Turkish Studies - Economics, Finance, Politics !‘

ANKARA SCIENCE

www.turkishstudies.net/economy eISSN' 2667_5625 UNIVERSITY

Research Article / Arastirma Makalesi

A Qualitative Analysis of Destination Image Through TripAdvisor Reviews:
The Case of Kizkalesi

Destinasyon Imajinin TripAdvisor Yorumlar: Uzerinden Nitel Analizi: Kizkalesi Ornegi
Anil Kale”

Abstract: In the tourism industry, Web 2.0 technologies and electronic word-of-mouth (e-WOM) have become
one of the most critical factors influencing tourists' destination choices and risk perceptions. The aim of this
research is to thoroughly examine the destination image of Mersin Kizkalesi, which is one of Tiirkiye's
significant cultural and natural heritages and is on the UNESCO World Heritage Tentative List, through online
visitor reviews on the TripAdvisor platform. In this study, which adopted a descriptive case study design among
qualitative research methods, 474 online reviews were subjected to thematic content analysis using the
MAXQDA 2020 software. According to the findings, the destination image of Kizkalesi is shaped around four
main themes: "Historical and Cultural Heritage", "Natural Beauty and Beach Experience", "Infrastructure,
Cleanliness, and Crowding Issues", and "Food & Beverage, Accommodation, and Pricing". The results reveal
that visitors are highly satisfied with the unique location of the castle and its shallow, sandy beach; however,
they complain about environmental pollution, infrastructure deficiencies, high pricing, and overcrowding. The
research offers practical recommendations for local administrators and tourism operators to increase Kizkalesi's
competitiveness and ensure sustainable destination management.
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Oz: Turizm endiistrisinde Web 2.0 teknolojileri ve elektronik agizdan agiza iletisim (e-WOM), turistlerin
destinasyon se¢imlerini ve risk algilarini etkileyen en 6nemli faktorlerden biri haline gelmistir. Bu aragtirmanin
amaci, Tirkiye'nin 6nemli kiiltiirel ve dogal miraslarindan biri olan ve UNESCO Diinya Miras1 Gegici
Listesi'nde yer alan Mersin Kizkalesi'nin destinasyon imajini, TripAdvisor platformundaki ¢evrimigi ziyaretci
yorumlari lizerinden derinlemesine incelemektir. Nitel arastirma yontemlerinden betimleyici durum g¢alismasi
deseni benimsenen bu arastirmada, elde edilen 474 adet cevrimi¢ci yorum MAXQDA 2020 programi
kullanilarak tematik igerik analizine tabi tutulmustur. Elde edilen bulgulara gore Kizkalesi'nin destinasyon
imaj1 dort ana tema etrafinda sekillenmektedir: "Tarihi ve Kiiltiirel Miras", "Dogal Giizellik ve Plaj Deneyimi",
"Altyapi, Temizlik ve Kalabalik Sorunlar1" ile "Yiyecek-Igecek, Konaklama ve Fiyatlandirma". Sonuglar,
ziyaretcilerin kalenin essiz konumu ile s1g ve kumlu plajindan yiiksek diizeyde memnuniyet duydugunu; buna
karsin ¢evre kirliligi, altyap1 eksiklikleri, yiiksek fiyatlandirmalar ve asir1 kalabaliktan sikayet¢i olduklarini

*Asst Prof. Dr., Mersin University, Faculty of Tourism, Department of Recreation Management
Dr. Og’r. Uyesi, Mersin Universitesi, Turizm Fakiiltesi, Rekreasyon Yonetimi Boliimii
https://orcid.org/0000-0002-6530-2910

anilkale@mersin.edu.tr
Cite as/ Atif: Kale, A. (2026). A qualitative analysis of destination image through TripAdvisor reviews: The case of
Kizkalesi / Destinasyon imajinin TripAdvisor yorumlar: iizerinden nitel analizi: Kizkalesi drnegi. Turkish Studies —
Economics, Finance, Politics 21(01), 1475-1523. [Special Issues Dedicated to Prof. Dr. Mahmut Ozer], Ankara Bilim
University Publications. https://dx.doi.org/10.7827/TurkishStudies.90281
Received/Gelis: 25 March/Mart 2026 Checked by plagiarism software

Accepted/Kabul: 15 September/Eyliil 2026 | @ @ @
Published/Yaym: 20 September/Eyliil 2026



https://dx.doi.org/10.7827/TurkishStudies.90281
https://orcid.org/0000-0002-6530-2910
mailto:anilkale@mersin.edu.tr

1476 Anil Kale

ortaya koymaktadir. Aragtirma, Kizkalesi'nin rekabet giiciinii artirmak ve siirdiiriilebilir destinasyon yonetimini
saglamak amaciyla yerel yoneticilere ve turizm isletmecilerine yonelik pratik oneriler sunmaktadir.

Anahtar Kelimeler: Kizkalesi, Destinasyon Imaj1, TripAdvisor, Cevrimici Yorumlar, e-WOM.
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Structured Abstract:

In the tourism industry, a destination’s long-term success and competitiveness are largely determined
by its perceived image. Unlike traditional media, online platforms and user-generated content (UGC) have
become dynamic spaces where collective destination images are constructed through shared travel experiences.
Among these platforms, TripAdvisor stands out as one of the world’s largest travel communities, playing a
central role in shaping the digital reputation of destinations. Kizkalesi (Korykos), located within the borders of
Mersin province, has been on the UNESCO World Heritage Tentative List since 2014. With its mythological
narrative, Hellenistic-era historical fabric, and coastal attractions, it serves as an important regional and national
tourism hub. Despite its cultural and historical significance, no systematic study has yet examined how
Kizkalesi is perceived on digital platforms such as TripAdvisor, nor how visitors articulate their experiences
online. This study seeks to answer the following research question: What thematic elements constitute the
online reviews shared by visitors of Kizkalesi on TripAdvisor, and what implications do these reviews offer
regarding the destination’s strengths and weaknesses? By addressing this question, the study aims to uncover
the destination image of Kizkalesi through an in-depth qualitative content analysis. This research is necessary
because it fills a critical gap in the literature regarding the digital image of a culturally rich but academically
underexplored destination, offering both methodological richness and practical insights for destination
management and marketing.

The concept of destination image has been central to tourism marketing literature since Hunt’s (1971)
seminal work, which emphasized that perceptions of a destination often outweigh its objective characteristics.
Building on this, Crompton (1979) defined destination image as the sum of beliefs, ideas, and impressions an
individual holds about a place. Gartner (1994) further refined this understanding by proposing a tripartite model
consisting of cognitive, affective, and conative components, highlighting that image is not merely cognitive
but also emotional and behavioral. In the contemporary context, the emergence of Web 2.0 and social media
has fundamentally transformed how destination images are formed. Tourists have shifted from passive
consumers to active co-producers of content, sharing experiences through blogs, social networks, and review
platforms. User-generated content, particularly on TripAdvisor, is now perceived as more trustworthy and
authentic than traditional marketing communications (Gretzel & Yoo, 2008). Consequently, electronic word-
of-mouth (e-WOM) plays a critical role in shaping destination image and influencing travel decisions. Existing
literature has extensively utilized TripAdvisor reviews to analyze destination images across various contexts,
including ancient cities, national parks, and metropolitan areas (Marine-Roig & Clavé, 2015; Arica & Corbact,
2019; Manc1 & Tengilimoglu, 2021). However, Kizkalesi—despite its archacological richness, mythological
significance, and UNESCO status—has remained absent from this body of research. This study addresses this
gap by providing a holistic analysis of Kizkalesi’s destination image as reflected in e-WOM, thereby
contributing to both regional tourism research and the broader literature on digital destination image formation.

This research was designed as a qualitative descriptive case study, aiming to explore the current state
of Kizkalesi’s destination image within its real-life context. The study was approved by the Social and Human
Sciences Ethics Committee of Mersin University (Decision No. 279, Meeting No. 12, dated November 3,
2025). Data were collected from TripAdvisor, the world’s largest travel review platform, using the Apify web
scraper tool. The search was conducted using the keyword “Kizkalesi”, covering all businesses (hotels,
restaurants, attractions) and the main destination page. The data collection process was completed in December
2025, resulting in a total of 474 user reviews. All personally identifiable information, such as usernames and
profile links, was anonymized during the analysis process. The data set was imported into MAXQDA 2020
qualitative data analysis software. Thematic content analysis was conducted following the stages proposed by
Braun and Clarke (2006). The analysis involved multiple readings of the data, initial coding, theme
development, and final refinement. To enhance the consistency of the analysis, a second researcher with
expertise in tourism independently reviewed a randomly selected sample of 50 reviews. The coding decisions
were compared, and disagreements were discussed until consensus was reached on the final coding and
thematic structure.

The analysis revealed four main themes characterizing visitor experiences at Kizkalesi: (1) Historical
and Cultural Heritage, (2) Natural Beauty and Beach Experience, (3) Infrastructure, Cleanliness, and
Overcrowding Issues, and (4) Food, Beverage, Accommodation, and Pricing. The themes of Historical and
Cultural Heritage (coding frequency corresponding to 62.7% of total reviews) and Natural Beauty and Beach
Experience (62.2%) represent the destination’s strongest attributes. Visitors frequently praised the castle’s
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unique location, the mythological legend, the fine sandy beach, and the shallow sea—findings consistent with
previous studies on Gobeklitepe (Manci & Tengilimoglu, 2021) and Kaz Daglar1 (Tiir, 2023). These positive
themes affirm the central role of cultural and natural attractions in destination image formation. However, the
most striking finding concerns the theme of Infrastructure, Cleanliness, and Overcrowding Issues, whose
coding frequency corresponded to 73.2% of the total number of reviews—the highest among all themes. Within
this theme, environmental pollution (particularly cigarette butts and plastic waste) was the most frequently
coded subcode (26.2%), followed by infrastructure deficiencies such as inadequate showers, toilets, and
parking (20.7%), and excessive overcrowding and noise (18.4%). These findings align with similar
observations in studies on Kaz Daglar1 (Tiir, 2023) and Yozgat Camlig1 National Park (Sengiil & Cilginoglu,
2023), where human-induced pollution and infrastructure shortcomings were identified as major sources of
visitor dissatisfaction. The coding frequency of the theme of Food, Beverage, Accommodation, and Pricing
corresponded to 37.6% of the total reviews, with price-performance evaluations constituting half of this theme.
Some visitors found prices reasonable, while others criticized high costs for basic services, echoing findings
from studies on Antalya restaurants (Erdem & Yay, 2017) and Gobeklitepe (Manc1 & Tengilimoglu, 2021).

This study reveals that Kizkalesi possesses a strong positive image based on its historical and natural
assets. However, this favorable image is significantly undermined by persistent issues related to infrastructure,
environmental cleanliness, and overcrowding. The findings demonstrate that a destination cannot rely solely
on its natural and cultural attractions; it must also meet modern tourist expectations regarding cleanliness,
comfort, and value for money. The study contributes to the literature in three key ways. First, it provides the
first systematic analysis of Kizkalesi’s destination image through TripAdvisor reviews, addressing a notable
gap in regional tourism research. Second, it adopts a holistic perspective, demonstrating how cognitive,
affective, and evaluative components of destination image interact to shape visitor satisfaction. Third, it offers
empirically grounded insights into sustainability challenges, linking to contemporary discussions on citizen
science and climate change awareness (Per & Coskun, 2025).

Keywords: Kizkalesi, Destination Image, TripAdvisor, Online Reviews, e-WOM.
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Résumé Structuré:

Dans le secteur du tourisme, le succés et la compétitivité a long terme d’une destination dépendent en
grande partie de I’image qu’elle renvoie. Contrairement aux médias traditionnels, les plateformes en ligne et
les contenus générés par les utilisateurs (CGU) sont devenus des espaces dynamiques ou se construisent des
images collectives des destinations a travers le partage d’expériences de voyage. Parmi ces plateformes,
TripAdvisor se distingue comme 1’une des plus grandes communautés de voyageurs au monde, jouant un role
central dans la formation de la réputation numérique des destinations. Kizkalesi (Korykos), située dans la
province de Mersin, figure depuis 2014 sur la liste indicative du patrimoine mondial de ’'UNESCO. Avec son
récit mythologique, son patrimoine historique de 1’époque hellénistique et ses attractions cdticres, elle constitue
un pole touristique régional et national important. Malgré son importance culturelle et historique, aucune étude
systématique n’a encore examiné la maniere dont Kizkalesi est pergue sur des plateformes numériques telles
que TripAdvisor, ni la fagon dont les visiteurs expriment leurs expériences en ligne. Cette étude vise a répondre
a la question de recherche suivante : quels éléments thématiques constituent les avis en ligne partagés par les
visiteurs de Kizkalesi sur TripAdvisor, et quelles implications ces avis offrent-ils concernant les atouts et les
faiblesses de la destination ? En abordant cette question, 1’étude vise a mettre en lumiére 1’image de destination
de Kizkalesi grace a une analyse qualitative approfondie du contenu. Cette recherche est nécessaire car elle
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comble une lacune majeure dans la littérature concernant I’image numérique d’une destination riche sur le plan
culturel mais peu explorée sur le plan académique, offrant a la fois une richesse méthodologique et des
enseignements pratiques pour la gestion et le marketing de la destination.

Le concept d’image de destination occupe une place centrale dans la littérature sur le marketing
touristique depuis les travaux fondateurs de Hunt (1971), qui soulignaient que les perceptions d’une destination
I’emportent souvent sur ses caractéristiques objectives. S’appuyant sur ces travaux, Crompton (1979) a défini
I’image de destination comme la somme des croyances, des idées et des impressions qu’un individu se fait d’un
lieu. Gartner (1994) a affiné cette conception en proposant un modéle tripartite composé de composantes
cognitives, affectives et conatives, soulignant que 1’image n’est pas seulement cognitive, mais aussi
émotionnelle et comportementale. Dans le contexte actuel, I’émergence du Web 2.0 et des réseaux sociaux a
profondément transformé la maniére dont les images de destination se construisent. Les touristes sont passés
du statut de consommateurs passifs a celui de coproducteurs actifs de contenu, partageant leurs expériences via
des blogs, des réseaux sociaux et des plateformes d’avis. Le contenu généré par les utilisateurs, en particulier
sur TripAdvisor, est désormais percu comme plus fiable et plus authentique que les communications marketing
traditionnelles (Gretzel & Yoo, 2008). Par conséquent, le bouche-a-oreille électronique (e-WOM) joue un rdle
crucial dans la formation de I’image de destination et dans I’influence des décisions de voyage. La littérature
existante a largement utilisé les avis de TripAdvisor pour analyser les images de destination dans divers
contextes, notamment les cités antiques, les parcs nationaux et les zones métropolitaines (Marine-Roig &
Clavé, 2015 ; Arica & Corbaci, 2019 ; Manc1 & Tengilimoglu, 2021). Cependant, Kizkalesi — malgré sa
richesse archéologique, son importance mythologique et son statut d’UNESCO — a été absente de ce corpus
de recherche. La présente étude comble cette lacune en proposant une analyse holistique de ’image de
destination de Kizkalesi telle qu’elle se refléte dans le bouche-a-oreille électronique, contribuant ainsi a la fois
a la recherche sur le tourisme régional et a la littérature plus large sur la formation de I’image numérique des
destinations.

Cette recherche a été congue comme une étude de cas descriptive qualitative, visant a explorer 1’état
actuel de I’image de destination de Kizkalesi dans son contexte réel. L’étude a été approuvée par le Comité
d’éthique des sciences sociales et humaines de 1'université de Mersin (décision n° 279, réunion n° 12, en date
du 3 novembre 2025).

Les données ont été collectées sur TripAdvisor, la plus grande plateforme mondiale d’avis de voyage,
a I’aide de I’outil de scraping Apify. La recherche a été effectuée a 1’aide du mot-clé « Kizkalesi », couvrant
I’ensemble des établissements (hotels, restaurants, attractions) ainsi que la page principale de la destination.
Le processus de collecte des données s’est achevé en décembre 2025, aboutissant a un total de 474 avis
d’utilisateurs. Toutes les informations permettant d’identifier les utilisateurs, telles que les noms d’utilisateur
et les liens vers les profils, ont été anonymisées au cours du processus d’analyse. L’ensemble de données a été
importé dans le logiciel d’analyse qualitative MAXQDA 2020. Une analyse thématique du contenu a ét€¢ menée
en suivant les étapes proposées par Braun et Clarke (2006). L’analyse a comporté plusieurs lectures des
données, un codage initial, I’¢laboration des thémes et une mise au point finale. Afin de renforcer la cohérence
de I’analyse, un deuxiéme chercheur spécialisé dans le tourisme a examiné de maniére indépendante un
échantillon de 50 avis sélectionnés au hasard. Les décisions de codage ont été comparées et les divergences
ont fait I’objet de discussions jusqu’a ce qu’un consensus soit atteint sur le codage final et la structure
thématique.

L’analyse a mis en évidence quatre thémes principaux caractérisant les expériences des visiteurs a
Kizkalesi : (1) Patrimoine historique et culturel, (2) Beauté naturelle et expérience de la plage, (3)
Infrastructures, propreté et problémes de surfréquentation, et (4) Restauration, boissons, hébergement et
tarification. Les thémes du patrimoine historique et culturel (fréquence de codage correspondant & 62,7 % du
total des avis) et de la beauté naturelle et de 1’expérience de la plage (62,2 %) représentent les atouts majeurs
de la destination. Les visiteurs ont fréquemment salué¢ I’emplacement unique du chateau, la légende
mythologique, la plage de sable fin et la mer peu profonde — des résultats qui concordent avec des études
antérieures sur Gobeklitepe (Manc1 & Tengilimoglu, 2021) et Kaz Daglar (Tiir, 2023). Ces thémes positifs
confirment le réle central des attractions culturelles et naturelles dans la formation de I’image de la destination.
Cependant, le résultat le plus frappant concerne le théme « Infrastructures, propreté et problemes de
surfréquentation », dont la fréquence de codage a représenté 73,2 % du nombre total d’avis — le taux le plus
élevé parmi tous les themes. Au sein de ce théme, la pollution environnementale (en particulier les mégots de
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cigarette et les déchets plastiques) a constitué le sous-code le plus fréquemment codé (26,2 %), suivie des
insuffisances en matiére d’infrastructures telles que des douches, des toilettes et des parkings inadéquats (20,7
%), ainsi que de la surfréquentation et du bruit excessifs (18,4 %). Ces résultats concordent avec des
observations similaires issues d’études menées sur le Kaz Daglar1 (Tiir, 2023) et le parc national de Yozgat
Camligt (Sengil & Cilgmoglu, 2023), ou la pollution d’origine humaine et les lacunes en matiére
d’infrastructures ont été identifiées comme des sources majeures d’insatisfaction des visiteurs. La fréquence
d’apparition du théme « Alimentation, boissons, hébergement et tarification » correspondait a 37,6 % du total
des avis, les évaluations du rapport qualité-prix constituant la moitié de ce theme. Certains visiteurs ont jugé
les prix raisonnables, tandis que d’autres ont critiqué le cotit élevé des services de base, ce qui fait écho aux
conclusions d’études menées sur les restaurants d’Antalya (Erdem & Yay, 2017) et a Gobeklitepe (Manct &
Tengilimoglu, 2021).

Cette étude révele que Kizkalesi jouit d’une image trés positive fondée sur ses atouts historiques et
naturels. Cependant, cette image favorable est considérablement ternie par des problémes persistants liés aux
infrastructures, a la propreté de 1’environnement et a la surfréquentation. Les résultats démontrent qu’une
destination ne peut pas se reposer uniquement sur ses attraits naturels et culturels ; elle doit également répondre
aux attentes des touristes modernes en matiére de propreté, de confort et de rapport qualité-prix. Cette étude
apporte trois contributions majeures a la littérature. Premiérement, elle fournit la premicre analyse systématique
de I’image de destination de Kizkalesi a partir des avis publiés sur TripAdvisor, comblant ainsi une lacune
notable dans la recherche sur le tourisme régional. Deuxiémement, elle adopte une perspective holistique,
démontrant comment les composantes cognitives, affectives et évaluatives de 1’image de destination
interagissent pour fagonner la satisfaction des visiteurs. Troisiemement, elle offre des perspectives fondées sur
des données empiriques concernant les défis liés au développement durable, en établissant un lien avec les
débats actuels sur la science citoyenne et la sensibilisation au changement climatique (Per & Coskun, 2025).

Mots-clés: Kizkalesi, image de destination, TripAdvisor, avis en ligne, e-WOM.

Resumen Estructurado:

En el sector turistico, el éxito y la competitividad a largo plazo de un destino vienen determinados en
gran medida por la imagen que se tiene de €l. A diferencia de los medios tradicionales, las plataformas en linea
y los contenidos generados por los usuarios (UGC) se han convertido en espacios dindmicos en los que se
construyen imagenes colectivas de los destinos a través de experiencias de viaje compartidas. Entre estas
plataformas, TripAdvisor destaca como una de las comunidades de viajes mas grandes del mundo,
desempenando un papel central en la configuracion de la reputacion digital de los destinos. Kizkalesi
(Korykos), situada dentro de los limites de la provincia de Mersin, figura en la Lista Indicativa del Patrimonio
Mundial de la UNESCO desde 2014. Con su narrativa mitoldgica, su tejido historico de la época helenistica y
sus atracciones costeras, constituye un importante centro turistico tanto a nivel regional como nacional. A pesar
de su importancia cultural e histérica, atin no se ha realizado ningln estudio sistematico que examine como se
percibe Kizkalesi en plataformas digitales como TripAdvisor, ni como expresan los visitantes sus experiencias
en linea. Este estudio pretende responder a la siguiente pregunta de investigacion: ;Qué elementos tematicos
constituyen las resefias en linea que comparten los visitantes de Kizkalesi en TripAdvisor y qué implicaciones
ofrecen estas resefias respecto a los puntos fuertes y débiles del destino? Al abordar esta cuestion, el estudio
pretende desentrafiar la imagen de destino de Kizkalesi mediante un analisis cualitativo en profundidad del
contenido. Esta investigacion es necesaria porque cubre una laguna fundamental en la bibliografia sobre la
imagen digital de un destino rico culturalmente pero poco explorado desde el punto de vista académico,
aportando tanto riqueza metodoldgica como conocimientos practicos para la gestion y el marketing del destino.

