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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 additi 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 maade tourist attractions, which can be used for
competitive advantage in theoplal 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
consigent 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.

Keywords Strategy, Tourism, Libya, Development, Planning

1. INTRODUCTION

Since the beginning of civilisation, travel has beefeature of all human society.
According to the World Tourism Organization (2002), it has been estimated that there were 25
million touristarrivals globally in 1950 and this hasen to 763.9 million by 2004It states that
tourism is the worldds | argest growt h-frstndust
century. The study of tourism 2020 vision, forecasts that internht@onaals 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 pentef total employment) (WTTC, 2002).

According to information from WTO (2004), the information includes arrivals of non
resident visitors from various countries wewdde visiting Libya. Internationaltourist arrivals
from top generating tourist markeatsiring 19992003 are shown in Figure 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 arrivdiem those marks 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-(5.24) per cent compared to 2001, due to SeptemB&inigacts, which
affected internationaburist arrivals all over the world. In addition international tourist arrivals
witnessed a slight decrease {2y64 per cent) in 2001 compared to 2000, due to the weakening
economies of major tourism generating mark&is2006 tourist arrivals to Libyhas 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 tloat, imiernational 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 mprated 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. 4
Libya has an extensive and varied range of tourism resources that are spread widely
throughout he 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 mamade attractions etc. These unique attractions need thisiproof 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 i® showhow thestrategy should be formulated to deal with
the problens which hinder the development of tourism in Libya.

2. PROBLEMS FACING TOURISM IN LIBYA

Problems such as inefficient resource allocation, poor infrastructure, and frequent policy
reversals, in addition to the UN (United Nation) international embargohaias been recently
lited, 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 touristshev have instead had to travel through an
arduous, physically exhausting road into and out of the country through the Jlibisgaland
border.

Despite the fact that Libya possesses a splendid variety of tourist attractions (natural,
historical and cultur® 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:

2.1L ACK OF TOURISM -RELATED INFRASTRUCTU RE
The sufficient infrastructure necessary for the development of a successful tourism sector

is |l acking. Al exander 6s Gas & Oil Connectio
ATourism is part of a pl andepemaennoa kile Likydy e c c
however, has done Il ittle to I mprove its tour

Most important amongst these, is that there is a lack of available accommodation in terms
of both quantity and quality closey lthe 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, bekamtethe 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 tosts. 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, atlibse ofunique quality in particular, is poor. Conseqtly, 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 thmydn 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 stand@ardneet 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
knowledg i n the tourist generati ng atnactiohset s &f L

2.2 L ACK 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 internatidoarist markets. The promotional tools, which
are presently employed by, GBT (General Board of Tourism) and locabpauating companies
are insufficient. Therefore, the need for more effective promotional campaign has become
essential in order to engethe negative image of the comntas 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.

2.3LACK OF COMPETENT HUM AN RESOURCES

The tourismindustry is a laboumtensive 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 ekisann
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 relategervices have 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 workfotdeteld
and beach resorts should be staffed with skilled managers and technical services personnel to be
more familiar with customersd needs and wat
complaints as well as to meet an international standard kd.skAs 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 LIBYA

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 stegy 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 shoullg €xploit 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 theramities and challenges, with which
Libyads international tourism is confronted,
tourist destination countries helps to formulate appropriate plans and policies for managing
tourist resources. Thidlaelps to suggest the choices of effective policies and strategies that
Libya should wundertake for its tourism dev
orientations to reduce its economy dependency on the oil revehdee st r at egy 6 s
hawe been divided into two different parts and stated as follows:

3.1IMMEDIATE TO SHORT -TERM OBJECTIVES
These can be stated as:
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To stimulate various companies (public, private domestic and foreign) tetimve
tourism infrastructure. 6

To sustain and improve mage, awareness and knowlcedge
within the tourist market.

To improve tourist services standard, level of planning and deaisakng.

3.2MEDIUM TO L ONG-TERM OBJECTIVE

Based on the current situation of the Libyan tourisector, the medium to lorigrm
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 aikmesses, as illustrated in Fig 3. These
weaknesses relate to tourism aspects, which
be fully exploited.

There is a need for a comprehensive set of tourism regulations covering consumer
protection reqements, 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 attitudenabiantdr
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.KEY FACTORS FOR ACHIE VING TOURISM GROWTH
In orde 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 stageof 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 anchaw®) effectively, increased
finance should be all ocat e dcoromic strategy rThegpuilici n  t
and the private sectorsd cooperation and col
sector. If tourism is to flourish more widely across the country to reap the esmmommic and
environmental benefits, gowenent 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
experenced in several tourist destinations) and should be remembered not just-piapost
implementation. They should be aware of the economic benefits of tourism development to their
community and should perceive the positive changes in their communitiastdruorism with
aspects such as changes in living standards, investment, level of income, employment
opportunitiesand recreationdhcilities for residents, tourism as a source of valuable experience
and preservation of antiquities and public facilities e
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This all could lead to good touribbst interrelationships, whichesults in better
interaction between local people and tourists. This would encourage both parties no@re/
about the communitydos t our i sustairmlestautissassetsy hi-¢ h

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 prepred to further tourism in the country. However, snoplementation of these plans
mainly due to insufficient budget, in addition to some other reaseasa major drawback to
accelerate tourism development. Therefore, in order to achieve tourism gnotluth 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)airsituation 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 aoht 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 plannifog 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 acbve 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 ressuace not allocated to
achieve the sectords goal s. The delay in t
been a major problem in the slow growth of tourism in the country. Therefore, the provision of
necessary requirements, such as sufficeapital 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:

A mu oftthe effort and funding given to tourism development planning has resulted in
the preparation of technically excellent master plansgrofietailed as physical development
plans. Too little attention has been given to the implementation of these plans and particularly
topostpl an audits. 0

Wall, (2005) added that, in developing countries, there is continued emphasis on master
plans whichare 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 drigfact, 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, tocawplish 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 sec
rushed, with litt consideration for the environment. Therefore, the seoimomic and
environment fabric of the country should be carefully considered in order to achieve sustainable
tourism development.
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4.3INVESTMENT IN TOURISM

Investment in tourism infrastructureust be addressed as soon as possible as it is a ére
factor for tourism development. This cannot be achieved unless the provision of physical
infrastructure is completed. Developing a new tounstated product or service, requires
intensified efforts athe initial stages in order to gain an adequate proportion of the international
tourist market share and then to maintain this position in the medium torlamg In Libya,
where tourism is viewed as an economic alternative for gaining economic grtweth,
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 appropriateosphere 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 beome 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 +siedaim
hotels, beach resis, roadside travdbdges and guest houses to meet the demand of prospective
international and domestic touri-sn0osewa faaaciolr
could lead to sustainable tourism development and fast promotion of the caandryourist
destination. Similar investment policies in the oil sector which has beerswecgssfutould
be adopted for Il nvest ment for Libyads tour
(renowned companies in particular) to invest in towislated services, could generate
employment for Libyans and bring in the h&gt technology and experience.

4.4MARKETING ACTIVITIES

The need for marketing activities, which Libya is currently lacking, represents a core
factor for achieving tourism growtim 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 actuhand potential customers. Help in responding quickly to tourist markets, changing
conditions, of fering the countryés tourist p
well as portraying the diversity of the Libyan tourist product in teafsociety 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 offisbould 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 havieaan off
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. Furthermorehe 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, prosiml 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 ath 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 cordination of marketing activities. The marketing plasitally should have
objectives/targets, strategyitilization 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 toursm 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 eieedsrnational
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, informainirey, either orthe-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 andhe 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 efficemdysufficiency. As a
matter of a fact, we have to recogaighat it will take a londerm sustained effort for the
industry to adapt to the view that effective human resources development is critical to business
performance. Moreover, education helgsange peopleds perception
raises their awareness of the opportunities dwadlenges involved in tourism.

