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Yapay zekd gibi cevrimici platformlar ve teknolojiler, hizmetleri gelistirmek, islemleri kolaylastirmak ve genel
musteri deneyimini ileri nokfoyo Toglmok icin kullanilmaktadir. Yapay zekanin uygu|omoyo gegiri|mesi; resepsiyon,
oda servisi, bakim ve enerji yonetimi gibi gegiﬂi hizmetlerde de@igik|ik|ere yo| ogocokhr. Bu ilerlemeler, operasy-
onel verim|i|igji artiracak, mo|iye+|eri azaltacak ve ayni zamanda futiristik deneyim so§|oyocokhr4

A comparative analysis of creative advertising strategies

of hotels in Cyprus, Macedonia, Poland, Spain, and Tiirkiye - Hediye AYDO-
GAN, Zuhal GOK DEMIR

Hediye AYDOGAN* - Akdeniz University, Turkey
Zuhal GOK DEMIRS® ¢ - Akdeniz University, Turkey

Introduction

As a sub-sector of the tourism industry, the hospitality sector includes both food and catering services
and the accommodation/lodging services (Dilek & Harman, 2018, p. 9). Satisfying the needs and de-
sires of the customers is critical (Sinclair-Maragh, 2018), but promoting what they do to meet those
needs and desires has also become more of an issue for the hospitality sector, in particular the hotel
sector, and the hotels extensively rely on advertising for promotional purposes (Fotouhnezhad, 2018).

The main intention of odverﬂsing is to stimulate both primary and selective demand of consumers for
the brands (Chris’rou, 2013). The hotels benefit from odver‘rising in order to communicate their advan-
tages and unique offers which their customers find important (Withiam, 1986). As the hotels have a
strong ’rendency to look similar in their advertisements because of their in’rongib|e and imitable services

(Aydogan, 2022; Christou, 2013; Dilek & Harman, 2018; Fotouhnezhad, 2018; Luk et al, 1996, Withiam,

1986), They emp|oy a number of creative strategies in their advertisements.

Advertising appeals are one of the creative strategies which can be employed in the hotel advertise-
ments. The use of odver‘rising oppeo|s, defined as “a conscious attempt to motivate poJren’ric1| consumers
toward some form of activity (such as goJrhering further information or purchosing) or to influence them
to change their attitude or conception toward the advertised product” (Fotouhnezhad, 2018, p. 182)
increases the odver’rising effectiveness on the consumers’ preferences and intentions. The odver’rising
appeals are divided into two types: rational and emotional (Choudhary & Roy, 2022; Christou, 2013).
While rational appeals trigger rationally oriented purchase decision by directly explaining the advan-
tages of any produc’r or service (Lin, 2011), emotional oppeo|s catch the attention of the consumers by

4 Asst. Prof. Dr., Akdeniz University, Faculty of Communication, Department of Advertising, Antalya, Tirkiye, hediyeaydogan@akdeniz.edu.tr,
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either inducing their fee|ings and emotions or enticing particular moods rather than providing realistic
or logical information (Albers Miller & Royne Stafford, 1999a; Choudhary & Roy, 2022; Christou, 2013;
Fotouhnezhad, 2018).

Borrowed interest devices also play a crucial role in the creativity of advertisements. They are mostly
used to attract the attention of consumers and induce them to behave accordingly (Kaur et al, 2022).
They include the employment of pets/animals, cute babies, eroticism/sexuality, animations, celebrities,
music (Kaur et al, 2022), violence (Dafonte-Gémez et al, 2020; Golan & Zaidner, 2008), patriotism,
storytelling, hyperbolic elements (Aydogan, 2022, 2023), and talented activities.

For turning the advertisements into creative ones, the practitioners make use of the power of the
suitable ad formats such as demonstration and documentary. The types of ad formats offer different
advantages. The demonstration format enables the advertisements to present the characteristics of
the products or services promoted when they are in use. The documentary format is the presentation
of a real event when the strengths of the products or services can be observed in a documentary-like
format. Fantasy is the use of imaginary characters and supernatural phenomena in the advertisements.
Musical is the ad format in which the advertising message is given through a musical form. Narrative
(short) story format refers to the advertisements which narrate a story with a beginning, problem, and
resolution. While slice-of-life denotes the way the advertisements present some sections from the daily
life of a consumer during which that consumer faces some daily problems and finds solutions thanks
to the products or services promoted, testimonials use either ordinary people or celebrities in order to
convince the potential customers that those people have also consumed and enjoyed the products or
services promoted. Finally, teasers are those advertisements which intend to arouse a sense of curiosity
in consumers without providing enough information and share the real message later (Baldwin, 1982;
Kutlu, 2006).

The way how the odver‘rising is produced can affect the level of ad creativity. In this context, most of
the advertisements produced ‘rnrougn a cinematic narrative are found more creative and attractive
than those produced with some slides of visuals on computers (desktop advertising) (Aydogan, 2022;
Kui|u, QOOo). In some cases, with the introduction of the digiio| iechno|ogies, it is evident that some
advertisements are created as animations to spork the attention of the consumers to the story created
through the animatic drawings (Kutlu, 2006).

A|’rnougn there are numerous studies investigating the promoiiono| activities of hotels on their websi-
tes or social media p|oh(orms, the literature (Aprinica, 2021; Huseynova et al, 2022. Luk et al, 1996;
Peterson, 1996, Peterson & McQuitty, 2001; Sahin, 2013; Siu & Fung, 1998; Stafford, 1996; Ying-Zhou
& Xing, 2015) ono|yzing the content of the hotel advertisements is scarce, and moin|y focuses on the
print advertisements of the hotel service. In this context, this s’rudy aims to fill the gap by examining the
digital advertising contents of the hotels in five different countries with a special focus on the creative
strategies adopted. In line with this aim, it seeks answers to the following research questions:

RQI1. What are the main themes and |onguoges that the digiio| advertisements of the hotels in five
countries address?

RQ2. What is the common duration of the digi’ro| advertisements of the hotels in five countries?
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RQ3. What is the main function of the digital advertisements of the hotels in five countries?

RQ4. How do the countries differ in terms of,
RQ4a. advertising format?
RQ4b. executional techniques?
RQ4c. advertising message strategy?
RQ4d. borrowed interest devices?
RQ4e. characters portrayed?
RQ4f. voice over?
RQ4g. music prominence?
RQ4h. song structure?
RQ4i. forms of advertising music?

RQ4j. music genre?

