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absTraCT

This thesis analyses urban tourism in Istanbul from the point of view of urban 
studies. Urban tourism is analysed by examining urban regeneration, mega-events 
and city marketing and branding and the impacts of these in the city of Istanbul 
between 2007 and 2011. The main argument of the thesis is the following: urban 
tourism is a complex phenomenon that is not limited to the business of providing 
services for people on holiday. Several aspects of urban tourism are closely connected 
to urban development, thus calling for an urban studies point of view. Case studies 
on Istanbul and a comparation between tourism promotion strategies in Helsinki 
and Istanbul give empirical evidence to support this argument. 

The main body of the thesis consists of four scientific publications. The first 
article analyses the development of cultural tourism projects in Istanbul and the 
connections between tourism business and urban regeneration policies at the time 
when Istanbul prepared strategies to become the European Capital of Culture. 
Tourism-led urban regeneration projects did not only led to the growth of number 
of tourists but also revived deindustrialised landscape. The article also examines the 
role of the mega-event of the European Capital of Culture in the transformation of the 
built environment in Istanbul in general. The second article, drawing on the analysis 
of locals’ perceptions and activists’ vision towards tourism-led urban regeneration, 
investigates locals’ resistance against tourism-led regeneration project in Sulukule, a 
historical neighbourhood of Istanbul. The article analyses the formation, structure, 
mobilisation and activities of an emerging urban social movement, the Sulukule 
Platform. The article demonstrates that tourism-led regeneration projects in 
a deteriorated residential area can have negative economic, spatial, social and 
cultural impacts. The third article compares tourism promotion strategies in two 
European cities, Helsinki and Istanbul. The article examines ‘the selling points’ used 
in the cities’ tourism promotional campaigns and published materials. Introducing 
tourism promotion materials as significant tools of city marketing, the article studies 
different contextual meanings of similar selling points in these two cities. The fourth 
article is a case study of city branding in Istanbul during the European Capital of 
Culture event in 2010. Drawing on analysis of representations in tourism promotion 
materials through content analysis and semiotic analysis, the article identifies the 
main components of Istanbul’s city brand and presents how tourism promoters 
used ‘religion’ as a key theme in the branding processes.
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1 inTrodUCTion

Over the last few decades, the role of international tourism in cities has increased 
remarkably. Tourism, one of the world’s fastest growing industries, has become 
a new revenue generator for cities and a significant sector in urban economies. 
This new industry has compensated the older manufacturing industry and changed 
urban policies from giving sites for locating industries into attempts to attract 
mobile tourists. Development of tourism sites has accelerated urban regeneration 
and provided opportunity and legitimisation for flagship development projects. 
Competition among cities has been increased as city officials attempt to market 
their cultural heritage and compete in regional and global tourism markets.

Profits made through tourism and the economic, spatial, social and cultural 
impacts of the tourism industry have caught the interest of scholars. Urban tourism 
as a complex research area is studied from the point of view of several disciplines: 
sociology, economics, history, political science, public administration, urban studies, 
literature, cultural studies, anthropology and ethnography, in addition to hospitality 
research, architecture, city planning, management and marketing, environment 
studies and geography.  

Istanbul, a rapidly developing metropolis and the financial and cultural centre 
of Turkey, is a popular tourist destination. In order to attract tourist, the city of 
Istanbul has formulated policies and initiated redevelopment projects. Although 
the city has always enjoyed a fair share of national tourism revenue, until recently it 
lacked an urban marketing strategy designed particularly to attract tourists. Turkey is 
famous for its warm climate, sandy beaches, clean bays, ancient cities and historical 
heritage and the earlier tourism campaigns focused on these. In tourism promotion, 
cities received secondary attention compared to non-urban features such as nature, 
antiquity and resorts. However, increasing numbers of tourists in Istanbul have 
called for new tourism promotion strategies and ‘urban culture’ has recently become 
a dominant element in tourism marketing and promotion. Consequently, for the 
first time in Turkey, a city developed its own urban tourism strategies, focusing on 
urban cultural heritage rather than national heritage related to ruins and beaches.

City officials quickly grasped this opportunity and begun exploiting Istanbul’s 
historical and architectural heritage in order to attract more visitors and investment. 
They tried to catch the attention of international audience by arranging mega-events 
(e.g. The Istanbul European Capital of Culture event in 2010) and renewing urban 
neighbourhoods. Such tourism-led urban regeneration reshaped the cityscape and 
particularly the places visited by the tourists. New tourist sites were designed to please 
the ‘tourist gaze’. Between 2000 and 2013, many regeneration projects took place 
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in former industrial zones, central business districts, waterfronts and particularly in 
the city centre. Although some of these projects helped to conserve urban heritage 
in Istanbul, they also caused evictions and displacement that generated protests. 
Eventually, protests evolved into neighbourhood-based urban social movements 
resisting tourism-led urban regeneration.  

This thesis analyses urban tourism from multiple perspectives. The case is 
Istanbul between the years 2007 and 2011. This introduction presents the aims, 
research questions and a brief summary of articles. After this, the theoretical 
framework of this urban tourism study is introduced. The third chapter surveys, 
urban tourism in Istanbul from the point of this theoretical framework. In the fourth 
chapter, key arguments and findings of the case studies are presented. The methods 
used and data collected are introduced in the fifth chapter. The main argument of 
the thesis is explained in the sixth chapter. The conclusion discesses the limitations 
of the study and suggests some topics for research.

1.1 Aims And ReseARch Questions

The overall aim of this thesis is to analyse urban tourism from several perspectives, 
with Istanbul as a main case. The perspectives and research questions are:

1- Analysing urban tourism as an economic, social, spatial and cultural 
phenomenon. 

2- Developing a multidisciplinary framework for urban tourism studies 
consisting of analysis on urban regeneration, mega-events, city marketing 
and city branding and impacts of urban tourism, and combining urban 
studies and tourism studies.

3- Analysing both positive and negative effects of urban tourism and 
examining the tourist city profile of Istanbul.

4- Comparing tourism promotion strategies of two peripheral cities of Europe 
(Helsinki and Istanbul).  

In analysing urban tourism, the thesis focuses on several topics through the 
following research questions: What are the impacts of the European Capital of 
Culture on urban tourism and urban regeneration in Istanbul (The article I)? What 
are the consequences of tourism-led urban regeneration (The article II)? How was 
tourism promotion practiced (The article III)? What are the major elements of city 
branding in Istanbul (The article IV)?
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1.2 BRief summARy of the ARticles

The thesis consists of four scientific articles: a paper published in a conference 
compilation (article I) and three articles published in peer-reviewed international 
journals. The article I, which is co-authored, is relatively short and rather descriptive 
(unlike the three analytical articles). It deals with the impacts of European Capital of 
Culture (ECOC) on urban tourism and urban regeneration projects in Istanbul and 
the effects of these projects on the city’s intangible cultural heritage. It also explores 
some of the basic concepts of this study such as tourism-led urban regeneration, 
bulldozer renewals of urban space, mega-events and city branding, which are used 
in other three articles. The questions and results of the articles are summarized in 
the following:

The article I, “Cultural Tourism as a Tool for Urban Regeneration in Istanbul,” 
introduces the rise of cultural tourism and analyses tourism-led urban regeneration 
process in Istanbul. The article asks whether sustainability and profitability are 
compatible with aims of urban regeneration and cultural policies. Furthermore, 
the article critically examines the role of the European Capital of Culture event in 
physical transformation of Istanbul.

The article II, “An Urban Social Movement Challenging Urban Regeneration: 
The Case of Sulukule, Istanbul,” examines resistance against tourism-led urban 
regeneration in a Romani neighbourhood, located in the historical centre of Istanbul. 
The article analyses how an urban social movement was organized and mobilized to 
stop evictions, prevent displacement, alleviate poverty and decrease stigmatization 
of neighbourhoods. 

The article III, “Urban Tourism Promotion: what Makes the Difference?,” 
compares tourism promotion in two peripheral cities of Europe, Helsinki and 
Istanbul. The article studies what kinds of selling points were used in their tourism 
promotion materials. The article analyses the meaning of these selling points and also 
discusses how Helsinki and Istanbul are marketed through various representations.

The article Iv, “Branding Istanbul: Representation of Religion in Tourism 
Promotion,” explores city branding in Istanbul during the European Capital of 
Culture event in 2010. This article introduces and discusses the components of 
Istanbul’s city brand and identifies how tourism promotors used ‘religion’ as the 
main theme in branding Istanbul.
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2 Urban ToUrism researCh: TheoreTiCal   
 framework

Urban tourism research is a young field of study. Since the late 1980s, when 
Ashworth (1989) first analysed the urban tourism phenomenon as a distinct 
research field, several scholars have added new dimensions and theoretical 
contributions to this vast area of research. For example, Ashworth and Voogd 
(1990) introduced the concept of the “tourist-historic city,” and for the first time 
developed a framework for urban tourism ranging from a city’s cultural heritage to 
planning and management, and from conservation to marketing. Burtenshaw et. al. 
(1991) discussed how residents and users (tourists) treated cities in a different and 
sometimes contradictory manner. Similarly, Urry (1990) and Featherstone (1991) 
focused on tourist consumption and tensions between the locals and visitors. Later 
studies in the 1990s expanded the scope of urban tourism research. Law (1992), Teo 
and Huang (1995) and Fainstein and gladstone (1999) established links between 
urban tourism and urban regeneration/conservation, while Urry (1995) and Judd 
(1999) concentrated on the change in the physical environment and the creation of 
spaces for tourism purposes. Furthermore, Parlett et. al. (1995) analysed impacts of 
urban tourism, while Roche (1992) first mentioned the connection between urban 
tourism and mega-events. Paddison (1993) and Bramwell and Rawding (1996) 
associated city marketing and city branding with the development of urban tourism. 
The literature on urban tourism continued to grow in the 2000s and gained several 
new dimensions. For example, gotham (2005) discussed how urban tourism has 
become a catalyst for gentrification, while vanolo (2008a) and Richards (2011) 
analysed the urban tourism phenomenon in the context of creativity and the concept 
of the ‘creative class’.