5WAYS TO ACHIEVE SUSTAINABILITY

Practical steps and modalities are needed in order to translate these broad objectives into
redistic 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 lotgrm tourism development. Management of the natural
and built resources and tourism planning should be directeards 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 agricultusnd 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 plangiis 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, fo 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 additioi,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 corgén@riocal environment. This
could be attained, by developing a tourism product that makes the visitor care about and fE@l for
the local environment.

5.2DIVERSIFICATION OF TO URISM PRODUCT

Moreover, diversification of tourism products becomes a negeasitmodern 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 destinaticarsnot 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 plases, d
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 destsatiothe world, which requires heavy
investment in beach resorts, hotels and sea sport facilities.

Moreover, many other tourism resources such as business tourism;dsdgnba spa
tourism, wildlife, mountairtrekking marinebased activities (e.g. ganfishing, 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 diversifyli
resources might be helpful for Libyaoth in the short and loAgrm 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 urbanraas for job seeking purposes.

The majorobjective of developing international tourism in all countriesoisncrease
foreign exchange, which aims to increase the number of tourists and prolong their length of stay.
According to a survey, which has bessnducted 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
oppotunities for visitors to consume can be encouraged by offering intensive tours programmes
and more convenient and preferential treatment for tourists, such dsedashopping,
convenient payment systems (credit card machines etc), the provision of graymying
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 visit@nted services with
natural or historical attractiongjving the visitor an opportunity to combine both shopping and
tourism (cited by Eccles 995

Conferences and conventions tourism is a major economic activity in most developed
countries. After the lifting of UN sanctions on Libya, many foreign comparaese 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 eventettepment 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 toust 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, raisingp#sibilities of coming
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back as ordinary tourists as well as conveying the message to their friends and relatives (word
of-mouth). 11

5.3CONTINUOUS 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 meetethgeshatlthe
future. Three important aspects should be considered carefully to achieve sustainable tourism
devel opment : The pr o-dcanomyé@sd the envienmeny. @roldems aride e s
when development is rushed taking little or no consitien 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 prodsior concepts need to be developed.

The effort of Libyads Gener al Board of T
in the country should focus on the development of the quality of the tourism product and
services. In addition, all tourism projectsosld 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
preservedfor posterity, and holidaymakers may continue to enjoy acthdtyed leisure time
both in and out of season.

For achieving successful and sustainable tourism development, in addition to-related
tourism infrastructure and tourism product diversificatitupyan tourism needs continued
improvement in marketing activities and training in order to meet the continually changing
tourism marketsd demand. Mar keting and pr on
tourism is to survive the keen competit of established and emerging tounsteiving
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 hemony with the environment remains successful for much longer as well as
generating income for both the public and private sectors.

6. CONCLUSION

Tourism devel opment is seen as a way of
well- being, but if this deslopment 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 ressmearhead any tourism politythey are
inadequate, tourism plans will not succeed. Oveinllorder to inprove Libya's tourism
industrycareful consideration should be taken of the followatements:

Plans for the tourism sector should not be considered in isolation but should be integrated
with national and regional planning.

Improving the tourism infrasticture and creating an appropriate atmosphere for
investment in the sector.

Local involvement and control over tourism development.

Foreign, privatepublic sector partnerships for tourism development.

Availability and allocation of appropriate resourcesls as financial, human, product,
etc.
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Building image of Libya as a tourist destination through a marketing and promotional
campaign. 12

Promoting commaity tourism awareness campaign.

Increasing awareness and knowledge about the tourist product among wemmsrating
markets.

Product diversification to increase tourism income.

Product 6s | tetoromic gnd the envirenment are important to achieve
sustainable tourism development.

Innovation of new products or services is necessary to remain atvepet

7. APPENDIX
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1. WHAT IS HAPPENING’?\

AProducts and markets
ASupply and demand

AcCustomer and orientation

Alnnovation T )
ACompetition ' ,

A

‘ 5. ARE WE THERE?

Key success factors &
performance measures

A 4

G. HOW CAN WE ACHIEVE SUSTAINABILITY?

AProduct diversification
AcContinuous improvements

AConserving tourism environment

Fig 3 A strategic framework for improving Libya's touris

industry
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TouRrIsM AND EcoNomIC DEVELOPMENT : THE CASE OF TURKEY 14

kenkan ALDEMKR
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 agdficof 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 contingentngaitgim 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 resoftceintegration 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 resnues.

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 generallyrassl 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 sectoand 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 importanntslehe
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 strengthengh positi ve externalities of
thus increase the potential of growth in the economy. Some researchers have proposed a
At oulred meconomic gr owt h hypot hesiso that a ¢
economic growth in the foy 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 createsrécqmmoblems 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, employmentelated 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 wahe 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. 15

Therefore, there are many hidden costs to tourism, which can hiaxerable 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 libygneans of tourism, they are least able to
realize these benefits. Among the reasons for this aredaaje transfer of tourism revenues out
of the host country and exclusion of local businesses and products.

Tourism is a significant economic activity 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 tdp destination in the world for foreign visitors. On the other
hand, 2005 tourism venues are 17.5 billion USD which also made Turkey theltbpiggest
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 reseane real GDP is
investigated by using emtegration 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 (@ causality: The
tourismlead economic growth).

Hypothesis 3 Economic growth leads to tourism expansion (g causality: The
economieled tourism expansion).

Hypothesis 4 Reciprocal relationship betweetme 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 appropriateisou 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
estimatiorresults, and discusses the results of hypotheses. Finally, Section 5 contains a summary
and conclusions of this research.
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2.LITERATURE REVIEW

There are few studies investigating empirical relationship between tourism and ecoddmic
growth. Earlier tudies 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 Cantaleitia, 2002; Diritsakis, 2004
Oh 2005; Gunduz and Hateshi 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 r da (2002) found that t
economic growth in ondlirection. Their study is supports tourided 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
tourismled economic growth and econontéd tourism expansion hypotheses. Similarly, Kim,
Chen and Jang (2006) found admectional causality between economic growth and tourism
expansion in Taiwan. However, Oh (2005) suggested that the hypothesis of tl@arism
economic growth is not held in the Korean Economy. In his study, Granger causality test imply
the oneway causal relationship of econontéd tourism expansion. Gunduz and Hat&mi
(2005) found that the touristed growth hypothesis is supported empilicah 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 empical 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 weketafrom 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
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 stationarityaofime series, because a raiationary
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 (Endes, 1995). The presence of a stochastic trend-¢tationarity of a time series)
is determined by testing the presence of unit roots in time series data. AugmentedHiddey
(ADF) tests were employed to test the fsbationarity of the variables.

Tablel. ADF Unit Root Tests

Variables ADFdtatistics / (level) ADFdtatistics / (T
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 whicB.@deand 17
3.54 for the level and first differenced at the 5 % and 1% significanck tegpectively. 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. Wever, 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, | (1).

3.3.JOHANSEN COINTEGRATION TEST

Before specification anéstimation of cointegration test, it is required to examine the
stationarity of the variables. If the time series are-stationary in their levels, the variables can
be integrated with integration of order 1, when their first differences are statiorfzege
variables can be cointegrated as well, if there are one or more linear combinations among the
variables that are stationary. If these variables are lmmngtegrated then there is a constant
long-run linear relationship among them.

Since it hasbeen 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 norcointegration against the alternative that is the existence degoation using
maximum likelihood procedure (Johansen, 1988).

Table2. Johansen Cointegration Test

Trace statistics Max. Eigenvalug

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

none (coint. vector) at mo

20.57 1.56 19.00 1.
(15.41) (3.76) (14.07) (3.]
(20.04) (6.65) (18.63) (6.4

Note: The optimal lag number (4) is sefed 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 lineambinations of two series are cointegrated in the-long
run. In other words, the loagin equilibrium exists between tourism revenues and real GDP.