Methodology

To fulfil its main purpose of identifying the creative advertising strategies of hotels, this study quan-
titatively content-analyzed the data. This research method was found eligible for this study as it is a
suitable research method that provides the researcher with the opportunity to systematically draw
meaning from manifest and latent content (Coe & Scacco, 2017, p. 1; Lock & Seele, 2015, p. S27), and
is frequently applied in various disciplines including communication studies (Strijbos et al, 2006). For
the guantitative content cmo|ysis, the data were collected from the YouTube pages of the hotels (for a
full list of the YouTube pages, please see Appendix 1), and the top ten hotels with highest brand valu-
es over time (BrandFinance, 2022) were purposive|y selected. As one of the |eoo|ing |o|c1‘rforms for the
promotional activities of the hospitality sector with an approximate rate of 90% is the Internet (Do|gig
et al, 2018, p. 177), this study collected data on between November 11 and 28, 2022 from the hotels’
YouTube pages, since YouTube is the mostly used social media platform for watching videos (Kemp,
2022). The data were analyzed on MAXQDA 2020 on between December 1 and 10, 2022, using a
code sheet (see Appendix 2 for the themes and codes) adapted from previous studies (Aydogan, 2022,
2023), and descriptive analyses (frequencies, percentages) were performed in order to reveal the in-
cidences of each code.
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Results

In this study, no advertisements of the hotel brand Embassy Suites could not be found on YouTube, and
thus the ono|ysis was made on other hotel brands. The coun’rry-specific distribution of the ads was as
such: Cyprus (n=13), Macedonia (n=2), Poland (n=54), Spain (n=44), and Turkiye (n=117). A total of

230 hotel advertisements were taken into consideration.

The analysis of the languages showed that most of the advertisements were in English (n=119) and
seventy of the advertisements were free of any |cmguoge The advertisements in Cyprus were mos’r|y
in English (n=12), while only one was in Greek. While one of the ads in Macedonia was in Russian,
another was in free of any language. In Poland, most of the ads were in English (n=30), followed by
Polish (n=24), and fourteen did not include any language. In Spain, most of the ads were in English
(n=26), and twelve were in no language. Moreover, the ten ads in Spain were in Spanish, and three
were multilingual. In Tirkiye, most of the ads were in English (n=51), followed by Turkish (n=44), and
Arabic (n=1) while forty-three ads included no language. Generally, most of the ads (n=130) address
issues related to the hotel business, followed by Christmas (n=20), holidays (n=16), special days (n=15),
wedding (n=15), career (n=13), COVID-19 & Post-Covid (n=9), honeymoon (n=7), national holidays
(n=5), business meetings (n=3), and parties (n=2). While most of the ads (n=110) lasted 30-60 se-
conds, it was followed by ads lasting 61-90 seconds (n=42), up to 29 seconds (n=33), 91-120 seconds
(n=20), 151-180 seconds (n=12), 121-150 seconds (n=9), and 181 seconds and more (n=4). The ads of
the hotels in five countries were created mos‘r|y for brond—bui|o|ing reasons (n=202), followed by infor-
ming (n=82) and call-to-action (n=47).

A summary of the results was given in Table 1. As is clear from the table below, the mostly used ad
format in all countries was demonstration, and while Spain showed differences from other countries by
opp|ying musical in their advertisements, TU’rkiye differed from others by using fonJrosy as an ad format.
In terms of the executional Techniques, Cyprus differed from others by odop’ring the desk’rop adverti-
sing mos’r|y while others chose cinematic narrative. In terms of ad oppeo|s, again Cyprus differed from
others by mos’r|y uﬂ|izing the combined oppeo|s, while for others it was the emotional ad Oppeo|s. In this
context, while Cyprus and Macedonia avoid using rational oppe0|s, which the hotels in other countries
included in their advertisements. Fur’rhermore, the mos’r|y used borrowed interest devices varied among
countries. While the hotels in Poland and Tiirkiye did not contain borrowed interest devices in most of
their advertisements, those in Cyprus and Spain used talented activities. In this regord, it was an inte-
resting finding that the hotels in Poland were the on|y ones emp|oying violence as a borrowed interest
device, while those in TUrkiye were the on|y ones emp|oying patriotism. In terms of characters por’rroyed,
it was a spedocubr finding that while the hotels in Cyprus most frequenﬂy avoided porfraying any cha-
racter and those in Macedonia gave p|oce to the ordinory peop|e as drama characters, those in other
three countries mos’r|y porfroyed the hotel representatives mc|uo|ing the hotel workers and managers.
The hotels in all the countries preferred the same strategy by exc|uding the voice-overs in their adver-
tisements and prominenﬂy choosing the foreground, instrumental and popu|or music (both as a music
form and genre)A It should be noted here that the hotels in both Poland and TUrkiye used copyrigh’r
music in two of their odver‘risemen’rs, and thus no sound was available in these advertisements. Another
issue to consider was that one of the hotels (Shangri-La) in Turkiye employed triumphal march most
probob|y for arousing the patriotic emotions in consumers.
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Table 1. Country-Specific analysis of themes and codes.
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_mrsnat (e)monqtratlon %M__M__Hm__%m_—}‘l‘m_
ocumentary - 2 4 5
Fantasy - - - - 2
Musical - - - I -
Narrative (short) story 2 I 15 4
Other ad formats - - 6 2 4
Slice-of-Life 5 1 15 15 45
Teaser - - 4 7 22
Testimonial ! 1 3 - -
Executional Techniques Anpimation 3 - | §_9
Cinematic Narrative 6 47 34
Desktop Advertising 7 - [§ 10 28
Ad Appeals Rational Appeals - - 7 (4] 11
Emotional Appeals 6 1 32 25 85
Both Rational and Emotional Appeals | 7 1 15 13 21
Borrowed Interest Devices | N/A (borrowed interest devices) 4 22 14 08
Animations 3 - 2 4 I
Celebrity Endorsement I - 8 2 8
Cute Babies - - - 1 10
Eroticism / Sexuality 2 1 I 7 -
Hyperbolic Elements - - - - -
Music 4 6 4 5
Patriotism - - - - 4
Pets / Animals 1 - 1 3 5
Storytelling I 2 19 8 10
Talented Activities 6 1 14 15 27
Violence - - 2 - -
Characters Portraved N/A (characters) 0 [0] 6 7 24
Celebrities 1 - 8 4 6
Drama Character (Celebrity) - - - - -
Drama Character (Ordinary) 5 2 26 24 52
Hotel Representatives 5 ! 41 29 77
TVoice Over Voice Qver Excluded 11 2 37 38 109 |
Voice Over Included 1 - 17 6 7
| Music Prominence Background Music 1 - 19 8 11
Foreground Music 12 2 33 36 104
N/A (music) - - - - -
Copyright Music Included - 2 - 2
Song Structure Instrumental Music 12 2 48 37 107 |
Lyrical Music 1 - 4 7 8
N/A (song structure) - - - - -
Copyright Music Included - - 2 - 2
Forms of Ad Music Needledrop - - - -
Jingle - - 14 14 -
Popular Music 13 2 40 30 115
Copyright Music Included - - 2 - 2
Music Genre Popular Music (genre) 11 2 52 43 113
Classical 2 - 2 1 1
Opera - - - - -
N/A (music genre) - - - -
Other music (march) - - - - 1
Copyright Music Included - - 2 - 2
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Conclusion

Mgrkeiing activities inc|uo|ing odveriising aims to generate distinct customer values and experiences
(Dilek & Harman, 2018). In a harsh and competitive market like the hotel market, creative odver’rising
activities are vital to capture the g|gnce of customers who are bombarded with an enormous number
of hotel advertisements, which are mosHy identical and away from the point where They could grip the
attention due to their ineffective and inside-the-box nature. This is one of the most criticized issues in
the relevant literature (Aprinica, 2021; Christou, 2013; Huseynova et al, 20292; Lewis, 1984; Luk et al,
1996; Peterson, 1996; Peterson & McQuitty, 2001; Sahin, 2013; Siu & Fung, 1998; Withiam, 1986; Yin-
g-Zhou & Xing, 2015), but when examined c|ose|y, it was observed that the research objec’r of those
studies was the print advertisements and Jrhey focused mosHy on a singu|or country. Reo|izing the need
to investigate the creative strategies of the digi‘ro| advertisements of the hotels, this siudy qugn’riig‘rive|y
content-analyzed a total of 230 YouTube advertisements of the top nine hotels (Crowne Plaza, Double
Tree by Hilton, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott and Shangri-La) in
Cyprus, Macedonia, Poland, Spain and Turkiye.

