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The impact of social media on tourism

Abstract. In today’s world, technology also provides savings in the use of virtual
world and social media, as in many areas. The results obtained with the technology
support of social media, individuals can produce their own content and do this among
themselves. As a result, all occupations of individuals take place in social environments.
One of them is travel, which is the source of tourism. The combination of social media
and tourism has emerged as a result of the touristic expansion, taking place in the
social environments and the effective use of social media by tourism expenditures.

This article reveals the effect of social media, which has become widespread throughout
the day, on tourism. The article includes the widely used applications of social media,
their usage rates, usage usage and demographic distributions. The topics that these
social media applications have accumulated and the content related to tourism among
these topics have been determined. The effects of the dimensions and prevalence of

tourism-related issues on the holiday areas of social media users are explained.
Keywords: social media, tourism, social media users.
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Introduction

Social media has been one of the main
communication tools in recent centuries. Fast
and wide exchange of information, thanks to
thenetworks created by the society individually
and massively. This has very important
consequences. For example, there is a very
short time between the increase of discount
news in shopping and the purchase. With
the increase in epidemic disease information,
the results are obtained at the same time. It is
possible to spread these words in every field.
Individuals on social media have become the
main source of news and information.

Social media technologies provide people
with opportunities to share their thoughts
and products, and create a media space where
sharing and discussions are fundamental.
Social media fields, unlike traditional mass
media, are rapidly expanding their sphere

of influence. Social media concepts consist
of online tools that allow users to interact by
sharing information, opinions and interests.
The communication tools brought by social
media enable non-governmental organizations
and other circles to reach the target audiences
they have difficulty in reaching, to take
easy action and to spread their messages
comfortably and widely. Sharing networks,
which are among the tools of social media,
are the domain of maintaining personal
communications, and the Internet’s feature
of being a new public domain (Sar1, 2014:13;
Cildan et al., 2012:1).

Social media is so important that; It has
a great influence power in the knowledge,
opinion, attitude, emotion and environment
of individuals. It is within the dimensions of
not only communities, but also social groups,
organizations, social institutions, in short, the
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whole society and social media (Barrett and
Braham, 1995: 84). It makes it easier for users
with the same interests to be together and act
together. It’s a very effective tool by the way.

After any touristic place or event is
published on social media, it becomes much
more popular than their observations. In
this way, the level of awareness of this place
or event is gradually increasing. As a result,
the positive aspect of entering this touristic
activity increases.

Social Media

Michael Frunchter, who has many
studies on social media, explains social media
with 5 Cs. According to Frunchter (2009),
these 5 Cs that make up social media; chat
(chat), comment (comment), contribution
(contribution), community (community) and
collaboration (collaboration). Conversation
shows that the basis of social media is
collective ~ communication. =~ Commenting
means that comments on social media are
open to all kinds of criticism and comments.
Contribution, contributing with new ideas as
well as comments. Community has a need for
collective life within its social part in social
media just as our needs for communities occur
in our normal life. Cooperation, on the other
hand, refers to the cooperation that needs to be
in order to continue the establishment of social
media.

Lietsala and Sirkkunen also state that
social media sites have five basic features. The
first is that it is a suitable space for content
sharing. Second, social media platforms are
based on social concepts. Third, it can create,
share and discuss all content on social media.
Fourth, all content can be exported as links
to other external networks. The fifth and last
feature is the existence of their own accounts
of the members who actively participate in the
site.

Functional features that social media
affects / changes, Kietzmann et al. (2011)
listed under 6 titles as «identity», «dialogue»,
«sharing», «accessibility», «relationships»
and «communities». Each functional feature
covers a different aspect of the social media
experience. These features are briefly
defined as follows: Identity: Social media has
changed the initial meaning of the concept

