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A Tourism isthesseecondddegestseetorcof glababal
ecormmyq freyen imdSA numibenrtweol

A Over thepasttsixdeécaddss aunsmhasshdoomenenene
of ttre= largest andifastestt-growing: ecanamdéc sectoins
im ttieswonid d.
Many new diestihadions have e mergestd, civallengings
the: traditionabones: oHE tnoperanchNoith- Amerieaica.

A Nearly 1 billiomteuriststhave travelled thetiverlddnd in
2013.. Tourisenraecounts foior 1 imeweryyl?20lads and
300 Yf tloefworldls services eXpari@.s s er vi c €

A Typicallyy 5% to 10% of Country GIDP
A For developingecovintries:it is is numiben11 source aff
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1 billionrtaurststst bilhoi oppartun
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of direct global GDP milfion jobs woridwide billion intermnational
tourists by 2030

U 980 w1033

World Tourism Organization

Total international arrivals  ~ in 2011 was 980 million and
reached 1 billion in 2012 for the first time. International
tourism receipts for 2011 : US$ 1,030 billion worldwide

1.8 Billion tourist arrivals expected in 2030, worldwide
///”“\\\ (World Tourism Organization)
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What is Sociall Mediai?

A As Intemett professionals, we used to make online
booking web pages witlh real-time: booking systems in
early 2000se.

A After 2004, theeneywerazof internethasstarteckd.

A Web 2.0
o The age of connecting, calleddoyatingg shiasngg
o The age of removing the borders...

A Social media can be defined/ as websitess whicth arer builtt
on Web 2.0 technaelogiess in orden t@ provides space fan imn-
deptth sociall interactiomn, communityy fermatioon, and thie
tacklinge off collaborativere prejgetss (Bruns and Bahnisch,
2009). It is definitely/y an activityy thatt is based on the
notiom of infflence=. Social mediaa can be used ta gathern
vaiuaﬁjee m‘ﬁvrcmmm abwtt how a pmdiuﬂt service: or

q . Ie &1 &) wn Hiae 'KE e \
TUREIYE SEYAMAY ACENTALANL mimuidl

2222222222222




Social Media

A Today, the image of a destinatiam is very importamntt
because destinations witih a positive and clear image
enjoy stronger market positioning than those withoutt

A Building of destinatiom brand and image is
revolutionized! because of the communicatiom power
of social media

A Social media are deeply embedded in the: lives of theiir
users as tihey manage a wide range of social activitiess

A Users can create profiless that describe various
attriibutess about themselves such as their hometown,,
birthdayy, prefenned! activitiess,
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A A recent report fromm the World Travel Market, which
surveyed more than 1,000 UK 2011 holidaymakers, found
thait:

o 1/3 of holiday makers changed theiir hotel choice
aften consulting social media. 1/10 people switched
resorts aften using social media.

0 40% of UK holidaymakers use social media to help
themm when researching holidays.

A 23 % of Intemet: US users findi SM very importantt for
choosing a destinatiom for holiday

A 75% of Russianonline users (35 million)) visited at least
one SNsite in a month spending 9 hours

A User generatedi contentt perceivesd as more reliaiiiée iff
it is postecﬂ on oﬂfmaaél destlnmmmm websitess or SN




How stnang: IS

W?
2011 figures

l f Facebook claims to have 750 milliam active users
worldivide;, spending 700 billiam minutes per montih

You YouTuibe users view 3 billiam videos daily

ll ’ Twitterr (microbleg) hosts 175 milliam users, posting
& QJ 100 milliam tweets per day

eeeeeeeeeeee



Social Media Landscape

Expressing Networking
Publication Discussion Search Niche BtoB Mobile Tools
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Source: Cavazza 2009

FredCavazza.net
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A. SM usage levels and reasons for use

Dreaming

| am a regular visitor of travel
related social media so to have

ideas as an inspiration for my
POST-TRIP next holidays

To provide evaluation and
reviews about my
accommodation and /or my
holiday destination

Sharing

To share my experiencg

When beginning
to search for ideas
on where to go for holidays

When trying to narrow d
my choice of destinatic

and photos with my friegd

and/or other travellers

I visited social media websites
but were not directly related to
information | was looking
during my holidays

To stay connected with friends

-As per Cox et al. (2009)