El concepto de imagen del destino ha sido fundamental en la literatura sobre marketing turistico desde
el trabajo pionero de Hunt (1971), que hacia hincapié en que las percepciones de un destino suelen pesar mas
que sus caracteristicas objetivas. Partiendo de esta base, Crompton (1979) defini6 la imagen del destino como
la suma de creencias, ideas e impresiones que una persona tiene sobre un lugar. Gartner (1994) refiné atin mas
esta concepcion al proponer un modelo tripartito compuesto por componentes cognitivos, afectivos y conativos,
destacando que la imagen no es meramente cognitiva, sino también emocional y conductual. En el contexto
contemporaneo, la aparicion de la Web 2.0 y las redes sociales ha transformado de manera fundamental la
forma en que se configuran las imagenes de los destinos. Los turistas han pasado de ser consumidores pasivos
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a coproductores activos de contenidos, compartiendo experiencias a través de blogs, redes sociales y
plataformas de opiniones. Los contenidos generados por los usuarios, especialmente en TripAdvisor, se
perciben ahora como mas fiables y auténticos que las comunicaciones de marketing tradicionales (Gretzel y
Yoo, 2008). En consecuencia, el boca a boca electrénico (e-WOM) desempeiia un papel fundamental a la hora
de configurar la imagen de un destino e influir en las decisiones de viaje. La bibliografia existente ha utilizado
ampliamente las resefias de TripAdvisor para analizar las imagenes de los destinos en diversos contextos, entre
ellos ciudades antiguas, parques nacionales y areas metropolitanas (Marine-Roig y Clavé, 2015; Arica y
Corbaci, 2019; Manc1 y Tengilimoglu, 2021). Sin embargo, Kizkalesi —a pesar de su riqueza arqueologica, su
importancia mitologica y su reconocimiento por la UNESCO— ha permanecido ausente de este corpus de
investigacion. El presente estudio aborda esta laguna ofreciendo un analisis holistico de la imagen de destino
de Kizkalesi tal y como se refleja en el e-WOM, contribuyendo asi tanto a la investigacion sobre el turismo
regional como a la bibliografia mas amplia sobre la formacion de la imagen digital de los destinos.

Esta investigacion se disefid como un estudio de caso descriptivo cualitativo, con el objetivo de
explorar el estado actual de la imagen de destino de Kizkalesi dentro de su contexto real. El estudio fue
aprobado por el Comité de Etica de Ciencias Sociales y Humanas de la Universidad de Mersin (Resolucion n.°
279, Sesiéon n.° 12, de 3 de noviembre de 2025). Los datos se recopilaron de TripAdvisor, la mayor plataforma
de opiniones sobre viajes del mundo, utilizando la herramienta de extraccion web Apify. La busqueda se llevo
a cabo utilizando la palabra clave «Kizkalesi», abarcando todos los establecimientos (hoteles, restaurantes,
atracciones) y la pagina principal del destino. El proceso de recopilacion de datos concluyé en diciembre de
2025, con un total de 474 opiniones de usuarios. Toda la informacion de caracter personal, como los nombres
de usuario y los enlaces a los perfiles, se anonimizé durante el proceso de analisis. El conjunto de datos se
importo al software de analisis de datos cualitativos MAXQDA 2020. Se 1levo a cabo un analisis tematico del
contenido siguiendo las etapas propuestas por Braun y Clarke (2006). El analisis implico multiples lecturas de
los datos, una codificacion inicial, el desarrollo de los temas y un refinamiento final. Para mejorar la coherencia
del analisis, un segundo investigador con experiencia en turismo revisé de forma independiente una muestra
seleccionada al azar de 50 resefias. Se compararon las decisiones de codificacion y se debatieron los
desacuerdos hasta alcanzar un consenso sobre la codificacion final y la estructura tematica.

El analisis reveld cuatro temas principales que caracterizan las experiencias de los visitantes en
Kizkalesi: (1) Patrimonio historico y cultural, (2) Belleza natural y experiencia en la playa, (3) Infraestructuras,
limpieza y problemas de masificacion, y (4) Comida, bebida, alojamiento y precios. Los temas «Patrimonio
historico y cultural» (con una frecuencia de codificacion del 62,7 % del total de resefias) y «Belleza natural y
experiencia en la playa» (62,2 %) representan los atributos mas destacados del destino. Los visitantes elogiaron
con frecuencia la ubicacion tnica del castillo, la leyenda mitologica, la playa de arena fina y el mar poco
profundo, unos resultados que concuerdan con estudios previos sobre Gobeklitepe (Manct y Tengilimoglu,
2021) y Kaz Daglar (Tiir, 2023). Estos temas positivos confirman el papel central de los atractivos culturales
y naturales en la formacion de la imagen del destino. Sin embargo, el hallazgo mas llamativo se refiere al tema
de la infraestructura, la limpieza y los problemas de masificacion, cuya frecuencia de codificacion correspondiod
al 73,2 % del nimero total de resefias —la mas alta entre todos los temas—. Dentro de este tema, la
contaminaciéon ambiental (en particular, colillas de cigarrillos y residuos plasticos) fue el subcodigo mas
frecuentemente codificado (26,2 %), seguido de deficiencias en las infraestructuras, como duchas, aseos y
aparcamientos inadecuados (20,7 %), y el exceso de aglomeracion y ruido (18,4 %). Estos resultados coinciden
con observaciones similares en estudios sobre Kaz Daglar1 (Tiir, 2023) y el Parque Nacional de Yozgat Camlig
(Sengiil y Cilginoglu, 2023), en los que la contaminacion provocada por el ser humano y las deficiencias en
las infraestructuras se identificaron como las principales fuentes de insatisfaccion de los visitantes. La
frecuencia de codificacion del tema «Alimentacion, bebidas, alojamiento y precios» correspondi6 al 37,6 %
del total de resenas, y las valoraciones de la relacion calidad-precio constituyeron la mitad de este tema.
Algunos visitantes consideraron que los precios eran razonables, mientras que otros criticaron los elevados
costes de los servicios basicos, lo que coincide con los resultados de estudios sobre los restaurantes de Antalya
(Erdem y Yay, 2017) y Gobeklitepe (Manc1 y Tengilimoglu, 2021).

Este estudio revela que Kizkalesi posee una imagen muy positiva basada en sus activos historicos y
naturales. Sin embargo, esta imagen favorable se ve significativamente mermada por problemas persistentes
relacionados con las infraestructuras, la limpieza del entorno y el exceso de afluencia de visitantes. Los
resultados demuestran que un destino no puede basarse inicamente en sus atracciones naturales y culturales,
sino que también debe satisfacer las expectativas de los turistas modernos en cuanto a limpieza, comodidad y

Turkish Studies — Economics, Finance, Politics 21(O1)



A Qualitative Analysis of Destination Image Through TripAdvisor Reviews:... 1483

relacion calidad-precio. El estudio contribuye a la literatura académica de tres maneras clave. En primer lugar,
ofrece el primer analisis sistematico de la imagen de destino de Kizkalesi a través de las reseflas de TripAdvisor,
lo que subsana una notable laguna en la investigacion sobre turismo regional. En segundo lugar, adopta una
perspectiva holistica, demostrando como los componentes cognitivos, afectivos y evaluativos de la imagen de
destino interactian para determinar la satisfaccion de los visitantes. En tercer lugar, ofrece una vision empirica
de los retos de sostenibilidad, vinculdndola con los debates actuales sobre la ciencia ciudadana y la
concienciacion sobre el cambio climatico (Per y Coskun, 2025).

Palabras clave: Kizkalesi, imagen del destino, TripAdvisor, resefias en linea, e-WOM.
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CrpykrypupoBanHoe Pe3iome:

B TypucTHueckol oOTpaciu TOJITOCPOYHBIN yclleX M KOHKYPEHTOCHOCOOHOCTh TYPHCTUYECKOTO
HaIpaBJIEHUs] BO MHOTOM ONPEAEIIIOTCA €0 MMHUDKEM B IJIa3ax TYpPHUCTOB. B oTimune OT TpaguIIMOHHBIX
CMHU, onnaita-matopmsl u  mons3oBaredbckuil  KoHTeHT (UGC) mpeBpaTwinch B JHHAMUYHBIC
MPOCTPAHCTBA, TJie KOJJIGKTUBHBIN MMHJDK TYPUCTHYECKUX HANpaBieHUH (OpMHpYeTcsi Ha OCHOBE OOMeHa
omnbiToM mytemectBuit. Cpenn atux miatdopm TripAdvisor BblensieTcsi Kak 0JJHO U3 KPYNHEWNINX B MUpE
TYPUCTUYECKHX COOOIIECTB, WIpAaIOIIee IEHTPAIbHYIO POJb B (POPMHPOBAHHH IH(PPOBOW pemyTaIuu
TypucTHiecknx HanpasieHnd. Ke3kanecu (Kopukoc), pacrosioxXeHHbIH B IIpeaeax IpoBUHINK MepcuH, ¢
2014 roma Bxoaut B mnpeaBapurenabHblil cnucok Bceemupnoro nacneauss FOHECKO. bnaromapsi cBoum
MHU(]OJIOTHYECKNM JIETeHJIaM, HCTOPHYECKOMY HACJEIWI0 OSJUTMHUCTHYECKOW »JIOXHM M TNPHUOPEKHBIM
JIOCTOIIPUMEYATENBHOCTSIM OH CIIy>KUT BaKHBIM PETMOHANIBHBIM U HAI[MOHAIIbHBIM TYPUCTUYECKUM LIEHTPOM.
HecMoTpst Ha ero KyJIbTYpHYIO M HCTOPHUYECKYIO 3HAYMMOCTb, /10 CHX IIOp HE ObUIO MPOBEAECHO HHU OIHOTO
CHCTEMaTHYECKOr0 HCCIIEA0BaHNUS, MOCBSIICHHOTO TOMY, Kak KbI3kajgecn BOCIpHHHUMaeTcs Ha HHU(POBBIX
mraTdopmax, Takux kak TripAdvisor, 1 Kak IIOCETUTEIN ONMMCHIBAIOT CBOM BIiedaTiieHus B InTepHete. [lanHOE
WCCIICIOBAaHWE HANpPaBJIEHO Ha TIOMCK OTBETa Ha CICAYIONIMH HCCIEAOBATEILCKUM BOMIPOC: KaKue
TEMAaTHYECKHE DJIEMEHTHI COCTABISIOT OHJIAWH-OT3BIBBI, IyONMKyeMble MoceTHuTesiMu KrI3kagecn Ha
TripAdvisor, 1 Kakue BBIBOJBI MOYKHO CIEJIaTh U3 3TUX OT3BIBOB OTHOCHTEIHHO CHIIBHBIX M CIIAOBIX CTOPOH
3TOTO TyPUCTHYIECKOTO HampaBieHns1? PaccmaTpuBas 3TOT BOIPOC, MCCIEI0BaHNE HAIIPABICHO HA BHISBIICHHE
nmuka KeI3kanzecn mocpeacTBOM yIiayOJeHHOTO KaueCTBEHHOTO KOHTEHT-aHann3a. JJaHHOe mccinenoBaHue
HE0OX0MMO, TOCKOJIBKY OHO BOCIOJHSET KPUTHUECKMH MpOOeN B JMTeparype, Kacarouiehcs HuQpoBoro
MMHKa TyPHUCTHUECKOTO HANpaBIIeHUs, 00raToro KyJbTypHBIM HacjeJueM, HO HEI0CTaTOUYHO M3yYeHHOTO C
aKaJIeMMYEeCKOH TOYKM 3pEHMs, Npeularas Kak METO/OJIOTMYecKOoe pa3HooOpasue, TaK W INPAaKTHYECKHe
BBIBOIBI JI7Is1 YTIPABJIEHUS] U MApKETUHra TyPUCTHUECKOTO HallpaBIIE€HHSL.
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Konnennust UMuIKa TypHUCTHYECKOTO HAPABJICHNUS 3aHUMAET LIEHTPAIbHOE MECTO B JIUTEPATypE I10
MapKeTHHTY TypH3Ma CO BpeMEHH OCHOBomoJjararomei padorsr Xanra (1971), B KOTOpO#i MOIIepKHUBAIOCH,
YTO BOCHPHATHE TyPHUCTHUECKOTO HAIIPABICHHS 3a4acTyIO IPEBOCXOANT €T0 00BEKTUBHBIC XapPaKTEPHCTHKH.
Omnwmpasice Ha 310, Kpomriron (1979) onmpenennin UMUK TYpUCTHUECKOTO HAIPABICHUS KaK COBOKYITHOCTH
yOeXIeHNH, TPeICTaBICHII W BICYATICHUN, KOTOPHIE YENOBEK MMeEeT O MaHHOM Mecte. [aptaep (1994)
JOTMONHUTENBHO YTOYHHJI 3TO IIOHMMAHHUE, MNPEJIOKHB TPEXKOMIIOHEHTHYIO MOJENb, COCTOSIIYIO U3
KOTHUTUBHOTO, a)()eKTUBHOTO ¥ KOHATUBHOTO KOMIIOHEHTOB, TIOYEPKHYB, YTO UMUK SIBIISICTCSI HE TOJIBKO
KOTHUTUBHBIM, HO M 5MOLMOHAJIBHBIM, a TAaK)KE IOBEJICHYECKUM SIBICHHEM. B COBPEMEHHOM KOHTEKCTE
nosieiieHre Web 2.0 1 colManbHBIX ceTell KOPEeHHBIM 00pa3oM M3MEHMIIO Ipouece GopMUpPOBaHHS UMHUIKA
TYPUCTHYECKOTO HAaNpaBJieHNs. TypUCTBI MPEBPATUIINCH U3 TTACCHBHBIX ITOTPEOUTENICH B AKTHBHBIX COABTOPOB
KOHTEHTa, JIeJISICh CBOMMH BIEYATICHUSIMH 4Yepe3 OJIOTH, colMajbHbIE CETH U IUIATGOPMBI C OT3BIBAMH.
[onb3oBaTenbCkuil KOHTEHT, ocoOeHHo Ha caiite TripAdvisor, B Hacrosiliee BpeMsi BOCIIPUHHMAETCSl Kak
Ooee TOCTOBEPHBIN M ayTeHTUYHBIH, YeM TpaJWuIOHHbIE MapKeTHHToBbIe koMMmyHuKanuu (Gretzel & Yoo,
2008). CoOOTBETCTBEHHO, >JEKTPOHHBIA capadaHHB pamuo (e-WOM) wmrpaer pemammymo poib B
(hopMHpOBaHMM HMMUIKA TYPUCTHUECKOTO HANpaBICHUS W BIMSHUM Ha DEHICHHS O IyTeIIeCTBUSIX. B
CYIIECTBYIOIIEH JIUTEpaType IIMPOKO HCIOIB3YIOTCA OT3bIBBI Ha TripAdvisor i aHanM3a HMHIDKA
TYPUCTHYECKNX HANpPaBICHUH B pa3IMUHBIX KOHTEKCTaX, BKIIIOYas JPEBHUE TOPOJA, HAMOHAIBHBIC MAPKU U
Mmeramnonuckl (Marine-Roig & Clavé, 2015; Arica & Corbact, 2019; Manci & Tengilimoglu, 2021). Ogaako
KbI3Kanecn — HECMOTpSI Ha €ro apXeoJIorHYecKkoe 0OraTcTBo, MU(OJIOINIECKOe 3HAYCHUE U CTATYC O0BEKTa
IOHECKO — no cux nop He ¢urypupoBano B 3TOM MaccHBe HccienoBaHuil. Hacrosimee uccnenoBanue
BOCIIOJIHSIET 3TOT Tpo0en, Ipeasaras KOMIUIEKCHBIH aHain3 MMHIDKa KbI3kajecn Kak TYpPHCTHYECKOTO
HalpaBJICHUA, OTPAKCHHOTO B e—WOM, TEM CaMbIM BHOCS BKJIaJl KaK B PCTHOHAJIBHBIC MCCICIOBAaHUA B
obmacTu Typu3Ma, Tak W B OoJjiee IIUPOKYIO JUTEparypy N0 (OpMHPOBaHMIO LU(PPOBOTO HMHUIKA
TYPUCTHIECKUX HAIIPABICHHUH.

JanHoe wuccienoBaHue OBLIO 33aAyMaHO KakK KadeCTBEHHOE OINHMCATENbHOE TEMAaTHUECKOe
HCCIIEI0BaHNE, HAIIPABICHHOE HA M3YYEHHE TEKYIIEro COCTOSHHUS MMumka Kuskanecn Kak TypUCTHYECKOTO
HanpaBJIeHUsI B KOHTEKCTE peanbHOW »XM3HM. MccmemoBanme Obiio onobpeno Kommurerom mo sTHKe
COLIMANIFHBIX U TYMaHUTapHBIX HayK YHuBepcutera Mepcuna (Pemenne Ne 279, 3acenanne Ne 12 ot 3 HOs0pst
2025 r.). Jannsie 66utu cobpansl ¢ TripAdvisor, kpymHeiimeit B Mupe m1aT(hOpMbI OT3BIBOB O My TCIIECTBHSAX,
C MCIIOJIb30BaHNEM MHCTPYMEHTa Jisl cOopa IaHHBIX ¢ BeO-caiitoB Apify. [Tonck mpoBoAMIICS MO KIIFOUEBOMY
cinoBy «KbI3Kkanecn» ¥ 0XBaThIBAJI BCE MPEANPHUATHS (OTENIH, PECTOPAHBI, JOCTONPHUMEYATEIHHOCTH), a TAKXKe
IJIABHYIO CTpaHHIly TypUCTHUECKOro HampasieHus. [Ipouecc cOopa naHHBIX ObLI 3aBepileH B aekadbpe 2025
rojia, B pe3yJjbTaTe 4yero Obuio codpano B o0Iei cinoxuocT 474 0T3bIBa mosib3oBareeil. Bes undopmaris,
M03BOJISIOIIAs UACHTU(UIMPOBATH IMYHOCTD, TaKasi KAK UMEHa I0JIb30BaTelIel U CChUIKU Ha NMpoQuiy, Oblia
AQHOHMMH3HMPOBAaHA B Xoje aHanu3a. HaGop naHHBIX OBLT MMIIOPTHPOBAH B MPOTPaMMYy JUIS Kaue€CTBEHHOTO
ananuza gaHHbIX MAXQDA 2020. Temarnyeckuil KOHTEHT-aHAJIU3 IPOBOJWIICS B COOTBETCTBUM C 3TANAMHU,
npetoxkeHHBIME bpayHom u Kmapkom (2006). AHanum3 BKIIFOYaJdl MHOTOKpPAaTHOE IPOYTEHHE MaHHBIX,
NepBOHAYallbHOE KOJMPOBaHME, BBIPAOOTKY TEM M OKOHYATENBHYIO JOpaboTKy. s MOBBIICHHS
COTJIACOBAaHHOCTH aHAJIN3a BTOPOH HCCIIEI0BATENb, 00J1a/1a0IIMiT SKCIIEPTHHIMY 3HAHUSIMU B chepe Typusma,
HE3aBHCHMO IPOAHAIM3UPOBAJl CIIyYaifHO BBIOpaHHYIO BHIOOPKY M3 50 0T3bIBOB. PemeHus o KoJupoBaHHIO
OBUIM COIOCTAaBNICHBI, a pa3HOIJIACHs OOCYXJaIHCh [0 JOCTHXKEHHMS KOHCEHCyca OTHOCHTEIBHO
OKOHYATEJIbHOTO KOAWPOBAHHS U TEMAaTHUECKONH CTPYKTYPHI.

