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OZET

Cagimizda stirekli gelisim gosteren teknolojik gelismelerle birlikte birey-
ler arasi iletisimin de farkli bir boyut kazandig1 goriilmektedir. Dijital diin-
yada gerceklesen gelismeler neticesinde kisiler birbirleriyle akilli cihazlar
yardimiyla kolaylikla iletisim kurabilmektedir. Boylece isletmeler, Web 4.0
teknolojisinin beraberinde gelisme gosteren sosyal medya platformlarimi kul-
lanarak kolaylikla biiyiik kitlelere ulasabilmektedirler. Ozellikle turizm islet-
meleri, lirlinlerinin tanittmimi yaparken duyusal unsurlardan da faydalanarak
sosyal medya platformlarini etkili bir sekilde kullanabilmektedirler. Dolay1-
styla sosyal medya platformlari, turizm igletmelerinin bu gayelerini gercek-
lestirebilmeleri agisindan 6nemli bir ara¢ olarak diisiiniilebilir. Son zamanlar-
da Cin’de ortaya ¢iktiktan sonra tiim diinyay1 kasip kavuran Covid-19 viriisii
salgiminin turizm sektoriine biiyiik zararlar verdigi goriilmektedir. Bireylerin
turizm etkinliklerine katiliminin azaldigi, bununla birlikte turizm sektoriinde
istihdam olanaklarinin diisiis gosterdigi ve bireyler tarafindan tercih edilen
turizm etkinligi tiirlerinin farklilastig1 gortilmektedir. Tiim bunlarin turizm is-
letmelerinin sosyal medya paylasimlarina da yansidig1 agik¢a goriilmektedir.
Bu ¢aligmada, salgin siirecinde turizm isletmelerinin sosyal medya paylagim-
larinin ne tiir farkliliklar gosterdiginin aciga ¢ikarilmasi amaglanmistir. Bu
calisma, Tiirkiye’nin dnemli bir destinasyonu olan Ayvalik’taki otel isletme-
lerinin Instagram sosyal medya platformu tizerinden gergeklestirdikleri sosyal
medya paylasimlarini kapsamaktadir. Caligmada, Ayvalik destinasyonundaki



Editors: Prof. Dr. Mustafa BOZ, Dog. Dr. Erol DURAN, Dog. Dr. Bekir ESITTI | 11

otel isletmeleri arasindan diinyaca Uinlii seyahat referans sitesi olan Tripad-
visor’da miisteri puanina gore ilk onda yer alan igletmelerin sosyal medya
paylagimlari incelenmistir. Tripadvisor’da miisteri puanina gore ilk onda yer
alan otel isletmelerinin gergeklestirmis olduklari Instagram paylagimlarindan
Covid-19 Salgini ile ilgili olan 30 igerik, icerik analizi yontemiyle analiz edil-
mistir. Incelenen icerikler, Benoit’in (1997) Imaj Restorasyon Teorisi dikkate
almip, Covid-19’a uyarlanarak kodlanmustir. Yapilan icerik analizinde, otel is-
letmelerinin Instagram {izerinden yaptiklari paylasim metinleri ve icerik pay-
lasimlar vasitastyla verilen mesajlar “salgimin insanlar tizerindeki olumsuz
etkilerini azaltma”, “salginin beraberinde getirebilecegi olumsuzluklara kars1
aliman onlemler” ve “salgin siirecini kabullenme” temalar1 altinda incelenmis-
tir. Bu temalar kapsaminda otel isletmeleri tarafindan yapilan icerik paylagimi
metinlerinde frekansi en yliksek olan kodlar sirasiyla “Covid-19 salgininin
bireyler tizerindeki olumsuz psikolojik etkilerini azaltici paylasimlar”, “hijyen
ve sanitasyonun saglanmasi” ve “isletmelerin aldiklari giivenli turizm sertifi-
kasini1 sergilemeleri” olarak tespit edilmistir. Yine bu temalar kapsaminda otel
isletmeleri tarafindan yapilan icerik paylasimlar vasitasiyla verilen mesajlar-
da frekansi en yliksek olan kodlar ise, sirasiyla “otel odalarinda hijyen 6nlemi-
nin alindigini gosteren gorseller”, “isletmenin diizenli bir sekilde dezenfekte
edildigi mesajini igeren paylasimlar” ve “calisanlarin maske ile ¢alistiklarini

gosteren gorseller” olarak tespit edilmistir.
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rizm, Tripadvisor, Instagram

