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Abstract

The tourism industry, which started to recover rapidly after the Covid 19 pandemic in late 2019, has regained growth
momentum and revitalized and strengthened countries economically. In short, competition in tourism destinations
continues at its old pace again. It is expected that you need to have sustainable and robust tourism policies in order to
take an advantageous position in this competitive environment and to be able to compete with competitors. Therefore,
this study compares the destinations of France, Spain, Italy and Tiirkiye, which have been in first place in both visitor
numbers and tourism revenues for many years and are located on the Mediterranean line. The study's main purpose is to
evaluate employment, sustainability and destination management policies in the tourism industry across countries and to
develop recommendations for the relevant authorities through the tourism policies of these destinations, which are
important competitors for Tiirkiye. It has been determined that Spain, Italy and France allocate significant budgets for
tourism policies and give more importance to digital applications. Although Tiirkiye's sustainable tourism policies are
particularly interesting, it is determined that Tiirkiye needs more development than its competitors, especially in
employment and destination management policies. Developing tourism policies based on qualitative rather than
quantitative criteria will bring Tiirkiye closer to its competitors in the future and give it more competitiveness.
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2019 yuli sonlarinda yaganan Covid 19 pandemisi sonrasi hizla toparlanmaya baslayan turizm endiistrisi, tekrar biiyiime
ivmesi yakalamis ve iilkeleri ekonomik anlamda canlandrp gii¢ kazandirmaya devam etmektedir. Kisacast turizm
destinasyonlarinda rekabet kaldigi yerden tekrar eski hiziyla devam etmektedir. Bu rekabet ortaminda avantajli konuma
gecebilmek ve rakiplerle miicadele edebilmek icin stirdiiriilebilir ve saglam turizm politikalarimizin olmasi beklenen bir
gercektir. Dolayisiyla bu ¢alismada uzun yillardir gerek ziyaret¢i sayilarinda gerekse elde edilen turizm gelirlerinde ilk
siralarda yer alan ve Akdeniz hattinda konumlanan Fransa, Ispanya, Italya ve Tiirkiye destinasyonlart karsilastirilmigtir.
Calismanin temel amaci, turizm endiistrisinde istihdam, siirdiiriilebilirlik ve destinasyon yonetimi politikalarint iilkeler
arasinda degerlendirmek olup Tiirkiye ozelinde onemli rakip olan bu destinasyonlarin turizm politikalar: araciligiyla
ilgili otoritelere oneriler gelistirmektir. Basta Ispanya olmak iizere Italya ve Fransa'mn turizm politikalart icin énemli
biitceler aywrdigi ve dijital uygulamalara daha fazla 6nem verdigi tespit edilmistir. Tiirkiye 'nin ozellikle siirdiiriilebilir
turizm politikalari ilgi ¢ekici olsa da ozellikle istihdam ve destinasyon yonetimi politikalarinda rakiplerine nazaran daha
fazla gelisime ihtiyaci oldugu belirlenmistir. Niceliksel 6lgiitler yerine niteliksel olarak turizm politikalarinin
gelistivilmesi  gelecekte Tiirkiye’yi rakiplerine daha fazla yaklastiracak ve O’na daha fazla rekabet giicii
kazandirabilecektir.

Anahtar Kelimeler: Tiirkiye, Turizm Politikasi, Siirdiiriilebilirlik, Destinasyon Yénetimi, Turizmde Istihdam
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1. Introduction

Tourism is an important industry that adds economic, socio-cultural and environmental value to both developed
and developing countries. In order to generate more income from this industry, compete more strongly with
competitors, and ensure the continuity of tourism activities, countries must make various plans and develop
policies (Tuncel, 2019). Economic reasons are at the forefront of the development of these policies. Tourism
brings in foreign currency, creates employment with entrepreneurship opportunities, can attract foreign
investments directly to the region where it develops, and encourages regional development by creating
attraction center destinations and directing the interest of visitors to these centers (Jenkins, 2015). However,
unplanned and rapid tourism growth can bring social, cultural and environmental problems (Mejjad, Rossi, &
Pavel, 2022; Shahbaz et al., 2021). Therefore, it is vital to produce realistic and accurate policies with current
parameters for the healthy development of tourism in destinations.

Globally, tourism continues to develop and grow. France, one of the pioneers of the tourism industry, has been
the world's leading international tourism destination in terms of tourist arrivals since the 1990s (Corne, 2015).
Spain, another major destination, attracts large numbers of tourists internationally, and tourism has become a
pillar of the Spanish economy, generating income and employment and is seen as a strategic industry
(Blazquez-Resino et al., 2024). In Italy, another leading destination, the tourism industry accounts for over
10% of Italian GDP and represents over 11% of employment (Cellini and Cuccia, 2015). Tiirkiye, which ranks
first in terms of the number of visitors, is one of the most important markets in the international arena,
especially in terms of cultural and sea tourism (Tekin, 2015), but it is also an important touristic destination
waiting to be evaluated in terms of alternative tourism types.

The tourism industry, which is of vital importance for these countries in the Mediterranean basin (Mejjad,
Rossi and Pavel, 2022), grew steadily in the years before the COVID-19 pandemic in late 2019. From early
2022 onwards, the industry started to recover rapidly again, shaping its statistics for 2023 with an estimated 1
billion 286 million international visitors (overnight visitors) worldwide (UNWTO, 2024a). Therefore, the
competition continues among these destinations, and it is seen that these countries again share the first places
in the annual visitor numbers.

From this point of view, the aim of the study is to compare the current policies of Tiirkiye, which has rapidly
recovered after the COVID-19 pandemic and increased the number of visitors and tourism revenues, with
France, Spain and Italy, which are at the forefront in the global tourism industry, located in the Mediterranean
region and ranked first in visitor and revenue statistics. In addition, it is among the objectives of the study to
reveal how visitor statistics and tourism revenues in countries have been shaped after the COVID-19 pandemic.
In general terms, the study focuses on comparing visitor numbers, tourism revenues and policies.

The findings of the study can reveal the differences in tourism policies and shed light on policymakers for
future tourism policies. It can give Tiirkiye a competitive edge against its most important competitors and
shape Tiirkiye's tourism policies in the coming years.

2. Conceptual Framework
2.1.Tourism Policy and Planning

The tourism industry's Plans and policies must reflect the opportunities, conditions and constraints of a country
or its different tourist destinations. However, even if it is a dominant industry in some places, tourism should
be considered in conjunction with national development and priorities. It should never be seen as a stand-alone
industry but rather one that affects other sectors through a multiplier effect and is itself affected by other
sectors. For example, government policies on fiscal issues, visa procedures, diplomatic relations and foreign
investment are all likely to affect the development and functioning of the tourism industry. This reflects the
interdependencies between sectors and makes the tourism industry often seen as a complex area of activity.
This is where plans and policies should come into play. There are two main reasons that explain this better.
The first is to use available scarce resources to support development initiatives. The second is to allocate these
scarce resources efficiently and in the right place (Jenkins, 2015).

