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Dear colleagues
and partners!

We are pleased to present to you the new issue of
Tourism Explorer magazine. The interest in and feedback
on our previous issues have further strengthened our
mission to create reliable B2B content that reflects the
pulse of the tourism industry. Today, more than ever, it is
important not only to respond to changes but also to
build sustainable connections.

In an era of military-political instability and market
fluctuations, marketing is no longer a luxury but has
become a fundamental tool for survival. Those who
invest in promotion and flexible tools today will secure
leadership tomorrow. That is why we continue to expand
the capabilities of HelloOtel so that you remain profitable
under any scenario.

Our new alternative is the “Bonus Exchange.” This is not
just a compensation tool, but an effective channel for
attracting and motivating partners. Thanks to its strong
market relevance, it significantly outperforms outdated
bonus systems used by certain hotel chains.

Why is it beneficial for hotels? You gain an immediate
marketing impact: bonus nights become a “hot product”
for more than 25,000 agencies in the system (with
approximately 20 million regular clients), encouraging
them to sell your hotel instead of competitors.

The Bonus Exchange is also more attractive for travel
agents, offering tangible bonuses instead of traditional
commissions.

This Bonus Exchange is advantageous for hoteliers as
it is a fully operational, turnkey system that requires no
additional time, financial outlay, or hiring of new staff.
It is a marketing system under highly favorable
conditions, allowing hotels to see tangible results

from the very first day of participation.

As part of our geographic expansion and digitalization
efforts, we continue to actively onboard hotels from
Turkiye and Egypt, as well as develop and integrate
Al-based bots in the tourism and hospitality industry.
However, today the Bonus Exchange remains the fastest
way to make the market work for you.

We believe that our ecosystem of knowledge and new
loyalty-driven financial models will help the industry
remain resilient. In 2026, we will continue to grow,
proving that even in turbulent times, smart marketing
delivers profit.

Yours sincerely,
Sabir Mizam
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Sizlere “Tourism Explorer” dergisinin yeni sayisini

sunmaktan memnuniyet duyuyoruz. llk sayilara gosterilen

ilgi ve geri bildirimler, turizm enddstrisinin nabzini yansitan
guvenilir B2B icerik tretme misyonumuzu daha da gliclendirdi.
Bugtin, her zamankinden daha fazla, yalnizca degisimlere tepki
vermek degil, ayni zamanda surddirdlebilir baglantilar kurmak
da 6nem tasiyor.

Askeri-politik istikrarsizlik ve piyasa dalgalanmalarinin
yasandigi bir dénemde pazarlama, bir liiks olmaktan ¢ikip
hayatta kalmanin temel araci haline gelmektedir.

Bugtin tanitima ve esnek araglara yatirirm yapanlar, yarinin
liderligini elde etmektedir. Bu nedenle, hangi senaryo olursa
olsun sizin karlh kalmanizi saglamak icin HelloOtel'in
imkanlarini genisletmeye devam ediyoruz.

Yeni alternatifimiz “Bonus Borsasi”dir. Bu yalnizca bir

telafi araci degil, ayni zamanda etkili bir is ortaklarini cekme
ve motive etme kanalidir. Yiiksek piyasa gtincelligi sayesinde,
bazi zincir otellerin sahip oldugu eski bonus sistemlerine
kiyasla énemli bir avantaj saglamaktadir.

Oteller icin neden avantajli? Aninda bir pazarlama etkisi elde
ediyorsunuz: bonus geceler, sistemde yer alan 25.000'den fazla
acente icin (yaklasik 20 milyon siirekli misteriye sahip) “sicak
urin” haline geliyor ve onlarin sizi rakipler yerine 6zellikle sizin
otelinizi satmasini tesvik ediyor. Bonus Borsasi, tur acenteleri
icin de daha cazip olup, geleneksel komisyonlar yerine somut
ve degerli bonuslar sunmaktadir.

Otelciler agisindan Bonus Borsasi'nin avantaji, hazir ve ¢alisan
bir sistem olmasidir; gecici insan kaynagi veya finansal yatirim
gerektirmez, ayrica yeni personel istihdamini da zorunlu
kilmaz. Bonus Borsasi, son derece avantajli kosullarda ¢calisan
bir pazarlama sistemidir ve sisteme dahil olan otel ilk glinden
itibaren somut sonuclar almaya baslar.

Cografi genisleme ve dijitallesme kapsaminda, Tiirkiye ve
Misir'daki otelleri sisteme dahil etme ¢calismalarimiza ve
turizm ile konaklama sektortnde yapay zeka tabanli botlarin
gelistirilmesi ve entegrasyonuna da aktif olarak devam ediy-
oruz. Ancak bugin piyasayi sizin icin ¢alistirmanin en hizli
yolu Bonus Borsasi'dir.

Bilgi ekosistemimizin ve yeni sadakat odakli finansal
modellerimizin sektérin sdrddrdalebilirligine katki
saglayacagina inaniyoruz. 2026 yilinda blytimeye devam
ederek, calkantili dénemlerde bile akilli pazarlomanin
kar getirdigini gbstermeyi stirdiirecegiz.

En iyi dileklerimizle,
Sabir Mizam

TOURISM EXPLORER



Turkiye’s Tourism
Faces Critical
Demand Shifts in
2026

Reservation trends and regional

developments are shaping sector strategies
Following a record-breaking 2025 season, Turkiye's
tourism sector is entering 2026 with a mixed
performance. Early booking trends indicate declines in
Europe and North America, while domestic tourism and
neighboring countries continue to show steady growth.
According to Travelgate, against the backdrop of
declining bookings from Europe and North America,
the domestic market and neighboring countries are
showing steady growth. Growth was recorded at 7.57%
(domestic tourism), 4.86% (Russia), and 2.76%
(Germany), while declines stood at 7.25% (the United
Kingdom), 2.5% (the United States), and 2.66% (Spain).
These figures underscore the need for precise market
segmentation and adaptive strategy.

Performance varies across key destinations

Leading Turkish destinations display divergent trends.
Istanbul shows strong growth at 5.33%, while Izmir

and Bursa experience modest increases of 0.77% and
0.56% respectively. Antalya records a 5.95% decline and
Nevsehir 0.83%, with Mugla and Trabzon also exhibiting
minor decreases. These variations emphasize the
importance of destination-specific planning and
data-driven investment decisions,

Sector adaptation and strategic priorities

Tour operators and industry stakeholders are
prioritizing demand diversification, flexible pricing, and
local experience-driven packages to mitigate
uncertainty. Optimizing demand from stable markets
such as Germany and Russia, while compensating for
slower long-haul markets like the UK, US, and Spain,
has become a strategic imperative.

Outlook for the 2026 tourism season

Early indicators suggest a dual-track performance

for Turkiye's 2026 summer season. Strong domestic
demand and certain European markets will support the
season, while slower long-haul demand necessitates
cautious revenue and occupancy projections. The sector
must not only manage visitor numbers and revenue

but also strategically leverage operational flexibility, risk
management, and perception control to sustain
Turkiye's competitive advantage in global tourism.
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Trkl]/e urizh1i '
2026da Talep

Dengelerinde
Kritik Bir Yil Yasiyor

Rezervasyon verileri ve bolgesel gelismeler

sektaériin stratejilerini belirliyor

2025 sezonunda tarihi diizeylere ulasan Tirkiye turizmi, 2026'nin ilk
ceyreginde karma bir goriiniim sergiliyor. Erken rezervasyon egilimleri,
Avrupa ve Kuzey Amerika pazarlarinda distis kaydederken, ic pazar ve
komsu tilkelerden gelen talep istikrarli bir artis gdsteriyor.

Travelgate verileri, i¢ turizmde %7,57'lik biyume, Rusya %4,86 ve
Almanya %2,76lik artis saglarken, Ingiltere’de %7,25, ABD'de %2,5 ve
Ispanya’da %2,66 oraninda diists oldugunu ortaya koyuyor.

Ana destinasyonlarda performans cesitliligi

Turkiye'nin énde gelen destinasyonlari da farkli trendler gosteriyor.
Istanbul %5,33 biyiime ile gliclii bir performans sergilerken, Izmir
9%0,77 ve Bursa %0,56 sinirli artis kaydetti. Antalya %5,95 ve Nevsehir
9%0,83 gerileme yasarken, Mugla ve Trabzon da sinirl diisdisler ile
dalgali bir talep yapisi ortaya koyuyor. Bu veriler, destinasyon bazl
stratejik planlamanin énemini éne ¢ikariyor ve yatirim kararlarini
dogrudan etkiliyor.

Jeopolitik riskler ve algi yonetimi

2026 basinda iran’a yonelik saldirilar sonrasi bélgesel gerilimler,
Avrupa ve Ingiltere pazarlarinda rezervasyon iptallerine yol agti.
Hiikiimetin yaptigi aciklamalara ra§men erken rezervasyonlarda
belirgin bir duraklama gézlendi. Analistler, Tirkiye turizminin
guvenli bir destinasyon olarak konumunu korumak icin algi yénetimi
ve iletisim stratejilerini gliclendirmesi gerektigini belirtiyor.

Sektoriin adaptasyon ve strateji gereksinimi

Tur operatérleri ve sektér paydaslari, talep cesitlendirmesi, esnek
fiyatlama ve yerel deneyim odakli paketler gelistirerek belirsizliklere
yanit vermeye calisiyor. Ozellikle Aimanya ve Rusya gibi istikrarli
pazarlarda talebi optimize etmek, Ingiltere, ABD ve Ispanya gibi
temkinli pazarlardan kaynakli bosluklari telafi etmek kritik

hale geliyor.

2026 turizm sezonunun genel goriiniimii

Erken gostergeler, Tirkiye'nin 2026 yaz sezonunda gift yonli bir
performans sergileyecegini ortaya koyuyor. I talep ve bazi Avrupa
lilkelerinden gelen gli¢lii rezervasyonlar sezonu desteklerken, uzun
mesafeli pazarlarin yavaslamasi, gelir ve doluluk tahminlerinde
dikkatli bir yaklagimi zorunlu kiliyor. Bu dénemde Tiirkiye turizmi,
yalnizca ziyaretci sayisi ve gelir performansi ile degil, ayni zamanda
stratejik esneklik, risk yénetimi ve algi kontroliiyle de rekabet
avantajini korumak durumunda.

Adventure Water
Sports Tourism Set to
Gain Nearly
USD 100 Billion
by 2032

A newly released market study by HTF Ml projects that
the global adventure water sports tourism sector will
expand at a compound annual growth rate of 11.9
percent between 2025 and 2032. Market value is fore-
cast to climb from approximately USD 46 billion in 2025
to nearly USD 140 billion by 2032 - representing close to
USD 100 billion in new market value over seven years.

The United States, Canada, Mexico, the Philippines, Italy,
and Australia are identified as leading destinations
driving this growth, backed by coastal infrastructure
investment, government-supported tourism strategies,
and expanding consumer appetite for
experience-driven travel.

The experience economy fuels

water-based adventure

The report points to a fundamental shift in traveler
behavior as the core driver of this expansion.
Consumers are moving away from passive sightseeing
toward immersive, activity-based holidays. Scuba diving,
snorkeling, surfing, rafting, jet-ski excursions,
parasailing, and kayaking are among the fastest-growing
segments, transforming coastal and island destinations
into high-value tourism ecosystems.

Technological innovation is further accelerating the trend.
Advances in equipment, digital booking platforms, and
bundled adventure packages are broadening market
accessibility. A growing emphasis on sustainability is also
shaping a distinct eco-conscious segment within
adventure water sports.

A strategic opportunity for coastal destinations

For destinations with established coastal assets -
including Turkiye's Aegean and Mediterranean coastlines
- the findings signal a significant window of opportunity.
Operators and destinations that align their offerings with
evolving traveler expectations stand to capture

a meaningful share of this expanding market.

Macera Su Sporlari
Turizmi 2032’ye
Kadar 100 Milyar Dolar

Bliyiiyecek

HTF Ml tarafindan yayimlanan kapsamli pazar arastirmasi,
kiiresel macera su sporlari turizminin 2025-2032 déneminde
yillik yizde 11,9 bilesik biiyime oraniyla genisleyecegini ortaya
koyuyor. Mevcut pazar degerinin 2025'teki yaklasik 46 milyar
dolardan 2032'de 140 milyar dolara ulasmasi bekleniyor;

bu da sektore neredeyse 100 milyar dolarlik net bir biiyime
anlamina geliyor.

Arastirma, ABD, Kanada, Meksika, Filipinler, italya ve Avustralya'yi
bu biiytimenin lokomotif destinasyonlari olarak 6ne ¢ikariyor.
S6z konusu Ulkeler; kiyi altyapisina yapilan yatirimlar, hiikiimet
tesvikleri ve gelisen turizm ekosistemiyle macera su sporlari
pazarini besliyor,

Deneyim ekonomisi su sporlarini tasiyor

Raporun altini ¢izdigi temel déniisiim, seyahat davranisindaki
k6klu degisim. Gezginler artik klasik tatil anlayisindan uzaklagarak
dalis, sorf, rafting, jet-ski, parasailing ve kayak gibi aktivite odakli
deneyimleri tercih ediyor. Bu egilim, sahil destinasyonlarinin ve ada
turizminin stratejik 6nemini daha da artiriyor.

Teknolojik yenilikler de bu biyimeyi destekliyor. Ekipman
teknolojisindeki gelismeler, online rezervasyon platformlari ve
deneyim odakli paket turlar, macera su sporlarini daha genis
kitlelere ulastiriyor. Stirdiiriilebilirlik hassasiyetinin artmasiyla
birlikte cevre dostu su sporlari deneyimleri de ayri bir segment
olarak sekillenmeye baslad.

Tiirkiye icin stratejik bir pencere

Bu btiytiime tablosu, kiyi turizmi agisindan gticlii bir konumda olan
Tiirkiye icin kritik firsatlar barindiriyor. Ege ve Akdeniz kiyilari, dalis
noktalari ve yat turizmiyle tilke, macera su sporlari destinasyonu
olarak kiiresel rekabette 6nemli bir yerde duruyor.

Pazar dinamiklerini dogru okuyan destinasyonlarin ve operatérlerin
bu dontisiimden en yiiksek payr almasi bekleniyor.

TOURISM EXPLORER 7



8

Antalya as a New
Reference Pointin
Global Destination

Guides

The destination selection released by

Forbes Travel Guide for 2026 offers more than a
conventional ranking. It provides a clear signal of
how global tourism narratives are being
reshaped. With Antalya listed as the only
destination from TUrkiye, the guide places the
region within a broader international context,
positioning it not merely as a Mediterranean
holiday spot, but as a destination defined by
luxury, experience-driven travel and
multi-segment appeal.

From All-Inclusive Perception to
Experience-Led Tourism

One of the most striking aspects of Forbes

Travel Guide’s assessment is its focus on

Antalya’s evolving tourism structure.

The concentration of high-standard resorts

along the Belek and Kemer corridors reflects

a destination that has moved beyond a single,
uniform tourism model. Rather than emphasizing
volume-based travel, the guide highlights Antalya's
capacity to respond to diverse visitor expectations
through flexible, experience-oriented offerings.
This shift reinforces Antalya's position as

a year-round destination rather than

a purely seasonal market.

How Luxury Hospitality

Shapes Destination Identity

Luxury hospitality plays a central role in

the way Antalya is framed within the 2026
selection. Properties such as Regnum Carya in
Belek exemplify how premium accommodation
contributes to destination branding on a global
scale. With expansive facilities, refined service
concepts and a strong focus on both high-end trav-
elers and families, such resorts act as

TOURISM EXPLORER

reference points that elevate the overall perception
of the destination. Their presence in global

guides does not simply promote individual

brands; it strengthens Antalya’s positioning as

a sophisticated and competitive tourism hub.

What the Forbes Selection Reveals

Antalya appears in the 2026 guide alongside
destinations as diverse as Antarctica, Abu Dhabi,
the Peloponnese and Zanzibar. This diversity
underscores a key reality of contemporary tourism:
there is no single dominant travel trend. Exploration,
culture, luxury, nature and immersive experiences
coexist within the same global narrative.

Antalya’s inclusion within this spectrum signals

its ability to compete beyond regional boundaries
and to align itself with destinations that

operate on a truly global level.

A Strategic Signal for Antalya

While guides such as Forbes Travel Guide do

not publish market data or forecasts, they play a
decisive role in shaping perception across the tourism
industry. Antalya’s presence in the 2026 destination
selection reflects the international recognition of a
long-term strategic direction built on high-quality
accommodation, experience-driven development and
diversified visitor profiles. These elements collectively
distinguish Antalya from comparable destinations in
the Mediterranean and beyond.

Viewed through the Global Tourism Signals lens,
this recognition points not only to Antalya’s current
standing, but also to the trajectory of its future
positioning. The destination continues to

move away from a singular holiday identity toward
a more refined, layered and globally

resonant tourism narrative.

Antalya, Kiiresel
Rehberlerin Yeni
Referans Noktasi

Forbes Travel Guide’in yayimladigi 2026 destinasyon
seckisi, klasik bir “liste” olmanin 6tesinde, kiiresel turizmin
hangi yonlere evrildigine dair nemli ipuclari sunuyor.

Bu seckide Tiirkiye'den yalnizca Antalya’nin yer

almasi, destinasyonun uluslararasi 6lcekte nasil
konumlandirildigini yeniden goriindr kiliyor. Forbes'un
yaklasimi, Antalya’yi yalnizca Akdeniz'de rekabet eden bir
tatil kenti olarak degil; Itiks, deneyim ve ¢cok katmani
turizm altyapisiyla kiiresel sahnede okunan bir
destinasyon olarak ele aliyor.

Her Sey Ddhil Algisindan Deneyim Odakli Turizme
Antalya’ya dair degerlendirmede 6ne ¢ikan temel unsur,
destinasyonun uzun siredir inga ettigi lst segment turizm
ekosistemi. Belek ve Kemer hattinda yogunlasan ytiksek
standartli tesisler, Antalya’nin “her sey dahil” kalibinin
Otesine gectigini gosteriyor. Forbes Travel Guide, bu yapiyi
yalnizca konfor lizerinden degil; farkli beklentilere ayni
anda cevap verebilen, esnek ve cok profilli bir destinasyon
modeli olarak okuyor. Bu yaklasim, Antalya’nin sezonluk
bir talep merkezinden ziyade yil geneline yayilan bir ¢ekim
alani héline geldigini ortaya koyuyor.

Liiks Tesisler Uzerinden inga Edilen Destinasyon Algisi
Forbes'un Antalya anlatisinda belirginlesen bir diger
unsur, nitelikli konaklama yatirimlarinin destinasyon algisi
lUzerindeki etkisi. Belek'te konumlanan Regnum Carya gibi
tesisler, sunduklari liiks olanaklar, genis yasam alanlari

ve ailelere yénelik deneyimleriyle Antalya’nin uluslararasi
pazardaki konumunu somutlastiriyor. Bu tir tesislerin
kiiresel rehberlerde referans olarak yer almasi,

yalnizca tekil markalar icin degil; destinasyonun tamami
icin yukari yonli bir algi yaratiyor. Antalya bu sayede,
farkli segmentlere ayrisabilen ve her biri icin ayri bir anlati
kurabilen bir yapi sergiliyor.

Forbes Seckisi Ne Soyliiyor?

2026 listesinde Antalya ile birlikte Antarktika, Abu Dhabi,
Peloponnese ve Zanzibar gibi birbirinden oldukg¢a farkli
destinasyonlarin yer almasi, kiiresel turizmde tek bir
egilimin baskin olmadigini gésteriyor. Doga ve kesif, kiiltiir
ve sanat, deneyim ve liiks ayni cercevede degerlendiriliyor.
Antalya’nin bu cesitlilik icinde yer almasi, destinasyonun
yalnizca bélgesel degil; kiiresel 6icekte karsilastirilan bir
aktér haline geldigini ortaya koyuyor.

Antalya icin Okunmasi Gereken Sinyal

Forbes Travel Guide gibi rehberler dogrudan pazar verisi
sunmasa da, turizm sektériinde algiyr sekillendiren giiglii
referanslar retir. Antalya’nin 2026 seckisinde yer almasi,
son yillarda izlenen stratejik hattin uluslararasi dlcekte
karsilik buldugunu gésteriyor. Ust segment konaklama
yatirimlari, deneyim odakli tesislesme ve farkli ziyaretgi
profillerine ayni anda hitap edebilme kapasitesi, Antalya’yi
benzer destinasyonlardan ayristiran temel unsurlar olarak
one cikiyor.

Antalya, bu gorindirliikle birlikte klasik tatil destinasyonu
kimliginin dtesine gecerek, kiiresel turizmde daha rafine
ve ¢cok katmanli bir konumlanmaya dogru ilerliyor. Global
Tourism Signals perspektifinden bakildiginda bu tablo,
yalnizca bugtinii degil; 2026 sonrasi turizm anlatisinin
nasil sekillenecegine dair gli¢lii bir isaret sunuyor.

TOURISM EXPLORER
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MITT 2026:
A New Formula
for Tourism

Between Technology,
Authenticity, and Quality

Turizmin Yeni Formiilii
Teknoloji, Otantiklik ve
Kalite Arasinda




Moscow, March 2026. The MITT exhibition

once again became the main meeting point for
professionals of the tourism industry. This year,
the key trends emerged with particular clarity:
the industry has definitively moved away from
the pursuit of tourist volumes in favor of depth
of experience, while regions and countries are
increasingly focusing on authenticity.

At the same time, digital tools, including artificial
intelligence, have ceased to be merely optional
they have become a necessity.

A correspondent from Tourism Explorer spent
several meetings at MITT 2026 with industry
professionals to gather expert insights on
development strategies, new travel formats,
and the key takeaways of the exhibition.
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Moskova, Mart 2026. MITT fuari, turizm enddstrisi
profesyonelleri icin bir kez daha ana bulusma
noktasi oldu. Bu yil 6ne ¢ikan temel trendler
ozellikle net bir sekilde ortaya ¢ikti: sektér, turist
sayisini artirma yarisini kesin olarak geride
birakarak deneyimin derinligine odaklanmaya
basladi. Bélgeler ve (ilkeler artik otantiklige daha
fazla yatirim yapiyor. Ayni zamanda yapay zekd
dahil dijital araglar artik sadece bir secenek
olmaktan ¢ikti zorunluluk haline geldi.

Tourism Explorer muhabiri, MITT 2026
kapsaminda sektérden uzmanlarla bir dizi
gorusme gerceklestirerek gelisim stratejileri, yeni
seyahat formatlari ve fuarin 6ne ¢ikan icgértilerine
dair uzman gorduslerini derledi.

Umedzhon Saidov

CEO of “Somon Travel”

Expert in National Tourism Development
Member of the Board of the Tourism
Development Committee under the
Government of the Republic of Tajikistan

Tourism Explorer: Could you please share
the key objectives you set for yourself at
MITT 20267

Umedzhon Saidov: Our main goal of
participating is to position Tajikistan as a
strategically important destination for
adventure, mountain, and cultural tourism

in Central Asia. We aim to strengthen
international partnerships and attract
investors and industry professionals to jointly
develop new routes and tourism products.
For us, MITT is not only a B2B meeting
platform but also an opportunity to present
the concept of authentic tourism to the
global market travel experiences that reveal
the country’s unique natural and cultural
assets while remaining sustainable and
environmentally responsible. Tajikistan is not
just another country on the map; it is one of
Central Asia’s unique corners where travelers
can experience a genuine connection with
nature and history.

Tourism Explorer: What is your main
insight from the first days of the
exhibition?

Umedzhon Saidov: Modern tourism is
becoming both technological and emotional
at the same time. Today, travelers are not just
looking to visit landmarks, but to

Umedjon Saidov

“Somon Travel” CEO’su

Ulusal Turizm Gelistirme Uzmani
Tacikistan Cumhuriyeti Hukimeti Turizm
Gelistirme Komitesi Yénetim Kurulu Uyesi

Tourism Explorer: MITT 2026°da kendinize
koydugunuz temel hedefler nelerdir?

Umedjon Saidov: Katilimimizin ana amaci,
Tacikistan’i Orta Asya’da macera, dag ve kiltir
turizmi icin stratejik bir destinasyon olarak
konumlandirmaktir. Uluslararasi is birliklerini
guclendirmeyi ve yeni rotalar ile turizm driinlerini
birlikte gelistirmek tizere yatirimcilari ve sektor
profesyonellerini cekmeyi hedefliyoruz. MITT
bizim icin yalnizca bir B2B bulusma platformu
degil, ayni zamanda otantik turizm konseptini
kuresel pazara aktarma firsatidir: (lkenin essiz
dogal ve kultirel varliklarini ortaya ¢ikaran, ayni
zamanda sdrddrdlebilir ve cevresel sorumluluk
tasiyan seyahat deneyimleri. Tacikistan sadece
haritada bir llke degil; doga ve tarih ile gercek
bir temas kurma imkani sunan Orta Asya’nin
0zgun cografyalarindan biridir.

Tourism Explorer: Fuarin ilk giinlerinden
edindiginiz en 6nemli i¢gorii nedir?

Umedjon Saidov: Modern turizm ayni anda
hem teknolojik hem de duygusal bir yapiya evrili-
yor. Gunimuzde gezginler yalnizca destinasyon-
lari gérmek degil, hayat boyu hatirlanacak an-
lamli deneyimler yasamak istiyor. Kuglk, otantik
destinasyonlara ve cevresel acidan sorumlu
seyahat modellerine ydnelik istikrarli bir ilgi artisi
goruyoruz; bu da Tacikistan icin énemli firsatlar
yaratiyor. Modern turist artik cok daha bilingli

ve talepkar. Diinya genelinde kisisellestirilmis,
aktif ve kiltirel acidan zengin seyahatlere olan
ilgi artiyor. Bu baglamda Tacikistan, ana akim
destinasyonlari ziyaret etmis ve artik daha az
kesfedilmis, 6zgiin doga ve kiiltiir sunan bolgeler
arayan gezginler icin 6zellikle cazip hale geliyor.
Bugtin turistler kilometre icin degil, yasadiklari
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experience something meaningful that
stays with them for life. We are seeing a
steady rise in interest in small, authentic
destinations and environmentally
responsible travel formats a trend that
creates unique opportunities for Tajikistan.
The modern traveler is far more conscious
and demanding. Globally, there is growing
interest in personalized, active, and
culturally rich journeys. In this context,
Tajikistan is particularly attractive for those
who have already visited mainstream
destinations and are now seeking
less-explored regions with unique nature
and culture. Today, tourists do not pay for
kilometers traveled, but for emotions and
the story they live on site.

Tourism Explorer: Can we say that the
era of “quality tourism” has begun?

Umedzhon Saidov: Yes, this is a global trend.
Many countries are now focusing not on the
number of tourists, but on the quality of the
tourism experience: high service

standards, responsible use of natural
resources, and the development of unique
tourism products. In Tajikistan, we are
actively developing professional guide
training and route certification to meet
international standards. A key milestone
was the establishment on March 10, 2026,
at the International University of Tourism
and Entrepreneurship of three new
structures: the School of Tourism, the
Institute of Digital Technologies and
Artificial Intelligence, and the Institute of
World Economy and Diplomacy. These
initiatives open new opportunities for
training highly qualified professionals,
expand the country's educational
infrastructure, and strengthen Tajikistan’s
integration into global tourism, economic,
and educational processes.

Tourism Explorer: Which new tourism
formats are the most promising?

Umedzhon Saidov: We see strong potential
in adventure tourism, road trips,

glamping, expedition-style tours, and
cultural-historical routes. The Fann
Mountains and the Pamir Highway one of
the world's most spectacular high-altitude
routes are especially in demand.

According to our data, interest in the
Pamirs has increased by 40% over the past
three years.

TOURISM EXPLORER

duygu ve hikaye icin 6deme yapiyor.

Tourism Explorer: “Kaliteli turizm”
caginin basladigini séyleyebilir miyiz?

Umedjon Saidov: Evet, bu kiiresel bir egilim.
Bugtin bir¢ok llke turist sayisindan ziyade
turizm deneyiminin kalitesine odaklaniyor:
yuksek hizmet standartlari, dogal kaynaklarin
sorumlu kullanimi ve 6zgun turizm drdinlerinin
gelistirilmesi. Tacikistan'da uluslararasi stan-
dartlara uyum saglamak icin rehber egitimleri
ve rota sertifikasyonlarini aktif olarak gelistiri-
yoruz. 10 Mart 2026'da Uluslararasi Turizm

ve Girisimcilik Universitesi biinyesinde (i¢ yeni
yapi kurulmasi 6nemli bir adim oldu: Turizm
Fakdiltesi, Dijital Teknolojiler ve Yapay Zeka
Enstittisu ile Diinya Ekonomisi ve Diplomasi
Enstitisd. Bu girisimler, nitelikli insan kaynagi
yetistirilmesine yeni olanaklar sagliyor, (lkenin
egitim altyapisini genisletiyor ve Tacikistan'in
kuresel turizm, ekonomi ve egitim streclerine
entegrasyonunu gticlendiriyor.

Tourism Explorer: Hangi yeni turizm
formatlari daha umut verici?

Umedjon Saidov: Macera turizmi, road trip
(karayolu seyahatleri), glamping, ekspedisyon
turlari ve kultirel-tarihi rotalarda ciddi bir
potansiyel gériyoruz. Ozellikle Fann Daglar
ve dunyanin en etkileyici ytiksek rakimli rota-
larindan biri olan Pamir Otoyolu yogun ilgi
gortyor. Verilerimize gbére Pamir’e olan ilgi son
g yilda %40 artti.

Tourism Explorer: Orta Asya wellness
turizmi igin cazip olabilir mi?

Umedjon Saidov: Kesinlikle. Orta Asya; dogal
kaynaklari, yiiksek irtifa iklimi, geleneksel tip
uygulamalari ve benzersiz misafirperverlik
kultiri sayesinde énemli bir potansiyele sa-
hip. Oniimiizdeki yillarda bu segment béigede
guicli bir sekilde buytyecek. Tacikistan ve
komsu tlkeler, dinyanin baska hicbir yerinde
bulunamayacak deneyimler sunuyor.

Tourism Explorer: Sektor icin bugiin en
onemli teknolojik ¢6ziimler hangileri?

Umedjon Saidov: Tacikistan gibi gelismekte
olan turizm Ulkeleri icin ¢cevrim ici rezervasyon
sistemleri ve uluslararasi platformlarla en-
tegrasyon kritik nemde. Bunun yaninda
dijital pazarlama ve tekliflerin dogru sekilde
kisisellestirilmesi icin davranis analitigi de
buyiik 6nem tasiyor. Somon Travel halihazir-

Tourism Explorer: Can Central Asia be
attractive for wellness tourism?

Umedzhon Saidov: Absolutely. Central Asia
has significant potential thanks to its
natural resources, high-altitude climate,
traditional medicine, and unique hospitality
culture. In the coming years, this segment
is expected to grow actively in the region.
Tajikistan and neighboring countries offer
practices that cannot be found elsewhere in
the world.

Tourism Explorer: Which technological
solutions are most important for the
industry today?

Umedzhon Saidov: For developing tourism
countries like Tajikistan, online booking
systems and integration with international
platforms are critical, along with digital
marketing and behavioral analytics for
precise personalization of offers. Somon
Travel is already implementing online
booking systems and personalized
recommendations based on traveler
interests. Digital accessibility is an essential
component of tourism development,
especially for Central Asian regions aiming
to establish themselves in the

global market.

Tourism Explorer: What is your key
advice for tourism professionals in 2026?

Umedzhon Saidov: Stay flexible, embrace
innovation, and combine technological
solutions with authentic experiences.
Tourism today is evolving rapidly, and
success belongs to companies that

can merge modern technology

with sincere hospitality.

da ¢evrim ici rezervasyon sistemleri ve yolcu
ilgi alanlarina dayali kisisellestirilmis éneriler
gelistiriyor. Dijital erisilebilirlik, 6zellikle Orta
Asya’nin kuresel pazarda glicli bir sekilde yer
almasi icin temel bir unsur.

Tourism Explorer: 2026 yili igin turizm
profesyonellerine en 6nemli tavsiyeniz
nedir?

Umedjon Saidov: Esnek olun, inovasyona
acik kalin ve teknolojik ¢oztimleri otantik
deneyimlerle birlestirin. Turizm bugtn hizli bir
sekilde dénusuyor ve basari, modern tekno-
lojiyi samimi misafirperverlikle birlestirebilen
sirketlere geliyor.
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Lusine Gevorgyan

Chairperson of the Tourism
Committee of Armenia

Tourism Explorer: Lusine, as we learned at
your stand, Armenia has recently approved
a new tourism development strategy for
2026-2030. What are the main goals of this
strategy?

Lusine Gevorgyan: The new strategy sets a
clear direction for tourism development in
Armenia over the next five years. Our goal
is to strengthen the country's position as a

high-quality, safe, and hospitable destination,
as well as to unlock the full potential of
tourism for economic development.

We place special emphasis on three key areas:
cultural tourism, gastronomic tourism
including Armenian cuisine, wine, and brandy
and adventure tourism, such as hiking and
winter activities. The strategy aims to attract
around 3 million foreign tourists annually

by 2030.

Tourism Explorer: Digitalization is
becoming an essential part of tourism
worldwide. How is Armenia implementing
digital tools, including artificial
intelligence, to improve the tourist
experience?

Lusine Gevorgyan: Digitalization is one of
our priorities. Through the website
armenia.travel, we aim to provide travelers
with more personalized and accessible
information about the country. One of the
innovations is an Al-powered chatbot that
helps tourists quickly find information about
attractions, entertainment, transport, and
travel planning.
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Lusine Gevorgyan

Ermenistan Turizm
Komitesi Bagkani

Tourism Explorer: Lusine, standinizda
ogrendigimiz kadariyla Ermenistan kisa siire
dnce 2026-2030 donemini kapsayan yeni tur-
izm gelistirme stratejisini onayladi. Bu strate-
jinin temel hedefleri nelerdir?

