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Kiiresellesen diinyada artan uluslararast ogrenci hareketliligi, tilkelerin egitim
pazarlamas1 stratejilerini giderek daha onemli hale getirmektedir. Bu dogrultuda
gerceklestirilen bu arastrmanin amaci, Kiiltiir ve Turizm Bakanligi tarafindan hazirlanan
Tiirkiye tanitim filmlerinin (“Go Tiirkiye” kampanyasi), Akdeniz Universitesinde 6grenim
goren uluslararasi ogrencilerin destinasyon ve tiniversite tercih stireclerindeki roltinti
incelemektir. Nitel arastirma yaklasimiyla tasarlanan ¢alismada veri toplama araci olarak odak
grup gortismeleri kullanilmistir. Amagh 6rneklem yontemiyle segilen ve Dogu-Bat1 gibi farkl
kiilttirel arka planlara sahip uluslararasi 6grencilere gesitli resmi tanitim videolar: izletilmis,
goriismelerden elde edilen veriler MAXQDA 2026 yazilimi kullanilarak tematik analize tabi
tutulmustur. Arastirma bulgulari, uluslararas: 6grencilerin karar alma siireglerinin akademik
kalite ve maliyet gibi rasyonel faktorlerle iklim, ¢ok kiiltiirlii yap1 ve giivenlik gibi deneyimsel
faktorlerin i¢ ige gectigi biittinciil bir “yasam alani insa etme” tasavvuruna dayandigimi
gostermektedir. Incelenen resmi tanitim videolarimin grencilerin zihninde tilkeye dair genel ve
olumlu bir 6n izlenim yaratarak gerceveleyici bir islev gordiigii, ancak nihai tercih karari
tizerinde dogrudan ve tek basina belirleyici olmadig1 tespit edilmistir. Videolardaki turist
odakli igerikler ile 6grencilerin kampiis yasami, barinma ve kurumsal isleyis gibi spesifik bilgi
ihtiyaglar1 arasmnda belirgin bir uyumsuzluk oldugu saptanmistir. Buna karsin, fenomenler,
mevcut dgrenciler ve mentorlar gibi sosyal aracilar ile Tiirk dizileri gibi popiiler kiiltiir
triinlerinin 6grencilerin destinasyon algisinda ¢ok daha ikna edici ve guiglii bir etkiye sahip
oldugu ortaya ¢ikmustir. Sonug olarak, egitim destinasyonu secimi salt bir hizmet satin alma
davranis1 degil, sosyal ve psikolojik degiskenlerle sekillenen ¢ok boyutlu bir siirectir ve genel
tilke markalasmasi faaliyetleri tek basina ytiksekogretim pazarlamasi icin yeterli olmamaktadir.
Arastirma bulgularma dayanarak, yiiksekogretim kurumlari ve ilgili devlet ajanslarmin turizm
odakli genel tanitimlardan ziyade egitime 6zgii, 6grenci beklentilerini karsilayan, barmnma ve
kampiis olanaklarini vurgulayan ve sosyal aglar1 merkeze alan spesifik pazarlama stratejileri

gelistirmeleri 6nerilmektedir.
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Gelecek arastirmalar igin ise bu bulgularin daha genis 6rneklemlerle nicel ve tanitim filmlerinin
etkisini 6lgen deneysel tasarimlar {izerinden simnanmas: tavsiye edilmektedir.
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Abstract

The increasing international student mobility in a globalizing world makes countries'
educational marketing strategies increasingly important. Accordingly, the purpose of this
research is to examine the role of Turkey's promotional videos (the “Go Tiirkiye” campaign)
prepared by the Ministry of Culture and Tourism in the destination and university selection
processes of international students studying at Akdeniz University. Designed with a qualitative
research approach, the study utilized focus group interviews as the primary data collection
tool. Various official promotional videos were shown to international students from different
cultural backgrounds selected by purposive sampling, and the data obtained from the
interviews were subjected to thematic analysis using MAXQDA 2026 software. The research
findings indicate that the decision-making processes of international students are based on a
holistic vision of building a living space where rational factors such as academic quality and
cost are deeply intertwined with experiential factors such as climate, multicultural structure,
and safety. It was determined that the examined official promotional videos serve a framing
function by creating a general and positive preliminary impression of the country in the minds
of the students, but they are not a direct and sole determinant on the final choice decision. A
distinct mismatch was found between the tourist-focused content in the videos and the specific
functional information needs of the students, such as campus life, accommodation, and
institutional functioning. In contrast, it was revealed that social mediators such as influencers,
current students, and mentors, as well as popular culture products like Turkish TV series, have
a much more persuasive and stronger impact on students' destination perceptions. In
conclusion, choosing an educational destination is not merely a service purchasing behavior
but a multidimensional process shaped by social and psychological variables, and general
country branding activities alone are insufficient for higher education marketing. Based on the
research findings, it is recommended that higher education institutions and relevant
government agencies develop specific marketing strategies that are education-oriented, meet
student expectations, highlight accommodation and campus facilities, and center on social
networks, rather than general tourism-focused promotions.
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For future research, it is recommended to test these findings through quantitative and
experimental designs that measure the direct impact of promotional films with larger samples.
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