The growth of urban tourism topics can be seen in academic journals, both in 
urban studies journals (e.g. International Journal of Urban and Regional Research, 
Cities, Urban Studies, City) and tourism studies journals (e.g. Annals of Tourism 
Research, Tourism Management, Current Issues in Tourism, Journal of Travel 
Research). In the last decade, three crucial developments in the literature deserve 
mention. First, studies introducing general guidelines and holistic analyses of urban 
tourism linking the phenomenon with several sub-themes (e.g. cultural heritage, 
urban regeneration, transportation systems and urban images) noticeably increased 
(see Page and Hall, 2003; Hoffman 2003; Selby, 2004; Hall, 2013). Second, an 
interest in urban tourism methodology grew (see Pearce 2001; Edwards et al., 2008; 
Ashworth and Page; 2011). Third, the 2000s also saw an increasing amount of case 
studies focusing on particular aspects of urban tourism. 
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Several processes have coincided with the growth of urban tourism.  These are 
the processes of globalisation, deindustrialisation and urbanisation. First, the free 
movement of capital, labour, goods and services has led to the increasing importance 
of cities as financial, services and entertaining centres. These centres with various 
facilities and amenities have not only attracted business people and expatriates, but 
also visitors. As tourist flows to cities increased, cities began developing cultural and 
convention centres, building fancy shopping malls and arranging mega-events to 
attract even more tourists. In addition to these global trends, regional developments 
and the integration of separate markets have a roleto play. In the case of Europe, 
the establishment of the Schengen Area facilitated easy border crossings. It is no 
wonder to see the increase of the number of low-cost airlines and cruise trips 
taking advantage of this mass movement of people and thus further enhancing 
the frequency of travels (see Bottà, 2010).

Second, deindustrialisation created conditions for urban tourism. Decline of 
industrial production not only influenced the nature of employment, investments 
and the ‘urban way of life’, but also left behind former industrial landscapes with 
factories, docks and, railway tracks. These abandoned spaces were redeveloped 
to serve new flourishing culture and tourism industries. Former industrial areas 
were converted into spaces for housing, shopping and entertaining all of which 
contribute to urban tourism (Law, 1992; Sassen and Roost, 1999; Urry, 1995). 
Deindustrialisation changed the use of buildings (e.g. Battersea, London), gentrified 
neighbourhoods (e.g. the French Quarter in New Orleans, see gotham, 2005) or 
influenced the whole city (e.g. Edinburgh, see Prentice and Andersen, 2003).

Thirdly, urbanisation has an impact on urban tourism. The relationship between 
‘cities’ and ‘tourists’ is not new. Since the foundation of the very first cities in 
Mesopotamia, urban centres with opportunities of trade, production, education, 
culture, art and entertainment have been amongst the most significant destinations 
for visitors (Karski, 1990; Edwards et al, 2008). However, despite some early 
attempts - like the grand Tour (during the Enlightenment Age, European travellers 
of noble birth were keen to visit Italy to see and observe the legacy of Renaissance on 
site) -, ‘modern tourism’ has a relatively short history in cities. Tourism as it is known 
today is a product of several ‘modern’ features, including clear-cut separation of 
work and leisure, technological developments in communication and transportation, 
changed meaning of culture, art and entertainment as consumption, as well as the 
emergence of travel agencies and other means to facilitate travelling (such as online 
bookings and last-minute deals). Urbanisation, as urban scholars told us, created 
a particular urban mentality that is not rooted in any locality and needs constantly 
new excitement and urbanization as a material force created ‘urban attractions’ to 
visit.. What we can call ‘urban attractions’ are mostly either products of urban growth 
and urban economic development: landmarks and iconic buildings, historical city 
centres and ancient cities. 
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2 Urban Tourism Research: Theoretical Framework

2.1 defining uRBAn touRism

The United Nations World Tourism Organization (UNwTO, 2013) defines tourism 
as “an economic and social phenomenon driving people (tourists) who travel to and 
stay in places outside their usual environment for not more than one consecutive 
year for leisure, business and other purposes not related to the exercise of an activity 
remunerated from within the place visited”. This brief definition specifies the nature, 
purpose, time period, actors and activities of tourism. What is urban tourism? 
Researchers agree that urban tourism is a complex phenomenon consisting of 
diverse set of activities and depending on many factors (see Ashworth and Page, 
2011; Pearce, 2001¸ Daskalopoulou and Petrou, 2009). The European Commission 
(EC) defines urban tourism as “the set of tourist resources or activities located in 
towns and cities and offered to visitors from elsewhere” (EC, 2000: 21).  Several 
scholars pay attention to ‘the location’ and analyse urban tourism as tourism in 
cities (see Law, 1993; Page, 1995; Selby, 2004). Nevertheless, one aspect of the 
tourism phenomenon indicates that urban tourism needs more than location-based 
definition. As Ashworth and Page (2011: 2) state, “adding the adjective urban to 
the noun tourism locates an activity in a spatial context but does not in itself define 
or delimit that activity.” Tourists in cities may visit museums, admire architecture, 
but also enjoy spas and well-being services that are the kind of activities we do 
not find only in cities.  . Accordingly, what Gilbert and Clarke (1997: 345) write 
deserves mention: 

“… it may also be said that ‘urban’ can be interpreted as a type, or 
related types of activity, typifying the holiday rather than its spatial 
setting only. In fact the focus of ‘urban tourism’  is  the  study of the  
interrelationships between  tourism,  in  its  many shapes  and  guises,  
and the  urban  environment”.

Paradoxically, urban tourism activities can be observed even in non-urban areas. 
According to Edwards et al. (2008:1033), “[u]rban tourism is distinguishable from 
other forms of tourism by a number of features which, while they are not applicable 
to all urban destinations and may be applicable to some non-urban destinations, 
characterize urban tourism destinations as a whole”.

We can conclude that urban tourism is a complex phenomenon in which ‘urban’ 
does not only refer to the destination of tourism but a set of activities. It is a special 
type of tourism, covering mostly inner-city visits and consisting of activities such as 
visiting neighbourhoods of historical and architectural value, participating in culture 
and art events (festivals, concerts, exhibitions and conventions) and mingling with 
different ways of life which are considered ‘urban’. given the complexity of the 
definition of urban tourism, urban tourism research has a variety of topics to explore: 
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urban regeneration, mega-events, city marketing and branding, and the impacts 
of these strategies.  The next section introduces these strategies and their impacts.

2.2 uRBAn touRism: stRAtegies And impActs

As discussed in the previous section, urban tourism is a multifaceted phenomenon. 
Ashworth and Page (2011) introduce a framework to analyse this complex 
phenomenon. In their framework, urban tourism research covers several ‘sub-
themes’ (transport and infrastructure, management and planning, cultural agendas, 
sustainability, typologies of tourist cities, urban regeneration, visitor perception and 
satisfaction etc.). They argue that understanding urban tourism demands a wider 
social science approach, particularly in the field of urban studies. Scholars have 
usually focused on one or two aspects urban tourism and analysed, for example, 
mega events designed to attract tourists. In order to avoid a narrow understanding 
of a complex phenomenon and following the advice of Ashworth and Page, I analyse 
urban tourism by investigating four topics: urban regeneration, mega-events, city 
marketing and branding, and the impacts of these. My point of view is that of 
urban studies (rather than analysing hospitality industry or tourism management) 
and I analyse urban tourism as a socio-economical and cultural phenomenon. In 
my analysis, I also draw from tourism research, thus this study explores the links 
between tourism research and urban studies.

2.2.1 uRBAn RegeneRAtion

Urban regeneration can be traced back to the mid 19th century, to the urban 
development programs of Baron Haussmann in Paris. Urban regeneration (the terms 
urban renewal, urban transformation, urban revitalization, urban redevelopment 
are used interchangeably) can be defined as reconstruction or rehabilitation of 
impoverished neighbourhoods or districts. The objectives of urban regeneration can 
range from building new centres (for business) to conservation, from reuse of former 
industrial areas to ‘cleaning up’ slums or deteriorated neighbourhoods. The impacts 
of urban regeneration are equally varied and consist of different consequences 
for different groups of people. For example, an urban regeneration project may 
consolidate the neighbourhood’s economy by boasting commercial activities and 
increasing property values for the benefit of the property owners, whereas the poor 
may face voluntary (due to the increasing rents) or involuntary displacement (due 
to the ‘accumulation by dispossession’). 

Urban regeneration for tourism purposes is relatively new. Expected tourism 
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revenue has incited decision makers to conserve ‘heritage’buildings and districts and 
market these for tourists (see Law, 1993; Page, 1995). In recent years tourism has 
become one of the main motivations for urban regeneration, particularly in the inner 
city areas abandoned by industries and left behind an obsolete built environment 
(see Harvey, 1989; Law, 1993, Karski, 1990).  In Europe, several cities such as 
Barcelona, Glasgow and Bilbao have become models showing how a city can turn 
to a tourist magnet by following urban regeneration strategies. Consequently, more 
and more cities have begun to invest in building hospitality facilities, cultural and 
convention centres, museums, landmarks, entertainment and sports facilities in 
order to attract tourists and to please ‘the tourist gaze’ (see Urry, 1990). This can 
be called tourism-led regeneration. 

Urban regeneration also paves the way for the development of tourist zones 
(e.g. ‘old towns’ in Europe or ethnic neighbourhoods such as Chinatowns in the 
North America). The creation of such zones is expected to contribute to the urban 
economy and become financially beneficial for locals. 

Tourism-led urban regeneration projects, however, have their dark side. They 
may increase urban segregation and divisions in cities. For instance, while tourist 
areas are kept clean, secure and free from ‘undesirables’, physical decay, anomie or 
criminal activities in other parts of the city may prevail  (Fainstein and gladstone 
1999). Tourism-led urban regeneration projects may also cause displacement and 
eviction of locals, particularly in inner-city areas with historical and architectural 
value. Displacement may occur when tenants cannot afford rising rents, or by force 
when the local government expropriates the land. Urban regeneration projects can 
also cause anxiety and fear among local residents and trigger protests and lead to 
rise of urban social movements. 

2.2.2 megA-events 

Mega-events or hallmark events are large scale temporary events consisting of a 
single major activity (e.g. World Fairs) or series of activities (e.g. Olympics). Several 
activities of high reputation such as forums and summits (e.g. NATO Summits, g-8 
Summits), sports activities (e.g. Summer and Winter Olympics, FIFA World Cup, 
Formula 1 Races), exhibitions and fairs (e.g. Frankfurt Book Fair), festivals (e.g. 
Cannes Film festival, Edinburgh Music Festival) and series of cultural activities (e.g. 
European Capital of Culture) are also considered mega-events. 

