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ABSTRACT 

Tourism is one of the fastest growing industries in the world.  It has been observed that, for 

many countries, tourism represents significant potential for future development, while for others 

it offers a diversification of the national economy.  In addition, people at all levels and 

occupations in society are affected in one way or another by this fast growing and important 

industry. 

Libya possesses a variety of natural and man-made tourist attractions, which can be used for 

competitive advantage in the global tourism market place.  However, in order for Libya to 

capitalize on this natural advantage, the Libyan tourism industry leaders and policy makers are 

called upon to formulate and implement a systematic tourism strategy.  This strategy should be 

consistent with the best practices found in the highly competitive global tourism market. 

The aim of this paper is to indicate how the strategy should be formulated to meet the necessary 

requirements to improve the tourism industry in the country. 
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1. INTRODUCTION  

Since the beginning of civilisation, travel has been a feature of all human society. 

According to the World Tourism Organization (2002), it has been estimated that there were 25 

million tourist arrivals globally in 1950 and this has risen to 763.9 million by 2004.  It states that 

tourism is the worldôs largest growth industry with no signs of slowing down in the twenty-first 

century.  The study of tourism 2020 vision, forecasts that international arrivals will reach one 

billion by 2010, and 1.6 billion by 2020 (WWTC, 2002).  Moreover, by 2010, the tourism 

economy contribution is estimated to grow to 12 per cent of global GDP (Gross Domestic 

Product), and it will support 250 million jobs (9 per cent of total employment) (WTTC, 2002). 

According to information from WTO (2004), the information includes arrivals of non-

resident visitors from various countries world-wide visiting Libya.  International tourist arrivals 

from top generating tourist markets during 1999-2003 are shown in Figure 1. These data show 

international visitors who really travelled to Libya for tourism purposes and does not include, 

those who visit the country for the purpose of seeking work. 

Figure 1 indicates that tourist arrivals from those markets increased from 28,371 in 2000 

to 125,480 in 2006.  On the other hand tourist arrivals went down from 27,622 in 2001 to 23,412 

in 2002 showed (-15.24) per cent compared to 2001, due to September 11
th
 impacts, which 

affected international tourist arrivals all over the world.  In addition international tourist arrivals 

witnessed a slight decrease (by -2.64 per cent) in 2001 compared to 2000, due to the weakening 

economies of major tourism generating markets. In 2006 tourist arrivals to Libya has risen to 

125,480 due to the improvement of image and relationship with tourism generating markets. 

Figure 2 illustrates numbers for Libya as a tourist destination from the top generating 

tourist markets during the same period.  It can be noted that, most international tourists visiting 

Libya are generated from Italy, Germany, France and the UK respectively.  A small number of 

international arrivals represent the other countries.  The Libyan tourism authority is trying to 

boost the number of tourists generated from these markets and aiming to target new tourist 
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markets from various countries around the world, such as the USA, Japan, China and South 

Korea etc. 

Libya has an extensive and varied range of tourism resources that are spread widely 

throughout the country.  These include attractive natural features and many different landscapes 

of the vast Libyan desert, human achievements in the form of buildings, town, art history as well 

as modern man-made attractions etc. These unique attractions need the provision of additional 

facilities to improve the presentation and interpretation at the major sites as well as leisure 

facilities to improve visitor comfort. 

The objective of this paper is to show how the strategy should be formulated to deal with 

the problems which hinder the development of tourism in Libya.  

 

2. PROBLEMS FACING TOURISM IN L IBYA  

Problems such as inefficient resource allocation, poor infrastructure, and frequent policy 

reversals, in addition to the UN (United Nation) international embargo which has been recently 

lifted, are major reasons for the delay and observed slow tourism development.  The UN 

international embargo has been a major deterrent for tourists. It has resulted in delay in tourism 

development and made it difficult for tourists, who have instead had to travel through an 

arduous, physically exhausting road into and out of the country through the Tunisia-Libya land 

border. 

Despite the fact that Libya possesses a splendid variety of tourist attractions (natural, 

historical and cultural), the problems facing the tourism sector and the development of tourism 

activities in Libya are several and each needs to be considered carefully in order to formulate the 

right policy to tackle them.  These problems can be summarised as follows: 

 

2.1 LACK OF TOURISM -RELATED INFRASTRUCTU RE 

The sufficient infrastructure necessary for the development of a successful tourism sector 

is lacking.  Alexanderôs Gas & Oil Connections (1999), adds that: 

ñTourism is part of a plan to make the countryôs economy less dependent on oil.  Libya, 

however, has done little to improve its tourism infrastructure despite its drive to attract visitorsò. 

Most important amongst these, is that there is a lack of available accommodation in terms 

of both quantity and quality close by the principal attractions such as, classical archaeological 

sites, selected coastal areas and convenient desert stopover points suitable for international 

tourists. 

The facilities regarding the presentation of some attractions is not wholly adequate for 

visitation by tourists in aspects such as, lack of road signposting and informative signposting at 

places of interest that are in language other than Arabic, inadequate road maps of Libya as well 

as detailed ones for the principal towns and cities, beside that the need to improve the existing 

information centres at the site areas and establishing some more all over the country.  In 

addition, despite the large number of restaurants, there are only a few that are of an acceptable 

standard to international tourists. Besides that, there is little or no entertainment or cultural 

activities organized for presentation to visitors. In addition, the availability of Libyan souvenirs 

and handicrafts in general, and those of unique quality in particular, is poor. Consequently, the 

shortages of these facilities will definitely have its impact on the level of tourist demand. 

The visa entrance system might be another deterrent for international tourists, as well as 

the fact that the official currency exchange rate for the Libyan dinar is at a high level, which 

results in uncompetitive prices for tourist related services such as accommodation and 

transportation, compared with neighbouring countries.  Moreover, tourist accommodation in 

some tourist areas is not up to standard to meet international tourist market requirements and 

there is a lack of tourist information centres.  Also, the poor communications between the travel 
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trade in the international tourist market and Libya has resulted in an absence of awareness and 

knowledge in the tourist generating markets of Libyaôs tourism resources and attractions. 

 

2.2 LACK OF AWARENESS AND IMAGE  

Beside the severe lack of tourism infrastructure, there is a lack of awareness and image of 

Libya as a tourist destination among international tourist markets.  The promotional tools, which 

are presently employed by, GBT (General Board of Tourism) and local tour-operating companies 

are insufficient.  Therefore, the need for more effective promotional campaign has become 

essential in order to change the negative image of the country as a tourist destination that has 

been held in the outside world and particularly European tourist markets resulting from western 

media in the last couple of years. 

 

2.3 LACK OF COMPETENT HUM AN RESOURCES 

The tourism industry is a labour-intensive service industry dependent for survival and 

competitive advantage on the availability of good quality personnel to deliver, operate and 

manage the tourist product.  The interaction between tourist and tourism industry personnel is an 

integral part of the total tourist experience (Amoah and Baum, 1997).  According to HCTC 

(1995), tourism and hospitality have one of the highest levels of skill shortages (cited by 

Jameson, 2000), and Libya no exception. 

In Libya, tourism related services have a lack of good quality personnel.  Therefore, there 

is an urgent need to develop human resources, particularly indigenous personnel, for delivering 

quality services for tourists, as well as enhancing general skills of the local workforce.  All hotels 

and beach resorts should be staffed with skilled managers and technical services personnel to be 

more familiar with customersô needs and wants, help them and handle their enquiries and 

complaints as well as to meet an international standard of skills.  As the industry continues to 

develop and managerial roles and companies become more complex, the nature of the unit 

management role will increasingly require the skills and knowledge that education and training 

bring. 

 

3. STRATEGIC FRAMEWORK  TO IMPRO VING TOURISM DEVELOP MENT IN L IBYA  

As tourism activities are crucially affected by activities undertaken by other sectors in the 

economy, the sector should not be considered in isolation and should be in harmony with overall 

national aims.  The tourism strategy framework is aimed at the Libyan tourism industry policy 

makers as they formulate tourism policies and plans to improve tourism development in the 

country, as illustrated in Figure 3. 

Tourism in Libya faces a number of opportunities, which it should fully exploit in order 

to sustain and accelerate tourism development in the country.  On the other hand, the 

development of tourism will encounter some challenges, which might hinder or slow down the 

development of the sector.  Therefore, analyses of the opportunities and challenges, with which 

Libyaôs international tourism is confronted, and learning from the successes and failure of other 

tourist destination countries helps to formulate appropriate plans and policies for managing 

tourist resources.  This all helps to suggest the choices of effective policies and strategies that 

Libya should undertake for its tourism development in the shadow of the countryôs new 

orientations to reduce its economy dependency on the oil revenue.  The strategyôs objectives 

have been divided into two different parts and stated as follows: 

 

3.1 IMMEDIATE TO SHORT -TERM OBJECTIVES  

These can be stated as: 
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To stimulate various companies (public, private domestic and foreign) to invest in 

tourism infrastructure. 

To sustain and improve image, awareness and knowledge of the countryôs tourist product 

within the tourist market. 

To improve tourist services standard, level of planning and decision-making.  

 

3.2 MEDIUM TO L ONG-TERM OBJECTIVE  

Based on the current situation of the Libyan tourism sector, the medium to long-term 

objectives could be considered to be: 

To make the tourism sector a vital contributor to the national economy of the country by 

the generation of foreign exchange.  To improve the quality of life for many Libyans by the 

generation of new employment.  To prolong tourism assets for future generations by achieving 

sustainability. 

In order to achieve the above objectives, the following key issues and priorities should be 

considered.  Initially, need to overcome a number of weaknesses, as illustrated in Fig 3.  These 

weaknesses relate to tourism aspects, which do not allow the countryôs basic tourism strengths to 

be fully exploited. 

There is a need for a comprehensive set of tourism regulations covering consumer 

protection requirements, customs and immigration, environmental protection, land use planning 

and zoning, allocation of resources, exchange rate, food quality controls, tariffs, health, 

sanitation and safety.  Some practical measures such as a welcoming attitude to international 

visitors at the airport, border or port should be introduced without delay.  In this regard, training 

for customer care may help to overcome the common problems faced by tourists at such places. 

 

4. K EY FACTORS FOR ACHIE VING TOURISM GROWTH  

In order to achieve the above objectives the following key factors and priorities should be 

considered: 

 

4.1 GOVERNMENT AND COMMUN ITY INVOLVEMENT   

Government involvement in developing countries including Libya has become essential 

especially in the initial stages of tourism development.  The industry could not survive without 

them.  Governments have the power to provide the political stability, security and the financial 

framework which tourism requires.  They provide essential services and basic infrastructure. 

Finance represents a core factor for any business.  In the Libyan case, in order to utilize 

its extensive and varied range of tourism resources (natural and man-made) effectively, increased 

finance should be allocated for tourism in the countryôs national economic strategy.  The public 

and the private sectorsô cooperation and collaboration play a vital role in the development of the 

sector.  If tourism is to flourish more widely across the country to reap the socio-economic and 

environmental benefits, government commitment with increased budget for the tourism 

development is essential as, obviously, without budget and estate commitment, tourism will 

never develop. 

In Libya, residents should be a central component of tourism plans (unlike what has been 

experienced in several tourist destinations) and should be remembered not just in post-plan 

implementation.  They should be aware of the economic benefits of tourism development to their 

community and should perceive the positive changes in their communities from tourism with 

aspects such as changes in living standards, investment, level of income, employment 

opportunities, and recreational facilities for residents, tourism as a source of valuable experience 

and preservation of antiquities and public facilities etc. 
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This all could lead to good tourist-host interrelationships, which results in better 

interaction between local people and tourists.  This would encourage both parties to care more 

about the communityôs tourist assets, which in return leads to more sustainable tourist assets. 

 

4.2 SUFFICIENT BUDGET AND  ACTION PLANS  

An adequate budget for funding tourism projects and implementing tourism plans is an 

important factor for accomplishing successful tourism growth.  Some tourism development plans 

were prepared to further tourism in the country.  However, non-implementation of these plans 

mainly due to insufficient budget, in addition to some other reasons, was a major drawback to 

accelerate tourism development.  Therefore, in order to achieve tourism growth in the country 

the government involvement and commitment became essential to overcome any financial 

problems concerning the development of the tourism sector, which should be combined with an 

effective controlling system.  According to Clayton (2003), in a situation of external shocks, 

mismanagement, corruption or some combination of these factors, which may lead to significant 

unproductive over spending, without commensurate or growth, this usually requires governments 

to get their budgets back under control.  In addition, the establishment of a tourism development 

bank is recommended to enhance tourism growth in the country. 

Action plans are required to take immediate action towards the establishment of tourism-

related infrastructure.  The aim of planning for tourism is to identify major issues that are likely 

to affect the development and management of tourism as well as to develop policies and 

programmes to assist in making the industry more viable and sustainable.  Many have argued 

that, in order to achieve integrated and sustainable development, the macro level of economic 

and development policy must incorporate social and environmental factors at the outset of 

planning (Clayton, 2003). 

Tourism in Libya is included in the national plans, but the resources are not allocated to 

achieve the sectorôs goals.  The delay in the execution of tourism plans in the given time has 

been a major problem in the slow growth of tourism in the country.  Therefore, the provision of 

necessary requirements, such as sufficient capital with an effective controlling system to avoid 

corruption, in addition to the provision of good expertise, flexibility etc to allow the completion 

of the projects, have became crucially urgent and important.  A prepared plan, which cannot be 

implemented, to achieve the desired results is useless and a waste of resources as Jenkins et al 

(1991), argue that: 

ñmuch of the effort and funding given to tourism development planning has resulted in 

the preparation of technically excellent master plans, often detailed as physical development 

plans.  Too little attention has been given to the implementation of these plans and particularly 

to post-plan audits.ò 

Wall, (2005) added that, in developing countries, there is continued emphasis on master 

plans which are often made by external consultants, who usually come from developed countries, 

where there has been a shift in the emphasis on tourism master plans for larger areas.  Those 

external consultants often do not undertake such tasks in their places of origin.  In fact, such 

master plans are designed to attract external investors by ensuring potential developers that there 

is a broad vision for the destination area and that their investments are desired and secure. 

Therefore, action plans are required, to accomplish positive results.  Plans for the tourism 

sector should not be considered in isolation.  As tourism is an interdependent sector, plans for 

tourism should be integrated with other sectorsô plans.  Problems arise when development is 

rushed, with little consideration for the environment.  Therefore, the socio-economic and 

environment fabric of the country should be carefully considered in order to achieve sustainable 

tourism development. 
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4.3 INVESTMENT IN TOURISM   

Investment in tourism infrastructure must be addressed as soon as possible as it is a core 

factor for tourism development. This cannot be achieved unless the provision of physical 

infrastructure is completed.  Developing a new tourism-related product or service, requires 

intensified efforts at the initial stages in order to gain an adequate proportion of the international 

tourist market share and then to maintain this position in the medium to long- run.  In Libya, 

where tourism is viewed as an economic alternative for gaining economic growth, the 

government should make investment as easy as possible for prospective investors.  

Consequently, this could lead to an increase in the tourism market share and enable Libya to 

compete more effectively. 

Sufficient funding, and establishing an appropriate atmosphere for investors that might 

boost confidence among them, is required to encourage local and foreign investment to invest in 

tourism related services by treating tourism investment legislation as a special and more 

distinctive case in order to be more attractive.  This might take the form of exempting both 

domestic and international components from tax for a certain period of time in the full 

investment.  The development of more tourist accommodation such as small and medium-sized 

hotels, beach resorts, roadside travel-lodges and guest houses to meet the demand of prospective 

international and domestic tourists at a competitive price and more ñvalue for-moneyò facilities 

could lead to sustainable tourism development and fast promotion of the country as a tourist 

destination.  Similar investment policies in the oil sector which has been very successful could 

be adopted for investment for Libyaôs tourism industry.  Encouraging foreign investment 

(renowned companies in particular) to invest in tourism-related services, could generate 

employment for Libyans and bring in the highest technology and experience. 

 

4.4 MARKETING ACTIVITIES  

The need for marketing activities, which Libya is currently lacking, represents a core 

factor for achieving tourism growth in the country.  In addition to awareness and knowledge 

about the tourist product and improving the image of Libya as a tourist destination among 

international tourist markets, marketing plays a vital role in understanding the needs and desire 

of the actual and potential customers.  Help in responding quickly to tourist markets, changing 

conditions, offering the countryôs tourist product in a more attractive way than its competitors as 

well as portraying the diversity of the Libyan tourist product in terms of society and culture, 

history and heritage while targeting specific segments related to individual types of activity or 

pursuit. 