AHanu3 BBIIBHI 4YETHIPE OCHOBHBIE TEMBbI, XapaKTEPU3YIOUIME BIEYATICHHUS IOCETHTENEH OT
Kuskanecu: (1) Mcropuueckoe u KynpTypHoe Hacienue, (2) IlpupoaHas kpacoTta u OTABIX Ha misike, (3)
WudpactpykTypa, 9ucTOTa M MPOOIEMBI C TEPETOHEHHOCTRIO, a Takke (4) Ena, HanuTky, pa3MmenieHne u
rieHsl. Temsl «McToprueckoe U Ky IbTypHOE Hacleaney (4acToTa KOJUPOBAHUS COCTaBIsET 62,7 % oT obmiero
yucna oT3eiBoB) M «lIpupomHas kpacoTa M OTIBIX Ha muspke» (62,2 %) mpencraBisior coboi Hamboiee
CHJIbHBIE CTOPOHBI JAaHHOTO TYPHUCTHYECKOTrOo HampaBieHus. [loceTurenn 4acTto OTMEHaIM yHUKaJIbHOE
pacrosioxeHue 3amMKa, MA(POIOTHIECKYIO JIETeHY, TULDK C MEJIKUM HECKOM M MEJIKOE MOPE — STH BBIBOZBI
COTJIACYIOTCSL C pe3yJbTaTaMH NpeNbIAyIINX HCcleqoBaHUH, mocBsuieHHbIX [€oexmu-Tene (Manct &
Tengilimoglu, 2021) u Kaz-/larnapu (Tiir, 2023). DTH M0JI0KUTEIBHBIE TEMBI MOATBEPKIAIOT LEHTPAIBHYIO
pOJIb KyJNBTYPHBIX M HPHUPOJHBIX JOCTONPHMEUYATEIbHOCTEH B (POPMUPOBAHMM HMHJIKA TYypHUCTHYECKOTO
HanpaBieHus. OqHako Hanbosee MOPa3UTENbHBIA pe3ynbTaT KacaeTcs TeMsl «MHppacTpyKTypa, 9ucToTa U
MpoOJIEMBI ITEPENOTHEHHOCTIY, YaCTOTa KOAUPOBAHMS KOTOPO# cocTtaBmia 73,2 % oT 0011ero 4rcia OT36IBOB
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— caMblIii BBICOKHI TOKa3aTelnb CpelIH BCEX TeM. B pamkax 3Tod TeMBl Hanboiee 4acTo KOAMPYEMBIM
MOAKOAOM OBLIIO 3arpsA3HEHHE OKPYXKakoIiei cpeasl (B 4aCTHOCTH, OKYPKHU U IIACTHKOBBIN Mycop) (26,2 %),
32 KOTOPBIM CIEJOBAJIN HEAOCTATKH MH(QPACTPYKTYpPHI, TaKWEC KaK HEHAIJIC)KAIlee COCTOSIHHE MYyIIEBBIX,
TyaneToB u napkoBok (20,7 %), a Takke upe3MepHas nepenosHeHHoCTh U mryM (18,4 %). O1tu pesynprars
COTJIACYIOTCS C aHAJIOTHYHBIMU HAOIIOJCHUSMH B UCCIIEIOBAaHUAX, MOCBAMIEHHBIX Kaz-Jarmapu (Tiir, 2023) u
HAlMOHaTbHOMY TapKy Mosrat-UYamisik (Sengiil & Cilgmoglu, 2023), e aHTPOIOreHHOE 3arps3HEHHE U
HEJOCTaTKH WH(PacTpyKTypsl OBUIM OIpeAeseHbl KaK OCHOBHBIE HMCTOYHHKH HEYIOBIETBOPEHHOCTH
noceruteneid. Yacrora ynmoMuHaHus TeMbl «Ena, HamuTKM, pa3MmenieHHe W IeHbD» coctaBmia 37,6 % or
0011ero Yucia OT3BIBOB, IPUYEM OLIEHKH COOTHOIICHHMS LIEHBI M KaueCTBA COCTABMIIN MOJOBUHY 3TOW TEMBI.
HekoTopble moceTuTeNM CUMTAadM LEHBl Pa3yMHBIMHM, B TO BpeMsl KaK APYIHe KPUTHKOBAJIH BBICOKYIO
CTOMMOCTh 0a30BBIX YCIIYT, YTO MEPEKIUKAETCS C pe3yIbTaTaMHU MCCIIEAOBAHUH, TOCBAIEHHBIX PECTOpaHaM
Awnransu (Opaem u Si, 2017) u ['éo6exnu-Tene (Manuun n Tenrunmumoriy, 2021).

JanHoe nccieoBaHue TOKa3bIBaeT, YTo KbI3Kkanecu o0nagaer CHIIbHBIM ITOJIOKUTETHHBIM UMHDKEM,
OCHOBAHHBIM Ha €r0 UCTOPHYECKHUX M MPUPOAHBIX JOCTONMPHMETaTeNFHOCTIX. OIHAKO STOT OJarompHsTHRINA
UMUK 3HAYUTENEHO OIPEIBACTCS IIOCTOSHHBIME TIPo0IeMaMu, CBI3aHHBIMU ¢ HHPPACTPYKTYPO, TUCTOTOMH
OKpY Karollel cpeapl U NepeHaceIeHHOCThI0. [lonyueHHbIe pe3yIbTaThl IEMOHCTPUPYIOT, YTO TYPUCTUYECKUN
HaIpaBJICHUE HE MOXKET [OJIaraTbCsl MCKIIOYUTENBHO HAa CBOM HNPHUPOJAHBIE U KyJbTYPHBIE
JIOCTONPUMEYATENIBHOCTH; OHO TaKK€ IOJHDKHO COOTBETCTBOBATh COBPEMEHHBIM OKHMJAHUSAM TYpPUCTOB B
OTHOIIICHUU YUCTOTHI, KOM(POPTA U COOTHOIICHHUS [ICHBI M KadecTBa. VcciieoBaHre BHOCUT BKJIA/l B HAYYHYIO
JUTEPATypy TPEMs KIFOUEBBIMU CII0CO0aMu. Bo-MepBhIX, OHO MPEACTABISICT COOO0# IEPBbIN CUCTEMATHUCCKUI
aHamu3 uMmumKa Kuskamecwm Kak TypUCTHYECKOTO HAampaBJICHUS HAa OCHOBE OT3bIBOB Ha TripAdvisor,
BOCTIOJIHSSL 3aMETHBIN MPOOEs B MCCIICOBAHUSIX PETMOHATIBHOTO TypH3Ma. BO-BTOPBIX, B HEM HCIOIB3YETCS
I[EIOCTHBIA TOAXOJ, MEMOHCTPHUPYIONINI, KaK KOTHUTHBHBIC, ap()CKTHBHBIC U OICHOYHBIC KOMIIOHCHTBI
UMHDKA TyPUCTUIECKOTO HATIPABICHHUS B3aUMOICHCTBYIOT, (DOPMHUPYS YAOBICTBOPECHHOCTD MOCETHTEIEH. B-
TPEeTBhUX, OHO IMpe[araeT SMIHPHYECKH OOOCHOBAaHHBIC BBIBOJBI OTHOCHUTEIBHO BBI30BOB B 00JIAacTH
YCTOWYMBOTO PAa3BUTHS, YBA3bIBAS HMX C COBPEMEHHBIMU JUCKYCCHSIMM O TPaKIaHCKOHM Hayke U
OCBEJIOMJICHHOCTH 00 m3MeHeHnH kimMata (Per & Coskun, 2025).

KuaroueBble cioBa: Krezkamecw, UMUIK TYpPHCTHYECKOTO HampasieHHs, TripAdvisor, OHIaiH-
OT3BIBBL, JICKTPOHHBIN capadaHHEIH paguo (e-WOM).
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Yapilandirilmis Ozet:

Turizm endiistrisinde, bir destinasyonun uzun vadeli bagarisi ve rekabet giicli biiyilik 6l¢iide algilanan
imaj1 tarafindan belirlenmektedir. Geleneksel medyanin aksine, ¢evrimigi platformlar ve kullanici {iretimi
igerikler (UGC), paylasilan seyahat deneyimleri araciligiyla kolektif destinasyon imajlarinin inga edildigi
dinamik alanlar haline gelmistir. Bu platformlar arasinda TripAdvisor, diinyanin en biiylik seyahat
topluluklarindan biri olarak dne ¢ikmakta ve destinasyonlarin dijital itibarinin sekillenmesinde merkezi bir rol
oynamaktadir. Mersin ili sinirlart igerisinde yer alan Kizkalesi (Korykos), 2014 yilindan bu yana UNESCO
Diinya Miras1 Gegici Listesi'nde yer almaktadir. Mitolojik anlatisi, Helenistik doneme ait tarihi dokusu ve kiy1
cazibe merkezleri ile hem bdlgesel hem de ulusal diizeyde 6nemli bir turizm merkezi konumundadir. Kiiltiirel
ve tarihi Onemine ragmen, Kizkalesi'nin TripAdvisor gibi dijital platformlarda nasil algilandigini veya
ziyaretcilerin deneyimlerini ¢evrimici ortamda nasil ifade ettiklerini sistematik olarak inceleyen hicbir ¢alisma
heniiz yapilmamistir. Bu ¢alisma su arastirma sorusunu yanitlamayi amaglamaktadir: Kizkalesi ziyaretcileri
tarafindan TripAdvisor'da paylasilan ¢evrimici yorumlar1 hangi tematik unsurlar olugturmaktadir ve bu
yorumlar destinasyonun gii¢lii ve zayif yonleri hakkinda ne gibi ¢ikarimlar sunmaktadir? Bu soruyu ele alan
calisma, derinlemesine bir nitel i¢erik analizi aracilifiyla Kizkalesi'nin destinasyon imajini ortaya ¢ikarmayi
hedeflemektedir. Bu arastirma, kiiltiirel agidan zengin ancak akademik olarak yeterince incelenmemis bir
destinasyonun dijital imajma iligkin literatiirdeki kritik bir boslugu doldurmasi, destinasyon yonetimi ve
pazarlamasi i¢in hem metodolojik zenginlik hem de pratik i¢gdriiler sunmasi agisindan gereklidir.

Destinasyon imaji kavrami, bir destinasyona yonelik algilarin genellikle onun nesnel &zelliklerinden
daha agir bastigini vurgulayan Hunt'n (1971) ufuk agict ¢aligmasindan bu yana turizm pazarlamasi
literatiiriiniin merkezinde yer almaktadir. Bunun {izerine insa eden Crompton (1979), destinasyon imajini bir
bireyin bir yer hakkinda sahip oldugu inanglar, fikirler ve izlenimlerin toplami olarak tanimlamigtir. Gartner
(1994), bu anlayis1 biligsel, duyussal ve davranigsal bilesenlerden olusan iiglii bir model 6nererek daha da
gelistirmis; imajin yalnizca bilissel degil ayn1 zamanda duygusal ve davranigsal olduguna dikkat ¢ekmistir.
Cagdas baglamda, Web 2.0 ve sosyal medyanin ortaya ¢ikisi, destinasyon imajlarinin olusum seklini temelden
doniistirmistiir. Turistler pasif tiiketicilerden, bloglar, sosyal aglar ve inceleme platformlar: araciligiyla
deneyimlerini paylasarak aktif igerik ortak iireticilerine doniigmiislerdir. Ozellikle TripAdvisor'daki kullanici
iiretimi icerikler, artik geleneksel pazarlama iletigsimlerinden daha giivenilir ve otantik olarak algilanmaktadir
(Gretzel & Yoo, 2008). Sonug olarak, elektronik agizdan agiza iletisim (e-WOM), destinasyon imajini
sekillendirmede ve seyahat kararlarin1 etkilemede kritik bir rol oynamaktadir. Mevcut literatiir, antik kentler,
milli parklar ve biiyiiksehir alanlar1 dahil olmak tizere ¢esitli baglamlarda destinasyon imajlarini analiz etmek
icin TripAdvisor yorumlarini kapsamli bir sekilde kullanmigtir (Marine-Roig & Clavé, 2015; Arica & Corbaci,
2019; Manc1 & Tengilimoglu, 2021). Ancak Kizkalesi, arkeolojik zenginligine, mitolojik dnemine ve
UNESCO statiisiine ragmen bu aragtirma biitiinliniin disinda kalmigtir. Bu ¢aligma, Kizkalesi'nin e-WOM'a
yanstyan destinasyon imajinin biitiinciil bir analizini sunarak bu boslugu gidermekte; bdylece hem bolgesel
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turizm arastirmalarmma hem de dijital destinasyon imaji olusumuna iliskin daha genis literatiire katki
saglamaktadir.

Bu arastirma, Kizkalesi'nin destinasyon imajinin mevcut durumunu kendi gercek yasam baglami
icerisinde kesfetmeyi amaclayan nitel bir betimleyici durum g¢aligmasi olarak tasarlanmistir. Calisma, Mersin
Universitesi Sosyal ve Beseri Bilimler Etik Kurulu tarafindan onaylanmistir (3 Kasim 2025 tarih, 12 sayili
toplant1 ve 279 no'lu karar). Veriler, diinyanin en biiyiik seyahat inceleme platformu olan TripAdvisor'dan
Apify web kazima (web scraper) araci kullanilarak toplanmistir. Arama, "Kizkalesi" anahtar kelimesi
kullanilarak gergeklestirilmis olup; tiim isletmeleri (oteller, restoranlar, cazibe merkezleri) ve ana destinasyon
sayfasin1 kapsamaktadir. Veri toplama siireci Aralik 2025'te tamamlanmis ve toplam 474 kullanici yorumu
elde edilmistir. Analiz siirecinde kullanici adlar1 ve profil baglantilar1 gibi kisiyi tanimlayabilecek tiim bilgiler
anonim hale getirilmigtir. Veri seti, MAXQDA 2020 nitel veri analizi programina aktarilmistir. Tematik i¢erik
analizi, Braun ve Clarke (20006) tarafindan 6nerilen agsamalar izlenerek gergeklestirilmistir. Analiz; verilerin
¢oklu okumalarini, baglangi¢c kodlamasini, tema gelisimini ve nihai diizenlemeleri igermektedir. Analizin
tutarhiligini artirmak amaciyla, turizm alaninda uzman ikinci bir arastirmaci rastgele segilen 50 yorumluk
orneklemi bagimsiz olarak incelemistir. iki arastirmacinin kodlama kararlar1 karsilastirilmis ve goriis ayrihig
bulunan noktalar tartisilarak nihai kod ve tema yapisi iizerinde uzlast saglanmistir.

Analiz, Kizkalesi'ndeki ziyaret¢i deneyimlerini karakterize eden dort ana tema ortaya koymustur: (1)
Tarihi ve Kiiltlirel Miras, (2) Dogal Giizellik ve Plaj Deneyimi, (3) Altyapi, Temizlik ve Kalabalik Sorunlari
ile (4) Yiyecek-Icecek, Konaklama ve Fiyatlandirma. Tarihi ve Kiiltiirel Miras (kodlama sikli1 toplam yorum
sayisinin %62,7'sine karsilik gelmektedir) ile Dogal Giizellik ve Plaj Deneyimi (%62,2) temalar1 destinasyonun
en gliglii 6zelliklerini temsil etmektedir. Ziyaretgiler siklikla kalenin egsiz konumunu, mitolojik efsanesini, ince
kumlu plajimi ve si1g denizini dvmiislerdir; bu bulgular, Gobeklitepe (Manct & Tengilimoglu, 2021) ve Kaz
Daglart (Tiir, 2023) iizerine yapilan Onceki caligmalarla tutarlilik goéstermektedir. Bu olumlu temalar,
destinasyon imaj1 olusumunda kiiltiirel ve dogal ¢ekiciliklerin merkezi roliinii dogrulamaktadir. Ancak, en
carpici bulgu, kodlama siklig1 toplam yorum sayisinin %73,2'sine karsilik gelerek tiim temalar arasinda en
yliksek degere ulagsan Altyapi, Temizlik ve Kalabalik Sorunlari temasina iliskindir. Bu tema igerisinde, ¢evre
kirliligi (6zellikle izmarit ve plastik atiklar) en sik kodlanan alt kod (%26,2) olurken, bunu yetersiz dus, tuvalet
ve otopark gibi altyap1 eksiklikleri (%20,7) ile agir1 kalabalik ve giiriiltii (%18,4) takip etmistir. Bu bulgular,
insan kaynakl kirliligin ve altyap:r eksikliklerinin temel ziyaret¢i memnuniyetsizligi kaynagi olarak
tanimlandig1 Kaz Daglar1 (Tiir, 2023) ve Yozgat Camligi Milli Parki (Sengiil & Cilginoglu, 2023) {izerine
yapilan caligmalardaki benzer gézlemlerle ortiismektedir. Yiyecek-Icecek, Konaklama ve Fiyatlandirma
temasmin kodlama sikligi toplam yorum sayisinin %37,6'smna karsilik gelmis olup, fiyat-performans
degerlendirmeleri bu temanin yarisin1 olusturmaktadir. Bazi ziyaretgiler fiyatlart makul bulurken, digerleri
temel hizmetler i¢in yiikksek maliyetleri elestirmis; bu durum Antalya restoranlari (Erdem & Yay, 2017) ve
Gobeklitepe (Manci & Tengilimoglu, 2021) lizerine yapilan ¢alismalardaki bulgularla benzerlik gostermistir.

Bu ¢alisma, Kizkalesi'nin tarihi ve dogal varliklarina dayal gii¢lii ve olumlu bir imaja sahip oldugunu
ortaya koymaktadir. Ancak bu olumlu imaj; altyapi, ¢evre temizligi ve asir1 kalabalikla ilgili stiregelen sorunlar
nedeniyle onemli Olciide zedelenmektedir. Bulgular, bir destinasyonun yalnizca dogal ve kiiltiirel
cekiciliklerine giivenemeyecegini; ayni zamanda temizlik, konfor ve fiyat-performans acisindan modern turist
beklentilerini de karsilamasi gerektigini gostermektedir. Bu c¢aligma literatiire ii¢ temel agidan katki
saglamaktadir. Birincisi, Kizkalesi'nin destinasyon imajmnin TripAdvisor yorumlar: iizerinden ilk sistematik
analizini sunarak, bolgesel turizm arastirmalarindaki 6nemli bir boslugu gidermektedir. Ikincisi, biitiinciil bir
bakis agis1 benimseyerek; destinasyon imajinin biligsel, duygusal ve degerlendirici bilesenlerinin ziyaretgi
memnuniyetini sekillendirmede nasil etkilesime girdigini gostermektedir. Uciinciisii, vatandas bilimi ve iklim
degisikligi farkindaligina yonelik giincel tartigmalarla baglanti kurarak, siirdiiriilebilirlik zorluklarma dair
ampirik temellere dayanan i¢goriiler sunmaktadir (Per & Coskun, 2025).

Anahtar Kelimeler: Kizkalesi, Destinasyon Imaj1, TripAdvisor, Cevrimici Yorumlar, e-WOM.
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Introduction

In the tourism industry, the long-term success and competitiveness of a destination are
largely and directly related to the perceptions it holds and its destination image (Gartner, 1994; Tasci
& Gartner, 2007; Saym, 2022; Akmaz, 2024; Lin, 2025). Unlike traditional media channels, the
internet and social media platforms have become a dynamic interaction space where individuals
instantly share their travel experiences, influence each other, and construct a collective destination
image (Xiang & Gretzel, 2010; Arica & Corbaci, 2019). User-Generated Content (UGC) is
considered one of the much more reliable, impartial, and authentic information sources for potential
visitors compared to traditional marketing messages, playing a critical role in destination selection
by reducing perceived risk (Gretzel & Yoo, 2008; Litvin et al., 2008). Among these platforms,
TripAdvisor stands out as the world's largest online travel community and one of the largest travel
review platforms, with hundreds of millions of monthly visitors (O'Connor, 2010). TripAdvisor,
where millions of users share detailed reviews and ratings about hotels, restaurants, and tourist
destinations, plays a central role both in the decision-making processes of tourists and in the
formation of the digital reputation and brand image of destinations (Sigala, Christou, & Gretzel,
2012; Marine-Roig & Clavé, 2015).

Tiirkiye is a significant tourism destination that stands out with its rich historical and cultural
heritage. Located within the borders of Mersin province and on the UNESCO World Heritage
Tentative List since 2014, Kizkalesi (UNESCO TNC, 2016) takes its name from a coastal castle near
the shore; it constitutes an important center of attraction at regional and national levels with its
mythological story, historical texture dating back to the Hellenistic period, and beaches (Komsu et
al., 2025, pp. 103-104). However, in addition to these traditional attractions of Kizkalesi, what kind
of image it has on online platforms such as TripAdvisor, how visitors express their experiences, and
which themes stand out in these expressions have not been systematically examined. Although
similar e-WOM (electronic word-of-mouth) studies conducted for ancient cities and historical sites
in Tiirkiye in the literature provide critical data for destination management (Manc1 & Tengilimoglu,
2021), this situation creates a significant information gap in the marketing and development of the
destination in the context of Kizkalesi.

In this context, the main problem of this study is the question: "What thematic elements
constitute the online reviews shared by visitors to Kizkalesi on the TripAdvisor platform, and what
kind of implications do these reviews offer regarding the destination's strengths and weaknesses?"
Within the framework of this general problem, the aim of the study is to reveal the destination image
by examining the TripAdvisor reviews regarding Kizkalesi in-depth through the qualitative content
analysis method. The contribution of the study to the tourism literature is three-fold. First, it offers
methodological richness by examining a destination's image through a specific and influential
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platform such as TripAdvisor using a qualitative approach. Second, it contributes to regional tourism
research by focusing on a destination like Kizkalesi, which is culturally rich but presents an academic
gap regarding its online image. Third, the fact that the findings include directly applicable results in
terms of destination management, marketing, and e-WOM enhances the practical value of the study.

1. Conceptual Framework and Literature Review
1.1. Destination Image

The concept of destination image is among the most researched topics in the tourism
marketing and management literature. The academic foundations of the concept date back to Hunt's
(1971) doctoral dissertation titled "Image: A Factor in Tourism". In this study, Hunt proposed that
tourists' perceptions of a destination are more influential in destination selection than the actual
characteristics of the destination. Accordingly, image can be defined as "what an individual believes
about a place". This perspective has treated destination image largely as a cognitive process, that is,
focusing on beliefs regarding the objective attributes and characteristics of the destination.

Following Hunt's pioneering work, Crompton (1979) contributed to the literature by defining
the concept more clearly. Crompton defined destination image as "the sum of beliefs, ideas, and
impressions that a person has of a destination". This definition emphasized that image is
multidimensional and individual. With the 1980s and 1990s, researchers began to debate that
destination image is not a unidimensional construct, but rather a more complex and multidimensional
one. One of the names who put forward this multidimensional understanding most comprehensively
was Gartner (1994). Gartner stated that there are three basic components in the formation of
destination image. These components are as follows:

e Cognitive Image: It is the information, beliefs, and knowledge about the objective,
observable attributes of a destination. A visitor knowing that Kizkalesi has a historical castle,
a beach, and a legend is an example of this component. This is the knowledge in the mind.

o Affective Image: It refers to the feelings and responses felt towards a destination. This
component is the emotional response of the cognitive evaluation. A visitor feeling excited
when seeing the castle, feeling sad when hearing the legend, or finding peace at the beach is
an example of this component. This is the feeling in the heart.

e Conative (Behavioral) Image: It is the action tendency or intention formed as a result of
cognitive and affective evaluations. A visitor's intention to visit Kizkalesi, revisit it, or
recommend it to others is an example of this component. This is the intention that will turn
into action.

