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ABSTRACT

“Right to health” is a fundamental human right and it is protected by international laws, also it turns
over to states in three areas. Quality health care, affordability and the availability of necessary facilities
and equipment’s form part of the reasons why individuals in need of these services migrate to countries
that fortunately have upgraded facilities ready to serve the needs of patients worldwide. The purpose of
this study is to examine the perceptions of health practitioners, tourist agents (travel agents) and hotel
managers, to determine if they are aware of the present condition of medical tourism in North Cyprus,
and to discover the most sought-after procedure in the country. Thereafter the status of the most sought-
after procedure was analyzed and strategies for improving this sub-sector alongside medical tourism
were proposed. The study aims to provide insight for stakeholders, administrators and public officials in
designing their strategies for improving this sub-sector of tourism, and to highlight the contribution of
medical tourism to the development of the Turkish Republic of North Cyprus. The study is based on
surveys given to participants selected by a snowball sampling and convenience sampling technique.
Collected data were analyzed using basic coding methods of qualitative analysis. Results from the first
part of the study revealed that the most sought-after medical procedures in TRNC were invitro
fertilization treatments, and in the latter part of the study, the push-pull motivators and status quo of
this sector were determined.

Doi: https,//doi.org/10.31822/jomnat.2022-7-1-1

1. Introduction

Healthcare systems are complex and there are a
variety of things that a healthcare manager should
know regarding its practice. A healthcare system
infrastructure includes services, facilities,
institutions and organizations. An adequate
reaction of this infrastructure to the health
problems of a population summarizes the entirety
of a health-care delivery system (Stevens,
Kroneman, & van der Zee, 2017). The National
Bureau of Economic Research defines a health
system based on three types of arrangements
between healthcare providers. These
arrangements include organizations with common
ownership, contractually integrated organizations
and informal care systems (Jarvis, Scott, El-
Jardali, & Alvarez, 2020). It has been discovered
that health systems follow general patterns and
this led to the development of four basic models:
The Beveridge model, The Bismarck model, The
National Health Insurance model and the Out of
Pocket Model (Chung, 2017). The healthcare

system in North Cyprus (which is similar to that of
Turkey) is composed of a highly complex structure
which involves the ministry of health, universities
and the private sector. The most active model of
healthcare in Northern Cyprus is the National
Health Insurance model which is delivered by the
public health care system for citizens that possess
mandatory social security (Rahmioglu, Naci, &
Cylus, 2012). Many Turkish Cypriots seek health
care from the private sector and high out-of-pocket
healthcare expenses are also recorded. The
government of Northern Cyprus has a scheme that
involves the provision of free specialist healthcare
in Turkey for its citizens who may be unable to
afford the expenses associated with their health
conditions in the private sector; therefore, they
may visit public hospitals in TRNC to receive
duplicate diagnoses and become entitled to free
public services in Turkey (Rahmioglu, Naci, &
Cylus, 2012). Turkey is one of the highest
exporters of health services and this rubs off on the
Turkish Republic of North Cyprus. Turkey was the
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destination for approximately 560,237
international patients from 233 countries during
the period 2012 to 2014 (Esiyok, Cakar, &
Kurtulmusoglu, 2017).

Although there are challenges associated with the
health delivery systems in Northern Cyprus such
as shortage of medical staff and high cost of private
health insurance, the positive growth of the
healthcare delivery systems in Northern Cyprus
has given room for the advent of medical tourism
especially in fertility treatments and reproductive
health (Berkmen, 2017). Medical tourism is the
process by which people who live in one country
travel to another country to receive medical, dental
and surgical care while at the same time receiving
equal to or greater care than they would have in
their own country, and are traveling for medical
care because of their affordability, healthcare
excluded by insurance, better access to care or a
higher level of quality care (Gan, & Frederick,
2011). It involves the combination of products and
services from the tourism industry with the
medical industry (Lee, Han, & Lockyer, 2012).
Traveling for health purposes is not new; however,
availability of expertise and the required facilities
for the diagnosis, prevention, treatment and cure
of a disease contribute to the frequency of travel to
a particular country. Other factors that could
encourage medical tourism include cheaper health
services, higher success rates, cutting-edge
experimental procedures and service quality
dimensions which include reliability, tangibility,
responsiveness and assurance (Sultana, 2014). The
rapidly growing medical travel industry has
implications for the health systems of both sending
and receiving countries (Whittaker, Manderson, &
Cartwrite, 2010).

Medical tourism in choice destinations would be
non-existent without solid healthcare facilities and
a progressive healthcare system; therefore, it is
safe to say that the progressive growth of the
healthcare system in North Cyprus has
contributed to the industry of medical tourism. The
separation of Cyprus into North and Southern
states in the year 1974 grossly affected the growth
rate of the healthcare system in Northern Cyprus.
While the Southern side of Cyprus occupied by
Greek Cypriots has experienced rapid growth, the
growth of healthcare delivery systems in the North
has been slower because of the embargo placed on
it by the international community (Osumeje, 2015).

This paper elaborates medical tourism and its
relevance alongside certain objectives such as
highlighting the importance of medical tourism in

North Cyprus, why medical tourists may seek
treatment in North Cyprus, the most popular
treatments available in North Cyprus, exploring
the status of the most attractive service within the
country and diagnosing its level of performance
while  providing  general  strategies  for
improvement. The concept of this qualitative
research is based on the theory of planned
behavior; this theory aims to link beliefs to
intentional behavior. Hence, responses from
participants clarify intentions behind their
opinions about medical tourism in Northern
Cyprus, and the basic tenets of medical tourism
induced by attitude, norms and behavioral control
become more glaringly obvious.

2. Research Objectives

The study aims at exploring the current state of
medical tourism with the Turkish Republic of
North Cyprus as the destination country. It is not
surprising to assume that the only forms of tourism
available in North Cyprus involve the sun, beach
and sand, however, recently North Cyprus joined
the World Health Tourism Congress (WHTC) that
1s the most established and longest running Health
and Medical Tourism Event in the World — this is
a positive step in the right direction as we can all
change our perspectives to include medical tourism
in the achievements of this state. It is unfortunate
that information related to the status of medical
tourism in North Cyprus is limited, this has served
as a motivating factor for the conduction of this
research, not only would it be a positive
contribution to health tourism education but would
unveil certain loopholes within the medical
tourism industry in North Cyprus.

This research aims to answer several questions,
they are:

Do tourists travel to North Cyprus specifically for
medical treatments?

e What are the push-pull factors that affect
medical tourism in North Cyprus?

e What are the personal opinions of hotel
managers, tourism agents and health
practitioners on the state of medical tourism
in North Cyprus?

e  What procedure/medical treatment is the most
utilized by medical tourists in North Cyprus?

e Using available data, what is the status of the
most sought after sub-sector of the medical
tourism industry in North Cyprus?

e What are possible strategies and alternatives
that may be effective in alleviating problems
identified within this sub-sector of medical
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Figure 1: Medical tourism: An integrated model

Source: (Hudson & Li, 2012)

tourism and medical tourism as a whole in
North Cyprus?

e  What is the contribution of medical tourism to
the development of health systems in the
Turkish Republic of North Cyprus?

3. Theoretical Framework of the Study

Medical tourism relies on several theories, most
notably those covering behavior. One of these
theories includes the theory of planned behavior
which is intended to explain the ability of an
individual to engage in a specific behavior at a
specific time. The key component of this model is
behavioral intent. This theory can be applied to
determine the intentions of individuals to
participate in medical tourism (Ramamonjiarivelo,
Martin, & Martin, 2015). Several researchers built
on the few existing models of medical tourism and
developed an integrated model that is aimed at
guiding future research, depicting demand and
supply perspectives and bridging intermediaries
(Hudson & Li, 2012). This model showcases a
relationship between medical and tourism
stakeholders. The left side of the model depicts

medical tourists who are influenced by
affordability, availability, the opportunity to
travel, privacy and anonymity, advanced

technologies and better-quality care, while the
right side of the model illustrates the supply side of
medical tourism, the influence of hotels and resorts
on medical tourism (Hudson & Li, 2012)

Another study conducted recommended that any
study of domestic medical tourism should take into
consideration the supply and demand perspectives
of medical tourism to reveal the potential for
medical tourism in a particular region (Heung,
Kucukusta, & Song, 2010). This research by
identifying the push-pull factors of medical tourists
and assaying available data; would be able to
achieve this feat.

4. Limitations
The limitations of this study are highlighted below:

e Limited relevant data on the status of medical
tourism in Northern Cyprus

e Limited access to respondents (Hence,
reliance on snowball and convenience
sampling methods)

e Inadequate sample size and choice of

subjective qualitative coding methods
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5. Literature Review

Tourism itself may be difficult to define, but its
notion is based on spending time away from home
in pursuit of several activities like recreation, while
taking advantage of the commercial provision of
services (Walton, 2012). When it overlaps with
other activities, interests and processes such as
medicine (for example); it leads to the introduction
of different categories and in this case- medical
tourism. Medical tourism is also known as
international medical travel and it involves
patients who seek medical attention in other
countries at relatively low cost, lesser delay and the
inconvenience of being placed on a waiting list
(Rogers, 2011).

The Health Care system of The Turkish Republic of North
Cyprus

Health care systems are complex and are
comprised of several building blocks which are not
independent of each other; basically it is an
organization of institutions, resources and
individuals that deliver health care services to
meet the health care needs of targeted populations.
The building blocks of an ideal health care system
include health service delivery, health workforce,
information systems, financial systems,
governance and access to essential medicines.
Drawbacks in either of these blocks could affect
overall performance and sustenance of the health
care system in assessment. The healthcare system
of the Turkish Republic of North Cyprus would be
summarized under the headings of the building
blocks (WHO, 2010).

Health service delivery is a building block of
healthcare systems in which patients receive the
treatment and supplies that they warrant, either
with their personal finances, health insurance or
some type of aid. According to the American
Academy of Family Physicians (AAFP), the
primary goal of an exemplary health care delivery
system should be to encourage optimal health
outcomes by providing moderate, patient-oriented,
quality care with an emphasis on service.
Healthcare service delivery is made available in
the Turkish Republic of North Cyprus through
several pathways which include the public health
care system (which is made available to those who
have social security insurance), the private sector
(which exposes high out-of-pocket health care
expenditures), the assessment of public services in
Turkey (this is made possible through a formal
scheme organized by the TRNC government to
send individuals for free to Turkey for specialist
care if the required services are unavailable) and
the formal crossing of the border to receive public
services in South Cyprus (Rahmioglu, Naci, &
Cylus, 2012).

Another building block of the health care system is
the health workforce, A sturdy workforce in the
health sector would facilitate the ability of a
country to meet its health goals; it is an added
trump card if the available workforce are inspired,
equipped, knowledgeable and properly skilled in
handling circumstances evident within their
command. There is minimal available statistics on
the health workforce of TRNC; this is partially due
to 1its ambiguous status that has affected



Journal of multidisciplinary academic tourism 2022, 7 (1): 1-18

investments from EU- and US-based hospital
companies (Gauldie, 2017).

Health Information systems (HIS) is another
building block of an ideal health system and
predominantly, information regarding the HIS of
countries can be obtained from agencies
responsible for generating, compiling and
analyzing the data. The Organization for Economic
Co-operation and Development (OECD) serves to
stimulate world trade and economic progress; they
publish reports and statistics on a wide number of
subjects for its 37 member countries. The TRNC is
neither a member of the European Union nor the
OECD, hence it is twice as difficult to retrieve
reliable information of international standard;
most health related data are published on the
website of the state’s ministry of health, Kuzey
Kibris Turk Cumhuriyeti Saglik Bakanligi and the
state planning organization.

Access to essential medicines is a building block of
a health care system and the World Health
Organization defines them as medicines that
satisfy the priority health care needs of the
population. Essential medicines are supposed to be
affordable and easily accessible, while accessibility
may not be a problem in TRNC as there are a lot of
community  pharmacies, affordability and
availability have proven to be quite a challenge
especially for average Turkish-Cypriot residents in
need of orphan drugs (Gokcekus, Toklu,
Demirdamar, & Gumusel, 2012). Although
prescriptions/medicine costs are cheaper when
compared with other European countries, lack of
data and high out-of-pocket expenditure has made
it difficult to draw conclusions or make
comparisons. The ministry of tourism and social
media experts are therefore making great efforts to
leverage the privacy, affordability (when compared
to other European countries), short waiting lists
and beautiful climate of the country, using them as
pull factors of attraction (Altinay, & Hussain,
2005).

History and Growth of Medical Tourism
The practice of traveling for health and medical
reasons is not new. The idea of medical tourism
backdates to the Sumerians in 4000B.C (Mestrovic,
2018) but an all-inclusive health tourism system
was developed by the Greeks (Benzler, 2013). The
antique concept of medical tourism has however
evolved from the use of mineral-rich water (spas) to
surgical operations, fertility treatments and
clinical experiments. Modern day tourism is
believed to have started in the 1980’s when health
costs increased drastically in certain countries like

the United States of America, patients were known
to travel to other countries e.g. Costa Rica for
dental surgeries not covered by their insurance
(naraveeplasticsurgery.com, 2018). In the late 20th
century, the government of Thailand directed its
tourism officials to brand and market the country
as a melting pot for plastic surgeries hoping to
boost revenue, Bumrungrad International Hospital
in Bangkok became one of Thailand’s best known
destination for medical tourists (Pickert, 2008). In
the year 2017 it was recorded that approximately
35.38 million foreign tourists arrived in the country
and they spent about 1.8 trillion baht (Froyd,
2018). In the early two thousands, it was reported
that over 150,000 citizens of the United States
traveled to Asia and Latin America, this figure has
long since doubled (medicaltourism.com, 2019).
Fast forward to the 21st century, data collated in
the year 2018 revealed that the global medical
tourism industry was valued at 16,761 million USD
and it 1s estimated to reach 27,247.6 million USD
by (mordorintelligence.com, 2019), these values
represent tremendous growth of this industry.

When Turkey’s traditional tourism industry
dissipated, the country re-centralized its focus on
the medical sector. It was reported that the influx
of medical tourists in Turkey increased from 75,000
visitors in 2007 to more than 700,000 visitors in
2017 (Perryer, 2019). In the Turkish Republic of
North Cyprus, it is claimed that visitors combine
summer holidays with the opportunity to get IVF
treatments, cosmetic or dental surgeries. In 2015,
there was agreement between the North Cyprus
Ministry of Health and two leading Swiss Medical
associations for the purpose of increasing future
Swiss health tourists as well as enabling the
exchange of technology and personnel between
these two countries (NCI.com, 2015).

The corona virus pandemic has had a negative
impact on the state of tourism; travel restrictions,
closed hotels and the desperate need for ‘social
distancing’ have exacerbated declined travel rates,
thereby affecting tourism negatively. While the
management of covidl9 related crises has been
paid attention to by academics, there is little
information on the possibility of tourism (medical)
as a panacea for destination recovery (Abbaspour,
Soltani, & Tham, 2021). The tourism industry,
specifically medical tourism, may take a long time
to be resuscitated, but this does not negate the fact
that it may return to its former glory (Khan,
Chauhan, Majeed, & Goyal, 2020).
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Push-Pull Factors of Medical Tourism

There are several factors that encourage medical
tourism; these factors are particular to the
residential country of the medical tourist. These
can be divided into push and pull factors, push
factors drive people away from a place while pull
factors attract people (IHRC, 2014). They are
psychological motivations that may influence the
behavior of a tourist. A new model of medical
tourism has been designed to guide research, while
taking into consideration the psychological factors
that affect the behavior of tourists, perspectives of
demand and supply were depicted alongside
intermediaries that bridge them. The model stands
out and remains unique due to the relationship
that is established between medical and tourism
stakeholders ( Hudson & Li, 2012).

The model reveals a left and right side which are
divided by intermediaries. The left side represents
medical tourists who are motivated by
affordability, availability, opportunity to vacation,
privacy and anonymity, advanced technology,
better quality care and quicker access. The Turkish
republic of North Cyprus offers a degree of these
factors, most especially opportunity to vacation
and privacy, advanced technologies are available
but may be limited while quicker access is inhibited
by the embargo placed on the country as a whole.
Supposed medical tourists willing to visit TRNC
would also be influenced by the economic and
political systems of their countries.

Intermediaries represent the channels through
which medical tourists seek medical tourism. In
the course of this research, these channels were
explored and accessed to gain an insight on the
presence and influx of medical tourists into TRNC.
Those channels include medical brokers, travel
agents and online agents; they bridge the gap
between medical tourism providers and medical
tourists. There are three forms of medical tourism
as identified by Bookman and Bookman; they are
invasive, diagnostic and lifestyle.  High
technological procedures are included in invasive
forms of medical tourism; diagnostic procedures
encompass several types of tests while wellness
and recuperation treatments are enclosed in
lifestyle forms of medical tourism (Medhekar,
Wong, & Hall, 2014). The right side of the model
illustrates the supply side of medical tourism
which includes a combination of medical tourism
facilities and hotels/resorts, all offering the three
forms of medical tourism.

Medical Tourism in the Turkish Republic of North
Cyprus

Cyprus is the third largest island in the
Mediterranean and since 1974 Cyprus has existed
in two parts: the North occupied by the Turks and
the South occupied by the Greeks. North Cyprus
covers an area of 3,355 square kilometers. The
capital of North Cyprus is Nicosia and major cities
include Kyrenia, Famagusta, Guzelyurt, Lefke and
Karpaz. The skies are consistently cloudless and
this encourages low humidity that makes the
temperature bearable. North Cyprus is therefore
promoted as an ideal location for summer and
winter holidays. The new TRNC government
statistics has revealed a significant growth in
tourism, with increased numbers arriving from all
over Europe, North America, Scandinavia and even
new arrivals from China this encouraged the
introduction of new hotels, traditional houses,
boutique hotels and bungalows. Holiday tourism
therefore blends perfectly well with medical
tourism although competition is stiff due to
embargoes and restrictions in transportation
(Hussain, Mothiravally, Shahi, & Ekiz, 2012).

There are over 137 travel agencies working locally
with international tour operators to increase
revenue. The GNP of Tourism in North Cyprus
increased from 1,527,899,266 TL to
3,814,495,652.1 TL from the years 2013 to 2018
respectively (State Planning Organization, 2018).
Net revenue of $791 million was forecasted in the
tourism industry for the year 2019 compared with
the net revenue of $697.70 million generated in the
year 2015 (Tagiran, & Ozoglu, 2017). The health
care industry 1is witnessing changes to
accommodate holiday tourists who may be in need
of health care.

It was reported that in 2008, doctors provided
general/surgical treatments to over 45,966 people
and dental cure/treatment to 22,912 patients
(Health and planning office, 2008). BFN Cosmetic
Tourism, a local private company located in
Kyrenia in collaboration with a private hospital in
Nicosia has designed healthy medical tourist
packages to encourage medical tourism in
Europeans (bfncosmetictourism.com, 2009). These
packages include procedures such rhinoplasty,
otoplasty, face lifts, breast augmentation,
labiaplasty and dental surgery in combination with
flight and hotel bookings, post-operative checks
and airport transfers (Hussain, Mothiravally,
Shahi, & Ekiz, 2012).

In 2007, a three-day conference themed The
Globalization of Medical Tourism was held in
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Amman (the capital of Jordan) under the royal
patronage of King Abdullah II. The TRNC
delegation was led by Fikri Ataoglu (The Minister
of Tourism and Environment) and the President of
TRNC’s Health Tourism Council, Ahmet Savagan,
with the aim of promoting world class health
facilities to new audiences (T-VINE, 2017). It was
thereafter reported that the TRNC attracts an
estimate of 20000 new patients annually as the
state has repeatedly worked hard in building a
reputation in a number of fields such as cosmetic
surgery, invitro fertilization, physiotherapy and
dentistry. Tina Malone, a popular actress, was 50
years old when she gave birth in the year 2013
after receiving treatment from Dr. Gazvani at a
North Cyprus treatment Centre in Famagusta
(Genower, 2017). Fast forward to 2019, the Turkish
Republic of Northern Cyprus participated in the
third Global Health Care Forum which was held in
Baku, Azerbaijan. In this forum, certain tasks were
defined, such as: establishing real cooperation and
support between healthcare and tourism,
developing and adopting the mechanism and
tactical approach of this cooperation (globalhtc.org,
2019).

A strategic analysis of medical tourism in North
Cyprus was conducted several years before,
findings involved a PEST and SWOT analysis that
outlined possible conditions for the development of
medical tourism in the future and necessary
recommendations were highlighted (Hussain,
Mothiravally, Shahi, & Ekiz, 2012). A few years
later, the attitudes of the stakeholders in the
health tourism sector of North Cyprus towards
education on health tourism were analyzed in a
study conducted by Ahmet Savasan and colleagues.
It was concluded that there was limited and
insufficient literature regarding health tourism
education and that the stakeholders of this sector
needed to be educated about the sustainable
economic contributions of health/medical tourism
to the country (Savasan, Yalvac, Uzunboylu, &
Tuncel, 2018). The perceptions of the residents of
North Cyprus towards medical tourism were
observed using the snowball sampling method of
data collection and analyzed statistically to
identify the motivational factors of the
respondents, thereafter it was discovered that
residents were more comfortable with the medical
facilities in Turkey than on the island itself
(Birader, &Ozturen, 2019). This research paper
aims to expand available knowledge by focusing on
a different target group while taking into
consideration that a lot of changes may have
occurred over time.
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Figure 3: A framework for research
Source: (Creswell, 2003)
6. Research Methodology
The research design framework that was used to
explore this research process was devised by John
Creswell. This framework is ideal because it is
clear and comprehensive. The framework 1is
composed of research paradigms, designs and
research methods (Creswell, 2003).

Research Paradigm
In this research, the constructivist paradigm was
used. It refers to the idea that reality is constructed
via socio-environmental interactions. The focus
relies on the unique qualities of the participants
and their experiences; hence their views of the
situation would be studied.

Research Design
There are two types of research methods; they are

quantitative and qualitative research.
Quantitative research involves the use of a
statistical approach to quantify variables and then
generalize results from the sample population,
while qualitative research involves the analysis of
textual, visual, or audio data and covers a broad
spectrum from confirmation to exploration (Mihas,
2019). It does not only focus on “what” people think
but also “why” they think the way they do (Bhat,
2019). The qualitative method of research was used
for this study to observe and analyze the
psychological motivators of the participants
towards medical tourism in North Cyprus and
their personal opinions on several questions that
may help in achieving the objectives of the
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research. Qualitative observations, interviews and
qualitative documents were also analyzed to aid in
the research, hence, it could be said to be an
observational exploratory study.

There are different models of qualitative research
methods, ranging from the narrative model to the
phenomenological model. The phenomenological-
case study model of qualitative research was
essential for this study because it is aimed at
developing a complete, accurate, clear and
articulate description and understanding of the
experiences and opinions of the focus group.

The sample of the study consisted of 30
questionnaires investigating the nature of medical
tourism in North Cyprus with hotel managers,
travel agents and healthcare practitioners. The
survey questionnaires were prepared using open-
ended questions, thereafter; the data was collated
and analyzed using basic qualitative methods.
Subsequently, structured questionnaire surveys
were sent to the chief medical directors and
managers of fertility clinics in Northern Cyprus
using an electronic method, the purpose of these
questionnaires were to reveal the strategic position
of their facilities in the medical tourism industry
when compared to other choice destinations.

Research Methods

A snowball sampling technique was used in the
first part of this study, this non-probability method
is appropriate when the target group is difficult to
reach and to ease data collection. Target
respondents were found in their offices and with
the help of colleagues. The second part of the study
involved a convenience sampling method, because
although a large number of individuals were
contacted, only seven participated.

Data Collection

To carry out the study, data collection was done
through survey questionnaires. Thirty (30)
questionnaires were given to travel agents, hotel
managers and health care practitioners. The
purpose of the questionnaires were explained to the
respondents, thereafter they were filled and
returned while their anonymity was guaranteed.
The primary location of the respondents was
Kyrenia, North Cyprus. The respondents included
ten (10) travel agents, seven (07) hotel managers
and thirteen (13) health practitioners. The
duration of data collection was five months,
specifically between November 2019 and March
2020.

Thereafter, a series of structured surveys were sent
to fifteen (15) fertility Clinics in North Cyprus, this

is because results from the first survey revealed
that fertility clinics were the most viable sector
medical tourism in North Cyprus. Seven responses
were received anonymously, the data was
subsequently coded and grouped, while extracted
information provided variables used in the
evaluating push-pull factors.

Data Analysis
Responses from the first questionnaire were

analyzed using basic qualitative tools which
eventually established the existence of medical
tourism in North Cyprus, the most viable sub-
sector, alongside existing push-pull factors within
this industry. Results from the second survey
questionnaire were also coded, grouped and
analyzed further. They provided more clarity on
the push-pull factors of medical tourism within the
state. It is intended that at the end of this study,
strategies that would propel the most-viable sector
of medical tourism would be provided, and they
would serve as a guide for policy makers in order to
strengthen other weak-links within the medical
tourism industry of Northern Cyprus.

Limitations of this study include the choice of pure
qualitative research methods (subjective coding
analytical methods), limited access to participants,
and inadequate sample size.

7. Results

Thirty questionnaires were filled anonymously by
health practitioners, hotel managers and tourist
agents; the data were thereby collated and
represented below:

Table 1: Data from respondents who knew persons
that had traveled from foreign countries into
Northern Cyprus for medical purposes and their
accommodation/length of stay.

Table 1: Data from respondents who knew persons that had

traveled from foreign countries into Northern Cyprus for
medical purposes and their accommodation/length of stay

If yes, clearly state the
accommodation type (five or four star
hotel; private or general hospital) and ° 3 § g‘
— —_ — O =)
length of stay (X) 2 % g % % g
) [a)] o O O
Total respondents who answered 4 2 6
% of respondents who answered X 13% | 7% | 20%
Unsure 1
Unsure 1
boutique hotel, 1 week 1
boutique hotel, few months 1
| don't know
Unsure 1

Source: Author
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Table 2: Respondents opinions on the most sought after

treatment options in Northern Cyprus

either stay and/or leave TRNC

Table 3: Respondents personal opinions on their choices to

expensive

In your opinion, North Total state reasons for selecting "
Cyprus is suitable for Resp your above answer 5 = N
which type of treatment? 2 onse (question 9) (X) g 2 £ >
) S| 2 - Cate g S 5 c
S3| &5 2 ] 8 e g
> | 88|85 |8|Cown 5 |8 | &8 |3
t 7| s 5 5 g
Total respondents who 12 5 4 4 2 ju g |22 | =k % =
answered X ® 23 3c | 38 | B3
a B =3 | 22 | FO
Total r ndents wh
% of respondents who 13 ar?st\?vereeijp?( e ° ' ° : -
40% | 7% 13% 73% % of respondents who 32 10
answered X % answereg X % 5% 42% | 21% 0%
because Cyprus is good for
tourism. Treatment is
botox, invitro fertilization, 1 1 expensive. Does not cover 1
cosmetic surgery international people like me
for insurance
VISA problem 1
| make money here,
fertility treatment 1 insurance covers most of my
health needs, it is not 1
expensive except | want
expensive treatment
. Very expensive. Especially
cosmetic surgery for cancer 1
Personal 1
it is expensive. They do not 1
o o treat any diseases here.
invitro ferfcnlzatlon and 1 I'am Turkish. Going to
egg donation contry easy for me. Turkey 1
cheap too
it is expensive to travel. We
have good eye and dentist 1
IVF, ENT, IVF 1 1 clinic. Insurance covers
basic disease
Kibris expensive. Not many 1
procedures
Rhinoplasty, dental 1 1 many hospital. Many
surgery surgeries here.  am not sick. | 1
Health insurance covers
expensive to travel and
. - many specialist hospitals 1
e R 1
not many hospitals here 1
Kibris expensive. More 1
opportunities in Turkey
nose job, invitro 1 1 it is my home. | make
fertilization money here.treatments 1
available
Expensive. Insurance does 1
not cover many sicknesses
invitro fertilization 1 traveling is expensive and 1
plenty facilities in Kibris
Better care in countries like
India. Cheaper. More 1
research
many treatments 1 better countries outside 1
Cyprus giving better care
I not leave country before.
Here not good for certain 1
any treatment but 1 treatments

Source: Author

Source: Author
A simple grid with coded data was prepared to
collate and adequately represent the data provided
in the questionnaire. The letters HM were used to
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represent hotel managers, TA for tourism agents
and the letters HP were used to represent health
practitioners. Yes or No questions were
represented with Y and N, R refers to respondents
and questions were represented with numbers 2, 3,
7 and 11. Percentages were used to represent the
number of people who consented to different
options.

Table 4: Coded grid showing responses to the questionnaire

Viable procedures available in TRNC

mIVF
m Dental procedures

cosmetic surgeries

— others

Position | 2 3 7 11
R1 TA Y Y Y N
R2 HM N N Y N
R3 HM N Y Y N
R4 TA N N Y N
RS TA N N Y N Figure 4: Viable procedures available in the Turkish Republic
R6 HM Y N Y N of North Cyprus
2; :i i \N( z m A simple grid with coded data was also prepared to
RO ap v v Y N collate and adequately represent the data provided
R10 TA Y Y Y N in the second questionnaire.
R11 HP Y N Y N
R12 HP Y N Y Y Fertility treatments in need of improvement
R13 HP N N Y N
R14 HP Y Y Y N
R15 HP Y Y Y N we are good in all M@ egg donation
R16 TA N N Y N ega/sperm
R17 HM N N Y - cryopreservation M sperm donation
R18 TA N N Y N 1
R19 HM N N Y N ivf treatment
R20 HP N N N N currogacy | W surrogacy
R21 TA Y Y N N
R22 TA Y Y N - sperm donation 1 Bivf treatment
R23 HM Y N Y Y ]
R24 HP N Y N Y egg donation W egg/sperm
R25 HP Y N Y N cryopreservation
R26 TA Y Y N Y 0% 20%  40%  60%
R27 TA Y N N N
R28 HP Y Y N N Figure 5. Areas of fertility treatments in need of improvement
R29 HM Y N Y Y Source: Author
R30 HP N Y Y Y

R= Respondent ~ HP= Health Practitioner TA= Tourism agent HM= Hotel

manager Y=Yes N=No
Source: Author

Table 5: Coded grid showing responses to second guestionnaire

Popular Waiting Medical | Marketing | Target countries? Need for improvement? | Lack of What
treatment? list tourists? | team? professional department?
staff?
IVF with ICSI | SWL Y Y The UK, Russia, France We are good in all N N
and neighboring European
ED SWL Y Y ww SG N N
ED SWL Y Y ww SG N N
ED SWL Y Y WW but specifically the SD N N
UK
OR SWL Y Y Everywhere. We have SD N -
agents in Turkey, UK,
France, and Germany
CS SWL Y Y the UK SD, egg/sperm CP N N
IVFF SWL Y Y ALL SD, SG, egg/sperm CP N -

IVF= Invitro fertilization
N=No WW= Worldwide
Source: Author

ICSI= Intracytoplasmic Sperm Injection
SG= Surrogacy SD= Sperm donation CP= Cryopreservation

ED= Egg donation
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OR= Ovarian rejuvenation CS=cannotsay SWL= Short waiting list Y= Yes
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8. Discussion

The objectives of this research would reveal the
current state of medical tourism in the Turkish
Republic of North Cyprus. While there is no
concrete data and statistical proof to defend the
presence and population of medical tourists in
TRNC, it 1is inarguably true that several
individuals travel to Northern Cyprus specifically
for medical purposes. Several intermediaries such
as direct traveler (winner of eight travel awards),
promote medical services in North Cyprus
alongside their holiday tourism plans. General
awareness of the existence of medical tourism in
Northern Cyprus was also reported. While 40% of
the entire population claimed to not be aware of
medical tourism in Northern Cyprus, 30% of health
practitioners, 20% of tourism agents and 10% of
hotel managers were confident about Northern
Cyprus being a medical tourism destination.
Results from the questionnaire also revealed that
20% of the respondents knew someone or several
persons who had visited the island for medical
purposes, while 13% were unsure of their length of
stay and accommodation type, 7% seemed to
remember that most of these tourists stayed in
boutique hotels and were available for several
weeks to a few months. Knowledge about the
existence of medical tourism in North Cyprus
seemed poor as only 60% of the respondents were
aware that tourists visited the country specifically
for medical reasons, 33% of these respondents were
tourist agents and majority were health
practitioners. Approximately 37% of these
respondents proclaimed that individuals from the
United Kingdom made of the largest population of
medical tourists in their facilities, while 30% were
unsure as they could not categorically state where
the medical tourists in their facilities came from.
No respondent mentioned medical tourists from
Iran and the Middle East, and tourists from Africa
made up the least percentage with about 10%.