In order to increase the awareness and image of Libya as a tourist destination, it is 

proposed that a foreign tourist office should be established in major tourist generating countries.  

As a cost saving device or interim step, the London office for example, should be responsible for 

some other countries in the European Union.  In the long run it will be essential to have an office 

in the USA, which would also serve Canada. 

The importance of a destination having a foreign office lies in it is ability to help travel 

agencies in a tourist generating country to influence the choice of the destination in various 

ways.  Furthermore, the need for a foreign office becomes more crucial when it is considered 

that travel agencies handle about 70% of travel business.  

Tourism planning and development authorities with a well developed institutional 

framework at various levels (federal, provincial and local) are required to manage the existing 

resources to meet the tourist market demand.  A fully provisioned marketing section with 

competent professionals is the most important need for the country to introduce its assets in the 

tourist market and to the travel trade.  As a result, the formulation of marketing plans which are 

missing in most of the Libyan tourist enterprises due to the lack of expertise etc have become 
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essential for the co-ordination of marketing activities.  The marketing plan basically should have 

objectives/targets, strategy (utilization of tourist marketing mix), time limits, budgets and 

controls.  

 

4.5 EDUCATION AND TRAININ G 

Education and training is required for enhancing the skills of those working at all levels 

in the tourism industry, which is critical to its future prosperity.  Training should be performed in 

a wide range of skills, including management and information technology.  The industry needs 

skilled managers and staff who are capable to identify and meet the needs of international 

visitors.  Training facilities should be provided at university level to produce better educational 

programmes directed towards planning, developing, development and management of tourism.  

Beside the formal education system, informal training, either on-the-job or through programmes 

should be carefully tailored to meet defined objectives and targeted at specific types of 

individuals.  Foreign expertise to train tourism personnel on specific aspects, should be organised 

by the public and the private sectors to provide a base for future education and training and to 

improve the standards. 

The tourism training institutions in Libya have formulated educational and training 

programmes for the industry but at this stage they lack both efficiency and sufficiency.  As a 

matter of a fact, we have to recognise that it will take a long-term sustained effort for the 

industry to adapt to the view that effective human resources development is critical to business 

performance.  Moreover, education helps change peopleôs perceptions towards tourism and 

raises their awareness of the opportunities and challenges involved in tourism. 

 

5 WAYS TO ACHIEVE SUSTA INABILITY  

Practical steps and modalities are needed in order to translate these broad objectives into 

realistic policies aimed at attaining sustainable tourism development and making the tourism 

contribution to GDP higher to reduce dependence on the oil factor.  In this regard, there are 

further factors need to be taken into consideration: 

 

5.1 CONSERVING TOURISM ENVIRONMENT  

Conserving the natural and built tourist resources for future generations against any 

environmental damage will lead to long-term tourism development. Management of the natural 

and built resources and tourism planning should be directed towards quality as well as growth.  

In this context the level of management should be improved and staffed with competent 

personnel.  The development of tourism should be linked to other sectors of the economy, if it is 

to stimulate production in agriculture and industry that will contribute to the development of a 

more balanced economy and reduce the percentage of foreign exchange leakage. 

In order to suit the needs of long range development of the tourism sector and to solve its 

problems, management planning is essential to know the positive and negative effects of tourism 

on the environment with a view to preventing environmental degradation.  Problems start to 

emerge when development is rushed, with little consideration for the environment.  The extra 

volume of visitors arriving at particular destinations causes most of the damage done to the 

environment as a result of tourism.  These destinations are likely to be affected by congestion, 

smoke, ecological disruption, land use pollution etc. 

As a result, for Libya to attain sustainable tourism development, it is crucial to consider 

environmental issues as a key factor in the overall development of the tourism sector.  

Distinctive investment incentives to local and foreign investors could help to conserve the 

natural and built environment.  In addition, it is apparent that successful tourism planning 

requires the involvement and participation of residents in the destination areas.  Interaction 
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between tourists and residents plays an important role in conserving the local environment.  This 

could be attained, by developing a tourism product that makes the visitor care about and feel for 

the local environment. 

 

5.2 DIVERSIFICATION OF TO URISM PRODUCT 

Moreover, diversification of tourism products becomes a necessity as modern tourism 

activity has shown a growing tendency towards it.  Keeping pace with the rapidly changing and 

complex requirements of tourists in a highly competitive international tourist market and 

allowing the emergence of new tourist destinations cannot be achieved without tourism product 

diversification combined with a high standard of tourist services and facilities for the 

presentation of those tourism products. 

The image of Libya as a tourist destination is entirely based on historical places, desert 

and culture.  In other words, the image of the country in the viewpoint of tourists is as a cultural 

destination.  Therefore, the opportunity for diversifying the tourist product exists.  Libya can 

become one of the best sea, sand and sun destinations in the world, which requires heavy 

investment in beach resorts, hotels and sea sport facilities.  

Moreover, many other tourism resources such as business tourism, scuba-diving, spa 

tourism, wildlife, mountain trekking, marine-based activities (e.g. game fishing, flotilla sailing) 

and fairs tourism are not fully exploited due to the lack of tourism services and facilities, which 

could play a significant role in diversifying the countryôs tourism products.  Those tourism 

resources might be helpful for Libya both in the short and long-term and could create more 

leisure and construction activities for other areas apart from the capital which may create 

community well being and encourage settlement of people in rural areas who would otherwise 

prefer the urban areas for job seeking purposes. 

The major objective of developing international tourism in all countries is to increase 

foreign exchange, which aims to increase the number of tourists and prolong their length of stay.  

According to a survey, which has been conducted with international tourists visiting Libya, the 

length of stay of these visitors is relatively short.  In order to encourage visitors to prolong their 

length of stay, diversification of the tourist product has become a necessity.  Extending 

opportunities for visitors to consume can be encouraged by offering intensive tours programmes 

and more convenient and preferential treatment for tourists, such as tax-free shopping, 

convenient payment systems (credit card machines etc), the provision of proper shopping 

facilities for incoming tourists, and the development of unique souvenirs and gifts which are 

warmly received by visitors. 

According to Getz (1993), shopping villages combine both visitor-oriented services with 

natural or historical attractions, giving the visitor an opportunity to combine both shopping and 

tourism (cited by Eccles, 1995) 

Conferences and conventions tourism is a major economic activity in most developed 

countries.  After the lifting of UN sanctions on Libya, many foreign companies came forward 

seeking investment in various sectors.  This encourages the opportunity to conduct conferences 

and conventions, which require sufficient congress halls and facilities offered by hotels in Libya.  

Conferences organizational skills and event development knowledge are required to channel the 

market. 

The necessity of developing convention tourism in Libya should be recognized because 

of the following factors: This specific tourist market yields large financial benefits; it helps to 

extend the tourist season the whole year round; it can be an opportunity for special promotion 

and advertisement for Libya as a tourist destination; it gives an opportunity to the participants to 

experience various tourist products of the country, therefore, raising the possibilities of coming 



International Tourism Biennial 
 

Canakkale Onsekiz Mart University, School of Tourism & Hotel Management 

 

11 
back as ordinary tourists as well as conveying the message to their friends and relatives (word 

of-mouth). 

 

5.3 CONTINUOUS IMPROVEMEN T 

Continuous improvement is needed, as Libya may face increased tourist demand in the 

future.  Whether the Libyan tourist market will be able to meet and take advantage of this 

increased demand will depend on how various tourism organisations both public and private 

cope with the problems in the present and take the necessary steps to meet the challenges of the 

future.  Three important aspects should be considered carefully to achieve sustainable tourism 

development: The productôs life cycle, the socio-economy and the environment. Problems arise 

when development is rushed taking little or no consideration of these three aspects.  These 

development problems can be resolved, by responsive tourism planning as well as by the 

government and industry working towards sustainability.  In addition, to remain competitive in 

the tourist market place, new products or concepts need to be developed. 

The effort of Libyaôs General Board of Tourism (GBT) and other tourism organisations 

in the country should focus on the development of the quality of the tourism product and 

services.  In addition, all tourism projects should have the appropriate capacity and the range of 

facilities that will allow their coexistence without affecting the natural, historical, social, cultural 

and economic environment.  Consequently, the greater tourism attraction of Libya will be 

preserved for posterity, and holidaymakers may continue to enjoy activity-based leisure time 

both in and out of season. 

For achieving successful and sustainable tourism development, in addition to related-

tourism infrastructure and tourism product diversification, Libyan tourism needs continued 

improvement in marketing activities and training in order to meet the continually changing 

tourism marketsô demand.  Marketing and promotional activities will be indispensable if Libyan 

tourism is to survive the keen competition of established and emerging tourist-receiving 

countries.  Finally, it may be said that Libyan tourism will not achieve any improvement unless 

an adequate budget is devoted to tourism plans and marketing activities.  Moreover, a product 

that works in harmony with the environment remains successful for much longer as well as 

generating income for both the public and private sectors. 

 

6. CONCLUSION 

Tourism development is seen as a way of improving a countryôs economy and social 

well- being, but if this development is not handled carefully, problems began to emerge.  The 

development of tourism products should be combined with a sustainable focus, which helps to fit 

in with the local environment and ensure its preservation.  The successful formulation and 

implementation of a tourism development policy is predicated upon the mobilisation of human, 

capital, physical and other resources.  These resources spearhead any tourism policy. If they are 

inadequate, tourism plans will not succeed.  Overall, in order to improve Libya's tourism 

industry careful consideration should be taken of the following elements: 

 

Plans for the tourism sector should not be considered in isolation but should be integrated 

with national and regional planning. 

Improving the tourism infrastructure and creating an appropriate atmosphere for 

investment in the sector.  

Local involvement and control over tourism development. 

Foreign, private-public sector partnerships for tourism development. 

Availability and allocation of appropriate resources such as financial, human, product, 

etc. 
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Building image of Libya as a tourist destination through a marketing and promotional 

campaign. 

Promoting community tourism awareness campaign. 

Increasing awareness and knowledge about the tourist product among tourism generating 

markets. 

Product diversification to increase tourism income. 

Productôs life cycle, socio-economic and the environment are important to achieve 

sustainable tourism development. 

Innovation of new products or services is necessary to remain competitive.  

 

7. APPENDIX 

 
                       Source:  (WTO, 2004) 

Fig 1 International tourist arrivals from top generating tourist markets to Libya (1999-

2003) 

 

 
                  Source: (WTO, 2004) 

Fig 2 Libyaôs visitor numbers from the top generating tourist markets (1999-2003) 
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TOURISM 
STRATEGY

1. WHAT IS HAPPENING?

ÁProducts and markets
ÁSupply and demand
ÁCustomer and orientation
ÁInnovation
ÁCompetition

2. WHERE ARE WE NOW?

ÁSplendid tourism assets
ÁLack of infrastructure
ÁLack of services & facilities 
ÁLack of human resources
ÁLack of awareness and image

3. HOW CAN WE GET THERE?

ÁStateôs involvement &    
commitment
ÁCommunity involvement
ÁSufficient budget
ÁAction plans
ÁInvestment
ÁMarketing activities 
ÁEducation & training

4. HOW CAN WE ACHIEVE SUSTAINABILITY?

ÁConserving tourism environment
ÁProduct diversification
ÁContinuous improvements

5. ARE WE THERE?

Key success factors & 
performance measures
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TOURISM AND ECONOMIC DEVELOPMENT : THE CASE OF TURKEY  
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Mustafa Kemal University, Turkey 

 

 

 

ABSTRACT 

Tourism is seen an important source of foreign exchange earnings, employment of domestic 

labor and a contributor to economic growth. It is commonly believed that tourism has 

contributed positively to economic growth. However, in spite of the robust verification of the 

hypothesis from numerous studies, there have also been a number of empirical studies that failed 

to support this hypothesis. Therefore, there is no widely accepted consensus on what tourism 

brings because the consequences are contingent, varying from place to place.  

This paper empirically examines the question of causality between tourism and economic growth 

using the time series methods of causality analysis with quarterly data over the period 1992Q1-

2006Q4 in the Turkish economy.  The results of co-integration analysis suggest that there is one 

co-integrated vector between real gross domestic product and tourism revenues. Granger 

causality tests have indicated that there is a strong Granger causal relationship between real 

GDP and tourism revenues.   

 

 

1. INTRODUCTION  

 Tourism, as an alternative form of exports, can contribute to the balance of payments 

through foreign exchange earnings and increase the employment, household income and 

government income in the host country. It is generally assumed that tourism expansion should 

have a positive effect to economic growth. As such, tourism can certainly be an efficient tool for 

economic growth, but a precondition is a certain level of development and its success depends on 

a performing public sector and an efficient tourism policy. Environment, folk culture, society, 

institutional settings, the rule of law, human resources, information technology, infrastructure 

services, security, financing mechanisms and financing possibilities are important elements of 

performance for the tourism sector and main determinants of a lasting tourism growth. Tourism 

is mainly driven by the private sector but its success depends on a performing public sector and 

national tourism policy. 

 Tourism policy can strengthen the positive externalities of the touristsô expenditure and 

thus increase the potential of growth in the economy. Some researchers have proposed a 

ñtourism-led economic growth hypothesisò that assumes tourism to be a major factor of 

economic growth in the long run. The main positive economic impacts of tourism relate to 

foreign exchange earnings, contributions to government revenues, and generation of employment 

and business opportunities.  

However, the seasonal character of the tourism industry creates economic problems for 

destinations that are heavily dependent on it (UNEP, 2007): 

Problems that seasonal workers face include job (and therefore income) insecurity, 

usually with no guarantee of employment from one season to the next, difficulties in getting 

training, employment-related medical benefits, and recognition of their experience, and 

unsatisfactory housing and working conditions.  

Similarly, tourism development can cost the local government and local taxpayers a great 

deal of money. Developers may want the government to improve the airport, roads and other 
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infrastructure, and possibly to provide tax breaks and other financial advantages, which are 

costly activities for the government.  

Therefore, there are many hidden costs to tourism, which can have unfavorable economic 

effects on the host community. Often rich countries are better able to profit from tourism than 

poor ones. Whereas the least developed countries have the most urgent need for income, 

employment and general rise of the standard of living by means of tourism, they are least able to 

realize these benefits. Among the reasons for this are large-scale transfer of tourism revenues out 

of the host country and exclusion of local businesses and products.  

 Tourism is a significant economic activity in Turkey: Especially, foreign tourist arrivals 

increased substantially in Turkey between 2002 and 2005, from 12.8 million to 21.2 million 

people, which made Turkey a top-10 destination in the world for foreign visitors. On the other 

hand, 2005 tourism revenues are 17.5 billion USD which also made Turkey the top-10 biggest 

revenue owners in the world.  

This paper intends to investigate causality relationship between tourism and economic 

growth in the Turkish economy. The interaction between tourism revenues and real GDP is 

investigated by using co-integration and Granger causality techniques with quarterly data over 

the period from 1992 to 2006. 

 

 

Year - Arrivals 

(in millions) 

 

2001 - 10.4 

2002 - 12.8 

2003 - 13.3 

2004 - 16.8 

2005 - 21.2 

2006 - 19.8 

 

In this study, four hypotheses are examined with regard to the relationship between 

tourism revenues and economic growth in Turkey: 

Hypothesis 1: There is a long run equilibrium relationship between tourism expansion 

and economic growth in Turkey. 

Hypothesis 2: Tourism expansion leads to economic growth (One-way causality: The 

tourism-lead economic growth). 

Hypothesis 3: Economic growth leads to tourism expansion (One-way causality: The 

economic-led tourism expansion). 

Hypothesis 4: Reciprocal relationship between the two variables. That is, tourism 

expansion and economic growth cause each other (The two way causality). 

Recognition of a casual relationship between tourism revenues and economic growth has 

important implications for the development of appropriate tourism policy decisions, especially 

for the developing countries.    

The rest of the paper is organized as follows. Section 2 summarizes the related literature. 

