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gerceklestiririz.

Raporumuzun artik akademik ve turizm
cevrelerinde kaynak olarak gosterilmesi,
Ulkemizde buna benzer baska bir calismanin
olmamasl bizi hem gururlandirdi hem de daha
cok 6zen gostermemiz gerektigi yoniinde
bize ek gorev verdi. Daha da titizlendik

hazirlarken.

Her bir basimda yeni dosyalarla karsiniza

gelecegiz.

Burada 6zel bir tesekkurt Halbank hak
ediyor. Degerli Genel MUdUri Ali Fuat
Taskesinlioglu'na katkilari ve destegi icin

tesekkUr ediyoruz.

Osman Ayik
Yonetim Kurulu Baskani

Tiirkiye Otelciler Federasyonu

Hello again,

We are again together in 10th issue of our
Tourism report. To date, our essential aim is to
have our report issued semi-annually be more
developed, has an academic aspect and provide
acceptable data for the tourism sector,

Thus we have cooperated with Akdeniz
University Faculty of Tourism. And also

we have achieved good results from this

cooperation.

We thank to the academy management for
their indulgence and contribution. Hope that

we will have a long-termed cooperation.

Having our report to be a resource both in
academic and tourism environment and the
absence of a similar study in our country both
elated us and gave us an additional duty to
show utmost care. We have stickled during the

preparation stage.
We will come with new files in every edition.

Here, Halkbank deserves a special thanks. e
thank to its esteemed General Manager Ali
Fuat Taskesinlioglu for his contributions and

support.

Osman Ayik
Chairman of Board

Turkish Hoteliers Federation
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1. BOLUM: DUNYADA TURIZM
1.CHAPTER: TOURISM IN THE WORLD

1.1. DUNYA, AVRUPA ve TURKIYE TURIZM ISTATISTIKLERI
1.1. THE TOURISM STATISTICS IN THE WORLD, EUROPE AND TURKEY

Birlesmis Milletler Diinya Turizm Orgitii rakamlarina gére 2014
yilinda uluslararasi turizm gelirleri 48 milyar Amerikan Dolari
artarak 1245 Milyar ABD Dolarina ulasmistir. 2013 yilinda
dinya genelinde seyahat edenlerin sayisi 1087 Milyon kisi
iken, bu say1 2014 yilinda 1135 milyon kisiye ulasmistir. Dinya
turizm gelirlerinin % 41'ini elde eden Avrupa Kitasi 17 milyar
ABD Dolari artisla gelirini 509 milyar ABD Dolarina yiikseltmis,
Asya ve Pasifik Bolgesi 16 milyar Amerikan Dolari artis elde
ederek gelirini 377 milyar ABD Dolarina ulastirmis, Amerika
Kitasi 10 milyar ABD Dolari artisla gelirini toplamda 274 milyar
ABD Dolarina cikarmistir. Ortadogu'da ise turizm gelirleri 4
milyar ABD Dolar artisla 49 milyar ABD Dolarina ulasmis ve
Afrika Kitasinda ise 1 milyar ABD Dolari artisla turizm geliri 36
milyar ABD Dolarina ulasmistir. Turizm gelirleri agisindan &ézetle
% 5 ve Uzerinde olmak Gzere kita/bdlgelere gore degisen artis
yasanmistir. Turizm gelirleri acisindan ilk 3 (lke icerisinde 57
milyar ABD Dolari ile Cin 5.siradan 3.siraya yikselmis, Amerika
Birlesik Devletleri (177 milyar ABD Dolari) ve ispanya (65 milyar
ABD Dolari) sirasiyla 1. ve 2.liklerini korumustur (UNWTO World
Tourism Barometer, volume:13, April 2015; 1-2).2015 vili icin
Birlesmis Milletler Diinya Turizm Orgitli diinyada seyahat
edecek turist sayisinda %3-4 oraninda artis beklemekte. En
fazla artisin % 4-5 ile Asya ve Pasifik Bolgesinde, Amerika
Kitasinda % 4-5, Avrupa Kitasinda % 3-4, Afrika Kitasinda % 3-5
ve Ortadogu’'daise %2-5 arasinda olmasi beklenmektedir (http://
media.unwto.org/press-release/2015-01-27/over-11-billion-
tourists-travelled-abroad-2014:Erisim tarihi:08.06.2015).

2014 yih itibariyle en cok talep goren sehirler arasinda Paris
(18.8 milyon turist), New York (18.5 milyon turist), Londra (16.1
milyon turist), Bangkok (14.6 milyon turist), Barselona (12.4
milyon turist) ve Singapur (10.6 milyon turist) gelmektedir.
Birlesmis Milletler Diinya Turizm Orglitii tahminlerine gore
2010-2020 yillari arasinda % 30.8'lik biiyime beklenmektedir.
Avrupall turistler seyahate katilma konusunda genel olarak
ivimser gorinmekte, daha fazla tatil yapma konusuna sicak
bakanlarin oraninin % 70'ten (2014) % 72'ye ¢ikmasi (2015)
beklenmektedir (ITB World Travel Trends Report 2014/2015:
8,9,13).

According to the figures of the World Tourism Organization of the
United Nations, the international tourism income has increased to
1245 Billions of US Dollars by increasing 48 billions in 2014. While,
the number of tourists travelling around the world in 2013 was
1.087 millions of people, this number has increased up to 1135
millions of people in 2014. The Continental Europe which gains
41% of the world tourism income has increased its income to 509
billions of US Dollars with 17 billions of US Dollars increase, the
Asia and Pacific Region has increased its income to 377 billions
of US Dollars with 16 billions of US Dollars increase and the
Continent of America has increased its income to 274 billions of
US Dollars with 10 billions of US Dollars increase. The Middle East
has increased its income to 49 billions of US Dollars with 4 billions
of US Dollars increase while the Continent of Africa has increased
its income to 36 billions of US Dollars with 1 billions of US Dollars
increase. Briefly, an increase more than 5% has been experienced
in tourism income varying according to the continents/regions.
China has raised up from the 5th row to the 3rd row with 57
billions of US Dollars income and the United States of America
(with 177 billions of US Dollars of tourism income) and Spain (with
65 billions of US Dollars of tourism income) have maintained their
1st and 2nd places in the list (UNWTO World TourismBarometer,
volume:13, April 2015: 1-2). For 2015, the World Tourism Agency
of the United Nations estimates 3-4% of increase in number of
tourist to travel around the world. It is expected that the highest
increase will be experienced for the Asia and Pacific Region with
4-5%, America with 4-5%, the Continental Europe with 3-4%, the
Continent of Africa with 3-5% and the Middle East with 2-5%
(http://media.unwto.org/press-release/2015-01-27/over-11-
billion-tourists-travelled-abroad-2014.Erisim date: 08.06.2015).

The most demanded cities in respect of tourism for 2014 are
respectively Paris (with 18.8 millions of tourists), New York (18.5
millions of tourists), London (16.1 millions of tourists), Bangkok
(14.6 millions of tourists), Barcelona (12.4 millions of tourists)
and Singapore (with 10.6 millions of tourists). According to the
estimations of the World Tourism Agency of the United Nations,
30.8% of growth is expected for the tourism sector in between
2010-2020. The European tourists seem usually pessimistic
about participating in a trip and it is expected that the rate of
the ones positive for more holidays will raise from 70% (2014) to
72% (2015) (ITB World Travel Trends Report 2014/2015: 8,9,13).
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Uluslararasi turizm hareketlerinde 2015 yilinin ilk aylari
itibariyle bircok Ulke icin 2 haneli blytime gerceklesmistir.
Bu baglamda en fazla blylime yasayan Ulkeler arasinda
izlanda %31.4, Hirvatistan % 24.6, Karadag % 23.2,
%13.1, Macaristan %12.1, Slovenya %11.7
Avusturya %11.4 ve Sirbistan %11 artis yakalamistir.(www.

Romanya

eturbonews.com/58838/european-tourism-2015-trends-
prospects:Erisim tarihi:09.06.2015). Zaman zaman bazi
gelismis ekonomilerde ekonomik blyimede yavaslama
yasansa ve bazi boélgelerde jeopolitik agidan tansiyon
yikselse de diinya genelinde turizm hareketleri 6nemli
Olclide gelisme gostermektedir. Turizm ve seyahat endustrisi
kiresel ekonominin ve istihdamin énemli bir bileseni (tahmini
olarak kiresel gayrisafi hasilanin % 9Q'u veya 7 trilyon
Amerikan Dolari seviyesinde) konumundadir. Cevre, turizm
ve seyahat politikasi, altyapi, sosyal ve kdlttrel kaynaklar
gibi kriterleri dikkate alarak hazirlanan 2015 seyahat ve
turizm rekabetcilik indeksine gore Turkiye 141 (ilke/ekonomi
icerisinde 44.sirada ver almaktadir. indekste ilk 5 Ulkeyi/
ekonomiyi sirasiyla; ispanya, Fransa, Almanya, Amerika ve
ingiltere almaktadir.

In respect of the international tourism movements, 2 digit
increase has been experienced for several countries in the
firstmonths of 2015. In this sense, the most growth has been
experiencedby Iceland with 31.4%, Croatia with 24.6%, Serbia
Montenegro with 23.2%, Romania with 13.1%, Hungary
with 12.1%, Slovenia with 11.7%, Australia with 11.4% and
Serbia with 11%. (www.eturbonews.com/58838/european-
tourism-2015-trends-prospects:Access  date:09.06.2015).
Even, if there is some retardation in economical growth
of some developed economies and geopolitical tension
increases for some regions, the worldwide tourism
movements show significant development. The tourism
and travel industry is an important component of the global
economy and employment (approximately 9% of the global
gross proceeds or almost 7 trillions of US Dollars). According
to the 2015 travel and tourism competition index which
has been prepared by considering the criteria such as the
environment, tourism and travel policy, infrastructure, social
and cultural resources and etc. into consideration, Turkey
is at the 44th place among 141 countries/economies. The
first 5 countries in the index are respectively Spain, France,
Germany, the United States of America and United Kingdom.

Tablo 1; Seyahat ve Turizm Rekabetcilik indeksi 2015 Siralamasi / Table1: 2015 List of Travel and Tourism Competition Index

Siralama | Ulke/Ekonomi Country/Economy | Deger Siralama Ulke/Ekonomi Country/Economy Deger
Rank Value Rank Value
1 ispanya Spain 5.31 72 israil Israel 3.66
2 Fransa France 5.24 73 Uruguay Uruguay 3.65
3 Almanya Germany 5.22 74 Filipinler Philippines 3.63
4 ABD USA 5.12 75 Vietnam Vietnam 3.60
5 ingiltere Britain 5.12 76 Jamaika Jamaica 3.59
6 isvigre Swiss 4.99 77 Urdiin Jordan 3.59
7 Avustralya Austria 4.98 78 Kenya Kenya 3.58
8 italya italy 4.98 79 Tunus Tunisia 3.54
9 Japonya Japan 4,94 80 Guatemala Guatemala 3.51
10 Kanada Canada 4,92 81 Domin.Cumhuriyeti Dominican 3.50
11 Singapur Singapur 4.86 82 Makedonya Macedonia 3.50
12 Avusturya Austria 4.82 83 Misir Egypt 3.49
13 Hong Kong Hong Kong 4.68 84 Azerbaycan Azerbaijan 3.48
14 Hollanda Netherlands 4.67 85 Kazakistan Kazakhstan 3.48
15 Portekiz Portugal 4.64 86 Cape Verde Cape Verde 3.46
16 Yeni Zelanda New Zealand 4.64 87 Butan Bhutan 3.44
17 Cin China 4.54 88 Botsvana Botswana 3.42
18 izlanda Iceland 4.54 89 Ermenistan Armenia 3.42
19 irlanda Ireland 4.53 90 Honduras Honduras 341
20 Norveg Norway 4.52 91 El Salvador El Salvador 3.41
21 Belcika Belgium 4,51 92 Nikaragua Nicaragua 3.37
22 Finlandiya Finland 4.47 93 Tanzanya Tanzania 3.35
23 isveg Sweden 4.45 94 Libnan Lebanon 3.35
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24 BAE UAE 4.43 95 Sirbistan Serbia 3.34
25 Malezya Maleysia 4.41 96 Lao Laos 3.33
26 Liksemburg Luxembourg 4.38 97 iran Iran 3.32
27 Danimarka Denmark 4.38 98 Ruanda Rwanda 3.32
28 Brezilya Brazil 4.37 99 Mogolistan Mongolia 3.31
29 Kore Cumbhur. Republic of Korea | 4.37 100 Bolivya Bolivia 3.29
30 Meksika Mexico 4.36 101 Surinam Suriname 3.28
31 Yunanistan Greece 4.36 102 Nepal Nepal 3.27
32 Tayvan Taiwan 4.35 103 Kuveyt Kuwait 3.26
33 Hirvatistan Croation 4.30 104 Guyana Guyana 3.26
34 Panama Panama 4.28 105 Kambogya Cambodia 3.24
35 Tayland Thailand 4.26 106 Arnavutluk Albania 3.22
36 Kibris Cyprus 4.25 107 Zambiya Zambia 3.22
37 Cek Cumhur. Czech Republic. 4.22 108 Svaziland Swaziland 3.20
38 Estonya Estonia 4.22 109 Gambiya Gambia 3.20
39 Slovenya Slovenia 4.17 110 Venezuela Venezuela 3.18
40 Malta Malta 4.16 111 Moldova Moldova 3.16
41 Macaristan Hungary 4.14 112 Senegal Senegal 3.14
42 Kosta Rika Costa Rica 4.10 113 Paraguay Paraguay 3.11
43 Katar Qatar 4.09 114 Uganda Uganda 3.11
44 Tarkiye Turkey 4.08 115 Zimbabve Zimbabwe 3.09
45 Rusya Fed. Russia 4.08 116 Kirgizistan Kyrgyzstan 3.08
46 Barbados Barbados 4.08 117 Fildisi Sahili IvoryCoast 3.05
47 Polonya Poland 4.08 118 Etiyopya Ethiopia 3.03
48 Guney Afrika South Africa 4.08 119 Tacikistan Tajikistan 3.03
49 Bulgaristan Bulgaria 4.05 120 Gana Ghana 3.01
50 Endonezya Indonesia 4.04 121 Madagaskar Madagascar 2.99
51 Sili Chile 4.04 122 Kamerun Cameroon 2.95
52 Hindistan India 4.02 123 Cezayir Algeria 2.93
53 Letonya Latvia 4.01 124 Gabon Gabon 2.92
54 Seyseller Seychelleslsl| 4.00 125 Pakistan Pakistan 2.92
55 Porto Riko PuertoRico 391 126 Malavi Malawi 2.90
56 Moritus Mauritius 3.90 127 Banglades Bangladesh 2.90
57 Arjantin Argentina 3.90 128 Mali Mali 2.87
58 Peru Peru 3.88 129 Lesoto Lesotho 2.82
59 Litvanya Lithuania 3.88 130 Mozambik Mozambique 2.81
60 Bahreyn Bahrain 3.85 131 Nijerya Nigeria 2.79
61 Slovakya Slovakia 3.84 132 Sierra Leone Sierra Leone 2.77
62 Fas Morocco 3.81 133 Haiti Haiti 2.75
63 Sri Lanka Sri Lanka 3.80 134 Myanmar Myanmar 2.72
64 Suudi Arabi. Saudi Arabia 3.80 135 Burundi Burundi 2.70
65 Umman Oman 3.79 136 Burkina Faso Burkina Faso 2.67
66 Romanya Romania 3.78 137 Moritanya Mauritania 2.64
67 Karadag Karadag 3.75 138 Yemen Yemen 2.62
68 Kolombiya Colombia 3.73 139 Angola Angola 2.60
69 Trinid ve To. Trinidad-Tobago 3.71 140 Gine Guinea 2.58
70 Namibya Namibia 3.69 141 Cad Cumhuriyeti Republic of Chad 2.43
71 Gulrcistan Georgia 3.68

Kaynak / Source: The Travel & Tourism Competitiveness Report 2015, World Economic Forum:3- 5
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Seyahat ve Turizm Rekabetcilik indeksi 2015
Raporunda 6n plana cikan (ilkelerden ispanya ilk kez bu raporda
1.sirada yer almistir. ispanya diinyada en ¢ok ziyaret edilen 3.ilke
konumundadir. Yaklasik olarak 60.6 milyon kisi tarafindan ziyaret
edilmektedir. Cin, Brezilya ve Meksika'dan 6nemli oranda talep
gormektedir. Kdltirel kaynaklari, is turizmindeki basarisi,
ev sahipligi yaptigi uluslararasi konferanslar, eglence olanaklari,
restoranlari, gece yasami, seyahat ve turizm enddstrisine verilen
onem, turizme yonelik alt yapisi 6n plana ¢ikmaktadir. Rekabetgilik
raporunda 2.sirada ver alan Fransa yilda 84 milyondan fazla
turist agirlamaktadir. Zengin tarihi ve cekicilik unsurlari, kayak
merkezleri, kiyi turizmi, klltirel zenginlikleri ve dogal kaynaklari,
cevresel surdlrdlebilirlik uygulamalar vurgulanmasi gereken
noktalardir (The Travel & Tourism Competitiveness Report
2015, World Economic Forum:9).

Ulkemiz acisindan 2 ana pazar konumunda bulunan
Ulkelerden Almanya ekonomisiyle Avrupa Birligi icerisinde itici
glic olma ozelligini korumakta, Euro bdlgesinde olup, ekonomik
blylmeyi slrdurebilen ve % 6.3'lik gibi dislk issizlik oranina
sahip ender (lkelerden bir tanesidir. Alman turistler seyahat
tercihlerinde yeni tecribeler edinmeyi 0nemsemekte, nereye
gitmekten cok, ne yapilacagi ile daha fazla ilgilenmektedirler.
Daha sik ancak daha az konaklamay, kisa sureli “kagislari” tercih
etmektedirler. Kanada halen birgcok alman turist icin “hayal edilen
destinasyon” olma &zelligini korumaktadir (http://en-corporate.
canada.travel/markets/where-we-market-canada/germany:Erisim
tarihi:09.06.2015).

2015 yih agisindan Tirk Lirasinin Euro karsisindaki
durumu (TUnin deger kaybetmesi) Tlrkiye'ye talebi arttirabilir,
ancak bu esnada Yunanistan ve ispanya’nin da Almanya'dan ciddi
talep alabilecegi dikkate alinmalidir.

Ulkemiz acisindan diger ana pazar konumunda olan
Rusya ise uzun stire turistik agidan bliylime gostermis ve Avrupa
acisindan énemli bir aktor haline gelmistir. Rubleyle ilgili yasanan
sikintilar bircok Rus Tur Operatoriiniin batmasina neden olmustur.
Haziran ayi gdstergelerine gore daha 6nceden éngorildigi tzere
%30'luk kigllme meydana gelmistir. Rus pazari agisindan genel
bir degerlendirme yapmak gerekirse hammaddeye olan talepteki
azalma ve petrol fiyatlarinin diismesi nedeniyle gayrisafi hasilasi
2013 yihitibariyle % 1.3 bliyime gdstermis, 2014 yilinda yasadigl
uluslararasi sikintilar, Ukrayna krizi, enflasyondaki artis ve petrol
fiyatlarindaki diisisiin devam etmesi, devaminda Rublenin belli
yabanci paralar karsisinda deger kaybetmesi s6z konusu olmustur.
Rus turistlerin fiyat agisindan daha uygun destinasyonlari tercih
etmeleri veya gelecek yilki seyahatleri icin para biriktirmeleri,
yurt disi seyahati yerine kendi Ulkelerinde seyahat etmeleri veya
seyahate c¢ikmamalari olasi tercihleri arasinda yer almaktadir
(ITB World Travel Trends Report 2014/2015: 15,17). 2015 wil
itibariyle Misir ve Yunanistan'in Rusya'dan giderek artan oranda
talep gérme ihtimalleri mevcuttur.

Spain which is one of the prominent countries of the
Travel and Tourism Competition Index 2015 Report is the 1st
place for the first time. Spain is the 3rd most visited country of
the world. This country is visited by approximately 60.6 millions
of people every year. It is demanded significantly by China, Brazil
and Mexico. Its cultural resources, success in business
tourism, international conferences hosted by the country, the
entertainment facilities, restaurants, night life, the importance
attached to the travel and tourism industry and its tourism
focused infrastructure stand out. France which is the 2nd country
in the competition list hosts more than 84 millions of tourists
every year. Its right historical and attractive aspects, ski centers,
coastal tourism, cultural richness and natural resources as well
as its environmental sustainability practices are the issues which
should be emphasized (The Travel &TourismCompetitiveness
Report 2015, World Economic Forum:S9).

Germany as one of 2 countries as the main markets of
our country maintains its economical characteristic as being the
driving force of the European Union, is a country in Euro zone
which can sustain its economical growth and have 6.3% of
unemployment rate which is a very low rate for the countries of
Europe. The German tourists considers having new experience for
their travel choices and they are interested in what to do rather
then where to go. They prefer more frequent but shorter visits,
in other words short-term “escapes” Canada is still a “dream
destination” for several German tourists (http://en-corporate.
canada.travel/markets/where-we-market-canada/germany:Access
date:09.06.2015).

The status of Turkish Lira before Euro for the year 2015
(currency depreciation of TRY) might increase demand for Turkey,
however it should be taken into consideration that Greece and
Spain will also get serious demand from Germans.

Russia as another main market for our country has
shown touristic development for a long-term and has become
an important actor for Europe in this respect. The problems
experienced with Rouble have caused bankruptcy of several
Russian Tour Operators. According to the indicators of June
2015, 30% reduction has happened as previously estimated. If,
the Russian market is evaluated in general basis, the reducing
demand for raw materials and decreasing fuel prices, the gross
national product value of Russia has grown 1.3% compared to
2013 and the international conflicts experienced in 2014, the
Ukraine crisis, increasing inflation and continuing decrease in
fuel prices have caused that the Ruble has decreased in value
compared to particular currencies. The Russian tourists might
prefer more economically affordable hotels or save money for their
journeys for the next year, travel in their own country rather than
preferring trips abroad or might not travel (ITB World Travel Trends
Report 2014/2015: 15,17). As of 2015, it is another possibility
that Egypt and Greece will attract more demand from Russia.
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Tablo 2: Rusya’va Gelisler Acisindan ilk 10 Ulke ‘000 (Rusya 2012-2019)

Table2:The First 10 Countries Preferring Russia for Tourism ‘000 (Russia 2012 2019)

Ulkeler Countries 2012 2013 2014 2015 2016* 2017* 2018* 2019 *

Polonya Poland 1.190.00 1.644.66 1.353.52 1.299.02 1.244.52 1.190.02 1.135.51 1.081.01
Finlandiya Finland 1.375.61 1.388.02 1.155.94 1.040.38 924.82 809.26 763.04 670.59
Cin China 978.99 1.071.52 891.23 842.47 793.70 744.94 696.17 647.41
Almanya Germany 671.68 686.56 471.54 442.41 413.29 384.17 355.04 325.92
Litvanya Lithuania 553.90 539.31 465.63 413.62 361.61 309.60 257.59 205.58
Estonya Estonia 494.28 430.16 383.42 354.06 324.70 295.34 265.98 236.62
Letonya Latvia 461.16 391.30 350.21 288.75 227.29 196.56 196.56 176.07
Mogolistan Mongalia 333.13 356.10 284.88 242.15 217.94 207.04 207.04 207.04
Turkiye Turkey 305.43 385.15 277.99 245.33 212.66 180.00 163.67 136.45
ingiltere UK 231.67 259.68 191.93 183.67 175.41 167.16 158.90 150.64

*Tahmin Kaynak: Russia Tourism Report Q2, Busines Monitor International Ltd. 2015: 17
*Estimation Source: RussiaTourism Report Q2, Business Monitor International Ltd. 2015: 17

Tablo 3: Rusya’dan Cikislar Acisindan ilk 10 Ulke ‘000 (Rusya 2011-

Table3: The First 10 Countries Preferred by Russian Tourists ‘000 (Russia 2011-

2018) 2018)
Ulkeler COUNTRY 2012 2013 2014 2015 2016* 2017* 2018* 2019 *
Ukrayna Ukraina 9.526.70 10.300.41 2.060.08 1.648.07 1.812.87 1.994.16 2.193.58 2.380.91
Turkiye Turkey 3.599.93 4.269.31 3.190.00 3.459.72 3.729.44 3.999.17 4.268.89 4.538.61
Gin China 2.426.10 2.445.43 1.734.27 1.805.39 1.876.50 1.947.62 2.018.73 2.089.85
Misir Egypt 2.083.40 2.596.35 1.602.92 1.703.89 1.748.61 1.855.96 1.951.81 2.103.70
Tayland Thailand 1.316.56 1.736.99 722.37 813.37 904.37 995.37 1.086.37 1.177.36
ispanya Spain 1.206.23 1.715.48 736.58 806.50 876.42 946.34 1.016.26 1.086.19
Azerbeycan Azerbaijan 876.01 903.24 840.66 901.61 953.03 1.011.64 1.064.84 1.019.79
italya italy 1.050.00 1.088.00 566.54 694.72 822.89 951.07 1.079.25 1.207.43
Yunanistan Greece 874.79 1.352.90 772.97 819.73 866.48 913.24 960.00 1.006.76
Almanya Germany 918.23 1.038.83 408.01 446.20 484.38 522.56 560.75 598.93

*Tahmin Kaynak: Russia Tourism Report Q2, Bussiness Monitor International Ltd. 2015:20.
* Estimation Source: RussiaTourism Report Q2, BussinessMonitor International Ltd. 2015:20.

Tablo 4: Rusya'da Faaliyet Gosteren Kiiresel Otel Gruplan (ilk 10 Grup)

Table4: The Global Hotel Groups Carrying out Their Activities in Russia (the first 10 Groups)

Kiiresel Otel Grubu /
GLOBAL HOTEL GROUP

Rusya’da Varhigi / PRESENCE IN RUSSIA

Rusya’da Bulunan Markalari / BRANDS IN RUSSIA

Accor Otelleri / ACCOR HOTELS

Rusya’da halen mevcut olan 24 otelin 9'u
baskentte. / 9 Of 24 hotels still present in
Russia are located in the capital

Novotel,Mercure,lbis,Apartotel,Pullman

Carlson Rezidor Otel Grubu
CARLSON REZIDOR HOTEL GROUP

Rusya’da halen mevcut olan 30 otelin 6'si
Moskova’'da, 6’st  St.Petersburg’ta,yakin
zamanda Pulkovo Havaalaninda Terminal 3’Gn
yanina yeni bir Park Inn otelinin yapilmasi
planlaniyor. / 6 of 30 hotels still present in
Russia are located in Moscow, 6 of them in
St. Petersburg and it is planned to establish
a new Park Inn Hotel next to Terminal 3 of
Pulkovo Airport in near future.

Park Inn, Radisson, Radisson Blue

Choice Otelleri / CHOICE HOTELS

Best Western / BEST WESTERN

Her biri farkli sehirlerde olmak tizere toplam 7
oteli mevcut. / The group has 7 hotels as each
one is located in different cities. / The groups
still has 5 hotels and planning to expand.

Best Western, Best Western Premier

Hilton

Halen 5 oteli var, biiylime planlaniyor

Hilton, Doubletree
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Hyatt

Moskova’da,Sogi’de ve Ekaterinburg’ta olmak
Uzere toplam 3 oteli mevcut? / The group
has 3 hotels in total as in Moscow, Sochi and

Park Hyatt, Hyatt Regency,Hyatt

Yekaterinburg.

Intercontinental Otelleri / Moskova,St.Petersburg,

INTERCONTINENTAL HOTELS

Chelyabinsk,Ufa,Voronezh ve Samara’da
dahil olmak Gzere toplam 16 oteli
mevcut.2014 yilinda 2 yeni otel daha gruba
dahil edildi. / The group has 16 hotels in
total including Moskova,St.Petersburg,
Chelyabinsk,Ufa,Voronezh and Samara. 2
new hotels have been included in the group

Holiday Inn, Intercontinental, Crown Plaza, Hotel
Indigo,Staybridge Suites

lzere 3 oteli mevcut. / The group has 3 hotels
as in Yekaterinburg, Kazan and Moscow.

during 2014.
Marriott 16 oteli mevcut / The group has 16 hotels Courtyard,Marriott,Ritz Carlton, Renaissance
Starwood 5 oteli mevcut, 2017 yilina kadar 9 otel daha | National,Sheraton, W

agmayi planlyor. / The group has 5 hotels and

planning to open 9 new hotels until 2017.
Wyndham Ekaterinburg, Kazan ve Moskova’da olmak | Ramada

Kaynak: Russia Tourism Report Q2, Bussiness Monitor International Ltd. 2015:30,31

Source: RussiaTourism Report Q2, BussinessMonitor International Ltd. 2015:30,31

Dinyada veni trendler olarak; seyahat kararlarinda ve
rezervasyonlarda internetin artan onemi, klltdr turizminin
2020 yilina kadarki donemde hizla artis gostermesinin
beklenmesi, turistlerin seyahat kararlarinda cevresel, kiiltirel,
etnik ve tarihi degerleri daha fazla dikkate alacak olmalari,
kiresel i1sinma sonucu iklim degisikliklerinin Ulkelerarasi
rekabete muhtemel etkileri, genclik turizminin ylkselen
degeri, Stanford Arastirma Enstitlisi’'nin verilerine goére
wellness turizminin (mevcut dénem itibariyle diinya genelinde
439 milyar ABD Dolarlik ekonomik etkisi olan ve 2017 yilinda
679 milyar dolarlik ekonomik etkiye ulasmasi beklenen), yine
Stanford Arastirma Enstitlstnin verilerine gore eko turizmin
artan 6nemi (eko turizmin dinya genelindeki ekonomik
etkisinin 325 milyar ABD Dolar ile 480 milyar ABD Dolar
arasinda oldugu tahmin ediliyor), cocuklu ailelere yénelinmesi
(karar vericiler ebeveynler olsa da cocuklara yoénelik su
parklari, isteklere yonelik 6zel hizmetler ve kisisellestirilmis
Urin sunma) cevre dostu (green meetings) gibi anlayislarin
gelismesi sayilabilir. Ayrica Cin pazarinin gelecekteki etkisi
de dikkate alinmaldir (2023 yilinda Cinli turist sayisinin 220
milyona ulasmasi bekleniyor).

Ulkemizin rekabetcilik anlaminda avantajlari; 6zellikle Gclincii
vas (dinya genelinde 1.3 milyar- 1.6 milyar kisi oldugu
tahmin ediliyor) ve genclik turizmi acisindan cazibesinin
ylksek olmasi, Her sey dahil sistemini (fiyat-deger anlaminda)
en iyi uygulayan Ulke konumunda olmasi, dogal, tarihi ve
klltirel degerlerimizin zenginligi (kdlttr turizminin ekonomik
etkisinin diinya genelinde 800 milyar ABD Dolar ile 1.1. trilyon
dolar arasinda oldugu tahmin ediliyor, Stanford Arastirma
Enstitlsinln verileri), Glkelerarasi ulasim kolayhgi sayilabilir,
dezavantajlar olarak cevresel kaynaklarin sGrdirilebilirligi,
turizm cesitliliginin az olmasi, turistik talebin 3 ilimizde
yogunlasmasi (Antalya, istanbul ve Mugla).

The increasing importance of internet in travel decisions and
holiday reservations, estimation for rapid increase of cultural
tourism during the term until 2020, increasing preference of
tourists for the environmental, cultural, ethnical and historical
values for making their travel decisions, potential impacts of
climate changes due to global warming in respect of inter-country
competition, increasing value of youth tourism, the increasing
importance of wellness tourism according to the data of Stanford
Research Institute (which currently has 439 billions of US Dollars
of economical impact throughout the world and expected to reach
an impact of 679 billions of US Dollars in 2017) and the ecological
tourism also according to the data of Stanford Research Institute
(it is estimated that the economical impact of ecological tourism
throughout the world is around 325 billions of US Dollars and
480 billions of US Dollars), inclination towards the families with
children (even if the decision makers are the parents of children,
the water parks intended for children, special services intended
for requests and customized product provisions) and environment-
friendly (green meetings) and etc. can be considered as the new
trends of the world. Also, the future impact of China market
should be taken into consideration (it is expected that the number
of Chinese tourists will increase up to 220 millions of people in
2023).