Gartner's (1994) model demonstrated that a destination image is not only about what a
destination is (cognitive), but also how it makes one feel (affective) and what this feeling leads to
(conative/behavioral). Researchers such as Baloglu and McCleary (1999) also supported this model
and empirically proved that cognitive and affective components together strongly influence the
overall image of a destination and, consequently, the intention to visit. Figure 1 shows the destination
image model developed by Baloglu and McCleary (1999).
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Figure 1. A General Framework of Destination Image Formation
Source: Baloglu & McCleary (1999: 870).

1.2. The Relationship Between Social Media and Destination Image

In the 21st century, the concept of destination image has become much more complex under
the influence of technological developments and changing consumer habits. Rather than a static
photograph, image can be likened to a dynamic and moving video that is continuously shaped over
time by personal experiences, media influence, and various external factors such as economic crises,
natural disasters, or pandemics (Tasci & Gartner, 2007, p. 413). While in the past destination image
progressed predominantly through the image created by the controlled communication of destination
marketing organizations and the projected image shaped by traditional media; today, user-generated
content and social media have become the most reliable source in image formation, referred to as
authentic and organic image (Gartner, 1994). Compared to traditional marketing messages, a sincere
review shared by a tourist on the TripAdvisor platform can be much more effective and persuasive
than an official destination brochure (Litvin et al., 2008, p. 458). Moreover, destinations do not have
a single and homogeneous image; different target audiences, such as culture, adventure, or sea-sun
tourists, can perceive the same destination in completely different ways. Furthermore, even if the
overall image of a destination is positive, the image regarding its specific components, such as
transportation or accommodation, can be negative. In this context, TripAdvisor, where users detail
their experiences with text, ratings, and visuals, functions as a massive platform that simultaneously
and richly reflects the cognitive and affective components of destination image (Baloglu &
McCleary, 1999, p. 869; Marine-Roig & Clavé, 2015, p. 169). Consequently, online reviews on this
platform offer an invaluable data source for managers to fully understand and manage the organic
image a destination possesses, and to develop strategies tailored to the target audience (Xiang &
Gretzel, 2010).

Advances in information and communication technologies and the emergence of Web 2.0
are leading to fundamental changes in the processes of knowledge production, distribution, and
consumption in the tourism industry. Tourists are no longer passive consumers; they are becoming
co-producers who share their experiences through blogs, social networks, and online review
platforms (Neuhofer, 2016, p. 781). Electronic word-of-mouth (e-WOM), which is the digitalized
form of traditional word-of-mouth communication, and user-generated content are rising to a much
more effective position than traditional marketing messages in consumers' purchasing decisions due
to the perception of high reliability and impartiality (Gretzel & Yoo, 2008, p. 36; Fritsch & Sigmund,
2016, p. 230). This strong impact of social media and e-WOM on consumers' intentions and
preferences is proven by recent research not only in tourism but also in different service sectors
(Agaoglu et al., 2025). Particularly for tourism products, which are inherently intangible and
impossible to test prior to travel planning, online reviews provided by other travelers play a critical
role in reducing risk and evaluating alternatives. Research indicates that online user reviews are most
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effective in the selection of accommodation facilities, and that demographic differences such as
gender and age can change information search and review utilization behaviors (Gretzel & Yoo,
2008, p. 38).

TripAdvisor, the largest platform that comes to mind when it comes to e-WOM in the travel
sector, offers a multifaceted ecosystem for potential tourists, tourism enterprises, and destination
managers with its hundreds of millions of monthly visitors and extensive database (Yoo et al., 2016,
p. 241). Gligorijevic (2016, pp. 217-218) emphasizes that platforms such as Zagat, IgoUgo, and
TripAdvisor have shifted marketing practices in the tourism industry from traditional advertising to
e-WOM and created market niches for brands to reach their target audiences. The current literature
demonstrates that e-WOM and TripAdvisor reviews, covering hotels, restaurants, ancient cities,
national parks, and European capitals, are an excellent tool in tourism research for identifying
destination and business deficiencies (Marine-Roig & Clavé, 2015; Cuhadar et al., 2018; Arica &
Corbact, 2019; Sengiil & Cilgioglu, 2023).

1.3. Kizkalesi and Its Touristic Significance

Located in the Kizkalesi town of the Erdemli district in Mersin province, Kizkalesi is a
coastal settlement historically associated with ancient Korykos. The Kizkalesi Castle is situated on
an island approximately 400 to 600 meters off the coast (Mersin Governorship, n.d.). Founded by
the Cypriot King Korykos according to the historian Herodotus, the city has a deep-rooted history
dating back to the 4th century BC (Miize, n.d.). Korykos, which began to develop in the Hellenistic
Period and became powerful enough to mint its own coins in the 1st century BC, came under Roman
rule in 72 BC and experienced its golden age, especially in the context of maritime trade (Miize,
n.d.). According to Strabo, the region was also used as a shelter for pirates for a while during the
Roman period; it reached the position of being one of the most important port cities of the Eastern
Mediterranean in both the Roman and Byzantine periods (Mersin Governorship, n.d.).

It is known that the main Kizkalesi (Inner Castle), built in the middle of the sea for defense
and observation purposes, was constructed by Leon I in 1199 according to an inscription found on
the island (Mersin Museum Directorate, n.d.). The structure, which attracted the attention of many
civilizations throughout history due to its strategic location in the Mediterranean, came under the
protection of the Kingdom of Cyprus (Lusignans) in 1361, was conquered by the Karamanid
Principality (Ibrahim II) in 1448, and came under the rule of the Ottoman Empire in 1473-1474,
gradually losing its former military importance over time (Miize, n.d.). There are eight bastions in
triangular, rectangular, and circular forms on the fortress walls, which have a total length of 192
meters, and there is a well-preserved gallery (gate) opening to the sea along the western walls (Mersin
Governorship, n.d.).

During the excavation and cleaning works coordinated by the General Directorate of
Monuments and Museums of the Ministry of Culture and Tourism, cisterns, workshops, and a
building complex were unearthed in the courtyard of the castle (Mersin Provincial Directorate of
Culture and Tourism, n.d.). On the floor of the chapels located within this complex, there are unique
floor mosaics reflecting the art understanding of the Roman and Byzantine periods. In these mosaics,
which constitute the archacological richness of the area, it has been determined that the "Opus
Tessellatum" technique, in which geometric and figurative patterns are created with cubic stones,
and the "Opus Sectile" technique, in which large colored marble and stone plaques are cut and
brought together, were skillfully used (Turkish Culture Portal, n.d.). Today, within the scope of the
"Legacy to the Future" project of the Ministry of Culture and Tourism, current excavation works
carried out under the presidency of Assoc. Prof. Dr. Sener Yildirim are bringing to light new findings
that shed light on the socio-cultural life of the period, such as residences, living units inside the castle,
and medieval toilet structures located right at the bottom of the city walls (Demiréren News Agency,
2024). This profound historical and archaeological importance of the site was also registered at the
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international level with its inclusion in the UNESCO World Heritage Tentative List in 2014
(UNESCO TNC, 2016).

The cultural heritage of Kizkalesi is not limited only to its tangible archaeological remains
but has also taken a deep place in the public memory with its famous legend passed down from
generation to generation. According to the local legend, a king learns from a fortune teller he consults
that his beloved daughter will die as a result of a snakebite. In order to protect the princess from this
bitter fate, he has this castle built in the middle of the sea, far from the land. However, a snake hidden
inside a basket of grapes sent to the island bites the princess, causing the prophecy to come true (T.C.
Mersin Governorship, n.d.; Miize, n.d.). With these historical, archaeological, and legendary
characteristics, Kizkalesi stands out today as one of Tiirkiye's most important cultural tourism
destinations.

2. Literature Review

Examining the image of tourist destinations and visitor experiences through social media
channels and online platforms is a very common and well-established research topic in the tourism
literature (Gretzel & Yoo, 2008; Marine-Roig & Clavé, 2015; Arica & Corbaci, 2019). While a part
of these numerous studies conducted in the context of domestic and foreign destinations specifically
focuses on visitor experiences in food and beverage establishments (Zhang et al., 2010; Dalgig et al.,
2016; Dogan et al., 2016; Erdem & Yay, 2017; Seyhanlioglu & Ileri, 2025), a significant portion has
preferred to evaluate accommodation and hotel experiences (O'Connor, 2010; Cuhadar & Akgil,
2018; Cuhadar et al., 2018; Zhao et al., 2019).

Going beyond these specific enterprise-oriented approaches, research that views the
phenomenon from a holistic destination image framework and analyzes data by collecting it directly
from TripAdvisor also occupies a large place in the literature (Arica & Corbaci, 2019; Manc1 &
Tengilimoglu, 2021; Sengiil & Cilginoglu, 2023; Tiir, 2023). As a result of content analyses, these
studies examining the holistic image have generally found prominent themes such as the natural,
historical, and cultural/architectural values of destinations, the unique atmosphere of the destination,
infrastructure and transportation conditions, price-benefit balance, the attitude of local people and
employees, and environmental pollution. In addition, recommendations, information, and warnings
aimed at potential visitors, which show the interaction among tourists themselves, have also been put
forward as common main themes in these studies (Arica & Corbaci, 2019; Manc1 & Tengilimoglu,
2021; Sengiil & Cilginoglu, 2023; Tiir, 2023).

When content analysis and online review studies conducted within the context of Mersin
province in the literature are examined, it is seen that there is some research (Dalgig et al., 2016)
evaluating the reasons for complaints about local restaurants in Mersin through e-WOM. However,
no study has been encountered that addresses Kizkalesi, one of the most important historical and
touristic values of Mersin, within the context of a holistic destination image and focuses on this area
through TripAdvisor reviews like this research. Nevertheless, there are also specific investigations
regarding the functioning of the platforms and complaint mechanisms. In her study examining 100
negative hotel reviews on TripAdvisor, Vasquez (2011) found that complaints are usually formed by
presenting positive and negative judgments together; reviewers frequently use explicit statements of
expectations and combine their complaints with other speech acts such as recommendations or
warnings. Furthermore, TripAdvisor reviews blur the traditional distinctions between direct and
indirect complaints because their target audience is both the hotel management and other travelers
(Vasquez, 2011, p. 1709).

On the other hand, there are shortcomings regarding the management of e-WOM by
businesses. Analyzing 100 hotels in London via TripAdvisor, O'Connor (2010) revealed that the
hotels' utilization rate of the right-to-reply feature on the platform remained at an extremely low level
of 0.4%, thus demonstrating that businesses remained quite passive in terms of online reputation
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management. O'Connor (2010, p. 53) also proved that, contrary to the prevalent notion of fake
reviews in the industry, the evaluations on the platform largely coincide with genuine user behaviors.
In another study, Tengilimoglu (2025) examined the responses of 5-star hotels in Antalya to
TripAdvisor reviews and demonstrated that businesses are generally inadequate in online reputation
management, remaining superficial and defensive in recovering service failures.

Research conducted within the context of Tiirkiye has analyzed the e-WOM performances
of hotel and restaurant enterprises across various variables. By examining the TripAdvisor reviews
of 81 accommodation enterprises in the Kalkan region, Cuhadar and Akgil (2018) determined that
business type and price level created statistically significant differences in online customer scores.
Similarly, examining 30 accommodation facilities in Isparta, Cuhadar et al. (2018) found that the
customer satisfaction scores of pensions and boutique enterprises were higher than those of hotels,
but location, legal status, or overnight price did not create a significant difference. Focusing on the
food and beverage sector, Erdem and Yay (2017) analyzed TripAdvisor complaints directed at first-
class restaurants in the Antalya city center; revealing that customers complained mostly about
employee attitudes such as indifference or rudeness, followed by the presentation/taste of food and
beverages, service speed, price, and the service environment, respectively.

The relationship between tourists' travel motivations and satisfaction is a direct determinant
in destination choices (Albayrak & Caber, 2018, p. 201). At the same time, the destination image
perceived by tourists and these experiences they acquire directly shape their intentions to revisit the
destination in the future (Bayraktar, 2022, p. 611). Lin (2025) examined the impact of destination
image on tourist satisfaction in the case of Myanmar, proving that cultural environment and
infrastructure facilities are the most fundamental factors affecting domestic tourist satisfaction. The
analysis of big data and user reviews has also become an indispensable tool in destination
management. By analyzing more than 100,000 blogs and travel reviews regarding Barcelona,
particularly the Sagrada Familia, Marine-Roig and Clavé (2015) demonstrated the role of e-WOM
in destination branding and its power in instantly detecting structural problems such as ticket queues.
Examining TripAdvisor data in the city of Antwerp, Belgium, through the Social Network Analysis
method, Van der Zee and Bertocchi (2018) mapped the relational networks established by tourists
among different attractions, hotels, and restaurants, thus offering destination managers the
opportunity to cluster tourist behaviors.

TripAdvisor analyses regarding historical and natural attractions in Tiirkiye have also gained
momentum. In a content analysis conducted on Gd&beklitepe, Manct and Tengilimoglu (2021)
evaluated 518 visitor reviews; determining that the mystical atmosphere of the site and the cinevision
show created high satisfaction, but the high price policy, inadequate parking, and ongoing
excavations restricting the tour were subjects of complaint. Examining 754 reviews on 9 attractions
such as Mount Nemrut and Cendere Bridge in Adiyaman, Arica and Corbaci (2019) drew attention
to the information-producing role of tourists, stating that information was produced in 11 different
categories such as cultural/architectural values, transportation, environment, and personnel attitude.

Looking at nature tourism centers; Tir (2023) revealed in 251 reviews regarding the Kaz
Mountains that the natural environment, oxygen, and clean air were the main sources of praise, but
human-induced environmental pollution and infrastructure inadequacy were the most criticized
factors. Similarly, working on the Yozgat Camlig1 National Park, Sengiil and Cilgmoglu (2023)
determined in 52 reviews that the participants mostly found the area excellent, but again, enterprise
inadequacies and damages caused to the environment by other visitors were complained about. The
sustainability and attractiveness of tourism are associated not only with direct touristic products but
also with thematic museums and environmental sensitivities. Examining the websites of gastronomy
museums, which are a part of gastronomy tourism, Demirci (2021) determined that general
promotional information was included in the web contents of 21 gastronomy museums in Tiirkiye,
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but they harbored serious deficiencies in terms of destination promotion, social media integration,
and corporate communication.

Stating that the future of destinations in the Mediterranean basin is under the threat of climate
change, Per and Cogkun (2025) emphasized the importance of integrating local people and tourists
into data collection processes against threats such as sea-level rise, forest fires, and biodiversity loss
in the protection of Mediterranean ecosystems through the "Citizen Science" approach. This
changing awareness of tourists and visitors towards the environment is inevitably expected to reflect
on their online reviews and expectations regarding natural and historical sites. However, the
Kizkalesi destination, located on the coast in the Erdemli district of Mersin and known for its castle
situated on an island just offshore and dating back to the historical Hellenistic period, has not yet
been specifically examined in the literature in the context of online customer evaluations, despite
both being on the UNESCO World Heritage Tentative List and being one of the most important
centers of attraction in the region. Conducting a content analysis of the reviews of tourists visiting
Kizkalesi on the TripAdvisor platform will fill an important gap in the literature in terms of revealing
the perception of the site's historical and natural attractions on the visitor side, their accommodation
and infrastructure expectations, and their awareness of various problems.

3. Methodology

This research was designed in a qualitative research design aiming to deeply understand user-
generated content on social media platforms. As a design, it is a descriptive case study that aims to
describe the current situation as it is. A case study is a qualitative research approach in which the
researcher examines a contemporary phenomenon, event, program, or individual that develops
outside their control in depth within its real-life context and within a bounded system (Creswell,
2007; Yin, 2009). This design aims to describe the complex structure of the case in a holistic and
rich manner with the help of multiple data collection tools, predominantly by seeking answers to how
and why questions (Yildirim & Simsek, 2021). This approach was chosen because it allows for an
in-depth exploration of the meanings and themes underlying the data.

3.1. Data Collection Process and Data Set

The data of the research were collected from TripAdvisor, one of the world's largest travel
platforms, regarding the Kizkalesi destination. The TripAdvisor data scraper tool of the Apify
platform was used for the data collection process. Apify is a cloud-based automation platform that
allows users to extract structured data from websites.

The data collection process includes the following steps:

1. By searching with the keyword "Kizkalesi" on TripAdvisor, all businesses belonging to the
destination and the main destination page were identified.

2. By configuring the TripAdvisor data scraper tool on the Apify platform, all user reviews on
the identified pages were extracted.

3. As aresult of the data extraction process, a total of 474 user reviews were obtained. These
reviews include information such as username, review text, star rating, review date, and user
profile.

The data collection process was carried out as of December 2025, and all personally
identifiable information, such as usernames and profile links, was anonymized during the analysis
process within the framework of ethical rules. It was evaluated that the obtained data set of 474
reviews reached sufficient saturation for qualitative analysis.
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3.2. Data Analysis

The collected data set was imported into the qualitative data analysis software MAXQDA
2020. In the analysis of the data, the thematic analysis stages of Braun and Clarke (2006) were
systematically followed using the content analysis method. First, the entire data set was read carefully
several times to gain a general impression. Initial codes were generated for important statements,
concepts, and recurring patterns in the texts. The generated codes were grouped according to their
similarities and semantic associations to form potential themes. Then, the compatibility of the
potential themes with the data set was checked; some themes were merged, while others were
separated or renamed. Subsequently, the final themes were solidified, the scope and boundaries of
each theme were clarified, and names that best represent the themes were assigned. Finally, in the
findings section, each theme was explained in detail and supported by direct quotations representing
the theme. To enhance the consistency and credibility of the analysis, another researcher with
expertise in tourism independently reviewed a randomly selected sample of 50 reviews. The coding
decisions and thematic classifications of the two researchers were subsequently compared.
Disagreements were discussed, and the final coding and thematic structure was established through
consensus.

4. Findings

In this section of the research, the results of the thematic content analysis conducted using
the MAXQDA 2020 qualitative data analysis software on the data set consisting of a total of 474
user reviews regarding the Kizkalesi destination, extracted from TripAdvisor via the Apify platform,
are presented. As a result of the analysis, four main themes and thirteen sub-codes belonging to these
themes that stand out in the TripAdvisor reviews of visitors to Kizkalesi were identified. The main
themes are as follows: (1) Historical and Cultural Heritage, (2) Natural Beauty and Beach
Experience, (3) Infrastructure, Cleanliness, and Overcrowding Issues, and (4) Food, Beverage,
Accommodation, and Pricing. These themes holistically reveal both the strengths and the areas
needing improvement of the destination.

In the study, each review was coded according to the thematic elements it contained; since a
review could contain codes belonging to more than one theme, the total frequency values exceeded
the number of reviews. The frequency and percentage distribution of the thematic codes are presented
in Table 1, after which each main theme and sub-code are explained in detail, supported by direct
user quotations.

Table 1: Frequency and Percentage Distribution of Thematic Codes

Frequenc Within Overall
Main Theme Sub-Codes (zll) Y Theme Percentage
(%) (%)

1. H.l storical and Cultural 1.1. Unique Location and Scenery 152 51.2 32.1
Heritage

1.2. Historical Texture and Legend 98 33.0 20.7

1.3. Restoration and Accessibility 47 15.8 9.9

Issues

Total (Theme 1) 297 100 62.7
2. Natural Beauty and Beach , | o Beach and Shallow Sea 141 47.8 29.7
Experience

2.2. Cleanliness and Clarity of the 36 299 18.1

Sea

2.3. Scenery and Atmosphere 68 23.0 14.3

Total (Theme 2) 295 100 62.2
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3. lnfrastructur.e, Cleanliness, 3.1. Environmental Pollution 124 35.7 26.2
and Overcrowding Issues

3.2. Infrastructure Deficiencies

(Shower/Toilet/Parking) %8 282 20.7

3.3. Overcrowding and Noise 87 25.1 18.4

3.4. Sqwme Quality and Employee 38 11.0 8.0

Behavior

Total (Theme 3) 347 100 73.2
4. Food, Beve.rage, o 4.1. Prlge—Performance 89 50.0 13.8
Accommodation, and Pricing Evaluations

4.2. Fgod and Beverage 53 326 122

Experience

4.3. Accommodation Experience 31 17.4 6.5

Total (Theme 4) 178 100 37.6

Note: Since a review could contain codes belonging to more than one theme, the total frequencies (1,117)
are higher than the number of reviews (474). The overall percentage values were calculated as the ratio of
the frequency of the relevant code to the total number of reviews (474).

Table 1 shows the frequency and percentage distribution of the thematic codes that stand out
in the TripAdvisor reviews regarding Kizkalesi. According to the table, codes belonging to the
"Infrastructure, Cleanliness, and Overcrowding Issues" theme were recorded 347 times,
corresponding to 73.2% of the total number of reviews. Within this theme, the most frequently
emphasized sub-code was "Environmental Pollution" (124 codings, 26.2%), followed by
"Infrastructure Deficiencies" (98 codings, 20.7%) and "Overcrowding and Noise" (87 codings,
18.4%). Among the positive themes, "Natural Beauty and Beach Experience" was recorded 295 times
(62.2%), and "Historical and Cultural Heritage" 297 times (62.7%). This distribution reveals that
while the natural and historical attractions of Kizkalesi are appreciated by visitors, issues such as
infrastructure, cleanliness, and overcrowding have a substantial negative effect on the destination
experience. Direct quotations from user reviews are presented verbatim; spelling and grammatical
errors in the original comments have not been corrected.