Section 3 describes the data and methodology. Section 4 focuses empirical analysis and 

estimation results, and discusses the results of hypotheses. Finally, Section 5 contains a summary 

and conclusions of this research.      
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2. L ITERATURE REVIEW  

 There are few studies investigating empirical relationship between tourism and economic 

growth. Earlier studies in this area mainly focus foreign trade and tourism (Kulendran and 

Wilson, 2000; Shan and Wilson, 2001). Recently studies concentrate on the contribution of 

tourism sector to the economic growth (Balaguer and Cantavella-Jorda, 2002; Diritsakis, 2004; 

Oh 2005; Gunduz and Hatemi-J, 2005; Kim, Chen and Jang, 2006).  

 On the other hand, there is an unverified question of whether tourism growth actually 

caused the economic growth or, alternatively, did economic expansion strongly contribute to 

tourism growth instead. To date, articles that have analyzed the causal relationship between 

economic growth and tourism sector demonstrated mixed results. 

 For example, Balaguer and Catavella-Jorda (2002) found that tourism affected Spainôs 

economic growth in one direction. Their study is supports tourism-led economic growth 

hypothesis. Diritsakis (2004) observed a strong reciprocal causal relationship between tourism 

earnings and economic growth for the Greece economy. Therefore, his study supports both 

tourism-led economic growth and economic-led tourism expansion hypotheses. Similarly, Kim, 

Chen and Jang (2006) found a bi-directional causality between economic growth and tourism 

expansion in Taiwan. However, Oh (2005) suggested that the hypothesis of tourism-led 

economic growth is not held in the Korean Economy. In his study, Granger causality test imply 

the one-way causal relationship of economic-led tourism expansion. Gunduz and Hatemi-J 

(2005) found that the tourism-led growth hypothesis is supported empirically in the case of 

Turkey. 

  

3. DATA AND ESTIMATION  

 

3.1. DATA   

While real GDP has been widely used to measure the value of economic development, 

the total tourist arrivals or tourism earnings have been commonly used proxy of tourism activity. 

For the empirical analysis we use the real GDP (REGDP) as a proxy for economic development 

and tourism revenues (TOURRE) as a proxy for tourism expansion.  

 The quarterly series of REGDP and TOURRE were available from January 1992 to 

December 2006. These series were taken from The Central Bank of The Republic of Turkey web 

site.  

 The variables are then transformed by the use of natural logarithms to ease interpretation 

of coefficients and are symbolized with the letter ñLò preceding each variable name (LREGDP 

and LTOURRE). Furthermore, the two variables were adjusted for seasonality.    

 

 3.2. AUGMENTED DICKEY -FULLER UNIT ROOT TEST 

Many macroeconomic time series contain unit roots dominated by stochastic trends. Unit 

roots are important in examining the stationarity of a time series, because a non-stationary 

regressor invalidates many standard empirical results. In brief, stationarity means that the mean 

and the variance of a series are constant through time and the auto covariance of the series is not 

time varying (Enders, 1995). The presence of a stochastic trend (non-stationarity of a time series) 

is determined by testing the presence of unit roots in time series data. Augmented Dickey-Fuller 

(ADF) tests were employed to test the non-stationarity of the variables.  

 

Table1. ADF Unit Root Tests 

Variables                     ADF t-statistics / (level)             ADF t-statistics / (1
st
 

difference) 

LTOURRE                         -0.28                                                   -5.36** 
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LREGDP                            -1.61                                                   -2.94* 

 Note: ADF unit root tests should be compared to the critical values which are -2.91 and -

3.54 for the level and first differenced at the 5 % and 1% significance level, respectively. The 

symbol * and ** indicate that the null hypothesis can be rejected at the 5% and 1% level, 

respectively.  

 

The results of ADF tests for two variables are provided in Table 1. No time series appear 

to be stationary in variable levels. However, when the logarithms of the time series are 

transformed into their first differences, they become stationary and consequently the two 

variables characterized integrated order one, I (1).    

 

 3.3. JOHANSEN COINTEGRATION TEST 

 Before specification and estimation of cointegration test, it is required to examine the 

stationarity of the variables. If the time series are non-stationary in their levels, the variables can 

be integrated with integration of order 1, when their first differences are stationary. These 

variables can be cointegrated as well, if there are one or more linear combinations among the 

variables that are stationary. If these variables are being co-integrated, then there is a constant 

long-run linear relationship among them. 

 Since it has been determined that the two variables are integrated of order 1 by using 

ADF tests, then the cointegration test is performed. The Johansen Cointegration Test hypothesis 

is the null of non-cointegration against the alternative that is the existence of cointegration using 

maximum likelihood procedure (Johansen, 1988).    

 

Table2. Johansen Cointegration Test 

             Trace statistics                                                  Max. Eigenvalue 

statistics 

None (coint. vector) at most 1(coint. vector)          none (coint. vector)  at most 

1 (coint. vector) 

        20.57                        1.56                                 19.00                         1.56 

       (15.41)                     (3.76)                              (14.07)                       (3.76) 

       (20.04)                     (6.65)                              (18.63)                       (6.65) 

Note: The optimal lag number (4) is selected based on AIC and SC. Critical values for 

rejection of the null hypothesis at the 5 % and 1% level are in the parentheses.   

 

 The results of cointegration test between two time series are shown in Table 2. The 

estimation results reveal that the linear combinations of two series are cointegrated in the long-

run. In other words, the long-run equilibrium exists between tourism revenues and real GDP. 

Therefore, the first hypothesis (there is a long run equilibrium relationship between 

tourism expansion and economic growth in Turkey) of this paper is supported. 

 

 3.4. GRANGER CAUSALITY TEST 

 The cointegration technique pioneered by Engle and Granger (1987) made a significant 

contribution towards testing causality. Cointegration means that the non-stationary variables are 

integrated in the same order with the residuals stationary. Two or more variables are said to be 

cointegrated if they share a common trend. As long as the relevant variables have a common 

trend, Granger causality must exist in at least one direction (Granger, 1988). However, although 

cointegration indicates the presence or the absence of Granger causality, it does not indicate the 

direction of causality between the variables.  
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 The existence of a stable long run relationship (cointegration relationship) between real 

GDP and tourism revenues implies that the two variables are causally related at least in one 

direction. As a final step, to answer the question regarding the direction of causation, the 

Granger causality tests were performed:  

Granger (1988) points out that if two series are cointegrated, and then there must be 

Granger causality in at least one direction. A variable xt is a Granger cause of yt (denoted as xt Ÿ 

yt), if yt can be predicted with better accuracy by using past values of xt, rather than not doing so, 

all else held constant. The Engle-Granger causality tests between real GDP and tourism revenues 

are performed by two equations separately: 

 

LREGDPt = ɛ1 + × 
4
i=1 Ŭ1i LREGDPt-i + × 

4
i=1  ɓ1i LTOURREt-i  + e1t           (1) 

 

LTOURREt = ɛ2 + × 
4
i=1 Ŭ2i LTOURREt-i + × 

4
i=1 ɓ2i LREGDPt-i  + e 2t            (2)  

  

 The model was used in order to examine the Granger causal relationship between the 

variables under examination. In a cointegrated system, the null hypothesis that LREGDP does 

not Granger-cause LTOURRE cannot be rejected if ɓ11 = ɓ12 =0. Similarly, the null hypothesis 

that LTOURRE does not Granger-cause LREGDP cannot be rejected if ɓ21 = ɓ22 =0. As a testing 

criterion the F statistic was used. With the F statistic the hypothesis of statistical significance of 

explanatory variables was tested for each separate function. The optimal lag length was selected 

with AIC and SC criteria.  

 The results relating to the existence of Granger causality relationship between the two 

variables appear in Table 3. 

  

Table3. Granger Causality Test 

Null                 LTOURRE doesnôt Granger                           LREGDP doesnôt 

Granger         

Hypothesis :          cause LREGDP                                                  cause 

LREGDP 

Lag                   F-statistics         p value                                   F-statistics         p 

value 

Number 

2                          4.19                  0.02                                          5.55                  

0.00  

3                          3.30                  0.02                                          3.67                  

0.01 

4                          2.92                  0.03                                          5.32                  

0.00 

5                          2.52                  0.04                                          3.96                  

0.00 

6                          2.85                  0.01                                          2.78                  

0.02 

7                          2.53                  0.02                                          3.28                  

0.00 

 

Estimation results support to co-movement in the LTOURRE and LREGDP time series; 

therefore there is two-way Granger causality between real GDP and tourism revenues: 

The null hypothesis regarding no causation of real GDP (LREGDP) to tourism revenues 

(LTOURRE) is rejected at the 5 % significance level; the null hypothesis concerning no 
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causation of tourism revenues (LTOURRE) to real GDP (LREGDP) is also rejected at the 5 % 

significance level.  

Therefore, the last hypothesis (reciprocal relationship between the two variables, that is, 

tourism expansion and economic growth cause each other: The two way causality) of this paper 

is supported. 

 

4. CONCLUDING REMARKS  

This paper employs Johansen cointegration and Granger causality tests to examine the 

relationship between economic growth (real GDP) and tourism expansion (tourism revenues) in 

Turkey over the period 1992-2006. Prior testing for cointegration between the two variables, the 

ADF unit root test was applied to check the time series properties and to determine the order of 

integration of the data used in this study. Then, the results of cointegration test suggested that 

there is one cointegrated vector between the two variables. Finally, the Granger causality test 

was applied to investigate the direction of causation between real GDP and tourism revenues in 

Turkey. The empirical results suggest that bi-directional causality from real GDP to tourism 

revenues and vice versa exist.  

Turkey has experienced substantially large-scale development in the tourism sector, 

especially over the past three years. In this reason, it is examined that causality relationship 

between economic growth and tourism expansion in the Turkish economy and found that tourism 

expansion and economic growth cause each other. That is, there is a reciprocal relationship (the 

two way causality) between the two variables.  
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ABSTRACT 

 The tourism sector in the world has improved after World War II . With this improvement 

tourismôs socio-economic effects increased. In this sense, tourism has become a very important 

sector for developing countries. Developing countries need tourism, then foreign exchange for 

creating incomes, employment, covering payments balanceôs deficits. Being a developing 

country, Turkey is concerned with tourism for its development. At this point, this article shows 

tourism sectorôs contribution to Turkish economy. 

Keywords: Tourism Sector in Turkish Economy, Tourism and Payments Balance 

 

 

1. INTRODUCTION  

From the half of 20
th
 century, tourism has become one of the fastest progressive sectors. 

This is because tourism sector has reached much more number of people in the world and 

become an essentiality, not a luxury. Thus, attention of governments has also attracted to this 

sector. Especially for developing countries this sector has a vital importance as elimination of 

economic problems and bottlenecks.  

 As being a developing country Turkey had serious foreign currency bottlenecks in 1960s. 

For annihilating these negative effects the country began to promulgate Development Plans. 

With these Plans tourism sectorôs improvement and its contribution to balance of payments was 

aimed. However Turkeyôs external tourism has begun to improve with the 1980s. With new 

laws, new supports and new investments this sector has contributed the countryôs economy on a 

large scale. This structural change has created new employment possibilities, new incomes and 

the most important one, it has created a possibility to cover balance of payments deficit. The last 

one is important because Turkey has continued to live with this truth.  

 This articleôs aim is to show the tourism sectorôs importance and improvement in Turkish 

economy and especially to show this sectorôs economic effects as a sample of balance of 

payments. The first part of the article includes progress of tourism in Turkey from 1980s. In this 

part change of tourist numbers and tourism incomes from 1980s to today are underlined. The 

second part of the article includes the improvement of this sector in the countryôs economy. To 

show this effect tourism incomes and GNP values and rate between these are used. The third part 

of the article includes the relationship between tourism and balance of payments. First, meaning 

of the balance of payments and then its importance and formation are pointed out. At last, 

tourismôs share about covering of balance of payments is described and case of Turkey is shown 

with values from 1990s to 2006. The fourth part includes the conclusions about the article. 

 

2. A SHORT GLANCE TO TURKEYôS TOURISM SECTOR  

After World War II, probably the impact of the third globalisation wave, international 

tourist flows and tourism incomes increased. Despite this fact Turkey acted lately about 

improving its tourism sector while it was an open door museum with its natural and historical 

beauties. As a result, the importance of this sector could not be understood until 1960ôs. 

After 1960ôs Turkey began to plan its economical, social and cultural future for five years 

periods. Even these plans could not enough for developing tourism in Turkey. Although deciding 
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the policies that would be following about tourism and activation of infrastructure and 

superstructure investments were made with the beginning of plan periods, share of tourism 

investments did not pass 0.7% of total fixed investments until 1980ôs (Yalēnpala,1999:407; 

¢ēmat & Bahar, 2003:3). For Turkey everything changed after 1980ôs. 

At the beginning of 1980, Turkey was in a worse situation because of currency 

bottlenecks that resumed according to import substitution policies and also petroleum shocks. 

Something must be done to stop this trend. So that 24 January 1980 Decisions were promulgated. 

After these Decisions, Turkey adopted a new growth strategy and new structural changes in all 

economic, social and cultural courses. With these changes position and importance of tourism 

sector also changed in Turkey. Especially with the 2634 numbered Tourism Encouragement Law 

(1982) superstructure investments were supported and for this aim public territories were 

allocated for investors, for providing some investment supports some lawful arrangements were 

made. Consequently, tourism was accepted as an important sector for developing and some 

economic means which are pecuniary support means like donation and support premium that 

were used in countries successful about tourism were promulgated (Yalēnpala,1999:408). Thus, 

investments towards this sector increased and tourism became to contribute to the economic 

growth. In 1985 as a consequence of encouragement of foreign capital and private sector and 

Tourism Bankôs credits to private sector for acting them, there was a certain increase at the 

number of accommodation facilities (Ertin :202). Most researchers accept 1985 as a turn point 

for Turkish tourism. 

 

Table.1 The Share Of Tourism Investments In the Fixed Capital Investments  

              (1980-1990) 

 

Years Private Public Total 

1980 0.6 0.5 0.6 

1985 1.8 0.9 1.4 

1989 5.3 1.1 3.9 

1990 5.0 1.2 3.8 

Source: http://ekutup.dpt.gov.tr/ekonomi/gosterge/tr/ (15.03.2007) 

 

 While total tourist number in the whole world was 285 million and total income was 70 

billion Euro, the number of tourist who came Turkey in 1980 was 1 200 thousand and total 

income was 248 million Euro. After all, While total tourist number in the whole world was 455 

million and total income was 193 billion Euro, the number of tourist who came Turkey in 1980 

was 4 800 thousand and total income was 2 425 million Euro. For understanding the 

development of tourism sector in Turkey between the years 1983-1991 share of world cake can 

be useful. At the beginning of 1980ôs Turkey took the share of the cakeôs 0.003% while this 

share increased 1.25%. Of course everything was not shining all the time. In 1986, negative 

effects of twin reservation of some firms, application of currency price on internal tourism, terror 

movements in Europe and Chernobyl Tragedy caused decreasing of tourist entrance (8.6 %) and 

tourism incomes (18%) (Egeli, 1997:114; Bulut, 2000:75). But even these unfavourable 

formatives could not inhibit the improvement. Between the years 1987 and 1991, every 0.75 

Euro that government gave as a pecuniary support to tourism sector returned 19 Euro to it 

(Taĸar). This data prove the advance of tourism after the 1980ôs.  

 

Table.2 Tourist Arrivals and Tourism Incomes in Turkey (1980-1990) 

 

Years Tourist Arrivals Tourism Incomes 

http://ekutup.dpt.gov.tr/ekonomi/gosterge/tr/
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(000 Person) (In Millions of ú) 

1980 1 288 246 

1983 1 625 317 

1984 2 117 414 

1985 2 615 826 

1986 2 391 718 

1987 2 856 1 115 

1988 4 173 1 779 

1989 4 459 1 932 

1990 5 389 2 437 

Source: http://ekutup.dpt.gov.tr/ekonomi/gosterge/tr/ (15.03.2007) 

 

 1990ôs did not begin fairy events for both world and Turkey. With the beginning of Gulf 

War Turkeyôs tourism found itself in a dead-end. Because of its geological situation holiday 

reservations were cancelled in the country. Although the war was finished on February 1991, 

effects continued with the new worse formatives as condensation efforts of foreign travel 

agencies in the sector for domination and failure of European Overview Campaign which was 

started on 1
st
 April 1991. Even though there was an increase after the half of the year, incomes 

did not affect positively because of low price application. In other words, while tourist number 

increased 2.4% according to the previous year, the tourism incomes decreased 19.8% (Egeli, 

1997:116). Of course there were also different adversities about the sector but both tourist 

number and tourism incomes increased until 1998. With the effect of Asian Crisis in 1998, 

increasing of terror attacks and the big earthquake in 1999, stabilisation mode of capitalisation in 

the world, important price dumping in some countries like Spain, Greece and Portugal, Turkeyôs 

seasonal tourism conception tourist number and tourism incomes decreased (¢ēmat & Bahar, 

2003:4).  

