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Dunya genelinde, yaygirdan internet kullanimina Bgh olarak, hizla geten bazi
yapilanmalar mevcuttur. Bunlar arasinda, bir ¢co&iptin ile yakin temas iginde
bulunan sosyal medya kavrami dikkat ¢cekmektedisy&8lomedya, kapsagl geni

ag sebebi ile her kilturden ve her kesimden gdatielerin sosyal taleplerine yanit
vermektedir. Gefien yeni iletsim platformlari ve bu platformlarin artik bir ¢ok
disiplin tarafindan icseligirilerek kullanilabiliyor olmasi da sosyal medyani
onemini arttirmaktadir. Sosyal medyanirgyn olarak kullanildii sektorlerden biri
de turizm sektorudur. Turizm sektoriinde, sahip @lduurizm kaynaklar ve
cekicilikleri acisindan, birbirine benzeyen cok isleydestinasyon mevcuttur. Benzer
Ozellikli destinasyonlar arasindan siyrilarak, iteredilen konuma gelebilmek icin
destinasyon yonetimi buyik dnemyitaaktadir. Bu bglamda Destinasyon Yo6netim
Orgiitleri ve onlarin destinasyon pazarlamalarindalakdiklari sosyal medya
uygulamalari 6n plana ¢ikmaktadir. Gala, sosyal medya ve destinasyon yonetimi
basliklari dahilinde gercekkgirilen literatiir taramasi ilézmir ilinde faaliyet gosteren
Destinasyon Yonetim  Orgltlerinde  onemli gorevlerdeulunan kiilerle
gerceklgtirilen mulakatlara dayanmaktadir.
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Orgutleri, Turizm
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SOCIAL MEDIA APPLICATIONS IN DESTINATION MANAGEMENT
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In relation with the growing use of the internet arglobal basis, exist structures
which show rapid development. Among these is th@naf social media, in close
ties with many disciplines. Social media answerthosocial needs of large groups
from all cultures and standings, due to the largevark it covers. With the new
developing communication platforms and the fact these platforms can be used by
being internalized by many disciplines increases ithportance of social media.
Tourism is one of the fields in which social mediaused most intensively. Within
the tourism industry, due to the tourism resouaras attractions they possess, there
are many destination with similar charactericticsorder to stand out from within
similar destinations and to become the locationhafice, destination management is
of great importance. In this context, Destinatioafdgament Organisations (DMOs)
and the social media applications they use in n@stin marketing stand out. This
study based on literature review within headingsseéial media and destination
management and interviews with authorized peopten frdifferent Destination
Management Organizations which are operating irirlzm

Keywords: Social Media, Destination Management, Destinatiormnijement
Organizations, Tourism
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1. INTRODUCTION

This study provides insight into social medsgplications and strategic
considerations used by Destination Management @Qrgéons (DMOSs) in the aspect
of tourism. The study is based on literature regi@nd interviews conducted with

high ranking personnel within DMOs operating in lzm

In the second section of the study, social imesl discussed. The section is
starting with the definition of social media, whipbssesses a great number of users
at present, continues with the history of the motMVithin the same section, current
social media trends, usage statistics of primacjasmedia applications and the pros
and cons of the said applications are studied.abamedia applications which have a
large usage network have been studied under tlee“fields of usage” and the
section concludes with details concerning sociatlimepplications in the tourism

industry.

In the third section of the study the notidndestination management has been
defined, the fields of application of destinatiommagement and its benefits have
been studied. The section continues with detaitsrgénisations related to the notion

of destination management.

In the fourth and final section of the stuthg use of social media by Destination
Management Organisations (DMOs) has been discukagsgt. on, the benefits of the
use of social media by DMOs and the implementatiiends have been highlighted.
In the last part of the section, the case of lamirandled. Notes and comments made
before and following the interviews are includedtie expansive transmission of

interviews conducted as part of the case study.



2. SOCIAL MEDIA
2.1. Defining “Social Media” in a Conceptual Context

Thesocial mediaconcept has not one generally established defmik@mito and
Bates (2009) define social media as online appdicai which provide a greater
interaction between internet users through useeigeed content. This content can
be diverse and include photos, video and textuaingents. Palmer characterizes
social media as online applications, platforms ameddia which aim to facilitate
interactions, collaborations and the sharing ofteon The importance of social
media lies in the interaction between consumers taedcommunity, and in the
facilitation of asynchronous, immediate, interagfiviow-cost communications
(Palmer & Koening, 2009). Anklam (2009) definesiabmedia as a set of software
tools and internet applications that ensure thewesion of relations between people,
as well as a personalized set of online tools, whedividuals are identified by

name.

There are authors who separate social netngrkites or social networking
platforms from the concept of social media. Soaetworking sites are defined as
internet sites that promote social interaction digio the accounts of the users
profiles (Keenan & Shiri, 2009). The social netwark platforms in the world:
(Facebook.com, MySpace.com) increase users' abtlity make connections,
providing two primary characteristics: 1) the dyilito organize and display
connections among the users, 2) renewal of theisstahd activities of the users
(Anklam, 2009). The social networking sites are@akgarded as the main operating

environment for the communication of Web 2.0 (Kalakoglu, 2010).

Web 2.0, used since 2004 is used to expresal soenmunication websites, wikis,
communications tools, in short the system whiclerimét users have created jointly.
Web 2.0. equally refers to technology, to secondeggion web based tools and

services, and jointly used online platforms.

According to Bruns and Bahnisch (2009) sociatiim can be defined as websites
which are built on Web 2.0 technologies in ordepitovide space for in-depth social
interaction, community formation, and the tacklfgcollaborative projects. As we

see, different authors with the terms “social meéd&/eb2.0” and “social networks”



tend to describe the same resources. As equalssipnealso is being used the term
“new media”. The definition for the term “social dha” is: an internet resource
based on user-generated content, which providegaittion and communication for

the users.

Web 2.0 and online social networking websiteavily affect today most of the
online activities and their effect on tourism isvmusly rather important. Travel 2.0
(the touristic version of Web 2.0) has as an ingoarset of tools in the hands of a
tourist and how it affects the image and the bussired destinations, companies and
organisations. (Werthner & Klein, 1999) Prior to BW2.0, the Internet functioned
solely in one direction — a ‘read-only’ format (Bes, 2009). Published information
was static and interaction with other Internet sissnd/or publishers was basically
non-existent. Web 2.0 propelled by user-generatedtieat through social media and
social network sites (Brake & Safko, 2009; Buh&lisaw, 2008).

2.1.1. Basic forms of Social Media

There are basically six kinds of Social Media.

1. Social Networks: These sites allow people to bpiusonal web pages

and then connect with friends to share content@mmunication. The
biggest social networks are MySpace, Facebook,tdwénd LinkedIn.
These kinds of sites allow people to connect whbirt friends and
colleagues.

2. Blogs: This is the best known form of social medraong them. Blogs
are online journals, with the appearing entries.

3. Wikis: These websites allow people to add contentot edit the
information on them, acting as a communal docuncerdatabase. The
best-known wiki is Wikipedia the online encyclopedi

4. Podcasts: This is a type of social media that setuaudio and video
files.

5. Forums: Are online discussion platforms and geherabpics and
interests are specific.

6. Content Communities: Communities which organise stmate particular

kinds of content. That is also called as socialkinwarking. It is about

tagging webpages to for later use. After tagged gau easily find and



share them with your connections. The most popdatent communities
tend to form around photos (Flickr, Instagram), looarked links

(delicio.us) and videos (YouTube).

Social media is not just Facebook, LinkedIn &mdltter etc. It builds a community
which based on their common interests and conresnteach other. There are

different forms of social media which are suitalgepeople.
2.1.2. Characteristics of Social Media

According to Adams (2011), social media is treldly economical and accessible
for individuals who wish to publish or access digtontent. The main characteristic
of social media ishe ability to reach audiences of all sizedqyut it also boasts other
traits:

« It's approachable; social media technologies are capable of reaching
global audience. By their very nature they are dwgaézed, and they are
distinguished by multiple features that facilitateductivity and utility.

+ It's accessible; the means of production are publically ownedjaanedia
tools are generally available to the public at w0 cost.

+ It's usable; most social media production does not requirecigpized
skills or training. Anyone with access can opethése tools.

+ It's timely; the lag between communications produced by sooedia is
negligible. It is capable of virtually instantansotesponse time (usually,
only the participants are responsible for delays).

+ It's eternal yet changing; the social media landscape cartéeed almost

instantaneously by comments or editing.

2.2.History of Social Media

At present, new communications environmentsneig the internet, are the
biggest supporters of the modern communicationtesysThe use of the internet,
started in the 1970’s and accelerated after theéd'$9%as seen a growth in the
number of users, with the increase of web sitespanthls, and in the 2000’s with
the implementation of social media has come toiatpd attraction to people from

every social group.



Social media is a phenomenon that has transirithe interaction and
communication of individuals throughout the wortldbwever, social media is not a
new concept - it has been evolving since the daiMmuman interaction. In recent
times, social media has impacted many aspects mhucommunication, thereby
impacting business. Social networking has becomly gaeactice in some users’
lives. In the decade of information systems, sowgiallia has played a vital role in
transforming business and communications. We belibat the fastest way to grow

a business entity is through social media and n&iwg. (Edosomwan, et al. 2011)

There are many ideas about the first occurrariceocial media. “Throughout
much of human history, we've developed technologjied make it easier for us to
communicate with each other (Carton, 2009). Théesarinformation encountered
by the writers referred to 1792 and the use oftéhegraph to transmit and receive
messages over long distances (Ritholz, 2010). Enillkheim, a French sociologist
known by many as the father of sociology, and Fendd Tonnies, a German
sociologist, are considered pioneers of social atsvduring the late 1800s. Also, in
the late 1800s, the radio and telephone were usesotial interaction, albeit one-
way with the radio (Rimskii, 2011).

