miize bulusmasini saglamanin yontemlerinden biri de
miize egitimleridir (Baki Nalcioglu, 2018, s. 134-135).

Giintimiizde miize egitimi, turlar araciligtyla miize gezme anlamini agarak sergileri, atdlye calismalarini, yayinlar:
ve bircok etkilegimli caligmayr iceren, sadece 6grencileri degil, onlarin aileleri ile yetigkinleri de iine alan daha ge-
nis etkinlikler biitiinii olarak ele alinmaktadir (Burgul Adigiizel, 2017, s. 87). Yerel halk: icine alan etkinliklerin
yapildig1 miizeler turistler tarafindan da daha fazla ilgi gordiigii soylenebilir. Ciinkii gelen turistler sadece kiiltiirel
miras unsurlarini gormemek de ayrica bu unsurlarin nasil yasatldigini, gegmis yasantilarda nasil degerlendirildi-
gini de gorebilmektedir. Aslinda bu unsurlarin nasil deneyimledikleri de nem kazanmakradir.

Turkiye'de ise somut olmayan kiiltiirel mirasin baglaminda yagatilmast konusunda gesitli kiiltiir politikalar olus-
turuldugu goriilmektedir. Ornegin, Gazi Universitesi Tiirk Halk Bilimi Arastirma ve Uygulama Merkezi biinye-
sinde olugturulan Somut Olmayan Kiiltiirel Miras Miizesi Etkinlikleri ve miize i¢inde yer alan yazili-gorsel arsiv
olusturulmustur. Altndag Belediyesi ve Gazi Universitesi is birligi ile kurulanan Ankara Somut Olmayan Kiiltii-
rel Miras Miizesi, Ankaranin Beypazari ilgesinde kurulan Yagayan Miize 6rnekleri, kiiltiir mirasini hatirlatmak-
tan ¢ok ziyaretcilerin bu miras: deneyimleyebilecekleri ve giinlitk hayatlar: icinde yer verecekleri bir alana doniis-
tiren énemli kiiltiir mekanlart olarak sayilabilir. Bunlarin yani sira kent miizelerinin etkinlikleri, Bursa Karagoz
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Miizesinde, Karagdz yapim ve oynatim kurslari, yerel ydnetimler tarafindan diizenlenen Hidirellez, Cigdem Giinii
gibi etkinliklerin de kiiltiirel mirasin yasatilmasina katki verdikleri goriilmeketedir (Metin Basat, 2013, s. 70).

Tiirkiyede Kiiltiir ve Turizm Bakanlig: Kiiltiir Varliklart ve Miizeler Genel Miidiirliigirne baglt 202 miize ve 143
diizenlenmis Gren yeri olmak tizere, ziyaret edilebilir 345 tinite ayn1 zamanda birer egitim ve bilim kurumu ola-
rak hizmet vermektedir (Kiiltiir ve Turizm Bakanligi, 2019). Nebraska Miras Turizm Plani, bagarili ve siirdiiriile-
bilir miras turizmi icin bes ilke belirlemistir (2011):

o Isbirligi,

* Topluluk ve turizm arasindaki uygunlugu olusturmak,
* Alanlari ve programlari canlandirmak,

* Kalite ve dzgiinliige odaklanmak,

* Yeri doldurulamaz kaynaklar1 korumak.

Kiiltiir Varliklari ve Miizeler Genel Miidiirliigirniin 2018 yili verilerine gore arkeolojik eserler, sikkeler, tabletler,
mithiirler, el yazmast kitaplar, fosil ve iskeletler, banknotlardan ve diger eserlerden olusan toplam 3.337.686 ka-
yitlt eser bulunmaktadir. Ayrica 202 miize ve 143 &ren yerlerinin ziyaretci sayilari incelendiginde 2000 yilinda
6.887.344 iken bu say1 2005 yilinda 18.384.865’¢, 2010 yilinda 25.854.341¢, 2015 yilinda 28.454.284’¢ yiik-
selmigtir. 2016 yilinda ise 17.521.316’ya gerilemistir. Ancak son yillarda tekrar yiikselise gecerek 2018 yilinda
28.145.550’ye gtkmistir (Tablo 1).

Tablo 1. 2000-2018 Yillar: Arasinda Miize ve Oren Yerlerinin Ziyaretci Sayilar:

Bakanliga Bagl Ozel
2000 6.887.344 -
2005 18.384.865 -
2010 25.854.341 -
2014 29.799.790 8.131.778
2015 28.454.284 8.925.132
2016 17.521.316 8.040.090
2017 20.509.746 10.151.930
2018 28.169.615 12.478.229

Mardin Miizesinin Kiiltiirel Mirasin Korunmasi ve Turizme Etkileri

Kiiltiir ve miras turizmi, hem ge¢mis hem de simdiki hikayeleri temsil eden sanatsal etkinlikleri deneyimlemeye
yonelik seyahat olarak tanimlanir (Perera, 2013). Miras veya kiiltiir turizmi, turistlerin bir varig yerinin kiiltiirel
mirasini 6grenebilecekleri, tanik olabilecekleri veya deneyimleyebilecekleri bir turizm sekli olarak kabul edilir (Li,
2003). Bu tanimlara bakilarak; kiiltiir ve miras turizminin, turizmin korunmasi i¢in somut bir motivasyon sagladig:
sdylenir. Yani miizeleri gdrmek amaciyla yapilan kiiltiir turlari turizm endiistrisinin en énemli pargalarindan biridir.

Birlesmis Milletler Ticaret ve Kalkinma Konferanst (the United Nations Conference on Trade and Development,
UNCTAD), yarauct endiistrileri genis dlciide siniflandirarak dért alana ayirmuglardir (2004; 2008):
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e Miizeler: geleneksel kiiltiirel ifadeler ve kiiltiirel alanlar,
* Sanat: gorsel sanatlar ve sahne sanatlari,
e Medya: gorsel-isitsel yayinlar,

o Islevsel kreasyonlar: yeni medya ve yaratict hizmetler.

Ozellikle turist tercihlerinin anlagilmas ve etkili siirdiiriilebilir kalkinma stratejilerinin olusturulmast turizmin ge-
lisimi ve siirdiiriilebilmesi agisindan miras turizmi énemli bir unsur olarak goriilmektedir. Bu bakis agist siirdiirii-

lebilir ekonomi icin miizelerin dnemini daha da artirmaktadir.

Mardin Miizesi, miizelerin “Tarihi eserlerin korundugu ve sergilendigi yer” kimligini de asarak, bireyi, aileyi, okulu,
toplumu, etkinlik kapsamina alan, gocuga, yasliya, engelliye egitim veren, 6grenme siireclerine etki eden, sosyal-
lesmelerini saglayan, sanatla bulusturan, bireyin gelismesine, toplumun kalkinmasina katkida bulunan, gercek bir
egitim, 6gretim ve iletisim kurumu haline gelmigtir (Tiirkiye Kiiltiir Portali, 2019). Miizelerin ¢ogunun genel go-
revi, ziyaretcilerini bir sehrin, bdlgenin veya bir iilkenin tarihi, kiiltiirel ve dogal mirasi veya segilen bir konu hak-
kinda egitmektir. Miizenin varliginin halkla paylagilacak degerli ve alakali bir seyin varligint gosterdigi genel ola-
rak anlagilmaktadir (Pekarik, 2003).

Mardin'de Miize ilk olarak 1947 yilinda Zinciriye (Sultan sa) Medresesi binasinda hizmet vermeye baslamustir.
Ancak, Zinciriye Medresesi ihtiyaca cevap vermediginden, 1895 yilinda Antakya Patrigi Ignatios Behnam Banni
tarafindan “Siiryani Katolik Patrikhanesi” olarak yapurilmis olan binanin dogu kisminda Meryem Ana Kilisesi
yer almaktadir. Siiryani Katolik Vakfi'ndan saun alinan bina Kiiltiir Bakanlig; tarafindan restore edilerek 2000 y1-
linda “Mardin Miizesi” olarak hizmete agilmistir. Miize Miidiirliigi'ne baglt olarak Dara Orenyeri bulunmakta-
dir. Miize biinyesinde ihtisas Kiitiiphanesi, Miize Sanat Galerisi, Restorasyon Konservasyon ve Analiz Laboratu-
varlari bulunmaktadir. Miizede, 10.459 arkeolojik eser, 1.777 etnografik eser, 33.611 sikke olmak tizere toplamda
45.194 eser bulunmakta olup, 1.432 eser teshir edilmekeedir (Mardin Miizesi, 2019).

Mardin Miizesini ziyareti istatistikleri incelendiginde;

Tablo 2. 2017-2018 Yillar: Arasinda Mardin Miizesi Ziyaret¢i Sayilar:

Bakanliga Bagli Ozel
Ucretli Ucretsiz
2014 6750 54548
2015 - 68037
2016 - 60596
2017 - 182.418 101546
2018 86261 81.712 142054

Mardin Miizesi; miizelerin “Tarihi esetlerin korundugu ve sergilendigi yer” kimligini asarak farkli kiiltiirlerden in-
sanlarin bir araya geldigi, topluma hizmet veren bilim ve egitim merkezi olarak ziyaretcilerinin 6grenme siiregle-
rine etki eden, sosyallesmelerini saglayan, icinde bulundugu kiiltiirii ve farkls kiiltiirleri derinlemesine tanitan prog-

ramlar ile miize egitimi ¢calismalarini yiirtitmektedir (Mardin Miizesi, 2019).
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Mardin Miizesi eser sergilemekten Steye giderek yaptg: projeler ve egitimler ile miizenin toplumla biitiinlesmesini

ve gelecek nesillerin kiiltiirel mirasin korunmasini saglamalari yoniinde bilinglendirdigi sdylenebilir.

Mardin Miizesi Biinyesinde Yiiriitiilen Projeler

Mardin Miizesi 6zellikle kalkinma ajansi destekli olmak tizere kiiltiirel mirasin korunmast ve turizme kazandiril-

mast amactyla farkli projeler yiiriitmektedir (Mardin Miizesi, 2019).

Hayata Dokunan Miize: Mardin Miizesi: Proje kapsaminda dezavantajli (ilgeler ve kdy okullari, diisiik gelirli
okullar vb.) gruplara yonelik ¢alismalar devam etmektedir. Milli egitim, okullar ve Mardin Miizesi isbirligi ile prog-
ramli bir gekilde Miize egitimi faaliyetlerine katilmak iizere grenciler kiralanan tagima araclari ile Mardin Miize-
sine getirilmektedir. Proje kapsaminda bugiine kadar 3500°den fazla 6grenci miize egitimi etkinliklerine ve at8l-
yelere alinmig; bu egitimlerle 6grencilere miize ve kiiltiirel mirasi korumaya yonelik biling kazandinlmistur. Bu
kapsamda ebru, karagdz gosterisi, kok boya baski, ugurtma, sikke basimi ve seramik atolyeleri ile masal anlatim-
lary, siir dinletileri, geziler ve geleneksel miizik oturumlar (leyliler) diizenlenmistir. Miizeye tahsisli bir alan ¢o-
cuk kiitiiphanesi olarak diizenlenmis; s6z konusu alanda ayrica masal ve golge oyunu atdlyeleri olusturulmus ki-
tap okuma kampanyalari diizenlenmistir. Proje siiresince ¢esitli somut ve somut olmayan kiiltiirel miras 6gelerine
yonelik farkindalik ve gelistirme atolyeleri yapilmus, miize toplum iligkisi giiclendirilmis; miize ziyaretgisi olmayan

genis bir kitlenin akdif bir miize kullanicisi olmast saglanmistir (Mardin Miizesi, 2019).

Yukar: Dicle Vadisi Somut Olmayan Kiiltiirel Mirasini: Korumu ve Farkindalik Yaratma Projesi: Aralik 2017
yilinda baglayan proje Mardin, Sirnak, Batman ve Siirt kentlerinde kaybolan veya kaybolmaya yiiz tutan somut ol-
mayan kiiltiirel mirasin kayit altna alinmasini, korunmast ve tanitilarak goriiniir kilinmasi hedeflemektedir. Pro-
jede zengin kiiltiirel ¢esitliligin yani sira bir arada yasama kiiltiiriine sahip Yukar1 Dicle Vadisi'nde yasayan, Tiirk,
Arap Kiirt, Stiryani, Ermeni, Nasturi, Keldani, Ezidi, Mahalmi, Dom benzeri halklarin bellegindeki hikayelerden
masallara, geleneklerden, yemeklere, bayramlardan genliklere, sarkilardan oyunlara kadar somut olmayan kiiltiirel
miras kayit altina alinmasi amaglanmaktadir. Mardin Miizesi’'nde altyapist olusturulan dijital arsivde toplanip ko-

ruma altina alinarak ve web iizerinde aragtirmacilara agilmas: planlanmaktadir.

Mor Yakup Kilisesi Restorasyonu ve Zeynel Abidin Cami Ile Birlikte Turizm Altyapisins Hazirlanmast Pro-
Jjesi: 2017 yilina kadar 4000 m?¥lik bir alanda devam eden kazi ¢alismalart sonucunda, Mezopotamya'nin en bii-
yiik kiliselerinden biri olan ve Metropolit Mor Yakup’un ¢abalariyla MS. 313-320 yillari arasinda insa edilen iinlii
Nusaybin Katedrali’nin kalintilarina ve Ortacagda bu alana yerlesmis olan Miisliiman topluluklara ait sivil mimari
yapilar ile bircok tarihi esere ulagilmustir. Bu alan 2014 yilinda UNESCO tarafindan “Diinya Kiiltiir Mirast” gegici
listesine girmistir. Proje ile Mor Yakup Kilise ve Zeynel Abidin Cami Kompleksinin kiiltiir ve inan¢ park: seklinde

turizme agilmast ve parkin UNESCO tarafindan diinya kiiltiir mirast olmast hedeflenmekredir.

Dara Antik Kenti Altyap: Projesi: Dara Antik Kenti Nekropol alaninda bulunan {i¢ katlt galeri mezarin ziyarete
agilabilmesi adina restorasyonu ve yiiriiyiis platformu kurulmasi isi kapsaminda 2015 yilinda baglanan ve 2016'da
tamamlanan ¢aligmalar sonucunda galeri mezarin restorasyonu, igiklandirmast ve yiiriiyiis platformlari tamamla-

narak mezarlik mekéni ziyarete agilmistir.
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Mardin Kiiltiir Envanteri Projesi: Dicle Kalkinma Ajanst mali destegi ile Mardin 1l Kiiltiir ve Turizm Miidiir-
lisgii ve Batman Universitesi ortak yiiriitiiciiliigiinii iistlendigi proje ile tiim “Diinya Uluslarinin Ortak Mirast”
olarak kabul edilen Mardin i sinirlar1 icindeki tasinmaz kiiltiir varliklart ile sit alanlarinin envanteri cikarilacakur.

Mardin Miizesi sadece egitim vermeyi degil toplumun kiiltiirel mirasini yasatacak festivalleri de organize etmek-
tedir. Bu kapsamda yapilan festival ve 6zel giinler soyledir;

Mardin Masalcilar Bulusmasi: 2016 yilindan bu yana, her Ekim ayinda yapilan “Mardin Masalcilar Bulugma-
st’nda Tiirkiye'deki gelencksel masal anlaticist ve aragtirmacist birgok degerli isim Mardin Miizesi'nde ve okullarda
cocuklara, kentin sosyal alanlarinda ise biiyiiklere masallar anlatmaktadir. Mardin Miizesi tarafindan iicretsiz dii-
zenlenen etkinlikte beg giin boyunca masal konugulmakta, masal dinletilerinin yani sira film gosterimleri, atsl-
yeler, konserler, sergiler ve seminerler diizenlenmektedir. Anadolu ve Mezopotamyanin unutulan masallart bir-
birinden degerli yerel ve tarihi hafiza mekinda yeniden dile gelirken kayip masallar da giin yiiziine ¢ikarilarak

farkindalik yaratulmakeadir.

Mardin Uluslararas: Ugurtma Festivali: 2016 yilindan bu yana, her Nisan ayinda yapilan Mardin Ucurtma
Festivali'nde kaybolmaya yiiz tutan 109 geleneksel cocuk oyuncag olan ugurtmay yeniden Mardin'e kazandira-
rak, yayginlagmasina onciiliik etmekeedir. Farkli mahallelerden her giin miizeye gelen ¢ocuklar, miize egitimlerinde
hem ugurtmalarin nasil yapildigini hem de yeni ugurtma tasarimlari gelistirmeyi 8grenmekte ve boylelikle kendi
ucurtmalarini tasarlayarak yarauciliklarint kegfetmektedirler.

Mardin Karagoz Giinleri: Mardin Miizesi ve Uluslararasi Kukla ve Gélge Oyunlart Birligi Tiirkiye Milli Mer-
kezi Dernegi Istanbul Subesi ortakliginda, Mardin Miizesi ve sehrin farkli mekénlarinda “Mardin Karagoz Giin-
leri” Diizenlenmistir. Karagdz, halk tiyatrosu gelenegi ierisinde yer alan bir oyun tiiriidiir. Bugiinkii oyun teknigi
Osmanli Devleti icinde gelisip sekillenen Karagoz, diinyanin farkli bolgelerinde adlandirilan haliyle “gdlge oyunu”
veya “gdlge tiyatrosu” olarak anilmamus, kendine has teknigi sayesinde “Karagoz” adini almistr. Karagz, 2009 yi-
linda UNESCO’nun “Somut Olmayan Kiiltiirel Miras” listesine alinmis ve “Diinya Mirast” olarak kabul edilmis-
tir. Bu sanaun yagatulmasi, gelecek nesillere aktarilmast ve tanitlmast amaciyla Mardin Miize Midiirliigivnee ha-
zirlanan “Karagdz Giinleri” programi kapsaminda sehrin farkli alanlarinda 5 giin boyunca halka agik gosteriler ve
“Karagoz Tasvir Yapimi Atolyesi” gerceklestirilmektedir.

Mardin Bilali Senlikleri: Mardin Miizesi, sozlii tarih caligmalar ile belgeledigi Mardin’in kaybolmaya yiiz tut-
mus somut olmayan kiiltiire] miraslarindan olan Bilali Senligi'ni koyliiler ile birlikle 58 yil aradan sonra tekrar
diizenlenmistir. Gelenegin yasatlmast ve siirdiiriilebilirliginin saglanmasinin yani sira koruma altina alinan Bilali
K&yir'niin kiiltir turizm destinasyonlarindan biri olmasi hedeflenmektedir.

Mardin Geleneksel Rahvan At Yarislar:: Mardin Miize Midiirltigiy niin somut olmayan kiiltiirel mirast koruma
ve yasatma caligmalari kapsaminda at yetigtiriciligi ve biniciligi desteklenmekee, binicilik kurslari miize miidiirliigii
ve Rahvan Adari Kuliibti is birligi ile her yaz diizenlenmektedir.

Mardin Miizesi, hazirladigt “Miizeler Yasamlari Degistirebilir” miize egitimi programi ile Avrupa Kiiltiirel Miras
Kuruluglar: Federasyonu olan Europa Nostranin Avrupa Kiiltiirel Miras Jiiri 6zel odiiliinti alarak kiiltiirel mirasin
korunmasinda énemli bir bagar: elde etmistir. Avrupadaki en iyi kiiltiirel miras uygulamalarini 6ne ¢ikarmayi he-

defleyerek, “koruma’, “arastirma ve sayisallastirma”, “6zel hizmet”, “6gretim, egitim ve farkindalik artirma” alan-
34 as y! 9 g g
larinda verilen &diiliin Mardin agisindan 6nemli oldugu sdylenebilir.
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“Eglence ortamlarr”, gelenegin 6grenildigi, kusaktan kugaga akrtarildig1 ayni zamanda biitiin degisimlere ragmen
yasatilmaya caligilan geleneklerin bir bileskesidir. Mardinde Leyli geceleri olarak diizenlenen eglencelerde, gelenek-
sel eglence anlayisinin modern zamanla ve turistik eglence anlayistyla birlikte dniismeye basladig goriilmektedir
( Uygur, 2014, s. 87). Mardin Miizesi biinyesinde her hafta ‘Leyli’ geceleri yapilmakra ve geleneksel miizik yaga-
tlmaya caligtimaktadir. Mardin yoresinde farkli dillerde ve tiirlerde icra edilen miizik ile kiiltiirel mirasin yagaul-
mast amaglanmaktadir. Gecede halk miizigi ve ‘Dengbejler’ tarafindan sdylenen uzun havalar ile dénemin olay-
lar1 anlatlmaya ¢aligiimaktadir.

Mardin Miizesi ayrica somut olmayan kiiltiirel miraslari arasinda yer alan yemek kiiltiiriiniin yasaulmas: amaciyla
‘Leyli Muse Gastronomi Mutfak Sanati ve Atélyeleri’ kurarak mutfak ¢aligmalarini desteklemektedir.

Sonug

UNESCO’nun siirdiiriilebilirlik agisindan éncelikli gruplar arasinda gordiigii ¢ocuklarin miizenin de temel hedef
kitlelerinden biri oldugunu, ve miizede gocuklarda kiiltiirel kimlik ve miras bilincinin gelismesine katk: saglayici
yonde calismalar yiiriitiildiigiinii séylemek miimkiindiir. Ayrica ¢cocuklarin hem bedensel hem zihinsel gelisimle-
rine katki saglayacak miize uygulamalariyla ¢ocuklara okulda 6grendiklerini pekistirme, yaratict diistinme ve dii-
stindiiklerini uygulamaya dékme, kisisel el becerilerini ve hayal giiglerini gelistirme ve daha analitik diisiinme fir-
sat1 tantnmaktadir (Tekin, 2017, s. 164).

Miizelerin etkinlikleri incelendiginde miizelerde &zellikle kiiltiirel mirasin korunmast ydniinde bircok proje yiirii-
tuldiigt goriilmekeedir. Somut ve somut olmayan kiiltiirel miras 6gelerinin korunmasi ve tekrar giin yiiziine ¢ika-
rilmast amaciyla miizelerin yaptiklari tiim ¢alismalarin turizme kaynak olusturabilecegi diisiiniildiigiinde miizele-
rin aracihgiyla kiiltiirel mirasin korunmast ve béylelikle turizmin gelisebilecegi soylenebilir. Bu nedenle miizelerin
sadece sergi salonlart olma ozelliginden arinarak toplumun degerlerini yasatacak ve gelecek nesillere aktaracak faa-
liyetler yiirtitmesi gerekmektedir. Ancak bu sekilde toplumla biitiinlesen miizeler yaratilabilinir. Toplumla biitiin-
lesen miizeler ziyaretcilerin de ugrak noktasi haline gelebilecektir.

Mardin Miizesi etkinlikleri incelendiginde somut kiiltiirel unsurlarinin yaninda sormut olmayan kiiltiirel mirasin
korunmasina da énem verildigi goriilmektedir. Bu kapsamda miizikten yemek kiiltiiriine, edebiyattan, gocuk oyun-
larina, at yariglarindan geleneksel oyunlara, masal anlatimindan Karagéz oyunlaraina kadar farkli bircok alanda so-
mut olmayan kiiltiirel miras konusunda calismalar yiiriitmektedir.

Mardin Miizesi etkinlikleri kapsamli ele alindiginda da miizenin geleneksel miizecilik anlayigindan uzaklasarak ye-
rel ve kiiresel degerlere 6nem vererek toplumun her kesimini ve turistleri etkiledigi soylenebilir. Bu kapsamda gele-
neksel miizelerin Mardin Miizesi érneginde oldugu gibi daha yenilik¢i miizeleri 6rnek almasi gerektigi sdylenebilir.
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A RESEARCH ON THE SOCIAL EFFECTS OF
FESTIVALS: SAMPLE OF GEREDE TRADITIONAL
ANIMAL AND COMMODITY FAIR / FESTIVALLERIN
SOSYAL ETKILERI UZERINE BiR ARASTIRMA: GEREDE
GELENEKSEL HAYVAN VE EMTIA PANAYIRI ORNEGI

Hiiseyin Ozdemir’!

Abstract

In this study, social effects of festivals to local people were investigated. The population of the study is local pe-
ople living in Gerede district of Bolu province. The sample of the study was 405 participants who agreed to par-
ticipate in the study. In the research, questionnaire technique was used as data collection technique. The ques-
tionnaire consisted of two parts, the first part was asked questions about the demographic characteristics of the
participants, the second part was used to determine the social effects of the festivals, two dimensions (Social be-
nefit and social cost), a social impact scale consisting of 23 items and a statement to determine the general satis-
faction of the participants. Likert type scales were used. Sert (2017) Social Impacts of The Festivals on The Local
Community at The: The Case Study of Beypazar1 was used in the preparation of the questionnaire. The statis-
tical analysis of the questionnaire, which was answered by 405 participants, was carried out with IBM SPSS 22
statistical package program. Frequency distribution, descriptive statistics, T  test and one way ANOVA were used
in the analysis of the data. Among the demographic variables examined, the marital status and age of the partici-
pants and the social benefit dimension, the occupation and social benefit, social cost and satisfaction of the par-
ticipants, the educational status and social benefit and social cost dimensions of the participants, the duration
of the participants and the social benefit and satisfaction of the participants significant differences were found.

Keywords: Festival, Social Benefit, Social Cost.

Girig

Festivaller, diinyada ve Tiirkiyede kiiltiirel ve sanatsal faaliyetler, fuarlar, aligveris, sergiler, spor olaylari, diizenlenen
etkinlikler olarak karsimiza ¢cikmaktadir (Kiigiik, 2013: 14). Turizm sektoriiniin yeterince gelismedigi yoreler, tur-
izm sekedriiniin gelismesi, turizm sezonunun uzatlmasi, topluma yeni gelir kaynagi yaraulmasi, ekonomik faa-
liyetlerin canlandirilmasi, yerel veya bélgesel bir tema veya imajin yaratulmast ve bolgenin turizm etkinlikleri pa-
ketine bir katkida bulunulmasi gibi amaglarla, yerel etkinliklere ve bunlarin diizenlenmesine iligkin ¢alismalara
onem vermeye baglamiglardir (Kizilirmak, 2006: 184). Tiirkiyede yillik olarak diizenlenen 1400 civarinda etkin-
liklerin biiyiik bir ¢ogunlugu, iyi organize edilememis olmalari, duyurum ve taniumlarinin tam yapilmamus ol-
mast, finansal sorunlar gibi nedenlerle uzun soluklu olamamakta, yerel yoneticilerin, yerel halkin ve diizenleyici
kurum ve kuruluslarin kisa ve uzun soluklu beklentilerinin karsilanamamasi ile sonuclanmaktadir (Yolal, 2017:

1 Cankar1 Karatekin University huseyinozdemir@karatekin.edu.tr
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37). Gegmisi yiizyillar 6ncesine dayanan ve Tiirkiyede kurulan 5 biiyiik panayirdan birisi olan Gerede Gelenek-
sel Hayvan ve Emtia Panayirlart yilda iki defa 3’er giinliigiine ve 15 giin arayla diizenlenmekte ve yerel halkin
yoresel tiriinlerini (Kaz ve 6rdek eti, yas ve kuru kes, cevzili sucuk (kofter), kdy ekmegi (somun), sak sak helvasi
vb.) ekonmik olarak degerlendirme firsati sunmasinin yaninda diizenlenen etkinliklerle katilimcilarin hogca vakit
gecirmesine saglamaktadir. (heep://www.gerede.bel.tr). Aragtirma da Gerede Geleneksel Hayvan ve Emtia Panayir-
larinin yerel halka sosyal etkileri aragtirilmigtir.

Amag

Bu aragtirmada Gerede Geleneksel Hayvan ve Emtia Panayirinin sosyal etkilerinin yerel halk tarafindan nasil al-

gilandiginin belirlenmesi amaglanmigur. Bu amag¢ dogrultusunda asagidaki hipotezler gelistirilmistir:

Hipotez 1: Gerede Geleneksel Hayvan ve Emtia Panayirinin sosyal etkilerinin algilanmasi yerel halkin sosyo-de-
mografik ozelliklerine (cinsiyet, medeni durum, yas, egitim durumu, meslek, ikamet siiresi, festivalde caligma ve

festivalden gelir elde etme) gore anlamli farklilik gostermektedir.

Hipotez 1a: Gerede Gelencksel Hayvan ve Emtia Panayirinin sosyal faydalarinin algilanmast yerel halkin sosyo-de-
mografik 6zelliklerine (cinsiyet, medeni durum, yas, egitim durumu, meslek, ikamet siiresi, festivalde calisma ve

festivalden gelir elde etme) gore anlamli farklilik gostermektedir.

Hipotez 1b: Gerede Geleneksel Hayvan ve Emtia Panayirinin sosyal maliyetlerinin algilanmasi yerel halkin so-
syo-demografik ozelliklerine (cinsiyet, medeni durum, yas, egitim durumu, meslek, ikamet siiresi, festivalde ¢aligma

ve festivalden gelir elde etme) gore anlamli farklilik gdstermekeedir.

Hipotez 2: Gerede Geleneksel Hayvan ve Emtia Panayirina yonelik genel memnuniyet algist yerel halkin sosyo-de-
mografik 6zelliklerine (cinsiyet, medeni durum, yas, egitim durumu, meslek, ikamet siiresi, festivalde ¢alisma ve

festivalden gelir elde etme) gore anlamli farklilik gostermektedir.

Kapsam

Arastirmanin evreni, Bolu ilinin Gerede il¢esinde yasayan yerel halkur. Aragtirmanin 6rneklemi arasturmaya kaal-
may1 kabul eden 405 kaulimcidir.

Yontem

Aragtirmanin verilerini elde etmek amaciyla anket teknigine bagvurulmustur. Anket formunun hazirlanmasinda
Sert (2017) Festivallerin Yerel Halk Uzerindeki Sosyal Etkileri: Beypazart Ornegi adli galismasinda kullandigr 6lgek-
den yararlanilmustir. Anket formu iki béliimden olusmustur, ilk béliimde katilimeilarin demografik dzellikleri ile
ilgili sorular sorulmustur, ikinci boliimde ise festivallerin sosyal etkilerinin belirlenmesine y6nelik 2 boyut (So-
syal fayda ve sosyal maliyet) 24 ifadeden olusan sosyal etki 6lgegi ile kaulimcilarin genel memnuniyetini belirle-
meye yonelik bir ifadenin yer aldig: élgek kullanilmistir. Sosyal etki dlgeginde, 1-14. ifadeler sosyal fayda boyu-
tunu, 15-24. ifadeler sosyal maliyet boyutunu 6lgmeye yonelik ifadelerdir. Olgekte yer alan maddeler besli Likert
tiriinde 1=Kesinlikle Katilmiyorum, 2=Katlmiyorum, 3=Ne Kauliyorum Ne Kaulmiyorum, 4=Katliyorum ve
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5=Kesinlikle Katliyorum seklindedir. Aragtirma sonucunda elde edilen veriler IBM SPSS 22 istatistik paket pro-

grami ile analiz edilmistir.

Bulgular

Bu béliimde aragtrmadan elde edilen bulgulara yer verilmistir.

Tablo 1. Katilimeilara Iiskin Demografik Ozellikler

Demografik Ozellikler Kategori n %
Erkek 254 62,7
Cinsiyet
Kadin 151 37,3
Bekar 125 30,9
Medeni Durum
Evli 280 69,1
18 — 27 Yas Arast 108 26,7
28 — 37 Yas Arast 99 24,4
Yas
38 - 45 Yas Arast 96 23,7
46 Yas ve Uzeri 102 25,2
[lkogretim 124 30,6
Lise 137 33,8
Egitim Durumu "
On Lisans 67 16,5
Lisans ve Uzeri 77 19,1
Kamu Caligant 105 25,9
Ozel Sektor Calisani 109 26,9
Emekli 31 7,7
Meslek mee
Ev Hanimi 56 13,8
Ogrenci 41 10,1
Esnaf / f§veren 63 15,6
10 Yil ve Alu 102 25,2
. 11- 27 Yul Arast 105 25,9
Ikamet Siiresi
28 - 41 Yul Arast 100 24,7
42 Yil ve Uzeri 98 24,2
Evet 152 37,5
Gelir Elde Etme Durumu
Hayir 253 62,5

Tablo 1’e gore aragtirmaya kaulimalarinin %62,7’si (254 kisi) erkek, %37,3’ti (151 kisi) ise kadindir. Evli olan
katlimeilarin orant %69,1 (280 kisi) iken bekarlarin orant %30,9 (125 kisi) dir. Aragtirmaya katilimcilarinin yag

gruplarina gore dagilimina bakildiginda 18-27 yas arast grubun %26,7 (108 kisi) ile ilk sirada yer aldiklari go-

rillmekeedir. Bu grubu biiyiikliiklerine gore sirast ile 46 yas ve tizeri grup %25,2 (102 kisi), 28-37 yas arasi grup
%24,4 (99 kisi) ile 38-45 yas arast grubun %23,7 (96 kisi) izlemektedir. Kaulimeilarin egitim durumlarina gore
dagilimlara bakildiginda lise mezunu grubun %33,8 (137 kisi) ile en biiyiik grubu olusturdugu goriilmekeedir.

Bu grubu biiyiikliiklerine gore sirast ile ilkdgretim mezunu grup %30,7 (124 kisi), lisans ve {izeri mezunu grup
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%19,1 (77 kisi) ile on lisans mezunu grup %16,5 (67 kisi) izledigi goriilmektedir. Kaulimeilarin meslek grupla-
rina gore dagilimlarina bakildiginda ozel sektor ¢alisanlarinin %26,9 (109 kisi) ilk sirada yer aldigr gériilmekte-
dir. Bu meslek grubunu biiyiikliiklerine gore sirast ile kamu ¢alisanlart %25,9 (105 kisi), esnaf ve isveren grubu
%15,6 (63 kisi), ev hanimlar1 %13,8 (56 kisi), 6grenciler %10,1 (41 kisi) ile emekliler %7,7 (31 kisi) izlemek-
tedir. Kaulimailarin ilcede ikamert siirelerine gére dagilimlarina bakildiginda 11-27 yil arast ilgede ikamet edenle-
rin %25,9 (105 kisi) en biiytik grup olarak ilk sirada yer aldiklari gériilmektedir. Bu grubu biiyiikliiklerine gore
sirast ile 10 yil ve alt ikamet siiresine sahip olanlar %25,2 (102 kisi), 28-41 yil arast ikamet edenler %24,7 (100
kisi) ile 42 yil ve iizeri siirelerde ikamet edenler %24,2 (98 kisi) izlemektedir. Katilimcilarin stand agma, stand-
larda caligma ya da el emeklerini degerlendirme seklinde festival siiresinde gelir elde etme durumlarina bakild:-
ginda %62,5 (253 kisi)’lik bir oran ile gelir elde etmeyenlerin ¢ogunlukta oldugu gériillmekreedir. Festivalden ge-
lir elde edenlerin orani ise %37,5 (152 kisi) dir.