 

Table.3 The Share Of Tourism Investments In the Fixed Capital Investments  

              (1991-2004) 

 

Years Private Public Total 

1991 4.7 1.5 3.7 

1992 3.5 1.6 2.9 

1993 2.4 1.7 2.2 

1994 2.3 1.9 2.2 

1995 2.4 2.4 2.4 

1996 2.3 1.3 2.1 

1997 2.5 0.6 2.1 

1998 3.7 0.5 2.9 

1999 5.5 0.5 4.0 

2000 4.9 0.5 3.6 

2001 6.3 0.6 4.4 

2002 6.9 0.8 4.6 

2003 8.6 0.7 6.2 

2004 7.2 0.7 5.6 

Source: http://ekutup.dpt.gov.tr/ekonomi/gosterge/tr/ (15.03.2007) 

 

http://ekutup.dpt.gov.tr/ekonomi/gosterge/tr/
http://ekutup.dpt.gov.tr/ekonomi/gosterge/tr/
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 While Turkey was fighting with financial crisis in 1999, 2000, 2001 and global terror 

attacks that happened all over the world and Turkey, its tourism sector stand out against all of 

these. As Turkish tourismôs share in the international tourism incomes was 1.6% in 2000, it 

increased 2.9% in 2005. At the same period foreign tourist number increased from 10.4 million 

to 21.1 million and tourism incomes increased from 5.76 billion Euros to 13.75 billion Euros. 

While the documented bed capability from Culture and Tourism Ministry was 352 thousand in 

2000, it was 450 thousand in 2005; documented bed capability from municipality was 350 

thousand in 2000 and became 400 thousand in 2005. With these advances, Turkey was 12th in 

the order of most tourist acceptable countries in 2005 and in the order of tourism incomes it was 

8th (IX. Plan). Although the bed capability increase and important improvements, need of a 

reform about presentation and marketing is specified both in VIII. Plan (2001-2005) and IX. Plan 

(2007-2013). 

 

Table.4 Tourist Arrivals And Tourism Incomes In Turkey (1991-2005) 

 

Years 
Tourist Arrivals 

(000 Person) 

Tourism Incomes 

(In Millions of ú) 

1991 5 518 2 004 

1992 7 076 2 749 

1993 6 501 2 991 

1994 6 671 3 265 

1995 7 727 3 745 

1996 8 614 4 269 

1997 9 712 5 290 

1998 9 431 5 422 

1999 7 487 3 931 

2000 10 428 5 768 

2001 11 619 6 111 

2002 13 247 6 406 

2003 14 030 9 972 

2004 17 518 12 085 

2005 21 100 13 750 

Source: http://ekutup.dpt.gov.tr/ekonomi/gosterge/tr/  (15.03.2007) 

             http://ekutup.dpt.gov.tr/plan/ix/9kalkinmaplani20070302.pdf (15.03.2007) 

 It is estimated that people who make travel for touristic aims will be 1 billion in 2010 and 

will be 1.6 billion in 2020 (Bulut, 2000:73). In this situation Turkey estimate its tourist number 

38 million in 2013 and tourist income 14.80 billion Euros in the IX. Plan. So it can be said that 

Turkey is so much desirous to develop its tourism sector. But previous Plans show us that Plan 

targets mostly donôt come true. As being an open museum country with covering by three seas, 

climate four seasons, cultural and historical treasures and amiable citizens Turkey have to be in a 

better situation in the world orders, it has a great potential for it. Making the needed reform, 

breeding its people and with more investments our good wishes come true.        

      

3. SITUATION OF THE TOURISM SECTOR IN TURKEYôS ECONOMY  

 

 Tourism affects Turkeyôs economy and has importance in different ways. These ways can 

be ordered as effects on GNP, on touristic commercial rates, on domestic prices, on 

governmental incomes and expenditures, on employment, on sectors, on infrastructure, on 

http://ekutup.dpt.gov.tr/ekonomi/gosterge/tr/
http://ekutup.dpt.gov.tr/plan/ix/9kalkinmaplani20070302.pdf
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balance between regions and finally on payments balance (Olalē,1984:19-20). In order to most of 

researchers the importance and effect of the tourism in an economy are measured with the share 

of tourism incomes in GNP, in this part a short look to share of tourism incomes in GNP will be 

done. As the headline keeps the situation after 1990s, Table 5 which shows the share of tourism 

incomes in GNP that are kept the values between 1990-2005. But it shouldnôt be forgotten that in 

these tables tourism incomes provided from international tourism are included. Domestic tourism 

incomes are hard to be measured. 

 

Table.5 Share of Tourism Incomes in GNP (1990-2005) 

 

Years 
GNP 

(Million Euro) 

Tourism 

Incomes 

(Million Euro) 

Tourism 

Incomes 

/ 

GNP 

(%) 

1990 112 756 2 422 2.1 

1991 112 836 1 993 1.8 

1992 118 813 2 733 2.3 

1993 134 286 2 973 2.2 

1994 99 412 3 245 3.3 

1995 127 732 3 723 2.9 

1996 137 885 4 477 3.2 

1997 144 481 6 074 4.2 

1998 155 122 5 864 3.8 

1999 139 136 3 907 2.8 

2000 151 115 5 734 3.8 

2001 111 273 6 075 5.5 

2002 135 851 6 363 4.7 

2003 179 667 7 266 4.0 

2004* 226 000 11 900** 5.0 

2005* 271 000 13 700** 5.1 

Source: Kar et. al., 2004, p.95 

* This yearsô values are got from   http://www.ttyd.org.tr/istatistikler.html (16.03.2007) 

** Incomes from foreigners + Turks live in abroad 

    

 As it is shown in Table 5, in the crisis years like Gulf War, Asian Crisis or all financial 

and political crisis time, rate between tourism incomes and GNP decreased. But the values didnôt 

change together all the time. For example in 1994 GNP value decreased but tourism incomes 

increased. With the stabilisation almost all parts of economy and politics, the values has got 

higher recently. Although it is obvious that Turkey has a great development in its tourism sector 

almost in 35 years, it still couldnôt enough for the country like Turkey which has a great potential 

about tourism sector.    

 

4. TOURISM AND PAYMENTS BALANCE     

 One of the economical indicators of tourism is share of tourism incomes in export 

incomes. Incomes from international tourism make positive effects on the payment balance being 

in form of additional export or invisible item (¢ēmat & Bahar, 2003:10). Tourism, which is one 

of the fastest improving sectors, is an instrument of emerging countries for their developments. 
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So that tourism has a great important not only for its contributions in GNP but also for foreign 

exchange incomes that provide healing of payment balance (Yavuz, 2006:162).  

 Widely, the balance of payments measures the payments that flow between any 

individual country and all other countries. It is used to summarise all international economic 

transactions for that country during a specific time period, usually a year (Wikipedia). Somehow 

balance of payments is used for determining of payments from one country to others and 

incomes that are achieved from foreign countries (Ķ­ºz, 2005:236).  

So, foreign exchange incomes and expenditures and their values are important for 

creating the balance of payments. At this point importance of tourism sector is getting high, 

especially for developing countries. Because theyôve also battled with external deficits for years 

and for their development they need intermediate and capital goods. As being a foreign exchange 

provider, tourism looks like a ólifeguardô for them. Foreign exchanges that have been got from 

international tourism can be effective on foreign exchange supply and demand. In the domestic 

country which is attractive for tourists foreign exchange supply increase and in the foreign 

country foreign exchange demand increase. Thus domestic country gets foreign exchanges and 

absolutely its balance of payments is affected by entrance of it.  

If tourism brings in foreign exchange, it can remind of exports. So that the incomes are 

achieved from tourism are called invisible export and all kind of goods and services that are sold 

to tourists are called additional exports (ķen, 2005:19). 

The effect of tourism on the balance of payments is unavoidable; it can be understood 

from the explanations above. But this effect cannot be positive all the time. The rule is that 

foreign exchange revenues must be more excessive than foreign exchange expenditures. 

Otherwise balance of payments will be affected negatively. 

For getting net foreign exchange income some terms must be formed (Bulut, 2000:78; 

ķen, 2005:19); 

 

First, the rate between foreign exchange expenditures (c) and foreign revenues (r) must 

be under 1 (c/r1); 

Foreign exchange share of tourism sector must be much more than the foreign     

exchange when there is not a tourism sector in that country. 

 

Tourism incomes and expenditures together make óexternal tourism balanceô. For a 

narrow meaning, external tourism balance means tourism incomes from foreign tourists and 

residentsô foreign exchange expenditures when they are abroad. Incomes are specified in active 

part and expenditures specified in passive part. The total of these will  help to make the 

assessment of this balance. 

If external tourism balance is examined, it can be seen that international touristic 

movements do not only depend on the entrance and exit of the tourists. Thus, there are primary, 

secondary and tertiary effects of tourism on balance of payments. Primary effects include daily 

expenditures of tourists. Secondary and tertiary effects include touristic imports, commissions of 

travel agencies, profit shares of foreign investments, interest payments, effects of touristic 

incomes to suppliers of other goods and services manufacturers. In fact, for measuring the effect 

of tourism on payments balance primary effects are often used (ķen, 2005:20). So that share of 

tourism incomes in export incomes can show us this effect. 

 

Table.6 Share of Tourism Incomes in Export Revenues (1991-2005) 

 

Years 
Export Incomes 

(Billion Euro) 

Tourism 

Incomes 

Tourism 

Incomes 
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(Billion Euro) / 

Export Incomes 

(%) 

1991 10.2 2.0 19.8 

1992 11.0 2.7 24.5 

1993 11.5 3.0 26.1 

1994 13.6 3.2 23.8 

1995 16.2 3.7 23.1 

1996 17.4 4.2 24.1 

1997 19.7 5.2 26.6 

1998 20.2 5.4 26.7 

1999 20.0 3.9 19.5 

2000 21.0 5.7 27.3 

2001 23.5 6.0 25.9 

2002 27.1 6.3 23.5 

2003 35.5 7.2 20.5 

2004 47.5 11.9* 25.2 

2005 55.2 13.6* 24.7 

* Incomes from foreigners + Turks live in abroad 

Source: http://www.ttyd.org.tr/istatistikler.html (16.03.2007) 

 

 As Table 6 shows, tourism incomes are very important for Turkeyôs economy. Share of 

tourism incomes in export incomes increased from 1991 to 2005. Of course some values are 

bigger than 2005ôs value. But it isnôt forgotten that Turkey is still a developing country situation 

and has battled lots of internal and external crisis in the period of 15 years. Also the rate of 

covering of tourism incomes to external trade deficit helps to understand the contribution of 

tourism for balance of payments. 

 

Table.7 Rate of Covering of Tourism Incomes to External Trade Deficit (1990-2006) 

 

Years 

External Trade 

Deficit 

(Million Euro) 

 

Tourism 

Incomes 

(Million Euro) 

Rate of 

Covering of Tourism 

Incomes to External 

Trade Deficit 

(%) 

1990 7 023 2 033 28.9 

1991 5 603 1 995 35.6 

1992 6 131 2 735 44.6 

1993 10 586 2 976 28.1 

1994 3 882 3 248 83.6 

1995 10 578 3 726 35.2 

1996 15 336 4 247 27.6 

1997 16 762 5 268 31.4 

1998 14 243 5 395 37.8 

1999 10 587 3 904 36.8 

2000 20 092 5 740 28.5 

2001 7 566 6 081 80.3 

2002 11 648 6 375 54.7 

http://www.ttyd.org.tr/istatistikler.html
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2003 16 603 7 274 43.8 

2004 25 839 9 114 35.2 

2005 32 548 10 471 32.1 

2006 39 006 9 436 24.1 

 Source: http://www.dtm.gov.tr/ead/gosterge/baslica.xls (17.03.2007) 

http://www.tursab.org.tr/content/turkish/istatistikler/gostergeler/63TSTG.asp 

(17.03.2007) 

 

It can be proved from the rate in the Table 7 that the tourism income of Turkey is very important 

to match external trade deficits. Average covering of tourism incomes to external trade deficit is 

40%. It is a high value.  

As it has been said above, developing countries need foreign exchange for providing 

capital goods to remain their development, fighting with foreign exchange bottlenecks and 

clearing the deficit of payments balance. Tourism is one of the most important item that 

contribute foreign exchange to the economy. Because of this reason, this sector is in Top 10 for 

developing countries to accomplish their improvement. So Turkey had targeted to develop its 

tourism sector in 1960s with the Plans but the improvement began in 1980s. Today the last point 

is average of 40%. It is a high value then if you consider the ódirtyô economic history of Turkey. 

Also increasing of touristsô number, tourism revenues and tourism investments show that Turkey 

has learnt the importance of the sector and try to improve all values of it.  

 

5. CONCLUSIONS 

 Nowadays, with becoming a life style or life art, tourism has an important place for both 

developed and developing countries. It is defined as the most consistent and the fastest growing 

sector in the world after World War II. Globalisationôs effect on the contagion of tourism canôt 

be contradicted. Especially, in these days impact of globalisation is heaviest, importance of this 

sector has increased one more step. 

 However, Turkey understood this sectorôs importance for development lately. Actions 

began in 1960s did not get a solution until 1980s. With the 24 January 1980 Decisions Turkey 

opened its doors to world and promulgated open-door policies in all economic, social and 

cultural areas. These Decisions declined import substitution system which had been performed 

and accepted export led growth. According to this, the importance of foreign exchange for a 

developing country has been understood. Everyone knows for growing and developing emerging 

countries need capital goods. For buying capital goods and intermediate goods they need foreign 

exchange. This time, Turkey believed the word ógrowthô faithfully. So export was elected instead 

of import. But there was another sector which could provide foreign exchange to the country: 

Tourism.  

 Although it has positive effects on incomes and employment, for developing countries 

like Turkey covering balance of payments deficit effect is much more important, because this 

deficit has become a chronic item for Turkey.  To understand this effect most researchers look 

for the rate of tourism incomes in export incomes. Turkey has an increase inclination between 

the years 1991-2005.  Also rate of covering of tourism incomes in external trade deficit can be 

examined. At the average, this rate is 40% for years 1990-2006. This is an incredible figure for 

Turkey. If one looks the values separately, he can see that this rate never decrease 24.1% for 

these years and even in crisis years rates gets higher values. So these results prove us effect of 

tourism incomes on payments balance of Turkey has an important place.  

 Owing to growth strategy of Turkey, these external deficits will be for a while. Last five 

yearsô deficit values have proved it. So Turkey has to be improved in its tourism way. The values 

are better but not the best. Turkey has a great potential about tourism, it is a tourism heaven. 
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Turkish government knows the truth and examines it in IX. Plan. For attracting more tourists 

presentations and advertisements must be increased. For providing touristsô pleasure bed 

capability, qualified employee number must be increased and currents must be improved. Also, 

still infrastructure and environment problems exist. They have to be resulted. Turkey has four 

seasons in a year. When you are swimming in south, maybe someone is making snowman in the 

east. It has amazing historical relics all over the country. Diversifying the tourism activities will 

be beneficial to increase tourist numbers and tourism incomes.        
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ABSTRACT 

Community participation is regarded as an important tool for successful tourism development 

planning. Western scholars generally agree that active community participation in decision 

making will benefit local communities. However, in developing countries, such participation is 

difficult to put into practice because of shortcomings in structural, operational and cultural 

limitations in the tourism development process (Tosun, 2000). A study in Langkawi Islands, 

Malaysia was conducted in March to July 2004 to explore and identify weaknesses in, and 

constraints upon current community participation frameworks. 

