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Preface 

 
On behalf of the organizing committee, we are pleased to welcome you to the ˈ7th Advances in 

Hospitality and Tourism Marketing and Management Conferenceớ co-hosted by Eastern Mediterranean 

University and Washington State University. Following the success of the previous 6 Advances in 

Hospitality and Tourism Marketing and Management Conference, the 7thconference is held in 

Famagusta, Northern Cyprus at Eastern Mediterranean University's International Convention Center 

between July 10 and July 15, 2017. 

  

The goal of this scientific meeting is to provide an interactive forum for attendees from academia, 

industry, government, and other organizations to actively exchange, share, and challenge state-of-the-

art research and industrial case studies on hospitality and tourism marketing and management. The 

range of proposed topics of this conference reflects a number of major themes in hospitality and 

tourism marketing and management both in Northern Cyprus and internationally. You will see 

presentations and papers that examine a wide range of topics such as marketing, management, 

consumer behavior, planning and development, issues related to sustainability and the use of 

technology, etc. We strongly believe that all these contents will significantly contribute to knowledge 

creation and dissemination pertaining to hospitality and tourism marketing and management among all 

conference attendees. 

 

The organizing committee has spent countless hours to put this conference together. We would like to 

express our sincere gratitude and thanks to all the organizing committee members who graciously 

volunteered their time and effort to put this amazing conference together. We would also like to extend 

our appreciation and sincere gratitude to the international scientific committee members who worked 

to ensure the quality of the papers. Without the organizing committee and the help of international 

scientific committee, we could not have this conference. 

 

On behalf of the organizing committee, we would like to welcome you again to the ˈ7th Advances in 

Hospitality and Tourism Marketing and Management Conference. We hope that you will enjoy Cypriot 

hospitality while attending the conference and have an unforgettable and rewarding stay in Famagusta, 

Northern Cyprus. 

 

 

 

 

 

 

 

Hasan Kēlē­, Ph.D. 

Eastern Mediterranean University  

Chair of Organizing Committee & 

Conference Co-Chair 
 

Dogan Gursoy, Ph.D. 

Washington State University 

Conference Co-Chair 
 

Ali Öztüren, Ph.D. 

Eastern Mediterranean University  

Secretary-General & Co-Chair of 

Organizing Committee 
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PLEASE MIND THE GAP! (IN -) CONSISTENCY IN GAP YEAR VOLUNTEER TOURISM 

- FROM RITE OF PASSAGE TO (UNWANTED) COSMOPOLITANISM  

Noel B. Salazar and Julie Rausenberger  
KU Leuven, Belgium 

Abstract 

Gap years are a popular rite of passage amongst school-leavers who opt to take a year out from 

education in order to travel around the world. Volunteer organizations became one of the fastest 

growing sectors of the tourism industry, offering students the opportunity to see the world, grow up, 

and think about future prospects and reflect upon the question: ñWhat do I want to do with my life?ò. 

Therefore, gap years and voluntourism can be considered as a liminal phase in oneôs life. However, 

the reputation of volunteer tourism (often coined: voluntourism) is under pressure as students start to 

turn their backs on these gap year experiences for various reasons: because they doubt the value of 

their help to local communities, to earn money to pay increasing university fees, etc. 

This poses a question whether ógappersô and óvoluntouristsô are not becoming unwanted travelers, who 

consider themselves (unjustified?) cosmopolitans1? An increasing body of scholars argues that gap 

year volunteer tourism might well have good intentions, but does more harm than good. Eventually the 

question can arise whether this phenomenon is not a postmodern form of pilgrimage, mainly achieving 

personal aspiration levels in sacred liminoid, and whether it is not ego-centric rather than altruistic? 

This paper wants to address various themes of the course óAnthropology and Travelô such as rites of 

passage, tourism, spiritual journeys, (im)mobility, unwanted travelers, cosmopolitanism, and critique 

towards the convergence of gap year volunteer tourism2. 

Key words: gap year volunteer tourism, rites of passage, liminality, cosmopolitanism, altruism 

Introduction 

The Grand Tour used to be a popular travel experience for Western Europeôs noble youth in the 

seventeenth and eighteenth century, the Hippy Trail in the 1960s, and presently the popularity of 

                     
1 I use the term ógapperô to refer to young people in gap year travels and óvoluntouristô to refer to young people 

participating in volunteer tourism. 
2 Volunteer tourism or Voluntourism is further coined VT in this paper. 
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international volunteer and gap year travel has risen the past decades. To travel is still óto become a 

man of the worldô (Boorstin, 1964: 82) and is often associated with its educational capacity to óbroaden 

the mindô. 

As the new young middle class, Generation Y, is willing to demonstrate that they are ótravelersô, not 

ótouristsô, alternative tourism markets flourish these days (Snee, 2013, 2014) 1. This generation has 

been characterized as confident, ambitious, enthusiastic, innovative, highly educated, open-minded, 

and óchallenge-seeking multi-taskersô who long for overseas travel. Not surprisingly, the emergent 

popularity of gap year VT can be attributed to the avid consumption of traveling experiences by these 

Millennials (Howe & Strauss, 2000; Lyons et al., 2012; Mostafanezhad, 2014). 

Characterized by an extended stage of adolescence - facilitated by longer financial support from their 

parents and widely ranged job opportunities, the travel market is appealing to them. A career can wait 

as there is no need to rush starting a family or building a house. This generation is seeking extraordinary 

experiences, distinguishing itself from the mass while giving the best of their selves every day. In the 

discourse of work-life, they compel personal freedom and place quality above quantity, stepping 

outside their comfort zones. With the ideology of ómaking a differenceô, their main goals are societal 

impact, social responsibility and óheightened awareness of global problemsô (Michiels, 2015; Pearce 

& Coghlan, 2008, p. 134). 

I believe that this generation significantly influenced the increase of humanitarian and neoimperialist 

philanthropic travelers and the expansion in popularity of gap year and VT during the last decades. Or 

as Salazar (2004, p. 92) said: ñThere has always been a nagging inadequacy around the assertion that 

one cannot sell poverty, but one can sell paradise. Today the tourism industry does sell poverty.ò 

Studying the characteristics of the Millennials explains why. 

A new generation of young travelers seeks life-changing authentic experiences in the global South 

through volunteering opportunities disrupting the conventional distinction between leisure and labor. 

The growth of this óExperience Economyô demonstrates the current importance of alternative tourism 

as a pervasive means to avoid the modern fate of ócommoditizationô and the depersonalizing effect of 

the consumerist mass tourism market. Rather, they value personal experiences to engage with the 

realities of poverty-stricken communities as voluntourists (Allon & Koleth, 2014; Dalwai & Donegan, 

                     
1 Generation Y, also known as the Millennial Generation, are those born between 1982 and 2002 (Howe & Strauss, 

2000). 
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2012). 

As VT is currently recognized in both tourism and anthropological studies as an important and growing 

segment of the alternative tourism industry, a significant body of literature on the topic has emerged 

in the last decade1. This paper will present a review of these academic accounts by critically examining 

the (in)consistency in VT as it is still insufficiently researched to provide a firm foundation for a deeper 

understanding of the phenomenon, trying to answer the critical question: ñIs gap year volunteer 

tourism a good or a bad thing?ò. My intentions with this paper are to contribute to emerging research 

on the discourse of VT - evaluating both its positive and negative aspects (Lyons et al., 2012; Sin, 

2009; Smith, 2014). 

Situating Volunteer & Gap Year Tourism 

The ógap yearô has become a well-recognized travel phenomenon. It is usually defined as ña period of 

time between 3 and 24 months taken out of education, training or a work careerò (Jones, 2004: 8). 

Through taking a gap year, young people have the opportunity to engage in a variety of work, travel 

and volunteer practices to gain working skills and life experience. It has become an important attribute 

in many new professions, and therefore it is encouraged by the education sector, governments, as well 

as marketed by an expanding gap year industry offering VT programs (Lyons et al., 2012; Munt, 1994; 

Papi, 2013b; Simpson, 2004; Snee, 2014). 

Hence, it is a wider category than VT, and although it does not necessarily involve overseas travel or 

young travelers as it may be taken in various stages in life (Brown, 2005; Snee, 2013, 2014), in this 

paper I focus on international gap year VT amongst young people, as it is within the period of 

adolescence and largely in developing countries in the global South that this phenomenon is most 

popular and common. The market is estimated to cater to 1.6 million volunteer tourists a year, with 

most participants being in their early twenties (Allon & Koleth, 2014; Butcher & Smith, 2010; Lyons 

et al., 2012; Mustonen, 2006; Smith, 2014; TRAM, 2008; Wearing, 2001). 

VT is one of the major growth areas in contemporary tourism, and is defined by Wearing (2004: 217) 

as a niche tourism that ñmakes use of holiday-makers who volunteer to fund and work on social or 

                     
1 Brown, 2005; Bussell and Forbes, 2002; Butcher & Smith, 2010; Butler & Tomazos, 2011; Callanan and Thomas, 

2003; Coghlan & Fennell, 2009; Dalwai & Donegan, 2012; Guttentag, 2011; Jones, 2004; Lyons & Wearing, 2008; 

Lyons, Hanley, Wearing & Neal, 2012; McGehee, 2014; Mostafanezhad, 2014; Mustonen, 2006, 2007; Pearce & 

Coghlan, 2008; Simpson, 2004, 2005; Sin, 2005; Smith, 2014; Smith, Laurie, Hopkins, & Olson, 2013; Snee, 2013, 

2014; Tomazos & Butler, 2010; Vrasti, 2012; Wearing, 2001, 2004; Wearing & Grabowski-Faulkner, 2013. 
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conservation projects around the world and aims to provide sustainable alternative travel that can 

assist in community development, scientific research or ecological restoration'ô. A volunteer tourist 

thus participates in an organized way to undertake holidays with a volunteer component that might 

involve aiding aspects of society or environment (Brown, 2005; Wearing, 2001). 

The VT experience aims to benefit both the participant himself through the intrinsic rewards of 

contributing to volunteer projects, as the local community by providing a potential positive longer-

lasting impact, while the average VT holiday consists out of short-term projects of a few weeks. Thus, 

the importance given to the altruistic desires over profit motives presents VT primarily as an alternative 

to mass tourism (Callanan & Thomas, 2003; Mustonen, 2007; Sin, 2009; Smith, 2014; Tomazos & 

Butler, 2010; Wearing, 2001). 

In recent years, the exploitation of resources and communities on a global scale were exposed by many 

media resources, and many international initiatives in the voluntary and charity sector succeeded. The 

growing attention to goodwill activities has prompted NGOs to exploit new volunteer opportunities in 

the Global South, and many tour operators have been involved in social and community projects to 

promote their image of ethical and social responsibility, changing the VT market into a comprising 

mix of non-profit and for-profit organizational suppliers (Brown, 2005; Callanan and Thomas, 2003). 

VT is increasingly commercialized as a form of leisure travel, combining the altruism of development 

work with the hedonism of leisure, and as most organizations focus both on the financial success of 

the project as on the projectôs contribution to the local area, the órealô value of volunteer work to the 

host community is however becoming very questionable (Callanan and Thomas, 2003; Coghlan & 

Fennell, 2009; Simpson, 2004). 

Gap Year Volunteer Tourism as a Postmodern Rite of Passage 

 Rite de Passage 

Gap year VT can be seen as a contemporary rite of passage for young people. Voluntourists move from 

one social status to another as their participation in such programs can be seen as a process that 

confronts them with a transformation in which they leave behind their old selves, and reach a new level 

of consciousness (Dalwai & Donegan, 2012; Graburn, 1983; Smith, 2014; Snee, 2013). 

Leaving home to go through this rite of passage separates the gapper from a previous status by a 

challenging journey abroad, after which they reincorporate a new social position on their return 
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(Monsutti, 2007). It is thus characterized by three classical stages as introduced by Van Gennep (1960) 

as ólife-crisis ritualsô, and further developed by Turner (1967): separation, liminality (margin/limen), 

and aggregation (incorporation/ reintegration). 

The first phase comprises a detachment from old identities and earlier fixed states in the social 

structure. Separation demarcates the movement from a stable position to a new status. In the óin-

betweenô state of liminality, the individual is offered an opportunity for transformation. It involves a 

temporary break with everyday life in which the subject remains ambiguous, a sort of social limbo. In 

the third phase, the transition is consummated and the individual returns to a new, enhanced position 

in society (Turner, 1967; Van Gennep, 1960). 

 Volunteering as Life-cycle Transition 

A gap year is often a period of transition between two important life stages: from childhood towards 

adulthood. They have become part of ógrowing upô and take place at transitional points in life as 

gappers construct their self-identities by using the difference between óhomeô and óawayô. It also 

coincides with the life-cycle transition as gap year volunteering is often a period between school and 

university (Galani-Moutafi, 2000; Gothoni, 1993; Montsutti, 2007; Smith et al., 2013; Tomazos & 

Butler, 2010). 

Central to these so-called ósignificant life eventsô is the emphasis on life-enhancement and personal 

change. It incorporates new travel experiences which help them to move towards an enhanced Self. 

Volunteering is here presented not as leisure, but understood as an opportunity to learn in terms of 

gains in maturity and life experience (Snee, 2014). 

Amit (2007) noted that geographic mobility has indeed been initiated as a vehicle for engaging with 

life-cycle transition as it offers the chance to restore oneôs status, construct a new identity, and 

sometimes even profit economic advantages. Furthermore, traveling is said to bring opportunities for 

social / psychological transformation (Coleman, 2004). 

Liminality vs. Liminoid 

The concepts of liminality and liminoid can be traced to the work of Turner (1967) on the analysis of 

rituals. He argued that the liminal period is an interstructural phase in social dynamics, which involves 

inverse behavior from the norm. It is a transition between states, a process of growth and becoming in 

which the liminal signifies that which is óneither this nor that, and yet is bothô. Transitional beings thus 



19 
 

have a twofold character as they are no longer classified and not yet classified. They are óbetwixt and 

betweenô (Turner, 1974a: 273). Old elements are reformulated in new patterns, as the liminal persona 

is withdrawn from his previous habits and is challenged to reflect upon his position during the liminal 

period (Allon & Koleth, 2014; Beckstead, 2010; Graburn, 1983). 

However, it should be noted that Turner (1974b) reserved the term óliminalityô for obligated religious 

rites, and óliminoidô for optional secular/leisure activities, such as gap year VT. It involves a spatial 

passage marked by a physical separation of the individual from the rest of society, which demarcates 

potentiality for transformation, through breaking the normative rules. Tourists indeed step into the 

liminoid when they move from everyday life (profane) to holidays (sacred). Oneôs behavior may then 

differ significantly from behavior at home as the moral codes of everyday life are not valid. The 

liminoid resembles, but is thus not identical to the liminal, and is a key characteristic of taking ótime 

outô through gap years (Graburn, 1989; Mustonen, 2006, 2007; Snee, 2013, 2014; Turner, 1974b). 

Communitas 

Volunteer programs also facilitate situations where gappers can socialize with their fellows, and 

research shows that the friendships developed through the intimate work atmosphere are of great 

importance to the volunteers. Volunteering produces a special kind of bonding amongst voluntourists 

as they are going through a similar experience and exchange like-minded ideas (Dalwai & Donegan, 

2012; Mostafanezhad, 2014; Monsutti, 2007; Mustonen, 2006, 2007; Wearing, 2001). 

These enabled friendships resemble to Turnerôs concept of ócommunitasô as individuals are 

momentarily stripped of their social status. The Turnerian notion of communitas refers to a 

spontaneously generated social bonding and community experience in the liminal state by a group of 

peers, as they face similar challenges and tests. This comradeship is the product of liminality, marks 

the fellowship with the like-minded, is based on feelings of affinity, solidarity and togetherness, and 

offers possibilities to develop interpersonal relationships (Gothoni, 1993; Turner, 1967, 1974a; 1974b). 

From Postmodern Pilgrimages to Transformational Journeys 

Secular Pilgrimages & Sacred Tourism 

Postmodernity is marked by the convergence of traditional pilgrimage towards leisure tourism, making 

it no longer possible to clearly distinct religious from non-religious travelers. Simultaneously, regular 

tourists may experience spiritual moments during their journeys, so the line between pilgrimage and 
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tourism becomes blurred. Nowadays, we may rather speak of ósecular pilgrimagesô and ósacred 

tourismô as pilgrims often become tourists, and postmodern tourists can be as much a pilgrim as a 

tourist (Beckstead, 2010; Coleman, 2004; Clifford, 1997; Mustonen, 2006; Singh, 2005). 

Collins-Kreiner & Kliot (2000) acknowledged the commonalities and distinctions between pilgrimages 

and tourism through their development of the pilgrim-tourism axis, which is comprised of two 

continua: ósecularism-sacrednessô, and ótourism-pilgrimageô. Tourism can thereby be understood as 

postmodern rationalized secularism, and pilgrimage as a premodern proof of piety. However, in 

postmodernity we can ascertain a melting pot of both types where they blend in new forms such as the 

birth of VT, with voluntourists representing the ónew pilgrims of the contemporary worldô (Graburn, 

2001; Mustonen, 2006, 2007; Singh, 2005). 

 

 

Figure 1: pilgrim-tourism axis (Collins-Kreiner & Kliot, 2000; Singh, 2005: 216) 

They blend in new forms such as the birth of VT, with voluntourists representing the ónew pilgrims of 

the contemporary worldô (Graburn, 2001; Mustonen, 2006, 2007; Singh, 2005). 

Even though VT is very close to conventional (backpacking) tourism, it also resembles traditional 

pilgrimage, especially if we connect both phenomena through utilizing the theory of rites de passage. 

The influence of religiosity in VT is however still insufficiently recognized. Accordingly, 

contemporary pilgrimages increasingly desacralize as they contain more and more touristic elements 

performing other than religious motives and spiritual fulfillment, such as transformational affiliations 
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that promote learning and foster change and development (Mustonen, 2006, 2007; Smith et al., 2013; 

Wearing & Grabowski-Faulkner, 2013). 

The Creation of Transformation & Self-Actualization 

Transformation often forms an integral part and highly characteristic feature of both rites of passages 

and pilgrimages. Voluntouristic travel can indeed be described as a self-discovering experience that 

provides the potential to change and transform individuals, especially if they participate at a time of 

transition in their lives, such as after leaving school (Allon & Koleth, 2014; Gothoni, 1993; Lyons & 

Wearing, 2008; Wearing & Grabowski-Faulkner, 2013). 

If VT is conceived as a postmodern form of pilgrimage, it should be defined as a transformational 

journey as well because the promise of travel involves the possibility for personal transformation. This 

spiritual new-birth explains why gappers often speak about the specific transformative quality of gap 

years to ñfind yourselfô and abandon the previous life-style to reach self-actualization and search for 

meanings to their existence (Beckstead, 2010; Gothoni, 1993; Mustonen, 2007). 

The experience of óself-actualizationô - utilized by Maslow (1954) in his hierarchy of needs - is central 

to postmodern tourism movements, and involves personal growth, change and fulfilment. This explains 

partially the motivational basis of transforming oneôs consciousness in VT, which then becomes in a 

sense more personal than pilgrimage (Brown, 2005; Butcher & Smith, 2010; Dalwai & Donegan, 2012; 

Guttentag, 2011; Mustonen, 2006; Sin, 2006). 

Allon and Koleth (2014) also speak of ótranspositionô to point out the reconfiguration of traditional 

conceptualizations of transformation through contemporary travel of óFirst World touristsô across 

óThird World spacesô. Irrevocably, VT is a privileged and legitimized conduit for a reflexive process 

of self-discovery in the dynamism of neoliberal economies construed by a civilizational quest to 

transform both the Self and the world (Tomazos & Butler, 2011). However, Amit and Rapport (2012) 

warn us to not over-estimate the transformative role of travel. 

(Self-)Development in Developmental Tourism 

It has become clear that development tourism - specifically gap year VT - is a significant means of 

self -development, offering a variety of benefits to the voluntourist: personal development / growth; 

self-fulfillment and greater self-contentment; increased confidence; cultural immersion; greater 

awareness of the self, global inequalities, social justice and responsibility; increased communicational, 
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life and leadership skills; more teamwork competences; improved employability and career 

opportunities; better educational performance; cultural capital; global citizenship and a broadened 

perspective on life (Allon & Koleth, 2014; Brown, 2005; Guttentag, 2011; Mostafanezhad, 2014; 

Salazar, 2004; Smith, 2014; Snee, 2014; Wearing, 2001). 

From this point of view, it might even make more sense to talk about VT as a form of ódevelopment(al) 

tourismô instead of one of ódevelopment tourismô, or even óego-tourismô, as these gap year journeys 

undeniably chiefly serve the travelerôs own development purposes and are less engaged with the actual 

development of visited communities (Salazar, 2004; Smith, 2014; Wearing, 2001). 

To Be or Not To Be Cosmopolitan Through Voluntourism 

 A Cosmopolitan Attitude 

Being cosmopolitan - as derived from the Greek word ókosmopolites ô -, literally means to be a citizen 

of the world. Traveling is considered ócosmopolitanism-as-practiceô and an important facilitator of 

global citizenship which offers the active opportunity to encounter cultural diversity and meanwhile 

experience a shared humanity. Such a cross-cultural narrative of solidarity, tolerance and appreciation 

for the Other enables the traveler to become a global citizen and transform his self-identity positively 

in the social world (Amit & Rapport, 2012; Calhoun, 2002; Lyons et al., 2012; Molz, 2005; 

Mostafanezhad, 2014; Smith et al., 2013; Vrasti, 2012). 

Nevertheless, it cannot be assumed that travel automatically óbroadens the mindô, and it must be 

questioned whether these cosmopolitan claims are not mainly self-referential and whether the 

willingness to engage with the Other is genuine (Brown, 2005; Simpson, 2005; Snee, 2014). Amit 

(2007) even argues that we must rather speak of ócosmocratsô as travelers overstretch the benefits from 

transnationalism and live global life-styles. 

A cosmopolitan attitude is indeed proliferated as an important transformative outcome of gap year VT 

boosting gappersô employability, enhancing civic engagement, and emphasizing self-development, but 

simply consuming cross-cultural contact alone does not necessarily provide a pathway to global 

citizenry or political awareness (Allon & Koleth, 2014; Butcher & Smith, 2010; Lyons et al., 2012; 

Smith et al., 2013; Smith, 2014; Snee, 2014). In Sinôs research (2009) it even appeared that the 

objective of being a ówell-traveledô individual who understands the world supersedes objectives of 

volunteering. 
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 Cultural Neo-Imperialism 

It is important to take into account that the pathway to global citizenry often exists within neoliberal 

contexts. This is specifically palpable in VT where the hegemonic processes of liberalism emerge 

through the emphasis placed upon employability, status enhancement (and thereby also privilege and 

distinction), and the commodification of Western humanitarianism into increased individualized niche-

consumer volunteer packages (Allon & Koleth, 2014; Lyons et al., 2012; Mostafanezhad, 2014; Vrasti, 

2012). 

Despite its good intentions, VT is thus a potential purveyor of western neoliberalist neoimperialism 

endangering the promising nature of cosmopolitanism. Although VT has a less explicit agenda, it 

shares dangerous similarities with the óservant leadership modelô of former imperialist movements as 

volunteers nobly spread their own ómodernizingô values instead of incorporating the voices of local 

people (Coghlan & Fennell, 2009; Kpinewater, 2013; McGehee, 2014; Smith, 2014). 

The emergence of óPeace Corpsô-style travelers in VT is also the product of a óguiltconsciousô society 

that links the nostalgia of Western moral superiority with colonial historical events while promoting 

simplistic binaries of óus and themô and the óFirst World giverô - óThird World receiverô discourse. 

This way it recreates a neo-colonial atmosphere of unequal power relations amongst voluntourists, 

while expressing a continued hegemonic struggle for superiority through civilizing mini-missions 

(Butcher & Smith, 2010; Calhoun, 2002; Callanan & Thomas, 2003; Lyons et al., 2012; 

Mostafanezhad, 2014; Mustonen, 2007; Salazar, 2004; Simpson, 2004 ; Snee, 2014). 

Meanwhile, VT can either embrace or resist the neoliberalist ideology. In some cases, it even rejects 

ideas of modernization, progress and economic development as voluntourists are keen to learn from 

local peoples and sometimes even support pre-existing ways of life (Butcher & Smith, 2010; Lyons et 

al., 2012; Simpson, 2004; Wearing, 2001). 

Justifying Privilege & Inequal Power Relationships 

Gap years are more likely to be taken by youth from developed countries that are in a relatively 

privileged position - compared to individuals from the same generation in the global South - to take a 

year off. They possess sufficient financial resources and higher intellectualized moral skills necessary 

to engage in volunteer projects overseas. The question then raises whether gap year VT does not 

consolidate existing inequalities and power structures between óus and themô along this global North-

South divide, further promoting a Western elitist concept of cosmopolitanism (Amit, 2007; Brown, 
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2005; Calhoun, 2002; Giddens, 1991; Lyons et al., 2012; Simpson, 2004; Snee, 2014). 

Volunteering can be considered an elite activity whereby the ógiverô appears superior to the inferior 

óreceiverô and seeks to distinguish himself by cumulating cultural capital, thus impoverishing the value 

of global citizenship as it is tied an uneven global community. Also, voluntourists depend generally on 

the relative immobility of those who facilitate their journey; again creating unequal power relations as 

their hosts probably will never have these travel opportunities (Cresswell, 2006; Delanty, 2000; 

Hannerz, 1990; Kpinewater, 2013; Lyons et al., 2012; Mustonen, 2007; Snee, 2014). 

Sin (2009) and Snee (2014) argue that VT fails to spread democracy and advance global citizenry, as 

cultural differences need to be established. The voluntourist can accordingly be categorized as a 

óstrategic cosmopolitanô in a privileged position of óhaving so much moreô placing its own cultural 

gains above altruistic activities of volunteering. 

The Gap in Gap Years: The (In-) Consistent Gapper 

A Tourist, not a Traveler 

The motives of the voluntourist to engage in voluntary projects stems from a new breed of discerning 

tourists, who have become jaded with standardized package holidays and are searching for more 

alternative types of travel. However, it is widely argued that despite their intentions, contemporary 

travelers are still tourists (Callanan & Thomas, 2003; Munt, 1994; Snee, 2014; Wearing & Grabowski-

Faulkner, 2013). 

As Mostafanezhad (2014) notes, the difference between tourists and voluntourists is thus primarily that 

voluntourists are having órealô interactions with local people, and tourists do not. Moreover, spending 

extended period of time abroad; using alternative, more ódangerousô travel circuits; and embracing 

óreal local lifeô is what makes this óproper travelô in opposition to mass tourism (Clifford, 1997; Sin, 

2009; Snee, 2014). 

McGehee (2014) goes even further by arguing that there are three segments of volunteer tourists: 

volunteers, voluntourists, and tourists. They have different degrees of expectations when it comes to 

transformative learning, as there is a distinction to make between the mindset of óvolunteer-mindedô 

individuals who tend to devote more of their time volunteering as they really want to help, and 

óvacation-mindedô individuals to whom the experience is clearly a holiday with more-interest (Brown, 

2005; Butler & Tomazos, 2011; Mustonen, 2007). 
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VT can thus be seen as a fabricated ópseudo -travel-eventô, confirming oneôs worldview rather than 

transforming it as it is not very purposeful, and local communities sometimes resent voluntourists who 

lack these qualities. This way, they might even become unwanted travelers/tourists (Boorstin, 1964; 

Galani-Moutafi, 2000; Mustonen, 2006). 

The óPoor-but-Happyô Other 

Voluntourists are not just interested in meeting the exotic Other as an object to be viewed, but are 

rather engaged in having meaningful contact with local people. However, the constructed relationship 

between óhostô and óguestô is largely commercial and asymmetrical, as one is at work while the other 

is at leisure (Brown, 2005; Dalwai & Donegan, 2012;; Gmelch, 2010, 2012; Nash, 1989; Spencer, 

2008). 

Although voluntourists declare tolerance and appreciation for local culture, a public misguided 

imaginary of a fetishized ópoor-but-happyô Other is reproduced and stimulated by both the gap year 

industry as the participants themselves. This widespread romanticization of peoples is both what 

motivates voluntourists to engage in gap year VT as what reinforces pre-existing stereotypes and 

essentialist pre-held cliches of these people as it emphasizes a dichotomy of óthem versus usô 

(Mostafanezhad, 2014; Salazar, 2004; Smith et al., 2013; Simpson, 2004, 2005; Snee, 2013, 2014; 

Vrasti, 2012). 

Wearing and Grabowski-Faulkner (2013) and Sin (2009) argue that gappers fail to see the role of their 

own privilege in these power-dynamics and risk becoming neo-colonialists as they present a minimal 

understanding of the local culture they visit. But voluntourists can also arrive at a new awareness of 

wealth and materialism through this gazing as they may realize through this encounter that the Western 

perception of happiness is being shaped by measures of success and satisfaction by material gain 

(Gmelch, 2012). 

Avoiding óThird Worldô Development 

By Othering people of the óThird Worldô the gap year industry perpetuates the neo -imperialistic idea 

that there is a óneedô for Western intervention in the global South. Simultaneously, it risks avoiding 

órealô development as volunteering placements often lack a genuine engagement with developing 

issues. VT often does involve simple, commendable development aid, but the increased marketing of 

VT programs overlooks and degrades the discourse of critical development and charity (Butcher & 

Smith, 2010; Mostafanezhad, 2014; Simpson, 2004; Snee,2014). 
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Generally, VT involves the desire of voluntourists from developing countries to encounter people in 

underdeveloped countries, whom they help through volunteer projects. These altruistic desires are, 

however, increasingly commercialized as the gap year market expanded from nonprofit NGOs to for-

profit ventures that make VT a business instead of a sustainable and responsible form of alternative 

tourism (Butler & Tomazos, 2011; Guttentag, 2011; Lyons et al., 2012; McGehee, 2014; Smith, 2014). 

The exponential commodification of the gap year VT business thus avoids the language of 

ódevelopmentô as many organizations try to avoid the questioning of a long-term strategy agenda and 

impact of voluntourists. Letting modernist models of Westernization prevail, encourages the discourses 

of difference between developed and developing countries while extending pre-existing stereotypes 

(Dalwai & Donegan, 2012; Simpson, 2004). 

The ódemonstration effectô 

When the host and the guest come together, both have the opportunity to glimpse how others live and 

reflect on their own lives through the lives of others. Host community members generally suggest that 

they have culture but the Westerners have development and they can bring development to them. VT 

therefore promotes both economic benefits and ócultural bastardizationô through the acculturation of 

locals toward Western ideas and values (Brennan, 2010; Mostafanezhad, 2014; Pruitt & La Font, 

2010). 

Tourism exposes local people of modest means to a tourist lifestyle, which is appealing because it is 

based on the consumption of luxuries and leisure activities. This way, tourists become a reference 

group for the host society, providing a platform to host communities to access a middle-class lifestyle 

and its accompanying commodities. In that sense, the demonstration effect can produce undesirable 

cultural changes in attitudes, values or behavior, such as a mimicking host behavior, dependency, 

feelings of deprivation, drugs, crime, and prostitution (Gmelch, 2010, 2012; Guttentag, 2011; Salazar, 

2004; Wearing & Grabowski- Faulkner, 2013). 

Drawing Up The Balance : Negotiating Harm and Altruism 

 To Hell with Good Intentions 

A growing body of scholars argues that gap year VT might well have good intentions, but may do more 

harm than good. Moreover, it has become clear that intentionality is not enough. It is often said that 

ódoing something is better than doing nothingô, but the normative assumption that volunteering is 
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automatically a ógood thingô should be problematized as VT has the potential to produce (unintended) 

negative impacts (Allon & Koleth, 2014; Guttentag, 2011; Lyons et al., 2012; Papi, 2013a, 2013b; 

Snee, 2013; McGehee, 2014; Mustonen, 2007; Snee, 2013). 

Other than that of being an enthusiastic volunteering, there is often little attention paid to appropriate 

skills, qualifications and knowledge that are critical to produce óeffective helpô and altruistic intent. 

The lack of requirement for any expertise limits the volunteersô contribution, and together with the 

neglect of local needs, this may even undermine the local labor market or create dependency (Butcher 

& Smith, 2010; Guttentag, 2011; Simpson, 2005; Smith, 2014; Snee, 2014). 

Furthermore, it must be noted that it is not the act of VT itself which is problematic, but rather the 

commercialization of the gap year sector and the current sort of programs offered to travel to 

developing countries. Notwithstanding, it is too strong to argue that all VT is bad amongst a diversity 

of non-profit and for-profit VT facilitators (Allon & Koleth, 2014; Salazar, 2004; Snee, 2014). 

 Money Talks as the Ego Walks 

An important facet of óthe goodô that VT intents to do has to deal with financial assistance as 

voluntourists usually pay significant fees for their volunteering opportunities abroad. These payments 

supposed to be donated to local communities, but it is often unclear where this money goes to. The fact 

that few volunteers have knowledge, or express curiosity about these transfers implies that a critical 

engagement with host communities is ignored and self-transformation predominates (Allon & Koleth, 

2014; Butcher & Smith, 2010; Sin, 2009; Smith, 2014). 

Also, the altruistic intentions of voluntourists obfuscate that VT may be a self-interested act of 

consumption. Money thus creates an expression of power exercised by the voluntourist, because it 

could potentially pay much more local labor than the individual voluntourist could ever provide. This 

is another proof that voluntourists premise personal gains above contributions to local development 

(Allon & Koleth, 2014; Butcher & Smith, 2010; Sin, 2009; Smith, 2014). 

Reciprocal Altruism or Mere Egoism? 

As it is difficult to estimate whether ódoing good for the Otherô or ódoing good for the Self is the main 

motivator in VT, it should be questioned whether this engagement is not egoistic rather than altruistic 

(Butcher & Smith, 2010; Mustonen, 2007; Wearing & Grabowski-Faulkner, 2013). 
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As VT has its roots in volunteerism, it implies that benefactors perform acts that serve the needs of 

others with no personal gain in mind. To be considered a volunteer, one must place altruistic motives 

central and act like a catalyst for peace. VT provides opportunities for ógiving backô, ódoing something 

worthwhileô and ómaking a differenceô (Allon & Koleth, 2014; Brown, 2005; Bussell & Forbes, 2002; 

Butler & Tomazos, 2011; Coghlan & Fennell, 2009; McGehee, 2014; Mostafanezhad, 2014; 

Mustonen, 2006, 2007; Snee, 2014; Tomazos & Butler, 2010; Wearing & Grabowski-Faulkner, 2013). 

Nevertheless, the volunteer usually also benefits from their volunteering in terms of gaining cultural 

capital, building oneôs CV, and developing skills (Butcher & Smith, 2010; Mostafanezhad, 2014; 

Mustonen, 2007; Smith, et al., 2013). Hence it is argued that we should nuance it to a óreciprocal 

altruismô or even óaltruistic tourismô (Coghlan & Fennell, 2009; Lyons et al., 2012). Indeed, 

voluntourists are more likely to be influenced by multiple motivational factors such as cultural 

immersion, giving back, seeking camaraderie, career advancement and creating educational 

opportunities (Brown, 2005; Coghlan & Fennell, 2009; Guttentag, 2011; Sin, 2009; Wearing & 

Grabowski-Faulkner, 2013). 

Salazar (2004: 92) spelled out that ñphilanthropic aspirations often mask hard-nosed, immediate self-

interestô. Indeed, VT represents a form of ósocial egoismô - helping others but for the purpose of 

ultimately benefiting oneself - as there are perhaps as many selfish reasons as altruistic ones. The 

voluntouristsô highly egoistical behavior is marked by self-directed desires such as self-actualization, 

self-development, leisure-seeking and status-enhancement (Coghlan & Fennell, 2009; Mustonen, 

2006; Sin, 2009; Wearing, 2004). 

Conclusively, I argue that it is wise to recognize an fluctuation somewhere between altruism and 

egoism in VT as volunteer holiday-making can be both self-directed as other directed (Brown, 2005; 

Mustonen, 2007). 

Conclusion & Future Prospects 

"All men are heroes...in dreams" - (Sigmund Freud) 

This paper has critically reviewed a broad range of academic literature on VT from an anthropological 

perspective. It has introduced the concepts ógap yearô and óvolunteer tourismô (VT). A broader view 

on these topics was presented in a literature study by exploring the role of gap year VT as a postmodern 

rite of passage, form of secular pilgrimage and its contemporary notion as transformational journey. 
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It examined that by shaping environments for self-discovery and self-development, volunteer tourists 

can shape a cosmopolitan attitude or identity as global citizens. However, the dangers (called: ógapsô 

in this paper) of unfairly justifying their privilege and positioning oneself as superior in the power 

discourse of óFirst-World giverô and óThird-World receiverô, created the risk of gazing the Other and 

avoiding actual development to communities while developing only the Self, by stimulating existing 

neo-imperialistic / neo-liberal discourses, re-confirming existing stereotypes and spreading the so 

called ódemonstration effectô as neo-colonial subjects. 

A balance was made up by negotiating altruism and egoism carefully, and describing the underlying 

motivational factors of volunteer tourists into detail. It was outlined that there is a clear distinction to 

make between volunteer-minded and vacation-minded volunteer tourists. Despite all of them sharing 

good intentions, VT proves to be ambivalent and risks troubling expected outcomes. 

It has thus become clear that there is no straight answer whether VT is good or bad, and that we must 

not automatically accept common-sense ideas of VT (Mustonen, 2007; Snee, 2014). Extended 

empirical studies with volunteer tourists may tell us more about the (in)consistency of gap year VT, 

thus further exploring this ultimate question by anthropologists in the future. 

I also want to emphasize the relevance of further VT studies for social sciences, as it they are important 

to anticipate VT effects on both participants as host communities, and to instigate a more positive 

future for VT as it becomes clear that there is a need for more responsible VT practices. Obviously, 

gap years do not automatically foster a cosmopolitan attitude and implicate a problematic relationship 

with an eroticized óOtherô (Snee, 2014). 

Re-conceptualizing VT as suggested by McGehee (2014) into ñtransformative learningò, or by Papi 

(2013 a) and Sin (2009) into ñservice learningò, by challenging young travelers to learn and develop 

responsible cross-cultural competences through active participation in thoughtfully organized 

experiences that do not damage communities but meet their actual needs, may foster a positive 

transformation of VT as an alternative niche tourism market itself. 

VT indubitably has the potential to influence and facilitate positive social change. I call for more 

pedagogically-informed responsible gap year VT program suppliers, and recommend stressing the 

educational and transformative aspects in these travel-based programs if this industry wants to become 

the ultimate sustainable form of tourism (McGehee, 2014; Snee, 2014).
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CHARACTERISTICS AND WORK MOTIVATIONS OF GOREME TOURISM 

ENTREPRENEURS 

Emine Kale 
Nevsehir Haci Bektas Veli University/Tourism Faculty, Nevsehir, Turkey 

ABSTRACT 

This study aims to identify the characteristics of small scale tourism enterprise in Goreme town and 

their work motivations. Data was collected with the questionnaire technique. Questionnaire was 

applied to 126 small-scale tourism enterprisers situated in Nevsehir, Goreme town. As for 

enterprisers, they are family organizations with background over 10 years. Majority of them 

accommodation facilities composed of pension and hostels. 

Enterprisers have been found to start business life to evaluate the opportunities, be stimulated with 

economical factors, protect family heritage, to set up business, give importance to financial success. 

Key Words: Enterprise, Tourism Enterprise, Small Scale Enterprises 

INTRODUCTION 

Entrepreneurship is of vital importance as it is dynamical power for development of economy. Small 

sized enterprises are is in the position of economyôs backbone in terms of the contribution it makes 

both to end-consumer and industrial consumers. Importance of small sized tourism entrepreneurship 

cannot be ignored for tourism sector as well. Effect of tourism on economy is strong both globally 

and regionally. Considering its contribution to other sectors too, being successful of tourism 

entrepreneurs is a necessity. Today, entrepreneurship has great significance to meet changing needs 

and requirements of customer, keep up with complex marketing conditions and create competition 

advantage. 

Even though tourism enterprises consist of large enterprises in some destinations, small and medium 

sized enterprises grabs attention in many destinations. The number of small tourism and 

accommodation enterprises which are operated by family is high in many countries and such 

enterprises make contribution for revealing and understanding of entrepreneurial ideas (Shaw & 

Williams, 2004: 99). Nevertheless, it is seen that the researches aimed at small enterprises and 
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entrepreneurs are insufficient. (Ateljevic & Page 2009; Ioannides & Petersen 2003; Li, 2008). Small 

and medium sized tourism enterprises contribute the development of local economy substantially in 

many regions. (Glancey & Pettigrew, 1997, p. 21) Identification of the characteristics of tourism 

enterprises also gives assistance for understanding this contribution. For instance, Russel & Faulkner 

(2004) has associated development of tourism entrepreneurship in a region with the characteristics 

of tourism entrepreneurs, environmental conditions and life step of destination. Barr (1990) has also 

stated that local entrepreneurs have an important role in development period of destination and the 

immigrant entrepreneurs in later periods. Therefore, explanation of tourism development in 

destination also depends on understanding of the characteristics of entrepreneurs. 

In the motive of starting to work of tourism entrepreneurs, different factors as well as economic 

factors come to the forefront. Desire of being boss of its own job, establishing its own work in a 

small place rather than working in stressful city enterprise, keeping family together , supporting 

leisure interests are some of these (Skokic & Morrison, 2011, p.5). Glancey and  Pettigrew (1997, p. 

23) has dealt the motives of starting to work under two main groups: the factors such as dismissal, 

job insecurity, obtaining additional income, etc. constitutes driving factors, the factors like desire of 

being boss of its own job, attaining high income, catching business opportunity, retirement project, 

etc. forms attractive factors. Most of the sample in their research (65%) is motivated with attractive 

factors. The most important motives are established as having economic independence and keeping 

family job in the study of Jaafar et al. (2011). The factors that motivate rural tourism entrepreneurs 

are also described as providing job to family members, earning extra income, meeting marketing 

need, communication with customers, enhancing hobby and using tourism resources like farm 

(Schroeder, 2003: 9). 

Sustaining lifestyle creates a significant starting point for tourism entrepreneurs (Getz & Carlsen, 

2000; Szivas, 2001; Peters et al., 2009). Lifestyle entrepreneurs are defined as the persons who have 

got or operate the jobs related to their own personal values, belief, interest, passions (Marcketti, 

2006), objectives (Tregear, 2005) rather than economic factors like growth (Tregear, 2005). Driving 

factors for lifestyle entrepreneurs are the need of setting up lifestyle, need for exceeding problems 

of market, forming a financial bridge between employment and retirement, family related duties. 

Attractive factors are: escape from city environment/more quality lifestyle, transition from an 

institutional job career to freer career, balance of work- life and more quality family life, experience 

of a different place and activity (Morrison et al., 2008:5-6). Lardies (1999) has set forth that 
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immigrant entrepreneurs are mostly motivated by attractive factors. 

Different models of entrepreneurship attract attention in tourism sector: Shaw and Williams (1998: 

253) have drawn attention to two distinct models of entrepreneurship of small tourism and 

accommodation enterprises which is closely related to lifestyle entrepreneurship. First one comprises 

business owners who act in tourism destinations due to non-economic reasons combined with 

deficiency of work experience in general. This group is called as those who are not entrepreneur. 

Second one is restricted entrepreneurs. Most of those are young entrepreneurs and motivated with 

economic motives emanating from more professionalism but has no job background at large extent. 

They are restricted with job skill and absence of capital. Glancey and Pettigrew (1997: 23-24), in the 

study conducted for small hotel enterprises in a Scotch city, have merged characteristics and 

motivations of entrepreneurs with ñopportunist entrepreneurò in general and described them as 

ñportfolio entrepreneurò, detecting that most of them show interest in other jobs too. Those display 

inclination of merging with job centred entrepreneurs in other sectors. 

In addition to ñmasterò and ñopportunistò entrepreneurs in tourism sector, other category may be 

indicated as ñhumanitarian entrepreneursò. Those entrepreneurs have the objective of integration 

with people and satisfying employees. Success criterion for them is satisfaction of customer and 

employees. Although characteristics of opportunist and master entrepreneurs are separated 

distinctively in a research on 161 restaurant entrepreneurs in South California, it has emerged that 

humanitarian property is seen across sample (Williams & Tse, 1995: 23). 

This study has the aim of uncovering the demographic features, objectives of starting to work and 

the motivation towards job of the tourism entrepreneurs in Goreme and determining if there is a 

difference in their motivation according to demographic data. Reason for selecting Goreme city is 

that it is at the central location of Cappadocia Region which is a significant destination with the share 

it has taken from Turkish tourism. The importance of the destination that is distinguished with belief 

and culture tourism increases more through being one of spreading centres of Christianity, having 

underground cities and hundreds of rock churches that first Christians carve in rock, being registered 

in UNESCO World Heritage of Goreme Open Air Museum both as culturally and naturally. 

However, transfer of traditional cultural values up to today without losing their essence and its 

combination with today contemporary understanding enhances attractiveness of the destination. 

Goreme has got the most original accommodation businesses of the district that is made up of 
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decoration again in modern style of conventional caves and arched houses in line with small scaled 

district. Similarly, other tourism establishments (souvenir, restaurant, recreation, etc.) are small 

scaled enterprises that also render services comply with the district. (www.goreme.bel.tr). Producing 

information for the characteristics of Goreme tourism entrepreneurship will be beneficial from the 

point of both realizing current situation and implications for the future. Especially, it may also be 

beneficial for tourism entrepreneurs who have idea of establishing a new business in Goreme. 

METHOD 

This research aims at determining the profile of tourism entrepreneurs in Goreme, a significant 

touristic city of Cappadocia region and establishing their motivations towards job. As it has the aim 

of identifying a situation, it has the feature of a descriptive research. Entrepreneurs of the tourism 

establishments in Nevsehir- Goreme city is the population of the research. All of the population is 

taken within the scope of research. 186 tourism firms (hotel, pension, souvenir, balloon, restaurant, 

cafe, bar, pastry shop, travel agency, rent a car, carpet sale) which are found in internet site of Goreme 

Municipality constitute research area. Survey technique is benefited for collection of research data. 

By interviewing with business owner and one of partners in enterprises, objective of the research has 

been clarified and surveys are applied face to face by researcher. At the end of the research, 126 

usable surveys are produced. Return rate of the surveys is 68%. 

Principally, it is made use of the studies of Getz and Carlsen (2000), Getz and Petersen (2005) for 

preparation of questionnaire form. Questionnaire form is composed of 2 parts. In the first part, the 

questions towards business and entrepreneurs are available. In order to ensure understanding of 

characteristics of tourism entrepreneurship, questions of this part are kept comprehensive and other 

entrepreneurship studies in literature are also considered for preparation of questions. In the second 

part, the questions intended for measuring importance of motivation for job of entrepreneurs exist. 

Opinions of the academicians, expert of subject matter and the entrepreneurs in the sector are utilized 

for evaluation of intelligibility of expression and the preparation of questionnaire form. Pilot study 

is applied on 15 persons and the corrections that raise clarity of questions are made. 

 

FINDINGS 

Demographic particulars of participants and the information on businesses are given in Table 1. 

http://www.goreme.bel.tr/
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36,4% of the participants are at the age between 36-45. 28, 6% of that covers the participants at the 

age between 26-35 and 46-55. From these findings, it may be said that most of the entrepreneurs in 

Goreme is at medium age group. A similar finding is also obtained from a research conducted to 

establish profile of entrepreneur in Elazig. (Ilhan, 2005). When gender of the participants is looked 

at, it is observed that an important part (92,1%) is man. This finding demonstrates that women 

entrepreneurs are not still at enough level and support the former studies in Turkey (Avcikurt, 2003; 

Ilhan, 2005: Karadeniz & Yilmaz, 2009). A considerable part of the participants is married (83,3%). 

This finding is in parallel with other studies related to tourism entrepreneurs (Getz & Carlsen, 2000; 

Getz & Petersen, 2005). More than half of the participants are high school graduate (56,6%). Quite 

low number of university graduate is witnessed (9,5%). This finding shows similarity to the 

conclusions of many studies (Bozkurt et al., 2012; Getz & Carlsen, 2000; Jaafar et al. 2010, 2011) 

When the age of starting to first entrepreneurship by the participants is analysed, it seems that great 

part (51,6%) has started to entrepreneurship at the age 25 and below, namely at a young age. It is 

identified that most of the participants (70, 6%) were born in Goreme and again, the majority (75,4%) 

has commenced to entrepreneurship firstly in Goreme. Considering former jobs of the participants, 

it is seen that half of those (50%) has worked in private sector. The rate of those who have worked 

in their business is 32,5% too. 

Table 1: The Information on Characteristics of Small Scales Tourism Entrepreneurs (N:126) 

Variables F (%) Variables F (%) 

Age   Age of starting to   

Age 25 and below 3 2,4 Entrepreneurship firstly   

Age 26-35 36 28,6 Age 25 and below 65 51,6 

Age 36-45 46 36,4 Age 26-30 38 30,2 

Age 46-55 36 28,6 Age 31 and above 23 18,2 

Age 56 and above 5 4,0    

Gender   Place of birth   

Woman 10 7,9 Goreme 89 70,6 

Man 116 92,1 Outside Goreme 37 29,4 

Marital Status   Place of starting to first   

Single 21 16,7 entrepreneurship   

Married 105 83,3 Goreme 95 75,4 

   Outside Goreme 31 24,6 

Education   Working area before 

establishing 

  

Primary education 44 34,9 business   

High school and equiv. school 70 55,6 NA 18 14,3 

Vocational High School 4 3,2 Mybusiness/family-run 

business 

41 32,5 
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College/Faculty 8 6,3 Private Sector 63 50,0 

   Public Sector 4 3,2 

 

Age for most of the businesses is more than 10 years. When shortness of life period of majority of 

small sized enterprises is taken into consideration, (Reynolds et al., 2000) this finding may be 

evaluated in a way that the businesses in Goreme have been in tourism sector for a long time and 

continue their success. Most of participants have founded their businesses themselves. This finding 

may prove that the participants take risk and have entrepreneurial characteristics. It appears that most 

of businesses comprise small sized family businesses (even though their legal status is individual 

business) and run together family members. This finding is in parallel with the ones in literature that 

small businesses are family run businesses (Avcikurt 2003; Getz & Carlsen, 2000; Getz & Petersen 

2005). 

Table 2: The Information concerning Characteristics of Businesses (N:126) 

Age of business F % Area of activity of business F % 

5 years and less 25 19,8 Hotel 13 10,3 

6-10 years 32 25,4 Motel 5 4,0 

11-15 years 36 28,6 Pension 24 19,0 

16 years and more 33 26,2 Restaurant 18 14,3 

   Cafe/Bar/Disco/Pastry 

shop 

13 10,3 

Way of establishing 

business 

  Travel Agency 9 7,1 

I founded myself 99 78,6 Souvenir 22 17,5 

I took over 15 11,9 Carpet Sale 7 5,6 

Family inheritance 7 5,6 Other (Rent a Car, Balloon, 15 11,9 

I become partner 5 4,0 Bath, Leather Sale, Buffet,   

   etc.)   

   Number of the Person Working in Business 

Family Members Working in Business (except Family Members)   

   NA 3 2,4 

NA 46 36,5 1 Person 27 21,4 

My spouse 17 13,5 2 Persons 34 27,0 

My children 25 19,8 3 Persons 17 13,5 

My sibling 17 13,5 4 Persons 10 7,9 

My father 9 7,1 5-10 Persons 26 20,6 

My spouse and sibling 3 2,4 More than 10 Persons 9 7,1 

My spouse and children 6 4,8 Status of Business   

My mother and father 3 2,4 Individual Business 107 84,9 

   Family Business 11 8,7 

   Multi -Partnered 8 6,3 
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When objective of establishing business by the participant is analysed, it is seen that 37% make 

investment in as open market within area. Those are the entrepreneurs named as ñopportunist 

entrepreneursò. 33% of the participants have entered on entrepreneurship as they see a job 

opportunity/investment. Those are the entrepreneurs motivated economically. 20% of the 

participants consist of ñlifestyle entrepreneursò who do business in the direction of lifestyle. The 

ñmaster entrepreneursò who carry on business as per their experience is in the minority. (5,6%). In a 

study made in Australia by Getz and Carlsen (2000), ñdoing business suited to lifestyleò forms first 

objective, ñseeing as job opportunity/investmentò, second one. In a study conducted on two 

destinations in Canada and Denmark by Getz and Petersen (2005), it is determined that business 

establishing objectives towards lifestyle are the most important for both destinations. In the study 

done on small and medium sized hotel entrepreneurs in Malaysia by Jafaar (2011), the most 

significant objective for starting to business by entrepreneurs is seen ñgaining economic 

independenceò and ñkeeping family businessò. 

Table 3: Objectives of Establishing Business by Entrepreneurs 

Objectives of Establishing Business F % 

Seeing as business opportunity/investment 42 33,3 

Doing business as per lifestyle 25 19,8 

Perceiving an open market in this area 47 37,3 

Doing business in the direction of their experience 7 5,6 

Retirement project 2 1,6 

liking for meeting with different people - - 

failing to find a suitable job to work 3 2,4 

 

The expressions related to motivation towards business of the participants are given in Table 4. The 

highest motivation factors of participants are to protect family inheritance (96,8%), being boss of its 

own business (86,9%), gaining financial independence (92,5%). The least motivation factors are 

keeping family together (73,1%), motive for challenge (67,8%). According to these findings, 

important motivation of participants is pertinent to family inheritance and material elements. 

Different from these findings, in the study of Getz and Carlsen (1999), the factors that motivates 

entrepreneurs most are ñliving in the right environmentò and ñto enjoy a good lifestyleò, ñto meet 

interesting peopleò respectively. 

Table 4: Business Oriented Motivations of Participants 
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Variables 1 2 3 4 5 Ave. St. 

 (%) (%) (%) (%) (%)  Deviation 

To keep this property in the - - 3.2 34.1 62.7 4.59 .553 

Family        

To be my own boss   11.1 20.6 68.3 4.57 .686 

To permit me to become 0.8 1.6 4.8 32.5 60.3 4.50 .734 

financially independent        

To support my/our leisure - - 7.1 43.7 49.2 4.42 .624 

Interests        

Gain prestige by operating a 

business 

- - 8.7 40.5 50.8 4.42 .649 

To meet interesting people - - 11.1 39.7 49.2 4.38 .679 

To enjoy a good lifestyle - 0.8 11.9 37.3 50.0 4.36 .772 

To provide a retirement 

income 

- 11.1 10.3 10.3 68.3 4.35 1.054 

To make lots of Money 1.6 0.8 15.1 42.1 40.5 4.19 .836 

To live in the right 

environment 

- 10.3 15.9 36.5 37.3 4.00 .975 

To keep my family together 7.9 5.6 13.5 31.0 42.1 3.93 1.224 

To provide me with a 

challenge 

13.5 4.8 13.5 21.4 46.8 3.83 1.412 

1) Not at all important, 5) Very important 

With the aim of testing if there is any difference between motivations of participants as per gender, 

marital status, age, education and objective of establishing business by entrepreneurs, Mann-Wihtney 

U and Kruskal Wallis H test are utilized. As no scale articles show normal distribution, 

nonparametric test is used. The expressions containing difference are stated in Table 5. 

Difference is identified in the expression ñto support my/our leisure interestsò by gender. According 

to this finding, men pay more attention to convert leisure interest into business. 

A difference in favour of the married is seen for the expression ñto keep this property in the familyò 

in terms of marital status. The married attaches more importance to protect family inheritance. The 

singles place emphasis mostly on ñbeing boss of his/her own businessò and ñto enjoy a good 

lifestyleò. 

When differences are reviewed from the point of birth place, while those born in Goreme care about 

ñto provide a retirement incomeò, ñto provide me with a challengeò, those born outside Goreme mind 

ñto support my/our leisure interestsò. 

When an analysis is made according to the objective of establishing business, it is revealed that 

lifestyle entrepreneurs do not care keeping property in the family much. At the same time, those who 

have the objective of business opportunity/investment do not mind supporting leisure interests. 
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When differences are examined by age of the participants, difference is ascertained on ñliving in the 

right environmentò. No the youth under age 25 find this subject important sufficiently compared to 

other age groups. 

When educational differences are considered, while university graduates do not regard ñkeeping 

family togetherò an adequate motivation factor, primary education graduates do not see ñgaining 

prestige by operating a businessò as a significant motivation factorò. 

Table 5: Differences for Business Oriented Motivations by Demographic Characteristics of the 

Participants 

Interests Man 116 65,28    

Variables Marital status N mean 

rank 

Mann Z p. Whitney U ô 

To keep this property in the 

family 

Single 

Married 

21 

105 

47.00 

66,80 

756,000 2,685 ,007* 

To be my own boss Single 

Married 

21 

105 

76,26 

60,95 

834,500 -2,140 ,032* 

To enjoy a good lifestyle Single 

Married 

21 

105 

77,81 

60,64 

802,000 -2,170 ,030* 

Variables Place of birth N mean 

rank 

Mann Z p. Whitney U ô 

To support my/our leisure 

interests 

Goreme 

Outside Goreme 

89 

37 

59,40 

73,36 

2.011,500 2,190 ,029* 

To provide a retirement 

income 

Goreme 

Outisde Goreme 

89 

37 

68,04 

52,58 

1.242,500 -2,627 ,009* 

To provide me with a 

challenge 

Goreme 

Outisde Goreme 

89 

37 

68,80 

50,74 

1.174,500 -2,691 ,007* 

  

Variables As per Establishing N mean X2 s.d. p. Objective rank 

To keep this property in the 

family 

business-opp. invest. 42 72,68 

Lifestyle 25 39,64 l9 963 3 000* An open market 47 58,16 Experience 

7 86,29 
To support my/our leisure 

interests 

business-opp. invest. 42 54,24 Lifestyle 25 87.36 An open market 

47 60,23 Experience 7 84,00 Variables Age N mean X2 s.d. p. 

rank To live in the right 

environment 

Age 25 and below 3 38,50 
36 H'46 9,472 3 ,004* Age 36-45 46 68,74 

Age 46 and above 41 68,36 
Variables Education N mean X2 s.d. p. 

rank To keep my family together Primary School 44 65,67 

High School 70 62,80 5,167 2 ,039* University 12 45,94 
Gain prestige by operating a 

business 

Primary School 44 51.77 

10,234 2 ,017* High School 70 70.55 

University 12 72.94 

 

CONCLUSION 

In this study, it is tried to designate the demographic features, objective of starting to work and 

business related motivations of small scaled tourism entrepreneurs. Furthermore, it is determined if 

work motivation of entrepreneurs differentiates according to demographic variables. 

Variables Gender N mean 

rank Mann 

Whitney U 

ô 

Z P- 

To support my/our leisure Woman 10 42,85 373,500 2,087 ,037* 
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It has emerged that most of the participants are married, graduate of high school, born in Goreme 

and have commenced to first entrepreneurship at young ages and in Goreme. Majority of businesses 

are family-run businesses that have been operated for a long time. Contrary to prior studies, the 

motivation for starting to work by entrepreneurs is arisen from economic reasons not from doing 

business fit for lifestyle. The greater part has set at work with the intent of evaluating a gap in the 

market. Those who get to work with the aim of business opportunity and investment takes the second 

place. The target of doing business suited to lifestyle takes the third place. 

However, doing a business liked is regarded important (more for men) as much as economic factors. 

In consequence of this study, it is revealed that the entrepreneurs in Goreme place more emphasis on 

economic matters. The entrepreneurs are rather centred on growth and increasing profitability. This 

circumstance is advantageous for development of Goreme tourism, maintaining their life, raising the 

contribution to regional economy by small scaled enterprises. Even though attention is paid on 

continuing lifestyle, sharing responsibility of business with family, living in the right environment, 

these matters are not found at expected level. In the wake of these results, paying regard to 

sustainability principles in growing as well as being profit and opportunity focused may be 

recommended to entrepreneurs. 

Progress of small scales tourism entrepreneurship in Goreme is of significance for the region. In 

general, it is seen that the number of tourists coming to Cappadocia Region steps up as by years. 

(while it was 746.000 in 2007, it become 905.000 in 2014 by increasing gradually). In parallel with 

that, number of staying overnight and tourism revenues also go up. Increase is experienced every 

passing year in the number of tourists who prefer small accommodation facilities such as hostel, 

boutique and hotel with private certificate, etc. (http://www.ktbyatirimisletmeler.gov.tr). 

Considering these variables, development of small scaled businesses in Goreme will also contribute 

for meeting customer requests in more qualified way as over and above economic returns to the 

region. In the same time, it shall create opportunity to develop tourism in sense of sustainability 

without damaging the environment. 

Since this study involves only the sample of Goreme entrepreneurs, in order for generalizing the 

conclusions of the research, more detailed studies in different destinations are needed. Next studies 

may also cover establishing the profiles of tourism entrepreneurs in addition to reasons of success 

and failure. 

http://www.ktbyatirimisletmeler.gov.tr/
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ABSTRACT 

The primary objectives of this research focused on developing the sustainable tourism model for the 

Pha Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve in order to sustaining forest area and 

developing local community simultaneously. The sustainable tourism model was created based on 

site potential, stakeholdersô opinions, and cost- benefit analysis. The results showed that the 

destinations were ranked in high potential for tourism development. The majority of tourists paid 

attention to forest resources education program and sport outdoor activities. Benefit- Cost ratio 

(BCR) equaled to 1.81 and Internal Rate of Return (IRR) equaled to 16.38, showed suitability and 

worthiness for developing tourism in Wang Nam Khaio forest reserve. Tourism development 

strategies have been proposed, including 1) developing facilities and services for conservation and 

sustainable tourism 2) personnel training for sustainable development and 3) tourism marketing for 

niche market. 

Key words: tourism model; sustainable tourism; forest reserve; Thailand 

INTRODUCTION: 

The national forest reserve is in the Thailandôs protected area system which is reserved and managed 
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for conservation and sustainable forest resource utilization. Under the National Forest Reserve Act 

(1964), the forest reserve in Thailand is designated forests used to denote forests accorded certain 

degrees of protection and assigns responsibility for their control and maintenance to Royal Forest 

Department of Thailand. The activities include hunting, grazing, land encroaching are prohibited and 

banned unless specific orders are issued by the government. Presently (2017), there are 1,221 forest 

reserve area collectively encompassing 231,268.8 sq. km or 45.07 percent of the country which the 

government controlled for production and extraction (Forest Land Management, 2017). From past 

to present, despite the law protection, deforestation continues in Thailandôs forest reserve area. The 

primary cause is the increasing demand for agricultural area, forest products, and also residential 

development. Additionally, many forest reserve area are surrounded by local villages leading to the 

problem of conversion of forest area for agricultural purposes and also illegal poaching. The results 

of these activities have resulted in loss of biodiversity and majors conflicts between local people and 

law enforcement agencies. 

Integrated conservation and community development approach is the goal of national forest reserve 

management (Salafsky & Wollenberg, 2000; Royal Forest department, 2012). In this manner, 

appropriate tourism development can in fact be one of the most powerful tools for the forest reserve 

management with the expectation of conservation of the natural resources, while at the same time 

leading to increased benefits for local communities. Indeed, nature- based tourism, based on 

sustainable tourism concept, has often been viewed as the effective management strategy because 

this type of tourism is a non-consumptive activity that regularly viewed as a win-win situation for 

conservation and sustainable development (especially economically sustain local communities and 

enhance the quality of life) (Naidoo &Adamowicz, 2005). 

Additionally, nature-based tourism, which is growing rapidly, has emerged as one of the important 

issue for protected area management in Thailand. According to the number of visitors visited national 

parks of Thailand, during 2012 - 2016, there were more than a 10 million of visitors travel to national 

parks. In 2016, the national parks welcomed about 16.5 millions of visitors. Based on these figures, 

tourist arrivals in national park have increased approximately 13 percent annually (National Park, 

Wildlife and Plant Conservation Department, 2017). Demand for quality eco-tourism destinations 

will continue to grow as urban congestion, pollution, crowding, and concern for the natural 

environment all increase. In this manner, tourism in forest reserve, as intermediate tourism area, can 

reduce tension to tourism destination set in sensitive area such as national parks. 
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The primary objective of this research was to develop the sustainable tourism model for the Pha 

Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve based on site potential, stakeholdersô 

opinions, and cost-benefit analysis. The ultimate hope of this project was to create alternative 

strategy that could help to sustaining forest area and developing local community simultaneously. 

METHODS: 

Study Site: Pha Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve, Thailand 

Pha Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve is in the southern part of Nakhon 

Ratchasima Province, northeastern Thailand, covering the area of 1,061.05 km2 and located 250 

kilometers approximately from Bangkok. This forest area is covered by two major forest types, dry 

evergreen forest and dry dipterocarp forest. Average annual temperature is 26 degrees Celsius and 

average annual rainfall is 999.5 millimeters (Sakaerat Research Station, 2017). Additionally, this 

forest reserve is located on the major tourism route of the region and connected to many well-known 

tourism destinations, i.e. Khao Yai National Park. 

The Pha Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve is one of the important protected 

areas in Thailand, as the part of biosphere reserves. This forest area is surrounded by many villagers 

and agricultural field, both legally and illegally. This area has faced with the problem about 

unsustainable natural resource utilization of local people - especially illegally use the forest for crop 

plantations, livestock, mushroom gathering, hunting, and tree cutting. In this manner, government 

and various organizations have attempted to develop tourism activity as the alternative management 

strategies to support sustainable development in the area and also help to distribute visitors from 

Khao Yai National Park, one of the most famous national parks in Thailand, to less crowded area. 

Study Framework: 

The research for developing the sustainable tourism model for the Pha Wang Nam Khiao - Pha Khao 

Phu Luang Forest Reserve consists of three components: 1) the assessment of potential resources of 

tourism development, 2) the study of stakeholdersô opinions toward tourism development in the 

forest area, and 3) a cost-benefit analysis for sustainable tourism development. 
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Assessing potential of the Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve for sustainable 

tourism development 

This part was aimed to quantify the development potential of tourism resources in Wang Nam Khiao 

and Pha Khao Phu Luang Forest Reserve. Four major destinations, including Wang Nam Khiao 

Forestry Student Training Station, Thab Lan National Park Protection Unit 4 - Khao Makha, Pak 

Thong Chai Forest Plantation- Forest Industry Organization, and Sakearat Silvicultural Research 

Station - Royal Forest Department, were selected based on onsite evaluation and the results of focus 

group meeting with key stakeholders, i.e. local government organization, community leaders, 

representatives from both government and tourism businesses. 

To evaluate tourism potential of the selected destinations, a set of indicators and standards has been 

developed along the lines of the global sustainable tourism criteria (World Tourism Organization: 

UNWTO, 1997), ecotourism standard criteria (Department of Tourism -Thailand, 2015), and the 

principle sustainable use of biodiversity (Convention of Biological Diversity: CBD, 2004). The 16 

indicators have been developed based on the core indicators of sustainable tourism development 

covering two aspects including 1) potential and value of destination, and 2) tourism development 

potential. The indicators are as follows: 

Indicators of potential and value of destinations 

1. Ecological uniqueness of resource-based 

2. the abundance of flora and fauna 

3. beautiful landscape and scenery 

4. Identity and physical uniqueness of resource-based 

5. attractiveness of tourism destination 

6. the importance/value of destination to local people 

7. education opportunity/nature interpretation 

8. thermal comfort zone 

9. rainfall 

10. the risk of environmental degradation from human activities 

11. soil erosion risk 

12. site resistance 
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Indicators of tourism development potential 

1. Recreation Potential - diversity of recreation/tourism activities 

2. Accessibility of destination 

3. Safety 

4. Tourism development opportunities from external factors 

By the concept of ranking and scaling, Weighting Score Equation method has been used to calculate 

tourism resource potential. 

Investigating stakeholdersô opinions toward tourism development in the forest area 

To study visitorsô opinions toward tourism development in study area, visitor surveys involving 

1,168 respondents were conducted at Khao Yai National Park, Thab Lan National Park, Khao Paeng 

Ma non-hunting area, and Wang Nam Khiao District - the popular tourist attractions located close to 

selected destinations. On-site surveys, in-depth interviews, visitor surveys involving some 1,168 

respondents, and focus group meetings with key informants were conducted to gather the required 

data. A questionnaire was used to collect data regarding travelling objectives, travelling needs, 

behaviors, desired recreational/tourism activities, and perception of tourism development in forest 

area. 

Furthermore, this research also explored the impacts of tourism development in the communities 

through residents' perception, both social and environmental aspects. The questionnaires were 

distributed to 157 sample residents living in five local communities located along the forest edge. 

The sample residents were systematically and randomly sampled surveyed householders and 

purposively selected interviewed key informants. 

Aside from questionnaire survey, in-depth interviews were conducted with various stakeholders, 

including the representative from selected sites - Wang Nam Khiao Forestry Student Training 

Station, Thab Lan National Park, Pak Thong Chai Forest Plantation, Sakearat Silvicultural Research 

Station - local government organization, community leaders, government and law enforcement 

agencies, representatives of private companies, community groups, tourism business, and NGOs. 

The in-depth interviews focused on the opinion, issues of concern, readiness and obstacles of tourism 

development. The data were qualitatively analyzed by content analysis and statistical descriptive 

analysis used to describe the basic features of the data in a study. 



51 
 

A cost-benefit analysis for sustainable tourism development. 

In the study of cost-benefit analysis, economists have developed various approaches in order to 

quantify values. 