The tourism industry continues to grow globally as the number of visitors increases, and this increase is
reflected in revenues. According to the latest World Tourism Barometer report published by the United Nations
World Tourism Organization (UNWTO), in the first seven months of 2024, the number of visitors reached
approximately 790 million, an increase of 11% compared to the previous year. While this figure represents a
strong start, it is still 4% behind 2019 (UNWTO, 2024b).
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Tourism, which is included in the services sector, is more intertwined with people than other sectors and is an
industry that focuses on people. For this reason, the tourism industry is seen as an important solution to the
unemployment problems of countries with its wide range of job opportunities. Therefore, tourism employment
can be defined as the employment of individuals of working age under the control of the State or private sector,
providing services to both national and international visitors and earning a living through this service. As the
tourism industry continues to develop and grow, the need for a labor force increases in parallel, and the tourism
industry makes significant contributions to employment (Sar1 & Ugar, 2010). Employment in the tourism
industry can be analyzed under three headings: direct employment, indirect employment and stimulated
employment. These are (Tutar et al., 2013):

v Direct Employment: Direct employment in the tourism industry is the totality of employees working
in enterprises that carry out their activities within the scope of tourism, such as accommodation, food
and beverage and travel enterprises, which are specified as sub-sectors. Examples of direct
employment in the tourism industry are the receptionist in a hotel, the service staff working in a
restaurant, guides, and the hostess in an airline company.

v Indirect Employment: Indirect employment is made up of employees working in enterprises that
respond to the needs of the tourism industry and are affiliated with sectors that do not directly have
tourism elements. This can be considered as evidence that the tourism industry supports other sectors
in terms of employment. For example, the workers who will be employed for the construction of a
hotel to be built in a region or the workers who will be needed for the production and assembly of
furniture components of a finished hotel (Barker, Mathieson and Wall, 1983).

v Stimulated Employment: Stimulated employment, also referred to as additional employment, is the
increase in the level of employment in those sectors as a result of the increase in income from tourism
activities and the increase in the welfare of the local people who spend the income they earn in other
sectors throughout the region or the country.

Destinations, which offer experiences to consumers through tourist products as a whole, can be considered a
geographical regions with defined borders, such as a country, an island or a city. In addition, destinations are
also defined as the name given to travel routes together with visitors' education levels, visit purposes, local
culture and past experiences (Buhalis, 2000; Karabryik & Siimer inci, 2016).

There are four main strategic objectives that should be emphasized in destination marketing. These are
(Buhalis, 2000; Karabiyik & Siimer Inci, 2016):

v" Ensure the long-term well-being of individuals living in the region
v' Satisfying tourists by looking after their satisfaction.

v Keeping the profit level of entrepreneurs in the region at high levels
v

To achieve a sustainable balance in costs between economic, socio-cultural and environmental factors
and to maximize tourism impacts.

The success of strategic objectives developed in destinations depends on the relationships between tourism
stakeholders and the destination. Tourism stakeholders include local people, i.e., the community, tourists,
entrepreneurs of the tourism industry and sub-sectors, the public sector, governments, agencies and tour
operators. It is important that the strategic objectives set for destination marketing are implemented through
the actors in the tourism stakeholder cycle. Therefore, each stakeholder should aim to maximize their
contribution (Karabryik & Siimer Inci, 2016).

Especially since the early 2000s, the concept of sustainable tourism has been used more frequently and is
widely referred to in most strategic plans and policy documents (Hardy et al., 2002). Sustainability is a
fundamental concept of development and is influential in the development of the tourism industry, which has
an enormous economic, social and environmental impact in the modern world. Sustainable tourism
encompasses activities that protect the demands and desires of visitors with a high degree of satisfaction,
provide important experiences for tourists, raise their awareness of sustainability, and carry touristic products
and services together into the future (Streimikiene et al., 2021). Therefore, sustainability is integral to tourism
development, planning, shaping tourism policies and destination management (Rasoolimanesh et al., 2023). In
other words, sustainable tourism aims to strike a balance between the economic, social and environmental
needs of visitors and all stakeholders and local communities, taking into account the overall impacts of tourism
(Buckley, 2012).
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The concept of sustainability, which we mentioned as the most fundamental element, is also an influential
factor in the management of tourist destinations, and past studies have shown that sustainable tourism policies
significantly affect destination management and tourism development and have a mediating role in the
relationships in this development (Khan et al., 2021). Natural, cultural and environmental resources are
essential for the development of a tourist destination. Therefore, these resources should be managed and
developed through improved tourism policies and responsible destination management (Su et al., 2018).

This study also compared the policies on sustainability and destination management implemented by the
countries that rank first in terms of both the number of visitors and the tourism revenues generated, especially
in annual tourism data.

3.Methods

In connection with the purpose of this study, secondary sources were utilized through document analysis, one
of the qualitative research methods. Document analysis involves the analysis of previously published sources
that contain information about the subject to be researched (Yildirim & Simsek, 2013). The research focused
on the following questions

1. How have the statistics on the number of visitors been shaped in the relevant countries after the COVID-19
pandemic?

2. How have tourism revenues shaped in the relevant countries after the Covid-19 pandemic?

3. Under which Ministry the tourism industry activities are carried out, and how the tourism organization
chart is formed at the national level

4. What is the number of people directly employed in tourism, and what is their percentage contribution to
total employment

5. How is the cooperation relationship between headquarters and local governments defined in the relevant
countries?

6. What are the prominent topics in employment policies for the tourism industry in the relevant countries?

7. What are the prominent topics in the destination marketing policies implemented in the relevant countries?
8. How have sustainability policies in tourism been shaped in the relevant countries?

9. When were promotional agencies established in the relevant countries, and what were their activities?

This study analyzed the websites of tourism stakeholders in the relevant countries, relevant academic
publications, OECD 2022 and 2024 reports, and various reports published by UNWTO. After accessing the
necessary information, various tables and figures were created by content analysis, focusing on the questions
investigated by the study. After these categories were interpreted, the findings were obtained, and a better
understanding was provided.

4. Findings

Figures, tables and interpretations formed in line with the documents and reports reviewed are discussed in
detail in this section. Firstly, the comparison of the number of visitors in France, Spain, Italy and Tiirkiye in
2019 before the pandemic and in 2022 and 2023 after the pandemic when tourism recovered is shown in Figure
1.
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Figure 1. Number of Visitors in France, Spain, Italy and Tiirkiye in Relevant Years (Million)
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Source: Compiled by the authors from UN Tourism, 2024; Statista, 2024.

According to Figure 1, which examines the number of visitors in 2019, which is the start year of the pandemic,
and in the following years, it is seen that France hosted the highest number of tourists in 2019, 2022 and 2023
among the four countries compared. In contrast to France's ever-increasing visitor numbers, Spain fell behind
its pre-pandemic figures in 2022 after the pandemic but surpassed Spain's pre-pandemic figures by 2023. On
the other hand, Italy has still been unable to catch up with the number of visitors in 2019 in the post-pandemic
years. This situation can be the subject of a different study. Tiirkiye has drawn a similar picture to Spain in
terms of the number of visitors and has reached and exceeded its pre-pandemic figures in 2023. An interesting
result is that in 2022, Tiirkiye also overtook Italy in terms of visitor numbers. However, in 2023, Italy again
surpassed Tiirkiye in the number of visitors it welcomed. According to this graph, it is clearly seen that the
effects of the pandemic process have left the pre-pandemic figures behind in all three countries except Italy in
terms of the countries compared. The slow corrections in Italy's visitor numbers may be due to stricter practices
or regulations introduced after the pandemic.

Figure 2 below shows the tourism revenues of the comparison countries in the relevant years.

Figure 2. Revenues of France, Spain, Italy and Tiirkiye in the Relevant Years (Billion$)

100
80
60 B France
40 B Spain
|
20 Italy
Turkey

2023

Source: Compiled by the authors from UN Tourism, 2024; Statista, 2024.
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Figure 2 shows the tourism revenues of the compared countries in 2019 before the pandemic and in 2022 and
2023 after the pandemic. According to this graph, Spain, which generated the highest tourism revenues before
the pandemic, experienced a decline of approximately 7 billion USD in 2022 after the pandemic but quickly
recovered in 2023, bringing its tourism revenues to the top. Secondly, France presents a picture similar to
Spain's. Although France generated less tourism revenue in 2022 than before the pandemic, it surpassed its
pre-pandemic tourism revenues in 2023. Like Spain and France, Italy fell behind its pre-pandemic figures in
2022 but surpassed its pre-pandemic tourism revenues in 2023. The interesting result is that Tiirkiye, unlike
the other three countries, increased its pre-pandemic tourism revenues both in 2022 and 2023. However, despite
this increase, Tiirkiye has lower tourism revenues compared to other countries among the compared countries.

