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TOURISM EXPLORER

Dear colleagues
and partners!

We are delighted to share with you the third issue of
Tourism Explorer magazine. The strong interest and
valuable feedback we received on our first two editions
have further strengthened our mission to produce
reliable, B2B-oriented content that captures the pulse of
the tourism industry.

As HelloOtel TurboMarketing, our primary goal is to
enhance knowledge sharing and professional interaction
within the tourism industry, bringing sector stakeholders
together under one roof. In line with this vision, we
supported the istanbul (ITF) and Antalya (ATF) tourism
fairs. We were proud to represent Turkiye's tourism
potential on a global level at these events. Both fairs were
not only platforms where new business connections were
established, but also inspiring meeting points where
future tourism trends were discussed.

Another important milestone was the launch of the
HelloOtel Guest Assistant Bot. This intelligent system
accelerates the digital transformation of hotels by
simplifying guest communication. Powered by artificial
intelligence, it enhances operational efficiency for hotels
and travel agencies while offering guests a faster and
more personalized service experience.

In addition, within the scope of HelloOtel's expansion

in Egypt, new hotels have joined our system. This
development not only strengthened regional partner-
ships but also increased the visibility of Turkish tourism
not only in the Mediterranean but also along the Red Sea
coast. Today, HelloOtel is far more than a platform - it is
a growing international ecosystem that leads knowledge
sharing and sustainable tourism.

In this new issue, we are also presenting a special

section on the role of women in tourism. This feature,
which brings together the experiences, visions, and
future perspectives of strong women from different areas
of the industry, once again reminds us that tourism is not
merely about numbers but a field shaped by emotions,
people, and values.

We believe that this knowledge ecosystem evolving
under the HelloOtel umbrella will continue to contribute
to a more connected, innovative, and resilient tourism
landscape. In 2026, we will continue to grow and further
strengthen our infrastructure. We hope that the inspiring
content of this new issue will open the door to new
collaborations and creative ideas.

Yours sincerely,
Sabir Mizam
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Degerl mesleKiaslarnim
VG 1S orlaklarinsz,

Sizlerle Tourism Explorer dergisinin t¢inci sayisini
paylasmaktan buyik bir memnuniyet duyuyoruz.

Ik iki sayimiza gelen yogun ilgi ve degerli geri bildirimler,
sektoriun nabzini tutan ve B2B odakli guvenilir icerikler
tretme misyonumuzu daha da gli¢lendirdi.

HelloOtel TurboMarketing olarak dncelikli hedefimiz,

turizm enddstrisinde bilgi paylasimini ve profesyonel etkilesimi
artirmak, sektor paydaslarini ayni ¢ati altinda bulusturmaktir.
Bu vizyon dogrultusunda, Istanbul (ITF) ve Antalya (ATF) turizm
fuarlarini destekledik. Bu organizasyonlarda Tiirkiye’nin turizm
potansiyelini kiiresel diizeyde temsil etmekten gurur duyduk.
Her iki fuar da sadece yeni is baglantilarinin kuruldugu birer
platform degil, ayni zamanda gelecegin turizm trendlerinin
konusuldugu, ilham veren bulusma noktalari oldu.

Bir diger dnemli déniim noktasi ise HelloOtel Guest Assistant
Bot'un devreye alinmasi oldu. Bu akilli sistem, otellerin mis-
afirleriyle iletisimini kolaylastirarak dijital déntsim surecine
ivme kazandiriyor. Yapay zekéa destekli bu ¢6ztm, oteller ve
acenteler icin operasyonel verimliligi artirirken, misafirlere de
kisisel ve hizli hizmet deneyimi sunuyor.

Ayrica HelloOtel'in Misir'daki genisleme siireci kapsaminda yeni
oteller sistemimize katildi. Bu gelisme, bélgesel isbirliklerini
gliclendirmekle kalmadl, Turk turizminin yalnizca Akdeniz'de
degil Kizildeniz kiyisinda da gérundrligind de artird.
HelloOtel artik bir platformdan cok daha 6tesi - uluslararasi
diizeyde buytiyen, bilgi paylasimina ve surddrdlebilir turizme
onculiik eden bir ekosistem.

Bu yeni sayimizda, turizmde kadinlarin roltne iliskin

6zel bir béliimu de sizlerle bulusturuyoruz. Sektoriin farkh
alanlarindan gli¢li kadinlarin deneyimlerini, vizyonlarini ve
gelecege dair 6ngoriilerini bir araya getiren bu dosya, turizmin
sadece rakamlardan ibaret olmadigini, duygular, insanlar

ve degerlerle sekillenen bir alan oldugunu da bir kez daha
hatirlatiyor.

HelloOtel catisi altinda gelisen bu bilgi ekosisteminin, turizmin
daha baglantili, yenilik¢ci ve dayanikli bir yapiya evrilmesine
katki saglamaya devam edecegine inaniyoruz. 2026 yilinda da
biyimeye devam edecek, altyapimizi daha da gticlendirecegiz.
Yeni sayimizin ilham verici icerikleriyle yeni is birliklerine ve
yaratici fikirlere kapr aralamasini diliyoruz.

Saygilarimla,
Sabir Mizam

TOURISM EXPLORER



Turkish Coffee
Registeredasa
“Traditional Speciality
Guaranteed”
Productinthe EU

Turkish coffee has become the first product from
Turkiye to be included in the European Union’s list
of Traditional Specialities Guaranteed (TSG).

Official EU Recognition for Turkish Coffee

Turkish coffee has achieved a historic milestone by
being officially registered in the European Union’s
Traditional Specialities Guaranteed (TSG) system -
marking a first for Turkiye. Following the application
submitted by the Union of Chambers and Commodity
Exchanges of Turkiye (TOBB), the decision was
published in the Official Journal of the

European Union, granting full protection to

Turkish coffee under EU law.

What Is TSG?

The TSG scheme protects not the geographical
origin of a product, but rather its traditional
production method and authentic character.

This registration safeguards the uniqueness of a
specific recipe or technique. Products holding TSG
status can carry the “Traditional Speciality
Guaranteed” logo across Europe, provided they are
made according to the officially recognized method.

A First for Turkiye

Until now, Turkiye had registered several products

in the EU under the Geographical Indication (Gl)
category. However, Turkish coffee is the first Turkish
product to earn the Traditional Speciality Guaranteed
(TSG) designation. This distinction represents the formal
recognition of Turkiye's culinary heritage at the EU level.

Official Registration Details

According to the EU Official Journal, Decision No.
C/2025/5912 confirms that the registration of Turkish
coffee was approved by the European Commission.
The listing appears in the EU’'s eAmbrosia database
under the name “Turkish Coffee / Turk Kahvesi",
marking a significant step in preserving

Turkiye's traditional production methods

within the European framework.
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Turk Kahvesi

ABde )
‘Goleneksel Uriin Aci
Olarak Tescillench

Tiirk kahvesi Tiirkiye'den Avrupa Birligi'nin
“Traditional Specialities Guaranteed” listesine
giren ilk iiriin oldu.

Avrupa’dan Tiirk Kahvesine Resmi Onay

Tiirk kahvesi, Avrupa Birligi'nin Geleneksel Uriin Adi
(Traditional Specialities Guaranteed - TSG) sisteminde
tescil edilerek Tiirkiye adina bir ilke imza atti. Tiirkiye
Odalar ve Borsalar Birligi (TOBB) tarafindan yapilan
basvuru sonucunda Tiirk kahvesi, AB Resmi
Gazetesi'nde yayimlanan kararla birlikte koruma
altina alind.

TSG Nedir?

TSG sistemi, iriiniin cografi kékeninden ¢ok,

uretim yénteminin ve geleneksel karakterinin
korunmasini hedefliyor. Bu tescil, belirli bir tarif veya
uretim tekniginin 6zgtnliigiini giivence altina aliyor.
Bu stattiye sahip lrtnler, Avrupa genelinde
belirlenmis yéntemlerle (iretildiginde

“Geleneksel Uriin Adi” logosunu tasiyabiliyor.

Tiirkiye'den Bir ilk

Tiirkiye, bugtine kadar AB nezdinde pek ¢ok triini
“Cografi Isaret” kapsaminda tescil ettirmisti; ancak
“Geleneksel Uriin Adi (TSG)” statiisiine ulasan ilk
Tiirk trdnd Turk kahvesi oldu. Bu lnvan, Tiirkiye'nin
gastronomik mirasinin AB diizeyinde de resmen
tanindigr anlamina geliyor.

Resmi Tescil Detaylari

Eeponelickas koMuccusi opuyuansHo ymeepouna
Avrupa Birligi Resmi Gazetesi'nde C/2025/5912
numarali karar olarak yayimlanan belgeye gére,
Tiirk kahvesinin tescili Avrupa Komisyonu tarafindan
onaylandi. AB'nin eAmbrosia veri tabaninda
“Turkish Coffee / Tiirk Kahvesi” adiyla yer alan kayit,
Tiirkiye'nin geleneksel tiretim yéntemlerini koruma
altina alan 6nemli bir adim olarak degerlendiriliyor.

Istanbul’s New

Global Title:
Europe’s Most
Desirable City

In 2025, as global travel trends continue to evolve,
istanbul has been named Europe’s “Most Desirable City”
by the Wanderlust Reader Travel Awards, redefining its
place on the international tourism map. The city bridges
the cultural flow of the past with the modern rhythm of
the present, reframing what a travel experience can be.

The New Rhythm of the City

Chosen by Wanderlust's global readership, this award
reflects istanbul’s transformation beyond being a classic
tourist destination into a multilayered urban experience.
Throughout 2025, the surge in cultural and artistic events,
the diversification of the gastronomy scene, and the city's
evolving urban texture have turned istanbul into not just
a place to visit, but a place to live and feel.

The Flow of Culture

Cultural dynamism plays a defining role in istanbul's rise.
A vibrant calendar of festivals now spans nearly the entire
year, while contemporary art venues enter into dialogue
with historical sites, reviving the city's memory through a
new aesthetic language.

The Power of Gastronomy

The city’s culinary landscape has become a global
attraction point, shaped by a rapidly diversifying food
culture. An innovative approach rooted in local producers
now aligns with emerging segments of experience-driven
tourism, enhancing visitor motivation and emotional
connection. istanbul’s cuisine has evolved beyond taste -
it has become a way of storytelling and building bonds.

A Transformed Visitor Experience
istanbul’s accessibility continues to expand through
enhanced air connections, revitalized urban spaces,

and digital promotion strategies. The city now offers an
infrastructure versatile enough to meet the expectations
of experience-oriented travelers. This transformation is
turning istanbul from a “city to visit” into

a “city with a story to tell.”

[sianbulun

Yeni Kuresel Unuocnn:
Avrupanmn En Arzu
[chilen Sehin

Ktiresel seyahat trendlerinin siirekli yeniden sekillendigi
2025'te Istanbul, Wanderlust Reader Travel Awards tarafindan
Avrupa’nin “Most Desirable City” segilerek uluslararasi

turizm sahnesinde yeni bir tanimlama alani yaratti. Sehir,
hem gecmisin kiiltiirel akisini hem de bugtintin modern
ritmini ayni cercevede bulusturarak seyahat deneyimini
yeniden cerceveliyor.

Sehrin Yeni Ritmi

Wanderlust'in kiiresel okuyucu kitlesi tarafindan verilen

bu é6diil, Istanbul'un klasik turizm destinasyonu kimliginden
Oteye gecerek ¢cok katmanli bir deneyim sunmasinin karsiligl.
2025 boyunca artan kiltir-sanat etkinlikleri, gastronomi
sahnesindeki cesitlenme ve doniisen kent dokusu, sehri
yalnizca ziyaret edilen degil, yasanan bir metropol haline
tastyor.

Kiiltiiriin Akisi

[stanbul'un yikselisinde kiiltirel dinamizm belirleyici

rol oynuyor. Festival takvimi yilin neredeyse tiim dénemlerine
yayilan bir hareketlilik sunarken; ¢cagdas sanat mekénlari,
tarihi alanlarla kurdugu diyalog sayesinde sehrin hafizasini
yeni bir estetikle giincelliyor. Bu etkilesim, [stanbul'un

hem yerel hem uluslararasi kesif rotalarinda yeniden
konumlanmasina katki sagliyor.

Gastronominin Giicii

Metropoliin gastronomi hatti, son yillarda cesitlenen mutfak
kiltirtyle kiiresel 6lcekte bir cekim alanina déndistdi.

Yerel iireticilere dayanan yenilik¢i mutfak yorumu, deneyim
turizminin yiikselen segmentleriyle bulusarak ziyaretci
motivasyonunu giiclendiriyor. istanbul'un yemek kiiltird,
artik sadece lezzet degil, hikéye ve bag kurma bicimi olarak
dne ¢ikiyor.

Déniisen Ziyaret¢i Deneyimi

[stanbul'un erisilebilirlik kapasitesi; gelisen havayolu
baglantilari, yenilenen kentsel alanlar ve dijital tanitim
stratejileriyle glic kazaniyor. Sehrin turizm potansiyeli,
deneyim odakli gezginlerin beklentilerini karsilayacak
cesitlilikte bir altyapi sunuyor. Bu déniisiim, metropolti
“seyahat edilen sehir"den “hik@yesi olan sehir”e
dondstiirtyor.

TOURISM EXPLORER 7
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Europe’s

Sweetest and Most
Underrated
Christmas Markets

New Trend: “Hidden Christmas Gems”

The showcase of Christmas tourism is no longer
limited to the streets of Strasbourg or the grand
squares of Vienna. A new trend is emerging across
Europe: small towns, historic villages, and local
artisans are giving rise to boutique Christmas
markets. In the 2025 season, travelers who design
their itineraries around romance, authenticity, and
local flavors are turning their gaze toward these
intimate winter destinations.

Hallstatt, Austria

“Like a Scene from a Postcard”

Nestled between the Austrian Alps and

a tranquil lakeshore, Hallstatt transforms into a
snow-covered fairytale this time of year.

Its Christmas market may be small, but its charm
is immense handmade bell ornaments, mountain
jams, and the aroma of hot punsch fill the air as
pastel-colored houses glisten under fresh snow.
When to visit: November 30 - December 24

Tip: A morning walk along the lake through the
mist to the market offers an unforgettable photo
opportunity.

Tallinn, Estonia

“Medieval Spirit, Northern Sparkle”

The UNESCO-listed Old Town of Tallinn hosts one
of the most atmospheric Christmas markets in
the Baltics. Wooden stalls overflow with cinnamon
rolls, amber jewelry, and felt crafts. The long
winter nights here become an advantage - the
street lamps and cathedral lights create a magical
glow against the city's Gothic architecture.

When to visit: November 22 - January 7

Trend note: Rapidly rising in the “cultural experi-
ence tourism” category.

TOURISM EXPLORER

Colmar, France

“The Quiet Hero of the Alsace Fairy Tale”
Strasbourg may get the headlines, but Colmar is
often called the heart of the French Christmas spirit.
Comprising five smaller markets connected through
the city, Colmar feels like a miniature Venice with its
Gothic houses and canals. The scent of pain d'épices
(spiced gingerbread) drifts through the air as a chil-
dren’s choir sings in the square.

When to visit: November 24 - December 29
Highlight: Focused on local producers — you'll find
authentic village bakers instead of chain brands.

Zagreb, Croatia - “The Adriatic Festival of Lights”
In recent years, Zagreb has consistently ranked
among Europe’s best Christmas markets. The city
center sparkles with dancing tunnels of light, an
ice-skating rink, and a cozy winter village atmosphere
filled with mulled wine. Here, melodies from the old
Yugoslav era blend with a modern New Year's spirit.
When to visit: November 30 - January 7

Trend note: Balkan destinations are standing out with
affordable “winter city break” options.

Bruges, Belgium - “The Capital of Chocolate”

Set along the canals, Bruges' Christmas market is
wrapped in the scent of cocoa. Local chocolatiers,
waffle stands, and truffle vendors turn the city into a
little world of flavors. Horse-drawn carriages, street
performers, and bronze lights fill the square - a
perfect setting to feel the true spirit of Christmas.
When to visit: November 22 - January 5

Highlight: A new example of “slow luxury,” blending
gastronomy and experience tourism.

The travel industry now calls this shift the “era of
emotional destinations.” Today's travelers are not
just chasing dazzling decorations, but also a place’s
memory, warmth, and human stories. Perhaps that's
why the sweetest Christmas markets in Europe still
hide in a small square, a child’s laughter, the chime
of a handmade bell, or the steam rising from a cup of
mulled wine.

Avrupciin
FncTaih ve

Az Bilinen Noal

=l

Pazarlan
Yeni Trend: “Hidden Christmas Gems”
Noel turizminin vitrini artik sadece Strasbourg'un
sokaklari ya da Viyana’nin meydanlari degil.
Avrupa‘da son dénemde yeni bir egilim doguyor:
Kiiclik kasabalarin, tarihi kéylerin ve yerel
zanaatkarlarin elinden ¢ikan “Butik Noel Pazarlari.”
2025 sezonunda seyahat planlarini romantizm,

yerellik ve otantik tatlar ekseninde kuran gezginler de
bu butik pazarlari radarina aliyor.

Hallstatt, Avusturya

“Bir Kartpostaldan Cikmis Gibi”

Avusturya Alpleri’'nin gél kenarina yaslanan Hallstatt,
yihin bu déneminde bembeyaz bir masala déndisiiyor.
Noel pazari kiictik ama blydst blydk: El yapimi

can sisleri, dag recelleri, sicak “punsch” kokulari
arasinda dolagirken, kbyiin pastel renkli evieri karla
kaplaniyor.

Ziyaret zamani: 30 Kasim-24 Aralik

Oneri: Sabah sisinde gél kenarindan pazara
ylriimek, fotograf severler icin essiz bir deneyim.

Tallinn, Estonya

“Ortacag Ruhu, Kuzeyin Isiltisi”

UNESCO korumasindaki Tallinn Eski Sehri, Baltiklar'in
en atmosferik Noel pazarina ev sahipligi yapiyor.
Ahsap kuliibelerde targinli ¢érekler, kehribar takilar
ve keceden el isi hediyeler satiliyor. Kisin uzun
geceleri burada avantaja dénistyor: Sokak
lambalari ve katedral isiklari, gotik mimarinin
gblgesinde masalsi bir parilti yaratiyor.

Ziyaret zamani: 22 Kasim-7 Ocak

Trend notu: “Kiltiirel deneyim turizmi” kategorisinde
son yillarda hizla yikseliste.

Colmar, Fransa

“Alsas Masalinin Sessiz Kahramani”

Strasbourg her zaman mansetlerde ama Colmar,
Fransiz Noel ruhunun kalbi sayiliyor. Bes farkli
mini pazarin birlesimiyle kurulan sehir, gotik evleri
ve kanallariyla kiictik bir Venedik gibi. Yerel “pain
d'épices” (baharatli kek) kokusu sokaklara yayiliyor ve
meydanda ¢ocuk korosu sarki séyltyor.

Ziyaret zamani: 24 Kasim-29 Aralik

Farki: Yerel (retici odakli - dev zincir markalar
yerine gercek koy pastacilari.

Zagreb, Hirvatistan

“Adriyatik’te Isik Festivali”

Son yillarda “Avrupa’nin En lyi Noel Pazari”
listelerinde (st siralarda. Sehir merkezinde dans
eden isik tiinelleri, buz pateni pisti ve sicak sarapla
dolu kis kéyi havasi var. Burada, eski Yugoslav
déneminden kalma melodiler esliginde modern bir

yilbasi rittieli yasaniyor.

Ziyaret zamani: 30 Kasim-7 Ocak

Trend notu: Balkan destinasyonlari, uygun fiyath
“winter city break” rotalariyla éne ¢ikiyor.

Brugge, Bel¢ika

“Cikolatanin Baskenti”

Kanal kiyisinda kurulan Noel pazari, kakao kokusuyla

saril. Yerel ¢ikolata ustalari, sicak waffle ve triif standlariyla
kiictik bir lezzet sehri kuruyor. Meydanin ortasinda at
arabalari, sokak sanatcilari ve bronz isiklar...

Noel ruhunu deneyimlemek icin sahane bir destinasyon.
Ziyaret zamani: 22 Kasim-5 Ocak

Farki: Gastronomi ve deneyim turizminin kesisiminde

yeni bir “slow luxury” 6rnegi.

Krakow, Polonya

“Kisin Melankolisi”

Rynek Glowny Meydani'nda kurulan pazar,

Dogu Avrupa’nin en nostaljiklerinden biri. Zencefilli ev
minyatdrleri, el yapimi ahsap oyuncaklar, sicak “pierogi”
kokusu, yerel halk danslari ve polonya sarkilariyla dolu.
Cocuklar atli karincaya binerken, yetiskinlerin sicak
“grzaniec galicyjski” (baharath kirmizi sarap) ictigi bu
sokaklarda Chopin eserlerini canli dinlemek mimkdin.
Sabah erken saatlerde meydanda sicak

“oscypek” (1zgara kegi peyniri) ve yaban mersini regeliyle
yapilan atistirmalik ise epey (nlii.

Ziyaret zamani: 29 Kasim-1 Ocak

Trend notu: “Kiltirel miras turizmi” yatirimlariyla
2025'te Avrupa Birligi fon destegi ald.

Seyahat endlistrisi son zamanlarda yasanan

déniisiimii “duygusal destinasyonlar ¢cagi” olarak
adlandiriyor. Clinki artik gezginler sadece gérkemli
stislemeleri degil, bir yerin hafizasini, sicakligini ve insan
hikayelerini de ariyor. Belki de bu yiizden, Avrupa’nin

en tatl Noel pazarlari halé kicticlik bir meydanda,

bir cocuk kahkahasinda, el yapimi bir ¢an sesinde

veya da bir bardak sicak sarabin dumaninda sakli duruyor.

TOURISM EXPLORER 9
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ITF & ATF
2025:

Tiirkiye’s Tourism Vision Debated in Istanbul,

Its Future Shaped in Antalya

1k Turizminin Vizvonu Istanbulca konusulel,
(ielecegi Antalved da Sekillench

The year 2025 was not an
ordinary calendar year for
Turkish tourism; it became a
true turning point. istanbul
served as a network where
ideas shaping the industry’s
global vision interacted, while
Antalya became the center
where those ideas turned into
strategies and strategies into
real-world action. Both cities
conveyed the same message:

“Turkish tourism is no longer
== defined by competition but by
itS"power to;shape the future.”

12 TOURISM EXPLORER

V.. T |

2025 yili Tiirkiye turizmi
acisindan siradan bir takvim
yili degil, resmen bir déniim
noktasi oldu. istanbul,
sektoriin kiiresel vizyonunu
sekillendiren fikirlerin etkilesim
agi olurken; Antalya, bu
fikirlerin stratejiye, stratejilerin
sahadaki eyleme déniistiigii bir
merkez halini aldi.

Her iki sehir de 6ziinde ayni
mesaji verdi: “Tiirk turizmi artik
rekabetin otesinde gelecege yon
veren bir gii¢.”

As global competition in tourism entered a
new phase in 2025, the international fairs held
in istanbul and Antalya became the strongest
showcases of Turkiye’s sectoral vision.

This year’s events emphasized sustainable
growth, digital transformation, and destination
branding. HelloOtel, one of the official
supporters, took its place at the center of the
partnerships driving the industry forward.

These two major gatherings, bringing
together tourism professionals, investors,
agencies, and global brands, not only reflected
the steady growth of Turkiye's tourism
economy but also opened discussions on the
future of next-generation marketing strategies
and technology-based business models.
HelloOtel's presence was seen not just as
brand representation but as a reflection of an
integrated vision contributing to Turkiye's
tourism exports, B2B networks, and
international business development.
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Tlrkiye turizm sektord, 2025 yilinda

kuresel rekabetin yeniden tanimlandigi bir
déneme girerken, istanbul ve Antalya’da
dizenlenen uluslararasi fuarlar sektorel
vizyonun en guicli vitrinleri haline geld.

Bu yil, surddrdlebilir biyime, dijital déntsim
ve destinasyon markalasmasi temalarinin
one ciktigi bulusmalarda HelloOtel, resmi
destekciler arasinda yer alarak sektére yén
veren is birliklerinin merkezinde konumlandi.

Turizm profesyonelleri, yatirimcilar,
acenteler ve global markalarin bir araya
geldigi bu iki 6nemli etkinlik, Ttrkiye'nin
turizm ekonomisinde istikrarli blyimesini
surddrirken, ayni zamanda yeni nesil
pazarlama stratejilerinin ve teknoloji tabanli
is modellerinin gelecegini de tartismaya acti.
HelloOtel'in etkinliklerdeki varligi sadece

bir marka temsili degil, Ttrkiye’nin turizm
ihracatina, B2B aglarina ve uluslararasi is
hacmine katki sunan batuncdl bir vizyonun
yansimasi olarak degerlendirildi.



Istanbul Tourism Fair 2025

Held on September 25-26, 2025 at Yenikapi Eur-
asia Show and Art Center, the istanbul Tourism
Fair became one of the most significant events
shaping Turkiye's tourism strategy. Organized in
cooperation with TURSAB and officially support-
ed by HelloOtel, the fair stood out with its focus
on digital transformation, sustainability, and
strengthening international business networks.

The event brought together approximately
16,500 professional visitors and 314 participating
brands, hosting 450 buyers from 50 different
countries and generating more than 7,500 B2B
meetings. These numbers further reinforced
istanbul’s strategic role in expanding Turkiye's
tourism exports. Throughout the fair, a wide
range of new solutions were introduced, from Al-
based hotel management systems to sustainable
destination strategies and experience-driven
travel models.

More than a promotional platform, the istanbul
Tourism Fair 2025 stood out as a professional
business event where strategic connections were
built, investment decisions were shaped, and
collaborations were formed. It was recognized as
one of the most dynamic organizations redesign-
ing the future of Turkish tourism.
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25-26 Eyliil 2025 tarihlerinde Yenikapi Avrasya
Gosteri ve Sanat Merkezi'nde gerceklestirilen
[stanbul Turizm Fuari, bu yil Tiirkiye'nin turizm
stratejisinin en 6nemli bulusma noktalarindan
biri oldu. TURSAB isbirligiyle, HelloOtel'in resmi
destekcileri arasinda yer aldigi fuar; dijital
déndstm, sdrddrdlebilirlik ve uluslararasi is
aglarinin gliclendirilmesi odaginda dikkat cekti.

Yaklasik 16.500 profesyonel ziyaretci ve

314 katihmci markayi bir araya getiren etkinlikte,
50 farkli tlkeden 450 satin almaci agirlandi

ve toplamda 7.500" askin B2B gortisme

gerceklestirildi. Bu veriler, Ttrkiye'nin turizm
ihracatini biiyiitme hedefinde Istanbul'un

roliinu gticlendirdi. Fuar boyunca yapay zekG
tabanli otel ybnetim sistemlerinden strddirtlebilir
destinasyon stratejilerine, seyahat teknolojilerinden
deneyim odakli turizm modellerine kadar genis bir

yelpazede yeni ¢6ztimler tanitild.

Sektér temsilcileri icin bir tanitim alanindan

¢cok stratejik baglantilarin kuruldugu, yatirim
kararlarinin sekillendigi ve isbirliklerinin
temellendirildigi profesyonel bir is platformu
olarak éne ¢ikan istanbul Turizm Fuari 2025,
Tlirkiye turizminin gelecegini yeniden tasarlayan
en dinamik organizasyonlardan biri olarak
degerlendirildi.

INDUSTRY
LEADERS’ VIEWS

SEKTOR

LIDERLERININ FUAR
GORUSLERI

Miiberra Eresin

President of the“HoteI
Association of Turkiye (TUROB)

“CONGRESS AND EVENT TOURISM
WILL CONTINUE TO BE TURKIYE'S
HIGH-VALUE STRENGTH.”

“As is well known, MICE tourism is a priority and
indispensable field for our country. With our
full infrastructure and facilities, we consistently
emphasize in every forum that congress and
business tourism represent a highly important
source of revenue for our sector. As the Hotel
Association of Turkiye, we continue our efforts to
revitalize MICE tourism, one of the most
value-generating segments of the industry,
maintaining our faith in its potential just as we
have in the past.

Our goal is to increase the visibility and strength
of congress, meeting, and event tourism on an
international scale. We sincerely believe that
the istanbul Tourism Fair, which brings together
tourism professionals from different countries
and enables new partnerships as well as the
promotion of new products and services,

will play a vital role in revealing the potential

of all areas of tourism and strengthening
relations between nations.

As the Hotel Association of Turkiye, we are
confident that this fair will help build strong
tourism ties among target countries

and increase mutual tourism volume.

We wish success to all stakeholders
contributing to this process.”

\VItiberra Eresin

Turkiye Otelciler Birligi
(TUROB) Baskani

“KONGRE VE ETKINLIK TURIZMI,
TURKIYE'NIN KATMA DEGERLI
GUCU OLMAYI SURDURECEK.”

“Bilindigi izere MICE turizmi, tlkemiz icin
oncelikli ve vazgecilmez bir alandir.

Tim altyapi ve ustyapi olanaklarimizla birlikte,
kongre ve is turizminin sektérimUz agisindan
cok énemli bir gelir kaynagi oldugunu

her platformda vurguluyoruz. Ge¢miste
oldugu gibi bugtin de inancimizi kaybetmeden,
katma degeri en ytiksek turizm segmentlerinden
biri olan MICE turizmini yeniden gliclendirmek
icin Ttirkiye Otelciler Birligi olarak
calismalarimizi strddriyoruz.

Amacimiz, kongre, toplanti ve etkinlik turizminin
bilinirligini ve gticiini uluslararasi diizeyde
artirmak. Farkli tlkelerden turizm profesyonellerini
bir araya getirerek yeni is birliklerinin dogmasini,
yeni (irtin ve hizmetlerin tanitilmasini saglayan is-
tanbul Turizm Fuarr'nin, turizmin tim alanlarindaki
potansiyeli ortaya ¢ikararak dlkeler arasi iliskilerin
gelismesine 6nemli katkilar sunacagina yiirekten
inaniyoruz.

TUROB olarak destekgisi oldugumuz bu fuarin,
hedef (lkeler arasinda gli¢lii turizm baglarinin
kurulmasina ve karsilikli turizm hacminin
artmasina katki saglayacagina inaniyor,

bu sirecte sektértn tim paydaslarina
basarilar diliyoruz.”

TOURISM EXPLORER
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President of the Turkish Tourism
Investors Association (TTYD)

“TURKIYE SHOULD NOT BE A CHEAP
DESTINATION BUT A TOURISM
BRAND THAT CREATES VALUE.”

“Business has begun, enthusiasm has be-
gun. Our tourism industry is progressing
step by step, writing its own success story.
Despite some challenges, we will close this
year successfully. Turkiye now ranks among
the world'’s top four destinations. We know
how to extend stays and increase per capita
spending.

While this strong performance continues,
labeling Turkiye as an ‘expensive destination’
is @ misconception. True, we are not a cheap

country, but our goals must be built around
this balance. Tourism models dependent sole-
ly on foreign markets are not sustainable in
the long term. We must strengthen domestic
tourism.

Tourism rests on three pillars: the state, the
guest, and tourism professionals. We, as
industry players, have done our part and

brought the country to this point. The state is
pleased with the numbers, and our guests are
satisfied with the service. But are we
satisfied? If not, we must develop new
approaches together to redefine

the future of tourism.”

TOURISM EXPLORER

Turkiye Turizm Yatirimcilari
Dernegi (TTYD) Baskani

“TURKIYE, UCUZ DEGIL;
DEGER YARATAN BIR TURIZM
MARKASI OLMALL."

“Ticaret basladi, heyecan baslad..

Turizm sektoérimdiiz adim adim ilerliyor ve
kendi basari hikayesini yaziyor. Bu yili da bazi
diizeltmelere ragmen basariyla kapatacagiz.
Kuresel siralamada Tiirkiye artik ilk dortte
yer aliyor. Kalis siirelerini ve kisi basi

geliri artirmanin yollarini biliyoruz.

Turkiye turizminde bu basarili performans
stirerken, tilkemize ‘pahali destinasyon’

etiketi yakistirmak yanlis bir degerlendirmedir.
Evet, ucuz bir Glke degiliz ama hedeflerimizi
bu denge lzerine kurmaliyiz. Tamamen disa
bagimli turizm modelleri uzun vadede
surddrdalebilir degildir; i¢ turizmi gliclendirmek
zorundayiz.

Turizmin tg¢ temel paydasi var: devlet,

misafir ve turizm profesyonelleri.

Biz turizmciler elimizden geleni yaptik,
tlkemizi bu noktaya getirdik. Devletimiz
rakamlardan memnun, misafirlerimiz
hizmetten memnun. Peki, biz memnun muyuz?
Eger degilsek, turizmin gelecegini yeniden
tanimlayacak yeni yaklasimlari birlikte

gelistirmeliyiz.”

— s
£ totilbudur -

HelloOtel's Media &
Marketing Director

The topics discussed at the istanbul Tourism
Fair-access to finance, revitalizing MICE,
value-driven destination strategies, and

institutional vision proposals like
T20-highlighted that Turkiye must balance
scale expansion with quality, accessibility,
and sustainability. In this context, up-to-date
market data play a vital role. This is precisely
where HelloOtel steps in as an organization
that directly reads market signals from the

field. During the istanbul Tourism Fair 2025,
Tourism Explorer spoke with HelloOtel's

Media & Marketing Director Olga
Philippova-Ath, who evaluated the global
impact of the event, key emerging trends, and
Tarkiye's strategic position in the sector.

Tourism Explorer: Dear Olga Philippova
Atl, thank you for taking the time

to talk with us. Let’s begin with your
overall impressions. How would you
evaluate the istanbul Tourism Fair (ITF)
2025? What was the atmosphere like,
and what were the key trends this year?