Lusine Gevorgyan: Yeni strateji, bnimdizdeki
bes yil icin Ermenistan’da turizmin gelisimine net
bir yén cizmektedir. Amacimiz, ilkenin yiiksek
kaliteli, giivenli ve misafirperver bir destinasyon
olarak konumunu gti¢clendirmek ve turizmin
ekonomik kalkinma icin tiim potansiyelini ortaya
¢ctkarmaktir.

Ozellikle ii¢ ana alana odaklaniyoruz: kiiltirel
turizm, Ermeni mutfagi, sarap ve konyak dahil
gastronomi turizmi ve yirayds ile kis aktivitelerini
kapsayan macera turizmi. Strateji, 2030 yilina ka-
dar yilda yaklasik 3 milyon yabanci turist cekmeyi
hedeflemektedir.

Tourism Explorer: Dijitallesme diinya gene-
linde turizmin 6nemli bir parcasi haline
geliyor. Ermenistan, yapay zekd dahil dijital
araglari turist deneyimini gelistirmek igin
nasil kullaniyor?

Lusine Gevorgyan: Dijitallesme dnceliklerim-
izden biridir. armenia.travel web sitesi izerinden
gezginlere (lke hakkinda daha kisisellestirilmis
ve erisilebilir bilgi sunmayi amacliyoruz. Yeni-
liklerden biri, turistlerin gezilecek yerler, eglence,
ulasim ve seyahat planlamasi hakkinda hizli bilgi
almasini saglayan yapay zekd tabanli sohbet
botudur.

Bu chatbot 7/24 hizmet veriyor ve gercek zamanli
Oneriler sunarak Ermenistan seyahatini daha
kolay hale getiriyor ve ziyaretcilerin gizli kalmis
degerleri kesfetmesine yardimci oluyor..

Tourism Explorer: Ermenistan misafirperver-
ligiyle biliniyor. llk kez gelen turistlere hangi
destinasyonlari 6nerirsiniz?

Lusine Gevorgyan: Misafirperverlik, Ermen-
istan’daki turizm deneyiminin temelidir. Zi-
yaretciler genellikle en ¢cok etkilendikleri unsurun
karsilastiklari insanlarin sicaklig oldugunu
soyltyor.

ik ziyaretler icin Erivan’dan baslanmasini 6ner-
irim: mazeleri, canli atmosferi olan kafeleri ve Er-
meni kiltdariyle tanisma imkani sunar. Ardindan

The chatbot is available 24/7 and provides
real-time recommendations, making travel in
Armenia more convenient and helping visitors
discover its hidden gems.

Tourism Explorer: Armenia is known for its
hospitality. Which destinations would you
recommend for first-time visitors?

Lusine Gevorgyan: Hospitality is at the heart
of the tourist experience in Armenia. Visitors
often say that what impresses them most is
the warmth of the people they meet.

For first-time visitors, | would recommend
starting with Yerevan: here you can

explore museums, cozy cafés with a vibrant
atmosphere, and get acquainted with
Armenian culture. Then, it is worth visiting
the famous Lake Sevan with its breathtaking
landscapes and culinary delights, as well as
Dilijan National Park, which is ideal for nature
escapes and hiking.

Equally impressive are historical sites such
as the Garni Temple, where history blends
harmoniously with scenic views, and the
charming city of Gyumri with its unique
architecture and vibrant cultural life.

Each region of Armenia has its own character,
traditions, and flavors, and this diversity

is what makes traveling across the

country truly special.

Tourism Explorer: Thank you, Lusine, for
your time. We hope our readers will be
inspired to visit your beautiful country and
discover its true authenticity and unique
charm for themselves.

s -

biydleyici manzaralari ve gastronomik deney-
imleriyle Sevan Golu mutlaka gérilmeli; doga
kacamaklari ve yirtydsler icin ideal olan Dilijan
Milli Parki da 6nemli duraklardan biridir.

Tarihi yapilar arasinda, tarihi ve dogal giizellikleri
bir araya getiren Garni Tapinagi ve kendine ézgu
mimarisi ile canli kaltarel hayati olan Gumri
sehri de oldukga etkileyicidir.

Ermenistan’in her bolgesi kendi karakterine,
geleneklerine ve lezzetlerine sahiptir; bu cesitlilik
ulke ici seyahati gercekten 6zel kilmaktadir.

Tourism Explorer: Vaktinizi ayirdiginiz

icin tesekkiir ederiz Lusine. Okurlarimizin
iilkenizi ziyaret ederek Ermenistan’in gercek
otantikligini ve benzersiz cazibesini yerinde
kesfetmelerini umuyoruz.
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Head of Thematic Tourism, MTK Global
South Korea

Alexander, what key ob-
jectives are you pursuing at MITT?

Alexander Kim: For MTK Global, MITT is the
first major offline platform in Russia after the
pandemic. We provide a full-cycle

service in South Korea-from airport reception
to comprehensive travel support. We work
with group and individual tours, MICE,
medical, beauty, sports, educational, premium
cultural tourism. Our main goal is to expand
our partner network. In the first days alone,
we held a number of promising negotiations,
and more than two thousand people visited
our website.

What are the main
insights from the exhibition?

Alexander Kim: First, there is a clear growing
interest in Northeast Asia. Korea is perceived
not only as a leisure destination but also

as a business hub in technology and
innovation. Second, the tourist profile has
changed: around 70% of discussions at our
stand are related to premium tailor-made
programs, business, and medical tourism.
Third, the market is actively looking for reliable
partners-we have already reached preliminary
agreements with agencies from various
regions. In 2025, Korea received 18.7 million
foreign tourists, exceeding pre-pandemic lev-
els, and by 2030 the country aims for

30 million visitors.

How does the
polarization of demand (budget vs. quality
travel) reflect in your segment?
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MTK Global Tematik
Turizm Departmani Baskani
Guney Kore

Alexander, MITT'te kendi-
nize koydugunuz temel hedefler nelerdir?

Alexander Kim: MTK Global icin MITT, pandemi
sonrasi Rusya’daki ilk biyuk offline platform.
Glney Kore'de havaalani karsilamasindan
kapsamli seyahat destegine kadar uctan uca
hizmet sagliyoruz. Grup ve bireysel turlar, MICE,
medikal, beauty, spor, egitim ve premium kdiltirel
turizm alanlarinda faaliyet gésteriyoruz. Ana
hedefimiz partner agimizi genisletmek. ilk gtinle-
rden itibaren bircok verimli gbriisme gerceklestir-
dik ve web sitemiz iki binden fazla kisi tarafindan
Ziyaret edildi.

Fuarin en 6nemli i¢goriileri
neler oldu?

Alexander Kim: Birincisi, Kuzeydogu Asya’ya
yonelik ilginin belirgin sekilde arttigini gériyoruz.
Kore yalnizca bir tatil destinasyonu degil, ayni
zamanda teknoloji ve inovasyon alaninda bir is
merkezi olarak da algilaniyor. ikincisi, turist profi-
li degisti: standimizdaki gérismelerin yaklasik
%701 premium bireysel programlar, is ve medikal
turizm tzerine yogunlasiyor. Uciinciisi, pazar
guivenilir partner ariyor—farkli bélgelerden acen-
telerle 6n anlasmalara ulastik. 2025te Kore 18,7
milyon yabanci turist agirlayarak pandemi éncesi
seviyeleri asti ve 2030 hedefi 30 milyon ziyaretgi.

Talep polarizasyonu
(ekonomik vs. kaliteli seyahat) sizin alaniniza
nasil yansiyor?

Alexander Kim: Her iki trendi de géruyoruz.
Kore “kisa ama yogun” seyahat formati icin ideal:
ulke kompakt, altyapi ¢cok gelismis ve KTX hizli tre-
ni Seul ile Busan’i 2,5 saatte bagliyor. En 6nemli
degisim su: turistler artik sadece yer gormek
istemiyor, llkeyi iceriden hissetmek istiyor. Bu da
DUALISM konseptine uyuyor: ultra modern cevre
ile derin geleneksel kiltirin birlesimi.

Yeni destinasyon ilgisi ile
fiyat hassasiyeti arasinda nasil denge kuruy-
orsunuz?

Alexander Kim: We see both trends. Korea is
perfectly suited for “short but intensive” travel:
the country is compact, infrastructure is highly

developed, and the KTX high-speed train
connects Seoul and Busan in 2.5 hours.

The key point is that tourists no longer just
want to see attractions-they want to feel the
country from within. This aligns with the
concept of DUALISM: a combination of
ultra-modern environments and deep
traditional culture.

How to find a balance
between interest in new destinations
and price sensitivity?

Alexander Kim: The key factor is product
flexibility. We design programs for different
budgets, but our focus is on high-value
travelers who prioritize unique experiences.
We are shifting from mass tourism toward
experience quality.

What do you offer in
the wellness tourism segment?

Alexander Kim: Korea is a global leader in
medical tourism and the beauty industry.
We see steady demand for health check-ups,
cosmetology, and anti-aging procedures.
The segment is shifting from surgery-based
services toward wellness and longevity.
The government is developing six wellness
clusters across the country. Our programs
include diagnostics, medical and cosmetic
procedures, SPA experiences, and temple
stays in Buddhist monasteries.

Why is interest in
medical travel continuing to grow?

Alexander Kim: Modern travelers seek
transformation-physical, emotional, and
cultural. Korea offers a unique combination
of advanced medical technologies, a strong
beauty industry, and rich culture.

The transparency of the system, including
tax refund schemes, makes the country
one of the most attractive medical tourism
destinations in Asia.

Which other travel
formats are promising?

Alexander Kim: Thematic travel:

gastronomy, art tours, cultural routes, sports
camps, and educational programs. Slow travel
is also growing-deep immersion in small cities,
local crafts, and nature experiences.

Alexander Kim: Burada ana unsur iriin
esnekligi. Farkli biitcelere uygun programlar
tasarlyoruz ancak odagimiz yiiksek degerli
gezginler. Kitlesellikten ziyade deneyim kalitesine
ybneliyoruz.

Wellness turizmi seg-
mentinde neler sunuyorsunuz?

Alexander Kim: Kore, medikal turizm ve beauty
enddstrisinde dinya lideri. Saghk check-up’lari,
kozmetoloji ve anti-aging uygulamalarina yéne-
lik istikrarli bir talep var. Segment artik cerrahi
islemlerden wellness ve longevity odakli yapiya
kayiyor. Hiikiimet tlke genelinde 6 wellness
klasteri gelistiriyor. Programlarimizda teshis
hizmetleri, medikal ve kozmetik uygulamalar, SPA
deneyimleri ve Budist tapinaklarinda temple stay
bulunuyor.

Medikal seyahatlere ilgi
neden artmaya devam ediyor?

Alexander Kim: Modern turist déntsim
artyor—fiziksel, duygusal ve kiiltiirel. Kore, yliksek
teknoloji medikal altyapisi, gliclti beauty enddistri-
si ve zengin kdltiru bir arada sunuyor. Vergi iade
sistemi dahil seffaf yapi, tlkeyi Asya’nin en cazip
medikal turizm destinasyonlarindan biri haline
getiriyor.

Hangi seyahat formatlari
one cikiyor?

Alexander Kim: Tematik seyahatler: gastronomi,
sanat turlari, kiltdrel rotalar, spor kamplari ve
egitim programlari. Ayrica slow travel blylyor—
kliclik sehirlerde derin deneyim, yerel el sanatlari
ve doga ile biitiinlesme.

Hangi etkinlikler turizmi
tetikleyebilir?

Alexander Kim: Kore etkinlik turizmini aktif
olarak gelistiriyor. Seul, Asya’nin ¢cagdas sanat
merkezlerinden biri. 2026'da en 6nemli olaylar-
dan biri BTS'in dénisi ve diinya turnesi olacak
hayran kitlesi diinya genelinde on milyonlarla
ifade ediliyor.

Devlet tarafindan
desteklenen yeni formatlar neler?

Alexander Kim: Kore, REDUNICORN stratejisi
kapsaminda bolgesel ve rejeneratif turizmi tesvik
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Tourism Explorer: Which events could
become tourism drivers?

Alexander Kim: Korea is actively developing
event tourism. Seoul is one of Asia’s key
contemporary art hubs. In 2026, a major
milestone will be the return of BTS and their
world tour-the fan base numbers tens of
millions globally.

Tourism Explorer: Which new formats
are being developed and supported
by the government?

Alexander Kim: Korea is promoting regional
and regenerative tourism under the
REDUNICORN strategy. Regional airports,
cultural routes, and nature-based destinations
are being developed. One interesting initiative
is tourism passports that collect stamps from
different regions and UNESCO sites.

Tourism Explorer: What advice would you
give industry colleagues in 2026?

Alexander Kim: Sell not the destination, but
the meaning of the journey. Today's traveler
seeks experiences that transform
them-cultural discovery, health restoration,
inspiration. Korea offers an ecosystem where
technology, culture, and high service
standards merge into a single experience.

Tourism Explorer: What would you
wish Tourism Explorer readers?

Alexander Kim: To stay open to new
destinations and ideas. Companies that are
willing to experiment and create new formats
are shaping the future of the industry.

| wish inspiration, new discoveries, and bold
routes. Tourism connects people, cultures,
and countries.
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ediyor. Bélgesel havalimanlari, kiltirel rotalar
ve doga odakli destinasyonlar gelistiriliyor. liging
projelerden biri de farkli bolgelerden ve UNESCO
alanlarindan damga toplanan turizm pasaport-
lari.

Tourism Explorer: 2026 igin sektor pro-
fesyonellerine tavsiyeniz nedir?

Alexander Kim: Destinasyonu degil, yolculugun
anlamini satin. Ganumdaz turisti déntsim ariyor:
kiltirel kesif, saglik iyilesmesi, ilham. Kore;
teknoloji, kultiir ve yiksek hizmet standardini tek
bir deneyimde birlestiriyor.

Tourism Explorer: Tourism Explorer okuyucu-
larina mesajiniz nedir?

Alexander Kim: Yeni destinasyonlara ve fikirlere
acik olun. Denemeye ve yeni formatlar yaratma-
ya hazir sirketler sektértin gelecegini sekillendiriy-
or. lham, yeni kesifler ve cesur rotalar diliyorum.
Turizm insanlari, kiltdrleri ve Glkeleri birlestirir.

MHan
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Lyubov Pervoy

Entrepreneur
Family company “Kladovaya Braterskikh”
(Yeysk)

Tourism Explorer: Lyubov, your company
is participating in MITT for the first time.
What goals have you set for yourself?

Lyubov Pervoy: For us, participation in MITT is
a strategic initiative to promote our region.
We represent the Yeysk district, aiming to
show it not just as a point on the map, but as a
multifaceted destination with a rich

history. The exhibition provides an
opportunity to reach the federal level,
establish dialogue with tour operators, and
present the potential of our region.

Tourism Explorer: What was your main
professional insight after the first
day of MITT?

Lyubov Pervoy: | was impressed by the
creative approach of regions and countries
in their self-presentation. It is clear that the

modern hospitality industry requires a
synthesis of marketing and authentic identity.
Successful stands were not just showcasing
services, but conveying the “soul of a place.”
Tourism today is a space for creativity,

where authenticity becomes a key factor

of attractiveness.

Tourism Explorer: Experts predict that in
2026 there will be a trend toward rational
choice and segmentation: either budget
travel or high-quality travel. How does
Yeysk fit into this model?

Lyubov Pervoy: Historically, Yeysk has been

Lyubov Pervoy
Girigimci

“Aile Sirketi Kladovaya Braterskikh”
(Yeysk)

Tourism Explorer: Lyubov, sirketiniz MITT e
ilk kez katiliyor. Kendinize ne gibi hedefler
koydunuz?

Lyubov Pervoy: Bizim icin MITT'e katilim, bol-
gemizi tanitma konusunda stratejik bir adim.
Yeysk bolgesini sadece haritadaki bir nokta
olarak degil, zengin tarihi olan ¢ok katmanli bir
destinasyon olarak tanitmayr amacliyoruz. Fuar
bize federal diizeyde goriintrliik kazanma, tur
operatorleriyle diyalog kurma ve bélgenin potan-
siyelini ortaya koyma imkéni sagliyor.

Tourism Explorer: MITT'in ilk giiniiniin ardin-
dan en 6nemli profesyonel i¢gériiniiz ne oldu?

Lyubov Pervoy: Bolgelerin ve lilkelerin kendlil-
erini sunma konusundaki yaratici yaklasimi
beni cok etkiledi. Modern konaklama ve turizm
enddstrisinin pazarlama ile otantik kimligin sen-
tezini gerektirdigi acik. Basarili standlar sadece
hizmetleri degil, “mekanin ruhunu” aktariyordu.
Turizm bugun yaraticiligin alani; otantiklik ise en
6nemli cekim faktord haline geliyor.

Tourism Explorer: 2026°da turizmde ya tasar-
ruf ya da yiiksek kaliteye yonelim seklinde
bir ayrisma bekleniyor. Yeysk bu modele nasil
uyuyor?

Lyubov Pervoy: Yeysk tarihsel olarak Azak Den-
izi kiyisinda aile ve ekonomik tatil destinasyonu
olarak konumlandi. Ancak bizim hedefimiz
“sadece ucuz sahil destinasyonu” algisini kirmak.
Sifali camur, mineral kaynaklar ve Nisan-Ekim
arasi ziyaretci kabul edebilen bir iklim gibi gu¢li
kaynaklarimiz var. Wellness altyapisini ve etkinlik
turizmini gelistirerek daha kaliteli bir deneyim
sunmak ve sezonu uzatmak istiyoruz.

Tourism Explorer: MITT'te aktif yaslanma ve
saglikl yasam programlarina talep artisindan
bahsedildi. Bu trendin nedeni nedir?

Lyubov Pervoy: Gintumdiziin hizli temposun-
da en 6nemli deger zamanin kalitesi ve kisisel
enerjidir. Seyahat artik erisilebilir, ancak asil
mesele bu deneyimlerden keyif alacak enerjiyi
koruyabilmektir. Saglik odakli turizm bu ihtiyaca
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positioned as a center for family and budget
holidays on the Sea of Azov. However, our task
is to move beyond the stereotype of being
“only a cheap beach destination”.

We have unique resources: therapeutic mud,
mineral springs, and a climate that allows us
to welcome guests from April to October.
We need to develop wellness infrastructure
and event tourism in order to offer
higher-quality experiences and extend

the season.

Tourism Explorer: At MITT discussions,
there was talk about the growing demand
for active longevity programs.

What is driving this trend?

Lyubov Pervoy: In today's fast-paced world,
the key value is the quality of time and
personal energy. Many people can travel,
but the main question is how to preserve
energy to truly enjoy these experiences.
Health-oriented tourism responds to this
demand. Regions that can offer a
comprehensive approach to restoring
personal resources will gain a sustainable
competitive advantage.

Tourism Explorer: What strategies,
in your view, would help realize
Yeysk's potential in wellness tourism?

Lyubov Pervoy: The potential is significant
but requires a systematic approach. Today,
tourists seek a holistic experience: it is
important for them to restore energy through
immersion in local culture, nature, and healthy
lifestyle traditions. We need not only to
highlight natural assets but also to create a
modern environment-develop agritourism

and build new hotels. This will allow us to offer
guests an integrated wellness experience.

Tourism Explorer: How is domestic tourism
in Krasnodar Krai transforming? Which
directions are the most promising?

Lyubov Pervoy: The focus is shifting toward
authenticity. The region actively supports
agritourism, recognizing that it is not only

about the sea, but also about rich gastronomic
and historical traditions. Yeysk, as a former
merchant city, has a unique heritage.

The business community plans to develop
agritourism facilities where guests can
experience local crafts, expanding the
perception of the region beyond beach
tourism.
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yanit veriyor. Kisisel enerjiyi yenileyebilen béigeler
surdiirdlebilir bir rekabet avantaji elde edecek.

Tourism Explorer: Yeysk'in wellness turizm
potansiyelini ger¢eklestirmek icin hangi
stratejiler gerekli?

Lyubov Pervoy: Potansiyel cok yiiksek ancak
sistematik bir yaklasim gerekiyor. Turist artik
batincil bir deneyim istiyor: yerel kiltir, doga ve
saglkl yasamla i ice olarak kendini yenilemek.
Sadece dogal kaynaklari séylemek yeterli degil;
modern bir ¢evre olusturmak gerekiyor. Agro-
turizm gelistirmek ve yeni oteller insa etmek bu
batuncdl saglik yaklasimini mamkdan kilar.

Tourism Explorer: Krasnodar Bélgesi’'nde i¢
turizm nasil déniisiiyor? Hangi alanlar éne
ctkiyor?

Lyubov Pervoy: Egilim otantiklige kayiyor. Bolge
sadece deniz degil, ayni zamanda gui¢lu gas-
tronomi ve tarihi mirasa sahip. Yeysk, eski bir
tuccar sehri olarak benzersiz bir kiltiirel mirasa
sahip. Is diinyas, ziyaretgilerin bélgeyi sadece sa-
hil tatili olarak degil, el sanatlari ve yerel kiltiirle
taniyacagi agroturizm alanlari gelistirmeyi plan-
liyor.

Tourism Explorer: Yeysk'e turist ¢ekebilecek
etkinlikler neler olabilir?

Lyubov Pervoy: Etkinlik turizmi gicld bir gelisim
katalizérudur. Yeysk'in 6nemli bir ge¢misi var;
yonetmen Sergei Bondarchuk'un dogum yeri ve
burada film festivalleri diizenlenmis bir sehir. Su
anda is dinyasi buylik bir bolgesel festival kon-
septi tizerinde calisiyor. Dizenli bir etkinlik, turist
akisini artirir, sezonu uzatir ve kiiclk isletmelere
ivme kazandirir.

Tourism Explorer: Yeysk'in resort altyapisini
nasil degerlendiriyorsunuz ve en 6nemli
gelistirme alanlari neler?

Lyubov Pervoy: Dogal potansiyel ile altyapi
arasinda bir fark var. En blyiik sorunlar kisa
yuksek sezon, bunun yarattigi istihdam ve pers-
onel sikintisi ile modern konaklama tesislerinin
eksikligi. Cozum, kamu-bzel sektor is birlikleri, yil
boyu hizmet verecek oteller, etkinlik programlari
ve nitelikli personelin bélgede kalmasini saglaya-
cak kosullarin olusturulmasidir.

Tourism Explorer: Bélgenin cazibesini koru-

Tourism Explorer: Which events could
become drivers for attracting tourists
to the Yeysk district?

Lyubov Pervoy: Event tourism is a powerful
catalyst for development. Yeysk already has
traditions: the city is the birthplace of film
director Sergei Bondarchuk, and film festivals
have been held here. The business community
is currently developing the concept of a major
interregional festival. A strong recurring event
would increase tourist flows, extend the
season, and stimulate small business growth.

Tourism Explorer: How do you assess the
current state of resort infrastructure in the
Yeysk district, and what are the key
development tasks?

Lyubov Pervoy: Today there is a gap between
natural potential and infrastructure quality.
The main challenges are the short high
season, which creates issues with employment
and staffing, and the shortage of modern
accommodation facilities. The solution lies in
public-private partnerships: building
year-round hotels, developing event
programs, and creating conditions to retain
professional staff. Only a systemic approach
can unlock the city’s full potential.

Tourism Explorer: What is the main priority
in preserving the region’s attractiveness?

Lyubov Pervoy: Preserving the natural
environment and authenticity. Our uniqueness
lies in the cleanliness of the coastline.
Sustainable development principles and
support for local producers are not just
environmental trends but economic
necessities. It is important that guests

see not only upgraded infrastructure but
also well-preserved nature and feel historical
continuity. This is what makes tourism
valuable and the region resilient to

future challenges.

madaki en 6nemli éncelik nedir?

Lyubov Pervoy: Dogal cevrenin ve otantikligin
korunmasi. Bizim en buytk degerimiz kiyi seri-
dinin temizligi. Surdurdilebilirlik ve yerel (reti-
cilerin desteklenmesi yalnizca cevresel bir trend
degil, ekonomik bir gerekliliktir. Ziyaretcilerin
hem modern altyapiyi hem de korunmus dogayi
gormesi ve tarihsel siirekliligi hissetmesi gerekir.
Bu, bolgeyi degerli ve uzun vadede dayanikli kilar.
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GLOBAL EMPLOYMENT SCALE:
THE CURRENT LANDSCAPE

WTTC data indicates that by the end of 2025,
global employment in travel and tourism had
reached approximately 371 million people,
accounting for nearly 10% of total global
employment, either directly or indirectly.

Looking ahead to 2035, projections suggest
that an additional 91 million jobs could be
created across the sector. In practical terms,
this means that one out of every three
new jobs globally over the next decade is
expected to be linked to travel and tourism
activities.

STRUCTURAL RISK: A GROWING
GLOBAL WORKFORCE GAP

Beyond growth potential, the report
highlights a critical structural challenge:
the widening gap between workforce

supply and demand. WTTC warns that by
2035, the global travel and tourism sector
could face a shortfall of approximately

43 million workers if current trends persist.

Key drivers behind this gap include:
Aging populations in major markets
Workforce attrition from service industries
Shortages of skilled and trained personnel

Declining attractiveness of operational and
frontline roles

Demand is expected to grow most rapidly in
customer-facing, operational, ground
services, and accommodation-related

roles, where human interaction
remains essential.
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KURESEL iSTIHDAM OLGEGI:
GUNCEL TABLO

WTTC verilerine gore seyahat ve turizm sek-
tord, 2025 sonu itibariyla yaklasik 371 milyon
kisilik kuresel istihdam dizeyine ulasmis du-
rumda. Bu rakam, sektériin dinya genelindeki
toplam istihdamin yaklasik %10'una dogru-
dan veya dolayli katki sagladigini gésteriyor.

2035’ uzanan projeksiyonlar, bu mevcut
6lcegin Uzerine yaklasik 91 milyon yeni is
firsatinin eklenebilecegine isaret ediyor. Baska
bir ifadeyle, 6niimiizdeki on yillik dénemde
kuresel élcekte yaratilacak her Ug yeni isten
birinin seyahat ve turizm sektéruyle baglantili
olmasi bekleniyor.

YAPISAL RISK:
KURESEL is GUCU ACIGI

Raporda blyime potansiyeli kadar kritik bir
baska unsur da net bicimde tanimlaniyor: Is
guci arzi ile talep arasindaki yapisal uyum-
suzluk. WTTC, 2035 perspektifinde kiresel
Olcekte yaklasik 43 milyon kisilik bir is gticu
acigi olusabilecegine dikkat cekiyor.

Bu agigin temel nedenleri arasinda:
Demografik yaslanma,

Hizmet sektériinden kopan is glicd,

Nitelikli ¢calisan eksikligi,

Operasyonel rollerin cazibesini yitirmesi

one cikiyor. Ozellikle misteri deneyimi, oper-
asyon, yer hizmetleri ve konaklama gibi insan

temasi yogun alanlarda talebin daha hizli
artmasi bekleniyor.

REGIONAL IMBALANCES
BECOME MORE PRONOUNCED

The workforce gap is not evenly distributed
geographically. WTTC's long-term projections
indicate that by 2035:

China may require an additional
16.9 million workers,

India approximately 11 million,

and the European Union around 6.4 million
new employees across the travel and
tourism ecosystem.

In advanced economies such as Japan,
demographic dynamics could result in
workforce supply falling nearly 30% short
of demand, underscoring the need for
structural labor and immigration strategies
to sustain tourism growth.

ACCOMMODATION SECTOR AT
A CRITICAL THRESHOLD

One of the most exposed segments
identified in the report is the
accommodation sector. Due to its
labor-intensive nature, hotels and resorts
are expected to require approximately
8.6 million additional workers by 2035.

This outlook positions talent development,

retention strategies, and workforce engage-
ment as strategic priorities for hotel opera-

tors, resort groups, and alternative accom-

modation providers globally.

BOLGESEL
DENGESIZLIKLER DAHA
BELIRGIN

WTTC raporu, is glict agiginin cografi olarak
da esitsiz dagildigini ortaya koyuyor.

2035 projeksiyonlarina gére:
Cin'de yaklasik 16,9 milyon,

Hindistan'da 11 milyon,

Avrupa Birligi genelinde 6,4 milyon

ek calisana ihtiyag¢ duyulacagi 6ngértiliiyor.

Japonya gibi gelismis pazarlarda ise mevcut

demografik yapi nedeniyle is glicii arzinin
talebin yaklasik %30 gerisinde kalabilecegi
belirtiliyor. Bu durum, tlkelerin turizm
buyiime stratejilerini yalnizca talep yénetimi
uzerinden degil, insan kaynagi planlamasi
ekseninde yeniden ele almasini zorunlu kiliyor.

KONAKLAMA SEKTORU
KRITIK ESIKTE

Raporda ézel olarak vurgulanan alanlardan
biri konaklama sektéru. Hizmet yogun yapisi
nedeniyle bu segmentte yaklasik 8,6 milyon ek
calisana ihtiya¢ duyulacagi tahmin ediliyor.

Bu tablo; otelcilik, resort isletmeciligi ve alter-
natif konaklama modelleri icin egitim, bagllik
ve yetenek yénetimi konularini stratejik 6nce-
lik héline getiriyor.
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STRATEGIC FRAMEWORK:
BUILDING SUSTAINABLE
EMPLOYMENT

To ensure that growth remains

sustainable, WTTC calls for stronger
coordination between public institutions and
the private sector. The report emphasizes
several strategic focus areas:

Long-term partnerships between industry
and educational institutions

Vocational training and reskilling programs

Increased participation of young people and
women in the workforce

Broader adoption of flexible and inclusive
employment models

WTTC President & CEO Gloria Guevara
underlines that travel and tourism continues
to function as a strategic driver of
economic resilience and social inclusion,
while stressing that workforce planning

has now become as critical as

demand growth itself.

OVERALL ASSESSMENT

As of 2026, travel and tourism is reinforcing
its central role in the global economy not
only through demand recovery, but through
its job creation capacity, regional
development impact, and strong
economic multiplier effect. WTTC's
findings make it clear that the coming
decade will represent a period of
workforce-led transformation, position-
ing human capital at the core of sustainable
sectoral growth.

STRATEJIK CERCEVE:
SURDURULEBILIR iSTIHDAM

WTTC, sektoriin biiyiime potansiyelinin
surddrdlebilir hale gelmesi icin kamu ve ézel
sektor arasinda daha gli¢lt bir koordinasyon
cagrisinda bulunuyor. Raporda ézellikle su
basliklar éne cikiyor:

Egitim kurumlari ile sektor arasinda uzun
vadeli is birlikleri

Mesleki egitim ve yeniden beceri kazandirma
programlari

Geng nufusun ve kadin istihdaminin artiril-
masi

Esnek ve kapsayici calisma modellerinin yay-
ginlastirilmasi

WTTC CEQ’su Gloria Guevara, seyahat ve
turizmin kiresel 6lcekte ekonomik dayaniklilik
ve sosyal kapsayicilik agisindan stratejik bir
sektor olmaya devam ettigini vurgularken, is
guict planlamasinin artik buyime kadar kritik
bir glindem maddesi oldugunu ifade ediyor.

GENEL DEGERLENDIRME

2026 itibariyla seyahat ve turizm sektord, yal-
nizca talep artistyla degil; istihdam yaratma
kapasitesi, bolgesel kalkinma etkisi ve ekono-
mik ¢arpan glictiyle de kiiresel ekonomi iginde
merkezi konumunu pekistiriyor. WTTC'nin
ortaya koydugu veriler, dniimuzdeki on yilin
sektor acisindan insan kaynagi odakli bir
dénisim doénemi olacagini net bicimde orta-
ya koyuyor.

Book Now
+201025005128

PREMIUM ULTRA ALL- INCLUSIVE-24

We pride ourselves on offering premium service that
satisfies even the most discerning palates.

An innovative delight with a unique charm, pleasing not
only the stomach, but also the eye and soul.
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Every day, various activities with an international
animation team are provided all over the territory
of hotel from 10:00 AM till 02:00 AM.

.
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We are proud to offer for all guests free Wi-Fi in the

hotel to stay connected anytime during their
amazing holiday with us!

reservation@rehanaresorts.com




INTERVIEW SECTION

“Voices of the
Industry”

“Iindustri Sesleri” Roportaj Bolimu

" WHAT TRULY MATTERS
FOR A PROFESSIONAL
TODAY?
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Olga Philippova

Media and Marketing Director,
HelloOtel TurboMarketing
General Coordinator,

Tourism Explorer Magazine

Dear colleagues and partners,

Ahead of the release of the 4th issue

of our Tourism Explorer magazine, we
traditionally asked ourselves a key
question: what truly matters for a
professional today? In a period marked
by turbulence, shifting logistics, and the
restructuring of consumer habits, there is
a need not only for timely information but
also for refined expertise. That is why we
built this issue around the “living voices” of
industry leaders from senior hotel
marketing executives to founders of tour
operator holding companies and chief
editors of leading B2B media outlets.

In this section, you will find analyses of
unique strategies: from a comparative
review of the tourism markets of Russia
and Turkiye by Rashad Mamedov,

to discussions on the importance of
rewarding excellence in the industry
with a representative from HelloOtel
management. Together with Guzel Kiyak,
we reflect on the profile of the modern
executive, while Tatiana Karseka reveals
new dimensions of Egypt's tourism
marketing. We spoke with Selcuk Meral,
one of the creators of key industry events,
and learned from Ahmet Haluk Ozsevim
how media maintains a balance between
speed and depth.

At a time when tourism is becoming
increasingly fragile yet simultaneously
more adaptive, expert opinions are not
just analytics. They are a compass that
helps us see the horizon, even when the
immediate landscape

changes every day.

Olga Filippova

HelloOtel TurboMarketing Medya
ve Pazarlama Direktori

Tourism Explorer Dergisi

Genel Koordinatérii

Degerli meslektaslar ve is ortaklari,

Tourism Explorer dergimizin 4. sayisinin
yayimlanmasi éncesinde geleneksel olarak

su soruyu kendimize sorduk: Bugtin bir pro-
fesyonel icin gercekten ne énemlidir? Lojistik
yapilarin degistigi, tiketici aliskanliklarinin
yeniden sekillendigi ve yiiksek dalgalanma
dénemlerinden gecilen bu siireg, yalnizca hizli
bilgiye degil, ayni zamanda rafine edilmis uz-
manhiga da ihtiya¢ duymaktadir. Bu nedenle
bu sayiyi, sektoriin “yasayan sesleri” etrafinda
kurguladik otel pazarlama ust diizey yéneti-
cilerinden tur operatéru holding kurucularina
ve 6nde gelen B2B medya kuruluslarinin genel
yayin yénetmenlerine kadar uzanan bir pers-
pektifle.