Tablo 2. Arastirmada Kullanilan Olcekler

Olgek / Boyut Madde Sayis1  Cronbach Alpha Katsayis1  Ortalama  Standart Sapma  KMO
Sosyal Etki 24 ,891 3,8747 ,63860

Sosyal Fayda Boyutu 14 ,930 4,3349 ,64889 ,872
Sosyal Maliyet Boyutu 10 ,872 3,2304 1,03244

Olgeklerin i tutarlilik giivenilirligi, Cronbach Alpha yéntemi kullanilarak hesaplanmigtir. Tablo 2’ye gore Slgeklerin
Cronbach Alpha katsayilar1 sosyal etki icin ,891, sosyal fayda boyutu icin ,930 ve sosyal etki boyutu i¢in ,872
olarak hesaplanmugtir. Bu da 6l¢egin yiiksek derecede giivenilir bir 6l¢ek (0,80=0<1,00) oldugunu gostermekte-
dir (Ural ve Kilig, 2013: 280; Can, 2013: 343). Calismada 6rneklem yeterliligini temsil eden KMO orani ,872
olarak belirlenmistir. Dolayisiyla, aragtirmada ele alinan érneklem biiyiikliigiiniin mitkemmel oldugu sonucuna
varilmigtir. Tablo 2’ye gore aragtirmada kullanilan 6l¢eklerin genel ortalamalarina bakildiginda sosyal fayda boyu-
tunun 4,33 ile en yiiksek ortalamaya sahip oldugu goriilmektedir. Ikinci sirada 3,87 ortalama ile sosyal etki 6lgegi
gelir iken {iglincii sirada 3,23 ortalama ile sosyal maliyet boyutu goriilmektedir.
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Tablo 3. Arastirmada Kullanilan Olgeklerdeki [fadeler

ifade Ort. S.S.
Geleneksel Hayvan ve Emtia Panayuri ilcemizin imajini olumlu yonde etkilemektedir. 4,62 884
Geleneksel Hayvan ve Emtia Panayiri ilge halkinin kiiltiir yasgamina olumlu katkilar saglamakeadir. 4,39 784
Geleneksel Hayvan ve Emtia Panayiri toplumsal birlikteligimizi ve dayanismamizi giiclendirir. 439 748
Gelenceksel Hayvan ve Emtia Panayuri sayesinde ilgemizin taninirligs aremakeadir. 4,36 ,950
Geleneksel Hayvan ve Emtia Panayiri sayesinde yeni kiiltiirel beceriler gelistirme firsatt
» bulabiliyorum. 435 047
~§ Geleneksel Hayvan ve Emtia Panayiri ilge halkina ekonomik olarak katkida bulunmaktadir. 4,35 ,836
% Geleneksel Hayvan ve Emtia Panayiri Ebeveynlere cocuklariyla birlikte eglenme firsati
‘g_ saglamaktadur. 434,956
;: Geleneksel Hayvan ve Emtia Panayiri ilce halkina yoresel iiriinlerini ve el emeklerini ekonomik
‘g_ olarak degerlendirme firsati saglamakeadir. 433863
g Geleneksel Hayvan ve Emtia Panayur1 farkls kiiltiirlerle karsilasmami saglamakeadir. 431 ,966
Geleneksel Hayvan ve Emtia Panayuri yeni faaliyetlerle kargilasmami saglamaktadir. 431 ,880
Gelencksel Hayvan ve Emtia Panayuri ilgemiz icin ¢ok eglenceli bir kutlamadir. 427 909
Geleneksel Hayvan ve Emtia Panayiri katilan sanatcilarla kargilasmak beni mutlu etmektedir. 427 946
Geleneksel Hayvan ve Emtia Panayuri yeni bilgiler 8grenme firsat saglamaktadir. 422 943
Geleneksel Hayvan ve Emtia Panayiri | ilgemizin yagam kalitesini yiikselemektedir. 4,19 ,899
Gelenceksel Hayvan ve Emtia Panayuri sirasinda tagit trafigi artmakeadir. 4,02 1,25
Geleneksel Hayvan ve Emtia Panayuri sirasinda giiriiltii seviyesi artmaktadir. 3,88 1,30
- Geleneksel Hayvan ve Emtia Panayuri sirasinda ilcemiz ¢ok kalabaliklasmaktadir. 3,83 1,38
5 Geleneksel Hayvan ve Emtia Panayiri sirasinda turizm ¢alisanlart yipranmaktadir. 3,80 1,32
;‘ Gelenceksel Hayvan ve Emtia Panayuri sirasinda olugan ¢op atiklar: rahatsizlik vermektedir. 348 1,63
% Geleneksel Hayvan ve Emtia Panayuri ilcedeki sug oranini artirmaktadir. 3,25 1,69
:i Geleneksel Hayvan ve Emtia Panayiri telast ilce halkinin giinlitk yasamini bozmaktadir. 2,64 1,59
% Geleneksel Hayvan ve Emtia Panayirina ziyaretgilerinin akini ilgemizdeki 6zel yasami 254 168
g kisitlamakeadir.
Geleneksel Hayvan ve Emtia Panayiri ilgemiz halkinin yasantisina bir saldiridir. 2,46 1,60
Geleneksel Panayir sirasinda ilgenin tarihi dokusu, mesire yerleri ve dinlenme tesisleri 240 1,61

yipranmaktadir.

Tablo 3’e gore katilimeilarin festivalin sosyal fayda boyutuna iligkin puan ortalamalarinin en yiiksek oldugu ilk tig ifa-

denin “Geleneksel Hayvan ve Emtia Panayiri ilgemizin imajini olumlu yonde etkilemekeedir, Geleneksel Hayvan ve

Emtia Panayiri ilce halkinin kiiltiir yasamina olumlu katkilar saglamaktadir ve Geleneksel Hayvan ve Emtia Panayiri

toplumsal birlikteligimizi ve dayanismamizi giiglendirir” ifadeleri oldugu goriilmektedir. Bu boyutta en diisiik puan or-

talamasina sahip ifadenin “Geleneksel Hayvan ve Emtia Panayiri | ilgemizin yagam kalitesini yiikseltmektedir” ifadesi-

nin oldugu goriilmekeedir. Festivallerin sosyal maliyet boyutuna iligkin olumsuz olarak algilanan ilk ii¢ ifadenin “Ge-

leneksel Hayvan ve Emtia Panayiri sirasinda tagit trafigi artmakeadir, Geleneksel Hayvan ve Emtia Panayiri sirasinda

giiriiltii seviyesi artmaktadir ve Geleneksel Hayvan ve Emtia Panayiri sirasinda ilgemiz ¢ok kalabaliklagmaktadir” if-

adeleri oldugu goriilmektedir. Olumsuz ifadelerden en diisiik puan ortalamasina sahip ifadenin “Geleneksel Panayir

strasinda il¢enin tarihi dokusu, mesire yerleri ve dinlenme tesisleri yipranmaktadir” ifadesi oldugu goriilmektedir.
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Hipotezlerin Test Edilmesi

Hipotez 1: Gerede Geleneksel Hayvan ve Emtia Panayirinin sosyal etkilerinin algilanmasi yerel halkin sosyo-de-
mografik ozelliklerine (cinsiyet, medeni durum, yas, egitim durumu, meslek, ikamet siiresi, festivalde calisma ve

festivalden gelir elde etme) gore anlamli farklilik gostermektedir.

Tablo 4. Katilimeilarin Demografik Ozellikleri lle Sosyal Etki Olgegi Arasindaki Farkliliga lliskin T-Testi ve Anova Testi Sonuglar:

Olcek / .. Standart Tuk
B:;ut Degisken Grup n Ortalama S::ma; F/t p I_lll Sle)y
Erkek 254 3,8850 ,70405
Cinsiyet 318,751 -
Kadin 151 3,8638 ,61129
Medeni Bekar 125 3,7979 , 75832 1479 141 i
Durum Evli 280 3,9124 ,62523
18 — 27 Yas Arasi® 108 3,7919 ,69418
28 — 37 Yas Arast® 99 3,8937 ,68510
Yas 1253 290 -
38 - 45 Yas Arasi© 96 3,8591 ,60970
46 Yas ve Uzeri 102 3,9680 ,68176
[lkogretim? 124 3,8608 ,61467
Lise" 137 3,8988 61889 biled
g  Egitim = : : 3,637 013 cilea
%_ Durumu On Lisans® 67 4,0642 ,63302 ciled
m Lisans ve Uzeri¢ 77 3,7019 ,82466
g: Kamu Calisanr® 105 3,7387 ,90708
o Ozel Sektdr Calisani® 109 3,9693 ,54556 bilea
= Emeklic 31 40729 60187 cilea
Meslek 3,023  ,011 ciled
Ev Hanimi¢ 56 3,7655 ,52395 cilea
Ogrenci 41 4,0753 ,50085 eiled
Esnaf / Igveren® 63 3,8219 ,58425
10 Yil ve Al 102 3,7447 , 79952
ikamet 11- 27 Yil Arast® 105 3,8903 ,75678
.. 2,001 ,113 -
Siiresi 28 - 41 Yil Arasi 100 3,9130 ,55614
42 Y1l ve Uzeri 98 3,9641 ,49828
i E
Gelir Flde vet 152 3,8687 ,69173 197 848 )
Etme Hayir 253 3,8821 ,65839

Tablo 4’e gore kaulimcilarin cinsiyetlerine, medeni durumlarina, yaslarina, ikamet siirelerine ve gelir elde etme
durumlarina gore sosyal etki dlgegi algilarinda anlamli bir farklilik gériilmemistir. Kaulimeilarin egitim durum-
larina ve mesleklerine gore ise sosyal etki 6lgegi algilarinda anlamli bir farklilik goriilmiistiir. Anlamli farkliligin
goriildiigii egitim durumu degiskeninde anlamli farkliligin lise mezunu grup ile lisan ve {izeri mezunu grup ara-
sinda ve on lisans mezulari ile ilkégretim ve lisans ve {izeri mezunlar arasinda oldugu goriilmektedir. Katlimeila-
rin puan ortalamalarina bakildiginda 6n lisans mezunu grubun 4,06 puan ortalamasi ile algt diizeyinin en yiiksek

oldugu gortilmektedir. Bu grubu puan ortalamalart biiyiikliiklerine gore sirasi ile lise mezunlari (3,89), ilkogretim
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mezunlari (3,86) ve lisans ve {izeri mezunlarin (3,70) izledigi goriilmekeedir. Lisans ve tizeri mezunu grubun puan
ortalamasinin diger gruplardan daha diisiik oldugu goriilmektedir. Anlaml: farkliligin bulundugu meslek degis-
keninde anlamli farkliligin 6zel sekedr ¢alisanlari, emekliler ve 6grenciler ile kamu ¢alisanlar arasinda ve emekli-
ler ve 6grenciler ile ev hanimlari arasinda oldugu goriilmekeedir. Katlimclarin mesleklerine gore sosyal etki 6l-
cegi algilamalarinin puan ortalamalarina bakildiginda 6grenci ve emeklilerin 4,07 puan ortalamast ile alg: diizeyi
en yiiksek iki grup oldugu goriilmektedir. Festivallerin sosyal etkilerine ydnelik algi puani en diisiik grubun 3,73
ile kamu ¢alisanlari oldugu goriilmekeedir. Hipotez 1 kismen kabul edilmistir.

Hipotez 1a: Gerede Geleneksel Hayvan ve Emtia Panayirinin sosyal faydalarinin algilanmast yerel halkin sosyo-de-
mografik ozelliklerine (cinsiyet, medeni durum, yas, egitim durumu, meslek, ikamet siiresi, festivalde caligma ve
festivalden gelir elde etme) gore anlamli farklilik gostermektedir.

Tablo 5. Katilimeilarin Demografik Ozellikleri Tle Sosyal Fayda Boyutu Arasindaki Farkliliga lliskin T-Testi ve

Anova Testi Sonuglart

Olcek / .. Standart Tuke
B(‘f;ut Degisken Grup n Ortalama Sapma F/t P H SDy
Erkek 254 43153 ,74606
Cinsiyet -1,641 ,102 -
Kadin 151  4,4233 ,56936
i Beka 125  4,1243 86692
Medent — : ’ -3,960  ,000 -
Durum Evli 280  4,4588 ,56063
18 — 27 Yas Arast® 108  4,1368 ,89059
28 — 37 Yas Arast® 99 43543 ,56663 i
Yas as Arast 5995 001 d'llea
38 - 45 Yas Arasi® 96  4,4463 ,62319 cilea
46 Yas ve Uzeri 102 4,5030 53717
[lkogretim® 124 4,4597 ,56454
gﬁ Egitim _ Lise® 137  4,4284 ,54102 4310 005 2 i.le c
‘§_ Durumu On Lisans 67 4,1527 ,78509 bilec
g Lisans ve Uzeri 77 42348 ,92416
g Kamu Calisanr® 105 4,1209 ,98711
«g Ozel Sektor Caligani® 109  4,5060 , 37353
g Emeklie 31 45285 40056 bilea
Meslek 4,438 ,001 cilea
Ev Hanim¢ 56 44533 ,32393 dilea
Ogrenci® 41 42683 ,73664
Esnaf / Isveren® 63 43712 ,71636
10 Yil ve Aler® 102 4,1953 91374 cilea
. 11- 27 Yil Arast® 105  4,1985 ,85457 cileb
Ikamet Siiresi 8,251  ,000 X
28 - 41 Y1l Arasi® 100 4,4754 , 31733 dilea
42 Yil ve Userie 98 45683 30841 dileb
i E 152 4,3882 ,69810
Gelir Elde vet 735 463
Etme Hayir 253 4,3360 ,68052
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Tablo 5’e gore katulimeilarin cinsiyetlerine ve gelir elde etme durumlarina gére sosyal fayda boyutu algilarinda an-
lamli bir farklilik goriilmemigtir. Katulimeilarin medeni durumlarina, yaglarina, egitim durumlarina, mesleklerine
ve ikamet siirelerine gore ise sosyal fayda boyutu algilarinda anlamli bir farklilik goriilmiistiir. Anlamli farkliligin
goriildiigi medeni durum degiskeninde evli kaulimcilarin festivalin sosyal fayda boyutunu bekarlardan daha yiik-
sek olarak olumlu algiladiklari gdriilmektedir. Anlamli farkliligin gériildiigii yas degiskeninde anlamli farkliligin
en geng yas grubu ile daha st yas gruplari arasinda oldugu gortilmektedir. 46 yas ve {izeri grubun diger yas grup-
larina gore festivalis sosyal faydasini daha olumlu olarak algiladiklar1 goriilmektedir. En geng yas grubu olan 18-
27 yas arast grubun algt puaninin en diisiik oldugu goriilmektedir. Anlamli farkliligin goriildiigii egitim durumu
degiskeninde anlamli farkliligin ilkdgretim ve lise mezunu grup ile 6n lisans mezunlar arasinda oldugu goriillmek-
tedir. Kaulimeilarin puan ortalamalarina bakildiginda ilkégretim mezunu grubun 4,45 puan ortalamast ile sosyal
fayda boyutuna iligkin algt diizeylerinin en yiiksek oldugu gériilmektedir. On lisans mezunu grubun puan ortala-
mastinin diger gruplardan daha diisiik oldugu goriilmektedir. Anlamli farkliligin bulundugu meslek degiskeninde
anlamli farkliligin 6zel sekedr ¢alisanlari, emekliler ve dgrenciler ile kamu ¢alisanlari arasinda oldugu gériilmekte-
dir. Kaulimeilarin mesleklerine gore sosyal fayda boyutu algilamalarinin puan ortalamalarina bakildiginda emekli
ve ozel sekedr calisanlarinin 4,52 ve 4,50 puan ortalamasi ile algt diizeyi en yiiksek iki grup oldugu goriilmekte-
dir. Festivallerin sosyal faydasina yonelik algt puant en diisiik grubun 4,12 ile kamu ¢alisanlari oldugu gériillmek-
tedir. Anlamli farkliligin bulundugu ikamet siiresi degiskeninde anlamli farkliligin 28-41 yil arast ikamet edenler
ve 42 yil ve tizeri ikamet edenleri ile 10 yil ve alu siiredir ikamet edenler arasinda ve 28-41 yil arasi ikamet eden-
ler ve 42 yil ve tizeri ikamet edenleri ile 11-27 yil aras1 ikamet edenler arasinda oldugu goriilmekeedir. Festivallerin
sosyal fayda boyutuna iligkin ikamet siiresi arttik¢a algi puanint yiikseldigi goriilmektedir. 42 yil ve tizeri ikamet
edenlerin festivallerin sosyal faydalarina iliskin diger ikamet siiresine sahip gruplardan daha yiiksek puana sahip
oldugu goriilmekeedir. 10 yil ve alu siirelerde ilgede ikamet edenlerin festivalin sosyal faydasina yonelik puan or-
talamasinin en diisiik oldugu goriilmekeedir. Hipotez 1a kismen kabul edilmistir.

Hipotez 1b: Gerede Gelencksel Hayvan ve Emtia Panayirinin sosyal maliyetlerinin algilanmasi yerel halkin so-
syo-demografik ozelliklerine (cinsiyet, medeni durum, yas, egitim durumu, meslek, ikamet siiresi, festivalde ¢aligma
ve festivalden gelir elde etme) gore anlamli farklilik gdstermekeedir.
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Tablo 6. Katilimeilarin Demografik Ozellikleri Ile Sosyal Maliyet Boyutu Arasindaki Farkliliga Hiskin T-Testi ve

Anova Testi Sonuglar:

Olgek / .. Standart Tuk
B(f;ut Degisken Grup n Ortalama S:I;ma: F/t P HSle)y
Erkek 254 3,3256 1,13068
Cinsiyet 1,724  ,086 -
Kadin 151 3,1364 1,02810
i Beka 125 3,3736 1,23459
Medeni e ﬁlr > > 1357 176 )
Durum Evli 280 3,2021 1,02625

18— 27 Yas Arast 108 3,3435 1,09913
28-37 YasAras® 99 3,2949 1,23622

Yas ,962 411 -
38 - 45 Yas Arasi© 96 3,0958 ,90785
46 Yag ve Uzerit 102 3,2725 1,11063
[lkdgretim? 124 3,0823 1,00017
4 ... Liseb cilea
g Egitim ] ise 137 3,2102 ,96018 1231 000 cileb
=2 Durumu On Lisans* 67 3,9493 1,06875 ciled
S Lisansve Uzerit 77 3,0091  1,5993
E Kamu Calisans® 105 3,2419 1,30486
%" Ozel Sekeor Calisant® 109 3,2716 1,08526
g Emekli 1 4 1,081 cilea
g Meslek — 3 3,4806 08179 o6 001 eiled
Ev Hanimi¢ 56 2,8714 ,90508 eile £
Ogrenci 41 3,8244 ,84699
Esnaf / Isveren® 63 3,1079 87737
10 Y1l ve Altr® 102 3,1588 1,08640
- _ b
kalme.t 11- 27 Yil Arast 105 3,4895 1,24050 2190 089 i
Siiresi 28 - 41 Y1l Arasi 100 3,1820 1,07143
42 Yil ve Uzerit 98 3,1786 ,93426
i E
Gelir Elde vet 152 3,1934 1,05540 ~.890 )374
Etme Hayr 253 3,2921 1,12028

Tablo G’ya gore kaulimailarin cinsiyetlerine, medeni durumlarina, yaslarina, ikamet siirelerine ve gelir elde etme
durumlarina gére sosyal maliyet boyutu algilarinda anlamli bir farklilik ggriilmemistir. Kaulimalarin, egitim du-
rumlarina ve mesleklerine gore ise sosyal maliyet boyutu algilarinda anlamli bir farklilik gériilmiistiir. Anlamli fark-
liligin goriildiigii egitim durumu degiskeninde anlamli farkliligin 6n lisans mezunlari ile ilkdgretim, lise ve lisans
ve lizeri mezunu gruplar arasinda oldugu goriilmektedir. Kaulimcilarin puan ortalamalarina bakildiginda 6n li-
sans mezunu grubun 3,94 puan ortalamast ile sosyal maliyet boyutuna iliskin algi diizeylerinin en yiiksek oldugu
ve festivalin olumsuz etkilerini daha fazla algiladiklart goriilmektedir. Lisans ve tizeri mezunu grubun puan ortala-
masinin diger gruplardan daha diisiik oldugu goriilmekeedir. Bu grubun festivalin olumsuz etkilerini daha diisitk
olaral algiladiklar goriilmekeedir. Anlamli farkliligin bulundugu meslek degiskeninde anlamli farkliligin 6grenciler
ile kamu calisanlari, ev hanimlari ve esnaf/ igveren meslek gruplari arasinda oldugu goriilmekeedir. Katlimcilarin
mesleklerine gore sosyal maliyet boyutu algilamalarinin puan ortalamalarina bakildiginda 6grencilerin 3,82 puan
ortalamast ile festivalin olumsuz etkilerini diger meslek gruplarindan daha yiiksek olarak algiladiklar: gdriilmekeedir.
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Festivallerin sosyal maliyetine yonelik algt puani en diisiik grubun 2,87 ile ev hanimlari oldugu gériilmekeedir. Ev
hanimlarini festivalin olumsuz etkilerini diger meslek gruplarina gore daha diisiik olarak algiladiklar1 gériilmekte-
dir. Hipotez 1b kismen kabul edilmistir.

Hipotez 2: Gerede Geleneksel Hayvan ve Emtia Panayirina yonelik genel memnuniyet algist yerel halkin sosyo-de-
mografik ozelliklerine (cinsiyet, medeni durum, yas, egitim durumu, meslek, ikamet siiresi, festivalde calisma ve

festivalden gelir elde etme) gore anlaml farklilik gostermektedir.

Tablo 7. Katilumeilarin Demografik Ozellikleri lle Memnuniyet Olgegi Arasindaki Farklihiga Hiskin T-Testi ve

Anova Testi Sonuglar:

Olgek / .. Standart Tuk
B:;ut Degisken Grup n Ortalama S:;ma F/t p HS]e)y
Erkek 254 43110 ,84449
Cinsiyet 1,172,242 -
Kadin 151 4,2053 ,89679
i Beka 125 42080 93581
Medeni ckar > > 945 346 )
Durum Evli 280 4,3000 ,83129
18 — 27 Yas Arast® 108 4,1667 1,00930
28 — 37 Yas Arast® 99 43636 ,85062
Yas 1,678 171 -
38 - 45 Yas Arasi© 96 4,1875 , 79885
46 Yas ve Uzeri¢ 102 43725 ,75677
[lksgretim? 124 4,3065 ,87585
siti Lise® 1 4,3431 184
Egitim _ ise 37 ,343 L7518 1549 201 )
=z Durumu On Lisans® 67 4,0746 1,04900
o
E Lisans ve Uzeri¢ 77 42597 ,84919
g Kamu Galisans’ 105 4,3429 ,89688
< "
& Ozel Sektér Calisant® 109 4,2202 ,83175
Emeklic 31 46129 55842 ciled
Meslek 3,144 ,009 filed
Ev Hanimi¢ 56 3,9464 ,98016
Ogrenci 41 4,2195 ,90863
Esnaf / Isveren® 63 4,3968 , 77334
10 Yil ve Aler? 102 4,0588 1,07006
i 11- 27 Yil Arast® 105 4,3143 ,85838
llamet o 2926 034 dilea
Siiresi 28 - 41 Y1l Arast® 100 4,3300 , 71145
42 Y1l ve Uzeri 98 43878 ,74103
i E 152 4,2632 11
Gelir Elde vet 5 263 DUST 0 s
Etme Hayir 253 4,2767 ,83721

Tablo 7’ye gore katulimailarin cinsiyetlerine, medeni durumlarina, yaslarina, egitim durumlari ve gelir elde etme
durumlarina gére genel memnuniyetlerinde anlamli bir farklilik gériilmemistir. Kaulimcilarin, mesleklerine ve ika-

met siirelerine gore ise genel memnuniyetlerinde anlamli bir farklilik gdriilmigtiir. Anlamli farkliligin bulundugu
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meslek degiskeninde anlamli farkliligin emekliler ile ev hanimlari ve esnaf/ igveren meslek gruplari arasinda ol-
dugu goriilmekeedir. Katlimeilarin mesleklerine gore genel memnuniyetlerinin puan ortalamalarina bakildiginda
emeklilerin 4,61 puan ortalamast ile festivale yonelik genel memnuniyet diizeylerinin diger meslek gruplarindan
daha yiiksek oldugu goriilmektedir. Festivalden genel memnuniyet diizeyi en diisiik grubun 3,94 ile ev hanimlar:
oldugu goriilmekeedir. Anlamli farkliligin bulundugu ikamet siiresi degiskeninde anlamli farkliligin 42 yil ve tizeri
stireli ikamet edenler ile 10 yil ve alu siirelerde ikamet edenler arasinda oldugu goriilmekeedir. Kaulimcilarin ika-
met siirelerine gore festivale yonelik genel memnuniyet diizylerinin 4,38 puan ortalamasi ile 42 yil ve tizeri ikamet
stiresine sahip grubunda en yiiksek oldugu goriilmektedir. 10 yil ve alt ikamet siiresine sahip grubun 4,05 puan

ortalamasi ile genel memnuniyet diizeyinin en diisiik oldugu gériilmektedir. Hipotez 2 kismen kabul edilmistir.

1ablo 8. Hipotez Sonug Tablosu

HIPOTEZ SONUC
Hipotez 1a Kismen Kabul Edildi

Hipotez 1 Kismen Kabul Edildi
Hipotez 1b Kismen Kabul Edildi

Hipotez 2 Hipotez 2 Kismen Kabul Edildi Kismen Kabul Edildi

Tablo 8¢ gore Hipotez 1 ve Hipotez 2 Kismen Kabul Edilmistir.

Sonug

Arastirma sonuglarina gore katulimailarin festivalin olumlu etkilerini daha yiiksek olarak algiladiklari gorilmek-
tedir. Festivalin olumsuz etkilerine ydnelik tagit trafiginin artmasi, ilcenin kalabaliklagmast ve ilcede giiriiltii sevi-
yesinin artmasi gibi olumsuz etkilerin katulimcilar tarafindan diger olumsuz etkilere gore daha yiiksek olarak al-
gilandig1 goriilmekeedir. Festival sonrast ilge belediye baskaninin genel degerlendirmesi 110.000 m? alana kurulan
panayirlart 3 giinde yiiz binin tizerinde insan ziyaret ettigi, ilcenin girisinden panayir alanina olan 5 Km'lik me-
safede uzun konvoylarin olustugu ve Gerede Belediyesi tarafindan olusturulan yaklasik 5000 araglik otopark yogun
ilgi nedeniyle yeterli gelmedigi (http://www.gerede.bel.tr/haber/1/1774/2) yoniindedir ve kaulimalarin festivalin
olumsuz etkilerine yonelik sonuglarini desteklemektedir. Festivalden ekonomik olan gelir elde edenlerin gelir elde
etmeyenlere gore festivalin olumlu etkilerini daha yiiksek, festivalin olumsuz etkilerini ise daha diisiik olarak al-
giladiklari gdriilmektedir. Festivale yonelik genel memnuniyete bakildiginda ilgede ikamet siiresi en yiiksek olan
grubun memnuniyet diizeyenin en yiiksek oldugu gériilmekeedir. Yas gruplarinda ise 42 yas ve iizeri grubun mem-
nuniyet diizeyinin en yiiksek oldugu goriilmekeedir. Aragtirma literatiirde festivallerin yerel halka etkisine yone-
lik aragtirmalardan; Isildar ve Yildiz (2019), Siislii, Eryilmaz ve Demir (2019), Misirli ve Ozdemir (2018), Saatci
ve Yalginkaya (2018), Ursavas (2018), Binbagioglu ve Giiltekin (2017), Sert (2017), Yildirim, Karaca ve Cekici
(2016), Yildiz ve Polat (2016) elde edilen benzer sonuglart destekler nitelikeedir. Gerede Geleneksel Hayvan ve
Emtia Panayirlarinin bélgeyi ekonomik, cevresel, kiiltiirel ve sosyal bakimdan etkiledigi goriilmekeedir. Kaulimei-
larin sosyal maliyet boyutunda yiiksek puan ile éncelikli olarak belirledigi trafik, ¢op ve giiriiltii sorunu ¢éziimiine
yonelik alternatifler gelistirilmelidir. Festivaller bir ekonomik kaynak ve turizm faaliyetidir Gerede i¢in turizmi ge-
ligtirme faaliyetlerinde festivaller gibi etkinliklerin 6nemli bir rol oynamas: turizmi ¢esitlendirme ve yerel kalkin-
maya ciddi manada ve dogrudan bir katki saglayabilmesi agisindan faydali olacag diistiniilmektedir. Bu amagla
daha etkili bir sekilde tanitumint yapilmast faydali olacakur.
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Abstract

The changes and improvements in the food and beverage sector, is creating more necessity for qualified person-
nel. The training of qualified personnel depends on the quality of the education to have well-trained and quali-
fied personnel. In this study, the quality of the education of the students who are being trained at the vocational
high schools’ cookery education departments was evalueted by the conlusion af the survey which is applied to the
managing personnel of the facilities fort he intership. A wide measure literature study has been made about the
cookery training given in the vocational high schools, and the qualifications of the students are determined. In
the director of determined qualifications, survey questions have been prepared to measure how much of the qual-
ifications the students have gained in theorical and practical aspects. The surveys have been applied to the 382
managing personnels working in the kitchens of the 4-5 stars hotels and touristic restaurants which are doing in-
ternship practices in Istanbul. The outcome data was processed through SPSS 21. application (Statical Package
for the Social Sciences) and analyzed. Frequency analysis was used to calculate the distribution of the response to
each question in the survey. Descriptive Analysis was used to show the mean values of the Likert-type questions.
In the study, T (Student) test was used to determine whether there was a significant difference between the aver-
ages of theoretical and practical proficiency levels. As a result of the analysis, it was determined that the students
who have received the cookery education gained the highest qualifications with a theoretical average of 4.22, in
practice, it was found that they gained a lower level than the theoretical level with an average of 3.91. A statisti-
cally significant difference was found between the theoretical and practical training given. As a result of the inter-
views conducted with responsible personnel, the reasons for the inadequacy of the quality of education were de-
termined and suggestions were made on what should be done to increase the quality.

Keywords: Science of Gastronomy, Cookery, Cookery Education.

Girig

Egitim, Kisilerin yasam diizeylerini yiikseltmesi, toplumlarin gelisip ilerlemesi ve tilkelerin ¢agdas uygarlik diize-
yine ulasabilmesi icin en énemli etkendir. (Tayfun ve Kara, 2008: 104). Calisanlarin is yerlerindeki verimlilik dii-
zeyleri ile almug olduklar: egitimin diizeyi arasinda iliski cok kuvvetlidir. Ancak calistigi meslegin egitimini almig
olan bir insan hem zamani hem de arag gereleri en faydali sekilde kullanarak verimliligini en iist diizeye ¢ika-
rabilecektir. Egitim insanlara bilgi ve beceri kazandirmanin disinda olaylara daha farkli agilardan bakmalarini da

1 Mardin Artuklu University, gulserenozaltassercek@artuklu.edu.tr
2 Mardin Artuklu University, s_cimar@hotmail.com
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saglamaktadir. (Boytikyilmaz, 2006: 8). Egitiminin tiirlerinden biri olan mesleki egitim; uzmanlik ve 6zel nite-
likler gerektiren islere, uzmanlasmamis veya yart uzmanlagmis kisileri uzmanlagsmus ve gerekli nitelikleri kazanmig

hale getirebilmek icin yapilan ¢alismalarin tiimiidiir (Olcay, 2008: 384).

Mesleki egitim igerisinde turizm egitimi ise, turizm sektoriinde ve dolayisiyla yiyecek igecek sekedriinde istthdam
edilen ve ¢aligmay1 diistinenlere, sekedriin gerekrirdigi mesleki yenilikleri, bilgi ve yetenekleri kazandirmak ama-
ciyla verilen egitimdir. (Hacioglu, 2008: 92). Diger bir ifadeyle, yiyecek icecek egitimi; yiyecek igecek hazirlama
isinin sekeorle ilgili egitim veren kurumlarda egitim alan égrencilere 8gretilmesi, yiyecek icecek hazirlama konu-
sunda gerekli bilgiye sahip ve isinde uzmanlasmig personel ve ydneticilerin egitilebilmesi i¢in yapilan tiim ¢aligma-
lardir. Turizm sekeorii ve icerisinde bulunan yiyecek igecek sekedrii emegin yogun sekilde kullanildigy sekedrlerdir
ve sekeordeki yasanan rekabet kosullart icerisinde isletmelerin bagarili olmalari daha ¢ok hizmet sunan personellerin
bilgi, beceri ve yeteneklerine bagli goriilmektedir (Boylu, 2007: 259; Ozaltas Sergek, Sercek ve Hassan, 2012: 95).

Diinya genelinde yaganan kiiresellesme egilimi, turizm sektoriiniin yapisini dogrudan etkilemektedir. Sektorde
artan rekabet kosullart sunulan hizmetin niteligi 6n plana gikartmakeadir (Oztiirk ve Gérkem, 2011: 69) Diin-
yada ve iilkemizde turizm sektorii ve dolayistyla yiyecek igecek sektoriinde yasanan bu gelismeler, alanda egitim
almug personellerin niteliklerini ve yeterlilik diizeylerini 6n plana ¢ikartmaktadir. Agcilik egitimi alan 6grencilere,
bilgi ve beceri egitiminin verildigi kurumlarda kazandirilan teorik ve pratik yeterlilikler, adaylarin mesleki yeterli-
liklerini ve meslege karst olan tutumlarini dogrudan etkilemekeedir. ( Kurnaz, Akyurt Kurnaz ve Kilig, 2014;42)

Turizm sektdriinde artan rekabet kogullari, sunulan hizmetin kalitesindeki miitkemmeliyet diizeyini arttirmakea-
dir. Sunulan hizmetlerdeki kalitenin artirilmasi ve devamliliinin saglanmast ¢aliganlarin almis olduklar: egitim ile
iliskilidir. Turizm ve dolaysiyla yiyecek igecek sektoriinde kaliteye verilen dnemin artmast, egitime verilen 6nemin
de artmasini saglamaktadir. Nitekim hizmet kalitesinin arttrilmasinin en etkin yolunun, dogru ve amaca uygun
bir egitimin verilmesinin oldugu tartigmasizdir (Giiger, 2004). Caligma da, meslek liselerinde verilen ascilik egiti-
minin yeterlilik diizeyinin, staj yapilan igletmelerde ¢alisan sorumlu personel tarafindan yapilan degerlendirmeler

sonucunda, belirlenmesi amaglanmakradir.

Kavramsal Cergeve

Aragtirmanin bu bslimiinde ascilik ve asqilik egitimi ile ilgili yapilan literatiir taramalari neticesinde elde edi-
len agcilik ile ilgili bilgiler, tilkemizde ascilik egitimi ve diger bazi iilkelerde verilen ascilik egitimine iliskin bilgi-
ler yer almaktadur.

Gastronomi Olgusu ve As¢ilik

Gastronomi geemisi ¢ok eskilere dayanan bir bilim dalidir. Yunanca gastri (mide) ile nomos (yasa, kurallar) soz-
ciiklerinin birlesiminden olusan gastronomi, Fransizcada “yemegi iyi yeme meraki; sagliga uygun, iyi diizenlenmis,
hos ve lezzetli mutfak, yemek diizeni ve sistemi” anlamlarina gelmektedir (Can, Siinnetgioglu ve Durlu, 2012).

Gastronomi bilimi ile ilgili bircok tanim bulunmaktadir. Bazi tanimlar sunlardir;

Richards (2002), gastronomiyi; yemegi hazirlamak, pisirmek, sunmak ve tiiketilmek eylemlerinin sonucu olarak
tanimlamakradir. Kivela & Crotts (2000) ise, gastronomiyi yemek yeme sanatini inceleyen bir disiplin dali olarak
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ifade etmektedirler. Gastronomi; yemek yerken alinacak zevk diizeyi ve bu zevkin diizeyini artrabilmek icin ne-
ler yapilabilecegini arastiran bir bilim dalidir (Gillespie & Cousins, 2001).

Asailik, 6zverili calismay1 gerektirmenin yant sira tist diizeyde bilgi, beceri ve planl ¢alismay1 gerektiren bir mes-
lek olarak gastronomi igerisinde yer almaktadir. Mesleki Egitim ve Gelistirme Projesi (MEGEP 2007: 12); “kendi
bagina ve belirli bir siire icerisinde kahvaltilars, corbalars, zeytinyagly yemekleri, mezeleri, hamur isi yemeklerini, sala-
talars, sicak ve sofuk soslars, kirmizi et, kitmes hayvanlars, sakatat ve av hayvanlar: yemeklerini, su ve deniz diriinleri
yemeklerini, sebze ve kurubaklagil yemeklerini, pilav ve makarna yemeklerini, tatlilar: ve icecekleri kendi bagina ha-
zrlama bilgi ve becerisine sahip nitelikli kisi” olarak asctyr tanimlamakeadir.

Gastronomi Olgusunun Taribsel Gelisimi

Insan ve yemek arasindaki iligki, insanin var olmast ile balar. Bir insan igin agligini gidermek her zaman ilk ihti-
yact olmustur. Yemek hazirlamanin, sunmanin ve yemenin tarihte kendisine bir sanat ve kiiltiir unsuru olarak yer
bulmast ¢ok zor olmustur. Unlii filozof Platon 4. Yiizyilda yazmis oldugu ‘Gorgias’ adli eserinde gastronominin
asla bir sanat olamayacagini sdylemistir. Platon’a gore gastronomi: “Sadece keyif ve zevk tiiretmeye dayali bir uy-
gulama” dir. Tipk: sahte ve zararli olarak tanimladigs hitabet sanat gibi degerlendirmis ve ikisinin de islendigi yer
agiz oldugunu ifade etmigtir. Bir bagka Yunan filozofu olan Epikiiros'a gore ise “Her tiirlii iyiligin koki ve kay-
nag mide yoluyla edinilen hazda bulunur. O hazzt da bize gastronomi saglar”. “Insanlarin varlig1 ve geleceginin
beslenmeye bagli oldugunu anladigindan bu yana yedigi her seyi anlayabilme cabast”, gastronomiyi tanimlayan en
iyi tanimdir. Gastronomi birgok bilim ve sanat dali ile iliski igerisindedir. (Akgiin, 2015)

Tiirkiye’ de ise gastronomi bilimi ile alakali galismalar 1980’1 yillardan sonra artamaya baglamistir. Omer Kilig'in
2009 yilinda yazdig1 “Yemegin Tarihi’ isimli kitap gastronomi ile ilgili yapilan ¢alismalara 6rnektir. Bundan bagka
Gastronomi Dergisi, Yemek ve Kiiltiir dergisi gibi dergiler, Yesil Elma, Soframizda gibi tv programlari, yemek ki-

taplari ve sadece yemek programi yapan 6zel kanallar gastronominin 6nemini ortaya koymaktadir. (Daylar, 2015).