In this part, firstly, an economic analysis the willingness to pay (WTP) for tourism development in 

Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve was examined to access the economic 

benefits via the fee that tourists placed for the purpose of participating in recreational activities in 

study area. Consequently, based on WTP, a contingent valuation method (CVM) was investigated 

with double-bounded closed-ended questionnaires illustrated the willingness to pay for sustainable 

tourism. CVM is a survey method in which respondents are asked how much they are willing to pay 

for the use or conservation of natural goods. Their stated preferences are assumed to be contingent 

upon the alternative goods offering in a óhypothetical marketô. This research implements contingent 

valuation method Thirdly, part of analysis the benefits and costs from developed model for 

sustainable tourism in the study area, net present value (NPV) of developed tourism, benefit-cost 

ratio (BCR) and internal rate of return (IRR) were identified for indicating the worthiness of the 

tourism investment in study area. NPV is a measurement of the present net profitability (expected 

benefit subtracts by expected cost of investment) of over a period of time. BCR is the ratio identifying 

the relationship between possible benefits and costs of a proposed project. This ratio is calculated by 

dividing the total discounted value of the benefits by the total discounted value of the costs. IRR is 

the interest rate at which the net present value of all the cash flows from a project or investment equal 

zero (the interest rate that makes the NPV equals to zero). 

RESULTS AND DISCUSSION: 

Potential of the Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve for sustainable tourism 

development 

Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve is predominantly characterized by 

ecological and natural landscape features. Wang Nam Khiao Forestry Student Training Station is 

outstanding for presenting scientific research in forestry filed, such as silviculture, forest utilization, 

forest ecology, and dendrology. Thap Lan National Park is the second largest national park in 

Thailand and includes attraction such as Lan forest, Huai Yai Waterfall, Bo Thong Waterfall, Suan 

Hom Waterfall, Khao Makha camping area, and many beautiful view points. This park is home to 



52 
 

the rare species of palm named ñLanò (Corypha lecomtei) Deciduous dipterocarp forest, mixed 

deciduous forest, moist evergreen forest, and dry evergreen forest dominate most area of the park. 

Its lush forest is home to many endangered animals and various birds. The park is part of the Dong 

Phayayen-Khao Yai Forest Complex UNESCO World Heritage Site based on the internationally 

important for the conservation of globally threatened and endangered species. Pak Thong Chai 

Forest Plantation is a good site to study agroforestry and how timber plantations can potentially 

support natural forest conservation and community development. Sakearat Silvicultural Research 

Station is famous for long term restoration work, including reforestation, tree planting programs, and 

silviculture research. (Figure 1 presents major tourist spots and their predominant characters.) 

According to the set of indicators and standards for tourism potential, the results showed that the 

destinations were ranked in high potential for tourism development. Based on the major attractions 

and tourism resources of these destinations, tourism route was set themed ñFORESTERôS TALE: 

FOREST - FOR LIFE - FOR FUTUREò objected to create the opportunity to learn and experience 

about forest resource and protected area management of Thailand for visitors via travelling and 

engaging the activities in the tourism destinations. The recreational sport activities (bicycling and 

trail running) (Figure 2) and ecotourism activities (hiking, bicycle, and nature study) were proposed. 

Based on the results in this part, to support the goal of sustainability, conservation strategies 

including wildlife corridor and environmental education would be a priority consideration. Visitor 

uses will be prohibited during season when resources area vulnerable to disturbance. Developing an 

impact monitoring system is also important. The development of infrastructure and services will be 

created in appropriate scale and does not alter the environmental conditions. Enhancing visitor 

experience of local community is necessary to support community development. Finally, 

participatory management is needed for sustainable tourism model of forest reserve area.
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Figure 1: Major attractions in Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve 

 

 

Figure 2: Bicycling and running trail proposed in Wang Nam Khiao - Pha Khao Phu Luang Forest 

Reserve 

 

Stakeholdersô opinions toward tourism development in the forest area 

The 1,168 questionnaires with good quality, reliable, and can be further analyzed to draw a 

conclusion for the study. The survey sampled presented that majority of the respondents was females 

(58.7%), aged between 18-29 years old (48.50%) and mostly single (63.40%). The majority of them 

held bachelor degrees or equivalent (76.20%), were private company employees and government 

officers (51.40%), with an average income in between 10,000 - 20,000 Baht (about US $280 - 550) 

a month. The majority of respondents was from Bangkok and the central part of the country (55.00%) 

and travelled in one-day (34.80%) and three days and two nights (33.60%) respectively. Most of 
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them have gathered the information from internet/website/social media (42.54%) and personal 

experience (24.37%). The respondents mostly travelled with their families (46.20%) with only 2-5 

persons by using their private cars and the frequency of last-year-traveling was up to 5 times per 

year. 

The survey found that the major purpose of traveling of the visitors were relaxation (87.76%), 

spending time with family and friends (54.28), escaping from routine life (41.44%), and 

discovering/seeing beautiful scenery or natural environment (41.35%). From the research findings, 

it could interpret that majority of the tourists were traveling on mass tourism basis. The findings 

suggest that tourists visiting the Wang Nam Khiao - Khao Phu Luang National Reserve Forest prefer 

passive activities with environmental related such as hiking and nature walks, photography, 

sightseeing. Additionally, one third of the respondents were interested in outdoor sport activities, 

i.e. biking and trail running. 

The results showed that the plentiful natural resources and diversity of ecosystem are the most 

important factors attracting tourists to visit this forest reserve. The visitors recommended that, for 

sustainable tourism development, the tourism activity would be eco-friendly and concerned about 

environmental conservation. Furthermore, the responsible organization needed to be omniscient, 

professional, and able to take care of the tourist efficiently. For the accommodation development, 

the concept of eco-lodge should be applied. Moreover, the basic infrastructure for the disable or 

elderly was needed since it would help the elderly and disability to travel easily and comfortably. 

Additionally, the transportation was such an important system that the route/road and the guidepost 

to the location need to be clear and accessible. 

In the part of local people's perception on the impacts of ecotourism development, the results 

presented that the respondents tended to strongly agree that tourism provided economic benefits to 

local community (increasing income, enhancing job opportunity, and reducing inequality in the 

distribution of income) and also resulted in a better conservation of natural resources (decreasing of 

trespassing on national park property and increasing public awareness about environmental concern. 

On the negative side, the results reflected the perception of negative impacts of tourism development. 

The respondents tended to agree that tourism increases the cost of living for local residents. 

Additionally, they also expressed their concerns about garbage disposal and waste problems. The 

results in this part draw the concern about the level of development that should not exceed the 

carrying capacity of the local communities and also forest area. 

The finding indicated that every part of stakeholders agreed with the development of tourism 

accompanied by giving a main reason to support the opinion of economic interest and quality of life 
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development in its community. The community participation in the process of tourism development 

was also essential. The results confirmed that the shortage of manpower tourism management was a 

core problem, thus to strengthening tourism development, the personalôs competency development 

for staff of local administrative organization according to tourism development is needed. 

A cost-benefit analysis for sustainable tourism development in forest area 

The results estimated that the WTP for tourism was between 250 - 1,000 Baht with arithmetic mean 

and median were 771.25 and 633.59 Baht per person respectively and the demand was between 

58,747 - 141,543 persons per year. For more understanding, if the fee was calculated by median of 

WTP at the price of 650 Baht, the number of tourists visited the study area would be 78,723 persons 

per year. In addition, the results confirmed that the demand of tourists depends on the fee. A higher 

fee structure for participating in recreational activities will hold down or reduce the demands. (Figure 

3) 

Apart from WTP, NPV of tourism development equaled to 238.71 million Baht. BCR equaled to 

1.81. IRR equaled to 16.38. These indicators presented suitability and worthiness for tourism 

development in Wang Nam Khiao - Pha Khao Phu Luang Forest Reserve 

According to the results in this part, the research suggested that the tourism capacity should be 

reviewed in order to enhance its potential. Furthermore, indirect cost affecting local communities 

should be evaluated to estimate economic worthiness. 
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Figure 3: Forecasting tourism demand of Pha Wang Nam Khiao - Pha Khao Phu Luang Forest 

Reserve with different willingness to pay 

CONCLUSION: 

The idea of developing sustainable tourism model has been proposed for Pha Wang Nam Khiao - 

Pha Khao Phu Luang Forest Reserve management in order to create alternative strategy that could 

help to support sustainability of forest area and local community development. In the first step, 

tourism development potential of this forest area was analyzed. The results presented high potential 

for tourism development, based on both the potential and value of destinations and development 

potential. Additionally, all parties have agreed that tourism could be a powerful tool to support 

community development and local well-being. Additionally, the indicators of worthy investment 

including NPV, BCR ratio, and IRR have confirmed the suitability and worthiness for developed 

tourism in Wang Nam Khaio forest reserve. 

According to SWOT Analysis of the development of sustainable tourism model for the Wang Nam 

Khiao Forest Reserve, the strategic plan for tourism development was proposed. This strategic plan 

comprised of five strategies including: 

1. promoting recreational sport activities, such as mountain biking and trail running, for 

adventure tourist 



 

58 
 

2. promoting ecotourism for forest education, including hiking trail for youth & families, 

dendrological nature trail, and nature trail for environmental education 

3. developing facilities and services for conservation and sustainable tourism, i.e. landscape 

improvement, green facility development, wildlife corridor 

4. personnel training for sustainable development and 

5. tourism marketing for niche market. 
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ABSTRACT 

Tourism is one of the most dynamic industries where new trends in its development, new products 

and the possibilities for spending free time occur every year. Virtual reality (VR) in tourism is 

booming thanks to modern technologies that keep moving it forward. In tourism, virtual reality 

programs are used to prepare for flights by plane, simulate the flight itself or to view the possibilities 

of chosen destinations. A more visual culture enables passengers to see and experience a destination 

before buying their trip. An increase in community-based online websites such as Youtube will also 

increase the expectations of the visual content and its expansion. Using virtual reality and other high-

quality pictures, dynamic visualisation will enable passengers to "try out" the travel experience. 

It is expected that the use and implementation of VR within tourism will grow in the future, mainly 

in respect to hotels and airlines. This model aims at contributing to the development of tourism in 

certain regions, increasing their accessibility as well as their economic sustainability. Creating new 

preconditions for redefining the term tourism in the age of digitisation, virtual reality is becoming 

an exploitable option for building tourism also in developing countries and otherwise inaccessible 

places. In such an implementation, certain requirements and criteria will have to be taken into 

account to develop this form and to provide positive results in terms of both offer and demand. 

The goal of this work is to look at virtual reality in the field of tourism and at the possibilities for its 

use in this industry. In regards to the market opportunities that exist or which can be developed in 

the future, the offer within tourism can be shifted from peak season to off-season. In the case of 

using off-season in some regions, the main attractions and programs might be altered, thus increasing 

future revenues and utilising infrastructures throughout the year. 

Key words: tourism, new trends, communication, virtual reality 
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THE TERM VIRTUAL REALITY (VR) 

Arising from reality terminology, the term virtual reality, according to LaValle (2017), was already 

used by German philosopher Immanuel Kant, although its use did not include technologies, 

according to the philosopher. Its contemporary use was popularised by Jaron Lanier in the Eighties 

of the Twentieth Century (LaValle, 2017). It is not absolutely clear when virtual reality originated 

and 1968 is most referred to as the year of its beginning. In that year, the American computer 

graphics experts Ivan Sutherland and Bob Sproull invented a headset that was able to project virtual 

reality (Prochadzka, 2016). 

Virtual reality quickly transitioned from science-fiction films to the monitors of not only science 

workers but also ordinary users. "The core of virtual reality is an effort to display 3D models and 

scenes as realistically as possible, to manipulate with them, to create a real world, its certain part 

with all its principles and rules, to move in three dimensional space in real time. To reach this, basic 

principles from the computer graphic area are used. Virtual reality is a shift from simple (two-

dimensional) interaction between humans and machines to a position where this interaction takes 

place in a three-dimensional environment. Three-dimensional representing of this interaction can 

drastically change the way of working with a computer as well as productivity and the pleasure of 

it. These methods are often strengthened by special peripheries that ensure pictorial, tactile and 

positional interaction." (Gatial, 2016). 

In more developed applications, a stereoscopic image is supplemented with surround sound reacting 

to movement in virtual space and tactile perceptions created by special gloves. Developers work on 

the extension of the tactile and other mechanic or thermal perceptions to the whole body. Such 

applications, however, require sophisticated overalls with integrated vibration receptors and 

generators, which is not very comfortable. Another possibility is computer- controlled seats that are 

known from so-called 4D cinemas, which are able to convey the sensation of vibrations and gradient; 

however, VR cannot be mistaken with 3D cinemas or spatial projection (Prochazka, 2016). The 

development of individual devices or applications and their progression predicts that, in a year or 

two, technologies will be even more developed and some features will lose their meaning. 

Within the term virtual reality, it is necessary to also introduce the term augmented reality which 

will be referred to in further parts of this work. Augmented reality (AR) is a combination of the real 

world and the virtual environment. 
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"Virtual reality uses a complete replacement of the real world with a virtual one, taking a user out 

of the real environment. We can say that AR is a certain type of virtual reality. The main difference 

is that AR does not use a complete replacement of the real world with a virtual one; it only 

supplements or alters the way we perceive the real world. AR, therefore, supplements the real world 

with virtual features. AR technology enables a person moving in a real environment to perceive 

objects created digitally. " (Rozarena realita, 2016) 

USE AND PROPERTIES OF VIRTUAL REALITY 

VR may be utilised in a number of ways and even more possibilities will be enabled in the future, 

including some controversial ones. This development will be irreversible for several upcoming 

years. A number of analysts also suppose that VR might be a new impulse for audio-visual 

technology. However, excessively playing games with VR can cause health problems, and not only 

mental, and the side effects should not be underestimated. For example, the Oculus and Samsung 

producers highly recommend that users of VR take a ten-minute break after thirty-minutes of use. 

They also warn that one should not operate any machine, drive a car or ride a bicycle for half an 

hour after finishing watching VR. Although authentic VR projections may be an intensive 

experience, excessive use of such a stimulant can cause physiological and mental disorders. The use 

of VR in the news or pornography business are among the new, highly-communicated VR projects. 

Within the news, it should convey naturalistic perceptions from the places in which the events 

described take place. The viewers that would watch reports from places after an earthquake would 

also have a sensation of being directly in that place of disaster, adding to the thrill sensation. Apart 

from shaking, they would also be able to feel the smell of fire or the weight of concrete ruins that 

would bury them in a real situation. Therefore, the rule of moderation and common sense is essential 

when using new multimedia (Prochazka, 2016). 

VR might be utilised in many different spheres: 

 In architecture: survey and manipulate with data; architects will be able to take a walk with their 

clients across their new home before it is built 

 In medicine: to treat people who are afraid of heights or to treat amblyopia, but also as a tool in 

educating future surgeons, in planning an operation which can be tried with a virtual patient, in 

immobility, sclerosis, autism, etc. 

In aviation: to train airplane pilots, military operations, etc. 
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In the gaming business: games with virtual reality create the illusion of three-dimensional space. 

They utilise the stereo-visual perspective and surround sound to simulate the effects of imaginary 

worlds. 

 In robotics, the pornography business, and many other sectors. (Virtualna realita, 2016) 

Simulation of virtual reality differs from computer simulations due to the need of a special device 

that transmits images, sound and sensual perceptions to users. This device records and transmits to 

the program the speech and movement of the user. VR provides the user with a three-dimensional 

illusion of the world. There are two types of VR systems: 

This group includes the use of a headset1 for VR and special gloves - this system provides a direct 

experience from the simulated world. The user can turn, pick, throw or move computer-generated 

objects. 

They can do this with the same movements as in the real world and they receive the information 

about the virtual world through the headset and sensual perceptions. 

Programs - training pilot systems, computer games and medical training. This type does not require 

special devices (headset, etc.) Instead, it uses conventional equipment such as a monitor, keyboard 

and mouse to manipulate simulated objects (Virtualna realita, 2016). 

The properties of virtual reality include: 

Individual actions take place in real time; if possible, with immediate response to the user's actions. 

The virtual world and objects in it have three dimensions or, at least, they appear to be three-

dimensional. 

The user is able to enter the virtual world and move around in it on various routes (they can walk, 

fly, jump, quickly move to pre-defined places, etc.). 

The virtual world is not static; the user can manipulate its individual parts. Also, virtual objects move 

within animation curves, interact with the user and with each other (Virtualna realita, 2016). 

                     
1 Headset - in order for the user to see the virtual world, they need to have the so-called headset on their head 

that has displays integrated in front of each eye. It also contains a motion sensor, speakers and a touch sensor. 
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VIRTUAL REALITY AND THE CONSUMER MARKET 

The opinions on the growth of VR differ; mainly from the view of the specific companies that deal 

with the development or sale of VR. Within its special edition of the Virtual Reality (2016a) report, 

the digital publisher Raconteur provided interesting facts about virtual reality and the media-

marketing market. In the issue published, the companies stated that consumer expense of software 

and hardware will reach more than 21.8 billion dollars and some expect, within this statement, that 

the market will reach as much as 150 billion dollars by 2020. Although the future prognoses differ 

from each other, they all expect growth that will beat other advertising markets and start to be 

compared to television commercials. Some global brands are already searching for a medium, in 

virtual reality, to connect consumers through supported content. Happy Finish, specialising in VR 

since 2013, has built a VR portfolio for brands such as Asda, Honeywell, Subway, Vauxhall, Renault 

and Whist (funded through the Arts Council England) and, within these companies, a strong effect 

on consumers was identified in terms of their consumer behaviour, increasing the purchasing power 

of their products. Using headsets and other hardware improves the sensual experience before 

purchasing thanks to the 360-degree interaction with the environment. These companies create their 

own virtual content to be better remembered and it is expected that, over the next few years, VR 

strategy will rise and become as important as social media or mobile strategies within individual 

consumer interaction campaigns. 

In terms of consumer markets, we can expect a revolution in using virtual reality in individual 

industries or life aspects within the next few years. In the individual industries, Raconteur (2016b) 

identified ten key segments where VR is already implemented or being tested: 

1. Sport - sport transmission aims at bringing fans as close to the event as possible and VR 

has the potential to offer the players' view. Some betting offices are developing projects 

where customers can experience live horse-races from a jockey's point view in a 3D 

virtual world. For example, within NHL, VR tests are being started in the USA that 

transmit the matches between LA Kings and San Jose Sharks live. 

2. Urbanism - digital company Wagstaffs aspires to decrease the planning process of 

building permits using VR. They have created a 3D digital model of the centre of London 

called Vucity. In this way, project designers and developers can see what the project 

would look like in reality. They have created almost 100 square metres of central London 

to help plan new buildings or traffic connections. 
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3. Sea life - sea archaeologist Michel L'Hour uses VR to survey the shipwreck of Luna from 

the period of Louis XIV. The simulation helped the team to survey the scene. A long-

term goal is to create fully functional robots that can be controlled through virtual reality 

as if humans were in their place. Sea archaeologists estimate that there are about 200,000 

sites off the French coast and as many as three million sites all over the world that can 

be surveyed. The oil and gas sector as well as emergency systems already use remotely 

controlled vehicles, and VR is going to introduce a new level of information and control. 

4. Engineering - currently, product designing through VR is probably the No. 1 business 

application. Computer-aided designing is being transformed and engineers are able to 

enter their creations. In the future, the use of VR could save costs on design revisions as 

the controlling time would be about 20 percent less. 

5. Mental health - Plextek Consulting carried out surveys on the use of VR in mental health 

and claims that it helps in situations where traditional therapy does not work in patients. 

This might help patients who want to be treated at home or by a specialist who is not 

geographically close. Such a virtual environment should use gaming technologies 

through which a therapist or family would be able to interact with the patient and to adjust 

the environment according to the patient's clinical needs - to help the patient in terms of 

their mood, behaviour and life conditions during treatment. 

6. Advertisement - in VR, advertisements should be carried out in an unintrusive way. In-

game advertisements already are a stable part of 2D games and, for example, gaming 

giant Zynga generates 20% of its profits thanks to advertisements placed in games. The 

same process should also be applied in VR. A consumer- guide approach is also applied 

where consumers are shown what they can expect from a specific place; this approach 

was used by Center Parcs within their Eco holidays to let their customers interact with 

the newest places. 

7. Executive meetings - video conferences have been held for a several years already and 

the transfer to VR is considered a logical step; it should be a huge progress that should 

change the dynamics of company negotiations. A change should mainly occur in respect 

to data visualising in the meetings, which should be displayed in 3D simulations. 

8. Tourism - in the future, we can also expect VR holidays, such as The Void amusement 
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park in Utah in which the visitors become fighters in a strange war and have to run 

through a giant maze. Building VR- friendly hotels is also expected as the tourism 

industry is currently using VR to introduce real-world destinations. In January 2015, 

Quantas airlines introduced a three-month trial attraction for its customers in the form of 

excursions to saloons and cabins all over the world. More details on the specific services 

and examples will be provided in the paragraph entitled Virtual Reality in Tourism. 

9. Safety - VR gives architects, safety analysts and event managers a unique opportunity to 

evaluate risks. Stable analysis needs accurate models, which is a reason why, for 

example, the international company Ordinance Survey, dealing with map production, has 

significant demand from VR companies. The company managed to process the terrain 

geometry of the Great Britain in high definition and with an accuracy to 5 metres. The 

best solution available for the public is its equivalent with a 30 m definition by NASA. 

10. Alternative living - the price of real estate in the United Kingdom is very high. Graduates 

and workers with a low income are forced to live in small flats. VR might improve their 

situation through headsets, where they would be able to come home to a spacious 

landscape or a log cabin. Jonathan Tustain, co-founder of Freefly VR, creates exit VR 

worlds to reduce stress. He has developed, for example, DotCalm - a virtual bedroom in 

a futuristic skyscraper. Telling peaceful stories, a hypnotic voice brings the users to a 

sleeping state. 

VIRTUAL REALITY AT TOURISM DESTINATIONS 

The tourism area is one of the fastest developing sectors. The desire to travel, meaning an interest 

on the one hand, is, on the other hand, also a booming trend that will most probably move forward 

(Magal & Slivka, 2015). In the field of providing services, communication is a very important 

feature and it is essential to consider the criteria of subjective perception and decision making. Using 

various communication tools is an important aspect of addressing target groups (Petranova, 2014). 

As we have already explained in the previous parts of this work, VR is a simulation of the real world 

or, sometimes, an imaginary world. In the context of tourism, simulation of the real world is even 

more important. In tourism, special emphasis is given to the visual side as this kind of stimulation 

is essential for experiences (Gutierrez, 2008; Guttentag, 2010). This is the reason why VR is a great 

opportunity for individual destinations within tourism. The huge potential of VR and tourism was 
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also identified in other researches (Argyropoulou, Dionyssopoulou, & Miaoulis, 2011; Sussmann & 

Vanhegan, 2000). 

Several companies in the field of tourism have already pointed out the aspects of VR and 

implemented various types of VR excursions. However, these methods mostly consist of panoramic 

photographs in space, as they are also displayed in the Street-View service by Google. That is not 

quite virtual reality, as the navigating ability is limited for customers and there is no possibility to 

work with the content of the pictures. However, pointing at interest within the individual industries 

in respect to the use of VR tools, these applications are still considered VR applications (Guttentag, 

2010). 

Within the marketing mix and its 4P principles, we can closely scrutinise how the marketing mix 

might influence customers' journeys. Promotion is one of the 4P principles that expresses all the 

efforts of destination management organizations (DMOs) with the goal of informing or increasing 

awareness and interest in customers. This is perhaps an effort that can strongly influence the first 

phase of a customer's journey - the phase of dreaming. By implementing 

 

 

VR into advertising strategies, DMOs might influence the customers' choice of destination (Virtual 

reality in tourism, 2016). 

Image: The Consumer's Journey according to the UNWTO. 

Morgan, Pritchard and Pride (2002, p.42, as cited in UNWTO, 2007) state that emotional reactions 

strongly influence the customers' decisions. They argue that ñwhat persuades potential tourists to 

visit and return to one place instead of another is whether they have empathy with the destination 

and its valuesò. This has changed from the concept of the unique selling proposition (USP) to the 
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unique emotional proposition (UEP), which is used by DMOs to differentiate themselves from the 

competition. Not only is that necessary because so many destinations are trying to establish 

themselves in the market, but also because this multitude of offers leads to destinations being unable 

to differentiate themselves with physical attributes and factors, such as climate, from other 

competitors (Neuhofer, Buhalis, & Ladkin, 2012). 

UNWTO (2007, p. 43) has released a clearer definition of what a UEP is: 

¶ A single proposition as an emotional trigger; 

¶ Not offered by, or unable to be offered by, the competition; 

¶ Something exceeding clients' expectations; 

¶ Strong enough to convert ñlookersò to ñbookersò; 

¶ The cornerstone of competitive strategy and communications. 

VIRTUAL REALITY IN TOURISM - CASE STUDIES 

Looking at the definition of UEP above, we can clearly see the utilisation of VR in tourism and 

destination management. While several destinations all over the world consider using VR within 

promotion, only a few of them actually apply the strategy containing real VR content. Destination 

British Columbia in Canada (Destination BC) is deemed to be the scout within DMO VR 

applications. Another important DMO (at a national level) with a VR concept is Tourism Australia 

(South Africa Tourism Board, 2015). 

One of the examples of utilising VR within this area is a 360-degree video from the Great Bear 

Rainforest - a protected landscape area located along the Pacific coast of British Columbia. Shot 

from the view of the first and the third person, the footage shows touristic experiences from the view 

of the visitors. Viewers walk along the coastline and watch whales and later have the option to visit 

a sea lion colony or to go hiking in the mountains, adding an element of interactivity (Destination 

BC, 2014). 

Tourism Australia launched another stage of the "There is nothing like Australia" campaign at the 

end of January 2016, which focuses on coastal and aquatic areas. Supported by research, DMOs 

approached this campaign, in which visitor polls show that customers value the pristine beaches and 

coastal environments as a very strong competitive factor. Their campaign includes a 360-degree 

video from 17 places all over the country, capturing active views above and below the waterline 

(Tourism Australia, 2016a; 2016b). 
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In 2014, Marriott Hotels started to use VR within its Teleporter program enabling guests to visit 8 

large cities of the USA (New York, Boston, Washington D.C., Atlanta, Dallas, San Diego, San Jose 

and San Francisco) by using 4D technology. In 2015, Marriott was the first hotel chain within the 

hotel industry to introduce VRoom Service - a first- of-its-kind guest service that allows the guests 

to order virtual reality experiences directly to their rooms. Consisting of a business suitcase, VRoom 

is available to the hotel guests who can find Samsung VRGear and headphones in it. 

Upon connecting to the hotel Wi-Fi, they can view Virtual Reality Postcards - 360-degree panoramic 

photographs of attractive localities all around the world, such as the Andes Mountains in Chile, the 

bustling streets of Beijing, or see an ice-cream show in Rwanda. Every year, dozens of new 

destinations should be added to the offer that will be available for the guests. With this concept and 

by using modern technologies, the hotel is building its brand (eMarketer, 2015). ñItôs part of a larger 

effort as a brand to inspire our next-generation travellers and to spark conversations about why 

people travel. We believe that travel expands the mind and helps to push our guestsô imaginations. 

VR Postcards and VRoom Service gave us the opportunity to combine industry-leading technology 

and storytelling in an effort to connect and engage with our next-generation traveller ñ (Dail, 2015). 

Picture 1: VR Room in Hotel Marriott 

 

 

In terms of tourism, hotel chains also try to move forward and respond to the shared economy of 

companies such as Airbnb and Couchsurfing. For example, Starwood launched a keyless application 

that can be used by the guests to unlock their room using their smartphones instead of keys or cards. 

Hilton allows its customers to choose a room within the hotel and Marriott introduced 4D virtual 

reality entitled The Marriott Teleported and, in 2015, launched an ancillary virtual reality service 
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within its rooms called VRoom service (Valich, 2015). 

Within the examples of hotels and hotel chains, the Best Western Hotels & Spa chain should also be 

mentioned, which is the newest example of a brand that decided to enter the sphere of virtual reality 

in an effort to boost its marketing activities. In 2016 the chain planned that all 2200 hotels across 

North America would have the "Best Western Reality Experienceò allowing its customers to see 

every room, hall and piece of equipment online before arriving at the hotel. This is one of the hotel's 

marketing measures by which it started its campaign in the summer of 2016. The goal is to increase 

customers' experience also by using 360-degree videos with a high resolution that allow them to 

focus the camera on every single place to find out whether there are any stains on the carpet, for 

example. Certainly, hotels and touristic companies are not the only subjects to join or utilise VR 

programs. As we have already mentioned above, there are a number of markets and a wide spectrum 

of utilisation within individual segments or industries. According to the Skift portal (Ting, 2016), it 

is expected that 120 billion dollars will have been expended on VR by 2020. 

There are two different marketing approaches within the individual touristic companies and their 

use of 360-degree videos and virtual reality: 

¶ To inform and sell - a strategy used by brands such as Best Western, Shangri-La, Carlson 

Rezidro and Vacasa. To these brands, VR and 360-degree videos mean a tool for informing 

their customers about their products. 

¶ To entertain and create new markets - brands such as Marriott, Starwood and Holiday Inn 

Express use VR to entertain their customers and virtually transfer them to different places. 

Still, the question is whether virtual reality is more than just a marketing tool and whether these 

activities are reflected in a higher number of reservations, in customers' awareness or bigger loyalty. 

The number of headsets sold can be an answer - about 30 million pieces were sold globally in 2016 

and some estimates state that about 16 billion pieces will have been sold by 2020. Companies also 

refer to advancing storytelling to another level and brands aspire to have new technologies used by 

their customers or to influence them directly through the technologies (Ting, 2016). 

CONCLUSION 

Virtual reality represents a new technology that is reflected in every industry, providing innovation 

in terms of its use and people's interaction with new technologies. Certainly, the risks of its use as 
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well as the moral aspect in certain types of its use should also be considered. Within the hotel 

industry or services in tourism, one of the possibilities is to use it for those places that represent a 

safety risk and that can be inaccessible for tourists. It may be concluded that, in respect to user profile 

and behaviour, there are groups with many extra needs, with accessibility being their common 

characteristic - meaning the ability of all people to use the products and services of the tourist 

infrastructure. 

After Google had mapped a huge part of the world within its Street View function, it began to map 

more adventurous places. In combination with gaming features and a huge database of location 

shots, it is able to create various adventurous scenarios and, this way, virtual reality can be even 

more adventurous than reality. An interesting idea was expressed by Yves Behar, the founder of 

Fuseproject (Cupka, 2016),which connects technologies and design. He admits that technologies 

allow us to do great things; however, he adds that the more time is spent in virtual reality, the less 

time is left for real experiences. What to do about this? According to him, the greatest challenge for 

designers for the future is to bring technologies into the real world. Another challenge will be to 

come back to reality without losing comfort. 

 

If DMOs focus on the behavioural features, they can better reveal the effects and determine measures 

for increasing demand. As regards the market opportunities that exist or can be developed in the 

future, the offer within tourism can be shifted from peak season to off-season. In the case of using 

off-season in some touristic regions, the main attractions and programs might be altered, thus 

increasing future revenues and utilising infrastructures throughout the year. Enterprises in the field 

of tourism will improve their market potential and enhance image by continuously increasing quality 

and the competitiveness of their offer within tourism. Not only can virtual reality be used for fun, it 

can also be a form of help for older people and their socialisation and self-realisation, for example. 

It offers the possibility to build tourism within developing countries and otherwise inaccessible 

places, thus creating new preconditions for redefining the term tourism in the age of digitisation. In 

such an implementation within a group of seniors, certain requirements and criteria will have to be 

taken into account to develop this form and to provide positive results on both sides of offer and 

demand. 
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ABSTRACT 

Tourism is an important engine for economic growth and countriesô development. Tourism activities 

have a great impact on Mexico and Uruguay, and in this paper, the authors measure tourism demand. 

They study the relationship between the number of USA tourists for Mexico and Argentinean 

tourists for Uruguay, analyzing the relationship with income and real exchange rate (RER) of each 

country. They found long-run cointegration vectors between variables, following Johansen 

methodology, through VECM. Income-elasticity resulted greater than 2 for American tourists in 

Mexico, and near 3 for Argentinean tourists in Uruguay. Bilateral RERs also were significant in both 

models. 

Key words: tourism demand, cointegration, real exchange rate JEL: C32, F14, F41. 

INTRODUCTION 

Tourism is frequently viewed as an important engine for the economic growth and countriesô 

development (Brida, Lanzilotta, & Risso, 2010; Desplas, 2010; Schubert, Brida, & Risso, 2001; 

Tang & Tan, 2013; WTTC1, 2011). Tourism mobility is growing over time and space allowing 

increasing destination income, employment, foreign exchange income, and improve balance of 

payments equilibrium. Experts argue that the tourism industry continues to be one of the world's 

largest sectors with a crucial impact in the economic welfare of local populations, the 

entrepreneurship activity, the direct and indirect touristsô spending due to the multiplier effect. In 

addition, recently, the tourism-growth literature explains that tourism is perceived in many regions 

as a crucial source of their own expansion and development. For example, in developing countries 

(Ghimire, 2013); Malaysia (Tang & Tan, 2013); Pakistan (Adnan & Ali, 2013); Cyprus, Latvia and 

                     
1 World Travel and Tourism Council. 
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Slovakia, (Chou, 2013); Singapore (Timothy, 2014); Hong Kong (HK Tourism Board, 2014); China 

(Chon, Pine, Lam, & Zhang, 2013). In other places like the Mediterranean countries (Tugcu, 2014); 

the Latin-American countries (Peterson, Cardenas, & Harrill, 2014); Mexico (UNTWO1, 2014b); 

the USA (White House, 2014); and the European Countries in general (Costa, Panyik, & Buhalis, 

2014) among others. Tourism is also more critical in a resource-poor environment, such as in small 

islands destinations like Aruba (Ridderstaat, Croes, & Nijkamp, 2014). 

Over the last decades and despite economic, security or health crisis, tourism experienced continued 

growth, innovation and diversification, becoming ñone of the largest and fastest-growing economic 

sectors in the world from 25 million in 1950, to 278 million in 1980, 528 million in 1995, 1,035 

million in 2012, and 1,087 million in 2013ò (UNWTO, 2014b). 

According to UNWTO (2014a and 2014b), despite crisis and health situations international tourism 

expansion continued to be substantial in 2013 and has generated growth all over the world, assessing 

again the contribution tourism makes to social and economic development. This strong key driver 

of socio-economic and commercial development creates export revenues, infrastructure 

investments, jobsô creation and small businessesô generation. 

In 2015, more than 32 million tourists visited Mexico, that represent a high growth (more than 10%) 

driven by the US demand in spite of a ñwarningò that implores U.S. citizens to lower their personal 

profiles for security issues. Mexico's tourism industry boomed in 2015: of the total of international 

passengers arrived in the country, 57.3% were US citizens, confirming that its big neighbor remains 

its main tourist market. Furthermore, out of the US tourists who traveled abroad, 18% made it to 

Mexico, a figure that shows a steady increase in market share to Mexico from US travelers and a 

historical record in term of numbers. 

On the other hand, Uruguay is located in the south of South America, between two big neighbors: 

Argentina and Brazil, and with a very peculiar geographic and political structure, defined by its 

history and afterwards development. The country has 3.3 million inhabitants, with 700 km of 

coastline over the Rio de la Plata and the Atlantic Ocean with a temperate climate. Argentinean 

tourists have historically been its main visitors, particularly in the main Uruguayan touristic resort, 

Punta del Este, 360 km away from Buenos Aires. The relevant periods meant for Argentinean 

tourists to come to Uruguay are summer and winter holidays, and long weekends. Additionally, 

                     
1 United Nations World Tourism Organization. 

http://www.unwto.org/
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many of Argentinean tourists have their own houses in Uruguay, and they have family relationships, 

and/or investments and commercial interests. So, for many of these tourists, Uruguay is a ñcaptive 

destinationò, as they have other interests or properties, that impulse them visiting Uruguay during 

the holidays (Serviansky, 2011). 

On the one hand, total yearly tourists represent about 90% of Uruguayan population and Argentinean 

tourists are nearly 60% of this total; this market share remaining the same over time. On the other 

hand, tourist activities have a great impact on Uruguayan economy. The Tourism Satellite Account 

(Alonsoperez &Risso, 2012) shows that Tourism represents 4% of Uruguayan GDP, generates 6% 

of total employment and 14% of the total exports (Tourism Ministry and Uruguayan Central Bank). 

ANALYSIS FRAMEWORK AND BACKGROUND 

Paraskevopolous (1977), Loeb (1982), Stronge and Redman (1982), Truett and Truett, (1987), Witt 

and Witt (1995), Mudambi and Baum (1997), Song, Witt & Fei (2010) present important researches 

about the estimation of the determinants of a tourism demand. Crouch (1995) find 80 empirical 

studies on the demand function for tourism while Song and Li (2008) review the published studies 

on tourism demand modeling and forecasting since 2000. Most of these studies focused on the 

Income of source countries, and the relative price of the exported tourism services as the main 

determinants of the Tourism Demand. 

Lim (1997) presents a review of more than 100 published studies of empirical International tourism 

demand models. Tourist arrivals/departures and expenditures/receipts have been the most frequently 

used dependent variables. The most popular explanatory variables used have been Income, relative 

tourism prices, and transportation costs. Song and Li (2008) found that the methods used in 

analyzing and forecasting the demand for tourism have been more diverse than those identified by 

other review articles, and in addition to the most popular time-series and econometric models, a 

number of new techniques have emerged in the literature. 

Spain, a Top 10 tourism country, appeared as the subject of diverse papers about demands 

determinants. Among them, demand is mainly studied with Vector Error Correction Models 

(VECM) trying to identify not only the characteristics of the agents that are demanding Spanish 

tourism but also competitors influence on international demand. Through this approach, the authors 

try to identify Spain competing destinations with countries of similar characteristics in the region. 

Alvarez-Diaz et al. (2015) model Russian demand for Spanish destinations using Cointegration and 
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VEC models. Quantity of tourists is used as the dependent variable while Russian per capita Income, 

Spanish and competitors' prices. The authors identify that those determinants are relevant to explain 

Russian demand. Previously, the same authors studied in a different paper tourism's determinants 

divided by country, trying to explain them by income variations (using the Industrial Production 

Index) and prices (with Consumer Price Index), once again using VEC models. 

Han et al. (2006) describe international tourism from US towards Europe with an ñalmost ideal 

demand system modelò. This model evidences the linkages between touristsô demand and relative 

prices, exchange rates and expenditure. The authors find that the different macro-variables impose 

different effects on the destinations. While US demand for France, Spain or Italy are highly 

influenced by prices, UK or Spain have a negative correlation with income. 

Other particularities can be found while looking the behavior of international tourism demand for 

Australian destinations. On one hand, Lim and McAleer (2001) paper models the quantity of tourists 

from Singapore using as explanatory variables income, relative prices with Australia and with 

competitors as well as transportation costs. Similarly, to what has been used in the previous cases, 

the authors use a VEC model as well as a Johansen cointegration model and an Ordinary least 

squares (OLS) model. 

On the other hand, the same authors, in 2002, study the long-run relationship between Malaysia 

touristic demand and other macroeconomic variables as income, relative exchange rate or price level, 

combined with transportation expenses using different models. Depending on the model chosen, it 

is possible to identify effects from the different dimensions. 

Brida, Risso, & Carrera., 2008, estimated the long-term effects of tourism demand in Mexico with 

respect to U.S. visitors using Johansen methodology. They found Granger-causality going from 

number of tourists to the relative prices. Results show that U.S. income positively affects the 

Mexican tourism demand. 

Others researches focused on Uruguayan tourism, study the relevance of tourism activities on GDP 

growth (Brida, Lanzilotta, & Risso, 2010) while Robano (2000), Altmark et al. (2013), and 

Serviansky (2011) try to estimate the determinants of tourism demand. With different emphasis, 

those experts tried to find a relationship between real tourism spending with real income of the 

foreign tourists. 
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DATA AND METHODOLOGY 

In this current paper, we try to measure tourism demand comparing Mexico and Uruguay, two 

different countries, but strongly similar in term of tourism industry relevance for growth, 

employment and national income. 

Data 

This research studies the period from January 1998 to December 2015, using monthly data and 

considering the log transformation of the series, to solve scale problems between the series. To 

estimate the touristôs income, the Industrial production index (IPI) has been used as a proxy, taking 

advantage of the monthly provided information. To estimate the relative prices between countries, 

we used the bilateral real exchange rate (RER) between countries. In all cases, the RERs was 

calculated from the hosting country point of view, improving the competitiveness of Uruguay or 

Mexico towards Argentina or US. 

Figure 1 shows the Uruguayan model series. In the tourist (TOUR_Arg) and the IPI series (IPI_Arg), 

a marked seasonality is revealed, which has been corrected introducing seasonal dummies. This 

figure highlights the 20012002 regional crisis, with the implied high devaluation in Argentina 

(December 2001) and in Uruguay (from August 2002), reflected in the bilateral RER path 

(RER_Arg). 

Figure 1  

Uruguayan Model Series  
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In Figure 2, time series of Mexican model have been represented: the US monthly tourists arrivals 

in Mexico (TOUR_USA), the bilateral real exchange rate between Mexico and USA (RER_USA: it 

increases as Mexican competitiveness in relation to the US improves) and the US Industrial 

production index (IPI_USA), as a proxy of US citizenôs income. Finally, seasonal dummies were 

added to correct seasonality mainly in touristsô series. 

Figure 2 Mexican Model Series
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Applying Johansen (1988, 1992) methodology, we try to find a long-run relationship for tourism 

demand and the most important source of tourism for each country: United Statesô tourists for Mexico 

and Argentinaôs tourists for Uruguay. 

The tourism demand equation will be: 

Xi = aiRERi + PtlPIi + Yi Where X is the tourist demand for country i = Mexico, Uruguay 

RER is the countryôs bilateral real exchange rate with the corresponding partner: Argentina for Uruguay 

and US for Mexico. 

IPI is the Industrial Production Index used as a proxy of the countryôs income of the corresponding 

partner: Argentina for Uruguay and USA for Mexico. 

Table 1 Unit Root Tests 

Augmented Dickey-Fuller (ADF) HO = there is 

an unit root 

   

 Statistic value of 

the series in levels 

Rejection H0 

up to 95% 

Statistic value of the 

series in first 

differences 

Rejection 

H0 up to 

95% 
LTour Arg 0.076321 No -4.286977 Yes 

LTour USA 1.004104 No -3.858005 Yes 

LIPI Arg 1.100784 No -3.179880 Yes 

LIPI USA 0.481431 No -3.613775 Yes 

LRER Arg -0.698396 No -6.130425 Yes 

LRER USA 0.030842 No -6.068407 Yes 

LRER Arg Bra -0.043243 No -6.614358 Yes 

Lags are calculated due to Akaike criteria    

 

 As a result of the ADF test, all the variables resulted integrated of first order, I(1). Attending this series 

characteristic, we decided to apply the Johansen (1988, 1992) methodology to test the existence of long-

term equilibrium relationships among the variables, looking for cointegration vectors. 

MAIN RESULTS 

The cointegration is then analyzed with the Johansen test, from the Trace and the Eigenvalue of matrix 

n (Tables 2 and 3). The existence of a cointegrating vector was not rejected, and the signs of the variables 

were as expected. Moreover, in the resulting pattern exclusion tests for p and weak exogeneity test for 

a all were significant. Furthermore, residuals were well behaved (see the Appendix). 

Table 2 

Cointegration Test for Uruguayan Tourism from Argentina 
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 Unrestricted Cointegration Rank Test 

(Trace) 

  

Hypothesized No. 

of CE(s) 

Eigenvalue Trace Statistic 0.05 Critical 

Value 

Prob.**  

None * 0.211155 78.66564 47.85613 0.0000 

At most 1 * 0.097137 30.75410 29.79707 0.0387 

At most 2 0.046183 10.11277 15.49471 0.2722 

Trace test indicates 1 cointegrating eqn(s) at the 0.05 level 

* denotes rejection of the hypothesis at the 0.05 level - **MacKinnon-Haug-Michelis 

(1999) p-values 

Unrestricted Cointegration Rank Test (Maximum Eigenvalue) 

Hypothesized No. 

of CE(s) 

Eigenvalue Max-Eigen 

Statistic 

0.05 Critical 

Value 

Prob.** 

None * 0.211155 47.91155 27.58434 0.0000 

At most 1 0.097137 20.64133 21.13162 0.0584 

At most 2 0.046183 9.551331 14.26460 0.2431 

Max-eigenvalue test indicates 1 cointegrating eqn(s) at the 0.05 level * denotes rejection 

of the hypothesis at the 0.05 level -**MacKinnon-Haug-Michelis (1999) p-values 
 

For the Uruguayan model, we found two cointegration vectors, with the Trace test, but only one with 

Maximum Eigenvalue, concluding that there is only one long-run cointegration vector between the 

variables. 

In this model, we also included the RER between Argentina and Brazil, as Brazil is the most important 

alternative destination of Argentine tourists coming to Uruguay, not being significant in either the short 

or the long term. However, we decided to keep it in the model due to the improvements in the residuals 

behavior. 

The long-run cointegration vector for Uruguayan model is: 

LTour _Arg = 2.987 LIPI_Argt + 2.651BER_Arg -14.0727 (9.71742) (8.35403) 

Both coefficients were significantly different form zero (ñtò values are in parenthesis below each 

coefficient). LIPI_Arg coefficient was near 3, and as this variable is a proxy of Argentineanôs income, 

its coefficient is a proxy of Uruguayan tourism demand income elasticity, and as a luxury expenditure, 

it was significantly higher than one. 

Table 2 

Cointegration Test for Mexican Tourism from USA 

Unrestricted Cointegration Rank Test (Trace) 

Hypothesized No. of 

CE(s) 

Eigenvalue Trace 

Statistic 

0.05 Critical 

Value 

Prob.** 

None * 0.167156 50.48001 29.79707 0.0001 

At most 1 0.064341 13.53252 15.49471 0.0967 

At most 2 0.000489 0.098767 3.841466 0.7533 

Trace test indicates 1 cointegrating eqn(s) at 

the 0.05 level * denotes rejection of the 

hypothesis at the 0.05 level - 

**MacKinnon-Haug-Michelis 

(1999) p-values 

 

Unrestricted Cointegration Rank Test (Maximum Eigenvalue) 
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Hypothesized No. of 

CE(s) 

Eigenvalue Max-Eigen 

Statistic 

0.05 Critical 

Value 

Prob.** 

None * 0.167156 36.94749 21.13162 0.0002 

At most 1 0.064341 13.43376 14.26460 0.0673 

At most 2 0.000489 0.098767 3.841466 0.7533 

Max-eigenvalue test indicates 1 cointegrating eqn(s) at the 0.05 level 

* denotes rejection of the hypothesis at the 0.05 level - **MacKinnon-Haug-Michelis (1999) 

p-values 

 

For the Mexican model, we found one cointegration vector with the Trace test, and with Maximum 

Eigenvalue, concluding that there is only one long-run cointegration vector between the variables. 

The long-run cointegration vector for Mexican model is: 

 

In the Mexican model, the coefficients were smaller than for Uruguayan model, but significantly greater 

than one, what also confirms that tourism is a luxury good (or service). Nevertheless, in the US citizenôs 

travel characteristics to Mexico, there are components of business or other reasons different from 

recreational travels. 

Impulse response functions 

Afterwards, we calculated impulse-response functions (IRF) in the VEC models, which traces the effect 

of a onetime shock to one of the innovations on current and future values of the endogenous variables. 

Figure 3 enables to appreciate the IRF of a shock on Argentineans income (LIPI_Arg) and on relative 

prices between Uruguay and Argentina (LRER_arg) over Argentinean tourists visiting Uruguay. Both 

have a positive and permanent impact, but the income impact more than doubles the pricesô impact. 

This result has a high relevance for policy makers, considering the importance of Argentineanôs income 

situation when they decide how to spend their holidays due to the positive relative prices shocks 

(measured on RER). After 8 months, the impact is a 2% increase on the number of tourists. Additionally, 

an income shock after two months the number of tourists would increase near 5%. 
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This result can also be a consequence of the special characteristic of Argentinean tourists: near 40% of 

Argentinean tourists use their own houses in Uruguay or visit some relatives (Brida, Monterubbianesi 

& Serviansky, 2012), what is known as ñcaptive tourismò.  

 

In the case of US tourists traveling to Mexico, the impulse response functions show a slight negative 

but no significant impact of a shock on US income (Figure 4), but a positive and significant response 

of tourists to a positive impact over bilateral RER between US and Mexico. From these results, we can 

conclude that the Mexican tourist demand from US citizens depends on the bilateral real exchange rate, 

and income changes have no impact, mainly in the considered period (January 1998 to December 2015). 
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FINAL REMARKS 

The main objective of this research was to estimate and compare the tourism demand for Uruguay and 

Mexico from the main outbound tourism countries: Argentina for Uruguay and the USA for Mexico. 

Tourism is frequently viewed as an important engine for the economic growth and development of 

countries. In Mexico, the domestic trips have become a notable feature but the main tourism exports are 

from internationals travelers for who Mexico was the 9th country more attractive in 2015 and 58.3% 

came from the USA. For Uruguay, total yearly tourists represent about 90% of its population, 

Argentinean tourists being nearly 60% of this total and historically the main visitors. 

This objective was instrumented through the estimation of two models, one for each country, through 

Johansen methodology. We found one long-term relationship for each country tourist demand, both 

including Industrial production index as a monthly proxy of the countryôs income and the bilateral real 

exchange rate as a proxy of relative prices between the analyzed countries. 

We also highlighted one cointegration relationship for each country, through Vector error correction 

models (VECM). We calculated an income-elasticity greater than 2 for American tourists in Mexico, 

and near 3 for Argentinean tourists in Uruguay. The two models show income-elasticities greater than 

one, showing that the characteristic of ñluxuryò good can be applied to tourism. Bilateral RER also were 

significant in both models. 

Through the impulse response functions, we can appreciate the different reactions to shocks among both 

countryôs tourist demands. In the case of Uruguay, shocks on both variables (income and relative prices) 

produce an impact on the number of Argentinean tourists visiting Uruguay, but the incomeôs impact 

(here estimated through the monthly IPI) resulted more than double than prices impact (estimated 

through bilateral RER). The impact of income shock has an immediate effect on the Argentinean tourists 

visiting Uruguay, almost 5% the second month after the shock. In the case of the RER, the impact 

reaches 2% within 8 months. 

A shock on US income simulated by the impulse response functions shows no significant impact on the 

number of US tourists visiting Mexico. However, there is a significant impact of a RER shock that 

reaches 2.5% within 14 months. These results are crucial when studying the behavior of tourism 

stakeholders. The private and public sectors must consider them as an additional instrument for 

planning, elaborating and implementing future strategies or policies for this particular sector. 
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ABSTRACT 

The study investigates the effect of animosity, national attachment, and ethnocentric tendencies of 

young Russian tourists, their perceptions of United States as country and a vacation destination, and 

their demographic and travel experience profile on intention to visit. The most influential variables were 

identified using two models: theory- driven and data-driven. The theory-driven model was estimated 

using path analysis, while the data-driven model was analyzed using data mining techniques. Both 

approaches obtained essentially the same results: destination image, country image, and animosity were 

the most influential variables affecting decision-making of young Russian tourists. 

Key Words: Animosity, Country Image, Destination Image, Data Mining, National Attachment, Path 

Analysis  

INTRODUCTION 

The study is set in the Russia-U.S. context where Russia is the tourism-generating region and the U.S. 

is the vacation destination. The relations between the United States and Russia have been in decline for 

the last five years, with the conflict culminating over the events in Ukraine and Crimea in 2014 and 

sanctions imposed on Russia by the ñcollective West.ò Russian general and social media and rhetoric 

of official agencies and public figures reflect the growing levels of national pride and animosity toward 

the United States. The study investigates the effect of animosity, national attachment, and ethnocentric 

tendencies of young Russian tourists on their desire to vacation in the United States. The young Russian 

tourists are of special interest, since as ñcitizens of their respective countries, they should mirror the 

larger national attitudes of their countriesò (Saffu & Walker, 2005: 562). At the same time, they may 

not be willing to sacrifice consumption of global brands, including American brands, to which they are 
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accustomed. If so, then marketing efforts of Brand USA targeting the younger Russian tourists may be 

in order, even in the situation of strained relations between the two countries at present. 

Resent developments in machine learning brought a variety of new methods for building the models 

that are not derived from theoretical insights but are based on analysis of patterns directly observed in 

data. Accordingly, the traditional theory-driven research design is more often bypassed by data-driven 

approaches. There is currently an active discussion of an ongoing epistemological paradigm shift driven 

by availability of Big Data and rapid progress in development of data analytics methods. Some authors 

even proposed the death of theory-driven research, at least, in natural sciences (Anderson, 2008). While 

one may disagree with such extreme opinions, one cannot reject the effectiveness of data-driven science. 

As Googleôs research director Peter Norvig noticed (2009), one can argue that ñin complex, messy 

domains ... involving unpredictable agents such as human beings, there are no general theories ... but if 

you have a dense distribution of data points, it may be appropriate to employ non-parametric density 

approximation models such as nearest-neighbors or kernel methods rather than parametric models such 

as low dimensional linear regression.ò It has been suggested that in social sciences the new data-

intensive approaches will complement traditional theory-driven studies, establishing the base for 

computational social sciences (Kitchin, 2014). 

This study investigates the desire of young Russians to visit the United States using the ñtraditionalò 

theory-driven approach and the relatively new data-driven methods. Three groups of potentially 

influential variables were considered: (1) image of the United States as a country and as a vacation 

destination; (2) psychographic variables of animosity toward the United States as well as national 

attachment and ethnocentric tendencies of young Russian consumers, and (3) demographic and travel 

experience variables. The goal was to identify the most influential variables and their effect on 

destination choice and to see whether the two approaches, theory-driven and data- driven, point in the 

same direction. The theory-driven model was estimated using path analysis, a technique combining 

multiple regression and structural equation modeling approaches. The data-driven model was estimated 

using the data mining techniques. 

MODEL DEVELOPMENT 

Animosity is the ñremnants of antipathy related to previous or ongoing military, political, or economic 

eventsò (Klein et al., 1998, p. 90). Jung and colleagues define animosity as ñthe emotional antagonism 

toward a specific party of various levels of intensityò (Jung et al., 2002,p. 525). Animosity can be rooted 

in historic conflicts over border or territories, past military conflicts, more recent economic disputes, or 
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diplomatic confrontations. Actions by governments and organizations in such conflicts can increase 

levels of animosity toward their respective countries, which, in turn, can result in boycotting exports 

from those countries by international consumers (Nes, Yelkur, & Silkoset, 2012). Studies (Nes et al., 

2012; Reifler & Diamantopoulis, 2007) support the link between animosity and willingness to buy the 

product from the country-target of that animosity in a number of geographical contexts and with various 

product types. The effect is direct and negative: an increase of animosity levels coincides with a 

diminishing willingness to buy. One of the tenets of animosity theory is that animosity is unrelated to 

product judgements, that is, in a situation of high animosity, the resolve not to buy products originated 

in the country-target of animosity can be very strong despite favorable evaluations of that productsô 

quality (Klein et al., 1998). However, recent studies found that, in certain contexts, animosity affects 

product judgements (Etterson & Klein, 2005; Nissen & Douglas, 2004; Rose et al., 2009). 

Jung et al. (2002) classified types of animosity along two dimensions: stable-situational and national-

personal. 

Stable animosity, as the name suggests, refers to general antagonistic emotions accumulated in a long-

standing conflict between the countries or in difficult political relationships over a prolonged period of 

time. Situational animosity, in contrast, arises due to a current circumstance and can interplay with the 

stable one, that is, produce ñspikesò over the background stable animosity. National stable animosity is 

a product of memories about how the country-target of animosity has treated the personôs home country 

in the past, while personal animosity, whether stable or situational, arises from personal negative 

experiences with a foreign country or its people in the context of tourism, business travel, or interaction 

in an international setting. 

Animosity in a form of anti-Americanism, that is, a ñconsistent hostility towards the government, 

culture, history or peoples of the U.S.,ò (Amine, 2008, p. 402) has been on the rise in Russia for some 

time. Eighty-one percent of Russians hold negative views about the U.S, a sharp increase in negative 

sentiment from only two years prior, when 49% of Russians held negative views toward the U.S. (Pew 

Research, 2015). Russian media portrays the U.S. as a deeply flawed country, with a corrupt and 

ineffective political system and social and racial problems. Thus, with respect to animosity toward the 

United States, the following relationships were included in the model: 

R1: National animosity directly and positively affects general animosity. 

R2: Personal animosity directly and positively affects general animosity. 



 

90 
 

R3: General animosity has a direct negative effect on both country image and destination image. 

R4: General animosity has a direct negative effect on intention to visit. 

Research documents predispositions of some consumers toward imported goods and at the same time 

preference of others for products manufactured in their own country (Verlegh, 2007). In the marketing 

literature, the term ñconsumer ethnocentrismò represents beliefs that consumers may hold about the 

ñappropriateness, indeed morality, of purchasing foreign-made productsò (Shimp & Sharma, 1987, p. 

280); thus, consumer ethnocentrism is thought to reflect consumersô predisposition for protection of 

domestic economy. Shimp and Sharma (1987) demonstrated a strong negative relationship between 

consumer ethnocentrism and the quality evaluations and buying intentions for domestic products; 

however, the influence of consumer ethnocentrism on buying foreign products is far less certain. 

Consumers may actually prefer foreign goods when they are clearly superior to the domestic 

alternatives; for example, Klein et al. (2006) showed that Russian consumers, while biased toward the 

domestic goods, did not discriminate against superior imported products. 

National identification and consumer ethnocentrism are related concepts, as national identification 

strongly influences individualsô judgments of their own country and of other countries (Verlegh, 2007). 

As individuals seek to express their identity through consumption, domestic products often have 

important social and cultural connotations and may serve as a symbol for national identity (Askegaard 

& Ger, 1998). The current situation in Russia is a good illustration of this thesis: in response to Western 

sanctions, the Russian government imposed a ñsweeping ban on the import of meat and meat products, 

fish and sea food, cheese, milk and milk products, as well as fruit and vegetables from the United States, 

the European Union, Australia, Canada and Norwayò (Felgenhauer, 2014). This move was largely met 

with approval by the Russian population: as Russian Prime Minister Dmitry Medvedev stated, ñthe ban 

wil l bring Russia much goodðthe shelves in our malls will be cleared and filled with Russian 

produceðwe must not miss such an opportunity to expand import replacementò (Felgenhauer, 2014, 

citing Russian news agency Interfax, August 7, 2014). 

The patriotic sentiment had been running very strong in Russia for half a year prior to the time of the 

study, starting with Sochi Olympic Games and the events in Crimea in February, 2014. This sentiment, 

as well as consumer ethnocentric tendencies, in the authorsô view, have been channeled through 

animosity. As animosity is in large part determined by external events (Roth & Diamantopoulos, 2009), 

and ethnocentrism and national attachment rather reflect the inherent predispositions of a person 

(Sumner, 1906; Tajfel & Turner, 1986), people with higher levels of ethnocentric tendencies and 
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national attachment may express more anti-American sentiment and, thus, feel more antagonistic 

toward the U.S. and its products in general. Moreover, national attachment may also influence tourist 

decision-making, as ñnatives of one country may react negatively to foreign countries and their products 

because of heightened awareness of their own cohesive group identity and solidarityò (Huang et al., 

2010, p. 912). Therefore, considering the intensity and immediacy of the conflict, the following 

propositions were tested: 

R5: Consumer ethnocentrism directly and positively affects general animosity. 

R6: Consumer ethnocentrism has a direct negative effect on intention to visit. 

R7: National attachment directly and positively affects general animosity. 

R8: National attachment has a direct negative effect on intention to visit. 

With respect to country image and tourist destination image, three relationships as established in the 

literature (e.g., Alvarez & Campo, 2014; Nadeau et al., 2008; Zhang et al., 2016) were included: 

R9: Country image has a direct positive effect on destination image. 

R10: Country image has a direct positive effect on intention to visit. 

R11: Destination image has a direct positive effect on intention to visit. 

Finally, studies have shown that demographic variables and familiarity with the destination can 

significantly affect perceptions of destination image and intention to revisit (e.g., Chew & Jahari, 2014; 

Huang et al., 2010). Travel horizons, that is a wider travel experience (Oppenmann, 2000), makes a 

person more open-minded and tolerant to other cultures as a result can also affect destination image and 

desire to visit (Stepchenkova & Li, 2013). Thus, the following relationships were included in the model 

for testing: 

R12: Gender directly affects destination image. 

R13: Gender directly affects intention to visit. 

R14: Familiarity directly and positively affects destination image. 

R15: Familiarity directly and negatively affects general animosity. 

R16: Familiarity directly and positively affects intention to visit. 
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R17: Travel experience directly and negatively affects general animosity. 

R18: Travel experience directly and positively affects intention to visit. 

METHOD The Instrument 

As animosity is context specific (Reifel & Diamantopoulos, 2007) and has a temporal dimension 

(Etterson & Klein, 2005), the scale used by Jung et al. (2002), with its focus on the political and, 

especially, economic aspects of animosity, seemed well suited for the current situation in Russia, as the 

first signs that the country was struggling from recession and economic sanctions imposed by the US 

and ñcollective Westò had already appeared in the media by the time of the survey (November, 2014). 

However, in the pilot-test of the instrument, the stable aspect of animosity did not manifest itself. While 

in the past the U.S. and Russia were both military allies and foes, respondents may have been too young 

to harbor national stable or personal stable animosity toward the U.S., as Russian-U.S. relations have 

fluctuated between friendly and hostile over the course of their lives. Thus, the respective items related 

to the stable aspect of animosity were excluded. National Situational animosity had three items: e.g., 

ñThe U.S. want to gain more control over my country in the current political and economic situation.ò 

Personal Situational animosity had four items: e.g., ñBecause of the U.S. actions, I feel that my safety 

is threatened.ò As animosity is affective in nature (Klein et al., 1998; Verlegh & Steenkamp, 1997), 

general animosity was measured with three indicators: ñI dislike Americansò; ñI do not want to be 

friends with Americansò; and ñI feel resentful toward the U.S.ò 

The consumer ethnocentrism was operationalized using six items from the CETSCALE instrument 

(Shimp & Sharma, 1987) following Klein et al. (1998) and Verlegh (2007): e.g., ñRussian people should 

always buy Russian- made products instead of importsò and ñPurchasing foreign-made products is not 

patriotic.ò Operationalization of the national attachment construct followed Verleigh (2007) and had 

four items: e.g., ñI am proud to live in Russiaò and ñI feel very strong ties with Russia.ò The 

questionnaire items pertaining to the constructs of animosity, national attachment, and consumer 

ethnocentrism are provided in Table 1. 
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Table 1 

Model Constructs: Exploratory Factor Analysis 

Items 
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It is not right to buy foreign products because it puts       

Russians out ofjobs. 0.86     0.76 

We should buy products made in Russia instead of 

letting 

      

other countries get rich off us. 0.82     0.74 

Purchasing foreign-made products is not patriotic. 0.79     0.67 

A real Russian should always buy Russian-made 

products. 

0.78     0.67 

Russian people should always buy Russian-made 

products 

      

instead of imports. 0.76     0.72 

We should buy from foreign countries only those 

products 

      

that we cannot obtain within our own country. 0.67     0.56 

I am proud to live in Russia.  0.87    0.83 

Living in Russia means a lot to me.  0.87    0.79 

I feel very strong ties with Russia.  0.81    0.75 

When a foreigner praises Russia, it feels like a 

personal 

      

compliment.  0.77    0.67 

Because of the U.S. actions, I feel that my safety is       

threatened.   0.80   0.76 

Because of the U.S. actions, I worry more about my 

future 

      

than I did earlier.   0.76   0.66 

I feel that in the current political and economic 

situations U.S. 

      

actions are directed against personally me and my 

family. 

  0.73   0.67 

I resent the U.S. for making my family poorer.   0.66   0.67 

I dis like Americans.    0.90  0.90 

I do not want to be friends with Americans.    0.86  0.85 

I feel resentful toward the United States.    0.75  0.77 

The U. S. want to gain more control over my country 

in the 

      

current political and economic situation.     0.85 0.79 

Now the U.S. are trying so hard to inflict economic 

hardships 

      

on my country.     0.83 0.76 

The U.S. do not care that my country has become 

poorer as a 

      

result of recent sanctions.     0.67 0.51 

Eigenvalue 4.02 3.18 2.61 2.41 2.30  

Variance Explained (%) 20.08 15.91 13.07 12.07 11.47 72.59 

Cronbach's alpha 0.90 0.89 0.83 0.89 0.74  

 

Country image and destination image were operationalized as overall attitudes towards the US as a 

country and a destination, respectively. The wording used was: ñOn the scale from 1 (Extremely 
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negative) to 10 (Extremely positive), evaluate your overall image of the United States as a country (a 

vacation destination).ò Prior to obtaining the overall attitude scores, the respondents were asked to 

supply three the most salient images in respective domain (country or destination) along with their 

favorability scores. The aim of such a ñprimingò was to make respondents think about the U.S. as a 

country and vacation destination and to ñactivateò the respective nodes in their memory network. 

Familiarity was measured by the item ñDo you have friends or relatives living in the United States?ò 

Travel experience was represented by the number of trips abroad in the five years prior to the survey. 

Lastly, the visit intention was operationalized with one item: ñI would like to visit the United States in 

the next 5 years.ò The measurement scale for the animosity, consumer ethnocentrism, national 

attachment, and intention to visit items was a 7-point Likert scale (1 = Strongly disagree, 7 = Strongly 

agree), where the larger values represented the higher levels of animosity, consumer ethnocentrism, and 

national attachment. For the visit intention item, a larger score represented a higher desire to visit. 

Data Collection and Sample 

The survey of 405 students was conducted at a large regional university in Russia in November 2014. 

Participants were young urban Russians from a relatively well-off and educated stratum of society, 

which can be considered the Russian middle class (Tekes Report, 2015). Nine respondents skipped 

entire sections in the questionnaire and all their answers were excluded from the analysis. The gender 

composition of the remained sample was skewed toward females (64% vs. 36%). The majority of 

respondents (89%) identified themselves as ethnic Russians. Seventy-three percent of respondents had 

traveled internationally at least once five years prior to the study, 31% more than three times, and 14% 

more than five times. While only 6% of them visited the US, 27% had either friends of relatives living 

in the US. 

Preliminary Analyses 

The Statistical Package for Social Sciences (SPSS) was used to analyze the dataset for patterns in 

missing data, conduct data imputation, test for multivariate outliers, and generate the descriptive 

statistics. The Analysis of Moments Structure (AMOS 23) was used to estimate the proposed model 

using the path analysis method (Fig. 1). The largest percentage of missing data in collected variables 

was 0.08%. Littleôs test confirmed that missing data were missing completely at random for all 

variables. Data imputation was conducted using the expectation maximization algorithm. No data were 

imputed in the demographic section of the survey. 
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Exploratory factor analysis was performed on the items pertaining to the latent constructs of national 

situational, personal situational and general animosity, as well as consumer ethnocentrism and national 

attachment (Table 1). The items fell in their respective factors as was proposed, and no item was 

excluded as statistically ñweak.ô The obtained factor solution was strong: KMO statistic was 0.88, 

Bartlettôs test was highly significant, total variance explained by five factors was 72.59%, all factor 

loading exceeded 0.66, and all communalities were greater than 0.50 (Kline, 2005). Cronbachôs alphas 

indicated strong internal reliability of the items in their proposed constructs (Table 1). Thus, five 

respective manifest variables were created by the means of summated scales to use in the model (Figure 

1). All manifest variables met the assumptions of univariate normality. The variables were examined 

for multivariate outliers using the Mahalanobis distance approach (Pallant, 2013), and none were found. 

The data were deemed suitable for testing the theory-driven model using the structural equation 

modelling path analysis procedure. 

RESULTS: THEORY-DRIVEN MODEL 

The magnitude of the bivariate correlations between variables in the model was in the range of 0.099 

(tourism destination image and national attachment) and 0.581 (country image and general animosity), 

indicating the absence of multicollinearity in the data. Because of the missing values on gender, 

familiarity, and travel experience variables, the sample size was decreased by seven cases to 389 

respondents. The model exhibited very good fit: X2(15)=19.036, p=0.212; GFI=0.991; AGFI=0.962; 

SRMSR=0.044; CFI=0.996; RMSEA (90% CI) = 0.026 (0.0000.058). The conventional cut-off for the 

GFI and AGFI indices is 0.90 (Hair et al., 2013; Hu & Bentler, 1999). RMSEA values smaller than 0.05 

indicate close fit, while values between 0.05 and 0.08 suggest reasonable error of approximation (Kline, 

2005). The CFI index should exceed 0.90 (Hu & Bentler, 1999), and SRMSR (standardized root mean 

square residuals) below 0.10 are considered an acceptable fit (Kline, 2005). 
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There were four endogenous variables in the model: General Animosity, Country Image, Destination 

Image, and Intention to Visit. Parameter estimates were examined for strength of the proposed 
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relationships. Since the scales for measuring variables differed, the magnitudes of unstandardized path 

coefficients are not directly comparable and should be interpreted with reference to the original scale. 

The standardized coefficients are directly comparable and constitute effect sizes for the model. The 

summary of direct, indirect, and total standardized effects for the original model is provided in Table 3. 

Only Personal Animosity and Consumer Ethnocentrism had a significant effect on General Animosity. 