The advantages of our country in respect of competitiveness

can be considered as; its high appeal especially in respect of the
third age (it is estimated that there are 1.3 billions to 1.6 billions
of people around the world) and youth tourism, its position

which applies the all-inclusive system best in the world (in the
sense of price-value), natural, historical and cultural richness (it

is estimated that the economical impact of culture tourism is
around 800 billions of US Dollars and 1.1 trillions of US Dollars
around the world, according to the data of Stanford Research
Institute), easy access between countries while the sustainability
of environmental resources, less tourism varieties, concentration
of touristic demand on 3 provinces of our country (as Antalya,
Istanbul and Mugla) can be considered as the disadvantages.
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Firsatlar olarak Tirk Lirasinin  turist gonderen Ulkeler
acisindan cazip olabilecek degeri, Alman ve Rus turistlerin
stiregelen talepleri (2015 yili icin Rus turistlerin talebinde
son dakika hareketliligi goriilebilir), AB Uyesi Ulkelerle olasi
isbirligi imkanlari ve fon kullanimlari, Avrupa’nin en ¢ok yolcu
artisi yakalayan havayolu olan THY'nin (Avrupa'da en buylk
10 havayolu sirketi icinde 4.sirada) tanitimda daha etkin
kullanilabilmesinin varlig, glcli mutfagimiz, yeni pazarlar
olarak Giney Amerika, Cin ve Hindistan'in varlig belirtilebilir.
Tehditler olarak; mevcut ve yeni rakiplerin varligr (Mevcutlar
arasinda Yunanistan ve Misir, yeni rakipler olarak Cin, Meksika,
Kore ve Hindistan sayilabilir), rakip Ulkelerin daha etkin sosyal
medya ve online tanitimlari, referans ve yorum sitelerine daha
fazla agirlik verilmesi, llke genelinde % 7.6'lik fiyat artislari
(TUIK), otellerdeki maliyet artislari sayilabilir.

The attractive value of Turkish Lira for the countries sending
tourists to our country, continuing demands of German and
Russian tourists (for 2015, a last minute movement might be
experienced for the demand of Russian tourists), cooperation
opportunities and fund uses with the EU member countries, using
the Turkish Airlines (the 4th airline company in the biggest 10
airlines of Europe) which is the airline with the highest passenger
increase of Europe more effectively in touristic promotions, our
rich cuisine and tastes and the presence of the South America,
China and India as new markets can be considered as new
opportunities. The presence of existing and new competitors (we
can consider Greece and Egypt as the existing competitors while
China, Mexico, Korea and India as the new competitors), efficient
social media and online promotions of the competitor countries,
intensive focus on the reference and comment web sites, 7.6%
price increases throughout the country (according to the data of
the Turkish Statistics Institute) and the cost increases of hotels
can be considered as the threats.

1.1.1. 2014 Yih Turizm Gelir ve Giderleri
1.1.1. Tourism Income and Costs of 2014

Kurum tarafindan aciklanan verilere gore, cari islemler acig
2013 yilina gore 18 milyar 822 milyon ABD Dolari azalarak 45
milyar 836 milyon ABD Dolari oldu. S6z konusu gerilemede;
6demeler dengesi tablosundaki dis ticaret aciginin 16 milyar
322 ABD Dolari azalarak 63 milyar 585 milyon ABD Dolarina
dismesi, net hizmet gelirlerinin 2 milyar 509 milyon ABD
Dolari artarak 25 milyar 353 milyon ABD Dolara ylkselmesi ve
birincil gelir aciginin 263 milyon ABD Dolari azalarak 8 milyar
723 milyon ABD Dolarina gerilemesi etkili oldu.
Turkiye istatistik turizmle ilgili
gerceklestirdigi 4. ceyrek anket sonuclarinin yansitiimasiyla,
seyahat gelirleri 2013 yilina gére 1 milyar 555 milyon ABD
Dolari artarak 29 milyar 552 milyon ABD Dolarina, seyahat
giderleri ise 255 milyon ABD Dolari artarak 5 milyar 72 milyon
ABD Dolarina ulasti.

Tiirkiye istatistik Kurumu (TUIK) tarafindan aciklanan verilere
gore; 2014 yilinda yurt disina ¢cikan Tirk Vatandaslarinin sayisi
2013 yilina gére %4,4 oraninda artarak 8 milyon 363 bin 966
kisiye ulasti. Bu sayi 2013 yilinda ise 8 milyon 11 bin 654 kisi
olarak gerceklesmisti.

Kurumu'nun olarak

TURSAB Ar-Ge Departmani'nin TUIK verilerinden derledigi
bilgiye gore; 2014 yil verilerine gore en fazla seyahat 1 milyon
231 bin 691 kisi ile Gircistan'a gerceklesti. Bu Ulkeyi sirasiyla
741 bin 37 ile Yunanistan, 620 bin 896 kisi ile Bulgaristan ve
493 bin 592 kisi ile Almanya izledi.

2014 yilinda 235 bin 736 vatandasimizi agirlayan Azerbaycan
besinci tilke olurken Azerbaycan'i Bagimsiz Devletler Toplulugu
tilkeleri, italya, iran, Rusya Federasyonu ve A.B.D. izledi.

According to the data stated by the agency, the current accounts
deficit has been 45 billions and 836 millions of US Dollars by
decreasing 18 billions and 822 millions of US Dollars compared
to 2013. The decrease of foreign trade deficit to 63 billions and
585 millions of US Dollars with 16 billions and 322 US Dollars of
reduction in the table of statement of payments, the increase of
net service incomes to 25 billions and 353 millions of US Dollars
by increasing 2 billions and 509 millions of US Dollars and the
decrease of primary income deficit to 8 billions and 723 millions
of US Dollars with 263 millions of US Dollars of reduction have
impact on that regression.

According to the survey results for the 4th quarter of 2013
performed by the Turkish Statistics Institution related with
tourism, the tourism income has become 29 billions and 552
million of US Dollars by increasing 1 billions and 555 millions of
US Dollars and the travel expenses have increased up to 5 billions
and 72 millions of US Dollars by increasing 255 millions of US
Dollars.

According to the data of the Turkish Statistics Institution (TUIK),
the number of Turkish nationals travelling abroad in 2014 have
increased 4.4% compared to 2013 and increased up to 8 millions
and 363 thousands and 966 people. This number was 8 millions
11 thousands and 654 people in 2013.

According to the information compiled by the Research and
Development Department of TURSAB from the TUIK data, the
most travels in 2014 have been to Georgia with 1 millions and
231 thousands and 691 people. Respectively, Greece with 741
thousands and 37 people, Bulgaria with 620 thousands and
896 people and Germany with 493 thousands and 592 people
followed Georgia.

While, Azerbaijan which has hosted 235 thousands and 736
citizens of our country is the fifth most preferred destination in
2014, the countries of the Commonwealth of Independent States,
Italy, Iran, Russian Federation and the U.S.A. have respectively
followed that country.
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Tablo 5: Tiirkiye'den Yurt Disina Cikan T.C. Vatandaslarimizin Sayilar (Ocak-Aralik)

Table 5: The Number of T.R. Citizens who Travelled Abroad in 2014 (January-December)

Turkiye’den Yurtdisina Cikan T.C. Vatandas Sayisi (Ocak-Aralik)
The Number of T.R. Citizens who Travelled Abroad in 2014 (January-December)

Yillar / Years Yillik Degisim / Annual Change %
2012 2013 2014 2013/2012 2014/2013
6.273.993 8.011.654 8.363.966 27.7 4.4

Varislara gore en cok ziyaret edilen Ulkelerin listesi asagidaki

1.1.2 Vanislara Gére En Cok Ziyaret Edilen Ulkeler (2014)
1.1.2. The Most Preferred Countries according to the Destinations (2014)

tabloda ézetlenmistir.

No

Country

1 Blnce
2
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4 - The People’s
Republic of China
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Tablo 6: Varislara Gére En Cok Ziyaret Edilen Ulkeler
Table6: The Most Preferred Countries According to Destinations

The World
Tourism
Agency

Region
4]
Europe
North America

Europe
Asia

Europe
Europe

Europe
Europe

Europe

North America

Diinya

Turizm

Orgiitii

Bolgesi
2]

Avrupa

Kuzey Amerika

Avrupa
Asya

Avrupa
Avrupa

Avrupa
Avrupa

Avrupa

Kuzey Amerika

The Number of
Incoming
International
Tourists
(2014)

83.7 millions.
74.8 millions.

65.0 millions.
55.6 millions.

48.6 millions.
39.8 millions.

33.0 millions.
32.6 millions.

29.8 millions.

29.1 millions.

Uluslararasi
Gelen
Turist
sayisl
(2014)

83.7 milyon
74.8 milyon

65.0 milyon
55.6 milyon

48.6 milyon
39.8 milyon
33.0 milyon
32.6 milyon
29.8 milyon
29.1 milyon

The Number of
Incoming
International
Tourists
(2013)

83.6 millions.
70.0 millions.

60.7 millions.
55.7 millions.

47.7 millions.
37.8 millions.

31.5 millions.
31.1 millions.

28.4 millions.

24.2 millions.

Uluslararasi
Gelen
Turist
sayisl
(2013)

83.6 milyon
70.0 milyon

60.7 milyon
55.7 milyon

47.7 milyon
37.8 milyon
31.5 milyon
31.1 milyon
28.4 milyon
24.2 milyon

The Change
Rate of
2014
compared to
2013
(%)

A01
AL68
&7

¥o1

A138
&53
La6

&50

&s53
& 205

2014’iin
2013’e gore
degisim
orani
(%)
£01
468

& 71
Yoa1

£1.8
&s53
&ae
A50
&s53
& 205

The list of the most preferred countries according to
destinations is summarized in the following.

The Change
Rate of
2013
compared to
2012
(%)

&20
£50
Ls56

¥s3s

£29
£59
&37

£6.1

& 10.2
& 32
2013’lin
2012’ye
gore
degisim
orani
(%)
A 20
& 5.0

£56
¥35

£29
&59
& 37
A6
£ 102
& 32

“UNWTO Tourism Highlights 2015 Edition (ingilizce) - Turizm Trendleri 2015 yayini(Tiirkce)". Diinya Turizm Orgtitii. 17 Haziran 2015. Erisim tarihi: 25 Haziran 2015. / “UNWTO
TourismHighlights 2015 Edition (English) - Tourism Trendes 2015 publication (Turkish)”. The World Tourism Agency. 17th June 2015. Access date: 25th June 2015.
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1.1.3 2014'te Ulkelerin Elde Ettikleri Uluslararasi Turizm Gelirleri
1.1.3. The International Tourism Income of Countries in 2014

Dinyadaki bazi Ulkelerin turizmden elde ettikleri gelirler | The tourism incomes of some countries are indicated in the
asagidaki tabloda gdriilmektedir. following table.

Tablo 7: Ulkelerin Uluslararasi Turizm Gelirleri
Table7: The International Tourism Incomes of Countries

. Uluslararasi Uluslararasi 2014’iin 2013,“"
Diinya R ., e 2012’ye
Turizm Turizm Turizm 2013’e gore sre
Sira Ulke Sreiitii Gelirleri Gelirleri degisim deg.,i im
reutu (2014) (2013) orani g3
Bolgesi ) %) (%) orani
’ (%)
1 B= \pD Kuzey Amerika 177.2 milyar 172.9 milyar &25 &70
— . .
2 i ISpanya Avrupa 65.2 milyar 62.6 milyar &42 £76
3 - Cin Halk Asya 56.9 milyar 51.7 milyar A 102 A33
Cumbhuriyeti
4 [ | . Avrupa 55.4 milyar 56.7 milyar Y23 A5S6
— ER oo Asya 50.8 milyar 51.8 milyar Vio A 181
5 | Iitalya Avrupa 45.5 milyar 43.9 milyar & 37 4 6.6
6 B Birlesik Krallik Avrupa 45.3 milyar 41.0 milyar 4103 A121
7 B \imanya Avrupa 43.3 milyar 41.3 milyar 450 482
8 — .y land Asya 38.4 milyar 41.8 milyar ¥so0 £234
— | [T Asya 38.4 milyar 38.9 milyar Y14 A177
9 5Bl Avustralya Okyanusya 32.0 milyar 31.2 milyar &18 Yos
10 Tiirkiye Avrupa 29.5 milyar 27.9 milyar 437 &al
The World International International The Change The Change
. Tourism Tourism Rate of 2014 Rate of 2013
Tourism
No Country Agenc Revenues Revenues compared to compared to
Ri io: (2014) (2013) 2013 2012
g ($) ($) (%) (%)
1 = e North America 177.2 billion 172.9 billion 425 A70
2 — Spain Europe 65.2 billions 62.6 billion &42 £76
3 | Epeopes Asia 56.9 billions 51.7 billion 4102 A33
Republic of China
4 | B Brance Europe 55.4 billions 56.7 billion ¥23 Ase6
— | BB Macau Asia 50.8 billions 51.8 billion Y19 A18.1
5 |l Biay Europe 45.5 billions 43.9 billion A37 A66
6 B United Europe 45.3 billions 41.0 billion A 103 A121
Kingdom
7 B Germany Europe 43.3 billions 41.3 billion 450 A 382
8 — o nd Asia 38.4 billions 41.8 billion ¥ 3.0 4234
— | IE8 vong Kong Asia 38.4 billions 38.9 billion Yia A17.7
9 EslllAustralia Oceania 32.0 billions 31.2 billion 418 Yos
10 | (Bl turkey Europe 29.5 billions 27.9 billion A37 Aaa

"UNWTO Tourism Highlights 2015 Edition (ingilizce) - Turizm Trendleri 2015 yayini(Tiirkce)". Diinya Turizm Orgtitii. 17 Haziran 2015. Erisim tarihi: 25 Haziran 2015. / “UNWTO
TourismHighlights 2015 Edition (English) - Tourism Trendes 2015 publication (Turkish)". The World Tourism Agency. 17th June 2015. Access date: 25th June 2015.
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Dinyadaki turistlerin gittikleri tlkelerdeki yaptiklari harcamalar
asagidaki tabloda goriilmektedir.

Sira

O 0 N OO LB W N

=
o

No

10

1.1.4. 2014'te Turistlerin Gittikleri Ulkelerdeki Harcamalari

1.1.4. The Expenses of Tourists in the Countries They Visited in 2014

Ulke

- Cin Halk Cumhuriyeti

B ABD

- Almanya
E1 Birlesik Krallik
B Rusya

I I Fransa

B+0 Kanada

il italya

&l Avustralya

E Brezilya

Country

- People’s Republic of China
B usa

el Germany

EZ1= United Kingdom
B Russia

I I France

B+ canada

I I Italy
£l Australia

E Brazil

Diinya Turizm
Orgiitii
Bolgesi

Asya
Kuzey Amerika
Avrupa
Avrupa
Avrupa
Avrupa
Kuzey Amerika
Avrupa
Okyanusya
Giliney Amerika

The
World
Tourism
Agency
Region
Asia
North
America
European
European

European

European

North
America

European

Oceania

South
America

shown in the following table.

Uluslararasi
Turizm
Giderleri
(2014)

()
164.9 milyar
110.8 milyar
92.2 milyar
57.6 milyar
50.4 milyar
47.8 milyar
33.8 milyar
28.8 milyar
26.3 milyar
25.6 milyar

International
Tourism
Revenues
(2014)

($)

164.9 billion
110.8 billion

92.2 billion
57.6 billion
50.4 billion

47.8 billion
33.8 billion

28.8 billion
26.3 billion

25.6 billion

Uluslararasi
Turizm
Giderleri
(2013)

($)
128.6 milyar
104.1 milyar
91.4 milyar
52.7 milyar
53.5 milyar
42.9 milyar
35.2 milyar
27.0 milyar
28.6 milyar
25.0 milyar

International
Tourism
Revenues
(2013)

($)

128.6 billion
104.1 billion

91.4 billion
52.7 billion
53.5 billion

42.9 billion
35.2 billion

27.0 billion
28.6 billion

25.0 billion

Tablo 8: Turistlerin Gittikleri Ulkelerdeki Yaptiklari Harcamalar
Table8: The Expenses of Tourists in the Countries They Visited

Pazar
payl
(%)

13.2
8.9
7.4
4.6
4.0
3.8
2.7
2.3
2.1
2.1

Marketshare
(%)

13.2
8.9

7.4
4.6
4.0

3.8
2.7

2.3
2.1

2.1

The expenses of tourists in the countries they visited are

2014’Un
2013’e gére

degisim

orani
(%)

£271
£64
£09
438
&13.7
4113
433
£69
Y17
A117

The Change
Rate of 2014
compared
to 2013
(%)

£271

464

£09
438
£137

4113
433

469
Y17

4117

"UNWTO Tourism Highlights 2015 Edition (ingilizce) - Turizm Trendleri 2015 yayini(Tiirkce)". Diinya Turizm Orgiitii. 17 Haziran 2015. Erisim tarihi: 25 Haziran 2015. / “UNWTO
TourismHighlights 2015 Edition (English) - Tourism Trendes 2015 publication (Turkish)". The World Tourism Agency. 17th June 2015. Access date: 25th June 2015.

1.1.5. ic Turizmde Geceleme Sayilari ve Harcamalari

Tablo 9: Yillar itibariyle Yerli Turistlerin Seyahatlerine iliskin istatistiki Veriler (2009-2014)

1.1.5. The Number of Overnight Stays and Expenses of Domestic Tourism

Table 9: The Statistical Data related with Travels of Domestic Tourists for Years (2009-2014)
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Seyahat harcamasi | Ortalama harcama
Seyahat sayisi Geceleme sayisi Ortalama geceleme (Bin TL) (TL)
(Bin) (Bin) sayisl .
. . Expenditures of Average
Number of trips Number of overnights Average number of . .
Yillar (Thousand) (Thousand) overnights trips expenditures of
Years g (Thousand TL) trips (TL)
2009 60 888 510961 8,4 12 216 339 201
2010 68 373 555 145 8,1 13 843 504 202
2011 65 854 558 270 8,5 15 641 262 238
2012 64 922 556 803 8,6 16 725 035 258
2013 68 452 557 459 8,1 18 416 817 269
2014 70 894 575 871 8,1 22 601 201 319
Kaynak: TUIK Hane halki Yurt ici Turizm Arastirmasi / Source: TurkStat Household Domestic Tourism Survey

Ulkemizde bulunan miizelerdeki eser sayilari ve 2014 yilina ait
oren verleri ve miizeleri ziyaret eden turist sayilari. Asagidaki

tablolarda 6zetlenmistir.

1.1.6. Miize istatistikleri
1.1.6. Museum Statistics

The number of artifacts in the museums of our country
and the number of tourists visited archeological sites and

museums in 2014. Shown in the following tables.

Tablo 9: 2013 Yili itibariyle Tiirlerine Gore Miizelerimizdeki Eser Sayilari
Table9: The Number of Artifacts in Our Museums in 2013 according to their Types

Eser Tiirli Type of the Artifact Sayisi / Number
Arkeolojik Archeological 776.670
Etnografik Ethnographic 294.075
Sikke Coin 1.873.472
Tablet Tablet 118.301
Muhir ve Miuhir Baskisi Seal and Impression of a Seal 60.839
Arsiv Vesikasi Archive Certificate 7.202
El Yazmasi Kitap Manuscripts 41.395
Fosil ve iskelet Fossil and Skeleton 575
Madalya-Madalyon-Nisan Medal-Medallion-Locket-Token 1.569
Banknot Banknote 357
Diger Other 812
TOPLAM TOTAL 3.175.267
Tablo 10: 2014 Yilinda En Cok Ziyaret Edilen 10 Miize
Table10: 10 Most Visited Museums of 2014

Miize Adi Name of the Museum Ziyaretgi Sayisi / Number of Visitors

1 | istanbul Ayasofya Miizesi Istanbul Hagia Sophia Museum 3.574.043

2 | istanbul Topkapi Sarayi Miizesi Istanbul Topkapi Palace Museum 3.553.078

3 | Konya Mevlana Muzesi Konya Rumi Museum 2.075.056

4 | istanbul Topkapi Sarayi - Harem Dairesi Istanbul Topkapi Palace - Seraglio 1.068.275

5 | Antalya Demre Muzesi Antalya Demre Museum 531.970

6 | istanbul Arkeoloji Mizeleri Istanbul Archeology Museums 449.881

7 | istanbul Kariye Miizesi Istanbul Chora Museum 302.815

8 | Ankara Anadolu Medeniyetleri Mizesi Ankara Anatolian Civilizations Museum 273.551
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9 | Ankara Cumhuriyet Miizesi

Ankara Republic Museum

247.256

10

Nevsehir Hacibektas Muzesi

NevsehirHacibektas Museum

228.552

Tablo 11: 2014 Yilinda En Cok Ziyaret Edilen 10 Oren yeri
Table11: 10 Most Visited Archeological Sites of 2014

Oren yeri Adi Name of the Archeological Site Ziyaretgi Sayisi / Number of Visitors
1 | Denizli Pamukkale (Hierapolis) Oren yeri | DenizliPamukkale (Hierapolis) Archeological Site 1.874.657
2 | izmir Efes Oren yeri Izmir Ephesus Archeological Site 1.873.701
3 | Nevsehir Géreme Oren yeri NevsehirGoreme Archeological Site 1.080.188
4 | Canakkale Truva Oren vyeri Canakkale Troy Archeological Site 469.527
5 | Nevsehir Kaymakh Oren yeri NevsehirKaymakli Archeological Site 464.792
6 | Antalya Myra Oren yeri Antalya Myra Archeological Site 432.621
7 | Nevsehir Derinkuyu Oren yeri NevaehirDerinkuyu Archeological Site 420.348
8 | Trabzon Siimela Oren yeri Trabzon Sumela Archeological Site 397.463
9 | Aksaray lhlara Vadisi Oren yeri Aksaraylhlara Valley Archeological Site 374.517
10 | Antalya Alanya Kalesi Antalya Alanya Fortress 371.947

1.1.7. Turizm istatistikleri, I. Ceyrek: Ocak - Mart, 2015
1.1.7. Tourism Statistics, 1st Quarter: January - March, 2015

Turizm geliri ocak, subat ve mart aylarindan olusan I. ceyrekte
bir dnceki yihn ayni geyregine gére %1,3 artarak 4 milyar
868 milyon 890 bin ABD Dolari oldu. Turizm gelirinin %78,8'i
yabana ziyaretcilerden, %21,2'si ise yurt disinda ikamet eden
vatandas ziyaretcilerden elde edildi. Ziyaretciler, seyahatlerini
kisisel veya paket tur ile organize etmektedirler. Bu ceyrekte
yapilan harcamalarin 4 milyar 457 milyon 546 bin ABD Dolarini
kisisel harcamalar, 411 milyon 343 bin ABD Dolarini ise paket
tur harcamalari olusturdu. Ziyaretcilerin kisi basina ortalama
harcamasi 911 ABD Dolarn oldu. Bu ceyrekte yabancilarin
ortalama harcamasi 884 ABD Dolari, yurt disinda ikamet eden
vatandaslarin ortalama harcamasi ise 994 ABD Dolar oldu.
Ziyaretci sayisi gecen vilin ayni ceyregine gére %5,5 arttl.
Ulkemizden cikis yapan ziyaretci sayisi 2015 vili I. ceyreginde
bir 6nceki yilin ayni ceyregine goére %5,5 artarak 5 milyon 344
bin 575 kisi oldu. Bunlarin %80,7'sini (4 milyon 314 bin 332 kisi)
yabancilar, %19,3'Gn{ (1 milyon 30 bin 243 kisi) ise yurt disinda
ikamet eden vatandaslar olusturdu. Turizm gideri gecen yilin
ayni ceyregine gore %6,1 azaldi. Yurt icinde ikamet edip baska
ulkeleri ziyaret eden vatandaslarimizin harcamalarindan olusan
turizm gideri, gecen yilin ayni ceyregine gore %6,1 azalarak 1
milyar 282 milyon 504 bin ABD Dolari oldu. Bunun 1 milyar 27
milyon 542 bin ABD Dolarini kisisel, 254 milyon 962 bin ABD
Dolarini ise paket tur harcamalari olusturdu. Yurt disini ziyaret
eden vatandaslar 2014 il |. ceyregine gbre %7,9 artti. Bu
ceyrekte yurt disini ziyaret eden vatandas sayisi bir nceki yilin
ayni ceyregine gore %7,9 artarak 1 milyon 865 bin 59 kisi oldu.
Bunlarin kisi basi ortalama harcamasi 688 ABD Dolari olarak
gerceklesti. Kaynak: http://www.tuik.gov.tr/PreHaberBultenleri.
do?id=18666:erisim tarihi:01.06.2015

The tourism income has increased 1.3% during the 1st quarter of
2015 consisting of January, February and March compared to the same
term of the previous year and become 4 billions and 868 millions of
890 thousands of US Dollars. 78.8% of this tourism income has been
obtained from the foreign visitors while the remaining 21.2% has been
obtained from the Turkish nationals residing in foreign countries. These
visitors organize their journeys personally or by means of package
tours. 4 billions and 457 millions and 546 thousands of US Dollars of
the expenses made in that quarter consist of personal expenses while,
411 millions and 343 thousands of US Dollars consist of package tour
expenses. Average expense of per visitor has been 911 US Dollars.
During this term, the average expense of foreign nationals has been
884 US Dollars, while the average expense of Turkish nationals
residing abroad has been 994 US Dollars. The number of visitors has
increased 5.5% compared to the previous year. The number of visitors
checking out from our country has increased 5.5% in the 1st quarter
of 2015 compared to the previous year and become 5 millions and
344 thousands and 575 people. 80.7% of them (4 millions and 314
thousands and 332 people) was consisted of foreign nationals and
19.3% (1 millions and 30 thousands and 243 people) was consisted
of the Turkish nationals residing abroad. The tourism costs have
decreased 6.1% compared to the same quarter of the previous year.
The tourism expenses of our nationals who reside in our country have
been 1 billions and 282 millions and 504 thousands of US Dollars by
decreasing 6.1% compared to the same quarter of the previous year.

1 billions and 27 millions and 542 thousands of US Dollars of the
expenses made in that quarter consist of personal expenses while,
254 millions and 962 thousands of US Dollars consist of package tour
expenses. The number of Turkish nationals who visited abroad has
increased 7.9% compared to the 1st quarter of 2014. The number

of citizens visited abroad during this quarter has become 1 millions
and 865 thousands and 59 people by increasing 7.9% compared to
the same quarter of the previous year. The average expense per
visitor has been 688 US Dollars. Source: http://www.tuik.gov.tr/
PreHaberBultenleri.do?id=18666.access date:01.06.2015
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Tablo 12: 2014-2015 Cikis Yapan Ziyaretciler/Giris Yapan Vatandaslar
Table12: 2014-2015 Checking Out Visitors/Checking in Citizens

Cikis Yapan Ziyaretgiler/ Giris Yapan Vatandaslar /
Number of Checking-out Visitors Number of Checking-in Visitors
Yil / Year Ceyrek / Turizm Geliri Bin Kisi Sayisi / Kisi Bagl Ortalama | Turizm Gideri Kisi Sayisi / Kisi Bagl Ortalama
Quarter (8)/ Number of Harcama / Bin ($) / Number of Harcama (3) /
Tourism Income in People Average Expenses | Tourism Expenses in People Average Expenses
Thousands of (S) per Person (S) Thousands of (S) per Person (S)
2014
| 4.807.836 5.065.759 949 1.365.770 1.728.284 790
I 8.975.976 10.967.100 | 818 1.402.783 2.042.086 687
1 12.854.373 17.084.013 | 752 1.178.170 2.283.278 516
v 7.667.719 8.298.198 924 1.523.759 1.928.616 790
Annual 34.305.904 41.415.070 | 828 5.470.481 7.982.264 685
2015
| 4.868.890 5.344.575 911 1.282.504 1.865.059 688
January 1.625.569 1.762.004 923 410.781 605.946 678
February 1.427.246 1.564.925 912 430.687 616.510 699
March 1.816.076 2.017.645 900 441.036 642.603 686

Kaynak: http://www.tuik.gov.tr/PreHaberBultenleri.do?id=18666:erisim tarihi:01.06.2015
Source: http://www.tuik.gov.tr/PreHaberBultenleri.do?id=18666:access date:01.06.2015

1.1.8. Yurt Disi Seyahatler (Gezi Ve is Amacli Seyahatler)
1.1.8. Foreign Travels (for Holiday and Business Purposes)

TUIK tarafindan aciklanan verilere gbre; Turk vatandaslarinin
en onemli yurt disina ¢ikis nedenini “gezi, eglence, sportif ve
klltdrel faaliyet” amach cikislar olusturdu. Buna gore, yurtdisina
cikan 8 milyon 363 bin 966 kisinin yaklasik yizde 38,1'i gezi
amach olarak yurt disina cikarken is amach seyahatlerin payi
yaklasik yiizde 26,9 oldu.

According to the data stated by TUIK, the most important foreign
travel reasons of Turkish nationals are “trip, entertainment,
sportive and cultural activities”. According to this, approximately
38.1% of 8 millions and 363 thousands and 966 people went
abroad visited foreign counties due to trip purposes, the share of
business trips has been 26.9 percent.

T.C. Vatandaslarin En Cok Gittigi 10 Ulke (2014)

THE TOP 10 COUNTRIES VISITED BY TURKISH NATIONALS
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1.1.9. Tirkiye'de Kruvaziyer Turizm Verileri
1.1.9 The Cruise Tourism Data of Turkey

01.06.2015 Tarihli Acente istatistikleri / 01.06.2015 Dated Agency Statistics

Yetki Belgesi Talebinde Bulunan Acente Sayisi The Number of Agencies Applied for License 1025
Yetkilendirilen Acente Sayisi Number of Licensed Agencies 917
islemi Devam Eden Acente Sayisi Number of Agencies in Process 45
Belgesi Askiya Alinan Acente Sayisi Number of Suspended Agencies 150
Yetki Belgesi iptal Edilen Acente Sayisi Number of Cancelled Agencies 63
Yetkilendirilen Acente Subesi Sayisi Number of Branches of the Licensed Agencies 268
Yetkilendirilen Acente Personeli Sayisi Number of Personnel of the Licensed Agencies 2988

Kaynak: Deniz Ticareti Genel MUdurlGgu https://atlantis.udhb.gov.tr/istatistik/diger_acenta.aspx:erisim tarihi:01.06.2015 /
Source: The General Directorate of Maritime Commercehttps.//atlantis.udhb.gov.tr/istatistik/diger_acenta.aspx:access date:01.06.2015

Tablo 13: Liman Baskanliklari Bazinda Kruvaziyer Gemi Ve Yolcu Istatistikleri (2015 llk 4 Ay)
Table13:Cruise Ship and Passenger Statistics Based on the Port Authorities (the First 4 Months of 2015

KRUVAZIYER GEMi / CRUISE SHIP KRUVAZIYER YOLCU
oo Dl ocews otmew SO SEONY AT o

ey PASSENGER PASSENGER PASSENGER
ALANYA 7 1 8 2 2 8.705 8.709
ANTALYA 6 6 5.634 5.942 945 12.521
BARTIN 1 1 264 264
BODRUM 4 1 5 3 11 3.506 3.520
GANAKKALE 21 2 23 186 95 12.920 13.201
DiKiLi 11 1 12 2.024 2.024
FETHIYE 1 1 326 326
iSTANBUL 43 1 44 6.764 7.136 37.743 51.643
izmMiR 11 3 14 178 164 20.603 20.945
KAS 2 2 690 690
KUSADASI 52 6 58 1.052 2.416 48.396 51.864
MARMARIS 8 8 6 5 13.328 13.339
MUDANYA 1 1 368 368
SAMSUN 1 1 264 264
TRABZON 1 1 2 1 621 622
TOPLAM 170 16 186 13826 15771 150703 180300

Kaynak: Deniz Ticareti Genel Miidiirligii Planlama ve istatistik Dairesi Baskanliginin 2015 Yili ilk 4 Ayi istatistiklerinden derlenmistir. / Source: Compiled from the First 4 Months Data of
2015 of the Head Department of the Planning and Statistics of the General Directorate of Maritime Commerce

1.1.10. Turkiye'deki Turizm Tesvik Belgeli Tesisler (2015)
1.1.10. The Facilities of Turkey with Tourism Incentive Certificate (2015)

Toplam Toplam Toplam

Ozel Kon. Tesis Oda Yatak

Sehir / City Butik Otel Tatil Koyu Tes. Sayisi Total Total

Boutique Holiday Special No. of rooms beds

5% 4* 3* 2% 1* hotel Village Con.Fac. Total fac.