Olga Philippova-Atl: ITF 2025, now in its
third edition, not only confirmed its status
as a key event for the region but also made
a qualitative leap in its development.

The scale and geographical diversity of
participants were noticeably broader than
in previous years, which immediately set a
strong, international, and truly business-
oriented atmosphere. The overall mood
could be described as “technological op-
timism.” Without a doubt, the dominant
theme was the integration of Artificial
Intelligence (Al) into all segments of the
tourism industry-without eliminating the
crucial human factor. The discussion wasn't
about some distant future but about
ready-to-use solutions that are already
transforming the sector today.

As for our participation, our system,
HelloOtel TurboMarketing, has been the
main ITF partner for CIS countries for the
second year in a row. This time, we brought
350 travel agents from 20 countries to the
exhibition, which in itself speaks volumes
about the growing prestige of the event.

HelloOtel Medya ve Pazarlama Direktoru

Istanbul Turizm Fuarr'nda dile getirilen
basliklar-finansmana erisim, MICE'In yeniden
glclendirilmesi, “deger yaratan destinasyon”
yaklasimi ve T20 gibi kurumsal vizyon
Onerileri-Tirkiye'nin turizmde élcek
buydtirken kalite, erisilebilirlik ve
suarddrtlebilirlik dengesini ayni anda
ybnetmesi gerektigini ortaya koydu.

Bu cercevede, pazarlarin nabzini tutan
gincel veriler kritik 6nem tasiyor. Iste tam
bu noktada, sahadan gelen talep sinyallerini
dogrudan okuyan bir kurum olarak
HelloOtel devreye giriyor. istanbul Turizm
Fuari 2025 kapsaminda gérustigiamiz
HelloOtel Medya ve Pazarlama Direktori
Olga Philippova-Atli, etkinligin uluslararasi
Olcekteki etkisini, 6ne ¢ikan trendleri ve
Tiirkiye'nin sektordeki stratejik roliini
degerlendiriyor. ITFde paylasilan bu vizyon,
teknolojik yeniliklerle sekillenen turizmin
bugtinki gercekleriyle birlesiyor.

Tourism Explorer: Degerli Olga
Philippova Atli, bizimle goriismeye vakit
ayirdiginiz igin tesekkiir ederiz. Genel
izlenimlerinizle baslayalim. istanbul
Turizm Fuari (ITF) 2025’i nasil
degerlendiriyorsunuz? Atmosfer nasildi
ve bu yilin éne cikan trendleri nelerdi?

Olga Philippova-Ath: Uciincii kez
dizenlenen ITF 2025, yalnizca bolge icin
o6nemli bir etkinlik oldugunu dogrulamakla
kalmadi, ayni zamanda gelisiminde nitelikli
bir sicrama da yapti. Katilimcilarin élcegi ve
cografi cesitliligi onceki yillara kiyasla ¢cok
daha genisti, bu da en bastan gucld,

TOURISM EXPLORER
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Tourism Explorer: That's very
interesting. Could you elaborate on the
trends and themes that were in the
spotlight? Which directions will shape
the future of tourism?

Olga Philippova-Atli: Based on what

we observed, | would highlight two key
technological trends:

Transformation of sustainable tourism:
Stricter environmental regulations and
rising traveler awareness have turned the
“green footprint” from an option into a
necessity. The fair actively promoted
projects based on the principles of a
circular economy (reuse, zero waste).
Hospitality optimization with Al:

Al algorithms are being applied to automate
customer support, analyze feedback in real
time, and even manage hotels’ energy
consumption.

Tourism Explorer: Did you notice

any particular countries, markets, or
innovative approaches that stood out
among the participants?

Olga Philippova-Atli: This year the
geographic diversity was impressive. In
addition to traditionally strong domestic
market participants, Southeast Asian and
Latin American markets were highly active.
We saw striking national pavilions from
Cambodia, Vietnam, Sri Lanka, and Peru,
which strongly promoted their unique
cultural and eco-tourism offerings.

Major players in the transportation industry
were also very prominent. Giants such as
Emirates and Fly Dubai, along with leading
cruise companies, had their own stands-
underlining the scale of the fair.

As for hoteliers, they were eager to

present their latest offerings to travel
agents. For example, Balcan Oguz, Regional
Sales Director of Divan Hotels,
enthusiastically shared news of the
long-awaited opening of Divan Talya.
Meanwhile, representatives of Pullman
highlighted their successful role in medical
tourism, noting a consistently strong

influx of such guests, as well as business
travelers. | would also like to emphasize the
strong presence of Turkish regions. Among
the speakers was Ahmet Aras, Mayor of
Mugla Province, who not only discussed the
potential of the Riviera but also presented
concrete plans to develop exhibition
infrastructure in Mugla itself, so

that the region could host similar
international events.

TOURISM EXPLORER

uluslararasi ve gercekten is odakli bir
atmosfer yaratti. Genel ruh hali ise

“teknolojik iyimserlik” olarak ézetlenebilir.

Hi¢ stiphe yok ki bu yilin baskin temasi, turizm
sektorunin tum alanlarina yapay zekanin (Al)
entegrasyonu oldu-ama insani faktéri devre
disi birakmadan. Konusulan, uzak bir gelecek
degil, bugtin sektéru déndstiiren hazir
¢6ziimlerdi.

Bizim katimimiza gelince, HelloOtel
TurboMarketing sistemi olarak ust liste
ikinci yil CIS Ulkelerinin ana ITF partneriyiz.
Bu yil fuara 20 ilkeden 350 turizm acentesi
getirdik. Bu bile etkinligin artan prestijinin
gostergesi.

Tourism Explorer: Cok ilging. Peki odakta
hangi trendler ve temalar vardi? Turizmin
gelecegini hangi alanlar sekillendirecek
bizimle paylasabilir misiniz?

Olga Philippova-Atli: Tabii ki.
Goézlemlerimize gére éne ¢ikan iki ana
teknolojik trend vardi:

Siirdiiriilebilir turizmin déniigsiimii:

Cevresel diizenlemelerin sikilasmasi ve
gezginlerin artan biling diizeyi, “yesil ayak
izi"ni bir tercih olmaktan ¢ikarip

zorunluluk haline getirdi. Fuar boyunca
dongtisel ekonomi (yeniden kullanim, sifir atik)
ilkelerine dayali projeler éne c¢ikti.

Yapay zeka ile konaklama optimizasyonu:
Al algoritmalari musteri hizmetlerinin
otomasyonu, gercek zamanli yorum analizi ve
otellerde enerji yonetimi icin kullaniliyor.

Tourism Explorer: Peki 6zellikle 6ne ¢ikan
iilkeler, pazarlar veya yenilik¢i yaklasimlar
dikkat cekti mi?

Olga Philippova-Atli: Bu yil cografi cesitlilik
gercekten etkileyiciydi. Geleneksel olarak gucli
yerel katihmcilarin yani sira, Gtineydogu Asya
ve Latin Amerika pazarlari da olduk¢a aktifti.
Kambocgya, Vietnam, Sri Lanka ve Peru gibi
tlkeler, 6zgin kaltiirel ve ekoturizm driinlerini
guclu bir sekilde tanitan ulusal fuar alanlari ile
dikkat cekti.

Ulasim sektoriiniin biyik oyuncularinin da
etkinligi géze carpiyordu. Emirates ve Fly
Dubai gibi havayolu devleri ile 6nde gelen
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Tourism Explorer: And one final
question. How do you evaluate the role
of such fairs in strengthening Tuirkiye’'s

position in international tourism?

Olga Philippova-Atli: ITF 2025 clearly
demonstrated that Turkiye is using such
platforms to strategically strengthen its
position. The key value lies in the business
and expert dimension. The entire program
of business talks and discussions was
organized into a separate segment- “Turizm
Zirvesi 2025" (Tourism Summit 2025)-which
became a true “factory of ideas.” Leading
hoteliers, such as Tolga Kilit, delivered
market analyses and presented forecasts
for the upcoming season.

| would also like to highlight the
organizational contribution of our system.
As with all marketing events we participate
in, HelloOtel provided a fully automated
rendezvous system for exhibitor stands.

kruvaziyer sirketleri kendi stantlariyla yer aldi,
bu da fuarin élcegini gosteriyor.

Otelciler de seyahat acentelerine

yeniliklerini tanitmakta ¢cok aktifti.

Ornegin, Divan Otelleri'nin Bélgesel Satis Di-
rektéru Balcan Oguz, uzun zamandir beklenen
Divan Talya otelinin agilisini heyecanla anlatti.
Pullman temsilcileri ise medikal turizmdeki gui¢lt
varliklarini éne ¢ikararak, bu alanda siirekli
artan misafir akisindan ve is seyahatinden gelen
turistlerden bahsettiler.

Ayrica Turkiye'nin bolgelerinin gliclii temsilini
ozellikle belirtmek isterim. Konusmacilar
arasinda Mugla Belediye Baskani Ahmet Aras da
vardi. Kendisi yalnizca bélgenin potansiyelinden
s6z etmedi, ayni zamanda Mugla'da
uluslararasi etkinliklere ev sahipligi yapabilecek
sergi altyapisinin gelistirilmesine yénelik somut
planlarini da paylasti.

Tourism Explorer: Son bir soru.

Sizce bu tiir fuarlar, Tiirkiye'nin uluslararasi
turizmdeki konumunu giiclendirmeye nasil
katki sagliyor?

Olga Philippova-Atli: |ITF 2025,

Tirkiye'nin bu tir platformlari stratejik
konumunu gliclendirmek icin nasil kullandigini
acik¢ca ortaya koydu. Asil deger is ve uzmanlik
boyutunda yatiyor. Is programi ve tartismalar,
ayri bir segment olarak dizenlenen “Turizm
Zirvesi 2025” altinda toplandi ve adeta bir

fikir fabrikasina déndstu. Tolga Kilit gibi dnde
gelen otelciler burada pazar analizleri sundu ve
gelecek sezon icin éngortiler paylasti.

Ayrica bizim sistemimizin organizasyona
katkisini da vurgulamak isterim. Katildigimiz
tum pazarlama etkinliklerinde oldugu gibi,
HelloOtel araciligiyla fuar stantlarinda randevu
sistemi tamamen otomatiklestirildi. Béylece
turizm acentelerimiz ve partner katilimcilar
toplamda yaklasik 10.000 verimli B2B gériisme
gerceklestirdi. Bizim icin ve partnerlerimiz igin
verimlilik yalnizca sayilar degil, ayni zamanda
deneyimlerdir. Bu ylizden resmi programin yani
sira, sistemimiz katiimcilari icin unutulmaz bir
Bogaz gezisi ve sik bir gala gecesi diizenledik;
bunlar fuarin en gbze ¢carpan anlarr oldu.

Ozetle ITFnin katkisini ii¢ yén ile ele alabiliriz:

Konumlandirma: Tiirkiye, turizm endstrisinin
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Thanks to this, our travel agents and
exhibitor partners held around 5,000
productive B2B meetings in total. For us
and our partners, efficiency means not only
numbers but also experiences. That's why,
alongside the official program, it was
organized for our system participants an
unforgettable Bosphorus cruise and a
stylish gala evening, both of which became
highlight events of the fair.

In summary, ITF's contribution

is threefold:

Positioning: Turkiye positions itself as a
technological and business hub of the
tourism industry.

Networking: The fair provides direct con-
tact between Turkish (and international)
companies and global partners-a process
we at HelloOtel actively facilitate.
Expertise: Platforms like Turizm Zirvesi
enable Turkish businesses to stay at the
forefront of industry trends.

We as HelloOtel are proud to have made
a significant contribution to the success of
the istanbul Tourism Fair 2025, and we are
confident that this exhibition will continue
to expand and strengthen its role on the
global stage year after year.

“In the new era of
tourism, cooperation,
not competition,
creates value.”

The istanbul Tourism Fair 2025 was

not only a major gathering of industry
professionals but also a strategic ground
where ideas shaping the direction of
tourism were generated. From digital
transformation to sustainability and from
investment vision to international
partnerships, discussions clearly showed
that Tarkiye is no longer merely an
“attraction center” but an emerging
“driving force.”

The shared message was clear:

in the new era of tourism, success will be
defined by collaboration,

efficiency, and the creation of
meaningful experiences.
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teknolojik ve is merkezi oldugunu gésteriyor.
Ag olusturma: Tiirk sirketleri (ve diger Ulkele-
rden de sirketler), kiiresel partnerlerle dogru-
dan temas kuruyor. Biz HelloOtel olarak bunu
aktif bicimde destekliyoruz.

Uzmanlik: Turizm Zirvesi gibi platformlar,
Tiirk is diinyasinin trendlerin én saflarinda yer
almasini sagliyor.

Biz HelloOtel olarak istanbul Turizm Fuari
2025'in basarisina 6nemli bir katki
sunmaktan gurur duyuyoruz ve eminiz ki
bu fuar her gecen yil daha da bliytyerek
kiresel sahnede konumunu
saglamlastiracaktir.

“lurizmin

yveni caginca

rekabet degil,

orlak akil Kazanchnyor.”

Istanbul Turizm Fuari 2025, bu yil cok
sayida sektor profesyonelini bir araya
getiren bir etkinlik olmanin yaninda
turizmin yoninu belirleyen fikirlerin
uretildigi stratejik bir zemin de oldu.
Dijital donisiimden surddrdlebilirlige,
yatirim vizyonundan uluslararasi
isbirliklerine uzanan tartismalar;
Tirkiye’nin turizmde artik yalnizca
“cekim merkezi” degil, “yon veren guc¢”
konumuna ilerledigini a¢ikca ortaya koydu.
Fuarda 6ne ¢ikan ortak mesaj netti:

Turizmin yeni ¢caginda basari,
is birligi, verimlilik ve anlamli
deneyim lretimiyle tanimlanacak.

Held on October 22-24, 2025 at ANFAS
Fair Center, the Antalya Tourism Fair once
again stood out as one of the most
comprehensive events strengthening
Tarkiye's international tourism showcase.
Under the theme “The Treasure of Turkish
Tourism: Sustainable Hospitality,” the fair
conveyed powerful messages about
sustainability, digital transformation, and
the evolution of guest experience.

Bringing together tourism professionals
from over 70 countries, the event hosted
thousands of B2B meetings, investment
discussions, and panel sessions over three
days. Hotel brands, destination
management offices, agencies,

and tour operators shared insights into
future tourism models.

One of the most prominent corporate
participants this year was HelloOtel.

The brand took part as an official sponsor
by facilitating the participation of
international agencies (about 1,000
agencies), that creates a strong business
development network. Meetings with
representatives from Antalya’s hospitality
ecosystem clearly demonstrated
HelloOtel's growing role in Turkiye's B2B
tourism exports.

The fair went beyond being a promotional
event, transforming into a business
platform that initiates real change in the
field. Participants agreed that the future

of tourism will not only depend on
accommodation but also on sustainable
experiences, environmentally responsible
operations, and digital accessibility. Antalya
once again proved that the heart of Turkish
tourism beats not only through numbers
but also through vision.

{0URISH
EIPLORER

22-24 Ekim 2025 tarihleri arasinda ANFAS
Fuar Merkezi'nde diizenlenen Antalya Turizm
Fuari (ATF25), bu yil da Tiirkiye turizminin
uluslararasi vitrinini gliclendiren en kapsamli
organizasyonlardan biri oldu. “Ttrk Turizm
Hazinesi: Surddrdlebilir Misafirperverlik”
temasiyla gerceklestirilen fuar;
suarddrdlebilirlik, dijital déntsim ve yeni
mdsteri deneyimi alanlarinda gti¢lti mesajlar
verdi.

70%i askin ulkeden turizm profesyonelini

bir araya getiren etkinlik, ¢ giin boyunca
binlerce B2B goriismeye, yatirim
goriismelerine ve panel oturumlarina sahne
oldu. Otel markalari, destinasyon y6netim
ofisleri, acenteler ve tur operatorleri,
gelecegin turizm modellerine dair
deneyimlerini paylasti.

Bu yil fuarda dikkat ¢ceken kurumsal
paydaslardan biri de HelloOtel oldu.

Marka, uluslararasi acentelerin katilimini
kolaylastirarak resmi sponsor olarak yer aldi
ve bu sayede guiclt bir is gelistirme

agi olusturuldu. Antalya'daki otelcilik
ekosisteminin temsilcileriyle yapilan
gorusmeler, Tirkiye’nin B2B turizm
ihracatinda HelloOtel'in artan rolini

acik bicimde ortaya koydu.

ATF25, bir tanitim fuari olmanin étesine
gecerek, sahada dénusim baslatan bir is
platformuna dénisti. Katilmcilar, turizmin
geleceginde artik sadece konaklama degil,
surddrdlebilir deneyim, cevreye duyarli
operasyon ve dijital erisilebilirligin belirleyici
olacagi konusunda birlesti. Antalya, bir kez
daha gosterdi ki Turk turizminin kalbi sadece
rakamlarla degil, vizyonla da burada atiyor.

TOURISM EXPLORER
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Governor of Antalya

“I am pleased to be here with you at the seventh
edition of this fair in the world's tourism capi-
tal. This city and this sector make people smile.
Tourism is a vast field, and Antalya has great
potential and a bright future. With a fifty-year
journey behind us, we now speak of sustainable
hospitality. What do we offer our guests? Sea,
sand, and sun. But we must now say new things.
By increasing the value of our products and the
income we receive per guest, we can achieve
even more. We will discuss all these issues
throughout the three days of the fair. This is not
a regional but a global tourism event. | thank Mr.
Selcuk and his team for creating such a valuable
organization and wish the fair great success.”

Antalya Valisi

“Dinyanin turizm baskentinde yedincisi
diizenlenen bu fuarda sizlerle bir arada olmaktan
mutluluk duyuyorum. Bu sehir ve bu sektor insani

guliimsetiyor. Elbette, turizm ¢ok genis kapsamli
bir sektor. Bu noktada Antalya’da ise ¢ok blyiik
bir potansiyel ve gelecek goriiyorum. 50 yillik bir
sertivenle bu gtinlere geldik. Strddrebilir
misafirperverlik diyoruz. Misafirimize ne sunuyoruz,
deniz kum ve glines. Artik yeni seyler séylemeliyiz.
Her yil %5-10 blytiyerek nereye gidebiliriz?
Uriinlerimizi, katma degerimizi, misafirden
alacagimiz geliri artirarak ¢ok daha iyi

noktalarda olabiliriz. Tim bunlari 3 gtin boyunca
fuarda konusup tartisacagiz. Burasi béigesel degil,
kiresel bir turizm fuari. Selcuk Bey'e béylesine
degerli bir organizasyona imza attigi icin
tesekkdrlerimi sunuyorum. Fuarin hayirlara

vesile olmasini diliyorum..”
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Deputy Prime Minister and Minister
of Tourism, Culture, Youth and
Environment of the Turkish Republic
of Northern Cyprus

“As the Turkish Republic of Northern Cyprus,
we are delighted to be here in Antalya and
at the Antalya Tourism Fair. | sincerely thank
the team and invite everyone to discover the
natural and historical beauty of Cyprus.”

Kuzey Kibris Turk Cumhuriyeti Basbakan
Yardimcisi - KKTC Turizm, Kualtar, Gencglik
ve Cevre Bakani

“KKTC olarak, Antalya ve Antalya Turizm
Fuari'nda olmanin mutlulugu icerisindeyiz.
Ekibe cani génilden tesekkirlerimi sunuyorum.
Hepinizi dogal ve tarihi giizelliklerini kesfetmeye
Kibris'a da bekliyoruz..”

President of AKTOB (Mediterranean
Touristic Hoteliers & Investors Association)

“Antalya is not only one of Turkiye's leading
destinations but also one of the world's

most important tourism centers. It supports

45 different industries and generates 17.5 billion
dollars in tourism income, making it an
economic locomotive. The Antalya Tourism Fair,
held in this vital city and attracting global
attention, is our pride. | thank Mr. Selcuk Meral
and his team, and all tourism professionals who
have contributed since the very first day.”

Akdenig Turistik Otelciler
ve Isletmeciler Birligi
(AKTOB) Baskani

“Antalya, sadece Tirkiye’nin degil, diinyanin

sayili turizm merkezlerinden. Ayni zamanda

45 sektoru birebir destekleyen, 17.5 milyar dolar
turizm gelir ile ekonomik anlamda (lkemizi
besleyen lokomotif bir sehirdir. Bu dnemli sehirde
dizenlenen fakat tim dinyanin dikkatini ceken
Antalya Turizm Fuari ise bizim gbzbebegimiz.

Basta Selcuk Meral olmak lizere tim ekibe

ve ilk gtinden beri fuara katihm saglayarak bu
guinlere ulasmasinda emegi gecen siz
turizmcilerimize tesekkdrlerimi sunuyorum..”

Sales & Marketing Manager,
Pickalbatros Hotels & Resorts

“ATF is incredible; | was truly shocked when | saw
it. | think it's even more impressive than istanbul.
The fair in istanbul was of course very good, but
this one looked much more captivating to me.
It's a great pleasure for us to be here - it's our
first time, but certainly not the last.

As Pickalbatros Hotels & Resorts, we are very
pleased to be here.”

Pickalbatros Hotels & Resorts Satis
ve Pazarlama Muddiru

“ATF inanilmaz; gercekten gordugimde

sok oldum. Bence istanbul’dan bile daha
etkileyici. istanbul'daki fuar da elbette cok iyiydi,
ancak burasi ¢cok daha bliytleyici gérinddi

bana. Burada bulunmak bizim icin biyuk bir
mutluluk, Gstelik ilk kez katiliyoruz ama kesinlikle
son olmayacak. Pickalbatros Hotels & Resorts
olarak burada olmaktan biiyik memnuniyet
duyuyoruz.”

TOURISM EXPLORER
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Nihal Duruk

Sales & Marketing Director,
Juju Premier Palace

“First of all,  would like to sincerely thank

my dear colleague Mr. Selcuk Meral for this
organization. When we look at the annual
calendar of tourism events, | truly believe this

is one of the most valuable gatherings for our
industry. Hosting this event in Antalya - the heart
of Turkish tourism - makes it even more
meaningful. For us, as accommodation
providers, having the opportunity to welcome
our agencies and partners here, in the very place
where our business actually operates, while also
showcasing our city, is extremely valuable.

If I'm not mistaken, this is our fourth year of
collaboration with HelloOtel. Working with
HelloOtel creates significant benefits for us in
two key areas. The first is the ability for every
hotelier to make projections regarding sales
trends and to plan ahead accordingly; HelloOtel
provides us with a wealth of insights in this
regard. We are able to view sales from many
different angles — from which city, which
office, which dates are being sold, and when.
In other words, you gain access to a

large set of sales statistics.

The second major benefit is that it brings
together all the agencies inclined to sell our
property on a single platform. Being able to

engage directly with all of our partners, answer
their questions quickly, and use the platform as
a versatile communication and marketing tool is
incredibly important. We are very happy.

We truly appreciate it. | believe this is a very
smart investment.”
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\ihal Duruk

Juju Premier Palace Satis
ve Pazarlama Muduru

“Oncelikle tabii ki cok kiymetli arkadasim,

Sayin Selcuk Meral’e bu organizasyondan
dolayi kalpten tesekkiir ediyorum.

Bence turizm camiasi icin tim yil etkinliklerine
baktigimizda en kiymetli etkinliklerden bir
tanesi bu. Clnkd bu organizasyonu turizmin
kalbi olan Antalya’da yapiyor olmak ¢ok énemli.

Konaklama tiniteleri olarak biz otellerin,
acentelerimizi, paydaslarimizi burada
agirlayabiliyor olmasi, isimize, isin ylridigi
yerde, ayni zamanda sehrimizi de géstererek
burada yapilmasini ¢cok degerli buluyorum.

HelloOtel ile ben yanilmiyorsam dérdiinci

kez bu isbirligini yapiyorum. HelloOtel ile
isbirligi yapmanin ézellikle iki agidan ¢ok
buiyik faydasini gériyorum. ilk olarak her
otelcinin satisin gidisiyle ilgili bir 6ngériide
bulunabilmesi ve ileriye déniik bir planlama
yapabilmesi agisindan HelloOtel bize ¢ok
sayida fayda sagliyor. Tabii satisi da ¢ok yonlii
gorebiliyoruz. Hangi sehirden, hangi bliiromuz,
ne zaman hangi tarihi satiyor gibi. Yani satisla
ilgili bir stirii istatistige sahip olabiliyorsunuz.
ikinci en 6nemli faydasi da bizi satma
egiliminde olan tim acentelerle bizi bir araya
getiren bir platform olmasi. Dolayisiyla tim
paydaslarimizla birebir iletisim kurup her tirli
sorularina hizli dénebilmek, her tiirlt etkilesim
ya da marketing araci olarak kullanabilmek de
ayrica ¢cok énemli bir ézellik.

Biz cok mutluyuz. Tesekkur ediyoruz.
Bence cok akillica bir yatirim.”

“Antalya has
become not only the
heart of tourism but
also the laboratory
of change.”

The Antalya Tourism Fair 2025 once again
showed that the strength of Turkish tourism
lies not only in numbers but in its capacity
for innovation. The city turned sustainable
hospitality from a vision into a tangible strat-
egy, while the fair brought together every
component of the industry around the same
table. Finance, technology, hospitality, travel
agencies, and public administration spoke
the same language.

Antalya has now become known as the cen-
ter where the future of tourism is designed.
Every step taken here signals a transforma-
tion that will carry Turkish tourism beyond
global competition and open a new chapter
in Turkiye’s overall brand value.

“Anlalva, sacece
(wriznn Kalbi degit;
clegisimin laboratuwan
halne geld.”

Antalya Turizm Fuari 2025, bu yil bir kez
daha gésterdi ki Tirkiye turizminin gicu
sadece rakamlarda degil, yenilik tretebilme
kapasitesinde yatiyor. Sehir, strddrdilebilir
misafirperverligi bir vizyon olmaktan ¢ikarip
somut stratejilere dénustiriirken, fuar da
sektorun tim bilesenlerini ayni masa
etrafinda bulusturdu. Finans, teknoloji,
otelcilik, seyahat acenteleri ve kamu
ybnetimi bu kez ayni dili konustu.

Antalya artik turizmin gelecegini tasarlayan
merkezin adi olarak aniliyor. Burada atilan
her adim, Tiirk turizmini kiiresel rekabetin

oOtesine tastyacak bir dénisimun habercisi.

Ve bu donistm, turizmin otesinde
Turkiye'nin marka degerinde de yeni
bir sayfa aciyor.

TOURISM EXPLORER
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The year 2025 represents a period in
which the global tourism industry is
being structurally redefined. From
aviation to accommodation, from

booking technologies to spending *

habits, data-driven decision-making is
coming to.the forefront. Travel is no
longer simply a “consumption habit”; it
has become an economy centered on
personalized experiences, the search
for meaning, and digital interaction.

FLIGHT MAPS ARE
* BEING REDEFINED

By the final quarter of 2025,
international air transport has almost
fully recovered to pre-pandemic levels.
EUROCONTROL data show that flight
numbers over European airspace have
reached roughly 100% of 2019 levels,
with some weeks even exceeding that.
According to IATA's latest outlook,
global airline revenues are expected

to reach approximately $979 billion in
2025. Net profit margins stand at 3.7%,
while passenger demand has increased
5.8% year-over-year.

This indicates that global aviation has
moved beyond “recovery growth” into
a period of “smart growth.” Capacity
management, sustainability, and digital
revenue medels are set to form the
core of 2026 strategies. Airlines will
focus not only on route expansion but
also on data-supported operational
efficiency.

BOOKING INFRASTRUCTURE
GOES DIGITAL

The travel booking chain is undergoing
one of its biggest transformations

in recent years. Despite regional
differences, the share of online
channels in total sales has approached
70%. Mobile apps, Al-powered
recommendation engines, and
dynamic pricing systems now analyze
user behavior in real time, guiding
booking decisions.

Platforms like Skyscanner, Expedia,
and Booking.com compete not only to
offer the “best price” but also the “best

2025 yili, kuresel turizm endustrisinin
yapisal olarak yeniden bicimlendigi
bir dénemi temsil ediyor. Havaciliktan
konaklamaya, rezervasyon teknolo-
Jilerinden harcama aliskanliklarina
kadar tim alanlarda veri temelli karar
surecleri 6ne cikiyor. Seyahat artik bir
“tuketim aliskanligr” degil, bireysellesmis
deneyimin, anlam arayisinin ve dijital
etkilesimin merkezinde yer alan*bir
ekonomi héline geliyor.

UCUS HARITALARI YENIDEN
TANIMLANIYOR

K koHYy mpemese2o keapmasna 2025 aU-
luslararasi hava tasimaciligi, 2025'in son
ceyreginde pandemi 6ncesi seviyelere
neredeyse tam olarak ulasmis durum-

da. EUROCONTROL verileri, Avrupa hava
sahasindaki ucus sayisinin 2019 diizeyinin
yaklasik yizde yiiziine ulastigini, bazi
haftalarda bu seviyenin dahi asildigini
gosteriyor. IATA'nin yayimladigi son
goriinum, 2025 yilinda kiresel havayolu .
gelirlerinin yaklasik 979 milyar dolar
olacagini 6ngortyor. Sektérin net kar
marji %3,7, yolcu talebi ise énceki yila
gore %5,8 artista.

Bu tablo, global havaciligin artik

“yeniden bulytme” nin étesinde “akilli
bliyime” dénemine gectigini ortaya
koyuyor. Kapasite yonetimi, surddrtilebilirlik
ve dijital gelir modelleri 2026 stratejilerinin
ana eksenini olusturuyor. Havayollari icin ¥
onumduzdeki yil rota genisletmenin yani sira
veriyle desteklenen operasyonel verimlilik
dénemi de olacak..

REZERVASYON ALTYAPISI
DIJITALLESIYOR

Seyahat rezervasyon zinciri, son yillarin
en biiyiik déniisiimiinii yasiyor. Online * =
kanallarin toplam satistaki payi, bolgesel
farklihiklara ragmen artik %70 bandina
yaklasti. Mobil uygulamalar, yapay zeka
destekli 6neri motorlari ve dinamik
fiyatlama sistemleri, kullanici davranislarin
anlik olarak analiz ederek rezervasyon

kararlarini yénlendiriyor.
-



timing,” taking the role of data from mere
analysis to a revenue management tool.
This transformation establishes a digital
bridge between pre-travel planning and
in-travel experience.

A NEW ERAIN
SPENDING HABITS

Tourism spending patterns are changing
radically. According to the Mastercard
Economics Institute’s Travel Trends 2025
report, travelers now allocate more of their
budgets to experiences than to
transportation. Gastronomy, wellness, and
cultural activities have become the
fastest-growing sub-segments globally.

This shift places the focus of tourism not on
the “moment” itself but on the impactful
experience. The value of a trip is increasingly
measured not by its duration but by the
impression it leaves. For destination brands,
this signals a new era: travel must now be
“storytold” rather than simply sold.

BUSINESS AND
MICE TRAVEL RETURN

Post-pandemic stagnation in business travel
is reversing. The Global Business Travel
Association (GBTA) expects global business
travel expenditures to reach $1.57 trillion by
the end of 2025. Companies are gradually
moving away from hybrid meeting models,
with face-to-face events and corporate
congresses regaining prominence.

This MICE segment resurgence provides
strong revenue streams for hotels and event
venues. Europe- and Middle East-based
organizers have become global market drivers.
Conferences are now not only meeting
spaces but platforms for brand experience.
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Skyscanner, Expedia ve Booking gibi
platformlar, sadece “en uygun fiyati” degil,
“en uygun zamani” da bulmayi saglayan
algoritmalarla rekabeti yeni bir diizeye
tasiyor. Boylece seyahat zincirinde veri,
artik yalnizca analiz degil, gelir yonetimi
araci héaline geliyor. Bu doniisiim, seyahat
oncesi planlama ile seyahat esnasi deneyim
arasinda dijital bir kbpriu kuruyor.

HARCAMA ALISKANLIKLARINDA
YENI DONEM

Turizm ekonomisinde harcama yapisi
kokten degisiyor. Mastercard Economics
Institute’un Travel Trends 2025 raporuna
gore, gezginlerin butcesi artik ulasimdan
cok deneyimlere yéneliyor. Gastronomi,
wellness ve kiltirel etkinlikler, kiiresel
turizmde en hizli biytyen alt segmentler
haline geldi.

Bu dénusim, turizmin merkezine “ani”yi
degil, “etkileyici deneyimi” yerlestiriyor.

Artik bir seyahatin degeri, stiresinden ¢ok
kiside biraktigi izlenimle él¢iliiyor. Bu egilim,
destinasyon markalari icin de yeni bir
dénemin baslangici: seyahati “satmak”tan
oOte, “hikayelestirmek” gerekiyor.

i§ VE MICE SEYAHATLERI
GERI DONDU

Pandemi sonrasi duraganlasan is seyahatleri
yeniden ivme kazaniyor. Global Business
Travel Association (GBTA), 2025 sonunda
kuresel is seyahati harcamalarinin 1,57 trilyon
dolar seviyesine ulasmasini bekliyor. Sirketler
hibrit toplanti modellerinden yavas yavas
¢ikarken, yuz yuze etkinlikler ve kurumsal
kongreler yeniden dne cikiyor.

MICE segmentindeki bu canlanma, otel ve
etkinlik sektorlerine gliclii bir gelir akisi
sagliyor. Avrupa ve Orta Dogu merkezli
organizasyonlar, kiresel pazarin dinamosu
haline gelmis durumda. Artik kongreler
bulusma alani olmakla birlikte marka
deneyimi yaratan platformlar olarak da
konumlaniyor.