As¢ilik Egitiminin Gerekliligi

Kiiresellesen diinyada turizm sektoriiniin yapist da degismistir. Degisen ve siirekli artg gosteren rekabet kogsul-
lart igerisinde misafirlere verilen hizmetin kaliteli olup olmamas biiyiik bir 6neme sahip hale gelmistir (Oztiirk
ve Gorkem, 2011: 69). Diinya genelinde turizm sekedriinde yasanan bu gelismeler tilkemizi de etkilemis, sunu-
lan hizmette ki kaliteyi arturma konusunda ihtiya¢ duyulan nitelikli ve kalifiye personel agigini ortaya ¢ikarmisur.
Meydana gelen bu ihtiyact kargilamadaki en biiyiik sorun yeterli bilgi ve beceriye sahip nitelikli personeli yetis-
tirebilmektir. Yiyecek icecek egitiminin verildigi okullarin mevcut olanaklari, ascilik egitimi alan égrencilerin ge-
rekli yeterliliklere sahip sekilde mezun olmalarinda ve kendilerine ve mesleklerine saygili olmalarinda ¢ok 6nem-
lidir (Kurnaz, Akyurt Kurnaz ve Kilig, 2014: 42).

Mesleklerine kargt takindiklart olumlu veya olumsuz tutumlar agcilarin yeterlilik diizeyleri ve basarilarini etkileyen
en 6nemli etkenlerdendir. Yapuklar: ise karst olumlu duygu ve davranis igerisinde olan agcilar daha etkili ve ve-

rimli sekilde calismaktadir (Terzi ve Tezci, 2007: 595-596).
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As¢ilrik Ulusal Meslek Standard: ve Yeterliligi

Turkiye Yeterlilik Cergevesi, sekiz (8) seviyeden meydana gelen bir yapida tasarlanmistir. Tiirkiye Yeterlilik Cerge-
vesinde her seviye, soz konusu seviyedeki yeterliliklerin sahip oldugu ortak 6grenme kazanimlarina gére tanimlan-
misur. Her seviyeyi bilgi, beceri ve yetkinlikler agisindan tanimlayan 6grenme kazanimlarina iligkin tanimlar di-
zisi seviye tanimlayicisi olarak adlandirilmakra ve seviye tanimlayicilar Tiirkiye Yeterlilik Cercevesinin ¢ekirdegini
olusturmakradir. Seviye tanimlayicilari, Tiirkiye Yeterlilik Cercevesin icerisindeki diger tiim yapt ve araglar icin te-
mel saglamaktadir. Sekil 1'de mesleki yeterlilik cergevesinde egitim seviyeleri gosterilmektedir.

00

. Seviye

~l

Lisans
Diplomasi

. Seviye

Lisans Diplomasi,
Uzman

Seviye / (jnlisa_lrr;ir[])iilt);c:mash \
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Kaynak: hetps://myk.gov.tr
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Tiirkiye'de Orgiin As¢ilik Egitimi

Ascilik egitimi veren kurumlarin agilmasindan 6nce ascilik, alaylt denilen usta ¢irak iligkisi yontemi ile 6grenil-
mekteydi. Bu yontemde isi 6greten ustalar, mesleki bilgi ve becerilerini saklayarak ve ciraklar Gistiinde baski ku-
rarak yeni ascilar yetigtirmekteydi. Yeni ascilarin yetigtirilmesi siireci bu yontemle ¢ok uzun siireler almaktayd:.
Ascilik egitimi veren kurumlarin agilmast bu siirenin azalmasini ve kalifiye agcilarin yetistirilmesini saglamistr. Agi-
lan bu egitim kurumlari ayni zamanda asciligin bir meslek olarak kabuliinii de saglamisur (Hughes, 2003: 10).
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Tiirkiye'de
Aseilik Egitimi

I—I—I

Orgiin Egitim Yaygin Egitim

| |Mesleki Egitim

| Orta Ogretim Merkezleri

Halk Egitim

M| Ontisans | Merkezleri

Turizm Egitim

B Lisans | Merkezleri

Mesleki
“— Lisanstisti | Acikdgretim
Lisesi

Is Giicti
—  Yetigtirme
Kurslar

Kamu
Kuruluslarnnca
Verilen Ascihk

Egitimi

Ozel Ascilik
Okullan ve
Mutfak
Akademileri

Sekil 2. Tiirkiyede Ascilik Egitiminin Genel Goriiniimii
Kaynak : Daylar, 2015: 20.

Tiirkiye'de Yaygin As¢ilik Egitimi

Yaygin egitim, cesitli nedenlerle 6rgiin egitim kurumlarina devam edemeyen bireylere, ilgi, istek ve yeteneklerine ve
toplum ihtiyaglarina gore 6rgiin egitim kurumlari igerisinde veya farkli yaygin egitim kurumlarinda verilen egitim-
lerdir. Yaygin egitimde tipk: 6rgiin egitimde oldugu gibi milli egitimin temel ilke ve amaglarina uygun olarak verilir.
Bireyler kauldiklar bu egitim faaliyetleri sonucunda yapacaklart mesleklere iliskin bilgi becerileri kazanmus olurlar.

Ulkemizde yaygin ascilik egitimi; Mesleki Agik Liselerde verilen yiyecek igecek hizmetleri alani, mutfak ve pasta-
cilik dal egitimleri, Mesleki Egitim Merkezleri, Halk Egitim Merkezleri, Turizm Egitim Merkezlerinin vermis ol-
duklart mesleki kurslari, cesitli odalar, sivil toplum &rgiitleri, belediyeler vb. kurum ve kuruluslar vasitastyla ¢o-
gunlukla is baginda egitim olarak verilmektedir (Sari, 2007).

Yontem

Arastirma yontemi olarak nicel aragtrma desenlerinden biri olan tarama modeli kullanidmistr. Hazirlanan anketle
stajyer calistiran isletmeler arasindan segilen rneklem isletmelerdeki sorumlu personellerin goriisleri alinarak mes-
lek liselerinde verilen agcilik egitiminin yeterlilik diizeyi belirlenmeye ¢aligilmugtr.
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Aragtirmanin evrenini, Istanbul'da faaliyet gosteren ve mutfaklarinda stajyer istihdam eden 4 ve 5 yildizli oteller ile
turistik belgeli restoranlarda gorev yapan sorumlu personellerden olusturmaktadir. Arastirmacinin Istanbul ilinde
gorev yapmasinin verilere ulasmakta kolaylik saglayacagindan dolay1 Istanbul ilindeki isletmelerde ¢alisan sorumlu
personeller evren olarak secilmistir.

Aragtirmanin 6rneklemini hesaplamak amacr ile Istanbul Kiiltiir ve Turizm Miidiirliigii niin yayinlamis oldugu Is-
tanbul Turizm Istatistikleri Raporu incelenmistir. Buna gore aragtirmamizin evrenini olusturan sorum personelin
calisugt isletme sayist 420 olarak bulunmug ve Tablo 1'de gdsterilmistir.

Tablo 1. Istanbul 1li 4 ve 5 Yildizls Oteller ve Turistik Restoran Sayilart

Isletme Sinify Isletme Sayist

Avrupa Anadolu Toplam
5 Yildizli Otel 80 19 99
4 Yildizli Otel 108 12 120
Restoran 140 71 211
Toplam Islerme 420

Kaynak: [stanbul Kiiltiir ve Turizm Miidiirligi, 2017 : 22-23

[sletme sayilarina bakilarak; her isletmede 1 yiyecek icecek miidiirii, 1 asgibast, 1 as¢ibast yardimeist ve kisim gef-
lerinin de her 4 démii seften sorumlu oldugu géz oniinde bulundurularak 4 yildizli otellerde 3, 5 yildizli otel-
lerde 4 ve restoranlarda ise 2’ser tane calistig1 varsayilarak ortalama sorumlu personel sayisi bulunmaya caligilmugtur.

Tablo 2. Istanbul ili 4 ve 5 Yildizlr Oteller Ile Turistik Restoranlarda Caligsan Tahmini Personel Sayist

Yaklagik Calisan Personel Sayist 5 Yildizli Otel 4 Yildizli Otel Restoran Toplam
Yiyecek Icecek Miidiirii 99 120 211 430
Ascibast 99 120 211 430
Ascibagt Yardimcist 99 120 211 430
Kisim Sefi 396 360 422 1178
Toplam 693 720 1055 2468

Giivenirlik analizi tablosuna gore teorik yeterlilik 6lgegi icin giivenirlik katsayist a= 0,729 yani oldukga giiveni-
lir, pratik yeterlilik 6l¢egi icin ise 0= 0,777 yani oldukga giivenilir diizeyde bulunmustur. Bu sonug dlgegin giive-
nilir oldugunu gésterir.

Tablo 3. Giivenilirlik Analizi

Olgek Cronbach’s Alpha Madde Sayist
Teorik Yeterlilik 0,729 28
Pratik Yeterlilik 0,777 28

Normal dagilim analizi incelendiginde teorik yeterlilik carpiklik degerinin -0,2616, basiklik degerinin -0,9195,
pratik yeterlilik carpiklik degerinin -0,0133, basiklik degerinin ise -0,1183 ¢ikugr goriilmektedir. Degerlerin +
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1,50 ve -1.50 arasinda ¢ikmasindan dolayi dagilimin normal oldugu sonucuna ulagilmistir. Bu sonuca gore veri-

lerin analizinde parametrik testler kullanilmasi uygundur.

Tablo 4. Normal Dagilim Analizi

Olgek n Standart Sapma Carpiklik Basiklik

Teorik Yeterlilik 382 0,69641 -0,2616 -0,9195

Pratik Yeterlilik 382 0,60047 -0,0133 -0,1183
Bulgular ve Yorumlar

Bu boliimde, 6grencilerin kazanmast gereken yeterlilikler géz oniinde bulundurularak, 6grencilerin teorik ve pra-
tik yeterliliklerinin 6l¢tilmesine iligkin hazirlanan anketin, sektorde calisan sorumlu personele uygulanmast sonu-

cunda elde edilen verilerin analizi ile ortaya ¢ikan bulgular ve bulgulara iliskin yapilan yorumlar yer almaktadir.

Aragtirmaya Katilanlarin Demografik Ozelliklerine Iligkin Bulgular

Uygulanan anketler sonucu ankete katlan isletmelerdeki sorumlu personellerin demografik yapisina iliskin bilgi-

ler Tablo 3'de gdsterilmistir.

Tablo 5. Arastirmaya Katilanlarin Demografik Ozellikleri

Degisken Say1  Oran | Degisken Say1 | Oran
Goreviniz Yiyecek Igecek Miidiiri 31 8,1 4 yildizli otel 208 |28,8
Ascibast 40 10,5 | Galistiginiz 5 yildizli otel 128 |[33.5
Ascibast yardimeist 96 25,1 | isletme sinifi Restoran 146 | 38,2
Kisim sefi 215 56,3
Egitim Okur-Yazar 15 3,9 10’dan az 15 3,9
durumunuz ok 16 42 11-15 25 |65
Ortaokul 146 38,2 16-20 23 6,0
Lise 134 35,1 21-25 32 8,4
Onlisans 50 13,1 Su ana kadar 26-30 40 10,5
Lisans 14 3,7 calistirdiginiz 31-35 46 12,0
Lisansiistii 7 1,8 | stajyersayist. 3640 56 | 147
Su anda 1-3 39 10,2 41-45 59 15,4
isletmede 4-6 230 60,2 46-50 28 |73
fﬁ;i:::;ls‘:‘“ 7-10 71186 50den fazla 58 152
10°dan fazla 42 11

Arastirmaya katilanlarin % 8,12’sini yiyecek icecek midiirii, %10,47 sini ascibasi, % 25,13 tiniin as¢ibagt yardim-
aist ve %56,28’ini de kisim sefi olusturmaktadir. Isletmelerdeki is yogunlugu sebebi ile goriismelerin biiyiik co-
gunlugu kisim sefleri ile yapilarak anketler doldurulmustur.
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Arastirmaya kaulanlarin % 3.9’u okur yazar, %4.2’si ilkokul mezunu, %38,2si ortaokul mezunu, %35,1’i lise
mezunu, % 13,1’i énlisans mezunu, % 13,1’i lisans mezunu ve % 1,8’i lisansiistii mezunlarindan olusmaktadir.
Mutfakta calisan personelin ¢ogunlugunu ilkokul ve ortaokul mezunlari olusturmaktadir. Kaliteli hizmetin iyi egi-
timle dogru oldugundan sektorde calisan personelin egitim diizeyinin arttirilmasina ydnelik calismalar yapilmalidir.

Aragtirmaya kaualanlarin %33,5’i 5 yildizli otellerde, % 28,3’ii 4 yildizli otellerde ve %38,2’si restoranlarda calis-
makeadirlar. Aragtirmada kullanilan anket en yiiksek oranda restoranlarda calisan sorumlu personele uygulanmus-
ur. Bunu 5 yildizli oteller ve sonrasinda 4 yildizli oteller takip etmektedir.

Aragtirmaya katilan sorumlu personellerin ¢alistiklart isletmelere bakildiginda, isletmelerin % 10,2’sinde 1 ila 3
arasinda, %19,4’tinde 4 ila 6, %59,4’tinde 7 ila 10 ve %]11’inde 10 dan fazla stajyerin hala calistiklar1 goriilmek-
tedir. Aragtirmamiza katilanlarin anket sorularimiza verdikleri cevaplarda giincel diisiincelerini yansitmalart agisin-
dan stajyerlerle calismaya devam etmeleri 6nemlidir.

Arastirmaya kaulan sorumlu personellerin % 3,9’u 10'dan az, % 6,5’i 11 ila 15, % 6’s1 16 ila 20, % 8,4t 21 il
25, % 10,5 26 ila 30, % 12si 31 ila 35, % 14,7 si 36 ila 40, % 15,411 41 ila 45, % 7,3’ 46 ila 50 ve % 15,2
si 50°den fazla stajyerle su ana kadar ¢alismugtir. Aragtirmaya kaulanlarin cogunlugunun 26 ve iizerinde farkli staj-
yerlerle calistklart goriilmekeedir. Bu da aragtirmaya katlanlarin sorulari cevaplamak icin yeterli fikre sahip olma-
lart agisindan 6nemlidir.

Ogrencilerin Teorik ve Pratik Yeterliliklerine Iliskin Elde Edilen Bulgular

Ogrencilerin teorik ve pratik yeterlilik diizeylerine iliskin hazirlanan sorulara, sektér yoneticilerinin verdikleri ce-
vaplar neticesinde ortaya ¢ikan sonuglar bu béliimde agiklanmugtir.

Tablo 6. Ogrencilerin Teorik ve Pratik Yeterlilik Diizeyi

Teorik Yeterlilik Pratik Yeterlilik

Yeterlilik n Standart Ortalama Standart | Ortalama
Sapma Sapma

Kisisel bakim yapmayi (viicut temizligi vb.) teorik olarak bilir. 382 0,72 4,26 0,74 4,02
i§e hazirlik yapmay teorik olarak bilir. 382 0,62 4,24 0,54 3,90
Hijyen kurallarini teorik olarak bilir. 382 0,53 4,28 0,63 3,96
Eiﬁ?k kontrol noktalarint (HACCP) belirlemeyi teorik olarak 382 0.64 422 0.67 3,90
Besin gr}xPlarlnln giinlitk porsiyon miktarlarin: belirlemeyi teorik 382 0.70 422 0.70 3.90
olarak bilir.
Sebzeleri uluslararas: sekillerde dogramayi teorik olarak bilir. 382 0,62 4,18 0,59 3,88
Farkli pisirme yontemlerini teorik olarak bilir. 382 0,78 4,16 0,63 3,92
E?l;fsel ve Uluslararast ¢orba cesitlerini pisirmeyi teorik olarak 382 0.84 412 0.62 3.89
Ederi hazirlamayi ve pisirmeyi teorik olarak bilir. 382 0,74 4,24 0,65 3,88
Deniz tiriinleri hazirlamayi ve pisirmeyi teorik olarak bilir. 382 0,81 4,16 0,70 3,72
Acik biife kokteyl yiyecekleri hazirlamayr teorik olarak bilir. 382 0,69 4,23 0,58 3,93
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Teorik Yeterlilik Pratik Yeterlilik

Yeterlilik n Standart Ortalama Standart | Ortalama
Sapma Sapma

Tiirk mutfagina 6zgii yemekleri hazirlamayi teorik olarak bilir. 382 0,79 4,18 0,59 3,92
Osmanli mutfagina 6zgii yemekleri hazirlamayi teorik olarak bilir. | 382 0,81 4,24 0,57 3,84
Diinya mutfaklarini teorik olarak bilir. 382 0,76 4,24 0,62 3,89
Menii planlamasini teorik olarak bilir. 382 0,74 4,26 0,71 3,94
Yemek siisleme sanatini teorik olarak bilir. 382 0,69 4,14 0,58 3,94
Soguk mutfak iiriinlerini hazirlamay: teorik olarak bilir. 382 0,72 4,20 0,55 3,88
Gésteri servisi yapmayi teorik olarak bilir. 382 0,78 4,27 0,57 3,85
Mesleki Ingilizceyi teorik olarak bilir. 382 0,68 4,24 0,57 3,87
Ell};larak yapilan hamurdan iriinler hazirlamayi teorik olarak 380 0.79 412 0.66 3.92
b(;igfllarak yapilan hamurdan iriinler hazirlamay1 teorik olarak 382 0.7 426 0.62 3.88
Eilfilrrllerek yapilan hamurdan iiriinler hazirlamay1 teorik olarak 382 0.58 424 0.57 3.86
Milféy hamurundan tiriinler hazirlamay: teorik olarak bilir. 382 0,69 4,26 0,59 3,93
Hazir iiriinlerden basit tatlilar yapmayr teorik olarak bilir. 382 0,55 4,26 0,50 3,98
Siitlii tatlilar hazirlamayz teorik olarak bilir. 382 0,72 4,14 0,48 3,96
Meyve tatlilari hazirlamay: teorik olarak bilir. 382 0,56 4,20 0,47 3,88
Tahul tatlilart hazirlamayi teorik olarak bilir. 382 0,56 4,26 0,54 3,98
Hamur tatlilart hazirlamay: teorik olarak bilir. 382 0,62 4,24 0,59 3,93
Genel Ortalama 4,22 3,91

Ascilik egitimi alan 6grencilerin staj yapuklari isletmelerdeki sorumlu personelin anket sorularina verdikleri cevaplar
dogrultusunda, teorik yeterliliklerine iliskin elde edilen bulgular yukaridaki tabloda gdsterilmis olup, teorik yeterli-
liklerine iliskin yorumlar tablodan yararlanilarak yapilmustir. Tablodaki genel ortalamaya bakildiginda, yeterlilik sevi-
yesi 4,22 (kesinlikle kauliyorum) diizeyinde ¢itkmus olup oldukea yiiksektir. Bu da meslek liselerinde verilen agcilik

egitiminde kazandirilmak istenen yeterliliklerin teorik kisminin yiiksek oranda kazandirildigr anlami tagimaktadur.

Biitiin yeterlilikler bir birlerine yakin diizeyde kazandirilmakla beraber, genel ortalama olan 4,22 nin iistiinde ka-
zandirilan yeterlilikler; kisisel bakim yapmak, ise hazirlik yapmak, hijyen kurallarini bilmek, kritik kontrol noktala-
rini(HACCP) belirlemek, besin gruplarinin giinliik porsiyon mikearlarini belirlemek, etleri hazirlamak ve pisirmek,
acik biife kokteyl yiyecekleri hazirlamak, Osmanli Mutfagina 6zgii yemekler hazirlamak, diinya mutfaklarini teorik
olarak bilmek, menii planlamasi yapmak, gdsteri servisi yapmak, mesleki Ingilizceyi konugmak, cirpilarak yapilan
hamurdan tiriinler hazirlamak, pisirilerek yapilan hamurdan tirtinler hazirlamak, milféy hamurundan tirtinler ha-

zirlamak, hazir tirtinlerden basit tathlar yapmak, tahil tatlilar hazirlamak ve hamur tatlilart hazirlamak olmusgtur.

Sebzeleri uluslararast sekillerde dogramak, farkli pisirme yéntemlerini bilmek, yoresel ve uluslararast gorba cesitle-

rini pisirmek, deniz iirtinleri hazirlamak ve pisirmek, Tiirk Mutfagina 6zgii yemekleri hazirlamak, yemek siisleme
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sanatint bilmek, soguk mutfak tiriinlerini hazirlamak, kiyilarak yapilan hamurdan triinler hazirlamak, siitli tatli-
lar hazirlamak ve meyve tatlilari hazirlamak yeterlilikleri ise genel oratlamanin altunda kalan kazanimlar olmugtur.

Hijyen kurallarini teorik olarak bilmek en yiiksek ortalama ile en yiiksek diizeyde kazandirilan yeterlilik olmug-
tur. Kiyilarak yapilan hamurlardan iiriinler hazirlamak ve yerel ve uluslar arast ¢orbalar hazirlamak yeterlilikleri en
diisiik ortalama ile en az diizeyde kazandirilan yeterlilikler olmustur.

Kisisel bakim yapmak, menii planlamast yapmak, ¢irpilarak yapilan hamurdan iiriinler hazirlamak, milféy hamu-
rundan triinler hazirlamak, hazir tirtinlerden basit tatlilar yapmak, tahil tatlilari hazirlamak yeterliliklerini teorik
olarak ayn1 diizeyde bildikleri goriilmektedir. Ise hazirlik yapmak, etleri hazirlamak ve pisirmek, Osmanli Mut-
fagina dzgii yemekleri hazirlamak, diinya mutfaklarindan yemekler hazirlamak, mesleki ingilizceyi bilmek ve ha-
mur tathilart hazirlamak yeterliliklerini teorik olarak ayni diizeyde bildikleri goriilmektedir. Kritik kontrol noktala-
rini(HACCP) belirlemek ve besin gruplarinin giinlitk porsiyon mikearlarini belirlemek yeterliliklerini teorik olarak
aynt diizeyde bildikleri gorilmektedir. Soguk mutfak iiriinlerini hazirlamak ve meyve tatlilart hazirlamak yeter-
liliklerini teorik olarak ayni diizeyde bildikleri goriilmektedir. Sebzeleri uluslararasi sekillerde dogramak ve Ttirk
Mutfagina 6zgii yemekleri hazirlamak yeterliliklerini teorik olarak ayni diizeyde bildikleri goriilmektedir. Farkl:
pisirme yontemlerini bilmek ve deniz iriinleri hazirlamak ve pisirmek yeterliliklerini teorik olarak ayni diizeyde
bildikleri goriilmektedir. Yemek siisleme sanatini bilmek ve siitlii tatlilar hazirlamak yeterliliklerini teorik olarak
ayni diizeyde bildikleri goriilmektedir.

Ascilik egitimi alan 6grencilerin staj yapuklari igletmelerdeki sorumlu personelin anket sorularina verdikleri cevap-
lar dogrultusunda, pratik yeterliliklerine iliskin elde edilen bulgular yukaridaki tabloda gosterilmis olup, pratik ye-
terliliklerine iliskin yorumlar tablodan yararlanilarak yapilmistir. Tablodaki genel ortalamaya bakildiginda, yeterlilik
seviyesi 3,91 (Kauliyorum) diizeyinde ¢ikmus olup orta diizeyin tistiindedir. Buda meslek liselerinde verilen agcilik
egitiminde kazandirilmak istenen yeterliliklerin pratik kisminin yiiksek oranda kazandirildig1 anlami tagimaktadur.

Kazandirilmak istenen biitiin yeterlilikler pratikte birbirlerine yakin diizeylerde kazandirilmakla beraber, genel or-
talama olan 3,91’in iizerinde bir oratalama ile kazandirilan yeterlilikler, kisisel bakim (viicut temizligi vb.) yap-
mak, hijyen kurallarini uygulamak, farkli pisirme yontemlerini etkin sekilde uygulamak, acik biife kokteyl yiye-
cekleri hazirlayabilmek, Tiirk Mutfagina 6zgii yemekleri yapabilmek, menti planlamasini etkin sekilde uygulamak,
yemek siisleme sanatini etkin gekilde uygulamak, kiyilarak yapilan hamurdan iiriinler hazirlayabilmek, milfoy ha-
murundan iiriinler hazirlayabilmek, hazir {iriinlerden basit tatlilar yapabilmek, siitlii tatlilar hazirlayabilmek, tahil

tatlilari hazirlayabilmek ve hamur tatlilar hazirlayabilmek olmustur.

[se hazirlik yapmay1 etkin sekilde uygulamak, kritik kontrol noktalarini belirlemek, besin gruplarinin giinliik por-
siyon miktarlarini belirlemek, sebzeleri uluslararasi gekillerde dogramak, yoresel ve uluslararasi corba cesitlerini pisi-
rebilmek, etleri hazirlamay1 ve pisirmeyi etkin sekilde uygulamak, deniz iiriinleri hazirlamay: ve pisirmeyi etkin se-
kilde uygulamak, Osmanli Mutfagina 6zgii yemekleri yapabilmek, diinya mutfaklarina 6zgii yemekleri yapabilmek,
soguk mutfak iiriinlerini hazirlayabilmek, gosteri servisi yapmayr etkin sekilde uygulamak, mesleki Ingilizceyi iyi
ve etkin konugabilmek, ¢irpilarak yapilan hamurdan iiriinler hazirlayabilmek, pisirilerek yapilan hamurdan iiriin-
ler hazirlayabilmek ve meyve tatlilart hazirlayabilmek ise genel ortalamanin altinda bir ortalama ile kazandirilan ye-
terlilikler olmustur. Kisisel bakim yapmak pratik olarak en yiiksek diizeyde kazandirilan yeterlilik olmugtur. Deniz
tiriinleri hazirlamay: ve pisirmeyi etkin gekilde uygulamak ise en diisiik diizeyde kazandirilan yetetlilik olmustur.
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Hazir tiriinlerden basit tatlilar yapabilmek ve tahil tathilart hazirlayabilmek yeterlilikleri pratik olarak ayni diizeyde
kazandirilan yeterlilikler olmugtur. Hijyen kurallarini uygulamak ve siitii tatlilar hazirlayabilmek yeterlilikleri pra-
tik olarak ayni diizeyde kazandirilan yeterlilikler olmugtur. Menii planlamasini etkin gekilde uygulamak ve yemek
stisleme sanatini etkin sekilde uygulamak yeterlilikleri pratik olarak ayni diizeyde kazandirilan yeterlilikler olmus-
tur. Acik biife kokteyl yiyecekleri hazirlayabilmek, milféy hamurundan tiriinler hazirlayabilmek ve hamur tatlilar:
hazirlayabilmek yeterlilikleri pratik olarak ayni diizeyde kazandirilan yeterlilikler olmustur. Farkli pisirme yontem-
lerini etkin sekilde uygulamak, Tiirk mutfagina 6zgii yemekleri yapabilmek ve kiyilarak yapilan hamurdan iiriin-
ler hazirlayabilmek yeterlilikleri pratik olarak ayni diizeyde kazandirilan yeterlilikler olmustur. Ise hazirlik yapmayi
etkin gekilde uygulamak, kritik kontrol noktalarini belirlemek ve besin gruplarinin giinliik porsiyon miktarlarini
belirlemek yeterlilikleri pratik olarak ayni diizeyde kazandirilan yeterlilikler olmustur. Yoresel ve uluslararast ¢orba
cesitlerini pisirebilmek ve diinya mutfaklarina 6zgii yemekleri yapabilmek yeterlilikleri pratik olarak ayni diizeyde
kazandirilan yeterlilikler olmugtur. Sebzeleri uluslararast sekillerde dogramak, etleri hazirlamay1 ve pisirmeyi etkin
sekilde uygulamak, soguk mutfak iiriinlerini hazirlayabilmek, ¢irpilarak yapilan hamurdan iiriinler hazirlayabilmek
ve meyve tatlilart hazirlayabilmek yeterlilikleri pratik olarak ayni diizeyde kazandirilan yeterlilikler olmugtur. Her
iki tablo incelendiginde kazandirilmak istenen yeterlilikler teorik diizeyde, pratik diizeyden daha yiiksek oranda
kazandirilmigtr. Teorik egitim ile pratik egitim paralel sekilde ilerlemedigi goriilmekeedir.

Ogrencilerin Teorik ve Pratik Yeterlilikleri Arasindaki Iliskiye Iliskin Elde Edilen Bulgular

Uygulanan anketlere verilen cevaplar sonucunda teorik ve pratik yeterlilikler ayri ayri ortalamalari alinarak deger-
lendirilmigtir. Yapilan degerlendirme neticesinde teorik yeterlilik diizeyi 4.22, pratik yeterlilik diizeyi ise 3.91 dii-
zeyinde ¢ikmigs ve teorik yeterliligin pratik yeterlilik diizeyine gore daha iist diizeyde oldugu sonucuna ulagilmistr.
Tablo 6'da teorik ve pratik yeterlilik diizeyleri, her yeterlilik konusu i¢in ayr1 ayri kargilagtrilmis ve elde edilen so-

nuglara gore teorik ve pratik yeterlilik diizeyleri arasinda anlamli fark oldugu sonucuna ulagilmistir.

Tablo 7. Teorik Yeterlilik ve Pratik Yeterlilik Arasindaki iskiyi Gosteren T (Student) Testi

Teorik ve Pratik Yeterlilikler n Standart | Standart T P
Sapma | Hata

Kisisel bakim yapmay (viicut temizligi vb.) teorik olarak bilir. - Kisisel | 382 | ,87897  |,04497 | 5,413 |,000
bakim (viicut temizligi vb.) yapar.

Ise hazirlik yapmay teorik olarak bilir. - Ise hazirlik yapmay1 etkin | 382 |,62138 |,03179 | 10,539 |,000
sekilde uygulamaktadir.

3 | Hijyen kurallarini teorik olarak bilir. - Hijyen kurallarini uygular. 382 |,67780 |,03468 |9,209 |,000

Kritik kontrol noktalarini (HACCP) belirlemeyi teorik olarak bilir. - | 382 | ,70877 ,03626 8,879 |,000

4 Kritik kontrol noktalarin: belirlemektedir.
Besin gruplarinin giinliik porsiyon miktarlarint belirlemeyi teorik | 382 | ,78208 |,04001 | 7,981 |,000
olarak bilir. - Besin gruplarinin giinliik porsiyon miktarlarini belirler.

6 Sebzeleri uluslararas sekillerde dogramayi teorik olarak bilir. - Sebzeleri | 382 | ,63984 ,03274 9,116 |,000
uluslararas: sekillerde dograr.

7 Farkli pisirme yontemlerini teorik olarak bilir. - Farkli pigirme | 382 |,71135 ,03640 6,473 |,000

yontemlerini etkin sekilde uygulamaktadir.
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8 Yoresel ve Uluslararast ¢orba cesitlerini pisirmeyi teorik olarak bilir. - | 382 |,75688 ,03873 6,016 |,000
Yoresel ve uluslararasi corba gesitlerini pisirebilmektedir.

9 Etleri hazirlamay1 ve pisirmeyi teorik olarak bilir. - Etleri hazirlamay: | 382 |,88716 ,04539 7,901 |,000
ve pisirmeyi etkin sekilde uygulamakeadir.

10 Deniz iiriinleri hazirlamay: ve pisirmeyi teorik olarak bilir. - Deniz | 382 | 1,14327 |,05849 7,474 1,000
tiriinleri hazirlamay1 ve pisirmeyi etkin sekilde uygulamaktadir.

1 Acik biife kokteyl yiyecekleri hazirlamay: teorik olarak bilir. - Agik | 382 |,68956 ,03528 8,310 |,000
biife kokteyl yiyecekleri hazirlayabilmektedir.

12 Tiirk mutfagina 6zgii yemekleri hazirlamay: teorik olarak bilir. - Tiirk | 382 | 1,01348 |,05185 4998 |,000
mutfagina dzgii yemekleri yapabilmekeedir.

13 Osmanli mutfagina 6zgii yemekleri hazirlamay: teorik olarak bilir. - | 382 |,91002 ,04656 8,546 |,000
Osmanli mutfagina 6zgii yemekleri yapabilmektedir.

14 Diinya mutfaklarini teorik olarak bilir. - Diinya mutfaklarina ozgii | 382 |,86488 |,04425 |7,927 |,000
yemekleri yapabilmektedir.

s Menii planlamasini teorik olarak bilir. - Menii planlamasini etkin | 382 |,87400 ,04472 7,142 |,000
sekilde uygulamaktadir.

16 Yemek stisleme sanatini teorik olarak bilir. - Yemek siisleme sanatini | 382 |,81661 ,04178 4,887 |,000
etkin sekilde uygulamaktadir.

17 Soguk mutfak iiriinlerini hazirlamay1 teorik olarak bilir. - Soguk | 382 |,90166 ,04613 7,036 |,000
mutfak iiriinlerini hazirlayabilmektedir.

18 Gésteri servisi yapmay teorik olarak bilir. - Gosteri servisi yapmayi | 382 |,78894  |,04037 | 10,441 |,000
etkin sekilde uygulamaktadur.

19 Mesleki 1ngilizceyi teorik olarak bilir. - Mesleki 1ngilizceyi iyi ve etkin | 382 |,79939 ,04090 9,153 |,000
konusabilir.
Kiyilarak yapilan hamurdan iiriinler hazirlamay1 teorik olarak bilir. - | 382 |,89951 ,04602 | 4,266 |,000

20 . J.
Kiyilarak yapilan hamurdan tiriinler hazirlayabilir

21 Curpilarak yapilan hamurdan iriinler hazirlamay: teorik olarak bilir. - | 382 | ,84760 ,04337 8,692 |,000
Curpilarak yapilan hamurdan iiriinler hazirlayabilir

2 Pisirilerek yapilan hamurdan iiriinler hazirlamay: teorik olarak bilir. - | 382 |,72082 ,03688 10,292 |,000
Pisirilerek yapilan hamurdan iiriinler hazirlayabilir

23 Milféy hamurundan iiriinler hazirlamay: teorik olarak bilir. - Milféy | 382 |,87909 ,04498 7,333 |,000
hamurundan tiriinler hazirlayabilir.

24 Hazir iiriinlerden basit tatlilar yapmay1 teorik olarak bilir. - Hazir | 382 |,68846 ,03522 7,878 |,000
tirtinlerden basit tatlilar yapabilir.

25 | Siitlii tatlilar hazirlamayi teorik olarak bilir. - Siitlii tatlilar hazirlayabilir. | 382 |,85818  |,04391 |3,935 |,000

2 Meyve tatlilart hazirlamayr teorik olarak bilir. - Meyve tatlilari | 382 |,72935 ,03732 8,488 |,000
hazirlayabilir.

27 Tahil rtatlilart hazirlamayr teorik olarak bilir. - Tahil tatlilari | 382 |,63141 ,03231 8,832 1,000
hazirlayabilir.

28 Hamur tatlilart hazirlamay: teorik olarak bilir. - Hamur tathilar | 382 |,69409 ,03551 8,698 1,000
hazirlayabilir.

Ascilik egitimi almug 6grencilerin teori yeterlilik diizeyleri ve pratik yeterlilik diizeyleri kargilagtirilmig ve aralarinda
anlamli fark olup olmadig incelenmistir. Her madde i¢in p anlamlilik degerinin p=0,000<0,05 ¢ikmasindan do-

lay1 aralarinda istatistiksel olarak anlamli fark oldugu sonucuna ulagilmistir.
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Tablo 8. Teorik Yeterlilik ve Pratik Yeterlilik Diizeyleri Genel Ortalamalars Arasindaki liskiyi Gosteren T (Student) Testi

n Ortalama Standart Sapma Standart Hata T p
Teorik Yeterlilik 382 4,22 0,69641 0,03563 7,709 ,000
Pratik Yeterlilik 382 391 0,60047 0,03072 7,709 ,000

Teorik yeterlilik diizeyleri ortalamasi (4,22), pratik yeterlilik diizeyi ortalamast ise (3,91) olarak bulunmus, teorik ye-
terlilik diizeylerinin pratik yeterlilik diizeylerinden yiiksek olduklart goriilmiistiir. Anlamlilik degerinin p=0,000<0,05
olmasindan dolay1 aralarinda anlamli fark oldugu sonucuna ulagiimigtir. Yani, turizm egitimi alan 6grencilerin te-
ori yeterlilik ve pratik yeterlilik diizeyleri genel ortalamalari arasinda istatistiksel olarak anlamli fark vardir.

Sonug ve Oneriler

Egitim her alanda oldugu gibi turizm sektoriiniin ve bu sektér icerisinde yer alan yiyecek icecek sekedriiniin gele-
ceginin gekillenmesinde biiyiik bir 6neme sahiptir. Emegin yani insan giictiniin yogun olarak kullanildigi bu sek-
torde faaliyet gosteren isletmelerin kalitesi ve buna bagli olarak devamliliklari, sunulan hizmetin kalitesine bagli-
dir (Sergek ve Ozaltas Sergek, 2017: 418). Sunulan hizmetin kalitesi ise hizmeti sunan personelin alant ile ilgili
almis oldugu egitim ile iligkilidir.