Adana 1 1 70 148
Afyon 1 1 2 288 604
Adiyaman 1 1 36 72
Amasya 1 1 23 46
Ankara 1 3 2 6 437 874
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. Toplam Toplam Toplam
Ozel Kon. Tesis Oda Yatak
Sehir / City Butik Otel | Tatil Kdyii Tes. Sayisi Total Total
Boutique Holiday Special No. of rooms beds
5% 4* 3* 2* 1* hotel Village Con.Fac. Total fac.
Antalya 10 10 20 5.664 12.701
Aydin 4 5 3 12 2.785 5.170
Balikesir 1 1 2 154 340
Bartin 1 1 63 126
Bursa 1 2 3 270 540
Canakkale 1 1 27 54
Cankiri 1 1 12 24
Corum 1 1 76 152
Dizce 2 2 138 276
Erzincan 2 2 48 97
Erzurum 1 1 450 1.000
Eskisehir 1 1 60 120
Giresun 2 2 56 112
Hatay 1 1 2 48 96
Isparta 1 1 61 122
istanbul 4 12 12 1 29 2.544 5.087
izmir 1 2 5 1 9 1.031 2.057
K.Marasg 1 1 2 153 306
Kastamonu 1 1 252 520
Kars 2 1 3 188 296
Konya 1 2 3 431 862
Malatya 1 1 60 116
Manisa 1 1 41 82
Mardin 1 1 2 173 346
Mugla 1 4 1 1 7 1.498 3.121
Nevsehir 1 1 1 3 301 603
Nigde 1 1 25 58
Sakarya 1 1 2 209 426
Samsun 1 1 150 300
Sinop 1 1 80 160
Tokat 1 1 149 298
Trabzon 1 2 3 272 558
Tunceli 1 1 25 50
Van 2 2 77 154
Yozgat 1 1 428 856
Zonguldak 1 1 68 136
Genel Toplam 25 42 41 o 0 5 0 1 138 19.417 | 39.066
General Total

Kaynak: Resmi Gazetelerin ilgili sayilari. / Source: Related numbers of the Official Gazette.

1.1.11. 2013-2015 Yillan Turizmde istihdam Gelisimi
1.1.11. The Development of Employment in Turkey for 2013-2015
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Gecen yil TUROFED raporunda belirtildigi (izere Rus
pazarinda ki yaklasik %25'lik bir dists turizmdeki istihdama da
olumsuz yansidi.

2015 yilinda Rusya pazarinda yasanan yiiksek oranl gerileme
ve Avrupa pazarlarinda gorilen yavaslama egilimi, konaklama
sektortindeki istihdama da olumsuz etki yapti. Gecen yillarda
ortalama % 10-12 araliginda blylyen konaklama sektoru
istihdami, 2015 yilinin ilk yarisinda ancak % 3,8 artabildi. 2014
yilindaki gelisme % 12,8 olmustur. AKTOB Arastirma Birimi'nin
SGK verilerinden derledigi verilere gore, turizmde disen
yabanci ziyaretci sayisi, 6ncelikle turizm istihdamini geriletiyor.
Yilin ilk yarnsi geride birakilirken, yabanci ziyaretci sayisi %
1 dolayinda daralan Turkiye'de, otellerdeki c¢alisan sayisi da
gerileme icinde olmustur. Bulgulara gore, otellerde sigortali
olarak calisanlarin sayisi 2014 yilinin 4 aylik doneminde % 12,8
gelisme gostermisti. Ancak 2015 yilinda bu biytime egilimi %
3,8'e distl. Diger yandan, her zaman Tirkiye ortalamasinin
2 kati blylime kaydeden turizm sektor( istihdami da 4 aylik
donemde % 7,3 gelisti. Tarkiye istihdami artisi ise % 6,3 oldu.
(http://www.aktob.org.tr/haber/istihdam-artisi-yavasladi.)

As indicated in the TUROFED report of the previous year,
approximately 25% regression of the Russian Market has reflected
negatively on the employment of tourism.

The high regression experienced in the Russian market in 2015
and the regression tendency of the European markets, have
negative influence on the accommodation sector. The employment
of accommodation sector which has grown around 10-12% in the
previous year could only increase 3.8% in the first half of 2015.
The development in 2014 has been 12.8%. According to the data
compiled by AKTOP Research Unit from the SGK (Social Security
Agency) date, the number of foreign visitors firstly downgrades
the employment of tourism. While we are leaving the first half of
the year behind us, the number of employees working in hotels

of Turkey has also fallen like the number of visitors which has
regressed 1% compared to the previous year. According to these
findings, the number of insured employees working in hotels has
increased 12.8% in the first 4 months of 2014. However, this
increase has decreased to 3.8% in 2015. On the other hand, the
tourism sector which always achieves 2 times higher growth rate
than the Turkey's average has developed 7.3% during the 4 month
term. The Turkey's employment raise has been 6.3%. (http://www.
aktob.org.tr/haber/istihdam-artisi-yavasladi.)

Tablo 14: Turizm Sektoriinde Istihdamin Gelisimi,%*
Table14: Development of Employment in Tourism Sector, %*

Degisim / Change 2013/2014 | Degisim / Change 2014/2015
Konaklama Accommodation 12,8 3,8
Yiyecek icecek Hiz. Food & Beverage Services 12,1 12,7
Spor, Egl.Dinl.Faal Sports, Entertainment and Recreation Activities 7,8 -24,8
Seyahat Ac.Tur Op.Hiz Travel Agency-Tour Operator Services 2,9 5,9
Havayolu Airlines 13,0 15,1
Turizm Toplami Total of Tourism 11,5 7,3

*4a kapsami sigortali sayilari, 2015 Nisan verileri. Kaynak: http://www.aktob.org.tr: Erisim Tarihi: 03/08/2015 /
*Number of insured employees within 4a scope, April 2015 data. Source: http://www.aktob.org.tr: Access date: 03/08/2015

2. BOLUM: TURKIYE TURIZM VERILERI
2. CHAPTER:THE TOURISM DATA OF TURKEY

2.1. Tiirkiye'nin Son Ceyrek Asirdaki Turizm istikrari
2.1. The Tourism Stability of Turkey in the Last 25 Years

Tablo 15: Tiirkiye'nin Son 25 Yildaki Turizm Seyri
Table15:The Course of Tourism in Turkey for the Last 25 Years
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Turizm tm diinya genelinde oldugu gibi Turkiye'de de surekli
gelisim gosteren bir endUstri olma 06zelligini korumaktadir.
Turizm Bakanhginin verileri incelendigi zaman Turkiye'nin
turizm alaninda son c¢eyrek asirda hangi noktalara geldigi
gorilmektedir. Turizm endustrisinin basladigi doksanli yillarda
tlke geneline turistik amach gelen ziyaretcilerin sayisi 4.4
milyon iken 2000'li yillarda bu rakam 10 milyonlari gecmis.
2010'lu yillara gelindiginde artik diinya pazarinda énemli bir
yer elde etmis ve 30 milyon rakamlarini gecmis. Son gelinen
noktada Tlrkiye turistlerin destinasyon olarak tercih ettikleri
Ulkeler kategorisinde diinya siralamasinda 6. siraya yerlesmistir.
Bu istikrar ile devam etmesi ve alternatif turizm kaynaklari
ile alternatif destinasyonlar Greterek tlkemiz 2020l yillarda
cok rahat ziyaretci sayisi ile diinya siralamasinda ilk 5 ulke
arasinda olacaktir. Tirkiye Cumhuriyetin 100. Yilinda 2023
hedeflerinde 50 milyon turist 50 milyar ABD Dolari turizm geliri
hedeflemektedir Avrupa, Asya ve Afrika gibi ¢ kitanin tam
ortasinda kalan bir konuma sahip olan Tlrkiye 5 saatlik ucus
mesafesiile bu t¢ kitaya hakim konumdadir. Tlrkiye énimuzdeki
yillarda yeni havalimani ve diger yatirnimlarinin sonuclanmasi
ile rakiplerine gore daha avantajli bir konuma ylkselecek ve
yabanci ziyaretci bakiminda énemli artislar gésterecektir.

As for the entire world, tourism maintains its characteristic to

be a continuously developing industry in Turkey. If, the data of
the Ministry of Tourism is analyzed, the point where Turkey has
achieved in tourism in the last twenty-five years is seen. While,
the number of touristic visitors of our country has been 4.4
millions during the nineties when the tourism industry has begun,
this number has more than 10 million in 2000s. When, we have
come to 2010s, our country has gained an important place in

the world market and this figure has increased up to 30 millions.
At the latest point, Turkey is the 6th most preferred touristic
destination of the tourists all around the world. If, our country
proceeds through that stability and generates alternative tourism
resources and alternative destinations, it will easily be among
the first 5 countries of the world with its number of visitors in
2020s. In the 100th Year of the Republic of Turkey, 50 millions
of tourists and 50 billions of US Dollars of tourism income are
aimed for 2023 objectives. Turkey which is located in the middle
of three continents as Europe, Asia and Africa, is dominant over
these three continents with 5 hours of flight distance. Turkey will
be at a more advantageous position compared to its competitors
by new airports to be established and finalizing other investments
in near future and these will cause important increases in number
of visitors.

2.2. Tiirkiye Ve Dért ilin Ocak-Haziran Verileri
2.2. The January-June Data of Turkey and the Four Provinces

Tablo 16: Tiirkiye Ve Dort ilin Ocak-Haziran Verileri / Table16:The January-June Data of Turkey and the Four Provinces

(Ocak-Haziran) (Ocak-Haziran) (Ocak-Haziran) (Ocak-Haziran) | (Ocak-Haziran) (Ocak- Haziran)

January-June January-June January-June January-June January-June January-June
ANTALYA Ocak-Haziran / January-June 3.655.984 4.218.659 3.891.983 4.277.204 4.514.695 4.088.861
ISTANBUL Ocak-Haziran / January-June 3.093.488 3.563.885 4.231.419 4.941.558 5.382.866 5.680.398
iZMiR Ocak-Haziran / January-June 271.963 547.787 497.481 507.980 485.343 425.360
MUGLA Ocak-Haziran / January-June 1.014.084 1.044.762 986.782 1.013.726 1.050.710 974.701
TURKIYE TOPLAM / TOTAL Ocak-Haziran / January-June 11.571.427 13.027.494 12.882.978 14.549.521 15.276.000 14. 894. 754

Sekil 1:Tiirkiye Ve Dért ilin Ocak-Haziran Verileri / Figure1:The January-June Data of Turkey and the Four Provinces: January-June

Tarkiye turizmi 2014 yilinin ilk yarisinda 2013°Un ilk yarisina oranla
%10'luk bir blylime gostermistir. Bu durum turizm enddstrisi
icin sevindirici bir durumdur. Yilin ilk yarisi verileri incelendiginde
Tirkiye turizminin %75'lik dilimine sahip olan Antalya, istanbul
ve Mugla gecen yila oranla ilk alti ayi verileri itibari ile yiikselisle
kapatmistir ancak izmir gecen yila oranla ilk alti aylik veriler olarak
disus yasamistir.

The tourism of Turkey has achieved 10% growth in the first half
of 2014 compared to the first half of 2013. This is a pleasing
situation for the tourism industry. If, the data of the first half of
the of the tourism of Turkey has closed the first six months of
the year with increase compared to the previous year and Izmir
has experienced a decreased compared to the data of the first six
months of the previous year.

2.3. istanbul 2014- 2015 ilk Alti Aylik Yabanci Ziyaretci Verilerinin incelenmesi
2.3. Analyzing the Foreign Visitor Data of Istanbul for the First Six Months of 2014-2015

Tablo 17: Milliyetlerine gore Istanbul’a Gelen Yabancilar (Ocak-Haziran 2015)
Table17: The Foreign Nationals Visiting Istanbul According to their Nationalities (January-June 2015)
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ALMANYA; 576.161 iRAN; 316.989 AMERIKA BIRLESIK
/‘ DEVLETLERI; 260.320

RUSYA FEDERASYONU;
258.027

DIGER ULKELER;

2.575.139 iNGILTERE; 233.161

FRANSA; 212.395

SUUDI ARABISTAN;
167.676

ITALYA; 166.109

IRAK; 144.955

CiN; 133.500

I

GUNEY KORE; 111.598

HOLLANDA; 139.584

SURIYE; 125.379 LIBYA; 127.732 UKRAYNA; 131.673

Yunanistan: Greece Almanya: Germany Azerbaycan: Azerbaijan DigerUlkeler: Other Countries BagimsizDevletlerToplulugu: the Commonwealth of
Independent States italya: Italy iran: Iran RusyaFederasyonu: Russian Federation A.B.D.: U.S.A. GiineyKore: South Korea Cin: China SuudiArabistan:

Saudi Arabia ingiltere: the United Kingdom Fransa: France Irak: Iraq Hollanda: the Netherlands Ukrayna: Ukraine

2015 yilinin ilk yanisinda istanbul'a gelen yabancilarin toplamdaki The percentages of foreign visitors come to Istanbul in

yiizdeleri, Almanlar; %10.1, iranlilar:%5.6, Amerikalilar: %4.6, the first half of 2015 are as German:%10.1, Iranian:%5.6,

Ruslar: %4.5, ingilizler:%4.1, Fransizlar: %3.7, Suudi Arabistanlilar: American:%4.6, Russian:%4.5, British:%4.1, French:%3.7, Saudi
%3.0, italyanlar: %2.9, Iraklilar: %2.6, Hollandalilar:%2.5, Cinliler: Arabian:%3.0, Italian:%2.9, Iraqi:%2.6, Dutch:%2.5, Chinese:%2.4,
%2.4, Ukraynalilar: %2.3, Libyalilar: %2.2, Suriyeliler: %2.2, Glney | Ukranian:%2.3, Libyan:%2.2, Syrian:%2.2, South Korean:%2.0 and
Koreliler: %2.0, Diger lkeler: 45,3 olarak gerceklesmistir. other countries: 45.3.

Tablo 18: istanbul’a Gelen Yabanci Ziyaretci Sayilari / Table18: The Number of Foreign Visitors of Istanbul

TURKIYE / TURKEY iSTANBUL 2014’e Gore 2014e Gore
Degisim Orani Degisim Orani
(Ayhk) (Kimalatif)
2014 2015 2014 2015 Rate of Change by | Rate of Change by
2014(Monthly) 2014 (Cumulative)
OCAK JANUARY 1.146.815 1.250.941 635.283 691.496 8,8 8,8
SUBAT FEBRUARY 1.352.184 1.383.343 696.054 732.202 5,2 6,9
MART MARCH 1.851.980 1.895.940 866.985 944.931 9,0 7,7
NiSAN APRIL 2.652.071 2.437.263 1.014.662 1.037.506 2,3 6,0
MAYIS MAY 3.900.096 3.804.158 1.079.598 1.182.906 9,6 6,9
HAZIRAN | JUNE 4.335.075 4.123.109 1.090.284 1.091.357 0,1 5,5
15.238.21 14.894.754 5.382.866 5.680.398

Ataturk ve Sabiha Gékcen Havalimanlari ile Haydarpasa, Pendik, According to the data obtained from the Ataturk and
SabihaGokcen Airports and the ports of Haydarpasa, Pendik,
Zeytinburnu and Karakoy; the number of foreign visitors who
have come to Istanbul during January-June 2015 term has

yil ile karsilastirdigimizda %5,5 artmis oldugunu gérmekteyiz. increased 5.5% compared to the previous year.

Zeytinburnu ve Karakdy limanlarindan alinan verilere gére; 2015

yili Ocak-Haziran aylarinda istanbul'a gelen yabanci sayisini gecen
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Sekil 3: Son Bes Yil Ocak-Haziran Ayi Gelen Yabanci Sayilari
Figure3: The Number of Foreign Visitors During January-June Term for the Last Five Years

%55

%152

2011 2012 2013 2014 2015

Yilin ilk yarnisini degerlendirdigimizde; her yil bir énceki yila gére
artis yasandigi ve bu artisin giderek azaldigi gériilmektedir.

If, we consider the first half of each year, it is observed that

there has been an increase every year compared to the previous

year while the increase rate has been gradually decreasing.
Sekil 4: Gelis Yollarina Gére Gelen Yabanci Ziyaretci Sayilari

Figure4: The Number of Foreign Visitors According to Means of Transportation

Havayolu @ Denizyolu
Airlines Maritime Lines

2015

193.508

I 174.921

According to the January-June term of the previous year, the
arrivals by airlines have increased 5.4% while the arrivals by
maritime lines have increased 10.6%.

Tablo 19: istanbul 2013- 2014 ilk Alti1 Aylik Yabanci Ziyaretci Verilerinin incelenmesi
Tablo19:Analysis of the Foreign Visitors Data of Istanbul for the First Six Months of 2013-2014

2014

Gegen yilin ocak-haziran ayina gére havayolu ile gelis %5.4,
denizyolu ile gelis %10.6 artmistir.

ALMANYA GERMANY 552,185 531.678 8,37

RUSYA FED. RUSSIAN FED. 296.765 301.544

iNGILTERE UNITED KINGDOM 213.090 221.725 mm_
iTALYA iTALY 211.115 198.333

FRANSA FRANCE 224.987 221.374

iRAN IRAN 154.529 235.003 316.989 81.986 34,9

ABD USA 234.183 246.157 260.320 14.163 5,75
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HOLLANDA NETHERLANDS 134.860 137.946 139.584 1.638 1,19
JAPONYA JAPAN 89.835 72.874

iSPANYA SPAIN 89.461 94.622

UKRAYNA UKRAINE 121.298 133.190

AZERBEYCAN AZERBAIJAN 106.616 107.169 109.385 2.216 2,07
GUNEY KORE KOREA SOUTH 83.058 111.066 111.598 532 0,48
TURKMENISTAN | TURKMENISTAN 67.357 75.651

BELGiKA BELGIUM 62.019 64.670

AVUSTURYA AUSTRIA 77.288 75.760

iSVICRE SWITZERLAND 74.279 71.228

iSRAIL ISRAEL 30.688 43.125

YUNANISTAN GREECE 57.108 64.061 64.943 882 1,38
CiN CHINA 60.479 83.818 133.500 49.682 59,3
IRAK IRAQ 99.607 121.588 144.955 23.367 19,22
TUNUS TUNISIA 43.019 48.325 49.461 1.136 2,35
SUUDI ARABIS. | SAUDI ARABIA 110.052 134.548 167.676 33.128 24,62
AVUSTRALYA AUSTRALIA 51.529 52.932 69.605 16.673 31,50
CEZAYiR ALGERIA 51.723 66.752 68.073 1.321 1,98
LUBNAN LEBANON 51.547 55.528 57.900 2372 4,27
KANADA CANADA 48.651 52.504 55.678 3.174 6,05
OZBEKISTAN UZBEKISTAN 54.386 63.283 63.819 536 0,85
SURIYE SYRIA 66.411 104.897 125.379 20.482 19,53
DIGER OTHER 1.175.018 1.323.182 1.501.636 178.454 13
GENEL TOPLAM | GRAND TOTAL 4.941.118 5.382.866 5.680.398 297.532 6

Kaynak: http://www.istanbulkulturturizm.gov.tr/TR,92428/istanbul-turizm-istatistikleri---2014.html Erisim tarihi: 8/07/2014 http://www.istanbulkulturturizm.gov.tr/TR,92428/
istanbul-turizm-istatistikleri---2013.html Erigim tarihi: 8/07/2014 / Source: http.//www.istanbulkulturturizm.gov.tr/TR,92428/istanbul-turizm-istatistikleri---2014.html Access date:

8/07/2014 http://www.istanbulkulturturizm.gov.tr/TR,92428/istanbul-turizm-istatistikleri---2013.html Access date: 8/07/2014

Antalya'dan sonra Tirkiye'de en fazla turist ceken destinasyonu
istanbul yilin ilk alti ayinda %8.9'luk bir bilyiime gdstermistir.
2009'dan itibaren istanbul'a gelen yabanci ziyaretci verileri
incelendiginde, 2010 yilindaki %7’lik disls haricinde, artis
gerceklestigini gorilmektedir.  Atatlirk ve Sabiha Gokcen
Havalimanlari ile Haydarpasa, Pendik ve Karakdy limanlarindan
alinan verilere gdre, 2013 vilinda istanbul'a gelen yabanci
ziyaretci sayisini 2012 yili ile karsilastirdiginda %12 artis
oldugunu gorllmektedir. 2012 yilinda 9.381.670 olan yabanci
ziyaretci sayisi 2013 yilinda 10.474.867 kisi olmustur. 2013
verileri ile 2014 vyilinin ilk alti ayinda gerceklesen veriler
karsilastinldiginda 2013 yilinda istanbul'a 4.941.118 turist
gelirken, bu oran 2014 yilinda 5.982.866'ya yiikselmis ve 2015

yilinint ilk 6 aylik ddneminde 5.680.398'e ulasmistir.

Istanbul as the second highest tourist attracting destination
of Turkey after Antalya has shown 8.9% growth in the first
six months of the year. If, the number of foreign visitors of
Istanbul is taken into consideration beginning from 2008,

we see that there has always been an increase instead of
the 7% decrease in 2010. According to the data obtained
from the Ataturk and SabihaGokcen Airports and the ports

of Haydarpasa, Pendik andKarakoy; the number of foreign
visitors who have come to Istanbul during 2013 has increased
12% compared to 2012. The number of foreign visitors which
was 9.381.670 people in 2012 has increased to 10.474.867
people in 2013. If, the 2013 data is compared to the actual
data of the first six months of 2014, it is observed that, while
4.941.118 tourists have visited Istanbul in 2013, this number
has increased to 5.382.866 in 2014 and has reached to
5.680.398 in the first six months of 2015.
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Sekil 5: Son 5 Y1l Ocak-Haziran istanbul'u Ziyaret Eden Yabancilarin Sayisi
Figure5:The Number of Foreign Visitors of Istanbul for January-June Term for the Last 5 Years

%5 15,2

2011

2012

Yilin ilk yarnisini degerlendirdigimizde; her yil bir énceki yila gére
artis yasandigi ve bu artisin giderek azaldigi gérulmektedir.
Kaynak: http://www.istanbulkulturturizm.gov.tr/TR,92428/
istanbul-turizm-istatistikleri---2014.html Erisim Tarihi:
09/07/2014

Gelen yabanci ziyaretci sayilari milliyet bazinda incelediginde,
2013 yilinda istanbul'a gelen yabancilarin milliyetine gére
dagihmlari su sekildedir: Almanlar: %11.3, Ruslar: %5.5,
Amerikalilar; %4.8, Fransizlar: %4.6, ingilizler: %4.4, italyanlar;
%4.2, iranlilar: %3.7, Hollandalilar: %2.7, Libyalilar: %2.5,
Ukraynalilar: %2.4, Iraklilar: %2.3, Azerbaycanlilar: %2.2,

Suudi Arabistanlilar; %2.1, ispanyollar: %1.9, Suriyeliler: %1.6,
oranindadir. Ancak Avrupa'daki ingiltere, Hollanda, Belcika,
ispanya ve Yunanistan gibi tilkelerde sayisal olarak ilk alti

aylik dilimde 2013 verilerine gore artis gbzlense de Avrupa
pazarindaki durgunluk 2014 yilinin ilk alti ayinda da devam
etmektedir.

Son yillarda Orta Dogu’'daki gelismeler kuskusuz turizm
endUstrisi de etkilemistir, ancak Arap Bahari sonrasi Orta Dogu
ve Arap Ulkelerinden gelen turistlerin sayisinda strekli artis
gozlenmistir. 2015 yilinin ilk alti ayinin verilerinde de Korfez ve
Arap Ulkelerinden gelen ziyaretgilerin bir dnceki yila gore %20
‘'nin Gzerinde bir oranda artis gosterdikleri gérilmektedir.
2015 yili 2014 yiliile karsilastirdiginda 2015 yili ilk yarisinda
Almanya, italya, Fransa, Avusturya, isvicre gibi Avrupa
tlkelerinden gelenlerde bir miktar azalma gortilmektedir. Ayrica
Japonya ve Misir'dan gelen ziyaretci sayisinda da %15-20'lik
bir azalma gériilmektedir. Buna karsin iran’dan gelen turistte
%52'lik bir artis gerceklesmistir. Gliney Kore %33'Iuk, israil
%40, Cin%38, Libya ve Irak %22, Suriye %58, Cezayir %29,
Suudi Arabistan %22 buyiime gostererek bir 6nceki yila oranla
gelisme gostermistir. Boylece Avrupa pazarinda gorilen
azalmanin etkisi Orta dogu ve Arap pazarinin gelismesi ile
kapanmistir.

2013

% 55
% 8,9

L

2014 2015

If, we consider the first half of each year, it is observed that there
has been an increase every year compared to the previous year
while the increase rate has been gradually decreasing. Source:
http://www.istanbulkulturturizm.gov.tr/TR,92428/istanbul-turizm-
istatistikleri---2014.html Access Date: 09/07/2014

If, the number of foreign visitors are analyzed according to their
nationalities, the distribution of foreign visitors came to Istanbul
in 2013 are as in the following: German:%11.3, Russian:%5.5,
American:%4.8, French:%4.6, British:%4.4, Italian:%4.2,
Iranian:%3.7, Dutch:%2.7, Libyan:%2.5, Ukranian:%2.4, Iraqgi:%2.3,
Azerbaijani:%2.2, Saudi Arabian:%2.1, Spanish:%1.9, Syrian:%1.6.
While, an increase is observed for the first six month term for the
countries of Europe such as the United Kingdom, the Netherlands,
Belgium, Spain, Greece and etc. compared to the data of 2013, the
stagnancy of the European market has been continuing for the
first six months of 2014.

The developments in the Middle East in recent years have
certainly influenced the tourism industry, but an increase has
been observed on the number of tourists coming from the Middle
East and Arab countries after the Arab Spring. According to the
data for the first six months of 2015, it is seen that the number
of visitors from the Coast and Arab countries has increased more
than 20% compared to the previous year.

If, we compare 2015 to 2014, there has been a little decrease in
the number of visitors coming from the European countries such
as Germany, Italy, France, Austria, Switzerland and etc. during the
first half of 2015. Furthermore, there has been 15-20% decrease
in the number of visitors coming from Japan and Egypt. On
contrary, there has been 52% of increase in the number of Iranian
tourists. The number of tourists from South Korea has increased
33%, Israel 40%, China 38%,Libya and Iraq 22%, Syria 58%,
Algeria 29% and Saudi Arabia 22% compared to the previous year.
By this way, the impact of decreasing number of visitors from the
European market has been compensated by the development of
the Middle East and Arab market.
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2.4. Antalya 2013- 2015 Yillarinin ilk Alti Aylik Yabanci Ziyaretci Verilerinin incelenmesi
2.4. Analyzing the Foreign Visitor Data of Antalya for the First Six Months 2013-2015

Tablo 20: Antalya 2013- 2014 Yilinin ilk Alti Aylik Yabanci Ziyaretci Verilerinin incelenmesi
Table20: Analyzing the Foreign Visitor Data of Antalya for the First Six Months 2013-2014

2013 VIl / 2015 YILI / January-

January- June 2014 YILI / January- June June Period of 2015 2015 / 2014 YILI / COMPARISON of 2015 / 2014

Period of 2013 Period of 2014 YEAR YEARS

VEAR YEAR
MILLIYETLER / NATIONALITIES gg/'\\llé l;/lriiAZiRAN OCAK - HAZIRAN DONEMI gg/'\\llé ';lll'ilAZiRAN KARSILASTIRMIASI

ﬁim;{:;r:ig;\vm ZIYARETGI SAYISI ZIYARETGi SAYISI SAYISAL DEGiSIM | ORANSAL DEGISIM (%)

VISITORS NUMBER OF VISITORS NUMBER OF VISITORS | DIGITAL CHANGE PROPORTIONAL CHANGE (%)
ALMANYA GERMANY 1110549 1089 310 1208 863 119553 10,98
RUSYA FEDERASYONU RUSSIAN FED 1268 742 1479722 1077793 -401 929 -27,16
HOLLANDA NETHERLANDS 232349 226104 210 692 -15412 -6,82
iNGILTERE UNITED KINGDOM 178 209 183 034 184 846 1812 0,99
iSVEC SWEDEN 149 358 153 025 141 865 -11160 -7,29
UKRAYNA UKRAINE 155 691 122771 109 764 -13007 -10,59
KAZAKISTAN KAZAKHSTAN 96 500 98102 96 820 -1282 -1,31
BELCIKA BELGIUM 105 670 99188 90 786 -8402 -8,47
POLONYA POLAND 64914 78 104 82705 4601 5,89
NORVEC NORWAY 133793 98395 81970 -16 425 -16,69
DANIMARKA DENMARK 83 005 92564 81648 -10916 -11,79
FINLANDIYA FINLAND 62062 61739 67653 5914 9,58
AVUSTURYA AUSTRIA 86 700 84579 66 356 -18223 -21,55
iRAN IRAN 12 689 64519 54 822 -9697 -15,03
iSViCRE SWITZERLAND 53310 54 985 53 691 -1294 -2,35
BELARUS (BEYAZ RUSYA) BELARUS (BEYAZ RUSYA) 45711 53694 53028 - 666 1,24
GEK CUMHURIYETi CZECH REPUBLIC 45367 47 202 43158 -4044 -8,57
FRANSA FRANCE 92330 82205 38715 -43 490 -52,90
SLOVAKYA SLOVAKIA 28059 27 890 31138 3248 11,65
ROMANYA ROMANIA 25660 27 640 30435 2795 10,11
LITVANYA LITHUANIA 23358 32715 29902 -2813 -8,60
iSRAIL ISRAEL 24054 50273 28181 -22092 -43,94
MOLDOVA MOLDOVA 18 650 19 601 22340 2739 13,97
ESTONYA ESTONIA 13794 16 844 19530 2686 15,95
MACARISTAN HUNGARY 11368 12038 16 356 4318 35,87
LETONYA LATVIA 13075 14 843 14554 - 289 -1,95
SIRBISTAN SERBIA 11 840 12 406 12 900 494 3,98
ITALYA iTALY 14298 10675 11493 818 7,66
BOSNA - HERSEK BOSNIA-HERZEGOVINA 6295 6403 7697 1294 20,21
AZERBAYCAN AZERBAIJAN 6420 8163 6945 -1218 -14,92
SLOVENYA SLOVENIA 6034 5630 5768 138 2,45
AMERIKA BIiRLESiK DEVLETLERI UNITED STATES OF AMERICA 6982 4432 5209 777 17,53
iSPANYA SPAIN 3381 3903 2495 -1408 -36,07
YUNANISTAN GREECE 1802 2086 1857 - 229 -10,98
PORTEKIZ PORTUGAL 1642 1643 1811 168 10,23
SURIYE SYRIA 1599 1646 1736 90 5,47
ERMENISTAN ARMENIA 1401 1909 903 -1006 -52,70
LUBNAN LEBANON 1404 734 811 77 10,49
CEZAYiR ALGERIA 376 313 216 - 97 -30,99
DIGER MILLIYETLER TOPLAMI Other nationalities TOTAL 78763 83 666 91409 7743 9,25
YABANCI ZIYARETGILER TOPLAMI | TOTAL FOREIGN VISITORS 4277204 4514 695 4088 861 -425834 9,43
YERLI ZIYARETGILER LOCAL VISITORS 182 237 173 818 189074 15 256 8,78
GENEL TOPLAM GRAND TOTAL 4459 441 4688513 4277935 -410578 -8,76

Kaynak: http://www.haberler.gen.al/2014-04-15/vali-ozturk-antalya-18-milyon-turist-agirlama-hedefine-2018de-ulasacaktir/ Erigim tarihi: 8/08/2015 http://www.antalyakulturturizm.gov.
tr/TR,67091/kultur-turizm-istatistikleri.html Erigim tarihi: 8/08/2015 / Source: http://www.haberler.gen.al/2014-04-15/vali-ozturk-antalya-18-milyon-turist-agirlama-hedefine-2018de-
ulasacaktir/ Access Date: 8/08/2015 http://www.antalyakulturturizm.gov.tr/TR,67091/kultur-turizm-istatistikleri.htmlAccess date: 8/08/2015
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Tlrkiye turizm pazarinin en yogun oldugu bdlge slphesiz
Antalya'dir. 2015 yilinin ilk alti aylik verilerine bakildigi zaman
4,2 milyon yabanci turistin geldigi goriilmektedir. Ulkemize
gelen yabanci ziyaretcilerin %34'lini kabul eden Antalya 2014
yilinda 4,6 milyon yabanci ziyaretciye ev sahipligi yapmistir.