Health practitioners
Tourism agents
W Hotel managers

W General unawreness

Figure 6. Level of awareness of medical tourism as reported by

the respondents
Source: Author

11

It was reported that tourism constituted
approximately 8.7% to the GNP of North Cyprus in
the year 2016 and currently, tourist activities
represent a major aspect of economic growth
(TRNC Public Information Office, 2020). Available
statistics revealed that Turkey had the highest
arrivals by country as at the year 2012 followed by
UK-non Turkish Cypriots, and this figure
increased to about 776,428 tourists in the year
2018, however, there is no data to reveal that they
came  specifically for medical purposes.
Respondents of this study however acknowledged
that while there were visits by Turkish nationals,
tourists who came specifically for medical purposes
migrated from other regions. A recent study
revealed that 61 out of 178 tourists who visited
North Cyprus were British, and this was similar
with the number of Turks who visited Northern
Cyprus for tourism; 93% of these tourists visited for
purposes other than seeking medical attention
(Akhavan, 2012).

North Cyprus Medical Tourism Popularity by Treatment
Type

Responses to the subjective question on the type of
medical procedures that attracted foreigners to the
Turkish Republic of Northern Cyprus were
recorded. 40% of those who responded (73% of the
entire population) to the fourth question on the
first questionnaire claimed that IVF procedures
were the most popular, 13% of the responses
highlighted cosmetic surgeries, while 7% claimed
they were dental procedures, the remaining 13% of
the responses included a variety of other
procedures.

45%

40% -

35% -

30% -

uIVF
25% -

W Cosmetic surgeries
20% -

H Dental procedures

15% -

M others

10% -

5% -

Ial

Cosmetic Dental others
surgeries  procedures

0% -

IVF

Figure 7. Most popular medical procedures in Northern Cyprus

Source: Author
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A comparative analysis between Northern Cyprus
and other major medical tourism destinations may
provide an insight into the performance of this
defacto state. The market size of global medical
tourism was valued at over 44.8 billion dollars in
the year 2019, and although the coronavirus
pandemic has grossly affected its growth, with all
factors being equal, the compound annual growth
rate of medical tourism is expected to be 21.1%
(grandviewresearch.com, 2020). It is highly
expected that Northern Cyprus would contribute
positively to this growth.

Thailand was reportedly one of the most popular
destinations for medical tourism in the year 2019
(grandviewresearch.com, 2020), India and Turkey
also were among the most visited countries in the
year 2019 for medical tourists. In Thailand, the
most preferred type of treatment was cosmetic
surgeries. Similarly, medical procedures like
gastric bypass, hip and knee replacements were
more affordable in India and were the most popular
types of procedures. When compared to Northern
Cyprus, there appears to be a limitation on the
treatment types available within the defacto state.
Legal limitations in Thailand such as
unrecognition of unmarried and same-sex couples
may restrict its viability as a choice destination for
fertility treatments, when compared to Northern
Cyprus.

Thailand medical tourism market share, by treatment type, 2019 (%)

h

\

Cosmetic
B Bariatric
Orthopedic
Dental

‘ Altemative Medicine
Cardiovascular
o Others
Infertility
Ophthalmology
Figure 8. Thailand medical tourism market share, by treatment
type
Source: (grandviewresearch.com, 2020)

Push-Pull Motivators of Medical Tourism in Northern
Cyprus
Responses from the questionnaire and reviews of
available literature revealed certain push-pull
motivators that may have affected medical tourism
in North Cyprus. Several questions from the
questionnaires served as key motivational
indicators. It was observed that all the fertility
clinics had procedures that stood out and generated
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the most income, although they varied per clinic,
overall viability was above average. The fertility
clinics also reported to have short waiting times,
cheaper procedures, marketing teams, experienced
staff, limited intrusion from the government and a
safe environment to operate. All these could serve
as solid reasons behind the attraction of foreigners
into the de-facto state.

Table 6: Questions arranged in groups to highlight motivational
factors
GROUPING

QUESTION

Average

Good
Poor

What is your most
popular treatment and is
it affordable?

Do you have a long or
short waiting list and are
your patients promptly
attended to?

Do you receive foreign
patients in the form of
medical tourists and
have you experienced
referrals from this
clientele?

Do you have a
Marketing team or
agents to reach patients
abroad?

If Yes, do they excel?

If No, why don’t you
have?

What areas do you feel
need improvement?

Are you experiencing
any shortage of staff?
Avre your staffs
professionally trained?
Are you satisfied with
the level of safety and
environment of Northern
Cyprus?

Avre there governmental
policies that influence
your work?

Do you have the latest
technology?

Does the embargo on
North Cyprus affect your
ability to receive foreign
patients?

Do you think that there
is enough awareness of
medical tourism and that
it could positively affect
your clinic?

Source: Author
Motivation is a key concept in medical tourism and
it can be described as the force that drives
individuals to take action, in this case, travelling to
another country for medical treatments; tourist
motivation is therefore now an established area of

tourism research (John, & Larke, 2016). According

Viability

«

Waiting time

Client turnover

Marketing and
Networking

Internal factors

Staffing

Staffing

Safety and
Environmental
factors

Influence of
government policies

Technology

Legal factors

Networking /
marketing
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to the push-pull model, internal/psychological
forces push individuals to make travel decisions
and external forces of the choice destination
pulls/attracts them (Walker, & Walker, 2011).
This study revealed that tourists from the United
Kingdom made up the largest percentage of
individuals who travelled specifically for medical
reasons, what then are the push factors for these

tourists? And why was the choice destination
TRNC?

An article written for the daily mail titled,
“Everything is legal here British couples are
being lured to a lawless ‘ghost town’ in Northern
Cyprus where they can avoid UK law to choose the
sex of their baby”, revealed that gender selection
was illegal in the United Kingdom but in Northern
Cyprus, there would be no legal issues (Kelly, &
Allen, 2018). 40% of the respondents agreed to the
fact that majority of the medical tourists who
visited TRNC came for fertility treatments and
13% for cosmetic purposes, the Turkish Republic of
Northern Cyprus has therefore become a center for
egg donations, the creation of designer babies and
other in vitro fertilization techniques due to the
lack of legal restrictions, shorter waiting times and
lesser expenses.

Cosmetic procedures available in North Cyprus
include rhinoplasty, areola reduction, arm lifts,
breast implants, belly button reshaping, breast
lifts, liposuctions, butt lifts, eye lifts, face lifts, fat
transfer, facial feminization surgeries, genital
reshaping and labiaplasty. Dental cosmetic
procedures are also categorized under cosmetic
procedures and they include dental crowns, dental
implants and teeth whitening. Online reviews from
Cosmetic Surgery Cyprus (CSC) revealed that
medical tourists from the United Kingdom were
benefactors of these services offered in TRNC. One
of such reviews praised the CSC for their
professional service, acknowledged the easy
booking process and short waiting time, and then
rendered accolades to the cosmetic doctors and the
medical facilities present at Near East University
Hospital. Another review by a medical tourist read,
‘....Yes, the price was lower than that of the UK,
but that did not mean there was a compromise on
the quality of work, safety and level of nursing
care....” There were complaints about limited
English language from the nursing staff, but this
did not negatively influence the quality of service
offered in this hospital (whatclinic.com, 2019).
Popular cosmetic procedures such as breast lifts,
liposuction and rhinoplasty cost about £2500,
£1808 and £2500 in this hospital compared to about
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£5000-£7000 in the United Kingdom, consultation
with plastic surgeons is also free in most facilities
in the Turkish Republic of Northern Cyprus
(Thasariya, 2019).

Table 7: A classification of the cost of medical procedures in
the UK, Turkey and Northern Cyprus

Medical Cost in the Costin Costin
procedures United Turkey Northern
Kingdom Cyprus
Breast lift £5000-7000 £2900 £2500
(Thasariya, (Medical (Thasariya,
2019) Tourism in 2019)
Turkey,
2020)
Liposuction £5000-7000 £2200 £1808
(Thasariya, (Medical (Thasariya,
2019) Tourism in 2019)
Turkey,
2020)
Rhinoplasty £5000-7000 £2900 £2500
(Thasariya, (Medical (Thasariya,
2019) Tourism in 2019)
Turkey,
2020)
Fertility > £5000 £2200-9700 | >£2200
treatments

Source: Author
Pull factors of medical tourism in North Cyprus
therefore include:

Cheaper health care

Lesser legal restrictions

Shorter waiting lists

High success rates

Availability of optimum health care facilities
The climatic conditions and side attractions of
the country (which are essential for post-
operative recovery)

However, a large population of the residents of
North Cyprus would rather travel to other
countries for medical purposes. 42% of the
respondents complained that health care and
medical procedures were rather too expensive for
them (probably because the services are paid for in
euros and most indigenes earn a lot less in Turkish
Lira) and 21% of the respondents would rather
leave for other reasons. This decision to leave may
be influenced by the local economy of the de-facto
nation, currently the minimum wage is officially
3150TL and many individuals are still being paid
below this amount (Security, 2019). The estimated
cost of living for a single person is about 2500TL
per month excluding rental fees, and with poor
health insurance systems and high out-of-pocket
payments, achieving treatments worth thousands
of Turkish Lira may be far-fetched for some
individuals, cheaper medical tourist destinations
may be a better option.
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Push factors of medical tourism in North Cyprus
therefore include:

e Inflation and the Economy

High expenses for residents

Inadequate infrastructural facilities for the
treatment of predominant diseases or
complicated surgical procedures
Inadequate bed spaces and health

practitioners

Fertility Treatments in the Turkish Republic of Northern
Cyprus
Several procedures were reported by the
respondents as being the most sought after options
within their fertility clinics, they include: Invitro
fertilization, Egg donations, and ovarian
rejuvenation, seemed to be the most popular. Egg
donors are paid for their services and their
anonymity is always guaranteed, as a matter of
fact, the donors are not meant to know the
recipients. Eurocare IVF describes this entire
process on their website and state that the entire
package costs about €5000/£4400 (IVF, 2021)
which although is greater than the previously
mentioned £2200 average, is cheaper than most

hospitals in the UK that would charge
approximately £9000 (eggdonationfriends.com,
2021) and Thailand that would charge

approximately $6110 (£4460) (123.clinic, 2021).
Egg donors are paid depending on the number of
viable eggs they are able to produce, they are
usually granted routine check-ups and given
necessary medications before their eggs are
collected. The harvested eggs would be fertilized by
single sperm cells using a procedure called
intracytoplasmic sperm injections before the
embryo is being transferred few days later into the
uterus of the recipient, usually recipients are not
told to pay an additional fee for ICSI thereby
making it an attractive offer.

In addition to the availability of a wide variety of
fertility treatment options and its affordability, all
respondents acknowledged that they had short
waiting lists. Hence, they are able to attend to
patients as early as possible and they would not
experience the inconvenience of waiting for a very
long time. Quite frequently, young women are
encouraged to donate their eggs regardless of the
availability of recipients; these women are profiled
according to certain requirements and paid after
their eggs have been harvested. However, certain
services seem to suffer as highlighted by the
respondents and they include surrogacy, sperm
donation and egg/sperm cryopreservation. The
reasons for this were not adequately investigated,
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but all clinics agree that they are neither under-
staffed nor lacking any technical expertise.

Medical Tourism: Improvement Strategies

A medical tourism and consultant group called
Mercury Advisory Group help benchmark medical
tourism initiatives and new market entrants with
project scoping, thereby making it easier for them
to comprehend their concepts of medical tourism
and strategic frameworks. They created a list that
1s intended to help members of the medical tourism
industry work efficiently towards the development
of a five-year medical tourism development
strategy. Some points off this list include (Todd,
2020):

e Identifying relevant strategies, plans and
programs for their medical tourism sectors
and executing them with effective techniques
(Singh, 2019)

Cooperation by relevant authorities in a
medical tourism destination in order to
encourage development. For example in
Turkey, there are national medical tourism
councils or boards that coordinate all formal
and informal parties which have a role in the
development of the sector.

Attraction of foreign and national investments
to the medical tourism sector by way of
providing different privileges such as tax
incentives

Engaging  curriculum  specialists and
experienced professional trainers to identify
training needs and develop specific learning
objectives and fund training activities
Provision of transparent prices in the form of
packages for their surgical and diagnostic
services. Packages often include references to
services provided, and may include ground
transfer and accommodation beyond the
hospital stay. Failure to do this may result in
a loss of clientele.

Several economic factors of the TRNC may serve as
opportunities for medical tourism growth such as
the absence of terrorism, low homicidal rates and
freedom of the press, however inefficiency of legal
frameworks in challenging regulations, poor
airport connectivity, poor Intellectual property
protection and poor auditing strengths and
reporting standards are possible disadvantages.
Organizations within an industry would therefore

thrive in an enabling environment which
encourages maximum security, checks and
balances, good corporate governance, ICT
adoption, trade openness, flexibility and

macroeconomic stability. TRNC ranked 89 out of
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140 countries in the 2018 Global competitiveness
report, while this is not a good position, there is
still hope as governmental agencies are working
tirelessly to cause an improvement even with the
existence of restrictions (Hasan Amca, 2019).

Intermediaries such as tourist booking agents
leverage on cheap air travel to encourage the
arrival of tourists from other countries. Due to the
coronavirus pandemic, air travel took a significant
hit from initial over capacity to multiple
restrictions. There is only one airport in Northern
Cyprus and airlines such as Pegasus, Turkish
Airlines, Corendon, Anadolu Jet and Sun Express
all fly directly into Ercan; the governmental
protection of these airlines in the wake of a global
recession would determine their sustainability and
survival, because most of them experienced
financial problems even before the pandemic. It is
highly unfortunate that revenue has been lost due
to the temporary ban of quick in and off airline
travel, this served as a blow to the industry of
medical tourism in both Turkey and TRNC. It is
however predicted that there would be a lot of
delays and it would take months before air travel
would return back to how it was, therefore, booking
a holiday or medical trip has never been more
uncertain. A recent article on medical travel
highlighted the possibility of many countries
having a re-think of tourism and a high certainty
that medical tourism would be at the bottom of the
priority list (Youngman, 2020).

The most popular form of marketing strategy used
by organizations in the TRNC medical tourism
industry is that of cost leadership. This form of
strategy involves increasing profits by reducing
costs of services/products and increasing market
share by charging lower prices, while still making
a reasonable profit. This type of strategy has been
successfully used to attract individuals from
developed countries into TRNC who unfortunately
have to pay expensive health costs in their home
countries.

Several alternative strategies for development and
improvement could be proposed:

e Joint collaboration between the Ministries of
Tourism and Health in the simultaneous
promotion of the environmental/climatic pros
of TRNC and the available medical
resources/facilities

Creation of policies, regulations and laws that
would encourage cross-participation between
ministries and guidance of affairs related to
medical tourism in TRNC
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e Continuous alliance with Turkey alongside
promotion of TRNC related medical tourism
offers, thereby making TRNC an extension of
Turkey which is already a recognized tourist
destination; this compensates for the current
embargoes and restrictions placed on TRNC.
Deliberate governmental input to include
medical tourism education in the curricula
and overall training in the ministries of
tourism and health, on administration,
marketing and delivery.

Adopting health certifications and
international accreditations from Turkey, e.g.
Joint Commission International

Organization of training and activities of
professional development for providers of
medical tourism

Design and Implementation of database
systems used to standardize transactional
metrics and produce customer service outcome
reports

Aligning with Turkey to gain international
safety and quality accreditations pending the
recognition of TRNC as an independent
country

Development of their own International
Safety Quality -accredited national
accreditation system with strict verification
processes

Encouraging versatility within the healthcare
practitioners in the aspect of language so as to
strengthen communication with tourists
Collaboration between hotels and hospitals so
as to establish space-sharing arrangements to
accommodate travelers accompanying
patients and/or creating settings to encourage
post-operative recovery within their facilities
Rebranding the website of the Ministry of
Tourism (Turizm ve cevre bakanligl) to look
attractive and include information on medical
tourism

Building strong ties with international health
insurance companies

Sponsoring international medical tourism
events in TRNC

9. Summary and Conclusion

The limitations of this study did not hinder the
generation of solutions and answers for the stated
objectives. Responses from the questionnaire and
reviewed articles revealed that individuals
traveled from other countries into TRNC
specifically for medical purposes, and although
reliable statistics is absent, available information
showed that individuals from the United Kingdom
made up most of the medical tourists in Northern
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Cyprus. The research went ahead to identify the
most popular procedure, push-pull motivators of
medical tourism in Northern Cyprus and how these
factors could be leveraged to boost medical tourism
in the country.

The opinions of tourist agents, hotel managers and
health practitioners were taken into consideration
and it became evident that domestic economic
factors do not encourage the utilization of available
healthcare facilities by residents of the country.
Also, cosmetic procedures and fertility treatments
are the highlights of the TRNC medical tourism
industry, therefore residents who are in need of
other invasive treatments such as cardiac
transplants may be unable to undergo such
procedures due to expenses, lack of equipment’s,
specialized hospitals and personnel, thereby
encouraging their exit to other cheaper countries.
It was also observed that TRNC is a popular and
reliable destination for a variety of fertility
treatments, specifically egg donation, and invitro
fertilization. Short waiting lists, affordability and
availability, are factors that have also acted as
solid pull-factors to fertility treatments within the
medical tourism industry of Northern Cyprus.

In conclusion, medical tourism is still at its infancy
in Northern Cyprus. It is therefore advisable for
governmental and non-governmental
organizations to ‘put their hands to the plough’ by
not neglecting medical tourism which is an
important sector of the tourism industry and
taking advantage of resource materials such as
these to increase competitive advantage and
improve customer gains and/or retention.
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Abstract

“Right to health” is a fundamental human right and it is protected by international laws, also it turns over to states in three areas. Quality health
care, affordability and the availability of necessary facilities and equipment’s form part of the reasons why individuals in need of these services
migrate to countries that fortunately have upgraded facilities ready to serve the needs of patients worldwide. The purpose of this study is to examine
the perceptions of health practitioners, tourist agents (travel agents) and hotel managers, to determine if they are aware of the present condition of
medical tourism in North Cyprus, and to discover the most sought-after procedure in the country. Thereafter the status of the most sought-after
procedure was analyzed and strategies for improving this sub-sector alongside medical tourism were proposed. The study aims to provide insight for
stakeholders, administrators and public officials in designing their strategies for improving this sub-sector of tourism, and to highlight the
contribution of medical tourism to the development of the Turkish Republic of North Cyprus. The study is based on surveys given to participants
selected by a snowball sampling and convenience sampling technique. Collected data were analyzed using basic coding methods of qualitative
analysis. Results from the first part of the study revealed that the most sought-after medical procedures in TRNC were invitro fertilization
treatments, and in the latter part of the study, the push-pull motivators and status quo of this sector were determined
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ABSTRACT

The objective is to analyze the importance of the Rota das Emogoes in the development of Piaui's
territory. Piaui is studied in the context of the Northeast of Brazil, geographical space of Piaui and public
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regional route that comprises the Brazilian states of Piaut, Ceard and Maranhido. The relevance is given
by the significant growth acquired by tourism in contemporary society. Governmental actions that

promote territorial tourism diffusion are examined in Brazil, especially in Piaui. Private policies that
requlate and establish tourist services that generate formal and informal jobs and trigger
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1. Introduction

This paper aims to investigate FRota das Emogées
(the Route of Emotions) as a proposal for the
socioeconomic development of the State of Piaui,
based on Public Tourism Policies with a focus on
the Tourism Regionalization Program, working on
the territorial concept of tourism. It has the
Northeast of Brazil as a context for analyzing
tourism correlations with economic, social, political
and geographical realities. This research is based
on the type of principle of the gap in studies that
understand the public policies that are behind the
creation and maintenance of this route, it is
expected that this article fills such questions in the
literature so that the applicability of public policies
for tourism in the region of fact come true.

The state of Piaui is one of the nine in the
Northeast Region of Brazil. It has a history of
political, administrative, economic, and
commercial dependence, considered a marginal
space for a long time, due to the situation of
economic backwardness in relation to the other
northeastern states, despite having a natural and
cultural potential. For a long time, the formulation
of public development policies is neglected in the
national development project, with no transfer of

federal resources to that State. The territory is part
of the poorest region in Brazil.

In the 2004, public and private policies
implemented A Rota das Emogées, an integrated
tourist itinerary, formed by the states of Ceara,
Piaui and Maranhéo, passing through fourteen
cities. The implementation of A Rota takes place
with the economic and political restructuring of
tourist activity in Brazil, by the Ministry of
Tourism (MTur) with the Programa de
Regionalizacio do Turismo (Tourism
Regionalization Program) - Roteiros do Brasil
(Tours of Brazil) - for the development of tourist
activity, in the national territory, adopting the
concept of tourist region to decentralize and
diversify tourism products.

Brazilian Ministry of Tourism proposes tourist
routing by creating routes for the union of
dispersed tourist attractions, to organize and
integrate the tourist offer in the country, and also
to connect places with tourist potential, by offering
profitable and commercially viable products. Thus,
Rota das Emogoes is installed, and it passes
through three Conservation Units: Parque
Nacional de Jericoacoara (Jericoacoara National
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Park), Parque Nacional dos Lengois Maranhenses
(Lencgéis Maranhenses National Park) and Area de
Protecao Ambiental do Delta do Parnaiba
(Environmental Protection Area of the Parnaiba
Delta) geographically close, suggesting
complementation. Kota offers attractions in the
segments of sun and beach tourism, adventure and
ecotourism.

Political speeches, seeking to attract investments,
through marketing, transform the image of the
poor state into a tourist place full of natural
attractions, however, not enough to end up poverty.
The disordered occupation of the territory and the
disarticulation of political, economic, and cultural
factors aggravated by the concentration of income
and power, intensify the picture of poverty
(Andrade, 2005). So, capital, technical and
technological limitations in the semi-arid region,
together with the political backwardness, are
responsible for maintaining the dominance and
power of the oligarchies in the northeastern states,
especially in Piaui (Aratjo, 2013).

Governmental programs for the development of
tourism, in different spheres, are now allocated in
the Northeast Region. The activity gains economic
relevance, in the formation of the positive image of
the Brazilian Northeast. The possibility of
exploring coastal landscapes induces the
development of economic development policies and
promotes the restructuring of the real estate
market. The northeastern coast is converted into a
tourist region with the adoption of development
policies, with marketing strategies that value the
shore (Dantas, Ferreira, & Clementino, 2010). The
transformation in this geosystem causes changes of
both territorial and economic nature via tourism
that emerges as an economic vector of the
Northeast, which is evidenced by the volume of
investments applied in tourism activity.

The Northeast Region structured in tourist hubs,
concentrated in the coastal zone, where the beach,
the sun and the sea become important variables for
attracting tourists and moving businesses. In spite
of this dynamic, Piaui remains poor and forgotten,
so the objective of the text is to analyze the
importance of A Rota das FEmogées in the
development of the State. The geographical
delimitation of the study area comprises the cities
of Parnaiba, Luis Correia, Cajueiro da Praia and
ITha Grande, all of them in the State of Piaui,
belonging to Rota das Emogées, from 2004 to 2019.
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2. Methodological Approach

Content analysis is the basis of analysis and
investigation in the search for a deeper
understanding of the conception of critical and
constructivist debate, as it presents a reality that
is full of conflicts and contradictions (Trivifios,
1987). Content analysis represents a technique for
analyzing communications, with systematic
procedures for describing the content of messages
with knowledge of variable indicators (Bardin,
1977). Content analysis provides sufficient
techniques to arrive at the true meaning of the
message. Bardin (1977) says that this analysis is
suitable for studying “de motivagées, atitudes,
valores, crengas, tendéncias’ (motivations,
attitudes, values, beliefs, trends). Researchers
necessarily identify ideologies contained in legal
provisions, guidelines, principles that, in the
simple scenario, do not present themselves clearly
(Trivifios, 1987). Thus, content analysis projects
the reality presented 1in the territory
contextualized in the research. Direct observation
1s a technique that elects representatives of public
and private entities from the four municipalities of
Piaui to access information generated by
documents, articles, and projects in the study
region.

For access to information, active projects, as well
as conversations, direct observation is a technique
that elects representatives of public and private
entities from the four municipalities of Piaui, to
capture maximum variation as well as a strategy
for sampling and deepening issues relevant to
Piaui. Rota das Emogées covered with advance
determination of criteria about places and
participants offers a greater view of the object
investigated (Creswell, 2014) and issues raised.
Systematic searches for relevant documents helped
to understand the facts. The research was
institutional and field search.

3. Public, Private and Alternative Policies

Public policies are ways of acting by the State
focused on meeting the needs in order to offer
dignified living conditions to citizens. Guaranteed
not only by the State, but also by the executive
bodies, they seek to ensure social rights for citizens.
One of the main powers of the State is the police
presented in the different regimes (liberal,
orthodox), as a mediator of relations (Pereira,
2013). There are elements that are interconnected
and compose the State, forming the:

A set of Institutions and prerogatives,
highlighting the coercive power, delegated by
the Society; the territory, understood as a
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geographically Ilimited space where state
power is exerciseds a bureaucratic machine
capable of administering  government
institutions and policies, collecting and
managing resources; and a set of general
conducts and behaviors that, regulated by the
bureaucratic machine, help to create and
maintain a common political culture, thus
forming a nation (Souza Neto, 2018, pp. 95).

In a process full of contradictions in the
relationship between civil society and corporate
groups, because in the liberal-democratic State
there are basic contradictions in the State-society
relationship in the development of the forms of
articulation of civil society and the functioning of
the democratic mechanisms that legitimize the
functions of the State. Meanwhile, the
contemporary demands of overly complex social
and economic structures expand the functions of
the state. It is basically this contradiction that
moves the liberal-democratic state (Costa, 2008,
pp. 279)L

The modern state has its origin in the 15th
century, after the dissolution of empires and the
end of the Church's domination, with changes in
space and time. It is a politically, socially and
legally  organized institution.  Sovereignly
recognized, with no other authority in the territory
that exercises this power, governed by the
maximum law, the Constitution, with defined
territory, a clear distinction between State and
civil society, with explicit transience of government
control in democracy (Bobbio, 2000). The landmark
of the bourgeois expansion and the dissolution of
the nobility occurs in the French Revolution. Trade
becomes the driving force for development, an
interest of the bourgeoisie, which establishes itself
as a ruling class. The State exercises the
infrastructure relationship, with the capacity to
enter civil society, implementing political decisions
throughout the domain (Mann, 1992). The way to
enter society takes place in a regulatory manner,
created and given by civil society itself.

So, the State tries, for its autonomy, to answer
questions of minorities as the elite that looks for
transformations, for which they cause elaborate
actions that, many times, constitute public policies
(Evans, 2004). Muller (2000) says that the policy
takes place with plans, programs and projects in
sectors of society and / or in regions and is based on
a set of concrete measures. Streamline the
territory, implement production. With territorial

policies, it establishes new forms of production,
which contribute to economic and social
development or disagree with reality.

For the author, resource allocation decisions and
State decisions are often made in an authoritarian
manner. The State allocates resources according to
interests, in a coercive way, to serve interests,
especially companies. As much as there is popular
pressure or social longing, social movements often
break down, and changes occur as decided by the
public sphere. Another view, the policy is placed in
a framework of actions whose measure is isolated.
In Costa's view (2008), public policy has functions
and rules. Hall shows the 1950s Anglo-Saxon view
of politics by saying:

It 1s a political activity influenced by the
economic, social and cultural characteristics of
society, as well as by formal government
structures and other aspects of the political
system. Politics reveals values and ideologies,
power distribution, institutional structures
and decision-making processes (Hall, 2001, pp.
26).

What differentiates European currents from
Anglo-Saxon is the way in which the State was
constituted for the currents and which social
relations are considered and the weight they have.
In the Anglo-Saxon current, public policy is what
the State does, based on the minimum State, that
1s, the actions are aimed at the market. It is not the
government's job to maintain basic needs, but
companies. The Government's problems are the
central i1ssue of theories and political analysis.

In the European current, the State dominates
society and shapes it. In the European perspective,
the form of the State is to regulate social and class
conflicts. For Muller (2000), the Government is the
fusion that controls for some time: State is a
bureaucratic mechanism. With the 1988
Constitution, there was a tendency to decentralize
power over the public sphere, with the inclusion of
civil society, educational institutions, and NGOs in
the process of elaborating and implementing public
policies.

The challenges for the regional roadmaps relate to
an exercise in rethinking the complex information
management system that allows, from existing
sources and data collection, to obtain useful
information for strategic decision-making by the
government, managers and entrepreneurs. In this
sense, the availability of local data allows the

! Free translation: meanwhile, the contemporary demands of highly complex social and economic structures expand the functions of the State. It is basically this

contradiction that moves the liberal-democratic State.
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tourism sectors to better plan their investments,
knowing the real demand and not just based on
national averages that do not necessarily refer to
the local reality. The development of smart tourism
public policy requires the articulate participation
of all relevant stakeholders, as well as strong
political leadership to achieve broad collaboration
and consensus (Alvares, Santos & Perinotto, 2020).

The process takes place with the formation of
forums, and thematic chambers made up of
residents, businessmen, scholars, and
representatives of the State. In these spaces, there
1s an attempt to expose, debate and reach
consensus on the best to do for society. Policies
against neoliberalism have human emancipation
as their main elements, and work is a condition for
survival and well-being. In tourism, this happens
in community tourism, in which communities have
production related to the primary sector. They
present visitors with social relations, ways of
working and tourist attractions of the place. Anti-
hegemonic policies are opposed to the dominant
process, with a view to a just, egalitarian and less
competitive society. For Vieira, Putrick and Cury
(2014, pp. 451):

Tourism is an activity capable of generating growth
for places that make the practice of the activity
viable, consequently promoting regional
development. Depending on the context in which it
is inserted, the term has a scope relevant to
definitions and models.

The concept of development usually refers to
progress, growth, especially regarding the
economic situation. Cavalcanti (2003, pp. 26)
explanes that [...] Efforts have been made in
most countries of the world to provide economic
development, which is considered [..]
synonymous with economic growth 2. Under this
assumption, development is linked to the idea of
freedom, when considering people's needs, and
conditions that make them independent. Thus,
for development to happen, the powers (public
and private) work in partnership to implement
development strategies. In tourism, among the
development strategies are alternative policies
that seek development, preservation of natural
and architectural beauty. Tourism, as an
alternative policy, is an opportunity to value and

rescue traditions, folklore, cuisine, legends,
stories. The elements of collective memory
contribute to the strengthening of people’s
emotional bonds with the place. Issues like these
are deepened in the community tourism debate
One In which communities in an associative
manner organize local productive arrangements,
having effective control of land and economic
activities associated with the exploitation of
tourism. One of the first actions Is to draw up an
Internal pact with all residents in defense of
their properties. FEveryone 1s committed to
preserving the place, not getting rid of 1t, and
those who really need to sell the house submit
the business to the community, which analyzes
who the buyer is, sees If it can be a partner, and
how it can be partnership made (Coriolano,
2006, pp. 201) 3.

