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Abstract

Tourism supply and demand varies from one region to another and from one season to another in
many destination countries. These variations provide certain benefits as well as problems and
disadvantages. The developing countries need balanced development more than others as they need
scarce resources of tourism, such as the natural environment, today as well as in the future, to be
able to sustain the economy and the nation. The first chapter explains the need for this study, its
aims and objectives together with detailed information about general outlook of Turkey and

tourism development.

As a developing country, despite its short history of mass tourism movements, Turkey has
experienced massive growth in tourism and the effects of variations in time and place since the
1980s. Spatial and temporal variations in Turkish tourism have increased and tourism movements
are concentrated increasingly in the coastal regions of the Mediterranean and Aegean and in the
peak season between May and October since the late 1980s, while other regions and off-season are
neglected. This reflects partly the basic structure of tourism demand towards Turkey and most
importantly a lack of a national tourism policy and the failure of present policy and strategies to
combat the potentially damaging effects of tourism on social and environmental resources and
increase and spread the benefits of tourism as much as possible The second chapter tries to put

temporal and spatial imbalance in general and in Turkey into perspective.

Turkey has great unspoiled natural, cultural and historical resources and potential which will allow
Turkey to develop supply-led tourism products as well as demand-led products and to combine
both products in order to create market-led products, improving the uneven temporal and spatial
distribution of tourism. After describing the methodology in the third chapter, the fourth chapter
identifies the demographical and motivational characteristics and the reasons behind their seasonal
and spatial preferences which indicate that each shoulder and each destination has its own segment.

Regional tourism development policies, strategies and plans with goals to reduce both spatially and
seasonally uneven distribution of tourism should be introduced. The tourism industry indicates
great importance for Turkey and specifically for less-developed tourism regions of Turkey due to
its unique advantages. The fifth chapter discusses the effects of temporal and spatial disparity in
Turkey, explores the development and marketing options available for developing tourism
destinations to follow, such as, encouraging tourism in certain regions by giving incentives,
completing infra- and super-structure and promoting and marketing currently avatlable and
potential tourism products in those regions or encouraging tourism in all regions regardless of the
type and location of products.

It i1s obvious that there is a relationship between temporal and spatial imbalance. Therefore,
understanding these relationships can and will help to achieve better balanced tourism development
and management in Turkey, as well as other developing destinations. The development of Turkish
tourism is still at its early stage and appropriate actions against present and future problems can
prevent or avoid tomorrow’s difficulties.

This study aims to identify and diagnose spatial and temporal problems and the relationships
between these two problems and contribute to the tourism industry by developing effective

development and marketing strategies.
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Chapter 1

Introduction

1.1. The need for research

The lack of understanding and perception of the importance of seasonal and spatial imbalance in
tourism from the viewpoint of all interest groups and the consequent shortage of interest in the
research into the matter by both practitioners and particularly researchers in the academic
institutions has resulted in much talk on the causes and remedies but no comprehensive research
and practical development policy and strategies involving all aspects of tourism development and

all agencies of the industry. As Allcock (1989, p.387) points out;

‘the seasonality of tourism is simultaneously one of its most widely recognised features and one
of its least well researched. Perhaps these two aspects are tied together, in that the acceptance
of acute seasonal fluctuations in trade as being normal and even necessary on the part of its
practitioners, has been a principal factor inhibiting research into the phenomenon’.

‘Tourism is a stimulant for regional communities driving broader economic, social and
environmental benefits, in terms of enhancing the quantum and scope of job opportunities, new and
improved services and facilities, and social and cultural benefits’ (O'Clery, 1999, p.1). However,
Differences between the regions or provinces in many destination countries are also an important
issue concerning the consequences of over- and under-utilisation of certain resources and
distribution of benefits between the regions resulting from development of tourism. In most
developing countries, where national economy comes first, short-term economic gains from
tourism prevail over long-term benefits from a sustainable and long life tourism resources and
facilities. The regions which are more profitable in short-term and attract significant tourism
demand from overseas are developed and exploited and others are neglected. Most regional
development policies and strategies aim to contribute to regional growth and the wealth of the
regions by exploiting and developing regional tourism resources in an effective way and
distributing all the positive benefits of tourism as equally as possible between the regions and
between its people. These policies and strategies are not often practised as much they are preached
due to various reasons especially in developing countries. Political instability, government changes,
conflicting interests, weak economy, lack of recognition of tourism in the regional development
and prosperity, and many other similar factors hamper the implementation of tourism policy and
strategies. As Hinch (1991) states, tourism and its impacts are characterised by spatial variation and
officials try to influence the location of development areas to maximize the perceived benefits of
the industry. However, according to Hinch, the theoretical understanding of the spatial tourism
development process has not kept pace with the practise of intervention into this development

process.
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As O’Clery (1999) states it would be wrong to assume that tourism makes a contribution to every
region as some regions may have limited potential. However, in many cases, these inequalities
between the regions are often not the result of inadequate and unattractive resources and attractions
in less-developed tourism regions, but the neglect by all three sectors of the industry; governments,
non-profit organisations and businesses which all turn their attention to currently available popular
resources rather than exploring and developing potential and new resources. All these sectors must
share the responsibility of development of year-round and equally distributed tourism in all regions
by considering the long-term benefits rather than short-term profit. By compromising their stakes in
development and investment in favourable places, they could contribute to the development of
tourism and its benefits to the local economy in less-favourable regions. Surely, it cannot be
possible developing tourism simultaneously and at the same level in all regions throughout the
country. However, the local, regional and national economy and, as a consequence people and
visitors alike, may enjoy the benefits and advantages of tourism with a priority ranked resource
development, promotion and marketing. As Bonnett (1982) states, with an adequate and logical
market analysis, understanding each individual markets, needs and desires of consumers and
professional approach in practising marketing programmes, present and potential tourism products

can have a fair share of tourism, because marketing works and reaches the projected goals.

As one of the rapidly developing countries, Turkey also desperately needs foreign currency to keep
the national economy developing and strengthening and the tourism industry is seen to have a
major role in attaining this goal. The tourism industry emerged around 30 years ago with mostly
cultural tourism which is usually less-seasonal and less concentrated as it is spread across the
country and throughout the year. The main purpose of foreign visitors to Turkey was cultural and
to experience the rich Anatolian heritage in Istanbul and throughout Anatolia by Anatolian coach
tours, although number of visitors was rather lower at that time. However, since the beginning of
1980s, there has been a dramatic change in the number of tourist arrivals, tourism receipts and

tourism development in Turkey. Market demand for coastal tourism products resulted in attention
and incentives being focussed on tourism development in coastal areas, although, there has been
slight change in recent years. Subsequently, a concentration of tourist activities in coastal areas and

in the summer season when demand is at its highest, has emerged.

Turkish tourism authorities, the Turkish Ministry of Tourism, provincial tourism directorates,
different profit-making and non-profit-making organisations and individual hotels and tour
operators still turn a blind eye to seasonal and spatial tourism problems. As Gunn (1994) states, all
sectors involved in development of tourism supply should work to meeting desires and needs of the
travel market for successful tourism development and marketing. Although, the economic impacts
of tourism on the national economy have been continuously emphasised, discussions on the
importance of the development of off-season tourism to utilise unused resources throughout this
period and its economic and social contribution seldom receive attention. Fortunately, although it is

inadequate, there have been some activities to encourage tourism development in other less-
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developed regions. However, there is little evidence that the policies have worked apart from a

slight increase in bed capacity.

It 1s particularly difficult to find research-based publications dedicated to combined seasonal and
spatial tourism development. Most literature either focuses on different aspects of the seasonal or
spatial problems, measurement of seasonal fluctuations in demand or concentrates on employment
and social problems caused by the seasonal and spatial disparity in tourism. Gunn (1994) states that
whenever demand and supply are out of balance, planning and development should be directed
toward improving the supply-demand match, only through analysis of both demand and supply can

a region, destination, or site know how to plan and all supply side components - attractions,
transportation, services, information, and promotion - must be planned and developed to meet the

needs of markets.

There is enough evidence that awareness and research into the problem can and will help the
industry and the national economies. It is very important that the problem must be identified and
diagnosed as early as possible, or if possible, via effective planning and policies preventing it even
before the problem comes into existence in order to avoid possible troubles and loss of potential

revenue. Turkey, as one of the recent popular destinations, should take the necessary measures

before the tourism industry reaches the maturity and regional and seasonal problems deteriorate.

1.2. Alm

4 To investigate and analyse temporal and spatial patterns of Turkish tourism and to develop
effective tourism strategies to form a spatially and temporally more evenly distributed

Turkish tourism product.

1.3. Objectives of the investigation

4 To analyse and evaluate the monthly international tourist arrivals to Turkey by country by
using different measurement techniques to find out seasonal and counter-seasonal tourist
markets to Turkey and examine the nature, characteristics, causes and effects of seasonality

in Turkey.

% To identify the characteristics, determinants and motivations of peak and off-season tourist

markets and segments to Turkey in general and to the different regions of Turkey.

¥ To evaluate present tourism policies, strategies and measures taken by the public and private
sector and to i1dentify the present and potential peak and off-season resources of Turkish

tourism in different regions which can be developed to improve seasonal and spatial

imbalance.
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¥ To assess possible solutions to the temporal and spatial problems and to develop effective

tourism strategies and guide-lines for the Turkish tourism authorities and the Turkish tourism

industry to overcome seasonality and imbalanced tourism supply and demand.
14. General Outlook of Turkey as a Tourism Destination

Being a peninsula between three continents, surrounded by seas, displaying significantly different
characteristics, having altitude differences from sea level to over 5000 meters and consequently
having a diversified climate, offer Turkey great value in terms of biological diversity (T.C. Cevre
Bakanligi, 2000). Anatolia, connecting three continents, has been a meeting point of several
ctvilizations and cultures for centuries. For this reason, it has very rich historical and cultural
values, distinctive geological characteristics, flora and fauna and climate throughout its regions

which differs it from the other parts of the world. An opportunity to experience all seasons at the

same time and all other features together with traditional Turkish hospitality and tolerance make
Turkey attractive to tourist all over the world. In order to be able to understand the current position
and situation of Turkey, Turkish tourism and the actual causation of the seasonal and spatial
imbalance problem, it is first necessary to introduce Turkey as a country which indicates

significantly different features than any other neighbouring countries and competitors. Turkey is
presented 1n terms of its geographical location, geography, climatic conditions, flora and fauna, the

people and the culture, and finally economic and political structure.
1.5. Geographical features of Turkey

Geographical location

Turkey is located at the point where Asia, Africa and Europe, three old continents of the world, are
the closest to each other. The country lies partly in Asia and partly in Europe at the eastern edge of
the Mediterranean Sea. Its location in two continents has been a central factor in its history, culture
and politics. Therefore, Turkey has often been called a bridge between the East and the West. Sea
of Marmara, Bosphorus and Canakkale Straits together not only separate the European Turkey

from the Asian part, but also connect the Black Sea to the Aegean and Mediterranean Sea.

Turkey is surrounded by sea on three sides; the Mediterranean on the south, the Aegean on the
west, the Black Sea on the north and finally as an interior sea the Marmara in between the Aegean
and Black Sea. The country occupies 779,452 sq km with 97% in Asia (Asia Minor or Anatolia)
and 3% in Europe (the Thrace), approximately three times bigger than U.K. Its’ 8.333 km coastline
forms 75% of the total length of the borderline.
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Regional Geography

Turkey is divided into seven geographical regions according to their topographical structure:

1. The Marmara 5. The Black Sea
2. The Aegean 6. The East Anatolia
3. The Mediterranean 7. The Southeast Anatolia

4. The Central Anatolia

Part of the belt of young mountain ranges that runs from the Balkan peninsula to Iran forms the
Turkish mountainous relief, The Anatolian Plateau’s average altitude is 1,100 meters and it rises
more than 2,000 meters towards the Eastern Anatolia. The primary mountains of the country are

outlines as follows (State Institute of Statistics, 1996):

The main ranges of Turkey:

- Yildiz Mountains in the Marmara region
- Golgeli, Aydin, Boz, Alacam, Sultan and Emir Mountains in the Aegean region
- Bey, Ak, Akcali and Bolkar Mountains in the Mediterranean

- Ala, Tahtali, Dibek and Binboga Mountains in the Central Anatolia
- [lgaz, Canik, Giresun, Mescit, Kackar and Yalniz Cam Mountains in the Black Sea region

- Otlukbeli, Paland6ken, Munzur, Cilo, Aras South, Mercan, Bingol, Mus South, Ihtiyar Sahap
and Hakkari Mountains in the East and Southeast Anatolia

The Toros Daglari (Mt. Taurus) in the south and the North Anatolian Mountains (Mt. Pontic) in the
North which consist of some ranges mentioned above encircle the Anatolian Plateau and meet in

the East with highest mountains.