Table 1. National Tourism Organization Schemes of France, Spain, Italy and Tiirkiye

France: Organisational chart of tourism bodies Spain: Organisational chart of tourism bodies
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Spanish Tourist
| I Offices Abroad
ATOUT France
National Operators Tourism Developmenl National Agency for Holiday Department for Division of Cooperation | | - Division of Touristic
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Source: OECD, adapted from the Directorate-General for Enterprise, 2024 Source: OECD, adapted from Ministry of Industry & Tourism, 2024.
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v organisE urt ' Tiirkiye: Organisational chart of tourism bodies
Ministry of Culture and Tourism
| 1 1 1
o Trkiye Tourism Promoti Regional N
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Affairs and Tourism Tour Digitisation and Resilience Plan Unit Source: OECD, adapted from the Ministry of Culture 2nd T 0
B ‘ourism Statistcs urce:  adapted from the Ministry ture and Tourism,
Source: OECD, adapted from the Halian Ministry of Tourism, 2024

Source: Compiled by the authors from OECD, 2022; OECD, 2024.

Table 1 shows the national tourism organizational structure of France, Spain, Italy and Tiirkiye. In France,
tourism operates under the control of the General Directorate of Economy and Enterprise. At first glance, this
may create a negative perception, but coordination between other ministries and local tourism administrations
is beneficial.

When we look at the organization chart of the tourism industry in Spain, we see that it has a broader hierarchy
than the other 3 countries. In Spain, the tourism industry is managed jointly with the Ministry of Economy,
which can be considered as an advantageous situation for the proper management of the relations between
local tourism stakeholders and the Ministry of Tourism.

Similar to Spain, Italy's tourism industry hierarchy has "Advisory Councils" to coordinate between other
ministries and local tourism stakeholders. Unlike other countries, Italy's tourism industry hierarchy has
established sustainability-specific units.

In Table 1, Tiirkiye's organizational structure for tourism management is more centralized compared to the
other three countries. Although structures in which central governments have the sole say in decision-making
seem to be advantageous, when we look at Tiirkiye's competitors, local tourism stakeholders have more say in
all three countries, and a common communication structure manages the process.
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Table 2. Employment in the Tourism Industry in France, Spain, Italy and Tiirkiye

France has 1.5 million tourism workers, and those in
the tourism industry account for 7.7% of total
employment.

Spain has 2.6 million tourism workers, and those in
the tourism industry account for 12.9% of total
employment.

There are 2.1 million tourism workers in lItaly,
accounting for 8.9% of total employment

Nearly 1 million people work in the tourism industry
in Tiirkiye, accounting for 2.9% of total employment

Source: Compiled by the authors from OECD, 2022; OECD, 2024.

Looking at the figures in Table 2, the country with the highest number of employees in the tourism industry
among the four countries examined is Spain, with 2.6 million, followed by Italy, with 2.1 million tourism
employees. The interesting result in Table 2 is the employment data of 2 countries, France and Tiirkiye.
Although France hosts more tourists than the other three countries, it does not employ as many people in the
tourism industry as Italy and Spain. Tirkiye (looking at 2022 figures) hosts almost as many tourists as Italy
but employs fewer people in the tourism industry than all competitors. This may be due to the lack of reliable
statistical data for Tiirkiye but also due to foreign labor registrations.

Table 3. Comparison of Cooperation between Headquarters and Local Governments in France, Spain,

Italy and Tiirkiye

France

The institution responsible for tourism activities at
the national level in France Ministry of Economy
and General Directorate of Enterprise (DGE).
Coordination with the tourism industry and other
inter-ministerial units, especially by the Inter-
Ministerial Tourism Council, is very important.
Dialogue between administrations and
representatives of private actors is also included
within the Tourism Sector Committee (CFT), which
was created in 2019 and relaunched in 2022 and aims
to bring together public and private parties to guide
the development of tourism after the pandemic.

Tourism is seen as a common competence industry
for France. The subcategory of local councils is
therefore also involved in the development and
implementation of tourism policy.

Spain
The State Secretariat for Tourism ensures
coordination  between central and regional

administrations and the private sector and plays a
critical role in this communication in decision-
making and coordination of different tourism
policies in Spain.

The Sectoral Tourism Conference, chaired by the
Minister of Tourism, brings together representatives
of the central government and autonomous regions
to discuss basic tourism policies and regulations. It
also operates as a professional, advisory and
executive coordination body.

The Spanish Tourism Council is an advisory body
that brings together tourism authorities and private
sector stakeholders at all levels.

The Turespafia Advisory Council, composed of 11
public and private members, helps define and
implement strategies to market Spain abroad.

The Secretariat of State
organizations at the national
Turespafia / Paradores de Turismo

coordinates three
level: Segittur /

Italy

The Ministry supports and supervises the National
Tourism Agency, which oversees the promotion and
marketing of the national image and brand, and the
Club Alpino Italiano, responsible for promoting
mountaineering and the conservation and study of
the Italian Alps.

The National Tourism Agency actively collaborates
with tourism stakeholders through periodic meetings
to continuously improve the industry.

Tiirkiye

There is a Culture and Tourism Directorate in every
city in Tirkiye. These directorates; It aims to protect
the historical, cultural and natural heritage, diversify
tourism and promote the regions through cultural
events, festivals and fairs.

The Ministry works closely with the Association of
Turkish Travel Agencies, the Federation of
Hoteliers, the Association of Touristic Hotels and
Investors, the Association of Chambers of Tourist
Guides and the Turkish Tourism Investors
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Central and regional authorities cooperate through
agreements, sharing regulatory powers on a wide
range of tourism-related issues.

The Joint Conference coordinates strategic
cooperation between central authorities and local
institutions.

Association to plan tourism and address specific
issues.

To introduce Tiirkiye's investment opportunities to
the global business world and provide support to
investors The Investment Office of the President of
the Republic of Tirkiye plays an active role.

Source: Compiled by the authors from OECD, 2022; OECD, 2024.

As mentioned in Table 3, tourism is recognized as a shared competence industry in France. Therefore, the sub-
category of local councils is also included in the tourism policy development and implementation process. The
importance that France attaches to local governments can also be seen in budgetary terms: In 2022, the
combined budget of the Regional Tourism Committees is €140 million, while €222 million is allocated for the
Circular Tourism Committee. In addition, a budget of 822 million euros has been allocated to local tourism
information offices.

In Spain, the coordination between the general tourism authorities and local tourism authorities is very broad.
Segittur, Turespafia and Paradores de Turismo are the three main institutions that take care of the tourism
dynamics of the country.

The fact that the National Tourism Agency in Italy constantly holds meetings with the sector and evaluates the
tourism industry together with all stakeholders is the most obvious indication that Italy manages the tourism
industry in a collective manner.

Tiirkiye's tourism hierarchy structure has fewer components than other countries, as Table 1 clearly shows.
While fewer links in the chain may seem to allow for a faster action mechanism, there may be serious risks in
obtaining information from local tourism stakeholders. It is important for the Ministry to work closely with
various associations such as Tiirsab, Turob, Turefed, etc., but it is vital for the tourism strategies to determine
whether these associations are aware of the general problems of tourism stakeholders in the country.

Table 4. Comparison of Employment Policies in France, Spain, Italy and Tiirkiye

France
Launched a post-pandemic communication campaign.

The establishment of a coordination center to mobilize
local institutional actors is targeted.

Tourism Career Week was organized for the first time in
2023.

Spain

In 2022, Spain launched a multi-year program to
rehabilitate heritage buildings as part of the Recovery,
Transformation and Resilience Plan for Tourism.