History has seen a wide range of technolodias have facilitated conversation,
and in just the last 40 years there have beenr@irgfanumber of innovations in this
sector. People have recently begun using digitadianéor networking, socializing
and gathering information. There are niche websftas every individual and
specialized interest. There are websites for sapimotos, sharing videos, telling
friends about activities, meeting new people andnecting with old friends.
Celebrities regularly update their statuses ancract with fans on Twitter,
Facebook and other social networks. Social medsadoane a long way since the
days of the telegraph and even the more recent alajigernet-relay chats (IRC),
and it continues to evolve. In the last few yeascial media has become a
convention of the online landscape. Major socidvoeks and social media websites
make changes and improvements on a fairly regudaisb so it's sure to keep

evolving in coming years. (Adams, 2011)

The earliest roots of social can be tracech&first email that was sent in 1971
across the ARPANET (Advanced Research Projects @&galetwork), the world’s



first set of connected computers that would bectimagoot of today’s Internet. The
next advancement came around 1977 with the ri&B& (Bulletin Board Systems)
or Internet Forums that utilized web applicatiomsntanage user-generated content to
allow users to share, post and comment on partitofacs. This gave us the ability
to have a more group exchange and interaction. #rdi994 the Internet started to
gain steam and was first referred to as the “Infdrom Superhighway.” The World
Wide Web was upon us. By 1995, the Web alreadydmadmillion websites. Around
1997-98 blogs began to emerge via technology tdws$ allowed individuals to
create “weblogs” that facilitated the sharing ofnmmt and commenting
functionalities. The year 1997 also saw the lauotclsoogle, as well as numerous
other prominent technology companies that woultlieérfce social media. Friendster
came about in 2002 and became the first social orktwo gain more than one
million users. (Lefebvre, 2012). After that MySpadenkedin, Facebook, Flickr,
Twitter, YouTube were launched respectively. It bansaid that late 2009 and 2010

were the years social media truly gained respett Wwih consumers and brands.
2.2.1. History of Social Networking Sites

Many social networking sites were created i@ 1#990s. In 2000 social media
received a great boost with the witnessing of msogial networking sites springing
up. This highly boosted and transformed the intesac of individuals and
organizations who share common interest in musoca&tion, movies, and
friendship, based on social networking. Among ththe were launched included
LunarStorm, six degrees, Cyworld, Ryze, and Wikigeth 2001, fotolog, sky blog
and Friendster were launched, and in 2003, MySpaog&edin, lastFM, tribe.net,
Hi5 etc. In 2004, popular names like Facebook HakvRogster and Mixi evolved.
During 2005, big names like Yahoo!360, YouTube, oxdy and Black planet all
emerged (Junco, Heibergert & Loken, 2011)

2.2.1.1. LunarStorm

LunarStorm can be accessed at www.LunarStorribisea commercial virtual site

and it is available in Swedish language. ActuallynarStorm started in 1996 and

was design by Rickard Ericsson; it was a sociabagking website for teenagers and



was Europe’s first digital online community. Lungan was officially launched in
2000. (Edosomwan, et al. 2011)

2.2.1.2. MySpace

In 2006, MySpace became the most popular samalorking website in the
United States but was overtaken in 2008 by its aditgy Facebook that
internationally became the most popular social petimg site worldwide. The
company employs approximately 1000 employees. Aumifeature of MySpace is
the ability for users to customize their profilefammation to give detailed
information about themselves and what they are@sted in. MySpace also has a
special profile for musical artists were they cawdload their entire music into mp3
songs (Natta, 2010).

2.2.1.3. Facebook

Facebook is an online social networking servitech was launched in 2004. In
Facebook all users must register before usingitegafter which they may create a
personal profile, add other users as friends, axcthange messages, including
automatic notifications when they update their feofSince 2004, number of
Facebook users increasing rapidly. Besides usirgy Facebook for personal
connection, also it is used by brands, companieseims of advertising tool.
Facebook combines the best of blogs, online forants groups, photo sharing, and
much more. The diversity of Facebook provides lessnvarious opportunities and
the popularity of the service makes it one of thestmmportant social media tools
for marketing purposes. (Huotari & Nyberg 2012)

2.2.1.4. YouTube

YouTube, founded in 2005, is the world's magpyar online video community,
where millions of people can discover, watch anarsloriginally - created videos.
YouTube provides a forum for people to connectyrimf, and inspire others across
the globe and acts as a major distribution platfé@moriginal content creators and
advertisers, large and small. YouTube is basedaim Bruno, California and uses
Adobe Flash Video technology to display a wide efgriof user — generated video

content, including movie clips, TV clips, and musiceos, as well as amateur



content such as video blogging and short origimdgaes. (YouTube, 2005) YouTube
Is nowadays a very powerful marketing tool, maidlye to its popularity, and there
are various paid advertising options offered fosibasses to enhance their marketing
efforts. (Huotari & Nyberg 2012)

2.2.1.5. Twitter

Twitter was found in 2006. Twitter is a reah& information network that
connects you to the latest stories, ideas, opinam$ news about what you find
interesting. Also it connects businesses to custerimereal time—and businesses
use Twitter to quickly share information with peemhterested in their products and
services, gather real-time market intelligence fewtiback, and build relationships

with customers, partners and influencers. (Twi2€Q6)
2.2.1.6 TripAdvisor

TripAdvisor was found in 2000 by Stephen KaufBripAdvisor.com is a travel
website that assists customers in gathering treWetmation, posting reviews and
opinions of travel-related content and engaginginteractive travel forums.
TripAdvisor offers advice from real travelers andide variety of travel choices and
planning features (including Flights search, Trip/sdr Mobile and TripAdvisor
Trip Friends) with links to booking tools. (Huot&iNyberg 2012)

2.3.Social Media vs. Social Networks

According to Daniel Nations (2010), social ngedi hard to define and is a two —
way street that gives you the ability to commurec&ocial Media can be called a
strategy and an outlet for broadcasting, while &obietworking is a tool and a
utility for connecting with others (Cohen, 2009eRner, 2009).

In fact, there are several differences betwserial media and social networks
(Hartshorn, 2010). The first one could be the d&din; social media is still a media
which is primarily used to transmit or share infatran with a broad audience, while
social networking is an act of engagement as pesgjptecommon interests associate

together and build relationships through commu@ghen, 2009; Hartshorn, 2010).

L TripAdvisor, Retrieved April 28, 2013 from http://en.wikipedieg/wiki/TripAdvisor




Another difference is the communication style assireported by Bedell (2010).

Indeed, social media is simply a system, a comnatioic channel; it is not a

location that you visit. In contrast, social netliog is a two - way communication,

where conversations are at the core, and througbhwklationships are developed
(Bedell, 2010; Hartshorn, 2010). Then, the timedgponses and the ‘asking or
telling’ fact are another dissimilarity between isboetwork and social media.

Social media is hard work, and it takes timewhich you can’t automate
individual conversations; whereas, social netwagkiis direct communication
between the user and the people that he choosesitect with. Despite the fact that
in social networking people can write blogs or d&s anything, social media does
not allow users to manipulate comments, correcrgror other data for personal or
business benefit (Bedell, 2010; Cohen, 2009; Hartsh2010; Nations, 2010;
Stelzner, 2009).

2.4.Trends of Social Media

Social media is developing rapidly with the aftechnological developments.
Some platforms stand out in terms of both humbersafrs and in terms of field in
which they are used actively. In an age in whiemdis change rapidly, whereas the
old communication model was monologue, the cur@rmmunication model is
based entirely on dialogue. Social media platfoaresthe channels in which these
dialogues are used most actively. Considering theber of users, the scope of use
and benefits, Facebook stands out as one of the treysl platforms. It has the
qualities to fulfill the needs of present marketimagth its scope, potential number of
followers and its structure enabling the diffusminboth written and visual content.
Twitter enjoys the same level of popularity. Shantd effective messages of up to
140 characters are beneficial due to their catalglity. On the other hand, the
ability to follow many feeds at once is importaat & follower group which wishes
to be informed of all developments. Although one tbé oldest social media

platforms, blogs continue to remain popular.

2.5. Statistics

Since the 1990’s, with the acceleration obsgnveinternet communication, the

number of users increase rapidly with every pasgedy. Especially the entrance of



social media platforms in everyday life, and the wé these platforms for both
socializing and professional reasons reflect a®ressiderable increase in terms of
statistics. As a result of the adaptation of sogiadia in daily life, individuals can
use social media platforms for many interactionser&fore it can be statistically
observed that platforms such as Facebook, Twither Boursquare have a direct

effect of touristic decisions.

According to a study conducted by Jooste (208ZP6 of travellers use the
internet for the bulk of their travelling planninghis staggering statistic is more
believable if you consider just how many onlineorgses travellers are pulling from,
and how many of them are examples of social mddist. like the quote sayi’s no
longer all about advertising and searciwhen it comes to the initial idea that
inspires the traveller. 92% of people trust word mbuth above all forms of
advertising. Digitally, word of mouth is everywherea friend’s status on Facebook,
a hotel review on Foursquare, a trend on Twittenel blogs, a YouTube video, and
the list goes on. 52% of Facebook users say thiginds’ photos inspired their
holiday choices. The modern traveller is not goimdlindly; they've checked all

their channels for reviews, tips and specials.

2.6.Benefits and Costs

At present, we come across social media plagas a source for many forms of
data. They are important in terms of evaluating jtte done and the gathering of
feedback. Although social media brings lots of adages, it has also some

disadvantages.

2.6.1 Benefits

Social media, as a new form of online mediaoenages users to communicate
and gives importance to feedback. It is also imgodrin terms of providing two way
communication and not only diffusion of content. henables fast and effective
mass communication, sharing is easier and an oneected communication is
possible. Contrary to traditional media, social raadl used with zero cost, its means
of communication are easier, is user-friendly arftked state is out of the question
due to its ease of modification. The fast feedhbafckocial media is important for the

user.
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Engaging in social media will help strengthen thanld experience which will
support brand building. A company becomes moragtitre to the customers, and to
current and potential employees, if it has a walltbrand name. As a result, social
media will help in building a good reputation fobasiness organization. A couple
of words can describe a brand whether in the coesamin the business space. By
building a brand, it helps to reinforce the brandthe minds of the consumers.
Through social media, the company can repeatedijoree the brand name. Social

media is best for the following situations (Edosaamyet al. 2011):

v' Social media also promotes better content, suchehgast and videos, than
just simple text.

v Helps to communicate collaboratively between curremd potential
customers, in receiving feedback, product definitjproduct development, or
any forms of customer service and support.

v' Social media becomes a good venue for discussiotishacomes a classic
goal of marketing and communications.

There are also 7 key benefits of using Sociaetlid as a marketing and a branding

tool:?

1.It's affordable
Social media is about developing personal relalipssso even with professional
helpthe main cost could easily be your timeYou know how much your time costs

so be efficient or it will end up costing you madh@n you think.

2. It's viral
With the right content your blog posts have theeptl to spread out your brand
awareness quickly and far, dug careful with what you put out It can benefit you

but it can also hurt your brand.

3. Improves your brand reputation
Putting out quality and focused content will helpuyestablish your brand as an

authority in your field. Make sure your content gags your brand position. Be

2 7 Key Benefits of using Social Media as a marketind a branding tool(2009) (n.d.). Retrieved
April 20, 2013 from _http://brandingeye.com/7-keynbéts-of-using-social-media-as-a-marketing-
and-a-branding-tool/
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consistentprovide value and avoid writing self-serving contety which can

damage the brand reputation you are trying to build

4. Increases traffic to you website which generatere leads and new business

A social media presence that is well integrated @sistent will generate links and
improve your search engine rankings. To generatevergionmake sure your
website and landing pages are optimizednd deliver what your prospects expect.
Be aware that although traffic is great never dgttiing that generates traffic but can

damage your brand. Brand is always first.