On yillik dénem icerinde Antalya pazar icin 6nemli bir yere
sahip olan Rusya pazarn %11'lik orani 2012 yilinda %27’lere
cikarmistir. 2014 yilinin ilk alti aylik verilerine gére Rusya pazari
yine bir 6nceki yilin ilk alti ayina gére %16'lik bir artis gostererek
pazarda énemli bir konumda devam etmektedir. Ancak 2015
yilinda Rusya ekonomik krizi sonucunda Antalya'nin en 6nemli
turizm pazarn olan bélge Rus turistler acisindan %27'lik bir
diisls gostererek bir dnceki yilin ilk alti aylik verilerinde 2014 =
1.5 milyona yakin turisti agirlarken bu rakam 2015 yilindal.07
milyon Rus turiste diismUsttr. Bu pazarda yaklasik 0.5 milyonluk
bir turist kaybi yasanmistir. Bu da Rusya pazarinda énemli bir
daralma oldugunu gostermektedir.

2013 yilinda 2,8 milyonun (zerinde Alman Antalya'yi ziyaret
etmistir. Bu rakam 2013 yihnin ilk alti ayinda 1.1 milyonun
tzerinde iken 2014 yilinin ilk alti ayinda 1,08 milyon oraninda
kalarak disls gostermistir. Ancak 2015 yil ilk 6 ayi itibari ile
%10 oraninda artis géstermistir.

The most intensive region of Turkish tourism market is
undoubtedly Antalya. It is seen that 4.2 millions of foreign
tourists have visited our country if the first six months data
of 2015 is taken into consideration. Antalya, which hosts 34%
of the foreign visitors visiting our country, has hosted 4.6
millions of foreign visitors in 2014.

During the term of the last ten years, the Russian market
which has a significant place for the Antalya market has
raised from 11% to 27% in 2012. According to the data of the
first six months of 2014, the Russian market maintains its
significant position in the market by increasing 16% according
to the first six months of the previous year. However, as

a result of Russian economical crisis of 2015, the Russian
tourists which are the most important tourism market for
Antalya have decreased 27% compared to the data of the
first six months of the previous year and while Antalya has
hosted 1.5 millions of tourists in the first six months of

2014, this figure has decreased to 1.07 millions of Russian
tourists for the same term of 2015. Antalya has experienced
approximately 0.5 millions of Russian tourist loss in that
market and this shows there is an important regression in the
Russian market.

In 2013, more than 2.8 millions of Germans have visited
Antalya. While, this number has been more than 1.1 millions in
the first six months of 2013, it has decreased to 1.08 millions
for the same term of 2014. However, this figure has shown
10% increase as of the first 6 months of 2015.

2.5. Mugla ili Turizm Verileri 2013-2014 Karsilastirmali Degerlendirmesi
2.5. The Benchmark of the 2013-2014 Tourism Data of Mugla

Tablo 21: Mugla ili Turizm Verileri 2015-2014 Ocak- Haziran Karsilastirmali Degerlendirmesi
Table21:2015-2014 January-june Benchmark for Tourism Data of Mugla

MUSLA OcalcArali e ST T s i
(Ocak-Haziran) (Ocak-Haziran) (Ocak-Haziran) | sayiSAL/ DEGiSiMm ORANSAL DEGISIM (%)
(January- June) (January- June) (January- June) | DIGITAL / CHANGE | PROPORTIONAL CHANGE (%)
ALMANYA GERMANY 71.504 68.816 93.616 24.800 36
AMERIKA USA 7.555 10.004 5.994 -4.010 -40,08
AVUSTRALYA AUSTRALIA 2.973 2.756 3.020 264 10
AVUSTURYA AUSTURIA 4.682 4.362 4.005 -357 -8,18
BELGIKA BELGIUM 39.693 38.390 34.954 -3.436 -8,95
BEYAZRUSYA BELARUS 4.130 4.549 3.202 -1.347 29,61
BULGARISTAN BULGARIA 2.313 4.280 4.352 72 2
GEK CUMHURIYETI CZECH REPUBLIC 5.098 5.258 5.085 -173 -3,29
DANIMARKA DENMARK 22.303 16.677 15.285 -1.392 -8,35
FINLANDIYA FINLAND 9.071 9.135 8.190 -945 -10,34
FRANSA FRANCE 54.503 53.593 29.165 -24.428 -45,58
G.AFRIKA CUMHURIYETi SOUTH AFRICA REPUBLIC | 637 674 713 39 6
HOLLANDA NETHERLANDS 94.428 85.227 78.453 -6.774 -7,95
iNGILTERE UNITED KINGDOM 444.590 484.398 444.216 -40.182 -8,30
iRAN IRAN 327 1.045 448 -597 -57,13
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iRLANDA IRLAND 8.845 7.669 7.506 -163 2,13
iSPANYA SPAIN 7.658 1.393 1721 328 24
iSRAIL ISRAEL 1.524 1.569 1.494 -75 -4,78
iSVEC SWEDEN 37.133 24.859 22.49 -2.363 9,51
iSVICRE SWITZERLAND 2.860 2.232 2.896 664 30
iTALYA iTALY 11.059 6.838 6.758 -80 1,17
JAPONYA JAPAN 199 303 260 -43 -14,19
KANADA KANACA 1.422 1.530 1.611 81 5
KAZAKISTAN KAZAKHSTAN 2.059 993 1.015 22 2
LETONYA LATVIA 362 944 637 307 -32,52
LITVANYA LITHUANIA 5.148 5.063 4.609 -454 -8,97
LUBNAN LEBANON 2.259 1.106 953 -153 -13,83
LUKSEMBURG LUXEMBOURG 275 175 190 15 9
MISIR EGYPT 104 196 82 114 -58,16
NORVEC NORWAY 8.768 6.196 4.848 -1.348 -21,76
POLONYA POLAND 29.768 46.339 48.123 1.784 4
PORTEKIZ PORTUGAL 953 660 708 48 7
ROMANYA ROMANIA 2.574 3.712 3.783 71 2
RUSYA FED. RUSSIA 81.228 99.998 82.177 -17.821 -17,82
SLOVAKYA SLOVAKIA 858 791 1.015 224 28
SLOVENYA SLOVENIA 198 230 198 -32 -13,91
UKRAYNA UKRAINE 18.454 14.880 14.842 -38 0,26
URDUN JORDAN 3.997 4.065 3.385 -680 -16,73
YUNANISTAN GREECE 6.686 8.284 7.287 997 -12,04
DIGER OTHER 15.528 21.521 25.409 3.888 18
TOPLAM TOTAL 1.013.726 1.050.710 974.701 -76.009 7,23

Kaynak:http://www.muglakulturturizm.gov.tr/TR,90760/2014.htmIErisimtarihi:8/07/2014 http://www.muglakulturturizm.gov.tr/TR,90760/2013.html Erisim tarihi: 8/07/2014 /
Source:http://www.muglakulturturizm.gov.tr/TR,90760/2014.htmlAccess date:8/07/2014http://www.muglakulturturizm.gov.tr/TR,90760/2013.htmlAccess date: 8/07/2014

Muglaili Avrupa merkezli turist profiline sahip bir destinasyondur.
Ozellikle Tiirkiye'de ingiltere vatandaslarinin yogun olarak
tercih ettigi bolgelerin basinda gelmektedir. Mugla pazarinda
ingiltere'den sonra Hollanda, Almanya ve Fransa gelmektedir..
Ancak son yillarda ingiltere tek basina Mugla pazarinin hakimi
konumuna gelmis bir pazardir.

Son vyillarda Mugla turist pazarinin %43'0ni olusturan olan
ingiltere, 2010 yilinda 1.650.692, 2011 vilinda 1.466.096,
2012 yilinda 1.352.128 turist géndermis ancak 2013 yilinda
ise 1.337.045 turist gondererek her yil belli bir oranda bir
dists gerceklestirmistir. 2013 yilinin ilk alti aylik verilerinde
ingiltere'den bélgeyi ziyaret amacl gelenlerin sayisi 444,590
iken 2014 vilinin ilk ayinda bu rakam 484 binin Uzerine
cikarak %8,9'luk bir blylime gerceklestirmis ve tekrar blylime
egilimine ge¢mistir. Bu durum Mugla icin son derece énemlidir.
Ancak 2015 yili ilk yarisinda Mugla'da genel anlamda %7’lik bir
gerileme vardir. Ozellikle Fransiz ve ingiliz turistlerde 6nemli
derecede gerileme gorllmektedir.

The province of Mugla is a destination with Europe centered
tourist profile. Especially, Mugla is one of the regions of
Turkey which is intensively preferred by the British nationals.
The Netherlands, Germany and France follow the United
Kingdom in Mugla market. However, the United Kingdom has
recently and solely become dominant on the Mugla market.
The United Kingdom which has recently consisted 43% of
the tourist market of Mugla, has sent 1.650.692 tourists in
2010, 1.466.096 tourists in 2011, 1.352.128 tourists in
2012 and 1.337.045 tourists in 2013 and there has been

a specific decrease in every year. According to the data for
the first six months of 2013, the number of British nationals
coming to the region for visiting purposes has been 444.590,
this number has increased more than 484 thousands in 2014
and there has been a 8.9% growth in the market and the
market turns back to growth tendency, again. This issue is
extremely important for Mugla. However, there has been a
7% regression for Mugla in general respect for the first half of
2015. Especially, the number of French and British tourists
has extremely regressed.
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Almanya bdlgede 2011 yilindaki distsini durdurmus; 2012
yilinda 207 bin ve 2013 yilinda 208 binli rakamlar ile duragan
ancak hafif yikselen bir pazar konumuna gelmistir. Ancak
2013 yilinin ilk altr ayhk verilerine gére 71.504 turist gelmistir.
2014 vilinin ilk alt1 aylik verileri incelendiginde bu rakam 68 bin
seviyelerine diserek %3,7'lik bir dists gostermistir. Bununla
birlikte Hollanda da bolgeye 2010 yilinda 195 bin, 2011 yilinda
236 bin, 2012 yihinda 275 bin ve 2013 yilinda 275 binin
Gzerinde ziyaretci gondermistir. Ancak 2014 yili ilk alti aylik
verilerine bakilirsa Hollanda vatandaslari 85 bin sayisinda iken
2015 yiliilk alti aylk diliminde ise 78 bin rakamlarina gerileyerek
%7,9 oraninda disus gostermistir

Son yillarda Mugla'yi tercih eden pazarlar arasinda Rusya pazari
da énemli bir etkiye sahip olarak 2010 yilinda 147 bin, 2011
yilinda 182 bin, 2013 yilinda 195 binlik ve 2013 yilinda ise 229
binlik bir turist sayisi ile stirekli artis gbsteren pazarlar arasinda
yer almaktadir ve 2014 vili ilk alti ayinda Rusya'dan 100 bine
yakin turist gelirken bu sayi 2015 vilinin ilk 6 ayinda yaklasik
%20 gerileyerek 82 bin diizeyine inmistir.

Bolgede artis gosteren pazar olarak Polonya gértlmektedir.
2014 yilinin ilk alti ayi verilerine bakildigl zaman 46 bin civari
turist geldigi gordlirken. 2015 yilinin ayni déneminde bu
sayinin 48 bin civarina ulastig gérilmektedir.

2000l yillardan 2010°'lu yillara kadar bélgede turizm pazari
acisindan en 6nemli pazar olarak gorilen ingiltere pazari, sayisal
GstlnlGgund hala korusa da 2011 yilindan beri sirekli disus
gerceklestirmekte ve pazardaki etkinligini kaybetmektedir.
Bu durum Mugla icin oldukca énemli olup, ingiltere pazari
icin alternatif coztimler gelistirerek pazar kaybinin sebepleri
arastiriimali ve tekrar etkin bir konuma getirilmesi icin calismalar

yapilmalidir.

Germany has stopped its regression begun in 2011 and it
has become a slightly developing market with 207 thousands
of tourists in 2012 and 208 thousands of tourists in 201 3.
However, according to the data for the first six months of
2013, only 71.504 tourists have visited the region. If, the data
for the first six months of 2014 is taken into consideration,
this figure decreases down to the level of 68 thousands with
3.7% regression. On the other hand, the region has been
visited by 195 thousands of Dutch tourists in 2010, 236
thousands in 2011, 275 thousands in 2012 and more than
275 thousands in 2013. However, if the data for the first

six months of 2014 is taken into consideration, while the
number of Dutch tourists has been 85 thousands, this number
decreases down to 78 thousands for the first six months of
2015 with 7.9% decrase.

The Russian market has also a significant impact among

the markets recently preferring Mugla; Russia is among

the markets which continuously show progress with 147
thousands of Russian tourists in 2010, 182 thousands in
2011, 195 thousands in 2013 and 229 thousands in 2014
and while during the first six months term of 2014, almost
100 thousands of Russian tourists have visited the region,
this number has reduced 20% and decrease to 82 thousands
level in the first 6 months of 2015.

Poland is considered as a growing market for the region.

If, the data for the first six months of 2014 is taken into
consideration, it is observed that almost 46 thousands of
Polish tourists have visited the region, it is observed that this
figure has increased around 48 thousands during the same
term of 2015.

Even, the United Kingdom market which has been taken

into consideration as the most important tourism market for
the region from 2000s to 2010s, still maintains its numeric
precedence, there has been a continuous decrease for that
market since 2011 and it has been losing its effectiveness.
This issue is extremely important for Mugla and the reasons of
this market loss should be analyzed by developing alternative
solutions and the studies and activities should be performed
for reactivating that market.

2.6. izmir 2013-2014 Turist Profili incelemesi
2.6. Izmir 2013-2014 Tourist Profile Analysis
Tablo 22: izmir 2013-2014 Turist Profili incelemesi
Table22: Izmir 2013-2014 Tourist Profile Analysis

iZMIiR Ocak-Aralik iZMIiR January-December 2013 2014 2015 2014 / 2013 YILI / YEARS
(Ocak-Haziran) (Ocak-Haziran) (Ocak-Haziran) KARSILASTIRMASI
(January- June) (January- June) (January- June) COMPARISON
ALMANYA GERMANY 128.417 125.283 121013 -4270 -3,41
ITALYA iITALY 46.407 47.201 24.646 -22.555 -47,79
FRANSA FRANCE 49.196 53.413 34.294 -19.119 -35,79
INGILTERE UK 41.192 38.312 34.050 -4.262 -11,12
HOLLANDA NETHERLANDS 33.078 38.902 32.186 -6.716 -17,26
BELGIKA BELGIUM 22.535 22.969 16.531 -6.438 -28,03
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A.B.D. US.A 20.736 9.444
iRLANDA iRLAND 15.377 12.915
YUNANISTAN GREECE 9.403 11.586
iSPANYA SPAIN 11.048 3.688
POLONYA POLAND 8.727 8.722
AVUSTURYA AUSTRIA 11.114 10.441
iSVICRE SWITZERLAND 10.295 9.295
iRAN iRAN 6.253 13.380 17.998 4618 34,51
iISVEC SWEDEN 4.480 4.849 12.158 7309 150,73
RUSYA FED. RUSSIA 10.708 9.937
BELARUS (B. RUSYA) BELARUS (B. RUSYA) 9.589 9.564
K.K.T.C. K.K.T.C. 6.635 7.722
NORVEG NORWAY 4.597 3.619
KANADA KANACA 11.755 2.737
DANiIMARKA DENMARK 2.529 2.821 5.758 2937 104,11
AVUSTRALYA AUSTRAILA 3.155 2.753 4805 2052 74,54
G. KORE KOREA SOUTH 2.506 4.092 _
FINLANDIYA FINLAND 2.006 1.690 1834 144 8,52
GEK CUM. CZECH REPUBLIC 2.049 1.450 2,633 1183 81,59
BREZILYA BRAZIL 3.033 1.971
PORTEKizZ PORTUGAL 1.864 1.748
JAPONYA JAPAN 1.653 1.111
AZERBAYCAN AZERBAIJAN 919 1.084

. S. CYPRUS GREEK
G. KIBRIS RUM YON. MANAGEMENT 231 267
BULGARISTAN BULGARIA 1.539 1.490
ARJANTIN ARGENTINA 2.377 946
SLOVAKYA SLOVAKIA 574 1.008 2.033 1025 101,69
UKRAYNA UKRAINE 1.570 1.080 1095 15 1,39
MEKSIKA MEXico 1.539 1.277 _
ROMANYA ROMANIA 1.189 997 1027 30 3,01
HIRVATISTAN CROATIA 658 717 735 18 2,51
SLOVENYA SLOVENIA 822 1.072 _
MACARISTAN HUNGARY 737 782 1.346 564 72,12
FiLIPINLER PHILIPPINES 822 537 1213 676 125,88
GUNEY AFRIKA CUM. SOUTH AFRICA 1.005 1.106
LUBNAN LEBANON 149 186
GiN HALK CUM. PEOPLE’S REPUBLIC OF CHINA | 838 1.372
YENi ZELLANDA NEW ZEALAND 500 367
LUKSEMBURG LUXEMBOURG 1.597 551
SiLi CHILE 566 346
DIGER OTHER 9.303 7.849
YABANCI TOPLAM FOREIGN TOTAL 507.123 484.463

Kaynak: http://www.izmirkulturturizm.gov.tr/TR,95965/izmir-turizm-konseyinin-ilk-toplantisi-vali-mustafa-top-.html Erigim tarihi: 13/07/2015 http://www.izmirkulturturizm.gov.tr/TR,77298/2013-
yili-istatistikleri.html Erigim tarihi: 13/07/2015 http://www.izmirkulturturizm.gov.tr/TR,77298/2014-yili-istatistikleri.html Erigim tarihi: 13/07/2015

Source: http://www.izmirkulturturizm.gov.tr/TR,95965/izmir-turizm-konseyinin-ilk-toplantisi-vali-mustafa-top-.html Access date: 13/07/2015 http://www.izmirkulturturizm.gov.tr/TR,77298/2013-
yili-istatistikleri.htmlAccess date: 13/07/2015 http://www.izmirkulturturizm.gov.tr/TR,77298/2014-yili-istatistikleri.htmlAccess date: 13/07/2015
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izmir son on yilda turizmde énemli bir ivme kazanmistir. Turist sayisi
500 binli rakamlardan 1.3 milyona ulasmistir. Bu oranin artisinda
en buyik paya sahip Ulkeler genel olarak Avrupa Ulkeleri olmustur.
Ancak 2013-2015 turist giris verileri incelendiginde 2013 yilinin
ilk altl ayinda 507 bin yabancl ziyaretci geldigi goérilmektedir. 2014
vilinin ilk alti ayhk verilerinde bir 6nceki yila ait olan rakamlarin
gerisinde kaldigi ve 485 binlik yabanci ziyaretci giris yapmistir. Bu
rakam 2015 yilhinin ilk yarisinda %12'lik dusisle 425 bin olmustur.
izmir son on yilda turizmde énemli bir ivme kazanmistir. Turist sayisi
500 binli rakamlardan 1.3 milyona ulasmistir. Bu oranin artisinda en
bliyik paya sahip Ulkeler genel olarak Avrupa Ulkeleri olmustur. Ancak
2013-2015 turist giris verileri incelendiginde 2013 yilinin ilk alti ayinda
507 bin yabanal ziyaretci geldigi gordlmektedir. 2014 yilinin ilk alti
aylik verilerinde bir 6nceki yila ait olan rakamlarin gerisinde kaldig ve
485 binlik yabanci ziyaretci giris yapmistir. Bu rakam 2015 yilinin ilk
varisinda %12'lik diistsle 425 bin olmustur.

Son yillarda izmiri tercih eden milletler arasinda Almanya pazar da
onemli bir etkiye sahip olarak 2010 yilinda 276 bin, 2011 yilinda 374
bin, 2012 yilinda 359 bin ve 2013 yilinda ise 357 binlik turist sayisi ile
o6nemli bir konuma sahiptir. 2014 yilinin ilk alti aylik verilerine bakildig
zaman bolgeye Almanya'dan 125 bin turistin geldigi gorulirken, 2015
vilrilk altr ayinda ise az bir diistisle bolgeye Almanya'dan 121 bin turist
gelmistir.

ABD'den gelen yabaci ziyaretcilerde 2014 yilinin ilk alti ayinda énemli
oranda dists gorilmis olup 2013 yilinin ilk altr ayinda 20 bin Gzerinde
ziyaretcisi olan pazar, 2014 yilinin ilk alti ayinda 9 binli rakamlarda
kalmis ve pazarda %54 oraninda bir azalma gorlmustir. Dists devam
ederek 2015 yili ilk 6 ayinda 7 bin civarinda olmustur.

Buyiik kayip yasanan ispanya pazarinda diisiis devam ederek 2013
vilinin ilk alti aylik déneminde 11 bin olan rakam, 2014 yilinin ilk 6
ayinda 3.600 civarinda, 2015 yili ilk 6 ayi ayinda ise ayni seviyesini
koruyarak 3.400 civarinda olmustur.

Fransa pazarinda da 2013 yili ilk 6 ayina gére 2014 yilindaki yikselis,
2015 yilinda hizla diiserek 34 bin seviyelerine gelmistir.

Hollanda pazarinda ise 2013 yilina gére 2014 yilinda %17'lik bir
blyime ile 39 bine ulasan ziyaretci sayisi 2015 yiliilk 6 ayinda %20’lik
dususle 32 bin civarina gelmistir.

En fazla dikkat ceken pazarlardan birisi de iran pazaridir. 2013 vilinin ilk
alti ayinda 6 bin civarinda ziyaretcisi bulunan iran, 2014 vilinin ilk alti
ayinda %113'lik bir artis gostererek 13 bin ziyaretciyi gecmistir. Artis
trendi 2015 yilinin ilk 6 ayinda da devam ederek 19 bin seviyelerine
ulasmistir.

Izmir has gained a significant momentum in tourism during the last
ten years. The number of tourists has increased from 500 thousands
to 1.3 millions. The countries with the biggest share in that increase
have generally been the European countries. However, if the check-in
data for 2013-2015 is taken into consideration, it is observed that 507
thousands of foreign visitors have come to the city during the first six
months of 2013.The figures of the first six month of 2014 has fallen
behind the figures of the same term of the previous year and 485
thousands of foreign visitors have checked in. This number has became
425 thousands with 12% decrease for the first half of 2015.
The German market has an important impact among the countries
recently preferring Izmir and it has an important position for the city
with 276 thousands of German tourists in 2010, 374 thousands in
2011, 359 thousands in 2012 and 357 thousands in 2013. If, the
data for the first six months of 2014 is taken into consideration, it is
observed that 125 thousands of German tourists have come to the
region while this number has slightly decreased to 121 thousands in
the first six months of 2015.
For the first six months of 2014, a significant decrease has been
observed on the foreign visitors from the USA and the market with
more than 20 thousands of visitors in the first six months of 2013 has
been decreased down to the figures as 9 thousands and there has been
54% decrease in the market during the first six month of 2014. This
regression has continued and this number has been around 7 thousands
for the first six months of 2015.
The Spanish market which has also shown a great decrease continued
its regression and the number of Spanish visitors which was 11
thousands for the first six months term of 2013 became 3.600 for the
first 6 months of 2014 and preserved the same level and has become
about 3.400 for the first 6 months of 2015.
The increase of the France market which has been experienced in the
first 6 months of 2014 compared to 2013, has decreased down to 34
thousands level by rapidly increasing in 2015.
The number of Dutch visitors which raised up to 39 thousands in
2014 and grown 17% compared to 2013, has decreased down to 32
thousands level with 20% regression in the first 6 months of 2015.
One of the most attractive markets is the Iran market. Iran which has
almost 6 thousands of visitors during the first six months of 2013 has
exceeded 13 thousands of visitors by 113% increase for the first six
months of 2014. This increasing trend has continued for the first 6
months of 2015 and this number has reached up yo 19 thousands level.

3. BOLUM: YILLARA GORE TURIST GIRIS-CIKIS RAPORLARI
3. CHAPTER:CHECK-IN/CHECK-OUT REPORTS OF TOURISTS BY YEARS

3.1. istanbul'a Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi
3.1. The Distribution of Foreign Visitors of Istanbul by Their Nationalities and Years

Tablo 23: istanbul’a Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi
Table23: The Distribution of Foreign Visitors of Istanbul by Their Nationalities and Years
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2010 2011 2012 2013 2014 2015
5 X (Ocak-Aralik) (Ocak-Aralik) (Ocak-Aralik) (Ocak-Aralik) (Ocak-Aralik) (Ocak-Haziran)
iSTANBUL iSTANBUL {January-December) | (January-December) | (January-December) | (January-December) | (January-December) (January-June)
ALMANYA GERMANY 892.968 986.099 1.071.427 1.179.397 1.205.976 576.161
RUSYA FEDER. RUSSIA FEDERATION 407.431 489.766 537.784 573.528 589.950 258027
iNGILTERE BRITAIN 359.634 391.845 441.870 456.172 497.561 233.161
iTALYA ITALY 403.579 407.183 428.927 437.552 466.030 166109
FRANSA FRANCE 342.298 399.620 436.686 478.258 494.315 212395
iRAN IRAN 272.927 361.558 395.122 386.339 590.920 316.989
ABD USA 361.008 444,894 485.086 503.019 533.442 260.320
HOLLANDA NETHERLANDS 209.198 233.066 260.284 284.748 298.959 139.584
JAPONYA JAPAN 175.412 166.181 184.161 154.723 153.084 47757
iSPANYA SPAIN 200.678 198.150 194.668 201.065 235.834 93686
UKRAYNA UKRAINA 136.502 154.728 199.245 246.950 257.560 131673
AZERBEYCAN AZERBAIJAN 138.600 154.179 200.067 228.630 240.433 109.385
GUNEY KORE SOUTH KOREA 101.334 129.222 140.519 166.363 225.593 111.598
TURKMENISTAN | TURKMENISTAN 112.411 134.748 131.247 144.065 174.233 72453
BELCIKA BELGIUM 105.392 111.170 119.835 131.463 140.990 65.993
AVUSTURYA AUSTRIA 115.557 133.299 146.676 162.874 167.036 75684
iSViCRE SWISS 101.092 121.817 143.631 158.296 159.066 72.024
iSRAIL ISRAEL 46.652 43.748 50.705 76.298 86.917 40861
YUNANISTAN GREECE 95.360 106.007 108.315 109.120 130.972 64.943
ciN CHINA 71.291 89.754 105.340 129.067 182.996 133.500
IRAK IRAQ 94.082 155.619 212.924 241.262 354.063 144.955
TUNUS TUNISIA 50.254 56.692 83.264 89.315 98.227 49.461
LiBYA LIBYA 56.843 50.888 210.628 261.476 262.115 127732
SUUDI ARABISTAN | SAUDI ARABIA 63.518 109.131 168.714 222.150 322.508 167.676
AVUSTRALYA AUSTRALIA 82.853 95.160 106.402 121.170 225.593 69.605
KAZAKISTAN KAZAKHSTAN 92.015 116.642 144.213 152.379 159.936 74600
CEZAYiR ALGERIA 63.847 80.239 100.307 114.013 155.238 68.073
LUBNAN LEBANON 69.585 96.570 107.053 105.342 119.817 57.900
KANADA CANADA 80.208 100.858 106.063 110.264 122.958 55.678
OZBEKISTAN UZBEKISTAN 58.600 74.463 95.262 116.892 127.536 63.819
SURIYE SYRIA 48.457 47.314 66.669 172.449 228.379 125.379
MISIR EGYPT 57.584 74.361 106.642 102.483 104.287 45191
DIGER OTHER 1.493.810 1.742.908 2.091.934 2.457.745 2.730.459 1.501.636
TOPLAM 6.960.980 8.057.879 9.381.670 10.474.867 11.842.983 5.680.398

Kaynak:http://www.istanbulkulturturizm.gov.tr/TR,92428/istanbul-turizm-istatistikleri---2014.htm Erigim Tarihi 09.07.2014 /
Source:http://www.istanbulkulturturizm.gov.tr/TR,92428/istanbul-turizm-istatistikleri---2014.htm Access Date: 09.07.2014

3.2. Antalya’ya Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi
3.2. The Distribution of Foreign Visitors of Antalya by Their Nationalities and Years

Tablo 24: Antalya’ya Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gére Dagilimi
Table24: The Distribution of Foreign Visitors of Antalya by Their Nationalities and Years
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ANTALYA Ocak-Aralik ANTALYA January-December 2010 2011 2012 2013 2014 YILI 2015
(Ocak-Aralik) (Ocak-Aralik)  (Ocak-Aralik)  (Ocak-Aralik) Ocak-Arahk (Ocak-Haziran)
(January- (January- (January- (January- (January- (January-
December) December) December) December) December) June)

