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• Tourism is the second largest sector of global 

economy; “even in USA number two”

• Over the past six decades, tourism has become one 

of the largest and fastest-growing economic sectors 

in the world. 

Many new destinations have emerged, challenging 

the traditional ones of Europe and North America.

• Nearly 1 billion tourists have travelled the world in 

2013.  Tourism accounts for 1 in every 12 jobs and 

30% of the world’s services exports.

• Typically 5% to 10% of Country GDP

• For developing countries it is number 1 source of

foreign exchange income



1 billion tourists; 1 billion opportunities!

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)



What is Social Media?
• As Internet professionals, we used to make online

booking web pages with real-time booking systems in

early 2000s…

• After 2004, the new era of internet has started.

• Web 2.0

o The age of connecting, collaborating, sharing

o The age of removing the borders..

• Social media can be defined as websites which are built

on Web 2.0 technologies in order to provide space for in-

depth social interaction, community formation, and the

tackling of collaborative projects (Bruns and Bahnisch,

2009). It is definitely an activity that is based on the

notion of influence. Social media can be used to gather

valuable information about how a product, service or

brand is perceived in the marketplace



• Today, the image of a destination is very important

because destinations with a positive and clear image

enjoy stronger market positioning than those without

• Building of destination brand and image is

revolutionized because of the communication power

of social media

• Social media are deeply embedded in the lives of their

users as they manage a wide range of social activities

• Users can create profiles that describe various

attributes about themselves such as their hometown,

birthday, preferred activities,

Social Media



• A recent report from the World Travel Market, which

surveyed more than 1,000 UK 2011 holidaymakers, found

that:

o 1/3 of holiday makers changed their hotel choice

after consulting social media. 1/10 people switched

resorts after using social media.

o 40% of UK holidaymakers use social media to help

them when researching holidays.

• 23 % of Internet US users find SM very important for

choosing a destination for holiday

• 75% of Russian online users (35 million) visited at least

one SM site in a month spending 9 hours

• User generated content perceived as more reliable if

it is posted on official destination websites or SM

groups of official destination websites



How strong is 

SM?
Facebook claims to have 750 million active users

worldwide, spending 700 billion minutes per month

YouTube users view 3 billion videos daily

Twitter (microblog) hosts 175 million users, posting

100 million tweets per day

2011 figures
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Blogs : estimated to be 170 million blogs

worldwide

Trip Advisor 50 mil. Unique visitors monthly; over

60 million reviews exist

Online Social Media is not limited to…
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Social Media 

Research and Study
Bogazici University Tourism

Students Research on;

Facebook, Youtube &

Twitter accounts of Official

Destination 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

Ifeelslovenia.com
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Myswitzerland.com

YOUTUBE

11th 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                                                       



New Zeland

4.000.000
4.200.000

1 2

4.116.3534.185.345

Video Views

Video Views



San Antonio, TX, USA
1
1
/M

ar

1
2
/M

ar

1
3
/M

ar

1
4
/M

ar

1
5
/M

ar

1
6
/M

ar

1
7
/M

ar

1
8
/M

ar

1
9
/M

ar

2
0
/M

ar

2
1
/M

ar

2
2
/M

ar

2
3
/M

ar

2
4
/M

ar

2
5
/M

ar

2
6
/M

ar

2
7
/M

ar

2
8
/M

ar

2
9
/M

ar

3
0
/M

ar

3
1
/M

ar

Facebook Page Total Likes



VisitFinland.com

• THEY OPENED THEIR FACEBOOK PAGE ON APRIL 21ST , 2010

• TODAY  THEIR FACEBOOK PAGE HAS  NEARLY   372.000 LIKES

• DAILY AVARAGE NUMBER OF PEOPLE WHO TALK ABOUT THEIR PAGE IS NEARLY 

5000 



Howtoistanbul.com
• The first official website of Istanbul by Istanbul

Governorship

• First phase of Istanbul Digital Platform,

accomplished throughout 2013 in 10 months

• The first official website of Istanbul which is online

at the domain address http://howtoistanbul.

com/ since 12th of November, 2013 is the major

outcome of this project

http://howtoistanbul.com/


Howtoistanbul.com
• An important attempt in terms of an integrated

online city branding effort for

Istanbul http://howtoistanbul.com/ has a content

created with the input from the city’s major

stakeholders, approximately 70 of them, including

those operating in the tourism sector, tourism NGO's,

private and official museums, palaces and the local

governments just to name a few.

http://howtoistanbul.com/


Howtoistanbul.com
Istanbul Digital Platform is a project funded by the

İstanbul Development Agency; prepared and

implemented by the Governorship of Istanbul with the

partnership of Istanbul Provincial Directorate of Culture

and Tourism; and participation of The Association of

Turkish Travel Agencies (TURSAB) and Istanbul Tourist

Guides’ Guild (IRO).



Howtoistanbul.com

SWOT analysis

Detailed research 
of current web and 
social media trends

Evaluation of 
foreign examples

Raise awareness 
and create 

difference by 
unique features

Finalize the 
site map in order 

to get visible on all 
platforms 

Content & Social 
Media Planning

Invite all 
stakeholders to 

provide with their 
contents

Compile content 
from various 

institutions and 
organizations

Forming 
partnerships with 
most influential 

websites

Engaging the 
bloggers 
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• Istanbul Municipality & local provincial municipalities

• Landmarks and museums

• Art galleries and modern museums

• Famous football clubs

• Foundations of arts, culture

• All Shopping Malls and old bazaar

• Commerce associations of leather, carpet, and local

goods

• Forrest Ministry for Parks and recreational areas

• Travel Agents Association

• Hotels Association & Restaurants Association

• Tour Guides Union

• Sports Associations

• Tourism Investors Associations

…….. etc.

Contacted with
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• Industry partners :

Contacted with

• Social Media partners :
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Howtoistanbul.
com

Blogs
Gs
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• Google Analytics to follow up site & social media

performance for now… (other social media tools to be

utilized soon)

Google Analytics
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• Howtistanbul.com made a quick jump on Alexa

rankings..

Alexa Rankings



Final Words

• The more and original pictures and videos added, the

more likes, follow ups on social media. And therefore

more pagehits on the official destination site.

• Need special videos and photos taken, produced for

social media (need resources…)

• In SM Destinations must be Brands..

• Must understand that Social Media is NOT only IT

business..

• No destinations would ever survive if spend 5 years of

doing NOTHING on Social Media..



ISTANBUL, DEC 16TH, 2013GURKAN OZER

THANK YOU FOR YOUR

VALUABLE TİME..