The budget of this project for 2024 is € 208 million.
Within this program, education (especially youth
education) linked to the tourism industry occupies an
important place.

Italy

In order to promote and improve the professionalism and
competitiveness of those working in the tourism industry,
the fund has budgeted €5 million in 2023 and €8 million
for 2024 and 2025 to retrain existing staff, provide
training for new professionals and integrate senior
professionals into the tourism market.

In partnership with the Ministry of Interior, entry flows
for seasonal and non-seasonal workers outside the EU
have been streamlined to reduce pressure on tourism
recruitment issues.

It also aims to renew interest in tourism careers,
particularly targeting young workers, with the
introduction of tax deductions for night shifts and public
holiday work for tourism industry workers.

Tiirkiye

The Ministry of Culture and Tourism organized a
protocol that paired 60 tourism vocational high
schools with 41 hotel groups.

Source: Compiled by the authors from OECD, 2022; OECD, 2024.
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For sustainable tourism, qualified employment is not a luxury but a necessity. As seen in Table 4, Tiirkiye's
competitors have developed various strategies in the field of employment and have made plans and developed
policies to meet this essential need. In particular, the budgets allocated by Italy and the efforts to improve
employment in tourism on a sectoral basis are clear indicators of how important the issue is seen and taken
seriously in Tiirkiye's competitor countries.

France's promotional efforts to encourage young people between the ages of 16 and 25 to take part in the
tourism industry are reminiscent of the OTEM, which was launched in Tiirkiye in 1987 as part of the South
Antalya Tourism Development Project (GATGP) and provided tourism training to young people between the
ages of 17 and 25.

It would be appropriate to note that there is no planning or implementation of a high-budget and comprehensive
employment policy for Tiirkiye as in France or Italy in the documents and reports examined. The fact that
Tiirkiye, which is in a considerable position in terms of the number of visitors among the four countries
compared within the scope of this study, lags behind other countries in terms of the number of personnel
employed clearly reveals tourism employment as an issue that needs to be studied. However, the Turkish
Ministry of Culture and Tourism announced that 60 tourism vocational high schools were matched with 41
hotel groups. Although it is not possible to see the effects of this in a short period of time, it can be examined
as a different subject of study on the effects on tourism employment in the coming years.

Table 5. Comparison of Destination Marketing Policies of France, Spain, Italy and Tiirkiye

France

The Destination France Plan has been put into effect, and
the following topics have come to the fore;

Reclaiming skills again.

Strengthen the resilience of the industry and support its
efforts to improve the quality of its services.

Promote and develop France's tourism assets.

Tackling the challenges of transforming the tourism
industry.

Promote France as a destination and consolidate its
market share.

Spain

A Tourism Resilience Strategy has been developed for the
non-peninsular regions (Canary and Balearic Islands and
Ceuta and Melilla). The aim is to increase the capacity and
competitiveness of these regions to adapt to changes in
international markets.

In addition, these regional strategies have been approved
by the national government and aim at investment in
public infrastructure, environmental management and
waste treatment, strengthening public services, education
linked to the tourism industry (especially youth
education), development of alternative tourism products,
incentives to facilitate the connectivity of these regions

and to enable tourism companies to operate outside the
peak season, and development of new tourism products in
line with the Sustainable Tourism Strategy.

Spain is also implementing specific actions to improve
competitiveness across the country.

The National Food and Wine Tourism Plan has been
published and aims to transform the knowledge, skills,
arts and crafts that enable healthy eating and drinking into
sustainable and integrated tourism experiences across the
region.

The National Plan budgets are structured around food and
wine destinations (€51.4 million), the Spain Tourism
Experiences Program (€10 million and €5 million for
additional actions) and an international promotion
program (€2.2 million). Its objectives, covering the entire
value chain, are described as follows:

Promote Spanish food and wine destinations by financing
destination sustainability plans.

Create sustainable and diverse gastronomy tourism
experiences.

To improve employees' training, digital skills and
sustainability in the food and wine tourism value chain.
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In addition, it is desired to bring together existing
practices that add meaning to Spanish gastronomy in an
accessible and open space. Thus, it is desired to produce a
different message and create stories that will inspire other
initiatives in the country.

The basis of Spain's tourism promotion abroad is based on
gastronomy tourism. Wine tourism is also an important

part of this.
Italy Tiirkiye
In 2022, Italy developed a new Strategic Plan for Tourism | In 2023, Tirkiye launched a new tourism master plan
2023-2027. The Plan is based on five strategic pillars: (12th Development Plan) covering the years 2024-2028.
- Sustainability, The plan serves as a comprehensive roadmap to achieve
sustainable and inclusive tourism growth in Tirkiye
- Management,

through  safe  mobility, green transformation,
- Innovation, sustainability, crisis management, a more resilient sector,

- Quality, safety and inclusion inclusivity and digital transformation.

Global branding and promotion activities will continue to
increase annually with a budget of $225 million allocated
The strategic pillars are divided into key issues defined by | for marketing communications until 2028, with a total of
the Ministry of Tourism, such as environmental protection | nine destination brands and 20 product sub-brands to
and resilience to climate change, protection of cultural | promote Turkish tourism to the world.

heritage and community engagement, diversification of
the tourist offer in terms of both time and space and
promotion of responsible travel behavior.

- Careers in education and tourism.

The Provincial Promotion and Development Program
aims to enhance local development by transforming the
Destination Management Office model in the long term.
Other key topics addressed by the Plan include improving | It is a program developed with the participation of
the timeliness, quality and consistency of tourism | governments, private sector institutions and civil society
statistics to complement and strengthen existing statistical | organizations to develop the tourism potential of 81
approaches to support tourism  policy-making; | provinces.

strengthening digital tools and accessibility to improve the
tourist travel experience; addressing tourism workforce
issues; and collaborating with tourism stakeholders to
implement the Strategic Plan.

Tirkiye aims to strengthen the branding processes of
these destinations by promoting them more effectively
nationally and internationally. It aims to increase its
visibility in the digital world and create a sustainable and
The "Tourism Digital Hub,” an integrated digital | learning destination.

platform, aims to support innovation and digitalization in
Italian tourism businesses and provide better information
on the distribution of tourist flows. The platform includes
the development of a data repository and artificial
intelligence models to analyze user behavior online.

Participation in major events such as congresses,
exhibitions, entertainment and sporting events is targeted
as a priority to strengthen the Italy and Made in Italy
brands worldwide.

Source: Compiled by the authors from OECD, 2022; OECD, 2024.

Regarding destination marketing, France has taken a multifaceted approach to the tourism industry, particularly
service provision, with the Destination France plan and has made plans in this direction. The main objective
has been to promote France and consolidate its share in the market.

Table 5 shows that Spain not only tries to enrich tourism geographically by focusing on non-peninsular regions,
but also aims to diversify tourism by working on different types of tourism, especially wine and gastronomy.
In addition, it is clearly seen in Spain's tourism policy that it has made serious budgetary breakthroughs in
order to provide competitive services and increase tourism revenues.

One of the prominent topics in Italy's destination marketing activities is the Tourism Digital Hub application.
This can be expressed as Italy seeks answers to the questions of how to manage and develop tourism better by
establishing digital control mechanisms.

As seen in Table 5, it can be said that Tiirkiye will continue with destination marketing within the scope of
marketing communication and will make improvements in the digital context. Unlike its competitors, Tiirkiye
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does not have a strong employment-oriented policy, nor does it have a specific policy - diversification of

tourism, focusing on a specific type of tourism, etc.