5. Helps your brand establish a strong connectuith your audience
The interactive aspect of Social Media is perstyahature, so the relationships you
create can be deeper and last longer than withot#tmgr media. To maintain those

relationships make sug@ur brand comes across authentic and transparent.

6. Connects you with leaders in your field

With Social Media you'll have the opportunity tatenact and network with leaders
in your field. Comment on their posts and tweetd participate in their social media
conversationsSupport them when they ask for supportand they’ll support you

when you need them.

7. Builds credibility

Use Social Media to create a positive perceptiautlgour brand. Your clients and
prospects will believe what others say about yaantd more than anything you can
say about it yourselilrack constantly what others say about you in blogsto

make sure you can respond quickly to any potegtddimaging comment.

2.6.2Costs
Along with the benefits of the entrance of sabonedia in our daily life, there are
some disadvantages. One of these is the diffigaltyacking and control due to its

rapidly spreading nature.

The major challenge for a social media is to dereliable source for
communication as it is not for damage control. Sloonedia can be used to be

realistic, transparent, and for being able to comicate issues on time; thereby
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reducing rumors, negative talk, and motivating pedp speak for the company
(Hollier, 2009).

Despite the fact that social media is a goderemce criteria, it can create negative
results for tourism establishments if not usedcgffitly. The bad management of a
customer complaint on the said platforms can neglgtiaffect brand image and
cause bigger problems. Another disadvantage igirtie limit. Although the use of
social media does not create costs, the time $pensage is the biggest cost. Also,
communications projects conducted on social netsvaie short term due to the
structure of the channels and consumer habits.eTdrer as the results are not long

term, it requires frequent and active usage.

2.7.Usage Areas of Social Media

Social media can take many different forms|uding Internet forums, weblogs,
social blogs, microblogging, wikis, podcasts, piet) video, rating and social
bookmarking. By applying a set of theories in tiedf of media research (social
presence, media richness) and social processdspigséntation, self-disclosure)
Kaplan and Haenlein (2010) created a classificasoheme for different social
media types in their Business Horizons article isingld in 2010. According to
Kaplan and Haenlein (2010) there are six differéyppes of social media:
collaborative projects, blogs and microblogs, cont®mmunities, social networking
sites, virtual game worlds, and virtual communitiéechnologies include: blogs,
picture-sharing, vlogs, wall-postings, email, imstamessaging, music-sharing,
crowdsourcing, and voice over IP, to name a fewnWaf these social media
services can be integrated via social network aggien platforms. Along with the
increased use of online tools and platforms, pespkre their opinions, insights,
experiences and perspectives with each other thromgny different forms,
including text, images, audio and video. In the WdNide Web (www) different
types of social media channels can be found. Thwese be categorized in six
different groups: communication, collaboration, tmaédia, reviews and opinions,

entertainment and brand monitorihg.

% Complete Guide to Social Media2010) (n.d). Retrieved May 12, 2013 from
http://www.thesocialmediaguys.co.uk/wp-
content/uploads/downloads/2011/03/CompleteGuidatiaBdedia.pdf
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Communication

» Blogs: Blogger, ExpressionEngine, LiveJournal, Opeary, TypePad, Vox,
WordPress, Xanga

* Microblogging: FMyLife, Foursquare, Jaiku, Plurk,od®erous, Tumblr,
Twitter, Qaiku, Yammer, Google Buzz

» Location-based social networks: Foursquare, Gowé&léecebook places, The
Hotlist

» Social networking: ASmallWorld,Cyworld, Facebook, i5H LinkedIn,
MySpace, Orkut, Tagged, XING

» Events: Eventful, The Hotlist, Meetup.com, Upcoming

* Information Aggregators: Netvibes, Twine (website)

* Online Advocacy and Fundraising: Causes, Kickstarte

Collaboration/authority building

» Wikis: PBworks, Wetpaint, Wikia, Wikimedia

» Social bookmarking (or social tagging) (Golder & Béwman, 2006):
CiteULike, Delicious, Diigo, Google Reader, Stumiyen, folkd

» Social news: Digg, Mixx, NowPublic, Reddit, NewsejiMyWeboo

» Social navigation: Trapster, Waze

» Content Management Systems: Wordpress

* Document Managing and Editing Tools: Google Dogg)cBlicity, Docs.com,
Dropbox

Multimedia

* Photography and art sharing: deviantArt, Flickr, ofebucket, Picasa,
SmugMug, Zooomr, BetweenCreation

» Video sharing: sevenload, Viddler, Vimeo, YouTuBa&jlymotion, Metacafe,
Nico Nico Douga, Openfilm, TubeMogul

» Livecasting: Justin.tv, Livestream, OpenCU, Skyptckam, Ustream

* Music and audio sharing: ccMixter, Pandora Radastlifm, MySpace Music,
ReverbNation.com, ShareTheMusic, The Hype Machine

» Presentation sharing: scribd, SlideShare
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Reviews and opinions
* Product reviews: epinions.com, MouthShut.com
» Business reviews: Customer Lobby, Yelp, Inc.
e Community Q&A: Askville, EHow, Stack Exchange, Whkiswers, Yahoo!

Answers

Entertainment
* Media and entertainment platforms: Cisco Eos
» Virtual worlds: Active Worlds, Forterra Systemsc8ed Life, The Sims
Online

» Game sharing: Kongregate, Miniclip

Brand monitoring

» Social media measurement: Attensity, Statsit, Syspiocus

Social media platforms that can be used to ptemproducts and services form a
wide range. At this point the importance is to amn on the suitable channel in

order to reach the target audience.

Fotis, et al. (2012) have determined that in theatian planning process, the

reasons behind the use of social media by socidianesers are as follows:

Before vacation

* To search for alternatives for the question of whergo. (44.5%)

» To narrow the destinational options. (24%)

» To confirm that they have made a good choice ofirkggon. (30.9%)

* To look for information and opinions on accommodatialternatives.
(34.4%)

« To search for information and alternatives concegntrips and other

recreational activities. (41.6%)

During the vacation

e To gather information regarding specific attractiond recreational
activities. (29.5%)

» To share comments and opinions of the holiday eapee. (16.5%)

» To keep in touch with friends. (49.1%)
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« During vacations, social media sites are visited &re not directly for

information purposes. (15%)

After the vacation

* To share experiences and photographs with friemaoa other tourists.
(78.3%)

* To evaluate and comment on the accommodation ahdalodestination.
(26.6%)

* To form an opinion as a source of inspiration feg hext vacation. (29.2%)

2.8. Tourism Applications of Social Media

Social media is a notion which is in a consatbéy rapid development. Therefore
when creating a marketing strategy it is incondaeliegao not consider the use of
social media. Social media tools facilitate the ommication with the target
audience. Especially in the tourism industry, dooredia forms a considerable
influence at the point where potential touristststa location research.

Before the onsite of the internet, people chibe&r vacation destination through
photos in the travel agents office or through amemendation from a good friend.
Destinations and large hotels conducted print,viglen and radio advertising
campaigns. The vacationer was at the mercy oftthé* of the photos they saw or
the word of the referral. With millions of internsttes, social networks, online
booking engines and review sites like TripAdvisaacationers and visitors can now
pick and choose where they want to stay, how thagtwo vacation and find up to
the minute tourism pictures and video that showetkggerience and real time view of
destinations. It seems everyone has a travel bidgpaople want to show off their
latest find for a great vacation destination. Titernet and social networks have put
word of mouth marketing in the forefront for toumsdestinations and tourism
businesses making the marketing message user defiMgh forums, blogs,
Facebook, Twitter, YouTube, Flickr and Foursqudne, end user, vacationers, are
actually now branding businesses through their agessthey are sending on social

networks.*

4 How the social media industry is changing tourisarketing?2011) (n.d.), Retrieved March 28,
2013 from http://www.kaywalten.com/how-the-sociadaim-industry-is-changing-tourism-marketing/
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2.8.1. Social Media Platforms for Tourism

By utilising TripAdvisor, Facebook, Twitter andouTube, tourism businesses
including hotels, attractions, restaurants, andim$ons can communicate with

potential visitors and maintain relationships witst customers.

Utilising from TripAdvisor

TripAdvisor is the world's largest travel siemnabling travelers to plan and have
the perfect trip. TripAdvisor offers trusted advifrem real travelers and a wide
variety of travel choices and planning featuresveiamless links to booking tools.
TripAdvisor branded sites make up the largest trasenmunity in the world, with
more than 200 million unique monthly visitors, amger 100 million reviews and

opinions.

Utilising from Facebook

The total number of Facebook subscribers invibed is estimated to be 1.11
billion on March 2013° A Facebook Fan Page allows to users to createrigs) to
interact between potential visitors and followees)d to publish entries about

attractions and future events.

Utilising from Twitter

The Micro blogging site has 554,750,000 reggsteusers. Twitter can become a
test tool for Tourism businesses. By running quackl short ideas through Twitter
members, they can get fast and short answers o dbestions. They can also
promote their business in a fun manner, even daftertests on Twitter that will
entice people to want to possibly visit wherevesithe business is that is trying to
attract thenf.

5 About TripAdvisorRetrieved May 18, 2013 from http://www.tripadvisiom/pages/about_us.html

6 FacebookRetrieved May 5, 2013 from http://en.wikipediauviki/Facebook

" Twitter Statistic§2013) (n.d.), Retrieved May 20, 2013 from htigwiv.statisticbrain.com/twitter-
statistics/

8 How Tourism Businesses Can Use Existing Social &tksnvto Their Advantag€2010) (n.d.),
Retrieved May 5, 2013 from_http://twittown.com/salenetworks/social-networks-blog/how-tourism-
businesses-can-use-existing-social-networks-their
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Utilising from YouTube

More than 1 billion unique users visit YouTubgch montH. It may be true that
YouTube is not the only place online that lets memlpost their videos, but it is
however the most popular one being used, so it dvawdke sense that a Tourism
business might consider using YouTube to their athge. Tourism businesses can
upload professional videos in no time at all an@iho cost?

Examples of Good Social Media Implementation

We come across social media in many platforsnaraelement with a wide range
of use. It is observable that successful socialianagdplications provide important
gains to the implementing organisations. Social iméads a considerable effect on
the increase of awareness and the strengthenimgaofl image. We come across
some examples of good applications from some osgdons which are aware of
this effect and use social media actively and @éffely, and these examples of

implementation are awarded in order to increaseviatodn and encouragement.