Public tourism policies are a fissure of the State in
the territory, with the premise of improving access
to basic services for citizens and businesses.
Private business policies fill gaps left by the State,
In many cases, as a model of socio-environmental
responsibility. They seek profits with increased
consumption of services, with the inclusion of
differentiated elements. Alternative policies
developed in communities whose principles are
linked to community well-being.

Public tourism policies of the municipalities of Rota
das Emotions are analyzed in order to understand
the conditions of expansion of tourist activity in
Piaui, which uses changes in the political-economic
organization. With the power of the business
community, a new composition is made, in which
the State and private initiative act in favor of
tourism.

4. Public Tourism Policies in the Northeast
Tourism contributes to the composition of forces on
scales ranging from global to local. Sun and beach
tourism is the highlight of tourist demand.
However, other segments such as religious
tourism, events, rural tourism, have increased
demand in recent years. According to Silva and
Santos (2014, pp. 5) in the case of segments: nature
tourism gain space among a group of people
interested in getting to know certain places where
nature is preserved and (or) preserved 4

2 Free translation: from the 1930s onwards, [...] efforts were sent in most countries in the world to provide economic development, considered [...] to be synonymous

with economic growth.

3 Free translation: One in which the communities in an associative way organize the local productive arrangements, having the effective control of the lands and the
economic activities associated with the exploration of tourism. One of the first actions is to draw up an internal pact with all residents in defense of their properties.
Everyone is committed to the preservation of the place, not getting rid of it, and those who really need to sell the house, submit the business for the appreciation of the
community, which analyzes who the buyer is, verifies if it can be a partner, and how it can be the partnership was made.

4 Free translation: in the particular case of segments: nature tourism gains space among a group of people interested in knowing certain places, in which nature is
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Following the global trend, tourism is included in
the political and economic discussion agenda. The
State considers strategic tourism policy as an
economic activity, capable of generating foreign
exchange, growth and economic development,
through the restructuring of territories and the
consumption of spaces. Natural beauties, history
and culture can attract tourists, to contribute to the
strengthening, dynamization and insertion of
places in the globalized market (Coriolano &
Fernandes, 2005). In Brazil, the Ministry of
Tourism recognizes the need for tourism to be
included in strategic business agendas and develop
public-private partnerships for tourism (Brasil,
2015).

The basic urban infrastructure that is essential to
the resident's life serves to support the tourists
who enjoy it, prepared based on public policies. The
infrastructure attracts tourists, and organizes the
space for setting up chains of restaurants, resorts,
hotels. Tax benefits are among the state's
strategies for attracting ventures to territories.
With profit generated by the ventures, public
policies, tourism marketing, mobilization of
tourists, in some cases, communities, tourist
territories are formed and consolidated (Putrick,
2019).

However, it is necessary to recognize the capacity
of tourism to project transformations of territories,
without a panacea to solve all the problems arising
from a development model centered on the
economy. Tourism development does not mean
development, since no sectoral economic activity
ensures global development that encompasses all
dimensions of social life (Cruz, 1999).

Tourism continues to demonstrate the key role in
generating economic activity. The European
continent is the most sought after by tourists from
all over the world (51.8%) The main countries
receiving tourists are France, the United States,
China, Germany, the United Kingdom, Africa, and
Russia in 2017. According to the World Tourism
Organization in 2017, 1.3 billion tourists traveled
the world. In relation to 2010, there was an
increase of 7%. The number of visitors rose 84
million and international tourism revenues rose
5% (UN, 2017).

In 2017, exports generated by tourism reached US
$ 1.6 trillion (UN, 2017). So, tourism is the third
largest export activity worldwide, with US § 4
billion per day. In the same year, Brazil had about

6.5 million visitors (UN, 2017). Revenues from
tourism increased by 3.8% in the last seven years

In the list of 136 countries ranked according to the
competitive potential of the various travel and
tourism services, Brazil ranks 27th (World
Economic Forum, 2017). Among the countries of
South America, Brazil is the first on the list, leader
of the world ranking of natural resources. The
evolution of the country's rank, in the report, is
expressive: in the 2013 edition of the Travel &
Tourism Competitiveness Report, Brazil occupies
the 51st position.

In South American countries, as well as in Brazil,
tourism is a relevant activity in the economic
sector. According to information from the Ministry
of Tourism, in the document entitled Estatisticas
Bisicas de Turismo Brasil (Basic Statistics of
Tourism Brazil) - Base year 2015, there was an
increase in activities related to tourism according
to available data (Brasil, 2015).

The Northeastern macro-region of Brazil has broad
potential for development in the field of tourism.
The coast 1s a major recipient of tourism
investments. The states of the region have great
potential or tourist vocation, given the many
attractions.

Northeastern territories, transformed into tourist
destinations, have international and national
recognition. The process results from actions,
relationships and endogenous and exogenous
factors, whose centrality of interests is antagonistic
to that of residents (Cruz, 1999). Thus, hegemonic
actions are exercised by groups outside the
communities. Since tourism it is a geopolitical
activity, it is not restricted to local interests.

The activity is made up of a large contingent of
people to work in the services. The workforce in the
Northeast is not fully trained. The conventional
tourism organizational model, adopted by
investors, caters to international and national
tourists. Tourist spaces have been expanded with
highways, facilitating travel and expanding tourist
services. Tourism has been reconfigured to serve
the tourist who wvisits the region, but in tourist
areas, there is a lack of specialized services, which
causes dissatisfaction and delay in the region
(Putrick, 2019).

Tourism is planned, under the discourse of social
improvements, expansion of jobs linked to the
activity. With the internet, tourists see the place

4 Free translation: in the particular case of segments: nature tourism gains space among a group of people interested in knowing certain places, in which nature is

conserved and (or) preserved
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before visiting, but the media presents only
spectacular spaces. In them, modern services of
assistance to luxury tourism and communities are
dependent on welfare policies, cistern projects or
water supply by water trucks (Andrade, 2005).

The rural space has also undergone significant
changes. From modernization, irrigated
agriculture, expansion of soy cultivation by Bahia,
Maranhao and Piaui; cattle ranching and the
production of the timber industries cause
deforestation and desertification. From the
productive rural restructuring, there is a reduction
in planting and harvesting time, quantitative
expansion of products and increased profits (Elias,
2005). Contrary to the process, the disqualified
workforce must migrate from the countryside to big
cities, mainly to capitals, in search of work and
conditions for survival.

Environmental problems, discontinuities and
heterogeneities are common in the urbanization
process of cities. Situations such as valuing spaces
at the expense of others, denote contradiction in
space and society. During spatial conflicts,
medium-sized cities are formed (Putrick, 2019).

The coast plays an important role in the
touristization of cities, being a tourist
attractiveness. The formation of cities occurs

through the configuration of networks, with the
leakage and flow of people, capital, and goods. The
coastal space 1s commercialized in capitalist
relations of production, in which spaces, natural
and cultural beauties become marketable products.

Spaces are competitive, with territories valued and
selected by the capital. Yet others are neglected,
uninteresting to investors, territories considered
opaque. The representativeness of the dialectic
relationship of the territory used is neglected
territory. So, relations of production and
reproduction of the territorial relationship
regulated by globalized money and tourist spaces
that expand the power of specific groups and
territories are constituted.

In tourism, selected areas receive economic
benefits from investment and financing from
public-private partnerships, between the State and
investors. Yazigi (2009) recommends that Brazil
prioritize itself, 1its culture, identity and
organization of the territory, so that subsequently
it could meet the requirements of the tourist
activity. The organization of the territory is
fundamental for tourism and indispensable to the
common inhabitant. It is not just an organization,
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but a procedure that requires politics,
responsibility and the involvement of society.

The State of Piaui is one of the nine in the
Northeast Region of Brazil, with a population of
around 3,264,531 inhabitants occupying an area of
251,529,186 km?, distributed in 227 municipalities
(IBGE, 2018). It presents geographical limits to the
north with the Atlantic Ocean, to the east with
Maranhdo, to the west with Ceara and
Pernambuco, and to the south with Bahia and
Tocantins.

Basic needs issues such as: health, housing,
education, tourism drive political planning and
transformation of territories. However, political
and economic crises, in the national context, raise
issues about the efficiency of management, public
policies, the credibility  of  institutions,
transparency in public spending and in the State.
Through planning, the State has an influence on
the production and decision process in the
territories. From the application of public policies,
it attracts public and private investments, orders
the territory in the development of activities such
as tourism.

Piaui contributes with 0.7% of trips made in Brazil,
the seventh lowest tourist emitter, among all the
Federation Units. In terms of generating tourist
revenue, its share is 0.8% of the country's total.

The highest percentage of tourists comes from the
state itself, as well as the highest revenue
generated is by tourists from Piaui. In the
Documento de Caracterizaciao e Dimensionamento
do Turismo Doméstico no Brasil (Domestic
Tourism Characterization and Dimensioning
Document in Brazil), referring to 2014, the volume
of domestic tourism consisted of 1,154,000 trips
(Brasil, 2014). Piaui receives the smallest number
of domestic trips in the Northeast (1,157,000),
including trips having their origin and destination
in the state itself. In this sense, in economic terms,
these data are alarming and worrying, which
demonstrates the importance of working the Rota
das Emogées, which has a huge potential to receive
and attract tourists from around the world to
increase these data.

The landscapes rich coastline has been strategic for
the development of tourism, however an area of

extreme  vulnerability. Because it is a
differentiated space, the state invests in
infrastructure.

The coast of the State has tourist attractions,
landscape heritage, lakes, ponds. On the coast
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there is a concentration of people, services and
goods articulated in business and this intense
occupation is called coastalization (Souza Neto,
2018, pp. 49) which is the expression of
urbanization in coastal areas, mostly areas not
intended for residents but for tourists 4.

Tourist attractions, tourist equipment and services
from the means of accommodation, food services,
tourist guides, entertainment spaces and support
infrastructure make tourism materialize in a
tourist place, which is the position of production
and consumption of the product, due to the
dynamics of tourist activity (Fratucci, 2000).

The Rota das Emogéesis the tourist itinerary of the
Northeast, which goes beyond state geopolitical
limits, integrating the states of Ceara, Piaui and
Maranhio. It is inserted in the Tourist Region of
the Mid-North, in the coastal strip that comprises
the extreme west of Ceara, north of Piaui and
northwest of Maranh3o.

By the motivation of sun and beach tourism,
ecotourism, sports and adventure tourism, the
Rota das Emogoes runs through three states and
fourteen cities: Arailosés, Barreirinhas, Paulino
Neves, Santo Amaro and Tutoia, in Maranh&o;
Cajueiro da Praia, Ilha Grande, Luis Correia and
Paranaiba, in Piaui; Barroquinha, Camocim,
Chaval, Cruz and Jijoca de Jericoacoara, Ceara -
besides institutions, associations, private agents
and management bodies of three conservation
units. The route reaches almost 1,200 km, between
Fortaleza and Sao Luis, the main entrance gates in
the route. The territory of coverage and distance,
between the destinations of the Kota das Emogées,
are represented schematically (figure 2).

It owes credit to the contribution of the tourist
activity, in offering regional development to the
reduction of regional inequalities, a discourse used
in the national media. Under this pretext,
governments invest in tourism, in the quality of
socioeconomic development, believing in the power
to collect taxes, fees and capital accumulation from
the private sector (Coriolano, 2009).

It is important to recognize, however, that
although tourism generates employment and
contributes significantly to economic growth, it is
not an automatic formula for poverty reduction.
Tourism impacts on people affected by poverty:
income generation; development of local / rural
economies and people's livelihoods; it impacts on

the natural and cultural environment in which
they live (Putrick, 2019).

The Rota das Emogées, considered by the Ministry
of Tourism as the best route in Brazil in 2009,
competes with 90 routes. Launched by the Tourism
Regionalization Program in 2004, the Rota das
Emocgoes, in Piaui, was called Delta Selvagem
(Wild Delta), and environmental education and
community-based tourism development projects
with professional qualification are planned.

The Rota appears as a strategy for the development
of marginal areas, with less structured tourism
products. Governments do not invest in
infrastructure, in marginal areas, as basic needs
such as road, water, electricity are prioritized. The
private sector does not assume the investment
burden that the authorities must provide. So,
private investment remains in concentrated areas
(Oppermann & Brewer, 1996).

In Brazil, especially in the Northeast Region,
investments in infrastructure have largely been
directed to the capitals and centers that receive
tourism. Nevertheless, the dispersion of tourists is
important with the creation of new attractions
since they diversify the tourist product. Besides, it
expands the tourist's stay. In this way, they can
offer opportunities for economic benefits (Putrick,
2019).

The development of the Rota das Emogoes has an
emphasis on the proposal to link and develop
communities. The Structuring and implementation
of routes can be developed by the public and private
sectors, to increase the attractiveness of the area
and the tourist product with the objective of
generating income. In some cases, the Rota is not
focused on community development. However,
evolution broadens the focus, as it combines the
development of a successful route with the
expansion of connections with residents (Meyer,
2004).

The Structure and implementation of the Rota das
FEmocgoes is implemented by the public sector. The
Fota's theme is not strong, it is not consolidated,
and it does not go through any specific theme. The
tourist activity develops in seasonal periods that
include the period of school holidays, winter in the
northern hemisphere and long-term holidays,
which generates seasonal employment.

The product sold by the agents who sell the Rota
das Emocgées is uniform, turning Jericoacoara,

5 Free translation: the expression of urbanization in coastal areas, most of which are areas not intended for residents and yes to the tourist.
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Delta do Parnaiba and Parque dos Lengois
Maranhenses the main attractions. It can be said
that the Rota das Emogées aims to commercialize
the main product, not being an opportunity to
diversify it.

The main strategy for the development of the Fota
is to form cooperative networks, with the purpose
of offering diversified tourism. For its structuring,
implementation, and maintenance, in each region,
it is necessary to build and maintain collaboration
between the State, private company, public
institution, local council, association and
community (Meyer, 2004). The arrangements can
be formal or informal, between attraction owners,
operators, and the food industry, with horizontal
and vertical network links.

Cooperation is an element of structuring the Rota,
in contrast, competition between suppliers and
tourist attractions. World-class tourism planners
and operators have presented collaborative models,
as capable of expanding the benefits of tourism
(Selin, 1993; Crotts, Aziz, & Raschid, 1998).
However, in the tourist activity of Rota das
Emogoes, collaboration and partnership are far
from becoming a reality. Collaborative networks
have not been formed, tourism is characterized by
the infinity of small-scale businesses with highly
diverse, common, and often competing operational
practices and objectives (Putrick, 2019).

SEBRAE acts as an articulating body to promote
entrepreneurship, in addition to guiding and
promoting the destination of national and
international markets, Sebrae's interlocutor
affirms. However, it is known that the Servigo
Brasileiro de Apoio a Micro e Pequenas empresas ¢
(SEBRAE) is not responsible for development and
structuring actions in the municipalities of Rota
das FEmogées. This role belongs to Agéncia de
Desenvolvimento Regional Sustentdvel 7(ADRS), a
consortium formed by the states of Piaui, Ceara
and Maranhio, created in 2006. The consortium
develops integrated actions, planning and
structure of the Rota das Emogdes.

Collaborative networks, on routes, have been
established because of the number of key
individuals who act as a driving force and leaders
(Meyer, 2004). The key individuals of the Rota das
Emogoes are no exception to the rule of
collaborative networks. They are SEBRAE,
businessmen, and representatives of the municipal
departments of tourism, who work in a certain

period of the structuring and implementation of the
Rota das Emogées, but the replacement of
representatives, due to the political issue,
contributes to the discontinuity of the work.

The municipalities of Parnaiba, Luis Correia, IlTha
Grande and Cajueiro da Praia have a Municipal
Tourism Council, as governance instances, to
comply with the Ilegislation and keep the
municipality able to receive federal funds. They are
not involved in projects and programs that benefit
the tourist activity of the municipalities.

Nevertheless, states and municipalities do not
work together in the planning and implementation
of cultural calendars, itineraries of regional
circuits, marketing campaigns, and in the
identification and treatment of issues related to
tourism. The lack of regional collaboration reduces
the political and economic capacity to deal with
external public and private forces.

The elements for structuring the Rota are the
development of Innovative products,
infrastructure, and access (Meyer, 2004). The
structuring and implementation are dispersion
strategies in tourism. They have become successful
examples, linked to tourism, with an increase in
the holiday period, means of transportation, search
for cultural experiences, short day trips.

The production factors of the Rota das Emogées are
based on natural and cultural attractions, with its
diversity of natural resources, main attractions
materialized in original landscapes, biological
diversity, and the presence of endemic species. The
routes establish a guidance system for travelers,
although many are also visited by organized tours.
It is a criterion that the product meets the needs of
an untapped market for tourist sources, that is, an
important asset of ecotourism, community tourism,
cultural heritage, growth in tourism revenue,
instead of just entering existing markets.

The concentration of visitors, on the Rota das
FEmogées, occurs 1n places where the main
attractions are. The community must travel to the
main attractions, or they are excluded from the
process. No tourist inventory was carried out in
any of the cities belonging to it. There is no
mapping of craft points, mainly, there is no road
connection between cities. The agencies do not
argue, they do not have a clear vision of where they
want to go. The main issues are a lack of financial
resources and an inability to delegate
responsibility; unfamiliar concepts of spatial

5 Free translation: Brazilian support service for micro and small companies.
" Free translation: Regional Sustainable Development Agency.
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planning and formulation of regional strategies for
development plans; lack of clarity of the role played
by institutional representatives of tourism, at the
federal, state, and municipal levels.

Infrastructure availability is a fundamental aspect
of the development of the Rota. It means that the
basic road or trail network must have a pattern
that attracts and satisfies potential visitors. The
Rota usually passes through secondary roads that
offer a relaxed pace of travel. The road network is
made up of landscape routes, which increases the
tourist appeal, and makes the tourist choose it, as
opposed to fast highways. Traveling along routes is
an important product. The route needs to be chosen
and designed on the attractive landscape. The
landscape value is important for tourists (Meyer,
2004). For any route, infrastructure is crucial. This
includes basic infrastructure, signage, rest area
and sanitation.

In Rota das FEmogées, the accommodation
facilities are mostly in Parnaiba. According to
Silva (2013, pp. 118), the coast of Piaufi
constitutes a functional territorial unit, in
which the city of Parnaiba plays the role of the
main support center for the realization of social,
economic and service activities throughout this
region.

Tourism activity is dependent on the hospitality of
hosts, so community participation, in product
development and decision making, is essential
(Meyer, 2004), and occurs on scales, from passing
on information, consultation and decision-making
power. Entrepreneurship is necessary for tourism.
Thus, the opening of new companies is necessary.
Creating links, in many cases, is an initiative of
external agencies, of public and private order.
Achieving the financial sustainability of business
ventures is one of the main factors of analysis. In
some regions, there is a need for investment in
basic infrastructure and facilities in marginal rural
areas, In comparison to established tourist areas.

5. Closing Comments

The Rota das Emog¢ées is an example that the lack
of collaborative organization has been an obstacle
to the integrated and coordinated development of
tourism. Tourism organizations have little or no
synergy. The lack of clarity regarding roles and
responsibilities leads to duplication of development
plans and a lack of integration. Without
collaboration, it is difficult for those responsible for
the institutions to know who to turn to in order to
format the development proposal, single or
integrated. This occurs at the state level and, in the
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case of Piaui, at the municipal level, due to the lack
of global coordinating authority for the planning
application process. Therefore, communities are
unable to organize themselves in such a way that
they cannot be contacted and communicated.

While the governments of the states do not take
responsibility for the development of tourism, in
the Rota das Emogées, it is possible to feel the
inability of public intuitions to do so. Lack of
authority, understanding and the ability to develop
tourism were common criticisms during the
research.

The route should be better delineated as a regional
route, with intra-state and federal-state
articulation in Brazil. Demand surveys are
essential to understand how social, economic and
tourist relations occur in the Rota region.

Tourism as a public policy has brought about
minimal changes in the spatialization of the cities.
The implementation of the Tourism
Regionalization Program did not lead to the
territorial deconcentrating of tourism. Although
the State of Piaui is part of the Rota das Emogées,
the tourist activity of the region is slow compared
to its neighbors Ceara and Maranhéao. Tourism is
linked to the sun and beach, ecotourism, and
adventure tourism segments. Although natural
areas are the raw material for tourism,
degradation problems are recurrent.

The complexity of political articulation becomes a
challenge and highlights social and spatial
differences, own government policies, different
cultures, stages of tourism development and
different work rhythms. In the realization of
tourism, diverse social subjects are involved,
including the local population, tourists, market
agents and public authorities, with different,
sometimes divergent, expectations.

In addition to understanding national public
policies for tourism, regional routes should receive
greater attention from the Federal Ministry of
Tourism, in this sense it is important to carry out
further research in the future by carrying out
comparative studies of investments in regional
tourist routes, in addition to benchmarking
research relating to regional routes in Brazil.

Therefore, this research offers meaning as basic
research material added to the conceptual
framework that can be used to determine how
public tourism policies in the study region can
collaborate and contribute to better performing
tourism. Thus, future research considers factors
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more diverse than those used in the current work,
such as making comparisons with other
destinations in the world that have regional
networks of tourist routes.
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1. Introduction

Tourism is seen as the best way to reduce poverty,
increase employment and create economic growth,
especially in developing countries. For this reason,
it 1s developing faster than other sectors
(Tanrisever, Pamukcu, & Batman 2016). Today,
due to the increasing competition in the tourism
sector and the similarity of the offered tourist
products, businesses have to put forward different
products and services from their competitors and
find new markets (Arpaci, Ugurlu, & Batman,
2015; Karakus, 2019). At the same time, it can be
an important strategy to consider the potential of
different market segments, since the
characteristics of tourists are not homogeneous
(Okumus, Shi, & Dedeoglu, 2021). The concept of
halal tourism has emerged in recent years in line
with the wishes and expectations of the guests and
has begun to take place in the tourism literature as
a research area. Especially in the last decade, the
halal tourism market in the world is showing a

development that cannot be ignored. Many
investors from Muslim and non-Muslim countries
who want to take part in the world halal tourism
pie have started to be interested in the concept of
halal tourism. It is foreseen by the authorities that
Muslim tourists will spend $ 157 billion in 2020.
According to some, this figure will reach $ 200
billion (Hospitality News Middle East, 2018).

In recent years, tourism operators in many
countries have shown interest in the concept of
halal tourism. This interest in halal tourism may
be due in part to the increase in the Muslim
population worldwide (Battour & Ismail, 2016). In
fact, the Muslim population of the world which was
1.8 billion in 2015, is estimated to reach 2.2 billion
in 2030 and 2.6 billion in 2050 (Nasdaqomx, 2012;
Pewforum, 2017). Parallel to the increase in the
Muslim population, efforts to provide products and
services in line with the expectations of this
population traveling for holiday purposes and thus
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trying to get more shares from the “halal tourism”
pie can be considered as the reasons of this
interest. Mastercard-Crescent Rating (2019) report
that halal tourism is an impressive rapidly growing
dynamic market segment. Muslim travel market is
expected to reach US $ 220 billion by 2020 and it is
estimated that US $ 300 billion will increase by
36% in the next six years.

The study primarily focuses on the concepts of
halal, halal tourism and halal hotels. Then,
description will be made about the development of
the halal hotel business in Turkey. The field
research is aimed at determining the opinions of
hotel managers in Cappadocia region about halal
tourism and halal hotel concept. The data obtained
by the semi-structured interview method were
analyzed and the results were evaluated.

On the other hand, this study was conducted with
the belief that it would be possible to obtain the
most realistic ideas about whether it would be
appropriate to invest in a halal hotel concept in a
destination from hotel managers working in that
destination. Because they best observe the current
demand for the destination and the future
development course of the demand.

2. Literature Review
Halal and Halal Tourism Concepts

The life styles of Muslims are generally shaped by
the orders and prohibitions of the Quran, the holy
book of the Islamic religion, and the circumcision
practices taken from the lifestyle and discourses of
the Islamic prophet Hz. Muhammad (Tekin, 2014).
As previously mentioned, the concept of halal
tourism has emerged in recent years in line with
the wishes and expectations of the guests and has
begun to take place in the tourism literature as a
research area. Halal is a word of Arabic origin and

related to Islam which is not only involved to food
products. Halal is a concept which includes various
products and services offered to Muslims in the
sense that they are religiously appropriate or
permissible (Tuna, 2016; Samori, Salleh, & Khalid,
2016: 132). The word “halal” in the Turkish
Language  Association's Current  Turkish
Dictionary (2019) is defined as “anti-haram which
is not contrary to the rules of religion and is not
prohibited in terms of religion”. Although the
concept of halal, which 1s emphasized with
precision by Muslims, is identified with food,
different products and services are also considered
within halal measurements. The concept of halal
includes cosmetic products, health products, bank-
finance and tourism services as well as food (Calli,
2014; Suligoj & Marusko 2017; Nordin & Rahman,
2018). Thus, the concept of halal is not only used to
express the conformity of food and drink with
Islamic principles, in a broader sense, it is a
significant concept that has influence in all Muslim
living spaces (Batman, 2017; Birinci & Karakus,
2020).

As of 2018, Turkey ranks 4th in most preferred
halal tourism destinations in the world, following
Malaysia, Indonesia and the United Arab
Emirates. According to the visa requirements, air
connection and transportation infrastructure
scores, which are easy to access the destinations,
Turkey has taken the first place among the most
frequently visited 10 halal tourism destination.
(Mastercard-Crescent Rating, 2018). Turkey is
ranked 6th in the rankings to have the most
appropriate halal tourism services performed
between Muslim countries. These rankings and
scores are shown in table 1.

Table 1: Top 10 Muslim destinations offering the most affordable halal tourism services

Places of Unique Total points

Destinations Restaurant worship Airport experiences Hotel

1. Malaysia 95.0 100.0 100.0 10.2 75.2 380.4
2. Indonesia 90.0 100.0 100.0 18.0 59.4 367.4
3. Saudi Arabia 95.0 100.0 100.0 9.2 62.9 367.1
4. United Arab Emirates 80.0 100.0 100.0 104 72.3 362.7
5. Egypt 85.0 100.0 80.0 53.8 37.9 356.7
6. Turkey 75.5 100.0 86.7 40.8 51.5 354.5
7. Qatar 90.0 100.0 100.0 9.6 54.6 354.2
8. Oman 80.0 100.0 100.0 9.6 46.5 336.1
9. Bahrain 70.0 100.0 100.0 20.8 44.8 335.6
10. Iranian 85.0 100.0 80.0 33.2 34.4 332.6

Source: Mastercard&Crescentrating Global Muslim Travel Index, 2018.
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Halal tourism, which has recently gained
popularity and 1is rapidly becoming a new
phenomenon in the tourism industry, refers to
tourism products offered according to Islamic
beliefs and practices (Nasdagomx, 2012). In the
past traditionally, halal tourism has been
associated with pilgrimage and umrah travels.
There has always been an interest in pilgrimage to
Mecca, which is connected to the Islamic religious.
However, the rise of wealthy middle-class Muslim
consumers and their starting to see travel as part
of everyday life has changed the choice of Muslims
from traditional destinations such as Mecca to the
best holiday destinations (Ryan, 2016; Nasdagomx,
2012).

In the meantime, it is necessary to mention a
conceptual issue that should not be underlined.
There are differences between the term "Islamic
tourism" in the Western literature and “halal
tourism”. Bogan and Sarusik (2018) emphasize
that it i1s not appropriate to substitute Islamic
tourism with halal tourism. Islamic tourism refers
to Muslims' travels to Mecca on religious grounds
to perform the pilgrimage and become a pilgrim.
For religious purposes, it is possible to name the
travels of people belonging to all religions as
“religious tourism”. Since early ages religious has
been an important reason for traveling.
Pilgrimage, which consists of religious travel to a
temple or a holy place, is one of the oldest forms of
tourism (Timothy & Olsen, 2006; Tuna, 2016;
Tiirker, 2016). Yet, halal tourism has nothing to do
with worship. Halal tourism is a recreational
tourism and people of the Islamic religious travel
for the reasons why each person wants to travel.
The main motivation is not religious and worship,
and Muslims want to travel and see the world for
reasons that motivate many tourists (Ryan, 2016;
Tuna, 2016; Batman, 2017). The demand for halal
tourism has increased as traveling Muslims want
to travel without any worries about their religious
beliefs. In addition, the increase in the Muslim
population, the increase of the young Muslim
population with a high level of education, the
increasing knowledge of Muslims about halal
products, the increase in the income level of
Muslims are other reasons for the increased
interest in halal tourism (Dilek & Cakmak, 2017).

Halal Hotel Concept
In general, halal hotel management is similar to
other traditional hotels. The most important
difference is that the hotel is designed and operated
in accordance with Islamic rules. In addition to the
halal kitchen and restaurant where halal food and

33

drinks are prepared and served; halal hotels should
also be free from bars, discos where serving
alcoholic beverages and any other entertainment
that violates Islamic rules (Mahamood et al.,
2018). The structure of halal hotel management is
determined according to Islamic rules with a
number of practices such as halal meals, places of
worship, places without pork and alcohol, separate
spa and sports facilities for men and women (Han
et al., 2019). In this case, halal hotel can be defined
as accommodation establishments, whose main
function is to meet the needs of the guests
overnight, designed according to Islamic rules and
offering their guests the needs of food, drink,
sports, rest and entertainment within the
framework of halal principles.

Halal hotels are briefly defined as businesses that
provide services to their customers in accordance
with Islamic rules. However, when we look at the
sector, the number of hotels offering all products
and services in accordance with Islamic rules is
limited. For this reason, hotels in the halal tourism
industry are classified under 3 groups. Only hotels
where alcohol consumption is prohibited, “non-
alcoholic hotel ” or “dry hotel ” shotels offering halal
food, rooms with Quran and prayer rugs,
separating services for men and women “partially
halal hotel” and in addition to those mentioned
above, hotels that comply with Islamic rules for all
services from hotel design to financing are called
“halal hotels” (Akbaba & Cavusoglu, 2017; Saad &
Ali, 2014).

Halal hotels are the ones that take into account
their religious sensitivity and privacy in the
services they offer to meet the accommodation
needs of their guests (Samori et al. 2016). In order
to qualify the hotel business as halal, they must
have 3 main factors; (1) halal environment, (2)
halal food and beverages, and (3) halal business
finance. Today's hotels with these basic qualities
position themselves as halal hotels and strive to
attract Muslim guests (Bilgin & Karakas, 2017).
Table 2 shows the basic features that must be
present in halal hotels, which are different from
traditional hotels.

Halal Hotel Management in Turkey
In the context of halal tourism, halal
accommodation establishments and halal food
establishments are the two main types of
enterprises. Turkey is one of the first countries to
implement the halal hotel concept. Especially in
the coastal areas, the number of businesses
applying this concept as a holiday hotel 1is
gradually increasing. The concept of halal hotels is
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Table 2: Basic Qualifications of Halal Hotels

Hotel Sections

Qualifications

place of the room.

available.
ROOMS

Holy Quran, prayer rugs and prayer beads must be kept, Qibla must be specified in a fixed
If there is a television, recorded obscene channels and CDs, DVDs and tapes should not be

Pets should not be allowed in rooms.

Alcoholic and cola acidic beverages in mini refrigerators in rooms, cleaning and cosmetic
products should not be kept in bathrooms and sinks without certificate.

Customers should be placed in their rooms in compliance with Islamic rules. Guests arriving
as a couple should be asked for a marriage certificate before giving the room.

Toilets should not be facing Qibla. Toilets must be equipped with appropriate bidet.

conditions.