Genel olarak turizm egitimi ve bunun icerisinde yer alan yiyecek icecek egitiminin amaci, sektoriin ihtiyag duy-
dugu nitelikli personeli yetistirmektir. Degisen rekabet kogsullarinda isletmelerin sekedr icerisinde varligint siirdii-
rebilmesi calistirdiklart personellerin bilgi ve beceri diizeylerine baglidir. Yine isletmelerin verdikleri hizmette kali-
teyi arttirabilmesi, hizmeti veren personelin bilgi ve beceri diizeyi ile iliskilidir. Personelin bilgi ve beceri diizeyini
artmast ise almis olduklari veya alacaklari mesleki egitimin sonucunda olacakur. Verilen mesleki ascilik egitimi-
nin, igletmelerde maliyetleri diistiriicii, verimliligi ve kaliteyi arturict etkileri oldugu goriilmektedir. Tiim bunlarin
saglanabilmesi verilen egitim programlarinin niteligine baghdr.

Giiniimiiz sartlar1 dikkate alinarak verilen agcilik egitimi programlart degisen ve gelisen sartlara gore yeniden dii-
zenlenmelidir. Sektoriin ihtiyag duydugu ascilar, yapugi isi seven, sektorle ilgili gelisim ve degisimleri takip eden,
yaptig1 yemeklerin kalitesini siirekli 6lgen ve gelismeye acik kisilerdir. Bunu saglayacakta zamanin sartlarina uy-
gun ve gelisime acik egitim programlarinin yapilmasi ile miimkiin olacaktir. Yapilan ¢alismada hem mutfak so-
rumlularina yapilan anketler hem de yapilan yiiz yiize goriismeler sonucunda, 6grencilere verilen egitimin teorik
diizeyde yeterli, pratik diizeyde ise teorik egitime gdre daha yetersiz oldugu sonucu ortaya ¢ikmistr. Yapilan aras-
tirmada sorumlu personeller ile yapilan goriismeler sonucunda elde edilen bulgular incelendiginde, meslek lisele-
rinde verilen ascilik egitimin teorik diizeyde yeterli fakat pratik diizeyde verilen egitimin teorik egitime gore daha
alt diizeyde oldugu goriilmektedir.

Ascilik egitiminin en 6nemli agamast olan teorik egitimin yeterliligini arttirmak icin okullarin ve bu okullarda uy-
gulanan miifredatn bu dogrultuda diizenlenmesi gerekmektedir. Siirekli degisen ve gelisen kosullara ayak uydu-
rulabilmek i¢in egitim programlarinin da gelistirilip degistirilmesi ve béylece sektdrdeki nitelikli personel sayisini
artirarak kalitenin yiikseltilmesi saglanacakur.

* Okullarda uygulanan egitim programlari zamanin sartlarina uygun, sektoriin beklentilerini kargilayacak, degi-
siklik ve yeniliklere acik olacak sekilde yeniden diizenlenmelidir.
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* DPratik egitim yapilan uygulama atolyeleri, verilen egitimin yeterli diizeyde olmasini saglayacak sekilde diizen-
lenmeli ve teknolojik gelismelere uygun sekilde donatulmalidir.

* Yiyecek icecek egitimi veren egitmenlerin de yeterlilik diizeylerini arttirmak icin sekedrle isbirligi yapilarak, egit-
menlerin yeterliliklerini arttrict, yasanan degisiklik ve yeniliklere uygun hizmet ici egitimler verilmelidir.
e Sektor temsilcileri ile isbirligi yapilarak, verilecek pratik egitim uygulamalarina kaulmalari saglanmalidir.

e Ders programlarl hazirlanirken pratik egitime aynlan zaman ile teorik egitime ayrllan zaman, egitimler arasin-

daki paralelligi saglamak icin dengeli ayarlanmalidir.

e Meslek liselerine ve meslek alanlarina ogrenciler yerlestirilirken, sektoriin ihtiyag duydugu personel ozellikleri
dogru analiz edilmeli ve bu ozellikleri tastyan 8grencilerden istekli ve yetenekli olanlarin alana ydnlendirilmesi
yapilmalidir.

¢ Ogrencilerin alan tercihleri alinmadan once, 6grencilere alanin tiim sartlar1 ve 6zellikleri detaylica anlatilmals
ve alan tanitilmali béylece 8grencilerin alan tercihlerini dogru yapmalari saglanmalidir.

¢ Ogrenciler staj siiresince siki takip edilmeli ve yaptiklari staj sirasinda bilgi ve beceri diizeylerini artirict galis-
malar yapmalari saglanmalidir.

* Stajin sadece mezun olabilmek i¢in doldurulmast gereken bir zaman dilimi olmadigs, meslek ile ilgili bilgi ve
beceri diizeylerini artiracak dolayist ile de mesleki geleceklerini etkileyecek bir ¢alisma oldugu 6grencilere be-
nimsetilmelidir.

* Staj yapilan isletmelerdeki sorumlu personeller, staj yapan égrencilerin amaglari konusunda bilinglendirilmeli
ve 6grencilere isi ogretici sekilde dogru yaklagmalari saglanmalidir.

o Sektor ile egitim kurumlari arasinda isbirligi arttirilmali ve kargilikli beklentiler dogru sekilde kargilanmalidir.
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NEW TRENDS IN TOURISM MARKETING:
AUGMENTED REALITY APPLICATIONS

Sadik Sercek’

Abstract

Developments in information and communication technologies have diversified tourism marketing and tools used
in the field. In recent years, augmented reality applications have been added to this diversity and it has started
to be used in marketing. Today, due to the strengthening of competition, awareness of consumers, brands’ un-
derstanding, value and closer to the customer, brands are not sufficient to move to digital media, in other words,
new media channels, and it is inevitable to communicate with the customer through creative designs. In this way,
the consumer can save time, have immediate knowledge of the relevant product and gain new experiences in this
process. With the augmented reality infrastructure, how tourism marketing sheds light on the future and how
it creates new experiences for customers is examined. As a result, applications that enable augmented reality ex-
perience in the perspective of tourism marketing are examined. In this context, the direction in which tourism
marketing will go in the future and how it will affect the customers’ experiences are discussed. In a period when
digital marketing competes with traditional advertising, the tourism sector can gain a significant competitive ad-
vantage by using augmented reality applications in service delivery and marketing,.

Keywords: Tourism Marketing, Augmented Reality, Virtual Reality.

Introduction

Rapid advances in technology affect every stage of our lives and lead to changes. As it is known, people have to
adapt to these developing technologies in order to survive in a constantly changing world with technology (Ozal-
tag Sercek, Kaya & Sercek, 2017). At this point, augmented reality and virtual reality technology, an innovative
technology that enables the creation of three-dimensional images and virtual environments, has begun to develop.
Augmented reality and virtual reality technology have many benefits that are unique to every field, especially pro-
viding a sense of reality in the virtual environment, creating different experiences, providing information and pro-
viding convenience. Therefore, augmented reality and virtual reality technology are used in education, engineer-
ing, medicine, marketing, planning, management, advertising, promotion, food and beverage, entertainment, art,

museum, architecture, military and so on. It is used in many areas as well as in tourism.

Tourism sector and the enterprises in the sector are directly and long-term affected by technological developments
(Buhalis & Law, 2008). Due to changing and developing conditions in the tourism sector, competition is increas-
ing day by day. In the age of technology, consumers have become experience-oriented. In the light of these orien-
tations, the concept of augmented reality and virtual reality emerges for businesses. Augmented reality and virtual
reality technology create three-dimensional visual objects and virtual environments in tourism, tourism tourists,

1 Dicle University, sadik.sercek@dicle.edu.tr
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destinations, museums, historical, cultural and architectural areas and so on. places in this virtual environment as
if it were real. It also provides information on tourist, historical, architectural and cultural sites and tourism busi-
nesses by guiding tourists to destinations. So; augmented reality and virtual reality technology, tourism tourism
activities from the beginning until the end of tourism activities, tourism enterprises, destinations, museums and
so on. attractive places, tourists and everyone in tourism provides many benefits. Therefore, the use of augmented
reality and virtual reality technology in tourism is very important. It is an innovation that will change tourism in

the future and the tourism sector and people need to act in accordance with this innovation.

This innovation in technology has been predominantly beneficial for those working in travel-based industries.
Augmented Reality, or AR, offers an excellent selling experience and augmented environments, which can be en-
hanced in diverse ways in the tourism sector (Shah, 2019). For many countries, tourism is one of the largest in-
dustries in their domestic economies. The tourist business is always trying to keep pace with time and to step up
the game with new technology. Especially now, when the dominant part of travelers are the millennial. Augmented
reality in tourism has a great potential to enhance travelers’ experiences. New AR mobile apps provide useful in-

formation, navigation, guides, and translations.

The aim of this study is to reveal the benefits of augmented reality and virtual reality technology to tourism and
its importance in tourism. A theoretical study on augmented reality phenomenon as an important marketing in-
novation and tool for tourism sector has been made. In this study, the definition of augmented reality and vir-
tual reality, its historical development and how it is used in the marketing of tourist destinations are discussed. In
addition, the benefits of augmented reality and virtual reality technology to tourism and its importance in tour-
ism are examined.

Tourism and Technology

Today, tourism sector is one of the sectors that is increasingly benefiting from the existing information and com-
munication technologies. Technological advances in everyday life have not only improved management effective-
ness and higher functionality in the tourism sector, but also facilitated access to guests. The ever-expanding capi-
tal of knowledge has resulted in the emergence of smart businesses in the tourism sector, making full use of staff
creativity. Technological innovations have created changes in the expectations and satisfaction perceptions of the
guests by creating the expectation of technological equipment in the hotels where they will be staying. Therefore,
information and communication technologies play a key role in the effective functioning of smart tourism enter-

prises (Jaremen, Jedrasiak & Rapacz, 2016).

Travel and tourism business is a highly researched segment. The customers in the travel industry always plan their
journey, stay, or food places to explore through extensive research. The pursuit for data and information does not
come to a standstill for a customer even after his arrival at their targeted travel destination. Furthermore, all these
information are explored in a range of mobile devices (Shah, 2019).

The changing customer profile, the changing demands and the technology to respond to these requests have made
it compulsory for tourism enterprises to adapt themselves to this system. All tourism industry stakeholders, in-
cluding travel agencies, accommodation businesses, catering and transport businesses, benefit from electronic mar-

keting (Ozkul & Dermirer, 2013). Tourism businesses use technology as a value-added opportunity to promote
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differentiation and increase guest satisfaction (Cobanoglu, Berezina, Kasavana & Erdem, 2011). It is predicted
that augmented reality technology will change the marketing and business world.

Smart systems are next-generation information systems that promise to provide tourism consumers and service
providers with more useful information, more decision support, more mobility, and ultimately more fun tourism
experiences (Gretzel et al., 2015). With the help of mobile internet applications, it is possible to organize travel
by mobile phone, make reservations to airplanes and hotels, access maps and get information about the nearest
restaurants (Ozkul & Demirer, 2013). Even during travel, the Internet provides travelers with rich, varied infor-
mation due to smartphones and other technologies, easy accessibility and connectivity (Huang, Goo, Nam &
Yoo, 2017). Every day, the tourists who are more advanced in the use of technological developments are benefit-
ing from the technology in every environment from the decision making process to the holiday return feedback
process, not only at the stages where the holidays take place (Cakmak & Demirkol, 2017).

It is both difficult and appealing to travel to a foreign destination without having a translator to guide you. How-
ever, with AR technology, smart phones can be utilized to translate foreign languages for different types of user

(Shah, 2019).

With the developments in Industry 4.0, augmented reality technologies, which are widely used, are used in tour-
ism sector as well as in all other areas (Sergek & Ozaltas Sercek, 2015). Experience in promotion and marketing
is very important and may not always be provided. In this sense, it is important that such technologies are recog-
nized by tourism marketers and used as a marketing tool. This will provide an interactive marketing environment
and accelerate the development of tourism as it increases the interest in tourism. In order to better market their

products, businesses can invest in augmented reality technologies and create creative jobs.

Augmented Reality (AR) and Virtual Reality (VR)

Augmented Reality (AR) is one of the most interesting visual technologies in the world. This technology, which
means augmented reality, has started to appear in different fields. With this technology you can hear, see and feel
virtual experiences in the real world.

The augmented reality, first developed in the late 1950s and becoming widespread in the 1990s, can be described
as simply the completion of the real-world field with computer-generated digital datal. Augmented reality has
emerged in the historical process with the representation given below as the “reality - virtuality plane”. This screen-
ing was made in 1960 by Ivan Sutherland of Harvard University and a student at the University of Utah (Craig,
2013). Augmented reality (AR) obtained by enriching real world objects and spaces through virtual elements pro-
duced in computer systems, from education to stopper; It is a field that has been used in a wide range of fields
from game industry to military applications and has been very popular in recent years.

The number of studies on augmented reality technology has been increasing in recent years. In the light of these
studies, the definitions and terms made in this field vary depending on the developments in technology. When
the literature is examined, Milgram and Kishino (1994) describe augmented reality as ortam a reality environment
where digital media products are used instead of real world objects. AR is defined as a new generation of technol-
ogy that enables simultaneous interaction between objects of both types by providing a connection between the
real world and the virtual world (Azuma, 1997). According to Feiner (2002), the application of real and virtual
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simultaneously through the real world through various application programs. According to the description of Gon-
zato, Arcila and Crespin (2008), it is the technology that makes the feeling of being a part of the live image with
the addition of additional information such as text, sound and pictures on real world images. In the definition
of Van Krevelen & Poelman (2010), augmented reality is a structure formed by the simultaneous enrichment of
the real image and the virtual image. In Ozarslan (2011) study, the augmented reality; It is often read by a buried
target through a camera or imaging device, and it is made up of a software-like combination of the virtual-gener-
ated image and the image of the real world. Considering these characteristics, Sirakaya and Seferoglu (2016) de-
fine augmented reality as a simultaneous mixed reality environment created by adding virtual objects to the real
world environment. As can be understood from these definitions, it is understood that the basis of augmented re-
ality is the enrichment process with virtual data superimposed on the real situation.

In the definitions, common features are striking. Augmented reality defines the virtual-real world created by the
computer. Objects seem to coexist in the same field as the real world. Although many researchers broaden the
definition of augmented reality, augmented reality is generally defined as having the following characteristics
(Azuma et al., 2001).

* Combining real and virtual objects in an environment,
* Work interactively and in real time,

* Align and record real and virtual objects.

To summarize in the light of these definitions in the literature, augmented reality is not a completely new virtual
environment, but is to add a different dimension to reality by adding virtual objects to the reality we are in. Aug-
mented reality should not be considered limited to our visual perception. It can also be added as a layer between
our other senses and the real environment. However, due to the fact that more data can be presented and the
width of the field of use, the studies focus on the visual environment and produce applications (Reicher, 2004).
Augmented reality technology is an important technology for people to understand any event or to understand
any situation better, more clearly.

Virtual Reality (VR) is a computer-aided environment for people to explore new worlds, share ideas, and expe-
rience new experiences in the digital realm. A virtual reality experience enables users to explore a virtual world or
a computer-generated space using advanced technology to make users’ brain feel immersed in a different world
(Craig et al., 2009), which is not there, but needs to be perceived as real as possible (the smell we perceive with
our senses). It is a version of reality (such as taste, touch, sight and hearing) (Jenny, 2017) and a real or simulated
environment in which a sensor lives (Punako, 2018).

The concepts of augmented reality and virtual reality can be mixed. Computer-generated virtual reality and aug-
mented reality concepts use similar elements but are seen as different concepts between the real and the virtual
world. Milgram and Kishino (1994) tried to explain this confusion under the name of “Continuity of Reality-Vir-
tuality” in the window of mixed reality.

66



TOURISM, DEVELOPMENT STUDIES AND URBANIZATION
M. Onur Giilbahar

Figure 1: Milgram’ Reality-Virtuality Continuum
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Reference: Azuma et al., 2001.

According to this figure, the more we interact with virtual objects, the more reality we are in. The greater the con-
tinuity from left to right of the figure, the weaker the connection to reality. Augmented reality technology enables
us to communicate with these virtual objects by blending real and virtual objects without breaking the reality we
are in. Augmented reality systems use some of the same hardware technologies used in the virtual reality system,
but there is one crucial difference: virtual reality aims to change the real world meticulously, while augmented re-
ality supports it well (Feiner, 2002). Therefore, augmented reality, like virtual reality, completes reality instead of
completely changing reality (Kipper & Rampolla, 2012). Virtual reality provides an environment independent of
the environment. In augmented reality, virtual data is presented depending on the environment.

Augmented reality can be defined as an environment in which 3D images produced with digital technology are
combined with the real world and allow audience interaction. Virtual reality interacts with an artificial world,
which is created entirely with digital technology. using augmented reality, real-time images and objects, it com-
bines with digitally generated forms. Thus, the user can establish an interactive connection between the existing
world and the virtual world. In other words, while the first concept aims to move reality into the virtual world as
it is, the second concept focuses on enriching the real world with virtual images. (Somyiirek, 2014).

The fact that the environment created in the virtual world is based only on the virtual environment, and that
the augmented reality application environment is based on the real world, regardless of space and time, provides
more diversity and wide usage in current applications (Wang & Dunston, 2007). In a recent report released by
the THS Market research company, the virtual and augmented reality market, which increased 72% in 2017, rose
to $ 3.2 billion. The report predicts that the number of VR (Virtual Reality) use will increase from 28 million to
75.7 million by 2021 and the market size will increase to 5.9 billion dollars.

Tourism Marketing and Augmented Reality Applications

In addition to the changes in the preferences and expectations of consumers today, the increasing competitive en-
vironment has increased the importance of the concept of experience marketing and has pushed businesses to de-
velop their experiences. One of the most effective ways to increase the experiences offered to the enterprises in
the current technology age is to follow the changing and developing technological developments continuously
and adapt them to their enterprises (Aksoy & Akbulut, 2016). Augmented reality has taken its place in advertis-
ing and promotional activities. These practices reshape the fundamentals of advertising and marketing. 360-de-
gree marketing integration with augmented reality applications (Ugur & Apaydin, 2014).
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Augmented Reality and tourism are fashioned for each other. What is the key activity of a tourist? Traveling and
gripping every portion of the information they can be found related to a destination. When you tour to a city,
such as Rome or Venice, which are full of attractions, you can simply miss a fascinating place. An Augmented Re-
ality mobile application can hand round as a real-life tour guide. Augmented Reality apps for the travel domain
can enable travelers to explore more about destinations through the camera viewfinder functionality. As the cam-
era catches the landscape in the region, the mobile application marks places of significance and provides added
information about it (Shah, 2019).

Tourism is an industry that provides experience to its customers (Chen & Huang, 2011). The most important
feature of virtual reality applications is that it can address the five senses of users and provide experience. Aug-
mented reality not only provides tourists with the opportunity to explore destinations, museums, tourism busi-
nesses, but also gives them new experiences and the desire to see more. In addition, augmented reality applica-
tions provide different environments for tourists to enjoy themselves. With this interactive environment provided
by motion graphics, the audience can also play a dynamic role in some applications. Thus, the message is pre-
sented to him in an environment in which he can play an active role without detaching the viewer from reality.

These days the guests know where they desire to travel. People have a sense of destinations that will take them
precisely where they want to travel using their smart phones. However, AR can effectively enhance people’s travel
experience with interactive maps, making them more fitting. Travelers are obliged when they get to use an en-
gaging, easy to use and helpful ways for navigation. Following are the applications of Augmented Reality in the
travel and hospitality sector (Shah, 2019).

Information is what people can't live without. It is the fuel for our impressions and our emotions, especially while
traveling. Of course, there are adventurers that prefer to wander around with no particular aim peeking into ev-
ery alley and corner in their search of something interesting. But when one wants a beer, they want it now and
not after two hours of walking around the unknown city. Augmented reality can greatly improve people’s experi-
ence with maps, making them better and more convenient. Your customers will be grateful when they get to use
an interactive, fun-to-use, and helpful way to navigate (Bogomolov, 2019).

Augmented reality from the marketing point of view is a revolution for the promotion and sale of tourism Aug-
mented reality provides the benefits of interactivity, retention, user information and measurement, dynamic con-
tent and multi-media and cross-media from the point of tourism marketing. If these benefits are disclosed (Shal-
jani, 2018);

* Interactivity: It shows that it provides the benefit of interactivity by offering tourists the opportunity to share
on social media, communicate with tourism businesses and customers.

* DPersistence: Provides information to tourists by providing both visual and written information in real places
about tourism enterprises and destinations. Because their knowledge is related to real places, it keeps people in
mind longer. Research shows that maximizing the similarities of learning and task environment is the most ef-

fective way to remember and remember the information learned.

* User Information and Measurability: It is very important to measure user information according to adver-
tising agencies, brand owners and media organizations. It is of utmost importance to get as much information
as possible from users: who used the application, through which AR the user reached the website and how
long it stayed on the site, which options attracted more attention and so on. This information allows users to
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categorize and thus deliver the message with greater precision. On the other hand, the AR software for tour-
ism offers the opportunity to collect information about the tourist or user who downloaded the application.

* Dynamic Content: Since the AR software has the possibility to update, the content can be continuously up-
dated with new information.

* Multi-Media and Cross-Media: AR software offers the opportunity to share platforms (social media, sharing

with friends, communicating with customers, rating business, etc.).

Augmented reality and virtual reality also have great potential and benefits for tourism marketers. Sweden has used
virtual reality in the planning of cultural heritage sites and has used the planning presentation to pass on to the
relevant authorities and find possible problems and answers. Hilton Hotels partnered with Opera Mediaworks to
launch 360 mobile video campaigns. With this campaign, users can watch the pristine beaches in the destinations
of Hilton hotels through their mobile devices as if they are watching from the balcony of their rooms. With this
application, it has enabled potential customers to take action to make reservations and to obtain more detailed in-
formation. Marriot Hotels use augmented reality to market their honeymoon experiences in Hawaii. Virtual visi-
tors are provided with sensory supports such as walking around the accommodation, watching the view, fog and
air temperature. Thomas Cook offers experiences such as helicopter flying over Manhattan and sitting on the bal-
cony of a Santorini hotel with Samsung Gear VR headsets in offices in the UK, Germany and Belgium (Mandel-
bam, 2015). 45% of this investment by Thomas Cook is returned (Rumsey, 2016).

One of the recent trends is the individual-oriented experiences offered to customers in food and beverage busi-
nesses. In order to gain a competitive advantage in the market, businesses turn to a technology-supported presen-
tation and service (Bozok & Ozgiines, 2017). It is seen that augmented reality applications are used extensively
in marketing and advertising sector. In the context of food and beverage enterprises, it is predominantly charac-
terized by creating a positive image in the minds of consumers and product promotion. In this way, existing en-
terprises in the food and beverage industry gain the opportunity to achieve sustainable competitive advantage
by raising their original values. Accordingly, food and beverage enterprises have the opportunity to use their in-
creased real applications in location recipes through their location services, on their desks through projectors, on
their menus through existing virtual media, and on communication between customers and businesses through

electronic devices and to accelerate the application process.

AR will help your customers in their search of whatever it is: a bar, a restaurant, a famous bridge, a historic sight.
As people point their phone to a certain image or sign, the application will give all the possible information. Imag-
ine the best guide you have ever read or watched: with augmented reality it can be 10 times more fun and inter-
esting. No more paper guides - everything is in a smartphone now (Bogomolov, 2019).

Research findings by Hyun and O’Keefe (2012) showed that virtual reality is the best method to reduce the un-
certainty and intangible nature of tourism products. This is due to the fact that virtual reality offers more infor-
mation compared to traditional promotional materials, so that tourists can create more realistic expectations than
a brochure. For example, a London-based travel agency markets Amazon eco tourism and provides its potential

customers with a virtual simulation of a boat tour experience on the Amazon river.

Discovering your way in a foreign town can be challenging. However, AR turns navigation apps smarter by add-
ing digital components like arrows and other applicable details. By integrating and combining smartphone cam-
eras to Google Maps, AR can improve travel experiences of navigating a new place (Shah, 2019).
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Since it is not known exactly who sees the advertisement in traditional advertising environments, measurement
cannot be performed in a healthy way. However, with the augmented reality applications, all features of the per-
son who sees the advertisement can be seen by the advertiser and thus the advertisement is easily measurable. In
addition, this platform makes it possible for consumers to interact with advertising and can be used as an inter-

esting new advertising medium all over the world.

Discussion and Conclusion

A new trend, augmented reality, brings a breath of fresh air to tourism marketing strategies. Augmented reality
applications can be used as a new and useful tool for tourism marketing, whose aim is to provide and differenti-
ate the existing service better while providing guest satisfaction and at the same time expanding the guest portfo-
lio and increasing revenue by offering a new service or product that has not been previously offered. It is thought
that tourism marketing with augmented reality applications may attract more attention than traditional tourism
marketing tools.

Nowadays, it is seen that augmented reality and virtual reality technologies come to the fore within the scope of
experiential marketing studies. According to a survey, in 2020, customer experience is expected to outperform
product and price elements, which are the reasons why people choose a brand. According to the same research
results, 86% of the customers stated that they were willing to pay more to increase their experience. (Mckinsey,
Dimensional Research, CEI Survey, 2016). In order to respond to the needs and needs of the changing consumer
profile, businesses in the tourism sector need to adapt the developing technology to their services and thus de-
velop marketing strategies.

The travel industry is all about generating exclusive experiences, and AR has the prospective to back this business
sector. The technology can support tourism with new styles of customer servicing. It is assumed that in the com-
ing time, Augmented Reality will drastically change the business models of the tourism sector. Here is a current
list of how Augmented Reality is delivering values for both end customers and the tourism business (Shah, 2019).

Based on the assumption that customers who develop different reflexes due to the opportunities and speed in so-
cial media adopt new and life-facilitating technologies rapidly and adapt to them, it may be possible to say that
in the future, mobile environments and applications will develop in the direction of these new technologies and
will direct the designs. Driescher et al., (2017) found that virtual reality has a positive effect on the information
search process of tourists and that the interactive presentation of this information creates more emotions in the
consumer’s mind. As a result of the research, it was seen that the desire of the participants to visit Dubrovnik in-
creased with the application of virtual reality. Therefore, virtual reality is a useful marketing tool for destinations
to attract wider audiences, meet the demands and expectations of tourists and thus remain competitive in the

tourism industry in the long run.

Augmented reality is something experienced and interacts with the user ({lhan & Celtek, 2016). Users are sur-
prised and impressed when they first use the system because it is new. However, once the “amazing” phase is over,
practical benefit is demanded and the importance of the content comes to the fore. It should be noted that in
augmented reality applications it is a narrative message (Craig, 2013). Therefore, tourism marketers should de-
velop their strategies by understanding people and life.
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Augmented reality is a technology that has recently become popular, but it is not a complete development. New
studies on augmented reality technologies are being made and developed every day. The benefits of augmented
reality in terms of tourism marketing can be listed as follows:

* The use of augmented reality applications in tourism establishments can make it easier for customers to expe-
rience different experiences and reduce process costs.

* In augmented reality, the customer can experience a structured and interactive environment while keeping in
touch with the real world. The fact that it provides the opportunity to live with you without breaking the re-
ality has increased the interest of the users to augmented reality technologies.

* As it is more easily applicable in many sectors, augmented reality technology is more widespread and market
share ahead of virtual reality technology. With the augmented reality applications to be used, feedback can be
facilitated by receiving feedback from consumers whose demands are changing and developing, and can pro-
vide sustainable competitive advantage to the enterprise.

* With the augmented reality applications, curiosity can be created in the minds within the framework of neuro
marketing and consumers can be attracted to the business.

* Augmented reality brings a breath of fresh air to tourism marketing and frees it from mediocrity. It makes the

touristic product attractive and provides an engaging experience.

* In the context of augmented reality, promotional and marketing time will be accelerated with the applications
to be integrated to tourism enterprises. Thus, by providing a faster and higher quality service to the business
consumers, the business will have a more positive position in the minds of consumers and will be able to main-
tain the loyal customer profile and increase the number of customers.

Traveling is always an innovative and learning experience. With modernized devices and tools, Augmented Re-
ality in travel and tourism comes exceedingly useful for hotel tours, booking enabling information, no language
barriers, as well as superior navigation. Augmented Reality is already pleasing to the eye by boosting travel expe-
riences with inventive mobile apps (Shah, 2019).

In the studies put forward by using augmented reality applications, it is seen that the audience’s own experi-
ence and interactive applications can increase the interest in the brand or application and keep in mind; It is also
thought that it can increase the loyalty to the brand. . In this period in which the brand value and awareness is
tried to be increased by using all the opportunities of digital technology in tourism marketing; augmented reality
and virtual reality systems are enriched with a whole new era.
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Abstract

Entrepreneurship has become one of the key concepts in increasing the welfare of countries. Entrepreneurship
stands out not only with its economic dimension but also with its social and individual dimension. In this res-
pect, it has a great importance to examine the factors affecting entrepreneurship tendency in all dimensions and
to develop policies and strategies in the light of the findings.

Although there are many researches on entrepreneurship in the literature, there is no research on entrepreneur-
ship tendencies of future tourism professionals. In the study conducted in 589 tourism associate and undergra-
duate students in the fall semester of 2019, it was investigated whether demographic variables make a difference
on entrepreneurship. As a result of the difference analysis, income, source of income, entrepreneurship educa-
tion, occupational objective, presence of entrepreneur in the family and the environment in which it grows were
found to be effective on the entrepreneurship tendency of tourism students and suggestions were made accor-
ding to these results.

Keywords: Entrepreneurship, Demographic variables, Tourism,

Introduction

Richard Cantillon conducted an economic analysis of commerce and used the concept of “entrepreneur” for the
first time in the history in his article titled “Essai sur la Nature du Commerce en Général” (Essay on the Na-
ture of Commerce in General). Cantillon categorized economic units in three groups: land owners, entrepreneurs
and workers. In this frame, he defined entrepreneur as “a decision maker and coordinator in the emergence of a
market under uncertain conditions” (Brown and Thornton, 2013). Jean Baptiste Say, one of the leading authors
in the field of entrepreneurship in nineteenth century, put forward an argument that differentiated the revenue
of capitalist and revenue of entrepreneurship, and thus distinguished investor and entrepreneur (Filion, 1997).

Coming into twentieth century, Joseph A. Schumpeter, a famous Austrian economist and political scientist, asso-
ciated entrepreneurs with innovations. Regarding entrepreneurs as agents of change, Schumpeter described entre-
preneur as a destructive and creative character pursuing innovations (Filion, 1997). Peter Drucker, a famous man-
agement guru, described entrepreneur as a person who takes opportunities to their highest levels. In this context,
entrepreneur is an individual who takes their own resources from low productivity areas to high productivity ar-
eas and who is able to sustain them there (Hisrich et al. 1998).

1 Pamukkale University, ceylans@pau.edu.tr
2 Pamukkale University, asoylu@pau.edu.tr
3 Pamukkale University, nselma@pau.edu.tr
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Studies dealing with entrepreneurship intensified substantially especially as of the second half of the twentieth
century and continued increasing in numbers up to date. Entrepreneurship continues to be studied in all its di-
mensions and contributions are made for the implementers. One of the main reasons for this is the effort to in-
crease economic welfare of countries. Many studies prove that entrepreneurship is of critical importance for the
economic welfare of nations (Bowen and Clercq, 2008; Kogut et al., 2010).

One of the fields analyzed in terms of entrepreneurship consists of determination of the factors effecting entrepre-
neurship tendencies of prospective entrepreneurs. Entrepreneurship tendency is defined as the tendency to start
and sustain a project (Caird, 2013). Another definition expresses entrepreneurship tendency as a willingness to
carry out entrepreneurship activities (Tkachev and Kolvereid, 1999).

According to Becka and Rimmington (2011), entrepreneurship is one of the career options that students may
consider shortly before or after their graduation. Therefore, research on the factors that drive entrepreneurship
as an important career alternative in future for students is of great importance. In addition, according to Global
Entrepreneurship Monitor’s (GEM) 2019 report, 24-35 age group which constitutes the concentration group
of age distribution of entrepreneurs corresponds to the highest population in almost every geographical region.
Since university students are usually in the age group of 18-24, significant results may be revealed through analy-
sis of their entrepreneurship intentions as they are considered as the future potential entrepreneurs (GEM, 2019).

It is possible to indicate four areas as subjects of research in determining individuals’ entrepreneurship tenden-
cies: personal characteristics and values, family, social culture and education (Chen and Lai, 2010; Pablo-Ler-
chundi et al., 2015).

Various studies are conducted to determine students’ entrepreneurship tendencies. However, no study was found
in the literature related to analysis of entrepreneurship tendencies of future tourism professionals in terms of their
demographic characteristics.

In order to fill the gap in this area, this study aims to determine whether entrepreneurship tendencies of the stu-
dents receiving tourism education differ with regard to their demographic characteristics, to identify the variables
and groups among which differences arise and to put forward suggestions intended to increase entreprencurship
tendencies. Tourism students studying at Pamukkale University constituted the sample in this scope.

Literature

Review of literature shows various studies analyzing relations between students” demographic characteristics and
their entrepreneurship tendencies. However, the results of these studies are observed not to be harmonious and
homogenous.

While no significant relation was found in some of the studies conducted to determine whether there is a signif-
icant relation between gender and entrepreneurship tendency (Kasap and Aydin, 2019; Karacar, 2018; Soysal et
al., 2017; Tayst and Canbaz, 2014), some other studies seems to have found a significant relation between gender
and entrepreneurship tendency (Daim et al., 2016; Singh and Singhal, 2015; Nguyen, 2018; Zhang et al., 2009;
Harris and Gibson, 2008; Kristiansen and Indarti, 2004; Zhao et al., 2005).

Among studies analyzing whether there is a significant relation between age and entrepreneurship tendency, there
are studies concluding that there are significant relations between these (Kristiansen and Indarti, 2004, Curran
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and Blackburn, 2001; Weber and Schaper, 2004; Levesque and Minniti, 2006; Hatak et al., 2015) while there
are others which did not find any significant relation in the same context (Nguyen, 2018; Karacar, 2018; Chaud-
hary, 2017, Ulama, 2016).

Among the studies conducted to determine whether there are significant differences between entrepreneurship
tendencies in students coming from families that include entrepreneurs, studies which found significant differ-
ences are observed (Ozaralli and Rivenburgh, 2016; Singh and Singhal, 2015, Harris and Gibson, 2008; Muel-
ler, 2006; Drennan et al., 2005; McElwee and Al-Riyami, 2003 ). However, some other studies with completely
contrary findings may also be found (Nguyen, 2018, S6zcan, 2019; Ozgoban, 2018).

In studies analyzing whether there are significant relations between sources of income of students and their entre-
preneurship tendencies, there are studies which found that students who support themselves with their own rev-
enue have higher levels of entrepreneurship tendencies and thus there is a significant relation (Phan et al., 2002;
Lee and Tsang, 2001), while other studies did not find any significant relation (Nguyen, 2018).

Some studies analyzed whether there is a significant difference between income levels of the families of students
and their entrepreneurship tendencies and found a significant relation between these (Pan and Akay, 2015; Singh,
2014; Hsu et al., 2007). However, there are some other studies which were not able to find a significant differ-
ence between family’s income level and entrepreneurship tendencies (Ulama, 2016).

Research

Research Methodology

The aim of this study is to determine whether entrepreneurship tendencies of tourism students in Pamukkale Uni-
versity differ with regard to demographic characteristics, to identify variables and groups among which differences
arise and to put forward suggestions with the intention of increasing the level of entrepreneurship tendency. Fol-
lowing hypothesis was put forth in line with this purpose:

H1: Entrepreneurship tendencies of tourism students differ according to demographic data.

A 36-item scale obtained from the study of Yilmaz and Siinbiil (2009) was used in order to determine whether
there is such a difference. Questionnaire included 36 statements related to entrepreneurship tendency and 13
questions related to demographic data. Questionnaires were implemented on tourism students studying in Tour-
ism Faculty and Denizli Social Sciences Vocational School during 2019 fall semester.

Sampling method was convenience sampling and the results are obtained for Pamukkale University’s tourism stu-
dents, therefore they cannot be generalized. Sample number of 384 was based on the correspondence to a uni-
verse of one million and above (p:0,05 and q: 0,05) (Yazicioglu and Erdogan, 2004: 49-50). According to this, a
total of 768 questionnaires were distributed among the students with 384 for each of the two schools; however,
extreme data analysis was conducted after the removal of empty questionnaires and the ones that disrupt the dis-
tribution and a total of 589 questionnaires were found to be suitable for analysis.