Mega-events in cities are not entirely novel. In the pre-industrial ages, cities had 
hosted mega-events including pagan festivals and Pre-Christian rituals.  Feasts and 
sporting events occurred in ancient Mesopotamia, China, India, Greece and Rome. 
Feasts of saints, carnivals, coronations, military parades and victory celebrations 
can also be regarded as mega-events. 
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Today mega-events transform cities and are used as opportunities to facilitate 
and legitimize urban regeneration, to redevelop the built environment and to 
build new facilities and amenities such as stadiums and other sports facilities, 
theatres, museums, new means or routes of transportation, community centres, 
accommodation facilities, culture and convention halls, and congress centres (Roche, 
1994; Sanders, 1992; Bailey and Robertson, 1997). Mega-events are expected to 
contribute to the urban economy by generating revenue and new opportunities of 
investment, as well as employment (Hall and Hodges 1996; getz, 1997). 

Previous studies have demonstrated that mega-events not only generate revenue 
but also contribute to city branding, identity building and city’s image (Hall, 1992; 
Paddison, 1993; Holcomb, 1999; Richards and Wilson, 2004; Smith, 2005; Zhang 
and Zhao, 2009; Kolamo and Vuolteenaho, 2013). Particularly, Olympics and World 
Fairs are considered as a key to global recognition and consequently tourist attraction 
(Burton, 2003). More importantly, mega-events can pave the way for combining 
and unifying previous city marketing efforts under a coherent city branding policy 
and a single city brand. 

According to Richards and Palmer (2012), success of mega-events depends on 
several factors such as an urban coalition consisting of wide network of stakeholders, 
public and private bodies, NgOs and participating citizens, adequate funding, 
presence of a group of experts, alongside careful planning and management of 
events, selecting the ‘right’ audience, effective use of marketing tools and the use of 
media in promotion. Although only a few cities have the capacity to organize events 
of large scale, every city can use its assets and create its own events. An interesting 
case is the village of Bunol in Spain, which is famous for its annual ‘tomato throwing 
festival’. Europe’s tourist magnets like Barcelona, Amsterdam or venice invest to 
create their particular events. For example, according to Pablo (1998), less than 
15% of the current events in Barcelona are more than 25 years old; the rest are 
either ‘invented’ or ‘revitalized’ former events (e.g. the city’s La Merce Festival).

Although popular, imported strategies or imitating the model of ‘successful’ cities 
may not necessarily produce intended outcomes. What works for some cities may 
not work for other cities (Richards and Palmer, 2012). The ‘success’ of Los Angeles 
(1984 Summer Olympics), Barcelona (1992 Summer Olympics) and Glasgow (1990 
European Capital of Culture) may not be repeated in other cities. Instead of success, 
mega-events can produce debts (like the Montreal 1976 Summer Olympics) and 
contribute little to urban tourism (like Vilnius 1999 European Capital of Culture in 
Lithuania). Mega-event strategy can also be a risky investment and its benefits to 
the city may be intangible (Burbank et al., 2002).  The facilities built for the mega-
event may be abandoned after the event took place (like the Beijing 2008 Summer 
Olympics). In some cases, the bidding process or hosting of a mega-event may even 
cause resistance (e.g. ‘bread not circus’ theme during Toronto’s Olympic bid in the 
1990s, see Hiller, 2000), displacement of working classes (Olds, 1998) and problems 
of democratic legitimacy in terms of citizen participation (Burbank et al., 2002).
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2.2.3 city mARketing And BRAnding

City marketing is among the most significant instruments used to boost urban 
tourism. The research on city marketing is also one of the most studied urban 
strategies in the urban tourism literature. Many urban and tourism researchers are 
interested in how cities are promoting themselves to attract tourists. It is interesting 
to note that tourism scholars use concepts like destination marketing (Richie and 
Richie, 2002; Connell, 2005, Pike, 2012) and destination branding (Hall, 1999; 
Ooi, 2004; Henderson, 2007), whereas urban studies scholars use concepts such 
as city branding (Kavaratzis, 2004; Zhang and Zhao, 2009; Dinnie, 2011), urban 
branding (greenberg, 2000; Vanolo, 2008b; grodach, 2009) and image building 
(Paddison, 1993, Francaviglia, 1996; Hauben et. al., 2002). Tourism scholars often 
adopt a demand-side approach and focus on perceptions and satisfactions of tourists 
and locals whereas urban studies scholars use both demand-side and supply-side 
approaches; they analyse not only people’s perceptions and satisfaction but also 
study how tourism strategies are produced and implemented. Both approaches 
often confuse two connected but different terms: city marketing and city branding.

City marketing, in the widest sense, is the sum of activities aiming at the promotion 
of a particular place. Early research on urban tourism demonstrated that creating 
positive images for cities is a significant step to attract tourists (Ashworth and voogd, 
1990; Law, 1993, Kotler et. al. 1993). In the 1990s, city marketing became a common 
urban policy tool for promotion of tourism. Adopting ‘entrepreneural city’ strategies 
has provided new tools of management and marketing for city officials to market 
their cities. Declining industrial cities (Liverpool, Manchester, Barcelona, Berlin, 
Bilbao, Turin etc.) have marketed themselves using the ‘positive’ images of vibrant 
urban life, culture and creativity to replace ‘negative’ associations connected to 
industrial cities. Because “the application of place marketing is largely dependent on 
the construction, communication and management of the city’s image” (Kavaratzis 
and Ashworth, 2005: 507), cities either exploit their distinctive features (e.g. Beatles 
for Liverpool or Manchester United Football Team for Manchester) or they invest 
in art, culture and sports (e.g. Guggenheim Museum in Bilbao, 1990 European 
Capital of Culture, Glasgow, 1992 Summer Olympics in Barcelona). Some cities 
invest in city marketing to overcome other type of negative images stemming from, 
for example, civil wars (e.g. Beirut), ongoing conflicts and tensions (e.g. Jerusalem 
or Belfast) or natural disasters (e.g. New Orleans). In doing so, features such as 
safety, cleanness, quality of services, culinary scenes and city symbols are repetitively 
used in promotional campaigns. 

Tourist flock to few cities with distinctive image have led to a worldwide 
adaptation of city marketing strategies and city branding has emerged as a distinct 
and sophisticated field of city marketing and policy tool. However, city marketing 
has its limits. According to Kavaratzis (2004), although city marketing policies deal 
with the city’s image, they fail to define what is the ‘city product’, to affect the city’s 
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market and understand the preferences of consumers Cova (1997: 20) suggests that 
the aims of city marketing are to identify the cultural meanings and images; whereas 
“branding endows a product with a specific and more distinctive identity”. Thus, 
city branding provides “a base for identifying and uniting a wide range of images 
intended for the city and meanings attributed to the city in one marketing message, 
the city’s brand (Kavaratzis, 2004: 63). Branding not only provides a starting point 
for city marketing but also a framework and a practical approach to manage the 
city’s image (Kotler et. al. 1993).  More importantly, city branding policies, unlike 
city marketing, not only deal with attracting inbound investment and visitors, but 
also influence community development and city’s identity perceived by locals.  

Given these differences, city branding can be defined as a particular city 
marketing strategy designed to achieve a competitive edge over other cities and to 
create a coherent city brand for both visitors and locals. City branding strategy is to 
represent distinctive and unique, ‘interesting’, ‘attractive’ and ‘interesting’ features of 
cities (see grodach, 2009; Hospers, 2009; Kavaratzis and Ashworth, 2005; 2007; 
Ooi, 2011). City branding campaigns often use designed logos, catchy slogans and 
captivating phrases emphasize the city’s economy, socio-cultural features, history, 
and architecte in order to mould people’s perceptions of the city (see Kavaratzis 
and Ashworth, 2005; 2007; Smidt-Jensen, 2006; Zhang and Zhao, 2009). Some 
scholars claim that the significance of the logo is overestimated and argue that it 
is useful only when it is connected with the branding strategy (see Ashworth and 
Kavaratzis, 2009; Hospers, 2011).

Cities have not equal resources and capacities for branding themselves. First of 
all, some cities have easily identifiable images and they better stick in people’s mind. 
For example, Paris and venice are known for romance, New York and Berlin for 
diversity, Los Angeles and Rio de Janeiro for entertainment, Singapore and Tokyo 
for modernity, washington and Moscow for politics and Stockholm for science 
(see Zhang and Zhao, 2009). Furthermore, the built environment (e.g. landmarks, 
districts, iconic buildings and symbolic structures) and famous personalities (e.g. 
Gaudi and Barcelona, Kafka and Prague) can make cities identifiable and result in 
global fame (Anholt, 2006; Ashworth, 2009; Hospers 2011). If a city lacks such 
features, it is generally hard to brand it (Hospers 2011). In such cases city branding 
is like gambling; there is no guarantee that a city brand (e.g. Barcelona, Bilbao or 
New York) will work. According to Anholt (2006; 2007), advertising and marketing 
can even be a waste of time and money; it can be useless because it is hard to 
make a bad city look good.  Anholt (2008: 11) also underlines that “there is a big 
difference between observing that places have brand images and claiming that 
places can be branded, which is an excessively ambitious, entirely unproven and 
ultimately irresponsible claim”.
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2.2.4 impActs of uRBAn touRism

The fourth topic of this study concerns the impacts of urban tourism. Before 
classifying and briefly discussing impacts of urban tourism, three points deserve 
mention. First, impacts of tourism upon cities are often overestimated. Even in the 
world’s most visited cities such as Paris, London or New York; tourism revenue 
remain marginal and relatively less important to other urban industries (see 
Ashworth and Page, 2011). Second, tourist activities and tourism development often 
occur in areas that become contested (Fainstein and gladstone, 1999) or only in few 
districts. Third, urban tourists visit places with multiple purposes such as heritage 
sites, residential areas and retail/entertainment precincts (Edwards et. al, 2008). 
Therefore it is difficult to separate the use of these places by tourists and locals. In 
most cases, even contested tourist areas can serve non-tourist interests. Although 
main tourist activities can concentrate on particular districts, the city remains 
multi-functional, hosting overlapping uses of tourists and locals (see Ashworth 
and Tunbridge, 2000). It is also difficult to distinguish between “tourist, day-tripper 
and resident” (Ashworth and Page, 2011: 13). 