For Country Image, General Animosity had a highly significant negative effect. For Destination Image, 

the following variables were influential: General Animosity, Country Image, Gender, and Familiarity. 

Lastly, for Intention to Visit, Country Image and Destination Image were highly significant while 

familiarity was marginally significant. Thus, out of 18 proposed relationships (R1-R18), ten were 

supported and one was marginally supported. 

RESULTS: DATA-DRIVEN MODEL 

The RapidMiner Studio software was chosen as an integrated platform for data mining. To comply with 

the machine learning conventions, we will call the independent variables ñfeaturesò and dependent 

variable ñtargetò. Our goal was to test capability of the data mining approach to (1) reduce the number 

of features affecting the target variable intention to visit and (2) effectively predict intention to visit and 

visualize results of the analysis. The following independent variables were considered: Gender, Trips 

Abroad, FriendsOrRelatives in the USA, Animosity (General, Personal, and National), National 

Attachment, Consumer Ethnocentrism, and overall favorability of country and destination image. The 

target variable was intention to visit the United States in the next five years. 

The first goal was achieved through the feature selection process, which selects a small subset of 

features that are the most useful in explaining the target. Similarly to EFA dimensionality reduction, 

feature selection attempts to reduce the number of variables in a model, essentially providing a better 

understanding of the observed data and the real-world processes that produced these data (Guyon & 

Elisseeff, 2003). The target intention to visit variable was discretized into three classes: averse (values 

1 and 2); neutral (values 2, 3, and 4); and enthusiastic (values 6 and 7). The following commonly used 

in machine learning methods (Wang et al, 2010) were selected: Chi-Square, Gini, Information Gain, 

Information Gain Ratio, and Relief. The Chi-Square method tests the hypothesis of independence 

between a feature and the target that is that each value of the feature is equally likely to appear in each 

target class. Gini and two entropy-based indices, Information Gain and Information Gain Ratio, are 

impurity-based measures (that is, the measures of misclassification), frequently used in decision tree 

learning. Finally, Relief method measures ability of a feature to differentiate among similar data vectors 

(Liu & Motodaôs, 2007). 
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For the second goal, decision tree data mining method was applied. Three decision tree models were 

built and then the overall model was obtained, with all influential variables included. The models were 

built and analyzed using the RapidMiner data mining platform. The intention to visit variable was 

discretized into two classes: negative and positive. Information gain ratio criterion was selected for 

splitting; tree depth was limited to 6 and pruning and prepruning was applied. Model performance was 

determined using 10-fold cross-validation based on three indicators accepted in data mining 

applications: accuracy, recall, and precision (Junker et al., 1999). Relative importance of variables in a 

model was determined using the information gain and correlation criteria. 

Feature Selection 

Results of feature selection are found in Table 4, which lists feature weights distributed between 0 and 

1; more relevant features have higher weights. Universally, the top three features are Country Image 

(CI) and Tourist Destination Image (TDI) favorability and General Animosity, which are the same 

variables that are highly significant in the model estimated with path analysis (Table 2). Moreover, all 

other variables have much lower scores returned by all methods except for Relief, which had more 

uniform weight distribution. When the original survey items are used (not the manifest variables created 

with the use of the EFA), the results are the same, which makes the EFA step to construct manifest 

variables redundant. In four out of five feature selection methods (excluding Relief), the following five 

features have the highest weights: Country Image and Tourist Destination Image overall favorability 

and three general animosity items (ñI feel resentful toward the United Statesò, ñI dislike Americansò, 

and ñI do not want to be friends with Americansò). In the Relief method, consumer ethnocentrism items 

(ñWe should purchase products manufactured in Russia instead of letting other countries get rich off 

usò and ñWe should buy from foreign countries only those products that we cannot obtain within our 

own countryò) become also important. 

Model 

Decision tree models of intention to visit are shown on Figure 1 A (with manifest variables) and B (with 

original survey items). Model A has accuracy 0.61, recall 0.50, and precision 0.56, and model B has 

accuracy 0.60, recall 0.48, and precision 0.62. In model A, low travel destination favorability (right side 

of the tree) leads to predominantly negative (when country image is low) or neutral (when country 

image is high) decision to travel. Moderate or high travel destination favorability (left side of the tree) 

combined with high animosity leads to negative decision to travel. When animosity is low, decision to 

travel is positive when country image is high or when the travel destination favorability is very high 
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and neutral, otherwise. Model B is similar: low travel destination favorability leads to predominantly 

negative (when country image is low) or neutral (when country image is high) decision to travel. 

Moderate or high travel destination favorability combined with very positive country image lead to 

positive decision to travel. When the country image is moderate or low, decision to travel is determined 

by the level of animosity 

Table 3 

Relative feature weights for the Intention to Visit model (manifest variables are used). The top three 

features are shaded 

    Info Gain  

 Chi-Square Gini Info Gain Ratio Relief 

Gender 0.00 0.00 0.00 0.00 0.36 

Trips abroad 0.02 0.01 0.03 0.23 0.20 

FriendsRelatives in the 

U.S. 

0.04 0.05 0.07 0.04 0.00 
Animosity General 0.95 0.96 0.95 0.85 1.00 

Animosity Personal 0.24 0.24 0.17 0.24 0.52 

Animosity National 0.16 0.17 0.22 0.31 0.26 

National Attachment 0.20 0.23 0.28 0.23 0.48 

Consumer Ethnocentrism 0.35 0.32 0.37 0.45 0.42 

Country Image 0.93 0.93 1.00 0.73 0.73 

Tourist Destination Image 1.00 1.00 0.89 1.00 0.73 
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Figure 1 

Decision tree model of the intention of young Russians to visit the United States: A: with manifest 

variables; B: with original survey items. Variable names are as follows: TDIO - Travel Destination 

Image favorability; CI - Country Image favorability; AN2, AN3, and AN_G - Animosity (two original 

variables and General Animosity manifest variable). Numbers and colors in the boxes designate 

decision to travel and relative size of the group: -1 (blue) - negative; 0 (green) - neutral, and 1 (red) - 

positive 

 

CONCLUSION 

The most influential variables for the intention to visit the United States, the country-target of animosity, 

are general animosity, country image, and destination image. 

The results of the theory-driven model indicate that tourist destination image has the largest direct effect 

on intention to visit (0.28), while general animosity is the most influential variable in terms of its total 

effect on intention to visit (-0.47). Animosity has also large and medium size effects on country image 

(-0.59) and destination image (-0.25), respectively. The study also found that general animosity 

measured as a negative affect toward the United States is stemmed mainly from personal situational 

animosity (direct effect -0.37), while the national animosity was not significant (direct effect 0.05). 

Consumer ethnocentrism, which significantly influenced general animosity (0.24), but not country 

image (-0.14) or destination image (-0.10), did not affect intention to visit (total effect -0.13), indicating 

that in the situation of economic conflict ethnocentric tendencies of the consumers may be channeled 

through animosity. National attachment, while correlated with consumer ethnocentrism (r = 0.37), did 

not have any significant effect on any of the endogenous variables. Finally, the total effects of gender 

(0.06), familiarity (0.14), and travel experience (0.07) on intention to visit did not reach the level of 

statistical significance. 

While the aforementioned results were obtained within a theory-based approach, it has also been 

demonstrated that very similar results can be obtained with a data-driven approach. Very few variables, 

namely two general animosity items ("I dislike Americansò; ñI do not want to be friends with 

Americans"), country image, and destination image variables, affected the decision to travel. Same as 

in the theory-driven model, the effects of gender, travel experience, and familiarity were minimal. The 

authors speculate that, at least for larger data sets, the data mining methods have a potential to provide 
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an attractive low-cost alternative to traditional and more time-consuming theory-driven methods of 

analysis. Continuing, while some of the data mining methods such as the artificial neural networks, are 

essentially the black-boxes and do not allow "reverse-engineered" analysis of how the respondentsô 

conclusions are obtained, others, such as the decision trees used in this paper, are able to show explicitly 

how the decision are made. 
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ABSTRACT 

This study investigates the demographic difference in local communitiesô perceptions of positive and 

negative emotions, trust in the government in organising the event, trust in the organising committee in 

organising the event, their level of attachment and support for the FIFA World Cup held in Brazil in 

2014. The data for this study was collected from 12 cities in Brazil which were involved in hosting the 

World Cup games using a survey approach. Demographic variables used were gender, city of residence, 

age category, numbers of years lived in a city, marital status, occupation, education, income and 

ethnicity. The study found significant differences in their perceptions by the city of their residence. 

Significant differences were also noted in the negative emotions by all the demographic variables 

considered in this study. However, not all of them were significant for their level of trust, support and 

attachment to the event. 

Key Words: Demographic difference, trust, emotions, attachment, and support 

INTRODUCTION 

The FIFA World Cup and the Olympic Games are some of the international mega-events (Baade and 

Matheson 2004) which not only have the local or host country or regional appeal but also are 

characterised by their extensive international appeal as they have the capacity to attract an international 

audience through various forms of media such as TV, newspaper, the internet etc. (Kim & Chalip, 

2004). The FIFA World Cup started in 1930 and has now emerged as one of the largest international 

sport events in the world and is contested by qualifying national teams from the 6 confederations 

óAfrica; Asia; Europe, North; Central America and Caribbean; Oceania; and South Americaô. This event 

takes place every four years on the years opposite to the Olympics to avoid competition with the Games 

for both players and fans (Baade & Matheson, 2004). There are altogether 209 teams entering the 
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qualification which consist of 53 teams from Africa, 46 teams from Asia, 54 teams from Europe, 35 

teams from North, Central and Caribbean, 11 teams from Oceania, and 10 teams from South America. 

The upcoming FIFA events are scheduled for 2018 and 2022 which will be held in Russia and Qatar 

respectively. In spite of the fact that hosting the World Cup is an expensive affair (Baade & Matheson, 

countries / cities compete vigorously in hosting such events as they are perceived to help create an 

international image in making the destination more attractive for international tourists (Lee, Taylor, Lee 

& Lee, 2005) and consequently it has appeared as a significant component of destination marketing 

(Kim & Chalip, Kim &Chalip (2004) also noted that such events can lead to increased level of visitation, 

reduced seasonality of tourist flow, improvement in a destinationôs position in the market and foster 

destination development. These outcomes are expected to make a worthwhile contribution in boosting 

the economy (Baade & Matheson 2004) and making social and cultural changes to the host country 

(Gursoy, Sharma, Panoso, & Ribeiro, 2015; Pappas, 2014). Europe and South America can be regarded 

as the soccer powerhouses as they have demonstrated a dominant performance in the FIFA World Cup. 

Organising such events involves the construction of sports arenas / stadiums (at least eight but 

preferably ten modern stadiums with seating capacities of 40,000 to 60,000) along with the 

improvement in infrastructure facilities such as communication systems, housing facilities and traffic 

networks (Barclay, 2009) which requires considerable amount of human, financial, and technical 

resources (Jeong & Faulkner, 1996). South Korea, for example, spent somewhere around $2 billion in 

the construction of ten new stadiums and Japan spent nearly $4 billion in building seven new stadiums 

and refurbishing three existing ones for hosting the 2002 World Cup (Barclay, 2009). It has also been 

noted that the expenses related to security are growing significantly. Hosting mega-events of such size 

are expected to produce significant long-term economic benefits in terms of growth in tourism and 

urban infrastructure development (Getz, 2008) leading to increased level of spending by the 

visitors/sports fans in hotels, restaurants and other businesses ultimately generating a positive growth 

in employment (Barclay, 2009). For example, the Atlanta Olympic Organising Committee expected a 

$5.1 billion economic boost and employment generation of 77,000 and the Sydney Olympic Games was 

predicted to produce a $6.3 billion of positive economic impact and creation of 100,000 new jobs 

(Barclay, 2009). Despite the involvement of high cost/expenditure in construction and infrastructure 

improvement in hosting the event, the host countries and cities consider those costs as investment as 

they can trigger positive economic returns/benefits. However, on a negative note hosting such events 

can cause price rise and substantial inconvenience to the local community during the preparation stage 

(Kim, Gursoy, & Lee, 2006; Lorde, Greenidge, & Devonish, 2011). 

Positive influence e.g. the socio-cultural, economic and environmental impacts of tourism might lead 
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to residentôs support for tourism activities and negative influence/change might lead to residentôs 

withdrawal of support or opposition for tourism activities (Long & Kayat, 2011). Gaining community 

support for tourism / sporting event can also play an instrumental role for successful preparation and 

hosting of international sporting events which could be influenced by the local communitiesô emotions, 

attachment and their level of trust to the event organising body and the related government institutions 

(Sharma, Gursoy, Panosso, & Ribeiro, 2016). For example, individualsô emotions play an important 

role in developing business relationships and also in mediating the interpersonal interaction sensitivities 

(Andersen & Kumar, 2006; Kumar, 1997). It has also been noted that gaining communities support for 

tourism is likely to be influenced by their socio-demographic characteristics (Sharma & Gursoy, 2015). 

For example, communitiesô involvement in tourism in generating economic or social benefits can 

influence their perceptions towards tourism (Caneday & Zeiger, 1991). Demographic variables that can 

affect communitiesô perceptions towards tourism or an event include age, education level, income, 

employment status, marital status, ethnicity, place (city) of residence (Deery, Jago, & Fredline, 2012; 

Sharma & Gursoy, 2015). For example, young people take a more favourable attitude toward tourismôs 

economic impacts than others (Andriotis & Vaughan, 2003; Huh & Vogt, 2008; Long & Kayat, 2011). 

The literature also suggests that positive or negative emotions are associated with individualôs level of 

satisfaction particularly in relation to sporting events (Desbordes, Ohl, & Tribou, 2001). As noted by 

Caro and Garcia (2007), individual emotions can influence perceived performance of the event leading 

to their satisfaction with event meaning enhanced support for the event. For example, positive emotions 

can have a positive influence on individualôs level of satisfaction and negative emotions can lead to 

negative pleasure or some kind of anxiety to fulfil expectations or suffering (Caro & Garcia, 2007). 

Positive emotions relate to flourishing or optimal well-being and include enthusiasm, joy, love, laughter, 

empathy, action, and curiosity whereas negative emotions may include apathy, grief, fear, hatred, 

shame, blame, regret, resentment, anger, despair and hostility. Positive emotions are thus worth 

cultivating as they have a complementary effect in widening the array of thoughts and actions that come 

to individualôs mind (Fredrickson, 2001). It has also been argued that ópositive emotions trigger upward 

spirals toward enhanced emotional well-beingô (Fredrickson & Joiner, 2002: 172). However, in reality 

people might express all sorts of combinations of positive and negative emotions. For measuring 

emotions, Caro and Garcia (2007) have used the following scales: pleased - angry, amused - bored, 

happy - unhappy, lively - down, delighted - undelighted, excited - calm, glad - sad, active - passive, 

hopeful - disillusioned, surprised - indifferent. 

With growth in the size of a business from a family business to medium and large, involvement of the 

owners / shareholders in its management declines as they are normally managed professionally by the 
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independent managers óChief Executive Officersô and other managers e.g. functional managers (such 

as Marketing Manager, Operations Manager, Research & Development Manager), and project 

managers. There are managers at different levels in management structure, e.g. top level managers, 

middle level managers, and lower level managers. In the process of business management, businesses 

need to deal with suppliers which could be local and global, number of different employees, form 

partnerships to make collaborative arrangements with various national and international companies in 

marketing, research and development and so forth which involves great deal of trust and cooperation 

(Hill, Schilling, & Jones, 2017; Mangan, Lalwani, Butcher, & Javadpour, 2012). 

Therefore, trust has a very important role in gaining confidence between various partners and managing 

business relationships with various related stakeholders including suppliers, customers, employees, 

government agencies (Cova & Salle, 2000; Jiang, Henneberg, & Naude, 2011; Witkowski & Thibodeau, 

1999) which requires high level of commitment (Andersen & Kumar, 2006). Trust has been put into the 

following 3 different modes: 1) process-based tied to past or expected exchange, 2) characteristics-

based tied to person or social characteristics, and 3) institution-based tied to formal structures based on 

individual or firm specific attributes (Zucker, 1986). Importance of trust has been discussed in the 

literature in various sectors including e- commerce in managing information security (Ratnasingham, 

1998), financial investment and contracting decisions (Bottazzi, Rin & Hellmann, 2011), authority 

relations of groups, organizations and societies in terms of link among trust, personal relationships and 

the predictability of other peopleôs actions (Tyler, 2001), in government for public administration 

(Cooper, Knotts, & Brennan, 2008), for ethics, law and public policy, etc. 

There are several studies which have examined tourism impacts in terms of social, cultural, economic, 

health and environmental impacts on local communities (Deery, Jago, & Fredline, 2012; Inbakaran & 

Jackson, 2006; Li, Hsu & Lawton, 2014; Lorde, Greenidge, & Devonish, 2011; Long & Kayat, 2011; 

Sharma & Gursoy, 2015). Studies related to tourism impacts include a range of perspectives and a 

variety of contexts covering both positive and negative effects on host communities (Moyle, Croy, & 

Weiler, 2010). There are also studies that have investigated the factors that shape local residentsô 

attitude toward tourism development which include community concern and community attachment 

(Gursoy, Chi, & Dyer, 2010). Residentsô attachment to the community and their sensitivity towards 

environment have been reported as having an important role in shaping community attitudes towards 

hosting a sporting event (Gursoy & Kendall, 2006). Launching and organising special events such as 

mega-sporting events are considered as a part of tourism and economic development strategies for 

communities in many countries / cities of the world (Twynam & Johnston, 2004). The importance of 

community support for making the event successful has also been discussed (Ritchie, Shipway, & 
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Cleeve 2009). However, communityôs support for sport events can be controversial as the governments 

have a tendency to impose extra tax to subsidise such events (Pennington-Gray & Holdnak, 2002). The 

role that media plays in portraying the event also shapes residentsô emotional attachment (Chien, 

Ritchie, Shipway, & Henderson, 2011). 

Based on the review of the literature it can be summarised that residentsô positive emotions, attachment 

and trust are associated with their level of support for hosting the mega-sporting events such as FIFA 

World Cup or the Olympics. However, there is a gap in understanding of the demographic influence on 

emotions, attachment, trust and support for such events. Therefore, this study investigates the 

demographic difference in the level of trust the local residents have to the relevant government and non-

governmental bodies, their level of emotions (positive or negative), attachment and support for 

organising such events particularly in the case of the FIFA World Cup held in Brazil in 2014. To achieve 

these objectives the study will examine the following research question. The study includes the 

following demographic aspects: gender, age category, city of residence, marital status, level of 

education, level of income, ethnicity, number of years of residence in a city, and occupation. 

Research question: Is there a difference in the communities perceptionsô of support for 2014 World 

Cup, their attachment, emotions, and trust in the organising committee and the government by their 

gender, age category, city of residence, marital status, level of education, level of income, ethnicity, 

number of years of residence in a city, and occupation? 

METHOD 

In investigating the above research question, data for this study were collected using personal interviews 

from the residents of the 12 selected cities in Brazil utilizing an intercept approach. A professional data 

collection company was contracted to collect data from each of the selected cities. The 12 cities that 

hosted at least one World Cup game included Rio de Janeiro, Sao Paulo, Belo Horizonte, Porto Alegre, 

Brasilia, Cuiaba, Curitiba, Fortaleza, Manaus, Natal, Recife, Salvador. The interviewers were properly 

identified with the badge of the company and tablets were used for data collection. Interviewers were 

asked to approach every tenth person passing through. They were instructed to ask the person if s/he 

was interested in participating in a survey that measures local residentsô perceptions of the 2014 World 

Cup. If the answer was a no, interviewers were instructed to intercept the next person and ask the same 

questions until they identified an individual who agreed to participate in the survey. After the individual 

agreed, the purpose of the study was explained in detail by the interviewer and a personal interview 

using a structured survey instrument was conducted. Each question was asked to the respondent by the 



 

84 
 

interviewer and his/her responses were recorded on a tablet. The survey company called back around 

20 percent of respondents from each city to confirm the validity of the responses after each interviewer 

submitted the data they collected. The aim was to collect at least 250 usable responses from each city. 

The number of targeted usable responses was higher in cities with larger populations. The usable 

number of responses were 3770 from the 12 cities. Survey instrument used in this study was developed 

following the procedures recommended by Churchill (1979) and DeVellis (1991). A number of items 

to measure each construct were identified from the literature. Assessment of the content validity of these 

items was made by a group of tourism experts. The team of experts was also asked to provide comments 

on content and understandability of those items. They were then asked to edit and improve those items 

to enhance their clarity and readability. They were also asked to identify any of those scale items that 

are redundant and to offer suggestions for improving the proposed scale. After checking the content 

validity of the survey instrument, two pre-tests were conducted on local residents in Sao Paulo, Brazil. 

Based on the outcome of the pre-tests, the survey instrument was finalized. 

The survey captured information on community attachment to the event, residentsô positive and 

negative emotions toward the event, residentsô perceptions of the trust to the government and the 

organising committee for organising the event, and their support for the event. Following items were 

used to measure community attachment to the event: 1) this event meant a lot to me, 2) I was very 

attached to this event, 3) I identified strongly with this event, 4) I had a special connection to this event 

and the people who attended to this event, 4) 

I would not substitute any other event for recreation/entertainment I enjoy here, 6) to change my 

preference from going to this event to another leisure alternative would require major rethinking. Local 

residentsô emotions towards the 2014 World Cup were measured with 13 items; seven items measuring 

positive emotions óastonished, glad, caring, loving, fascinated, inspired, and amazedô and six items 

measuring negative emotions óunfulfilled, afraid, sad, annoyed, discontented, and aggravatedô. 

Following items were used to measure local residentsô perceptions of support for mega event: 1) I am 

glad that we hosted the World Cup, 2) the idea of hosting the World Cup gave me national pride, and 

3) I supported Brazil hosting the World Cup. Following items were used to measure the level of trust to 

the government to organise the event: 1) trusted the government to do what was right in the event 

development without you having constantly to check on them, 2) trusted the government to make the 

right decisions in the events development, 3) do you believe the government made a serious effort to 

incorporate residents into event planning process?, 4) trusted the government to make event decisions 

5) trusted the government to look after the interests of the community in relation to this events 

development. Following items were used to measure their trust to the organising committee to organise 
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the event: 1) organizing committee to do what was right in the event development without you having 

constantly to check on them, 2) organizing committee to make the right decisions in the events 

development, 3) trusted the organising committee for the event decisions made by them, and 4) 

organizing committee to look after the interests of the community in relation to this events development. 

All of the items were measured on a five-point Likert type scale with 1 as strongly disagree, 2 as 

disagree, 3 as neutral, 4 as agree and 5 as strongly agree. The trust also was measured on a five-point 

Likert scale with 1 as do not trust them at all, 2 as do not trust them very much, 3 as neutral, 4 as trust 

them a little, 5 as trust them completely. For analysing the data, statistical techniques such as descriptive 

/ frequency analyses, ótô test, ANOVA, and Cronbach alpha reliability were used. 

RESULTS 

The survey was participated by people over 16 years old - average age being 39.27 years. The majority 

(35.9%) of survey respondents were over 45 years in terms of their age followed by 25 to 34 years with 

24.1% and 16 to 24 years with 21.3%. 39.2% of the respondents were single and 36.2% were married. 

Others were either living with partner or officially and unofficially separated or widower. In terms of 

ethnicity the majority of them were brown (40.4%) followed by white (36.7%) and black (16.2%). Data 

analysis was carried out using various statistical techniques. 33.8% of the survey respondents indicated 

no interest in the World Cup, 40% indicated little interest and the remaining 26.2% indicated much 

interest. 53% of the respondents were female. 36% of the respondents rated the World Cup as poor/very 

poor and 34% of them rated good/ excellent and the remaining 30% were neutral. 

The composite scores were calculated for each of the constructs under study ótrust organising 

committee, trust government, positive emotions, negative emotions, attachment to the World Cup, 

residentsô support for the World Cupô using the mean scores of the corresponding items. Alpha 

reliability coefficients were computed for each of these constructs and the Cronbach alpha figures are: 

trust government in organising event - 0.863, trust organising committee in organising the event - 0.867, 

residentsô positive emotions towards the World Cup - 0.872, residentsô negative emotions towards the 

World Cup - 0.788, residentsô Attachment to the World Cup - 882, and residentsô support for the World 

Cup - 0.802. According to Robinson et al. (1991), an alpha value of 80 or higher is considered as 

exemplary; values between 0.70 and 0.79 are considered as extensive; values between 0.60 and 0.69 as 

moderate, and values less than 0.60 as minimal. Based on these categories, strong evidence of reliability 

is noted in various constructs under study. 

Response to research question: Is there a difference in the communities perceptions ô of support for 
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2014 World Cup, their attachment, emotions, and trust in the organising committee and the government 

by their gender, age category, city of residence, marital status, level of education, level of income, 

ethnicity, number of years of residence in a city, and occupation? 

A ótô test was carried out for investigating the difference in residentsô support, attachment to the 2014 

World Cup, positive and negative emotions towards the 2014 World Cup, trust government in 

organising the event and trust organising committee in organising the event by gender (see Table 1). 

Table 1 Test of difference in communityôs support, attachment, emotions, and trust by respondentsô 

gender 

 

The figures presented in table 1 suggest that male respondents had a significantly higher level of 

attachment to the World Cup and trust in organising committee in organising the event compared with 

female respondents. In terms of negative emotions, female respondents had a significantly higher level 

of emotions compared with the male respondents. There was, however, no significant difference in the 

level of support for the world cup, positive emotions towards the world cup, and trust in government in 

organising the event between male and female respondents. 

For investigating the difference in the residentsô perceptions of emotions, support, attachment and trust 

by other demographic variables an analysis of variance (ANOVA) was used (See table 2). 
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Table 2 Test of difference by various demographic characteristics 

 

The details of various demographic variables used in this study and the sample size are given below: 

The survey was conducted in the following 12 cities where the World Cup games were hosted: Rio de 

Janeiro (n=402), Sao Paulo (n=499), Belo Horizonte (n=294), Porto Alegre (n=298), Brasilia (n=234), 

Cuiaba (n=242), Curitiba (n=307), Fortaleza (n=302), Manaus (n=249), Natal (n=243), Recife (n=302), 

Salvador (n=293). 

The figures with the parentheses indicate the sample size. 

Age categories used were: less than 25 years old (n=910), 25 to 50 years old (n=1834), 50 to 75 years 

old (n=863) and over 75 years old (n=58). 

Number of years lived in a city included: less than 20 years (n=1248), 20 to 50 years (n=2016), more 

than 50 years (n=401). 

Marital status included: single (n=1455), married (n=1331), living with partner (n=397), officially 

separated / divorced (n=213), unofficially separated (n=68), widower (n=201). 

Occupation included: registered employee (n=1205), employee without registration (n=235), public 

officer (n=161), regular autonomous (pay ISS) (n=290), liberal profession (n=41), businessman 

(n=119), freelancer (n=371), estagiario / aprendiz (n=39), others EAP (n=56), unemployed but looking 

for work (n=173), housewife / domestic duties (n=253), retired (n=350), student (n=277), living off 

income (n=14), others no EAP (n=41), unemployed and not looking for work (n=40). 
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Education included: Analfabeto / Primario ou fundamental I incomplete (n=188), Primario ou 

fundamental I complete / Ginasial ou fundamental II incomplete (n=478), Ginasial ou fundamental II 

complete (n=380), Colegial ou ensino medio incomplete (n=497), Colegial ou ensino medio complete 

(n=1246), Superior incomplete (n=389), Superior complete (n=350), Pos graduacao (n=137). 

Income groups included: up to R$ 1,448.00 (n=1282), from R$ 1,448.01 to R$ 2,172.00 (n=827), from 

R$ 2,172.01 to R$ 3,620.00 (n=664), from R$ 3,620.01 to R$ 7,240.00 (n= 496), from R$ 7,240.01 to 

R$ 14,480.00 (n=183), from R$14,480.01 to R$ 36,200.00 (n=55), R$36,200.01 or more (n=13). 

Ethnicity included: White (n=1340), Black (n=584), Brown (n=1494), Asiatic (n=80), Indigenous 

(n=58), Other colour (n=109). 

The figures presented in Table 2 above suggest that there is significant difference in the perceptions of 

local community on support, attachment, emotions and trust aspects in organising the FIFA 2014 World 

Cup by various demographic variables. The study extended further to investigate the significant 

differences in the residentsô perceptions of support, trust, attachment and emotions for the 2014 World 

Cup by age category in particular (see Table 3). 

Table 3 Test of difference in community support, trust and negative emotions by age category 

 

 

Note: f stands for p < 0.10, * stands for p < 0.05. The superscript 'a' suggests that there is a significant 

difference in means for support for mega-events between people in the age category of less than 25 

years and 50 to 75 years at a p value of 0.05 or less and likewise the superscript óbô suggests that there 
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is a difference in support for mega-events between people in the age category of 25 to 50 years and 50 

to 75 years. 

The figures presented in table 3 above suggest that the people in the age bracket of 50 to 75 years had 

the highest level of support for organising the World Cup and their level of support is significantly 

different from the ones in the age category of less than 25 years and 25 to 50 years old. In terms of trust, 

the same group of people in the age bracket of 50 to 75 years have a higher level of trust in the 

government in organising the event and also is significantly higher than the level of other age groups 

particularly the ones with less than 25 years and 25 to 50 years old bracket. Similar results have been 

noted for their trust in the organising committee in organising the event. In terms of negative emotions, 

the people in the age bracket of less than 25 years have the highest level of negative emotions and their 

level of emotions is significantly different from the ones with 50 to 75 years old category. 

CONCLUSIONS 

This study investigated the difference in the local community/residentsô level of support for the FIFA 

2014 World Cup held in Brazil along with their attachment to the games, their positive and negative 

emotions, and their trust to the government and the organising committee in organising the event. For 

these investigations a survey approach was used to collect the data from the 12 host cities in Brazil. The 

survey was analysed by using the statistical techniques such as ótô test and ANOVA. In terms of gender 

difference, the study found that male respondents had a significantly higher level of attachment to the 

World Cup and trust in organising committee in organising the event compared with female 

respondents. In terms of negative emotions, female respondents had a significantly higher level of 

emotions compared with the male respondents. There was, however, no significant difference in the 

level of support for the world cup, positive emotions towards the world cup, and trust in government in 

organising the event between male and female respondents. 

There were more than 2 categories in other demographic variables such as city of residence, age, marital 

status, income, education, etc. Therefore, ANOVA was used for investigating the significant difference 

in the constructs under study for different demographic variables. The results from this analysis indicate 

that there is a significant demographic influence on support, attachment, emotions and trust aspects in 

organising the megaevent such as the World Cup of which city of residence and the age category were 

worth noting. 

 

The study was extended further to investigate the significant differences in the residentsô perceptions of 
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support, trust, attachment and emotions for the 2014 World Cup by age category in particular. The 

outcome of this analysis suggest that the people in the age bracket of 50 to 75 years had the highest 

level of support for organising the World Cup and their level of support is significantly different from 

the ones in the age category of less than 25 years and 25 to 50 years old. In terms of trust, the same 

group of people in the age bracket of 50 to 75 years have a higher level of trust in the government in 

organising the event and also is significantly higher than the level of other age groups particularly the 

ones with less than 25 years and 25 to 50 years old bracket. Similar results have been noted for their 

trust in the organising committee in organising the event. In terms of negative emotions, the people in 

the age bracket of less than 25 years have the highest level of negative emotions and their level of 

emotions is significantly different from the ones with 50 to 75 years old category. 
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ABSTRACT 

In the late 1990s with studies that focused on the driving forces, costs and benefits and nature of such 

systems began about EMS. However, in tourism, very little research has been conducted on EMS, 

except for a few studies on environmental management, such as the environmental protection practices 

and environmental performance of hotels. In this study, we tried to determine the barriers to EMS of 4 

and 5 starsô hotels operating in Istanbul. In this regard, the aim of this study is to encourage the hotels 

how they implement EMS through eliminating the barriers. 

The data were collected from the top and mid-level managers of hotels between October and December 

in 2016 by face to face survey. Data gained from 114 hotels was analyzed via factor analyses, 

independent samples t-test and ANOVA. It was found that EMS barriers can be examined under three 

dimensions as; (1) lack of knowledge, skills and professional advice, (2) uncertainty of outcomes, (3) 

lack of resources and costs. On the other hand, hotels characteristics play an important role on these 

dimensions. 

Keywords: EMS, Barriers, Hotels, Tourism, Istanbul. 

INTRODUCTION 

The environmental awareness has been increased day by day for all industries. Their interactions with 

the environment have been an issue of interest (Leonidou & Leonidou, 2010), due to either external 

(regulations) or internal reasons (business policy) (Psomas, et al., 2011). Service businesses which are 

called the ñsilent destroyers of the environmentò (Hutchinson, 1996) should pay more attention to 
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environmental issues. Hence, tourism is one of the industries that intensively depend on the environment 

(Mensah, 2006). Tourism industry has been contained four major components, these are hospitality 

services, tour operators and travel agencies, attractions towards natural, cultural and historical resources 

and transportation services (McIntosh & Goeldner 1990). In this regard, hotels are the most important 

element of the travel and tourism industry and play a critical role in concerns over environmental 

protection (Erdogan & Baris, 2007). Because of the hotels use the natural resources as a part of tourism 

products (Chan, 2011) and consume quantities of water, energy and non-durable products (Robinot & 

Giannelloni, 2010). 

So, the hotels should concern about environmental issues. 

EMS have recently been more recognized in the hotel industry around the world (Chan, 2009). EMS in 

the hotel industry should account for the impact of environmental management on the natural resources 

(Holden, 2000). The areas of environmental management include: (1) recycling of waste, (2) waste 

management, (3) energy and water saving, (4) environmental health, (5) clean air and environmental 

education (Chan a& Wong, 2006; Mensah, 2006; Middleton & Hawkings, 1998) in the hotel industry. 

Main benefits of environmental management are; cost efficiency, minimizing resource consumptions, 

improving financial performance, competitive advantage, corporate image, gaining the trust of tourists 

(Ayuso, 2006; Bohdanowicz, 2006; Kasim, 2007; Chan, 2008; Chan, 2009; Chan, 2011; Chan & 

Hawkins, 2010; Goodall, 1995; Kirk, 1995; Tzschentke, et al., 2004). 

Most known EMS are ISO 14000 series, providing an effective guideline, auditing, evaluation on the 

content of environmental management for hotels (Chan & Ho, 2006). ISO 14000 standards which 

extend between hotel and its guests, suppliers and even the residents (Chan, 2011). However, the hotels 

have some barriers to EMS implementations such as, lack of knowledge and skills, professional advice, 

resources and implementation costs (Chan, 2008). 

The aim of this study is to determine barriers to EMS of 4 and 5 stars hotels in Istanbul. Additionally, 

if there are significant differences occurring in EMS barrier dimensions according to the hotel 

characteristics investigated in the study. So we tried to reveal the barriers to EMS of the hotels and 

suggest some advices related to reduce the barriers to EMS. Except for a few studies on environmental 

management, very little research has been conducted on EMS in the hotel industry. Therefore, it was 

aimed to contribute to the literature and assistance in developing environmental performance of hotels 

in Istanbul. 
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EMS FRAMEWORK AND PRACTICES IN THE HOTELS 

An Environmental Management System is defined as a part of the overall management system which 

includes the organizational structure, planning activities, liabilities, implementations, procedures, 

obtain, apply, achieving, reviewing and maintaining a companyôs environmental policy (Chan, 2011; 

Sambasivan & Fei, 2008). EMS have revealed as one of the most efficient instruments to achieve 

sustainable development since the 1990s (Chan, 2011). The purposes of EMS are to achieve adapting 

to environment, reducing waste and protecting natural resources by managing institutional 

environmental action (Sayre, 1996). 

EMS enable an organization to control the effects of production process on the environment (Sena da 

Silva & Dumke de Medeiros, 2004). It is not only focusing companyôs attention on negative 

environmental impacts, but also sustaining high environmental standards in whole organization 

(Morrow & Rondinelli, 2002). In other words, EMS emphasize the need by protecting the environment 

for a companyôs sustainability and future generation (Chavan, 2005). However, EMS can provide some 

benefits to a company such as; financial advantages via energy saving and reduction in other resources. 

In addition to these benefits, it can improve the companyôs image with all stakeholders. (Hemenway & 

Hale, 1995). 

EMS include various systems such as EU eco-management and audit scheme (EMAS), Green Globe 21 

and ISO 14000 series (Chan &Wong, 2006; Psomas et al., 2011; Ustad, 2010). ISO 14000 series are 

one of the well-known EMS, which were developed in 1996 by the International Standards Organization 

(ISO) (Peiro- Signes et al., 2014; Psomas et al., 2011). ISO 1400 series consist of 34 environmental 

standards shown the table below: 

Table 1 

The ISO 14000 Family of International Standards 

Group Standards 

Environmental Management Systems ISO 14001, ISO 14004, ISO 14005, ISO 14006 

Environmental Assessment ISO 14015, ISO 19011 

Environmental Labeling ISO 14020, ISO 14021, ISO 14024, ISO 14025 

Environmental Performance Evaluation ISO 14031, ISO/TS 14033, ISO 14034 

Life Cycle Assessment ISO 14040, ISO 14044, ISO 14045, ISO 

14046, ISO/TR 14047, ISO/TS 14048, ISO/TR 

14049, ISO/TS 14071, ISO/TS 14072 

Environmental Management Vocabulary ISO 14050 

Material Flow Cost Accounting ISO 14051 

Greenhouse Gases ISO/TR 14062, ISO 14063, ISO 14064-1, ISO 

140642, ISO 14064-3, ISO 14065, ISO 14066, 

ISO/TS 14067, ISO/TR 14069 

Environmental Aspects in Product Standards ISO Guide 64 

Source: ISO, 2016. 
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Of the above series, ISO 14001 has the only standard that a company becomes certification for EMS 

(Chan and Wong, 2006). Therefore, ISO 14001 is one of the most popular EMS standards, especially 

in Europe (Gonzelez- Benito & Gonzelez-Benito, 2005). It consists of five major factors: (1) 

environmental policy, (2) planning, (3) implementation and operation, (4) auditing and (5) feedback 

(Chan, 2008; Chan & Wong, 2006; Erickson & King, 1999; Krnt & Gleckman, 1998; Nattrass & 

Altmore, 1999). ISO 14001 provides both material and moral utilities to companies, such as cost 

curtailment and economy, advanced communication, advanced corporate image, progression in 

operational duration (Chandrashekar et al., 1999; Daily & Huang, 2001; Darnall et al., 2000; Hanna et 

al., 2000; Lee-Mortimer, 2000; ; Maxwell et al., 1997; Nattrass & Altmore, 1999; Schaarsmith, 

2000;West & Manta, 1996; Zingale & Himes, 1999). 

EMS in hospitality industry are very important issue to minimize negative effects of hotelsô operations 

on environment. Therefore, EMS are vital matter in both hospitality sector and tourism research field. 

There are many studies focusing on the relationship between hotels and environmental management 

have recently been conducted (Chan, 2008; Chan, 2009; Chan, 2011; Chan & Hawkins, 2010; Chan & 

Ho, 2006; Gil et al., 2001;  Kirk, 1995; Kirk, 1998; Le et al., 2006; Mensah, 2006; Pereira-Moliner et 

al., 2012; Ustad, 2010; Ustad et al., 2010 ). With reference to studies, two motivating factors for the 

adoption of EMS can be expressed as; corporate governance and legislation for the hotels (Chan & 

Wong, 2006; Segarra Ona et al., 2012). Thus, several empirical studies aimed to determine that EMS 

may improve customer and employee satisfaction and corporate image (Bohdanowicz, 2005; Hillary, 

2004; Kirk, 1995; Molina-Azorin et al., 2009; Pereira-Moliner et al., 2012). Other important benefits of 

EMS in hotels are to increase profitability and improve relationships with the local community (Kirk, 

1998). When it comes to implementations of EMS in the hotels, there are various implications listed 

below (Chan, 2011; Stipanuk, 1996; Ustad, 2010): 

¶ Renewable energy 

¶ Energy saving 

¶ Water consumption 

¶ Waste sorting and reducing 

¶ Supporting to protect biodiversity and natural resources 

¶ Reducing air and sound pollution 
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Hotel industryôs wide adoption of EMS is still slow, despite the success of several hotels due to unable 

or unwilling to implement (Chan & Ho, 2006; Kasim, 2009). This situation is derived from internal and 

external barriers (Chan, 2008; Hillary, 1999; Hillary, 2004), these barriers are main focus of our paper. 

LITERATURE REVIEW 

Academic research into EMS began in the late 1990s (Chan, 2011). EMS have recently studied in 

various research field such as planning (Chin et al., 1999; Pun et al., 2002), motivation (Quazi et al., 

2001), benefits, drivers and barriers (Chan, 2006; Galan et al., 2007; Chan, 2008; Chan, 2011; Chan & 

Wong, 2006;; Lozano & Valles, 2007, Zutshi &Sohal, 2004). Thus, EMS are well-recognized in the 

tourism and hospitality industry and widely studied research topic (Chan & Ho, 2006). Several studies 

have analyzed the environmental implementation in the hotel industry (Kirk, 1995; Kirk, 1998; Trung 

& Kumar, 2005). Some other studies have examined the determinants of environmental innovation 

(CrespECladera & Orfila-Sintes, 2005) and the factors to adopt environmental practices (Le et al., 

2006), main barriers to EMS motivations (Chan, 2006; Chan, 2008). 

Previous research on EMS determined that international, multinational group, large and chain hotels 

being long operational period were mostly to pay attention to environmental management (Erdogan & 

Baris, 2007; Chan, 2011; Mensah, 2006;). For instance, in Elkington (1994), Shrivastava (1995), Gil et 

al. (2001) have been found that the age of hotel facilities can influence hotelsô environmental 

performance. On the other hand, Gilley et al. (2000), Foster et al. (2000), Kasim (2009) have also stated 

there is an importance of the relationship between size of hotel and environmental management. Most 

studies have also claimed that hotelsô ownership affect hotelôs environmental management when 

compared to those hotels which were part of chains or independent (Cummings, 1997; Erdogan & Baris, 

2007; Enz &Siguaw, 1999; Gil et al., 2001; Kirk, 1995; Kirk, 1998). 

Few studies consider a relationship between the implementation of EMS and barriers in tourism 

literature. Hillary (2004) identified some internal and external barriers to the adoption of EMS in 

reviewing the literature. Internal barriers are lack of resources, understanding and perception, 

implementation problems and attitudes and company culture. External barriers are certification and 

verification costs, lack of financial resources, institutional weaknesses and lack of support and guidance 

(Chan, 2008; Hillary, 1999; Hillary, 2004; Ustad, 2010; Ustad et al., 2010). In addition to that Erdogan 

and Baris (2007) demonstrated these barriers could be lack of information about the level of 

environmental knowledge and disinterest of hotel managers related to EMS. Chan (2008) used Hillaryôs 

(1999, 2004) statements as a measurement instrument in his study, to investigate the barriers related to 
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EMS in Hong Kong hotel industry. Six barrier dimensions have been emerged in Chanôs (2008) study 

as; (1) lack of knowledge and skills, (2) lack of professional advice, (3) lack of resources, (4) uncertainty 

of outcome, (5) certifiers/verifiers, (6) implementation and maintenance costs. 

RESEARCH METHOD 

Hillary (2004) developed a scale by examining 28 studies in 1999 to measure the barriers faced by 

businesses in the literature about the EMS. These barriers consist of 48 factors and eight dimensions 

which were identified by Hillary as some internal and external barriers (Hillary, 2004). Chan (2008) 

tried to address the barriers to EMS of hotels in Hong Kong in his study with reference to Hillaryôs 

scale. In this study we used the scale by Chan (2008) to investigate barriers to EMS of 4 and 5 star 

hotels in Istanbul. The questionnaire consists of two parts. The seven questions to identify hotelsô 

characteristics in the first part. 28 statements were tried to determine the barriers related to EMS in hotel 

industry in the second part of questionnaire. The respondents were asked to rate these statements on a 

5-point Likert scale which are from 1=Strongly Disagree to 5= Strongly Agree. The population of the 

study was all the four stars hotels (119) and five stars hotels (90) in Istanbul according to Istanbul 

Provincial Directorate of Culture and Tourism in 2016. The data were collected from the top and mid-

level managers of 114 hotels between October and December in 2016 by face to face via convenience 

sampling method. The questionnaire was firstly translated into Turkish and then taken two academicsô 

opinion who study on tourism and environment. It was used to ask a pilot test group comprising 12 

hotel managers. Afterwards, two statements removed from the questionnaire. 

The 114 data were analyzed via factor analyses, independent t-test and ANOVA. 

ANALYSIS AND FINDINGS 

Factor analysis with VARIMAX rotation was employed to analyze dimensional structure of 26 barrier 

statements. A factor loading of > 0.5 was set as the criteria to select each statements (Hair et al., 2010). 

As shown in Table 1, the three factors were identified; (1) lack of knowledge, skills and professional 

advice, (2) uncertainty of outcomes, (3) lack of resources and costs differently from Chanôs (2008) 

study. Factor 1-2 of Chanôs study have clustered under one factor (lack of knowledge, skills and 

professional advice) and also factor 5-6 under one factor (lack of resources and costs) in our study. 

Besides factor 4 of Chanôs study hasnôt played a part in our study. The Cronbach alpha of each 

dimension was also examined, and the value of dimensions were: lack of knowledge, skills and 

professional advice = 0.978; uncertainty of outcomes = 0.963; lack of resources and costs = 0.921 (see 

Table 2). The reliability of three factors over 0.90 were excellent according to Hair et al. (2010). 
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The mean of statements under three factors ranged from 2.75 to 4.00. The lowest and highest means in 

factor 1 were respectively examined as ñpoor quality information and conflicting guidance is given for 

the EMSò with 2.75; as ñchanging economic climate alters the priority given to an EMS in hotelò with 

3.89. The means in factor 2; ñdrivers and benefits are insufficientò and ñwe doubt the ongoing 

effectiveness of EMS to deliver objectivesò were highest with 3.26 and ñmultifunctional staff is easily 

distracted by other workò was lowest with 3.15. Finally, ñthe support from top management for EMS 

implementation is inconsistentò was the lowest mean with 3.20 and ñimplementation of EMS requires 

capital expenditureò was the highest with 4.00 in factor 3. After analyzing the overall mean value of 

three factors on barriers, it was determined that lack of resources and costs were considered by the hotel 

managers as the most important barrier (3.51).
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As can be seen in Table 3, the independent samples t-test a ANOVA analysis were used to 

understand whether barrier scores differed significantly by category of hotel type, ownership, size, 

class, etc. When factor 1 and the hotelsô types were compared, it was found that there are no 

statistically meaningful differences between them. Apart from that, between all factors and hotelsô 

characteristics have determined statistically meaningful differences. 

CONCLUSION AND DISCUSSION 

Tourism and hospitality businesses have intense ties with environment and environmental 

sources. But, there have been few studies on the barriers to EMS in the hotel industry (Chan, 2008; 

2011). In this study, the answer is tried to reveal about the main question: ñwhat are the barriers 

to EMS in hotel industry?ò. The findings of this study have revealed to understand the barriers to 

EMS in the hotel industry in Istanbul. 

The findings of this study have shown that there are three main barriers to EMS in the hotel 

industry differently from Chanôs study (2008) in Hong Kong. When ranking in order, from the 

highest mean score barrier factor to the least, we have: (1) lack of resources and costs; (2) lack of 

knowledge, skills and professional advice; (3) uncertainty of outcomes. These barriers indicate 

that hotels are normally hindered by both internal and external barriers (Hillary, 2004; Chan, 

2008). The internal barriers such as knowledge, skills, resources, and costs, etc. have the most 

significant role for the hotels according to the findings. Nevertheless, types, ownership, classes 

etc. of the hotels have influence on adopting and implementing of EMS. In fact, these findings 

have parallels with other studies in the literature (Chan, 2011; Erdogan & Baris, 2007; Kasim, 

2009; Mensah, 2006 ). We found that national and international chains, franchise, large, upper 

class hotels have less barrier in comparison with independent, direct investment, small and lower 

class hotels. In addition, if hotels have EMS or intention to get EMS, they meet barriers lightly. 

On the other hand, even though the hotels are aware of the high costs with EMS, their outcome 

expectations on EMS are also high. It shown that the hotels are disposed to adopt and implement 

by reducing the barriers. The findings in this study can be used as a reference for the hotel industry 

in Istanbul. The hotels will have the opportunity of better understanding the barriers for EMS 

adoption so that they can formulate a suitable implementation strategy. It is sure that 

implementing EMS will bring some costs to the hotel businesses, but in a long period of time, 

benefits of implicating EMS will exceed the costs. Thus, hotel managers and business owners 

should start to adopt environmental policies. And start to eliminate barriers such as; lack of 
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resources and costs, lack of knowledge and uncertainty of outcomes. These barriers are in an 

internal manner. So there are also some tasks for public bodies encouraging hotels to implement 

EMS. 

Notwithstanding, there are some limitations of the study and the findings cannot be generalized 

for all hotels in any market. Firstly, since all respondents were four and five stars hotels, the 

identified barriers in the study might not be applicable to the smaller sized hotels. Thus, in the 

future researches, the researchers can focus hotels with small sizes. Our study focus hotels 

operated in Istanbul and 12 monthsô open city hotels. So there would be some differences in 

resorts or seasonally operated hotels in different regions of Turkey. 
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ABSTRACT 

Tourism is vulnerable to climate change due to its dependence on natural amenities and is a major 

climate change driver, but climate change is also generating new opportunities for tourism industry. 

Some of the connections between tourism and climate are well researched, however the scientific 

knowledge has not yet percolated into ability to act. The authors studied mass media framing of 

climate change a tourism by analyzing English newspaper publications worldwide. The paper 

presents the results of the content analysis of collected articles, geographical pattern, and the 

temporal changes of newspapersô framing of climate change and tourism. 

Key Words: Climate change, Tourism, Machine learning, Content analysis, Mass media 

INTRODUCTION 

Tourism is believed to be highly vulnerable to climate change (UNWTO, 2011). The decision to 

travel is based on factors, which are climate related such air and water temperature, sun, and snow 

cover; these factors are highly variable in changing climate. The impacts from climate change on 

tourism includes direct, indirect, and induced impacts (Simpson et al., 2008). Direct impacts include 

the factors of climate tourism industry depends upon (De Freitas, 2001): air temperature, sunshine, 

humidity, extreme weather events etc. Temperature change is the most frequently discussed (and the 

most predictable) between these factors; while global temperature change for the nearest future 

(2020s) is believed to be limited to 0.7 °C relative to the 1986-2005 baseline, and to 2.6 °C in the 

mid-term (2050s) (Pachauri, Meyer, Plattner, Stocker, & others, 2015), this change is projected to 

be spatially heterogeneous with much higher temperature changes in northern latitudes (Pachauri et 

al., 2015). Between the positive impacts, temperature change is projected to shift climate conditions 

favorable for tourism poleward, potentially bringing more visitors to north-west Europe and mid-
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latitudes North America, while exercising little effect on tropical destinations (Wilbanks et al., 2007). 

An iconic example of new tourism destination opened with recent ñArctic temperature amplificationò 

phenomenon (Screen & Simmonds, 2010), which opened possibilities for Arctic cruise travel, even 

though some authors expressed skepticism due to substantially increasing risks of ship damage from 

floating multi-year sea ice (Stewart, Howell, Draper, Yackel, & Tivy, 2007). 

Another high-impact high-confidence direct impact is the sea level rise, projected to range between 

0.17 - 0.38 m by the 2050s, additionally to the 0.19m sea level rise during the 20th century. Again, 

current rates of sea level rise hint at spatial heterogeneity of this process with some tourist 

destinations experiencing very high rates of sea level rise (e.g., Haer, Kalnay, Kearney, & Moll, 

2013). The sea level change increase storm surge, affecting hurricane inundation risks in the coastal 

zone (Haer et al., 2013) with high concentration of the tourist related businesses and exercising direct 

impact on the tourism sector. 

Climate change also impacts tourism indirectly by transforming natural amenities tourist destinations 

depend upon. The most researched effects in this area is reduced snow cover and length of season in 

ski destinations; another high impact, yet lesser understood scientifically is coral reef bleaching. 

Multiple other examples of indirect impacts include loss of biodiversity, increasing risks of wildfires, 

beach erosion, etc. A substantial scientific literature on indirect impacts is reviewed in the second 

and third working groupôs contribution to the 2014th Intergovernmental Panel on Climate Change 

report and summarized by Scott et al. (2016). Counterintuitively, destructive transformation of 

natural landscapes is able to bring tourism demand from travelers who want to see the disappearing 

natural attractions before it is too late, known as ñlast chance tourismò (Lemelin, Dawson, Stewart, 

Maher, & Lueck, 2010). 

Finally, climate change related changes in other sectors exercise induced impacts on the tourism 

sectors, e.g., from energy sector, agriculture, and water availability. For example, in energy sector 

higher air temperatures increase summer demand for space conditioning, in turn elevating pick 

energy demand. On the other hand, reduced summer river water flow affects supply of hydro energy. 

An additional factor is increasing water demand for irrigation. Higher water temperatures also 

increase water demand for cooling at the nuclear plants, which was exhibited during the 2003 heat 

wave in Europe (Poumadere, Mays, Le Mer, & Blong, 2005). 
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Tourism sector is a major contributor to climate change, contributing ~5% of the total greenhouse 

gas (GHG) emissions in CO2 equivalent (eCO2), as estimated by the UNWTO et al. (2008). 

Approximately % of these GHG emissions are generated in the transportation, with the minority of 

tourists arriving by air contributing disproportionally high amount of GHGs (Gossling, Ceron, 

Dubois, & Hall, 2009; Simpson et al., 2008). The emissions from tourism sector are expected to 

grow by 130% in the near future (2005 to 2035) under the Business- as-usual scenario (Fischedick 

et al., 2014). Due to the high role played by tourism in accelerated GHG emissions, an active area of 

research is investigation of climate change mitigation options in tourism (Gossling, 2010). 

Despite existence of substantial scientific literature related to climate change and tourism, few 

climate change mitigation and adaptation practices have been implemented by the tourism industry, 

with exception of ski tourism (Scott & McBoyle, 2007). For example Saaren and Tervo (2006) found 

that while the nature-based tourism entrepreneurs in Finland are aware of the climate change issues, 

they express skepticism regarding possibility of climate change affecting tourism of the region, and 

attributed that to the lack of knowledge and previous experience with exercising climate 

change(Saarinen & Tervo, 2006) adaptation strategies. This paper explores the hypothesis that 

significant research fields are indeed hidden from the public as they are not reported my mass media. 

This paper investigates the patterns of mass media framing climate change and tourism in English 

language newspapers and compares mass media reporting on the issues with existing topics of 

scientific research. First, a sample of relevant newspaper articles was collected through a systematic 

newspaper database search. Next, main topics of newspaper publications were extracted through 

content analysis. Finally, the collected data was georeferenced to (1) find geographical patterns of 

climate change discussion and (2) find the perceived global ñhot spotsò of climate change impacts 

on tourism. 

DATA 

The data on mass media framing of climate change and tourism was collected with a systematic 

English language newspaper article search in the Lexis-Nexis Academic database. The search for 

following subjects: ((climate change) or (global warming)) and ((tourism) or (destination)) was 

performed for a 30-year publication period, starting from January 1987 until October 2016, which 

yielded 10,307 articles published worldwide. Removal of duplicates and near-duplicates (e.g., the 
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articles published in two different editions of a newspaper) reduced the database size to 9,732 

articles. 

Manual analysis of a sample of publications showed that many of the acquired articles however were 

centered on only one topic of interest (that is, on climate change or on tourism), while mentioning 

the other one only cursory. 

Due to the large database size, manual retrieval of relevant publications proved impractical. Because 

of that, a machine learning algorithm was used to select those publications that were highly likely to 

be relevant. First, a random sample of 323 collected articles was carefully examined for its relevancy 

to both climate change and tourism discussion and classified into the "relevant" and "not relevant" 

classes. Then, the Subject field of the sample articles was used to train an SVM (support vector 

machine) classifier. Finally, the trained SVM classifier was applied to the original collected sample 

to select only those newspaper publications classified as "relevant" with probability at least 50%. 

This resulted in 1,334 articles published in 240 newspapers worldwide, starting from 1987 and 

ending 2016. Over 80% of all articles in the database was published in 2006 or later (Figure 1). The 

number of articles was very small prior to 1999 (only 4% of the sample) and spiked in 2007 (200 

articles constituting 15% of the sample) when the Intergovernmental Panel on Climate Change 

(IPCC) Climate Change Assessment was published and consequently awarded with a Nobel Peace 

Prize shared with Al Gore. The spike of 2006 - 2008 was followed by a decreased interest to the 

topic with the mean of 80 articles (6% of the sample) published annually. 

Figure 1. Distribution of collected articles over time. 
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Table 1 shows distribution of the collected data for the top countries present in the database. The 

table represents 82% of the total number of collected articles. Due to varying number of venues 

collected by Lexis-Nexis in different countries and varying number of articles per venue, it is 

impossible to attribute the difference in the total number of collected articles in a specific country to 

variations in interest to the topic. To adjust the number of collected articles, we performed a separate 

Lexis-Nexis search for a neutral word (ñoffô, which is the 205-th most frequent word in English 

language) and computed relative number of publications on climate change in tourism (the last 

column of Table 1). The UK, Australian, and Canadian press published the most, starting with The 

Guardian (UK, 40 publications), The Independent (UK, 32 publications), and The Courier Mail 

(Australia, 31 publications). The most publishing US newspaper, The New York Times, shared the 

10th - 12th place with 19 publications. 

Table 1. 

Distribution of collected data over the countries. The last column of the table presents the frequency 

of articles on climate change and tourism adjusted for variations in the number of articles published 

in each country in Lexis- Nexis newspaper database. 

Country Venues Articles Percentage Adj. frequency 

United Kingdom 77 374 28 0.93 

Australia 59 320 24 1.99 

United States 54 140 10 0.41 

Canada 22 100 7 1.29 

India 22 62 5 1.08 

South Africa 16 55 4 2.73 

New Zealand 9 43 3 0.71 

 

METHODS 

Content analysis of collected articles was completed using exploratory factor analysis. Following the 

methodology described in (A. P. Kirilenko & Stepchenkova, 2012), the data was processed in the 

following way: 

1. A list of all words was extracted (24,446 words in total); 
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2. Synonyms were replaced (e.g., the words ñUSò, ñU.S.ò, ñUSAò, and ñUnited Statesô were 

replaced with the same word); 

3. Infrequent words defined as those in the lowest 10th percentile of frequency distribution were 

removed, resulting in a list of 1,525 words; 

4. Stop words (ñaò, ñtheò, ñatò, etc.) and generic words (ñdayò, ñpeopleò, ñgoodò, etc.) were 

removed, resulting in a list of 209 words (further named variables); 

5. Each article was transformed into a vector in a 209-dimensional binary vector space with 

each of the vectorôs component k taking the value of 0 or 1 according to presence of absence 

of the k-th word of the word list in the article. 

Multiple iterations of principal component analysis (PCA) with quartimax rotation were performed 

with the goal of obtaining high validity components. Since each iteration produced four type of 

variable clusters: meaningful components (the goal of analysis), stable word combinations (e.g., 

ñscientistò and ñresearchò), components with only one variable, and variables not strongly loaded on 

any specific factor; the latter were removed with each iteration. The following guidelines were used 

for obtaining the final solution (for detail see A. Kirilenko & Stepchenkova, 2012): 

1. The majority of components should contain at least three variables (Kline 1994); 

2. The cross-loadings should be meaningful; 

3. The solution should be stable (a solution with smaller of a larger number of variables should 

not change the main factors). 

The final 15-factor EFA solution had the following characteristics: the KMO statistic value for the 

matrix was .83, which exceeds the minimal recommended value of .6 (Brace, Kemp & Snelgar, 

2003); Bartlettôs test of sphericity: significance .001; total variance explained 46.11 %; the range of 

loadings .35 to .84. Among the fifteen extracted components, the Cronbachôs alfa was above 0.6 for 

twelve first components, indicating acceptable reliability of test scores, and 0.5 to 0.6 for the 

remaining components indicating only poor reliability. 

RESULTS 
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The following main themes of discussion on climate change and tourism were extracted from 

collected data: 

1. Coral reef bleaching. Warmer and more acidic ocean waters induce corals to expel 

symbiotic algae, resulting in coralsô discoloration. Aside from bleak appearance, the coral 

reefs lose their importance as a food source for tropical fish, resulting in marine biodiversity 

loss; 

2. Ski and Winter Tourism . Climate change contributes to warmer winters, shortening snow 

seasons, which in turn impacts ski tourism; 

3. Glaciers Melting. Climate change accelerates discharge of some glaciers, creating 

opportunities for last chance tourism. Additionally, melting ice caps opens previously 

inaccessible locations into tourist hot spots; 

4. Ecosystem and Biodiversity. A frequently discussed topic is climate change impact on 

speciesô habitat; consecutive reductions in biodiversity impacts attractiveness of affected 

region for nature based tourism; 

5. Coastal Erosion. Sea level rise increase storm water surge, accelerating coastal erosion and 

hence impacting beach tourist destinations; 

6. Coral Reef Tourism. Directly related to factor (1), reduction in climate change driven 

aesthetic services and biodiversity of coral reefs affect attractiveness of a tourist destination; 

7. Summer Heatwave. Summer time nature tourist destination depends on climate amenities; 

more frequent heat waves such as the 2003 Europe heat wave make traditional sunshine and 

beach holiday destinations less attractive; 

8. Seasonal Changes in Weather Pattern. The changes in weather patterns affect tourism 

businesses and also impact natural amenities. 

9. Clean Energy. Sustainable tourism may contribute to mitigation of climate through adoption 

of alternative energy sources. 
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10. Greenhouse Gas Emission Reduction. Tourism industry is estimated to contribute ~5% of 

greenhouse gas emissions to the atmosphere (in CO2 equivalent units - see Scott et al., 2016). 

11. Polar Cruises. Melting Arctic sea ice allows polar cruises to reach the latitudes previously 

inaccessible, creating a new mass tourism market and at the same time accelerating 

greenhouse gas atmospheric emissions and affecting the Arctic environment. 

12. Air Travel . Air travel is estimated to be responsible for 54-75% of tourism related radiative 

forcing UNWTO et al., 2008). Projected increase in future air travel will further accelerate 

tourism related climate forcing 

13. Island Destination. Direct impacts of sea level rise on beach tourism is an important climate 

change related concern in small island nations. 

14. Trekking Tourism . Mountain hiking and trekking are indirectly influenced by climate 

change through modification of landscapes, increasing risks of forest fires, etc. 

15. Scientific Research. The final factor related to climate change and tourism relates to 

scientific research in respective field. 

Global distribution of climate change and tourism discussion in mass media is spatially 

heterogeneous. Between the countries for which a substantial number of publications were collected 

(over 40 articles), the most prevalent ones, after adjustment for sample size (see section ñDataò), are 

South Africa, Australia, and Canada. On the other hand, climate change and tourism discussion in 

this group of countries is the least prevalent in the United States. The topics of publications are also 

country-specific. In the countries specializing in nature tourism the main topic of discussion seems 

related to climate change impact on their nature resources. For example, South Africa is a popular 

destination for nature tourism and the most popular topic of the articles is sustainable tourism. In 

Australia, the most discussed topic is environmental change driven by global warming, with 43% of 

the articles mentioning impacts on coral reefs. In Russia, the most prominent topic is polar cruises, 

in Nepal - trekking, in Maldives - disappearing island destinations, and in Tanzania - costal erosion. 

Newspapers in other countries, such as Canada and the United States, do not have a single prominent 

topic and publish generic reports on climate change impact on tourism globally. 
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The distribution of countries and regions mentioned in publications is similar to distribution of the 

publication origins (Figure 2A): the countries that publish more articles on climate change in tourism 

are also likely to be more frequently mentioned in these publications. The most frequent mentioned 

country is Australia, followed by Great Britain and the United States. Aside from the English 

language countries from which the sample was mainly composed, the most discussed countries were 

European countries impacted by hot waves (France, Spain, and Switzerland), China, Maldives, and 

also two regions, Arctic and Caribbean islands. Figure 2B shows distribution of the countries 

mentioned in newspaper articles on climate change and tourism when the country of publicationôs 

origin is excluded from the analysis. Comparison of two plates of Figure 2 demonstrates that some 

of the regions (such as Australia) are frequently mentioned in the international mass media, while in 

others (such as Southern Africa) climate change is mostly discussed in local press. 

Figure 2. The countries mentioned in newspaper articles on climate change and tourism. The color 

corresponds to the number of mentions in the sample. A: All countries; B: excluding the publication 

origin country 

 

 

CONCLUSION 

We found that all topics of scientific research related to direct and indirect impacts of climate change 

on tourism have been reported to public in mainstream mass media. The mass media adequately 

reported on direct impacts from warmer mean seasonal temperatures and increasing risks of summer 

hot waves on winter snow and summer beach tourist destinations. It also reported on indirect impacts 

of climate change such as reduced biodiversity. However, the induced impacts such as increased 

energy demand combined with shrinking supply are largely left unreported by the press. The mass 
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media reported both the negative and positive effects of climate change on tourism; the latter 

included new destinations and opportunities for the last chance tourism. It also correctly reported the 

role of tourism in climate change mitigation. The overall conclusion is that the tourism industry 

inaction on climate change risks is unlikely to be attributed to the lack of information in mass media. 
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ABSTRACT 

Although package tours make a significant part of travel industry, dimensions of their quality and 

their impact on tourist satisfaction is overlooked in the literature. This study designed as a 

preliminary study aimed to determine relative importance of package tour quality items and their 

relationship with tourist satisfaction. A total of 73 surveys were collected from tourists who have 

recently experienced a package tour. Analysis of data revealed that all suggested package tour quality 

dimensions had a positive and significant relationship with satisfaction. Particularly fair treatment, 

physical appearance of service staff, ability to solve problems and availability of service staff had 

higher loadings. The findings of the study would lead to a better design of travel services and positive 

customer behaviors. 

Key Words: package tours, tour operators, service quality, customer loyalty 

INTRODUCTION 

The package tour is an assembly of different products and services arranged by a tour organizer (e.g. 

tour operator) which includes services such as transportation, sight-seeing, guiding, food and lodging 

services. Tour organizers usually charge these services at an inclusive price. A package tour is also 

a reasonable and effective way for tourists to travel in a relatively safe way to other destinations, to 

visit various places on a trip in a short period, and to have reliable and convenient services. Package 

tours are a significant part of commercial tourism industry and they offer a more standardized 
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experience. These commercial tourism products particularly have become popular for specific 

tourism market segments such as cultural and heritage tourism as well as other active special interest 

tours (Cetin & Yarcan, 2017). 

Although they make a significant part of travel trade, the quality of organized package tours has been 

subject to limited research. Individual services that make up the package tour determine whether 

tourists feel satisfied or dissatisfied at the end of their trip. And depending on the level of satisfaction 

they might develop positive customer behaviors such as recommendation and loyalty (Cetin & 

Dincer, 2014). This paper intends to determine the factors affecting the quality of package tours and 

their impact on positive customer behaviors. To do so a survey is designed based on extant literature 

from prior studies on package tours and service quality. 

The quality of package tours at the destination and customer perceptions about these quality 

dimensions are important inputs for travel trade. If tour operators would understand how different 

elements and features of package tours affect quality perceptions, loyalty and recommendation, they 

would better design travel services. Thus the main objective of the study is to identify components 

in a package tour those would lead tourist satisfaction. This study is planned a preliminary test study 

of a more comprehensive research that will involve a larger sample. The next section presents 

literature on package tour quality and tourist satisfaction. 

LITERATURE REVIEW 

The package tour involves tangible as well as intangible service components (Westwood, Morgan, 

Pritchard, & Ineson, 1999) and consist of highly labor intensive services (Bowie & Chang, 2005). 

The package tour as an intangible product and a bundle of various services supplied by different 

providers, makes the package tour purchase a risky decision (Cetin & Yarcan, 2017). Since there are 

limited measurable standards for intangible services compared to physical products, customers do 

not know what they are getting until they actually experience these services (Levitt, 1981). Therefore, 

there is a higher level of risk involved in tourism consumption. In order to minimize the risk and 

costs associated with time during the process of searching, reserving and payment of different 

services, some travelers prefer to rely on tour operatorsô packages because of the convenience they 

offer. Hence tour operators and travel agencies are highly dependent upon the companiesô image and 

word of mouth for generating repeat and recommended sales (Bowie & Chang, 2005). In order to 

minimize the risk and costs associated with time during the process of searching, reserving and 
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payment of different services, some travelers prefer to rely on tour operatorsô packages. 

Tourists naturally expect to see as much as possible in a convenient and comfortable manner during 

package tours (Duke & Persia, 1993) and are highly likely to join in package tours that are put 

together by tour organizers (Xu & Chan, 2010). Majority of leisure tourism volume is dominated by 

package tours. A package tour is a reasonable and effective way for tourists to travel in a relatively 

safe way to other destinations, to visit various places on a trip in a short period, to have reliable and 

convenient services (e.g. prompt transportation and clean physical facilities). Besides, organized 

tours are usually cheaper than individual organization of the same trip (Enoch, 1996). 