The results of the study indicated that the most common language was English and the second lan-
guage preference was the exclusion of any |onguoge in the advertisements, and this was a sign of the
hotels’ strategy fo target customers from different parts of the world instead of their local customers.
Another significoni Finding was that the advertisements rnos’r|y address the ho|io|c1ys and business frips,
and this supports the view that the hotel customers are mostly those who make their stay at hotels
during their business or pleasure trips (Dilek & Harman, 2018). In this regard, the COVID-19 precau-
tions in the hotels were another ’rreno|ing issue in the odveriisemen’rs, and this demonstrates the drama-
tic effect of the COVID-19 pandemic on the hotel sector (Ju & Jang, 2023; Zhu et al, 2022). In terms
of the ad duration, it was a s’rriking iinding that the ads rnos’r|y lasted up to 90 seconds. One possib|e
explanation for this may be that short video advertisements are more attractive for digital media users
as they find it annoying to be interrupted by video ads for a long time (Kim et al, 2022; Nettelhorst et
al, 2020; Oshiba et al, 2002). Furthermore, the hotel advertisements were found to be created mostly
for bronding (brond—bui|ding) reasons, and this may be signc1||ing the competitive nature of the hotel
market environment where the hotels may feel compe”ed to continue their branding activities.

It was also a substantial Finding that most of the hotel commercials por’rroyed themselves as brands
providing a high—c|oss and authentic service for their customers in not on|y their rooms, but also outside
their rooms and even outside the hotel itself. This signals the view (Dilek & Harman, 2018) that hotels
build H’irough their odveriising communications an image in that ’rney create memorable experiences
for their customers and make them feel like royo| members. However, it should be noted here that ne-
or|y all the hotel commercials include visuals of lobbies, ballrooms or swimming poo|s as their unique
offers, and as Withiam (1986) emphasizes, this may turn these hotels into identical twins of each other,
resu|’ring in the failure of the commercials to achieve their primary task of atfracting the (po’ren’rio|)
customers’ attention and bringing them to the door. In order to differentiate themselves and get a com-
pefitive odvon’roge over their rivals, it is recommended that the hotels consider creg’rive|y infegrating
the seventeen hotel attributes (Lewis, 1984) into their advertising.

The hotel commercials emp|oy emotional oppeo|s to build a strong bond with their (po’ren’rio|) custo-
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mers. This supports the findings of Albers Miller and Royne Stafford (1999b)’s study, which claimed that
while emotional oppeo|s were used for experienficﬂ services such as hotels and restaurants (Stafford

& Day, 1995), rational ones were for the utilitarian services such as auto repair and photo processing
(Stafford & Day, 1995). The under|ying reason of emp|oying such strategies and oppeo|s could be the
psycho|ogico| needs and desires of the hotel customers (Christou, 2013), who are away from their com-
fortable houses for different reasons such as business and holiday (Dilek & Harman, 2018; Withiam,
1986) and seek for the emotion of feeling like home”.

The limitations of this study are worth mentioning. This study is limited to the video advertisements of
the hotels available on their YouTube pages, and those which have not been shared on the YouTube
pages are necessarily excluded from the study. Another main limitation is that the study only covers the
advertisements of the hotel chains facilitating in five countries which are the partners of an Erasmus+
project titled "Market qualifications - a signpost for minimizing competence gaps between education
and the labour market in the HoReCa sector (HoReCa4Vet)". Finally, this study contains limitations
inherent in the selected research method, the quantitative content analysis. Thus, it is highly recommen-
ded that further research incorporates other research methods which investigate other advertising types
of other hotel chains facilitating in various other countries. Despite the limitations, this study is valuable
as - to the best knowledge of the authors - it is the first study examining the digital advertising strate-
gies of top hotels in different countries.
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Appendix 1. List of hotels” YouTube links from which the data were collected.
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Hotel YouTube Page YouTube Link Country

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazalimassol9384 Cyprus
Limassol

Crowne Plaza Crowne Plaza War- | https://www.youtube.com/@crowneplazawarsaw-thehub8316 Poland
saw - The HUB vide

Crowne Plaza Crowne Plaza https(:zf www.youtube.com/@crowneplazamadridairport6057 Spain
Madrid Airport

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazamilan3229 Spain
Milan

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazaistanbuloryapar7255 Turkiye
Istanbul QryaPark

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazaistanbulflorya9736 Tiirkiye
Istanbul Florya

Crowne Plaza Crowne Plaza https://www.youtube.com/@crowneplazaankara7846 Tiirkiye
Ankara

Crowne Plaza Crowne Plaza https://www.youtube.com/(@crowneplazaantalya6061 Tirkiye
Antalya

Double Tree DoubleTree by https://'www.youtube.com/@DoubleTreeWarsaw Poland
Hilton Hotel &
Conference Centre
Warsaw

Double Tree DoubleTree by https://'www.youtube.com/(@DoubleTreebyHiltonHote[Wroclaw Poland
Hilton Hotel Wroc-
law

Double Tree DoubleTree by https://www.youtube.com/(@doubletreebyhiltonlatorreg3197 Spain
Hilton La Torre
Golf & Spa Resort ~

Double Tree DoubleTree by https://www.youtube.com/@doubletreebyhiltonistanbul9871 Turkiye
Hilton Istanbul
Topkapi

Double Tree DoubleTree by https://www.youtube.com/@doubletreebyhiltonpiyalepal 088 Turkiye
Hilton Piyalepasa _

Double Tree DoubleTree by https://www.youtube.com/@doubletreebyhiltonantalyac8829 Turkiye
Hilton Antalya
City Centre

Double Tree DotubleTree by https://www.youtube.com/@DoubleTreebyHiltonAdana Turkiye
Hilton Adana

Double Tree DoubleTree by https://www.youtube.com/@DoubleTreebyHiltonlzmirAirport Turkiye
Hilton Izmir Air-
port

Double Tree Doubletree By Hil- | https://www.youtube.com/@doubletreebyhiltonizmirair3715 Turkiye
ton Izmir Airport vide:

Hampton Inn Hotel Hampton by https(}i www.youtube.com/@hotelhamptonbyhiltonlublin9665 Poland
Hilton Lublin

Hampton Inn Hampton by Hilton | https://www.youtube.com/(@hamptonbyhiltonoswiecimI000/vide- | Poland
Qs$wiecim oS

Hampton Inn Hampton by Hilton | https:// www.youtube.com/(@HamptonbyHiltonBursa Turkiye
Bursa