This thesis analyses three major impacts of urban tourism: economic, spatial 
and socio-cultural impacts. These impacts are not necessarily exclusive but they 
are interrelated phases of tourism developments.

First, urban tourism has economic impacts. According to Ashworth and Page 
(2011: 9) “economic impacts of tourism upon the city, whether positive or negative, 
still dominate other more recently considered, social, political or environmental 
impacts”. Therefore it is not surprising that much of tourism research has focused 
on studying economic impacts. Optimistically, urban tourism is hoped to generate 
revenue and to create new opportunities of investment and employment (see Law, 
1993: 601-606; Davidson and Maitland, 1997; Swarbrooke, 1999, 2000). However, 
economic impacts are not always positive. Tourism-led investments may cause 
increase in land and property values (see gilbert and Clark, 1997) and consequently 
trigger a struggle for land ownership. Increases in the costs of housing, services and 
goods (first in tourist zones, later city-wide) are other negative outcomes for locals. 
Tourism policies may damage economic activities that are crucial for local residents.

Still another economic problem stems from the nature of the tourism industry. 
The industry often employs easily replaceable unskilled or semi-skilled labour. The 
jobs are often temporary and the employment rate in the tourism sector fluctuates 
from season to season (see Aykaç, 2009). This creates an imbalance in the urban 
economy, particularly in cities where tourism is one of the major revenue generators. 
Furthermore, the tourism industry is highly fragile. Even long term investments in 
urban tourism may turn into a financial loss due to economic crises (e.g. Athens), 
natural disasters (e.g. New Orleans’s Hurricane Katrina), international terrorism 
(e.g. 9/11 in New York), and armed conflicts (e.g. Beirut). 
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Second, urban tourism has significant spatial impacts. Urban regeneration 
projects carried out to please tourists can change neighbourhoods, streets, and 
building blocks. City officials and developers can even use tourism as excuse 
and legitimation to transform the cityscape. According to Edwards et. al. (2008) 
tourism provides incentives for conservation of the cultural heritage, encourages 
higher standards of planning, improves the quality of public spaces and helps to 
develop more recreational areas for both tourists and locals. Yet, spatial impacts of 
urban tourism are also not always to the benefit of locals and they can contest the 
changes produced by tourism-led urban regeration. Tourism activities are unevenly 
distributed in cities; city centres and particular districts often get the lion’s share. 
Within the geographic proximity of tourist areas, the quality of public services is of 
higher standards, streets and buildings are better-ordered and better maintained. 
These spaces can be historical places with cultural and architectural significance; 
they may be centres of culture or genuine life styles of particular ethnic groups 
(Teo and Huang, 1995; Yeoh and Huang, 1996) or sacred-religious places (Pearce, 
2001; gelbman and Ron, 2009). Different from the other parts of the city, such 
areas may enjoy private police and video surveillance to keep the security level high, 
but perhaps also “to keep undesirables out of touristic compounds and reserves” 
(Fainstein and gladstone, 1999: 31). The establishment of such intra-urban borders 
may require a ‘cleaning up’ process if there are ‘undesirable’ elements within the 
designed tourist space. The cleaning up is acted out through gentrification policies 
and urban regeneration projects (see Thorns, 2002; gotham 2005). Tourism-led 
regeneration projects can cause displacement of people and resettling them in the 
neighbourhoods where economically and socially vulnerable dwellers live (Harvey, 
2008). 

Third, urban tourism has socio-cultural impacts. According to Pizam and Milman 
(1984: 11) socio-cultural impacts of tourism are “the  ways  in  which tourism  
is  contributing  to  changes  in  value  systems,  individual behaviour,  family  
relationships,  collective  lifestyles,  moral  conduct,  creative  expressions,  traditional  
ceremonies  and  community  organization”. The research on socio-cultural impacts 
employs demand-side analysis to understand tourist-host relationships and 
perceptions and attitudes of the locals towards the tourism development. Despite 
a few exceptional studies on how tourism contributes community development, 
civic pride and quality of life in cities (see Law, 1993; Belisle and Hoy 1980), the 
majority of studies focus on negative aspects of socio-cultural impacts (see Haley 
et al., 2005 for literature review) such as alcoholism, drug addiction, vandalism, 
sexual harassment and brawls (see Haralambopoulos and Pizam, 1996; gilbert 
and Clark, 1997; Tosun, 2002). The findings of these studies remain case-specific 
because of the specific nature of the culture and place. 

Socio-cultural impacts of urban tourism can go beyond individual encounters 
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and socio-cultural clashes between the host community and tourists. In some cases, 
promoting tourism activities in a particular zone may cause social problems such 
as uncontrolled migration (as a consequence of the boom in tourism-oriented 
employment and opportunities) and congestion and strain on urban infrastructure 
(see Newcomb, 2006). Tourism development policies may also cause gentrification, 
which paves the way for displacement, homelessness and poverty. Such problems 
can lead to urban protests and eventually organized social movements challenging 
tourism-led regeneration projects. 

Urban scholars have analysed urban social movements by focusing on a 
particular stake (a tourism-led urban regeneration project is a good case) causing 
the movement, on mobilisation of people to protect their neighbourhood or identity, 
on the social base and social force of activists and on the type of action (see Castells, 
1983; Pickvance, 1986; Nicholls, 2008). The demands of urban social movements 
are presented through various means of action. In addition to traditional means 
of demonstrations and writing petitions to authorities, activists can also protest 
by arranging cultural events and festivities. Despite the extensive literature on 
urban social movements and urban tourism, relatively a few studies on the links 
between urban tourism and urban social movements (see Kousis, 2000; Forsyth, 
2004; Lin and Hsing, 2009). In order to have a better understanding of the urban 
tourism phenomenon, this thesis analyses also protests against to tourism-led urban 
regeneration. The article II investigates protests against economic, spatial and socio-
cultural impacts of urban tourism in the Sulukule neighbourhood in Istanbul. This 
case is a good example in demonstrating the extensive effects of urban tourism.

In summary, the complex phenomenon of urban tourism is analysed by examining 
urban regeneration, mega-events, city marketing and branding. Understanding this 
complexity depends on the analyses of these processes. In the Istanbul case, the 
thesis demonstrates that urban regeneration in deindustrialised areas promoted 
urban tourism (the article I), whereas regeneration in residential areas caused socio-
economic and cultural problems for the local communities, generated ultimately 
an urban social movement and even hindered development of urban tourism (the 
article II). In addition, the city used mega-event strategies as an instrument to boost 
urban regeneration projects (the article I) and promoted urban tourism through 
city marketing and branding (the articles III and IV). In sum, the complexity of 
the urban tourism phenomenon calls for an understanding of the intertwining of 
urban tourism and urban development. The following section analyses this in the 
city of Istanbul.
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 Transfer poinT To a popUlar desTinaTion

Although Turkey’s international reputation as a ‘tourism country’ is widely 
recognised, the history of tourism in Turkey is relatively short. The so called ‘tourist 
boom’ (in Turkish turizm patlaması) was likely uncommon in daily language until 
the early 1990s. Primarily, there was no particular tourism policy in Turkey until 
the early 1960s. Between 1963 and 1977, tourism promotion was mostly considered 
as a minor policy in three consecutive “Five-Year Development Plans” due to lack 
of financial means and infrastructural investments (Sözen, 2007).  However, the 
fourth “Five-Year Development Plan” (1977-1982) prepared in the eve of Neo-liberal 
structural adjustment policies, also included encouragement of tourism investments. 
The year 1982 was a turning point for tourism development in Turkey. The 
Tourism Encouragement Law, issued in 1982, regulated tourism-oriented regional 
development, the use of natural resources and historical/architectural heritage for 
tourism purposes. The law also introduced new incentives to the private sector and 
provided a legal basis for the development of tourist facilities. Consequently from 
the early 1980s, the private sector-led tourism industry in Turkey benefited from 
financial priorities such as tax deductions, exemptions and subsidies. Public lands 
were rented by entrepreneurs with favourable terms (Aykaç, 2009; Yüksel et. al, 
2005; Kocabaş, 2006).

According to the World Tourism Organization (UNWTO, 2013), Istanbul ranked 
as the 6th (after Bangkok, London, Paris, Singapore and New York) most popular 
tourism destination in the world (the 3th in Europe) for foreign tourists. The number 
of international tourists in Turkey exceeded 30 million in 2012 (Turkish Statistical 
Institute, 2013). Between 2000 (over 10 million tourists) and 2012, there has been a 
steady increase in tourist arrivals and revenue. In the last decade, tourism revenue 
(by foreign tourists only) increased by approximately 111% (about 13 billion USD 
in 2003 and 29 billion USD in 2012) (the Ministry of Culture and Tourism, 2013). 
According to the Turkish Statistical Institute (2012), Turkey’s prime city Istanbul, 
which generates 55 % of Turkey’s trade, 21.2 % of Turkey’s gNP, 45 % of imports 
and 40 % of exports, has long remained a transfer point for foreign visitors whose 
main destinations are Mediterranean cities in the south  (Izmir, Antalya, Nevşehir 
and Muğla). Tourism in these cities include popular destinations such as ancient 
cities (Ephesus and Pergamum in Izmir, Myra in Antalya) and archaeological sites 
(St. Mary’s House in İzmir, Aspendos Theatre in Antalya), natural parks, UNESCO 
world Heritage sites (Cappadocia in Nevşehir, the Karain Cave and the Alanya 
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Castle in Antalya) and sea resorts around coastal cities (Çeşme in İzmir, Bodrum 
and Marmaris in Muğla, Kemer and Alanya in Antalya). In 2000, 45% of the 
foreign visitors used The Istanbul Ataturk Airport to access these destinations, 
while only 23% visited and stayed in Istanbul (Turkish Statistical Institute, 2013). 
Before the mid-2000s, there was no particular city marketing policy for Istanbul. 
The information about the tourist attractions in the city could be found only in 
national tourism brochures which were prepared by the central tourism authority, 
the Ministry of Culture and Tourism (see Figures 1 and 2). Figure 1 indicates that 
the central tourism authority still does not consider Istanbul as a primary tourist 
destination and focuses on other forms of tourism (e.g. beach tourism, sun tourism 
and ancient sites) rather than urban tourism. However, the Istanbul Metropolitan 
Municipality and the Istanbul 2010 European Capital of Culture Agency increasingly 
took part in tourism policies. 

figure 1 Istanbul still does not play a major role in tourism promotional campaigns launched by the 
Ministry of Culture and Tourism. Istanbul was not included in the recent campaign called “Just one reason 
from millions.” (Source: the Ministry of Culture and Tourism, 2013)
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figure 2 Since the mid-2000s, tourism promotion materials have been mainly produced by the local 
tourism authorities: the 2010 European Capital of Culture Agency and the Istanbul Metropolitan Municipality 
(Source: the Istanbul Metropolitan Municipality, 2010).