The study adopted a mixed method approach combining both quantitative and qualitative 

methodologies. Quantitative data was gathered through 800 questionnaires distributed to a 

stratified sample of local community members in the islands. 392 questionnaires were returned 

and analysed using SPSS version 12. A Principal Component Analysis shows three main 

problems in existing community participation approaches: (1) inadequate information about the 

participation process; (2) limitations in participation procedures; and, (3) local residentsô 

negative attitudes towards the process. Qualitative data was gathered through 40 semi-

structured interviews with local stakeholders including hotel managers, government and non-

government agencies representatives, resort and tourism developers and community leaders. 

Interview data was analysed using Ritchie and Spencerôs (1994) óframework methodô. Three key 

issues were identified: (1) the weakness of the current community participation approach; (2) 

local residentsô attitudes to the participation program; and, (3) aspects for improvement in 

community participation approach.  

Finally based on the studyôs finding, several suggestions are put forward for a future framework 

for community participation in the study area. Given that community participation exists in 

different sizes and objectives, a future participation framework should provide an alternative for 

optimum involvement with a potential for a higher participation level.  

 

Keywords: Tourism development, community participation, decision-making process, Langkawi 

Islands. 

 

 

1. INTRODUCTION  

Tourism is an important mechanism for economic development and the creation of 

employment opportunities in many countries (De Kadt 1979; Pearce 1989; Hall 1998; Wahab 

2000). This has attracted attention from the governments of developing countries looking to 

maximize economic benefits from tourism development in their own countries (Jafari 1974; 

Jenkins & Henry 1982; Lee 1987; Winpenny 1982). Many developing countries have tried to 

exploit the tourism industry for economic stimulation by getting foreign investment, capital, and 

surplus from currency exchange (Din 1997; Telfer 2003). However, even when the governmentsô 

economic achievements from tourism are recognised, their response to public participation 
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process during the stages of tourism planning and development is always questionable. Local 

community participation in the decision-making process is always limited or sometimes 

marginalized, particularly in developing countries (Edelmann 1975; Lea 1988; Timothy 2000). 

Local communities not only fail to participate in the decision making process, but also fall short 

in maximising the benefits of tourism development (France 1998; Scheyvens 2003). 

Researchers (Keogh 1990; Hall 1998; Timothy & Tosun 2003) stress the importance of 

public participation in the decision-making during tourism planning and development. Tourism 

planning involves many stakeholders, such as government agencies, private companies, and non-

government organizations (NGOs), which should strengthen the importance of public 

contribution in the public participation process. It is the public who are the most important party, 

since it is they who will be most affected either positively or negatively (Tosun 2000) by tourism 

planning and development. In fact, public participation in tourism development does not only 

relate to the decision-making process and the benefits of tourism development, but also regarded 

integral to sustainable tourism (Dô Amore 1992; Green 1995; Leslie 1993; Murphy 1988).  

 

2. TOURISM PLANNING IN MALAYSIA  

In Malaysia, government involvement in tourism development began in the 1970s; this 

followed an economic downturn and the decline in popularity and demand of commodity 

products, which caused the government to explore new resources, with the aim to improve 

Malaysiaôs economy (GOM 1976). This resulted in the establishment of the Tourism 

Development Corporation (TDC) in 1972 following the Pacific Association of Travel Agencies 

(PATA) conference in Kuala Lumpur. Following the establishment of the TDC, the first Tourism 

Master Plan was completed in 1975 with help from international consultants. The plan provided 

a detailed explanation of the policies for tourism planning and development in Malaysia. 

However, the implementation of the 1975 Tourism Master Plan met with resistance from local 

residents, because of perceived negative social and cultural impacts that tourism could have on 

the local society. However, continuous efforts by the government and economic benefits 

resulting from tourism development have changed the residentsô perception of the industry from 

a negative to a positive stance (Wells 1982; Sharif 2000).  

A part from the 1975 Tourism Master Plan, the national Five Years Plan, which is 

produced by the federal government in every five years is also important in formulating the 

strategy for tourism planning and forecasting the progress of tourism development in Malaysia. 

The plan is used for statistics and budget allocation for tourism development in every state in 

Malaysia. It also outlines government policies and strategies for tourism development. The 

government also promotes Malaysia as a tourist destination for international visitors, by 

reference to Malaysiaôs political stability. These all regarded as important policies that will help 

to create a favourable image of Malaysia internationally. Additionally, the policies in the Third 

Five Years Plan (1976-1980) reveal that whilst community participation in tourism development 

is important (GOM 1976), the focus is more on sharing the economic benefits rather than 

involvement in the decision-making process. The policies fail to explain how the public can be 

involved in the decision-making process. 

 

3. THE CASE OF THE LANGKAWI ISLANDS 

This research focuses on the Langkawi Islands as a case study (Figure 1). The Langkawi 

Islands have experienced tremendous development in public infrastructure and tourism facilities 

since 1986 when the island was declared as a duty free area. Many construction projects on the 

islands have only one purpose: to accommodate tourism development. Since he was taking the 

office, former Malaysia Prime Minister, Dr. Mahathir Mohamed has encouraged local and 

international investors and businesspersons to invest in the Islands.  
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Figure 1: Langkawi Islands, Malaysia 

 
Source: Langkawi Municipal Council (2005) 

To guide the progress of tourism development in the Langkawi Islands, the government 

prepared the Langkawi Structure Plan, which was gazetted in 1991. The 1990 Langkawi 

Structure Plan outlined the government policies and strategy for socio-economic and physical 

planning and development for Langkawi Islands from 1990 until 2005. During the preparation of 

the Langkawi Structure Plan, local residents have been provided with an opportunity to give their 

comment and suggestion. Nevertheless, based on his study, Din (1993) questioned the 

effectiveness of the public participation process during, since local residents can only participate 

without influence the decision making-process. Similarly, Hashim (1986) and Mohd Saad (1998) 

also argued the transparent of the decision making process. Mohd Saad (1998) stated that 

government administrator has made most of the decisions without public consultation. Due to 

that, most of issues related to tourism planning and development failed to address the need of 

local residents (Din 1993, 1997) 

Therefore, Din (1993) suggested that local residents should be given greater chances to 

voice their opinions or ideas, despite of shortcomings in implementation approach and the lack 

of their understanding. Local residents need to be informed of tourism development since the 

lack of knowledge of tourism might result in the low level of awareness in the participation 

process and could contribute to negative perceptions.  

 

4. RESEARCH METHODOLOGY  

Johnson and Onwuegbuzie (2004: 17) defined mixed methods research as óthe class of 

research where the researcher mixes or combines quantitative and qualitative research 

techniques, methods, approaches, concepts, or language into a single studyô. Creswell et al. 

(2003) stressed that the mixed method researcher can give equal priority to both quantitative and 

qualitative methods or choose to emphasise either one or the other, but a researcher should select 

the designs óthat effectively answer their research questionô (Johnson and Onwuegbuzie (2004: 

20). 

Therefore, from six designs suggested by Creswell et al. (2003), the concurrent 

triangulation design was selected and employed in this study after considering the study 

objective and question under investigation. Figure 2 defines the steps involved in concurrent 

triangulation design in this study. The quantitative and qualitative methods are used as separate, 

but complementary, means to cover the weakness of one method with the strength of another 

Langkawi 

Islands 
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method. The result from both analyses were compared and integrated in the interpretation 

process.  

Figure 2: Research process 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

5. RESEARCH FINDINGS 

 

5.1 RESPONDENTS RESPONSE TO THE PROBLEMS IN THE PUBLIC PA RTICIPATION 

PROCESSES 

An exploratory factor analysis (EFA) using principal component analysis was carried out 

to identify the respondentsô perceptions of the problems of the public participation process. The 

Barlettôs Test of Sphericity shows statistical significance with the Kaiser-Meyer-Olkin value of 

0.7, exceeding the recommended value of 0.6 (Hair et al. 1995). This means the items can be 

subjected to further exploration to identify the underlying factors that may exist. Reliability 

analysis (Cronbachôs alpha) was calculated to test the reliability and internal consistency of each 

factor and a cut-off point of 0.45 was used to include items in interpretation of a factor (Table 1).   
Table 1:  Factor analysis on the public participation process (N=392) 

Research Objectives 

Mixed Methods 

Design  

Compare quantitative and qualitative findings 

Quantitative data analysis: 

Using descriptive and analytical 

analysis with SPSS 12.0 software 

Quantitative methodology: 

Household surveys 

Sample size:  
 383 respondents 

Response rate:  

50% response rate 

(392 questionnaires) 

Question types: 
Closed-ended status questions 

Main objectives:  
1. To identify residentsô opinions and 

attitudes on the public participation 

approach 

2. To identify residentsô support for future 

public participation processes 

 

Qualitative methodology: 

Stakeholder interviews 

Sample size:  

40 respondents (100% response 

rate) 

Question types: 

Open-ended status questions 

Main objectives:  
1. To identify the approach of the existing 

public participation framework in the 

study area 

2.To question the strategy used and 

problems identified when implementing 

public participation  
3.To determine how far the residents are 

allowed to participate during the 

involvement program 
 

Qualitative data analysis: 

Using óframework techniqueô and 

NVivo 2.0 software for data analysis  
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33 Factor of participation problems 
Factor Loading 

Commonality 
1 2 3 4 

Factor1: Implementation weakness 

The involvement was limited to early 

stages 

.816    .678 

Was excluded from participation 

process 

.787    .707 

Only selected individuals were invited .713    .573 

The process was difficult and too 

complex 

.629    .703 

Factor 2: Inadequate information 

Did not know how to participate  .807   .671 

Did not have enough information  .804   .673 

Was not aware of the participation 

program 

 .730   .572 

Factor 3: Resident attitudes 

Did not ready to participate   .865  .782 

No interest in participating   .827  .703 

The process was not important   .589  .515 

Factor 4 a 

Was not invited to participate    .848 .824 

Eigenvalues 2.93 1.87 1.58 1.00  

Variance (%) 26.69 17.03 14.40 9.15  

Cumulative variance (%) 26.69 43.73 58.13 67.28  

Cronbachôs alpha .67 .75 .68 -  

Factor Item 4 4 3 1  
 a  Factor 4 has only one item and was excluded for further analysis. 

From the Varimax-rotated factor matrix, four factors representing 67.28 % of the 

explained variance were extracted from 11 variables. However, factor number four was excluded 

from further analysis because it consists of one item, leaving another three factors with at least 

three or more items. The results showed the alpha coefficient for all three factors ranged from 

0.67 to 0.75. The value is acceptable as it is above the minimum value of 0.50 indicated for 

reliability for basic research (Nunnally 1967).  

 

5.2 STAKEHOLDERS VIEWS ON  THE PUBLIC PARTICIPATION  IMPLEMENTATION  

Stakeholder interviews identified three problems in the public participation processes in 

the Langkawi Islands. The first relates to government control in the decision-making processes. 

This situation existed in all decision making during the Structure Plan and Local Plan studies. 

Excessive control by the government limited the publicôs involvement in the decision making 

process. One of the government officers (Respondent 5) explained:  

ñ...if the public disagree with the plan they can make an enquiry to the State Planning 

Committee. That was the highest level of participation in any physical plan development in this 

country...even though, the state planning committee considered the enquiry, the committee was 

still free to make a decision which they held to be relevant.ò  

Interestingly, the residents understood how the decisions were made. Although they were 

encouraged to attend the draft plan exhibition, they did not have an opportunity to raise any 

questions or suggestions. Community leaders viewed the exhibition technique as not effective 

since the residents could not participate actively. One of the community leaders (Respondent 32) 

stated his regrets:  



International Tourism Biennial 
 

Canakkale Onsekiz Mart University, School of Tourism & Hotel Management 

 

34 
ñUsually, the decision was made at the top level of administration without in-depth 

involvement from the local level. Even when they (government officials) went to the local level, 

the approach used was not effective because we were not able to be actively involved.ò  

Second, the weaknesses of the existing participation approach were another major 

concern for most of the interviewees. They claimed that flaws in the current practice had limited 

residentsô opportunity to be properly involved in the decision-making process. A community 

leader (Respondent 32) explained his views on that situation:  

ñI think the priorities in the participation process was just to inform the residents but not 

to look at their reaction...actually, some of the residents had objections but the problem was that 

they didnôt have proper means for voicing their objections...the government approach was very 

simple...we were only involved in the early stages of participationò  

An officer from the government department also did not deny the failure of the existing 

participation process. The officer (Respondent 5) remarked how the limitation exists: 

ñOne of the failures was when we did the Structure Plan or Local Plan, the consultant 

carried out the household survey among the community and they claimed that that was public 

participation. That was right, but it was only a one-way communication approach. I mean the 

residents just filled the questionnaire without having a discussion with the consultant to draft the 

plan togetherò  

Finally, the attitude of residents also contributed to the ineffectiveness and low response 

to the public participation process. The government officials blamed the residentsô negative 

attitudes for not participating in the involvement process. One of the government officers 

(Respondent 11) explained:  

ñThey (the residents) did not participate because of their attitude...normally; people will 

not react unless something happens...they just wait to see what will happen to the development 

before giving their feedback.ò  

However, the community leaders claimed that the residents were not involved because of 

insufficient information. They stressed that the government needs to inform and educate the 

residents prior to any participation process. One of the community leaders (Respondent 34) 

explained further:  

 ñI think they (residents) were not involved because they knew nothing...it is so often for 

us to find out about any project only after they (project proponents) had started their work...ò  

The NGO representative in a contrary statement blamed the government for not educating 

the residents. Based on his experience in the 1990 Langkawi Structure Plan, he (respondent 37) 

stated that: 

ñémost of them (the residents) are not involved because they are not understood about 

the Structure Plan. Thatôs why since 1991, we have urged the state and local government to 

educate local community about tourism development, the benefits to get involve and the 

consequences from the development. We suggest them to organise a seminar or forum for local 

community but nothing was done until now.ò 

 

6. DISCUSSION: COMPARING THE RESIDENTS AND STAKE HOLDERS VIEWS 

In a comparison of the findings, the quantitative and qualitative results show that the 

three main problems of the participation process are as follows:  

1. Government control in the decision making process. This issue was influenced by the 

administration system and bureaucracy constraints. The legislation limitation was also a 

major issue since many of the important regulations and procedures were designed to 

maintain government control.  

2. The implementation weaknesses resulted in the simplicity in the existing participation 
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approach. The level of knowledge among the government officials (see chapter 6) also 

contributed to these problems.  

3. Residentsô attitudes. It was undeniable that some of the residents had a negative attitude 

towards the government program and the participation process. However, the significant 

findings were that the limited information of the participation processes and the level of 

education caused those problems. Since the limitation of information decreased the 

number of participants, a low level of education resulted in the failure to increase the 

quality of comments or suggestions. 

Despite of the problem, the majority of respondents supported a greater involvement for 

future public participation processes. Survey results show that most of the respondents want to 

have more information (87%) and take part in the consultation process (82%). Although the 

current practice in Langkawi does not include the participants in the decision-making process, 

the respondents want to be involved in the decision-making process (78%). They want to share 

the responsibility in making the decision (76%) and more than half of the respondents (53%) 

want to have complete control in the decision-making process. 

However, the stakeholders reacted differently to the survey respondents, regarding  the 

suggestion of greater public involvement. Most of them suggested that several aspects should be 

considered before the residents could be involved at higher levels of participation. One of the 

government officers (Respondent 2) remarked: 

ñFirstly, we must educate the public about the meaning of the participation process and 

what they should do when they come to participate. However, I think at this moment our citizens 

are not ready for a higher level of involvement yet, maybe in the next 10 or 15 years. The highest 

level they can make a contribution is at the consultation level.ò  

Community leaders (Respondent 35) supported this position:  

ñI think our community is only ready to be involved to the second level (consult) because 

we have to consider their level of education also, since many of them still cannot understand the 

purpose of the participation itself. What we need to do is to educate them and after that we can 

think about the next level, if not we will struggle even at the first level.ò  

However, another government officer (Respondent 4) explained that the problem not only 

existed among the residents but also within the government staff:  

ñWe at the government level were also still in the learning process especially within local 

government, because we need to train and expose staff to the participation process. Therefore, 

for the local people for sure they were one-step behind us.ò 

Even though there were differences between survey respondentsô views and the 

stakeholdersô views on the stages of future involvement processes, several suggestions, such as 

increasing the education level of residents and government officials, were important for further 

consideration. These factors significantly influenced the effectiveness of the existing public 

participation process in the study area. The range of stakeholdersô opinions on improvements to 

the participation approach show how the system was run in the study area and Malaysia 

generally. The public seems to understand their right and need for greater participation in the 

decision-making process. However, by contrast, some government officials object to any 

suggestion to provide more opportunities for greater public involvement, even though they 

recognise its importance to improve the decision-making process.  