TURKIYE'S STRENGTHENING
GLOBAL POSITION

According to UN Tourism data, Turkiye
continues to be the fourth most visited
country in the world in 2025, as it was in
2024. Targets for 2025 include 65 million
visitors and $64 billion in tourism revenue.
Data from the first nine months indicate
that these goals are achievable. TURKSTAT
statistics show that average visitor spending
reached $1,000 in Q3 2025.

istanbul’s role as an international events hub,
along with new tourism investments along
the Antalya and Mersin coasts, positions Tur-
kiye to enter 2026 with strong momentum.
The Mediterranean region, in particular, has
achieved Europe’s highest growth rates in
gastronomy and health tourism.

As the tourism industry enters 2026, its
strategic focus is shifting to the “data econ-
omy.” Flight planning systems are preparing
to price according to carbon footprints, while
hotel chains manage guest experiences
through Al-based personalized campaigns.
“Travel Intelligence” centers provide real-time
market insights to destination management
offices.

Data is no longer just statistics-it is the heart
of competitive advantage. When experience,
digitalization, and data converge, a new era
opens where data itself becomes as
economically valuable as travel. Every
strategic move in the sector-from consumer
behavior to destination capacity, from brand

TURKIYE'NIN KURESEL
KONUMU GUGCLENIYOR

UN Tourism verilerine gore Tlrkiye,

2024'te oldugu gibi 2025'te de diinyanin

en cok ziyaret edilen dérdinci lkesi olmayi
surdurtyor. 2025 icin hedefler 65 milyon
ziyaretci ve 64 milyar dolar turizm geliri
seviyesinde. Yilin ilk dokuz ayinda aciklanan
veriler, bu hedefe ulasilabilecegini gosteriyor.
TUIK verilerine gére, ziyaret¢i basina ortalama
harcama 2025'in c¢tnci ¢eyreginde 1000
dolar diizeyine ulasti.

[stanbul'un uluslararasi etkinlik merkezi
rolii, Antalya ve Mersin sahil hattindaki yeni
turizm yatirimlari, Tirkiye'nin 2026"ya gui¢lu
bir momentumla girmesini destekliyor.

Ozellikle Akdeniz bélgesi, gastronomi ve
saglik turizmi alaninda Avrupa’nin en ylksek
biytume oranlarini yakalad.

2020 va Bakis:
Vert Ocdakh
otraten Caaq

Turizm enddistrisi 2026'a girerken, stratejik
odagini “veri ekonomisi’ne kaydiriyor.

Ucus planlama sistemleri karbon ayak izine
gore fiyatlama yapmaya hazirlanirken, otel
zincirleri yapay zekd tabanli kisisellestirilmis
kampanyalarla misafir deneyimini yénetiyor.

“Travel Intelligence” merkezleri,
destinasyon ydnetim ofislerine anlik
pazar 6ngordleri sunuyor.

Veri artik salt bir istatistik degil,
rekabet avantajinin kalbi. Deney-
im, dijitallesme ve veri
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perception to sustainability policies-is
reshaping the framework. This
transformation affects not only technology
but also management approaches, planning
capabilities, and the cultural perspective that
defines the future of tourism.

While 2025 marked the threshold of change,
2026 will inaugurate a new era in which
tourism not only moves but “travels with
data,” transitioning from intuition

to analytics.
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birlestiginde, seyahatin kendisi kadar

verinin de ekonomik degere dénustigu yeni bir
dénemin kapilari agiliyor. Sektérin attigr her
stratejik adim, tuketici davranislarindan desti-
nasyon kapasitesine, marka algisindan
surddrdlebilirlik politikalarina kadar genis bir
cerceveyi yeniden sekillendiriyor. Bu dénusim,
yalnizca teknolojiyi degil; yonetim anlayisini,
planlama becerisini ve turizmin gelecegini
tanimlayan kaltirel perspektifi de déndstiriyor.
2025, degisimin esigini isaret etti; 2026 ise
turizmin artik yalnizca yer degistirerek degil,
“veriyle seyahat ettigi”, sezgiden analitige gecen
yeni bir cagin baslangici olacak.

with the ‘AMARA’ brand in 2018
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THE FUTURE OF TOURISM IS SHAPED BY

WOMEN
LEADERS

TURIZMIN GELECEGI KADIN LIDERLERIN
FLINDE SEKILLENIYOR

.j
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The dynamics of global tourism are
constantly changing, and with them,
the understanding of leadership is also
evolving. Women executives at the
forefront of the industry are making a
difference in every area, from
decision making and crisis
management to service philosophy
and innovative concepts.

For them, leadership is not a title

but a vision and a way of life.

Today, tourism is being

redefined through the combination
of sustainability, personalization,
technology and human centered
experiences. At the heart of this
transformation are women leaders
who guide with intuition, pay attention
to detail and make decisions with
empathy. The female perspective
brings not only grace to the industry
but also strategic depth, balance in
times of crisis and a sense of trust in
team management.

As Tourism Explorer, we have prepared
this special interview series to ask
pioneering women leaders in tourism

a few key questions. Where did their
stories begin? Is leadership for them a
duty or a stance? How does feminine
intuition transform the concept of
service? And most importantly,

which values will shape the

tourism of the future?

These women, coming from
different countries and stories

yet united by the same passion,
remind us that tourism is not only an
economic field but also an emotional
ecosystem. Their vision continues to
inspire the future of global tourism.

Kiiresel turizmin dinamikleri gitgide
degisiyor, bununla beraber liderlik
anlayisi da dénustyor tabii. Sektorin

on saflarinda yer alan kadin yéneticiler,
karar alma bicimlerinden kriz ybonetimine,
hizmet anlayisindan yenilik¢i konseptlere
kadar her alanda fark yaratiyor. Onlar igin
liderlik bir tnvandan ¢ok, bir vizyon ve
yasam bi¢imi.

Bugtin turizm sdrddrdlebilirlik,
kisisellestirme, teknoloji ve insana

dokunan deneyimlerin bilesiminde yeniden
tanimlaniyor. Bu déntisimiin merkezinde ise
sezgileriyle ybneten, ayrintilara ézen gosteren
ve empatiyle karar alan kadin liderler var.
Kadin bakis acisi, sektére yalnizca zarafet
degil; stratejik derinlik, kriz anlarinda denge
ve ekip yonetiminde giiven kazandiriyor.

Tourism Explorer olarak biz de bu ézel
roportaj dizisinde turizm sektéruniin 6nci
kadin liderlerine cesitli sorular sorduk.
Onlarin hikayeleri nerede basladi?
Liderlik onlar icin bir gérev mi, yoksa bir
durus mu? Kadin sezgisi, hizmet anlayisini
nasil dondstiriyor? Ve en 6nemlisi
gelecegin turizmini hangi degerler
sekillendirecek?

Farkli tilkelerden, farkli hikayelerden ~
ama benzer bir tutkudan gelen bu kadinlar,
turizmin sadece ekonomik degil, duygusal

bir ekosistem oldugw@iu da hatirlatiyor bize.
Onlarin vizyonu, kiiresel turizmin gelecegine
ilham veriyor.
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A single conversation can spark an idea that
shapes an entire industry.

| entered the tourism business by a twist of
fate. One day, during a conversation with a
friend, we started talking about business. | said
that if | truly like something-such as travel-I can
definitely turn it into a profitable and successful
project. It didn't seem incredibly difficult to me,
although of course, it required time,
investment, and deep immersion in the field.
We debated a little. The very next day,

| submitted the documents to register a travel
company. Before that, | had many years of
management experience in trade, the
restaurant business, and event organization.
However, tourism turned out to be a special
field, where leadership is not shown through

a title but through genuine passion and the
ability to inspire. For me, this is not a job-it is

a way of life.

The female perspective represents the emo-
tional intelligence of tourism.

The main advantage of a woman'’s perspective
in tourism is the natural ability for empathy
and care that is almost “built into” us from
childhood. Modern tourism is no longer just
about selling travel packages. It is about making
dreams, emotions, and new experiences come
true. And here, women's sensitivity, attention
to detail, and genuine involvement give a great
advantage. But in times of challenge, it is not
gender that comes to the forefront-it is
professionalism. Today, the travel industry is
moving towards conscious consumption, and it
is precisely the female approach, with its
sensitivity, that can set new standards.

A leader who trusts their

instincts is never afraid of change.

My formula for success is simple: combine
innovation with humanity, trust your inner
instinct, don't be afraid of change, and keep
your enthusiasm and curiosity alive. | am not
afraid to break stereotypes, but | try not to lose
my spirit and sincerity. | trust my intuition-it
rarely lets me down. And most importantly-I
never allow myself to get bored! If | find some-
thing interesting, then others will too.

Tourism is all about people. And if you truly love
what you do, success will not keep you waiting.
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Director of Meridian-Tour Travel Agency
Founder and Director of Radio Travel

Bir sohbetten dogan fikir, bir sektére yon
verebilir.

Turizm isine bir tesaddifiin yonlendirmesiyle
adim attim. Bir giin bir arkadasim ile sohbet
ederken konu is diinyasina geldi. Ona, eger

bir isi seversem - 6rnegin seyahat etmeyi - bunu
mutlaka karl ve basarili bir projeye
déndusttrebilecegimi séyledim. Bu bana imkansiz
gibi gelmiyordu, elbette zaman, yatirim ve konuya
derinlemesine odaklanma gerektiriyordu.

Biraz tartistik. Ertesi guin, bir turizm sirketi
kurmak icin belgelerimi verdim. Ondan énce
ticaret, restoran isletmeciligi, etkinlik ve
organizasyon alanlarinda uzun yillara dayanan
bir yéneticilik deneyimim vardi. Ancak turizm,
liderligin yalnizca unvanla degil, icten gelen bir
tutkuyla ve ilham verme yetenegiyle ortaya
¢iktigr cok farkh bir alan oldu. Benim igin

bu bir is degil - bir yasam bicimi.

Kadin yaklasimi, turizmin duygusal
zekdsini temsil ediyor.

Kadin bakis agisinin turizmdeki en blyik
avantaji; cocukluktan itibaren bizde adeta
“yerlesik” olan empati ve bzen yetenegidir.
GUnumduz turizmi yalnizca paket tur satmaktan
ibaret degil. Bu; hayalleri, duygulari, yeni
deneyimleri gerceklestirme sureci. Iste burada
kadinlarin sezgisi, detaylara gésterdigi 6zen ve
icten katilmi buylk bir avantaj sagliyor.

Fakat sinav anlarinda 6ne ¢ikan sey cinsiyet
degil, profesyonelliktir. Bugtin seyahat
enddastrisi bilingli tiketime dogru ilerliyor ve
tam da bu noktada kadinlarin duyarliligi yeni
standartlar olusturabilir.

Sezgilere giivenen lider, degisimden korkmaz.
Benim basari formiliim basit: yenilikleri insan
odaklilikla birlestirmek, icglidilere giivenmek,
degisimden korkmamak, heyecani ve meraki koru-
mak. Kaliplari yikmaktan korkmam, ama ruhumu
ve ictenligimi kaybetmemeye calisirim.

Sezgilerime glivenirim - ¢iinku nadiren yaniltir.

Ve en énemlisi - kendime sikilma hakki tanimam!
Eger bir sey bana ilging geliyorsa, baskalari

icin de ilging olacaktir.

Turizm insanla ilgilidir.
Ve siz yaptiginiz isi ictenlikle seviyorsaniz,
basari da ¢ok bekletmez.

Tourism is more than a profession; it's a
journey that transforms into a way of life.

My journey in the world of tourism began in
Izmir, at Yasar University’'s Tourism Guidance
Department. After graduating in 2007,

| started my career at a five-star, 770-room
hotel in Antalya. Later, | held various positions
at chain hotels in Bodrum, and today | serve as
the General Manager of Rammos Managed by
Dedeman since its opening. Passionate about
tourism, | also volunteer as Project Manager
at Bodrum Hotel Academy under the Bodrum
Hoteliers Association, contributing to the sector
through training programs. In addition, | am a
cosmic energy therapist; balancing spirituality
and materialism is an essential part of my life
philosophy. My mission in tourism is to
transform knowledge into experience,

to continue learning, and to create.

The distinction of

female leadership lies in the details.

For me, leadership is not just a job title-it is a
way of life. Leadership means showing
empathy while setting a vision, instilling trust in
your team, connecting with guests, and
inspiring society. True leadership is measured
by the energy you transmit to your team and
the sense of confidence you instill in your
guests. The female perspective is most
apparent in attention to detail and emotional
sensitivity. A small gesture, a sincere word, or
careful attention to sustainability can make a
big difference. | see tourism as a form of
soulful artistry; touching people’s hearts
through subtle details is only possible with
strong communication and vision. Women'’s
intuition makes this soulful dimension visible.
Tourism has evolved beyond being a mere
destination service-it has become a personal
experience. Behind this transformation lie the
emotions of belonging, peace, freedom, and
the desire to explore. Guests want to rediscover
themselves and connect with their inner selves
during their holidays. We must design our
services to meet these expectations.

A crisis tests the leader’s vision.

In times of crisis, the strongest qualities of
female leaders are calmness and flexibility. In
such moments, | choose to take a step back and
view the situation from a broader perspective.

General Manager of
Rammos Managed by Dedeman

Turizm bir meslekten éte, yasam bicimine
déniisen bir yolculuk.

Turizm diinyasindaki yolculugum izmir'de,

Yasar Universitesi Turizm Rehberligi bélimiinde
basladi. 2007'de mezun olduktan sonra
Antalya’da bes yildizli, 770 odali bir otelde
kariyerime adim attim. Ardindan Bodrum‘daki
zincir otellerde cesitli gérevler Ustlendim ve bugun,
acilisindan bu yana Rammos Managed by
Dedeman’in genel midurliagind ydrdtiyorum.
Turizme gondl vermis biri olarak Bodrum Otelciler
Dernegi catisi altindaki Bodrum Hotel Academy’'de
Proje Mudirlugt goérevini gondlli sirddriyor,
egitimlerle sektére katki saglyorum. Ayni za-
manda kozmik enerji terapistiyim; spirittellik ile
materyalistligi dengelemek hayat felsefemin bir
pargasi. Turizmdeki misyonum ise bilgiyi deneyime
donustirmek, daha ¢ok 6grenmek ve lretmek.

Kadin liderligin farki, ayrintilarda saklidir.
Benim icin liderlik, sadece bir meslek tanimi degil;
vizyon koyarken empati géstermek, ekibe gtiven
astlamak, misafire dokunmak ve topluma ilham
verebilmektir. Gergek liderlik, ekibinize aktardiginiz
enerji ve misdfire hissettirdiginiz gtivenle l¢iliir.

Kadin bakis agisi en ¢ok detaylarda ve duyguda
kendini gésterir. Ku¢lk bir dokunus, samimi bir
so6z ya da surddrdlebilirlik icin gosterilen 6zen
buylik fark yaratir. Turizmi bir ruh sanati olarak
gordyorum; insanin ruhuna dokunmak, ince
detaylarla kalplere hitap etmek ancak gu¢li bir
iletisim ve vizyonla mimkin. Kadinlarin sezgisi
iste bu ruhu gérundr kilar.

Turizm artik bir destinasyon hizmeti olmanin
Otesine gecti; kisisel bir deneyim haline geldi.

Bu dénisimiin arkasinda aidiyet, huzur, 6zgiirliik
ve kesfetme arzusu var. Misafirler, tatillerinde
kendilerini yeniden bulmak, ruhlarina dokunmak
istiyor. Biz de hizmetlerimizi bu beklentilere gére
sekillendirmek zorundayiz.

Kriz, liderin vizyonunu test eder.

Kriz anlarinda kadin yéneticilerin en gu¢li
yanlari sogukkanlilik ve esnekliktir. Ben béyle
anlarda bir adim geri ¢cekilip duruma genis bir
cerceveden bakmayi tercih ederim. Yasanan
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| see any disruptions not as problems, but
as opportunities for growth. | convey to my
team the approach: “We experienced it, we
learned from it; now how can we do it better?”
Facing challenges always holds potential for
development. Patience, strategy, and
maximum effort are the keys to success.

Women leaders will represent

the conscience of the future of tourism.
Looking ahead, sustainability,
personalization, digitalization, and local
values will dominate the tourism landscape.
Female leaders will serve as the conscience
and guiding force of this future. Women
prioritize not only financial outcomes but
also social and environmental impacts.
Increasing the presence of female leaders in
the sector will be a major gain, as their
intuition, elegance, trustworthy presence,
and transformative perspective will give
tourism a stronger direction. For me, the
most important element is trust-creating

a sense of security and belonging for both
guests and staff forms the foundation of my
leadership. This journey has been full of
both challenges and transformation. As a
woman, you often have to prove yourself
twice as much, but this process has made
me more resilient, visionary, and creative.

| have repeatedly experienced the advantages
of trust and elegance that being a woman
brings from the guest perspective. Being a
woman in tourism is a unique opportunity
not only for struggle but also for creating
impact.

The most radical female perspective that
will shape the future is one that places
people and nature at its center. Tourism is
not merely accommodation or profit-it is an
experience that gives meaning to life and
touches the soul. The female perspective
has the power to preserve the values of

the past while reinterpreting them to meet
the needs of the modern era. Awoman'’s
intuition and creativity will not only shape
the future of tourism-they will give it deeper
meaning.

The future of tourism will be shaped by
patience and the ability to connect with
people.

My advice to young women is to be patient.
Today, young professionals want to rise
quickly, but any ascent without solid founda-
tions is risky. Draw inspiration from success
stories, know yourself well, identify areas
for improvement, and build strategies
accordingly. The industry is constantly
evolving, but one thing remains unchanged:
the opportunity to make a difference by
connecting with people. Services can be
standardized, but human psychology never
can. Every value you add to yourself
enhances guest satisfaction

and sets you apart.
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aksakliklarr sorun degil, gelisim firsati olarak
gorurum. Ekibime de “yasadik, 6grendik; simdi
daha iyisini nasil yapariz?” yaklasimini aktaririm.
Zorluklarla yizlestigimiz anlar, gelisim potansiyeli
tasir. Sabir, strateji ve maksimum ¢abayla
ilerlemek basariya giden yolun anahtaridir.

Kadin liderler, turizmin geleceginde

vicdani temsil edecek.

Turizmin geleceginde sirddrdlebilirlik,
kisisellestirme, dijitallesme ve yerel degerler

on planda olacak. Kadin liderler ise bu gelecegin
vicdani ve yonlendirici giici olacak. Clinkd
kadinlar sadece finansal boyutu degil, topluma
ve dogaya etkileri de énceliklendiriyor. Sektérde
kadin liderlerin artmasi biytlik bir kazanim
olacaktir; ¢iinki onlarin sezgisi, zarafeti, gtiven
veren varligi ve dondustiriici bakisi turizme gliclii
bir yon verecektir. Benim icin en 6nemli konu ise
guivendir; hem misafire hem de personele gliven
vermek ve aidiyet yaratmak liderligimin temelidir.

Bu yolculuk hem zorluklarla hem de déntstimle
dolu. Kadin olarak ¢cogu zaman kendinizi iki kat
fazla kanitlamaniz gerekiyor ama bu stire¢ beni
daha direncli, vizyoner ve yaratici kildi. Misafirler
tarafinda kadin olmanin yarattigi giiven ve
zarafetin avantajini defalarca deneyimledim.
Turizmde kadin olmak, mcadele kadar fark
yaratma firsati da sunuyor.

Gelecegi sekillendirecek en radikal kadin bakisi,
insani ve dogayi merkeze alan vizyondur.
Turizm yalnizca konaklaoma ya da kar degil;
yasami anlamlandiran ve ruhlara dokunan bir
deneyimdir. Kadin bakisi, ge¢cmisin degerlerini
korurken onlari ¢cagin ihtiyaclarina gére yeniden
yorumlama gticiine sahiptir. Kadinin sezgisi ve
yaraticiligi, gelecegin turizmine yalnizca yén
vermeyecek; ona anlam da katacaktir.

Turizmin gelecegi, sabir ve insana dokunma
becerisiyle sekillenecek.

Genc¢ kadinlara tavsiyem sabirli olmalaridir.
Glunumduzde gencler hizla yikselmek istiyor
ama saglam temeller olmadan her ytikselis
risklidir. Basari hikayelerinden ilham alsinlar,
kendilerini iyi tanisinlar, gelistirmeleri gereken
yanlarini belirleyip stratejilerini buna gére
kursunlar. Sektér strekli degisiyor, ama
degismeyen tek sey insanlara dokunarak fark
yaratma imka@nimizdir. Hizmet standardize
edilebilir ama insan psikolojisi asla.

Kendinize kattiginiz her deger, misafir
memnuniyetini artiracak ve sizi farkl kilacaktir.

The essence of tourism is the universal
closeness people feel toward one another.
| believe that the deepest bond of tourism is
born from a universal language - a way of
connecting beyond differences of language,
religion, or race, a language through which
people can communicate without words. Some
call it energy, others call it a union of souls...
For me, this deep bond is the most valuable
essence of tourism. Every guest should feel a
part of themselves here; that has always been
my first goal. | learned this by observing my
family.

My family was well-known and engaged in trade
across many fields. My grandfather and father
played major roles in shaping who | am today,

yet the silent hero is my mother - she is my
greatest warrior. Since my great-grandfathers
were innkeepers, | grew up around the large
tables of my grandfather’s house.

Today, my hotel feels like a small village of my
own. Warm and accessible - perhaps that's why
people love it so much. Because, in my opinion,

every person carries within them the heritage

of the village and the inn. Migration is the
history of all humankind. Welcoming travelers,
offering them food and a clean bed, easing their
fatigue - these have always existed. Now, we're
in an era where the understanding of tourism is
being redefined, and | truly believe the industry
will move toward much better places.

True leadership is not about drawing

clear lines, but about pushing beyond

the boundaries of vision.

For me, leadership has always meant having
clear boundaries. In that sense, Hestia stands
beyond conventional molds and expectations.
Businesses shaped by a woman'’s perspective
are often more authentic, unique, and warm.
In repetitive ventures, unfortunately, the male
imprint is still more dominant. | believe a
woman’s greatest magic lies in her

ability to be herself.

The new generation of tourism is entering
an era that goes beyond experience - an era
of genuine connection.

The very definition of a destination in tourism
is being rewritten. The inner voice | mentioned

Hestia Lodge
Hotel Owner - Tourism Entrepreneur

Turizmin 6zii, insanin insana duydugu evrensel
yakinliktir.

Ben turizmin en derin baginin evrensel bir dilden
dogduguna inaniyorum. Insanlar arasinda dil,

din, irk her ayrimin étesinde konusmadan yakinlik
kurabildigimiz bir dil. Kimi enerji der kimi ruh birligi...

Turizm icinde benim en deger verdigim konu bu kokli
bag. Gelen her kiside burada kendinden bir par¢a
hissetmeli, ilk hedefim daima bu, bunu ailemden
gozlemleyerek 6grendim. Ailem bir¢ok alanda ticaret
yapmis taninan bir aileydi. Bugtine gelisimde
dedemle babamin ¢ok bliylik destegi var, fakat gizli
6znem annem, kendisi benim en bliyiik savas¢cim.
Ailede buyiik dedelerde hancilik oldugu icin

dedemin evinde kurulan kocaman sofralarda
biyidim ben, bugtin otelim de benim kiictik kbydm
gibi adeta. Samimi ve ulasilir; ¢cok sevilmesinin en
bliyiik sebebi sanirim bu olsa gerek. Ciinki her in-
sanin kdkeninde koy ve han kultiri var bence, go¢
tum insanligin tarihi. Yoldan geleni kendinden bilmek,
doyurup temiz yatak vermek, yolcunun yorgunlugunu
almak her zaman vard.. Simdiyse turizm anlayisinin
tekrar guncellendigi yillar icindeyiz ve inaniyorum ki
sektor ¢cok daha iyi yerlere gidecek.

Gercek liderlik, net cizgilerle degil,

vizyonun sinirlarini agsabilmekle ilgilidir.

Benim icin liderlik her zaman net ¢izgilerin olmasidir.
Bu agidan kalip ve beklentilerin hep Otesindedir Hestia.

Kadin bakis agisinin dahil oldugu bir¢ok isletme daha
otantik ve daha kendine 6zgu, ¢cok daha sicak. Tekrar
eden islerdeyse maalesef erkegin imzasi daha fazla.
Bana kalirsa, kadinin en buyuk sihri kendi
olabilmesinde sakli.

Yeni nesil turizm, deneyimin dtesinde
bag kurma ¢agina giriyor.

Turizmde destinasyon tanimi simdilerde bastan
yaziliyor. En basta séyledigim o icsel ses artik daha
yiiksek tinlyor. insanlar belli deneyimlerin étesini
ariyor ve bu arayislarda mekanlar ile bir bag kurmak
istiyorlar. En azindan benim gézlemim bu yonde oldu.

Krizlerin pes pese geldigi bir déneme denk gelmis

olmak ¢ok zorlayici oldu, fakat sunu itiraf etmeliyim
ki, bir kadinin kiymet verdigi emegi gorip destekleyen
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earlier now resonates more loudly. People
are searching beyond certain experiences

- they want to form emotional connections
with places. At least, that's what I've
observed.

It was challenging to start during a period
when crises followed one after another. Yet
| must admit that | met dozens of women
who saw the value in my work and
supported it. During my toughest days,
many women entrepreneurs came as guests
- they not only encouraged me but also
became part of a large family with whom

I now meet regularly for events.

A woman, by nature, multiplies, nurtures,
and grows. Give her a seed, and she will
offer you a garden. Fortunately, we now

hear more often about such women
entrepreneurs. This shows us that tourism
is entering a warmer and more genuine
era. Even major hotels in recent years have
begun integrating boutique restorations,
organic farming, and structures supporting
homemade and “mother’s touch” products.

This proves that intimate, home-like
environments - ones that feel as if they've
been touched by a mother's hand - are
becoming increasingly preferred.

As a woman, being part of this sector has
been truly transformative for me. Especially
in guest relations, there's a distinctive
“female touch.”

The female perspective is crucial for
transforming the industry.

At this point, | believe we simply need to be
more constructive. Looking ahead, we need
women who take ownership of the land.
No matter how much cities expand and
develop, natural living - and the tranquility
within it - will become even more sought
after. Women who produce and create will
be the entrepreneurs who make the
greatest difference in this field.

True success gains meaning only when
you've worked your way up from the very
heart of the job you dreamed of.

My most important advice to all young
people who want to succeed in their pro-
fession is this: never let anyone restrain
you! Discover the authentic side within your
heart. I'm the daughter of a chef who has
made a name for himself in the tourism
industry. The years | spent washing dishes
and chopping vegetables beside him were
probably the most joyful of my life - because
that experience taught me the true value

of starting from the “kitchen” of the dream
job you imagine. Learning every detail, and
overcoming challenges with patience and
persistence, will strengthen your abilities
and ultimately carry you to the top of your
career.
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onlarca kadin ile tanistim, en zorlu giinlerimde diger
kadin girisimcilerin bana misafir olarak gelmesi
bana hem destek hem de ilerisi icin dtizenli
etkinliklerde bulustugumuz kocaman bir aile verdi.

Kadin dogasi geregi cogaltan, besleyen ve
buyutendir. Bir kadina tohum verin size bahge
sunar ve boylesi kadin girisimciyi daha sik

duyar olduk artik. Bu bize gosterdi ki, turizm daha
samimi ve daha sicak bir déneme giriyor artik. Son
yillarda biyiik otellerin dahi biinyesinde butik otel
restorasyonlari, organik tarim, anne eli irtnlerin
desteklendigi yapilanmalar var.

Bu da bize gosteriyor ki, yuvaya benzeyen, tipki
anne eli degmis gibi gbriinen samimi ortamlar daha
tercih edilir hale geliyor.

Bir kadin olarak bu sektérde var olmak benim
acimdan kesinlikle dénistiirticiydi. Ozellikle
misafir iliskilerinde kadin farki diye bir gercek var.

Sektoru degistirecek olan kadin bakisi dnemli.

Bu noktada sadece daha yapici olmamiz gerek-
tigini dusiiniiyorum. lleri déniik topraga sahip
¢tkan kadinlara ihtiyacimiz var. Sehirler ne kadar
blytttip gelisse de dogal yasam ve o yasamin
icindeki sakinlik ileride daha da talep gérecek.
Ureten kadinlar da bu konuda en ¢ok fark yaratan
girisimciler olacak.

Gergek basari, hayal ettigin isin mutfagindan
gectiginde anlam kazanir.

Isinde basarili olmak isteyen tiim genclere en
6nemli tavsiyem su; kimsenin sizi dizginlemesine
izin vermeyin! Kalbinizdeki otantik yaninizi kesfedin.
Ben turizm sektdrinde ¢ok guizel isler icinde var
olmus, halende sektdrde bilinen ah¢i bir babanin
kiziyim, onun yaninda bulasik yikadigim, sebze
dogradigim yillar sanirim en eglendigim yillarim-
di, ¢linki bana hayal ettiginiz isin mutfagindan
baslamanin ne denli kiymetli oldugunu 6gretti bu
deneyim. Her detay1 6§renmek, zorluklari sabir ve
istikrarla asabilme yeteneginizi gelistirecektir ve bu
deneyimler sizi isinizde zirveye tasiyacaktir.

Success in tourism is born

from the courage to change direction.

| entered the tourism industry 18 years ago.
Since childhood, | had dreamed of becoming a
flight attendant - but was eventually persuaded
otherwise. So | chose the ground instead of the
sky: earned a degree in economics, completed
my MBA, worked at a bank, launched training
programs and a recruitment agency. The 2008
financial crisis pushed me to seek a new

path - and that path turned out to be tourism.
I'm not the kind of person who dives into
something blindly. Before starting, | studied
systematically: | “attacked” tour operators with
questions, attended seminars and training
sessions, joined familiarization trips. In our very
first year, we ranked among the top tour
operators. But soon, | outgrew the standard
tours. | became one of the first in Kyrgyzstan
to promote ski destinations, educational trips,
exotic islands, and cruises - and later shifted
entirely to author’s tours.

That turning point came right after the
pandemic, yet it worked: my tours now sell out
a year in advance. And there are no limits here

- the same country can be experienced through
its cuisine, culture, or history; several
destinations can be combined into one route;
you can fly to Antarctica or travel through
Africa; stay in vineyards, watch whales, take
photos at Europe’s edge, climb volcanoes, fly

in helicopters, have breakfast with giraffes, or
attend concerts by world-famous artists. There
are no boundaries for creativity - and that's
what | love most about this field: you can never
reach a ceiling.

At some point, the media world drew me in as
well. I ran a YouTube channel where | reviewed
hotels and even hosted my own TV show,
“Suitcase Mood.” These days, short-form
content is trending, so I'm more active on
Telegram and Instagram. Still, I'm sure that
author's tours are the story that will stay with
me for years to come.

“The distinction of female leadership lies in the
power to manage emotions and create stories.”
For me, leadership is a way of life. Having been
in the market for many years, | understand
how tourism works. | see it as my duty to speak
openly - about both the shortcomings and the

General Director,
First Class Tour

Turizmde basari, cesaretle yon degistirebilme
becerisinden dogar.

Turizm sektériine 18 yil 6nce adim attim. Cocuk-
lugumdan beri hostes olmayi hayal ederdim, ama
beni bu fikirden vazgecgirdiler. Sonunda “g6kytizi”
yerine “yeryliziini” sectim: ekonomi egitimi aldim,
MBA derecesi kazandim, bankada ¢alistim, kurslar
ve bir ise alim ajansi kurdum. 2008 krizi beni yeni bir

alan aramaya itti - ve bu alan turizm oldu.

Ben hicbir ise rastgele baslamam. Once sistemli bir
sekilde 6grendim: tur operatorlerini adeta

“kusatma” altina aldim, seminerlere ve egitimlere
katildim, tanitim turlarina gittim. ik yilimizda bile tur
operatérleri arasinda Ust siralara ¢iktik. Ancak klasik
turlar bana kisa siirede dar geldi. Kirgizistan'da
kayak merkezlerini, egitim turlarini, egzotik adalari
ve kruvaziyer seyahatlerini tanitan ilk kisilerden biri
oldum - ardindan tamamen “6zgtin konseptli”
turlara yoneldim.

Bu karar pandemiden hemen sonra geldi ama
basaril oldum: turlarim genellikle seyahat
tarihinden bir yil dnce tamamen satiliyor. Ve sinirlar
burada bitmiyor: ayni iilkeyi gastronomi, kiiltir ya
da tarih acgisindan farkli sekillerde gosterebilirsiniz;
birkag tlkeyi tek rotada birlestirebilirsiniz;
Antarktika'ya ucabilir ya da Afrika’ya gidebilirsiniz;
sarap baglarinda konaklayabilir, balinalari
izleyebilir, Avrupa’nin u¢urum kenarlarinda fotograf
cektirebilir, yanardaglara tirmanabilir, helikopterle
ucabilir, ziirafalarla kahvalti edebilir, diinya
yildizlarinin konserlerine katilabilirsiniz. Yaraticiligin
siniri yok - bu sektérde asla “zirveye ulastim”
diyememek bana bliylik keyif veriyor.

Bir noktada medya diinyasi da beni icine cekti:
otelleri anlattigim bir YouTube kanalim vardi, hatta
“Valiz Modu” adli kendi TV programimi sundum.
Glinimiizde tabii kisa icerikler moda, bu ytizden
artik daha cok Telegram ve Instagram’da aktifim.
Ama eminim ki 6zgiin konseptli turlar - benimle uzun
yillar kalacak bir hikéye.

Kadin liderligin farki, duygulari yénetme ve
hikéye yaratma giiciidiir.

Benim icin liderlik bir yasam durusu. Uzun zamandir
bu sektortin icindeyim ve turizmin nasil isledigini
cok iyi biliyorum. Eksiklikleri, basarilari, trendleri
acikca dile getirmeyi gbrevim olarak gértyorum.
Turizm derneklerinde aktifim; eger sistemi dogrudan
degistiremiyorsam, yenilikleri dnce kendi sirketimde
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achievements, about trends and
transformations. I'm a member of the
tourism association, and when | can’'t reach
the system directly, | start implementing
change within my own company.
Leadership, it seems, is in my blood.