Hilton Hilton Nicosia https://www.youtube.com/@HiltonNicosia Cyprus

Hilton Hilton Warsaw https://'www.youtube.com/(@HiltonWarsawCity Poland
City

Hilton Hilton https://www.youtube.com/@hilton5613 Poland

Hilton Hilton Diagonal https://www.youtube.com/@HiltonDiagonalMarBarcelona Spain
Mar Barcelona

Hilton Hilton Barcelona https://www.youtube.com/@HiltonBarcelona Spain

Hilton Hilton Madrid https://www.youtube.com/@HiltonMadridAirport Spain
Airport

Hilton Hilton Istanbul https://www.youtube.com/@HiltonIstanbulBomonti Turkiye
Bomonti Hotel &
Conference Center

Hilton Hilton Istanbul https://www.youtube.com/@HiltonIstanbulBosphorus Turkiye
Bosphorus

Hilton Hﬁstbn Istanbul https://www.youtube.com/@HiltonIstanbulKozyatagi Turkiye
Kozyatagi

Hilton Hilton Garden Inn | https://www.youtube.com/@hiltongardeninnankaragimat5105 Turkiye
Ankara Gimat
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Hilton Hilton Dalaman https://www.youtube.com/@HiltonDalamanSarigerme Turkiye
Sarigerme Resort
& Spa

Holiday Inn Holiday Inn Kra- https://www.youtube.com/@holidayinnkrakowcitycenter2237 Poland
kow City Center

Holiday Inn HolidayInnJoze- https://www.youtube.com/@HolidayInnJozefow Poland
fow,

Holiday Inn Holiday Inn https://www.youtube.com/@holidayinnexpressbilbao9551/videos Spain
Express Bilbao

Holiday Inn Holiday Inn Ma- https://www.youtube.com/@HolidayInnMadrid/videos Spain
drid

Holiday Inn Holiday Inn Kay- https://www.youtube.com/@holidayinnkayseri-duvenonu4267 Tiirkiye
seri - Dilvendnii

Holiday Inn Holiday Inn Bursa | https://www.youtube.com/@holidayinnbursa2702 Tiirkiye

Holiday Inn Holiday Inn Bursa | https://www.youtube.com/@holidayinnbursa3182/videos Tiirkiye

Holiday Inn Holiday inn Istan- | https://www.youtube.com/@holidayinnistanbultuzlabay2678 Tiirkiye
bul Tuzla Bay

Hyatt Columbia Beach https://www.youtube.com/@columbiabr Cyprus
Resort

Hyatt Hyatt Regency https://www.youtube.com/(@hesperiatower Spain
Barcelona Tower

Hyatt Hyatt Centric Le- https://'www.youtube.com/(@hyattcentricleventistanbul3722 Turkiye
vent [stanpul

InterContinen- InterContinental https://www.youtube.com/@intercontinentalwarszawa516/videos Poland

tal Warszawa,

InterContinen- InterContinental https://'www.youtube.com/@InterConMadrid Spain

tal Madrid

InterContinen- InterContinental https://www.youtube.com/@intercontinentalbarcelonah9517/vide- | Spain

tal Barcelona Hotel 0s _

InterContinen- InterContinental https://www.youtube.com/@intercontinentalistanbul§97 Turkiye

tal Istanbul

Marriott Skopje Marriott https://www.youtube.com/@skopjemarriott1 882/videos Macedo-

nia

Marriott Sopot Marriott https://www.youtube.com/@sopotmarriottresortspa7802 Poland
Resmi_&%pa

Marriott Marriott Warsaw https://www.youtube.com/@marriottwarsaw2480 Poland

Marriott Hotel Denia Mar- https://www.youtube.com/(@deniamarriotthotel Spain
riott La Sella Golf
Resort & Spa

Marriott Madrid Marriott https://www.youtube.com/@hotelauditorium Spain
Auditorium Hotel
& Conference
Center

Marriott JW Marriott Istan- | https:// www.youtube.com/@jwmarriottistanbulbosphoru4590 Turkiye
bul Bosphorus .

Shangri-La Shangri-La Bos- https://'www.youtube.com/(@shangrilaistanbul Turkiye
phorus Istanbul

Appendix 2. Code Sheet

Them C
ountry “ 1) Cyprus; 2) M : : gle

Hotel Brand 1) Crowne Plaza; 2) Doubl€ Tree by H1 ton; 3) Embassy Suites; 4) Hampton Inn; 5) Hilton; 6) Holi-
day Inp; 7) Hyatt; 8) InterContinental; 9) Marriott; 10) Shangrj-I.a

Language I)Multlhngual' 2) N/A (Language); 3) Arabic; 4) English; 5) Greek; 6) Polish; 7) Russian; 8) Spa-

nish; 9) Turk

Ad Theme 1) N/A(Ad Theme) 2) Spec1al Days 3) Hohdays 4) Bus1ness Meetlngs 5) Career; 6) Chrlstmas 7)
COVID-19 & Po : 3

Ad Length (in 1) 0-29 seconds;

seconds) 51-180 seconds; 7) 181 seconds and more

Ad Function ) Informing; 2) Call-to-Action; 3) Brand-Building

Ad Format ) Demonstration; 2) Documentary; 3) Fantasy; 4) Musical; 5) Narrative (short) story; 6) Other ad

format; 7) Slice-of-Life; 8) Teaser; 9) Testimonial
Executional Tech- | 1) Animation; 2) Cinematic Narrative; 3) Desktop Advertising

nigues
Ad Appeals D) Rational; 2) Emotional; 3) Combined
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Borrowed Interest | 1) N/A; 2) Animations; 3) Celebrity Endorsement; 4) Cute Babies; 5) Eroticism / Sexuality; 6) Hy-

Devices perbolic Elements; 7) Music; 8) Patriotism; 9) Pets / Animals; 10) Storytelling; 11) Talented Acti-
vities; 12) Violence,

Characters 1) N/A; 2) Celebrities; 3) Drama Character (Celebrity); 4) Drama Character (Ordinary); 5) Hotel
Representatives

Voice Qver 1) Voice Over Excluded; 2) Voice Over Included

Music Promi- 1) Background Music; 2) Foreground Music; 3) N/A (Music); 4) Copyright Music Included

nence.