FOOD & BEVERAGE

cannot fast.

Food and beverages provided to the hotel and all kinds of food must comply with halal food

Alcoholic beverages should not be served in all areas of the hotel.

Music broadcasting should not be done in places such as restaurants, cafes and buffets.
There is no waste in Islam. The situations that cause wastage should be checked and
precautions should be taken and the guests should be informed.

During Ramadan, the property should be served in accordance with iftar-sahur times.
However, necessary precautions should be taken for children, patients and the elderly who

PUBLIC PLACES

The hotel should have a pool, masjid, beach, sports and entertainment areas which are
allocated for men and women.

Entertainment and animation activities must comply with Islamic rules.

Events should be organized according to prayer times.

Any kind of gambling should not be allowed inside the hotel.

Both guests and staff should wear non-low-cut Islamic clothing.

Source: GIMDES-Association of Food Inspection and Certification Researches (2019), ADL Document and Consulting Services (2019).

less common in the destinations located outside the
coasts in Turkey (Tekin, 2014).

The year of 2002 can be considered as a milestone
in the emergence of halal hotels in Turkey. While
the number of halal concept hotel in Turkey until
2002 was only 5, this number reached 44 by the
year 2011; some sources state the number even
more than 60 (Yilmaz & Giiler, 2017). It is quite
difficult to identify clearly the number of halal
hotels in Turkey. There is no statistical
information on this subject. However, when you
search halalbooking.com which is the first among
the halal hotel search engines, there will be 1620
“halal” or “Muslim friendly” worldwide
Reservation information is available for
accommodation. When the countries where the
company stays on the site selected tab Turkey, 591
enterprises are encountered. Among the
qualifications of these hotels, when the “no-alcohol
policy/whole property” tab is selected 414
enterprises are seen. Therefore, this figure
indicates the number of accommodation which has
“halal” concept in Turkey. Again according to the
data on this site, there are 75 five-star halal hotels,
132 four-star halal hotels, 187 three-star halal
hotels and 11 two-star halal hotels. The number of
hotels with no star classification (unrated) and
estimated to be municipal -certified 1s 186
(Halalbooking, 2019).

In parallel with the developments in the world, the
interest in halal tourism trend and halal tourism
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concept 1s increasing by hotel investors and hotel
operators in some destinations in Turkey. In recent
years, it has been seen that some hotel businesses,
especially in the Alanya region, have rapidly
transformed their concepts into halal hotels.
However, these applications require some changes
in the hotel infrastructure such as the construction
of separate masjids, swimming pools, gymnasiums
for men and women, and the creation of ambience
reflecting Islamic values in interior design.
Employees should also be trained on how to provide
quality service to these vulnerable guests (Bogan &
Sarusik 2018). Therefore, implementing the halal
hotel concept requires investments such as money
and time. Before investing in a halal hotel, it is
necessary to conduct a comprehensive research.
Otherwise, the money, time and efforts spent may
be wasted.

There are many studies dealing with the
development of halal tourism in the world and the
issue of Halal tourism conceptually (Timothy &
Olsen, 2006; Samori, Salleh, & Khalid, 2016; Ryan,
2016; Battour & Ismail, 2016). Some studies in the
world and Turkey about the Halal concept of the
hotel is also available (Carboni & Janati 2016;
Bogan & Sarugik 2018; Mahamood et al., 2018;
Nordin & Rahman, 2018). However, there are very
few studies investigating the thoughts of hotel
managers on the halal hotel concept.
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3. Methodology

In the literature, there are some studies such as
the perceptions of the halal hotel concept made by
the owners of the house boarding-style
accommodation business by the Carboni and
Janati (2016), and examining the opinions of the
hotel managers in Canakkale on the concept of
halal tourism (Diker et al., 2018). There is no study
on this subject in Cappadocia region and this is the
first study conducted for hotel managers in the
region.

The main purpose of this study is to determine the
opinions of hotel managers on the concept of halal
tourism and halal hotels in the Cappadocia
destination. The data were collected by using semi-
structured interview technique which is one of the
qualitative research methods. As is known,
interviewing is one of the techniques commonly
used in social science research (Bradford & Cullen,
2012) The main reason for this is that the interview
is an effective method to obtain information about
the individual's attitudes, emotions, thoughts and
beliefs (Flick, 2009; Fylan, 2005). The semi-
structured interview technique used in this study,
depending on the flow of the interview, the
researcher may influence the flow of the interview
with different side or sub-questions, and allow the
person to open his / her answers and elaborate
(Blandford, 2013; Adams, 2015). Because of these
characteristics, semi-structured interview
technique was preferred in the collection of
research data.

Population and Sample

The population of the research consists of 4 and 5
star hotels located in Nevsehir which is the center
of Cappadocia region. According to the data of the
Provincial Directorate of Culture and Tourism,
there are 22 hotels with four and five stars in
Nevsehir were included in the research. Three
thermal hotels in Kozakl district were excluded
from the research and it was aimed to interview the
managers of 19 four and five star hotels in
Nevsehir Center and districts. However, for
various reasons (not to make an appointment, not
to accept the interview etc.), it was possible to
contact the managers of 17 hotels. The
interviewers serve as hotel manager, front office
manager and reservation manager. The interviews
were made by the authors in the hotels in 2019, and
each interview lasted approximately 30 minutes.

In this research, purposeful sampling method was
used to determine the sample. This method is used
in qualitative research and includes the people who
are directly related to the subject. Therefore,
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interviews with the managers of the hotels which
are located in the research population and in
accordance with the determined criteria of the
research were analyzed.

Data Collection Tool

The questions to be asked in the interview were
determined by using the literature. A total of 4
questions were asked to the interviewers face to
face. These are (1) What do you think about the
halal tourism market in the world? (2) Is there a
need for a halal hotel concept in order to increase
the tourist demand for Cappadocia? (3) Qibla
signs, prayer rugs etc. are necessary in hotels to
satisfy tourists from Muslim countries; are these
applications available in your hotel? (4) Do you
plan to make arrangements in accordance with the
demand for halal hotels and get a halal hotel
certificate for your hotel in the future? According to
the flow of the interview, necessary explanations
were made about the questions; by creating a
sincere atmosphere, tried to get comfortable,
honest and correct answers to the questions asked.
The answers given to 4 questions by the
interviewers were deemed sufficient for the
information desired to be obtained.

The data obtained were analyzed by content
analysis. Comparisons were made between the
data and whether they were matched and
overlapped. Findings were interpreted by
tabulating with frequency analysis technique.

4. Findings and Discussion

A common feature of the 17 managers interviewed
was that they worked as a hotel manager in the
region for more than 10 years. Therefore, they have
sufficient knowledge and experience in the
structure of demand to the region and hotel
management. Kight of the managers are hotel
managers, six are front office managers and three
are reservation managers.

Hotel Managers' Opinions on the World's Halal Tourism
Market

The answers to the question of What do you think
about the halal tourism market in the world? show
that most of the managers describe this market as
a “developing market”. Again, managers
emphasize that this market is “an important
market” and “demand for the market will increase
and will continue to develop”. Answers to this
question include “a bright future”, “a market to be
supported” and “an alternative market to the
Western market” (Table 3).




Liitfi Buyruk, Durmus Ali Aydemir

J[o mal

Table 3: Hotel Managers' Opinions on the World's Halal Tourism Market

Rank Opinions about halal tourism market f(* %
1 A developing market 12 71
2 An important market 8 47
3 Demand for the market will increase and continue to improve 7 41
4 A bright market for the future 5 29
5 A market that needs to be supported 3 18
6 An alternative market to the Western market 3 18

(*) Some interviewees expressed more than one opinion.

Source: Authors

Hotel Managers' Opinions on the Need for a Halal Hotel
Concept to Increase Tourist Demand for Cappadocia
As a second question to the hotel managers
interviewed, “is there a need for a halal hotel
concept in order to increase the tourist demand for
Cappadocia?” was asked. Among the answers
received, “there is no need, the number of Muslim
tourists coming to the region is few” took first
place. The other answers are “there is no need at
the moment, if the demand increases may be
needed”, “small supply can be created, not lack of
region”. Only 2 hotel managers replied: “Yes, a few
halal hotels can be opened especially for the
demand of domestic guests”. Again, 2 hotel
managers stated that they think as “if 1-2 halal
hotels are opened the region would benefit” (Table

4).

Some answers to the question of whether a halal
hotel concept is needed to increase the tourist
demand for Cappadocia are as follows:

- “Halal hotel concept is not needed in the region.
Demand from Muslim countries to the region does not
exceed 10%. Cappadocia destination attracts more
tourists from Christian and other religions”

- “There is no need for a Halal hotel, the historical
structure of the region, museums and historical sites do
not attract the attention of tourists from Muslim
countries.”

- “If one or two halal hotels are opened, there will be a
return to the region. However, let's open 3 halal hotels,
the fourth does not work. Because demand is limited. ”

Hotel Managers' Opinions on Qibla Signs, Prayer Rugs,
etc. to Satisfy Tourists from Muslim Countries
When the question was asked to hotel managers
“Qibla signs, prayer rugs etc. are necessary in
hotels to satisfy tourists from Muslim countries;
are these applications available in your hotel? they
all said yes and stated that such applications are
necessary. Almost all of them have said that some
of these applications are included in their hotels
according to the demands of Muslim tourists. Table

5 lists the answers to this question.

Table 5: Hotel Managers' Opinions on Qibla Signs, Prayer
Rugs, etc. to Satisfy Tourists from Muslim Countries

Opinions on Qibla Signs, Prayer Rugs, etc.

* 0,
Rank to Satisfy Tourists from Muslim Countries ) o
1 Required, we have applications 17 100
2 We have prayer rugs, we give on request 17 100
3 There are signs showing the Qibla in the 15 88
drawers of the nightstand
4 We're removing alcohol from the mini bar  |g 47
5 We organize the meeting room as a masjid |5 29
6 We have the Qur'an and give it on request |3 18

(*) Some interviewees expressed more than one opinion.
Source: Authors

Table 4: Hotel Managers' Opinions on the Need for a Halal Hotel Concept to Increase the Tourist Demand for Cappadocia

Rank Seaiq r;;rc])(rjlsf g?c&u;pvgggtoklei; a halal hotel concept is needed to increase the tourist (%) %
1 There is no need for a small number of Muslim tourists visiting the region 14 82
2 No need for now, may be needed if demand increases 8 47
3 Small supply can be created, not short of region 5 29
4 Yes, several halal hotels can be opened for domestic guests 2 12
5 If one or two halal hotels are opened, it will help the region. 2 12

(*) Some interviewees expressed more than one opinion.
Source: Authors
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When the answers are analyzed, it is seen that
prayer rugs are kept in all hotels and given to
guests when requested. Most hotels have a Qibla
sign in their rooms. When requested, they remove
alcoholic beverages from the minibar and turn the
meeting room into a masjid. Only 3 hotel managers
stated that they have a Koran in their hotel to be
given to guests upon request.

Hotel Manager's Opinions about making arrangements
in accordance with the demand of Halal Hotel and
receiving Halal Hotel Certificate in the future
Finally, to the hotel managers, “Do you plan to
make arrangements in accordance with the
demand for halal hotels and get a halal hotel
certificate in your hotel in the future?” was asked.
In response to this question, all of the hotel
managers stated that they did not see the need to
obtain a halal hotel certificate in the future. A
significant number of managers stated that they do
not intend to make arrangements in accordance
with the halal hotel concept in the future. Three
managers said that they would consider making
partial arrangements such as non-alcoholic
restaurants and masjids, and two executives said
they could make arrangements upon request

(Table 6).

Table 6: Hotel Manager's Opinions about making arrangements
in accordance with the demand of Halal Hotel and receiving
Halal Hotel Certificate in the future
Opinions for making arrangements in
accordance with the demand of halal hotels
and obtaining halal hotel certificate in the
future

Rank f(*) |%

1 We do not need a Halal hotel certificate 17 100

2 We do not intend to arrange in accordance with 12 71
the concept of halal hotel in the future
Partial arrangement, such as non-alcoholic

3 . 3 18
restaurant and masjid

4 Can be arranged upon request 2 12

(*) Some interviewees expressed more than one opinion.
Source: Authors

Here are some answers to the question “Would you
consider making arrangements in your hotel in
accordance with the request for a halal hotel and
getting a halal hotel certificate?”:

o “We do not need halal hotel regulations and
certificate when we look at the demand.
The demand for Muslim tourists is around
5% in Cappadocia.”

“Not as long as there is demand from the
West. We do not want to create a Halal
hotel image and lose the Western market.

We respectfully serve all religions.”
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e “You can think about Konya, it is
convenient to destination structure. Not
suitable for Cappadocia.”

“We are the biggest hotel in the region with
435 rooms. If there is sufficient demand in
the future, we can consider arrangements

in line with the halal hotel concept.”

5. Conclusion and Suggestions

In this study conducted to investigate the opinions
of hotel managers about halal tourism and halal
hotel concept in Cappadocia touristic region, it was
found that the majority of hotel managers in the
region described the halal tourism market as a
bright and important future in the world. Another
finding of the study is that most of the hotel
managers think that a halal hotel concept is not
needed to increase the demand for tourists to
Cappadocia from Muslim countries. Because
according to the hotel managers, the number of
tourists coming from Muslim countries does not
exceed 10% in the current tourist profile of
Cappadocia. However, in order to please the
tourists from the Muslim countries and domestic
conservative tourists, such as applications prayer
rugs, the sign showing the Qibla, to remove
alcoholic beverages from the mini bar and organize
the meeting room as a masjid are available in
almost all hotels. All of the hotel managers
involved in the interview do not intend to receive a
halal hotel certificate in the future. Again, a
significant number of managers do not intend to
implement the halal hotel concept in the future.
The main reason for this is that tourists from the
Western world and other non-Muslim countries
compose the destination’s market.

The results of this study are similar to the findings
in the study (Diker et al., 2018) investigating the
views of hotel managers in Halal tourism in
Canakkale. Hotel managers in Canakkale have a
negative perception about the concept of halal
tourism as the demand for halal tourism is not
sufficient in the province. As the demand for halal
tourism is very low in the Cappadocia region, the
hotel managers do not favor to halal hotel concept
and get halal hotel certificate. In addition, these
results, it should be kept in mind that halal hotel
investments and applications should be made in
accordance with the target markets of the
destination. It would be meaningless to engage in
halal hotel investment and management without
the data on the current demand structure and the
direction of the demand.

However, increasing demand of halal tourism is a
phenomenon that will not be denied in Turkey and
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the World. In the 3rd Tourism Council gathered in
Ankara (2017), the issue of halal tourism was also
discussed. Market research for halal tourism,
identification of promotion and marketing
strategy; Gulf, Arab, African and Balkan countries
and Turkish Republics as the target market is
proposed. When we look at the Muslim tourists
coming from abroad to the destination of
Cappadocia, it is seen that they originated mostly
from Malaysia, Indonesia, Gulf countries and
Turkish Republics and a small amount of
Singapore. Especially, Malaysia and Indonesia
should be taken into consideration in promotion
and marketing strategies as they are important
halal tourism markets.

In the halal tourism, as in other tourism types, food
and beverage services are also important besides
accommodation. Therefore, in the promotional
campaigns aimed at the Muslim tourist market,
together with halal hotels, Turkish cuisine, in
which preparing dishes using halal foods can be
brought to the fore.

It is seen that some businesses use the halal
tourism label to provide marketing advantage.
Therefore, halal hotel criteria should be
determined by the Ministry of Culture and
Tourism. Hotels that do not provide the necessary
infrastructure and standards should be prevented
from using the halal hotel label in their sales and
marketing activities.

Finally, considering the current market profile of
the Cappadocia destination, it can be concluded
that the concept of halal tourism and halal hotels
1s not necessarily encouraged; the opinions of hotel
managers are also in this direction. There are
already some hotels in the Kozakli district and
districts such as Goreme and Uchisar that serve
according to Islamic principles in line with the
beliefs of the hotel owners and the demands of the
domestic market.

It is obvious that the halal tourism trend is
developing gradually in the world and in Turkey.
However, it is a fact that extensive research should
be done before investing in a certain concept. This
research will be beneficial for investors who plan to
invest in halal hotels in the Cappadocia region.

Among the limitations of the research is that the
real numbers of tourists coming to the Cappadocia
region from Islamic countries could not be
obtained. If these tourist numbers were obtained,
it would support the thoughts of hotel managers.
Not being able to interview more hotel managers
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can be counted among the limitations of the
research.

Future research may explore the necessity of halal
tourism investments in different destinations to
guide investors and regional or national tourism
policies. In addition, researches can be made on
whether the investment will be appropriate for
different tourism concepts for a destination.
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ABSTRACT

The aim of the research is to determine the effects of personality traits, organizational identification and
trust in the manager at hotel organizations. This study has been carried out in January-June 2019 with
employees in five-star hotels located in Antalya, one of the most common holiday destinations in Turkey.
In this study, a quantitative research has been conducted and survey technique has been used. 375
questionnaires were analyzed. Research analyses have been performed with the help of SPSS package
program and AMOS package program. Frequency analysis, factor analysis and structural equation
modelling have been utilized on the study. As a result, openness to experience, conscientiousness and
extraversion personality traits have a significant effect on organizational identification and openness to
experience, conscientiousness and agreeableness have a significant effect on trust in the managers. In
this context, it has been determined that the openness to experience and conscientiousness have a
significant effect on organizational identification and trust in the managers. As well as organizational
identification has a significant effect on trust in the manager. This research serves as a guide for hotel
managers about employees. In this context, the fact that hotel managers prefer employees who are
openness to experience and conscientiousness personality traits can benefit their organizations in the
long term.

Doi: https,//doi.org/10.31822/jomat.2022-7-1-41

1. Introduction

Attracting employees who have confidence and
adaptability to the organization and managers

Personality traits that distinguish individuals
from others in the social structure (Smith, Nolen-
Hoeksema, Fredrickson, & Loftus, 2003) are an
effective factor in the success of the employees in
the organization (Barrick & Mount, 1991; Larsen,
Esenaliev, Brick, & Boehnke, 2020).
Organizational identification, which is regarded as
the degree of the similarity of the personality traits
and organizational value of individuals (Dutton,
Dukerich, & Harquail, 1994), ensures that
employees are successful in  supporting
organizations in managerial matters, increasing
the organizational hierarchy, giving importance to
their work, and increasing service quality (Dolke,
1991). The trust in managers that effects the
behaviour of employees in organizations also
increases the sustainable commitment of
employees to business (Butler, 1991).

increases the organizational performance,
sustainable organizational commitment,
organizational citizenship behaviour of employees,
and decreases the turnover rate and intention to
leave work (Riketta, 2005). Therefore, the
realization of the process of determining the
employee, who adapts to the organization as a
person and who trusts the manager, in the
accommodation sector where face-to-face service is
provided, is an important issue.

In the literature, Aghaz and Hashemi (2014),
Topcu and Basim (2015) have revealed that
personality traits effect organizational
identification. From the sub-dimensions of
personality traits, Hongwei, Weiyue, Weichun, and
Lloyd (2015), Ocak, Gider, Gider and Top (2017)
have discovered the effect of agreeableness
dimension, Barrick and Mount (1991), Saldago

Research paper

Ali Inamir:  Ph.D. Lecturer, Burdur Mehmet Akif Ersoy University, Burdur, Turkey, Email: ainanir@mehmetakif.edu.tr, Orcid Id:

0000-0001-8647-3375

This work is licensed under a Attribution-NonCommercial-NoDerivatives 4.0 International (CC BY-NC-ND 4.0).


http://www.jomat.org/
https://creativecommons.org/licenses/by-nc-nd/4.0/
https://creativecommons.org/licenses/by-nc-nd/4.0/
https://orcid.org/0000-0001-8647-3375

Ali Inanmr

J[o mal

(1997) and Basar (2010) have discovered the effect
of conscientiousness dimension, Smith and Canger
(2004), Kieffer, Schinka, and Curtiss (2004),
Yarmaci, Karacar, and Pelit (2016) have discovered
the effect of agreeableness and conscientiousness
personality traits on organizational identification.
Martins (2002) has revealed the effect of
personality traits on trust in managers, Ping,
Mujtaba, Whetten and Wei (2012) and Mooradian,
Renzl, and Matzler (2006) have revealed the effect
of personality traits on trust. Also, Bickes and
Yilmaz, (2017); Sen and Giinaydin, (2019);
Gazeloglu, Erkilic, & Aytekin (2019); Erat, Kitapci
and Akcin (2020) have exhibited the effect of trust
in managers on the organizational identification.
However, a study demonstrating the trust of the
employees associated with the organization
against the manager has not been found in the
literature. This study is important in terms of
filling this gap in the literature. Also, the fact that
there has not been a study that deals with the five
dimensions of personality traits together with
organizational identification and trust in the
manager reveals the contribution of the research to
the literature. Furthermore, the fact that a study
on the effects of personality traits on
organizational identification and trust in
managers has not been conducted before, in the
region where this research took place, makes this
research important.

2. Literature Review

Within the scope of the literature review,
information has been presented by referring to
research on personality traits, organizational
identification and trust in managers.

Personality traits

Personality, which is one of the important fields of
psychology science (Goldberg, 1992; Atak, 2013) is
a concept that is defined by multiple researchers in
different fields such as philosophy, sociology, and
law (Saucier & Goldberg, 2003). In this sense,
according to McCrae and Costa (1989), personality
is the way of behaviour that occurs in individuals
in different situations, permanently emotional,
social, experiential, attitudinal and motivational
styles. In accordance with Funder (2001), the
individual's unique thinking patterns, emotions,
attitudes, and explicit or hidden psychological
conditions are the factors behind it. Personality
and its traits are a system that reveals the
behaviour of the individual, his psychological
structure, who he 1is, and what his emotional
behavioral and cognitive styles are (Mount,
Barrick, Scullen, & Rounds, 2005).
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It consists of four main theories: Personal traits
theory, psychodynamic theory, humanistic theory
and integrative theory. The five-factor personality
model developed by McCrae and Costa (1987) is the
one of the most used model in literature (Tasc1 &
Eroglu, 2007). It is observed that the majority of
the personality trait researchers; Judge and Cable
(1997); Stevens and Ash (2001); Rothman and
Coetze (2003); Mount et al., (2005); Bilgin (2011);
Inanir (2012); Gore, Kiefner and Combs (2012);
Atak (2013); Cetinséz and Akdag (2015); Yarmac
et al. (2016); Inanir, Giirsoy and Sar1 (2017); Hicks
and Mehta (2018) and Inanir and Ucar (2021) carry
out their research with the scale formed within the
framework of this model. This model consists of the
openness to experience, conscientiousness,
extraversion, agreeableness, neuroticism
dimensions (McCrae & Costa, 1987; Allik &
McCrae, 2002; McCrae & Costa, 2006; Costa &
McCrae, 2009).

The dimension of openness to experience reveals
the traits of individuals such as curious, brave,
liberal, analytical thinking, creative, intellectual,
acting outside of the traditional, seeking new
experiences (McCrae & Costa, 2003). When an
environment is provided to reveal the creativity of
individuals who are open to innovations in
businesses, it is seen that it provides a high level of
benefits in terms of new designs and processes
(George & Zhou, 2001).

The dimension of conscientiousness reveals the
tendency of individuals to work, keep their work
and motivation high. employees with high
conscientiousness demonstrate high performance,
work in harmony with other employees, and
comply with business ethics rules (Barrick, Mount,
& Judge, 2001).

Extraversion dimension is the dimension of being
personality traits of being social, assertiveness,
self-confidence, talkative and energetic.
Extroverted individuals often tend to be
intertwined with large groups and crowded
societies. They are very successful in establishing
relationships with subordinates in managerial
matters in businesses. This contributes to their
high performance in managerial issues (Costa &
McCrae, 1992). Due to their success in social
interaction in particular, they are employed more
in organizations with team-oriented organizational
culture (Judge & Cable, 1997).

The dimension of agreeableness is the dimension
that shows the personality traits of individuals
such as geniality, sympathy, trustworthiness,
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helpfulness and servitude (Gore et al., 2012).
Individuals with a high level of agreeableness are
very successful in establishing social relationships
with other individuals. At the same time,
individuals with the personality trait of
agreeableness are more helpful towards their
colleagues (Organ & Ryan, 1995; Hurtz &
Donovan, 2000).

The dimension of neuroticism is the dimension that
reveals personality traits that have negative effects
such as emotional adjustment problem, fear,
anxiety, sadness, tension, anxiety, and impulse
disorder (Judge & Cable, 1997). Individuals with
high neurotic levels experience inadequate
solutions to the problems they encounter
(Ungiiren, 2019).

Orqanizational Identification
Individuality is a phenomenon that includes
characters such as talents and interests, social
identities and the groups to which the individual
belongs (Tajfel & Turner, 1985). Individuals tend
to include themselves in a social group or
organizational identity by nature Mael &
Ashforth, 1992). In this direction, the cognitive
relationship that emerges when the individual's
concept of individuality and the perceived
organizational identity contain similar features
reveals the phenomenon of organizational
identification. In this context, organizational
identification can be expressed as the individual's
commitment to the organization he/she works with
(Pratt, 1998) including any case with the
organization (Ashforth & Mael, 1989). From these
assessments, it is revealed that organizational
identification is not a special behaviour, but a
cognitive structure (Gould, 1975).

Organizational identification of the individual
reveals the harmony of his personality to the
membership of the organization (Karabey & Iscan,
2007). In order to be compatible with the
organization, the beliefs and goals of the individual
and the organization must be compatible with each
other (O'Reilly, Chatman, & Caldwell, 1991;
Kristof, 1996). The fact that the organization meets
the needs of the individuals with its existing
resources increases the harmony between the
organization and the individual (Turban & Keon,
1993; Kristof, 1996). In this case, it increases the
integration of the individual with the organization
(Valentine, Godkin, & Lucero, 2002; Tuna &
Yesiltas, 2014). In this sense, the following
hypotheses from H1 to H5 have been developed,
reviewing the effect of personality traits on
organizational identification.
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H1: Openness to experience as personality trait
has a positive effect on organizational
identification.

H2: Conscientiousness as personality trait has
a  positive effect on  organizational
identification.

H3: Extraversion as personality trait has a
positive effect on organizational identification.

H4: The agreeableness as personality trait has
a  positive effect on  organizational
identification.

H5: The neuroticism as personality trait has a
positive effect on organizational identification.

Trust in the Manager

The phenomenon of trust has been a subject that
has been addressed by many researchers in the
field of social sciences, both as confidence in the
manager and organizational trust. Researchers
have revealed that the concept of trust is a
necessary concept for the formation of the balance
of the social field and the development of social
relations (Blau, 1964; Mollering, Bachmann, &
Lee, 2004). At the same time, since it is a concept
that is difficult to define, multiple definitions have
been made in this research about trust (Rawlins,
2007). In this sense, according to Welch (2005),
trust is expressed as a noticeable phenomenon
when needed. According to Cook and Wall (1980),
trust is expressed as an individual's willingness to
believe in the behaviour, discourse and actions of
others. In another definition, trust is expressed as
the expectation that an individual, group or
organization will develop behaviours in line with
ethical principles and that other individuals,
groups or organizations will have common
relations or changes (Hosmer, 1995). In a similar
definition, Rotter (1967) has defined trust as the
belief that an individual or group would fulfill the
verbal or written statement given to another or
group. From the definitions that have been
revealed, it has been exhibited that the trust is
very important in bilateral relations, and that both
sides have expectations from each other about
trust.

The phenomenon of trust starts at the top of an
organization and moves down to the lower levels.
Therefore, the phenomenon of trust in the manager
effects trust in the organization positively. Because
employees think that managers represent the
business, they can generalize trust in the
organization to the organization (Tan & Tan, 2000;
Erkmen & Esen, 2013). In order to build trust in
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managers in the organization, the fact that the
managers are honest, behave fairly in their
decisions, behave in a consistent manner, share
information, fulfill the promise they have, hold the
authority, are sufficient in their field, have high
commitment to the organization, and show
sensitivity to their work stand out as significant
matters (Deluga, 1994; Akgiindiiz, Giizel, &
Harman, 2016). The high level of trust in the
manager in organizations helps the manager do his
job effectively and efficiently (Kouzes & Posner,
1987). In order for these factors to be applied
effectively in organizations, the personality traits
of managers appear to be a very important
phenomenon. In this context, the following
hypotheses from H6 to H10 have been developed
that examine the effect of personality traits on
trust in managers. In addition, the effect of
organizational identification on trust in managers
has been tested with the hypothesis H11.

H6: Openness to experience has a positive
effect on trust in the manager.

H7: Conscientiousness has a positive effect on
trust in the manager.

HB8: Extraversion has a positive effect on trust
in the manager.

H9: The agreeableness has a positive effect on
trust in the manager.

H10: The neuroticism has a positive effect on
trust in the manager.

H11: Organizational identification has
positive effect on trust in the manager.

a

3. Methods, Population and Sample

The survey technique from the quantitative
research methods has been used in this research.
In this context, 400 surveys have been sent to
employees working in five-star accommodation
businesses. 375 of the 400 surveys -collected
between dJanuary June 2019 wusing the
convenience sampling method have been used in
the analyses. The first part of the 4-part survey
consists of questions to determine the demographic
characteristics (age, gender, marital status,
educational status, working time and monthly
income) of the employees.

In the second part of the survey, the five-factor
personality model has been utilized, which has
been created by McCrae and Costa (1987) and
developed by Marshall, Wortman, Vickers,
Kusulas, Hervig (1994), then adapted to Turkish by
Giilgéz (2002) and whose validity and reliability
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has been tested by multiple researchers such as
Bacanli, Bacanli, Ilhan, & Aslan (2009); Bilgin
(2011); Cat1, Bilgin, & Kiling (2013). The scale
consists of 48 questions and 5 dimensions
(openness to experience, conscientiousness,
extraversion, agreeableness, neuroticism).

In the third part of the questionnaire, the
organizational identification scale is used, which
has been developed by Mael & Ashforth, (1992) and
whose validity and reliability in Turkish has been
tested by Tiiziin (2006).The scale consists of 6
questions. In the last part of the survey, the trust
in the manager scale is used, which has been
developed by Erdem and Aytemur (2014) and
whose validity and reliability in Turkish has also
been tested by Erdem and Aytemur (2014).The
scale consists of 19 questions.

In the survey, the 5-point Likert scale has been
used as 1-absolutely disagree and 5-absolutely
agree. Research analyses have been performed
with the help of SPSS package program and AMOS
package program. The participants of this research
are employees of five-star accommodation
businesses in Antalya Province. The sample of the
research  consists out of six five-star
accommodation businesses located in the Alanya.
There is a total of 353 five-star hotels in tourism
locations in and around Antalya (Ministry of
Culture & Tourism, 2019). According to the data of
the Social Security Institution, as of March 2018,
the number of employees working in five-star
hotels is 237,900 (www.turizmgazetesi.com). In the
study of Sekaran (2003), it has been determined
that the sufficient sample size is 384 in the studies
whose population size is about 1.000.000. 375
surveys that have been accepted in this research
comprises of 98% of the population. In addition, in
structural equation modelling analysis, the sample
size 1s generally accepted as 100 as minimum and
200 as the preferable limit for normally distributed
data (Simsek, 2007). Accordingly, it is acceptable to
include 375 surveys in any research.

4. Findings of this Research

This research’s findings consist of demographic
characteristics of hotel employee, measurement
model and research model findings.