A pre-implementation was conducted first on 25 students to test reliability of the scale and to understand whether
there were any incomprehensible questions in the scale. The results of reliability test showed an alpha value of
92.9% for 36-item scale. An alpha value above the level of 0.80 shows that the scale is reliable (Biiytikoztiirk, 2007).
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Data collected from the students were assessed with SPSS 22.0 software. Analysis was conducted to see whether
data distribution was normal, and normal distribution was found due to coefficient of kurtosis and coefficient of
skewness between -1 and +1 (Tabachnick and Fidell, 2013). Variance analysis was conducted first in relation to

demographic data; later, t test and Anova and Scheffee tests were conducted for difference analysis.
Findings of the Study

Demographical findings based on descriptive statistics are shown in Table 1.

Table 1: Demographic Findings

N % N %
Gender 585 100 Age 586 100
‘Woman 264 45,0 17-23 520 88,7
Man 321 55,0 24-29 59 10,1
30 and above_ 7 1,2
School 587 100
Tourism faculty 270 46,0 Internship status
SocialSciences Vocational | 317 54,0 Yes 587 100
School No 208 35,4
379 64,6
School Year 587 100 Work experience
1 year 275 46,8 Yes 572 100
2" year 156 26,6 No 392 68,5
3 year 63 10,7 180 31,5
4 year 93 15,8
Entrepren. training 583 100
Income 570 100 Yes 120 20,6
2000 TL and less 159 27,9 No 463 79,4
2001-3499 TL 237 41,6
3500-4999 TL 90 15,8 Entrepr. in family 583 100
5000 TL and more 84 14,7 Yes 189 32,4
No 394 67,6
Income source 582 100
Family 151 259 Closeness to entrepr.
Family and grant/loan 257 442 in family 239 100
Only working 83 14,3 Mother-father 125 52,3
Family and working 91 15,6 Other 114 47,7
Place of origin 586 100
Village 108 18,4 Occupational ideal 587 100
Town 170 29,0 Public office 147 25,0
City 308 52,6 Private sector 204 34,8
Set up own business 236 40,2

Among the students participating in the study, 45% were women and 55% were men. 54% were students of So-

cial Sciences Vocational School while 46% were students of Tourism Faculty. 46.8% were in their 1* year, 27%

78



TOURISM, DEVELOPMENT STUDIES AND URBANIZATION
M. Onur Giilbahar

in 2™ year, 10.7% in 3" year and 15.8% in 4® year. 41.6% had an income between 2001 and 3499 TL. 44.2%
continued their education funded by both their families and grants and loans they receive.

52.6% grew up in the city. 89% were in the age group of 17-23. 64.6% had not yet completed their internship
but 69% had work experience. 79% had not received entrepreneurship training. Only 32% had an entrepreneur
in their family. 52% of these entrepreneurs were their parents. Only 40% of the students planned to set up their
own business.

Difference in entrepreneurship tendencies of tourism students according to differing demographic data is given

in Table 2.

Table 2: Difference in entrepreneurship tendencies according to demographic data

Demographic data | Groups Avg. sd F P Scheffe
t df
Family Income 1) 2000 TL and less 3,937 0,491 6,741 0,000 4-1, 4-2, 4-3
2) 2001-3499 TL 3,943 0,510
3) 3500-4999 TL 3,926 0,464
4) 5000 TL and more 4,200 0,480
Total 3,977 0,501 3
Income source 1)Family 3,848 0,488 9,509 0,000 3-1,3-2,4-1
2)Family and grant/loan 3,940 0,521
3)Working on their own 4,169 0,508
4)Family and working 4,084 0,396
Total 3,971 0,504 3
Place of origin 1)Village 3,851 0,499 5,914 0,003 3-1
2)Town 3,940 0,478
3)City 4,034 0,512
Total 3,973 0,504 2
Occupational ideal | 1)Public sector 3,889 0,529 10,082 0,000 3-1, 3-2
2)Private sector 3,902 0,487
3)Set up own business 4,084 0,483 2
Total 3,972 0,504
Presence of Yes 4,054 0,463 2,768 0,006
entrepreneur in No 3,936 0,517
family
Presence of Yes 4,122 0,534 3,483 0,001
entrepreneurship No 3,934 0,490
training

According to the results on Table 2, a significant difference was observed in terms of level of incomes of students’
families. Students with families with an income level of 5000 TL and more were determined to have higher lev-
els of entrepreneurship tendencies compared to all the other income groups. In terms of entrepreneurship ten-
dencies of students with regard to their source of income, students who work to study and students who work
while also receiving support from their families were found to have higher levels of entrepreneurship tendencies
compared to others. Significant differences were found in terms of entrepreneurship tendencies of students with
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regard to the place they grew up as well. According to this, students who grew up in cities had higher levels of
entrepreneurship tendencies compared to the students who grew up in villages. Significant differences were found
in terms of occupational ideals of students as well: students who wanted to set up their own businesses in future
were observed to have higher levels of entrepreneurship tendencies compared to the ones who want to work in
public or private sector. There were significant differences between the entrepreneurship tendencies of students
who had entrepreneurs in their family and the ones who had not. Students with entrepreneurs in their families
had higher levels of entrepreneurship tendencies compared to the ones without entrepreneurs in their families. In
addition, higher levels of entrepreneurship tendencies were observed in students who received entrepreneurship
training compared to the ones who did not.

Conclusion

The present study was conducted to determine whether entrepreneurship tendencies of tourism students in Pamuk-
kale University differ with regard to demographic characteristics, to identify variables and groups among which dif-
ferences arise and to put forward suggestions with the intention of increasing the level of entrepreneurship tendency.

In the study, an analysis was conducted on the differences between entrepreneurship tendencies and various fac-
tors such as students” gender, age, school, class, income level, source of income, where they grew up, internship
status, work experiences, whether they received entrepreneurship training, whether they have an entrepreneur in
their family, closeness to the entrepreneur in the family, if any, occupational ideal for the future, etc. No signif-
icant difference was found between students’ entrepreneurship tendencies and their genders, ages, schools, work
experiences, internship status and closeness to the entrepreneurs in their family.

When incoherent and heterogeneous results of the various studies analyzing the relations between demographic
characteristics and entrepreneurship tendencies of the students are considered, it would be much easier to under-
stand the above mentioned factors with no significant difference.

The results of this study are in line with the studies in which no significant relation was found between gender
and entrepreneurship tendencies (Kasap and Aydin, 2019; Karagar, 2018; Soysal et al., 2017; Tayst and Canbaz,
2014) as well as with the ones in which no significant relation was found between age and entrepreneurship ten-
dencies (Nguyen, 2018; Karacar, 2018; Chaudhary, 2017, Ulama, 2016). Although there are other studies which
found significant relations between gender and age factors and entrepreneurship tendencies, this study has not en-
countered any significant difference in terms of entrepreneurship tendencies according to gender and age.

A significant difference was found in terms of income levels of the families of students. Students with families
with an income level of 5000 TL and more were determined to have higher levels of entrepreneurship tenden-
cies compared to all the other income groups. This is in line with the studies analyzing whether there is a signif-
icant difference between income levels of the families of students and their entrepreneurship tendencies and con-
cluding that there is a significant relation between these (Pan and Akay, 2015; Singh, 2014; Hsu et al., 2007).

In terms of entrepreneurship tendencies of students with regard to their source of income, students who work to
study and students who work while also receiving support from their families were found to have higher levels of
entrepreneurship tendencies compared to others. A similarity is observed in this context with the studies which
found higher levels of entrepreneurship tendencies in students who earn their own income and thus a significant
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relation between these (Phan et al., 2002; Lee and Tsang, 2001). According to this result, it may be argued that
entrepreneurship tendencies are at higher levels in students’ who work while studying.

In terms of entrepreneurship tendencies of students according to the places they grew up, it may be concluded that
students who grew up in cities have higher levels of entrepreneurship tendencies compared to the ones who grew
up in villages. This may be attributed to the fact that students growing up in cities are more aware of the advan-
tages and options offered by the city in terms of business and are benefiting from these opportunities.

Significant differences were found in terms of occupational ideals of students as well: students who wanted to set
up their own businesses in future were observed to have higher levels of entrepreneurship tendencies compared
to the ones who want to work in public or private sector. Considering the fact that students who want to work
in public or private sector would be the ones who are unwilling to set up their own businesses, it is quite normal

for the students who want to set up their own businesses to have higher levels of entrepreneurship tendencies.

There were significant differences between the entrepreneurship tendencies of students who had entrepreneurs in
their family and the ones who had not. Students with entrepreneurs in their families had higher levels of entre-
preneurship tendencies compared to the ones without entrepreneurs in their families. The findings of this study
support the studies which found significant differences in terms of entrepreneurship tendencies according to the
presence of entrepreneurs in the family (Ozaralli and Rivenburgh, 2016; Singh and Singhal, 2015, Harris and
Gibson, 2008; Mueller, 2006; Drennan et al., 2005; McElwee and Al-Riyami, 2003). It may be argued that stu-
dents are inspired by the entrepreneurs in their families and thus have higher levels of entrepreneurship tendencies.

In addition, higher levels of entrepreneurship tendencies were observed in students who received entrepreneurship
training compared to the ones who did not. It may be argued that students who are familiar with formal infor-
mation and theories about entrepreneurship have higher levels of tendency in this subject.

In sum, students with high levels of entrepreneurship tendencies were found to have other entrepreneurs in their
families in general, to have families with higher levels of income, to be working and participating in life despite
their families’ higher income levels, to have received entrepreneurship training, and to have grown up in an urban
environment. It would be important to prepare entrepreneurship training programs by taking these factors into
account in order to increase the levels of entrepreneurship tendencies in other students. Although it is not possi-
ble to make direct changes in certain subjects such as income and presence of entrepreneurs in family, it is possi-
ble to focus on entrepreneurship trainings oriented towards young people living in rural areas by making changes
in training programs for the benefit of the rural population.

Although this study cannot be generalized due to its being limited with tourism students in Pamukkale University,
future studies in the same field may concentrate on the reasons of these differences with more extensive samples.
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INVESTIGATION OF THE METHODS THAT CAN BE
USED FOR MEASURING THE ECONOMIC VALUES OF
RECREATIONAL RESOURCES

Sadik Sercek!

Abstract

Natural and environmental areas are functional areas that produce benefits in terms of physical and social envi-
ronment to the sustainability of tourism depending on their spatial structure and functional characteristics. In
order to protect these non-economic assets, their economic value needs to be determined. Today, alternatives are
being developed in line with rational planning and management activities in order to ensure sustainability in rec-
reation and tourism. These alternatives and planning-management approaches are determined according to the
characteristics, economic value and user preferences of the area, If the economic value of assets without economic
value is determined, users will use these resources more consciously than before, and future generations will ben-
efit more from environmental assets. Finally, recommendations have been developed to increase the value of the

use of natural and environmental resources for recreation and tourism purposes.

Key Words: Travel Cost Method, Contingent Valuation Method, Hedonic Price Method.

Introduction

The market system is that depends on the supply and demand forces, free entrepreneurship and private property,
the functioning of the economy. Here, consumers know how much a particular product costs, and manufacturers
know what their specific valuation is. The quantity and quality of the products entering the market are determined
and the market price has been established for each product. Consumers can obtain the desired product from the
market in accordance with their individual needs and economic strength and in return they pay the market price

of that product. The same does not apply to natural or environmental goods and services.

Nowadays, it is seen that people’s needs and needs change rapidly and therefore new and different needs expec-
tations emerge. One of the most important of these needs is recreation, which means recreation and recreation.
With the use of natural resources for recreation, a product of these resources that is not a market is emerging. Be-
cause people who are bored of crowded and busy city life have sought different places or recreation areas for rea-
sons such as escaping from city noise, resting, satisfying their hobbies and wanting to be intertwined with nature.
For this purpose, natural areas, forest areas, national parks and natural parks that are reserved for protection pur-
poses, which allow open-air recreation which are reserved and arranged, are also areas that allow recreational use.
In parallel with these developments, demand in Turkey to benefit from the recreation area is increasing every day
(Sercek & Ovzaltas Sercek, 2015).

1 Dicle University, sadik.sercek@dicle.edu.tr
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The fact that the benefits of natural, environmental resources and cultural values are reflected in national income
accounts, which is a measure of the growth rate of countries, is not considered in many countries and their nat-
ural and cultural heritage is ignored. Therefore, in the national income calculations without considering the link
between the natural, cultural and environmental resource assets of the countries and the economic added value
provided, incomplete or biased indicators may occur about economic growth. Natural resources are not free re-
sources with no value. These resources have a specific use value. In order to increase this value, necessary invest-
ments should be made. The increase in the income obtained in tourism with the investments made will increase
the national income. The most important result, by determining the value of the area used for recreation and tour-
ism in Turkey will draw attention to the need to be included in the national income accounts (Belkayali, 2009).
It is of great importance to determine the monetary value of natural resources by considering that natural and
environmental resources are necessary for economic development, enabling new scientific and technical progress
and transferring them to future generations as a responsibility for humanity.

Natural, environmental resources and cultural values provide diverse benefits to both individuals and countries.
To maximize these benefits, it is necessary to ensure the protection of these resources. In order to ensure the pro-
tection of natural and environmental resources, studies on economic valuation have emerged. In order to deter-
mine the total economic values of natural resources, methods that do not require demand curve and demand
curve methods are used. The purpose of the methods based on the demand curve of individuals is to measure
their economic value directly or indirectly depending on the benefits of natural and environmental resources. In
this study, the most common methods that can be used to measure the economic values of natural and environ-
mental resources used for recreational and tourism purposes are; direct measurement methods, contingent valua-

tion method, indirect measurement methods, travel cost method and hedonic price method.

Elements of the Economic Value of Natural and Environmental Resources

The lack of a specific market for natural resources and therefore the lack of prices leads to the inability to deter-
mine the benefit that will arise from the use of such assets. The fact that consumers are unaware of the benefits
they will gain from using natural resources makes it possible for them to use these assets unconsciously. It is nec-
essary to determine the economic value of such assets in order to ensure that natural resources are protected and
therefore sustainable. In order to sustain the economic benefits from natural resources, it is necessary to protect
such resources and to follow production plans (Basol, Durman & Onder, 2007). Therefore, the concepts and

methods that make up the natural and environmental elements are given in the following graph.
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Natural and Environmental

Resources
Usage Value Out of Value
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Direct Use Indirect Usage Existence Value Option Value Heritage Value
Value Value
4

Figure 1: Dogal ve Cevresel Kaynaklarin Ekonomik Degerini Olugturan Unsurlar
Reference: Kaya, 2002; Altunkasa, 2008.

The value of direct use corresponds to the value of the benefit obtained as a result of the direct use of environ-
mental assets. The value of direct use shall include trade values, such as entrance fees received from recreational
areas, wood from a protected area, as well as values that cannot be traded in any market that have no commercial
value (Uslu, 2002). Indirect use of natural resources is associated with functional benefits. Ecological services de-
rived from an ecosystem that functions as water treatment, protection from erosion, carbon sequestration are the
outputs of indirect use of natural resources (Jantzen, 2000).

Although people do not know whether they will benefit from the benefits of natural resources today or in the fu-
ture, they want to pay a certain amount to ensure the continuity of such assets. Such payment willingness value
made by individuals is expressed as asset value (Uslu, 2002). First, the option value introduced into the literature
by Weisbrod (1964) is defined as the option price that a person who does not know whether he or she will bene-
fit from the service provided in the future will be entitled to benefit from the service or guarantee the future avail-
ability of the asset (Smith, 1983; Bishop, Boyle, & Welsh, 1987). Heritage value is the willingness to pay for the
use of natural resources by our children and grandchildren (Tietenberg ve Lewis, 2012).

The benefits of natural and historical resources for individuals arise in two different ways (Meyerhoff, 1999):

* Benefits arising from the use of natural and environmental resources as a direct or indirect factor in produc-

tion,

* Benefits arising from their existence enhancing the welfare of society regardless of whether natural and envi-
ronmental resources are used as a factor of production.

Total Economic Value

The value of natural and environmental resources is determined by the benefits and costs generated by individu-
als. There is a direct benefit or a direct cost for individuals. These benefits and costs arise as a result of direct use.
This usage can be realized in the future as well as today. In other words, the economic value of any natural and
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environmental resource includes the sum of all values arising from use and which do not directly or indirectly
cause a use. This last value in the economy is called Total Economic Value. It is the monetary value of the bene-
fit provided or to be provided directly or indirectly by the use of the environmental element by individuals now

and in the future (Altunkasa, 2008).

From these determinations, it is concluded that the total economic value of a natural or environmental element
consists of the sum of use and non-use values. Mathematically, the total economic value can be defined by the
following equation (Field and Field, 2001) :

Current Usage

Value

Total Economic

Value

Option Value Existence Value

Figure 2: Total Economic Value
Reference: Altunkasa, 2008.

Methods Used in Measurement of Economic Values of Natural and Environmental Resources

Ensuring the sustainability of natural and environmental resources is essential for the human future. In order to
realize its sustainable use, the positive and negative aspects of all activities should be evaluated from the social
point of view. Social benefit and cost assessments are used for this purpose. This method is based on the determi-

nation of social benefits and social costs by putting a usage price for the goods in question.

Since the factors that reduce the value of the environment and the quality of life are economic, environmental as-
sets should be included in the scope of economic value in order to increase or improve the quality of the decreas-

ing environment. In other words, it is necessary to prove that the economic benefits of protecting or improving
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the environment we live in and thus improving the quality of life of the individuals will be higher than the cost of
abandoning the use of environmental resources in an unlimited manner. The economic value of the assets without
market value must be determined in order to perform the proofing process (Giindogmus ve Kalfa, 2016; Turner,
Pearce & Bateman, 1994). Measurement of economic values depends on the choices of individuals. Individuals

express their choices and the goods they give up with their income levels and time constraints.

Although the proposals for methods of appreciation of economic value for products and services whose monetary
value is difficult to measure such as the utilization of natural resources for recreational purposes, were made in the
1950s, applications developed very slowly until the early 1970s (Pak & Tiirker, 2004). Economists thought that
natural resources had endless supply until 1980s and explained that such assets could not have economic value.
After 1980, they accepted the fact that both the supply of natural resources and their capacity to renew them-
selves were limited and they started to argue that natural resources should be among the scarce resources. There-
fore, they stated that natural resources should be valued at the rate of benefit they provide, as they benefit from
the use of natural resources by consumers (Inan, 2016). These methods are divided into two groups as direct and

indirect value determination methods.

Natural and Environmental Resources

Valuation Methods
1 1
Direct Methods Indirect Methods
1
Contingent Experimental Travel Cost Hedonic Price Household
Valuation Approach Method Method Production
Method Function Approach

Figure 3: Methods Used in Measurement of Economic Values of Natural and Environmental Resources
Reference: Sarker ve McKenney, 1992; Armagan, 2005; Altunkasa, 2008.

Economic value of natural and environmental resources; benefits of direct and indirect use (More, Stevens & Al-
len, 1982). The determination of market price for natural and environmental resources or the first condition for
representing natural and environmental resources in market prices is to calculate the total economic value. Differ-
ent methods have been developed for different conditions and purposes in the calculation of the total economic

value of natural and environmental resources.

The direct valuation method avoids a potential market assumption and enables individuals to express their pref-
erences for environmental goods and services through mutual interviews and surveys The most commonly used
direct method is Contingent Valuation Method. Indirect methods, on the other hand, are based on monitoring
the course of economic indicators and determining the value they represent in terms of different environmental
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factors. This approach is based on consumer preferences. The most commonly used methods are the Travel Cost
Method and the Hedonic Pricing Method.

The purpose of the methods based on the demand curve of individuals is to measure their economic value directly
or indirectly depending on the benefits of natural and environmental resources. In this study, the most common
methods that can be used to measure the economic values of natural and environmental resources used for recre-
ational and tourism purposes are; direct measurement methods, contingent valuation method and indirect mea-

surement methods, travel cost method and hedonic price method were examined.

Travel Cost Method

It is a method used to estimate the economic value of natural and environmental resources used for recreation
purposes in general. Travel cost method is the preferred method for estimating the value of recreational use. This
method provides a way to measure the value of non-market recreational resources, using the costs of visits by vis-
itors as data (Hackett, 2006). Basically, the travel cost method is a method developed to estimate the use value of

a particular area instead of estimating the unused benefit value of a particular area (Beal, 1995).

Following are the steps to be followed if the economic value of a recreational area is determined by the travel cost
method (Parsons, 2003).

—_

Define the boundaries of the area whose economic value will be calculated,
Define the period covered by economic value,

Develop the sampling strategy,

Specify a demand forecasting model to cover all variables used in the model,
Identify multi-purpose recreational trips,

Design the survey to be used in the study and apply it to the visitors,
Calculate the cost of travel,

Estimate demand for the visit area using data from surveys and travel cost,

o o N R

Calculate the value of access to the recreational area.

The basic principle of the cost of travel method is that the cost of money and time that people afford to visit an

area is reflected as the cost of using the area.

Contingent Valuation Method

This method can be used to determine the economic value of any natural and environmental resource. It is the
most common method used to determine the value of natural and environmental resources without use value, and
can be applied to resources with use value. (Uslu, 2002). The reason why the method is defined as a “Contingent”
evaluation is to investigate the willingness of people to pay based on a theoretical scenario and definitions for a sig-
nificant natural and environmental resource. The most important purpose of the method is to measure the value

of any qualitative / quantitative change in the environmental resource or public space of interest (Kannien, 1993).
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When performing contingent valuation studies, the process is divided into five stages. These stages (Giindogmus
ve Kalfa, 2016; Hanley, Shogren, & White, 2007);

* Establishing a hypothetical market,

* Collection of data,

* Estimating average willingness to pay or average willingness to accept,
 Estimating the payment trend value function,

* Calculating the total value.

Hedonic Pricing Method

Hedonic price method is an analysis method that indirectly measures the willingness of people to pay for chang-
ing environmental quality. Hedonic price method is used to evaluate the contribution of various qualities to prices
rather than examining prices. The aim of hedonic price method is to distinguish the contribution of environmen-
tal characteristics from the components of price in environmental valuation. In other words, to determine the ra-
tio of environmental effects between the factors that make up the price of an asset (Grafton, Adamowicz, Du-
pont, Nelson, Hill, & Renzetti, 2004).

Discussion and Conclusion

Since the factors that reduce the environment and quality of life are economic, repair, protection and develop-
ment are considered to be within the economic scope. More clearly, it is important to prove that natural and
environmental resources are worth preserving and improving, and that the economic benefits to be maintained
and improved will be much higher than the costs of abandoning unlimited use. For this, the economic value of
natural and environmental resources will have to be calculated first. The next step is to place environmental el-
ements within national accounting systems. Thus, the protection and improvement of natural and environmen-
tal resources will become an economic necessity by leaving a limited environmental movement (Turner, Pearce &
Bateman, 1994). Today, the maximum market value of natural and environmental resources depends on the ac-

curate determination of economic value measurements.

Although natural and environmental resources form the habitats of people, they have direct or indirect effects
on having a healthy life (Sergek & Ozaltas Sergek, 2015). In addition, the ability to protect these resources, such
resources and to make necessary arrangements to prevent the deterioration of ecological balance, initiatives can
be used as a criterion to determine the level of development of countries. The reasons for determining the eco-
nomic value of these natural and environmental resources are mentioned, explanatory information about travel
cost method, contingent valuation method and hedonic price method which are the most commonly used meth-
ods in determining economic value are given and advantages and disadvantages of these methods are mentioned.

In terms of their scope, the Contingent Valuation Method and Hedonic Price Method allow the economic values
of recreation areas to be determined on the axis of use and non-use economic values, and the Travel Cost Method
only on the value of use value axis. Contingent Valuation Method and Hedonic Price Method allow the eco-
nomic values of recreation areas to be measured both as positive and negative qualitative / quantitative changes,
and Travel Cost Method only allows to measure positive changes (Alkay & Ocakgt, 2003).
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Destinations must take into account many factors in order to obtain the benefits they expect from natural and en-
vironmental resources. Taking these elements into consideration, their planning will allow the expected benefit to
be obtained. The economic measurement of this benefit will positively affect the success of the tourist destination.
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COOPERATIVES AS AN ALTERNATIVE MODEL IN
THE GLOBAL ECONOMY / KURESEL EKONOMIDE
ALTERNATIF MODEL OLARAK KOOPERATIFLER

Esin Candan Demirkol’

Abstract

While the economic growth at the global and local levels increases the income, it also leads to an increase in so-
cial and economic inequalities. Cooperatives appear as an alternative to the new production models, marketing
strategies and work patterns of the global economy. Today cooperatives, on the one hand constitute an alterna-
tive model to the market system, on the other hand have a complementary feature for businesses in the market.

Cooperatives all over the world are enterprises in every sector of the economy. Tthey are not only profit oriented,
but also within the framework of broader principles and values they operate in a wide range. During the global
economic crises, cooperatives can survive as an alternative model and create employment.

In this study, it will be discussed whether cooperatives, which have become widespread in recent years against the
increasing social and economic inequalities associated with globalization, can constitute an alternative model to-
day. This study constitutes of two parts. In the first part the economic dimensions of globalization, in the second
part thorough is the current situation of cooperatives will be assessed in the world and Turkey.

Key Words: Globalization, Global Economy, Cooperative

Giris

Kiiresellesme kavramu tilkeler arasindaki iktisadi, siyasi, sosyal iligkilerin yayilmast ve gelismesi, farkli toplumsal
kiiltiirlerin, inang ve beklentilerinin daha iyi taninmasi, iilkeler arasindaki iligkilerin yogunlasmas gibi farkl: go-
riinen, ancak birbirileriyle baglantli olgulari icermekeedir. Kiiresellesme yalnizca bilimsel bir konu veya sistema-
tik olarak gozlemlenebilir bir sosyal fenomenden ¢ok daha fazlasidir. Gelismis diinyada 6nemli, hatta baskin bir
politik ve ekonomik sdylemdir. Giiniimiizde medyada, politika metinlerinde ve ticari yayinlarda sdylenenlerin ¢o-
gunu bicimlendiren ve niifuz eden bir ideoloji olarak betimlenebilir.

Diinyada son otuz y1l icerisinde, ekonomik ve sosyal yasam ile kamu y6netimi anlayisindaki degisimlerin sonucu
olarak devletler ekonomik ve sosyal alanda rollerini azaltmaya, idari politik ve ekonomik yapilar: serbestlestirmeye
ve yerellestirmeye, planli ekonomiden piyasa ekonomisine gecmeye ve farkli ekonomik sektorlerin gelisimini den-
gelemeye dogru bir siireg yasanmugtir. Bu dénemde kooperatifler kendi kendilerine ekonomik dayanismayr siirdii-
rebilen yapilar ortaya ¢ikan boslugu doldurmakradirlar (ICA;2019). Toplumsal ekonomik kogullardaki degismelerin
yaratugi yeni gereksinmeleri kargilamak icin beklenen, pazara acilmanin teknolojik ilerlemenin kide iletisimindeki
gelismelerin yarattigy olanaklardan yararlanmak, kargilagilan sorunlara ¢oziim bulmak amaciyla yeni kooperatif

1 Dokuz Eyliil Universitesi, esin.candan@gmail.com
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tiirlerinin ortaya ¢ikmast beklenir(Geray; 1992). Kooperatifler bugiin bu kiiresellesme siirecinde yeni tiretim ve
boliisiim iligkilerinde piyasa modeline alternatif olarak kendine yer bulmaktadir.

Piyasa mekanizmasi icerisinde kooperatifler, sermaye birikimini stirekli kilarak bazt mal ve hizmetlerin arz ve tale-
binde ortaklarinin pazarlik giiciinii artirmada, ekonomik biiyiimeye katkida bulunmada, “tiretim ve boliistim” siire-
cini birbirleriyle ilintili kilarak ekonomik tikanikligi asmada, pazarlik giiciinii toplulastirarak dev firmalar karsisinda
rekabeti korumada ve piyasalarin (6zellikle tarimsal piyasalarin) yapisini ve isleyisini diizenlemede nemli gorev-
leri yerine getiren kuruluglardir. (Cikin; 2007) Kooperatif¢iligin 6nemi giiniimiiz ekonomi kogullarinda artmugtir
hem kamu ve 8zel sektorde hem de bagimsiz kurumlarda, niceliksel ve niteliksel ¢alismalar da artmaya baslamistir.

Bu calismada kiiresellesme siirecinde kooperatiflerin alternatif bir ekonomi potansiyeli tastyip tasimadig: tartigil-
mak istenmistir. Calismanin birinci boliimiinde kiiresellesmenin kavramsal icerigi ele alinmusur. Kiiresellesmenin
etkileri ok boyutlu oldugu icin piyasa sisteminde {iretim ve boliisiim yani ekonomik boyutlar: ele alinmustir. Ko-
operatifcilik kiiresellesmenin yasandig1 piyasa sisteminde varolma bi¢iminde hem bir alternatif hem de tamamla-
yict dzellikleriyle son dénemde odaklanilan konular arasindadir. Calismada kooperatiflerin kisaca tarihsel siirecine,
diinyada ve Tiirkiyede kooperatifciligin gelisimine deginilmistir. Son olarak kiiresel diinyada kooperatiflerin eko-
nomik etkileri ve istihdam yaratma potansiyelini somutlagtirmak ve farkli tilkelerde meveut durumlari goz éniine
sermek icin ¢esitli istatistiksel verilerden faydalanilmigtir. Calismanin en biiyiik kisiti maalesef kooperatifcilik ko-
nusunda yeterli kaynak ve veri bulunmamaktadir. Bu kogullarda ¢alisma kooperatifcilik literatiiriine miitevazi bir
katki saglamayi amaclamaktadir.

Kiiresellesme Kavramina Bakis

Kavram olarak kiiresellesme; yerel olaylarin kiiresel olaylara déniisme siireci, bu siireg ile birlikte diinya halkinin
birlikte hareket eden tek bir topluma déniigmesi olarak tanimlanabilir. Bu siire¢ ekonomik, teknolojik, sosyo-kiil-
tiirel ve politik giiglerin birlesiminden olusur. Genel olarak kiiresellesme terminolojisi; ulusal ekonomilerin tica-
ret, dogrudan yabanci yatirimlar, sermaye akimlari, go¢ ve teknolojinin yayilmast yoluyla uluslararast ekonomiye
entegrasyonu anlamina gelecek bir gekilde, genellikle ekonomiye odaklanmak icin kullanilir. (Stearns,2010) Kii-
resellesme ile ilgili olarak genis bir literatiir bulunmaktadir. Bu nedenle kiiresellesmeyi, ortaya ¢ikaran faktorler
agisindan ekonomik, siyasal ve sosyo-kiiltiirel kiiresellesme olarak tanimlamak miimkiindiir. Ekonomik kiiresel-
lesme, mal, sermaye ve emegin iilkeler arasinda serbest dolagimi ile birlikte iilkeler arasindaki ekonomik iliskilerin
yogunlasmasi ve iilkelerin ekonomik agidan birbirlerine yakinlagmast olarak tanimlanabilir. (Aktan ve Sen 1999;
Kaymakei 2007. Daudin et all. 2008, Eskinat 1998).

Kiiresellesme, hizla kiigtilen goreceli mekan/uzaya iliskin ampirik bir fenomen olmast yaninda, bu yeni sosyal 6r-
giitlenme bi¢imini yorumlamak ve siralamak icin anlamli bir kavram ve semboller gercevesi olan bir set olarak gé-
rillebilir. ( Kalb. et al, 2000). Yasadigimiz dénemde tiretim bigimlerinin kiiresellesmesi, pazarin kiiresellesmesi bir
taraftan yeni {iretim modellerini ortaya ¢ikartirken diger taraftan yaganan krizler siirecinde ayakta kalabilmek i¢in
alternatif arayiglar1 dogurmaktadir. Kapitalist tiretim bicimleri kendi kendilerini yenileyerek bir yandan bu siirece

miidahale ederken diger yandan belirsizliklerle karst karstya kalmakeadir (Arrighi 2009; Hopkins ve Wallerstein; 1996)

Dolayistyla kiiresellesme sonrasinda ortaya cikan seceneklerin en genel ve tanimlayicr dzelligi cikis nokralarinin
yerel olmasi, yerel pratikler, kaynaklar ve iliskileri kullanarak orgiitlenmeleridir. Bu ¢ikis noktast herhangi bir te-
peden inme modelin dayaulmasini reddeder ve gliciinii tabandan gelen kitlesel hareketlerden alir(Aykag;.2018).
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Kiiresellesme siirecinde altyapi, ulagim, iletisim ve teknolojinin ilerlemesi kooperatifleri olumlu etkilerken ekono-
mik boyutta finansman sorununu ve kiiresel sirketlerin piyasa payini diiiirmesi ile karst karstya kalinmigtir. Bu
sorunlart ortadan kaldirmak amaciyla kooperatiflerin uluslararasi kooperatifcilik ilkelerini tam olarak uygulama-
lar1 tarim ve tarim disi kooperatiflerin finansman ve ydnetimine sahip olacagi kooperatifler bankasinin kurulmas:
gerekmektedir. Ancak o zaman ortaklarin korunmasinda i ve dig pazarda pazar payini artirmada, istthdam sagla-
mada vb. faaliyetlerde etkili olacakur (Serinikli; 2011)

Sosyo-kiiltiirel kiiresellesme, ulastirma ve haberlesme alanindaki gelismeler sayesinde bilgi akisinin ve fikirlerin
uluslararasi 6lgekte yayilmasi ile birlikte, demokrasi, insan haklari, ¢evrenin korunmasi gibi biitiin insanlig: ilgi-
lendiren konularda ortak bir anlayisa ulagmalar: olarak tanimlanabilir. Kiiresellesme ile beraber hizla gelisen tek-
noloji ve altyapt hizmetlerinin hizla gelismesiyle hem kamuda hem de 6zel sektdrlerde yeniden ingaa siirecine yol
agmistr. Devlet, 6zel sektor, STK lar toplumun ingaa siirecinde yerellesmeye 6nem vermektedir. Bu siiregte hem
ekonomik hem de sosyal boyutuyla kooperatiflere daha fazla 6nem atfetmedilmeye baslanmis ve bu konuda ¢alis-
malarda niceliksel ve niteliksel olarak artig gdstermistir.

Teknolojik degisiklik bityiime ve kalkinmanin temel itici giicii olarak kabul edilmektedir. Bu dinamik siirecte
bazi isler yok olurken yeni is alanlari ortaya ¢ikmakta, varolan iglerde déniisiime ugramaktadir. Mal ve hizmetle-
rin birebir degis tokus edildigi ve mobil uygulamalar ya da gevrimigi platformlar yoluyla gorevlerin tamamlandig
“paylasimci-gevrimici platform ekonomisi” kendi katulim dinamikleri ve ¢aligma yagaminin gelecegi icin bilytime
diizleminde tanimlanilmaktadir(Martin;2016). Sadece ABD'de 10 milyondan fazla insanin ¢evrimici platform va-
sttastyla gelir elde ettigi tahmin edilmektedir. Platform ekonomisi kimileri i¢in ekonomik bir firsat olarak goriil-
mekle birlikte, giderek artan kanitlara gore platform ekonomisi, bastirilmis sosyal giivenlik haklariyla, kétiilesen
calisma kosullartyla ve is giivencesizligi ile sonuglanan standart digt istihdamlarin olustugu, istihdam iliskilerinin
asinmastna verilecek en iyi yanit, ¢alisanlarin soz hakki ve temsil giiciiniin kuvvetli oldugu kooperatiflerin gelis-
tirilmesidir (ILO;2019)

Kooperatifcilik faaliyetlerini evrensel ilkeler ¢ercevesinde yiiriitiilityor olmasi sebebiyle, yerel dayanismadan kii-
resel baglara kadar gotiiriilerek ele alinabilir. Uluslararast diizeyde kooperatifleri 6nemli kilan hususlar ozellikle
1980’lerden sonra gelismis iilkelerde baglayip oradan gelismekte olan iilkeleri etkisi altina almaya baglayan neoli-
beral ekonomik politikalarin 6zel sektorii 6n plana gikarip devletin ekonomideki etkinligi azalmasiyla kooperatif-
ler 6zel sekedr ve devletin disinda tiglincii bir sektor olarak varligini 6n plana ¢ikarmaya calisarak farkli bir alter-
natif olma 6zelligini gdstermistir. Bunun yaninda kooperatifler, yiiz milyonlarca insani ortak ekonomik amaglar
dogrultusunda bir araya getiren ve cirosu milyarlarca dolart bulan kiiresel isletmelere doniisme 6zelligine sahiptir-
ler. Ancak bilindigi gibi kooperatifler tiyelerinin ekonomik kazanglarini arttirma gibi agik bir iglevi yerine getirir-
ken ayni zamanda sosyolojik anlamda gizil bir islevi de yerine getirmekeedirler. Bu gizil islev basitce, ortaklarinin
bilgi paylasimini saglama, egitim ve 6gretim yoluyla iiyelerini harekete gecirme gibi 6nemli bir potansiyele sahip-
tir. Ayrica yiiz milyonlarca tiyenin aileleriyle birlikte olusturduklari potansiyel siyasi glic demokratik toplumlarda
g6z ardi edilmemesi gereken bir durumdur (Tekin;2015).