Bu béliimde benzersiz stratejilerin anali-
Zlerini bulacaksiniz: Rusya ve Turkiye turizm
pazarlarinin karsilastirmall degerlendirmesin-
den (Rashad Mamedov tarafindan) HelloOtel
temsilcisiyle sektoriin en iyilerini édiillen-
dirmenin 6nemine dair tartismalara kadar
genis bir icerik yer aliyor. Guzel Kiyak ile
birlikte modern yoneticinin profilini tartisiyor,
Tatyana Karseka ile Misir turizm pazarla-
masinin yeni boyutlarini inceliyoruz. Sektériin
onemli etkinliklerinin yaraticilarindan Selguk
Meral ile gériistiik ve Ahmet Haluk Ozse-
vim’den medyanin hiz ile derinlik arasindaki
dengeyi nasil korudugunu dinledik.

Turizmin giderek daha kirilgan ama ayni
zamanda daha esnek hale geldigi bu dénem-
de, uzman gérusleri yalnizca analitik bir icerik
degil; ayni zamanda ufkumuzu gérmemizi
saglayan bir pusuladir, 6zellikle de yakin

planin her gin degistigi bir ortamda.
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Product Destination Manager
HelloOtel TurboMarketing Egypt

Topic:
Analysis of the Specifics of
Hotel Marketing in Egypt

Tourism Explorer: Tatiana, Egypt has
traditionally been associated with beach
holidays and diving. However, the market
is changing. What unconventional
marketing approaches are currently most
effective for promoting Egyptian hotels in
the CIS and European markets?

Tatiana Karseka: Indeed, the classic
positioning of Egypt as a “sea + all-inclusive”
destination no longer provides the same
competitive advantage. Today, the winners are
those hotels that can repackage their product
and work with emotions, meanings, and new
travel scenarios. | would highlight several
unconventional, yet already proven,
approaches.

First, niche targeting and working with
micro-audiences. Instead of mass campaigns,
hotels are increasingly creating offers tailored

to specific interests: digital detox programs,
gastronomic weekends, yoga retreats, and
educational family holidays. Such products are
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Product Destination Manager
HelloOtel TurboMarketing Egypt

Konu:
Misir Otel Pazarlamasinin
Dinamikleri Uzerine Analiz

Tourism Explorer: Tatiana, Misir geleneksel
olarak deniz tatili ve dalis ile 6zdeslesmis bir
destinasyon. Ancak pazar degisiyor. BDT ve
Avrupa pazarlarinda Misir otellerini tanitmak
icin bugiin en iyi sonu¢ veren alisiimisin disin-
daki pazarlama yaklasimlari neler?

Tatiana Karseka: Gercekten de Misir'in “deniz +
her sey dahil” seklindeki klasik konumlandirmasi
artik eski rekabet avantajini saglamiyor. Bugtin
kazananlar; trindnd yeniden kurgulayabilen,
duygulara, anlamlara ve yeni tatil senaryolari-
na odaklanabilen oteller. Bu noktada etkisini
kanitlamis birkac¢ yaklasim 6ne cikiyor.

ilk olarak, nislesme ve mikro hedef kitlelerle calis-
ma. Oteller artik kitlesel kampanyalar yerine be-
lirli ilgi alanlarina yonelik driinler gelistiriyor: dig-
ital detox programlari, gastronomi hafta sonlari,
yoga retreat’leri veya aile odakli egitim tatilleri
gibi. Bu tir driinler hedefli kanallarda daha kolay
pazarlaniyor ve daha yliksek etkilesim sagliyor.

Ikinci olarak, is birliklerine dayali pazarlama hiz-
la gelisiyor. Markalar, influencer’lar ve hatta egi-
tim platformlariyla kurulan ortakliklar, otellerin
klasik turizm teklifinin disina ¢ikmasini sagliyor.
Ornegin fitness egitmenleri, sefler veya wellness
uzmanlariyla gelistirilen programlar, otellere
hazir kitlelere erisim imkani sunuyor.

Uciincii 6nemli trend ise deneyim odakli icerik
uretimi. BDT ve Avrupa pazarlarinda ézellikle

easier to promote through targeted channels
and generate higher engagement.

Second, collaborative marketing is rapidly
developing. This involves partnerships with
brands, influencers, and even educational
platforms. For example, joint programs with
fitness trainers, chefs, or wellness experts
allow hotels to go beyond standard tourism
offerings and access already established
audiences.

The third key trend is experience-driven
storytelling. For CIS and European markets,
short-form video content, real guest stories,
and behind-the-scenes content are
particularly effective. Users want to see the
“real Egypt” not just perfect beaches, but also
atmosphere, people, and emotions.

This increases trust and lowers the
decision-making barrier.

It is also important to highlight product and
marketing flexibility. Rapid adaptation to
seasonal trends, economic conditions, and
changing tourist behavior is critical. This may
include dynamic pricing, event-based offers,
or personalized packages.

Another effective tool is reputation
management and user-generated content
(UGQC). Hotels that systematically encourage
guests to share reviews, photos, and videos
gain organic reach that is often more effective
than traditional advertising.

Finally, digital technologies and
personalization cannot be overlooked.

The use of CRM systems, behavioral analytics,
and automated communications enables a
more precise dialogue with customers-from
the first contact to repeat sales.

Overall, successful promotion of Egyptian
hotels today is less about geography and
infrastructure, and more about creating
a unique experience and communicating
it effectively.

Tourism Explorer: What are the main
differences in positioning Egyptian hotels
compared to those in Turkiye or the UAE?

Do Egyptian hoteliers rely on anything
beyond “sea and sun”?

Tatiana Karseka: Professionally speaking,
the positioning of hotels in Egypt has
historically been built around a strong core
product year-round sunshine, the Red Sea,
and affordable all-inclusive offerings.

kisa video formatlari, gercek misafir hikayeleri ve
sahne arkasi icerikler gliclti performans gosteri-
yor. Kullanicilar artik sadece “kusursuz plajlarr”
degil, Misir'in gercek atmosferini, insanlarini ve
duygusunu gérmek istiyor. Bu da gliveni artiriyor
ve satin alma kararini hizlandiriyor.

Ayrica drin ve pazarlama esnekligi kritik bir fak-
tor haline gelmis durumda. Sezonluk trendlere,
ekonomik kosullara ve turist davranislarindaki
degisimlere hizli adaptasyon gerekiyor. Dinamik
fiyatlama, etkinlik bazli teklifler veya kisisellestir-
ilmis paketler bu yaklasimin par¢asi.

Bir diger etkili alan ise itibar yénetimi ve kullanici
tarafindan dretilen icerik (UGC). Misafirlerini
yorum, fotograf ve video paylasmaya tesvik eden
oteller, cogu zaman geleneksel reklamdan daha
etkili olan organik erisim elde ediyor.

Son olarak, dijital teknolojiler ve kisisellestirme.
CRM sistemleri, kullanici davranisi analitigi ve
otomatik iletisim araglari sayesinde musteriyle
ilk temastan tekrar satisa kadar ¢cok daha hedefli
bir iletisim kurulabiliyor.

Genel cercevede bakildiginda, bugtin Misir
otellerinin basarisi cografya veya altyapidan ¢ok;
benzersiz bir deneyim yaratmak ve bunu dogru
anlatabilmekle ilgili.

Tourism Explorer: Misir'daki otellerin
konumlandirilmasi, Tiirkiye veya BAE ile
kiyaslandiginda hangi noktalarda ayrisiyor?
Misirli otelciler “deniz ve giines” disinda farkl
alanlara yatirim yapiyor mu?

Tatiana Karseka: Profesyonel acidan bakildigin-
da, Misir'daki otellerin konumlandirmasi tarihsel
olarak gucli bir temel driin tzerine kurulu: yil
boyu gtines, Kizildeniz ve erisilebilir her sey dahil
konsepti. Bu temel héla ézellikle kitlesel pazarlar-
da 6nemli bir rekabet avantaji sagliyor.
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This foundation still provides a
competitive advantage, especially in
mass markets.

However, the key difference compared to
Turkiye and the UAE lies in the maturity of
the product and the structure of
investments. Turkiye has made

significant progress in diversifying and
“packaging” experiences: focusing on
gastronomy, family infrastructure, themed
hotels, high service standards, and
in-resort entertainment.

The UAE, on the other hand, sells not just
vacations, but status and unique
experiences architecture, urban
development, shopping, event tourism,
and the luxury segment.

Egypt, for a long time, remained in the
“value for money” niche offering good
quality holidays at reasonable prices. But
the market is gradually changing.

Today, Egyptian hoteliers are
increasingly focusing on
several key areas:

Diving and active tourism. The Red Sea is
one of the world's top diving destinations,
and this is no longer just an add-on but

a standalone demand driver. Specialized
dive hotels, water sports centers, and
kitesurfing (especially in El Gouna and
Soma Bay) are expanding.

Boutique and lifestyle products. There is

a growing number of smaller,
concept-driven hotels focusing on design,
atmosphere, and personalized service
moving away from mass-market models
and attracting higher-spending audiences.

Wellness and long-stay segments. Thanks
to its climate, Egypt is positioning itself as
a destination for winter stays, recovery,
and digital nomads. SPA facilities, wellness
programs, and retreats are developing
rapidly.

Cultural and excursion tourism. Unlike
Turkiye and the UAE, Egypt has a unique
world-class historical heritage. There is
now a gradual integration of beach and
excursion products-combined tours
(sea + Luxor/Cairo) and infrastructure
development around new museums
and archaeological sites.

Premium and luxury segments. Although
still behind the UAE, Egypt's upscale hotel
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Ancak Tirkiye ve BAE ile fark, iriintin olgunluk
seviyesi ve yatirim yapisinda ortaya ¢ikiyor.
Tirkiye son yillarda deneyim cesitliligi ve “lirin
paketleme” konusunda ciddi bir sicrama yapti.
Gastronomi, aile odakli altyapi, temali oteller,
yuksek hizmet standardi ve resort i¢i eglence
gibi alanlara guclu yatirim var. BAE ise tatilden
ziyade stati ve benzersiz deneyim satiyor: mi-
mari, sehircilik, alisveris, etkinlik turizmi ve liiks
segment én planda.

Misir ise uzun stre “fiyat-performans” seg-
mentinde konumlandi. Yani makul fiyatlarla iyi
bir tatil sunma yaklasimi. Ancak bu yapi artik
déndstyor.

Bugtin Misir'da 6ne ¢ikan gelisim alanlari sun-
lar:

Dalis ve aktif turizm. Kizildeniz diinyanin en
guicli dalis destinasyonlarindan biri ve bu artik
bir yan trtn degil, dogrudan talep yaratan bir
unsur. Dalis otelleri, su sporlari merkezleri ve
ozellikle El Gouna ile Soma Bay'de kite surf gibi
alanlar hizla bayuyor.

Butik ve lifestyle oteller. Daha kiiclik, konsept
odakli, tasarim ve kisisellestirilmis hizmete
odaklanan oteller artiyor. Bu, kitlesel turizmden
uzaklasip daha yliksek harcama yapan kitleleri
cekme stratejisinin bir parcasi.

Wellness ve uzun konaklama. Iklim avantaji
sayesinde Misir; kislama, yenilenme ve digi-
tal nomad segmentleri icin konumlanmaya
basliyor. SPA, saglik programlari ve retreat

konseptleri gelisiyor.

Kultirel ve kesif turizmi. Tiirkiye ve BAE'den
farkli olarak Misir, diinya 6lceginde benzersiz
bir tarihsel mirasa sahip. Bu nedenle deniz tatili
ile kiiltarel deneyimi birlestiren hibrit triinler
(deniz + Luksor/Kahire) giderek yayginlasiyor.
Premium ve liiks segment. BAE seviyesine
ulasmasa da, Misir'da ist segment otel yatirim-
lar1 artiyor. Ozellikle yeni projelerde ve reno-
vasyonlarda bu trend net sekilde gordiliyor.

Ozetle, “deniz ve giines” héld temel konum-

segment is growing, particularly through new
developments and renovations.

It is important to understand that Egypt does
not yet compete with the UAE in terms of
“wow effect,” nor has it fully caught up with
Turkiye in service standardization. However,
its strength lies in the combination of price,
climate, and natural resources

that is difficult to replicate.

In conclusion, “sea and sun” remain the
foundation of Egypt's positioning. However,
the market is no longer limited to this. There
is a clear shift toward diversification focused
on experiences, specialization, and quality
improvement. This is not a revolution, but an
evolution, and it will continue to gain
momentum in the coming years.

How quickly do Egyptian

hoteliers adapt to tourist feedback and
adjust their product? Do you often
encounter resistance to changing
infrastructure or concepts based on
market demand?

Tatiana Karseka: Overall, the Egyptian
hospitality market has become
significantly more flexible and responsive
to tourist feedback compared to 10-15
years ago. The speed of adaptation
largely depends on the hotel’s level,
brand, and management structure.

In international chains, processes are
well-structured: feedback is collected through
online platforms, internal surveys, and
ratings, and decisions are made relatively
quickly. Changes whether in food concepts,
service standards, or partial room
renovations can often be implemented
within a single season.

Local and independent hotels tend to adapt
more slowly. Much depends on the owner:
their willingness to invest, involvement in
operations, and understanding of current
trends. In such cases, changes may take
several seasons or even years.

At the same time, competition between
Egyptian resorts has intensified significantly
in recent years. This has become a key driver
of change: hoteliers are forced to respond
more quickly to market demands whether
improving food quality, developing family
infrastructure, introducing adult-only
concepts, or enhancing service levels.

As for resistance to change, such situations
do occur. However, this is usually not due to

landirma unsuru. Ancak pazar artik bununla
sinirli degil. Deneyim, uzmanlasma ve kalite artisi
yoniinde net bir evrim streci yasaniyor.

Muisirli otelciler turist geri
bildirimlerine ne kadar hizli adapte oluyor?
Altyapi veya konsept degisikliklerinde direncle
karsilasiliyor mu?

Tatiana Karseka: Genel olarak bakildiginda,
Misir otel pazar1 10-15 yil éncesine kiyasla ¢ok
daha esnek ve geri bildirime duyarli hale geldi.
Adaptasyon hizi ise otelin segmentine, markasina
ve yonetim yapisina gére degisiyor.

Uluslararasi zincirlerde sirecler oldukca siste-
matik ilerliyor. Geri bildirimler online platformlar,
anketler ve puanlama sistemleri tizerinden to-
planiyor ve kararlar hizli aliniyor. Yemek konsep-
ti, hizmet standardi veya oda renovasyonu gibi
degisiklikler cogu zaman tek sezon i¢inde hayata
gecirilebiliyor.

Yerel ve bagimsiz otellerde ise adaptasyon daha
yavas olabiliyor. Bu noktada yatirimcinin vizyonu,
operasyonel strece dahil olma diizeyi ve trend-
leri anlama kapasitesi belirleyici oluyor. Bu tir
yapilarda déntsim birkag sezon hatta birkac yil
surebiliyor.

Ote yandan, son yillarda Misir'daki destinasyon-
lar arasinda rekabet ciddi sekilde artti. Bu da
degisimin en 6nemli tetikleyicilerinden biri oldu.
Oteller artik daha hizli aksiyon almak zorunda:
yeme-icme kalitesinin artirilmasi, aile altyapisinin
gelistirilmesi, adult-only konseptlerin devreye alin-
masi veya hizmet kalitesinin yikseltilmesi gibi.

Degisime diren¢ konusu ise tamamen ortadan
kalkmis degil. Ancak bu genellikle geri bildirimi
g6z ardi etmekten degil; butce, teknik kisitlar veya
mevcut konseptten kaynaklaniyor. Bazi altyapisal
degisiklikler ciddi yatirim gerektirdigi icin kisa
vadede mimkiin olmayabiliyor.

Ayrica bir “atalet etkisi” de var. Eger bir otel belirli
pazarlardan stabil doluluk aliyorsa, yatirimci

acil degisim ihtiyaci hissetmeyebiliyor. Ancak
uzun vadede bu yaklasim, daha esnek ve yenilik¢i
rakipler karsisinda zayif kaliyor.
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ignoring feedback, but rather to
constraints budgetary, technical, or
conceptual. Not every infrastructure
feature can be quickly modified without
significant investment or full
reconstruction.

There is also an inertia factor: if a hotel
maintains stable occupancy and works
with established markets, owners may not
see an urgent need for change. However,
in the long term, such strategies tend to
lose out to more flexible competitors.

Which regions of

Egypt (Sharm El Sheikh, Hurghada,
Marsa Alam, El Alamein) do you see as
the most promising for growth in
tourist flows from the CIS and

Europe, and why?

Tatiana Karseka: To put it briefly,

| would distribute the “bets” as follows:
Sharm El Sheikh remains the
“locomotive.” It is a proven performer:
stable charter traffic, developed
infrastructure, and strong brand
recognition among tourists from the
CIS and Europe. It also benefits from
convenient logistics and a

year-round season.

Hurghada is the “all-rounder.” It suits
almost all segments: families, divers,
budget travelers, and mid-range tourists.
Growth here will be driven by its broad
audience base and continuous expansion
of the hotel supply.

Marsa Alam is the “dark horse” with
strong potential. This is more about
premium, ecology, and untouched reefs.
Europeans especially from Germany and
Italy are already actively developing this
destination, and the CIS market

is gradually following.

El Alamein is a bet on the future. For now,
it is more about image and investment
than mass tourism. However, with further
infrastructure development and
Mediterranean positioning, it could
become a new “summer hit”

for European travelers.

Tatiana, thank you
for your time. We wish Egypt continued
dynamic evolution as one of the world’s

key tourism destinations.
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Sarm El-Seyh, Hurgada,
Marsa Alam ve El Alamein bélgeleri arasin-
da, BDT ve Avrupa’dan turist akisi agisindan
en yiiksek biiyiime potansiyeline sahip des-
tinasyonlar hangileri?

Tatiana Karseka: Kisa ve net bir cerceveyle
ifade etmek gerekirse:

Sarm EI-Seyh haléa “lokomotif”. Giicli char-
ter trafigi, gelismis altyapi ve yiksek bilinirlik
sayesinde pazari surtkliyor. Yil boyu turizme
uygun yapisi da 6nemli bir avantaj.

Hurgada “cok yonlt oyuncu”. Ailelerden dalis
meraklilarina, blitce segmentten orta segmente
kadar genis bir kitleye hitap ediyor. Blyime
burada pazar genisligi lizerinden gelecek.

Marsa Alam “gizli potansiyel”. Daha ¢ok pre-
mium, doga ve bozulmamis resifler tizerinden
konumlaniyor. Avrupa pazari, ézellikle Alimanya
ve ltalya, bu destinasyonu hizla biyiitiiyor; BDT
de bunu takip ediyor.

El Alamein ise “gelecek yatirimi”. Su an daha ¢ok
imaj ve yatirim odakli. Ancak Akdeniz kiyisinda
gelisecek altyapi ile Avrupa pazari icin guglt

bir yaz destinasyonuna déniisme potansiyeli
tasiyor.

Tatiana, zaman ayirdiginiz
icin tesekkiir ederiz. Misir’in kiiresel tur-
izmdeki gii¢lii konumunu daha da ileri
tasimasini diliyoruz.

Founder of TBS Group Holding

Topic:

Comparative

Analysis of the Russian and
Turkish Tourism Markets

Mr. Mamedov, you are

well acquainted with both markets.
When comparing consumer behavior of
tourists from Russia and Tuirkiye, what
are the key differences in hotel selection,
booking duration, and approach to

extra expenses?

Rashad Mamedov: The key difference lies in
the perception of travel itself. For a Russian
tourist, an outbound trip is typically the main
event of the year, which implies a high
willingness to spend on comfort and
additional services. Turkish tourists, especially
in domestic trips, travel more frequently

and are more focused on family budgets

and cost efficiency.

Hotel selection: For Russian tourists, the

hotel is the central element of the product.
Key criteria include 4-5-star category,
all-inclusive systems, developed infrastructure,
and consistent service. They are willing

to pay extra for

TBS Group Holding Kurucusu

Konu: Rusya ve Tiirkiye
Turizm Pazarlarinin
Karsilastirmali Analizi

Sayin Mamedov, her iki
pazari da yakindan biliyorsunuz.
Rusya ve Tiirkiye'den gelen turistlerin tiiketici
davraniglarini karsilastirdiginizda;
otel se¢imi, rezervasyon siiresi ve ek har-
camalara (extra expense) yaklasim
acisindan temel farklar nelerdir?

Rasad Mamedov: Temel fark, tatilin algilanis
biciminde yatiyor. Rus turist icin yurtdisi seyahati
genellikle yilin en énemli olayidir ve bu da kon-
for ve ek hizmetler icin yiksek harcama istegini
beraberinde getirir. Tiirk turist ise, ézellikle i¢
turizmde, daha sik seyahat eder ve aile bitcesi ile
maliyet optimizasyonuna odaklanir.

Otel se¢imi: Rus turist icin otel, drinin merkez-
inde yer alir. 4-5 yildiz kategorisi, her sey dahil
sistemi, gelismis altyapi ve istikrarl hizmet temel
kriterlerdir. Taninmis markalar, denize sifir
konum ve kaliteli gastronomi icin ek 6deme
yapmaya isteklidir; ¢linku oteli tatilin ana yasam
alani olarak gordir. Tirk turist ise daha hibrit bir
yaklasim sergiler: orta segment oteller, apartlar
veya akraba/ tanidik yaninda konaklama gibi
secenekleri birlikte kullanir. Istatistikler,

akraba yaninda konaklamanin toplam gecelem-
elerde 6nemli bir paya sahip oldugunu gosteriy-
or.

Rezervasyon siresi: Rus turistlerde erken plan-
lama egilimi belirgindir. Ttrkiye, Maldivler ve
BAE gibi destinasyonlarda rezervasyon penceresi
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recognized brands, beachfront locations,
and high-quality food, viewing the hotel as
the primary place of stay. Turkish tourists
tend to combine formats: mid-range
hotels, apartments, or staying with
relatives. Statistics show that
accommodation with relatives accounts
for a dominant share of overnight stays.

Booking duration: Russian tourists tend to
plan ahead. The booking window

for mass destinations (Turkiye, Maldives,
UAE) is measured in weeks or months.
Turkish tourists more often take short
trips throughout the year, many of which
are visits to relatives, planned
spontaneously or around public holidays.

Extra expenses: Russian tourists allocate
significant budgets for room upgrades,
excursions, shopping, and spa services,

focusing on a “premium experience”
during their main annual vacation. Turkish
tourists, especially domestically, are more
cost-conscious: a large portion of the
budget is saved through staying with
relatives, while spending is concentrated
on food, family activities, and
price-sensitive shopping.

The Russian market

has historically been oriented toward
mass beach tourism, while Tarkiye
actively develops domestic tourism and
diversification. What unique

strategies and products does

TBS Group apply to succeed in these
two different markets?

Rashad Mamedov: Our company grew on
the Russian mass outbound product, but
today we operate within two frameworks:
as a provider of “ready-made” seaside
holidays for Russian tourists and as a
partner within the Turkish tourism
ecosystem, which is moving away

from seasonality.

For the Russian mass beach market:

We focus on building full-package
solutions: charter flights, guaranteed hotel
quotas in Turkiye, Egypt, Thailand, and the
UAE, based on the “flight + hotel + transfer
+insurance” model. We offer a diversified
product line by service level from
affordable 3-4-star options to premium
5-star all-inclusive resorts, with a strong
focus on the family segment and
transparent pricing structures. We
manage demand flexibly, quickly
reallocating volumes between warm
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haftalar hatta aylarla él¢dldr. Tirk turist ise yil
icinde daha kisa ve sik seyahatler yapar;
bunlarin 6nemli bir kismi akraba ziyaretidir ve
cogunlukla spontane ya da resmi

tatillere gére planlanir.

Ek harcamalar: Rus turistler oda upgrade’, tur-
lar, alisveris ve SPA icin 6nemli bitgeler ayirir;
tek ve ana tatilde “premium deneyim” arayisi 6n
plandadir. Turk turistler ise 6zellikle i¢c pazarda
daha tasarruf odaklidir: konaklamada akraba
secenegiyle bitce optimize edilir, harcamalar
daha ¢ok yeme-icme, aile aktiviteleri ve fiyat
hassasiyeti ytksek alisveriste yogunlasir.

Rus pazari tarihsel olarak
kitlesel deniz turizmine odakliyken, Tiirkiye
i¢ turizm ve liriin ¢esitlendirme konusunda
gticlii bir doniisiim yasiyor. TBS Group bu iki
farkli pazarda basarili olmak igin hangi
stratejileri ve iiriinleri uyguluyor?

Rasad Mamedov: Sirketimiz Rusya c¢ikisl kitle-
sel tatil urtndyle biyudd, ancak bugtn iki farkli
mantikla ¢alisiyoruz: Rus turist icin “hazir pa-
ket” deniz tatili saglayicisi ve Turkiye’nin sezon
disina acilan turizm ekosisteminin bir partneri
Olarak.

Rus kitlesel plaj pazari icin:Tam paket kurgusu-
na odaklaniyoruz: charter ucuslar, Tirkiye,
Misir, Tayland ve BAE'de garanti otel kontenjan-
lari; “ugus + otel + transfer + sigorta” modeli.
Farkli segmentlere hitap eden (riin gami
sunuyoruz: erisilebilir 3-4 yildizdan, aile odakli
premium 5 yildiz her sey dahil konseptlere ka-
dar.Talebi esnek ydnetiyoruz; jeopolitik gelism-
elere ve ucus agindaki degisimlere gore desti-
nasyonlar arasinda hizli kaydirma yapiyoruz.

Tirkiye pazari ve Turk partnerler icin:Plaj odakli
yapidan yil boyu turizme gegiyoruz: istanbul,
Kapadokya, termal ve medikal turizm driinlerini
gelistiriyoruz. Bu yaklasim Turkiye’nin tur-

izm cesitlendirme stratejisiyle orttstyor.Tirk
DMC'lerle birlikte ortak driinler gelistiriyoruz:
festivaller, gastronomi turlari, wellness ve medi-
kal paketler. Bu sayede diistik sezonda

doluluk artiyor ve kisi basi harcama ylkseliyor.

destinations in response to
geopolitical shifts and changes in
air connectivity.

For the Turkish market and partners:

We are transitioning from purely
beach-focused products to year-round
offerings: actively developing programs in
Istanbul, Cappadocia, as well as thermal
and medical tourism destinations.

This aligns with Turkiye's national strategy
for tourism diversification.We co-create
products with Turkish DMCs: jointly
packaging festivals, gastronomic tours,
wellness, and medical packages. This
helps fill hotels during low seasons and
increase average spending per tourist.

Unique cross-market solutions:

We develop combined programs such as
“beach + experience” (one week on the
coast plus 2-3 days in Istanbul or
Cappadocia), allowing Russian tourists
to discover Turkiye beyond the
all-inclusive format.We also create
specialized thematic products sports
camps, wellness tours, educational
programs that resonate with Russian
consumers and align with Tarkiye's
strategy to increase tourism

revenue per visitor.

In your view, how do
macroeconomic factors (currency
fluctuations, inflation) differently

impact Russian outbound flows and
Turkish domestic demand? Which
market is currently more resilient?

Rashad Mamedov: Macroeconomic
factors have a multidirectional impact.
Russian outbound tourism is critically de-
pendent on the ruble exchange rate.

A stronger ruble (as seen in 2025-2026)
significantly boosts demand for premium
hotels and new destinations. Conversely,
devaluation reduces volumes by

20-30% and shifts demand toward the
budget segment.

Turkish domestic demand is more
resilient due to diversification and
government support. High inflation and
lira volatility reduce real incomes, but
transport and hotel subsidies, along with
a focus on short trips, allow the market to
continue growing despite rising costs.

At present, the Turkish domestic market
demonstrates greater resilience.
It grows through diversification policies

Iki pazar arasinda képri kuran ¢éziimler:“Plaj
+ deneyim” kombinasyonlari (kiyida bir hafta +
Istanbul veya Kapadokya'da 2-3 giin) ile

Rus turistin Turkiye'yi all inclusive étesinde
deneyimlemesini sagliyoruz.Ayrica

spor kamplari, wellness turlari ve egitim pro-
gramlari gibi tematik drdinler

gelistiriyoruz; bu Urtnler hem Rus tiketiciye
hitap ediyor hem de Tiirkiye'nin

turist basi gelir artirma hedefiyle uyumlu.

Makroekonomik faktorler
(kur dalgalanmalari, enflasyon)
Rusya cikish turizmi ve Tiirkiye i¢ talebini
nasil farkl etkiliyor? Hangi pazar daha
dayanikli gériiniiyor?

Rasad Mamedov: Makroekonomik etkiler iki
pazarda farkli yénlerde calisiyor. Rusya cikisli
turizm, ruble kuruna son derece bagimli. Ru-
blede gliclenme (2025-2026 déneminde oldugu
gibi) yurtdisi premium tatil talebini ve yeni
destinasyonlara ilgiyi hizla artiriyor. Deger kay-
bi ise hacmi %20-30 oraninda

disurerek talebi daha ekonomik segmente
kaydiriyor.

Tirkiye ic pazari ise daha direncli. Enflasyon ve
TL'deki dalgalanma gelirleri baskilasa da, devlet
destekleri (ulasim ve konaklama tesvikleri) ve
kisa sdreli seyahat aliskanligi sayesinde pazar
buyimeye devam ediyor.

Bugtin itibariyla Tirkiye i¢ pazari daha ylksek
dayaniklilik gésteriyor. Cesitlendirme politi-
kalari ve gticlii yerel talep sayesinde biiytime
surerken, Rusya ¢ikish turizm hala kur dalgalan-
malarina yliksek derecede bagiml..
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and strong local demand loyalty, whereas
Russian outbound tourism remains highly
dependent on currency fluctuations.

Tourism Explorer: Which hospitality
trends currently popular in Turkiye
do you consider most promising for
implementation in hotels targeting

Russian tourists?

Rashad Mamedov: Modern Turkiye

is focusing on personalization,
digitalization, and sustainable hospitality.
These trends align perfectly with the
expectations of Russian tourists, who are
accustomed to all-inclusive systems

but increasingly seek variety.

Personalization and family focus:
Individualized wellness programs: Turkish
hotels are implementing personalized spa,
fitness, and detox packages tailored

to age and interests (anti-stress programs
for parents, active zones for teenagers).
This significantly increases loyalty among
the family segment, which accounts for
60-70% of Russian tourist flows.Children’s
concepts with a Russian touch:

traditional mini-clubs are evolving into
thematic spaces with Russian-speaking
animation and culinary workshops.

Digitalization and convenience:
Contactless services: mobile check-in,
QR-based menus and services,
Russian-language chatbots. These reduce
language barriers and accelerate service
delivery critical for Russian tourists who
value efficiency.Hybrid entertainment:

a mix of online and offline experiences,
including live-streamed concerts and
virtual tours of destinations like
Cappadocia directly from hotel rooms.
This trend helps retain younger
audiences and families within the hotel,
expanding the boundaries of

traditional resort entertainment.
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Tourism Explorer: Tiirkiye'de éne ¢ikan han-
gi konaklama trendleri, Rus turistlere hitap
eden oteller icin uygulanabilir ve gelecek
vadeder?

Rasad Mamedov: Tirkiye'de konaklama
sektoru bugin Ug ana eksene odaklaniyor:
kisisellestirme, dijitallesme ve surddrdlebilirlik.
Bu trendler, her sey dahil sisteme aliskin ancak
cesitlilik arayan Rus turistlerin beklentileriyle
Ortusdyor.

Kisisellestirme ve aile odakli yaklasim:

Kisiye 6zel wellness programlari:

yasa ve ilgi alanlarina gore tasarlanan SPA,
fitness ve detox paketleri (ebeveynler icin
anti-stres, gencler icin aktif alanlar) aile seg-
mentinde sadakati artiriyor.Rus odakli cocuk
konseptleri: klasik mini kultiplerin, Rus¢a
animasyon ve tematik atolyelerle zenginlesmis
deneyim alanlarina déntsmesi.

Dijitallesme ve konfor:Temassiz hizmetler:
mobil check-in, QR kodlu menliler ve hizmetler,
Rusc¢a chatbot'lar. Bu, dil bariyerini azaltiyor ve
hizmet hizini artiriyor.Hibrit eglence: online ve
offline deneyimlerin birlesimi; canli konser
yayinlari veya oda icinden Kapadokya gibi desti-
nasyonlara sanal turlar. Bu yaklasim ézellikle
gencler ve aileler icin otel ici deneyimi genisleti-
yor.

N N\

Giizel Kiyak

Agency Relations Manager
Ela Excellence Hotel

Topic:

The Profile of a

Successful Manager in the
Hospitality Industry

Tourism Explorer: Guzel, you started your
career as a Guest Relations Agent,
progressed to a Marketing Manager (B2B)
role in a large hotel chain, and now serve
as an Agency Relations Manager at

Ela Excellence. What is the key lesson from
your “frontline” experience that still guides
you as a manager today?

Guzel Kiyak: The most important lesson is the
ability to truly understand both the guest and
the partner, rather than simply following
procedures. When you start in Guest
Relations, you learn to see a real person
behind every situation, not just a task.

Now, in a managerial role, this helps me make
decisions not only logically but also

intuitively understanding where to tighten
control and where to allow flexibility. Another
critical aspect is speed of response. On the
frontline, you cannot postpone decisions,

and | consider this skill essential in
management.

Glizel Kiyak

Acente iliskileri Mudiirii
Ela Excellence Hotel

Konu:
Konaklama Sektoriinde
Basarili Yonetici Profili

Tourism Explorer: Giizel, kariyerinize Guest
Relations Agent olarak basladiniz, biiyiik

bir otel zincirinde B2B Pazarlama Miidiirii
pozisyonuna kadar ilerlediniz ve su anda

Ela Excellence’ta Acente lliskileri Miidiirii
olarak gérev yapiyorsunuz. “Sahanin icinde”
calistiginiz dénemden bugiine, yonetici olarak
size en ¢ok katki saglayan temel ders nedir?