of identity. Virtual identities are emerging
as well as real identities. Virtual identity
refers to the identities that people reflect in
virtual environments. Thanks to social media,
people support the nation they want, the
ethnic identity they want. With the removal
of physical boundaries, people are given the
chance to choose their identity. However,
in case real identities conflict with virtual
identities, it is necessary to approach the issues
of identity sharing and privacy protection
against legal problems, and to -carefully
consider these issues during the selection and
use of social media. Dialogue: In social media
environments, there is a transition of users
from an environment where they can only
receive information to an environment where
they can provide information and even create
chat, conversation and discussion. Dialogue
in social media means that social media
users interact with other users. Providing
communication between users of social media
is seen as the priority of this environment.
Sharing:People share with their friends through
social media channels to make more friends
and belong to more groups. Thanks to social
media, information sharing has increased.
Accessibility: Social media acts as a bridge
between the real world and the virtual world.
Users can interact with other users through
social media and access a lot of real-world
information.  Relationships:  Relationships
are what make social media social. The most
important feature that distinguishes social
media from traditional media is that it allows
people to establish two-way relationships
with other people. Relationships are one of
the most important parts of the social media
spectrum. Communities: People who make up
communities in the social media environment
effectively relate to each other. Community
members share common photos, political
topics or favorite TV Shows that interest them
in these communities.

Social media includes activities, practices
and behaviors among human communities
that come together online to share knowledge,
experience and thoughts using mutual
interaction media (Safko and Brake, 2009: 6).

When the statistics about the use of social
media are examined, it is observed that the
rate of social media use is increasing day by
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day and it is an indispensable part of human
life. According to ComScore’s report titled
«2013 Europe Digital Future in Focus», which
includes data from 18 European countries,
approximately 70% of internet users in Turkey
are under the age of 35, 37.3% are between the
ages of 15-24, 31.3% 1% of them are between
the ages of 25-34, 19.3% are between the ages
of 35-44, 8.6% are between the ages of 45-
54 and 3.6% are over the age of 55. (www.
slideshare.net, 31.01.2023). In its latest report,
Emarketer emphasizes that by the end of 2013,
one out of every four people in the world and
2.55 billion people all over the world will be
social network users in 2017 (www.emarketer.
com, 31.01.2023).

When the 2021 world social media data is
examined; More than four billion people (50%
of the world’s population) use social media.
More than two billion people use facebook,
youtube, whatsapp. This is followed by FB
Messenger, Instagram and Wechat with one
million each. Daily use of social media finds
an average of two and a half hours.

The social media revolution has given
consumers around the world the greatest
power they have ever had, forcing companies
to think about how they can be more open
and flexible. With the global crisis, social
media has led companies, organizations and
governments to think about how they can be
spoken in this environment and how they
can transmit their messages cheaper without
having to use media such as television or radio
and without spending a lot of money (Kerpen,
2011: 4).

Understanding the importance of social
media is also evidenced by the use of many
political statesmen. Recently, the effective use
of social networks by politicians and some
statesmen in many parts of the world causes
networks to come to the fore in a different
context. In this sense, «The phenomenon
of wusing Facebook media in political
communication campaigns has come to the
fore with the successful campaign of support
fan base by US President Barack Obama on
Facebook.» Buhalis Social media is not a
«thing» like direct e-mail or TV advertisement,
on the contrary, It is a collaborative process in
which knowledge is created, shared, changed
and destroyed (Evans, 2012: 33).

One of the differences between traditional
media and social media is that traditional
media is limited. However, every message
heard, read and updated for social media is
a process work and is usually corrected or
interpreted by the receiver (Lester, 2012:118).

Another difference between social media
and traditional media is that in social media,
users enjoy sharing what they have produced
themselves or copied from other sites. In social
media, content can either be created by users
or copied from other sites. On the other hand,
there are no such possibilities in traditional
media. 80.9% of individuals using the Internet,
creating a profile on social media, sending
messages or photos, etc. carried out content
sharing actions.

Social media has a wide spectrum, both
in terms of content and form. The forms of
social media that make up this spectrum are
facebook, twitter, friendfeed, youtube, blogs,
microblogs, social bookmarks, podcasts, wikis
and forums. Thanks to these forms, people
have the opportunity to reach the content they
are looking for and interested in by sharing
various content and information with each
other (Zafarmand, 2010: 21; Nash, 2009: 7).

