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We are again together in 9th issue of our
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1. BOLUM: TURKIYE TURiZMi 2012-2014 YILLARI
DEGERLENDIRMELERI VE 2015 BEKLENTILERI
PART 1: 2012-2014 EVALUATIONS AND 2015 EXPECTATIONS
FOR TURISH TOURISM

1.1 TURKIYE TURIZMi 2014 GENEL DEGERLENDIRMESI
1.1 TURKISH TOURISM 2014 GENERAL EVALUATION

Tirkiye've 2014 yilinda gelen yabanci ziyaretci
sayisi % 5,5 artarak 34,9 milyondan 36,8 milyona cikti.
Tarkiye bir 6nceki donem % 9,8 gelisme gostermisti. Gecen
vil Almanya'dan gelen ziyaretci sayisi % 4,1 yukselisle 5
milyondan 5,2 milyona cikarken, ikinci siradaki Rusya ise
% 5 dolayinda biytme ile 4,2 milyon kisiden 4,4 milyona
ulasti. Bu dénemde % 3,6 bilyliyen ingiltere’den gelenlerin
sayisl ise 2,5 milyondan 2,6 milyona yiikseldi. Ote yandan %
1'e yakin gerileme kaydeden Hollanda, 1 milyon dolayinda
kaldi. 2014'te en iyi performansi gdsteren iran ise % 33
dolayinda yikselisle 1,1 milyondan 1,6 milyona yaklasmistir.
Polonya'da 2014'de % 20 yukselisle dikkat ceken pazarlarin
arasinda yer aldi. 2014'te gerileme yasayan pazarlar icinde;
Fransa, ABD, italya, isvec, Ukrayna, Avusturya éne cikarken
en buyuk gerileme % 20 ile Norveg, % 13 ile Ukrayna'da
gerceklesmistir.http://www.aktob.org.tr/pdf/AKTOB.
BULTEN.SUBAT.2015(1).pdf.

Ulkemizi en fazla ziyaret eden (lkeler siralamasina
baktigimizda ilk sirada her zamanki gibi Almanya gelmekte
ve ikinciligi de yine Rusya almaktadir. ingiltere, Glrcistan ve
Bulgaristan seklinde siralama devam etmektedir. Son yillarda
ozellikle Arap Ulkelerinde ciddi oranda artislar meydana
gelmekte, bunun basini da iran cekmektedir. Kuveyt, Irak,
Katar, Bahreyn gibi diger Arap Ulkeleri iran’l izlemektedir.
Adi gecen bu (ilkelerde Glkemizi ziyaretlerinde bir nceki yila

gore oransal olarak artis gortilmektedir.

Foreign Number of foreign visitors came to Turkey
in 2014 has increased 5,5% from 34,9 million to 36,8 million.
Turkey has shown 9,8% development in the previous period.
Last year, while the number of visitors coming from Germany
has increased 4,1% from 5 million to 5,2 million, visitors from
Russia in the second order has increased 5% from 4,2 million
people to 4,4 million. In this period, the number of visitors
coming from United Kingdom that has grown 3,6%, has
increased from 2,5 million to 2,6 million. On the other hand,
Holland showing approximately 1% descension has stayed
at about 1 million. Iran, showing the best performance in
2014, has reached about 1,6 million from 1,1 million with an
increase of about 33%. Poland has also taken place among
the markets drawing attraction with 20% increase in 2014.
Within the markets showing descension in 2014; while
France, USA, Italy, Sweden, Ukraine, Austria are coming to
the fore, the largest descension has occurred in Norway with
a ratio of 20% and Ukraine of 13%.http://www.aktob.org.tr/
pdf/AKTOB.BULTEN.SUBAT.2015(1).pdf.

When we observe the sequence of the countries
visiting our country in maximum, at the first rank, as always,
Germany can be seen and second country is Russia again. The
order continues as United Kingdom, Georgia and Bulgaria.
In recent years, serious increases are observed especially
in Arabian countries and the leading country is Iran. Other
Arabian countries such as Kuwait, Iraqg, Qatar, and Bahrein
follows Iran. In the visits of the said countries, a proportional

increase is observed when compared to the previous year.
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1.1.1. 2015 Yilina Dair Ongériiler: Rusya ve Almanya Degerlendirmesi
1.1.1. Expectations regarding to 2015: Russia and Germany Evaluation

1.1.1.1. 2015 Yili Rusya Pazari Beklentileri
1.1.1.1. 2015 Russia Market Expectations

Rusya Federasyonu ile sadece ticari anlamda degil,
turizm alanindaki gelismeler cercevesinde de son on yilda
surekli artis meydana gelmis, diinya konjonktirinin getirdigi
sonuclar dogrultusunda hep gelisen bir trend gOstererek
buglinkl durumlara ulasmistir. Turizm, bu iliskilerin en énemli
ayagini olusturmustur. 2014 yilinda (lkemize 36.837.900
turist gelmis, bunun 4. 479. 049unu Rus vatandaslari
olusturmustur. Bu rakam toplam turist sayisinin % 12.16'sina
karsilik gelmektedir. Bu oran azimsanmayacak bir orandir.
Sonucta Rusya Federasyonu, Turkiye'nin 6zellikle de Antalya
boélgesinin sadece bu yil degil son on yildaki en 6nemli
pazarlarindan biri olmustur. Gecen yila nazaran 2014 yilinda
Rus turistlerin sayisinda Antalya'da %5,4; Glke genelinde ise %
4,9'luk bir artis gerceklesmistir.

Bu artis oranlarinin 2015'te de devam etmesi turizm
sektortindeki piyasa oyuncularinin en buyik temennisidir.
Rusya'nin batibolgesinde, Ukrayna’da yasanan sicak gelismeler
bu temenniyi bosa cikaracak boyuta gelmis gozikmektedir.
2013 yilinin son aylarinda Rusya’nin Ukrayna ve Kirim
politikalariyla baslayan olumsuz gelismeler ve bolgesel kriz, AB
ve ABD basta olmak (izere pek cok Ulke tarafindan baslangicta
pek énemsenmemis, fakat catismalarin sirmesi ve Kinm'in
ilhaki ile bolgesel kriz blyimus, ardindan Avrupa Glkelerinin ve
oOzellikle Amerika Birlesik Devletleri'nin Rusyaile olaniliskilerde
politika degisikligine gitmesi, Rusya’'va ambargo konulmasi,
ardindan petrol fiyatlarinin disurilmesi ve nihayetinde Rusya
ile ticareti olan dlkelerin Rusya'ya baski uygulanmasi sonucu
tlke ekonomisi hizla sarsilmaya baslamistir. Sonucta da Ulke
parasi Ruble hizla deger kaybetmeye baslamis, ekonomik
anlamda ciddi sorunlari da beraberinde getirmistir.

Rusya, 2014 vili Eylll aylarinda baslayan ve etkisi
hala glinimUze kadar gelmis bulunan bir devalliasyonla karsi
karsiyadir. Son aylarda %100’e yakin bir devaliiasyonla 1 ABD
Dolari 30 Ruble iken simdi 60-70 bandinda dolasmaktadir.
Devaliliasyonla birlikte Rusya'da adeta ekonomik anlamda
panik havasi olusmaya baslamistir. Bu olumsuz havanin
devam edecegi g6zonlinde bulunduruldugunda, Rus halkinin
seyahatten vazgecme ihtimalleri de oldukca yiksektir. Diger
yandan tim dlnyada ve Rusya'da petrol fiyatlarindaki disis
nedeniyle bilet ve tur fiyatlarinda ucuzlama beklentisi varken,
Rusya'daki ucak bilet fiyatlarinda % 15-20 oraninda zam
vapilmis olmasi da beklentileri daha olumsuzlastirmistir.

With the Russian Federation, a continuous increase
has occurred in the last decade not only in the commercial sence
but also in the framework of the developments in tourism and
it has reached to its current status by showing a continuously
developing trend according to the results caused by the world
conjuncture. Tourism has developed the most important point
of such relations. In 2014, 36.837.900 tourists have come to
our country and 4.479.049 of this number is Russian citizens.
This number corresponds to 12.16% of the total tourist
quantity. This ratio is a substantial ratio. Ultimately Russian
Federation has become one of the most important markets of
Turkey, especially Antalya region, not only for this year but
for the last decade. When compared to the previous year, the
number of Russian tourists has increased 5,4% in Antalya in
2014 and 4,9% increase is seen in the whole country.

The continuation of these increment ratios in 2015
is the biggest expectation of the market players in tourism
sector. In the west region of Russia; it is observed that the
breaking news in Ukraine has negated this expectation. In the
last months of 2013, the adverse events that have started by
the Ukraine and Krym policies of Russia and the regional crisis
have not cared by v arious countries, especially EU and USA,
however regional crisis has grown by the continuation of the
conflicts and annexation of Krym and then policy amendment
of European countries and especially United States of America
in their relations with Russia, embargo on Russia, decrease
of the fuel prices and finally pressure applied on Russia by
the countries having trade relations with Russia have caused
the country economy to be distressed rapidly. As a result the
domestic currency Rouble has started to loose value quickly
and it has also brought serious economical problems together.

Russia is facing with a devaluation that has started
in September 2014 and its effect is still present today. In the
last months, while 1 US Dollar is 30 Rouble with a devaluation
of about 100%, it is about 60-70 band today. Together with
devaluation, a panic atmosphere has started to be developed
in economical means in Russia. When it is considered that
this negative atmosphere will continue, it is rather high that
Russian population will possibly waive from travelling. On
the other hand, due to the decrease in the fuel prices in the
whole world and also in Russia, while there is an expectation
about a decrease in ticket and tour prices, application of 15-
20% raise in the flight tickets in Russia has negativitized the
expectations.
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Rublenin ABD Dolar karsisindaki kaybinin devam
etmesi halinde Rusya'dan gelecek turist sayisinda gozle
gordlir bir azalma meydana gelmesi kuvvetle muhtemeldir.
Genel goris olarak, Rusya'dan gelen turist sayisinda %25-30
oraninda bir azalma olacagi, bunun da yaklasik 1-1,5 milyon
Rus turistinin gelemeyecegi seklinde yorumlanmaktadir. Sonuc
olarak vaklasik 1-2 milyar ABD Dolar'lik bir kayibin ortaya
cikmasi olasi goérulmektedir (Not: Turizmin carpan etkisi ve
diger yan sektorleri etkileyecegi varsayimiyla kaybin 4,5 milyar
ABD Dolarr'na ulasabilecegi de gbz ardi edilmemelidir). Burada
ileri strllen iyimser bir gor(s ise, Avrupa’ya gidemeyecek olan
turistin Glkemize yonelecegi ve bu dislstin énemli Olctide
azalacagi yonindedir.

Rusya Tur Operatorleri Dernegi de (ATOR), 2015
yiinda Rus turizm sektérinin % 30 oraninda kigllecegini
bildirmistir. ATOR Baskani Maya Lomidze gazetecilere yaptig
aciklamalarda, Rusya'nin tur operatorleri aginin kiclime
slrecinin sonuclarinin bahar aylarinin basinda hissedilecegini
ifade etmistir. (http://www.gundemrusya.com/rusya-turizm-
sektorunde-buyuk-dusus-beklentisi-4415h.htm)

Hernekadarkrizinortalamaikiyilstirecegibelirtiimisse
de, ne zaman sona erecegine doénik bir 6ngdride bulunma
mimkin géziikkmemektedir. Bu durum, belirsizligi getirmesinin
yaninda, Tlrkiye'nin ciddi sayilacak doéviz kaybi da olacagi
anlamina gelmektedir. Bu nedenle, bu siire zarfinda yapilacak
iki strateji/durum/yaklasim s6z konusu olabilir; Birincisi, yeni
pazarlar (Uzakdogu, Afrika vb) bulmak ki bu da kisa zamanda
ve gliney sininnda yasadigimiz olaylar cercevesinde zor
gdzilkmektedir. Ama en azindan israil'le iliskilerin diizelmesi,
iran pazarina yapilacak yogun tanitim ve reklam calismalari
sayesinde Rusya pazarindaki kayiplar nispeten telafi edilebilir.
Hindistan ve Cin pazarinda daha agresif pazarlama ¢alismasiyla
bu pazari genisletmek, Brezilya ve Arjantin bolgesinde tanitimi
yogunlastirmak, ayrica yillarca ihmal edilen i¢c pazara yogunluk
vermek de bu baglamda énemlidir. ikincisi de hikimetin turizm
sektoriine yonelik verecegi tesvikler, destekler, fiyat indirimleri
ve promosyonlarla bu sene en az kayipla atlatilabilir.

Devletin turizm sektoriine yonelik 6zel ve acil
durumlarda uygulayabilecegi tesvik ve destekler sektoriin
kiprdanmasina yardimcr olacaktir. Ornegin su anda (ilkemize
Rusya'dan turist getiren tur operatérlerinin, Eximbank vb.
kurumlarin saglayacagl desteklerle ayakta kalmalar icin
gerekli 6nlemler alinmal ve ellerindeki ucaklarin bir baska
bolgeye yonlendirilmesinin éniine gecilmelidir.

In case the loss of Rouble against US Dollars continues,
it is highly possible that the number of Russian visitors will
obviously decrease. As a general view it is interpreted as a 25-
30% decrease in the number of tourists coming from Russia
will occur and that this means approximately 1-1,5 million
Russian tourists will not come. As a result, it seems possible
to have a loss of approximately 1-2 billion US Dollars (Note:
On the assumption that it will affect the multiplier effect of
tourism and also other sub sectors, it should not be ruled out
that the loss may reach to 4,5 billion US Dollars). An asserted
optimist opinion is that the tourists who cannot travel to
Europe will come to our country and this decrease will be
significantly reduced.

Russian Tour Operators Association (ATOR) has also
notified that Russian tourism sector will be reduced about
30% in 2015. In the explanations of Chairman of ATOR Maya
Lomidze given to the journalists, has specified that the results
of the reduction process of Russian tour operators network
will be sensed at the beginning of spring months. (http://www.
gundemrusya.com/rusya-turizm-sektorunde-buyuk-dusus-
beklentisi-4415h.htm)

Although it is specified that the crisis will continue
for about two years, it is not possible to make a forecast about
its end. This situation, besides providing uncertainty, means
that somewhat serious currency loss will occur in Turkey.
Thus there can be two strategies/situations/approaches to be
applied within this period of time: The first one that finding
new markets seems hard within the framework of the cases
occurred in short time at the south border (Far East, Africa etc).
However at least via the relations with Israel are corrected,
losses in the Russian market can be relatively compensated
by courtesy of intense presentation and advertisement works
to be done for Iran market. With more aggressive marketing
efforts to expand the market in India and China markets;
intensification of the promotion in Brazil and Argentina and
also giving intensity to the domestic market which was
neeglected for many years are also important in this context.
Secondly, this year can be circumvented with minimum losses
by the incentives, supports, price discounts and promotions to
be provided by the government for tourism sector.

Private and government grants can be applied in
case of emergency for the tourism sector and they will help
to hold the sector still. For example, in order to have the tour
operators bringing tourists from Russia to our country survive
via the supports to be provided by Eximbank etc., required
precautions should be taken and it should be avoided to route
the flights in hand to another region.
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Ulkemize gelen turistlerin yaklasik %80'ini 5 tur
operatorl getirmektedir. Dolayisiyla tur operatdrlerine yénelik
birtakim destek ve tesvikler verilmelidir. Ornegin; ucak koltuk
destegi, yakit destegi, hava limani vergisinin alinmamasi, ugcak
kondu bedeliyle yer hizmetlerinin alinmamasi gibi destekler
verilebilir. Yalniz burada unutulmamasi gereken husus bu tiir
onlemlerin gecikmeden, sezonun baslangi¢ noktasi olan Mart
ayinin sonuna kadar hizh bir seklinde alinmasi ve surddrulebilir
olmasinin saglanmasi gerektigidir.

Approximately 80% of the tourists incoming to
our country are brought by 5 tour operators. Thus various
incentives and supports should be given for the tour operators.
For example, airplane seat support, fuel support, not collecting
the airport taxes, landing fees and not receiving any ground
services can be provided. However, the point to be considered
here is to take such precautions quickly until the end of March
which is the starting point of session and they should be
provided as sustainable.

1.1.1.2. 2015 Yili Almanya Pazari Beklentileri
1.1.1.2. 2015 Germany Market Expectations

AB Ulkeleri arasinda en istikrarli ve krizlerden en
az etkilenen (lkelerin basinda Almanya gelmektedir. 2015
yilinda da Alman ekonomisindeki istikrarli bliyiimenin devam
etmesi beklenmektedir. Dolayisiyla bu durum da turizmdeki
beklentilerin Ulkemiz acisindan olumlu seyretmesine neden
olmaktadir.

Bilindigi Gzere Almanya, Tirkiye've en cok turist
gonderen (lkedir. Verilere gore 2014 yilinda Tlrkiye>ye en ¢cok
ziyaretci génderen Ulkeler siralamasinda Almanya ylzde 14.25
oran ve 5.25 milyon kisi ile birinci, Rusya ylizde 12.16 oran
ve 4.48 milyon kisi ile ikinci sirada yer almistir. (http://www.
tuyed.org.tr/turkiyeye-2014-yilinda-gelen-turist-sayisi-368-
milyon/). ingiltere, Hollanda gibi diger AB iilkeleri Almanya'yi
ve Rusya'yl takip etmektedir. Turk Liras’'nin Euro karsisinda
deger kaybina ugramasi, basta Almanya olmak (izere cok
sayida Avrupa Ulkesinden Tirkiye'ye yonelik seyahat talebini
arttirmasi olasi bir durumdur. Bunun sonucu olarak gecen yil
oldugu gibi 2015 yilinda da Almanya'dan ilkemize olan turistik
talepte bir artis beklenmektedir. Buna karsilik Almanya'dan
Ulkemize gelecek turist sayisini tehdit edecek ya da azalmasina
neden olacak unsurlari da g6z ardi etmemek gerekir. Bu olasi
tehditleri su sekilde siralamak mimkGndar.

- Euro'nun Ozellikle son aylarda AB (lkeleri icinde
ve uluslararasi piyasalarda deger kaybetmeye baslamasi, €/$
paritesinin yaklasik 1,1'e kadar inmesi basta Almanlar olmak
Uzere Avrupa vatandaslarinin gelirlerinin azalmasina neden
olabilecek, bu da tatillerin ertelenmesi anlamina gelecektir.

- Almanlar agisindan tatil merkezi Turkiye, AB Ulkeleri
icinde ispanya ve italya’dan sonra tercih edilen 3. tlkedir. 2013
vili itibariyle rakiplerimizden biri olan komsumuz Yunanistan
ise Almanlarin tercih siralamasinda 7.dir. Fakat basta siyasi
olarak ardinda da ekonomik anlamda diizelmelerin basladigi
bu aylarda ve ciddi fiyat indirimleriyle Yunanistan'in Almanlar
tarafindan tercih edilme ihtimali artabilir. Bu durum da Glkemize

Germany is the leading country that is the most
stable and least crisis-affected country among the EU
countries. In 2015, it is expected to have the stable growth
in German economy continue. Thus this situation causes the
expectations in tourism to continue in a positive way in terms
of our country.

As known, Germany is the country sending the
maximum quantity of tourists to Turkey. According to the data;
in the ranking among the countries sending maximum visitors
to Turkey in 2014, Germany is the leading country with a ratio
of 14.25 and 5.25 million people and Russia is in the second
rank with a ratio of 12.16 and 4.48 million people. (http://
www.tuyed.org.tr/turkiyeye-2014-yilinda-gelen-turist-sayisi-
368-milyon/). Other EU countries such as United Kingdom,
Holland, are following Germany and Russia. Depreciation of
Turkish liras against Euro is a possible situation for increasing
the travel requests to Turkey from various European countries,
especially Germany. As aresult, in 2015 as in the previous year,
an increase in touristic demands is expected from Germany
to our country. In contrast, the factors that may threat the
number of tourists coming from Germany to our country or
may cause them to decrease should also be considered. It is
possible to rank such possible threats as follows.

- Depreciation of Euro especially in the last months
within the EU countries and also in international markets,
reduction of €/S parity to about 1,1 may cause to have the
income of European citizens, especially Germans, decrease
and further this will mean to postpone the holidays.

- In terms of German citizens, Turkey as a holiday
center is thr 3" country preferred after Spain and Italy within
the EU countries. Greece, our neighbour and one of our
competitors as of 2013, is the 7t country in the preference
ranking of German citizens. However in these months when
political and then economic recovery has started and also
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gelecek Almanlarin sayisinda azalisa neden olabilecektir. Clnk (i
2013 ve 2014 yihinda Alman turist sayisinda artis yasayan
Yunanistanin 2015 yil beklentileri de yiiksektir. Ayni sekilde
ispanyol turizmciler de 2015 yili icin Almanya pazarinda %3-5
oraninda bir artis beklemektedirler.http://www.hurriyet.com.

tr/ekonomi/27520369.asp

Yukarida sayilan olasi tehditler g6z ardi edilmeden Almanya
pazar icin gerekli onlemler alinmali, 2015 vyilinda Rusya
pazarinda meydana gelmesi beklenen turist sayisindaki
azalisin Alman pazarinda da yasanmamasi proaktif bir yaklasim
sergilenmelidir. Ozel sektdr de ekonomik durumu iyi gézleyip,

duruma baglh olarak hizla yeni politikalar gelistirmelidir.

together with serious price discounts, the preference
possibility of Greece by German citizens may increase. This
may cause a decrease in the number of the German citizens
who will come to our country. Because 2015 expectations
of Greece are also high which had an increase in the number
of German tourists in 2013 and 2014. Likewise Spanish
tourism professionals expect a 3-5% increase in the German
market for the year 2015. http.//www.hurriyet.com.tr/
ekonomi/27520369.asp

Without neglecting the above mentioned possible threats,
required precautions should be taken for the Germany
market and a proactive approach should be shown in order
to prevent the decrease in the number of tourists that is
expected to occur in Russian market in 2015, also occur

in the German market. Private sector should observe the
economic status well and new policies should be developed
depending on the situation.

1.1.2. 2012-2014 Yillari Ulkemize Gelen Yabancilarin Milliyetlerine Gére Dagilimi
(ilk 5 Ulke)
1.1.2. Distribution of the Foreigners came to our country between 2012 and 2014
according to their nationalities (Top 5 countries)

Tablo 1.1. 2012-2014 Yillari Ulkemize Gelen Yabancilarin Milliyetlerine
Gore Dagilimu (ilk 5 iilke)

YILLAR / YEARS

MiLLIYET PAYI (%) / NATIONALITY SHARE (%)

Table 1.1. Distribution of the Foreigners came to our country between
2012 and 2014 according to their nationalities (Top 5 countries)

% DEGISIM ORANI / % CHANGE RATIO

MILLIYET

NATIONALITY 2012 2013 2014~ 2012 | 2013 | 2014*| 2013/2012| 2014/2013
ALMANYA

GERMANY 5028 745 5041 323 5250036 1582| 1444 | 14,25 | 0,25 414
RUSYA FED.

RUSSIAN FED. 3599925 | 4269306 4 479 049 11,33| 12,23 | 12,16 | 18,59 491
INGILTERE

UNITED KINGDOM | 2 456 519 2509 357 2 600 360 773 | 719 | 7,06 | 215 3,63
GURCISTAN

GEORGIA 1404 882 1769 447 1755 289 442 | 507 | 476 | 2595 -0,80
BULGARISTAN

BULGARIA 1492 073 1582912 1693591 469 | 453 | 460 | 6,09 6,99

2014 yili Ocak-Aralik doneminde Glkemize en cok ziyaretci
gonderen ulkeler siralamasinda Almanya % 14,25 (5 250
036) ile birinci, Rusya Fed. % 12,16 (4 479 049) ile ikinci,
ingiltere % 7,06 (2 600 360) ile iiclincii siradadir. ingiltere'yi,
Glrcistan ve Bulgaristan izlemektedir.

In the order of the countries sending the maximum number of
visitors to our country between 2014 January and December,
Germany is the first with a ratio of 14,25% (5 250 036),
Russian Fed. Is the second with a ratio of 12,16% (4 479
049) and United Kingdom is the third country with a ratio of
7,06% (2 600 360). Georgia and Bulgaria are following United
Kingdom in the order.
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1.1.3 2012-2014 Yillar Ulkemize Gelen Yabancilarin Milliyetlerine Gére
Karsilastiriimasi
1.1.3 Comparison of the foreigners coming to our country between
2012 and 2014 according to their nationalities

Ta_b!o 1. 2:_201%-2014(*)Y|Ilar|nda Ulkemize Gelen Yabancilarin Table 1. 2: Comparison of the foreigners coming to our country between
Milliyetlerine Gore Karsilastiriimasi (Ocak-Aralik) 2012 and 2014(*) according to their nationalities (January-December)

2012-2014(*)YILLARINDA ULKEMIZE GELEN YABANCILARIN MiLLIYETLERINE GORE KARSILASTIRILMASI (OCAK-ARALIK)
/COMPARISON OF THE FOREIGNERS COMING TO OUR COUNTRY BETWEEN 2012 AND 2014(*) ACCORDING TO THEIR
NATIONALITIES (JANUARY-DECEMBER)

YILLAR / YEARS MILLIYET PAYI (%)/ NATIONALITY SHARE (%) % DEﬁiSiM ORANI / % CHANGE RATIO

MILLIYET / NATIONALITY 2012 2013 2014* | 2012 | 2013 |2014*(2013/2012|2014/2013
ALMANYA GERMANY 5028745| 5041323 5250036 1582 | 1444| 1425 025 414
AVUSTURYA AUSTRIA 505 560 518273 512339 1,59| 148| 139 251 114
BELCIKA BELGIUM 608071 651596 660857 | 191| 187| 179 716 142
DANIMARKA DENMARK 391312 402818 408287 | 123| 115| 111 294 136
FINLANDIYA FINLAND 195083 219044 228138| 061| 063| 062 12,28 415
FRANSA FRANCE 1032565| 1046010| 1037152| 325| 300| 282 130 -085
HOLLANDA HOLLAND 1273593| 1312466 1303730 401| 376| 354 305 -067
iNGILTERE UNITED KINGDOM 2456519| 2509357 2600360| 773| 7.19| 706 215 363
iRLANDA IRELAND 110863 112 665 105001 | 035| 032| 029 163 -6,80
iSPANYA SPAIN 278164 290422 283926| 088| 083| 077 441 224
iSVEC SWEDEN 617811 692186 667551 | 194| 198| 181 1204 356
ISVICRE SWITZERLAND 354461 379344 394458 | 112| 109| 107 7,02 398
ITALYA ITALY 714041 731784 697360| 225| 210| 1,89 248 -4,70
iZLANDA ICELAND 5797 4909 8691| 002| 001| 002 -1532 77,04
LUKSEMBURG LUXEMBOURG 14034 15733 15310| 004| 005| 004 1211 -2,69
PORTEKIiZ PORTUGAL 46 606 45928 52851| 015| 013| 014 -1,45 1507
YUNANISTAN GREECE 669823 703168 830841 | 211| 201| 226 498 1816
CEK CUM. CZECH REP. 223986 217 254 226189| 070| 062| 061 301 411
POLONYA POLAND 428440 423129 510569 | 135| 121| 139 1,24 2067
MACARISTAN HUNGARY 94409 97074 119977| 030| 028| 033 2,82 2359
NORVEC NORWAY 406879 412870 326292 | 128| 118| 089 147 -2097
SLOVAKYA SLOVAKIA 126974 127 455 136899| 040| 037| 037 038 741
AVRUPA 0ECD EUROPEAN OECD 15583736 | 15954808| 16376814 | 49,03 | 45,70 44,46 238 2,65
A.BD. USA. 771837 785971 784917 | 243| 225| 213 183 -013
AVUSTRALYA AUSTRALIA 164899 190457 200730| 052| 055| 054 1550 539
JAPONYA JAPAN 203592 174150 170550| 064| 050| 046 -14,46 -207
KANADA CANADA 182252 199497 190116| 057| 057| 052 946 -4,70
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MiLLiYET I NATIONALITY 2012 2013 2014*| 2012| 2013|2014*(2013/2012 |2014/2013
YENi ZELLANDA NEW ZELLAND 28278 30667 32933| 009| 009 009 845 739
MEKSIKA MEXICO 31576 36617 42663| 010| 010/ 012 1596 16,51
G. KORE S. KOREA 159084 187040 248910| 050| 054| 068 17,57 33,08
TOPLAM OECD TOTAL OECD 17 125254 | 17559207 | 18047633 | 53,88 | 50,30| 48,99 2,53 2,78
ESTONYA ESTONIA 35459 48537 55649| 011| 014 015 36,88 14,65
KARADAG MONTENEGRO 16559 18838 20423 | 005| 005| 006 13,76 841
KOSOVA KOSOVO 70156 78825 86272| 022| 023 023 12,36 945
MALTA MALTA 6397 6769 7430 002| 002 002 582 977
LITVANYA LITHUANIA 69520 90180 106469 | 022| 026 029 29,72 18,06
G. KIBRIS RUM YON. GREEK CYPRIOT ADM.OF SOUTH CYPRUS 18924 14265 15943| 006| 004 004 -24,62 11,76
LETONYA LETONIA 45725 55058 58981 | 014| 016/ 016 2041 713
BOSNA HERSEK BOSNIA HERZEGOVINA 61851 72086 83258| 019| 021 023 16,55 15,50
HIRVATISTAN CROATIA 47144 44058 45297 | 015| 013 012 -6,55 281
SLOVENYA SLOVENIA 39899 37692 41799| 013| 011| 011 -5,53 10,90
SIRBISTAN SERBIA 157 568 169988 189396 | 050| 049| 051 7,88 1142
MAKEDONYA MACEDONIA 137579 140793 156138| 043| 040| 042 2,34 10,90
ARNAVUTLUK ALBANIA 59 565 65113 76273| 019| 019 021 931 1714
BULGARISTAN BULGARIA 1492073 1582912 1693591 | 469| 453| 460 6,09 6,99
ROMANYA ROMANIA 385055 395214 426585| 121| 113| 116 2,64 794
DIGER AVRUPA ULKELERI | OTHER EUROPEAN COUNTRIES 2894 3136 3137| 001| 001 001 836 003
TOPLAM AVRUPA TOTAL EUROPE 18230104 | 18778272 | 19443455| 5736 | 53,79| 52,78 3,01 3,54
AZERBAYCAN AZERBAIJAN 593238 630754 657684 | 187| 181| 179 6,32 4,27
BELARUS (B. RUSYA) BELARUS (W. RUSSIA) 138007 200659 223975| 043| 057| 061 45,40 1162
ERMENISTAN ARMENIA 70956 73365 67198| 022| 021 018 340 -841
GURCISTAN GEORGIA 1404882 1769447 1755289 | 442| 507| 476 2595 -0,80
KAZAKISTAN KAZAKHSTAN 380 046 425773 437971| 120| 122| 119 12,03 2,86
KIRGIZISTAN KYRGYZSTAN 42 866 64905 81941 | 013| 019 022 51,41 26,25
MOLDOVA CUM. REPUBLIC OF MOLDOVIA 108032 111915 132338| 034| 032| 036 3,59 18,25
OZBEKISTAN UZBEKISTAN 105976 129292 143354| 033| 037 039 22,00 10,88
RUSYA FED. RUSSIAN FED. 3599925 4269 306 4479049 | 1133| 1223| 1216 1859 491
TACIKISTAN TAJIKISTAN 22823 27174 34678| 007| 008 009 19,06 2761
TURKMENISTAN TURKMENISTAN 135168 148709 180395| 043| 043| 049 10,02 2131
UKRAYNA UKRAINE 634663 756187 657051 200| 217 178 1915 -1311
BDT BDT 7236582 | 8607486 8850923 | 22,77 | 24,66| 24,03 18,94 2,83

(*) Veriler Gegicidir. (*) Data is temporary.
Kaynak: Turizm Bak. Yatirim Ve isletmeler Genel Miidiirliigii Arastirma ve Source: Ministry of Tourism General Directorate of Investment and
Degerlendirme Daire Baskanhgi Operations Research and Assessment Department
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2012-2014(*)YILLARINDA ULKEMIZE GELEN YABANCILARIN MiLLIYETLERINE GORE KARSILASTIRILMASI (OCAK-ARALIK)
COMPARISON OF THE FOREIGNERS COMING TO OUR COUNTRY BETWEEN 2012 AND 2014(*) ACCORDING TO THEIR
NATIONALITIES (JANUARY-DECEMBER)

MILLIYET / NATIONALITY 2012 2013 2014* | 2012 | 2013|2014*2013/2012|2014/2013
CEZAYIR ALGERIA 104489 118189 160052 | 033| 034| 043 1311 3542
FAS FAS 77884 82579 89562 | 025| 024 024 603 846
LIBYA LIBYA 213890 264 266 267501 | 067| 076 073 2355 122
SUDAN SUDAN 8161 9319 10714| 003| 003 003 1419 1497
MISIR EGYPT 112025 107437 108762 | 035| 031 030 410 123
TUNUS TUNUS 86595 91683 100612 | 027| 026 027 588 974
GUNEY AFRIKA CUM. SOUTH AFRICAN REP. 40771 44798 43049| 013| o013 o012 988 -390
DIG.AFRIKA ULKELERI OTHER AFRICAN COUNTRIES 69584 89213 107855 | 022| 026 029 2821 2090
TOPLAM AFRIKA TOTAL AFRICA 713399 807484 888107 | 224| 231 241 13,19 9,98
B.AEMIRLIC UNITED ARAP REPUBLIC 48071 52424 53736 | 015| 015 015 906 2550
BAHREYN BAHREIN 13342 16230 24305| 004| 005 007 2165 4975
KATAR QATAR 13971 18630 29743| 004 005 008 3335 5965
KUVEYT KUWAIT 65167 88238 133128| 021| 025 036 3540 5087
IRAK IRAQ 533149 730639 857246 | 168| 209 233 3704 1733
LUBNAN LEBANON 144491 143629 161274| 045| 041 044 -060 1229
URDUN JORDAN 102154 102871 131329 032 029 036 070 2766
SARABISTAN SAUDI ARABIA 175467 234220 341786 | 055 067] 093 3348 4593
KKTC. TRN.C. 211828 216881 227612| 067| 062] 062 239 495
ISRAIL ISRAEL 83740 164917 183608 | 026| 047 051 9694 1437
YEMEN YEMEN 11826 17354 26033| 004| 005 007 46,74 5001
DIG.BATI ASYA ULKELERI | OTHER WEST ASIA COUNTRIES 744325 1269753 1202208 | 234| 364 326 7059 532
TOP. BATI ASYA TOTAL WEST ASIA 2147531| 3055786 3377008| 6,76| 875 9,17 42,29 10,51
BANGLADES BANGLADESH 6652 8856 12706 | 002| 003 003 3313 4347
CIN HALK CUM. PEOPLE'S REPUBLIC OF CHINA 114582 138876 199746| 036| 040| 054 21,20 4383
ENDONEZYA ENDONESIA 56113 57385 59486 | 018| 016/ 016 227 366
FiLIPINLER PHILIPPINES 65272 59734 69229| 021| 017 019 848 1590
HINDISTAN INDIA 90934 95014 119503 | 029 027 032 449 2577
iRAN IRAN 1186343 1196801 1590664 | 373| 343 432 088 3291
MALEZYA MALESIA 41169 55139 69968 | 013| 016/ 019 3393 2689
PAKISTAN PAKISTAN 28394 34170 48420| 009 010/ 013 2034 41,70
SINGAPUR SINGAPORE 22206 22403 29449| 007| 006| 008 089 3145
TAYLAND THAILAND 12211 20783 26219| 004| 006| 007 70,20 2616
DIG.GUN.ASYA ULK. OTHER SOUTH ASIA COUNTRIES 68445 85988 106258 | 022| 025/ 029 2563 2357
TOP.GUN.ASYA TOTAL SOUTH ASIA 1692321| 1775149 2331648| 532| 508 633 4,89 31,35
TOPLAM ASYA TOTAL ASIA 3839852| 4830935| 5708656 | 12,08| 1384 1550 25,81 1817
DiG. KUZEY AMERIKA iLk. | OTHER WEST AMERICA COUNTRIES 11328 11370 14666 | 004 003 004 0,37 28,99
DiG. ORTA AMERIKA ULK. | OTHER CENTRAL AMERICA COUNTRIES 7654 8555 10428| 002| 002 003 11,77 21,89
ARJANTIN ARGENTINA 28559 46729 44407| 009| 013 o012 6362 497
BREZILYA BRAZIL 83903 113433 91627 | 028| 032| 025 2759 1922
KOLOMBIYA COLOMBIA 12987 21979 23378| 004| 006| 006 69,24 637
sit CHILLI 12765 15905 17451 004| 005 005 2460 972
VENEZUELLA VENEZUELA 9600 11271 6975| 003| 003 002 1741 3812
DiG.GUN.AMERIKA ULK. OTHER SOUTH AMERICAN COUNTRIES 13152 16304 18682 | 004| 005 005 2397 14,59
TOP.GUN.AMERIKA TOTAL SOUTH AMERICAN COUNTRIES 165 966 225621 202520 | 052 065 0,55 35,94 -10,24
TOPLAM AMERIKA TOTAL AMERICA 184948| 245546 227614| 058 070| 062 32,76 -7.30
OKYANUSYA OCEANIA 4690 475 672| 001 000 000 -8987 4147
YABANCI TOPLAM FOREIGN TOTAL 31782832 34910098 | 36837900 (100,00 |100,00(100,00 9,84 5,52

http://www.ktbyatirimisletmeler.gov.tr/TR,9854/sinir-giris-cikis-
istatistikleri.html 26/01/2015
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1.1.4. Tiirkiye Ve Turizmde 4 biiyiik il ile 2010-2014 yillari Arasi Karsilastirmali Verileri
1.1.4. Comparative data between 2010 and 2014 in Turkey and in 4 largest cities in tourism