Tourists buy package tours for different reasons such as convenient planning, rational pricing, 

recommendations from peers, and the desire for a smooth flow of specialized activities and 

experiences offered in the tour (Middleton, 1991; Hsieh, OôLeary, & Morrison, 1994; 1992). Also 

package tourists expect their vacation to be memorable and offered in a comfortable, stress-free 

atmosphere escorted mostly by professional tour guides (Duke & Persia, 1993; Quiroga, 1990). The 

augmented product of group package tour involves sub-sectors that include the pre-tour briefing, the 

airport and flight, hotels, restaurants, coaches, visits to natural and cultural attractions, guiding, 

shopping and optional tours among others (Wang, Hsieh, & Huan, 2000). 

Heung and Chu (2000) stated that tourists choose specific package tours by paying in bulk in advance 

and expect a quality experience during their consumption and interaction with service providers. 

Individual services that make up the package tour determine whether tourists feel satisfied or 

dissatisfied at the end of their trip (Xu & Chan, 2010). Poor service experiences such as late transfers, 

small rooms, limited food services and other below par touristic services could bring about an overall 

negative experience from the trip. 

There is a close relationship between quality and satisfaction as well. Service quality is defined as 

meeting expectations and satisfying the needs of customers (Neal & Gursoy, 2008). Satisfaction and 

quality are both individual assessments, based on comparison between perceived performance and 

some standard reference point (Orsingher & Marzocchi, 2003). Numerous studies have explored the 

relationship between tourist satisfaction and services quality in tourism and quality has been widely 

recognized as a source of competitive advantage ( Fayos-Sola, 1996; Laws, 2000; Poon, 1993). 

Satisfaction has also been thought as the balance between expectation and experience and considered 

as an important antecedent of future patronage and recommendation behaviors (Pearce, 2005). 
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The study used an extended version of the SERVQUAL (Parasuraman, Zeithaml, & Berry, 1985) 

dimensions adopted to a package tour environment. Besides RATER (Reliability, Assurance, 

Tangibles, Empathy and Responsiveness), package tour specific items such as information provision, 

timing, fairness and so on were included based on previous studies (e.g. Ciftci et al. 2015; Hudson 

& Shephard, 1998; Raikkonen & Honkanen, 2013; Wang et al., 2007). Some SERVQUAL 

dimensions were also customized to fit into the package tour environment. For example tangibles 

were divided under physical features of hotels, transportation vehicles and general service 

environment. Satisfaction was also measured by a three item scale including overall satisfaction from 

the package tour; receiving what was promised during the tour and extent to which package tour met 

expectations. 

METHODOLOGY 

The aim of this study is to present the relationships between quality attributes of package tours and 

tourist satisfaction. Therefore, the study tries to explore the answers of two main questions. First, 

what are the relative importance of different package tour quality dimensions and second, how 

strongly these factors affect tourist satisfaction. In order to determine the factors affecting package 

tour satisfaction this study used a quantitative approach. A questionnaire was developed based on a 

review of prior studies on package tour quality discussed above. The field research was conducted 

based on intercept survey procedures. Collection of data took two weeks between November and 

December, 2016 in old city (Sultanahmet) district of Istanbul. The first part of the questionnaire 

comprised package tour quality dimensions, the second part consisted of satisfaction ratings and third 

section included demographic and tripographic information. Data was collected through a self-

administrated questionnaire and administered on 73 respondents. 

 

PRELIMENARY FINDINGS 

73 valid questionnaires were used during data analysis. First descriptive statistics were obtained and 

frequencies were extracted. 56 percent of the respondents were male. The majority of the respondents 

(63%) were between 20 and 30 years of age. 25 percent had a household income between 20.000 and 

50.000 USD per year and 78 percent were university graduates. They were mainly from Europe 

(45%), Fareast (24%), and North America (17%). 
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Table 1 

Relationship Between Package Tour Quality And Satisfaction 

Package Tour Quality Items Mean Satisfaction 

Information supplied by tour operator was accurate. 3,90 0,49** 

Tour itinerary was satisfactory. 3,97 0,59** 

Allocation of time was satisfactory. 3,84 0,58** 

Service staff (guide, reception, waiter, driver etc.) were 

enthusiastic. 

3,95 0,55** 

Service attitude of staff was satisfactory. 3,96 0,64** 

Tour was performed as promised. 4,04 0,59** 

Service staff were willing to help. 3,94 0,59** 

Service staff were prompt. 4,00 0,57** 

Service staff were flexible. 3,88 0,54** 

Service staff were able to customize the itinerary. 3,84 0,59** 

Services were provided in a timely manner. 3,92 0,67** 

Service staff were caring. 3,96 0,68**  

Service staff was attentive. 4,04 0,70** 

Service staff were willing to solve problems. 3,99 0,71** 

Service staff were able to solve problems. 3,97 0,72** 

I was treated as an equal member of the tour group. 4,03 0,74** 

Service staff were competent. 4,00 0,66**  

Information available regarding the tour was satisfactory. 4,04 0,64** 

Service staff were trustworthy. 4,03 0,68**  

Service staff were knowledgable. 3,93 0,63** 

Service staff were available. 4,04 0,72** 

Service staff were neat and tidy. 4,04 0,73** 

The physical features of hotels were satisfactory. 4,21 0,48** 

The physical features of transportation vehicles was satisfactory. 4,14 0,51**  

The physical features of service environment were satisfactory. 4,16 0,50** 

*Correlation is significant at p < 0.05 level (two tailed); **correlation is significant at p < 0.01 level 

(two tailed). 

In order to measure reliability Cronbach's alpha was calculated for the variables measuring package 

tour quality (independent variable) and satisfaction (dependent variable) dimensions. Both package 

tour quality (a=0.97) and satisfaction (a=0.94) items reliability coefficients were above acceptable 

level. Then Pearsonôs Correlation was used to explore the relationship between package tour quality 

and satisfaction. Table 1 reflects the relationship between package tour quality items and satisfaction. 

Considering satisfaction the most important package tour quality items are as follows: ñI was treated 

as an equal member of the tour groupò (r=0.74),,ñ Service staff were neat and tidyò (r=0.73), ñService 

staff were able to solve problemsò (r=0.72) and ñService staff were available (r=0.72). All other 

items reflecting package tour quality despite with lower loadings were also found to be significantly 
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related to satisfaction. 

CONCLUSIONS 

The quality of package tours at the destination and customer perceptions about these quality 

dimensions are important inputs for travel trade. The results of the study are expected to reveal how 

different elements and features of package tours affect quality perceptions and satisfaction. Analysis 

revealed that all suggested package tour quality dimensions had a positive and significant 

relationship with satisfaction. Particularly fair treatment, physical appearance of service staff, ability 

to solve problems and availability of service staff had higher loadings. 

The findings of the study would lead to a better design of travel services and understanding 

components in a package tour those would lead to a better quality and positive customer behaviors. 

Yet, in order to identify the performance of different service suppliers tour operators need efficient 

data collection procedures in place. 

Customer feedback to be collected at the end of each tour is a significant tool to monitor and improve 

quality (Cetin & Kizilirmak, 2012). This study is a preliminary test study of a comprehensive 

research that will involve a larger sample. The second stage of the study because it will involve a 

larger sample is planned to utilize multivariate analysis that would better define the importance of 

factors that affect package tour satisfaction. 

There are some limitations to the study; the package tour satisfaction is also affected by external 

stimuli outside the control of the tour operator such as the weather. Some authors also discuss 

experiences as a more important antecedent of positive customer behaviors in tourism (Cetin & 

Bilgihan, 2016) than quality and performance measures. A comparative study measuring the impact 

of both quality and experience ratings on positive customer behaviors and analyzing their exploratory 

power separately is also suggested. 
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ABSTRACT 

The term of corporate social responsibility (CSR) which is defined as ñthe commitment of business 

to contribute to sustainable economic development, working with employees, their families, the local 

community and society at large to improve their quality of lifeò, has been frequently examined for 

last decade in the tourism sector. However, considering the need in the tourism sector for qualified 

employees, it is seen that the studentsô perceptions regarding the social responsibility performances 

of the hotel businesses where they work in has not been examined in detail. At this point, the existing 

shortcomings were attempted to be eliminated in the present study. In this regard, the research data 

were collected from 220 tourism students studying in an undergraduate program in Turkey, and the 

research model was tested via the model of partial least squares of the structural equation modeling. 

Accordingly, it is observed that the perceptions regarding the customer and employee-oriented 

corporate social responsibility activities have a positive impact on the intentions of commitment to 

the tourism industry and willingness to recommend the organization whereas any finding about the 

significant effect of the perceptions regarding the community-oriented corporate social responsibility 

activities on the factors mentioned above has not been found. 

Keywords: Corporate social responsibility; commitment; willingness to recommend; Turkey 

1. INTRODUCTION 

Corporate social responsibility has been widely used in the tourism sector for the last decade. 

Considering that natural and socio-cultural environment are promoted as touristic products in the 
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sector, it is not so surprising that the environment protection practices come first among the social 

responsibility practices in tourism industry (Ayuso, 2006; Bohdanowicz, 2006; Carlsen et al., 2001;  

Chung & Parker, 2010; Erdogan & Bariĸ, 2007; Kasim, 2007). Nevertheless, the environment 

comprises a significant but only one dimension of the social responsibility. Considering the impact 

of tourism on the social and cultural environment, the organizations need to carry out the community-

oriented social responsibility activities. Nevertheless, since the tourism industry is a labor-intensive 

sector and the employees play a critical role for the service delivery, employee-oriented social 

responsibility activities should be taken into notice, as well. Lastly, considering the importance of 

customers who are the main subject of the tourism sector, customer-oriented social responsibility 

activities should also be carried out. Therefore, the environment, community, employees and 

customers can be claimed as the most important stakeholders for whom the tourism businesses are 

responsible. 

Many studies were carried out on the customers and employees' feedback on the corporate social 

responsibility practices of the tourism businesses (Lee et al., 2013; Lee & Heo, 2009; Othman & 

Hemdi, 2015; Park & Levy, 2014; Zientara et al., 2015). These studies reveal the strategic importance 

of CSR for businesses. However, except these stakeholders, considering especially the insufficient 

number of the qualified employees in the sector, it has been observed that there exists a shortcoming 

related to the extent of the impact of CSR practices on tourism students' attitudes and behaviors. 

When the curriculums of undergraduate programs on tourism are examined, it is seen that such 

courses as ethics and social responsibility, tourism and environment, eco-tourism, strategic 

management are included. Thus, it is assumed that these courses raise the awareness of students on 

the social responsibility. 

In addition, the factors influential on the tourism students' decisions on working in the sector are 

examined by different researchers (Aksu & Koksal, 2005; Koyuncu et al., 2008; Kusluvan & 

Kusluvan, 2000). Nevertheless, it is mainly focused in these studies on the factors related to the work 

structure, and the social and environmental practices are neglected (except Yilmazdogan et al., 2015). 

Therefore, the primary purpose of this study is to research the effect of the tourism students' social 

responsibility perceptions regarding the hotel they work in on their commitment to the tourism 

industry and willingness to recommend the organization. 
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2. LITERATURE REVIEW 

2.1.CORPORATE SOCIAL RESPONSIBILITY 

The term of corporate social responsibility is defined by WBCSD (1999) as ñthe commitment of 

business to contribute to sustainable economic development, working with employees, their families, 

the local community and society at large to improve their quality of lifeò (p. 3). Even though the term 

of corporate social responsibility reminds at first view the corporate charity activities, namely, the 

idealist or moral motives, it is considered now as the strategic motives obtained as a result of the 

positive feedbacks of different stakeholders (Bhattacharya and Sen, 2004). Therefore, both 

practitioners and researchers emphasize especially the strategic importance of the social 

responsibility. Within the scope of the studies revealing the strategic importance of CSR practices in 

tourism sector, such points as the relationship between financial performance and CSR (Inoue & Lee, 

2011; Kang, Lee, & Huh, 2010; Lee & Park, 2009); the relationship between CSR and employee 

outcomes (Avci & Akdemir, 2014; Caliĸkan & Unusan, 2011;  Fu, Ye, &Law, 2014; Lee et al., 2012; 

Lee et al., 2013; Park &Levy, 2014; Zientara et al., 2015); the relationship between CSR and 

customer responses (Lee &Heo, 2009; Othman & Hemdi, 2015) are examined. As a result, these 

studies put forward that social responsibility activities can be regarded as a competitive power for 

businesses in the competition-intense tourism sector. 

There exists no widely-accepted measurement model which explains how to measure the social 

responsibility performances of the businesses (Bogan et al., 2016a ; Morimoto et al., 2005). On the 

one hand, particular researchers group the businessesô social responsibilities in a pyramid, as done 

by Carroll (1979), and measure the term under four main groups (Bogan et al., 2016b; Fu et al., 

2014;Qaliĸkan & Unusan, 2011; Lee et al., 2012; Wang, 2014 ), and the others examine the term 

within the scope of shareholders; on the other hand, some measures it within the framework of 

economic, social and environmental dimensions which comprise the main dimensions of the 

sustainable development (Cowper-Smith & De Grosbois, 2011; Martinez et al., 2013). 

QUALIFIED EMPLOYEES OUTCOMES 

In tourism, to recruit and retain qualified tourism and hospitality management graduates is highly 

important. This is because, qualified employees know how to behave tourists and aware of their 

critical role in service delivering. Providing quality services means high customer satisfaction and 

loyalty for enterprises. Thus, the businesses operating in tourism sector can gain the competitive 
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power with the help of their qualified personnel (Kusluvan & Kusluvan, 2000; Koyuncu et al., 2008). 

Different variables such as high stress level, difficulties for the family life by the nature of the job, 

long working hours, seasonal employments, the perception of low social status resulting from 

working in the tourism sector, low wage, the attitudes and behaviors of the unqualified people 

towards the employees, poor working conditions for the employees, demographic characteristics of 

the personnel (sex, year of study in oneôs tourism program) (Aksu & Koksal, 2005; Kusluvan & 

Kusluvan, 2000; Koyuncu et al., 2008) would be effective on the decisions of tourism graduates to 

work in the sector. Besides these factors, Koyuncu et al. (2008) discussed three predictors of 

comment to a career in hospitality and tourism such as work values, engagement levels of students, 

and the burnout levels of students. Their findings indicated that studentsô reporting higher levels of 

engagement, and those reporting lower levels of burnout were more committed to careers in tourism. 

Work values were unrelated to the commitment to a career in tourism. 

Moreover, studentsô perceptions towards the corporate social responsibility in the hotels they work 

can affect their commitment to tourism industry and willingness to recommend the organization 

because such courses in tourism facultiesô curriculums as ethics and social responsibility, sustainable 

tourism, eco-tourism raise their awareness. Especially in the strategic management course, the 

students learn the positive outcomes of social responsibility activities for the businesses, and they 

are expected to take these points into consideration for their decision-making processes when they 

become a manager in the organization in the future (Bogan et al., 2016b). In addition, according to 

Yeung (2004) the universities because of the increasing number of ethical problems in the 

professional life are not only responsible for providing the technical information to the students, but 

also help students have higher levels of awareness. Thus the environmental and social 

activities/incentives of the hotel businesses make sense for students who work in the organization 

during internship or holiday periods, and their satisfaction levels increase when they experience the 

reflection on the sector of the courses they take in the university. Therefore, it is considered that this 

could be affective on studentsô commitment to the tourism industry and willingness to recommend 

the organization to other qualified employees. Based on these explanations, the hypotheses are 

developed as following: 

H1: Studentsô perceptions of corporate social responsibility in the hotels they work in are positively 

related to their commitment to the tourism industry. 
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H2: Studentsô perceptions of corporate social responsibility in the hotels they work in are positively 

related to their willingness to recommend the organization. 

 

METHODOLOGY 

 INSTRUMENT 

As a data collection tool, the questionnaire was used in the present research. In the first part of the 

questionnaire, the items related to corporate social responsibility, willingness to recommend 

organization and commitment to the tourism industry are included whereas the demographical items 

are included in the second part. It is benefitted from the study of Park and Levy (2014) for the scale 

of corporate social responsibility, from the study of Cable and Judge (1996) for the scale of 

willingness to recommend organization and from the study of Kusluvan and Kusluvan (2000) for the 

scale of commitment to the tourism industry. The corporate social responsibility is measured via 22 

items in total under four dimensions as the employees, the community, the customers and the 

environment whereas the willingness to recommend organization is measured via 2 items. On the 

other hand, the scale of commitment to the tourism industry is composed of 15 items. The scales are 

in the form of 5-point Likert scale. 

 SAMPLING 

The research population is composed of the undergraduate students studying tourism in the higher 

education institutions in Turkey. A sample was selected considering the financial and time-related 

restrictions that could occur in the project. In this regard, the students studying tourism management 
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from Qanakkale 18 Mart University, Sakarya University, Istanbul University, Gazi University, 

Nevsehir Haci Bektas Veli University were asked to participate in the research on the voluntarily 

basis. Personal interview method was utilized for conducting the questionnaires, and the convenience 

sampling method was utilized for selecting the sample. In this scope, 239 students in total were 

interviewed. Since 19 out of 239 questionnaires were not convenient for the analysis, they were 

removed, and the analysis was re-performed on the data collected from 220 participants. 

DATA ANALYSIS  

The method of partial least squares of structural equation modeling (PLS-SEM) was used for testing 

the hypotheses developed within the scope of the project. PLS-SEM is a convenient analysis 

technique for especially testing the models with relatively smaller sample sizes (Hair et al., 2011). 

In addition, PLS-SEM is a repetitious technique which does not impose distributional assumption on 

the data (Fornell et al. 1996). Therefore, PLS-SEM was preferred in the present study, and the 

analysis was carried out via SmartPLS package program (Ringle, Wende, & Becker, 2015). 

FINDINGS 

 DEMOGRAPHIC FINDINGS 

54% of the respondents is male and 80% is composed of third and fourth grade students. %17 of the 

respondents does not have any sibling whereas %70 of them has at least 2 and more siblings. The 

highest participation was observed with 43 students at 22 ages. On the other hand, 38 respondents at 

23 ages and 37 respondents at 21 ages participated in the research. Grade point average of 75% of 

the respondents is above 2.00. The majority of the respondents (57%) worked in a five-star hotel. As 

a result of the examination of the answers by the respondents to the question regarding the number 

of courses which are considered to raise the consciousness of the social responsibility, it was found 

that 77 of the respondents took only one course, 33 of them took two courses and 34 of them took 

three courses, and the number of students who took all of 6 courses was only six. 

 STRUCTURAL MODEL 

PLS-SEM is composed of two structures as the measurement model and the structural model (Hair 

et al., 2014). Therefore, at first the measurement model, and then the structural model were examined. 

Within the scope of the measurement model, construct validity and reliability were tested. As a result 

of the data obtained from the first analysis of the measurement model, the items related to the 
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commitment to the tourism sector (9 statements ) whose factors loadings were below .50 were 

removed from the analysis one by one, and the measurement model was reperformed after each step. 

The results of the final analysis are provided in Table 1. 

As shown in Table 1, any data violating the composite construct reliability does not exist (see Fornell 

& Larcker, 1981). As the average variance extracted (AVE) value and the standard factor loadings 

exceed the recommended value .50, it can be indicated that the convergent validity is verified (Hair 

et al., 2009). In addition, since the square root of the AVE value of each structure in the measurement 

model does exceed the correlations, the discriminant validity is also verified (Fornell & Larcker, 

1981). In line with the figures in the measurement model, it can be indicated that the construct 

validity and reliability are verified. Therefore, as a second step, the structural model was examined. 

Table 1. Results of Measurement Model 

 

 

 



 

127  

 

 

Pre-loading sampling method was used in order to determine the t values of path coefficients in the 

structural model, and as recommended (Hair et al., 2014; Henseler et al., 2009), the sub-sampling 

value was fixed at 5000. The essential criterion in PLS path models for the assessment of the 

structural model is the coefficient of determination (R2) of the endogenous latent variables (Henseler, 

Ringle, & Sinkovics 2009). Chin (1998) describes R2 values of .67, .33, and .19 in PLS path models 

as substantial, moderate, and weak, respectively. Accordingly, it can be indicated that the studentsô 

intention to recommend the organization is explained by the antecedent factors at the rate of 44%, 

and the commitment to the tourism industry is explained at the rate of 10%. Also, it is observed that 
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the perceptions of both employee-oriented (#=.244, i=2.156, p=.012) (#=.453, i=6.743, p=.000) and 

customer-oriented corporate social activities affect CTI and WRO (#=.157, i=2.005, p=.045) 

(#=.207, i=3.423, p=.001) in a positive and significant way. Besides, it was observed that the 

perceptions of the environment-oriented corporate social activities had a positive and significant 

effect on WRO only (#=.272, i=3.028, p=.002). 

 

According to f2 value (Cohen, 1988), the perceptions of employee-oriented corporate social activities 

had a medium effect (.195) on willingness to recommend the organization intention. In addition, 

Stone-Geisserôs Q2 value was taken into consideration for the assessment of the predictive relevance. 

For the examination of Q2, cross-validated redundancy value recommended by Hair et al. (2011) was 

utilized. The Q2 value was obtained by using blindfolding procedure (Tenenhaus et al., 2005). As the 

Q2 value is larger than zero for both CTI (SSO= 1320; SSE= 1249,557; Q2= .053) and WRO (SSO= 

440; SSE= 308,333; Q2= .299), its explanatory latent construct exhibit predictive relevance 

(Henseler et al., 2009). 

 

5. DISCUSSION AND CONCLUSION 
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The main purpose of the study is to examine the effect of undergraduate studentsô corporate social 

responsibility perceptions related to the hotel they work in on their willingness to recommend the 

organization to their friends and their commitment to the tourism industry. As a result of the literature 

review, it has been observed that there exists only one study on the possible outcomes of the social 

responsibility practices for the students specified as the qualified employees (Yēlmazdoĵan et al., 

2015). However, it can be indicated that especially the undergraduate students are knowledgeable 

with these topics because the curriculums in the tourism faculties contain such courses as tourism 

and environment, eco-tourism, sustainable tourism. Therefore, the impacts of the social 

responsibility perceptions of students on the organizations and the sector were researched, and it was 

attempted that the findings would contribute to both the practitioners and the researchers. 

As a result of PLS-SEM utilized for testing the hypotheses, it was observed that the social 

responsibility perception regarding the employees and customers had a positive impact on the 

willingness to recommend organization and commitment to the tourism industry whereas it was 

found out that the social responsibility perception regarding the environment had a positive impact 

on willingness to the recommend organization only. On the contrary, it was realized that the social 

responsibility perception regarding the society had an impact neither on the willingness to 

recommend organization nor commitment to the tourism industry. The findings of Kusluvan and 

Kusluvan (2000) and Roney and Oztinôs (2007) studies revealing the impact of low-wage 

employment, the lack of occupational safety and irregular working hours on the studentsô 

commitment to the tourism industry and the findings of the present study show parallelism at certain 

points. So much so that, the employee-oriented social responsibility perceptions of students are more 

effective on their commitment to the tourism industry rather than other social responsibility areas 

(customers, environment, society). Therefore, organizationsô being/not being responsible to the 

students who are also an employee in the organization (for instance; providing employees with fair 

and reasonable salaries; incorporating the interests of employees in business decisions) is considered 

as the most effective factor for their willingness to stay in the sector. Another factor effective on the 

studentsô commitment to the tourism industry is their perceptions on whether the hotel fulfils  its 

social responsibilities to the customers. Hotelsô not fulfilling their responsibilities to their customers 

decreases the studentsô commitment to the sector because they are aware of the fact that the industry 

cannot survive without tourists. Therefore, in terms of commitment to the tourism industry, 

employees and customers are the prior stakeholders for whom the hotel businesses should fulfil  the 

social responsibilities. Considering the lack of qualified employee in the tourism industry, the hotel 
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businesses could meet the need of qualified personnel through social responsibility practices. As a 

matter of fact, students studying at tourism faculties can be regarded as qualified employees (Okumuĸ 

& Yagci, 2005). On the condition that the businesses pay attention to their social responsibilities for 

their employees, the employees would have positive opinions about the business and the industry. 

Nevertheless, various factors such as the wage, working hours, the perception of justice to the 

manager, cynical attitudes against the business should be taken into consideration. In addition, it can 

be expected that these factors would have a moderating effect on the causative relationship found 

out in the present study. For instance, in the event that the qualified employee would find the amount 

of wage insufficient, the determinative role of the corporate social responsibility activities targeted 

at the qualified employees might decrease or disappear. Therefore, the present study not only 

pioneers but also provides beneficial findings for the future studies to be carried out in this field. 

The research findings are considered important in terms of studentsô willingness to recommend the 

hotel businesses with CSR. It was observed that the social responsibility practices targeted at the 

employees, the environment and the customers had a significant effect on willingness to recommend 

the organization whereas the social responsibility practices targeted at the community did not have 

any impact. This could result from that those practices could not be effectively communicated to the 

employees, namely, it could be the indicator of the insufficient internal communication. 

The strategic importance of the corporate social responsibility practices has been increasing in the 

tourism sector recently. Thanks to positive feedbacks of the stakeholders regarding these practices, 

the businesses can gain competitive advantage over their rivals. This research is of critical importance 

for the hotel businesses suffering from the lack of qualified employees. The managers in the hotel 

businesses should not avoid of communicating their social responsibility practices to their 

employees. On the contrary, they should inform employees about social responsibility activities and 

make the employees be proud of the organization. Thus, such kind of activities will strengthen the 

emotional ties between the employees and the organization and ensure the positive feedbacks both 

for the organization and the sector. 

This study has brought along new research topics thanks to its findings. At first, the reason why the 

social responsibility practices are important on the studentsô commitment to the tourism industry 

should be examined in detail. Moreover, the reason why community-oriented social responsibility 

practices do not have any impact on the commitment to the tourism industry should be researched 

via deep interview and focus group methods. As another research topic, the topic of the present study 
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can be tested in the countries with different cultural background. 

Besides the significant findings, the present study has particular limitations. First, although the low 

effect size which would possibly occur in the present research because of the small sample size was 

attempted to be tolerated via PLS, the research findings should be generalized through the data to be 

obtained from a larger sample. On the other hand, only the effect of employeesô perceptions of 

corporate social responsibility activities on their willingness to recommend the organization and 

commitment to the tourism industry was examined in the present study within the scope of the 

causality relationship. However, in addition to the corporate social responsibility activities, such 

antecedent variables as organizational cynicism (Balikgioglu & Altay, 2014), trust in management 

(Bogan & Dedeoglu, 2015; Bogan & Dedeoglu, 2017), ethical perceptions of employees about their 

managers (Celik, Dedeoglu & Inanir, 2015) and the employeesô organizational silence (Tayfun, Iĸin, 

& Kugukergin, 2016) might be effective on the employeesô job satisfaction and organizational 

commitment levels. At this point, as the organizational commitment and job satisfaction levels are 

the determinative factors for willingness to recommend organization and commitment to the tourism 

industry (Cable & Judge, 1996), more detailed researches can be carried out by including these 

factors into the research model used in the present study. Not examining these factors in the present 

study could be regarded as a limitation in terms of explaining the factors determining the willingness 

to recommend organization and commitment to the tourism industry. 
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ABSTRACT 

Hospitality is one of the fastest growing industries but it is also very sensitive to crises. Because of 

their limited finances, inventory, know-how and higher variable costs SMHEs (Small and Medium 

Sized Hospitality Enterprises) are more vulnerable to crises. This study aims to explore crises 

perceptions of SMHEs, their thoughts about types and characteristics of crises, and their responses 

as possible recovery measures in Turkey. Analysing crises in Turkey from the perspectives of 

SMHEs are important as they make a significant part of the industry and the country has been 

encountering various serious crises with different origins. In-depth interviews with eight SMHE 

executives were conducted and based on analysis of transcribed data their respondents were 

categorized under; crises perceptions, challenges with crises, counter crises measures, positive 

effects of crises, and recovery indicators from crises themes. 

Key Words: SMHEs, small hotels, boutique hotels, crises, Turkey 

INTRODUCTION 

A crisis is defined as an unexpected, disruptive situation that threatens the existing business 

assumptions (Avci et al., 2011). Hospitality industry because of large fixed costs is easily influenced 

by crises and fluctuations in demand. Particularly SMHEs with limited inventory, know-how and 

finances are more vulnerable to crises. Terrorism, natural disasters, economic downturns and 

political conflicts are major types of crises in the tourism industry. Despite the importance of tourism 

in her economy, Turkey is one of the countries faced continuous crises (Yarcan, 2007). The country 

recently has been subject to various terrorist attacks, exchange rate fluctuations and experienced 

political problems with Russia, Syria, Iran and EU besides internal social unrest. Eventually, all these 
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consecutive incidents have significantly weakened the tourism industry. 

Although Turkish tourism industry went through several environmental, political, economic crises 

and terrorist attacks in its brief tourism history, it succeeded to become one of the major receiving 

countries. Turkey ranked as the 6th in the World, considering international arrivals (UNWTO, 2016). 

Despite tourism industry has survived various external crises in the past, recent bundle of crises in 

Turkey is considered to be the most serious in the history of the country. Particularly from 2015 

onwards, frequent acts of terror committed by various different  terror organizations, refugee crises, 

international political tensions with Russia, Syria and European Union (Cankurtaran & Cetin, 2016) 

and most importantly the attempted coup in July, 2016, resulted in sharp decreases in international 

tourism arrivals. 

These incidents have once again proved that crisis management practices in the industry are crucial. 

For example, in Turkey the international tourism demand suffered decreases up-to 31% in volume 

and a significant decline in receipts (TurkStat, 2016). Effects of these crises hit also small hotels 

since these suppliers lack the facilities (e.g. meeting rooms) to serve corporate clients and groups 

business and are dependent on foreign individual leisure travellers. Hence, the impacts were severe 

on SMHEs which make up a significant part of Turkish accommodation capacity. Many of these 

establishments could not cope with continuous crises and went out of business within the past two 

years. 

In order to determine the antecedents, components and impacts of recent crises, its comparison with 

past crises, to identify strategies used to deal with the crises, possible solutions, and the duration of 

crises, this study is based on in-depth interviews with SMHE executives. If executives know the 

signs of the crises, their severity and possible alternative actions, they would be better prepared for 

the consequences, develop crises plans and recover in a shorter time with minimum damage. Thus 

the paper would offer valuable findings to detect and minimize the impacts of crises and its 

management in hospitality industry particularly on SMHEs. 

LITERATURE REVIEW 

Crises can be defined as an unexpected event that has the potential to interfere with the long term 

operations of an organization (Campo et al., 2014). In recent years, increasing number of terrorist 

attacks, political unrest, natural disasters, epidemics and other events affect tourism movements 

(Dogru et al., 2017; Kozak et al., 2007; Paraskevas et al., 2013). And because the impacts of these 
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events on demand are to a large extend unpredictable; risk and crises management has become an 

important issue for all stakeholders in tourism industry. With globalization and growth of 

international tourism, these events also tend to affect a broader area rather than the specific region 

that the crises originated. 

Risk and crises management strategies are offered as solutions to minimize the effects of the crises. 

In tourism contexts these strategies refer to the implementation of processes directed towards 

predicting and managing the adverse effects of crises and disasters, addressing importance of 

improvements in systems and culture of an organization. Tourism is highly vulnerable to internal 

and external shocks, economic downturns, natural disasters, epidemic diseases and international 

conflicts. Particularly after 9/11 the physical safety has become a major concern for travellers. Dwyer 

and Kim (2003) also discuss safety and security as a critical qualifying determinant of destination 

competitiveness. Political unrest, social instability, civil riots, probability of terrorism, crime rates, 

record of transportation safety, corruption of administrative services, quality of sanitation, prevalence 

of disease outbreak, availability and reliability of medical services and so on are also listed as critical 

elements of destination safety (Aksu et al., 2017; Crotts, 1996; Issa et al., 2006; Kim et al., 2016). 

The impact of these events therefore might be immediate and long-lasting depending on type of 

crises, its intensity, whether tourists were targeted or affected, which locations are involved, the 

extend of infra-structural damage, time of the year, the scale and extend of media coverage, travel 

warnings issued and so on. Contrary to major belief acts of terror has a relatively short term impact 

whereas political unrest has a much more gradual impact and often lasts for a longer time. Safety and 

political stability become prerequisites for tourism (ITB, 2015). Figure 1 displays recovery duration 

for various types of crises. 
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Depending of the severity of the crises destinations might experience sharp declines in arrivals and 

receipts. Egypt for instance lost %8 of international tourism receipts after Sharm el Sheikh (2005) 

and Dahab (2006) attacks in 2006. After Arab Spring during 2011 the arrivals dropped from 14 

million to 9 million. Yet, although Egypt recovered to 11,5 million arrivals in 2012, because of 

political unrest the volume of international arrivals once more dropped to 9,5 million in 2013. During 

Lebanon and Israeli war, arrivals to Lebanon also dropped by 17%. In Ukraine because of the 

political conflicts with Russia in 2008, the country experienced a 18% decrease in arrivals (WTTC, 

2015). Usually competition is positively affected by the crises; Turkey, Greece and Cyprus as 

substitute destinations benefited from crises in Egypt, Israel, Lebanon and Jordan in the 90s. Yet 

there are some instances where countries are perceived as complimentary. For example, because of 

the political unrest in Sri Lanka its ad on destination Maldives were also negatively affected. Forest 

fires in Indonesia in 2015 also affected arrivals to Malaysia. 

Thus because the impacts of crises are international and unpredictable, countries should incorporate 

crises management structures into their planning especially considering image building, assurance, 

safety and recovery incentives for the industry. A crises management plan and a task force to deal 

with potential crises are required at NTO and DMO levels. Minimizing losses, ensuring safety and a 

convenient return home and limiting negative media presence, effective search and rescue efforts, 

provision of safe shelter for tourists, tightening security in touristic areas are other immediate actions 

to be considered. In the long term image recovery efforts are also required and PR and media 

activities gain importance at the destination level (Cetin, 2014). Yet, there are other stakeholders 

affected by crises other than tourists; locals and tourism industry should also be supplied with 

recovery options. 
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One of the major stakeholders in tourist destinations is the hospitality industry. There are various 

studies that look into different crisis and their impact on hotels. Kimes (2009) found that hospitality 

industry is faced with drops in occupancy, ADR and RevPAR during and after crises. Reduced 

occupancy, rates, higher costs and less profits, fewer employees and postponing renovation and 

investments are usual impacts of crises in hospitality (Okumus & Karamustafa, 2005). Yet there are 

also studies that report contrary findings. For example, del mar Alonso-Almeida and Bremser (2013) 

explored the impact of 2008 financial crisis on hotels in Madrid and found increasing quality, 

marketing and branding efforts, and guest loyalty might be more suitable strategies than retrenchment 

measures. The impacts of crises might also change depending on its characteristics. For example, 

Enz et al. (2011) found the impact of 2008 financial crises had a more gradual and long-term impact 

than the 9/11 on hospitality industry in USA. Turkeyôs hospitality industry might be considered to 

be dependent on incoming tourism more than local demand (Sengel et al., 2015). Therefore, a larger 

impact would be expected. 

Branded and larger hotels are considered more likely to maintain their positons during crises (Barsky 

& Nash, 2008). Hence, crises bring about more serious challenges particularly for SMHEs. SMHEs 

are defined as ñsmall independent hotels usually run by local small entrepreneurs with limited 

investment capabilitiesô" (Cetin et. al. 2016). Most independent hotels are SMHEs and different than 

their branded and larger contestants; they lack various skills, finances and organizational structure to 

cope with the impacts of crisis. They are more vulnerable to unpredictable and long term decreases 

in demand. SMHEs have much less staff and room number compared to large hotels (Buhalis & 

Main, 1998) and thus a higher variable cost. They also have different organizational structures, 

financial resources, management strategies, HR skills, service culture (Seilov, 2015) and physical 

facilities. Their strength however stems from customized services in a warm service environment. 

SMHEs also make destination development more sustainable. Thus for the survival of these hotels, 

their crises management skills, abilities and resources are critical. 

METHODOLOGY 

The main objective of this study is to explore how SHMEs perceive and are affected from various 

crises, identify activities performed to manage risks and crises management strategies as well as 

measures to reduce negative impacts of crises. General information about the impacts of crises (e.g. 

types of crises, comparison about their impact, length) will also be sought. In order to reach this aim 

a qualitative approach was adopted. So far, eight interviews with SMHE executives were conducted 
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between Jan-Feb, 2017. Further interviews are also planned until data saturates and additional 

interviews provide no new insight. 

The interviews consisted of three main sections. In the first section participants were asked about 

their personal profile and positions. Then characteristics of the hotels they represent, years in 

operation, number of rooms, number of employees and OTA usage were enquired. Finally, on the 

third section respondents were asked more specific questions concerning crises and crises 

management and survival strategies. Definition, characteristics, classification and components of 

crises; their positive and negative impacts, management of crises, crises recovery strategies; and 

duration of crises were also explored. 

Respondents were recruited based on a list of members of Small Hotel Association in Istanbul, 

Turkey. A selection criteria was also set for SMHEs, they required to have less than 50 rooms, only 

one executive from each SMHE was consulted. A snowball technique was also adopted to identify 

key informants who are recognized as experienced and knowledgeable about the past crises and how 

to cope with them. Appointments were made with SMHE executives based on their availability. 

Interviews were conducted in their offices and hotel lobbies. Interviews lasted 94 minutes on the 

average, were digitally recorded with the consent of participants and transcribed verbatim after each 

interview. 

Studying hotels in Turkey and their crises management strategies is important as the country has 

experienced various serious and different types of crises in the past which had significant impacts on 

tourism industry. All hotels were located in urban settings mainly the old city (Sultanahmet) of 

Istanbul. Since this area is protected with building permits there are only a few hotels that do not fit 

into SMHE description criteria of less than 50 rooms. Hence a more homogenous response set could 

be achieved. 

FINDINGS 

Six of the executives were male, they had an average tourism experience of 12 years, they all had a 

university degree. The SMHEs they work for had 21 rooms on the average and the hotels were 11 

years old on the average. After content analysis of the transcriptions, the responses of SMHE 

executives were divided under five categories ascrises perceptions, challenges with crises, counter 

crises measures, positive effects of crises, and recovery indicators from crises. 
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Crises Perceptions 

Respondents were likely to refer to crises in terms of time periods rather than specific events, as a 

variety of different crises happened at the same time in Turkey. For example, during 2015 internal 

and external political events, exchange rate fluctuations, and a number of terrorist attacks happened 

at the same time and it is hard to identify which event had an impact on demand to what extent. They 

refer to last crises as the 2015 crises, which extended into 2016. Therefore, executives perceive crises 

as time lapses between when demand falls and recovers. They also refer to 2007 economic downturn 

as 2009 crisis as the industry felt the domino effect two years later rather than its beginning. 

Because of their frequency; terror attacks of various terror organizations, serious international 

political issues (e.g. shoot down of Russian aircraft) that had a potential to turn into an armed conflict; 

the security and safety related crises are perceived as the most damaging to the industry. Some 

executives remarked crises as a part of their daily operation. R2 remarked: 

ñWe are in continuous crises for the past three years and even for our loyal clients the safety 

perceptions have changed. The official travel warnings are also very influential.ò 

The Gulf crisis was considered as the most serious crises until 2015 crisis. Yet even that was 

perceived as much easier to recover. An owner of five hotels R7 mentioned ñI am in this business 

for the past 50 years, we have seen nothing like this. It is very hard to stay in business under these 

conditions. There is a limit that we can stand to this.ò 

A crisis is also observed to have immediate effect that first reflects itself in occupancies than price 

reductions. R3 referred to the current crisis as a heart attack. ñOur customers travel to relax, we do 

not serve business travellers. If there is not safety perception, relaxing is not possible. ...If this is not 

treated well, we will die.ò 

ñIn the past the impact of a terror event (e.g. synagogue bombings) were temporary, demand was 

used to recover in 20 days. But now every month there is an issue, and this created a sticky image as 

to the safety. Other countries have also suffered from terror events, but these were one time events, 

here it is pretty much turned out to be continuous. There have been 10 bombings in 11 months (R5).ò 

Besides the regional issues more domestic events such as power surges were also mentions as crises. 

Thus every unexpected event affecting daily operations and that can not be easily removed were 

perceived as crises. Some respondents also made a distinction between crises and stated economic 
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and political crises as more predictable. 

Challenges with Crises 

In order to accelerate recovery and mitigate the impacts of crises, governmentsô role was perceived 

to be crucial. Respondents felt helpless as most crises recovery measures needed government and 

NTO involvement. Yet the NTO and its representative offices in each province were perceived to be 

inefficient, unskilled and underperforming. 

One of the major threats mentioned by executives on crises is the price wars, because of competition 

on price, to utilize excess inventory, the prices drop more than the demand. Which create customer 

surplus. Some customers trade down to a lower price although they would reserve at a higher rate. 

Decreasing prices is also very contagious (Cetin et al., 2016). Competition also matches the price 

reductions immediately and the whole market end up with lower price and none actually benefit from 

incremental demand because there is none. 

Financial struggles were also mentioned ñthe rents increased parallel to increased demand until 2015. 

Now the demand fall by 50% but the rents are the same. We are not able to pay the current amount 

with this level of business. Another issue is that the rents are paid in Euro and USD, both of these 

currencies are increased their value by at least 50% against TL within the last year (R1).ò 

Respondents were also asked about the impact of last crises on occupancy and revenues. Average 

decrease in revenues (65%) was reported to be harsher than occupancy (40%). This was supported 

by R4ñ... looking at occupancy is not realistic, we are selling for lA of the regular rate." Yet most of 

the participants are optimistic about the future believing that the business already hit the bottom and 

cannot get worse. ñIt will only recover in the future (R3)." 

Positive Effects of Crises 

Respondents were also asked about whether there was any positive impact of crises. More efficient 

operations, elimination of unprofessional hotels and sharing economy inventory in the destination 

were perceived as positive impacts. For example R1 stated: 

ñThe only good thing is that unprofessional hotels have been eliminated. Everyone with money used 

to open hotels, without the necessary expertise." 
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R3 also referred to the impact on sharing economy: ñ...the unregistered beds (sharing economy) are 

perceived as more risky, and they are also pretty much eliminated. Another good think is that we 

learned our inefficiencies now we are more productive." 

Counter Crises Measures 

SMHEs take various measures to cope with crises usually in the form of cost cutting. Decreasing the 

number of employees is one of the immediate responses. Hotels laid of 25-60 % of their employees 

during the crises. Consequently, they also closed down some of their services (e.g. restaurants, live 

music) as well. Offering unpaid leave for the staff, increasing overtime, outsourcing some services 

(e.g. bakery in cafeteria) were also mentioned as solutions. 

Some services (e.g. live flowers in rooms) have been completely eliminated. Closing sections of the 

building to save energy, cutting costs by using lower quality material (e.g. toilet paper), restructuring 

bank loans, postponing investments and renovation expenses were mentioned as other crises 

management strategies. Yet, managers mentioned it is important to refrain from measures that would 

affect quality perceptions as much as possible. 

Contrary to what is supported in literature (e.g., Kimes, 2009; Okumus et al., 2005) some managers 

(R1, R2 and R6) also eliminated some marketing activities including attending to major travel trade 

fairs such as ITB and WTM. Less costly marketing activities such as sales calls to local travel trade, 

diversifying online distribution channels and reputation management in social media were however 

more frequent marketing activities. Various innovative product development strategies were also 

applied to generate more revenue for example although majority of hotels sell on BB in the region, 

R2 for example started to offer Room Only prices, rather than decreasing room rates. R6 also started 

catering business to utilize hotels access F&B production capacity. 

ñ... we started delivery service from our restaurant and customized the menu to attract local people. 

We are also starting lunch catering service for surrounding business.ò 

Recovery Indicators from Crises 

Respondents believed the image of the destination should change in order to start recovering from 

the current crises. Safety perceptions were considered as significant for the recovery in demand, 

particularly ISIS targeting tourist areas were considered as still a major threat. R4 surmised as 

follows; 
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ñWe did not expect the impacts to be this intense and continuous. We were used to recover very 

quickly in months usually but this crisis began at the end of 2015 and still here with full effect, 

because whenever the effects of the previous incident get weaker another event happens.ò 

Extending lead times for reservations, a more diversified market from different originating countries, 

increasing visitor numbers in nearby landmark attractions (e.g. Hagia Sophia) and improving room 

rates were mentioned as clues that might signal the diminishing effect of crises. Talking about the 

importance of expansion in reservation lead time R7 mentioned: 

ñWhen we start receiving reservations for six months from now instead of next week, that might be 

an important indicator that we are recovering.ò 

Yet the minimum recovery period is perceived to be three months (R2) some perceive the earliest 

recovery to be in a years time (R4, R6). 

ñI cannot really think of a short term recovery; our target market make their plans months in advance, 

tour operators also plan their operations years in advance. To be included in their collateral again we 

need to wait for at least six more months without any incident. They do not want to take risks (R6).ò 

A more effective international policy, less conflicts and a peaceful environment was also considered 

as prerequisites for recovery. 

CONCLUSION 

SMHEs which make up an important part of hospitality industry lack various resources, finances, 

and know-how to cope with various crises. Larger branded hotels because they have a more 

diversified market, various services and facilities to generate extra revenue (e.g. SPA), ability to 

financially survive for a longer time and a loyal customer base are able to cope with fluctuations in 

demand better. In Turkey particularly in recent years the increasing number and severity of crises 

affected SMHEs and many SMHEs were closed down because of lack of demand and decrease in 

revenues. This paper aimed to explore crises perceptions of SMHEs, their survival measures and 

their expectations about a possible timing of recovery. 

SMHEs recognized the important role of the government in both survival and image recovery of the 

destination. Decreasing prices, occupancy and revenues, inability to pay rents and loans to banks 

were major outcomes of the crises. Solutions to crises emerge in the form of cost cutting measures, 



 

145  

 

various cost effective marketing activities and product development strategies. Elimination of 

unprofessional businesses and a more efficient operation were perceived as positive outcomes of 

crises. And a long term recovery in the form of extending reservation lead times, and numbers is 

expected. A loyal customer base seems to be crucial; older hotels with better quality ratings seems 

to maintain their position better than new hotels or hotels with lower quality ratings. 

There are also some spatial limitations to this study. Every small hotel is unique and they might have 

different needs. For example, it is hard to generalize this study to SMHEs located in sun-lust 

destinations. SMHEs in Istanbul cater for cultural tourists, who plan well in advance and are less 

likely to substitute destinations. Sunlust destination would be more vulnerable to crises because it is 

easier to substitute them. Exploring SMHEs located in various other international destinations, would 

also be objectives of future studies. A comparison among different sizes and brands of hospitality 

facilities might also reveal interesting results about perception of and strategies to cope with crises. 
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ABSTRACT 

Since human resources play a salient role in enhancing the competitive advantage and 

organizationsô achievement, employeeôs performance evaluation is considered as a mandatory task 

in any organization. In this study, data envelopment analysis (DEA) is used to evaluate the 

employeeôs performance at five-star hotels in Kyrenia. DEA provides a theoretical framework for 

performance appraisal and efficiency measurement by using linear programming models. The 

inputs of proposed DEA model are physical work condition, salary, education, job security, and 

workload. The outputs are considered as organizational commitment, turnover, motivation, and job 

satisfaction. The proposed mathematical model is solved by GAMS software. 

Key Words: Performance evaluation, Human resource, Data envelopment analysis, GAMS 

1 . INTRODUCTION 

As a multiple-criteria technique for decision making and performance evaluation, data 

envelopment analysis (DEA) is one of the novel approaches which is widely utilized in analyzing 

the efficiency and performance of human resources. In this method, based on available data and 

by means of multiple-input and multiple-output variables, the efficiency of employees or 

organizational units is calculated. In addition to recognizing the efficient and inefficient units, DEA 

is able to determine the reasons for the inefficiency by using the sensitivity analysis. DEA is a non- 

parametric method on the basis of mathematical programming. This method evaluates the 

analogous decision making units by using multiple inputs and multiple outputs. It is 

incontrovertible that the concept of performance is too extensive to be studied just based on 

productivity, efficiency, and effectiveness criteria (Cooke, 2001). In recent years, the social 

scientists have made several attempts to find a relationship between the human resource 

management and the performance of an organization. Therefore, it is not exaggerating to consider 



 

148  

 

the analysis of human resource managementôs effect on the organizational performance as a serious 

challenge for managers. One of the rampant methods to analyze the performance is the application 

of statistical models such as structural equation models, regression models, and correlation models 

(Anderson & Mittal, 2000; Bacon, 2003; Chu, 2002; Crompton & Duray, 1985; Eskildsen & 

Kristensen, 2006; Hanson, 1992; Matzler, Sauerwein, & Heischmidt, 2003). There are a myriad 

number of human resource management factors which influence the performance of an 

organization such as job satisfaction, organizational commitment, motivation, turnover, etc. 

Enhancing the job satisfaction, motivation, organizational commitment (Wall & Wood, 2005; 

Walton, 1985), and alleviating the turnover rate may result in improving the performance of an 

organization (Zacharatos, Sandy Hershcovis, Turner, & Barling, 2007). 

On the premise that one with higher performance is better than others, human resource 

management scientists have determined the high level of performance. Adverse to this assumption, 

in data envelopment analysis approach the high performance does not necessarily indicate the high 

efficiency. As a result, DEA has become an approach that is used in a wide variety of areas to 

determine the technically efficient units (Monika & Mariana, 2015). 

In this paper, based on the DEA approach the efficiency of human resourcesô performance of five-

star hotels in Kyrenia is investigated. The inputs of this study are physical work condition, salary, 

education, job security, and workload. The outputs are considered as the organizational 

commitment, turnover, motivation, and job satisfaction. Since turnover negatively affects the 

employeesô performance, it is considered as an input factor 1 . 1 . 1 . JOB SATISFACTION 

Job satisfaction reflects oneôs attitude toward his/her job . Here the job could be interpreted as a 

general concept or its specific aspects like the colleagues, pay or working conditions (Lu, While, 

& Louise Barriball, 2005). Job satisfaction depends on a myriad number of organizational factors 

ranging from leadership to job design (Spector, 1 997). It has been proved that job satisfaction is 

directly related to organizational commitment and turnover (Boles, Madupalli, Rutherford, & Andy 

Wood, 2007; Brown & Peterson, 1994; Netemeyer, Johnston, & Burton, 1990). 

1 . 1 .2 . ORGANIZATIONAL COMMITMENT 

Organizational commitment is another factor of paramount importance in organizational behavior. 

This factor could be defined as the power of the feeling responsibility that one has towards the 
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mission of the organization (Guleryuz, Guney, Aydin, & Aĸan, 2008). In other words, 

organizational commitment could be interpreted as the positive and negative beliefs of employees 

about the organization and their desire to continue involvement in it (Mowday, Steers, & Porter, 

1979). Generally, organizational commitment is comprised of three main factors: belief to 

organizational values, the desire to make more attempts for the organization, and the severe desire 

to continue involvement in the organization. 

 TURNOVER 

Turnover is the decision or the attempt made by an employee to abandon the organization. 

Turnover includes a wide spectrum of cases. Compulsory leave refers to the cases that are not 

under the control of the organization such as retirement, leave due to marriage, education, changing 

the residency and etc. Voluntary leave refers to the controllable cases that traditionally occur as 

the result of existing situations of an organization (Maertz & Campion, 1 998). Turnover will cause 

huge costs for the organization. Since the costs of hiring, retention, and training are increased, the 

productivity of the organization will be alleviated as the result of the turnover. Also, turnover 

increases the schisms among the employees (Chye Koh & Boo, 2004). 

 MOTIVATION  

Motivation is a dynamic power that directs the behavior of a person toward the pre-defined goals. 

In human resource management, motivation is a process which energizes an employee to achieve 

certain purposes. The motivations are goal-oriented and change an employeeôs desire to do the best 

possible job or to exert the maximum effort to perform the assigned tasks (Randhawa, 2006). The 

discernment, detection and implementation of motivation are incumbent on organizations, 

managers, and supervisors. The significance of motivation arises from its key role in employeesô 

performance and the success or failure of the organization (Kim, 2006). 

 DATA ENVELOPMENT ANALYSIS (DEA) 

Data envelopment analysis is a mathematical approach that is widely used to evaluate the efficiency 

of decision making units (DMUs) by considering multiple inputs and multiple outputs. Due to 

possessing a prominent role in performance evaluation, measuring the efficiency has been taken 

into consideration by a plethora of researchers. In 1957, Farrell applied a method that is commonly 

used in engineering science to measure the efficiency of a manufacturing unit. The applied model 



 

150  

 

was single-input and single-output (Forsund & Sarafoglou, 2002). Charnes, Cooper, and Rhodes 

expanded the model of Farrell and presented a pattern which could measure the efficiency by 

considering multiple inputs and multiple outputs. This model was called the data envelopment 

analysis and for the first time, it was used in the Ph.D. thesis of Edward Rhodes under the 

supervision of Cooper (Cooper, Seiford, & Zhu, 2011). The epithet of this model was CCR which 

is the abbreviation of the names of designers. The main purpose of CCR model is to measure the 

relative efficiency of organizational units like the schools, hospitals, bank branches, hotels, and 

etc. 

METHODOLOGY 

The human resource researchers have tried to prove the existence of a basic relationship between 

the appropriate human resource policies and the performance of an organization. Also, they have 

scrutinized the concordance of these policies and the organizational strategies. This concordance 

is supposed to lead to the enhancement of the organizationôs performance. Based on the results of 

previous studies, job satisfaction, organizational commitment, motivation, and turnover are the 

most prominent human resource factors that influence the performance of an organization. Thus, 

it is realistic to utilize these factors in evaluating the organizationôs performance. In this paper, a 

data envelopment approach is applied to evaluate the performance of the employees working in 

five-star hotels of Kyrenia. The inputs of proposed DEA model are physical work condition, salary, 

education, job security, and workload. The outputs are considered as organizational commitment, 

turnover, motivation, and job satisfaction. Since turnover negatively affects the employeesô 

performance, it is considered as an input factor. Figure 1 depicts the proposed model schematically.
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In this study, the Hackman and Oldham job characteristics model is utilized to measure the 

motivation. According to this model, the motivating potential score (MPS) of employees could be 

measured through measuring the task identity, feedback, job prominence, autonomy, and skill variety 

(Hackman & Oldham, 1976). The applied model is according to Eq. (1). 

 

In order to measure the job satisfaction, the study of Dr. Paul E. Spector which has been done at the 

University of Florida to evaluate the employeesô attitude toward their job, is applied (Spector, 1985). 

According to this study, nine subsidiary criteria including the salary, promotion, supervision, non-

pecuniary remunerations, operational procedures, colleagues, job nature, incentive remunerations, 

and communication are considered. The job satisfaction score is calculated based on a five-point 

Likert scale. 

The job commitment is measured by proposing questions about the desire of staff to exert their 

attempts in the organization, their beliefs about the organization goals and missions and their willing 

to continue their involvement in the organization. As one of the essential factors affecting the 

performance of employees, turnover is measured by asking questions about the desire of staff to 

abandon the organization. 

In this research, 4 0 employees of five-star hotels located in Kyrenia, including the Cratos hotel, Merit 

Crystal Cove hotel, and Merit Royal hotel have been taken into consideration. The considered staff 

could be categorized as managers, supervisors, and normal staff. Each employee is supposed to be a 
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decision-making unit. 

MODEL FORMULATION 

The parameters, sets and variables of the proposed DEA model are: 

 

 

 

In order to solve the developed DEA model, the general algebraic modeling system (GAMS) which 

is an optimization compiler to solve the linear and non-linear mathematical models is used. 

NUMERICAL RESULTS 

In this study, by means of DEA, the efficiency of employeesô performance is measured and the results 

are shown in Table 1. 

 

Table 1 

The results of proposed DEA model 
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According to Table 1, seven employees are efficient. It is determined that the efficient units do not 

have better inputs and outputs necessarily. According to obtained results, the main factor for being 

efficient was the job security and it was determined that not necessarily the employees with higher 

salaries have greater efficiency ratios. 

CONCLUSION 

Since the human resource is one of the most prominent factors in success or failure of any organization 

and due to this fact that having employees with high levels of performance will enhance the 

competitive advantage of organizations, identifying and evaluating the factors that affect the 

performance of employees lead to enhancing the performance of an organization. The main result of 

this study was to evaluate the efficiency of employeesô performance. Thus, by using a data 

envelopment analysis procedure, the efficiency of each employee was calculated. The reasons for 

applying DEA revert to the complex nature of relationships between the inputs and outputs and the 

advantages of linear programming optimization. In this paper, each employee is considered as a 

decision-making unit. The input factors are physical work condition, salary, education, job security, 

and workload. The organizational commitment, turnover, motivation, and job satisfaction are 

considered as the output factors for the proposed DEA model. Since turnover negatively affects the 

employeesô performance, it is considered as an input factor. The developed model was implemented 

to the employees of five-star hotels of Kyrenia including the Cratos hotel, Merit Crystal Cove hotel, 

and Merit Royal hotel. The obtained results showed that the most prominent factor affecting the 

efficiency of employees was the job security. Also, it was determined that not necessarily the 

employees with higher salaries have high performance efficiency rate. 
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ABSTRACT 

In tourism settings, souvenirs can play the role of mediator to help visitors to understand the host 

culture. 

As material items, souvenirs could be considered as a kind of culture brokers. However, there is little 

literature to investigate the characteristics of tourist souvenir in term of cultural context. This paper 

aims to develop a conceptual model for the characteristics of tourist souvenir in term of cultural 

context. Based on the paradigm of culture broker in tourism, a conceptual model on the characteristics 

of ñRepresenting- Responding-Mediatingò (R-R-M) of souvenirs will provide a solution for souvenir 

providers to create a unique souvenir within local context. 

Key words: souvenir, culture broker, Chinese culture INTRODUCTION 

The diversity of Chinese souvenirs is based on the long history, environmental and cultural diversity 

(Miao, 2004). A number of cultural products such as porcelain (fine china), Chinese Qipao (Chinese 

traditional dress), silk, Chinese tea, tea set, antiques, handicrafts, jades, paintings and calligraphies, 

wines and spirits, and traditional Chinese medicine are the popular choices as souvenirs during the 

journey in China. 

However, for more cities and regions in the world, the ability to create ñuniquenessò arguably 

diminishes in tourism, often assumed to lead towards the ñserial reproductionò of culture, 

ñplacelessnessò, non-places or McDonaldisation (Richards & Wilson, 2006). Ironically, in souvenir 

market, the similar phenomena has occurred in China, a country known for its culture. It is a key issue 

for tourism that how to develop souvenir in order to attract local and international tourists. Therefore, 

the characteristics of tourist souvenir need to be re-recognized in term of cultural context. 

Existing literature shows the characteristics of tourist souvenir could take many forms because of 
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different perspectives of classification (e.g., Gordon (1986)ôs souvenir as gift and sign, Hume 

(2014)ôs souvenirs as sampled, crafted and representative). Cultural characteristics are very important 

factors for tourist souvenir to attract consumers. However, there is little literature to investigate the 

characteristics of tourist souvenir in term of cultural context. This paper aims to develop a conceptual 

model for the characteristics of tourist souvenir in term of cultural context. Based on Chinese cultural 

context, this conceptual model will provide a solution for souvenir providers to create a unique 

souvenir within local context. 

THE ROLE OF TOURIST SOUVENIRS 

Tourist souvenirs, in a broad sense, are ñgenerally thought to be the material counterpart of travels, 

events, relationships and memories of all kindsò (Hitchcock & Teague, 2000, p. 1). They are the 

material items that have memorial functions, commonly linked with those tourists' travels. Therefore, 

souvenirs are objects usually ñoffered in areas of tourist flow and consumed by most tourists at any 

destination in the world, who are eager to purchase items as mementos of their experiences in a 

particular destinationò(Horodyski & Gandara, 2016). 

According to the various definitions by scholars (Gordon, 1986; Littrell, Anderson, & Brown, 1993; 

Paraskevaidis & Andriotis, 2015; Stewart, 1984; Torabian & Arai, 2016), souvenirs should take many 

forms. The souvenir is a means by which tourists recall and extend their experiences, therefore, they 

can function as an object through which memories can be revisited (Thompson, Hannam, & Petrie, 

2012). They are evidence that a journey has been made and a way of sharing the experience with 

family and friends. They may represent the image of a destination, but they can be made from local 

origin or not. At the same time, many aboriginal communities have the potential to sell tangible 

representations of their culture, thereby gaining an income by satisfying the desire of visitors for 

mementos(Chang, Wall, & Hung, 2012). However, regardless of form, these items serve similar 

purposes to help tourists remember their tourism experiences. The present study, therefore, is 

concerned primarily with items that are purchased intentionally to be souvenirs, or markers of 

experience. 

Scholars concurrently describe souvenirs in a positive light (more often when they are reminders) or 

criticism (usually when they are sellable commodities). The contrary nature of the views of souvenirs 

is further illustrated by the consideration of the souvenir as a commodity for sale to remember 

ñlocations and experiences that are not for saleò(Stewart, 1984). Therefore, from the view of nature 

of tourism, the contrasts between the ordinary/work and non-ordinary/leisure were described as 
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reasons for tourists possessing souvenirs (Swanson, 2014). Tourists need to capture a sacred 

experience which distinguishes the ordinary experience, a tangible souvenir served this need well 

(Setiyati & Indrayanto, 2011). 

On the other hand, from local residentsô perspective, some scholars (e.g. Matthews, 2004) believe that 

tourist trade is a part of the everyday lives of local people in destination and souvenirs should be 

regarded as a part of hostsô authentic culture. For example, either tourist night markets in Taiwan 

(Hsieh & Chang, 2006) or batik designers and producers in Malaysia (Hitchcock & Nuryanti, 2016) 

involved in everyday life of host culture. Not only are souvenirs material items for individual memory, 

but also souvenirs play a role on ñhow the objects of the tourist trade should be taken seriously as 

signs of cultural productionò (Matthews, 2004, p. 88). Therefore, souvenirs could be a good choice 

for tourists who want to know more about culture of destination. These material items, which play 

the role of mediator, could help visitors to understand the host culture. Actually, in anthropology of 

tourism, the mediator between host-guest relationship in tourism settings are described as a ñculture 

brokerò (Yang, Ryan, & Lingyun, 2014). 

THE CONCEPT OF CULTURE BROKER IN TOURISM 

The relationship between host and guest lies at the heart of tourism (Selwyn, 2016). Smith (1989) 

treated host/guest relations as the primary issue in a book on anthropological studies of tourism, 

afterwards the revised edition (Smith & Brent, 2001) gives more space to the complex global and 

local political economies of tourism within which these relationships are embedded. Smith (2001) 

provided a paradigm on culture broker in tourism setting. In that paradigm, she visualized the nature 

of the interaction between parties called ñhostsò and ñguestsò. However, some critics may debate that 

the two parties (i.e. ñhostsò and the ñguestsò) in Smithôs (2001) paradigm may also have same cultural 

backgrounds; if so, a culture broker may be not needed(Yang et al., 2014). Consequently, Yang et al. 

(2014) proposed a revised model by adding ñrepresentingò characteristics into Smithôs (2001) 

ñmediatingò paradigm. 

Culture brokers play a ñcontrollerò role in the cultural exchange of host-guest relationship in some 

situations. For example, tour guides are a kind of culture broker in tourism. They have great power to 

introduce the host culture to the tourists (Ap & Wong, 2001). Usually, culture brokers are ñindividuals 

straddling two (or more) cultures with attributes of membership in eachò (Salazar, 2016, p. 214). At 

the present time, it is accepted that while investigating host-guest relationships many mediators active 

in tourism are considered (including agents, organizations, media, and even material objects). For 
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example, government officials (Smith, 2001), planners (Salazar, 2016), travel agents, tour 

guides(Salazar, 2012), and travel writers(Salazar, 2016), travel brochure (Leong, 1997). 

For many travellers, it is the real purpose that they have the opportunity to experience "different 

cultures" and "off-site" for a short time. It can be said that the study of contemporary tourism is based 

on the quest for the other (Van den Berghe, 1994). In the traditional studies on host-guest relationship, 

"the other" usually refers to the local people in the tourist area, which is from the touristsô point of 

view. Correspondingly, from the perspective of the local people, tourists are regarded as ñguestsò or 

ñoutsidersò. Therefore, from the perspective of the host, tourists can also be "the other." In a word, 

"the other" can be recognized from different perspectives in tourism activities. 

 

Figure 1 

Culture Brokers in Tourism Setting (adapted from Yang et al., 2014, p. 512) 

In other words, culture brokers need ñrepresentò a host culture. At the same time, from the perspective 

of host, ñresponding to the other cultureò is another critical characteristic of culture brokering. 

Therefore, this permits a further revision to Yang et al. (2014)ôs diagram as is represented in Figure 

1. 

 

TOURIST SOUVENIRS AS CULTURE BROKERS 

From the discussion above, it is known that the definition ñculture brokerò initially represents the 

persons as ñmediatorò between ñhostsò and ñguestsò. In tourism activities, culture broker becomes a 

very broad concept, which not only indicates persons, but also represents organizations, agents, signs 

and material items. Therefore, culture broker could be classified as brokers with different 

characteristics(Peng, 2004). 

 Symbolic broker: refer to those tourist sites with global icons (e.g. the Eiffel Tower or the Great 
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Wall) or iconic types (e.g. the global beach); 

 Heritage-related broker: refer to those places where natural and cultural heritages are concentrated 

(e.g. museum); or typical heritages with vernacular icons (e.g. Balinese dances); 

 Organizational broker: refer to those agents active in tourism settings (e.g. travel agency, tourism 

government and destination management); 

 Service-related broker: refer to those persons who serve as guides for introducing place and tourist 

sites (e.g. tour guide) to tourists; 

 Media-related broker: those reliable channels that help tourists to obtain information on place or host 

culture (e.g. mass-media or tourist information center); 

 Lifestyle-related broker: those material items, activities or persons that can respond to the lifestyle 

with fashionable trending in outsiders (e.g. stuff with current style from touristsô own culture 

background). 

As material items, souvenirs could be considered as a kind of culture brokers. Regarding souvenir as 

a broker might be justifiable from an etymological point of view because the term broker1 may be 

connected through its Anglo-Norman source ñbrocourò, ñabrocourò, with Spanish ñalboroqueò, which 

means ñceremony or ceremonial gift after the conclusion of a business deal.ò 

In contemporary time, tourism refers to many forms of mobility including traditional temporary 

movement and other social practices and behaviors related to human mobility, e.g. second homes, 

sojourning, gap years and working holidays (Cooper & Hall, 2008). However, tourism as a form of 

temporary mobility is indeed different from migration (permanent movement). Regardless of these 

forms, most tourists have no sufficient time and energy to totally understand a host culture, and under 

such circumstances, souvenirs as a culture broker are necessary. 

Based on the revised paradigm of culture broker in this paper, souvenirs have three main 

characteristics in term of cultural context: representing, responding, and mediating, which are 

important attributes of souvenirs acting as culture broker. (1) Representing indicates that souvenirs 

should represent the host culture. From the perspective of representing characteristic, souvenirs can 

                     
1 According to American Heritage Dictionary, the word broker is from Anglo-Norman brocour, abrocour ; akin to possibly akin to Spanish alboroque 

[ceremonial gift at conclusion of business deal]. 
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be considered as symbolic broker or heritage-related broker. (2) Responding indicates that souvenirs 

should respond to the trending of lifestyle within the visitorsô cultural background in order to meet 

the demands of tourists who have the other cultural background. From the perspective of responding 

characteristic, souvenirs can be regarded as lifestyle-related broker. (3) Mediating indicates that 

interaction between hosts and tourists in host-guest relationship through souvenirs. Souvenirs are 

mediators through that tourist experience can be activated. 

 

Figure 2 

Souvenirs as Culture Brokers: Representing, Responding and Mediating 

Therefore, souvenirs as culture brokers may be characterized as mediating between host culture and 

the demand of tourists who are from other culture communities, and representing host cultural 

information in various ways to those tourists, and responding to the trending of lifestyle of guest 

culture in various ways. 

A conceptual model based on characteristics of Representing-Responding-Mediating (R-R-M) in 

term of cultural context can be established as Figure 2. 

DISCUSSION 

Souvenir acts as a cultural broker that eases the touristsô understanding to host culture, offering 

solutions to the interaction between hosts and guests in tourism settings. Based on the prior literature 

and paradigm of culture broker in tourism, the conceptual model Representing-Responding-

Mediating (R-R-M) describes the main characteristics of souvenir in term of cultural context. 

First, the characteristic ñrepresentingò is consistent with Smith (2001)ôs opinion on culture broker, 

which is responsible for cultural trait selection and imaging of host culture. Souvenirs could represent 
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not only traditional culture, but also other past phenomena, such as political events (suffragettes), 

colonial history (India), former artistic pre-eminence (Awaji Ningyo puppetry) or former ways of life 

(South American ceramic archaisms) (Hitchcock & Teague, 2000). 

Second, the characteristic ñRespondingò call for a response to expressive of recent time in visitorsô 

culture through souvenirs. Culture brokers should be acceptable to both hosts and guests (Press, 

1969). Souvenirs acting as culture brokers should react positively to up-to-date trends of a modern 

lifestyle or a modern way of thinking. For local people who design and produce souvenirs, they can 

understand role of their products in the globalization of local cultures, which is confirmed in Matthews 

(2004)ôs conclusion on contemporary perspective on souvenirs. This opinion also is supported by 

Hitchcock and Nuryanti (2016)ôs studies on souvenirs. Based on the work of batik designers and 

producers, they found that ñthe producers of this traditional craft are integrated into its increasingly 

global production rather than excluded from itò (Hitchcock & Nuryanti, 2016, p. 1). Thereby, while 

investigating the basic characteristics of souvenirs, guaranteeing souvenirs to respond to other cultural 

trending is consistent with the emergence of a global craft consciousness (Hitchcock & Nuryanti, 

2016). 