Therefore, the first hypothesis (there is a long run equilibrium relationship between
tourism expansion aheconomic 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 thetatonaryvariables 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 arextion (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 (cointegratiatiaeship) between real
GDP and tourism revenues implies that the two variables are causally related at least 118 one
direction. As a final step, to answer the question regarding the direction of causation, the
Granger causality tests were performed:

Grarger (1988) points out that if two series are cointegrated, and then there must be
Granger causality in at least one direction. A variabie a Granger cause gf(denoted as; Y
y1), if yrcan be predicted with better accuracy by using past valuesather than not doing so,
all else held constant. The Engkranger causality tests between real GDP and tourism revenues
are performed by two equations separately:

LREGDR=¢;+ “%;U;LREGDR;+ % b;LTOURRE; +ex (1)
LTOURRE-g2+ “%; hLTOURRE + “%1b;LREGDR; +ex  (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 Grangeicause LTOURRE cannot be rejectedif = b1 =0. Similarly, the nullhypothesis
that LTOURRE does not Grangeause LREGDRannotbe rejected ib,; = by, =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 sepdwatction. 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

Nul | LTOURRE doe:;q
Granger

Hypothesis : cause LREGDP
LREGDP

Lag fstatistics p value F-statistics ¢
value

Number

2 4.19 0.02
0.00

3 3.30 0.02 3.67
0.01

4 2.92 0.03
0.00

5 2.52 0.04 3.96
0.00

6 2.85 0.01
0.02

7 2.53 0.02 3.28
0.00

Estimation results support to-toovement in the LTOURRE and LREGDP time series;
therefore there is twavay Granger causality between real GDP and tourism revenues:

The null hypothesis regarding no causation of reaPGDREGDP) 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. 19

Therefore, the last hypothegqreciprocal 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 causats to examine the
relationship between economic growth (real GDP) and tourism expansion (tourism revenues) in
Turkey over the period 1992006. Prior testing for cointegration between the two variables, the
ADF unit root test was applied to check timae 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 appkd to investigate the direction of causation between real GDP and tourism revenues in
Turkey. The empirical results suggest thadipectional causality from real GDP to tourism
revenues and vice versa exist.

Turkey has experienced substantially lasgale 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 grdwcause each other. That is, there is a reciprocal relationship (the
two way causality) between the two variables.
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THE EFFECT OF TOURISM ON THE PAYMENTS BALANCE OF TURKEY AFTER 1990 20

GUIMORKn®°n¢ University, Tur key
Semi h CQOkrkey N

ABSTRACT

The burism sector irthe world has improved aft&orld Warll. With this improvement
t o ur sosioegoxnomic effects increased. In this sense, tourism has become a very important
sector for developing countries. Developing countries need tourism, then foreign exchange for
creating i ncomes, empl oyment , Beiogvaedevelopgg payr
country, Turkey is concerned with tourism for its development. At this point, this article shows
tourism sectordos contribution to Turkish eco
Keywords:Tourism Sector in Turkish Economy, Tourism and Payments Balance

1. INTRODUCTION

From e half of 28 century, tourism has become one of the fastest progressiters

Thisis 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 alsedttatttis
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 thesaegative effects the country began to promulgate Development Plans.

With these Plans tourism sectords | mprovemen
ai med. However Turkeyds external tourism ha
laws,ew supports and new investments this sect

large scale. This structural change has created new employment possibilities, new incomes and
the most important one, it has created a possibility to cover balancgrépi deficit. The last
one is important because Turkey has continued to live with this truth.

This articlebds aim is to show the tourisn
economy and especially to s hosamplehof Isalanseeof t o r ¢
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 imp®mme nt of this sector in t
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 balane of payments and then its importance and formation are pointed out. At last,
tourismés share about covering of balance of
with values from 1990s to 2006. The fourth part includes thelasions about tharticle.

2.A SHORT GLANCE TO TURKEY @8 TOURISM SECTOR

After World War Il, probably the impact of the third globalisation wave, international
tourist flows and tourism incomes increased. Despite this fact Turkey acted lately about
improving its tourismsector while it was an open door museum with itsurzd and historical
beauties. Asaresutt,he | mportance of this sector could

After 19606s Turkey began to plan its eco
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 peri@de, &f tourism 21
investments did not pass 0. 7% o fpal, 099407, f i x
¢téemat & Bahar, 2003:3). For Turkey everythin
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 netusal 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 suppoded 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 pecugigupport means like donation and support premium that
were used in countries successful about toui
investments towards this sector increased and tourism became to contribute to the economic
growth. In 1985as a consequence of encouragement of foreign capital and private sector and
Tourism Bankdéds credits to private sector fo
number of accommodation facilities (Ertin :202). Most researchers accept 1985 aspaimur
for Turkish tourism.

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

(19801990)
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

Sourcehttp://ekutup.dpt.gov.tr/ekonomi/gosterge(ttb.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 Turkeayl980 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 totalciimme was 2 425 million Euro. For understanding the
development of tourism sector in Turkey between the years-198B share of world cake can
be wuseful. At the beginning of 19806s Tur ke
share increased 1.25%f 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 entrabigeaf816
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 sectoedetifnEuro to it
(Takar). This data prahek98b@&s.advance of tour

Table.2 Tourist Arrivals and Tourism Incomes in Turkey (:29800)

Years | Tourist Arrivals | Tourism Incomes
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(000 Person) (I'n Millio

1980 1288 246 22
1983 1625 317

1984 2117 414

1985 2 615 826

1986 2 391 718

1987 2 856 1115

1988 4173 1779

1989 4 459 1932

1990 5389 2 437

Sourcehttp://ekutup.dpt.gov.tr/ekonomi/gosterge(ttb.03.2007)

1 9 9 AGid ot begin fairy events for both world and Turkey. With the beginning of Gulf
War Tur keyods tour i send. Berausedf its geslagical situation heliday e a d
reservations were cancelled in the country. Although the war was finished armfebf91,
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 3 April 1991. Even though there was an increaser dfte half of the year, incomes
did not affect positively because of low price applicationother wordswhile tourist number
increased 2.4% according to the previous yd# tourism incomes decreased 19.8% (Egeli,
1997:116). Of course there were aldifferent 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 , i mportant price dumping Iin some count:t
seasonal tourism conception tourist number
2003:4).

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

(19912004)

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

Sourcehttp://ekutup.dpt.gov.tr/ekonomi/gosterge(ttb.03.2007)
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While Turkey was fighting with financial crisis in 1999, 2000, 2@0H global terror
attacks that happened all over the world and Turkey, its tourism sector stand out agains2all of
t hese. As Turkish tourismdébs share in the —in
increased 2.9% in 2005. At the same period foréaurist 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 thousana 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{2008) and 1X. Plan
(2007-2013).

Table.4 Tourist Arrivals And Tourism Incomes In Turkey (129D5)

Years Tourist Arrivals Tourism Incomes
(000 Person) (In Millio

1991 5518 2 004

1992 7076 2 749

1993 6 501 2991

1994 6671 3 265

1995 7727 3745

1996 8 614 4269

1997 9712 5290

1998 9431 5422

1999 7487 3931

2000 10 428 5768

2001 11619 6111

2002 13 247 6 406

2003 14 030 9972

2004 17518 12 085

2005 21 100 13 750

Sourcehttp://ekutup.dpt.gov.tr/ekonomi/gosterge/(i/5.03.2007)
http://ekutup.dpt.gov.tr/plan/ix/9kalkinmaplani20070302.(.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 previousdPlawsus that Plan
targets mostly dondét come true. As being an
climate four seasons, cultural and historical treasures and amiable citizens Turkey have to be in a
better situation in the world orders, it hagyreat 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 TURKEY &8 ECONOMY

Tourism affects Tur keyds eaantovays. mheseavaydcarm a s
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
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balance between regions and finally on payments balaricea(OD é , -2®).8nbrder & most of
researchers the importance and effect of the tourism in an economy are measured with th&4share
of tourism incomes in GNP, in this part a short look to share of tourism incomes in GNP-will-be
done. As the headline keefhe situation after 1990s, Table 5 which shows the share of tourism
incomes in GNP that are kept the values between-29000 5 . But it shouldnot
these tables tourism incomes provided from international tourism are included. Domesin to
incomes are hard to be measured.