The most important peak of Marmara region is the Uludag (2543 m) at the same time it is a major
winter sports and winter tourism centre. In the Aegean region, the mountains fall perpendicularly to
the sea. The western and central Tarsus Mountains suddenly rise up behind the in the
Mediterranean coastline in south of Turkey. The Central Anatolia Region gives the appearance of
being less mountainous compared with other regions. The Eastern Anatolia region is Turkey's
largest and highest region. About three-fourths are at an altitude of 1500 - 2000 metres. There are

numerous inactive volcanoes in the region, including Nemrut, Suphan, Tendurek and Turkey's

highest peak where Noah's Ark was landed, Mount Agri (Ararat) is 5165 metres high.

Turkey is rich and lucky in terms of rivers and water resources. Most of the rivers of Turkey flow
into the seas surrounding the country. The Firat (Euphrates) and Dicle (Tigris) join together in Iraq
and flow into the Persian Gulf. the Kizilirmak, Yesilirmak and Sakarya, flow into the Black Sea.
The Susurluk, Biga and Gonen pour into the Sea of Marmara, the Gediz, Kiiclik Menderes, Biiyiik
Menderes, and Merig into the Aegean and the Seyhan, Ceyhan and Gdksu into the Mediterranean.
Turkish rivers have generally irregular and shallow beds, and seasonal changes in depth make them

unsuitable for navigation. However, many dams including the world’s fourth and sixth largest
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dams:; Keban and Ataturk, have been constructed on the Turkish rivers for hydro electricity and

irrigation purposes.

There are many natural and artificial lakes in the country. Except for the biggest lakes which are
located in Eastern and Central Anatolia, other medium and small sized lakes are located principally

in two regions that are called the Goller Bolgesi (the Lake District) in between the Central

Anatolia, the Mediterranean and the Aegean regions, and South Marmara. The principal natural

lakes of Turkey are:

As well as natural lakes, resulting from the construction of dams, several large dam lakes have

come into existence. The biggest dams of the over 125 dams of Turkey are the Ataturk, the Keban,
the Karakaya, the Altinkaya, the Adiguzel, the Kilickaya, the Karacaoren, the Menzelet, the
Kapulukaya, the Hirfanli, the Sariyar and the Demirkopru

All these natural and artificial lakes are generally used for fishing, producing salt, producing
electricity, growing reeds and sugar canes and irrigation. The lakes which have potential for

tourism activities will be tried for use in the tourism industry in the very near future. Some projects

have already begun.

As indicated above, the geographical outlook of Turkey is spectacular, ranging from green fertile
hills and valleys and flat river plains, to wild rocky mountains and barren plateau. There are many

natural wonders such as the rock waterfalls, springs of Pamukkale and the stone carved landscapes

of Cappadocia, unspoilt national parks, caves as well as extensive beaches along the coastline. In
other words, essential natural potential to support tourism and to attract all kind of tourists who are
interested in different attractions of the country is available throughout the country. Varied
geographical features, size of the country and its potential are ready to be exploited to expand the
Turkish Tourism in terms of both arrivals and receipts, and to prevent seasonal and regional

concentration of tourism and its seasonal problems.

Climate

Climate is an important factor for tourists to determine or choose a destination and holiday time.
They select a destination where the climate is suitable to their holiday aims which can be skiing in
winter, windsurfing in the summer etc. Turkey is lucky and rich in terms of climatic types which
vary and depend largely on geographic factors. While the coastal regions are generally humid, the
interior regions are semiarid because they are protected from the rain bearing winds by the
mountain ranges which encircle the Anatolian Plateau. Obviously, types of climate in different
regions affect the economic activities such as agriculture, vegetation, animal life and tourism.

Although nine of the world’s climatic types have been seen, there are three dominant types: Sub-
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tropical (transitional type), Sub-tropical (Mediterranean type) and Semi-arid (Steppe type) (See
Table 1.1.)

The Black Sea region and coasts have a transitional climate between Mediterranean and humid sub-
tropical types. A more temperate climate is seen in the region because of marine influence of the
Black Sea and because it is protected from the cold or hot air of the interior by the mountain

ranges. This region enjoys warm summers, mild winters and plenty of rain all throughout the year.

Table 1.1  The average temperature, humidity and precipitation by regions
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The Marmara, the Aegean and the Mediterranean coasts have Mediterranean type of climate, with
hot, almost completely dry summers and mild, moist winters. Especially along the Mediterranean
coasts frosts are rare and snowfall is almost unknown. The climate of the Mediterranean and
Aegean region provides many opportunities for tourism and agricultural activities and to use all

assets of the region throughout the year.

In contrast, interior regions of Anatolia have semi-arid climate and summers are relatively hot and
winters are cold, long and temperatures are often below freezing. Snow cover lasts 22 to 40 days in
Central Anatolia and around 115 days in Eastern Anatolia. As seen in Table 1.1, Central and

Southwest Anatolia has the lowest average temperatures and the lowest precipitation figures.

Flora, fauna and animals

In Europe, there are 11,500 kind of flora with flowers. According to 11th volume of Flora of
Turkey and the East Aegean Islands which is originally prepared by Peter H. Davis of Edinburgh
University and the latest volume has been published by Turkish scientists, this number is 9,222 in
Turkey and 2991 of this flora only grow in Turkey (Guner et al., 2001). It is an unfortunate that
Turkey is not very rich in terms of forests. Although, principal forests are densely located in the
Black Sea region because of its climate and plenty of rainfall throughout the year, there are also
some forests in the other regions, in particular in the Aegean and the Mediterranean regions. On the

other hand, the Anatolian interior is a region of steppes.
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The first national park in Turkey was established in 1958. Since then their numbers have increased
to twenty-one. Some of these parks, which were initially established for archaeological and
historical purposes, are at the same time rich habitats where biological diversity is being protected.

The regional distribution of national parks in Turkey is as follows: Mediterranean (6), Central
Anatolia (5), Marmara (3), Black Sea (3), Aegean (2) and Eastern Anatolia (2).

Despite the shortage of wood-lands, Turkey is fairly rich in wild animals and game birds.
Although, Asian animal types are generally dominant, European and rare African animal types
have also been seen. This is because Turkey is a natural passageway of various types of fauna
between Asia, Europe and Africa. The lynx, wolf, bear, fox and jackal are common carnivorous
types, the gazelle, deer and boar are the major herbivorous types and the pheasant, partridge, stork
and vultures are the more common larger birds. Turkey is the habitat of the same animals that can
be found in the European countries, plus many from Asia and Africa. There are 60,000 animal
species in the whole continent of Europe. Turkey has 80,000 animal species. Turkey is home to
birds of many kinds, especially in the “Birds Sanctuaries” the national park on Lake Manyas,
Sultan Sazligi near Kayseri, in Izmir Camalti Tuzlasi etc. There are forty animal protection areas
and they are located throughout Turkey. Fallow Deer, Roe Deer, Bald Ibis, Pheasant, Francolin,
Partridge, Deer, Wild Goat, Water Fowl, Wild Sheep and many other animals protected in these

protection areas.

The available forests, flora, fauna and animals have not utilised enough as significant and potential
tourtsm resources yet. Whereas these resources can attract many travellers who may want to

participate in special interest tourism such as adventure tourism, trekking, hunting, photo-safaris,

fly-fishing and bird watching,

1.6. The people and the culture

Because of its geographical location, Anatolia, has witnessed the mass migration of diverse peoples
shaping the course of history. Anatolia has emerged throughout ages as the origin of more than 30
civilizations and has developed a unique synthesis of cultures, each with its own distinct identity,
yet each linked to its predecessors through insoluble treads. The Hittite, who entered Anatolia via
the Caucasus Mountains, integrated with the Hattie and established the first social and political
organisation in Anatolia. The Hurrians, Luwians, Urartians, Phrygians, Lydians, Carians, Lycians,

Ionians, Byzantines, Seljuks and Ottoman Turks all established great civilisations here.

It has also been important as a centre of commerce and as an important part of the Silk Road
because of its connections to three continents and the sea surrounding it on three sides. As an
ancient land and modern nation; Turkey today undertakes the responsibility to preserve the

common heritage of mankind as both the inheritor and conservator.
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With the nearly 68 million people, Turkey is one of the biggest countries in Europe and the Middle
East in terms of both land and population. Turkey has had one of the highest rates of population
increase in the world, although it indicates a declining trend. The annual population growth was
averaged 2.6% in between 1980 and 1990 and 1.8 in between 1990 and 2000 (DIE 2003). Despite
this rapid increase, the country is not heavily populated in comparison with European and
neighbouring countries. However, the geographical regions in Turkey display different
characteristics from the aspect of the distribution of population. The population is heavily
concentrated in the western regions, coastal regions and around the industrial centres. The interior
regions usually have less population. Antalya as the most important tourism centre of Turkey has
attracted so many immigrants particularly from the Eastern and interior Turkey. Migration from
rural areas into cities, especially into big urban cities and tourism centres such as Istanbul, Ankara,

Izmir and Antalya, has been a demographic problem for many years, but 35% of the population still

live in rural areas.

The most notable feature of the population is the proportion of young people. Although it indicates
a decreasing trend, the 0-14 age group forms 35% of the whole population, whilst the 65 plus age
group is just 4.3%. Therefore, Turkey has a young, active population, which plays important role in

tourism activities (Table 1.2).

Table 1.2  Population profile of Turkey
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Turkish, spoken by about 150 million in the world, is the mother tongue and official language and
written In Latin script. The Turkish language is spoken over a large geographical area in Europe
and Asia; it 1s spoken in the Azeri, the Turkmen, the Tartar, the Uzbek, the Baskurti; the Hogay,
the Kyrgyz, the Kazakh, the Yakuti, the Guvas, and other dialects. After the formation of the
Turkish Republic in 1923 and following the achievement of national unity, the Latin alphabet using
Turkish phonetics was adopted in 1928.
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Although, 99% of the population is Moslem while the remaining Christians and Jews represent 1%,
Turkey is a secular state and gives complete freedom of worship to non-Moslems, all citizen are
equal and have same rights. In secular Turkey, all religious affairs are carried out by a central

government organisation affiliated to the Prime Ministry, namely the Department of Religious
Affairs.

In terms of cultural values, Turkey is very rich and colourful. Each region of the country has
different traditions, customs, cultural values and habits as well as countrywide common customs
and cultural values. Many cultural activities, celebrations, festivals are seen throughout the year if

different regions in the country.

1.7. Economy

Turkey has experienced massive industrialization and modernization especially since the end of
World War II. Despite these efforts, the country is still strongly agricultural and employs about half
of the labour force in agricultural activities. The Southern Anatolia Development Project (GAP)
(one of the largest projects of this type in the world) plans to convert semi-arid unfruitful areas into
agriculture by using irrigation facilities. As a result, agricultural areas will at least double and less-
developed Eastern and South-eastern Anatolia will have many economic, social and cultural
opportunities to develop. However, while the importance of commercial agriculture,
manufacturing, construction and service industries has increased, the role of agriculture in the
economy has relatively declined. In this regard, the tourism industry has become an important
element in the Turkish economy for last fifteen years. On the other side, industrial production is

rising but agriculture and the energy sectors are given top priority (Table 1.3, 1.4).