 

Third, the mediating characteristic of souvenirs plays a critical role in enriching the visitors' 

experience at a tourist site or place and their understanding of the place and its culture. As material 

items, souvenirs become a mediator to enhance interaction between hosts and guests. Therefore, 

souvenir trade could be an experiential consumption, which may consider these material itemsô 

individual meanings for each tourist. Additionally, souvenir consumption could be directly related to 

tourist experiences and touristsô opinion on the place they visited (Horodyski & Gandara, 2016). 

Based on discussion above, considering the diversity of Chinese culture, a conceptual model from 

cultural perspectives could provide a new understanding of souvenirs. Chinese culture as one of the 

world's oldest cultures can trace back to thousands of years ago. Nowadays, the area in which the 

culture is dominant covers a large geographical region in eastern Asia with customs and traditions 

varying greatly between provinces, cities, and even towns as well (Wikipedia). Therefore, even for 

domestic tourists, they may have different local cultural backgrounds. For international tourists, they 

can feel the great difference from their own culture. Moreover, Chinese culture has many various 

forms, in which the important components may include literature, cuisine, visual arts, ceramics, 

music, martial arts, architecture, philosophy and religion. For example, Chinese calligraphy could be 

a souvenir with a Chinese traditional cultural symbol in tourism setting (Zhou, Zhang, & Edelheim, 

2013). For these souvenir vendors, the characteristics could be considered to create a unique souvenir 
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within local context. Finally, the conceptual model provides an approach of understanding the 

importance of souvenirs acting as culture broker to contemporary tourism, and how souvenirs are 

marketed to Chinese people and visitors. 
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ABSTRACT 

Ageing of population is a typical feature for world, European and even Slovak demography. The 

number of the elderly - seniors is bound to double in the first half of the 21st century while representing 

up to 30 per cent of the overall European population by the year 2060. Especially the highest age 

groups are supposed to report a considerable growth. We are facing a so-called phenomenon of 

Ădouble (inner) population ageingñ. However, the term Ăa seniorñ is perceived differently by the 

experts. One group refers to people aged 50 and more while the others add another ten years, i.e. 

people over 60. The definition of the term differs and develops in course of time. By the European 

and Slovak statistics people aged 65 and more are considered seniors. 

Seniors have recently become an interesting target group for various businesses which are trying to 

encourage their purchasing behaviour through various marketing communication tools or media. 

Cultural, social and mainly technological factors highly influence seniors' purchasing behaviour. 

People over 50 account for a third of the population, they are rather heterogeneous and therefore can 

not be seen as one mass market. 

It is especially the group of seniors which is becoming target audience for tourism and travel-related 

businesses across Europe as well as worldwide. The trend of active seniors has gained popularity in 

Slovakia as well. There are more than 3 million of people over 50 in Slovakia. Seniors up to 65 

represent the largest group. We can hereby assume that more and more seniors are getting interested 

not only in leisure activities but also in additional health and wellness services. There are plenty of 

possibilities how to spend free time in Slovakia - notably in the field of spa and wellness tourism. 

Thanks to high-quality services, Slovakia ranges among the most developed Ăspa countriesñ in 

Europe. There are more than 1,200 mineral and thermal springs which are being actively exploited. 
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These have provided ideal conditions for numerous spa resorts offering wellness and health services 

or organising various cultural and social events. Consequently, the Slovak wellness and spa industry 

has become popular with local as well as foreign visitors. 

Generally speaking, tourism is a fast-growing industry representing great potential for seniors. 

According to the latest studies, it is obvious that seniors are mostly interested in wellness and 

relaxation stays. This customer segment also prefers holiday, study, cultural and sightseeing tours and 

trips. The market focusing on seniors can be seen as rather diversified. Seniors' attitude to the type of 

holiday they choose is considerably influenced by their age (50+ generation, 60+ generation and older 

ones), physical condition, income, marital status, travel experience and loyalty to particular spa resorts 

or localities. These requirements have to be reflected in the offer of spa resorts in Slovakia. Slovak 

spas have a long-lasting tradition. Seniors tend to visit them for their healing springs which can help 

to cure certain disease. Moreover, spa resorts offer other complementary activities, e.g. relaxation 

procedures, sightseeing tours, hiking, cycling or walking in spa parks. Visitors highly appreciate 

healing springs or mineral and thermal water - unique natural sources. 

The exploitation of thermal water dates back to the period of the Austro-Hungarian Empire when spas 

represented a prosperous industry. At that time spas were mainly built for the aristocracy. In war times 

spas were used for a different purpose as they served mainly as rehabilitation centres for the wounded, 

having no money for further reconstruction. Nowadays resorts have been refurbished with modern 

hotel facilities providing high-quality services and travel-related products. 

Our paper deals with the issue of spa industry of seniors in the Slovak Republic. Its main goal is to 

define the segment of seniors and particularities of their consumer behaviour, analyse the way seniors 

perceive the offer of spa resorts and specify marketing activities which are used for promotion. The 

research part focuses on 31 spa and wellness resorts operating in Slovakia. 

Key Words: Senior, customer, communications, sales promotion, destination, spa tourism. 

 

INTRODUCTION 

Nowadays seniors are an unseparable part of our society. By being bearers of traditions and skills as 

well as creators of our history, present time, national and spiritual values they contribute to the whole 

society. Their number being on a constant growth, we might say that they make up the most numerous 
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part of inhabitants. Therefore it is highly important to use effectively their potential for development 

of the whole society. 

Active ageing enables people to make use of their physical, social as well as mental potential in their 

whole live and be engaged in the social life while being ensured appropriate protection, safety and 

care when needed. A key to success of active ageing depends heavily on understanding of the level 

of ageing of the population, its pace and the socio-economic state of the society - all the conditions 

set forth by the Statistical Office of the Slovak Republic. 

Both life and consumer expectancy is much longer these days. In the last decade a lot of people have 

reached senior age. Childhood and youth are much shorter and therefore businesses should pay more 

attention to this new consumer group. Today businesses should implement their knowledge and 

marketing skills to target this new senior audience in order to recognise their particularities and 

specificities. 

We are talking about a customer aged 50+. A customer is a consumer who is purchasing goods or 

services while he/she doesn't need to be its user - the product or the service can be used by another 

family member, for instance. These days Slovak inhabitants are getting older - people aged 50+ 

account for a third of the population. Thus it is of high importance to focus on this customer segment 

as they are sensitive to changes, e.g. sale of goods, its range and mainly its price. 

Tourism and seniors 

The definition of tourism has developed over the years as it represents a multidisciplinary economic 

activity. Tourism is a crucial social phenomenon from the point of view of an individual as well as 

the whole society. It is an unseparable part of consumption and lifestyle of developed countries. 

Tourism functions as a system with specific elements and relations. These can be described and 

defined as follows: 

¶ subjects and objects (offer and demand), 

¶ objects reciprocally (competition and cooperation), 

¶ subjects reciprocally (relations between the participants). 

The author Mrs Zauskova and coll., 2011, p. 12 states that tourism can be defined ñas a set of activities 
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with the aim to satisfy wants and needs related to travelling and stays of visitors out of their permanent 

residence, mostly in their free time. Its main purpose is relaxation, sightseeing, health, fun, 

amusement, cultural and sports events, business trips, i.e. acquiring a complete experience. This type 

of consumption satisfies specific wants and needs through travelling or a stay out of permanent 

residence so it can be simply defined as a free time activity (excluding business trips). This definition 

includes all forms and types of tourism, i.e. ñtypology of tourismò. 

Forms of tourism refer to various causes and their consequences related to travelling and stays in a 

foreign place. There are several forms of tourism to be split into different categories. These are as 

follows: 

¶ geographic aspect (domestic, national, foreign, international, regional), 

¶ number of participants (individual, group, mass, ecological), 

¶ age of visitors (adolescent, family, senior), 

¶ place of stay (city, suburban, village, mountain, sea), 

¶ season (in-season, out-of-season, all-year), 

¶ organisation (individual, organised), 

¶ a means of transport (railway, boat, airplane, vehicle), 

¶ dynamicity (stay, sightseeing tour), 

¶ a sociological aspect (visiting family friends and relatives, social, ethnic) et al. 

The above mentioned division is of high importance as it enables us to prepare a particular set of 

products and services of tourism and offer them to suitable target audience on the market. (Zauskova 

& Coll., 2011, p. 12). 

Based upon the country specificity, tourism statistics as well as economy we distinguish three basic 

forms of tourism: 

 domestic tourism - represents those activities of citizens with permanent residence in a given country 

who travel to places only within this (their) home country but out of their usual place of stay 
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(permanent residence); 

 active tourism - represents those activities of citizens who do not have their permanent residence in 

a given country but they travel to places within that country and out of their usual place of stay, e.g. 

foreign visitors or tourists coming to Slovakia; 

 passive tourism - represents those activities of citizens with permanent residence in a given country 

who travel to and stay in places out of this (their) country and out of their usual environment, i.e. 

Slovak citizens spending their holiday abroad. (Zauskova & Coll., 2011, p. 13). 

There are specific relations within tourism or its sub-categories and other systems making up its 

external environment - mainly the economic, political, social, technological and ecological factors 

influencing its development as well as its end. 

Nowadays spa tourism belongs to the most popular forms of tourism. Traditional spa stays were 

replaced by short-term relaxation stays including wellness and beauty packages. As specialists 

assume, much more clients will visit Slovak spa resorts in the year 2017 than ever before. 

Spa tourism 

Rich thermal water springs rank Slovakia amongst the most popular tourist destinations even for those 

visitors whose home countries provide high-level spa care. Slovak spa resorts provide professional 

spa care services. 

Rise and fall of spa towns has always been linked to opportunities provided by a given region as well 

as the history itself. As any other field of economy, dynamicity of tourism is influenced by other 

spheres of life. In addition to that, tourism is rather sensitive to changes of thinking of those who 

travel and reflects social trends and fashions influencing consumer behaviour. While Ăall inclusive 

mega-hotelsñ used to be popular a few years ago, nowadays people are getting back to traditional 

values promoting sustainability and environmental responsibility. 

Spa is a part of health care providing mainly services. It exploits thermal resources from the earth, the 

sea or the climate. It fulfils a medical, an economic and a social function: 

¶ medical - satisfying people's wish to be healthy, 

¶ economic - providing spa services on the market, 
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¶ social - partially covered by health insurance. 

¶ Spa services can be divided into basic and complementary ones. The basic services include: 

¶ medical examinations, 

¶ therapeutic procedures, 

¶ accommodation, catering and cultural/social events. 

¶ Complementary services include: 

¶ medical cosmetics, 

¶ commercial and exchange services. 

ANALYSIS AND COMPARISON OF SPA PRODUCTS IN SLOVAKIA 

Slovakia has always offered high-quality spa services thus being ranked amongst the top spa 

destinations in Europe. Spa resorts offer mainly wellness packages including all the above mentioned 

services. By the Slovak Spa Association data there are 25 spa towns in the Slovak republic including 

31 spa resorts. These are: 

 Bardejovské Spa, a.s. 

 Bardejovské Spa, a.s. - Druģba 

 Spa Bojnice, a.s. 

 SpaKúpele Brusno, a.s. 

 Spa ĻervenĨ Kl§ġtor - Smerdģonka 

 Spa Dudince, a.s. 

 Spa Horný Smokovec, s.r.o. 

 Spa Kov§ļov§, s.r.o. 

 Spa K¼pele Luļivn§, a. s. 
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 Spa L¼ļky a. s. 

 Spa Nimnica, a. s. 

 Spa Sliaļ, a. s. 

 Spa Ġt·s, a. s. 

 Spa Trenļianske Teplice, a. s. 

 Spa Vyġn® Ruģbachy, a. s. 

 ARCO Spa and Medical Centre Trenļianske Teplice 

 Spa and Medical Centre Druģba Bardejov 

 Spa and Medical Centre Bystrá 

 Thermal Water Spa , a. s. Sklené Teplice 

 Natural Iodine Spa Ļ²ģ, a. s. 

 Slovak Thermal Spa, a. s. PieġŠany (Smrd§ky) 

 Slovak Thermal Spa, a.s. Rajecké Teplice 

 Slovak Thermal Spa Turļianske Teplice, a. s. 

 SLOVTHERMA, Spa Diamant Dudince, ġ.p. 

 Specialised Medical Centre Mar²na ġ.p. Kov§ļov§ 

All the above mentioned spa resorts offer products, procedures and stays for customers. Their main 

target audience includes children, adults, seniors, individuals, families or groups, seniors from the 

senior clubs. However, spa resorts mostly specialise in disabled and handicapped patients or people 

with specific health conditions. Medication depends on the type of spa, thermal waters or climate 

conditions. 

A lot of spa resorts offer special products for the customers aged 50+. Their main target audience are 

those clients who want to have a rest, regenerate, get their energy back and cure their health problems. 
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Customers aged 50+ are offered various price discounts on procedures, e.g. for seniors, the disabled 

or bulk discounts. 

In this industry, a customer has to use a product or a service directly and personally. Customers usually 

decide for a specific spa resort based upon the procedures offered as every procedure provides cure 

for a completely different health condition, either a locomotive or a muscular one. Therefore a 

customer chooses the most appropriate spa resort matching his/her wants and needs and providing all 

health benefits. The spa resort can be chosen individually or upon doctor's recommendation. 

Procedures are specifically selected for each medical condition. 

Spa Piestôany and Spa Trencianske Teplice mainly specialise in senior packages as they offer five 

specific senior programmes. The packages do not considerably differ by their content but they offer 

other complementary services (e.g. Trencianske Teplice - a Ăforeveryoung ñ package, dynamic waves 

and ultrasound, Trencianske Teplice - a Ăwhen we were young ñ package - Kneipper's hydrotherapy 

with some identical features such as massages, jacuzzi combined with turf procedures). 

Spa Novy Smokovec and Ciz also offer two senior programmes. Other spa resorts (Bardejov, Brusno, 

Dudince, Lucky, Nimnica, Rajecke Teplice, Sklene Teplice, Sliac, Turcianske Teplice and Vysne 

Ruzbachy) offer only one senior programme as well as spa resorts Bardejov Druzba, Dudince-

Diamant, Horny Smokovec, Kovacova-Marina, Wellness Kovacova, Liptovsky Jan. 

Marketing communication of Slovak spa resorts 

Services being offered by spa resorts represent the products with specific features such as 

intangibility, unability to be stocked etc. Due to an intangible character of the product (as customers 

cannot try it), marketing communication plays a key role in the field of services. 

Spa industry uses all traditional tools of marketing mix - advertising, sale promotion, direct sale, 

public relations and direct marketing. 

Marketing communication targets mainly the group of seniors with deteriorating health conditions 

who often visit the above mentioned spa resorts. Marketing communication focused on this target 

audience specialises in sale promotion - offering discounts for seniors. 

The main goal of advertising, as the most favourite tool of communication mix, is to inform, to 

persuade, to remind or in other words to influence consumer's behavior in order to sell a product. 
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Advertising communication of spa resorts did not primarily target older seniors, but thanks to media 

coverage and various advertising forms, the message can get through to a senior customer as well. 

There are two main categories of customers. One of these categories consists of so-called individual 

payers, i.e. consumers who cover medical care from their own budget. It is much more demanding to 

gain this customer segment as it is necessary to persuade them to use the services while offering them 

a benefit as an added value for their money. 

The other type of customer consists of those visitors whose stays and services are covered by public 

health insurance. These consumers have their treatment prescribed by a doctor, i.e. they are not 

informed on services by spa resorts themselves but through an intermediary - a doctor. 

Spa resorts can also make use of another tool of marketing communication and that is direct sale 

targeting specific customers, i.e. a senior segment. 

Spa resorts can distribute their services by way of travel agencies offering consumers various wellness 

packages. Even in this case agencies can use a set of discounts, e.g. for families or seniors. The OLTA 

Travel Agency specialises in spa and wellness programmes for senior consumers while offering a 

wide selection of spa resorts within Slovakia. 

For sale promotion spa resorts can also offer various gifts and souvenirs for their consumers. 

Public relations are highly popular with spa resorts to target senior customers. Building positive and 

long-term relations with customers and communication represent two main fields within PR activities. 

Positive image can be created through press reports, public speeches, PR articles in magazines, 

brochures, annual reports, sponsorship and event marketing. 

These services cannot be separated from a provider. Personal touch plays a crucial role in the field of 

health care and spa industry and therefore direct sale techniques are commonly supported. 

In the field of direct marketing companies can use the Internet which represents a simple and an 

effective way of communication with a customer. As seniors are not used to this form of 

communication, it is recommended to use traditional mail services. 

Research into specific spa resorts providing services for seniors 

In our research we analysed in detail various spa resorts providing services for seniors. For the purpose 
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of the given paper we selected only partial results - the data from Bardejovske Spa. 

Bardejovske Spa are set in the quiet environment in the middle of mainly coniferous woods. As they 

are located far away from noisy cities, factories and stressful modern life, they make a person forget 

about everyday problems, have a rest and live in peace. Bardejovske Spa represent a modern and well-

managed spa resort including modern hotel facilities. The spa resort benefits from thermal springs. 

Natural mineral waters are classified as bicarbonate, sodium chloride, cold and hypotonic with an 

increased content of boratic acid. Its geographic location, climate, environment and mineral waters 

provide beneficial effects mainly for seniors, adults as well as children. The springs Klara, Napoleon, 

Anna and Kolonadny spring are the most popular ones. 

The main purpose of Bardejovske Spa is to provide their guests with high-quality medical services 

along with wellness, accommodation, catering, company events, beauty packages and other 

complementary services. 

As mentioned before the target audience of this resort is rather diversified. The spa are trying to appeal 

to every age category. They provide complete medical care for seniors, adults as well as children. 

They also offer medical care covered by all insurance companies. As the results show, Bardejovske 

Spa offer a wide variety of services. Seniors can benefit from a selection of medical programmes as 

well as weekend, relaxation and wellness packages. Bardejovske Spa welcome domestic and foreign 

visitors as well as individual payers. 

For promotion Bardejovske Spa use a traditonal marketing mix, i.e. a product, a price, distribution 

and marketing communication. Their main goal is to be the best spa resort providing spa and wellness 

services. 

They offer complete medical care for both domestic and foreign patients. Complementary services 

include wellness services, beauty and cosmetics services, meeting rooms and wedding ceremonies. 

Bardejovske Spa provide specific spa packages including medical care. This product is mainly 

designed for seniors, e.g. SENIOR SPECIAL - a stay with medical examination for the patients aged 

60+ and the heavily disabled; SENIOR STAY - for the patients aged 60+ for min. 6 nights, three 

procedures per day and Wellness Spa; STANDARD STAY - a stay for min. 6 nights, three procedures 

per day and Wellness Spa; EXTRA STAY and KEEP FIT STAY. They also provide spa procedures, 

relaxation and weekend stays without medical care, cosmetics services and company events. Within 



 

175  

 

the Wellness Spa Programme, Bardejovske Spa offer a wide selection of packages for seniors, such 

as: 

Wellness relax stay - a stay during a week, min. one night, including Wellness Spa package and 

selected procedures - the selection depends on duration of the stay 

Wellness vital stay - a weekend stay from Thursday to Sunday or Friday to Sunday 

Recovery stay - min. one night including accomodation and half/full board and selected procedures 

Elizabeth Beauty stay - a relaxation stay including beauty and cosmetics services. The stay duration 

is from two to four nights from Wednesday to Sunday. Accomodation, half/full board and Wellness 

Spa package - a swimming pool and a sauna. 

 Wellness Vitality - a relaxation stay without medical care, with specific procedures. Including 

accomodation, half/full board, Wellness Spa package - a swimming pool and a sauna. 

Bardejovske Spa provide medical care for seniors as well as other visitors in 16 spa facilities. Seniors 

can benefit from a wide choice of complementary services, e.g. sports activities (minigolf, biking, 

Nordic Walking, hiking, table tennis, snooker, bowling and tennis). They also organise various 

cultural events, e.g. International Music Summer or classical music concerts throughout the year 

mainly held in Astoria Hotel. There is an open-air museum of folk architecture, National Exposition 

of Saris museum, a cinema, a shopping centre and a post office. 

The medical care is paid individually by a patient or a visitor or is partially/fully covered by health 

insurance. Bardejovske Spa have a fixed price list mainly for those patients whose medical stay is 

covered by health insurance. The prices depend on the hotel facility, the type of medical services and 

spa procedures. 

Availability is one of the main criteria for distribution of medical services. Professional medical care 

is directly linked to the place, its culture and atmosphere, hygiene conditions and the overal 

environment of spa facilities. Marketing communication of Bardejovske Spa is done on a national 

and international level thanks to direct or indirect product distribution. Indirect distribution focuses 

on cooperation of Bardejovske Spa with health insurance companies, contractual doctors and Slovak 

as well as foreign travel agencies or intermediaries. Direct distribution is done through specific 

communication channels or via their own points of sale, on trade fairs and exhibitions. 
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Bardejovske Spa use various marketing tools in order to communicate with seniors as well as other 

potential visitors. Advertising represents one of the most effective tools. Other promotional activities 

include: newspapers, 

TV, radio, magazines, direct mail, outdoor advertising and the Internet. The spa resort runs its own 

PR agency which is responsible for media monitoring and providing the media with news coverage. 

Within PR Bardejovske Spa use press reports, interviews, public speeches, annual reports and 

brochures, audio visual materials as well as sponsorship and organisation of various cultural, social 

and business events. Sale promotion techniques appealing to seniors include mainly promotional 

products and items, souvenirs, discounts, workshops and presentations designed for this target 

audience. Direct marketing, on the other hand, is trying to focus on seniors directly, e.g. direct mail - 

by post (various promotional letters, leaflets and CDs), invitations for senior exhibitions, health 

insurance promotion, travel agencies promotion and many others. The spa resort also uses general 

mailing - distribution of leaflets, brochures, advertisements, radio promotion, on-line sale - on-line 

communication and e-shopping, web pages as well as letters of thanks, motivation letters and fresh 

mailing. 

There is tough competition in the spa industry and therefore it is difficult to keep a market position in 

this field. Bardejovske Spa are facing competition from all spa resorts in Slovakia as they offer almost 

identical services and similar medical treatment. As shown in the Chart 1 Bojnice, Piestany, 

Trencianske Teplice, Turcianske Teplice and Vysne Ruzbachy belong amongst their biggest rivals on 

the market. 

Table 1 Comparison of senior stays in the selected spa resorts 

 Senior stays Traditional stays Wellness 

senior 

package 

Beauty senior 

package 

Spa Bardejov Senior stay Wellness and relaxation stay, 

wellness vital stay and 

wellness vitality stay 

Wellness 

senior 

package 

Beauty package 

Elizabeth 

Spa Bojnice  Stay Vital, Stay Vital+   

Piestany Senior stay Relaxation stay, Extra 

relaxation stay, Romantic stay 

for the couples, Weekend stay, 

Weekend relaxation stay, 

Weekend romantic stay, 

Wellness stay extra, Wellness 

stay 

 Wellness and 

Beauty package for 

women 
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Trencianske 

Teplice 

Dr. Senior, 

Dr. Osteofit 

Thermal waters stay, 

Minirelax, Relax, Romantic 

stay 

- Beauty package 

Turcianske 

Teplice 

 Wellness gold, Wellness mini, 

Ideal stay, Ideal stay mini 

 Beauty gold, 

Antiageing gold, 

Antiageing 

programme 

Vysne 

Ruzbachy 

Healthy 

senior, Senior 

stay 

Wellness stay, Wellness last 

minute, Biznis spa stay 

- - 

 

In the Chart 1 you can see the comparison of spa resorts offering services or packages for seniors. 

Our main criteria was to compare traditional stays as they fit all customer groups not only seniors. 

We tried to provide a complete overview of services offered by the selected spa resorts. We also 

analysed relaxation and beauty packages. The third criteria was to focus on those programmes 

specifically aimed at seniors. As the results show we can assume that only four spa resorts are 

currently offering senior programmes out of six - Bardejovske Spa, Piestôany, Turcianske Teplice and 

Vysne Ruzbachy. Relaxation senior programmes are being offered exclusively by Bardejovske Spa. 

Women highly appreciate beauty senior packages offered by Bardejovske Spa, Piestôany, Turcianske 

and Trencianske Teplice. Finally we can state that Bardejovske Spa have room for further 

improvement either in the field of services or senior programmes. 

Conclusion 

As stated by the Slovak Association of Tourism, 2.3 mil of people visited Slovakia in the first half of 

2016, which accounts for an 18.9% annual growth. Slovakia is famous for its rich natural resources 

such as fresh mountain air and thermal waters which have given rise to numerous thermal and climate 

spa resorts. 

When communicating with customers spa resorts make use of all traditional marketing 

communication tools - advertising, direct marketing, direct sale, sale promotion techniques and PR. 

When comparing communication techniques of the selected Slovak spa resorts, I have found out that 

sale promotion is one of the most popular marketing communication techniques as customers are 

highly sensitive to price policies. Almost all Slovak spa resorts offer either a special senior package 

at a low price or provide various senior discounts at the amount of 10 % or 20 % from the total price. 

The paper was written as a part of the VEGA project 1/0640/15 named: ĂPhygital Concept and Its 

Use in Sustainable Integrated Environmental Management of Businesses ñ. 
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ABSTRACT 

This article examines the effect of terrorism, crime and corruption on tourist arrivals for 171 countries 

for the period 1995-2013. Two types of analysis are analysed: an aggregated tourism demand model 

at country level and a disaggregation of tourism arrivals by origin. The findings from the aggregated 

one show that terrorism and crime have a negative effect on tourist arrivals but that corruption has no 

effect. The data on tourist arrivals disaggregated by origin are used to study the effects of instability 

in the destination and the origin country and to compare the instability measures of the two countries. 

Here the findings are that terrorism, crime and corruption in the destination country have a negative 

effect on inbound tourism but that instability in the origin country has no clear effect on tourist 

departures; and that tourists from stable countries prefer travelling to countries with the same stability 

but tourists from unstable countries are more tolerant of crime, terrorism and corruption in the 

destination country. 

Key Words: terrorism, crime, corruption, international tourism, gravity model. 

INTRODUCTION 

On 26 June 2015, 38 people, mostly British tourists, were killed by a gunman at a tourist resort in 

Port El Kantaoui, just outside the city of Sousse in Tunisia. Not to mention the human tragedy, the 

immediate economic consequences were devastating for an economy that gets almost 15% of its GDP 

from tourism: several tour operators and air carriers adjusted or even cancelled tourist bookings in the 

months that followed the attack. Many potential visitors shifted their holiday trips to safer destinations 

such as Spain or Italy. The Sousse attack was not an isolated event. Four other attacks took place on 

the same day: in France (one death), Kuwait (27 deaths), Syria (20 deaths) and Somalia (70 deaths). 

Terror attacks are not limited to a particular month or country. In 2015, they occurred throughout the 

year and in countries where tourism constitutes a significant share of exports, such as Israel (7%), 

Ukraine (7%), France (8%), the Philippines (8%), the US (9%), Thailand (16%), Egypt (16%), Turkey 
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(17%) and Kenya (18%). 

However, terrorism is not the only instability factor affecting tourism destination choices. Crime and 

corruption imposes a burden on society. While in most parts of the world, crime and corruption rates 

are lower today than those recorded some decades ago, many countries still experiences high levels 

of crime and corruption every year that are perceived as risk factors for potential tourists. In this sense, 

it is found that many of countries characterized by high levels of crime and corruption are not able to 

develop the tourist sector despite their potential cultural and environmental attractiveness (Assaf & 

Josiassen, 2012). 

For the tourism industry, terrorism, crime and corruption are expected to act as negative attractors of 

a destination. Terrorist attacks are a form of violent event that we would expect to have a large 

negative effect on the tourism sector. Tourists want to travel to safe places - clearly, if they see a risk 

of injury or death, or even just becoming involved in a stressful situation, they will avoid that 

destination. There have been cases where tourists have been used as a political tool to gain more 

media coverage. When violence becomes widespread and prolonged, governments in touristsô origin 

countries will advise against travelling to the destination. Tourist agencies will cancel tours because 

of insufficient bookings and fear of liability suits and promote other destinations instead (Neumayer, 

2014). A further problem is that terrorist attacks can damage infrastructure relevant to the tourism 

industry (Llorca-Vivero, 2008) and terrorist attacks and political riots may damage or destroy national 

treasures (Yap & Saha, 2013). In the case of crime, two additional plausible explanations for the 

negative correlation between insecurity and tourist arrivals can be that a lack of security increases the 

perceived satisfaction of an experience and the costs of protection (for the domestic service provider) 

also raise the costs tourists have to incur. 

In the empirical literature a large and expanding number of works have discussed the factors 

influencing touristsô choice of destination including economic (such as income or price), geographic 

(such as distance, temperatures or beaches), historical (such as colonial background) or cultural (such 

as language, religion or ethnicity) (Assaf & Josiassen, 2012; Papatheodorou, 2001;). But many of 

these factors are time-invariant, and those that do vary do so slowly; few of these factors can explain 

why tourism grows faster in some countries than in others. In this way, the question of how far 

political and institutional instability in a country reduces tourism demand has scarcely been explored 

in the literature and it is mainly concerned with individual countries or specific violent events. 

In a cross-country study of the link between corruption and tourism, Das and DiRienzo (2010) find a 
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negative association between corruption and tourist arrivals, and they find the association is stronger 

in developing than developed countries. Using a fixed-effects and Dynamic GMM specifications and 

a panel dataset of over 100 countries over 16 years, Propawe (2015) finds that a 1-point increase in 

the Corruption Perception Index (CPI), i.e. a reduction in corruption results in a 2 to 7% increase in 

tourism, ceteris paribus. Saha and Yap (2015) find a negative but non-linear association between 

corruption and tourism. They find that while corruption generally has a negative association with 

tourism, it has a marginally positive association if corruption is minimal. Finally, Balli et al. (2015) 

also define a gravity model for bilateral tourism and find that the quality of institutions, measured in 

terms of perceived corruption, is important to tourists when selecting destinations. 

Then, to the best of our knowledge, measures of insecurity such as crime, corruption and terrorism 

have not been analysed jointly to explore their effect on tourism flows. However the joint 

consideration of these three dimensions of instability should overcome the potential bias in the 

quantification of each one of the factors considered separately. Additionally we investigate 

differences in the effects of instability on tourism according to purpose of trip, attractiveness of 

countries to tourists and countriesô level of development using a novel bilateral dataset of tourism 

flows that allows analysing the effects of political instability not only the destination but also the 

origin country and, consequently, identifying the effect of similar instability indices in these countries 

on tourism demand. 

DATA AND METHODS 

Two-dimensional analysis 

We first investigate the effects of political and institutional instability on tourism flows. We use a 

panel dataset of 171 destination countries for the period 1995-2013. We estimate a standard tourism 

demand model using a conventional linear functional form as follows: 

LnTouit = P0 + P' Controlsit + y' Instability^ + Xt + uit (1) 

The model investigates a straightforward association between tourism demand and political and 

institutional instability. The model is estimated by a panel fixed effect technique, and year fixed 

effects (kt) are included to capture year effects common to all countries. 

The dependent variable for tourism demand is Touit , which measures the logarithm of tourist arrivals 

in country i at year t. This variable includes two types of tourism, classified according the main 
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purpose of the trip: LnPersonalt , which is the logarithm of tourist arrivals for personal reasons 

(holidays, leisure and recreation and other reasons such as visiting friends and relatives) and 

LnBusinesst , which is the logarithm of tourist arrivals for business and professional reasons. This 

classification by type of tourism is a novelty of our research. The data are from the Compendium of 

Tourism Statistics compiled by the United Nations World Tourism Organization (UNWTO, 2015) 

and comprise tourist arrivals to 171 countries for the period 1995-2013 with data missing for some 

years for somecountries. As the classification by purpose of trip is not available for all countries in 

the dataset, we present total tourist arrivals for 171 countries but tourist arrivals for personal or 

business reasons for only 149 countries. 

The model includes two sets of variables. The first is a set of control variables (Controlst). The 

logarithm of real GDP per capita (LnGDPpcit) is used as a proxy for income and the logarithm of 

population (LnPopt) is used to control for the size of the country (Lim, 2006; Yap & Saha, 2013). The 

ratio of the PPP conversion factor (GDP) to the market exchange (LnPricet) is used as a proxy for 

differences in price levels. The ratio is obtained by dividing the PPP conversion factor by the market 

exchange rate (Eilat & Eivav, 2004). This variable is defined as the ónumber of units of a country's 

currency required to buy the same amount of goods and services in the domestic market as a US dollar 

would buy in the USô. These three variables are obtained from the World Development Indicators 

(WDI, 2015) compiled by the World Bank. 

Finally, as a proxy for the quality of the institutions in the destination country, the variable voice and 

accountability (VAit) is used. This variable captures óperceptions of the extent to which a country's 

citizens are able to participate in selecting their government, as well as freedom of expression, 

freedom of association, and a free mediaô. In our model, voice and accountability can be interpreted 

as the effect of human freedoms and rights, and the effect of a democratic government on international 

tourism. These variables were defined by Kaufman et al. (2007) and published in the World 

Governance Indicators (WGI) by the World Bank. This variable ranges from -2.5 (weak) to 2.5 

(strong). Since our model is estimated by panel fixed effect technique, all country specific time-

invariant characteristics, such as geographical features, are absorbed by the fixed effects. 

The second is a set of political and institutional instability variables (Instabilityit): terrorism 

(Terrorismit), crime (Crimeit) and corruption (Corruptions). In the tourism literature, empirical 

researchers such as Neumayer (2004), Llorca-Vivero (2008) and Feridun (2011) use the number of 

terrorist incidents as a proxy for the effects of terrorism on tourism demand. To define terrorism, we 
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use the number of successful terrorist attacks per 10,000 inhabitants. This variable is a proxy of 

terrorist attacks controlling for the population size of the country. Data are obtained from the Global 

Terrorism Database (GTD, 2015), which defines terrorism as óthe threatened or actual use of illegal 

force and violence by a non-state actor to attain a political, economic, religious, or social goal through 

fear, coercion, or intimidationô. 

To define crime we only consider one type of crime, homicide. We do this because violent crime is 

expected to have a larger effect on touristsô decisions than other types of crime, such as theft, and 

because homicide is a convenient proxy for crime rates because of data availability. Other types of 

violent crime such as assault, rape and kidnapping, may of course also affect touristsô decisions, but 

the data are less readily available. Homicide data, however, are highly correlated with other violent 

crime proxies. We use as our variable the number of homicides per inhabitants. The data are obtained 

from the WDI. 

To define corruption we use the Corruption Perceptions Index (CPI) provided by Transparency 

International (2015). This index measures perceived (not actual) levels of public sector corruption, 

ranging from 0 (more corrupt) to 10 (less corrupt). It is a composite index based on surveys and 

professional assessments and reflects the views of observers from around the world, including experts 

living and working in the surveyed countries. This is an appropriate variable for our model since the 

decision on where to spend oneôs holiday is usually based on perceived rather than actual corruption. 

In addition, following the suggestions of Altindag (2014) and Propawe (2015), we explore the effect 

of lagged instability variables. We do this for two reasons. First, it may take some time for potential 

tourists to update their expectations after a terrorist attack or an increase in the risk of becoming a 

victim of crime or an increase in corruption. This lagged effect of instability is relevant for terrorist 

attacks because of the assumptions that tourists book their holiday in advance and that it takes time 

for the tourism sector to recover after an attack. Second, using the current instability rate could 

generate an endogeneity problem. A countryôs crime rate can be affected by tourism activity: crime 

committed by residents of the destination country may increase because tourists are perceived to be 

wealthy, and similarly, touristsô perceptions of corruption may increase when they visit the country. 

We thus estimate equation (2), where the instability variables are lagged one period: 
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Three-dimensional analysis 

The second part of the analysis explores the effects of terrorism, crime and corruption on international 

tourism flows by considering differences between touristsô origin and destination countries. For this 

three-dimensional analysis (origin, destination and year), we define a gravity model for international 

tourism flows. Gravity models are commonly used in the trade literature (e.g., Baier & Bergstrand, 

2007; Head et al., 2010; Kimura & Lee, 2006; Rose & Spiegel, 2011), and increasingly in tourism 

research (De Vita, 2014; Eilat & Einav, 2004; Khadaroo & Seetanah, 2008; Neumayer, 2010). These 

models consider that international flows between two countries are directly proportional to their 

economic size and inversely proportional to the distance between both countries. Morley et al. (2014) 

have shown that gravity models for tourism can be derived from consumer choice theory to explain 

bilateral tourism. The estimated gravity model for tourism demand is defined in equation (3) 

 

where, sub-indices i, j and t refer to destination, origin and year, respectively. The model is estimated 

using Ordinary Least Squares (OLS) by including destination (A), origin (Aj) and year (A) fixed 

effects. Since the variables of interest are time-varying and country specific, time-varying country 

fixed effects cannot be included in the regression. The dependent variable is tourist arrivals from 171 

origin countries to 176 destination countries for the period 1995-2013. One limitation of this data for 

the purposes of our research is that it does not disaggregate tourists by purpose of trip. 

The gravity model uses four sets of control variables. The first set consists of time-varying country-

specific characteristics of the destination (Controlsit) and origin (Controlsj) countries. In this set the 

logarithm of GDP per capita in the origin and the destination country (LnGDPpcit and LnGDPpcjt) 

and the logarithm and the population (LnPopit and LnPopjt) are included as measures of the economic 

size of the countries. And as in the two-dimension analysis, the variables voice and accountability in 

the destination and the origin country (VAit and VAjt) are included as controls for the quality of the 

institutions. 

The second set consists of time-invariant country-pair characteristics (Controlsj). The gravity model 
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predicts that tourism flows between two countries will depend on the cost of travelling between them. 

Distance is commonly used as a proxy for transport cost, so we include in the model the logarithm of 

the distance between the destination and the origin country (LnDistij). We also include dummy 

variables to control for: sharing a common land border (Borderij), having ever had a colonial link 

(Colonyj), being currently in a colonial relationship (Curcolj) and having been the same country 

(Smctryij). 

The third set consists of time-variant country-pair variables (Controlsijt). To control for the intensity 

of the economic relationship between a pair of countries, it includes a dummy variable for being a 

signatory to the same regional trade agreement (RTAjt). These data are obtained from the Regional 

Trade Agreements Information System compiled by the World Trade Organization. We also include 

a religious similarity index variable (Religionijt) as defined by Fourie et al. (2015). This variable is 

generated as Religionij t =  XiLi r irj  where r_i and r_j are the percentages of the population affiliated 

to each of the five major religions in the destination and origin country, respectively: Christian, 

Muslim, Hindu, Buddhist and Jew. The religious similarity index represents the probability that two 

randomly chosen individuals in each country will share the same religion. According to this definition, 

a country pair can be considered religiously proximate if they have either a common religious majority 

or a common religious minority. The percentages of affiliation to each religion are obtained from the 

World Religion Database (WRD, 2015). 

The fourth set consists of political and institutional instability variables in the destination and in the 

origin country, respectively Instabilityt and Instabilityjt . These variables are defined as in Section 

3.1. In the gravity model (3), we  include Terrorismit and Terrorismj , which measure the number of 

terrorist attacks per 10,000 inhabitants in the destination and the origin country, respectively; Crimen 

and Crimejt , which measure the number of homicides perinhabitants in the destination and the origin 

country, respectively; and Corruptiont and Corruption , which measure the corruption perception 

index in the destination and the origin country, respectively. 

We also capture similarities in the instability variables between the destination and origin country. 

One can argue that tourists from politically and institutionally stable countries prefer travelling to 

other stable countries, while tourists from countries with high levels of terrorism, crime or corruption 

are more tolerant of similar problems in a destination country. Following De Groot et al. (2003), to 

proxy for similarities in the terrorism, crime and corruption variables between the destination and 

origin country, we construct dummy variables SimilInstabijt that take the value one/zero if the 
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absolute value of the differences in instability is below/above the median of the variable in the sample. 

Three instability variables are used as proxies for terrorism. The estimated effect of similar instability, 

measured in this way as a discrete effect, can be interpreted clearly and concisely. Specifically, a 

positive effect of these bilateral tourism variables would imply that tourists prefer to travel to 

countries similar to their home country in terms of terrorism, crime and corruption. 

We also include an alternative proxy for similarities in the instability variable, which is measured as 

differences between instability in the destination and origin countries s DiffInstabij t = Instabilityit ð 

Instability  ̂[Since DiffInstabilityijt is a linear combination of instability in the destination and origin 

country, equation (4) is estimated as follows 

 

Again, differences in the instability variables are defined for terrorism and corruption. It is expected 

that, the two variable for terrorism and crime take negative values when the destination country has 

lower rates of terrorism attacks or homicides than the origin country, respectively; similarly, they take 

positive values when terrorism and crime rates are higher in the destination country, and they take a 

value of zero when these rates are the same in the destination and origin country. We therefore expect 

these variables to have a negative effect on inbound tourism. In contrast, since a higher CPI implies 

lower perceived corruption levels, the variable DiffCorrupjt takes positive values when the destination 

country is perceived to be less corrupt than the origin country, negative values when the destination 

country is perceived be more corrupt than the origin country, and the value zero when corruption is 

perceived to be the same in both countries. We thus hypothesise that people from less corrupt 

countries prefer travelling to countries with a similar level of corruption, the expected sign of 

DiffCorrupijt is positive. 

RESULTS 

The effect of instability on tourist arrivals (two-dimensional analysis) 

Table 1 presents the results of estimating equations (1) and (2) for the total tourist arrivals, which 

includes arrivals for both personal and business purposes. Each column shows the estimate of the 

instability variable and its lag. Due to data availability, all the instability variables cannot be included 
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at the same time without considerably reducing the sample size. The variable terrorism has the most 

complete data, so it is included in all regressions, but crime and corruption are available for only 166 

and 121 countries, respectively, with many missing values for some years. 

In general, for all the estimates, the coefficient of GDP is significantly positive, implying that richer 

countries receive more tourists. Since the dependent variable is also expressed as a logarithm, the 

coefficient can be interpreted as an elasticity, implying that a 1% increase in real GDP per capita 

increases tourist arrivals by 0.84 to 1.35%. Similarly, the coefficient of population is significantly 

positive, implying that a 1% increase in the destination country population attracts from 0.8 to 1.07% 

more tourists to the country. The coefficient of VA, the variable that controls for the quality of the 

institutions, ranges from 0.13 to 0.36, implying that the presence of a democratic government 

significantly increases inbound tourism. We can take this to mean that a country that respects the 

essential human rights and freedoms attracts more tourists. Finally, the variable used as a proxy for 

relative prices is not significant (LnPrice), implying that price competitiveness is not relevant. 

However, this result is to be expected since the sample includes very similar countries. 

 

 

First, columns (1a) and (1b) in Table 1 show the results of estimating the tourism demand model with 

terrorism. The coefficient of the variable Terrorism is significantly negative, implying that a 1% 

increase in the ratio of terrorist attacks per 10,000 inhabitants reduces tourist arrivals by 2.3%. This 
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is also true for the lagged variable Terrorism^t- 1), implying that a 1% increase in that variable reduces 

inbound tourism by 1.74%. These results imply that terrorism negatively affects the tourism sector 

and this effect can still be seen one year afterwards, although it is smaller than the immediate effect. 

Second, we look at the effect of crime rates on inbound tourism. These results are presented in 

columns (2a) and (2b). The coefficients of Crimen and Crime(t-i) are significant and present the 

expected negative sign. Indeed, the estimate effects of the crime rate and the crime rate lagged one 

period are very similar. In particular, a 1% increase in the number of homicides per 10,000 inhabitants 

reduces tourism flows by 0.06%. 

Third, we look at the effect of corruption on inbound tourism. The estimates are shown in columns 

(3a) and (3b). Here a higher index is associated with a less corrupt country, so we expect Corruptionit 

and Corruption(it-1) to have a positive effect of on tourism. However, although the signs of the 

coefficients are as expected, neither of these variables is significant, implying that corruption does 

not have a significant effect on international tourist arrivals. Our result differs from those obtained by 

Propawe (2015) or Saha and Yap (2015), who use the same proxy for corruption but obtain a 

significantly negative effect of corruption on tourism; that is, they find that countries with lower 

corruption levels are more attractive to international tourists. The only plausible explanation is that 

their samples and specifications are different from ours. 

So far, we have explored the effect of instability on inbound tourism. Our results suggest that countries 

with less risk of terrorism or crime attract more tourism but that corruption has no significant effect 

on tourism. The results using lagged variables suggest that the effect of instability lasts at least one 

year although the effect is weaker a year later. Tourism to some destinations seems to be resilient to 

terrorist attacks, crime and corruption and recovers more quickly than tourism to other similarly 

affected countries. 

We looked next at the possibility that incoming touristsô reaction to terrorism, crime and corruption 

differs according to the attractiveness of a country. Our measure of attraction is the number of world 

heritage sites a country has. We expect that instability will have less effect on tourism in more 

attractive countries. And finally we looked at whether a countryôs level of development affected the 

extent to which instability affects inbound tourism. Table 2 disaggregates tourists according to 

purpose of trip and presents the coefficients of instability variables according to countriesô levels of 

attractiveness to tourists and state of development. 
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We first present the results by purpose of the trip for the whole sample. As expected, the effects of 

terrorism and crime on tourist arrivals are larger for personal (or óleisureô) travel than for business 

travel, and the same applies in the case of the lagged variables. Indeed, a 1% increase in the ratio of 

terrorist attacks per 10,000 inhabitants decreases leisure tourist arrivals by 3.45%, but business tourist 

arrivals by only 2.66%. Similarly, a 1% increase in the crime rate reduces leisure tourist arrivals by 

0.07% but has no significant effect on business tourist arrivals. However, when the main purpose of 

the trip is business between countries with a strong economic relationship, the destination cannot be 

easily substituted. This explains why terrorism and crime are not significant at the 5% level for 

business tourism. In the case of corruption, we found it only affects tourism for business purposes. 

This may be because corruption affects the economic relationship between countries. We found that 

corruption has no significant effect on leisure tourism, and so on total tourism. 

 

 

Second, we present the results of our analysis of the effect of terrorism, crime and corruption on 

tourism according to country attractiveness. We split the sample into Countries attractive to tourists 

(those with more than 2 world heritage sites) and Countries unattractive to tourists (those with 0, 1 or 

2 world heritage sites). Table 4 shows that for leisure tourism, the effect of terrorism is slightly higher 

in countries attractive to tourists than in countries not attractive to tourists. Terrorism also has no 
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significant effect on business tourism in countries attractive to tourists but it has a negative effect on 

business tourism in countries not attractive to tourists. Crime has no effect on tourism for either leisure 

or business for Countries attractive to tourists but a negative effect for both purposes for Countries 

unattractive to tourists. This result is similar to the finding by Altindag (2014) that if tourists are 

attracted by a countryôs tourism prospects they may not be significantly deterred by the crime rate. In 

other words, the attractiveness of a country may partly compensate for the possibility of becoming a 

victim. Finally, perceived corruption has a significant effect only on tourism for business purpose in 

countries attractive to tourists. These results suggest that attractiveness to tourists moderates the effect 

of instability on inbound tourism. Tourism is less affected by terrorism, crime or corruption in 

countries with a large number of heritage sites that attract tourists every year, since it is not easy to 

find substitutes for such destinations. 

Third, we present the results of our investigation into whether the effect of instability has different 

effects on tourist arrivals in developed and developing countries. Table 4 shows that terrorism has a 

larger effect on travel to developing than developed countries, presumably because violent events are 

more common in the former. In contrast, crime has a significantly negative effect on total tourism and 

on leisure tourism to developed countries but no significant effect on tourism to developing countries, 

possibly because tourists accept that they have to tolerate a certain level of crime in the latter. Finally, 

we find that an increase in the perceived level of corruption reduces only business tourist arrivals in 

developing countries, but, strangely, increases total tourist arrivals in less developed countries. 

The effect of instability on tourist arrivals by country of origin (three-dimensional analysis) 

Table 3 presents the results of estimating equations (3) and (4) that use the number of tourist arrivals 

to destination country i from origin country j at year t (Ln [Tou] _ijt) as the dependent variable. As 

mentioned earlier, the UNWTO data on total tourist arrivals by origin country does not include 

purpose of trip. The gravity model is estimated by OLS with destination, origin and year fixed effects. 

The results of estimate equation (3) are presented in columns (1a), (2a) and (3a) in Table 5 and 

estimates of equation (4) are presented in columns (1b), (2b) and (3b). 
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In general, our gravity model works well, explaining around 86% bilateral tourism and the sign and 

significance of the explanatory variables are as expected. As the model predicts, the economic size of 

the origin country, measured in terms of the logarithm of the real GDP per capita and population in 

the origin and destination country, matters for explaining bilateral tourism flows in all regressions 

used. The effect of the economic size of the destination country is larger than that of the origin one, 

suggesting that more populated and richer countries attract a larger number of international tourists. 

The quality of the institutions in the destination country, measured in terms of the level of democracy, 

significantly affects international tourism while their quality in the origin country has no significant 

effect. The geographical variable has the expected negative sign and has the expected positive effect 

on tourism movements. So, if we consider distance as a proxy for travel costs, our results suggest that 

tourists prefer to travel to closer destinations. Cultural variables have a significantly positive effect, 

suggesting that speaking the same language, having the same colonial background or practising the 

same religion promote tourism movements between countries. Finally, being a signatory to a common 

regional trade agreement has a positive effect on international tourism. The implication is that the 
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intensity of the economic relationship between countries encourages bilateral tourism. 

Looking at the variables of interest, as obtained in the previous section, we see that terrorism has a 

negative effect on the destination country. The coefficient of the terrorism variable suggests that 1% 

increase in the number of terrorist attacks per 10,000 inhabitants in the destination country reduces 

tourist arrivals by 0.51%. Interestingly, the terrorism variable has a significantly positive coefficient, 

implying that a 1% increase in the number of terrorist attacks per 10,000 inhabitants in the origin 

country increases international tourism. The implication is that countries that have suffered terrorist 

attacks receive less tourism but their inhabitants travel more. The coefficient of similar terrorism is 

significantly positive, implying that if the destination and origin countries have similar levels of 

terrorism this has a positive effect on international tourism. This result is confirmed by the estimates 

presented in column (1b) since the effect of the difference in terrorism is significantly negative, 

implying that a 1% increase in the difference in the terrorism level between the destination and the 

origin country reduces bilateral tourism by a 0.548%. In other words, as terrorism increases in the 

destination country compared to the origin one, the number of tourist arrivals decreases. 

The results show that crime is significant for the destination country but not for the origin one. The 

coefficient of crime variable implies that a 1% increase in homicides per 10,000 inhabitants reduces 

inbound tourism by 0.0191%. The coefficient of crime similarity the variable for similarities in the 

crime rate between the destination and the origin country, has a significantly positive effect on tourist 

arrivals and crime difference has the expected significantly negative effect. Thus, similarity in the two 

countriesô crime rates positively affects bilateral tourism. Finally, LnCorruptiont has a significantly 

positive effect on tourism while LnCorruptionjt is not relevant. Like crime, perceived corruption has 

a significantly negative effect on tourism. That is, a higher score on the CPI (indicating a less corrupt 

country) implies a higher number of tourist arrivals. The significance of the variables of similarities 

and differences in corruption suggests that a similar level of corruption in the destination and origin 

country promotes tourism flows. 

CONCLUSION 

This study investigated the performance of the tourism industry in terms of tourist arrivals in the 

presence of terrorism, crime and corruption for 171 countries for the period 1995-2013. To do this we 

used two types of analysis: two-dimensional and three-dimensional. The two-dimensional analysis 

used total tourist arrivals per destination. This analysis suggested that terrorism and crime have a 

negative effect on tourist arrivals but corruption has no significant effect. We also considered whether 
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the effect of instability on tourist arrivals might differ according to the purpose of the trip. Our results 

suggested that the effects of terrorism and crime are larger for tourism for personal reasons than for 

business trips, but corruption only affects business tourism. This is the expected result since tourist 

destinations are easier to substitute when the purpose of the trip is for leisure or other personal reasons 

than for business. After a terrorist attack or an increase in crime, tourists might choose a safer 

destination with characteristics similar to their first choice or they might just stop travelling if the 

purpose of the trip is for personal reasons. However, when the main purpose of the trip is business 

between countries with a strong economic relationship, the destination cannot be easily substituted if. 

We also explored the effects of terrorism, crime and corruption on tourism according to the 

attractiveness of a country to tourists and its level of development. Our results suggest a larger effect 

of terrorism and crime on tourism for personal reasons in less tourist attractive countries. Similarly, 

the effect of corruption is larger in less attractive countries, but this is only true for tourism for 

business reasons. Our results therefore suggest that attractiveness to tourists moderates the effect of 

instability on inbound tourism. Tourism in countries with a large number of world heritage sites that 

attract large numbers of tourists every year is less affected by events of terrorism, crime or corruption 

since these destinations cannot be easily substituted. For the effects of development level we obtained 

mixed results. We found that terrorism has a larger effect on tourism in developing than developed 

countries. In contrast, we found that crime has a significantly negative effect on total tourism and on 

tourism for personal reasons in developed countries but no significant effect in developing countries. 

Since crime rates are high in developing countries, when tourists choose a less developed country as 

a holiday destination, they may assume that they have to tolerate a certain level of crime. Finally, we 

found that an increase in the perceived level of corruption only reduces tourist arrivals for business 

reasons to developing countries. Interestingly, we found a positive effect of corruption on total tourist 

arrivals to less developed countries. 

The three-dimensional analysis (origin, destination and year) is an important contribution of our 

research since the few papers in the literature that have studied the effect of political and institutional 

variables on tourism mainly apply the two-dimensional analysis (destination and year) where data on 

total arrivals only to the destination country are considered. It allowed us to explore the effect of 

instability not only in the destination country but also in the origin one. We considered the effect of 

similarities in the instability measures between the destination and the origin country. As in the two-

dimensional analysis, we found that terrorism, crime and corruption in the destination country have a 

negative effect on inbound tourism, while instability in the origin country has no clear effect on tourist 
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departures. What is more interesting, our results suggest that tourists from stable countries prefer 

travelling to countries with the same conditions, while tourists from unstable countries are more 

tolerant of terrorism, crime and corruption in the destination country. 

In conclusion, our analysis found that political and institutional instability, measured in terms of 

terrorism, crime and corruption, discourages international tourism movement. We suggest that 

tourism demand models should incorporate proxies for political risk and the quality of institutions at 

the destination country to obtain a more accurate forecast of tourist arrivals. 
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ABSTRACT 

This paper analyzes the relationships between self-congruity, functional congruity, satisfaction, sport 

event involvement and behavioral intentions of triathlon travellers. The moderating effect of different 

training experiences is assessed in allowing these relations. 

885 data were collected among triathletes participating to international triathlon competitions. A 

theoretical model has been developed and tested using SEM. 

The majority of hypotheses are empirically confirmed. Regarding the moderation hypothesis, a multi-

group SEM has been estimated (high-intensity and low-intensity training). Some differences between 

the two groups are highlighted, remarking the need to develop differential marketing strategies in 

active sport tourism. 

Key Words: sport tourism; triathlon; self-congruity; functional congruity 

INTRODUCTION 

Sport tourism is defined as ñleisure-based travel that takes individuals temporarily outside of their 

home communities to participate in physical activities, to watch physical activities, or to venerate 

attractions associated with physical activitiesò (Gibson, 1998). Sport tourism is a relatively recent, 

impressively growing phenomenon (Gibson, 1998; Hinch et al., 2016). Its high profitability has 

created a dynamic industry, characterized by a multifaceted offering and an increasingly growing 

competition. The increasing economic relevance of the phenomenon has triggered the interest of 

management research, who has devoted increasing efforts to investigate sport tourism (e.g., Bosnjak 

et al., 2016; Funk et al., 2007; Gibson, 1998; Hinch & Higham, 2001 ). However, despite this growing 
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interest, existing research appears limited. In particular, sport tourism research has mostly considered 

passive sport tourists (i.e., spectators of sport events: Gibson et al., 1997; Priestley, 1995;  Trail & 

James, 2001). In this sense, dynamics related to active sport tourists have received negligible 

attention; however, the increasing willingness of people to participate in such kind of activities, and 

the consequent relevant economic impact of such tourism activities (Dixon et al., 2013), recently 

pushed academics to focus more on this research area (e.g., Bosnjak et al., 2016; Funk et al., 2007; 

Getz & McConnell, 2011; Gibson, 1998; Kouthouris & Alexandris, 2005; McGehee, Yoon, & 

Cardenas, 2003 ). 

Extant contributions have suggested how the field is quite complex. For example, some authors (e.g., 

Kaplanidou & Gibson, 2010) have suggested how, active sport tourists differ in terms of consumption 

types: non event- and event-related consumption. The former are only leisure-based tourists, while 

the latter associate event participation to their travel behavior. In terms of consumer motivation, 

research suggests how motivations of active sport tourists are extremely multifaceted and 

heterogeneous (e.g., Shanks, 2002; Stewart et al., 2003; Kurtzman & Zauher, 2005): in this sense, 

sport travellers might be motivated both by the desire to compete in a sport event; at the same time, 

tourism-related motivations (e.g., escape, destination attributes) are not negligible, and are likely to 

drive selection of events as well. 

Such multifaceted nature of consumer decision making process poses important challenges, both for 

sport and tourism marketers, and for scholars. 

This paper contributes to this debate by developing and testing a model to explore active sport touristsô 

determinants of satisfaction and behavioral intentions. Structural Equation Modeling has been 

performed on a sample of participants to four European triathlon events. 

In the last four decades, triathlon has experienced a considerable growth (e.g., Chang & Johnson, 

2005; Wicker et al., 2012). Such growth has triggered a strong scientific interest. Triathlon has been 

studied by various disciplines, ranging from medicine (e.g., OôToole et al., 1987) to physics (e.g., 

OôToole et al., 1989). Management and marketing research has also devoted efforts to research on 

triathlon, especially in recent years (e.g., Baumann, 2009; Smith, 2010; Wicker et al., 2012). Triathlon 

events are prominent in the sport tourism industry (Hadzipetros, 2009; Shipway & Fyall, 2012). As 

an example, the triathlon IRONMAN series offers different events, located in many parts of the world. 

More in general, an overwhelming demand has triggered the growth of several international events 

around the globe, usually located in touristic areas (e.g., Lake Garda in Italy, Hawaii). 
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The model proposed in this paper is based on two pillars. On the one hand, it considers the impact of 

consumer congruity evaluations on consumer satisfaction and behavioral intentions. Both the self-

image congruity with the event, and the functional congruity with the functional attributes of the 

hosting destination are considered. 

On the other hand, involvement represents the second pillar of the proposed model. The involvement 

construct is central in social sciences (Krugman, 1966). Particularly, the involvement construct 

appears as particularly relevant in fields like organization, consumer, and leisure research. Note that, 

as suggested by Beaton et al (2011), these fields are strongly pertinent for sport management, and 

tourism management research. In tourism research, involvement is a wellðknown and well-

researched construct (e.g., Gursoy & Gavcar, 2003; Havitz & Dimanche, 1990; Yeh, 2013); 

oppositely, few contributions in sport management research have addressed involvement (Beaton et 

al., 2011; Brown et al., 2016), as well as in sport tourism (both active and passive). 

Given the specific topic selected for this study, the contribution of the present paper can be considered 

as twofold: on the one hand, further exploration of the role of congruity evaluations for active sport 

tourists is provided. On the other hand, the study enriches literature on involvement in sport tourism 

management research. 

Finally, this paper provides a dynamic perspective on the proposed relationships. Basing on some 

existing contributions, this paper follows the suggestion that consumer evaluations might change, 

over time, according to different consumer backgrounds in terms of consumption episodes (Dagger 

&Sweeney, 2007; Jiang & Rosenbloom, 2005). In this specific case, the moderating effect of different 

sport training backgrounds on all the proposed relationships is investigated. 

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

Self-congruity 

Self-congruity is referred to the perceived match between a consumer (in this case, the tourist) self-

concept and the perceived image of a certain product/service (Kressmann et al., 2006). Perceived 

congruence tends to lead to the actual purchase (Mannetti et al., 2004). In this sense, consumers tend 

to purchase those products/services that are perceived as close to their self-concept. 

Reflecting the multiple role that people are likely to held in society (Rosenberg, 1979), the self-

concept is commonly considered to have multiple dimensions: actual self-concept, ideal self-concept, 



 

200  

 

social actual and ideal self-concept. Note that, ideal and actual self-concept have been mostly studied 

in literature. (e.g., Beerli et al., 2007; Litvin & Goh, 2002). In line with much of previous research, 

the present paper only examines the ideal and actual dimensions of self-concept. This choice can be 

also justified by another point, raised in past contributions: that is, the more ñindividualò dimensions 

of self-concept (i.e., actual and ideal self-concept) can strongly influence social-related dimensions 

(Ekinci et al., 2003). 

Actual self reflects how a person sees him or herself; conversely, ideal self-concerns the way a person 

would like to see him or herself. Social self-concept (i.e., actual social and ideal social) refers instead 

to how a person presents him or herself to others (Sirgy et al., 2005). 

Accordingly, on the one hand, actual self -congruity is reached as individuals consistently behave 

according to their real (actual) self-image: in other words, their actual behaviors reflect how they 

actually think they are (Sirgy &Su, 2000). On the other hand, ideal self-congruity refers mainly to 

self-enhancement (Hung & Petrick, 2011), reflecting the efforts put in place by people, to become as 

close as possible to the person they would like to be. Grounded in social psychology, the concept of 

self-congruence has been highly relevant for marketing research, since a long time (e.g., Levy, 1959). 

The relevance of self-congruence in consumer decision-making process is directly linked to the 

widely-known assumption that, consumers purchase goods and services not just basing on functional, 

utilitarian evaluations, but also (and most importantly) due to symbolic meanings products carry 

(e.g.,Lee & Hyman, 2008). Levy (1959) effectively summarized the prominent role of consumer 

evaluations of symbols (i.e., symbolic meanings) embedded in products, with respect to their personal 

self-concept: ña symbol is appropriate (and the product will be used and enjoyed) when it joins with, 

meshes with, adds to, or reinforces the way the consumer thinks about himselfô. In other words, 

consumer evaluation of products/services passes through the personal evaluation of the extent to 

which such products/services can maintain, reinforce, and enhance their own self-concept. 

Self-congruity has been widely applied in marketing research (see Hosany & Martin, 2012), proving 

its relevance in a variety of contexts. Specifically, in the case of tourism, the study by Chon (1992) 

was among the first to introduce the self-congruity theory in a touristic context. The study suggested 

how, self-congruity in terms of consumer self-image and destination image was a key determinant of 

consumer satisfaction. Sirgy and Su (2000) provided a comprehensive theoretical model of the impact 

of self-congruity on destination choice. Other studies (e.g., Ahn et al., 2013; Beerli et al., 2007; Goh 

& Litvin, 2000; Kastenholz, 2004; Litvin &Goh, 2001 ) confirmed this relevant impact of self-
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congruity in the case of destination choice. 

Regarding event image in sports, research has mainly concentrated in specific areas, such as the role 

of sponsors in defining, first, an event intended self-image, and, in turn, self-image congruity of 

people attending sporting events. Only few research studies dedicated their attention to identifying 

effects of self-congruity with perceived event image tout court (Hallman & Breuer, 2010). This can 

be justified by the generalized, past tendency of the industry regarding sport events, which were 

mainly conceived as marketing tools to enhance other, related offerings (e.g., Brown et al., 2014). 

However, another limitation of existing research is that, such studies focusing on self-congruity are 

usually concentrated on sport event spectators, or passive individuals in general. As far as it is known, 

active sport tourism has seen few applications of self-congruity theory. For example, Bosnjak et al 

(2016) suggested that self-congruity in active sport tourism might not only be referred to destination 

image, or to the event image, rather to the sport activity itself. 

Consumer importance of the matching between consumer self-image and the -usually stereotypical- 

image of a product/service is well established (e.g., Ahn et al., 2013; Parker, 2009; Sirgy, 1985; Sirgy 

et al., 1997; Sirgy & Su, 2000). The impacts of self-congruity on many, key consumer behavior 

outcomes (such attitudes, preference development, loyalty, satisfaction) are quite established as well 

in marketing and tourism research (e.g., Ahn et al., 2013; Kang, 2002; Kressmann et al., 2006; Kwak 

& Kang, 2009). 

This leads to the definition of the following hypothesis: 

H1: Self Congruity has a direct effect on satisfaction. 

Functional congruity 

Congruity in consumer evaluations also regards utilitarian features of a product/service. Functional 

congruity is defined as ñthe match between consumersô ideal expectations of utilitarian brand features 

and their perceptions of how the product is perceived along the same featuresò (Kressmann, 2006). 

Albeit some studies have juxtaposed self- congruity and functional congruity (e.g., Mannetti et al., 

2004), many others have considered jointly self-congruity and functional congruity, exploring also 

the interdependencies between them, in the effort of proposing more comprehensive models of 

product/brand choice (e.g., Choi & Reid, 2016; Hung & Petrick, 2011; Kang et al., 2012; Kressmann 

et al., 2006; Sirgy et al., 2005). Regarding tourism, functional congruence generally refers to 
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consumer evaluations of performance attributes of a destination (i.e., atmospherics, destination 

services, economic convenience), with respect to their aspirational level of performance attributes 

(Ahn et al., 2013; Sirgy & Su, 2000). Evaluations related to these attributes strongly influence tourist 

behavior (Sirakaya &Woodside, 2005). Despite functional congruity is considered as a relevant 

construct in tourism research, as far as it is known, the construct has never been related to active sport 

tourists. In this paper, functional congruity has been operationalized regarding the functional 

attributes of an event hosting destination. 

As in the case of self-congruity, functional congruity is believed to have direct effects on post-

purchase outcomes, such as satisfaction (Chon & Olsen, 1991). Sirgy and Su (2000) theoretically 

illustrated the role of functional congruity in predicting tourist behavior. Utilitarian attributes of a 

destination are aimed to fulfil tourist basic needs such as convenience, security, relaxation, and 

accessibility (Ahn et al., 2013). Consequently, it is likely that a higher functional congruity exerts a 

beneficial effect on satisfaction. 

This leads to the definition of another research hypothesis: 

H2: Functional Congruity has a direct effect on Satisfaction 

Satisfaction 

Consumer satisfaction is a key concept in tourism research and practice (Chen & Tsai, 2007). This 

concept can be considered as broad and holistic, referring to the post-purchase stage of consumption 

(i.e., of a holiday, Fornell, 1992). Due to its holistic nature, some studies suggest the adoption of a 

single, global measure of satisfaction (e.g., Baloglu et al., 2003). Behavioral intentions can be 

conceived as the outcome of consumer mental processing, converting motivation into actual, future 

behavior (Jang et al, 2009). Tourism research generally refers to behavioral intentions as revisit, or 

recommend intentions (Baloglu et al., 2003; Prayag, 2009). Sport marketing and tourism literature 

widely agree in stating that a positive relationship between satisfaction and behavioral intentions 

exists (e.g., Biscaia et al., 2012; Kaplanidou & Gibson, 2010; Prayag & Grivel, 2014; Shonk & 

Chelladurai, 2008). This leads to the formulation of: 

H3: Satisfaction directly influences behavioral intentions. 

Involvement in sports 
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Involvement is an indicator of the psychological connections (Funk, Ridinger, & Moorman, 2004), 

of the perceived personal relevance (Kyle & Chick, 2002), and of the individual commitment towards 

a certain activity, experience, or location (Gross & Brown, 2008). 

Many studies have also pointed out the influence of involvement on a wide range of consumersô 

perceptions, such as product/service quality (Tsiotsu, 2006), satisfaction (Richins & Bloch, 2001), 

and value. Service/brand loyalty and product involvement also appear to be positively related (Beatty 

et al., 1988; Pritchard et al., 1999). As noted by Chen and Tsai (2008), involvement towards a certain 

object of interest (i.e., product, service, or location), is an important determinant of consumersô 

behaviors and evaluations. 

In tourism, studies on activity involvement appear highly significant in understanding touristsô 

behavior (Lee,Graefe, & Burms, 2007; Lee & Chang, 2012). Moreover, it has been demonstrated that, 

increased touristsô activity involvement tends to influence consumer sensitivity to activity attributes, 

to influence perception of activity importance, commitment, and destination loyalty intentions 

(Bricker & Kerstetter, 2000; Gahwiler & Havitz, 1998; Lee et al., 2007). 

Consequently, involvement is a widely-used construct in leisure and tourism literature. Havitz and 

Dimanche (1997) define involvement as ñan unobservable state of motivation, arousal or interest 

toward a recreational activity or a productò. In the case of sport consumers, learning and involvement 

appear to be related to some extent (Mullin, Hardy, & Sutton, 1993). Zhang, Smith, Pease, and Maher 

(1996) point out that knowledge about a certain sport event can predict attendance to the sport event 

itself. However, in contrast with the wider attention the construct has received in other fields, like 

leisure research (e.g., Havitz & Dimanche, 1997; Sato et al., 2016), in sport management in general 

(e.g., Vlachopoulos et al., 2008), and in sport tourism, involvement is an underexplored topic (Beaton 

et al., 2011); moreover, the relationship between involvement, satisfaction, and intentions has not 

been fully investigated (Leo & Beeler, 2009). However, despite its limited application, involvement 

appears a key construct in identifying the major drivers of consumption, and attitude formation in 

sports (Funk et al., 2003; Lascu, et al., 1995). In their literature review, Beaton et al (2011) suggested 

that ñsport involvement is present when individuals evaluate their participation in a sport activity as 

a central component of their life and provides both hedonic and symbolic valueò (p. 128). The 

existence of cognitive and affective dimensions in involvement (e.g., Shank &Beasley, 1998; 

Zaichkowsky, 1994) have been also emphasized in literature. The present study adopts such 

multidimensional view of the construct. 