Tablo 1.3: Tiirkiye Ve Dért ilin (Antalya-istanbul-izmir-Mugla) 2010-2014 yillan Verileri Table 1.3: Data of Turkey and Four Cities (Antalya-istanbul-izmir-Mugla) between 2010 and 2014

YILLAR / YEARS 2010 2011 2012 2013 2014
iLLER / CITIES

ANTALYA ANTALYA 9759 044 10900914 | 10726136 11 535 762 11 941 954
iISTANBUL iISTANBUL 6.960.980 8.057.879 9.381.670 10.474.867 11.842.983
iZMIR iZMIR 1530001 1813636 1811138 1943253 1.847.567
MUGLA MUGLA 3.092.881 3.183.424 3.132.475 3.222.315 3.302.688
TURKIYETOPLAM TURKEY TOTAL 28632 204 31456 076 | 31782832 34910 098 36.837.900

1.1.4.1. Antalya'va Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gére Dagilimi
1.1.4.1. Distribution of the foreign visitors coming to Antalya in terms of Nationalities and Years

Tablo 1.4: Antalya'ya Gelen Yabana Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi

ANTALYA MiLLIYETLER / ANTALYA NATIONALITIES

RUSYA FEDERASYONU
ALMANYA
HOLLANDA
iNGILTERE

iSVEC

UKRAYNA
BELCIKA
KAZAKISTAN
POLONYA
NORVEC
AVUSTURYA
DANIMARKA
FRANSA

iSVICRE

CEK CUMHURIYETI
FINLANDIYA
BELARUS (BEYAZ RUSYA)
iRAN

SLOVAKYA
iSRAIL
ROMANYA
LITVANYA
MOLDOVA
MACARISTAN
SIRBISTAN
ESTONYA
LETONYA

ITALYA
AZERBAYCAN
BOSNA - HERSEK
SLOVENYA

ERMENISTAN

iSPANYA

LUBNAN

YUNANISTAN

PORTEKIZ

SURIYE

CEZAYIR

DIGER MILLIYETLER TOPLAMI

YERLI ZIYARETCILER
GENELTOPLAM

AMERIKA BIRLESIK DEVLETLERI

YABANCI ZIYARETCILER TOPLAMI

RUSSIAN FEDERATION
GERMANY

HOLLAND

UNITED KINGDOM
SWEDEN

UKRAINE

BELGIUM
KAZAKHSTAN

POLAND

NORWAY

AUSTRIA

DENMARK

FRANCE
SWITZERLAND

CZECH REPUBLIC
FINLAND

BELARUS (WHITE RUSSIA)
IRAN

SLOVAKIA

ISRAEL

ROMANIA

LITHUANIA

MOLDOVA

HUNGARY

SERBIA

ESTONIA

LETONIA

ITALY

AZERBAIJAN
BOSNIA-HERZEGOVINA
SLOVENIA

UNITED STATES OF AMERICA
ARMENIA

SPAIN

LEBANON

GREECE

PORTUGAL

SYRIA

ALGERIA

TOTAL OF OTHER NATIONS
TOTAL OF FOREIGN VISITORS
DOMESTIC VISITORS
GENERAL TOTAL

Table 1.4: Distribution of foreign visitors coming to A

| 2010 | 2011viu | 2012viu | 2013vi0 | 2014VIU |

Ocak-Aralik | Ocak-Aralik | Ocak-Aralik |Ocak-Aralik | Ocak-Aralik

January-

December
2464 258
2537622
460978
441119
276768
356162
207 606
142552
227903
217136
256 580
173423
275135
127609
121767
78292
101877
78 864
73300
63284
86 805
49308
40755
48633
24012
26889
21748
37044
22113
12439
18653
12240
11737
10821
2977
6361
16981
14 205
645
187570
9334171
424873
9759 044

January-

December
2716257
2786616
537518
463647
368035
351214
231972
188303
260 365
277471
267 467
208925
340753
155338
158804
113551
73926
138922
100106
29782
89816
48968
40261
50194
33495
27 905
28950
55500
16367
15345
22529
14745
8455
11257
2520
5517
12339
6206
945
204139
10464 425
436489
10900914

January-

December
2761145
2884277
528612
408960
348 096
326 985
238848
224 296
213544
300432
232652
202270
252219
159395
157992
117818
80242
70400
97 490
27 335
83085
41258
45949
42738
39887
26591
27 400
40048
20126
15714
18464
16747
6651
10588
3412
6320
6010
2426
1086
211858
10299 366
426770
10726136

IELUELTS

December
3338166
2834413
547 370
443 851
380 540
384778
267 941
260408
206 484
300872
230008
217 734
222 145
168103
147 265
133365
125837
36902
99538
80092
78038
55214
47072
40863
39954
35881
32087
39088
23486
16 966
13875
15619
8187,
8468
6387
5529
3918
3439
1266
221 361
11122510
413252
11535762

January-

December
3489 007
2987371
548 035
449 598
376 058
286 764
271619
269 285
244 441
228184
227 401
221424
190366
183313
152 046
145580
142319
109 044
104 097
92 356
84925
68861
53261
46334
42095
41877
36 086
35173
34834
18686
16038
12405
8572
7978
5653
5598
5532
4859
1548
257510
11506133
435821
11941954

lya in terms of

lities and years
2011-2014
SAYI.SI_-\U OR{-\'N_SAL
DEGISIM DEGISIM (%)
NUMERICAU | CHANGE IN
CHANGE RATIO (%)
772750 284
200755 7.2
10517 20
-14 049 -30
8023 2.2
-64 450 -184
39647 171
80982 43,0
-15924 -61
-49 287 -17.8
-40 066 -15,0
12499 6,0
-150387 -44,1
27975 180
-6758 4,3
32029 28,2
68393 92,5
-29878 215
3991 4,0
62574 2101
-4891 54
19893 40,6
13000 323
-3860 -77
8600 25,7
13972 501
7136 24,6
-20327 -36,6
18467 1128
3341 218
-6491 -288
-2340 -159
117 14
-3279 -291
3133 1243
81 15
-6807 -55,2
-1347 21,7
603 638
53371 261
1041708 100
- 668 -0.2
1041040 96

Kaynak: http://www.antalyakulturturizm.gov.tr/TR,67091/kultur-turizm-istatistikleri.

html Erisim Tarihi 23/01/2015

Source: http://www.antalyakulturturizm.gov.tr/TR,67091/kultur-turizm-istatistikleri.html|
Date of access 23/01/2015
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Tlrkiye turizm pazarinin en yogun oldugu il stiphesiz
Antalya'dir. 2014 yil sonu itibari ile verilere bakildigl zaman
11.941,954 yabana turistin geldigi gérilmektedir. Ulkemize
gelen yabanc ziyaretcilerin %34'Uni kabul eden Antalya,
2002 yilinda 4,7 milyon yabanci ziyaretciye ev sahipligi
yapmistir. 2011 yilinda 10 milyondan fazla turist cekerek
o6nemli bir blyime gergeklestirmis ve 2013 yilinda 11 milyon
yabanci ziyaretci ile blyUmeyi srdirmistur. Bir énceki yila
gore yabanci ziyaretci konusunda Antalya % 3,4 liik bir blytime
gerceklestirmistir.

On yillik donem igerisinde Antalya pazari icin énemli
bir yere sahip olan Rusya pazarl %11'lik orani 2012 yilinda
%27'lere cikarmistir. 2014 yilinin ilk alti ayhk verilerine
gore Rusya pazari yine bir dnceki yila gore %4,5'lik bir artis
gostererek pazarda duragan konuma gecmistir. Ozellikle
onumuzdeki 2015 yili icerisinde Rusya’daki kriz de géz énline
alinirsa ve gegcmis yillarin istatistiklerine gore degerlendirme
yapilirsa belirli bir oranda diislis yasanabilecegi sdylenebilir.
Ukrayna, Norvec ve Fransa pazarindan gelen turist sayilarinda
da ciddi disUslerin oldugu 2014 sezonunda goze carpmaktadir.

The most intense tourism market of Turkey is certainly
Antalya. When the data is observed as of the end of 2014, it is
seen that 11.941,954 foreign tourists have arrived. Antalya,
accepting 34% of the foreign visitors coming to our country,
has hosted 4,7 million foreign visitors in 2002. A significant
development is performed by attracting more than 10 million
tourists in 2011 and continued growth with 11 million foreign
visitors in 2013. Antalya has developed a growth of 3,4%
about foreign visitors when compared to the previous year.

Russian market that has a significant place in Antalya
market within a decade has increased its 11% share to 27%
in 2012. According to the data of first six months of 2014,
Russian market has again shown an increase of 4,5% when
compared to the previous year and it has become in a stable
condition in the market. When the crisis in Russia is considered
in 2015 and if an evaluation is performed according to the
statistics of the previous years; it can be stated at a decrease
at a specific ratio can occur. Serious decreases in the number
of tourists coming from Ukraine, Norway and France markets
have also drawn attraction in the 2014 season.

1.1.4.2. istanbul'a Gelen Yabanci Zivaretcilerin Milliyetlere ve Yillara Gére Dagilimi
1.1.4.2. Distribution of the foreign visitors coming to Istanbul in terms of Nationalities and Years

Tablo 1.5: istanbul’a Gelen Yabana Ziyaretgilerin Millivetlere ve Yillara Gore Dagilimi Table 1.5: Distribution of the foreign visitors coming to Istanbul in terms of Nationalities and years

2010-2014 (son 5 yili) (last 5 years)

iSTANBUL OCAK/ARAUK/ Ocak-Aralik | Ocak-Aralik | Ocak-Aralik | Ocak-Aralik | Ocak-Aralik g:\éléﬁlil gERé\Iglsbe“E%)

. January- January- | January- | January- January-  [NUMERICAU/ | CHANGE IN

ISTANBUL January-December December | December | December |December | December |CHANGE RATIO (%)
ALMANYA GERMANY 892968 | 986.099 |1.071.427 | 1.179.397| 1.205976| 313.008 351
RUSYA FEDERASYONU RUSSIAN FEDERATION 407.431 489.766 537.784 573.528 589.950 182.519 44,8
iNGILTERE UNITED KINGDOM 359.634 | 391.845 | 441.870 456172| 497561 137.927 38,4
iTALYA ITALY 403579 | 407183 | 428927 437.552| 466.030 62.451 15,5
FRANSA FRANCE 342298 | 399.620 | 436.686 478.258| 494.315| 152.017 44,4
iRAN IRAN 272927 | 361558 | 395122 386.339| 590.920| 317.993 116,5
ABD USA 361.008 | 444.894 | 485.086 503.019| 533.442| 172434 47,8
HOLLANDA HOLLAND 209198 | 233.066 | 260.284 284.748| 298.959 89.761 429
|APONYA JAPAN 175412 | 166181 | 184161 154.723| 153.084| -22.328 12,7
ISPANYA SPAIN 200678 | 198150 | 194.668 201.065| 235.834 35.156 17,5
UKRAYNA UKRAINE 136502 | 154.728 | 199.245 246.950| 257.560| 121.058 88,7
AZERBEYCAN AZERBAIJAN 138600 | 154179 | 200.067 228630| 240.433| 101.833 735
GUNEY KORE SOUTH KOREA 101334 | 129.222 | 140519 166.363| 225593 | 124.259 1226
TURKMENISTAN TURKMENISTAN 112411 | 134.748 | 131.247 144.065| 174.233 61.822 55,0
BELCIKA BELGIUM 105392 | 111.170 | 119.835 131.463| 140.990 35.598 338
AVUSTURYA AUSTRIA 115557 | 133.299 | 146676 162.874| 167.036 51.479 44,5
iSVICRE SWEDEN 101.092 | 121.817 | 143631 158.296| 159.066 57.974 57,3
iSRAIL ISRAEL 46.652 43.748 50.705 76.298 86.917 40.265 86,3
YUNANISTAN GREECE 95360 | 106.007 | 108315 109.120| 130972 35612 373
CiN CHINA 71.291 89.754 | 105.340 129.067| 182.996| 111.705 156,7
IRAK IRAQ 94082 | 155619 | 212924 241.262| 354.063| 259.981 276,3
TUNUS TUNUS 50.254 56.692 83.264 89.315 98.227 47973 95,5
LIBYA LIBYA 56.843 50.888 | 210.628 261.476| 262.115| 205.272 361,1
SUUDIIARABISTAN SAUDI ARABIA 63.518 | 109.131 | 168.714 222150| 322.508| 258.990 407,7
AVUSTRALYA AUSTRAUA 82.853 95.160 | 106.402 121.170| 225593| 142.740 1723
KAZAKISTAN KAZAKHYSTAN 92.015 | 116642 | 144213 152379 159.936 67.921 738
CEZAYIR ALGERIA 63.847 80.239 | 100.307 114013| 155.238 91.391 1431
LUBNAN LEBANON 69.585 96,570 | 107.053 105.342| 119.817 50.232 72,2
KANADA CANADA 80.208 | 100.858 | 106.063 110.264| 122.958 42.750 533
OZBEKISTAN UZBEKISTAN 58,600 74.463 95.262 116.892| 127.536 68.936 117,6
SURIYE SYRIA 48.457 47314 66.669 172.449| 228379| 179.922 3713
MISIR EGYPT 57.584 74361 | 106.642 102.483| 104.287 46.703 81,1
DiGER OTHER 1.493.810 | 1.742.908 |2.091.934 | 2.457.745| 2.730.459| 1.236.649 82,8

6.960.980 8.057.879 9.381.670 4.882.003

Source:http://www.istanbulkulturturizm.gov.tr/TR,92428/istanbul-turizm-istatistikleri --
2014.htm Date of access 23/01/2015

10.474.867 11.842.983

Kaynak:http://www.istanbulkulturturizm.gov.tr/TR,92428/istanbul-turizm-
istatistikleri —2014.htm Erisim Tarihi 23/01/2015
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Antalya’'dan sonra Tlrkiye'de en fazla turist ceken
destinasyon olan istanbul 2014 yili sonu itibari ile %13,1'lik
bir bliyiime gdstermistir. 2009’ dan itibaren istanbul’a gelen
yabanci ziyaretci verileri incelediginde, 2010 yilindaki
%7'lik dlsls haricinde, genel bir artis trendinin gerceklestigi
gorllmektedir. Atatlirk ve Sabiha Gokcen Havalimanlar ile
Haydarpasa, Pendik ve Karakdy limanlarindan alinan verilere
gdre, 2013 yilinda istanbul'a gelen yabanci ziyaretci sayisi
2012 vili ile karsilastinldiginda  %12'lik bir artis oldugu
gorltlmektedir. 2012 yilinda 9.381.670 olan yabanci ziyaretci
sayisi 2013 vyilinda 10.474.867 kisiye ulasmistir. 2013
verileri ile 2014 yilinin ilk alti ayinda gerceklesen veriler
karsilastinldiginda 2013 yilinda istanbul'a 1.175.018 turist
gelirken bu sayinin 2014 yili sonunda 11.842.983 sayisini
bularak %13,1 oraninda arttig goriilmektedir.

After Antalya, the most tourist hosting city of Turkey,
Istanbul, has shown a 13,1% increase as of the end of 2014.
When the foreign visitors’ data coming to Istanbul as of 2009
is examined, except the 7% decrease in 2010, it is observed
that there is a general increasing trend. According to the
data obtained from Atatiirk and Sabiha Gékcen Airports and
Haydarpasa, Pendik and Karakéy ports, when the number of
foreign visitors coming to Istanbul in 2013 is compared to the
data of 2012, it is observed that there is a 12% increase. The
number of foreign visitors in 2012 was 9.381.670 and it has
reached to 10.474.867 in 2013. When the data of 2013 and
the data of the first six months of 2014 are compared, while
1.175.018 tourists came to Istanbul in 2013, this number has
reached to 11.842.983 and thus it has increased as 13,1%.

1.1.4.3. izmir'e Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi
1.1.4.3. Distribution of the foreign visitors coming to Izmir in terms of Nationalities and Years

Tablo 1.6: izmir'e Gelen Yabanai Ziyaretgilerin Milliyetlere ve Yillara Gore Dagilimi

| 2010 | 2o11vi | 2012viu | 2013viu | 2014V |

Table 1.6: Distribution of the foreign visitors coming to izmir in terms of nationalities and years

2010-2014 (son 5 yil) (last 5 years)

!ZM!R OCAK/ARALIK/ Ocak-Aralik | Ocak-Aralik | Ocak-Aralik | Ocak-Aralik | Ocak-Aralik g@ggﬁh’ geRa';fr? l('%)
IZMIR January-December January- January- | January- | January- January- | NUMERICAL/ | CHANGE IN
December | December | December |December | December |CHANGE RATIO (%)

ALMANYA GERMANY 264121 | 361664 | 348157 | 357303 338.779 74.658 28,3
ITALYA ITALY 136711 | 159625 | 135407 | 152678 128.094 -8.617 -6,3
FRANSA FRANCE 98519 | 144559 | 127133 | 125429 128124 29.605 30,1
INGILTERE UNITED KINGDOM 116952 | 105262 | 113171 | 114400 103.701| -13.251 -11,3
HOLLANDA HOLLAND 75640 81088 84119 82525 90.145 14.505 19,2
BELCIKA BELGIUM 58444 60031 63444 66562 67.365 8.921 15,3
ABD. USA 33044 35881 45985 51180 18.864| -14.180 -42.9
IRLANDA IRELAND 32929 40065 37368 36786 31.796 -1133 -3,4
YUNANISTAN GREECE 32797 39985 35081 28757 36.280 3.483 10,6
ISPANYA SPAIN 35004 45658 31953 33789 13.720| -21.284 -60,8
POLONYA POLAND 18207 26344 31446 26705 28.695 10.488 57,6
AVUSTURYA AUSTRIA 20592 28164 28246 28372 24.607 4,015 19,5
ISVICRE SWITZERLAND 18668 23797 24001 28254 28.002 9.334 50,0
IRAN IRAN 31688 26338 23483 27930 40.785 9.097 28,7
ISVEC SWEDEN 14130 16485 22974 12816 18.005 3.875 27,4
RUSYA FED. RUSSIAN FED. 13728 13994 20975 33724 29.864 16.136 117,5
BELARUS (B. RUSYA) BELARUS (W. RUSSIA) 19606 18158 17582 25423 27.627 8.021 40,9
KKTC TRNC 13882 14390 14491 17291 18.641 4.759 34,3
NORVEC NORWAY 13890 13436 13024 12273 8.527 -5.363 -38,6
KANADA CANADA 8743 9950 12391 20710 5359 -3.384 -38,7
DANIMARKA DENMARK 11035 11619 12277 8354 11.014 21 -0,2
AVUSTRALYA AUSTRALIA 3728 6288 9066 9148 6.735 3.007 80,7
G, KORE SKOREA 8553 6223 5166 6274 6.428 -2.125 -24.8
FINLANDIYA FINLAND 4526 4840 4960 5722 4.336 -190 4,2
CEK CUMHURIYETI CZECH REPUBLIC 1650 4701 4868 5390 6.219 4.569 276,9
BREZILYA BRAZIL 1845 4190 4004 7206 3.786 1941 105,2
PORTEKIZ PORTUGAL 3747 3528 3981 4498 3.968 221 59
JAPONYA JAPAN 3117 3566 3679 3827 2.863 -254 -8,1
AZERBAYCAN AZERBAIJAN 293 5569 3509 4367 4.850 4.557 1555,3
G. KIBRIS RUM YON. GREEK CYP. ADM. OF SOUT. CYPRUS 936 1993 3388 2017 2.885 1.949 208,2
BULGARISTAN BULGARIA 1686 2993 3170 3742 4112 2.426 143,9
ARJANTIN ARGENTINA 1391 2693 2737 4355 1835 444 31,9
SLOVAKYA SLOVAKIA 858 1170 2736 3056 2.984 2.126 2478
UKRAYNA UKRAINE 2598 3166 2247 4540 2.632 34 1,3
MEKSIKA MEXICO 1491 2088 2222 3514 2.439 948 63,6
ROMANYA ROMANIA 1047 2129 2104 2758 2.484 1.437 137,2
HIRVATISTAN CROATIA 1567 1821 1941 1559 1554 -13 -0,8
SLOVENYA SLOVENIA 1674 1856 1849 2906 2113 439 26,2
MACARISTAN HUNGARY 1097 1592 1814 2042 1.901 804 73,3
FILIPINLER | PHILIPPINES 1041 1205 1648 1943 1.289 248 23,8
GUNEY AFRIKA CUM. SOUTH AFRICA REP. 689 954 1574 2628 1.987 1.298 188,44
LUBNAN LEBANON 375 474 1394 1185 854 479 127,7
CIN HALK CUM. PEOPLE'S REPUBLIC OF CHINA 735 1183 1334 2681 3.244 2.509 341,4
YENI ZELLANDA NEW ZELAND 783 996 1257 1469 938 155 19,8
LUKSEMBURG LUXEMBOURG 522 912 1197 2243 1.546 1.024 196,2
SIL CHILU 474 734 1102 1424 683 209 44,1
DIGER OTHER 12318 17473 25461 25485 21.464 9.146 74,2
YABANCI TOPLAM TOTAL FOREIGN 1127071 (1360830 [1341116 |1407240 |1.294.461| 167.390 14,9
TURKIYE TURKEY 402930 | 452806 | 470022 | 536013 553.106| 150.176 37,3
GENEL TOPLAM GENERAL TOTAL 1530001 1813636 1811138 194325 .847.56 .5bb

Kaynak: http://www.izmirkulturturizm.gov.tr/TR,77298/2013-yili-istatistikleri.html

Erisim Tarihi 23/01/2015

Source: http://www.izmirkulturturizm.gov.tr/TR,77298/2013-yili-istatistikleri.html Date of
access 23/01/2015
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izmir son on vyilda turizmde &énemli bir ivme
kazanmistir. Turist sayisi 500 binli rakamlardan 1.3 milyonlu
rakamlara ulasmistir. Bu oranin artisinda en bly(k paya sahip
llkeler genel olarak Avrupa Ulkeleri olmustur. Ancak 2013-
2014 turist giris verileri incelendiginde 2013 yilinin ilk alti
ayinda 507 bin yabanci ziyaretci geldigi gorilmektedir, 2014
yihinin ilk altr aylik verilerinde bir énceki yila ait olan rakamlarin
gerisinde kaldig1 ve 485 binlik yabanci ziyaretcinin giris yaptigi
gozlenmektedir. Bu durum Turkiye'de yillardir artis gosteren
dért bélge icerisinde yer alan izmir'in bu yil istanbul, Antalya
ve Mugla pazarlarina gore geride kaldigi ve dusis gosterdigi
goriilmektedir. Almanya, italya, ABD, ispanya, ingiltere ve
Kanada (lkelerinden gelen turist sayilarinda ciddi duastsler
gortlmektedir ve sonug olarak 2014 yili bir énceki yila oranla
%8 lik bir kayip yasadig gbzlenmektedir.

Izmir has gained a significant acceleration in tourism
in the last decade. Number of tourists has increased from
about 500 thousand to 1.3 million. The countries that have
mostly participated in the increase of this ratio are generally
the European countries. However when the 2013-2014 tourist
entrance data are examined, it can be observed that 507
thousand foreign visitors have arrived in the first six months of
2013 and in the data of the first six months of 2014, it is seen
that they have behind the data of the previous year and 485
thousand foreign visitors have entered. It is seen that izmir,
within the four regions showing increase in Turkey for years,
have fallen behind the istanbul, Antalya and Mugla markets
and has shown a decrease. Serious decreases are observed
in the numbers of tourists coming from Germany, Italy, USA,
Spani, United Kingdom and Canada and as a result, a 8% loss
is observed in 2014 when compared to the previous years.

1.1.4.4. Mugla'va Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi
1.1.4.4. Distribution of the foreign visitors coming to Mugla in terms of Nationalities and Years

Tablo 1.7: Mugla'ya Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi

MUGLA OCAK/ARALIK/

" Ocak-Aralik
MUGLA January-December January-
December

ALMANYA GERMANY 187.631
AMERIKA AMERICA 22.463
AVUSTRALYA AUSTRALIA 8.080
AVUSTURYA AUSTRIA 21.905
BELCIKA BELGIUM 114.797
BEYAZRUSYA WHITE RUSSIA 6.559
BULGARISTAN BULGARIA 5.555
CEK CUMHURIYETI CZECH REPUBLIC 15.296
DANIMARKA DENMARK 50.751
FINLANDIYA FINLAND 17.421
FRANSA | FRANCE 114.980
G.AFRIKACUMHURIYETI | S.AFRICARER. 1.760
HOLLANDA HOLLAND 195.909
INGILTERE UNITED KINGDOM 1.650.692
IRAN IRAN 6.711
IRLANDA IRELAND 34,181
ISPANYA SPAIN 9173
ISRAIL ISRAEL 9121
ISVEC SWEDEN 32.282
ISVICRE SWITZERLAND 12352
ITALYA ITALY 56.128
JAPONYA JAPAN 1341
KANADA CANADA 4.969
KAZAKISTAN KAZAKHYSTAN 8.033
LETONYA LETONIA 2.332
LITVANYA LTHUANIA 8.293
LUBNAN LEBANON 7.815
LUKSEMBURG LUXEMBOURG 1121
MISIR EGYPT 219
NORVEC NORWAY 16.754
POLONYA POLAND 102.153
PORTEKIZ PORTUGAL 2.109
ROMANYA ROMANIA 11.752
RUSYA FED. RUSSIAN FED. 147.949
SLOVAKYA SLOVAKIA 3.021
SLOVENYA SLOVENIA 1131
UKRAYNA UKRAINE 27.099
URDUN JORDAN 8.563
YUNANISTAN GREECE 26.520
DIGER OTHER 51.632
YERLI TURIST DOMESTIC TOURISTS 86.328

Table 1.7: Distribution of the foreign visitors coming to Mugla in terms of nationalities and years

2011YIU | 2012 YIU 2013 Yiul 2014 YILI | 2011-2014 (son 4 yili) (last 4 years)
Ocak-Aralik | Ocak-Aralik | Ocak-Aralik 3?2:(,3" SD‘E“(!:II?I\# g:a’;ls:t%)
January- | January- | January- January- |NUMERICAU | CHANGE IN
December | December |December | jype CHANGE RATIO (%)
183.859 207.633] 208.330| 226.668 42.809 233
23.565 20.684 27.024 24.862 1.297 55
9.955 10.944 10.930 11.386 1431 144
20.746 16.137 16.712 16.513 -4.233 -20.4
121.007 120.548 120.651| 116.137 -4.870 -4,0
5.993 10.571 12.893 14.201 8.208 1370
7.887 6.985) 8.515 12.102 4.215 534
18177 18.150 21631 21.669 3.492 19,2
62.276 74.954 69.261 59.575 -2.701 -4,3
22.572 24.589 25.735 29.339 6.767 30,0
154.743 128.032| 132.934| 134.000 -20.743 -13.4
2.600 2.230 2.049 2.276 -324 -12,5
236.705 275540 275.234| 244.486 7.781 33
1.466.096 | 1.352.128 1.337.045|1.392.818 -73.278 -5,0
6.863 4.140 3.118 7.916 1.053 153
33.835 29.453 25.213 21.592 -12.243 -36,2
6.193 15.264 22.393 5.094 -1.099 -17,7
3.794 3.267 9.204 6.540 2.746 72,4
46.888 73.867] 102.978 72.793 25.905 55,2
13.721 15.283 13115 12.665 -1.056 -7.7
82.953 56.765 47.454 40.560 -42.393 -511
1.264 860 904 1.180 -84 -6.6
8.165 4.501 6.842 5177 -2.988 -36,6
6.266 6.432 6.298 1.965 -4.301 -68,6
1.289 1.084 1.263 1.924 635 49,3
11.050 10.999 14.617 14.485 3.435 311
12.607 21.944 23.810 23.860 11.253 89,3
1185 1124 1.053 575 -610 -51,5
523 903 376 792 269 51,4
30.170 25.885 28.769 22.578 -7.592 -25,2
112,515 98.439 100.300| 141.319 28.804 25,6
2432 2.062 2419 1922 -510 -21,0
13.550 9.820 9.344 12.447 -1.103 -81
182.791 195.067| 229.407| 269.585 86.794 47,5
2.578 5.525 3.717 4.737 2.159 83,7
1.904 1.188 910 869 -1.035 -54,4
40.980 44.087, 53.333 40.202 -778 -1.9
10.051 11.937 10.575 11.396 1.345 134
28.885 27.903 27.669 33.921 5.036 174
71.314 73.021 64.756 87.786 16.472 231
113.477 118.530 143.534| 152.776 39.299 34,6

3.092.881 3.183.424 3.132.475 3.222.315 3.302.688

Source: http://www.izmirkulturturizm.gov.tr/TR,77298/2013-yili-istatistikleri.html Date of
access 23/01/2015
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Kaynak: http://www.izmirkulturturizm.gov.tr/TR,77298/2013-yili-istatistikleri.html
Erisim Tarihi 23/01/2015
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Son illarda Mugla turist pazarinin %43'lne
hakim olan ingiltere, 2010 yilinda 1.650.692, 2011 yilinda
1.466.096, 2012 yilinda 1.352.128 turist géndermis, 2013
yilinda ise 1.337.045 turist gdndererek her yil belli bir oranda
disis gerceklestirmistir. 2013 yilimin ilk alti ayhk verilerinde
ingiltere’den bélgeyi ziyaret amacl gelenlerin sayisi 444,590
iken 2014 yihnin ilk ayinda bu rakam 484 bin (izerine cikarak
%89 Iluk bir buyime gerceklestirmis ve tekrar buyime
egilimine gecmistir, 2014 yilinin tamami degerlendirildigi
zaman ingiltere’den 1.392.818 turist gelmis olup toplamda
2014 yili sonu itibari ile %4,2 lik bir blyliimeye gecmistir. Bu
durum Mugla icin son derece dénemlidir. Buna karsin Hollanda,
isvec Ukrayna, ispanya Ulkeleri basta olmak (zere disus
gostermistir.

In last years, United Kingdom dominates 43% of
Mudla tourist market and it sent 1.650.692 tourists in 2010,
1.466.096 in 2011, 1.352.128 in 2012 and 1.337.045 in
2013 and has performed a specific ratio of decrease every
vear. While the first six-month data of 2013 regarding to the
tourists coming from United Kingdom is 444,590, this number
has increased over 484 thousand in the first month of 2014
and a 89% increase is realized and again a growth trend
has obtained, when the whole year of 2014 is evaluated,
1.392.818 tourists have come from United Kingdom and
as of the end of 2014, a 4,2% growth is provided. This is a
very important situation for Mugla. In spite of this, especially
Holland, Sweden, Ukraine and Spain have shown a decrease.

1.1.5 Tiirkiye'den Cikis Yapan Vatandaslarin 2011-2013 Yillari itibariyle Degerlendirilmesi
1.1.5 Evaluation of the citizens going out from Turkey as of 2011-2013

Tablo: 1.8:2011-2013Yillan Tiirkiye’den Cikis Yapan Vatandaslarimiz Tabeo: 1.8: Out citizens going out from Turkey as of 2011-2013

YILLAR / YEARS
TOPLAM/TOTAL

* Gecici veridir. Kaynak: Emniyet Genel Miidiirliigi

11.640,532 12.826,62

11.860, 888 12.513,018 |

* Temporary data. Source: General Directorate of Security Affairs

1.1.6. Tiirk Turizminde 25 Yilin Degerlendirilmesi
1.1.6. Evaluation of 25 years in Turkish tourism

Table 1.9: 25 Years/Month Tourist arrivals to Turkey

Tablo 1.9: Tiirkiye'nin 25 Yil/Ay Turist Gelisleri

YILLAR  OCAK SUBAT MART NiSAN MAYIS HAZIRAN TEMMUZ AGUSTOS EYLOL EKIM KASIM ARALIK TOPLAM
YEARS JANUARY FEBRUARY MARCH APRIL MAY JUNE Juwy AUGUST SEPTEMBEROCTOBER NOVEMBER DECEMBER TOTAL
1989 |110814 |126039 251539 |345332 | 479623 |443072 |562218 |633641 |[605991 [462882 |245840 | 192160 4459151
1990 |[115058 |143215 242987 | 429624 | 529552 |559266 |707824 |777793 |667359 |[526115 |367300 | 323215 5389308
1991 157674 |157123 284039 |376502 |502029 |517785 |635835 |761744 |773458 |[581371 |404267 | 366070 5517897
1992 208740 |255040 337582 | 579022 |739918 |727002 |970394 |992640 |861166 |[697642 |370878 | 336072 7076096
1993 211573 |273666 343780 |578292 | 797637 |682401 |743819 |784532 |692967 [699415 |382736 | 309820 6500638
1994 | 267658 |301811 394107 |468550 | 644589 |671333 |[820386 |[899189 |773954 [695471 |392040 | 341530 6670618
1995 | 274680 |302407 368195 |535462 | 732394 |810419 (1008709 [1070234 [{1054871 [836025 |393023 | 340467 7726886
1996 | 283616 |324910 537452 | 556109 |874942 |902015 |[1106242 [1153755 (1117429 [909397 |452325 | 395893 8614 085
1997 | 300872 |314306 555204 |639819 |1020894 [1045987 |1206226 |1404876 [1297455 |947462 |538368 | 417535 9689 004
1998 | 346183 |371526 |476756 |642332 |986237 |1062961 |1288439 |1460075 |1209256 (1035237 | 502638 | 371057 9752697
1999 | 359046 |371727 409483 | 426558 | 691313 | 784642 |931895 |1079249 | 876261 |800513 |435790 | 320808 7487 285
2000 | 333915 |354487 435158 |721128 | 986376 |1079148 |1525718 [1419244 [1368538 |1178481 | 602396 | 423564 10428153
2001 359320 (404653 547365 |884805 |1231562 [1387955 (1776821 [1601331 [1440365 [1065825 | 520962 | 398005 11618969
2002 306597 |426405 675687 |852930 [1325752 |1457615 (1897112 1900120 |1770566 |1420386 | 662985 | 559873 13256028
2003 363983 |[481252 499663 | 669288 [1146309 |1510951 [2130949 |2275055 |1874329 |1657726 | 776181 | 643872 14029558
2004 | 533694 |607854 784107 |1104270(1799130 [1898435 (2591140 (2492794 [2125025 (1842277 | 948815 | 789367 17 516908
2005 | 700469 |696643 [1107348 |1348264|2302389 2402912 |3180802 (2861141 2502123 (2108398 |1052561 | 861836 21124886
2006 | 667337 |626565 921892 [1372922(1918809 |2368628 |3109727 |2905817 |2267146 |1713916 |1020106 | 926 968 19819833
2007 | 714425 |787048 [1099960 |1520954 (2287645 |2774076 |3624156 |3384065 |2799276 |2152908 (1177475 (1018923 | 23340911
2008 | 782786 |896482 [1305297 |1647903|2748564 |3305832 |4084764 |3762136 |2981044 |2462497 |1267996 (1091376 | 26336677
2009 | 751817 |898927 [1207729 |1750281 (2718788 |3263089 |4343025 3760372 |3136010 (2617193 |1403740 (1226143 | 27077114
2010 | 809974 |953848 [1414616 |1744628|3148337 |3500024 |4358275 3719180 3486319 (2840095 |1491005 (1165903 | 28632204
2011 [ 975723 |1079505 [1617782 |2290722|3283125 |3780637 |4597475 |4076783 |3923546 (3039754 |1596295 (1194729 | 31456076
2012 [981611 |997571 [1460563 |2168715|3232926 |3882592 |4571389 (4470202 |3991415 |3050981 |1631647 (1343220 | 31782832
2013 [1104754 |1268440 |1841154 |2451031|3810236 |4073906 |4593511 (4945999 |4266133 (3402460 (1709479 1442995 | 34910098
2014 [1146815 1352184 (1851980 | 2652071| 3900096 | 4335075 | 5214519 | 5283333 | 4352429| 3439554 | 1729803 | 1580041 | 36837900

Kaynak: http://www.ktbyatirimisletmeler.gov.tr/TR,9854/sinir-giris-cikis-istatistikleri.
html€Erisim tarihi: 8/07/2014 http://www.tursab.org.tr/tr/istatistikler€risim tarihi:
8/07/2014

Source: http://www.ktbyatirimisletmeler.gov.tr/TR,9854/sinir-giris-cikis-istatistikleri.
htmiDate of access: 8/07/2014 http://www.tursab.org.tr/tr/istatistiklerDate of access:
8/07/2014
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1.1.7. Gelen Turist Acisindan Tirkiye'nin Dinyadaki Yeri
1.1.7. Place of Turkey in the world in terms of coming tourists

Grafik:1.1. Gelen Turist Agisindan Tiirkiye'nin Diinyadaki Yeri (2013)

Graphpic:1.1. Place of Turkey in the world in terms of coming tourists (2013)
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Grafik 1.1'e baktigimizda, llkelere gore en fazla turist
varisi ve elde edilen gelir incelendiginde, en fazla turist ceken
Ulke olarak Fransa'’nin son 10 yildan beri devam ettirmekte
oldugu liderligini korudugu gorilmektedir. ABD ise son iki yilda
ikincilik koltugunda oturmaya devam etmektedir. Ayni sekilde

Turkiye de son (c yilda 6. Siradaki yerini korumustur.