The greatest strength of the female
approach lies in attention to detail and the
ability to sense emotion. A woman doesn’t
just organize a trip - she turns it into a story.
In family tourism, we undoubtedly lead: we
understand what comfort means for
everyone. In author’s tours, not only
logistics but also psychology comes into
play: how to make sure the group truly lives
the route, and each person feels special.
That's our “superpower.”

Tourism is no longer just about “going
somewhere to relax by the sea.” Today,
travel is about emotions - tasting, smelling,
and feeling the rhythm of a place; slowing
down here, speeding up there.

The key value now is uniqueness and
authenticity. What's in demand are
tailor-made, “worry-free” tours where
everything is thoughtfully arranged.

The personal experience of a travel agent -
who has seen, lived, and can share

real insights - has become priceless.

In my HR policy, | aim to make work blend
harmoniously with life. We offer flexible
schedules, and in the office, | try to create a
“home-like” atmosphere. During the
pandemic, we worked tirelessly to bring
every traveler safely back home, and later
even organized at-home COVID tests. Today,
we never leave a client alone with a problem
whether it's a flight cancellation, lost lug-
gage, or an insurance issue. My team knows
they can rely on me.

Despite digitalization, Al cannot rival

human intelligence when it comes to
crafting the perfect journey. It's a reference
tool - but people still need people. The role
of a female leader is to integrate technology
in a way that makes work easier while
preserving the human connection. The
ability to balance between technology and
emotion - that's what defines the future.
“The future of tourism will be shaped not by
numbers, but by the emotional connection
built with people.”

To change the future of the industry, wom-
en leaders must focus on people - on
emotions and love for what they do.
Tourism is about joy and memories.

If we focus only on numbers, we lose the
essence. A true revolution will come when
quality, not quantity, becomes the priority
- because financial results naturally follow
quality service.
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uyguluyorum. Goriintise gore liderlik benim
kanimda var.

Kadin bakis acisinin en bliylik avantaji, detaylara
verilen 6nem ve duygulari hissetme yetenegi. Bir
kadin sadece bir seyahati organize etmez - onu
bir hikGyeye dénliistiirmeye calisir. Aile turizminde
kesinlikle éndeyiz: herkesin konforunu hissetmekte
ustayiz. Ozgiin konseptli turlarda ise sadece lojistik
degil, psikoloji de devreye giriyor: grubun rotayi
gercekten “yasamasini” ve herkesin kendini ézel
hissetmesini saglamak. Iste bu bizim “stiper
gucumuz”,

Turizm artik sadece “gidip deniz kenarinda yatmak”
degil. Artik seyahat demek, duygular demek: bir
tlkeyi tatmak, koklamak, ritmini hissetmek; bazen
yavaslamak, bazen hizlanmak. Bugiiniin en bliylik
degeri essizlik ve 6zgtinliik. Detaylica diisiinilmus
“6zglin" ve “sorunsuz” turlar én planda.

Tur operatoriinin kisisel deneyimi - gérdiigu,
yasadigi ve paylasabildigi ipuglari - paha bicilmez
hale geldi.

IK politikamda ¢alisanlarin is-yasam dengesini
gozetiyorum. Esnek calisma saatleri sagliyoruz,
ofiste ise “ev sicakliginda” bir atmosfer kurmaya
calisiyorum. Pandemi sirasinda her turisti gtivenle
evine déndiirmek icin blylik caba gosterdik, hatta
evde COVID testleri organize ettik. Bugtin de hicbir
mdisterimizi sorunlariyla bas basa birakmiyoruz
ister ucus iptali, ister bagaj kaybi, ister sigorta
problemi olsun. Yéneticilerimin bana
guivenebilecegini biliyorlar.

Dijitallesmeye ragmen, yapay zekG miikemmel bir
seyahat plani olusturmakta insan zekasi ile kiyaslo-
namaz. O sadece bir bilgi kaynagi. Insan insana
ihtiyac duyar. Kadin bir liderin rolt, teknolojiyi isi
kolaylastiracak sekilde entegre etmek ama insani
temas! korumaktir. Teknolojiyle duygu arasinda
denge kurabilmek - iste gelecegi belirleyecek olan
budur.

Miizakere masasinda yerimi kazanmak i¢in
mucadele etmek zorunda kaldim ama bunu bir
seyleri degistirmek icin bir firsat olarak gérdim.
“Kadinsi” ézellikler is diinyasinda aslinda bir
avantaj: gliliimsemek, ayni anda hem yumusak
hem de kararli olabilmek, uzlasma yollari bulmak -
bunlar biyiik artilar.

Turizmin gelecegi, rakamlardan ¢ok insanla
kurulan duygusal bagda sekillenecek.

Turizm sektoriintin gelecegini degistirmek icin kadin
liderler odagini insana, duygulara ve yaptigi ise
olan sevgiye yénlendirmeli. Turizm - mutluluk ve
anilar yaratmakla ilgilidir. Eger sadece rakamlara
odaklanirsak, 6ziini kaybederiz. Devrim, odak
noktasina “nicelik” degil “nitelik” koydugumuzda
gerceklesecek. Clinkii kaliteli hizmetin ardindan
finansal basari zaten kendiliginden gelir.

Genc kadinlara énerim cesur olmalari. Turizm,
yaraticilik ve kendini gerceklestirme icin sonsuz
firsatlar sunuyor. Farkli olmaktan, hata yapmak-
tan, 6zgiin olmaktan korkmayin. Burada bireysellik
degerli. Unutmayin: turizm insanlarin mutlulugunu
yaratmakla ilgilidir. Sizin benzersizliginiz ve
enerjiniz - en blytk sermayenizdir.

Lasting success in tourism comes

from maintaining stability and

innovation at the same time.

My journey in the tourism industry began
through sectoral journalism. In 1994,

| started working for Turinfo, which at the time
was Russia’s only tourism newspaper. My
career advanced quickly: by 1998, | became the
editor-in-chief. Later, | briefly stepped away
from tourism, gaining experience in various
business and lifestyle publications.

But in 2005, | returned to Turinfo - this time as
the director of the publishing house. Then, in
2008, | received an offer | simply couldn’t
refuse: to become the Executive Director of the
Association of Tour Operators of Russia (ATOR).
I immediately knew it would be an

incredibly interesting and valuable

experience - and | was right. ATOR, as an
association uniting market leaders,

never stands still and is always striving

for new horizons.

True leadership is a

matter of identity, not just a profession.
For me, leadership in tourism is undoubtedly
a way of life. One must ask: could you really
perform effectively in such an organization if it
weren't an integral part of who you are?

As for the role of women in tourism - for many
years in Russia, it was rightfully said that
“tourism has a woman'’s face.” And that wasn't
only because thousands of companies were
headed by women.

The path the industry has traveled, through
crises and economic downturns, required
precisely a feminine approach: the ability to
handle dozens of issues at once without losing
composure, while maintaining a clear vision of
the end goal. Add to that a genuine concern for
clients and the ability to work with them even in
the toughest circumstances. It's often said that
effective multitasking is a natural female
advantage - and that's exactly what has always
been essential for the success of a Russian
travel company.

Of course, times have changed. In recent years,
especially after the pandemic, Russian tourism
has begun to show more “masculine” traits:

Executive Director of the Association of
Tour Operators of Russia (ATOR)

Turizmde kalici basari, istikrar ve yeniligi ayni
anda siirdiirebilmekten gecger.

Turizm sektériindeki yolculugum, sektérel
gazetecilikle basladi. 1994 yilinda, o dénemde
Rusya’daki tek turizm gazetesi olan Turinfo’da
calismaya basladim. Kariyerim hizli ilerledi: 1998
yilinda gazetenin genel yayin yonetmeni oldum.
Daha sonra kisa bir stire turizmden uzaklasip, farkli
ekonomi ve magazin yayinlarinda ¢alistim. Ancak
2005 yilinda Turinfo'ya geri déndim - bu kez yayin
grubunun direktéru olarak. 2008'de ise hayatimin
firsatiyla karsilastim: ATOR’da (Rusya Tur
Operatorleri Birligi) icra direktori olmam teklif
edildi. Bunun inanilmaz derecede ilging ve faydali
bir deneyim olacagini hemen anladim. Ve éyle de
oldu, ¢linkii ATOR - sektortin liderlerini bir araya
getiren bir yapi olarak - asla yerinde saymayan,
her zaman yeni ufuklara yoénelen bir kurum.

Gergek liderlik, meslekten éte bir kimlik
meselesidir.

Benim i¢in turizmde liderlik, kesinlikle bir yasam
durusu. Sunu kendinize sormaniz gerekir:
Boylesine buylik bir organizasyonda gérevlerinizi
etkili bicimde yerine getirebilir miydiniz, eger bu
sizin i¢sel kimliginizin bir parcasi olmasaydi?

Turizmde kadinlarin roliine gelirsek - Rusya’da uzun
yillar boyunca “turizmin ytizii kadindir” denmesi
bosuna degildi. Bunun nedeni yalnizca binlerce
sirketin basinda kadinlarin bulunmasi degildi.
Sektérun krizlerden ve ekonomik ¢okislerden
gecerek geldigi yol, kadinlara 6zgi bir yaklasim
gerektiriyordu: ayni anda onlarca sorunu ¢6zebilme
becerisi, sogukkanli kalma yetenegi ve nihai hedefi
net bicimde gérebilmek. Buna, misterilere yénelik
icten bir ilgi ve en zor durumlarda dahi onlarla
calisabilme yetenegi de ekleniyor. Sik¢a s6ylenir ki,
coklu gorevleri etkili sekilde yonetebilmek
kadinlarin dogal bir avantajidir - ve bu,

Rus turizm sirketlerinin basarisi icin her zaman
gerekli olmustur.

Elbette, zaman degisti. Bana kalirsa son yillarda,
ozellikle de pandemiden sonra, Rus turizmi “daha
masktilen” 6zellikler kazandi: bugtin ayakta kalmak
istiyorsaniz, ikincil konulara odaklanmaya yer yok.
Yine de sunu unutmamak gerekir ki, her turizm
sirketinin temel kadrosunu héla kadinlar
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today, if you want to survive, you can't
afford to be distracted by secondary
matters. Still, it's worth noting that the
backbone of nearly every travel company
remains female.

The future of tourism relies

as much on reliable standards

as it does on personal experience.

When it comes to the essence of modern
tourism, | don't entirely agree with those
who describe it primarily as a personal
experience. In my view, it's a clear and
structured set of services. Even when a
traveler believes they're pursuing something
unique, they still need to understand how
they're traveling, where they're staying, and
where theyll be dining. What truly defines
the personal experience is why they're
traveling - what they plan to see or feel.

But that experience is impossible without a
solid foundation of quality,

standardized services. As technology
advances, the booking process should
become simpler and more comfortable for
travelers. In mass tourism especially, we can
see how the importance of comfort grows at
every stage - from planning to the

journey itself.

Among the innovations shaping the future,
| see the strongest influence coming from
digitalization and its impact on the entire
consumer journey. However, | believe the
role of women leaders lies not so much

in technological breakthroughs, but in the
subtle art of shaping tourism products that
reflect the preferences of today's travelers.
After all, in most cases, it's women who de-
cide where and how families will travel.

My own path in this field has always been
deeply engaging. Like any profession, it's
had its share of challenges and trials - but
there has always been a drive to make
things better: for the industry itself and for
everyone working within it.

| believe that today, the role of women

in tourism is less about radical change or
revolution and more about preserving the
best of what the industry has built over the
past decades. Perhaps truly revolutionary
changes are only needed where women
still cannot work in tourism or travel freely -
complex questions with no easy answers.

The women leaders of the

future will emerge from those who
learn with curiosity and

dare to set out on their journey.

To young women dreaming of a career

in this industry, | would offer one simple
but important piece of advice: never stop
learning and growing. Don't settle for small
victories. And of course - travel as much
as you can. It's the best way to understand
both yourself and the people around you.
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olusturuyor.

Turizmin gelecegi, kisisel deneyim kadar
giivenilir standartlara da dayaniyor.

GunimUz turizminin 6zlne gelince - turizmi
oncelikle “kisisel deneyim” olarak tanimlayanlarla
ayni fikirde degilim. Bana gére turizm, aslinda
actk ve standart bir hizmetler bitind. Evet, bir
turist kendini “benzersiz bir deneyim” arayisinda
hissedebilir, ama sonucta neyle seyahat ettigini,
nerede konaklayacagini ve nerede yemek
yiyecegini bilmek ister. Asil kisisel deneyim, neden
seyahat ettiginde - ne gérmek ya da hissetmek
istediginde - ortaya ¢ikar. Ancak bu, kaliteli ve
glivenilir standart hizmetlerin saglam bir temeli
olmadan mimkiin degildir. Teknolojiler gelistikce,
rezervasyon stireci de seyahat eden kisi icin daha
kolay ve konforlu hale gelmeli. Ozellikle kitlesel
turizmde artik her asamada - planlamadan
yolculugun kendisine kadar - konforun degeri
artiyor.

Gelecegi sekillendiren yenilikler arasinda
dijitallesmenin gui¢li etkisini agik¢a goériyorum.
Ancak kadin liderlerin rolii bana gére teknolojik
atiimlardan ziyade, ¢cagdas turistlerin
beklentilerini anlayarak turizm Grindind incelikle
tasarlamakta yatiyor. Clinkii ¢cogu durumda tatil
yeri ve konseptini secenler héla kadinlar.

Bu sektordeki kendi yolculugum, her seyden 6nce
cok ilging bir is deneyimiydi. Elbette her iste
oldugu gibi burada da miicadeleler, sinaviar

ve zorluklar vardi. Ama her zaman daha iyisini

yapmak, hem sektér hem de bu sektérde calisan
insanlar icin bir fark yaratmak istegi de vard..

Bugtin kadinlarin sektérdeki rolt bana gére
radikal degisimler ya da devrimler yaratmaktan
ziyade, son on yillarda turizmde inga edilen en iyi
degerleri korumakla ilgilidir. Belki de gercekten
devrim niteliginde ¢oztimler yalnizca kadinlarin
turizmde calisamadigi ya da seyahat edemedigi
yerlerde gereklidir. Bu zor konularin ise hizli
yanitlari yok.

Gelecegin kadin liderleri, merakla 6grenen

ve yola ¢cikanlardan dogacak.

Bu sektérde kariyer yapmayi hayal eden geng
kadinlara ise en basit ama en 6nemli tavsiyem

su olurdu: siirekli 6grenin, gelisin, kiiclik zaferlerle
yetinmeyin. Ve elbette, cok seyahat edin.

Clinku seyahat etmek, hem kendinizi hem de
insanlari anlamanin en iyi yoludur.

“In the evolving world of tourism,

the experiences | gained across different
continents shaped a universal vision of
hospitality that still guides me today.”

My story began in 1989, when | decided to
come to Turkiye, to Alanya, for an internship
while studying Tourism and Hospitality in the
Netherlands. | took my first step into the sector
as a front office receptionist. Having lived and
studied abroad, the discipline, communication
skills and foreign language abilities | had
acquired made me a natural fit for this profession.

Tourism in Alanya was still developing at that
time, and | had the opportunity to grow within a
sector that was expanding every day. My career

later continued in international chain hotels in
Antalya, Spain, Amsterdam, Curagao, Cappado-
cia and Singapore. Working with different
cultures and management styles gave me a
strong and broad vision.

“Leadership in tourism does not come

from a title. It comes from a stance,

from values and from the courage to
transform service culture.”

For me, leadership is a stance. Every

profession has leaders, but what defines them
is not their title. It is their character, their values
and their way of guiding others. In tourism, true
leadership is found in managers who inspire
their teams and create a sustainable culture of
service.

The female perspective is felt most strongly in
attention to detail and precision. Women tend
to be more meticulous, more considerate and
more empathetic in business processes. This
brings a significant advantage both for guest
satisfaction and team management. The
nurturing and protective nature of women also
leads to more inclusive decisions during crises.

The pandemic changed the course of
tourism. Today, it is not destinations but
experiences that touch the heart and leave a
mark that hold real value.

One of the biggest triggers that transformed
tourism from a destination service into a
personal experience was the pandemic. After
the pandemic, people’s values, expectations
and outlook on life shifted. Now people seek

an emotion, a story, an experience rather than

Tourism and
Hospitality Professional

“Turizmin déniisen diinyasinda, farkl kitalarda
edindigim deneyimler bugiin hdla rehberim olan
evrensel bir misafirperverlik vizyonu yaratti..”
Benim hikayem 1989 yilinda Hollanda'da Turizm ve
Otelcilik bolimiinde okurken Tiirkiye'ye, Alanya'ya
staj yapmaya gelme karariyla basladi. Kariyerime otel
6nbliiroda resepsiyonist olarak adim attim.

Yurt disinda yasamis ve egitim almis biri olarak sahip
oldugum disiplin, iletisim becerileri ve yabanci dil
yetkinlikleri bu sektére cok uygundu.

O yillarda Alanya’da turizm heniiz yeni gelisiyordu ve
ben bu blyliiyen sektértin icinde adim adim ilerleme
firsati yakaladim. Sonrasinda kariyerim Antalya,
Ispanya, Amsterdam, Curacao, Kapadokya ve
Singapur'da uluslararasi zincir otellerde devam etti.
Farkli kiiltiirler ve farkli yonetim modelleriyle calismak
bana gliclii bir vizyon kazandiradl.

“Turizmde liderlik, makamdan degil; durustan,
degerlerden ve hizmet kiiltiiriinii doniistiirme
cesaretinden dogar.”

Benim icin liderlik bir durus. Clinki her meslekte
lider vardir; liderleri tanimlayan ise unvanlari degil,
duruslari, degerleri ve yénetim bicimleridir. Turizmde
de gercek liderlik, ekibine ilham veren, strddrdlebilir
bir hizmet kilttru olusturan yéneticilerin durusunda
gizlidir.

Kadin bakis acisi sektérde en cok detaylarda ve
titizlikte hissediliyor. Kadinlar is stireclerinde daha
detayci, daha ézenli ve daha yiiksek empati gticline
sahip. Bu da hem misafir memnuniyeti hem de ekip
yo6netimi acisindan blyuk bir avantaj yaratiyor.
Kadinlarin anac ve korumaci yénii ise krizlerde daha
kapsayici kararlar alinmasini sagliyor.

“Pandemi, turizmin yéniinii degistirdi; artik
destinasyonlar degil, insanlarin kalbinde iz
birakan deneyimler deger goriiyor.”

Turizmin bir destinasyon hizmeti olmaktan ¢ikip
kisisel bir deneyime déniismesinde en buiyiik
tetikleyicilerinden biri pandemi oldu. Corona sonrasi
insanlarin degerleri, beklentileri ve hayata bakigsi
degisti. Artik insanlar bir tlkeden ziyade bir duygu,
bir hikaye, bir deneyim satin aliyor. Sadelik, 6zgiinliik,
gtiven, dogallik ve kendini iyi hissetme duygusu bugin
turizmin merkezinde.
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simply a country. Simplicity, authenticity,
trust, nature and the feeling of well being
are now at the center of tourism.

“True leadership means being present
in moments of crisis. It means standing
in the middle of the solution instead of

stepping back.”

Personally, | never chose to withdraw during
crises. | always believed in confronting
problems directly, standing beside my team
and persevering until a solution was found.
The protective, committed and courageous
nature of women leaders makes a
significant difference in crisis management.
This approach also strengthens the sense of
trust within teams.

“The future of tourism is moving toward
a service philosophy that embraces
simplicity, conscious consumption and
cultural depth.”

| believe tourism will transform into

a simpler, more minimal and more
conscious model in the future. Instead of
the abundance of food and beverage,
quality, efficiency, cleanliness and
sustainability will come to the forefront.
The story, natural character and culture of
a destination will gain even greater value.
Women leaders will be at the very center of
this future, because they possess the ability
to manage sustainability, sensitivity,
empathy and quality all at once.

Being a woman in this sector was
challenging, but certainly not impossible.

It was also deeply transformative. With
every step, | better understood my own
strength and the importance of women's
presence in tourism.

“The true power of tourism does

not lie in new investments. It lies in
the effective management of

what already exists.”

Speaking for my own region, the central
focus of a radical new perspective must be
sustainability. Instead of increasing new
investments uncontrollably, what we need
are thorough inspections of existing facili-
ties, improved environmental planning,
better infrastructure, reliable internet
quality, well maintained roads and the
creation of alternative areas of interest
outside hotels.

“Tourism demands great effort,

but it gives back generously”

My advice to young women today is to be
prepared to work hard. Long hours, working
on holidays and peak seasons are part of
this profession. If they struggle to balance
this, the process becomes more exhausting.
But if they stand strong and continue, they
will experience a deep sense of achievement
both materially and emotionally. Tourism is
a profession that requires great effort but
rewards you richly in return.
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“Gergek liderlik, kriz anlarinda sahada olmayi;
geri cekilmek yerine ¢6ziimiin tam ortasinda
durmayi gerektirir."”.

Kisisel olarak kriz anlarinda hicbir zaman geri
cekilmeyi tercih etmedim. Sorunlarin (zerine biz-
zat gitmeyi, ekibimin yaninda yer almayi ve ¢6zim
tretilene kadar micadeleyi birakmamayi
benimsedim. Kadin yéneticilerin korumaci,
sahiplenen ve ayni zamanda cesur yapisi kriz
y6netiminde bliylik fark yaratiyor. Bu durus,
ekiplerde gtiven duygusunu da gliclendiriyor.

“Turizmin gelecegi; sadeligi, bilingli tiiketimi ve
kiiltiirel derinligi 6ne cikaran yeni bir hizmet
felsefesine dogru ilerliyor.”.

Gelecekte turizmin daha sade, daha minimal ve
daha bilin¢li bir modele evrilecegine inaniyorum.
Yiyecek-icecek bollugundan c¢ok kaliteli, hizli, temiz
ve stirduriilebilir hizmet anlayisi 6n plana cikacak.
Lokasyonun hikéayesi, dogalligi ve kiiltiirii daha fazla
deger kazanacak.

Kadin liderler ise bu gelecegin tam merkezinde yer
alacak ¢linkd strddrdlebilirlik, duyarlilik, empati ve
kaliteyi ayni anda yonetme becerisine sahipler.

Kadin olarak bu sektérde var olmak agik¢asi zordu,
ama kesinlikle imk@nsiz degildi. Ayni zamanda ¢ok
dénustirtclydi. Her adimda hem kendi gticimdi
hem de sektdrde kadin varliginin 6nemini daha iyi
gordim. Bugtin geriye baktigimda, tim zorluklarin
beni daha gli¢lii ve daha vizyoner bir yéneticiye
dondstiirdigini soyleyebilirim.

“Turizmin giicii, yeni yatirimlarda degil; mevcut
destinasyonun dogru yénetiminde gizlidir.”.
Ben kendi bélgem ag¢isindan konusursam, radi-

kal bakis agisinin odagi kesinlikle siirdiirdlebilirlik
olmall. Yeni yatirimlarin kontrolstiz artmasi yerine
mevcut tesislerde siki denetimlerin yapilmasi, ¢evre
diizenlemesi, altyapi, internet kalitesi, yollar ve
destinasyonda otel disi alternatif ilgi alanlarinin
olusturulmasi gerekiyor. Turizm sadece otelden
ibaret degildir; bitiinsel bir yasam deneyimi
sunmaktir..

“Turizm, ¢cok emek ister ama karsiligini comertce
verir.”

Bugtiniin gen¢ kadinlarina énerim, 6ncelikle

¢ok calismaya hazir olmalari. Uzun saatler, ézel
gtinlerde calisma, yogun sezonlar bu isin dogasinda
var. Eger bunu dengelemekte zorlanirlarsa stire¢
daha yorucu olur. Ama gliclii durup devam ederlerse
hem maddi hem manevi anlomda buytik bir basari
duygusu yasayacaklarini séyleyebilirim.

Turizm ¢ok emek isteyen ama karsiligini fazlasiyla
veren bir meslek.

My story of entering the tourism industry is an
example of how random circumstances can
shape one’s destiny. Initially, | had no plans for
a career in hotels; | was studying to become a
linguist-teacher of English and German.

| wanted to perfect my German and applied for
an internship in Germany. However, preference
was given to students whose first language

was German. | then decided to take a different
path: | went to a hotel in Antalya where many
German tourists were vacationing. This gave
me ideal language practice, along with a fateful
encounter: it was there that | met my future
husband, who had grown up in Germany. Two
years after our meeting, we married, and |
permanently connected my life to tourism. Now
| have been in this field for 23 years. In the first
10 years, | was fully immersed in operational
work: | progressed from administrator to Guest
Relations Manager. Later, the TopHotels portal
became a turning point for me; it was there |
realized that my true calling was marketing and
sales. Today, | lead the sales and marketing
department of a network of seven hotels under
the Sherwood Resorts and Hotels | Greenwood
Resorts and Hotels brands. Every new project

is not just about selling a vacation, but about
creating emotions and experiences that stay
with guests for a lifetime.

Leadership is not a position,

it is a responsibility to people

For me, leadership in tourism is not just a job
duty; it is a way of life. This path was not easy:
as awoman and a foreigner, | constantly had to
prove my right to a seat at the table, defend my
reputation, and go “against the grain.”

| often heard: “You can't,” “It won't work,” “You
can't handle it.” But every time | chose to move
forward. Sometimes my guide was not role
models, but anti-examples; by observing certain
leaders, | understood: “This is definitely not how
you behave.” Today, | consider one of my main
tasks to be nurturing new talent, opening the
way for skilled professionals, and supporting
and guiding those who trust me and seek ad-
vice. | am proud that many colleagues | worked
with in the past have built careers abroad, and
some still write to me, sharing their successes
or asking for professional recommendations.
The evolution of consciousness entails a
rethinking of leadership. In my view: “A job

Sherwood Resorts and Hotels
Greenwood Resorts and Hotels
Group Sales & Marketing Director

Turizm sektortine giris hikayem, bazen tesadliflerin
hayatimizi nasil sekillendirebileceginin bir 6rnegi.
Baslangicta otelcilik kariyeri planlamiyordum;
Ingilizce ve Almanca égretmeni olmak icin dil
egitimi aliyordum. Almancami miikemmellestirmek
istiyordum ve Almanya’da staj basvurusu yaptim.
Ancak éncelik, Alimancasi ana dil olan égrencilere
verildi. Bunun tzerine farkl bir yol sectim: ¢ok
sayida Alman turistin tatil yaptigi Antalya’daki

bir otele gittim. Boylece hem mikemmel bir dil
pratigi elde ettim hem de kaderi degistiren bir
tanisma yasadim: Gelecekteki esimle, Aimanya’da
buydyen biriyle, tam olarak burada tanistim.
Tanismamizdan iki yil sonra evlendik ve ben
hayatimi turizme bagladim. Su an tam 23 yildir

bu sektériin icindeyim. ilk 10 yilda operasyonel ise
tamamen odaklandim: yénetici asistanindan
Guest Relations Manager'a kadar ilerledim. Daha
sonra TopHotels portali benim icin bir déniim
noktasi oldu; burada gercek yetenegimin
pazarlama ve satis oldugunu anladim.

Bugtin Sherwood Resorts and Hotels | Greenwood
Resorts and Hotels markalarinin yedi otelden
olusan zincirinin satis ve pazarlama departmanina
liderlik ediyorum. Her yeni proje benim icin sadece
tatil satmak degil, misafirlere 6mdir boyu stirecek
duygular ve izlenimler yaratma firsati.

Liderlik bir pozisyon degil, insanlara karsi bir
sorumluluktur

Benim icin turizmde liderlik sadece bir gorev degil,
bir yasam bicimidir. Bu yol kolay olmadi: hem bir
yabanci hem de bir kadin olarak strekli masada
yer hakkimi kanitlamak, itibarimi savunmak ve
“karsiya karsi” gitmek zorundaydim.
“Basaramazsin, yapamazsin, lstesinden
gelemezsin” gibi sézleri sikca duydum. Ama her
seferinde ilerlemeyi sectim. Bazen 6rnek almak
yerine anti-érnekler yol gésterici oldu; bazi
yoneticileri gézlemleyerek “Kesinlikle boyle
davranilmaz,” dersini aldim. Bugtiin en 6nemli
gorevlerimden birinin yeni yetenekleri yetistirmek,
glivenen ve rehber arayanlari desteklemek
olduguna inaniyorum. Bir¢ok eski ekip arkadasim
yurt disinda kariyerini insa ediyor, bazilari hélé
benimle basarilarini paylasiyor veya profesyonel
tavsiye istiyor. Biling evrimi, liderligi yeniden
distinmeyi gerektiriyor.
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badge does not make someone a leader” -
trust, support, and the ability to motivate a
team make a leader. At the same time, | cat-
egorically reject comparing work to a “fam-
ily.” For me, an effective team is more like a
sports club: everyone has their role, strategy,
discipline, and a shared drive to win. This
atmosphere produces real results.

The feminine approach in tourism is
flexibility and the ability to see beauty

I am confident that the female approach

in tourism has unique advantages. First of all,
flexibility, aesthetics, and the desire to
improve and beautify everything. Women
know how to listen, persuade, and find
solutions where it seems there is no way out.
We often have a more multifaceted
perspective on situations: we can look at
them from different angles and evaluate
consequences not only here and now, but
also for the future. Plus - a natural
multitasking ability, which is so valuable in
hospitality.

Modern tourism is

about emotions, not just service

Today, in tourism, it is no longer enough

to offer a standard set of services and a
good familiar service. Guests are looking for
“hooks,” anchor points that make the
product truly appealing: a charismatic sales
team, unique product presentation,
unmatched nature, or a gastronomic
paradise.

This transformation is driven by the
expectations of the new generation of
travelers. By 2030, around 30% of all tourists
will belong to Generation Z. Their demands
are different: they seek new experiences,
value authenticity, flexibility, sustainability,
and unique emotions. The pandemic became
a turning point - both economically and
psychologically. Tourists have changed:

they are more cautious, conscious, and
demanding of quality experiences.

Antalya, as a key tourist destination, is forced
to adapt to this new set of competitors.

This year, we encountered a “glass ceiling”

in pricing and practically repeated last year's
figures for arriving guests. Meanwhile, the
hotel stock is increasing, and tourists’
budgets are decreasing. Hence, a noticeable
trend: the average number of nights stays is
decreasing.

I am convinced: there is no “bad product” in
tourism; what matters is hitting the right seg-
ment. If you find the key to your customer

- whether mass-market or niche - this is your
insurance against crises. In our geolocation
and amid constant economic and political
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Bana gére: “Gorev rozeti insani lider yapmaz” - |
ider yapan, guven, destek ve ekibi motive edebilme
yetenegidir. Bununla birlikte isi aileyle kiyaslamayi
kesinlikle dogru bulmuyorum. Etkili bir ekip daha
¢ok bir spor kuliibu gibidir: Herkesin rold, stratejisi,
disiplini ve ortak bir zafer hedefi vardir.

Bu atmosfer gercek sonuglar dogurur.

Turizmde kadin yaklasimi:

Esneklik ve giizelligi gérebilme yetisi

Kadin yaklasiminin turizmde benzersiz avantajlari
olduguna inantyorum. Oncelikle esneklik, estetik ve
her seyi daha iyi hale getirme istegi. Kadinlar
dinlemeyi, ikna etmeyi ve ¢ikisi olmayan
durumlarda ¢6zim bulmayi bilir.

Bizler genellikle durumu daha ¢ok yonli
degerlendirebiliriz: Farkli acilardan bakabilir ve
sonuglari sadece o an degil, gelecekte de
ongorebiliriz. Bunun yaninda misafirperverlikte
cok aranan dogal cok gérevli yetenek de kadinlara
ozguddr.

Modern turizm:

Duygular, sadece hizmet degil

Artik turizmde standart hizmetler ve iyi bir servis
sunmak yeterli degil. Misafirler triini ¢ekici kilan
“kancalar” ve “capa noktalari” ariyor: karizmatik
satis ekibi, benzersiz sunum, essiz doga veya
gastronomik deneyim olabilir.

Bu dénusumu yeni nesil gezginlerin beklentileri
sekillendiriyor. 2030'a gelindiginde turistlerin
yaklasik %30'u Z kusagi olacak. Talepleri farkli:
Yeni deneyimler ariyor, 6zgtinliik, esneklik,
surdartlebilirlik ve benzersiz duygulari
o6nemsiyorlar. Pandemi ekonomik ve psikolojik
olarak bir déntm noktasi oldu. Turist daha
temkinli, bilingli ve deneyim kalitesine daha
hassas hale geldi.

Antalya, 6nemli bir turizm destinasyonu olarak

bu yeni rakip setine uyum saglamak zorunda.

Bu yil fiyatlarda “cam tavan” ile karsilastik ve gelen
misafir sayisinda neredeyse gecen yilki seviyeleri
tekrar ettik. Ancak otel kapasitesi artiyor, turist
biitceleri dtstyor. Bunun sonucu olarak ortalama
konaklama stiresi kisaliyor.

Bana gére turizmde “k6ti Griin” yoktur; 6nemli
olan dogru segmenti yakalomaktir. Misterinize
uygun anahtari bulursaniz - ister kitlesel pazar,
ister nis segment olsun - krizlerden korunmus
olursunuz. Ozellikle bizim lokasyon ve siirekli
ekonomik-politik dalgalanma kosullarinda bu
hayati dnemdedir.

turbulence, this is particularly important.
The female style of management
especially manifests in critical moments.
For me, it is always based on three
principles: empathy, energy, and soft
power.

Let me give an example from my own
experience - opening a hotel in the midst
of a pandemic. To say everyone was in
panic is an understatement. June 2020,
the hotel had been closed for months.
Management demanded a decision from
the general manager: when will we open?
The general manager could not convince
the shareholders alone.