 

204  

 

Emotions have been found to affect consumersô information processing (Bagozzi et al., 1999). 

Satisfaction has been defined as an emotional response based on a holistic view of a phenomenon 

(Cronin, Brady, & Hult, 2000). 

In the context of recreational settings, it has been suggested how, individuals showing more 

involvement in an activity are more likely to stay loyal (e.g., Havitz & Dimanche, 1997; Iwasaki & 

Havitz, 2004). Higher involvement has been showed to be an important predictor of higher 

participation to sport events, and of higher spending on event-related products (e.g., Beaton et al., 

2011; McGehee et al., 2003). In examining (passive) sport touristsô behavior, Brown et al (2016) 

pointed out the positive, direct impact in terms of satisfaction of touristsô degree of sport involvement. 

In a nutshell, the level of involvement that a consumer exhibits with respect to a certain object of 

interest works as an important determinant of consumer evaluations and behaviors (e.g., Chen & Tsai, 

2008). Scholars suggest that, the level of consumer involvement might change according to consumer 

attitudes and perceptions, especially with respect to service quality, perceived value, and satisfaction 

(e.g., Bloemer & de Ruyter, 1998; Lai & Chen,2011). 

The above considerations lead to the following hypotheses: 

H4: Satisfaction has a positive, direct effect on Sport Event Involvement 

H5: Sport Event Involvement has a positive, direct effect on Behavioral Intention. 

Self-congruity evaluations deal with product/service symbolic meanings. A positive consumer 

evaluation in terms of self-congruity leads to a stronger consumer involvement with the product, 

service, or brand (Bosnjak & Rudolph, 2008; Kressmann et al., 2006; OôCass, 2000; Sirgy et al., 2000, 

2008; Xue, 2008; Zaichkowsky, 1985). Moreover, such relevant reinforcement in terms of consumer 

involvement creates the necessary motivation for the consumer to proceed with the next step in 

congruence evaluation, that is, evaluating functional attributes and devoting time and resources to 

such evaluation. Hence: 

H6: Self-congruity has a direct effect on sport event involvement. 

Functional and utilitarian evaluations are likely to impact too on emotional reactions of consumers. 

For example, Park et al (2006) suggest that people are likely to develop attachments with those 

offerings satisfying their needs. From this point of view, it should be recalled that, in the case of 
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destinations, performance attributes (i.e., the object of consumer functional evaluations) are mostly 

related to the satisfaction of those fundamental needs of tourists, such as security, convenience, 

relaxation, and so forth. 

Congruity research suggests that consumers attribute to products and brands specific personalities. 

Brand personality has been repeatedly indicated by research as a potential key source of brand equity 

(Aaker, 1996; Bodet & Chanavat, 2010). The importance of brand personality has been also 

confirmed in the case of tourist destinations (Usakli & Baloglu, 2011), and for sport consumption 

contexts (Alexandris, 2016; Lee &Cho, 2009). By bringing attribution theory to congruity research, 

one could argue that, satisfaction will be a function of the attributes of certain 

products/services/brands. The higher the consumer perceived matching (both in functional and in self-

image terms), the higher satisfaction is likely to be. Several studies argue how, if service levels match 

with consumer expectations, this will also have an impact on involvement (Bloemer & De Ruyter, 

1998; Lai & Chen, 2011). Thereby: 

H7: Functional congruity has a direct effect on sport event involvement 

The moderating effect of training background 

Some scholars (e.g., Dagger & Sweeney, 2007) suggested that, longer-term and novice customers 

assess services differently. Longer-term consumers can count on a larger amount of relevant 

information regarding the purchase (i.e., they have gone through it many times). In the case of longer-

term consumers, credence qualities are more relevant in their service evaluations (Dagger & Sweeney, 

2007). Oppositely, novice consumers explore more the actual qualities of the services in doing their 

evaluations (i.e., they are likely to be in a novel, quite unexplored context). Different levels of 

consumer experience impact on consumer evaluations of products and services, in different ways. For 

example, Dagger and OôBrien (2010) explained how, the higher consumer experience, the more 

consumers are enabled to acquire relevant information to fully evaluate their experience. In this sense, 

thereby, even the major drivers of consumer satisfaction and/or loyalty might vary according to 

different levels of experience (Mittal & Katrichis, 2000). 

This suggestion is particularly relevant both for scholars and service providers: it highlights the need 

to capture the actual drivers of loyalty and satisfaction that might vary according to different groups 

of consumers, identified according to different levels of product/service experience. This in turn 

suggests the need for companies and service providers to pay attention to these varying needs that 
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might be vital to define differential strategies to acquire new consumers, and retain existing ones 

(Mittal & Katrichis, 2000). 

Many studies confirm such suggestion. For example, Alba and Hutchinson (1987) demonstrated how 

novel and experienced consumers give differential importance to the same product attributes, due to 

their different levels of knowledge and experience. Mittal et al (1999) as well as Mittal et al (2001) 

suggested that, the relationship between service attributes, satisfaction, and customer loyalty is likely 

to be dynamic, and to vary according to different consumption stages. Moreover, Dagger and OôBrien 

(2010) showed that the major determinants of consumer loyalty in the case of experienced and novel 

consumers might be different: in this sense, satisfaction was a prominent driver of loyalty only in the 

case of new customers. Mittal et al (2001) noted that specific service attributes impact differently on 

consumer satisfaction, according to the level of consumer experience. In their study of healthcare 

services, Dagger and Sweeney (2007) found that service quality significantly impacted on behavioral 

intentions only in the case of novice customers. 

Active sport tourism entails a direct participation to sport activities. The sport activity plays a central 

role in the touristic experience: participants are strongly involved in the proposed activities, also from 

a technical point of view. Given that, and following the discussion above, in the specific context of 

active sport tourism, consumer/tourist experience might be referred to the sport activity. The 

knowledge accumulated by tourists might lead to different evaluations (i.e., more or less detailed, or 

making more or less difficult evaluating the eventsô attributes). Funk et al (2007) noted that, in any 

case, prior involvement in the sport activity proposed by a certain event is a significant predictor of 

the participation to the event. 

From the discussion above, the following hypothesis derives: 

H8: Training experience of active sport tourists moderates all the relationships presented above. 

Figure 1 depicts the theoretical model.
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METHODOLOGY AND RESULTS 

Data were collected in four international triathlon sport events (Triathlon Sprint Revine Lago; Rimini 

Challenge, Italy; Triathlon Internazionale di Bardolino, Italy; IRONMAN Klagenfurt, Austria) 

through questionnaires administered to attending athletes between May and June 2015. 885 valid 

responses were collected. Construct measurements were based on previous research. Regarding the 

measurement part of the specification process, a first step defines the number of factors at play. 

Starting from Self-Congruity, two factors emerge clearly from EFA, respectively related to the real 

(5 items) and ideal (4 items) self-perception; CFA shows that these two factors can be used as latent 

indicators of an overall second-level factor for Self-Congruity, including both real and ideal items. 

As for the functional congruity construct, EFA shows the presence of 3 distinct factors (Natural 

Resource & Infrastructure, Leisure, and Facilities & Comfort), each measured by 3 items; in this 

case the overall CFA model does not allow to incorporate them in a unique second-level factor. 

 

Thus, together with Self Congruity, Natural Resource & Infrastructure, Leisure and Facilities & 

Comfort will be considered as different exogenous antecedents of the endogenous variables of 
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interest: Satisfaction (4 items), Sport Event Involvement (4 items) and Behavioral Intentions (3 

items). 

The structural model presented in Figure 1 is a recursive one, in which all exogenous variables have 

an effect on Satisfaction (H1 and H2) and on Sport Event Involvement (H6 and H7), which also 

depends on Satisfaction itself (H4). Finally, Behavioral Intentions depend on Satisfaction (H3) and 

Sport Event Involvement (H5), which therefore act as mediators of the effects of the exogenous 

variables on behaviors. 

The estimation results are in the first column of Table 1. The model shows a discrete level of all fit 

measures, allowing to interpret the results to test hypotheses. The data confirms all hypotheses, with 

the only exception ofsome specific effects from functional congruity factors: while Natural Resource 

& Infrastructure has a significant effect both on Satisfaction and Sport Event Involvement, all effects 

of Leisure and Facilities & Comfort are not significant. 

Finally, the use of modification indexes shows that some originally neglected direct effects on 

Behavioral Intentions (Natural Resource & Infrastructure and Facilities & Comfort) are indeed 

significant. Thus, the mediation hypothesis is only partially verified in our context. 

The last two columns of Table 1 show the estimates of a multigroup SEM aimed at testing the 

moderation hypothesis of training intensity. There are two, significantly different parameters, both 

regarding the direct effects on Behavioral Intentions: the effect of Satisfaction is only significant for 

High Intensity Training backgrounds triathletes, while the effect of Facilities & Comfort in only 

present for Low Intensity Training ones. 
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DISCUSSION AND CONCLUSIONS 

First, the whole model without moderation is considered. Then, the moderated model will be 

commented. For both models, all the proposed hypotheses are significant. 

Self-congruity appears to be a quite strong antecedent of satisfaction and involvement. This is in line 

with results of extant research (Ahn et al., 2013; Kressmann et al., 2006). 

The effect of self-congruity and of (some) components of functional congruity evaluations remarks 

the importance of developing synergies between the event-related components, and destination 

related components. Sport eventsô perceived image appears to be a determinant component for active 

sport tourists. However, destinations are likely to have a relevant, complementary role. The centrality 

of the sport experience in the touristic experience is confirmed by the significant impact of sport 

event involvement on ultimate behavioral intentions. 

 

Of particular interest, both for consumer researchers and sport and tourism marketers is to deepen 

the relationship destination-event in sport tourism. From this point of view, results of this study 

suggest a careful management of the structure and the value proposition of the combined sport-

touristic offering. The point is raised looking at the different significances of the single functional 

attributes related to the event. Note how, for example, attributes related to facilities and comfort, and 

leisure-related characteristics are not significant at all with respect to tourist satisfaction, while other 

factors, like available natural resources and infrastructures turn out to be significant. In some sense, 

these results confirm suggestions of Bosnjak et al (2016), suggesting a high relevance of the sport 

activity itself, over and above the different contents of the offering. In other words, active sport 

tourists might pay high attention to the evaluation of technical characteristics of the event, related, 

for example, to the possibility of performing the sport activity without difficulties, and obtaining all 

the necessary technical support. This should not suggest that destination is irrelevant at all in 

determining ultimate evaluations of consumers: infrastructure and natural resources appear as 

significantly influencing consumer satisfaction and involvement. This confirms previous research, 

suggesting an interdependence between sport-related and tourism-related elements. Such 

interdependence might be particularly relevant for disciplines entailing a strong interaction with the 

surrounding territory, like triathlon. 

 

The introduction of the moderating effect of training background provides some additional insights. 

The majority of the relationships and their interpretations are mostly confirmed. Note that, the 

ñFacilities & Comfortò functional attribute is only significant for low-intensity training athletes. In 

addition, the effect of satisfaction is only significant -highly significant- for high-intensity athletes. 
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Active sport tourists appear strongly committed to their respective disciplines. Particularly, as the 

sport discipline absorbs a significant amount of resources in individualôs lives (i.e., denoted by a 

high-intensity training), the sport event per se is highly valued by individuals. In this sense, they are 

strongly driven, in their future intentions, by the experienced level of satisfaction. Highly-trained 

active sport tourists (i.e., experienced) are likely to be closer to an athlete, rather than to a tourist. 

Through their relevant experience, they have developed such an expertise and a technical 

competence, so that they are likely to technically evaluate sport events to which they participate (or 

have participated in the past). Technical aspects are likely to be too strongly relevant for them (see 

the relevance of the attribute Natural Resources & Infrastructures: they are functional to the triathlon 

competition). Such evaluative ability is very likely to be a stringent selection criteria among the 

different, available events. The destination is thus incorporated into a wider system of offering, 

which is more complex to manage than a traditional touristic offering system. 

 

Low intensity athletes (i.e., less experienced customers) tend to show more moderate tendencies. For 

them, only the facility/comfort component is significant, suggesting that these individuals value 

more the leisure side of the experience. Sport and tourism amalgamate there under the leisure 

domain, leading to a less extreme consumer, which is likely to seek a challenging, involving 

experience, without giving to it totalizing meanings. 

The discussion above provides a relevant suggestion for sport tourism marketing, remarking the need 

to carefully screen demand, and to consider needs of a multifaced clientele. Marketers must be aware 

of the need to develop differential strategies, and, more in general, of the need to create events that 

must interact, complement surrounding environment, not being just means of touristic promotion. 

They should create themselves value for the customer. Results provided are of interest both for 

tourism and sport research, and suggest the need to further explore such contexts, which pose at the 

edge between sport consumer behavior and tourism consumer behavior. There is an increasing need 

to explore the interrelations between motivations, different event attributes, and consumer 

preferences. 

 

Some limitations of the study can be identified. First, the study includes only a moderating variable 

(i.e., training background). The model could be further extended by adding other moderating 

variables, such as travel motivation, lifestyles, or psychographics. Second, the study is limited to 

European events: additional insights might be derived by extending the study outside the European 

boundaries. Finally, the cross-sectional nature of data; further research efforts might explore the 

proposed relationships over time. 
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Abstract 

Everyone has the right to travel whether they are disabled or not. Disabilities are divided into sub 

categories and vision disability is one of them. There are some implementations of. Museums for 

visually disabled persons but there was very few information about the expectations, satisfactions 

and the difficulties of visually impaired persons who travels. The aim of this study is to determine 

the expectations, satisfactions and the difficulties of visually impaired persons who travel the 

museums. For this reason, qualitative methods were used for designating the expectations, 

satisfactions and the difficulties of visually-impaired persons who visits accessible museums in 

Istanbul. 

Key Words: Visually impaired person, accessible museum, accessibility. 

INTRODUCTION 

Disabled people are referred as the next consumer niche (Prager, 1999). Travelling for relaxing, 

having good time and getting around is a human right and it is not only for non-disabled people 

rather for all humans whether disabled or not (Ozturk, Yayli, & Yesiltas, 2008). That shows the 

importance to discuss the needs and motivations for disabled people. The reason of its importance is 

very simple, the group is large and unfortunately itôs growing every day. 
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At the United Nations 85th plenary meeting, some Standard Rules on Equal Opportunities for People 

with Disabilities were adopted. For example, few of these rules are related to the tourism sector 

(ENAT, 2007). 

¶ Rule 1: Awareness-raising. Countries will increase their awareness of society on the rights 

and needs of people with disabilities. 

¶ Rule 5: Accessibility. Countries will ensure to provide accessible environments. 

¶ Rule 10: Culture. Countries are supposed to ensure that people with disabilities are integrated 

and participate in cultural activities. 

¶ Rule 11: Recreation and Sports. Countries will make accessible areas for sportive and 

recreative activities for disabled people. 

As Darcy (2002) stated in his study, there are socially constructed barriers that exclude disabled 

people to participate in social activities. Recent studies about disabled people attend in tourism 

activities was limited (McKercher, Packer, Yau, & Lam, 2003; Shaw & Coles, 2004). Some 

researchers examined the hotel facilities and the view of hotels and travel agents (Blichfeldt & 

Nicolaisen, 2011; Bulgan & Carikci, 2015; Ozturk, Yayli, & Yesiltas, 2008; Wazzan, 2015) on the 

other hand some researchers focused on the needs and motivations for disabled people especially for 

physically disabled people (Daniels, Rodgers, & Wiggins, 2005; Darcy S. , 2010; Kim, Stonesifer, 

& Han, 2012; Ray & Ryder, 2003;  Shaw & Coles, 2004) and very few researches were studied about 

the destination competitiveness and accessible tourism information system for disabled people 

market (Darcy & Dickson, 2009; Michopoulou & Buhalis, 2013; Villa, Darcy, & Gonzales, 2015). 

But we may point out one important issue, attending on tourism activities is not only staying in the 

hotel. In one hand hotel facilities and reachability to the destination are very important factors for 

disabled people to feel comfortable during their vacation. On the other hand, to have a complete 

holiday experience attending in social activities in the cities is substantial and museum visits are one 

of the most important parts to learn the destination. In this point the importance of accessible 

museums appears and this issue deserves more attention from the academia because visiting a 

museum is not only a touristic activity furthermore it is a cultural activity for residents. Existing 

literature about accessible museums have focused on evaluate museumsô accessibility from the side 

of museums and creating technologies to make the museums more accessible ( March, Wiener, 

Naghshineh, & Giusti, 2005; Mesquita & Carneiro, 2016). The studies in this field are restricted to 

clarify the expectation, satisfaction, difficulties and the needs of visually disabled people. The 

attention is more on physical access than sensory access about museums accessibility (Argyropoulos 



 

215  

 

& Kanari, 2015). Therefore, the aim of this study is to identify the expectation, satisfaction and the 

difficulties of people with visual impairments to visiting museums. With this purpose, interviews 

have been conducted with authorized people in associations for visual impairments based in Istanbul. 

The reason to choose these associations is that the most authorised people are in this non-profit 

associations, since they are responsible on the needs and claims as well as they are responsible to 

minimize the difficulties that visually disabled people are facing and all these authorised people are 

visually disabled. 

LITERATURE REVIEW 

World Health Organization defines disability as an umbrella term, which includes impairments, 

activity limitations, and participation restrictions. Over 1 billion people have disability. This means 

1 in 7 people. 200 million people need glasses or other low vision devices, 70 million people need a 

wheelchair, 360 million people globally moderate to profound hearing loss (World Health 

Organization, 2016). According to Population and Housing Census in Turkey, TUIK stated that 

proportion of Turkeyô population who have at least one type of disability is %6,9. This figure shows 

that %5,9 of male population and %7,9 female population are disabled (TUiK, 2011, s. 79). Disabled 

people, are more likely to experience less socioeconomic outcomes as less education, less 

employment etc. than persons without disabilities. Despite all these facts global awareness of 

disability-inclusive development is increasing. The United Nations Convention on the Rights of 

Persons with Disabilities (CRPD) supports the persons with disabilities with full integration in 

societies (The World Bank, 2016). 

ICF (International Classification of Functioning, Disability and Health) approved on May 22, 2001 

on The World Health Assembly. According to ICF, ña disability is a condition or function judged to 

be significantly impaired relative to the usual standard of an individual or group. ò. Another definition 

of disability was made by The Equality Act. The Act defines ña disability is a physical or mental 

impairment which has a substantial and long-term adverse effect on a person's ability to carry out 

normal day-to-day activities.ò (The Equality Act,. 

Disability is a wide term, which can be divided into different sub-categories as following (Disabled 

World, 2016): 

a) Mobility and physical impairments,  

b) Spinal cord disability  

c) Head injuries ï brain disability  

d) Vision disability  

e) Hearing disability  

f) Cognitive or learning disabilities  
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g) Psychological disorders  

h) Invisible disabilities 

Impairment and disability have close meanings. But authors have been exposed some key points 

between impairment and disability. Basically impairment is the functional limitation but disability 

is the loss of opportunities to take part in the normal life, owing to physical and social barriers 

(Hughes, 1999). 

Visual impairment impacts on all aspects the quality of personôs life (Tadic, Lewando Hundt, Keeley, 

& Rahi, 2014). World Health Organization (2016) stated that 285 million people are visually 

impaired and the 39 million are blind. ñVisual impairment refers to a significant functional loss of 

vision that cannot be corrected by medication, surgical operation, or ordinary optical lenses such 

as spectaclesò (Department of Health HKSAR, 2008). Visual impairment can be mild or moderate 

but also includes total or functional blindness (National Eye Institute, 2016). Verma and Arora 

(2016) stated in their study that visual impairment is also known as sensory disability since vision is 

one of the five senses of the body. Some of the common visual impairments are scratched cornea, 

scratches on the sclera, diabetes related eye conditions, dry eyes and corneal graft. These injuries 

may result into some serious problems such as blindness or ocular trauma (Disabled World, 2016). 

A legally blind person whose visual field is less than an angle of 20 degrees. It has been also proved 

that the ninety percent of individuals who are defined as legally blind have some useful vision or 

light perception. Which means total darkness is rare (The University of Texas In Austin, 2016). 

Disabled personô willingness to travel may vary with their hearing, speaking, seeing, orthopedically 

disabilities. Therefore, peopleô disabilities should be considered when designing indoor. The 

planning of a proper building for disabled people must be done in advance. However, some changes 

for disabled people can be implemented after the building raised (Pehlivanoglu, 2012, s. 28). Over 

the past decades the awareness of accessible museums for disabled individuals has been increased. 

This increasing awareness has also changed the roles that museums must have in 21st century 

(Argyropoulos & Kanari, 2015). It is crucial to make a deep investigation on user requirements, to 

design a system to accommodate the needs of disabled market (Michopoulou & Buhalis, 2013). 

European Network of Accessible Tourism defines the accessibility, a basic feature of the built 

environment. Which allows people to reach, enter, exit and use the houses, shops, theatres, parks in 

a word the whole environment (ENAT, 2007). 

Before we look into the term of accessible museum, it is essential to check the definition of museum. 

The first definition of museum was made by International Council of Museum (ICOM) in 1964. 

Since 1964, ICOM updated this definition. According to the latest definition, ña museum is a non-

profit, permanent institution in the service of society and its development, open to the public, which 
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acquires, conserves, researches, communicates and exhibits the tangible and intangible heritage of 

humanity and its environment for the purposes of education, study and enjoymentò (ICOM, 2016). 

Many previous researchers have focused on evaluate museums from the visitorôs side, in tourism 

perspective (Braun-La Tour, Hendler, & Hendler, 2006; Beeho & Prentice, 1995; Jansen-Verbeke 

& Van Rekom, 1996; Mafuya & Haydam, 2005; Nowacki, 2005; Tufts & Milne, 1999). Few of the 

researchers have focused on the features of museum, such as accessibility of museums. Mesquita 

and Carneiro (2016) identified strategies for museum to increase their accessibility by visitors with 

visual impairments. They analysed 28 museums in London, Paris, Madrid and Lisbon and proved 

that the European museums are more likely to implement strategies for mobility and eligible 

information. Another research on experience of individuals with visual disabilities was made by 

Argyropoulos and Kanari (2015). They stated that the requests of visually disabled individuals are 

in contrast with one of the most important missions of museums, which is displaying the art work 

and protecting at the same time. March, Wiener, Naghshieneh and Giusti (2005), focused on creating 

accessible science museums for visitors with visual impairments with user-activated environmental 

audio beacons. They introduced a system called Ping, which is a cell phone based programme and 

allows to navigate people to exhibit the museum. Sen, Celik Yetim and Bilici (2014) stated that 

firstly visitor should reach the destination to access to the museums. 

Streachay and Annis (2012) stated suggestions as below for the accessibility of museums and parks 

for people with visual disabilities: 

1. Braille signage designed appropriately and they should be placed in easily discoverable 

places. 

2. Audio descriptions, large print and braille should provide the same information as the 

standard printed documents. 

3. Descriptive signs for the artwork should be large also large sans-serif fonts should be used 

with highly contrasting colours. 

4. Audio-described tours should provide navigation that allows the patron to skip around when 

listening to descriptions. 

5. Staff should be well trained to interact effectively with disabled people. 

6. Visual displays and electronic signage should have large fonts in highly contrasting colour 

schemes. 

7. Objects should be placed in front of high-contrast backgrounds. 

8. Lighting should be designed to reduce glare. 

9. Museums should provide access through senses beyond sight. For example, some museums 
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have smaller tactile version of the art work to allow patrons to feel the shapes and the design. 

Accessibility has gained more attention in European countries in the last decades. If we look into 

Turkey, the term of accessibility is far more new. In 2013, Istanbul Metropolitan Municipality has 

launched ñAccessible Istanbul for All Projectò. Aim of the project is to bring Istanbul on competitive 

edge in global tourism. The Project contributes especially the accessibility of museums in Istanbul 

(Ministry of Culture and Tourism, 2013). This project contains 21 museums in Istanbul, Topkapi 

Palace, Hagia Sophia, Istanbul Archaeological Museum, Chora Museum, Great Palace Mosaic 

Museum, Turkish and Islamic Arts Museum, Istanbul Museum of the History of Science and 

Technology in Islam, Rahmi M. Koc Museum, Istanbul Museum of Modern Art, 

Istanbul Aviation Museum, Sakip Sabanci Museum, Istanbul Toy Museum, Yildiz Palace, Galata 

Mawlavi House Museum, Miniaturk, Panorama 1453 Historical Museum, Basilica Cistern, City 

Museum, Istanbul Fire Museum, Asiyan Museum, Cartoon and Humor Museum. 

Since 2013, the museums got more accessible in Istanbul. Istanbul Health Directorate has launched 

a Guidebook for Accessible Museums. This Guidebook has more focused on physical accessibility. 

Few rules have been defined for the people with visual impairments. Such as audio descriptions, 

large fonts and highly contrasted colour schemes in visual displays, the ability of touch the artwork 

and guide dog implementations (Istanbul Saglik Mudurlugu, 2013). 

RESEARCH METHODOLOGY 

Qualitative method interviews were used in order to designate to expectations, satisfactions and the 

difficulties of visually-impaired persons who visits accessible museums in Istanbul. A semi-

structured interview was used to obtain data. The questions were related from the literature (Akinci 

& Sonmez, 2015; Pehlivanoglu, 2012). 

The questions of this study are below. 

What is your opinion about the accessible museums in Istanbul? 

Are you satisfied with the guidance services on accessible museums? 

What is visually-impaired personôs expectations from the museums and what developments can 

made for accessible museums? 

Within the scope of this research, convenience sampling method was used and get in contacted with 

association about visually-impaired persons. Interviews was made with 8 different persons from 4 
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different associations. After the repetition of the data, eight interviews were found enough and the 

interviews were terminated. The data was obtained from June to July in 2016. The interviews were 

recorded and transcribed with the permission of interviewers. Right after the interviews, the acquired 

data was listened by researchers and computerized. 

Total of 30 pages was obtained after computerization. The data was evaluated by researchers 

separately. After the evaluation researchers were clustered their findings and descriptive analysis 

method was used to finalize the analysis. Table 1 shows the participants of this study. 

Table 1 

Participants of this study  

Participant 1 GETEM 

Participant 2 GETEM 

Participant 3 Turkiye Beyazay Dernegi 

Participant 4 Turkiye Gorme Engelliler Dernegi 
 Genel Merkezi 

Participant 5 Altinokta Korler Dernegi 

Participant 6 Altinokta Korler Dernegi 

Participant 7 Altinokta Korler Dernegi 

Participant 8 Altinokta Korler Dernegi 

 

FINDINGS What is your opinion about the accessible museums in Istanbul? 

It was occurred that there was a general opinion about the ñaccessibilityò of the accessible museums 

in Istanbul. The interviewers stated that there were many deficiencies in accessible museums and all 

attendants were criticised the accessibility of the museums in Istanbul. Also, according to attendants 

the accessible museums in Istanbul was formed for physically disabled persons but not formed for 

all disabilities. Considering from the point of visually-impaired persons, it was stated from all 

interviewers that the historical artefacts which showed in accessible museums should imitated and 

customised as sense organs respectively tactual sense, sense of hearing even the sense of smell. 

About this topic the P1 was specified that: ñFirstly either I can touch the historical artefacts or it 

must be a replica that I can touch in museums.ò Likewise, P2 was showed the importance of sense of 

hearing beside the tactual sense with this statements: ñThere are two important organs for visually-

impaired persons. One is hand another is ear. There is a school which named ñGoren Ellerò. 

Therefore, one reads the letter with his hand and uses the devices with his hands. These two 

forefingers are maybe the most important organs after the brain and heart. So it is very important use 



 

220  

 

this effectively. ò In addition to this P3 stated that: ñI remember what I touch. For instance, I can 

say sense of smell and heat. We can add the heat as a touching sense. ò With this statements P3 was 

emphasised the importance of the sense of smell and the heat. In addition to all these, unlike the 

other participants P4 was stressed the depth perception. About the depth perception P4 was stated 

the importance of the education of depth perception to visually-impaired persons with these words: 

ñThe depth perception is not taught for visually-impaired persons in Turkey. For this reason, even if 

the statues were made as a true copy, visually-impaired persons cannot comprehend the historical 

artefacts with touching. For example, distinction between Jesus statue and virgin Mary statue all but 

impossible for visually-impaired persons in Turkey. ò 

Are you satisfied with the guidance services on accessible museums? 

It was stated that visually-impaired persons could not visit the museums alone. Also, the practises 

about accessibility which made in museums were not proper for visually-impaired persons to visit 

alone. On the basis of accessibility, people with disabilities have right to visit museums alone as 

others but as stated by attendants they could not visit the accessible museums in Istanbul alone, they 

visit museums with a guide or a companion. In addition to this it was occurred that there were 

different opinions about the guidance services. 

P1 was expressed this statements about the importance of education for guides about the visually-

impartments: 

ñGuides should not tell the place like there is something here and there. They need to train the guides. 

Visually- impaired persons can join a tour so you should train guides for them. How can you express 

the details of something in museums? What it means to tell visually-impaired persons like ñthere is 

somethingò.ò About the qualifications of guides P4 statements were: ñGuides have an impact like 

hearing on radio or television for us. ò Different from these statements, P5 following statements were 

indicated that the guides were sufficient: ñIt is impossible to visit museums alone. ... You can find 

the guides sufficient.ò P6 commented about guideôs sufficiency with this statements: ñGuides have 

to narrate to 15-20people at one time, it is very hard to ask a question and also, there is a limited time 

to description for guides so the benefit for us is limited. ò Guide services were insufficient for all 

disabled people as P7: ñGuide services were enough for who can hear but it was insufficient for 

deaf-mute. Because deaf-and mute persons cannot understand what the guides tell. It would be more 

beneficial to make some adjustments for all disabilities. ò 

What is visually-impaired personôs expectations from the museums and what developments can 

made for accessible museums? 
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There was a mutual opinion about accessibility of museums, the expectations of visually-impaired 

people were to make necessary regulations for all disabilities. Specially to understand the meanings 

of historical artefacts for visually-impaired people it is important to make regulations that conducive 

to understand with sense organs. In addition to this, beside the regulations of accessibility, it was 

addressed that the ability to understand the details should be taught for the visually-impaired people. 

P1 stated the importance of the sense organ to understand the historical artifacts and the 

expectations with this statements: ñAs a visually-impaired our expectations are basically sense of 

touching, sense of hearing and understanding. ... Before the visitation of museums, I need to access 

their brochures. ... In this case they are thinking about visually-impaired persons if they send us 

brochures typed in Braille alphabet. ... For example, if they made an announcement on their website 

and putted a description about the pictures, if they think this we could tell that they made a regulation 

for me. ò In addition to this P5 added these statements: ñWe need right to travel alone. We need 

roads with embossed. ... it would be better for visually-impaired persons if there is audio system that 

helps visually-impaired persons to navigate where they are and what is around. ò P4 had a different 

point of view, not only the arrangements for accessibility in museums he suggested an education for 

visually- impaired persons to understand the artefact in the museums with these statements: 

ñMinistry of culture and tourism thinks in an economic way in this as usual. The entrance of 

museums is free for us even it is free for our companion. I wouldn't mind if there is entrance fee it is 

not important for me to enter museums, I am happy in the museums, I need to be at peace with myself 

for this they have to arrange the place and I need and education to gain benefit from the museums.ò 

For the development of accessibility of museums P3 stated these suggestions: 

ñThey can make a little cabin and you can make simulations which I can sense all the things. It is 

ever so easy. For example, visually-impaired persons can enter this cabin and they can have 

everything at oneôs fingertips so you can solve everything with this simulation. You need to define 

the aim well.ò 

CONCLUSION 

Museums are important foundation that have a significant contribution for protecting countriesô 

corporeal and moral heritage and have an important affect for the development of countries. Whether 

they are disabled or not every person have a right to visit museums, have a great time and learn. 

However, disabled people have both physical and motivational challenges to visit the museums. 

Especially for the visually-impaired persons, the visiting of a museum brings alone different 

challenges. Therefore, it is important to investigate sufficiency of the arrangements on the museums 

for visually-impaired persons. 
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In this study, most of the participants criticized the accessibility and indicated that there were many 

deficiencies of the museums in Istanbul. Also the participants were stated that there were traffic 

problems in Istanbul. Similarly ķen, Qelik Yetim and Bilici (2014) stated that the importance of 

transportation. The most important expectations of visually-impaired persons were the making the 

arrangements for their sense of touching, sense of hearing and sense of smelling. For visually-

impaired persons it is more important to understand the artefacts and understand the meanings of 

this objects rather than visiting the museums. Therefore, it is substantial to make the arrangements 

for visually-impaired personsô touching, hearing even smelling senses. The sense of touching helps 

to understand an objects and helps to remember it after for visually-impaired persons. For this they 

need an education of depth perception. Nevertheless, there is no education of depth perception in 

Turkey mostly it does not mean anything to make imitations or to touch the objects, artefacts or 

imitations for visually-impaired persons. Because, without a proper education the visually-impaired 

persons cannot understand means of the object directly. Streachay and Annis (2012) suggested 

braille signs designed appropriately to discover places, audio descriptions, large prints, and well 

trained staff for accessibility of museums. As March, Wiener, Naghshieneh and Giusti (2005) 

focused on their study to create visual impairments with user-activated environmental audio beacons 

for visitors. In addition to this Akinci and Sonmez (2015) stated that if the psychical conditions of 

museums restored, disabled people could be satisfied. 

Another important issue for the visually-impaired persons is the visiting museums alone. The 

problem of visiting the museums with a group is not to understand the guidesô narration or the 

deficiency of verbal narrates. To understand a visually-impaired person one need to be a visually-

impaired thus guides should not be expected as sufficient even if they were trained. At this point, 

bottom line is to give the equal rights to travel for every person. The arrangements should be done 

for visually-impaired persons to visit museums without a companion. Naghshieneh and Giusti (2005) 

suggested in their study that a cell phone based programme was introduced to allow people navigate 

the museum. 

Besides the expectations of arrangements for sense organs, participants indicated that there was not 

provided the physical conditions either. Similarly Dogru, Kaygalak, Miral Cavdirli and Bahgeci 

(2014) stated that the most complained subject was the physical conditions and the support of the 

infrastructure and technical equipment for disabled people. Also it was indicated that all people have 

a right to attend touristic activities even so the touristic activities has not been designing for disabled 

people so it is inhibiting the attendance of them (Yau, McKercher, & Packer, 2004; Yayli & Ozturk, 

2006, s. 87). In addition to this it is suggested that the arrangements must be done before the 

construction of the building and designed for all disabled people. As stated by Yau, McKercher and 
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Packer (2004), participating tourism activities for people with disabilities is more than removing 

physical barriers, it is a metaphor of recovery. 

There are number of limitation for this study. First, in this study interview method was used and only 

eight participants were attended on this study. Also convenient sampling method was used. For 

future research being conducting in this subject, it is desirable to add not only visually-impaired 

persons but also other disabled person. 
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Objective of the research: Emerging technology, as in every sector, necessitates the travel agencies 

to renew themselves. The transfer of accurate information to potential consumers quickly is a 

requirement of information age. This is why web sites are of great importance for businesses. The 

objective of this research is to evaluate the effectiveness of websites of the travel agencies. For this 

purpose, the websites of travel agencies in the Aegean region were subjected to content analysis. 

The main benefit expected from this research is to help the restaurant agency managers improve their 

web pages and to raise awareness of the sector by emphasizing the importance of this issue. 

Research method: Content analysis is a systematic review performed for making sense of 

information, documents or visuals obtained from various media and is a qualitative analysis method. 

For this, the content in the text or the visual is classified by specific dimensions, coded and 

summarized. In this study, 1362 websites were analyzed. Web sites were examined for the presence 

or absence of qualification and presentation according to a 32-item scale obtained from the literature. 

Research results and recommendations: According to the analysis results, almost all websites have 

information on company, product and communication. It has been determined that the information 

about products and services is not enough, the links to other sites are inadequate, the online services 

are too few scarcely any, and therefore a majority of the features required for effective use of 

websites are not found. Accordingly, it is beneficial for the owners or managers of the agencies to 

review contents of the website according to the shortcomings detected. 

Key words: Content analysis, web sites, travel agencies, tourism, marketing, internet technology, 

Aegean region 

The Internet has created many changes in our lives. The most important change is the greater 

availability of information. Thanks to the internet, customers have found the opportunity to collect 

information on topics such as alternatives, prices, details and product features, as they never have 
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before. Undoubtedly, all this information is effective on the buying decision (Bhatnagar & Ghose, 

2004a). Researchers have done a lot of research since the beginning of e-commerce, on issues such 

as the effects of electronic shopping (Alba et al., 1997), why consumers shop over the internet (Li et 

al., 1999), what the factors that could attract them to online shopping are (Bhatnagar & Ghose, 

2004b; Eroglu et al., 2001; Floah & Maldberger, 2015 etc.) and the neglect of consumer needs. 

Research regarding web sites on the other hand, have started in the late 1990s. Web content analysis 

and benchmarking in particular, have become the most researched fields by tourism researchers 

(Chiou et al., 2011). This is because the presence of a web site is important in order to strengthen 

customer relations and extend the market segment (Law et al., 2010). The fact that the web interface 

could increase in-store purchase (Bandyopadhyay et al., 2000) is effective in this case. Offering a 

superior web environment, cognitively locks customers and makes an impact on them becoming 

loyal customers later on (Gao & Bai, 2014). How potential customers view the web interface, is seen 

as a way to achieve sustainable competitive advantage (Richard, 2005). For this reason, design of 

websites and the content and manner of the information provided are important. There is a lot of 

research on which elements the web interface should include in the literature; features such as the 

validity and appearance of the information, its interaction, graphic style, navigation, ease of use, 

search functions, general site design-organization, order processing and hedonic elements are 

examined in lots of research studies (Ariely, 2000; Liang & Lai, 2002; Novak et al., 2000; 

ZhangandvonDran, 2000). 

A large part of the web research studies are on the retail sector. Retailers see the web (www) as a 

retail point of sale because of the national and international transportation network, low costs, 

constant innovation, information storage and most importantly the colourful image presentation 

capability (Eroglu et al., 2001). The retailers of the tourism industry are travel agencies. Today, 

holiday providers' services such as transportation, accommodation and entertainment have become 

directly accessible thanks to the internet. Web sites such as Holiday check and Trip advisor are able 

to offer better information to end consumers about destinations and prices. Online flight bookers and 

hotel portals challenge the business models of main tour operators and experts by bypassing the 

current distribution channels and global distribution channels by way of direct reservations 

(Papthanassis, 2011). Although tourists are able to purchase directly from the producing company 

over the web by bypassing the travel agencies, the travel agencies are able to keep their validity for 

now, by the services they provide. However, this profound change requires the agencies to reinvent 

themselves and create more innovative work processes especially in terms of their web sites and the 

services they provide through them. 
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The information content of a web site may cause consumers to be more interested in the site. It helps 

the consumer to assess the information about the products and achieve an interesting experience by 

making the search process easier (Richard et al., 2010). Even though being informative is an 

important attribute, the manner of the information provision and the type of information is also 

important (Pearson et al., 2012). For this reason, identifying the deficiencies of web sites by assessing 

them in terms of scope and content is important in order to reveal the current state. 

2. Background 

Since there isn't an extensive literature on the web site content analysis, the literature is reviewed in 

2 groups; one group includes the studies regarding web site design in general and the other group 

includes studies regarding the web services of travel agencies. 

Research studies on web sites 

Hanna and Millar (1997) have identified three main categories for developing a web site; page 

design, administrative issues and information content. They have stated that every online business 

should keep the web information up to date and should answer the information demands of customers 

on time. Hausman and Siekpe (2009) have researched the effect of the web interface features on 

consumers' purchase intentions. Spiliopoulou (2000) has identified content, web page design and the 

general site design as the three factors which affect the way the customers perceive and assess the 

web site. He referred to the importance of the capability of establishing a personalized web service 

by referring to the importance of customer needs. Huizingh (2000) created a framework for 

classifying and analyzing the capacities of web sites and pointed out the differences between the 

concepts of content and design. In addition to perception, they have also made content and design 

operational with objective and subjective measurements, in order to determine the features. Kang 

and Kim (2006) researched the importance of the interest level of visitors and the web page content 

on a perceived level, on the shaping of the attitude towards a web site. The results showed that the 

quantitativeness of the perceived web page create a positive attitude on visitors with low interest, 

while it doesn't have any effect on visitors with high interest. 

Eroglu et al (2001) worked on a conceptual model which tried to reveal the potential effect of the 

virtual stores' atmospheric quality in terms of the nature and the effectiveness of online retailing. In 

this model, they used the "Stimulant-Organism-Response" (the S-O-R model) framework as the basis 

for the model which revealed that the atmospheric clues of an online store affected the online retail 

shopping results with the interference of emotional and cognitive states. Floah and Maldberger 

(2015) targeted to extend the Stimulant-Organism- Response (S-O-R) model by impulse which they 
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believed to have a vital role in online shopping. The results support the validity of the S-O-R model 

in the online impulsive purchase behaviour context and show the positive effect of the virtual 

atmospheric clues' two dimensions (design and surfing). Koo and Jo (2010) researched the effect of 

the atmospheric elements in virtual stores on consumer emotions with the Stimulant-Organism-

Response (S- O-R) model. The results confirmed the effects of online atmospheric elements such as 

graphics, colours and links, on consumer emotions such as pleasure and excitement. It is determined 

that these emotions create a purchase intention in the following stage. 

Law and Leung (2000) researched the online reservation services in order to determine whether 

there's any difference or not between the data provided in three regions for airline web services, and 

they determined that the transaction period has an effect on repeat visit to the web site and 

purchasing. Chu (2001) conducted focus group interviews to determine the internet user's needs and 

expectations concerning the web sites of airline companies and determined that the consumers expect 

an interactive and attractive presentation. Choi et al. (2007) on the other hand, focused on the web 

sites of destinations and revealed that the information content preferences of tourists differ on 

different levels (country, state, city) and they listed the expectations of tourists from web sites 

according to level of importance. Prior to travel, accommodation, flights, weather and travel 

suggestions, map and vehicle directions, attractions, general travel information and information 

regarding events are determined to be important expectations. During travel on the other hand, the 

possibility of communication with site authorities, weather and travel suggestions, map and vehicle 

directions, events, e mail card, general travel information and information regarding restaurants and 

bars are found to be more important. 

Research studies on the web sites of travel agencies 

While Walle (1996) revealed the importance of web site's ease of use and security in travel and 

tourism, Park and his friends (2007) focused on measuring the quality of online travel agencies. Kim 

and Lee (2004) compared the web service quality of online travel agencies and travel providers. 

They compared the level of the web service quality dimensions between online travel agencies and 

online travel providers in order to explain the general level of customer satisfaction and they revealed 

that they share similar common points in terms of information content, reputation and security, 

structure and ease of use and the commonly derived benefits of the web service quality. The most 

important dimension of customer satisfaction is determined to be "information content" in travel 

agencies, while it is determined to be the "structure and ease of use" in providers. Chiou et al. (2011) 

used a strategic web site assessment framework which includes a dimension of 5 stages (Product, 

Promotion, Price, Location and Customer Relations) in order to examine the consistency of the web 
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site's presence and its target strategies. They compared two leading online agencies in the market 

with different business strategies, within this framework. 

Gao and Bai (2014) researched the effect of the atmospheric clues (informing, effectiveness and 

entertainment) which has an impact on the increase of web surfing, buying intent and satisfaction, 

on the perception of travel agency consumers, within the framework of Stimulant-Organism-

Response (S-O-R) model. The results support the validity of the S-O-R framework in the context of 

online tourism and show the positive effect of travel web site atmosphere on buying intent and 

satisfaction. This study also revealed that inappropriate web atmospheric design reverses the positive 

buying intent and creates dissatisfaction. 

Although some studies mention that there isn't a universally accepted technique or standard for web 

site assessment (Law et al., 2010; Tsai et al., 2010), the important and prevalent attributes which 

should generally be present in the web site of a successful tourism company are revealed. These 

identified, prevalent attributes may not be absolutely implementable because every company has 

web site development strategies according to its own goals and targets (Clyde, 2000). 

As it can be seen in the literature as well, web site content analyses usually focus on the retail sector 

and it is observed that there aren't many studies on travel agencies which are the retailers of the 

tourism distribution channel. Although this research is a situation analysis, it is considered that it 

will contribute in the reduction of the gap in the literature. 

3. Research 

In the information age that we live in, the medium by which the travel agencies can offer the most 

accurate information in the most effective and fastest way in order to maintain their existence, is 

their own web sites. For that reason, the content and presentation of their websites is of great 

importance for them to maintain their positions in the market. Content indicates the information, 

features or services that are offered on the web site and is designed in accordance with how the 

content is presented to the web visitors (Huizingh, 2000). 

This research is carried out with the goal of examining the competency of the travel agencies' web 

sites in the Aegean region, in terms of content and presentation. The main benefit that is expected to 

be obtained from the research is to enable the agency directors to see where they are at so that they 

can improve their web sites and to increase the awareness of the sector on this issue by emphasizing 

its importance. In this research, the web sites of the travel agencies located in the Aegean region of 

Turkey are subjected to content analysis. 1087 travel agencies which had web sites are examined, 
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out of a total of 1362 A group agencies located in the Aegean region. The scale regarding the web 

analysis is taken from Roney and Ozturan (2011). The availability of information provision is 

examined in regards to the 32 criteria in the scale; the results are coded and transferred to the statistics 

software SPSS and the performed frequency analysis results are presented as follows. 

Findings 

Of the 1087 A group agencies located in the Aegean region, 49.7% are located in Mugla, 27.5% are 

located in Izmir and 13.6% are located in the city of Aydin. The Aegean region has one of our 

country's highest touristy density. The reason of the high number of agencies in the cities of Mugla, 

Izmir and Aydin is that they are the cities which attract the highest numbers of tourists in the region. 

Table 1: Travel agencies that are located in Aegean cities 

Iller  Frequency Percent 

Afyon 24 2,2 

Aydin 148 13,6 

Denizli 26 2,4 

Izmir 299 27,5 

Kutahya 25 2,3 

Manisa 26 2,4 

Mugla 535 49,2 

Usak 4 ,4 

Total 1087 100,0 

 

When the information regarding the company is examined in Table 2; it can be seen that 86% of 

companies don't have the area of expertise, 73% don't have the foreign language alternative, 74% 

don't have the brief history of the company, and 93% don't have the name of the contact person, 

while 98% have the name of the company, 84% have the address of the company, 92% have the 

phone number, 77% have fax number and 69% have e mail address. 

When the product/service information of the companies were examined; it was found that 57% of 
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companies didnôt have product names, 68% didnôt have product specifications, 61% didnôt have 

product pictures, 77% didn't have product prices, 87% didnôt have payment options and 69% didnôt 

have promotions. 

Table 2: Content of web pages 

 CONTENT  Frequency Percent 

available unavailabl

e 

available unavailable 

C
o

rp
o

ra
te

 i
n

fo
rm

a
ti
o

n
 

1. Profession 152 935 14 86 
2. Languages of the web sites 296 791 27 73 

3. Name 1062 25 98 2 

4. Address 910 177 84 16 

5. Telephone number 999 88 92 8 
6. Fax number 833 254 77 23 
7. E mail address 754 333 69 31 
8. Brief history 281 806 26 74 

9. Name of the contact person 75 1012 7 93 

P
ro

d
u

c
t 

/ 

s
e
rv

ic
e
 

in
fo

rm
a

ti
o

n
 

10. Name 470 617 43 57 

11. Specifications 342 745 32 68 

12. Pictures 427 660 39 61 

13. Standard price 245 842 23 77 

14. Payment options 145 942 13 87 

15. Products /services on 

promotion 

346 741 32 68 

F
a

c
il
it
ie

s
 a

v
a

ila
b

le
 16. Frequently asked questions 47 1040 4 96 

17. Search for a certain 

product/service 

255 832 23 77 

18. Search with a keyword 203 884 19 81 

19. Web site membership 136 951 12 88 

20. Customer oriented 

product/service development 

184 903 17 83 

21. Collection of customer data 

through web site to develop a 

database 

130 957 12 88 

L
in

k
s
 a

v
a
il
a

b
fe

 22. Links to hotel sites 229 858 21 79 
23. Links to rent-a-car agency sites 176 909 16 84 

24. Links to national tourism 

organization sites 

143 944 13 87 

25. Links to international tourism 

organization sites 

137 950 13 87 

26. Links to sites on Turkev 196 891 18 82 

ú
-c

o
m

m
e
rc

e
 a

c
il
it
ie

s 

27. Online order of the 

products/services 

206 881 19 81 

28. Online trace of the order of the 

products/services 

164 923 15 85 

29. Online payment for the 

products/services 

156 931 14 86 

30. Online trace of the sale of the 

products/services 

113 974 10 90 

31. Monitoring of customers 

through the database 

112 975 10 90 

32. Development of customer 

oriented products/ 

services using the database 

120 967 11 89 
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When the present offerings were examined; it was found that 96% of companies didnôt have 

frequently asked questions, 77% didnôt have the possibility to search for a certain product/service, 

81% didnôt have the possibility to search with a key word, 88% didnôt have web site membership, 

83% didnôt have customer oriented product/service development and 88% didnôt have collection of 

customer data for developing a database. 

When the present links were examined, it was found that 79% of companies didnôt have links to 

hotel sites, 84% didnôt have links to rent-a-car agency sites, 87% didnôt have links to national tourism 

organization sites, 87% didnôt have links to international tourism organization sites and 82% didnôt 

have links to sites related to Turkey. 

When the e-commerce activities were examined, it was found that 81% of companies didnôt have 

online product/service ordering, 85% didnôt have online trace of product/service order, 86% didnôt 

have online payment for product/service, 90% didnôt have online trace of product/service sale, 90% 

didnôt have monitoring of customers through the database and 89% didnôt have customer oriented 

product/service development using the database. 

Conclusion 

The service sector is a field where technology enters late since it's a labour intensive sector; however 

technology progresses quite quickly in this sector. Businesses in the service industry should notice 

the advantages that technology presents to them and should establish the necessary infrastructure in 

order to adapt quickly. 

The results of the research revealed that travel agencies have corporate information on their web site 

more than other contents. This indicates that the contents of web sites are quite insufficient. 

Moreover, the Aegean region is one of the busiest tourism regions. The results reveal that the 

agencies should urgently take precautions about their web sites. Tourists get even more used to web 

sites where they can easily make a purchase, where the opportunity to connect with online producer 

companies is provided and more information is included, and in fact the opportunity to make 

comparisons is provided. For this reason, travel agencies should rapidly realize the web site edits 

which would attract potential tourists. 

This research is only a situation analysis since it's limited to the Aegean region and it can't be 

generalized. Businesses' level of technology usage would certainly change through time. For this 

reason, it would be possible to make comparisons in regards to the level of the differences that took 

place, by doing similar type of research in the future as well. In addition, research studies can also 
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be done in order to see how much importance the consumers place on the information that is required 

to be on the web sites. 
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ABSTRACT 

The purpose of this research is to analyze the effects of job stress and perceived organizational 

support on voluntary work leave of employees in hotel businesses. The universes of this research are 

employees who actively work in a 5 star hotel in July 2016, which are located in Izmir. 274 valid 

surveys were collected by the researchers. These analyses indicated that job stress and organizational 

support perceptions are related to the employeesô intention to leave work. Moreover, it is determined 

that job stress increases the employeesô voluntary intention to leave the work even though perceived 

organizational support reduces the intention to leave the work. 

INTRODUCTION 

High employee turnover rate is considered to be one of the most important problems of the hotel 

organizations which are continuing their activities in the tourism sector. It is essential to conserve 

and increase customer satisfaction and maintain qualified employees in the labour market in which 

it is hard to find employees. Therefore, identifying and abolishing the reasons of turnover intentions 

of the employees who havenôt leaved the job legally are among the tasks of the managers and are 

the topics of many researches. 

In hotel organizations where customer-employee relations are intense, there is job stress on the 

employees depending on the structural characteristics of the work being done. Although it is not 

possible to eliminate entirely the job stress most of the time, workers who expose to high levels of 

job stress, can exhibit undesirable attitudes and behavior towards the organization. This situation 

causes the employees who are limited with their performance in the organization to voluntarily leave 

their job, moreover it can also be negatively reflected in the employees' private lives. 

Like every employee, employees working in hotel organizations also want to feel that they are valued 

and appreciated by their organizations. Employees who think that they are valued, perceive higher 
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organizational support. According to the Social Exchange Theory, employees who have high 

perceptions of organizational support will to reciprocate by making more contribution to the 

organization. 

The purpose of this empirical study on employees who are working in hotel businesses is to 

determine how job stress and perceived organizational support affects turnover intentions. In this 

context, after summarizing the literature on job stress, turnover intention and perceived 

organizational support, hypotheses were justified based on the Theory of Social Exhange. Later, the 

hypotheses were tested by presenting the findings of the field research that were conducted in the 5 

stars hotel organizations operating in Ķzmir province. In the conclusion section, the results of the 

findings were compared with the literature and the study was completed with the suggestions made 

for implication. 

LITERATURE REVIEW 

Today, expectations of the employees from the organization to carry out the work may exceed the 

authority and capacity of employees. This situation is creating pressure on employees due to reasons 

related to work. This pressure is expressed as job stress in the literature of organizational behavior 

(Mensah and Amponsah-Tawiah,. Job stress is defined as a sense of inconsistency between demands 

from the business environment and individual capacities of the employees in order to fulfill these 

demands (Beheshtifar a& Nazarian, 2013; Colligan & Higgins, 2003). According to Euopean 

Commission (2002), job stress can be defined as an emotional, cognitive, behavioral structure that 

affect both the content of work and the organizations in a negative way and cause physiological 

reactions. 

Besides affecting many tasks in the workplace, job stress is considered as one of the variables that 

affect employee performance. The employeesô expectation from life is in accordance with the 

purpose of establishing a balance in work and personal life, increasing job satisfaction and reducing 

job stress. Therefore, job stress is being studied as one of the variables that affect the performance 

of employees in organizations (Christiana & Rajan, 2014). It has been determined in the researches 

that, job stress causes mental, behavioral and psychological problems and causes organizational 

problems in the workplace (Beheshtifar & Nazarian, 2013; Folera & Folerai, 2016) as well as 

stimulating working health problems to proceed and causes increase in mistakes made in 

organizations and speech problems and decrease of concentration and performance (Banerjee & 

Mehta, 2016; Folera & Folerai, 2016). 
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The physical effects of job stress on workers in the workplace are occurred as unbalanced blood 

pressure, high cholesterol levels, muscle tension, diabetes, hypertension, ulcer, headache, substance 

dependence and clinical depression (Colligan & Higgins, 2003) whereas psychological effects are 

depression, anxiety, pessimism and anger (Colligan & Higgins, 2003). The personality traits that 

individuals have are influencing their ability to cope with stress and affect their behavior against 

stressful situations (Folera & Folerai, 2016). Furthermore, while job stress negatively affects 

employee satisfaction and self-esteem (Ekienabor, 2016; Yang et al., 2016), employeesô perceptions 

of organizational support leads to job stress to decrease ( Foley et al., 2005; Kang & Kang, 2016; 

Lambert et al., 2016; Turung & Celik, 2010). 

Turnover intention is defined as the thought, frequency and power of the employees' thoughts about 

leaving their workplace (Tett & Meyer, 1993; Tongchaiprasit & Ariyabuddhiphongs, 2016). 

Aggravation of working conditions in organizations and expectation of working over capacity of the 

employees by their organizations, affect employees in a negative way. Hence, employees who are 

unhappy and stressed in their organizations, intent to leave their work. 

There are many factors that affect the intention to leave work in organizations. These are due to the 

nature of the work they are doing and the organizations they are affiliated with. Conflicts in the 

organization, uncertainty, low job satisfaction (Kim et al., 2015), job stress that arise from work 

overload leads to increase intention to leave the work (Chen et al., 2011). Moreover, emotional 

exhaustion, and organizational commitment (Cho et al., 2017), emotional intelligence (Hong & Lee, 

2016) , quality of work life (Mosedeghrad et al., 2011), job stress (Arshadi & Damiri, 2013; Choa et 

al., 2015; Duraisingam et al., 2009; Jung & Yoon, 2014), career development programs within the 

organization, HRM (human resources management) applications such as employee relationship 

management (Long et al., 2012), demographic characteristics (Duraisingam et al., 2009; Guzel et 

al., 2011) affect employeesô turnover intentions. 

Perceived organizational support, occurs as a result of evaluating various elements such as valuing 

employees by their own businesses, using the benefits of approval, respect, payment and promotion, 

and accessing the information needed to perform their business better (Rhoades & Eisenberger, 

2002). Perceived organizational support (POS), which includes perceptions of employees' 

contributions to their businesses and their perception of welfare, is highly correlated with employees' 

organizational commitment (Kim et al., 2016) and is considered a precursor of organizational 

commitment (Rhoades et al., 2001). 
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Perceived organizational support has an experience-based nature that relates to the policies, norms 

and actions of the organizations (Eisenberger et al., 2001). Working in a supportive environment 

causes employees to be more willing to report their mistakes. Thus, they can reduce the occurrence 

of unsafe conditions that can result in a variety of costs (Baran et al., 2012). In addition to this, the 

belief that employees' contributions to their organizations are being assessed and importance is 

attached to their welfare by their organizations, reduces turnover intentions (Rhoades et al., 2001). 

Perceived organizational support correlates positively with the commitment and obligation to foster 

and deal with their organization (Eisenberger et al., 2001), on the contrary organizational 

commitment correlates negatively with intention to voluntary leave work (Allen & Shanock, 2013). 

Furthermore, perceived managerial support also enhances perceived organizational support and 

reinforces obligation heard against the organization and emotional organizational commitment, thus 

reduces the intention of employees to leave work (Stinglhamber et al., 2002). 

HYPOTHESIS DEVELOPMENT 

The relationship between perceptions of organizational support of hotel workers with turnover 

intentions can be explained by Social Exchange Theory. According to this theory, when hotel 

employees perceive that they are seen as valuable and are supported by their organizations, they will 

show intended behaviour such as keep working in the organization and increasing their performance. 

Consequently, employees who consider that they are valued and regarded by their organizations, 

they will be able to work in this organization in the future and their earnings will increase if they 

contribute to productivity, in other words who think that they are supported by their organizations, 

will also have less intention to leave the work voluntarily. The empirical researches (Akgunduz & 

Sanli, 2017; Anafarta, 2015; Ekmekgioglu & Sokmen, 2016) also demonstrate this. Therefore, 

depending on both Social Exchange Theory and the empirical researches, perceived organization 

support is expected to decrease the turnover intention, thus H1 hypothesis was proposed. 

H1. Employee perceptions of organizational support negatively affect intention to voluntary leave 

their work. 

If the level of job stress of the employees is over the acceptable limits, this can cause the employees 

to confront physical, psychological and sociological problems and be unhappy. In the event of an 

organization that they working in or the job that they are performing is the source of stress, 

employees voluntarily move away from the organization and may want to get rid of the problems 

caused by stress. In the empirical research (Cho et al., 2013; Noir & Maad, 2008; Yenihan et al., 
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2014) it is suggested that stress increases turnover intention. H2 hypothesis is proposed because it is 

expected that job stress will increase employees' turnover intentions due to the conducted empirical 

research and explanations. 

H2. The job stress of employees affects their turnover intention positively. 

RESEARCH METHODOLGY Sample and data collection 

The sample of this research was employees working in 5-star business hotels in the centre of the city 

of Izmir in Turkey in 2016. Although there are 100 5-star hotels in Izmir, only 55 of them serve the 

business tourism. The research was conducted with these 55 5-star hotels. All employees regardless 

of their departments were included in the research; therefore, an easy sampling method has been 

employed. During data collection, first we have contacted the human resources departments and a 

copy of the questionnaire was emailed to these departments. Four of the hotels accepted to participate 

in the study whereas five of the hotels declined. 

Table 1. Respondents' Profile 

Gender   Marital status   Age   

Male 167 63 Married 99 39 35 Years and 

Under 

87 34 

Female 100 37 Single 157 61 36 Years and 

Above 

169 66 

Education   Department   Work 

Experience 

  

Primary 58 22 F&B 80 34 5 Years and 189 76 

Education      Under   

Secondary 74 28 Support services 52 22 6 Years and 61 24 

Education      Above   

Higher 

education 

52 20 Front office 31 13    

(Bachelorôs         

degree)         

Postgraduate 82 30 Management 19 8    

education   House keeping 

Account-Finance 

50 

6 

21 

2 

   

 

Researchers visited the hotels which volunteered to take part in the research and administered 282 

questionnaires by face-to-face. 12 responses were deleted due to disqualification (n=4) or 

incompletion (n=8). After the elimination, 274 questionnaires were coded and analysed. 63% of the 

participants were male and 61% of them were single. A good majority of the participants (78%) had 

a high school or university degree and 66% of them were 36 years old and above. When their work 

experience was analysed, 76% of them had 5 years of experience or less and 34% of them were 

working at a F&B (food and beverage) department (Table 1). 
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Table 2. Results of Validity and Reliability Analysis of Perceived Organizational Support, Job stress 

Turnover Intention Scales 

 Factor/Items Factor 

Loading

s 

Eigenvalu

e 

Explained 

Variance 

Mean Alpha 

P
a
rt 1 

Positive Perceived Organizational Support 
4,438 

44,147 3,321 ,90 

The organization strongly considers my goals 

and values. 

,848     

The organisation takes pride in my 

accomplishments at work. 

,844     

The organization wishes to give me the best 

possible job for which I am qualified. 

,843     

The organization tries to make my job as 

interesting as possible. 

,813     

The organisation cares about my general 

satisfaction at work. 

,756     

The organization values my contribution to its 

wellbeing. 

,754     

If I decided to quit, the organization would try 

to persuade me to stay. 

,668     

Negative Perceived Organizational Support 1,578 16,015 3,223 ,54 

If my job were eliminated, the organization 

would prefer to lay me off rather than transfer 

me to a new job. 

,778     

The organization feels there is little to be gained 

by employing me for the rest of my career. 

,698     

If the organization could hire someone to 

replace me at a lower salary it would do so. 

,672     

P
a
rt

 2
 

Job Stress 
3,146 

52,441 3,014 ,81 

I feel frustrated because of my work. ,820 
    

I work under a quite big tension. ,803 
    

Problems that are related with work are causing 

sleeping problems. 

,772     



 

242  

 

If I were working in a different job, my health 

would probably be better. 

,751     

I feel nervous before the meetings held at the 

hotel. 
,650 

    

lĸim saglimi dogrudan etkilemeye yatkindir. 

My job is likely to directly affect my health. 

,497     

P
a
rt

 3
 

Turnover Intention 2,386 75,525 2,758 ,87 

It is likely that I will actively look for a new job 

next year. 

,943     

I often think about quitting ,889 
    

I will probably look for a new job new year ,840 
    

 

Instrument development 

The questionnaire has 4 parts. The first part looks into the demographic information of participants 

(age, gender, marital status, education and department). The second part includes the perceived 

organization support scale. The scale was developed by Eisenberger et al. (1986). The third part 

includes the job stress scale. This scale was developed by House and Rizzo (1972). The last part 

includes the turnover intention scale. The scale was developed by Wayne et al. (1997). All the 

constructs were measured by a five-point Likert scale ranging from ñstrongly disagreeò to ñstrongly 

agree.ò All questionnaire items are shown in Table 2. 

FINDINGS 

In order to test the hypothesis of the research, primarily the reliability levels of the scales that are 

utilised within the scope of the research were determined. In this context, explanatory factor analysis 

was performed and Cronbach values were determined. When explanatory factor analysis is 

performed, it is assumed that the eigenvalue is greater than 1, factor loads are more than 0.30, the 

load difference between the adjacent items is more than 0,10, and each factor consists of at least 3 

items. The explanatory factor analysis and reliability values of perceived organizational support, job 

stress and job satisfaction scales are summarized in Table 2. 

Firstly, descriptive factor analysis was applied to the POS scale (the first part of Table 3). KMO 
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value was 88% and the Barlett test was significant in the analysis. In the analysis results of the scale, 

10 items were gathered in two dimensions. When the distribution of the items in the dimensions is 

examined, the first sub-dimension describes about 44% of the total variance. The factor loadings of 

the factors in the factor range between 0,848 and 0,668. Furthermore, the average of the factors was 

determined as 3,321 and the reliability value was determined as 0,90. This factor was named 

"Positive Perceived Organizational Support " because the items in the scale showed the presence of 

organizational support perception of the employees. The second sub-dimension described about 16 

% of the total variance. The loadings of the items in the factor ranged from 0,778 to 0,672, the 

factorôs average was 3,3223 and the reliability value was 0.54. The factor was called "Negative 

Perceived Organizational Support " because the elements in the factor reflected negative opinions of 

employees on organizational support. 

Factor analysis was then applied to the Job Stress Scale (second part of Table 2). An item which is 

in the original scale and consisting of 7 items was removed from the analysis and the analysis was 

repeated because the item had loading below 0.30. In the analysis, the value of BMD was 

approximately 83% and the Barlett Test was significant. The factor loadings of the items range from 

0.820 to 0.497. The overall mean of the scale was 3.014 and the reliability was 0.81. 

Finally, factor analysis was applied to Turnover Intention scale (third and last part of Table 2). The 

KMO value was approximately 66% and the Barlett test score was determined as significant. It was 

determined that the three items were accounted for 76% of the total variance, average of the scale 

was 2.758 and reliability was about 87%. When the reliability scores of the scales are examined, it 

is seen in Table 2 that all the reliability values were over 80% except Negative Organizational 

Support Perception subscale. Therefore, the scale that was utilized in the scope of research is valid 

and reliable. 

Table 3. Correlation Analysis 

 St. D. Mean POS JS TI 

Perceived Organizational Support (POS) 0,33 3,291 1   

Job Stress (JS) 0,50 3,014 -,386** 1  

Turnover Intentions (TI) 0,92 2,758 -,516** ,473** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

Correlation analysis was performed to determine the relationship between variables (Table 3). It was 

determined that perceived organizational support is negatively related to job stress (r = -, 386 p 

<0.01) and turnover intention (r = -, 516 and p <0,01). Job Stress was positively related with turnover 



 

244  

 

intention (r =, 473 p <0.01). 

Table 4. Multiple Regression Analysis 

Factor Standardized Coefficients 

Beta 

t Sig. VIF 

Job Stress ,322 6,075 ,000 1,175 

Perceived Organizational Support -,392 -7,401 ,000 1,175 

R=0,595 R2=0,351 AR2=0,349 F=74,241 Sig.=0,001 

Dependent Variable: Turnover Intention 

Multiple regression analysis was performed to test the hypotheses which was proposed in the 

research. In this analysis, it was determined that the perception of job stress and perceived 

organizational support together explain turnover intention 35.4%, and a unit increase in job stress 

increases the intention to leave the work by 0.32, a unit increase in the perception of organizational 

support decreases the employeesô turnover intention by 0,392. Thus, the hypotheses H1 and H2 are 

accepted. The equation can be written (while constant was 3,513) as: 

Y (Overall Preference) = 3,513 + 0,322 (Job Stress) + (-0,392) (Perceived Organizational Support) 

DISCUSSION 

In this study, the effect of job stress and organizational support perception on turnover intention 

which is accepted among the most important issues of turnover rate. In this context hypotheses have 

been developed based on Social Exchange Theory. 

Firstly, this research is expected to reduce employeesô turnover intention by perceived organizational 

support. The research findings support this hypothesis. This finding, depending on the Theory of 

Social Exchange, is supporting the results of Paille et al. (2010) and Dawley et al. (2010)ôs researches 

in which it was determined that employees who are valued by their organizations, and perceived that 

their efforts are appreciated, increases their intention to continue at the work. In order to provide the 

qualified employees to stay at work, it will be useful to ensure the perceptions that the contributions 

which were made by employees are important for the hotel, the hotel is concerned about the 

employees, and even if their performance in the organization decreases they will not be discarded 

and they will be supported for their well-being. 

Despite the fact that the mistake should be tolerated, it is hard to remove the feeling of dissatisfaction 

in the customer as a result of employees mistakes. Therefore, giving feedback to the employees about 

their mistakes as well as giving feedback to their success, and if needed training them or changing 
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their task would be useful. In other words, since businesses are economic units, their performance 

should contribute to both customer satisfaction and the goals of the business. Supporting employees 

whose performances and contributions to the organization is low, waste of limited resources of the 

organization will be obstructed. 

Secondly, in this study, it was expected that employees' job stress would increase their intention to 

leave the job. The findings of this study support this hypothesis. This finding supports the results of 

the research indicating that due to moving away from stressful work environment, employees have 

an intention to leave their work when they are under stress (Akova et al., 2016; Zincirkiran et al., 

2015). While hotel organizations are producing services, they operate in an area where human 

relations are performing intensively 

Surplus of working time, inability to taking a holiday, financial and social problems such as injustice 

in the working loads and promotions leads to an increase in job stress of employees. Some researches 

demonstrate that when employees are likely to lose their sources, their stress levels increase and this 

leads them to perform higher performance. However, it has been generally accepted that job stress 

is a factor that reduces the productivity of employees. Therefore, even if they can not completely 

remove stress, hotel managers must implement managerial practices in order to reduce stress level. 