Table 1.3  Gross National Product of Turkey by sectors
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Turkey is also rich in minerals compared with its neighbouring countries and it is the tenth richest
country in the world with 29 different minerals, but some of these have not been exploited on a
large scale because of financial difficulties. Other the minerals, such as copper and chrome have

been exported.
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The Turkish Government has actively promoted economic development since 1930s to accelerate
the industrialization by constructing and operating manufacturing, mining, banking and power
facilities. In order to stop worsening economic conditions in the country, the stability measures,
including a flexible foreign exchange system, liberalization of imports, export promotion, abolition
of subsidies and a new flexible and realistic interest rate system, came into operation on 24 January
1980 and it has been successful since then. Private enterprise has been encouraged in the Five
Years Plans since 1981 and considerable structural changes and improvements have already been
achieved. The privatization process continues and public sector owned enterprises have been

privatised one by one.

Table 1.4  Gross Fixed Capital Investments by sectors
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While some sectors share in public capital investments have decreased, some others’ share has
increased steadily (Table 1.4). The share of tourism sector in total public capital investments shows
differences through the years ranging from 0.5 to 1.3. In 1963, tourism remained in the last position
in ten sectors since 1963. In contrast, private sector capital investments have shown a significant
increase through the years. Private sector capital investments recorded as high as 5.6 percent in
2000 and 8.6 percent in 2004 as a result of several incentives given to private sector after 1983. As
tourism demand to Turkey increases, in order to benefit from and meet this increasing demand as
much as possible and expand the market as far as possible, investments have been advanced by
both private and public sectors. This statement is evidenced by the development of the

accommodation industry as will be seen through the study.

1.8. Political Structure

Turkey is a republic and the capital is Ankara. The political authority is centred in the Turkish
Grand National Assembly (T.B.M.M.). The president is elected by the T.B.M.M. for seven years.

Members of the 550-seat unicameral parliament are elected for five years, however, the T.B.M.M.

can decide on early elections.
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Turkey has experienced considerable political revolution alongside the economic development for
ten years. In the mean time, as an associate member of EU, Turkey applied for the full membership
to the European Community in 1987. It gives much importance to peaceful and friendly
relationships with other countries and it is a founding member of O.E.C.D., a member of NATO,

the Council of Europe and the United Nations.

1.9. Development of tourism industry in Turkey

The Turkish tourism industry has indicated rapid development and this affects other sectors of the
economy and the improvement of cultural, economical and trade relations with other countries in a
positive direction. Significant developments have been recorded in tourism planning, education,

promotion and infrastructure which have been guided and co-ordinated by the Turkish Ministry of

Tourism in recent years.

After World War I, and in particular after the world economic crisis at the beginning of 1930s, the
newly emerging upper and upper middle class people in the cities introduced a taste for beach
holidays and its period which became the starting point of Turkish domestic tourism on a
significant scale. This period of the twentieth century was also a glorious time for long-distance rail
travel and the Trans-Orient-Express for which Istanbul was the last stop. There were also some
international tourism movements in Turkey, as well. It was only after collapse of the Ottoman
Empire that the new young republican Turkish government started to encourage tourism, opened
Ottoman Palaces to the public and some of them were turned into museums, such as Topkapi
Palace and Asia Sophia (Saint Sophia). On the other hand, although the rail network spread
throughout Turkey and on into other parts of Asia, there was not enough suitable accommodation,

this meant that the tourism industry was primarily restricted to Istanbul as far as foreign tourists

were concerned.

As a result of the guidelines and incentive laws Turkish tourism started to grow in the 1950s. The
foundation of the Ministry of Tourism followed in 1963 and national tourism policies and
objectives were included in Five Year Development Plans. In other words, the organised
development of the Turkish tourism industry was started in 1960s. However, the contribution of the
tourism industry to the national economy was not understood very well despite several incentives.
Arrivals and receipts worsened in the 1970s due to the military intervention to the Turkish
government, the worldwide fuel crisis, the Cyprus conflict and financial embargoes by several
countries. Furthermore, the invasion of Afghanistan by USSR and the Iran-Iraq War in the
neighbouring area affected Turkish tourism in a very negative direction. However, thanks to

stability in and around Turkey and measures taken by the government, the situation improved
during the 1980s and 1990s.
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The tourism industry is accepted as a sub sector in the Five-Year Development Plans under the

heading of service industries. The main objectives of tourism development in the Five Year

Development Plans in the 1960s were;

- to benefit from economical, social and cultural impact of tourism
- to contribute to balance of payments
- to benefit from its foreign exchange effects as a tool for industrialisation.

However, there were differences between the goals in these plans and implementation. The main
reason for this was the lack of national physical planning and financial sources to support the

industry. The shortage of budget allocations and capital investments together with political

instability were the main hindrances in the rapid development of the Turkish tourism industry.

The limited and inadequate financial sources and promotion and marketing budget pushed tourism
authorities to constrain tourism development in an area between Balikesir on the Aegean Coast and
the Antalya on the Mediterranean Coast, which offered popular, coastal tourism products for mass
tourism (Table 1.5). Turkish tourism authorities adopted a mass tourism policy to increase, and to
meet demand for, coastal tourism products on the Aegean and Mediterranean coasts without
evaluating alternative development plans, the variety of tourism resources throughout the country

and a comprehensive cost-benefit analysis at a macro-level.

Table 1.5 Promotion and Marketing Budget of Turkish Ministry of Tourism ($ million)

Promotion and Marketing Budget of Turkish Ministry of Tourism ($ million)

7950 | 1991 [ 1992 | 1993 | 1904 | 1995 [ 199 | 1997 [ 1998 [ 1999 [ 200C
Budest 384 | 360 | 344 | 372 | %32 | 199 | 170 | 797

2001 | 2002 | 2003 | 2004 | 2005 I
Budget | 610 | 900 | 840 [ 930 [ %3 | | | | |

Turkish Ministry of Tourism, (2005) Promotion and Marketing Budget of Turkish Ministry of
Tourism, General Directory of Promotion, Ankara

However, significant improvements have been recorded since 1983 with new and open-minded
reformist governments who have understood the importance of tourism from several perspectives.
The 1980s were the starting point of a new era for the Turkish tourism. After a military regime, the
new civil government adopted a free market economy, liberalisation, privatisation and currency
convertibility policies and abolished import substitution and protectionist policies. In this respect, a
series of measures were taken and new laws were made. As Table 1.5 shows the promotion and
marketing budget of the Turkish Ministry of Tourism has been significantly increased since 2000
and reached its peak in 2005 indicating the importance given to tourism industry in Turkey.
Participation in international activities such as tourism fairs and exhibitions, the number of
commercials on TV, radio, papers and other audio-visual tools have been increased as a result of

better and increased budget figures.
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The Tourism Encouragement Law which provided various incentives to investors and strengthened

the authority of the Ministry of Tourism in the planning and development of tourism was passed.

The main incentives based on the Tourism Encouragement Law No: 2634 are as follows (Turkish
Ministry of Tourism, 2000):

- Allocation of public lands to investors on long term basis

- Provision of basic infrastructure by the state

- Provision of medium- and short-term finance for the construction, furnishing and operation of
tourism facilities.

- Discounted tariff rates for electricity, water and gas consumption in primary tourism areas
and centres.

- Priority for the installation of telecommunication facilities

- Foreign personnel employment in compliance with law up to 20% of total.

- Same exemptions from customs tax

- Provision of encouragement premium and investment allowance

- Provision of financial support from the Tourism Development Fund

- Tax, duties and fees exemption for long- and medium-term investment credits
- Exemption from building construction duties

- Postponement of Value Added Taxes (VAT)

As a result of these incentives and the reformist policies which support these incentives, Turkey has

made considerable amount of investments on tourism. Communication, transportation,
accommodation and tour operation have improved steadily. The private sector took the initiative in
almost all investments in the tourism industry. Since the 1980s both the public and private sector
have made great efforts for further and better development despite some disagreements and
problems time to time. In respect to incentive policies, deluxe class hotels on the coastal regions
experienced problems for a certain period in matching supply and demand and they had to lower

their prices down to very low levels as so many entrepreneurs invested on deluxe hotels and

oversupply occurred.

When tourism investment incentives and foreign tourism investments in Turkey between 1991 and
2003 are analysed, they indicate great inconsistencies through the years possibly being affected by
financial and political problems faced in Turkey (Table 1.6). While tourism investment incentives
have declined since 1997, fixed capital investment figures have continued to grow. However, the
share of foreign investments in total decreased to as low as 1.6% in 2000 which is undesirable for a
promising destination country. The lion share of foreign investments also goes to mainly large
cities and resorts such as Istanbul, Ankara, Izmir, Antalya, Mugla and Aydin for the construction of
international chain hotels, holiday villages. However, the figures in 2003 look promising as the
share of foreign investments in Turkish tourism in overall foreign investments in Turkey increased
to 4.0%. It 1s expected that with a stable Turkish economy, politics and rapidly growing tourism
industry more foreign investors will invest in Turkey in the coming years. As Alkin (2001) states, it
1s quite clear that foreign investment is attracted much easily when the national development trend

is stable. However, as he warns, the foreign fixed capital investment alone is not enough to achieve
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the stable growth in national economy, the governments should not change laws and incentives

often and at unexpected times, and promises should be kept to attract more foreign investment.

Table 1.6 Tourism Investment Incentives and Foreign Tourism Investments in Turkey

Development of Tourism Investment Incentives and Foreign Tourism Investments (1991-2003
Year | Tourism Investment | % Share Fixed Capital | % Share Foreign % Share
Incentive in Total Investments in Total Tourism in Total
Certificates (USD) (USD) Investments
366,000,000 | 40 | 976,000,000 4.0 240,000,000 12.2
257,000,000 3.4 1082,000,000 2.9 108,000,000 59
605,000,000 2.9 1,056,000,000 | 2.2 4,7
1994 227,000,000 3.1 712,000,000 2.2 57,000,000 | 3.8
1995 452,000,000 0.9 974,000,000 2.4 175,000,000 6.0
1996 501,000,000 129,000,000 3.4
240,000,000 14.3
1998 820,000,000 5.2 1,465,000,000 2.8 52,000,000 3.2
1999 715,000,000 6.4 1,625,000,000 3.9 40,000,000 - 2.4

2000 520,000,000 1,860,000,000 4,0* 50,000,000 1,6 |
2003 1,820,000,000 3,702,144,000 9,5 42,200,000* 4.0*

| * State Planning Organisation (2005b) * Figures for January-June 2003 period on!

By the first Five Year Development Plan, there were no definite tourism policies set by the
authorities. The 1961 constitution encouraged and initiated the planned development which aimed

the economic use of national resources and keep economic, social and cultural stakes at balance.

The National Tourism Policy aims, objectives and principles can be outlined as follows (Turkish

Ministry of Tourism, 1999):

The aims:

- To develop an effective and competitive tourism economy
- To create most favourable social atmosphere for tourist and local people alike
- To protect, develop and improve natural and cultural assets

Objectives:

- To develop tourism supply further (services, infrastructure, superstructure)

- To develop tourism evenly distributed in time and space

- To increase the share of Turkey in international tourism markets

- To provide better atmosphere to tourists

- To encourage Turkish Citizens to take holiday

- To make sure that local public benefits from the tourism

- To use natural and cultural sources efficiently by considering short and long-term needs

- To keep the harmonization between the natural resources (environment) and the investments

Principles:

- The role of the state in provision of atmosphere
- Free pricing

- Free competition

- Harmonisation between the sectors

- Continuous review

- Technologtcal improvement

- Balanced use of resources
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- Planned development
- Systematic approaches to development of tools and application

- Rational project evaluation
- Co-ordination
- To reduce dependence to foreign countries

Tourism Marketing Policy

- Improvement of Turkey’s image
- Orientation of preferences
- Development of tourism products best suit to demand

- Development of domestic tourism
- Utilization of support systems

Strategic Objectives

- Creating human orientated National Tourism Policy sensitive to environmental, historical,

cultural and social values.
- Functioning the Ministry of Tourism as coordinator and strategic decision maker
- Creating a market oriented sector operating in liberal economy by rational and effective
planning
- Creating 21st century’s supply by practising the total quality understanding
- Promoting destinations to develop and improve their images and increase the tourism receipts
- Preventing the discrimination between foreign visitors and Turkish Citizens in terms of

holidaying conditions

Actions

- Incentive policies will be developed to attract investments in winter tourism, hunting,
water-sports, festivals, health, youth, congress, thermal, golf and third age tourism

- The number of qualified personnel employed in the industry directly or indirectly will be
increased, their qualification will be improved by organising training courses.