However, recent efforts to boost urban tourism in Istanbul have challenged the 
city’s role as a transfer point. The city of Istanbul has invested in tourism in order 
to promote its ‘urban’ assets. As a result, there have been significant improvements 
in the tourism industry. For example, in 2007 there were 842 tourism facilities with 
about 99,000 beds in Istanbul. In the eve of the European Capital of Culture event 
in 2010, this number rose to 1,235 facilities with approximately 140,000 beds (The 
Directorate of Culture and Tourism of Istanbul, 2011). Several tourism-led urban 
regeneration projects were implemented to facilitate tourist access and provide 
accommodation in the city centre. Waterfronts and harbours were developed for 
cruise ships. New terminals were added to the current airports due to the increasing 
number of charter and low-cost flights (perhaps it is not a coincidence that the 
national airline corporation of Turkey has recently become one of the leading flight 
companies in the world). Furthermore, between 2000 and 2010, several congress 
and convention centres were built to attract professionals. Consequently, according 
to the International Congress and Convention Association (2012), Istanbul ranked 
as the 9th most popular destination globally in terms of international meetings in 
2012 (in 2012, 128 international conferences were held in Istanbul). In addition, 
new museums were opened and existing museums were upgraded and marketed 
more effectively. In 2012, the Hagia Sophia Museum (around 3 million visitors) and 
the Topkapi Palace (around 2.7 million visitors) were the most visited museums in 
Turkey (Turkish Statistical Institute, 2013).
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These developments were accompanied by several urban tourism policies and 
institutions. The Istanbul 2010 European Capital of Culture Agency was established 
in 2007. The agency worked in collaboration with the Istanbul Metropolitan 
Municipality and the Ministry of Culture and Tourism in order to build an 
international ‘image’ for the city of Istanbul to promote tourism. These policies also 
developed strategies on ‘mega-event’ hosting. During this period, mega-events were 
regarded as opportunities to present Istanbul’s historical and architectural heritage. 
Consequently, Istanbul has become one of the most popular tourist destinations in 
the world, with over 9 million visitors in 2012. The city’s share in national tourism 
rose to about 30% in 2012.

The thesis is not only a case study on Istanbul but also compares tourism 
promotion strategies of Helsinki and Istanbul. Similar to Istanbul, the city of Helsinki 
enjoyed noteworthy improvements and investments in urban tourism between 
2000 and 2012. Five main developments paved the way for tourist boom in the city: 
accessibility (the expanded capacity of the Helsinki-Vantaa International Airport 
and increase in cruise ship traffic), investments in internet-based tour operators, 
developments in traditional Finnish agencies specialising in urban tourism, 
improvements in Helsinki’s image and Helsinki’s promotion in foreign media 
(City of Helsinki Tourism Statistics 2010). Consequently, there have been steady 
improvements in terms of tourist facilities and the number of tourists visiting the 
city. For example, between 2000 and 2012, available beds in Helsinki increased from 
14,058 to 16,537. Even more significantly, overnight stays increased over 45% over 
the same time, from 2.6 to 3.4 million (City of Helsinki Tourism Statistics, 2013). 
The number of airline passengers increased about 50% between 2000 and 2012 
and presently exceeds 15 million. In summary, comparing Istanbul with Helsinki 
demonstrates similarities and differences and deepens our understanding of the 
relationship between urban tourism and the city itself. 
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The main results of the thesis are the following: First, tourism-led urban regeneration 
has unequal effects. In some areas regeneration projects encouraged revitalisation 
of urban culture whereas in other areas they lead to displacement and evictions. 
Second, the European Capital of Culture event in 2010 was used as an instrument 
to transform the physical environment, revive cultural life and boost tourism; the 
projects undertaken in the year of ‘culture’ however threatened ‘local subcultures’. 
Third, it was found that different cities may use similar looking selling points and 
slogans in their tourism promotion strategies even though the meaning of such 
slogans could be completely different. Fourth, one of the main themes used in 
Istanbul’s brand is ‘religion’. Relative to current industry trends, it is unusual and 
surprising to find such a broadly applied one theme used for branding a destination. 
Finally, urban tourism strategies may cause economic, spatial and socio-cultural 
impacts. These impacts show that urban tourism can influence several aspects of 
urban development. In the following, these results are discussed in detail.

4.1 uRBAn RegeneRAtion As A tool foR uRBAn touRism  
 development

This thesis analyses urban regeneration as a tool for promoting urban tourism. 
The case is the city of Istanbul and its European Capital of Culture year in 2010. 
The ‘boom of urban regeneration projects’ of the last two decades was culminated 
in that year.  

Urban regeneration may follow different paths depending on cities’ different 
development and planning systems and landownership patterns (see Haila, 1999). 
Such paths can also be different at different times and in different neighbourhoods of 
the city. The thesis analyses two different tourism-led urban regeneration practices 
in Istanbul: first, urban regeneration in non-residential areas, and second urban 
regeneration in residential areas. In Istanbul, the first type of urban regeneration 
projects aiming to transform former industrial buildings and areas to cultural 
facilities (such as convention centres, concert halls, museums and art galleries) have 
received little criticism thus far. In 2010, urban regeneration projects used almost 
60% of the 2010 Istanbul European Capital of Culture Agency’s budget in order to 
transform abandoned industrial areas and renovate historical landmarks of the city. 
Transformation of these industrial zones was done for the tourists and this tourism-
led urban regeneration helped to revitalize the urban economy and contributed to 
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the city’s cultural life. The second type of urban regeneration projects aiming to 
transform residential neighbourhoods in or nearby the city centre received criticism. 
These projects were accused of only transforming physical structures but ignoring 
or underestimating local cultural characteristics. Regeneration projects took place 
either through series of renovations (e.g. in the Fener and Balat neighbourhoods) or 
through waves of bulldozer renewal (e.g. in the Sulukule neighbourhood). Also these 
transformations were carried out to serve the needs of tourists causing economic 
problems and cultural stigmatization in the regenerated neighbourhoods. The 
thesis criticises the projects that do not take social, cultural and environmental 
sustainability into consideration and gives a voice to local people. 

As a case, the thesis studies Istanbul’s historical Romani neighbourhood 
called Sulukule. The neighbourhood is located in the city centre, where an urban 
regeneration for the needs of tourists recently took place. Although the main focus 
of my study was the Sulukule Platform (an urban social movement challenging the 
regeneration in the neighbourhood), the rhetoric and outcomes of the Sulukule 
Urban Regeneration Project was also analysed. The objectives of the Sulukule Urban 
Regeneration Project were:

 “to preserve national and world heritage, particularly historical tis-
sue in Sulukule including ancient walls, to stop physical decay and to 
secure the sustainability of the neighbourhood, to maintain economic 
development, to promote urban integration, to increase standards of 
living in Sulukule and to encourage dwellers to participate in urban 
policies, to reinvigorate the neighbourhood’s stagnant economy, 
to protect cultural dynamics and to promote tourism” (The Fatih 
Municipality, 2010). 

Despite such optimistic objectives, the official descriptions of the Sulukule Urban 
Regeneration project described by the Fatih Municipality introduced Sulukule 
as a slum area occupied by “low income and low cultural groups” who came as 
“immigrants without having a sense of belonging to the city”. The rhetoric of the 
project, posted on the municipality’s website, blamed Sulukule’s inhabitants for 
their ‘Romani subculture’, which was seen as a threat to the ‘official urban culture’ 
introduced by the government and the municipality. This cultural stigmatization 
was followed by series of demolitions. In addition, ‘ambiguous property rights’ in 
the neighbourhood were disadvantageous to the locals. Property relations were 
not clear in Sulukule. Tenants who lived together (in most cases multiple families 
lived in one flat) had no ‘official’ contracts, and landlords were usually unable to 
prove their property titles. The regeration project exploited the ambiguity to the 
disadvantage of the locals. The fact that the locals did not have documents to prove 
their ownerships obstructed their legal claims and made possible their dispossession.
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Interestingly, Sulukule’s dwellers initially did not object to ‘regeneration’.The 
inhabitants saw the urgent need for transformation in the neighbourhood and 
regarded urban regeneration necessary and beneficial for the community.  However, 
after a while The Sulukule Platform took initiative to propose alternative plans 
and argued that the regeneration project should not be a tool of displacement; 
instead it should help to renovate deteriorated housing stock, to revitalize the 
neighbourhood’s stagnant economy by creating opportunities for employment, and 
to encourage original residents to stay in Sulukule. The alternative development 
strategies prepared by the activists proposed also a transformed but preserved 
neighbourhood for urban tourism. Inspired from previous transformations of 
Romani neighbourhoods in Barcelona (Noi Barris) and Granada (Sacromonte), the 
Sulukule Platform stated that Sulukule’s Romani identity was to be preserved and 
promoted for tourist visits. Such suggestions were not accepted by the three main 
actors of the regeneration project: the Istanbul Metropolitan Municipality, the Fatih 
Municipality and the Mass Housing Administration (TOKI). Eventually, the Sulukule 
Urban Regeneration Project did not fulfil its commitments. Promises concerning 
preservation turned into demolitions; economic development to unemployment, 
homelessness and poverty; integration turned to eviction and participation turned to 
exclusion. None of the changes provided benefits for Sulukule’s Romani population. 
All the traditional houses were demolished, and Sulukule turned into a construction 
site. As shown in the following photos, locals in Sulukule tried to continue living 
there despite the horrid conditions created by demolitions (Figure 3).
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figure 3 Some of Sulukule’s Romani dwellers continued to live in the neighbourhood during and after 
demolitions (Courtesy of Abdullah Agah Öncül and Jonathan Lewis). 
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4.2 euRopeAn cApitAl of cultuRe As A megA-event

The European Capital of Culture (ECOC) event in 2010 was a significant opportunity 
for Istanbul to present itself as a vibrant city of culture. Undoubtedly, the wide range 
of activities organised in 2010 revitalized culture and art scenes in Istanbul. The 
most remarkable contribution of this event is the restoration of several churches 
and mosques in the historical city centre. Several museums, along with cultural 
and art centres, were opened as well. 