Travel + Leisurés first annual SMITTY Awards showcase the mostovative
uses of social media in the travel industry. Witkhie assessment which includes
Hotels, Destination Management Organizations (DM@s)line Companies, Tour
operators, some examples are given of successfilgmentation from DMO's.

Here two examples of Annual Smitty Awards in thegmy of Tourism Board/CVB,
Global; !

1) VisitSweden
Social Media Platform: Twitter
Curators of Sweden: The Curators of Sweden progetnordinary citizens—a
feminist blogger; a 24-year-old unemployed wel@deipormer Ms. Sweden—compete

to control the official @sweden Twitter account fore week at a time.

9 YouTube Statistics  (2013) (n.d.), Retrieved May 20, 2013 from
http://www.youtube.com/yt/press/statistics.html

10 How Tourism Businesses Can Use Existing Social disnvto Their Advantag€2010) (n.d.),
Retrieved May 5, 2013 from_http://twittown.com/salenetworks/social-networks-blog/how-tourism-
businesses-can-use-existing-social-networks-their

' Social Media in Travel+Tourism Awards(n.d.). Retrieved May 20, 2013 from

http://www.travelandleisure.com/smittys
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2) Canadian Tourism Commission
Social Media Platform: Microsite, Custom App
Explore Canada Like a Local: The CTC's micrositd app allowed users to curate
and share lists of destinations around Canadadhmagst like to visit, as well as

upload their own photos.
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3. DESTINATION MANAGEMENT AND RELATED ORGANIZATIONS
3.1.Defining “Destination Management” in a Conceptual @ntext

Tourism activities have the potential to affectlions of people worldwide and
thousands of different regions. As years go by, ttu¢he rise in the demand of
people for tourism activities, the continually giag tourism industry has, because
of this growth, put social and cultural pressurecoantries and regions and has also
left them to deal with issues such as natural factmfrastructure systems and
urbanisation. On the other hand, by their posiiéffect on the development of
certain vocations, by generating foreign currencgvenue, by reducing
impoverishment and sexual discrimination, by depiglg infrastructure, and by
increasing the level of life standards, tourismvétis provide important benefits to
countries and regions (Wilkinson, 2007, p. 549)r Hwese reasons, the need to
manage tourism has arose in tourism areas. In thenefwvork of tourism
management, in destinations located at the mosoritaupt locations as touristic
products, and where tourism activities are realizébg concept of destination
management has been developed in order to cormlurggrn activities in an effective
manner, to decrease the negative effects of touairstnto maximize its benefits, and
as a result destination management organisatiovs Ieen established. (Kocaman,
2012)

Destination management was born from the need toageall products and
services forming the destination product in harmoAynong the objectives of
destination management are to ensure the susti#iyalbidestination resources, to
preserve and develop the attractions of the dégtimato educate locals and raise
consciousness among them with regards to tourismever the primary objective is
to raise the quality of the destinational experéen€ tourists during their vacation.
Destination management has two functions, as intirdg®n marketing and
destination development. Destination marketing stef all activities conducted
towards attracting tourists to the destination.tDesion development consists of all
forms of activities besides marketing conductedtlhg destination management

organisation towards developing and preservingsou(Ozdemir, 2008).
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Destination management is an issue that must b&idemed for a strongly brand
in tourism sector. Because, a destination brandingpt possible with the effort of
one side as well as other products or servicestinagi®n branding is possible with

all stakeholders’ joint movement and an effort (Kman, 2012).

One of the most important phases in destinationagament is the branding
process. Forming an identity for the destinatiancteate brand value and brand
awareness are crucial for all steps to be takethfodestination. In situations where
an appropriate identity study is not conducted tredbrand image not identified,
marketing activities will not be successful, andl wot result in the accomplishment

of the identified objectives.

The tourism industry is one of the sectors moseadfd by technological
innovations and developments. The rise gainederipus years provides a different
depth o tourism through currently developing tedbgyp. The development of the
internet and the easy accessibility to new techmetohas resulted in the increase in
alternatives concerning destination selection. ightl of these developments
destination management has gained importance. dif igreat importance in the
highly competitive tourism industry that the potahtustomers are oriented towards

the right spots.

Destination management plays a key role in margetoompetitiveness, and
development since destinations present complexlectgds for management and
development in that they must serve a range ofsieétburists and tourism-related
businesses as well as the resident community, lbasinesses, and industries
(Semercioz, et al. 2008). The management and dawelot of destinations and the
tourist experience involves many aspects, includimgones stated below: (Ndlovu
2009:2829; Doganl1 2006:87)

» Coordinating the tourism services and facilitiesvigitors

* Increasing competitiveness

* Marketing (all marketing mix elements) of tourismdaourism services
* The provision and dissemination of destination rimfation

* Managing the offered tourism product and serviceg Of lodging, F&B,

entertainment, attractions, attributes, etc.)
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e Maintaining and improving the skills, training, amgiality of tourism
service providers

» Creating new tourism product types

* To find out new target markets

* Establishing Destination Marketing System (DMS) ethiis the
internationally acknowledged advanced thinking emedlopment of travel
information at present which is vital to both ofetllevelopment of
regional travel industry and international markegtifwei and Jiu-Wei
2009:1).

3.1.1.Destination Management Planning

In general, the goals of tourism planning and dgwelent are based on the fact
that tourism increases economic benefits, impraaamunity infra/superstructure
systems, and enhances the community’s qualityfef(Mathieson & Wall, 1982).
Getz (1987) also stated “tourism planning is a ess¢ based on research and
evaluation, which seeks to optimize the potentaitabution of tourism to human
welfare and environmental quality” (Wilkinson, 199Additionally, the objective of
tourism planning is focused on providing better Iqyaand services of tourism
products and activities for tourists so that itreases the average of length of stay.
Thus, through the development of tourism, the dasbns or regions can achieve
enhancements in economic activities, community oy, and cultural identity. It
is also possible for the destination to providestids quality of tourism experiences
and activities to tourists so that the tourismeaghind community take advantageous

positions over competitors (Wilkinson, 1997).

One of the important points in the management déstination is the branding
process of the destination. It plays an importaté m the destination becoming one
with an attractive brand image. For this, firstatifits strenghts must be promoted
within the perception of present tourists, a cartaurist segment be gained through
this perception, and after strengthening within niarket, alternative aspects of the
destination must also be marketed. The desigrsohple, believable, differenciating

image can be considered as the first step in trestbn.

22



The image may also be classified in two part onegthe basic image whereas
the second one could be the special image of teéndéion (Ozdemir & Karaca,
2009). The basic image may be based on factors semieational activities, general
infrastructure of the destination, transport andhswhereas the special image may
be based on; historical, cultural, political, s@cinancial, climatic and natural
resources of the region. If these factors may beipwan image package of the
destination and communicated to the suitable matketay be used to affect the

choice decisions of the potential customers (Uyetad). 2012).

At present, competition does not only exist betwpsducts or companies, but
between countries and cities. From this perspeatities which aim to gain a
competitive advantage must identify their charasties enabling them to become a
brand and exploit them (Ozdemir & Karaca, 2009).

In order to market destination effectively, it iscessary to control and manage
brand image continuously, which is one of the mogtortant components of brand.
This is the only way to understand how internal ertérnal target massive perceive
the destinations and keep it dynaniibgn, 2008).

The emergeance of brand creation as an importanpetitive tool continues to
gain importance within the tourism marketing stasetin the tourism industry.
Notably, the understanding that a country shouldnaeketed as a sole destination
and touristic product being abandoned, the conoépegional and local touristic
promotion and marketing, by emphasizing the towrigtoduct identies of regions
and cities, in on the rise. Therefore the brandmigeach touristic product, the
creastion of brand value and the formation of amidly means being one step ahead
within the competition. As touristic products, fdestinations being a brand and to
create a brand image in order to impose its ideatiid visual characteristics to the
consumer is of great importance in the acquisittbra competitive edgeilban,
2008).

Creating and image is in reality an identity creatprocess. The identity created
is exported to the target audience (markets). Airktgon may have more than one
image in the eyes of local and foreign audiencesmBtional expenses made
disregarding these images may lead to waste. Thweateomn of the image is a
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complex process. A persons view of a country mayt $0 form during childhood
through the education received at school or at hoGwuntry images may stay
without change for centuries (Bizay 1998). Creatngositive image on a regional
basis is harder and more expansive than estalgistinmage for a product (Gunli
& Ig6z 2004). Studies regarding destination image lasreased notably after the
1990’s and has focused on the following subjectdd@u and Mc Cleary 1999);

» Differences between the image perceived by thaedband the one which
the destination aims to diffuse.

« The effect of previous visits to present percefgion

* The distance of the tourist to the destination rétation between
geographical location and image.

« The calculation of destinational image and factdfecting the degree of
the image.

« Periodical effects towards image change.

* Relations between image and travel purposes.

* Relations between the image of the destination @&ne socio-

demographical profile of the tourist.

Another important issue in destination manag@nis the main values of the
destination. These are the primary notions in thglementation of tourism
strategies, the development of competitiveness @nodiision of successful and

sustainable destination management.

In his study entitled Modelling Destination r@petitiveness, Crouch (2007) has

explained these primary notions as follows:

a. Organisation: the quality & strength of the desination's organisational

structure

A destination that is better 'organised’ igeptally more competitive. The
concept of the Destination Management Organisa(ibMO), where the 'M’
emphasises total ‘'Management' rather than simplykKéting' is a somewhat recent
conceptualisation of the organisation function tstination management. This
broader view sees management as responsible favathdeing of all aspects of the
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destination. It emphasises the provision of a fainleadership for destination
development that makes extensive use of teamworkllirDMO-led initiatives.
Destination promotion is no longer the sole purposethe DMO. While this
modified role presents many new challenges, it ptewvides a much broader range

of opportunities for ensuring destination compeditiess.

b. Marketing: the destination's ability to attract & satisfy visitors through

marketing

Perhaps the most traditional of these aadisitis the function of destination
marketing. In practice, destination marketing hasded to focus on the task of
promoting and selling. That is, the concept of retirg has typically only been
applied to the destination in very limited ways. &sesult, there is much scope for
the application of a true marketing philosophy tomhance destination
competitiveness. This broader application of mankeextends beyond promotion
and selling alone to encompass all aspects of dr&eting mix (i.e., the well-known
marketing P's) with a focus on satisfying visiteeds and wants as the primary aim

of destination marketing.
c. Quality of Service/Experience: ability to delive integrated visitor experiences

Tourists consume individual products and swiwhile visiting a destination.
While the quality of these individual products asmvices plays an important part in
the destination's competitiveness, more importanitlg destination's ability to
assemble and deliver a complete experience to igitorvis what counts most.
Essentially, providing individual high-quality sérg transactions is not enough. To
the extent possible, destination managers mushptteo ensure a seamless, hassle-

free interface among all elements of the totaldt@xperience.