Facebook is a social media tool that aims
for people to communicate with their friends
and exchange information. It was founded
on February 4, 2004 by Harvard University
student Mark Zuckerberg. The biggest feature
that distinguishes Facebook from other social
networks is the applications that users can add
to their profiles for free. These applications are
small web software with certain functions, most
of which are prepared by software developers
other than Facebook. The fact that these
applications can interact with users’ friends,
be added to profiles and work integrated with
Facebook supports the development of these
applications. Although Facebook includes
different purposes according to its users, the
general usage purposes of Facebook can be
grouped under these headings: 1) Making
friends, 2) Supervising and monitoring the
people around them, 3) Sharing videos,
pictures, photos, music and ideas, 4 ) Playing
games individually or as a group, 5) Political
purposes, 6) Commercial purposes, 7) Sexual
purposes, 8) Organizational purposes, 9)
Reporting purposes. Facebook users upload
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the song they love, the photo they took that
day, where they are with who they are, their
plans for the future, the reason for their
sadness or joy, in short, every moment of their
lives, instead of calling everyone one by one,
on their Facebook page (Aslan, 2011: 34).

Twitter is a microblogging service where
140-character internet text messages called
tweets are sent and other people’s messages can
be read. Since its development by Jck Dorsey
in 2006, Twitter has increased its popularity
around the world day by day and it has started
to be referred to as the SMS (Short Message)
of the internet world with the possibilities of
sending and receiving short messages of the
programming interface of the applications it
contains. remains a follow-up mechanism.
Twitter is a real-time information network that
enables its users to access the latest information
on topics of interest. Twitter members can
easily follow the latest discussions on topics of
interest.

Blog, which means «web diary», is an
internet-based news dissemination and
public relations tool that emphasizes mutual
interaction with target audiences (Yavuz and
Haseki, 2012: 128). The blog is derived from
the name Weblog and is usually a website that
offers comments and ideas for individuals or
groups, and a wide audience (Akar, 2010: 45).
Blogs can be prepared by an individual or a
group on behalf of individuals or companies.
Content is the most important thing on a blog.
The fresher, more accurate and reliable the
content is, the more valuable the blog is (Yavuz
and Haseki, 2012: 128).

Forums are spaces for discussion around
specific topics and interests. There are online
discussions and conversations about special
topics and interests over the internet. In this
sense, forums create a good environment to
have information about special topics, to learn
new news, and to benefit from the thoughts,
suggestions and experiences of other users
through such communication (Zafarmand,
2010: 32). Forums are very useful tools in that
they allow their users to ask questions and get
answers. Dialogue is key in forums. Therefore,
forums are the most suitable environments for
users to discuss an idea or thought (Bell, 2009:
147).

The Effect of Social Media on Tourism

Social media continues its progress by
continuing to grow and develop many social
and economic aspects of the tourism and
hospitality industry. At the same time, social
media is changing the way travelers and
tourists search, find, read and trust, as well
as jointly generate information about tourism
suppliers and tourism destinations. In this
regard, social media reorganizes existing
customer service, marketing and promotion
processes across the tourism industry and
offers new ways for tourism organizations
to re-establish and implement new business
models and operations such as service
development, marketing, networking and
knowledge management (Zeng and Gerritsen,
2008). 2014: 33).

Social media, which allows the right
messages to be delivered to the right people
(Kahle et al., 2011: 237), has become an
institutional priority for businesses that make
up the tourism environment due to its intense
use by consumers (Chang et al. 2018: 13).

Social media (Peltekoglu, 2012, p.327) has
animportant placeamonginternettechnologies
in terms of enabling two-way communication,
which is the ideal communication form of
public relations. Social media is important for
public relations professionals. Social media
(Zerfass et al., 2009, p.60) is important because
of the following factors:

¢ It shows innovation and sincerity with
its social media features.

¢ It contributes to promotion.

* What people think about a person,
product or institution can be understood
through social media.

¢ Dialogue creates interaction, in other
words.

¢ It enables relations with new public
opinion leaders such as bloggers and
moderators related to the institution or
product. Institutions and organizations can
promote on their social media pages, share
social responsibility projects, announce their
events, present information to the public, and
form public opinion through public relations.
According to Kellner (2010, p.10), social media
contributes to promotion as a part of public
relations. Social media also contributes to the
content (Lerman, 2007, pp. 16-28):
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* Users can create or contribute to content
in various media types.

e Users can tag content.

¢ Users can evaluate the content by active
voting or passive use.

¢ Users create common interests with
other users.