Song Stryctyre 1 Instrumental Music; 2) Lyrical Music; 3) N/A (Song Structure); Copyright Music Included

Forms of Ad ) Needledrop; 2) Jingle; 3)"Popular Music; 4) Copyright Music Included

Music

Music Genre I) Popular Music (genre); 2) Classical; 3) Opera; 4) N/A (music genre); 5) Copyright Music Inc-
luded; 6) Other Music Genre

9. KomnapaTvBHa aHanusa Ha KpeaTuBHW CTpaTerum 3a npomoLuja Ha XoTenm Bo
Kunap, MakenoHwja, lNMoncka, lWnaHnja un Typumja - Hediye AYDOGAN, Zuhal
GOK DEMIR

Pe3sume

Typr3mMOT N peknamupareTo ce NnoBp3aHu, a Ha TYpu3MOT My € NOTpebHO peknaMmuMpareTo 3a Aa
ybean (noTeHumjanHUTE) KNWEHTU Aa HanpasaT oAflyKM 3a pe3epBaumja. Ha xoTenckara nHaycTpuja Bo
YrOCTUTENCKNOT CEKTOP, MOTCEKTOP Ha TYpUCTUYKaTa UHAYCTpUja, ocobeHo UM ce NoTpebHM NpakTUKNTe of
pasnuMyHuTe opMn Ha NpoMouun 3a a rm yéeam KnueHTuTe geka NoOHyAeHUTe YCnyru rn 3agoBonysaar
HUBHUTE xenbwu 1 noTpebu, Kako U eka ce OOCTanHW YHUKATHU MOXHOCTM 3a CUTe LUTO cakaaT Ja ce
ogfanedart of OOMOBUTE Ha KpaTko, nopaau paboTta mnu 3abasa. MeryTtoa, CNMYHOCTUTE Ha XoTenuTe
nopagu HemaTtepujanHuTe yCnyru LWTo MOXe Aa ce ummntupaat 6apaar of peknamuTe fa HanpasaT pasnuka,
LWITO pe3ynTtupa co ynotpeba Ha pasnuuHu KpeaTUBHM cTpaTerum npu peknammparweto. OBa e UCTO Taka
NOTTUKHATO of ynoTpebaTta Ha AurnTanHuTe TEXHOMNOMN BO peknamMHu uenu, buaejkm cenpmucytHocTa Ha
OUrMTanHoOTO peknamMmupare ro 3rorieMysa n3berHyBakweTO Ha peknamuTe of cTpaHa Ha KopucHuumTte
Ha aurnTanHuTe Meguymu, a KpeatMBHUTE efieMeHT My noMaraaTt Ha AUrMTanHoOTO peknaMmupare a ro
npuenevye BHUMaHMETO Ha LienHaTa nybnuka. 3aTtoa, MHOry € BaXHO Aa ce naeHTUdunKysaaTt KpeaTuBHUTE
cTpaTerumu WTO Ce YCBOEHW BO AUrMTaNHUTE peknaMmn Ha xoTenckata MHAycTpuyja u ga ce semar npegsug
cTpatermMte WTO ce crneunMduyHU 3a odpefeHa 3emja U ce KopucTaT BO Tue peknamu. 3emajku ro
OBa NpeaBu, TeKOBHATa CTyauvja ja aHanusupalle coapXuHaTa Ha gurutanHute BuOeo peknamu 3a
HajoobpuTe geceT XOTeNu Co HajBucoKa BpeaHOCT Ha BpeHa co TekoT Ha BpemeTo (Crowne Plaza, Double
Tree, Embassy Suites, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott 1 Shangri-La)
cnogeneHu Ha YouTube-cTpaHULMTe Ha XOTenuTe, KOPUCTEjKU NIUCT CO KOOOBU aganTupaHn o4 NpeTxoqHo
uctpaxysawe. EMnvpucknte aHanusuM Ha gurntanHute Bugeo peknamu 6ea msspweHn Ha MAXQDA
2020, Bo nepuogot mery 1 gekemspu n 10 gekemepu 2022 roguHa. lNpeky MeToq Ha HaMEHCKO 3emMame
npumepoumn, 6ea n3bpaHu xotenute WTO yHKUMOHMpaaT Bo Kunap, MakegoHuja, MNoncka, LWnaHuja n
Typumja. BkynHo Gelle aHanusnpaHa cogpxuHaTa Ha 230 gurntanHu Bugeo peknamu 3a xotenu. Onwtmrte
pesynTaTu Nokaxysaar geka NoBekeTo peknamu brune Ha aHrmmcKy jasuk, 3d6opysarne 3a 0AMOPU U AeNOBHU
naTyBakba, He Tpaene noeeke of 90 cekyHaM 1 nmMane 3a Len ga ro 3arosieMat npeno3HaBareTo U UMULIOT
Ha 6peHaoT. Cnopepn cTpaTternnte 3a KpeaTMBHO peknamMuparse, pesyntatute nokaxysaart geka Hajronem
Jen o gurutanHute BUAeo peknamu ce HanpaBeHu Bo OUIMCKM HapaTuBeH dopMmart, NpuapyxeHu BO
npegeH nnaH co nonynapHa u MHCTPYMEeHTanHa Mysuka, YnjallTo rnaBHa yHKLMja e Aa rm geMOoHCTpupa
rMaBHUTE YCIyrn WTO ce HyaaT BO XOTenuTe Co NpUMeHa Ha eMOLMOHanHa NpuUBIeYHOCT U TaneHTUupaHm
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aKTUBHOCTU, a HemMa Hapauuja. Pasnukute mery apXasute ce cocTojaT BO AUMEH3UUTE Ha cTpaTeruuTe 3a
KpeaTUBHO peKknammpane, Kako TEXHUKU 3a U3BPLUYBaHE, PEKNaMHN CAOraHu, HaknHu 3a NpUBReKyBaHe
Ha MHTepec 1 pa3nu4Hu nukosu. Bo Toj acnekT, Kunap HajmHory ce notnvpa Ha peknamu Ha npebapysau,
a apyrute Ha unMcku HapaTtve. Knnap npumeHyBa, NPETEXHO, U paunoOHanHM 1 eMOLUMOHANHM CoraHu,
HaMeCTO CamMO EMOLIMOHAITHN CKOraHW, Kako LWTO NpuMeHune apyrute 3emju. Kora ctaHyBa 360p 3a Ha4MHM
3a npuBneKyBakwe Ha MHTepec, Typuuja ce pa3nukyBa o OCTaHaTUTE CO TOa LUTO KOPUCTU NaTpuoTMsam
BO peknamuTe 3a XOoTenu, A0AeKa pacKaXyBaweTO MpUKa3HWM € HajucTakHaT HauvH 3a NpUBIEKyBaHe
Ha WHTEpec BO peknamuTe 3a xotenu Bo MakegoHuja u lNoncka, a gpyrnte Kopuctea TaneHTupaHu
aKTMBHOCTU. Ha kpaj, NMKOBUTE NpuKaXKaHW BO peKnaMmmTe ce MpeTexHO MpeTCTaBHUMUM Ha XOoTenuTe BO
Moncka, WnaHnja n Typuwmja, Bo MakegoHuja ce gpamcku nukosu (06u4HO), a BO Kunap mewasuHa of
NpeTCTaBHULM Ha XOTenuTe 1 Apamcku nukosu (06m4HO). Tpeba oa ce HanoMmeHe Aeka Hekoun peknamu 6ea
amartepckn ussegeHu u cnogernexHu Ha YouTube, KopucTejkn maTepujany 3aliTUTEHU CO aBTOPCKM Mpasa.
Op ceTo oBa MOXe fa Ce 3akny4yu Aeka Hajronem gen of XoTenuTe He ycneaja ga noHyaaT KpeaTuBHU
peknaMmu Ha HUBHWUTE KaHanu Ha YouTube. bupgejkn oBaa ctyamja nma 3a Uen ga ro nonosiHu jasoT BO
nuTepaTypaTa, BO KOja HeEMa JOBOSTHO CTYAWWU KOW MM UCTpaxyBaaT AUrMTanHUTE peknamm Ha XoTenute
crnopepn KpeaTMBHOCTa, OBaa CTyauja e npBa LWTO MM aHanuavpa OuruTanHuTe peknamu Ha xoTenute of
nepcnekTnBa Ha NoBeKke 3eMju 3a Aa rM OTKpue TEeKOBHUTE TPeHOO0BW, Aa AaAe NPeanosn 3a NoHaTaMOLLHK
cTyanm 1 aa ob6e3beamn NpakTUYHM U MEeHaLIEPCKM MMMNMKaLUN.