Unexpectedly, a commission from the
head office in Ankara came to my office.
The general manager had not even
informed me of their arrival. The first
guestion was direct: “When will you open
the hotel and what will your turnover

be this year?” - even though the budget
usually takes weeks to prepare. | asked for
half an hour. During that time, | evaluated
available markets, primarily the domestic
one, calculated the current “selling price,”
and confidently stated: “If we open on

July 1, | guarantee a turnover of at least
11.5 million euros by the end of the year.”
We became one of the first hotels in the
region to reopen after the lockdown (there
were only a few exceptions - hotels that
had never closed and became luxury quar-
antine residences). Thanks to this decision,
we secured a large group with a turnover
of 2 million euros, ultimately exceeding
the initially projected budget by more than
a million.

This case confirms for me that female
leadership in crisis can combine firm
decisions with soft persuasive power. And
most importantly - to see opportunities
where others only see fear and risks.

Innovation and female leadership
change the rules of the game

As cliché as it may sound, artificial
intelligence will determine the future of
tourism. Its proper application allows trav-
el to be maximally personalized without
huge costs and frees staff from routine
tasks.

This creates more space for
brainstorming, creative ideas, and quality
analysis. Female leaders can play a special
role in transforming the industry. Their
strengths are listening skills, empathy,
attention to detail, and holistic thinking.
Female leadership in tourism can set new
standards for customer experience: from
caring for comfort to implementing
sustainable practices.

Kadin ydnetim tarzi kritik anlarda 6ne ¢ikar.
Benim icin lcg ilke tizerine kuruludur: empati,
enerji ve yumusak guc.

Bir 6rnek vermek gerekirse: Pandemi ortasinda bir
otelin acilisi. Herkes panik héalindeyd.

2020 Hazirani, otel aylarca kapaliydi. Yonetim,
genel midiirden karar bekliyordu: Ne zaman
aclyoruz? Genel midir tek basina hissedarlari
ikna edemedi.

Ankara’dan gelen merkez ofis ekibi aniden

ofisime geldi. Genel mudtr gelisi 6nceden haber
vermemisti. ilk soru suydu: “Oteli ne zaman aca-
caksiniz ve bu yil cirosu ne olacak?” - oysa bltce
genellikle haftalarca hazirlanir. Yarim saat istedim.
Bu stuirede mevcut pazarlari, 6ncelikle ic pazari
degerlendirdim, gtincel “satis fiyatini” hesapladim
ve glivenle soyledim: “1 Temmuz'da acilirsak, yil
sonunda en az 11,5 milyon euro ciro garantisi veri-
yorum.” Bélgedeki yeniden acilan ilk otellerden biri
olduk. Bu kararla 2 milyon euro cirolu biytk bir
grup kazandik ve baslangi¢ butcesini 1 milyondan
fazla astik.

Bu érnek, kriz aninda kadin liderliginin sert
kararlari ve ikna edici yumusak gticti
birlestirebileceginin kanitidir. Ve en 6nemlisi:
Baskalarinin sadece korku ve risk gordiugu yerde
firsatlari gorebilmek.

inovasyon ve kadin liderlik oyun kurallarini
degistiriyor

Ne kadar klise goriinse de, yapay zekd turizmin
gelecegini belirleyecek. Dogru kullanimi tatili
maksimum derecede kisisellestirirken, calisanlarin
rutin islerden kurtulmasini saglar. Béylece beyin
firtinasi, yaratici fikirler ve kaliteli analiz icin daha
fazla alan agilir.

Kadin liderler sektér déntsimdiinde 6zel rol
oynayabilir. Gucli yonleri: dinleme, empati,
detaylara dikkat ve bittincul distinme.
Kadin liderlik, misteri deneyiminde yeni
standartlar yaratabilir: konfor saglamak ve
surddrdlebilir uygulamalar gelistirmek.

Ayrica kadinlar ¢cogu zaman kurumsal kiltiirde
degisimin oncusu olur. Ekip ¢calismasina, glivene ve
yeteneklerin uzun vadeli gelisimine odaklanirlar.
Bu, yeniliklerin sadece yukaridan dayatiimadigi,
gunlik pratige entegre edildigi saghkl bir sirket
ekosistemi yaratir.
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Moreover, women often become drivers of
change in corporate culture. They emphasize
teamwork, trust, and long-term talent devel-
opment. This creates a healthy ecosystem
within a company, where innovations are
not merely imposed from above but become
part of daily practice.

Thus, technology makes tourism smarter,
and female leaders make it more human.
And it is at the intersection of these two
forces that the industry’s future is born.

In my career, | have worked across different
products and segments - from a modest
four-star in Alanya to a luxurious five-star
deluxe in Belek. | have gone through
operational work and strategic development,
seen different management approaches, and
communicated directly with business owners
from early stages.

Of course, there were challenges and
difficulties. But today | understand that they
strengthened my character, helped me
understand people better, and developed
my crisis management skills.

While holding a leadership position in the
sales department, | accumulated unique
experience: pre-opening hotels, participating
in construction, changing product segments,
organizing the “Big Twenty” with world lead-
ers, including delegations from Mexico and
Spain, meeting Angela Merkel,

large-scale events for 3,000 people,
Hollywood film shooting, eight-month stay
of an IT group, currency crises, conflicts and
wars, market closures, pandemic, then
opening new destinations from scratch,
brand positioning, and participation in the
Turquality program. And | continue to
develop and learn. Looking back today,

| am grateful for all these joys and trials.
Because they made me who | am. All of this
is an inseparable part of my path and my
personality.

The future of tourism is born at the
intersection of aesthetics and commerce
Truly revolutionary solutions in tourism do
not come from dry calculations; their source
is a special worldview. | advise female
leaders to look broader: observe adjacent
industries, develop artistic taste, and devote
time to hobbies, sports, and reading.

Tourism today is a synthesis of many
spheres: entertainment, gastronomy, music,
well-being, aesthetics. All of this must align
with a clear understanding of commercial
performance. After all, without commercial
success, no aesthetic concept can save a
product.

Thus, the strength of female leadership
in tourism lies in the ability to combine
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Bdoylece teknolojiler turizmi daha akilli hale
getirirken, kadin liderler insanf y6niini gt¢lendirir.
Bu iki guciin kesisiminde sektoriin gelecegi dogar.

Kariyerim boyunca Alanya’daki mitevazi dort
yildizli otellerden Belek'teki liiks bes yildizli otellere
kadar farkli Grtin ve segmentlerde ¢alistim.
Operasyon ve stratejik gelisim deneyimi kazandim,
farkli yénetim yaklasimlari gérdim ve is
sahipleriyle erken asamalarda dogrudan

iletisim kurdum.

Elbette zorluklar ve sikintilar oldu. Ama bugiin
anliyorum ki, bu deneyimler karakterimi
gliclendirdi, insanlari daha iyi anlamami sagladi ve
kriz yonetimi yeteneklerimi gelistirdi.

Satis departmaninda yonetici pozisyonundayken
benzersiz deneyimler biriktirdim: pre-opening
oteller, insaat stireci, trtin segment degisiklikleri,
“Buiytik Yirmi” organizasyonu, uluslararasi

liderler, Angela Merkel ile goriismeler, 3000 kisilik
etkinlikler, Hollywood film ¢ekimleri, sekiz aylik

IT grubunun konaklamasi, déviz krizleri, catismalar
ve savaslar, pazarlarin kapanmasi, pandemi, yeni
destinasyonlarin sifirdan acilmasi, marka
konumlandirma ve Turquality programina katilim.

Ve hala 6grenmeye ve gelismeye devam ediyorum.
Gercekten, geriye baktigimda, tim bu deneyimler
icin minnettarim. Cinkd onlar beni ben yapti.

Hepsi, yolumun ve kisiligimin ayrilmaz bir pargasi.

Turizmin gelecegi estetik ve

ticaretin kesisiminde doga

Turizmde gercekten devrim niteliginde ¢6zimler
kuru hesaplamalardan dogmaz; kaynagi ézel bir
bakis agisidir. Kadin liderlere tavsiyem genis
bakmalaridir: diger sektorleri gézlemlemek,
sanatsal zevk gelistirmek, hobilerine, spora ve
okumaya zaman ayirmak.

Turizm bugtn birden ¢ok alanin sentezidir:
eglence, gastronomi, miizik, well-being, estetik.
Tum bunlar, ticari gostergelerle uyumlu olmalidir.
Cunkda ticari basari yoksa, hicbir estetik konsept
urind kurtaramaz.

Bu nedenle kadin liderliginin glicd, is performansini
kultiir, estetik ve duygularla birlestirme yeteneginde
yatar. iste bu kesisimde gercek yenilikler dogar.

business metrics with culture, aesthetics, and
emotions. It is at this intersection that true
innovations are born.

Find your face and believe

in the power of passion

To young women dreaming of a career in
tourism, | would offer one piece of advice:
never stop developing. Be curious, absorb
information, and find your unique style in
this business.

It is very important to find your “face.” In our
profession, we are all psychologists to some
extent - we feel our interlocutor on the level
of energy. Therefore, it is pointless to try to
build something artificial or copy someone
else’s model. Only knowledge, experience,
confidence, and, of course, genuine passion
for your work will lead to success.

“If you love what you do - guests and
colleagues feel it. And the energy of
sincerity always comes back double.”

Kendi yiiziiniizii bulun ve tutkunuza inanin
Turizmde kariyer hayali kuran gen¢ kadinlara
tek bir tavsiyem var: Asla gelismeyi birakmayin.
Merakli olun, bilgi edinin ve bu iste kendi benzersiz
stilinizi bulun.

Kendi “yiziniizd” bulmak ¢cok 6nemlidir.

Bizim meslekte hepimiz birer psikolog gibi -
karsimizdakini enerji diizeyinde hissederiz.

Bu ytzden baskalarini taklit etmeye ¢calismak
bosunadir. Sadece bilgi, deneyim, gtiven ve
elbette isine gercek bir tutkuyla bagli olmak
basariyi getirir.

“Isinizi seviyorsaniz - misafirler ve meslektaslar

bunu hisseder. Ve samimiyetin enerjisi her
zaman iki kat geri doner.”
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Branded

Cities, Evolving

Strategies
Markalasan sehirler,

clegisen stratajiler
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Portugal's Tourism Office campaign,
“Feel the Rhythm"”, has shifted the
paradigm in city branding. The initiative
moves city promotion away from purely
emotional appeals toward measurable
experience management.

Using Al-powered data mapping, Lisbon,
Porto, and the Algarve were analyzed for
visitor density, social media engagement,
and event calendars to create “rhythmic
city profiles.”

The result: branding has evolved from a
communication task into a strategic field
managed by data.

Portekiz Turizm Ofisi’'nin “Feel the Rhythm”
kampanyasi, sehir markalasmasinda
paradigmayi degistirdi. Kampanya,
sehirlerin tanitimini duygusal
cagrisimlardan cikarip élculebilir deneyim
yo6netimine tasiadl.

Yapay zeka destekli veri haritalariyla
Lizbon, Porto ve Algarve kentleri; ziyaretci
yogunlugu, sosyal medya etkilesimi ve
etkinlik takvimleri izerinden “ritmik sehir
profilleri” olusturdu.

Sonug¢: markalasma yalnizca iletisim
meselesi degil, veriyle ybnetilen bir stratejik
alan haline geldi.

A NEW ERA FOR CITY BRANDS

By 2025, around 40% of tourism

promotion budgets are allocated to digital
communication projects. Campaign models
now operate across three axes:

data analytics, cultural identity, and
sustainability. This approach allows cities
to move beyond mere “visibility” goals and
build long-term brand memory.

As the tourism economy grows,
new benchmarks emerge for destinations
seeking differentiation:

Experience over emotion

(visitor satisfaction, content sharing,
length of stay)

Management over promotion

(DMOs transforming into brand managers)
Global narrative over local story

(brand identity based on a

shared data language)

SEHIR MARKALARININ YENI
DONEMI

2025 itibariyla turizm tanitim blitgelerinin
ortalama %40 dijital iletisim projelerine
ayriliyor. Kampanya modelleri artik ¢
eksende ilerliyor: veri analitigi, kiltiirel kimlik
ve surddrdlebilirlik.

Bu yapi; sehirlerin “gériiniir olma”
hedefinden ¢ikip uzun vadeli marka hafizasi”
insa etmesine olanak sagliyor.

Turizm ekonomisi bliytirken, destinasyonlarin
fark yaratabilmesi icin yeni 6l¢itler ortaya
¢ikiyor:

Duygu yerine deneyim metrigi (ziyaretci
memnuniyeti, icerik paylasimi, kalis siresi)
Tanitim yerine yénetim (DMO'larin marka
yobneticisine déntismesi)

Yerel hikaye yerine global anlatim (ortak veri
diline dayali marka kimligi)

TOURISM EXPLORER

51




TOURIS

M-EXPLORER—

POSITIONING
TURKISH CITIES

Antalya reshaped its traditional coast-
al image in 2025 with the “Beyond the
Sun” project, integrating gastronomy,
culture, and sports tourism under a
single brand. The campaign attracted
over 12 million foreign visitors in the
first nine months and increased digital
engagement by 28%.

Izmir, with the “City of Harmony”
initiative, redefined its Mediterranean
identity with sustainability messaging.
Highlighting its UNESCO Gastronomy
City status, the campaign grew the city's
promotional engagement by 35% in
2025.

Cappadocia invested heavily in digital
promotion through the “Earth Below
the Sky” concept, emphasizing VR ex-
periences. Its 360° virtual tours were
broadcast across 17 countries in 2025,
doubling regional visibility.

TURKIYE SEHIRLERININ
KONUMLANMASI

Antalya, 2025 boyunca “Beyond the Sun”
projesiyle klasik sahil algisini degistirdi.
Yeni icerik stratejisi; gastronomi, kiiltir
ve spor turizmini ayni marka ¢atisinda
topladi. Bu kampanyayla sehir, yilin

ilk dokuz ayinda 12 milyondan fazla
yabanci ziyaretci cekti ve dijital

etkilesim oranini %28 artirdl.

[zmir, “City of Harmony” projesiyle
Akdeniz kimligini sdrddrdilebilirlik
mesajlariyla yeniden tanimlad..
UNESCO Gastronomi Kenti unvanini 6n
plana ¢ikaran marka stratejisi, 2025'te
sehir tanitim etkilesimini %35 buydittu.

Kapadokya ise dijital tanitim
yatirimlarini artirarak “Earth Below
the Sky” konseptiyle VR deneyimlerini
One cikardi. 360° sanal turlar, 2025
boyunca 17 tlkede yayinlandi ve béige
goérundrlugund iki katina ¢ikard.

GLOBAL COMPARISONS:
DUBAI AND DUBROVNIK

Dubai is a pioneer in data-driven
destination branding. Through the “City
with a Vision” project, the city implemented
a smart tourism platform monitoring
visitor behavior in real time, welcoming
approximately 9.9 million international
visitors in the first half of 2025-a 6%
increase from the same period in 2024.

Dubrovnik, with the “Respect the City 2.0”
project, took a different approach. Its digital
monitoring system controlled visitor flow,
reducing city center entries by 15% while
increasing per capita spending by 10%.

This demonstrates that a “quality visitor”
strategy can also be financially sustainable.

“d

THE PATHTO
BRANDING SUCCESS

By 2026, city destination branding
investments are expected to grow

by roughly 10%. This trend shows that
destination communication is no longer
just about promotional campaigns-it has
become an economic transformation
tool. City brands are now managed
holistically, integrating investment,
cultural economy, and sustainability
policies. DMOs are forming teams with
strong data literacy, combining content
production with strategic planning. Success
metrics are shifting: it's no longer about
visitor numbers or social media reach, but
brand recall and visitor
loyalty-long-term impact.

The cities of 2026 will be remembered
for strategy, not just emotion. The real
competition is no longer visibility-it's
sustainable perception.

KURESEL KARSILASTIRMA:
DUBAI VE DUBROVNIK

Dubai, veri tabanli destinasyon marka-
lasmasinin éncdlerinden biri. “City with a
Vision” projesiyle sehir, ziyaretci davranislarini
gercek zamanli olarak izleyen akilli turizm
platformunu devreye aldi. Bu sayede 2025'in
ilk yarisinda yaklasik 9,9 milyon uluslar-

arasi ziyaret¢i agirladi; bu, énceki yilin ayni
dénemine gére yaklasik %6 artis demek.

Dubrovnik ise “Respect the City 2.0”
projesiyle tam tersi bir yaklasim benimsedi.
Yogun ziyaretci akisini kontrol altina alan
dijital izleme sistemi sayesinde sehir
merkezine girisler yaklasik %15 azald, fakat
kisi basi harcama %10 ylkseldi.

Bu sonu¢, markalasmada “kaliteli ziyaretci”
stratejisinin finansal olarak da strddrdlebilir
oldugunu gosterdi.

MARKALASMANIN
BASARI ROTASI

2026'da sehir destinasyonlarinin

marka yatirimlarinda yaklasik

yuzde 10°luk bir blyime 6ngordliyor.

Bu egilim, destinasyon iletisiminin tanitim
kampanyasi olmaktan ¢ikip ekonomik
déniusum araci haline geldigini gosteriyor.
Artik sehir markalari, yalnizca imaj
yo6netimiyle degil; yatirim, kiltirel ekonomi
ve surddrdlebilirlik politikalariyla birlikte
ele alintyor. DMO'lar, veri okuryazarligi
yuksek, icerik tretimini stratejik planlamayla
birlestiren yeni ekip yapilari kuruyor.

Basari 6lctti de degisiyor: turist sayisi
ya da sosyal medya erisimi degil, markanin
hatirlanma orani ve ziyaret¢i sadakati,
yani uzun vadeli etki degeri éne ¢ikiyor.

2026’nin sehir markalari duygudan éte

stratejiyle hatirlanacak. Gergek rekabet artik
gorundarlukte degil, surdrdlebilir algida.

TOURISM EXPLORER
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Diving tourism brings millions of trav-
elers each year face-to-face with the
, mysterious underwater world. Seasonal
»  planning plays a decisive role in travel
choices, simultaneously enhancing the
economic value of destinations.

Dalis turizmi, her yil milyon-
larca yolcuyu su altinin gizemli
diinyasiyla bulusturuyor.
Seyahat planlamasinda
mevsimlerin belirleyici rold,
destinasyonlarin ekonomik
degerini de artiriyor.
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TROPICAL WATERS
IN THE SPOTLIGHT

During winter, diving
tourism shifts to tropical
regions, where crystal-clear
waters and unique
ecosystems attract
high-spending tourists.

Maldives

(December - February):
Opportunities to encounter
manta ray schools and sharks
in crystal-clear waters. Luxury
resort packages increase per
capita spending by 30%.

Mexico - Cozumel (January):
The brightest period of the
Caribbean coral walls. Diving
tours integrated with cruise
tourism are in high demand
in the U.S. market.
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Kis:
TROPIK SULARIN CEKIM NOKTALARI

Kis aylarinda dalis turizmi tropik bélgelere
kayiyor; berrak sular ve essiz ekosistemler yiiksek
gelirli turistleri kendine cekiyor.

Maldivler

(Aralik - Subat):

Kristal sularda manta ray sdrtileri ve kbpek-
baliklariyla karsilasma imkani. Liiks resort paketleri,
kisi basina harcamayi %30 artiriyor.

Meksika - Cozumel

(Ocak):

Karayip mercan duvarlarinin en parlak
dénemi. Cruise turizmiyle entegre dalis turlari,
ABD pazarinda bliylik talep gortiyor.

Spring stands out with ideal
conditions before the

peak season and sustainable
tourism practices.

FAVORITES OF THE
m TRANSITIONAL SEASON
I

Egypt - Red Sea

(March - May):

Q The most colorful period
of the reefs. A leading

destination for short-distance

m diving packages for the

Turkish and European
markets.

Philippines - Tubbataha Reef
(April - June):

Coral walls under UNESCO
protection. Visitor quotas place
the region among exemplary
destinations for sustainable
diving tourism.

iLKBAHA_R:
GECIS DONEMININ FAVORILERI

ilkbahar, kalabalik sezon éncesinde
ideal kosullar ve siirddrdilebilir turizm
uygulamalariyla 6ne cikiyor.

Misir - Kizildeniz

(Mart - Mayis):

Resiflerin en renkli dénemi. Ttrkiye ve Avrupa
pazarlari icin kisa mesafe dalis paketlerinde lider
destinasyon.

Filipinler - Tubbataha Resifi

(Nisan - Haziran):

UNESCO korumasi altindaki mercan duvarlari.
Ziyaretci kotasi, bolgeyi surdurdlebilir dalis
turizminin érnek destinasyonlari arasina
tasiyor.

TIME OF GREAT MIGRATIONS AND OPEN-WATER ADVENTURES

Adventure-focused diving packages in summer provide the highest increase
in global tourism revenues.

South Africa - Sardine Run (June - July):
The migration of millions of sardines offers a unique scene with dolphins, sharks,
and whales.

Indonesia - Raja Ampat (June - September): The world’s richest biodiversity.
The liveaboard concept creates per capita spending of up to USD 5,000 per week.

YAZ: BUYUK GOCLERIN VE ACIK DENIZ MACERALARININ ZAMANI

Yaz aylarinda macera odakli dalis paketleri, kiiresel turizm gelirlerinde
en ylksek artisi saglyor.

Giiney Afrika - Sardine Run (Haziran - Temmuz):

Milyonlarca sardalyanin gogd, yunuslar, képekbaliklari ve balinalarla essiz bir
sahne sunuyor.

Endonezya - Raja Ampat (Haziran - Eyliil):

Diinyanin en zengin biyogesitliligi. Liveaboard konsepti, haftalik 5.000 USD’ye
ulasan kisi basi harcamalar yaratiyor.

TOURISM EXPLORER



CALM WATERS,
DEEP EXPERIENCES

Autumn months keep diving
tourism alive with calmer
seas and special biological
events.

Australia

Great Barrier Reef
(September - November):
Coral spawning occurs during
this period, creating a unique
attraction.

Canary Islands

(October - November):
Their volcanic structure offers
a different underwater
experience. Among
short-distance diving routes,
they stand out in the
European market.

Diving tourism generates an
annual economic value of USD 11
billion worldwide. Destinations
that can offer the right route at
the right time stand out

in the high-income niche

tourism market.

In the post-pandemic period, especially
sustainability and experience-focused travel
preferences have made diving tourism

a strategic segment. For tour operators,
seasonal planning has become not only an
operational choice but also a necessity that
provides competitive advantage.
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SONBAHAR:
SESSIZ SULAR, DERIN DENEYIMLER

Sonbahar aylari, sakinlesen denizler ve 6zel
biyolojik olaylarla dalis turizmini canli tutuyor.

Avustralya - Biiyiik Set Resifi
(Eyliil - Kasim):

Mercan lreme dénglsi bu dénemde gerceklesiyor;

turizm agisindan essiz bir cazibe yaratiyor.

Kanarya Adalari

(Ekim - Kasim):

Volkanik yapisiyla farkli bir su alti deneyimi
sunuyor. Avrupa pazarinda yakin mesafe dalis
rotalari arasinda 6ne cikiyor.

Dalis turizmi kiiresel élcekte yillik

11 milyar USD ekonomik deger iiretiyor.

Dogru zamanda dogru rotayi sunabilen
destinasyonlar, yiiksek gelirli nis
turizm pazarinda éne ¢ikiyor.

Pandemi sonrasi dénemde ozellikle
surdurdlebilirlik ve deneyim odakl
seyahat tercihleri, dahs turizmini stratejik
bir segment haline getirdi. Tur operatdrleri
icin mevsimsel planlama operasyonel bir
tercih olmanin yani sira rekabet gucu
kazandiran bir zorunluluk haline de geldi.
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Thanks to Antalya’s str@ng tourism
infrastructure, diving centers in Kemer
offer integrated packages with hotels and
travel agencies, positioning the region
competitively in the European market un-
der the “short haul diving” category.

Kemer's coasts offer routes suitable for
both beginners and professionals.
Crystal-clear waters, underwater caves,
wreck dives, and colorful reefs attract
attention all year round. While the area
draws intense international tourist inter-
est in summer, it also provides year-round
activity opportunities in autumn and
spring thanks to its climate.

Diving routes around the world call
diving enthusiasts, but the clear waters
of Kemer in the heart of the
Mediterranean should not be
forgotten; sometimes the most

special discovery is hidden

in the nearest sea.

LORER READERS

KEMER, ANTALYA

Antalya’nin gu¢lu turizm altyapisi sayesinde
Kemer'deki dalis merkezleri, oteller ve seyahat
acenteleriyle entegre paketler sunarak bélgeyi
“short haul diving” kategorisinde Avrupa
pazarinda rekabetci konuma tasiyor.

Kemer kiyilari, hem yeni baslayanlar hem de
profesyoneller icin uygun parkurlar sunuyor.
Kristal berrakligindaki sular, su altt magaralari,
batik dalislari ve renkli resifleriyle dért mevsim
ilgi cekiyor. Yaz aylarinda uluslararasi turistlerin
yogun ilgisini ¢ceken béige, sonbahar ve ilkbahar
dénemlerinde de iklim avantajiyla yil boyu
faaliyet imkani sagliyor.

Diinyanin dért bir yanindaki rotalar dalis
tutkunlarini cagiriyor, ama Akdeniz'in kalbinde
Kemer'in berrak sularini da unutmamak gerek;
bazen en ézel kesif, en yakindaki denizde

sakli oluyor.
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istanbul's gastronomic scene has recently drawn attention
with a special trend: the “Chef's Table” concept.
At this table, set in the heart of the kitchen, a limited
number of guests are hosted, and each dish is
shaped directly by the chef’s vision.

Istanbul’un gastronomi sahnesi, son yillarda ézel bir trendle
dikkat cekiyor: “Chef’s Table” konsepti. Sefin mutfagin
ortasinda kurdugu bu masada, sinirli sayida konuk agirlaniyor
ve her tabak dogrudan sefin vizyonuyla §ek//len/yor

-n'\\\} ‘\l
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Every dish on the plate tells the
story of the chef’'s mindset, the
journey of the ingredients, and

their narrative.

The key distinction of the Chef’s
Table experience lies in the story
behind the plate. Guests learn not
only the flavors but also the
geography of the ingredients, their
methods of production, and the
chef’s personal sources of
inspiration. The journey of a fish
from the Black Sea to the table or
the path of a spice from Anatolia to
the plate elevates the dining
experience to a deeper dimension.

According to the Association of
Turkish Travel Agencies (TURSAB),
gastronomy tourism has grown by

over 30% in the last five years. This
increase has made istanbul one of
the most dynamic centers of global
gastronomy tourism, and the
Chef's Table concept contributes
significantly to this growth.
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Tabaga gelen her yemek,
sefin diisiince diinyasini,
malzemelerin yolculugunu ve
hikayesini anlatiyor.

Chef's Table deneyiminin en 6nemli
farki, tabagin ardinda bir anlati olmasi.
Konuklar yalnizca lezzeti degil, kullanilan
malzemelerin cografyasini, lretim
bicimini ve sefin kisisel ilham
kaynaklarini da 6greniyor. Bir baligin
Karadeniz'den sofraya gelis hikayesi,

bir baharatin Anadolu’dan masaya
uzanan yolculugu, yemegin tadini
burada daha derin bir boyuta tasiyor.

Tiirkiye Seyahat Acentalari Birligi'ne
(TURSAB) gore gastronomi turizmi

son bes yilda %30'un (zerinde buyime
kaydetmis gériiniiyor. Bu artis [stanbul’u
kiresel gastronomi turizminin en dina-
mik merkezlerinden biri haline getirirken,
Chef's Table konsepti de bu artisa ciddi
bir katki sagliyor.

INTERACTION AND DIALOGUE

Boundaries between guests and chefs com-
pletely disappear with this concept. Questions
are asked, ingredients examined, and cooking

techniques observed. The guest transforms from

a passive consumer into an active participantin
the process, turning gastronomy into an interac-
tive performance reminiscent of a theater stage.

ISTANBUL'S RISE ON THE GLOBAL
GASTRONOMY MAP

Chef's Table, a long-established concept in gas-
tronomy hubs like London, Paris, and New York,
has gained strong traction in istanbul as well.
The city’s growing international clientele makes
this concept even more attractive. Travelers
particularly interested in gastronomy tourism
choose istanbul for its intersection of historical
heritage and contemporary culinary vision.

ADDED VALUE IN THE MICE MARKET

The Chef's Table experience stands out not

only for individual guests but also in corporate
events. Hotels in istanbul present this concept as
a differentiation tool for VIP groups and special
events. Sitting at the same table with the chef at
the end of a company meeting is seen as more
than luxury—it provides prestige in corporate
relationships.

ETKILESIM VE DIYALOG

Misafirler ile sef arasindaki sinirlar bu konseptle
tamamen kalkiyor. Sorular soruluyor, malzemeler
inceleniyor, pisirme teknikleri gézlemleniyor.
Konuk, pasif bir tiiketici olmaktan ¢ikip strecin
aktif bir parcasi haline geliyor. Boylece gastronomi,
tiyatro sahnesini andiran interaktif bir gosteriye
déndsuyor.

ISTANBUL'UN KljR!:'SEL GASTRONOMI
HARITASINDAKI YUKSELISI

Londra, Paris, New York gibi gastronomi
merkezlerinde yillardir uygulanan Chef's Table,
Istanbul'da da giiclii bir yiikselise gecti. Sehrin
artan uluslararasi misteri profili, bu konsepti
daha cazip kiliyor. Ozellikle gastronomi turizmine
ilgi duyan gezginler, sehrin tarihsel dokusu ile
cagdas mutfak anlayisinin kesisim noktasinda
Istanbul’u tercih ediyor.

MICE PAZARINDA KATMA DEGER

Chef’s Table deneyimi, bireysel misafirlerin

yani sira kurumsal organizasyonlarda da 6ne
¢cikiyor. istanbul'daki oteller, bu konsepti

VIP gruplar ve 6zel etkinlikler icin bir farklilasma
araci olarak sunuyor. Bir sirket toplantisinin
sonunda sefle ayni masaya oturmak, liiksten
ote kurumsal iliskilerde prestij kazandiran

bir unsur olarak da goriltyor.
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The Chef’s Table elevates
istanbul’s gastronomy experience
beyond taste, combining cultural
identity, sustainability, and
innovation. When guests sit at the
table, they encounter not only a
dish but also the chef’s vision and

GASTRONOMIDE YENI KOD:
SURDURULEBILIR LUKS

Chef's Table konsepti, gastronomi deneyimiyle
birlikte liksin tanimini da déndsturdyor.
Artik sofistike tabaklarin ardinda teknik
ustaligin yani sira yerel Ureticilerle kurulan

Chef's Table, istanbul'da
gastronomi deneyimini lezzetin

A NEW CODE IN GASTRONOMY:
SUSTAINABLE LUXURY

The Chef's Table concept redefines luxury
alongside the gastronomic experience.

Behind sophisticated dishes lies not only
technical mastery but also strong collaborations
with local producers, seasonal awareness, and
environmental responsibility.

Chefs bring ingredients sourced from producers
across Anatolia to the table, supporting regional
economies while transparently sharing the origin
of each ingredient with guests. This approach
offers not only taste but also an ethical story.

According to the World Tourism Organization
(UNWTO), 70% of global travelers consider
sustainability criteria in their vacation choices,
rising to 82% in the luxury segment. At some
istanbul hotels, zero-waste kitchen projects have
reduced the carbon footprint by 12%, while
energy-efficient cooking techniques save up to
9% in operating costs.

Practices that reduce the carbon footprint have
become among the menu'’s invisible yet most
valuable elements. Zero-waste kitchens,
energy-friendly cooking techniques, and
environmentally conscious supply chains are
now strong indicators of responsible luxury
sought by high-end guests.

Sustainability in the gastronomy sector is

no longer a trend but a strategic investment

that provides competitive advantage.
Environmental consciousness has become one
of the most critical factors influencing travel
decisions in the global tourism market. istanbul’s
hotels and restaurants highlight this

awareness in the Chef's Table experience,
attracting conscious travelers while significantly
boosting international brand value.
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guclu is birlikleri, mevsimsellik bilinci ve dogaya
karsi sorumluluk da var.

Sefler, Anadolu’nun dért bir yanindaki
ureticilerden aldigi malzemeleri sofraya
tasiyarak hem bolgesel ekonomiyi destekliyor
hem de malzemenin izini seffaf bir sekilde
konukla paylasiyor. Bu yaklasim misafire
sadece bir lezzet degil, ayni zamanda etik bir
hikaye sunuyor.

Diinya Turizm Orgutii (UNWTO) raporuna

gore, kuresel gezginlerin %70’ tatil tercihlerinde
suarddrdalebilirlik kriterlerini dikkate aliyor.

Liiks segmentte bu oran %82’ye kadar ¢ikiyor.
[stanbul'daki bazi otellerin atiksiz mutfak
projeleri sayesinde karbon ayak izi %12
oraninda azaltilirken, enerji verimli pisirme
teknikleri isletme maliyetlerinde %9 tasarruf
sagliyor.

Karbon ayak izini azaltmaya ydnelik
uygulamalar, artik mendnin gériinmeyen ama
en degerli unsurlarindan biri. Atiksiz mutfak
projeleri, enerji dostu pisirme teknikleri, cevreye
duyarli tedarik zincirleri...

Tim bunlar, yiiksek segment misafirlerin
aradigi sorumlu liks kavraminin en gig¢li
gostergeleri haline geliyor.

Gastronomi sektorunde surddrilebilirlik

artik bir trend degil, rekabet avantaji yaratan
stratejik bir yatirim. Global turizm pazarinda
seyahat kararlarini etkileyen en énemli
parametrelerden biri cevresel duyarlilik.
Istanbul’un otelleri ve restoranlari, Chef’s Table
deneyiminde bu farkindaligi én plana ¢ikararak
hem bilingli gezginleri kendine ¢cekiyor hem de
uluslararasi marka degerini olduk¢a
yukseltiyor.

sense of responsibility. This
approach makes luxury more
meaningful while positioning

istanbul as a new magnet on the

global gastronomy stage.