Some differences existed in the case of participation problems. The interviewees from the 

government groups explicitly represented the government and viewed the problem from their 

working experience. They thought the residentsô attitudes played a major role in their response to 

the participation processes. Community leaders, however, disagreed and explained that the 
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implementation weaknesses and the limitations in the involvement process were the reasons for 

the weak response from the residents, and affected their ability to participate effectively. 

However, this study found that the residents were not excluded in any of the public participation 

process, in fact, they were encouraged to participate, but some limitations in the practice had 

unintentionally excluded them from the process. 
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 ABSTRACT 

With its economic, social, cultural and politic effects tourism produce important results 

especially in international economic and politic relations in addition to national economy in 

present days. This condition increases the importance of tourism so the importance of evaluating 

international tourism movements not only in developed countries which have a big market share, 

but also in developing countries. To augment a countryôs tourist receipts depends on 

comprehensive analyses of tourists profiles and meet their requests, needs and expectations at 

top level. Therefore it is very important to recognize the tourists better and serve them suitable 

products and services to their requests, needs and expectations. For that reason international 

tourism movements should be comprehensively analyzed. The last 15 year development trends of 

Mediterranean region where are important destinations of world tourism movements is 

investigated and the share of Turkey in international tourism is analyzed in this study. According 

to the results of the analyses and investigations the competitive strategies that should be used are 

determined. Finally, the developments and changes lived in the last 15 years have been 

explained and a framework have been drawn for the region and our country in order to take 

place in major destinations and to increase their market share in the future. 

 

Keywords: International Tourism Movements, Mediterranean Region, Turkey, Competitive 

Strategies. 

 

 

INTRODUCTION  

Tourism is one of the fastest developing sectors in the world. The substantial growth of 

the tourism activity clearly marks tourism as one of the most remarkable economic and social 

phenomena of the past century. The number of international arrivals shows an evolution from a 

mere 25 million international arrivals in 1950 to an estimated 763 million in 2004, corresponding 

to an average annual growth rate of 6.5 per cent (UNWTO, ñaò, 2006). According to World 

Tourism Organizationôs data international tourism maintained its fast growing in 2005.  

The number of international tourist arrivals was 439 million and international tourism 

receipts was 270 billion dollar in 1990 while the number of international tourist arrivals was 806 

million and international tourism receipts was 680 billion dollar in 2005. Europe is an important 

destination which takes nearly 55% of international tourism movements and Mediterranean 

region takes nearly 20% of Europeôs tourist arrivals. On the other hand, Mediterranean region is 

one of the most popular destinations in the world where the action of tourism born, develop and 

attract lots of tourists. 

Tourism is not only arguably the world's largest industry; it also involves the greatest 

flows of people on the surface of the earth. It is, therefore, a major agent of change in today's 

world. With this new tendency, customization has also begun to play an important role in the 

industry. Tourism actors are attempting to gain a competitive power by taking into consideration 

the individual needs. The tourism product has thus been transformed over time from being 

completely dominated by mass tourism to an industry that is quite diversified and caters more to 
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the individual needs of its participants. Growing number of people, especially those who travel 

frequently now approach tourism with different expectations. Rather than simply going on sight-

seeing tours and relaxing at poolside, these tourists search for more meaningful or intense 

experiences (Akpēnar, 2003). 

 The rise of the new technologies, changing lifestyles, changing consumer behavior and 

values provide the fundamental driving force for a new tourism approach. The increased travel 

experience, flexibility and independent nature of the new tourists are generating demand for 

better quality, more value for money and greater flexibility in the travel experience. These 

changes in tourism approach give rise to competition in world tourism. To care their market 

share or to increase their market share that they take from international tourism, countries should 

change their tourism approaches, diversify their tourism activities and revise their competitive 

strategies.  

 

1.1 INTERNATIONAL  TOURISM M OVEMENTS AND TOURISM RECEIPTS IN WORLD 

Worldwide tourist arrivals are estimated at 806 million in 2005. The majority of 

international tourist arrivals corresponded to trips for the purpose of leisure, recreation and 

holidays (50%) reaching a total of 402 million. Business travel accounted for some 16 per cent of 

the total (125 million) and another 26% consisted of travel for other motives, such as visiting 

friends and relatives, religious purposes/ pilgrimages, health treatment, etc (212 million). For the 

remaining 8% of arrivals the purpose of visit was not specified (UNWTO, ñbò, 2006). 

Based on information from the large majority of destination countries that have reported 

receipts data for the full year, it is estimated that worldwide receipts from international tourism 

reached US$ 680 billion (548 billion euros) in 2005. In absolute terms, international tourism 

receipts increased by US$ 49 billion in 2005. In size, this signifies an amount comparable to the 

receipts of the worldôs second biggest tourism earner, Spain, or to the combined receipts of the 

Caribbean, Central America, South America and South Asia (UNWTO, ñcò, 2006). 

Compared with 2004, the top-ten rankings in 2005 remained virtually unchanged. For 

international tourist arrivals, the major change has been that Turkey entered the ranking in the 

ninth position, as a result of its 21% increase in 2005 ïon top of a 26% rise in 2004. Turkey has 

consolidated its position in recent years as the fourth most important destination in the 

Mediterranean region and the sixth in Europe after the tourism giants France, Spain, Italy, the 

UK and Germany. The results in Southern and Mediterranean Europe owe much to the excellent 

results achieved by Turkey (+21%) and the solid performance of Spain (+6%), which has 

succeeded in diversifying its markets through the development of new products that highlight the 

multiple, lesser-known attractions of the country (UNWTO, ñbò, 2006). 

 

1.2 INTERNATIONAL TOURISM MOVEMENTS AND TOURISM RECEIPTS IN 

M EDITERRANEAN  REGION 

Tourism showed a great development in Mediterranean region since 1960ôs. The petrol 

crisis in 1974, the war between America-Libya and Chernobyl incident in 1986 (Bozok, 1996), 

Iraq war in 1991, political instability and international terror in 1990ôs, terror attack in 11 

September 2001, Iraq war in 2003 and SARS virus, the fail both in global economy and Euro 

region countries (Türsab, 2005) effected tourism badly both in world and Mediterranean region. 

The Mediterranean region is one of the most crowded areas in the international tourism 

movements (Baykal, 1992). Mediterranean region plays an important role in international 

tourism because of its social, cultural, historical and natural values. Tourism in Mediterranean 

developed greatly due to these factors. Although Mediterranean regionôs climate is much warmer 

and the sunny days are more than Europe, the region has a great historical heritage. All these 
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features that the region acquires make it a destination that entertains lots of international tourists 

(Bozok, 1996).  

According to World Tourism Organizations data (2005), the region gets 32% from 

international tourist arrivals and 29% from international tourist receipts and maintained its 

importance in world tourism movements. Also Mediterranean region occupy one fourth of the 

tourist accommodation capacity in the world (Batman, 2001). 

The basic tourist receiving countries are France, Spain, Italy, Turkey, Greece, and 

Portugal. On the other hand Monaco, Albania, Slovenia, Croatia, Morocco, Algeria, Tunisia, 

Libya, Syria, Egypt, Israel, Cyprus, Lebanon and Malta have remained weaker as for tourism. 

The visitors of the Mediterranean coast mainly come from the Western and Northern parts of 

Europe, particular Germans. Later come the Americans. Subsequently various Mediterranean 

people then the Japanese and the Arabs, in small numbers, follow the previous ones (Baykal, 

1992). 

 

Table 1 International Tourist Arrivals and Mediterranean Regionôs Market Share 

 International Tourist Arrivals (million)  

 1990 1995 2000 2003 2004 2005 

World  439 540 687 694 764 806 

Mediterranean Region 151,63 172,91 232,47 238,37 246,34 257,43 

Market Share (%) 34,53 32,02 33,83 34,34 32,24 31,93 

Source: (UNWTO, ñbò&ñdò, 2006). 

 

As it is shown at table 1, the number of international tourist arrivals increased with the 

average of 3.5% per year since 1990 and nearly 257 million tourists have visited the region in 

2005 while the number of visitors was around 152 million in 1990. But the market share of the 

region decreased from 34,6 to 31,8 from 1990 to 2005. 

 

Table 2 International Tourism Receipts and Mediterranean Regionôs Market Share 

 International Tourism Receipts (billion US $) 

 1990 1995 2000 2003 2004 2005 

World  270 411 481 533 633 680 

Mediterranean Region 71,385 110,244 130,387 168,406 192,871 197,122 

Market Share (%) 26,43 26,82 27,10 31,59 30,46 28,98 

Source: (UNWTO, ñbò&ñdò, 2006). 

 

Despite the decrease in tourist arrivals market share, the market share of the incomes 

increased from 27.3 to 28.9 from 1990 to 2005, as it is shown at table 2. The regionôs tourism 

receipts are estimated at around 196 billion US$ in 2005 while it was nearly 74 billion US$ in 

1990. 

Table 3 International Tourist Arrivals to the Countries in Mediterranean Region 

 International Tourist Arrivals (million)  

 1990 1995 2000 2003 2004 2005 

Mediterranean Region 151,63 172,91 232,47 238,37 246,34 257,43 

France 52,49 60,03 77,19 75,04 75,12 76,00 

Spain 34,08 34,92 47,89 50,85 52,43 55,55 

Italy  26,67 31,05 41,18 39,60 37,07 36,51 

Turkey  4,79 7,08 9,58 13,34 16,82 20,27 

Greece 8,87 10,13 13,09 13,96 13,31 14,27 
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Portugal 8,02 9,51 12,09 11,70 11,61 12,00 

Croatia .. 1,48 5,83 7,40 7,91 8,46 

Egypt 2,41 2,87 5,11 5,74 7,79 8,24 

Tunisia 3,20 4,12 5,05 5,11 5,99 6,37 

Morocco 4,02 2,60 4,27 4,76 5,47 5,84 

Syria 0,56 0,81 1,41 2,08 3,03 3,36 

Cyprus 1,56 2,10 2,68 2,30 2,34 2,47 

Israel 1,06 2,21 2,41 1,06 1,50 1,90 

Slovenia .. 0,73 1,09 1,37 1,49 1,55 

Albania 0,30 0,40 0,32 0,41 0,42 0,46 

Algeria 1,13 0,52 0,86 1,16 1,23 1,44 

Malta  0,87 1,11 1,21 1,11 1,15 1,17 

Lebanon 0,40 0,45 0,74 1,01 1,27 1,14 

Monoco 0,24 0,23 0,30 0,23 0,25 0,28 

Libya 0,96 0,56 0,17 0,14 0,14 0,15 

Source: UNWTO, ñbò&ñdò, 2006. 

 

Table 4 International Tourism Receipts of the Countries in Mediterranean Region 

 International Tourism Receipts (US $billion) 

 1990 1995 2000 2003 2004 2005 

Mediterranean Region 71,385 110,244 130,387 168,406 192,871 197,122 

Spain 18,484 25,252 29,968 39,645 45,248 47,891 

France 20,184 27,587 30,757 36,593 40,842 42,276 

Italy  16,458 28,731 27,493 31,245 35,656 35,398 

Turkey  3,225 4,957 7,636 13,203 15,888 18,152 

Greece 2,587 4,135 9,219 10,741 12,872 13,731 

Portugal 3,555 4,831 5,243 6,616 7,846 7,931 

Croatia .. 1,349 2,758 6,304 6,848 7,463 

Egypt 1,100 2,684 4,345 4,584 6,125 6,851 

Lebanon .. .. .. 6,374 5,411 .. 

Morocco 1,259 1,296 2,039 3,225 3,924 4,617 

Israel 1,396 2,993 4,088 2,060 2,380 2,853 

Cyprus 1,258 1,798 1,941 2,016 2,253 2,329 

Syria 0,320 1,258 1,082 1,340 2,057 2,130 

Tunisia 0,948 1,530 1,683 1,582 1,970 2,063 

Slovenia .. 1,082 0,965 1,340 1,630 1,801 

Malta  0,496 0,661 0,610 0,699 0,790 0,775 

Albania 0,004 0,065 0,389 0,522 0,735 0,861 

Libya 0,006 0,002 0,075 0,205 0,218 .. 

Algeria 0,105 0,033 0,096 0,112 0,178 .. 

Source: UNWTO, ñbò&ñdò, 2006. 

 

As it is shown at table 3, France, Spain and Italy are the countries that get the most of the 

tourists that have visited Mediterranean region since 1990. Spain, France and Italy are the 

tourism giants in Mediterranean region since 1990, as it is shown at table 4. From this point of 

view it is possible to say that France, Spain and Italy are dominate countries in the 

Mediterranean tourism. Turkey has consolidated its position in recent years as the fourth most 

important destination in the Mediterranean region after the tourism giants France, Spain and 
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Italy. However, Greece and Portugal is coming just after Turkey and there isnôt a big difference 

in the number of tourist arrivals. On the other hand Egypt, Tunisia, Morocco and Algeria have a 

growing tourism potential. For that reason Turkey has to define its strengths/weaknesses and 

opportunities/threats in order to make a stand against its competitor and neighbor countries that 

have similar tourist products with Turkey. 

 

1.3 INTERNATIONAL  TOURISM M OVEMENTS AND TOURISM RECEIPTS IN TURKEY AND 

COMPETITIVE STRATEGIES  

Tourism has become more popular in Turkey since the middle of the 1980s. As the 

number of visitors coming from main tourist generation countries (especially from OECD 

countries such as Germany, UK and Benelux countries) with inclusive tours increased, the 

accommodation capacity and other tourist facilities in major tourist destinations within the 

country increased as well (Kozak & Rimmington, 1999). Nearly 20 million tourists have visited 

Turkey in 2005 while the number of visitors was around 5 million in 1990. Turkeyôs tourism 

receipts are estimated at around 18 billion US$ in 2005 while it was nearly 3 billion US$ in 

1990. Turkey was ranked as the 9th destination in terms of international tourist arrivals and 8th 

in terms of tourism revenues in 2005 (UNWTO, ñbò, 2006).  

More than half the demand is based on sun, sea and sand. Cultural, shopping and 

congresses constitute 20% of tourism. With 8% of total tourism, visiting of relatives cannot be 

disregarded. Taking into consideration these demand Turkey has to develop package tourism like 

golf, mountaineering, trekking, ornithology, botany, canoeing, rafting, cycling, scuba diving, 

paragliding and skiing (Smid & Loewendahl-Ertgal, 2002).  

Contribution of foreign currency while the country was having economic problems 

helped to decrease foreign debt and unemployment. It will be possible for Turkey to have a 

greater share from international tourism sector earnings if more competitive and sustainable 

policies are implemented in the future; and this will increase social welfare in the possible 

shortest period. (¢ēmat & Bahar, 2003). It is assumed that tourism will be the most important 

industry in the country's economic structure and will continue to occupy a leading place amongst 

the tourist receiving countries in the future. However, two of Turkey's most serious problems are 

a low level of tourism income compared to the number of foreign visitors and the perceived level 

of service quality, due to the lack of knowledge and motivation to follow current international 

improvements (Kozak & Rimmington, 1999). As aforesaid, statistics indicate that France, Spain, 

Italy, Portugal and Greece are the main competitors of Turkey in the Mediterranean region.  

Tourism establishments and destinations should determine a strong marketing strategy 

which will define their place in the market and provide competitive advantage in international 

tourism market. This competitive strategy should be harmonious with the establishmentôs and 

destinationôs sources, facilities and aims. Therefore it is important to be informed about the 

strategies that the competitors use and the facilities of the tourism products which are presented 

to the market by making a swot analysis (Oral & Kurgun, 1998). 

The lack of a specific image in international tourism market, relatively new entrance to 

international tourism market, having similar tourism products with neighbors and competitors, 

inadequate budget for marketing and introduction activities are the main problems of Turkish 

tourism. In order to solve whole these problems Turkey should make a swot analysis and 

determine its strengths and weaknesses (Yüksel, 2001). 