Demographic Findings

The frequency and percentage distributions of the
demographic characteristics of the participants in
the study are given in Table 1. According to the
table, 38.6% of the employees participating in this
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Table 1: Demographic Characteristics of Hotel Employee

Gender n % Marital Status n %
Male 227 61.4 Married 237 63.2
Female 143 38.6 Single 117 31.7
Unanswered 5 5.0 Unanswered 21 5.1
Education Status n % Age n %
High School 118 315 18-24 years 174 46.4
Bachelor Degree 107 285 25-31 years 90 24.0
Associate Degree 64 17.1 32-38 years 56 149
Primary School 60 16.0 39-45 years 22 59
Unanswered 19 5.1 46-52 years 14 3.7
Master’s Degree 7 1.9 53-59 years 6 1.6
Term of Employment n % 60 and older 1 0.3
Less than 1 year 141 37.6 Unanswered 12 3.2
2-5 years 145 38.7 Department of Employment n %
6-9 years 42 11.2 Food & Beverage 134 35.7
10 years and over 18 4.8 Others 93 24.8
Unanswered 29 7.7 Front Office 83 221
Monthly Income n % Housekeeping 28 75
TRY 1500 and less 26 6.9 Human Resources 11 29
TRY 1501-2500 186 49.6 Sales & marketing 10 27
TRY 2501-3500 112 29.9 Public Relations 24
TRY 3500 and above 51 13.6 Unanswered 1.9

Source: Author

research are women, 61.4% are men and 5%. The
marital status of the employees is 63.2% single,
31.7% married. The majority of employees are in
the age range of 18-24 with 46.4%, 25-31 with 24%,
32-38 with 14.9%. When the educational status of
the participants is examined, 31.5% are secondary
school graduates, 17.1% are associate degree
graduates, 28.5% are undergraduate graduates. A
significant number of employees (35.7%) work in
food and beverage, (24.8%) in other departments
and (22.1%) front office. The majority of employees
work in hotels for 2-5 years (38.7%) and less than 1
year (37.6%). The employees of the hotels have an
income of TRY 1501-2500 (49.6%) and TRY 2501-
3500 (29.9%) income.

Measurement Model Findings
Before moving on to the measurement model in the
research, first the explanatory factor analysis
(EFA) then confirmatory factor analysis have been
performed in order to measure to reliability and
validity of the scales created for each of the
variables in the research model. It is desired that
the factor loads are obtained higher than the value
of 0.50 in the factor analysis (Bryne, 2010).
Personality scale has been collected into 5
dimensions as a result of the EFA; namely
openness to experience (OE), conscientiousness
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(CO), extraversion (EX), agreeableness (AA) and
neuroticism (NT). The explained variance of these
dimensions has been calculated as 53.559, KMO =
0.83, Bartlett Sphericity Test: sd = 85 (sig. 000). As
a result of the explanatory factor analyses, the
statements with low factor loads (OE7 to OE10,
CO11 and CO16 to CO20, EX25 to EX29, AA35 to
AA38) have been removed from the model. Since
the values obtained as a result of the EFA on
Organizational Identification (OI), (total variance=
56.297, KMO = 0.79, Bartlett Sphericity Test:
sd=15 (sig. 000) As a result of the explanatory
factor analyses, the statements with low factor
loads (OI1 and OI2) have been removed from the
model. and trust in the manager (TM), (total
variance= 63.157, KMO = 0.96, Bartlett Sphericity
Test: sd=171(sig. 000) are acceptable levels (Can,
2018).

As seen in Table 2, confirmatory factor analysis
(CFA) has been performed to scales used in the
measurement model. After confirmatory factor
analysis, expressions with standardized values of
0.40 and t values less than 1.96 (NT47 and NT48)
have been excluded from the model. The variables
in the model to be used in the research have been
examined in the relationships (See Table 4).
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Table 2: Measurement Model (Confirmatory Factor Analysis-CFA)

Variable Questions Effec | Variab | Estimate | Std.Va | t- value p
Code t le lue
P1 | am an idealistic person. <--- OE 1.000
P2 1 think | am smart. <--- | OE .080 .068 14.439 el
P3 | have a rich vocabulary. <--- OE 1.099 .076 14.461 flekel
P4 | have a great imaginary world. <--- | OE .989 .079 12.571 ekl
P5 1 think my ideas are perfect. <--- | OE 1.001 .084 11.973 ekl
P6 | spend time realizing my thoughts. <--- OE .864 .080 10.800
P12 | am very meticulous in my work. <--- (e{0) 1.000
P13 1 work in a planned and programmed way. <--- CcO 1.75 .063 17.076
P14 1 don't leave today's work for tomorrow. <--- CcOo 1.171 .073 16.054
P15 1 like rules. <--- CO .990 .080 12.400
P21 | see entertainment as a lifestyle. <--- EX 1.00 ekl
P22 1 want all the attention to be on me. <--- |EX 1.287 174 7.380 el
P23 1 act comfortable in society. <--- EX 1.063 139 7.640 ekl
P24 1 talk a lot. <--- EX .950 127 7.486
P30 I can understand other people's feelings. <--- | AA 1.000 falalel
P31 | am soft-hearted. <--- AA .856 .097 8.831 ekl
P32 I can feel other people’s emotions easily. <--- AA 1.272 114 11.142 Fxx
P33 | care about the feelings of others. <--- |AA .856 .085 10.035 ekl
P34 1 spend time for other people. <--- AA 1.051 .100 10.538 fleled
P39 Emotionally | am very fragile. <--- | NT 1.000 falalel
P40 My mood changes a lot. <--- NT .892 127 7.038 ekl
P41 1 get quickly angry. <--- NT 1.051 141 7.455 ekl
P42 | am easily stressed. <--- NT 1.000
P43 1 get very quickly sad. <--- NT 1.320 .098 13.513 ikl
P44 1 get very quickly shocked. <--- NT 1.210 .090 13.515 ekl
P45 1 am a pessimistic person. <--- NT 1.243 .146 8.518 faoled
P46 | worry about everything. <--- NT 1.148 .139 8.237 flokel
TM1 I trust my manager’s knowledge about his/her job. [ ™ 1.000
™™ 2 I trust my manager’s experience. <--- ™ 986 .056 17.556 Fkk
TM 3 I trust my manager’s working discipline. <--- ™ 1.061 .058 18.290 ekl
T™M 4 My manager has a good command of his/her job. <--- | TM 1.027 .046 21.654 el
TM 5 My manager organizes the work well. <--- | TM 1.019 .058 17.528 ookl
TM 6 My manager is successful in solving complex problems. [ ™ 1.060 .060 17.579 Fkk
™ 7 Vl\\/llc))/rl?anager always overcomes problems we face regarding < ™ 852 055 15.574 —
™ 8 My manager is loyal. <--- |TM .967 .061 15.842 el
T™M9 | consider my manager a person to be trustworthy. <--- ™ 992 .064 15.490 Frx
T™ 10 My manager is interested in my personal problems. <--—- |TM .945 .063 14.893 ekl
™ 11 rl:/(l))t/ manager is interested whether | am happy with my job or <. ™ 1.130 066 16.988 -
T™ 12 My manager does not hurt me on purpose. <--- |TM .948 .074 12.798 ekl
T™M 13 My manager is always sensitive to my priorities. <--—- | TM .834 .060 13.897 ekl
™ 14 My manager is forgiving. <--- ™ 1.150 .078 14.778 kol
TM 15 My manager acts fairly when handing out rewards. <--- ™ 1.135 .078 14.632 Fkk
T™M 16 What | trust most in my manager is that he/she is fair. <--- ™ 1.190 077 15.543 Frx
™ 17 My manager assesses his/her staff’s performance impartially. | <--- ™ 1.069 .061 17.523 Fkk
™ 18 IC\:I%frlriwca:ager maintains his/her impartiality while managing a <. ™ 1.041 061 17.061 -
TM 19 My manager applies work-related rules equally to everyone. < ™ 1.125 .082 13.865 Fkk
oI13 Vm:/nl talk about this hotel, | usually say "we" rather than <. ol 1.000 -
Ol4 The success of this hotel is my success. <--- ol .878 .079 11.072 floled
oI5 er::;i;c;r:te.one praises this hotel, it feels like a personal <o ol 787 078 10.151 Sk
ol6 Iefmabztr??s/s:arli_the media would criticize this hotel, | would feel < ol 1.083 167 6.492 -
Note: Openness to experience (OE), conscientiousness (CO), extraversion (EX), agreeableness (AA), neuroticism (NT), Organizational Identification (Ol), trust in the manager
(TM).

Source: Author
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Table 3: Convergent validity and Cronbach’s alpha (o) values

Cronbach’s Alpha CR AVE
OE .858 .856 .545
{6 .845 .854 .597
EX .663 .665 400
AA .760 771 537
NT .838 .845 .648
™ .967 .909 .588
Ol .755 759 514

Note: Openness to experience (OE),
manager (TM), CR= Composite Reliability, AVE= Average Variance Extracted.
Source: Author

The observed variables in the measurement tool
above show that they are related to the implicit
variables to which they are linked. Relationships
among all the variables in the measurement model
have been found to be significant (p <0.05).
According to the goodness of fit, x2 value (x2 =
643,636; sd: 327) is significant. The ratio of the
value of X2 to the degree of freedom (x2/ sd) is 1.96.
This value is less than 3, which is defined as the
indicator of a good model, and shows a good fit.
RMSEA (0.051) remains below 0.08. IFI (0.93) and
CFI (0.94) values above 0.90 indicate a very good
fit.

Within the scope of determining the reliability and
validity of the study; CR and AVE values have been
examined (Table 3). CR (Composite Reliability)
values are expected to be 0.70 and above and AVE
(Average Variance Extracted) values are expected
to be over 0.50 (Bryne, 2010; Hair, Black, Babin &
Anderson, 2014). The CR value being greater than
0.70 indicates that the internal consistency of the
factors is high and the AVE being value higher
than 0.50 indicates that there is a sufficient level
of variance explained by the variables associated
with the factors (Fornell & Larcker, 1981). As well
as, according to some sources, CR values should be
0.60 and above, and AVE values should be above
0.40 in order to provide convergent validity.

When Table 2 examined, it is determined that the
lowest CR value calculated for latent variables is
0.665 and the lowest AVE value is 0.525, and it is
understood that the assumptions of the convergent
validity are provided. In addition, it can be stated
that discriminant validity is ensured because the
correlation value between each construct is below
.90.

5. Research Model Findings

Research model t-values related to the explanation
of the relationship between the variables are
shown Figure 1. Paths with a t value below 1.96 in
the structural model are not statistically
significant (Tagskin & Akat, 2010). Parameter
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conscientiousness (CO), extraversion (EX), agreeableness (AA), neuroticism (NT), Organizational Identification (Ol), trust in the

estimates are at 0.05 level if t values exceed 1.96
and 0.01 significance if exceed 2.56 (Cokluk,
Sekercioglu, & Biiyiikéztiirk, 2012). When the t
values in Figure 1 are examined, it is observed that
the relationships between openness to experience
and organizational identification (2.001), openness
to experience and trust in the manager (4.637),
extraversion and organizational identification
(2.203), conscientiousness and organizational
identification (4.794) and Conscientiousness and
trust in the manager (5.321), organizational
identification and trust in the manager (7.790)
yield a significant t value of 0.01. At the same time,
there is a significant t value of 0.01 in the negative
direction between openness to experience and trust
in the manager (-2.777). However, the
relationships  between  agreeableness and
organizational identification (0.793), neuroticism
and  organizational identification  (0.235),
extraversion and trust in the manager (-0.470),
neuroticism and trust in the manager (0.999) are
not significant since the t value is below 1.96.

Openness to
experience
$H2=4.794
Conscientiousness ‘

+H1=2,001

Organizational
identification

R2=0.140

+H11=8.089

Trust in the
manager

R=0.194

Figure 1: Research Model Results
Source: Author

The ratio of the model's x2 value to the degree of
freedom (x2 / df) is 3205,225 / 1206 = 2.657. This
value is less than 3, which is defined as the
indicator of a good model, and shows a good fit.
RMSEA (0.067), RMR (0.083) and SRMR (0.077)
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Table 4. Findings Related to Path Analysis and Hypothesis Results

Hypothesis Path analysis Std. path coef. t values p Results

+H1 OE & Ol .062 2.001 0.045* \
+H2 CO= Ol .058 4.794 0.000** N
+H3 EX Ol .064 2.203 0.028* N
-H4 AA Ol .067 0.793 0.428 X
-H5 NT = Ol .053 0.235 0.815 X
+H6 OE> T™ .064 4.637 0.000** \
+H7 CO> T™M .043 5.321 0.000** N
-H8 EX2 T™M .061 -0,470 0.638 X
+H9 AAD TM .088 2,777 0.005* N
-H10 NT=> T™M .068 0,999 0.318 X
+H11 10> T™M .096 7.790 0.000** N
Notes: **p<0.001, *p<0.01, p<0.05: Goodness-of-fit statistics of Path Analysis: Ay2=917,952; sd= 338; y2/sd=2,716; RMSEA=0.068;
CFI1=0.884; GFI=0.932; IFI= 0.885

Source: Author

values are below 0.08, indicating an acceptable
goodness of fit. GFI (0.93) and AGFT (0.90) values
being higher than 0.90 indicate good compliance.
Finally, IFI (0.93) and CFI (0.822) values are
acceptable since they are close to >0.90 (Hair et al.,
2014; Vieira, 2011). Also, r2 values showing how
much the variables explain each other are above
the desired level (r2>.10) (Falk & Miller, 1992).

In the research, the hypotheses H1, H2, H3, H6,
H7, H9 and H11 have been accepted as they
statistically have a t value of >1,96 and have an
effect at a significance level of p<0,005. The
hypotheses H4, H5, H8 and H10 have been rejected
as they statistically have a t value of <1,96 and
don't have an effect at a significance level of
p<0,005.

6. Discussion and Conclusion
The purpose of this research is to determine the

effects of personality traits (openness to
experience, conscientiousness, extraversion,
agreeableness and neuroticism) in  hotel

organizations on the organizational identification
and the trust in the manager. As a result of the
analysis made for this purpose majority of the
participants are men, single and young people,
when the results related to the demographic
variables are examined. These results are
consistent with the general structure of the
employees of the region where this research has
been conducted. It is seen that the majority of the
employees are secondary education graduates.
Even though the majority of the participants in the
research work in the front office department, the
low level of education turned out to be a
remarkable result. When the working hours and
income levels are examined, it is noticed that the
majority of the participants work between 2 and 5
years and are in the income range of TRY 1501 to
2500.This fact led to the conclusion that employees
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usually work for a short time in the tourism
industry and are employed with a low income. The
reason for this situation is that the hotels where
the research has been conducted are coastal hotels
and generally the employers of coastal hotels are
employed with such employment policies.

In this research, it has been found that openness to
experience, conscientiousness and extraversion
personality traits have been an effect the
organizational identification of the employees
(accepted, H1, H2, H3). Partially supporting this
conclusion, Barrick and Mount (1991), Saldago
(1997), Smith and Canger (2004), Kieffer et al.
(2004) have demonstrated in their researches that
the personality traits of conscientiousness have a
significant effect on the organizational
identification of employees. Again, it has been
concluded that the employees do not have a
significant effect on organizational identification
from the personality traits of agreeableness and
neuroticism (rejected H4, H5). Contrary to this
result, Hongwei et al. (2015) have concluded that
in their research for call center employees,
compliance personality traits had a positive effect
on organizational identification. The fact that the
lines of business in which the studies were
conducted are different from each other may have
an effect in the emergence of this situation. As well
as, it has been determined that the personality
traits of openness to experience, conscientiousness
and agreeableness have an effect on the trust in the
manager (accepted, H6, H7, H9). However, it has
been concluded that the personality traits
extraversion and neuroticism did not have a
significant effect on the trust in the manager
(rejected HS8, H10). partially supporting this
situation, Ping et al., (2012) found that personality
traits of extraversion and neuroticism had no effect
on trust in their study. Lastly, it has been
concluded that organizational identification has a
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significant effect on the trust in the manager
(accepted, H11).

When the results of the research are generally
evaluated it is obtained that the employees, who
are openness to experience and have
conscientiousness personality traits, identify with
their organizations and also trust their managers.
Due to the fact that the tourism industry is an
industry that is sensitive to the external
environment and a has a labour-intensive
structure, the integration of employees who are
openness to experience and conscientiousness who
identify with their organizations and trust their
managers emerged as an important result.
However, this research has revealed that
employees who has extraversion and neuroticism
as a personality trait do not trust their managers.
It can be stated that this situation arises from the
management system that is used in the hotel
establishments where this research has been
carried out. As another result of this research, it
has been revealed that employees who have the
personality traits extraversion, agreeableness and
neuroticism have problems both in identifying with
their organizations and in trusting their managers.
While employees with neuroticism problems were
expected to experience problems with identification
and trusting their managers, it has emerged as an
unexpected result that employees with the
personality trait extraversion and agreeableness
also have problems in trusting or identifying with
the manager. The reason for this result may come
from the wage system that is applied in the hotels
where the research has been conducted, the
seasonal employment, and the short-term crises
occurring in the industry.

Based on the results obtained, some suggestions
can be given to hotel managers on the issues of
finding and hiring employees, the salary, and
keeping the employees in the organization for the
long-term. Hotel managers should examine this
and other similar scientific studies about
employees in hotels. Managers need to be aware of
the competencies that staff should have when
recruiting (Karakus, Onat, & Yetis, 2018). In the
hiring process, they can employ employees who
have the personality traits openness to experience
and conscientiousness. The employees who have
these personality traits may create a great
competitive advantage for the hotel organization
because they depend on the state of organizational
identification and have trust in their managers. In
addition, those who are open to experience has also
a low intention to leave (Gazeloglu et al., 2019), are
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invested in their jobs, have high performance, can
establish good relationships, and have high
satisfaction levels (Tiiziin & Caglar, 2008; Ocak et
al., 2017); therefore, they can increase the hotel
organizations’ profit margins in the long run.
Employees with the personality trait of
agreeableness are very successful in establishing
social relations with other employees. At the same
time, employees with this personality trait are
more helpful towards their colleagues (Organ &
Ryan, 1995; Hurtz & Donovan, 2000). However,

these employees may have problems with
organizational identification. Therefore, issues
such as the management system, salary,

performance evaluation and rewarding can be
overcome by establishing a fair system and
organizational identification if these employees are
recruited for a hotel organization. Lastly, the state
of organizational identification as well as the trust
of the employee in the manager can be a guide in
employee recruitment and keeping employees in
the organization for the long-term.

There may be some possible limitations and
suggestions in this study. The research has been
carried out for the employees of Alanya district and
seasonal hotels in Antalya. Subsequent research
can be conducted in different destinations and for
different hotel (city hotels, ski hotels, thermal
hotels, etc.) employees. Additionally, researchers
may conduct more studies that examine the
relationship between organizational identification,
trust in the manager and the relationship between
these terms.
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Abstract

The aim of the research is to determine the effects of personality traits, organizational identification and trust in the manager at hotel organizations.
This study has been carried out in January-June 2019 with employees in five-star hotels located in Antalya, one of the most common holiday
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significant effect on organizational identification and trust in the managers. As well as organizational identification has a significant effect on trust in
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ABSTRACT

Coronavirus (COVID-19) pandemic has affected all economic processes as well as the tourism industry
and service exports. COVID-19 pandemic affects negatively not only in the production and
manufacturing industry, but also has caused important problems in the service and tourism sector. The
paper aims to determine the effects of tourism revenues, international tourist arrivals and COVID-19
pandemic on service exports and the tourism industry. In line with the results, there is a long-term
relationship among tourism revenues, international tourist arrivals, exchange rates, and service exports.
According to FMOOLS and DOLS results, an increase in the tourism revenues, international tourist
arrivals and exchange rates ensure raising service exports of Turkey. However, it is determined that
COVID-19 pandemic lead to decreasing service exports of Turkey. In addition, Granger causality
analysis revealed that there is a unidirectional causality relationship from exchange rates to
international tourist arrivals in Turkey. On the other hand, it is determined that there are bidirectional
causality relationships between tourism revenues and service exports, international tourist arrivals and
service exports, international tourist arrivals and tourism revenues. Results of the analysis indicate that
service exports of Turkey follows a rising trend and it can be reduced the effects of COVID-19 pandemic
when development of tourism infrastructure and quality raises.
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1. Introduction

Tourism can be defined as the spatial separation
between home and distant place and travel
between these two places in its simplest definition
(Holden, 2006, p. 11). With a broader definition,
tourism is the whole of the relationships that result
from both the temporary stay and traveling of
people for various reasons and their travels
(Pearce, 1995, p. 20). Individuals decide on their
destination and the types of services that they will
benefit from in line with their own preferences and
expectations. Thus, they shape the tourism supply
in the regions over time. In accordance with all
these definitions, tourism has become one of the
basic research topics of social sciences today due to
its substantial effects on both the economy and
people's lives.

Tourism revenues are important for national
income and they have a multiplier effect on the
national economy. Therefore, this multiplier effect
has a positive effect on the economy and supports
many industries (Freitas, 2003, p. 45; Proenca &
Soukiazis, 2005; Sengupta & Espana, 1994). In
many countries, tourism constitutes an important

part of economic growth and business. In addition,
inflows of foreign currency to the countries through
tourism enable to close the budget deficit of the
countries and create a great advantage in solving
the unemployment problem. On the other hand,
the tourism industry ensures the interaction of
different cultures. For this reason, cultural
institutions and consumption habits of the
countries also change via the effect of international
tourism. These differences provide an increase in
entrepreneurial activities in tourism and bring
new investments in entrepreneurial activities that
gain positive acceleration. In addition, the tourism
industry affects the development of many sectors
directly or indirectly (Kitson, Martin, & Tyler,
2004).

One of the main problems of developing countries
i1s unemployment. Since the tourism industry,
which 1s an important sector for the reduction of
this problem, is low in cost, investments in this
area can be higher than other industries. In
addition, tourism does mnot only provide
employment for countries, but also it is important
to allow in terms of inflows of foreign currency to
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the countries. In order to reach the level of
developed countries, international tourism demand
in developing countries is constantly increasing
and it shows rapid development. At the same time,
the tourism industry gets great support in order to
meet the economic resources, foreign currency
requirements and the expectations of the
constantly increasing population in these
countries. For these reasons, tourism is regarded
as an important industry that provides large
employment and plays a crucial role in economic
growth and development (Holden, 2006, p. 90).

International tourism is an important industry for
countries due to its large employment
opportunities and foreign currency earning effects.
The tourism industry plays a vital role, especially
for developing countries, due to its role in reducing
the negative impact on the current account balance
(Cihangir, Erkan, & Harbalioglu, 2014, p. 48).
Besides the contribution of international tourist
arrival to the country's economy, it is also a
substantial factor in the formation of regional
developments. Inflows of foreign currency to the
countries increase, the balance of payments and
foreign trade deficit decrease, the foreign debts of
the country diminishes and the level of demands
for goods and services in other sectors increases
with the development of the tourism industry in a
region.

The service export volume, which was 1.7 trillion
dollars in the early 2000s, has increased to 6.2
trillion dollars in 2019. International tourism
revenues, which were around 485 billion dollars at
the beginning of the 2000s, has reached 1.7 trillion
dollars by 2018. On the other hand, it is seen that
the International tourist arrivals of 533 million
people at the beginning of the 2000, has reached 1.4
billion people today in the world (World Bank,
2021). As it can be seen, the international tourism
and travel industry, which is one of the most
important sub-items of service exports, has an
important place in terms of both increasing the
employment level and narrowing the foreign trade
deficit. Therefore, considering the potential of
future tourism dynamism, significant investments
in the tourism sector reveals that countries will
realize a considerable increase in income and
service exports.

Considering the tourism industry in Turkey, it is
observed that international tourism receipts have
reached 37 billion dollars today whereas it was
about 5 billion dollars in the early 2000s. In
addition to this, it is seen that service exports were
around 14.6 billion dollars in the early 2000s, while
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today it has reached 64.6 billion dollars. When the
data on the tourism industry are analyzed, it is
observed that international tourism revenues
constitute one third of service exports in the 2000s,
while it constitutes more than half in today.
Accordingly, the importance of international
tourism for Turkey has occurred more clearly. In
addition, it is seen that the number of international
tourists arriving was around 7 million in 2000,
while it has reached 46 million today (TURKSTAT,
2021).

COVID-19 pandemic has significantly affected the
international service trade and tourism industry
today. It is observed that service and tourism sector
activities realized through interaction between
people are negatively affected. In this regard, it is
essential to investigate the effects of the COVID-19
pandemic on the international service trade and
tourism sector.

While COVID-19 pandemic caused the biggest
economic crisis of the century on a global scale,
tourism was one of the sectors most negatively
affected by this process. All the data released
regarding tourism clearly reveal the magnitude of
the loss in the sector. Travel movements have been
stopped gradually since December 2019, when the
COVID-19 pandemic started. In the first place,
almost all international flights were suspended
with the spread of the COVID-19 pandemic
together with the restrictions imposed on travel
movements in countries affected by the pandemic
(Qunhui, 2020). According to the evaluation made
by the United Nations World Tourism
Organization (UNWTO), the damage caused by
COVID-19 to the tourism industry increased 8
times that of the global economic crisis in 2008.

The tourism sector is a sector that responds
positively or negatively to the economic and social
developments in terms of its structure. While
attractive places in different destinations, natural
and historical artifacts, cultural and religious
elements become a center of attraction and source
of income for tourism, factors such as terrorist
attacks, political adversities, pandemics can lead to
changes in travel plans or cancellation of
reservations. Political troubles or terrorist attacks
are mostly specific to regions or countries, whereas
the effects of pandemics are seen in more than one
region or country. The interest and confidence in
the destinations  where such negative
developments are experienced can be seriously
diminished.
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As international travel is restricted, it is inevitable
that the COVID-19 pandemic will affect all tourism
activities at the international level. The contact of
people with each other has been the greatest source
of spread of the virus and it has dealt a big blow to
travel activities. In this case, it is clear that
companies in the tourism sector will be suffered the
most from COVID-19 pandemic.

Along with the coronavirus pandemic, it is seen
that these positive developments in the tourism
industry have slowed down or even interrupted.
The decrease in mobility at the international level
has caused a significant decline in the revenues
from the tourism industry. In this direction, it is
important examining the effects of the coronavirus
pandemic on service exports and the tourism
industry, analyzing empirically and making policy
recommendations in line with solutions.

Analyzing the effects of the pandemic on the
service exports and tourism sector will make
significant contributions to the literature, which
examines the effects of the COVID-19 pandemic on
the tourism industry that has an important place
in the service sector. It is important to determine
the long-term effects and causality relationships of
COVID-19 cases and deaths on the service trade
and tourism sector in order to reduce the negative
effects of the pandemic and to evaluate the
opportunities. It is thought that the findings
obtained by the analysis will guide the measures to
be taken and the policies to be implemented in the
COVID-19 pandemic process. In this direction, the
main focus of the study is to reveal the effects of the
COVID-19 pandemic on service exports and the
tourism industry and to make future policy
recommendations.

In this study, it is aimed to determine the effects of
tourism revenues, international tourist arrivals
and COVID-19 pandemic on service exports and
tourism industry. In order to establish the service
exports and tourism industry model for Turkey,
international tourism revenues, international
tourist arrivals, exchange rates, COVID-19 in
Turkey will be used as variables. In the following
section, the effects of the variables defined in the
research model on service exports and tourism are
discussed within the scope of the literature. Then,
the theoretical explanations regarding unit root
test, cointegration test, causality test and long-
term coefficient estimates for the variables are
presented in the methodology section. The findings
obtained as a result of analyzes are discussed in
line with the literature in the empirical results
section. Afterwards, the theoretical and empirical
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results obtained from the analyzes are
comprehensively evaluated in the conclusion and
discussion section.

2. Literature Review

International service trade has great importance
for countries today. The service sector has a greater
share in the sectoral distribution of both gross
domestic product and employment. Along with the
liberalization of international trade, it is seen that
competition has increased and service trade has
become increasingly important.

The service sector is a branch of industry that
provides some changes to the beneficiary of the
service or for his benefit and creates benefits such
as time and space. Services are produced by the
service provider's providing benefits for the service
user, the service client's showing the necessary
effort to produce the service, and the service client
and the producer being in mutual interaction
(Aslan, 1998, p. 9). Conjunction with the twentieth
century, it is seen that the service sector surpassed
other industries and it made significant
contributions to economic development. In
addition, it is observed that the service sector is
more developed in countries with high welfare
levels. Accordingly, it has emerged that the service
sector 1s extremely important for increasing the
welfare level in developing countries.

Tourism has an important place in the service
sector. International tourism plays an important
role in providing foreign currency inflow to the
country, financing economic growth and solving
macroeconomic problems such as unemployment.
However, the tourism sector also provides the
interaction of people though different cultures.
These positive effects ensure the increase of
entrepreneurial activities in the tourism sector and
the realization of new investments in tourism (Belk
& Costa, 1995). However, there are significant
contractions in the tourism sector as in every field
because of the profound effects of the current
COVID-19 pandemic. In this direction, it has been
observed that there is a need for studies in the
academic literature investigating the effects of the
COVID-19 pandemic and tourism on international
service exports. It is aimed to make significant
contributions to the literature by empirically
investigating the effects of the COVID-19
pandemic and tourism on international service
exports via this study.

Service trade is important within the scope of
international trade of countries. Especially by the
globalization process, the country's economies have
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become open to international competition, and then
the service sector has also developed significantly.
Tourism has an important place in the
development of both the international trade and
service sector (Ekinci, 2005). It is expected that
tourism activities between countries increase in
consequence of the increase in commercial
relations among the countries in tourism as a
service sector. In academic studies, it is revealed
that there is a positive relationship between
international trade activities and the tourism
sector among the countries (Bahar & Baldemir,
2008; Chang, 2011; Vu & Turner, 2009).

Exchange rate is one of the important factors
affecting the international service trade and
tourism sector. As in the international commodity
trade of countries, international service trade is
also affected by exchange rate volatility. It is
expected that there is an increase in international
service trade when the exchange rate rises and the
local country currency depreciates. This increases
the trade volume of the service sector in which
tourism is involved. Studies in the literature show
that there are significant effects between exchange
rate and international service trade (Baggs,
Beaulieu, & Fung, 2010; Sahoo, 2018).

The COVID-19, which emerged in Wuhan, China
in 2020, became a pandemic soon and had
significant effects on the international economy
(Feyisa, 2020; Ruiz Estrada, Park, & Lee, 2020).
With the COVID-19 pandemic, some problems
have emerged in the global supply chain and
international trade network, and a global supply
and demand shock has been experienced.
Accordingly, global political, economic and social
uncertainties and risks may negatively affect the
service sector, including tourism (Polat, Alptiirk, &
Girsoy, 2021; Akdag & Iskenderoglu, 2021). The
service sector facilitates the spread of the virus in
the global pandemic due to the interaction between
individuals during the service activities process.
Therefore, services trade is directly affected by the
constraints in the pandemic. It is seen that COVID-
19 pandemic 1is greatly adversely affecting
international services trade, especially the tourism
sector (Hu, 2020; Kabadayi, O’Connor, & Tuzovic,
2020; Kumudumali, 2020; Ozili & Arun, 2020;
Priyanto, Purnomo, Andoko, Khairina, &
Fadhlurrohman, 2020; Shretta, 2020; Xin, 2021).
Many tourism-related sectors have adversely
affected because of the uncertainty caused by the
COVID-19 pandemic, the cancellation of tourism
reservations, and the prohibitions imposed by
countries on international flights. Due to the
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coronavirus pandemic, countries that host the most
tourists were negatively affected economically such
as France, Spain, United States of America, China
and Italy. There are important losses with the
global pandemic in the income of the tourism sector
and service trade, which are of great importance
economically for developing countries (Sarikaya &
Cevis, 2020). Turkey was affected negatively by the
COVID-19 pandemic in terms of the income of
tourism and service trade like other developing
countries. Accordingly, it is crucial to investigate
the effects of the COVID-19 pandemic on service
trade and to offer solutions for the problems.