- Priority will be given to the improvement of tourism infra- and superstructure

- Cultural and natural heritage will be conserved and tourism plans and activities will be planned

by taking cultural and environmental landscape into consideration.
- Charter flights will be improved and Turkish travel agencies will be encouraged to operate tours

in and out of the country
- Necessary measures will be taken in current tourism establishments to increase and improve

occupancy rates, prolong the season and improve the quality.
- Priority will be given to protection of natural and cultural resources and certain areas will be

opened for tourism investment after essential protection measures are taken.
- Small capacity family businesses will be encouraged.
- Measures will be taken to provide an opportunity for the public to take proper and

healthy holidays.

The new government elected in 2003 declared in their programme that Turkish tourism will be
strengthened and tourism products and services will be diversified (T.B.M.M 2003). The Tourism
Minister and the Prime minister stated in a press conference organised solely to introduce 2010
tourism vision of Turkey that the foundation of their 2010 tourism vision is not provision of new
enterprises and facilities focused, but environment focused (www.kultur.gov.tr 2004) which signals

that new policies will be conscious of environment and sustainability.

Turkish tourism has continued to enjoy progress in the 2000s while some other international

destinations faced serious problems. The Turkish tourism industry adopted new diversification
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policies to ease excessive pressure on coastal areas and spread tourism activities throughout the
country, so that different parts of the country benefit from the positive effect of tourism and the
industry utilises its sources all year round. While the development of coastal tourism continues,
winter tourism, mountaineering, water sports, golfing, thermal tourism, religious tourism, high
plateau (yayla) tourism and other special activity tourism developments were initiated and

continue.

In general, when both Turkish and world tourism trends are evaluated, it is seen that Turkish
tourism has been affected by all the negative and positive changes on international tourism such as
the incidents and unrest in different areas, whether political, economic or social and internal
problems and instability. However, Turkish tourism indicates an increasing growth rate. It is
believed that it will display even better performance if the necessary measures are taken against
seasonal and spatial imbalance in foreign and domestic tourist movements. Despite significant
growth in the number of Turkish citizens taking holidays and the amount of domestic tourism
expenditures in Turkey, they mostly prefer spending their holidays on coastal resorts which worsen
the spatial and seasonal imbalance and they need to be persuaded to visit other regions other than

coastal regions to avoid concentration and the problems which it brings along (Table 1.7)..

Table 1.7 Number of Turkish Citizens Travelling in Turkey (million)

Number of Turkish Citizens Travelling in Turkey (million)
and expenditures (million USD

1950 | 1960 | 1930 1993 1997 | 1998 | 1999 | 2000 | 2004*
Citizens 0.3 lmm 19.5 | 24.0
Expenditures | 60 | 40 200 40 1200 5000 ' NA | NA | NA | 7200

* 2004 Estimate "'*http://www.turinngazete51.com, ***Tursab, (2002),
**x*xTurkish Ministry of Tourism (1997) Hane Halki Turizm Arastirmasi, Ankara

As Aktas (2003) says, the number of senior citizens will be around 18 million in 2020, which is
currently around 4.5 million and according to him, active senior citizens who are capable to travel
can be attracted to tourism destinations in off-season by practising appropriate pricing policies,
marketing and promotion techniques and persuading the companies in the industry that Turkish

senior citizens can contribute to the alleviation of seasonality.
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Chapter 2

Temporal and Spatial Imbalance in Tourism

2.1. The nature of temporal and spatial imbalance in tourism

Significant shifts have been seen over time in the seasonal preferences of tourists through the
history of tourism (Allcock, 1989). Spatial preferences of tourists, in parallel to seasonal
preferences, have also changed over time. As Bender and et al (2005) emphasise later, in the 19th

century, winter seasons were spent at spas or on the Mediterranean coast. Spas, which were popular
and used heavily mainly for health reasons, lost its popularity to seaside resorts in the nineteenth
century. Tourism activities have increasingly concentrated in certain areas depending on the
characteristics of that particular destination and at certain times of the year. For example, tourism
concentrates in coastal resorts mostly in peak summer months and in ski resorts in winter rather
than across the destination and throughout the year. Whether it is concentrated in seaside, winter or
health resorts, they all have been seasonally and spatially distributed unequally. Murphy (1982)
points that the problems of spatial and seasonal imbalance are the two major problems which arisen

in tourism management with particular interest to the geographer.

The reasons for these inequalities have shown differences through the years. BarOn (1975)
distinguishes these reasons for seasonal imbalance as ‘natural’ and ‘institutionalised’. However,
these two important reasons may not be enough in certain circumstances to explain the existence,
importance and severity of seasonal fluctuations in the tourism industry. In some cases seasonality
is caused by agencies involved in tourism planning, development, tourism product production,
promotion, marketing, sales and additionally perhaps after sales services. Young (1973) states that
the use of spa resorts for health reasons was seasonal and dictated by ‘the complementarity of
social activities’, such as the cycle of events at court, social life of the capital city, rather than
natural influential factors during the heydays of the spas. On the contrary, in the present tourism
environment, tourism activities are mostly affected by natural factors such as weather, distance and

accessibility as well as institutionalised factors like the schedule of school holidays, festivals and

events.

On the other hand, the causal factors for spatial imbalance are usually natural, geographical and
supply and marketing driven factors. The natural, geological and geographical characteristics, the
difficulty in access to the area, the availability of infra- and supra-structure and the lack of
promotion of the area could result in smaller tourist flows in an area than others. Therefore,
seasonal and spatial irregularities in tourism are the result of a complex set of institutionalised,
natural and other factors such as under- or over utilisation of resources and inadequate marketing

and promotion activities.
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The study of the phenomenon and of trends will provide important information for the future
forecasting, planning, policy-making and indicating their effects on the trends and seasonal and
spatial tourism patterns. ‘Such information, about seasonal and spatial preferences and
characteristics, would be of help in dealing with, and mitigating the effect of, seasonality on

tourism businesses and developing different product opportunities for visitors’ (Uysal et al., 1994,
p.61).

As Lundtorp (2001) states, there is no scientific concept or theory on tourism seasonality and
therefore there is a need for monitoring, reviewing, evaluating and comparing constantly the

progress being made in developing a high level of non-seasonal and spatially equally distributed

tourism business.

2.2, Seasonality in tourism

Seasonality has affected most forms of human activity throughout the world (BarOn 1975),
confronts many industries (Ball 1988) and has pervasive effects on virtually everything associated
with it such as planning, development, management and marketing (Brown and Connelly 1986).

Tourism in many areas, just like agriculture, has distinct seasons (O’Clery, 1999). According to
Williams and Shaw (1991) seasonality is not exclusive to tourism and it is also not typical of all
branches of tourism. For example, seasonality of demand for products and services exists in
farming, fishing, fashion, commerce, construction, transport, leisure, tourism and many other

industries and businesses.

However, businesses in the service industries, such as tourism, transport, hospitality and letsure
industries are much more vulnerable to seasonal fluctuations in demand and supply because of the
principal characteristics of service products, i.e. intangibility, perishability, heterogeneity and
inseparability. As Murphy (1982) says one of the two major problems in tourism management is
the problem of seasonal imbalance. Seasonality is usually viewed as a major problem to be faced
by the industry (Butler 2000). ‘Its adverse macro and micro-economic effects are particularly
severe in developing countries, where tourism is essentially an export industry’ (Yacoumis, 1980,
p.84) and prevails substantial foreign currency eamings. Seasonality has significant implications
for employment and capital investment in tourism industry, and potentially destabilizing effects on

other sectors of the tourist-receiving economy (Lim and McAleer, 2001).

Unlike manufacturing industries, service industries are unable to separate production and
consumption time and place from each other and store services to serve at other times when the
demand is high. Adjustment of supply level to the level of demand is extremely difficult, if not
impossible. In other words, most seasonally-sensitive service industries cannot use today’s modern
production, storage and distribution technology to market their services in different national and

international geographical markets in different seasons and make total product demand smooth
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across the market place and through the year. As Ball (1988, p.501) stresses, ‘in many service

industries, demand has to be met virtually immediately or not at all’.

As Middleton (1988) states at least three further features relevant to travel and tourism services can
be added to basic or generic characteristics common to all services which are seasonality,
interdependence of tourism products and high fixed cost of operations. Together with perishébility
in particular, all above characteristics of tourism products make demand variations more acute and

most serious problem to tackle with by the industry.

However, demand fluctuations are not only one to blame for causing difficulties and serious
problems to the tourism industry. Variations in supply of tourism products have also caused
problems. The tourism product itself is such that complex and combination of natural, man-made
assets and tourist facilities themselves. Although, it is possible to keep the supply of rest of the
elements of tourism products in control, it is impossible to control ﬁatural elements such as
weather. Bad weather could easily deter the demand for a particular destination even in its usual
peak-season period and cause fluctuations in demand and under-utilisation of all combination of

tourism resources. Therefore, demand for and supply of tourism products should be considered and

evaluated all together in order to see the real roots of the problems facing the tourism industry.

Jefferson and Lickorish. (1991) and the European Travel Commission (ETC) see the seasonality in
the tourism industry as an opportunity and a marketing challenge rather than a problem and they
stress that it requires greater public and private sector partnership in efforts to spread traffic and
avoid congestion in time and destination areas.. They insist that failure to achieve seasonally
smooth and dispersed tourism movements is the failure of the destination marketers. Therefore, the
problem of seasonality requires special and careful treatment, development and marketing plans,
policies and strategies with collaborative efforts by all public and private sectors of the tourism
industry and the economy in general. Although it seems idealistic, unrealistic and is not practised
widely, all sectors of the industry, managers, tourist authorities, academics and related all sectors of
the economy should involve every stages of the decision-making process concerning future tourism
plans, strategies and policies although it is not always possible to maintain consensus as all parties

would have, or expect, different stakes from the possible future developments in the industry.
Definition of séasonality

The word “seasons” 1s described in dictionaries as ‘thel four periods into which a year is divided,
because there is different weather in each period. They are called spring, summer, autumn and
winter’. A season is also a period during each year when something usually happens. For instance,
the planting season, the football season, the tourism and holiday season. In short, almost all events

and activities have a seasonal nature.
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Hylleberg. (1992) argues that although the concept of seasonality shares features with many other

concepts used in daily language and everyone knows what it is, very few have ever actually
thought about an applicable definition. Hylleberg proposes the following definition of seasonality
In economics:

‘Seasonality is the systematic, although not necessarily regular, intra-year movement
caused by the changes of the weather, the calendar, and timing of decisions, directly or
indirectly through the production and consumption decisions made by the agents of the
economy. These decisions are influenced by endowments, the expectations and
preferences of the agents and the production techniques available in the economy’

(Hylleberg, 1992, p.4).

However, moving from a general to specific definition of seasonality in the tourism industry, it is
very difficult to see any comprehensive definition in the tourism literature. In most studies, authors
move directly to the seasonality problem and possible solutions, rather than introducing and
defining the seasonality. Seasonality refers to temporal fluctuations (Butler 2000) or unevenness
(Bender and et al 2005) in the volume of tourism in a year. Murphy (1985) declares seasonality to
be the most common example of short-term cycles with peaks, troughs, and points between these
two extremes. It should be stressed that these peaks, troughs and shoulder seasons vary according
to location, type and characteristics of the destination. For instance, winter is the peak, spring and.

autumn are the shoulders and summer is the off-season for most ski resorts. Seasonality refers to
movement in a series during a particular period of time which recur year after year (Lundberg et al.
1995) or intra-year fluctuations (Lim and McAleer, 2001). According to Snepenger et al. (1990),
the greatest fluctuations in tourism demand are caused by the changes in the seasons, with the
annual cycle being termed seasonality of demand (SOD). Butler (1994; 2001) describes the

seasonality in tourism as a temporal imbalance in the phenomenon of tourism, which may be
measured and felt by fluctuating numbers of visitors, expenditure of visitors, traffic on highways

and other forms of transportation, employment and admissions to attractions.

