
 

 

İşletme Araştırmaları Dergisi 2/1 (2010) 99-120 

 
Body of Cultural Tourism in Turkey and Need of Product 

Differentiation Based On Tangible Cultural Assets 
 

Bilgehan GÜLCAN 
Gazi Üniversitesi 

bgulcan@gazi.edu.tr 
 

Culture has two aspects as tangible and non-tangible. “All the tangible and non-
tangible production which makes the life easy can be perceived as elements of cultural 
improvement” (Kırkpınar 2006:55). According to this statement all the materials, 
buildings and technologies that has been produced by the human are examples of 
tangible culture; all the meaningful values, behaviors and rules are examples of non-
tangible culture.  Thus, first cultural productions had been observed in Paleolithic Age. 

Culture and tourism are interactive. Similar or different, past or modern cultures 
in different geography and tangible or non-tangible values are always an interest. This 
interest has created “cultural tourism” heading in tourism literature. Cultural tourism 
has been defined from different approaches by different authors (Silberberg 1995:361; 
Walle, 1998:6; Hughes, 2002:165; Xavier 2004:306; Emekli 2005: 102). There are not 
common definitions. Cultural tourism may be defined as “a tourism phenomenon 
consisting of direct and indirect action based on buying products and services by seeing 
them and gathering information about them and experiencing of tangible and non-
tangible values which belong to past and modern cultures”.   

According to the definition above, primary attraction components of cultural 
tourism are movable entities such as some materials, dances and show performances, 
festivals, local hospitality and immovable cultural entities such as museums, historical 
buildings, archeological sites. Cultural entities may not only be the core elements for 
preferring a destination, but can be elements of augmentation for products and services 
in all other tourism types. Thus cultural values exist almost in every kind of tourism. In 
this context, cultural tourists are generally classified as either purposeful or coincidental 
tourists. Both of them are important for cultural tourism. 

In contrast to Turkey’s rich potential in cultural assets, Turkey’s main tourism 
products have especially been based on sea, sun, sand approach since 1980’s. Travel, 
entertainment being the main purpose of international tourist visits strongly supports the 
above argument. (Table 1).  
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Table 1. Percentage of Departing Foreign Visitors by Purpose of Visit by Years (% of Total) 
Years Purpose of visit 

2001 2002 2003 2004 2005 2006 2007 2008 
Travel, entertainment 52.27 57.19 56.32 56.74 57.2 51.9 56.6 58.5 
Culture 9.17 9.10 8.31 7.71 7.6 6.1 6.0 6.4 
Sports events 1.28 1.16 1.30 1.48 1.4 1.1 1.6 1.5 
Visiting relatives and friends 7.94 8.78 6.96 7.21 8.6 11.7 10.8 11.1 
Health reasons 0.97 0.74 0.86 0.92 1.0 0.9 0.8 0.7 
Religious 0.31 0.54 0.49 0.42 0.6 0.6 0.7 0.4 
Shopping 8.29 6.80 8.03 7.19 6.3 6.9 5.7 4.8 
Meeting, conference, course, 
seminar 2.40 2.11 2.48 2.24 2.4 2.7 3.4 2.9 
Job 5.00 5.12 6.05 5.62 5.0 6.3 3.0 2.7 
Com. relations, exhibitions 5.03 3.37 3.69 4.38 3.5 4.5 4.5 4.3 
Transit 3.08 2.27 1.99 1.16 2.3 2.0 0.2 1.1 
Education (since 2003) 0.00 0.00 0.66 0.86 0.5 0.6 0.7 0.7 
Other 4.27 2.82 2.86 4.06 3.6 4.6 6.1 4.9 
Accompanying persons         

Source: Statistics of  Ministry of Culture and  Tourism (http://www.kultur.gov.tr, 05.02.2010) 

According to Table 1, foreign tourists visiting Turkey for travel, entertainment are 
dominating. For this reason, necessity of product differentiation in Turkey’s tourism has 
been emphasized by every policy maker and author. In this context, they have been 
focused on cultural tourism. On the other hand visiting for cultural purposes, which was 
%6,4 in 2008, has declined year by year.  

Cultural tourism in Turkey is very convenient for both purposeful and 
coincidental tourists, as they can meet tangible and non-tangible widespread 
geographical and periodical (prehistoric or historic) cultural assets. But there are two 
main problems for the utilization of these opportunities. First arises from the travel, 
entertainment tourist’s accommodation preferences which is all inclusive hotels. Latter 
one is the main subject of this study which focuses cultural tourism approach based on 
tangible assets of Turkey. The main problems of the second observation can be 
classified in two categories; one being the problem of developing tangible cultural 
products and the other one being the geographical and periodical agglomeration of 
existing tangible cultural products.   

