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I. INTRODUCTION 

 
Being a developing country in the world, Turkey has an economy consisting of main sectors 
as industry, agriculture and tourism. Among these sectors, tourism has significant 
contributions to Turkey’s GNP and export revenue. Tourism sector first gained importance in 
the 80s and it has followed a continuous improvement over the years. Antalya, also known as 
the Turkish Riviera, is one of the most essential elements of this sector. It has many 
destinations to its visitors, one of which is Alanya. Alanya is an old city that acted as the host 
for civilizations over the ages. Its sources of income are mainly agriculture and tourism. Like 
Turkey, tourism constitutes most of the revenues of Alanya. Therefore, it is a sector that more 
attention should be paid and actions should be taken in order to increase the number of 
tourists and total profit. To increase the number of tourists one may come up with the idea of 
total quality. On the other hand, increasing the profit, while keeping the number of tourists 
constant, can be achieved by efficient use of resources (minimize costs), and increasing the 
average expenditure per tourist (maximize revenues). Assuming that most of the expenditures 
are kept inside the city, the idea leads one to conclude to a new concept of competition: 
“cluster”. The main idea behind cluster is to combine competition and cooperation –and use 
them simultaneously to reach a specified objective, generally, maximizing the revenue. 
 
 
Our project is offered to METU Industrial Engineering Department by Alanya Chamber of 
Commerce and Industry (ALTSO) and our team of four senior students has worked on it. At 
the beginning of the studies, the team had a meeting with the sponsoring organization in order 
to discuss in detail what they are expecting from the project. At that time an initial analysis is 
made in order to understand the existing system. Next, a literature survey is conducted in 
order to learn more about the subject “cluster”. Finally, a quantitative approach is searched 
and applied, and then findings are evaluated in order to generate alternative scenarios as 
proposed methods for solving the problem.  
 
  
Throughout the following sections of this report, the three key concepts will be discussed in 
detail; they are tourism, cluster and Alanya. First of them is the tourism; the importance of 
tourism sector for Turkish economy is highlighted by the help of various statistics. Secondly, 
the cluster concept is discussed. Its historical development, some definitions and examples are 
presented. Finally, the current situation of Alanya is evaluated in terms of economic activities, 
transportation, education, health and communication in the city. A quantitative approach for 
analyzing the cluster structure in Alanya from an ongoing Ph.D. study is introduced and 
applied. Its results and findings are discussed. Finally, the recommendations for the proposed 
method are provided. 
 
 
 
 
 
 
 
 
 
 



i. TABLE OF CONTENTS 
 
i. TABLE OF CONTENTS         1 
ii. LIST OF TABLES          4 
iii. LIST OF FIGURES          5 
I. INTRODUCTION          6 
II. TOURISM           8 
III. CLUSTER           10 
A) DEFINITION OF CLUSTER         12 
B) COMPETITIVENESS         13 
C) EXAMPLES OF CLUSTER         14 
D) CLUSTER AND NETWORK         15 
E) CLUSTER AND SYNERGY          15 
F) CLUSTER AND GAME THEORY         15 
G) NETWORK COORDINATION        16 
IV. ALANYA           18 
A) GENERAL           18 
B) POPULATION          19 
C) TRANSPORTATION         20 
D) HEALTH           20 
E) COMMUNICATION          20 
F) ECONOMIC ACTIVITIES         21 
1. AGRICULTURE          21 
2. TOURISM           21 
G) ORGANIZATIONAL STRUCTURE        24 
1. SPONSORING ORGANIZATION        25 
2. OTHER ORGANIZATIONS          25 
V. ANALYSIS OF THE SYSTEM        27 
A) BOUNDARIES          27 
B) ENVIRONMENT           27 
C) PROCESS DESCRIPTION         28 
VI. PROBLEM DEFINITION         30 
A) SYMPTOMS          30 
1. AEPT           31 
2. NUMBER OF TOURISTS         32 
3. BED CAPACITY          32 
4. OCCUPANCY RATES         33 
5. INVESTMENT           33 
6. QUALITY           34 
7. UNDERUTILIZATION OF COMPLEMENTARY SERVICES & ALTERNATIVE TOURISM 34 
B) SWOT ANALYSIS           35 
1. OPPORTUNITIES          35 
2. THREATS           35 
3. STRENGTHS          36 
4. WEAKNESSES          36 
C) RESULTS           37 
VII. APPROACH          39 
VIII. METHODOLOGY           42 
IX. APPLICATION AND RESULTS        44 
A) QUANTITATIVE RESULTS         44 
1. OVERALL STRUCTURE OF CLUSTERS       45 
2. CENTRALITY AND PRESTIGE        50 
3. SUBGROUPS IN CLUSTER         53 
4. SUMMARY           55 
B) QUALITATIVE RESULTS         56 
X. IMPLEMENTATION          60 
A) UNIDO           60 