44.5
To confirm th
n desting
292 240
\ ‘ oo Seeking
‘ ” on acc
> .U \

18.5 Seeking ide:
on excursion

To find out information
specific atiractions and |
activities

To provide comments and
reviews about my holiday
experience

H1: SM are predominantly used before the trip for information s

purposes. H1 Rejected

ENTER 2012 Research Track
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SM will not go away, because...
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Social Media

Research and Study

Bogazici Univensityy Toursm
Students Research on;
Facebook, Youtulhe: &

Destinatioom Websites
(March 11-31, 2013)
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YOUTUBE
11th March 31st March

Subscribers 496 511

Video Views 47.394 51.462

FACEBOOK

# of Likes 31.948 33.065

# of people talking 1.920 2.138 10
222 TORSAB
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MyvSwitzerand,com

YOUTUBE

11t March 31st March
Subscribers 2.204 2.280
Video Views 2.784.118 2.848.688
FACEBOOK
# of Likes 629 684
# of people talking 22 19
about this page
13
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New Zeland

RESIM 1

Edcson Bayhd
= 5
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Video Views
4.200.000 mgg {g5.315
4.000.000
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363000

Facebook Page Total Likes

362000

361000

360000

357000 -
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356000 -

Total Views for Uploaded by Visitsanantonio.com
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VisitfFinlanddcoom

' The Official
W Travel Site of Finland

I wish I was in Finland
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A THEY ORENED FHEIR FACERGOKFPAGE ONAPRIER1ST12010
A TODAY THERFEACEBOOKRAGEANASE NEARL72.000) LIKES

A DAILY AVARAGEINWMBE RFOFEPEOP VEWY O FALKOABOWE IFHEIREPAGE A5 INE/
5000
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Valiligi

hml.com

ife, arts & culture
Howtaistaniulconm
A The finst: officiall website of Istanbul by Istanbul
Governorship
A First phase of Istanbul Digital Platfamm,
accomplished tihmaughout 2013 in 10 months
A The finst: officiall website of Istanbul which is online
at the domain address htip:/bhosdisistanbul.
com/ since 12tin of November, 2013 is the major
outcome of tiis projectt
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http://howtoistanbul.com/

|7 howtoistanbul.com Q e
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Istanbul Top 20 Kapali Carsi (Grand Unveiling Istanbul Find us on Facebook

These are the top 20 reasons to visit Bazaar) “l wanna find out what It Is like to be Howtoistanbul.com
Istanbul..more With 58 streets and around 4,000 an Ista...more b
shops the Gran..more m

A An importantt attemptt in terms of an integrated
online cityy branding effantt for
Istanbul htitp:/iboddisistalpbul.com/ has a content
Created withh the Input framm the ciiy’'t ymajer
stakeholders, approxdinaielly 70 of themm, including
these operating in the tounsm sector, tounsmm NGO:s,
private: and officiall museums, palaces and the local
governments just to name a few.
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http://howtoistanbul.com/
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M bt
OWtO|Stanbu :Cgm The official website of Istanbul - The timeless city
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Istanlbmil D1g|tml Platﬂtnrnh is a pmjﬁﬁit fu.mdiedl by ﬂhe
[starthid n [Development  Agency, prepared and
implemented! by the Governorship of Istanbul with the
partmenship of Istanbul Provincial Directorate: of Culture
and Tourism; and participattonn of The Asseciation of
Turkish Travel Agencies (TURSA&B)and Istanbul Tourist
Guidiesd GuEdJIRO).
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Howtaistaniulcanm

Invite all

: Content & Social stakeholders to
S IEmESE Media Planning provide with their
contents

(l

Finalize the | Compile content
site map in order from various
to get visible on all | institutions and

platforms organizations
| | |
| Raise awareness Forming
Evaluation of and create partnerships with
foreign examples difference by most influential
unique features websites
’ Engaging the
bloggers

Detailed research
of current web and
social media trends

)

[ Ensure support to

Monitoringthe users before,
analytics during and after

the trip
%W .com




Contacted with

A Istanbul Municipality & local provinciall municipalitiess

A Landmarks and museums

A Art galleries and modern museums

A Famousfoothalll clubs

A Foundations of arts, cultune:

A All ShoppingMalls and old bazaar

A Commerce associations of leather, carpet, and local
goods

A Forre ni for Parks and recreationall areas
A Trav ssociation
A Hotel lon & Restaurants Association

A Tour Guides Union

A Sports Associations

A Tourism Investors Associations

60 gt zl
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