Table 6. Comparison of Sustainability Policies of France, Spain, Italy and Tiirkiye

France

The France Destination Plan was launched in 2021. This
plan wants to make France a sustainable tourism
destination by 2030. In this context, a budget of 1.9 billion
Euros has been allocated between 2022 and 2024. In 2021,
the France Destination Plan distributed more than €1.9
billion from 2022 to 2024 to make France a leading
sustainable tourism destination by 2030.By the end of
2023, there is a budgetary commitment of more than €1.2
billion to the Plan's measures, including incentive loans.

France also reviews laws and regulations in the tourism
industry and regularly modernizes them to include
sustainability criteria. For example, classification
standards for accommodation are being updated
according to new criteria.

In order to improve the balance between short-term
rentals and the existing housing stock, France has asked
rental platforms to collect and transmit accommodation-
related data to local authorities in 2024 and aims to

platform that can centrally manage the exchange of ideas
and information between e-agencies and local
governments.

France also wants to regulate the new legislation in
accordance with the new European regulation for short-
term rentals.

France Tourism Watch portal, managed by Atout France
Supports commitment to sustainable tourism. In this
context It will play an active role in creating the table of
sustainable tourism indicators.

In addition, all tourist accommodation classification
criteria are met. It is aimed to better distribute the tourist
flow. Thus, it is aimed to take actions together with
tourism professionals to prevent and solve problems
related to overcrowding in tourist areas.

develop this practice. This includes establishing a

Spain

A Tourism Sustainability Strategy has been developed,
and the Plan highlights the following headings;

Green transition: Consists of actions on environmental
restoration, management and public use of protected
natural areas, implementation of tourism certification
systems, implementation of circular economy measures
and investment in cycling/walking paths.

Energy efficiency: Includes actions to reduce CO2
emissions in buildings, public infrastructure and services,
implement environmental technologies and improve
urban environments.

Digital transformation: It consists of actions to digitize
services for tourists in destinations, improve the digital
footprint of destinations and improve tourism demand
management.

In this context, the Digitalization and Intelligence
Program was developed. The program, It aims to develop
smart destination platforms where public and private
services can work together for tourists in destinations.

In addition, it is planned to develop a Tourist Intelligence
System and complement this with a series of initiatives to
strengthen the Spanish Smart Destinations Network. The
actions will support digital solutions based on artificial
intelligence and provide funding for developing industrial
data spaces and promoting digital innovation in the
tourism industry.

Competitiveness  transformation:  This  includes
improving local tourism infrastructures and developing
new tourist products. Gastronomy, especially culture and
nature, includes developing new products related to
traditional handicrafts and encouraging employment.

Spain has also launched a multi-year program to
rehabilitate historic heritage buildings in 2022 as part of
the Recovery, Transformation and Resilience Plan for
Tourism, with a budget of €208 million for 2024.

Italy

Healthy living tourism, slow tourism and sustainable
tourism are encouraged with the legal regulation made in
2023 for the elderly.

The policy also aims to promote lesser-known
destinations throughout the year, reducing the impact of
over-tourism and generating long-term economic
benefits.

The sustainable tourism fund has budgeted €5 million in
2023 and €10 million for 2024 and 2025 to reduce
overcrowding, create innovative itineraries and de-
seasonalize destinations.

The fund will support accommodation facilities and other
tourism businesses to obtain sustainability certificates. It

Tiirkiye

The National Sustainable Tourism Program for Tiirkiye
has been developed.

The program refers to sustainable management that aims
to improve environmental sustainability along with socio-
economic and cultural sustainability in the tourism
industry.

It is aimed for all accommodation facilities in Tiirkiye to
fully comply with the Global Sustainable Tourism
Council (GSTC) standards by 2030. In particular, water,
energy consumption, waste volume, carbon footprint and
greenhouse gas emission data of accommodation facilities
will be monitored with the program.

Tirkiye has entered into a three-year partnership
agreement with the GSTC to achieve this goal. First,
Tiirkiye's  Sustainable  Tourism  Criteria  for
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will also identify intermodal
transportation.

routes using electric

Italy has 5,568 municipalities with less than 5,000
inhabitants, so-called Borghi villages. They have a bed
capacity of 1.4 million and offer 51,000 accommodation
establishments. They also attract more than 21 million
visitors with 90 million overnight stays. Moreover, 64%
of the 55 UNESCO sites in Italy are represented in these
regions, and the seasonality of cultural tourism
encourages more off-season demand, as it does not
coincide with peak demand times.

accommodation  facilities, which are recognized
according to GSTC standards, have been prepared.
Tiirkiye's Sustainable Tourism Program also contributes
to supporting the UN Sustainable Development Goals
while maintaining the competitiveness of the tourism
industry and complying with regulations and
commitments such as the Paris Climate Agreement.

The legal directive 2022/2, issued on 15 November 2022,
requires all accommaodation establishments to obtain at
least a Stage 1 Verification in the Sustainable Tourism
Program by 31 December 2023. This initiative has

transformed sustainability from a voluntary concept to a
mandatory approach, and there are currently more than
17,800 hotel establishments and more than 1.6 million
beds in Tirkiye with Sustainable Tourism Verifications
and Certificates.

Also, in 2022, Tirkiye signed a three-year partnership
agreement with the Global Sustainable Tourism Council
to help deliver the National Sustainable Tourism Program,
the first partnership of its kind at the government level.

The program aims to increase resilience and inclusion
through responsible and sustainable policies and to
achieve full compliance with all international standards by
2030.

Source: Compiled by the authors from OECD, 2022; OECD, 2024.

Table 6 shows that France allocates serious budgets for sustainable tourism. France is trying to prepare for the
future by making visionary plans both to complete the deficiencies in its own tourism industry and to
standardize it.

It can be stated that Spain, on the other hand, has determined strategies to try to protect its values with an
environmentalist sensitivity, and in addition to this, it aims to work for a sustainable tourism with both tourism
diversification and digital preparations.

According to the table, it can be said that Italy plans to work more for the older generations, which we call 3rd
age tourism, for sustainable tourism. At the same time, it is seen that it has made preventive and precaution-
oriented plans for dangers such as overtourism, which have been heard more frequently recently. Spreading
tourism to 12 months stands out as a valuable vision set by Italy.

According to the table, it can be stated that Tiirkiye has adopted a sustainable tourism strategy that is more
inclusive and enriched with more diverse policies compared to the countries compared. However, it is also
worth noting that Tiirkiye differs from its competitors by focusing on a singular policy that is environmentally
sensitive and focused on the accommodation sector.

Table 7. Comparison of Promotion Agency Establishment and Activities in France, Spain, Italy and
Tiirkiye

France
Atout France was founded in 2009.

At an inter-ministerial meeting on tourism in January
2018, the Agency was designated as the primary contact
for project managers in the French regions.

The Agency publishes around 10 studies for industry
professionals each year. These studies are designed to
expand knowledge about markets and sectors in the
market and to improve development strategies.

The Agency also organizes online courses for promotional
purposes.

Spain
Turespafia was founded in 1985.

Its core mission is to make Spain the world's most sought-
after destination and transform it into a leading destination
for environmental sustainability, social responsibility and
profitability.

The vision is to consolidate the leadership of Spain's
tourism brand through the knowledge of international
demand, offering personalized products for every traveler
together with destinations.

Marketing and communication is one of the three main
pillars of Turespafia's work, organizing advertising
campaigns, developing content, actions on social media,
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The Agency has in-depth knowledge of various tourism
markets and distribution stakeholders through close
cooperation with its 32 offices and diplomatic network
worldwide.

With a team of around 1,200 tourism stakeholders from
the public and private sectors, the Agency strives to
develop better quality, sustainable, innovative and
inclusive models to offer visitors from around the world
unforgettable stays in France.

Each year, the Agency organizes more than 2,800
promotional operations around the world for both
professionals and the general public.

positioning in search engines, actions with influencers and
other opinion leaders (press), and developing relationship
marketing with consumers.