Table.5 Share of Tourism Incomes in GNP (1-2005)

Tourism
GNP Tourism Incomes
vears (Million Euro) | NOMes /
(Million Euro) GNP

(%)
1990 112 756 2 422 2.1
1991 112 836 1993 1.8
1992 118 813 2 733 2.3
1993 134286 2973 2.2
1994 99 412 3 245 3.3
1995 127 732 3723 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 5734 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
SourceKar et. al., 2004, p.95
* This yearsod6 values are got from http:

** [ncomes 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 ti me, rate between tour
change together all the time. For example in 1994 GNP value dedreas 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
al most i n 35 vy e aughsfarthea countsylike Tutkeyavbiahn hag a grdat petential
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 ma&sitive effects on the payment balance being
in form of additional export or i nwhichsigomel e it
of the fastest improving secKiis an instrument of emerging countries for their developments.
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So that tourism haa great important not only for its contributions in GNP but also for foreign
exchange incomes that provide healing of payment balance (Yavuz, 2006:162). 25
Widely, the balance of payments measures the payments that flow between any
individual country and laother 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 countr
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,

especiallyfodevel oping countries. Because theyove
and for their development they need intermediate and capital goods. As being a foreign exchange
provider, tourism looks 1|ike a bhadebderegptuffam d 6 |

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. Thusedtc 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 andiall of goods and services that are sold
to tourists are called additional exports (Kk

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 alirtfee 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;
k e 8005:19);

First, the rate between foreign exchange expenditures (c) and foreign revenues (r) must
be under 1 (ckl);

Foreign exchange share of tourism sector must be much more than the foreign
exchange when there is not a tourism sector indiaitry.

Tourism incomes and expenditures togethe
narrow meaning, external tourism balance means tourism incomes from foreign tourists and
resident sd foreign exchange expepedfiedivactves wh e
part and expenditures specified in passive pahie Btal of thesewill 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 oe #ntrance 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 (usee n , 2005: 20) . So
tourism incomes in export incomes can show us this effect.

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

Export Incomes Tourism Tourism

Years S
(Billion Euro) |Incomes Incomes
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(Billion Euro) /

Export Incoms| 26

(%)
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
Sourcehttp://www.ttyd.org.tr/istatistikler.htm(16.03.2007)

As Table 6 shows, tourismncomes are very important fo
tourism incomes in export incomes increased from 1991 to 2005. Of course some values are
bigger than 200506s value. But it isndét forgo

and hasbattled lots of internal and external crisis in the period of 15 years. tAésmte of
covering of tourism incomes to external trade deficit fie¢p understand the contribution of
tourism for balance of payments.

Table.7 Rate of Covering of Tourism broes to External Trade Deficit (192006)

Rate of
External Trade . . .
Deficit Tourism Covering of Tourisn
Years (Million Euro) Incomes N Incomes _tc_) Externg
(Million Euro) | Trade Deficit
(%)
1990 7 023 2 033 28.9
1991 5 603 1995 35.6
1992 6 131 2735 44.6
1993 10 586 2976 28.1
1994 3 882 3248 83.6
1995 10 578 3726 35.2
1996 15 336 4247 27.6
1997 16 762 5 268 31.4
1998 14 243 5 395 37.8
1999 10 587 3904 36.8
2000 20 092 5 740 28.5
2001 7 566 6 081 80.3
2002 11 648 6 375 54.7
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2003 16 603 7274 43.8
2004 25 839 9114 35.2 27
2005 32 548 10471 32.1
2006 39 006 9436 24.1

Source: http://www.dtm.gov.tr/ead/gosterge/baslica.xls (17.03.2007)
http://lwww.tursab.org.tr/content/turkish/istatistikler/gostergeler/63TSTG.asp
(17.03.2007)

It can be proved from the rate in the Table 7 thatburism 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, deyeig 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 exchaegto 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 thetast poi
is average of 40%. It is a high value then i
Al so increasing of touristsod number, tourismn
has learnt the importance of the sector and try to impafwalues of it.

5. CONCLUSIONS

Nowadays, with becoming a life style or life @adurism 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 &r | | . Gl obalisationds effect
be contradicted. Especially, in these days impact of globalisation is heaviest, importance of this
sector has increased one more step.

However, Turkey wunder st o davelopntent satelys Actiono r 6 s
began in 1960s did not get a solution until 1980s. With the 24 January 1980 Decisions Turkey
opened its doors to world and promulgated egear policies in all economic, social and
cultural areas. These Decisions declined irhgabstitution 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 gds. For buying capital goods and intermediate goods they need foreign
exchange. This time, Turkey believed the wor
of import. But there was another sector which could provide foreign exchange to they:.count
Tourism.

Although it has positive effects on incomes and employment, for developing countries
like Turkey covering balance of payments deficit effect is much more impplkecause this
deficit has become a chronic item for Turkey. To understagdeffect most researchers look
for the rate of tourism incomes in export incomes. Turkey has an increase inclination between
the years 1992005. Also rate of covering of tourism incomes in external trade deficit can be
examined. At the average, thiseas 40% for years 1992006. 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
yearso6 deficit values have proved it.auws Tur
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. Far g¢grown g touri st286
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 swingmmsouth, 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. Howeyvar developing countries, such participation is
difficult to put into practice because of shortcomings in structural, operational and cultural
limitations in the tourism development proc€3®sun,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 contpibioth 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 A2Principal Component Analysis shows three main
problems in existing community participation approaches: (1) inadequate information about the
participation process; (2) l i mitations in
negative attitudesowards the processQualitative 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 wasanalysedu s i ng Ri t ¢ h i (89436nfdr aSmpeewocrekr nse t h o d ¢
issues were identified: (1the weakness of the current community participation approach; (2)
| ocal residentsdé attitudes to the participa
community participation approach.
Finally based o revetalseggestibns dre gutsforwarnd fodai futuge framgework
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
optimuminvolvement with a potential for a higher participation level.

Keywords Tourism development, community participation, decism@kingprocess Langkawi
Islands

1.INTRODUCTION

Tourism is an important mechanism for economic development and the creation of
employment opportunitie;n many countriegDe Kadt 1979;Pearce 1989; Hall 1998Vahab
2000. This has attracted attention from the governments of developing countries looking to
maximizz economic benefits from tourism development in their own couriiesri 1974;
Jenkins & Henry 1982; Lee 1987; Winpenny 1982any developing countriekave tried to
exploit the tourism industry for economic stimulation by getting foreign investmapitat, and
surplus from currency exchange (Din 19%9éjfer 2003. However , even when tF
economic achievementfsom tourism are recognised, their response to pulparticipation
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processduring the stages of tourism planning and developnseatways questionable. Local
community participation in the decisiormaking process is always limited or sometim@§
marginalized particularly in developing countrie€delmannl975;Lea 1988 Timothy 2000).
Local communities not only fail to participate the decision making process, but also fall short
in maximisingthe benefitof tourism development (France 198;heyvens 2003

Researchers (Keogh 1990; Hall 1998; Timo&ylosun 2003) stress the importande o
public participation inthe decisionmaking during tourism planning and developméefurism
planning involves many stakeholdessich as government agencies, private companies, and non
government organizations (NGQsyhich should strengthen the importance ptiblic
contribution inthe publicparticipationprocess.tlis the publicwho arethe most important party
since it is they who will be most affected either pasly or negatively (Tosun 200®y tourism
planning and developmenin fact, public participation in tourism developmetibesnot only
relate to the decisiemaking process and thersdits of tourism developmenbut alsoregarded
integral tosustainable tourisnD(6 A mo r @reeh 99952 Lieslie 1998jurphy 1989.