10. ZUyKpPITIKr ) avaAuon aTpaTtnyikwy dnuioupyikng dla@nuiong evodoxeia ot
Kutrpo, Makedovia, MNMoAwvia, lotravia kar Toupkia - Hediye AYDOGAN, Zuhal
GOK DEMIR

MepiAnyn

O Toupiopdg Kal N dlaeruion gival aAANAEVOETA KAl O TTPWTOG  XPeIddeTal TN deUTEPN YIA VA TTEICEI TOUG
(duvnTikoUg) TTEAATEG GO0V aPopd TIG aTToPAcEI ayopdg Toug. Eidikd n &evodoxelokh Blounxavia oTtov
TopéQ TNG PIAO&Eviag, UTTOTOUENG TNG TOUPIOTIKAG Blopnxaviag, BacifeTal oTIG dIA@NUICTIKEG TTPOKTIKES VIO
Va TTEIoEl TOUG TTEAATEG TNG OTI Ol TTAPEXOUEVEG UTTNPECIEG AVTATTOKPIVOVTAI OTIG AVAYKES KAl TIG ETTIOUMIES
TOUG Kal OTI UTTAPYXOUV HUOVADIKEG EUKAIPIEG YIO OOOUG OKOTTEUOUV VA EYKOTOAEIPOUV yia Aiyo Ta OTTiTIO
TOUG yia Adyoug epyaciag ) diaokeEdaong. QoT1d00, 01 OPOIOTNTEG TwV {EVOdOXEIWY AOYW Twv AUAWYV Kal
HIUNTWY UTTNPECIWY TOUG ETTIBAAAOUV OTIG Sla@nUicEIg va KAVOUV T dIa@opd Kal auTo £XEl WG ATTOTEAEOUA
TNV €pappoyn d1a@opwv SNUICUPYIKWY OTPATNYIKWY oTn dla@Auion. AuTtd éxel etTiong TTpotabei atmd
XPAON WNOIOKWY TEXVOAOYIWV YIO BIAQNMICTIKEG TTPOKTIKEG, TTEION N TTAVTAXOU TTOPOUCia TNG Wn@Iakng
dlapnpiong au&dvel TNV atToQuyr] dla@nuicewy atrd Toug XPAOTES WNPIOKWY PECWV Kal Ta dNPIoUpyIKA
oToixeia BonBouv TNV wneiakr dlagriuion va TpafAgel TNV TTPOCOXH TOU KoIVvOU-0TOXou. ETTouévwg, ival
TTOAU ONUAVTIKO va €VTOTTIOTOUV Ol SNUIOUPYIKEG OTPATNYIKEG TTOU UIOBETOUVTAI OTIG WNPIOKES dIAPNUICEIG
NG &evodOXEIOKAG Blopnxaviag kal va An@Bouv uttéywn o1 oTPATNYIKEG TTOU XPNOIUOTToloUvVTal Yia KAOE
XWpa o€ auTéG TIG SlapnUicEIg.

NapBdavovTag uTrTdwn auTod, TO TTEPIEXOMEVO TNG TPEXOUCOG UEAETNG AVEAUCE TIC WNPIAKES dlapnuioelg Bivieo
TwV OEKa KopuPaiwv Eevodoxeiwy PeE WNAN avayvwpioIuotnTa e TNV TTapodo Tou xpovou (Crowne Plaza,
Double Tree, Embassy Suites, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott ka1 Shangri-
La) Tmou diaveundnkav oTig oeAideg Tou Eevodoxeiou oTo YouTube xpnoIUoTrolvTag £va @UAAO KWOIKA
TIPOCGAPUOCHEVO aTTd TTponyouUlevn épeuva. O1 TTEPIYPAPIKEG avaAUCEIS TwV dlAPNUICEWY YNPIaKWwV Bivieo
mpayuatoTroiénkav oto MAXQDA 2020, petagu 1 kai 10 AekepPpiou 2022. YI00€TWVTAG MIA OKOTTIUN
MEBOBO derypatoAnyiag, emAEXONkav Ta evodoxeia TTou dicukoAUvouv Tnv Kutrpo, Tn Makedovia, Tnv
MoAwvia, Tnv lotravia kai Tnv Toupkia kai 230 wn@iakés diapnuioelg Bivieo Twv Eevodoxeiwv TUVOAIKA
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avaAUuBnkav TTOgoTIKA WG TTPOG TO TTEPIEXOMEVO.