When we look at Graphic 1.1 and when the maximum
tourist arrival and income obtained according to the countries
are evaluated, it can be seen that France, attracting maximum
number of tourists, keeps its leadership like the last 10 years.
USA continues to be in the second rank in the last two years.
As the same, Turkey has held its 6th rank in the last three
years.

1.2.2012-2014 TURIZM GELIR VE GIDERLERI
1.2. 2012-2014 TOURISM INCOME AND EXPENSES

1.2.1. 2014 Yih Turkiye Turizm Gelir ve Giderleri
1.2.1. 2014 Turkish Tourism Income and Expenses

Eylil 2014 itibariyle Tirkiye turizm gelirlerinin
toplam tutari 26 milyar 638 milyon ABD Dolari seviyesindedir.
2013 yilinin ayni doneminde elde edilmis olan 24 milyar 543
milyon ABD Dolarlik gelirle kiyaslandiginda, % 8,5 oraninda
bir artis oldugu gorilmektedir. Agustos ayi her iki yilda da en
fazla turizm gelirinin elde edildigi aydir. Bu durum, turizm talep
miktarindaki sezonluk dalgalanma ile dogru orantili olarak
gerceklesmistir. Tatil yorelerinde ylksek sezon olarak tabir
edilen Mayis, Haziran, Temmuz, Agustos ve Eyliil aylari tabloda
da goraldigu Gzere turizm gelirlerinin paralel bicimde yUkselise
gectigi donemlerdir. 2013 il ile kiyaslandiginda, en fazla
aylik turizm geliri artisi (% 17,6) Agustos ayinda yasanmistir.
2014 yil turizm gelirlerine ait veri, Kiltdr ve Turizm Bakanhgi
tarafindan Eylil ayi itibariyle ilan edilmis oldugundan, turizm
gelirleri toplam miktarinin resmi olarak tespit ve ilan edildikten
sonra detayli olarak ele alinmasinda yarar bulunmaktadir.
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As of September 2014, total amount of Turkish
tourism income is about 26 billion 638 million US Dollars. When
it is compared to the 24 billion 543 million US Dollars obtained
in the same period of 2013, a 8,5% increase is seen. August
is the month in which maximum tourism income is obtained
in both years. This situation has realized in proportional to
the seasonal fuctuation in the tourism demand quantity. May,
June, July, August and September months that are called as
the high seasons in holiday areas are the periods when the
tourism incomes start to increase in parallel as can be seen
in the table. When compared to 2013, the maximum monthly
tourism income increase (% 17,6) has occurred in August.
Data about 2014 tourism income has published by Ministry
of Culture and Tourism as of September, thus it is helpful to
handle the total amount of tourism income in detail after they
are officially determined and advertised.
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Tablo 1.10 Tiirkiye Turizm Gelirleri

TURIZM GELIRLERI (Milyon $) / TOURISM INCOME (Million $)

Table 1.10 Turkey Tourism Income

DEGISIM % (2014/2013) / CHANGE % (2014/2013)

AYLAR / MONTHS
2014/2013
Toplam / Total

Ocak / January 9754 | 4629 | 126 14510 10903 | 4179 | 122 |1.5204 | 118 | 97 | -36 48
Subat / February 9445 | 4291 | 101 13837 10656 | 3653 | 114 |1.4423 | 128 | -149 | 124 42
Mart / March 13502 | 4519 | 122 1.814,2 14765 | 3544 | 143 |1.8452 | 94 | -216| 174 17
Nisan / April 15045 | 4318 | 152 19515 16496 | 4365 | 17221033 | 96 11 | 130 78
Mayis / May 25509 | 4208 | 210 2.992,7 26709 | 4535 | 220 (3.1464 | 47 78 | 48 51
Haziran / jJune 28732 | 4762 | 222 33716 32139 | 4891 | 233 (3.7263 | 119 | 27 50 105
Temmuz / july 27808 | 6640 | 246 3.469,5 30790 | 6018 | 249 |3.7057 | 107 | 94 | 12 68
Agustos / August 33497 | 8196 | 355 4.204,8 40489 | 8636 | 342 |4.946,7 | 209 | 54 | -37 176
Eyliil / September 30212 | 8599 | 236 3.904,8 33111 | 8635 | 275 (42021 | 96 04 | 165 76
9 Aylik Toplam / Total of 9 months 193505( 50161 | 1771 | 24.5436 |216058 |48456|1869(26.6383 | 117 | 34 | 56 85
Ekim / October 33438 | 7214 | 214 4.086,6

Kasim / November 15819 | 5344 | 151 21315

Aralik / December 10461 | 4883 | 129 1.5472

12 AYUK TOPLAM / TOTAL OF 12 MONTHS (25.322,3| 6.760, | 226,5| 32.309,0 |(21.605,8|4845,6| 186,9(26.6383 |-14,7 | -283 |-175 -17,6

Kaynak : Tiirkiye istatistik Kurumu , Merkez Bankasi , Kiiltiir ve Turizm Bakanligi
NOT : “Cikis Yapan Yabanci Ziyaretciler Anketi” sonucu elde edilen gelirdir.

(*) : Yabanai ziyaretcilerden elde edilen gelir.

(**) : Yurt disinda ikamet eden vatandas ziyaretcilerden elde edilen gelir.

(***) : GSM Dolasim Harcamalari ile Marina Hizmet Harcamalari Toplam Gelirde Yer
Almakta Olup, Yabanci - Vatandas Ayrimi Verilememektedir.

2014 vih turizm giderleri, Eylil ayi itibariyle 3 milyar
946 milyon ABD dolari seviyesindedir. Bir énceki yilin ayni
donemi ile kiyaslandiginda % 6,2'lik artis yasanmistir. Ancak
Temmuz ayindan itibaren, 2013 yilina gore turizm giderlerinde
strekli bir azalis oldugu dikkat cekmektedir. 2014 yil turizm
giderlerinin en fazla arttig ay, % 17,8 ile Subat ayI olmustur.
Turizm gelirlerinde oldugu gibi, turizm giderlerinin de Kultir
ve Turizm Bakanligl tarafindan Eylil ayi itibariyle ilan edilmis
olmasi sebebiyle, 2014 yili toplam turizm giderleri miktarinin
da resmi olarak tespit ve ilan edildikten sonra detayli olarak ele
alinmasinda yarar bulunmaktadir.

Asagidaki tabloda son 3 yildaki turizm gelirlerinin
dagihmi gorldlmektedir.

Tablo 1.11. 2012-2014 Yillari Turizm Gelirleri

Turizm Geliri 000
YILLAR / YEARS

Ziyaretci Sayisi/

Source : Turkish Statistics Institution, Cenral Bank, Ministry of Culture and Tourism
NOTE : Income obtained as a result of “Questionnaire of exiting foreign visitors".
(*) : Income obtained from the foreign visitors.

(**) : Income obtained from the citizen visitors residing at foreign countries.

(***): GSM roaming expenses and marina service expenses are included in the total income
and no foreign - citizen distinction is done.

2014 tourism expenses is about 3 billion 946 million
US Dollars as of September. When this amount is compared
to the same period of the previous year, a 6,2% increase has
occurred. However as of July, a continuous decrease in the
tourism expenses draws attraction when compared to 2013.
The month of 2014 in which the tourism expenses have
increased at maximum is February with a ratio of 17,8%. As
in the tourism income, because the data about 2014 total
tourism expenses have published by Ministry of Culture and
Tourism as of September, thus it is helpful to handle the total
amount of tourism expenses in detail after they are officially
determined and advertised.

In the below mentioned table, the distribution of
tourism incomes in the last 3 years are seen.

Table 1.11. 2012-2014 Tourism Income

Kisi Basi Ortalama Ortalama Geceleme

(ABD Dolar)/ Number of visitors | Harcama (ABD Dolar)/ Sayisi/
Tourism Income Average Expense per | Average number of
000 (US Dollars) person (US Dollars) overnights
2012 29 007 003 36 463921 795 10,8
2013 32308991 39226 226 824 10,2
2014 34 305 904 41415070 828 10,0
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Tablo 1.12: 2013-2014 Yillari Turizm Gelir ve Giderlerinin Donemlik Dagilimi

CIKIS YAPAN ZIYARETCILER/ Exiting visitors

Table 1.12: Distribution of 2013-2014 Tourism Income and Expenses according to periods

GiRIS YAPAN VATANDASYLER/ Exmng visitors/
Entering visitors (domestic r

CEYREK/ TURIZM GELIRI BiN KISI SAYISI/ KISI BASI ORTALAMA TURISM GiDERi/ KISI SAYISI/ KISI BASI ORTALAMA
QUARTER | Tourism income Thousand ($) | No. of person | HARCAMA/ Average Tourism expense | No. of person | HARCAMA/ Average expense
expense per person ($) | Thousand ($) per person (S)

4648816 4.773826 1.205355 1659631
8315789 10.267.778 1.286.831 1835515
III 11.579.006 16.057.651 721 1224441 2067830 592
vV 7765380 8126971 956 1536938 1962893 783
2013 Annual 32308991 39.226.226 824 5.253565 7.525.869 698
| 4.807.836 5.065.759 949 1.365.770 1728284 790
Il 8975976 10967.100 818 1402783 2.042.086 687
Il 12854373 17.084.013 752 1178170 2.283.278 516
2014 vV 7667.719 8298198 924 1523759 1928616 790
October 3965329 4.293.279 924 587.942 719336 817
November 2098795 2.264373 927 456.716 594189 769
December 1603595 1740546 921 479100 615.090 779
Annual 34305904 41415070 828 5470481 7.982.264 685

Kaynak : Tiirkiye istatistik Kurumu , Merkez Bankasi , Kiiltiir ve Turizm Bakanhgi, 2014

Turizm geliri Ekim, Kasim ve Aralik aylarindan
olusan IV. ceyrekte bir dnceki yilin ayni ceyregine gore %1,3
azalarak 7 milyar 667 milyon 719 bin ABD Dolari oldu. Turizm
gelirinin %81'i yabanci ziyaretcilerden, %19'u ise yurt disinda
ikamet eden vatandas ziyaretcilerden elde edildi. Ziyaretciler,
seyahatlerini kisisel veya paket tur ile organize etmektedirler.
Bu ceyrekte yapilan harcamalarin 6 milyar 213 milyon 372 bin
ABD Dolarr'ni kisisel harcamalar, 1 milyar 454 milyon 347 bin
ABD Dolari'ni ise paket tur harcamalari olusturmustur.

Turizm geliri 2014 yilinda bir énceki yila gore %6,2
artarak 34 milyar 305 milyon 904 bin ABD Dolari oldu. Turizm
gelirinin %81,5'i yabanci ziyaretcilerden, %18,5'i ise yurt
disinda ikamet eden vatandas ziyaretcilerden elde edildi. Bu
yilki gelirin 26 milyar 2 milyon 950 bin ABD Dolarr'ni kisisel
harcamalar, 8 milyar 302 milyon 954 bin ABD Dolari'ini ise

paket tur harcamalari olusturmustur.

Ziyaretcilerin kisi basina ortalama harcamasi 924
ABD Dolari oldu

Bu ceyrekte yabancilarin
867 ABD Dolar, yurt disinda ikamet eden vatandaslarin
ortalama harcamasi ise 1.224 ABD Dolar oldu.Bu yilda
kisi basina ortalama harcama 828 ABD Dolari, yabancilarin
ortalama harcamasi 775 ABD Dolari, yurtdisinda ikamet eden
vatandaslarin ortalama harcamasi ise 1.130 ABD Dolari oldu.
http://www.tuik.gov.tr/PreHaberBultenleri.do?id=18665

ortalama harcamasi

Tarkiye'nin 2014 yili itibariyle ihracat tutari yaklasik
157 Milyar ABD Dolarr'dir. Turizm geliriyse, Tlrkiye've gelen
vatandaslarimiz da dahil olmak tizere 34,3 Milyar ABD Dolari'dir.
Bu haliyle turizmin ihracati karsilama orani yaklasik %21'dir.
2013 yilinda da bu oran hemen hemen ayni gerceklesmistir.
Bu da demektir ki son iki yilda her dért ihracat kaleminden biri
turizmle ilgilidir.

Source : Turkish Statistics Institution, Central Bank, Ministry of Culture and Tourism, 2014

Tourism income in I\VVth quarter consisting of October,
November and December months has decreased as 1,3%
according to the same quarter of the previous year and has
reached to 7 billion 667 million 719 thousand US Dollars. Of
the tourism income, 81% is obtained from the foreign visitors
and 19% from the citizens residing at foreign countries.
Visitors organize their travels personally or vai a package tour.
From the expenses made in this quarter, 6 billion 213 million
372 thousand US Dollars are personal expenses and 1 billion
454 million 347 thousand US Dollars are the package tour
expenses.

Tourism income has increased 6,2% in 2014 when
compared to the previous year and reached to 34 billion 305
million 904 thousand US Dollars. 81,5% of the tourism income
is obtained from the foreign visitors and 18,5% is obtained
from the visitors residing at foreign countries. Of the income
of this year, 26 billion 2 million 950 thousand US Dollars are
the personal expenses and 8 billion 302 million 954 thousand
US Dollars are the package tour expenses.

Average expense of the visitors per capita is 924 US
Dollars

In this quarte, average expenses of the foreigners
are 867 US Dollars and the expenses of the citizens residing
at foreign countries are 1.224 US Dollars. This year, average
expense per capita is 828 US Dollars, average expense of
the foreigners is 775 US Dollars and average expense of
the citizens residing at foreign countries is 1.130 US Dollars.
http://www.tuik.gov.tr/PreHaberBultenleri.do?id=18665

Exportation amount of Turkey as of 2014 is
approximately 157 Billion US Dollars. Tourism income is 34,3
billion US Dollars including our citizens coming to Turkey. The
confrontation ratio of tourism towards exporation is about
21%. In 2013, this ratio is almost the same. This means, one
of every exporation items in the last two years is related to
tourism.
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1.3. iC TURIZM HAREKETLERININ DEGERLENDIRILMESI
1.3. EVALUATION OF DOMESTIC TOURISM ACTIONS
1.3.1. 2010-2014 ic Turizm Verileri
1.3.1. 2010-2014 Domestic Tourism Data

2010-2014doénemindeTlrkiye'deigturizmfaaliyetine
katilan vatandaslarimizin yapmis olduklari seyahatlerin toplam
sayisi ve yapilan gecelemeler, Tirkiye istatistik Kurumu,
Hanehalki Yurtici Turizm, 2009-2014 verileri esas alinarak
incelendiginde, yapilan yurt ici seyahatlerin toplam sayisinin
2010 yilinda 68.373.000; 2011 vilinda 65.854.000; 2012
yiinda 64.922.000; 2013 vyilinda 68.452.000 ve 2014
vihinin ilk iki ceyreginde 28.455.000 oldugu gorilmektedir.
Bu durum 2011 ve 2012 yillarinda yasanan gerilemenin
2013 yili itibariyle tekrar yikselise gectigini gdstermektedir.
Yapilan seyahatlerin amaci, yillar itibariyle en fazla “yakinlari
ziyaret”, daha sonra ise siraslyla “gezi, eglence, tatil” ve “saglk”
Gzerinde yogunlasmistir. Ortalama geceleme sayilan 2010
yilinda 8,1; 2011 yilinda 8,5; 2012 yilinda 8,6; 2013 yilinda
8,1 ve 2014'ln ilk ceyreginde 7,6, ikinci ceyreginde ise 5,6
olarak tespit edilmistir. Seyahatler esnasinda genellikle 8
geceleme yapildigi ve bu durumun yillar itibariyle fazla degisim
gostermedigi dikkat cekmektedir. Yurt ici seyahatler icerisinde
“ticari iliskiler, fuar” ve "kGltar" bashklarn en dusiik sayida yer
alan seyahat amaclari olarak yer almistir.

Tablo 1.13: Seyahat Amacina ve Ceyreklere Gore Yurtici Seyahat ve Geceleme Sayisi,
2010-2014

When the total quantity and overnights of the travels
made by our citizens who have participated in domestic
tourism activities in Turkey between 2010 and 2014 are
inspected by taking the 2009-2014 data of Turkish Statistics
Institution, Household Domestic Tourism as a basis, it is seen
the the total of domestic travels is 68.373.000 in 2010,
65.854.000 in 2011, 64.922.000 in 2012, 68.452.000 in
2013 and 28.455.000 in the first two quarters of 2014. This
situation shows that the regression occurred in 2011 and
2012 has started to icnrease again as of 2013. The purpose
of the travels concentrates mostly on ‘“relative visits’, then
“visit, entertainment, holiday” and “health” respectively.
Average overnight quantities is 8.1 in 2010, 8.5 in 2011, 8.6
in 2012, 8.1 in 2013 and 7,6 in the first quarter of 2014 and
5.6 in the second quarter. It attracts attention that generally 8
overnights are spent during the travels and this situation does
not show a major change in the years. Within the domestic
travels, “commercial relations, fair” and “culture” titles are the
least travel purposes among others.

Table 1.13: Number of Domestic Travels and Overnights according to the travel purposes
and quarters, 2010-2014

Toplam/Total | Geazi, Eglence, Kiiltir Yakinlan Saghk Toplanti, _Ticari Diger / Other
Tatil Culture Ziyaret Health Konferans, Kurs, lliskiler,
Travel, Relative visits Seminer Fuar
Entertainment, Meeting, Commercial
Holiday Conference, relations,
Course, Seminar fair
g B | g B 8 Bl 8 Bl 8 Bl g B 8 | 8 B
O (=wn [} O [=n [} O |=n [} O |=n [} O | =n [T} S |=n [} O |=un ] O | =n [}
g88 |2 (B (2| 5|BE A SIEE LB 5B R BB (B LR 5|BE L0
S |SE |E2 S|eE |e2 | s|SE |E2 | 2|SE |62 | 2|SE |E2 | 3 |SE |E2 | % |SE |E2 $|SE |E2
Yillarve | -£ |35 |ge | - (%5 |ge | -5 |28 (g | -S |25 |9 | -5 |26 |9 | -S |25 (o | -5 |28 |g9e | -S| 25 |3
ceyrekler/ | 55 (50 |82 | 25 (38 |85 | 55 (30 |25 | 55 (30 |85 | 35|30 |88 | 25 (36 |88 | 25 |3 |88 | 25|36 |82
" d| % |28 |m2z| s | ¢S |moz| s | 5 |mez| A | @5 |msz| S | @5 |msz| G |5 |mox| G |5 |mez| Ag | @5 | goE
earsand | = |Ey |EZ®| 52 |55 |EX%| 5% |E5 |EZW 5% |Epy |EZW 5% |Ex |EX®| 52 |Ep |EXH| 52 |Ep |E<H| 52 (53 | EXH
quarters | £ | 225 (SFE| €2 | 205 SFE| S5 | 2o5| BFE| €= | 2o5| SFE| S | o5 SFE|| 52 | 2o5| BFE|| S | 2o | SFE| S | 2o EFE
5 |3E8|525| 55 | 9E5| £25| 52 | 9EB|sls) 55| 3ES| Eis| 52| 9EB|£ls| 52 | 9EB|cls| 55 |ES|gis| 55| uEg|Eis
3e |822|533| &e | 822|583 &2 | 822|583 4 | 822 583| S | 82| 583| S | 822|583 | e | 822|583 | S | 822 553
2010 || 12837 | 88940 | 69 | 1303 | 5377 | 41 156 | 369 | 24 | 8966 | 64518| 72 || 1454 | 12691 | 87 | 194 | 572 | 30 | 288 | 1162 | 40 475 | 4251 | 89
Il | 13579 | 91908 | 68 | 2369 (16040 | 68 | 128 | 385 | 30 | 8779 | 61215| 70 [ 1243 | 7932 | 64 | 201 | 1210 | 60 | 189 | 1251 | 66 670 | 3875 | 58
Il | 26829 274410| 102 | 7115 [85161 | 120 | 287 | 797 | 34 | 17.104|171282| 100 |/ 1364 | 9618 | 71 | 168 | 9% | 55 | 113 | 1198 | 106 | 729 | 5427 | 74
IV | 15128 | 99887 | 66 | 157513025 | 83 || 113 | 307 | 27 | 11393 71801 | 63 | 1227 |11430| 93 | 215 | 757 | 35 | 12 | 627 | 52 482 | 1941 | 40
Yilik | 68373 |555145| 81 | 12362 [119603| 97 | 634 | 1858 | 29 | 46242|368817| 80 | 5288 | 41671 | 79 | 779 | 3465 | 45 | 712 | 4238 | 60 | 2357| 154%| 66
2011 || 11549 (81339 | 70 | 1057 | 3738 | 35 59 | 187 | 32 | 8431 |64583| 77 | 97 [ 8435 | 90 || 274 | 1008 | 40 | 216 | 5% | 28 575 | 2708 | 47
Il | 13433 | 95266 | 71 | 2444 [14409 | 59 | 161 | 340 | 21 | 8842 | 68151| 77 | %46 | 632 | 67 | 304 | 1003 | 33 | 159 | 92 | 62 577 | 4049 | 70
I | 27494 (296690 | 108 | 8270 [96.055 | 116 | 239 | 84 | 36 | 17.018|185105 109 | 1012 | 8433 | 83 | 172 | 672 | 39 | 167 | 693 | 41 616 | 4868 | 79
IV | 13377 | 84975 | 64 | 1128 | 6603 | 59 87 | 22 | 28 | 10312]| 66372| 64 [ 1029 | 7415 | 72 | 220 | 838 | 38 78 | 213 | 27 523 | 322 | 63
Yilik | 65854 |558270 | 85 | 12898 [120804| 94 || 546 | 1633 | 30 | 44603|384210| 86 |[ 3925 [30605| 78 | 970 | 3611 | 37 | 621 |2494 | 40 | 2201 14912| 65
2012 || 11058 (78805 | 71 | 930 | 3558 | 38 79 | 212 | 27 | 7927 |61601| 78 [ 1288 [ 9450 | 73 || 213 | 80 | 41 | 188 | 56 | 28 433 | 2518 60
Il | 14652 [107.829| 74 | 2814 (18179 | 65 | 217 | 545 | 25 | 9331 |728%5| 78 [ 1170 | 9478 | 81 | 210 | 805 | 38 | 129 | 610 | 47 779 | 5317 | 68
I | 25474 |278720| 109 | 7677 {92331 | 120 || 197 | 623 | 32 | 15774|172209] 109 | 970 | 8125 | 84 | 119 | 5983 | 50 97 | 48 | 51 639 | 4342 | 68
IV | 13738 | 91448 | 67 || 1261 | 8036 | 64 88 | 242 | 28 | 10006|65997| 66 [ 1324 [12431| 92 || 277 | 777 | 28 | 132 | 383 | 29 651 | 3881 | 60
Yilik | 64922 |556.803| 86 | 12682 [122104| 96 || 581 | 1621 | 28 | 43039|372703| 87 | 4752 39184 | 82 | 80 | 3055 | 37 | 546 |2018 | 37 | 2502| 16118| 64
2013 | | 1197284372 | 70 | 94 | 4165 | 45 | 118 | 330 | 28 || 8461 |64807| 77 [ 1434 10258 | 72 | 290 | 1148 | 40 | 166 | 585 | 35 579 | 3079 | 53
Il | 16232 [116118| 72 | 3551 (22211 | 63 | 267 | 565 | 21 | 9871 | 71954| 73 [ 1339 | 13948 | 104 || 201 | 1246 | 43 | 150 | 493 | 33 763 | 5699 | 75
Il | 26452 269577 | 102 | 7978 81531 | 102 [ 188 | 603 | 32 | 16264|172822| 106 | 1315 | 9956 | 76 || 150 | 547 | 37 7 | 47 | 57 480 | 3682 | 77
V[ 13797 | 87392 | 63 || 1329 | 9524 | 72 | 123 | 313 | 25 | 10301 62518 61 | 1232 (10482 | 85 || 247 | 7% | 31 81 | 309 | 38 484 | 3492 | 72
Yilk | 68452 |557459| 81 || 13782 (117432| 85 | 697 | 1810 | 26 | 44807(372100| 83 [ 5320 |44645| 84 || 977 | 3695 | 38 || 474 | 1824 | 38 | 2305| 15953| 69
2014 | | 12745 | %699 | 76 | 1146 | 4584 | 40 | 130 | 484 | 37 | 8731 [72909| 84 | 1680 [14104 | 84 | 339 | 1364 | 40 | 158 | 484 | 31 561 | 2770 | 49
Il | 15710 | 87273 | 56 | 2607 [12910 | 50 | 272 | 597 | 22 | 10443| 58121| 56 | 1410 | 11731 | 83 | 194 | 679 | 35 | 132 | 608 | 46 652 | 2626 | 40

Kaynak: TUiK, Hanehalki Yurtici Turizm, 2009-2014

Source: TSI, Household Domestic Tourism, 2009-2014
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2010-2014 yillarinda vatandaslarimizin  yurt ici
seyahatlerinde yaptiklari harcamalarin ttrleri ve yillik bazda
ceyreklere goére dagihmi ele alindiginda, “ulastirma” ve
“yeme-icme” harcamalarinin toplam harcamalar icerisinde
en 6nemli paya sahip olduklar gériilmektedir. Ornegin 2010
yilinda yapilan yurt ici seyahatlerde toplam 13.843.504.000
TL harcama yapilmis olup, toplam miktarin 4.428.906.000
TUlik kismi “ulastirma’ya 3.839.675.000 TUlik kismi ise
"yeme-icme"ye ayrnlmistir. “Giyecek ve hediyelik esya”
(1.947.013.000 TL), "konaklama” (1.068.978.000 TL), “diger
harcamalar” (1.071.47.0006 TL) ve “saglk” (578.775.000
TL) kategorileri bu iki 6nemli harcama kalemini takip eden
hususlar arasinda yer almistir. Uclincii ceyrek (Temmuz/
Agustos/Eylll aylari), batin yillarda harcamalarin en yiiksek
seviyede gerceklestigi donem konumundadir. Bu durum, yurtici
seyahatlerin ay sezonunda yogunlasmasiyla dogrusal olarak
yasanan bir artisidir. 2014 yilinin ilk iki ceyreginde de diger
yillarda ve ceyreklerde gézlemlenen harcama yaklasimlarinin
s6z konusu oldugu sdylenebilir. Nitekim 2014°Gn ilk ve ikinci
ceyreklerinde seyahat harcamalarda en fazla paya sahip
olan hususlar “ulastirma” ve "yeme-icme"dir. 2013 Yilinin
ilk ve ikinci ceyreginde yapilan “giyecek ve hediyelik esya”
harcamalari 2013 yihinin ayni donemlerine kiyasla daha
yiksektir. Ancak 2014'Gn ikinci ceyreginde yapilan “yeme-
icme” harcamalarinin miktar (1.104.428.000 TL), 2013'Un
ayni dénemiyle karsilastirildiginda (1.165.136.000 TL) daha
diislk bir seviyede yer almaktadir.

Tablo 1.14: Harcama Tiirlerine ve Ceyreklere Gore Yurtici Seyahat Harcamalari (000-
TL), 2010-2014

When the expense types made by our citizens
between 2010 and 2014 during their domestic travels and
the distribution of such expenses according to the quarters
vearly are taken into consideration; it can be seen that
“transportation” and “food and beverage” expenses have the
most important shares among the total expenses. For example,
totally 13.843.504.000 TL expense is made in domestic travels
in 2010, 4.428.906.000 TL of the total amount is separated
for “transportation” and 3.839.675.000 TL is separated for
“food and beverage”. “Clothes and gifts” (1.947.013.000
TL), “accommodation” (1.068.978.000 TL), “other expenses”
(1.071.47.0006 TL) and “health” (578.775.000 TL) categories
have taken place among the matters following these two
significant expense items. Third quarter is the period when
the expenses throughout the year has occurred at a maximum
level (July/August/September months). This situation is an
increase that linearly occurs by the intensity of domestic
travels in the season. In the first two quarters of 2014, it can
be said that the expense approaches observed in the other
years and the quarters are in question. Instead, in the first and
second quarters of 2014, the matters having the maximum
shares in travel expenses are “transportation” and “food and
beverage”. “Clothes and gifts” expenses made in the first and
second quarters of 2013 are relatively higher when compared
to the same periods of 2013. However when the amount of
the “food and beverage” expenses made in the second quarter
of 2014 (1.104.428.000 TL) is compared to the same period
of 2013, itis at a lower level (1.165.136.000 TL).

Table 1.14: Domestic Travel Expenses according to the expense types and quarters (000-
TL), 2010-2014

Kisisel Harcamalar
Seyahat Oncesi Yapilan
Harcamalar
Giyecek (Giyecek, ilag, canta,
ve kamera, film vb.)/
Yillar ve Paket Tur Yeme ve Hediyelik Diger Expenses made before
Ceyrekler/ Harcamasi/ Icme/ Esya/ |Harcamalar/ travel
Years and | Toplam/ | Package tour | Toplam/| Food and Konaklama/ [Saghk/ Ulastirma/ Clothes Other (Clothes, drugs, bags,
quarters Total expenses Total beverage |Accomodation|Health | Transportation | and gifts | expenses camera, film etc)
2010 | 2296248 53.757 22424% 544914 135876 158005 756.828 379853 239.131 277%
I 2632619 165.298 2467321 705.155 200668 110723 841992 411510 159991 37.282
Il 5943238 301,004 5622144 1.849.299 589.848 117,629 1.864.230 657.975 368,357 174.807
v 2971.398 65530 2.905.869 740308 142586 192.328 965.856 497675 303,997 63.118
Yilk | 13843504 605679 13237.826 3839675 1068978 578.775 4428906 1947013 1071476 303003
2011 | 2.207.907 77531 2130370 523332 147237 146815 758.289 381216 144.265 20217
I 3041.386 199.201 2842185 786428 269.936 112802 972282 463984 179109 57555
Il 7508717 302453 7.186.264 2489507 817.295 118,097 2308495 915.205 380,881 156.782
v 2883252 64.870 2818382 755.888 168.245 151,509 990639 487.151 205732 50218
Yilk | 15641262 664.061 14977.201 4555155 1402713 529313 5020706 2247555 909.987 302772
2012 I 2241204 51554 2189,650 521319 157.741 143351 780671 375388 165.888 4529
Il 3703031 226328 3476702 1.019.608 307.755 142648 1179275 529378 205871 2169
I 7663799 571438 7.092.361 2549055 759.748 88607 2304.334 850286 355692 184589
v 3117.001 8115 3033886 794330 187.028 159.886 1102499 483047 219257 87839
Yilik | 16725085 932435 15.792.600 4:884.311 1412272 534492 5366830 2238099 96708 409.838
2013 | 2461783 75553 2386230 620048 153411 129179 899.442 403748 130211 50.191
I 4257748 344,640 3913108 1.165.136 315025 147.254 1407229 549,081 201518 127916
In 8184.045 761319 7422726 2426687 904547 90.39% 2415200 973171 406749 205976
v 3513242 93086 3420156 912,009 207981 204,962 1194.439 571819 21774 87172
Yilk | 18416817 1274597 17142220 5123880 1600964 571.790 5916.310 2497768 960252 471255
2014 | 3200746 106.154 3186592 846.367 171.083 196617 1096723 574,033 231155 70635
Il 4689071 380.193 4308878 1104428 348111 240460 1435554 867.059 175878 137.387

Kaynak: TUIK, Hanehalki Yurt ici 2009-2014

Source: TSI, Household Domestic 2009-2014
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2.B0LUM 2014 YILI DUNYA SEYAHAT VE TURIZM
DEGERLENDIRILMES]

PART 2 - 2014 TRAVEL AND TOURISM EVALUATIONS

2014 Yihnda 1.1 Milyar Turist Yurt disi Seyahati
Gerceklestirdi:

Diinya Turizm Orgiitl tarafindan yapilan aciklamaya gore,
2014 yilinda uluslararasi capta seyahatlere katilan turist
sayisi bir onceki yila goére % 4.7 artis orani ve (bir dnceki
doneme gore 51 milyon turist sayisi artisi ile) 1.138 milyara
ulasti. 2015 yilinda turist sayisinda % 3-% 4 araliginda
bir artis oraninin yasanacagl ve bu durumun kiresel
ekonomik durgunlugun atlatiimasina katki saglayacagi
ongorllmektedir.

Diinya Turizm Orgiitl Genel Sekreteri Taleb Rifai, ispanya
Kiresel Turizm Forumu'nun Madrid'de gerceklesen acilis
konusmasinda “gecen yillar icerisinde, turizm ilging bir
bicimde glcli ve c¢abuk toparlanabilen, ayni zamanda
milyonlarca istihdam, milyarlarca dolar ihracat geliri
varatarak, Ulke ekonomilerine katki saglayan bir sektor
oldugunu kanitlamistir. Bu durumun basta Avrupa kitasi gibi
tarihindeki en zorlu ekonomik gecislerinden birini yasanan
destinasyonlar icin de ayni sekilde oldugunu” ifade etmistir.

Bolgesel acidan ele alindiginda, Amerika (+ % 7), Asya ve
Pasifik (+ % 5) en fazla sektorel gelisimin yasanacagini,
Avrupa (+ % 4), Orta Dogu (+ % 4) ve Afrika (+% 2) ise
daha az seviyede gelisimin gézlenecegi bolgeler olacaktir.
Alt-bolgeler olarak Kuzey Amerika (+ % 8) en ylksek artisi
yasarken, Kuzey-Dogu Asya, Gliney Asya, Gliney Akdeniz,
Kuzey Avrupa ve Karayipler vaklasik % 7'lik gelisme orani
ile daha dislk seviyede ancak yine olumlu bir bicimde
gelismenin gozlemlenecegi bolgeler olacaktir.

Gecen yillarda oldugu gibi, Nisan, 2015'de resmi olarak
aciklanacak olan 2014 uluslararasi turizm gelirlerinin
de turist sayisi ile benzer sekilde gerceklesecegi tahmin
edilmektedir. Nitekim 2013 yili turizm gelirleri, (2008 yilinda
ekonomik kriz 6ncesi tespit edilen turizm gelirlerinden 230
milyon ABD Dolar daha fazla olarak) 1.197 milyon ABD Dolari
olarak tespit edilmistir.

2015 Yil icin Pozitif Bir Bakis: Diinya Turizm Orgiiti 2015
yilinda uluslararasi turist sayisinin % 3 ve % 4 araliginda
artacagini 6ngérmektedir. Bolgesel olarak bu oranin Asya
ve Pasifik'te (+% 4 ve +% 5), Amerika'da (+% 4 ve +% 5)
ve Avrupa'da (+ % 3 ve +% 4) daha fazla gézlemlenecegi
belirtilmektedir. Afrika'da + % 3 ve +% 5 ve Orta Dogu'da +%

1.1 billion Tourists have performed foreign travels in
2014:

According to the explanation made by World Tourism
Organization; number of tourists participated in international
travels in 2014 have increased to 1.138 billion with a ratio
of 4,7% when compared to the previous year (with 51 million
tourist increase when compared to the previous period). It is
estimated that in 2015, an increase of 3-4% in the tourist
quantity will occur and this situation will contribute in
getting rid of the global economic stagnation.

General Secretary of World Tourism Organization, Taleb Rifai,
has stated in the opening ceremony of Spain Global Tourism
Forum in Spain that “within the passing years, tourism has
approved that it is such a sector that can be recovered quickly
and strongly and that contributes in the country economies
by creating billions of dollars exporrtation incomes and
millions of employments. This situation is also the same for
the destinations where the hardest economic transitions
occur in their history especially the European continent’,

When considered regionally;, America (+ % 7), Asia and
Pasific (+ % 5) will be the regions with maximum sectoral
development and Europe (+ % 4), Middle East (+ % 4)
and Africa (+% 2) will be the regions with less sectoral
development. As the sub regions, while North America (+%8)
has the maximum increase, North-East Asia, South Asiaq,
South Mediterranean, North Europe and Caribbeans will be
the regions with a lower level of approximately 7% but with
a positive development.