2. TOURISM PLANNING IN MALAYSIA

In Malaysia, @vernment involement in tourism development began in the 197is
followed aneconomic downturn and the decline in popularity and demand of commodity
products which caused the government to explore new resounsd the aimto improve
Mal aysi ao s(GOK cle76)o Thig resulted in the establishment of the Tourism
Development Corporation (TDC) in 1972 following the Pacific Association of Travel Agencies
(PATA) conference in Kuala Lumpufrollowing the establishment of the TD@®etfirst Tourism
Master Plan was congted 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 perceivetegative social and cultural impacts that tourtsonld have on
the local society. However, continuous efforts by the government and economic benefits
resulting from tourism devel op mdthdindisyfrem c¢c han
a negative to a positive stan@#'ells 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 alsooutlines government policies and strategies fourism development. The
governmentalso promotes Malaysia asa tourist destinationfor international visitors by
ref er ence polaicalM@biliy Yrese albregarded as important policies that will help
to create a favourable image of Malaysiternationally.Additionally, the policiesin the Third
Five Years Plan (1976980)reveal thatvhilst community participation in tourism development
is important (GOM 1976) the focus is more on sharing the economic benefits rather than
involvement in thedecisioamaking process. The policies fail to explain how the public can be
involved in the decisioimaking process.

3. THE CASE OF THE LANGKAWI |SLANDS

This research focuses ¢ime Langkawi Islands as a case st(iéigure 1). he Langkawi
Islands have xperienced tremendous development in public infrastructure and tourism facilities
since 1986 when the island was declared as a duty freeMaes construction projects on the
islandshaveonly one purpose: to accommodate tourism developngmte he wasaking the
office, former Malaysia Prime MinisteDr. Mahathir Mohamedhas encouragd local and
international investorand businesspersons to invest in the Islands.
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Figure 1. Langkawi Islands, Malaysia
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To guide the progress of tourism development in the Langkawi Islands, the government
prepared the Langkawi Structure Plan, which was gazetted in I981.1990 Langkawi
Structure Plan outlined the government peficand strategy for soegconomic 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 suggtion. Nevertheless, based on his study, Din (1993) questioned the
effectiveness of the public participation process dyramgce local residents can only participate
without influence the decision makkpgocess. Similarly, Hashim (1986) and Mohd S&k9g)
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 developmesd failaddress the need of
local residents (Din 1993, 1997)

Therefore,Din (1993) suggested that loa@&sidents shoultbe given greater chareéo
voice theiropinions or ideasjespiteof shortcomings in implementation approach and the lack
of their undestanding. 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 andould contribute tmegative perceptions

4. RESEARCH METHODOLOGY

Johnson and Onwuegbuzie (2004: 17) odefinq
research where the researcher mixes or combines quantitative and qualitative research
techniques, methods, approaches, conceptdanguage into a singlet udy 6. e@lr e swe
(2003)stressed that the mixed method researcher can give equal priority to both quantitative and
gualitative methods or choose to emphasise either one or the otherebeaircheshould select
the designsihat effectively answer their researgh e s t (Jobnsod 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 investigatid-igure 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
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method. The rsult from both analyses were compared and integrated in the interpretation

process.
Figure 2: Research process
ResearchObjectives
A
Mixed Methods
A 4
Quantitative methodology: Qualitative methodology:
Household surveys Stakeholder interviews
Sample size: Sample size:
383 respondents 40 respondents (100% responf
. rate)
Response rate:
50% response rate Question types:
(392 questionnaires) Openended status questions
Question types: Main objectives:
Closedended status questions 1.To identify the approach of the existing
. S public participation framework in the
Main objectives:
. . . study area
1.To identify residg¢qg > i
attitudes on the public participation .To question the strategy used and
approach prob'lems |§j¢nt|f|ed when implementing|
2.Toidentifyr e s i @upport fer duture public participation _
public participation processes 3.To determine how far the residents are
allowed to participate during the
murAh rArm~ At vrAaAvrAana
\ 4 A 4
Quantitative data analysis: Qualitative data analysis:
Usingdescriptive and analytical Using O6framewor
analysis with SPSS 12.0 software NVivo 2.0 software for data analysis

\ 4

Compare quantitative and qualitative finding

5. RESEARCH FINDINGS

32

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

t he
of

t o
Barlettd s

identi fy
Test

respondent so
Sphericity

percept i olmes
s h o ws-Meyer@lkin valteiot a |

of

0.7, exceeding the recommended value of Bléir(et al. 1995). This means the items can be
subjected to further exploration to identify the underlying factors that exist. Reliability

anal ysi s

(Cronbachos

alpha) was cal

cul

at ed

factorand a cubff point of 0.45 was used to include items in interpretation of a factor (Table 1).
Table 1: Factor analysis on thepublic participation process (N=392

Canakkale Onsekiz Mart University, School of Touristddel Management

S
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S Factor Loading )

Factor of participation problems I | 5 | : | 2 Commonality 33
Factorl: Implementation weakness
The involvement was limited to early] .816 .678
stages
Was excluded from participation .787 .707
process
Only selected individuals were invite| .713 573
The process was difficult and too .629 .703
complex
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 .730 572
program
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%
Was not invited tgarticipate .848 .824
Eigenvalues 2.93 1.87 1.58 1.00
Variance (%) 26.69 | 17.03 | 1440 | 9.5
Cumulative variance (%) 26.69 | 43.73 | 58.13 | 67.28
Cronbachés al phal| .67 .75 .68 -
Factor Item 4 4 3 1

& Factor 4 has only one item and was excludeduigher analysis.

From the Varimaxotated 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, leauiogher three factors with at least
three or more itemslhe 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 researcfiNunnally 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 relatesgovernment control in thdecisionmaking processes
This situation existed in all decision making during the Structure Plan and Local Plan studies.

Excessive control by the government l i mited
process. One of the government officéRespondent 5¢xplained:
A...if the public disagree with the plan

Committee. That was the highest lewkparticipation in any physical @n development in this
country..eventhough,the state planning conittee considezd the enquiry, the committee sva
still free to make a decision whithey heldtobe el evant . 0

Interestingly, the residents understood how the decisions were made. Although they were
encouraged to attend the draft plan exhibition, theyrditl have an opportunity to raise any
guestions or suggestions. Community leaders viewed the exhibition technique as not effective
since the residents could not participate actively. One of the comnlemitgrs (Respondent 32)

stated his regrets:
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fiUsually, the decision was mad# the top levelof administration without irdepth
involvement fronhe local level. Even when thdgovernment officialsjvent tothe local level, 34
the approach used wanot effective because were not able to bactivelyinvolved o

Second,the weaknesses of the existing participation approsehe another major
concern for most of the interviewees. They claimed that flaws in the current practice had limited
residentsd opportunity t o -rhakingprocesgp & rcdmynunityn v o |
leader (Respondent 32) explained his views on that situation:

Al think the priorities in the participat
to look at their reaction...actually, some of the residér@dobjectiors but the problem waghat

they di dndt ha waEcingthen gbgction nilee ggovernmend approach was very
simple...we were only involved in the early

An officer from the government department also did not deny the failure @ixikeng
participation process. The officBResponden®) remarked how thimitation exists:

fiOne of the failuresvaswhen we @l the Sructure Plan or Local Plan, the consuént
carried outthe household survey among the community and dla@yedthat that wes public
participation. Thatwas right, butit was onlya oneway communicatiompproach.l mean the
residens just filled the questionnaire without having a discussidth the consultant to draft the
plan togethed

Finally, the attitude of residentslso contributed to the ineffectiveness and low response
to the public participation process. The government officials blamed the residegtive
attitudes for not paxipating in the involvement proces®ne ofthe government officers
(Respondent 11) explained:

A hey (the residents)idi not participate because of their attitude...normafheople will
not reactunless something happerthey just waito see what wilhappen tahe development
before giving their feedback. o

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 tocany participation process. One of themmunity leaders (Respondent 34)
explained further:

Al think they (residents) were not invol\
us to find out about any project only after they (project proponeats)h st ar t ed t heir

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:

Aémost of t hem npttinvadvedrbecausediteey aresnpt uralerstood about
the Structure Pl an. That 6s why since 1991,
educate local community about tourism development, the benefits to get involve and the
consequences from the dmment. We suggest them to organise a seminar or forum for local
community but nothing was done wuntil now. 0O

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 procddss issue was influenced by the
administration syy@m 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 exisérticipation
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approachThe level of knowledge among the government officials (see chapter 6) also
contributed to these problems. 35

3. Resi dent sltbwasaunhdeniablaitdae some of the residents had a negative attitude
towards the government programdathe 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, @Ww level of education resulted in the failure to increase the
quality of comments or suggestions.