B) EUROPEAN BEST PRACTICES        61 
1. BASIC ORGANIZATIONAL PRINCIPLES       61 
2. BUSINESS SUPPORT SERVICES AND ACTIVITIES     63 
3. KNOW-HOW AND COMMUNICATION MANAGEMENT      65 
XI. SUGGESTIONS           67 
A) NETWORK COORDINATOR        67 
B) MEETINGS           67 
C) CO-ORDINATION PROJECTS        68 
D) INFORMATION SYSTEMS         68 
E) TRANSPORTATION         70 
F) ALL INCLUSIVE SYSTEM         70 
G) MARKET NICHES          71 
XII. CONCLUSION          72 
A) Further Study          72 
XIII. REFERENCES          74 
XIV. APPENDICES          76 
APPENDIX 1: Definitions of Cluster        77 
APPENDIX 2: California Wine Cluster       78 
APPENDIX 3: Game Theory          79 
APPENDIX 4: Regional Road Map        82 
APPENDIX 5: Number of Transportation Vehicles in Districts of Alanya   83 
APPENDIX 6: Number of Facilities and Beds      84 
APPENDIX 7: Tourists Visiting Alanya       85 
APPENDIX 8: Professional Committees of ALTSO      86 
APPENDIX 9: Comparison of Alanya and Turkey Based on Average Expenditure per  
Tourist            87 
APPENDIX 10: Ratio of AEPT of Alanya to AEPT of Antalya    88 
APPENDIX 11: Comparison of Number of Tourists Visiting Alanya-Turkey and Alanya-
Antalya           89 
APPENDIX 12: Monthly Occupancy Rates       90 
APPENDIX 13: Number of Accommodation Facilities     91 
APPENDIX 14: Feser’s Proposed Methodology      92 
APPENDIX 15: Dimensions of Measurement      93 
APPENDIX 16: Feser’s Evaluation of Different Analysis Methods    94 
APPENDIX 17: Network Theory Notation and Nomenclature     95 
APPENDIX 18: Detailed Explanation of Selected Methods     97 
APPENDIX 19: Modified Survey        99 
APPENDIX 20: Original Survey        102 
APPENDIX 21: Numerical Definition of Cluster      109 
APPENDIX 22: Adjacency Matrix Example        110 
APPENDIX 23: Methods Used by UCINET in Calculations     111 
APPENDIX 24: Alanya Adjacency Matrix       113 
APPENDIX 25: Alanya Competitor Matrix       125 
APPENDIX 26: Number of Geodesic Paths       126 
APPENDIX 27: Cluster Map for Alanya       138 
APPENDIX 28: Circular Cluster Maps       139 
APPENDIX 29: Degrees of Nodes        143 
APPENDIX 30: Cluster Members Classified       145 
APPENDIX 31: Closeness Values for Cluster Members      146 
APPENDIX 32: Betweenness Values for Nodes      148 
APPENDIX 33: Cliques         149 
APPENDIX 34: Degrees Calculated With Random Weights    150 
APPENDIX 35: Closeness Values Calculated with Random Weights   151 
APPENDIX 36: Steps in Implementation       152 
APPENDIX 37: Suggestions for Handling Obstacles     154 
APPENDIX 38: Communication and Know-how      160 
APPENDIX 39: The IS          161 