Theme 1: Historical and Cultural Heritage

This theme represents one of the most prominent and frequently emphasized features of
Kizkalesi. A total of 297 codings belonging to this theme were identified, corresponding to 62.7%
of the total number of reviews; visitors express that they are deeply impressed by the castle's unique
location, historical texture, and the accompanying legend. Within the theme, the most frequently
emphasized sub-code is "Unique Location and Scenery" with 51.2%, followed by "Historical Texture
and Legend" with 33.0% and "Restoration and Accessibility Issues" with 15.8%.

e Sub-Code 1.1: Unique Location and Scenery (n=152, 51.2%): Visitors describe the
castle's location in the middle of the sea as "fascinating", "like a fairy-tale castle", and
"unique".

o "A structure that looks very magnificent and impressive even from a distance."
(User 42)

o "Schonen sandatrand mit hervorragenden blick auf die burg Kizkalesi." (User 5) —
"Beautiful sandy beach with an excellent view of the Kizkalesi Castle."

o "A castle like an island in the middle of the sea." (User 232)

e Sub-Code 1.2: Historical Texture and Legend (n=98, 33.0%): The history of the castle
and the narratives related to it are an important element that attracts the attention of the
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visitors. While some users share detailed information about the history of the castle, others
mention the impressiveness of the legend.

o "This unique scenery and cultural value actually deserve to be protected much more
carefully." (User 167)

o "The short story of Kiz Kalesi; Kiz Kalesi, also known as the Sea Castle, was built
on a small islet on the shore of the neighborhood to which it gives its name..." (User
105)

Sub-Code 1.3: Restoration and Accessibility Issues (n=47, 15.8%): In addition to the
admiration for the historical texture, there are also comments about the restoration status and
accessibility conditions of the castle.

o "The castle is closed due to restoration." (User 13)

o "Fiir mehrere Jahre geschlossen. Keine Info im Internet." (User 47) — "Closed for
several years. No info on the internet."

o "Collapses have occurred within the structure. You need to be careful while walking
inside." (User 54)

Theme 2: Natural Beauty and Beach Experience

This theme focuses on the natural attractions of Kizkalesi, particularly its beach and sea. A

total of 295 codings belonging to this theme were identified, corresponding to 62.2% of the total
number of reviews. The reviews frequently emphasize elements such as the sandy texture of the
beach, the shallowness, and cleanliness of the sea. Within the theme, "Sandy Beach and Shallow
Sea" has the highest rate with 47.8%. "Cleanliness and Clarity of the Sea" with 29.2% and "Scenery
and Atmosphere" with 23.0% complete this theme.

Sub-Code 2.1: Sandy Beach and Shallow Sea (n=141, 47.8%): The fine sandy nature of
the beach and the sea remaining shallow for a long distance are considered a great advantage,
especially by families with children.

o "The beach is completely sand, since the sea is shallow up to 50 meters, it is
particularly suitable for families with children." (User 158)

o "Its sea is shallow and clean, due to this feature it offers a safe environment for
children and non-swimmers." (User 157)

o "Its beach is magnificently beautiful with its fine sand." (User 197)

Sub-Code 2.2: Cleanliness and Clarity of the Sea (n=86, 29.2%): Many visitors speak
highly of the cleanliness and clarity of the sea.

o "The sea was crystal clean and cold, the fishes were visible." (User 82)
o "Its sea is great and up to knee and waist level for very long distances." (User 154)

o "Pigkna plaza, piasek, widok nieziemski czysta woda." (User 39) — "Beautiful beach,
sand, heavenly view, clear water."

Sub-Code 2.3: Scenery and Atmosphere (n=68, 23.0%): Visitors also make positive
evaluations about the general scenery and the atmosphere provided by the destination.

o "The scenery, the sea is great..." (User 188)
o "Kiz Kalesi looked like fairy-tale castles. It has a peaceful atmosphere." (User 44)

Theme 3: Infrastructure, Cleanliness, and Overcrowding Issues
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This theme is the area where the most intense negative criticisms regarding Kizkalesi are
gathered. A total of 347 codings belonging to this theme were identified, corresponding to 73.2% of
the total number of reviews. In this theme, visitors express their discomfort with infrastructure
deficiencies, environmental pollution, and overcrowding. This theme indicates the most critical areas
for improvement in terms of the destination's sustainability. Within the theme, "Environmental
Pollution" is the most frequently voiced complaint with 35.7%, followed by "Infrastructure
Deficiencies" with 28.2%, "Overcrowding and Noise" with 25.1%, and "Service Quality and
Employee Behavior" with 11.0%.

¢ Sub-Code 3.1: Environmental Pollution (n=124, 35.7%): One of the most frequently
repeated complaints in the reviews is the pollution on the beach and in the sea. Cigarette
butts, plastic waste, and the general garbage problem are frequently emphasized.

o "Everywhere is full of garbage. People throw their garbage on the ground." (User
163)

o "The sea was very dirty... They are polluting the beach and the sea." (User 177)

o "The beach is very dirty, there is plastic and a lot of microplastics in the water. Not
clean." (User 94)

o "Not much attention is paid to environmental cleanliness." (User 110)

e Sub-Code 3.2: Infrastructure Deficiencies (Shower, Toilet, Parking) (n=98, 28.2%):
The inadequate number of showers and toilets, the lack of cleanliness in these areas, and the
parking problem are other frequently voiced problems.

o "Shower areas are a problem... There are 4 showers on the huge beach." (User 139)
o "There are no showers or places to change clothes." (User 162)
o "Parking is a problem. You will need to walk a bit." (User 141)

e Sub-Code 3.3: Overcrowding and Noise (n=87, 25.1%): Extreme overcrowding and
related noise, especially during the summer season, is another factor that negatively affects
the visitor experience.

o "Itis so crowded that a dropped pin wouldn't hit the ground." (User 111)

o "It was extremely crowded and dirty... People are swimming on top of each other."
(User 153)

o "A very noisy beach, not ideal for a quiet and relaxing holiday." (User 94)

e Sub-Code 3.4: Service Quality and Employee Behavior (n=38, 11.0%): The indifference
of employees, inadequate service, and, in some cases, negative staff attitudes were also
criticized. Effective communication between employees and guests in accommodation
establishments is considered important for service productivity and the overall guest
experience (Saym & Karaman, 2019).

o "The kids doing the cleaning are very fed up; instead of collecting the cigarette butts,
they bury them in the sand." (User 92)

o "The businesses have turned it completely into a trade; the sellers and employees are
out to rip off the customers." (User 153)

Theme 4: Food, Beverage, Accommodation, and Pricing

This theme includes visitors' opinions about economic activities and services in the region.
A total of 178 codings belonging to this theme were identified, corresponding to 37.6% of the total
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number of reviews. The price-performance balance is at the center of this theme. Within the theme,
"Price-Performance Evaluations" constitute half of it with 50.0%, and "Food and Beverage
Experience" with 32.6% and "Accommodation Experience" with 17.4% complete this theme.

e Sub-Code 4.1: Price-Performance Evaluations (n=89, 50.0%): Visitors frequently
evaluate the prices of services such as sunbed rentals, food and beverages, and boat tours.
There are reviews finding the prices reasonable as well as those finding them high.

o "2 sunbeds 1 umbrella 400 TL prices are reasonable." (User 158)
o "Its prices are reasonable. The environment is nice." (User 71)
o "Two sunbeds are 400 TL. Do not waste your money." (User 183)

o "I think it is definitely very expensive, they need to inspect it, can a small water be
60 TL?" (User 69)

e Sub-Code 4.2: Food and Beverage Experience (n=58, 32.6%): There are both positive
and negative reviews about the restaurants and cafes in the region. While the taste and variety
of the food are appreciated, prices and service quality in some businesses are criticized.

o "Fish restaurants: fresh fish and appetizers are delicious but a bit expensive." (User
126)

o "The taste of the food is okay, the service is good." (User 82)
o "The hamburger menu causes heartburn." (User 79)

¢ Sub-Code 4.3: Accommodation Experience (n=31, 17.4%): Visitors staying at hotels and
guesthouses in the area predominantly comment on the cleanliness of the facilities, the
attentiveness of the staff, and the locational advantages of the establishments. The
reasonableness of accommodation prices stands out as another positive evaluation within
this sub-code; however, some reviews point to the limited physical facilities of the
establishments and fluctuations in service quality during the high season.

o "The hotel is clean and the staff is attentive." (User 17)
o "Hotel prices are reasonable, ideal for accommodation." (User 105)
5. Discussion and Conclusion

By presenting an in-depth qualitative analysis of TripAdvisor reviews regarding the
Kizkalesi destination, this study has revealed the multidimensional structure of the destination image
and the fundamental elements shaping visitor experiences. The findings demonstrate that the image
of Kizkalesi is shaped around four distinct main themes: "Historical and Cultural Heritage", "Natural
Beauty and Beach Experience", "Infrastructure, Cleanliness, and Overcrowding Issues", and "Food,
Beverage, Accommodation, and Pricing". These themes reflect both the strengths of the destination
and the areas needing improvement.

5.1. Implications for the Literature

The research findings once again confirm the determining role of e-WOM and user-
generated content on destination image in the tourism literature (Gretzel & Yoo, 2008; Fritsch &
Sigmund, 2016; Neuhofer, 2016). By sharing their experiences in detail on the TripAdvisor platform,
tourists visiting Kizkalesi have ceased to be passive consumers and have become co-producers of the
destination image. This situation coincides with the finding of Vasquez (2011) that TripAdvisor
reviewers not only narrate their experiences but also perform complex speech acts by giving advice
and warnings to other travelers. As a matter of fact, directive statements such as "go on weekdays,"
"do not pay for sunbeds," and "bring your own food" are frequently seen in the Kizkalesi reviews.
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The themes of "Historical and Cultural Heritage" and "Natural Beauty and Beach
Experience" constitute the strongest and most frequently emphasized aspects of Kizkalesi. The
visitors' praises for the unique location, historical texture, mythological legend, fine sandy beach,
and shallow sea of the castle show a parallelism with similar studies in the literature. The fact that
the mystical atmosphere of the site created high satisfaction in the Gobeklitepe study by Manci and
Tengilimoglu (2021), the prominence of cultural/architectural values in the historical attractions in
Adiyaman by Arica and Corbaci (2019), the natural environment, oxygen, and clean air being the
main source of praise in the Kaz Mountains by Tiir (2023), and the visitors finding the area excellent
in the Yozgat Pine Grove by Sengiil and Cilgmoglu (2023) confirm the central role of natural and
historical attractions in the destination image. In the specific case of Kizkalesi, the coexistence of
these two strong themes makes the destination attractive in terms of both cultural tourism and sea-
sand-sun tourism.

However, the most striking finding of the research is the presence of some problems that
pose serious risks in terms of the destination's sustainability in the shadow of this strong positive
image. The findings gathered under the theme of "Infrastructure, Cleanliness, and Overcrowding
Issues" indicate the weakest and most urgently needing improvement aspects of Kizkalesi. In
particular, pollution on the beach and in the sea, infrastructure deficiencies such as inadequate
showers, toilets, and parking, and extreme overcrowding experienced during the summer months,
which are the high season, significantly negatively affect the visitor experience. These findings show
a strong parallelism with many studies in the literature. Tiir (2023) determined human-induced
environmental pollution in the Kaz Mountains, and Sengiil and Cilgioglu (2023) determined the
damages caused to the environment by other visitors in the Yozgat Pine Grove as the most important
sources of complaint. Similarly, in the Kizkalesi reviews, garbage and cigarette butts left by visitors
are among the most frequently voiced subjects of discomfort. Manci and Tengilimoglu (2021)
identified inadequate parking in Gobeklitepe, and Marine-Roig and Clavé (2015) identified structural
problems such as ticket queues in Barcelona as subjects of complaint. In Kizkalesi, too, the
inadequacy of showers, toilets, and parking creates a similar disappointment. Lin's (2025) finding
that infrastructure facilities are one of the fundamental factors affecting domestic tourist satisfaction
is also confirmed in the specific case of Kizkalesi. While Marine-Roig and Clavé (2015) draw
attention to the presence of overcrowding as a negative theme in Barcelona, extreme overcrowding
and related noise, especially during the summer season, is a significant source of dissatisfaction for
visitors seeking peace in the Kizkalesi reviews as well.

The theme of "Food, Beverage, Accommodation, and Pricing" sheds light on the economic
dimension of the destination. The frequent questioning of the price-performance balance by visitors
coincides with the high price complaint detected in Erdem and Yay's (2017) study on restaurants in
Antalya and the high price policy criticism emphasized by Manci and Tengilimoglu (2021) in
Gobeklitepe. Furthermore, some negative expressions regarding personnel attitude in the reviews
support the finding of negative personnel attitude, which was the most frequently voiced complaint
in Erdem and Yay's (2017) study. The passivity of businesses regarding online reputation
management has also been observed in the specific case of Kizkalesi, as O'Connor (2010) revealed
in his study on hotels in London.

This study offers three main contributions to the existing literature. Although there are
comprehensive studies in the literature on hotels (Cuhadar & Akgil, 2018; Cuhadar et al., 2018;
O'Connor, 2010), restaurants (Erdem & Yay, 2017), ancient cities (Arica & Corbaci, 2019; Manc1 &
Tengilimoglu, 2021), national parks (Sengiil & Cilgimoglu, 2023; Tiir, 2023), and metropolitan cities
(Marine-Roig & Clavé, 2015; Van der Zee & Bertocchi, 2018), the analysis of a specific destination
on the coastline that incorporates both historical and natural attractions, such as Kizkalesi, through
TripAdvisor reviews has been conducted for the first time with this study. This constitutes a valuable
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example, especially for the management and marketing of similar coastal destinations in the
Mediterranean basin.

By addressing the elements that constitute the image of a destination with a holistic
perspective, the study has revealed how these elements interact with each other and how they shape
visitor satisfaction. The findings demonstrate that the presence of strong historical and natural
attractions cannot solely compensate for fundamental problems such as infrastructure and
cleanliness. Moreover, through visitor reviews, it provides strong evidence regarding the
destination's sustainability issues and establishes a connection with contemporary approaches such
as Citizen Science and climate change awareness emphasized by Per and Coskun (2025). In this
respect, the study contributes to the cultural heritage preservation and sustainable tourism
management literature.

5.2. Implications for Practitioners

In conclusion, Kizkalesi has a strong positive image on TripAdvisor thanks to its unique
historical and natural riches. However, this image is under threat due to structural problems such as
infrastructure deficiencies, environmental pollution, overcrowding, and pricing policies. These
problems voiced by the visitors indicate that the destination cannot compete solely by relying on its
natural and historical beauties; expectations regarding cleanliness, comfort, order, and price-
performance balance must also be met.

The research offers various recommendations for destination managers, local governments,
and tourism operators. First of all, beach and sea cleanliness should be addressed urgently. Regular
cleaning teams should be formed, the number of trash cans should be increased, and campaigns aimed
at raising the environmental awareness of visitors should be organized. In this regard, local people
and visitors can also be included in the process. Taking into consideration the restrictions of the
historical site, the number of existing showers, toilets, and changing cabins should be increased, and
the cleaning and maintenance of these areas should be carried out regularly. In order to find a solution
to the parking problem, alternative areas should be created, or existing areas should be used more
efficiently. Infrastructure facilities are a critical factor in tourist satisfaction. In order to manage the
extreme density experienced especially during the summer months, which is the high season for the
region, regulatory planning for visitor flows should be made, and alternative seasons should be
encouraged. The pricing policies of the enterprises in the region should be inspected regularly,
exorbitant pricing practices should be prevented, and the protection of the price-performance balance
should be ensured. In addition, entrepreneurship and innovation training for local tourism operators
may support the development of new services that respond to changing visitor expectations. Previous
research has demonstrated that entrepreneurial attitude and education significantly influence
individuals’ entrepreneurial intentions (Ince et al., 2023). Businesses should use the right-to-reply
feature on TripAdvisor more actively and actively conduct reputation management by providing fast,
solution-oriented, and professional responses to negative reviews. Reviews should be used as a
feedback mechanism to improve service quality. Finally, in digital marketing strategies, the strong
aspects, namely historical heritage and natural beauties, should be brought to the forefront. However,
the deficiencies in web contents also serve as a warning for the digital promotion of Kizkalesi. The
destination's website and social media accounts should be enriched with up-to-date, accurate, and
interactive content.

5.3. Limitations and Recommendations for Future Research

The most significant limitation of this study is that the data were obtained from only a single
platform, it covers a limited number of reviews, and the analysis relies solely on text-based
expressions. For future studies, it is recommended to expand the research scope and conduct mixed-
methods research that combines sentiment and content analysis with a larger data set, including
different online platforms such as Instagram and Google Maps. Such multi-platform approaches will
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enable the mapping of a more comprehensive and holistic destination image regarding Kizkalesi.
Furthermore, in order to enrich the obtained online findings, in-depth interviews can be conducted
with tourism enterprise managers operating in the region or visitors coming to the region, thereby
including the opinions of different stakeholders in the analysis. In addition, a longitudinal study can
be designed to examine the change in Kizkalesi's image over time. Finally, conducting comparative
analyses with other Mediterranean coastal destinations possessing similar touristic and historical
characteristics, such as Greece, Italy, or Croatia, will allow for a clearer demonstration of Kizkalesi's
position and competitiveness in the international market.
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Giris

Turizm endiistrisinde bir destinasyonun uzun vadeli basarisi ve rekabet giicii, biiyiik dlgiide
sahip oldugu algilar ve destinasyon imajiyla dogrudan iligkilidir (Gartner, 1994; Tasci & Gartner,
2007; Saym, 2022; Akmaz, 2024; Lin, 2025). Geleneksel medya kanallarinin aksine, internet ve
sosyal medya platformlari, bireylerin seyahat deneyimlerini aninda paylastigi, birbirlerinden
etkilendigi ve kolektif bir destinasyon imajinin insa edildigi dinamik bir etkilesim alani haline
gelmistir (Xiang & Gretzel, 2010; Arica & Corbact, 2019). Kullanicr tarafindan olusturulan icerikler
(User-Generated Content - UGC), potansiyel ziyaretgiler i¢in geleneksel pazarlama mesajlarina
kiyasla ¢cok daha giivenilir, tarafsiz ve otantik bilgi kaynaklarindan biri olarak kabul edilmekte,
algilanan riski azaltarak destinasyon sec¢imi iizerinde kritik bir rol oynamaktadir (Gretzel & Yoo,
2008; Litvin vd., 2008). Bu platformlar arasinda TripAdvisor, aylik yiiz milyonlarca ziyaretgisiyle
diinyanin en biiyiik ¢evrimi¢i seyahat toplulugu ve seyahat inceleme platformlarindan biri olarak one
cikmaktadir (O'Connor, 2010). Milyonlarca kullanicinin otel, restoran ve turistik destinasyonlar
hakkinda detayli yorumlar ve puanlar paylastig1 TripAdvisor, hem turistlerin karar alma siireglerinde
hem de destinasyonlarin dijital itibarinin ve marka imajinin olugsmasinda merkezi bir rol
oynamaktadir (Sigala, Christou, & Gretzel, 2012; Marine-Roig & Clavé, 2015).

Tiirkiye, zengin tarihi ve kiiltiirel mirasiyla 6ne ¢ikan 6nemli bir turizm destinasyonudur.
Mersin ili siirlart igerisinde yer alan ve 2014 yilindan bu yana UNESCO Diinya Mirast Gegici
Listesi'nde bulunan Kizkalesi (UNESCO TMK, 2016), ismini sahile yakin bir kiy1 kalesinden
almakta; mitolojik hikayesi, Helenistik doneme uzanan tarihi dokusu ve plajlar1 ile bolgesel ve ulusal
diizeyde oOnemli bir ¢ekim merkezi olusturmaktadir (Komsu vd., 2025, s. 103-104). Ancak,
Kizkalesi'nin bu geleneksel ¢ekiciliklerinin yan1 sira, TripAdvisor gibi ¢evrimici platformlarda nasil
bir imaja sahip oldugu, ziyaretcilerin deneyimlerini nasil ifade ettigi ve bu ifadelerde hangi temalarin
one c¢iktig1 sistematik olarak incelenmemistir. Alanyazinda Tiirkiye'deki antik kentler ve tarihi
alanlar i¢in yapilan benzer e-WOM (elektronik agizdan agiza iletisim) ¢aligmalar1 destinasyon
yonetimi i¢in kritik veriler sunsa da (Manc1 & Tengilimoglu, 2021), Kizkalesi baglaminda bu durum
destinasyonun pazarlanmasinda ve gelistirilmesinde 6nemli bir bilgi boslugu olusturmaktadir.

Bu baglamda, bu ¢aligmanin temel problemi: “Kizkalesi'ni ziyaret edenlerin TripAdvisor
platformunda paylastiklari ¢gevrimigi yorumlar hangi tematik unsurlardan olugsmakta ve bu yorumlar
destinasyonun gii¢lii ve zayif yonlerine dair ne tiir ¢ikarimlar sunmaktadir?” sorusudur. Bu genel
problem cer¢evesinde ¢aligmanin amaci, Kizkalesi'ne iliskin TripAdvisor yorumlarini nitel igerik
analizi yontemiyle derinlemesine inceleyerek destinasyon imajini ortaya koymaktir. Calismanin,
turizm alanyazinina katkis1 {i¢ boyuttadir. Ilk olarak, bir destinasyonun imajin1 TripAdvisor gibi
spesifik ve etkili bir platform tlizerinden nitel bir yaklagimla inceleyerek metodolojik bir zenginlik
sunmaktadir. Ikinci olarak, Kizkalesi gibi kiiltiirel agidan zengin ancak gevrimici imaji iizerine
akademik bir bosluk bulunan bir destinasyon tizerine odaklanarak bolgesel turizm arastirmalarina
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katki saglamaktadir. Ugiincii olarak, bulgularin destinasyon yonetimi, pazarlamasi ve e-WOM
agisindan dogrudan uygulanabilir sonuglar igermesi, calismanin pratik degerini artirmaktadir.