Kiiresellesme Siirecinde Kooperatifgilik

Kooperatif¢ilik kavraminin felsefesi birlikte is yapma ve karsilikli yardimlasma, isbirligi ve kooperatif olusturma
gelenegidir, varolusu itibariyle insanligin gecmisi kadar eski oldugu anlagilmaktadir. Geray (1992) llkel toplumlar-
dan bu yana insanlarin tek baglarina yenemedikleri kimi giigliikleri yenmek icin isbirligi yapma yoluna gittiklerini
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belirtir. Boylece ekonomik agidan yarar sagladiklar, Isbéliimii ve uzmanlasma arttikga ortaklasa galismanin daha
belirgin dayanigma ve yardimlasma boyutlari ortaya ¢ikmus, cagdas kooperatifcilik anlayisina elverisli diisiinsel, top-
lumsal, ekonomik kosullar olusmustur.

ILO tarafinda hazirlanan “Calisma Diinyasinin Gelecegi” raporu kooperatifler konusunu ele almakta diinyada
kooperatifler ekonominin her sekedriinde yer alan igletmeler olmakla beraber yalnizca kar odakli degil daha genis
ilke ve degerler dogrultusunda faaliyette bulundugunu belirtmekeedir. Kooperatifler ekonomik, sosyal ve kiiltiirel
ihtiyaglarini ve isteklerini gergeklestirmeleri icin {iyeleri tarafindan kontrol edilen ve igletilen insan merkezli islet-
melerdir. Kooperatifler isletmelerden farkli olarak ortaklari yaturdiklart sermaye miktarindan bagimsiz olarak esit
oy hakkina sahiptirler. Dolayistyla kooperatifler insanlart demokratik ve esit sekilde bir araya getirirler. Koopera-
tifler bugiin marjinal olmaktan uzak insanlarin en az yiizde 12’si diinyadaki 3 milyon kooperatiften birisinin or-

tagidir (ICA,2019).

Kooperatifler, demokrasi esitlik ve dayanigma ilkeleri tizerine kendi kendine sorumluluk aidiyetini gelistiren ku-
ruluglardir. Kooperatif geleneginde ortaklar; diiriistliik, agiklik, sosyal sorumluluk ve baskalarina deger vermenin
etik degerine sahiptirler. Ayrica kooperatifler siirdiiriilebilir ekonomik biiyiime, sosyal gelisme ve ¢evresel sorum-
luluk duygusunu artirarak sirketlere alternatif bir vizyon saglamaktadir. Ayrica kooperatifler istihdamin artmasina,
tiretim ve pazarlama kolaylig1 yaratmasi sebebiyle kiiciik tireticilerin gelirlerinin artmasina yonelik katkilar1 da de-
gerlendirildiginde toplum kalkinmasinda énemi gittik¢e arcmaktadir. Kooperatiflerin kendine has ozellikleri itiba-
riyle diger isletmelerden farkli kilmakeadir; Bir taraftan piyasa sistemi igerisinde isletme gibi varolurken diger ta-
raftan ise dayanigmaci ve yonetim itibariyle demokratik bir yapist bulunmaktadir.

Kooperatifciligin Tarihsel Geligimi

En eski kooperatif kayd: 1761de iskogyada tekstil dokumacilarinin olugturmaya basladigi Fenwickdir. 19 yy orta-
larinda Bat Avrupa, Kuzey Amerika ve Japonyada kiiciik taban érgiitleri olarak baslatilan kooperatif kayitlart da
vardur, ancak genel olarak modern kooperatif toplumunun prototipi olarak kabul edilen ve 1844 yilinda Ingilte-
rede kurulan Roschdale kasabasinda pamuk fabrikalarinda calisan 28 esnaflt bir grup ile “Rochdale Adil Onciiler
Birligi” adinda bir tiiketim kooperatifi kurulmustur. Dokumacilar kotii ¢alisma sartlart ve diisiik ticretlerle kargt
karstya kaldilar ve yiiksek gida ve ev egyast fiyatlarini kargilayamadilar. Kit kaynaklarint bir araya getirerek birlikee
calisarak temel iiriinlere daha diisiik fiyatla ulasular. Baslangicta sadece un, yulaf ezmesi, seker ve tereyagt varken
ve haftada iki giin agikken, {i¢ ay icerisinde her giin isleyen bir kooperatife doniistii. (ICA;2019). Fransada 1831°de
ilk kooperatif marangozlarca kurulmus, bunu 1835 yilinda Lyonda tiiketim kooperatifinin kurulmast izlemistir
(Geray,1992). Almanyada Friedrich Wilhelm Raiffeisen ve Franz Hermann Schultz-Delitsch tarafindan énce tii-
ketim kooperatifi olarak kurulan sonrasinda gelistirilen bagimsiz olarak formiile edilmis bir kooperatif modeli var-
dir. Raiffeisen ve Schultz-Delitsch, baslangicta 1862'de kredi birlikleri kurmus ve 0 zamandan beri bu model bagka
sektorlere genislemis ve diinya genelinde finansal kooperatiflerin bitytimesine ilham vermistir (ICA;2019). Bu ba-
sarili ornekler sonrasinda kooperatifcilik yayginlik kazanmaya baglamigtir.

Kooperatif kavraminin diinya tizerinde kiiresel bir etki olusturmaya baglamasinin temeli ilk kez 19 Agustos 1895
yilinda Londrada diizenlenen 1. Kooperatif Kongresiyle atulmistir. Arjantin, Avusturya, Belgika, Ingiltere, Dani-
marka, Fransa, Almanya, Hollanda, Hindistan, italya, Sirbistan ve ABD kaulimiyla ICA Uluslararasi Kooperatif-
ler Birligi kurulmustur. (ICA;2019)
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Uluslararast Kooperatifler Birliginin tanimina gére kooperatif “ortak ekonomik, sosyal ve kiiltiirel ihtiyaglar ve is-
tekleri miisterek sahip olunan ve demokratik olarak kontrol edilen bir isletme yoluyla kargilamak iizere goniilli
olarak bir araya gelen insanlarin olusturdugu 6zerk bir tegkilattur” (GTB;2012)

Kiiresel anlamda yeni ¢alisma bicimleri ve bityiime modelleri goz éniine alindiginda, kooperatiflerin etki yaratmak
icin benzersiz firsatlari bulunmaktadir. Diger sosyal toplumsal dayanisma isletmeleri ile kiyaslandiklarinda; koo-
peratifler, pek cok sektorde degisen is diinyasindaki zorluklara yanit vermek icin yiikselen bir ekonomik alternatif
olarak gdziikmektedir. Tiim isletmeler, tiretim miktarini ve calismayi temel alirken(ILO,2015), kooperatif isletme-
ler kendilerini, kargilikli dayanigma ile dayanigma temelli miilkiyet ve yonetim anlayisini saglamak tizere konum-
lanmiglardir. Calisma kogullarinin iyilegtirilmesi ve siirdiiriilebilir bir gelecek saglamak icin ¢alisan diger toplumsal,
cevreci ve ekonomik hareketler; kooperatiflerin de demokrasi, esitlik, kendi kendini yénetme, kaulimcilik, koruma

ve segim hakki gibi ayni degerleri ve ilkeleri paylastugini kabul etmektedir(ILO;2019)

Diinyanin hemen hemen her iilkesinde kooperatifcilik faaliyetlerine rastlanilmaktadir. Cografi konumu, ekono-
mik ve sosyal gelismigligi, refah seviyesi ve siyasi sistemi ne olursa olsun kooperatifcilik faaliyetleri goriilmekeedir.
Gelismis ekonomilerde daha ileri diizeydedir. Fransada 26,1 milyon, Almanyada 22,2 milyon, Hollandada 16, 9
milyon, ingiltere’de 14,9 milyon, ve Italya\’da 12, 6 milyon kooperatif ortagi olmast bu bakimdan 6nem arz etmek-
tedir. TUIK 2016 verilerine gore 79, 8 niifusu olan Tiirkiye'de 7,5 milyon civarinda kooperatif ortagt bulunmakta
ve niifusun kooperatif¢ilige katilma orani %9,5 olarak hesaplanmakrtadir. (Tiirkiye Kooperatif¢ilik Raporu;2016)

Sekil 1: Diinyanin En Biiyiik 300 Kooperatifinin Sektorlere Gore Dagilim:

Diinyanin En Biiyuik 300 Kooperatifinin
Sektorlere Gore Dagilimi (%)

| 1. Sigorta %41

B 2. Tarim %30

m 3. Toptan ve Perakende
Ticaret%19
4. Bankacilik ve Finansal
Hizmetler%6

B 5. Sanayi ve Kamu Hizmetleri%1

M 6. Egitim ve Sosyal Bakim %1

B 7.Diger Hizmetler %1

Kaynak: ICA, 2019
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Diinyanin en biiyiik 300 kooperatifinin sektorlere gore faaliyet kollart Sekil 1'de verilmistir: Bunlar; sigorta (%
41), tarim (% 30), toptan ve perakende ticaret (% 19), bankacilik ve finansal hizmetler (% 6), sanayi ve kamu
hizmetleri (% 1), saglik, egitim ve sosyal bakim (% 1) ve diger hizmetler (% 1). En biiyiik 300 kooperatif ve or-
taklari toplam 2,1trilyon USD ciro elde etmektedirler. Kooperatifler diinya genelinde 280 milyon insana isthdam
eden siirdiiriilebilir bir ekonomik biiyiimeye katkida bulunmaktadir

Kooperatifler farkli is kollarinda ve diizeylerde orgiitlenmektedir. Diinyada farkli uygulamalar vardr, fakat biitiine
bakildiginda Rapp kooperatifleri ti¢ baglikta toplamaktadir(Rapp 2016). Bunlar;

Tiiketici kooperatifleri insanlarin beslenme iiriinleri satin aldigs, konut sahibi olmak icin diyesi oldugu kooperatif

Uretici Kooperatifler: iiretim araglarini traktor bicerdiver ortak kullanilarak iivetim yapilan ya da doniisiimlii kul-
lanilarak diretim yapan kooperatifler

Is¢i Kooperatifleri; [scilerin mal ve hizmetleri kolektif ve adil iiretmek icin kurduklar: ve yonettikleri isci kooperatifleri

Tablo 1de secili iilkelerdeki kooperatif, iiye ve isthdam sayilar1 goriilmekredir. Kooperatif verileri bulmak diinya 6lge-
ginde bunlari kargilagtirmak oldukea zordur, 2017'de hazirlanan Kooperatifler hakkindaki Global Rapora gore tilkelerden
cesitli veriler toplanmugtir. Burada her iilkede ayn1 yil verisi bulunamadig icin her tilkedeki en son verilere ulagtlmugtir.

Rapora gore ilk siitun kooperatif sayisini gdstermekee, ikinci siitun kooperatiflerin kendi calisanlarinin sayisint gos-
termektedi. Ugiincii siitun isgi kooperatifleri ya da girisimci kooperatifler dordiincii siitunda kendi isinde calisip
tireten ve kooperatif iiyesi olan kisilerin sayisini gosteriyor, drnegin balikeuiftci gibi. Son siitunda tiiketici koo-
peratifi {iye sayisina referans olmakeadir.

Tablo:1 Diinyadadaki Secili Ulkelerden Kooperatifler, Kooperatif Uyeleri ve Istihdam®

Kooperatif Calisan Is¢i-Uye Sayist | Uretici iiye Tiiketici tiye

Sayist. Sayist Sayist Sayist
Fransa 17.897 683.043 27.330 1.068.771 25.510.462
Almanya 7.615 898.334 N/A? 1.680.000 21.370.000
fralya 39.599 1.150.292 1.017.663 792.092 10.774.817
Ispanya 21.725 171.724 230.000 1.179.323 5.887.306
UK 6.797 222.785 94.049 134.566 16.267.705
Polonya 9.521 289.700 42.700 317.200 7.616.700
Brezilya 6.582 362.838 291.046 1.127.450 11.287.668
Kanada 5.769 152.931 4.000 141.200 17.990.941
Paraguay 450 13.952 3.206 18.939 2.764.423
El Salvador 1.126 N/A 684 14.866 430.328
Colombia 4.089 130.009 117.622 190.732 5.514.993
Tiirkiye 31.902 N/A 3.556 3.007.237 3.506.562

Kaynak: Cooperatives and Employment Second Global Report 2017

Tablo 1’e bakildiginda gelismis ve 6zellikle Avrupa tilkelerdeki kooperatif ve tiye sayisinin fark acici sekilde yiiksek
oldugu goriilmekeedir. Tablo gsteriyor ki gelismislik diizeyi artkga kooperatiflesme egilimi yiikselmekeedir. Tiir-
kiyede de kooperatif sayist oldukea yiiksek tilkeler arasindadir.

2 Veri bulunamamuigtir.
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Kooperatif Sayist. | Calisan Is¢i-Uye Sayist Uretici iiye Tiiketici tiye
Sayist Sayist Sayist

Afrika Toplam 375.375 1.939.836 37.836 20.410.298 33.638.298
Asya Toplam 2.156.219 7.426.760. 8.573.775 219.247.186 320.130.233
Okyanus Toplam | 2.391 75.438 0 147.071 30.696.144
Amerika Toplam | 181.378 1.896.257 982.285 3.237.493 417.580.396
EU Toplam 143.226 4.207.744 1.554.687 8.282.829 110.636.190
Avrupa Toplam 221.960 4.710.595 1.554.687 9.157.350 152.064.608
Genel Toplam 2.937.323 16.048.886 11.148.568 252.199.398 954.109.679

Kaynak: Cooperatives and Employment Second Global Report 2017

Tablo 2'de kitalarda bulunan kooperatif sayisini gostermektedir.2017 Global Rapor verilerine bakildiginda koope-
ratif sayist en yiiksek yer Asya olarak goriilmektedir. Raporda bir baska hesaplama ise iilkelerin toplam istihdami-
nin yiizde kagt kooperatif tizerinden gerceklestigidir. Raporda kooperatif toplam istihdaminin tilke toplam istih-
damina(15 yas iistil) boliinmesiyle elde edilmis ve istthdamin ne kadarini kooperatifler karsiladigi hesaplanmustrr.
Veriler soyledir; (Global Report; 2017);

Asya (33 iilke)%12,87,
Afrika (35 iilke) % 6,86
Avrupa (37 iilke) %4,66
Amerika(39 iilke) %1,36
Okyanus(12 iilke) %1,25
Genel Toplam %9,46

Tiirkiye'de Kooperatifeilik

Kooperatifciligin Tiirkiyedeki gecmisine bakildiginda memleket sandiklarindan (1863) giiniimiize uzanan bir ta-
rihi bulunmaktadir ayrica Tiirkiyede 6zel bir 6neme sahiptir. 1969'da “Kooperatifler Kanunu” ile yaklagik 25 yil-
lik hazirlik aligmastyla hayata gegmistir. Kanunun yiiriirliige girmesiyle titketim kooperatifleri, kredi ve kefaret
kooperatifleri, tarimsal amacli kooperatifler, ve konut kooperatifleri sayisal olarak artmis, kooperatiflerin tist 6r-
giitlenmesi kanunilestirilmis ve yeni kooperadif tiirleri olarak iiretim kooperatifleri, temin tevzi kooperatifleri ile
ulagtirma sektoriinde faaliyet gosteren kooperatifler kurulmustur. (Koop.Raporu; 2017)

Tiirkiyede Kooperatifletle ilgili hizmetleri yiiriiten 3 bakanlik biinyesinde idari yapilanmasi vardir; Bunlar;

1.C. Giimriik ve Ticarer Bakanlig:

1.C.Cevre ve Sehircilik Bakanlig:

1.C. Tarim ve Orman Bakanlig:

Bu ti¢ bakanligin verileriyle derlenmis Tiirkiyede toplam 35 ayri konuda faaliyeti olan kooperatif bulunmaktadur.
Bu kooperatifler Tablo 3'de verilmistir. Tabloya bakildiginda en fazla sayidaki kooperatif sirastyla; konut, tarimsal

kalkinma, motorlu tasima kooperatifleridir. Ortak sayist itibariyle bakildiginda ilk sirada pancar ekicileri, konut
yap1 ve tarim kredi kooperatifi yer almaktadur.
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Tablo: 3 Tiirkiyede Kooperatifler ve Ortak Sayis:

Faaliyet Alanina Gore Kooperatifler Kooperatif Ortak

1 Konut Yap: Koop. 27.361 1.273.274
2 Tarimsal Kalkinma Koop. 7.201 775.563
3 Motorlu Tagima Koop. 5.803 171.265
4 Sulama Koop. 2.523 303.586
5. | Tiiketim Koop. 2.170 183.463
6. Tarim Kredi Koop 1.625 1.001.418
7. | Toplu Isyeri Yapt Koop 1.161 84.035
8. | Kredi Kefalet Koop. 1.004 659.406
9. Kiiciik Sanayi Sitesi Yap: Koop 922 125.632
10. | Islerme Koop. 655 116.368
11 | Su Uriinleri Koop. 553 30.889
12. | Uretim Pazarlama Koop. 408 17.563
13. | Karayolu Yolcu Tasima Koop. 390 7.873
14. | Turizm gelistirme Koop. 309 17.002
15. | Tarim Saus Kkop. 306 323.596
16. | Temin tevzi Koop. 256 22.807
17. | Kiigiik Sanat Koop. 233 7.770
18. | Karayolu Yiik Tagtma Koop. 75 2.117
19. | Kadin Girisimi Uretim ve Isletme Koop. 55 640
20. | Egitim Koop. 49 2.880
21. | Pancar Ekicileri Koop. 31 1.448.171
22. | Yas Sebze ve Meyve Koop. 29 3.066
23. | Gayrimenkul Isletme Koop. 26 922
24. | Yayincilik Koop. 23 508
25. | Yardimlagma Koop. 18 13.449
26. | Deniz Yolcu Tagima Koop. 17 381
27. | Yenilenebilir Enerji Uretim Koop. 13 95
28. | Hizmet Koop. 11 145
29. | Tedarik Koop. 8 606
30. | Sigorta Koop. 6 827.765
31. | Hamal Tagimaciligi Koop. 6 522
32. | Pazarcilar Isletme Koop. 5 67
33. | Saglik Hizmetler, Koop. 2 53
34. | Bilimsel Arastirma ve Gelistirme Koop. 2 31

35. | Deniz Yiik Tagima Koop. 1 8

36. | Basin Yyain Iletisim Koop. 1 23
37. | Fikri Miilkiyet Haklar1 ve Proje Danis. Koop. 1 7
TOPLAM 53.259 7.422.994

Kaynak: GTB, GTHB, CSB (Aktaran: Tiirkiye Kooperatif¢ilik Raporu 2016)
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Diinyada gelismis tilkelerdeki kooperatif anlayist ile Tiirkiyedeki kooperatif anlayisi arasinda ne kadar temel fark
yokmus gibi goriinse de, Tiirkiyede’ki kooperatiflerin iktisadi agirliklt olarak kurulduklar: ve temelde tarim ve ko-
nut gibi konularda sekillenip dallandiklari goriilmekeedir. Oysa Gelismis iilkelerde kurulan kooperatifler sadece
iktisadi alanda degil; sana, kiiltiir, egitim, saglik ve enerji gibi konularda da faaliyetlerini siirdiirmekeedirleri.Bu
iilkelerde kooperatifcilik anlayisinin sosyal ve ekonomik gelismenin anahtari olarak goriildiigiinii ve siirdiiriilebi-
lirlik anlayiginin temel lokomotifi olarak kabul edilip iilke genelinde yayginlasurildigi goriilmekeedir(Kanli; 2016)

Tiirkiye'de varolan kooperatiflerde bazi aksakliklar ve eksiklikler de tespit edilmektedir. Kooperatif Stratejisi ve Ey-
lem Planina’na gore; Kooperatifler amator ruhlu ve zamanlarinin ¢ok az bir béliimiinii yonetsel gorevlere ayirabi-
len kimselerce idare edilmektedirler. Kooperatif yoneticileri, yasal diizenleme geregi genel kurulda segilerek goreve
baglamaktadir. Yonetim kurulu olabilmek i¢in secilecek kiside bunun disinda yonetim becerisi saglayan herhangi
bir sart aranmamakeadir. Yonetim kuruluna secilen kisilerin genel olarka kooeperatifcilik veya yonetim konularinda
herhangi bir egitimleri de bulunmadiklar: bilinmektedir. Bu tiir yaganan sorunlar da kooperatiflerin basarisini
olumsuz etkilemektedir (Everes;2019).

Sonug

Kiiresel ve yerel diizeyde gerceklesen ekonomik biiyiime bir taraftan geliri artirirken diger taraftan sosyal ve eko-
nomik egitsizlikleri de arurmaktadir. Kiiresel ekonomide yeni tiretim ve pazarlama modelleri, ¢aligma bicimleri or-

taya ¢ikarken bazi caligmalara gore kooperatifler bir alternatif olarak géziikmekeedir.

Giiniimiizde kooperatifler, bir yandan piyasa sistemi icin alternatif model olustururken diger yandan piyasa sis-

temi ile eklemlenmis sekilde piyasaya tamamlayici 6zelligine sahiptirler.

Ortak ekonomik ve sosyal ihtiyaglara ¢oziim yolu bulan kooperatifler diinyada bir milyar: askin istthdamin dog-
rudan iligkili oldugu énemli bir isletmecilik boyutuna ulagmistr. Giintimiizde kooperatiflerin etki alant da hem
genislemekte hem de ortak sayisida artmaktadir. Ekonomik igletmeler ve kendine yeten 6rgiitler olarak koopera-
tifler ortaklarinin ve bulunduklar yerin yerel halkinin sosyo-ekonomik durumlarinin iyilesmesinde énemli rol oy-
narlar. Bununla birlikee istikrarli ve siirdiiriilebilir politika tiretmeleri ve insan odakli temel yaklagimlar, ekonomik
kalkinma yaklagimlari yaninda sosyal gelismeye de katkida bulunmalari nedeniyle giiniimiizde kooperatifgilik icin
“Uigtincii sekedr” tanimlamast yapilmaktadir.

Kiiresellesme ile ekonomik hayatta yasanan krizler ve calkalanmalar igletmeleri ciddi boyutta etkilemektedir. Koo-
peratifler neoliberal ekonominin yaratug: kirilmalarda da ayakea kalabilen dayanismaci isletmeler oldugundan do-
lay: “alternatif” bir model olarak goriilmektedir. Son yillarda hem uluslararast kurumlar boyutunda hem de yerel

yonetimlerce kooperatiflere destekler artmugtir.

Tiim diinyada kooperatifler ekonominin her sekedriinde yer alan isletmelerdir. Yalnizca kar odakl degil, daha ge-
nis ilke ve degerler cercevesinde genis bir yelpazede faaliyet gostermekeedir. Kiiresel ekonomik krizler siirecinde de
kooperatifler alternatif bir model olarak ayakta kalabilmekte ve istthdam yaratabilmektedir. Kooperatifciligin yay-
ginlagmast icin bu érgiitlenme modelinin daha fazla kabul gormesi gerekmeketedir. Kamu kurumlart ve yerel yo-
netimler beraber calisarak giincel mevzuatlarini hazirlamalari gerekmektedir. Kooperatiflesmenin tabana yayilmas:

icin egitimlerin verilmesi gerekmektedir. Daha kolay erisilebilen finansman kaynaklari yaratmak gerekmektedir.
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Kooperatiflerin piyasa sisteminde genis anlamda ekonomiye katkisi ve istthdam yaratma potansiyeli farkedilmesi
ve politikalarin bu cergevede yeniden ele alinmasi gerekmektedir.
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STOCHASTIC CONVERGENCE IN GCC COUNTRIES:
PANEL STATIONARY APPROACH WITH SMOOTH
SHIFTS AND SHARP BREAKS / GCC ULKELERINDE
STOKASTIK YAKINSAMA: KESKIN KIRILMALI

VE YUMUSAK DEGISMELI PANEL DURAGANLIK
YAKLASIMI

Giilten Dursun’, Maha Algershi?

Abstract

In this study, the catch-up (stochastic convergence) hypothesis had been investigated empirically in the six coun-
tries of the Gulf Cooperation Council (GCC) for the period 1974-2016. Most of the unit root tests in the liter-
ature had not been general enough to capture different dynamics such as sharp structural breaks, smooth change
and non-linearity. Therefore, in the study, with the help of the trend function proposed by Li, Ranjbar and Chang
(2015), panel stability tests involving both sharp and soft structural breaks will be used. During this period, GCC
countries experienced different periods of enlargement and stagnation, the volatility in oil prices was affected by
the Gulf Wars (LILIII) and the 2008 financial crisis. Structural changes in GDP per capita may mean breaks in
the deterministic trend. This may create a nonlinear model. Panel unit root test results have demonstrated that
the stochastic convergence hypothesis does not apply to GCC countries other than the United Arab Emirates and
Kuwait. The findings of this study show that although most Gulf Cooperation Organization considers sharp and
smooth breaks, differences in per capita income are resistant to stagnation.

Keywords: Stochastic convergence, Gulf countries, trend function

Girig

Farkli ekonomilerin gelir diizeylerinin yakinsama egiliminde olup olmadig: sorusu 1950’li yillarda teorik olarak
arastirilmaya baglanmisur. Yakinsama hipotezi 1956 yilinda Robert Solow tarafindan ortaya konan ve daha sonra
Baumol (1986), DeLong (1988) ve Mankiw, Romer ve Weil (1992) tarafindan gelistirilen geleneksel neoklasik bii-
yiime teorisinin en énemli ¢ikarimlarindan biridir. Yakinsama Baumol’a gore (1986:1075) “sanayilesmeye ve eko-
nomik kalkinma konusunda ge¢ kalmis iilkelerin ekonomik bitytimelerinde hizlandiran giiglerin, kisi basina ¢iku
ya da alternadif olarak isgiicii basina ¢kt diizeylerinin yakinlasma egilimine yol agmasi” olarak tanimlanmakta-
dir. Buna gore fiziksel sermaye birikimi biiytimenin itici giictidiir. Ancak sermaye stoku arttike¢a, sermayenin mar-
jinal etkinligi azalmaktadir. Bu baglangicta daha az sermaye birikimi olan iilkelerde daha hizli bityiimeye ve nis-
peten daha zengin iilke diizeylerine yakinlasmaya yol agmaktadir. Baska bir deyisle, Neo-Klasik biiyiime modeli
azalan verimler yasasi nedeniyle tiretim siirecinde kullanilan sermaye miktari arttikea, biiytime oraninda bir disiis

1 Kocaeli University, dgulten@kocaeli.edu.tr
2 Kocaeli University, algershimaha@gmail.com
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ongdrmektedir. Bu tahmin iilkeler bazinda degerlendirildiginde, az gelismis tilkelerin yiiksek biiylime oranlarina
sahip olmalari, gelismis tilkelerin ise diisiik biiytime oranlari gostermeleri beklenmekeedir. Ancak teorinin evrensel
bir kabulii soz konusu degildir. Yoksul iilkelere gore daha hizli biiyiiyen zengin iilkeler bulmak miimkiindiir. Di-
ger yandan endojen biiyiime modelleri, neoklasik gelenegin aksine, kisi bagina gelirdeki farkliliklarin artan marji-
nal getiriler nedeniyle siirekli olabilecegini ileri stirmektedir (Romer, 1986, 1990; Lucas, 1988, 1990).

Yakalama ve yakinsama kavramlari arasindaki iligki ise Bernard ve Durlauf (1996) tarafindan istatistiksel olarak
aciklanmigtir. Yakalama olarak yakinsama, ele alinan iki iilkenin simdiki dénem ve gelecek donem arasindaki ge-
lir farklarinin azalmasi olarak tanimlanabilir (Esitlik 1). Yakinsamanin ikinci tanimu tilkeler arasinda uzun dénem
gelir farklarinin sifira yaklasugini ifade etmekeedir. Bu tanim, sabit bir zamanda uzun dénem tahminlerinin esit-
lenmesi olarak aciklanabilir (Esitlik 2):

Yie > Vit ise
EWitrr-Yieer |9 < VieVia (1)

ImE (y; e47-y; =0

n_m(yl,HT Vit+T [o:) 2)
Sala-i-Martin (1990, 1996), daha yoksul ekonomilerin daha hizli bitytime egiliminde oldugu neo-klasik hipotezin
ampirik testleri i¢in B-yakinsama kavramini gelistirmistir. Ayrica §- yakinsamast mutlak ya da kosulsuz B-yakinsa-
mast ile kogullu S-yakinsamast olarak ikiye ayrilmaktadir. Mutlak B-yakinsamasi, yoksul iilkelerin zengin iilkelere
gore daha hizli biiytimesi olarak ifade edilirken; kosullu B-yakinsamasinda tilkelerin yapisal farkliliklar1 dikkate
alinmaktadir. Ulkelerin yapisal zellikleri benzer oldugunda mutlak ve kosullu yakinsama arasinda ayrim yapilma-
sina gerek kalmamaktadir (Kant, 2019). Baslangic geliri ile biiyiime oranlar: arasindaki iligkiyi ifade eden B-kat-
sayisinin isaretinin negatif ve istatistiksel olarak anlamli olmasi ortalama olarak bir gruptaki yoksul iilkelerin daha
huizli biiytidigii anlamina gelmektedir. Bir diger yakinsama tiirii 6-yakinsamasidir. Buna gore bir grup ekonomi-
nin kisi bagina reel gelirleri arasindaki farkin kapatulmasi 6-yakinsamast olarak tanimlanmakeadir. Genellikle stan-
dart sapma degerleri ile 8lciilmektedir. Sayet ele alinan iilkeler kisi bagina gelir anlaminda ayni duragan-duruma
sahiplerse B-yakinsamasinin varlif gelirler arasindaki farklarin kapanmasina bir bagka deyisle zamanla yatay kesit
dagiliminin da azalmasina yol agacaktir. Diger yandan bireysel iilkelere gelen soklarin varligs bu farklarin artma-
sina da neden olabilir (Barro, 2012). Dolayistyla B-yakinsamasi gerekli ancak yeterli bir kosul degildir.

Yakinsama analizlerinde zaman serisi yaklagimlarinin kullanilmaya baslamastyla birlikte yakinsamanin determinis-
tik ve stokastik tanimlamast yapilmigtir. Bu ayrim, duragan olmayan serilerdeki birim kokiin test edilmesinde kul-
lanilan deterministik veya stokastik trend olup olmamasina dayanmaktadir. Stokastik yakinsama ekonomiler ara-
sinda kisi bagina gelir farklari ortalama bir duragan siireci izlediginde olusmaktadir. Boylece nispi kisi basina gelire
gelen soklar, herhangi bir yakinsama egiliminden gecici sapmalara neden olmaktadir. Béyle bir duraganlik, eko-
nomilerin kendi istikrarli durumlarina ulagugi anlamina gelmektedir.

Korfez Isbirligi Konseyi iilkeleri (GCC) 25 Mayis 1981 yilinda ekonomilerini biitiinlegtirmek ve kalkinmalarini
hizlandirmak tizere Abu Dabide kuruldu (Abdalla ve Abdelbaki, 2014)°. Uzun vadede tiyeler arasinda parasal

3 Eyliil 1980de baslayan Iran - Irak savastyla beraber Suudi Arabistan igin ABD'nin destegi dnemli olmustur. Harvey'e gére (2019:27)
“...korfez savas1 bolgede ABD’nin askeri varligini daha giiglii hale getirdi....cabalarini desteklemek i¢in Suudi Arabistan, Kuveyt ve
diger devletlerle birlikte Kérfez Isbirligi Konseyini kurdu ve bu devletlere bdlgedeki ABD kuvvetlerine destek olmak iizere askeri
ekipmanlar sattr”.
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birligin saglanmasina yonelik parasal ve finansal politikalarin koordine edilmesini 6ngoren Konsey iilkeleri alfa-

betik strayla ifade etmek gerekirse Bahreyn, Kuveyt, Umman, Suudi Arabistan ve Birlesik Arap Emirlikleri’'nden

olusmaktadir (bkz. Harita 1).

SAUDI ARABIA

Harita 1. Korfez Isbirligi Konseyi Ulkeleri ve Bagskentleri

KUWAIT Omwmrcw
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Cografi yakinlik ile birlikte bu faktérler bélgede etkilesimi kolaylastirmis ve homojen 6zellikler yaratmigtir. Ancak

1970’li yillardan bu yana bu bolge ¢esitli daralma ve genisleme dénemleri yasamustir. Petrol fiyatlarinda dalgalan-

malar, kérfez savaglari ve en son 2008 mali krizi bu dénemlere 6rnek olarak verilebilir. Orta Dogu ve Kuzey Afri-

kada (MENA) yasanan siyasi krizlerin ¢ogu GCC ekonomilerinin iyilesme belirtileri gosterdigi bir zamanda ger¢ek-

lesmis; ancak 2008-09'daki mali ve ekonomik kriz, MENA tilkelerine kiyasla uluslararasi finansal piyasalarla giiclii

entegrasyonlarinin ve hidrokarbon ihracatina yiiksek bagimliliklart sonucu bu iilkeler biiyiik 8l¢iide etkilenmistir®.

GCCnin kiiresel finansal piyasalarina ve iiye tilkelerinin hidrokarbon ihracatina ve ticaretine olan bagimliligi, eko-

nomilerini MENA bolgesinin daha az biitiinlegmis fakat daha ¢esitlendirilmis ekonomilerinin ¢ogundan daha sa-

vunmasiz hale getirmistir®. Dolayisiyla temel sorun petrol dist endiistrilerin séz konusu tilkeler icin, petroliin 6ne-

4 Kuveyt ve Birlesik Arap Emirlikleri 2009 yilinda reel GSYH biiyiime orani en olumsuz etkilenen iki tilke olmustur. GCC
ekonomilerinin 2000-2010 yillar1 arasinda reel GSYH’s1 % 4.7 oraninda biiyiimiistiir. Bu oran OECD’nin % 1.5 olan biiyiime
oraninin tizerinde olup, BRIC tilkelerinden (y1llik % 8) Brezilya, Rusya, Hindistan ve Cin’in ortalama bitytime oranlarinin altindadr.
Biiylime oranlar1t MENA ortalamasina yakin olsa da kisi bagina gelir anlaminda OECD grubuna daha yakindir. Bu durum GCC
tilkelerine iligkin ekonomik dinamizmin varhigina iliskin énemli bir gosterge olarak goriilmektedir (MENA-OECD INVESTMENT

PROGRAM, 2011).

5 GCC tyesi tilkeler, tilkeye bagl olarak tiim ihracat gelirlerinin % 70 ila % 95’ arasinda degisen hidrokarbon ihracatina bagimhidir.
Bahreyn ve Birlesik Arap Emirlikleri, GSYIH agisindan en gesitlendirilmis ekonomilerdir, ancak petrol halen mali gelirlerinin
sirasiyla % 84’iinii ve % 66’11 olusturmaktadir. Katar ve Kuveyt, petroliin sirastyla GSYHnin % 52 ve % 39’unu olusturmasi
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mini azaltacak yeterli ihracat geliri elde etmelerinde basarili olup olmayacaklaridir. Zira GCC iilkelerinin petrole
olan bagimliliklarinin devam etmesi yani sira pek ¢ok politik riskin devam ettigi bilinmektedir. Reformlarin devam
edip etmeyecegi petrol gelirlerine baglt oldugu icin, petrol fiyatlarindaki diistisler bolgeyi derinden etkilemektedir.

Kapsaml: bir literatiir aragtirmasi yakinsama hipotezinin genellikle gelismis tilke ve/veya bolgeler {izerinde odak-
landigini ortaya koymaktadir. Genel olarak gelismekte olan tilkeler ve 6zellikle de Korfez Bolgesi'nde yakinsama
tizerine ¢ok daha az arasurma vardir. GCC iilkelerinin entegrasyonunun basarilt olup olmayacag ayni zamanda
bu bélgenin makroekonomik gostergelerinin birbirlerine uyumlu olup olmamastyla da iligkilidir. Bu ¢alismada bu
ag1g1 kapatmay1 planlamaktayiz. Bu ¢alismanin amac stokastik yakinsamanin GCC iilkelerinde varligini arastir-
makur. Kisi basina GSYH'deki yapisal degismeler deterministik trendde kirllmalarin olabilecegi anlamina gelebil-
mektedir. Bu durum dogrusal olmayan bir modelin varligini gerektirebilir. Bu amagla Li vd.’nin (2015) 6nerdik-
leri trend fonksiyonu yardimiyla hem keskin hem de yumusak yapisal kirilmalari iceren panel duraganlik testleri
kullanilmakrtadir. Yapisal kirilmalara izin veren birim kok testlerinin 6nemi literatiirde en sik islenen konulardan
biridir. Test prosediiriimiiz 6nceki galismalardan birkag agidan farklilik gostermektedir. Oncelikle Li vd. (2015)
tarafindan ileri siiriilen duraganlik testi ile GCC iilkeleri kisi basina gelirlerine olasi negatif soklar nedeniyle ani
ve yumusak degismeleri daha iyi yakalayacagini diisiiniiyoruz. Ikinci olarak GCC iilkelerine yénelik yapilan az sa-
yida yapilan calismalar agisindan literatiire katkida bulunacakur.