d. Information & Research: effort made to gather irformation for decision

making

The information/research component of destnatnanagement pertains to the
development and effective use of information systehat provide managers with
the information required for understanding visitereds and for effective product

development. This also involves the regular momtpof visitor satisfaction and the
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tracking of industry performance. Each DMO also hhs responsibility to
disseminate key market and performance informatiofits members on a timely

basis.

e. Human Resource Development: programs to producdérained industry

employees

Some destinations have developed programs raedhanisms targeted at
producing industry-specific trained employees aratigates with management skills
designed to meet the specific needs of the touasch hospitality industries. All
industries compete to attract a talented workfo®ech programs can enable a
destination to better provide for its own humarsrgse needs.

f. Finance & Venture Capital: programs to facilitate funding for tourism

development

While financial institutions will normally fuh most private sector tourism
development, some public sector support or progreamsassist the availability of
finance and venture capital to tourism developEws. example, guided by public
policy, governments or DMOs can institute progratosprovide seed funding,
grants, loan guarantees, depreciation allowancgstat gains exclusions, taxation
concessions or other such incentives to investostimulate private investment for
tourism development. Such programs should cleagydbsigned to promote the

achievement of a destination vision.
g. Visitor Management: programs to control positive& negative visitor impacts

As the travel and tourism industry continuegtow rapidly, some destinations,
which experience large numbers of visitors, havenéb that they may need to
introduce policies and systems required to contisitor numbers or behaviour in
order to exert some influence over visitor impadiéhere this occurs, industry
cooperation is important. In the absence of sudpermation, governments or other
regulatory authorities may be forced to act if peofs are left unattended. DMOs
can play an important role in coordinating effddgnstitute such industry-regulated

arrangements.
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h. Crisis Management: preparedness and capacity t@wope with crises or

disasters

An increasingly important challenge for deation managers involves crisis
management. Destinations, from time to time, havedéal with various crises
affecting visitors as well as the after- effectstemms of a tarnished destination
image. Anecdotally, in recent years, it seems tbdes have become more
problematic for destinations. Crises may arisenfiany different causes, including
the outbreak of disease, accidents, crime, natdisdsters, political and social
problems, union strikes, and terrorism, etc., b & few. When such crises occur,
destinations need to be able to respond in an teféeavay to deal with the
immediate impact of the event as well as its lorigan consequences. Destinations
which respond to such eventualities more effecfive| better still, act to prevent or
minimise them to the extent that is possible, enbatheir competitive position.
Proactive crisis management or disaster plannitigeisefore becoming an additional

challenge and responsibility for forward-thinkingstinations.

I. Resource Stewardship: extent of efforts to presee fundamental qualities &

assets

Resource stewardship is a concept that sgesse importance, indeed the
obligation, which destination managers have, topado ‘caring’ mentality with
respect to the resources that make up the destinafihis involves the effective
maintenance of those resources and a careful mgtaf those that are particularly
vulnerable to damage that may be caused by toufiti®.model is then not one of
simple economic competitiveness but one of lonmtsustainable competitiveness'

that acknowledges the stewardship of ecologicaiasaand cultural resources.

3.2.Usage Areas of Destination Management

Developing technologies and rapidly risingiabmedia platforms emerge as the
areas of use/implementation of destination managen$®cial media platforms are
used intensively to complement classical managemamd marketng tools.
Destination management is deepened with the prafarsed. Twitter and Facebook
are among the platforms used most actively witha ¢oncept of DM, on a global

basis.
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In the study conducted by Green and TIG GIdBaD9), the content of social
media platforms such as Twitter and Facebook amdthey can be used effectively

by DMQO'’s has been explained as follows :

3.2.1. Twitter as a Tool for Destination Management
The phenomenon known as micro-blogging that is rafieh associated with Twitter
is an interesting one. These short 140 charactesages called “tweets” may seem
like an unconventional addition to the social madalkit, but several DMOs have
had strong results from Twitter to date. For thesmgpart and due to the
instantaneous nature of the application, it has hised to promote events, hot deals
and, in one unique application, to provide reaheicustomer service.

As with other forms of communication, DMOs shoutthsider the following when
establishing a Twitter Plan:
« What am | hoping to accomplish with Twitter and hewill 1 know if |
succeeded?
* Who is my audience(s)?
* Should I maintain different feeds for different sertces?
* What types of content will be most relevant to thesidiences to maintain
followers?
* What is the appropriate frequency for my Tweets
*  Who will monitor the tweets and do | have guidedirestablished for their
interaction with visitors so it is clear what shbble published on Twitter and
what may be better done using other media?
* Should the DMO feature partner offers through thedium? If so, how will

it read so it is not perceived as a sales pitch?

3.2.2.Facebook as a Tool for Destination Management

It wasn't that long ago that MySpace was thdidg of social networks. Now
Facebook is all the rage. Some DMOs have set upbieéak vanity URLs, but have

not been able to stimulate much traffic to the. site
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When establishing a Facebook page, consiédotltowing issues:

1. What objectives do you have with a Facebook pagehaw will you know if
you are successful? Will you judge success on tmaber of fans, the
amount of posts on your page, or the amount ofidralelivered to your
website, etc?

2. Are you prepared to develop a plan to drive traffithe page?

Do you have the staffing resources to maintairhfientent on the page?
4. Do you have a content plan with a stimulus to dgvdtesh content from

internal or external sources?

3.3.Benefits of Destination Management

The effective realization of destination magrmgnt provides important benefits
to the destination, the beneficiaries at the dastn and visitors. Through an
efficient destination management, it is possibleséparate the destination from its
rivals. Furthermore, other benefits can be namech ss the creation of a positive

image, brand awareness and consciousness of ttieadies.

A good destination management starts with gplashning. Lawler & Philpot
(2010) have stated the Benefits of Destination Man@nt Planning as follows;

* Improved Destination Competitiveness
Increased destination appeal resulting in increagtition and yield
Advantage over other destinations
Ongoing investment in tourism
* Increased Visitor Satisfaction
Delivering on the brand promise
Increased repeat visitation
Enhanced destination reputation
* Economic, Social and Environmental Sustainability
Increase in tourism’s contribution to destinatioet®nomy
Community support for tourism development
Controlling tourism’s environmental impacts

Long term industry viability
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» Effective Partnerships
Strong partnerships (community, industry, govemindevelopment
agencies, etc):
1) Avoiding duplication of resources
2) Bringing a focus to developing the full visitexperience from
arrival through to departure
3) Increasing the profile of tourism in regionakstinations
4) Minimising conflicts between tourism and otlsectors
* Continuous Improvement
This Framework encourages the implementation of AR process of
continuous improvement rather than a once off &et-forget” activity.
The benefits include:
1) Early awareness of emerging trends
2) Development of innovation and new technology

3) Constant refreshing of destination brand

3.4.Related Organizations

Chambers of professions or commerce active witha destination emerge as
important and effective beneficiaries for the destibn. The members of the said
organisations and the information, education anceld@ment activities conducted
by these organisations towards their members havemgortant effect on the
development of the quality of tourism activitiesthim the destination. (Kocaman,
2012)

Tourism is a multi structured system consgstof public domain, the private
sector and civil societies (Gunn & Var, 2002: 4hefefore the coordinated action of
all these elements during the decision procesBanmanagement of a destination is
inevitable for an efficient destination managemednt.addition there is need for

destination management organisations to unite flotsnges.

Organisation refers to an order or groupingg®, 2005: 167). The multi-
dimensional structure of tourism results in a camrpktructure of the tourism
organisations to be established. Furthermore inynganntries tourism organisations

are formed under the leadership of National Touri€inganisations. These
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organisations are followed by semi-official andvpte sector organisations. All of
these organisations serve to reach the objectiveterdined towards the

developments of the countries tourism (Bhatia, 20027).

Making a destination tourist friendly is tresk of a central tourist agency, which
may be public, quasi-public, nonprofit or privaldhese agencies are referred to as
national tourism organizations (NTOs), conventiowl &isitors bureaus (CVBs), or

destination management organizations (DMOs) (Koéeal. 2009).

3.4.1 National Tourism Organization

A National Tourism Organization (NTO) respdibsi for marketing a country
abroad as a tourism destination is, in generalheeitpart of the national

administration or an independent bddy.

National Tourism Authorities or Organizatioresponsible for management and
marketing of tourism at a national level. All coues which are engaged in tourism
have a national tourism organization which playdeading role in both the
formulation and the implementation of the governtisetourism programme

Briefly, the role of NTO is to create and conmtate appealing destination
images and messages to prospective visitors, m#imbugh advertising, PR and
print. (Middleton, 2004).

3.4.1.1. Functions of NTOs

Countries and states usually have governmegtiasi-government agencies that
make destination tourism. On the national levegrehare referred to as national

tourism organizations (NTOSs).
The NTO is responsible for the fallowing functions:

* Flow of research data. The NTO coordinates taunissearch for the area.

Information on origin visitors, length of stay, g/j@f accommodation used,

12 Structures and Budgets of National Tourism Orgatiozs 2004 — 2005 (2006). Retrieved March
14, 2013 fromhttp://www.sete.gr/files/Media/Ebook/2006/2006_NTiDdget 04 05.pdf

13 Verma, D. What Are The Important Functions Of National Tour@rganisation (NTO)?,
Retrieved March 15, 2013 from__http://www.shareysseys.com/96168/what-are-the-important-
functions-of-national-tourist-organisation-nto
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and expenditures on different tourism products aalected and
disseminated to members of the organization. Timgriation helps the
NTO evaluate trends and develop marketing strategy.

* Representation in markets. The NTO often hase&dfin major markets.

e Organization of workshops and trade shows. TheONfEcilities the
interaction of tourism with members of the disttibn channels, such as
travel agents and wholesalers.

* Familiarization trips. The NTO develops familiatioa trips for key
members of the distribution channel and travelewsit

» Participation in joint marketing schemes. SomeONTprovide cooperative
advertising support to help members promote tactsdemarkets.

» General education. NTOs conduct conferences aases to educate travel
industry providers from their nation to understahe needs of foreign
markets (Kotler, et al. 2009).

3.4.2. Convention and Visitor Bureau (CVB)

Convention and Visitor Bureaus are not-forfpprorganizations charged with
representing a specific destination and helping lbwg-term development of
communities through a travel and tourism stratégynvention and Visitor Bureaus
are usually membership organizations bringing togietbusinesses that rely on
tourism and meetings for revenue. For visitors, G\dBe like a key to the city. As an
unbiased resource, CVBs can serve as a broker off@mal point of contact for
convention and meeting planners, tour operatorsvasitbrs. They assist planners
with meeting preparation and encourage businessléias and visitors alike to visit

local historic, cultural and recreational sit&s.