1. Kavramsal Cerceve ve Alanyazin Taramasi
1.1. Destinasyon Imaji

Destinasyon imaj1 kavrami, turizm pazarlamasi ve yonetimi alanyazininin en ¢ok arastirilan
konular1 arasindadir. Kavramin akademik temelleri, Hunt'in (1971) “Image: A Factor in Tourism”
baslikli doktora tezine dayanmaktadir. Hunt, bu ¢alismasinda, turistlerin destinasyon se¢iminde
destinasyon hakkindaki algilariin, destinasyonun gercek o6zelliklerinden daha etkili oldugunu 6ne
stirmiistiir. Buna gore imaj, “bir bireyin bir yer hakkinda inandig1 seyler” olarak tanimlanabilir. Bu
bakis agisi, destinasyon imajini biiyiik 6lgiide bilissel bir siire¢ olarak ele almis, yani destinasyonun
nesnel nitelikleri ve o6zellikleri hakkindaki inanglara odaklanmistir. Hunt'in bu 6ncii ¢alismasini
takiben, Crompton (1979) kavrami daha net bir sekilde tanimlayarak alanyazina katki saglamigtir.
Crompton, destinasyon imajini, “bir bireyin bir destinasyon hakkindaki inang, fikir ve izlenimlerinin
biitiinii” olarak tanimlamistir. Bu tanim, imajin ¢ok boyutlu ve bireysel oldugunu vurgulamaistir.
1980'ler ve 1990'larla birlikte, aragtirmacilar destinasyon imajiin tek boyutlu bir yap1 olmadigini,
daha karmasik ve ¢cok boyutlu oldugu tartigmaya baglamiglardir. Bu ¢ok boyutlu anlayisi en kapsamli
sekilde ortaya koyan isimlerden biri Gartner (1994) olmustur. Gartner, destinasyon imajinin
olusumunda tii¢ temel bilesen oldugunu belirtmistir. Bu unsurlar su sekildedir:

Biligsel Imaj: Bir destinasyonun nesnel, gdzlemlenebilir nitelikleri hakkindaki bilgiler,
inanglar ve bilgidir. Ziyaretcinin Kizkalesi'nin tarihi bir kale, plaj1 ve bir efsanesi oldugunu bilmesi
bu bilesene ornektir. Bu, akildaki bilgidir.

Duygusal imaj: Bir destinasyona yonelik hissedilen duygular ve tepkilerdir. Bu bilesen,
biligsel degerlendirmenin duygusal yanitidir. Ziyaret¢inin kaleyi gordiigiinde heyecanlanmasi,
efsaneyi duydugunda hiiziinlenmesi veya plajda huzur bulmasi bu bilesene 6rnektir. Bu, kalpteki
duygudur.

Davramssal Imaj: Bilissel ve duygusal degerlendirmelerin sonucunda olusan eylem egilimi
veya niyetidir. Ziyaretcinin Kizkalesi'ni ziyaret etme, tekrar gelme veya baskalarina tavsiye etme
niyeti bu bilesene 6rnektir. Bu, eyleme doniisecek niyettir.

Gartner'in (1994) modeli, bir destinasyonun sadece ne oldugu (biligsel) degil, ayn1 zamanda
nasil hissettirdigi (duygusal) ve bu hissin neye yonlendirdigi (davranigsal) ile ilgili oldugunu
gostermistir. Baloglu ve McCleary (1999) gibi arastirmacilar da bu modeli desteklemis ve biligsel ve
duygusal bilesenlerin bir arada, destinasyonun genel imajini ve sonugta ziyaret niyetini gii¢li bir
sekilde etkiledigini ampirik olarak kanitlamiglardir. Sekil 1, Baloglu ve McCleary (1999) tarafindan
gelistirilen destinasyon imaj1 modelini gostermektedir.

. . N 4 N 4
KISISEL HAREKETE
FAKTORLER DESTINASYON GECIREN
IMAJT FAKTORLER
Psikolojik
Degerler, Kisilik, Algisal/Biligsel Bilgi Kaynaklar:
Motivasyon Miktar ve Tiir
Etkili
Sosyal Onceki Deneyimler
Yas, Egitim, Medeni Genel
Durum ve digerleri Dagitim
J \. J \.

Sekil 1. Destinasyon Imaj1 Olusumunun Genel Cergevesi
Kaynak: Baloglu & McCleary (1999: 870).
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1.2. Sosyal Medya ve Destinasyon imaj fliskisi

21. Yiizyila gelindiginde, destinasyon imaji kavrami teknolojik gelismelerin ve degisen
tiiketici aligkanliklarimin etkisiyle cok daha karmasik bir hal almistir. Imaj, statik bir fotograftan
ziyade; zamanla, kisisel deneyimlerle, medya etkisiyle ve ekonomik krizler, dogal afetler veya
pandemi gibi gesitli dig faktorlerle siirekli sekillenen dinamik ve hareketli bir videoya benzetilebilir
(Tasci & Gartner, 2007, s. 413). Gegmiste destinasyon imaj1 agirlikli olarak destinasyon pazarlama
orgiitlerinin kontrollii iletisimiyle olusturulan imaj ve geleneksel medya tarafindan sekillendirilen
gosterilen imaj iizerinden ilerlerken; glinlimiizde kullanici iiretimi icerikler ve sosyal medya, imaj
olusumunda otantik ve organik imaj olarak adlandirilan en giivenilir kaynak haline gelmistir
(Gartner, 1994). Geleneksel pazarlama mesajlarina kiyasla, bir turistin TripAdvisor platformunda
paylastigt samimi bir yorum, resmi bir destinasyon brosiiriinden ¢ok daha etkili ve ikna edici
olabilmektedir (Litvin vd., 2008, s. 458). Ustelik destinasyonlarin tek ve homojen bir imaj1 yoktur;
kiiltiir, macera veya deniz-giines turistleri gibi farkli hedef kitleler ayni destinasyonu tamamen farkl
sekillerde algilayabilmektedir. Ayrica bir destinasyonun genel imaji olumlu olsa da, ulasim veya
konaklama gibi belirli bilegenlerine yonelik imaj olumsuz olabilmektedir. Bu baglamda,
kullanicilarin deneyimlerini metin, puan ve gorsellerle detaylandirdigi TripAdvisor, destinasyon
imajinin bilissel ve duygusal bilesenlerini eszamanli ve zengin bir sekilde yansitan devasa bir
platform islevi gérmektedir (Baloglu ve McCleary, 1999, s. 869; Marine-Roig ve Clavé, 2015, s.
169). Sonug olarak, bu platformdaki ¢evrimi¢i yorumlar, bir destinasyonun sahip oldugu organik
imaji1 biitiiniiyle anlamak, yonetmek ve hedef kitleye uygun stratejiler gelistirmek i¢in yoneticilere
paha bigilmez bir veri kaynagi sunmaktadir (Xiang & Gretzel, 2010).

Bilgi ve iletisim teknolojilerindeki ilerlemeler ve Web 2.0'n ortaya cikisi, turizm
endiistrisinde bilginin iiretimi, dagitimi ve tiiketimi siireclerinde koklii degisimlere yol agmaktadir.
Turistler artik pasif tiiketiciler olmaktan cikarak; bloglar, sosyal aglar ve ¢evrimici inceleme
platformlar1 aracilifiyla deneyimlerini paylasan ortak iireticiler haline gelmektedir (Neuhofer, 2016:
781). Geleneksel agizdan agiza iletisimin dijital ortama tasinmig hali olan e-WOM ve kullanici
tarafindan olusturulan igerikler, tiiketicilerin satin alma kararlarinda, yiiksek giivenilirlik ve
tarafsizlik algist nedeniyle geleneksel pazarlama mesajlarindan ¢ok daha etkili bir konuma
yiikselmektedir (Gretzel & Yoo, 2008, s. 36; Fritsch & Sigmund, 2016, s. 230). Sosyal medya ve e-
WOM!'un tiiketicilerin niyetleri ve tercihleri iizerindeki bu giiclii etkisi yalnizca turizmde degil, farkli
hizmet sektérlerinde de giincel arastirmalarla kanitlanmaktadir (Agaoglu vd., 2025). Ozellikle
seyahat planlamasinin dogasi geregi soyut ve denenmesi imkansiz olan turizm triinlerinde, diger
gezginlerin sagladig ¢evrimici degerlendirmeler, riski azaltmada ve alternatifleri degerlendirmede
kritik bir rol oynamaktadir. Arastirmalar, cevrimigi kullanict yorumlarinin en ¢ok konaklama tesisleri
seciminde etkili oldugunu, cinsiyet ve yas gibi demografik farkliliklarin bilgi arama ve yorumdan
faydalanma davraniglarini degistirebildigini gostermektedir (Gretzel & Yoo, 2008, s. 38).

Seyahat sektoriinde e-WOM denildiginde akla gelen en biiyiik platform olan TripAdvisor,
aylik yiiz milyonlarca ziyaret¢isi ve genis veri tabaniyla potansiyel turistler, turizm isletmeleri ve
destinasyon yoneticileri i¢in ¢ok yoOnlii bir ekosistem sunmaktadir (Yoo vd., 2016, s. 241).
Gligorijevic (2016, s. 217-218), Zagat, IgoUgo ve TripAdvisor gibi platformlarin, turizm
endiistrisinde pazarlama uygulamalarmi geleneksel reklamciliktan e-WOM'a kaydirdigini ve
markalarin hedef kitlelerine ulasmasi igin pazar nigleri yarattigimi vurgulamaktadir. Mevcut
alanyazin; oteller, restoranlar, antik kentler, milli parklar ve Avrupa baskentleri dahil olmak tizere e-
WOM'un ve TripAdvisor yorumlarinin turizm arastirmalarinda destinasyon ve isletme eksikliklerini
tespit etmede kusursuz bir ara¢ oldugunu gostermektedir (Marine-Roig & Clave, 2015; Cuhadar vd.,
2018; Arica & Corbaci, 2019; Sengiil & Cilgimoglu, 2023).

1.3. Kizkalesi ve Turistik Onemi

Mersin ilinin Erdemli ilgesine bagli Kizkalesi beldesinde konumlanan ve antik donemdeki
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ad1 Korykos olan yerlesim, sahilin yaklasik 400 ila 600 metre agigindaki bir ada iizerinde yer
almaktadir (Mersin Valiligi, t.y.). Tarih¢i Herodot'a gére Kibrish Kral Korykos tarafindan kurulan
kent, M.O. 4. yiizyila kadar uzanan koklii bir gegmise sahiptir (Miize, t.y.). Helenistik Dénem'de
gelismeye baslayan ve M.O. 1. yiizyilda kendi adina sikke bastiracak kadar giiglenen Korykos, M.O.
72'de Roma egemenligine girerek 6zellikle deniz ticareti baglaminda altin ¢agini yagsamistir (Miize,
t.y.). Strabon'un aktardigina gére, Roma doneminde bdlge bir siire korsanlarin barmagi olarak da
kullanilmis; hem Roma hem de Bizans dénemlerinde Dogu Akdeniz'in en 6nemli liman kentlerinden
biri konumuna erigmistir (Mersin Valiligi, t.y.).

Denizin ortasinda savunma ve gozetleme amaciyla insa edilen asil Kizkalesi'nin (I¢ Kale),
adada bulunan bir yazita goére 1199 yilinda I. Leon tarafindan yaptirildigi bilinmektedir (Mersin
Miize Miidiirligd, t.y.). Akdeniz'deki stratejik konumu nedeniyle tarih boyunca pek ¢cok medeniyetin
ilgisini ¢eken yapi; 1361 yilinda Kibris Kralligimin (Lusignanlar) korumasia girmis, 1448'de
Karamanoglu Beyligi (II. ibrahim) tarafindan fethedilmis ve 1473-1474 yillarinda Osmanl
Imparatorlugu'nun egemenligine gecerek zamanla eski askeri 6nemini yitirmistir (Miize, t.y.).
Toplam 192 metre uzunlugundaki sur duvarlar iizerinde {iggen, dortgen ve yuvarlak formlarda sekiz
adet burg yer almakta olup, bati surlar1 boyunca denize agilan ve gliniimiize kadar iyi korunmus olan
bir galeri (kap1) bulunmaktadir (Mersin Valiligi, t.y.).

Kiltir ve Turizm Bakanli§i Anitlar ve Miizeler Genel Midiirliigii koordinasyonunda
gergeklestirilen kazi ve temizlik caligmalarinda, kale avlusunda sarniglar, islikler ve bir yapi
kompleksi ortaya cikarilmistir (Mersin Il Kiiltiir ve Turizm Midiirliigi, t.y.). Bu kompleksin
icerisinde yer alan sapellerin zemininde, Roma ve Bizans donemi sanat anlayisini yansitan essiz
taban mozaikleri bulunmaktadir. Alanin arkeolojik zenginligini olusturan bu mozaiklerde, kiibik
taglarla geometrik ve figiiratif desenlerin yaratildigi "Opus Tessellatum" ile biiyiik renkli mermer ve
tas plakalarin kesilerek bir araya getirildigi "Opus Sectile" tekniklerinin ustalikla kullanildig: tespit
edilmigtir (Tiirkiye Kiiltlir Portali, t.y.). Giliniimiizde Kiiltiir ve Turizm Bakanligimin "Gelecege
Miras" projesi kapsaminda Dog¢. Dr. Sener Yildirim baskanliginda yiiriitilen giincel kazi
calismalarinda ise kalenin i¢indeki konutlar, yasam birimleri ve sur dibinde yer alan Orta Cag'a ait
tuvalet yapilart gibi donemin sosyo-kiiltiirel yagantisina 151k tutan yeni buluntular giin yiiziine
cikarilmaktadir (Demirdren Haber Ajansi, 2024). Alanin tasidigi bu derin tarihi ve arkeolojik 6nem,
2014 yilmda UNESCO Diinya Miras1 Gegici Listesi'ne dahil edilmesiyle de uluslararasi diizeyde
tescillenmistir (UNESCO TMK, 2016).

Kizkalesinin kiiltiirel mirasi yalnizca somut arkeolojik kalintilartyla sinirli kalmamus,
nesilden nesile aktarilan {inlii efsanesiyle de halk belleginde derin bir yer edinmistir. Yoresel
efsaneye gore; bir kral, danistig1 falcidan ¢ok sevdigi kizinin yi1lan sokmasi sonucu 6lecegini 6grenir.
Prensesi bu ac1 kaderden korumak amaciyla karadan uzak, denizin ortasindaki bu kaleyi insa ettirir.
Ancak adaya gonderilen bir liziim sepetinin i¢ine gizlenen yilan, prensesi sokarak kehanetin
gerceklesmesine neden olur (T.C. Mersin Valiligi, t.y.; Miize, t.y.). Bu tarihi, arkeolojik ve efsanevi
nitelikleriyle Kizkalesi, glinlimiizde Tiirkiye'nin en énemli kiiltiirel turizm destinasyonlarindan biri
olarak 6ne ¢ikmaktadir.

2. Alanyazin Taramasi

Turistik destinasyonlarin imajinin ve ziyaret¢i deneyimlerinin sosyal medya kanallar ve
cevrimigi platformlar iizerinden incelenmesi, turizm alanyazininda olduk¢a yaygin ve koklil bir
arastirma konusudur (Gretzel & Yoo, 2008; Marine-Roig & Clavé, 2015; Arica & Corbaci, 2019).
Yerli ve yabanci destinasyonlar baglaminda gerceklestirilen bu sayisiz ¢aligmanin bir kismi spesifik
olarak yiyecek-icecek isletmelerindeki ziyaret¢i deneyimlerine odaklanirken (Zhang vd., 2010;
Dalgic vd., 2016; Dogan vd., 2016; Erdem & Yay, 2017; Seyhanlhioglu & ileri, 2025), énemli bir
kism1 ise konaklama otel deneyimlerini degerlendirmeyi tercih etmistir (O'Connor, 2010; Cuhadar
& Akgil, 2018; Cuhadar vd., 2018; Zhao vd., 2019).
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Bu spesifik isletme odakli yaklasimlarin 6tesine gecerek olaya biitiinciil bir destinasyon imaj1
cergevesinden bakan ve verilerini dogrudan TripAdvisor iizerinden toplayarak analiz eden
arastirmalar da alanyazinda genis bir yer tutmaktadir (Arica & Corbaci, 2019; Manc1 &
Tengilimoglu, 2021; Sengiil & Cilginoglu, 2023; Tiir, 2023). Biitiinciil imaj1 inceleyen bu ¢aligmalar
icerik analizleri sonucunda genel olarak; destinasyonlarin dogal, tarihi ve kiiltiirel/mimari degerleri,
destinasyonun essiz atmosferi, altyapt ve ulasim kosullan, fiyat-fayda dengesi, yerel halkin ve
calisanlarin tutumu ile ¢evre kirliligi gibi belirgin temalar bulgulamislardir. Ayrica turistlerin kendi
aralarindaki etkilesimini gosteren potansiyel ziyaretcilere yonelik tavsiye, bilgilendirme ve uyarilar
da bu aragtirmalarda ortak ana temalar olarak ortaya konulmustur (Arica & Corbaci, 2019; Manc1 &
Tengilimoglu, 2021; Sengiil & Cilginoglu, 2023; Tiir, 2023).

Alanyazinda Mersin ili baglaminda yapilmis igerik analizi ve ¢evrimici yorum ¢alismalari
incelendiginde, Mersin'deki yoresel restoranlarin sikayet nedenlerini e-WOM iizerinden
degerlendiren bazi aragtirmalar (Dalgi¢ vd., 2016) bulundugu goriilmektedir. Ancak Mersin'in en
onemli tarihi ve turistik degerlerinden olan Kizkalesi'ni biitiinciil bir destinasyon imaji1 baglaminda
ele alan ve TripAdvisor yorumlar iizerinden bu alana yonelik bu arastirma gibi odaklanan herhangi
bir ¢aligmaya rastlanmamistir. Bununla birlikte platformlarin igleyisine ve sikayet mekanizmalarina
yonelik spesifik incelemeler de mevcuttur. Vasquez (2011), TripAdvisor'daki 100 olumsuz otel
yorumunu inceledigi ¢alismasinda, sikayetlerin genellikle olumlu ve olumsuz yargilarin bir arada
sunulmasiyla olusturuldugunu; yorumcularin siklikla agik beklenti ifadeleri kullandigini ve
sikayetlerini tavsiye veya uyart gibi diger s6z edimleriyle birlestirdigini bulgulamistir. Ayrica
TripAdvisor yorumlari, hedef kitlesinin hem otel yonetimi hem de diger seyahat edenler olmasi
nedeniyle geleneksel dogrudan ve dolayli sikayet ayrimlarini bulaniklastirmaktadir (Vasquez, 2011,
s. 1709).

Diger yandan e-WOM'un isletmeler tarafindan yonetimi konusunda eksiklikler soz
konusudur. Londra'daki 100 oteli TripAdvisor iizerinden analiz eden O'Connor (2010), otellerin
platformdaki cevap hakki 6zelligini kullanma oraninin %0,4 gibi son derece diisiik bir seviyede
kaldigini, dolayisiyla isletmelerin g¢evrimigi itibar yonetimi konusunda oldukca pasif kaldiklarin
ortaya koymustur. O'Connor (2010, s. 53) ayrica, sektorde yaygin olan sahte yorum diisiincesinin
aksine, platformdaki degerlendirmelerin biiyiik oranda gergek kullanici davraniglariyla ortiistiiglinii
kanitlamistir. Bir baska ¢alismada Tengilimoglu (2025), Antalya'daki 5 yildizli otellerin TripAdvisor
yorumlarina verdikleri yanitlar1 incelemis ve igletmelerin hizmet hatalarini telafi etmede genellikle
ylizeysel ve savunmaci kalarak ¢evrimigi itibar yonetiminde yetersiz olduklarini géstermistir.

Tirkiye baglaminda yapilan arastirmalar, otel ve restoran isletmelerinin e-WOM
performanslarmi gesitli degiskenler {izerinden analiz etmistir. Cuhadar ve Akeil (2018), Kalkan
bolgesindeki 81 konaklama isletmesinin TripAdvisor yorumlarini inceleyerek; isletme tiirii ve fiyat
diizeyinin ¢evrimigi miisteri skorlari lizerinde istatistiksel olarak anlamli farkliliklar yarattigini
saptamistir. Benzer sekilde Isparta'daki 30 konaklama tesisini inceleyen Cuhadar vd. (2018) de
pansiyon ve butik isletmelerin miisteri memnuniyeti skorlarinin otellere gore daha yiiksek oldugunu,
ancak konum, yasal statii veya gecelik fiyatin anlamli bir fark yaratmadigimi bulgulamistir. Yiyecek-
icecek sektorii ekseninde ise Erdem ve Yay (2017), Antalya il merkezindeki birinci sinif restoranlara
yonelik TripAdvisor sikayetlerini analiz etmis; miisterilerin en ¢ok ilgisizlik veta kabalik gibi ¢alisan
tutumlart hakkinda sikayetci oldugunu, bunu sirasiyla yiyecek-igeceklerin sunumu/lezzeti, servis
hiz, fiyat ve hizmet ortaminin izledigini ortaya koymustur.