First problem can be summarized as, travel, entertainment tourists which can be 
coincidental cultural tourists are preferring all inclusive accommodation. These groups 
of tourists are very important for cultural tourism. On the other hand it is known that 
cultural tourists are at higher levels both socially and economically, and travel, 
entertainment tourists usually are from the lower social and economical levels.  This has 
a negative impact on the demand of tangible cultural products. Tourists in all inclusive 
hotels do not go out of hotels at all because all-inclusive hotels hold all the necessary 
assets for their visitors satisfaction. Thus this group of tourist does not have the 
opportunity of meeting with cultural products around the hotels such as museums, 
historical and archeological sites and some art performances. In addition, this type of 
accommodation also limits their visitors meeting the cultural components such as 
cultural animations, food culture etc. even within the hotel boundaries, because of some 
reasons. 
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Second problem, which is the focus of this study, is related to the body of cultural 
products for purposeful and coincidental tourist. Products presented to cultural tourism 
market in Turkey appear to be tangible characteristic rather than non-tangible 
characteristic. Thus origin of tangible assets or exhibition buildings of these tangible 
assets, like museums, are the most important cultural products or destinations in Turkey 
and in the world. Cultural demand to the tangible characteristic products of Turkey is 
originated by the coincidental tourist rather than purposeful tourist. In addition to this 
picture, cultural products presented in Turkey mostly based on tangible characteristic, 
like museums or archeological/historical sites, has not changed for many years for both 
available and targeted markets. Museum and archeological/historical site arrivals shows 
that native tourists are more interested in their own religion and late stages of historic 
period assets and products. Foreign tourists are also more interested in late stages of 
historic period assets and products especially in Roman and Ottoman tangible cultural 
creation (Table 2).  

Table 2. Most Visited Museum or Historical/Archeological Sites in Turkey (2007) 

Number of Visitors Rate Museum-
Archeological/Historical 

Area 

City Period of 
Creation Foreign Native Total 

1 Hagia Sophia Museum  Istanbul Roman (Historic) 1.749.000 477.000 2.226.000 
2 Topkapi Palace Museum  Istanbul Ottoman (Historic) 896.000 861.000 1.757.000 
3 Mevlana Museum Konya Preottoman (Historic) 231.000 1.253.000 1.484.000 
4 Ephesus Archeological Site  Izmir Roman (Historic) 1.281.000 215.000 1.496.000 
5 Hierapolis Archeological 

Site 
Denizli Roman (Historic) 995.000 162.000 1.157.000 

 TOPLAM 5.152.000 2.938.000 8.090.000 
Source: Statistics of  Ministry of Culture and Tourism, Cultural Entity and Museum Department 

But the boundries of Roman Empire was enormous, so tangible heritage product 
coming from Roman times are seen in many countries. Thus, originality and 
competitiveness of this product seems to be lower. Unfortunately primary route of 
cultural tours in Turkey are mostly arranged to visit the Roman and Ottoman tangible 
cultural components. On the other hand; “Two major changes in the present social and 
economic environment have added to this interest the need to create new jobs and the 
need to emphasize the originality and quality of products in a globalised environment 
where things lose their novelty in no time and there is severe pressure due to 
competition at both the national and international level” (Xavier, 2004: 301). Demand 
on these two late stage historical periods of tangible cultural products mainly 
agglomerates in a few cities and geographical regions. 2009 data indicates that 75% of 
total visitors of museums in Turkey have been to four out of seven geographical regions 
and six cities, İstanbul, İzmir, Antalya, Nevşehir, Denizli and Konya. As a summary; 
although Turkey has a very rich potential in tangible cultural products, there is a clear 
agglomeration on just a couple of geographical and historical periods. On the other hand 
there are limited opportunities for spending on modern and past cultural product 
destinations, which includes museums and archeological visiting areas situated in 
Turkey, because of inadequate destination planning.  This character of the cultural 
tourism in Turkey shows that tangible cultural products are mature. As a results; 
cultural tourism is the best candidate for differentiation in Turkey’s tourism but cultural 
tourism based on tangible products also needs differentiation within itself. 
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If Turkey can do differentiation in cultural tourism based on tangible products, 
historical and geographical agglomeration will spread to the country and as a result a 
balanced cultural tourism demand will be created both geographically and periodic 
(historic and prehistoric). Geographical differentiation of tangible cultural product will 
also be provided the more effective protection of cultural assets in a wide area and local 
people will be contributed to protection because they can be ensure touristic income 
through the cultural products.     

Geography of Turkey or Anatolia has been center of cultural production and 
handover beginning from the early stages of humanities. Thus geography of Turkey has 
very important potential of product differentiation in cultural tourism based on tangible 
products. Good example is the cultural assets of Prehistoric times. Prehistoric times of 
Anatolia includes  Paleolithic/Epipaleolithic, Neolithic, Chalcolithic and Early Bronze 
Age  (Lloyd, 2003; Akurgal, 2008) and tangible cultural assets belong to these ages are 
widespread around the Turkey.  Archeological data of 2010 shows that there are 452 
center of Paleolithic/Epipaleolithic Age, 371 center of Neolithic, 1229 center of 
Chalcolithic and 2986 center of Early Bronze Age. But almost none of these cultural 
centers are product because of poor destination planning.  Although the this Prehistoric 
potential in product differentiation, there are also rich potential for product 
differentiation in Anatolian Historic times apart from Roman and Ottoman civilizations 
such as Hittite, Lydia, Urartu, Fryg and kingdoms of Hellenistic times.  Unfortunately 
most of the tangible cultural assets of these times which has important differentiation 
potential are not a touristic product like some cultural assets in UNESCO World 
Heritage List of Turkey.    
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