The economic value of gastronomy
in the global tourism market has
reached USD 1.1 trillion. Turkiye
captures 2.4% of this share, with

approximately 60% originating

from istanbul. With the expansion

of the Chef’s Table concept, the

city’s share in global gastronomy
tourism is projected to exceed 3%

within the next five years.

e

otesine tasiyor; kiiltiirel kimlik,
siirdiiriilebilirlik ve inovasyonla
bulusturuyor. Misafir, masaya
oturdugunda yalnizca bir tabak
degil, ayni zamanda sefin
vizyonu ve sorumluluk bilinciyle
karsilasiyor. Bu yaklasim, liiksii
daha anlamii kilarken istanbul’u
kiiresel gastronomi sahnesinde
yeni bir cekim merkezi haline
getiriyor.

Global turizm pazarinda
gastronominin ekonomik degeri
1,1 trilyon USD’ye ulagsmig
durumda..

Tiirkiye bu pastadan %2,4 pay
aliyor ve bunun yaklasik %60'1

istanbul kaynakli. Chef's Table -
konseptinin yayginlasmasiyla

birlikte sehrin kiiresel gastronomi
turizmindeki payinin é6niimiizdeki -~
bes yil icinde %3'iin lizerine

ctkacagr ongoriiliiyor.
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The New Booking Code in Tourism:

#Hashtag

“Influencers: The New Travel Agents”
Turizmin Yeni Rezervasyon Koclu: #Hashiag

“Influencer’lar: Turizmin Yeni Rezervasyon Acenteleri”

The global tourism market is now
shaped more by the power of digital
content than by hotel architecture or
flight networks. Influencers transform
millions of followers into the new
showcase for destinations.

THE DIGITAL
TOURISM SHOWCASE

The tourism industry has restructured
budgets to adapt to rapidly digitizing
consumer habits after 2020.
Influencers have moved beyond being
traveling individuals to become
strategic partners for destinations and
hotels. Particularly, Gen Z and
millennials find a trusted

reference in influencer content,
almost as reliable as a friend's
recommendation when

planning a holiday.

Studies show that over 70% of users
are influenced by social media content
during the travel planning process.
This positions influencer collaborations
not as a “complementary element” but
as a central tool in tourism marketing.
By 2024, the global influencer
marketing market has reached USD
21.1 billion, with 15% coming directly
from the travel and hospitality
segment. In Tarkiye, influencer
partnerships account for an

average of 28% of destination
promotion budgets.
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Kiiresel turizm pazari artik otellerin
mimarisi ya da ugus aglarindan énce,
dijital iceriklerin giiciiyle sekilleniyor.
Influencer’lar, milyonlarca takipg¢iyi
destinasyonlarin yeni vitrinine
déniistiiriiyor.

DIJITALLESEN
TURIZM VITRINI

Turizm endustrisi, 2020 sonrasi hizla
dijitallesen tuketici aliskanliklarina uyum
saglamak i¢in butcelerini yeniden
yapilandird.. Influencer’lar, seyahat eden
bireyler olmaktan ¢ikip destinasyonlarin
ve otellerin stratejik is ortagi haline geldi.
Ozellikle Z kusagi ve milenyaller, tatil
tercihlerinde arkadas tavsiyesi kadar
guvendikleri bir referans kaynagini
influencer iceriklerinde buluyor.

Arastirmalar, seyahat planlamasi
surecinde sosyal medya iceriklerinden
etkilenen kullanici oraninin %70 astigini
gosteriyor. Bu da turizm yatirimlarinda
influencer is birliklerini artik “tamamlayici
unsur” degil, pazarlamanin merkezine
yerlesmis bir arag haline getiriyor.

2024 yili itibariyla global influencer
marketing pazari 21,1 milyar dolar
buyuklige ulasmis vaziyette.

Bunun %15'i dogrudan seyahat ve
hospitality segmentinden geliyor.

Tiirkiye 6zelinde ise influencer is birlikleri,
destinasyon tanitim butcelerinin ortalama
9%28'ini olusturuyor.

THE NEW GENERATION
OF TRAVEL CONSUMERS

70% of Gen Z travelers are
influenced by social media content when
planning vacations.

While Instagram remains the leading
source of visual inspiration, TikTok has
surged in the past two years with a 120%
increase in engagement, standing out for
“travel recommendation” searches.

On YouTube, travel vlogs now average over
12 minutes in watch time, while short-form
content achieves a conversion rate of 8.4%.

BRAND - INFLUENCER
COLLABORATIONS

Hotel chains, airlines, and tour operators
now position influencers not just as “PR
guests” but as measurable investments

with ROI (Return on Investment).

According to 2024 data, travel-related influ-
encer campaigns have an average

ROI of 5.2x. Micro-influencers (10-50K
followers) have become more
advantageous than mega-influencers

(over 1M followers) due to higher
engagement rates (6.3% vs 1.8%).
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YENI NESIL SEYAHAT TUKETICISI

Z kusaginin %70’ tatil plani yaparken
sosyal medya iceriklerinden etkileniyor.

Instagram, hala goérsel ilham kaynagi
olarak 6nde olsa da TikTok son iki yilda
%7120 etkilesim artisi ile “seyahat énerisi”
aramalarinda éne ¢ikti.

YouTube'da seyahat vioglarinin ortalama
izlenme siiresi 12 dakikanin (zerine ¢ikarken,
kisa iceriklerde dontsim orani %8,4 olarak
Olciltiyor.

MARKA - INFLUENCER
IS BIRLIKLERI

Otel zincirleri, havayollari ve tur operatérleri
influencer’lari artik sadece “PR misafiri” degil,
ROI (Return on Investment) dl¢iilebilen bir
yatirim olarak konumlandiriyor.

2024 verilerine gore, seyahat icerikli influencer
kampanyalarinin ortalama ROI'si 5,2 kat.
Mikro influencer’lar (10-50K takipci), ytiksek
etkilesim oranlari (%6,3) sayesinde mega
influencer’lardan (%1,8) daha avantajli

hale geldi.
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EXAMPLES FROM TURKIYE

In 2024, Antalya gained attention
with the #MediterraneanLuxury
digital campaign, achieving

3.2 million reach and a 7.1%
engagement rate.

Content about balloon tours in
Cappadocia reached 18 million
monthly views on TikTok, elevating
the region significantly in global
trend lists.

LOOKING AHEAD

Data-driven measurement:
Influencer campaigns will be eval-
uated not only by likes but also by

direct booking traffic.

Sustainability: 62% of travelers
show more interest in eco-friendly
hotels and experiences.

Short video dominance: By 2025,
TikTok and Instagram Reels are
expected to account for over 40%
of travel content.
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TURKIYE'DEN ORNEKLER

Antalya, 2024'te
#MediterraneanLuxury etiketiyle
yapilan dijital kampanyada 3,2 milyon
erisim ve %7,1 etkilesim orani
yakalayarak dikkat cekti.

Kapadokya'da balon turlarina dair
icerikler ise TikTok'ta aylik 18 milyon
gorintilenmeye ulasarak bolgeyi global
trend listelerinde oldukca yukarilara tasid.

ONUMUZDEKI DONEM

Veri odakli 6Iciimleme: Influencer
kampanyalari begeni sayisinin yani sira
dogrudan rezervasyon trafigi tizerinden de
degerlendirilecek.

Sirdiiriilebilirlik: Gezginlerin %62'si cevre
dostu otel ve deneyim tanitimlarina daha
fazla ilgi gosteriyor.

Kisa video iistiinliigii: 2025'te travel
iceriklerinde TikTok ve Reels’in payinin
%401 asmasi bekleniyor.

BONUS: HASHTAGS OF THE
DIGITAL JOURNEY

Influencer campaigns guide not

only hotels and destinations but also
individual travelers. Some emerging
hashtag trends in 2025 for tourism
content:

#MediterraneanLuxury

Most used luxury segment tag for
Antalya and Aegean hotels.
#HiddenGems

Highlights undiscovered

destinations globally.

#BalloonRide

Main tag for Cappadocia balloon tours,
reaching 18 million monthly

views on TikTok.

#Coolcation

New-generation travel concept
showcasing cooler alternatives

to hot destinations.

#EcoStay

Rapidly growing tag for sustainable ho-
tels, up 62% in the past year.

Influencer trends not only guide
brand marketing strategies
but also increase individual

users’ participation in tourism
flows. Travelers using the right
hashtags while sharing
experiences gain personal
visibility and contribute to the
digital image of destinations.
This interaction can sometimes
produce results strong enough to
increase a region’s selection rate.

Perhaps the next popular
hashtag will be shaped by a post
you share-who knows?

BONUS: DIJITAL SEYAHATIN
HASHTAG'LERI

Influencer kampanyalari sadece oteller
ve destinasyonlar icin degil, bireysel
seyahatciler icin de yénlendirici.

Okurlar icin, 2025'te turizm iceriklerinde
one ¢ikan bazi hashtag trendleri;

#MediterraneanLuxury
Antalya ve Ege otelleri icin en ¢ok
kullanilan liiks segment etiketi.

#HiddenGems
Kesfedilmemis rotalari 6ne ¢ikaran global
trend.

#BalloonRide

Kapadokya balon turlariyla TikTok'ta aylik
18 milyon goriintilenmeye ulasan anahtar
etiket.

#Coolcation

Sicak destinasyonlara alternatif olarak
yukselen serin rotalari tanitan yeni nesil
seyahat kavrami.

#EcoStay
Surddrdlebilir oteller icin hizla biydiiyen
etiket; son bir yilda %62 artis gosterdi.

Influencer trendleri, sektérde
yalnizca markalarin pazarlama
stratejilerini yénlendirmiyor;

bireysel kullanicilarin da turizm
akisina katilimini artiriyor.

Seyahat deneyimlerini paylasirken
dogru hashtag’leri kullanan gezginler,
hem kisisel goriiniirliik kazaniyor hem
de destinasyonlarin dijital imajina
katki sagliyor. Bu etkilesim, kimi
zaman bir bélgenin tercih edilme
oranini yiikseltecek kadar giiclii
sonuclar dogurabiliyor.

Belki de bir sonraki popiiler
hashtag, sizin paylastiginiz bir
kareyle sekillenecek, kim bilir.
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THE CARBON-NEUTRAL
WAVE HAS BEGUN

As of 2025, 18% of all new yacht orders
in Europe feature electric or hybrid
propulsion systems - a figure expected
to double by 2030. The sector aims to
reduce its dependence on fossil fuels,
comply with environmental regulations,
and protect itself from rising fuel costs.
Electric yachts have become a focal
point for investors thanks to their ze-
ro-emission cruising, low maintenance
costs, and silent operation. Over 40
marinas worldwide have already estab-
lished dedicated charging infrastruc-
ture known as Blue Docks.
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MAVI ENERJI CAGI BASLIYOR!
IS Milvar Dolarhk Elekuaka Y at o.cf- :

KARBON NOTR
DALGA BASLADI

2025 itibariyla Avrupa’da yeni siparis
verilen yatlarin %18’ elektrikli veya hibrit
sistemli. Bu oranin 2030'a kadar iki
katina ¢itkmasi 6ngordiltyor. Sektor,

fosil yakit bagimliligini azaltarak cevre
regtilasyonlarina uyum saglamak ve artan
yakit maliyetleginden korunmak istiyor.

Elektrikli yatlar, sifir emisyonlu strds, disik
bakim maliyeti ve sessiz ¢calisma avantajiyla
yatirimcilarin odagina girdi. Diinya ¢capinda
40'tan fazla marina, elektrikli yatlara ézel
sarj altyapisi (Blue Dock) kurdu.

e

THE N

LEADS THE ELECTRIC YACHT
.  MARKET

The Mediterranean basin has become
the fastest-growing reglon or ele
yacht tourism. According to the Europe
an Comm|55|on s 2025 Blue Transiti
Fund report, 27% of all new yacmg-
istrations in the region are now electric
or hybrid. Turkiye, Greece, and Croatia
stand out as leading destinations driv-
ing this transformation.

Experts predict that this shift will gen-
erate a new annual market worth USD
18 billion. From France's Cote d'Azur to
Turkiye's bays of Gocek and Bodrum,
numerous ports are transitioning to
“silent harbor” policies.

Fiw B

und” raporuna gore,
yeni yat tescillerinin %27'si
2ktrikli veya hibrit. Tirkiye, Yunanistan
ve Hirvatistan bu biytmede éncu
destinasyonlar olarak éne ¢ikiyor.

Uzmanlar, Akdeniz'in bu dontdsimuyle
birlikte yillik 18 milyar dolarlik yeni bir -
pazarin olusacagini 6ngoruyor.

Fransa’nin Céte d’Azur marinalarindan,
Tirkiye’nin Gécek ve Bodrum koylarina
kadar bircok liman “sessiz liman”
politikalarina gecti.
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ELECTRIC COMPETITION
AMONG YACHT BUILDERS

Brands such as Silent Yachts, Candela,

Arc, and Sunreef Yachts have accelerated
production of fully electric models. On
average, an electric yacht emits 35 tons less
carbon per year than its diesel-powered
equivalent - a difference that is reshaping
consumer preferences in the luxury yacht
segment.

The Silent 55 model entered the

Turkish market after successful trials in Gocek,
achieving 100 nautical miles of zero-fuel
cruising. Marinas are rapidly expanding their
charging station investments in response to
the growing demand.

TURKIYE’S SILENT MARINAS

With over 50 marinas, Turkiye ranks among
the countries best prepared for the electric
yacht transition. Major chains like D-Marin,
Setur, and Yalikavak Marina plan to build
infrastructure fully powered by renewable
energy by 2026. Industry representatives
emphasize that these investments not only
boost tourism revenues but also directly
contribute to the country’s

carbon-neutral goals.

MARKET ANALYSIS:

As of 2025, the global electric yacht market

is valued at USD 8.5 billion and is projected

to surpass USD 18 billion by 2030. The main
drivers of this growth include the EU’s

“Blue Transition” policies, which limit carbon
emissions in maritime transport, and the rise
of private investment funds supporting the
shift. In the Mediterranean alone, the number
of electric yachts is expected to increase by
22% over the next five years.

Yacht manufacturers have restructured their
R&D budgets to adapt to this transformation.
Brands such as Silent Yachts, Sunreef, and
Arc Marine now dedicate up to half of their
production to electric models, while shipyards
in Italy and Croatia focus on hybrid hull
designs.

Data also shows that electric yachts reduce
fuel costs by 70% and maintenance expenses
by 40%, creating a major competitive
advantage for charter companies and marina
operators.
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YAT URETICILERINDE
ELEKTRIKLI REKABET

Silent Yachts, Candela, Arc ve Sunreef Yachts
gibi markalar, tamamen elektrikli modellerin
uretimini hizlandirdi. Bir elektrikli yat, dizel
muadilinden yilda ortalama 35 ton daha az
karbon saliyor. Bu fark, yeni nesil yat
mdusterisinin tercihlerini dogrudan etkiliyor.

Silent 55 modeli, Gocek'te yapilan testlerde
100 deniz miline kadar sifir yakitla seyir
yaparak Turkiye pazarina giris yapt.
Marinalar, bu gecisin hizlanmasiyla birlikte
sarj istasyonu yatirimlarini artiriyor.

TURKIYE'NIN
SESSIZ MARINALARI

Tiirkiye, 50'den fazla marinasiyla elektrikli
yat dénusimine en hazir tlkelerden biri.
D-Marin, Setur ve Yalikavak Marina gibi
zincirler 2026’ya kadar tamamen yenilenebilir
enerjiye dayalil altyapi kurmayi planiiyor.
Sektor temsilcileri, bu yatirimlarin turizm
gelirini artirmanin yani sira Glkenin karbon
nétr hedeflerine dogrudan katki
saglayacagini belirtiyor.

PAZAR ANALIZI:

Kiresel elektrikli yat pazari 2025 itibariyla
8,5 milyar dolar seviyesinde ve 2030a
kadar 18 milyar dolari asmasi bekleniyor.

Bu bliyumenin ana itici gucd, Avrupa Birligi'nin

deniz tasimaciliginda karbon salimini sinir-
layan yeni “Blue Transition” politikalari ve
ozel yatirim fonlari. Sadece Akdeniz
havzasinda elektrikli yat sayisinin
o6niumuzdeki bes yil icinde %22 oraninda
artacagi tahmin ediliyor.

Yat dureticileri, bu dénisiime uyum saglamak
icin Ar-Ge bdutgelerini yeniden yapilandirdi.
Silent Yachts, Sunreef ve Arc Marine gibi
markalar, tretimlerinin yarisini elektrikli
modellere ayirirken; italya ve Hirvatistan'daki
tersaneler, hibrit sistemli gévde tasarimlarina
gecti. Sektorde dikkat ceken bir diger veri,
elektrikli yatlarin yakit maliyetlerini %70,
bakim masraflarini ise %40 oraninda
disirmesi. Bu fark, 6zellikle charter
isletmeleri ve marina yéneticileri icin ciddi
bir rekabet avantaji yaratiyor.

In Turkiye specifically, nearly 1,000 yachts
are undergoing electrification as of late
2025. Marina chains such as D-Marin,
Setur, and Yalikavak Marina plan to
implement renewable-powered charging
infrastructure across all ports by 2026.
Industry leaders highlight that this
transformation is not merely an
environmental necessity - it also creates a
new, high-return revenue model.

According to international reports,
Turkiye is poised to become a regional
production hub for electric yachts and
marina equipment within the next five

years. This outlook underscores the
country's potential to evolve from a
nautical tourism destination into a center
of marine technology and innovation.

Tirkiye 6zelinde, 2025 sonu itibariyla 1
000’e yakin yatin elektrikli sisteme doniisim
surecinde oldugu tahmin ediliyor. D-Marin,
Setur ve Yalikavak Marina gibi zincirler,
2026'ya kadar tiim limanlarinda
yenilenebilir enerjiyle calisan sarj altyapisi
kurmayi planliyor. Sektor temsilcileri, bu
dénusumun yalnizca cevresel bir gereklilik
olmadigini, ayni zamanda yatirim geri donis
suresini kisaltan yeni bir gelir modeli
yarattigini vurguluyor.

Uluslararasi raporlar, énimdiizdeki

bes yilda Turkiye’nin elektrikli yat ve marina
ekipmanlarinda bolgesel iretim tssi haline
gelebilecegini belirtiyor. Bu tablo, ilkenin
deniz turizminde artik sadece rota degil,
teknoloji treten bir merkez olma
potansiyelini de ortaya koyuyor.
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Investmen
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New.Destinations or New Segments Drivin

Turizmcle 2026 n Yanrum Haritast

Yeni destinasyonlar mi,
yeni segmentler mi biiyiiyor?
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: , asking not just “where” to invest, but
" %Ithmh h roduct”theycan generate

Investments are spreading beyond
astal belt, triggering geo-
l - graphic expansion and product
-'dlver5|f|cat|on simultaneously. The
West Black Sea, Cappadocia, and
Mersin corridors are at the top of

investors’ radars.

As 2026 approaches, two investment
trends are progressing in parallel: geo-
graphic expansion beyond the coast
and redefinition of existing destina-
tions through new product offerings.
These two axes are rewriting the rules
of investment decisions.

Tourist arrivals and revenue in Turkiye
continue to keep investors' appetite
high. While domestic demand and
international markets support capacity
expansion, investors are increasingly

value.

quarter up 8.4% to $16. on
age visitor spending reached $1€
and the annual hotel occupancy rate
was 70.4%.

ata from the Tourism Investors As-
ion (TTYD) indicates that Turkiye
ently has over 21,900 operating
ith a total capacity exceeding
ooms. Between 2025-2026,
otel projects are planned,
investment exceeding 50
and 24,000 new rooms
expected.

2y I. -Ir“-

Sahil hattinin étesine yayilan
yatirimlar; cografi genisleme ile iiriin
cesitliligini ayni anda tetikliyor.

Bati Karadeniz, Kapadokya ve Mersin
hatti, yatirnmci radarinda ilk siralarda.

Kiyilarin 6tesinde hareket baslad..
2026'ya girilirken yatirim tercihlerinde iki
egilim es zamanli ilerliyor: sahil bandinin
disina dogru cografi genisleme ve mevcut
destinasyonlarin Grtn olarak yeniden
tanimlanmasi. Bu iki eksen, yatirim
kararlarini yeniden yaziyor.

Tiirkiye'de gelen turist sayisi ve gelirler,
yatirimcilarin istahini canli tutuyor.

¢ talep ve dis pazar dengesi bir yandan
kapasite artisini desteklerken, éte yandan
yatirimcilar artik yalnizca “nerede” degil
“hangi drtnle” kazanilir sorusuna yanit
ariyor.

TUIK verilerine gére 2025'in ilk alti
ayinda turizm gelirleri %7,6 artisla

25,8 milyar dolara, ikinci ceyrekte ise
%84 artisla 16,3 milyar dolara

v YUkseldi. Ortalama ziyaretci harcamasi.
EA abwmmmmsalﬂmmnyn
yillik doluluk orani %70,4 olarak éiiilddi..

Turizm Yatirimcilar1 Dernegi (TTYD)
verilerine gore Tiirkiye'de su anda

1 milyonun lzerinde oda kapasitesine
sahip 21.900 askin tesis faaliyet
gosteriyor. 2025-2026 déneminde
171 yeni otel projesi planlanmis
durumda; toplam yatirim hacmi

50 milyar TLYi, yeni tesis sayisi ise
24.0007 asacak.
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NEW GEOGRAPHIES, NEW CODES

Turkiye's coastline of over 8,300 km remains
strong, yet investors are looking beyond the
coast. The focus is on three regions: West
Black Sea, Cappadocia, and the Mersin coast.

WEST BLACK SEA: LABORATORY
OF ALTERNATIVE TOURISM

In the Bartin-Zonguldak-Karabuk corridor,
investments emphasize nature, culture, and
sustainability. According to the West Black Sea
Development Agency, the region currently has
60 licensed facilities and 3,924 beds.

With support programs in 2026, this capacity
is expected to grow by approximately 10%.
The region offers early positioning advantages
to investors through nature-based tourism,
adventure, hiking, gastronomy, and cultural
routes.

New infrastructure, including the Filyos Port
connection roads and Zonguldak-Amasra
coastal axis, is enhancing accessibility. The
total expected investment cycle is around 4
billion TRY.

CAPPADOCIA: BRANDED REGION,
DEEPENING PRODUCT OFFERING

Cappadocia remains one of Turkiye's stron-
gest tourism brands, but growth now focuses
on higher-value experiences rather than sheer
visitor numbers. Over the last five years, five
new boutique hotels were licensed in Nevse-
hir and surrounding areas, with investments
shifting from traditional accommodation to
experience design and gastronomy-based
facilities.

New MICE (meetings, incentives, confer-
ences, exhibitions) infrastructure projects

in 2025 have a planned budget of 1.2 billion
TRY, strengthening Cappadocia not only as a
cultural hub but also in professional tourism
segments.

MERSIN: THE EMERGING EAST
MEDITERRANEAN HUB

Mersin is positioned as an alternative to Anta-
lya's eastern corridor. According to the Mersin
Chamber of Commerce, the region has 4,541
licensed tourism beds and 9,413 beds with
investment permits, expected to grow by 30%
by 2026. New coastal roads, port projects, and
free zone investments are creating a “port +
tourism + production” model. By 2025, the
region’s investment portfolio approached 9.5
billion TRY
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YENI COGRAFYALAR,

YENI KODLAR

Turkiye'nin 8.300 km'’yi asan sahil hatti hala
guclu ama yatirimcilar artik kiyinin 6tesine
bakiyor. Bu yénelimin merkezinde (i¢ bélge
var: Bati Karadeniz, Kapadokya cevresi ve
Mersin sahil hatti.

BATI KARADENIZ:

ALTERNATIF TURIZMIN
LABORATUVARI

Bartin, Zonguldak ve Karablik hattinda doga,
kaltir ve surddrdlebilirlik eksenli yatirimlar
One c¢ikiyor. Bati Karadeniz Kalkinma Ajansi
verilerine gore bélgede isletme belgeli

60 tesis ve 3.924 yatak kapasitesi bulunuyor.

2026 yilinda destek programlariyla bu
kapasitenin yaklasik %10 artmasi 6ngoruliiyor.
Bolge, doga tabanli turizmin yani sira macera,
ydaruayds, gastronomi ve kiiltirel rota projel-
eriyle yatirimcilara erken konum avantaji
sagliyor.

Yeni ulasim altyapisi (Filyos Limani baglant
yollari ve Zonguldak-Amasra sahil aksi)
bolgeyi erisilebilir kiliyor. Bu yatirim
déngusinin toplam bayukligi yaklasik

4 milyar TL olarak 6ngérdliiyor.

KAPADOKYA: MARKALASMIS
BOLGE, DERINLESEN URUN
Kapadokya hala Tiirkiye’nin en gu¢li
markalarindan biri, ancak blytume alani
artik “daha fazla turist” degil, “daha katma
degerli deneyim”.

Nevsehir ve ¢evresinde son bes yilda 5 yeni
butik otel lisans aldi, ancak yatirim yénelimi
klasik konaklama yerine deneyim tasarimi ve
gastronomi tabanli tesislere kayd.

MICE (kongre ve etkinlik) altyapisinda

2025'te planlanan yeni merkez yatirimlari

1,2 milyar TL'lik butceyle ilerliyor. Bu, béigenin
yalnizca kiltirel degil, profesyonel turizm
segmentlerinde de gliclenmesini saglayacak.

MERSIN: DOGU AKDENIZ'IN

YENI CEKIM HATTI

Mersin, Antalya’nin dogusuna alternatif olarak
konumlaniyor. Mersin Ticaret Odasi verilerine

A NEW EQUATION IN
INVESTMENT DECISIONS

Investors are now calculating growth
based on “which product” rather than
just “where.” The sector aims to balance
geographic expansion and product trans-
formation. Traditional hotel models are
giving way to mixed-use concepts, well-
ness centers, nature and sports facilities,
and conference hotels. In the West Black
Sea, eco-luxury properties; in Cappado-
cia, experience-focused boutique stays;
and in Mersin, resort-marina combina-
tions are gaining prominence.

Data from the Turkiye Tourism Invest-
ment Office shows that in 2025, 38% of
investment incentive certificates were
allocated to alternative tourism products,
clearly indicating the direction of the
investment ecosystem.

THE NEW DIRECTION

OF INVESTMENT

2026 is not only about growth in Turk-
ish tourism but also restructuring. New
geographies expand the boundaries of
investment, while new products redefine
its quality. The triangle formed by the na-
ture of the West Black Sea, Cappadocia’s
cultural heritage, and Mersin's economic
hinterland maps Turkiye's new tourism
investment landscape.

gore bélgede turizm isletme belgeli 4.541,
yatirim belgeli 9.413 yatak kapasitesi
bulunuyor. 2026%ya kadar bu sayinin %30
artmasi bekleniyor. Yeni sahil yollari, liman
projeleri ve serbest bélge yatirimlari sayesinde
Mersin, “liman + turizm + (retim” licgeninde
yeni bir model sunuyor. Bélgedeki yatirim
portfoyu, 2025 itibariyla toplamda

9,5 milyar TL'ye yaklasmis durumda.

YATIRIM KARARLARINDA

YENI DENKLEM

Yatirimcilar artik “nerede” degil, “hangi
uriinle” buytyeceklerini hesapliyor. Sektér,
cografi genisleme ve trtin dénisimu arasinda
bir denge kurmayi amacliyor. Geleneksel otel
modellerinin yerini karma konseptler,
wellness merkezleri, doga ve spor tesisleri,
kongre otelleri aliyor. Bati Karadeniz'de
eko-liiks tesisler; Kapadokya'da deneyim
odakli butik konaklamalar; Mersin’de resort
ve marina kombinasyonlari 6ne ¢ikiyor.

Tiirkiye Turizm Yatirim Ofisi'nin verileri,

2025 yilinda yatirim tesvik belgelerinin
%38’inin alternatif turizm driinlerine
verildigini gésteriyor. Bu da yatirim
ekosisteminin yénuni acik¢ca ortaya koyuyor..

YATIRIMIN YENI YONU

2026, Tiirk turizminde yalnizca blyime

degil, yeniden yapilanma yil1. Yeni cografyalar,
yatirimin sinirlarini genisletiyor; yeni lriinler,
yatirimin niteligini degistiriyor.

Bati Karadeniz'in dogasi, Kapadokya'nin
kiltirel mirasi ve Mersin’in ekonomik
hinterlandr arasinda ¢izilen bu (i¢gen,
turizmin yeni yatirim haritasini belirliyor.
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Master of Cross-Cultural
Harmony in Gastronomy:

Chef Radjabov
Shah

Castronomicde Kultirleraras
Chvumun Ustlasi:

Sof Racjabov Shah

In the world of tourism,
gastronomy builds a bridge that
goes far beyond taste-it connects
cultures. From beginnings in Iran,
shaped by London’s multicultural
kitchens, honed in Istanbul and
Bursa, and extended from Russia to
Moldova, Chef Radjabov Shah
skillfully blends the techniques,
aromas, and stories of diverse
geographies on his plates. Now,

as the brand chef of Time Hotel

in Moldova’s capital Chisinau, he

is refreshing the menu at Basilico
restaurant, welcoming guests with a
culinary vision inspired by roots yet
looking out to the world.

In our interview with him for
Tourism Explorer, we discussed in
detail his interdisciplinary approach
to cuisine, his fusion philosophy that
preserves cultural depth, and his
menu design tailored to an
international guest profile.

Turizm dinyasinda gastronomi,
tatlarin 6tesinde kultdrlerarasi
bir képrii kurar. iran’da baslayan,
Londra’nin ¢ok kaltirlu
mutfaklarinda sekillenen, istanbul
ve Bursa'da ustalasan, Rusya'dan
Moldova’ya uzanan bir kariyer...
Sef Radjabov Shah, farkli
cografyalarin tekniklerini, aroma-
larini ve hikayelerini tabaklarinda
ustalikla harmanlayan bir isim.
Su anda Moldova’nin baskenti
Kisinev'deki Time Hotel'in marka
sefi olarak Basilico restoraninda
mendtilerini yenileyen Shah,
misafirlerini kbklerden ilham alan,
dinyaya bakan bir gastronomi
anlayistyla agirliyor.

Tourism Explorer olarak kendisiyle
yaptigimiz réportajda, disiplinler
arasi mutfak yaklasimini, kiltirel
derinligi koruyan flizyon anlayisini
ve uluslararasi misafir profiline
hitap eden mend tasarimini tim
ayrintilariyla konustuk.
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Could you briefly share

your career journey? From Iran to your
current position at Time Hotel in Moldova’s
capital-how did this professional path take

shape?

Radjabov Shah: My father spent his entire
career as a chef in restaurants, while my
mother was his assistant and worked as a
cook in the hot kitchen. As a child, when | was
in kindergarten, my father would often pick
me up from work because he usually finished
late. My interest in cooking and creating new
flavors began back then. To gain
deeper knowledge of gastronomy and learn
the secrets of different cuisines, | traveled the
world and worked in various countries. My
professional career began in London, where
| worked at Turkish restaurants such as Tass,
Sade, and Sofra; a Mexican restaurant called
Mexicali; Arabic restaurants Adiva and
Zangi; as well as English and Pasha
restaurants. Some of the talented colleagues |
met in London later opened their own
restaurants in Turkiye. They invited me to
Yali Restaurant in Istanbul’s Idealtepe district,
and afterwards | moved to London House
Restaurant in Bursa. After seven years in
London, | moved to Russia, working at
restaurants in Moscow and St. Petersburg.
It was there that | met my Moldovan wife,
which led me to settle in Moldova. | received a
very warm welcome here-people are
hospitable and kind-hearted, and | love the
climate. | have designed new menus for many
restaurants, including Fisher Club, Joli Alon,
Ferma Cu Original, Maestro, and Chaihana.
| am currently the brand chef of Time Hotel,
Mangal Restaurant, and Cinar Restaurant.
Recently, | updated the menu at Basilico
Restaurant inside Time Hotel. Guests are very
pleased with the atmosphere and delicious
food—which, for me, is the greatest reward.

From Iranian cuisine

to European techniques, Middle Eastern
spices to Asian inspiration... In your
opinion, what skills are essential for a chef
to master in multidisciplinary kitchens?

Radjabov Shah: To master multidisciplinary
kitchens, a chef needs more than just
technical knowledge-they need an open mind.
First, you must have a strong grasp of the
basics: core cooking techniques, heat control,
and balancing flavor and texture. Second,
cultural awareness is crucial: understanding

Kariyer yolculugunuzu
kisaca dinleyebilir miyiz? iran’dan baslayip
bugiin Moldova’nin baskentinde Time
Hotel'in mutfagina uzanan bu profesyonel
seriiven nasil sekillendi?