RUSYA FEDERASYONU RUSSIAN FEDERATION 2464 258 2716 257 2761145 3338166 3489 007 1,077,793
ALMANYA GERMANY 2537 622 2786 616 2 884 277 2834413 2987 371 1.208.863
HOLLANDA NETHERLANDS 460 978 537518 528 612 547 370 548 035 210 692
iNGILTERE BRITAIN 441 119 463 647 408 960 443 851 449 598 184 846
UKRAYNA UKRAINE 356 162 351214 326 985 384778 376 058 109 764
iSVEC SWEDEN 276 768 368 035 348 096 380 540 286 764 141 865
NORVEC NORWAY 217 136 277 471 300432 300 872 271619 81970
BELGIKA BELGIUM 207 606 231972 238 848 267 941 269 285 90 786
KAZAKISTAN KAZAKHSTAN 142 552 188 303 224 296 260 408 244 441 96 820
AVUSTURYA AUSTRIA 256 580 267 467 232 652 230008 228184 66 356
FRANSA FRANCE 275135 340753 252 219 222 145 227 401 38715
DANiIMARKA DENMARK 173 423 208 925 202 270 217 734 221424 81648
POLONYA POLISH 227 903 260 365 213544 206 484 190 366 82705
iSVICRE SWISS 127 609 155 338 159 395 168 103 183 313 53 691
CEK CUMHURIYETi CZECH REPUBLIC 121767 158 804 157 992 147 265 152 046 43 158
FiINLANDIYA Finland 78 292 113 551 117 818 133 365 145 580 67 653
BELARUS (BEYAZ RUSYA) BELARUS 101 877 73 926 80 242 125 837 142 319 53028
SLOVAKYA SLOVAKIA 73 300 100 106 97 490 99538 109 044 31138
iSRAIL ISRAEL 63284 29782 27335 80 092 104 097 28181
ROMANYA ROMANIA 86 805 89 816 83 085 78 038 92 356 30435
LITVANYA LITHUANIA 49 308 48 968 41 258 55214 84 925 29902
MOLDOVA MOLDOVA 40 755 40 261 45 949 47 072 68 861 22340
MACARISTAN HUNGARY 48 633 50194 42738 40 863 53 261 16 356
SIRBISTAN SERBIA 24 012 33495 39 887 39954 46 334 12 900
iTALYA ITALY 37044 55500 40048 39088 42 095 11493
iRAN IRAN 78 864 138 922 70 400 36 902 41 877 54 822
ESTONYA ESTONIA 26 889 27 905 26 591 35881 36 086 19530
LETONYA LATVIA 21748 28950 27 400 32 087 35173 14 554
AZERBAYCAN AZERBAIJAN 22113 16 367 20126 23 486 34834 6945
BOSNA - HERSEK BOSNIA AND HERZEGOVINA 12439 15 345 15714 16 966 18 686 7697
ABD USA 12 240 14 745 16 747 15619 16 038 5209
SLOVENYA SLOVENIA 18 653 22529 18 464 13 875 12 405 5768
iSPANYA SPAIN 10 821 11 257 10588 8468 8572 2495
ERMENISTAN ARMENIA 11737 8455 6651 8187 7978 903
LUBNAN LEBANON 2977 2520 3412 6387 5653 811
YUNANISTAN GREECE 6361 5517 6 320 5529 5598 1857
PORTEKiz PORTUGAL 16 981 12339 6010 3918 5532 1811
SURIYE SYRIA 14 205 6 206 2426 3439 4 859 1736
CEZAYIiR ALGERIA 645 945 1086 1266 1548 216
DIiGER MILLIYETLER TOPLAMI Other nationalities TOTAL 187 570 204 139 211 858 221361 257 510 91 409
YABANCI ZiYARETGILER TOPLAMI | TOTAL FOREIGN VISITORS 9334171 10 464 425 10 299 366 11122 510 11506 133 4088 861
YERLI ZIYARETGILER LOCAL VISITORS 424 873 436 489 426 770 413 252 435 821 189 074
GENEL TOPLAM GRAND TOTAL 9759 044 10900 914 10 726 136 11535 762 11 941 954 4277 935

Kaynak: http://www.antalyakulturturizm.gov.tr/TR,67091/kultur-turizm-istatistikleri.html Erigim Tarihi 09.07.2014
Source: http://www.antalyakulturturizm.gov.tr/TR,67091/kultur-turizm-istatistikleri.html Access Date: 09.07.2014

3.3. Mugla'ya Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Goére Dagilimi
3.3. The Distribution of Foreign Visitors of Mugla by Their Nationalities and Years

Tablo 25: Mugla'ya Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi
Table25:The Distribution of Foreign Visitors of Mugla by Their Nationalities and Years
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MUGLA Ocak-Aralik JanuaI:nyEJIfe LcI:mber 2010 2011 2012 2013 2014 2015
(Ocak-Aralik) (Ocak-Aralik) | (Ocak-Aralik) (Ocak-Aralik) (Ocak-Aralik)
(January- (January- (January- (January- (January- (Ocak-Haziran)
December) December) December) December) December) (January-June)

ALMANYA GERMANY 187.631 183.859 207.633 208.330 226.668 93.616
AMERIKA AMERICA 22.463 23.565 20.684 27.024 24.862 5.994
AVUSTRALYA AUSTRALIA 8.080 9.955 10.944 10.930 11.386 3.020
AVUSTURYA AUSTRIA 21.905 20.746 16.137 16.712 16.513 4.005
BELGIKA BELGIUM 114.797 121.007 120.548 120.651 116.137 34.954
BEYAZRUSYA BELARUS 6.559 5.993 10.571 12.893 14.201 3.202
BULGARISTAN BULGARIA 5.555 7.887 6.985 8.515 12.102 4.352
CEK CUMHURIYETi CZECH REPUBLIC 15.296 18.177 18.150 21.631 21.669 5.085
DANIMARKA DENMARK 50.751 62.276 74.954 69.261 59.575 15.285
FINLANDIYA FINDLAN 17.421 22.572 24.589 25.735 29.339 8.190
FRANSA FRANCE 114.980 154.743 128.032 132.934 134.000 29.165
G.AFRIKACUMHURIYETi | SOUTH AFRiCA REPUBLIC 1.760 2.600 2.230 2.049 2.276 713
HOLLANDA NETHERLANDS 195.909 236.705 275.540 275.234 244.486 78.453
iNGILTERE BRITAIN 1.650.692 1.466.096 1.352.128 1.337.045 1.392.818 444.216
iRAN IRAN 6.711 6.863 4.140 3.118 7.916 448
iRLANDA iRELAND 34.181 33.835 29.453 25.213 21.592 7.506
iSPANYA SPAIN 9.173 6.193 15.264 22.393 5.094 1.721
iSRAIL iSRAEL 9.121 3.794 3.267 9.204 6.540 1.494
iSVEC SWEDEN 32.282 46.888 73.867 102.978 72.793 22.496
iSVICRE SWiss 12.352 13.721 15.283 13.115 12.665 2.896
iTALYA iTALY 56.128 82.953 56.765 47.454 40.560 6.758
JAPONYA JAPAN 1.341 1.264 860 904 1.180 260
KANADA CANADA 4.969 8.165 4.501 6.842 5.177 1.611
KAZAKISTAN KAZAKHSTAN 8.033 6.266 6.432 6.298 1.965 1.015
LETONYA LATVIA 2.332 1.289 1.084 1.263 1.924 637
LITVANYA LITHUANIAN 8.293 11.050 10.999 14.617 14.485 4.609
LUBNAN LEBANON 7.815 12.607 21.944 23.810 23.860 953
LUKSEMBURG LUKSENBURG 1.121 1.185 1.124 1.053 575 190
MISIR EGYPT 219 523 903 376 792 82
NORVEC NORWAY 16.754 30.170 29.885 28.769 22.578 4.848
POLONYA POLISH 102.153 112.515 98.439 100.300 141.319 48.123
PORTEKiz PORTUGAL 2.109 2.432 2.062 2.419 1.922 708
ROMANYA ROMANIA 11.752 13.550 9.820 9.344 12.447 3.783
RUSYA FED. RUSSIAN FEDERATION 147.949 182.791 195.067 229.407 269.585 82.177
SLOVAKYA SLOVAKIA 3.021 2.578 5.525 3.717 4.737 1.015
SLOVENYA SLOVENYA 1.131 1.904 1.188 910 869 198
UKRAYNA UKRAINE 27.099 40.980 44.087 53.333 40.202 14.842
URDUN JORDAN 8.563 10.051 11.937 10.575 11.396 3.385
YUNANISTAN GREECE 26.520 28.885 27.903 27.669 33.921 7.287
DIGER OTHER 51.632 71.314 73.021 64.756 87.786 25.409
YERLi TURIST LOCAL TOURISTS 86.328 113.477 118.530 143.534 152.776 41.289
TOPLAM TOTAL 3.092.881 3.183.424 3.132.475 3.222.315 3.302.688 1.015.990

Kaynak: http://www.muglakulturturizm.gov.tr/TR,73716/2012-milletlere-ve-aylara-gore-dagilim.html Erigim Tarihi 13.07.2015 http://www.muglakulturturizm.gov.tr/Eklenti/9792,2011milaypdf.
pdf?0 Erisim Tarihi 13.07.2015 / Source: http://www.muglakulturturizm.gov.tr/TR,73716/2012-milletlere-ve-aylara-gore-dagilim.htmlAccess Date. 13.07.2015 http://www.muglakulturturizm.gov.
tr/Eklenti/9792,2011milaypdf.pdf?0 Access Date: 13.07.2015
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3.4. izmir'e Gelen Yabanci Ziyaretcilerin Milliyetlere ve Yillara Gére Dagilimi
3.4. The Distribution of Foreign Visitors of Izmir by Their Nationalities and Years

Tablo 26: izmir'e Gelen Yabana Ziyaretcilerin Milliyetlere ve Yillara Gore Dagilimi
Table26:The Distribution of Foreign Visitors of Izmir by Their Nationalities and Years

iZMiR Ocak-Aralik izmiR 2010 2011 2012 2013 2014 2015
January-December
(Ocak-Aralik) (Ocak-Aralik)  (Ocak-Aralik)  (Ocak-Aralik)  (Ocak-Aralik)
January- January- January- January- January- (Ocak-Haziran)
December December December December December January-June

ALMANYA GERMANY 264121 361664 348157 357303 338.779 121.013
iTALYA ITALY 136711 159625 135407 152678 128.094 24.646
FRANSA FRANCE 98519 144559 127133 125429 128.124 34.294
iNGILTERE BRITAIN 116952 105262 113171 114400 103.701 34.050
HOLLANDA NETHERLANDS 75640 81088 84119 82525 90.145 32.186
BELGIiKA BELGIUM 58444 60031 63444 66562 67.365 16.531
A.B.D. USA. 33044 35881 45985 51180 18.864 6.839
iRLANDA IRELAND 32929 40065 37368 36786 31.796 12.290
YUNANISTAN GREECE 32797 39985 35081 28757 36.280 12.407
iSPANYA SPAIN 35004 45658 31953 33789 13.720 3.493
POLONYA POLISH 18207 26344 31446 26705 28.695 11.168
AVUSTURYA AUSTRIA 20592 28164 28246 28372 24.607 7.687
iSVICRE SWISS 18668 23797 24001 28254 28.002 8.519
iRAN IRAN 31688 26338 23483 27930 40.785 17.998
iSVEC SWEDEN 14130 16485 22974 12816 18.005 12.158
RUSYA FED. Russian Fed 13728 13994 20975 33724 29.864 5.332
BELARUS (B. RUSYA) BELARUS 19606 18158 17582 25423 27.627 8.013
K.K.T.C. K.K.T.C. 13882 14390 14491 17291 18.641 7.039
NORVEC NORWAY 13890 13436 13024 12273 8.527 1.938
KANADA CANADA 8743 9950 12391 20710 5.359 1.592
DANIMARKA DENMARK 11035 11619 12277 8354 11.014 5.758
AVUSTRALYA AUSTRALIA 3728 6288 9066 9148 6.735 4.805
G. KORE S. KOREA 8553 6223 5166 6274 6.428 2.562
FINLANDIYA FINLAND 4526 4840 4960 5722 4.336 1.834
GCEK CUMHURIYETI CZECH REPUBLIC 1650 4701 4868 5390 6.219 2.633
BREZILYA BRAZIL 1845 4190 4004 7206 3.786 1.615
PORTEKiz PORTUGAL 3747 3528 3981 4498 3.968 1.457
JAPONYA JAPAN 3117 3566 3679 3827 2.863 1.291
AZERBAYCAN ARGENTINA 293 5569 3509 4367 4.850 951
G.KIBRISRUM YON. | ol or 936 1993 3388 2017 2.885 224
BULGARISTAN BULGARIA 1686 2993 3170 3742 4.112 1.613
ARJANTIN ARGENTINA 1391 2693 2737 4355 1.835 939
SLOVAKYA SLOVAKIA 858 1170 2736 3056 2.984 2.033
UKRAYNA UKRAINE 2598 3166 2247 4540 2.632 1.095
MEKSIKA MEXICO 1491 2088 2222 3514 2.439 544
ROMANYA ROMANIA 1047 2129 2104 2758 2.484 1.027
HIRVATISTAN CROATIA 1567 1821 1941 1559 1.554 735
SLOVENYA SLOVENIA 1674 1856 1849 2906 2.113 612
MACARISTAN HUNGARY 1097 1592 1814 2042 1.901 1.346
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FiLIPINLER PHILIPPINES 1041 1205 1648 1943 1.289 1.213
GUNEY AFRIKA CUM. | SOUTH AFRICAN REP 689 954 1574 2628 1.987 574
LUBNAN LEBANON 375 474 1394 1185 854 154
CiN HALK cum. CHINA REP 735 1183 1334 2681 3.244 1.579
YENi ZELLANDA NEW ZEALAND 783 996 1257 1469 938 291
LUKSEMBURG LUXEMBOURG 522 912 1197 2243 1.546 334
siLi CHILE 474 734 1102 1424 683 332
DIGER OTHER 12288 17473 25461 25085 21.464 8.616
YABANCI TOPLAM FOREIGN TOTAL 1127071 1360830 1341116 1407240 1.294.461 425.360
TURKIYE TURKEY 402930 452806 470022 536013 553.106 247.585
GENEL TOPLAM GRAND TOTAL 1530001 1813636 1811138 1943253 1.847.567 672.945

Kaynak: http://www.izmirkulturturizm.gov.tr/TR,77298/2013-yili-istatistikleri.html Erisim Tarihi 13.07.2015 /
Source: http.//www.izmirkulturturizm.gov.tr/TR,77298/2013-yili-istatistikleri.html Access Date13.07.2015

3.5.2013-2015 Yillarinda Turkive've Gelen Yabancilarin Ocak-Mayis Karsilastirmasi
3.5, The January-June Term Comparisons of Foreign Visitors of Turkey for 2013-20151

Table27: The Comparison of Foreign Visitors of Turkey for 2013-2015 (*) Term by Their Nationalities (January-June Term)
Tablo 27: 2013-2015 (*) Yillar1 Ulkemize Gelen Yabancilarin Milliyetlerine Gére Karsilastirilmasi (Ocak-Haziran)

— a o
VILLAR  YeARS NATIONALSHARE (%) |  %RATE OF CHANGE
MILLIYET NATIONALITY 2013 2014 2015* 2013 2014 | 2015* | 2014/2013 | 2015/2014
ALMANYA GERMANY 1989 620 1901523 2109 763 13,67 12,48 14,16 -4,43 10,95
AVUSTURYA AUSTRIA 199 395 187 929 164 228 1,37 1,23 1,10 -5,75 -12,61
BELGIKA BELGIUM 248 421 239 357 222 814 1,71 1,57 1,50 -3,65 -6,91
DANIMARKA DENMARK 157 867 163 859 158 943 1,09 1,08 1,07 3,80 -3,00
FINLANDIYA FINLAND 100 358 96 942 104 009 0,69 0,64 0,70 -3,40 7,29
FRANSA FRANCE 435 355 421956 327789 2,99 2,77 2,20 -3,08 22,32
HOLLANDA NETHERLANDS 528 327 511715 483121 3,63 3,36 3,24 -3,14 -5,59
iINGILTERE BRITAIN 917 205 961 130 950 313 6,30 6,31 6,38 4,79 -1,13
iRLANDA IRELAND 47 160 42979 43 959 0,32 0,28 0,30 -8,87 2,28
iSPANYA SPAIN 118 015 107 828 108 924 0,81 0,71 0,73 -8,63 1,02
ISVEG SWEDEN 287 057 280 034 280 285 1,97 1,84 1,88 -2,45 0,09
iSVICRE SWISS 144 206 140 449 141 048 0,99 0,92 0,95 -2,61 0,43
ITALYA ITALY 296 167 269 012 216 440 2,04 1,77 1,45 -9,17 -19,54
iZLANDA ICELAND 2722 3533 3847 0,02 0,02 0,03 29,79 8,89
LUKSEMBURG LUXEMBOURG 6913 5501 4 800 0,05 0,04 0,03 -20,43 -12,74
PORTEKIZ PORTUGAL 20753 21358 23976 0,14 0,14 0,16 2,92 12,26
YUNANISTAN GREECE 318 464 383 882 358 581 2,19 2,52 2,41 20,54 -6,59
GEK CUM. CZECH REP 73143 73 645 74 622 0,50 0,48 0,50 0,69 1,33
POLONYA POLAND 146 584 176 391 184 738 1,01 1,16 1,24 20,33 4,73
MACARISTAN HUNGARY 34352 42984 51710 0,24 0,28 0,35 25,13 20,30
NORVEG NORWAY 179 579 137 505 122 216 1,23 0,90 0,82 -23,43 -11,12
SLOVAKYA SLOVAKIA 38907 40617 46 970 0,27 0,27 0,32 4,40 15,64
AVRUPA OECD EUROPEAN OECD 6290 570 6210 129 6183096 | 43,24 | 40,75 | 41,51 -1,28 -0,44
A.B.D. USA. 332327 338067 346 691 2,28 2,22 2,33 1,73 2,55
AVUSTRALYA AUSTRALIA 72737 76 745 109 291 0,50 0,50 0,73 5,51 42,41
JAPONYA JAPAN 98534 79 204 54 962 0,68 0,52 0,37 -19,62 -30,61
KANADA CANADA 78 289 72587 76 187 0,54 0,48 0,51 -7,28 4,96
YENi ZELLANDA NEW ZEALAND 12 030 12 551 16 030 0,08 0,08 0,11 4,33 27,72
MEKSIKA MEXICO 12723 14794 16 993 0,09 0,10 0,11 16,28 14,86
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G. KORE S. KOREA 92 940 1221175 126 244 0,64 0,80 0,85 31,46 3,33
TOPLAM OECD TOTAL OECD 6990 150 6926 252 6929494 | 48,04 | 4545| 46,52 -0,91 0,05
ESTONYA ESTONIA 19513 23040 27 886 0,13 0,15 0,19 18,08 21,03
KARADAG MONTENEGRO 9279 9870 9681 0,06 0,06 0,06 6,37 -1,91
KOSOVA KOSOVO 34881 38623 42 844 0,24 0,25 0,29 10,73 10,93
MALTA KOSOVO 2325 2751 3449 0,02 0,02 0,02 18,32 25,37
LITVANYA LITHUANIA 38166 48 148 48 065 0,26 0,32 0,32 26,15 0,17
G. KIBRIS RUM YON. gg:stmon of geek 4632 4827 3742| 003| 003| 003 421 -22,48
LETONYA LATVIA 24508 25965 25478 0,17 0,17 0,17 5,94 -1,88
BOSNA HERSEK ﬁgs'z\'éé CA)\’;‘”% A 33209 35 868 37275 0,23 0,24 0,25 8,01 3,92
HIRVATISTAN CROATIA 23194 20734 21049 0,16 0,14 0,14 -10,61 1,52
SLOVENYA SLOVENIA 16 720 18 010 18 669 0,11 0,12 0,13 7,72 3,66
SIRBISTAN SERBIA 71250 76 125 73 612 0,49 0,50 0,49 6,84 -3,30
MAKEDONYA MACEDONIA 64113 70 863 76 312 0,44 0,47 0,51 10,53 7,69
ARNAVUTLUK ALBANIA 24618 30828 32757 0,17 0,20 0,22 25,23 6,26
BULGARISTAN BULGARIA 707 840 767 383 828 418 4,87 5,04 5,56 8,41 7,95
ROMANYA ROMANIA 172376 185 125 187 768 1,18 1,21 1,26 7,40 1,43
DIGER AVRUPA ULKELERI | Other European countries 1174 1047 935 0,01 0,01 0,01 -10,82 -10,70
TOPLAM AVRUPA TOTAL EUROPEAN 7538368 7569 336 7621036 | 51,81 | 4967 | 51,17 0,41 0,68
AZERBAYCAN AZERBAIJAN 272 005 271693 265 639 1,87 1,78 1,78 0,11 -2,23
BELARUS (B. RUSYA) BELARUS 77 559 85 497 81601 0,53 0,56 0,55 10,23 -4,56
ERMENISTAN ARMENIA 26 569 27152 18 524 0,18 0,18 0,12 2,19 -31,78
GURCISTAN GEORGIA 804 513 805 782 825378 5,53 5,29 5,54 0,16 2,43
KAZAKISTAN KAZAKHSTAN 173936 177 696 175 678 1,20 1,17 1,18 2,16 -1,14
KIRGIZISTAN KYRGYZSTAN 30189 43 052 45 834 0,21 0,28 0,31 42,61 6,46
MOLDOVA CUM. MOLDOVA REP. 49 860 52571 65 088 0,34 0,34 0,44 5,44 23,81
OZBEKISTAN UZBEKISTAN 58 567 67 966 67 833 0,40 0,45 0,46 16,05 -0,20
RUSYA FED. RUSSIAN 1695 130 1923811 1454618 11,65 12,62 9,77 13,49 -24,39
TACIKISTAN TAJIKISTAN 12 411 16 332 16 169 0,09 0,11 0,11 31,59 -1,00
TURKMENISTAN TURKMENISTAN 69 427 77983 77 471 0,48 0,51 0,52 12,32 0,66
UKRAYNA UKRAINE 325209 299 258 284 663 2,24 1,96 1,91 -7,98 -4,88
BDT BDT 3595375 3848793 3378496 | 24,71 | 2526 | 22,68 7,05 -12,22
(*) Veriler Gegicidir. (*) Date is Temporary.
Kaynak: YATIRIM VE iSLETMELER GENEL MUDURLUGU ARASTIRMA VE DEGERLENDIRME DAIRE BASKANLIGI
Source: THE HEAD DEPARTMENT OF RESEARCH AND EVALUATION OF THE GENERAL DIRECTORATE OF INVESTMENTS AND ESTABLISTMENTS
www.turizm.gov.tr istatistik@turizm.gov.tr

Tablo 28: 2013-2015 (*) Yillarinda Ulkemize Gelen Yabancilarin Milliyetlerine Gére Karsilastiriimasi (Ocak-Haz.)
Table 28:The Comparison of Foreign Visitors of Turkey for 2013-2015 (*) Term by Their Nationalities (January-June Term)

— o o
VLLAR/ YeARS SHARE OF NATIONALTY %) | RATE OF CHANGE %
MILLIYET NATIONALITY 2013 2014 2015* 2013 2014 | 2015* | 2014/2013 | 2015/2014
CEZAYIR ALGARIA 53777 68 537 69 883 0,37 0,45 0,47 27,45 1,96
FAS MOROCCO 40825 40 368 45 585 0,28 0,26 0,31 -1,12 12,92
LiBYA LIBYA 117 552 143 105 129177 0,81 0,94 0,87 21,74 9,73
SUDAN SUDAN 4322 4882 5456 0,03 0,03 0,04 12,96 11,76
MISIR EGYPT 61456 50591 46 255 0,42 0,33 0,31 -17,68 -8,57
TUNUS TUNUS 44072 49 279 50 688 0,30 0,32 0,34 11,81 2,86
GUNEY AFRIKA CUM. SOUHT AFRICA 20974 19134 21670 0,14 0,13 0,15 -8,77 13,25
DIG.AFRIKA ULKELERI DIG.AFRICA COUNTRY 39151 46 386 46 987 0,27 0,30 0,32 18,48 1,30
TOPLAM AFRIKA TOTAL AFRICA 382129 422282 415701 2,63 2,77 2,79 10,51 -1,56
B.A.EMIRLIGI B.A.EMIRLIGI 24221 20637 21334 0,17 0,14 0,14 -14,80 3,38
BAHREYN BAHRAIN 7351 10 169 13 824 0,05 0,07 0,09 38,33 35,94
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KATAR QATAR 7828 11020 15577 0,05 0,07 0,10 40,78 41,35
KUVEYT KUWAIT 37263 51740 71766 0,26 0,34 0,48 38,85 38,71
IRAK IRAQ 272226 393922 397 802 1,87 2,59 2,67 44,70 0,98
LUBNAN LEBANON 57723 59726 64 148 0,40 0,39 0,43 3,47 7,40
URDUN JORDAN 43287 51000 54 362 0,30 0,33 0,36 17,82 6,59
S.ARABISTAN S.ARABISTAN 115111 140 191 179 377 0,79 0,92 1,20 21,79 27,95
K.KT.C. K.KT.C. 95 636 98 287 103 562 0,66 0,65 0,70 2,77 5,37
ISRAIL ISRAEL 57 082 95 664 71421 0,39 0,63 0,48 67,59 -25,34
YEMEN YEMEN 7862 11419 10795 0,05 0,07 0,07 45,24 -5,46
DIG.BATI ASYA ULKELERI West asia countries 672 168 535828 353 635 4,62 3,52 2,37 -20,28 -34,00
TOP. BATI ASYA TOTAL WEST ASIA 1397758 1479 603 1357 603 9,61 9,71 9,11 5,86 -8,25
BANGLADES BANGLADESH 4176 6434 5736 0,03 0,04 0,04 54,07 -10,85
GIN HALK CUM. PEOPLE’S REPUBLIC OF CHINA 63 742 89 769 144 798 0,44 0,59 0,97 40,83 61,30
ENDONEZYA INDONESIA 30930 28 868 29336 0,21 0,19 0,20 -6,67 1,62
FILIPINLER FILIPINOS 25529 26 684 35424 0,18 0,18 0,24 4,52 32,75
HINDISTAN INDIA 49 480 57 990 63 759 0,34 0,38 0,43 17,20 9,95
iRAN iRAN 528 669 749 802 809 790 3,63 4,92 5,44 41,83 8,00
MALEZYA MALAYSIA 29381 35236 36 738 0,20 0,23 0,25 19,93 4,26
PAKISTAN PAKISTAN 16 260 22816 25183 0,11 0,15 0,17 40,32 10,37
SINGAPUR SINGAPORE 10 364 12 947 12 525 0,07 0,08 0,08 24,92 3,26
TAYLAND THAILAND 11597 13057 14018 0,08 0,09 0,09 12,59 7,36
DIG.GUN.ASYA ULK. OTHER SOUTH ASIAN 40 505 47215 53 582 0,28 0,31 0,36 16,57 13,49
CONTRIES.

TOP.GUN.ASYA TOTAL SOUTH ASIA 810633 1090 818 1230889 5,57 7,16 8,26 34,56 12,84
TOPLAM ASYA TOTAL ASIA 2208 391 2570421 2588492 | 15,18 | 16,87 | 17,38 16,39 0,70
DiG. KUZEY AMERIKA ULK. | OTHER NORTH AMERICA 4710 5610 7712 0,03 0,04 0,05 19,11 37,47
DiG. ORTA AMERIKA ULK. OTHER CENTRIAL AMERICA 3574 3319 4277 0,02 0,02 0,03 -7,13 28,86
ARJANTIN ARGENTINA 22 874 20 409 35039 0,16 0,13 0,24 -10,78 71,68
BREZILYA BRAZIL 52 304 37217 41230 0,36 0,24 0,28 -28,84 10,78
KOLOMBIYA COLOMBIA 8768 9437 12 395 0,06 0,06 0,08 7,63 31,34
SiLi CHILE 6343 7132 11226 0,04 0,05 0,08 12,44 57,40
VENEZUELLA VENEZUELAN 4121 3036 2786 0,03 0,02 0,02 -26,33 -8,23
DiG.GUN.AMERIKA ULK. DiG.GUN.AMERIKA ULK. 6889 7338 9449 0,05 0,05 0,06 6,52 28,77
TOP.GUN.AMERIKA TOTAL SOUTH.AMERICA 101299 84 569 112125 0,70 0,55 0,75 -16,52 32,58
TOPLAM AMERIKA TOTAL AMERICA 109 583 93 498 124114 0,75 0,61 0,83 -14,68 32,75
OKYANUSYA OCEANIA 177 273 153 0,00 0,00 0,00 54,24 -43,96
MILLIYETSIiZ NATIONALITY 15918 17 495 20364 0,11 0,11 0,14 9,91 16,40
YABANCI TOPLAM FOREIGN TOTAL 14549 521 15238221 14894754 | 100,00 | 100,00 | 100,00 4,73 -2,25
(*) Veriler Gegicidir. (*) Date is Temporary.

Kaynak: YATIRIM VE iSLETMELER GENEL MUDURLUGU ARASTIRMA VE DEGERLENDIRME DAIRE BASKANLIGI

Source: THE HEAD DEPARTMENT OF RESEARCH AND EVALUATION WESTOF THE GENERAL DIRECTORATE OF INVESTMENTS AND ESTABLISTMENTS

www.turizm.gov.tr

istatistik@turizm.gov.tr
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3.6. Surddurdlebilir Turizm / 3.6. Sustainable Tourism

3.6.1. Sertifikasyon Uygulamalari ve Gerekliligi
3.6.1. Certification Applications and Necessity

“Diinya Turizm Orgiiti (WTO), turizmin insanlarin yasamlarina ve
evrene anlamh bir katki yapabilir inanci ile yonetilmektedir. Bu inancin
izleri, turizmin gelisimi icin yol haritasi olarak gosterilen Global Turizm
Etik Kodlarin merkezinde de ver almaktadir. Herkesi, turistlerin, tur
operatorlerinin, yerel halkin ve cevrenin yarari icin kodlari benimsemeye
ve yaymaya davet ediyorum”

Taleb Rifai, Diinya Turizm Orgit(i (WTO) Genel Sekreteri

Turizm sektoriindeki hizh blyiime; turizmin cevre ve toplum Gzerindeki
olumsuz etkisini azaltmak, yararlariniartirmak icin stirdrtlebilir yaklasim
ilkelerinin sektore entegre edilmesini zorunlu hale getirmektedir. Clinki
turizm sektord, beslendigi kaynaklara, yani cevreye ve kiltirel degerlere
kontrol edilmedigi ya daiyi yonetilmedigi takdirde zarar verme potansiyeli
yiksek bir sektordir. Yesil/kiresel kapitalist sistemin sifir noktasina
vaklasirken vyarattigl mahserin dort athisindan birisi olarak ekolojik
krizin varlig vurgulanarak, ekolojik krizin beraberinde strdurilebilir
cevre paradoksunu yarattigini ve turizm faaliyetlerinin kendi gelecegini
tehlikeye attiginin fark edilmesiyle beraber ‘doganin bir tiiketim nesnesi
haline donisturilmesi’ gerceginin strdirilebilir turizm kavramini ortaya
cikardigi belirtilmektedir. 1980'li yillarda Brundtland raporu ile popiiler
olan surdurdlebilir turizm yaklasimi, sektorin gelisimini ve kaliciigini
saglamak icin bir takim uygulamalara isaret etmektedir. Ayni zamanda
bu yaklasim uzun vadede destinasyonlarin cevresel, ekonomik ve
sosyo-kdltirel acidan negatif etkilerini yok etmeyi amaclamaktadir.
Sardiiriilebilirlik ilkeleri, Birlesmis Milletler Dinya Turizm Orgiitii'ntin
(UNWTO) yatinm raporlarinda “Turizmde Kuresel Etik Kodlari” icerisinde
vurgulanmaktadir. 2013 yili verilerine gore, 30 Ulkede 200'den fazla
turizm paydasi etik ve sorumlu isletme uygulamalari ve politikalarini
kamuya duyurarak bu kodlarin uygulanmasi kampanyasina katilmistir.
Turizmde Kiresel Etik Kodlari icinde seyahat ve turizm hareketlerinin
sosyal, ekonomik, kilttrel ve cevresel iceriklerini iceren 10 ilke su
sekildedir (http://ethics.unwto.org, 27.05.2016);

Madde 1: Turizmin halk ve toplumlar arasinda karsilikl anlayis ve
sayglya katkisi

Madde 2: Turizmin bireysel ve kolektif yonleri

Madde 3: Strdurlebilir kalkinma unsuru olarak turizm

Madde 4: Kiiltlrel mirasi kullanan ve zenginlestiren unsur olarak turizm
Madde 5: Ulke ve toplumlarin refahini artiran bir faaliyet olarak turizm
Madde 6: Turizmin gelistirilmesinde paydaslarin yiktmlilikleri

Madde 7: Turizme katiima hakki

Madde 8: Turizm hareket 6zgurlGgl

Madde 9: Turizm sektériinde calisanlarin ve girisimcilerin haklari

Madde 10: etik
Madde 3'te vurgulandig (izere, turizm sektord strdirllebilir kalkinmanin

Turizmde  global ilkelerinin  uygulanmasi

temel unsurdur ve bu madde su iceriklere sahiptir (http://ethics.unwto.
org, 28.05.2016);

“The World Tourism Organization (WTO) is executed on the basis to
make a meaningful contribution to the lives of people and the universe.
The traces of this belief is the center of the Global Tourism Ethic Codes
which are shown as the roadmap for development of tourism. | invite
everyone to adopt and disseminate these codes for the benefit of
tourists, tour operators, local people and the environment”

TalebRifai, The General Secretary of the World Tourism Organization
(WTO)

The rapid development of the tourism sector makes it mandatory to
reduce the negative impact of tourism on the environment and society
and integrate a sustainable approach principles into the sector for
increasing its positive influence. Because, the tourism sector is a sector
which has high damaging potential on its resources in other words

the environment and cultural values if it is not controlled or managed,
well. The presence of the ecological crises is emphasized as one of
the four horsemen of the apocalypse created by the green/capitalist
system while getting closer to the zero point and it is indicated that
the ecological crisis creates a sustainable environmental paradox and
a sustainable tourism concept emerges based on “turning nature a
consumption object” by recognizing that the tourism activities will
endanger its own future. The sustainable tourism approach which

has become popular in 1980s by the Brundtland report, indicates a
particular set of practices in order to ensure the development and
sustainability of sector. In addition, this approach aims to eliminate
the environmental, economical and socio-cultural negative impacts of
destinations in long-term. The Sustainability Principles are emphasized
within the scope of “the Global Ethic Codes of Tourism” in the
investment reports of the World Tourism Organization of the United
Nations (UNWTO). According to 2013 date, more than 200 tourism
stakeholders from 30 countries have participated in implementation
campaign of these codes by means of ethical and responsible operating
activities and announcing their policies to public opinion. 10 principles
including the social, economical, cultural and environmental contents
of travel and tourism movements within the scope of the Tourism
Global Ethic Codes are as in the following: (http://ethics.unwto.org,
27.05.2016);

Article 1: Contribution of tourism in mutual understanding and respect
between public and societies

Article 2: Individual and Collective Aspects of Tourism

Article 3: Tourism as a sustainable development aspect

Article 4: Tourism as an aspect which uses and enriches cultural
inheritance

Article 5: Tourism as an Aspect Improving the Prosperity of Countries
and Societies

Article 6: The Liabilities of Stakeholders in Developing Tourism

Article 7: Right to Participate in Tourism

Article 8: Freedom of Action in Tourism

Article 9: The Rights of Employees and Entrepreneurs in Tourism Sector
Article 10: Implementing Global Ethic principles in Tourism

As indicated in the Article 3, the tourism sector is the primary element
for sustainable development and this article includes the following
contents (http://ethics.unwto.org, 28.05.2016);
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1. Turizmin gelismesinde bitdn taraflar, saglam, strekli ve sirddrdlebilir
ekonomik bliylime perspektifinde dogal cevreyi korumakla yikimladir
ve ihtiyaclarin giderilmesinde gelecek nesiller dikkate alinmalidir.