As in the previous years, it is estimated that 2014
international tourism income that will be officially published
in April 2015 will occur in a similar condition with the number
of tourists. Instead 2013 tourism income (230 million US
Dollars more than the tourism income determined before
the 2008 economic crisis) is specified as 1.197 million US
Dollars.

Positive View for 2015: World Tourism Organization
estimates that international tourist quantity will increase
between 3% and 4% in 2015. It is specified that regionally
this ratio will be observed higher in Asia and Pasific (+% 4
and +% 5), America (+% 4 and +% 5) and Europe (+ % 3 and
+% 4). In Africa, + % 3 and +% 5 increase and in Middle East,
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2 ve +% 5 araliginda artis beklenmektedir.

Avrupa Diinya’da En Fazla Ziyaret Edilen Kita Olmayi
Siirdiirecek:

Avrupa:(+% 4), dinyada uluslararasi turist varslarinin en
ylksek oldugu kita olarak, 2014 yilinda (22 milyon turist
artisi ile) toplam 588 milyon turist tarafindan ziyaret edildi.
Bu durum, kitada yasanan ekonomik diizelmenin baslica
sebepleri arasinda gosterildi. Kuzey ve Gilney Avrupa
bolgeleri (her ikisi de + % 7 artis ile) Bati Avrupa bolgesinden
(+% 2) daha fazla ziyaretci cekti. Orta ve Doga Avrupa
bolgeleri (% 0), son (¢ yilda yasanan glicli turist sayisi
artisini tekrarlayamadi.

Asya ve Pasifik: (+% 5), 13 milyon turist artisi ile 263
milyon turist sayisina ulastl. En yuksek artis, Kuzey-Dogu
Asya ve Glney Asya bolgelerinde + % 7 orani ile gerceklesti.
Okyanusya bélgesinde % 6 artis olurken, Giiney-Dogu Asya
bolgesi bir énceki yila kiyasla daha distk bir artis oranina (+
% 2) ulasti.

Amerika Kitasi:Benzer sekilde kiyaslandiginda, % 7°lik artis
orani ile en iyi performans gosteren bélge oldu (13 milyon
turist artisi ile) ve 181 milyon turist tarafindan ziyaret edildi.
Bu artis, cogunlukla Kuzey Amerika (+% 7), Meksika ve
Karayipler'e (+% 7) gelen turist sayisindaki yiksek artisin bir
neticesi olarak gézlemlendi. Orta ve Glney Amerika (her ikisi
de +% 6) ise 2013 yilina kiyasla turist varislarini iki katina
cikararak, dinya ortalamasinin Uzerinde bir artis oranina
sahip oldular.

Orta Dogu:(+% 4), bircok bdlgesindeki olumlu neticeler ile
tekrar ylkselise gectigini gosterdi. Gelen turist sayisinda
2 milyonluk artis ile 50 milyon uluslararasi turist sayisina
ulasildi.

Afrika:Tahmini olarak %Z2'lik artis ile 56 milyon uluslararasi
turist cekti. Kuzey Afrika (+% 1) ve bircok Bati Afrika tlkesini
etkileyen Ebola vakasina ragmen Alt-Sahra Afrika % 3'lik
bir artis sagladi. Ancak Afrika ve Orta Dogu bélgelerine ait
veriler sinirli ve gecici kaynaklardan elde edildigi icin, saglikli
veriler olarak nitelendirilmemelidir.

Geleneksel Talep Kaynaklari Toparlaniyor:Geleneksel
kaynak pazarlarin  turizm harcamalarina yonelik  bir
toparlanmanin  yasanacagl ve gec¢mis yillarda turizm
sektortinin gelisiminde s6z sahibi olan bu tlkelerin etkilerini
devam ettirmeleri beklenmektedir.

Cin'den yurtdisina seyahat eden turist sayisinin 2014
yihinda (11 milyonluk bir artisla) 109 milyona ulastigl

+% 2 and +% 5 increase is expected.

Europe will continue to be the maximum visited
continent in the world:

Europe:(+% 4), as the continent with maximum international
tourist arrivals in the world, it is visited by 588 million
tourists in 2014 (with an increase of 22 million tourists). This
situation is shown among the major reasons of economic
recovery in the continent. South and North Europe regions
(both with an increase of + % 7) have attracted more visitors
than the West Europe (+% 2). Middle and East European
regions (% 0) cannot repeat the strong tourist quantity
increase as in the last three years.

Asia and Pasific: (+% 5), has reached to 263 million tourists
with an increase of 13 million tourists. The maximum
increase is realized in North-East Asia and South Asia
regions with a ratio of + 7%. While there is only 6% increase
in the Oceania region, South-East Asia region has reached to
a lower increase ratio (+2%) when compared to the previous
vear.

America Continent:When compared similarly, it is the region
showing best performance with a 7% increase (with 13
million tourist increase) and visited by 181 million tourists.
This increase is observed as a result of the high increase
in the number of tourists coming mostly to North America
(+% 7), Mexico and Caribbeans (+% 7). Central and South
America (both +% 6) have increased their tourist arrivals
twice when compared to 2013 and have an increase ratio
over the world average.

Middle East:(+% 4), has shown that it has started to
increase again with the positive results in numerous its
regions. 50 million international tourist quantity is reached
with a 2 million increase in the incoming tourist number.

Africa:Conjecturally it has attracted 56 million international
tourists with an increase of +2%. Despite the Ebola virus
that has affected South Africa (+% 1) and various West Africa
countries, Lower-Sahara Africa has provided an increase of
3%. However because data of Africa and Middle East regions
is obtained from limited and temporary sources, they should
not be qualified as healthy data.

Traditional Request Sources are recovered: It is expected
to have a recovery regarding to the tourism expenses of
traditional source markets and to have the countries having
a voice in tourism sector development in the previous years
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tahmin edilmektedir. 2014 Yilhn ilk (¢ ceyreginde turizm
harcamalarinin % 17 oraninda arttigl, ancak bu oranin énceki
yillara kiyasla dusuk oldugu (2012'de % 40 ve 2013'de %
26) gorulmektedir. Cin, 2012 yihindan beri dinyanin en
fazla turist gonderen Ulkesi konumundadir ve Cin’li turistler
2013 yihinda 129 milyar ABD Dolar turizm harcamasi

gerceklestirmistir.

Diger iki 6nemli pazar konumundaki Glkelerden biri olan
Rusya Federasyonu ise 2014'de -% 6'lik bir oran ile turizm
harcamalarindaki yerini kaybetmis, buna karsilik Meksika
halen % 2'lik oran ile gelisimini devam ettirmistir. ilk on
Ulke icerisinde bazi daha kuigiik pazarlarin etkisi ise (Suudi
Arabistan, Hindistan, Filipinler ve Katar gibi) % 30 veya daha

fazla oranda artis orani ile artmaktadir.

Amerika Birlesik Devletleri, ikinci en biiyik turizm harcamasi
yapan Ulke olup, % 6 artis oranina sahiptir. Fransa (+ %
11), italya (+% 6) ve ingiltere (+% 4) gibi geleneksel talep
kaynagi Ulkelerde de yiikselis gozlemlenmektedir. (UNWTO
World Tourism Barometer, 2014)

Tablo 2.1: 2014 Yilinda Kitalara Gore Turist Dagilimi

continue their effects.

It is estimated that the number of tourists travelling from
China to foreign countries has reached 109 million in 2014
(with an increase of 11 million). It can be observed that
tourism expenses have increased 17% in the first three
quarters of 2014, however this ratio is lower than the
previous years (40% in 2012°de and 26% in 2013). China
is the country sending maximum tourists since 2012 and
Chinese tourists have realized 129 billion US Dollars tourism
expenses in 2013.

One of the other important markets, Russian Federation,
has lost its place in the tourism expenses with a ratio of
-6% in 214, on the other hand, Mexico has continued its
development with a ratio of 2%. Effect of some smaller
markets within the first ten counttries (Saudi Arabia, India,
Philippines and Qatar etc) are increasing with an increase
ratio of 30% or more.

United States of America is the second largest country
making tourism expenses and has an increase ratio of 6%.
Also an increase in the traditional request source countries
such as France (+ % 11), Italy (+% 6) and United Kingdom
(+% 4) is also observed. (UNWTO World Tourism Barometer,
2014)

Table 2.1: Tourist Distribution in 2014 according to the continents
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Kaynak:http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/ita_2014_
nominal_jan_2015_en.pdf

http://dtxtq4w60xgpw.cloudfront.net/sites/all/files/pdf/ita_2014_map_
jan_2015_en.pdf
Source:http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/ita_2014_nominal_
jan_2015_en.pdf

http://dtxtq4w60xgpw.cloudfront.net/sites/all/files/pdf/ita_2014_map_jan_2015_
en.pdf

2014 yili icerisinde diinyada 1.138 milyon turistin
farkh (lkelere ziyarete gittigi gorilmektedir. Kitalara gore
incelendiginde; bir énceki yila oranla 2014 yilinda Avrupa'va
gelen turist sayisinda %4'lik bir artis, Asya kitasinda %5,
Amerika kitasinda %7, Afrika'da %2 son olarak Orta Dogu
bdlgesinde %4'lUk bir artisla diinya genelinde 2014 yilinda %5
bir bliylime gortlmektedir.

Within 2014, it can be observed that 1.138 million
tourists have visited different countries in the world. When
this amount is inspected according to the continents, a 4+
increase in the tourist quantity coming to Europe, 5% to Asia,
7% to America, 2% to Africa and 4% to Middle East region are
observed and throughout the world, a 5% growth in 2014 is
specified.
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3. BOLUM:KULTUR VE TURIZM BAKANLIGI'NDAN BELGELI
TESISLERE AiT DEGERLENDIRMELER

PART 3: EVALUATIONS REGARDING TO THE FACILITIES
CERTIFIED BY MINISTRY OF CULTURE AND TOURISM

3.1. 2014 YILI BAKANLIK TAHSISLERININ iLLERE, YATAK KAPASITELERINE VE
TURLERINE (YATIRIM/ISLETME) GORE DAGILIMI
3.1. DISTRIBUTION OF 2014 MINISTRY ALLOCATIONS ACCORDING TO THE CITIES, BED
CAPACITIES AND TYPES (INVESTMENT/OPERATION)

2634 Sayih Turizm Tesvik Kanunu'na ve Kamu
Tasinmazlarinin Tahsisi  Hakkinda
Yonetmelik hikimlerine uygun olarak, turizm alan ve
merkezleri icinde, imar planlar ile turizme ayrilmis yerlerde
bulunan ve Kdltlr ve Turizm Bakanligi tasarrufuna alinmis

Turizm  Yatirimlarina

olan kamu arazilerinde yerli ve yabanci girisimcilere yatirim
ve isletme yapma izni verilen tesis sayisi Kilttr ve Turizm
Bakanligi Yatirim ve isletmeler Genel MiidiirliigQi tarafindan ilan
edilmektedir. 2014 Yili itibariyle yatinm ve isletme izni verilen
tesislerin sayisi illere gore incelendiginde en fazla tesisin
siraslyla Antalya (toplam 208 adet), Mugla (toplam 34 adet),
Aydin (toplam 17 adet) ve izmir (toplam 16 adet) illerinde
yapllmakta oldugu goriilmektedir. Antalya ilindeki tesislerin
cogunlugunu isletmede olan tesisler teskil etmektedir.

Tablo 3.1 Kiiltiir ve Turizm Bakanhigr'ndan Tahsis Alan Tesislerin illere Gore Dagilimi

According to the provisions of Tourism Incentive
Law No 2634 and the Legislation about Allocation of the
Entailed Lands to Tourism Investments, the number of plants
permitted for investment and operation by domestic and
foreign contractors in the government areas under the saving
of Ministry of Culture and Tourism and in the places allocated
for tourism via the construction plans within the tourism areas
and centers is published by the Ministry of Culture and Tourism,
General Directorate of Investment and Operations. As of 2014,
when the facilities with investment and operation permissions
are examined, it can be seen that maximum facilities are
executed in Antalya (totally 208), Mugla (totally 34), Aydin
(totally 17) and lzmir (totally 16). Most of the facilities in
Antalya are constituted by the facilities in operation.

Table 3.1 Distribution of the facilities allocated by Ministry of Culture and Tourism in terms
of cities

iL ADI iSLETMEDE YATIRIMDA TOPLAM iL ADI iSLETMEDE YATIRIMDA TOPLAM
NAME OF IN IN TOTAL NAME OF IN IN TOTAL
THE CITY OPERATION | INVESTMENT THE CITY OPERATION | INVESTMENT

Antalya 173 35 208 Afyon 3 3
Mugla 17 17 34 Balikesir 2 - 2
Aydin Y 10 17 Kayseri 1 1 2
izmir 9 7 16 )

Edirne 1 - 1

Mersin - 12 12

- Elazig 1 - 1

Istanbul 8 2 10

Erzurum 4 6 10 Ganakkale . ! !
Bursa 5 4 9 Aksaray 1 i 1
Bolu 6 - 6 Denizli - 1 1
Kars 1 4 5 Rize - 1 1
Cankiri - 4 4 Usak - 1 1
Isparta 1 2 3 Genel Toplam| 237 111 348

Kaynak: Kiiltiir ve Turizm Bakanligi, Yatiim ve isletmeler Genel Miidiirliigii

Source: Ministry of Tourism General Directorate of Investment and Operations
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Tahsis izni alan isletmelerin yarattigi ek yatak sayilari
incelendiginde, Antalya (131.618 ek yatak), Mugla (15.086 ek
yatak) ve Aydin'in (9.129 ek yatak) ilk (¢ sirada yer alan iller
olarak siralandigi dikkat cekmektedir. Antalya ve Mugla'daki
ek vyatak kapasitesinin cogunlugunu isletme asamasindaki
tesisler olustururken, Aydin'daki ek yatak kapasitesinin blyk

bolimd yatinm asamasindaki tesislere aittir.

Tablo 3.2 illere Gore Kiiltiir ve Turizm Bakanhgr'ndan Tahsis Alan Tesislerin Yatak
Sayilan

When the additional bed quantities caused by the
facilities with an allocation permit are examined, the cities
in the top three ranks are Antalya (131.618 additional beds),
Mugla (15.086 additional beds) and Aydin (9.129 additional
beds). While most of the additional bed capacity of Antalya
and Mudgla mostly take place at the facilities in operation, most
of the additional bed capacity in Aydin belongs to the facilities

in investment stage.

Table 3.2 Number of Beds of the facilities allocated by Ministry of Culture and Tourism in
terms of cities

iLADI iSLETMEDE YATIRIMDA TOPLAM iLADI iSLETMEDE YATIRIMDA TOPLAM
NAME OF IN IN TOTAL NAME OF IN IN TOTAL
THE CITY OPERATION | INVESTMENT THE CITY OPERATION | INVESTMENT
Antalya 119.920 11.698 131.618 Kars 109 662 771
Muéla 10.268 4818 15.086 Erzurum 496 496
/I\ydl.n 3.698 5431 9.129 Isparta 280 280
Izml-r 5.464 2.942 8.406 Kayseri 140 120 560
Mersin 7.600 7.600
0 Aksaray 97 97
Istanbul 1.908 1.764 3.672 -
Bursa 1302 1.054 2.356 Elazig 81 81
Afyon 1.010 1.010 Rize 80 80
Usak 1.000 1.000 Edirne 64 64
Bolu 506 280 786 Genel Toplam| 144.333 38.459 182.792
Kaynak: Kiiltiir ve Turizm Bakanligi, Yatirim ve isletmeler Genel Miidiirliigii Source: Ministry of Tourism General Directorate of | and Op

Tahsis alan tesislerin tlrlerine goére bir siralama
yapildiginda, isletme ve yatirim asamasindaki tesis toplaminda
“otel” vatinmlarinin 201 adet ile ilk sirada yer aldigi
gorllmektedir. Otel yatirimlarini 58 adet yatinm ve isletme
tahsisli tesis sayisiyla “tatil kdyd" tard yatinmlar izlemektedir.
Gunabirlik tesisler (toplam 22 adet), konaklamali golf tesisleri
(toplam 22 adet), yat limanlari (toplam 11 adet) ve 0zel tesisler
(toplam 10 adet) ise otelleri ve tatil kdylerini takip eden baslica

tesis turleri olarak yer almaktadir.

Tablo 3.3 Kiiltiir ve Turizm Bakanhgi'ndan Tahsis Alan Tesislerin Tiirlerine Gore
Dagilimi

When a classification is done according to the types
of the allocated facilities; it can be observed that the “hotel”
investments in operation and investment stages take place in
the first rank with a quantity of 201. Subsequent to the hotel
investments, “holiday village” investments with 58 investment
and operation allocated facilities follow. Daily facilities (totally
22), accomodated golf facilities (totally 22), yatch marines
(totally 11) and special facilities (totally 10) take place among
the essential facility types following the hotels and holiday
villages.

Table 3.3 Distribution of the Facilities allocated by Ministry of Culture and Tourism in terms
of their types

Tesis TURU ISLETMEDE TeSis TURU

TYPE OF IN TYPE OF

FACILITY OPERATION FACILITY
Otel Kamping
Hotel 154 47 201 Camping 1 1 2
Tatil Koyt K Sergi Merkezi

! ! 36 22 58 ongre ve Sergi
Holiday village Congress and Fair Center 2 2
GUnubirlik Tesis -
Daily fadilities 7 15 22 Motel ve Kamping 1 - 1
Golf (Konaklamal) Moteland Camping
Golf (with accomodation) 11 4 15 Konaklamali Mekanik Tesis Hatti - 1 1
Yat Limani Mechanical facility line with accomodation
Yatch marine 6 > 11 Butik Otel
Ozel Tesis Boutique hotel - 1 1
f/lpekCia!;aTd"FyH 8 2 10 Motel ve Lokanta
ekanik Tesis Hatti 1 - 1
Motel and Restaurant
Mechanical facility line 2 / 9 = —
Saglik ve Spor Tesisi
Golf (Konaklamasiz) 3 3 6 " _ 1 1
Golf (without accomodation) :—(Iea:ltré and Sports facility
Pansiyon ‘ayla Evi )
Pension 3 - 3 Mountain house 1 1
Turizm Kompleksi 3 3 Genel Toplam 233 115 348
Tourism complex B General total
Kaynak: Kiiltiir ve Turizm Bakanhgi, Yatinm ve isletmeler Genel Miidiirliigii Source: Ministry of Tourism General Directorate of || and Op:
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Tablo 3.4. Bakanlik Belgeli Tesis Sayisi

TESIS TURUT
YPE OF FACILITY Ak Bk
5* Otel 5* Hotel 446 482
4* Otel 4* Hotel 627 657
3* Otel 3* Hotel 786 822
2* Otel 2* Hotel 450 411
1* Otel 1* Hotel 46 51
Tatil Koyl Holiday village 83 83
Termal Otel Thermal hotel 59 62
Butik Otel Boutique hotel 69 76
Ozel Konaklama Tesisi Special accommodation plant 262 292
M. Apart Otel M. Apart hotel 101 107
Motel Motel 9 9
Pansiyon Pension 40 43
T. Kompleksi H. Complex 1 4
Diger Other 18 15
Toplam Total 2997 3114

http://www.aktob.org.tr/pdf/AKTOB.BULTEN.SUBAT.2015(1).pdf

Tabloda da gorilecegi Gzere 2013 yilinda Bakanlik belgeli tesis sayisi 2997 iken gecen yil bu rakam 3114'e cikarak yaklasik
%41k bir artis saglanmistir.

As can be seen from the table, while the quantity of the Ministry certified plants in 2013 is 2997, this amount has
increased to 3114 previous year and an approximately 4% increase is obtained.

3.1.1 Turizm isletme Belgeli Tesisler 3.1.1 Tourism Operation Certified Plants

Tablo 3.5. Turizm isletme Belgeli Konaklama Tesislerinin illere Gore Dagimi (2013)  Table 3.5. Distribution of Tourism Operation Certified Accommodation Plants in terms of cities (2013)

Antalya 710 Eskisehir 21 Kahramanmaras 10 Ardahan 4
istanbul 432 Kayseri 20 Tokat 10 Glimiishane 4
Mugla 365 Karabuk 19 Van 10 Hakkari 4
Izmir 159 Samsun 19 Artvin 9 lgdir 4
Ank 158 Tekirdag 19 K 9
nkara ekirdag ars Kirsehir 4
Aydin 75 Diyarbakir 18 Kitahya 9
. : - Tunceli 4
Balikesir 71 Mardin 17 Sinop 9
Usak 4
Bursa 58 Zonguldak 16 Adiyaman 8
Nevsehir 54 Aksaray 15 Agni 8 Burdur 3
Canakkale 50 Amasya 15 Corum 8 Kirklareli 3
Mersin 48 Afyonkarahisar 14 Elazig 7 Nigde 3
Gaziantep 38 Manisa 13 Sivas 7 Osmaniye 3
Adana 35 Sakarya 13 Yalova 7 Bingd| 2
Kocaeli 35 Dlzce 12 Bartin 6 Cankiri >
Hatay 33 Erzurum 12 Batman 6 Simak >
Trabzon 30 Malatya 12 Bilecik 5 kKl 1
Denizli 26 Sanhurfa 12 Bitlis 5 rikka’e
Konya 26 Giresun 11 Erzincan 5 Bayburt 0
Edirne 23 Isparta 11 Karaman 5 Kilis 0
Ordu 23 Kastamonu 11 Mus 5 Siirt 0
Bolu 22 Rize 11 Yozgat 5 Toplam/Total 2982
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3.1.2. Turizm Yatinim Belgeli Tesisler
3.1.2. Tourism Investment Certified Facilities

Grafik 3.1. Turizm Yatinm Belgeli Tesislerin illere Gore Dagilimi (2013) Graphic 3.1. Distribution of Tourism Investment Certified Facilities in terms of cities (2013)
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Ulkemizdeki, 2013 yili itibariyle yatirim belgeli tesislerin en fazla oldugu il istanbul'dur (167). Bunu sirasiyla Antalya (160)
ve Mugla (128) illeri takip etmektedir.

In our country, the city with maximum investment certified facilities as of 2013 is Istanbul (167). Antalya (160) and Mugla
(128) cities follow Istanbul subsequently.

3.1.3. Yesil Yildiz Belgeli Tesisler 3.1.3. Green Star Certified Facilities

Kiiltiir ve Turizm Bakanligi Yatinmlar ve isletmeler Genel Midiirl(igii tarafindan belirlenen ve Cevreye Duyarl Tesis belgeli
ya da kisaca yesil yildizli toplam 188 tesisin illere gére dagilhimi asagidaki tabloda yer almaktadir.

Distribution of a total 188 green star facilities that are specified by Ministry of Culture and Tourism General Directorate
of Investments and Facilities and certified as Environmentally friendly facilities is given in the below mentioned table according to
the cities.

Grafik 3.2. Tiirkiye'deki Yesil Yildiz Belgeli Tesisler Graphic 3.2. Green Star Certified Facilities in Turkey
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Kaynak: Kiiltiir ve Turizm Bakanhgi, Yatinm ve isletmeler Genel Miidiirliigiihttp:// Source: Ministry of Tourism General Directorate of Ii and Op ions http://www.
www.ktbyatirimisletmeler.gov.tr/TR,9579/turizm-tesisleri.html ktbyatirimisletmeler.gov.tr/TR,9579/turizm-tesisleri.html|
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Dinyada 1980'li yillardan itibaren uygulanmakta
olan; ancak Ulkemizde 2008 yilindan bu yana uygulanmasina
baslanan vyesil yildiz uygulamasi sonucunda bugin Kdlttr
ve Turizm Bakanligrna baglh olarak Turizm isletme belgeli
bircok konaklama tesisi (icretsiz olarak Cevreye Duyarh
Tesis Sertifikasini alabilmektedir. S6z konusu sertifikanin
alinabilmesi, otelin tlriine, sahip oldugu yildiz sayisina ve buna
bagli olarak elde etmesi gereken toplam puanlar dogrultusunda
mumkin olmakta ve 2 vyilda bir yenilenmektedir. Bugln
Ulkemizde 188 konaklama tesisi yesil yildiz belgesine sahip
olup; s6z konusu tesislerin biiy(k bir cogunlugu Tlrkiye'nin en

6nemli turizm merkezi olan Antalya'da yer almaktadir.

Ulkemizde son (g yilda ceveye duyarli otellerin sayisi
giderek artmaktadir. Tabloda da gorlilecegi (izere en fazla yesil
yildizli tesisler Antalya’da bulunmaktadir (102 tesis). Antalya

ilini sirasiyla istanbul ve Mugla izlemektedir.

As a result of the green star implementation that has
been implemented in the world since the 1980s but only since
2008 in our country, many Tourism Business certificated rest
areas from the Ministry of Culture and Tourism can obtain the
Environment-Friendly Area free. Obtaining the said certificate
is possible according to the type of the hotel, numbers of
the stars of the hotel and the total points to be obtained
and the certificate is renewed every 2 years. Today in our
country, there are 188 accomodation facilities have s green
star certificate and most of the said facilities are located in

Antalya, which is the most important tourism center of Turkey.

In our country, the number of environmentally
friendly hotels gradually increases in the last three years.
As can be seen in the table, the greenest star facilities are
located in Antalya (102 facilities). Istanbul and Mugla follows

Antalya, respectively.

4.BOLUM: TURKIYE'DE VERILEN YATIRIM VE
TESVIK BELGELERI

PART 4: INVESTMENT AND INCENTIVE CERTIFICATES
GIVEN IN TURKEY

Ekonomi Bakanliginca verilen 2014 yilina iliskin tesvik
listeleri incelendiginde; toplam olarak verilen kapasitenin
cogunlugunun Antalya, istanbul, Mugla ve izmir, Mersin ve
Balikesir'de yer aldigl, sadece Antalya'nin toplam tesis sayisinin
%23'Un0 olusturdugu gortilmektedir. Antalya'da yapilacak
yatinmlarda da 5 yildizli tesislerin cogunlugu olusturdugu
anlasiimaktadir. Genel tablo incelendiginde cogunlugun 3 ve
4 yildizh tesislerde yogunlastigl, onu 5 yildizli otellerin izledigi
gortlmektedir. Burada ilging olan artik tek yildizli otellerin
talep edilmedigidir. Toplam 341 tesisin icin tek yildizli otel
sayisi sadece 2 dir. Aslinda bu durum; tesislerin daha cok ic
talebe gore degil de dis talebe gore yaptigimizi, misterilerin

de tek yildizli otelleri tercih etmediklerini gdstermektedir.

Ontimizdeki 2 yil icinde 341 tesisle 58.321 oda
115.542 yatagin devreye girmesi ile rekabetin kizisacagin,
yeni pazarlara gereksinim duydugumuzu soylemek dogru

olacaktir.

29

When the incentive lists of 2014 given by Ministry
of Economy are inspected; it is observed that most of the
capacity given as a total takes place in Antalya, istanbul,
Mugla and Izmir, Mersin and Balikesir and only Antalya
develops 23% of the total number of facilities. It is understood
that the investments to be made in Antalya generally includes
5-star facilities. When the general table is inspected, majority
is concentrated on 3 and 4-star facilities and it is followed
by the 5-star hotels. Interesting situation is that single-star
hotels are not requested any more. For 341 facilities, the
number of single-star hotels is only 2. Instead, this situation
shows that we construct the facilities according to external
demands instead of the internal demands and the customers

do not prefer single-star hotels.

Within the next 2 years, it will be correct to say that
competition will be escalated by taking 115.542 beds and
58.321 rooms with 341 facilities into operation and we will

need new markets.
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Tablo 4. 1: Tesvik Belgeli Tesisler (2014)

Table 4. 1: Incentive Certified Facilities (2014)

Butik Tatil Ozel Kon. Toplam
Otel/ Koyu/ Tes/ Tesis Sayisi/
Boutique | Holiday | Special Con.| No. of Total

hotel village fac.
Adana 4 1 1 6 537 1074
Afyon 1 1 330 660
Agn 1 1 1 3 155 326
Adiyaman 1 2 1 4 450 900
Aksaray 1 1 80 160
Ankara 1 3 4 339 680
Antalya 44 | 19 | 7 1 1 1 76 28.869 57.738
Artvin 2 2 38 76
Aydin 1 2 5 1.805 3.610
Balikesir 2 4 4 1 12 1177 2.354
Batman 1 1 81 162
Bolu 1 1 1 4 468 936
Bursa 1 2 4 7 1152 2.304
Canakkale 1 1 1 1 4 149 298
Cankiri 1 1 24 48
Denizli 2 1 3 244 488
Diyarbakir 3 1 1 5 307 614
Diizce 2 2 73 146
Elazig 1 2 1 5 207 414
Eskisehir 1 2 3 158 316
Gaziantep 2 2 4 566 1132
Giresun 1 1 2 158 316
Giimiishane 1 1 2 103 206
Hatay 1 1 2 62 124
Isparta 1 1 52 104
istanbul 10 | 17 | 17 2 3 52 6.260 12.520
izmir 3 3 3 2 1 2 14 2.300 4.600
K.Maras 2 3 1 6 408 816
Karabiik 1 1 2 120 240
Karaman 1 1 102 205
Kars 1 2 3 148 296
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Butik Tatil Ozel Kon. Toplam Toplam
Sehir/ Otel/ Koyii/ Tes/ Tesis Sayisi/ Yatak/
City Boutique | Holiday | Special Con.| No. of Total Total
hotel village Fac. fac. beds
Kayseri 2 2 371 742
Kirikkale 1 1 2 122 244
| Kirklareli 2 2 197 394
Kocaeli 1 2 3 319 638
Konya 2 1 2 5 885 1770
Kiitahya 2 2 103 206
Malatya 1 1 213 436
Manisa 3 2 5 345 690
Mardin 1 1 23 46
Mersin 1 4 7 12 1.237 2474
Mugla 6 | 11 | 13 3 1 34 3,515 7.030
Mus 1 1 2 168 336
Nevsehir 1 1 2 147 294
Nigde 1 1 1 3 516 1032
Ordu 1 1 2 96 192
Osmaniye 1 1 42 88
Rize 1 1 32 64
Sakarya 1 2 3 678 1.356
Samsun 2 2 55 110
Sivas 1 1 2 217 434
Sanhurfa 2 1 3 66 132
Sirnak 1 1 2 129 258
Tekirdag 1 1 99 198
Tokat 1 1 52 104
Trabzon 5 5 164 328
Usak 1 1 75 150
Van 1 1 90 180
Yalova 1 1 2 915 1.830
Yozgat 1 1 428 856
Genel Toplam| 82 | 107 | 111 20 6 5 341 58.321 |115.542

Kaynak: Resmi Gazetelerin ilgili sayilar.
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5. TURKIYE'DE GOLF TURIZMi VE GELISiMi: ANTALYA iLi ORNEGI
5, GOLF TOURISM AND ITS DEVELOPMENT IN TURKEY: EXAMPLE OF
ANTALYA CITY

Golf is a field sport that aims to strike a small hard ball

Golf, dogal engellerle birlikte su, kum ve benzeri
yapay engellerin de bulundugu c¢imle kapli, baslangig
vurusunun yapildigi noktadan parkur sonlarindaki deliklere
degisik 6zellikte sopalarla kiiclik bir topu mimk{in olan en az
vurusla sokmayl amag edinen, stratejik disiinmeyi gerektiren
taktiksel bir acik hava sporudur. (Kaplan, 2010: 1). Golf sporu
gelir diizeyi ylksek insanlarin tercih ettigi bir turizm tardddar.
Yapilan bir arastirmada Turkiye'yve golf oynamak amaciyla
gelen turistlerin % 28,1'inin 3000 Avro ve (zerinde harcama
yaptiklari ve % 54'Gnin 3000 Avro ve Uzeri aylk gelire sahip
oldugu belirlenmistir (Artuger vd., 2008: 669). Golf turizmi
amaciyla seyahat eden bir turist diger turistik amaclarla
seyahat eden bir turiste gore yaklasik bes kat daha fazla
doviz birakmaktadir. Tirkiye'de bir turist ortalama 72,4 Avro
harcama yaparken, golf turisti bu degerin yaklasik bes katina
tekabil eden gunlik 362 Avro'luk harcamaya sahiptir (Kasap
ve Faiz, 2008: 1).

Alternatif turizm tirlerinden olan golf turizmi, temel
amaci golf oynamak olan kisiler tarafindan gerceklestirilen
gezileri tanimlamak igin kullanilan terimdir. (http://www.
onecaribbean.org/content/files/Golf.pdf)  1920'li  yillarda
hizli bir sekilde poptler hale gelen golf sporu, devam eden
yillarda popdlerligini artirmaya devam etmistir. Diinya ¢apinda
60 milyonun Uzerinde golf oyuncusunun oldugu tahmin
edilmektedir. Bu pazarin yaklasik % 44’'G ABD'de, % 25'i
Japonya'da ve % 12'si Avrupa’dadir (Readman, 2003: 165).

with clubs of different properties into a series of small holes
in the track ends from the starting point, the object being to
use the fewest possible strokes to complete the course on a
grass covered area, where there are both natural and artificial
barriers such as water, sand and the like. (Kaplan, 2010: 1).
Golf sport is a tourism type that is preferred by high-income
people. In a research made, % 28,1 of the tourists coming
to Turkey for playing golf spends 3000 Euros and more and
54% of them have a monthly income of 3000 Euro and more
(Artuger et al, 2008: 669). Golf tourism leaves approximately
five times more foreign currency when compared to a tourist
who came to our country for other touristic purposes. While
a tourist in Turkey spends 72,4 Euros in average, golf tourist
spends 362 Euros daily that corresponds to approximately five
times of this value (Kasap and Faiz, 2008: 1).

Golf tourism, one of the alternative tourism types, is
a term that is used to define the travels performed by people
whose main purpose is to play golf. (http://www.onecaribbean.
org/content/files/Golf.pdf) In 1920s, golf sport has become
popular rapidly and continued to increase its popularity in the
on-going years. It is foreseen that there are more than 60
million golf players around the world. 44% of this market is in
USA, 25% in Japan and 12% in Europe (Readman, 2003: 165).
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5.1. TURKIYE'DE GOLF TURIZMININ GELISiMi
5.1. DEVELOPMENT OF GOLF TOURISM IN TURKEY

Turkiye, son yillarda sirekli hizmete giren uluslararasi
nitelikteki golf tesisleriyle, gerceklestirdigi uluslararasi
turnuvalariyla, misafir ettigi diinyaca tnli golfgileriyle (Tiger
Woods bunlardan sadece birisidir) golf severleri bir araya
getirerek benzerleri arasinda nitelik ve kalite ylksekligiyle
goze carpan bir golf merkezi konumuna donusmustdr.
Tarkive'de Antalya ili basta olmak Gzere, Mugla ve istanbul
illerinde golf sahalar bulunmakta olup, dzellikle Antalya’nin
30km dogusunda yer alan Belek beldesi gerek kdiltirel, tarihsel
ve dogal yapisiyla gerekse nitelikli golf sahalari ve tesisleri ile
essiz bir golf turizmi potansiyelini olusturmakta, uluslararasi
turnuvalara da ev sahipligi yapmaktadir.

Antalya ili Belek bdlgesi Tarkiye’'nin en énemli golf
destinasyonu olup toplamda 23 adet golf sahasi, yaklasik
50.000 yatak kapasitesi ve 2.000.000 ziyaretci sayisi ile
Ulkemizin énemli turizm merkezleri arasinda yer almaktadir.
Ayrica Uluslararasi Golf Tur Operatérleri Birligi (IAGTO)
tarafindan 2008 yilinda Belek Beldesi Avrupa‘da Yilin €n lyi
Golf Bolgesi odiiliine layik gorilmustar.

Tirkiye'de golf turizminin gelisimini verilen tesvikler,
Kltdr ve Turizm Bakanhigr'nin diger calismalari ve yatirimcilarin
zamaninda aldiklari risklerin katkisi yaninda etkileyen bir baska
unsur da Tirkiye Golf Federasyonu'dur (TGF). Ozellikle golfiin
tanitilmasi ve sportif acidan gelisimi konusunda TGF cok
blyiik katkilar saglamistir (Cetin, 2008: 56).Asagidaki tabloda
Tlrkiye'de faaliyet gOsteren ve sahasi olan golf tesisleri
gorltlmektedir.

Tablo 5.1. Tiirkive'de Faaliyet Gosteren Golf Tesisleri (Sahasi Olan Kuliipler)

Turkey has become an attracting golf center with
its qualities and quualifications among the similar ones by
gathering the golf lovers with world-famous golf players
together (Figer Woods is only one of them) via the international
tournaments and its golf facilities having international
qualifications that have entered into service in recent years.
In Turkey, there are golf courses in especially Antalya, Mugla
and Istanbul and Belek, located 30 km east of Antalya, creates
a unique golf tourism potential with its qualified golf courses
and facilities together with its cultural, historical and natural
structure and also it hosts international tournaments.