Giizel Kiyak: En 6nemli ders, sadece
prosediirlere gore ¢calismak degil; misafiri ve is
ortagini gercekten hissedebilmek. Guest Relations
ile basladiginizda, her durumun arkasinda bir
gorev degil, bir insan oldugunu gérmeyi égreni-
yorsunuz. Bugtin yénetici olarak bu, kararlarimi
sadece mantikla degil, sezgiyle de almami
sagliyor: nerede kontroli artirmam gerektigini,
nerede esneklik tanimam gerektigini anlayabiliy-
orum. Bir diger kritik konu ise reaksiyon hizi. Sa-
hada kararlari erteleyemezsiniz ve bu becerinin
yonetimde hayati oldugunu distndyorum..

Tourism Explorer: Sizce konaklama sek-
toriinde kariyer gelisiminin en 6nemli itici
glicii nedir? Ayrica zincir otellerden Ela Excel-
lence’a gecerken yonetim tarziniz nasil degis-
ti?

Giizel Kiyak: En d6nemli itici glic deneyimin
kendisi degil; beklenenden daha hizli sorumluluk
alabilme yetenegi. Bu sektorde kazananlar, daha
uzun sure ¢alisanlar degil; isi ve stirecleri daha
hizli kavrayanlardir: (iriin nasil satilir, kar nasil
olusur, kararlar nasil alinir.
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Tourism Explorer: In your opinion,
what is the main driver of career
growth in hospitality? And how did
your management style evolve when
transitioning from chain hotels to
Ela Excellence?

Guzel Kiyak: The main driver is not
experience itself, but the ability to take
responsibility faster than expected.

In hospitality, those who succeed are
not necessarily those who have worked
longer, but those who understand the
business and its processes more quickly:
how the product is sold, how profit is
generated, and how decisions are made.
My management style has also evolved.
Previously, | focused more on
engagement and relationships; now,

it is about balance: structure, clear
expectations, while still maintaining
human connection. | believe in

softness in communication,

but firmness in standards.

Tourism Explorer: Today, what serves
as the strongest proof for an agency
that they are working with a
successful B2B manager: numbers,
response speed, personal charisma,
or something else?

Guzel Kiyak: Today, none of these alone
is sufficient, neither numbers nor
charisma by themselves.

A strong B2B manager is a
combination of three factors:

* Predictable results: the agent
knows they will deliver a satisfied
client with your support.

* Speed and reliability: you

retain the agent by providing timely
and high-quality information.

* Personal trust: the agent

chooses you even when pricing
conditions are equal with other hotels.

But to be honest, in the long run, the
winner is not the one who “charmed” the
partner, but the one who consistently
delivers on the partner’s objectives.

Tourism Explorer: How would you
define the profile of the ideal manager
in hospitality today? Is it a strategist
driven by analytics, or someone who is
present daily in the lobby? And is there
a “red line” you have set for yourself as
a leader?
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Benim y6netim tarzim da degisti. Eskiden daha
cok baglilik ve iliskiler tizerine odaklaniyordum;
simdi ise denge 6nemli: yapi, net beklentiler

ve ayni zamanda insan temasini korumak.
lletisimde yumusaklik, standartlarda ise netlik
ve disiplin benim yaklasimim.

Tourism Explorer: Giiniimiizde bir acente
icin bagarili bir B2B yoneticinin en giiclii
gostergesi nedir: rakamlar, hizli geri déniis,
kisisel karizma mi, yoksa baska bir sey mi?

Giizel Kiyak: Artik bunlarin hicbiri tek basina
yeterli degil. Glclu bir B2B yéneticisi i¢ fak-
torin birlesimidir:

Ongériilebilir sonu¢ — acente, sizinle ¢calistigin-
da memnun bir misteri elde edecegini bilir.

Hiz ve guvenilirlik — dogru ve kaliteli bilgiyi
zamaninda vererek acenteyi kaybetmezsiniz.

Kisisel gtiven — fiyatlar esit oldugunda bile
acente sizi tercih eder.

Ama acik konusmak gerekirse, uzun vadede ka-
zanan “etkileyen” degil, is ortaginin ihtiyaglarini
surekli karsilayan kisidir.

Tourism Explorer: Giiniimiizde ideal yoneti-
ci profilini nasil tanimlarsiniz? Analitik bir
stratejist mi yoksa her giin operasyonun
icinde olan biri mi? Ayrica bir yoénetici olarak
sizin icin “kirmizi ¢izgi” nedir?

Giizel Kiyak: ideal yénetici, stratejist olmak ile
sahada olmak arasinda bir secim yapan kisi
degildir; her ikisini de yapabilen kisidir. Rakam-
lari, pazari ve driind anlamali, ayni zamanda
operasyonun icinde kalarak gerceklikten kop-
mamalidir.

Benim “kirmizi ¢izgim” insanlara saygisizlik ve
sonuglara karsi sorumluluk almamaktir. Hata
yapilabilir, bu dogal. Ama kayitsizlik asla kabul
edilemez.

Tourism Explorer: “Turizmde Kariyer Nasil
Inga Edilir?” adli bir kitap yazsaydiniz, en
oénemli béliim ne olurdu?

Giizel Kiyak: Bashigi su olurdu: “Hazir bir rol
bekleme, kendi roltinii yarat.” Turizmde ¢ogu
zaman gorev tanimlari net degildir ve bu aslin-
da biyume firsati yaratir. Benim kariyerim de

Guzel Kiyak: The ideal manager is not

a choice between being a strategist and
being “on the ground.” It is someone who
can be both. You need to understand the
numbers, the market, and the
product-while also regularly stepping
into operations to stay connected

to reality.

My personal “red line” is disrespect
toward people and a lack of accountability
for results. Mistakes are acceptable.
Indifference is not.

Tourism Explorer: If you were to write
a book titled “How to Build a Career in
Tourism,” which chapter would be the

most important?

Guzel Kiyak: | would title it: “Don’t wait for
a defined role-create it yourself.”

In tourism, there are often no clearly
defined boundaries of responsibility.

And that is exactly what creates
opportunities for growth. My career

has largely been about taking on more
than what was formally required: initiating
projects, building communication
channels, and launching processes.

That is the point where you transition
from being an “executor” to becoming

a true “value creator” for the business.

blytik élctide gorev tanimimin étesine ge¢mekle
sekillendi: projeler baslatmak, iletisim kurmak,
siirecler gelistirmek. Iste tam bu noktada “uygu-
layici” olmaktan ¢ikip, is icin gercek bir “deger
yaratan” konumuna gecis gerceklesir.
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Editor-in-Chief, Tourism Today
President, Association of Tourism Writers
and Journalists (TUYED)

Topic:

The Importance of Media
Channels in the Tourism
B2B Sector

Over the past 5-10 years,

how has the role of tourism B2B media
evolved? Today, how is the balance
between digital speed and in-depth
analysis established, and how does this
balance affect decision-making processes
for industry professionals?

Haluk Ozsevim: Tourism media has
undergone a structural transformation

over the past decade. In the era of print
publishing, reach was limited by physical
distribution capacity; with digitalization, it has
shifted to a scalable, real-time, and
measurable access model. Tourism Today
has been part of this transformation, evolving
from print to fully digital, and today reaches
an engagement volume of millions.

On the social media side, more than

30 million monthly views clearly

demonstrate how rapidly information
circulates within the industry. This speed
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Tourism Today Genel Yayin Yonetmeni
Turizm Yazarlari ve Gazetecileri Dernegi
(TUYED) Baskani

Konu:
Turizm B2B sektoriinde
medya kanallarinin 6nemi

Son 5-10 yilda turizm B2B me-
dyasinin rolii nasil evrildi? Dijital hiz ile derin-
lemesine analiz arasinda bugiin nasil bir denge
kuruluyor ve bu denge sektér profesyonellerinin
karar alma siireglerini nasil etkiliyor?

Haluk Ozsevim: Turizm medyasi son on yil-

da yapisal bir déndisim gecirdi. Basili yayin
déneminde erisim, fiziksel dagitim kapasitesiyle
sinirliyken; dijitallesmeyle birlikte élceklenebilir,
anlik ve 6lcilebilir bir erisim modeline gegildi. Tour-
ism Today de bu dénisimdiin bir parcasi olarak
basilidan tamamen dijitale evrildi ve bugtin milyon-
lara ulasan bir etkilesim hacmine sahip.

Sosyal medya tarafinda aylik 30 milyonun tzerinde
goruntiilenme, bilginin sektorde ne kadar hizli
dolasima girdigini agik¢a goésteriyor. Bu hiz, turizm
profesyonellerinin karar alma siireglerini dogru-
dan etkileyen bir faktér haline geldi. Dogrulanmis
bilginin minimum gecikmeyle sunulmasi, 6zellikle
dinamik piyasa kosullarinda kritik bir rekabet
avantaji yaratiyor.

Bununla birlikte, hiz ve derinlik arasinda net bir
ayrismadan ziyade tamamlayici bir iliski séz konu-
su. Kisa ve anlik bilgi akisi operasyonel kararlari
desteklerken, derinlemesine analizler stratejik pers-
pektifin olusmasina katki sagliyor. Ancak giinimuiz
medya tiiketim aliskanliklarinda, yiiksek hacimli
icerikten ziyade dogrulugu teyit edilmis, hizli ve
aksiyon alinabilir bilgi daha fazla deger dretiyor.

Gliniimiizde turizm pro-
fesyonellerine ulasmada hangi icerik formatlari
ve dagitim kanallari gergek etki yaratiyor? Bu

has become a direct factor influencing
decision-making processes for tourism
professionals. The delivery of verified
information with minimal delay creates a
critical competitive advantage, particularly
in dynamic market conditions.

However, rather than a strict separation
between speed and depth, there is a
complementary relationship. Short-form,
real-time information supports
operational decisions, while in-depth
analysis contributes to the formation of
strategic perspective. In today's media
consumption habits, verified, fast, and
actionable information generates more
value than high-volume content.

Which content for-

mats and distribution channels create
real impact in reaching tourism profes-
sionals today? How do these formats
differ in terms of credibility and en-
gagement?

Haluk Ozsevim: Today, social

media has become one of the most
powerful distribution channels in terms
of reach and speed. However, it also
remains one of the most risky
environments in terms of unverified
content. Therefore, the determining
factor is not the channel itself, but the
credibility standard under which the
content is produced and delivered.
Consistent and verified content
production gradually builds a qualified
and loyal professional audience. Direct
access to different segments of the
tourism industry from operational staff to
senior executives-is now possible.
However, transforming this reach into
sustainable value is directly linked to
content quality and credibility.

At this point, online news portals
differentiate themselves from social
media through editorial filtering.

While social media offers speed and
distribution advantages, news portals
continue to serve as primary reference
points that build trust.

How do you manage

the balance between advertiser
expectations and editorial
independence? What concrete
publishing policies do you apply
to maintain this balance?

Haluk Ozsevim: In a rapidly evolving
media ecosystem, the balance between
editorial independence and
commercial expectations has become

formatlarin giivenilirlik ve etkilesim agisindan
nasil ayristigini gézlemliyorsunuz?

Haluk Ozsevim: Giiniimiizde sosyal medya,
erisim ve hiz agisindan en gliclt dagitim kanal-
larindan biri haline gelmis durumda. Ancak

ayni zamanda dogrulanmamus icerik yogunlugu
agisindan da en riskli mecralardan biri olmayi
surdurtyor. Bu nedenle burada belirleyici olan
unsur, icerigin hangi kanal izerinden degil, hangi
guvenilirlik standardiyla sunuldugudur.

Tutarli ve dogrulanmis icerik tretimi, zaman
icinde nitelikli ve sadik bir profesyonel kitle
olusturur. Turizm sektériniin farkli segmentlerine
operasyonel kadrolardan Ust diizey yoneticilere
kadar dogrudan erisim saglayabilmek bugiin
mimkin. Ancak bu erisimin strddrtlebilir degere
dénusmesi, icerik kalitesi ve gtivenilirlik ile dogru-
dan iliskilidir.

Bu noktada internet haber portallari, editoryal
stizgecten gecmis icerikleriyle sosyal medyadan
ayrisir. Sosyal medya hiz ve dagitim avantaji
sunarken, haber portallari given insa eden ana
referans noktasi olmaya devam eder.

Reklam veren beklentileri
ile editoryal bagimsizlik arasindaki dengeyi
nasil yonetiyorsunuz? Bu dengeyi korumak
icin uyguladiginiz somut yayin politikalari
nelerdir?

Haluk Ozsevim: Medya ekosisteminin hizla
degistigi bir dénemde, editoryal bagimsizlik ile
ticari beklentiler arasindaki denge her zamankin-
den daha kritik hale gelmis durumda. Bu dengeyi
koruyabilmek icin éncelikle net ve tavizsiz bir

yayin politikasi olusturmak gerekiyor.

Tourism Today, 25 yillik yayin ge¢cmisi boyunca
objektiflik ve editoryal bagimsizlik iizerine konum-
lanmis bir marka. Bu konumlandirma, hem
okuyucu gtiveninin hem de surdurdlebilir marka
degerinin temelini olusturuyor. Reklam verenlerle
kurulan iliskilerde de bu ¢izginin korunmasi temel
prensip olarak kabul ediliyor.

Yayin politikamiz, sektor hassasiyetlerini gbzeten
ancak editoryal bagimsizliktan éddiin vermeyen bir
denge uizerine kurulu. Ozellikle negatif gelismeler
s6z konusu oldugunda, icerikler abartidan uzak,
yorumdan arindirilmig ve veri temelli bir ¢erce-
vede sunuluyor. Bu yaklasim, okuyucunun kendi
degerlendirmesini yapmasina imkan tanirken,
medyanin yénlendirici degil bilgilendirici roliini
guclendiriyor.
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more critical than ever. Maintaining this
balance first requires a clear and
uncompromising publishing policy.

With a 25-year publishing history, Tourism
Today is positioned as a brand built on
objectivity and editorial independence. This
positioning forms the foundation of both
reader trust and sustainable brand value.

In relationships with advertisers, maintaining
this line is considered a fundamental principle.
Our publishing policy is built on a balance

that respects industry sensitivities while never
compromising editorial independence.
Particularly in cases of negative developments,
content is presented without exaggeration,
stripped of opinion, and structured within a
data-driven framework. This approach allows
readers to form their own assessments while
strengthening the media’s role as an informing
rather than influencing actor.

Given the economic and employment impact
of the tourism sector, a balanced and
responsible editorial tone is not only

a journalistic choice but also a sectoral
responsibility.

To what extent does
sectoral media play a guiding role in
destination perception and tourism

demand? How should the boundaries and
responsibilities of this influence
be defined?

Haluk Ozsevim: Tourism media

is essentially positioned in two main segments.
The first focuses on end-user experience and
destination-oriented content, while the
second delivers industry data, developments,
and analysis in a B2B framework. Although
these segments target different audiences,
both have a direct impact on destination
perception.

Today, consumers make destination decisions
through multi-layered research processes. In
this context, digital media particularly reliable
news sources has become a key reference
point. Content provided by news portals
creates a higher perception of credibility
compared to promotional platforms.

While promotional platforms focus on
demand generation and persuasion, news
portals build trust through verified data and
editorial filtering. This elevates sectoral media
beyond a mere information channel,
positioning it as a strategic actor that indirectly
shapes perception and market orientation.
The boundaries of this influence must be
defined by editorial responsibility. Accurate,
balanced, and transparent information
delivery is critical both for the sustainability of
the industry and for the healthy positioning of
destinations.
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Turizm sektortntn ekonomik ve istihdamsal etkisi
dikkate alindiginda, icerik tonunun dengeli ve
sorumlu bir sekilde kurgulanmasi yalnizca editoryal
bir tercih degil, ayni zamanda sektérel bir sorumlu-
luktur.

Sektorel medya, destinasyon
algisi ve turistik talep iizerinde ne él¢iide yon-
lendirici bir rol oynuyor? Bu etkinin sinirlari ve
sorumluluklari sizce nasil tanimlanmali?

Haluk Ozsevim: Turizm medyasi temelde iki ana
segmentte konumlanir. Birinci segment, son kul-
laniciya yonelik deneyim ve destinasyon odakli
icerik Uretirken; ikinci segment B2B eksende sektér
verisi, gelismeler ve analizler sunar. Bu iki yapi
farkli hedef kitlelere hitap etse de, her ikisi de desti-
nasyon algisi tzerinde dogrudan etkiye sahiptir.

Gunumuzde tiiketiciler destinasyon se¢imleri-

ni ¢cok katmanli arastirma siregleri tizerinden
gerceklestiriyor. Bu strecte dijital medya, ozellikle
de guvenilir haber kaynaklari nemli bir referans
noktasi haline gelmis durumda. Haber portallarinin
sundugu icerikler, tanitim odakli platformlara
kiyasla daha ytksek gavenilirlik algisi yaratir.

Tanitim platformlari talep yaratma ve ikna
streglerine odaklanirken, haber portallari dogru-
lanmis veri ve editoryal stizgecten gecmis icerik
sunarak giiven insa eder. Bu da sektérel medyayi
yalnizca bilgi aktaran bir yapi olmaktan ¢ikarip,
ayni zamanda algi ve yénelimleri dolayli olarak
sekillendiren stratejik bir aktor haline getirir.

Bu etkinin sinirlari ise editoryal sorumlulukla
cizilmelidir. Dogru, dengeli ve seffaf bilgi sunumu,
hem sektériin sirddrdlebilirligi hem de desti-
nasyonlarin saglkli konumlanmasi agisindan kritik
6nem tasir.

Strategy Marketing &
Development Director,
HelloOtel TurboMarketing

The QM anniversary

award was presented for the 15th time in
2026. What does receiving this award in

a milestone year mean for HelloOtel Tur-
boMarketing?

Vera Talih: Receiving the QM award in its
15th anniversary year is not just recognition
for HelloOtel TurboMarketing - it is a sign of

consistency and a productive partnership with
GM Center. When an award has such a long
history, it becomes a filter: random players
simply don't make it there.

For our company, this is confirmation that our
results are not a one-time success, but the
outcome of a cohesive team effort. In an
anniversary year, this feels even more
significant - you realize you are becoming part
of the award’s history. And that means the bar
can only go higher from here.

In your opinion, which

achievements of your company and its
product - the Tourism Explorer

magazine - played a decisive role in being
recognized by experts once again?

Vera Talih: Our key achievement is the
structured and truly effective communication

Stratejik Pazarlama ve Gelisim Direktori
HelloOtel TurboMarketing

QM adiilleri 2026 yilinda 15.
kez verilecek. Bu édiilii bu yil, yani yildéoniimii
yitlinda almak HelloOtel TurboMarketing i¢in
ne ifade ediyor?

Vera Talih: QM édulind 15. yildéniamu yilinda
almak HelloOtel TurboMarketing icin sadece bir
takdir degil, ayni zamanda GM-center ile kuru-
lan verimli is birliginin ve istikrarin bir gésterge-
sidir. Bir édul bu kadar uzun bir gecmise sahip
oldugunda, ayni zamanda bir filtreye déndisir:
oraya herkes giremez, yalnizca sureklilik ve kalite
uretenler kalir.

Sirketimiz acisindan bu, elde edilen sonucun tek
seferlik bir basari degil, ekip olarak ortaya konan
bdtuncdl bir calismanin trind oldugunu teyit
ediyor. Yildénimda yilinda bunun anlami daha da
gucleniyor; artik bu 6daltn tarihinin bir parcasi
oldugunuzu hissediyorsunuz. Bu da ¢itanin artik
daha da yukarida oldugu anlamina geliyor.

Sirketinizin ve Tourism Ex-
plorer dergisinin hangi basarilari, uzmanlarin
sizi bir kez daha édiillendirmesinde belirleyici
oldu?

Vera Talih: En temel basarimiz, sektér icinde
kurdugumuz yapilandirilmis ve gercekten isley-
en iletisim modelidir. Farkli (ilkelerden on bin-
lerce oteli ve binlerce seyahat acentesini tek bir
pazarlama platformunda bir araya getirmeyi
basardik.

Tourism Explorer yalnizca bir bilgi platformu
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we have built within the industry. We have
managed to bring together dozens of
hotels and thousands of travel agents
from different countries on a single
marketing platform.

Tourism Explorer has become not just
an information platform, but a tool that
connects the market: hotels gain direct
access to a B2B audience, while agents

receive up-to-date offers and
industry news.

We have focused on making
communication fast, clear, and most
importantly, effective. In an industry

driven by speed and trust, this has
become our key competitive advantage.

| believe this ability - to connect,
accelerate processes, and create value
for all participants in the

ecosystem - played a decisive role in
experts recognizing us once again.

How challenging is

it to maintain quality standards year
after year, especially in a rapidly
changing tourism industry?

Vera Talih: Maintaining a high standard
of quality year after year is indeed
challenging, especially in our industry
where everything changes rapidly and
each season brings increasingly complex
“gquests.”

However, for us, the foundation remains
unchanged - it's communication. We work
with people, not just numbers and
bookings. And that defines our quality
level. Our approach is built on listening to
hotel partners and travel agents, finding
compromises, and maintaining a balance
of interests for all parties. It is not enough
to reach agreements - we must

fulfill them, keep our word, and deliver
results in every interaction.

In the long term, this is what builds
reputation. And in tourism, reputation
is essentially the most valuable asset.
Maintaining it is far more difficult than
winning an award once.

What internal team
processes at HelloOtel stand behind
this success? Who would you like to

thank first?
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degil, ayni zamanda pazari birbirine baglayan
bir ara¢ haline geldi: oteller B2B kitleye dogru-
dan erisim saglarken, acenteler giincel tekliflere
ve sektor haberlerine ulasiyor.

Biz iletisimin hizli, net ve en énemlisi etkili ol-
masina odaklandik. Hiz ve gliven lzerine kurulu
bir endustride bu, bizim en 6nemli farkllastirici
avantajimiz oldu.

Bence sistemdeki tum aktérler icin deger yarat-
ma, surecleri hizlandirma ve ekosistemi bir
araya getirme yetenegimiz, yeniden édullendir-
ilmemizde belirleyici rol oynad.

Turizm sektorii hizla
degisirken, her yil kalite standardini koru-
mak ne kadar zor?

Vera Talih: Kalite standardini her yil korumak
gercekten kolay degil, 6zellikle de her sezon
daha karmasik dinamiklerin ortaya ¢iktigi tur-
izm gibi bir sektérde.

Ancak bizim temelimiz degismiyor: iletisim.
Biz sadece sayilarla ve rezervasyonlarla degil,
insanlarla ¢alisiyoruz. Bu da kalite seviyemizi
belirliyor.

Yaklasimimiz; otel is ortaklarini ve seyahat
acentelerini gercekten dinlemek, uzlasma
noktalari bulmak ve tim taraflarin cikarlari
arasinda denge kurmak tzerine kurulu. Sadece
anlasma yapmak degil, verilen sézleri yerine
getirmek ve her etkilesimi sonuca ulastirmak
onemli.

Uzun vadede itibari olusturan da tam olarak
bu. Turizmde itibar aslinda en blylik varlik. Ve
onu korumak, bir kez édul kazanmaktan ¢ok
daha zor.

HelloOtel ekosisteminde
bu basarinin arkasindaki i¢ siirecler nel-
erdir? Oncelikle kime tesekkiir etmek is-
tersiniz?

Vera Talih: Oncelikle HelloOtel'in sahibi Sabir
Mizam’l belirtmek isterim. Onun en gucli yond,
uzun vadeli stratejik vizyonu ve tim ekibi ileriye
tasiyan yén belirleme kabiliyetidir.

Ikinci olarak ekip. HelloOtel'de gercekten rastge-
le hicbir insan yok. Herkes pazarlama ve turizm
alaninda profesyonel ve kendi sorumluluk al-
anini net sekilde biliyor. Strekli kontrol etmeye
ya da yénlendirmeye ihtiya¢ duyulmuyor; her-
kes bilincli sekilde sonug¢ odakli ¢alisiyor. Bunun
yaninda samimi bir atmosferi, mizahi ve kigik

Vera Talih: First of all, | would like to
highlight the owner of HelloOtel,

Sabir Mizam. His key strength is long-term
strategic vision and the ability to set a
direction that inspires the entire team to
move forward and grow.

Secondly, our team itself. At HelloOtel,
there are truly no random people.
Everyone is a professional in marketing
and tourism, with a clear understanding
of their responsibilities. There is no need
to push or micromanage - everyone works
consciously and is result-oriented. At the
same time, we have managed to maintain
a friendly atmosphere, a sense of humor,
and a touch of adventurous spirit-without
which successful marketing is impossible.

| would also like to highlight our

IT department - these are the people who
literally keep everything running 24/7,
ensuring stability and uninterrupted
operations.

And of course, we cannot fail to

mention our chef - without exaggeration,
a strategically important person in the
company. Because no motivation or KPI
works as effectively as a good meal.

What are the next

key goals for HelloOtel TurboMarketing
and Tourism Explorer following this
renewed recognition as a

quality leader?

Vera Talih: After reaffirming our status
as a quality leader, our key goal is not just
growth, but sustainable development.
We plan to continue investing in our team,
because we believe that marketing is
created by people - not just professionals,
but inspired, engaged, and financially
stable individuals. When a team has
internal stability and comfort, it directly
impacts the quality of decisions, speed of
execution, and level of communication.

Sustainability is also a major focus for
us-both within the company and in our
interaction with the market. This means
long-term partnerships, transparent pro-
cesses, and creating value that lasts not
just for one season, but for years ahead.

We see the combination of a strong team,
a well-thought-out strategy, and a
sustainable development approach as the
foundation of our next stage of growth.

bir macera ruhunu da korumayi basardik—ki
basarili pazarlama bunun olmadan mimkin
degil.

Ayrica IT departmanimizi da é6zellikle belirtmek
gerekir—tium sdrecleri 7/24 ayakta tutan, siste-
min sdrekliligini saglayan ekip onlar.

Ve tabii ki sirketin ascisini da unutmamak ger-
ekir—abartisiz sekilde stratejik bir rol oynuyor.
Cunku hicbir KPI ya da motivasyon, iyi bir é6gle
yemegi kadar etkili degildir..

Son olarak HelloOtel Tur-
boMarketing ve Tourism Explorer igin, kalite
liderligi konumunu bir kez daha teyit ettikten
sonra oncelikli hedefler nelerdir?

Vera Talih: Bu liderlik konumunu yeniden
teyit ettikten sonra bizim icin ana hedef sadece
biyime degil, surddrdalebilir gelisimdir.

Ekibe yatirim yapmaya devam edecegiz ¢iinki
pazarlamanin insanlar tarafindan yaratildigina
inaniyoruz. Ustelik sadece profesyoneller degil;
motive, bagli ve finansal olarak dengeli insanlar
tarafindan. Bir ekip i¢csel olarak gli¢lt ve rahat
oldugunda, bu dogrudan karar kalitesine, hizina
ve iletisim seviyesine yansir.

Ayrica surdurulebilirlik bizim icin ¢cok 6nemli—
hem sirket icinde hem de pazarla iliskilerde. Bu;
uzun vadeli is birlikleri, seffaf surecler ve yalnizca
bir sezona degil, yillara yayilan deger tretimi
anlamina geliyor.

Glcli ekip, iyi dustunulmus strateji ve surddrdle-
bilir buyime yaklasiminin birlesimini bir sonraki
gelisim asamasinin temeli olarak goriyoruz.
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Founder and CEO, GM Center

Topic:

Potential Analysis

of Tourism Events
(International Antalya
Tourism Fair and QM Awards)

Mr. Selcuk Meral, you

have created platforms that have become
major hubs of attraction for tourism pro-
fessionals. The International Antalya
Tourism Fair (ATF Turkiye) is one of them.
What is the core secret behind ATF
Turkiye’s success? How did you manage to
“restart” the exhibition industry and
transform ATF into the number one event
for industry players?

Selcuk Meral: The core of ATF Turkiye's
success lies in a strong vision shaped by an
efficiency- and results-driven approach.

We position tourism not merely as an
industry, but as a strategic domain, and we
build a structure that moves collectively with
this perspective. In this sense, ATF is not a
conventional meeting point, but a platform
where the industry actively generates
business together.
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GM Center Kurucusu ve CEO'su

Konu:

Turizm Etkinliklerinin
Potansiyel Analizi
(Uluslararasi Antalya Turizm
Fuari ve QM Awards)

Sayin Selcuk Meral, turizm
profesyonelleri igin birer cazibe merkezi haline
gelen platformlar olusturdunuz. Uluslararasi
Antalya Turizm Fuari (ATF Tiirkiye'de bunlardan
birisi.

ATF Tiirkiye'nin bagarisinin temel sirri nedir?
Fuarcilik sektoriinii “yeniden baslatmayi” ve
ATF'yi sektor oyunculari icin bir numarali etkin-
lige doniistiirmeyi nasil basardiniz?

Selcuk Meral: ATF Tirkiye'nin basarisinin te-
melinde glicli bir vizyonla sekillenen, verimlilik

ve sonug odakli bir yaklasim yer aliyor. Turizmi
yalnizca bir sektor degil, stratejik bir alan olarak
ele aliyor; bu bakis acisiyla kolektif hareket eden bir
yapi kuruyoruz. ATF, bu yondiyle klasik bir bulusma
noktasi degil, sektorun birlikte is drettigi bir plat-
form olarak konumlaniyor.

Fuarin en 6nemli farki, geleneksel fuarcilik an-
layisini degistirmesi. Yerinde pazarlama prensibiyle,
urdniin oldugu yerde dogru aliciyla bulusmasini
saglayan bir model gelistirdik. 360 derece hizmet
anlayisiyla kurgulanan bu yapi; gicli icerik
sahneleri, B2B sistemleri, uluslararasi katilim ve
genis marka cesitliligi ile destekleniyor. Katilimciya
yalnizca gérinirlik degil, dogrudan is lretme im-
kani sunan, él¢ilebilir ¢iktilar saglayan bir sistem
olusturduk.

“Fuarciligi yeniden baslatma” olarak ifade ettiginiz

The most important differentiator of the
fair is that it has redefined the traditional
exhibition model. With an on-site
marketing principle, we developed a
model that brings the right buyer together
with the product at its source. Designed
with a 360-degree service approach, this
structure is supported by strong content
stages, B2B systems, international
participation, and a wide diversity of
brands. We have built a system that offers
not only visibility, but also direct business
generation and measurable outcomes.

What you refer to as “restarting the
exhibition industry” emerges exactly at
this point. We transformed ATF from a

display space into a platform where

business development, networking,
and strategic collaborations are actively
created. We built a structure that
provides a clear answer to the question
“Why am | here?” and delivers tangible
commercial value.

Today, ATF Turkiye stands out as a
platform that brings together global
tourism markets under one roof, focuses
on professionals, and generates a high
volume of business output. Its ability to
gather all key markets relevant to Turkiye
and resort tourism simultaneously is one
of the most critical factors that
differentiates it on a global scale.

At the same time, ATF has become one

of the key global intersection points of
the industry by bringing together the
strongest players in resort and alternative
tourism products. Therefore, ATF Turkiye
today is positioned as a primary meeting
point for industry stakeholders not only
because of the experience it offers,

but also due to its ability to generate
tangible commercial value, high efficiency,
and sustainable partnerships.

Known as the

“Oscars of Tourism,” the Quality
Management Tourism Awards

(QM Awards) have been recognizing the
best in the industry for 15 years.

How have quality criteria and service
standards evolved over this period?
Has it become more difficult to earn
the title of “the best"?

Selcuk Meral: The concept of quality has
undergone a significant transformation
throughout the QM Awards process.

yaklasimimiz da tam olarak bu noktada orto-

ya cikiyor. ATFYyi bir sergileme alani olmaktan
¢cikarip; is gelistirme, network ve stratejik isbir-
liklerinin Gretildigi bir platform haline getirdik.
Katilimcinin “neden buradayim?” sorusuna net
bir karsilik veren, somut ticari fayda saglayan bir
yapi insa ettik.

Bugtin ATF Turkiye; dunya turizm pazarlarini ayni
¢ati altinda bulusturan, profesyonellere odakla-
nan ve yiksek yogunlukta is tretimi saglayan bir
platform olarak éne ¢ikiyor. Ttirkiye ve Resort tur-
izmini ilgilendiren tim ana pazarlari ayni anda
bir araya getirebilmesi, fuari uluslararasi élcekte
ayristiran en kritik unsurlardan biri.

Ayni zamanda ATF, resort ve alternatif turizm
urdnlerinin en guclii oyuncularini bulusturarak
sektoriin kuresel kesisim noktalarindan biri haline
geldi. Bu nedenle bugtin ATF Tiirkiye, yalnizca
sundugu deneyimle degil; sagladigi somut ticari
fayda, yiiksek verimlilik ve surddrdlebilir is bir-
likleri tiretme kapasitesiyle sektér oyunculari icin
oncelikli bulusma noktasi konumunda.

Turizmin Oscari olarak
anilan Quality Management Tourism Awards
(QM Awards) 15 yildir sektériin en iyilerini
odiillendiriyor. Bu yillar iginde, turizmcilerin
odiil aldigr kalite kriterleri ve hizmet standar-
tlari nasil degisti? “En iyi” unvanini kazanmak
artik daha mi zor?

Selcuk Meral: QM Awards stirecinde kalite an-
layisi 6nemli bir déniisim gegirdi. Ge¢miste daha
¢ok fiziksel hizmet kalitesi, operasyonel basari ve
standartlarin uygulanmasi 6ne ¢ikarken; bugin
¢ok daha bitincil bir degerlendirme s6z konusu.

Artik deneyim tasarimi, misafir memnuniyetinin
olculebilirligi, dijitallesme, strddrdlebilirlik, marka
algisi ve hizmetin kisisellestirilmesi gibi unsurlar
belirleyici hale geldi. Sadece iyi hizmet sunmak
yeterli degil; bunu veriyle desteklemek, tutarli bir
deneyime donustirmek ve markaya deger katan
bir yapi kurmak gerekiyor.