In the light of the above definition and the statements, seasonality of tourism could possibly
defined as irregular tourism movements and the mismatch of supply and demand in a period of year

which may have been caused by several factors such as the natural laws, institutional structure,

calendar events, and timing of production and consumption habits and decisions.

Seasonality as a problem

As Jeffrey and Hubbard (1986) state, visitor demands can be highly volatile, in terms of the
number, type, destination, length and timing of visits, and fluctuate widely from one year, from one
season, and from one day, to the next in the tourism industry’. Therefore, tourism has been

characterised by a single main season in many destination regions and in some entire countries,
with the hotels and other facilities closed or operating at reduced potential over the remainder of

the year. Many tourism jobs are seasonal, which can be a disadvantage for those seeking full-time
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work (Kispiox Forest District 2002). The staff working in the tourism industry have very little
choice other than finding a job in other industries, even remaining unemployed or moving to
another area for the rest of the year, which bring many economic and social problems (BarOn,
1975). However, it should not be disregarded that seasonal and part-time work can be well suited to

people who do not want full-time work, such as students, working parents and farmers.

In fact, the problem of seasonality causes trouble not just for the tourism industry and its staff but
generates many difficulties at regional, national and international levels. Under- and over-
utilization of capacity and resources, congestion, environmental damage, saturation of transport,
infrastructural problems, increased risk of road accidents, higher prices, negative impact on the
quality of the tourism product (McEniff 1992) as well as unemployment and other related

economic and sociological effects were the most common problems which the world tourism

industry faces

It was stated in the North Cornwall Tourism Strategy for 2001-2005 that many businesses operate

below capacity for long periods of the year and as a consequence many struggle to re-invest,
employment is short term and low paid and periods of trading tend to operate in the short term,

sometimes to the detriment of the consumer (North Cornwall District Council 2001). These
problems are global and, of course, not subject to any particular destination or country. ‘Clearly, if
there were less seasonality in the tourist sector, a greater output could be provided by using

virtually the same quantity of resources during more months of the year’ (Sutcliffe and Sinclair,
1978, p.1).

However, some destinations feel the effects of seasonality more severely than some others because
their economies depend heavily on the tourism industry and tourism receipts. Fluctuations in
tourism demand which are affected by various factors such as climate, location of destination and
motivations of the tourists make these destinations seasonally volatile and sensitive and force them
to find solutions to improve seasonal pattern of tourism demand and to use their resources
efficiently. As O'Driscoll (1984, p.13) states although ‘the problems associated with seasonality
are accepted and have been talked about for a long time, remedial action taken is not widespread
and therefore action is necessary’. Management of demand and supply is the main task for tourism
authorities and managers. All relevant sectors of the industry should participate in implementing
strategic actions if there is to be an improvement in seasonality and regional imbalance throughout
the world. It is necessary to provide sufficient services and facilities to meet peak demand in order
not to divert potential tourists to other destinations or stay at home. Equally, it is important to
consider low off-season demand to avoid over-supply and its negative consequences to the

destination and the industry itself.

Despite accepting the adverse affects of seasonal concentration, Saleem (1992) advocates that the

de-seasonalisation or spreading tourism activities through the year may lead capacity under-use,
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financial loss, threat to valuable ecological and heritage resources by constraining the time which
natural resource system desperately needs to recuperate, regenerate or recycle itself, escalation of
mass tourism and commercialisation of cultural heritages. Butler (2000, p.521) also supports
Saleem’s view stating that ‘seasonality can be viewed as a beneficial feature in two respects; the
first is in the case of environment, the non-tourist season allows for vegetation and wildlife to
recover from the demands of tourism use and the second is in the case of residents of destinations,
the periods without tourists allow them a ‘normal’ life for a part of year’. This perspective was
raised by Baum and Lundtorp (2001) who show that seasonality might be a positive element, in

that it is an enforced period of recovery for businesses and the local communities.

Seasonality may not or should not be eliminated completely and seasonal nature of the tourism
products will probably exist forever. However, it can be eased by taking appropriate measures.
Why does seasonality need to be overcome and what measures should be taken to alleviate it?
Before answering such questions and trying to find out appropriate resolutions, the characteristics

of the tourism product and actual causes of seasonality should be investigated.

Causes of seasonality

In terms of the characteristics of the outcomes, services are distinct from the goods, as mentioned
~earlier. Therefore, in order to understand the problem properly, it is necessary to review the main

characteristics and features of the tourism products served which are the causes of some main
seasonal problems. However, few detailed studies have been made of its nature or on all of its

effects and problems still exist in identifying the basic causes of seasonality, such as the reasons for

its persistence, and its measurements (Bender and et al. 2005).

Characteristics of the tourism products

The unique features of tourism products can be outlined as follows:

1. Intangibility
2. Perishability
3. Heterogeneity
4, Simultaneity of production and consumption (inseparability)
a. Non-transportability
b. High degree of producer-consumer interaction (usually short duration)
¢. Production and consumption time and place are determined by the customer

5. Interdependence
6. Difficulty in measuring output

7. High fixed cost structure
8 Labour intensive

The marketing of travel and tourism services is shaped and determined by the nature of the
demand, and the operating characteristics of supplying industries. The forms of promotion and

distribution used for travel and tourism products also have their own particular characteristics,
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which distinguish their use in comparison with other industries. These characteristics form the
common ground on which marketing for travel and tourism is based (Middleton 1988), and play

key role in formation of seasonal problems as indicated below.

A service cannot be touched; it is also difficult to grasp mentally (Bateson et al. 1978) and this twin
intangibility causes a number of problems for marketers (Buttle 1989). Therefore, the intangibility
of service product alone leads to several difficulties and questions in the tourism industry. Since
tourism products cannot be physically seen, heard or touched, in short as they do not exist in
normal physical form, customers cannot see and judge the quality of services before using and
experiencing them. In addition to all these characteristics, it is very difficult for producers of
services to measure and know how much the customers are satisfied and happy to continue
consumption. At this stage, difficulty occurs in demonstrating such intangible service products,
judging its performance in the market places and deciding whether the product should be

developed, improved and replaced.

In seasonality terms, it is very hard to persuade the customers that the tourism industry offers the

same products at a same destination all-year-round with a different background, i.e. weather, and

new tourism products and services in off-season are not easy to test because customers cannot
easily realise, perceive or understand the degree of quality and advantages of services provided in
different times of the year as they experienced the products at other times of the year in the past.
They may also not evaluate the service products easily as a result of risk factor which they have to
take. Thus, tourism products require a more careful and effective marketing and promotion in order

to alleviate the questions and uncertainties in the customers mind and consequently to prevent

sudden and continues fluctuations in demand.

Unlike other industries, tourism imports the market to the product, rather than export the product
out of region to distant markets (Kispiox Forest District 2002). For many services, production and
consumption occur at the same time and they cannot be transported or transferred. Customers need
to come to the producers in order to experience the service products. There is a high-degree
producer-consumer interaction in the production of services, which is ‘a mixed blessing; on the one
hand consumers are a source of productive capacity, but on the other hand the consumers’ role

create uncertainty about the process’s time, the product’s quality and the facilities

accommodation of the consumers’ needs’ (Sasser and et al, 1978, p.301).

Involvement of customer in the production of the services and determination of production place
and time, unique features and quality of services leave the destiny of tourism industry into the
customers’ hands. Travellers choose wherever and whenever they go and what kind of services and
facilities they will consume and then the tourism and hospitality industry serve its products when
and where the demand 1s. When there is no demand or low demand seasonal problems occur in the

industry regardless of the quality and the nature of products.
40



Armistead et al. (1985, p.7) states that ‘another operational consequence of the consumer being
involved in the production process is that a service cannot be stored for the future consumption in
the same way as manufactured products’. Therefore, services are perishable, in other words, non-
stockable. If there are unsold rooms in a hotel on a particular day, then the hotel has lost income.
For example, if a hotel has bed capacity for 500 guests overnight and only can achieve sales of 300,
remainder bed capacity for 200 people and revenue from this unused capacity is lost forever as it is
not stockable and useable at any other times. ‘The critical marketing problem, here, is how to

manage demand so that it is experienced at the times and in the quantities wanted’ (Buttle, 1989,
p.237).

In this respect, the tourism industry is helpless to tailor demand to the supply or supply to the
demand immediately if there is over and under capacity demand. ‘Not only service marketers,
managers of demand, they may also need to manage supply so that a profitable equilibrium is
always obtained’ (Buttle 1989, p.237) which is not an easy task. So, the tourism industry needs

very carefully stated marketing plans and strategies in order to make sure that the industry operates

smoothly at a full capacity throughout the year.

Services are heterogeneous. ‘Taken literally, heterogeneity means that every service performance is
unique to each customer and service producer’ (Middleton, 1988, p.27). Since every individual
person has his/her own personality, characteristics and expectations, they all behave and react
differently while they are either serving as producers or consuming as customers. Each service
product is characterised by each customer’s expectations, motivations and desires, and by
behaviour and attitude of the producer. As Schmoll (1977) explains, the subjective and objective
reasons, expectations and desires which underline tourists’ choices for certain destinations,
arrangement types, service categories and vacation activities are far less evident - and very often
two people make exactly the same choices for entirely different and sometimes even mutually
exclusive reasons. In the same way every individual member of the tourism industry, receptionists,
waiters, tour guides etc., serve differently to each customer and respond to problems in a different

manner each time. Therefore, the tourism industry has to deal with its workforce’s performance as

part of the service process as well as consumer demand.

Targett (1989, p.291) states that ‘labour is likely to be the most important source and this
importance is increased because of consumer/employee contact in the delivery of the service’.
Although, there are some exceptions, the most jobs in the labour intensive service industries cannot
be done by machines and there is a limited possibility of automation in the industry because service
products are intangible and consumer actually experiences the service product during the
production and consumption which both take place at the same time, simultaneously. Although,
some branches of the service industries, such as a telephone company which have limited contact
with the customer, have more opportunities to replace employees with the machines in order to

reduce costs, most service industries, especially the tourism industry, have to deal with their
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customer face-to-face and therefore, they have very limited access to utilize modern technology.

Even if the full automation is possible for some jobs, tourists prefer being served by a human

being.

In the tourism industry, high labour turnover is seen mainly because of the special characteristics of
the industry, seasonal temporary employment, financial reasons, low salary and poor management.
On the one hand, managers of the tourism industry have to deal with selecting, organising,
commanding, controlling and motivating the staff as a part of the service industries, on the other
hand, they also have to pay attention to personnel cost which, as Schmoll (1977) says, must be
considered as fixed in the short-run just as capital costs in the long-term because personnel are the

most expensive and not replaceable easily during the production of services.

Apart from the above common characteristics of service industries and its products, there are also
some characteristics especially peculiar to the tourism industry and tourism products which make
the industry more fragile against seasonal problems. Interdependence of the products, high-fixed
cost structure, the role of the government and official organisations and seasonally fluctuating
demand with inelastic supply are the most important other features related to the tourism industry

and cause several problems at both micro- and macro level in terms of management of the

resources effectively.

First, the tourism product is a combination of several products. ‘/n a narrow sense, the tourist
product consists of what the tourists buy. In a wider sense, the tourist product is an amalgam of
what he does at the destination and of the services he uses to make it possible. Therefore, each
destination has particular product or products to offer’ (Burkart and Medlik, 1981, p.48).
Transportation, accommodation, catering, attractions and many other related tangible and
intangible products, facilities and attractions are all essential integral parts of the tourism product
since they all act to meet the needs of travellers and they all depend each other. For example, as
MclIntosh and Goeldner (1972) say, the success of a Colorado ski resort depends on transportation
to bring skiers to the slopes, housing to accommodate them, restaurants to feed them, and other
services (medical facilities, aprés, ski lounges and retail shops to take care of. As it happens in a
human body, if something goes wrong in any component of the tourism industry at any time, it
affects the whole industry and the customers, tourists. Therefore, they are all required to be co-
operative and communicative to each other in order to form a more united, firm, healthy and

successful tourism industry.