Belek district of Antalya city is the most important
golf destination of Turkey and takes place among the
important tourism centers of our country with 23 golf courses,
approximately 50.000 bed capacity and 2.000.000 visitors.
Also Belek has granted the award of Best Golf Region of the
Year in Europe in 2008 by International Association of Golf
Tour Operators (IAGTO).

Besides the incentives given, other works of
Ministry of Culture and Tourism and the contribution of the
risks taken by the investor on time, another factor affecting
the development of golf tourism in Turkey is Turkish Golf
Federation (TGF). TGF has contributed a lot especially in the
presentation of golf and its sportive development (Cetin,
2008: 56). In the below mentioned table, the golf facilities
showing activity and having a course in Turkey are given.

Table 5.1. Golf facilities showing activity in Turkey (Clubs with courses)

Golf Tesisi/ Bulundugu Yer/ Golf Saha Sayisi/
Golf Facility Location Number of golf courses

Kemer Golf &Country Club Ey(ip-istanbul 2
Klassis Golf &Country Club Silivri-Istanbul 2
Antalya Golf Club Belek-Antalya 2
Carya Golf Club Belek-Antalya 1
Cornelia Golf Club Belek-Antalya 3
Gloria Golf Resort Belek-Antalya 7
Kaya Eagles Belek-Antalya 1
Montgomorie Maxx Royal Belek-Antalya 1
National Golf Course Belek-Antalya 2
Robinson Nobilis Belek-Antalya 1
Sueno Golf Club Belek-Antalya 2
Tat Golf Courses Belek-Antalya 3
Lykialinks Manavgat-Antalya 1
Vitapark Golf Resort Bodrum-Mugla 1
Kusadasi International Golf Soke-Aydin 1
Toplam 30

Kaynak: Tiirkiye Golf Federasyonu, 2014http://www.datagolf.pt/scoring_tgf/asp/
All_Courses.asp [13/01/2015]

Source: Turkish Golf Federation, 2014http://www.datagolf.pt/scoring_tgf/asp/All_Courses.

asp [13/01/2015]
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Tablo 5.1'de 2014 yil itibariyle Tirkiye'de faaliyet
gosteren golf tesis sayilari Goraldagu  gibi,
Turkiye'de faaliyet gosteren 30 golf tesisinin 24'G Antalya

verilmistir.

ilinde ve agirlikh olarak da Belek bolgesinde yer almaktadir.

Gof turizmi ve gelisimine yonelik Belek bolgesindeki
golf tesisleri yoneticileriyle yapilan goriismelerde Golf
turizminin henlz arzu edilen seviyeye gelmedigi, yeni yeni
gelismeyebasladigl, busporuntanitimindave yayginlasmasinda
ilgili Bakanliklarin tesvik ve destegine ihtiyac duyuldugu ifade
edilmistir.( Ersoy, Gllmez 2014: 960)

Elde edilen verilere gore katihmcilarin biyik bir
cogunlugu Belek bolgesine golf oynamak amaciyla en fazla
basta Almanya ve Fransa olmak Uzere iskandinav Ulkeleri
(isvec, Norvec, Danimarka, izlanda), ingiltere, Avusturya ve
Rusya’dan golf turisti geldigini yapilan arastirmalarda ortaya
cikmistir. (Ersoy, Giillmez 2014: 961) ingilizler, golf icin daha
cok Ege bolgesini tercih etmekte Kusadasi, Marmaris ve
Bodrum bdélgelerinin golf sporuna uygun bir destinasyon olarak
gormektedirler.

In Table 5.1, the number of the golf facilities showing
activity in Turkey as of 2014 is given. As can be seen from the
table, 24 of the 30 golf facilities showing activity in Turkey
takes place in Antalya and predominantly in Belek region.

Regarding to the golf tourism and its development;
in the interviews made by the golf facility managers in the
Belek region, it is stated that golf tourism has not reached to
the desired level yet, it has started to be developed recently
and the incentives and support of the relevant Ministries are
required for the presentation and popularity of this sport.(
Ersoy, Gllmez 2014: 960)

According to the data obtained, most of the
participants have come for golf tourism from especially
from Germany and France and then Scandinavian Countries
(Sweden, Norway, Denmark, and Iceland), United Kingdom,
Austria and Russia in order to play golf in Belek region. (Ersoy,
Gllmez 2014: 961) British citizens mostly prefer Aegean
region and see Kusadasi, Marmaris and Bodrum regions as a
suitable destination for golf sport.

6. BOLUM: ARASTIRMA DOSYASI: DUNYA EKONOMiK FORUMU'NUN
YAYINLAMIS OLDUGU “DUNYA SEYAHAT VE TURIZM REKABETCILIK
2013 RAPORU” BAGLAMINDA TURKIiYE'NIN REKABETCILIK
SEVIYESI

PART 6: RESEARCH FILE: COMPETITIVENESS LEVEL OF TURKEY IN
THE CONTEXT OF “TRAVEL AND TOURISM COMPETITIVENESS REPORT
2013" PUBLISHED BY THE WORLD ECONOMIC FORUM

Dinya Ekonomik Forumu (WEF: World Economic Forum), kar
amaci gitmeyen ve uluslaristl bir organizasyon olarak 1971
yilinda kurulmus olup, merkezi isvicre'nin Cenevre sehrinde
bulunmaktadir. 2007, 2008, 2011 ve 2013 yillarina ait olmak
Uzere simdiye kadar dort rapor halinde, Dinya Ekonomik
Forumu tarafindan bir uzmanlar grubuna hazirlatiimakta olan
“Dinya Seyahat ve Turizm Rekabetcilik Rapor’lar, dinya
tlkelerinin turizm endustrisi temsilcileri tarafindan ilgi ile takip
edilmektedir. ilgili yila ait raporlarda yer alan bilgiler i1s18inda,
diinya turizm end(strisinde s6z sahibi olan tlkeler ve bélgesel
capta yakin rekabet icerisinde olan (lkeler (ayni kriterler ele
alindiginda) diger Ulkeler karsisindaki rekabetgilik seviyelerini
detayl bir bicimde gorebilme avantaji elde etmektedirler. 2013
ve oncesi yillara ait raporlar Dinya Ekonomik Forumu’'nun
internet sayfasinda yer alan http://www.weforum.org/issues/
travel-and-tourism-competitiveness linkinden sinirsiz olarak
indirilebilmektedir. Bu arastirma dosyasinda ise, 2013 yih

The World Economic Forum (WEF) was founded as a non-profit
and supranational organization in 1971 and headquartered in
Geneva. “The Travel and Tourism Competitiveness Report”s
that have been commissioned by the World Economic Forum
to a group of experts and issued as four reports that are 2007,
2008, 2011 and 2013 reports till now, have been followed
by the tourism industry representatives of countries with
interest. In the light of the information included in those
reports for the current year, the captain countries of the world
tourism industry and those in the competition on a regional
scale get the advantage to see their competitiveness levels in
detail (dealing with the same criteria). The reports for 2013
and before can be downloaded unlimitedly from the website
of the World Economic Forum by clicking on http://www.
weforum.org/issues/travel-and-tourism-competitiveness.
In this research file, by using the visual reflection for the
information included in the 2013 report, the position of
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raporunda yer alan bilgilerin gorsel bir bicimde yansitilmasi
yoluyla Tirkiye'nin-Akdeniz Havzasi'nda rekabet icerisinde
oldugu bazi llkeler basta gelmek izere- 140 (lke icerisindeki
konumu incelenmistir. indeks olusturulurken, asagidaki (ic ana
baslik ele alinmistir:

1. Seyahat ve Turizm ile ilgili Diizenlemeler
2. is Ortami ve Altyapi
3. Seyahat ve Turizmile ilgili insani, Kiiltiirel ve Dogal Kaynaklar

Bu ana baslklarn temsil eden toplam 14 alt baslik da
bulunmaktadir. Bualtbasliklar, (ic anabashgin hesaplanmasinda
birer kriter olarak rol oynamaktadirlar. Buna gére ana basliklar
ve onlari olusturan alt basliklar sdyledir:

Seyahat ve Turizm ile ilgili Diizenlemeler
1. Politik kurallar ve diizenlemeler

2. Cevresel surddrdlebilirlik

3. Emniyet ve glvenlik

4. Saglik ve hijyen

5. Seyahat ve turizme déncelik tanima

is Ortami ve Altyapi

6. Havayolu ulasimi altyapisi

7. Karayolu ulasimi altyapisi

8. Turizm altyapisi

9. Bilgi iletisim teknolojileri altyapisi

10. Seyahat ve turizm sektdriinde fiyat rekabeti

Seyahat ve Turizm ile ilgili insani, Kiiltiirel ve Dogal
Kaynaklar

11. insan kaynaklari

12. Seyahat ve turizm cazibesi
13. Dogal kaynaklar

14. Kdltarel kaynaklar

75'ten fazla gostergeden vyararlanilarak ve alt basliklara
gore detaylandirilarak her UGlkeye ait (¢ ana ve 14 alt-
bashk puani hesaplanmaktadir. Buna gore 2011 ve 2013
raporlar karsilastirnldiginda, ilk 10 sirada yer alan Ulkeler ve
konumlarindaki degisimler asagidaki tabloda gésterilmistir.
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Turkey among the 140 countries in the Mediterranean Basin,
particularly the ones which Turkey is in competition with, was
examined. The following three main headings were obtained
when creating the index:

1. Regulations regarding Travel and Tourism
2. Work environment and infrastructure

3. Humanitarian, Cultural and Natural Resources regarding
Travel and Tourism

There is a total of 14 sub-headings representing those main
headings. These sub-headings play a role as a criterion in the
calculation of those three main headings. Accordingly, the main
headings and the sub-headings forming them are as follows:

Regulations regarding Travel and Tourism
1. Political rules and regulations.

2. Environmental sustainability

3. Safety and security

4. Health and hygiene

5. Giving priority to travel and tourism

Work Environment and Infrastructure

6. Airline transportation infrastructure

7. Road transportation infrastructure

8. Tourism infrastructure

9. Infrastructure for communication

technologies

information and

10. Price competition in the travel and tourism sector

Humanitarian, Cultural and Natural Resources regarding
Travel and Tourism

11. Human resources
12. Travel and tourism attraction
13. Natural resources
14. Cultural resources

Scores for three main headings and 14 sub-headings for
each country is calculated by benefiting from more than 75
indicators and detailing them into sub-headings. Accordingly,
following the comparison of 2011 and 2013 reports, the
countries in the top 10 and the changes in their positions are
shown in the following table.
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Tablo 6.1: Diinya Seyahat ve Turizm Rekabetcilik indeksi, ilk 10 Ulke Siralamasi

ULKELER/
Countries

Table 6.1: World Travel and Tourism Competitiveness Index, Top 10 Country ranking

DEGISIM/
Change

isvicre

Almanya

Avusturya

ispanya

ingiltere

A.B.D.

Fransa

Kanada

O | 0| N|[loju| |l Wl N| PP

isvec

Ul | O |lW|l | N|oO| | N| PP

[
o

Singapur

[any
o

(TR

Kaynak: Diinya Ekonomik Forumu, 2013 (http://www.weforum.org/news/
travel-tourism-report-focuses-reducing-barriers-economic-growth-and-job-
creation)

isvicre ve Almanya ilk siralardaki konumlarini
sirdiirme basarisi gésterirken, Fransa ve Isvecin onemli
gerileme gosterdikleri dikkat cekmektedir. En énemli gelisme
gbsteren (lkeler dort basamak yiikselen ispanya ve iki
basamak yikselen ingiltere'dir. Raporun sunum kisminda
“ylrQticl 6zeti"ni kaleme almis olan, ayni zamanda raporun
hazirlanmasindan sorumlu arastirmacilar olan Jennifer Blanke
ve Thea Chiesa, ézellikle Avrupa kitasinin 6nemi Uzerine vurgu
yapmislardir. ilk 10 icerisindeki 5 Glkenin Avrupa'da ver alan
Ulkeler oldugu, ayni zamanda ilk 20'deki Ulkelerden 13'Gniin
de yine bu kitada bulundugu belirtilmistir. Avrupa kitasi hem
gelen hem de giden turist sayisi agisindan dinyada en fazla
turizm hareketliliginin oldugu kita olmasinin yaninda, bu
kitadaki bircok Glkenin diger kitalardaki Glkelere karsi yiksek
rekabet avantajlarina sahip olduklan gortlmektedir. Tlrkiye
2011 yihnda 139 (lke arasinda 50. sirada yer alirken, 2013
yilinda 140 Ulke arasinda 46. siraya yikselmistir. 2013 Yili
verileri ile ilk sirada bulunan isvicre'nin genel puani (0-7 puan
araliginda) 5.66 iken, Tlrkiye'nin 4.44'dr.

Dinya capinda orta seviyelerde tespit edilen Tirkiye
seyahat ve turizm rekabetgilik puanini, Glkenin Akdeniz
Havzas'ndaki rakipleri konumunda olan italya, Portekiz,
Yunanistan ve ispanya ile kiyaslayarak, daha detayli bir bakis
acisi gelistirilmesi mamkuanddr. ilk olarak, bu Ulkelere gelen

turist sayisi, asagidaki tabloda gorsel olarak kiyaslanmistir.
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Source: World Economic Forum, 2013 (http://www.weforum.org/news/travel-tourism-
report-focuses-reducing-barriers-economic-growth-and-job-creation)

Meanwhile Switzerland and Germany showed the
success to maintain their positions in the first places, France
and Sweden showed a significant decline on the list. The
countries showing the most significant development are Spain
rising up four places and United Kingdom rising two places.
In the presentation of the report, Jennifer Blanke and Thea
Chiesa, researchers responsible for the preparation of the
report and had drawn up “executive summary” put emphasis
on the importance of especially the continental Europe. It
was stated that 5 of the top ten countries are the European
countries and 13 out of 20 countries are also found on this
continent. As well as the Europe being the continent where
tourism activity is at the highest level in terms of both inbound
and outbound numbers of tourists, it can also be observed
that many countries in this continent had a high competitive
advantages against the countries in other continents. Turkey
was placed on the 50th among 139 countries in 2011 and
has risen up to 46th place out of 140 countries in 2013.
Meanwhile, the overall score of Switzerland on the first rank
was 5.66 (score range 0 to 7) and the overall score of Turkey
was 4.44 in accordance with the data of the year of 2013.

It is possible for Turkey to be developed a more
detailed perspective by comparing the country with Italy,
Portugal, Greece and Spain that are the competitors of the
country in the Mediterranean Basin by taking the country’s
competitiveness score of travel and tourism into account which
had been found in moderate levels worldwide. Firstly, the
number of tourists coming to those countries was compared
visually in the following table.
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Grafik 6.1: Tiirkive ve Akdeniz Havzasi'ndaki Bazi Rakip Ulkelere Gelen Turist Sayisl,
2013

Graphic 6.1: No. of tourists coming to Turkey and to some of the competitive countries in
Mediterranean Basin, 2013

Portekiz/ Portugal ([N 5324

Gelen Turist Sayisi (.000), 2013
(No. of Incoming Tourists (.000), 2013

Tirkiye/ Turkey (IR 37.795
italya/ Italy | 47,704

Yunanistan/ Greece I 17523
ISpanya/ Spain | 0,661

Kaynak: BM Diinya Turizm Orgiitii, Tourism Highlights 2014 Raporu’ndan derlenmistir.
Daha sonra, Dinya Seyahat ve Turizm Rekabetcilik
2013 Raporu’'ndaki bilgiler 1si8inda, ilgili Glkelere ve Tirkiye'ye
ait 2011-2013 siralama kiyaslanmistir. Tabloda da gortldugut
Gzere, Portekiz ve Yunanistan ekonomik durgunlugun da
etkisiyle indekste birkac sira geriye dismusler, diger Glkeler
ise yiikselme kaydetmislerdir. 2013 Yilinda ispanya, italya
ve Tlrkiye've gelen turist sayisinin Yunanistan ve Portekiz'e
gelen turist sayisindan 6nemli miktarda fazla olmasi, genel
olarak rekabetciligin bir yansimasi olarak degerlendirilebilir.

Tablo 6.2: Tiirkiye ve Akdeniz Havzasr'ndaki Bazi Ulkelerin indeks Puan Kiyaslamasi,
2011-2013.

(No. of Incoming Tourists (.000), 2013 - Turkey, Italy, Portugal, Greece, Spain)

Then, in the light of the information and data in
the Travel and Tourism Competitiveness report 2013, the
rankings of Turkey and other countries for the years between
2011 and 2013 were compared. As can be seen on the table,
Portugal and Greece have fallen a few places behind due
to the influence of economic recession and other countries
have made a rise on the table. The significant increase in the
number of tourists coming to Spain, Italy and Turkey in 2013
when compared to Greece and Portugal may be considered as
a reflection of overall competitiveness.

Table 6.2: Index Grade Comparison of some of the countries in Mediterranean Basin and in
Turkey, 2011-2013.

ULKELER/ 2013 2013 Genel DEGiSiM/
Countries Puani/ 2013 Change
General score
Tarkiye Turkey 46 4.44 50 .
italya Italy 26 4.90 27 -
Portekiz Portugal 20 5.01 18 -
Yunanistan  Greece 32 4.75 29 _-7
ispanya Spain 4 5.38 8 L

Kaynak: Diinya Seyahat ve Turizm Rekabetcilik 2013 Raporu

Source: World Travel and Tourism Competitiveness 2013 Report
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Raporda yer alan (¢ ana basliga bagl olarak
Turkiye'nin Akdeniz havzasindaki bu Ulkelerle kiyaslanmasi
amaciyla, bir radar grafik hazirlanmistir. Bu sayede glicli ve
zayif olunan yonler, gorsel olarak yansitiimistir.

Sekil 6.1: Tiirkiye ve Akdeniz Havzasi'ndaki Bazi Ulkelerin Radar Grafikle Kiyaslanmasi

Tarkiye/Turkey

Ispanyal .
Spain
Yunanistan/Greece Portekiz/P
Kaynak: Diinya Seyahat ve Turizm Rekabetcilik 2013 Raporu verilerinden
vararlanilarak hazirlanmistir.

Grafikte ispanya’min (ic ana bashga gore diger
Ulkelere karsi daha rekabetci bir yapisinin bulundugu acik bir
bicimde gorilmektedir. Bu durum ilgili tlkenin dinya turizm
endUstrisindeki basarisi ile ylksek rekabetci yapisi arasindaki
iliskiyi ortaya koymaktadir. Yunanistan, Portekiz ve italya'nin
ortalama puanlari yakin goérilmekle birlikte,
“Seyahat ve Turizmle ilgili Dizenlemeler"deki basarisinin
daha yuksek, Turkiye'nin Gc¢ bashktaki puan ortalamalarinin
ise 5.00'in altinda oldugu dikkat cekmektedir. Radar grafikte
yer alan (¢ baslktaki Ulke genel puanlari asagidaki tabloda
gosterilmistir:

Portekiz'in

Tablo 6.3: Tiirkiye ve Akdeniz Havzasi'ndaki Bazi Ulkelerin 2013 Genel Rekabetgilik
Alt-Baslik Puanlan

ULKELER/

Countries Seyahat ve Turizm ile

ilgili Diizenlemeler/
Arrangements regarding
to travel and tourism

A radar chart has been prepared in order to compare
the place of Turkey with other countries in the Mediterranean
basin based on those three main headings included in the
report. Thus, the strong and weak aspects of the country was

reflected visually.
Figure 6.1: Radar graphical comparison of Turkey and some countries in Mediterranean Basin

=—¢—>5eyahat ve Turizm ile ilgili dizenlemeler/
) Arrangements regarding to Travel and Tourism
Italya f
Spain
—m—i5 ortami ve altyapi /
Business Environment and Infrastructur

—i—Seyahat ve Turizm ile ilgili insani,
kiltirel ve dogal kaynaklar!
Humanistic, Cultural and Natural
Sources regarding to travel and tourism

ortugal

Source: Prepared by using the data of World Travel and Tourism Competitiveness 2013
Report

It can be seen clearly in the chart that Spain has a
more competitive structure compared to the other countries
in terms of the main three headings. This situation reveals
the relationship between the country’s success in the world
tourism industry and its high competitive structure. Although,
the scores of Greece, Portugal and Italy seems to be close,
Portugal’s success in the “Regulations regarding Travel and
Tourism” and Turkey’s average score under 5.00 in both three
main headings draw attention. The overall country scores for
three main headings included in the radar chart are shown in
the following table:

Table 6.3: 2013 General Competitiveness Sub-Title grades of Turkey and some countries in
Mediterranean Basin

Work environment and
infrastructure/ Humoral,
cultural and national
sources regarding to
travel and tourism

is Ortami ve Altyapi/
Work environment and

infrastructure

Tlrkiye Turkey 462 4.08 463
italya ltaly 4.90 4,76 5.05
Portekiz ~ Portugal 5.42 4.78 4.84
Yunanistan Greece 5.02 4.65 4.58
ispanya  Spain 5.48 5.30 5.36

Kaynak: Diinya Seyahat ve Turizm Rekabetcilik 2013 Raporu

Source: World Travel and Tourism Competitiveness 2013 Report
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Sonuc olarak, 2013 yilinda en fazla turist gelen
ulkeler sirlamasinda 6. sirada yer alan Tirkiye'nin, seyahat ve
turizm endustrisinde sirdirdlebilir bir gelisme ve uzun sireli
basari saglayabilmesi icin diger Ulkelerle rekabet edebilir hale
gelmesi kaciniimazdir. Ozellikle Akdeniz havzasinda ver alan
baslica rakip Ulkeler icerisinde ispanya'nin digerlerine kiyasla
daha o6ne ciktigl; bu Ulkenin 2000-2012 yillari arasinda en
fazla turist gelen ilk 4 ilke arasinda sirekli ver aldigi géz
éntne alinmalidir. Ayrica BM Diinya Turizm Orgiitt tarafindan
vapilan 2020 éngoriilerinde, ispanya’nin 74 milyon turist
sayisi ile diinya capinda en fazla turist ceken 4. Ulke olmasi
beklenmektedir. Bu acidan Tirkiye'nin ispanya basta gelmek
Gzere, benzer turizm Urinlerine sahip diger rakip tlkelere gére
dezavantajlioldugu “is Ortami ve Altyapi” ve “Seyahat ve Turizm
ile ilgili Dlizenlemeler" ana basliklari basta gelmek (izere, belirli
alanlardaki rekabetgiligini yiikseltmesi gerekmektedir. Bu
sekilde Kdltir ve Turizm Bakanligi tarafindan 2007 yilinda
hazirlanmis olan Tiarkiye Turizm Stratejisi 2023'de yer alan
63 milyon turist, 86 milyar ABD Dolan dis turizm geliri ve
turist basina yaklasik 1350 ABD Dolari harcama hedeflerine
ulasiimasi s6z konusu olabilecektir. Ancak olusturulan uzun
donemli stratejik planlarin (sosyal, kultrel, cevresel ve
ekonomik) ¢cok boyutlu yapisi, basari i¢cin yiksek uzmanliga ve

paydaslar arasi yakin isbirligine ihtiyac duymaktadir.

As aresult, it is inevitable for Turkey that ranks in the
6th place on the ranking of countries to which most tourists
visited in 2013, to create and carry out a more competitive
structure in order to achieve a significant development and long-
term success in the travel and tourism industry. Especially that
Spain standing out more than the other competitor countries
in the Mediterranean basin should ve considered and it should
not been forgot that this country have always taken place in
the first four countries consistently between 2000 and 2012.
In addition, according to the expectations and predictions of
UN World Tourism Organization for the year of 2020, Spain is
expected to be the fourth country attracting the interest of
tourists and being visited by them worldwide with an expected
number of 74 million tourists. In this respect, Turkey needs to
raise and improve the competitiveness in some specific areas,
particularly in the main headings of “Business Environment
and Infrastructure” and “Regulations regarding Travel and
Tourism” in which the country is at a disadvantage compared
to the competitor countries with similar tourism products such
as Spain. In this way, it can be possible to reach the target of a
tourist to spend 1350 U.S. dollars and to get tourism income of
86 billion U.S.dollars and to make 63 million tourists visit the
country included in the Turkey’s Tourism Strategy 2023 that
had been prepared by the Ministry of Culture and Tourism in
2007. However, the multidimensional structure of the formed
long-term strategic plans (social, cultural, environmental and
economic) requires a close cooperation between stakeholders
and high expertise for success.

7 BOLUM: DUNYADA VE TURKIYE'DE TOPLANTI (KONGRE) TURIZMi
PART 7: MEETING (CONGRESS) TOURISM IN THE WORLD AND IN
TURKEY

Uluslararasi turizm hareketlerinin gelisimini takip
etmede, gelecege yonelik projeksiyonlari sunmada, ulusal ve
uluslararasi pazarlardaki arz ve talep arasindaki dengeyi takip
etmede nasil Birlesmis Milletler Dinya Turizm Orgitindn
(UNWTO) etkinligi varsa. Uluslararasi toplanti pazarindaki
gelismeleri takip eden, pazar/larin nabzini tutan, sirekli olarak
detayl ve glincel istatistikleri ve raporlari hazirlayan birlikler
ve kuruluslar da bulunmaktadir. Bunlarin basinda Uluslararasi
Kongre ve Konvansiyon Birligi (ICCA), Uluslararasi Dernekler
Birligi (UIA) ve Avrupa Kongre Sehirleri Federasyonu (EFCT)
gelmektedir. Bahsi gecen bu ¢ birlik /kurulus uluslararasi
toplanti pazarina ait yayimladiklar istatistiklerde ayni yili baz
almalarina ragmen farkli kriterlere dayanarak hazirladiklan
raporlarda farkli sonuclari ortaya koyabilmektedirler.
Uluslararas! toplanti pazarina ait verileri sunma adina

Just as the United Nations World Tourism Organization
(UNWTO) events act in following the development of the
international tourism movements, offering prospective
projections, following the balance between supply and
demand in the national and international markets; there are
associations and organizations that follow the developments
in the international meeting market, finger on the pulse of the
market(s), constantly prepare up-to-date statistics and reports.
These mainly include International Congress and Convention
Association (ICCA), Unions International Association (UIA)
and European Federation of Conference Towns (EFCT). These
three associations/organizations reveal different results in
their reports which are prepared based on different criteria
although they take the same year as basis in the statistics
that they publish about international meeting market. While
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ICCA ve UIA glincel veri sunmaya devam ederken EFCT'nin
son vyillarda faaliyetleri itibariyle olusumunu sonlandirdig
gozlemlenmektedir.

Uluslararasi Kongre ve Konvansiyon Birligi (ICCA)
verilerine gore 1963-2012 yillan arasinda dinya genelinde
dizenlenen toplantilarda yaklasik olarak yilda ortalama %
10'luk artis gerceklesmistir. Bahsi gecen donem kapsaminda
ICCA veri tabanina kaydolmus toplamda 173.432 toplanti
mevcuttur. Bu toplantilarin % 1'i (1795 adet) 1963-1967
yillari arasinda, % 31.6'si ise (54.844 adet) 2008-2012 yillan
arasinda organize edilmistir.

Tablo7.1. Yillara Gore Toplantilar

YILLAR/ TOPLANTILAR/
YEARS MEETINGS

63-67 1795
68-72 2695
73-77 4057
78-82 5977
83-87 8585

ICCA and UIA provide up-to-date data in providing data with
regard to international meeting market, it is observed that
EFCT has ended its formation recently by its operations.

Based on the data of International Congress and
Convention Association (ICCA), there was approximately
10% increase per year at the meetings organized worldwide
between 1963 and 2012. There are total 173.432 meetings
registered in ICCA database within that period. 1% of these
meetings (1795) were held between 1963 and 1967, and
31.6% of them (54.844) were held between 2008 and 2012.

Table 7.1. Meetings by years

YILLAR/ TOPLANTILAR/
YEARS MEETINGS
88-92 12260

93-97 16861

98-02 25535

03-07 40823

08-12 54844

Toplam 173432

(Kaynak:ICCA, A Modern History of International Association Meetings (1963-2012): 12)

Dinya genelinde organize edilen toplantilarin 1963-
2012 yillan arasinda bolgelere gére dagilimlar incelendiginde
50 yillik stre zarfinda Avrupa’nin istikrarl bir sekilde en fazla
toplantiya evsahipligi yaptigi gorilmektedir. Bununla birlikte
Avrupa'nin payinin yillar icerisinde dismeye basladigl da
bilinen bir gercektir. Avrupa’nin 1963-1967 yillarn arasinda
% 72.3 olan payi 2008-2012 yillar arasinda % 54'e kadar
gerilemistir. Buna karsin Asya/Orta Dogu'nun 1963-1967
arasindaki % 8.2'lik payl da % 18.2'ye kadar yikselmistir. Ayni
dénemde Latin Amerika’nin payi da % 4.2'den % 10’a kadar
yukselmistir. Yine ayni donem icin Kuzey Amerika 3. populer
bélge olma ozelligini strdirmustir. Afrika ve Okyanusya
bolgesinin pazar paylarinda dalgalanmalar yasanmis, fakat
Afrika son 25 yilda pazar payindaki biyGmesini strdirmistar
(ICCA, A Modern History of International Association Meetings
(1963-2012): 14).

Tablo 7.2 Toplanti Sayilar Acisindan Bolge Paylar

(Source:ICCA, A Modern History of International Association Meetings (1963-2012): 12)

When we examine the distributions of the meetings
held worldwide between 1963 and 2012 by regions, it is
seen that Europe consistently hosted the highest number of
meetings in the 50 years’ time. Besides, it is also a fact that
Europe’s shares began to decrease in years. Europe’s share,
which was 72.3% between 1963 and 1967 regressed to 54%
between 2008 and 2012. Besides, the 8.2% share of Asia/
Middle East between 1963 and 1967 increased up to 18.2%.
The share of Latin America increased from 4.2% to 10% in the
same period. Likewise, North America maintained its status
of the 3rd popular region for the same period. There were
fluctuations in the market shares of Africa and Oceania region
but Africa maintained its growth in market share in the last
25 years (ICCA, A Modern History of International Association
Meetings (1963-2012): 14)..

Table 7.2 Regional shares in terms of meeting quantities

Kita/ 63-67 | 68-72 | 73-77 | 78-82 | 83-87 | 88-92 | 93-97 | 98-02 | 03-07
Continent

Avrupa Europe %723 | %67.1 | %63.2 | %61.2 | %59.4 | %59.7 | %56.4 | %55.6 | %54.9 | %54
Asya/OrtaDogu Asia/Middle-east | %8.2 %9.1 | %10.1 | %11.9 | %128 | %13.6 | %155 | %151 | %17.2 | %18.2
Kuzey Amerika North America %13 %14.8 | %15.7 | %16.5 | %16.7 | %154 | %154 | %14.8 | %13.1 | %12
Latin Amerika Latin America %4.2 %5.4 | %6 %5.5 %6.1 %6.2 | %69 | %79 | %89 | %10
Afrika Africa %0.9 %16 | %26 | %26 | %22 | %21 | %25 | %29 | %3 %3.3
Okyanusya Oceania %1.4 %21 | %24 | %23 | %28 | %31 | %34 | %3.7 | %3 %2.5
Toplam Total %100 | %100 | %100 | %100 | %100 | %100 | %100 | %100 | %100 | %100

(Kaynak:ICCA, A Modern History of International Association Meetings (1963-2012): 14)

(Source:ICCA, A Modern History of International Association Meetings (1963-2012): 14)
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Tablo 7.3 l'.'ll!(e Bazinda Toplant: Sayisi Bakimindan Asya Pasifik ve Orta Dogu Table 7.3 Asia Pasific and Middle East Ranking in terms of meeting quantities on the basis
Siralamasi (llk 10 Ulke) of country (Top 10 countries)

SIRALMA/ ULKE/COUNTRY Toplanti Sayisi (2013)/

RANK Meeting quantity (2013)

1 Japonya Japan 342

2 Cin Halk Cumhuriyeti People’s Republic of China 340

3 Kore Cumhuriyeti Republic of Korea 260

4 Avustralya Australia 231

5 Singapur Singapore 175

6 Hindistan India 142

7 Tayland Thailand 136

8 Tayvan Taiwan 122

9 Malezya Malasia 117

10 Endonezya Endonesia 106
(Kaynak: ICCA 2013 Country & City Rankings: 28) (Source: ICCA 2013 Country & City Rankings: 28)
Tablo7.4: Sehir Bazinda Toplanti Sayisi Bakimindan Asya Pasifik ve Orta Dogu Table 7.4: Asia Pasific and Middle East Ranking in terms of meeting quantities on the basis
Siralamasi (llk 10 Sehir) of cities (Top 10 cities)

SIRALMA/ SEHIR/CITY Toplanti Sayisi (2013)/

RANK Meeting quantity (2013)

1 Singapur Singapore 175

2 Seul Seul 125

3 Pekin Beijing 105

4 Bangkok Bangkok 93

5 Sidney Sydney 93

6 Hong Kong Hong Kong 89

7 Tokyo Tokyo 79

8 Tayvan Thaiwan 78

9 Sangay Shanghai 72

10 Kuala Lumpur Kuala Lumpur 68
Kaynak: ICCA 2013 Country & City Rankings: 30. Source: ICCA 2013 Country & City Rankings: 30.
Tablo 7.5: Ulke Bazinda Toplanti Sayisi Bakimindan Latin ve Kuzey Amerika Siralamasi Table 7.5: Latin and North America Ranking in terms of meeting quantities on the basis of
(llk 10 Ulke) country (Top 10 countries)

SIRALMA/ ULKE/COUNTRY Toplanti Sayisi (2013)/

RANK Meeting quantity (2013)

1 Amerika America 829

2 Brezilya Brazil 315

3 Kanada Canada 290

4 Arjantin Argentina 223

5 Meksika Mexico 158

6 Kolombiya Colombia 139

7 Sili Chilli 110

8 Peru Peru 64

9 Uruguay Uruguay 62

10 Panama Panama 61
(Kaynak: ICCA 2013 Country & City Rankings: 33) (Source: ICCA 2013 Country & City Rankings: 33)
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Tablo 7.6: Ulke Bazinda Toplanti Sayisi Bakimindan Afrika Siralamasi (ilk 10 Ulke)

Table 7.6: Africa ranking in terms of meeting quantities on the basis of country (Top 10 countries)

SIRALMA/ ULKE/COUNTRY Toplanti Sayisi (2013)/
RANK Meeting quantity (2013)

1 GUney Afrika South Africa 118
2 Kenya Kenya 38
3 Fas Fas 30
4 Tunus Tunus 18
5 Misir Egypt 17
6 Gana Gana 17
7 Nijerya Nigeria 12
8 Tanzanya Tanzania 12
9 Uganda Uganda 12
10 Senegal Senegal 10

Kaynak: ICCA 2013 Country & City Rankings: 37.

Yillar itibariyle sirekli olarak blylime gosteren
toplanti (kongre) turizmi uluslararasi toplanti profesyonellerine
(MPI) gore; diger ekonomik faaliyetler (izerinde énemli etkisi
olan, evsahibi llke ve sehirlerde yatinmlari, ticareti, iletisimi
ve teknolojiyi tesvik eden, evsahibi llke ve sehirlere bilgi ve
profesyonel gelisim imkanlarini sunan ve istihdami saglayan,
cevreyi koruyan ve genellikle “temiz” olarak adlandirilan,
harcama diizeyi yiiksek olan, diinya capinda uzmanhg tesvik
eden ve dlnya capinda anlayis ve isbirliginin yayiimasini
saglayan bir endustridir (World Tourism Organization (UNWTO)
Global Report on the Meetings Industry, 2014:10). Diinyada
toplant! turizminin payinin 250 milyar ABD Dolar oldugu
tahmin edilmektedir (TURSAB Tiirkiye Kongre Turizmi Raporu
2013:10).

Source: ICCA 2013 Country & City Rankings: 37.

Meeting (congress) tourism which has been
continuously grown for years is an industry which has a
significant effect on other economic activities, encourages
investments, trade, communication and technology in
the hosting countries and cities, offers information and
professional development opportunities to hosting countries
and cities and provides employment, protects the environment
and is usually called as “clean’, has high level of expenditure,
encourages worldwide specialization and enables worldwide
spreading of understanding and cooperation acording to
meeting professionals international (MPI) (World Tourism
Organization (UNWTO) Global Report on the Meetings Industry,
2014:10). The share of meeting tourism is estimated as 250
billion US Dollars in the world (TURSAB (Association of Turkish

Travel Agencies) Turkish Congress Tourism Report 2013: 10)

7.1. TURKIYE'DE TOPLANTI (KONGRE) TURIZMiNiN DURUMU
7.1. MEETING (CONGRESS) TOURISM IN TURKEY

Uluslararasi toplanti pazarindaki mevcut durum
ve (lkemizin potansiyeli birlikte degerlendirildiginde sahip
oldugumuz Urin/Urtnlerin  yasam egrisindeki konumlarina
bakmakta fayda bulunmaktadir. Diger sektorlerde oldugu gibi
turizm sekt6riinde de Grinlerin yasam egrisinden bahsetmek
mimkindir. Uriin gelistirme, pazara giris, blyiime, olgunluk
ve disls déneminden olusan Uriin yasam egrisi su sekilde

gosterilebilir;

When we evaluate the current situation in the
international meeting market and our national capacity
together, it is useful to consider the positions of our product(s)
in the life curve. As in other sectors, we can talk about the
life curve of the products in the tourism sector as well. The
product life curve which consists of product development,
access to market, growth, maturity and fall period can be
demonstrated as follows;
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Sekil 7.1: Uriin Yasam Egrisi

Kaynak: Philip Kotler, John T.Bowen ve James C.Makens, Marketing for Hospitality and
Tourism, 4.baski, Pearson Education, 2006: 339, New Jersey.