2. Kaynak tasarrufu, dzellikle de su ve enerji tasarrufu saglayan ve atik
azaltan yontemlere dncelik taniyan turizm tirleri, ulusal/bélgesel/yerel
kamu yetkililerince tesvik edilmelidir.

3. Okul tatilleri gibi turist akisinin arttigl dénemler, turizmin gevre
Gzerindeki etkisini azaltacak sekilde diizenlenmelidir.

4, Turizm altyapisi ve faaliyetleri, ekosistem, bio cesitlilik ve vahsi
yasamin korunmasini saglayacak sekilde hazirlanmalidir.

5. Doga turizmi ve eko turizm, turizmin gelismesi ve zenginlesmesinde
rol oynayan temel unsurlar olarak kabul edilmelidir.

Birlesmis Milletler Diinya Turizm Orgiitirnin (UNWTO) neden
strdurdlebilir turizme o6nem verdigine bakildiginda ise, sektdriin
icinde ver alan turizm isletmelerinin duyarsiz uygulamalarinin varligi,
yerel halkin ve turistlerin turizmin etkilerine karsi bilingsiz olmalari
gibi durumlara isaret edilebilir.  Bu durumun somut orneklerini
Birlesmis Milletler Diinya Turizm Orgiiti'niin 2013 yilinda yayinladigi
strdardlebilir turizm gelisimi raporunda gérmek mimkinddr. Raporda
gelisimin en onemli giicl olarak gosterilen turizmin negatif yonleri su
sekilde siralamaktadir;

e Turizm, agirlikh olarak ulastirma olanaklari ve ulastirmanin yaninda
konaklama gibi turizm faaliyetleri ile birlikte mevcut karbon salinimina
%5 oraninda katki yaparak iklim degisikligine yol agmaktadir.

e Turizm isletmeleri tarafindan kati ve sivi atiklarin dogru sekilde yok
edilmemesi yerelde arazi ve su kirliligine yol agmaktadir.

e Turist aktiviteleri, bazi bolgelerde sorunlar olusturmaktadir.
eKonaklama isletmeleri arazi, su ve enerji gibi yenilenebilir olmayan ve
degerli kaynaklari kullanmaktadir. Bazi bdlgelerde, tatil kdylerinde yore
halkinin kullandigi sudan daha fazla su tlketilmektedir.

e Hassas alanlarda turizm gelisiminin yetersiz yonetilmesi ve uygun
olmayan aktiviteler bio gesitlilige zarar verebilir.

eYetersiz ziyaretci yonetiminin oldugu verlerde kdltlrel miras alanlari
(izerinde negatif etkiler s6z konusu olabilir.

¢ Turizm, sinirlandinimamis girislerin oldugu bélgelerde yerel toplumlar
Uzerinde sug orani artisi, cinsel sémurl ve sosyo-kdltirel geleneklerin
ve degerlerin yok olmasi gibi negatif etkilere neden olabilmektedir.
eTurizm, is olanaklar yaratirken kétl calisma kosullarinin olusmasina
neden olabilmektedir.

*Sektoriin ekonomik performansi, ekonomik durumlar, dogal olaylar ve
glivenlik endiseleri gibi durumlar nedeniyle kaynak pazarlara duyarlidir.

Bircok alanda sik¢a kullanilmakta olan sirddrdlebilirlik kavrami; toplumun
sosyal, kiltirel, bilimsel, dogal ve insan kaynaklarinin timanin ihtiyatl
kullaniimasini saglayan ve buna saygl duyma temelinde sosyal bir
bakis olusturan katilimcr bir stire¢ olarak tanimlanmaktadir. (Gladwin
vd., 1995: 877). Bu dogrultuda Birlesmis Milletler Cevre Programi
(UNEP) ve Birlesmis Milletler Diinya Turizm Orgiiti (UNWTO) bir
araya gelerek turizm faaliyetlerinin gelecekte devam edebilmesi,
cevreye ve topluma vyararlarini sirddrdlebilir bir sekilde artirmak icin
2005 yilinda 12 maddelik “Turizmi Daha Sirdurdlebilir Hale Getirme”
raporu vayinlamistir. Tablo 1'de yer alan bu maddelere bakildiginda
strdardlebilir turizmin bitlnsel bir yaklasimla ekonomik, sosyal ve
cevresel acidan degerlendirilmesi gerektigi gortimektedir. Tabloda
gorlldigl Gzere, 12 maddenin temel ¢ikis mantigi toplum ve cevre
Gzerindeki olumsuz etkileri en aza indirmek, verel ekonomiye yaratici
katki saglamak, dogal ve kultirel kaynaklar korunmak, yerel halkin ve
turistin yasam kalitesini korumaktir.

1. All parties are liable to preserve and protect natural environment
through a stable, permanent and sustainable economical development
perspective for development of tourism and the future generations
should be taken into consideration in satisfying these needs.

2. The types of tourism which ensure saving of resources especially
water and energy savings and prioritize waste reduction methods
should be encourages by the national/regional/local public authorities.
3. The terms when tourist flow increases such as school holidays should
be organized in order to decrease the impact of tourism on environment.
4. The infrastructure and activities of tourism should be prepared in
order to preserve and protect ecosystem, biodiversity and wild life.

5. Nature tourism and ecotourism should be adopted and accepted

as the main elements playing an active role in development and
enrichment of tourism.

If, it is considered why the World Tourism Organization of the United
Nations (UNWTO) considers sustainable tourism important, the
presence of insensitive practices of tourism facilities of the sector and
unawareness of the local people and tourists against the impacts of
tourism can be indicated. It is possible to see concrete examples of that
case in the sustainable tourism development report issued by the World
Tourism Organization of the United Nations (UNWTO) in 2013. The
negative aspects of tourism which is shown as the most important force
of development are listed in that report as in the following;

* As well as tourism activities such as accommodation, tourism causes
climate change by 5% contribution to current carbon emission mainly
through transportation.

e Tourism causes local land and water pollution because tourism
facilities do not dispose solid and liquid wastes, properly.

e The activities of tourists cause problems in some areas.

*The accommodation facilities uses non-renewable and valuable
resources such as land, water and energy. In some places, the amount
of water used by holiday villages is more than the amount consumed by
the local people.

* Improper management of development of tourism in sensitive areas
and inappropriate activities might damage biodiversity.

*There might be negative impacts on cultural inheritance areas where
the guest management is insufficient.

e Where unrestricted entries are allowed, tourism might have negative
impacts on the local people such as increasing crime rate, sexual
exploitation and destruction of socio-cultural traditions and values.

* While creating new job opportunities, tourism might cause creating
bad working conditions.

* The economical performance of the sector is susceptible to the source
markets due to economical circumstances, natural events, security
concerns and etc.

The sustainability concept which is widely used in several fields is
identified as a participatory process which ensures careful use of all
social, cultural, scientific, natural and human resources of society and
creates a social perspective based on respecting that. (Gladwin et al.,
1995: 877). In this sense, the United Nations Environment Program
(UNEP) and the World Tourism Organization of the United Nations
(UNWTO) have gotten together in 2005 and issued the report of
“Making Tourism More Sustainable” consisting of 12 articles in order to
continue tourism activities in the future and increase the advantages
of these activities for the environment and society. If, these articles
listed in the Table 1 are taken into consideration, it is observed that
sustainable tourism should be evaluated in economical, social and
environmental holistic approach. As it is seen from the table, the main
logic of these 12 articles is to minimize the impacts on the society and
environment, provide creative contribution in local economy, preserve
and protect natural and cultural resources and preserve the life quality
of the local people and tourists.
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Tablo 29: Siirdiiriilebilir Turizmin 12 Temel Hedefi / Table29: 12 Basic Goals of Sustainable Tourism

Hedef / Goal icerik / Content

Ekonomik Sureklilik
Economical Sustainability

Turizm destinasyonlarinin ve isletmelerinin uzun vadede fayda saglamasi ve basari elde edebilmesi icin
surekliligini ve rekabetgiligini saglamak. / Ensuring the sustainability and competitiveness of the tourism
destinations and facilities for providing long term advantage and success.

Yerel Refah
Local Prosperity
local expenses of tourists.

Turistlerin yorede harcama oranlarini artirarak, ziyaret edilen destinasyonun ekonomik refahina katki
saglamak. / Providing contribution to the economical prosperity of the visited destination by increasing the

istihdam Kalitesi

Irk, cinsiyet, engellilik ve benzeri gibi konularda ayrimciligin yapilmayarak maas ve ¢alisma kosullarinin

tourism.

Employment Quality iyilestirilmesi, hizmet kalitesinin artirilmasi dahil olmak tzere yerel istihdam kalitesi ve oranini artirmak.
/ Without making any discrimination in issues such as the race, gender, disability and etc. and including
improving the salary and working conditions and service quality, improving the quality and rate of local
employment.

Sosyal Esitlik Gelirin ve hizmetlerin iyilestirilmesi, turizme gelir baglaminda erisemeyenlere hizmet sunumu saglama ile

Social Equality birlikte turizmden elde edilen ekonomik ve sosyal faydanin bittine adil bir sekilde dagihmini saglamak. /

Including improving income and services and providing services to the ones who cannot access these in
respect of their income level, providing fair distribution of economical and social benefits obtained from

Ziyaret¢i Memnuniyeti
Visitor Satisfaction

Irk, cinsiyet, engellilik gibi hususlarda ayrimcilik yapmadan biitiin ziyaretgilere giivenli ve tatmin edici bir
deneyim sunmak. / Providing safe and satisfying experience to all guests without making any discrimination in
respect of issues such as race, genre, disability and etc.

Yerel Kontrol
Local Control

participation of other stakeholders.

Diger paydaslarinin katiimini saglayarak, planlama, yonetim ve turizmin gelisimi konularinda yerel yonetimleri
surece dahil etmek ve kendi bélgelerinde yetkilerini artirmak. / Integrating the local managements in
planning, managing and developing tourism and increasing their authority in their localities by ensuring

Toplumsal Refah
Social Prosperity

Sosyal yapi ve kaynaklara, imkanlara ve yasam destek sistemlerine erisimi saglayarak ve sosyal bozulma/
istismari 6nleyerek yerel topluluklarin yagam kalitesini korumak ve gtiglendirmek. / Preserving and
strengthening life quality of local people by providing acces to social facilities, resources, opportunities and life
support systems and preventing social deterioration/exploitation.

Kulturel Zenginlik

Ev sahibi topluluklarin geleneklerine, 6zgiin kilturine, tarihi alanlarina saygi duymak ve gliglendirmek. /

visual form of environment.

Cultural Wealth Being respectful and strengthening the traditions, culture and historical places of local societies.
Fiziki Buttnliik Kentsel ve kirsal alan kalitesini korumak ve giiglendirmek, gevrenin fiziki ve gorsel yapisinin bozulmasini
Physical Integrity onlemek. / Protecting and strengthening urban and rural area quality and preventing damaging physical and

Biyolojik Cesitlilik
Biological Diversity

Dogal alanlarin, habitatin ve yaban hayatinin korunmasini desteklemek ve olasi zararlari en aza indirgemek. /
Supporting protection of natural areas, habitat and wild life and minimizing potential damages.

Kaynak Verimliligi
Source Efficiency

Turizm isletmelerinin hizmetlerinin gelisimi ve uygulanmasinda kit ve yenilenemeyen kaynaklarin
kullanimini en aza indirmek. / Minimizing the use of scarce and non-renewable resources in developing and
implementing the services of tourism establishments.

Cevresel Dogallik
Environmental Naturality

Turizm isletmelerinin ve ziyaretgilerin neden oldugu hava, su, toprak ve atik kirliligini en aza indirmek. /
Minimizing the air, water, soil and waste pollution caused by the tourism establishments and tourists.

Kaynak: UNEP and UNWTO, Making Tourism More Sustainable, 2005. / Source: UNEP andUNWTO, MakingTourismMoreSustainable, 2005.

3.6.1.1. Sertifikasyon Uygulamalarinin Yararlari
3.6.1.1. Advantages of the Certification Applications

Turizm  sektord  sdrdlrllebilirlik  felsefesiyle  yonetilmeye
baslandiginda farkli ilgili paydaslar yarar elde edecektir. Bu noktada
vol haritasi niteliginde olan sertifikasyon uygulamalari, turizm
isletmelerine uzun dénemli yarar saglarken, imajlarina da uluslararasi
alanda katki saglamaktadir. Yerel toplumlar acisindan bakildiginda
ise sertifikasyon uygulamalari, yasam kalitelerine zarar verilmeden
ve yozlasmaya maruz kalmadan turizmin gelisimine yardimci
olmaktadir. Turistler de artik, seyahatlerinin etkilerinden haberdar
olmaya baslamakla birlikte yiiksek kaliteli giivenli deneyimler ve
cekiciligi olan destinasyon arayisi icine girmektedirler. Dolayisiyla
surdlrdlebilir turizm ilkelerinin uygulanmasi tim bu paydaslarin
temel motivasyonlarina ve amaclarina katkida bulunmaktadir.

If, the tourism sector is managed through sustainability
philosophy, various related stakeholders will gain advantage.
While, the certification applications which are kind of a
roadmap at this point provide long-term advantages for the
tourism establishments, they also provide contribution to

their international images. If, the issue is considered from

the perspective of local socities, the certification applications
help development of tourism without damaging life quality
and subjecting to corruption. Currently, tourists also become
aware of impacts of their travels and they look for high-quality
and safe experiences with interesting qualities. Consequently,
implementation of sustainable tourism principles provides
contribution in basic motivations and goals of these stakeholders.
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Demir ve Cevirgen (2006), turizm faaliyetlerinin dogal alanlarin
surdirdlebilir gelismesine olumsuz etkide bulunmamasi ve temel
olumsuzluklarin/cevresel etkilerin 6nlenebilmesi icin cevresel
etkilerin degerlendirilmesi gerektigini ve sistemde surdirGlebilir
gelisimin saglanabilmesi icin bir takim kriterlerin belirlenmesi ve
uygulanmasi gerektigini vurgularken, Papatya da (2007) benzer
sekilde, turizm uygulamalarinin gerceklestiriimesi asamasinda tiim
adimlarin tutarhhginin sdrddrdlebilirlik ve kaynak tabanli turizm
acisindan test edilmesi gerektigini belirtmektedir. Bu baglamda
turizmde sertifikasyon slreci hiktimetlerin, endlstrinin ve sivil
toplum o&rgltlerinin turizm endlstrisinde slrdirUlebilir gelisme
ilkelerini uygulamak icin aradiklar bir yénetim araci olma roltni
Ustlenmektedir (Demir ve Cevirgen, 2006).

Sertifikasyon uygulamalari, surdirilebilirligin - saglanmasi  ve
cevrenin korunmasinda, turizm endUstrisinin  standartlarinin
belli noktalara getirilmesi bakimindan blytk énem tasimaktadir.
Birlesmis Milletler Cevre Programi (UNEP) ve Birlesmis Milletler
Diinya Turizm Orgiiti'niin (UNWTO) bir araya gelerek 2005 yilinda
vayinladiklariraporda turizmisletmelerine turizmidahasurddralebilir
hale getirmek icin gdnillilik esasina dayal olarak “rehberlik ve
kodlarin uygulanmasi, strdirtlebilir yénetim sisteminin kurulmasi
ve sertifikasyon uygulamasi” olmak U(zere ¢ uygulamadan
bahsedilmektedir. ~ Turizm  endUstrisinde  sertifikalandirma
va da etiket seklinde adlandinlan, farkli isimlerde ve farkli
cografyalarda kullanima sunulan, yeni bir pazar olarak karsimiza
cikan sertifikalandirma sireci sirdirGlebilirlik kavrami icinde
kendine genis yer bulan bir kavramdir. StrdirGlebilirlik yonetimi
uygulamasinin bir ¢iktisi olarak da gorilebilecek olan sertifikasyon
uygulamalan turizmde sadece olumsuz algilari minimize etmeyi va
da ortadan kaldirmayi amaclamakla kalmayip ayni zamanda musteri
memnuniyeti, is verimliligi, rekabet avantajlari ve motivasyon
acisindan da turizm isletmelerine yol géstermektedir. Strddralebilir
yOnetim sitemini kurmayi basaran isletmeler bu yonetim sisteminin
slreclerini ve adimlarini benimserken, isletme icinde strekli
o6grenmeyi de calisanlarina entegre etmektedirler.

Surddrdlebilir yonetim sisteminin kurulmasiyla birlikte isletmeler,
yOnetim ¢cemberi icinde isletme icinde ve disinda uygulamalarinin
her asamasini 6z degerlendirmeye tabi tutarak eksik noktalari
kesfedebilmektedir. Bu kesifler de yoneticilere strekli iyilestirmenin
kapisini agmaktadir. Bilinclenen tiketicilerin yesil tatil tercihleri
gbz onlnde bulunduruldugunda ise, sertifika sahibi isletmeler
rakiplerine karsi rekabetci bir Ustlinlik saglayabileceklerdir.
Surdurdlebilir yonetim strecinin kurulumunda aktif olarak rol alan
kilit calisanlarda slrdlrGlebilir yonetimin her asamasina dahil
edilirken, isletme icinde calisanlarda uygulama yoninde hareket
etme baglaminda bilinclenmektedir. Bu durumda dogaya ve kiilttrel
degerlere saygili isletmelerin calisanlarinin géziinde olumlu bir
isletme imaji yaratirken isletmeye yénelik aidiyet duygusunu da
gelismektedir. Hedef pazarlar dogrultusunda segcilen sertifikasyon
uygulamasi isletmenin tim uygulama adimlarini bir sertifikasyon
marka c¢atisi altina toplarken, isletmeye bu cati altinda egitim,
yonetim, sertifikalandirma ve pazarlama destegi saglamaktadir.

Demir and Cevirgen (2006) emphasizes that the environmental
impacts should be taken into consideration in order the

tourism activities not yo have negative impact on sustainable
development of natural spaces and prevent basic negative
impacts/environmental effects and determine particular criteria
and implement them in order to ensure sustainable development
through a system while Papatya (2007) similarly indicates that
the consistence of all steps at the implementation phase of
tourism activities should be tested in respect of sustainability and
resource based tourism. In this sense, the certification process of
tourism undertakes the role of a management instrument which
is needed by the governments, industry and non-governmental
organizations in order to implement the sustainable development
principles for the tourism industry (Demir and Cevirgen, 2006).

Certification applications have great importance in order to
develop the standards of tourism industry to a particular point
for ensuring sustainability and protecting environment, The
United Nations Environment Program (UNEP) and the World
Tourism Organization of the United Nations (UNWTO) have
gotten together in 2005 and published a report and indicated
three practices as “guidance and implementing the codes,
establishing a sustainable management system and certification
application” based on voluntariness in order to make tourism more
sustainable. The certification concept which we encounter in the
certification concept we see as a new market presented through
various titles and for use of various geographies which is called
as certification or labeling in the tourism industry is a concept
which finds a large space in the concept of sustainability. The
certification applications which can be considered as an output
of the sustainability management practice, do not only aim to
minimize or eliminate negative perceptions of tourism but also
guide touristic establishments in respect of customer satisfaction,
job efficiency, competitive advantages and motivation. While, the
establishments achieved to establish a sustainable management
system adopt the processes and phases of that management
system, they also integrate continuous learning to their
employees.

The tourism establishments can discover the missing points

by subjecting the internal and external practices within a
management circle to self-evaluation through establishing a
sustainable management system. These discoveries open the
gates of continuous improvement to managers. If, the green
preferences of the aware consumers are taken into consideration,
the certificate holder establishments will be able to acquire

a competitive strength against their competitors. While, the

core personnel acting key roles in establishing the sustainable
management system are included in any phase of sustainable
management, the employees of such establishments become
aware in acting accordingly with that practice. By this way, the
establishments which are respectful to natural and cultural
values create a positive image for their employees, this also
improves the loyalty of employees to their establishment. While,
the certification practice which is chosen in accordance with the
target markets, collects all operational steps of the establishment
under a brand, this provides training, management, certification
and marketing support for the establishment under that brand.
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Turizm  isletmeleri  sirdGrilebilir  yonetim  sistemi  geregi
tedarikcilerini de kelebek etkisi ile sUrdurdlebilir uygulamalar
ve davranislar konusunda tesvik edebilir hale gelmektedir.
Pazarlama bakis acisiyla sertifika logosunun web sitesinde,
promosyon materyalleri (zerinde kullanimi ile birlikte rekabetci
vaklasimla tiketicilerin gozlinde bir farkindalik yaratiimaktadir.
Glclu sertifikasyon uygulamalari araciigiyla tatil éncesi, aninda
ve sonrasinda tlketiciler yesil tlketime tesvik edilebilir. En
onemlisi de sistemin en 6nemli araci olarak destinasyonlarin turizm
faaliyetlerinden gorecegi olumsuz etkiler 6nlenebilir ya da en aza
indirilebilir. Turizm isletmeleri, sertifikasyon merkezi araciligiyla
kendilerine uluslararasi tedarikciler bulabilir ve ortaklk kurma
imkani yakalayabilirler. Sertifikasyon denetimleri geregi stirekli 6z
degerlendirmelerin gerceklesmesi ve isletmenin uygulamalarin
her alaninda degerlendirme yaparak eksikliklerini kesfetmesini
saglamaktadir. Sertifikasyon merkezi araciligiyla egitim olanaklarinin
isletme icinde sirekli hale gelmektedir. Slrekli iyilestirmeler ile
birlikte is gdren ve misteri memnuniyeti de dolayli olarak artacaktir.
Surdurdlebilirlik yonetimi uygulamalar aracilifiyla operasyonel
maliyetlerde azaltma gérilmektedir. Kiresel strdirilebilir turizm
kriterleri de sertifikasyon programlarini standartlar icin rehber
olarak onerirken, uluslararasi taninirhk ve gelecekte isletmenin
gelisimi icin de tavsiye etmektedir.

The tourism establishment encourage their suppliers to
sustainable practices and behaviors through butterfly effect

due to the sustainable management system they implement.

An awareness is created through a competitive approach before
the eyes of consumers by publishing the certificate logo on the
websites and promotion materials by a marketing perspective.
The consumers can be encouraged for green consumption before,
during and after their vacations by means of strong certification
practices. Most importantly, the negative impacts of tourism
activities on destinations as the most important instrument of
the system can be prevented or at least minimized. Tourism
establishment can find international suppliers and get an
opportunity to establish partnerships by means of the certification
center. Continuous self-evaluation due to the inspections of
certification ensures continuous discovery of deficiencies in any
field of practices of establishments. The training opportunities of
an establishment become permanent by means of the certification
center. Consequently, the satisfaction of employees and
customers will increase by means of continuous improvements.
The operational costs are decreased by means of the sustainable
management practices. While, the glocal sustainable tourism
criteria recommend certification programs as a guidance

for standards, they are also recommended for international
recognition and future development of the establishment.

3.6.1.2. Sertifikasyon Ornekleri / 3.6.1.2. Certification Examples

Dinya'da kurumsal sosyal sorumluluk ve slrdirdlebilir turizm
konusunda taninan uluslararasi standartlara uymayi arzu eden turizm
paydaslari icin gelistirilmis degisik sertifika 6rnekleri bulunmaktadir.
Sertifikasyon uygulamalarindan beklenen faydalara ulasiimasi
icin sertifikasyon sisteminin uluslararasi alanda taninmasi, ulusal/
uluslararasi ¢evre yasalari kapsaminda desteklenmesi, degerlendirme
ve kontrol slrecinin slrekli yapilmasi énem arz etmektedir. Bu
noktada turizm isletmeleri yoneticileri, hedef pazarlari veya
isbirlikgileriniz dogrultusunda maksimum faydayi saglayacak sertifika
uygulamalarini se¢cmelidir. Tablo 2'de go6riildigli Gizere Avrupa merkezli
cesitli sertifikasyon uygulamalar bulunmaktadir. Tablo'da 6rnek
olarak secilen konaklama isletmeleri bazinda ¢ogunlukla kullanildigi
disindlen bazi sertifika uygulamalarinin kontrol merkezi, tiye sayilari,
pazar verleri ve icerikleri bulunmaktadir.

Yalnizca Avrupa'da ortalama 100 sertifika uygulamasi bulundugu
tahmin edilmektedir. Bu sertifikalarin bazilari valnizca isletme
odakli  kriterlerden  olusurken, bazilari ise destinasyonlar,
rekreasyon merkezleri, ulastirma firmalari, etkinlikler (zerinde de
uygulanabilmektedir. GreenGlobe, Travelife gibi sertifika uygulamalari
uluslararasi alanda taninirhigi olan sertifika érneklerindendir. Travelife
ornegi icerik olarak detaylica incelendiginde i¢ yonetim, misteri ile
iletisim, destinasyon, turlar, ulastirma isletmeleri, diger tedarikgiler,
rehberler, calisan haklari, toplumsal konulara da isaret etmektedir.
Cok fazla sertifikasyon uygulamasinin oldugu sektérde Onemli
olan ise, isletmeye marka degeri katacak ve uluslararasi arenada
isletmenin taninirhigini saglayacak olan dogru sertifikanin segilmesi ve
uygulanmasidir. Ayrica isletmeye entegre edilecek olan sertifikasyon
uygulamasinin arkasinda var olan kuruluslarin sayginligi énemli bir
noktadir. Bazi sertifikasyon uygulamalari AB kuruluslar, Birlesmis
Milletler Diinya Turizm Orgliti (UNWTO), Birlesmis Milletler Cevre
Programi (UNEP) gibi énemli kurum ve kuruluslar tarafindan da
desteklenmektedir.
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There are various certification examples in the world developed for
the tourism stakeholders aiming to follow accepted international
standards related with corporate social responsibility and sustainable
tourism. It is important for achieving the expected advantages

from the certification practices that the certification system is
recognized in international field, supported within the scope of

the national/international environmental laws and subjected to a
continuous control process. At this point, the managers of tourism
establishments should chose the certification practices which will
provide the maximum benefit in accordance with their target markets
and stakeholders. As it is seen from the Table 2, there are Europe
based various certification practices. In this table, there the control
centers, number of members, market locations and contents of some
certification practices considered to be used intensively by the
exemplary accommodation facilities.