However, consumers of the industry do not necessarily have to purchase all the services at the same
time. The tourist may buy a seat from an airline company but may not have lunch or dinner at a
restaurant at the destination. He/she is completely free to choose any combination of tourist
services to purchase, unlike the goods which are produced and sold in one piece. As Schmoll

(1977) points out, tourist services are produced and very often sold on an incremental basis: a
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transport enterprise provides transport to a destination, a hotel supplies accommodation and food, a
local bus company sightseeing tour etc. He concludes that from the tourists’ point of view, it is
highly unsatisfactory and complicated to deal with a variety of different suppliers to satisfy their
needs. As indicated, fragmented and interdependent feature of the tourism products can and do
cause several difficulties in practise for the industry as well as for the tourists during the whole
production and consumption process. However, it should not be disregarded that despite the above

difficulties, an increasing growth trend has been seen in independent travels.

On the other hand, tourism products are mostly produced at a high fixed cost and relatively low
variable costs. ‘It is clear that, in most cases, a substantial proportion of costs may be regarded as
fixed or semi-fixed, which must be incurred regardless of the volume of sales’ (Hughes, 1986,
p.104). Therefore, the profitability of the industry is very sensitive to changes in volume of the
business. When sales rise, fixed costs for per unit decrease and eventually profit from per unit

increase. On the other hand, if sales decline, because fixed costs will remain same, cost for per unit

service increase, profit decreases.

Tourism enterprises has to operate as close as to the full capacity which depends on funding,

business and marketing plans in order to be efficient and profitable. They also must have a very
carefully structured pricing policy to meet the costs when they are operating at very low capacity.
Otherwise, losses will be inevitable for the industry. At a macro-economic scale, very high cost
infra- and supra-structure investments, invaluable natural and man-made tourism resources put
pressuré on the destination country to avoid from wastage and under-utilization of the assets

through the year because many problems stem from fluctuating demand, underutilization of

resources on a time basis and therefore high fixed costs.

When all the above characteristics are summarized, it is seen that supply of tourism products is

rigid and inelastic, and therefore, it causes several problems in the industry and it makes
fluctuations in tourism demand harmful and too costly to the tourism industry. If demand is
inadequate or over-estimated, the industry will find itself in a large complication because consumer
demand cannot be raised easily and obviously its receipts from tourists will decline. In contrast, if
demand is over-capacity or under-estimated, then potential customers will be lost and this will
probably damage the reputation and image of the industry and the destination. In addition, reducing
the number of staff and using the premises for other purposes when there is low or no demand for
the services are not possible. Thus, the inelasticity of supply, instability and elasticity of demand

are altogether the major problems of the tourism industry to tackle with.
Characteristics and determinants of tourism demand

The demand for tourism is the principal pillar of the international tourism system and everything

else revolves around this dynamic element (Culpan 1987). Tourism demand is buoyant and
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dynamic (Laws 1991) and one of the more complex aspects of tourism (Pearce 1991). Gunn
(1988), Mill and Morrison (1985), Murphy (1985) and various other references describe demand
and supply as the main components of the tourism market and the tourism system. Thus, demand,
in terms of economics, forms one half of the tourism industry and without any of these
components, no tourism activities, tourism industry and market place in which tourist goods and

services are to be exchanged take place.

In economic terms, demand is defined by McConnell and Brue (1960) as a schedule which shows
the various amounts of a product which consumers are willing and able to purchase at each specific

price in a series of possible prices during some specified period of time.

From the marketing and management point of view, Kotler (1994, p.7) makes some clarification

between needs, wants and demands. According to him;

‘a human need is state of felt deprivation of soma basic satisfaction and needs exist in the very
texture of human biology and the human condition. Wants are desires for specific satisfiers of
these deeper needs. Although people’s needs are few, their wants are many and they are
continually shaped and reshaped by social forces and institutions, such as churches, schools,
families and business corporations.

Demands are wants for specific products that are backed by an ability and willingness to buy
them. Wants become demands when supported by purchasing power. Companies must therefore
measure not only how many people want their product but, more important, how many would
actually be willing and able to buy it. Marketers influence demand by making the product
appropriate, attractive, affordable, and easily available to target consumers’.

From the tourism point of view, McIntosh and Goeldner (1972) adopt economists’ definition of
demand to tourism demand without mentioning about the consumers willingness and the ability to
buy products and define it as the quantity of tourism goods and services that will be purchased at a

given price and within a given time period.

On the other hand, geographers like Boniface and Cooper (1987) and Mathieson and Wall (1982)

define tourism demand as;

‘the total number of persons who travel, or wish to travel to use tourist facilities at places away
from their places of work and residence’.

None of above tourism demand definitions mentions about the willingness and purchase power. As
Kotler (1994) emphasises above, tourism establishments must measure not only how many people
want to purchase their tourism products but also how many people would actually be willing and
able to buy them. When the supply of tourism product is tailored by considering the number of
persons who wants to use tourist facilities, then there will be over supply as some people’s wants

cannot be backed up by an ability and willingness to buy the tourism products. That is why
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mismatch of demand and supply, and fluctuations in demand in time and place become major

problems of the tourism industry.

As a consequence, the comprehensive tourism demand may probably be defined in the light of the

above definitions from different points of view as;

‘both the number of people who purchase or wish to purchase tourism products,

and the amount of tourism products and facilities which those people are willing and
able to buy at each specified price, at a particular place away from their places of
work and residence, and within a given time period’,

Similar definition is also used to define the “market” by Schmoll (1977). Consideration of overall
perceived could not be enough to estimate the supply capacity which can cause over supply.

Therefore, tourism managers should consider suppressed, potential and deferred demand as well as

actual demand to calculate the real capacity demanded now and could be demanded in the future.

Figure 2.1 Components of Tourism Demand

TOURISM DEMAND

ACTUAL SUPPRESSED DEMAND
DEMAND |

Potential Demand Deferred Demand

Demand Demand Demand Demand

*Adopted from Boniface and Cooper (1987), Holloway and Plant (1992) and Mathieson
and Wall (1982)

Demand for tourism products consists of a number of components (Boniface and Cooper 1987).
While Mathieson and Wall (1982) classify the components of tourism demand as actual, potential
and deferred demand, Boniface and Cooper (1987) take potential and deferred demand as two
elements of the suppressed demand which is called by Smith (1989) as unmet demand or latent
demand. Holloway and Plant (1992) group the tourism demand as existing, displacement, created
and future demand what they call them as four distinct kinds of demand. Clearly, almost all
references agree on the components of tourism demand but each one takes and evaluates it from

different angles and in different depth.

Actual or effective demand is used to refer to actual number of people who currently use the
tourism services and facilities, and the sum total of actual consumption of tourism goods and

services at a destination. According to Bull (1991), buyers in this case tourists, must possess the
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wherewithal to buy as well as willingness if there is to be effective demand. However, it does not
necessarily mean that every person who is willing and economically able to buy the tourism
product actually buys the product. They may have the necessary conditions for purchasing but
some factors such as family structure, working conditions and calendar may prevent them to
actually buy and use the services. Therefore, as Collier (1989) states actual demand represents the

sum total of persons who actually travel or engage in tourism related activities.

Mathieson and Wall (1982) and Boniface and Cooper (1987) claim that suppressed demand is
made up of potential and deferred demand which both represents the people who do not travel or
use the tourist services and facilities for some reason. According to Smith (1989), latent demand or
suppressed demand is a measure of the difference between potential level of consumption and the
observed level and the difference may be due to shortage of supply, excessively high prices,
scheduling problems or other barriers. Indeed, although the tourism industry is claimed to be the
biggest industry in the world, tourism expenses have no place in budgets of most people who live,

especially, in undeveloped and newly developing countries even they have desired to travel.

Collier (1989) defines the people who fulfil the requirements of travel and tourism, for example

those who are able to travel or engage in tourism related activities as the potential customers.
However, although potential travellers may fulfil the requirements, they actually do not participate
in tourism activities for some reason at present circumstances. Potential customers may not be
travelling because of inadequate supply of the services they want, which is named by Holloway and
Plant (1992) as existing demand. Consumers wait until the right product for them is supplied and
available in the market place. On the other hand, they define the other part of potential demand,
displacement demand as the demand resulting from the dissatisfaction experienced by current
customers. These customers search for a product which really will satisfy them. Finally, people
who are motivated and fulfil the requirements, perhaps travelled before but they do not travel now
because of personal reasons such as financial problems and time constraints, also described as
potential customers since they are expected to travel if some changes and improvements take place
in their circumstances. All these components of the potential demand can be converted into actual
demand which becomes much crucial for off-season tourism development, improvement of

seasonality and uneven distribution of tourism activities and tourists between regions.

The second element of the suppressed demand is deferred demand which includes those people
who could travel, if motivated, but they do not do so because they either lack of knowledge of
opportunities, facilities or both (Mathieson and Wall 1982). Here, advertising, marketing,
promotion and public relations play important role to inform and make people aware of the tourism
products and opportunities. Otherwise, most of the likely potential customers will remain forming
the deferred demand. Some unrecognised and latent wants and desires can be awakened, developed

and promoted by using effective marketing techniques. This type of demand is called by Holloway
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and Plant (1992) as created demand. Mill and Morrison (1985) explain the interaction between

buying and communications processes at seven stages as seen on (Figure 2.2).

Figure 2.2 Interaction between buying and communications processes

Buying Process Communication Objective |Communication measurement

Awareness/Attention Exposure Number of readers/viewers exposed to message
: Transmission of Percentage of readers/viewers who remembered
Knowledge/Comprehension |, : | :
information lessential parts of the message
Attitudes/Interest/Liking Attitude change Attitude surveys before and after message to

determine degree of change

Preference surveys before and after message to

Evaluation/Preference/Desire |Creation of preferences .
determine preference

Number of actions taken (e.g., travel agent
Intention/Conviction Initiation of action icontact, tours booked, responses received) in
response to a particular message
Purchase/Trial/Action Purchase Number of bookings made, etc.
Adoption Repeat purchase Percentage of visitors who are repeat purchasers

Moreover, there will always be deferred demand for the tourism products as the population,
demographic, social and economic and other changes take place continuously through the time and
this type of demand represents the future demand. Future demand is not in existence, even In

potential or deferred form, and will naturally exist and arise in the future either as suppressed

demand or actual demand.

As has been noted, ordinary people pass through several stages to become a first suppressed and
then actual customer and finally consume the tourism product. From the industry’s point of view, it
is a rather long process and must be handled with care in order to keep development of tourism
demand steady and balanced, and secure the industry’s future. When this long process assesses
carefully and patiently, it will lead the tourism industry, more prosperous future when distribution

of tourism activities, tourism demand and supply in time and space is even and justified.

Tourism demand is influenced by a variety of variables and while some of these variables cannot

be in control of neither suppliers nor consumers, some other variables can be influenced and

changed by both parties. The success of any geographical unit as a destination 1s primarily

determined by several factor which are namely attractions, amenities, accessibility, images and
price (CHO, 2000). The literature on tourism demand and demand in general mention about more

or less same factors which determines the tourism demand. They can be outlined as follows

Schmoll (1977), Hudman (1980), Jefferson and Lickorish (1988), Middleton (1988), Olali (1984b),
Kotler (1994), Tribe (1995):

- Economic factors: Inflation rates, Exchange rates, Price, Fiscal regulations, Living standards
and disposable income

- Demographic factors: Household size and composition, Age and life-cycle stage, Education
level, Occupation

- Geographic factors: Climate, Accessibility, Size and structure of the population,
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- Socio-cultural factors: Social and cultural proximity

- Comparative prices and quality

- Mobility

- Government and regulatory factors: Political stability, Security, Incentives

- Media communications: Advertising

- Personal factors: Lifestyle, Economic circumstances, Personality and self-concept
- Fashion and tastes

- Leisure needs

The determinants of tourism demand have shown rapid change in parallel to the new developments
and improvements in human being’s living and working conditions. Although, most of the above
determinants of tourism demand are common to most tourist generating countries, some generating
countries may have additional specific determinants peculiar to these countries. The world tourism
flow statistics indicate that people of countries where is developed, industrialised and living
standard is relatively high participate in tourism activities more than the people of undeveloped and

developing countries.

However, as Burkart and Medlik (1981) and Middleton (1988) states, the other factor which
determines the demand for tourism is provision or supply of tourist products and services. For

example, demand for a destination can not be developed and realised until the basic transportation,

accommodation and food and beverage services are made available at that destination. Therefore,
when suppliers and marketers of tourism making decisions on product development, promotion and

marketing of existing products, they should consider the determinants of demand in each market

and determine individual marketing strategies for each generating country.