Bir turistik bolge ya da bir dlkenin tim bdlgeleri
turistlere pazarlanabilir bir Griin olarak kabul edildiginde yine
Urlin yasam egrisinden bahsetmek muimk{n olabilmektedir.
Turistik bolgelerin yasam egrileri konusunda R.W.Buttlerin
kesif,

durgunluk ve gerilemeden olusan evreler sézkonusudur.

yaklasimina gore gelisme, blylme, olgunluk,
Kesif doneminde; bélgede az sayida turist varken, gelisme
doneminde turist sayisinin artmaya basladigl ve tanitimin
yogunlastigl gorlimekte, gerileme doéneminde ise turist
sayisinin azalmakta oldugu ve bdlgenin ya da Ulkenin artik
tercih edilmemeye basladigi goriilmektedir (ic6z 2001: 51-52).
Ulkemiz acisindan ulusal ve uluslararasi turizm hareketlerinin
gelisimi incelendiginde gerek turist sayisi ve turizm gelirleri
ve gerekse turistik yatinmlar acisindan o6zellikle planl
kalkinma déneminden itibaren krizlerin yasandigi zamanlarin
haricinde sirekli bir artisin yasandigl goézlemlenmektedir.
Ulkemizin genel turizm hareketleri bakimindan Griin yasam
egrisinde “bliyime” doéneminde oldugundan bahsetmek
mumk{nken, uluslararasi toplanti pazarinda evsahipligi yapilan
organizasyon sayisl, referanslarin etkisi, ulusal ve uluslararasi
talep ve toplanti turizmine yonelik alt ve (st yapi yatirimlari
acisindan Urdin yasam egrisinde heniiz “gelisme” doneminde

oldugundan bahsetmek dogru olacaktir.

Ulkemizde 500 kisi ve (izeri katilimciyi bir araya getiren
uluslar arasi toplanti sayisi 2012'de 179 iken, 2013 yilinda
196 olmustur. 2014 vilinda ulkemizin toplanti turizminden
elde edecegi gelirin 3 milyar ABD Dolari'nin (izerinde oldugu
ve diinya toplanti sehirleri arasinda 9.sirada olan istanbul'un
payinin 1.7 milyar Dolar oldugu tahmin edilmektedir (TURSAB
Tirkiye Kongre Turizmi Raporu 2013: 1).
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Figure 7.1: Product Life Curve

Source: Philip Kotler, John T.Bowen ve James C.Makens, Marketing for Hospitality and
Tourism, 4th edition, Pearson Education, 2006: 339, New Jersey.

We can also talk about product life curve when we
accept a touristic region or all regions of a country as a product
which is marketable to tourists. Based on R.W.Buttler’s approach
on the life curves of the touristic regions, there are phases
which consist of discovery, development, growth, maturity,
recession and regression. While there are few tourists in the
region in the discovery period, the number of tourists’increases
and there is more intense promotion in the development
period, and the number of tourists decreases in the regression
period and the region or the country is no longer preferred
(Icéz 2001: 51-52). When we examine the development of
the national and international tourism movements in our
country, it is observed that there is a continous increase both
in the number of touriss and tourism incomes and tourism
investments except for the times wit crises starting from the
planned development period in particular. While we ca say
that our country in the “growth” period in the product life
curve in terms of the general tourism movements, it will be
more appropriate to say that it is still in the “development”
period in the life curve in terms of the number of organizations
that serve as hosts in the international meeting market, the
effect of the references, and infrastructure and superstructure
investments for the national and international demand and
meeting turism.

While the number of international meetings which
gathered 500 and more participants in our country was 179
in 2012, it reached up to 196 in 2013. It is estimated that
the income that our country obtained from meeting tourism
in 2014 was more than 3 billion US Dollars and the share of
Istanbul, which ranked the 9th among the meeting cities in
the world, was 1.7 billion US Dollars (TURSAB (Association
of Turkish Travel Agencies) Turkish Congress Tourism Report
2013:1).
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7.2.ULKEMIZ ACISINDAN TOPLANTI TURIiZMiN GELISIMiYLE iLGiLi DURUM ANALIZiNiN
YAPILMASI
7.2.MAKING SITUATION ANALYSIS IN RELATION TO THE IMPROVEMENT OF MEETING
TOURISM FOR OUR COUNTRY

Durum analiziyle (ilkemiz acisindan diinya toplanti
pazarindaki gelismeler dogrultusunda toplanti
yOnelik Gstlin ve zayif yonleri, toplanti pazarindaki firsatlar
ve tehditler belirlenerek kamu ve &zel sektdrdeki karar

turizmine

alic ve uygulamacilarin izlemeleri gereken olasi stratejiler
belirlenebilir. Buna gore (lke olarak uluslararasi toplanti
pazarindaki;

Ustiin Yonlerimiz:

*Ulkemizin toplant! (kongre) organizatdrleri acisindan
hazirlayacaklar toplanti paketinin maliyetini
alacaklari bircok hizmeti bir arada sunan énemli bir faktor olarak
Hersey Dahil Sistemi’ni basariyla uygulayan, bu anlamda “fiyat-
kalite” dengesini saglayan bir (lke olarak taninmis olmasi.

azaltan ve

*Ulkemizde sahip olunan 2023 Turizm Vizyonu
cercevesinde farkh hacim, istek ve ihtiyaclar karsilayacak olan
toplanti (kongre) yatirimlarinin halen devam ediyor olmasi.

*(lke olarak 6zellikle sahip oldugumuz toplant
otellerinin ve kongre merkezlerinin kapasite, konfor, donanim,
yenilik ve teknoloji anlaminda kongre pazarindaki rakip tilkelere
kiyasla cok daha iyi durumda olmasi.

*Doéviz kuru uygulamalari nedeniyle yabanci paralar
karsisinda Tark Lirasi'min glictyle ilgili olarak hala yabanci
toplanti katihmcilan acisindan diger (ilkelere gore paralarinin
Ulkemizde daha degerli olmasiyla daha fazla Grlin/hizmet
kullanimina sahip olma avantajinin stirmesi.

*(lke
oOzelligini  kullanarak toplanti
karsilayacak diizeyde hizmet sunmalari.

insanimizin  diinyaca 0nli misafirperver

katihmcailarina  beklentilerini

*Ulkemizde genclerimiz acisindan genel olarak
turizm sektorlintn, 6zel olarak da toplanti pazarinin kariyer
yapabilecekleri, zevkle calisabilecekleri ve referans grubu
kisilerle bir arada olabilecekleri bir sektér olarak algilanmasi,
yazili ve gorsel basinda turizm ve toplanti turizmine yonelik
haberlerin yeralmasiyla bir cesit yonlendirmenin yapiliyor
olmasi.

*Ulke olarak bugiine kadar yasadigimiz olumsuz
olaylardan (sosyal, siyasi, ekonomik sorunlar, mucbir sebepler
(deprem, sel baskini) ve terdr saldinlar gibi) uyguladigimiz

Through  situation  analysis, strengths and
weaknesses about meeting tourism, opportunities and threats
in the meeting market can be determined and the potential
strategies that should be followed by the decision makers and
pragmatists in the public and private sector in line with the
improvements in the global meeting market. Accordingly, in

the international meeting market;
Strengths:

*Our country is well-known as a country which
successfully applies All in System as an important factor that
reduces the costs of the meeting package that will be prepared
for the meeting (congress) organizers and offers many services
together, and provides “price-quality” balance in this sense.

*That there are still ongoing meeting (congress)
investments in our country to meet different volumes, wishes
and needs within the framework of 2023 Tourism Vision.

*The meeting hotels and congress centres in our
country particularly has better condition in terms of capacity,
comfort, equipment, innovation and technology when
compared to rival countries.

*There is still the advantage for more products/
services due to the position of Turkish Liras before foreign
currencies for the foreign meeting participants as their
moneys are more valuable in our country when compared to
other countries.

*Our country's people provide service to meet the
expectations of the meeting participants through their world-
renowned hospitability.

*In our country generally tourism sector and
specifically meeting market is perceived as a sector where
young people can build career, work with pleasure and be
together with reference group people, and there is a kind of
referral made in the written and visual press through the news
about tourism and meeting tourism.

*Our country is perceived as a “safe” destination for
the organizers who consider arranging international meetings
in particular thanks to our successful crisis management
that we apply to overcome negative events that we have
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basarili kriz yonetimimiz sayesinde cikabilmemiz sayesinde
Ozellikle toplanti
organizatorler acisindan Ulkemizin
olarak algilanmasi.

uluslar  arasi duzenlemeyi

“glivenli” destinasyon

dastnen

*Ulke olarak sahip oldugumuz toplanti otelleri ve
kongre merkezlerinin yani sira katilimcilara essiz dogal, tarihi
ve kiltlrel degerlerimizi sunmamiz.

Zayif Yonlerimiz:

*Ulke olarak tanitima ayirdigimiz  biitcenin ve
icerisinde toplanti turizmi potansiyelimizin tanitimi icin ayrilan
payin toplanti turizmindeki rakip tlkelere gore yetersiz olmasi.

*(Jlke olarak hala ulusal diizeyde kongre ve ziyaretci
orglitlenmesine sahip olamamamiz, dolayisiyla
ulke genelinde toplanti amach pazarlamada, yUrtitmede
ve denetimde koordinasyon saglamada sikinti cekmemiz,
yurtdisindan gelen toplanti diizenleme tekliflerinin istanbul,
Antalya, izmir, Ankara gibi illerimize yénlendirerek (ilke olarak
mevcut potansiyelimizin sinirl diizeyde kullaniimasi ve bu
durumun vyeni planlanacak olan toplanti yatinimlarina etki
etmesi.

birosu

*(lkeye, bélgeye veya sehire gelebilecek toplant
dizenleme tekliflerini tarafsiz olarak yonlendirebilecek, hatta
toplanti diizenleme talebini yaratabilecek glicte olan kongre ve
ziyaretci biirolarinin heniiz sadece istanbul, Antalya, izmir ve
Ankara ile kisith kalmis olmasi, bu birolarin yerel ve merkezi
yonetimlerce yeterince desteklenememeleri sonucunda
finansal acisindan yeterli giice sahip olamamalari, tlke olarak
2023 Turizm Vizyonu'muzda toplanti turizmi adina oncelik
verilen sehirlerimizin tamaminda bile hentiz kongre ve ziyaretgi
burolarimizin acilmamis olmasi.

*(lke olarak heniiz toplanti turizminin faydalari
konusunda toplumumuzda yeterli bilincin olusamamis olmasi,
toplanti turizmiyle ilgili olarak tanrtim, blitce olusturma,
pazarlama, toplanti paketi bilesenlerini olusturma, katilimcilarin
beklentileri, toplantilara teklif verme gibi bircok konuda gerek
kurs, sertifika diizeyinde gerekse &n lisans, lisans ve lisansust(
egitim dlzeyinde egitimlerin olmayisi veya yetersiz olmasi.

*Ulkemizde toplanti turizmiyle ilgili tutulan
istatistiklerin yetersiz olmasi, glincel ve detayli olmamasi ve bu
durumun toplanti turizmiyle ilgili vizyon olusturmada, kongre
yatirimlarini yonlendirmede gereken verilere istenen zamanda

ve detayda ulasilamamasina yol agmasi.

*Ulkemizde faaliyet gdsteren profesyonel kongre
organizatorlerinin sayica az olmasi ve mevcut organizatorlerin

experienced till today (social, political, economic problems,
force majeure (such as earthquakes, floods and terror attacks
etc.).

*Our country offers participants unique natural,
historical and cultural values besides the meeting hotels and
congress centres.

Weaknesses:

*The budget that we allocate for promotion and the
share allocated for promoting our meeting tourism potential
are insufficient when compared to rival countries in meeting
tourism.

*Qur country still has congress and visitor office
organization at a national level, thus our difficulty in providing
coordination in marketing, execution and audit for meeting
purposes throughout the country and the use of our available
potential in a limited level by referring abroad meeting
arrangement offers to cities such as Istanbul, Antalya, Izmir,
Ankara and this influences the meeting investments to be
planned.

*The congress and visitor offices to objectively refer
the meeting arrangement offers to the country, region or a city
and even create meeting arrangement demand are still only
limited to Istanbul, Antalya, Izmir and Ankara, these offices do
not have sufficient financial power as they are not sufficiently
supported by the local and central managements, and our
country does not have congress and visitor offices in all of the
cities even in those which are prioritized for meeting tourism
in our 2023 Tourism Vision.

*Lack of sufficient awareness in our society about
the prices of meeting tourism in our country, lack or absence
of both courses at certificate levels and associatedegree,
undergraduate and graduate degree education about the
matters such as promotion, budget formation, marketing,
meeting package components formation, expectations of the
participants, quoting on the meetings.

*The statistics which are kept about meeting tourism
in our country are insufficient, not updated and not detailed
and this results in the failure to reach the necessary data in
creating vision about meeting tourism and referring congress
investments when desired and in detail.

*There are a few professional congress organizers
operating in our country and available organizers work in a
disorganised manner and quote on meetings with any topics
rather than becoming specialized in an area.
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herhangibir alanda uzmanlasma yerine daginik calisarak her
konudaki toplantilara teklif vermeleri.

*(Jlkemizin bir toplanti (kongre) (ilkesi oldugu ile
ilgili olarak henliz yurtdisinda yeterli bir imajin olusmamis
olmasi. Tlrkiye, istanbul veya Antalya denilince hemen akla
toplantilarin veya zirvelerin gelmemesi.

*Uluslararasi toplantipazariniyonlendiren kuruluslarin
(ICCA, MPI, AMI gibi) yayin organlarinda lkemizin aktif olarak
toplanti amagh tanitimin yapilmamasi, bu tir birliklerin
etkinliklerine sponsor olunmamasi, Ulkemizde dlzenlenmis
olan buyik caph toplantilara ait yabanci dilde hazirlanmis
haberlerin yurtdisinda yayimlanan toplanti pazarina yonelik
dergilerde son derece seyrek diizeyde yeralmasi.

*Toplanti amach arz ve talebi bir araya getiren
organizasyonlarda (6rnegin ingiltere’deki International Confex
gibi) toplanti otellerimiz, kongre merkezlerimiz, Kilt(r ve Turizm
Bakanhgimiz gibi kamu ve 6zel sektor temsilcilerinin, karar alici
ve uygulayicilarinin daha koordineli ve glcbirligi olusturacak
sekilde hen(liz yeterince ortaklasa katilim gésterememeleri.

*Toplanti turizmiyle ilgili arastirmalarin Glkemizde
yeterince desteklenmemis olmasi,
arastirma merkezlerimizin toplanti turizmine donik calisma
yapmalarinin tesvik edilmemesi.

Universitelerimizin ve

*(lkemizde hala Kiltir ve Turizm Bakanhgrnin
Turizm Tesislerinin  Belgelendiriimesine ve Niteliklerine
iliskin Yonetmeligi'nde gectigi lzere 3 vyildizli otellerden
itibaren tesislerimizin toplantilara yonelik yatinm yapmaya
yonlendirilmeleri neticesinde isletme asamasinda toplanti
pazarina yonelmeyi disinmeyen isletmelerimizin bile bu
anlamda yatinm yapmak zorunda kalmalari. Bunun yerine ilgili
yonetmelikte her isletmenin isletme asamasinda kendi temel
yeteneklerine gore basarili olabilecekleri alanlara yonelik
yatinm yapmalari 6nerilebilir,

*Ulkemizde diizenlenecek biyiik hacimli uluslararasi
toplantilarda yurtdisindan gelecek katilimcilara 6nemli maliyet
kalemlerinden 6rnegin ulasimda (6rnegin THY ile ulasimda),
konaklamada veya diger yan hizmetlerde heniiz yeterince ve
streklilik arz edecek sekilde indirimler sunamiyor olusumuz.

*Ulkemizin vyakin gelecekte 6zellikle yurtdisinda
herkesin bildigi, tanidig kongre Ulkeleri arasinda yeralabilmesi
sahip  oldugumuz (Yurtdisindaki
elgiliklerimiz, ulusal havayolumuz gibi) yararlanarak toplanti
pazarinda tanitimda aktif strateji glitmememiz. Bu baglamda
ornegin THY ucaklarina (lkemizdeki toplanti potansiyelini

adina imkanlardan

*Qur country does not have a sufficient image
abroad with respect to its position as a meeting (congress)
country. Turkey, Istanbul or Antalya do not immediately remind
meetings and summits.

*The organizations which direct international
meeting market (such as ICCA, MPI, AMI etc) do not actively
have our country promoted for meeting purposes in their press
organs, our country does not become a sponsor of the events
of such associations, it is really rare that the news which are
prepared in foreign languages about big scale meetings which
are held in our country are published in the journals about
meeting market.

*Our meeting hotels, congress centres, public sector
representatives like the Ministry of Culture and Tourism
and private sector representatives, decision makers and
pragmatists do not still show sufficient mutual participation to
form coordination and coalition in the organizations that bring
together supply and demand for meeting purposes.

*The researches regarding meeting tourism are not
still sufficiently promoted in our country, our universities and
research centres are not encouraged to perform studies on
meeting tourism.

*Companies which do not even consider leaning
towards meeting market still have to make investments in this
sense as a result of directing our facilities including 3-star
hotels to make investment in the meeting market as specified
in the Regulation on Certification and Qualifications of the
Tourism Facilities of the Ministry of Culture and Tourism in our
country. Instead, every company might be recommended in the
regulation to make investments on the areas where they can
be succesful based on their own basic capabilities.

*lWe are not still capable of offering sufficient and
continous discounts in access (for example, access through
Turkish Airlines), accommodation or other side services from
the significant cost items for the participants who will be
arriving at the big volume international meetings from abroad.

*Qur country nourishes active strategy in promoting
the meeting market thereby making use of our opportunities
(such as our consulates abroad, national airlines) so that our
country can take its place among the congress countries which
are known by everybody particularly abroad in the near future.
In this regard, for example, slogans can be written, images
can be put in Turkish Airlines planes in order to explain the
meeting potential in our country and promotion posters can
be distributed about the big meetings held or to be held in our
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anlatan sloganlar yazilabilir, resimler konabilir, elciliklerimiz
vasitasiyla Ulkemizde dizenlenmis ve dizenlenecek olan
blyk toplantilarin tanitim posterleri dagitilabilir.

*(JIlkemizdeki
katihmcilarin  beklenti

mevcut  toplantt  potansiyelini,
ve tatmin dlzeylerini yeterince
6lgmedigimiz gibi, uluslararasi toplanti pazarinda yakin ve
orta vadedeki degisimleri, beklentileri (lke genelinde, toplanti
otelleri, kongre merkezleri ve (niversitelerimiz nezdinde
yeterince takip etmiyor ve sonuglari kamuoyuyla paylasamiyor

olmamiz.

*Ulkemizde bugiine kadar yapilmis ve ses getirmis
blylk hacimli toplantilar sonrasinda katihmc goéruslerini
posterler, tanitim  cdlerinde,
kataloglarda, twitter ve facebook gibi sosyal paylasim
sitelerinde, internet ortamlarinda hatta yakin gelecekte
tim insanlarin hemen hemen tim bilgiye ulasacaklari cep
telefonlarinda duyuracak bir mekanizmayl henliz hayata
gecirememis olmamiz.

hazirladigimiz brostirler,

*Ulkemizde merkezlerinin ve toplanti
otellerinin yatinm asamasinda kapasitelerini belirlemede yeterli
fizibilite ettdleri, toplanti pazari arastirmalari yapmamalari,
toplanti katihmci sayilarini, katilim sikliklarini, beklentilerini,
(ICCA, AIPC ve UIA gibi birliklerin raporlarini, standartlarini)

gereken diizeyde dikkate almamalari.

kongre

*ingilizce gibi bilinen dillerin disinda yeni gelisen
pazarlara ait dillerde, 2 veya 3 dil arasinda ceviri ihtiyaci
oldugunda veya miikemmel dlizeyde ceviri ihtiyaci oldugunda
simultane terciiman konusunda eksikligimizin olmasi.

*Ulkemizin toplanti kapasitesini duyuracak, kongre
merkezlerimizin ve toplanti otellerimizin, diinya ¢apinda veya
Avrupa Olcegindeki referanslarimizi paylasacak ve kongre
duzenleme talebi geldigi zaman merkezi rezervasyon sistemine
sahip olan yurtdisinda toplanti tanitim ve satis ofislerimizin
eksikligi.

*Uluslararasi toplantilarda katilimcilarin havayolu ile
direkt ucmayi ve tarifeli seferleri tercih etmeleri, buna karsilik
tlkemizde halen ozellikle kis donemlerinde yurtdisindan gelis
ve gidislerde agirlikhi olarak istanbul (zerinden aktarmalarin
yapiliyor olmasinin yarattigi sorunlar.

*Toplanti otellerimizin hem toplanti katihmcilarina
hem de tatilci turistlere kisibasi harcamalarn ve isletmeden
beklentileri farkli olmasina ragmen ayni tlr odalarla, ayni servis
personeliyle, ayni restoranlarda hizmet vermeye calismalarinin
yarattigi sorunlar.

country by means of our consulates.

*We are not capable of sufficiently measuring
the current meeting potential and the expectation and
satisfaction levels of the participants; and we are not capable
of sufficiently following the changes and expectations in the
international meeting market in the short and medium term
with respect to the meeting hotels, congress centres and
universities throughout the country and we are not capable of
sharing the results with the public opinion.

*We are not capable of actualizing a mechanism to be
used in mobile phones where all people can almost reach to
all kinds of information including the participant opinions after
large-volume meetings performed till now and also in posters,
brochures, demonstration cds, catalogues, social media such
as twitter and facebook and in internet environment.

*The congress centres and meeting hotels in our
country do not perform sufficient feasibility etudes, meeting
market researches in determining their capacities at the
investment phase and they do not consider the number of
participants, frequencies of participation, expectations of
the participants in the meetings (reports, standards of the
associations such as ICCA, AIPC and UIA) in the required level.

*Lack of simultaneous translation in the languages
of the newly developing markets other than English, when
there is need for translation between 2 or 3 languages or in
case of the need for excellent translation.

*Lack of meeting promotion and sales offices abroad
with central reservation system to share our references
worldwide or at European scale about our congress centres
and meeting hotels to announce the meeting capacity of our
country and for congress arrangement demands.

*Participants’ preference to travel by airlines and
tariff flights at the international meetings, and the problems
caused by mainly Istanbul transferred flights in abroad trips
particularly in winter season.

*The problems caused by serving through the same
type of rooms, same service staff and in the same restaurants
despite the different expectations and per capita expenditures
of the meeting participants and holiday makers.

*Qur congress centres and meeting hotels fail to
promote meeting market related products and services and to
include the natural, historical and cultural values of our country
so much in their own websites. If our natural, historical and
cultural values are promoted in their websites indeed, those
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*Kongre merkezlerimizin ve toplanti otellerimizin
kendi websitelerinde agirlikli olarak toplanti pazarina dontk
GrGn ve hizmetlerini tanitmalari, Ulkemizin dogal, tarihi ve
kiltirel degerlerine fazla yer vermemeleri. Gercekte dogal,
tarihi ve kdltlrel degerlerimiz websitelerinde tanitilirsa bu
degerleri internet ortaminda anahtar sozciklerle arayan
kisilere ekstradan ulasma imkani olabilecektir.

*Ulkemizde toplanti otellerinin ve kongre
merkezlerinin toplanti pazarina yonelik hazirladiklar tanitim
materyalleri rakiplerin hazirliklarina goére nitelik ve nicelik
olarak yetersizdir. Bu noktada toplanti turizminde daha basarili

olan isletmelerin materyalleri 6rnek alinabilir.

*UJlkemizdeki kongre ve ziyaretci biirolarinin yeterince
aktif calisamamalari, UGlkemizin veya bulunduklari sehrin
toplanti potansiyelini, Gcretsiz ve tarafsiz tanitmalarinin yani
sira topluma ve toplanti pazarindaki profesyonellere egitimler
dizenleyememeleri, kongre merkezlerinin, toplanti otellerinin,
intivac olursa belediyelerin ve (niversitelerin toplanti
salonlarinin doluluk oranlarini géren, rezervasyon yapabilen
sistemlere henliz sahip olamamalar, (lkemizde faaliyet
gdsteren istanbul, Antalya, izmir ve Ankara kongre ve ziyaretci
burolarinin dizenli olarak bir araya gelip 6zellikle uluslararasi
toplanti pazarlardaki gelismeler ve blylk hacimli toplantilarin
Glkemize cekilebilmesi adina tecriibelerini paylasmamalar ve
yeterince fikir alisverisinde bulunmamalari.

*(Jlkemizde toplanti pazarina yoénelik yayimlanan
mesleki dergilerin (Kongre Dergisi gibi) sayisinin cok az olmasi,
Glkemizde hazirlanan, yurticinde ve yurtdisinda diizenli olarak
dagitilan, yabanci dilde hazirlanmis toplanti pazari ile ilgili
dergilerimizin bulunmamasi.

*Gerek Ulkemizde ve gerekse yurtdisinda (lke
olarak toplanti pazarinda dikkatleri (izerimize cekebilecek
tarzda organizasyonlara katilmiyor olmamiz veya bu tur
organizasyonlari diizenlemiyor olmamiz. Bu baglamda 6rnegin
her vil Ulkemizin en iyi kongre merkezi veya toplanti oteli
secilebilir veya Ulkemizden toplanti otelleri veya kongre
merkezleri yurtdisindaki dinyanin en iyi, yenilikci toplanti oteli
veya dinyanin en iyi, yenilikci kongre merkezi édillerine aday
olabilirler.

*Uluslararas! toplanti pazarindaki blyuk birliklerinin
porganizatorlere birtakim tesvikler sunarak heniiz yatirimci
veya isletmeci olarak tlkemize cekememis olmamiz.

Firsatlar: *Dunya’'da toplanti katiimcilarinin toplanti
amach seyahatlerinde bilinen yerlerden ziyade az bilinen
veya hic bilinmeyen toplanti destinasyonlarini tercih etme

searching these values through keywords on the internet will
have a chance to access them.

*The meeting market related promotion materials
prepared by the meeting hotels and congress centres in our
country remain insufficient in quality and quantity when
compared to those prepared by their competitors. At this point,
the materials of the companies which are more successful in
the meeting tourism can be taken as example.

*The congress and visitor offices in our country
do not actively work, they are not capable of promoting
the meeting potential of our country or the city they are
located in for free and objectively, and they are incapable of
organizing trainings for the society and the professionals in
the meeting market, and the congress centres and hotels, and,
if necessary, municipalities and universities still do not have
the systems to make reservations to monitor the occupancy
rates of the meeting rooms, the congress and visitor offices
operating in our country in Istanbul, Antalya, Izmir and Ankara
do not reqgularly come together to share their experiences and
exchange opinions in order to attrack big volume meetings
and the improvements in the international meeting markets
in particular.

*There are very few professional journals (such as
Congress Journal) which are published for the meeting market
in our country, there are no journals on meeting market
prepared in foreign language in our country and regularly
distributed inside and outside the country.

*We do not participate in or arrange such
organizations to attract attention in the meeting makret either
in our country or abroad. In this regard, for example, the best
congress centre or meeting hotel of our country can be elected
every year or the meeting hotels or congress centres in our
country can become a candidate for the awards for the best,
most innovative meeting hotel of the world or the best, most
innovative congress centre in the world.

*IWe are still incapable of offering the organizers of
the big associations in the international meeting market some
initiatives to draw investors and operators to our country.

Opportunities: *The ongoing tendencies of the
meeting participants in the world to prefer less known or
unknown meeting destinations rather than known places in
their travels for meeting purposes.

*That ICCA 2014 General Meeting was held in our
country (in Antalya) after the events such as Habitat, AGIT,
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egilimlerinin stirmesi.

*Habitat, AGIT, NATO, OECD, islam Konferansi
Orgiitl, Diinya Gazeteciler Birligi, Eurovision Yarismasi,
Dinya Su Forumu, IMF toplantisi gibi etkinliklerin Glkemizde
gerceklestiriimesinden sonra ICCA 2014 Genel Kurulu'nun da
tlkemizde (Antalya’da) yapiimis olmasi ve dolayisiyla akabinde
ylksek hacimli baska toplantilara (lke olarak ev sahipligi
yapma firsatinin yakalanmis olmasi, ayrica EXPO 2016'nin yine
Antalya'da yapilacak olmasi.

*Ulke olarak bulundugumuz cografyada ekonomik,
sosyal ve siyasal acidan istikrarli, sorunsuz durusumuzun
olmasina karsilik orta vadede bize rakip olabilecek (lkelerde
yasanan sikintilarin (Misir gibi) veya ekonomik anlamda zor
glnler geciren Ulkelerin (Yunanistan gibi) varhginin olmasini
avantaja donlstirme firsatinin dogmasi.

*Ulkemizin komsu iilkelerle yaptigi ticari anlasmalar
ve vize muafiyeti gibi uygulamalar neticesinde daha fazla
uluslararasi baglanti ve hareketlilik sonrasinda karsilikli olarak
toplanti diizenleme taleplerinin artma ihtimalinin bulunmasi.

*Enformasyon teknolojisindeki
uluslararasi toplanti turizminde henliz séz sahibi olamamis,
ancak potansiyeli olan llkelere tanitim yapma, aktif strateji
gutme, referanslarini duyurma, 3 boyutlu tanitim yapma gibi

gelismelerin

an

bircok faydayl “zaman” ve “mekan
detayda sunabilmesi sayesinde bahsi gecen teknolojileri
yakindan takip eden ve kullanan tlkemiz acgisindan 6nemli bir
firsatin varhgu.

siniri olmaksizin istenilen

*Yayinladigi dlzenli ve detayll istatistikleriyle
diinyada ve Avrupa'da takip edilen ICCA raporlarinda ve
yakin gelecekle ilgili yaptigl projeksiyonlarda Glkemiz adina
istanbul'un cok iyi bir ivme yakalamis olmasi, istanbul'u takiben
Antalya ve izmirin giderek daha (st basamaklara ¢ikmalari
nedeniyle uluslararasi toplanti pazarindaki aktorler izerinde

Ulkemizle ilgili “umut vadeden” bir havanin olusmus olmasi.

*Ulkemizin AB (yesi olma ihtimali neticesinde
AB'nin Uye Ulkelerine sagladigl birtakim tesvikler neticesinde
Glkemize olan uluslararasi toplanti talebinin artma olasiliginin
bulunmasi.

*AB adayi konumundaki tlkemizde AB fonlarindan
ve ayrica BAKA (Bati Akdeniz Kalkinma Ajansi) projelerinden
yararlanmak suretiyle toplanti pazarina yonelik egitimler
verme ve pazar arastirmalari yapma imkaninin bulunmasi.

*BDT Ulkelerinden (lkemize artarak gelen yatirim,
isbirligi, kiyaslama (benchmarking) tekliflerinin toplanti turizmi
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NATO, OECD, Islamic Conference Organization, World Journalists
Association, Eurovision, World Water Forum, IMF meeting
were made in our country and therefore there occurred the
opportunity to host other high volume meetings in our country,
as well as EXPO 2016 fair being held in Antalya again.

*The opportunity to transform the existence of the
countries which have economic difficulties (such as Greece)
and problems in our countries which might become our rivals
in the medium term (such as Egypt) into advantage despite
our consistent, problem-free stance in economic, social and
political terms in our geography.

*The possibility of increase in the demands to
organize mutual meetings following further international
connection and mobility as a result of the practices such as
the commercial agreements and visa exemption made by our
country with neighbouring countries.

*The significant opportunity for our country which
closely follows and uses information technologies thanks
to its ability to offer the improvements in the information
technology through many benefits such as making promotions,
nourishing active strategy, announcing its references, making
3-dimensional promotions in the desired detail without “time”
and “space” restriction to the countries which have not yet
had but have a potential to have a voice in the international
meeting tourism.

*|stanbul has gained good speed in the ICCA
reports which are followed in the world and in Europe and
the projections made for the near future through its reqular
and detailed statistics published, and there is a “promising”
atmosphere in our country for the actors in the international
meeting market as Antalya and Izmir gradually climbs the
stairs after Istanbul.

*The potential to increase the international meeting
demands to our country as a result of a number of incentives
provided by the EU to member countries as a result of our
country’s possibility to become a member of the EU.

*The opportunity to give trainings about meeting
market and make market researches thereby making use of EU
funds as well as WMDA (Western Mediterranean Development
Agency) in our country which is a candidate for the EU.

*The opportunity to use the gradually increasing
incoming investment, cooperation, benchmarking offers from
CAC countries to our country for meeting tourism purposes.

Threats: *The rival destinations that we compete




WMTUROFED

TURIZM RAPORU / TOURISM REPORT

amach kullanilabilmesi firsatinin ortaya cikmasi.

Tehditler: *Uluslararasi toplanti pazarinda rekabet
halinde oldugumuz rakip destinasyonlarin ve toplant
pazarindaki lider destinasyonlarin (lkemize oranla toplanti
turizmi adina daha fazla butce ayirmaya baslamalari.

*Ulke olarak bulundugumuz cografyada ekonomik,
sosyal veya siyasal anlamda bizim disimizdaki komsu Glkeler
acisindan yakin veya orta vadede karisikliklarin olmaihtimalinin
bulunmasi.

*Yeterli bilincin olusmamasi ve denetimlerin yeterince
yapilamamasi nedeniyle lkemizde yasanan olumsuz olaylarin
(sahte icki, trafik kazalari gibi) sayica artmaya baslamasinin
Ulkemizi toplanti amagli tercih etmeyi distnen potansiyel
katiimailar Uzerindeki olumsuz etkileri.

*Uluslararasi toplanti pazarinda rekabet eden
isletmelerin rekabeti “hizmet” yerine “fiyat” temelli yaparak
daha “ucuza” yonelmelerinin gelecekte toplanti pazari

acisindan getirebilecegi sorunlarin varhgi.

*Uluslararas! toplanti pazarinda giderek daha fazla
oranda enformasyon teknolojilerinin kullaniimasi nedeniyle
diinya genelinde toplantilara bizzat katilan kisi sayilarinin
azalma egiliminde olmasi.

with in the international meeting market and the leader
destinations in the meeting market began to allocate further

budget for meeting tourism when compared to our company.

*The potential of conflicts in the short or medium
term for our neighbouring countries in economic, social and
political terms in the geography where our country is located

in.

*The negative effects of the increase in the number
of negative events (fake drinks, traffic accidents, etc)
experienced in our country on the potential participants who
intend to prefer our country for meeting purposes due to lack

of sufficient awareness and lack of sufficient audits.

*The problems that can occur for the meeting
market in the future as the companies which compete in the
international meeting market make competition “price” based

rather than “service” based and lean towards the “cheaper”.

*The decrease in the number of the persons
participating in the meetings in person throughout the world
due to the gradually increasing usage of the information

technologies in the international meeting market.

8. BOLUM: KRUVAZIYER TURIZMi
PART 8: CRUISE TOURISM

8.1. DUNYA GENELINDE VE TURKIYE'DE KRUVAZIYER TURIZMI
8.1. CRUISE TOURISM THROUGHOUT THE WORLD AND IN TURKEY

Kruvaziyer gemileri sahip olduklarn kapasite ve
sunduklarn imkanlarla adeta yuzen blyik turizm isletmeleri
konumundadir. Kruvaziyer sirketleri yolcularin
ihtivaclarini dikkate alarak, yeni Grin ve hizmetleri arz
etmektedirler. Ornegin Carnival Grubu 1972 yilinda “Herkes
icin Eglence, Hepsi Eglence icin” anlayisini sektdre kazandirmis
ardindan da vyillar icerisinde gemi biyukligl, yenilikgi
uygulamalar (kaya tirmanis duvarlarn, acikhava tiyatrolari,
dalga havuzlari gibi) konusunda diger sirketleri rekabet etmeye
zorlamistir. Gundmizde Kruvaziver gemileri adeta “Temal
Parklar” gibi hizmet vermektedirler. Kruvaziyer turizminde
“Yetiskinler icin Disney Diinyasi” seklinde bir yaklasim yanlis
olmayacaktir. Blytkler ve kicUkler icin eglenceler, tiyatro
gosterileri, sovlar, canh orkestralar, casino hizmetleri ve
alisveris imkanlan sunulmaktadir (Hosany ve Witham, 2010:
354).

istek ve

Cruise ships are almost big floating tourism operations
with the capacity and the facilities that they offer. Cruise
companies supply new products and service by taking the
wishes and needs of the passengers into consideration. For
example, Carnival Group brought the concept of “Entertainment
for Everybody, Everything is for Entertainment” to the sector
in 1972 and then forced other companies to competition with
respect to ship size, innovative applications (rock climbing
walls, outdoor theatres, wave pools etc.) within years. Today,
Cruise ships provide service almost like “Theme Parks”. It
would not be wrong to present the approach “Disney World
for Adults” in cruise tourism. Entertainments, theatre shows,
live orchestras, casino services and shopping opportunities
are offered for adults and children (Hosany and Witham, 2010:
354).
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Bir  haftallk  seyahatlerin  fiyatt  gidilecek
destinasyona, slreye, programa, kabin ve pansiyon tirlne,
gemiye gore 1500 ABD Dolari ile 9000 ABD Dolari arasinda
degisebilmektedir."Ugrama liman1” uygulamasinda vyolcular
1 gln icinde otobusle dolastinlirken, “indirme-bindirme”
uygulamasinda destinasyonda konaklamakta ve daha fazla
para harcamaktadirlar. (http://www.denizhaber.com.tr/deniz-
turizmi/39723/cruise-sektor-yolcu-kruvaziyer-luks-gemi-
seyahat.html:erisim tarihi:08.03.2012).