TURESPANA, through PRTR - Next Generation funds,
is carrying out projects to restore the historic buildings of
39 Paradores.

Most buildings in the Paradores of Turespafia have been
declared Properties of Cultural Interest, so their
preservation is vital to protect Spain's cultural and tourist
heritage.

Italy
ENIT SpA was founded in 1919.

ENIT SpA promotes Italy's tourist proposals and increases
its attractiveness. Its activities include tourism de-
seasonalization, supply diversification and optimization
of tourist facilities and areas. It also promotes specialized
training for operators and is developing a digital
ecosystem to optimize the use of tourism products and
services.

It also promotes Italy's tourist image abroad with the
participation of the regions and regional autonomous
administrations. It implements national and international
promotion strategies in accordance with the directives of
the Ministry of Tourism, supports companies in marketing
Italian tourism services and integrates quality products
from other economic, cultural and environmental sectors
into the industry.

Promotes and markets Italian tourism, culture and food
and wine services. It promotes the Italian brand in the
tourism industry and encourages the sale of food and wine
characteristics and handmade products both in Italy and
abroad.

Collaborates in the management of the 'ltalia.it' portal
using digital media and technological platforms. It
organizes consultancy and assistance services for the
State, regions, autonomous cities and various public and
private organizations, standardizing information services
for tourists.

Finally, it provides support to the Ministry of Tourism
both in Italy and abroad in promoting national tourism
policies and training human resources in the sector, thus
contributing to the growth of Italian tourism.

Tiirkiye

The Turkish Tourism Promotion and Development
Agency (TGA) was established in 2019.

In addition to promoting Tiirkiye as a good brand and an
attractive destination with an emphasis on cultural
heritage, the Agency is also working to increase Tiirkiye's
tourism capacity and the share of investments in the
country's economy as well as the level of service quality
in the short, medium and long term

The Agency also manages promotion, marketing and
communication processes, such as achieving Tiirkiye's
tourism targets through tourism strategies and policies
determined by the Ministry of Culture and Tourism and
promoting existing tourism potentials and opportunities at
the international level.

TGA, an organization affiliated with the Ministry of
Culture and Tourism, is subject to private law provisions.
The Agency's decision-making body is the Board of
Directors, and there are also Executive, Advisory and
Management Boards. The Board of Directors is composed
of 18 members under the chairmanship of the Deputy
Minister of Culture and Tourism. The Executive Board,
which is the executive body, is chaired by the Deputy
Minister in charge of the General Directorate of
Promotion and consists of 5 people, including the General
Director of Promotion and three people selected by the
Minister from among the members of the Board of
Directors.

The Turkish Tourism Promotion and Development
Agency (TGA) aims to carry out all its activities in order
to achieve and consolidate Tirkiye's position in the
international market, to ensure that Tiirkiye becomes an
internationally recognized and talked about brand, to
increase the number of tourists and tourism revenues, to
facilitate the implementation of potential investment
projects for the tourism industry and to contribute to the
development of cities.

Source: France Media Platform, 2024; Atout France, 2024; Turespafia, 2024; UTTOP, 2024; ENIT SpA, 2024;

TGA, 2024.

According to Table 7, Atout France is positioned as the sole manager of tourism in France. The fact that it is
appointed by the Prime Ministry as the sole authority for projects in French regions and that it directs French
tourism with a huge team of 1,200 people can be considered as clear indicators that it takes extremely important
responsibilities. The Agency's education-oriented operations show how much Atout France cares about

sustainability.
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For tourism in Spain, Turespana is not only a promotional agency, but it also works other disciplines such as
the restoration of historical buildings.

In Italy, ENIT SpA is not only a marketing element, but it is also involved in different strategic missions such
as reducing seasonality, the digital revolution efforts, the sale of handmade products.

When we look at the areas of responsibility of the Turkish Promotion Agency, we see that it focuses more on
promotion and unlike other competitor countries, it does not have a say in decision-making roles that support
sustainability. It can be said that the Turkish Promotion Agency makes decisions with a more modest team
instead of a sector-oriented expert team as in France.

5. Conclusion and Recommendations

The tourism industry is such an interesting mechanism that although it seems so needy that it needs the support
of every citizen living in a country, it is a powerful economic model that can develop an entire country on its
own if managed with a collective understanding. In this study, evaluations were made based on the photograph
presented to contribute to the economic model in Tiirkiye and to compare it with competitors in the
Mediterranean. First of all, France, Spain and Italy were selected as the three strongest destinations in the
Mediterranean basin. Then, these countries and Tiirkiye were compared in terms of the number of visitors,
tourism revenues, tourism policies and the activities of tourism development agencies.

As a result of the study, France and Spain ranked first in terms of the number of visitors and tourism revenues
generated in 2019-2022 and 2023, respectively. When looking at the national organizational structures of the
tourism industry, it was found that all three competing countries include tourism stakeholders in the
management process in a broader and more inclusive manner. In terms of employment data in the tourism
industry, different results were obtained in the four countries, but Spain was found to be the destination with
the largest workforce with 2.6 million employees. Another finding is that France, Spain and Italy have
developed important policies and allocated high budgets for employment in the tourism industry. The study
also found that there is a collective structure between central governments and local administrations and that
Spain, Italy and France have important initiatives with large budgets in destination marketing. A destination is
not only a center consisting of hotel operations, restaurants, travel agencies and historical sites such as ruins.
It should be considered as a whole, and everything in the destination, including the practices, activities,
attitudes of the local community, hospitality understanding and approach, and transportation facilities; in short,
everything in the destination should be seen as a factor in the formation of the image. Therefore, every member
of society is responsible for forming a destination image. If this awareness can be created in society and if they
can act with this awareness and be included in the process, it will be possible to talk about sustainable tourism.
In particular, the "unforgettable experiences in France motto" developed by France can be seen as the clearest
indicator that they act with this understanding and move forward with a destination-oriented approach.

When looking at the sustainability policies of countries, it is necessary to consider and evaluate the issue from
multiple perspectives. It would be more appropriate to focus on a more locally based model that can achieve
the ultimate goal rather than just talking about it or moving forward through established tables. Otherwise, the
process will falter, and progress will not be realized. The effective distribution of income from tourism and the
level of satisfaction of stakeholders contributing to tourism is directly proportional to their motivation to work
on sustainable tourism. At this point, it is seen that tourism authorities in rival countries are in close relations
with tourism stakeholders operating on a local basis. Such efforts can be seen as a reason why Tiirkiye lags
behind its competitors in terms of both the number of tourists and tourism revenues. When we consider
destination marketing and sustainable tourism as a whole, collective work is inevitable, and this unity should
be seen as vital. Everyone should contribute to the process. If we want to take tourism activities out of
seasonality, spread tourism to 12 months, and dream of more tourists on the streets or in ruins, we need to raise
the awareness of local people, businesses and service providers; in short, all the dynamics that keep the
destination alive. This can be achieved through tourism awareness training. Otherwise, it is not possible to talk
about sustainable tourism in a structure where local stakeholders are not involved.