Turistlerin seyahat motivasyonlar1 ile memnuniyetleri arasindaki iliski, destinasyon
secimlerinde dogrudan belirleyicidir (Albayrak & Caber, 2018, s. 201). Ayn1 zamanda, turistlerin
algiladiklar1 destinasyon imaji1 ve edindikleri bu deneyimler, destinasyonu gelecekte tekrar ziyaret
etme niyetlerini de dogrudan sekillendirmektedir (Bayraktar, 2022, s. 611). Lin (2025), Myanmar
orneginde destinasyon imajinin, turist memnuniyeti {izerindeki etkisini incelemis; kiiltiirel cevre ve
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altyap1 olanaklarinin yerli turist memnuniyetini etkileyen en temel faktorler oldugunu kanitlamistir.
Biiyiik veri ve kullanici yorumlarinin analizi de destinasyon yonetiminde vazgecilmez bir arag
olmustur. Marine-Roig ve Clavé (2015), Barselona'ya ozellikle Sagrada Familia’ya yonelik
100.000'den fazla blog ve seyahat yorumunu inceleyerek, e-WOM'un destinasyon markalamasindaki
roliini ve bilet kuyrugu gibi yapisal sorunlarin aninda tespit edilebilme giiclinii gdstermistir.
Belgika'nin Antwerp sehrinde TripAdvisor verilerini Sosyal Ag Analizi yontemiyle inceleyen Van
der Zee ve Bertocchi (2018) ise turistlerin farkli ¢ekicilikler, oteller ve restoranlar arasinda kurduklari
iligkisel aglar1 haritalandirarak destinasyon yoneticilerine turist davraniglarini kiimeleme imkani
sunmustur.

Tiirkiye'deki tarihi ve dogal cekiciliklere yonelik TripAdvisor analizleri de hiz kazanmustir.
Gobeklitepe tizerine yapilan bir igerik analizinde, Manct ve Tengilimoglu (2021) 518 ziyaretci
yorumunu degerlendirmis; alanin mistik atmosferi ve sinevizyon gosterisinin yiiksek memnuniyet
yarattigini, ancak yiiksek fiyat politikasi, yetersiz otopark ve devam eden kazilarin geziyi
kisitlamasimin sikayet konusu oldugunu saptamistir. Adiyaman'daki Nemrut Dagi ve Cendere
Kopriisii gibi 9 ¢ekicilik tizerine 754 yorumu inceleyen Arica ve Corbaci (2019), turistlerin bilgi
iretici rolline dikkat ¢ekerek; kiiltiirel/mimari degerler, ulasim, ¢evre ve personel tutumu gibi 11
farkli kategoride bilgi tiretildigini belirtmistir.

Doga turizmi merkezlerine bakildiginda; Tiir (2023) Kaz Daglari'na yonelik 251 yorumda
dogal ortam, oksijen ve temiz havanin ana 6vgii kaynagi oldugunu, ancak insan kaynakli ¢evre
kirliligi ve altyap1 yetersizliginin en ¢ok elestirilen faktorler oldugunu ortaya koymustur. Benzer
sekilde Yozgat Camligi Milli Parki iizerine calisan Sengiil ve Cilgmoglu (2023), 52 yorumda
katilimeilarin ¢ogunlukla alant miikemmel buldugunu, ancak yine isletme yetersizlikleri ve diger
ziyaretgilerin ¢evreye verdikleri zararlardan sikayet edildigini belirlemistir. Turizmin
stirdiiriilebilirligi ve ¢ekiciligi sadece dogrudan turistik tiriinlerle degil, tematik miizeler ve cevresel
duyarhliklarla da iliskilidir. Gastronomi turizminin bir pargast olan gastronomi miizelerinin web
sitelerini inceleyen Demirci (2021), Tiirkiye'deki 21 gastronomi miizesinin web igeriklerinde genel
tanitim bilgilerinin yer aldigini, ancak destinasyon tanitimi, sosyal medya entegrasyonu ve kurumsal
iletisim acisindan ciddi eksiklikler barindirdigini tespit etmistir.

Akdeniz havzasindaki destinasyonlarin geleceginin iklim degisikligi tehdidi altinda
oldugunu belirten Per ve Coskun (2025), “Vatandas Bilimi” yaklagimi ile, Akdeniz ekosistemlerinin
korunmasinda, deniz seviyesinin yiikselmesi, orman yanginlari ve biyogesitlilik kayb1 gibi tehditlere
karst yerel halkin ve turistlerin veri toplama siireglerine entegre edilmesinin Onemini
vurgulamiglardir. Turistlerin ve ziyaretcilerin ¢evreye karsi degisen bu farkindaliginin, kaginilmaz
olarak dogal ve tarihi sit alanlarina ydnelik ¢evrimici yorum ve beklentilerine de yansimasi
beklenmektedir. Bununla birlikte, Mersin'in Erdemli ilgesinde kiyidan agikta bir ada {izerinde yer
alan, tarihi Helenistik doneme uzanan Kizkalesi destinasyonu; hem UNESCO Diinya Miras1 Gegici
Listesi'nde bulunmasina hem de bolgenin en énemli ¢ekim merkezlerinden biri olmasina ragmen
cevrimici miisteri degerlendirmeleri baglaminda alanyazinda heniiz spesifik olarak incelenmemistir.
Kizkalesi'ni ziyaret eden turistlerin TripAdvisor platformundaki yorumlarinin igerik analizinin
yapilmasi, alanin tarihi ve dogal ¢ekiciliklerinin ziyaretgi tarafindaki algisini, konaklama ve altyap1
beklentilerini ile ¢esitli sorunlara yonelik farkindaliklarini ortaya koymak agisindan alanyazindaki
onemli bir boslugu dolduracaktir.

3. Yontem

Bu arastirma, sosyal medya platformlarindaki kullanici iiretimi igerikleri derinlemesine
anlamay1 hedefleyen nitel aragtirma deseninde tasarlanmigtir. Desen olarak, mevcut durumu oldugu
gibi betimlemeyi amaglayan betimleyici bir durum ¢aligmasidir. Durum ¢alismasi; arastirmacinin
kontrolii diginda gelisen giincel bir olguyu, olay1, programi veya bireyi kendi gergek yasam baglami
icerisinde ve sinirlandirilmig bir sistem dahilinde derinlemesine inceledigi nitel bir arastirma
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yaklagimidir (Creswell, 2007; Yin, 2009). Bu desen, agirlikli olarak nasil ve ni¢in sorularina yanit
arayarak, durumun karmasik yapisim birden fazla veri toplama araci yardimiyla biitiinciil ve zengin
bir bicimde betimlemeyi amacglamaktadir (Yildirim & Simsek, 2021). Bu yaklagim, verilerin altinda
yatan anlamlar1 ve temalar1 derinlemesine kesfetme olanagi tanimasi nedeniyle secilmistir.

3.1. Veri Toplama Siireci ve Veri Seti

Arastirmanin  verileri, Kizkalesi destinasyonu hakkinda diinyanin en biiyiik seyahat
platformlarindan biri olan TripAdvisor iizerinden toplanmistir. Veri toplama islemi icin Apify
platformunun TripAdvisor veri kaziyict aract kullanilmistir. Apify, kullanicilarin web sitelerinden
yapilandirilmis veri cekmesine olanak taniyan bulut tabanli bir otomasyon platformudur.

Veri toplama siireci su adimlari icermektedir:

1. TripAdvisor'da “Kizkalesi” anahtar kelimesi ile arama yapilarak destinasyona ait tiim
isletmeler ve ana destinasyon sayfasi belirlenmistir.

2. Apify platformunda TripAdvisor veri kaziyici araci yapilandirilarak, belirlenen
sayfalardaki tiim kullanici yorumlarinin ¢ekilmesi saglanmustir.

3. Veri ¢ekme islemi sonucunda, 474 adet kullanici yorumu elde edilmistir. Bu yorumlar,
kullanict adi, yorum metni, y1ldiz puani, yorum tarihi ve kullanici profili gibi bilgileri igermektedir.

Veri toplama islemi Aralik 2025 itibartyla gergeklestirilmis olup, etik kurallar ¢cergevesinde
kullanict adlari, profil baglantilar1 gibi kisisel tanimlayici tiim bilgiler analiz sirasinda
anonimlestirilmistir. Elde edilen 474 yorumluk veri seti, nitel analiz igin yeterli doygunluga ulagtigi
degerlendirilmistir.

3.2. Veri Analizi

Toplanan veri seti, nitel veri analizi yazilimi MAXQDA 2020'ye aktarilmistir. Verilerin
analizinde, icerik analizi yontemi kullanilarak Braun ve Clarke'in (2006) tematik analiz asamalari
sistematik olarak izlenmistir. {1k olarak tiim veri seti birkag kez dikkatle okunmus, genel bir izlenim
edinilmistir. Metinlerdeki 6nemli ifadeler, kavramlar ve tekrar eden oOriintiiler i¢in ilk kodlar
olusturulmustur. Olusturulan kodlar benzerliklerine ve anlam birlikteliklerine gore gruplandirilarak
potansiyel temalar olusturulmustur. Ardindan olusturulan potansiyel temalarin veri setiyle uyumu
kontrol edilmis, bazi temalar birlestirilmis, bazilari ise ayrilmis veya yeniden adlandirilmigtir. Daha
sonra nihai temalar kesinlestirilmis, her bir temanin kapsami ve sinirlart netlestirilmis, temalart en
iyl temsil edecek isimler verilmistir. Son olarak bulgular béliimiinde, her bir tema ayrintili olarak
aciklanmis ve temay1 temsil eden dogrudan aktarimlar ile desteklenmistir. Analizin tutarliligini ve
inandiriciligini artirmak amaciyla, turizm alaninda uzman bagka bir arastirmaci rastgele segilen 50
yorumu bagimsiz olarak incelemistir. Ardindan iki arastirmacinin kodlama kararlar1 ve tema
siniflandirmalart karsilastirilmistir. Goriis ayriligi bulunan noktalar tartisilmis ve nihai kodlama ile
tema yapisi iizerinde uzlasi saglanmustir.

4. Bulgular

Arastirmanm bu boliimiinde, Apify platformu araciligiyla TripAdvisor'dan cekilen ve
Kizkalesi destinasyonuna yonelik toplam 474 kullanicit yorumundan olusan veri setinin MAXQDA
2020 nitel veri analizi programi ile gergeklestirilen tematik igerik analizi sonuglarina yer
verilmektedir. Yapilan analiz sonucunda, Kizkalesi'ni ziyaret edenlerin TripAdvisor yorumlarinda
one ¢ikan dort ana tema ve bu temalara ait on {i¢ alt kod belirlenmistir. Ana temalar sunlardir: (1)
Tarihi ve Kiiltiirel Miras, (2) Dogal Giizellik ve Plaj Deneyimi, (3) Altyapi, Temizlik ve Kalabalik
Sorunlari, (4) Yiyecek-Icecek, Konaklama ve Fiyatlandirma. Bu temalar, destinasyonun hem giiclii
yonlerini hem de gelistirilmesi gereken alanlarmi biitiinciil bir sekilde ortaya koymaktadir.
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Arastirmada, her bir yorum icerdigi tematik unsurlara gore kodlanmais; bir yorum birden fazla
temaya ait kod igerebildigi i¢in toplam frekans degerleri yorum sayisinin iizerinde gergeklesmistir.
Tematik kodlarin frekans ve yilizde dagilimi Tablo 1'de sunulmus, ardindan her bir ana tema ve alt
kod, dogrudan kullanict alintilartyla desteklenerek ayrintili sekilde agiklanmastir.

Tablo 1: Tematik Kodlarin Frekans ve Yiizde Dagilimi

Ana Tema Alt Kodlar Frekans Tema Ici G?nel ,
(n) (%) Yiizde (%)
. 1.1. Essiz Konum ve Manzara 152 51,2 32,1
1. Tarihive ) 5 Tarihi Doku ve Efsane 98 33 20,7
Kiiltiirel o
Miras 1.3. Restorasyon ve Erisim Sorunlari 47 15,8 9,9
Toplam (Tema 1) 297 100 62,7
2.1. Kum Plaj ve S1g Deniz 141 47,8 29,7
2 Dogal 2.2. Denizin Temizligi ve Berrakh 86 29,2 18,1
Giizellik ve .2. Denizin Temizligi ve Berrakligi , ,
Plaj Deneyimi 2.3. Manzara ve Atmosfer 68 23 14,3
Toplam (Tema 2) 295 100 62,2
3.1. Cevre Kirliligi 124 35,7 26,2
3 Altyapi, 3.2. Altyapt Eksiklikleri (Dus/Tuvalet/Otopark) 98 28,2 20,7
Temizlik ve .2. Altyap1 Eksiklikleri (Dus/Tuvalet/Otopark) , ,
Kalabalik 3.3. Asir1 Kalabalik ve Giiriiltii 87 25,1 18,4
Sorunlari 3.4. Hizmet Kalitesi ve Calisan Davranisi 38 11 8
Toplam (Tema 3) 347 100 73,2
4. Yiyecek- 4.1. Fiyat-Performans 89 50 18,8
ig(e)flgll((’lama 4.2. Yiyecek-igecek Deneyimi 58 32,6 12,2
ve 4.3. Konaklama Deneyimi 31 17,4 6,5
Fiyatlandirma Toplam (Tema 4) 178 100 37,6

Not: Bir yorum birden fazla temaya ait kod icerebileceginden, toplam frekanslar (1.117) yorum sayisindan
(474) fazladwr. Genel yiizde degerleri, ilgili kodun frekansimin toplam yorum sayisina (474) oranlanmasiyla
hesaplanmstir.

Tablo 1, Kizkalesi'ne yonelik TripAdvisor yorumlarinda 6ne ¢ikan tematik kodlarin frekans
ve yiizde dagilimmi gostermektedir. Tabloya gore, "Altyapi, Temizlik ve Kalabalik Sorunlart”
temasina ait kodlar toplam 347 kez kodlanmis olup bu deger toplam yorum sayisinin %73,2'sine
karsilik gelmektedir. Bu tema icinde en sik vurgulanan alt kod "Cevre Kirliligi" (124 kodlama,
%26,2) olurken, bunu "Altyap1 Eksiklikleri" (98 kodlama, %20,7) ve "Asir1 Kalabalik ve Gurtlti"
(87 kodlama, %18,4) izlemektedir. Olumlu temalar arasinda ise "Dogal Giizellik ve Plaj Deneyimi"
295 kez (%62,2), "Tarihi ve Kiiltiirel Miras" ise 297 kez (%62,7) kodlanmistir. Bu dagilim,
Kizkalesi'nin dogal ve tarihi g¢ekiciliklerinin ziyaretgiler tarafindan begenildigi, ancak altyapi,
temizlik ve kalabalik gibi sorunlarin destinasyon deneyimini ciddi sekilde olumsuz etkiledigini
ortaya koymaktadir. Kullanici yorumlarindan yapilan dogrudan alintilar 6zgiin haliyle aktarilmais;
yorumlardaki yazim ve dil bilgisi hatalar1 diizeltilmemistir.

Tema 1: Tarihi ve Kiiltiirel Miras

Bu tema, Kizkalesi'nin belirgin ve siklikla vurgulanan 6zelliklerinden biridir. Bu temaya ait
toplam 297 kodlama tespit edilmis olup bu deger toplam yorum sayisiin %62,7'sine karsilik
gelmektedir; ziyaretciler kalenin egsiz konumundan, tarihi dokusundan ve ona eslik eden efsaneden
derinden etkilendiklerini ifade etmektedirler. Tema iginde en sik vurgulanan alt kod, %51,2 ile “Essiz
Konum ve Manzara” olurken, bunu %33,0 ile “Tarihi Doku ve Efsane” ve %15,8 ile “Restorasyon
ve Erigsim Sorunlar1” izlemektedir.
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Alt Kod 1.1: Essiz Konum ve Manzara (n=152, %51,2): Ziyaretciler, kalenin denizin

199 <C

ortasindaki konumunu “biiyiileyici”, “masal satosu gibi” ve “essiz” olarak tanimlamaktadir.

“Uzaktan bile ¢ok ihtisaml1 ve etkileyici duran bir yap1.” (Kullanici 42)
“Schonen sandatrand mit hervorragenden blick auf die burg Kizkalesi.” (Kullanici
5) — “Kizkalesi Kalesi'nin muhtesem manzarasina sahip giizel kumlu plaj.”

o “Denizin ortasinda bir ada gibi bir kale.” (Kullanic1 232)

Alt Kod 1.2: Tarihi Doku ve Efsane (n=98, %33,0): Kalenin tarihi ve ona bagli anlatilar,
ziyaretgilerin ilgisini ¢eken dnemli bir unsurdur. Bazi kullanicilar kalenin tarih¢esine dair
detayl1 bilgiler paylasirken, bazilar1 da efsanenin etkileyiciliginden bahsetmektedir.

o “Buessiz manzara ve kiiltlirel deger, aslinda ¢ok daha 6zenli korunmay1 hak ediyor.”
(Kullanic1 167)

o “Kiz Kalesi'nin kisa hikayesi; Deniz Kalesi olarak da bilinen Kiz Kalesi, adin1 da
verdigi mahalle sahilindeki kii¢iik bir adacigin {izerinde kurulmustur...” (Kullanici
105)

Alt Kod 1.3: Restorasyon ve Erisim Sorunlar1 (n=47, %15,8): Tarihi dokuya duyulan
hayranligin yani sira, kalenin restorasyon durumu ve erigsim kosullar1 hakkinda da yorumlar
bulunmaktadir.

“Kale restorasyon nedeniyle kapalidir.” (Kullanici 13)

o “Fir mehrere Jahre geschlossen. Keine Info im Internet.” (Kullaniei 47) — “Birkag
yildir kapali. Internette bilgi yok.”

o “Yapi igerisinde yikilmalar olusmus durumda. Iceride yiiriirken dikkatli olmaniz
gerekiyor.” (Kullanic1 54)

Tema 2: Dogal Giizellik ve Plaj Deneyimi

Bu tema, Kizkalesi'nin dogal c¢ekiciliklerine, oOzellikle de sahiline ve denizine

odaklanmaktadir. Bu temaya ait toplam 295 kodlama tespit edilmis olup bu deger toplam yorum
sayisinin %62,2'sine karsilik gelmektedir. Yorumlar, plajin kum yapisi, denizin siglig1 ve temizligi
gibi unsurlar1 siklikla vurgulamaktadir. Tema i¢inde “Kum Plaj ve S1g Deniz” %47,8 ile en yiiksek
orana sahiptir. “Denizin Temizligi ve Berraklig1” %29,2, “Manzara ve Atmosfer” ise %23,0 ile bu
temay1 tamamlamaktadir.

Alt Kod 2.1: Kum Plaj ve Si1g Deniz (n=141, %47,8): Plajin ince kumlu olmasi1 ve denizin
uzun siire s1g kalmasi, ozellikle ¢ocuklu aileler tarafindan biiylik bir avantaj olarak
degerlendirilmektedir.

o “Plaj tamamen kum, denizi 50 metreye kadar s1g oldugu i¢in 6zellikle ¢ocuklu aileler
icin uygundur.” (Kullanic1 158)

o “Denizi s1g ve temiz, bu da 6zelliginden dolay1 ¢cocuklar ve ylizme bilmeyenler i¢in
giivenli bir ortam sunuyor.” (Kullanici 157)

o “Kumsali incecik kumlartyla muhtesem giizellikte.” (Kullanici 197)

Alt Kod 2.2: Denizin Temizligi ve Berrakhgi (n=86, %29,2): Bir¢ok ziyaret¢i, denizin
temizliginden ve berrakligindan &vgiiyle bahsetmektedir.
o “Deniz tertemiz ve soguktu baliklar goriiniiyordu.” (Kullanici 82)
o "Denizi harika ve cok uzun mesafelere kadar diz ve bel boyu kadar.” (Kullanici 154)
o “Pigkna plaza, piasek, widok nieziemski czysta woda.” (Kullanic1 39) — “Giizel plaj,
kum, cennet manzarasi, berrak su.”
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o Alt Kod 2.3: Manzara ve Atmosfer (n=68, %23): Ziyaretciler, genel manzara ve
destinasyonun sagladig1 atmosfer hakkinda da olumlu degerlendirmelerde bulunmaktadir.

o “Manzara, deniz harika...” (Kullanic1 188)
o “Kiz kalesi masal satolarina benziyordu. Huzur verici bir atmosferi var.” (Kullanic
44)
Tema 3: Altyapi, Temizlik ve Kalabalik Sorunlar

Bu tema, Kizkalesi ile ilgili en yogun olumsuz elestirilerin toplandigi alandir. Bu temaya ait
toplam 347 kodlama tespit edilmis olup bu deger toplam yorum sayisinin %73,2'sine karsilik
gelmektedir. Ziyaretciler, bu temada altyapr eksiklikleri, ¢evre kirliligi ve asir1 kalabaliktan
duyduklar rahatsizlig1 dile getirmektedir. Bu tema, destinasyonun siirdiiriilebilirligi agisindan en
kritik iyilestirme alanlarini isaret etmektedir. Tema iginde “Cevre Kirliligi” %35,7 ile en sik dile
getirilen sikayet olurken, bunu %28,2 ile “Altyap1 Eksiklikleri”, %25,1 ile “Asirn Kalabalik ve
Girtlti” ve %11,0 ile “Hizmet Kalitesi ve Personel Davranis1” takip etmektedir.

e Alt Kod 3.1: Cevre Kirliligi (n=124, %35,7): Yorumlarda en sik tekrarlanan sikayetlerden

biri, plajdaki ve denizdeki kirliliktir. Sigara izmaritleri, plastik atiklar ve genel ¢6p sorunu
siklikla vurgulanmaktadir.