Gemilerin Siniflandiriimasi

Kruvaziyer gemilerinin siniflandirimasinda genellikle
Berlitz kriterleri kullaniimaktadir; Buna gore %25 gemi, %15
konaklama, %15 mutfak, %20 servis, % 7.5 eglence ve %17.5
kruvaziyer deneyimi dikkate alinarak puan verilmektedir. Gemi
basina toplam puan 600 ile 2000 arasinda olmak (izere 1'den 6
yildiza kadar siniflandirma yapilabilmektedir (Bezic ve Vojvodic
:2010: 21-22).

8.2. DUNYADA VE AVRUPA
8.1. CRUISE TOURISM THROUGH;|

1970 ve 1980 vyillan arasinda kruvaziyer turizmi
acisindan orta diizeyde gelisme yasanmis ve 1970 yilinda
500.000 civarindaki yolcu sayisi 1980'de 1.400.000 ve
1990'da ise 3.800.000 yolcuya ulasmistir. 1990 yilindan
itibaren Avrupa, Asya ve Okyanusya destinasyonlari ile
kruvaziver turizmi yiksek dlzeyde gelisme go6stermistir.
GUndmizde gemiler farkh vyas, (lke ve sosyoekonomik
profilden yolculari cekebilmektedir. Eskiden harcama dizeyi
cok yiksek kisilerin talep ettigi kruvaziyer turizmi glinimizde
farkli blitcelere de hizmet verebilmektedir. Kruvaziyer turizmi
klresel bakis acisini temsil etmekte, fiziksel anlamda hareket
serbestligi, uluslararasi sermayenin her yerde ve zamanda
glindeme gelebilecegini, farkh milliyetten bircok personelin
istihdam edilebilecegini ortaya koymaktadir (Brida, J.G. ve
Zapata, S. (2010). “Economic Impacts of Cruise Tourism: The
Case of Costa Rica”, Anatolia: An International Journal of
Tourism and Hospitality Research, 21 (2): 322-323)

Dinyada kruvaziyer gemilerinin Karayipler, Akdeniz,
Alaska ve Bahamalar gibi geleneksel destinasyonlarin
yanisira “daha yeni, egzotik ve kesfedilmemis” yaklasik 2000
destinasyonu ziyaret ettikleri tahmin edilmektedir. Ornegin
Avustralya ve Yeni Zelanda gerek yolcularin talebi agisindan
ve gerekse altyapi ve destinasyon gelisimi acisindan hizl bir
blylime gostermektedir. Avustralyalilarin en cok talep ettigi
destinasyonlar Guney Pasifik, Avustralya ve Yeni Zelanda'drr.
Takiben Avrupa ve Asya gelmektedir (Dowling 2011: 118)

e o

Dinyanin en blytk kruvaziyer birligi “Uluslararasi
Kruvaziyer Sirketler Birligi (CLIA) 2014 verilerine gore CLIAnIN

The price of one-week travels varies betweeen 1500
US Dollars and 9000 US Dollars based on the destination, time,
program, cabin and board type, ship type. While passengers
wander around by bus for 1 day in the “port of call” application,
they accommodate in the destination and spend more money
in the “port of embarkation and disembarkation” application.
(http://www.denizhaber.com.tr/deniz-turizmi/39723/cruise-
sektor-yolcu-kruvaziyer-luks-gemi-seyahat.html:  date  of

access:08.03.2012).
Ship Classification

In the classification of the cruise ships, usually Berlitz
criteria used. Accordingly, points are given by considering 25%
the ship, 15% accommodation, 15% kitchen, 20% service,
7.5% entertainment and 17.5% cruise experience. Total points
are between 600 and 2000 per ship and classification can be
made from 1 to 6 stars (Bezic and Vojvodic :2010: 21-22).

‘DA KRUVAZIYER TURIZMi
DUT THE WORLD AND IN TURKEY

There was a medium level of improvement in
cruise tourism between 1970 and 1980 and the number of
passengers which was around 500.000 in 1970 reached up
to 1.400.000 passengers in 1980 and 3.800.000 passengers
in 1990. Cruise tourism had high level of improvement along
with Europe, Asia and Oceania destinations as of 1990. Today,
ships are able to attract passengers at different ages, from
different countries and socioeconomic profiles. Cruise tourism
which was demanded by people with too high spending level
is able to serve for different budgets today. Cruise tourism
represents global perspective, and the freedom of physical
movement presents that international capital can be brought
to agenda everywhere and every time, many personnel can
be employed from different nationalities (Brida, J.G. ve Zapata,
S. (2010). “Economic Impacts of Cruise Tourism: The Case of
Costa Rica’, Anatolia: An International Journal of Tourism and
Hospitality Research, 21 (2): 322-323)

Apart from the traditional destinations like
Carribbeans, the Mediterranean, Alaska and Bahamas, it is
estimated that the cruise ships visit approximately 2000
“newer, exotic and undiscovered” destinations in the world.
For example, Australia and New Zealand grow fast in terms of
both the demand of the passengers and the infrastructure and
destination improvement. Southern Pacific, Australia and New
Zealan are among the destinations that are most frequently
demanded by Australians. And, they are followed by Europe
and Asia (Dowling 2011: 118)

Based on the data of the biggest cruise association
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blinyesinde 2013 yil itibariyle 393 gemi ve 447.939 yatak
bulunmaktayken, 2014 vili itibariyle kapasite 410 gemi ve
467.629 yatak olmustur. 2013-2014 doneminde kruvaziyer
endUstrisine yapilan yatinm miktari 7.2 milyar ABD Dolar
olarak gerceklesmis, yine ayni ddnemde 34.000 kisilik kapasite
artinmiyla 30 yeni gemi birlige dahil edilmistir.2015-2018
dénemi icin 54.000 kisilik kapasiteyi iceren 20 geminin daha
birlige dahil olmasi planlanmaktadir (CLIA 2014 State of the
Cruise Industry Report.

Tablo 8.1: Yeni Kruvaziyer Gemilerine Ait Detaylar

of the world “Cruise Lines International Association” (CLIA)
regarding the year 2014, while there were 393 ships and
447.939 beds within CLIA as of 2013, the capacity increased
to 410 ships and 467.629 beds as of 2014. The amount of
investment made to the cruise industry in 2013-2014 was
7.2 billion US Dollars and 30 new ships were included in
the association with an increase in the capacity for 34.000
persons. It is intended to include 20 ships which contain a
capacity for 54.000 persons for 2015-2018 (CLIA 2014 State
of the Cruise Industry Report.)

Table 8.1: Details regarding to the new cruise ships

2014: 16 Gemi - 3.9 Milyar $ Yatinm / 2014: 16 Ships - 3.9 Billions $ Investment

Sirket / Company Gemi / Ship Yolcu kapasitesi / Passenger capacity
AMA Waterways AmaReina 164
AMA Waterways AmaSonata 164
Avalon Waterways Avalon Illumination 166
Avalon Waterways Avalon Impression 166
Avalon Waterways Avalon Poetry I 128
Costa Cruises Costa Diadema 3700
Norwegian Cruise Line Norwegian Getaway 3969
Pearl Seas Cruises Pearl Mist 210
Princess Cruises Regal Princess 3560
Royal Caribbean International Quantum of the Seas 4180
Scenic Cruises Scenic Gem 126
Silversea Cruises Silver Discoverer (Pre-Owned) 120
Tauck River Cruising ms Inspire 130
Tauck River Cruising ms Savor 130
TUl Mein Schiff 3 2500
Uniworld Boutique River Cruise Collection S.S. Catherine 159
Toplam 19540

2015: 8 Gemi - 4.1 Milyar $ Yatinm / 2015: 8 Ships - 4.1 Billions $ Investment

Sirket / Company Gemi / Ship Yolcu kapasitesi / Passenger capacity
American Cruise Lines TBD 150-200 (2X)

AIDA Prima 3250

Compagnie du Ponant Le Lyrial 265

Norwegian Cruise Line Norwegian Escape 4200

P&0 Brittania 3611

Royal Caribbean International Anthem of the Seas 4180

TUl Mein Schiff 4 2500

Toplam 18006
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2016-2018: 12 Gemi - 7.9 Milyar $ Yatinm / 2016-2018: 12 Ships - 7.9 Billions $ Investment

Sirket / Company Gemi / Ship Yolcu kapasitesi / Passenger capacity
AIDA Daha sonra belirlenecek/ To be specified 3250

American Cruise Lines Daha sonra belirlenecek/ To be specified Daha sonra belirlenecek (2X)
Carnival Cruise Lines Carnival Vista 4000

Holland America Line Pinnacle Class 2660

Norwegian Cruise Line Norwegian Bliss (Breakaway) 4200

Regent Seven Seas Cruises Seven Seas Explorer 738

Royal Caribbean International Oasis Class 3 5400 (2X)

Royal Caribbean International Quantum Class 4180

Seabourn Cruise Line Daha sonra belirlenecek /To be specified Daha sonra belirlenecek
Star Cruises Daha sonra belirlenecek/ To be specified 3364

Toplam 33192

Kaynak:http://www.cruising.org/vacation/news/press_releases/2014/01/state-
cruise-industry-2014-global-growth-passenger-numbers-and-product-o: Erisim
Tarihi:14.01.2015.

Source:http://www.cruising.org/vacation/news/press_releases/2014/01/state-
cruise-industry-2014-global-growth-passenger-numbers-and-product-o: Date of
access:14.01.2015.

Tablo 8.2: Kruvaziyer Gemilerinin Kiiresel Seyahat Giizergahlan itibariyle Oransal

Table 8.2: Percentage distribution of cruise ships as of the global travel

Dagilimlari (2013-2014) routes (2013-2014)
Bélge / Region 2013 2014
Karayipler % 34.4 %373
Akdeniz % 21.7 % 18.9
Diger Bolgeler % 15.8 % 14.5
Avrupa % 10.9 %111
Avustralya %5 % 5.9
Alaska % 4.8 % 4.5
Glney Amerika % 3.9 % 3.3
Asya % 3.4 % 4.4

Kaynak:CLIA 2014 State of the Cruise Industry Report.

Kruvaziyer turizmi en hizli bliyliyen pazarlardan bir tanesidir.
1980 yilindan bu yana villik yolcu artis orani yaklasik olarak %
7.2 seviyesinde gerceklesmistir. Gemilerde ortalama ortalama
kalis stresi 7.2 civarindadir.2014 yih itibariyle en cok talep
edilen bélge % 37.3'ltk bir oranla Karayipler ve Bahamalar
olmustur.Gemilerin kapasite kullanimlari % 100 oraninda
gerceklesme gostermistir (Kaynak: Florida-Caribbean Cruise
Association, Cruise Industry Overview 2014: 3-4).2014
vili itibariyle kruvaziyer yolcular dinya genelinde kisibasi
ortalama 2123 Amerikan Dolar diizeyinde harcama yapmistir
(www.statista.com/statistics/270605/cruise-passengers-worl
dwide/:ErisimTarihi:12.01.2015)

Dinyada Kruvaziyer destinasyonlari baslica 2 ana ayrima
sahiptir; “Okyanus Seyahatleri” ve “Nehir Seyahatleri” (Deniz

Source:CLIA 2014 State of the Cruise Industry Report.

Cruise tourism is one of the fastest growing markets. The rate
of passengers has been increased 7.2% per year since 1980.
Mean stay time in the ships is around 7.2. The most frequently
demanded regions were Caribbeans and Bahamas by 37.3%
as of 2014. The capacity usage of the ships were performed
at 100% (Source: Florida-Caribbean Cruise Association, Cruise
Industry Overview 2014: 3-4). Cruise passengers spent 2123
United States Dollars per capita on average throughout the
world as of 2014 (www.statista.com/statistics/270605/
cruise-passengers-worldwide/:€risimTarihi:12.01.2015)

Cruise destinations are mainly distinguished as “Ocean
Travels” and “River Travels” in the world (Directorate General
of Maritime Trade, Cruise Sector Report 2013:25);
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Ticareti Genel Midurligd, Kruvaziyer Sektor Raporu 2013:25);

Okyanus Seyahatleri bdlge olarak 12 ana bashk altinda
gosterilebilir;

1.Akdeniz
1.1. Dogu Akdeniz
1.2.Bati Akdeniz

2. Kuzey Avrupa
2.1. Kuzey Avrupa
2.2. Baltik
2.3. Norvec Fiyordlari

3. Karayipler
3.1. Dogu Karayipler
3.2. Gliney Karayipler
3.3. Bati Karayipler

4. Atlantik Adalan

5. Alaska Bolgesi

6. ingiltere Adalari

7. Arap Korfezi

8. Antartika

9. Asya

10. Hawai

11. Bermuda

12. Avustralya/Yeni Zelanda

Nehir Seyahatleri ise; Avrupa'daki Ren, Sen ve Tuna nebhirleri,
Giney Amerika'da Amazon, Kuzey Amerika'da Missisipi,
Afrika’da Nil nehirlerinde yapilan gezilerdir (Deniz Ticareti
Genel Midurliga, Kruvaziyer Sektor Raporu 2013: 25).

Uluslararasi Kruvaziyer Sirketler Birligi (CLIA) verilerine gore
pazarda en hizh blylime gosteren Avustralya kruvaziyer
yolcu sayisi 2012 yilinda 694.062 kisiye, 2013 vyilinda ise
%20Q'lik artisla 833.348 kisiye ulasmis olup, 2016 yilinda ise
bu sayinin 1 milyon kisiye ulasmasi beklenmektedir (www.
cruisedownunder.com (Annual Report 2013-2014) :Erisim
Tarihi:12.01.2015)

Uluslararasi Kruvaziyer Sirketler Birligi (CLIA) Gyeleri ve birlikte
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Ocean Travels can be listed under 12 main titles in region;
1. Mediterranean
1.1. Eastern Mediterranean
1.2. Western Mediterranean
2. North Europe
2.1. North Europe
2.2. Baltic
2.3. Norvec Fiyordiari
3. Caribbeans
3.1. Eastern Caribbeans
3.2. Southern Caribbeans
3.3. Western Caribbeans
4. Atlantik Adalari
5. Alaska Region
6. ingiltere Adalar
7. Arab Gulf
8. Antartica
9. Asia
10. Hawai
11. Bermuda
12. Australis/New Zealand

River Travels, on the other hand, are the trips made in Rhine,
Seine and Danube rivers in Europe, Amazon River in South
America, Missisipi River in North America, and Nile River in
Africa (Directorate General of Maritime Trade, Cruise Sector
Report 2013: 25).

The number of Australian cruise passengers which
demonstrated the fastest growth in the market based on
the data of the Cruise Lines International Association (CLIA)
reached up to 694.062 people in 2012, and to 833.348
people by 20% increase in in 2013, and it is expected to reach
up to 1 million people by 2016 (www.cruisedownunder.com
(Annual Report 2013-2014) :Date of Access:12.01.2015)

Members of the Cruise Lines International Association (CLIA)
and the travel agencies that they work with asserted the
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calistiklari seyahat acentelerince 2014 yili itibariyle gemilerde
iletisim maliyetlerini azaltmak adina mevcut teknolojilerin
ivilestiriimesi ve bu sayede yolculara daha etkili hizmetlerin
verilmesi, 6zellikle Y kusagindan gelen yeni jenerasyondan
ilk kez seyahat edeceklerin sayisinda artis, cok jenerasyonlu
pazarlarda, sosyal/liye gruplarinda, egzotik seyahatlerde ve
sicak destinayonlara olan talepte artis gibi gelismeleri daha 6n
plana cikan konular olarak belirtilmistir.

(http://www.cruising.org/vacation/news/press_
releases/2014/01/state-cruise-industry-2014-global-
growth-passenger-numbers-and-production: Erisim
Tarihi:14.01.2015).

Uluslararasi Kruvaziyer Sirketler Birligi (CLIA) Gyeleri dlinya
kruvaziyver gemi kapasitesinin % 95'ini kapsamakta olup,
dinya genelinde birlikte calistiklari 13500 seyahat acentesi
toplamda 50000 acenteye ulasmakta, liman otoriteleri,
destinasyon yonetimleri, kruvaziyer endistrisi tedarikgileri
diizeyinde isbirliginde bulundugu 250 paydasi mevcuttur. CLIA
Uyelerinin ekonomik agidan etkisi 6zetle; dinya genelinde
100 milyar Dolarlik ekonomik etki, diinya capinda 33 milyar
Dolar seviyesinde édenen (icretler, diinya genelinde 775.000
kisiye is imkani, 42 milyar ABD Dolar Amerikan ekonomisine
katki, 17.4 milyar ABD Dolar Amerika'da 6denen (cretlere
katki ve Amerikan ekonomisinde 356.000 is katkisi olarak
ifade edilebilir (2014 CLIA Annual State of the Industry Press
Conference & Media Marketplace).

enhancement of the available technologies and thus providing
the passengers with more effective services, the increase in
the number of those travelling for the first time from the Y
generation in particular, the increase in the demand in markets
with multiple generations, social/member groups, exotic trips
and hot destinations as the prevailing matters to reduce the
costs of communication in the ships as of 2014.

(http://www.cruising.org/vacation/news/press_
releases/2014/01/state-cruise-industry-2014-global-
growth-passenger-numbers-and-production: Date of
access:14.01.2015).

Members of the Cruise Lines International Association (CLIA)
cover 95% of the global cruise ship capacity, and the 13500
travel agencies that they work together with reach to total
50000 agencies, and have 250 stakeholders in collaboration
at the level of port authorities, destination managements,
and cruise industry suppliers. The effect of CLIA members
in economic terms can be briefly explained as the fees paid
worldwide at 33 billion Dollars, economical effect of about 100
billion US dollars throughout the world, job opportunities for
775.000 people throughout the world, 42 billion US dollars’
contribution to the US economy, 17.4 billion USD contribution
to the fees paid in the USA and 356.000 job contributions
to the US economy (2014 CLIA Annual State of the Industry
Press Conference & Media Marketplace).

8.3. AKDENiZ CANAGINDA KRUVAZIYER TURiZMi
8.3. CRUISE TOURISM IN THE MEDITERRANEAN BOWL

Bazi istisnai limanlar haricinde Akdeniz canagindaki
limanlarin ddzeylerinin ve kruvaziyer turizmine yonelik alt
yapilarinin yeterli oldugu sdylenebilir. Bahsi gecen bélgedeki
limanlarin mevcut ve yeni projeleri gelistirmeye calistiklan
bilinmektedir. Bazen yasanan lojistik, finansal ve politik
sorunlar kruvaziyer sirketlerini hayal kirikhgina ugratmaktadir.
Kruvaziyer gemileri Amerika'dan baslayip, soguk denizlere
ardindan da Akdeniz'e seyahatler diizenlemeye baslamislardir.
Akdeniz ¢anagi iliml iklimi ve sahip oldugu dogasiyla 12 ay
turizm yapmaya miusait bir konumdadir. Kruvaziyer turizmi
anlaminda Yunanistan, Dogu Akdeniz ve Karadeniz (lkeleri
onemli bir potansiyele sahiptir. Akdeniz ¢anagindaki gemiler
acisindan seyahat paketi ortalama 8 giin iken, Kuzey Avrupa
ve Baltik icin 9 glinddir.

Hareket ve ziyaret edilen limanlar acisindan Akdeniz
canagi 4 alan seklinde disunlebilir;

-Bati Akdeniz (% 54'1ik pay)
-Adriyatik (% 11'lik pay)

-Dogu Akdeniz (% 34'lik pay)

Except for some exceptional ports, it can be said
that the levels of the ports and infrastructures regarding
cruise tourism in the Mediterranean bowl are sufficient. It is
known that the ports in that region try to develop current
and new projects. Sometimes, logistic, financial and political
problems frustrate cruise companies. Cruise ships have started
to organize travels from the United States of America to cold
seas and then to the Mediterranean. The Mediterranean bowl!
is available for tourism for 12 months thanks to its temperate
climate and the nature that it possesses. Greece, East
Mediterranean and the Black Sea have significant potential
for cruise tourism. While travel package for the ships in the
Mediterranean bowl is 8 days on average, it is 9 days for North
Europe and the Baltic.

The Mediterranean bowl! can be considered in 4 areas
in terms of the ports of departure and visit;

-West Mediterranean (54% share)
-Adriatic (11% share)

-East Mediterranean (34% share)
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-Rusya,Ukrayna, Tirkiye, Romanya ve Bulgaristan
limanlarn (%21'lik pay)

Akdeniz canaginda kruvaziyer turizminin daha da
gelisebilmesi adina; limanlarin kapasiteleri gemilerin artan
kapasitelerine uyumlu hale getirilmelidir. Akdeniz canagindaki
kruvaziyer sirketleri ve kruvaziyer limanlari arasinda surekli
ve uzun donemli isbirlikleri gelistirilmelidir. Kis dénemlerinde
saglanacak fiyat indirimleri ve stirekli tanitimlarla tim yil stiren
kruvaziyer paketleri planlanmalidir. Sik seyahat eden yolculara
yeni Uriinler sunulurken, yeni limanlar icin temali kruvaziyer,
macera seyahatleri ve diger konularla uzmanlasilmis farkli
urdnlerin tanitimi yapilmalidir. Akdeniz Kruvaziyer Limanlari
Birligi gibi olusumlar icerisinde daha etkili tanitim, taraflar
arasinda isbirligi, istatistiki calismalarin yapilmasi ve paylasimi,
ortak pazarlama yoluyla sinerji yaratmak gerekmektedir
(Kaynak:Bezic, H. ve Vojvodic, K.(2010). “Towards Improving
Destination Port Status”, Tourism & Hospitality Management
2010 Conference Proceedings, 22-24).

-Russian, Ukranian, Turkish, Romanian and Bulgarian
ports (1% share)

For further improvement of cruise tourism in the
Mediterranean bowl, the port capacities should be harmonized
with the increasing capacities of the ships. Continuous and
long term collaboration should be developed between the
cruise companies and cruise ports in the Mediterranean bowl.
Cruise packages should be planned by price discounts and
continuous promotions to be offered in the winter season.
While frequently travelling passengers are offered new
products, theme cruise, adventure travels and several products
specialized in other matters should be promoted for the new
ports. It is necessary to create synergy through more effective
promotion within the foundations such as the Mediterranean
Cruise Ports Association, collaboration between the parties,
performing and sharing statistical studies, and common
marketing (Source:Bezic, H. ve Vojvodic, K.(2010). “Towards
Improving Destination Port Status’, Tourism & Hospitality
Management 2010 Conference Proceedings, 22-24).

8.4. TURKIYE'DE KRUVAZIYER TURIZMi
8.4. CRUISE TOURISM IN TURKEY

Ulkemizde seyahat eden gemiler énceleri Kusadasina
ugrarken, son vyillarda ozellikle istanbul, izmir, Marmaris,
Bodrum, Alanya, Antalya ve Canakkale'de de kruvaziyer turizmi
anlaminda yogunluk yasanmaya baslamistir.

(http://www.haberturizm.com/News/
Festival/11122011/Kruvaziyer-Turizmin-devleri-
Istanbulda-agirlandi.php:erisimtarihi:08.03.2012).

Ulkemizde kruvaziyer turizminin heniliz tam olarak
gelisememesinin en biyik nedeni olarak yeterli limanlarin
olmamasi gosterilmektedir.

Kusadasi limanina kruvaziyer gemileriyle gelen yolcu
sayisi 2013 yili itibariyle (yaklasik olarak) 577.000 kisi, izmir
486.000 kisi ve istanbul 690.000 kisi olmustur. Ulkemize
gelen kruvaziyer yolcularinin % 80'i bahsi gecen bu 3 ilde
toplanmaktadir (Kaynak: Deniz Ticareti Genel Mudirliga,
Kruvaziyer Sektdr Raporu 2013: 4,5). Sadece izmire 2004-
2012 yillar arasinda toplam 2.672.841 kruvaziyer yolcusu
gelmistir.

Transit limanda kruvaziyer yolcusu kisibasi 120 ABD
Dolari, ana limanda 150 ABD Dolar, kruvaziyer tayfasi ise
glnlik ortalama 70 ABD Dolari harcama yapmaktadir. 2013
yilinda llkemizi ziyaret eden kruvaziyer yolcu sayisi 2.2 milyon
kisidir

(Kaynak: www.tursab.org.tr/tr/istatistikler/arastirma-raporlari/tursab-turkiye-
kruvaziyer-turizmi-raporu_1076.html:€Erisim Tarihi:12.01.2015)

While the ships travelling in our country used to stop
by Kusadasi, there has been intense cruise tourism particularly
in Istanbul, Izmir, Marmaris, Bodrum, Alanya, Antalya and
Canakkale in the recent years.

(http://www.haberturizm.com/News/
Festival/11122011/Kruvaziyer-Turizmin-devleri-
Istanbulda-agirlandi.php:erisimtarihi:08.03.2012).

The biggest reason why cruise tourism could not fully
improve in our country is because the number of ports are not
sufficient.

The number of incoming tourists by cruise ships
reached up to (approximately) 577.000 people to Kusadasi
port, 486.000 people to Izmir and 690.000 people to
Istanbul by 2013. 80% of the cruise passengers that arrive
in our country gather in these abovementioned three cities
(Source: Directorate General of Maritime Trade, Cruise Sector
Report 2013: 4,5). Only Izmir received total 2.672.841 cruise
passengers between 2004 and 2012.

The cruise passenger per capita spends USD 120
in the transit port, USD 150 in the main port while cruise
crew spends USD 70 in daily average. The number of cruise
passengers who visited our country in 2013 is 2.2 million
people

(Source: www.tursab.org.tr/tr/istatistikler/arastirma-raporlari/tursab-turkiye-kruvaziyer-
turizmi-raporu_1076.html: Date of Access:12.01.2015)
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Tablo 8.3: Acente istatistikleri

Table 8.3: Agency statistics

Yetki Belgesi Talebinde Bulunan Acente Sayisi No. of agencies applied for an authorization certificate 1025
Yetkilendirilen Acente Sayisi No. of authorized agencies 917
islemi Devam Eden Acente Sayisi No. of agencies with on-going transactions 45
Belgesi Askiya Alinan Acente Sayisi No. of agencies with suspended certificates 150
Yetki Belgesi iptal Edilen Acente Sayisi No. of agencies with cancelled authorization certificates 63
Yetkilendirilen Acente Subesi Sayisi No. of authorized agency branches 268
Yetkilendirilen Acente Personeli Sayisi No. of authorized agency personnel 2988

Kaynak: Deniz Ticareti Genel Miidiirliigii istatistik Bilgi Sistemi: Erisim
Tarihi:15.01.2015.

Ulkemize 2003-2013 Yillari arasinda gelen kruvaziyer
yolcu ve gemi sayilarinin yillara ve ayrica limanlara gore
dagihimlan su sekildedir;

Tablo 8.4: 2003-2013 Yillani Arasinda Ulkemize Gelen Kruvaziyer Yolcu ve Gemi
Sayilari.

Source: General Directorate of Sea Trade, Statistical Information System: Date of
access:15.01.2015.
Distribution of the cruise passenger and ship
quantities arrived to our country between 2003 and 2013 by
vears and by ports is as follows;

Table 8.4: Cruise Passenger and Ship Quantities arrived to our country between 2003 and
2013.

TURKIYE /

TURKEY 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013
YOLCU /

PASSENGER| 581.848 | 645.264 | 757.563 |1.016.314 | 1.368.400 |1.605.372 | 1.484.194 | 1.719.098 | 2.191.420 | 2.133.930 | 2.240.776
GEMi /

SHIP 887 927 1048 1317 1421 1612 1345 1368 1623 1685 1542

(Kaynak: Deniz Ticareti Genel Miidiirliigii, Kruvaziyer Sektdr Raporu 2013:30)

(Source: General Directorate of Sea Trade, Cruise Sector report 2013:30)

Grafik 8.1: 2003-2013 Yillani Arasinda Ulkemize GelenKruvaziyerYolcu ve Graphic 8.1: Cruise p ger and ship q ies arrived to our country between 2003
GemiSayilari and 2013
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Kaynak: Deniz Tic. Gen. Miid. Kruvaziyer Sektdor Raporu 2013.

Source: General Directorate of Sea Trade, Cruise Sector Report 2013.
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Table 8.5: No. of Cruise passengers arrived to our ports by years Tablo 8.5: Yillara Gére Li imiza Gelen Kruvaziyer Yolcu Sayilari

SIRALMA/

RANK

ISTANBUL 200.079 | 114.390 | 176.768 273553 | 422896 | 489544 | 476541 | 508.246 | 627.897 | 596.027 689.417
KUSADASI 225330 | 221417 | 301.105 368,696 | 466677 | 518872 | 462.746 | 493911 | 662456 | 564317 577685
iZMiR 3.271 75534 | 66.285 184797 | 287357 | 318451 | 315454 | 378266 | 493533 | 552.764 | 486.493
ANTALYA 48012 51.049 30424 13.015 15.680 25.057 12549 | 103859 | 127.250 | 159430 163575
MARMARIS 32977 74753 | 83.094 65.265 60039 | 101874 | 81472 | 146531 | 170021 | 110279 | 152685
BODRUM 15416 33231 8921 10478 9.892 52.862 38414 31.700 46,031 52.832 28.546
ALANYA 30.737 56139 70190 80.440 93.937 57.000 50.285 1071 22324 25.743 40.843
TRABZON 3.204 3.816 4351 4.845 2.950 4813 7.369 7.952 6.267 8.015 8115
DENiZLi 16.661 6.405 4444 3.990 2631 10424 6.592 15401 17.485 4.865 7.655
CESME 0 0 0 0 0 1819 817 9.247 89 4787 62.741
CANAKKALE 3629 4191 7460 5.008 5.207 8776 8712 7670 4371 4184 7467
SiNOP 0 0 0 0 0 3136 7.861 7.098 4.088 3.708 7.460
FETHIYE 2.532 3682 3157 3.566 948 4217 2615 879 1975 1.969 1.067
SAMSUN 0 257 1.364 2.661 186 596 1524 825 208 1190 1.281
GULLUK 0 0 0 0 0 2.747 1172 279 1.692 1.079 476
GOCEK 0 0 0 0 0 1121 1532 2274 1.216 1.038 252
KAS 0 0 0 0 0 600 1341 1317 507 1.018 1152
BARTIN 0 0 0 0 0 957 941 555 208 882 2071
MERSIN 0 0 0 0 0 941 1.583 106 416 774 1381
TASUCU 0 0 0 0 0 18 440 201 805 709 0
ANAMUR 0 0 0 0 0 0 0 0 351 63 0
DATCA 0 0 0 0 0 207 1.041 778 0 0 0
ISKENDERUN 0 0 0 0 0 819 1.884 106 1.308 0 0
KEMER 0 0 0 0 0 37 0 602 0 0 0
MUDANYA 0 0 0 0 0 482 1.309 224 922 0 414
TOTAL/TOPLAM | 581.848 | 645.264 | 757563 | 1.016.314 |1.368400 | 1.605.372|1.484.194 |1.719.098 | 2191.420| 2133.930 | 2.240.776
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9. BOLUM DUNYADA VE TURKIYE'DE MEDIKAL TURIZM
PART 9: MEDICAL TOURISM IN THE WORLD AND TURKEY

9.1. DUNYADA MEDIKAL TURIZM
9.1. MEDICAL TOURISM IN THE WORLD

Calismanin bu kisminda bu Ulkelerden bir kismina
medikal turizm destinasyonu olarak basarili érnekleri temsil
eden ulkeler olarak, bir kismina da medikal turistlerin aslen
ikamet ettikleri ve tedavi olmak icin bir destinasyon arayisina
basladiklari bélgeler olarak yer verilecektir

Some of the countries will be included in this
study as the successful examples to the medical tourism
destinations and some others as the regions where medical
tourists officially reside and start for seeking destination for
to be treated.

9.1.1 Amerika'da Medikal Turizm Uygulamalar
9.1.1 Applications for Medical Tourism in the U.S.A.

2006 vyilinda Amerika'da medikal turizm ile ilgili
olarak ¢ ana konuyu kapsayan bir diizenleme Onerilmistir.
Uluslararasi akreditasyona artan ilgi, medikal turizm giderlerini
karsilayan bir sigorta diizenlemesi ve medikal amach seyahatin
onaylanmis destinasyon hastaneleriyle sinirlandiriimasi
olarak tanimlanan ve bu temel konulardaki dizenleme ile
medikal turizm kalitesinin kontrol altina alinabilecegini vaat
etmektedirler. Saglik hizmeti kalitesi, saglk hizmetinden
faydalanan ve faydalanacak herkes icin elbette onemlidir;
ancak ABD vatandaslariicin bu énemin sebebi kendi tilkelerinde

kalitenin en Gst diizeyde olmasiyla alakalidir.

JCI  tarafindan
hizmetlerinin kalitesi belgelendirilmis hastaneler dinyada

akreditasyon sistemiyle saglik
bircok Ulkede calismalarina devam etmektedir. Bu (lkeler:
Avusturya, Banglades, Brezilya, Sili, Cin, Kosta Rika, Kibris, Cek
Cumbhuriyeti, Danimarka, Misir, Etiyopya, Almanya, Hindistan,
Endonezya, irlanda, israil, italya, Urdiin, Suudi Arabistan,
Libnan Kralligi, Malezya, Meksika, Pakistan, Filipinler, Portekiz,
Katar, Singapur, ispanya, Gliney Kore, isvicre, Tayvan, Tayland,
Turkive ve Birlesik Arap Emirlikleri. JCI tarafindan kalitesi
onaylanmis bu llkelerden bircogu giinimiizde medikal turizm

destinasyonu olarak bilinen bolgelerdir.

A regulation covering three main issues regarding
the medical tourism in the U.S.A was proposed in 2006. That
regulation promise the quality of tourism can be taken under
control and covers the increasing interest in the international
accreditation, insurance regulation meeting the expenses of
the medical tourism and limiting the therapeutic travel with
the approved destination hospitals. Health care quality is
of course important for everyone who benefits and who to
benefit health care services but the reason of the importance
to U.S. citizens is related to the quality to be at the highest
level.

Hospitals of which the quality of health care services
have been certified by JCl in accordance with the accreditation
system continues to operate in many countries of the world.
These countries are as follows: Austria, Bangladesh, Brazil,
Chile, China, Costa Rica, Cyprus, Czech Republic, Denmark,
Egypt, Ethiopia, Germany, India, Indonesia, Ireland, Israel,
Italy, Jordan, Saudi Arabia, Lebanon Kingdom, Malaysia, Mexico
Pakistan, the Philippines, Portugal, Qatar, Singapore, Spain,
South Korea, Switzerland, Taiwan, Thailand, Turkey and United
Arab Emirates. Many of these countries of which the quality
has been approved by the JCl are the regions known as medical
tourism destination.