ABSTRACT

In our age, it is seen that the communication between individuals has chan-
ged with technological developments. As a result of developments in the digi-
tal world, people can easily communicate with each other with smart devices.
Thus, establishments could reach large audiences by using social media plat-
forms which have been developed with Web 4.0 technology easily. Especial-
ly, tourism establishments could manage the social media platforms by using
sensory elements while promoting their products effectively. Therefore, social
media platforms could be considered as important tools for tourism establis-
hments to achieving these goals. It is seen that the Covid-19 virus epidemic,
which has swept the whole world after emerging in China, has caused great
damage to the tourism industry. With the Covid-19 outbreak, it is seen that the
participation of individuals in tourism activities has decreased, employment
opportunities in the tourism sector have decreased and types of tourism acti-
vity preferred by individuals have changed. It is clearly seen that all these are
reflected in the social media posts of tourism establishments. In this study, it is
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aimed to reveal the difference in social media posts of tourism establishments
during the epidemic process. This study comprises the social media posts of
hotel establishments in Ayvalik on Instagram social media platform. In the
study, the social media posts of the best ten hotels in Ayvalik according to po-
ints given by the customers on Tripadvisor have been examined. 30 Contents
which are related to the Covid-19 epidemic shared by these hotels on Instag-
ram via using content analysis method, have been analyzed. The analyzed
contents have been coded by adapting to Covid-19 with considering Benoit’s
(1997) Image Restoration Theory. While the content analysis is performed
by the researchers, the sharing texts and messages which are given through
content postings to customers by hotels on Instagram have been examined
under the themes of “reducing the negative effects of the epidemic on people”,
“precautions which are taken against the adverse effects of the epidemic” and
“adoption to the epidemic process”. Within the scope of these themes, the co-
des with the highest frequency among the content texts shared by hotels have
been determined as “posts which reduces the negative psychological effects
of the Covid-19 epidemic on people”, “ensuring hygiene and sanitation” and
“displaying the safe tourism certificate they receive” respectively. Additio-
nally, within the scope of these themes, the codes with the highest frequency
among the messages which are given through content postings to customers
have been determined as “images showing that hygiene precautions are taken
in hotel rooms”, “posts showing that the hotel is regularly disinfected “ and
“images showing that employees work with masks” respectively.

Keywords: Coronavirus (Covid-19) Epidemic, Social Media, Tourism,
Tripadvisor, Instagram.
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ABSTRACT

Camping, agrotourism and caravaning undergoing a renaissance in the
COVID era. What connects these forms of recreation is the possibility of iso-
lating families or groups, who arrived together from other families or groups
of people. The choice of the form of recreation depends on many factors,
including financial possibilities and individual preferences. Living in a tent is
more popular among young people. Usually, together with the age, tourists’
requirements increasing. To meet those requirements the concept of glamping
was developed in the 21st century. As a new concept is not very popular,
however, COVID era will definitely accelerate its development. In the so cal-
led “new” reality the tourism industry need to be even more ingenious in order
to regain interest in the traditional tourist services that have been offered, but
also to look more and more at different and innovative leisure options. Glam-
ping is considered as one of such options. The report examines the nature and
benefits of glamping for tourists through the prism of new and ongoing an-
ti-epidemic restrictions around the world. Several examples of such services
offered in Poland and Bulgaria are considered. There is also an analysis made
on the opinion of entrepreneurs on the future development of these services.
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