Considering the significant effects of COVID-19
pandemic on the service trade and tourism sector,
it is important to investigate the solutions of
problems in the service trade and tourism sector in
Turkey. This study aims to determine the effects of
tourism revenues, international tourist arrivals
and COVID-19 pandemic on service exports and
the tourism industry and to contribute empirically
to the literature.

3. Methodology

The aim of this paper is to determine the effects of
tourism revenues, international tourist arrivals
and COVID-19 pandemic on service exports and
the tourism industry. In order to create the
research model in the study, data on service
exports, tourism revenues, international tourist
arrivals, exchange rate, COVID-19 dummy
variable in Turkey are used.

Data on service trade and exchange rates are
obtained from the database of the Central Bank of
the Republic of Turkey Electronic Data Delivery
System. In addition, data of tourism revenues and
Iinternational tourist arrivals are gained from the
Turkish Statistical Institute. Series used in the
study are monthly between 2016 and 2020. The
information about the variables used in the study
is as follows:

In(service) : Service exports of Turkey
In(revenue)  :Tourism revenues of Turkey
In(arrivals) : International tourist arrivals to
Turkey

In(exchange) : Exchange rates of Turkey

covid19 : Dummy variable of COVID-19
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Table 1: Descriptive Statistics

In(service) In(revenue) In(arrivals) In(exchange)

Mean 4.27E+09 2.15E+09 3133815 4.793
Median 3.96E+09 1.81E+09 2679420 4.637
Maximum 7.78E+09 5.24E+09 8167150 8.018
Minimum 1.27E+09 5.61E+08 24238 2.839
Std. Deviation 1.49E+09 1.11E+09 1806529 1.489
Skewness 0.363 0.876 0.762 0.358
Kurtosis 2.711 2.975 3.113 1.945
Jarque-Berra 1.502 7.541 5.738 3.996
Probability 0.472 0.023 0.057 0.136
Observations 60 60 60 60

Source: Author

Depending on this information, the times series
models have been created for Turkey to determine
the effects of tourism revenues, international
tourist arrivals and COVID-19 pandemic on service
exports (1):

In(service); = By + B,In(revenue), +
Boln(arrivals), + f3in(exchange), +
Ba(covid19), + ¢

D

Before analyzing the relationship between tourism
and service exports for Turkey during the
pandemic period, descriptive statistics for the
variables within the scope of the paper were
examined and the findings are shown in Table 1,
Table 2 and Figure 1. According to the findings in
the Table 1, the average service export value in
Turkey is 4.2 Billion $, tourism income is 2.1
Billion $, the average number of international
tourist arrivals are 3 million people and the
exchange rate is 4.8 $ based on monthly data in the
period of 2016-2020. The high standard deviation
of the variables indicates that the volatility of these
variables is high. The degree of volatility can also
be seen by considering the maximum and
minimum values.

Table 2: Correlation Matrix

~ < @ N
g : 3 2
3 § 2 S
~ 1Y ~ =
3 g 5 8
= N S S
£ g g g
In(service) 1 0.944 0.954 -0.052
In(revenue) 0.944 1 0.989 0.018
In(arrivals) 0.954 0.989 1 0.002
In(exchange) -0.052 0.018 0.002 1

Source: Author

Table 2 shows the correlation relationships
between the variables. According to the results of
the analysis, there i1s a positive and high
correlation between service exports and tourism
revenues and the number of international tourist

59

arrivals, while there is a negative and low
correlation between service exports and exchange
rate. In addition, it is also seen that exchange rate
has positive and low correlation relationships
between tourism revenues and international
tourist arrivals.
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Figure 1: Trends of Variables Between 2016 and 2020

Source: Author

Trends of variables in the model are given in
Figure 1. When the trends regarding the variables
are analyzed, it is observed that service exports,
tourism revenues and international tourist
arrivals follow a trend that maintains its level
despite the uncertainties and risks in the COVID-
19 pandemic. Furthermore, it is seen that the
exchange rate has an increasing trend and this
trend continues with the COVID-19 pandemic.

After the descriptive statistics, the stationarities of
the variables were analyzed by means of
Augmented Dickey-Fuller (ADF) unit root test,
Phillips-Perron (PP) unit root test and Zivot and
Andrews unit root test with a structural break.
Then, the long-term relationships between
variables were examined using the Gregory-
Hansen cointegration test with structural break.
Later, causality relationships between variables
were investigated via the Granger causality test.
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Finally, long-term coefficient estimates of variables
were made by way of FMOLS and DOLS.

In order to examine the relationships between
variables, they should not contain unit root in the
levels or first differences of the variables. The
stationarity of the series was tested by Augmented
Dickey Fuller (ADF) unit root test (Dickey &
Fuller, 1979, 1981), Phillips & Perron (PP) unit
root test (Phillips & Perron, 1988), Zivot and
Andrews (1992) unit root test with a structural
break. Augmented Dickey Fuller (ADF) (2) unit
root test, Phillips and Perron (PP) (3) unit root test,
Zivot and Andrews (Z&A) unit root test with a
structural break in model A and model C (4, 5) are
performed in accordance with the models shown
below:

Ays=a+ 0y, 1+ 8y 1+ & (2
Aye = ayi 1 + x5 + & 3

m
AY, = By + Bot +68Y,_, + 0DU, + Z aAY,_; + & 4)

i=1

AY, = By + Byt + 8Y,_, + 6DU, + yDT, + Z aY,_+e  (5)
i=1
It is known that one of the reasons for non-
stationary variables is the structural breaks in the
economy in the time series analysis performed. It
is thought that structural breaks that develop in
the economy may distort the averages, trends, or
both averages and trends of the series. In other
words, unit root tests that do not take into account
structural breaks can give results that the series
are stationary even if they do not contain unit root.
It is stated that the results of traditional unit root
tests that take structural breaks do not take into
account may be deviated and wrong results may be
reached in the analysis of structural breaks and
economic shocks in an economy. Therefore, the

takes into account the structural break internally,
was used in the study. In the analysis, model A
tests only a break in the constant and model C tests
a break in both a constant and trend.

The application of tests considering the structural
breaks provides results that are more valid in order
to analyze the long-term relationships of the series
when analyzing the long-term relationships
between the variables in the model. Gregory-
Hansen (1996) cointegration test is a developed
version of Engle and Granger (1987) approach and
it shows more valid results than this test. The most
important reason for this is that the structural
break dates are determined endogenously in the
Gregory-Hansen cointegration test. In the
cointegration test developed by Gregory-Hansen,
there have been put forward three models that
consider structural break. The first model takes
into account the structural break at the level (6)
and the second model considers the structural
break with the trend (7) (Gregory & Hansen, 1996,
p. 103). a1, a2, a3 and a_4 indicate the
cointegration slope coefficients before the regime
shift.

Ve = U1+ Ua@Pr + A1 X + Q2 + a3€ + AySe + & ()
Ve = fy + Ha@r + B+ aiX + Az + azer + aus. + & ()]

After proving that there is a long-term relationship
between the variables in the research model, there
will be tested the causality relationships between
the variables. Engle and Granger (1987) argue that
there is a unidirectional causality relationship
between variables at least, in the case that long-
term relationships are determined between
variables. Granger causality analysis is performed
by means of the following equations (8, 9, 10, 11):

Long-term coefficients of variables were tested
using the "Fully Modified Least Squares Method

Zivot and Andrews (1992) unit root test, which (FMOLS)" developed by Phillips and Hansen
1 m n o
Aln(service), = B, + Z P11 Aln(service),_; + ; B2, Aln(revenue),_; + kz_l Bas Aln(arrivals),_, + Z Baa Aln(exchange),_, ®
+ 1 ECT_1 +uy;
L m n o
Aln(revenue), = a; + Zl a;1 Aln(revenue),_; + ; a,, Aln(service),_; + kz_l as; Aln(arrivals),_, + Z a44 Aln(exchange),_, ©)

+ N, ECT,_y + uy;

1 m n o
Aln(arrivals), = ¢, + Z ¢11 Aln(arrivals),_; + Z ¢22 Aln(revenue),_; + Z ¢33 Aln(service),_y + Z 44 Aln(exchange),_, 10)
k=1

i=1 j=1

+n3ECT,_1 + us;

l m n o
Aln(exchange), = 6, + Z 8,1 Aln(exchange),_; + Z 8,; Aln(arrivals),_; + Z 833 Aln(revenue),_, + Z 844 Aln(service),_,
k=1

i=1 Jj=1

+ N4 ECT,_1 + us;

r=1

@11)

r=1
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(1990) and the "Dynamic Ordinary Least Squares
Method (DOLS)" introduced by Saikkonen (1992),
Stock and Watson (1993) within the scope of the
study. Equations used in FMOLS and DOLS
estimation methods are as follows (12, 13):

Yo = X'tf + Diy: + Uy 12

,
Yo = X'tB+Dity1 + Z AX'yjo + vy (13)

j=-q

4. Empirical Results

In line with the theoretical explanations presented
in the methodology section, firstly, the unit root
analysis of the variables are carried out. As
mentioned earlier, Zivot and Andrews (1992) unit
root test with one structural break were performed
together with Augmented Dickey Fuller (ADF) and
Phillips & Perron (PP) unit root analyzes.

Table 3: Augmented Dickey Fuller (ADF) and Phillips &
Perron (PP) Unit Root Test Results

that all variables are stationary in the first
differences of the series.

Table 4 contains the results of the Zivot and
Andrews (1992) unit root test, which tests the
stationarity of the variables in the model with a
structural break. According to the test results, it is
revealed that service exports, tourism revenues,
international tourist arrivals and exchange rates
have a unit root, in other words, they are not
stationary at their level with a structural break.
However, it i1s determined that series are
stationary at the first difference level.

Considering the structural break dates in the
series, it 1s observed that structural breaks have
occurred in service exports, tourism revenues and
international tourist arrivals in February, March
and May in 2020. These results show that service
trade and tourism are affected by recession in both
national and global economies because of COVID-
19 pandemic. Due to the restrictions of the COVID-

Note: "I" stands for constant term, "I + T" represents constant and trend.
*** ** and * indicate significance at 1 %, 5 % and 10 % respectively.
Source: Author

In line with the results in Table 3, it is determined
that service exports, tourism revenues,
international tourist arrivals and exchange rates
are not stationary in their levels. In other words,
they have a unit root in level. However, it is seen

Variables Augmented Phillips & Perron 19 that emerged in early 2020, service exports are
= Dickey (PP) adversely affected, especially tourism.
& Fuller (ADF) . . )
I [+T i T Table 5: Gregory-Hansen Cointegration Test Results
i ) Model | Break Date ADF %1 %5
— [ In(service -0.485 -0.071 -1.379 -1.289 St e e
QL [ In(revenue) -1.161 -0.289 -1.904 -1.124 Statistics C\;Itllcal C\;Itllcal
& [in(arrivals) | -1.656 | -1546 | -2.041 3.103 alue alue
In(exchange) | -0.156 3.121 -0.435 -2.865 C 2020M02 -6.32*** -5.77 -5.28
g | nGervice) |- |- e [ CIT [ 2020M02 | -6.82*** | -6.05 -5.57
5 e 45147 | 48967 12562 R 2019M04 | -7.43*** | -6.51 -6.00
£ 4.972%%% | 5312%% | 15152%%% | 17.467%%* RIT 2019M03 | -7.48*** | -6.89 -6.32
O | In(arrivals) - - - - Note: *** ** and * indicate significance at 1 %, 5 % and 10 %
= 4.649%** | 4.669*** | 15.097*** | 14.199%** respectively.
= In(exchange) | - - o - Source: Author
T 6103 | 6opges | 4776 -6.166

In line with the results of the Gregory-Hansen
cointegration test, it is seen in the research model
that there is a structural break in February 2020,
when the first signs of COVID-19 were detected. In
the research model, the null hypothesis that there
1s no cointegration relationship between the
variables i1s rejected because absolute values of

Table 4: Zivot and Andrews (1992) Unit Root Test Results

Variables Z&A (Level) Z&A (First Difference)
Break Date k Statistic Break Date k Statistic Model
In(service) 2020M02 10 -2.425 2020M03 10 -10.439%*** A
2020M03 0 -3.582 2020M03 10 -16.901*** C
In(revenue) 2020M02 9 -2.535 2020M02 10 -7.384%** A
2016M11 3 -4.365 2020M02 10 -7.895%** C
In(arrivals) 2020M05 2 0.829 2020M04 9 -8.038*** A
2019M07 1 -4.051 2020M03 10 -29.832%** C
In(exchange) 2018M03 2 -1.939 2018M08 1 -8.309*** A
2018M07 3 -4.476 2018M08 1 -8.719%** [@
Critical Values Model A => %10 : -4.194 ; %5 : -4.444 ; %1 : -4.949
Model C => %10 : -4.894 ; %5 : -5.176 ; %1 : -5.719

Note: *** ** and * indicate significance at 1 %, 5 % and 10 % respectively.

Source: Author
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ADF test statistics are higher than 1% and 5%
critical value. In other words, it is demonstrated
that there is a long-term relationship between
service exports, tourism revenues, international
tourist arrivals, exchange rates and COVID-19
pandemic. At the same time, it is seen that the
structural break dates obtained as a result of the
cointegration analysis coincide with the results of
Zivot-Andrews unit root test.

Table 6: VEC Granger Causality Test Results

Causality Direction Chi-Sq Probability
In(revenue) #> In(service) 57.328*** | 0.000
In(service) #> In(revenue) 16.485** 0.021
In(arrivals) #> In(service) 24.911*** | 0.001
In(service) #> In(arrivals) 70.851*** | 0.000
In(exchange) #> In(service) 11.743 0.109
In(service) #> In(exchange) 4.346 0.739
In(arrivals) #> In(revenue) 36.555*** | 0.000
In(revenue) #> In(arrivals) 73.817*** | 0.000
In(exchange) #> In(revenue) | 3.058 0.879
In(revenue) #> In(exchange) | 3.922 0.789
In(exchange) #> In(arrivals) | 22.851*** | 0.002
In(arrivals) £ In(exchange) | 2.364 0.937

Note: *** ** and * indicate significance at 1 %, 5 % and 10 %
respectively. Optimal lags are chosen “7” according to AIC, SIC and HQ.
Source: Author

When the Granger causality test results are
examined, i1t 1s determined that there are
important causality relationships between the
variables. According to the results of the analysis,
it is determined that there are bidirectional
causality relationships between tourism revenues
and service exports, international tourist arrivals
and service exports, international tourist arrivals
and tourism revenues. In addition to this, it is
revealed that there is a unidirectional causality
relationship from exchange rates to international
tourist arrivals.

Long-term coefficient estimates and the results of
the analysis are shown in Table 7. According to the
analysis, it is seen that the coefficients that reveal
the effects of the tourism revenues, international
tourist arrivals and exchange rates on the service
exports are positive and statistically significant as

a result of both estimation methods. On the other
hand, it is revealed that the COVID-19 pandemic
has negative effects on Turkish economy, as well as
on service exports, including the tourism sector.
The findings show that COVID-19 pandemic has
negative 1mpacts on service exports, and
preventive policies should be produced in order to
overcome this crisis in the tourism sector.

5. Results and Discussions

The COVID-19 pandemic has caused significant
problems in manufacturing, international trade
and the global supply chain. COVID-19 pandemic
affects negatively not only in the production and
manufacturing industry, but also has caused
important problems in the service and tourism
sector.

Tourism is a sector in which people are in close
contact with each other and service users and
providers come together during the service
activities. Increasing restrictions and decreasing
contact between people have negatively affected
the tourism sector and tourism-based industries
such as transportation and logistics during the
pandemic process, as stated by Hu (2020)

Kabadayi, O’Connor, and Tuzovic (2020),
Kumudumali (2020), Ozili and Arun (2020),
Priyanto, Purnomo, Andoko, Khairina, &

Fadhlurrohman (2020), Shretta (2020) and Xin
(2021). Because, the high level of contact and
interaction of people causes the virus to be
transmitted and makes it easier to spread during
the service activities. The findings obtained as a
result of the paper reveal that the COVID-19
pandemic has negatively affected international
service exports. In this direction, important steps
are taken to ensure continuity in the service sector
such as safe tourism and accommodation
certificates in the tourism sector. In addition,
transportation activities are tried to be continued
by reducing the transport capacities in the
transportation sector. Accordingly, it is a vital
necessity to ensure the continuation of activities in

Table 7: Long-Term Coefficient Estimation Results

Model => In(service), = By + fiIn(revenue), + By In(arrivals), + Bzln(exchange); + Bo(covid19), + ¢
FMOLS DOLS

Variables Coefficient T Statistics Coefficient T Statistics
In(revenue) 0.421*** 9.851 0.379*** 6.414
In(arrivals) 0.118*** 5.339 0.142*** 4.644
In(exchange) 0.133** 2.407 0.155** 2.045

(covid19) -0.211%** -4.232 -0.193*** -2.794
Constant 11.223*** 16.495 11.722%** 12.463

Note: *** ** and * indicate significance at 1 %, 5 % and 10 % respectively.

Source: Author
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the service sector, which has an important place in
the financing of countries' foreign trade deficits.

Considering the global impacts of the COVID-19
pandemic, it is clear that the policy measures to be
taken against the crisis should be on a global scale.
In the solution of economic problems caused by the
COVID-19 pandemic, the implementation of
coordinated policies of countries is of great
importance to reduce economic losses. Otherwise,
there will be significant macroeconomic problems
such as the shrinkage of international goods and
services trade, negative effects on the tourism
sector and unemployment as a result of the
increasing effects of the coronavirus pandemic.
Evaluating the results of the analysis, it is seen
that the increase in tourism sector incomes and the
realization of foreign exchange inflow to the
country have a positive effect on international
service trade similar to the findings of Ekinci
(2005) and Belk and Costa (1995).

The COVID-19 pandemic has different meanings
compared to the economic crises that have occurred
in the past. Today, the level of globalization has
reached the highest point, the interdependence of
countries has increased, but important problems
have arisen in the global supply and supply chain
due to the coronavirus pandemic.

Although the scale of the coronavirus pandemic is
still unpredictable, the number of people affected
by the virus is uncertain yet. Since the measures to
prevent the transmission and spread of the virus
negatively affect the economy, it is currently not
possible to predict how and for how long it will
affect the global economy. It is estimated that the
psychological effects will continue for a few years
even after the coronavirus pandemic is over. People
abandoned or changed many of their habits with
the pandemic and the measures taken with it.
Whether abandoned or changed habits will return
to pre-pandemic will depend on the psychological
impact of pandemic on people.

In line with the changing habits after the COVID-
19 pandemic, it is expected that the service trade
and tourism sector are deeply affected. Because,
both sectors contain activities where interaction
takes place among the people. Therefore, it is
expected that there will be significant differences
in people's preferences to get back together and
attend tourism activities after the coronavirus
pandemic. It is substantial to investigate these
effects that may occur in the post-pandemic process
in future academic studies and to take early
measures for the problems that may arise in
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regards to overcome the negative effects in the
pandemic process.

6. Conclusion

In this paper, the effects of tourism revenues,
international tourist arrivals and COVID-19
pandemic on service exports and the tourism
industry have been analyzed for Turkey. The paper
also investigates the effect of macroeconomic
indicators of Turkey in terms of service export
performance. As long as Turkey has tourism
potential, it is seen that they are going to have
substantial service export volume. Therefore, the
study contributes to theoretical and empirical
literature of service trade and tourism industry
because  having  tourism  revenues and
international tourist arrivals contains service
export advantages. However, it is revealed that
COVID-19 pandemic has negative effects on
service exports.

Long-term relations among tourism revenues,
international tourist arrivals, exchange rates and
service exports of Turkey is tested via Gregory-
Hansen cointegration method in the study.
Gregory-Hansen cointegration method allows
estimating long-term relationships among the
variables. In addition to this, causality relationship
among the variables by Granger causality methods
in the study is examined. Moreover, long-term
coefficient estimates of variables are estimated by
way of FMOLS and DOLS methods. These
empirical approaches give new perspectives to
analyze relationships among tourism revenues,
international tourist arrivals, exchange rates,
COVID-19 pandemic and service exports.

First, Gregory-Hansen cointegration analysis is
performed in order to determine the long-term
relations between the variables. In line with the
results, it has been determined that there is a long-
term relationship among tourism revenues,
international tourist arrivals, exchange rates,
COVID-19 pandemic and service exports.
According to FMOLS and DOLS results, an
increase in the tourism revenues, international
tourist arrivals and exchange rates ensure raising
service exports of Turkey. However, it is
determined that the COVID-19 pandemic lead to
decreasing service exports of Turkey. Thus, it has
been reached the conclusion that positive effects of
tourism revenues and international tourist
arrivals on the service export of Turkey will be
higher if the tourism industry quality and right
investments of Turkey are more enhanced.
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According to the results of Granger causality

analysis, it 1is determined that there are
bidirectional causality relationship between
tourism  revenues and  service  exports,

international tourist arrivals and service exports,
international tourist arrivals and tourism
revenues in Turkey. On the other hand, there is a
unidirectional  causality  relationship  from
exchange rates to service exports. Results of the
analysis performed in line with the research
hypothesis indicates that service exports of Turkey
will follow a rising trend if tourism revenue,
international tourist arrivals and exchange rate
rise. In this direction, it is important for further
studies to analyze the relationship between
international service trade and tourism of
countries for the period of COVID-19 pandemic and
the period after it, both in Turkey and in countries
with high tourism potential.
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Abstract

Coronavirus (COVID-19) pandemic has affected all economic processes as well as the tourism industry and service exports. COVID-19 pandemic
affects negatively not only in the production and manufacturing industry, but also has caused important problems in the service and tourism sector.
The paper aims to determine the effects of tourism revenues, international tourist arrivals and COVID-19 pandemic on service exports and the
tourism industry. In line with the results, there is a long-term relationship among tourism revenues, international tourist arrivals, exchange rates,
and service exports. According to FMOLS and DOLS results, an increase in the tourism revenues, international tourist arrivals and exchange rates
ensure raising service exports of Turkey. However, it is determined that COVID-19 pandemic lead to decreasing service exports of Turkey. In addition,
Granger causality analysis revealed that there is a unidirectional causality relationship from exchange rates to international tourist arrivals in
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ABSTRACT

The objective of the current study is to overview the British Food Journal publications from 2010 to
2020. To address our purpose, bibliometric and visualization analyses were used. Firstly, a total of 1892
documents published from 2010 to 2020 in the British Food Journal (BF]) was obtained from the Web
of Science database (WoS). Then, the analyses were made by running VOS viewer software. In the
process of analyzing data, we have principally considered some bibliometric indicators such as the
number of annual publications, the most productive organizations, the most cited papers, the most
contributing countries, the most productive authors, the co-occurrence of author keywords, the co-
authorship of countries, and the co-citation of authors. The results show that BF] is one of the leading
and prominent journals with the number of publications increasing each year according to the basic
indicators mentioned above. Further to this, the most productive and contributing authors, institutions,
and countries are mainly from European countries. The most common researched fields according to the
co-occurrence of author keywords are listed as “consumer behavior, food safety, food products, food
industry, food, nutrition, organic food, sustainability, and consumer”.

Doi: https://doi.org/10.31822/jomat.2022-7-1-67

1. Introduction

Food is a key attraction that pushes travelers to
visit a destination. During the decision-making
process, travelers consider these attractions while
traveling to a destination. Thus, the link between
tourism and food is evident and this was approved
by many tourism and hospitality scholars.
According to Hall and Sharples (2003, p.10), food
tourism is defined as “visitation to primary and
secondary food producers, food festivals,
restaurants and specific locations for which food
tasting and/or experiencing the attributes of
specialist food production region are the primary
motivating factor for travel.” Many researchers
investigated food studies, therefore, great
knowledge on this topic exists in the research
stream (Akova et al., 2016; Atsiz et al., 2021; Cifci
et al., 2021; Ellis et al., 2018). To make a synthesis
and bring together knowledge of food studies, this
paper attempt to compile previous research
published in the British Food Journal.

The British Food Journal (hereafter BFJ) is a
journal that releases articles including case studies
and literature reviews, empirical and applied
researches, viewpoint articles, and general reviews
from all disciplines relating to the consumption,
business, management, and marketing, health,
welfare, and education, sustainability, and
environment. The main scope of the journal is food.
BFJ is a basic journal for those who are interested
in food such as researchers, academics, students in
social science, management, public health
disciplines. Additionally, dietitians and
nutritionists, food and agricultural companies, food
research institutes, professionals who work in the
food industry could benefit from this journal. BFJ
released its first issue in 1899. Its first publisher
was Bailliere, Tindall & Cox, but its publishing is
currently undertaken by Emerald Publishing
Limited. As a hybrid and monthly journal, BFJ has
1283 issues in 123 volumes so far. It is indexed in
databases such as Science Citation Index, Scopus,
and Hospitality and Tourism Index (Emerald,
2021). According to Scopus and Clarivate
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Analytics, its Cite Score is 3.1 in 2019 (Scopus,
2021), and its five-year impact factor is 2.467
respectively (Clarivate, 2021). Today, BFJ has a
long publishing background in food research with
122 years of history. Although it is a highly
respected worldwide interdisciplinary journal
(Scimagojr, 2021), to the best of our knowledge, no
research that analysis of the papers of the BFJ that
published between 2010 and 2020 by bibliometric
approach.. Therefore, the scope of this study is to
evaluate the papers published in BFJ between
2010 and 2020 with bibliometric analysis.
Although thousands of articles have been
published in the BFJ since 1899, to understand
trends and changes in current food studies, we only
evaluated documents from 2010 to 2020. To
achieve this purpose, we use the WoS database
which is one of the most popular (Mongeon & Paul-
Hus, 2016), important (Van Leeuwen, 2006), and
reliable (Ozsoy & Demir, 2018) source of data for
bibliometric studies. There are some reasons why
we preferred WoS database in this research.
Firstly, it is aimed at reducing the possibility of
analysing the same studies more than once.
Secondly, many researchers collected data from
WoS for bibliometric analyses (Mavric et al., 2021).

This bibliometric research has some important
implications for BFJ and relevant literature.
Firstly, the examination of a journal with the
bibliometric method is important as it presents
historical information about both the impact of that
aforementioned journal and its evolutionary
development (Schwert, 1993). Secondly, the results
of bibliometric analysis of journals can be
extremely useful for editorial boards to make some
decisions on the further development of journals
(Mokhtari et al., 2020). Thirdly, it can give new
ideas to researchers studying food research.
Additionally, many studies examine journals
through a bibliometric approach in various fields of
social sciences (Merigé et al., 2019). For example,
in the field of business and marketing, Martinez-
Lépez et al. (2018) studied the European Journal of
Marketing for fifty years. Another examples, a
bibliometric review to analyze forty-five years of
publications in the Journal of Business Research
conducted by Donthu et al. (2020). Similarly, in the
field of hospitality and tourism, Mulet-Forteza et
al. (2018) made a bibliometric overview of the
twenty-five years of the Journal of Travel &
Tourism Marketing. Cunill et al. (2019) used a
bibliometric method for measuring the scientific
performance of the International dJournal of
Hospitality Management. Sharma et al. (2020)
examined the Journal of Teaching in Travel &
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Tourism from 2001 to 2019 through a bibliometric
approach. Based on these examples, this study is
structured as follows. The second section of the
study explains bibliometric analysis and describes
methods applied through this research. Then, the
third section presents the obtained results. The
last sections include a conclusion, limitations, and
suggestions for further research.

2. Bibliometric analysis and Method

Most of the scholars are familiar with the
bibliometric methods as applied to scientific papers
(Narin, 1994). This method compounds various
categories and ranges from research papers,
patents, and books to the reports which are
categorized as grey literature (Ellegaard & Wallin,
2015). Abstract services and databases on the
internet make electronic documents more
accessible (Morris et al., 2002), making
bibliometric research much practical (Patra et al.,
2006). Although it looks like a new technique,
bibliometric analysis has been on the agenda of
researchers for a long time. One of the first
definitions of bibliometric analysis belongs to
Pritchard. Pritchard (1969, p. 349) defined
bibliometric analysis as “the application of
mathematics and statistical methods to books and
other media of communication’. Broadus (1987, p.
376) also described it as "bibliometric is the
quantitative study of physical published units, or
of bibliographic units, or of the surrogates for
either.” Briefly, bibliometric is ‘“the use of
statistical analyses to study publication patterns”
(McBurney & Novak, 2002, p.109). Bibliometric
methods are mostly used to measure the effects of
academic papers (Cooper, 2015). According to
Cronin (2001), bibliometric count and measure
things that they consider more visible and objective
indicators of scholarly activity, especially
publications and citations. Bibliometric offers
powerful methods and measures to study the
structure and process of scientific communication
(Borgman & Furner, 2002). Bibliometric methods
also allow researchers to discover and analyze
historical data that can help in identifying "hidden
patterns" in the decision-making process (Daim et
al., 2006). Besides all these, these methods are
economical, non-intrusive, and easy to implement,

which allow updates and fast intertemporal
comparisons (Abramo et al., 2009).
Bibliometric  methods consist of various

methodologies (McBurney & Novak, 2002). These
methods were created to measure the flow of
information between countries, disciplines, and
individual working groups and to evaluate the
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productivity of different organizations, taking into
account the number of citations, documents, and
other text-based data (Kurtz & Bollen, 2010).
Bibliometric methods also predict how effective the
selected articles will be on future researches by
looking more at the citation number of the article
(Cooper, 2015). Bibliometric contain word
frequency analysis, co-citation analysis, co-word
analysis, co-authorship, co-occurrences, and simple
countings, such as the total number of publications
by an author or country (Thelwall, 2008). Co-
citation analysis, one of the best known
bibliometric methods (Borgman & Furner, 2002;
Osareh, 1996), looks at the relationship (include
field, authors, institutions, and countries) between
a paper and the papers it has cited (McBurney &

Novak, 2002). Co-occurrence is an author
collaboration network that reflects scholarly
communication (Qiu et al., 2014). With co-

occurrence analysis, interdisciplinary participation
and collaboration in a particular research area can
be examined (Liu & Mei, 2016). Co-authorships
also can be considered as codified markers of
research collaboration (Park et al, 2016;
Ponomariov & Boardman, 2016).

In addition, this study is based on previous studies
that analyzed journals with a bibliometric
approach. Such researchers like, Chen et al. (2017);
Martinez-Lopez et al. (2018); Vishwakarma &
Mukherjee, 2019 ; Xu & Yu (2019); Gaviria-Marin
et al. (2018); Wang et al. (2020) made a bibliometric
study of articles which they used such methods like
it is mentioned above. In this paper, we analyzed
the number of annual publications, the most
productive organizations, the most cited papers,
the most productive authors, the most contributing
countries, the co-occurrence of author keywords,
co-authorship of countries, and co-citation of
authors. In addition, in the data analysis process,
we used VOS viewer which has a powerful user
graphic-interface and mapping visualization
capability (Wang et al., 2020).

Steps

Sampling and Software

BFJ’s documents are available on both Scopus and
WoS databases. However, in this study, we
obtained the data from the WoS database on 28
January 2021. We have taken into account the
studies scanned in only WoS as there is a
possibility that the same articles are included in
both WOS and Scopus and to avoid analyzing the
same data incorrectly (Mavric et al., 2021).

To define the sample, the keyword “British Food
Journal” was used. The search was done in the
“publication name” field. At the end of this process
(step 1), we found 2239 documents such as articles,
reviews, and editorial material in the WoS
database (See figure 1). Since the scope of this
study is to examine the documents published
between 2010 and 2020, the documents were
searched again in the search engine and reached
1892 studies published in the relevant years. These
obtained data were analyzed by Vosviewer
software.