Providing compatibility between employee competence and resources (time, equipment, etc.) which 

are necessary to carry out the duties and the sources and that employees have, instead of giving 

employees feedback in a demoralizing way communicating with them effectively in order to ensure 

an increased awareness of their own by hotel managers would increase employeesô intention to 

continue working. Although they intend to leave the organization, employees in countries and 

businesses which have high unemployment rates, prefer to continue working in their jobs because 

of the limited opportunities for alternative jobs. The consequences such as low performance and high 

absenteeism in this case negatively affect customer satisfaction and organizational success. When 

they find an alternative job they immediately leave the organization. This brings about a number of 

costs such as finding a new employee, selecting, training and adapting processes. As a result, hotel 

managers need to support employees and reduce the factors that cause job stress, as explained above, 

in order to ensure the employees to voluntarily continue to work in the hotel. 

Limitations 

The most important limitation of this research is that the sample size is not enough for the universe. 

Therefore, all suggestions made for this reason has been limited to hotel businesses who agreed to 



 

246  

 

participate in the study. There are also limitations of the study arising from data collection methods. 

In the data collection process, it can be provided that using a larger sample and interview method 

will enable the researches to generalize the research results and provide more information about job 

stress, perception of organizational support and intent to leave the work. Data in this study was 

collected only from the perspective of employees. In future studies, gathering datafrom both the 

employees and the operating point of view, will provide important clues to the researcher for the 

application outcomes. 
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ABSTRACT 

The aim of this study is to explore how the use of social media affects destination image, tourist 

satisfaction and behavioral intentions towards the destination. Survey data is gathered through 

questionnaires voluntarily completed by Chinese tourists departing from Shanghai Pudong 

International Airport. This survey data serves as input for a linear structural equation model (SEM) 

to test a set of formulated hypotheses. Interestingly enough, empirical findings indicate that social 

media show the potential to significantly influence touristsô behavioral intentions to revisit the 

destination. This relationship is mediated through perceived overall destination image and tourist 

satisfaction, respectively. 

Key Words: Social media, overall destination image, tourist satisfaction, behavioral intentions, 

structural equation model (SEM) 

INTRODUCTION 

The number of global social media users is prognosticated to rise up to 2.33 billion in 2017 (Statista, 

2014). Electronic social media platforms reshaped the way how tourism information is distributed 

and trips are planned (Buhalis & Law, 2008). Because of the specific characteristics of social media, 

such as the up-to-date and authentic nature of shared information, the relevance of content, and the 

level of connectivity with other channels and users, Xiang and Gretzel (2010) postulate that ñtourism 

marketers can no longer ignore the role of social media in distributing travel-related information 

without risking to become irrelevantò (ibid, 2010, p. 186). Today, tourism marketers use social 

media, especially, to encourage conversation and to stimulate interaction among users all over the 

world. This marks the term ñword-of-mouthò (WOM) shifting to ñworld-of-mouthò (Qualman, 

2009). 
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While social media channels play a significant role in current tourism businesses, it is questioned 

whether social media can also sustain positive behavioral intentions of tourists, thus, increase 

customer loyalty towards a destination. Although causal links between online promotion, destination 

awareness, tourist satisfaction and tourist loyalty have been studied and empirically confirmed in 

previous research (Chan & Guillet, 2011; Lai & Vinh,2013), the cause-effect chain between social 

media use, destination image, tourist satisfaction and touristsô behavioral intentions has not been 

examined in the literature so far. Therefore, the purpose of this study is to empirically test the 

hypothesized significance of both direct and indirect relationships between social media use and 

behavioral intentions, which, in turn, are supposed to be mediated through touristsô perceived 

destination image and tourist satisfaction, respectively. From a theoretical perspective, this paper 

aims at developing and testing a model (i.e. measurement and structural model) which represents 

major perceptive and informative elements contributing to the building of touristsô behavioral 

intentions (Jaccard & Jacoby, 2010). More precisely, these perceptive constructs comprise overall 

destination image and tourist satisfaction which, in turn, are hypothesized to be influenced by 

touristsô use of social media. 

The paper is structured as follows: Section 2 provides a literature review which discusses the 

theoretical constructs employed in the proposed research model. In section 3 the conceptual model 

is presented and related test hypotheses are formulated. Section 4 briefly highlights methodological 

issues on questionnaire development and data collection. Section 5 discusses empirical findings. 

Finally, the conclusion section 6 summarizes major findings, discusses study limitations and 

sketches the agenda for future research. 

RELATED WORK 

Social media. According to Tuten and Solomon (2013), social media platforms are defined as ñonline 

means of communication, conveyance, collaboration, and cultivation among interconnected and 

interdependent networks of people, communities, and organizations enhanced by technological 

capabilities and mobilityò (ibid, 2010, p. 2). Accordingly, Kaplan and Haenlein (2010) list five key 

actions when it comes to managing social media presence: 

óbe active, be interesting, be humble, be informal, and be honestô. Indeed, social media channels 

have transformed the way travelers interact with others, such as other tourists and hospitality 

operators, as well as the way hospitality businesses attract and retain tourists (Leung & Bai 2013). 

More precisely, customers no longer receive information passively, rather, they actively search and 
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distribute information in social media channels as well as engage in online sharing, thereby generate 

electronic word-of-mouth (Chu & Kim, 2011; Ryan & Jones, 2009). Already in the preInternet age, 

Um and Crompton (1990) demonstrated that both symbolic stimuli, such as promotional destination 

information as well as media information, together with social stimuli represent major influence 

factors on the formation of destination image perceived by tourists. These long-standing findings 

indicate that social media channels show the capacity for tourist destinations not only to achieve 

global visibility, but rather to strengthen their image as perceived by potential customers (Kirafova 

& Pavhceka, 2014). Moreover, social media websites containing user-generated content, for 

example, customer review websites, social network websites. (e.g., Facebook, twitter, Trip Advisor, 

blogs), as well as search engines (i.e. guiding travellers to these sites), play an increasingly 

substantial role in the online information and search behavior of tourists (Xiang & Gretzel, 2010). 

Social media in China. According to the óChinese research report on social media usersô (2016), the 

main purpose of using social media are interacting with friends (72.2%), news-feeding (64.3%), 

following interesting content (59%), gaining knowledge and help (58.3%) and sharing information 

(54.8%). Because of policy restrictions, China has its own social media channels. Nevertheless, 

Yang and Wang (2015) examined the major categories of social media channels used both 

domestically and internationally, and identified the social media channels frequently used by 

Chinese tourism industry: 

 Micro-blogs (text-based and with a word-limit, share experience, post comments, interact with 

readers; Global: Twitter, China: Sina Weibo, Tencent Weibo); 

 Social Networking Sites (SNS, personal profiles creation, connecting, communicating, develop 

relationships development, photo or video-sharing; Global: Facebook, LinkedIn; China: Renren, 

Douban); 

 Content Communities (sharing materials, e.g., Text, photos, videos, music; Global: YouTube; 

China: Youku, Tudou); 

 Sites Dedicated for Feedback (post, read, review, respond, discuss, and share experiences, opinions, 

and thoughts; Global: TripAdvisor, China: mafengwo.com); 

 Mobile Social Applications (in mobile devices, offering a variety of daily service to facilitate life, 

mainly for communicating; Global: WhatsApp; China: WeChat). 
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Customersô behavioral intentions. Touristsô intention to revisit a destination and their willingness to 

recommend a visited destination to friends and relatives are the main components of touristsô future 

behavior, thus, the degree of touristsô loyalty (Andreassen & Lindestad, 1998; Bigne et al., 2001; 

Oppermann, 2000). Understanding touristsô behavioral intentions towards a destination helps 

tourism marketers to come up with appropriate strategies to promote the destination, retain tourists 

as well as achieve high levels of destination loyalty (Yoon & Uysal, 2005). A positive WOM not 

only attracts a larger amount of potential tourists, but more importantly, it indicates the willingness 

to keep up favorable relationships between the customer and the destination (Liu, Li, & Kim, 2015). 

Therefore, behavioral intentions towards a destination include both, the revisit intention and the 

willingness to recommend. Willingness to participate in electronic WOM can, thus, be regarded as 

a meaningful indicator for touristsô loyalty. 

Destination image. Crompton (1979) defines destination image as ñthe sum of beliefs, ideas and 

impressions that a person has of a destinationò (ibid, 1979, p.18). Destination image is considered 

as one of the most important criteria for travellers to decide whether to travel to a specific destination 

- or not (Buhalis, 2000). A favorable destination image can raise both immediate as well as future 

intentions to revisit or recommend a destination (Assaker et al., 2011; Chen & Qu, 2008; Zhang et 

al., 2014). Furthermore, destination image has the power to directly influence touristsô attribute 

satisfaction and overall satisfaction, respectively (Chi & Qu, 2008). Most interestingly, Castro et al. 

(2007) suggest that the image of a destination and tourist satisfaction can directly and indirectly 

affect touristsô willingness to revisit the destination and to recommend to others. Accordingly, in 

this study, destination image acts as a driver behind tourist satisfaction. More precisely, overall 

destination image is considered as the general impression of the destination perceived by tourists, 

thus, does not involve attribute-based image dimensions (Crompton, 1979). 

Tourist satisfaction. Oliver (1999) defined tourist satisfaction as ópleasurable fulfilmentô. Similarly, 

Lucio et al. (2006) consider tourist satisfaction as touristsô sense after contrasting consumption 

outcomes against previous expectations and a standard of pleasure which is ranging well above the 

level of displeasure. Previous studies indicate that overall tourist satisfaction for a specific 

destination is an excellent predictor for the intention to revisit the destination (Alexandras & 

Shabbar, 2005; Bigne et al., 2001). According to Szymanski and Hise (2000), both quality and 

quantity of information which is obtained by tourists during their decision making process, has a 

positive impact on satisfaction with the destination. Furthermore, Wang and Hsu (2010) demonstrate 

that destination satisfaction mediates the relationship between overall destination image and 
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destination loyalty. More concretely, study findings indicate that travellers which perceive a 

favorable image of a destination tend to have a higher level of satisfaction and, thus, tend to increase 

their positive behavioral intentions towards that destination including the willingness to revisit the 

destination and also to engage in WoM marketing. 

CONCEPTUAL MODEL AND HYPOTHESES 

As stated, previous studies have examined the relationship between destination image and tourist 

loyalty mediated by factors, such as perceived value and satisfaction (Bigne et al., 2001; Chen & 

Qu, 2008; Chekalina et al., 2014; Lee et al., 2005; Yoon & Uysal, 2005). However, the basic research 

proposition of the present study is that the use of social media can lead to a positive destination 

image and to higher levels of tourist satisfaction, what in turn, encourages touristsô revisit intentions 

as well as their willingness to recommend. Based on the above brief literature review, the proposed 

conceptual model and related hypotheses postulating (i.e. positive) relationships between social 

media use, destination image, tourist satisfaction and behavioral intentions, are stated as follows 

(Figure 1): 

Hypothesis 1: Social media use has a positive effect on destination image  

Hypothesis 2: Social media use has a positive effect on tourist satisfaction  

Hypothesis 3: Social media use has a positive effect on behavioral intentions  

Hypothesis 4: Destination image has a positive effect on tourist satisfaction  

Hypothesis 5: Destination image has a positive effect on behavioral intentions  

Hypothesis 6: Tourist satisfaction has a positive effect on behavioral intentions
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RESEARCH METHOD 

In order to empirically test the proposed hypotheses, a questionnaire was developed in Chinese 

language to collect survey data from Chinese tourists. The questionnaire comprises a total of 

14 questions related to the four theoretical constructs ósocial mediaô (SM), ódestination imageô 

(DM), ótourist satisfactionô (TS), and óbehavioral intentionsô (BI), respectively. More 

specifically, five items related to social media were deduced from the study by Hays et al. 

(2013) comprising the accuracy of travel information in social media, update frequency of 

travel information in social media, attractiveness of travel information in social media, clarity 

of travel information in social media, and the interactivity of travel information in social media. 

Operationalization of overall image, satisfaction and behavioral intentions similarly derived 

from prior tourism research (e.g., Assaker et al., 2011; Bigne et al., 2001; Castro et al., 2007; 

Chen & Tsai, 2007). Overall destination image was measured by three items including overall 

destination image before the trip, overall destination image after the trip and consistency of 

the overall destination image before the trip and after the trip. Overall tourist satisfaction was 

assessed with three statements: ñI was satisfied with Shanghai in generalò, ñIt was a memorable 
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travel experience for meò, and ñThis travel experience in Shanghai exceeded my expectationsò. 

Finally, the behavioral intentions construct was measured by three items, including willingness 

to return to Shanghai in two years, willingness to recommend the destination to friends and 

relatives, and willingness to share travel experience of Shanghai on social media. 

All the considered measurement items were assessed by respondents on a 5-point Likert-scale 

ranging from óstrongly disagreeô (1) to óstrongly agreeô (5). In addition, the wording of some 

questions was amended and some questions were slightly changed after conducting a pilot test. 

Tourists older than 18 years from Chinese cities others than Shanghai who have used social 

media to get tourism information about Shanghai were considered as the target population of 

this study. Questionnaires were distributed to Chinese tourists in the departure lobby of 

Shanghai Pudong International Airport between April and May 2016. 

A totality of 168 questionnaires was finally collected. After eliminating some unusable 

questionnaires, 142 questionnaires were coded for data analysis in SPSS and AMOS (Ver. 21). 

First of all, confirmatory factor analysis (CFA) is used to validate the measurement model by 

testing the validity of used questionnaire items and the proposed model constructs, respectively 

(Hair et al., 2010). Secondly, a linear structural equation model (SEM) is employed to analyze 

the relationships between model constructs in accordance to the stated hypotheses (Jaccard & 

Jacoby, 2010). 

ANALYSIS AND FINDINGS 

Descriptive analysis. Sample share for male is 41.5% and 58.5% for female. Survey 

respondents are mainly at an age between 18 and 44 years, which accounts for 92.3% 

cumulatively, i.e. 18-24 years (28.9%), 25-34 years (35.2%), and 35-44 years (28.2%), 

respectively. These descriptive findings indicate that young and middle-aged people are more 

likely to use social media in relation to their holiday trips. Interestingly, most of the 

respondents show a higher education, i.e. 77.5% own a college or bachelor degree and 6.3% 

own a postgraduate or PhD. degree. In total, 53% of respondents visited Shanghai the first 

time, while 47% had been to Shanghai more than once. Notably, 95% of respondents indicated 

ñleisureò as the travel purpose. Moreover, 62.7% of the respondents followed the official 

account of Shanghai tourism administration for gaining travel information. Most importantly 
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for the study at hand, survey respondents used different kinds of social media channels for 

getting tourism information. In quantitative terms, the share of using the social media platform 

mafengwo.com was 38.7%, while for Wechat the share was 28.2%, and for Weibo 21.8%, 

respectively. 

Reliability and Validity. Reliability and validity measures derived from confirmatory factor 

analysis (CFA) include composite reliability and the average variance extracted (Hair et al., 

2010; Jacoby, 2010). As previously discussed, in this study, CFA considers the four constructs, 

i.e. social media use, destination image, tourist satisfaction and behavioral intentions, 

measured through a total of 14 items (Table 1). All Cronbach Alpha values for the theoretical 

constructs range well above the recommended threshold value, i.e. 0.7 (Hair et al., 2010). 

These findings indicate that the multiple items employed to measure the four theoretical 

constructs can be considered as reliable (i.e. SM=0.883, BI=0.842, DI=0.748, TS=0.792). 
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With regard to discriminant validity, all correlations between the constructs (i.e. social media, 

destination image, tourist satisfaction, and behavioral intention) were positive (i.e. ranging 

around 0.65) and significant (i.e. p<0.001). Most importantly, the values for average variance 

extracted (AVE) of all four model constructs range well all above the threshold value of 0.5 

and rank also above the values of the squared correlation for every construct-pair. The latter 

finding implies that the constructs were independent and clearly distinct to each other (Hair et 

al., 2010). Moreover, for each set of indicators representing a theoretical construct, 

standardized factor loadings were all high (i.e. 0.63 - 0.807) and significant (i.e. p<0.001) with 

t-values ranging between 7.5 and 11.7, thus, suggesting convergent validity (Gerbing & 

Anderson, 1998). To conclude, all items are reliable and values for composite reliability rank 

all above critical threshold values (Hair et al., 2010). 

Based on this satisfactory measurement validity and reliability, the subsequent SEM analysis 

was employed to examine the empirical relationships between each construct and the overall 

fit of the testing model. According to Bollen (1989), structural equation modelling is used for 

evaluating of how well a proposed conceptual model, containing specific measurement 

indicators, fits the empirical data. Table 2 shows the modelôs overall goodness-of- fit 

assessment: x2/df=1.099, GFI=0.933, AGFI=0.9, NFI=0.923, NNFI=0.990, CFI=0.992, 

RMSEA=0.0270. As can be seen from Table 2, all goodness-of-fit measures are within the 

required ranges (Hair et al. 2010). Again, these findings demonstrate that the proposed model 

fits the empirical data well, thus, model constructs show high convergent validity and construct 

reliability, respectively (Gerbing & Anderson, 1992). 

 

Path analysis. Linear structural equation modelling (SEM) analysis was conducted in order to 

examine the relationship between each pair of constructs as hypothesized in section 3 of this 

paper. Findings are summarized in Table 3 and discussed next. Path analysis revealed that the 
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successful use of social media is positively related to overall destination image, thus, 

confirming hypothesis one (H1). Likewise, the positive relationship between tourist 

satisfaction and touristsô behavioral intention is empirically supported (H6). Moreover, as 

shown in Table 3, social media use has a significant positive effect on tourist satisfaction (t-

value=4.019, p<0.01), thus, the relationships between social media use and overall tourist 

satisfaction is strongly consistent with hypothesis 2 (H2). However, interestingly enough, 

social media use does not have a direct positive influence on touristsô behavioral intentions, as 

H3 is not statistically supported at the p<0.05 level. Nevertheless, it has to be noted that social 

media use indirectly does influence touristsô behavioral intentions through the mediator 

variables destination image and tourist satisfaction, respectively (Hair et al., 2010; Jaccard & 

Jacoby, 2010). Similarly, the direct relationship between destination image and satisfaction is 

not statistically significant at the p<0.05 level (H4). This implies that, in this research case, 

overall destination image does not have a direct positive effect on tourist satisfaction. Finally, 

as hypothesized (H5), the effect of overall destination image on touristsô behavioral intentions 

is significant at the p<0.10 level (Table 3). 

 

DISCUSSION, STUDY LIMITATIONS AND FUTURE RESEARCH 

Study findings show a significant role of social media use affecting both, perceived overall 

destination image and tourist satisfaction. While previous studies analyzed indirect 

relationships between destination image and tourist satisfaction typically mediated through 

constructs, like perceived value and perceived quality (Bigne et al, 2001; Chekalina et al., 
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2014; Zhang et al., 2014), a direct relationship between destination image (i.e. attribute-based) 

and tourist satisfaction was neither supported by Chen and Tsai (2008) nor by Chen and 

Myagmarsuren (2010). The present study could show for the destination of Shanghai that 

overall destination image and tourist satisfaction are crucial mediators for the under-researched 

relationship between social media use and touristsô behavioral intentions (Lai & Vinh, 2013). 

This important finding suggests that information retrieved by tourists from social media 

platforms to support their travel decision acts as an effective screening device leading to a 

favorable destination image, superior satisfaction, as well as a positive post-consumption 

behavior towards the destination. 

While the importance of destination image and tourist satisfaction has been widely discussed 

in the tourism literature, little research emphasized the role of social media as a key strategic 

variable in co-determining touristsô behavioral intentions so far. Thus, from a theoretical 

perspective, this study contributes to the e-Tourism research body with a special focus on 

behavioral intentions, social media use, and customer relationship management (Pike et al., 

2011;Vogt, 2011). From a managerial perspective, the study clearly suggests that social media 

platforms providing high-quality tourism information and services show the power to 

positively influence touristsô perception of the destination image and, thus, increase 

satisfaction levels. Therefore, the quality of information and services provided by social media 

channels is crucial and should be in the clear focus of destination developers, marketers as well 

as IT experts (Lin & Huang, 2006; Litvin et al., 2008). Tourism businesses and organizations 

at all levels can use social media as an effective promotional and communication tool, e.g. for 

recommending itineraries, accommodation, restaurants as well as events and sites (Xiang & 

Gretzel, 2010). Most importantly, a favorable destination image is built and kept through the 

use of social media, thus, social media channels show the power to further strengthen the 

relationship between tourists and the destination brand (Barreda et al., 2013; Kerr et al., 2015). 

Finally, the (e.g. semi-automatic) extraction and analysis of user generated content (UGC) 

from social media sources can effectively support the tourism industry in their effort to 

improve their services based on the needs and sentiment articulated by customers in tourism-

related review platforms, like TripAdvisor and Booking.com. Recent examples for artificial 

learning-based topic detection in tourism reviews and subsequent automated sentiment 

analysis can be found in Menner et al. (2016) and Schmunk et al. (2014). 
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Two major limitations of the study should be highlighted: firstly, empirical results may not be 

generalized as the number of questionnaires was fairly limited. Secondly, the use of a 

convenience sampling approach might have decreased external validity of the research 

(Jaccard & Jacoby, 2010). Future similar studies should, thus, not only use larger probability 

samples, but also consider concrete social media strategies of the destination and, in an 

experimental set up, develop respective measures to quantify its performance (Chan et al., 

2011). Thirdly, primarily on the base of qualitative research methods, additional factors with 

the likely potential to mediate the relationship between social media use and behavioral 

intentions should be identified, such as trip quality, perceived value and destination awareness 

(Chekalina et al., 2014). Finally, future studies with larger sample sizes should allow for multi-

group comparisons between various tourist segments (e.g. first-time vs. repeat visitors) and 

consumers who used social media for their trip planning in contrast to those who did not. 
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Introduction 

Understanding travellersô destination loyalty is a focal point and of great interest to both tourism 

researchers and practitioners in developing effective tourism marketing and communication 

strategies (Baloglu, 2000). When tourists make the decision to travel, they find difficulties when 

assessing the quality provided if they havenôt visited these locations before (Kim, Lehto, & 

Morrison, 2007). Information sources are used to reduce uncertainty during the decision-making 

process (Xiang et al., 2014). Information sources have been traditionally analysed considering 

their influence in explaining the next visit to a destination (Baloglu, 2000). However, the 

influence on repeating visits (loyalty), considering behavioural loyalty, has been omitted in the 

literature. In this process, different variables must be included to explain this loyalty behaviour, 

such as motivations and image (Gursoy, Chen, & Chi, 2014). 

Previous studies have analysed the impact of travel motivations on tourist loyalty (Sun et al., 

2013) and they are included in destination choice and image formation models as a major 

influence guiding the development of destination images (Moutinho, 1987; Stabler, 1990; Um 

& Crompton, 1990). Several empirical studies provided some support for this relationship 

(Baloglu, 2000, Beerli y Martin, 2004; Crompton, Fakeye, & Lue, 1992; Hu & Ritchie, 1993 ). 

However, more in-depth research on this topic is still needed. 

The purpose of this study is to examine the effects of tourist motivations and online information 

search behaviour on destination image formation and behavioural loyalty. The two key 

contributions of the study are (1) examination of the effect of online information search 
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behaviour effect on destination image formation, (2) the mediation role of destination image 

between tourist motivations, information search behaviour and behavioural loyalty. This is 

important because previous research, to best of our knowledge, has not yet examined the effect 

of online search behaviour on destination image formation and behavioural loyalty. Although 

previous research has examined the effect of destination image on attitudinal loyalty, an 

examination of the effect of destination image on behavioural loyalty is limited. 

Background of the Study 

Consumer loyalty is one of the most critical marketing constructs (Tasci, 2016). The 

development of customer loyalty has become an important marketing strategy due to the 

benefits associated to keeping existing tourists (McMullan & Gilmore, 2008). The financial and 

marketing-related benefits of tourists revisiting a destination, justify the great effort tourist 

destinations are making in order to manage to keep their tourists (Darnell & Johnson, 2001; 

Gitelson & Crompton, 1984). According to the literature, there are two elements of loyalty 

(Baloglu, 2002; Kumar, Shah, & Venkatesas, 2006): behavioural and attitudinal. From a 

behavioural point of view, loyalty can be understood as a revisit to a holiday destination. An 

attitudinal approach represents the personal attitude and emotions that play a part in showing 

loyalty to a destination. The intention of revisiting a destination in the future, is a manifestation 

of the later. 

Earlier literature highlights several factors that encourage people to revisit a destination: 

information sources (traditional and new), motivations, and perceived image of the destination 

(Assaker, Vinzi, & OôConnor, 2011; Hudson, Wang, & Gil, 2011; McDowall, 2010; Sun et al., 

2013). Although, there are other determinants of loyalty (e.g., satisfaction, quality), this study 

has focused its attention on those that either have been less discussed in the literature, like 

information sources, or have been the subject of research but a consensus about the direction 

and magnitude of these relationships has not been reached. 

Baloglu (2000) demonstrates that visitation intention is determined by interrelated sets of 

stimuli (information sources), psychological (socio-psychological travel motivations), and 

image variables. Following Baloglu (2000), the present study determines the relationship 

between the sources of information (traditional and new) and the travel motivations and the 

behavioural loyalty. The purpose of this study is to develop and test a model of travellersô loyal 

behaviour, with particular reference to destination image, which they have visited before. Then, 
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this study compares the destination image formation for visitors and non-visitors. Figure 1 

shows conceptual framework for this study. 

 

The research model in figure 1 proposes six research hypotheses. First, hypotheses H1:H3 

proposes that three motivational factors affect destination image. Second, H4 suggests that 

online information searching also influences destination image. Third, H5 indicates the effect 

of destination image on behavioural loyalty. Fourth, as indicated by the straight lines, the 

touristôs behavioural loyalty is fully mediated by destination image. In order to examine the 

direct effects of motivational factors alongside online information search on behavioural 

loyalty, we propose an alternative partial mediation model, as shown in the dotted lines in Figure 

1 and suggested by H6a- H6d. The theoretical background of the mentioned hypotheses will be 

discussed in the following sections. 

Research Hypothesis 

Effects of Tourist Motivations on Destination Image 

Previous studies have analysed the impact of travel motivations on tourist loyalty (Sun et al., 

2013) and they are included in destination choice and image formation models as a major 

influence guiding the development of destination images ( Moutinho, 1987; Stabler, 1990; Um 

& Crompton, 1990). These motivations can be classified into push and pull factors (Crompton, 
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1979; Dann, 1977). According to Dann (1977), internal reasons (push) linked to the touristsô 

desires include the need to escape, relax, gain prestige, health, adventure, and social interaction. 

However, attraction factors (pull) are related to the attractiveness of the destination and include 

tangible resources such as historical, artistic, cultural, natural, and culinary resources. When the 

trip motivation is internal, an intense and satisfying experience in the destination will have a 

positive effect on the intention to revisit it (Hosany & Martin, 2012). Moreover, according to 

Anton, Camarero, and Laguna-Garcia (2014) external reasons (pull) could disappear when the 

destination becomes familiar to an individual and both medium- and long-term goals have been 

reached, implying a lower intention to revisit. Thus, travel motivations of individuals either can 

act as inhibitors of loyalty or can benefit the development of it. 

H1: Motivation to relax has a positive influence on destination image. 

H2: Motivation to knowing new culture has a positive influence on destination image. 

H3: Motivation to share similar holiday experience has a positive influence on destination 

image. 

Effects of online information searching on destination image 

The social media use on the Internet by travellers has become a dominant way of searching for 

information (Pan, MacLaurin, & Crotts, 2007; Xiang & Gretzel, 2010), with several types of 

content generated by consumers (Munar & Jacobsen, 2014), such as wikis (i.e., Wikipedia), 

blogs and microblogs (i.e., Twitter), social media (i.e., Facebook), communication exchange 

channels (i.e., Flickr, YouTube), and review channels (i.e., TripAdvisor). In this context it is 

crucial to identify what the most relevant new information sources are in order to consider them 

in this study. 

According to Chan and Guillet (2011), Twitter and Facebook are the most widely used social 

media sites in the industry. Thus, Twitter is the most popular microblogging service (Jansen, 

Zhang, Sobel, & Chowdury, 2009), and Facebook is the most-used social media platform among 

European tourists (Escobar-Rodriguez, Gravalos- Gastaminza, & Perez-Calanas, 2016). Besides 

Twitter and Facebook, YouTube, Flickr, and TripAdvisor are among other popularly used social 

media sites in the industry. Thus, YouTube is the second-largest worldwide search engine after 

Google (Welboune & Grant, 2015), being the leader in the distribution of video content. Flickr 

is the most popular photo-sharing social media site (Zielstra & Hochmair, 2013), although new 
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players (e.g., Instagram) are taking over this position. Finally, TripAdvisor is the largest 

community travel site in the world (TripAdvisor, 2016). Table 1 shows references that support 

the relevance of these social media sites and the importance of analyzing them to pursue the 

goals of this study. 

Table 1. Literature supporting the importance of different social media sites in tourism 

Social Media site References 

 Hennig-Thurau, Wiertz, & Feldhaus, 2015; Jansen & Zhang, 2009; 

Kaplan & 
Twitter  Haenlein, 2010; Lo, McKercher, Lo, Cheung & Law, 2011; Palmer & 

Koenig-Lewis, 
 2009 
 Escobar-Rodriguez et al., 2016; Illum, Ivanov, & Liang, 2010; Lo et al., 

2011;  Palmer & Koenig-Lewis, 2009; Waters, Burnett, Lamm, & Lucas, 2009 

YouTube Kaplan & Haenlein, 2010; Kim et al., 2009; Palmer & Koenig-Lewis, 

2009 

 Angus, Stuart, &Thelwall, 2010; Donaire & Gall, 2011; Kaplan & 

Haenlein, 2010; 
Flickr  Lo, McKercher, Lo, Cheung & Law, 2011; Stepchenkova & Zhan, 2013; 

Stylianou- 
 Lambert, 2012 

TripAdvisor  Gupta & Kim, 2004; Xiang et al., 2014 

Wikipedia  Fang, Kamei, & Fujita, 2015; Hanna, Rohm, & Crittenden, 2011 

 

Previous studies have tried to understand how tourists use the Internet to gather information, as 

well as the best way for tourist suppliers to make the most out of those channels (Arana, 

Carballo, & Gil, 2015; Buhalis & Law, 2008; Chung & Buhalis, 2009; Ho et al., 2012; Kladou 

& Magravani, 2015; Litvin et al., 2008; Pan & Fesenmaier, 2006; Papathanassis & Knolle, 2011; 

Xiang & Gretzel, 2010). Recently, there has been an advance in research related to the use of 

social media and the internet when establishing relationships with tourists and loyalty (Casalo, 

Flavian, & Guinaliu, 2010; Kim & Hardin, 2010; Kim, Lee & Hiemstra, 2004; Wang & 

Fesenmaier, 2004; Xiang & Gretzel, 2010) and the impact it has when planning a holiday 

(Gretzel & Yoo, 2008; Sigala, Christou, & Gretzel, 2012; Xiang & Gretzel, 2010). 

For example, Casalo et al. (2010) studied the influence of a virtual brand community on 

consumer behavior. To be precise, they found a positive and significant effect of consumer 

participation in a virtual community on loyalty to the mutual interest around which the 
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community is centered. Kim and Hardin (2010) studied the relationship between virtual world 

social networks and the creation of positive word-of-mouth (WOM). They concluded hospitality 

providers who embrace and innovate using this emerging technology are likely to increase the 

chances of positive WOM exchanges among their customers. However, there is a need to keep 

enhancing knowledge regarding the impact of social media use on development loyalty in the 

destination context. Stepchenkova, Shichkova, Kim, Pennington-Gray, and Rykhtik (2015) 

noted that for tourists with a loyal behaviour, the Internet seems to be the main source used 

when choosing a holiday destination. However, there has not yet been an indepth study of the 

influence of the use of the Internet and the particular social media sites on the development of 

loyalty towards tourist destinations. 

H4: Online information searching has a positive influence on destination image 

Effects of destination image on tourist behavioural loyalty 

Destination image plays an important role in touristsô decision making and subsequent travel 

behavior (Baloglu & McCleary, 1999); consequently, it has been examined extensively in the 

tourism literature (Pike, 2002). Despite the different definitional constructions, destination 

image is generally interpreted as a compilation of beliefs and impressions based on information 

processing from various sources over time that result in a mental representation of the attributes 

and benefits sought of a destination (Zhang et al., 2014). On the other hand, the overall image 

of a destination is conceptualized as touristsô holistic impression of a destination (Echtner & 

Ritchie, 1991). 

Although numerous studies have identified the image as an antecedent of loyalty (Bigne, 

Sanchez, & Sanchez, 2001; Chen & Tsai, 2007; Chih-Wen Wu, 2016; Faullant, Matzler, & 

Fuller, 2008; Loureiro & Gonzalez, 2008; Prayag, 2008; Prayag & Ryan, 2012; Suhartanto, 

Ruhadi & Triyuni, 2016; Whang, Yong & Ko, 2016; Zhang et al., 2014) has not reached a 

consensus on the magnitude and the direction of relationships. Most authors use for measuring 

loyalty attributes of overall image (Bigne et al., 2001; Campo-Martinez, Garau-Vadell, & 

Martinez- Ruiz, 2010; Loureiro & Gonzalez, 2008; Whang, Yong, & Ko, 2016). 

The changes in communication emancipate individuals from the dominance of traditional 

information sources (Kislani, Kavaratzis, & Saren, 2016). The comments about destinations 

through social media affect and change the perceptions of potential travellers (Carson, 2008; Lo 
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et al., 2011; Miguens et al., 2008). The destination image can be shaped strongly by UGC on 

social media, because consumer-generated content significantly and quickly influences images 

(Lim, Chung, & Weaver, 2012). This indicates the rather urgent need to further investigate the 

formation of destination image considering the technological changes (Kislani et al., 2016). 

Although there is an increased interest in social media among tourism researchers, the role of 

the social media and user-generated content in destination image formation is an area that needs 

to be further investigated (Kislani et al., 2016). Most studies analyze different channels 

separately, without considering the combined weight of various web platforms for determining 

the images of tourist destinations (cf. Hyun & O'Keefe, 2012). 

H5: Destination image has a positive influence on tourist behavioural loyalty. 

H6a-H6d: Destination image fully mediates the relationship between relaxation motivation 

(H6a), learning new cultures motivation (H6b), socializing motivation (H6c), online 

information search behaviour (H6d) and tourist behavioural loyalty. 

Method 

The population used for this study consisted of tourists over 16 years of age (both genders) from 

the main 17 European countries travelling to the destination being researched Canary Islands, 

Spain: Germany, Austria, Belgium, Denmark, Spain, Finland, France, Holland, Ireland, Italy, 

Norway, Poland, Portugal, Russia, Sweden, Switzerland, and the United Kingdom. The 

questionnaire was translated into the languages of each country analysed. 

We used a computer-aided Web interview (CAWI) to conduct the research. The study collected 

data from 6964 international tourists between 400 and 459 tourists per country and included 

2066 responses from repeat visitors to Canary Island. The questionnaire combined open and 

closed questions. The numerical scales used are from 1 to 7, with 1 being the minimum value 

and 7 being the maximum. With regard to motivations and image were measured following 

validated scales from previous studies (Baloglu & Mangaloglu, 2001; Beerli & Martin, 2004; 

Beerli, Meneses, & Gil, 2007; Carballo, Arana, Leon & Moreno-Gil, 2015; Fodness, 1994). The 

questionnaire was designed as a continuation of the bibliographic review and taking into account 

the specific nature of the destination analysed (Canary Islands, Spain). 

As for the demographics of the sample, the majority of respondents holds a secondary school 

education (42.1%). This percentage was followed by respondents who hold a university degree 
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(36.4%). 12.9% of respondents hold a Master or a PhD degree, while only 4.9% only had a 

primary school education. 

It was found that respondents in this study had a wide variety of income: less than £23 (27.6%), 

£23K-£47k (24.2%), £47k-£70k (15.4%), and more than £70K (6.7%). Finally, it was found 

that most respondents in this

study aged between 45-54 years old (22.2%). This was followed by respondents aged between 35-44 years 

old (20.8%). Respondents aged between 55-64 counted for 16.7% and respondents aged between 16-24 

counted for 13.2% of the sample, while respondents aged more than 64 counted for 10%. 

Findings 

Reliability and Validity of Measures: 

SPSS version 24 was used to compute the means and standard deviations of all of the constructs of the 

research model. The overall means and standard deviations for the six constructs in the structural model 

are presented in Table 2. 

Table 2: Descriptive statistics, correlations, and average variances extracted 

Measures Mean St. Dev. 1 2 3 4 5 6 

1.Motivation A: Resting 5.39 1.55 0.8 0.20 0.26 0.13 0.14 0.01 

2.Motivation B: Learning 

new cultures 

4.77 1.68 0.04 0.85 0.21 0.07 0.08 -0.03 

3.Motivation C: Sharing 

common holiday 

experience 

3.29 1.81 0.07 0.04 0.8 0.17 0.17 -0.02 

4. Online info. Searching 2.28 1.74 0.02 0.00 0.03 NA 0.14 0.30 
5. Destination Image 5.02 1.40 0.02 0.01 0.03 0.02 NA 0.12 
6. Behavioural loyalty 1.86 2.29 0.00 0.00 0.00 0.09 0.01 NA 

The diagonal figures in bold indicate the average variances extracted (AVE) for each construct. The scores 

in the upper diagonal are correlations. The scores in the lower diagonal are square of the correlations. 

As shown in Table 1, the means of all motivational factors range from 3.29 to 5.39. As can be seen from 

the mean of destination image construct, the respondents had positive destination image of Canary Islands 

(mean=5.03). Nevertheless, tourists did not have high level of behavioural loyalty (mean= 1.86). As noted, 

this research used a 7-point scales where higher scores indicate higher ratings (i.e. positive image, number 

of visits). 

Before testing the model, the validity and reliability of the motivation measures were tested. According to 



 

272  

 

Malhotra (2014), the entire set of scale items should be subject to confirmatory factor analysis (CFA) in 

order to establish the scale validity. In investigating the scale reliability, the internal consistency of multi-

item scales should be assessed using Cronbachôs Alpha. The convergent and validity of the measures of 

multi-scale constructs were tested by CFA using AMOS 24. Table 1 shows the descriptive analysis, 

correlations, and the AVE for motivational factors in the model. 

Discriminate validity is demonstrated when the AVE for each factor is greater than with the interconstruct 

squared correlations estimates (Fornell & Larcker, 1981). As can be seen in Table 1, the AVE estimates of 

the motivational measures are greater than the square of the intercorrelations. Therefore, the discriminate 

validity between the three motivational factors is present. The alpha reliabilities of the three motivational 

factors (Motivation A= 0.87, Motivation B= 0.84, motivation C= 0.80) were high. 

As discussed earlier, the results indicate strong evidence of the validity and reliability of the motivation 

measurement items. And since the CFA demonstrated good-model-fit of the measurement model 

(X2=93.24, Df=23, CFI=0.98, NFI=0.98, RSMEA=.038), the revised model would be incorporated into 

the second stage of structural equation modelling (SEM) suggested by Anderson and Gerbing (1988) 

The results indicate evidence of strong convergent and discriminant validity of the measurement. And 

since all the results of the CFA demonstrated the good-model-fit of the measurement model, the 

measurement model would be incorporated into the analysis of Structural Equation Modelling (SEM). 

Model Testing 

To examine the mediating impact on behavioural loyalty, two models were estimated. The first model 

positions destination image in a full mediation role between the three motivational factors alongside online 

information search behaviour and behavioural loyalty. The second model tests both of direct and indirect 

effects (mediated by destination image) of the three motivational factors alongside online information 

search behaviour on behavioural loyalty. Both models demonstrate an acceptable level of overall model 

fit. As the first model is nested within the second one, the difference between the model fit and more 

specifically X2 was examined, as suggested by Brown et al. (2002), to determine whether overall image 

fully mediates or only partially mediates the effect of motivational factors and online information search 

behaviour. The comparison between X2 and model fit measures between the two models indicate that the 

second model (partial mediation model) provided best fit for the data rather than the first model (full 

mediation model) as shown on Table 3. 
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Hypothesis Testing 

The underlying hypotheses of this study were represented in 6 paths, as outlined in Table 3. These 

hypotheses are directional in nature and seek to determine the relationships among the underlying 

constructs in the structural model. 

The findings reveal that three factors affect the overall image. First, the results support H1 (h=0.09, t=3.74, 

p=0.00) proposing that tourist motivation to rest and relax positively affect destination image. Secondly, 

H3 was supported (h=0.12, t=4.71, p=0.00) revealing that tourist motivation to share common holiday 

experiences positively affect destination image. Third, H4 was supported (h=0.11, t=5.11, p=0.00) 

suggesting that tourist online information search behaviour has positive influence on destination image. 

Although, it was predicted that tourist motivation to have new experience positively affect destination 

image, the results do not support this hypothesis (H2). 

In our investigation of factors affecting the behavioural loyalty of tourists, the results support H5 ((h=0.12, 

t=5.78, p=0.00) revealing that destination image positively affect behavioural loyalty of tourists. As 

suggested earlier, the partial mediation model provides the best for the data and lower value of X2. 

Consequently, it was found that tourist motivation to socialise (MOT B) and have new experience (MOT 



 

274  

 

C) negatively influence behavioural loyalty of tourists. 

 

Conclusion 

This study presents a comprehensive model that integrates travellers' motivation, destination image, and 

online information search behaviour to understand behavioural loyalty to tourism destinations. Thus, 

online information is a crucial for repeat visits. This means that marketers should adjust their strategies to 

maintain presence online and overcome the challenge of getting involved and establish a presence. The 

more online information is available, the more likely are travellers to have a better destination image, 

which in turn will increase behavioural loyalty. 

To our knowledge, we are the first researchers to investigate the influence of online information search on 

behavioural loyalty. Furthermore, this study suggests that destination image is a main determinant of 

travellersôô behavioural loyalty and it mediates the impact online information search alongside travellersô 

motivation on the behavioural loyalty of travellers. With respect to this proposition, results suggest that 

two motivational factors (resting and sharing common holiday experience) had a statistical significance on 

destination image. Although, we proposed that travellersô motivation to learn new cultures would 

positively affect the destination image, the findings of our study do not support this hypothesis. 

Our findings also suggest that destination image does not capture the whole complexity of travellersô 

behavioural loyalty. More specifically, our findings reveal that travellersô motivations to learn new cultures 

and share common holiday experiences negatively affect behavioural loyalty. This might be explained by 

travellersô quest for diversity in selecting their holidayôs destination. This is in accordance with Legoherel 

et al. (2014) study suggesting that variety seeking behaviour is a relevant factor in comprehensively 

understanding the behaviour of travellers when selecting a destination to travel.
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Abstract 

The rapid development of the tourism industry provides significant contributions to the country's 

economy. In recent years, in addition to the development of transportation and technology in Turkey, 

alternative tourism kinds have appeared. One of from these kinds is Health Tourism. The only way is 

making serious investments to Health Tourism to find a place in Health Tourism Sector and to increase 

competition power. In our country giving weight to Health Tourism provides increased competition 

power also it is important to find a place in this sector. In Turkey, development of health tourism 

sector even if not at intended level, with investments to this sector, correct and efficient decides will 

make Turkey one of the important health tourism center in near future. 

The purpose of this study, Detection of Health Tourism applications and offering suggestions for 

future in Kocaeli. Study will evaluated and seen contributions if it is good or bad for county. Study 

has been done with qualitative research method. In this context, case study method have been used 

and have given place about developing health tourism activity and researches of AKMIS Travel 

Agency in Kocaeli. One of the activities is Healthpath Tourism application that is managed by Akmis 

Travel Agency. Positive or negative results have not reached for Kocaeli because off not enough 

tourist demand. To see our country comes to better place in terms of health tourism, it is possible by 

cooperating between the government and private sector and by giving support such as the 

HealthpathTourism application, which is an example in the study. 

Key Words : Health Tourism, Kocaeli , Akmis Travel Agency. 
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INTRODUCTION 

It is not possible for us to fit the concept of tourist and tourism into one description. Different 

viewpoints on the authors' concept of tourism have led to many definitions. A general definition would 

be to consider these concepts as Tourist; a person who participates in and directs tourism activities, 

who has permanently left his / her place of residence temporarily for reasons other than commercial 

gain, who is traveling and staying, who is seeking psychological satisfaction, who is consuming with 

limited expenditure power and time.(Yagci,2003).Tourism; "Not to be less than 24 hours, not to 

become a permanent residence, and not to take any kind of income-seeking job, is defined as the 

whole of the relationship between the condition and the individual's journey or accommodation" 

(Tuyluoglu, 2003,p. 4). 

People are involved in tourism activities for many reasons. Most of these travels are for economic, 

religious, sports and health reasons.(Ozturk ve Bayat, 2011;135-156.) The reason why Kocaeli is 

chosen for the travels made with the reason of health tourism in the study is requested to be 

investigated. Tourism; Mass tourism and alternative tourism. Mass tourism; Tourism is the type of 

tourism that is carried out by large groups that are not related to one another.It aims to provide benefits 

to multiple people at the same time. Alternative tourism is given as a way of increasing the sustainable 

tourism and tourism that emerges in order to balance the regional distribution of 

tourism(Akdu,2009;9) Health tourism is among the most innovative of alternative tourism varieties. 

In today's developed countries, environmental problems caused by industrialization and big city life, 

intensity of work tempo, stress caused by daily life cause people to have a holiday tendency. The 

health tourism that we can define as travels to people's health is of great importance in this 

context..(Taĸ,2014) Significant progress has been made in Turkey on behalf of health tourism. At the 

beginning of the objectives of Turkey Tourism Strategy 2023, "Development of health tourism 

(thermal tourism), winter tourism, golf tourism, marine tourism, ecotourism and highland tourism, 

congress - fair tourism primarily from alternative tourism types" is included. (Ķlhan, 2015 s.14-2) 

It is important for countries to diversify their tourism activities and products in order to increase their 

share in the tourism market, to compete and to be strong against their competitors. Diversification of 

tourism services and products also means diversification of alternative tourism activities. Below are 

some of the alternative tourism varieties (Ozturk & Yazicioglu, 2002;2183 -195); 

¶ Congress tourism, 

¶ Golf tourism, 

¶ Sports tourism, 

¶ Adventure tourism, 
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¶ Culture tourism, 

¶ Eco tourism, 

¶ Youth tourism 

 

Different types of alternative tourism can be set up according to the characteristics of the countries. 

Health tourism (seawater and health tourism, thermal tourism, medical tourism, SPA-Wellness 

wellness centers) are at the forefront of these (Gulen, 2012; 34). Health tourism, which is one of the 

alternative tourism varieties, has been implemented in Akmis travel agency in Kocaeli province as it 

is in many cities. In this context, studies conducted in Kocaeli on behalf of health tourism have been 

tried to be examined. At the same time, it constitutes the basic building block of the study to 

investigate the contribution of health tourism application to tourism and destinations. 

METHOD 

The aim of this study is to identify health tourism applications in Kocaeli, to make proposals for the 

future and to conduct a preliminary research on this subject. Case study method was used in qualitative 

researches in study. Using case study method in interview with interview technique; The research 

topic is based on measuring the contribution made by the travel agent in question to the destination 

and the health tourism sector by examining the contributions made by the agencies on behalf of the 

health tourism. 

Only one analysis unit was set up in the study. In view of this, AKMiS travel agency, which serves 

both as a travel agency and as a service provider to HealthpathTourism, has been chosen. In order to 

increase the validity of the research and to obtain concrete data in the process of data collection from 

AKMIS travel agency, interview technique was used and different methods were used. These are the 

methods of interviewing. 

The interview method was conducted within the framework of the questions that were created as a 

result of the literature review. The interview was conducted with the head of the Healthpath company. 

As the authorized interviewee had well-informed and gave clear and clear answers to the selected 

questions, an interview was deemed sufficient and the answers given in the interview were transferred 

to the study. The voice recording system is used in the opinion of the authorized person. It is a 

preliminary investigation of why it is only necessary to study the interview with an official. The other 

method is document review. The aim is to support the data obtained from the interview with a 

document review. The brochure and catalogues obtained during the interview that the web page canôt 

be accessed due to the operator's freezing of the activities were decided to be the best source for the 

document review. Easy accessibility and controllability of the results are important for the reliability 

of the research process. 
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HEALTH TOURISM 

The industrial and industrial conditions in developed countries cause adverse factors such as 

environmental problems, air pollution, stress, seasonal changes, as well as work and living conditions 

which are becoming more severe with the global crisis in the world, causing the health of people to 

deteriorate. At this point, emerging or developed country citizens are traveling to tourist areas where 

they will regain their health or be restful with their unspoiled nature, environment, climate and 

physical characteristics, apart from mass tourism. (Ozer vd,2012, s.69.81) 

Health tourism is the type of tourism that comes to a point where health tourism needs to be met by 

going to a tourist attraction near the natural resources from where they live in a certain time period 

(14-21 days) for the purpose of health protection or treatment (Boz, 2004, s. 132). Health tourism is 

described in many different ways. According to Yal^n (2008), health tourism; Can be defined as a 

tourism movement that consists of people leaving the places where they have lived permanently for 

the purpose of treatment and going to the regions or cities where the health institutions are located. . 

(Unal vd,2011) 

Environmental pollution in developed countries, the consumption of food that harm human health, 

physical or psychological fatigue, causes a monotonous lifestyle by lowering working efficiency. To 

keep people's health, working efficiency, morale motivation high and enjoying life, sea, spa and 

seasonal cure services come together with domestic and foreign tourism to provide health 

tourism(ķahin,2015). 

We can summarize the development of health tourism and the process of reaching the daily. People 

always have to pay attention to their health. Because, as long as you are healthy, it is possible to work 

efficiently and effectively. For this reason, people were helpless in the face of natural phenomena at 

the time when the methods of healing were not available. They seek to remedy their health and get rid 

of their aches and find ways of benefiting from those opportunities at that time. Many of these roads 

have reached as far as the day, and they have become very important with tourism activities, including 

medical science(Taĸ,2014). 

TYPES OF HEALTH TOURISM 

All the tourist travels that the health tourism person makes in order to regain, improve or protect the 

health of the person is the whole. The health of the tourist is the diagnosis of all kinds of health 

problems that the tourists encounter while traveling, the measures taken at the same time to protect 

the diseases from various diseases and accidents (Daĸtan,2014 s.143-163). 
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According to the Ministry of Health, three types of health tourism are mentioned. These are; 

¶ Thermal (hot springs) Tourism 

¶ Medical Tourism 

¶ Geriatric Tourism 

¶ Thermal (hot springs) Tourism 

Thermal and spa-wellness tourism is a type of tourism in which some kinds of spa treatments such as 

water bath, drinking, inhalation, mud bath and some kind of therapeutic treatments such as climatic 

cure, physical therapy and rehabilitation are made and thermal waters are also used for entertainment 

and recreation purposes(Kultur ve Turizm Bakanligi, 2013). 

In today's conditions, people are staying away from the unhealthy urban environments and going to 

the nature, staying in the regions where the mineral waters affect the human health for the benefit of 

the natural tourism resources (Ozbek, 1991:15). 

In countries where industrials are heavily involved, Health care, qualified time span, thermal tourism 

for participation in different activities(Tun?siper & Kaĸli, 2008:121).Particularly, the countries of the 

world who care about healthy life and human health are aware of the effectiveness of mineral thermal 

waters and they make great gains by taking a considerable distance in tourism with their investment 

and treatment units. It is seen that the economy contributes to the important contributions thanks to 

thermal tourism, foreign currency inflow to the country and the benefit of public health (Ozbek, 

1991:16-17). 

Medical Tourism 

Medical tourism may be termed cooperating with the tourism industry for the purpose of providing 

special medical care for the illness that is required to implement medical interventions, which 

generally requires surgical or specialist expertise(Çetinkaya, 2010;18).In the context of medical 

tourism, people travel from countries or other countries to medical centers to purchase health services 

at different locations in the medical area. Medical treatment trips, which are effected by factors such 

as time, quality, cost, comfort, constitute an important part of health tourism(Gen?ay, 2007:178).It is 

possible to say that the medical sector and the tourism sector came together to produce medical 

tourism, resulting in the production of goods and services(Gumuĸ & Buyuk, 2008:435). 

Medical tourists are the ones who are looking for opportunities to recover their health in other 
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countries. It is possible to define them as those who buy products and services that will remove 

existing health problems through activities such as leisure, leisure, sports and education, as well as 

health services(Kiremit, 2008;4). 

Geriatric Tourism 

Geriatrics tourism is a type of health tourism that covers care for people aged 65 years and over. 

Although the definition resembles that of third-world tourism, geriatrics distinguishes itself from 

tertiary tourism as it has a health and health-oriented approach only. Geriatric tourism; The protection 

of the health of elderly individuals, the prevention of diseases that can develop and the travels made 

to treatments. Geriatric tourism combines with all types of health tourism, offering great economic 

opportunities to countries like Turkey (Gen9ay, 2007:177). 

The rapidly increasing geriatric tourism in the world is seen as an important potential in terms of 

health tourism in Turkey. Accessibility of health services all over the world indicates the importance 

of geriatric tourism. The increase in the number of elderly people in the world population and the 

prolongation of human life in developed countries cause tourists to turn to the types of tourism that 

the elderly are participating in(Gen9ay, 2007:177).As a matter of fact, the average age of the world 

population is increasing and the average human life in developed countries seems to be prolonged 

with the progress of medicine. With the increase in the need for vacations for this group, the concepts 

of travel to health and health tourism have become more important. They prefer services such as 

advanced age tourism, mostly elderly care services, rehabilitation services in clinic hotels, and special 

care for disabled people (Turkiye Saglik Vakfi, 2010:38). 

THEDEVELOPMENT OF HEALTH TOURISM IN TURKEY AND HEALTH 

TRANSFORMATION PROGRAM 

Planning and incentive work related to health and tourism in turkey carried out by The Prime Ministry 

state Planning Organization. The Ministry Of Culture and Tourism is an establishment that rule maker, 

advisor, supervise for business that directly servet he tourism sector, such as accommodation and 

travel. The Ministry of Health, on the other hand, is responsible for the establishment of health 

institutions, the training and employment of health personnel, and the inspection of various public 

health services. Both ministries need to work in coordination to ensure that tourism health and tourism 

services are provided in a quality and effective manner. The work done in this area is included in the 

development and investment plans maintained by the State Planning Organization. (Aydin, 2012 s.91-

96) 
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There are 48 health institutions accredited by JCI in our country and serving international standards.In 

Turkey, various studies have begun to strengthen the infrastructure of health tourism in private 

hospitals as well as universities and public hospitals. In this context, the construction of City Hospitals 

has begun. In the T.C. Ministry of Health General Directorate of Primary Health Care, 

Health Tourism Unit was established with the authorization of Office numbered 18529 dated March 

31, 2010. . (Saglik turizmi, 2016) 

The Anatolian geography in which Turkey is located has been the health center of the region since 

ancient times. In the recent periods of the Ottoman state and also in the 80 years accumulation of the 

Republic of Turkey, well-trained doctors, modern hospitals and advanced health services have been 

serviced to Turkish citizens and tourists coming to our country. By taking advantage of all these 

experiences thanks to the "Health Transformation Program" which has been implemented in the past 

9 years, Turkey has made a great development and breakthrough that will be an example for the world 

in health services. The main purpose of Health Transformation Program can be defined as "providing 

accessible, qualified and sustainable health services for all, effective, high quality, efficient and fairly 

appropriate". With the human-focused 'Health Transformation Program', Turkey has succeeded in 8 

years, that the developed countries have not succeeded in 20 years. This is an state that will be an 

example. (Saglik turizmi, 2016) 

As of 2013, Turkey's income from health tourism is 2.5 billion dollars. According to the goals of the 

Ministry of Health, this figure is expected to rise to 8 billion dollar in 2017.When it comes to 2023, 

that health tourism income reach 20 billion dollars is among the targets. The number of patients 

coming from abroad to Turkey for health tourism is expected to increase rapidly from 2019 onwards. 

According to this, in 2023 it is targeted to increase this number to 2 million, while the number of 

foreign patients is expected to reach 1 million in 2019. (Tursab,2014) 

THE DEVELOPMENT OF HEALTH TOURISM IN KOCAELI 

Kocaeli is located on the transition corridor connecting Europe to the Middle East via Anatolia. 

Transportation to the province of Kocaeli is provided by highway and airline. In Kocaeli, six state 

hospitals and five private hospitals, two of which are accredited provide health services. The 

accredited hospitals in the city are Acibadem Kocaeli Hospital and Anadolu Medical Center. In terms 

of thermal tourism, Kocaeli has two sources of drinking and a thermal spring. It is known that the 

water coming from Yenikoy Yazlik Ilica(summer hot spring), which is used as a hot spring, is good 

for skin diseases.The works on the restoration and landscaping of hot spring are being 

continued.Maĸukiye and Soguksu Medicinal Waters, which are drinking sources, are used in treatment 
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of Stomach discomfort and skin diseases (Kocaeli il Kultur ve Turizm Bakanligi,2016) 

In 2011, The development of health tourism in the province of Kocaeli was started with a search 

conference on "Determination of the Potential of Health Tourism in Kocaeli" which was held with the 

support of the Eastern Marmara Development Agency organized by Kocaeli Provincial Culture and 

Tourism Directorate. The necessary institutions and organizations in the direction of the project came 

together and decided that health tourism could be done in Kocaeli. Within this scope, Kocaeli Health 

Tourism Association was established in order to monitor health tourism activities in our country and 

in the world, to coordinate and implement the works to be carried out for health tourism in Kocaeli. 

The main purpose of the project is to transform the province of Kocaeli from an industrial city to a 

health tourism city (Kocaeli il Kultur ve Turizm Bakanligi,2016) 

Health services provided by Kocaeli Metropolitan Municipality are Patient transport services, Health 

education services, Active and healthy life project in the fight against obesity, Health scans, 

Occupational health and safety services , Worker and public health center services , Oral and dental 

health services( Kocaeli Buyukĸehir Belediyesi,2014), 

THE SWOT ANALYSIS OF HEALTH TOURISM IN KOCAELI 

Strengths Weaknesses 

Quality in terms of public and private health 

facilities 

Cultural, historical and natural riches 

The fact that the transportation projects that will 

support health tourism will be performed 

3 JCI certified health care facilities 

Provision of private and public partnership 

That The economy is strong because it is an 

industrial region 

The existence of thermal water resources 

Kocaeli Metropolitan Municipality is strong 

To Be open and developable for summer and 

winter tourism 

Necessity of urban image and urban 

transformation planning 

Not to use the sea for transportation and tourist 

purposes 

Low interest of local tourism 

A bad image as an industrial city 

Language problem 

Not enough accommodation 

The Lack of agency 

Called earthquake city 

Lack of legislation on health tourism 

The Excessive internal migration 
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Opportunities Threats 

-Urban transformation projects of the 

municipality Proximity to Istanbul 

Kocaeli is a regional center for health 

Province's strategic position 

Improved transportation network 

Having historical and natural beauty 

Supporting tourism with its natural beauties 

(Health tourism holiday villages) 

Health centers are technologically qualified 

The potential for new health investments is high 

The increase in the elderly population and the 

absence of facilities in this respect 

-Investments to be made around -We can not 

protect our natural beauties 

Intensive migration 

-Generally lack of hygiene inspection in 

facilities 

Lack of trained staff 

-Insufficient introduction of current potentials -

Lack of alignment for the disabled and elderly 

-Participation on the earthquake fault line of the 

province 

-nadequate measures to prevent environmental 

pollution 

(Kocaeli il Kultur ve turizm bakanligi,2016) 

 

Results 

HealtPath Tourism 

HealthPath tourism has been established in Akmis Group with a focus on customer satisfaction. 

Healthpath Tourism has opened the doors of health tourism with a new system in Turkey with the 

understanding of 'the right route for your health'. All kinds of services in health and thermal spa 

tourism areas are offered by a professional team, specialized institutions and organizations in the field. 

In order to offer different alternatives with accommodation, medical services, reasonable prices and 

travel programs, the service center has been serviced by staff who have developed themselves in every 

field of information, tourism and health. Another service offered by Healthpath Tourism is the 

placement of patients, encounter at the airport and bring them to hotel by the approved travel program. 

At the same time, They treat by specialist doctors in hospitals and areas that have developed with 

technological infrastructure. 

Research Results 

The interview method used in the research and the data obtained by the document examination, were 

evaluated together. As a result, the answers to the questions obtained by the literature search were put 

together and the findings were presented as follows. 
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1. What is the reason for choosing Kocaeli in terms of health tourism? 

2. How many years have you been operating your health tourism in your travel agency? 

3. From which country you are most preferred ? 

4. What services are provided to the participants ? 

5. Do tourists prefer private hospitals or state hospitals for treatment? 

6. Does the service that you provide for your patient, standard salary or depends on services what 

they used? 

7. Are you conducting any promotional activities? 

8. What are the contributions of the health tourism activity you made to the Kocaeli destination? 

ANSWERS 

 He said that Since 1868 we have been living here. That's why we chose here firstly. All people who 

are working in the company from Kocaeli too. Another reason for choosing Kocaeli is its location. 

You can set a tour from here to some other cities easily. 

 They have been operating for 3 years since 2013, but they freezed their activities in April of 2016. 

 They have been operating for three years but they have not been able to see the requests what they 

have been waiting for. In addition, they noted that they were preferred from the Arab countries and 

they had received an offer from the Netherlands that was related to tourism and disabled tourism over 

65 years of age. In line with this demand, Kartalkaya also stated that they preferred this region because 

of the work related to geriatrics and they were obliged to reject the price scale because of the lack of 

capacity of the institution in Kartalkaya. 

 He is mentioned that Akmis group provides visa transactions, transfer services and air ticket services 

with Heykel tourism. In addition, Healthpath Tourism also provides information on accommodation, 

hotel services, tour organizations and car rental services. 

He noted that there is no experience in this regard, but observations have been made that university 

hospitals are preferred because operations such as hair transplantation and aesthetics. Private hospitals 

also good at price for kidney, brain and heart diseases. 
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 He said that there is no standard price. It depends on what customers have been benefited from and 

which service they have been used. 

He said that we gave screen and seat title advertisements to Pegasus Company and Anatolian 

Company , as well as the participation in the fairs are indicated. 

 He said that tourists who come Kocaeli it provides benefits in all circumstances. It is not about health 

tourism or normal tourism. 

CONCLUSIONS AND RECOMMENDATIONS 

Health tourism is one of the alternative tourism forms that have developed rapidly in recent years.In 

many countries, the number of tourists traveling for health is increasing day by day, and can be 

regarded as means generating income in terms of making contributions from the economic aspect. 

Our country announces its name with its health studies and the services in order to get a share from 

the developing health tourism market also to show its development. The richness of natural resources, 

successful medical practices and the affordability of prices provide significant advantages in order to 

be preferred among other destinations. 

Turkey has some studies to increase the competition power with the other countries. In summary, 

these studies; By applying The Health Transformation Program for the best health care services and 

to increase the income from the number of foreign patients. Working groups has been created under 

the name of Health Tourism Coordination Committee and; to raise qualified personnel, to apply like 

conducting advertisement and marketing activity to encourage taking health services from our 

country. 

Kocaeli city that is example part of study has significant potential in terms developing of health 

tourism by its geographic location, proximity between Istanbul that is one of the important city, 

convenient transportation and owned curative waters. This potential has been realized and supported 

by relevant institutions and organizations. In addition, cultural, historical and natural richness, being 

powerful in terms of economical, current potential for health investments, are important in the context 

of strength sides and opportunities. Strengths and opportunities are after evaluated, to apply them can 

improve facilities more high level in terms of health tourism in Kocaeli. There are some negative 

situations that they may slow down health tourism development in the city. If these are briefly 

mentioned, it can be said that because of being an industrial city, environment and air pollution can 

create a negative perception for health tourism. Being not developed tourism sector, lack of care and 

researches may be threats and weaknesses that obstacle for doing health tourism and its development. 
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In order to eliminate these negative effects, the first step is to carry out the necessary researches and 

investments and implement the projects with the cooperation between government and private sector. 

In order to be able to recover the city from the image of the industrial city, Should be giving weight 

to tourism sector with the increase number of accommodation facilities and agencies. After that the 

legislation that is related to health tourism should be rearranged and the deficiencies should be 

resolved. 

Akmis Travel Agency, operating in Kocaeli, has launched the Healthpath Tourism application to 

explore the city's strengths and opportunities and to evaluate these possibilities. To contribute to health 

tourism in Kocaeli with this new system for Turkey; The development of both the city and the health 

tourism is aimed. In line with these aims, a call center has been established for all kinds of support 

and assistance, a professional and educated team has been created, and services have been provided 

with people who are experts in their field. Transfer and accommodation services are also included in 

the program with aforrdable prices. This program, which has been operating for 3 years with certain 

investments and feasibility and infrastructure works, has been stopped due to the fact that lack of 

tourist demand since 2016. 

First part of study, The program that have been frozen because of lack of tourist demand. As a result, 

the certain data could not be obtained and limited response have been taken. Another constraint is that 

Healthpath Tourism is a new system in Turkey and similar scientific studies have not been done 

before. 

Turkey is at the beginning in health tourism and it will become one of the most important country in 

this line. Applications such as the Healthpath Tourism program can be supported by the government. 

Having many opportunities in terms of rich natural resources and healing waters, the number of health 

facilities should be increased in our country and should be giving weight to promotion and marketing. 

Cooperation between public institutions and the private sector should be strengthened, and incentives 

for health-related work and investments should be increased. Taking into consideration the 

opportunities that may arise for the future, the targeted levels can be achieved by carrying out the 

policies and plans accordingly. 
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ABSTRACT 

Sports tourism has become a sector with growing popularity throughout the world. Accordingly, the 

transparency of financial information of sports clubs plays an important role in attracting sponsors. 

However, there is no study investigating the impact of International Financial Reporting Standards 

(IFRS) on financial reporting practices in sport industry in general and football/soccer in particular. 

The present study, therefore, aims to explore the impact of first-time IFRS adoption on the financial 

statements of the sport clubs listed in ISE in Turkey. The results of the study showed that transition 

to IFRS does not change the financial positions of the listed football/soccer clubs in Turkey. 

Accordingly, the transition to IFRS will help managers of football/soccer clubs to have reliable, 

transparent, and comparable financial information which in turn attracts more sponsors to 

football/soccer clubs for their sporting events. 

Key Words: Football/Soccer; IFRS; Sponsors; Sponsorship; Sports Tourism 

INTRODUCTION 

Football/soccer is one of the most loved spectator sports across the world. Millions of people follow 

this popular game around the world. The football/soccer industry has been growing in the last decades. 

The popularity and growth have increased the interest of the related parties such as sponsors and 

investors involved in football/soccer (Unlucan, 2014). 

In football/soccer industry, many popular and strong professional clubsô managements have started to 

issue shares at stock exchanges all over the world. However, many clubs have been suffering from 

financial difficulties. This may result from the mismanagement of clubs such as unplanned 

investments and wrong transfer policies. The governing body of football/soccer in Europe, namely 

Union of European Football Associations (UEFA), has started to apply regulations to achieve 

ófinancial fair playô in the industry. As a result, many clubs have been investigated by the UEFA. 
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Accordingly, the transparency of financial information of sports clubs plays an important role in 

attracting sponsors. In this regard, sport clubs may adopt International Financial Reporting Standards 

(IFRS) because IFRS increase reporting transparency. 

There are three major football/soccer clubs, namely Fenerbahge, Galatasaray, and Beĸiktaĸ, which are 

referred to as the biggest and the most popular teams in Turkey. They have millions of fans and fan 

groups all over the country and in several European countries where the Turkish population is large 

such as Germany, France and the Netherlands. They are the strongest football/soccer brands and their 

shares are traded at the Istanbul Stock Exchange (ISE). Therefore, they have to report their financial 

activities such as transfers and investments to the ISE accurately and on time. But, in recent years, 

Turkish clubs have encountered financial difficulties so that they have been investigated rigorously 

by the UEFA. Thus, the popularity and the financial problems make Turkey an important country to 

investigate, analyze and assess in terms of accounting applications. 

On the other hand, there is a growing need for the harmonization and standardization of the accounting 

in todayôs global world. In 2002, in order to integrate capital markets in Europe, the European Union 

(EU) Parliament approved a regulation (Regulation (EC), 1606/2002) that mandates all companies 

registered in the EU stock markets to prepare financial statements in accordance with the IFRS in 

commencing on or after 1 January 2005 (Aharony, Barniv, & Falk, 2010; Delvaille, Ebbers, & Saccon, 

2005; Moscariello, Skerrattb, & Pizzoa, 2014; Soderstrom & Sun, 2007; ). Thus, the adoption of IFRS 

which had been optional starting from 2003 has become mandatory since 2005 for all listed companies 

in the ISE in Turkey (Varan & Balsari, 2013). 