In terms of the development of Turkish tourism the following suggestions can be offered to relevant
stakeholders and authorities;

e Unlike its competitors, Tiirkiye's lack of preparation in terms of education may be one of the biggest
dangers in the future, especially for Turkish tourism, which has a qualified workforce problem.
Policies on tourism education should be developed urgently.
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e In addition, in the policies covering employment, destination marketing and sustainability issues
planned in the post-pandemic period, no preventive, precautionary or remarkable practices for global
epidemics were found in the countries compared. This issue should not be kept out of sight, and if a
similar situation is encountered again, the topics of what can be done, especially for employees and
what measures can be taken for visitors, should be transformed into policies with solution suggestions

e The fact that the TGA focuses only on promotional activities and is more passive than its competitor
countries in making important decisions that can affect the transformation of Turkish tourism can be
considered a negative situation. The participation of all stakeholders, especially the TGA, should be
ensured, and a multi-vocal structure should be included in the process.

e The establishment of control mechanisms through digital solutions should be accelerated in order to
prevent issues that may negatively affect the image of the destination. The digital practices of France,
Spain, and Italy are evident.

e Expanding tourism in Tiirkiye to 12 months is a topic of vital importance and it is essential that serious
strategies are developed and implemented quickly.

e It would be more appropriate to focus on a sustainable tourism policy by emphasizing qualitative and
unique features rather than moving Turkish tourism forward with quantitative measures such as hotel
establishments, beds or agencies. In this regard, the budgets set by France, Spain and Italy can be seen
as the clearest indicator of their approach.

e Comment portals, which make significant contributions to destination marketing and are frequently
examined by consumers, should be examined and monitored for audit purposes, and ensuring that
businesses such as hotels, agencies and restaurants provide more qualitative services will make
important contributions to sustainable tourism.

As stated in every study, there are various limitations in this study. The main limitations are the findings of this
study, which are mainly based on secondary data, i.e., disclosed statistics, analyzed reports and visited
websites. Future studies may focus more in-depth on tourism education in countries such as France, Spain and
Italy and examine in more detail the approaches of influential authorities in shaping policies. Expanding
tourism to 12 months and developing policies for experience-based tourism products can make destinations
more competitive. Tiirkiye can focus on this area.
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Genisletilmis Ozet

2019 yilinda baslayip yaklasik 3 yil boyunca etkisi hissedilen Covid 19 pandemi siireci sonrasi turizm
endiistrisi hizla toparlanma egilimi gostermektedir. Boylece destinasyonlar arasindaki rekabet kaldig1 yerden
devam etmektedir. Bu siirecte avantaj kazanmak, rakiplerle giiclii bir sekilde miicadele edebilmek ic¢in
gelistirilen turizm politikalarmin gercekei, siirdiiriilebilir ve ayaklar1 yere basan saglam uygulamalara sahip
olmasi beklenmektedir. Bu politikalarin gelisiminde 6n planda daha ¢ok ekonomik nedenler gelmektedir.
Ciinkii turizm, doviz getirir, girisimcilik firsatlar ile birlikte istihdam yaratir, yabanci yatirimlari dogrudan
gelisim gosterdigi bolgeye cekebilir, cazibe merkezi destinasyonlar yaratarak ziyaretcilerin ilgilerini bu
merkezlere yonlendirerek bolgesel kalkinmay1 tesvik etmektedir. Ancak plansiz ve hizli turizm biiylimesi
beraberinde sosyal, kiiltiirel ve cevresel sorunlar1 da beraberinde getirebilir. Dolayisiyla destinasyonlarda
turizmin saglikl gelisimi i¢in glincel parametrelerle birlikte gercekci ve dogru politikalar iiretmek hayati 6nem
tasimaktadr.

Akdeniz havzasinda yer alan Fransa, italya ve Ispanya gibi iilkeler igin turizm endiistrisi hayati 6nem
tagimaktadir. Tiirkiye agisindan da 6nemi bilinen turizm endiistrisinde en ciddi rakipler bu Akdeniz ¢canaginda
bulunan destinasyonlardir. Dolayisiyla ¢alismanin amaci, Covid19 pandemisi sonrasi hizla toparlanan ve
ziyaretci sayisi ile turizm gelirini ylikselten Tiirkiye’nin turizm endiistrisindeki giincel politikalarini kiiresel
anlamda 6n planda bulunan, Akdeniz bolgesinde konumlanan ve ziyaretgi ile gelir istatistiklerinde ilk siralarda
yer alan Fransa, Ispanya ve Italya destinasyonlari ile karsilagtiriimasidir.

Turizm enddistrisi, ziyaret¢i sayisinin artist ve bu artisin gelirlere yansimasiyla kiiresel anlamda biiyiimeye
devam etmektedir. Ayn1 zamanda turizm, diger sektorlere nazaran daha fazla insanlar ile i¢ icedir ve odaginda
insan olan bir endiistridir. Bu yiizden iilkelerin igsizlik problemleri i¢in dnemli bir ¢6ziim yolu olarak da genis
is alanlar ile turizm endiistrisi goriilmektedir. Dolayisiyla turizm istihdami; ¢calisma yasina gelmis bireyleri
devlet ya da 6zel sektor kontroliinde, hem ulusal hem de uluslararasi diizeydeki ziyaretcilere hizmet sunmalari
ve gecimlerini sunduklar1 bu hizmet yoluyla saglamalar1 seklinde tanimlamak miimkiindiir. Gelisimi ve
biiylimesi devam eden turizm endiistrisinde paralel olarak is giicii ihtiyac1 da artmaktadir ve turizm
endiistrisinin istthdama 6nemli katkilar1 bulunmaktadr.

Destinasyonlarda gelistirilen stratejik amaglarin basarisi, turizm paydaslari ile destinasyon arasindaki iligkilere
baglidir. Turizm paydasi olarak, yerel halk yani toplum, turistler, turizm endiistrisi ve alt sektorlerin
girisimcileri, kamu sektorii, hiikiimetler, acenteler ile birlikte tur operatorleri seklinde siralanabilir.
Destinasyon pazarlamasi ic¢in belirlenen stratejik amagclarin, turizm paydaglar1 dongiisiindeki aktorler
araciligiyla uygulanmasi 6nemlidir. Dolayisiyla, her bir paydas kendi katkisini en iist seviyeden yapmay1
hedeflemelidir.

Ozellikle 2000°1i yillarin basindan sonra siirdiiriilebilir turizm kavrami daha sik kullanilmaya baslanmis ve
¢ogu stratejik plan ve politika belgelerinde yaygin olarak atifta bulunulmustur. Siirdiiriilebilirlik, kalkinmanin
temel kavramidir ve modern diinyada muazzam ekonomik, sosyal ve g¢evresel etkiye sahip olan turizm
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endiistrisinin gelisiminde de etkilidir. Siirdiiriilebilir turizm ise ziyaretcilerin talep ve isteklerini yiiksek
memnuniyet derecesinde koruyan, turistler i¢in 6nemli deneyimler sunan, siirdiiriilebilirlik konusunda onlarin
bilinglenmesini saglayip farkindaliklarini arttiran ve turistik iirlin ile hizmetleri birlikte gelecege tagima
faaliyetlerini kapsamaktadir. Dolayisiyla siirdiiriilebilirlik, turizmin gelisiminde, planlanmasinda, turizm
politikalarinin sekillenmesinde ve destinasyon yoOnetiminde ayrilmaz en temel unsurdur. Bir turistik
destinasyonun gelisimi i¢in dogal, kiiltiirel ve ¢evresel kaynaklar temel unsurlaridir. Bu nedenle bu kaynaklar,
gelistirilebilecek turizm politikalar1 ve sorumlu bir destinasyon yonetimiyle idare edilmeli ve gelistirilmelidir.
Bu ¢aligma, 6zellikle yillik turizm verilerinde hem ziyaretgi sayilarinda hem de elde edilen turizm gelirleri
siralamasinda ilk siralarda yer alan iilkelerin siirdiiriilebilirlik ve destinasyon yoOnetimi konularinda
uyguladiklar politikalar1 da karsilagtirmistir.

Nitel aragtirma yontemlerinden dokiiman analizi araciligiyla ikincil kaynaklardan yararlanilarak
gerceklestirilen calisma yayinlanmis ¢esitli raporlar, makaleler ile birlikte yayinlanan istatistiklerden
faydalanmistir. Asagida yer alan su sorulara odaklanmistir;

Arastirma su sorulara odaklanmistir:
1.Covid 19 pandemisi sonrast ilgili lilkelerde ziyaretci sayisi istatistikleri nasil sekillenmistir?
2. Covid 19 pandemisi sonrasi ilgili iilkelerde turizm gelirleri nasil sekillenmistir?