VOSviewer originated by Jan van Eck and Ludo
Waltman in order to construct and view
bibliometric visual maps (Van Eck & Waltman,
2010). VOSviewer is software used in both
constructing and visualizing bibliometric networks
such as researchers, journals, or individual
publications. Moreover, VOSviewer can analyze
data obtained by Web of Science, Scopus,
Dimensions, and PubMed (VOSviewer, 2020). It is
used as a software that is frequently used in
specific journal reviews (e.g. Martinez-Lopez et al.,
2018; Gaviria-Marin et al., 2018; Mulet-Forteza et
al., 2018; Vishwakarma & Mukherjee, 2019;
Merigé et al., 2019; Kumar et al., 2020; Sharma et
al., 2020; Mokhtari et al., 2020; Wang et al., 2020).
Based on the above previous studies, in the present
study, Vosviewer was chosen for the analysis of the
data (Mavric et al., 2021).

Results

publication name area.

Step 1: On Web of Science: Search for studies with the keyword “British Food Journal” in the

2239 documents

Step 2: Consider only papers published in between 2010-2020 (Including in 2010 and 2020)

1892 documents

Figure 1. Flowchart of the selection of the studies

Source: Authors
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3. Results

The Annual number of BF] publications by year
Figure 2 shows the papers published in the BFJ
between the years 2010 and 2020. When figure 2 is
viewed, it 1s seen that more papers are published
each year compared to the previous year.
Especially the number of studies published in 2019
and 2020 is remarkable. While the journal
published 88 studies in 2010, this number
increased to 300 in 2020. From this point of view,
it can be said that the BFJ is growing day by day
and its popularity increases among authors who
study on food.

400
300
200

Cernnn HHHHH

100

Total number of
papers

Figure 2. Total number of BFJ publications by year (2010-
2020)

Source: Authors

The Most Productive Authors
Figure 3 indicates the ten most productive authors
in BFJ. According to the publishing count, the most
productive author is Alonso A. D publishing 15
papers, followed by authors, Gellynck X, Manning
L, Djekic I, Soon J. M, Spiller A.

111

Alonso A.D Gellynck X Manning L~ DjekicI Soon J.M

16
14
12
10

O N =N

Total number of papers

Authors

Figure 3. Authors who published the most documents in
the BFdJ (Note: The top 5 authors who published the most

documents in this journal were selected)
Source: Authors

Abel Duarte Alonso (h-index = 21) has the highest
number of published articles in BFJ (15 papers).
He published 5 articles in 2010, 6 articles in 2011,
1 article in 2012, 1 article in 2013, 1 article in 2015,
and 1 article in 2020. He conducted his research on
wine.
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Xavier Gellynck (h-index = 31)is the second author
to have published the most studies in this journal.
He published 1 study in 2012, 1 study in 2014, 3
studies in 2015, 4 studies in 2016, 1 study in 2017,
1 study in 2018, 2 studies in 2019, and 1 study in
2020. He carried out his research on consumer
behaviors, consumer, and traditional food.

Louise Manning (h-index = 9) is the third most
published author in BFJ (12 articles and 1 editorial
material). She published 1 document in 2012, 5
documents in 2013, 1 document in 2015, and a total
of 6 documents in 2016, 2017, and 2019. She
conducted her research on food safety, food supply
chain, and food safety risk.

Ilija Djekic (h-index = 16)has 12 documents in BFJ
(12 articles and 1 review). He published his first
article in this journal in 2015. His last article was
published in 2020. He carried out his research on
food safety and supply chain.

Jan Mei Soon (h-index = 14)is a Ph.D. in Food
Safety and she has 11 articles in BFJ. She
conducted her research on food crime, food supply
chain, food safety risk, and halal slaughter.

In general, it is seen that these researchers focused
their research on two main topics; food supply
chain and food safety.

The Most Productive Organizations
Figure 4 demonstrates the institutions that have
published the most studies in the BFJ. From the
viewpoint of productivity, Wageningen University
Research (with 53 papers) is the most productive
institution, followed by the University of Turin
(with 33 papers).
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Figure 4. Organizations that published the most documents in
the BFJ (Note: The top 5 organizations which published the

most documents in this journal were selected)
Source: Authors
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Wageningen University and Research is located in
the Netherlands and it has Tourism and Food
technology undergraduate programs (Wageningen
University and Research, 2021). This university
has the highest number of published studies with
53 papers published in BFJ. This number
constitutes 2.8 % of the total 1892 papers published
in 2010-2020.

The University of Turin is one of the oldest
universities in Europe and it is located in Italy. The
University has a Department of Agricultural,
Forest, and Food Sciences (University of Turin,
2021). It is the second university to have published
the most studies in this journal. This university
contributed 33 papers to the BFJ (1.7 % of the total
documents).

Ghent University is one of the major universities
in Belgium. This university has a Master of Food
Technology program (Ghent University, 2021). It is
the third most published organization in BFJ (29
articles).

Nofima is located in Norway and it is a prestigious
and leading institute for applied research within
the field of food research. Its basic vision is
“Sustainable food for all” (Nofima, 2021).This
institute published 24 papers in BFJ.

Universidade Federal De Lavras is a university
operating in Brazil. It has graduate programs such
as Food Science and it has undergraduate
programs such as Food Engineering and Nutrition
(Universidade Federal De Lavras, 2021). This
university contributed 23 papers to the BFd.

o

-
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In summary, 4 of the most productive
organizations in this journal are of European
origin. Only one organization is located outside of
Europe.

The Most Contributing Countries (Top 25)

In this section, we have analyzed some countries
that have contributed the most in terms of the total
number of documents published in BFJ. Figure 5
illustrates the  distribution of  countries
contributing to BFJ. As can be seen on the map
below, Italy comes first. Italy published 247
documents (13.05 %). After Italy, England ranks
second and the USA ranks third. These countries
have published 183 (9.6 %) and 166 (8.7 %)
documents, respectively. The subsequent countries
include Brazil (4th, 120 papers), Australia (5th,
107 papers), Germany (6th, 105 papers), Spain
(7th, 100 papers), China (8th, 93 papers), Malaysia
(9th, 82 papers), Netherlands (10th, 66 papers),
Canada (11th, 65 papers), India (12th, 61 papers),
Taiwan (13th, 56 papers), Turkey (14th, 52
papers), Norway (15th, 51 papers), Poland (16th,
50 papers), Denmark (17th, 48 papers), South
Africa (18th 44 papers), Sweden (19th, 37 papers),
Belgium (20th, 36 papers), France (21st 36 papers),
Greece (22nd, 35 papers), New Zealand (23rd, 34
papers), Finland (24th, 33 papers) and Ireland
(25th, 32 papers). In summary, sixteen of the most
contributing countries are located in Europe, three
in America (Both north and south), five in Asia,
and two in Oceania. In addition, there is only one
country from the African continent.

\ W

Figure 5. The most contributing countries (Note: The top 25 countries which published the most documents in this journal
were selected).

Source: It was created by authors via https://mapchart.net/.
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Table 1. The most cited documents in BFJ

Rank | Authors Title Method Type
S|l 258
88| 825
20| 030
1 Aertsens et al. | The influence of subjective and objective | Quantitative Article | 156 | 488
(2011) knowledge on attitude, motivations, and | (Questionnaire)
consumption of organic food.
2 Zakowska- Polish consumer food choices and beliefs about | Quantitative Article | 108 | 284
Biemans (2011) organic food (Questionnaire)
3 Vrontis et al. | Tradition and Innovation in Italian Wine Family | Case study Article | 103 | 148
(2016) Businesses
4 Pearson et al. | Local food: understanding ~ consumer | Quantitative Article | 100 | 240
(2011) motivations in innovative retail formats (Questionnaire)
5 Al-Swidi et al. | The role of subjective norms in theory of | Quantitative Article | 95 252
(2014) planned behavior in the context of organic food | (Questionnaire)
consumption
6 Principato et al, ( | Reducing food waste: an investigation on the | Quantitative Article | 90 152
2015) behaviour of Italian youths (Questionnaire)
7 Teng & Wang | Decisional factors driving organic food | Quantitative Article | 86 225
(2015) consumption: Generation of consumer purchase | (Questionnaire)
intentions
8 Horstetal. (2014) | The “dark side” of food banks? Exploring | Qualitative Article | 82 153
emotional responses of food bank receivers in | (Interview)
the Netherlands
9 Silvennoinen et al. | Food waste volume and composition in Finnish | Quantitative Article | 77 173
(2014) households (Questionnaire)
10 Doraetal. (2014) | Application of lean practices in small and | Qualitative Article | 74 141
medium-sized food enterprises (Questionnaire)
11 Griffith et al. | The assessment of food safety culture Conceptual/Lit | Article | 71 137
(2010a) erature review
12 Xie et al. (2015) Consumer perceptions and attitudes of organic | Mixed Article | 69 138
food products in Eastern China (Quantitative
and
Qualitative)
13 Vanhonacker et al. | Profiling European traditional food consumers Quantitative Article | 69 141
(2010) (Questionnaire)
14 Santoro et al. | External knowledge sourcing and new product | Quantitative Article | 68 87
(2017) development: Evidence from the Italian food | (Questionnaire)
and beverage industry
15 Ro6s & Tjarnemo | Challenges of carbon labelling of food products: | Conceptual/Lit | Article | 64 118
(2011) a consumer research perspective erature review
16 Wiedmann et al. | Tasting green: an experimental design for | Quantitative Article | 62 103
(2014) investigating consumer perception of organic | (questionnaire)
wine
17 Dimitri & | Organic Food Consumers: what do we really | Quantitative Article | 62 165
Dettmann (2012) know about them? (Econometric
model)
18 Griffith et al. | Food safety culture: the evolution of an | Conceptual/Lit | Article | 61 135
(2010b) emerging risk factor? erature review
19 Franceschelli et al. | Business model innovation for sustainability: a | Case study Article | 60 87
(2018) food start-up case study
20 Tarasuk et al. | Food banks, welfare, and food insecurity in | Conceptual/Lit | Article | 60 119
(2014) Canada erature review

Source: (It was created by researchers using WoS Database)
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The most cited documents in BF] publications (Top 20)
This section examines the most cited papers
published in BFJ according to the WoS database.
Table 1. indicates the Top 20.

The most cited paper of the journal was published
in 2011 by Aertsens et al. on organic food
consumption. It currently has more than 156
citations. Looking at the 20 most-cited documents,
it is seen that they are mainly research articles.
The quantitative method was used in most of the
studies (12). Aertsens et al. (2011); Zakowska-
Biemans (2011); Al-Swidi et al. (2014); Teng &
Wang, (2015); Xie et al. (2015); Wiedmann et al.
(2014) and Dimitri & Dettmann (2012) have
focused on organic food products, organic food
consumption, and consumer choice about organic
food in their studies. Griffith et al. made two
papers about food safety in 2010 which have 71 and
61 citations respectively. Principato et al. (2015)
and Silvennoinen et al. (2014) studied food waste;
Horst et al. (2014) and Tarasuk et al. (2014) made
researches about food banks. The other research
subjects are Italian wine family business by
Vrontis et al. (2016); consumer motivations about
local food by Pearson et al. (2011); lean practices in
small and medium-sized food enterprises by Dora
et al. (2014); European food consumers by
Vanhonacker et al. (2010); new food product
development by Santoro et al. (2017); challenges of
carbon labeling of the food product by Roos &
Tjdrnemo (2011) and business model innovation by
Franceschelli et al. (2018).

Science mapping analysis of British Food Journal
In this section, we made a science mapping
analysis of papers in the British Food Journal. We
analyzed the co-occurrence of author keywords, co-
authorship of countries, and co-citation of authors
by VoSviewer.

Co-occurrence of author keywords of documents
published in the BFJ: To figure out the main
research topics of the papers in journals, co-
occurrence analysis of keywords is an influential
and considerable analysis to obtain an appearance
of the knowledge structure and actual research
trend (Wang et al., 2020). In this direction, we
analyzed the co-occurrence of author keywords to
determine the research trends in BFJ. Figure 6
shows the author’s keyword co-occurrence of
keywords listed in Table 2. Although there are
4992 keywords of papers in the BFJ from 2010 to
2020, only 331 keywords meet the threshold. Out
of the keywords, consumer behavior (181), food
safety (104), food products (99), food industry (64),
food (64), nutrition (50), organic food (49),
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consumers (40), sustainability (40) and wine (35)
are ranked as the most foremost keywords that are
consisted more than 5 times in BFJ papers.
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Figure 6. Co-occurrence of author keywords of papers
published in BFJ

Source: Authors

It 1s also worth noting that; a node demonstrates a
keyword. Big node means that keyword has more
citations. A link between two nodes signifies the co-
occurrence of two keywords. The coarser line
means that they have more co-occurred times.
Additionally, a color symbolizes a cluster (Wang et
al., 2020). As a result of this analysis, we obtained
12 clusters (See figure 6). (1) The red cluster
consists of keywords such as food safety, healthy,
food consumption, HACCP, restaurant, and
catering. (2) Yellow cluster occurs keywords such
as food products, nutrition, fruits, vegetables,
proteins, and dairy products. (3) Green cluster
occurs keywords such as food products, nutrition,
fruits, vegetables, proteins, and dairy products. (4)
The supply chain, Spain, the USA, buyer-seller
relationships are prominent in the yellow cluster;
(5) willingness to pay and purchase intention
foremost keywords in the blue cluster; (6) keywords
such as satisfaction, loyalty, and service quality
stood out in the purple cluster. (7) Food policy,
Canada, Italy, and Food security are highlighted in
the turquoise cluster. The food industry and
innovation are some of the keywords that dominate
the orange cluster. (8) The brown cluster consists
of words such as organic food, attitudes, and
consumer attitudes. (9) The light purple cluster
consists of words such as marketing, packaging,
and retailing. (10) Local food predominates in the
pink cluster. (11) Customer preferences come first
in the light green cluster. (12) In the light blue
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cluster, consumer behavior, customer perspective,
consumer research, fish, and fresh fish are the
dominant keywords.
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In addition, the figure above (figure 7) shows in
which years the keywords were studied most.
When Figure 7 is examined, it shows that the
authors who published in this journal researched
food production, healthy food, fruits, minarets,
hygiene, organic foods, customer behavior, food
industry, and supply chain between 2013 and 2016.
However, after 2018, it is observed that the authors
mostly investigated topics such as sustainability,
food waste, household food waste, wine, halal food,
food tourism, perceived risk, and food choice.

Co-authorship of countries that publish in the BFJ-

Co-authorship of countries implies that authors
from different countries publishing jointly (Kumar
et al., 2020). The co-authorship network among
countries is presented in Figure 8. The network
analysis shows that Spanish authors cooperate
mostly with co-authors from Chile, Colombia,
Mexico, Egypt, Morocco, Pakistan, Saudi Arabia,
Tunisia, and Wales (Red Cluster). There are
powerful collaborative linkages among Australia,
Indonesia, Ireland, Japan, Netherlands, New
Zealand, North Ireland, Scotland, Taiwan, and
Vietnam (Green Cluster). Countries in the blue
cluster are; Bangladesh, Belgium, Germany,
Hungary, Israel, the People's Republic of China,

Table 2. The most common keywords in BFJ

Total link
Rank Keyword Occurrences | strength
1 Consumer Behavior 181 174.00
2 Food Safety 104 88.00
3 Food Products 99 94.00
4 Food Industry 64 58.00
5 Food 64 60.00
6 Nutrition 50 45.00
7 Organic Food 49 45.00
8 Consumers 44 44.00
9 Sustainability 40 32.00
10 Wine 35 32.00
11 Innovation 35 27.00
12 Organic Food 33 30.00
13 China 31 26.00
14 Food Consumption 30 26.00
15 Consumer Attitudes 29 28.00
16 Fruits 29 28.00
17 Consumption 29 27.00
18 Willingness To Pay 29 27.00
19 Supply Chain 29 26.00
20 Consumer Perceptions | 28 26.00
21 Health 28 28.00
22 Attitudes 27 26.00
23 Trust 27 27.00
24 Italy 27 22.00
25 Food Waste 26 20.00
26 Meat 25 22.00
27 Quality 23 20.00
28 Food Security 23 19.00
29 Labeling 22 21.00
Supply Chain
30 Management 22 21.00
31 Perception 22 22.00
32 Cluster Analysis 22 19.00
33 Spain 22 21.00
34 Cooking 22 20.00
35 Sensory Evaluation 22 17.00
36 Purchase Intention 22 15.00
37 Marketing 21 20.00
38 Diet 21 19.00
39 Vegetables 20 19.00
40 Restaurants 20 19.00
Theory of Planned

41 Behavior 20 19.00
42 Consumer Choose 18 18.00
43 India 18 18.00
44 Turkey 18 16.00
45 Local Food 18 17.00
46 Health Foods 17 17.00
47 Gender 17 15.00
48 Food Policy 17 15.00
49 Poland 17 15.00

Source: Authors
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Figure 8. BFJ international collaboration network

Source: Authors

Romania, Slovenia, and Switzerland. The countries
in the yellow cluster are; Denmark, Kenya,
Nigeria, Norway, Oman, South Africa, Sweden,
Tanzania, and Turkey. English authors cooperate
mostly with co-authors from Austria, Bosnia and
Herzegovina, Bulgaria, Croatia, and Serbia
(Purple cluster). Italian authors collaborate with
Cypriot, Polish, Portuguese, and Russian authors
(Turquoise  cluster);  Brazilian researchers
collaborate with Czech, Hindu, Iranian and
Malaysian researchers (Orange cluster). Finally,
Canadians work jointly with Finns (Brown
cluster), Americans with South Koreans (Pink
cluster), and French with Greeks (Black cluster).
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Source: Authors
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4. Conclusion

The number of bibliometric studies in food, tourism
and hospitality literature is increasing day by day
(e.g. Evren & Kozak, 2014; Hall, 2011; Késeoglu et
al., 2015; Okumus et al., 2018; Lyu et al., 2020;
Vila-Lopez & Kiister-Boluda, 2020). According to
these studies, a wealth of knowledge generated in
a specific field should be organized to illustrate for
scholars. Furthermore, in recent years, some
bibliometric researchers conducted their studies on
examining a specific journal’s publications and
these researches were mainly focused on
publications of top-tier journals (e.g. Cunill et al,.
2019; Mulet-Forteza et al., 2018; Sharma et al.,
2020). As one of the top-tier journals in food,
tourism, and hospitality, BFJ offers a wide range
of knowledge about food and its specific topics.
Although the significance of this journal’s
reputation in the relevant scholarly area and many
generated contents, no study examines all
documents (2010-2020) published on BFJ by
bibliometric analysis. To respond to this research
gap and present all publications’ summaries, this
research attempts to examine the BFJ by using
bibliometric and visualization analysis. Thus, the
originality of this research can be regarded as one
of the first research that tackles this journal by
these analysis.

The main research findings indicated that 2019
and 2020 were the most productive year of the BFJ
when compared with other years. This is clear that
the journal will increase its number of publications
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in the next years. Moreover, BFJ has also received
much attention from researchers and scholars who
are interested between the food supply chain and
food safety. This is evidence that this trend will
grow in the coming years because most productive
researchers published these topics in 2019 and
2020. The majority of the most productive
researchers and organizations are mainly from
European countries and the USA. This result
illustrates that BFJ is dominated by scholars from
Europe and the USA. In addition, these
publications are distributed among developed
destinations worldwide. However, countries that
publish the least number of studies are in the
African continent. From the perspective of most
cited documents, it seems that most of them are
quantitative studies and the most cited study was
published in 2011 and has been cited 156 times by
other researchers. Generally, the most cited
documents tackled organic food products, organic
food consumption, and consumer choice.

According to the co-occurrence of author keywords,
it was indicated that most of the papers were
related to the area of consumer behavior, food
safety, food products, food industry, food, nutrition,
organic food, sustainability, and consumer. It is
well acknowledged that consumer behavior
research will be so popular in different tourism and
hospitality areas (Gursoy, 2018). As illustrated in
this research, the most dominant common keyword
among research was regarded as consumer
behavior. Additionally, co-authorship of countries
indicated that co-authorship network differ among
countries from different continents such as Europe
Asia, and America. Finally, According to the Co-
citation of authors cited in the BFJ, in the period
2010 and 2020, 46,427 authors were cited by BFJ
papers. The co-citation map showed that the most
cited author by BFJ's authors was Grunert K. G.

Based on all obtained results, it is understood that
BFJ is a constantly growing and leading journal in
general. In addition, since all documents published
in the last 11 years have been analyzed, the results
obtained in this study may be important in terms
of giving an idea to academicians and researchers
who research food.

This study also has some theoretical and
managerial contributions. This paper has
identified major themes of food research and
prominent studies related to food in terms of
managerial contributions. While pioneer food
tourism stakeholders develop marketing
strategies, they should consider essential
researches and authors outlined in the current
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study. In terms of theoretical contribution, the
most studied concepts related to food researches
were determined. Moreover, the most contributing
authors, countries, journals and institutions have
been identified. The results of this study can guide
researchers who are interested on food. In
summary, the current study can help the authors
come up with new topics.

Limitations and Future Research Lines

There are some limitations of this study to be
considered for future research. First, the purpose
of this study is to examine papers published on BFJ
at a certain period (2010-2020). Therefore, future
researches can overview other periods of BFJ by
using other techniques of the bibliometric method.
Second, this study tackled all topics of papers in the
journal. Future research can overcome this issue
by reviewing some specific areas such as consumer
behavior, wine tourism, halal food, etc. Third, this
research focused on only BFJ. Hence, in the future,
it 1s suggested that scholars may employ
bibliometric analysis in different food journals by
comparing it with our research findings. Lastly,
Vosviewer was used in this study. Therefore, in
other studies preferably different software can be
used.
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A bibliometric analysis of food studies: Evidence from British Food Journal

Abstract

The objective of the current study is to overview the British Food Journal publications from 2010 to 2020. To address our purpose, bibliometric and
visualization analyses were used. Firstly, a total of 1892 documents published from 2010 to 2020 in the British Food Journal (BFJ) was obtained from
the Web of Science database (WoS). Then, the analyses were made by running VOS viewer software. In the process of analyzing data, we have
principally considered some bibliometric indicators such as the number of annual publications, the most productive organizations, the most cited
papers, the most contributing countries, the most productive authors, the co-occurrence of author keywords, the co-authorship of countries, and the
co-citation of authors. The results show that BFJ is one of the leading and prominent journals with the number of publications increasing each year
according to the basic indicators mentioned above. Further to this, the most productive and contributing authors, institutions, and countries are
mainly from European countries. The most common researched fields according to the co-occurrence of author keywords are listed as “consumer
behavior, food safety, food products, food industry, food, nutrition, organic food, sustainability, and consumer”.

lt Journal of multidisciplinary academic tourism ISSN: 2645-9078
o1maw

Keywords: Food, Food studies, British Food Journal, Bibliometric analysis, VOSviewer software, Web of Science

Authors

Full Name Author contribution roles Contribution rate
Mert ﬁg"retmenog"lu; Conceptualization, Methodology, Software, Writing - Review & Editing, Visualization, Supervision, 40%
Seving Goktepe : Conceptualization, Methodology, Writing - Review & Editing, 30%
Ozan Atsiz: Conceptualization, Methodology, Writing - Review & Editing, 30%

Author statement: Author(s) declare(s) that All procedures performed in studies involving human participants were in accordance with the ethical standards of the
institutional and/or national research committee and with the 1964 Helsinki declaration and its later amendments or comparable ethical standards. Declaration of
Conflicting Interests: The author(s) declared no potential conflicts of interest with respect to the research, authorship, and/or publication of this article

This paper does not required ethics committee report
Justification: The methodology of this study does not require an ethics committee report.




[0 mal

Journal of multidisciplinary academic tourism ISSN: 2645-9078
2022, 7 (1): 81-96

www.jomat.org

Determining destination risk perceptions, their effects on
satisfaction, revisit and recommendation intentions: Evidence

Ali Riza Manct

Keywords:

Destination,
Recommendation intention,
Revisit intention,

Risk perception,
Satisfaction,

Sanliurfa,

Tourists

Article History:
Submitted: 29.08.2021
Accepted: 25.01.2022

from Sanliurfa/Turkey

ABSTRACT

Visitors’ risk perception plays a vital role in their destination choice, intention to return, satisfaction
and recommendations to others. At the same time, perceived risks affect destination image, which in
turn causes increased or decreased demand for attractions of destinations. The aim of this study is to
determine risk dimensions and their  effects on recommendation and revisit intentions. Scale is most
widely used in tourism research. This scale consists of six dimensions, namely, physical, time, social,
performance, financial, and psychological risks, which consist of 28 items. A total of 471 respondents
were collected via convenience sampling method among domestic tourists who visited Sanliurfa from
May to June 2021. The results of the study indicated a weak inverse and significant relationship between
the performance, social, physical, psychological, financial, and time risk perception of the participants
and general satisfaction levels. Meanwhile, there is a moderately strong, inverse and significant
relationship between all dimensions of risk perception among the participants and their recommendation
and revisit intention. Thus, perceptions of risk dimensions have a strong negative influence on overall
satisfaction, recommendation, and revisit intentions. By employing three regression models, the present
study reported that time and psychological risks highly affect all dependent variables. Furthermore,
overall satisfaction is significantly affected by the physical and performance dimensions.
Recommendation intention is affected by the financial dimension beyond the aforementioned
dimensions. The overall satisfaction levels of the participants were highly correlated with their
recommendation levels and revisit intention. At the same time, their recommendation intention was
highly correlated with their level of revisit intention. It might be said that visitors may change their
future behaviors according to travel risk perceptions. Finally, the study revealed that understanding of
customers risk perception is essential to all tourism and hospitality stakeholders.

Doi: https://doi.org/10.31822/jomat.2022-7-1-81

1. Introduction

findings support prior research that found a link

Customer perceptions of processes and prospective
outcomes influence their purchasing decisions
(Pelaez, Chen, & Chen, 2019). As a result,
understanding customer behavior is critical for a
destination’s present services to succeed and aids
in the discovery of strategies to increase customer
loyalty (Cong, 2021), leading to increased revenue
and a powerful brand, which in turn improve
customer retention (Eid, 2015). Satisfied customers
share their happy experiences with their relatives.
In other words, they are willing to repurchase and
make recommendations to others. This can be
observed in the review studies of Hasan, Ismail,
and Islam (2017) and Lu (2021) and research by
Cetinsoz and Ege (2013). They stated that some
risk dimensions affect repeat behavior. Their

between perceived risks and desire to return (An,
Lee, & Noh, 2010).

Perceived risk has attracted the attention of many
academics and has been acknowledged as a basic
topic in customer behavior, with a large body of
knowledge exploring its implications on customer
decisions (Bettman, 1973; Sharifpour, Walters,
Ritchie, & Winter, 2014). Particularly in tourism
research, perceived risks connected with a
destination have been proven to generate a
significant impact on visitors’ decisions to visit or
reject a destination (Fuchs & Reichel, 2006; Karl,
Muskat, & Ritchie, 2020).

Psychological (Kovaci¢ et al, 2019), economic
(Tiwari, Das, & Dutta, 2019), social (Emami &
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Ranjbarian, 2019), personal (Osland, Mackoy, &
McCormick, 2017), cultural (Reisinger & Mavondo,
2006), and demographic factors (Yazid et al, 2018)
are currently known regarding traveler-perceived
risk dimensions through existing literature. In
addition, some concepts including risk, values,
motivations, expectations, attitudes, perceptions,
satisfaction, trust, and loyalty are crucial and can
modify the decision-making of tourist behavior in
tourism contexts (Cohen, Prayag, & Moital, 2014).
Scholars have investigated their effects on tourists’
destination choices (Hasan et al, 2017).

Risk is an important cognitive stimulus that
scholars have been discussing in customer
destination decision processes in tourism so far. In
turn, the definition of risk perception is under
debate (Wolff, Larsen, & @gaard, 2019). Many
scholars have defined risk differently because the
impact of risk on tourists’ decision-making
processes varies from person to person, as “there
are different levels of acceptable risk within the
socio-psychological range of tourists” (Caber,
Gonzélez-Rodriguez, Albayrak, & Simonetti, 2020).
The indefiniteness of the concept has been noted by
many researchers (Le & Arcodia, 2018; Larsen,
Doran, & Wolff, 2017; Reisinger & Mavondo, 2006;
Yang & Nair, 2014). A common point of the
definitions is the possibility or likelihood of loss
when events occur. In other words, risk can be
predicted and calculated by sides, but uncertainty
cannot. It has unpredictable characteristics.

Absolute or real and subjective perceptions can be
considered as two types of risks in the research
agenda. While the probability of unfavorable
outcomes with a real risk is weighted by severity
(Wolff et al, 2019) such as tsunamis, earthquakes,
and other natural disasters, subjective risk is man-
made and directly related to travelers,
destinations, and business perceptions (Ritchie &
Jiang, 2019). Thus, one of the effective factors of
customer purchase behavior is their perception of
what they prefer to purchase.

In the service industry, the importance of
subjective risk as a fundamental determinant of
customer behavior has been widely documented
(Casidy & Wymer, 2016). For instance, Kozak,
Crotts, & Law, (2007) revealed that international
visitors predominantly expect to change their plans
according to their perception of risk in a
destination.

Determining the risk perceptions of visitors has
become more important given that higher risk
perception causes lower travel desire or intention
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(Floyd & Pennington-Gray, 2004). Moreover,
(Sénmez & Graefe, 1998) pointed out that risk
perceptions are significant in the decision-making
of international visitors, reflecting views such as
travel is hazardous and travelers are likely to
become victims of terrorist attacks. The effects of
terrorist attacks against tourists on tourism is also
investigated by (Giivenek & Alptekin, 2015). They
pointed out that terrorist attacks against visitors
have a detrimental impact on the country's
tourism. Parallel findings were maintained by
many scholars (Baumert, de Obesso, & Valbuena,
2020; Mawby, Ozascilar, & Ziyalar, 2021). A
similar effect has been observed in the Covid-19
pandemic encountered in recent years. For
example, it 1s possible to say that the Covid-19
pandemic might have a significant impact on
travelers' perceptions of hygiene and safety
(Cetinkaya, Ozer, & Altuner, 2020). Additionally,
Wen, Kozak, Yang, & Liu, (2021) indicated that
Covid-19 altered the behaviors of tourists when
they travel and the fear of Covid-19. Resulting
people prefer to travel with small groups and
become more “responsible tourists” (Rahmafitria,
Suryadi, Oktadiana, Putro, & Rosyidie, 2021).
Moreover, Dedeoglu & Bogan (2021) pointed out
that the association between some motivating
elements and visit intention is moderated by
consumers' Covid-19 risk perception and their
trust in government.

Tourism risk also affects a destination’s image
(Ruan, Li, & Liu, 2017). Consequently, to attract
more tourists, destinations must have a positive
image and a low perceived risk level (Savasci,
2020). Tourist perceptions before, during, and after
visits are influenced by image and risk, which
shape tourists’ behavioral intentions. In addition,
intention to revisit and recommendation to others
are affected precisely by the destination risk
perception of visitors (Cui, Liu, Chang, Duan, & Li,
2016).

Customers’  postponement, corrections, or
cancellations of buying decisions are strongly
affected by their risk perceptions, which are major
factors in altering purchasing behavior and
determining costumers’ experiences and level of
satisfaction. As a result, destination managers
must be knowledgeable about terms that influence
visitors’ purchasing decisions (Gong & Liang,
2019). Destination risk perceptions may directly
influence tourists’ destination choices. Thus, it is
crucial to evaluate the risk perception of tourists’
visiting destinations.
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Despite the growing amount of published research
about travelers’ risk perception, empirical studies
are limited. Furthermore, there is no study on the
risk perception of domestic visitors to Sanliurfa,
Turkey, particularly. Because, it is critical to
understand how visitors' perceptions of risk impact
their willingness to travel to a destination
(Hashim, Noor, Awang, Che Aziz, & Yusoff, 2018).
To fill this knowledge gap, the aims of the study are
(1) to evaluate dimensions of risks (performance,
physical, time, psychological, financial and social)
(2) to examine their effects on recommendations
and revisit intentions. Thus, readers can expect to
find relationship between risk dimensions, and
revisit and recommendation intention. Thus, for it
1s 1mportant to understand customers risk
perceptions to implement “strategies to be taken by
the tourism and hospitality managers” (Koc & Villi,
2021).