A CVB does not actually organize meetings/@mions/events. It does, however,
help planners and visitors learn about the destinand area attractions and make
the best possible use of all the services andtfasithe destination has to offér.

4 what is a Convention & Visitors Bureau?Retrieved March 14, 2013 from
http://www.ransonwv.us/index.asp?Type=B_BASIC&SECH38123B828-4A37-420D-84B3-
BCC35A99E5D2%7D

What is a CVB?Retrieved March 15, from_http://kycvb.com/what dsCVB.htm
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3.4.2.1. Functions of CVBs

CVB has four prime responsibilities:

e To encourage groups to hold meetings, conventmrents and tradeshows in
the city or area it represents; to assist thoseiggowith meeting/event
preparations and while their meeting/event is wgpess.

e To encourage tourists to visit and enjoy the histaultural and recreational
opportunities the destination offers.

* To represent a specific destination and help timg-term development of
communities through a travel and tourism strategy.

« To serve as a community’'s marketing agency by ptomgo the
city’s/county’s assets to visitors with the objgetof increasing the economic
impact to the local economy via the greenest amdndst of economic
strategies - people visiting, spending money aravitg the community

intact®

CVBs can access important information conegynirisitors through the use of
different communication channels (social media fpedme of the most important)
This data may provide an important source of infatron within the implementation
plans of the CVB. This type of study has a gregtartance in the management of
the destination. Information such as where thdassilive, their expenditures, types
of activity preferred, duration of stay, travel pases, locations preferred for
accomodation, general travel intervals may provédothe basis of action plans
created by the CVB.

3.4.3. Destination Management Organization (DMO)

Destination management calls for a coalitibmany organizations and interests
working towards a common goal. The Destination Mgmaent Organization’s role
should be to lead and coordinate activities undeotzerent strategy. They do not
control the activities of their partners but brimgether resources and expertise and a
degree of independence and objectivity to leadwhg forward. It follows that
DMOs must develop a high level of skill in develogiand managing partnerships.

The actors that are suggested to play an incrdgstnigjcal role in the challenge to

16 What is a CVB?Retrieved March 15, from _http://kycvb.com/what asCVB.htm
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manage and organise destination resources are #stinBtion Management
Organisations (DMOs) (Pike 2004; Presenza et @b52 DMOs work closely with
governmental development agencies, local authsyitiend other destination
stakeholders to facilitate sustainable developmpattices (Ritchie and Crouch,
2003).

It is important to stress that the main aimBWOs is enhancing sustained
destination competitiveness. The World Tourism @izgtion (2004) defines DMOs
as the organizations responsible for the manageametibr marketing of destinations
(Pirnar & Gunlu, 2012).

DMOs have several main functions: (1) the dowtion of marketing strategies,
including the destination brand, and the managemgmtformation and knowledge
about the tourism destination; (2) the establisitneémetworks and initiatives to
improve the destination offer; and (3) the coortora of tourism planning and
developmentDMOs often have a holistic approach to the managéraktourism
destinations, including a wide range of responisikdl beyond destination promotion
(Ritchie & Crouch, 2003).

DMOs play a central role in marketing actistieTherefore they assume all
responsability of tourism promotion towards attiragtvisitors to the region or city
concerned. This is a demanding task especiallyofganisations on a low budget.
Destination management organisations must actedémefit of many beneficiaries
scattered within the destination and surmount nadosgacles (Elbe, Hallen ve Bjorn,
2009).

The management and promotion of a mechanisnongpassing such a vast
community can only be successful through profesdiorganizations and destination
management organisations (DMOs) are founded in npants of the world. These
organisations, focus notably on the marketing hed tlestinations and are active
regarding the implementation of long term plannamgivities. Countries such as
Spain, the USA and Australia carry out their taurislestination marketing and
promotion activities through their regionally edisifted destination management

units.
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In our country such organisations are not comnand these activities are carried
out by bodies such as governors offices, munidipaliand chambers of commerce

and industry (Kocaman, 2012).
3.4.3.1. Functions of DMOs

As for the more specific roles of the DMO, aofethe pioneers in the field of
destination marketing (Gartrell, 1994) has ideatfthe following areas of activity:

* Thecoordination of the many constituent elements of the tourismasec
(including local, political, civic, business, andisitor industry
representatives), so as to achieve a single vorc®tirism;

e The fulfillment of both aleadership and advocacyrole for tourism
within the local community that it services. The DMhould be a visible
entity that draws attention to tourism so thatdests of the destination
understand the significance of the visitor industry

* Helping to ensure thalevelopment of an attractive set of tourism
facilities, events and programs—and an image thibhelp position and
promote the destination as one that is competitivthe experiences it
offers;

» Assisting visitors through the provision wisitor servicessuch as pre-
visit information, and additional information uparrival,

* Finally, the DMO also has another important roéxysg as a keliaison
to assist external organizations, such as meetitapnprs, tour
wholesalers, and travel agents who are workingriiegbvisitors to the
destination. In summary, the roles of the DMO, in the broadégeonms,
are: to work towards enhancing the well-being dftibation residents; to
do everything necessary to help ensure that visdoe offered visitation
experiences that are at a minimum, highly satisfgctand where
possible, highly memorable; and while doing soetsure the provision

of effective destination management and stewardship

Some examples regarding the execution of &N management through the

active and effective use of social media chann&sa follows:
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First, BRITAIN, the ‘official people for towsm in the UK’ according to their
Twitter bio:  @VisitBritain. By playing around on en website
(http://www.visitbritain.com), people was able téap an entire trip, create an
itinerary on their trusty notepad, and decide oerghing from accommodations to

how they best want to get around when they visit.

Another great decision by VisitHolland, waeithchoice to ask visitors to their

website (http://www.visitholland.nl/) to take a éfrisurvey asking basic questions

such as what brought you to their site, to howlyikeould you be to subscribe to a
newsletter, and even asked if you liked the coldresen on the website. Visitor

feedback is just as important to a website astitegphysical location.
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4. SOCIAL MEDIA APPLICATIONS AND IZMIR
4.1. Social Media Usage in DMOs

The creation and accessibility of the Interhate fundamentally changed how
travellers access information, the way they plarafad book trips, and the way they
share their travel experiences (Buhalis & Law, 208&necal & Nantel, 2004; Xiang
& Gretzel, 2010). One significant development ia #volution of the Internet is the
increasing preva- lence of social media platformat tenable Internet users to
collaborate, communicate and publish original contich as blogs, videos, wikis,

reviews, or photos (Boyd and Ellison, 2008).

In promoting destinations, events, attractimrswvebsites, social media is also in

the best interest of the DMOs to provide as muébrimation as possible.

Consumer technology is changing traveler bemhavand expectations.
Organizations and companies try to keep up withlahest advancements focusing
on cost optimization and performance enhancemeité ey also need to increase

their focus on how technology can better meet tinairelers’ needs’

Hence, a clear understanding of why and hogatanedia function is vital to
tourism destination marketing. One sizeable gajhénexisting literature is research
examining the use of social media by tourism DMQ#ere is a lack of
understanding of social media platforms and usafged to tourism (Xiang and
Gretzel, 2010).

The planning of DMO’s which use social medmarnels and some points which
need to be integrated to their work plans have Hested by Tuten (2010) as
follows;'®

¢ Build brand awareness

¢ Drive traffic to websites

e Improve search engine rankings

¢ Promote a brand message

17 TrendSpotting 201, Retrieved May 12, 2013 from http://www.aboutonrisom/trendspottinglist/
18 Tuten, T. (n.d.).Social Media Marketing in Tourism Industriretrieved May 12, 2013 from
http://www.slideshare.net/brandacity/smmtourisnetuhctourismleadership2010
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¢ Build reputation and image

e Develop/maintain a network of prospective cliertd aolleagues
¢ Distribute news/PR efforts

e Communicate

People think the key to successful social medarketing for destinations is to
select the online technologies which have the Hghemmber of users. This
assumption is wrong. it is crucial for the sucoafsthe online presence to well define
the objectives and target groups, only then thiezation of social media marketing
will be useful and promising. It is necessary toase the right online channels for
the specified target group. The social media margeictivities should be adapted to
the objectives of the DMO (Amersdorffer et al., @p1

We see that the use of social media by DM@& @ther tourism organisations are
increasing day by day. With the expansion of somiatlia at this rate, DMO’s have
started to adapt to digital marketing strategieswelver when considering Turkey,
we see that social media platforms are not usadefictenough by DMO’s. Social
media based campaigns conducted successfully @gfodestinations can be seen
frequently, whereas in Turkey the necessary steps hot yet been taken towards
this purpose.

When the scope of usage of general social angdiforms is considered, we can
see that these platforms are used both in thestoundustry and other industries in
the areas of Marketing, Customer Service, Commtioita / Public Relations,
Market Research and Recruitement. Especially indhesm industry they should be

used formost in the Marketing and CommunicatioRablic Relations domain.
4.2. Benefits

Tourism is a service industry. Therefore tenriproducts have different qualities
compared to physical products. In this contextethects of anothers experiences and
advice are frequent. On the other hand in tourmsumption for prestige purposes
is considerably widespread. This reflects anotheredsion of being affected by
social media in touristic consumption. Therefottee £xperiences sharde and the

advice of others are considered more trustworthycdaysumers. The use of social
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media is very important at this point. The benéft DMO’s of social media
platforms, where the preferences and comments dividuals can be seen

transparently, is considerable.

Destination marketing organizations (DMOs) ateurism organizations
responsible for managing the promotion of a destinaIncreasingly, DMOs, are
challenged to respond to the electronic Word-of-Mo@WOM) phenpmenon; that
is, the potential for Internet users to easily shand participate in online

conversations (Xiang and Gretzel, 2010).

In the use of social media platforms, it i4 maportant to be a follower or to
attract followers. The important point is to enstite continuity of this bond. For
example, in order to form a community within Twittéhe pursuit of a process chain
such as ‘Connect, reciprocate, follow, retweek’lshould be fruitful. Therefore, the

bond created will be more active and effective.

Another situation resulting from the highlweéped status of social media is the
growing importance of visual communication alongthwioral and written
communication. When using social media, besidesdmeents of the text, its visual
gualities and presentation also become importams. dbserved that visuals created
for a specific purpose can be very attractive aseful tools for DMO’s.

In Turkey well prepared active social medimpaigns are fairly low. DMO’s at
foreign destinations have more activities regardirsgial campaigns distributed via

social media.