Natural Factors

Natural seasonality is usually associated with climate and seasons of the year at a particular
destination (Lim and McAleer, 2001). The climatic features and weather conditions in both tourist
receiving and tourist originating countries affects seasonal fluctuations in tourism supply and
demand. Much of the traditional temporal patterns of tourists reflect seasons in the Northern
Hemisphere, because most of the world’s tourism originates in the developed countries and are
located there (Butler 2000). While poor climate and weather conditions in receiving countries at
certain times of the year deters tourists from visiting these destinations, the unusual weather
conditions and seasonal characteristic peculiar to tourist originating countries push tourists to
destination countries where weather and climate is better. These both situations have caused
seasonal concentration at certain times and dead seasons in the remaining time of the year. As
Stynes and Pigozzi (1983) put it seasonal fluctuations are shown usually as the result of climatic
conditions of the destination countries or areas, but the climate and weather conditions in
generating countries is also to be blamed for seasonal imbalance. As Allcock (1989) states, touristic

travel activities are bound to specific climatic seasons of the year even though they may exhibit

‘seasonal’ variation in their distribution. For example, visitors who want to ski have to visit ski
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resorts only during winter months when the weather is snowy and surface is ready for skiing, while

visitors who want to swim in the sea and have sunbath should visit coastal areas when the sea and

air temperatures are high enough, usually spring and summer.

Sometimes, countries experience natural disasters and catastrophes such as earthquakes, floods,
avalanches and droughts. When these types of disasters take place in a destination, they can easily
deter people to visit this area and cause temporary seasonal fluctuation in that year. As usually the
effects of these types of natural disasters are temporary and the destination will return to usual daily
life after a period of recovery time, the demand for tourism in that region expected to return its

original or normal trend.

Institutional Factors

Institutional form of seasonality in tourism is caused by human decisions and relates to what were
often traditional temporal variations in the patterns of human activity and inactivity and varies
much more widely across the world than the natural form, reflecting the cultural diversity and

beliefs (Butler 2000). It is the result of religious, cultural, ethnic, social factors and school

vacations (Lim and McAleer, 2001). According to Lickorish (1969) the timing of school terms are
recognised as perhaps the greatest single force in restricting freedom of choice. The summer season
is usually the time for main school holidays and annual vacation all over the world. Individual
members of the family see the summer season as an opportunity to get together (Olali 1984b) and
spend enjoyable time. For this reason, parents take their annual paid vacations within the school
holiday period which is usually the summer season, Although, there is at least one or sometimes
more semester holidays in a year, the summer holiday is preferred as it is the longest holiday, when
the weather is better and good weather provides an opportunity for relatively easy travel and
enjoyable experiences. The fact that number of climatic, psychological, economic and other
conditions are more favourable in summer (Markovic 1969). In this respect, timing of school
holidays encourages the working force to take their annual vacation in the same period of time. As
Kyriakos (1969) states the question of school holidays is a leading and very important determining
factor in the overcrowding in the peak summer period. However, Kennedy and Deegan (2001)
states that those European countries that the greatest seasonal spreading of domestic tourism are the
same countries who have initiated either staggered school or work holidays which indicates the

great importance of timing of school and work holidays.

Holiday movement is still centred on public holidays which in most developed countries are based
on religious and national festivals (Lickorish (1969). Bank holidays, national independence days,
national festivals, Christmas and Easter period in Christianity and Ramadan and sacrifice festivals,
pilgrimages to holy places can be considered as main events determining the period of peak
demand in most domestic and international destinations. The prices declines to its lowest levels due

to airline and transport, tour operator, travel agency and accommodation sector competition in peak
49



seasons. Therefore more people get the opportunity to travel. Because of high demand and high
occupancy rates, the cost for per travellers decline and producers hold the opportunity to offer even
much lower prices. Therefore declining holiday and travel costs encourages people to travel at peak

seasons which cause concentration and several negative results at destinations.

The human factor

The reasons for current patterns of seasonality have been little explored and may well relate more
to the motivations and behavioural attributes of tourists than to innate climate or historical
characteristics in destination areas (Butler 2000). Psychological factors: Some people may have
phobia against cold, winter, snow, hot weather etc. Some people may have prejudice against the
people of countries or political regime of the country and therefore they stay away from that

country although they want to see the natural and man-made attractions in those countries.

Health factors: Some people have some specific illness against sunshine, cold weather etc. In
addition, the long distance can prevent some people to travel. Particularly, disabled travellers

experience major difficulties in travelling. Some other people cannot travel because their health is
affected by the journey conditions. For example, some people cannot travel by an air plane as their

ear and hearing ability is severely affected by air pressure and therefore they have little chance to

visit overseas and long distance destinations.

2.3. Spatial imbalance in tourism

Tourism supply and demand varies from one region to another, as well as from one season to
another, in many destination countries. It has long been one of the most serious problems facing the
tourism industry. However, imbalanced distribution of tourism has increased with the emergence
and development of mass tourism, which, as Shaw and Williams (1994) say, tends to be highly
spatially polarised. In many developing countries, the main priority is to develop tourism without
considering the seasonal and spatial imbalances the destination may face in the future. Rapid
development in many tourism destinations, where tourism is a relatively recent phenomenon, has
caused more problems than expected benefits. ‘Economic objectives often have been pursued to the

neglect of their social and environmental ramifications so that the form of tourism that is

developed is less beneficial’ (Heath and Wall, 1992, p.5).

‘The matching of supply and demand in recreation and tourism is a time and spatial problem.
Activities are characterised by extremes of seasonality and periodicity on the one hand, and by
extremes of geographical concentration on the other hand. In planning for recreation and
tourism, solutions have to be sought in these two directions, if adequate provision is to exist for
all reasonable demand, to provide satisfaction for the tourist, and to safeguard the rural and

urban environment’ (Burkart and Medlik 1981, p.245).

50



Although there are essential, diversified and adequate resources and attractions throughout the
destination countries for balanced tourism development, concentration of tourism supply and
demand in particular regions has caused pressure and destruction of tourism resources in those
regions and an uneven distribution of benefits between regions and people. The development in
many successful economies marked by spatial imbalance, facing problems of congestion, while a
number of regions suffer from under-utilisation of their potential and resources (Irish Government
2002). Insights into the complex spatial behaviour of visitors and spatial variations in tourism
supply are essential in the successful development and monitoring of tourism projects. In most
cases, seasonality and spatial concentration in tourism are directly related to each other and they
require combined efforts in planning, policy - making, promotion and marketing of tourism

resources.

Causal factors for spatial imbalance

The main components of the tourism industry are outlined as attractions (natural and man-made),
transport (land, air, rail, sea), accommodation (hotels, holiday villages, B&Bs etc.), facilities

(restaurants, shops, banks, post office etc.) and infrastructure (electricity, water, health care,
security etc) (Pearce, 1991), (Rogers and Slinn, 1993), (Cooper et al. 1993), (Burkart and Medlik

1981), (Murphy 1985), (Barutcugil 1984). Rogers and Slinn (1993) have added hospitality to above
components. A destination must sell its own unique product in the market place in order to be
successful. Having natural or man-made resources mean nothing if they are not accessible and
accommodation and other services are not available for visitors. According to Hudmann (1980) two

characteristics are common to areas with a viable, healthy tourist industry; first is accessibility and

second is the availability of basic amenities at or in the area of the attraction.

Several factors have been shown as the main causal factors for spatial imbalance and while some of
these factors are not controllable or difficult to be controlled, some others can be controlled and
manipulated. On the other hand, while some spatial imbalance problems are caused by the supply
side, the motivation and the choice of visitors cause concentration of tourism in particular areas.
For example, as Williams and Shaw (1991) emphasise that the supply of accommodation is both
determined by, and helps to determine, demand. In other words, both supply- and demand-side of
tourism are responsible for uneven spatial imbalance in distribution of tourism activities and
benefits throughout the destination. There are several measures to be taken in order to minimise the
negative effects of these causal factors which limit benefiting from the resources available in less-
developed areas and damage the resources in concentration areas. Identification of the causal
factors for spatial imbalance 1s accepted as the first step for solving or at least improving spatial

imbalance and distribution of tourism activities and benefits of tourism throughout the country.

Every town, city, region or country has its own unique geographical, physical, natural, social,

cultural, economical characteristics. In addition, all may have different infra-structural and supra-
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structural facilities and development. Therefore, each destination has particular product or products
to offer. While some destinations can be rich in terms of natural resources such as mountains,
scenery, lakes, national parks, wildlife, some others can have limited natural resources but can be
rather rich in terms of man-made attractions such as amusement parks, museums, theatres,
archaeological sites, shopping centres and cultural events. On the other hand, it is possible for some
areas that they can be rich in terms of both natural and man-made resources and attractions, and
some others unlucky and poor in terms of both. As consequence, availability and quality of either
natural or man-made tourism resources for the first step for the development of tourism in an area
and if a region has lack of natural and man-made resources, there will be no or slack demand for

that area. Consequently, spatial imbalance unavoidably will occur between regions.

The demand for tourism to a particular destination may be a function of push factors in the region
which can be regarded as a person’s predispositions to tourism which is determined by the socio-
demographic and psychographic characteristics, and pull factors in destination areas which relate to
the relative attractiveness of destinations (CHO 2000). As Gunn (1994) states, if the market
provides “push” of traveller movement, attractions provide the major “pull” and without
attractions, other services may not be needed except for local trade. Although Hudmann (1980)

accepts that a combination of attractions i1s helpful in creating a strong tourist appeal, he
emphasises two important points which may cause spatial imbalance;

- the needs and tastes of tourists vary considerable and an attraction may have strong appeal

to a relatively limited group
- the tourism industry is susceptible to change and today’s key attraction may not be
considered worth a second look in the future

As stated above, accessibility is a quite important component of the tourism industry and it is also

an important factor to convince potential visitors to visit a destination by easy and trouble-free

access to the resources and attractions.

The other primary causes of spatial imbalance are climate and weather conditions, level of facility
provision for tourism and private sector interests, safety, inadequate promotion and marketing and
tourist market selection, national development and tourism policies, local people’s perception of

tourism.
2.4. Effects of disparity in tourism and development options for improved tourism

The common feature of both seasonal and spatial disparities in tourism is the under- or over-
utilisation (concentration) of natural and man-made resources which can occur either in time and
space. The concentrated use of resources in time leads to seasonality and in space initiates spatial
inequalities. Whether the existence of these inequalities is beneficial or detrimental depends on the
viewpoint of different agencies involved in the tourism industry and regional development. The
report prepared by Parliamentary Commissioner for the Environment (1997) shows that there is a

very wide range of effects associated with tourism, caused by many different kinds of activities in a
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wide range of environments and while some of the effects, such as trampling of vegetation, are

limited in scope to specific, often more sensitive sites, others, such as air pollution and effects on

revenue and investment, are generally more dispersed, and hence more widely felt.

Spatial and seasonal tourism development has various conflicting positive and negative effects on
the destination country or region such as positive economic impact on the local economy and
negative environmental impact. Disparity in tourism development, in other words concentration of
tourism in certain regions, has a two-sided effect on almost every development perspective. The
concentration of tourism in a popular region not only provides economic benefit but also negative
social and environmental impacts. On the other hand, a less popular region remains protected
environmentally and socially but economically disadvantaged in comparison with the developed

tourism regions (Figure 2.3).

Figure 2.3 Impact assessment of disparity in Turkish tourism
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The negative and positive effects of imbalanced tourism development and movements are formed

by various advantages as well as disadvantages within these effects. For example, as indicated in
the list below, while under-utilisation of all potential and available tourism resources in all regions

creates negative economic impacts, it provides an opportunity to the natural environment to recover

in concentrated tourism regions and preserve itself in other less- or undeveloped regions, in

contrast, as it creates opposite effect in less- or undeveloped regions.