On the other hand, ECOC caused a rush to ‘remove unpleasant elements’ and to 
introduce ‘a better environment’ to foreign visitors. Urban regeneration projects that 
were conceived to reach these goals threatened neighbourhoods and communities 
in the historical city centre. When demolitions began in Sulukule, ECOC was used 
as legitimation to serve the interests of contractors and developers who made 
considerable profits from the property and land through what David Harvey (2008) 
has called ‘accumulation by dispossession’. Ironically, the year of culture witnessed 
a campaign to stigmatize a unique and neighbourhood-based Romani subculture. 
Sulukule’s Romani subculture was accused of threatening the cultural sustainability 
of the city and large-scale demolitions and evictions destroyed lively culture that 
was replaced by ‘legitimate’ urban culture.

The thesis does not only analyse the year of the ECOC but extends the analysis 
to the years when the preparations and practices of the ECOC took place, covering 
the five year period from 2007 to 2011). In terms of city branding, the impact of 
ECOC is two-fold. First, after the city of Istanbul was awarded the title, a new 
administrative structure emerged in tourism promotion. Before 2007, when Istanbul 
was selected one of the European Capitals of Culture for 2010, Istanbul was only 
briefly mentioned as a tourist destination (and not as the primary destination) in 
the national tourism campaigns and tourism materials prepared by the central 
tourism authority of Turkey, the Minister of Culture and Tourism (MCT). Following 
the ECOC’s selection in 2007, the Istanbul 2010 European Capital of Culture 
Agency (ECCA) was founded. The agency consisted of public-private partnerships, 
non-governmental organizations, professionals, academic units and citizens. It 
represented a new urban coalition that was responsible for producing tourism 
materials for promotion of urban tourism, scheduling events that took place in 
2010 and organizing activities for the ECOC. Of particular importance is that, for 
the first time, a local body became one of the main agents of tourism promotion for 
Istanbul. In addition, local government (the Istanbul Metropolitan Municipality) 
increasingly became involved in tourism affairs. This shift in tourism policy can be 
clearly seen in promotion materials. For example, in 2007 MTC published a single 
tourism brochure (“Turkey, go with the Rhythm”) and introduced Istanbul only 
in a brief fashion. By 2011 MTC had published eight tourism documents and this 
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time only one of them was about Istanbul. In 2007, ECCA and the Municipality 
of Istanbul did not publish any tourism promotion materials, yet by 2011 the total 
number of materials published by these two agencies reached 16. Thus, it is clear 
that this cultural title influenced tourism promotion and management in Turkey 
and Istanbul. 

Second, the ECOC title triggered city branding efforts in Istanbul. The event 
simply was a driving force for unifying less systematic and nation-scaled city 
marketing practices under a single city brand. En route to ECOC, the main local 
tourism authorities, ECCA and the Metropolitan Municipality of Istanbul, jointly 
developed a city brand for Istanbul step by step. Initially, several public campaigns 
were launched in order to inform the public about potential benefits of this title. A 
common discourse was created by these authorities, and politicians including the 
Prime Minister, the Minister of Culture and Tourism and the Mayor of Istanbul 
concurred ECOC as an important “opportunity” or “stage” to present Istanbul’s 
urban heritage to the international audiences. Public campaigns were followed by 
Tv advertisements and an official introductory film for the city. By 2009, in the eve 
of ECOC, the cityscape was decorated with the new logo and slogans. Another link 
between the ECOC title and city branding efforts were the activities that took place 
in 2010. Tourism authorities used the ‘themes’ of city branding during the ECOC-
related activities and events (e.g. festivals, movie screenings, concerts, exhibitions, 
conferences, forums, workshops and sports activities). It is not surprising to find 
out that these themes (religion, capital of civilizations, the city between the East 
and the West, tolerance, multicultural diversity and Orientalism) were associated 
with the city’s urban culture in the year of ECOC. In fact, we can also find these 
themes in tourism materials prepared for ECOC between 2007 and 2011. The next 
section addresses this issue.

4.3 city mARketing And city BRAnding

In order to analyse the city branding, the thesis compares tourism promotion 
materials in Helsinki and Istanbul.  Surprisingly, these cities used three similar 
slogans to attract tourists. Both Helsinki and Istanbul introduced themselves as 
‘the city between the East and West’, as ‘the city of tolerance’ and refered to the 
‘city size’ in their marketing materials. Despite the similar appearance, the meaning, 
however, is radically different. 

First, in the slogan Helsinki or Istanbul ‘between the East and West’, the East 
and the West mean different things. In Helsinki, East refers to the Slavic, Russian 
and Soviet heritage and West to Scandinavia, Northern Europe, and the EU; or 
Europe and the Western world in a broader sense. In the case of Istanbul, both East 
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and West have ‘religious’ meaning, East representing Islam and West standing for 
Christianity. Second, also tolerance in the slogan Helsinki and Istanbul as ‘tolerant 
cities’ means different things. In Helsinki, it is tolerance of individual lifestyles, 
liberties and multicultural diversity, whereas in Istanbul tolerance is interpreted in 
a religious sense. Finally, both cities introduce their ‘size’ as an advantage although 
for Helsinki it is the smallness of the city and for Istanbul it is the vast city size. 

Interestingly, in all these three categories of between the East and West, tolerance 
and size, both Helsinki and Istanbul present themselves unique and original. 
Previous research on tourism promotion shows that cities, in their aspirations to 
imitate strategies of other cities, also copy the phrases and slogans of other cities. 
In single city case studies or just by regarding the similar ideas as travelling ideas, 
different meanings of similar words may remain unnoticed. Although occasionally 
repeated phrases can be clichés, they are not necessarily empty slogans but tell 
something real and interesting about the city’s identity, history and social life. 

In addition to comparing with Helsinki, the thesis also analyses Istanbul’s brand 
in detail. The moment and context is the brand which has been introduced after the 
city was elected as the European Capital of Culture in 2010. The data in analysing 
Istanbul’s brand consisted of the tourism promotion materials that were prepared by 
the official tourist organizations. The representations of Istanbul in these materials 
were classified into five categories: logo and banners, vocabulary, slogans, quotations 
by famous personalities and events. At first glance, constructing Istanbul’s brand 
using these categories may seem like a typical city brand. However, one feature 
stands out in the case of Istanbul. This is the unusual emphasis of religion in all 
categories. The raises the question that can be called the dilemma of city branding: 
to introduce the city as ‘distinctive’ drawing from local features but at the same time 
employing universal concepts that are understandable to all and appeal to a broad 
group of visitors. Religion, for sure, is understandable to all. First of all, with their 
selected colours and fonts, logos and banners have strong religious attributions. 
They overwhelmingly represent the multi-religious heritage of Istanbul. Images, 
signs and symbols that are associated with the three Abrahamic religions: Islam, 
Christianity and Judaism were represented. Second, texts on tourism materials are 
dominated by religious meanings. Five other themes were also used to introduce 
Istanbul; Istanbul as the capital of civilizations, as the city between the East and the 
West, as the city of tolerance, as the multicultural and diverse city and as the city 
in the Orient.  Interestingly, even these secondary themes were given a religious 
interpretation. Third, with repetitive slogans and catchy phrases, Istanbul was 
praised for its capability to accommodate different religions, however, retaining 
its ‘mystical’ character. The three main slogans were the following: Istanbul as “the 
most inspiring city in the world”, as “the capital of civilizations” and as “the capital 
of religions”. These were used sometimes to refer to Istanbul’s past, to the golden 
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ages of the city, and sometimes to Istanbul as a religious centre today. Fourth, 
when tourism materials refered to famous personalities, the emphasis was again 
on religion. Istanbul’s religious diversity and tolerance, even its ‘mystical ambience’, 
were seen to have nurtured culture and inspired art works. Istanbul’s religious 
identity was associated with non-religious activities in the fields of culture and art. 
Finally, as it was discussed in the previous section, more than half of the events 
organized in the year of the ECOC adopted religion as a theme. In accordance with 
representations in tourism promotion, religious diversity and tolerance dominated 
major events that took place in 2010.

In summary, the Istanbul case with religion as a dominant theme in branding 
the city shows that tourism promotion materials may give a key to understand the 
city, that, cities can either use universal ideas or trust on local features in boosting 
themselves. Furthermore, the Istanbul case suggests that also cities, which are not 
places to pilgrimage, may exploit their religious heritage to promote urban tourism. 
Perhaps religion, after all, is not completely separate from activities in othe fields, 
such as politics, culture and art. 

4.4 lessons fRom A cAse study: economic, spAtiAl And  
 socio-cultuRAl impActs of uRBAn touRism

This thesis includes an analysis of an urban social movement, the Sulukule Platform, 
challenging a tourism-led urban regeneration, the Sulukule Urban Regeration 
Project that took place in a historical Romani neighbourhood, Sulukule. At first 
glance, The Sulukule Urban Regeneration Project, may seem just a housing project. 
Regeneration processes, however, even as simple housing projects are complex 
processes. They often lead to demolitions and forced evictions, some times make 
use of ambiguous property rights, occasionally mobilise resistance, engage various 
actors, may treat enthnic groups differently and may exploit stigmatisation of 
neighbourhoods. What is important is that some of the effects of regeneration 
projects may foil the initial goals of the regeneration project.

The Sulukule Urban Regeration Project was meant to promote urban tourism 
in Istanbul. First, Sulukule is located in the Historical Peninsula, which hosts major 
tourist sites in city. The neighbourhood is in proximity to the one of the most 
popular museums in Turkey (Kariye Museum) and ancient city walls. Further, the 
peninsula as a whole is a registered UNESCO World Heritage since 1986 and is 
one of the most visited areas in Turkey. The Sulukule Urban Regeneration Project 
has been criticised by UNESCO commissions several times for neglecting the 
conservation of the area. Second, tourism promotion to “reinvigorate Sulukule’s 
stagnant economy” was among the official aims of the project as the project involves 
construction of a hotel, a cultural centre and shopping units. The “unofficial” aims, 
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which became manifest during and after the demolition processes, included a 
creation of ‘clean, vibrant and safe’ area cleaned from ‘unpleasant elements’ in 
order to attract tourists. The authorities explicitly blamed activists and accused 
them of jeopardising the neighbourhood’s ‘tourism potentials’. Third, an attempt 
to pomote urban tourism has been an important motivation for passing the Law 
5366 for Renovation, Protection, Cherishing and Use of Worn Historical and 
Cultural Immovable Properties (Yıpranan Tarihi ve Kültürel Taşınmaz Varlıkların 
Yenilenerek Korunması ve Yaşatılarak Kullanılması Hakkında Kanun, 2005) that 
has been the main legal instrument for urban regeneration projects, particularly 
in deteriorated historic areas. The law and its interpretation of conservation was 
criticised by the activists. 