Radjabov Shah: Ailemde babam tim
kariyerini restoranlarda sef olarak gecirdi,
annem ise onun yardimcisiydi ve sicak
mutfakta asciydi. Daha ¢ocukken,
anaokuluna giderken babam beni isten alirdi
cunku genellikle ge¢ ¢cikardi. Yemek yapmaya
ve yeni lezzetler yaratmaya olan ilgim daha
o zamanlardan basladi. Gastronomiye daha
derinlemesine hakim olmak ve farkli
mutfaklarin sirlarini 6grenmek icin dinyayi
gezip cesitli tlkelerde ¢alistim. Profesyonel
kariyerim Londra’da basladi; orada Tass,
Sade, Sofra gibi Tiirk restoranlarinda,
Mexicali adli Meksika restoraninda, Adiva ve
Zangi adli Arap restoranlarinda, ayrica ingiliz
ve Pasha restoranlarinda ¢alistim. Londra’da
tanistigim yetenekli meslektaslarimdan bazilari
Turkiye'de kendi restoranlarini agti. Sonra
beni Istanbul'da Idealtepe béigesindeki Yali
restoranina davet ettiler, ardindan Bursa’daki
London House restoranina gectim. Londra'da
7 yil calistiktan sonra Rusya’ya tasindim;
Moskova ve St. Petersburg'daki restoranlarda
gorev aldim. Orada Moldova vatandasi olan
esimle tanistim ve bu ylizden Moldova’ya
yerlesmeye karar verdim. Moldova'da ¢ok
sicak karsilandim; insanlar misafirperver ve iyi
kalpli, buradaki iklimi de ¢ok seviyorum. Fisher
Club, Joli Alon, Ferma Cu Original, Maestro ve
Chaihana gibi bir¢ok restoranda yeni mendiler
hazirladim. Su anda Time Hotel, Mangal
Restoran ve Cinar Restoran’in marka sefiyim.
Time Otel'in icinde bulunan Basilico resto-
raninda yakin zamanda mendyd yeniledim.
Misafirler atmosferden ve lezzetli yemeklerden
¢ok memnun; bu benim icin en biyuk édl.

iran mutfagindan Avrupa
tekniklerine, Orta Dogu baharatlarindan
Asya ilhamina... Sizce bir sefin ¢ok disiplinli
mutfaklarda ustalagsmasi icin hangi
yetkinlikler vazgecilmezdir?

Radjabov Shah: Cok disiplinli mutfaklarda
ustalasmak icin bir sefin sadece teknik bilgiye
degil, ayni zamanda agik bir zihne de ihtiyaci
var. Ilk olarak, temel bilgileri cok iyi bilmek
gerekir: temel pisirme teknikleri, 1s1 kullanimi,
tat ve doku dengesi. ikinci olarak kiiltiirel
farkindalik 6nemli: her yemegin ardindaki
tarih, gelenek ve anlamlari kavramak. Ayrica
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the history, traditions, and meanings
behind each dish. Adaptability and
curiosity are also key-being willing to
experiment, learn from others, and try
new things. And of course, intuition
matters greatly-the ability to sense how
ingredients and techniques from
different geographies will harmonize.

uyum saglama yetenegi ve merak-
yenilikleri denemek, baskalarindan
6grenmek ve deney yapmaktan
cekinmemek gerekir. Elbette, sezgi de
cok énemli-farkli cografyalardan gelen
malzemelerin ve tekniklerin nasil uyum
saglayacagini hissetme becerisi.
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Tourism Explorer: Of all the kitchens you've
worked in, which one challenged or
transformed you the most from a technical
standpoint?

Radjabov Shah: The most technically
challenging experience | had was at a fine
dining restaurant in Europe before | came to
Moldova. Everything required absolute
precision-millimeters in cuts, seconds in
cooking. Every dish was checked multiple
times, and if there was even the slightest
deviation, you had to start over. That kitchen
taught me discipline, attention to detail, and
that perfect results are not a matter of
luck-they come from repetition and control at
every stage. Since then, I've seen the

process not as a race for speed, but as a
delicate sequence where every step matters.

Tourism Explorer: Bringing together cook-
ing techniques from different cultures in a
single menu is no easy task. How do you
create fusion without losing cultural
depth?

Radjabov Shah: For me, fusion is not a
mechanical mixing of ingredients-it's a
cultural dialogue on the plate. Before
combining two or more culinary traditions,

| study the history, philosophy, and symbolism
of the dishes-from their origins to the
seasonality of the ingredients. This helps me
understand what can be adapted and what
must remain unchanged. For example, when
using Middle Eastern spices with European
techniques, | preserve the authentic aromas
and combinations but may experiment with
texture or presentation. My goal is for the

82 TOURISM EXPLORER

Tourism Explorer: Bugiine kadar ¢alistiginiz
mutfaklar arasinda sizi teknik agidan en
cok zorlayan ya da déniistiiren hangisiydi?

Radjabov Shah: Teknik acidan en ¢ok
zorlandigim yer Moldova’ya gelmeden dnce
calistigim Avrupa’daki bir fine dining
restoraniydi. Orada her seyde tam bir
hassasiyet gerekiyordu-kesimlerde

milimetre, pisirmede saniyeler dnemliydi.

Her tabak birka¢ kez kontrol edilirdi ve en ufak
bir sapma varsa isi bastan yapmak zorunda
kalirdiniz. Bu mutfak bana disiplin, detaylara
dikkat ve mikemmel sonucun sans degil, her
asamada tekrarlama ve kontrol sonucu
oldugunu égretti. O zamandan beri streci hiz
yarisi olarak degil, her adimin énem tasidigi
hassas bir sira olarak gértyorum.

Tourism Explorer: Farkli kiiltiirlerden

gelen yemek tekniklerini tek bir meniide
bulusturmak kolay degil. Menii tasarlarken
kiiltiirel derinligi kaybetmeden bir fiizyon
yaratmak icin nasil bir strateji izliyorsunuz?

Radjabov Shah: Fiizyon benim icin
malzemelerin mekanik bir karisimi degil,
tabakta kiiltiirel bir diyalogdur. iki veya daha
fazla mutfak gelenegini birlestirmeden

once, yemeklerin tarihini, felsefesini ve
sembolizmini-yemegin kdkeninden urtnlerin
mevsimselligine kadar-égrenirim. Bdylece
neyin uyarlanabilecegini, neyin degismeden
kalmasi gerektigini anlarim. Ornegin, Orta
Dogu baharatlariyla Avrupa teknigini
kullanirken 6zgtin aromalari ve
kombinasyonlari korurum, ancak dokuyla ya
da sunum sekliyle oynarim. Amacim misafirin
hem kékenlere saygi duymasini hem de yeni
bir bakis acisi hissetmesini saglamak. Sonucta
uzlasma degil, her kiltirin parlak bicimde
duyuldugu ve birlikte yeni bir hikaye yarattigi
bir tir uyum ortaya ¢ikar.

Tourism Explorer: Time Hotel gibi
uluslararasi misafir profiline sahip bir
otelde, meniiyii hem evrensel hem de
rafine tutmak icin nasil bir denge
kuruyorsunuz?

Radjabov Shah: Time Otel gibi uluslararasi
misafir profiline sahip bir yerde meni hem
tanidik hem de benzersiz olmali. Benim
stratejim, misafirin “ilk lokmada”
anlayabilecegi tatlar yaratmak, ama

guest to both respect the origins and feel a
fresh perspective. The result is not
compromise, but harmony-where each
culture’s voice is heard clearly, creating a new
shared story.

Tourism Explorer: At an international hotel
like Time, how do you keep the menu both
universal and refined?

Radjabov Shah: In a place like Time Hotel, the
menu should be both familiar and unique.

My strategy is to create flavors that guests can
recognize at the first bite, but with depth and
a personal touch. | keep universally known
dishes—like pasta, steak, or chocolate
desserts—but never serve them in an ordinary
way. | enrich them with local products, unique
textures, and surprising spices. This way,

| balance comfort with discovery. It's very
rewarding when a guest says, “I've had this
before, but never like this.” That blend of
universality and refinement is what

brings them back.

Tourism Explorer: The plates you share on
social media are visually striking. It feels
like you're telling a story beyond taste.
What does plate design mean to you?

Radjabov Shah: For me, plating is not just the
final touch-it's a way to tell a story

without words. Every element on the plate
should have meaning: color, texture,
shape-they all work to evoke an emotion in
the guest. Visually, a dish invites you to taste
it; the flavor then reinforces the impression.

| think of the plate as a canvas, the ingredients
as paint, and the composition as the story.
Sometimes | draw inspiration from nature,
sometimes from cultural motifs, and
sometimes from a certain mood or season.
Dishes created this way don't just satisfy-they
stay in the memory as a combined visual and
culinary experience.

arkasinda derinlik ve kisisel dokunus
hissettirmek. Meniimde herkesin bildigi,
kultirler arasi taninan yemekleri
birakirrm-makarna, biftek ya da cikolatali
tath gibi-ama bunlari siradan sekilde
sunmam. Yerel driinler, 6zgtn dokular ve
surpriz baharatlarla zenginlestiririm.

Bdylece konfor ve kesif dengesi saglanir.
Misafirin restorandan “Sevdigim bir seyi ilk kez
boyle tattim” demesi benim icin ¢cok degerli;
bu evrensellik ile inceligin birlesimi misafirin
tekrar gelmesini soglar.

Tourism Explorer: Sosyal medyada
paylastiginiz tabaklar gérsel olarak
da giiclii. Lezzetin étesinde bir anlati
kurdugunuzu hissediyoruz.

Tabak tasarimi sizin icin nasil bir ifade
bigcimi?

Radjabov Shah: Yemek sunumu benim icin
sadece son dokunus degil, kelimesiz bir hikdye
anlatma seklidir. Tabaktaki her unsurun bir
anlami olmali: renk, doku, sekil... hepsi
misafirin duygusunu yaratmaya hizmet eder.
Goérsel olarak yemek, tadina bakmaya
davettir; tat ise izlenimi pekistirir. Tabloyu bir
tuval, malzemeleri boya, kompozisyonu ise
hikéye olarak dustntrim. Bazen dogadan,
bazen farkli kiltirlerin motiflerinden, bazen
de belirli bir ruh halinden veya mevsimden
ilham alirnm. Béyle dogan yemekler sadece
doyurmaz, ayni zamanda gorsel ve tat
deneyimi olarak da akilda kalir.




Tourism Explorer: In your current
position, what is the most important
message you want to give to young
culinary professionals? Is “being able to
cook any cuisine” a skill or a vision?

Radjabov Shah: | always tell young chefs:
start by honoring the ingredient and the
culture it belongs to. Don't rush to do ev-
erything at once-first, learn one cuisine
deeply, its techniques and philosophy, then
broaden your horizons. “Being able to cook
any cuisine” is certainly a skill, but without
vision, it's incomplete. Vision means seeing
the connections between traditions,
understanding how ingredients interact, and
how they can be adapted. Skill gives you
your hands; vision gives you your direction.
Without both, you can't be a true chef.

Tourism Explorer: Finally, if your life
were a menu, which cuisines would your
starter, main course, and dessert come
from?

Radjabov Shah: If my life were a menu, the
starter would come from Persian

cuisine-full of aromatic herbs, vibrant spices,
and warmth, reminding me of my roots.

The main course would be Mediterranean
cuisine-for its balance, lightness, and
harmony of diverse cultures, just like my
culinary journey. Dessert would definitely be
French cuisine-elegant and rich in fine
details, because every great ending
deserves a refined finish.

AS TOURISM EXPLORER,

WE THANK CHEF RADJABOV
SHAH-WHOSE VISION IS AS
INSPIRING AS HIS CUISINE-FOR
THIS WARM, FLAVOR-FILLED
CONVERSATION.
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Tourism Explorer: Su anki konumunuzda,
gen¢ mutfak profesyonellerine en ¢ok
hangi mesaji vermek istersiniz?

“Her mutfagi yapabilmek” bir beceri mi,
bir vizyon mu sizce?

Radjabov Shah: Genc ascilara her zaman
sunu séylerim: trtndn ve ait oldugu kaltdrdn
hakkini vererek baslayin. Her seyi birden
yapmak icin acele etmeyin; 6nce bir mutfagi,
teknigini ve felsefesini derinlemesine égrenin,
sonra ufkunuzu genisletin. “Her mutfagi
yapabilmek” elbette bir beceri, ama bu beceri
vizyon olmadan tamamlanmaz. Vizyon,
gelenekler arasindaki baglantilari
gérebilmek, malzemelerin nasil
etkilesecegini ve nasil uyarlanacagini
anlayabilmektir. Beceri ellerinizi, vizyon
yéniiniizii verir. ikisi olmadan gercek bir sef
olunmaz.

Tourism Explorer: Son olarak, Eger
hayatinizi anlatan bir menii olsaydi, giris,
ana yemek ve tatlh hangi mutfaklardan
olurdu?

Radjabov Shah: Eger hayatim bir menu
olsaydi, baslangic kismi k6kenlerimi
hatirlatan aromatik otlar, canli baharatlar
ve sicaklikla dolu Pers mutfagindan

olurdu. Ana yemek olarak Akdeniz mutfagini
secerdim-denge, hafiflik ve farkli kiiltdrlerin
bir arada uyumunu temsil ettigi icin, tipki
gastronomideki yolculugum gibi. Tatli ise
kesinlikle Fransiz mutfagindan olurdu;

zarif, ince detaylarla dolu, ¢ctinki her basarili
final inceliklerle tamamlanmayi hak eder.

TOURISM EXPLORER OLARAK, MUT-
FAGIYLA OLDUGU KADAR VIZYONUY-
LA DA ILHAM VEREN SEF RADJABOV
SHAH’A, BU SAMIMI VE LEZZET DOLU
SOHBET ICIN TESEKKUR EDIYORUZ.
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How the Telegram Bot HelloOtel
Guest Assistant Increases Guest Loyalty
and Direct Bookings

Guest Assistant

Using the example of Kilikya
Palace hotel, we examine how the
HelloOtel Guest Assistant solution
changes the guest experience and

becomes a marketing tool.

In the context of growing competition
on the Turkish coast, hotels are looking
for ways not just to meet guest
expectations but to anticipate them.
One key tool in achieving this goal is a
digital concierge system integrated into
the messaging apps that guests

are already using. Kilikya Palace
demonstrates how this technology
works in practice through its
implementation of the

HelloOtel Guest Assistant bot.

A POWERFUL ASSISTANT

ON YOUR PHONE

HelloOtel Guest Assistant is not just a
chat bot, but a multifunctional assistant
that solves several critically important
tasks for the hotel:

Direct Line with Guests: Guests can
find out about check-in procedures,
hotel services, or promotions at any
time without waiting for a reception

response. This reduces staff workload
and increases service efficiency.
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Telegram Botu HelloOel
(uest Assistan,

Miscifir Saclakaii ve
Direkt Rezervasyonlar
Nasil Arinivor?

Kilikya Palace oteli 6rneginde,
HelloOtel Guest Assistant
¢6ziimiiniin misafir deneyimini nasil
degistirdigini ve pazarlama araci
haline geldigini inceliyoruz.

Tirkiye kiyilarinda artan rekabet
ortaminda oteller, misafir beklentilerini
yalnizca karsilamanin 6tesine gecerek
onlar1 6nceden tahmin etmenin yollarini
ariyor. Bu hedefe ulasmada kilit araglardan
biri de, misafirlerin zaten kullandigi
mesajlasma uygulamasina entegre edilmis
dijital konsiyerj sistemi oluyor.

Kilikya Palace, HelloOtel Guest Assistant
botu érnegi lizerinden bu teknolojinin
pratikte nasil calistigini gésteriyor.

TELEFONUNUZDA GUGCLU BIR YARDIMCI
HelloOtel Guest Assistant sadece bir soh-
bet botu degil, otel icin kritik 6neme sahip
birden fazla gérevi yerine getiren ¢ok islevli
bir yardimci:

Misafirle Dogrudan iletisim:

Misafirler, resepsiyondan yanit beklemeden
giris prosedirleri, otel hizmetleri veya
kampanyalar hakkinda her an bilgi
alabiliyor. Bu, personel yukuni azaltiyor ve
hizmetin hizini artiriyor.

Misafir Deneyiminin Iyilestirilmesi: Bot,
misafirlere 7/24 destek sagliyor.

Enhancing the Guest Experience:

The bot provides 24/7 support, allowing
early detection of guest issues and
requests, which significantly

increases the likelihood of timely
resolution. Guests can make restaurant
reservations, schedule SPA
appointments, request transfer
services, and even find friends in the
hotel through the Guest Assistant.

The integrated instant translation
feature makes the service comfortable
for an international audience.

Marketing and CRM Tool:

The bot instantly collects survey data
regarding guest preferences and
integrates it into the hotel's CRM
system. This enables targeted
campaigns, room upgrade offers,
and encourages repeat bookings,
thereby reducing reliance

on OTAs (online travel agencies).

Bu, misafirlerin sorun ve taleplerinin erken
tespit edilmesine yardimci olarak, ¢bziilme
olasiligini 6nemli élctde artiriyor.

Guest Assistant uzerinden restoranlarda
masa rezervasyonu yapilabiliyor, SPA
uygulamalari icin randevu alinabiliyor,
transfer hizmeti talep edilebiliyor hatta
otelde yeni arkadaslar bulunabiliyor.
Entegre anlik ceviri 6zelligi sayesinde
hizmet, uluslararasi misafirler icin de son
derece konforlu hale geliyor.

Pazarlama ve CRM Araci:

Bot, misafirlerin tercihleriyle ilgili anket
verilerini aninda toplayarak bu bilgilerin
CRM sistemine entegre edilmesini sagliyor.
Bu sayede hedefe yonelik kampanyalar
yapilabiliyor, oda yiikseltme teklifleri
sunulabiliyor ve tekrar rezervasyonlar tesvik
edilerek OTA’lara olan bagimlilik azaltiliyor.
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RELEVANCE FOR THE TOURISM

BUSINESS: WHY THIS SYSTEM IS
PARTICULARLY SUCCESSFUL

IN ANTALYA?

Given the intense competition in the
Antalya and Kemer regions,
digitalization of services has become
a key differentiator. The HelloOtel
Guest Assistant addresses the
following challenges:

Multilingual Support: Guests from
CIS countries, Europe, and Asia receive
assistance in their native languages.

Resource Optimization: The 24/7
operation of the bot eases the workload
on staff during peak hours and at night.

Creating “Smart” Hospitality: Guests
feel genuinely valued thanks to
personalized attention, which directly
increases loyalty and positive reviews.

Development Prospects: From
automation to artificial intelligence

To get the most benefit, the bot's
functionality can be expanded. Key
areas include deep integration with

PMS (Property Management System)
to automatically obtain booking data,
launching automated trigger messages
(before check-in, during stay, and after
check-out), and implementing Al
elements to handle complex requests.
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TURIZM SEKTORU iCIN ONEMI:

PEKI NEDEN BU SISTEM OZELLIKLE
ANTALYA'DA BASARILI?

Antalya ve Kemer bélgesi, konaklama
sektoriinde yogun rekabete sahip
oldugundan, hizmetlerin dijitallesmesi
onemli bir farklilastirici oluyor. HelloOtel
Guest Assistant su sorunlari ¢ozuyor:

Cok Dilli Hizmet:

BDT tlkeleri, Avrupa ve Asya’dan gelen
misafirlere kendi dillerinde hizmet
sunuluyor.

Kaynak Optimizasyonu:

Botun 7/24 aktif olmasi, ozellikle yogun
saatlerde ve gece vardiyalarinda
calisanlarin yikund hafifletiyor.

“Akilli” Konukseverlik Anlayisi:
Misafir, kendisine gésterilen 6zen ve
kisisellestirilmis yaklasimla otelde
gercekten deger gorduguni hissediyor;
bu da dogrudan sadakati ve olumlu
yorumlari artiriyor.

Gelisim Perspektifi:
Otomasyondan yapay zekéa destekli
hizmetlere dogru ilerleyen bir déniistim.

Maksimum verim elde etmek icin

botun islevselligi genisletilebiliyor.

Bu kapsamda éne ¢ikan baslica alanlar
arasinda, rezervasyon verilerinin otomatik
olarak alinabilmesi icin PMS (Property
Management System) sistemleriyle daha
derin bir entegrasyon saglanmasi,
konaklama o6ncesi, sirasinda ve
sonrasinda otomatik tetiklenen mesajlarin
devreye alinmasi ve karmasik taleplerin
islenmesi icin yapay zek@ unsurlarinin
entegrasyonu yer aliyor.

BUSINESS IMPACT:

WHAT DOES THE HOTEL GAIN?
Implementing a digital concierge
leads to measurable results:

+ Growth in direct bookings through
personal communications.

+ Reduction in operational costs
for handling standard requests.

+ Increased guest satisfaction and
improved online ratings.

+ Increased guest return rates
thanks to targeted marketing.

HelloOtel Guest Assistant

is a ready-made solution for hotels look-
ing to strengthen their service potential
and marketing. As the example of Kilikya
Palace shows, such a bot becomes not an
addition but a full part of the philosophy
of modern hospitality, where digital com-
fort is valued as highly as service quality
and room standards.

For inquiries regarding implementation
and configuration of the bot at your
hotel, please contact HelloOtel
Turbomarketing.
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IS ETKISI:

OTEL NE KAZANIYOR?

Dijital konsiyerj sisteminin uygulanmasi
ol¢dlebilir sonuglar doguruyor:

+ Kisisellestirilmis iletisim sayesinde dogrudan
rezervasyonlarda artis.

+ Standart taleplerin otomatik olarak
karsilanmasiyla operasyonel maliyetlerde
azalma.

+ Misafir memnuniyetinde ylikselme ve
cevrimici puanlamalarda iyilesme.

+ Hedeflenmis pazarlama sayesinde
misafirlerin tekrar gelme oraninin artmasi.

HelloOtel Guest Assistant

hizmet potansiyelini ve pazarlama giiciinii
artirmak isteyen oteller icin hazir bir ¢6ziim
sunuyor. Kilikya Palace érneginde géruldugi
gibi, bu tur bir bot yalnizca bir eklenti degil,
modern misafirperverlik anlayisinin

ayrilmaz bir par¢asi haline geliyor; dijital
konfor, sunulan hizmetlerin ve oda kalitesinin
onemi kadar degerli hale geliyor.

Botun otelinizde uygulanmasi ve
yapilandirilmasiyla ilgili konular icin HelloOtel
Turbomarketing ile iletisime gecebilirsiniz.

|
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REVIEW FROM THE GUEST RELATIONS MANAGER AT KILIKYA

PALACE
Since implementing the HelloOt

September 2025, our hospitality philosophy has reached
a new level. For me, as a manager, it was not justa technology

innovation but a true transformation of service.

The system proved that digitalization does not depersonalize
interaction but rather deepens it. Guest Assistant took on routine
tasks such as service orders, translations, and flight monitoring,
allowing my team to focus on the most valuable thing-authentic
and personal communication with guests. We are not removing

e enhancing it.

el Guest Assistant system in

the human element; we ar
on, which removes language barriers, and the

social platform for networking, which creates a unique social atmosphere in the hotel,
have been particularly valuable to us. Guests are often surprised at how natural and

personalized the interaction with the assistant feels.

HelloOtel Guest Assistant has become the “digital heart” of Kilikya Palace, ABO UT DES
beating in rhythm with our hospitality and making our guests’ stay at the hotel '

truly unforgettable. E RT ROS E

Features such as instant translati

Eﬁ::ﬁﬂfmg the stunning coast of Egypt's Red Sea and only
2 a»a;z axfulrav from Hurghada International Airport, Desert
L e o pemnn:;:cv-n:n:‘d S-star all inclusive resort that embodies
ouch of its founders. Eve i
. Every corner carries the
;ujlrl*Tat: ;2: tho ug?tfulness of a place lovingly crafted, where
se our founders’ unique taste ;
: ! and dee i
to genuine, personalized hospitality. ik

Hakan Tirkmen

Kilikya Palace Hotel, Guest Relations Manager

HelloOtel Gue '

‘ St Assistant, Kili

el ssistant, Kilikya Pala: i ici

misafirperverligimizin ritmiyle atanCSeC/)(l::L:/i;n C’mdem i
arimizin ol

unutul ‘ -
maz bir deneyime déndistiron //;;)rnkcg;fmasm/ gercekten

Saygilar,
Hakan Tij oo
Tdrkmen Misafir liskileri Miidiirii
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Istanbul Poised to
Become Europe’s

MICE Hub in 2026

[stanbul, 2026 cla Avrupc nin
MICE Ussti Olmayva Hazirlcruvor
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From state-of-the-art congress istanbul, kongre salonlarin-
centers to Bosphorus-view dan Bogaz manzarali toplanti
meeting rooms, Istanbul is odalarina uzanan yeni

making bold new investments yatirimlarla, kiiresel MICE

to secure its place among the pazarinda adni ilk siralara

top names in the global MICE yazdirmaya hazirlaniyor.
market.

According to data from the Tur{ay.e Turlz.m Tanitim ve o
Tiirkiye Tourism Promotion and Gelistirme Ajansi (TGA) verilerine

Development Agency (TGA), gore Istanbul, 2025'te LG : I = i
istanbul saw an 18% increase in dizenlenen uluslararasi kongre s ’ L v - g
the number of international sayisinda %18’lik artis kaydetti. = 15 ""i; T R ot e 11T
congresses held in 2025. Ozellikle finans, saglik ve al ] o dis = '
Large-scale events in the finance, teknoloji sektorlerinde
healthcare, and technology sectors el :
in particular boosted the city’'s MICE ger%ek/e/;en b%qu;\)ﬂllgggh lirini
revenue to $1.2 billion. top ar_'t’ ar, senhrin gelrini
1,2 milyar dolara tasid.. : | =
NEW VENUES, NEW STANDARDS ) e Y il e
Alongside the Hali¢ Congress YENI MEKANLAR, — : o B e
Center and Istanbul Congress YENI STANDARTLAR R ] - s : .
Center, two major openings are Halic Kongre Merkezi ve istanbul ' . L ] = \ -y

i
3 ol Vo

scheduled for 2026: the Galataport
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Conference Hall and the Atakoy
International Event Complex. Both are
designed to surpass European
standards in architecture and
technological infrastructure. Industry
experts believe these additions will
bring istanbul closer to earning the title
of “Capital of Congresses.”

THE ERA OF HYBRID EVENTS

The post-pandemic shift in event
dynamics has placed hybrid models at
the forefront of istanbul’s MICE
investments. Events now cater not only
to in-person attendees but also to
virtual audiences. New venues are be-
ing equipped as standard with
high-speed fiber internet, 8K
broadcast infrastructure, interactive
voting systems, and simultaneous
translation booths. This ensures
seamless integration for participants
joining from across continents into a
single congress in istanbul.

The appeal of the hybrid model lies

not only in accessibility-it also offers
data-driven marketing opportunities.
Event organizers can analyze online
attendee viewing times, engagement
rates, and session preferences to
design future events more strategically.
This provides sponsors and destination
marketers with far more precise
targeting capabilities.
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Kongre Merkezi'ne ek olarak 2026'da
acilacak olan Galataport Konferans
Salonu ve Atakdy Uluslararasi Etkinlik
Kompleksi hem mimari tasarim hem

de teknolojik altyap! agisindan Avrupa
standartlarini asmayi hedefliyor. Sektér
uzmanlari, bu yatirimlarin istanbul’u
“kongreler baskenti” konumuna
yaklastiracagini belirtiyor.

HIBRIT ETKINLIK DONEMI

Pandemi sonrasi degisen etkinlik
dinamikleri Istanbul'daki MICE
yatirimlarinda hibrit modelin 6n plana
¢itkmasina yol acti. Organizasyonlar
artik yalnizca fiziksel katiimcilara degil,
sanal izleyicilere de hitap ediyor. Yeni
salonlarda yliksek hizli fiber internet,
8K yayin altyapisi, interaktif oylama
sistemleri ve simultane ceviri kabinleri
standart hale geldi.

Boylece farkl kitalardan ayni anda
baglanan katiimcilar, istanbul'daki bir
kongreye kesintisiz sekilde entegre
olabiliyor.

Hibrit modelin cazibesi bir tek erisim
kolayligi degil elbette, bu model ayni
zamanda veri odakli pazarlama
imkanlari da sunuyor. Etkinlik
organizatérleri, cevrimici katiimcilarin
izleme sureleri, etkilesim oranlari ve ilgi
duyduklari oturum basliklari gibi
verileri analiz ederek sonraki
etkinliklerin tasarimini daha stratejik
bir sekilde planliyor. Bu da hem
sponsorlara hem de destinasyon
pazarlamacilarina daha net hedefleme
olanagi sagliyor.

OTEL SEKTORUNDE KAPASITE ARTISI
VE REKABET

MICE turizminin bdyimesiyle

birlikte istanbul'un otel kapasitesi de
genisliyor. 2025'in ilk yarisinda

HOTEL CAPACITY GROWTH AND
RISING COMPETITION

The growth of MICE tourism is also
driving an expansion in istanbul's hotel
capacity. In the first half of 2025 alone, 18
new hotels opened, nine of which were
purpose-built for congress and meeting
tourism. Five-star hotels are equipping
their 500-1,000-person

meeting halls with hybrid event
technologies to attract a wider corporate
clientele.

Areas such as Zincirlikuyu, Maslak, Halig,
and Atakoy stand out for their proximity
to both financial centers and new
congress facilities.

SUSTAINABILITY-FOCUSED
INVESTMENTS

Beyond technology and capacity, new
MICE facilities aim to meet international
sustainability standards. LEED-certified
buildings, solar panels, rainwater
harvesting, and waste management
systems are now essential features in
investment plans. This trend is
particularly appealing to European
event organizers, as many international
brands now prefer destinations

that minimize their carbon footprint.

Green-certified properties
are also becoming a decisive
factor for global organizers
when selecting
destinations.

18 yeni otel faaliyete gecti, bunlarin
dokuzu dogrudan kongre ve toplanti
turizmine yonelik tasarlandi. Beg yildizli
oteller, 500-1.000 kisilik toplanti
salonlarini hibrit etkinliklere uygun
teknolojilerle donatarak kurumsal misteri
portféyiini genisletiyor.

Ozellikle Zincirlikuyu, Maslak, Hali¢ ve
Atakdy bélgeleri hem finans merkezlerine
hem de yeni kongre tesislerine yakinhgiyla
MICE otelcilik yatirimlarinda éne ¢ikiyor.

SURDURULEBILIRLIK

ODAKLI YATIRIMLAR

Yeni MICE tesisleri, teknoloji ve kapasite
agisinin 6tesinde sdrddrdlebilirlik kriterleri
agisindan da uluslararasi standartlari
yakalamayi hedefliyor. LEED sertifikali
binalar, giines panelleri, yagmur suyu
geri kazanimi ve atik yonetim sistemleri
artik yatirim dosyalarinin vazgecilmez
maddeleri arasinda. Bu durum ézellikle
Avrupa pazarinda etkinlik diizenleyen
organizatérler icin Istanbul'u daha cazip
hale getiriyor, zira bir¢cok uluslararasi
marka artik karbon ayak izini minimize
eden destinasyonlari tercih ediyor..

EKONOMIK KATKI VE STRATEJIK ETKI
MICE segmenti, sehir ekonomisine
dogrudan ylksek katma deger sagliyor.
TGA’nin 2025 raporuna gére bir kongre
katilimcisinin istanbul’da harcadig
ortalama tutar, tatil amacgli bir turistin
uc¢ kati. Bu harcamalar yalnizca
konaklama ve etkinlik kayit lcretleriyle
sinirli kalmiyor; gastronomi, alisveris,
kulttrel aktiviteler ve ulasim sektérlerine
de ciddi bir ekonomik canlilik
kazandiriyor.

Yesil sertifikali tesisler, kiiresel
organizatorlerin destinasyon
seciminde belirleyici rol oynuyor.

TOURISM EXPLORER

95



" éf'ETn'HHUL B'u"f'uh

LFEHIR RELEDATRE

ISTANBUL KONGRE MERLET

2026 AND BEYOND

istanbul's 2026 goals include ranking
among the world’s top five international
congress cities, hosting over 500
large-scale events annually, and raising
MICE revenues to $2 billion. Industry
representatives expect the city to gain
greater prominence, particularly in
healthcare, technology, finance, and
creative industries-themed events.

In addition, strengthening the city’s
digital event infrastructure and
expanding global promotional
campaigns are expected to solidify
istanbul’'s brand value in the MICE
market for the long term.

2026 VE OTESI

[stanbul’'un 2026 hedefleri arasinda
uluslararasi kongre sehirleri
siralamasinda ilk bese girmek, yilda
500den fazla blytk 6lcekli etkinlik
dizenlemek ve MICE gelirlerini 2 milyar
dolar seviyesine tasimak bulunuyor.
Sektér temsilcileri ézellikle saglik,
teknoloji, finans ve yaratici enddstriler
temali etkinliklerde istanbul'un daha
fazla s6z sahibi olacagi goérisinde.

Buna ek olarak, sehrin dijital etkinlik
altyapisinin giiclendirilmesi ve kiresel
tanitim kampanyalarinin artirilmasiyla
[stanbul’'un MICE pazarindaki marka
degerinin kalici hale gelmesi bekleniyor.

INFO@MOLDPALACERESQRT.COM

Old Palace Resort

SAHL HASHEESH
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WHERE'S NEXT?

N o el [ ] i By 4B i
Breathtaking views

Old Palace Resort Sahl Hasheesh is a 5-star beachfront escape where
timeless elegance meets the beauty of the Red Sea.
Set on a wide private sandy beach with stunning turquoise water, the
resort offers spacious rooms, exceptional dining, vibrant entertainment,
and warm hospitality that makes every stay unforgettable.

Crystal-clear water

WWW.OLDPALACERESORT.COM



The New Codes of
Human Resources

In Tourism

Who Will Be the Tourism
Professional of the Future?

Turizmcle Insan kevnaguun Yeni Kocllarn

(;clecegin urizm profesvoncl Kim olacak?

The tourism sector is being redefined not only by destinations but also by the
human resources that drive them. As 2026 approaches, hotel chains, academies,
and educational institutions are focusing on the profile of the “new talent.” To-
day's sought-after employee is no longer just a worker—they are digitally literate,
capable of transforming the guest experience, and a versatile professional with
expertise spanning gastronomy to MICE.