The advantages and disadvantages of tourism in the destination regions indicate tourism authorities

and developers have a major task to decide whether developing tourism is beneficial for the

development and growth of country or region or disrupts and destroys the scarce resources slowly.
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According to Williams and Shaw (1988) this is an issue for industrialised countries as well as

developing countries and their societies. WTO (1994) claims that the primary reason for
developing tourism in most countries and region is for economic benefits, although there are often
other reasons, as well. Whatever the primary reason or reasons are, the primary objective must be
keeping the development and its potential benefits high and disadvantages as low as possible by
balanced development policy and strategies. ‘Tourism creates both positive and negative effects in
the destination country and region. Thoughtful policy-making and planning can do much to

minimize or even remove negative effects’ (Archer and Cooper, 1999, p.79).

Figure 2.4 Advantages and disadvantages of tourism on the regions
M Advantages [l Disadvantages

Over- (in peak season) and Under-utilisation (in off-season) ofj;

available and potential tourism resources in developed regions

[XI M Attractions and activities
(Natural, cultural, historic, theme parks, zoos and other man-made
amenities)
Accommodation
(Hotel, motel, holiday village, boarding house, self-catering apartments...)
Tour operation services
(Travel, sightseeing tours, excursions, incoming services, ticketing...)
Transport
(Railway, road, water and air transport facilities)
Infrastructure S
(Water, electric, sewerage, waste disposal, cleaning, telecommunications...)
Institutional services

(Tourism information offices ...}
Under-utilisation in off-season gives polluted, damaged and pressured natural,
man-made and social environment a breathing space and recovery time by

next season.

N M B M X X

Under-utilisation of;

available and potential tourism resources in less- and undeveloped regions in
all-year round

XI  All potentially available natural and man-made resources

X All facilities, services, infra- and superstructure investments

Employment opportunities

in developed regions
M High level infra- and super-structure investment

M  Number of seasonal and permanent jobs available to local community

M  High employment level sustains the local economy and increase living standards

X A degree of unemployment as some jobs are taken by seasonal and permanent
immigrant workers

in less- and undeveloped regions
(]  Low level infra- and super-structure investment

X  High unemployment and stagnant local economy lower living standards
[X]  High migration rate to other regions to find job and live there
M Money transfers from place of work to home region
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Social & Cultural impacts

in developed regions

‘Host culture debasement

Unacceptable rate and scale of cultural conflict and change

Rich visitors creates tension in poor communities

Pressures to change social values, dress, mores, habits and behavioural norms
Damage to cultural systems and to cultural resources. Minority languages at risk
Cultural commercialisation and commodification of society

Introduction or expansion of

- gambling - prostitution - drunkenness

- other excesses  -viceanddrugs - theft and petty crime...
Increased knowledge of host culture by visitors

Opened community to outside world

Increased social contacts, new ideas and values, new way of life
Encouragement of heritage protection, interpretation and management
Cultural interchange, peace and understanding’ Travis (1982)

(<] x] [<] Bx] [x] [x] [x]

NERNANEX

in less- and undeveloped regions
[x] Absence of above social and cultural benefits of tourism

M  Protection and improvement of social and cultural values against detrimental
effects of tourism mentioned above

Environmental issues

in developed regions
X  Pollution (air, water, land, visual, noise...)
X]  Congestion
[X]  Heavy use of and pressure on natural environment and archaeological and
historic sites
Xl  Destruction and disruption of environment (Facility development, second homes)
M  Protection and improvement of environment as a result of demand from visitors

in less- and undeveloped regions
M  Preservation of natural environment and other sensitive natural and man-made

resources such as heritage sites
Provision of additional services and facilities in the region

in developed regions { |
M  Which would not exist without tourism in the region such as more shopping and

entertainment facilities, parks, health, cleaning and postal services...

in less- and undeveloped regions
Xl  Less facility and service provision

Health and disease issues and concerns

in developed regions
Xl  As aresult of close contact between host community and visitor, carrying
diseases from origin country to destination carrying diseases from destination
country to origin
M  Awareness of health hazards and provision of health services for prevention of
possible disease spread

in less- and undeveloped regions
X  Relatively safe from spread of disease introduced by visitors
Bd  Relatively poor health and sanitary conditions as a result of economic poverty
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[X]  Easy for travellers to catch a disease or get sick
BJ Inadequate health services

2.5. Solutions for improved imbalance

Undoubtedly, improving seasonal imbalance would provide several benefits to destinations, 1ts
people directly and indirectly involved in tourism activities and visitors to those areas. BarOn

(1975, p.51) outlines the main benefits of evenly-spread seasonality in four main headings:

I- More enjoyable holidays for larger number of people, without the overcrowding so common
in the peak season

2- Optimal utilization of tourism facilities which includes supra-structure such as
accommodation and entertainment facilities and infra-structure including water, electricity

-and transport facilities. Optimum usage of facilities will also prevent construction of new

facilities to meet high season demand which will bring several benefits including
environmental and economical advantages.

3- More even employment in tourism and related industries, high service quality and
continuous and reliable career opportunity

4- Reduced average prices and improved profitability

Seasonal variation in demand is a reality for most tourism destinations and to challenge or to work

within its constraints is a destination management issue that faces tourism planners throughout the

world (Baum and Lundtorp 2001). For these reasons, officials, managers and academics of the
tourism industry proposed several ways to prevent seasonal concentration and develop year-round

tourism. However, it is not easy to solve seasonal imbalance and it requires very serious measures

work and co-operation to put these proposed methods into practise.

Kennedy and Deegaﬁ (2001) states that an examination of policies EU countries to tackle
seasonality shows that a lack of planning and insufficient co-ordination at government level were
the main deterrents to the extension of the tourism industry, There have been several sources which
deal with seasonal fluctuations in demand and offer possible measures at micro- and macro-level to
counteract seasonal imbalance. While some measures are to be taken at governmental level, at both
destination and originating country, some others are to be taken by several sectors of the tourism
and other related industries. Improvement in seasonal fluctuations requires serious co-operation
between countries, industries and sectors within industries even it is difficult. The measures
proposed only provide guidelines and every single destination should adjust and adopt them to their

own unique conditions in order to get best results.

The options available for a destination where seasonal concentration in a single season exists
outlined by BarOn (1975) and ETAG (1984) as follows:

- to extent main season
- to introduce a second season in spring, autumn or winter

- to provide activities which are not dependent on weather such as conferences or festivals
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which can be timed outside the main season, spa and health tourism
- to discourage further expansion of tourism in the main season

ETAG (1984) states that out-of-peak season traveller will have some or all of the following

characteristics:

- less concerned with weather than with lack of crowds etc.

- having a hard core interest, special interest

- on a second vacation or short duration vacation

- taking advantage of “good buys” available out of season
- visiting friends and relatives

- convention delegate

- incentive traveller

Allcock (1989) presents the combination of solutions in four main headings to have better seasonal

pattern in tourism:

- Variation of the product-mix
- Diversification of the market
- Differential pricing strategies
- State encouragement or facilitation of the staggering of holidays

ETAG’s observation should be taken into account and furthermore every destination should

determine and know the characteristics of their present and potential off-season markets in order to

address the right markets in marketing and promotion activities.

‘Murdick et al. (1990) state that the basic options in matching capacity to demand depend‘heavily

on underlying strategic decisions. They outline some options as;

- Increase or decrease capacity both in the strategic and mid-term range
- Manage demand to fit capacity constrained by resources or limited flexibility
- Arbitrarily establish capacity at a level significantly below demand

and they propose that if demand fluctuates widely from period to period, a fixed maximum capacity
may be set (which may or may not equal demand) and demand can be managed to utilize the
facilities near capacity at all times. Several methods can be employed to attract off-season

travellers to destinations. These can be employed by govemmenfs and private sectors. However,

the main goal in improving seasonal pattern should be to change and manipulate demand for

tourism products and services and match demand and the capacity as much as possible. Measures

need to be durable and provide long-term solutions.

Government and public sector measures

- Setting detailed carefully designed strategic year-round marketing plan and supporting
private sector initiatives in off-season marketing promotion
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- Leading continues market research and development initiatives

- Introduction of new tourism centres and new products

- Introducing financial incentives to attract off-season travellers and encourage the private
sector to operate in off-season (taxation, VAT exemptions, social security, financial
support for improvement of facilities to operate in off-season and to invest in all-weather
facilities

- Making necessary arrangements to stagger school holidays and paid vacations

- Supporting price reduction by lower taxation in off-season

- Improve off-season destination image of the country

- Using some buildings which are occupied by students during academic year and by staff and
guests of public institutions

Private sector measures:

- Work hand in hand with the public sector in off-season tourism development

- Introduce price reductions in off-season

- Producing attractive all-in packages with special attractions and concessions

- Organising special activities such as festivals, fairs, exhibitions which suit the expectations

of off-season travellers
- Making necessary arrangements to improve or introduce additional facilities and products

which helps to generate off-season business (international convention facilities,
all-weather activity centres, special activities offered for particularly business travellers
such as golfing and sightseeing)

- Encouraging domestic travellers to take their holldays in off-season

- Instead of fixed investments, renting the required facilities such as rooms, seats, vehicles for

their customers to meet peak-season demand
- Opening new and/or additional facilities to develop off-season business and attract

off-season travellers. i.e. construction of heated indoor pools, congress centres,
all-weather activity centres.

As Lumsdon (2002) states activities focused on seasonal extension by new attraction investments

rather than attempting to create an all-year offering create results that are more successful.

According to O’Clery (1999) a key initiative to overcome seasoal and spatial imbalance problem is
product development, emphasising new events and attractions which reflect the area’s features
peculiar to the region and are are not necessarily activities that need large crowds and can be
targeted carefully towards particular groups such as special interests groups, certain age groups or
economic groups. Several measures have been proposed to improve spatial imbalance such as
improvement of the destination’s image, linking popular tourism types with inland tourism,
development and encouragement of social and domestic tourism, provision of infra-structure in less
developed areas, intensified marketing and promotion, bringing old ancient roads and paths into
life and create and sell different atmosphere, manipulating mass-tourism and tour-operators’
domination and preferences and supply-side diversification and developing local resources peculiar
to that area: golf, riding, sailing, angling, hunting, village tourism, high-plateau (yayla) tourism,
thermal tourism, cave tourism, skiing, rural tourism, adventure, safari, using traditional tents for

accommodation instead of building concrete jungles etc.
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2.6. Development of tourism and spatial imbalance in Turkey

This chapter investigates past and present distribution patterns of tourism supply and demand in
Turkey. It concentrates on the bed capacity, the size of accommodation facilities, employment,
occupancy rates, average length of stay, Defert's Tourist Function Index (DTFI), Tourism Intensity
Index (TII), regional foreign tourism demand by purpose of visit, development trends of tour
operators and travel agencies and educational institutions to identify recent changes. Through the

chapter factors influencing these patterns and effects of these patterns on the regions are discussed.

Tourism supply and demand varies from one region to another in many destination countries.
Imbalanced distribution of tourism has been exacerbated by the emergence and development of
mass tourism, which tends to be highly spatially polarised (Shaw and Williams 1994). Rapid
development in many blooming tourism destinations, where tourism is a relatively recent

phenomenon, has caused more problems than expected benefits. As Heath and Wall (1992) express

economic objectives have primarily been pursued, social and environmental consequences are
neglected and less beneficial tourism is formed, which triggers the formation of the negative
impacts of spatial imbalance. Although there are essential, diversified and adequate resources and
attractions throughout the destination countries, concentration of tourism supply and demand in
particular regions has caused pressure and destruction of tourism resources in those regions and an
uneven distribution of benefits between regions and people. Insights into the complex spatial

behaviour of visitors and the spatial variations in tourism supply are essential in the successful

development and monitoring of tourism projects.

Accommodation statistics tend to be used mainly to indicate spatial variations to indicate the
importance of tourism in regions or to identify regions which offer different types of tourism
products; some studies incorporate elements of both (Pearce 1995). To understand spatial patterns
and to be able to take appropriate planning and development measures for a more even distribution
of tourism activities and benefits, analysis should consider both supply- and demand-side issues.

Information on supply is obtained from accommodation statistics, but detailed information on
tourism demand may only be obtained by conducting visitor surveys or from official survey results.

This study uses information and survey results by province provided by the Turkish Ministry of

Tourism (TMT). Statistics include only accommodation establishments licensed by the TMT