The thesis analyses how the activists gained capacity to resist urban regeneration 
in Sulukule, how they presented their demands, and to what extent their activity 
influenced the urban regeneration process in Sulukule. The analysis not only 
demonstrates the demands of the Sulukule Platform, but also portrays the economic, 
spatial and social impacts of urban tourism on the Historical Peninsula of Istanbul.

First, economic impacts followed immediately after a series of demolitions. 
The Sulukule Urban Regeneration Project triggered the struggle for land in the 
neighbourhood. The regeneration plans and the decision for expropriation by the 
government had led to land speculation. Real estate prices soared drastically. Before 
the project, a house cost about 5,000 Turkish Liras. In the first months of urban 
regeneration, the price reached to 40,000 Liras and exceeded 100,000 in the last 
weeks of the project (Islam, 2009). Today, newly constructed houses are sold for 
400,000-500,000 Liras. Consequently, the locals were obliged to choose one of 
the two options: to buy the new housing unit or accept the compensation (the 
compensation value was decided by the project committee, 500 Liras per metre 
square). In both cases, locals faced economic problems. The ones who bought the 
new housing unit had to finance the higher construction costs with long-term loans. 
The ones who chose to leave Sulukule were resettled in the distant district of Taşoluk, 
which had become one of the pilot areas for mass housing projects implemented 
by the Mass Housing Administration (TOKI). In this new neighbourhood resettled 
households were often unable to afford the high rents and utility bills. The distance 
between Sulukule and Taşoluk (about 40 kilometres) and especially the high 
transportation fees in nighttime made it impossible for Sulukule’s Romani dwellers 
to maintain their previous occupations as musicians, entertainers, shopkeepers, 
shoe shiners, flower sellers and pedlars. These professions survive only in the city 
centre. The situation for the locals who resisted the resettlement and stayed in the 
neighbourhood was even worse. They faced deteriorated living conditions, with 
cutting off electricity, water and heating. The dust left behind after the demolitions 
created serious health risks.
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Second, spatial impacts of the Sulukule Urban Regeneration Project were 
equally devastating. Due to a series of demolitions, the neighbourhood became a 
construction zone by 2010. Houses, even with historical value, and other tangible 
assets were demolished. The Romani identity of the area was wiped out with the 
demolishing of the area. Four hundred and eighty ‘Ottoman style’ wooden houses, 
new shops and hotels were built in the area erasing Sulukule’s 1000 year-old history 
(see Figure 4). 

figure 4 Sulukule’s new ‘traditional style’ buildings could not save the Romani identity. (Source: the Fatih 
Municipality)

Third, socio-cultural impacts of tourism-led regeneration in Sulukule were also 
remarkable. A solidarity-based, music and entertainment oriented ethnic subculture 
has disappeared due to the displacement of Sulukule’s Romani inhabitants. This 
displacement not only brought an end to the Romani tradition in the area, but 
also caused disturbance in other parts of the city. Displaced Romani families could 
not adapt to ‘regular’ and ‘ordered’ daily life in Taşoluk, which has a very different 
socio-cultural profile. without their traditional source of living, evicted Romani 
became poor and unemployed. Some are ‘reputedly’ engaged in robbery, illicit drug 
trafficking and prostitution. This has led to stigmatization of Romani people by the 
other locals of Taşoluk. 

In summary, the analysis of the Sulukule case demonstrates that tourism policies 
and particularly urban regeneration projects carried out to increase the number of 
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tourists can have unintended economic, spatial and socio-cultural impacts, which 
are conventionally not considered in the domain of tourism. These impacts cannot 
be handled only by the means of tourism policy.
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5 daTa and meThods

5.1 A mixed AppRoAch

Urban tourism research is a vast field employing several approaches from various 
disciplines. Hence this thesis uses different perspectives and approaches as well. The 
articles I, III and Iv benefit from a supply-side approach. This approach is concerned 
with tourism strategies by cities, tourism authorities and departments to supply 
facilities and means of promotion for tourists (see Selby, 2004). Accordingly, these 
three articles analyse urban policies and urban regeration projects that have made 
cities attractive for tourists. The data for the analysis consists of policy documents, 
reports and tourism materials. The article II analyses the demand-side that is the 
demand of tourism faciliticies by visitors. In this approach, the main analysis is 
based on people’s perceptions and opinions towards urban tourism strategies and 
their impacts. The article II evaluates locals’ perception about tourism-led urban 
regeneration.

In addition to analysing urban tourism from the perspectives of supply and 
demand, the thesis includes case studies and a comparative research. The articles 
I, II and IV study urban tourism in Istanbul and portray a detailed tourist city 
profile, whereas the article III compares tourism promotion strategies of Helsinki 
and Istanbul. With awareness of the complexity of urban tourism, the thesis studies 
urban regeneration, mega-events, city marketing and city branding and impacts 
of urban tourism. Each article deals with one or two topics by employing different 
approaches and methods (table 1).

 
Table 1 Articles, Topics and Approaches

article Topics Covered approach methods

I Urban regeneration, mega-
events

Supply-side /case study Interviews, Observation

II Urban regeneration, 
impacts of urban tourism

Demand-side /case study Interviews, Observation

III City marketing Supply-side/comparative 
study

Observation, Content 
Analysis

IV City branding, mega-events Supply-side/case study Observation, Content 
Analysis, Semiotic 
Analysis

 



39

Most tourism and urban studies deal with one or two strategies or impacts of 
urban tourism. For example, Short et. al. (1993) discussed how urban regeneration 
contributed to the new image of an industrial city; Richards and Wilson (2004) 
evaluated the impact of mega-events on city’s image and Hiller (2000) analysed how 
mega-events triggered urban regeneration. However, studies on strategies and their 
impacts often ignore analysing the interaction of various strategies and impacts. 
In analysing various aspects of urban tourism, this thesis has tried to capture a 
full picture of urban tourism, including the following aspects of it: tourism-led 
urban regeneration, mega-events arranged to attract tourists, city marketing and 
city branding to please the visitors, and the economic, spatial and social impacts 
of urban tourism.

The research of these aspects is intertwined. To analyse urban regeneration 
like the Sulukule Regeneration Project is to analyse economic, spatial and social 
impacts. To anaylse mega-events like Olympics is to analyse the strategies of cities to 
compete with other cities to win the bidding competition. To analyse city marketing 
and branding is to ask to whom these are targeted to. 

5.2 dAtA And methods

In this study, multiple methods are employed. The reasons for choosing different 
methods lie behind the complexity of the urban tourism phenomenon and the 
multiple objectives set in the four articles. The thesis uses mainly primary data 
which were collected in three overlapping phases: (1) July- September 2009 (the 
article I), (2) May 2009- July 2010 (the article II), (3) May 2010-September 2011 
(the articles III and Iv). Main methods for collecting empirical data were observation 
(the articles I, II, III and IV), semi structured, in-depth interviews (the articles I and 
II), content analysis (the articles III and IV) and semiotic analysis (the article IV). 

In the first phase, the empirical data were mainly acquired from semi structured 
and in-depth interviews, along with observation. Documents concerning Istanbul’s 
metropolitan growth, plans of various urban regeneration projects and tourism 
statistics served as further valuable sources of data.  During this initial phase of 
the research, I conducted interviews with key decision makers and experts from 
the Istanbul 2010 European Capital of Culture Agency, in order to understand how 
tourism authorities evaluated Istanbul’s recent tourism developments. I interviewed 
three experts in the agency who specialised on different fields (city planning/
architecture, law and management) to compare and evaluate their expectations 
from ECOC. I asked open-ended questions (e.g. How will ECOC contribute to urban 
tourism? What are your expectations?) as well as the exploratory ones (e.g. What 
were the major problems encountered before and during this mega-event?). The 
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interviews also focused on the agency’s structure, functions and capacities in terms 
of tourism promotion. It is interesting that all three interviewees agreed on the point 
that ECOC was a valuable opportunity to boost urban tourism in Istanbul while they 
mostly remained silent on controversial issues concerning urban regeneration in 
residential areas and its devastating effects. In addition, observation and long-term 
enquires made at currently regenerated neighbourhoods and industrial areas helped 
me to develop a comparative perspective while evaluating urban regeneration in 
residential and non-residential urban areas. 

Similarly in the second phase, data were collected through semi structured 
interviews, in-depth interviews and long-term observation. The interviews (eight in 
total) conducted for the article II were grouped into three categories: the interviews 
with activists/professionals, with the dwellers of the Romani neighbourhood 
Sulukule, and with inhabitants who live and work in the adjacent neighbourhood 
Çarşamba, which is ethnically and culturally different from the Romani one. Firstly, 
activists or professionals, who do not live in Sulukule, expressed their concerns about 
the Sulukule Urban Regeneration Project. They all agreed that Sulukule desperately 
needs ‘regeneration’ instead of large scale demolitions. In this context, they advocated 
alternative suggestions/plans to ‘save’ Sulukule and criticised the municipality’s 
irreconcilable approach. The second group of interviewees consisted of locals (some 
are activists, some are not). It is interesting that former property owners in Sulukule 
were generally reluctant to talk to me because they were concerned to express their 
identities and property values. However, tenants who had experienced displacement 
due to lack of their tenancy documents were eager to be interviewed. In these 
long conversations, locals told their stories concerning demolitions, evictions and 
their lives after these. In this part, I focused on how ambiguous property rights in 
the neighbourhood caused problems and how displacement affected Sulukule’s 
Romani dwellers. Interviews with the residents of Çarşamba helped to document 
the prejudices towards the Roma and their lifestyles and pointed out the ‘ethno-
cultural dimension’ of this project. Both interviewees affirmed ‘bulldozer renewal’ in 
Sulukule. In general, all three groups provided data for the formation and activities 
of the urban social movement (the Sulukule Platform) in Sulukule. Further, during 
my frequent visits to the neighbourhood before and after demolitions, I had the 
chance to observe Romani lifestyles, conditions that the locals were forced to live 
in and their reactions to authorities. 