Bu nedenle “en iyi” unvanini kazanmak bugtn

cok daha zor. Rekabet artik sadece operasyonel
basarida degil; inovasyon, duygu yonetimi ve mis-
afirle kurulan bag tzerinden sekilleniyor. Stand-
artlari karsilayan degil, fark yaratan ve sirddirdile-
bilir kalite ortaya koyan markalar éne ¢ikiyor.

QM Awardst hayata gegirirken temel amacimiz
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In the past, physical service quality,
operational success, and the implementation
of standards were the primary focus.

Today, however, evaluation has become

far more holistic.

Elements such as experience design,
measurable guest satisfaction, digitalization,
sustainability, brand perception, and service

personalization have become decisive
factors. It is no longer enough to simply
provide good service; it must be supported by
data, transformed into a consistent
experience, and structured in a way that

adds value to the brand.

For this reason, earning the title of “the best”
is now much more challenging. Competition is
no longer limited to operational excellence; it
is shaped by innovation, emotional
intelligence, and the connection established
with the guest. Brands that stand out are
those that do not merely meet standards,
but create differentiation and deliver
sustainable quality.

This was precisely our objective when

we launched the QM Awards: to build a
system that not only rewards quality

but also transforms it.

Tourism today is no longer managed solely
through service quality; it is driven by data,
vision, and sustainable intelligence. In today's
world, quality is not a preference but the core
intelligence of competition. QM Awards is a
platform that defines, measures, and rewards
this intelligence.

In line with this vision, our next step is the
launch of QM Summit. QM Summit will aim to
transform the industry into a structure that
thinks, decides, and produces together.
Covering all critical areas from sales and
marketing to finance, human resources, and
technology, this platform will be positioned
as one of the most important decision-mak-
ing hubs of the industry before the season,
with forums, strategic panels, and structured
B2B meetings. The QM Awards Gala Night will
serve as the grand finale of this ecosystem.

You have unique

experience in organizing events not only

in Turkiye but also internationally, such

as the Africa Tourism Forum held in Egypt.

What are the key differences in organizing

B2B events in another country? What kinds
of challenges or cultural dynamics did you

encounter in this project?
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da tam olarak buydu: sektérde kaliteyi sadece édil-
lendiren degil, ayni zamanda déndstiren bir yapi
olusturmak.

Turizm artik yalnizca hizmet kalitesiyle degil; veri-
yle, vizyonla ve surdurdlebilir akilla yonetilen bir
sektordir. Kalite, bugtintin diinyasinda bir tercih
degil, rekabetin temel zekasidir. QM Awards, bu
zekay: tanimlayan, élcen ve édullendiren bir plat-
formdur.

Bu vizyon dogrultusunda bir sonraki adim olarak
QM Summit’i hayata geciriyoruz. QM Summit,
sektord birlikte karar alan ve is treten bir yapiya
dénustirmeyi hedefleyen bir platform olacak. Satis
ve pazarlamadan finansa, insan kaynaklarindan
teknolojiye kadar tim kritik basliklarin ele alinacagi
bu yapi; forumlar, stratejik paneller ve planli B2B
gorusmelerle sezon 6ncesi sektériin en 6nemli
karar noktalarindan biri olarak konumlanacak.
QM Awards Gala Gecesi ise bu bltiiniin finalini
olusturacak.

Sadece Tiirkiye'de degil,
uluslararasi arena da etkinlik diizenleme
konusunda essiz bir deneyime sahipsiniz;
ozellikle Misir'da gerceklestirilen Afrika Turizm
Forumu gibi. Baska bir iilkede B2B etkinlikleri
organize etmenin temel farkliliklari nelerdir?
Bu projede ne tiir engellerle veya kiiltiirel 6zel-
liklerle karsilastiniz?

Selcuk Meral: Uluslararasi B2B etkinliklerde en
belirleyici unsur, yerel dinamikleri dogru okumak.
Her ulkenin is yapma kultird, karar alma sdregleri
ve gliven mekanizmalari farkli. Tiirkiye'de daha
hizli ilerleyen siirecler, bazi pazarlarda daha fazla
zaman, sabir ve iliski ydnetimi gerektiriyor. Bu
nedenle tek tip bir organizasyon modeliyle degil,
her pazara ézel kurgulanmis yapilarla ilerlemek
gerekiyor.

Afrika Turizm Forumu sirecinde de bunu net
sekilde gorduk. En kritik konu; dogru partnerlerle il-
erlemek, sahadaki gercekligi anlamak ve given insa
etmek oldu. Biirokratik stiregler, operasyonel akis
ve iletisim bicimleri ciddi farkliliklar gosteriyor. Bu
farkhiliklari dogru yénettiginizde stregler hizlaniyor
ve ¢ok daha saglam bir zemin olusuyor.

Kdiltiirel olarak en belirleyici unsur ise gtiven ve
iliski temelli yaklasim. Bazi pazarlarda is yapma
hizi degil, kurulan bagin giici éncelik tasiyor. Bu
dengeyi kurdugunuzda surddrdilebilir ve gicli is
birlikleri ortaya ¢ikiyor.

Selcuk Meral: The most decisive factor in
international B2B events is accurately
understanding local dynamics. Each country
has its own business culture, decision-making
processes, and trust mechanisms. Processes
that move quickly in TUrkiye may require more
time, patience, and relationship management
in other markets. Therefore, instead of a
standardized model, it is essential to design
market-specific structures.

We observed this clearly during the Africa
Tourism Forum process. The most critical
factors were working with the right partners,
understanding on-the-ground realities, and
building trust. Bureaucratic processes,
operational flows, and communication styles
can differ significantly. When these differences
are managed correctly, processes accelerate
and a much stronger foundation

is established.

From a cultural perspective, trust and
relationship-based approaches are the most
defining elements. In some markets, the
strength of relationships takes precedence
over speed. When this balance is achieved,
sustainable and strong collaborations emerge.

The Africa Tourism Forum also served as

a launch platform for the Africa Tourism Fair.
One of the most significant challenges we
faced during this process was geopolitical
uncertainties and ongoing regional tensions.
Tourism, by nature, is a highly sensitive
industry and is directly affected by

such uncertainties.

However, we do not see this as an obstacle,
but as part of a major transformation.

African tourism is currently undergoing a
transformation process, and these challenges
are a natural part of growth. We position the
Africa Tourism Fair at the center of this trans-
formation as the “sun of tourism.”

We aim for it to become a platform that illumi-
nates the continent with the light of tourism
and generates strong momentum for

African tourism after this period of
challenges and uncertainties.

In the era of

digitalization and online communication,
what are the biggest challenges facing
organizers of large-scale B2B

tourism events?

Selcuk Meral: The biggest challenge in the
digital age is correctly positioning the value of
physical events. Access to information

is now extremely easy; people can hold

Afrika Turizm Forumu, ayni zamanda Afrika Turizm
Fuarr'nin bir lansmani niteligindeydi. Bu siirecte
karsilastigimiz en 6nemli zorluk, bélgedeki jeopoli-
tik belirsizlikler ve devam eden gerilimler oldu. Tur-
izm, dogasi geregi pamuk ipligine bagli bir sektér;
bu tiir belirsizliklerden dogrudan etkileniyor.

Ancak biz bu sureci bir engel degil, biiylik bir
dénustmun pargasi olarak gériyoruz. Afrika tur-
izmi su anda bir dénisim sirecinden geciyor ve
bu sancilar ashinda biyimenin dogal bir parcasi.
Afrika Turizm Fuarr'ni da bu dontisiimin merkez-
inde, “turizmin ginesi” olarak konumlandiriyoruz.
Afrika Turizm Fuari'nin tim bu sancilarin ve karan-
liklarin ardindan, kitayi turizmin isiglyla aydinlatan
ve Afrika turizmine gtcli bir ivme kazandiran bir
platform olmasini diliyor, bu yénde ¢alismalarimi-
za devam ediyoruz.

Dijitallesme ve ¢evrimigi
iletisim ¢aginda, turizm sektériindeki biiyiik
B2B etkinliklerinin organizatérlerin éniindeki
en biiyiik zorluklar nelerdir?

Selcuk Meral: Dijitallesme ¢aginda en blytk
zorluk, fiziksel etkinligin degerini dogru konum-
landirmak. Artik bilgiye erisim ¢ok kolay; insanlar
toplantilari, sunumlari ve baglantilari cevrimici
olarak kurabiliyor. Bu nedenle B2B etkinliklerin
sadece bilgi sunan yapilar olmaktan ¢ikip, deneyim
ve sonug ureten platformlara donismesi gerekiyor.

Genel kamuoyu tarafindan tescil edilmis olmasi,
hikayesinin ve iceriginin orjinal olmasi sart. Taklit
hikayeler gercek sonuclar dogurmaz.

Ayrica dijitallesme, beklentileri de ytkseltti.
Katilimcilar hizli, seffaf ve veriyle desteklenen bir
deneyim istiyor. Bu da organizatorleri, teknolojiyi
merkeze alan sistemler kurmaya zorluyor.

Ancak bu tablo, fiziksel etkinliklerin gelecegine dair
olumsuz bir isaret degil. Aksine, pandemi déne-
minde denenen online fuar ve etkinlik modellerinin
uzun vadede surdurdlebilir olmamasi, insanin
gercek temas, glven ve deneyime verdigi énemi net
sekilde ortaya koydu. Fiziksel bulusmalarin degeri
azalmadi; tam tersine, daha anlamli ve daha sonug
odakli hale geldi.

Son olarak eklemek
istediginiz bir sey var midir?

Selcuk Meral: Turizm artik sadece biydklikle
degil; akil, uyum, hiz ve isbirligi kapasitesiyle
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meetings, presentations, and connections
online. Therefore, B2B events must evolve
from being purely informational platforms
into structures that create experience and

tangible outcomes.

They must be recognized by the broader
public and have an original story and
content. Imitative concepts do not
generate real results.

At the same time, digitalization has raised
expectations. Participants demand fast,
transparent, and data-driven experiences.
This forces organizers to build systems
where technology is at the core.

However, this does not indicate a negative
outlook for physical events. On the contrary,
the unsustainability of online fairs and event

models tested during the pandemic clearly
demonstrated the importance of real human

interaction, trust, and experience. The value of
physical meetings has not diminished;

rather, they have become more meaningful
and more results-oriented.

Tourism Explorer: Finally, is there
anything you would like to add?

Selcuk Meral: Tourism is no longer

defined solely by scale; it is shaped by intel-
ligence, adaptability, speed, and the capacity
for collaboration. As GM Center, this is exactly
what we focus on across all our platforms.
Our goal is not only to bring people together,
but to build structures that create value,
provide direction, and generate tangible
results for the industry.

With this mindset, we have also been
publishing GM Tourism and Management
Magazine for 22 years, serving as both the

voice of the sector and a reference point for
tourism professionals.

In the coming period, we will keep
contributing to the transformation of the
tourism industry, developing new business
models, and working to position Turkiye

as one of the strong centers of the global
tourism vision through platforms

such as ATF, QM Awards, and QM Summit.
Because we believe that the future

of tourism will be shaped by structures
that think, produce, and grow together.
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sekillenen bir alan. Biz de GM Center olarak tim
platformlarimizda tam olarak buna odaklaniyoruz.
Amacimiz yalnizca insanlari bir araya getirmek
degil; sektor icin deger lreten, yol gosteren ve so-
mut sonuglar doguran yapilar kurmak. Bu mantikla
turizm profesyonellerine referans kaynagi olmak
adina hayata gecirdigimiz GM Turizm ve Yonetim
Dergisi ile de 22 yildir sektériin sesi ve bir referans
noktasi olmayi sirddrdyoruz.

Oniimiizdeki dénemde de ATF, QM Awards ve

QM Summit gibi platformlarla turizm sektérinin
dénistmdune katki sunmaya, yeni is modelleri
gelistirmeye ve Tlrkiye'yi kiiresel turizm vizyonunun
guclii merkezlerinden biri haline getirmek tizere
calismaya devam edecegiz. Clinki inaniyoruz ki
turizmin gelecegi; birlikte dustnen, birlikte tireten
ve birlikte biiytiyen yapilarla sekillenecek.

Tatiana Dmitrova

Founder and CEO of TourDom.ru

Topic:
The Role of Media in the

Professional Tourism Sector

(Russian Context)

Tourism Explorer: Tatiana, the
professional communications market in
Russia has changed significantly in recent
years. What role does specialized media
like TourDom.ru play today amid high
market turbulence and shifting outbound
tourism geography?

Tatiana Dmitrova: The professional tourism
media market is generally quite conservative:
roles are defined, and most players operate
within familiar formats, even as they
experiment with new positioning approaches.
However, in recent years, changes have not
been driven by choice-circumstances have
forced them. Everyone is now searching for
their own adaptation model.

We chose a strategy centered on the audience.
In essence, this has always been our approach,
but during the pandemic it became absolutely

clear: the main asset of any media outlet is

the depth of its connection with readers. What
matters to us is not the importance of our

Tatiana Dmitrova

TourDom.ru Kurucusu ve CEO'su

Konu:

Turizm Profesyonel
Sektoriinde Medyanin Rolii
(Rusya Perspektifi)

Tourism Explorer: Tatiana, Rusya‘’da profesyonel
iletisim pazari son yillarda 6nemli di¢iide degisti.
Yiiksek tiirbiilans ve outbound turizm cografyasin-
daki degisim ortaminda, TourDom.ru gibi uzman-
lasmis medyanin rolii bugiin nedir?

Tatiana Dmitrova: Profesyonel turizm medyasi genel
olarak oldukca muhafazakar bir yapidadir: roller bel-
lidir ve oyuncular alisiimis formatlarda calisir, her ne
kadar yeni konumlandirma yaklasimlarini deneseler
de. Ancak son yillarda degisim artik bir tercih degil, bir
zorunluluk haline geldi. Kosullar herkesi déniisime
zorluyor ve her oyuncu kendi adaptasyon modelini
ariyor.

Biz odagimiza kitleyi alan bir strateji benimsedik.
Aslinda her zaman bu sekilde ¢alisiyorduk, ancak
pandemi stirecinde su netlesti: bir medyanin en blyiik
varligi, okuyucusuyla kurdugu iliskinin derinligidir. Bi-
zim i¢in 6nemli olan kendi gérusumdiziin agirligr degil,
ne kadar fayda saglayabildigimizdir.

Bu nedenle izleyici etkilesimine daha fazla odaklandik
ve icerik formatlarimizi yeniden kurguladik. Sosyal
medyayi—ozellikle o dénemde en hizli biiyiiyen ve en
erisilebilir platform olan Telegram’I—ana vitrinimiz
haline getirdik. Burada ilgi ve etkilesim yaratiyor,
ardindan kullanicilari TourDom.ru ve Hotline Travel
platformlarina yénlendiriyoruz.

Ancak sosyal medya oldukga rekabetci bir alan; dikkat

cekmek icin gercekten ilgi cekici olmaniz gerekir. Biz
bilin¢li sekilde yaraticiliga, empatiye ve izleyiciyle di-
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opinion, but our ability to be useful.

That is why we strengthened our focus

on audience interaction and redistributed
emphasis across formats. We made social
media - primarily Telegram, which at the time
was the fastest-growing and most accessible
platform - our main showcase. Through it, we
build interest and engagement, and then
direct the audience to TourDom.ru and
Hotline Travel.

However, social media is a highly competitive
environment: to be interesting, you genuinely
have to be interesting. We deliberately
invested in creativity, empathy, and dialogue
with our audience. For us, it is essential not
just to publish content, but to receive real
feedback and involve people in discussion.
As a result, we developed a model where
editorial expertise is combined with a constant
“pulse check” of audience opinion. Journalists
work deeply on topics, but the selection of
those topics and the way they are presented
are largely shaped by what truly resonates
with the market.

This approach has proven effective: we see
growth in social media, high engagement,
and active feedback. Equally important, we
ourselves find this work engaging - and that is
always recognized by both the audience

and partners.

We consciously adopted this strategy
during the pandemic and continue to
develop it today.

What audience demands

dominate today? What do readers expect
from professional news platforms -
protection of their rights, support in
sales, or simply timely information about
destinations, flights, visas, etc.?

Tatiana Dmitrova: Today, the audience

of tourism media is quite fragmented.

Few outlets can claim to have a stable “core”
readership that consistently follows their
agenda. In reality, we work with multiple
audience layers - from industry professionals
to the broader online public.

In the current environment, traffic has become
the key success metric. This means we cannot
focus solely on the interests of industry
specialists - we must also consider how the
digital ecosystem functions as a whole:
namely search engines, algorithms, and mass
audience behavior.
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yaloga yatirim yaptik. Sadece icerik tiretmek degil,
gercek geri bildirim almak ve insanlari tartismaya
dahil etmek bizim icin kritik.

Sonug olarak, editoryal uzmanlik ile izleyi-

ci géruslerinin surekli 6lciimlendigi bir model
olusturduk. Gazeteciler konulari derinlemesine
islerken, hangi konularin segilecegi ve nasil sunula-
cagl baytik 6lcide kitlenin gercek tepkilerine gore
sekilleniyor.

Bu yaklasimin etkili oldugunu gériiyoruz: sosyal
medyada blytme, ylksek etkilesim ve gucli geri
bildirim elde ediyoruz. Ayrica bizim de bu stirecten
keyif almamiz énemli; bu durum hem kitle hem de
is ortaklari tarafindan hissediliyor.

Bu stratejiyi pandemi déneminde bilin¢li sekilde
benimsedik ve bugtin de gelistirmeye devam ediy-
oruz.

Bugiin izleyici taleplerinde
hangi basliklar éne ¢ikiyor? Okuyucular pro-
fesyonel haber platformlarindan ne bekliy-
or—haklarinin korunmasi, satis destegi ya
da sadece destinasyonlar, ucuslar ve vizeler
hakkinda hizl bilgi mi?

Tatiana Dmitrova: Gunimdizde turizm medy-
asinin kitlesi oldukg¢a parcali bir yapi gésteriyor.
Cok az medya kurulusu, giindemini diizenli takip
eden gucli bir “cekirdek” kitleye sahip oldugunu
soyleyebilir. Gergekte biz, sektor profesyonellerin-
den genis internet kitlesine kadar farkli segmentler-
le ayni anda iletisim kuruyoruz.

Bugtintin medya ortaminda basarinin ana
gostergesi trafik. Bu nedenle sadece sektér pro-
fesyonellerine odaklanmak yeterli degil; ara-
ma motorlari, algoritmalar ve kitlesel kullanici
davranislarini da dikkate almak gerekiyor.

Eskiden icerik daha ¢ok sektor ici konulara odo-
klanirdi—analizler, is diinyasi meseleleri, sektér
trendleri gibi. Bugtin ise konu yelpazesi ciddi sekil-

Previously, the emphasis was mainly on
professional topics - analytics, business issues,
industry trends. Today, the range of topics has

expanded significantly. It inevitably includes
broader and sometimes high-profile stories:
incidents, controversial situations, and
headline-making cases. This type of content
attracts the most attention and drives traffic.

One can view this in different ways, but it is an
objective reality of the media market.

If you want to remain relevant in the
professional agenda and maintain influence,
you must work within this reality - finding

a balance between deep industry

expertise and content that genuinely
resonates with a wider audience.

How would you assess

the openness of Russian hoteliers and
DMCs to engaging with the press compared
to their counterparts in Tirkiye or Egypt?

Tatiana Dmitrova: It is difficult for me to
directly compare communication levels with
hotels and DMCs in other countries over time.
However, | can speak about the dynamics we
observe within the Russian tourism business.
Unfortunately, from a media perspective, the
trend is largely negative. As the market be-
comes more structured, companies
consolidate, and the number of players
decreases, the level of openness also declines.
It is becoming increasingly difficult to obtain
informal and candid perspectives.

Today, only a few experts remain who

are willing not just to give comments, but to
reflect on ongoing processes, share
evaluations, forecasts, and sometimes even
engage in debate. Such speakers are
becoming especially valuable.

Compared to the past, the market used to be
far more open and substantive in its dialogue
with the media. Today, communications

are becoming more formalized and carefully
managed - and, in that sense, less authentic.

TourDom.ruis a

powerful influential tool. Are there cases
where your publications have helped
resolve conflicts within the “hotel-tour
operator-agent-tourist” chain or
influenced regulatory decisions?

Tatiana Dmitrova: Thank you for that
assessment. For us, it is indeed important to
be useful to our audience - not only in
covering general trends and events, but also in
working with specific situations.

de genisledi. Ka¢inilmaz olarak daha genis kitleyi il-
gilendiren, hatta zaman zaman ses getiren olaylar
da glindeme giriyor: krizler, tartismali durumlar ve
dikkat ceken vakalar. Bu tur icerikler genellikle en
ylksek ilgiyi cekiyor ve trafigi olusturuyor.

Bu duruma farkli agilardan bakilabilir, ancak bu
medya pazarinin objektif bir gercegi. Eger sektérel
glindemde kalmak ve etkili olmak istiyorsaniz,

bu dengeyi kurmaniz gerekiyor: derin uzmanlik
ile genis kitlenin gercekten ilgisini ceken icerikler
arasinda dogru denge.

Rus otelcilerin ve incoming
sirketlerin basinla iletisimdeki agiklik diizey-
ini, Tiirkiye veya Misir'daki meslektaslariyla
kiyasladiginizda nasil degerlendiriyorsunuz?

Tatiana Dmitrova: Diger (lkelerle ge¢mis ve
bugtni dogrudan karsilastirmak zor. Ancak Rus
turizm sektorinde gézlemledigimiz dinamikler
uzerinden konusabilirim.

Ne yazik ki medya acisindan tablo biytk 6l¢tide
olumsuz. Pazar daha yapilandiriimis hale geldikge,
sirketler buytiyip konsolide olduk¢a ve oyuncu
sayisi azaldikca, aciklik seviyesi de distiyor. Gayri-
resmi ve samimi gortslere ulasmak giderek zor-
lasiyor.

Bugtin sadece sinirl sayida uzman, sadece yorum
yapmakla kalmayip siirecleri analiz etmeye, deger-
lendirme ve 6ngéri paylasmaya, hatta tartismaya
acik. Bu tir konusmacilar giderek daha degerli
hale geliyor.

Gec¢misle kiyaslandiginda, sektér medyayla ¢cok
daha acik ve icerik agisindan zengin bir iletisim
icindeydi. Bugtin ise iletisim daha kurumsal, daha
kontrollii ve bu anlamda daha az “canli”.

TourDom.ru giiclii bir etki
araci. Yayinlarinizin “otel-tur operatérii-acen-
te-turist” zincirindeki anlagsmazliklari ¢6zm-
eye katki sagladigi veya regiilator kararlarini
etkiledigi durumlar oluyor mu?

Tatiana Dmitrova: Bu degerlendirme icin tesek-
kir ederim. Bizim icin gercekten énemli olan, sa-
dece genel trendleri aktarmak degil, somut durum-
larda da fayda saglayabilmek.
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We pay close attention to individual stories
- whether they involve large entrepreneurs,
agents, or tourists. This layer of content is
fundamentally important to us.

We aim not only to describe conflicts or cases
of injustice, but to dive into them, understand
the details, and, where possible, help find
solutions. The work often begins even before
publication: we contact the parties involved,
clarify positions, and help establish dialogue.
In some cases, conflicts are resolved

at this stage.

So yes, it can be said that our publications -
and our involvement - do influence outcomes.
We regularly receive feedback from people we

have helped with avoiding conflicts, securing
refunds, or resolving complex issues
with partners.

For us, this is perhaps one of the most
important indicators that media functions not
only as a source of information,

but also as a tool for real, practical

support within the market.
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Bireysel hikayelere blyiik énem veriyoruz—ister
buytik isletmeler, ister acenteler ya da turistler
olsun. Bu icerik katmani bizim icin Kritik.

Sadece ¢catismalari anlatmakla yetinmiyor; deta-
ylarina iniyor, analiz ediyor ve mimkinse ¢ézim
uretmeye calisiyoruz. Cogu zaman sdreg yayin
oncesinde basliyor: taraflarla iletisime geciyor,
pozisyonlari netlestiriyor ve diyalog kurulmasina
yardimci oluyoruz. Bazi durumlarda sorun daha
yayinlanmadan ¢6zdliyor.

Dolayisiyla evet, yayinlarimizin ve siirece dahil
olusumuzun etkisi oldugunu séyleyebiliriz. Geri
bildirimler aliyoruz—c¢atismalarin énlendigi, iade
strecglerinin ¢6zuldugi ya da karmasik durumlarin
netlestigi yéniinde.

Bizim icin bu, medyanin sadece bilgi kaynagi degil,
ayni zamanda sektor icin gercek bir ¢6ziim ve
destek araci oldugunun en énemli géstergelerin-
den biri.

Cansin Efir

Head of Tourism Department,
Kemer Municipality
Owner of Nar Otel

Topic:

Building a Sustainable
Tourism Ecosystem in
Kemer Through

Local Initiatives

Tourism Explorer: Mr. Cansin, as the Head
of the Tourism Department of Kemer
Municipality, could you share with our
readers which mechanisms and city-level
initiatives the municipality has already
launched or plans to implement to
motivate tourists to choose this region?

Cansin Efir: First of all, | would like to
emphasize that Kemer already possesses one
of the most advanced and high-quality
hospitality infrastructures not only in Turkiye
but also in the international arena. The region
has always remained an exceptionally valuable
destination thanks to its unique natural
environment. However, as the Kemer
Municipality, we decided to move this strong
potential beyond traditional approaches.
Since taking office, we have launched a
comprehensive digital promotion project, Visit
Kemer, to position the region more effectively
on a global scale.

Cansin Efir

Kemer Belediyesi
Turizm Departmani Bagkani
Nar Otel Sahibi

Konu:

Yerel inisiyatifler
araciligiyla Kemer'de
sirddrdlebilir bir turizm
ekosisteminin insasi

Tourism Explorer: Sayin Cansin, Kemer Belediyesi
Turizm Departmani Baskani olarak, belediyenin
turistleri bu bélgeyi tercih etmeye yonlendirmek
icin hayata gecirdigi veya planladigr mekanizma-
lar ve sehir etkinlikleri hakkinda bilgi verebilir
misiniz?

Cansin Efir: Oncelikle sunu vurgulamak isterim: Ke-
mer, hem Tirkiye'de hem de uluslararasi élcekte en
gelismis ve ylksek kaliteli konaklama altyapilarin-
dan birine sahip. Bolge, essiz dogasi sayesinde her
zaman ¢ok degerli bir destinasyon olmustur. Ancak
biz, Kemer Belediyesi olarak bu gli¢li potansiyeli
geleneksel yaklasimlarin étesine tasimaya karar ver-
dik. Géreve geldigimizden bu yana, béigenin avan-
tajlarini kiiresel 6lcekte daha etkin anlatabilmek icin
kapsamli bir dijital tanitim projesi olan Visit Kemer’i
hayata gecirdik.

Bu yil projede odagimizi yenilik¢i teknolojilere
kaydiriyoruz. Yapay zekd destekli iceriklerle Ke-
mer algisini klasik “deniz-kum-giines” li¢geninin
disina ¢ikariyoruz. Bélgenin binlerce yillik tarihini,
antik limanlarini ve mitolojik hik@yelerini modern
sinematografik bir dil ile diinyaya anlatiyoruz.
Amacimiz, Kemer'in yalnizca benzersiz dogasiyla
degil, ayni zamanda yasayan ve glicli bir kiltirel
kimlige sahip bir destinasyon oldugunu géstermek.

Bununla birlikte, sezon disi dénemi de aktif hale
getiriyoruz. Uluslararasi ekstrem spor organizasyon-
lariyla dogayi ve adrenalini bir araya getiriyoruz.
Hard enduro yarislari “Sea to Sky”, ultramaraton
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Within the scope of Visit Kemer, this year

we are focusing on innovative technologies.
Through Al-generated content, we are
expanding Kemer's perception beyond the
classic “sea, sand, sun” formula. We present
the region’s millennia-old history, its ancient
ports, and unique mythological narratives
using a contemporary cinematic language. Our
goal is to demonstrate that Kemer is not only a
destination with unparalleled nature but also a
place with a living, legendary soul.

In addition, we are making the off-season
highly dynamic. During this period, we host
international extreme sports events that
merge nature with adrenaline, such as

the hard enduro race “Sea to Sky,” the
ultramarathon “Run to Sky,” and the “SUP Cup
Kemer.” Through these initiatives, Kemer is
evolving into a year-round destination that
delivers memorable experiences in

every season.

How do you evaluate the

real economic role of tourists for the city
budget, and what are your goals for
increasing visitor spending outside hotels?

Cansin Efir: Kemer completed 2025 quite
successfully, welcoming approximately

3.5 million tourists. However, we are observing
a global shift in traveler behavior: visitors
coming to Turkiye are primarily seeking
experiences rather than shopping. Instead of
filling their suitcases with goods, they prefer
to spend on day trips, excursions, and new
emotions. This trend is a major advantage for
Kemer, as we can offer a wide range of
alternatives from ancient cities to mountain
canyons and outdoor activities.

That said, high hotel occupancy and the
growing demand for experiences are not yet
fully reflected in the revenues of local
businesses. The entire economic ecosystem
in Kemer depends directly or indirectly on
tourism income. Our key challenge is to
encourage tourists to step outside hotel
premises and integrate their demand for
experiences into the local economy.

There are two main reasons for this.

First, hotel infrastructure is so comprehensive
that guests often feel no need to leave the
property. Second, local businesses have
struggled to quickly adapt from a
“product-based” model to an
“experience-based” economy.

We aim to change this dynamic. In 2026, we
are launching projects that will infuse the city
with art and music. Street performances and
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“Run to Sky” ve “SUP Cup Kemer” gibi etkinliklerle
destinasyonu yilin her déneminde canli tutuy-
oruz. Bu sayede Kemer, misafirlere dért mevsim
deneyim sunan bir destinasyona dénistyor.

Turistin sehir biitcesindeki
gercek ekonomik roliinii nasil degerlendiri-
yorsunuz ve otel disi harcamalari artirmaya

yonelik hedefleriniz neler?

Cansin Efir: Kemer, 2025 yilini yaklasik 3,5
milyon turist ile olduk¢a basarili tamamladi.
Ancak kiresel 6lcekte bnemli bir déndsim var:
Turkiye'ye gelen turist artik 6ncelikle alisveris
degil, deneyim ariyor. Misafirler valiz doldurmak
yerine gunubirlik turlar, kesifler ve yeni deneyim-
lere harcama yapmayi tercih ediyor. Bu, Kemer
icin buytk bir avantaj ¢iinku antik kentlerden dog
kanyonlarina kadar ¢ok genis bir deneyim yel-
pazesi sunabiliyoruz.

Buna ragmen, yliksek doluluk oranlari ve artan
deneyim talebi heniiz yerel esnaf gelirlerine tam
olarak yansimis degil. Kemer'deki tim ekonomik
yapi dogrudan ya da dolayli olarak turizme bagli.
En blytk zorluk, turistleri otel disina ¢itkarmak ve
deneyim arayisini yerel ticaretle entegre etmek.

Bunun iki temel nedeni var. Birincisi, otellerin
sundugu hizmet kalitesi o kadar yiksek ki misa-
firlerin disar1 cikma motivasyonu azaliyor. ikin-
cisi ise yerel isletmelerin “lirtin odakl” yapidan
“deneyim odakli” modele geciste yeterince hizli
adapte olamamasi.

2026 yilinda bu dengeyi degistirmeyi hedefliy-
oruz. Sehri sanat ve mizikle bulusturan projeler
baslatiyoruz. Sokak sanatcilari, tematik alisveris
gunleri ve deneyim odakli etkinliklerle turistlere
sadece urin degil, atmosfer sunacagiz. Boylece
Kemer sokaklari yeniden ekonomik ve sosyal cazi-
be merkezlerine dénusecek.

Artan ziyaretgi akisini
karsilamak igin ulasim, altyapi ve sehir plan-
lamasi alaninda éncelikleriniz neler?

Cansin Efir: Kemer'in altyapi gelisimi dnemli

bir tarihsel temele dayaniyor. Sehir, 1980'lerde
Diinya Bankasi projesi kapsaminda Turkiye'nin
ilk planli turizm destinasyonu olarak kuruldu.
Baslangicta 30 bin kapasite icin tasarlanan bolge,
bugtin gunlik 150 bin kisiyi agirlayabiliyor.

Bu élcegi yénetebilmek icin bakanliklar, kamu
kurumlari ve ézel sektérle tam koordinasyon

curated “shopping days” will offer not just
products, but atmosphere and emotion
creating new points of attraction and
encouraging visitors to spend more time,
and money, within Kemer's urban fabric.

What infrastructure

priorities such as transport, parking, and
utilities are you addressing to manage the
increasing flow of visitors?

Cansin Efir: Kemer's infrastructure
development is rooted in a significant
historical fact: the city was established in the
1980s as Turkiye's first planned tourism
destination under a World Bank project.
Initially designed for 30,000 beds, today it
accommodates up to 150,000 people daily.

To manage this scale, we operate in full
coordination with relevant ministries, public
institutions, and the private sector. In recent

years, we have completely renewed water
supply systems, sewage infrastructure,
treatment facilities, and electricity networks
ensuring Kemer's operational sustainability
for decades ahead.

We are now entering the final phase. By the
end of 2026 and early 2027, we will complete
extensive urban landscaping, road renewal,
and environmental design projects.

As the owner of Nar Otel,

what are the main challenges facing small
hotel businesses in central Kemer? Does
the municipality adequately respond to
these concerns?

Cansin Efir: This is a complex and
multi-layered issue. The challenges faced

by boutique hotels are less related to local
governance and more to macroeconomic
conditions and industry-wide transformations.
The expectations of hoteliers from the
municipality are quite clear: timely waste
management, clean streets, and a safe, calm
environment. As Kemer Municipality,

we largely fulfill these fundamental
responsibilities and remain attentive

to business needs.

However, from an operator’s perspective, the
core difficulties lie elsewhere: global crises,
inflationary pressures, and the significant
financial burden of continuously updated
tourism regulations and certification
requirements. For small-scale
accommodations, covering these

costs is the primary challenge.