It is estimated that there are almost 100 certification practices

only in Europe. While, some of these certificates consist of

only establishment-based criteria, some can also be applied on
destinations, recreational centers, transportation firms and events.
GreenGlobe, Travelife and etc. certification practices are the examples
of certificates with international recognition. If, the Travelife
example is analyzed in detail in respect of its contents, it indicates
internal management, communication with customers, destinations,
tours, transportation firms, other suppliers, guides, employee rights
and social issues. The important point for the sector where there

are lots of certification practices is to chose and implement the
correct certificate which will provide brand value and international
recognition of the establishment. Furthermore, the prestige of

the institutions behind the certification practice to be integrated

is another important issue. Some certification practices are also
supported by important institutions and organizations such as the
EU institutions, the World Tourism Organizationof the United Nations
(UNWTO), the United Nations Environment Program (UNEP) and etc.
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Tablo 30: Diinyadan Sertifika Ornekleri / Table30: Certification Examples from the World

Adi Logo Sertifika Organizasyonu isletme Sayisi | Pazar Yeri igerigi
Name Certification Organization Number of Market Place Contents
Enterprises
Green Holidays | 75 Kirsal Konaklama Isletmeleri Dogal Kaynaklar, Kulttrel ve Tarihi
r1 Rural Accommodation Enterprises Mekanlari Koruma, Yerel Gida
.', Letonya Ulke Turizm Dernegi Tuketimini Tesviki, Cevre Kalitesi
. [lH;;.[H Latvia National Tourism Natural Resources, Protection
Agency of Cultural and Historical Places,
"[]L"]m Supporting Local Food Consumption
] and Environmental Quality
The Austrian Avusturya Tarim, Ormancilik, 280 Konaklama isletmeleri, Seyahat Cevre, Yonetim
Ecolabel Cevre ve Su Yonetimi Federal Paketler, Kamp Alanlari, Restoranlar, Environment, Management
Bakanhgi Aktiviteler, Konferans Merkezleri
The Federal Ministry of Accommodation Enterprises,
Agriculture, Forestry, Travel Packages, Camping Areas,
Environment and Water Restaurants, Activities and
Management of Austria Conference Centers
Green Globe Green Globe, Almanya 458 Kongre Merkezleri Kurvaziyer Yonetim, Ekonomi ve Sosyal Yapi,
Green Globe, Germany Gemiler, Golf Sahalari, Restoranlar, Cevre,
Saghk&Spa Merkezleri, Ulastirma
isletmeleri, Tur Operatérleri, Kulttrel Miras
Destinasyon Yonetim Sirketleri,
Konaklama Isletmeleri Management, Economy and Social
Congress Centers, Cruise Ships, Golf Structgre, Environmeng
Courses, Restaurants, Health and Spa
Centers, Transportation Enterprises, i
Tour Operators, Destination Cultural Inheritance
Management Companies,
Accommodation Enterprises.
Travelife T ECEAT, Hollanda, 220 Seyahat isletmeleri Cevre, Yonetim,
'.;'&. ECEAT, the Netherlands Travel Enterprises Sosyal Konular, Kultr,
. Destinasyon, Misteri
Trcnlre I I fe Environment, Management
Social Issues, Culture,
Destination, Customer
Travelife T ABTA, Birlesik Krallik 1.609 Konaklama isletmeleri Cevre, YOnetim,
Travelife i;."-ﬁ F ABTA, the United Kingdom Accommodation Enterprises Sosyal Konular, Kaltar,
. Destinasyon, Misteri
Truve I IfE Environment, Management
Social Issues, Culture,
Destination, Customer
EMAS N AB Uyesi Ulke Kuruluglari 4.500 Tim isletme Tipleri Cevresel Yénetim
EMAS g B R Enterprises of the EU Member All Types of Enterprises Environmental Management
an G Countries
EMAS
The Green Cevre Koruma Ajansi 160 Konaklama isletmeleri Cevresel Yonetim, Ekonomi
Hospitality Environment Protection Accommodation Enterprises Environmental Management, Economy
Agency
Green Key Eco- Green Key Global 2.000 Konaklama isletmeleri, Etkinlikler Cevresel Yonetim, Sosyal Konular,
Rating ! GreenKey Global Accommodation Enterprises, Events Ekonomi
GREEN KEY Environmental Management, Social
baas b s Issues, Economy
The Nordic SIS Ecolabelling AB, isveg 332 Konaklama isletmeleri, Restoranlar, Cevre
Swan y// i SIS Ecolabelling EU, Sweden Aktiviteler Environment
4 F A Accommodation Enterprises,
e Restaurants, Activities
Q Certification ispanya Sertifikasyon ve 2.048 Konaklama isletmeleri, Restoranlar, Kalite Yonetim Sistemleri
Tourism Standardizasyon Birligi Destinasyonlar, Tur Operatorleri, Quality Management Systems
The Certification and Ulagim, Etkinlileri Konferans
Standardization Union of Merkezleri, Aktiviteler
Spain Accommodation Enterprises,
Restaurants, Destinations, Tour
Operators, Transportation, Events
and Organizations, Conference
Centers, Activities

44




MTUROFED

TURIZM RAPORU / TOURISM REPORT

EU Ecolabel s Avrupa Komisyonu 375 Konaklama isletmeleri Yénetim Sistemi, Cevre
L The European Commission Accommodation Enterprises Management System, Environment
=
Ecolabel
Green Leaf Green Leaf Yatirm 203 Konaklama isletmeleri, Spa Yonetim Sistemi, Cevre,
Greenleaf Investment Merkezleri Management System, Environment
Accommodation Enterprises, Spa
Centers
Ecoprofit CPC Avusturalya 5.000 Tum isletmeler Yonetim Sistemi, Cevre
CPC Australia All Enterprises Management System, Environment
Europarc EUROPARC Almanya 800 Cekicilikler, Dogal Parklar Cevre
Deutschland EUROPARC Germany Attractions, Natural Parks Environment
The Hawaii isletme, Ekonomi Kalkinmave | 56 Konaklama isletmeleri, Restoranlar, Yonetim Sistemi, Cevre
Green Business Turizm Departmani Ofisler, Hikumet Binalari Etkinlikler Management System, Environment
Operation, Economical Accommodation Enterprises,
Development and Tourism Restaurants, Offices, Public Buildings,
Department Events
TourCert TourCert, AlImanya 83 Tur Operatt‘)_rleri, Seyahat Acenteleri, | Ekonomi, Sosyal Konular, Cevre, Kultir
TourCert, Germany Konaklama Isletmeleri Economy, Social Issues, Environment,
Tour Operators, Travel Agencies, Culture
Accommodation Enterprises
The AB Sahil ve Marina Birligi 47 Sahil, Ada Destinasyonlari, Kentler, Ekonomi, Sosyal Konular, Cevre,
QualityCoast The EU Coast and Marina Doga Parklari, UNESCO Diinya Miras | Kulttrel Miras
Destinatio Union Alanlar Economy, Social Issues, Environment,
Coasts, Island Destinations, Cities, Cultural Inheritance
QualityCoast Natural Parks, UNESCO World
Inheritance Locations
The Green Key Cevre Egitimi Birligi 2.322 Eglence Merkezleri, Oteller, Cevre
Environmental Education Hosteller, Konferans Merkezleri, Environment
Union Rekreasyon Etkinlikleri
Entertainment Centers, Hotels,
Grean Key Hostels, Conference Centers,
Recreational Activities
The Biosphere Sorumlu Turizm Enstitlist 103 Konaklama isletmeleri, Kamp Cevre, Sosyal Konular, Ekonomi,
Responsible Responsible Tourism Institute Alanlari, Cekicilikler, Destinasyonlar, Kultarel Miras
Tourism Aktiviteler, Ulagim, Rent a Car Economy, Social Issues, Environment,
Accommodation Enterprises, Cultural Inheritance
BIOSPHERE Camping Areas, Attractions,
BRESPOMIIAL . .
o l.'l ;t i '5 ~:|I Destmanons', Activities,
Transportation, Rent a Car

Kaynak: http://destinet.eu sitesinden 28.05.2015 tarihinde derlenmistir. / Source: Compiled from http://destinet.eu in 28.05.2015.

3.6.2. Surddirilebilir Destinasyonlar / 3.6.2. Sustainable Destinations

Destinasyon, verel halkin ve konaklama biriminin oldugu ve
ziyaretcilerin cogunlugunun en az bir glinlini gegcirebilecegi sehir,
kasaba, klclk bolge, gél veya doga parki olarak tanimlanmaktadir.
Temali parklar, cekicilikler, tek basina binalar ve konaklama birimleri
destinasyon olarak tanimlanmamaktadir (http://greendestinations.info,
29.05.2015). Otellerde oldugu gibi destinasyonlar tek bir kisi tarafindan
yonetilemezken, yizlerce aktér destinasyondan sorumludur. Bu
baglamda destinasyonlar, eger coklu paydas katiliminin saglandigl iyi bir
yonetim slrecine dahilinde turizme agilmaz veya turistler destinasyona
girdikten sonraiyiyonetilmezlerse turistik degerini zamanla kaybedebilir.
Bu noktada ozellikle Antalya gibi yogun turist hareketlerinin odak
noktasi olan destinasyonlarda vyasayanlar, destinasyon yo6netim
otoriterleri ve paydaslar destinasyonlari korumak ve gelecekte de gbzde
turizm merkezleri haline gelebilmek icin sutrddrulebilir destinasyon
yonetim modellerini uygulamak zorundadirlar. Bitiinsel yaklasim ile
surdurdlebilir destinasyonlarda yénetim modeli; destinasyon yonetimi,
toplumun katihmi ve yarar saglamasi, dogal ve kiltirel alanlarin
korunmasi, cevresel koruma uygulamalarinin gerceklestirilmesi adimlar
uygulanmalidir (http://destinationsfortomorrow.org, 29.05.2015).
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Destination is identified as a city, town, small region, lake or nature park
where there is people and an accommodation facility and the visitors
can spend at least a day. The theme parks, attractions, single buildings
and accommodation units are not identified as destinations (http://
greendestinations.info, 29.05.2015). Like hotels, destinations are not
managed by a single person and hundreds of actors are responsible for
destinations. In this sense, destinations is not opened to tourism within
the scope of a good management process where multiple stakeholders
participate or tourists are not managed well after they enter such
destinations, they can lose their touristic value in time. At this point,
especially the people who live in focal point of touristic movements such
as Antalya, the destination management authorities and stakeholders
should implement the sustainable destination management models in
order to protect these destinations and make these destinations attractive
tourism centers in the future. The management model for sustainable
destinations, destination management, participation of local people

and providing advantage, protecting and preserving natural and cultural
areas and implementing environmental protection practices should be
implemented through holistic approach (http://destinationsfortomorrow.
org, 29.05.2015).
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Kiresel Sdrdurdlebilir Turizm Konsuld (GSTC) tarafindan yonetilen
Destinasyon Kriterleri (GSTC-C-D) Birlesmis Milletler Dinya Turizm
Orglitli  destinasyon gostergeleri, Kiiresel Sdrdiriilebilir Turizm
Konsuli’'ntin otel ve tur operatorleri kriterleri, kabul gérmus kiltirel
ve jeo-politik sertifikasyon icerikleri baz alinarak hazirlanmistir ve
Diinyanin cesitli yerlerinde test edilerek hazirlanmistir. Bu kriterlerin
hazirlanis amaglar sunlardir (www.gstcouncil.org, 29.05.2015);
Destinasyonlarin daha suardurtlebilir hale getirilmesi,

Turistlere sirdirtlebilir destinasyonlar hakkinda ipuclari sunmak,
Hikimet, Ozel sektér ve kamu kurumlarini strddrdlebilir turizm
gerekliliklerinden haberdar etme ve uygulamaya tesvik etmek,
Turizm egitimi veren kurumlara yol gdstermek.

1 Kasim 2013 yilinda yayinlanan Kiresel Sirdirdlebilir Turizm
Konsuli tarafindan hazirlanan ve yayinlanan Kiresel Sirdirilebilir
Destinasyon Kriterleri (GSTC C-D) Tablo 3'te yer almaktadir. Tabloda
ver alan sirdurtlebilir destinasyon anlayisini ortak hale getirmek
icin hazirlanan icerikler incelendiginde destinasyonlarin bitdincdl
bir yaklasimla c¢oklu disiplin uygulamalarini bir araya getirmeye
calistigl gorilmektedir. Kriterler, fakirligi onlemek, cinsiyet esitligi,
cevre slrdirdlebilirligi gibi Birlesmis Milletlerin Gelisim amaclarini
da gerceklestirmektedir. Destinasyonlara rehberlik eden bir niteligi
olan “Kuresel Strdrllebilir Turizm Konsilli Destinasyon Kriterleri”
destinasyonlarda degisik kamu ve 6zel sektdérden paydaslarin bir
araya gelmesiyle yiritilecek olan genis bir yelpazede uygulama
alanina sahiptir. Destinasyonlarin  sirdGrdlebilirligin - saglanmasi
ve turizmin olumsuz etkilerini en aza indirilmesi icin bu kriterlerin
uygulanmasi slrddrilebilir turizm kalkinmasinin  gerekliligi haline
gelmektedir. Farkli destinasyonlara uygulanabilecek olan kriterlerin
dort temel amaci bulunmaktadir (www.gstcouncil.org, 29.05.2015);

Sirddrdlebilir destinasyon yonetimini gdstermek,

Yerli toplum icin negatif etkileri en aza indirmek ve sosyal-ekonomik
etkileri artirmak,

Ziyaretciler, toplum ve kiltrel miras icin faydalari artirmak ve etkileri
azaltmak,

Cevre icin yararlan artirmak ve zararlari azaltmak.

The Destination Criteria (GSTC-C-D) managed by the Global
Sustainable Tourism Commission (GSTC), the destination indicators of
the World Tourism Organization of the United Nations, the hotel and
tour operator criteria of the Global Sustainable Tourism Commission
have been prepared based on the accepted cultural and geo-political
certification contents by testing various places of the World. The
purposes for preparing these criteria as in the following (www.
gstcouncil.org, 29.05.2015);

Making destinations more sustainable,

Presenting clues to the tourists for sustainable destinations,

Raising the awareness of the government, private sector and public
institutions related with the requisites of sustainable tourism and
encouraging them for implementing these requisites,

Guiding the institutions providing tourism education.

The Global Sustainable Destination Criteria (GSTC C-D) which have
been prepared by the Global Sustainable Tourism Commission and
published in 1st November 2013 are presented in the Table-3. If,
the contents prepared for standardizing the sustainable destination
approach indicated in the table is taken into consideration, it is seen
that the destinations try to combine various disciplines through a
holistic approach. The development purposes of the United Nations
such as the criteria, preventing poverty, gender equality and
environmental sustainability are also implemented by them. “The
Destination Criteria of the Global Sustainable Tourism Commission”
acting as a guidance for the destinations have a wide range of
applications to be executed by collaboration of various stakeholders
from the public and private sector. It becomes a requisite for
developing sustainable tourism to implement these criteria in order
to ensure sustainability of these destinations and minimize the
negative impacts of tourism. The criteria which can be applied on
various destinations have four main purposes (www.gstcouncil.org,
29.05.2015);

Guiding the management of sustainable destinations,

Minimizing negative impacts and increasing social and economical
effects for the local people,

Increasing the advantages for the visitors, society and cultural
inheritance and decreasing impacts,

Increasing the advantages for environment and decreasing negative
impacts,

Tablo 31: Kiiresel Siirdiiriilebilir Turizm Konsiilii Destinasyon Kriterleri (GSTC C-D)
Table31: The Destination Criteria of the Global Sustainable Tourism Commission (GSTC C-D)

BOLUM A: Siirdiriilebilir Hedef Yénetimi

CHAPTER A: Sustainable Target Management

A1 Surdurilebilir Destinasyon Stratejisi

Destinasyon, paydaslariyla birlikte o6lcegine uygun olarak olusturdu
cevresel, ekonomik, sosyal, kilturel, kalite gostergeleri, saglk, givenlik,
estetik konularini igeren yillik destinasyon stratejisini agik olarak kamuya
yayinlar.

A1 Sustainable Destination Strategy

Destination declares the annual destination strategy open to public which
is established jointly by the stakeholders in accordance with the scale
including the environmental, social, cultural issues, quality indicators,
health, safety, security and esthetics issues.

A2 Hedef Yonetim Organizasyonu

Destinasyon, 6zel ve kamu sektorinin katilimiyla strdurilebilir turizm
yaklasimini koordine edecek etkili bir organizasyon, departman, grup ya
da komiteye sahiptir. Bu grup destinasyonun buytkligine ve olgegine
gore sorumluluklari, dngérilerini ve cevresel, sosyal ve kiltiirel konularin
yonetim uygulamalarini tanimlamalidir. Grubun faaliyetleri uygun bir
sekilde finanse edilmelidir.

A2 Target Management Organization

The destination has an effective organization, department, group of
committee which can coordinate the sustainable tourism approach with
the participation of public and private sectors. This group should identify
the responsibilities, visions and management practices of environmental,
social and cultural issues according to the size and scale of the destination.
The activities of the group should be funded appropriately.
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A3 izleme

Destinasyon, cevresel, ekonomik, sosyal, kiltirel, turizm ve insan haklari
konularinda kamuya agik raporlama ve cevap verme sistemine sahiptir.
IzZleme sistemi periyodik olarak gézden gegirilir ve degerlendirilir.

A4 Turizm Mevsimsellik Yonetimi

Destinasyon, mevsimsellik degisimi azaltmak igin yerel ekonomi,
topluluk, kiltir ve cevre ihtiyaglarini dengeleme ¢alismalarina ve
yil boyunca turizm firsatlarini tanimlamak igin uygun olan yerlere
kaynaklari atar.

A5 iklim Degisikligine Uyum

Destinasyon, iklim degisikligi ile iliskili riskleri ve firsatlari belirleyen
bir sisteme sahiptir. Bu sistem, gelisim, konumlandirma, tasarim ve
yonetim faaliyetlerini igeren iklim degisikligine uyum stratejileri tesvik
eder. Sistem, destinasyonun strdurilebilirligine, turistleri ve yerel halkin
egitimine katkida bulunur.

A6 Turistik Varlik ve Cekicilik Envanteri

Destinasyon, dogal ve kiltiirel alanlar dahil olmak tizere, tim
turistik varliklari ve gekicilikleri glincel olarak kamuya agik bir sekilde
kaydetmektedir.

A7 Duzenlemelerin Planlamasi

Destinasyon, surdurilebilir arazi kullanimi, tasarim, insaat ve yikimin
entegre edildigi ve cevresel, ekonomik ve sosyal etkilerin degerlendirildigi
kurallar, dizenleme ve/veya politika planlamasi yapmaktadir. Dogal ve
kiltirel kaynaklarini korumak igin tasarlanan kurallar, dizenlemeler
ve/veya politikalar, kamudan elde edilen ciktilar ile olusturulmustur ve
gozden gegirilerek kamuya duyurulur ve uygulanir.

A8 Agik Erigim

Destinasyonlarda, dogal ve kiltlirel éneme sahip olmak Uzere tim
uygun alanlara ve faaliyetlere engelli ve 6zel erisim gereksinimleri olan
kisiler dahil olmak tzere herkese erisim saglanmalidir. Bu tiir alanlar ve
aktivitelere erisimin miimkiin olmadigi durumlarda, 6zel erisim ihtiyaci
olan kisiler igin konaklama imkanlariyla bittinlestirilmis gerekli tasarim
ve uygulama ¢ozumleri gergeklestirilmeye c¢alisiimalidir.

A9 Milkiyet Edinme

Miilkiyet edinme hakkini saglayan yasalar ve kurallar, toplum ve birey
hakkina uygun sekilde kamuya danisma hakkini saglamal ve makul bir
bedel veya izin verilmeden yerlesim hakki sunmamalidir.

A10 Ziyaret¢i Memnuniyeti

Destinasyon, ziyaret¢i memnuniyetini takip eden ve kamuya raporlayan
bir sisteme sahiptir ve sistem gerekirse ziyaret¢i memnuniyetini arirmak
icin harekete gecer.

A11 Surdurulebilirlik Standartlar

Destinasyon, Kiresel Surdurulebilir Turizm Konsulu (GSTC) kriterleri
iceriklerine uyumlu olarak isletmeler igin sirdirilebilirlik standartlarini
tesvik eden sisteme sahiptir. Destinasyon, suirdirilebilirlik onayli veya
sertifikalandiriimig isletmeleri kamuya agiklar.

A12 Emniyet ve Glvenlik

Destinasyon, sug, giivenlik ve saglik ile ilgili tehlikeleri haber veren,
kamuya raporlayan ve énleyen bir sisteme sahiptir.

A13 Kriz ve Acil Durum Yonetimi

Destinasyonun kriz ve acil miidahale plani bulunmaktadir. Anahtar
elementler yerel halka, ziyaretgilere ve isletmelere iletir. Plan;
prosedirlerini ortaya koyar, kaynak saglar, ¢alisanlar, ziyaretgiler ve
yerel halk igin egitim hizmeti saglar, diizenli olarak giincellenir.

Al14 Tanitim

Taniim, destinasyona Urlnlere, hizmetlere ve sirdurdlebilirlik
kriterlerine uygun olarak yapilir. Tantim mesajlari, yerel halka ve
turistlere saygili ve 6zglin olarak olusturulur.

A3 Monitoring

The destination has a reporting and responding system open to public
related with the environmental, economical, social, cultural, touristic and
human rights issues. The monitoring system is periodically reviewed and
evaluated.

A4 Tourism Seasonality Management

Destination assigns the resources to local economy, society, culture and
environmental requirements stability activities for decreasing seasonality
changes and other appropriate places for identifying year-long tourism
opportunities.

A5 Compliance with Climate Change

Destination has a system which determines the climate change and related
risks and advantages. This system supports the strategies for compliance
with climate change including the development, positioning, design and
management activities. The system provides contribution in sustainability
of the destination and education of tourists and local people.

A6 Touristic Presence and Attraction Inventory

Destination registers all touristic assets and attractions concurrently and
open to public including the natural and cultural places.

A7 Planning Arrangements

Destination implements rules, arrangements and/or policy planning where
the area use, design, construction and destructions are integrated and the
environmental, economical and social impacts are evaluated. The rules,
regulations and/or policies designed for protecting the natural and cultural
assets and resources are established by public outputs and declared to the
public and implemented by reviewing.

A8 Open Access

Including the handicapped people and people with special access
requirements, access of everyone should be provided to the destinations
including the places with natural and cultural importance. If, it is not
possible to access such places and activities, the destinations should try to
implement the required design and application solutions integrated with
accommodation facilities for the people with special access needs.

A9 Property Ownership

The laws and rules providing property ownership should provide the right
to apply public opinion in accordance with the social and individual rights
or no settlement rights should be provided without a fair value or permit.

A10 Visitor Satisfaction

Destination is a system which follows the visitor satisfaction and reports
that to the public and if it is considered necessary this system is activated to
increase visitor satisfaction.

A11 Sustainability Standards

Destination has a system which supports the sustainability standards for
enterprises in accordance with the contents of the Global Sustainable
Tourism Commission (GSTC) criteria. Destination declares the enterprises
approved or certified for sustainability.

A12 Safety and Security

Destination has a system which notifies any dangerous circumstance
related with any crime, safety and health while also reports and prevents
them.

A13 Crisis and Emergency Management

The destination has a crisis and emergency intervention plan. The key
elements are declared to the local people, visitors and enterprises.
Destination presents its plans, procedures, provides resources, training/
education services for the employees, visitors and local people and
updated regularly.

A14 Promotion

Promotion of destination is done in accordance with the products,
services and sustainability criteria. The promotion messages are prepared
respectfully and specifically for the local people and tourists.

BOLUM B: Yerel Halka Ekonomik Faydalari Cogaltmak ve Negatif Etkileri
Etkilerini En Aza indirmek

CHAPTER B: Increasing the Economical Benefits for the Locals and
Minimizing Negative Impacts on Them
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B1 Ekonomik izleme

Destinasyon, ekonomiye dogrudan ve dolayh katkisi izlenir ve kamuya
yillik olarak rapor edilir. Miimkiin oldugu 6lgtide, bu rapor mevcut
turist harcamalarini, oda gelirleri, istihdam, yatirim bilgilerini de
icermelidir.

B2 Yerel istihdam Olanaklari

Destinasyonda yer alan isletmeler, esit istihdam, egitim firsat, is
glvenligi ve adil Ucret saglamaktadir.

B4 Yerel Toplum Gorust

Yerel topluluklarin destinasyon yonetimi ile ilgili beklentileri, endiseleri
ve memnuniyetleri dizenli izlenir, kaydedilir ve kamuya zamaninda
rapor edilir.

B5 Yerel Erisim

Destinasyon, yerel toplumun dogal ve kiiltlrel alanlara erisimini izler,
korur ve gerektiginde yapilandirir.

B6 Turizm Farkindaligi ve Egitim

Destinasyon, etkilenen topluluklara turizmin olanaklarini, firsatlarini ve
surdurlebilirligin Gnemini anlamalarini gelistirecek diizenli programlar
saglar.

B7 istismarin Onlenmesi

Destinasyonun, 6zellikle gocuk, geng, kadin ve azinliklarin ticari ve cinsel
istismarini ve somirilmesini onleyecek kanunlari ve yapilandiriimig
uygulamalari vardir. Kanunlar ve yapilandiriimis uygulamalar kamuya
iletilir.

B8 Toplum igin Destek

Destinasyonun, Hedef etkinlestirmek ve toplum ve sirdirilebilirlik
girisimlerine katkida isletmeler, ziyaretgiler ve kamuoyunu tesvik etmek
icin bir sisteme sahiptir.

B9 Destekleyici yerel girisimciler ve adil ticaret

Destinasyon, yerel kiglk ve orta olgekli isletmeleri destekleyen bir
sisteme sahiptir ve boélgenin dogasini ve kiltirini temel alan yerel
surdurtlebilir Grinlerini ve adil ticaret ilkelerini tesvik eder ve gelistirir.
Yerel strdurilebilir Grtinler, yiyecek ve icecek, el sanatlari, tarim trtnleri
gibi Urlnleri igerebilir.

BOLUM C: Topluluk, Ziyaretgiler ve Kiiltiire Yonelik Faydalari En Ust
Diizeye Cikarmak; Olumsuz Etkilerini En Aza indirmek

C1 Gekiciliklerin koruma

Destinasyon, tarihi, kirsal ve kentsel manzarayi da iceren dogal ve
kulturel alanlari degerlendirecek, rehabilite edecek ve koruyacak
politika ve sisteme sahiptir.

C2 Ziyaretgi Yonetimi

Destinasyon, turistik gekicilikler igin dogal ve kilturel alanlari muhafaza
edecek, koruyacak ve gelistirecek ziyaretgi yonetimi sistemine sahiptir.

C3 Ziyaretgi Davranisi

Destinasyon, korunan alanlarda ziyaretgilere yonelik davranis kurallari
olusturur ve yayinlar. Bu tarz kilavuzlar, korunan alanlar tizerindeki ters
etkileri azaltmayi ve ziyaretgi davranislarini gliglendirmek igin tasarlanir.

C4 Kilturel Mirasi Koruma

Destinasyonun, tarihi ve arkeolojik eserlerin satisin yapilmasi, ticari
amach kullanilmasi ya da hediye edilmesini 6nleyici yasalari vardir.

C5 Alan Yorumlama

Dogal ve kiiltiirel alanlar igin dogru yorumlanmis bilgiler
saglanmaktadir. Bilgi, toplumun katiimiyla kdlttre uygun bir sekilde
gelistirilir ve ziyaretgilere istedikleri dilde iletilir.

C6 Fikri Milkiyet

Destinasyon, toplumun ya da bireylerin entelektiiel yatirnm haklarini
korumaya ve yasatmaya katki saglayacak bir sisteme sahiptir.
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B1 Economical Monitoring

The direct and indirect contribution of the destination on economy
are monitored and reported to the public on annual basis. In so far as
possible, this report should include the current tourist expenses, room
incomes, employment data and investment information.

B2 Local Employment Opportunities

The enterprises located in a destination provide equal employment, training
opportunities, occupational health and safety and fair wages.

B4 The Opinion of Locals

The expectations, concerns and satisfactions of local societies related with
the destination management are monitored and recorded regularly and
reported to the public in time.

B5 Local Access

Destination monitors and protects the access of locals to the natural and
cultural areas and configures that access if considered necessary.

B6 Tourism Awareness and Training

Destination provides regular programs to the effected societies in order
them to understand the facilities and advantages of tourism and the
importance of sustainability.

B7 Preventing Exploitation

Destination has the laws and configured/customized regulations and
practices especially for preventing commercial and sexual exploitation of
children, young people, women and minorities. These laws, regulations and
configured practices are declared to the public.

B8 Support for the Society

Destination has a system in order to support the enterprises, visitors and
public opinion for providing contribution in the target activation and
society and sustainability attempts.

B9 Supporting local entrepreneurs and fair trade

Destination has a system which supports the local small and medium sized
enterprises and supports and develops the local sustainable products and
fair trade principles based on the nature and culture of the region. Local
sustainable products can cover products such as foods and beverages,
handcrafts, agricultural products and etc.

CHAPTER C: Maximizing the Benefits for the Society, Visitors and Culture
and Minimizing the Negative Influences

C1 Protecting attractions

Destination has a policy and system which will evaluate, utilize,
rehabilitate and protect natural and cultural areas with historical, rural
and urban view.

C2 Guest Management

Destination has a guest management system which will maintain,
protect, preserve and develop the natural and cultural areas for touristic
attractions.

C3 Visitor Behavior

Destinations establishes and issues behavior rules for visitors for the
protected areas. Such guides are designed in order to reduce the negative
influences on protected areas and strengthen visitor behaviors.

C4 Protecting Cultural Inheritance

Destination has laws and regulations for preventing selling historical and
archeological artifacts, using them for commercial purposes or presenting
them.

C5 Area Interpretation

The properly and correctly interpreted information is provided for the
natural and cultural areas. Such information is developed by participation
of the locals in accordance with the culture and conveyed to the visitors in
their language.

C6 Intellectual Property

Destination has a system which will provide contribution in protecting and
maintaining the intellectual property rights of the society or individuals.
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BOLUM D: Cevreye Faydalari Cogaltmak ve Olumsuz Etkilerini En Aza
indirmek

CHAPTER D: Increasing the Benefits for the Environment and Minimizing
its Negative Impacts

D1 Cevre Riskler

Destinasyon, cevresel riskleri tespit eder ve bunlari gidermek igin bir
sisteme sahiptir.

D2 Hassas Ortamlari Koruma

Destinasyon, turizmin gevresel etkilerini izlemek, habitatlari, tirleri
ve ekosistemleri korumak ve istilaci tiirlerin girisini onlemek igin bir
sisteme sahiptir.

D3 Yaban Hayati Koruma

Destinasyon, hasat, avlama, sergileme ve yaban hayatinin (bitki ve
hayvanlar dahil) satigi igin bolgesel, ulusal ve uluslar arasi kanunlar ve
standartlari igeren bir sisteme sahiptir.

D4 Sera Gazi Emisyonlari

Destinasyon, isletmeleri sera gazi emisyonlarini 6lgmeye, izlemeye,
minimize etmeye, kamuya duyurmaya ve azaltmaya tesvik eden bir
sisteme sahiptir.

D5 Enerji Tasarrufu

Destinasyon, enerji tiiketimini 6lgmeyi, izlemeyi, azaltmayi, kamuya
raporlamayi ve fosil yakitlara bagimliligi azaltmayi tesvik eden bir
sisteme sahiptir.

D6 Su Yonetimi

Destinasyon, su tuketimini 6lgmeyi, izlemeyi, azaltmayi, kamuya
raporlamayi tesvik eden igin bir sisteme sahiptir.

D1 Environmental Risks

Destination determines environmental risks and has a system to dispose
them.

D2 Protecting Sensitive Areas

Destination has a system for monitoring environmental impacts of tourism,
protecting and preserving habitat species and ecosystems and prevent
entry of invasive species.

D3 Protecting Wild Life

Destination has a system covering regional, national and international
laws, regulations and standards related with harvest, hunting, exhibition
and wild life (including plants and animal species).

D4 Greenhouse Gas Emissions

Destination has a system which supports measuring, monitoring,
minimizing and decreasing greenhouse gas emissions and declare them to
public.

D5 Energy Saving

Destination has a system which supports measuring, monitoring and
declaring energy consumption, reporting consumption values to public
and decreasing dependency on fossil fuels.

D6 Water Management

Destination has a system which supports measuring, monitoring and
decreasing water consumption and reporting consumption values to
public.

D7 Su Glvenlik

Destinasyon, isletmeler tarafindan kullanilan suyun toplulugun su
gereksinimleri ile uyumunu dengelemek igin su kaynaklarini izleyen bir
sisteme sahiptir.

D8 Su Kalitesi

Destinasyon, icme ve rekreasyon amagh kullanilan suyun kalitesini
izleyen bir sisteme sahiptir. izleyici sistem kamuya duyurulur ve
destinasyon, su ile ilgili konularda aninda cevap vere bir sisteme
sahiptir.

D9 Atik Su

Destinasyon, atik su konumlandirma, bakim ve tanklarin yerleri
degerlendiren seffaf ve zorlayici kurallara, atik su aritici sisteme ve atik
suyun gevreye ve yerel halka en zarar verecek sekilde geri dontsimi
ve artirilmasi saglayan bir yapiya sahiptir.

D10 Kat1 Atik Azaltma

Destinasyon, kati atigi yok edecek, geri donlsimuni ve geri kullanimi
saglayacak bir sisteme sahiptir. Yeniden ya da geri dénlsimli olmayan
herhangi bir kalinti kati atik glivenli ve stirdirilebilir bir sekilde yok
edilir.

D11 Isik ve Guralta Kirliligi

Destinasyon, 1sik ve guralta kirliligini en aza indirecek kurallara ve
diizenlemelere sahiptir. Destinasyon, isletmeleri bu yoénergeleri ve
dizenlemeleri takip isletmeleri igin tesvik eder.

D12 Distik Etkili Tagimacihk

Destinasyon, toplu tagima ve aktif tagima (yuruyUs ve bisiklet gibi)
disuk etkili ulagim kullanimini artirici bir sisteme sahiptir.

D7 Water Safety

Destination has a system monitoring the water resources in order to
stabilize the water used by enterprises with the water requirements of the
society.

D8 Water Quality

Destination has a system which monitors the quality of water used for
drinking water and recreational purposes. This monitoring system is
declared to the public and destination has a system for instantly responding
any water related issue.

D9 Waste Water

Destination has transparent and compelling rules which evaluates waste
water positioning, disposal, maintenance and locations of tanks, a waste
water refining system and a structure which provides recycling the water
in the least harmful manner for the locals and increasing water amount of
the region.

D10 Decreasing Solid Wastes

Destination has a system which will dispose, recycle and provide reuse of
solid wastes. Any waste which cannot be reused or used after recycling is
disposed safely and sustainably.

D11 Light and Noise Pollution

Destination has the rules and regulations to minimize the light and noise
pollution. Destination supports enterprises for following these guidelines
and regulations.

D12 Transportation with Low Impact

Destination has a mass transportation and active transportation system
(such as walking and cycling) which increases transportation with low
impact.