Social media (Munar and Jacopsen, 2013,
p- 3) has greatly affected the tourism and travel
industry due to the internet, which has changed
the private sector as well as public institutions
and organizations in terms of business
conduct. Social media has become one of the
most effective tools for tourism businesses
(Kheiri and Nasihatkon, 2015, p. 5; Altinay et
al.,, 2017, p. 381; Buhalis and Law, 2008, p. 611).
Individuals who want to choose any place as a
destination can realize their holiday planning
through social media, access the information
they need, and obtain opportunities such as
searching, finding and sharing the information
they need for the selection of tourism-related
products and destinations (Dina and Sabou,
2012, p. 27; Zeng and Gerritsen, 2014, p. 32;
Pabel and Prideaux, 2016, p. 345). People who
will participate in touristic activities share their
travel experiences, the photos and videos they
took during their travels, and the comments
they made about their travels on social
networking sites. Tourists, who show great
interest in shared experience and information,
make their travel decisions by being influenced
by these shared contents (Atadil, 2011, p. 2).
In Tiirkcan’s study (2017, p. 53), 47.5% of the
participants stated that they would share
their positive or negative experiences about
the touristic accommodation facility they
preferred through social networks. They listed
them as sharing their experiences with their
environment and sharing photos and videos
that would be pleasant.

In the study between 2009 and 2011,
it was found that people cared most about
friend recommendations with 27% when
making holiday decisions, secondly they used
the internet with a rate of 24% in all three
years, thirdly personal experiences, fourthly
tour agencies, and fifthly brochures. It was
determined that they were influenced by the
media as the sixth. In another similar study, the
effect of social media on holiday preferences
was investigated, and it was determined that

32.3% of the young people were influenced
by social media and changed their holiday
schedule.

In a study, it was examined how the
countries operating in the field of tourism
use social media opportunities in tourism
promotions. France, USA, China, Spain, Italy,
England, Germany, Malaysia and Mexico,
which are among the top 10 countries in tourist
arrivals, formed the sample of the research.
In the study, it has been determined that the
countries that use social media tools most
intensively and most effectively are Spain,
France and England, and France is the country
that uses many social media tools. France uses a
total of 6 social media tools: Facebook, Twitter,
Youtube, DailyMotion, Flickr and Picasa.
France’s mobile promotional applications
are also available. With 5 social media tools
including Facebook, Twitter, Youtube, Google
+ and Foursquare, Italy with 4 social media
tools including Facebook, Twitter, Youtube,
Formspring, Spain and 4 social media tools
including Facebook, Twitter, Youtube, Flickr
and England (Dirik, 2012, p. 191-195).

Chang et al. (2018). It has also been
emphasized that Facebook facilitates the
decision-making process in the tourism
industry by providing basic guidance on
product selection in marketing campaigns.
In another study conducted in China, it was
emphasized that there is a positive relationship
between social media and destination image,
which provides information about the role
of information quality in tourism in social
media, and which refers to the need for
tourism managers to create their marketing
strategies to attract more tourists through
social media; According to the results of the
survey, it was revealed that approximately
81% of the participants had travel experience
using social media, and that Chinese tourists
used social media as an effective source in
obtaining tourism information (Kim et al,
2017). The research findings of Narangajavana
et al. (2017) showed that if social media users
receive user-generated content related to
tourism destinations, they will place their trust
in the received content and create expectations
about the destination. In the study, it is also
suggested that tourism organizations maintain
the quality level to allow more user-generated
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content, rely more on social media content,
and create expectations through social media.
Another study by Zhou and Wang (2014)
that focuses on the role of social media in
the marketing of cities such as Guangzhou,
Chengdu and Nanjing in China shows that
using social media is an appropriate tactic
to promote cities because it is participatory,
interactive, open and transparent. is drawn.
Garrido-Moreno et al. (2018) another study
discussing the relationship between tourism
and social media over 222 hotels in Spain
proposes a model by emphasizing the key role
of social media in the development of customer
relations and discusses the relationship
between social media use and corporate
performance in terms of profitability, sales and
customer retention. reveals. In Italy, Mariani
et al. (2016) focused on the role of Facebook
in another study. According to the research
findings, it was emphasized that visual content
(photos) and medium-length messages had a
statistically significant effect on the Facebook
engagement of tourism destinations, while
the high number of messages and early hours
of posts had a negative effect on consumer
engagement.