ii. LIST OF TABLES 
 
Table 1: Share of Tourism Income in GNP       9 
Table 2: Foreign Visitor Entrances to Turkey      10 
Table 3: Districts of Alanya         19 
Table 4: Population Statistics of Alanya       20 
Table 5: Hospitals and Their Capacities       21 
Table 6: Radio Stations         22 
Table 7: TV Channels           22 
Table 8: Newspapers           22 
Table 9: Average Expenditure per Tourist        24 
Table 10: Share of Tourism Income of Alanya in Turkey     25 
Table 11: Distance from Airport to Sites       36 
Table 12: Competitor Data for Alanya       47 
Table 13: Competitor Data for Bayrampasa      47 
Table 14: Competitor Data for Sultanahmet      48 
Table 15: Competitor Data for Taksim       48 
Table 16: Normalized Degrees for Cluster Members      51 
Table 17: Closeness Values for Nodes       52 
Table 18: Betweenness Values for Nodes       53 
Table 19: Core members of Alanya Cluster       56 
Table 20: Prisoners' Dilemma        81 
Table 21: Nash Equilibrium Concept       82 
Table 22: Number of Vehicles        84 
Table 23: Number of Facilities and Beds in Alanya over Years    85 
Table 24: Monthly Distribution of Tourists Visiting Alanya     86 
Table 25: Professional Committees of ALTSO      87 
Table 26: Occupancy Rates of Facilities by Type      91 
Table 27: Feser’s Evaluation of Analysis Methods      95 
Table 28: Adjacency Matrix         111 
Table 29: Alanya Adjacency Matrix, Left Part      114 
Table 30: Alanya Adjacency Matrix, Middle Part      118 
Table 31: Alanya Adjacency Matrix, Right Part      122 
Table 32: Competitor Matrix of Alanya       126 
Table 33: Number of Geodesic Paths between Nodes, Left Part    127 
Table 34: Number of Geodesic Paths between Nodes, Middle Part   131 
Table 35: Number of Geodesic Paths between Nodes, Right Part    135 
Table 36: Degrees of Nodes         144 
Table 37: Customer Type Members         146 
Table 38: Supplier Type Members         146 
Table 39: Transmitter Type Members       146 
Table 40: Closeness Values for Nodes       147 
Table 41: Betweenness Values        149 
Table 42: Cliques          150 
Table 43: Degrees of Nodes         151 
Table 44: Closeness Values of Nodes       152 
 
 
 
 
 
 
 
 
 
 
 



iii. LIST OF FIGURES 
 
Figure 1: Share of Alanya in Tourism Income       8 
Figure 2: Number of Foreign Visitors to Turkey      9 
Figure 3: Tourists Visiting Antalya and the Rest of Turkey    18 
Figure 4: Comparison of Alanya and Antalya’s Populations    19 
Figure 5: Tourists Visiting Alanya vs. the Rest of Antalya     22 
Figure 6: Number of Beds versus Years        22 
Figure 7: Number of Tourists versus Months      23 
Figure 8: Share of Tourism Income of Alanya in Turkey for year 2001   24 
Figure 9: Organization Chart of Alanya Chamber of Commerce and Industry   25 
Figure 10: Black Box Representation of Alanya      28 
Figure 11: Average Earning per Bed       33 
Figure 12: Anatomy of the Californian Wine Cluster     78 
Figure 13: Regional Road Map        82 
Figure 14: AEPT Comparison: Alanya vs. Turkey      87 
Figure 15: Ratio of AEPT of Alanya to AEPT of Antalya     88 
Figure 16: Number of Tourists Visiting Alanya and Turkey Compared   89 
Figure 17: Number of Tourists Visiting Alanya and Antalya Compared   89 
Figure 18: Change in Number of Accommodation Facilities    91 
Figure 19: Feser's Methodology        92 
Figure 20: Cluster Map for Alanya        138 
Figure 21: Cluster Map for Alanya        139 
Figure 22: Cluster Map for Bayrampasa       140 
Figure 23: Cluster Map for Sultanahmet       141 
Figure 24: Cluster Map for Taksim        142 
 
 
 
 