According to Avcēkurt (2005) strengths of Turkey are: Beautiful and sandy beaches; 

Scenery of mountains, forests and rivers; Mild climate; Being a bridge between Europe and Asia; 

Rich historical and cultural heritage; Great facilities of sport, yacht and sail; Hospitality; Young 

and dynamic population; Rich kitchen; Shopping facilities; Being comparatively a cheaper 

destination.  
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Weaknesses of Turkey are: Season density; Insufficient infrastructure; Low quality in 

tourism service; Lack of sufficient for campsites, hostels, self catering establishments; 

Insufficient motorway and railway; Insufficient airports; Lack of sufficient for tourist health and 

security; Lack of sufficient for qualified staff; Insufficient introduction; Being comparatively 

faraway from countries that send tourist to Turkey (Avcēkurt, 2005). 

Opportunities of Turkey are: Fast growing world tourism; The development of other 

tourism product alongside the seaside tourism product; Thermal tourism facilities; The rise of 

new markets in Eastern Europe; The development of cooperation facilities of Turkey and its 

neighbors; The process of Turkeyôs full membership to European Union; The possibility of using 

the second houses in tourism; Having a great local tourism potential; The development of 

transportation and the increase of  long term travels (Avcēkurt, 2005).  

Threats of Turkey are: Image problems and negative news in foreign press; Growing 

competitiveness in tourism; The dominance of international tour cartels in the market; The 

increasing interest to Eastern Europe of the countries that send tourist to Turkey; New attractive 

tourist destinations; The policy of European Union in order to encourage tourism in the union; 

The membership to European Union of the competitive countries; Terrorist activities occurring 

at irregular intervals; The location of Turkey in a hot spot due to its geopolitical situation 

(Avcēkurt, 2005). 

According to ¥zt¿rkôs research results (2001); Turkey take the first place in beautiful 

beaches, historical and cultural values, buying power of money and security issues when 

Turkeyôs performance is benchmarked with France, Italy, Spain and Greece. On the other hand 

entertainment facilities, shopping facilities and fair, meeting and conference facilities has been 

found insufficient. 

Friendliness of local people, value for money, attitude of staff working in tourism, safety 

and security, local transport, natural environment, speed of check-in and check-out at the resort 

airports, quality of restaurants and bars, responsiveness to customer complaints, food, facilities 

on beaches are ranked as the most positive elements of the tourism industry in Turkey. However, 

cleanliness of beaches, comfort of transport between the resort airport and resort, standard of 

spoken English, nightlife and entertainment, facilities for children, facilities at the resort airport, 

quality of accommodation, hygiene and sanitation, signposting to tourist attractions and 

facilities, sport facilities and activities perform less well. On the other hand, Turkey has a good 

reputation alongside Spain, Portugal and Greece. Therefore, Turkey should consider the 

strengths and weaknesses of these countries and develop new strategies by examining overall 

performance against its counterparts (Kozak & Rimmington, 1999).  

The importance of consumer satisfaction, indefinites of the sectorôs boundaries, the 

growing of global economy, the transformation from industry society to information society, the 

decrease in the process of supplying new and different products to the market, the increase in 

competition etc. shows that it is impossible to competitive with strategies left from 1980ôs 

(Kērēm, 2003). Economic Revolutions that have been lived in recent years gave a rise to 

changing world and obligate countries and establishments to determine their competitive power 

and strategy (Bahar & Kozak, 2005). According to Türkan (2001), competitive capacity is to 

have relatively more power to be able to compete in comparison to the competitors. The 

competitive strategy shows how to be able to compete more effectively in order for the position 

in the market to be strengthened (Bahar&Kozak, 2005).  

Competitive advantage is now commonly accepted as being of central importance to the 

success of organizations, regions and countries (Kozak & Rimmington, 1999). 

There are already clear signs that tomorrowôs successful destinations and other tourism 

industry stakeholders are those that adapt the new operating environment and cater for all forms 

of distribution (UNWTO, ñeò, 2006). 
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CONCLUSION 

Changes in the global environment are presenting organizations with both new 

opportunities and challenges. Rapid advances in technology, increasing international trade and 

investment, growing wealth and affluence across the globe, and a convergence of consumer 

tastes and preferences are compelling businesses to expand their globalization strategies and 

tactics (Young & Javalgi, 2007). 

It is important for the Mediterranean countries, those takes big share from international 

tourism movements, to concentrate on variety tourism products and develop a common 

marketing strategy. But the differences in culture, religion, political and economic structure, 

ethnic problems and environmental pollution impede to create and apply a common strategy for 

the region.  

In Mediterranean region Turkey who has recently taken great advantages in tourism, is 

taking place just after France, Spain and Italy as for number of visitors, accommodation capacity 

and tourism receipts. Although Turkey takes the fourth position in Mediterranean tourism there 

is a big difference in tourist arrivals and tourism receipts between the first three countries 

(France, Spain, and Italy) and Turkey. So, Turkey should create suitable products for different 

consumer tastes and preferences, and should increase the variety of its market, too. 

The main likes and dislikes of tourist where Turkey compared favorably with its 

competitive set are hospitality, value for money, weather, safety and security, local transport and 

natural environment. To sustain and increase its competitive performance, Turkey needs to 

benchmark itself against its main competitors including Mediterranean countries that supply 

similar type of tourism products. As part of this process, it should also address areas of 

competitive performance where it is less strong (Kozak & Rimmington, 1999). Turkey has 

created the image of a cheap destination, attracting low spending tourists. In order to attract 

higher-income tourist groups, a higher budget for promoting Turkey as a holiday destination (not 

just sun-sea-sand) on a national, regional and sectoral level is required. Therefore Turkey should 

give importance to establish a Turkey trademark and also individual trademarks for various 

destinations including Istanbul, Cappadocia, Ephesus, Pamukkale, Troy and Antalya. However, 

Turkey has to give priority to a more effective introduction, information and tourism marketing 

in order to compete with the competitive countries which attract almost the same tourist groups. 

Turkey should increase the number of qualified labor, the variety of  tourism activities like 

ecotourism, cultural tourism, religious tourism, congress tourism etc., should aware of its tourism 

potential and focus on developing sustainable tourism products, should look to develop its winter 

ski potential and spa tourism as well as rural and mountain tourism. In order to diversify its 

tourism activities, attract more tourist and spread arrivals throughout the year Turkey has to 

organize special promotion and personal relation campaigns. The more Turkey provides these 

differences the more Turkey will gain a competitive advantage. In order to gain a competitive 

advantage Turkey has to diversify its market and target audience. Therefore Turkey should 

increase marketing and introduction activities in countries like China and India which are 

traveling too much and spending too much money. On the other hand Turkey has to focus on the 

countries like Pakistan and Turkic Republics which share the similar culture and religion with 

Turkey. For that reason Turkey should make market investigations in these countries and give 

importance to sales promotion. In order to provide whole these activities and define a 

competitive advantage it is an obligation for Turkey to develop cooperation between government 

and private sector. Consequently, a coordinated effort based on strong cooperation is urgently 

needed by all the stakeholders (government, Ministry of Culture and Tourism, tour operators, 

travel agencies, hotels, tour guides, investors) to take advantage of Turkeyôs unused competitive 

potential. 
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ABSTRACT 

Tourism, one of the sectors that is largest and fastest improving in the world. For many 

countries and regions, tourism has an important role to provide employment chance, to 

improvement infrastructure and superstructure, to grow economy, maintain environment. 

Canakkale is a city which has historical and cultural heritage and natural sources. City  

includes the battlefields and memorials of Gallipoli, the legendary ancient city Troy, the mystical 

and fascinating ancient city Assos, the popular historical resort island Bozcaada, the impressive 

nature of Ida and so on. This study intended to determine tourism potential of Canakkale with 

SWOT analysis. With this analysis, strengths, weaknesses, opportunities and threats of tourism 

potential (ex. the economy and human resources, quality of life, quality of environment, 

transport, technical infrastructure etc.) and necessary requirements to improve the tourism in 

Canakkale are determined.  

Keywords: Tourism, tourism destination, SWOT Analysis, Canakkale. 

 

 

INTRODUCTĶON 

With the technological innovations, globalization, competition and increasing touristic 

demand, the importance of destination marketing has been increased in last decade. To gain 

competitive advantage in destination, basic characteristics of destinations should be determined 

and evaluated. To reach this aims, effective techniques as SWOT analysis can be used.  

This paper tries to determine the strengths and weaknesses of Çanakkale as a tourism 

destination by utilizing SWOT Analysis, and nevertheless to expose the factors that create 

opportunities and threats in the region. For this purpose, in this paper, at first, SWOT analysis 

and using aim of SWOT analysis were explained; afterwards some assessments were made about 

Çanakkale region through this analysis. 

1. DEFINITION OF SWOT ANALYSIS AND USAGE IN TOURIST DESTINATIONS  

Term of SWOT comes from the first letters of four English words; Strengths, 

Weaknesses, Opportunities, and Treats. SWOT Analysis is a strategic planning tool used to 

evaluate the Strengths, Weaknesses, Opportunities, and Threats involved in a project or in a 

business venture. Strengths and weaknesses are internal to an organization. Opportunities and 
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threats originate from outside the organization. A SWOT analysis, usually performed early in the 

project development process, helps organizations evaluate the environmental factors and internal 

situation facing a project (Wikipedia 2007). SWOT analysis is one of the most productive and 

memorable planning tools (Dwyer and Tanner 2002). 

As it can be used for several industrial and commercial sectors. At the same time SWOT 

analysis is a tool to be profited in order to determine internal (strengths and weaknesses) and 

external (opportunities and threats) factors of  tourism potential of a country or a region and in 

order to make clear alternative tourism politics of a country (Avcēkurt and others 2003). These 

strengths, weaknesses, opportunities, and threats can be analyzed to provide support rationale for 

developing marketing action plans. (Nykiel 1997) 

To evaluate environmental conditions of tourism businesses, SWOT analysis is one of the 

most usable methods.  To be able to analyze marketing problems of businesses and to be able to 

make right decisions, we need information about these four groups (Tekeli 2001). Tourism 

businesses are easily affected by internal conditions and particularly positive or negative changes 

that occur in external environmental conditions. Because of the fragile structure of tourism sector 

it is necessary to apply this analysis. For example, tourism destinations are easily affected by 

environmental deterioration, over capacity, changes in touristic tastes and preferences, 

appearance of new tourist destinations and new tourism types, wars and terrorism attacks and in 

a short period come into face with lack of demand. Lack of demand will cause increasing of 

inactive capacity or closure of touristic establishments in the region. 

If this kind of lack of demand happens in one another industrial sector, that establishment 

could move to another region or could change type of production or business. But, this is not a 

solution for tourism establishments, particularly accommodation establishments. Because it is 

not possible to move accommodation establishments to another region or there is a little chance 

to change the type of business. Because of this reason, in choosing establishment place of a 

hotel, holiday village, it is necessary to make SWOT analysis to determine existent business 

potential as well as future business potential (Oral 2005). 

Knowledge and analyzing of strengths and weaknesses of a region or country will help to 

chose suitable strategies for country or region. Additionally, continuously evaluating alternative 

possibilities of the country or region will help to be aware of possible mistakes and will create a 

chance to make necessary revision (Avcēkurt and others 2003) 

SWOT analysis, is   formed from internal and external environments, and exposes an 

entire process (Kotler 2001). In figure 1, it is seen usage of internal and external environmental 

analysis for a tourist destination. According to figure 1, when this process is thought for a tourist 

destination, at first, it is necessary to determine internal environment of destination (strengths 

and weaknesses of tourist destination) and to external environment of destination (opportunities 

and threats for tourist destination). The process is put into practice after determination of 

objectives, and afterwards controls and feedback are made. During this process, it is necessary to 

take into consideration strategic harmony. 

 

Figure1 : A SWOT Analysis for Tourist Destination 
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Reference: Geoff Lancaster, Lester Massingham & Ruth Ashford, Essentials of 

Marketing, McGraw-Hill, 1998, compiled from p. 72 

 

The information that is obtained through SWOT analysis is very important in realizing 

strategic marketing plans of tourist destinations as well as tourism establishments. In this way, 

tourism destinations will be able to estimate future more trustworthy by benefiting from past and 

present datum. By being put into practice of strategic marketing plan, tourism destinations will 

be in a strong position against rival destinations. (Tunc and Uygur 2002). If the strategic plan is 

applicable, it is thought that destination is attractive and, in a powerful position as a tourism 

destination. In a contrary situation, it is not worthy to develop tourism in that destination (Gokce 

2006). 

 In studying of SWOT analysis for a tourist destination, answers can be searched to the 

following questions (Schartz 2006); 

1. What are actual products and services in the tourist destination? 

2. What can be future products and services in the tourist destination? 

3. How is the image of tourist destination in national and international platform? 

4. What is the level of prices of products and services in the tourist destination? 

5. What are competitive advantages and disadvantages of the tourist destination compared 

to other tourist destinations? 

6. What is the level of education and professional experiences of staff working at touristic 

establishments in the destination? 

7. What is the share of the tourist destination in countryôs tourism revenues? 

8. Are there education possibilities for local people and staff working in the destination? 

 

In addition to above questions, for a SWOT analysis much more detailed subjects must 

take into consideration in order to determine strengths and weaknesses of the region and threats 

and opportunities that would be occurred in the future. For example; monetary policy, attitudes 

of local people against tourists, possibilities of tourism investments in micro level to the region 

and in macro level to the country, development level of other industries except for tourism, 

physical and service quality level of accommodation and business-tourism facilities, ecological 

situation, political stability, security, health risk and problems, adequate of infrastructure and 

superstructure, environmental pollution condition, weather conditions, geopolitics situation, 

cultural heritage, festivals and entertainment possibilities, niche markets, already available 

tourism types and development possibilities of other tourism types create opportunities to make 

SWOT analysis multi dimensional. 

EXTER

NAL 

ANALYSIS 

INTERNA

L ANALYSIS  
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A SWOT analysis can be done for Canakkale as follows, by taking into consideration 

these and similar factors. 

 

2. A SWOT ANALYSIS FOR CANAKKALE  

 

2.1. STRENGTHS 

 Attractive seashores 

 Availability of unspoiled environs such as Gelibolu peninsula 

 Nationally and Internationally well known and atttractive historical heritage, such 

as Troy, Gallipoli and Assos (Behramkale) 

 Richness of the region about historical and archeological sites 

 Saroz gulf which is one of the cleanest and unspoiled gulf of Turkey, is located in 

the region 

 Mount Ida that is one of the most oxygenious and healthy region, is located 

between Canakkale and Balikesir provinces 

 Richness of the region about various fauna and flora  

 Newly opened accommodation facilities 

 Possibility of  over  construction is low because of becoming SIT site of the 

region 

 Because of continuous wind, region is highly attractive of surfers  

 Availability of educated and experienced employment force because of four 

tourism schools located in the region 

 Crime level is low in the region which is an important factor in tourism industry 

 

2.2. WEAKNESSES  

 Limited transportation facilities, particularly weak  public air transport links.  

 Because of geopolitics location, military areas has spreaded  widely in the region 

 Because of strategic structure, estate prices are highly expensive. This prevents 

attractive investment opportunities in tourism. 

 Inconsistent implementation of Planning regulations causes disorganized 

constructions 

 Infrastructure is inadequate in quality and capacity and cannot to the need of 

tourism investments 

 Lack of regional development plans 

 Underdevelopment of highways restricts rapid and safely transportation. Existing 

road are highly spoiled and bended 

 Unexistence of a bridge over the channel causes problems in transpassing of the 

channel 

 Tourism season is very short in the region 

 Existence of intense winds throughout the year 

 

2.3. OPPORTUNITIES 

 Because of the natural and geographical possibilities of the region, Alternative 

types of tourism such as scuba diving and wind surfing can be developed. 

 With the special interest tours such as wine tourism, cruising, diving overnight 

staying of visitors can be increased 

 Diverse tourism resources within the region range from nature to culture, history, 

sports, health and wellness 
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 Develop the meetings, incentives, conventions and exhibitions market 

 Work jointly with public ï and private ï sector partners in order to concentrate 

maximum resources for promotion tourism and building positive image. 