Ta yevikd amroteAéopaTa deixvouv OTI O TTEPICCOTEPEG dlaPnuicelig ATaV OTa ayyAIKd, agopolcav To
BEua Twv BIAKOTTWV Kal ETTAYYEAUATIKWY TagIdIWY, dev difpkecav TTePIoTOTEPO ATTO 90 deuTEPOAETITA Kal
oTOxXEUQV OTN BEATIWON TNG avVAYVWPIONG Kal TNG €IKOVOG TNG ETTWVUNiag. Ooov a@opd TIG OTPATNYIKES
ONMIOUPYIKAG DIOQPRMIONG, TO ATTOTEAECUATA KATADEIKVUOUV OTI Ol TTEPICOOTEPEG WNYPIAKES dlapnuicelg Bivreo
onuIoupynRBnkav oe PopPn KIVNUATOYPAPIKAG a@Aynong ouvodeuduevn atrd TTPWTO TTAAVO, dNUO@IAA Kal
evopyavn JOUsIKA e KUpIa AgiToupyia Tnv €TTIOEIEN TWV KUPIWYV UTTNPETIWY TTOU TTPOCPEPOVTAI OTA EEVOdoXEia
ME TNV €TTIKANON OTO ouVaIoBIua Kal TaAavToUxeG OpacTNPIOTNTEG, KAl ATTEKAEICAV TNV ETTIKAAUWN PE QWVEG.
O1 S10popEG PETAEU TWV XWPWV EPPAVIOTNKAY WG TTPOG TIG SIOOTACEIS TWV OTPATNYIKWY SNUIOUPYIKAG
Sla@nIoNG, OTTWG Ol TEXVIKEG EKTEAEONG, 01 BIAPNUICTIKEG EKKANOCEIG KAl Ol XOPOKTAPESG TTOU aTTeEIKoviovTal
. A6 autn Tnv ammown, n Kitrpog BacioTnke Kupiwg oTn dia@AuIon eTTPATTECIOU UTTOAOYIOTH, eV GAAEG
OTNV KIVNKJOTOYPAPIKF a@riynon, Kai n KUmrpog epapuooe KUpiwg EKKAACEIS OTNV AOYIKA Kal TO cuvaioBiya
TTapd cuvaloBnuaTikéG EKKARCEIG TTOU UI0BeTABNKAV KUpiwg atrd dAAeg Xwpeg. Ooov apopd TIG CUCKEUEG
davelkou evdlapépovtog (borrowed interest devices), n Toupkia diE@epe aTTO AAAEG XPNOIMOTTOIWVTOG
TTATPIWTIONO OTIG dlaPnMicelg EevodoxEiwv KAl N a@riynaon I0TOPIWY ATAV N TTIO ONUAVTIKI) CUOKEUH daVEIKOU
evolapépovtog(borrowed interest devices), oTig diapnuioeig Eevodoxeiwv otn Makedovia kai Tnv MNoAwvia,
EVW ATAV TOAQVTOUXEG DPACTNPIOTNTES VIO TOUG UTTOAOITTOUG. TEAOG, OI XOPOKTIPEG TTOU ATTEIKOVICOVTAV OTIG
dlapnuioceig ATav wg eTTi TO TTAEioTOV eKTTPOOWTTOI EEvodoXeiwv oTnv MNoAwvia, Tnv loTravia kai Tnv Toupkia,
EVW) ETTPOKEITO yIa OPAPATIKOUG XapakTApes (ouvnBiouévol) otn Makedovia kal dpAPaTIKOi XAPAKTAPES
(koivoi) kal ekTTpdowTTol Egvodoxeiwv oTnv Kutrpo. Eival eriong agloonueiwTo &1 opiouéveg diapnuicelg
TTAPrXONKe EPACITEXVIKA KaI KOIVOTTOINONKav 010 YouTube XpnoiyoTrolwvTag UAIKG TTou TTpooTaTeUETAl ATTd
TIVEUUATIKG OIKAIWUATA. ZUPTTEPOACHATIKG, UTTOPOUUE VA TTOUUE OTI N TTAEloWN@ia Twv EEVOBOXEIWV ATTETUXE
va TTPOCPEPEl dnUIoupyIKr dia@Auion oTa KavdAia Toug oto YouTube. KaBwg auth n PeAETN eTTixEIpEi
eTmiong va KoAuwel 1o kevo otn BiIBAIoypagia, n otroia dev £Xel TIG YEAETEG TTOU BIEPEUVOUV TIG WNPIOKEG
dlapnuicelig Twv &evodoxeiwv wg TTPOG TN dNPIoUPYIKOTNTA TOug, CUMPBAAAEl oTov OXeTIKO Topéa. Agicel
eTmiong va onuelwBei 011, €€ dowv yvwpifouv oI CUYYPAYEIG, auTh N MEAETN €ival N TTPWTN TTOU avaAUEl TIg
WnoelokES dlagnuicels Twy Eevodoxeiwy atmd TNV OTITIKA Ywvia TG XWPAS YIA VA ATTOKAAUWEI TIG TPEXOUTEG
TACEIG, VA KAVEI TIPOTACEIG VIO TTEPAITEPW MEAETEG KAI VA TTAPEXEI TTPAKTIKEG KA SIAXEIPIOTIKES ETTITITWOEIG.

11.Un andlisis comparativo de las estrategias de publicidad creativa de ho-
teles en Chipre, Macedonia, Polonia, Espafia y Turquia - Hediye AYDO-
GAN, Zuhal GOK DEMIR

El turismo y la publicidad estdn entrelazados, y el primero necesita de la dltima para persuadir a los
(pofencio|es) clientes en términos de sus decisiones de compra. Especio|men+e la industria hotelera
dentro del sector de la hospitalidad, un subsector de la industria turistica, se basa en las précticas
pub|ici+orios para convencer a sus clientes de que los servicios ofrecidos cump|en con sus necesidades y
deseos, y que existen oportunidades Unicas para aquellos que deseen dejar sus hogares por un tiempo
por motivos laborales o de entretenimiento. Sin emborgo, las similitudes de los hoteles POr sus servicios
infongib|es e imitables requieren que los anuncios sean diferentes, lo que resulta en la imp|emen’ro—
cion de diversas estrategias creativas en la publicidad. Esto también ha sido impulsado por el uso de
tecnologias digitales para las précticas publicitarias, ya que la omnipresencia de la publicidad digital
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aumenta la evasién de los anuncios por parte de los usuarios de medios digifo|es, y los elementos cre-

ativos oyudcm a captar la atencién del pub|ico obje’rivo. Por lo tanto, es de gran importancia identificar
las estrategias creativas adoptadas en los anuncios digi’ro|es de la industria hotelera y tener en cuenta
las estrategias especificos de cada pais emp|eoo|os en estos anuncios.

Teniendo esto en cuenta, el presente estudio analizé el contenido de los anuncios de video digim| de
los diez principo|es hoteles con los valores de marca mas altos a lo |orgo del tiempo (Crowne Plaza,
Double Tree, Embassy Suites, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott y
Shangri-La) distribuidos en las pdginas de YouTube de los hoteles, utilizando una hoja de cédigo
odopfodo de investigaciones previas. El andlisis descrip‘rivo de los anuncios de video digi’ro| se realizé
en MAXQDA 2020, entre el 1y el 10 de diciembre de 2022. Mediante un muestreo intencional, se
seleccionaron los hoteles facilitados en Chipre, Macedonia, Polonia, Espafia y Turquia y se analizaron
cuantitativamente un total de 230 anuncios de videos digiTQ|es de hoteles.

Los resultados genero|es indican que la mayoria de los anuncios estaban en ing|és, abordaban el tema
de las vacaciones y los viajes de negocios, tenian una duracién de no mas de 90 segundos y tenian
como objetivo mejorar el reconocimiento de marca y la imagen. En cuanto a las estrategias publicita-
rias creativas, los resultados muestran que la mayoria de los anuncios de video digi’r0| se crearon en
formato narrativo cinemo’rogrd{ico ocompoﬁodos de musica popu|or e instrumental con la principo|
funcion de demostrar los principo|es servicios ofrecidos en los hoteles mediante la op|icocién de ape-
laciones emocionales y actividades talentosas, y exc|uyeno|o los narradores. Las diferencias entre los
paises se dieron en términos de dimensiones de las esfrategias pub|ici’rorios creativas, como técnicas
de ejecucion, ope|ociones pub|ici+orias, disposiﬂvos de interés pres’rodo y personajes retratados. En este
sentido, Chipre se basé principo|men’re en la pub|icio|ao| de escritorio, mientras que los demas paises
utilizaron principo|men+e la narrativa cinemo’rogrc’:fico, y Chipre op|icé 0pe|0ciones racionales y emo-
cionales en |ugor de Unicamente las ope|ociones emocionales mayormente odop’rados por los otros
paises. En cuanto a los dispositivos de interés prestados, Turquia se diferencié de los demas al utilizar
el patfriotismo en los anuncios de hoteles, y la narracion fue el disposi’rivo de interés pres’rodo mds pro-
minente en los anuncios de hoteles en Macedonia y Polonia, mientras que en los demas fue el talento y
las actividades. Por dltimo, los personajes retratados en los anuncios fueron los representantes del hotel
en Polonia, Espafia y Turquia, mientras que en Macedonia fueron personajes de drama (ordinarios) y
en Chipre fueron tanto personajes de drama (ordinarios) como representantes del hotel. También es
notable que o|gunos anuncios fueron producidos de manera amateur % compar’ridos en YouTube utili-
zando material con derechos de autor.