Social media has changed the
communication and marketing approach of
many companies with their target audience.
For the travel and hospitality industry,
especially the rapid rise of the internet and
the increasing popularity of social media
channels, travel marketing has changed. From
the traveler’s ability to research possible routes
to the activities they will participate in when
they arrive at their destination, the influence
of social media on customers when making
a purchasing decision has had a profound
impact on tourism marketing. Here are 5
reasons that cause tourism to change;

1-Travel Planning Approach Has Changed

People who are planning to travel now
prefer to research their routes and places to
stay on the internet. 89% of millennials plan the
places they will travel, influenced by the posts
of the accounts they follow on social media.
From social networking sites like Instagram
to sites that offer crowdsourced feedback like
Trip Advisor, people are surfing the internet
while planning their travels to make sure their

trips are safe, seamless and impressive. On the
Internet, people can easily find photos of travel
posts, check-ins, accommodation ratings, and
more. As can be expected, the content on social
media is extremely accessible and impressive.
These contents can cause the potential
customer to feel cold from the destination or to
be impressed and want to make a reservation.
Eryilmaz and Zengin, 2014: 150)

2-Increase in Social Media Shares

People have always loved to share the
videos and photos they took on their travels.
Social media provides the perfect opportunity
for them to share their travel experiences and
photos with larger audiences than before. With
more than 97% of the Y generation starting to
share their travel photos and videos on the
internet, it is seen that it is much more effective
than the professional communication effect of
brands over their peers in the same age group.

Realizing this new trend, many hotel and
resort guests started to organize competitions
and campaigns in social media in order to be
able to take part in their social media activities.
Instead of posting and marketing their
professional photos on social media, some
hotel chains and restaurants used wedding
photos that guests shared on social media.
This campaign encouraged the guests who
came to the wedding to take photos and share
them with the hashtag specific to the hotel.
This revealed that user-generated content is
more important in marketing channels.

3-Improving Customer Service

One of the consequences of Social Media is
the change in customer service and satisfaction.
The vast majority of brands are now on social
media. They use social media both to be aware
of the medium and to catch up with the times,
and to provide assistance to customers who
are confused or dissatisfied with the service
they provide when necessary. Companies that
respond to incoming complaints with a sincere
and sincere attitude establish a strong bond
with their current and potential customers and
strengthen their reputation in their eyes.

More than half of Twitter users expect a
response when they contact a brand. If the
subject of this communication is a complaint,
this rate goes up to 75%. Answering incoming
complaints and questions helps you humanize
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your brand. It helps you show your current
and potential customers that they are valuable
to you.

4-Reformatting Travel Agencies

Social media has a huge impact on travel
agencies. Having easy access to information
and the fact that users can make reservations
on their own forced travel agencies to adapt to
digital life. Travel agencies are not outdated,
on the contrary, 55% of online flight ticket
purchases and 77% of cruise reservations are
made through these agencies. However, with
the advancement of technology, agencies have
shifted their policies from face-to-face contact
to the digital world.

The point that the agencies that target
today’s young people should pay attention
to is the fact that young people give more
importance to the memories they can live or
live instead of a life on materialism. When
young people are the target audience, instead
of trying to sell them packages that they
can upgrade on the planes, it is necessary
to aim for them to have an overall good
experience (or to inspire them to post a new
photo on Instagram). It is an undeniable fact
that some customers still seek face-to-face
communication, although travel agencies have
a bit of a hard time staying active and on the
agenda as technology advances.

5-Changing the Customer
Program

As anyone familiar with the marketing
world knows, attracting new customers to
a business always costs more than trying to
retain repeat customers. “Loyalty Programs”
has been an indispensable strategy of travel
agencies for a long time. Social media has had
a huge impact on the strategies that hotels
have created to create permanent customers.
As many customers are aware, the fact that a
customer shares their experience with others
has a huge impact on the business in question.