Caligmanin giris boliimiinden sonra ikinci béliimde literatiire yer verilmis, tigincii boliimde metodoloji ve veri
tanitilarak elde edilen, ampirik sonuglara yer verilmis ve son olarak sonugla tamamlanmustir.

Literatiir

Yakinsama hipotezini test ederken, caligmalarin gogu tilkeler arasi ve bolgeler arasi aligmalarda kisi bagi milli ge-
lir ve biiyiime oranlari arasindaki korelasyonu arastirmak icin kesit veriler kullanmistir. Yakinsama kanitlari, bas-
langictaki yoksul ekonomilerin kigi basina gelir artig hizinin daha zengin ekonomilerden daha hizli bitytdiigiine
isaret ettigi icin, bilylime oranlari ile baslangi¢ gelir diizeyleri arasindaki negatif iligkiye odaklanilmigtir. Bu yon-
tem birgok ¢alismada yakinsama lehine kanitlar saglamistr (Baumol, 1986; Barro, 1991; Barro ve Sala-i-Martin,
1991, 1992; Mankiw vd. 1992; Engelbrecht ve Kelsen, 1999).

Islam (1995), Mankiw, Romer ve Weil (1992)’nin veri setini kullanarak 1960-1985 periyodunu petrol {ireticisi
olmayan 96 iilke, orta diizeydeki 74 tilke ve 22 OECD iilkesi i¢in ayr1 ayri ele almisur. Ele alinan dénemde soz-
konusu iilkelerde kogullu yakinsamanin mevcut oldugunu ve yakinsama hizinin OECD iilkeleri i¢in 0.0670, pet-
rol iireticisi olmayan iilkeler icin 0.0434 ve orta diizeydeki iilkeler icin ise 0.0456 oldugunu tespit etmistir. Gau-
lier, Hurlin ve Jean Pierre (1999), ¢alismalarinda AB-15 iilkesini, 27 OECD tiilkesini ve 86 iilkeyi alarak 3 farkli
ornek iizerinde kisi bast GSYIH igin yakinsama olgusunu incelemislerdir. 1960-1990 dénemini ele alan yazarlar,
86 iilke i¢in kosullu yakinsama olduguna dair bir sonu¢ elde edememiglerdir. AB-15 i¢in mutlak ve kosullu ya-
kinsama oldugunu tespit ederken, OECD iilkelerinde iilkeye ézgii kosullu yakinsama oldugunu gozlemlemisler-
dir. Kim (2001), 17 Asya iilkesinin kisi bast gelir biiyiime oranlarinin yakinsayip yakinsamadigini arastirmistir. Ig-
sel bitylime modelinin aksine alternatif digsal biiyime modelinde kogullu yakinsamaya ait bulgular elde etmistir.

nedeniyle GCC igerisinde en az gesitlendirilmis ekonomileridir (MENA-OECD INVESTMENT PROGRAM, 2011). Bu nedenle,
iilkeler artik, 6zellikle sinirli mali olanaklara sahip olanlar (Bahreyn ve Umman) olmak iizere, petrol fiyatlarindaki diisiigse karst
daha savunmasizdirlar. Ayrica Katar ile bolgedeki tilkeler arasimdaki diplomatik gerginliklerin, ticaret ve mali akimlardaki baz
aksakliklar nedeniyle Katarda 6zellikle yakin vadede biiytimeyi yavaglatmas: muhtemel goriinmektedir (IME, 2019).
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Carrion-i-Silvestre (2009), Meksika Federal eyaletleri arasindaki stokastik yakinsamay1 panel veri gergevesinde in-
celenmigtir. Yazar, istatistiksel ¢ikarimin iyi istatistiksel 6zelliklere sahip olmasini saglamak icin yatay kesit bagim-
lilig1 ve coklu yapisal kirilmalarin dikkate alinmast gerektigini vurgulamaktadir. Bu 6zellikler hesaba katildiginda,
stokastik yakinsama lehine kanitlar bulunmakrtadir. Stokastik yakinsama gerekli, ancak yeterli olmadigindan, Car-
lino ve Mills (1993) ve Tomljanovich ve Vogelsang’a gére (2002), hem stokastik yakinsama hem de B yakinsama
bulgularinin dogrulanmas halinde gergek yakinsama miimkiin olabilir. Meksika bélgelerinin reel geliri 1940’tan
beri yakinlagmus, ancak yakinsama siirecinin ¢ogu, ticaret reformundan dnce 1980’lerde meydana gelmigtir. O an-
dan itibaren, yakinsaklik siireci ve yogunlugu 6nceki doneme gore daha zayif olmasina ragmen devam etmistir. Us-
telik ticaretin serbestlesmesinden sonra, zengin ve fakir Meksika devletleri arasindaki gelir acig1 giderek artmakea
ve bu durum Meksikada giderek daha biiyiik bir politik ve sosyal problem haline gelmektedir.

Korfez bolgesine yonelik yakinsama caligmalarinin azligi dikkat ¢ekmekeedir. Kisswani ve Abdul Razaq (2014),
6 korfez tilkesini ele aldig calismalarinda 1983-2011 dénemi i¢in mutlak ve kosullu yakinsamaya iliskin saglam
bulgular elde etmisler, ancak sigma yakinsamasina iliskin bir kanit elde edememislerdir. Geng ve Termos (2011),
GCC iilkeleri arasindaki yakinsamay1 bir yandan bolge ortalamasina ve diger yandan ABD ekonomisine dogru
analiz etmektedir. Stokastik ve beta yakinsama tanimlari kullanarak GCC ekonomilerinin ortalamalarina yakin-
sadig1, ancak ABD ekonomisine yakinsama konusunda zayif kanitlar oldugunu ifade etmekeedir. Ayrica, Geng ve
Termos'un (2011) calismasinda yakinsak ekonomiler icin yakinsama hizi analiz edilmektedir. Analiz sonuglari, ya-
kinsak ekonomiler i¢in teorik modellerin bekledigi ya da diger iilkeler i¢in bulunandan daha yiiksek bir hizda or-
talamalarina yakinlasma egiliminde oldugunu gostermektedir. Bu bulgu, benzer 6zelliklere sahip ekonomiler icin
ok daha hizli yakinlagmay: ngéren neoklasik teori ile yakindan uyumludur.

Andreano vd. (2013) calismalarinda 26 Orta Dogu ve Kuzey Afrika (MENA) iilkesi ile ilgili olarak 1950-2007
dénemi i¢in kosullu yakinsamanin varligina iliskin giiclii kanitlar elde etmiglerdir. Kogullu yakinsama i¢in zamana
bagli ekonomik yapiy1 etkileyen birka¢ durum degisken seti kullanmiglardir. Buna gdre uzun dénemde biiytime bir
dizi sosyo-ekonomik, teknolojik ve ydnetisim faktdriiniin bir sonucudur. Yolsuzlugun azaltlmasina ydnelik eylemler,
hiikiimetler olan giivenilirlik ve verimlilik, siyasi istikrar ve siddetin azalulmasi gibi yonetisim faktorlerinin iyilegti-
rilmesi, uzun vadeli duragan duruma dogru hareketi tegvik etmede ve istikrarli devletin gelisme yolunu ilerletmede
rol oynamakeadir. Ayrica teknolojik gelisme ve begeri sermaye gibi faktorler bityiime icin son derece nemlidir.

Guetat ve Serranito (2007) MENA iilkelerinde 1960-1990 ve 1960-2000 dénemi icin yakinsama ve yakalama
hipotezini analiz etmislerdir. Her iki dénem igin mutlak yakinsama hipotezi reddedilememistir. Ulkelerin ekono-
mik yapilarindaki gesitlilige ragmen sosyo-ekonomik ozellikleri, benzer siyasi ortam ve dis soklari paylasmast ne-
deniyle bu sonucun sastrtict olmadigini ifade etmektedirler. Diger yandan yakalama hipotezi 1960-1990 dénemi
icin 20 gruba ayrilan iilkeler iizerinden sadece 5 grup icin reddedilmistir. Bu iilkeler ¢ogunlukla petrol grubu iil-
kelerdir. 1960- 2000 dénemi igin yakalama hipotezi 17 grup iilke iizerinden besi igin reddedilmistir. Ilk donem
sonuglar ile kargilastirildiginda bu farkli gruplarin petrol tilkeleri olmadigy anlagilmisur. Her iki dénem igin pet-
rol grubu tilkelerin 1973 ve 1979 yillarindaki iki petrol krizi arasinda yer alan yapisal kirilma tarihlerinden 6nce
yakinsadiklari, petrol dist ilkelerin bélgedeki savaglar ve siyasi krizlere karsilik gelen yapisal kirilma tarihlerinden
once yakinsadiklari kanitlanmistir.

Pedrosa-Garcia ve Ali (2015) Arap iilkelerinde farkli ekonomik boyutlar1 dikkate alarak yapug: calismasinda kisi
bagina gelir anlaminda yakinsama hipotezine iliskin ¢ok az kanitlar oldugunu ileri siirmektedir. Dogal kaynakla-
rin varhigi tek bagina yakinsamayi agiklayamamaktadir. Bu durum dogal kaynak zengini ve yoksulu tilkelerin her
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ikisi icin de gegerlidir. Ancak calismada dikkate alinan iilke gruplari alt bolgeler ve bolgesel entegrasyon anlagma-
lar1 ile aynisurildiginda ti¢ alt Arap bolgesi icin kisi bagina gelir farkliliklarinin son 20 yilda azaldigi, GCC iilke-
leri kurulus tarihlerinden itibaren yakinsama egiliminin giiclii bir sekilde gerceklestigi kanitlanmustir. Sonug olarak
bolgesel entegrasyon anlagsmalarinin yakinsama yoniinde giiglii bir egilim sergileyecegi anlagilmustir. Boylece Pedro-
sa-Garcia ve Ali'nin (2015) ¢alismasinda bélgesel entegrasyonun basarili olmast i¢in kamu maliyesi gibi kilit den-

gesizliklerin ¢oziilmesi ve Arap liderlerinin daha giiglii siyasi bir isbirligi icerisinde olmasinin 6nemi vurgulanmustir.

Veri ve Metodoloji
Veri

Analizde alu GCC tilkesi igin yillik reel kisi basina GSYH verileri Maddison Project Database 2018 versiyonun-
dan alinmigtir: Katar, Suudi Arabistan, (SAU), Birlesik Arap Emirlikleri (ARE), Bahreyn (BHR), Kuveyt (KWT)
ve Umman (OMN). Veri mevcudiyetine bagli olarak 1974-2016 dénemi verileri kullanilmugtir. Tiim veriler Napa-
rian (dogal) logaritmik formda ifade edilmistir. $ekil 1 her bir GCC iilkesinin kisi bagina GSYH serilerinin bélge
ortalamasindan farkini 1974-2016 donemi gelisimini gostermektedir.

QATAR SAU
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Sekil 1. GCC iilkelerine iliskin 1974-2016 dinemi kisi basina GSYH nin ortalamadan farklar: gisteren serilerinin
grafik goriiniimii.
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Tablo I'de GCC iilkelerinin kisi basgina GSYH’lerin grup ortalamasina olan mesafelerine iligkin tiretmis oldugumuz
verinin zet istatistikleri yer almaktadir. Al GCC iilkesinin ortalama ve varyanslari birbirinden farkli gériinmek-
tedir. Carpiklik (skewness) istatistik degerleri ARE ve OMN disinda tiim iilkeler icin saga carpikur. Basiklik (kur-
tosis) katsayisi tiim tilkeler icin pozitif ve oldukga yiiksektir. Bu degerler egrinin normale gore daha dik oldugunu
gostermektedir. Jarque-Bera normallik testi Kuweyt disinda hata terimlerinin normal dagilmadigini géstermekeedir.

Tablo 1. Tanimlayic: Istatistikler

Qatar SAU ARE BHR KWT OMN
Ortalama 0.397389 -0.095850 0.009328 -0.188383 0.089697 -0.212181
Std. Sapma 0.225232 0.102500 0.377027 0.041664 0.134198 0.078953
Carpiklik 1.133016 0.948037 -1.249605 0.987262 0.134245 -1.187389
Basiklik 2.837425 2.829225 2.814616 3.608642 4.136835 3.738811
Jarque-Bera 9.247393** 6.493474** 11.25242** 7.648972** 2.444695 11.08219**
Gézlem 43 43 43 43 43 43

Not. ** istatistiksel olarak %5 diizeyde hatalarin normal dagilima sahip oldugunu gosteren sifir hipotezin reddedildigini gistermekredir.

Metodoloji

Bu calismada GCC iilkeleri kisi bagina gelirlerinde stokastik yakinsamayz test etmek icin ortalamaya olan uzaklik-
larin duragan bir siireg ile ifade edildigi Bernard ve Durlauf (1995, 1996) tanimlari kullanildi. Yazarlara gore sto-
kastik bir yakinsama varsa gorece kisi bagina gelirler arasinda farklar duragan olmalidir. Her iilke i¢in, érneklem-
deki tiim GCC iilkelerinin ortalamasina gore kisi bast GSYH (GDP) dogal logaritmasini su sekilde inceliyoruz:

GDP;
o= 1n (———t—
Yie (ortalamu GDPt)

©)

Denklem (3) tiim iilkeler i¢in ortak olan ayni yiizde soklarin goreceli kisi basina geliri degismeden birakacag: an-
lamina gelir. Bu nedenle, tespit edilen yapisal kirilmalar tilkeye 6zgii olacakur. Li vd. (2015)’ni takip ederek ani
ve yumusak kirilmalari birlikte yansitmak iizere trend fonksiyonunun tahmini icin (4) Numarali esitlikee oldugu
gibi ifade edilebilir:

2mkt

ye =y + BT + Y @, DU,, + Y4 DTy + Yy 014 Sin (T) + Yoy Oz C08 (ZHTM) +& )
Esidik (4) y,T ve m sirastyla sabit (intercept), zaman trendi ve optimal kirilma sayisinit gdstermektedir. Diger reg-
ressorler (5) ve (6) Numarali esitlikte oldugu gibi tanimlanabilir:

1, TBy, <t <TBy

DUe = 5)
0, aksi durumda

veE

t-TBy1TByq <t <TBy
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DTy, = (6)
0, aksi durumda

DU ve DT terimleri modelde ani kirilmalari yakalamak {izere modelde yer almakeadir. Yumugak gecisten genel
bir tahmin elde etmek icin Fourier yaklagim kullanilarak modele iki terim dahil edilmektedir (Gallant, 1981). Bu
terimler sirasiyla Y- 3 0, ksm( ) ve Yo, 6, kCOS( ) seklindedir. Denklemde n yaklasik frekans, k belirli bir fre-
kans saysidir ve <; 3 dir. (4) numaral: esitdigin tahmin edilmesinde m, n ve K'nin secimi gereklidir. Becker vd.
(2004)’nin onerdikleri gibi n=1 kisit1 ile 6, = 6, = 0 sadece bir frekans i¢in reddedilebiliyorsa zamanin degismez-
ligi sifir hipotezi de reddedilebilir. (4) numarali esitlik yeniden diizenlendiginde asagidaki gibi bir model yazilabilir:

m+1

m+1
Ve=y+pT+ z @, DU, + Z m DT, + 6;sin (@) + 0,cos (@) + &. (7)
=1 =

(7) numarali denklem tahmin etmek iizere ilk adimda optimum kirilma sayist (m) ve optimum frekans (k) belir-
lenmektedir. K'nin maksimum degeri 7'dir. Herhangi bir K = k i¢in Bai be Perron (1998) ileri siiriildiigii gibi (7)
numarali denklem tahmin edilerek hata kareler toplam: (SSR) elde edilmektedir. Hata kareler toplamini mini-
mum yapan optimal frekans k*’a esittir. Boylece elde edilen kirilma sayisi ve yerlerinin optimum say1 ve yeri ola-
rak segilerek, K = k* ile (7) numarali denklem yeniden tahmin edilir. Ikinci adimda denklem (7) de dogrusal ol-
mayan bilesenin yoklugu Becker vd. (2004, 20006) takip edilerek genel F-istatistigi yardimuyla test edilmektedir:

(k ) - (SSRRLSLtlanmaml; SSRkLsttlanmz;(k ))/2
SSRkLsttlanmLs(k )/T q (8)

F istatistiginde yer alan SSRiswianmamy ve SSRiisitianmus terimleri denklem (7)’den elde edilen hata kareler topla-
mini dogrusal olmayan bir bilesenin varligi ve yoklugu seklinde tanimlanmaktadir. Giiriiltii parametresinden do-
layr burada F-istatistigi standart bir dagilima sahip degildir (Becker vd. 2006). Bu nedenle kritik degerler Monte
Carlo simiilasyonlart kullanilarak elde edilmektedir.

Ampirik Sonuglar

Ani yapisal kirilmali ve yumugak gegisleri yakalamak tizere kullandigimiz birim kék testine ge¢meden once karsi-
lagtirma yapabilmek tizere yapisal kirilma icermeyen geleneksel birim kok testleri uygulanmugtr. Tablo 2 ADE, PP
ve KPSS bireysel birim kok testi ve Tablo 3 panel birim kék testlerinden Fisher tipi test sonuglarini gostermek-
tedir. Tiim test sonuglart Katar, SAU ve ARE i¢in hem sabit hem trendli modelde kisi bagina gelir fark: serisinin
duragan olmadigini gostermekeedir. Diger yandan Bahreyn icin trendli modelde ADF test istatistigi %10 seviyede
birim kék sifir hipotezi reddedilirken, yine trendli modelde KPSS LM-test istatistigi “duraganlik” sifir hipotezi
reddedilememigtir. Kuweyt i¢in sabitli modelde PP ve KPSS test istatistikleri sirastyla %10 ve %1 seviyede serinin
birim kok igermedigi anlagiimaktadir. OMN igin sabitli modelde sadece PP test istatistigi sonuclart %5 anlamli-
lik diizeyinde birim kok sifir hipotezi reddedilmistir.
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Tablo 2. ADE PP ve KPSS Birim Kok Testi Sonuglar:

ADF PP KPSS LM-Test Ist.
Ulkeler Sabit Sabit + Trend | Sabit Sabit + Trend | Sabit Sabit + Trend
Katar -2.211(3) -1.058(0) -2.149[4] -1.231[3] 0.379[5]* 0.192[5]**
SAU -1.611(0) -1.447(0) -1.700[1] -1.639(1] 0.490[5]** | 0.155[5]**
ARE -0.710 (9) | -1.409(0) -1.967(2] -1.438[1] 0.383[5]** | 0.182[5]**
BHR -2.286(0) -3.173(0)* -2.187[4] -3.135(3] 0.625[51** | 0.105[3]
KWT -2.556(0) -2.267(0) -2.586[2]* -2.299(3] 0.205[5] 0.152[5]**
OMN -2.202(1) -1.760(1) -3.441[3]** -2.613(3] 0.532[5]** | 0.201[4]**

Not. Parantez icindeki degerler gecikme saysini gostermektedir. ADF testi iin uygun gecikme uzunlugu Schwarz
Bilgi kriteri ile belirlenmigtir. Késeli parantez icindeki degerler PP ve KPSS testleri i¢in band genisligini gostermek-
tedir. Band genisliginin belirlenmesinde Newey-West Bandwidth kriteri kullanilmugtir. *,** isaretleri sirastyla %10
ve %5 diizeyde istatistiksel anlamliligs ifade etmektedir. KPSS testi icin kritik degerler sabitli (intercept) modelde
%1, %5 ve %10 icin strastyla 0.379, 0.463, 0.347 iken sabit+trend iceren modelde 0.216, 0.146 ve 0.119dur.
ADF ve PP testlerinde sifir hipotez “seri birim kokliidiir” iken KPSS testinde “seri duragandir” seklindedir.

Maddala ve Wu (1999) ve Choi (2001), LLC ve IPS panel birim kok testi ercevelerinin eksiklikleri nedeniyle al-
ternatif bir test stratejisi dnermekeedir. Bir saglamlilik 8lciisii olarak Fisher tipi testlerde dért farkls birim kék testi
istatistigi hesaplanmaktadir. Choi (2001), panel sayisinin sonlu oldugu zaman, ters X testinin giiclii ve uygulana-
bilir oldugunu savunmakreadir. Tablo 3'den goriilecegi iizere dort testin tiimii birim kok sifir hipotezini reddede-
memektedir. Bu durumda alternatif hipotez olan “en az bir panel birim kokliidiir” sonucuna varilabilir.

Tablo 3. Fisher Test Sonuglar:

Degisken Inverse X Inverse normal Inverse logit t Modified Inv. X
Stat. p-value Stat. p-value Stat. p-value Stat. p-value

In (X,-X,

neK 3143 0.7601 0.5211 0.6989 0.4677 0.6785 -0.7523 0.7741

Not. Fisher tipi testlerin stfir hipotezi “tiim panel birim kik igerir” iken alternatif hipotez ‘en az bir panel duragandr” seklindedir. Test, asimp-
totik olarak 2 serbestlik dereceli ki-kare dagilimina gore dagirlmastar.

Yatay kesit bagimliligi (YKB), bir panel veri analizi yapmadan dnce arastirilmasi gereken en énemli tanilama yon-
temlerinden biridir. YKB’nin varligi durumunda yapilacak analizlerin bu bagimliligi dikkate almasi gerekmekte-
dir. Bu baglamda bu ¢alismada T>N durumunda uygulanan Breusch ve Pagan (1980) LM testi, Pesaran (2004)
CD (Cross Section Dependent) testi ve Pesaran vd. (2008) tarafindan gelistirilmis sapmasi diizeltilmis LMadj (Bi-
as-Adjusted Cross Sectional Dependence Lagrange Multiplier) testi kullanilmistr. Tablo 4’tin Panel A béliimiinde
yatay kesit bagimliligt (YKB) test sonuglari yer almaktadir. Buna gore her ti¢ test istatistigi sonuglart yokluk bos
hipotezini reddetmektedir. Bir baska deyisle paneli olusturan 6 GCC iilkesi igin YKB bulunmaktadir. Ulkelerden
birinin reel kisi basina gelirine gelen sok diger iilkeleri de etkilemekeedir. Bu durumda karar alicilarin politika be-
lirlemede diger tilkelerin uyguladiklart politikalar ile soklari dikkate almalari gerekmektedir.

Tablo 4’iin Panel A béliimiinde ise tiim panel i¢in homojen uzun dénemli varyans varsayimi altinda elde edilen
test istatistigi sonuglari yer almaktadir. Panel istatistigi icin kritik degerler 20.000 kez tekrar 6rnekleme yéntemi
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(bootstrapping) kullanilarak hesaplanmigtir. Elde edilen test istatistigi sonuglarina gére, duraganlik sifir hipotezi
tiim anlamlilik diizeylerindeki kritik degerlerden kiiiik olmasi nedeniyle reddedilememistir. Bununla birlikte hete-
rojen uzun donemli varyans varsayimi altinda duraganlik bos hipotezi %5 anlamlilik diizeyinde reddedilmektedir.

Tablo 4. Keskin ve Yumugak Kirilmali Panel Duraganlik Test Sonuglar1 (Sabit ve Trend)

Panel A: Yatay Kesit Bagimlilik Testi Sonuglar: ile Keskin ve Yumusak Kirilmali Panel Duraganlik Testi Sonuglar:
Test Istatistigi p-degeri

CDLMI1 (Breusch-Pagan,1980) 42.291%+* 0.000
CDLM2 (Peseran, 2004) 7,200 0.000
CDLMAD] 12.661*** 0.000
Panel Duraganlik Test Test [statistigi Kritik Degerler
Sonuglar: 90 95 97.5 99 p-degeri
Homojen Uzun Dénemli
Varyans -0.2236 2.1394 2.5445 2.8911 3.3455 | 0.5884
Heterojen Uzun Dénemli
Varyans

3.8885** 2.5213 3.4119 4.3048 5.3344 0.0001
Panel B: Keskin ve Yumusak Kirilmali Bireysel Duraganlik Testi
Ulkeler Bartlett 90 95 97.5 99
Katar 0.0524* 0.0479 0.0588 0.0693 0.0809
SAU 0.3160 *** 0.0383 0.0466 0.0551 0.0659
ARE 0.0474 0.0520 0.0629 0.0734 0.0862
BHR 0.1269*** 0.0395 0.0463 0.0532 0.0622
KWT 0.0644 0.1370 0.1709 0.2042 0.2440
OMN 0.0498** 0.0388 0.0456 0.0526 0.0596

Not: Kritik degerler 20.000 tekrarls Monte Carlo simiilasyonu ile elde edilmistir. Maksimum kiribma 2 olarak almmigtir. Maksimum frekans
sayist 5tir. %, ¥ dsaretleri strastyla %10, %5 ve %1 anlamlilik diizeyinde duraganlik sifir hipotezinin reddedildigini gostermekredir.

Bireysel duraganlik test sonuglart Tablo 4’tin B panelinde sunulmugtur. Bireysel versiyonlar icin kritik degerler
20.000 tekrarla Bootstrap simulasyonu kullanilarak hesaplanmistr. Buna gdre duraganlik bos hipotezi Katar, SAU,
BHR ve OMN disinda reddedilememektedir. Buna gore stokastik yakinsama hipotezi GCC iilkelerinden ARE ve
KWT diginda tiim iilkeler icin gegerli degildir.

F-istatistik degeri ve kritik degerleri (20,000 tekrarla hesaplanmugtir) Tablo 5’te Panel Ada gosterilmekeedir. Grid-se-
arch (detayli arama) yaklasimi kullanilarak elde edilen K degetleri her bir iilke igin optimal frekansit gostermek-
tedir. Optimal frekans SAU ve BHR icin K=1; ARE icin K=3; Katar ve OMN i¢in K=4 ve KWT icin K=5'ir.
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Tablo 5. (7) Numaraly Esitlikteki Trend Fonksiyonu Tahmin Sonuglar:

Panel A: Optimum Frekans ve F-Istatistigi Sonuglar1 ve Kritik Degerler
Ulkeler Optimum | B-Istatistigi %90 %95 %97.50 %99
Frekans (K)
Katar 4 19.6383 2.4547 3.2557 4.1159 5.3907
SAU 1 107.3645 2.5022 3.3176 4.0739 5.2115
ARE 3 51.7214 2.4721 3.2708 4.1055 5.3066
BHR 1 31.4259 2.4292 3.2699 4.1395 5.2543
KWT 5 24.2220 2.4751 3.3125 4.1606 5.2761
OMN 4 17.6490 2.4806 3.2548 4.0311 5.1631
Panel B: (7) Numarali Esitlikteki Keskin Kirilma Tarihleri
Kirilma Tarihleri
Katar 1982 1988
SAU 1982 1990
ARE 1982 1997
BHR 1982 1996
KWT 1991 2007
OMN 1980 1992

Kirilma tarihleri Tablo 5’in Panel B béliimiinde yer almaktadir. Tiim GCC iilkeleri i¢in en az iki keskin kirilma
s6z konusudur. Elde edilen sonuglar 1980’li yillarin basinda beg keskin sapma, 1980’li yillarin sonunda bir sapma,
1990’1 yillarda 5 sapma ve 2007 yilinda bir sapma goriilmektedir.

Sekil 1, her bir GCC iilkesinin reel kisi basina GSYIH serisinin grup ortalamas arasindaki farkin zamana baglt
egilimini gdstermekeedir. Yapisal kirlmalar verilerin trendinde agikea gorilmektedir. Dolayistyla birim kok ve/veya
duraganlik sinamalarinda hem keskin kirilmalart hem de yumusak degisimi dikkate almak oldukca énemlidir (Li
vd., 2015). Zamanla degisen sabitin tahmin edilen zamana bagli trendi tiim gekillerde gozlenmekeedir. Tahmin
edilen ve gercek veri setleri birbirine uyum saglamustir.
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Sekil 1. GCC iilkeleri igin Logaritmik Kisi Basina Reel Gelir GSYIH fark serisi (Mavi ¢izgi) ve Ani Kirtlmalar ve Yumugak
Degisimlerle Tahmin Edilen Trend Fonksiyonu (Kirmizt ¢izgi), 1974-2016.

Sonug

Bu ¢alismada 1974-2016 dénemi i¢in 6 GCC iilkesinde stokastik yakinsama hipotezi Li vd.’nin (2015) énerdik-
leri trend fonksiyonu yardimiyla hem keskin hem de yumugak kirilmalari iceren panel duraganlik testi ile sinan-
mugtir. Elde edilen bulgulara gére duraganlik bos hipotezi Katar, SAU, BHR ve OMN disinda reddedilememek-
tedir. Buna gore stokastik yakinsama hipotezi GCC iilkelerinden sadece Birlesik Arap Emirlikleri ve Kuveyt icin
kanitlanmustir. Bu iki tilkenin kendi duragan (istikrarly) durumlarina ulastigi anlamina gelir. Birlesik Arap Emir-
likleri’'nde, yiiksek petrol dist faaliyetlerin varlig1 bélgede ana ticaret merkezi roliinii giiglendirmekte ve ekonomik
biiytimenin toparlanmasinda énemli rol oynamaktadir. Petrol sekeérii, Kuveytte GSYH nin yarisindan fazlasini,

120



TOURISM, DEVELOPMENT STUDIES AND URBANIZATION
M. Onur Giilbahar

Katarda yarisini, BAEde ticte biri ve Bahreynde beste birini olusturmaktadir. Kuveyt ise yedek tiretim kapasitesine
sahip az sayidaki OPEC tedarikgisi tilkelerden biri olup, petrol disi faaliyetlerdeki olumlu ivmesini siirdiirmekte-
dir (WB, 2019). Bu ¢alismanin sonuglart ¢cogu GCC iilkesi i¢in keskin ve yumusak kirilmalar1 dikkate almasina
ragmen, kisi basina reel GSYH farklarinda birim kékiin varligini desteklemistir. Bu bulgu reel GSYH farklar: se-
risinin duragan olmadig 4 iilke icin uygulanacak para ve maliye politikalarinin reel ¢iku diizeyini etkileyebilece-
gini ima etmekeedir. Elde ettigimiz sonuglar GCC tilkelerinin ¢ogu icin alternatif gelir kaynaklarinin gelistirilme-

sinin zorunlu oldugu yéniindedir.

GCC gibi petrole bagimli ekonomilerin ekonomik cesitliligi artirmalari icin birka¢ neden bulunmaktadir (ME-
NA-OECD INVESTMENT PROGRAMME, 2011). Ilk olarak petrol sinirlt bir kaynaktir ve GCC ekonomi-
lerinin gelecek nesiller i¢in ayni yasam standardini saglayacak sirdiirtilebilir biiytimeyi glivence altina almak i¢in
petrol gelirlerine daha az bagimli olmalari gerekmektedir. Ikincisi, hidrokarbon ihracatina bagimliligin azalulmas,
GCC ekonomilerinin petrol fiyatlarindaki dalgalanmalara karsi kirillganligini azaltacakur. Uciinciisii, hidrokarbon
sektorii emek yogunlugundan ziyade sermaye yogundur. Dolayistyla yeni iglerin yaraulmasina yeterince katkida
bulunmamaktadir. Petrol rezervlerinin 10 ila 15 yil icinde tiikenmesi beklenen Bahreyn, giiglii bir petrol dist sek-
tor olusturmak icin nemli 6lciide bir caba sarf etmekeedir. Kuveyt ve Suudi Arabistan gibi tilkelerin rezervleri-
nin 100 yildan daha fazla siirecek olmast acil bir baski yaratmamakla birlikte petrol fiyatlarindaki dalgalanmalar
kisi bagina gelir anlaminda bélge ortalamasindan farklari daha da acabilecektir. Dolayisiyla kisi bagina gelir fark-
larina gelen soklar ekonomilerini gesitlendiremeyen GCC iilkeleri igin kalict olacakuir. Ustelik Katar diger GCC
iilkeleri tarafindan terore destek vermek ve komsularinin giivenligini baltalamakla suglanmaktadir. Siyasi gergin-
liklerle birlikte ekonomik soklar Kérfez Isbirligi Konseyi'nin ekonomik entegrasyon hedefinin gerceklestirilmesi-

nin oniindeki en 6nemli engeldir.
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DOGU MARMARA BOLGESI PLANLARININ ULASIM
KARARLARI BAGLAMINDA INCELENMESI /
EXAMINATION OF EAST MARMARA REGION PLANS
IN THE CONTEXT OF TRANSPORTATION DECISIONS

Furkan Ak¢ay', Senay Oguztimur’

Abstract

Although transportation is one of the most essential factors that play a role in the quality of life of a settlement,
it is also an important function affecting the economic, social, cultural, environmental sustainability and develop-
ment of that settlement. Therefore, it is necessary to evaluate the transportation decisions produced for a country,
region or city in relation with other sectoral and environmental decisions taken in that region. In the planning
studies; the upper-scale plans should define specific principles and objectives for the sub-scale plans and contrib-
ute to the production of strategies in accordance with these principles and objectives. Similarly, sub-scale plans
should include decisions that guide implementation in accordance with the principles and objectives from the up-
per scale. In this study, planning studies prepared in different scales in the Eastern Marmara Region will be exam-
ined in the context of transportation decisions and the compatibility of the decisions taken in the region between
upper and lower scale plans will be examined. This scope of work; 2014-2023 East Marmara Regional Plan, Tur-
key Transportation and Communication Strategy and Kocaeli Province Logistics Studies and Strategic Planning
The Final Report was examined. Planning studies examined, the transportation decisions were collected in the
matrix and whether the equivalents in the sub and upper scale plans were found and the compatibility between
the decisions were examined. As a result of the study, transportation decisions taken in the planning studies con-
ducted in the Eastern Marmara Region; While there are more general and abstract decisions in upper-scale plans,
it is determined that there are no decisions that can not reduce the upper-scale plan decisions to the requirements
of the sub-scale sufficiently and can lead the implementation phase.

Keywords: Eastern Marmara Region, Regional Plan, Transportation

Girig
Dogu Marmara Bélgesi; Kocaeli, Sakarya, Diizce, Bolu ve Yalova illerini kapsamakta olup, Anadolu ile Istanbul’u

birbirine baglayan, Ankara ve Bursa gibi metropollere yakinlikta bulunan cografi bir gegis giizergahinda bulunmak-
tadir. Bélgenin cografi konumu ve gelismis ulagim baglantilari, bélgenin gelismesinde en biiyiik etken olmustur.

Ulasim; bir bélgedeki ekonomik, sosyal, kiiltiirel ve gevresel etkinlikleri dogrudan etkileyen ve bu etkinliklerin ger-
ceklestirilebilmesi i¢in gerekli olan bir tiirev islevdir. Dolayistyla ulagim politikalar: tiretilirken; bélgenin ekono-
mik, sosyal, kiiltiirel ve gevresel potansiyellerinin yani sira makro 8l¢ekee bolgenin cevresinde iiretilen politika ve

1 Yildz Technical University, akcayfrkan@gmail.com
2 Yildz Technical University, soguz@yildiz.edu.tr
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planlama ¢aligmalarina ve ulusal boyutta bolgeye bigilen rolleri de kapsayacak bir planlama ¢aligmast yiiriitiilme-
lidir. Ulagimin giiciiniin ve bulundugu cografyanin gelismesi tizerindeki etkisini dikkate alinarak; Tiirkiye'nin en
gelismis bolgesi olan Marmara Bélgesinde plan kararlart ve yapilan master planlar incelenmistir. Ozellikle Dogu
Marmara Bolgesi; Tiirkiye'nin ilk Lojistik Master Plani Calismasinin Kocaeli icin yapildigi; bircok bakimdan lo-
jistik kapasitesi Tiirkiye capinda olan bir bélgedir. Bu baglamda 6ncelikle Tiirkiye Ulagim ve fletigim Stratejisi
belgesi incelenmistir. Ardindan; 2014-2023 Dogu Marmara Bélge Plani ile Kocaeli 1li Lojistik Etiidii ve Stra-
tejik Planlama Caligmalar: kargilagtirmali bicimde degerlendirilerek, birbirleri arasindaki uyum irdelenmistir. Bu

caligma ikincil kaynak taramasina dayali olarak kurgulanmigtir.

Aragtirmanin yapist, iig boliimden olusmaktadir. ilk boliimiinde Tiirkiye Ulagim ve letisim Stratejisi incelenmis-
tir. [kinci boliimde odaklanilan Dogu Marmara Bélgesi'nin yapisal 6zellikleri sunulduktan sonra, Dogu Marmara
Bolge Plani degerlendirilmistir. Ugiincii ve son boliimde Kocaeli Lojistik Etiidii ve Stratejik Planlama Calismast

incelenmistir.