En conclusion, se puede afirmar que la mayoria de los hoteles no ofrecieron publicidad creativa en
sus canales de YouTube. Este estudio también intenta llenar el vacio en la literatura, que carece de
estudios que investiguen los anuncios digitales de hoteles en términos de su creatividad, y contribuye al
campo relacionado. También vale la pena sefialar que, segin el mejor conocimiento de los autores, este
estudio es el primero que analiza los anuncios digitales de hoteles desde una perspectiva transnacional
para revelar las tendencias actuales, hacer sugerencias para estudios futuros y brindar implicaciones
practicas y de gestion.
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12. Kibris, Makedonya, Polonya, ispanya ve Tiirkiye'deki Otellerin Yaratici
Reklam Stratejilerinin Kiyaslanmasi - Hediye AYDOGAN, Zuhal GOK
DEMIR

OZET

Turizm ve reklamailik i¢ ice gegmistir ve ilki (potansiyel) m[jgferi|eri satin alma kararlari konusunda ikna etmek
icin ikincisine ihtiyac duymaktadir. Ozellikle, turizm endustrisinin bir alt sektérii olan konaklama sektériindeki
otelcilik sektori, musterilerini sunulan hizmetlerin onlarin ihtiyac ve isteklerini karsiladigina ve is veya eglence
OmCICIy|C1 evlerinden bir s[jre|i@ine oyr||occ1k|or icin egsiz firsatlarin bu|unc|u@uno ikna etmek icin reklam
uygu|0mo|ormo ngenmeHedir. Ancak otellerin soyut ve taklit edilebilir hizmetleri nedeniy|e benzerlik g0s-
termeleri, reklamlarin fark yaratmasini zorunlu kilmakta ve bu durum reklamlarda gegiﬂi yarafici s’rro‘reji|erin
kullanilmasi sonucunu dodurmaktadir. Dijital reklamciligin her yerde bulunmasi, dijital medya kullanicilarinin
reklamdan kogmmosml or‘r|ro||§|nc|on ve yaratici unsurlar, dijifo| rek|c1mC|||é|n hedef kitlenin dikkatini gekmesine
yoro||mC| o|o|u§uno|on, bu ayni zamanda dijital teknolojilerin reklam uygu|omo|or| icin ku||on||m05|y|o da deste-
k|enmi§’rir‘ Bu nedenle otel sektsrinin o|ijiJrc1| reklamlarinda benimsenen yaratic s‘rrofeji|erin belirlenmesi ve bu
reklamlarda kullanilan dlkelere o6zgu s*ro*ejﬂerin dikkate alinmasi b[jy[jk onem fo§|mokfod|r. Bunu g6z éniinde
bulundurarak, mevcut calisma, zaman icinde en yitksek marka degerine sahip ilk on otelin (Crowne Plaza,
Double Tree, Embassy Suites, Hampton Inn, Hilton, Holiday Inn, Hyatt, InterContinental, Marriott ve Shan-
gri-La) YouTube soyfo|or|ndo sunduklari dijital video reklamlarinin énceki oro§f|rmo|ordon uyarlanan bir kod
sayfosml kullanarak igerik analizini gergeHeg‘rirmekTedir. Diji‘ro| video reklamlarin betimsel analizleri 1-10 Aralik
2022 tarihleri arasinda MAXQDA 2020'de gerceklestirilmistir. Amacli 6rnekleme yontemi ile Kibris, Makedo-
nya, Polonya, ]sponyo ve Turkiye'de foo|iyef gosteren oteller segi|mi§ ve otellerin toplam 230 adet dijital video
reklami niceliksel olarak igerik analizine tabi *u’ru|mu§‘rur. Genel bu|gu|or, reklamlarin cogdunun ingi|izce o|o|u§u—
nu, tatil ve is gezileri konusunu ele aldigini, 90 saniyeyi gecmedigini ve marka bilinirligini ve imajini artirmayi
omog|oo||§|m g(’js‘rermekfedir. Yaratici reklam erroJreji|eri ogsmdon de@er|endiri|o|i§inde bu|gu|c|r gésfermekfedir
ki o|iji+c1| video reklamlar sinematik anlatim formati kullanilarak o|u§+uru|mu§, on |o|onc|o pop[j|er ve enstrimen-
tal muzikleri ku||onm|§, oteldeki ana hizmetleri gésfermek ClmOCIle yoroh|m|§ ve duyguso| gekici|ik|er ile bece-
ri-odakl etkinliklerden foydo|omrken d|§—ses|eri ku||cmmom|§‘r|r. Ulkeler arasindaki farkhliklar, yapim teknikleri,
reklam gekici|ik|eri, éd(jng ilgi orog|or| ve reklamda yer alan karakterler gibi yaratici reklam stratejilerinin
boyuﬂon ogsmdon ortaya gkrmghr. Bu bo@bmdo, Kibris'in goéun|u|<|o masausti rek|oma||§o, di@er|erinin ise
sinematik anlatima doyond@ ve Kibris'in, go@un|uk|o diéer tlkeler tarafindan benimsenen duyguso| gekici|ik|er—
den ziyode gogun|uk|o hem rosyone| hem de duyguso| gekici|ik|ere bogvurducju géru|m[j§ﬂjr. OdUng i|gi orog|or|
oglsmdon TUrkiye, otel reklamlarinda vomnseverh@in ku||on||m05|\/|o di@er|erinden Fork|||o§m|§, Mokedonyo ve
Po|onyo'o|oki otellerin reklamlarinda en gok hikdye 0n|o+|C|||§| one g|korken, di@er|erino|e beceri-odakli etkinlikler
olarak éne glkm|§f|r. Son olarak reklamlarda yer alan karakterler Po|onyo, isponyo ve TUrkiye'de gog”;un|ul<|o
otel temsilcileri iken, Mokedonyo'do drama karakterleri (siradan), Kibris'ta ise drama karakterleri (siradan)

ve otel temsilcileri o|mu§fur. Ayrica bazi reklamlarin amatérce Ureﬁ|o|i§i ve telif hokk|y|o korunan moferyo”er
kullanilarak YouTube'da paylasildigr da dikkat cekmistir. Sonug olarak, otellerin biiyiik cogunlugunun YouTube
kanallarinda yaratici reklamlar sunmakta basarisiz olduklarini séylemek miimkin gérinmektedir. Bu calisma
ayni zamanda otellerin dijifo| reklamlarini yoroha|||<|or| oglsmdcm ince|eyen (5‘0||§mo|orm eksikh@ini geken lite-
ratirdeki boslugu da doldurmaya calistidi icin ilgili alana katki saglamaktadir. Ayrica belirtmekte fayda var ki
bu calisma, yazarlarin bilgisine goére, otellerin dijital reklamlarini dlkeler arasi bir bakis acisiyla analiz ederek
mevcut trendleri ortaya cikarmak, daha sonraki calismalar icin énerilerde bulunmak ve uygulamaya ve yoneti-
me i|i§kin g||<or|m|or sunmak omQC|y|o yopl|on ilk go||§rnoo||r4
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