As a result, many small hotels especially those
that lost resilience after the pandemic have

icinde calisiyoruz. Son yillarda su, kanalizasyon,
aritma sistemleri ve elektrik altyapisini tamamen
yeniledik. Bu yatirimlar Kemer’in 6nimdizdeki on
yillar boyunca sarddrdlebilir sekilde islemesini
saglayacak.

Su anda surecin son asamasindayiz. 2026 sonu
2027 basi itibariyla yol yenileme, peyzaj ve kent-
sel diizenleme projelerini tamamlayacagiz.

Nar Otel sahibi olarak
Kemer merkezdeki kiiciik otel isletmelerinin
karsilastigi en biiyiik zorluklar neler? Belediye
bu talepleri yeterince duyuyor mu?

Cansin Efir: Bu oldukca karmasik bir konu. Butik
otellerin karsilastigi zorluklar, yerel yénetimden
ziyade makroekonomik kosullar ve sektor gene-
lindeki dénisimle ilgili. Otelcilerin belediyeden
temel beklentileri; temizlik, diizen ve givenli

bir sehir ortamidir. Kemer Belediyesi olarak bu
alanlarda blylik élctide basariliyiz ve sektériin
taleplerini yakindan takip ediyoruz.

Ancak isletmeci perspektifinden bakildiginda asil
sorunlar farkh: kiiresel krizler, enflasyon baskisi
ve strekli giincellenen turizm mevzuatlarinin
getirdigi maliyetler. Yeni sertifikasyon stirecleri
kicuk isletmeler icin ciddi bir finansal yiik
olusturuyor.

Bu nedenle, dzellikle pandemi sonrasi zayiflayan
bircok kiclik otel faaliyetini siirdiiremedi ve
blyuk otellerin personel lojmanlarina dénustd.
Bu durum Kemer i¢in ciddi bir tehdit. Clinkd tur-
istlerin konaklayip sehir ekonomisine katki sagla-
masi gereken merkezi alanlarda artik turizm disi
kullanim artiyor. Bu dengesizligin ¢6zimu daha
¢ok ulusal dizeyde politika gerektiriyor. Turizm
Bakanligi ile bu konuda temas halindeyiz ve yakin
vadede ¢6ziim bekliyoruz.

Oniimiizdeki on yil igcinde
Kemer'in turizm profesyonelleri nezdinde
nasil bir konumda olmasini hedefliyorsunuz?.

Cansin Efir: Kemer, hem Tiirkiye hem de diinya
Olceginde gercek bir tatil cenneti. Ancak kiiresel
trendler hizla degisiyor. Modern yasam temposu
icinde doga ve dinlenme artik liiks degil, psikolo-
jik bir ihtiyac haline geldi.

Bu déniisimu dogru okuyan yatirimcilarimiz ve

devam eden projeler sayesinde, 6nimdiizdeki 10
yil icinde Kemer'in Tuirkiye’nin bir numarali des-
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been forced to convert into staff

housing for large resort hotels in the region.
This represents a serious threat to Kemer.
When central boutique hotels, that should
host tourists who engage with the city, instead
accommodate only staff, it disrupts both the
socio-cultural structure and the economic
cycle of the destination.

Resolving this imbalance requires
national-level policy interventions rather than
local governance alone. We are in dialogue
with the Ministry of Tourism on this matter
and are hopeful for a near-term solution.

Tourism Explorer: How would you like
Kemer to be perceived by the professional
tourism community in the next decade?

Cansin Efir: Kemer is a true paradise for
leisure, both nationally and globally. However,
global trends indicate a period of significant
transformation. In today’s fast-paced world,
rest, nature, and the sea are no longer luxuries,
they have become psychological necessities.
People need spaces where they can
disconnect and reconnect with themselves.

Pirate’s Beach Club, located on the coast of Tekirova and surrounded by the pine forests of the Mediterranean’s
unique nature, is one of the most well-established resorts in the region. It stands out with its piratethemed concept,
ultra all-inclusive service, and strong identity as a family-friendly hotel.

Following its renovation in 2018, the resort further increased its value with a comprehensive refurbishment in 2026.
It offers comfort-focused accommodation with spacious and functional rooms set within lush gardens, bunk-bed
options specially designed for families with children, and a variety of large suite alternatives.

Thanks to forward-thinking investors who With its fully renewed mini club, modern playgrounds, expansive swimming pools, a waterslide aquapark, and a

have accurately identified this trend, and the
large-scale projects already underway,

| firmly believe that within the next decade
Kemer will become the number one
destination in Turkiye. Our ambition is clear: to
surpass Belek, Side, and even Bodrum.
Geographically, Kemer holds a stronger

advantage, where mountains, dense pine tinasyonu olacagina inaniyorum. Hedefimiz net:
forests, and the azure sea converge. Belek, Side ve Bodrum’un éniine gecmek. Ciinkii

Kemer, cografi olarak ¢ok daha gti¢lii bir avan-

taja sahip; daglar, cam ormanlari ve deniz ayni

252-meter private beach, the resort provides a rich holiday experience appealing to guests of all ages. Pirate’s Beach
Club also stands out in dining and social experiences with its newly opened patisserie, renovated snack restaurant,

and modern sports bar—making it an unforgettable destination where nature, sea, and entertainment come together

for a perfect family vacation.

While some facilities have aged and no
longer meet modern standards, a major

physical transformation will begin within the noktada bulusuyor.
next three to four years. In ten years, Kemer
will no longer be defined by the number of Elbette bolgede zamanla eskiyen tesisler var. An-
tourists it hosts, but by the quality and cak éniimiizdeki 3-4 yil icinde bliyiik bir fiziksel
premium level of its services. déniisiim baslayacak. On yil sonra Kemer, turist

sayisindan ¢ok hizmet kalitesi ve premium deney-

Our vision can be summarized simply: visitors imle anilan bir destinasyon olacak.

come to Kemer for the sea, sun, and nature
but they return for the impeccable service o ; o )
quality and the genuine warmth of its people. Bunu en iyi su cimle ozetliyor: Kemer'e den-
iz, glines ve doga icin gelinir; ancak kusursuz
hizmet kalitesi ve samimi insanlari icin tekrar geri
dondaliir.
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Generation Z is driving a structural transformation across the global

hospitality sector - both as travelers and as employees. On the demand side,
experience-led travel behavior is redefining product expectations; on the supply
side, the values and priorities of a new workforce generation are reshaping
service culture, talent strategies, and operational models.

Generation Z
Is Reshaping
the Global
Hospitality
Industry

Z. Kusagi, Kuresel
Konaklama Sektortinii
Yeniden sekillendiriyor

Z Kusagi (Gen Z), hem gezgin hem de ¢alisan kimligiyle kiiresel konaklama sektériinde
yapisal bir déntsimd tetikliyor. Talep tarafinda deneyim odakli seyahat aliskanliklari,
arz tarafinda ise yeni nesil is giictiintin beklentileri; otelcilik, destinasyon yénetimi ve
hizmet tasarimini yeniden tanimlayan temel dinamikler haline geliyor.
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EXPERIENCE ECONOMY AND
GEN Z TRAVEL BEHAVIOR

Born from the mid-1990s onward,
Generation Z no longer views travel
as an occasional discretionary

activity but as an integral part of
lifestyle and personal identity. For this
cohort, travel is less about comfort or
status and more about meaning,
authenticity, and experiential
value.

Gen Z travelers increasingly

gravitate toward destinations and
accommodation concepts that offer
local immersion, cultural relevance,
sustainability credentials, and
personalization. Traditional
definitions of luxury are giving way to
curated experiences that enable
social connection and narrative
depth. As a result, hospitality
operators are reassessing

product design, pricing

logic, and value
propositions.

TOURISM EXP
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DENEYIM EKONOMISI VE GEN Z
SEYAHAT DAVRANISLARI

1990’larin ortasindan itibaren dogan Z
Kusagi, seyahati donemsel bir tiketim kale-
mi olmaktan ¢ikararak yasam tarzinin ayril-
maz bir pargasi olarak konumlandiriyor.

Bu kusak icin seyahat; konfor veya statiiden
¢cok anlam, deneyim ve kimlik insasi ile
iliskilendiriliyor.

Gen Z gezginleri; yerel kiiltiirle temas eden,
ozgun anlatisi olan, sdrddrulebilirlik ilkeleri-
ni gozeten ve kisisellestirilmis deneyimler su-
nan destinasyonlara yoneliyor. Klasik “Iiiks”
tanimi yerini, otantik deneyimlere ve sosyal
bag kurmaya olanak taniyan drinlere
birakiyor. Bu durum, konaklama sektériinde
urdin tasarimindan fiyatlama stratejilerine
kadar pek ¢ok alani etkiliyor.

GEN Z EMPLOYEES AND THE
TRANSFORMATION OF
HOSPITALITY WORKFORCES

The influence of Generation Z extends well
beyond the guest profile. As a growing share of
the hospitality workforce, Gen Z employees are

redefining expectations around employment
models and organizational culture.

This generation prioritizes flexibility,
transparency, inclusive leadership, ethical values,
and purpose-driven work environments.

Rigid hierarchies and purely transactional
employer-employee relationships are losing rel-
evance. Instead, hospitality brands that invest in
learning opportunities, social impact, and

value alighment are gaining a competitive edge
in talent attraction and retention - an
increasingly critical issue for the sector.

DIGITALIZATION, ARTIFICIAL
INTELLIGENCE, AND
SOCIAL PLATFORMS

For Generation Z, digital engagement is not an
add-on but a baseline expectation. Mobile-first
booking journeys, Al-driven personalization,
real-time communication, and seamless digital
interfaces are now core components of the
hospitality experience.

Industry forecasts indicate that a significant
share of travel discovery and booking processes
will shift toward Al-assisted platforms in the
near term. Social platforms such as TikTok and
Instagram have evolved from inspiration
channels into decisive touch points, directly
influencing destination choice, accommodation
selection, and brand perception.

Z KUSAGI CALISANLARIVE
KONAKLAMA i§ GUCUNDE DONUSUM

Z Kusagr'nin etkisi yalnizca misafir profiliyle sinirl
degil. Ayni kusak, konaklama sektériinde is giciinin
de énemli bir bélimdiind olusturmaya basladi. Gen
Z calisanlari; esnek ¢calisma modelleri, seffaf yone-
tim anlayisi, kapsayicilik, etik degerler ve anlamli is
tanimi gibi unsurlari énceliklendiriyor.

Hiyerarsik ve kati organizasyon yapilari, bu kusak
icin cazibesini hizla kaybediyor. Bunun yerine,
ogrenme ve gelisim firsatlari sunan, sosyal etki
yaratan ve ¢alisanla deger temelli iliski kurabilen
markalar éne ¢ikiyor. Bu tablo, konaklama isletmel-
erini yalnizca hizmet sunumunu degil, isveren mar-
kasi stratejilerini de yeniden distiinmeye zorluyor.

DIJITALLESME,
YAPAY ZEKA VE SOSYAL
MEDYANIN ROLU

Gen Z, dijital diinyayi bir ara¢ degil, dogal bir yasam
alani olarak gértyor. Mobil uyumlu rezervasyon
sistemleri, yapay zeka destekli kisisellestirme, hizli
geri bildirim mekanizmalari ve sosyal medya ente-
grasyonu artik rekabet avantaji degil, temel gereklil-
ik olarak degerlendiriliyor.

Sektor verileri, 6nimduzdeki birkag yil icinde seya-
hat planlama ve rezervasyon streglerinin 6nemli
bir béliimindn Al destekli platformlar tzerinden
gerceklesecegine isaret ediyor. TikTok ve Instagram
gibi sosyal mecralar ise, bu kusak i¢in yalnizca il-
ham kaynagi degil; karar verme sirecinin dogrudan
parcasi konumunda.
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OPERATIONAL AND FINANCIAL
IMPLICATIONS FOR
HOSPITALITY BUSINESSES

The dual role of Generation Z as both consumer
and employee is producing measurable
operational and financial impacts:

Experience-driven products rooted in local
culture are creating incremental revenue
streams beyond traditional room yield.

Employee-centric organizational models
are directly influencing service quality, brand
consistency, and guest satisfaction.

Data-driven distribution and digital engagement
strategies are becoming central to commercial
performance.

Sustainability and social responsibility
credentials increasingly function as demand
drivers, particularly among younger international
travelers.

STRATEGIC OUTLOOK
TOWARD 2026 AND BEYOND

As Generation Z's share of global travel demand
continues to expand, hospitality brands and
destinations that adapt proactively are
positioning themselves for long-term
competitiveness. Investments in experience
design, digital infrastructure, and
next-generation workforce strategies are
emerging as key differentiators in revenue
performance, brand equity, and resilience.

This shift represents not a temporary trend,
but a structural recalibration of the hospitality
industry, one that defines the new operating

OPERASYONEL VE FINANSAL ETKILER

Z Kusagi’'nin hem misafir hem ¢alisan olarak sek-
tore etkisi, konaklama isletmelerinin operasyonel ve
finansal yapisinda somut sonucglar doguruyor:

Yerel deneyim odakli driinler, klasik oda gelirlerinin
Otesinde yeni gelir kalemleri yaratiyor.

Calisan memnuniyetine dayali organizasyon
yapilari, hizmet kalitesini ve marka sadakatini
dogrudan etkiliyor.

Dijitallesme ve veri odakli karar mekanizmalari,
dagitim kanallarinda verimliligi artiriyor.

Suardurulebilirlik ve sosyal sorumluluk, ézellikle geng
misafir segmentlerinde tercih sebebi haline geliyor

2026 VE SONRASI
ICIN STRATEJIK OKUMA

Z Kusagr'nin kiresel seyahat hacmi icindeki payi
hizla artarken, bu kusagin beklentilerine uyum
saglayan konaklama markalari ve destinasyonlar
rekabet avantaji elde ediyor. Deneyim ekonomisine
yatirim yapan, dijital altyapisini gliclendiren ve yeni
nesil is glicini merkeze alan isletmeler; gelir, mar-
ka degeri ve uzun vadeli sirddrdlebilirlik agisindan
6ne cikiyor.

Bu dénusum, konaklama sektériinde gecgici bir
trend degil; yeni normalin temel yapi tasi olarak
sekilleniyor.

A Trio of Excellence

STEIGENBERGER
ALDAU RESORT
RED SEA

Where Luxury, Family Fscapes, and Pure Relaxation Meet

Set along the golden shores of the Red Sea, Steigenberger ALDAU Resort is Hurghada's premier destination — just 10 minutes
from Hurghada airport and a short flight from Europe. Home fo 3 disfinctive alkinclusive holels, the resort blends refined luxury,
vibrant family experiences, and sophisticated adultsonly escapes. With over 170 prestigious awards, it continues to set the
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STEIGENBERGER ALDAU BEACH HOTEL

A Red Sea landmark of luxury, reimagined
as an elegant all-suite refreat invites you
info a world of comfort and privacy. Enjoy
a private beach, an expansive 5,000 m3
pool with a flowing lozy river, and 7+
restaurants & bars offering flavors for every
mood.

From peaceful moments at the Pure Spa
fo leisurely rounds on the beachfront golf
course, every experience is designed fo
flow efforflessly—blending  reloxation,
indulgence, and refined escape in one
unforgettable stay.

benchmark for exceptional hospitality, world-class dining, and unforgettable experiences.

STEIGENBERGER AQUA MAGIC

Hurghada's family gem, featuring stylish
rooms and family suites, nine pools,
lazy river, and two aqua parks for adults
and kids—creating the ultimate Red Sea
destination for allage fun.

With @+ restaurants & bars, every day
offers variety, flavor, and enferiainment.
A private beach and kids' club ensure
a balanced experience, with dedicated
spaces for both children’s activities and
adults’ relaxation.

One Destination. Three Hotels. Endless Experiences.
Discover the Red Sea through a destination that continues to redefine exceptional travel.

Steigenberger ALDAU Resort | Yussif Afifi Road | Hurghada, Red Sea, Egypt

STEIGENBERGER PURE LIFESTYLE

An awardwinning, adults-only sanctuary,
where stylish suites with Jacuzzi, swim-
up, or private pool access sef the tone
for a modern, bohemian escape, all
designed with sleek interiors and a refined
Mediterranean touch.

From curated dining and 24-hour lifestyle
alkinclusive experiences to a private
beach, signature pools, and spa and
wellness, every moment flows effortlessly—
from serene mornings fo lively afterncons
with DJs and sunset gatherings—blending
relaxation with vibrant energy.

reality for the years ahead.

www:.steigenbergeraldauresort.com | waww. hrewards.com

ADD Properties, Member of Sami Saad Holding
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rands Are
undamentall
edesignhing
heir Social

Media Strategies
In 2026

Seyahat Markalar1 2026’da
Sosyal Medya Stratejilerini Temelden

Yeniden Kurguluyor

As of 2026, social media is

no longer positioned as a
secondary communication
channel for travel brands;

it has become a core
decision-making interface that
directly influences consumer
choice. Platforms once designed
to inspire travel dreams

are now shaping booking
behavior, brand trust, and
long-term loyalty. This structural
shift is forcing travel companies
to rethink not only where they
communicate, but how social
media integrates into the
broader commercial ecosystem.
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2026 itibariyla sosyal medya,
seyahat sektérunde yalnizca bir
tanitim kanali olmaktan ¢ikarak
planlama, karsilastirma ve karar
alma sdreglerinin merkezine yer-
lesmis durumda. Degisen kullanici
aliskanliklari, seyahat marka-
larini sosyal medya stratejilerini
yeniden tanimlamaya zorlarken;
gorundarlik, given ve dénusim
artik ayni cercevede ele aliniyor.

FROM INSPIRATION TO
CONVERSION: A STRATEGIC
SHIFT

Travel brands are increasingly restructuring
their social media strategies to align inspi-
ration with measurable business outcomes.
Visual storytelling remains relevant, but

it is now supported by data-driven con-
tent planning, performance tracking, and
clear conversion objectives. Social media is
evolving from an awareness-led tool into a
channel that actively supports the purchase
journey.

This shift reflects a broader reassessment
of return on investment. Engagement met-
rics alone are no longer sufficient. Brands
are prioritizing content formats and plat-
form strategies that contribute directly to
lead generation, booking intent, and brand
preference at key decision points.

ILHAMDAN KARARA: DAGINIK AMA
ETKILI YOLCULUK

Glincel seyahat planlama stirecleri artik
dogrusal ilerlemiyor. Kullanicilar bir desti-
nasyon fikrini video iceriklerle kesfediyor,
farkli platformlarda kaydediyor, topluluklar-
dan gérus aliyor ve kararini ¢cok kanalli bir
etkilesim sonucunda veriyor. Bu yapi, klasik
pazarlama hunilerinin yerini daha parcali
ama daha gercekgi bir musteri yolculuguna
birakmis durumda.

Bu doénisim, markalar icin icerik dretimi-

ni yalnizca “ilham verici” olmaktan ¢ikarip
rehberlik eden, yol gésteren ve somut fayda
sunan bir forma tasiyor. Blitce, sezon, ulasim
kolayligi ya da deneyim tiirt gibi net para-
metrelerle kurgulanan icerikler, kullanici
davranisiyla daha gt¢lt bag kuruyor.




PLATFORM PRIORITIZATION
AND CONTENT RECALIBRATION

In 2026, travel brands are adopting a
more selective and strategic approach

to platform presence. Instead of
maintaining uniform activity across all
networks, companies are focusing on
channels that deliver clear alignment with
target audiences and commercial goals.
Short-form video, creator-led narratives,
and experiential formats are being opti-
mized for different stages of the customer
journey.

This recalibration also impacts content
tone. Overly polished brand messaging is
giving way to more authentic,
experience-driven narratives that
emphasize credibility, transparency,

and relevance. Social media is increasingly
positioned as a trust-building environment
rather than a pure promotional space.
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ARAMA ALISKANLIKLARININ
DEGISEN DOGASI

Yeni kusak gezginler icin sosyal medya
platformlari ayni zamanda birer ara-
ma motoru islevi gériyor. Destinasyon
arastirmalari, yapilacaklar listeleri ya da
konaklama énerileri artik metin agirhikli
aramalar yerine gérsel ve video tabanli
icerikler tizerinden sekilleniyor. Bu durum,
markalarin iceriklerini yalnizca anahtar
kelimelerle degil, kullanici niyetini dogru
okuyan baglamlarla lretmesini zorunlu
kiliyor.

Algoritmalarin davranissal sinyallere
daha fazla 6nem verdigi bu yeni diizende;
iceriklerin aciklayici, net ve kullanici sor-
ularina dogrudan yanit veren bir yapida
olmasi, erisim ve etkilesim acisindan belir-
leyici hale geliyor.

SOCIAL MEDIA AS A DECISION
INFRASTRUCTURE

For travel executives, social media is
now viewed as part of the decision
infrastructure rather than a standalone
marketing function. Consumer research,
peer validation, and real-time feedback
loops all converge on social platforms,
making them critical to understanding
demand patterns and shifting
expectations.

This reality is reshaping internal
structures as well. Cross-functional
collaboration between marketing, sales,
revenue management, and customer
experience teams is becoming essential
to ensure social media insights translate
into operational and commercial action.

IMPLICATIONS FOR TRAVEL
BRANDS IN 2026

The transformation underway

signals a broader maturity in how the
travel industry approaches digital
communication. Brands that continue to
treat social media as a tactical

visibility tool risk losing relevance in an
environment where travelers expect
meaningful, decision-enabling content.

Conversely, companies that successfully
integrate social media into their
strategic planning frameworks are
better positioned to capture value in an
increasingly competitive and
experience-driven market. In 2026, the
question is no longer whether social
media matters, but how effectively it is
embedded into the core of brand and
business strategy.

YAPAY ZEKA ILE INSAN DOKUNUSU
ARASINDAKI DENGE

Sosyal medya yénetiminde yapay zekd kul-
lanimi hizla yayginlasiyor. Otomatik yanit
sistemleri, icerik taslaklari ve trend analizleri
operasyonel verimlilik saglarken; tamamen
otomasyona dayali iletisimin marka gtiveni
acisindan riskler barindirdigi da gortiltyor.

Bu nedenle 2026 itibariyla dne ¢ikan yaklasim,
yapay zekanin destekleyici bir arag olarak kul-
lanilmasi; marka sesi, empati ve kriz yonetimi
gibi alanlarda ise insan dokunusunun ko-
runmasi yoniinde sekilleniyor. Sosyal medya,
teknik bir stirecten cok iliski yonetimi alani
olarak konumlaniyor.

GERCEKLIK, GUVEN
VE SOSYAL KANIT

Filtrelenmis, idealize edilmis iceriklerin etkis-
ini kaybettigi bir déneme girilmis durumda.
Kullanicilar artik kusursuz gorsellerden ziya-
de gercek deneyimleri, sinirlari ve kosullari
gormek istiyor. Deneyimin tim boyutlariyla
aktarilmasi, beklenti yénetimini giiclendirirken
marka gtivenini de dogrudan etkiliyor.

Bu nedenle sosyal medya icerikleri, yalnizca
destinasyonu parlatan degil; dogru beklenti
olusturan, bilgilendiren ve yolculugun her
asamasinda kullaniciya eslik eden bir yapiya
evriliyor.

STRATEJIK BIR DONUSUMUN
ESIGINDE

2026 itibariyla sosyal medya, seyahat marka-
lari icin destekleyici bir kanal degil; pazarla-
ma, satis ve marka konumlandirmasinin
kesistigi stratejik bir alan haline geliyor. Icerik
dili, platform dinamikleri, teknoloji kullanimi
ve seffaf iletisim, rekabet avantaji yaratan
temel unsurlar olarak 6ne ¢ikiyor.

Bu dontisiim, seyahat sektoriinde sosyal
medya yonetimini taktiksel bir gérev olmak-
tan ¢ikarip, dogrudan is sonuglarini etkileyen
stratejik bir yatirrm alanina dénustiirtyor.
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ASEAN

Governments
Reengineer Tourism
Through Artificial
Intelligence

Southeast Asia Positions Al as the
Structural Backbone of Its Tourism Strategy

ASEAN Turizminde Yeni Donem

Giineydogu Asya Hiikiimetleri Yapay Zekayi Sektor
Stratejisinin Merkezine Tasiyor

Across Southeast Asia, governments
are moving artificial intelligence from
experimental pilots to the core

of national tourism policy. Rather

than focusing solely on increasing
visitor arrivals, ASEAN economies are
leveraging Al to enhance visitor value,
optimize destination management and
strengthen long-term competitiveness.

This transition marks a shift from
volume-driven tourism growth toward
data-led revenue optimization and
sustainability-oriented planning.
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Glineydogu Asya ulkeleri, turizm politika-
larinda yapay zekayi artik operasyonel bir
arac¢ degil, yapisal bir dénistim unsuru
olarak konumlandiriyor. ASEAN boélgesinde
hiikiimetler, ziyaretci hacmini artirmanin
Otesine gecerek kisi basi harcamayi ylikselten,
deneyim kalitesini iyilestiren ve destinasyon
ybnetimini optimize eden Al tabanli sistemleri
devreye aliyor.

Bu yaklasim, bélgenin pandemi sonrasi topar-
lanma sdrecini hizlandirmakla kalmiyor; ayni
zamanda kiresel rekabette teknoloji odakli
konumlanmasini da guclendiriyor.

FROM MASS TOURISM TO
HIGH-VALUE SEGMENTATION

ASEAN countries are recalibrating
their tourism models toward
higher-yield segments. Al-powered
demand forecasting, behavioral
analytics and personalized travel
recommendation systems enable
destinations to target specific visitor
profiles more precisely.

The strategic objective is not only to
attract more travelers but to increase
per-capita spending, extend length

of stay and diversify in-destination
experiences. This reflects a broader
economic logic: sustainable tourism
growth depends increasingly on quality
rather than scale.

YUKSEK DEGERLI TURIZM
MODELINE GECIS

ASEAN ekonomileri, kitle turizmi
odakli bliyiime modelinden yiiksek
degerli ve veri destekli turizm stratejis-
ine gegis yapiyor. Yapay zekd destekli
talep tahmin sistemleri, ziyaretci
davranis analitigi ve kisisellestirilmis
seyahat énerileri sayesinde desti-
nasyonlar daha hedefli pazarlama
yapabiliyor.

Bu sistemler yalnizca turist cekmek
icin degil; turistin harcama kalitesini
artirmak, kalis stiresini uzatmak ve
destinasyon ici deneyim cesitliligini
genisletmek icin kullaniliyor. Béylece
hacim odakli blyime yerini gelir opti-
mizasyonuna birakiyor.
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SMART DESTINATION
GOVERNANCE

Governments including Thailand, Malaysia
and Singapore are integrating national
tourism databases with Al-driven
monitoring systems. Real-time visitor flow
analysis, congestion management tools and
predictive capacity planning are being
deployed to mitigate overtourism risks

and distribute demand more evenly

across regions.

This approach supports secondary
destinations, reduces pressure on iconic
heritage sites and strengthens regional
economic balance. Al thus becomes not
merely a marketing instrument, but

a governance mechanism for
sustainable tourism management.

INTEGRATED AND FRICTIONLESS
TRAVEL ECOSYSTEMS

Digital payment interoperability,
Al-enabled multilingual support systems
and smart mobility platforms are creating
a more seamless cross-border visitor
experience within ASEAN.

Interoperable QR payment frameworks
and digital identity integration facilitate
smoother transactions and mobility, while
simultaneously generating actionable data
for policy refinement. The combination of
operational efficiency and data
intelligence reinforces the region’s
structural competitiveness.
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AKILLI DESTINASYON
YONETIMI

Tayland, Malezya ve Singapur basta olmak
uzere bircok ASEAN ulkesi, ulusal turizm veri
aglarini Al altyapisiyla entegre ediyor. Gergek
zamanli ziyaret¢i yogunlugu analizleri, kala-
balik yénetimi ve destinasyon i¢i yénlendirme
sistemleri, asir1 turizm baskisini azaltmayi
hedefliyor.

Bu model, poptler merkezlerdeki yogunlugu
ikincil destinasyonlara yénlendirerek bélgesel
ekonomik dagilimi dengeliyor. Ayni zamanda
kiltirel miras alanlarinin korunmasina katki
sagliyor..

TEMASSIZ VE
ENTEGRE EKOSISTEM

Bolge genelinde dijital ddeme altyapilarinin
uyumlu hale getirilmesi, cok dilli Al destekli
rehberlik sistemleri ve akilli ulasim ¢éziimleri
turizm deneyimini daha kesintisiz hale getiriy-
or. Ortak QR ddeme sistemleri ve dijital kimlik
entegrasyonlari, ziyaretcilerin sinir étesi hare-
ketlerini kolaylastiriyor.

Bu entegrasyon, yalnizca operasyonel verim-
lilik degil; ayni zamanda veri tretimi yoluyla
daha dogru planlama yapilmasini mimkiin

kiliyor.

iNSAN KAYNAGI VE
DIJITAL YETKINLIK

Al'nin turizmde yayginlasmasi, insan kaynagi
dénisumiini de beraberinde getiriyor. ASEAN
ulkeleri, turizm calisanlarinin veri okuryazarhgi
ve dijital ara¢ kullanimi konularinda egitilme-
sine yonelik programlara yatirim yapiyor. Bu
yaklasim, insan-makine etkilesimini giiclendir-
erek hizmet kalitesini artirmayi hedefliyor..

WORKFORCE
TRANSFORMATION AND
DIGITAL SKILLS

The expansion of Al across the tourism
value chain requires parallel investment
in human capital. ASEAN governments
are allocating resources to enhance
digital literacy and data competence
among tourism professionals.

The objective is not to replace human
interaction, but to augment it.
Al-supported service environments allow
employees to focus on higher-value,
culturally nuanced guest engagement
while automated systems manage
operational processes.

A NEW COMPETITIVE
BENCHMARK

ASEAN's Al-driven tourism strategy
represents a recalibration of the sector’s
economic architecture. Real-time analyt-
ics, predictive planning and sustainability

modeling are positioning the region as
a technologically adaptive and resilient
tourism bloc.

In an increasingly competitive global
environment, artificial intelligence is
emerging as a defining parameter of
destination competitiveness. Southeast
Asia’s coordinated policy direction
suggests that Al will not be an auxiliary
tool, but a structural determinant of
tourism performance in the

decade ahead.

REKABET GUCUNUN
YENI PARAMETRESI

ASEAN'In yapay zeka temelli turizm strateji-

si, yalnizca teknolojik modernizasyon degil;
ekonomik deger tretim modelinin yeniden
tasarlanmasi anlamina geliyor. Gercek zaman-
I veri analizi, talep yonetimi ve sirddrdilebil-
irlik odakli planlama sayesinde bélige, kiiresel
turizm rekabetinde daha cevik ve él¢eklenebilir
bir yapiya yoneliyor.

Turizm artik sadece destinasyon tanitimi degil;
veriyle yonetilen, teknolojiyle optimize edilen
ve gelir kalitesine odaklanan bir sektér haline
geliyor. Guineydogu Asya hiktmetlerinin Al
yatirimlari, bu déndsimdn hizini belirleyen
temel unsur olarak éne ¢ikiyor.
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Is Cuisine the
Defining Force
Behind the Hote

Experience?

Otel Deneyimini
Belirleyen Asil Gli¢ Mutfak mi?

Gastronomy is one of the most invisible
yet most enduring layers of the
hospitality experience. What remains

in a guest’'s memory is rarely the room
itself, but rather a taste, a presentation,
or the emotion created in a singular
moment. In this sense, the kitchen is not
merely a production space; it becomes a
stage where experiences are
constructed. And at the center of that
stage stand the chefs.

In this feature, we examine the impact
of the kitchen on the hotel experience
through two distinct areas of expertise.
On one side, a leadership approach that
manages the entire operation, builds
systems, and ensures continuity; on the
other, a creative production

language that shapes the guest’s first
point of contact through detail,
aesthetics, and visual storytelling. These
two perspectives, coexisting within

the same kitchen, clearly reflect the
multi-layered structure of contemporary
gastronomy.
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Gastronomi, konaklama deneyiminin en
goériinmez ama en kalici katmanlarin-
dan biri. Bir misafirin hafizasinda yer
eden detay cogu zaman bir oda degil; bir
tat, bir sunum ya da bir anin yarattigi
duygudur. Bu nedenle mutfak, yalnizca
uretim yapilan bir alan degil, dogrudan
deneyim insa eden bir sahne haline gelir.
Ve o sahnenin merkezinde sefler vardir.

Bu dosyada, mutfagin otel deneyimi
Uzerindeki etkisini iki farkli uzmanlik
alani tzerinden ele aliyoruz. Bir yanda
operasyonun butinund yoneten, sistem
kuran ve surekliligi saglayan bir liderlik
yaklasimi; diger yanda detay, estetik

ve gorsellikle misafirin ilk temas anini
sekillendiren yaratici bir tretim dili.
Ayni mutfagin icinde konumlanan bu iki
perspektif, aslinda gastronominin bugin
geldigi cok katmanli yapiyi net bicimde
ortaya koyuyor.
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food.” Consistency, speed, visual
appeal, technique, and emotion
must all coexist. Particularly in
high-end hotels, a single plate is
expected to deliver a flavor
narrative, a visually shareable
moment, and an experience that
exceeds guest expectations.

Viewed through this lens, the
kitchen brings us closer to a more
fundamental question: where does
a guest truly feel an experience, and
who constructs it? The answers lie
in the perspectives of two
professionals working within the
same kitchen, yet operating with
entirely different roles and visions.
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Modern mutfak artik yalnizca ‘iyi
yemek'’ liretmekle tanimlanmiyor. Tu-
tarlilik, hiz, gérsellik, teknik ve duygu;
hepsi ayni anda var olmak zorunda.
Ozellikle yiiksek segmentli otellerde,
tek bir tabak ayni anda bir lezzet
hikayesi, sosyal medya paylasimina
deger bir gorsel ve misafirin beklen-
tilerini asan bir ani sunmall.

Bu cercevede mutfaga bakmak,
ashinda su soruya daha net yaklas-
mayi sagliyor: Misafir bir deneyimi
gercekten nerede hisseder? Ve o
deneyimi kim insa eder? Cevaplar,
ayni mutfagin icinde ¢alisan ancak
tamamen farkli rol ve vizyonlar
tasiyan iki profesyonelin perspek-
tifinde gizli.
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Tourism Explorer: Can you tell us

_about your career journey?