The possibility of hashtag tracking, which
is a blessing of emerging technology, makes it
easier for hotels to find their loyal customers
using this method and reward them in different
ways. Sharing on social media and getting
feedback from there can be easily integrated
into the customer loyalty program of hotels to

Loyalty

increase customers. When social media users
share about an establishment that they are
regular customers of, it becomes much easier
for potential customers to see the opportunities
offered by the establishment and to realize the
advantages of being a regular customer.

Social media has revolutionized the
marketing landscape in the entertainment
and hospitality industry. Many customers
make choices when planning a trip, influenced
by online reviews and posts. This makes it
very important for hotels to have an online
customer support line in order to make a good
impression. The rise of social media has made
the way of managing customer relations quite
different. As a result, by increasing the number
of “clicks” and collecting good comments
on social media, an institution both makes a
positive advertisement for itself and conveys
the experience offered to the customers to
potential customers.

Discussion and Conclusion

As a result of the literature review;
Today, according to marketing firm Forrester
Research, customers are generated by the
global network, with around 60% of tourist
decisions influenced by internet resources. At
least 10% of those who are thinking of going on
a trip review the relevant publications before
the trip. In this context, businesses aiming
to create and maintain demand for tourism
products should use social media effectively.
Marketing activities require the use of new
technologies, because the work to attract a
customer must begin much earlier than when
the customer calls the company or comes to
the office for a meeting. .

In many countries, tourism is considered
an important component of the national
development plan due to its ability to
stimulate the growth of the economy as a
whole and create new jobs. Continuous efforts
are required to stimulate the tourism industry
in order to remain competitive. As the use
of social networking tools continues to grow
and develop rapidly, this makes it meaningful
to examine the role of social networks in the
promotion of tourism products, since studying
this topic will better understand the role and
mechanism of social networks” impact. To
broaden the understanding of the use of social
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networks in the selection of travelers and in
the process of decision-making, marketing
decisions and marketing policy formulation.

Promotion in social networks is an
advertising and information activity aimed
primarily at disseminating information about
the advertised object in social networks and
in the blogosphere, by creating and managing
a community of target consumers. Social
networks allow companies to keep in touch
with relevant wusers, establish long-term
relationships with their customers, build their
loyalty, manage the company’s reputation,
increase sales and solve many other business
development tasks.

As a result, even a member of the online
community can impact the reputation of
a multimillion-dollar company by giving
positive or negative feedback. Users
unknowingly share messages or notes on
social networks in real-time, with no reward

and no reward, and millions of readers often
unintentionally advertise certain products or
vice versa.

The tourism industry is gradually
integrating into the field of social networks
and using them as an Internet marketing
tool. Thus, summarizing all of the above,
we can conclude that the role of social
networks in the development of tourism is
gradually increasing, but has a number of
limitations. Social networks are playing an
increasingly important role in many areas
of tourism, becoming the dominant way to
find information about tourism products
and having a great influence on consumers’
decision-making behaviour. The promotion of
tourism in social networks makes it possible
to interact closely with consumers, thereby
allowing them to understand their needs and
create a relevant and popular tourism product,
as well as effectively promote it in the market.
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X.Uumen, A.baitansi30B
Apoaxan yrusepcumemi, Apdaxarn, Typrus

OaeyMeTTiK XeaiHiH Typusmre acepi

Anpaatna. Kasipri eaemge TexHoaorms KeIlTereH Oacka cadadapdarblgaii BUPTyaaabl 94eM MeH
94eyMeTTiK MeJMaHBl IIalijalaHy Ke3iHAe YHeMJeyAl KaMTaMachld eTedl. ©O.JeyMeTTiK MeaMaHbIH
TeXHOAOITSIABIK KOAJayblHaH aAbIHFaH HoTIDKeAep >KeKe TyAFalapfa ©3 Ma3MYHBIH Kacayra >KoHe OHBI
e3apa >Kacayfa MYMKiHAIK Oepeai. HoTmokecinge >keke agamaapAblH OapAablK cabaKTapbl 91€yMeTTiK
opraga ereai. Oaapaply Oipi-Typu3MHiH KaliHap Ke3i 00AbIIl TaObLAATBIH casxaT. OJAeyMeTTiK Meama
MeH TypU3MHIH ylideciMi aaeymeTTiKk oprTaja OOABII KaTKaH TYPUCTIK DKCIIAHCUAAAH JKoHe TypU3M
IIBIFBIHAAPBIH >Ka0y YIIiH 941eyMeTTiK MeAMaHbl TUiIMAl aligadaHyaH TybIHAAABL.