9.1.2 Avrupa’da Medikal Turizm Uygulamalan
9.1.2 Applications for Medical Tourism in Europe

Avrupa Birligi Uyesi Ulkelerin vatandaslari
hazirlanmis ve onlara Avrupa Birligi sinirlari icerisinde baska bir
Glkede tedavi olabilme hakki taniyan ve bu haklari aciklayan
mevcut bir Avrupa Birligi Komisyonu Direktifi vardir. Avrupa
Birligi sinirlariicinde hasta hareketliligi vatandaslik haklarinin bir

hastaya kendi Glkesi disinda bir (ilkedeki saghk hizmetlerinden

icin

AAn European Union Commission Directive is available
issued for the citizens of the countries that are members of
the European Union and give them the right to be treated in
another country within the boundaries of the European Union
and explaining those rights. The patient mobility within the
boundaries of the European Union to be accepted as the
citizenship right for the patients is a good example for a type
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faydalanma imkani sundugu bir medikal turizm tirinin
ornegidir. 2004 yilindan bu yana uygulanmakta olan Avrupa
Sigorta Karti uygulamasi ise, Norveg, izlanda, Liechtenstein ve
isvicre ile birlikte herhangi bir Avrupa Birligi (iyesi iilkede halka
sunulan saglk hizmetine kolayca ulasilabilmesini saglayan bir
sistem olusmasina yardim olmaktadir. Bu uygulamalarla birlikte
Avrupa uyesi Ulkeler arasinda da fiyat, tedaviye erisebilirlik ya
da kalite farkhliklarinin var olmasi da Avrupa Birligi icindeki
tlkeler arasinda hasta hareketliligini artirmaktadir. Ornegin;
Almanya'dan Polonya'va ve Avusturya'dan Macaristan’'a dental

tedavi icin seyahat eden bircok Avrupali vardir.

of medical tourism in which the right to benefit from health
care services at another country out of his own country can
be executed. The implementation of European Insurance Card
since 2004, helps the beneficiaries to reach the health care
services provided to the public easily in the boundaries of all
members of the European Union and also in Norway, Iceland,
Liechtenstein and Switzerland and contributes to formation
of a system that makes reaching to health care services
more easily. Along with those applications, price differences,
treatment accessibility and quality differences between the
member countries of the European Union enhances the patient
mobility between the countries covered by the boundaries of
the European Union. For example, there are many Europeans
traveling from Germany, Poland and Austria to Hungary to get
dental treatment.

9.1.3 Asya ve Medikal Turizm Uygulamalari
9.1.3 Asia and Medical Tourism Applications

Dinya capinda medikal turizm hareketliligi
degerlendirildiginde Asya, en ¢ok dikkat ceken ve sirekli olarak
gelisme gosteren bélgelerin basinda gelmektedir. Bélgede ver
alan Ulkelere medikal turizm penceresinden bakildiginda ise
Hindistan, Tayland, Singapur ve Malezya dikkat cekmektedir.
Hindistan'a her yil yaklasik 1.800.000 turist giderken Tayland
yilda yaklasik 5.000.000 turistle bolgede en cok turisti ceken
tlkelerden biridir (Kaosa-ard, 1994, s.1). Medikal turizmde
oncl tlkelerden biri de Malezya'dir.

Medikal turistlerin Malezya'yl secmeleri icin bircok
sebep bulunmaktadir. Malezya saglk sisteminde diger
ulkelerde yetistirilmis personel, distk fiyatlar, turistik
imkanlar olarak kumsallar, Malezya medikal turizmi igin
avantaj saglamaktadir. Malezya'va gelen medikal turistler,
dil hizmetleri, islemlerle ilgili bilginin saglanmasi, iyilesme
sirecinin uzunlugu, doktor seciminde, doktorlar ve sigorta
sirketleri arasi iletisim saglanmasinda, ucak biletlerinin
ayirtiimasinda, konaklama rezervasyonunda, vize islemleri
vb. konularinda rahathkla yardim alabilmektedir. Helal gida
dive etiketlendirilebilecek yiyecekler sunmasi ve islamiyet'e
dair uygulamalar ve geleneklere olan sayginin én plana
cikarilmasiyla Malezya, Mdusliman kitleleri medikal turist
olarak Ulkeye cekme konusunda diger boélgelerden bir adim
ondedir. Sonug olarak basta Hindistan olmak (zere Tayland,
Malezya, Singapur gibi tlkeelr basta fiyat avantaji olmak Gzere
bir cok avantajlari icinde barindirdigi icin Avrupa ve ABD'den
cok sayida hasta kabul etmektedirler. Medikal Turizmde en
belirleyici faktér yukarida bahsettigimiz gibi fiyattir. Ornegin
asagidaki tabloda da gdriilecegi lizere Hindistan ile ingiltere ve
ABD'deki medikal turizm kapsaminda operasyon maliyetlerine
bakildiginda Asya (lkelerinin fiyat acisinda ciddi anlamda bir
avantaji bulunmaktadir.

Considering the medical tourism mobility worldwide,
Asia is the one of the most improving and attention-grabbing
regions and even the leading. Considering the countries in the
region in terms of medical tourism, India, Thailand, Singapore
and Malaysia are noteworthy. About 1.800.000 tourists visit
India every year and Thailand with about 5 million tourists per
Vear is one of the most important countries drawing attention
in the region (Kaosa-ard, 1994, p.1). One of the leading
countries in medical treatment in the region is Malaysia.

There are many reasons for medical tourists to
choose Malaysia. Medical staff trained in other countries, low
prices, touristic opportunities and amenities and beautiful
beaches of Malaysia bring advantage to the health care
system of Malaysia. Medical tourists coming to Malaysia can
get help easily in issues such as language services, provision
of information in transactions, duration of treatment process,
physician selection, communication between physicians
and insurance companies, booking flight tickets, reservation
of accommodation and visa transactions etc. Malaysia, by
providing foods that can be labeled as Halal food and providing
applications of Islam and putting respect to traditions forward,
is one step ahead compared to the other regions in Asia in
attracting medical tourists. As a result, particularly India and
countries including Thailand, Malaysia and Singapore accept
admissions of many patients from U.S.A and Europe due to
those reasons including many advantages such as the price
advantage in the first place. The most decisive factor in medical
tourism is the price as mentioned above. For example, as can
be seen in the table below, Asian countries have a significant
advantage in prices when compared to the operating costs of
India, United Kingdom and U.S.A. in terms of medical tourism.
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Tablo 9.1: Yurtdisindan gelen hastalarin sehirlere dagilimi

Tibbi islemler/

Medical process

ingiltere (USS)/
United Kingdom (USS$)

Table 9.1: international patients according to the cities

Hindistan (US$)/
India (US$)

Kalca protezi ameliyati Hip prosthesis surgery 14.000 6.190
Koroner bypass Coronary bypass 24.544 7.044
Yag aldirma Liposuction 5.250 2.476
GOgUls blyltme Breast augmentation 7.613 2.972
Yz gerdirme Facelift 11.813 3.750
Karin gerdirme Abdominoplasty 8.418 3.001
Dis implantlari Dental implants 3.500 963

islem / Amerika (USS)/ Hindistan (US$)/
Process America (US$) India(US$)
Bypass Bypass 41.000 5.000
Karaciger nakli Liver transplantation 300.000 30.000
Radyografi Radiography 10.000 2.000
Dis implantlari Dental implants 3.500 900

Kaynak: Rollyson 2010, s.28

9.2. Tiirkiye'de Medikal Turizm
9.2. Medical Tourism in Turkey

Source: Rollyson 2010, s.28

Kaltir ve Turizm Bakanhgi'min saghk turizmi icin
yaptigl tanimlamada kullandig! “tedavi icin yapilan seyahatler”
tanimlamasindan; Turkiye'de saglik turizmi dendiginde medikal
turizmi anlasiimaktadir. 2008 yilinda saglik sektériinde 6zel
isletmelerce sunulan saglhk hizmetinden faydalanan 56.276
yabanci hastaya karsin kamu hastanelerinde 17.817 medikal
turist tedavi olmustur. Bu rakamlar 2010 yilinda ézel sektérin
77.003,kamusaglik sektoriniinise 32.675 medikal turist olarak
kaydedilmistir. Kamu ve dzel saglik sektdrtintin her ikisinin de
medikal turizm araciligiyla tedavi ettigi hasta sayisinda bir artis
vardir. Asagidaki tabloda (lkemize gelen gelen uluslararasi
hastalarin illere gore dagilimini géstermektedir.

Tablo 9.1: Amerika, ingiltere ve Hindistan'daki Bazi Tibbi islemlerin Maliyetlerinin
Karsilastirmasi

From the “travels for treatment purposes” definition
used by Ministry of Culture and Tourism for the health tourism;
when health tourism is stated in Turkey, this means medical
tourism. In 2008, 17.817 medical tourists are treated at
state hospitals in contrast to 56.276 foreign patients who
have benefited from the health services provided by private
enterprises in health sector. These numbers are recorded as
77.003 in private sector in 2010 and 32.675 medical tourists
in public health sector. There is an increase in the number of
treated patients in both the public and private health sectors
via medical tourism. In the below mentioned table, distribution
of the international patients coming to our country according
to the cities.

Table 9.1: Comparison of Some Medical Process Costs in America, United Kingdom and
India

iller / Cities | Say1/Quantity
Antalya 87167
istanbul 68842
Ankara 18926
Kocaeli 14101
izmir 13925

iller / Cities | Sayi/Quantity
Mugla 13183
Aydin 7128
Karaman 4590
Adana 4031
Sakarya 3493
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10. BOLUM: OCAK-KASIM 2014 DONEMINDE ACILAN VE KAPANAN
SiRKET SAYISI
PART 10: NUMBER OF THE FOUNDED AND CLOSED-DOWN COMPANIES
BETWEEN JANUARY AND NOVEMBER 2014
10.1. FAALIYET ALANLARINA VE YAPILARINA GORE ACILAN VE KAPANAN SiRKETLER

10.1. FOUNDED AND CLOSED COMPANIES ACCORDING TO THEIR AREAS OF ACTIVITY
AND STRUCTURES

Turkiye'de 2014 wyilinin ilk 11 ayhk déneminde
(Ocak-Kasim) agilan ve kapanan sirket sayisi, Tirkiye Odalar
ve Borsalar Birligi (TOBB), 2014 Kasim Ayina Ait Kurulan ve
Kapanan Sirket istatistikleri Haber Biilteni'nden derlenmistir.
Buna gore ilgili dénem icerisinde toplam 53.329 sirket ve
kooperatif, 62.261 gercek kisi ticaret isletmesi kurulusu
gerceklesmistir. Kapanan sirket ve kooperatiflerin toplami

13.261, gercek kisi ticaret isletmesi sayisiise 18.991 olmustur.

Grafik 10.1: Aylara Gore Kurulan Sirket Sayilan

In the first 11 months of 2014 (January-November),
the number of founded and closed down companies in Turkey
is collected from the Founded and Closed Down Company
Statistics News Bulletin of 2014 November of the Union
of Chambers and Commodity Exchanges of Turkey (TOBB).
Accordingly, a total number of 53.329 companies and
cooperatives and 62.261 real entity commercial enterprises
are founded within the relevant period. The total number of
the closed down companies and cooperatives is 13.261 and
real entity commercial enterprises is 18.991.
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2014 yihinda, bir énceki yilin Ocak-Kasim dénemine
gore kurulan sirket sayisinda % 17,13; kooperatif sayisinda
% 8,73 ve gercek kisi ticari isletmesi sayisinda % 18,89
oranlarinda artis yasanmistir. Buna karsilik, ayni donem icinde
kapanan sirket sayisi % 11,04 ve kapanan kooperatif sayisi
% 4,78 oranlarinda gerileme yasanirken, kapanan gercek kisi

ticari isletme sayisinda % 6,30 oraninda artis olmustur.
Garfik 10.2: Aylara Gore Kapanan Sirket Sayilari

In 2014, 17,13% increase in the number of founded
companies, 8,73% in the number of cooperatives and 18,89%
in the real entity commercial enterprises occurred when
compared to the January-November period of the previous
vear. In contrary, while there is a regression in the number
of the closed down companies as 11,04% and in the number
of closed down cooepratives as 4,78% in the same period; an
increase of 6,30% has occurred in the number of the closed
down real entity commercial enterprises.

Graphic 10.2: No. of companies closed-down by months
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Kaynak:Tiirkive Odalar ve Borsalar Birligi (TOBB), 2014 Kasim Ayina Ait Kurulan ve
Kapanan Sirket Istatistikleri Haber Biilteni

Hem sirket, hem de gercek kisi ticari isletmeleri
acisindan en fazla yeni kurulusun“Toptan ve Perakende Ticaret;
Motorlu Kara Tasitlarinin ve Motosikletlerin Onarimi” faaliyet
alaninda gerceklestirildigi dikkat cekmektedir. Bu faaliyet
alani, ayni zamanda en fazla kapanisin gerceklestigi alan
konumundadir. Ocak-Kasim 2014 déneminde “Konaklama ve
Yiyecek Hizmeti Faaliyetleri” alaninda toplam 2.675 yeni sirket
kurulusu gerceklestirilmis, 399 kapanis gerceklestirilmistir.
Ayni faaliyet alaninda gercek kisilere ait ticari isletmelerin
3.322 acilis, 1.251 kapanis gerceklestirdigi gortlmektedir.
“Konaklama ve Yiyecek Hizmeti Faaliyetleri” alani, gerek
sirket ortaklari ve gerekse gercek kisiler acisindan en cazip 5.
yatinm alani olarak kabul edilmistir. Rekreasyon olarak kabul
edilebilecek olan faaliyetleri iceren “Klltlr, Sanat, Eglence,
Dinlence ve Spor” alaninda, ayni dénem icerisinde 337 sirket
acihisi ve 72 kapanis; 435 gercek kisi isletmesi acilisi ve 179

kapanisi yapildigi kaydedilmistir.

Source: Turkish Union of Chambers and commodity exchanges (TOBB), News Bulletin of
Company statistics for established and closed down companies in 2014 November

In terms of both companies and the real entity
commercial enterprises; it draws attraction that most of the
new companies have opened in the area of “Wholesale and
Retail Trade; Repair of Motorized land vehicles and motorcycles”
activity. This area of activity is also the area in which most of
the closed down companies take place. In the period of January-
November 2014; totally 2.675 new company foundations
in “Accommodation and Food and Beverage Activities” are
performed and 399 companies are closed down in the same
sector. In the same area of activity; it can be observed
that the number of foundation of real entity commercial
enterprises is 3.322 and 1.251 companies are closed down.
“Accommodation and Food and Beverage Activities” sector
is accepted as the most attracting 5th investment area both
by the company partners and the real entities. The area of
“Culture, Art, Entertainment, Leisure and Sports” activities that
consist of the activities that can be accepted as recreation,
337 company establishments and 72 close-downs, 435 real
entity commercial enterprises foundation and 179 closed
downs are recorded within the same period.
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Tablo 10.1: Tiirkiye'de Ocak-Kasim 2014 Déneminde Acilan ve Kapanan Sirket Sayisi Table 10.1: No. of founded and closed down companies in Turkey bwteen January and
(Faaliyet Alani ve Yapisina Gore) November 2014 (according to their areas of activity and their structure)

OCAK-KASIM 2014/

P . . . . .o JANUARY-NOVEMBER 2014
Iktisadi Faaliyetler / Financial activities _
; Ger.Kis.Tic.Isl./ Real
Sirket/ Compan > >
Genel Toplam / General Total > L P
Kurulan | Kapanan/ Kurulan | Kapanan/
Founded | Closed-down | Founded | Closed-down
Tarnim, ormancilik ve balikgilik / 887 224 261 97
Agriculture, forestry and fishery
Madencilik ve tas ocakgiligl / 395 70 87 52
Mining and quarrying
imalat / Production 7.481 1925 6.013 1.826
Elektrik, gaz, buhar ve iklimlendirme Gretimi ve dagitimi /
Electricity, gas, steam and ventilation product and distribution 1623 117 47 11
Su temini; kanalizasyon, atik yonetimi ve iyilestirme faaliyetleri /
Water supply, canalization, waste management and recovery activities 175 19 80 17
insaat / Construction 9174 2.716 11118 2.522
Toptan ve perakende ticaret; motorlu kara tasitlarinin ve motosikletlerin onarimi / 15.230 4470 30.890 9.185

Wholesale and retail trade, repair of motorized land vehicles and motorcycles

Ulastirma ve depolama / Transportation and storage 2445 637 3.427 1342
Konaklama ve yiyecek hizmeti faaliyetleri /

Accomodation and food services activities 2.675 399 3.322 1251
Bilgi ve iletisim / Information and communication 1942 307 769 282
Finans ve sigorta faaliyetleri / Finance and insurance activities 584 176 254 282
Gayrimenkul faaliyetleri / Real estate activities 1.019 198 892 384
Mesleki, bilimsel ve teknik faaliyetler / 4,609 847 2.036 688

Occupational, scientific and technical activities

idari ve destek hizmet faaliyetleri / 2494 382 1111 302
Administrative and supporting services activities

Kamu yonetimi ve savunma; zorunlu sosyal glvenlik / 90 35 13 10
Public administration and defense; compulsory social insurance

Egitim / Education 891 192 703 199
insan sagligi ve sosyal hizmet faaliyetleri / 896 345 194 84
Human health and social service activities

Kiltdr, sanat, eglence, dinlence ve spor / 337 72 435 179
Culture, art, entertainment, leisure and sports

Diger hizmet faaliyetleri/ Other service activities 379 129 609 277
Hanehalklarinin isverenler olarak faaliyetleri; hanehalklari tarafindan kendi kullanimlarina 0 0 0 1

yonelik olarak ayrim yapiimamis mal ve Uretim faaliyetleri / Activities of households as employers;
unclassified product and production activities regarding to the own use of households

Uluslararasi orglitler ve temsilciliklerinin faaliyetleri / International organizations and agencies 3 1 0 0

activities

Toplam/ Total 53.329 13.261 62.261 18.991
Kaynak:http://www.tobb.org.tr/Bilgi€risimMudurlugu/Sayfalar/ Source:http://www.tobb.org.tr/Bilgi€risimMudurlugu/Sayfalar/
KurulanKapananSirketistatistikleri.php KurulanKap Sirketistatistikleri.php
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11. BOLUM: 2014 (OCAK-KASIM) DONEMINDE EN COK YABANCI
SERMAYELi ANONIM SIRKET KURULUSUNDA

ILK 20 FAALIYET ALANI
PART 11: TOP 20 AREAS OF ACTIVITY IN FOREIGN-INVESTED JOINT
STOCK COMPANIES IN 2014 (JANUARY-NOVEMBER)

Tarkive'de Ocak-Kasim 2014 doneminde en cok
yabancisermayeli yenianonim sirket kurulusundailk 20 faaliyet
alani incelendiginde, sermaye tutari agisindan en yiksek yeni
yabanci sermayeli anonim sirket kurulusu 720.904.000 TL ile
“elektrik enerjisi Gretimi” alanina aittir. Bu alani 72.524.500
TL toplam sermaye miktari ile “ikamet amacli olan veya ikamet
amach olmayan binalarin insaati” alaninda kurulan isletmeler
izlemektedir.

“Oteller ve benzeri konaklama vyerleri” faaliyet
alaninda yer alan sekiz anonim sirketteki sermaye toplami
41.700.000 TL ve ulkenin sermaye toplami 21.007.500 TL
iken; “tatil ve diger kisa sureli konaklama yerleri” faaliyet
alanindaki yedi anonim sirketteki sermaye toplami 6.400.000
TL iken Glkenin sermaye toplami 5.309.520 TL seviyesindedir.

Tablo11 .1 Tiirkiye’de Ocak-Kasim 2014 Déneminde En Cok Yabanci Sermayeli
Anonim Sirket Kurulusunda llk 20 Faaliyet Alani

Sira / Rank

Faaliyet Aciklama / Activity explanation

When the 20 areas of activity in foreign-invested
new joint stock company establishments in January-November
2014 in Turkey are inspected, the highest new foreign-invested
joint stock company in terms of the capital amount belongs
to the “electric energy production” area with an amount of
720.904.000 TL. This is followed by the enterprises founded
in “construction of residential or non-residential buildings”
sector with a total capital amount of 72.524.500 TL.

While the capital total in eight joint stock companies
in the “hotels and similar accomodation places” sector
is 41.700.000 TL and the capital total of the country is
21.007.500 TL, the total capital of seven joint stock companies
in the “holiday and other short-term accomodation places”
sector is 6.400.000 TL and the total capital of the country is
about 5.309.520 TL.

Table 11 .1 Top 20 areas of activity in foreign-invested joint stock companies in Turkey
between January and November 2014

Ortak Olunan
Sirketlerdeki

Sirket Ortak Olunan g::'e“"a'; o

Sayisi / Sirketlerdeki
No.of Sermaye Toplami .(?Blla'cnal ital
companies| (TL)/ Capital total total of I:he
in participated country in the
companies (TL) participated

companies
(TL)
1 ikamet amacli olan veya ikamet amagli olmayan binalarin insaat / 62 72,524,500 63,155,492
Construction of residential or non-residential buildings
2 Elektrik enerjisi tretimi / Electricity production 43 720,904,000 6,696,602
3 Muihendislik faaliyetleri ve ilgili teknik damismanlik / Engineering activities 22 3,550,000 3,003,000
and relevant technical consultancy
4 Bilgisayar programlama faaliyetleri / Activities of computer programming 21 2,104,000 1,644,799
5 Belirli bir mala tahsis edilmemis magazalardaki toptan ticaret / Wholesale 19 4,510,000 3,413,000
trade in the stores that are not assigned to a specific product
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6 isletme ve diger idari danismanlik faaliyetleri / Operation and other administrative 19 2,930,000 2,605,750

consultancy activities

7 insaat projelerinin gelistirilmesi / Development of construction projects 15 2,100,000 1,992,500
8 Gayrimenkul acenteleri / Real estate agencies 15 17,340,000 16,349,500
9 Agac, insaat malzemesi ve sihhi techizat toptan ticareti / Forestry, construction 14 1,710,000 1,000,500

materials and sanitary installation wholesale trade

10 Sevyahat acentesi faaliyetleri / Travel agency activities 12 1,400,000 1,164,000

11 Karayolu ile yUk tasimaciligl / Freight shipment via highways 11 1,280,000 745,000

12 Lokantalar ve seyyar yemek hizmeti faaliyetleri / Restaurants and mobile food services 11 2,875,000 1,718,500
activities

13 Cesitli mallarin satisi ile ilgili aracilar / Agencies regarding to the sales of various 8 949,900 690,800
products

14 Posta yoluyla veya internet tizerinden yapilan perakende ticaret / Retail trade 8 5,611,249 3,706,579

performed via post or internet

15 Oteller ve benzeri konaklama verleri / Hotels and simlar accomodation facilities 8 41,700,000 21,007,500

16 Televizyon programcilig ve yayinciligi faaliyetleri / Television programming and 8 1,000,000 1,000,000

broadcasting activities

N

17 Eczacilik Grlnlerinin toptan ticareti / Wholesale trade of pharmacy products 1,450,000 1,417,500

18 Diger makine ve ekipmanlarin toptan ticareti / Wholesale trade of oher machines and 7 950,000 622,500
equipment

19 Belirli bir mala tahsis edilmemis magazalarda gida, icecek veya tlitlin agirlikli perakende 7 535,000 382,500
ticaret/ Food, beverage or tobacco-weighed retail trade at the stores

which are not assigned to a specific product

20 Tatil ve diger kisa stireli konaklama verleri / Holiday or other short-term accomodation 7 6,400,000 5,309,520
facilities
Toplam / Total 137.625.542
Kaynak:http://www.tobb.org.tr/Bilgi€risimMudurlugu/Sayfalar/ Source:http://www.tobb.org.tr/Bilgi€risimMudurlugu/Sayfalar/
KurulanKapananSirketistatistikleri.php KurulanKap Sirketistatistikleri.php

66



MTUROFED

TURIiZM RAPORU / TOURISM REPORT

12. BOLUM HAVALIMANLARININ DEGERLENDIRILMESI

PART 12: EVALUATION OF AIRPORTS

12.1. 2014 YILININ EN iYi HAVALIMANLARI
12.1. BEST AIRPORTS OF THE YEAR 2014

SKYTRAX tarafindan diinya capinda 160'tan fazla
Ulkeye mensup volcunun degerlendirmeleri esas alinarak
gerceklestirilen 2014 Dinya Havalimani Odiilleri (World
Airport Awards, 2014) sahiplerine sunulmustur (http://www.
worldairportawards.com/Awards_2014/Catego-ries.htm).
2014 Dinya Havalimani Odiilleri, cesitli konu basliklarina
bagli olarak diinya capinda, bolgesel veya lilkesel boyutlarda
en basarili havalimanlarinin belirlenmesinde énemli bir rol
oynamaktadir.

Tablo 12.1 Diinyanin En iyi Havalimanlari (Genel Siralama)

2014 World Airport Awards (World Airport Awards,
2014) that are performed by taking the evaluations of
passengers of more than 160 countries by SKYTRAX
throughout the world are given to their owners (http://
www.worldairportawards.com/Awards_2014/Catego-ries.
htm). 2014 World Airport Awards has a significant role in the
determination of the most successful airports throughout the
world in terms of regional or nationwide situations based on
various subject titles.

Table 12.1 Best airports of the world (general ranking)

1 | Singapur Changi Havalimani / Singapore Changi Airport SIN | Singapur / Singapore |Singapur / Singapore

2 | Incheon Uluslararasi Havalimani / Incheon International Airport ICN | Seul / Seul Glney Kore /  South Korea

3 | Mlnih Havalimani / Munich Airport MUC | Minih /" Munich Almanya / Germany

4 | Hong Kong Uluslararasi Havalimani / Hong Kong International Airport HKG | Hong Kong / Hong Kong |HongKong / Hong Kong

5 | Amsterdam Schiphol Havalimani / Amsterdam Schiphol Airport AMS | Amsterdam / Amsterdam | Hollanda / Holland

6 | Tokyo Uluslararasi Haneda Havalimani / Tokyo International Haneda Airport HND | Tokyo / Tokyo Japonya / Japan

7 | Pekin Baskent Uluslararasi Havalimani / Beijing Capital City International Airport| PEK | Pekin / Beijing Cin / China

8 | Zlrih Havalimani / Zurich Airport ZRH | Zirih / Zurich isvicre /  Switzerland

9 | Vancouver Uluslararasi Havalimani / Vancouver International Airport YVR | Vancouver / Vancouver |Kanada / Canada

10| Londra Heathrow Havalimani / London Heathrow Airport LHR | Londra / London ingiltere  / United Kingdom

Tablo 12.2: 50 Milyondan Fazla Yolcuya Hizmet Veren Diinyanin En lyi Havalimanlar

Tablo 12.2: Best airports of the world providing service to more than 50 million passengers

1 | Singapur Changi Havalimani / Singapore Changi Airport SIN | Singapur / Singapore |Singapur / Singapore

2 | Hong Kong Ulusl.Havalimani / Hong Kong International. Airport HKG | Hong Kong / Hong Kong | Hong Kong / Hong Kong

3 | Amsterdam Schiphol Havalimani / Amsterdam Schiphol Airport AMS| Amsterdam / Amsterdam | Hollanda / Holland

4 | Tokyo Uluslararasi Haneda Havalimani / Tokyo International Haneda Airport HND| Tokyo / Tokyo Japonya  / Japan

5 | Pekin Baskent Ulus.Havalimani / Beijing Capital City International Airport PEK | Pekin / Beijing Cin / China

6 | Londra Heathrow Havalimani / London Heathrow Airport LHR| Londra / London ingiltere  / United Kingdom
7 | Frankfurt Havalimani / Frankfurt Airport FRA| Frankfurt / Frankfurt |Almanya / Germany

8 | Dubai Uluslararasi Havalimani / Dubai International Airport DXB| Dubai / Dubai BAE / UAE

9 | Denver Uluslararasi Havalimani / Denver International Airport DEN| Denver / Denver ABD / USA

10| istanbul Atatiirk Havalimani / Istanbul Atatiirk Airport IST | istanbul ~ / Istanbul Turkiye / Turkey
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Tablo 12.3: Diinyanin €n iyi Havalimani Terminalleri Table 12.3: Best airport terminals of the world
1 Heathrow Havalimani - T5 / Heathrow Airport - T5 LHR |Llondra / Londra ingiltere / United Kingdom
2 Singapur Changi Havalimani - T3 / Singapore Changi Airport - T3 SIN Singapur / Singapur Singapur / Singapore
3 Haneda Havalimani Uluslararasi Terminali / Haneda Airport International Terminal HND | Tokyo / Tokyo Japonya / Japan
4 Sangay Honggiao Havalimani - T2 / Shanghai Honggiao Airport - T2 SHA | Sangay / Sangay Cin / China
5 Minih Havalimani - T2 / Munich Airport - T2 MUC |Minih / Minih Almanya / Germany
6 Madrid Barajas Havalimani - T4 / Madrid Barajas Airport - T4 MAD |Madrid / Madrid ispanya / Spain
7 Chengdu Shuangliu Uluslararasi Havalimani - T2 / Chengdu Shuangliu International Airport - T2 CTU | Chengdu / Chengdu Cin / China
8 Pekin Baskent Uluslararasi Havalimani - T3 / Beijing Capital City International Airport - T3 PEK | Pekin / Beijing Cin / China
9 Los Angeles Ton Bradley Uluslararasi / Los Angeles Ton Bradley Uluslararasi LAX | Los Angeles / Los Angeles | ABD / USA
10| DubaiUluslararasi Havalimani - T3 / Dubai International Airport - T3 DXB |Dubai / Dubai BAE / UAE

Tablo 12.4: Diinyanin €En iyi VIP Terminalleri Table 12.4: Best VIP Terminals of the world
1 Sanya Phoenix Uluslararasi Havalimani / Sanya Phoenix International Airport SYX [Sanya / Sanya Cin / China
2 Minih Havalimani / Munich Airport MUC |Minih / Munich Almanya / Germany
3 Haikou Meilan Uluslararasi Havalimani / Haikou Meilan International Airport HAK | Haikou / Haikou Cin / China
4 Dubai Uluslararasi Havalimani / Dubai International Airport DXB |Dubai / Dubai BAE / UAE
5 Abu Dhabi Uluslararasi Havalimani / Abu Dhabi International Airport AUH | Abu Dabi / Abu Dabi BAE |/ UAE
6 Pekin Baskent Uluslararasi Havalimani / Beijing Capital City International Airport PEK | Pekin / Beijing Cin / China
7 Guangzhou Baiyun Uluslararasi Havalimani / Guangzhou Baiyun International Airport CAN [Guangzhou / Guangzhou |Cin / China
8 Chengdu Shuangliu Uluslararasi Havalimani / Chengdu Shuangliu International Airport CTU | Chengdu / Chengdu Cin / China
9 Changsha Huanghua Uluslararasi Havalimani / Changsha Huanghua International Airport CSX |Changsha  / Changsha Cin / China
10| ChonggingJiangbei Uluslararasi Havalimani / Chongqing Jiangbei International Airport CKG  [Chongging / Chongging | Cin / China

Tablo 12.5: Diinyanin €n iyi Havalimani Alisverisi Table 12.5: Best airport shopping of the world
1 Heathrow Havalimani / Heathrow Airport LHR |Llondra / London ingiltere / United Kingdom
2 Singapur Changi Havalimani / Singapore Changi Airport SIN  |Singapur / Singapore Singapur / Singapore
3 Hong Kong Uluslara. Havalimani / Hong Kong International. Airport HKG |HongKong / HongKong |HongKong / HongKong
4 Dubai Uluslararasi Havalimani / Dubai International Airport DXB |Dubai / Dubai BAE / UAE
5 Amsterdam Schiphol Havalimani / Amsterdam Schiphol Airport AMS | Amsterdam / Amsterdam | Hollanda / Holland
6 Tokyo Uluslarar. Haneda Havalimani / Tokyo International. Haneda Airport HND | Tokyo / Tokyo Japonya / Japan
7 Incheon Uluslararasi Havalimani / Incheon International Airport ICN | Seul / Seul Glney Kore / South Korea
8 Minih Havalimani / Munich Airport MUC |Minih / Munich Almanya / Germany
9 Paris Charles de Gaulle Havalimani / Paris Charles de Gaulle Airport CDG | Paris / Paris Fransa |/ France
10| Narita Uluslararasi Havalimani / Narita International Airport NRT | Tokyo / Tokyo Japonya / Japan

68



MTUROFED

TURIiZM RAPORU / TOURISM REPORT

Tablo 12.6: Diinyanin €n iyi Giivenlik Kontroliine Sahip Havalimanlan

Tablo 12.6: Diinyanin €n lyi Giivenlik Kontroliine Sahip Havalimanlari

1 Kopenhag Havalimani / Copenhagen Airport CPH |Kopenhag / Copenhagen |Danimarka / Denmark

2 Tokyo Uluslararasi Haneda Havalimani / Tokyo International Haneda Airport HND | Tokyo / Tokyo Japonya /  Japan

3 Incheon Uluslararasi Havalimani / Incheon International Airport ICN |Seul / Seul Gliney Kore /  South Korea

4 Kansai Uluslararasi Havalimani / Kansai International Airport KIX  |Kansai / Kansai Japonya /  Japan

5 Narita Uluslararasi Havalimani / Narita International Airport NRT | Tokyo / Tokyo Japonya /  Japan

6 Shanghai Honggiao Uluslararasi Havalimani / Shanghai Honggiao International Airport SHA | Sangay / Shanghai Cin /  China

7 Singapur Changi Havalimani / Singapur Changi Airport SIN  [Singapur / Singapore Singapur  /  Singapore

8 Merkezi Japonya Uluslararasi Havalimani / Central Japan International Airport NGO |[Nagoyva / Nagoya Japonya /  Japan

9 Zurih Havalimani / Zurich Airport ZRH | Zurih /  Zurich isvicre /  Switzerland

10| Tayvan Taoyuan Uluslararasi Havalimani / Thaiwan Taoyuan International Airport TPE | Taipei / Taipei Tayvan /  Thaiwan
Tablo 12.7: Diinyanin €n iyi Temiz Havalimanlan Table 12.7: Best cleanest airports of the world

1 Tokyo Uluslararasi Haneda Havalimani / Tokyo International Haneda Airport HND | Tokyo / Tokyo Japonya /  Japan

2 Incheon Uluslararasi Havalimani / Incheon International Airport ICN  |Seul / Seul Glney Kore /  South Korea

3 Singapur Changi Havalimani / Singapore Changi Airport SIN Singapur / Singapore Singapur  /  Singapore

4 Narita Uluslararasi Havalimani / Narita International Airport NRT | Tokyo / Tokyo Japonya /  Japan

5 Hong Kong Uluslararasi Havalimani / Hong Kong International Airport HKG [HongKong / HongKong |HongKong / HongKong

6 Shanghai Honggiao Uluslarar. Havalimani / Shanghai Honggiao International. Airport SHA |Sangay / Shanghai Cin /  China

7 Kansai Uluslararasi Havalimani / Kansai International Airport KIX  |Kansai / Kansai Japonya /  Japan

8 Merkezi Japonya Uluslararasi Havalimani / Central Japan International Airport NGO |Nagoya / Nagoya Japonya /  Japan

9 Gimpo Uluslararasi Havalimani / Gimpo International Airport GMP | Seul / Seul Gliney Kore /  South Korea

10| Helsinki-Vantaa Havalimani / Helsinki-Vantaa Airport HEL [Helsinki ~ / Helsinki Finlandiya / Finland
Tablo 12.8: Diinyanin €n iyi Personele Sahip Havalimanlari Table 12.8: Airports of the world with the best personnel

1 Muinih Havalimani / Munich Airport MUC |Minih / Munich Almanya / Germany

2 Amsterdam Schiphol Havalimani / Amsterdam Schiphol Airport AMS |Amsterdam / Amsterdam |[Hollanda / Holland

3 Kopenhag Havalimani / Copenhagen Airport CPH |Kopenhag / Copenhagen |Danimarka / Denmark

4 Z(irih Havalimani / Zurich Airport ZRH | Zirih / Zurich isvicre /  Switzerland

5 Viyena Uluslararasi Havalimani / Vienna International Airport VIE |Viyana / Vienna Avusturya /  Austria

6 Helsinki-Vantaa Havalimani / Helsinki-Vantaa Airport HEL |Helsinki / Helsinki Finlandiya / Finland

7 Diiseldorf Havalimani / Dusseldorf Airport DUS |Duseldorf / Dusseldorf |Almanya / Germany

8 Keflavik Havalimani / Keflavik Airport KEF |Keflavik / Keflavik Izlanda / lceland

9 Cologne / Bonn Havalimani / Cologne / Bonn Airport CGN | Cologne / Cologne Almanya / Germany

10| OsloHavalimani/Oslo Airport OSL |Oslo / Oslo Norvec /  Norway
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Tablo 12.9. Diinyanin En iyi Havalimani Otelleri

Table 12.9. Best airport hotels of the world

1 Regal Airport Hong Kong Hong Kong / Hong Kong Hong Kong / Hong Kong

2 Langham Place Beijing Pekin / Beijing Cin / China

3 Oryx Rotana Doha Doha / Doha Katar / Qatar

4 Crowne Plaza Singapore Singapur / Singapore Singapur / Singapore

5 Hilton Frankfurt Airport Frankfurt / Frankfurt Almanya / Germany

6 Kempinski Hotel Munich Airport Miinih / Munich Almanya / Germany

7 Sofitel London Heathrow Londra / London ingiltere / United Kingdom
8 Hyatt Regency Incheon Seul / Seul Gliney Kore / South Korea

9 Hilton Beijing Capital Airport Pekin / Beijing Cin / China

10| Sheraton Frankfurt Airport Hotel Frankfurt / Frankfurt Almanya / Germany

Kaynak: http://www.worldairportawards.com/Awards_2014/Categories.htm

Kaynak: http://www.worldairportawards.com/Awards_2014/Categories.htm
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