Koray Oztop: | started my professional
culinary career 17 years ago. Over the past
five years, | have been working as an executive
chef in five-star hotels. | place great
importance on professional development and
closely follow innovations in the gastronomy
world. In this context, | have received and
delivered training in countries such as Italy,
Cuba, and Greece. Throughout my 17-year
career, | have held executive chef positions in
corporate establishments across destinations
such as Belek, Kemer, Bodrum, and Cyprus.
For the past two seasons, | have been serving
as the executive chef at Nirvana

Dolce Vita Hotel.

Tourism Explorer: How would you define
) your areas of expertise?

Koray Oztop: Menu design and innovative
culinary concepts, guest satisfaction-driven
service management, operational kitchen
management, team leadership, and the
implementation of both international and
local gastronomy trends.

Tourism Explorer: What is your

i role at Nirvana Dolce Vita?

Koray Oztop: As an executive chef, my role at
Nirvana Dolce Vita goes far

beyond food production. Here, the

kitchen sits at the heart of the overall guest
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Tourism Explorer: Bize kariyer yolcu-
lugunuzu aktariri misiniz?

Koray Oztop: Profesyonel mutfak kariyerime
17 yil 6nce basladim. Strecin son 5 yilinda 5
yildizli oteller biinyesinde mutfak sefi olarak
gorev yapmaktayim. Mesleki gelisimime énem
veren ve gastronomi diinyasinin yeniliklerini
yakindan takip ediyorum. Bu kapsamda yurt
disinda italya, Kiiba ve Yunanistanda egitimler
aldim ve egitimler verdim. 17 yillik kariyerimde
Belek, Kemer, Bodrum, Kibris gibi kurumsal
firmalarda mutfak sefligi yaptim. Son 2 sezon-
dur Nirvana Dolce Vita Otel biinyesinde mutfak
sefligi yapmaktayim.

Tourism Explorer: Uzmanlik alanlarinizi
nasil siralarsiniz?

Koray Oztop: Menii tasarimi ve inovatif ye-
mek konseptleri, misafir memnuniyeti odakli
servis yonetimi, operasyonel mutfak yénetimi
ve ekip liderligi uluslararasi ve yerel gas-
tronomi trendlerinin uygulanmasi

Tourism Explorer: Nirvana Dolce Vita’'daki
roliiniiz nedir?

Koray Oztop: Bir mutfak sefi olarak Nirvana
Dolce Vita otel blnyesindeki roltiim, sadece
yemek lretmekten cok daha fazlasini kapsiyor.
Burada mutfak, otelin genel misafir deney-
iminin kalbinde yer alir. Bizim gérevimiz bu
deneyimi unutulmaz hale getirmektir. Nirvana
Dolce Vita gibi yiiksek segmentli bir tesiste sefin
roli, markanin prestijini yansitan bir mutfak
vizyonu olusturmaktir. Her tabakta kaliteyi, her
serviste profesérligi ve her detayda misafire
verilen degeri gostermek. Kisacasi mutfagi bir
deneyime dénustirmek bizim temel gérevi-
mizdir.

Tourism Explorer: Cok sayida restoran

ve farkli konseptin bulundugu bir otelde
mutfak operasyonunu yénetirken en biiyiik
zorluk nedir?

Koray Oztop: Bunu bir maddeyle belirleye-
meyiz ama tedarik, planlama, recete ve servis
gibi maddelere dagiliyor. Aslinda cesitliligi
yonetirken tutarliligi kaybetmemek. Cok sayi-
da restoran ve farkli konsept oldugunda her
mutfagin kendi kimligi, ekibi ve isleyis dinamigi
oluyor. Bliylik bir otelde mutfak yonetmek
aslinda kaosu kontrol altina alma isi. Ama
misafir icin tek bir gercek var kalite.

Tourism Explorer: Bu yapida standard-

experience. Our responsibility is to make
that experience unforgettable. In a
high-end property like Nirvana Dolce Vita,
the chef's role is to establish a culinary
vision that reflects the prestige of the
brand - delivering quality on every plate,
professionalism in every service, and a
sense of value in every detail. In short,
our core mission is to transform the
kitchen into an experience.

Tourism Explorer: What is the biggest
challenge in managing kitchen
operations in a hotel with multiple
restaurants and concepts?

Koray Oztop: It cannot be reduced

to a single factor. It spans supply,
planning, recipes, and service. Essentially,
the challenge is maintaining consistency
while managing diversity. Each restaurant
and concept has its own identity, team,
and operational dynamics. Managing

a large-scale hotel kitchen is, in many
ways, about controlling chaos. But for the
guest, there is only one truth: quality.

Tourism Explorer: How do you balance
standardization and creativity within
this structure?

Koray Oztop: My approach is clear:
standards are non-negotiable,

creativity is limitless. Without a solid
system, creativity only creates confusion.
In a well-run kitchen, everything must be
measurable, trackable, and repeatable.
Creativity is what adds character on top
of that system. Not uncontrolled
freedom, but disciplined creativity
defines my approach.

Tourism Explorer: Where does the
role of the kitchen begin in shaping

a guest’s perception of a “good hotel
experience”? When planning a menu,
is your priority to satisfy or to create
an experience?

Koray Oztop: Guests may forget the size
of the room or the linens they used, but
a dish they tasted and the flavor they felt
can stay with them for a long time. | don’t
just cook; | design moments. Every plate
should carry an emotion, a balance, and
a story. Satisfying hunger is the simplest
part. The real challenge is to surprise the
guest, create a connection, and make
them want to return. Because good food
is temporary; a great experience is last-

ing.

izasyon ile yaraticilik arasinda dengeyi nasil
kuruyorsunuz?

Koray Oztop: Benim yaklasimim net: Stan-
dartlar tartisiimaz, yaraticilik sinirsiz. Canku
sistem oturmadiysa yaraticilik sadece karmasa
yaratir. lyi bir mutfakta her sey élciiliir, takip
edilir ve tekrar edilebilir olmalidir. Yaraticilik ise
o sistemin ustine karakter koymaktir. Disiplinsiz
ozgurltk degil, kontrollii mutfak benim yaraticilik
anlayisim.

Tourism Explorer: Bir misafirin “iyi bir otel
deneyimi” algisinda mutfagin rolii sizce nere-
de basliyor?

Menii planlarken énceliginiz doyurmak mi
yoksa deneyim yaratmak mi?

Koray Oztop: Misafirler odanin metrekaresini,
kullandigi nevresimi unutabilir, Ama yedigi bir ta-
baki hissettigi bir lezzet uzun bir siire akilda kalir.
Ben yemek yapmiyorum, ani tasarliyorum. Her
tabakta bir duygu, bir denge, bir hikaye olmall.
Doyurmak zaten isin en basit kismi asil mese-

la misafiri sasirtmak, bag kurdurmak ve geri
gelmesini saglamak. Cunkud iyi yemek gecicidir iyi
deneyim kalicidir.

Tourism Explorer: Bu él¢ekte bir operasyonda
karar alma ve delegasyon nasil isliyor?

Yogun servis anlarinda liderlik nasil sekilleni-
yor?

Koray Oztop: Mutfakta eski tip bagiran, baski
kuran sef modeli artik ¢calismiyor. Yeni nesil
mutfakta hiz var, zeka var, iletisim var. Benim
mutfagimda herkes ne yaptigini bilir netlik varsa
kaos olmaz. Delegasyon benim icin is b6lmek
degil gtiven insa etmek. Dogru insani dogru yere
koydugunda sistem zaten akiyor. Panik yapan
degil ritmi yéneten kazanir. Clinki mutfakta
liderin enerjisi tabaga yansir.

Tourism Explorer: Misafirler bir oteli daha

¢cok konaklama deneyimiyle mi yoksa gas-

tronomiyle mi hatirliyor?

Giiclii bir mutfak, otelin marka algisini tek
basina degistirebilir mi?

Koray Oztop: CoepemeHHbie omesu npodarom
He npoxcusaHUArtik oteller sadece konaklama
satmiyor deneyim satiyor. Ve o deneyimin en
gliclii parcasi mutfak. lyi bir mutfak markayi
desteklemez yukari tasir hatta yeniden konum-
landirir. Bugin bir tabak sosyal medyada
dolasiyorsa, o otelin reklami yapilmis demektir.
Bazen tek bir imza tabak milyonluk pazarlama
biitcesinden daha etkili olabilir. insanlar artik
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Tourism Explorer: How do decision-making
and delegation function in such a
large-scale operation? How does leadership
take shape during peak service times?
Koray Oztop: The old model of shouting,
pressure-driven chefs no longer works. The
modern kitchen is built on speed, intelligence,
and communication. In my kitchen, everyone
knows exactly what they are doing-clarity
eliminates chaos. For me, delegation is not
about dividing tasks; it is about building trust.
When you place the right person in the right
position, the system flows naturally. In the
kitchen, it's not the one who panics, but the
one who controls the rhythm who succeeds.
Because the leader’s energy reflects directly
on the plate.

Tourism Explorer: Do guests remember a
hotel more for its accommodation or its
gastronomy? Can a strong kitchen redefine
a hotel's brand perception?

Koray Oztop: Hotels no longer sell
accommodation; they sell experiences. And
the strongest component of that experience is
the kitchen. A strong culinary offering doesn't
just support the brand-it elevates it, even
repositions it. Today, if a dish circulates on
social media, it becomes marketing for the
hotel. Sometimes a single signature dish

can be more impactful than a million-dollar
marketing budget. People now talk less

about where they stayed and more about
what they ate.

Tourism Explorer: How does the approach
to local and healthy ingredients affect
kitchen operations? How decisive are
supply chain decisions in menu creation?
Koray Oztop: This approach fundamentally
changes how the kitchen operates. Menu
planning becomes more flexible, as local
ingredients are seasonal. Using fresh,
additive-free products requires more care and
time in preparation. However, the outcome is
significantly higher quality in both flavor and
nutritional value. It also enhances the team’s
product knowledge and creativity.
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nerede kaldim degil ne yedim diye konusuyor.

Tourism Explorer: Yoresel ve saglikli iiriin
yaklasimi mutfak operasyonunu nasil et-
kiliyor?

Tedarik zinciri kararlari menii olusturma
siirecinde ne kadar belirleyici?

Koray Oztop: TBu yaklasim mutfagin temel
isleyisini dogrudan degistiriyor. Oncelikle meni
planlamasi daha esnek hale geliyor ¢clinkii
yerel (riinler mevsime bagl olarak degisiklik
gosteriyor. Ayrica taze ve katkisiz trtinler kul-
lanmak, hazirlik siire¢lerinde daha fazla 6zen
ve zaman gerektiriyor. Ancak bunun karsiligin-
da hem lezzet hem de besin degeri acisindan
¢ok daha kaliteli tabaklar ortaya cikiyor.

Ayni zamanda mutfak ekibinin trin bilgisi ve
yaraticiligr da gelisiyor.

Tedarik zinciri kararlari mend olusturma
surecinde belirleyici degil, yon verici bir ana
unsurdur. Ozellikle Nirvana Dolce Vita gibi cok
konseptli ve ytiksek hacimli operasyonlarda,
mendyle tedarik zinciri birbirinden bagimsiz
distndilemez. Bir mutfak sefi olarak ideal
yaklasimim 6nce mendyd yazalim sonra (rin
buluruz degil, arin erisilebilirligiyle yaraticihigi
birlikte yénetmektir. Tedarik zinciri, mendyu
kisitlayan bir faktor degil, dogru yoénetildiginde
mendndn sarddralebilirligini, kalitesini ve
karlihigini garanti altina alan stratejik bir
rehberdir. Basaril bir sef yaraticiligini bu
gerceklerle dengeleyerek hem operasyonunu
hemde misafir deneyimini kusursuz hale ge-
tirir.

Tourism Explorer: Teknoloji (Al, otomasyon,
robotik sistemler) mutfak operasyonlarin-
da verimlilik ve maliyet yénetimini nasil
doniistiirecek? Bu doniisiim, ekip yapisi ve
sef roliinii nasil etkiler?

Koray Oztop: Teknoloji mutfakta cok sey
degistirecek, bu net. Yapay zeka stok ydneti-
mini optimize edecek, fireyi azaltacak, opera-

Supply chain decisions are not merely
determining factors; they are guiding
principles. In high-volume, multi-concept
operations like Nirvana Dolce Vita, the menu
and supply chain cannot be considered
separately. My approach is not “design the
menu first and source later,” but rather to
manage product availability and creativity
together. When handled correctly, the supply
chain becomes a strategic guide that ensures
sustainability, quality, and profitability.

Tourism Explorer: How will technology
(Al, automation, robotics) transform
efficiency and cost management in
kitchen operations? How will this impact
team structures and the role of the chef?
Koray Oztop: Technology will undoubtedly
transform the kitchen. Al will optimize stock
management, reduce waste, and accelerate
operations. But one must remember:
technology calculates; it does not create
flavor. In the future, chefs will shift from
physically intensive roles to system-building
and management roles. Teams will become
smaller but more skilled—fewer people,
higher efficiency. Those who resist change will
fall behind; those who lead it will win.

Tourism Explorer: To what extent does

a chef’s personal brand influence the
perception of the hotel they work for?

How do you balance your own brand
journey with the structure you are part of?
Koray Oztop: | see it as a mutual value
exchange. A strong chef brand brings prestige,
visibility, and differentiation to a hotel.
Gastronomy-focused guests increasingly
consider the chef's identity when choosing
where to stay, turning the hotel into a
destination rather than just accommodation.
At the same time, the hotel's brand shapes the
chef's identity. The concept, target audience,
and service standards define how and to what
extent creativity can be expressed. The ideal
balance lies where the chef's personal style
aligns with the hotel’s vision.

| don't see my personal brand journey as a
competition with the structure | am in, but as
a space of synergy. The key is identifying the
intersection between my vision and the vision
of Nirvana Dolce Vita. When that intersec-

tion is achieved, both the individual and the
organization grow stronger. It is about plac-
ing value-not ego-at the center and merging
individual identity with corporate vision into a
single narrative.

syonu hizlandiracak. Ama sunu unutmamak
lazim: teknoloji hesap yapar lezzet yaratmaz.
Gelecekte sef daha oz fiziksel is yapan, daha
¢ok sistem kuran ve ybéneten bir role evrilecek.
Ekipler kictilecek ama daha yetkin olacak.
Daha az kisi daha fazla verim. Benim bakisim
su degisime direnen degil, yon veren kazanir.
Mutfakta bu dénisiimden kacamayacak.

Tourism Explorer: Seflerin bireysel marka
kimligi, calistiklari otelin algisini ne él¢iide
etkiliyor?

Kendi marka yolculugunuzu bulundugunuz
yapi ile nasil dengeliyorsunuz?

Koray Oztop: Ben bunu karsilikli bir deger
iliskisi olarak gortyorum. Glclii bir sef mar-
kasi, otele prestij, gérundirliik ve farklilasma
kazandirir. Ozellikle gastronomi odakli mis-
dfirler, oteli secerken sefin kim olduguna ve
ne sunduguna dikkat ediyor. Buda otelin
sadece konaklama degil bir destinasyon
olarak konumlanmasini saglyor. Ote yandan,
otelin markasida sefin kimligini sekillendiri-
yor. Calisilan konsept, hedef kitle ve hizmet
standardi sefin yaraticiligini nasil ve ne dl¢iide
ortaya koyacagini belirliyor. Bu ytzden en
saglkl yapi sefin bireysel tarziyla otelin genel
vizyonunun ortustigu nokta da kuruluyor.

Kendi marka yolculugumu, icinde bulundugum
yapiyla bir rekabet alani olarak degil, bir
sinerji alani olarak goriiyorum. Benim icin en
6nemli nokta, bireysel vizyonumla Nirvana
Dolce Vita otelinin vizyonunun kesistigi yeri
dogru tanimlamak, Clnku o kesisim noktasi
yakalandiginda hem ben gticleniyorum hemde
icinde bulundugum yapi. Kisacasi egoyu degil
degeri merkeze alarak, bireysel kimlikle ku-
rumsal vizyonu ayni hikaye parcasi olarak bir
araya getiriyorum.
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Tourism Explorer: Can you share your
career journey with us?

Busra Aydin: | have been in pastry for
about 15 years, starting as a self-taught
professional. | reached this point through
hands-on experience, continuous learning,
and constant self-improvement. Beyond
production, | have also provided training,
helping many individuals enter the
profession.

| have represented my country as part of the
national team within the federation

| am affiliated with. | have achieved world
championships and top rankings in global
competitions, including the Gastronomy
Olympics. Today, | continue to produce
under my own brand while sharing my
accumulated knowledge with the next
generation of pastry chefs.

Tourism Explorer: What are

your areas of expertise?

Buisra Aydin: Boutique pastry, modern cake
design, and sugar art are my strongest
areas. In addition, | specialize in cream-
based cakes, advanced decoration
techniques, and sales-oriented production
processes for those pursuing this as

a profession.

For me, pastry is not just about recipes;
it is where aesthetics, technique, and
commercial perspective intersect.
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Tourism Explorer: Bizimle Kariyer yolcu-
lugunuzu paylasir misiniz?

Biisra Aydin: Yaklasik 15 yildir pastaciligin
icindeyim ve bu yolculuga alayli olarak
basladim. Mutfagin icinde ¢alisarak, deney-
imleyerek ve strekli kendimi gelistirerek
bugtinlere geldim. Bu sirecte sadece liretme-
kle kalmadim, ayni zamanda bir¢ok insana
meslek kazandiran egitimler verdim.

Bagl bulundugum federasyon blinyesinde
milli takimda yer aldim ve ilkemi uluslar-
arasi arenada temsil ettim. Gastronomi
olimpiyatlari basta olmak (izere cesitli global
yarismalarda dinya birincilikleri ve sampiy-
onluklar elde ettim.

Bugtin geldigim noktada hem kendi marka-
mla lretim yapiyor hem de edindigim tim
tecrtibeyi yeni nesil pastacilara aktarmaya
devam ediyorum.

Tourism Explorer: Uzmanhk alanlariniz
nelerdir ?

Biisra Aydin: Butik pastacilik, modern pasta
tasarimlari ve seker hamuru sanati benim

en guclu oldugum alanlar. Bunun yaninda
kremali pastalar, ileri seviye dekor teknikleri
ve ozellikle bu isi meslek olarak yapmak
isteyenler icin satis odakli lretim sirecleri
uzerine uzmanlagtim.

Benim icin pastacilik sadece recete degil;
ayni zamanda estetik, teknik ve ticari bakis
acisinin birlestigi bir alan. Egitimlerimde de
bu tg temel tizerine odaklaniyorum..

Tourism Explorer: Nirvana Dolce Vita'daki
roliiniiz nedir?

Biisra Aydin: “Nirvana Dolce Vita’da Sous
Chef olarak gorev aliyorum. Ayni zamanda
otelin konseptine uygun, misafir deneyimini
yukselten yeni driinler gelistirme strecinde
aktif rol aldim. Hem operasyonel hem de
yaratici tarafta guclu bir denge kurdugum
cok degerli bir deneyim.

Tourism Explorer: Tatli ve pastane iiriin-
leri, misafirin otel deneyiminde nasil bir
etki yaratiyor?

Gorsel sunum, lezzetin éniine gegebilir
mi?

Biigra Aydin: Misafir triini 6nce géziyle
seciyor, o yuzden gorsellik cok 6nemli. Ama
benim icin gérsellik hicbir zaman lezzetin
ontne gecmez. Ben hep suna inaniyo-

fb.

!/4
My training programs are built around these
three pillars.

Tourism Explorer: What is your

role at Nirvana Dolce Vita?

Busra Aydin: | serve as a Sous Chef at
Nirvana Dolce Vita. | also take an active role
in developing new products aligned with

the hotel's concept and enhancing the guest
experience. It is a highly valuable experience
where | maintain a strong balance between
operational and creative responsibilities.

Tourism Explorer: How do desserts

and pastry products influence the guest
experience? Can visual presentation
outweigh taste?

Busra Aydin: Guests first choose with their
eyes, so visual appeal is critical. However,
for me, visuals should never surpass taste.
| always say: visuals invite, taste delivers on
that invitation.

Tourism Explorer: How do you align your
personal style with the hotel’s concept?
How important is it for you to preserve
your individual identity?

Busra Aydin: The hotel's concept defines
my framework, but | fill it with my own style.
My approach is more minimal and precise.
When someone sees a product, | want them
to recognize it as my work.

Ultimately, cuisine is not a standalone
answer; it is one of the most powerful
carriers of the experience. On one side
stands a mindset that builds systems and
ensures sustainability; on the other,

a creative force that shapes detail,
aesthetics, and the first point of contact.
When these two approaches converge, the
result is not merely good food, but a
memorable experience. And perhaps that is
why, when the guest departs,

what remains most vividly is still the same: a
taste, a moment, and the signature

of the chef who created it.

rum: Gorsellik davet eder, lezzet o davetin
karsiligidir.

Tourism Explorer: Standart iiretim ile
ozgiin tasarim arasinda dengeyi nasil
kuruyorsunuz?

Biisra Aydin: Standart tretimde kaliteyi
sabit tutuyorum, yaraticiligr ise sunumda ve
detaylarda kullaniyorum. Yani temel ayni,
dokunus farkli.

Bu sayede hem dtizen bozulmuyor hem de
her drtin yeni hissediyor.

Tourism Explorer: Kendi stilinizi
calistiginiz otelin konseptiyle nasil uyum-
lu hale getiriyorsunuz?

Bireysel tarzinizi korumak sizin i¢in ne
kadar énemli?

Biisra Aydin: Otelin konsepti benim
cercevem, ama icini kendi stilimle doldu-
ruyorum. Benim tarzim daha sade ve net.
Bir drun géraldiginde “bu Busra Sefin isi”
dedirtmek istiyorum.

Sonuc¢ta mutfak, tek basina bir cevap degil;
ama deneyimin en gui¢li tasiyicilarindan biri.
Bir yanda sistemi kuran, sdrddrdlebilirligi
saglayan bir akil; diger yanda detayi, estetigi
ve ilk temasi yoneten bir yaraticilik. Bu iki
yaklasim birlestiginde ise ortaya sadece iyi
yemek degil, hatirlanan bir deneyim ¢ikiyor.
Ve belki de bu yizden, misafir ayrildiginda
geriye kalan en net sey hala ayni: bir tat, bir
an ve o ani yaratan sefin imzasi.
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Who Will Be
the Winners

In Tourism in
20267

2026 Yilinda Turizmde
Kazananlar Kimler Olacak?

risen to 28 percent, while instant
payment solutions such as IATA Pay
have reached an 8 percent usage rate.
Airports and hotels that
invest in mobile first and
digital identity focused
infrastructure are
enhancing their data
collection and analysis
capabilities, strengthening
their marketing
strategies and
achieving higher
operational efficiency.

Mobil ve dijital kimlik odakli altyapiya
yatirim yapan havalimanlari ve oteller, veri
toplama ve analiz kapasitesini artirarak
pazarlama stratejilerini gliclendiriyor ve
operasyonel verimlilik sagliyor.

THE RISE OF EXPERIENCE
DRIVEN LUXURY

In 2026, the tourism market's leaders
are destinations and tour operators
that prioritize creating lasting memories
over mere extravagance. The global
luxury travel market is being shaped by
high spending travelers whose
priorities are centered on meaningful
and customized experiences.
According to Grand View Research, the
luxury travel market, valued at

1.48 trillion dollars in 2024, is expected
to reach 2.36 trillion dollars by 2030
with an average annual

growth rate of 8.2 percent.

These figures reveal that destinations
must offer more than accommodation
and focus on personalized and
culturally rich experiences.

MOBILE FIRST AND
DIGITAL IDENTITY PRIORITY

According to IATA’s 2025 Global
Passenger Survey, 54 percent of
travelers prefer to manage all stages of
their journey through their
smartphones. Digital wallet usage has
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DENEYIM ODAKLI
LUKSUN YUKSELII

2026'da turizm pazarinin basin-
da, sadece gosteris degil, un-
utulmaz anilar yaratacak desti-
nasyonlar ve turist operatérleri
yer almaya basladi. Global liiks
seyahat pazari, yuksek harcama
yapan gezginlerin deneyim odakli
talepleriyle sekilleniyor. Grand
View Research’e gére 2024'te 1,48
trilyon dolar seviyesinde olan
liiks seyahat pazari, 2025-2030
déneminde yillik ortalama ytzde
8,2 buyiume ile 2,36 trilyon dolara
ulasacak. Bu veriler, destinasyon-
larin sadece konaklama degil,
kisisellestirilmis ve kiltdrel
deneyimler sunmasi gerektigini
ortaya koyuyor.

-.’_ _
MOBIL VE DIJITAL KIMLIK "‘?:-»
ONCELIGI .

'
IATA'nin 2025 Kiiresel Yolcu An- J
keti'ne gére yolcularin yizde 54 |
seyahatlerinin tim asamalarini \
akilli telefon tzerinden yonetmeyi |
tercih ediyor. Dijital ciizdan kul- '~
lanimi yiizde 28’ cikarken, IATA
Pay gibi anlik 6deme ¢bzimleri Sl e T
ylizde 8 kullanim oranina ulast. - S Sl
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TRUST AND SEAMLESS EXPERIENCE
THROUGH BIOMETRIC VERIFICATION

Biometric identity verification is used by
50 percent of passengers and the
satisfaction rate is measured at

85 percent. Additionally, 74 percent

of travelers are willing to share their
biometric data in order to pass through
checkpoints without presenting a
passport or boarding pass.

This development enables destinations
to craft data driven marketing and
operational strategies, yet also
highlights data security and privacy

as critical risk areas.

THE RISE OF Al SUPPORTED
RESERVATIONS

Agent type Al systems can analyze user
preferences and make reservations
automatically. Thanks to this
technology, OTAs are evolving beyond
being traditional price comparison
portals and transforming into
experience curators and data
platforms. Artificial intelligence is
making customer segmentation and
the development of personalized offers
more strategic, delivering a competitive
advantage across the sector.
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BIYOMETRIK DOGRULAMA
ILE GUVEN VE DENEYIM

Biyometrik kimlik dogrulama, yolcularin
ytizde 50'si tarafindan kullaniliyor ve bu
deneyimden memnuniyet orani ytzde 85
olarak élculiiyor. Yizde 74'i pasaport
veya binis karti gostermeden gecmek icin
biyometrik verilerini paylasmayi kabul
ediyor. Bu gelisme, destinasyonlarin veri
odakli pazarlama ve operasyon stratejileri
gelistirmesini mimkun kiliyor, ancak veri
guvenligi ve gizlilik konulari kritik bir risk
alani olarak éne ¢ikiyor..

YAPAY ZEKA DESTEKLI
REZERVASYONLARIN YUKSELISI

Agent-type Al sistemleri, kullanicilarin ter-
cihlerini analiz edip otomatik rezervasyon
gerceklestirebiliyor. OTA'lar, bu teknoloji
sayesinde klasik fiyat karsilastirma por-
tallarr olmanin 6tesine gecerek deneyim
kuratord ve veri saglayici kimligine evrili-
yor. Yapay zek@, misteri segmentasyonu
ve kisisellestirilmis teklif gelistirmeyi daha
stratejik hale getiriyor, sektorde rekabet
avantaji saglyor..

ULTRA-LUKS VE
DENEYIM EKONOMISI

Yiiksek harcama yapan gezginler artik sa-
dece konfor degil, anlamli ve kisisellestirilm-
is deneyimler talep ediyor. Destinasyonlar,
butik yerel saglayicilarla is birligi yaparak
kultirel ve gastronomik deneyimler sunuy-
or. Bu durum, premium hizmet portfoyu
olusturma ve deneyim odakli paketleri
cesitlendirme ihtiyacini artiriyor.

ULTRA LUXURY AND
THE EXPERIENCE ECONOMY

High spending travelers now seek

not only comfort but meaningful and
personalized experiences. Destinations
collaborate with boutique local
providers to deliver cultural and
gastronomic offerings. This trend
increases the need to build a premium
service portfolio and expand experience
centered packages.

DIGITAL INFRASTRUCTURE AS
A COMPETITIVE ADVANTAGE

Destinations that invest in mobile
check-in, biometric verification and digital
identity systems are enhancing their
capacity for data collection and analysis.
As a result, they can optimize marketing
and operational processes and gain a
strategic advantage in the sector.

Digital infrastructure not only improves
the customer experience but also
ensures long-term competitive strength.

The tourism market is about to crown its
champions - those who elevate guest
experiences to their core mission,
fortified by powerful data analytics and
state-of-the-art digital infrastructure.
This “golden trinity” - guest-centricity,
analytics, and digital innovation - will be
the bedrock of competitive success:
driving not just revenue growth, but
creating a resilient competitive moat that
positions companies as market leaders.

DIJITAL ALTYAPI VE
REKABET AVANTAJI

Mobil check-in, biyometrik dogrulama ve
dijital kimlik sistemlerine yatirim yapan des-
tinasyonlar, veri toplama ve analiz kapasitel-
erini artiriyor. Bu sayede pazarlama ve op-
erasyon slreclerini optimize ederek sektérde
stratejik bir avantaja sahip oluyor. Dijital
altyapi, hem mdsteri deneyimini iyilestiriyor
hem de sektorde uzun vadeli rekabet Ustiin-
liga saglyor.

Turizm pazari cok gecmeden gercek liderlerini
belirleyecek. Bunlar, konuklarinin deneyimler-
ini en temel dncelik olarak alan, bunu gucgli
veri analitikleri ve son teknoloji dijital altyapisi
ile pekistiren isletmeler olacak. Iste bu “altin
ucli”—misafir odaklilik, analitik ve dijital
teknoloji—basarinin temelini olusturacak: sa-
dece finansal blyime saglamakla kalmayip,
sirketinizi pazarin tepesine tasiyacak, cabuk-
lukla taklit edilmesi zor bir rekabet lstinligu
yaratacak.
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New Strategy In
Hotel Investments

The Asset Light Model Is
Rapidly Expanding In Tiirkiye

Otel Yatirimlarinda
Yeni Strateji

“Asset-Light” Model
Turkiye’'de Hizla Yayiliyor
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GLOBAL CHAINS SHIFT FROM
OWNERSHIP TO MANAGEMENT
AND FRANCHISE AGREEMENTS

Global hotel brands are moving away
from property ownership strategies
due to rising land prices and extended
investment return periods. The asset
light model aims for growth through
management and franchise contracts
instead of tying capital to real estate.

In the next few years, most branded
hotels preparing to enter the market in
Antalya, istanbul and the Aegean coast

will do so through management
agreements. The model strengthens
the position of both the investor
and the brand.

A NEW WAVE IN GLOBAL
HOTEL INVESTMENTS

Major hotel groups worldwide are
redefining their investment strategies
and positioning the asset light model as
their primary growth engine. Industry
giants such as Marriott, Accor, Hilton, IHG
and Radisson are expanding their
portfolios not through property
ownership but through management,
franchise and lease structures.

The motivation behind this shift is
shaped by three major trends:

e Rising land acquisition costs

e Increasing construction and
operational expenses

* Areturn on investment period that now
extends to 10 to 16 years

For this reason, major chains prefer to
generate revenue through operational
expertise without locking capital in real

estate.

GLOBAL ZINCIRLER MULKIYET YERINE
YONETIM VE FRANCHISE ANLASMALARINA
ODAKLANIYOR.

Ktiresel otel markalari, yiiksek arsa fiyatlari
ve uzayan yatirim geri déndis sireleri nedeni-
yle miilk edinme stratejisinden uzaklasiyor.
“Asset-light” modeli, sermayeyi gayrimenkulde
tutmak yerine yonetim ve franchise lzerinden
biytmeyi hedefliyor.

Ontimuizdeki birkag yil icinde Antalya, istanbul
ve Ege Kiyisi'nda pazar tarafindan yeni zincir
otellerin agilmasi, agirlikli olarak yénetim
anlasmalari araciligiyla gerceklestirilecektir.
Bu yaklasim, hem yatirimci-mtlk sahibi hem
de yonetim markasini gliclendirerek karsilikli
faydayi saglamaktadir.

KURESEL OTEL YATIRIMLARINDA
YENI DALGA

Bedyuwue mexoyHapoOHble 20CMUHUYHbIe
Diinya genelindeki biiytik otel zincirleri,
yatirim stratejilerini son dénemde yeniden
tanimliyor ve “asset-light” modelini ana
bliytime motoru haline getiriyor. Marriott, Ac-
cor, Hilton, IHG ve Radisson gibi dev gruplar,
mdilkiyete yatirim yapmak yerine; yonetim,
franchise ve kira modelleriyle portféylerini
genisletiyor.

Bu yaklasimin temel motivasyonu su (g trend-
de birlesiyor:

* Yikselen arsa maliyetleri
e Artan insaat ve isletme maliyetleri

e Yatirimlarin amorti siiresinin 10-16 yila
kadar uzamasi

Bu nedenle bliylik zincirler, sermayeyi milkin

icinde kilitlemeden; operasyonel bilgi birikimi-
yle gelir yaratmayi tercih ediyor.

TOURISM EXPLORER
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WHAT DOES THE ASSET LIGHT
MODEL CHANGE

This model drives three major
transformations in the
hospitality sector:

1. Faster brand expansion

Since chains grow without acquiring
property, the number of new hotels
added each year increases. Some
brands reported nearly a 30 percent
increase in franchise agreements
over the past two years.

2. Lower investment risk for owners
Investors either develop the

property themselves or convert an
existing building, then transfer
operations to an international brand.
This reduces operational

risk while providing occupancy

and pricing advantages.

3. Faster destination branding
Management agreements allow new
markets to gain international brands

more quickly, strengthening the

destination’s competitiveness.

T

ASSET-LIGHT MODELI
NEYI DEGISTIRIYOR?

Bu modelle birlikte konaklama sektoriinde
¢ énemli dénisim yasaniyor:

1. Markalar Daha Hizli Biiyiiyor

Zincir oteller gayrimenkul satin almadan
buyadagu icin, her yil acilan yeni otel sayisi
artmaktadir. Bazi markalar, son 2 yilda
franchising anlasmalarinin sayisinda yak-
lasik %30 oraninda bir artis bildirmistir.