bya makaszaga Typusmae KeHiHeH TapadfaH o4€yMeTTiK MeAMaHBIH ocepi amibidagpl. Keninen
KOAJAHBLAATBIH 34€yMeTTiK MeAua KOChIMIIaJlaphbl, 0JapAbl IalijadaHy KepceTKillTepi, KOAAaHyAbIH
TapaaAysl KoHe JeMOTpapuAABIK, Tapalyhl KapacThIphLAaAbl. ©1eyMeTTiK Keaiepre apHaaFaH KoaJaHOa
AepekTepiHiH TakbIppinTapel JKeHe OCHI TaKbIpBHIITapALIH apachlHJa TypU3MIe KaTbICTHI Ma3MyH
aHBIKTaAAbl. OJAEYMeTTIK >KeadidepAi MalijalaHylIbIAapAblH —AeMaAblC OpbIHAAPbIHA TYpPU3MMeEH
GaitaaHBICTBI ITpoOAeMajapAbIH ayKbIMBEI MeH TapaAybIHBIH acepi TyciHAipiaeai.

TyiiiH ce3aep: aaeyMeTTiK Keaiaep, TypusM, 91€yMeTTiK kel KOAAaHYIITBLAaPEL.

X.Uumen, A.bariHns1308
Yrusepcumem Apdaxan, Apdaxan, Typuus

Bausinme conmaabHBIX ceTeVl Ha TYpPU3M

AnnoTanus. B coBpeMeHHOM MMpe TeXHOAOIMM OOecriednBaioT SKOHOMMUIO IPU UCIOAb30BaHUI
BUPTYaAbHOIO MIUpa U COITMAaABbHBIX CeTell, KaK M BO MHOIMX APYIMX 004acTsx. Pe3yabTaThl, 10Ay4eHHbIe
IIPY TeXHOAOTUYECKON II0AJep>KKe COILMaAbHBIX ceTell, II03BOASIOT OTAeAbHBIM AUIIaM CO34aBaTh CBO
COOCTBEHHBIN KOHTEHT U JeAaTh DTO MeXAy coboit. B pesyabraTte Bce 3aHATIS MHAMBUAOB IIPOUCXOAAT
B collnaabHOl cpege. OgHUM U3 HUX SBAAETCS MyTellecTBre, KOTOpOe sABASeTCs UCTOYHUKOM TypuU3Ma.
CoueTtanme coIMaApHBIX CeTell M Typu3Ma BO3HMKAO B pe3yabTaTe TYPUCTUYECKON DKCIIaHCUI,
ITPOMCXOASAIIIEN B COINMAaAbHOM cpeje, 1 9PPeKTUBHOTO NCTI0AB30BaHI COI[MAABHBIX CETelT 415 TTOKPBITIUS
pacxo0B Ha TypU3M.

B w®TOil cTarhe pacKphiBaeTcsl BAMSHME COLMAABHBIX CeTelf, KOTOpble IIOAYYMAU HIMPOKOe
pacupocTpaHenne B TypuaMe. PaccMaTpMBalOTCs IIMPOKO UCIOAb3yeMble IPUAOXKEHUs COIIMaAbHBIX
ceTel, TOKasaTeAM WX MCTIOAB30BaHNSA, PacIpPOCTPaHEHHOCTh MCTIOAB30BAaHUSA U JeMorpaddeckoe
pacnupejeaenne. berau orpegeAeHbI TeMBI AaHHBIX ITPUAOKEHNI A5 COLMAABHBIX CeTeN, I CpeAl DTUX TeM
KOHTEHT, CBS3aHHBINA ¢ TypusMoM. OObsCHsATCS BAMsSHIE MaciITaboB M pacIpOCTPpaHeHHOCTU IIpobaeM,
CBA3AHHBIX C TYPU3MOM, Ha MeCTa OTAbIXa [10Ab30BaTeAell COIIMAAbHBIX CeTell.

Karouessble ca0Ba: colmaabHbIe C@TH, TYPU3M, I104b30BaTeAN COLIMAAbHBIX CeTell.
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