“Her taraf ¢op dolu. Insanlar ¢oplerini yere atiyor.” (Kullanici 163)

“Deniz ¢ok pisti... Sahili ve denizi kirletiyor.” (Kullanici 177)

“Plaj ¢ok kirli, suda plastik ve cok sayida mikroplastik var. Temiz degil.” (Kullanici

94)

o “Cevre temizligine pek dikkat edilmiyor.” (Kullanici 110)
e Alt Kod 3.2: Altyap1 Eksiklikleri (Dus, Tuvalet, Otopark) (n=98, %28,2): Yetersiz dus

ve tuvalet sayisi, bu alanlarin temizliksizligi ve otopark sorunu sikca dile getirilen diger
problemlerdir.

o “Dus alanlar sikint1... Koca sahilde 4 tane dus var.” (Kullanici 139)
o “Dus ve kiyafet degistirme yeri yok.” (Kullanici 162)
o “Arag parki problem. Biraz yiirlimeniz gerekecek.” (Kullanici 141)
e AltKod 3.3: Asir1 Kalabalik ve Giiriiltii (n=87, %25,1): Ozellikle yaz sezonunda yasanan

asirt kalabalik ve buna bagli giiriiltii, ziyaret deneyimini olumsuz etkileyen bir diger
faktordiir.

o “Igne atsan yere diismez dyle bir kalabalik.” (Kullanic1 111)
o “Asiri kalabalik ve pisti... Insanlar iist iiste yiiziiyor.” (Kullanic1 153)
o “Cok giiriiltillii bir plaj, sakin ve dinlendirici bir tatil i¢in ideal degil.” (Kullanic1 94)
e Alt Kod 3.4: Hizmet Kalitesi ve Personel Davramsi (n=38, %11,0): isletmelerdeki
personelin ilgisizligi, yetersiz hizmet ve bazi durumlarda sergiledigi olumsuz tutumlar da
elestiri konusu olmustur. Konaklama isletmelerinde ¢alisanlarin misafirlerle kurdugu

iletisimin hizmet verimliligi ve misafir deneyimi agisindan 6nemli oldugu belirtilmektedir
(Saym & Karaman, 2019).

o “Temizlik yapan c¢ocuklar ¢ok bikkin, izmaritleri toplamak yerine kuma
gomiiyorlar.” (Kullanic1 92)

o “Isletmeler isi ticarete dokmiis, saticilar ve calisanlar miisterileri kaziklama
pesinde.” (Kullanic 153)

Tema 4: Yiyecek-icecek, Konaklama ve Fiyatlandirma
Bu tema, ziyaretcilerin bolgedeki ekonomik faaliyetler ve hizmetler hakkindaki goriislerini
icermektedir. Bu temaya ait toplam 178 kodlama tespit edilmis olup bu deger toplam yorum sayisinin
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%37,6's1a karsilik gelmektedir. Fiyat-performans dengesi, bu temanin merkezinde yer almaktadir.
Tema i¢inde “Fiyat-Performans Degerlendirmeleri” %50,0 ile yarisii olusturmakta, “Yiyecek-
Icecek Deneyimi” %32,6 ve “Konaklama Deneyimi” %17,4 ile bu temay1 tamamlamaktadir.

e Alt Kod 4.1: Fiyat-Performans Degerlendirmeleri (n=89, %50,0): Ziyaretciler, sezlong
kiralama, yiyecek-igecek ve tekne turlar1 gibi hizmetlerin fiyatlarim siklikla
degerlendirmektedir. Fiyatlarin yliksek bulundugu yorumlar kadar, uygun bulan yorumlar da

mevcuttur.
o “2sezlong 1 semsiye 400TL fiyatlar uygun.” (Kullanici 158)
o “Fiyatlar1 uygun. Ortam giizel.” (Kullanict 71)
o “Sezlonglar iki adet 400 tl. Bosuna para vermeyin.” (Kullanic1 183)
o “Kesinlikle ¢ok pahali bence bi denetlemeleri gerek kiigiik bi su 60 tl olurmu?”

(Kullanic1 69)

o Alt Kod 4.2: Yiyecek-Icecek Deneyimi (n=58, %32,6): Bolgedeki restoranlar ve kafeler
hakkinda hem olumlu hem de olumsuz yorumlar bulunmaktadir. Yemeklerin lezzeti ve
cesitliligi takdir edilirken, bazi igletmelerdeki fiyatlar ve hizmet kalitesi elestirilmektedir.

o “Balik restoranlari: taze balik ve meze lezzetli ama biraz pahali.” (Kullanic1 126)
“Yemeklerin lezzeti idare eder, hizmet iyi.” (Kullanici 82)
“Hamburger meniisii miyde yakiyor.” (Kullanici 79)

e Alt Kod 4.3: Konaklama Deneyimi (n=31, %17,4): Bolgedeki otel ve pansiyonlarda
konaklayan ziyaretgiler, agirlikli olarak tesislerin temizligi, personelin ilgisi ve konum
avantaji lizerinde durmaktadir. Konaklama fiyatlarinin makul bulunmasi, bu alt kodda 6ne
¢ikan bir diger olumlu degerlendirmedir; bununla birlikte yorumlarm bir kisminda tesislerin
fiziki olanaklarinin sinirliligina ve yogun sezonda hizmet kalitesindeki dalgalanmalara isaret
edilmektedir.

o “Otel temiz ve personel ilgili.” (Kullanic1 17)
o “Otel fiyatlart uygun, konaklama i¢in ideal.” (Kullanici 105)

5. Tartisma ve Sonug¢

Bu ¢alisma, Kizkalesi destinasyonuna yonelik TripAdvisor yorumlarinin derinlemesine bir
nitel analizini sunarak, destinasyon imajinin ¢ok boyutlu yapisim1 ve ziyaret¢i deneyimlerini
sekillendiren temel unsurlari ortaya koymustur. Bulgular, Kizkalesi imajinin, birbirinden ayrigan dort
ana tema etrafinda sekillendigini gostermektedir: “Tarihi ve Kiiltiirel Miras”, “Dogal Giizellik ve
Plaj Deneyimi”, “Altyap1, Temizlik ve Kalabalik Sorunlari” ile “Yiyecek-Igecek, Konaklama ve
Fiyatlandirma”. Bu temalar, destinasyonun hem gii¢lii yonlerini hem de gelistirilmesi gereken
alanlarii yansitmaktadir.

5.1. Alanyazina Yonelik Ciktilar

Arastirma bulgulari, turizm literatiirinde e-WOM ve kullanic1 iiretimi igeriklerin
destinasyon imaj1 tizerindeki belirleyici roliinii bir kez daha dogrulamaktadir (Gretzel & Yoo, 2008;
Fritsch & Sigmund, 2016; Neuhofer, 2016). Kizkalesi'ni ziyaret eden turistler, TripAdvisor
platformunda deneyimlerini detayli bir sekilde paylasarak, pasif tiiketiciler olmaktan ¢ikip
destinasyon imajinin ortak iireticileri haline gelmislerdir. Bu durum, Vasquez'in (2011) TripAdvisor
yorumculariin sadece deneyimlerini anlatmakla kalmayip, ayn1 zamanda diger gezginlere tavsiye
ve uyarilarda bulunarak karmasik s6z edimleri gerceklestirdigi bulgusuyla da ortiismektedir. Nitekim

Kizkalesi yorumlarinda da “hafta i¢i gidin”, “sezlonga para vermeyin”, “kendi yiyeceginizi getirin”
gibi yonlendirici ifadeler siklikla goriilmektedir.

“Tarihi ve Kiiltiirel Miras” ile “Dogal Giizellik ve Plaj Deneyimi” temalari, Kizkalesi'nin en
giiclii ve en sik vurgulanan yonlerini olusturmaktadir. Ziyaretgilerin kalenin essiz konumuna, tarihi
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dokusuna, mitolojik efsanesine, ince kumlu plajina ve sig denizine yonelik ovgiileri, literatiirdeki
benzer caligmalarla paralellik gostermektedir. Manci ve Tengilimoglu'nun (2021) Gobeklitepe
calismasinda alanin mistik atmosferinin yliksek memnuniyet yaratmasi, Arica ve Corbaci'nin (2019)
Adiyaman'daki tarihi cekiciliklerde kiiltlirel/mimari degerlerin 6n plana ¢ikmasi, Tiir'iin (2023) Kaz
Daglari'nda dogal ortam, oksijen ve temiz havanin ana Ovgii kaynagi olmasi ve Sengil ve
Cilginoglu'nun (2023) Yozgat Camligi'nda ziyaretgilerin alan1 mitkemmel bulmasi, dogal ve tarihi
cekiciliklerin destinasyon imajindaki merkezi roliinii teyit etmektedir. Kizkalesi 6zelinde, bu iki
giiclii temanin bir arada bulunmasi, destinasyonu hem kiiltiir turizmi hem de deniz kum giines turizmi
acisindan cazip kilmaktadir.

Ancak arastirmanin en dikkat cekici bulgusu, bu giiclii olumlu imajin golgesinde,
destinasyonun siirdiiriilebilirligi agisindan ciddi riskler olusturan bazi sorunlarin varligidir. “Altyapi,
Temizlik ve Kalabalik Sorunlari” temas:1 altinda toplanan bulgular, Kizkalesi'nin en zayif ve
iyilestirilmesi en acil yonlerini isaret etmektedir. Ozellikle plaj ve denizdeki kirlilik, yetersiz dus,
tuvalet ve otopark gibi altyapi eksiklikleri ve yiiksek sezon olan yaz aylarinda yasanan asir1 kalabalik,
ziyaret¢i deneyimini 6nemli Ol¢lide olumsuz etkilemektedir. Bu bulgular, literatiirdeki bir¢ok
calismayla giiclii bir paralellik gostermektedir. Tiir (2023) Kaz Daglari'nda insan kaynakli ¢evre
kirliligini, Sengiil ve Cilgmoglu (2023) Yozgat Camligi'nda diger ziyaretgilerin ¢evreye verdikleri
zararlar1 en onemli sikayet kaynaklar1 olarak tespit etmistir. Kizkalesi yorumlarinda da benzer
sekilde, ziyaretcilerin biraktig1 ¢opler ve sigara izmaritleri en sik dile getirilen rahatsizlik konulart
arasinda yer almaktadir. Manci ve Tengilimoglu (2021) Gobeklitepe'de yetersiz otoparki, Marine-
Roig ve Clavé (2015) Barselona'da bilet kuyrugu gibi yapisal sorunlar1 sikayet konusu olarak
belirlemistir. Kizkalesi'nde de dus, tuvalet ve otopark yetersizligi benzer bir hayal kiriklig1
yaratmaktadir. Lin'in (2025) altyap1 olanaklarinin yerli turist memnuniyetini etkileyen temel
faktorlerden biri oldugu bulgusu, Kizkalesi 6zelinde de dogrulanmaktadir. Marine-Roig ve Clavé
(2015) Barselona'da kalabaligin olumsuz bir tema olarak varligina dikkat c¢ekerken, Kizkalesi
yorumlarinda da 6zellikle yaz sezonunda yasanan asir1 kalabalik ve buna bagh giiriiltii, huzur arayan
ziyaretgiler i¢in 6nemli bir memnuniyetsizlik kaynagidir.

“Yiyecek-igecek, Konaklama ve Fiyatlandirma” temasi ise destinasyonun ekonomik
boyutuna 1g1k tutmaktadir. Ziyaretgilerin fiyat-performans dengesini sik¢a sorgulamasi, Erdem ve
Yay'in (2017) Antalya'daki restoranlara yonelik ¢aligmasinda tespit ettigi yiiksek fiyat sikayetiyle ve
Manci ve Tengilimoglu'nun (2021) Gobeklitepe'de vurguladig: yiiksek fiyat politikasi elestirisiyle
ortiismektedir. Ayrica, yorumlarda personel tutumuna yonelik bazi olumsuz ifadeler, Erdem ve
Yay'in (2017) galismasinda en sik dile getirilen sikayet olan olumsuz personel tutumu bulgusunu
desteklemektedir. Isletmelerin cevrimigi itibar yonetimi konusundaki pasifligi, O'Connor'in (2010)
Londra'daki oteller iizerine yaptigi c¢alismada ortaya koydugu gibi, Kizkalesi 6zelinde de
gbzlemlenmigtir.

Bu calisma, mevcut literatiire {i¢ temel katki sunmaktadir. Literatiirde oteller (Cuhadar &
Akgil, 2018; Cuhadar vd., 2018; O'Connor, 2010), restoranlar (Erdem & Yay, 2017), antik kentler
(Arica & Corbaci, 2019; Manci & Tengilimoglu, 2021), milli parklar (Sengiil & Cilginoglu, 2023;
Tiir, 2023) ve biiyliksehirler (Marine-Roig & Clavé, 2015; Van der Zee & Bertocchi, 2018) {izerine
kapsamli caligmalar bulunmakla birlikte, Kizkalesi gibi hem tarihi hem de dogal c¢ekicilikleri
biinyesinde barindiran, kiy1 seridindeki spesifik bir destinasyonun TripAdvisor yorumlar lizerinden
analizi ilk kez bu ¢aligmayla gerceklestirilmistir. Bu, 6zellikle Akdeniz havzasindaki benzer kiy1
destinasyonlarinin yonetimi ve pazarlanmasi igin degerli bir drnek teskil etmektedir.

Caligma, bir destinasyonun imajini olusturan unsurlar1 biitiinciil bir perspektifle ele alarak,
bu unsurlarin Dbirbirleriyle nasil etkilesime girdigini ve ziyaret¢i memnuniyetini nasil
sekillendirdigini ortaya koymustur. Bulgular, gii¢lii tarihi ve dogal ¢ekiciliklerin varliginin, altyapi
ve temizlik gibi temel sorunlar tek basma telafi edemeyecegini gdstermektedir. Bununla birlikte
ziyaret¢i yorumlar1 iizerinden destinasyonun siirdiiriilebilirlik sorunlarina dair giiclii kanitlar
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sunmakta ve Per & Coskun (2025) tarafindan vurgulanan Vatandas Bilimi ve iklim degisikligi
farkindalig1 gibi giincel yaklagimlarla iligki kurmaktadir. Bu yoniiyle calisma, kiiltiirel mirasin
korunmasi ve siirdiiriilebilir turizm yonetimi literatiiriine katk1 saglamaktadir.

5.2. Uygulamacilara Yonelik Ciktilar

Sonug¢ olarak, Kizkalesi, sahip oldugu essiz tarihi ve dogal zenginlikler sayesinde
TripAdvisor'da giiclii bir olumlu imaja sahiptir. Ancak bu imaj, altyap: eksiklikleri, ¢cevre kirliligi,
asirt kalabalik ve fiyatlandirma politikalar1 gibi yapisal sorunlar nedeniyle tehdit altindadir.
Ziyaretcilerin dile getirdigi bu sorunlar, destinasyonun yalnizca dogal ve tarihi giizelliklerine
giivenerek rekabet edemeyecegini, ayn1 zamanda temizlik, konfor, diizen ve fiyat-performans
dengesine iliskin beklentilerin karsilanmasi gerektigini gostermektedir.

Arastirma, destinasyon yoneticilerine, yerel yonetimlere ve turizm isletmecilerine cesitli
oneriler sunmaktadir. Oncelikle plaj ve deniz temizligi acil olarak ele alinmalidir. Diizenli temizlik
ekipleri olusturulmali, ¢op kutular1 artirilmali ve ziyaretgilerin ¢evre bilincini artirmaya yonelik
kampanyalar diizenlenmelidir. Bu konuda, yerel halk ve ziyaretgiler de siirece dahil edilebilirler.
Tarihi sit alan1 kisitlamalar1 géz oniinde bulundurularak, mevcut dus, tuvalet ve soyunma kabini
sayist artirtlmali, bu alanlarin temizligi ve bakimi diizenli olarak yapilmalidir. Otopark sorununa
¢Oziim bulmak i¢in alternatif alanlar olusturulmali veya mevcut alanlar daha verimli kullaniimalidir.
Altyap1 olanaklari turist memnuniyetinde kritik bir faktordiir. Ozellikle bolge igin yiiksek sezon olan
yaz aylarinda yasanan asir1 yogunlugu ydnetmek icin ziyaret¢i akisini diizenleyici planlamalar
yapilmali, alternatif sezonlar tesvik edilmelidir. Bolgedeki isletmelerin fiyat politikalar1 diizenli
olarak denetlenmeli, fahis fiyat uygulamalarinin 6niine gecilmeli ve fiyat-performans dengesinin
korunmasi saglanmalidir. Bunun yaninda, bolgedeki turizm isletmecilerine yonelik girisimcilik ve
yenilikgilik egitimlerinin diizenlenmesi, degisen ziyaretci beklentilerine cevap verebilecek yeni
hizmetlerin gelistirilmesini destekleyebilir. Nitekim girisimcilige yonelik tutum ve egitimin,
bireylerin girisimcilik niyetlerini anlamli bicimde etkiledigi belirtilmektedir (Ince vd., 2023).
Isletmeler TripAdvisor’daki cevap hakki 6zelligini daha aktif kullanmali, olumsuz yorumlara hizli,
¢Oziim odakli ve profesyonel yanitlar vererek itibar yonetimini aktif olarak yapmalidir. Yorumlar,
hizmet kalitesini iyilestirmek i¢in bir geri bildirim mekanizmasi olarak kullanilmalidir. Son olarak
dijital pazarlama stratejilerinde, gii¢lii yonler olan tarihi miras ve dogal giizellikler 6n plana
cikarilmalidir. Ancak web iceriklerindeki eksiklikler, Kizkalesi'nin dijital tanitimi i¢in de bir uyari
niteligindedir. Destinasyonun web sitesi ve sosyal medya hesaplari, giincel, dogru ve etkilesimli
igeriklerle zenginlestirilmelidir.

5.3. Arastirma Simirhliklari ve Gelecek Calismalar icin Oneriler

Bu ¢alismanin en 6nemli sinirliligi, verilerin sadece tek bir platformdan elde edilmis olmast,
sinirlt sayida yorumu kapsamasi ve analizin yalnizca metin tabanli ifadelere dayanmasidir. Gelecekte
yapilacak ¢aligsmalarda, aragtirma kapsaminin genisletilerek Instagram ve Google Maps gibi farkli
cevrimici platformlar1 da igeren daha biiyiik bir veri setiyle duygu ve igerik analizini birlestiren
karma ydntem arastirmalarinin yapilmasi Onerilmektedir. Bu tiir ¢oklu platform yaklasimlari,
Kizkalesine yonelik daha kapsamli ve biitiinciil bir destinasyon imaji haritas1 g¢ikarilmasim
saglayacaktir. Ayrica, elde edilen ¢evrimigi bulgularin zenginlestirilmesi amaciyla, bolgede faaliyet
gosteren turizm isletmesi yoneticileri veya bolgeye gelen ziyaretcilerle derinlemesine goriigmeler
yapilarak farkli paydaslarin goriisleri analize dahil edilebilir. Bunun yani sira, Kizkalesi imajinin
zaman i¢indeki degisimini incelemek iizere boylamsal bir ¢aligma tasarlanabilir. Son olarak, benzer
turistik ve tarihi 6zelliklere sahip Yunanistan, Italya veya Hirvatistan gibi diger Akdeniz kiy1
destinasyonlariyla karsilastirmali analizler yapilmasi, Kizkalesi'nin uluslararas1 pazardaki
konumunun ve rekabet giicliniin daha net bir bi¢imde ortaya konmasina olanak taniyacaktir.
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ETiK BEYANLAR
Arastirma ve Yayin Etigi
Yazar(lar), bu makalenin 6zgiin bir ¢alisma oldugunu ve bilimsel aragtirma ve yayin etigi
ilkelerine uygun olarak hazirlandigimi beyan eder. Makale daha dnce herhangi bir yerde
yayimmlanmamisg olup bagka bir dergide degerlendirme siirecinde degildir.
Calismada kullanilan tiim kaynaklar akademik kurallara uygun bigcimde atiflanmistir.
Yazar(lar), caligmanin intihal, veri uydurma, veri tahrifi veya manipiilasyon igermedigini;
aragtirma bulgularinin bilimsel diirtistliik ilkelerine uygun sekilde sunuldugunu beyan eder.
Yazar Katkisi
Tiim yazarlar caligmanin tasarlanmasi, ytiriitiilmesi, analizi ve makalenin hazirlanmasina
onemli Olciide katki saglamistir. Tiim yazarlar makalenin son halini okuyup onaylamis ve
yayimlanmasini kabul etmistir.
Cikar Catismasi
Yazar(lar), bu makalenin yayimlanmasina iliskin herhangi bir ¢gikar ¢atismasi bulunmadigini
beyan eder.
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Finansal Destek
Bu aragtirma herhangi bir kamu kurumu, ticari kurulus veya kar amaci giitmeyen kurulus
tarafindan finansal olarak desteklenmemistir.

Yapay Zeka Kullanim Beyam
Makalenin hazirlanmas: siirecinde yapay zeka araglarindan yalmizca dil diizenleme, ceviri
destegi ve anlatim iyilestirmesi amaciyla simirhi 6lgiide yararlanilmis olabilir. Yapay zeka
araglar tarafindan yapilan ceviri ve dil diizenlemeleri yazar(lar) tarafindan dikkatle kontrol
edilmistir. Yapay zekad araclari calismanin bilimsel igeriginin, arastirma tasariminin,
analizlerinin veya akademik sonuglarinin olusturulmasinda kullanilmamigtir. Makalenin
icerigine iliskin tiim akademik sorumluluk yazar(lar)a aittir.

Telif Haklar1 ve izinler
Yazar(lar), telif hakki gerektiren materyaller kullanmilmigsa gerekli izinlerin alindigim ve
caligmanin herhangi bir fikri miilkiyet hakkini ihlal etmedigini beyan eder.

Yazar Onayi

Tiim yazarlar makalenin son halini okuduklarini, onayladiklarini ve yayimlanmasini kabul
ettiklerini beyan eder.

www.turkishstudies.net/economy