Turizm sektori sadece destinasyonlarla degil, o destinasyonlari tasiyacak insan
kaynagiyla da yeniden tanimlaniyor. 2026’ya dogru giderken, otel zincirleri,
akademiler ve egitim kurumlari “yeni yetenek profili” tizerine ¢alisiyor. Clinki bugiin
aranan calisan sadece dimdiiz “calisan” degil, dijitallesmeye héakim, hizmet
deneyimini dénusttirebilecek, gastronomiden MICE’e kadar ¢ok yonli yasayan

bir profesyonel.
&
-
i
;‘. —
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EDUCATIONAL
INSTITUTIONS AND
ACADEMIC PREPARATION

The number of universities and vocational
schools offering tourism and hotel
management programs in Turkiye is
increasing. Programs like “Tourism &
Hotel Management” at higher education
institutions focus on transforming
theoretical knowledge into practical skills.
Yet employment data still highlights a no-
table shortage of qualified workforce.

Approximately 2.64 million people are
employed in Turkiye’s tourism sector,
representing 9.4% of the country’'s total
employment. This underscores the critical
role of educational institutions not just

in numbers but in producing high-quality
talent.

Academies are updating curricula to meet
modern requirements. Modules such as
gastronomy, digital marketing, and MICE
management are being integrated,
reflecting a shift beyond traditional
reception and housekeeping roles.

HOTEL CHAINS AND
WORKFORCE EXPECTATIONS

Chain hotels are updating their talent
criteria to align with the new era. This
indicates that the “basic service” paradigm
is being replaced by “experience creation”
and “brand representation.” Graduating
from an academic program alone is no
longer sufficient; employees are expected
to bring multifaceted skills that add value
to hotel operations.

Academic studies show that talent
management practices in five-star hotels
significantly impact job satisfaction.
Employees provided with skill
development opportunities report
higher satisfaction, highlighting that staff
development programs in hotel

chains have moved from being a
“nice-to-have” to a “must-have.”
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EGITIM KURUMLARI

VE AKADEMIK HAZIRLIK

Tirkiye'de turizm-otelcilik yonetimi
alaninda egitim veren (niversite ve
meslek ytiksekokullari sayisi artiyor.
Ornegin “Tourism & Hotel Manage-
ment” programlari ortaOyliksekdgre-
timde 6grencilerin teorik bilgiyi pratige
dénustirmesine odaklaniyor. Ancak
istihdam verileri hala dikkat cekici bir
“nitelikli isgtict eksikligi” gostergesi
tasiyor.

Tirkiye'de turizm sektoriindeki
istihdamin yaklasik 2,64 milyon kisi
oldugunu, bunun Glke toplam
istihdaminin %9,4’tine denk geldigini
ortaya koyuyor. Bu baglamda, egitim
kurumlarinin yalnizca nicelik degil, nitelik
uretimi bakimindan kritik bir rol
ustlendigi gérdliiyor.

Akademilerde ise ¢cagdas

gereksinimler dogrultusunda
miifredatlar yenileniyor. Ornegin
gastronomi egitimi, dijital pazarlama

ve MICE ybnetimi gibi moddiller
programlara entegre edilmeye baslandi.
Bu gelisim, sektérde “geleneksel
resepsiyon-kat hizmetleri” is taniminin
Otesine gecildigini gésteriyor.

OTEL ZINCIRLERI VE

INSAN KAYNAGI BEKLENTILERI

Zincir otel isletmeleri, yeni déneme uygun
yetenekler icin kriterlerini gtincelliyor.
Sektérde “temel hizmet” paradigmasinin
yerini “deneyim dretimi” ve “marka
temsilciligi”ne birakmakta oldugunun
gostergesi. Egitim kurumlarindan mezun
olmak artik yeterli degil, otel
operasyonlarinda deger katacak ¢cok
yonli beceriler talep ediliyor.

Akademik arastirmalarda, bes yildizli otel
isletmelerinde yetenek yénetimi uygu-

EMERGING SEGMENTS:
MICE, GASTRONOMY,
DIGITAL MARKETING

The sector’s transformation around new
products is shaping the workforce profile:

MICE (Meetings, Incentives,

Conferences, Events):

Demand from domestic and

international markets is increasing, requiring
staff skilled in event management, logistics
coordination, and digital event solutions.

Gastronomy-focused tourism:

Luxury hotel restaurant management,

global presentations using local ingredients,
and “chef-branded” experiences are becoming
part of tourism investment. Roles are evolving
from traditional chef positions to “brand chef”
or “experience chef.”

Digital marketing and data analytics:

Key skills include social media management,
experience design using metadata,

and data-driven guest profiling.

These three segments are the priority areas in
workforce transformation, with educational
programs adapting in parallel.

SKILLS GAP AND
EMPLOYMENT CHALLENGES

Chronic workforce issues persist: insufficient
education levels, high employee turnover,

and informal employment. Tourism enterprises
are increasingly employing foreign workers due
to difficulty finding qualified local talent,
emphasizing the importance of accelerating local
workforce development.

From an employer’s perspective, attracting the
right talent is as critical as retaining it. Training
and development programs emerge as key

lamalarinin is tatmini tzerindeki

etkisini ortaya koyuyor. Belgeye gére
“calisanlarin beceri gelistirme firsatlari”
sunulan isletmelerde is tatmini anlamli sekilde
yuksek. Bu da otel zincirlerinde ¢calisan gelisim
programlarinin artik “iyiye” degil “gereklilige”
doéndstiugind isaret ediyor.

YUKSELEN SEGMENTLER: MICE,
GASTRONOMI, DIJITAL PAZARLAMA

Turizm sektéru yeni driinler lzerine kurulu
doénusium gegiriyor ve bu degisim insan kaynagi
profilini sekillendiriyor.

MICE (kongre & etkinlik) segmenti biiyiiyor:
I¢ pazardan ve dis pazardan gelen
toplanti-etkinlik talepleri artarken, bu alanda
calisanlarin organizasyon y6netimi,

lojistik koordinasyon ve dijital etkinlik ¢6zimleri
konusunda bilgi sahibi olmasi bekleniyor.

Gastronomi odakli turizm yiikseliyor:

Liks otellerin restoran yoénetimi, yerel
urdnlerle global sunum, “sefin markasi” turizm
yatiriminin parc¢asi haline geliyor.

Bu durumda ilgili pozisyonlar klasik
asci-mutfak degil; “marka sefi” veya “deneyim
sefi” gibi roller barindiriyor.

Dijital pazarlama ve veri analitigi,

turizm sektértinde anahtar beceriler arasinda
yer aliyor. Sosyal medya ydnetimi, meta
verilerle deneyim tasarimi ve veri odakli misafir
profili olusturma gibi gérevler, yeni is
tanimlarinin merkezinde.

Bu l¢ segment, insan kaynagi dénistimunde
oncelikli alanlar haline geliyor. Egitim
kurumlari da buna paralel olarak
programlarini adapte ediyor.

NITELIK ACIGI VE

ISTIHDAM ZORLUKLARI

Turizm sektériinde insan kaynagiyla ilgili
kronik sorunlar hala var: Yetersiz egitim seviye-
si, yuksek isgtict devir hizi, kayit disi istihdam.
Turizm isletmeleri “nitelikli isgticii bulamama”
nedeniyle yabanci is¢i istihdamina yéneliyor.
Bu durum, yerel isgtcu gelisiminin hizini
artirmanin 6nemini ortaya koyuyor.

Isverenler acisindan bakildiginda, pozisyonlara
uygun yetenegin cekilmesi kadar, bu yetenegin
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drivers of employee satisfaction, improving
service quality and building brand loyalty.

THE TOURISM
PROFESSIONAL OF THE FUTURE

The new talent profile includes
individuals who are:

Multilingual, or at least fluent in one
foreign language,

Digitally literate with strong data skills,

Able to design and enhance the
guest experience,

Possess versatile operational knowledge
(accommodation, F&B, events), and
committed to continuous learning.

This profile should be defined not merely as

an “employee” but as a “value-creating
professional.” Educational institutions, hotel
groups, and sector associations must collaborate
to nurture this new talent.

In the next three years, criteria such as weekly
data analysis, guest experience scoring, and
digital transformation training are expected to
become standard in employee selection.

THE SECTOR'S NEW CAPITAL:
HUMAN RESOURCES

In tourism, human resources are becoming as
strategic as the destinations themselves.

A well-functioning transformation across
education, talent, and product points not just
to strong facilities but to strong employees.
The tourism professional of the future is being
trained with a perspective beyond traditional
definitions, ready to work. Capturing this shift
will be key to the sector’s sustainable growth.

102 TOURISM EXPLORER

elde tutulmasi da kritik. Egitim-gelistirme
programlari, ¢calisan memnuniyetini artiran bir
faktor olarak éne cikiyor. Béylece hem hizmet
kalitesi yiikseliyor hem de marka bagliligi
olusuyor.

GELECEGIN TURIZM PROFESYONELI
KIM OLACAK?
Yeni yetenek profili sdyle sekilleniyor:

Cok dilli ya da en az bir yabanci dil bilen,

Dijital sistemlere hakim, veri okuryazarligi
yuksek, Misteri deneyimini tasarlayabilen,

Cok yonlii operasyon bilgisi (konaklama,
yeme-icme, etkinlik) ve Siirekli 6grenme odakli.

Bu profil, sadece “calisan” degil, “katma deger
yaratan profesyonel” olarak tanimlanmall.
Egitim kurumlari, otel gruplari ve sektérel
dernekler birlikte hareket ederek bu yeni
yeteneklerin gelisimini desteklemeli.

Ozellikle gelecek tic yil icinde, sektérde “haftalik
veri analizi”, “misafir deneyim skorlari”, “dijital
dénusim egitimi” gibi kriterlerin ¢alisan

seciminde standart hale gelmesi bekleniyor.

SEKTORUN YENI SERMAYESI:

DESTINASYON DEGIL, ONU VAR EDEN INSAN.
Turizmde insan kaynagi, destinasyon kadar
stratejik bir varlik haline geliyor. Egitim-ye-
tenek-urtin Uclisu icinde dogru isleyen bir
dénusum, yalnizca kuvvetli tesislere degil,
kuvvetli calisanlara sahip yapilara isaret ediyor.
Gelecegin turizm profesyoneli, klasik tanimlari
asan bir perspektifle egitiliyor ve calismak tzere
bekliyor. Bu degisimi yakalamak, sektoriin
surddrdlebilir blyidmesinin anahtari olacak.
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Your Trusted Partner in Egypt

Bal HafaemsHbA NapTHep Ha
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Our mission is to connect travel
agencies with premier hotel
discounts in Egypt, ensuring
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The rise of Turkish tourism cannot

be measured by statistics alone; the
true value lies in the vision guiding its
growth. Development that is not
supported by the preservation of
natural resources, the safeguarding
of cultural heritage, and the
empowerment of local communities
cannot be sustained into the future.
Transforming the Accommodation
Tax into a strategic sustainability fund
could provide Turkey not only with
economic gains but also a significant
global reputational advantage.”

A RECORD-BREAKING

SECTOR

In the first half of 2025, Turkey
reinforced its strong tourism
performance with a 15% growth
compared to the previous year.

By the end of the year, the country is
expected to host over 65 million visitors
and generate more than $55 billion in
revenue. While increasing its share in
the global tourism market, the sector
also makes a substantial contribution to
the national budget. For example, in just
the first eight months, Accommodation
Tax revenues exceeded 2 billion TL. This
figure highlights an opportunity:

if directed appropriately, the Accommo-
dation Tax could evolve into a
transformative financing mechanism for
sustainability projects.
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Tirkiye turizminin yikselisi salt
istatistiklerle 6lctilemez; asil deger,
bu buyimenin hangi vizyonla
surddrileceginde gizli. Dogal
kaynaklarin korunmasi, kiltirel
mirasin yasatiimasi ve yerel
topluluklarin kalkinmasiyla
desteklenmeyen bir gelisim, gelecege
aktarilamaz. Konaklama Vergisi’'nin
stratejik bir surdurulebilirlik fonuna
dénusturilmesi, Turkiye'ye yalnizca
ekonomik degil, kiresel dlcekte itibari
bir avantaj da kazandirabilir.

REKORLAR KIRAN BIR SEKTOR
Turkiye, 2025'in ilk yarisinda bir
onceki yila kiyasla %15'lik blyime
kaydederek turizmdeki guiclii
performansini pekistirdi. Yil sonunda
65 milyonu askin ziyaretcinin (lkeye
gelmesi ve 55 milyar dolari asan
gelir elde edilmesi 6ngordiliiyor.
Sektér, kuresel turizm pastasindaki
payini artirirken devlet bltcesine de
ciddi bir katki sagliyor. Oyle ki sadece
yilin ilk sekiz ayinda Konaklama
Vergisi'nden elde edilen gelir 2 milyar
TLyi ge¢cmis vaziyette.

Bu rakam, aslinda bir firsati isaret
ediyor: sayet dogru sekilde

THE PRICE OF SUCCESS:
TOURISM’'S ECOLOGICAL
AND SOCIAL FOOTPRINT

Tourism is one of Turkey's strongest
economic drivers. However, behind the
rising graphs lies a fact that should not

be overlooked: every visitor leaves an
impact on natural resources and local
life that is difficult to reverse.

Studies reveal that water consumption
in tourist areas increases dramatically.
The daily water use of an average
tourist is three to five times that of a
local household. This poses a serious
risk, particularly for coastal cities
experiencing water stress. Similarly,
waste generation in accommodation
and gastronomy facilities can rise
30-50% during peak season.

From solid waste to food waste, plastic
use to energy consumption, the hidden
costs of tourism accumulate across

a wide spectrum.

On the social side, heavy tourist flows
significantly affect the daily lives of local
residents. Rising rents, social pressure,
and infrastructure strain are factors that
overshadow tourism’s economic
benefits. Therefore, it is critical that
tourism revenues are used not only to
support growth but also to ensure
ecological restoration and

social balance.

The sustainability of a destination is
measured not only by the revenue
generated from tourism but also

by how that income is invested in
environmental restoration, natural
resource renewal, and the quality of life
of local communities. In Turkey’'s new
vision, maintaining this balance will lay a
lasting foundation for sectoral growth.

A STRATEGIC VISION
FOR TURKEY

Transforming the Accommodation Tax
into a transparent, accountable fund
directly allocated to sustainability
projects would be a critical step for the
future of the sector. Such a fund could:

yo6nlendirilirse, Konaklama

Vergisi surddurdlebilirlik projeleri icin
dondstdrdcu bir finansman
mekanizmasina evrilebilir.

BASARININ BEDELI: TURIZMIN
EKOLOJIK VE SOSYAL AYAK izi
Turizm, Tirkiye’nin en gicli

ekonomik lokomotiflerinden biri.
Ancak ylikselen grafiklerin ardinda
g6zden kacirilmamasi gereken bir
gercek var ki, o da her gelen
ziyaret¢inin dogal kaynaklar ve yerel
yasam uzerinde geri donddriilmesi gli¢
etkiler biraktigi.

Arastirmalar, turistik bolgelerde su
tuketiminin dramatik bicimde arttigini
ortaya koyuyor. Ortalama bir turistin
gunlik su ihtiyaci, yerel bir hanenin
tuketiminin 3 ila 5 katina ulasiyor.
Bu, 6zellikle su stresi yasayan Kiyi
kentleri icin ciddi bir risk anlamina
geliyor. Benzer sekilde, konaklama ve
gastronomi tesislerinde atik miktari
yogun sezonda %30 ila %50 arasinda
artis gosteriyor. Kati atiktan gida
israfina, plastik kullanimindan enerji
tuketimine kadar genis bir yelpazede
turizmin gérinmeyen maliyetleri
birikiyor.

Sosyal boyutta ise yogun turist akisi
yerel halkin yasam standartlarini
blyuk dlciide etkiliyor. Artan kira
fiyatlari, toplumsal baski ve altyapi
tzerindeki yuk, turizmin ekonomik
kazanimlarini géigeleyen unsurlar
arasinda. Dolayisiyla, turizm
gelirlerinin yalnizca buyimeyi
desteklemek icin degil, ekolojik
restorasyon ve toplumsal dengeyi
saglamak icin de kullanilmasi kritik
Onem tasiyor.

Bir destinasyonun sdrddrulebilirligi,

turizmden elde ettigi gelirin yani sira
bu gelirin ¢evresel onarim, dogal
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Protect the Environment: Directly
finance coastal cleanup, marine
ecosystem protection, and innovative
waste management initiatives.

Enhance Brand Value: Position Turkey
not only as a “sun-sea-sand”
destination but also as a center of con-
scious and sustainable tourism,
attracting high-spending,
environmentally conscious travelers.

Empower Local Communities: Allocate
part of the fund to improve the welfare
of residents directly affected by tourism

and to preserve traditional crafts.

GLOBAL SOURCES
OF INSPIRATION

Around the world, sustainability funds
are seen not only as financial tools but
also as strategic investments that
enhance a destination’s brand value:

Balearic Islands, Spain: Generates over
€150 million annually to support
environmental protection and cultural
heritage restoration projects.

New Zealand: A NZD 35 visitor tax
raises NZD 80 million annually,
dedicated to national park conservation.

Bhutan: The $100 daily “Sustainable
Development Fee” increases revenue
while reducing environmental pressure
through a high-value tourism model.

These examples demonstrate that,
when properly structured, tourism taxes
can do more than grow the sector-they
can profoundly transform it.
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kaynaklarin yenilenmesi ve yerel halkin
yasam kalitesine yaptigi yatirimlarla
da olculiiyor. Turkiye'nin yeni dénem
vizyonunda bu dengeyi g6zetmek,
sektorel blytimenin kalici bir temele
oturmasini saglayacaktir.

TURKIYE ICIN

STRATEJIK BIR VIZYON

Turkiye'de Konaklama Vergisi'nin
seffaf, hesap verebilir ve dogrudan
surddrdlebilirlik projelerine
yonlendirilen bir fona déndstirilmesi,
sektorun gelecegi acisindan kritik bir
hamle olacaktir.

Boyle bir fon:

Cevreyi Korur: Kiyi temizligi, deniz
ekosistemlerinin korunmasi, atik yéne-
timinde yenilik¢i yatirimlar dogrudan
finanse edilebilir.

Marka Degerini Yiikseltir: Tirkiye'yi
yalnizca “deniz-kum-giines” desti-
nasyonu degil, “bilin¢li ve strddrdlebilir
turizm” merkezi olarak konumlandirir.
Bu da yuksek harcama yapan, ¢evreye
duyarli turistlerin ilgisini ¢eker.

Yerel Topluluklari Gii¢glendirir:
Fonun bir kismi, turizmden
dogrudan etkilenen yerel halkin
refahina ve geleneksel zanaatlarin
korunmasina ayrilabilir.

THE KEY TO A NEW ERA

A sustainability fund in Turkish

tourism offers a strategic vision not only
to support economic growth but also to
preserve cultural and natural heritage
for the future. This step will help Turkey
stand out in global competition and,

by transforming tourism’s footprint,
position the country among the world’s
leaders in sustainable tourism.

KURESEL ILHAM KAYNAKLARI
Diinya turizminde sirddrdlebilirlik
fonlari, sadece finansal arag¢ degil,
ayni zamanda destinasyonlarin
marka degerini gliclendiren stratejik
yatirimlar olarak da goriltyor:

ispanya Balear Adalari:

Yilda 150 milyon Euro’nun Uzerinde
gelirle, cevre koruma projelerini ve
kulttrel miras restorasyonlarini
destekliyor.

Yeni Zelanda:

35 NZD'lik ziyaretci vergisiyle yillik

80 milyon NZD gelir elde edilerek
milli parklarin korunmasina ayriliyor.

Bhutan:

Gunliik 100 dolarlik

“Surdurdlebilir Kalkinma Vergisi” ile
hem gelir artiriliyor hem de yiiksek
nitelikli turizm modeliyle cevresel
baski azaltiliyor.

Bu érnekler, turizm vergilerinin dogru
kurgulandiginda sektéri buyitmekle
kalmayip ciddi sekilde dondstirdigini
de gozler dniine seriyor.

YENI DONEMIN ANAHTARI

Turkiye turizminde

surddrdlebilirlik fonu, bir tek
ekonomik buyimeyi desteklemek icin
degil, ayni zamanda kiilttirel ve dogal
mirasi gelecege tasimak icin de
stratejik bir vizyon sunuyor.

Bu adim, sektériin kiresel rekabette
6ne cikmasini saglayacak ve turizmin
biraktigi ayak izini doénistirerek
Turkiye'yi dinya turizminin
suarddrdlebilirlik liderlerinden biri
haline getirecektir.



Shifting Routes in the
Russian Market:

2025 Demand Trends and
Expectations for 2026

Rusyva Pazannca Degisen Rola:
2025 Talep Trencleri ve 2026 Beklentiler

Olga Philippova-Ath Media and Marketing Director of HelloOtel
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The 2025 season in Russia-origin outbound
tourism has revealed clear trends that are
reshaping demand and redefining the
balance of power among destinations. Olga
Philippova-Atli, Media and Marketing Director
of HelloOtel, evaluated the season’s observed
patterns, the transformation in package
preferences, and projections extending into
2026 for Tourism Explorer.

Turkiye, the UAE, China, and Thailand formed
the core axis of the market, while Egypt stood
out with a strong surge in the second half of
the season. The spread of demand
throughout the year, the increasing
prominence of destinations offering direct
flights, and the decisive role of
price-performance balance in traveler
decision-making were among the season’s
defining highlights.

In the 2025 season, Russian travelers shifted
toward a more flexible model in both
package preferences and booking habits.
While the all-inclusive system maintained its
strong position, the share of new
flight-accommodation flexible packages
increased rapidly. Antalya, Phuket,

Nha Trang, and the Red Sea resorts of Egypt
stood out as the most sought-after
destinations throughout the season.

The year 2025 also marked a shift in travel
behavior. The extension of the high season
into end of September and October, rising
environmental sensitivity, and the increasing
weight of hotel service quality evaluations in
decision processes signal the emergence of a
new travel culture that is set to shape 2026.

Overall Demand
and Trends

Tourism Explorer: Which destinations
were most popular among Russian
tourists this year?

Olga Philippova-Atli: As of the 2025 season
(including October), the leading four
destinations were Turkiye, UAE, China, and
Thailand. At the same time, thereis a
noticeable steady growth of interest in Egypt,
which significantly strengthened its position
by the end of the summer and is showing
impressive dynamics.

Rusya ¢ikish turizmde 2025 sezonu,

talebin yoniini belirleyen net egilimler ve
destinasyonlar arasi yeni bir gu¢ dagilimi
ortaya koydu.

HelloOtel'in Medya ve Pazarlama Direktori
Olga Philippova-Atli sezon boyunca izlenen
trendleri, paket tercihlerindeki déniisimdi
ve 2026'va uzanan beklentileri

Tourism Explorer'a degerlendirdi.

Turkiye, BAE, Cin ve Tayland pazarin ana
eksenini olustururken, Misir sezonun ikinci
yarisinda gésterdigi gucli ylkselisle dikkat
cekti. Talepteki artisin yil geneline yayilmasi,
direkt ucuslara sahip destinasyonlarin éne
¢citkmasi ve fiyat-performans dengesinin
karar sureclerinde belirleyici hale gelmesi,
bu sezonun 6ne ¢ikan basliklari oldu.

2025 sezonunda Rus turistler hem

paket tirlerinde hem de rezervasyon
aliskanliklarinda daha esnek bir modele
yoneldi. “Her sey dahil” sistemi gui¢lii
konumunu korurken, ucus-konaklama
esnekligine dayall yeni paketlerin

payi hizla artti. Antalya, Phuket, Nha Trang ve
Misir sahilleri sezon boyunca 6ne ¢ikan
destinasyonlar arasinda yer ald.

2025 ayni zamanda seyahat davranislarinda
bir dénisim yili oldu. Yiiksek sezon ¢izgisinin
Eyliil ve Ekim aylarinin sonuna dogru
genislemesi, cevresel duyarliligin ve otel
hizmet kalitesi incelemelerinin karar
surecinde daha fazla 6ne ¢itkmasi, 2026'ya
tasinacak yeni bir seyahat kiltirindn
habercisi niteliginde.

Genel Talep ve Trendler

Tourism Explorer: Bu yil Rus turistler
arasinda en popiiler destinasyonlar
hangileriydi?

Olga Philippova-Atl: 2025 sezonu itibariyle
(Ekim ayi dahil) dért tlke lider konumda 6ne
¢ikti: Turkiye, Birlesik Arap Emirlikleri (BAE),
Cin ve Tayland. Ozellikle Misir'a olan ilginin
istikrarl bir sekilde arttigi ve yaz sezonu
sonunda 6nemli bir gli¢ kazandigi
go6zlemleniyor; Misir, etkileyici bir blyime
dinamigi gésteriyor.

TOURISM EXPLORER
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Is there an increase
or decrease in demand compared
to last year?

Olga Philippova-Atli: By the end of the
season, we are observing a general
increase in demand for outbound
tourism. In the first half of the year,
growth in major destinations was about
12%, and the summer and early autumn
months only confirmed this increase.
The growth was especially noticeable in
destinations such as Egypt and Vietnam.

What factors are
most important for Russian tourists
when choosing a holiday?

Olga Philippova-Atli: In 2025, the key
factors were logistical accessibility and
price-quality ratio. Destinations with
well-established direct flights consistently
showed high results. The second most
important factor was the price-quality
ratio. Even in the premium segment,
tourists became more selective and
attentive to what they get for

their money.

Package and
Booking Details

What are the
characteristics of the most demanded
tourist packages?

Olga Philippova-Atli: In the mass
segment, “all-inclusive” packages with
direct flights continue to lead. At the
same time, throughout the season,
including autumn months, demand grew
for more flexible offerings - so-called
“constructors,” where agents select and
combine flights and accommodation
according to tourists’ requests, often
adding excursions, car rentals, trips to
nearby cities, and visits to lesser-known
locations.

What booking
trends dominate: early bookings or
last-minute requests?

Olga Philippova-Atli: The 2025 season
has firmly established the “two-wave”
booking model. About half of the
tourists, especially families, plan their
vacation in advance. However, the
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Talepte gecen yila
kiyasla artis veya diisiis gozlemlendi mi?

Olga Philippova-Atli: Sezon sonunda
yurtdisi turizmine genel bir talep artisi
gézlemlendi. ilk yariyilda baslica
destinasyonlarda yaklasik %12 artis
yasanirken, yaz ve erken sonbahar aylari bu
artisi teyit etti. Ozellikle Misir ve Vietnam gibi
destinasyonlarda buyime ¢ok belirgindi.

Rus turistler tatil
seciminde en ¢cok hangi faktorleri
énemsiyor?

Olga Philippova-Atli: 2025 yilinda en

kritik faktorler lojistik erisilebilirlik ve
fiyat-performans dengesi oldu. Direkt ugus
baglantisina sahip destinasyonlar siirekli
olarak yiiksek talep gérdii. Ikinci Gnemli
faktor fiyat-kalite orani. Premium segmentte
bile turistler, 6dedikleri paranin karsiligini
almak konusunda daha secici ve dikkatli
hale geldi.

Paket ve
Rezervasyon Detaylari

En cok talep géren
turistik paketlerin ézellikleri nelerdir?

Olga Philippova-Atli: Kitlesel segmentte
hala “her sey dahil” paketler ve direkt
ucuslar 6n planda. Bununla birlikte
sonbahar aylari da dahil olmak lzere sezon
boyunca, turistlerin taleplerine gére ucus

ve konaklamayi bir araya getiren ve ¢ogu
zaman tur, ara¢ kiralama veya yakin sehir
gezileri gibi ek hizmetler eklenen “esnek
paketlere” olan talep artti.

Peki rezervasyon
egilimlerinde daha ¢ok erken rezervasyon
mu yoksa son dakika talepleri mi 6ne
ctkiyor?

Olga Philippova-Atl: 2025 sezonu,

“iki dalgali” rezervasyon modelini kesin
olarak pekistirdi. Turistlerin yaklasik yarisi,
ozellikle aileler, tatillerini 6nceden planiiyor.
Ancak gec¢ rezervasyon talebi de devam
ediyor; artik bu sadece ekonomik bir tercih

demand for late booking also continues; it
is no longer just an economic choice, but
stands out as the choice of more flexible
and conscious tourists.

What is the
average length of stay and
expenditure per person?

Olga Philippova-Atli: The average
duration of a beach holiday has stabilized
at 7-8 nights. Regarding spending, we are

observing a gradual increase in the aver-
age per-person expenditure to
150,000-200,000 rubles. This rise is

driven less by price increases and more

by tourists moving into more comfortable
price segments, choosing 5-star hotels and
paying for additional services.

Regional and
Destination Information

Which cities/resorts
or regions were most popular among
Russian tourists?

Olga Philippova-Atli: In Turkiye, Antalya
and nearby regions remain the consistent
demand leader. In Thailand, Phuket and
in Vietnam, Nha Trang, where extensive
charter programs were launched this
season, were prominent. Furthermore,
Egypt (Hurghada, Sharm el-Sheikh) experi-
enced a true renaissance.

Have any previously
lesser-known destinations gained
popularity this year?

Olga Philippova-Atli: Yes, the 2025
season was notable for the growth of
interest in Tunisia, where direct flights
returned, and for the strengthening
position of Vietnam as an affordable
alternative to Thailand. Also, more and
more tourists are discovering Northern
Cyprus for its authenticity.

Industry Observations
and Forecasts

Are there new trends
in demand from Russian tourists?

Olga Philippova-Atli: We identify two

degil, daha esnek ve bilingli turistlerin se¢imi
olarak éne cikiyor.

Ortalama tatil siiresi ve
kisi basi harcama ne diizeyde?

Olga Philippova-Atli: Ortalama deniz
tatili stiresi 7-8 gece civarinda stabil kald..
Harcama agisindan, ortalama kisi basi
harcamanin 150.000 - 200.000 rubleye
kadar kademeli olarak yiikseldigini
g6zlemliyoruz. Bu artis, fiyatlarin
yukselmesinden ziyade turistlerin daha
konforlu segmentlere gecmesiyle, 5 yildizli
otelleri tercih etmesi ve ek hizmetleri
ddemesiyle baglantill.

Bolgesel ve
Destinasyon Bilgileri

Rusya’dan gelen
turistler arasinda en popliler sehirler/
tatil kéyleri veya bélgeler hangileriydi?

Olga Philippova-Atli: Tirkiye'de Antalya

ve cevresi her zamanki gibi talep lideri oldu.
Tayland’da Phuket, Vietnam’da ise bu sezon
genis charter programlarinin baslatildigi
Nha Trang éne ¢ikti. Ayrica Misir (Hurghada,
Sharm El-Sheikh) gercek bir devrim yasadi.

Onceden az bilinen
ama bu yil popiilerlik kazanan
destinasyonlar oldu mu?

Olga Philippova-Ath: Evet, 2025 sezonunda
Tunus direkt ucuslarin geri dénmesi ve artan
ilgi ile 6ne cikti. Vietnam da Tayland'a uygun
fiyath bir alternatif olarak giiclendi. Bunun
yani sira, Kuzey Kibris'in otantik atmosferi
giderek daha fazla turist tarafindan
kesfediliyor.

Sektorel Gozlemler
ve Tahminler

Rus turistler arasinda
talepte yeni trendler var mi?

Olga Philippova-Ath: ki 6nemli trend éne
¢ikiyor:
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significant trends:

Season “extends”: More tourists prefer
to travel in “off-peak” months -
September and October, which extends
the “high” season for many destinations.

Conscious choice: Travelers have started
to carefully study reviews, show interest
in hotels’ ecological policies, and evaluate
the quality of services provided, not just
the price.

Tourism Explorer: What are the
expectations for next year? Is demand
expected to grow?

Olga Philippova-Atli: We expect
demand growth to continue, but at a
moderate rate - around 5-10%. The main
drivers will remain Turkiye and Egypt,
while competition from Asian
destinations will increase. The expansion
of new direct flights and improved
logistics infrastructure will be key factors.

Tourism Explorer: What difficulties
or conveniences do Russian tourists
encounter when traveling abroad?

Olga Philippova-Atli: The main
convenience for tourists in 2025 was
predictability: established logistics chains,
stable prices, and the absence of sudden
restrictions.

The main difficulty, especially during
peak season, remained the congestion
at popular airports, which sometimes
affected service quality. In addition, in
some destinations there was a shortage
of quality guides speaking Russian.
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Sezonun “yayilmasi”:

Daha fazla turist, ylksek sezon sayilmayan
Eylil ve Ekim aylarinda tatil yapmayi tercih
ediyor. Bu durum bircok destinasyon icin
“ylksek” sezonu uzatiyor.

Bilingli tercih: Gezginler, yalnizca fiyat degil,

yorumlar, otellerin ekolojik politikalari ve
sunulan hizmet kalitesi gibi kriterleri de
dikkatle inceliyor.

Tourism Explorer: Gelecek yil igin
beklentiler neler? Talepte artis
ongoriiliiyor mu?

Olga Philippova-Atli: Talebin artmaya
devam etmesi bekleniyor, ancak artis hizi
ortalama %5 - %10 civarinda olacak.
Baslica itici gucler Turkiye ve Misir olmaya
devam edecek ama Asya destinasyonlari ile
rekabet gliclenecek. Yeni Ulkelere
dogrudan ucuslarin acilmasi ve lojistik
altyapinin iyilesmesi dnemli bir faktér
olacak.

Tourism Explorer: Rus turistler
yurtdisina ¢ikarken hangi zorluklar veya
kolayliklarla karsilasiyor?

Olga Philippova-Atli: 2025 yilinda en biyiik

kolaylik, dngordlebilirlik oldu: isleyen lojistik
zincirler, istikrarl fiyatlar ve ani kisittama-
larin olmamasi turistler icin avantaj sagladl.

Ozellikle sezonun yogun dénemlerinde,
populer havalimanlarindaki yasanan
yogunluk hizmet kalitesini zaman zaman
olumsuz etkileyebiliyor. Ayrica bazi
destinasyonlarda Rusca konusabilen kaliteli
rehber eksikligi hissediliyor.
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INSTANT TOUR
QUOTE REQUESTS
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