In the last and longest phase, data were collected from several tourism authorities 
in Istanbul and Helsinki. These included the Istanbul 2010 European Capital of 
Culture Agency, The Metropolitan Municipality of Istanbul, The Tourism Directorate 
of Istanbul, The Ministry of Tourism and Culture (Turkey) and City of Helsinki 
Tourist and Convention Bureau. In order to draw a broad tourist-city profile, 37 
documents for Istanbul and 28 documents for Helsinki were collected from the 
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above-mentioned tourism authorities. These documents included tourism guides, 
booklets, guidebooks, brochures, maps, advertisements, campaign texts and slogans, 
movies, pictures and illustrations.  The materials substantially vary by length 
(from a single page brochure to a 96-page newsletter). All these tourism materials 
were in English, not only to avoid misunderstandings stemming from translation 
differences, but also to understand and interpret the external images of the cities. The 
data also included tourism statistics, domestic and international tourism reports, 
and surveys that support empirical findings. In addition, I acted as a tourist in 
both Istanbul and Helsinki; participated in tours, frequently visited main tourist 
attractions, followed tourist itineraries, attended tourist events and took research 
notes. Being a former resident of Istanbul and a foreign student in Helsinki helped 
me to develop a comparative perspective in analysing urban tourism in both cities. 

Two major methods were used in this phase: content analysis (the articles III 
and IV) and semiotic analysis (the article IV). Content analysis (the articles III and 
IV) has become popular among tourism researchers due to the increasing amount 
of easily accessible tourism promotion materials, also available on internet. Content 
analysis provides “convincing readings of cultural texts; it helps to draw various 
conclusions from them, by looking at the texts themselves rather than at the ways in 
which people actually consume the texts’ (Slater, 1998: 234). Thus, content analysis 
enables the analysis of the content, which ‘refers to words, meanings, pictures, 
symbols, ideas, themes, or any message that can be communicated’ (Neumann, 
2003: 219). In the thesis, texts on tourism promotion materials are grouped into 
content categories in order to find out the ‘themes’ used in city branding (the article 
IV) and to compare tourism strategies of Helsinki and Istanbul (the article III). 
Words with similar meanings that refer to the same themes were categorized, and 
the frequency of key words was identified. 

Semiotic analysis is used only in the article IV as a secondary method in a 
relatively brief fashion, particularly to analyse logo and banners and rethink over 
multiple meaning of slogans. The study benefited in general from aspects of social 
semiotics (Van Leuween, 2005) and the cultural reading of texts (Lehonen, 2000), 
and in particular from the literature on city branding, in which several urban tourism 
scholars applied semiotic analysis. These studies covered analysis of symbolic 
expressions in tourist brochures (Jenkins, 2003), encoding brands in semiotic 
modes of language and images (Koller, 2008), and the analysis of ‘recurrent’ and 
‘interesting’ words and phrases, capital letters, fonts and colours, quotation marks, 
titles and subtitles (Vanolo, 2008b). Semiotic analysis helped to understand semiotic 
expressions in tourist brochures, the language preferred for tourism promotion, 
and to discover and interpret ‘meanings’ in different contexts.  

In the final stage, the recurrent words and phrases were transcribed and coded 
with the assistance of The ATLAS.ti software. The software helped to categorize, 
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compare and interpret the collected data. In analysing city of Istanbul’s tourism 
materials, 42 main codes were created and classified under five main categories, 
which were later developed into ‘themes’ in the city’s brand. 
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This thesis analyses urban tourism from several perspectives. The backbone of 
the thesis is the analysis of urban regeneration, mega-events, city marketing and 
branding, and the impacts of urban tourism. First, the thesis identifies connections 
between three processes of urban tourism: urban regeneration, mega-events and city 
marketing and branding. The Istanbul case provides empirical data to understand 
regeneration of the industrial landscape in order to provide facilities for mega-events 
(e.g. the European Capital of Culture).  ECOC as a mega-event provided an extensive 
budget for the implementation of urban regeneration projects. Regeneration of 
historical neighbourhoods influenced the city’s branding efforts. New tourist zones 
were created in line with the recent branding policy. More importantly, religious 
buildings and landmarks, which have a central position in Istanbul’s brand, were 
renovated. Furthermore, the close connection between mega-events and city 
marketing and branding can be clearly observed in the Istanbul case. ECOC was 
an opportunity for building and presenting Istanbul’s brand. The event also provided 
a motivation to unify all the previous city marketing efforts under a single and 
coherent city brand. The themes that were used in Istanbul’s city brand were also 
observed at the activities which were organized in the year of ECOC. It is also 
expected that this mega-event will contribute to Istanbul’s international status and 
make the city’s image memorable in the minds of tourists and visitors. A city with a 
well-known image can have more chances to host even larger scale of mega-events 
(e.g. Istanbul’s recent Summer Olympics bid for 2020).

Second, the thesis suggests that the impacts of urban tourism are complex; they 
can be either beneficial or negative. For example, tourism-led regeneration projects 
in a deindustrialised landscape may contribute to urban tourism growth. Physical 
regeneration projects in such areas can help to transform abandoned facilities to 
culture and art centres, museums, and convention halls, all of which can facilitate 
tourism development in cities. The “positive” impacts of regeneration in Istanbul 
included boosting urban tourism by creating new sites of tourist attraction and 
new facilities to satisfy the needs of visitors (the article I). On the other hand, 
impacts of urban tourism are not necessarily positive. Tourism policies may have 
devastating consequences, particularly for local communities. In the shadow of a 
booming tourism industry in Istanbul, perhaps the most noticeable of these ‘negative 
impacts’ is the regeneration of neighbourhoods in the city centre. Tourism-led urban 
regeneration projects have ‘cleaned up’ historical neighbourhoods from their rich 
cultures to provide ‘a polished city’ for visitors. The Romani neighbourhood Sulukule 
was totally demolished despite protests. Demolitions of buildings caused evictions, 
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displacement of the locals, and unemployment and poverty in the long run. The 
case study in Sulukule showed the dark side of tourism policies, negative economic, 
spatial and socio-cultural impacts over the urban population. It is ironic that the 
local Romani subculture was stigmatized at the time when the city was celebrating 
its title of ECOC. Many of these positive and negative impacts of urban tourism 
strategies and policies can be unintended the remedy of which may not even be in the 
domain of tourism policy. The Sulukule case also demonstrated some possibilities 
for urban social movements that to oppose tourism-led regeneration projects.  

Third, the single case study on Istanbul and the comparative case study about 
Helsinki and Istanbul demonstrate that tourism promotion materials can be 
significant tools in understanding and analysing city marketing and branding 
policies. The aims and methods of tourism policies on the one hand and city 
marketing and branding strategies can be the same: to make the city known in 
the world by exploiting local distinctive features or imitating strategies applied in 
other cities. One of the findings of the thesis was that similar symbols and slogans 
used in different cities’ tourism promotion materials may have different meaning 
and refer to different urban, cultural, social and historical assets.

Fourth, urban tourism strategies may lead to changes in urban policies, 
challenging the belief that urban policy is made for local people by local people. 
The thesis demonstrates how mega events and city marketing strategies designed for 
outsiders can affect urban administration as a whole. As a case, the thesis discusses 
a recent change in Turkey’s tourism administration. As the city of Istanbul has 
become a popular tourist destination, tourism policies are increasingly decentralised. 
Although the central government’s influence on tourism strategies is still strong, the 
Minister of Culture and Tourism’s monopoly over tourism promotion has ended. 
Local authorities such as the Istanbul Metropolitan Municipality and the Istanbul 
2010 European Capital Agency have recently become the dominant policy makers 
regarding tourism.  In the past decade, the Istanbul Metropolitan Municipality has 
become the main actor for tourism-led regeneration projects thus intervening the 
domain of urban planning. Similarly, the Istanbul 2010 European Capital Agency 
became responsible for producing tourism promotion materials as the development 
of urban tourism in Istanbul required new urban representations.

In sum, the study of Istanbul’s urban tourism shows that urban tourism is a 
complicated social phenomenon. Comprehensive understanding of it requires a 
multifaceted analysis of the visitor economy; tourism industry’s impacts on urban 
space, property rights and land use; subcultures; urban social movements resisting 
the selling of the city to outsiders; image construction and marketing; the role of 
city’s heritage in these; city’s position on the global market; and changing forms 
of urban governance. Thus, the main contribution of this thesis is in suggesting a 
framework for analysing the complex phenomenon of urban tourism. This is to 
understand the connection between the promotion of urban tourism and urban 
development and the implications of these to practical policy making. 
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 fUrTher researCh

The thesis studies urban tourism and introduces a theoretical framework for 
analysing this complex phenomenon. The focus is on the city of Istanbul and one aim 
is to draw a tourist city profile of Istanbul. The thesis analyses urban regeneration, 
mega-events, city marketing and city branding and economic, spatial and social 
impacts of urban tourism, city marketing and city branding. 

Two main limitations of this thesis need to be mentioned. First, the focus on 
urban regeneration, mega-events, city marketing and branding and impacts of urban 
tourism eclipses an analysis of other aspects of urban tourism, such as visitors’ 
satisfaction, cost analysis of tourist facilities, sustainability of tourism projects, and 
the questions of transportation, infrastructure and other facilities. These are just 
some suggestions for further research. Second, the thesis covers a five-year period 
(2007–2011), identifying the European Capital of Culture in Istanbul (2010) as a 
turning point in tourism policies in Istanbul. Freezing the research to a limited 
time period does not do justice to understanding either urban tourism or urban 
development. They are both constantly changing. Some recent urban regeneration 
projects in Istanbul have been cancelled or revised due to organized urban protests 
or due to a decision by a high court (Council of State). City branding and marketing 
strategies are easily worn out and there is a need for new strategies. This means 
that research on urban tourism together with urban development requires constant 
updating. Since we cannot stop here, it is the author’s hope that the framework 
introduced in this thesis will inspire further research on the relationship between 
urban tourism and urban development. 
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