Kaynak: http://www.gstcouncil.org/gstc-criteria/criteria-for-destinations.html, 29.05.2015. / source: http://www.gstcouncil.org/gstc-criteria/criteria-for-destinations.html, 29.05.2015.
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3.6.2.1. lyi Bir Destinasyon Uygulama Ornegi: Barselona
3.6.2.1. A Good Destination Example: Barcelona

1992 yilinda Olimpiyat Yaz Oyunlari'na ev sahipligi yaptigi giinden beri
Barselona, yogun turist hareketlerini ceken bir turizm destinasyonu
haline gelmistir. Barselona'nin canli kiiltdrd, zengin yemek kdilttrd ve
Diinya Miras! Listesinde yer alan cekicilikleri Barselona'yi ispanya'nin
onemli turizm merkezi haline getirmistir. Ayni zamanda Barselona
Avrupa’'nin 6nemli bir kurvaziyer limani haline gelirken, bugiin yilda
2,6 milyondan fazla kurvaziyer yolcusuna hizmet vererek Avrupa'nin
onemli kurvaziyer limani olarak dikkat ¢ekmektedir. Son alti yilda,
Barselona Kent Konseyi ve Barselona Turizm Yonetimi Barselona'nin
turizm GrdnGnd pazarlamada sorumlu kurulus olarak, glclerini
birlestirerek sehrin uzun vadede canlhigl garanti altina alarak turizm
faaliyetlerinden negatif yonde etkilenmesini Onleyecek bir takim
girisimlerde bulunmuslardir. Barselona'nin surddrllebilir kalkinma
rehberlik politika cerceveleri 2010-2015 “Barselona Eylem Plani” ve
“Barselona Ajandasi 21" basliklar altinda hazirlanmistir. Bu basliklarin
odak noktalari destinasyon yonetimi ve pazarlamasi kapsaminda
surdardlebilir  politika ilkeleri ve strdurulebilir  turizm gelisimi
ilkelerinden olusmaktadir. 2012 yilinda Barselona Turizm Blrosu
20 6nemli paydasla bir araya gelerek sehre gelen ziyaretcilere sehri
unutulmaz bir deneyim sunacak Barselona’nin Sirdirtlebilir Turizm
Politikasini olusturmustur.

Bitunsel bir yaklasimla ele alinan Barselona surdrdlebilir turizm
politikasinin bir 6rnegini cevresel, sosyo-kiltirel ve ekonomik
yonleriyle Barselona mutfagl olusturmaktadir. “Yavas yiyecek” (slow
food) ve “tarladan tabaga” hareketiyle Barselona mutfagl bashigi
restoranlari ve yore tedarikgilerini bir araya getirerek yore kaynakli
iceriklerin kullanimini tesvik etmektedir. Yenilikci ve ekonomik bakis
acisiyla Barselona kirsal alanlarda su kullanimini azaltma politikasini
uygulamaktadir. Ayni zamanda Barselona elektrikli arag¢ kullanan
sehirlerin baskenti olmayi hedeflemektedir. Bunun icinde dogaya
zarar vermeyen toplu tasima kullanimini, vyaya ydlriyisleri ve
bisiklet kullanimini tesvik edici uygulamalar gerceklestirmektedir.
Barselona kirliligini azaltmak icin sehre giris yollar (zerinde 6zel
hiz limiti uygulamasini gerceklestiren ilk ispanyol kenti olmustur.
Ayrica, Surdurulebilir Turizm Politikasini icinde ver alan “Barselona
Kilttrd” bashgr Barselona geleneklerini, mizelerini ve festivallerini
de iceren farkh acilardan Barselona kdltirini destekleyen
uygulamalan gerceklestirmektedir. 2011 yilinda Barselona, Sorumlu
Turizm Enstittst tarafindan verilen Biyosfer Dinya Siniflandirmasi
Destinasyon Sertifikasi alan Dnya'daki ilk sehir olmustur. Bu sertifika
destinasyonlara 6zel cevresel, kiltirel ve sosyo-ekonomik yonetim
kriterlerini uygulamalari baglaminda verilmektedir.

iyi Bir Destinasyon Uygulama Ornegi: Norvec Fyordu

National Geographic tarafindan 2009'un en ikonik ve bozulmamis
destinasyonu olarak secilen Norve¢ Fyordlar, essiz manzarasi
ve dogal cekicilikleri ile birlikte Dinya'nin en popller kurvaziyer
limanlarindandir. Norve¢ hikimetinin destegi ile birlikte, Norveg
fyordlari, turizmin dengeli gelisimi icin dogal ve kiltirel mirasin
korunmasi iceren ve yerel halkin refahini saglayan somut adimlar
atmistir. Norvec 2015 yilinda sGrdUr(lebilir destinasyon olma hedefi
koyarak, 2012 yilinda diinyaca taninan ve kabul gérmdis strdrilebilir
uygulama kriterlerini degerlendirmeye almistir. Bu kapsamda Kdresel
Surdirdlebilir Turizm Konsuli'niin (GSTC) pilot bélgesi olarak atilan
adimlarin sonuglariyla ilgili konstle geri bildirimlerde bulunmustur.

Since hosting the Olympic Summer Games of 1992, Barcelona

has become a tourism destination which attracts intensive tourist
movements. The vivid culture, right food culture and the attractions
in the World Inheritance List make Barcelona as the most important
tourism center of Spain. Furthermore, while Barcelona becomes an
important cruise ship port of Europe, currently the city serves more
than 2.6 millions of cruise ship passengers and draws attention

as the most important cruise ship port of Europe. In the last six
vears, the City Council of Barcelona and the Tourism Management

of Barcelona as the responsible organizations for marketing tourism
product of Barcelona have jointed their forces and made some
attempts to prevent that the city would not be negatively influenced
from tourism activities by guaranteeing long-term vitality of the city.
The sustainable development guidance policy frames of Barcelona
have been prepared under the titles of 2010-2015 “Action Plan

of Barcelona” and “the Agenda 21 of Barcelona”. The focal points

of these titles consist of sustainably policy principles and the
principles for developing sustainable tourism within the scope of
destination management and marketing. In 2012, the Tourism Office
of Barcelona has met with 20 important stakeholders and established
the Sustainable Tourism Policy of Barcelona which will present an
unforgettable experience for the guests visiting the city.

An example of sustainable tourism policy of Barcelona which is
taken into consideration through a holistic approach consists of

the Barcelona cuisine with its environmental, socio-cultural and
economical aspects. Through the “slowfood” and “from farm to your
plate” movements, the Barcelona cuisine title supports gathering the
restaurants and local suppliers together and using local contents.
Through an innovative and economical perspective, Barcelona
implements the water saving policy for the rural areas. At the same
time, Barcelona aims to become the capital of the cities where
electric vehicles are driven. Therefore, the city implements practices
for supporting to use mass transportation, pedestrian walks and
cycling which do not harm the environment and nature. Barcelona

is the first Spanish city which has implemented the special speed
limit application at the entranceways of the city in order to decrease
pollution. Furthermore, the title of “Barcelona Culture” which is also
within the scope of the Sustainable Tourism Policy, implements
several practices supporting the culture of Barcelona from various
perspectives including its traditions, museums and festivals. In 2011,
Barcelona has become the first city to be awarded with the Biosphere
World Classification Destination Certificate which is presented by
the Responsible Tourism Institute. This certificate is presented to
destinations for implementing special environmental, cultural and
socio-economical management criteria.

A Good Destination Example: Fiords of Norway

The Fiords of Norway selected by National Geographic as the most
iconic and untouched destination of 2009 is one of the most popular
cruise ship ports of the World with its unique view and natural
attractions. With the support of Norway Government, the Fiords

of Norway has taken concrete steps in order to ensure stabilized
development of tourism including protecting the natural and cultural
inheritance and prosperity of local people. in 2012, Norway has set

a goal to become a sustainable destination in 2015 and taken the
most famous and accepted sustainable practice criteria of the world
into consideration. Within this scope, the related feedbacks have been
provided to the related commission about the results of steps taken as
the pilot region of the Global Sustainable Tourism Commission (GSTC).

50



WMTUROFED

TURIZM RAPORU /

Bu baglamda Norveg, uygulamalari ile kendi sirdurilebilirlik standart
ve belgelendirme programi gelistiren ilk Ulke unvanini kazanmistir.
Surdirdlebilir Uluslar Arasi Seyahat Birligi de Norvec'in standartlarini
izleyerek ciktilari  degerlendirmektedir. Norve¢'in  strdarllebilir
destinasyon standardinin amaci sdrddrdlebilir  turizm  bilincini  ve
yeteneklerini artirmak icin bir cerceve cizmektir. Bu baglamda Norvec,
macera seyahati endistrisi icin sirdlrdlebilir kriterleri iceren “beyaz
kitapgik” isimli strddrdlebilir yol haritasini gelistirmistir. Ayrica Norveg,
destinasyon srddrdlebilirliginin - diger bir ayrilmaz pargasi olarak
pazarlamada surdrlebilir hikaye anlatimi ve sirdirGlebilirlikle turizm
Grlnlerini ve markalarini birlestirmeyi ele almistir. Norveg, bu baglamda
Surdirdlebilir Seyahat Birligi ile birlikte destinasyonun surdirdlebilirlik
temall pazarlama ve iletisim faaliyetlerini gelistirmek icin strdurtlebilirlik
amaclarini raporlayarak diinya capinda seyahat severler ve musterilerle
paylasmistir. Norveg, bu surdirilebilirlik hikayelerini rekabet gliclini
gelistirmek ve yatinmlarinin geri dénistmind artirmak icin kullanmistir.
Rgros ve Vega, destinasyon deneyimi ve hikayesinin en glizel 6rnekleridir.

iyi Bir Destinasyon Uygulama Ornegi: Cozumel

Cozumel, turkuaz mavisi sular, géz kamastirici mercanlar, beyaz
kumsallari ve zengin kilttrel mirasi olan bir adadir. Meksika Karayiplerin'de
olan bu destinasyonda, ortalama yillik 240,000 geceleme yapilirken,
Dinya’'nin en cok ziyaret edilen kurvaziyer limani olan bu destinasyon 3
milyona yakin kurvaziyer yolcusu cekmektedir. Strdrdlebilir gelisimin
yoringesinde Cozumel Belediyesi tarafindan Mesoamerican Reef
Turizm Girisimi (MARTI) ile birlikte son bes yilda turizm sdrdurGlebilirligi
saglamak adina énemli adimlar atilmistir. Cozumel, Diinya'da kurvaziyer
ziyaretlerinin cevresel etkileriyle iliskili olan éncelikli konulari tanimlayan
ve cok farkli alanlardan paydaslarin isbirligine éncllik eden Eylem Plani
gelistiren ilk destinasyonlardandir. 2008 yilinda MARTI ve Cozumel
Beledivyesi, destinasyonun kurvaziyer ziyareti yonetimini daha etkin hale
getirmek amaciyla kurvaziyer isletmeleri, hiikiimet, 6zel sektor ve sivil
toplum kuruluslarindan olusan kurvaziyer sektérl paydaslarini bir araya
getirmistir. MARTI partneri olan Cozumel Sektérlerarasi Konseyi eylem
planinin gelisim sirecini olusturmak ve sektérler arasi uygulamalarin
koordine etmek icin kurulmustur. Cozumel Sektoérler Arasi Konseyi,
Cozumel icin kurvaziyer turizm yonetimi konularina isaret eden koruma
projelerine iliskin ¢ok sayida etkili uygulamayi hayata gecirmistir. 2012
yilinda, MARTI uluslar arasi sdrdirilebilir seyahat birligi ile ortaklik
kurarak strdlrllebilir destinasyon yoénetimi icin 80 uluslar arasi alanda
taninan enerji kullanimi, kdltarin turistik Griine yerlestirilmesi gibi
gostergelere odaklanmistir. Destinasyon paydaslarinin yardimi ile birlikte
kisa surede olgtlebilecek “su koruma ve yeniden kullanma programi,
destinasyon kalitesi ve turizm operatorleri icin strdurilebilir standartlarin
olusturulmasi, Cozumel'e 6zgl olan kiiltdrel, tarihi ve dogal cekicilikleri
vurgulayan rehber haritalarin gelistirilmesi” gibi somut projelere yonelik
uygulama takvimi olusturulmustur ve basariyla uygulanmistir.

Diinyanin En Yesil Tatil Destinasyonlari

"100 Kuresel Surdurdlebilir Destinasyon” projesi, turistik destinasyonlarin
strdardlebilir yénetim faaliyetlerini 6dillendirmek ve tesvik etmek icin
olusturulmus bir uygulamadir. Liste sosyal medyada yapilan acik bir cagn
ile alaninda 30 uzman kisinin takip ettigi bir secim slrecinden gecirilmistir.
Uygulama yoneticileri hi¢c bir destinasyonun % 100 surdardlebilir
olmayacagini  belirtirken, destinasyonlarin  strdirdlebilir  yonetim
performanslarinin alti anahtar kriterden olustugunu vurgulamaktadir. Bu
kriterler;

- Doga kalitesi, vahsi yasam deneyimi, destinasyonun ylzey sekli,

- Cevre kalitesi (hava, su...) ve cevresel uygulamalar,

- Kulttr ve gelenekler, yerel kimlik ve gelenekler,

- Sosyal refah, misafirperverlik, insan haklari, insana saygl,

- Yesil Ekonomi: isletme katilimi, yenilikcilik, yesil eneriji, iklim uyumu, su
ve atik yonetimi,

- Yesil turizm politikasi, sertifika varligi ve basaril yesil kiyaslamalar.

In this sense, Norway has won the title of being the first country its own
sustainability standards and certification program through its own program.
The Sustainable International Travel Union monitors the standards of Norway
and evaluates outputs. The purpose of sustainable destination standard of
Norway is to establish a frame in order to increse tourism awareness and
skills. In this respect, Norway has developed its roadmap called as “the white
booklet” which includes the sustainable criteria for advanture trip industry.

In addition Norway has considered that sustainable storytelling of marketing
and integration of tourism products and brands under sustainability as
another indispensible part of destination sustainability. In this sense Norway,
has reported the sustainability purposes jointly with the Sustainable Travel
Union in order to develop the marketing and communication activities of

the destination with sustainability theme and shared with these purposes
with the worldwide travel lovers and customers. Norway has used these
sustainability stories in order to improve its competitiveness and increase
return of its investments. Raros and Vega are the most beautiful examples of
destination experience and story.

A Good Destination Example: Cozumel

Cozumel is an island with turqoise waters, wonderful coral, white beaches
and rich cultural inheritance. While, there are approximately 240.000
overnight stays for a year at this destination located at the Mexican
Carrabeans, this destination which is the most visited cruise ship port of
the World attracts almost 3 millions of cruise passengers every year. In the
orbit of the sustainable development, important steps have been taken by
the Municipality of Cozumel jointly with the Mesoamerican Reef Tourism
Initiative (MARTI) for the last five years in order to ensure sustainability of
tourism. Cozumel is one of the first destinations which has implemented the
Action Plan identifying prioritized issues related with environmental impacts
of cruise journeys of the World and leading cooperation of stakeholders
from various fields. In 2008, MARTI and the Municipality of Cozumel

have gathered the stakeholders from cruise enterprises, government,
private sector and non-governmental organizations in order to make hte
cruise visit management of the destination more efficient. The Cozumel
Inter-sectoral Council as a partner of MARTI has been founded in order to
establish the development process of the action plan and coordinate inter-
sectoral practices. Cozumel Inter-Sectoral Council has implemented several
efficient practices related with the protection projects indicating cruise
tourism management issues of Cozumel In 2012, MARTI has focused on 80
internationally accepted indicators of sustainable destination management
such as energy use, integration of culture in a touristic product and etc.

by forming an association with the international sustainable travel union.
The activity schedule intended for concrete projects such as “the program
for protecting and reusing water, establishing sustainability standards for
destination quality and tourism operator and developing guiding maps
emphasizing the cultural, historical and natural attractions specific to
Cozumel” which can be measured in a very short term with the assistance of
the destination stakeholders and implemented that schedule, successfully.

The Most Green Holiday Destinations of the World

“100 Global Sustainable Destinations” project is a project which has been
established in order to reward and support the sustainable management
activities of touristic destinations. The list has been subjected to a selection
process through an open call in social media which has been followed by

30 experts. While, the project managers indicate that no destination can

be 100% sustainable, they indicate that the sustainable management
performances of destinations consist of six core criteria. These are;

- Natural quality, wildlife experience and surface features of the destination,
- Environmental quality (air, water and etc...) and environmental practices,

- Culture and traditions, local identity and customs,

- Social prosperity, hospitality, human rights and humanism,

- Green Economy: participation of enterprises, innovativeness, green energy,
acclimation and water and waste management,

- Green tourism policy, certification and successful green comparisons.
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The main purpose for rewarding the destinations with best practices
is to encourage the public and private sector for sustainable
destination policy practices and direct practice managers and
tourists to sustainable behaviors. The project managers recommend
travel lovers to chose the hotels with green certification and low
carbon footprint and chose the destinations with sustainable policy
which implement sustainable management practices. In Table 4,
the destinations selected within the scope of this project are listed.
These destinations are separated as the Africa, America, Asia-
Pacific and Europe. In 2014, 50 destinations have been selected
from Europe, while 10 from Africa, 25 from Asia-Pacific and 15 from
America. It is seen that Spain, the Netherlands, Greece and Portugal
consist the greater part of Europe. From Turkey, Munzur Valley has
been selected as the Nature Park and taken in the list. 42.000
hectares of area from Munzur Valley which is located between
Tunceli-Ovacik has been declared as National Park in 1971. The
data influencing declaration of Munzur Valley Region as a national
park which is one of the biggest national parks of Turkey are its
rich natural assets mainly such as springs and sources, endemic
plant species and animal species specific to the region and rich
habitat and animal presence (www:.tuncelikulturturizm.gov.tr,
03.06.2015).

En iyi uygulamalara sahip destinasyonlarin éddllendirilmesindeki
temel amag¢ kamu ve 6zel sektérii sdrd(rdlebilir destinasyon
politika uygulamalarina 6zendirmek, uygulama yéneticileri

ve turistleri strddrdilebilir davranislara sevk etmektir. Proje
yoneticileri tatil severlere yesil sertifikasi olan ve dlis(ik

karbon ayak izleri olan otelleri secmelerini, destinasyonlarini

da secerken sdrddrdlebilir politikasi olan ve sdrddrdlebilir
yénetim uygulamalarini gerceklestiren destinasyonlari
secmelerini dnermektedir. Tablo 4'de bu proje kapsaminda
secilen destinasyonlar bulunmaktadir. Destinasyonlar Afrika
kitasi, Amerika kitasi, Asya-Pasifik kitasi ve Avrupa kitasi olarak
ayrilmistir. 2014 yilinda Avrupa‘dan 50, Afrika kitasindan 10,
Asya-Pasifik kitasindan 25 ve Amerika kitasindan 15 destinasyon
secilmistir. Avrupa kitasinda ispanya, Hollanda, Yunanistan ve
Portekiz'in cogunlugu olusturdugu gérilmektedir. Tirkiye'den ise
Munzur Vadisi Doga Parki secilerek listede yer almistir. Tunceli-
Ovacik arasinda uzanan Munzur Vadisinde, 42.000 Hektarlik bir
alan 1971 yilinda Milli Park olarak ilan edilmistir. Tlrkiye'nin en
bdydk milli parklarindan biri olan Munzur Vadisi Bélgesinin milli
park olarak ilan edilmesinde etken olan veriler, basta akarsu
kaynaklari ve gézeler olmak (zere zengin dogal veriler, endemik
bitki tiirleri ve yéreye 6zgti hayvan tirleri ile zenginlesen bitki
Ortlisi ve yaban hayvan varhdidir (www.tuncelikulturturizm.gov.tr,
03.06.2015).

Tablo 32: 100 Kiiresel Siirdiiriilebilir Destinasyon (2014)
Table32: 100 Global Sustainable Destinations (2014)
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Ulke Country Destinasyon / Destination Ulke Country Destinasyon / Destination
Portekiz Portugal Azores Hollanda Antilleri Netherlands Antilles | Bonaire Saba
Portekiz Portugal Lagos Dominika Dominica Dominika
Portekiz Portugal Oeste —Bat1 Bolgesi Kitts & St. Kitts St. Kitts
E Nevis
Portekiz Portugal Cascais-Estoril §, Brezilya Brazil Fernando de Noronha
Portekiz Portugal Serra do Socorro Archeira E Brezilya Brazil Bonito
Portekiz Portugal Sintra § Kanada Canada Jasper Ulusal Parki
Hollanda Netherlands Westvoorne § Kanada Canada Vancouver
Hollanda Netherlands Schouwen-Duiveland ; Sili Chile Llanquihue Goli
Hollanda Netherlands Ameland g Sili Chile Rapa Nui - Easter Adasi
Hollanda Netherlands Katwijk -"‘; Kolombiya Colombia Otun - Quimbaya Nat. Mabedi
Hollanda Netherlands Noordwijk § Costa Rica Costa Rica Los Santos
Hollanda Netherlands Goedereede-Ouddorp Ekvator Equator Challuacocha Golu - Sani Isla
Hollanda Netherlands Hoek van Holland Meksika Mexican Huatulco
Yunanistan Greece Athos Meksika Mexican Sierra Gorda
Yunanistan Greece Alonissos-Sporades ABD USA Mono Golu
Yunanistan Greece Lerapetra Ulke Country Destinasyon / Destination
Yunanistan Greece Naxos Avustralya Australia Kakadu Doga Parki
Yunanistan Greece Samothraki Avustralya Australia Rottnest Island
italya italy Migliarino San Rossore Bhutan Bhutan Bhutan Ulusal Parki
Mass.
Malta Malta Gozo&Comino Cin China Jinshanling Cin Seddi
%:'; Norvec-isve¢ | Norwegian-Sweden | Kosterhavet-Ytre Hvaler Gin China Huangshan Dagi
'JE Norveg Norwegian Svalbard Hindistan India Khangchendzonga - Sikkim
§ Fransa France Camargue Doga Parki Hindistan India Periyar Tiger Reserve
§ Danimarka Denimark Romo-Fano © Endonezya Entonia Flores
§ Avusturya Austria Werfenweng % Japonya Japan Iriomote NP
g Litvanya Lithuanian Kursiu Nerija Doga Parki é Urdiin Jordanian Dana
2 | Almanya Germany Norderney j:_‘ Kazakistan Kazakhstan Shabanbaj bi-Kyzylaray
% Almanya Germany Juist ﬁ Malezya Malaysia Belum-Temenggor Ormani
2 Almanya Germany Schwabisch-Frankischer E Nepal Nepal Chitwan Doga Parki
Wald E
Belgika Belgian Durbuy % Yeni Zelenda New Zealand Kaikoura
Kibris Cypriot Paphos ﬂ-? Papua Yeni Gine Papua New Guinea PNG Milli Parki
izlanda iceland Snaefellsnes % Filipinler Filipinos Vigan
Finlandiya Finland Aland Adalari Rusya Russia Altay Altin Daglari
Letonya Latvia Kuldiga Seyseller Seychelles Praslin
Estonya Estonia Vortsjarv Golu Glney Kore South Korea Seonheul-ri - Jeju Adasi
irlanda Ireland Kilkee & Loop Head Sri Lanka Sri Lanka Madampa Golu
Slovenya Slovenia Ljubljana Tacikistan Tajikistan Bartang & Wakhan Vadisi
isveg Swedish Sigtuna Tayland Thailand Doi Inthanon Doga Parki
Polonya Polish Tuchola Ormani Tonga Tonga Vava'u
Polonya Polish Biebrza Ulusal Ormani Turkiye Turkey Munzur Vadisi Doga Parki
ispanya Spain Galicia Vietnam Vietnamese Can Gio (HCMC)
ispanya Spain Barcelona (Catalunya) Ulke Country Destinasyon / Destination
ispanya Spain Gijon (Asturias) Fransa France La Reunion & Mayotte
ispanya Spain Lanzarote (Canarias) § Botsvana Botswana Okavango Deltasi
ispanya Spain La Palma (Canarias) %: Cape Verde Cape Verde Santo Antdo
ispanya Spain Val d’Aran (Catalunya) z Kenya Kenya Mara Naboisho
ispanya Spain Noja (Cantabria) ,';(E Fas Morocco Draa Vadisi
ingiltere Britain New Forest Ulusal Parki ; Namibya Namibia Etosha Ulusal Parki
ingiltere Britain District Golu ;,_S Gliney Afrika South Africa Somkhanda Game
Ukrayna Ukraine Carpathian Doga Parki % Glney Afrika South Africa Cape Whale Sahili
Kaynak: http://greendestinations.info/top100/, 01.06.2015.Gambiya / < Glney Afrika South Africa Vahsi Sahil

Source: http://greendestinations.info/top100/, 01.06.2015. Gambia
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3.6.2.2. Cevreye Duyarli Konaklama Tesisleri (Yesil Yildizli Tesislerde Son Durum)
3.6.2.2. Environment-Friendly Accommodation Facilities
(Final Situation of Green Star Facilities)

Turizm bakanlhgindan alinan son verilere goére (lkemizdeki yesil
yildizl tesislerin sayisi 230a yiikselmistir ve her gecen yilda bu
sayl artmaktadir. Grafikte de gorGldigl Gzere en fazla yesil yildizli
tesis sayisi gegen yilara oldugu gibi Antalya iline aittir. Antalya ilini

sirastyla istanbul, Mugla ve izmir illeri almaktadir.

According to latest data from the Ministry of Agriculture, the
number of green facilities in our country has increased up to 230
and this number gradually increases every year. As it is seen from
the following graphic, the most green star facilities are located

in Antalya as previously. Istanbul, Mugla and Izmir respectively
follow Antalya.

127 Grafik 1 Ulkemizdeki Yesil Yildizh Tesislerin illere Gére Dagilimi

i;g am Graphic 1. Distribution of Green Star Facilities of Our Country According to Provinces
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Kaynak: http://yigm.kulturturizm.gov.tr/Eklenti/41263,cdkt-3006152.xIs?0 / Source: http://yigm.kulturturizm.gov.tr/Eklenti/41263,cdkt-3006152.xIs?0

3.6.2.3. Tirkiye'de Mavi Bayrak Uygulamalari
3.6.2.3. Blue Flag Practices of Turkey

Avrupa Toplulugu, kendi Glkelerinde yiizme amaci ile kullanilacak
gdl ve deniz sularn icin gerekli su kalitelerini belirleyen
mikrobiyolojik parametreleri, yol gosterici ve uyulmasi zorunlu
hiktumler olarak ortaya koymustur. Bu calismalar 1987
vilinda Avrupa Cevre Egitim Vakfi (FEEE) tarafindan yiritilen
Mavi Bayrak Kampanyasi adi altinda birlestirilmis 6nce 11
AT Ulkesi daha sonra 22 (ilkede basar ile uygulanmistir.
2001 yilinda ise Avrupa'nin disinda yer alan Ulkelerden gelen
talepler dogrultusunda kampanyanin kapsami genisletilmis
olup Avrupa Cevre Egitim Vakfrmin adi Cevre Egitim Vakfi
olarak degistirilmistir. Mavi Bayrak, plaj ve marinalara verilen
uluslararasi bir cevre oddludar. Bu 6ddl; deniz suyunun
temizligini, cevre yénetimine énem verildigini, cevre bilincinin
olusturulmasina yonelik etkinliklerin yapildigini ve plaj veya
marinayl kullananlarin ihtiyaclarina cevap verecek donanim
ve glveligini garanti etmektedir. Bu nedenle Mavi Bayrak, bir
marka veya "Eko-Label” 6zelligini tasimaktadir. (http://yigm.
kulturturizm.gov.tr/TR,11569/mavi-bayrak.html  http://www.
mavibayrak.org.tr)

The European Union has presented the microbiological parameters
as the guiding and mandatory provisions which determine the
quality of waters for the lakes and seawater to be used for
swimming purposes in the member countries. These activities has
been combined under the Blue Flag Campaign which used to be
executed by the Foundation of Environmental Education of Europe
1987 and then successfully implemented firstly by 11 EU member
countries than other 22 countries. In 2001, due to the demands
from the countries out of Europe, the scope of the campaign has
been expanded and the Foundation of Environmental Education
of Europe has been changed as the Environmental Education
Foundation. Blue Flag is an international environment award
presented to beaches and marinas. This award guarantees the
cleanliness of the seawater and indicates that the environmental
management is considered important and activities intended
for creating an environmental awareness are performed and the
equipment and safety which will address the needs of the ones
using beaches and marinas. Therefore, the Blue Flag has a brand
or “Eco-Label” characteristic. (http://yigm.kulturturizm.gov.tr/

TR,11569/mavi-bayrak.htmlhttp.//www.mavibayrak.org.tr)
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Valiliklerce baslatilan calismalar sonucunda 2010 yilinda hazirlanan
ve her yil glincellenen Cevre Kirliligi Envanteri sayesinde 6zellikle
denizi kirleten kirleticilerin tespiti ile bunlarin bertaraf edilmesi
noktasinda 6nemli gelismeler saglanmistir. Bununla ilgili olarak
Bakanligimizdan destek saglanmis, c¢alismalar sonucunda
denizlerimizin nasil ve neredenkirletildigiileilgilidaha somut verilere
sahip olunmus ve deniz kirliliginin yok edilmesi dogrultusunda
¢dziim odakli projeler olusturulmustur. Ozellikle turistik tesislerin,
ikincil konutlarin, sitelerin, restoranlarin ve mandiralarin denizi
kirletmesi noktasindaki tespitleri yapilmis ve bunlarla ilgili her turli
onlem alinmistir.

Ulkemizde 383 adet olan mavi bayrak 8dillii plaj sayisi 2014 yilinda
397've, marina sayisi ise 21'den 22've ylkselmistir. Mavi Bayrak
uygulamasi yapan 44 (lke icerisinde, tlkemizin plaj sayisinda 397
ile ticlincli sirada yer almaktadir. (ispanya 573, Yunanistan 407)

Cevre kirliliginin 6nlenmesine yonelik yapilan ¢alismalar sonucunda
ilimizdeki mavi bayrak sayisi yillar itibariyla artarak 2014 yilinda
207'ye yiikselmistir. (197 plaj - 6 marina - 4 yat) Ulkemiz genelindeki
mavi bayrak 6dulll plajlarin varisi Antalya il sinirlari icerisinde yer
almaktadr.

As a result of the activities initiated by governorships and by
means of the Environmental Pollution Inventory which has

been prepared in 2010 and updated every year, important
developments have been provided especially in determining and
disposing the pollutants polluting seas. Related with this, support
from our Ministry has been provided and as a result of our studies,
we have acquired more concrete information related with how our
seas are polluted and what are the sources of these pollution and
solution oriented projects have been established for preventing
sa pollution. Especially, the polluting effects of touristic facilities,
secondary housings, sites, restaurants and dairy farms on seas
have been determined and any kinds of precautions have been
taken for them. In 2014, the number of beaches with blue flag
award has increased from 383 to 397 and the number of marinas
with that award has increased from 21 to 22. Among 44 countries
implementing Blue Flag practices, our country is on the third place
of the list with its 397 beaches. (Spain 573, Greece 407)

As a result of the activities performed in order to prevent
environmental pollution, the number of blue flags in our province
has increased up to 207 in 2014 by gradually increasing in years.
(197 beaches - 6 marinas - 4 yachts) The half of the beaches with
blue flag awards of our country are located in Antalya.

2014 Yilinda Mavi Bayragi Olan Kiyi illeri
The Coastal Provinces with Blue Flag in 2014
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Plaj / Beach

Mersin 9
Antalya 197
Aydin 89
izmir 25
Balikesir 43
Canakkale 18
Tekirdag 6
istanbul 2
Kocaeli 3
Yalova 2
Diizce -
Ordu 1
Edirne 1
Toplam 1

Marina / Marine Yat/ Yacht
6 4
7 6
2 .
2 -
1 1
3 1
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