3. Turizm endiistrisi faaliyetleri hangi Bakanliga bagl olarak gerceklestirilmektedir ve ulusal diizeyde turizm
organizasyon semasi nasil olugsmustur

4.Turizmde dogrudan istihdam edilen kisi sayis1 ne kadardir ve ¢alisanlarin toplam istihdama katki yilizdesi ne
kadardir?

5. 1lgili iilkelerde genel merkez ile yerel yonetimler arasindaki is birligi iliskisi nasil tanimlanmistir?
6. Ilgili iilkelerde turizm endiistrisi i¢in istihdam politikalarinda &ne ¢ikan basliklar nelerdir?

7. 1lgili iilkelerde uygulanan destinasyon pazarlama politikalarinda éne ¢ikan basliklar nelerdir?

8. 1lgili iilkelerde turizmde siirdiiriilebilirlik politikalar1 nasil sekillenmistir?

9. Ilgili iilkelerde tanitim ajanslari ne zaman kurulmustur ve ajans faaliyetleri nelerdir?

Incelenen dort iilke arasinda 2019, 2022 ve 2023 yillarin tamaminda en fazla turist agirlayan tilkenin Fransa
oldugu belirlenmistir. Pandemi dncesi en fazla turizm geliri elde eden Ispanya, pandemi sonrasindaki 2022
yilinda yaklasik 7 milyar USD lik gerileme yasasa da 2023 yilinda hizlica toparlanarak turizm gelirini zirveye
tagimugtir.

Fransa'da turizm, Ekonomi ve Isletme Genel Miidiirliigiiniin kontroliinde faaliyet gdstermektedir. Ispanya’da
turizm endiistrisi Ekonomi Bakanligi ile ortak ydnetilmekte olup bu birliktelik sayesinde yerel turizm
paydaslariyla turizm bakanlig1 arasindaki iliskilerin ¢ok daha hizli ilerledigi ve dogru yonetilmesi adina avantaj
sagladig1 belirlenmistir. italya'da turizm endiistrisi hiyerarsisinde de Ispanya'daki gibi “Advisory Councils-
Tavsiye Kurulu” ile diger bakanliklar ve yerel turizm paydaslar1 arasinda koordinasyon saglandigi orataya
cikmistir. Tiirkiye'nin organizasyon yapisinda turizm yonetimi i¢in daha merkeziyetgi bir yapimin s6z konusu
oldugu sdylenebilir.

Turizm endiistrisinde en ¢ok calisana sahip iilke 2,6 milyon ile Ispanya olurken onu 2,1 milyon turizm ¢alisani
ile Italya takip etmektedir.

Turizm, Fransa igin ortak yetkinlik gerektiren bir endiistri olarak kabul edilmektedir. ispanya'da genel turizm
yonetimleri ile yerel turizm ydnetimleri arasindaki koordinasyonun ¢ok genis bir yelpaze de ilerledigi tespit
edilmistir. Italya’da Ulusal Turizm Ajansinin sektorle siirekli olarak toplantilar yapmasi turizm endiistrisini
tiim paydaslariyla birlikte degerlendirmesi Italya'min turizm endiistrisini kolektif bir sekilde ydnettiginin en
belirgin gostergesidir. Tiirkiye 'nin turizm hiyerarsi yapisi, Tablo 1°de agik¢a goriildiigii iizere diger iilkelere
nazaran daha az bilesenden olusmaktadir.

Tiirkiye'nin rakipleri istthdam baghiginda cesitli stratejiler gelistirerek bu zaruri ihtiyaci giderme noktasinda
planlamalar yapmuslar ve politikalar gelistirmislerdir. Ozellikle Italya'nin ayirmis oldugu biiteler ve turizmde

istihdama yonelik sektorel bazdaki iyilestirme ¢abalar1 Tiirkiye'nin rakip iilkelerinde konunun ne kadar 6nemli
goriildiigii ve ciddi bir yaklasim gosterildiginin belirtisi olarak degerlendirilmistir.
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Destinasyon pazarlamasi ile ilgili olarak Fransa, Destination France plani ile hizmet sunma gayretindedir.
Ispanya'nin yarimada dis1 bolgelere yogunlasarak turizmi cografi agidan zenginlestirmeye calismakla
kalmayip sarap ve gastronomi basta olmak tizere farkli turizm tiirlerine yonelik c¢aligmalara yogunlagtigi
belirlenmistir. talya'min destinasyon pazarlama faaliyetleri iginde 6ne ¢ikan baghklardan énemlisi Tourism
Dijital Hub uygulamasidir. Tiirkiye'nin Tablo 5’te goriildiigii lizere pazarlama iletisimi kapsaminda
destinasyon pazarlamasina devam edecegi ve dijital kapsamda iyilestirmeler yapacagi sOylenebilir.

Siirdiiriilebilir bir turizm adina Fransa'nin ciddi biitceler ayirdig1 belirlenmistir. Ispanya'nin ise ¢evreci bir
hassasiyetle sahip oldugu degerleri korumaya ¢alismak iizerine stratejiler belirledigi ortaya ¢ikmustir. Italya'nin
siirdiiriilebilir turizm icin daha cok 3.yas turizm dedigimiz ileri yas jenerasyonlara yonelik calismalar
planladig1 tespit edilmistir. Tirkiye'nin karsilagtirilan iilkelere nazaran daha kapsayict ve daha ¢esitli
politikalarla zenginlestirilmis bir siirdiiriilebilir turizm stratejisi benimsedigi gozlenmistir.

Fransa igin Atout France, turizmin tek yoneticisi olarak konumlandirilmistir. Ispanya turizmi igin Turespana,
sadece tanitim ajansi olarak degil bunun yaninda tarihi binalarin restorasyonu gibi farkli disiplinler i¢in de
gbrev yaptig1 goriilmektedir. italya'da ENIT SpA'nln sadece pazarlama unsuru olarak degil ayn1 zamanda
mevsimselligi azaltmak, dijital devrim cabalari, el yapim tiriinlerinin satis1 gibi farkli stratejik misyonlar iginde
bulundugu belirlenmistir. Tiirkiye Tanitim ajansinin sorumluluk alani olarak gdrdiigii konulara bakildiginda
daha ¢ok tanitmaya odaklandigi ve diger rakip iilkelerin aksine siirdiiriilebilirligi destekleyen karar alict
rollerde sz sahibi olmadig1 tespit edilmistir.

Destinasyon pazarlamasi ile siirdiiriilebilir turizmi bir biitiin olarak degerlendirdigimizde kolektif bir ¢alisma
kacinilmazdir ve bu birliktelik hayati olarak goriilmelidir. Siirece herkesin katki sunmasi gerekir. Basta TGA
olmak iizere tiim paydaslarin katilimi saglanmali, ¢ok sesli bir yap1 olarak siirece dahil edilmelidir. Ayrica
destinasyonun imajimi olumsuz etkileyebilecek sorunlarin onlenmesi amaciyla dijital ¢ozlimlerle kontrol
mekanizmalarinin kurulmasi hizlandirilmalidir. Turizm faaliyetlerini mevsimsellikten ¢ikarmak, turizmi 12
aya yaymak, sokaklarda ya da oren yerlerinde daha fazla turist hayal ediliyorsa basta yerel halk, igletmeler ve
hizmet sunan tiim kesimler, kisaca destinasyonu canli tutan tiim dinamikler bilin¢lendirilmelidir. Bu da turizm
farkindalik egitimiyle gerceklestirilebilir. Aksi halde yerel paydaslarin dahil olmadig1 bir yapida siirdiirtilebilir
turizmden bahsetmek miimkiin degildir.
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