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Makale Ge¢misi 0Oz

Gonderim Tarihi:29.05.2020 Rekabetin 6n planda oldugu gilinlimiiz diinyasinda uzun vadeli bir yatirim araci olarak marka
haline gelebilmek sehirler i¢in de oldukc¢a 6nemlidir. Kullanici sayist her gecen giin artan

Kabul Tarihi:22.06.2020 sosyal medya platformlar1 ise farkli cografyalardaki genis kitlelere ulagsmay1 ve yliriitiilen

caligmalarin geri doniistinii 6l¢timlemeyi kolaylastirmasi bakimindan markalagma siirecinde
sehirlere bazi firsatlar sunmaktadir. Arastirmanin amaci, kiiltiir ve turizm midiirliiklerinin
sosyal medya kullanim stratejilerini sehir markalagmasi baglaminda ortaya koyabilmektir.
Bu kapsamda ilk olarak il kiiltiir ve turizm miidiirliiklerinde gorev yapan uzmanlarla
goriisiilmiistiir. Katilimeilarin sosyal medya uygulamalarina iliskin gerek kisisel goriisleri
Sehir pazarlamasi gerekse yiiriitiilen kurumsal uygulamalar hakkinda veri toplanarak nitel bir aragtirma
yaptlmistir. Ikinci asamada ise miidiirliiklerin sosyal medya hesaplart ve yaptiklari
paylasimlar icerik analizi yontemiyle incelenmis ve elde edilen bulgular yiiz yiize
Sosyal medya goriismelerden elde edilenler ile kargilagtirilmistir. Sonug olarak, sosyal medyanin turizm
sektorii igin giderek artan 6nemi hakkinda katilimcilarin biling sahibi olduklari ancak bu
bilincin kurumsal uygulamalar ile 6rtiismedigi, kurumlarin sosyal medya ile ilgili ortak bir
anlayisa ve aksiyon biitlinliigiine sahip olmadiklar1 ve sosyal medyay1 etkin bir bigimde
kullanmadiklart goriilmiistiir.
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Keywords Abstract
Branding The research aims to reveal the social media usage strategies of cultural and tourism
City marketing directorates in the context of city branding. Firstly, the experts working in the provincial

culture and tourism directorates were interviewed. Qualitative research was conducted by
collecting data on both the personal opinions of the participants and corporate practices.
Social media Secondly, the social media accounts of the directorates and their posts were analyzed using
the content analysis method, and the findings were compared with those obtained from face-
to-face interviews. As a result, the participants were aware of the increasing importance of
social media for the tourism sector. However, this awareness did not coincide with corporate
practices; institutions did not have a shared understanding and action integrity regarding
social media and did not use social media effectively. Although a limited number of
Arastirma Makalesi innovative applications have been carried out to provide interaction, it is possible to say that
the directorates do not have social media strategies to support city branding in terms of both
content and interaction.

City branding
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