A good example of a business that has embragel media is &ape Town
Tourism initiative called #LoveCapeTown, a campaidgimat encouragedtravel
bloggers to share their experiences in real-timethis hashtag, acting as digital
ambassadors of Cape Town. The response was asiguandil the trend will remain

as a testament to what this destination has ta.dffe

19 Jooste, L. (2012)Tourism Industry getting to grips with Social MediachnologyRetrieved May
14, 2013 from https://www.realmdigital.co.za/pamifism-industry-getting-to-grips-with-social-
medi/
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In addition, the efficient use of social mettareses the notions of credibility and
trust with regards to the destination. Other puesitieffects exist due to the

presentation of the transparency of the organigatistructure and its accessibility.
4.3. Trends

With the new trend in destination managememti @ahe changing role of
destination management organizations, the promaltiand developing efforts for
destination are maximized with additional benefifs gained synergy (Genc¢ &
Pirnar, 2008:128; Wang, 2008).

Word of mouth, one of the most important méangnotions in the period before
social media platforms, has ceded its place to centsnn electronic environments.

When considering social media platforms in fieédd of tourism, some of the

platforms enjoying high usage and brand awarenesasafollows;

e Tripadvisor (www.tripadvisor.com)
» Concierge.com (www.concierge.com )

*  Wayn (www.wayn.com)

In the listed websites in Turkey only Istanisuincluded and this reflects the low

awareness regarding Turkey as a country withirgtbleal social network.

Besides platforms dedicated to the tourism stigu) the social media platforms
used most intensively and to which tourism applicet are adapted are Facebook

and Twitter.
4.4. A short reflection on Turkey

When observed as a website, the website thatls out in terms of presenting
Turkey and different locations within the county www.goturkey.com (official

tourism portal of Turkey). The mentioned websits haen established in relation
with the Republic of Turkey Ministry of Culture aftburism, and all applications

are presented in Turkish and English.

General information and Turkey and destinabased information is provided to

visitors with rich content. Different types of ta&m in Turkey are also presented
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within the website (eco tourism, convention tourisatternative tourism, health
tourism etc.). Direct access to social media plsigime also included from the
website. Under the name GoTurkey, access is pestilthe social media sites with
the most number of users in Turkey, such as Fa¢gGoatter and Pinterest. On the

Facebook channel it has approximately 6.000 folkswe

The list of projects concerning the futurecafture and tourism are found in the
2023 Strategic Plan created by the General Managieoh@romotion. In this plan, it
is mentioned that the promotion of touristic regi@nd the establishment of market
analysis will be based on research and scientigthodology. It has been touched
upon that after the analysis and interpretationtted research conducted, the
strenghths and weaknesses, opportunities and shweigtiin the market will be
identified. As part of the mentioned promotion anthrketin activities, full
advantage will be taken of technological developisiemecessary investment will be
made through public and private funds on develogahnologies which affect
tourism such as e-promotion, e-marketing and e-ceroen The policies envisioned
in the said long term strategic plan are the estiatlent of coordination between
organisations sharing the promotion function, einguthe participation of parties
which attract revenue directly or indirectly fromutism to the financing of these
activities in order to ensure a more professiomal fnancially stronger promotion,
encouragement of commercial entities which form tharketing network to
strengthen through mergers or joint ventures witie open market framework,
allocation of 1% of tourism revenue every year tonpotion, in order for Turkish

tourism to attract a higher percentage of inteameti tourisnt®

As seen in the current applications, the pediconducted and the 2023 strategic
plan established by the Ministry of Culture and fism, the scope of social media

use is still fairly limited in Turkey.

20 Tarkiye Turizm Stratejisi 202Xdltir ve Turizm Bakangi, Tanitma Genel Mudurfil, Retrieved
May 12, 2013 fromhttp://www.ktbyatirimisletmeler.gov.tr/Eklenti/9Q6stratejisi2023pdf.pdf?0
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4.5. Ilzmir Case

In respect to its population, Izmir is therdhiargest city in Turkey. It is a cultural
destination that is trying to acquire a significamd growing market share. It is a
strategic site for all kinds of cultural activitiesth its universities, museums, concert
halls, cultural and art associations. As suchs ihame to many national and inter-
national festivals. 1zmir is a five thousand ye#t oity, situated on the west of the
Anatolian peninsula. There are many historicalssiteroughout the city of Izmir.
Despite its location and historical and culturdtaadtions, Izmir has been unable to
consistently achieve its tourism goals. A countigsge results from its geography,
history, proclamations, art and music, famous eit&z and other features (Kotler &
Gertner, 2002: 251).

When considered as a destination, Izmir castanany attractive elements at
once. Its geographical location, cultural richedyamtagoeus climate feed these
elements. Culture tourism, religious tourism, Heélhermal) tourism, cruise tourism
and congree tourism are the most important branofgsurism in Izmir. As a
requirement of the said touristic variety, promp#b activities are of utmost
importance. In this context, as with all destinasipthe importance of destionation
management organisations are can not be disregardeamir.

General notes and findings related to mesthgd with DMQO'’s, which play an
important role in the promotion of Izmir as a deation, the increase in brand
awareness and the strengthening of brand image,gaen below in detail.
Interviews have been made with responsables ofeckldepartments within three
destination management organisations of importaademir, and the information

gathered has been arranged and presented.
The DMO's interviewed are as follows;

* |zmir Provincial Directorate of Culture and Tourism
* |zmir Convention & Visitors Bureau

e lzfas / Izmir Fair Services Culture and Art Affairs Teathc.
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4.5.1. Izmir Provincial Directorate of Culture and Tourism

Izmir Provincial Directorate of Culture and ursm

(www.izmirkulturturizm.gov.tr), acting as a subsidy of the lzmir Governors

Office, which can also be visited by redirectioonfr the Izmir Governor’s Office

website (_izmir.gov.tr), has started service urtties name in 2003. As stated in the
website, as the Izmir Provincial Directorate of Qe and Tourism, its objective is
to bring forth, preserve, develop the cities ndtuwaltural and historical values, to
transmit these values to future generations amshadle the access to information for
the establishment of social consciousness, magkeburage, supervise tourism, to
add touristic variety, to increase the cities shamomestic and international tourism
through dynamic culture and tourism policies angbttomote Izmir's culture to the

world.

45.1.1. Izmir Provincial Directorate of Culture And Tourism:

General Assessment

Through the observation of the website, bhservable that even though the aim
is to present Izmir as a touristic destination,calhtent within the website is only
available with a Turkish language option. This &iton renders the effectiveness of

the website inexistant with regards to foreign istsr

The only content accessible in English witthie website is the Izmir Culture and
Tourism Magazine. The magazine published monthlgnisimportant promotional

element due to the information it provides on gehuristic activities in Izmir.

When the website is observed, no content daggrsocial media exists. Any

promotional activities conducted through the ussamial media are non-existant.

45.1.2. Interview Results from lzmir Provincial Drectorate of

Culture and Tourism

In light of pre-study related information oioiad from the website, an interview
has been conducted with authorized person, who svaskPromotional Responsable
within the Promotion Department. It has been ledrrkat within the Izmir
Provincial Directorate of Culture And Tourism, teere 8 main departments. Within

these departments two serve promotional activiéied tourism consultancy. All
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activities regarding the promotion of the destimatis carried out through the
Promotion Department.

The relation between the Promotion Departmemd social media has been
questioned, and the lack of any social media platsowithin the website and in
promotional activities has been confirmed. Fivegeovork within the Promotion
Department. She has stated that they are respensablwork distribution and
written and visual equipment, that they responthéequipment requests from other
DMOs, civil societies or other organisations wotkim relation with the tourism

industry.

It has been asked whether a plan existscorfiorate the use of social media in

the content of their work in the coming period, &imel answer has been negative.

When reviewing the results of the interviewportant deficiencies can be
observed in the website and the promotional chanwélthe Izmir Provincial
Directorate of Culture and Tourism, which is onetloé most important official
promotional organisations of the city. The lackaoforeign language option within
the said website renders the observation of theénd¢i®n impossible for tourists on
a local basis. On the other hand the lack of sooedia activities creates difficulties
in the access of tourists trying to be informedotigh the website to detailed

information on the destination and follow relatedhi®nt.
4.5.2. Convention and Visitor Bureau (CVB)

Established by th&zmir Promotion Foundation in 2007, The lzmir corti@m
and Visitors bureau is a non- profit informatiorclkeange and destination marketing

organization aiming to improve Izmir brand perceptworldwide.

The primary objective of the CVB is to act ksader in order to obtain
international meetings to the city. In this contextimulating associations,
organizations and civil societies which can worktbis platform is among its most

important activities.

It's partners have a great importance for CVBe Izmir CVB co-operates with
the leading hotel groups, travel agencies, PCOsféBsional Congress Organizers),

and DMCs (Destination Management Companies).
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CVB has three offices in Turkey. Within itdioés located in Istanbul, 1zmir and
Antalya, it has a total of 10 employees.

45.2.1. CVB: General Assessment

The website of CVB, which operates with themdo develop Izmir especially
within the scope of congress and meeting tourismd, @ a result to increase the
destinational awareness and brand image of the lwity been studied. The website

proposes content in English on the adress www.@riorg.tr. Within the

mentioned website, besides information on the C&ne sections which may serve
Izmir with regards to destination introduction ateo included. Within the website,
Izmir is presented in sections such as discdzmir, where to stay, where to eat,

things to do, getting here.

Social media applications can also be fourthiwithe website. Platforms such as

Facebook, Twitter and LinkedIn are included wittlie website.

It can be observed that the CVB activities Bacebook and Twitter are
insufficient. Despite the fact that Facebook is agithe most active branches of
social media which can reach very large masses hasdbeen embraced on a
worldwide scale, it is not used effectively by t6&B. It has a follower profile
limited to only 36 people. The website is organized English and proposes

information and announcements on activities andisve

Twitter usage is equally insufficient. Neithire number of people subject to

interaction or the number of tweets is at a leuffident to attract attention.

To summarize, despite its capacity as a welsiprovide quality information to
visitors, the fact that social media channels ateused actively nor effectively has a

negative effect on the foreign visitors accessmicie
4.5.2.2. Interview Results from CVB

In light of information obtained from the C\iBebsite, an interview has been
conducted with authorized person, who works as ktarg & Foreign Relations

Responsible at the Izmir Convention & Visitors Bawe
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He is mainly responsible for Coordinating fflanning and designing processes
of various promotional materials (meeting plannergdes, usb sticks, e-mail

templates, brochures, etc.) and the izmircvb.ovgety portal.

