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ABSTRACT 

Nowadays, tourist orientations; It has evolved into tourism activities such as experiencing experiences, seeing different 
places and cultures, tasting new tastes, and preferring regions where nature is at the forefro
to this popular demand with its natural beauty, landscape, and local culture. The aim of this study is to reveal the online 

of visitor 
oogle 

Turkish languages comments, including a total of 257 online interpretations. The comments were first transferred to the 
computer one by one and then uploaded to MAXQDA, computer-aided qualitative data analysis system. Analysis was 
made with the themes and codes created. The hierarchy of the codes, the code cloud, single and dual word clouds, a single 
case model and two case models were created, and the findings were obtained. As a result of the analyzes; It has been 
revealed that the natural beauty and view of U
and the intensity of the Middle East tourists in the region. In the light of the results obtained, the regulations where 
localism is emphasized more, the arrangements to cover all tourist groups, the discrimination of domestic/foreign tourists, 
to prevent the construction that disrupts the naturalness and the landscape, to inspect exorbitant price increases. 
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Kaynak: . 

. Tabloda 2017- ara 
 

Tablo 1. 
-2022) 

Belgeli 

 Geceleme  

 Yerli Toplam  Yerli Toplam  Yerli Toplam 

2022 
 17 599 23 384 40 983 31 029 38 265 69 294 1,76 1,64 1,69 

Trabzon Toplam 400 016 327 593 727 609 1 001 319 585 035 1 586 354 2,50 1,79 2,18 

2021 
 8 376 13 212 21 588 16 120 24 362 40 482 1,92 1,84 1,88 

Trabzon Toplam 147 486 258 627 406 113 382 187 455 641 837 828 2,59 1,76 2,06 

2020 
 306 5 003 5 309 557 9 852 10 409 1,82 1,97 1,96 

Trabzon Toplam 21 990 166 663 188 653 56 722 298 800 355 522 2,58 1,79 1,88 

2019 
 5 093 2 163 7 256 7 368 3 332 10 700 1,45 1,54 1,47 

Trabzon Toplam 144 921 287 251 432 172 386 963 495 533 882 496 2,67 1,73 2,04 

2018 
 4 779 745 5 524 10 541 1 611 12 152 2,21 2,16 2,20 

Trabzon Toplam 141 802 252 139 393 941 364 828 414 560 779 388 2,57 1,64 1,98 

2017 
 3 264 399 3 663 7 241 761 8 002 2,22 1,91 2,18 

Trabzon Toplam 135 023 266 909 401 932 343 122 400 273 743 395 2,54 1,50 1,85 

Belediye Belgeli  
 Geceleme  

 Yerli Toplam  Yerli Toplam  Yerli Toplam 

2022 
 13 217 14 175 27 392 29 644 31 195 60 839 2,24 2,20 2,22 

Trabzon Toplam 61 543 164 016 225 559 145 513 271 079 416 592 2,36 1,65 1,85 

2021 
 6 422 11 559 17 981 15 048 25 770 40 818 2,34 2,23 2,27 

Trabzon Toplam 39 016 162 415 201 431 94 005 290 058 384 063 2,41 1,79 1,91 

2020 
 164 4 551 4 715 391 9 475 9 866 2,38 2,08 2,09 

Trabzon Toplam 5 061 86 653 91 714 14 552 143 000 157 552 2,88 1,65 1,72 

2019 
 4 745 12 283 17 028 11 693 27 952 39 645 2,46 2,28 2,33 

Trabzon Toplam 41 133 153 160 194 293 102 065 253 715 355 780 2,48 1,66 1,83 

2018 
 8 903 6 215 15 118 22 419 14 315 36 734 2,52 2,30 2,43 

Trabzon Toplam 40 167 150 840 191 007 109 671 233 979 343 650 2,73 1,55 1,80 

2017 
 10 525 6 521 17 046 23 274 11 332 34 606 2,21 1,74 2,03 

Trabzon Toplam 42 345 154 187 196 532 104 451 246 000 350 451 2,47 1,60 1,78 

Kaynak: 
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6. EXTENDED ABSTRACT 

The most important factors that determine the tourism potential of a touristic region are natural 
beauties, culture, history, local flavors, the capacity, and sustainability of the region. The importance 
of these items for Uzungol destination has become undeniable. It can be able to meet many 
expectations of tourists visiting the region. The region welcomes many tourists from other countries 
every year. This region full of natural beauties, which local and foreign tourists flock to, is called a 
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place where 
formed centuries ago when the front of the Haldizen valley was closed because of a landslide and the 
waters of the Haldizen creek flowing from the valley accumulated. Although it was about 2 km long 
in the first days, it has decreased to less than 1 km today. Its width is less than 500 m. Since it stretches 
along the valley, it has a long and elliptical structure (Verep et al., 2002: 353). Online reviews can 
describe a destination, tourism business, tourist products, etc. It consists of the transfer of these 
experiences by real people who have experienced the services. The fact that real people's experiences 
are more important than much other evidence has also attracted the attention of researchers. There 
are many other studies in which online comments about destinations, tourism businesses, tourism 

 et al., 
2020; Chen et al., 2022; Hung & Khoa, 2022; Luo et al., 2022). A total of 257 online comments, of 
which 118 were made in foreign languages and 139 in Turkish, were reached in August, September, 
and October 2022 on the "Google comments" website of the visitors. The comments were first 
transferred to the computer one by one and then uploaded to the MAXQDA computer-assisted 
qualitative data analysis system. Analyzes were made with the themes and codes created. Findings 
were obtained by constructing the hierarchy of codes, code cloud, single and binary word clouds, 
single case model and two case models. 

Uzungol destination is seen as one of the important attraction centers for Trabzon tourism. It is one 
of the most preferred destinations for foreign tourists as well as domestic tourists. Tourists visiting 
the destination share their experiences on various websites, social media, and digital platforms, and 
their impact on the purchasing decisions of potential tourists who are considering visiting that region 
is at a significant level, as indicated in the literature. In addition, according to the comments made, 
the destination stakeholders can identify their deficiencies, their good points, and the situations they 
think they need to improve. The research aimed to reveal the positive points, the problems they feel 
uncomfortable with, in other words, the problems they expect to be corrected, and their intention to 

the comments made by domestic tourists and the comments made by foreign tourists were kept 
separate and the differences between them were tried to be determined. As a result of the findings, 

construction has increased, the idea that the view, beauty and air of the destination is worth seeing 

be in a tourism destination, is considered sufficient in the light of comments. It has been concluded 
that there are sufficient accommodation, food and beverage and entertainment opportunities in the 
region. However, there is also evidence that there are recreational opportunities. In addition to the 
positive aspects in the comments, negative and disturbing elements were also determined. It is seen 
that the most disturbing situation is the high price and the dense presence of Middle Eastern tourists. 
It has been determined that the majority of both domestic and foreign tourists complain about the 
prices, and even in some comments, prices have been tampered with. It is recommended to control 
the exorbitant price increases and to eliminate the victimization of tourists visiting the region by 
imposing sanctions on those who do not comply with the prices. It is very important for the 
sustainability of tourism in the region that those who visit the region recommend the region to 
potential visitors. It has been revealed in previous studies that the intention to recommend is directly 

2021). For this reason, it is suggested that the stated problems should be addressed and resolved with 
the joint work of all tourism stakeholders in the region for the visitors to leave the destination 
satisfied. For researchers who will study the region, it is recommended to investigate the expectations 
of tourists before visiting the destination and whether they meet the expectation when they visit the 
region, their satisfaction levels, revisit, and recommendation intentions. 

 

 

 