2. Yatirnmcilar Daha Az Riskle Giris
Yapiyor

Yatirimci, milkd kendisi yapiyor veya mev-
cut bir yapiyr déndstirdyor,; operasyonu
ise uluslararasi bir markaya devrediyor.
Bu sayede isletme riski azalirken doluluk &
fiyatlandirma avantaji saglaniyor.

3. Destinasyonlar

Daha Hizli Markalasiyor

Yénetim anlasmalari, yeni pazarlarin hizli
sekilde uluslararasi marka kazanmasini
sagliyor. Bu da destinasyonun rekabet
gucunu artiriyor.
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TURKIYE: THE NEW FOCUS
OF THE ASSET LIGHT MODEL

Turkiye has become a rising focal point
for global chains over the past two years.
Three factors stand out:

* High tourism volume and year round
destination activity

« Strong brand visibility of Istanbul and
Antalya

e Growing upper segment demand in
regions such as the Aegean, Cappadocia
and the Black Sea

At least 40 new management
and franchise agreements are
expected to be announced in Turkiye.

_ ANEW ERA IN ANTALYA,
ISTANBUL AND THE AEGEAN

The impact of the asset light model is
becoming clear across Turkiye's three
main regions:

Antalya

Management agreements are rapidly
rising in new resort developments.
Major brands are prepared to operate
resorts without taking ownership.

istanbul

Franchise agreements are expanding
the new generation boutique and
lifestyle segment, particularly in
central city locations.

Aegean

Independent property owners in
destinations such as Bodrum, izmir and
Didim are increasingly open to branded
operations. Local investor and global
brand partnerships are strengthening.

TURKIYE: ASSET-LIGHT

MODELININ YENI ODAGI

Tirkiye, ozellikle son iki yilda global zincirlerin
dikkatini ceken tlkeler arasinda.

Bunun (¢ temel sebebi 6ne ¢ikiyor:

e Yiksek turizm hacmi ve yil boyu ¢alisan
destinasyonlar

* jstanbul ve Antalya’nin giiclii marka
goérunarligu

* Ege, Kapadokya, Karadeniz gibi bolgelerde
buydyen (st segment talebi

2026'va kadar Turkiye'de en az 40 yeni yéne-
tim/franchise anlasmasinin duyurulmasi
bekleniyor.

ANTALYA, iSTANBUL
VE EGE'DE YENI DONEM

Turkiye’nin (¢ ana bolgesinde asset-light mod-
elinin etkisi netlesmis durumda:

Antalya:

Yeni tatil kbyu yatirimlarinda yénetim an-
lasmalari hizla yiikseliyor. Blyik markalar,
mtilkiyete girmeden resort operasyonlarini
tstlenmeye hazir.

[stanbul:

Sehir otellerinde franchise anlasmalari, ézel-
likle sehir merkezindeki yeni nesil butik-life-
style segmentini biydtiyor.

Ege:

Bodrum, izmir ve Didim gibi noktalarda
mustakil tesis sahipleri markali isletmeye
sicak bakiyor. Yerel yatirimci + global marka is
birligi gugleniyor..

TOURISM EXPLORER
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WHY ARE TURKISH INVESTORS
ADOPTING THE ASSET-LIGHT MODEL?

Turkish investors traditionally favored
the property plus operation model.
However, in the new landscape,
several factors are pushing the asset
light approach forward:

* Higher room revenue under branded
operations through RevPAR
and ADR gains

» More professional management
cost structures

e Integration with global sales channels

* Reduced burden of personnel
management

In particular, resort properties operated
under global brands show more stable
profit margins.

96 TOURISM EXPLORER

TURK YATIRIMCISI NEDEN
ASSET-LIGHTA YAKIN?

Tirk yatirimci gecmiste genelde “mulk +
isletme” modelini tercih ederdi. Ancak yeni
dénemde su nedenlerle asset-light modeli
one ¢ikiyor:

* Déviz bazli maliyetlerde sabit riskten
kaginma

e Markali isletmede oda basi gelirin art-
masi (RevPAR + ADR etkisi)

e Yonetim giderlerinin profesyonellesmesi
Global satis kanallarina entegrasyon

* Personel ybnetimi yukunin azalmasi
Ozellikle resort segmentinde markali islet-

melerin kdr marjinin daha stabil oldugu
gordldyor.

A BRANDED HOTEL BOOM
EXPECTED IN TURKIYE

Considering international reports and
the strategies of global chains, the
coming period is set to bring:

e More management agreements
e More franchise structures

* More lifestyle and upper upscale
brands

* | ower risk investment models

This outlook enhances Turkiye's
position on the radar of international
investors and signals the beginning
of rapid expansion in branded hotel

supply.

TURKIYE MAY BECOME A REGIONAL
HUB FOR NEXT GENERATION HOTEL
INVESTMENTS

As in global markets, the asset light
model is now emerging as the primary
financial strategy shaping the future of

hospitality investment in Turkiye.

This approach, which protects both

investors and brands, is expected to
accelerate destination branding and
expand collaboration with international
chains in the near future.

2026°YA DOGRU: TURKIYE'DE MARKALI
OTEL PATLAMASI BEKLENIYOR

Uluslararasi raporlar ve global zincir strate-
jileri dikkate alindiginda, 2026 yiliyla birlikte
Tlrkiye'de: Daha fazla yénetim anlasmasi,
Daha fazla franchise yapilanma, Daha
fazla lifestyle & upper upscale marka, Daha
dustk riskli yatirim modelleri gérilmesi
kacinilmaz goérdiniyor.

Bu tablo, Turkiye'nin uluslararasi
yatirimcilarin radarindaki 6nemini
artirirken;, markali otel stogunun hiz-
la biytiyecegi yeni bir dénemin kapisini
eraliyor.

Kiiresel trendi takip ederek, “asset-light”
snodeli Turkiye'de otel yatirimlarinin
gelisimini belirleyen temel finansal strateji
olarak yerlesmektedir. Hem yatirimcilarin
hem de markalarin ¢ikarlarini koruyan
bu karsilikli faydali model sayesinde,
turizm bolgelerinin hizlandirilmis gelisimi
mimkun hale gelecek ve uluslararasi
zincirlerle isbirligi yakin gelecekte yeni bir
kalite diizeyine ulasacaktir.




The Expanding
Power of the

Loyalty Economy

84% of Global Travellers
Actively Use Points and
Miles as a Strategic Cost Tool

Sadakat Fkonomisi
Gli¢ Kazaniyor

Kiiresel Gezginlerin %84t Puan ve Mil Sistemlerini Aktif

Tasarruf Stratejisine Donii tiirtiyor

Loyalty programs in the global travel industry have evolved far beyond
marketing-driven retention schemes. in the last year, they sit at the core of
revenue architecture. Recent research indicates that 84% of travellers have
actively leveraged loyalty programs over the past 12 months to generate
tangible savings. This figure signals a structural shift from passive
membership to deliberate financial optimization.

Kiiresel seyahat sektériinde sadakat programlari artik pazarlama departmanlarinin
yan urini degil; gelir ydnetimi mimarisinin merkezinde konumlanan stratejik bir yapi.
2026 tarihli giincel arastirmalar, gezginlerin %84'intn son 12 ay icinde sadakat pro-
gramlarini bilingli bicimde kullanarak maliyet avantaji elde ettigini ortaya koyuyor. Bu
oran, sistemin pasif tyelikten aktif optimizasyona evrildigini gosteriyor.
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VALUE OPTIMIZATION
IS REPLACING TRADITIONAL
BRAND LOYALTY

Data shows that between 57% and 68% of
travellers choose alternative airlines or ac-
commodation providers when presented
with better pricing, redemption flexibility,
or promotional advantages — even if they
are enrolled in a specific loyalty program.

This signals a critical industry reality: loyal-
ty no longer equates to exclusivity. Trav-
ellers are increasingly value-driven rather
than brand-bound. For airlines and hotel
groups, this requires a recalibration of
traditional loyalty mechanics toward more
dynamic value propositions.

CREDIT CARD ECOSYSTEMS
ARE AMPLIFYING
PROGRAM ECONOMICS

Financial institutions play a pivotal role in
expanding the loyalty economy. Approx-
imately 39% of travellers purchase gift
cards to accumulate points. 27% open
new credit cards to benefit from welcome
bonuses. Meanwhile, 16% strategically
channel third-party spending to maximize
mile accrual.

These figures demonstrate that loyalty
programs now extend beyond travel-re-
lated transactions and are embedded in
everyday financial behavior. For airlines,
mileage sales to banks represent a sub-
stantial revenue stream. For financial in-
stitutions, co-branded partnerships drive
spending volume and customer acqui-
sition. The result is a structurally inter-
twined revenue model between aviation
and finance.

MARKA SADAKATI
YERINI DEGER
OPTIMIZASYONUNA BIRAKIYOR

Arastirma bulgularina gére seyahat eden-
lerin %57 ila %68, belirli bir programa tye
olmalarina ragmen daha iyi fiyat, daha
avantajli puan kullanimi veya kampanya
firsati gordiiklerinde alternatif havayolu ya
da konaklama markalarini tercih ediyor.

Bu veri, sektorde kritik bir gercegi ortaya
koyuyor:

Sadakat artik “tek markaya baglilik” anlami-
na gelmiyor. Tiketici, degeri maksimize ettigi
noktaya yoneliyor. Bu durum, havayollari

ve otel gruplari icin klasik baglilik modeli-
nin yeniden tasarlanmasi gerektigine isaret
ediyor.

KREDI KARTI EKOSISTEMI
SADAKAT PROGRAMLARINI
BUYUTUYOR

Sadakat ekonomisinin buyimesinde finansal
kuruluslarin rolu dikkat ¢ekici. Katimcilarin
%39'u hediye karti alarak puan kazaniyor.
%27'si hos geldin bonuslarindan yarar-
lanmak icin yeni kredi karti aciyor. %16k
kesim ise baskalari adina harcama yaparak
mil biriktiriyor.

Bu oranlar, sadakat programlarinin artik
yalnizca seyahat ici harcamalarla sinirli
olmadigini; guinliik finansal davranislarin bir
parcasina donistuglni gosteriyor. Havayol-
lari icin mil satislari, bankalar icinse har-
cama hacmi artisi anlamina gelen bu yapi,
iki sektor arasinda gligli bir gelir ortakhigi
modeli yaratiyor.
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POINTS INFLUENCE
DESTINATION
DEMAND PATTERNS

Nearly half of travellers who redeem points or
miles report selecting destinations they had

not previously visited because of redemption
opportunities. This highlights the role of loyalty
systems as demand-shaping instruments rather
than simple discount mechanisms.

For network planners and destination manage-
ment organizations, this presents a measurable
lever. Strategically designed redemption incen-
tives can stimulate traffic flows into emerging or
underutilized markets.

GENERATIONAL SHIFT
TOWARD FLEXIBILITY
AND PORTFOLIO LOYALTY

Gen Z and younger millennial travellers dis-
play a stronger preference for flexibility over
single-brand commitment. Portfolio-style loy-
alty participation — engaging across multiple
programs — is becoming more common. This
behavioral shift pressures brands to enhance
transparency, interoperability, and perceived
value stability.
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YENI DESTINASYON
KARARLARINDA PUAN ETKISI

Arastirma, puan veya mil kullanan gezginlerin
yaklasik yarisinin, bu avantaj sayesinde daha énce
ziyaret etmedigi bir destinasyonu tercih ettigini
ortaya koyuyor. Bu oran, sadakat programlarinin
yalnizca fiyat indirimi araci degil; talep yonlendirme
mekanizmasi oldugunu gésteriyor.

Destinasyon yénetim organizasyonlari ve havayo-
lu ag planlama ekipleri icin bu veri kritik 6nemde.
Dogru kampanya ve puan tesvikleri, yeni pazarlara
talep kaydirma gticiine sahip.

GENC KUSAKLARDA
ESNEKLIK EGILIMI

Z kusagi ve gen¢ millennial segmentte marka cesitlil-
igine verilen 6nem belirgin bicimde artiyor. Bu

grup, tek programa bagl kalmaktan ziyade esnek
kullanim ve maksimum getiri yaklasimini benimsiy-
or. Bu egilim, sadakat programlarinin daha seffaf,
daha tasinabilir ve daha entegre sistemlere evrilme-
sini zorunlu kiliyor.

REVENUE MANAGEMENT
IMPLICATIONS FOR 2026
AND BEYOND

For major airline groups, loyalty subsidiaries
represent multi-billion-dollar financial assets. Yet
the 84% active engagement rate underscores a
more sophisticated consumer base. As travel-
lers increasingly understand redemption value,
transfer ratios, and dynamic pricing models, the
balance between profitability and perceived fair-
ness becomes more delicate.

The central strategic question moving forward is
clear:

How can loyalty programs sustain financial per-
formance while preserving long-term trust and
value perception?

In an environment of rising travel costs and
heightened price sensitivity, competitive advan-
tage is no longer defined solely by route net-
works or fleet size. It increasingly depends on
how intelligently a company designs, monetizes,
and governs its loyalty ecosystem.

GELIR YONETIMI
ACISINDAN YENI GERCEKLIK

Sadakat programlari bugtin bir¢cok havayolu icin
milyarlarca dolarlik finansal deger treten varliklar.
Ancak %84 gibi yiksek bir aktif kullanim orani,
kullanici tarafindaki biling seviyesinin de arttigini
gosteriyor.

Bu noktada sektoriin éniindeki temel soru su:
Programlarin finansal sirddrdlebilirligi korunurken
kullanici deger algisi nasil dengelenecek?

Mil ve puan sistemleri artik yalnizca bagllik diret-
miyor; fiyat hassasiyeti yiiksek bir pazarda talebi
yonlendiriyor, yeni destinasyon akisi yaratiyor

ve marka rekabetini yeniden tanimliyor. Seyahat
enddstrisinde rekabet avantaji giderek rota agindan
degil, sadakat ekosisteminin tasarim kalitesinden
doguyor.
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&
Fashion, luxury,
and relaxatlon

||ione place.

FashionTV
Luxe Resort

Moda, liiks ve rahatlik
tek bir noktada
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https://unsplash.com/photos/kY-7tROuc7I

FashionTV Luxe Resort captures
attention with its unique concept that
brings together fashion, design,

and a luxurious lifestyle.

The hotel offers: a personal Fashion
Assistant for each guest, a butler for
villa guests, VIP transfer, Diamond
privileges, 24/7 restaurants,
international cuisine, and a SPA center.

Throughout the season, world-famous
music stars will perform on the resort’s
stage, while DJ parties will give guests
unforgettable experiences.

A pet-friendly resort, with accessible
infrastructure for people with
disabilities, sustainable tourism
principles, and a 700-meter shoreline,
aims to become an essential destination
for stylish travelers and families.

GASTRONOMY

Six A La Carte restaurants invite guests
on a culinary journey around the world:
[talian cuisine at Riva Bella, Far Eastern
cuisine at Sakura, seafood at Mareléa,
steakhouse at Yaka, Turkish and
Ottoman cuisine at Ala, and
Mediterranean cuisine at Olivin.
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FashionTV Luxe Resort, moda, tasarim ve
liiks yasam tarzini bir araya getiren 6zgiin
konseptiyle dikkat cekiyor.

Otelin sunduklari arasinda her misafir icin
kisisel bir Fashion Assistant, villa konuklari
icin butler hizmeti, VIP transfer, Diamond
ayricaliklari, 7/24 acik restoranlar, uluslar-
arasi mutfaklar ve bir SPA merkezi yer
aliyor.

Sezon boyunca dunyaca Gnli muzik yildi-
zlari resort sahnesinde performans sergil-
erken, DJ partileri misafirlere unutulmaz
deneyimler sunuyor.

Evcil hayvan dostu yapisi, engelli bireyler
icin erisilebilir mimarisi, sirddrdlebilir
turizm yaklasimi ve 700 metrelik sahil
seridiyle tesis; stil sahibi gezginler ve aileler
icin vazgecilmez bir destinasyon olmayi
hedefliyor.

GASTRONOMI

Alti A La Carte restoran, misafirleri diin-
ya mutfaklari arasinda bir yolculuga
ctkariyor: Riva Bella'da italyan mutfagi,
Sakura'da Uzak Dogu mutfagi, Mareléa'da
deniz drtinleri, Yaka'da steakhouse kon-
septi, Ala’da Tiirk ve Osmanli mutfagi,
Olivin'de ise Akdeniz mutfagi sunuluyor.

CHILDREN'S ENTERTAINMENT

Bambini Land is designed for children
of different ages: programs for children
aged 4-12 combine nature and the
digital world under the guidance of
specialists. For toddlers aged 1-3, full
care and home comfort are provided.
Teenagers aged 13-17 can visit special
workshops, gaming areas with consoles,
and enjoy a separate menu.

ABOUT THE HOTEL

FashionTV Luxe Resort is located
where the azure of the Mediterranean
Sea meets the greenery of the Taurus
Mountains. Managed by Yaka Global,
the hotel reimagines modern vacations
by combining sustainable development
with contemporary design.

On the grounds: 9 restaurants, a SPA &
wellness center, a VIP transfer,

a personal assistant, and special
facilities for pets.

COCUKLARA OZEL DENEYIM
ALANLARI

Bambini Land, farkli yas gruplarina 6zel
olarak tasarlanmis bir alan sunuyor. 4-12
yas arasi ¢ocuklar icin hazirlanan pro-
gramlar, uzmanlar esliginde doga ile dijital
dinyayi bir araya getiriyor. 1-3 yas arasi
cocuklar icin tam bakim ve ev konforu
saglanirken, 13-17 yas arasi gencler 6zel
atolyeler, oyun konsolu alanlari ve kendile-
rine 6zel mendlerin bulundugu alanlardan
faydalanabiliyor..

OTEL HAKKINDA

FashionTV Luxe Resort, Akdeniz'in turkuaz
sularinin Toros Daglari'nin yesiliyle bu-
lustugu noktada konumlaniyor. Yaka Glob-
al tarafindan yénetilen otel, strddrdilebilir
kalkinma yaklasimini cagdas tasarimla
birlestirerek modern tatil anlayisini
yeniden tanimliyor. Tesiste 9 restoran,

bir SPA & wellness merkezi, VIP transfer
hizmeti, kisisel asistan ve evcil hayvanlara
ozel olanaklar bulunuyor.

TOURISM EXPLORER 105



Turkiye’s Luxury
Tourism Landscape
Defined by Forbes
Star Awards 2026

Tuarkiye Liiks Turizminin 2026 Haritasi
Forbes Star Awards ile Belirginlesiyor

The 2026 Forbes Travel Guide Star Awards list
underscores the depth and diversity of
Turkiye's luxury tourism sector. With a total of
26 hotels and spa properties, the country
demonstrates its prominence on the
international stage not only through service
quality but also via guest experience and
geographic variety. From five-star palace hotels
to Bosphorus-view boutique properties,
experience-driven resorts in Bodrum and
Cappadocia, to wellness and golf-focused
destinations, Turkiye's portfolio reflects both
quantitative and qualitative strength in global
luxury hospitality. Independent inspectors’ rigorous
evaluations across hundreds of criteria measure
guest satisfaction and property standards,
reinforcing Turkiye's positioning in the

luxury market.

2026 Forbes Travel Guide Star Awards listesi, Turkiye turizminin uluslararasi liiks segmentinde-
ki derinligini ve cesitliligini somut verilerle gézler éniine seriyor. Tirkiye, toplam 26 otel ve spa
tesisi ile bu prestijli listeye girerek sadece hizmet kalitesiyle degil, misafir deneyimi ve cografi
cesitliligiyle de 6ne cikiyor. Bes yildizli saray otellerinden Bogaz manzarali butik tesislere, Bodrum
ve Kapadokya’'nin deneyim odakli resortlarindan wellness ve golf segmentine kadar uzanan bu
portfoéy, Tirkiye'nin turizm uriintini hem nicelik hem nitelik agisindan kiiresel élcekte goriiniir
kiliyor. Forbes’un bagimsiz denetcilerinin yiizlerce kriter lizerinden yaptigi degerlendirme, misafir
memnuniyetini ve tesis standartlarini titizlikle élcerken, Tirkiye’nin kalite algisini yikseltiyor.
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FIVE-STAR HOTELS IN ISTANBUL
AND BODRUM: LUXURY IN THE
CITY AND ON THE COAST

Istanbul’s five-star hotels merge historical
heritage with modern comfort, offering
international guests a unique urban
experience. Address Istanbul and Ciragan
Palace Kempinski combine the majesty

of the Bosphorus and Ottoman heritage
with contemporary service. Four Seasons
Sultanahmet and Four Seasons Bosphorus
immerse visitors in the historic peninsula
while Mandarin Oriental Bosphorus and
Raffles Istanbul redefine urban luxury with
panoramic views and personalized service.

In Bodrum, the Mandarin Oriental
integrates the turquoise waters and natural
surroundings of the Aegean with
contemporary luxury, raising the
benchmark for resort tourism. Collectively,
these properties showcase how Istanbul
and Bodrum balance cultural,
geographic, and service diversity within
the luxury segment.

BES YILDIZLI [STANBUL VE
BODRUM OTELLERI: KENT VE
KIYIDA LUKSUN RITMI

Istanbul’un bes yildizli otelleri, tarihi miras

ve modern konforu bir araya getirerek global
ziyaretcgilere farkli bir sehir deneyimi sunuyor.
Address Istanbul ve Ciragan Palace Kempins-
ki, Bogaz'in ihtisamini ve Osmanli dokusunu
modern hizmet anlayisiyla bulusturuyor. Four
Seasons Sultanahmet ve The Bosphorus, tarihi
yarimadanin kalbinde kiiltiirel derinligi kon-
forla birlestirirken Mandarin Oriental Bos-
phorus ve Raffles Istanbul, panoramik man-
zaralar ve kisisellestirilmis hizmet anlayisiyla
Istanbul’un sehir liksiinii yeniden tanimliyor.

Bodrum’daki Mandarin Oriental, Akdeniz’in
mavi sularini ve dogal ¢cevresini modern liiksle
bitiinlestirerek resort turizminin ¢itasini
ylikseltiyor. Bu tesisler, istanbul ve Bodrum’un
kiltirel, cografi ve hizmet cesitliligini liiks seg-
mentle birlestirerek Tiirkiye’nin global turizm
portféyiine deger katiyor.
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FOUR-STAR HOTELS:
WELLNESS, EXPERIENCE, AND
URBAN ALTERNATIVES

The four-star category represents
properties just below the five-star tier,
offering strong quality and experiential
value. Bodrum'’s Six Senses Kaplankaya and
The Bodrum Edition excel in wellness, spa,
and nature-immersed holidays, while the
Mandarin Oriental Bodrum'’s spa offerings
create not just physical comfort but a
holistic experiential journey.

In Istanbul, The Peninsula, Ritz-Carlton,

St. Regis, and Shangri-La cater to business
and cultural travelers, blending dining, spa,
and art experiences with personalized
concierge services. These hotels merge
urban tourism with cultural exploration,
offering guests an unfolding story

at every step.

DORT YILDIZLI OTELLER: "-'
WELLNESS, DENEYIM VE SEHIR
ALTERNATIFLERI

Dért yildiz kategorisi, bes yildizin sundugu
prestij ve standartlarin bir adim altinda,
ancak deneyim ve kalite a¢isindan gti¢lt

bir segment sunuyor. Bodrum’da Six Senses
Kaplankaya ve The Bodrum Edition, wellness,
spa ve dogayla ic ice bir tatil deneyimi suna-
rken, Mandarin Oriental Bodrum’un spa tesis-
leri, misafirlerine sadece fiziksel konfor degil,
duygusal ve deneyimsel bir tatil yolculugu vaat
ediyor.

[stanbul'daki The Peninsula, Ritz-Carlton, St.
Regis ve Shangri-La, sehrin is ve kiltir aksini
deneyimleyen misafirlere, restoranlarindan
spa hizmetlerine, tarih ve sanat odakli etkin-
liklerden kisisellestirilmis concierge deneyim-
lerine kadar genis bir hizmet yelpazesi sunuy-
or. Bu oteller, sehir turizmi ile kiiltiirel kesfi
harmanlayarak misafirlere her adimda bir
hikéye deneyimi yasatiyor.

RECOMMENDED HOTELS:
EXPERIENCE AND DIVERSITY
ACROSS TURKIYE

The “Recommended” category highlights
properties that, while not classified among
the star tiers, excel in service, location, and

guest experience. These hotels enrich

Turkiye's tourism portfolio, reflecting the

distinctive character of each
destination.

Argos in Cappadocia, in the heart of the
UNESCO World Heritage site, merges
historical stone architecture with modern
comfort. In Istanbul, Bebek Hotel by

The Stay, Conrad Istanbul Bosphorus, and
Fairmont Quasar exemplify boutique,
experience-oriented urban hospitality.

JW Marriott Ankara provides a
high-standard option for business and
official visitors, while Bodrum'’s Lujo Hotel
diversifies the summer resort offering.
Antalya's Maxx Royal Belek Golf Resort and
Maxx Royal Kemer Resort bring golf,
wellness, and family tourism together,
enriching the Mediterranean resort
segment. JW Marriott Hotel Istanbul
Marmara Sea occupies both the four-star
and recommended categories, integrating
city and sea experiences along the
Marmara coast.

Collectively, these hotels illustrate how
Turkiye's luxury tourism portfolio balances
urban, cultural, capital-focused, resort,
and golf tourism segments.

ONERILEN OTELLER: DENEYIM VE
CESITLILIK TURKIYE'NIN KULTUREL
HARITASINDA

“Forbes Travel Guide”in énerilen kategorisi,
yildizli degerlendirmede (ist segmentte yer
alamayan ancak misafir deneyimi, konum

ve hizmet anlayisiyla dikkat ¢ceken tesisleri
kapsiyor. Tiirkiye'den bu kategoride 6ne ¢ikan
oteller, farkli destinasyonlarin ézgiin hikayel-
erini yansitarak turizm Grininu zenginlestiri-
yor.

Kapadokya'daki Argos in Cappadocia, tarihi
tas evleri, butik mimarisi ve béigenin benzersiz
jeolojik yapisini modern konforla birlestiriyor.
Istanbul’da Bebek Hotel by The Stay, Conrad
Bosphorus ve Fairmont Quasar, sehirde butik
ve deneyim odakli bir konaklama anlayisini
temsil ediyor. Baskent Ankara’daki /W Marri-
ott, is ve protokol ziyaretlerinde yliksek stand-
artli bir alternatif sunarken, Bodrum’daki Lujo
Hotel Akdeniz resort deneyimini cesitlendiriy-
or. Antalya’daki Maxx Royal Belek Golf Resort
ve Maxx Royal Kemer Resort, golf, wellness

ve aile tatilini ayni ¢ati altinda bulusturarak
Akdeniz resort segmentinin derinligini pe-
kistiriyor. /W Marriott Hotel Istanbul Marmara
Sea ise hem dért yildiz hem 6nerilen kategori
arasinda yer alarak, Marmara Denizi man-
zarasinda sehir ve deniz deneyimini bir araya
getiriyor.

Bu otellerin timd, Tiirkiye'nin ltks turizm
portféyiinde sehir, kiiltir, baskent is odakli
konaklama, resort ve golf turizmi gibi farkli
segmentlerin nasil dengeli bir sekilde bir araya
geldigini gésteriyor.
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Following the strong recovery
recorded in the final quarter of 2025,
Egypt is preparing for a period of
sustained growth in its tourism sector
over the coming years. Combining its
rich cultural heritage with the
Red Sea's coastal tourism offering,
the country expects significant
increases in both visitor arrivals
and tourism revenues throughout
the 2026 2029 period.
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2025'in son ¢eyreginde kaydédilen L

guclu toparlanmanin ardindan
Misir, 6niimiizdeki yillarda tur-
izm sektoriunde surddrilebilir bir
yukselis dénemine hazirlaniyor.
Kultirel miras ile Kizildeniz'in sa-
hil turizmi olanaklarini birlestiren
tlke, 2026-2029 déneminde hem
turist sayisinda hem de turizm
gelirlerinde kayda deger artis
bekliyor. Hikimetin altyapr ve

yatirimhamleleri, uluslararas:
- zincir otellerin ilgisi ve segment
< cesitliligi, Misir'in turizm pazarini

gliclendiren temel dinamikler
olarak éne cikiyor.

TOURISM EXPLORER 111



VISITOR NUMBERS
AND REVENUE OUTLOOK

According to Fitch Solutions, the number of
international arrivals to Egypt is projected

to reach approximately 18.6 million in 2026
and 20.65 million in 2029 - equivalent to an
average annual growth rate of 5-6%. Tourism
revenues are expected to rise to around USD
17.8 billion in 2026 and USD 19.1 billion in
2029. The sector closed 2025 with a robust
17.3% growth rate, forming a solid foundation
for stable expansion in the years ahead.

INFRASTRUCTURE AND
INVESTMENT INITIATIVES

The Egyptian government has increased its
tourism and cultural heritage investment
budget by 60% for the 2025/26 fiscal year,
bringing it to 116.2 billion Egyptian pounds.
These investments primarily target
accommodation capacity expansion,
restoration of ancient sites, and upgrades to
transportation infrastructure. The strong
interest from international hotel chains and
the launch of new resort projects are
regarded as critical factors enhancing

the overall visitor experience.
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TURIST SAYISI VE
GELIR BEKLENTILERI

Fitch Solutions’in raporuna gére, Misir'a gelen
turist sayisi 2026'da yaklasik 18.6 milyon,
2029'da ise 20.65 milyon olarak éngéruliiyor.
Bu artis, yillik ortalama %5-6"lik biiytime
anlamina geliyor. Turizm gelirleri ise 2026'da
~17.8 milyar USD, 2029'da ~19.1 milyar

USD seviyesine ¢ikacak. 2025 yilinda sektor,
%17,3'lik biytime kaydetmisti; bu guiglii
momentum, 2026 ve sonrasi i¢in istikrarli bir
taban olusturuyor.

ALTYAPI VE
YATIRIM HAMLELERI

Misir hiikiimeti, turizm ve kultirel miras sek-
torine yatirim bltcesini 2025/26 mali yilinda
%60 artirarak 116.2 milyar Misir Lirasi seviye-
sine ¢ikardi. Bu yatirim, 6zellikle konakloma
tesislerinin kapasitesinin artirilmasi, antik
alanlarin restorasyonu ve ulasim altyapisinin
iyilestirilmesi gibi alanlara yéneliyor. Uluslar-
arasi otel zincirlerinin ilgisi ve yeni acilan
resort projeleri, turist deneyimini gticlendiren
kritik faktorler olarak degerlendiriliyor.

DESTINASYON CESITLILIGI
VE SEGMENTLER

Misir turizmi, hem kdltir-tarih meraklilarina
hem de deniz-kum-gtines odakli tatilcilere hi-
tap eden ¢ok katmanli bir yapiya sahip. Kahire
ve Luksor’un antik tapinaklari ile Hurghada ve
Sharm El Sheikh gibi Kizildeniz sahil beldeleri,
turist portféyiini genisletiyor. Bu cesitlilik hem
kisa sureli kiltir gezilerini hem de uzun sdreli
resort tatillerini mimkain kiliyor.

DESTINATION DIVERSITY
AND MARKET SEGMENTS

Egypt’s tourism landscape has a
multi-layered structure that appeals both
to culture-history enthusiasts and to
travelers seeking sun-and-sea holidays.
The ancient temples of Cairo and Luxor,
combined with the coastal offerings of
Red Sea destinations such as Hurghada
and Sharm El Sheikh, help broaden the
country's tourist profile. This diversity
enables both short cultural trips and
extended resort-focused stays.

SUSTAINABILITY AND
STRATEGIC FOCUS

Investments are not solely aimed at
expanding capacity; sustainability
remains a core priority. The joint
strategy of the government and private
sector focuses on preserving cultural
heritage while minimizing environmental
impact. This approach is particularly
crucial for projects targeting
high-spending and long-stay

visitor segments.

ANALYTICAL OVERVIEW

Egypt holds strong growth potential in
both volume and revenue terms over
the next four years. The balanced
distribution of cultural and coastal
destinations, combined with
infrastructure investments and
international partnerships, strengthens
the country’s position in both the local
economy and the global tourism market.
Between 2026 and 2029, Egypt is
expected to stand out not only

for its cultural heritage tourism,

but also for its integrated resort

and coastal experiences.

SURDURULEBILIRLIK VE
STRATEJIK ODAK

Yatirimlar yalnizca kapasite artirimiyla sinirli
degil, stirddrulebilir turizm perspektifi de 6n
planda. Hiikiimet ve ézel sektoriin ortak strate-
jisi hem kdltiirel mirasin korunmasi hem de
cevresel etkilerin minimize edilmesi yéniinde.
Bu yaklasim, 6zellikle yiiksek bitceli ve uzun
sureli turist segmentini hedefleyen projeler i¢in
kritik 6neme sahip.

ANALIZ NOTLARI

Misir, 6nimdzdeki dort yil boyunca turizm
sektértnde hem hacim hem gelir agisindan
buyiime potansiyeli tasiyor. Kilttr ve kiyi desti-
nasyonlarinin dengeli dagilimi, altyapi yatirim-
lari ve uluslararasi isbirlikleri, sektori hem
yerel ekonomi hem de global turist pazarinda
glicli bir konuma tasiyor. 2026-2029 déne-
minde Misir, sadece “kultiir mirasi turizmi” ile
degil, entegre resort ve sahil deneyimiyle de
one c¢ikacak.
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® MIRAGE

s PARK RESORT

DISCOVER THE ALL-INEW
MIRAGLE PARK RESORT 5

Proudly presenting a complete renovation-reimagined for the
modern traveler. Experience elevated comfort, contemporary
design, and world-class hospitality in every detail. :

From refined guest rooms to enhanced leisure facilities,
every corner of Mirage Park Resort 5* has been transformed
to offer an unparalleled stay. >

Partner with us and offer your clients the perfect blend of i
renewal, and authentic Turkish hospitality.
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