Despite of the problenthe majority of respondents supported a greater involvement for
future public participation process Survey results show that modttbe respondents want to
have more information (87%) and take parttle consultation process (82%). Although the
current practice in Langkawiogsnot include the participants in the decisimaking process,
the respondents want to be involved in theisienmaking process (78%J.hey want to share
the responsibility in making the decision (76%)d more than half othe respondents (53%)
want to have complete control in the decisiaking 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 levelstrigadion. One of the
government officeréRespondent 2emarked:

AFi rstly, we must educ at theparticipatiqn process and a b o L
whattheyshould do when they come to participate. However, | think at this moment ourscitizen
are not ready for a higher levalf involvement yet, mhg in the next 10 or 15 years. The highest
level they cammake acontributionis at theconsultationl e v el . 0

Community leaders (Respondent 3bipported this position:

Al t hi nk oisanly readynobelinvolved tahe second level (consult) because
we have toconsider their level of education alssince many of them still cannot understand the
purpose otfthe participation itself.What we need to do is to educate them and after that we can
think about the nextlevel f not we will struggle even at t|

However, another government offiqggtespondent 4¢xplained that the problem not only
existed among the residents but also within the government staff:

AWe atthe government level weadso still in the learning process especialthin local
government, because we need to train and expose sthié participation process. Therefore,
for the local people for sure they rgeonestepbehinduso

Even though the e wer e di fferences bet ween sur v
stakehol dersdéd views on the stages of future
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 aredeTange ost akehol der sdé opitai ons
the participation approach show how the system was run in thg sheé and Malaysia
generally. The public seems to understand their right and need for guadieipation in the
decisionmaking process. However, by contrast, some government officials digjeany
suggestion to provide more opportunities for gregteblic involvement even though thg
recognisets importance to improve the decisiomaking process.

Some differences existed in the case of participation problems. The interviewees from the
government groups explicitly represented the government ameedi¢he problem from their
working experience. They thought the residen
the participation processes. Community leaders, however, disagreed and explained that the
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implementation weaknesses and the litiotas in the involvement process were the reasons for
the weak response from the residents, and affected their ability to participate effecBly.
However, this study found that the residents were not excluded in any of the public participation
process, irfact, 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 sogbgance of evaluating
international tourism movements not only in developed countries which have a big market share,
but al so i n devel oping countries. To augma
comprehensivanalygs oftourists profiles and meeheir 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 movementshould 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. Agcordin
to the results of the analyses and investigationsdnepetitivestrategies 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 andauntry 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 developsertos 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 intemational arrivals in 1950 to an estimated 763 million in 2004, corresponding
to an average annual growth rate of 6.5 per ¢&ni WT O, A g. AA¢cording ™ 6Vorld
Tourism Or gani zationbés data international touri:

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 2@%ope is an important
destination which takes nearly 55% of international tourism movements and Mediterranean
region takes nearly 20% of Europeds tourist
one of the most popular destinations in theldvavhere 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 chaadayis t
world. With this new tendency, customization has also begun to play an important role in the
industry. Tourism actors are attempting to gain a compefiveerby taking into consideration
the individual needs. The tourism product has thus beesftnaned 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 tourismittv different expectations. Rather than simply going on sig8
seeing tours and relaxing at poolside, these tourists search for more meaningful or-intense
experiences (Akpénar, 2003) .

The rise of the new technologies, changing lifestyles, changing cons@inavior 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 fiéitgbin the travel experience. These
changes in tourism approach give rise to competition in world tourism. To carariudiet
share or to increase theirarketshare that they take from international tourism, countries should
change their tourism appaohes, diversify their tourism activities and revise their competitive
strategies.

1.1INTERNATIONAL TOURISM M OVEMENTS AND TOURISM RECEIPTS IN WORLD

Worldwide tourist arrivals are estimated at 806 million in 200%e Tmajority of
international tourist aivals 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, swisitiag
friends and relativegeligious purposes/ pilgrimages, health treatment, etc (212 million). For the
remaining 8% of arrivals the purpose of visit was not specitidd(TO, fi b 2006).

Based on information from the large majority of destinationntries that have reported
receipts data for the full year, it is estimated that worldwide receipts from international tourism
reachedUS$ 680 billion (58 billion euros) in 2005In absolute terms, international tourism
receipts increased by US$ Billion in 2005. In size, this signifiesn amount comparable to the
receipts of the worldbébs second biggest tour.i
Caribbean, Central America, South America and South ARNBNTO, i ¢ 2006).

Compared wh 2004, the toften 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 20@%top of a 26% rise in 2004 uikey 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 MediterranesopEwwe 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, lesseknown attractions of theountry UNWTO, fi b 2006).

1.2 INTERNATIONAL TOURISM MOVEMENTS AND TOURISM RECEIPTS IN
M EDITERRANEAN REGION

Tourism showed a great devel opment i n Me:q
crisis in 1974, the war between Americdya and Chernobyl itident in 1986 (Bozok, 1996),
l ragq war in 1991, political instability anc

September 2001, Irag war in 2003 and SARS virus, the fail both in global economy and Euro
region countries (Tursab, 2005) effectedrism 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 sat; cultural, historical and natural values. Tourism in Mediterranean
developed greatly due to these factors. Alth
and the sunny days are more than Europe, the region has a great historical heritdgseAll t
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features that the region acquires make it a destination that entertains lots of international tourists
(Bozok, 1996). 40

According to World Tourism Organizations data (2005), the region gets 32% from
international tourist arrivals and 29% from interoatl 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, Italykey, Greece, and
Portugal. On the other hand Monaco, Albania, Slovenia, Croatia, Morocco, Algeria, Tunisia,
Libya, Syria, Egypt, Israel, Cyprusebanonand Malta have remained weaker as for tourism.
The visitors of the Mediterranean coast mainly consenfithe 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).
and Mediterranean

Table 1 International Tourigtr r i val s Reg

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, i b 0 & 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 thenumber 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 I nternational Tourism Receipts anc
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

ncreased

Source(UNWTO, i b 0 & 2006).,

Despite the decrease in tourist arrivals market share, the market share of the incomes

from 27. 3 t

o 28.9

from 19 Ydurismn o
receipts are estimated atound196 billion US$ in 2005while it was nedy 74 billion US$ in

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
ltaly 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

20
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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
Sour ce: UNWT O, Abo&ndo, 2006.

Table 4 International Tourism Receipts of the Countries in Mediterranean Region

41

International Tourism Receipts (US $hillion)

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 | 5243 | 6,616 | 7,846 | 7,931
Croatia .. 1,349 | 2,758 | 6,304 | 6,848 | 7,463
Egypt 1,100 | 2,684 | 4,345 | 4584 | 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 | 1530 | 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
Sour ce: UNWT O, Abo&fido, 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 ltaly are the
tourism giants in Mediterranean region since 1990, as it is shovalat4. From this point of
view it is possible to say that France, Spain and Italy are dominate countries in the
Mediterranean tourisnTurkey has consolidated its position in recent years as the fourth most
important destination in the Mediterranean regaifter the tourism giants France, Spamd

Canakkale Onsekiz Mart University, School of Touristddel Management
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Italy. However, Greece and Portugal I's coming |
in the number of tourist arrivals. On the other hand Egypt, Tunisia, Morocco and Algeria hd¥e a
growing tourism ptential. 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.