Creating multi-touch leads by uniting onlinenda offline mediums after
conducting targeted online research through theotig@CA, UIA, and major search
engines. Efficiently and effectively assisting niegtplanners and organizers in
staging high-spirited meetings and incentive tiipshe most rewarding city of the
Mediterranean. Attending various trade shows, dilutgprogrammes and summits
to leverage networking opportunities, get targetience know what the city has to
offer, create and sustain long-term relationships strategic co-op agreements with
meeting planners and organizers, PCOs and DMCsC#ifis.

The authorized person is the only employe¢hat CVB Izmir Office. He is
therefore responsible for all aspects of the Izorganization. In Turkey, CVB
organizations are active in Istanbul, 1zmir and aya. It works as a team of 10
members. The use of social media, as in Izmiroissitlerably low in other CVB

offices.

For CVB Izmir, gaining the rights to host mags of an international nature and
therefore adding to the destinational awarenediseofity and its brand image are the
primary objectives. Especially concerning congregsism, lzmir aims to take an
important slice of the pie, following Istanbul whienjoys a considerable part in this
field.

He underlines the fact that Izmir has a venpartant place in this context. He
states that congresses of a foreign origin are mowhe search for alternative
locations to Istanbul. Izmir is among the prefermestinations especially with

regards to congress tourism.

Underlining the fact that the positive effeds recent investments in cruise
tourism, promotional activities and studies on ig®ie have been visible, he states
that the acceleration achieved by Izmir in cruigerism can also be achieved in

congress tourism.
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He states that, having hosted 128 internaktiemants in 2012, Izmir must focus
on plans to develop the related infrastructure. &stblishment of new congress
centers, the amelioration and development of tlooseently available is of utmost
importance. Despite its location in kadasi, the high capacity Ephesus Convention
Center, operational since 2013 (www.ecc.com.tr),inportant due both to its
proximity to Izmir and its capacity, and is expeCtéo make an important

contribution to congress tourism.

The most important supporter of CVB Izmir e tizmir Chamber of Commerce.
Stating that there are close to 60 members eithexacutive or supporter, he also
adds that they are affected by budgetary diffieslias a result of being a non-profit
organization. He states that due to budgetary ardopnel related restraints, the
necessary infrastructural activities cannot be ootetl by the CVB, that they
especially can't make any progress concerning #rg important case of social
media usage.

Stating that the inactive use of social metiiannels is the general problem of the
sector, he underlines that their lack of use ofadathannels such as Facebook and
Twitter sufficiently is in reality a very importameficiency, that it renders lzmir's
brand image incomplete and also constitutes aidafig in terms of measuring the

feedback related to the activities organised.
The points resulting from the meeting withhewrized person are as follows :

* The primary objective is for Izmir to gain the hogtrights to international
organisations and to increase destinational awasgiogvards the city.

» Turkey has an important part in congress tourisesdile Istanbul's standing
as the most important location, foreign followers at present searching for
alternative destinations.

* As CVB Izmir, the attention of foreign participardse sought by activities
such as e-mailing, foreign DMO, promotional acteston the website and
participation to organisational events.

* Social media activities are not conducted effetyiv&urkey has not yet

developed sufficiently concerning social media, aodial media channels
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used actively in daily life are unfortunately nosed efficiently in
professional environments.

« The low usage of social media has a negative effiedboth the seizing of
new opportunities and gathering feedback on presgplications.

4.5.3. Izmir Fair Services Culture and Art Affairs Trade Inc. (IZFAS)

The Izmir Economy Congress held in 1923 ldid foundation of thdzmir
International Fair. Izmir Fair Services Culture aAdt Affairs Trade Inc. was
founded in February 199GZFAS is an organisation which serves as the heart of
trade fair activities in Izmir. Even though the rerns fluctuate between the years, it
hosts approximately 15 fairs, many of which haveetlsped into traditional events.

16 fairs are included in tHZFAS 2013 events program.

Within the fairs listed are many large orgatiens, with international participants
and visitors, and which contribute greatly to thdustries, which they serve. The
most important, with the highest number of partacits and visitors is the MARBLE
/ International Natural Stone and Technology Faim.it's 19. anniversary in March
2013, many domestic and foreign participants arsitors have attended the fair.
While the number of participants was 182, it igdesdathat close to 60.000 people

from 85 countries have visited.

When the said figures are considered, it carmliiserved that the percentage of
foreign visitors is considerably important. At th®int, the visitors are of great

importance in projecting an image of Izmir as d¢nable future destination to visit.

Another fair, which is of great importance famir, is the International Travel
Turkey Izmir Fair and Conference, an event which pkyed an important role in
Izmir becoming a congress and fair city. One ofrtieest important gatherings within
the global tourism industry, Travel Turkey Izmirlmbe held on the 5-8 December
2013. With 778 participants and over 25.000 visitihom 47 countries, its role in
Izmir's destinational promotion is undeniable. Efere this opportunity must be
seized by the authorized parties, and through theemt use of social media, the
effects of the event must be amplified and its gbation to destinational awareness

ensured.
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It is highly important that an image of Izngrformed in the minds of the visitors.
Even though the fair plays an important role in fbeming of the destinational
image, the effects of social media activities carted before and after are also of

great importance.
4.5.3.11ZFAS: General Assessment

At this point one of the most pertinent quassi is the following: What does

IZFAS do as a destination management office?

It is undeniable that a website is one ofrtiwst important and correct locations
to acquire information for these organisaticiZ=AS has a website for this purpose

(www.izfas.com.tr).

The website mentioned is published both inkislr and in English, and orients
the visitor with a separate link to specific websidedicated for each organisation

hosted byiZFAS. For example:_http:/marble.izfas.com.tr

Within the main website are Facebook and Bwitilugins. However on both
platforms entries are only made in Turkish. Thenefa diffusion of content that can
be followed by foreign followers does not exist. Mther social media channel
besides Facebook and Twitter are found on the webBhrough thdZFAS main
website, along with Facebook and Twitter plugirs)rection can be made to special
Facebook and Twitter accounts dedicated to speeviants, again through websites

dedicated to each event. However there are no éyegaptions besides Turkish.

The number of entries, the number of followens the number of users followed
on all Facebook and Twitter accounts are fairly.ldlese figures confirm that the

mentioned branches of social media are not uséeebct
4.5.3.2. Interview Results fromliZFAS

In light of general observations and consitienaprior to the meeting, an

interview has been conducted with representatifeslated units alZFAS.
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The interview has been conducted with autledriperson, who works as Public
Relations Supervisor and another officer, who wag$roject Supervisor within the

Publicity and Organisation Management Unit.

Within the organisational layout, underneathblRity and Organisational
Managements are Public Relations, Press ConsultaAdg and Culture and

Graphics units.

All units operate in a coordinated manner hotlthe preparation of the events
calendar and during all phases of the fair. WhethasPress Consultancy Unit is
charged with the preparation of web bulletins, amdnt pictures, the recital of the
event texts and their transmission to the Publiaties Unit, the Arts and Culture
Unit is responsible for the organisation of evesush as panels and conversations.
The Graphics unit is responsible for the prepanatibpromotional equipment for all
departments and the establishment of all visualsetased in promotional activities.
The Public Relations Unit is charged with the elstdiment of protocols, event plans
for the city, the execution of all announcement am@reness activities for all prior

and forthcoming events and the management of soadla.

She is responsible for Public Relations atiigsias well as the management of
social media. In light of the questions we haveeds#turing our interview, we can

summarizdZFAS's use of social media as follows:

Firstly, the necessary importance is not atetrto social media byZFAS.
Despite being one of the organisations hosting tsyemwhich most attract both
domestic and international visitors, the use ofiadomedia is insufficient. The
Facebook and Twitter plugins found on the websie @t managed correctly,
content in Turkish and low entry numbers preverd thanagement of foreign

visitors' connections in particular.

Direct communication with participating compesand visitors is carried out by
the Visitor Relations Unit, which in itself doestrmave a social media policy in
application. She states that they require the stiictturing, that they are aware of
their deficiencies concerning social media howekat they haven't yet been able to
start on a project to develop this aspect. Shestaat they will start work next year
on the active and effective use of social mediaclwvithey currently use only as a
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local announcement channel, for their objectivascemingiZFAS and also to make
Izmir an attraction for foreign visitors and toestgthen the Izmir concept.
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5. CONCLUSION

Internet usage, which continues to increag®diya on a daily basis and the
resulting changes in internet usage habits arentia supporters of the expansion of
social media use. Social media which started a®manwnication tool between
individuals today nourishes communication betweerassas. The ease in
accessibility, the rich content it possesses, dbok bf extra costs, the ability to unite
people from different cultures, disciplines and masportantly different
geographies all increase the lure of social madavever, the extra work load, the

time limit and the difficulty of a control mechamsstand out as negative aspects.

Tourism destinations have a much more difficodrketing structure than many
other sectors due to the complexity of the prodemmtent. Therefore a great
responsibility falls on DMOs in managing destinaiowith different characteristics
in a planned and proactive manner, and in diffaegimg with regards to their
competitors.

The support to traditional management and starg conceptions with
innovations brought forth by social media is impatt Most tourists currently create
their vacation plans online. At this point, destioas which conduct their promotion
activities in an integrated manner with social naegtige their rivals. The easy access
to social media brings forth many advantages. Tgiinan active and effective use of
social media, faster and more successful resuftsheaobtained compares to many
other marketing applications. Eventually the vastess and the variety of platforms
renders tracking difficult. The risk of negativepexiences also arises as a result.

Therefore DMOs must be very vigilant in using sboiedia applications.

There are websites which are used specificallydestination management.
However due to the masses they effect, platformh a8 Facebook and Twitter can
create more attention to tourism than private websiWritten, visual and video
content can instantly reach a large group. At plast, DMOs should show special
sensitivity to the management of the mentionedfqiiais, and through their active
and effective use should integrate them in theirnagament and marketing

instruments.
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Based on the interviews conducted in lightesearch made in the framework of
the study, it is clear that Izmir cannot be suéfidly efficient with regards to
destination management. None of the destinationagement organizations, which
hold great importance for the city, can provideaative and efficient use of social
media. Those responsible state that they cannet ant active and effective social
media study due to reasons such as time limitsgdduldmits, general management

policies and lack of specialist manpower on thgestib

In conclusion, in light of the assessmenthef study, the effects of social media
applications on destination management are corabtiermportant. While there are
examples of successful social media applicatiomslgcted for foreign destinations,
these applications remain insufficient in Turkey ¢urrent conditions where
competition between destinations increase, socedianpolicies applied to reveal
Izmir's potential, to increase the attraction ofirists, to solidify its awareness and
brand image are of great importance. The identiboaof a joint policy by all
destination beneficiaries, the higher consciousnedgs current destination
management organizations concerning the power dfialsomedia and the
organization of educations concerning the appbeatiwill, as precautions firstly

applicable on a local basis, contribute to awargnes
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