 Well-established tourism marketing efforts can be organized by sector 

stakeholders in cooperation 

 New investors can be promoted by improving long term tourism development 

plans and projects 

 Cooperation in marketing activities with neighbor provinces can increase arrivals 

of foreign visitors 

 Improving rural tourism products, promoting organic agriculture such as 

viniculture, olive grove. Environmental improvements in villages, archaeological 

sites and natural parks 

 Transportation facilities can be improved by constructing new motorways and  

airway companies can  increase their flights  

 Community based tourism can be improved particularly in rural areas and in 

islands. By this way local products and local ownership can be promoted 

 

2.4. THREATS 

 Intense interest and immigration to the region can cause some problems such as 

increasing noise, traffic, housing,  pollution, violence, robbery problems 

 Social, cultural structure of local habitants can be affected negatively by 

developing of tourism 

 Resentment from communities due to lack of benefits or due to impact on key 

community values 

 Rising cost of living for local residents  

 Uncontrolled influx of more tourists or tourists seeking inappropriate experiences 

damage to ecosystem from misuse 

 Competition nationally and internationally 

 

CONCLUSION 

In recent years, the tourism industry continued to develop despite small growth in the 

world economy and a recession in some industries. As world globalization takes place, it is 

predicted that the tourism industry, will continue to develop and renew itself. However, the 

tourism sector will develop at a gradual pace to maintain stable development. It is necessary to 

create specific tourism policies for developing a long term plan for tourism industry and to avoid 

the long term problems associated with faulty tourism development. 

In order to eliminate the disadvantages of this type, it is essential to develop long term 

plans and policies relating to the development of types of alternate, sustainable tourism. Adhere 

to these plans and policies, but remain flexible to change in response to tourist demands. 

Sustainability is an essential principle of all future tourism development. The future management 

of natural, man-made and human assets is critically important for the long-term sustainability of 

any tourism industry. Developments which adversely impact the environment, which are short-

term, high volume and opportunistic in nature should be avoided.  Within this vision, it is 

necessary to determine appropriate and inappropriate factors and try to eliminate inappropriate 

factors. On the contrary, it must be struggled to improve appropriate ones. In order to reach this 

objective SWOT analysis is an important and useful guide. 

As mentioned above, Canakkale has various properties to become a new and important 

tourism destination. However, it is understood that particularly insufficient infrastructure and 
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superfrastructrure is an obstacle in development of tourism sector. Cooperation between public 

and private stakeholders to improve image of  the region and  try to market the region as a whole 

Implementing tourism master plan, providing sustainable tourism development, developing 

alternative types of tourism to produce year around tourism throughout the whole region and 

developing policies specifically aimed at developing type of alternate tourism based on the 

culture, historical, and natural richness of the region which very few other provinces in the world 

possess. 

In future studies, a survey can be made and opinions of local habitants, private and public 

stakeholders can be obtained. SWOT analysis that is presented above can be improved. By this 

method, not only theoretically but practically as well, it can be determined strengths, 

weaknesses, opportunities and treats of Canakkale province. 
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ABSTRACT 

The Shopping Centres which show themselves with their general planning are designed as 

consumption based and aimed to make shopping activity entertainning and inviting. 

Constructing the designed shopping centers in different types, extents and scales make the 

tourism income bear in mind.  

The accommodated quality in the centers that start in planning stage and comes to the usage 

stage presents a different ambience to the users. To perform different possibilities, the 

togetherness of the building with its environment, having its own identity, the permutation of the 

urban areas under the same construction are in spending good time supported character. 

The urban public locations are the places where the various groups of city dwellers can be 

together. These places have gone through a process paralel to the development of the cities. 

Shopping activity concentrated at open areas at the stage of the establishment of city. It has been 

partially transferred to the closed areas. And so; the ability of realization of the activities in 

urban areas presents a different model of urban tourism and shopping tourism by carrying the 

closed urban model as current issue. 

The shopping centers that have been established in the recent years play a rather distinguishing 

role in determining the development of city. It is a compelling reason to consider the urban and 

public locational features of these places in the scope of tourism potential due to the fact that 

these centers are a visiting place for almost all inhabitants. 

In the first part of the study, to prop up / not to prop up the tourism by the urbanïpublic area 

features and their effects of the shopping centers are examined. Becouse of this reason, the 

urban ï public qualities in the usage density focused areas are determined and the discussions 

are made on these qualities. The focus area planning examples in Kanyon and Cevahir Shopping 

Centers which are in the form of urban ï public areas examined in the study are chosen as the 

research area. In the second part of the study; searching results for the necessities of urban ï 

public areas; the guidance of the used techniques for the development of the urban tourism in the 

perceptive, totalitarian point of view are examined with the basic principles.  

 

Keywords: Shopping Centers, Tourism, Public Space, Publicity  

 

 

INTRODUCTION  

Shopping Centers show their improvement as the state of being the focus of interest of 

the native/foreigner tourists and the characteristic/symbol state of having fun beyond the 

physical state, as equal to different type of planning, application and take shape of management. 

The condensation and gain variety of shopping activity under many Marks, the compensation of 

the answers easily which are given to the requests starts the usage attractiveness. The existence 

and the variety of the relaxation / entertainment / cultural aimed alternative possibilities that are 

present in centers, prepare a background for the tourism development by triggering the user 

density. 
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The guidance of designs by determining the qualities in the point of view of structural 

integrity,   supply the segregation and the difference of designed urban / public areas with their 

own identities beside the completion of deficiencies inside themselves. It is inevitable presenting 

the low scale urban model in the city and surrounding the shopping centers with characteristic 

image elements. 

There are a lot of large and small retail shopping units and services of these units in a 

shopping center. The aims are to provide an appropriate environment for the users to have their 

shopping and also to exhibit the products that are to sale. The shopping centers whose main 

function until the last few years were only to sell the products are started to design as appropriate 

for user necessities and as directed to the development of urban shopping tourism. 

Shopping Centers have the ñSocial Centerò character nowadays, which have the solutions 

for the physical, social and cultural needs. They rapidly go on becoming focus points of the city 

(Ülker, 1999). People come to a state of communicative to each other depending on the usage 

density, the state of the ability of the experience sharing to each other with the help of these 

created social centers. 

According to Çubuk, urban public spaces are the places in which people meet each other. 

Generally, itôs needed to create solutions for the necessities that emerge becouse of the 

quantitative and qualitative density of social life in the constructed and not constructed areas that 

form the urban public spaces. There are important functions obtained by public areas. Itôs 

possible to list them in four categories: 

 

1. Obtaining the psychological and sensor necessities (the variety that drive the boredom 

away ï enjoyment ï dream ï discovery ï excursion ï one within the other in the crowd ï or 

being isolated ï silence or activity ï speed or slowness, description of the places ï symbols of 

the common life) 

2. Obtaining the Social Relations (automatically, individual or common enterprise 

programmed accepting ï information Exchange ï trust ï waiting ï to idle ï culture ï 

demonstration ï different communications ï education learning games) 

3. Obtaining the Economical Changes (Services ï trade ï business ï common areas, 

obtaining the economical changes on each of the conditions proper to sectors which have 

different relations) 

4. Obtaining useful displacements (pedestrian that can be adapted to whole vehicles in 

comfort conditions, allow for ï vehicle ï pram ï cripple displacements ext.) (Çubuk, 1991). 

 

In general view, the main aim of the public area can be determine as ñto place sociality 

and to balance the social relationsò. In this situation, it is possible to think about the encounter of 

the two functions that reduce the power of each other. Public areas are ñopen for everyoneò and 

because of this reason, public areas are the spaces where we may shuttle without a permission of 

an authority or shuttle without determining a right goal and in which we experience our 

privileges or the feeling of pertain to anywhere. Although these places have special functions 

like shopping centers, the same freedom is in question. Because each activity comes out in a 

collective determined level and the participation may be coincidental like it may be institutional. 

The public areas in shopping centers not only remain with obtaining the usage possibilities also 

support the activation of urban tourism beside the shopping tourism by containing a lot of 

functions and activities which are synonymous with the urban life. 
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PUBLIC SPACES ï THE QUALITIES THAT EFFECT THE FORMATION OF THE SPACE ï 

PUBLICITY  

Itôs thought that the shopping centers must have the feature which are sensitive for the 

people activity that get in touch with the created spaces instead of two dimensioned surfaces that 

touch the city. 

The area between the subject and the other one is the diversity area and the hybrid zones 

are important for the experience of these difference. To arise from the contact and the difference 

from both the subject and the other ones is important for the hybrid. Itôs necessary to have the 

subject / subject relation between the subject and the other ones. In other words, public areas 

must make conceptualization for ñthe other onesò as subject instead of an object in social thought 

(Bhabha, 1994). 

There must be spaces where everyone may exist as themselves, meet with differences and 

where everyone may come together and get in touch with these areas. Instead of neutralizing the 

differences to make the public spaces liveable hybrid zones, there must be spaces whose themes 

support the cosmopolitan (Demirtaĸ et al., 1996).  

The necessities related to the spaces are dealt with information ï getting information, 

alterations, surprises, getting excited, differences, changes, physical and psychological security, 

arrangements ï relations, symbolizations, belonging to the surroundings and emotional relations, 

identity ï binding, characteristics and public, participation and exhibition. (Köhler, 1981; Çevik, 

1991). These necessities show the background and transitive features that are related to each 

other (Çevik, 1991). 

Shopping centers must accommodate the qualities which are connected to these three 

spaces below to make the public spaces ï publicity high quality and to be the spaces in which 

differences may encounter to each other; 

1. Physical Architecture 

2. Usage - Function 

3. Social 

Itôs named as not to grasp the ideal if shopping centers not to carry out one of the three 

qualities exactly. And this case obtains the fall of the usage density unwillingly counter to the 

expected tourism development. 

 

1. THE QUALITIES RELATED TO THE PHYSICAL ARCHITECTURAL SPACES 

 

They are the qualities that expose the design of urban spaces which are related to the 

reliable relations between the buildings and the other components that occur the urban 

environment. These qualities occur the distinctive language based on the city that supply the 

formation of the formal and space based conditions meaningfully. The qualities that are bounded 

to the physical architectural spaces can be examined on these headlines; 

  

 Closeness of Space 

 Inside / Outside Relation 

 Consecutive Space Formation / Continuity Between Spaces, Compositional Editing 

 Changible Tendings 

 Dynamics / Statical Spaces 

 Other Qualities 

o Water, Landscape and the Other Furniture 

o Material ï Tissue - Color 

o Lightning 
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o Elevation Difference 

 

2. USAGE ï FUNCTION RELATED QUALITIES  

Itôs necessary to bring the functions to the places to arouse the users to the public spaces. 

The clause to create liveable, active areas are dependent to the stipulated functions which are 

suitable to the way of living of the people who are living on the place and dependent to the goal 

of tourism that is about to execute. When public spaces are thought with the business, they 

become combined to compensate the necessary needs of people to survive. The needs can be got 

by daily shopping. By the way of these achievements, the existence of the other alternative 

possibilities describe the enjoyable state of the shopping activity with the working way inside 

themselves and also describe the development under the headline tourism as to be in the case of 

area based combinations that addresses all of the user potential (Dawson & Lord, 1983). 

 Itôs necessary for the areas to answer the necessities with the functions, also know and 

apply the searched and demanded topics in shopping centers. Usage ï functional qualities can be 

examined under these headlines:  

 

 Programmes / Functionality 

 The Variety and Attractiveness in Activities 

 Variations (adventure, surprise, excite) 

 Possibility (Relaxation, Being Rescued From Daily Discomfort) 

 

3. THE QUALITIES RELATED TO THE SOCIAL AND PUBLIC SPACES 

One of the necessities of publicity is to make the spaces as the theme of the events and 

actions related to the social identity. In addition to this, pertaining to the power ï space relations, 

thatôs to be the places of people where they come together to make power and to symbolize their 

power. (Çevik, 1991; Karaman, 1991; Yenice, 1998). 

 The adaptation to the physical and social conditions appear with the feeling of peaceful, 

comfort, confidential in that place and appear with the sense as if they were at home. The 

presentation of selecting and the existence of alternative possibilities of the adaptation ï 

harmony and the compulsions dependent to these possibilities, necessities and desires are 

together in question. (Çevik, 1991). 

The qualities dependent to the social and public spaces can be examined with these 

headlines: 

 

 To Become Democratic 

 Action Freedom 

 Demand Status 

 Ability Development 

 Protection / Security 

 Meaningfulness 

 Individual Relations 

 Group and Social Relations 

 

In this study, the formation of public spaces that play an important part in the 

development of the tourism in shopping centers and the qualities that effect the publicity will be 

discussed. The Kanyon and Cevahir Shopping Centers, especially the focal places will handled, 

will be observed deeply on the scope of physical ï architectural space, usage ï function relation 

and the meeting of qualities related to the social ï public space. 



International Tourism Biennial 
 

Canakkale Onsekiz Mart University, School of Tourism & Hotel Management 

 

56 
The Kanyon and Cevahir shopping centers are supported with the existing qualities 

related to the physical architectural spaces. The other component unions are put forward from the 

point of view of urban tourism beyond the shopping tourism.  The social public spaces which are 

dense used by each group and which are usage ï function related are supported to come to a state 

of effective. 

These centers that are designed with different architectural styles determine the 

differences with their answers given for the supply of the necessities. The alternative possibility 

offering groups support the evaluation of the possibilities of user requests by gathering the 

tourism under the same work.  

The shopping center user types form a group as the result of the contributions to the 

tourism development of the city with the analysis based on the observations, experiences and 

interviews. 

 

 Visuals to have information about the fashion and style which are directed to themselves  

 Shopping by searching different marks, the variety of products, quality and suitability in 

prices 

 To execute the eating and drinking activities in the marked restaurants and cafés. 

 To visit the organized exhibitions generally book, drawing and model exhibitions.  

 To make use of the theatres and cinemas which serve in certain hours.  

 To join the concerts, signing days, dance shows and fashion shows which present with 

the aim of demonstration.  

 To use the places that take part in the sports and game units  

 Resting in organized free and paid places  

 Only walk around without the intention of shopping  

 To meet around the effective architectural elements  

 To discuss and express the thoughts in the established free study areas 

 

The qualities that the shopping centers offer, helps the users in the scope of supplying the 

necessities, evaluation of their time, become clear of the features and the increase of tourism 

values. 

 

CONCLUSION 

 The tourism development in shopping centers matter equivalent size with the qualities 

carried in the scope of totality. So, not to able to fulfil the duties of the qualities related to the 

physical ï architectural spaces, effects the qualities realted to the social ï public spaces that are 

usage ï function related.  By obtaining the common used spaces unable to supply the necessities 

so that by the reduction in usage density, they supply the falling in the tourism potential. 

Itôs needed to design interior areas that support coming together of the people as well as 

constituting the areas with special functions. The urban spaces must go on both inside of the 

buildings and to attach importance to the design of the buildings that are suitable for the 

transformation to a public space as physically, functionally and socially. Consequently; the 

tourism development in the shopping centers depends on the development of urban public 

spaces. And these spaces come into existence from the qualities based on the physical ï 

architectural, usage ï function related, and social ï public spaces. 

 

 

1. QUALITIES DEPENDENT ON THE PHYSICAL ARCHITECTURAL SPACE 
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CLOSENESS OF SPACE 

KANYON SHOPPING CENTER CEVAHĶR SHOPPING CENTER 

 

 

 

 

 

 

 

 

 

 

INSIDE / OUTSIDE RELATION 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CONSECUTIVE SPACE FORMATION / CONTINUITY BETWEEN SPACES 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 1: Focus points detail analysis 
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CHANGEABLE TENDENCIES 

KANYON SHOPPING CENTER CEVAHĶR SHOPPING CENTER 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

DYNAMICS / STATICAL SPACES 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

OTHER QUALITIES 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 2: Focus points detail analysis attendance 
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2. QUALITIES DEPENDENT ON RELATION USAGE ï FUNCTION  

 

PROGRAMMES  (FUNCTIONALITY) 

KANYON SHOPPING CENTER CEVAHĶR SHOPPING CENTER 

  

 

 

 

 

 

 

 

THE VARIETY AND ATTRACTIVENESS IN ACTIVITIES 

 
 

 

 

 

 

 

 

 

VARIATIONS (ADVENTURE, SURPRISE, EXCITEMENT) 

 

 

 

 

POSSIBILITY (RELAXATION, BEING RESCUED FROM DAILY 

DISCOMFORT) 

  

 

 

 

 

 

 

 

 

Table 3: Qualities dependent on relation usage ï function analysis 

 