1.3INTERNATIONAL TOURISM MOVEMENTS 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 soh 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 (Koz& Rimmington, 1999)Nearly 20 million tourists haveisited
Turkey in 2005 while the number of visitors was around 5 million in 1990.r k ®yriéns
receipts are estimated atound18 billion US$ in 2005while it was nearly 3 billion US$ in
1990 Turkey was ranked as the 9th destination in terms ofniatemal tourist arrivals and 8th
intermsoftar i sm revenues i 200®.005 ( UNWTO, #dAbo,

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 redatasenot 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 & Loewendahitgal, 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 competitiveuatainable
policies are implemented in the future; and this will increase social welfare in the possible
shortest p & Bahao,2003). I{ ig assumdd that tourism will be the most important
industry in the country's economic structure and wititcwue 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 qualitydue to the lack of knowledge and motivation to follow current international
improvementgKozak & Rimmington, 1999)As afoesaid, statistics indicate that France, Spain,
Italy, Portugal and Greece are the main competitors of Turkey in the Mediterragisam

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 witht e st ab |l i s h me
destinationds sources, facilities and ai ms.
strategies that the competitors use and the facilities of the tourism products which are presented
to the markeby making a swot analys{®ral & 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 introducttivities 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 (Yuksel, 2001).

According to Avcékurt (2005) s ndy keeaches;h s o
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; Shoppifagilities; Being comparatively a cheaper
destination.
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Weaknesses of Turkegre: Season density; Insufficient infrastructure; Low quality In
tourism service; Lack of sufficient for campsites, hostels, self catering establishn&Bits;
Insufficient motorway ad 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

Opportunitiesof 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

nei ghbors; The process of Turkeyods full me mb «
the second houses in tourism; Having a great local tourism potential; The development of
transportation and the increase of l ong ter

Threats of Turkey are: Image problems and negative news in foreign press; Growing
compettiveness in tourism; The dominance of international tour cartels in the market; The
increasing interest to Eastern Europe of the countries that send tourist to Nelkegitractive
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 inhat spot due to its geopolitical situation
(Avceéekurt, 2005).

According to ¥zt grkoés research results (
beaches, historical and cultural values, buying power of money and security issues when
Tur k ey 6 s cepssbenictonarked 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 df starking in tourism, safety
and security, local transport, natural environment, speed of ¢heaakd checlout at the resort
airports, quality of restaurants and bars, responsiveness to customer complaints, food, facilities
on beaches are ranked as thestrpositive 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 eagumtt,
quality of accommodation, hygiene and sanitation, signposting to tourist attractions and
facilities, sport facilities and activities perform less wé&h the other hand;urkey has a good
reputation alongside Spain, Portugal and Greece. Therefburkey should consider the
strengths and weaknesses of these countries and develop new strategies by examining overall
performance against its counterparts (Ko&aRimmington, 1999).

The i mportance of consumer s abbundafiea, ditei o n ,
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 impossibledoco mpet it i ve with strate
(Kér ém, 2003) . Economic Revolutions that h
changing world and obligate countries and establishments to determine their competitive power
and strategy (Bahar & KozaR005). According to Turkan (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 marlet to be strengthened (Bahar&Kozak, 2005).

Competitive advantage is noeommonlyaccepted as being of central importance to the
success of orgarations, regions and countries (KozZakRimmington, 1999).

There are already c | e asful dsstingtiorss and bthet toutisoomo r |
industry stakeholders are those that adapt the new operating environment and cater for all forms
of distribution (UNWTO, Afeo, 2006) .
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CONCLUSION 44

Changes in the global environment are presenting organizations with leoth-—n
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 thelizgion 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 econsimicture,
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 Italjoaswumber 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, andaly) 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 whefleirkey compared favorably with its
competitive seare 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 couttaiesupply
similar type of tourism products. As part of this process, it should also address areas of
competitive performance where it is less strqi@zak & Rimmington, 1999) Turkey has
created the image of a cheap destination, attracting low spetalingts. In order to attract
higherincome tourist groups, a higher budget for promoting Turkey as a holiday destination (not
just sunseasand) on a national, regional and sectoral level is required. Therefore Turkey should
give importance to establish Burkey trademark and also individual trademarks for various
destinations including Istanbul, Cappadocia, Ephesus, Pamukkale, Troy and Artaiyaer,

Turkey has to give priority to a more effective introduction, information and tourism marketing

in orde 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 tourismsétzuld 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 ugst 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 Urrkey 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 tinftueis
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 ethestivities 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 (governm#linistry of Culture and Tourism, tour operators,
travel agenci es, hotels, tour guides, i nvest
potential.
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ABSTRACT
Tourism, one of the sectors that is largest and fastest improving in the world. For many
counties 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 lda and so on. This study intended to detertoumesm 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 infrastructuretc.) and necessary requirements to improve the tourism in
Canakkale are determined.
Keywords:Tourism, tourism destination, SWOT Analysis, Canakkale.

INTRODUCTKON

With the technological innovations, globalization, competition and increasing touristic
demand, the importance of destination marketing has been increassst decadeTo gain
competitive advantage in destination, badiaracteristics of destinations should be determined
and evaluatedTo reach this aims, effective techniques as SWOT aisatan be used.

This paper tries to determine the strengths and weaknesses of Canakkale as a tourism
destination by utilizing SWOT Analysis, and nevertheless to expose the factors that create
opportunities and threats in the region. For this purpostnisnpaper, at first, SWOT analysis
and using aim of SWOT analysis were explained; afterwards some assessments were made about
Canakkale region through this analysis.

1.DEFINITION OF SWOT ANALYSIS AND USAGE IN TOURIST DESTINATIONS

Term of SWOT comes fronthe first letters of four English wordsStrengths,
WeaknessesDpportunities, andlreats. 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. &imgths 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 fattorsraal 47
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 adol 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 alternati v eother2003). These p o | |
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 particudaitive 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, ew 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 c@acity 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 choosirlghesttt 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 countrypaidl hel
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 necessars3003) evi sion (Avceéekurt

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, winihrocess 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 touristlestination). 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.

Figurel : A SWOT Analysis for Tourist Destination

N 2 N
)N O\
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Reference: Geoff Lancaster, Lester Massingham & Ruth Ashford, Essentials of
Marketing, McGrawHill, 1998, compiled from p. 72

The information that is obtained through SWa@nalysis 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. Byding 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 powerfitiggpas 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. Whatare 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 amavices 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
establishmestin the destination?

7. What is the share of the tourist destinat

8. Are there education possibilities for local people and staff working in the destination?

In addition to above questions, for a SWOT analysis much moreeatkefaibjects 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, possibiltief 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 bustoesism facilities, ecological
situation, pfditical 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 makieesdy available
tourism types and development possibilities of other tourism types create opportunities to make
SWOT analysis multi dimensional.
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A SWOT analysis can be done for Canakkale as follows, by taking into consideration
these and similar factars 49

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 (Behraai&)

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 Idathat 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 otdsaing 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 amportant 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, éstprices 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 theoheed
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

2.3.0OPPORTUNITIES

Because of the natural and geographical possibilities of the region, Alternative
types of tourism such as scuba diving and wind surfimgoeadeveloped.