The mandatory adoption of International Financial Reporting Standards (IFRS) has received 

considerable research interest. Consequently, numerous studies have been conducted to explore the 

impact of mandatory IFRS adoption on financial statements; account numbers, net income, and 

financial ratios in the EU and other countries (e.g., Aharony et al., 2010; Balsari & Varan, 2014; 

Haller, Ernstberger, & Froschhammer, 2009; Kabir, Laswad, & Islam, 2010; ; Kim, 2013; Lueg, 

Punda, & Burkert, 2014; Sahut, Boulerne, & Teulon, 2011). This study aims to explore the impact of 

first-time IFRS adoption on the financial statements of the sport clubs listed in ISE in Turkey. There 

are two major motivations for carrying out the current study. The first one is that there has been 

growing interest in the impact of IFRS adoption on the financial statements. This study is therefore 

expected to contribute to the literature. The second one is that researches related to the impact of 

adoption of IFRS have focused largely on the EU member countries and other developed countries 

such as Australia (e.g., Gaston, Garcia, Jame, & Gadea, 2010; Trewavas, Redmayne, & Laswad, 

2012). However, there are a very limited number of studies (e.g., Misirlioglu, Tucker, & Yukselturk, 
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2013; Terzi, Oktem, & Sen, 2013) identifying the impact of IFRS adoption in developing countries 

such as Turkey which have started to adopt IFRS. Therefore, the current study is expected to 

contribute to this issue. In addition, to the best of our knowledge, there is no study investigating the 

quantitative impact of IFRS transition in the sport sector in general and football/soccer in particular. 

Thus, the present study is expected to fill this gap. 

THEORETICAL BACKGROUND AND HYPOTHESES DEVELOPMENT 

In recent years, the IFRS adoption has encouraged the research into the impact of both voluntary and 

mandatory adoption on the financial statements both in countries within Europe and other countries 

outside European region such as Australia, New Zealand, and China (e.g., Aharony et al., 2010; 

Callao, Ferrer, Jarne, & Lainez, 2009; Delvaille et al., 2005; Gaston et al., 2010; Haller & Wehrfritz, 

2013; Moscarielloa et al., 2014 ). Previous literature on the impact of IFRS adoption is twofold. On 

one hand, there is a stream of research that investigate the impact of the mandatory/voluntary adoption 

of IFRS on the financial statements, account numbers, and the financial ratios (e.g., Aharony et al., 

2010; Cordazzo, 2013;Misirlioglu et al., 2013;Sahut et al., 2011). On the other hand, some of the 

studies explored the value relevance of IFRS adoption as compared to local GAAP (e.g. , Kabir et al., 

2010; Wan Ismail, Kamarudin, Van Zijl, & Dunstan, 2013). In compliance with the current studyôs 

focus, we base the literature review on the studies that have investigated the impacts of IFRS adoption 

on the account numbers and financial ratios. There seems to be no study investigating the impact of 

IFRS adoption particularly in sport clubs. Therefore, the literature review in this study is based the 

studies focusing either on the total sample of firms including hotels or specific sectors such as 

manufacturing. In this regard, the literature review progresses as follows: 

Haller et al. (2009) studied the effects of first-time mandatory IFRS adoption on the reporting practices 

of 103 publicly traded companies in Germany. In this regard, the authors studied the impact of IFRS 

adoption on the equity and net income reported in the consolidated financial statements of the firms 

in 2005. The results revealed statistically significant increases in the equity and net income after IFRS 

are adopted. Fito, Moya, and Orgaz (2013), on the other hand, investigated the determinants of 

companies in Spain that decided to apply IFRS in preparing their separate (individual) financial 

statements in 2007. The authors also studied the impact of IFRS adoption choice on the main 

accounting numbers and ratios. The results demonstrated that choice of early transition to IFRS is 

affected by size and growth. The results also revealed that the non-current assets, equity, reserves, and 

long-term liabilities changed significantly after the implementation of new IFRS-based standards. 

Callao, Jarne, and  Lainez (2007) explored, by studying IBEX 35 companies in Spain, whether there 

are significant differences in the accounting numbers presented in the consolidated financial 
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statements and financial ratios under Spanish accounting standards and IFRS. The authors also 

analyzed the impact of mandatory IFRS application on the difference between the book and market 

value of firms so as to determine the relevance of IFRS. The results of that study implied that there is 

no improvement in the relevance of financial reporting when IFRS are applied. Additionally, 

according to the results, IFRS adoption has significant effects in debtors, cash and cash equivalents, 

equity, long-term and total liabilities in the balance sheet. In the income statements, on the other hand, 

significant differences were found in the operating and extraordinary income. 

In another study, Jermakowicz (2004) investigated the impact of mandatory application of IFRS on 

the consolidated financial statements of listed BEL 20 companies in Belgium. The findings of the 

study revealed that the application of IFRS caused significant changes in the equity and net income 

reported in companiesô consolidated financial statements. Aisbitt (2006), on the other hand, examined 

the impact of transition from the United Kingdom (UK) GAAP to IFRS on the equity of companies 

that formed the UKôs FTSE 100 index. Although the authors found that there are statistically 

significant changes in the individual financial statement items, the results were not generalizable 

because the changes in individual line items showed varying pattern among the companies. 

Additionally, the findings of that study did not yield overall effect on equity. Lueg et al. (2014) 

explored the impact of mandatory IFRS adoption on the financial ratios of the listed companies again 

in the UK. The authors found that, despite the similarities between the UK GAAP and IFRS, the 

application of IFRS resulted in statistically significant differences in some financial ratios. According 

to the findings of that study; operating income margin, return on invested capital, and current ratio are 

some of the financial ratios affected by the adoption of IFRS. The authors also noted that, these 

changes even exceeded the ones reported by the firms in creditor-oriented code law countries. 

Apart from the studies conducted in the EU, Kabir et al. (2010) examined the impact of mandatory 

IFRS adoption on the account numbers and earnings quality using the firms in NZX for 2002-2009. 

The results of that study revealed that some account numbers are different under the two sets of the 

accounting standards. For example, the results demonstrated that total assets, total liabilities, and net 

profit were significantly higher under IFRS when compared to local GAAP. In another study 

conducted again in New Zealand, Stent, Bradbury, & Hooks (2010) analyzed the impact of mandatory 

IFRS adoption on the consolidated financial statements and ratios using 56 listed firms during 2005 

through 2008. The results showed that 87 percent of the companies in the sample and most of the 

elements of financial statements are affected by IFRS. The elements of financial statements mostly 

affected by IFRS are liabilities and equity. The IFRS adoption also influenced such ratios as return on 

assets, return on equity, and asset turnover. 
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Callao et al. (2009), on the other hand, conducted an international study and investigated the 

quantitative impact of IFRS on financial reporting of 11 European countries and evaluate if this impact 

is relevant in relation to the traditional accounting system in which each country is classified, either 

the Anglo-Saxon or the continental- European accounting system. The results of that study revealed 

that the impact of IFRS on financial statements of European firms is not related to the traditional 

accounting systems. The results also demonstrated that there are significant differences among the 

countries in all variables except inventories and returns. Similarly, Ferrer, Callao, Jarne, & Lainez 

(2008) explored the impact of IFRS adoption on the financial information reported by firms listed in 

11 UE countries. The results demonstrated that the adoption of IFRS has a significant impact in Spain, 

France, Ireland, Sweden and UK on such accounting figures as fixed and current assets, short-term 

and total liabilities and net income. In another study having international focus, Gaston et al. (2010) 

examined the impact of first-time mandatory IFRS adoption on the account numbers and selected 

financial ratios of listed firms in the UK and Spain. The results reveal increases in fixed and total 

assets, long-term liabilities, short-term liabilities and indebtedness and decreases in current assets, 

current ratio and solvency for the Spanish firms. For the UK firms, on the other hand, the results 

demonstrated statistically significant increases in fixed and total assets, long-term liabilities, short-

term liabilities, operating income, net income, indebtedness and return on equity and decreases in 

current assets, equity, and solvency. 

In Turkey, Misirlioglu et al. (2013) explored how mandatory transition to IFRS has changed the 

measurement of accounts and disclosures in the consolidated financial statements of full sample of 

listed firms (except financial institutions). The authors also studied the factors that affected the overall 

measurement change. While the results found significant changes on some disclosure items, they 

revealed that there is unlikely to significant impact of transition to IFRS on the balance sheet. The 

findings of the study further demonstrated that the firm-specific factors do not have any impact on the 

change in financial ratios. According to the results, among the firm-specific factors only ógearingô had 

impact on the change in long-term debt to equity ratio. Alkan and Dogan (2012) also studied the 

impact of long-term (between the years 2000-2009) as well as the first-time IFRS transition on the 

selected financial ratios of listed firms in Turkey. The results show that while liquidity ratios are not 

affected by the first-time IFRS transition, they are changed after long-term use of IFRS. The results 

also reveal that IFRS transition does not affect indebtedness of the listed firms in Turkey. In another 

study, Terzi et al. (2013) investigated the impact of mandatory IFRS adoption on the listed 

manufacturing firms. The results demonstrate that transition to IFRS affects such accounts as 

inventories, fixed asset, long term liability, and stockholdersô equity, as well as such ratios as current 

ratio and ratio of short-term liabilities to total assets. 
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As a consequence, the literature review obviously shows that first-time IFRS transition have mixed 

effects on the account numbers and financial ratios of firms listed both in Europe and other parts of 

the world. Based on these considerations, the following hypotheses have been developed in null forms 

to be tested in the current study: 

H0-1 First-time mandatory transition to IFRS does not influence the account numbers of listed sport 

clubs in Turkey. 

H0-2 First-time mandatory transition to IFRS does not influence the financial ratios of listed sport 

clubs in Turkey. METHOD 

Sample selection 

There are only four football/soccer clubs which are listed in ISE. However, the adjusted financial 

statements of one of the clubs (Trabzonspor) are not available in the transition period. Therefore, the 

sample comprises 3 sport clubs listed in ISE in Turkey. In order to explore the impact of first-time 

mandatory IFRS adoption, comparable data is required. The CMB in Turkey requires that first set of 

IFRS-based financial statements comprise comparative figures. That is, the statements of financial 

position prepared as of December 31, 2005 should be compared with the statements of financial 

position of 2004 which had been adjusted according to IFRS (CMB XI/25, 2003). However, 

comparative figures for income statements, cash flow statements, and statements of changes in 

retained earnings are not reported in the financial statements of 2005 (CMB XI/25, 2003). Therefore, 

comparable data for the statements of financial position is only available under both the local 

accounting standards and the IFRS for the year, 2004. 

The statements of financial position prepared under former Turkish accounting principles are obtained 

from the 2004 financial statements. The statements of financial position adjusted according to IFRS, 

on the other hand, are extracted from the comparative figures reported in 2005. Since the comparative 

figures for income statements are not reported in the financial statements of 2005, the current study 

focuses solely on the statements of financial position of 2004 prepared according to both previous 

accounting principles and IFRS. These data have been downloaded from the website ISE. Although 

the sample size is likely to be small in this study, it is possible to obtain powerful results with a very 

small sample size. There is not any theoretical minimum sample size to be needed for the population 

that is normally distributed. Similarly, Wilcoxon signed rank test can also be applied for the 

population that is not normally distributed. This is because the validity is closely related to the 

selection of the appropriate method by considering the distribution of sample data (Lowry, 2010). 
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Study variables 

In this study, the variables of the statement of financial position and the selected liquidity, solvency, 

and profitability ratios that can be calculated using the statements of financial position were used in 

order to analyze the impact of the first-time IFRS adoption. The variables used in the current study 

are the items of the statement of financial position which are inventories, current and non-current 

financial assets, other current receivables, other current and noncurrent assets, other current and non-

current liabilities, current and non-current financial liabilities, property, plant and equipment, 

intangible assets, current and non-current trade receivables, current trade payables, current receivables 

from related parties, current payables to related parties, current and non-current provisions, total 

current assets, total non-current assets, total assets, total current and non-current liabilities, total 

liabilities, net profit/loss, equity, total liabilities and equity and the financial ratios which include 

current ratio, debt ratio, stockholdersô equity ratio, total liabilities to equity ratio, return on assets, and 

return on equity. 

Data analysis 

As Table 1 portrays, while the data are not normally distributed for some of the variables, they are 

normally distributed for some others. The sample data pertaining to the variables for which the 

skewness values are higher than the threshold values of 1 are positively skewed and not normally 

distributed (Balanda & MacGillivray, 1988; Bulmer, 1979;). On the other hand, for the rest of the 

variables as Table 1 shows, the data are normally distributed. 
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Considering the fact that some of the variables do not demonstrate normal distribution, both non-

parametric Wilcoxon signed-rank test and paired-samples t-test have been applied to test the 

hypotheses. For the variables that display non-normal distribution, median differences have also been 

calculated because the median is a better indicator of central tendency than the mean when data is not 

normally distributed (Lueg et al., 2014; Stent et al., 2010). On the other hand, mean differences have 

been computed to support the t-test results. 

 

RESULTS AND DISCUSSION 
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The statements of financial position of the sport clubs listed in ISE in Turkey were analyzed in order 

to identify the impact of first-time IFRS adoption on the financial statements. According to the results 

obtained, the mean and median values of total current assets have increased. Table 2 shows this 

increase is statistically significant at p<0.10. Increases in cash and cash equivalents, marketable 

securities, and current trade receivables seem to be responsible from the overall increase in the total 

current assets. 

As Table 1 shows, the median value of inventories did not change under IFRS. According to the 

Wilcoxon signed- rank test results there is no statistically significant change in inventories. This 

finding is not consistent with the findings of Terzi et al. (2013) which show that inventories of 

manufacturing firms listed in ISE have significantly increased because of the transition to IFRS. This 

is likely due to the fact that football/soccer clubs do not have inventories in general so the results 

reveal that IAS 2, which requires inventories to be valued at lower of historical cost or replacement 

cost, is not expected to affect football/soccer clubs. 

The mean and median values of total non-current assets have also increased. This is mainly resulted 

from the significant increase in property, plant and equipment and intangible assets. According to the 

Wilcoxon signed-rank test results, this increase is statistically significant at p<0.10. This can be 

resulted from IAS 16 and 17. This is because, according to the previous accounting standards of 

Turkey, tangible and intangible assets are measured with historical costs while they can be measured 

with fair values under IAS 16 if value of the asset increases at material level. Similarly, while financial 

leases are not reported as assets under the previous accounting standards of Turkey, a property subject 

to a financial lease should be recognized as an asset in accordance with IAS 17. 

Similarly, the mean and median values of total asset have gone up. While total assets have increased 

significantly, the increases in total non-current assets are statistically not significant. To sum up, first-

time mandatory IFRS transition increased the amounts of total current assets, total non-current assets, 

and total assets of the football/soccer clubs listed in ISE. 

When the ócurrent and non-current trade and/or other payables to related partiesô are considered, it 

can be said that the mean and median values of current trade payables and current payables to related 

parties have increased. According to the Wilcoxon signed-rank test results, the increases of current 

trade receivables and current trade payables are statistically significant at p<0.10. In addition, there is 

no statistically significant change in the remaining accounts. 

The mean and median values of current and non-current provisions have increased under IFRS. 

However, the increase in current provision is not statistically significant while it is significant for the 
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non-current provision. This result is consistent with IAS 37. It is important to emphasize that 

recognition of provisions is limited under the previous accounting standards of Turkey. According to 

IAS 37, on the other hand, provisions are recognized if certain conditions are met. Hence, transition 

to IFRS resulted in an increase in total provisions. 

Total current liabilities and total non-current liabilities have increased with the transition to IFRS. 

Parallel to the increase in total current and non-current liabilities, the mean and median values of the 

total liabilities have also increased. All these increases are statistically significant at p<0.10. It can be 

concluded that treatment of provisions under IAS 37 leaded to an increase in liabilities. In addition, 

revaluation of financial liabilities at fair value in accordance with IAS 39 also leaded to an increase 

in financial liabilities. 

The results further reveal there is a significant increase in total equity as a result of the transition to 

IFRS. IAS 19 and 39 seem to be responsible for the increase in total equity. In accordance with IAS 

19, discounting of employee benefits resulted in an increase in equity. De-recognition of financial 

instruments through profit under IAS 39 also leaded to an increase in equity. Therefore, H0-1 is 

rejected. 

When the mean and median values of the ratios; current ratio, debt ratio, stockholders equity ratio, 

total liabilities to equity ratio, return on assets, and return on equity, are analyzed, it can be seen that 

transition to IFRS does not have any impact on financial ratios. Normally, this can be occurred when 

the transition to IFRS has mixed effects on both items of the ratios. However, the results of the present 

study showed that changes occurred in only one direction, that is, all account numbers have increased 

under IFRS. Hence, it is obvious that since the rates of changes on both numerator and denominator 

are parallel to each other, there is no change in financial ratios. It is concluded that transition to IFRS 

does not affect the financial ratios of the football/soccer clubs listed in ISE. Therefore, H0-2 is 

accepted. 

CONCLUSIONS AND IMPLICATIONS 

Sponsors and/or investors may easily invest in foreign countries in todayôs global world. However, 

they might encounter difficulties in comparing the financial performances of clubs since some of 

countries (mainly developed ones) apply IFRS while others (underdeveloped and developing ones in 

general) follow their own (local) standards. In this regard, an analysis of the differences of financial 

statements prepared in accordance with IFRS and those prepared on the basis of local standards is 

self-evidence. Accordingly, the impact of adoption to IFRS on the statements of financial position and 

selected financial ratios of football/soccer clubs listed in ISE was analyzed in this study. Accordingly, 
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two key conclusions can be derived from the study: The first one is that transition to IFRS leads to 

statistically significant changes in total current asset, cash and cash equivalents, marketable securities, 

current trade receivables, property, plant and equipment, intangible assets, total assets, total current 

liabilities, total non-current liabilities, non-current provisions, total liabilities, total shareholdersô 

equity, net profit, and total liabilities and equity. These findings are consistent with the ones found in 

other studies conducted in order to define the impact of IFRS adoption on the financial statements 

(Callao et al., 2007; Jermakowicz, 2014, Misirlioglu et al., 2013; Terzi et al., 2013). The second one 

is that transition to IFRS does not result in statistically significant impact on the financial ratios of the 

football/soccer clubs listed in ISE. In this respect, there are two main implications drawn from the 

results of the current study: (1) While the transition to IFRS can lead to changes in absolute values of 

the accounts, it does not change the liquidity, solvency, and profitability of the football/soccer clubs. 

Therefore, the managers of football/soccer clubs obtain the standardized financial statements without 

changing their financial positions. (2) Despite the fact that adoption of IFRS does not change financial 

position of the football/soccer clubs in Turkey, it enables internal and external users of accounting 

information to have reliable, transparent, and comparable financial information which in turn attracts 

more sponsors to football/soccer clubs for their sporting events. 

LIMI TATIONS AND FUTURE RESEARCH 

There are two limitations to be considered in the interpretation process of the study: First, the present 

study focuses only on a single country which is a developing one (Turkey). However, all 

football/soccer clubs listed in ISE (three biggest and the most successful football/soccer clubs in 

Turkey) are considered. Therefore, this study can be considered as a case study. In this regard, rather 

than producing generalizations, the related parties will obtain the better explanation and a detailed 

analysis of the theory with this case study. In addition, a researcher can utilize from multiple-case 

studies of football/soccer clubs listed in other stock markets in order to increase the generalizability 

of the case study findings. 

Second, this study analyzed only the transition period, year 2004. Therefore, it is also recommended 

that a further study would concentrate on the longest period before and after the transition period to 

obtain detailed and different perspectives. 

Despite these limitations, this study provides insight into which particular standard affects the 

statements of financial position of the football/soccer clubs. In addition, this study provides valuable 

information to the decision makers, such as club managers, sponsors, and investors, who are interested 

in applying IFRS or investing in a football/soccer clubs by analyzing the accurate financial statements. 
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ABSTRACT 

Social media has a kind of supremacy not only for the companies but also for the consumers as 

well. Consumers have a huge power on their fingertips to share their experiences, perceptions, and 

dis/satisfactions. With the use of social media, the user-generated content (UGC) has inevitably 

become popular for both consumers and companies. Especially, for tourism sector, the consumersô 

experiences and perceptions expand with UGC as e-WOM (electronic word of mouth) within new 

myriad consumer world. EWOM has a control mechanism from consumers to consumers. Also, it 

spread around the world that can highly affect the way of companiesô future marketing 

communication strategies virtually and augmented reality. 

The aim of the study focuses on to explore e-WOM of most viewed Five Star Hotels every city in 

Cyprus that are listed on Trip-advisor. The content analysis will used to understand how these hotels 

build up their marketing communication strategies and communicate with their consumers. There 

is some researches done about E-WOM uses in mostly developed countries but there is not such 

type of research done entitled E-WOM of five Star Hotels in Cyprus: A content analysis of 

consumer perception. Also, consumer generated content will be analyzed to understand consumer 

perceptions in this study. Thus, the comparative analysis will be used to discover projections of 

companyôs professional editor review and reactions of consumers on Trip-advisor. The research 

findings will create a pathway for marketing communication professionals and academicians 

understand better, the role of e-WOM importance under marketing communication perspective. 

Keywords: Marketing Communication, e-WOM, Five Star Hotels, Cyprus Introduction  
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Service sector is growing in the world market and to differentiate themselves is more difficult than 

the production sector. As service is more intangible than the product itself, to persuade the 

companyôs customer needs more effort. In the campaigns, companies must touch their customer 

thought and feeling. In decision making process consumer care the experience of the customer and 

other people thoughts before they get persuaded that it is a right good. 

Under service sector, tourism related topics; hotel booking, restaurants, cafes, flights, rents, places 

need to be visit are some important topic that need to be discussed. As there is a technological 

development people have more chance to get an information about hotel or plan their trips. 

Previously it was not like that, they were applying some travel agency asking them to arrange their 

trip get a flight and boking hotels. 

Travel agencies act an intermediary in that process they are like an opinion leader ñthat affect 

consumers with accurate information in terms of trust and interpretation of meanings from 

consumersô point of view.ò (Lee, Law, & Murphy, 2011). 

Changing consumer profile and medium usage 

As we are living in this globalized world, the technological advances within the information society 

cause to changes customer profile. They know what they are looking for in their trips and they want 

to see all the alternative before they decide on while they are passing decision making process in 

the evaluation of alternative process. Social networks become essential for public in this global 

village, since group of people can easily express their ideas share their activities and interest easily. 

Companies depend on their target audience profile they apply their marketing communication 

elements (advertising, public relations, direct marketing sales promotion and personal selling). 

Application of marketing communication elements is changing country to country product to 

product. For instance, in small island people trust more word of mouth communication than the 

other marketing communication tactics. ñWOM is informal, person-to-person communication 

between a perceived noncommercial communicator and a receiver about a product, service, or 

organizationò (Cheng et al., 2006) (Lee, Law, & Murphy, 2011). According to Ozturen (2013), he 

declared that, information on electronic trust through social network sites affect purchase behavior 

of consumers. Consumers expect truthful and trustful information and behavior. That causes the 

long-term relationship between consumers and the organizations. Also, Tuominen (2011) pointed 

out that the consumers prefer to more focus on cross-shopping and price checking, word of mouth 

communication, the on-line reviews information, incentives and service benefits and features affect 
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the consumersô online travel purchasing. 

Thus, people read the other tourist review as a user generated content instead of other getting 

message from the traditional channel that the hotels send for them. User-generated contents on 

social media have reshaped the information processing and receiving of the consumers. Social 

network sites have started to dominate the holiday decisions, hotel selections and destinations as 

well. Touristsô travel decisions are affected by the other consumersô preferences, experiences, social 

network sites and consumer reviews from user-generated content such as Tripit, Tripcase, Tripeye, 

Tripadvisor, trivago, booking are some of them. 

User-generated content such as Trip-advisor (www.tripadvisor.com) is the largest online network 

of travelerôs reviews site (Oôconnor, 2010). Law (2006) mentioned that non- booking situation of 

the Trip-advisor however, Trip-advisor currently has booking option for millions of travelers (Trip-

advisor, 2017). Law (2006) mentioned that TripAdvisor has considered an information source for 

online travel information. Also, according to reports, the millions of consumers prefer to visit and 

read review sites. About 88% of consumersô decisions are affected by the kinds of information and 

exposure on review sites (Tripadvisor.com). 

Law (2006) mentioned as Trip-advisor has been projected outcome that affect 500 million pound 

of corporate travel expenditure yearly (Caterer, 2009)(Law 2006). Presently TripAdvisor has 465 

million travel reviews and 390 million visitors per month comments or share their perception 

monthly within 49 different market. There was a research done in 2007 explore that 80% of 

consumers from UK checking social network sites before booking their hotel and at least 50% of 

them get influenced the reviewer comments if there is any negative WOM they hesitate to complete 

the booking process. The research also claimed that these consumers mostly checking the most 

information posted sites that is freely generated by its users. 

The people who uses Trip-advisor they have a chance to see some photos or videos about the hotel 

that posted by reviewer, hotel responsible and/ or trip advisor. As TripAdvisor gives a chance to 

the consumer to load some multimedia elements such as photos and videos or maps of trips, 

discussion forums, web-based applications that allow users to post some material and discuss some 

specific topics (J. Miguens, R. Baggio, & C. Costa, 2008). 

Reputation of Cyprus Hotels 

Cyprus is a small developing island. After 1974 civil war, Cyprus dived into two part as South and 

North. Besides, tourism sector is one of the important sector that influences country economy for 

http://www.tripadvisor.com/
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both sides. 

In accordance with Passenger Survey results related with South side, revenue from tourism was 

increased 11.9% in December 2016 by comparing 2015. Also by looking the periods January and 

February 2017 there was an increase 26.4% from the previous year and when it compared February 

2016 and 2017 records show that there was an increase like 24.6% (Statistical service of the 

Republic of Cyprus, 17/03/2017). 

Besides in 2014 North side, there was a 8.5% increase in tourism sector and according to capacity 

it seems Famagusta came first then Kyrenia and Nicosia it follow. According to, Ministry of 

Environment and Tourism in North Side, the first two month in 2017, hotels were 36% full where 

it was 28,1% in January-February 2016. In 2016 the occupancy rate was 48.6% and 48.8% was in 

2015. Out of 48.6% occupancy rate 53.2% of this hotel has casino and the left 38.4% has no casino. 

(TRNC tourism planning Department, December 2016) 
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There are forty-one five star hotels in Cyprus. Where 13 of them are in the North side and the left 

31 of them are in South part. In south side because of governmental rules and regulation none of 

the hotel have casino, however in North side all five star has casino. In south side Elysium Hotel 

has the greatest review and The Annabella comes second order. Both are located in Paphos. On the 

other hand in North side Salamis Bay Conti has the highest review Kaya Artemis Resort and Casino 
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comes second order. Both are located in Famagusta. 

According to research limitation that focused on five star hotel that has at least 450 review seen that 

thirty out of fourty one is in the short list according to 15/03/2017 data of Trip advisor. 

Table 2: Criteria E-WOM 
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As it seen above table English, German. Russian are the ones who mostly visiting the island and 

giving their experience about the hotels that they stayed. considering city to city those are the 

findings; 

According to Tripadvisor of E-WOM criteria of the Hotels displayed that, there is a tendency of the 

reviewers to share their photo shots, evaluate the hotels 5-point Likert scale and share their ideas 

positively and negatively. Also, the perceptions of the reviewers are categorized by the researchers. 

Among Famagusta hotels, Capo Bay Hotel which is in South Cyprus, had 1517 reviews with 1182 

number of photos posted by travelers, hotel management and Tripadvisor. Management responds 

positive and negative comments of the reviewers. Majority of the reviewers select Excellent on the 

rating scale of that hotel. On the other side, Salamis Bay Conti Hotel has 1847 reviews and 1604 

number of photos posted by travelers, hotel management and Tripadvisor. However, the hotel did 

not respond negative comment but also hotel respond to the positive ones. Majority of the ratings 

are selected as excellent and very good. Mainly, English tourists are the reviewers both of the hotels. 

Kyrenia hotels (North Cyprus) are considered low number of reviewers, posted photos, the number 

of ratings, and no comments for the comments of reviewers except Merit Park Hotel which respond 

positive and negative comments as well. There is 770 photos are posted by traveller, hotel and 

Tripadvisor. It can be seen that, majority of the tourists who prefer Kyrenia, they come from Turkey 

and Tripadvisor is not popular among them because the agency and tour operators and the casinos 

have trips to these hotels. 

Limasol hotels are considered higher number of reviewers and Amathus Beach Hotel has 1860 

reviews mainly English reviewers that 1219 number of photos and family orientation and positive 

perception available in Tripadvisor. 1276 people thought that this hotel is excellent and the hotel 

responds positive and negative comments. 

Only Hilton hotel in Nicosia which is in South Cyprus meet the criteria. 930 reviews mainly 
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English, with 350 traveller photos, 130 management photos and there is no Tripadvisor photo. Also, 

in Larnaka (South Cyprus) only Golden Bay Beach Hotel meets the criteria. There is 771 reviews 

mainly English. There is 807 photos posted by management, traveler and Tripadvisor. Majority of 

the people thought that this hotel is excellent or very good with commented on positive and negative 

thoughts of the reviewers. 

Paphos is the Aprophiteôs place is the most popular place in the island on Tripadvisor with highest 

number of reviews, photos and ratings in various hotels. Elysium Park hotel has the highest number 

of reviewers not only in Paphos but also in whole Island. 3108 reviews with 2785 English reviewers 

and 1953 number of photos and 2244 reviewersô rate as Excellent and they have few responses on 

comments. 

Protaras has only Constantinos the Great Beach Hotel which meet the criteria. 1580 reviews which 

are 1235 of them belong to English visitors. 1421 photos are posted by traveler, management and 

Tripadvisor. Majority of the ratings are very good and excellent with no response to the comments. 

As a conclusion. tourism sector is a dynamic sector and changing consumer profile, customers using 

a new media channel in the cognitive level. Thus, hotels must care about new media channels while 

their building up their marketing communication campaigns. During their campaign period 

responding customer and uploading picture create more chance for new customer. Therefore, 

companies shouldnôt see marketing communication campaigns as a cost. They must see that they 

are doing investment for their customer 
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ABSTRACT 

The increase in the popularity of eating out and the related trips has enhanced the number of studies 

on determining the relationship between food and tourism. This has resulted in some studies on the 

role of food on the touristsô destination preferences. The aim of the study is to determine image 

perceptions for Hatay, the general satisfaction level for the meals, the relationship with the Hatay 

image and satisfaction, and the elements that stand out before visiting Hatay of the visitors who eat 

food at the restaurants that serve Hatayôs culinary offerings. After the necessary information is 

given in the theoretical part of the study, the data to be analyzed in the study will be obtained via a 

questionnaire. In this context, the study includes a series of practical applications for both public 

and private organizations supporting the development of tourism in the city and tourism enterprises. 

Key Words: Gastronomy tourism, local food, destination attractiveness 
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Turkey has been described as a tourism paradise with its historical, cultural, and natural beauties. 

However, the majority of visitors to the country come for sightseeing, entertainment, or sea-sand-

sun (Bucak & Araci, 2016). Until the recent years, all promotion, marketing, and investment 

policies were concerned with these factors. Alternative tourism types need to develop to increase 

tourism from other attractions that Turkey possesses, to save tourism from seasonality, and to take 

advantage of opportunities in terms of sustainability (Hacioglu & Avcikurt, 2011). Today, one of 

the most open areas of alternative tourism development is gastronomy tourism. 

Various researchers have considered the development of local and regional cuisine as a new 

platform for tourist destinations. In other words, the culinary heritage that a region possesses has 

gained considerable strength as a tourist attraction in its own right and has come to the fore of tourist 

activities (Goker, 2011; Selwood, 2003). Gastronomy tourism or travel for food has become 

growing a trend in many countries of the world. Countries such as Italy, France, and Thailand, 

which are particularly popular with their meals, have a reputation for gastronomy tourism. 

Similarly, Australia and Canada have made their meals one of the reasons for visiting tourists 

visiting their country (Karim & Geng-Qing Chi, 2010). Turkey has taken its place among the 

developing countries in terms of gastronomic tourism with the activities it has organized and the 

entry of Gaziantep into the network of UNESCO creative cities (TURSAB Gastronomy Tourism 

Report, Access: 27.02.2017). 

Gastronomy is becoming an important feature, especially in the development of small spaces. 

Although the literature supports the view that tourism is a link to gastronomy, very little is known 

about gastronomic tourists. For example, is there a segment called the gastronomy-tourism market 

segment? Does gastronomy contribute to the quality of tourists' experiences when visiting a 

destination? Do tourists go back to the destination to re-experience gastronomic activities? 

Nowadays, researchers have been seeking answers to these and similar questions. For example, 

Kivela and Crotss (2005) found that tourists prefer gastronomy as their basic travel motivation. In 

the continuation of their study, they found that gastronomic activities have an important place when 

the experience about the destination is positive or negative. 

Image has been defined as the sum of all the beliefs, ideas, and impressions people associate with 

a goal. The image of a destination has been defined as the expression of all objective knowledge, 

prejudices, imagination, and emotional thoughts of an individual or group of a specific place 

(Ferreira Lopes, 2011). This study will attempt to detect the effects of local food and beverages on 

the visitor's perception of image. At the same time, we will try to determine what the main 
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motivation is for visiting a destination that is famous for its local food. 

LITERATURE REVIEW 

As in the rest of the world, tourism activities have grown in Turkey in recent years (Zengin, 2010). 

Turkey is the seventh country in terms of number of tourists and the ninth country in terms of 

tourism revenues in the world rankings. Destinations compete with each other in order to get higher 

in these rankings. Hence, destinations are using marketing strategies and a variety of promotional 

tools to achieve more revenue and attract more tourists. Destinations with the same kind of 

attractiveness are trying to differentiate from others with their cultures and infrastructures. One of 

the areas where these differences are most obvious is local food and beverages (Eren, 2012). 

Researchers have defined local food and beverages as products produced using region-specific raw 

material and cooking techniques. Local foods perceived as part of the tourist experience are 

products that reflect the cultures of the region where they have been produced and, at the same time, 

are important in terms of tourist attraction. The menus have become a major tourist attraction and 

constitute the basic motivation of gastronomic tourism. Local foods have sometimes seen as a basic 

charm element for tourism destinations, but sometimes as a supporting element (Quan & Wang, 

2004).The concept of gastronomic tourism emerges when local food and beverages are the main 

motivation to visit somewhere (Nummedal & Hall, 2006). 

Gastronomy has been described as a study of where, when, how much, and how to consume food 

and drink (Santich, 2004). Gastronomy tourism, however, has been expressed as the attraction of 

local foods and beverages inherent to a destination (Eren, 2012). According to a more 

comprehensive definition, gastronomy tourism is a type of tourism offering the opportunity to 

experience food and drink that tourists cannot find elsewhere and to recognize, experiment, and 

learn local tastes ( Akdag, Akgunduz, Guler, & Benli, 2015; Beĸirli, 2010; McKercher, Okumuĸ, & 

Okumuĸ, 2008; Qaliĸkan, 2013). Wolf (2006) has defined gastronomy tourism as travel motivation 

and behavior that provides an unforgettable food and beverage experience for the individual. In 

other words, experiencing the taste of a special meal produced in that region, seeing the production 

stages of a meal, and visiting food festivals has been considered within the scope of gastronomy 

tourism (Deveci, Turkmen, & Avcikurt, 2013). 

Food and beverages, which have been regarded as supportive products for many years in the tourism 

sector, were not seen as travel motivation alone among the attractiveness of destinations. However, 

the culinary heritage that a region today possesses has gained considerable strength as a touristic 
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product in addition to being a part of tourist products, and it has come to the fore of touristic 

activities (Goker, 2011; Selwood, 2003). Gastronomy tourism provides a significant benefit to a 

destination and creates a unique market. It is clear how important gastronomic tourism is in the 

attractiveness of destinations as an effective alternative for tourists who want to get away from mass 

tourism and for destinations that do not have the substructure of sea mass (Kivela & Crotts, 2005; 

Rand et al., 2003). 

In recent years, studies have been conducted on destination images to better understand tourist 

behavior. According to these studies, perception of the image of tourist destinations directly 

affected the purchasing behavior (Ateĸoglu & Turkish, 2013). In other words, it has emphasized 

that the image of a destination has been crucial in deciding which destination a visitor will go to, or 

will definitely not go, or what basic motivation is operative. Especially on the first visits to be made, 

tourists can make an assessment of the images of all alternatives and choose according to this (Beerli 

& Martin, 2004). The formation of the image had been described by Reynolds (1965) as a 

development of a mental structure based on several views selected from a stream of information. 

The destination image has many sources such as 'information bulletins', promotions (travel 

brochures, posters), others' opinions (family / friends, travel agencies) and general media 

(newspapers, magazines, television, books, movies). In addition, by visiting the destination, it is 

possible to influence or change the image of the destination based on first-hand knowledge and 

experience (Echtner & Brent Ritchie, 2003). 

PURPOSE AND METHOD 

The purpose of this study is to determine image perceptions for Hatay, the general satisfaction level 

for the meals, the relationship with the Hatay image and satisfaction, and the elements that stand 

out before visiting Hatay of the visitors who eat food at the restaurants that serve Hatay's culinary 

offerings. The scope of the research is gastronomy tourism, local dining experience, and destination 

image. 

Tourist interest in local destinations in Turkey has allowed these destinations to come to the 

forefront of regional culinary culture. One of these destinations is Hatay, which has been home 

many nations with various beliefs throughout history, thanks to its position. UNESCO has declared 

Hatay óPeace Cityô with this feature. Hatay, with its historical texture, rich culture, and natural 

beauties, is as important as it is with its cuisine. The variety of flavors stemming from the rooted 

past and the fusion of the cultures in this past constitute Hatay's kitchen richness. There are about 

600 kinds of food in Hatay cuisine with its many unique features. 
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It is necessary to ask some questions about the personal characteristics of tourists visiting this tourist 

destination, their travel motivations, and their perception of the image of this destination. These 

questions will provide useful information for revealing the gastronomic tourism image presented 

by Hatay and the overlap of the perception of the tourists in the consumer position. In this context, 

the main research questions sought in the research are listed below. 

 Did the visitors travel to Hatay before eating a meal in restaurants serving Hatay's local food and 

drink? 

 What is the importance of Hatay's food and drinks in the image perception of Hatay? 

 Is there a meaningful difference between the groups that visited Hatay before and in terms of the 

importance level of Hatay's food and drinks in the perception of image towards Hatay? 

 What is the overall satisfaction levels of visitors who eat food in restaurants that offers Hatayôs 

local food and drink? 

 Is there a meaningful difference between the groups that visited Hatay before and did not visit 

Hatay in terms of their overall satisfaction levels for the food they were eating at restaurants that 

offer Hatayôs local food and drinks? 

 Is there a meaningful relationship between the general satisfaction levels for the foods that are 

eaten in restaurants serving Hatay's local food and drink and the importance of Hatay's food and 

drink in image perception for Hatay? 

 What are the factors for the visitor who eat in restaurants serving Hatay's local food and drink that 

attach importance to visiting Hatay? 

The scope of our research consists of visitors who eat in restaurants serving Hatay's local food and 

drink. In the restaurants where the data were collected, there was no statistical data for the number 

of visitors who visited the restaurant, and it was assumed that the number of patrons was over 

10,000 and the sample size was determined using the unlimited universe sampling formula 

(n=p.q.z2 a/e2 ) 454 (Ural & Kilic, 2006). The sample size was determined as 384 persons with a 

5% significance level and a 5% sampling error considering the variance of maximum variance (p: 

0.50) (n= p.q.z2 a/e2 =1,962 x 0,5 x 0,5 / 0,072 = 3,8416 x 0,25 / 0,0049 = 384). 

A part of the questionnaire used in the study is titled Gastronomy as a motivation tool: A research 

on travel motivations, food & beverage experiences and travel satisfaction of domestic tourists 
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visiting Hatay by Akdag, Gunduz, Guler, and Benli (2015). This was used as a data collection tool 

in the research. A sorting scale with a 5 - point scale measures expressions on the research. The 

survey was conducted between 1 February 2017 and 1 March 2017, with face-to-face interviews 

based on the sampling technique. At the end of the process, 364 participants were collected. Because 

there were no missing or incorrectly filled surveys, 364 questionnaires were used. Reliability 

analysis was applied to the ótravel motivationô scale included in the questionnaire. Cronbachôs alpha 

statistical test values were used to test the internal reliability of the 12-item travel motivation scale. 

As a result of the analysis made, Cronbachôs alpha reliability statistic was found as 0.924. As stated 

by Hair, Black, Babin, and Anderson (2010), the value of 0.70 is the confidence value, and the 

scales on this value are reasonably reliable. Table 1 presents the results of the visiting situation of 

the visitors who eat in restaurants serving Hatayôs local food. According to Table 1, 77.7% of the 

participants have never visited Hatay before. 

 

According to Table 2, 50.3% of the local foods served in image perceptions for Hatay are important 

and 30.2% are very important. That is why we can say that approximately 80.5% of the respondents 

said that food served in these restaurants have an important role in image perception for Hatay. 

 

The arithmetic mean and standard deviation values of the scores of Hatay's local foods on the 

importance scale for the image perception of Hatay according to their previous visits to Hatay are 
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shown in Table 3. In addition, a t-test was used to determine whether there was a significant 

difference between the arithmetic mean and the results are shown in Table 4. 

Table 3: The Arithmetic Mean and Standard Deviation Values of the Scores of Hatay's Local Foods 

on the Importance Scale for the Image Perception of Hatay According to Previous Visits to Hatay 

  IMAGE   

Visitation  N X SS 

Yes 81 4,1235 ,89976 

No 283 4,0389 ,80020 

 

According to Table 4, there is no significant difference between the groups that visited Hatay before 

and the importance level of Hatay's local foods in the image perception towards Hatay (t=0,415; p= 

0,158). 

 

Table 5 shows the frequency distribution for overall satisfaction levels of visitors for the local food 

that they eat. According to Table 5, 58.2% of the respondents stated that they were satisfied and 

15.9% of the participants said that they were very satisfied with the food they had eaten. Of the 

remaining participants, 8.5% stated they were not satisfied with the food they had consumed, and 

17.3% of participants used the expression óneither satisfied nor dissatisfiedô. 
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Table 6 summarizes the arithmetic mean and standard deviation of the scores they received from 

the general satisfaction level scale for the foods they have previously eaten while visiting Hatay. In 

addition, it was examined by t-test whether there was a significant difference between the arithmetic 

mean and the results are shown in Table 7. 

Table 6: Arithmetic Mean and Standard Deviation Values of the Scores Received by the Scale of 

the Overall Satisfaction Levels for the Foods of the Visitors According to Their Previous Visits to 

Hatay 

 Satisfaction 

Visitation  N X SS 

Yes 81 3,7778 1,00000 

No 283 3,7915 ,83941 

 

When Table 6 and Table 7 were examined, it was found that there was no meaningful difference 

between the groups that visited Hatay before and their general satisfaction levels for the foods they 

ate (t=0,901; p= 0,061). 

Table 7: T test Results of the Scale of Hatay Local Food According to the Scores Obtained with 

General Satisfaction Levels 

  Leveneôs Test t-test for Equality of Means 

  F Sig. t Df Sig. (2-

tailed) 

Mean 

Satisfaction Equal 

variances 

3,529 ,061 ,124 362 ,901 ,01374 

Equal 

variances 

,113 114,204 ,910 ,01374 

 

A correlation analysis was carried out to determine whether there is a meaningful relationship 

between the general satisfaction levels for the foods served and the significance level of Hatay's 

local foods in image perceptions for Hatay. Correlation analysis was applied for two variables: 

image and satisfaction. The results of the correlation analysis are shown in Table 8. 

Table 8: Analysis of the Correlation Between the Level of General Satisfaction and the Importance 

of Hatay's Local foods in Image Perception towards Hatay  

 Satisfaction 
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Image Pearson 

Correlation 

,365** 

 Sig. (2-tailed) ,000 

 N 364 

Correlation is significant at the 0.01 level (2-tailed).** 

Analysis of the correlation between the level of general satisfaction and the importance of Hatay's 

local foods in image perception towards Hatay shows there was a meaningful correlation between 

the level of general satisfaction and the importance of Hatay's local foods in image perception 

towards Hatay (p < 0,01). There is a relatively weak correlation between the variables (r = 0.365). 

As the level of general satisfaction towards the catered food of the visitors increases, the level of 

importance of Hatay's local foods also increases in the image perception towards Hatay. 

Table 9 gives the ranking of the elements visitors attach importance to visiting Hatay. When the 

table is examined, the highest average expressions are 'Finding peace (4,1429),' 'Having fun 

(4,1264),' 'providing information about cultural and historical artefacts (4,0797),' and 'visiting for 

eating and drinkingô (4,0495). 
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When Table 10 is reviewed again, it is possible to say the majority of participants think that the 

idea of tasting the food and drink is very important in the visitations to Hatay and that those who 

think that it is insignificant are very few. 

 

RESULTS 

The aim of the study was to determine the perception of the image of Hatay, the general satisfaction 

levels for the meals, the relationship between them, and the elements that stand out when visiting 

Hatay. In this context, the study includes a series of practical applications for both public and private 

organizations supporting the development of tourism in the city and tourism enterprises. First, most 

of the visitors who are in Istanbul and eat in Hatay local food restaurants did not visit Hatay before. 

This situation shows that visitors want to taste the Hatayôs local food although they had never seen 

Hatay. 

This study tried to determine the importance of Hatay's local foods in the perception of visitors 

towards image of Hatay. Analyses showed the food served at the restaurant is very influential in 

the perception of Hatayôs destination image. Only 3.2% of the participants stated that the food was 

not important. For the most of the participants, when you said something about Hatay, the first thing 

that comes to their mind is Hatayôs local food. 

Another question that has been investigated about the image perceptions of the participants is 

whether there is a difference in the perception of the image of the Hatay between those who went 
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before and those who did not. Analyses made for this question showed there is no difference in 

perception of the image of the Hatay whether or not a visit Hatay is on the participant's mind. 

Participants are generally satisfied about the food they ate. Nevertheless, according to the t-test, 

there is no meaningful relationship between their local food satisfaction and visiting Hatay. 

Correlation analysis reveals that as the satisfaction level of the visitors increases, the importance 

level of Hatayôs image also increases. 

Finally, this study ranked the elements visitors attach importance to when visiting Hatay. For this 

ranking, the first four elements are 'finding peace,ô 'having fun,' 'providing information about 

cultural and historical artifacts,' and 'visiting for eating and drinking. ô These findings seem 

reasonable when considering the destination attractions of Hatay, an old settlement. It is a well-

known observation that travels for peacefulness and enjoyment, taking the first two orders, are 

preminent for almost all travel except business travel. From this point of view, it is not surprising 

that the 'gastronomic' element is in second place. This is an important result for gastronomy 

authorities in Hatay. They are always emphasizing that Hatay is famous for its local food but, 

according to these results, Hatay' s cultural and historical values are more in the minds of visitors 

than its meals. 

These findings are remarkable for the city of Hatay, which wants to have widespread awareness 

throughout the world as Gastronomy City. There are important responsibilities for tourism 

enterprises and food and beverage operations, especially public organizations such as the 

Governorship, the Tourism Provincial Directorate and Municipality, non-governmental 

organizations such as Hatay Tourism Association, related tourism departments of the University, 

and so on, to increase the recognition of this destinationôs gastronomic values. 
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Abstract 

Creativity is the motivating aspect of being a chef when we consider how stressful their jobs. 

Previous studies show there is a link between creativity with turnover motive and also including 

testing the mediation effect of work stress and work satisfaction. Although the mediation effects 

of these two variables were tested, until now, the examination and moderation or interaction effect 

of work fulfilment and work strain on the link among artistry and turnover motive among hotel 

chefs. Therefore, this study aims to fill this gap by testing the moderation and interaction effects 

of these two variables in order to explore moderating role of work stress and work satisfaction. 

Quantitative research methods will be utilized to test the hypothesis of the research. Chefs in 

Cyprus will be chosen as the sample population. The data will be collected between February and 

May 2017. The data analysis of this research will be conducted in three steps. First step demonstrate 

descriptive statistics in order to show the whole picture of all variables. Second step will conduct 

Pearson correlation analysis to test the relationship among creativity, turnover motive and control 

variables. Final step of this research will be hierarchical multiple regressions to test the hypotheses 

of research. To test all analysis, researchers will conduct IBM SPSS version 22.0. 

Keywords: Work Stress, Turnover intention, Creativity, TRNC, Hotelôs chef, Work Satisfaction 

 

Introduction 

A gourmet master's business gives the chance of practicing one's inventiveness, yet in an upsetting 

work atmosphere. Cooking can be delightful, which allows to the culinary specialists to make 

dishes which tastes surpass desires and increment their capability (Pratten, 2003b). Culinary 

specialists who work in the inns accepted to have love for cooking, an individual excitement for 

blending the fixings. In this way, the nature of work open the entryways for imaginativeness, 
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smugness through individual accomplishment and the satisfaction of setting up the dishes which 

was pleased by consumers as innate encouragement for performing the task. It is assumed that for 

culinary specialists obtaining the circumstances to be inventive may prompt to have occupation 

fulfillment and that business fulfillment would result to an unwillingness to switch the work 

(Chuang et al., 2009). Turnover aim is characterized practically as far as contemplations of 

stopping one's present place of employment as a culinary specialist, slant to contemplate an option 

work proposal and musings to start one's own particular eatery. In particular, it is normal to expect 

that among gourmet specialists artistry would foresee turnover goal, and also that occupation 

fulfillment is expected to interact the connection amongst imagination and turnover motive. As 

client requests come one after another, and should be prepared and supplied in a short period of 

time in a crowded kitchen, where everybody tries to do their best to supply the dishes in a short 

period of time, stress is unavoidable. It takes incredible devotion to wind up distinctly a culinary 

specialist (Pratten, 2003b); that is why more than half of the gastronomy doesnôt attempt to be a 

chef. The enormous workload, absence of execution criticism and personnel shortages were stated 

as the three driving work related annoyance referred to by the individuals who stayed in this 

occupation (Murray-Gibbons and Gibbons,2007); work strain was in this way characterized 

appropriately as inordinate workload and absence of input on execution. It is considered that 

practicing creativity as a gourmet expert would bring about occupation push and thus that 

employment stress would be connected with turnover aim. Particularly it is assumed that among 

culinary specialists work stress would interact the connection amongst innovativeness and turnover 

motive. Therefore, the researchers will create the conceptual model, which is shown in the 

following parts, to test the moderation effect of work fulfillment and work strain when in the 

connection among artistry and turnover motive. The study will be conducted in North Cyprus. 5 

star hotel chefs and their teams will be taken as the sample population. The quantitative research 

techniques will be applied to test the hypothesis. The results will illuminate the managers of the 

hotels by underlying the importance of keeping the competent and creative chefs within their 

associations. 

Theoretical Background 

This piece of work will be established on "social cognitive theory"(Bandura, 1986), that states there 

are connections amongst human personality factors, surrounding factors and behavioral actions. 
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For this research, personal factors such as artistry, work fulfillment and occupation stress will be 

analyzed together with the behavioral attitude which in this case, turnover motive. 

Literature Review and the Hypothesis 

Creativity 

Creativity implies the ability to deliver original ideas or compelling answers for issues (Amabile, 

1988), and associations with creative workers can along these lines make additional esteem and 

keep up rivalry in a competitive environment (Amabile et al., 2005; George, 2007). 

Workers' innovative practices have a fundamental significance for any association on the grounds 

that inventive and imaginative workers can assume a definitive part in achievement of the 

association and accomplishing its objectives. Creativity in the working environment can be 

included acknowledgments and imaginative practices which go further of people's standard 

practices and are as far as new strategies for performing business issues, creative utilization of tools 

and competences, and developing remedies of the problems which are troublesome for others 

(Aryee, Zhou, Sun, & Lo, 2009; Prabhu, Sutton, & Sauser, 2008). It is considered that 

inventiveness can be considered as a type of type novel practices (Appelbaum, Iaconi & Matousek, 

2007). As hospitality sector mainly depends on human capital, it is important to have creative 

human capital to convey better and differentiated services to voyagers also, accomplish elevated 

amounts of satisfied consumers. (Mohsin & Lockyer, 2010; Robinson & Beesley, 2010) 

The practice of artistry has been characterized as the way toward creating novel and better methods 

for getting things done; creativeness and novelty are considered the two parts of advancement 

procedure, production and execution of thoughts, (Anderson et al., 2014), and the impact of them 

can be combined (Barrere,2013). In an eatery framework, inventiveness can be characterized as 

the production of thoughts by the head gourmet specialists, the generation of these new dishes by 

team of gourmets and come up with novel names for those novel dishes which inspire gastronomic 

encounters and feelings (Bouty & Gomez, 2013). Different patterns of cookery innovativeness, 

mainly assume inventive work as a two part method in view of creating and execution of thoughts, 

where the responsibility of the main gourmet expert is to initiate novelty and determine patterns 

(Albors-Garrigos et al., 2013). 
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In spite of the fact that no practical meaning of a cookôs inventiveness or what comprise an 

innovative formula, there is by all accounts an agreement among famous gourmet specialists that 

concordance, magnificence (Stierand & Dorfler, 2012) and the satisfaction of the client's fantazies 

are vital (Balazs, 2001). Hence, the researchers in this work also characterize culinary 

innovativeness as the utilizing and mixing the components accordingly in the arrangement of meals 

which look delightful, taste flavorful and satisfy consumer's dreams. 

Turnover Intention: 

Turnover intentions explain a personôs thoughts and behavioral approaches to quit an organization. 

Turnover on the other hand, defines the real action of a person being separated from an 

organization. (Aydogdu & Asikgil, 2011). 

Turnover aim is characterized as a worker's expectation to leave an occupation. Such motive may 

show up when workers talk negatively regarding to employee's positions, when they constrain their 

involvement into the institution, or when they really leave their employments (Jang and George, 

2012; Karatepe, 2013). Worker turnover has both positive and negative angles. From the business' 

point of view, the turnover of competent workers is a misfortune to the organization. Nevertheless, 

the turnover of incompetent or grumbling workers is a favorable circumstance to contract new 

workers and balance the workforce of the association. From the worker's point of view, turnover 

might be viewed as a positive element in the event that it prompts to a superior position. On the 

other hand, turnover motive is an undesirable issue inasmuch as the workers stay disappointed with 

their present role or associations. 

An increased turnover rate of workers can demolish the quality of the services offered by a business 

operating in tourism and hospitality sector. For example, if the experienced employees who worked 

for many years leave their positions, the association's misfortune is considerable as far as financial 

burden, time and exertion (Kim et al., 2009). Furthermore, turnover of skilled representatives 

comes lead devaluation of the prestige of the association and a decrease in the quality level of their 

services for clients (Kim & Brymer, 2011) 

High level of turnover rate of the personnel is accepted as one of the critical problems the 

hospitality businesses experience. (Karatepe, 2012) High level of personnel turnover results in 
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higher financial burdens and additionally, affects the businessôs performance, reduces efficiency 

and reduction of the willingness of the personnel to work which eventually reduce the service 

quality and therefore, decrease in customer satisfaction. (Simons & Hinkin, 2001). 

As such, extensive research has been done about the link between employment stress and 

inventiveness (Eisenberg &Thompson, 2011; Sacramento, Fay & West, 2013). 

Notwithstanding how culinary artistry is cultivated and performed (Slavich et al., 2014) knowhow 

is maybe the most vital part of expert ability (Zopiatis, 2010) which also lead to employment 

fulfillment and profession improvement (Ko, 2012). Past research revealed that albeit extended 

and unsociable working style were result to unhappiness, they were not prompt turnover motive 

(Robinson, 2005). Adversely, creativity, which depends on innovation in the kitchen, was found a 

factor to decrease the turnover intention if the gourmet specialists have the capacity and knowledge 

to innovate novel recipes that increase their willingness of the gourmet to work in the kitchen. 

(Lee-Ross, 2002). There is confirmation that creativity is identified with employment and work 

fulfillment and therefore Turnover Intention. (Robinson & Beesley, 2010). Based on this 

knowledge, the first hypothesis mentioned below was developed. 

Hypothesis 1: Creativity has a negative relationship with the turnover intention. 

The moderating role of work strain in the connection among creativity and turnover motive. 

Work stress is presently from one of those subjects, which have been discussed for the most part 

far and wide since it impacts the specialists' mental capacities, by which they are not prepared to 

perform and serve their affiliations sufficiently (Hon, Wilco, & Lin, 2012). Work push not simply 

impacts the delegates' execution, yet it can be the purpose behind versatile negative outcomes, for 

instance, weariness, less support towards work, agent turnover, unfaithfulness and less quickness 

(Glazer & Beehr, 2005). Stress at the workplace too minimizes the limit of fundamental 

administration, in light of this specialists don't have enough motivation to take exercises moreover, 

settle on decisions free from any other person which will prompt to abatement representatives' 

innovativeness in the association. 

However, A few different examiners have discovered confirmation of negative impact of work 

stress on creativity (e.g., Talbot, Cooper, & Barrow, 1992). Farr and Ford (1990) contend that stress 
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reduce creativity. As indicated by them, push brings about all around practiced conduct examples 

and it meddles with novel or creative reactions. 

Other words, when representatives are influenced by stress, they are probably going to turn to 

frequent activities and for purpose creativity activities. These discoveries are predictable with the 

distraction arousal theory which expresses that individuals have a constrained measure of mental 

assets, and when under stress, they dedicate a portion of the assets to take care of stressors. 

Regarding to Byron et al (2010), this makes a circumstance where in individuals who are under 

stress are left with less cognitive resources for different task, for example, creative considering. 

Along these lines, when individuals are under stress in their organization, their inventive 

considerations are probably going to suffer. 

Then again, Anderson, De Dreu, and Nijstad (2004), who led a survey of writing on creativity and 

development, contended that stress may enhance inattentiveness. In light of their discoveries, stress 

expands arousal which empowers the utilization of creative contemplation. Anderson et al. (2004) 

declare that when individuals are presented to stress, they take part in an engaged critical thinking 

system that prompts to improved imagination. Thus, stress improves creativity by making an 

interest for creative arrangements and by giving intellectual incitement. In view of the above 

discoveries, stress may either enhance or hinder creativity. 

Hypothetically it can be isolated between testing stress and impediment. Testing stress fuses 

stressors which individuals lead them as opportunities to create and redesign their aptitudes and 

limits. Extended commitments and time weight are instances of this anxiety. In the separation, 

impediment stress is a sort of stress that individuals evaluate them harming and damaging for 

creating and overhauling their aptitudes and limits. 

In any case, it is sensible to expect that individuals under anxiety may show lesser inventiveness 

more especially among lodging gourmet specialists. Mandler (1979) expressed that, Individuals 

under anxiety are most likely going as far as possible focus and speculation responses, frustrating 

inventiveness. High occupation push that accomplishes a lessening in occupation inventiveness is 

considered as a segment that impacts the delegate turnover goal astonishingly (Tiyce et al., 2013), 

from this conditions, work stretch has solid negative impact on imagination and which prompt to 

build representatives' turnover aim. Furthermore, as demonstrated by Chiang et al (2009), there is 
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demonstrate from the inn business which supports the interest request low assets of occupation 

strain; elevated work requests merged with nonappearance of mastery have been seemed to realize 

a lot of stress. Part strife, part equivocalness and work over-burden have been antagonistically 

related to occupation execution (Karatepe & Uludag, 2008) which will realize to reduce agents' 

inventiveness and interpersonal weight at job have been related with nonattendance of business 

innovativeness and elevated turnover desire. Turnover aim has been introduced among the 

elements which occur after persistent presentation to occupation push and attitudinal and 

perceptual changes in delegates (Albattat & Som, 2013). 

Hypothetically, work push, particularly part uncertainty, part strife, and work over-burden) make 

negative scholarly enthusiastic states to overpower on agents by putting them under the weight and 

a while later through this lead them to decrease singular innovativeness and lead them to settle on 

behavioral decisions, for instance, turnover expectation (El Shikieri & Musa, 2012). 

On the premise of above recommendations, the specialists of this paper expect that comparative 

results will hold in the inn business in light of lodging culinary expert. The impact of 

innovativeness on turnover expectation will be more grounded for lodging culinary experts with 

work worry than without work stretch. At the point when lodging cooks have a work stress, which 

is proportionate to reduction work imagination which straightforwardly increment turnover 

expectation. 

Hypothesis 2: Work stress moderates the connection between creativity and turnover motive. 

3.4 The moderating role of work fulfillment on the connection between artistry and turnover 

motive. 

Work fulfillment has been portrayed as an enthusiastic stacked attitude in the audits. Locke (1976) 

portrayed work fulfillment as the positive energetic state happening in view of the assessment of 

one's occupation or business experiences. Spector (1997) described work fulfillment as "the 

attitudinal variable reviewing how people feel about their occupation or parts of their business. 

Robins and Judge (2009) moreover described work fulfillment as a positive feeling about one's 

business happening in view of an appraisal of its qualities. As demonstrated by Chuang et al (2009), 

Job fulfillment for lodging culinary expert has been described as the significance of fulfillment 
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with eight elements of one's available place of business: the work itself; one's level of obligation; 

open entryways for improvement and affirmation; supervision; interpersonal associations; working 

conditions; pay and association technique. Zopiatis et al (2011) likewise expressed that the five 

most indispensable word related issues among lodging gourmet expert were manager security; cash 

related prizes and accidental favorable circumstances; increment by top organization, get ready and 

change and the way of work environment. Work fulfillment was most dumbfounding among 

lodging culinary experts performing in the cuisines of fine eating organizations who were directing 

in the region of 21 and 30 delegates (Chuang et al., 2009), and there was a hard relationship among 

work fulfillment and inventiveness and capacity, recommending that occupation fulfillment 

intervene the link among innovativeness and turnover desire (Robinson, 2005). Thusly, this 

examination will distinguish the directing part of employment fulfillment amongst imagination and 

turnover expectation. As it said above, there are a few observational confirmations which 

demonstrate that innovativeness has solid negative association with turnover goal. At the point 

when work fulfillments go about as a mediator variable amongst innovativeness and turnover goal 

the scientists hope to improve this association with arbitrator. In this manner, when inn gourmet 

expert has work fulfillment about their work which will prompt to expand their own particular 

imagination which is proportionate to decline turnover goal. 

Hypothesis 3: Work satisfaction moderates the connection between creativity and turnover motive. 

Methodology 

4.1 Sample and Data Collection 

Sampling will be utilized in this research since regarding to Judd et al (1991), sampling terms refers 

to pick cases that are judged to commonplace of the populace in which are intrigued, accepting that 

mistakes of judgment in the determination will tend to balance each other (p.136). The respondents 

will be full-time chefsô experts in the five-star hotel industry in Northern Cyprus. Before starting 

to data collection the researchers will get consent from hotel administration to get required in this 

review. As indicated by the recommendation of Perrewe et al (2002), the surveys' questionnaires 

will be created in English and after that back-translated Turkish by two phonetic specialists. 5 or 6 

chefs will take part in the pilot study with a specific end goal to show study is completely 

justifiable. As a next progress, thirty seven questionnaires will be circulated to the respondents 



275 

 

 

through their particular front office (Reception). Finished surveys will be sealed in envelopes to 

make reactions unknown and secret. 

This will make to lessen the potential risk of basic technique inclination from the proposition of 

Podsakoff et al (2003). Moreover, data will be assembled from inn gourmet expert master using 

two particular overviews with a period slack of one month to diminish the conceivable danger of 

basic technique predisposition. That is, this review will use the Time I and Time II polls that 

involved information about issues of anonymity and mystery. Such practice is perfect with the 

principles gave by Podsakoff et al. (2003) and other similar surveys (Karatepe, 2013). 4.2 

Conceptual Model 

Work Sat 

 

isfaction 

4.2 Measure 

Figure 1 displays the theoretical model and theories to manage the present review. This applied 

model is produced and tried the impact of creativity on turnover intention among hotel chef in hotel 

industry. Furthermore, steady with this model, the directing part of work hindrance stress and work 

satisfaction are inspected in the relationship among creativity and turnover intention. 



276 

 

 

Innovativeness will be reviewed with a 13 thing culinary expert inventiveness scale (Murray- 

Gibbons & Gibbons, 2007) in light of past research (Tongchaiprasit&Ariyabuddhiphongs,  2014). 

The scale will consolidate of interpretations of innovativeness things relating four components: 

decision of occupation, socialization in one's occupation, work satisfaction and word related 

satisfaction (Robinson & Beesley, 2010). Appropriately, master delete three things from (1) 

absolutely differ to (7) thoroughly concur. Inventiveness scales with thing using a Likert scale 

going test things fuse 'innovativeness is invigorated'. Cronbach alpha coefficient for components 

ought to be more prominent than 0.70(a >.70). So as to test legitimacy and unwavering quality, 

specialists will apply exploratory element investigation with vital part of varimax turn with 

eigenvalue more noteworthy than 1.00 and cross-stacked can be drop amid EFA. Work satisfaction 

will be surveyed with an eight items work satisfaction scale. The scale incorporates intrinsic and 

outward parts of occupation satisfaction in the chef part, for example, work itself, obligation and 

development (Chuang et al, 2009). Respondents will make a request to show the degree to which 

they are happy with their employments from (1) very dissatisfy to (7) very satisfy. 

Work stress will be overviewed with a 13-thing Chef Job Stress Scale. The scale is proposed to 

gauge parts of stress associated with the work of a culinary specialist (Murray-Gibbons & Gibbons, 

2007). Respondents will make a demand to show how much everything was substantial for their 

occupation from (1) exceptionally untrue to (7) genuine. Work stress will score as the total of 

scores on each of the 13 things; high scores address high occupation stretch. Turnover intention 

will be evaluated by a two-item scale. These two items were taken from the Turnover Intention 

Scale (Ariya buddhiphongs & Marican, 2015);these asked how frequently the respondents 

contemplated leaving his or her present place of employment and how slanted he or she is leave 

this occupation in light of an option offer from an inn. Answers were given on Likert scales going 

from (1) always to (5) never. 

Demographic variables will be used in this study contain gender, age, education, tenure, the 

researchers will use control variables because age or gender confound relationship among the study 

variables. 

Data Analysis 

The specialists of this paper will exhibit illustrative insights keeping in mind the end goal to 



277 

 

 

demonstrate the entire photo of all factors. What's more, this paper will lead Pearson connection 

investigation to test the relationship among autonomous, ward and control factors then direct 

various leveled numerous relapse to test hypotheses of this paper. The directing effects will test by 

method for the standards suggested by Baron and Kenny (1986) and the scientists will bolster 

directing impact by Sobel test. Autonomous element will center going before to increase. In 

anticipating inventiveness, the control variable will enter in step 1, work stress will enter in step 2, 

work fulfillment will enter in step 3, and the intelligent term (innovativeness * work stress) and 

(imagination * work fulfillment) in step 4. With a specific end goal to make examine result more 

significant and simple to decipher, the specialists will focus constant variable first and after that 

register the collaboration term and gauge display. 

Exploratory component examination (EFA) is utilized to "eviscerate interrelationships among a 

noteworthy number of factors and to clear up these components to the degree their typical basic 

estimations (fragments)" (Hair et al., 2010). In this overview, the measures were at first subjected 

to EFA utilizing key parts with varimax upset. Enduring quality for every component was assessed 

by technique for composite reliability (CR) (Bagozzi & Yi, 1988), (CR> 0.60). The internal 

consistency reliability was studied by technique for the generally perceived cut-off estimation of 

0.70. 

In supportive component examination (CFA), the ace must choose both the measure of parts that 

exist for a game-plan of components and which figure every variable will stack on before results 

can be enlisted (Hair et al, 2010). In the present review, all measures will be at risk to CFA through 

SPSS 22.0 to offer help for simultaneous and discriminant authenticity (Anderson & Gerbing, 

1988; Fornell &Larcker, 1981), fit records will be utilized to gage the model fit. The estimations 

of % 2/df, GFI (Goodness of fit once-over), CFI (Comparative fit summary), RMSEA (Root mean 

square bumble figure), and SRMR (Standardized root mean square remaining) will be utilized to 

study the postponed outcomes of the fit bits of learning. The authorities will test essential 

methodology inclination issues. Consistent method slant will be checked with a validating segment 

examination way to deal with deal with Harman's singlecomponent test (Kandemir, Yaprak, & 

Cavusgil, 2006). With a particular ultimate objective to show data scattering, the researchers will 

apply skewness and kurtosis. Skewness insinuates symmetry of a scattering; kurtosis suggests 

peakedness of a transport. 
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This study would contribute the literature by providing the moderating effect of job satisfaction 

and work stress between the relationship of creativity and turnover intention. Also, this research is 

expected to add to the literature on the gourmet expert's positions and the way of the culinary 

expert's work and can be utilized to guide the management to enhance their working procedures in 

a way to appreciate the chefôs efforts. 

Conclusion 

The review likewise would enthusiasm, as just few reviews directed among the culinary specialists 

working in the lodgings. The outcomes will give recommendations to directors by basic the 

significance of having fitness, innovative cooks fulfilled and keeping them inside their 

associations. Keeping great workers, will be valuable for the associations since discovering superb 

representatives is troublesome, exorbitant requires some serious energy, and furthermore it in the 

end prompts to consumer loyalty. This review will be helpful for the experts and for the experts 

working in culinary industry. For investigators this bit of work will demonstrate how work 

satisfaction and occupation affect the connection among imagination and turnover point. For 

directors, this audit will anticipated that would offer a demonstrate on the settings in which 

imagination is related to business satisfaction and lower turnover rationale and furthermore that 

work push debilitates the accommodating effects of innovativeness to quality the turnover point. 
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