Tiirkiye Ulagim ve Iletisim Stratejisi Hedef 2023

Tiirkiye Ulagim ve Iletisim Stratejisinde sektorler; karayolu, demiryolu, denizyolu, havayolu, boru hatlari, kom-
bine tagimacilik ve lojistik, kentsel ulagtirma ile haberlesme olmak tizere 8 ayr1 alt baglik halinde ele alinmus, stra-
tejik hedef ve oneriler ise 2011-2023 donemi itibariyle hazirlanmigtir. Stratejiler her alt bagligin alunda 4 farkls
konuya ayrilarak belirlenmistir. Bunlar; Kurumsal Yapilanma ve Yasal Diizenlemeler, Altyapt Hedef ve Onerileri,
Isletme ve Ustyapt Hedef ve Onerileri, AR-GE Hedef ve Onerileridir.

Tiirkiye Ulasim ve [letisim Stratejisi Hedef 2023 dokiimaninin vizyonus “Ulkemizin rekabet giiciine ve toplu-
mun yasam kalitesinin yiikseltilmesine katk: veren; giivenli, erisilebilir, ekonomik, konforlu, hizli, ¢evreye du-
yarly, kesintisiz, dengeli, cagdas hizmetlerin sunuldugu siirdiiriilebilir bir ulagtirma sistemi olusturmak.” ola-

rak belirtilmistir.
Tiirkiye Ulagim ve Iletisim Stratejisi Hedef 2023 dokiimanida ulastirma sektorii stratejileri su sekildedir:

¢ Ulasturma tiirleri arasinda etkin koordinasyonu saglanacak ve ilgili Kuruluglarin yonetim yapist yeniden diizen-

lenerek etkin ve hizli yénetim sistemi gelistirilecekeir.

* Aragtirma-gelistirme ve egitim etkinlikleri i¢in bir Ulagtirma Enstitiisii kurulacak ve bu alanda nitelikli perso-
nel yetistirilmesi i¢im {iniversitelerle isbirligine gidilecektir.

¢ Ulasim Ana Plani hazirlanacakur. Strateji Belgesinde 6ngériilen hedeflere ulagilabilmesi icin uygulamaya konu-
lacak faaliyet ve projelerin énceligi ve detaylari Ulagim Ana Plani ile belirlenecektir.

e Ulastirma sekedriinde alternatif ulagim sistemleri kurmak icin AR-GE ¢aligmalart yapilacakar.

e Ulagimin her tiiriinde ilkemizi bolge tilkeleri ile baglayacak yeni koridor, hat ve baglanularin olusumuna ys-

nelik projelere ve uygulamalara iliskin AR-GE calismalart yapilacak ve uygulamaya konulacakur.
* Finansman ihtiyacinin siirdiiriilebilir ¢8ziime kavusturulmas: saglanacakur.

* Tagima Tiirleri Arasindaki Pay Dagilimi ve 2023 Hedefi belirlenmistir (Sekil 1).
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Karayolu

Ulusal ve uluslararasi alanda; ekonomik, ticari, sosyal, teknolojik, hukuki ve stratejik gelismeleri dikkate alarak;
kullanicr talebini kargilayan, giivenli, konforlu, ¢evreye duyarli, diger ulagim sistemleri ile uyumlu, ¢agdas karayolu
ulagtirma altyapr agini kurmak, ydnetmek ve igletimini saglamak amaciyla éneriler olusturulmustur.

Karayolu yonetimini daha etkin ve verimli hale getirecek cesitli stratejiler belirlenmistir. Bunlardan bir kagt; kamu
ve ozel sektor is birligini saglayacak yasal diizenlemelerin gergeklestirilmesi, yolcu ve yiik trafiinde kazalari 6n-
leme ve etkin yonetimi saglayabilecek yonetim sistem ve teknolojilerinin uygulanmast, karayolu tasimacilik paza-
rinin olusturulmast ve Tiirk Otomotiv Kurumu'nun kurulmasidir.

Mevcut karayolu aginin belirli standartlara ulagtirilmasi, trafik kazalarinin nlenmesi, karayolu trafiginin giivenli-
gini ve hizini arturacak uygulamalarin secilmesi ve tilkedeki 6nemli odaklarin ve bélgelerin birbirine baglanmasini
saglamak {izere stratejiler belirlenmistir. Karayolu tasimaciliginda ekonomik agidan verimliligin arttirilmas: adina
yonetiminin ve denetimimin gelistirilmesi, dogaya olan zararin en aza indirgenmesi i¢in gerekli isletme altyapisinin
olusturulmast, karayolu tagimaciliginin isletmeciliginin belirli standartlara yiikseltilmesi de stratejiler arasindadir.

Tagtma Paylari Ton-km (yurtici yiik) Tagima paylari yolcu-km (Yurtigi yolcu)

Mevecut Durum 2023 Sonu Hedefi Mevcut 2023 Sonu

(%) (%) Durum(%) Hedefi (%)
Karayolu 80,6 60 Karayolu 89,6 72
Demiryolu 4,8 15 Demiryolu 2,2 10
Havayolu 0,4 1 Havayolu 7,8 14
Denizyolu 2,7 10 Denizyolu 0,4 4
Boruhattt 11,5 14

Sekil 1: Ulasimin Modlara Gore Dagilimindaki 2023 Hedefi

Demiryolu

Teknolojik gelismelerden faydalanarak, diger ulastirma tiirleri ile uyumlu yaygin bir demiryolu ag1 kurarak, de-
miryollarin; iilke kalkinmasinin lokomotif giicii olacak sekilde ekonomik, giivenli, hizli, konforlu ve ¢evreye du-
yarl tercih edilen bir ulasim sistemi haline getirmek ve isletilmesini saglamak amaciyla neriler olusturulmustur.

Uluslararast standarda ulagilmas: ve kesintisiz demiryolu aglarinin olugturulabilmesi, kombine tagimacilik hizmet-
lerinin geligtirilmesi, ¢evreye duyarlt yesil demiryolu ve yesil istasyonlarin kurulmasi ve uzman personel sayisinin

ve niteliginin artarilmasina yonelik stratejiler belirlenmistir.

* 10.000 km yeni yiiksek hizli demiryolu hatti yapilmas,
* 5.000 km yeni konvansiyonel demiryolu hattt yapilmasi,
¢ 'Trafik yogunluna bagli olarak belirlenecek éncelik sirasina gore meveut agin 800 kmr'lik boliimii ¢ift hat haline

getirilmesi,
e Trafik yogunluguna bagli olarak belirlenecek 6ncelik sirasina gore 8.000 km hat elekerikli hale getirilmesi,

* Tiim hatarin sinyalli hale getirilmesi icin 8.000 km’lik hattin sinyalizasyonu tamamlanmast,
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e Her yil en az 500 km mevcut demiryolu ag1 yenilenerek standartlarinin yiikseltilmesinin saglanmas,

* Organize Sanayi Bolgeleri, fabrika, sanayi, liman vb. demiryolu baglantilarinin tamamlanmast i¢in 40 adet il-
tisak hatt1 inga edilmesi,

* Etkin karayolu ve demiryolu baglantisina sahip 16 adet lojistik merkez kurulmast gibi sayisal hedefler belirlen-

mistir.

Mevcut arag sayisinin arttirilmasi, yiik tagimaciliginda demiryolu payinin arttrilmast, igletmecilik prosediirlerinin
gelistirilmesi, demiryolu pazar payinin arturilmasi, lojistik zincirlerin gliglendirilmesi, rayli tagit sanayinin gelistiril-
mesi ve meveut verilen hizmetin gelistirilmesine yonelik stratejiler belirlenmigtir. AR-GE faaliyetlerinin gerceklegti-
rilmesi ve gerekli merkezlerin kurulmast, alternatif enerji sistemlerinin kullanilmasi ele alinan konular arasindadur.

Havayolu

Tirk Havacilik Sektoriinii; yenilikei, gelismeye acik, siirdiiriilebilir bir yaklagimla, en giivenilir, en konforlu, ¢ev-
reye duyarly, tiim islemlerinde insan memnuniyetine odakls, rekabete acik, kiiresel firsatlari yakalayan, bélgesinde
havacilik iissii olan ve diinya ile biitiinlestirmek amaglanmistir.

Hava kargo tasimaciligina uygun olan havaalanlarimizin “Serbest Bolge” ilan edilmesi, potansiyeli diisiik diger ha-
vaalanlarinin ise yerel yonetimlerin kaulimi ile “Birbirinden Bagimsiz Yerinden Yonetim” kuruluglar haline gelmesi,
kamunun zaman icerisinde sektdrde denetim ve gdzetim islevlerini yiiriiten pozisyona gekilmesi, sektorde calisan-
larin nitelik ve nicelikleri ve ¢alisma sartlarinin uluslararast diizeye getirilmesine yonelik stratejiler belirlenmistir.

Herhangi bir yone en fazla 100 kilometre seyahat ederek bir havaalanina erigiminin saglanmasi, kiy1 seridinde yer
alan en az on ildeki havaalaninda, tiim ulagim modlarinin biitiinlegtirilmesi, Tiirk Sivil Hava tagimaciligs filo sa-
yisinin arttrilmast, meveut havaalanlarinin tamaminin master planlari yapilarak, mevcut ve yapilacak tiim hava-
alanlari, uluslararasi standartlarda, manialardan arindirilmis, emisyon ve giiriiltii kirliligine yonelik tedbirleri alin-
mis hale getirilmesi, ticari amagli, 6zellikle bolgesel ucusa yonelik ugak tiretimi yapan, uluslararasi taninirligs olan
bir Ugak Fabrikast Kurulacak ve imalata baglanmasina yonelik stratejiler belirlenmistir.

Havaalanlarinin tam kapasite ile ¢alistirilmasi, uzun mesafe yolcu ve 6zel nitelikli hafif yiik tagimalarinin agirligi-
nin karayolundan havayoluna tasinmasinin saglanmasi, ugak kazalarinin azalulmasi, havaalanlarinin gevre dostu
olmasinin saglanmasi, tiim yolcu kesimlerinin esit sartlarda seyahat edebilmesine yonelik olarak “Engelsiz Hava-
alan1” haline gelmesi, yolcunun bulundugu ilk noktadan (ev, hastane, ofis vb) son duraga kadar transferinin ¢ag-
das, giivenli, konforlu, saglikli olmast icin gerekli teknoloji, insan kaynagi, ekipman ve metodoloji biitiinliigiiniin
saglanmasina yonelik stratejiler belirlenmistir.

Denizyolu

Tiirkiye denizcilik sisteminin, uluslararast rekabet giicii yiiksek, kiiresel aglarla biitiinlesmis, iilke ekonomisini des-
tekleyen ve istthdamda artan paya sahip bir yapida, yolcu ve yiiklerin zamaninda, giivenli ve kesintisiz ulagimini
saglayacak yapiya kavusturulmast ve siirdiiriilebilirliginin saglanmasi amaclanmigur.

Sekeoriin uluslararast rekabetinin arttirilmast amaciyla ulusal koordinasyonun tek elden yiiriitiilmesi, sektdrde cali-
sanlarin calisma kogullarinin ve egitim/beceri seviyelerinin uluslararasi standartlar diizeyine ¢ikartilmasi, yapilacak
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liman, tersane, gemi yan sanayi gibi deniz kiy1 yapilar1 yaurimlarinin, sehirlerin gelisimi, sanayi, ticaret ve tarimin
agitlik merkezlerini dikkate alarak yapilacak biitiinciil planlara uyumlu olarak gerceklestirilmesi hedeflenmistir.

Limanlarin ulusal ulagim ve trans Avrupa aglarina baglanmasi; Akdeniz, Ege ve Karadenizde kurulacak aktarma
limanlar ile lojistik merkezlerin baglanmast ve transit tasimaciliktaki payin arturilmasi, bélgesinde rekabet giicii
yiiksek limanlar durumuna getirilmesi séz konusudur.

Denizyolu pay1 ve konteynerlesme orani yiikseltilecek, deniz tasimaciliginda tigiincii sahuslara verilebilecek zararin
karsilanmasini teminen Tiirk P & I (Koruma ve Tazmin) Kuliibii kurulacak, yurticinde yiik tasimaciliginin kara-
yolundan denizyoluna kaydirilmas: icin finansman modelleri gelistirilerck Akdeniz, Ege, Marmara ve Karadeniz
limanlar1 arasinda yurtici yiik tastmaciligt i¢in deniz otobanlarinin olusturulmasi, limanlarda verilen rémorkércii-
litk hizmetleri rekabete agilarak kalitesinin arttrilmasina yonelik stratejiler belirlenmistir.

Lojistik Sektorii

Planin amaci; tiim tagima tiirleri arasinda etkin bir entegrasyon saglayarak; tasima maliyetlerini asgariye indirmek
ve tagimalart en ekonomik tagima tiirii olan demiryolu, denizyolu veya i¢ suyoluna kaydirmak suretiyle; Tiirki-

ye'nin diinya lojistik ag1 ve pazarinda etkin bir konuma sahip olmasini saglamakur.

Kombine tagimaciligin amaci olan ulagtirma tiirleri arasindaki entegrasyonu saglamak icin, (1) Kombine tagima-
calik mevzuati olusturulacak, (2) Yasal ve teknik uyum caligmalar: yapilacakur, (3) Giimriik ve serbest bolge mev-
zuat ve islemleri kombine tagimacilik gereklerine gore yeniden diizenlenecektir. Ayrica ulagim altyapt yaturim ve
isletme planlarinda kombine tasimacilik ilkeleri 6ncelikli olarak gozetilecek diizenlemelerin yapilmasi, lojistige yo-
nelik bilisim ve iletisim standartlarinin olugturulmasi, faaliyetleri planlayan, izleyen, denetleyen ve koordine eden
bir yapinin olugturulmasi, OSB ve kiiciik sanayi sitelerinde lojistik merkezler icin yer ayrilmasi, Lojistik egitim ku-

rumlarinda standardizasyon ve sertifikasyonun saglanmasina yonelik stratejiler belirlenmistir.

Ulagtirma tiirlerinin teknik ve ekonomik agidan en uygun yerlerde kullanildigs, akiler ve etkin bir ulagtirma alt-
yapisinin olusturulmas, tilke genelinde lojistik sistem olugturulmasi, sektdrel verimliligi ve etkinligi artiracak alt-
yap1 hizmetleri saglanmasi hedeflenmektedir. Kiiresel boyutta lojistik merkezlerin kurulmasi, lojistik merkezlerin;
giimriikleme, depolama, tagimacilik vb. katma deger olusturan merkezler olarak tasarlanmasi, limanlara ve OSB

merkezlerine demiryolu ve béliinmiis yol baglanularinin saglanmasina yonelik stratejiler belirlenmistir.

Yapilacak talep analizlerine gore tiim ulagtirma tiirlerini kapsayan eksenlerin dncelikleri ve gereksinimlerinin be-
lirlenmesi, limanlarimizin tanitimi yapilarak lojistik s haline gelmeleri, isletmecilikte doga dostu idari ve teknik
onlemlerin alinmasi, lojistik sektériine yonelik ulusal bazda veri toplama, degerlendirme ve raporlama ¢alismala-
rinin yapilmasina yonelik stratejiler belirlenmistir.

Sekedrde elekeronik veri aligveris sisteminin uygulanmast ve istatistiki bilgilerin tutulmasi icin gerekli AR-GE ca-
ligmalarinin yapilmasi, arag, yiik, tasima kabi ve dokiiman izlenebilirliliginin arttirilmast igin gerekli AR-GE ¢a-
ligmalarinin yapilmasi, Lojistik egitiminin yiiksek 6gretim ve orta 6gretim diizeylerinde verilmesi yoniinde gerekli
aragtirmalarin yapilmasina ydnelik stratejiler belirlenmistir.
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Dogu Marmara Bolgesi Bélge Plan1 (2014-2023)

Dogu Marmara Bélge Plani, Dogu Marmara Kalkinma Ajansi tarafindan hazirlanmig ve 2014 yilinda Bolgesel
Gelisme Yiiksek Kurulu tarafindan onaylanmustir. Dogu Marmara Bélge Planinin amaci, bolge i¢in 10 yillik do-
nemde sosyo-ckonomik kalkinmayr mekansal olarak tanimlayabilmek ve bu kalkinma siirecini stratejik olarak ta-
nimlayabilmektir. Bélge plani hazirlanirken 6 agamadan olugan bir planlama siireci izlenmistir (Sekil 2).

Sekil 2: Planlama Siireci

Bolgeleme Caligmasi

Dogu Marmara Bolgesi tilke geneli ile karsilasturildiginda gelismislik acisindan ist seviyelerde yer almasina ragmen
bu gelismisligin bélgede homojen yayilmadig gozlenmektedir. Bélgenin heterojen bir yapida olmasi, alt bolge bi-
rimlerine ayrilmasini ve bu alt bolgeler icin ayr1 ayr stratejiler secilmesini gerekli kilmakeadir.

Bolgeleme calismast sonucunda bélgede 6 gelismislik seviyesi, birbiriyle calisan 11 ilge kiimesi ve benzer strateji-
lerin segilebilecegi uygun goriilen 3 alt bolge birimi ortaya ¢ikmugtir. Bahsi gegen 3 alt bolge; global, dinamik ve
cevre alt bélgeler olmak tizere adlandirilmuglardir.

Global alt bélge, bslge toplam niifusunun %56’sin1 barindiran, bolgedeki ekonomik acidan en gelismis ilcelerin
yer aldigy, cevresel ve sosyal acidan pek ¢ok sorunu olan, yabanct sermayeli sirketlerin/biiytik 8lcekli firmalarin ve
bolge ihracatinin yogunlastigr bolgedir. Dinamik alt bélge, kiiresel ekonomiye entegrasyonda hizli katlim goste-
ren ve sanayi yatirimlari i¢in cazibe merkezi olarak planlanan, bolgede niifusun, kentsel hizmetlerin ve ekonomik
faaliyetlerin global alt bslgeden sonra en fazla yogunlasug alt bolgedir. Cevre alt bolge ise kirsal karakterin baskin
oldugu, baz ilgeler haricinde sosyo-ekonomik gelismislik siralamasinda en az gelismislik seviyesine sahip ilcelerin
yer aldif, kentsel hizmetleri global ve dinamik alt bolgelerden alan ¢eperdeki bélgedir.
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Sekil 3: Bilge Plant Kapsaminda Belirlenen 3 Alt Bilge

Vizyon

Bolgenin vizyonu; “Stratejik konumu ve is birligi aglarindan gii¢ alan, ¢ok ydnlii ekonomik yapusi ile deger {ire-
ten, zengin beseri potansiyeliyle gelecefe yon veren, yasam kalitesi ile fark yaratan, insan ve bilgi odakli, yenilik-
lere agik, kiiresel rekabette ve siirdiiriilebilir kalkinmada MARKA bélge olmak!” olarak belirlenmistir.

Planlama Yaklagimi ve Senaryolar

Bolgede yer alan 5 ilin Cevre Diizeni Planlari ve 10. Kalkinma Planinda yer alan plan kararlarinin birlegtirilmesiyle
iiretilen plan mozaigine dayanilarak 2023 yilint hedef alan kalkinma senaryosu tasarlanmistir. Bu senaryo ile sos-
yo-eckonomik ve makansal kararlarin cercevesi belirlenmis ve ortak bir kurgu olusturulmustur. Bu senaryo ve kur-
gunun odagina belirlenen 3 alt bolge birimi oturtulmus ve kararlar alt bdlge birimleri 6zelinde verilmistir (Sekil 3).
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Kapsadagji lige Kiimeleri Kapsadag [igeler
Lzmit ke Kiimesi izmit, Derince, Bagiskele, Kartepe
GLOBAL ALT BOLGE Gebze, Caywova, Danca, Kirfez, Dilovasi
Adapazan ike Kiimesi
Giiney Kdrfez ilce Kiimesi Yalova Merkez, Golciik, Karamiirse], Altmova, Ciftlikkdy
DINAMIK ALT BOLGE Doiju Merkez ilge Kiimesi Bolu Merkez, Diizce Merkez, Cumayeri, Cilimli, Kaynagh
Hendek ike Kiimesi Hendek, Akyan, Karapiircek, Gillyaka, Giimiisova, Sogiitii, Feridi

Karadeniz Kiyt Ike Kiimesi Kandira, Karasu, Kocaali, Kaynarca, Akgakoca
Sakarya Giiney ilge Kiimesi Pamukeva, Sapanca, Geyve, Tarakh
CEVRE ALT BOLGE Bolu Giiney ilge Kiimesi Seben, Kibnsak, Mudurnu, Goyniik

Bolu Dogu ilge Kiimesi Yigilca, Dértdivan, Gerede, Yenicaja, Mengen
Termal ikge Kiimesi Armutlu, Cmarcak, Termal

Sekil 4: Belirlenen Alr Bolgeler

Global alt bélgede dncelikle kalkinmanin éniindeki en temel problemlerden biri olan yasanabilirlik seviyesinin
yiikseltilmesi icin stratejiler gerceklestirilecektir. Nitelikli niifus ve isgliciiniin bolgeye cekilerek, niteligi artan is-
giicii ile beraber yenilikgi ve yiiksek katma deger odakls tiretimin saglanmasi hedeflenecektir. Dinamik alt bolgede
mevcut ekonomik faaliyetlerin rekabet diizeyi arturilacak ve 10 senelik perspektifte global alt bélgeye dahil olabi-
lecek senaryolar hedeflenmigtir. Cevre alt bolgede Mevcut ekonomik ve sosyal faaliyetlerin nitelik ve niceliklerinin
stirdiiriilebilir bir sekilde artturilmasi ve bu dogrultuda beseri kaynaklarin yerinde verimli bir sekilde degerlendiri-
lenrek 6grenen bir bélge olmast hedeflenmistir.

Planda verilen kararlar, vizyon ve ana senaryo kapsaminda gelisme eksenlerine ve bu gelisme eksenlerine uygun
olarak amaglar belirlenmis, her amaca uygun olarak da uygulama énerileri ve etaplama calismalar1 gergeklestirile-
cek sekilde bir ydntem secilmistir. Planin uygulama asamast kisa, orta ve uzun vade olmak iizere 3 etaba ayrilmig-
ur. Planda belirlenen alt bolgeler ve bslge geneli yapilan analizlere uygun olarak planlama yaklasiminda 3 ana ek-
sen belirlenmigtir. Bunlar; Yasanabilir Bélge, Rekabetci Bélge ve Ogrenen Bolgedir. Bu eksenler kapsaminda alt
amaglar, hedefler ve bu hedeflere yonelik stratejiler onerilmigtir (Sekil 6). Ayrica bu stratejilerin oncelikli olarak
uygulanmasi gereken bélgeler belirlenmistir.

Ulagim Kararlar1

Bolge Planinda belirlenen alt bélgeler ve eksenler kapsaminda olusturulan amaclar icerisinde ulagim kararlarina yer
verilmistir. Ayrica plan icerisinde bolgesel alinan kararlar baglaminda lojistik sektoriiniin hangi bélgelerde gelistiri-
lecegine de yer verilmistir. Buna gore; Gebze Gelisim Odagy, [zmit Gelisim Odagy, Sakarya Gelisim Odag1, Geb-
ze-Izmit Gelisim Koridoru, [zmit-Sakarya Gelisim Koridoru, Sakarya-Karasu Gelisim Koridoru, Sakarya-Diizce
Gelisim, Diizce-Bolu Gelisim Koridoru, Geyve-Mudurnu Gelisim Koridoru ve Batt Karadeniz Kiy1 Koridoru ya-
pilacak olan ulasim projeleri kapsaminda lojistik sekedriiniin gelistirilecegi bolgeler olarak ortaya ¢ikmistir.
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Yukarida belirtilen bu bélgelere ek olarak hem bu bélgelerde hem de Dogu Marmara Bolgesi geneli i¢in uygu-
lama 6nerileri gelistirilmigtir (Sekil 7).

3.1. KOCAELI LOJISTIiK ETUDU VE STRATEJiK PLANLAMA CALISMASI

Kocaeli igin hazirlanan bu galisma ile; Kocaeli {li sinirlart iginde yer alan tiim endiistriyel ve lojistik kuruluglarin
lojistik operasyonlarini tanimlayarak, daha akict lojistik operasyonlarin olusturulmasina yonelik bilgi toplamak ve
gelecege yonelik cikarimlar yaparak olast darbogazlari tespit edip onlem alabilmek adina stratejik kararlarin gelis-
tirilmesi amaglanmustir.

Calisma kapsamina; limanlar, giimriikler, 3000 m? {izerindeki antrepolar, depolar, likit stok alanlari, kuru gida ve
toptancilar sitesi, lojistik ve nakliye faaliyeti gosteren kuruluglar, nakliyeci terminali ve ur parklari, iiretim ve sa-
nayi alanlari ve demiryolu yiik istasyonlart alinmustir.

Caligma 4 ana béliimden olusmakeadir; (1) Veri Toplama Siireci ve Degerlendirilmesi, (2) Lojistik Modelleme Ca-
ligmalari ve Ulagim Ana Plani ile Entegrasyon, (3) Lojistik Sektoriintin GZFT (SWOT) Analizi, (4) Lojistik Arag-

tirma Sonuglart ve Planlama Bélimii.

Planlama ¢alismasinda veri toplama siirecinde detayli analiz caligmalart yapilmis olup, bu analizlerin yani sira kat-
limear siirecler izlenerek ulusal ve yerel 6lceklerde bélgeyi etkileyecek olan yaklagimlar degerlendirilmistir. Bu calig-
malar sonucunda belirli yontemler uygulanarak modelleme ¢aligmalar: yiiriitiilmiis ve sonunda SWOT Analizine

ulagilmugtir. Bu siire¢ sonunda bélge ve sektor 6zelinde optimum kararlar tiretilmeye ¢aligimigtir.
Plan Kararlar:

Plan 6nerileri kapsaminda kurumsal idari kararlarin olusturulmast icin 2 farkl alternatif tizerinde ¢aligtlmigtur: (1)
Kocaeli Lojistik Bolgeleri Koordinasyon Kurulu, (2) Kocaeli Lojistik Koordinasyon Merkezi. Arazi kullanimlarina
yonelik éneriler Kocaeli'de lojistik odaklarin kiimelendigi 4 ayr1 bolge bazinda degerlendirilmistir. Bu bolgelere lo-
jistik odaklarin agirlikli oldugu yerlerin/ilgelerin isimleri verilmistir.

Sekil 8'de goriilecegi gibi Gebze ve Dilovast ilgelerini kapsayan bélge Gebze Bolgesi; Kérfez ve Derince’yi kapsa-
yan bolge Korfez Bolgesi; [zmit, Kartepe ve Kandirayt kapsayan bolge Kosekoy Bolgesi ve Golciik- Basiskele ilge-
lerini kapsayan bolge Golciik Bolgesi olarak isimlendirilmistir.

Bolgeler bazinda verilen oneriler asagidaki gibidir:

- Gebze Bélgesindeki Kuzey Marmara Otoyolu ve Kuzey Demiryolu baglanularini olusturmaya olanak verecek
bir bolgede lojistik faaliyetlere hizmet edecek bir lojistik kdy projesi ortaya konulmalidir.

- OSB’lerde, sanayi ve konut ¢eperlerinde yer alan depo, tir parki ve lojistik firmalarin lojistik kéye taginmasi tes-
vik edilmelidir. Boylelikle bu arazi kullanim tiirlerinden bogalacak alanlarin kentsel kullanima kazandirilacakur.

- Kérfez ve Derince ilgelerinde sanayi alanlarinin D-100’e direk baglanmasinin éniine gegilecek ve ¢evresindeki
konut alanlar ile birlikte D-100 Karayoluna tek bir ana arterden baglantilari saglanacaktir. Ayrica sanayi alan-
larinin yakininda imar planlarinda konut ve is alani olarak planlanan alanlarin ar parki fonksiyonuna déndi-
ritlerek ulagimdaki aksakliklarin ve plansizliklarin 6niine gegilecektir.
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gﬂ KocAELI KOCAELI LOJISTIK ETUDU VE STRATEJIK PLANLAMA GALISMASI - <™
ST fmere KOCAELI LOJiSTIK ODAK BOLGELERI ISR

'Kand ira
Gebze

Derince

-----

Goleitk

Karamirsel

Sekil 7: Kocaeli Lojistik Odak Bolgeleri

- Kasekoy Bolgesi'ne lojistik hareketleri diizenleyecek ve Gebze'dekinden farkli olarak kentsel lojistik ile Liman-
larin arka alani gibi calisacak bir lojistik kdy gelistirilecektir.

- Limancilik faaliyetlerinin aksamadan siirdiiriilebilmesi i¢in demiryolu baglantlariyla gemiden inen yiikiin lima-
nin diginda bir alana aktarilmast ellecleme ve giimriikleme iglemlerinin bu bélgelerde yapilmast onerilmektedir.
Bu ihtiyaca cevap vermesi icin Késekoy lojistik kdyiinde iltisak hatlartyla buraya baglanacak limanlar i¢in ayril-
mis liman arka sahalar1 yer alacakur (dry port). Bunun icin iltisak hatlariyla Késekoy lojistik kytine limanlar-
dan yiik akcarimi yapilacakar. Konuyla ilgili sematik gosterim Sekil 9'da verilmektedir. Ayrica bu bélgede ku-
rulmus ve kurulacak tiim depo ve lojistik firmalarin lojistik koy icerisinde yer almasini saglayacak gerekli arazi
kullanim karari degisikliklerinin yapilmasi dnerilmektedir.

- Golciik Bolgesi'nde arazi kullanim kararlarinin disipline edilmesi ve organize bir yapiya kavusturulmas: gerek-
lidir. Oncelikle yogun yiik hareketlerine maruz kalacak bu bélgenin bu trafigi kaldiracak bir yapida -gerekti-
ginde radikal kararlar alinarak (bir mahallenin yer degistirmesi, bir fabrikadan diizenleme icin yer tahsis edil-
mesi gibi) — parsellenmesi, yol ve kavsaklara kavusturulmas: ve kentsel arazi kullanimlari ile arasina tampon

bolgeler olusturulmasi 6nerilmektedir.

Kocaelide ulusal olgekte gerceklestirilecek yatirimlara yonelik lojistik odak baglantlari ve bu yatrimlarin birbir-
leri ile baglanularinin siirekliliginin saglanmasi hususunda temel bazi éneriler bulunmaktadir. Bu 6neriler su ge-

kilde siralanabilir;

- Lojistik Odak Bolgeleri ile Kuzey Marmara Otoyolu Arasinda Baglanti Yollarinin Olusturulmast,
- Giiney Marmara Otoyolunda Oncelikli Kavsak Coziimlerinin Yapilmast,
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- Giiney-TEM-Kuzey Marmara Otoyollari Arasinda Baglanu Siirekliliginin Saglanmasi, Kérfez Ray Projesinde;
Banliys/Sehir i¢i; Ulusal/Sehirlerarast; Hizli tren hatts; Yiik; Ozel hat tagimast planlandigindan isletmenin 3 hat

ile yetersiz kalacag: diisiiniilmekeedir. Bu sebeple en az 4 hat olmast 6nerilmekeedir.

Sonug ve Degerlendirme

Dogu Marmara Bélgesi, Anadolu ile Istanbul’u birbirine baglayan ulasgim giizergahlarinin tizerindedir. Istanbul,
Ankara ve Bursa gibi metropollere komgu olmasinin getirdigi ckonomik cesitlilige sahiptir. Bélgede sanayi, ticaret
ve ulagim olanaklarinin iilke geneline gore iyi durumda olmast ve bu gelisimin devam etmekte olan biiyiik kamu
yaurimlari ile siirmesi beklenmektedir. Ulkemizde 6nde gelen bélgelerden biri olmast nedeniyle galisma alani bu
bolge secilmistir. Bolge i¢in yapilmig olan iist ve alt 6l¢ekli planlarin ulagim sekeérii tizerine kararlari degerlendi-

rilmis olup, bu kararlarin olgekler arasi uyumu irdelenmistir.

Tiirkiye Ulasim ve [letisim Stratejisi Hedef 2023 raporunda iilke geneli icin ve agirlikli olarak ulasim sektoriine
yonelik genel stratejiler belirlenmigtir. Bu nedenle kararlarin mekansal kargiligi bulunmamakla, daha gok kurum-
sal stratejiler sunulmakeadir. Ayrica raporda, bahsi gecen “Ulagim Ana Plani”nin heniiz yapilmamis olmasi, planin
uygulamada karsiligini bulamadiginin kanitidir. Dogu Marmara Bélgesi icin 2014-2023 yillarini kapsayan Bélge
Plani bulunmakradir. Bélge Planr'nda yer almast beklenen kararlarin daha mekénsal ve niceliksel olmast beklenir-
ken alinan kararlarin bu icerigi karsilayamadigi goriilmiistiir. Ayrica alinan bazi kararlar (Ornegin; “Kent igi yaya-
lagtirma projelerinin gerceklestirilmesi”) bolge plani dlgegine ait olmayip daha alt 6l¢ekli planlarda karart alinmas:
gereken konulardir. Ancak alinan kararlarin yeterli niteliklerde olmamasina ragmen Bélge Plani yapilan analitik
caligmalar neticesinde ulagilan alt bélge birimlerine uygun stratejiler gelistirmis ve bu stratejileri dnceliklendirerek
uygulama sirasina koymustur. Ulasim konusunda agurlikli olarak tiim modlara yer verilmis ve tiirlerarasi entegras-

yonu gelistirmeye yonelik kararlar alinmaya caligilmugtr.

Kocaeli Lojistik Etiidii ve Stratejik Planlama Caligmast ise bdlgenin cografi 6nemi, gelismislik seviyesinin iilke dii-
zeyi iizerinde olmast ve bir iiretim merkezi olmast nedeniyle lojistik sektoriine iligkin kararlar iiretmek ve sektorii
gelistirmek amaciyla hazirlanmug bir plandir. Plan hazirlanirken tiim alt ve st 6lgekli planlar dikkate alinmig ve
kararlar alinirken uyumluluk 6n plana alinmugtir. Alinan kararlar, alt 6l¢ekli bir strateji plani olmasina ragmen,
kurumsal diizenlemeleri iceren kararlardir. Denizyolu ve havayolu ulagimlarina yénelik st 6l¢ekli planlarda karar-

lar alinmis olmasina ragmen, herhangi bir karar alinmamustir.

Tiim planlara bakildiginda alinan kararlarin iist 8lgekte daha ¢ok genel gecer her bélge icin sdylenebilecek nite-
likte kararlar oldugu, alt 8lcekee alinan kararlarin ise tist dlgekeeki kararlart 6ziimseyip uygulama agamasina indi-
rebilecek nitelikte altr doldurulmug kararlar olmadigr goriilmiistiir. Ayrica iist 6lgekte verilen kararlarin aslinda iist
olgege ait olmadigy, daha alt 6lgekli planlarda karar verilmesi gereken konular oldugu ancak alt 6lgekli planlarda
bu kararlarin yer almadig1 gortilmiistiir. Alinan kararlarda tist 6lekte genel olarak modlar arast entegrayonun sag-
lanmast, tiretim ile titketim merkezleri arasindaki ulagimin en verimli sekilde gerceklestirilmesine ydnelik kararlar
alinmigken, alt 8l¢ekli planlara inildiginde bu kararlarin karsilig1 goriilememis ve kararlarin agirlikl olarak karayo-
luna odaklandig gortilmiistiir. Yapilan planlama caligmalarinda dnerilen stratejiler ulasim modlarina gére siralan-
diginda st 6l¢ekte daha fazla kararin alinmis oldugu goriiliirken alt 6lcege inildikge alinan kararlarin daha azal-

dig1 ve tist dlgekte alinmug olan kararlari yeteri kadar kargilayamadigr gortilmiistiir.
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Sonug olarak, planlama calismalar, siirecin stirekli olarak dinamik bir yapida olmasi nedeniyle birbirlerini besle-
yen bir dongii icerisinde olmalidir. Ust dlgekli planlar, alt 6lgekli planlara belirli ilke ve amaglart belirleyerek bu
ilke ve amagclara uygun olarak stratejiler iiretilmesine katki saglamali ve alt 6lcekli planlarda iist 6lgek plan karar-
larini uygulamaya gecirmek igin iizerine diisen gereklilikleri yerine getirmelidir. Dogu Marmara Bélgesi'nde yapi-
lan planlama calismalarina bakildiginda alinan kararlarin iist 6lceklerde oldukea soyut alt 6l¢eklerde ise tist 8leek-
lerde soyut olarak bahsi gegen kararlarin somutlagtirlamadigi goriilmiistiir. Bu ¢alismada Dogu Marmara Bélgesi
i¢in hazirlanmig olan planlarda alinan ulagim kararlarinin st ve alt 6l¢ek iligkisine bagl olarak uyumlulugu irde-
lenmigtir. Ancak ¢alismanin detaylandirilabilmesi icin planlarda alinan kararlarin kendi 6lgegi icerisinde de uyum-
lulugu irdelenmeli ve iist lgek plan kararina ne derecede kargilik geldigi icerik bakimindan incelenmelidir.
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