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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o Develop themeetings, incentives, conventions and exhibitions market

o Work jointly with publici and privatei sector partners in order to concentra
maximum resources for promotion tourism and building positive image.

o Well-established tourism marketing efforts care lorganized by sector
stakeholders in cooperation

o New investors can be promoted by improving long term tourism development
plans and projects

o Cooperation in marketing activities with neighbor provinces can increase arrivals
of foreign visitors

o Improving rual tourism products, promoting organic agriculture such as

viniculture, olive grove. Environmental improvements in villages, archaeological
sites and natural parks

o Transportation facilities can be improved by constructing new motorways and
airway comparas can increase their flights
o 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

o Intense interest and immigration to the region can cause pob&ms such as
increasing noise, traffic, housing, pollution, violence, robbery problems

o Social, cultural structure of local habitants can be affected negatively by
developing of tourism

o Resentment from communities due to lack of benefits or due tocingrakey
community values

o Rising cost of living for local residents

o Uncontrolled influx of more tourists or tourists seeking inappropriate experiences
damage to ecosystem from misuse

o Competition nationally and internationally

CONCLUSION

In recent yearsthe 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 devednt.

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 changeesponse to tourist demands.
Sustainability is an essential principle of all future tourism development. The future management
of natural, marmade and human assets is critically important for the-teng sustainability of
any tourism industry. Developents 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. bwever, 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 thea®giovhole 51
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 ofradite 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 obtatheSWOT 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 scalethenake
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 itsvmonment, 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 pt&s 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 realizatiomefattivities 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 detemining 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 ypbéhc area
features and their effects of the shopping centers are examined. Becouse of this reason, the
urbani public qualities in the usage density focused areas are determimtetha discussions

are made on these qualities. The focus area planning examples in Kanyon and Cevahir Shopping
Centers which are in the form of urbamublic areas examined in the study are chosen as the
research area. In the second part of the studgra@ng results for the necessities of urldan

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, Tiasm, 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 ddferent 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.ehbe exist
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 giesliin the point of view of structural
integrity, supply the segregation and the difference of designed urban / public areas witb3heir
own identities beside the completion of deficiencies inside themselves. It is inevitable presenting
the low scale urdn 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 environmehe fosers 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 directethe development of urban shopping tourism.

Shopping Centers have the ASocial Centero
for the physical, social and cultural needs. They rapidly go on becoming focus points of the city
(Ulker, 1999). People cont® 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 Cubuk, urban public spaces are the places in whichepe®et each other.
Generally, itos needed to create solutions
guantitative and qualitative density of social life in domstructedand notconstructedareas that
form the urban public spaces. There are irhparn t functions obtained
possible to list them in four categories:

1. Obtaining the psychological and sensor necessities (the variety that drive the boredom
awayi enjoymenti dreami discoveryi excursioni one within the other in thcrowdi or
being isolated silence or activityi speed or slowness, description of the pldcegmbols of
the common life)

2. Obtaining the Social Relation@utomatically, individual or common enterprise
programmed accepting information Exchangei trust i waiting 7 to idle T culture 1
demonstratiofi different communicationé education learning games)

3. Obtaining the Economical Changes (Servitesadei businessi 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 vehiclei prami cripple displacements ext.) (Cubuk, 1991).

Il n gener al Vi ew, the main aim of the publ
and to balance the soci al relationso. I n thi
thet wo functions that reduce the power of =eac
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 inclviwe 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 participatmay 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 andactivities which are synonymous with the urban life.
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PuBLIC SPACES T THE QUALITIES THAT EFFECT THE FORMATION OF THE SPACE 1
PuBLICITY 54

|l tds thought that the shopping centers— ml
people activity that get in tobawith 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 contalee aliifierence
from both the subject and the other ones s
subject / subject relation between the subject and the other ones. In other words, public areas
must make concept ualdi zaast isourb jfeocrt fitnlse ecatdh eorf
(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 (Demirtak et al ., 1

The necessities related to the spaces ard dathl informationi getting information,
alterations, surprises, gieig excited, differences, changes, physical and psychological security,
arrangements relations, symbolizations, belonging to the surroundings and emotional relations,
identity i binding, characteristics and public, participation and exhibition. (Koh&81; Cevik,

1991). These necessities show the background and transitive features that are related to each
other (Cevik, 1991).

Shopping centers must accommodate the qualities which are connected to these three
spaces below to make the public spaicembicity high quality and to be the spaces in which
differences may encounter to each other;

1. Physical Architecture

2. Usage Function
3. Social

ltéds named as not to grasp the ideal N
gualities exactly. And thisase 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 quéldtesré 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 / Staticabpaces
Other Qualities
o Water, Landscape and the Other Furniture
o0 Materiali Tissue- Color
0o Lightning
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o Elevation Difference
55

2.USAGET FUNCTION RELATED QUALITIES

|l tds necessary to bring the functions to
The clause to create liveable, active arapsdepementto the stipulated functions which are
suitable to the way of living of the people who are living on the place and dlemi¢n the goal
of tourism that is about to execute. When public spaces arghhavith the business, they
become combined to compensate the necessary needs of people to survive. The needs can be go
by daily shopping. By the way of these achievements, the existence of the other alternative
possibilities describe the enjoyable statehe 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).

Il t 6 s n e dhe areas to answWeothe necessities with the functions, also know and
apply the searched and demanded topics in shopping centers.iUsaggonal qualities can be
examined under these headlines:

Programmes / Functionality

The Variety and Attractiverss 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 themeseé ke and
actions related to the social identity. In addition to this, pertaining to the posparce relations,
that 6s to be the places of people where they
power. (Cevik, 1991; Karaman, 1991; Yenic898).

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 pdsssbitf the adaptatiofi
harmony and the compulsions dependent to these possibilities, necessities and desires are
together in question. (Cevik, 1991).

The qualities dependent to the social and public spaces can be examined with these
headlines:

To BecomeDemocratic
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 tourisin 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 physicafchitectural space, usagdunction relation
and the meeting of qualities related to the sdcaliblic space.
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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 ffnéh 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 uségection related are supported to come to a state
of effective.

These centers that are designed with differenthitectural 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 whielliaected 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 bodkawing 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 insperts 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 qualites 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 mattgnvalent size with the qualities
carried in the scope of totality. So, not to able to fulfil the duties of the qualities related to the
physicali architectural spaces, effects the qualities realted to the $ogidilic spaces that are
usagéd functionrelated. 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.

|l tds needed to design interior arwdlas t hat
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, functionatig aocially. 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
architectural, usagiefunction related, and sot¢ia public spaces.

1. QUALITIES DEPENDENT ON THE PHYSICAL ARCHITECTURAL SPACE |
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CLOSENESS OF SPACE

KANYON SHOPPING CENTER CEVAHKR SHOPPI N 57
\ Master Focus Point
5.6. Side Focus Points} | |- i.i'l ! ][.“»‘::‘];4_:“&“- oints
|
1. Side Focus Point, /

Light .
First Cellg / = ‘39';“"9 \ /"
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' Outside (Courtyards)... m
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Table 1: Focus pois detail analysis

Canakkale Onsekiz Mart University, School of Touristd&el Management
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CHANGEABLE TENDENCIES 58

KANYON SHOPPING CENTER CEVAHKR SHOPPI N

Master Focus Point™.,

Water (pasive, active)

Material (glass, chrome, gramite, alicobal,  Hlumanation (natural, artificial) -
steel, policarbonat, hewn stone) al , aliccbal Hluminstion (natural, artificial)

Table 2: Focus points detail analysis attendance
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2. QUALITIES DEPENDENT ON RELATIONJSAGET FUNCTION ‘

PROGRAMMES (FUNCTIONALITY)

KANYON SHOPPING CENTER

CEVAHKR SHOPPI N

. ce
- Seaurity

- Shopping part

« Food-drinking part

« Entertanment part
« Reereation part

« Direction part

« Serviee

THE VARIETY AND ATTRACTIVENESS IN ACTIVITIES

Activities

Arraging in space

POSSIBILITY (RELAXATION, BEING RESCUED FROM DAILY

DISCOMFORT)

Table 3:Qualities dependent on relatiosage functionanalysis
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