2. Literature Review

Definition of risk and its dimensions

Since risk is an important concept in tourism
research, there is a growing research interest in
the risk perceptions of visitors. Apparently, risk
and tourism are closely related to each other. Risk
is broadly defined as the probability of negative
outcomes of preference, and a hazard or dangerous
chance was defined as the exposure to the
possibility of injury or loss (Reisinger & Mavondo,
2005). In other words “it is not real, as it has not
happened yet; risk is a possible future condition”
(Clayton, Mustelier, & Korstanje, 2014).

Risk has an essential role in influencing visitor
behavior, particularly in the context of travel and
tourism, because tourism is an intangible service
that is vulnerable to possible hazards and dangers
(Hashim, et al, 2018). According to previous
research, uncertainty, worry, fear, and anxiety are
all intertwined and proven to be closely connected
to risk perception. In previous research, these
concepts were used interchangeably, causing
difficulty in interpreting visitors’ experiences
(Yang & Nair, 2014). Risk (perception) as a concept
is an interdisciplinary phenomenon that has been
studied by many researchers from various sciences
such as physiology, sociology, economics, culture,
management, particularly tourism destination
management, etc. Some researchers pointed out
that it is a comprehensive term which includes
uncertainty and negative outcomes (Hashim, et a/,
2018).

First, although Jacoby and Kaplan (1972)
introduced six risk perception dimensions, which
are physical, time, performance, financial, social,
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and psychological risks (Hasan et al, 2017), some
scholars added such dimensions as political
instability, safety, terrorism (Supani & Abd
Hamid, 2020), and destination risk (Perié,
Dramiéanin, & Conié, 2021), as well as privacy risk
especially in online tourism purchase cases
(Gonzalez-Reverté, Diaz-Luque, Gomis-Lépez, &
Morales-Pérez, 2018). The possible failure of
personal data, that is, when details about a
traveler are used without their knowledge or
approval, is referred to as a privacy risk (Park &
Tussyadiah, 2017). Source and satisfaction risks
(Turkmendag & Uygur, 2020) have been
mentioned in prior literature.

According to Caber et al (2020), much more studies
are needed to investigate the impact of risk on
motivations of travel, assessments of destination
image, and intention to visit. This study aims to
examine tourists’ risk perceptions regarding
Turkey as a mixed-image destination and
determine if the perceived risks about Turkey as a
tourism destination change between first-time and
repeat visitors (Karamustafa, Fuchs, & Reichel,
2013). Meanwhile, the amount of risk perception
may vary between countries and local destinations
(Fuchs & Reichel, 2006).

Some tourism studies have been conducted about
the subjective risk perceptions of tourists
particularly in destinations (Carballo, Leén, &
Carballo, 2017; Cetinsoz & Ege, 2013; Deng &
Ritchie, 2018; Kozak et al., 2007; Mansfeld, Jonas,
& Cahaner, 2016; Osland et al, 2017; Ozascilar,
Mawby, & Ziyalar, 2019; Sert, 2019), focusing on
country cases (Fuchs & Reichel, 2006; Kirlar &
Ozgen, 2020; Sofiichuk, 2018) and other tourism
sectors such as the hotel industry (Sen Kiipeli &
Ozer, 2020), purchasing online airline tickets (Kim,
Kim, & Leong, 2005), restaurants (Jin, Line, &
Merkebu, 2016), local festival visitors (Sohn, Lee,
& Yoon, 2016), and crises and disasters (Aliperti et
al, 2019). Last year, with the emergence of the
Covid-19 pandemic, travel risk research increased
(Cetinkaya et al, 2020; Zhan, Zeng, Morrison,
Liang, & Coca-Stefaniak, 2020), including studies
on how to reduce risks and types of risk reduction
measures.

According to Rahman, Gazi, Bhuiyan, & Rahaman
(2021), the pandemic of Covid- 19 has had a
significant impact on travel risk and management
perceptions. At the same time, Secilmis et al,
(2021), maintained that the association between
trust and visit intention has been revealed to be
moderated by Covid-19 anxiety. Additionally,
Teeroovengadum, Seetanah, Bindah, Pooloo, &



Ali Riza Manct

J[o mal

Veerasawmy, (2021) were attempting to confirm
the estimated influence of Covid-19 on the
possibility of tourists visiting a destination based
on perceived travel risk. Their findings revealed
that perceived risk is likely to impact their decision
to travel among visitors intending to travel in the
aftermath of the Covid-19 pandemic. According to
Teeroovengadum et al, (2021), there are six key
fears for those with the capacity to reduce
destination travel risk associated with Covid-19.
These are the destination's Covid-19 situation,
national sanitary measures, accommodation,
health-care and transportation services and
ecotourism facilities. Parallel to these studies,
Rahman, Gazi, Bhuiyan, & Rahaman, (2021)
maintained that the Covid- 19 pandemic has had a
significant impact on travel risk perceptions.
Perception of risk in travel had a significant
relationship with managing risk, delivery of
services, transportation patterns, channels of
distribution, avoidance of overcrowded
destinations, hygiene, and safety. Meanwhile,
Matiza, (2020) asserted that it is possible to predict
the impact that the perceived risk associated with
the pandemic will have on tourists' post-crisis
behavior.

Asgarnezhad, Ebrahimpour, Zadeh, Banghinie, &

Soltani, (2018) mentioned that risk factors
associated with tourism such as financial,
economic, social and cultural, psychological,

environmental, health, political, and technical
hazards affect destination image. Furthermore,
destination image is significant as a moderator in
the link between all dimensions of tourism risk and
foreign visitor satisfaction and loyalty.

Many researchers have tried to determine the
dimensions of risk. However, risk not only consists
of dimensions. While making a holiday decision,
one’s perception may also change before, during,
and after the trip. This may vary depending on the
first visit or the occurrence of many visits (Wolff et
al, 2019). Meanwhile, studies have discussed the
importance of measurement and definitions. In
addition, the personal or sociodemographic
characteristics of visitors may also affect their risk
perceptions (Perié et al, 2021).

Tourists take some risks associated with their
travel and destination choices (Supani & Abd
Hamid, 2020). Travelers have to consider risk
factors when they choose destinations. Examples
are unexpected situations such as terrorist attacks
(Baumert, et al., 2020; Bayraktaroglu, et al., 2021).
The development of diseases and epidemics or
other individual health problems as a result of
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tourism encounters is referred to as health risks
(Chien, Sharifpour, Ritchie, & Watson, 2017;
Huang, Dai, & Xu, 2020). Adverse weather
conditions, public security, robberies, rape, and
physical violence (Carballo et al, 2017) fall under
physical risk, which is referred to as the likelihood
of physical danger or injury to travelers (Khan,
Khan, Amin, & Chelliah, 2020).

The potential of tourists consuming tourism items
for an excessive amount of time, i.e., time risk (Cui
et al, 2016), and the likelihood of unplanned
expenditure and financial loss (Lu, 2021) may be
realized only when the expected service
performance falls short (Casidy & Wymer, 2016).

Performance risk is defined as the loss incurred
when services do not match the expected needs of
travelers (Brack & Benkenstein, 2014). It is
therefore a quality-related risk (Keh & Pang,
2010). According to Oliver (1980), if a product or
service cannot meet the expectations of customers,
risk factors arise particularly associated with
travel decision-making (Korstanje, 2009).

Psychological risks that lead to damages to one’s
self-esteem or engender guilt consists of harm
against self-image, discomfort with travel, and a
feeling of unwanted anxiety during travel. In other
words, individual travelers’ ‘disappointing travel
experience’ (Sonmez & Graefe, 1998) and ‘vacation
will not reflect visitors’ personality or self-image’
(Simpson & Siguaw, 2008).

Social risk refers to the perceived possibility of
social loss (e.g., social embarrassment) (Casidy &
Wymer, 2016) or the the chance that a journey may
not meet the expectations of others (travelers’
family and friends) (Deng & Ritchie, 2018), which
is psychological. Thus, it is necessary to evaluate
risk with both travelers and destinations.

Time risk refers to the waste of time to make the
journey (Karamustafa et al, 2013), i.e., time
consumed during the travel (Deng & Ritchie, 2018).
In this vein, scholars have investigated tourists’
risk perception to advise destination and tourism
cooperation policymakers (Cong, 2021; Dedeoglu &
Bogan, 2021). Prior studies such as (Artuger &
Kendir, 2014; Atesoglu & Tirker, 2013; Cetinsoz &
Ege, 2012; Fuchs & Reichel, 2006; Kocoglu, 2016)
have identified six types (or dimensions) of
perceived risk (Figure 1).
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Satisfaction
Risk Perceptions Dimensions

Performance
Psicological
Financial
Physical
Social
Time

Recommendation intentions

Revisit intention

Figure 1. Study Design

Source: Author

Satisfaction

It is expected that many studies have attempted to
quantify customer satisfaction, which is a key
notion in tourism research. The higher the level of
satisfaction among tourists, the greater their
loyalty, recommendation, and consumption
throughout their visit (Alrawadieh, Alrawadieh, &
Kozak, 2019; Alrawadieh, Prayag, Alrawadieh, &
Alsalameen, 2019; Huo & Miller, 2007).

Oliver, (1999) described as the result of the
consumption of a product or service to fulfill the
preferences, demands, and requirements of
customers. Guliling & Aziz, (2018) asserted that
satisfaction is a state of pleasure that results from
meeting the demands of tourists. Formerly,
customer satisfaction or dissatisfaction was
measured by assessing the gap between consumer
expectations and the actual situation as a result of
consumption. This type of measurement is known
as Oliver's expectation—disconfirmation model,
which highlights the consumer's cognitive
attitudes while excluding their emotional ones.
That is to say, there are two major methods to
analyzing tourist satisfaction: cognitive and
emotional approaches. As in Oliver's expectancy—
disconfirmation paradigm, the cognitive approach
includes post-experience evaluation. Oliver defined
satisfaction as the gap between one's expectations
and one's actual travel experience. (Tse & Wilton,
1988), on the other hand, claimed that pre-visit
expectation 1s not taken into account when
evaluating satisfaction. As a result, independent of
past expectations, satisfaction may be quantified;
this is known as the emotional method. As a result,
satisfaction is solely seen as an experience and
psychological condition (Baker & Crompton, 2000).

Cong, (2021) examined the direct impacts of risk
perception on tourists’ satisfaction and repurchase
intentions. In other words, there is an adverse
relationship between the risk perception of tourists
and both satisfaction and loyalty. On the contrary,
(Sohn et al, 2016) indicated that despite risk can
cause people to have a poor view of a festival, it has
no influence on satisfaction or future purchase
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intentions. The findings revealed that there is
obvious causation between perception, satisfaction,
and future intention. Not surprisingly, trust,
customer satisfaction, and loyalty are all
negatively affected by perceived risk (Jin et al,
2016). According to the conclusion of some studies,
a high level of perceived risk reduces consumer
satisfaction (Hasan et al, 2017). Consequently, it
1s hypothesized that:

H1: There is a significant relationship between risk
perception dimensions and general satisfaction,
which is negatively affected by risk perception
dimensions.

Recommendation and Revisit Intentions
Behavioral intentions are behavioral tendencies in
line with the evaluations of individuals' knowledge,
emotions, and experiences (Savasci & Yildirim,
2021). Recommendation intention and willingness
to return are two important positive behavioral
intentions for destination loyalty @.e., revisit
intention or revisit behavior) (Lv, Li, & McCabe,
2020). The probability of a visitor returning to a
destination is referred to as revisit intention (Chen,
Cheng, & Kim, 2020). That is “intention to revisit
is the willingness to visit a destination again”
(Soleimani & Einolahzadeh, 2018). “Repurchase
behavior is a measure of consumers’ reactions as a
result of certain experiences” (Turkmendag &
Uygur, 2020). In addition, Chen and Tsai (2007)
identified travelers' behavioral intention as their
assessment of the likelihood of returning to
destination and recommending them to others. In
the context of risk perception of visitors , a number
of prior studies have revealed that risk perception
of tourists may affect negatively re-visit (Tosun,
Dedeoglu, & Fyall, 2015) and recommendation
intentions (Choo, Choo, & Kang, 2016; Nazir,
Yasin, & Tat, 2021).

It 1s almost certain that perceived risk factors that
influence a person’s decision to travel significantly
affect their satisfaction, and willingness to return,
i.e., tourists’ behavioral intentions (Fourie, et al,
2020; Xie, Zhang, & Morrison, 2021). It is reported
that the intention to revisit and recommend 1is
significantly affected by perceived risk factors,
similar to the concept of satisfaction. For example,
Artuger, (2015) found that visitors’ perceptions of
risks during their vacation in Marmaris influence
their desire to return.

In addition, Chew & Jahari, (2014) examined the
function of destination image in moderating the
connection between perceived risks and repeat
travelers’ desire to return. Their study investigated
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the mediating effects of two types of destination
images—cognitive and  emotional—on  the
connection between perceived risks (physical,
sociopsychological, and financial) and the desire to
return. Parallel results can be observed in a study
by Cetinsoz and Ege (2013). The influence of
perceived risk levels concerning Alanya on return
intention was evaluated using correlation and
regression analysis. Several key risk dimensions
were identified from the investigation, and it was
discovered that some of them influenced their
return.

Opposite the many risks during travel, positive
psychology and visitor well-being have had
behavioral implications that in turn affect repeat
visitation, positive word-of-mouth (WOM) which
has been revealed to be an important element in
service marketing. This has been associated with
reductions in consumer risk (Dedeoglu, Bilgihan,
Ye, Buonincontri, & Okumus, 2018), and
destination attachment (Vada, Prentice, Scott, &
Hsiao, 2020). Also, Sert (2019) stated that
perceived safety was observed to have an impact on
risk reduction behavior, recommendation, and
revisit intention. Similar result is observed in the
study of (Hasan et al, 2017). They maintained that
high level of perceived risk negatively influences
customer repurchase intention.

Using these as a departure point, the following
research hypotheses are proposed:

H2: There is a significant relationship between risk
perception dimensions and revisit intention, which
is negatively affected by risk perception
dimensions.

H3: There is a significant relationship between risk
perception dimensions and recommendation
intention, which is negatively affected by risk
perception dimensions.

The aforementioned hypotheses are on the basis of
theory of planned behavior which is based on the
assumption that behaviors are based on a certain
cause. According to theory, people think in advance
about the consequences of their behavior, come to
a decision to reach a result they choose, and
implement this decision. In other words, behaviors
occur as a result of a certain intention (Quintal,
Lee, & Soutar, 2010). This intention achieves the
result that was previously thought. As a result the
subjective expectations, also associated with risk,
could significantly impact consumer’s behavior
(Demirel & Ciftci, 2020; Huang, et al., 2020; Pelaez
et al, 2019; Quintal et al, 2010). People's
perceptions of risk are likely to influence their
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future travel decisions (Quintal et al.,, 2010). Based
on the theory of planned behavior, the process of
making a choice on future behavior is influenced by
one's attitude toward the behavior, which is shaped
by one's beliefs (is it beneficial or harmful). As a
result, risk perception of visitors may affect their
future behavioral intention (Gstaettner, Rodger, &
Lee, 2017).

3. Materials and Method

The current investigation involved risk perceptions
of domestic visitors and the effects of satisfaction
and re(visit) and recommendation intentions. The
site was selected from the cultural and historic city
of Sanliurfa, which is located southeast of Turkey.
Due to the pandemic conditions, the survey form
was sent online to the visitors. A total of 471
respondents were collected via convenience
sampling method among domestic tourists from
May to June 2021 and answered an online
questionnaire. Sample size was calculated with the
help of the following formula as minimum 384:

B Nt?pq
T d2(N - 1) + t2pq

n

Where n: number of sample size, N: number of
populations, t: Z value within %95 confidence
interval as 1.96, p: probability of tourists to visit
site 0.50, q: 1-p: 0.50, probability of not to visit d:
margin of error 0,05 (Yamane, 2006).

The questionnaire has two main parts. The first
covers visitors’ personal characteristics such as
gender, age, education level, occupation, etc. The
second consists of a five-point Likert scale ranging
from 1 (strongly disagree) to 5 (strongly agree); it
was used to measure the risk dimensions of
visitors. This scale consists of six dimensions,
namely, physical, time, social, performance,
financial, and psychological risks, which consist of
28 items. The perceived risk scale was adapted
from the studies of (Fuchs & Reichel, 2006) and
(Artuger & Kendir, 2014). In addition, the scale
used in the study contains three items that
measure general satisfaction, two items that
measure recommending behavior, and three items
that measure revisiting intention. The measures
were adapted from (Hosany, Prayag, Deesilatham,
Causevic, & Odeh, 2015) study.

In the study, the Kaiser—Meyer—Olkin (KMO)
coefficient was used to determine whether the
sample was sufficient, and Barlet’s test was
performed to determine whether the structure was
significant. According to the result of Barlet’s test,
the structure is significant (Barlet’s X2 = 1645.28,
p = 0.01). This shows that the 471 participants
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included in the study are sufficient for the
evaluation of the scale. Correlation and regression

analysis were performed to examine the
relationships between risk levels, overall
satisfaction, recommendation, and repeat

behavior. To test the internal consistency of the
dimensions, Cronbach’s alpha coefficient was
calculated. Analyses were made using SPSS 25.0.

To test the hypotheses, a regression model was
adopted. This is a method that examines the
relationship between a dependent variable and one
or more independent variables (Gujarati, 2004).
Three different models were created in the study.
In these models, satisfaction, recommendation,
and revisit intentions were the dependent
variables, while performance, psychological,
financial, physical, social, and time values were the
independent variables. The models used in the
study are shown in Table 1.

Table 1. Models

. Independent
Models Dependent Variables Variables
Model 1 | Satisfaction (sat) Performance
Recommendation intentions Psychological
Model 1i (rec) Financial
Physical
mOdEI Revisit intention (rev) Social
Time

Source: Author

As a result of the Kolmogorov Smirnov test, the
data are normally distributed. In other words,
distributions of Physical, Psychological, Financial,
Time, Performance and Social risk dimensions
were normal according to Kolmogorov Smirnov test
(KS p>0.05). In addition, skewness and kurtosis
values were checked for normal distribution. It was
observed that the skewness and kurtosis values of
the dimensions were between -1 and 1, which are
acceptable limits. The fact that the number of
participants in the study was at a high level, such
as 471, was thought to be appropriate for normal
distribution. The distributions of the dimensions of
General Satisfaction, Recommendation and Revisit
Intent were normal (KS p>0.05). Thus, it would be
more appropriate to apply normal tests in the
analyzes. The averages of the dimensions are as
follows: Physical Risk average was 3.25+0.67,
Psychological Risk average was 3.88+0.82,
Financial Risk average was 3.86+0.77, Time Risk
average was 3.89+0.85, Performance Risk average
was 3.35+0.75 and Social risk dimension occurred
at the average of 4.23+0.76. It was determined that
the General Satisfaction mean was 2.73+0.53, the
Recommendation mean was 2.02+0.90, and the
Revisit Intention mean was 2.03+0.92 (Table 2).
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Table 2: Dimension Scores and Normality Tests

Dimensions 2 2
N (%) = £
] X 7 &’ >
N4 o X % 7] X
Physical Risks 0.07 | 0.14 | 325 | 0.67 | -0.20 | 0.11
Psychological Risks 0.07 | 0.07 | 388 | 0.82 | 0.11 | 0.22
Financial Risks 0.05 | 0.23 | 3.86 | 0.77 | 0.42 | 0.34
Time Risks 0.08 | 0.06 | 3.89 | 0.85 | 0.73 0.45
Performance Risks 0.08 | 0.05 | 3.35 | 0.75 | 0.04 | 0.56
Social Risks 0.06 | 0.18 | 423 | 0.76 | 0.35 0.67
General Satisfaction 0.07 | 0.13 | 273 | 053 | 0.65 | 0.79
Recommendation 003 | 029 | 202 | 0.90 | 0.96 | 0.90
Intention
Revisit Intention 0.06 | 0.17 | 2.03 | 0.92 | 0.07 | 0.01

Source: Author
4. Findings
Characteristics of Participants

Of the 471 valid respondents, 55.4% were married
and 44.6% were single, while 57.1% were male and
42.9% were female. Out of the sample, 42.9% were
aged 25-34, and 29.5% were aged 35—44. Around
86.6% finished university education and above.

The participants were public servants (50.5%) and
students (17.2%) (Table 3).

Table 3. Descriptive Analysis of Respondents

n %
. Married 261 55.4
Marital status -
Single 210 44.6
Gender Female 269 57.1
Male 202 42.9
18-24 94 20.0
25-34 202 42.9
35-44 139 29.5
Age
45-54 28 5.9
55-64 11
65 and over 3 0.6
Without education 3 0.6
Primary 2 0.4
. Middle 10 2.1
Education
College 48 10.2
University 342 72.6
Master and Ph.D. 66 14.0
Public servant 238 50.5
Student 81 17.2
Civil servant 9 19
. Worker 36 7.6
Occupation -
Retired 5 1.1
Business 13 2.8
Jobless 34 7.2
Other 55 11.7

Source: Author

Cronbach’s alpha was 0.93, showing that the scale
was reliable. Thus, there was no need to remove
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Table 4. Destination Risk Dimensions, Variance, and Internal Consistency

Expressions

Dimensions Variance | Consistency

Extra expenses incurred during my visit (extra hotel expenses etc.)

Visit to Sanliurfa is more expensive than other visits in the country

Financial 15% 0.85

My visit to Sanliurfa had a negative impact on my budget

The food and drinks | consume can harm my health

Infectious diseases are very common (oriental boil, swine flu, bird flu, HIV etc.)

| may encounter snatching and theft in Sanliurfa

I am likely to have a traffic accident in the city and traffic problems are very common

Physical 13% 0.83

There is a risk of natural disasters (earthquake, flood, fire, etc.).

There are violent incidents in Sanliurfa

There is a high risk of loss of luggage and other items

Terrorist incidents are very common in Sanliurfa

Danger due to political unrest

The weather conditions in Sanliurfa are unfavorable

Hotels in are not satisfactory in terms of service quality

Locals are not friendly

Performance 12% 0.80

Sanliurfa is troubled in terms of cleanliness and hygiene

Sanliurfa is a crowded city

Personnel working in Sanliurfa hotels are not polite

| am worried that visiting Sanliurfa will cause stress and tension

I am worried about feeling psychological discomfort while visiting

Psychological | 11% 0.78

Visiting Sanliurfa makes me nervous

Visiting Sanliurfa does not fit my personality and image.

| am worried that my visit to Sanliurfa will damage my reputation among my friends

Social 11% 0.78

I am worried that my visit to Sanliurfa will change the way my family thinks about me

My visit to Sanliurfa does not match my social status

Vacationing in Sanliurfa is a waste of time

I think my vacation time is wasted

Time 13% 0.81

| think that the plan and schedule | made for the holiday in Sanliurfa wasted my time

Source: Author

statements from the scale to increase reliability.
The six dimensions were identified in their original
form and constituted approximately 62% of the
total variance. The explained variance percentage
of the financial dimension was 15%, internal
consistency 0.85; physical dimension 13%, 0.83;
performance risk 12%, 0.80; psychological 11%,
0.78; social 11%, 0.78; and time 13%, 0.81 (Table 4).
The KMO level was 0.89; thus, the sample size was
sufficient. The structure was significant (Barlet’s
X2 = 1645.28, p = 0.01). This shows that the 471
participants included in the study were enough for
the evaluation of the scale.

All dimensions namely, satisfaction,
recommendation and revisit intentions are
reliable. Table 5 shows their expressions,

dimensions, explained variance and reliability.

Examining the Relationships between Risk Perceptions
and General Satisfaction, Recommendation, and Revisit
Intention
In the study, correlation analysis was conducted to
examine the relationships between participants’
risk perception dimensions and their general
satisfaction and recommendation and revisit
intentions (Table 6). There was a weak inverse and
significant relationship between the performance,
social, physical, psychological, financial, and time
risk dimensions and satisfaction level. Meanwhile,
there was a moderately strong, inverse, and
significant relationship between all dimensions of
risk perception and recommendation and revisit

intentions.

Table 5. Reliability of Satisfaction, Recommendation, and Revisit Dimensions

Expressions

Dimensions Explained Variance Reliability

Overall, Sanliurfa visit was a mistake for me

Overall, a visit to Sanliurfa is a loss for me.

Overall, | was satisfied with the Sanliurfa visit

Satisfaction 49% 0.80

1 will recommend my friends and family to visit Sanliurfa.

| tell positive things about Sanliurfa to others

Recommendation 43% 0.77

There is a high probability that | will come to Sanliurfa again.

Sanliurfa is a safe city that | can visit again

1 would like to come to Sanliurfa again because it is worth coming

Revisit 45% 0.79

Source: Author
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Table 6. Examining the Relationships between Risk Perceptions and General Satisfaction, Recommendation and Revisit Intention

Overall satisfaction Recommendation intentions Revisit intentions

Physical risks r -0.25" -0.447 -0.44
p 0.01 0.01 0.01

. . r -.023" -0.55" -0.58"
Psychological risks 0 001 ool R

Financial risks r -0.21° -0.49" -0.43"
p 0.01 0.01 0.01

Time risks r -0.24” -0.59" 057
p 0.01 0.01 0.01

Performance risks r -0.22" -0.53" -0.51"
p 0.01 0.01 0.01

. . r -0.34" -0.40" -0.43"
Social Risk 0 0.0 ool o4

Source: Author

All risk dimensions negatively affect overall
satisfaction and recommendation and revisit
intentions. However, risk  levels affect
recommendation and revisit levels more. The level
of satisfaction is less negatively affected by risks.

Examining the Effects of Risk Perceptions on the
Levels of General Satisfaction and
Recommendation and Revisit Intention

The model determined between the physical, time,
performance, and psychological risk dimensions of
general satisfaction was significant (F = 21.53, p =
0.01, p < 0.05). The percentage of explanation of the
model was 44% (R2 = 0.44), which was high. The
coefficients of the physical, time, performance, and
psychological risk dimensions were also found to be
significant (p = 0.01, p < 0.05). According to the
results of the Durbin Watson test, there was no
autocorrelation in the model (D.W.: 1.88). As a
result, the model was found to be significant. The
model obtained as a result of the analysis was as
follows:

General satisfaction (Y) = (-0.14) * Physical Risks (-0.26)
* Time Risk (-0.13) * Performance Risk (-0.15) *
Psychological Risks

According to the results, the risk that most affected
the general satisfaction level was time risk. An
increase in time risk by one unit means that the
general satisfaction level will decrease by 0.26
units. Then, performance risk, physical risk, and
psychological risk were ranked according to their
level of impact. Although weaker than the effect of
time risk, the increase in performance risk,
physical risk, and psychological risk perceptions
will decrease general satisfaction by 0.13-0.15
units (Table 7).
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Table 7. Risk Perceptions and General Satisfaction

| Independent variables

= 8 8

k| ) S S

s | 8 2 £ S

= 29 2 e 1;2 F Mol | R?
s | £2 = S % )

S o = a = a =

c

(<5

oy

a | ® () () ®

_S -0.14 -0.26 -0.13 -0.15 21,53

T =

g8 0.44
O | p=0.01 | p=0.01 | p=0.01 p=0.01 p=0.01

** Regression analysis applied, D.W;1,88
Source: Author

significant (F = 107.52, p = 0.01, p < 0.05). The
percentage of explanation of the model was 64%
(R2 = 0.64), which was high. The coefficients of
time, psychological, and financial risk dimensions
were also found to be significant (p = 0.01, p < 0.05).
According to the results of the Durbin Watson test,
no autocorrelation existed in the model (D.W.:
1.93). As a result, the model was found to be
significant. The model obtained as a result of the
analysis was as follows:

Recommend (Y) = (-0.14) * Time Risk (-0.26)
Psychological Risk (-0.13) * Financial Risk

*

Table 8. Risk perceptions and recommendation

intention

Independent variables F mogel | R?

Time | Psychological | Financial
Sependent risks risks risks 10752
variable () () ()
recommendation | -0.14 | -0.26 -0.13 0.64
intention p=0,01 | p=0.01 p=0.01 |p=0.01]|""
** Regression analysis applied, D.W;1,93
Source: Author
The model determined between time and

psychological risk dimensions and revisit intention
were significant (F = 158.30, p=0.01, p < 0.05). The
percentage of explanation of the model was 41%
(R2=0.41), and this rate was high. The coefficients
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of the dimensions of time and psychological risks
were also found to be significant (p =0.01, p < 0.05).
According to the results of the Durbin Watson test,
no autocorrelation is present in the model (D.W.:
1.85). As a result, the model was found to be
significant. The model obtained as a result of the
analysis was as follows:

Revisit intention (Y) = (-0.34) * Time Risk (-0.36) *
Psychological Risk

According to the results, the risk that most affected
the level of revisit was psychological risk. An
increase in psychological risk level by one unit
means that the level of revisit will decrease by 0.36
units. Increasing the time risk level by one unit will
decrease the recommendation level by 0.34 units.

Table 9. Risk perceptions and recommendation intention

Independent variables F mosel | R?
Psychological . .
\IID:rpigE?eent risks Time risks 158.30
B ®B)
-0.36 -0.34
Revisit _ ~ ~ 041
intention p=0.01 p=0.01 p=0.01

Source: Author

The overall satisfaction levels of the participants
were highly correlated with their recommendation
level and revisit intention. It can be predicted that
the recommendation levels of participants with
high general satisfaction levels will also be high (p
= 0.62, p = 0.01). It can also be projected that
participants with high general satisfaction levels
will also have high revisit intentions (p = 0.65, p =
0.01). The recommendation levels of the
participants were highly correlated with their level
of revisit intention. This predicts that participants
with high recommendation levels will also have
high revisit intentions (p = 0.78, p = 0.01).

Table 10. Correlations between dependent variables

. . Overall Recommendation Revisit
Dimentions Satisfaction intention intention
Overall r|1
Satisfaction p
Recommendation r | 062 1
intention p | 0.01

L . r | 0.65 0.78™ 1
Revisit intention b [ 001 0.01

Source: Author

5. Discussion and Conclusion

Perceived risk is a concept that affects the
purchasing decision process of customers (Atesoglu
& Tiirker, 2013b). Particularly, the risks perceived
by tourists about the destinations affect
destination selection processes (Ritchie & Jiang,
2019; Unal, 2020). Because of perceived risks, a
significant percentage of visitors were able to
cancel and postpone vacation plans to a variety of
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places (Cetinsoz & Ege, 2013). Hence, familiarity
with visitor attitudes can help preserve the
sustainability of a tourism destination (Sohn et al,
2016). Additionally, satisfaction, recommendation
to others, and repeat visitation intention of visitors
play essential roles in promoting destination
attractions. Thus, it is important to determine the
perceived risk of tourists associated with
destinations and countries.

Under these circumstances, the first aim of this
article was to examine the risk dimensions of
domestic tourists visiting Sanliurfa. After
examining the dimensions, the study aimed to
evaluate the relationship between the overall
satisfaction, recommendation intention,
repurchase behavior variables, and risk perception
of visitors. In other words, the present study’s goal
was to determine the effects of risk perceptions on
the aforementioned variables. Identifying risk may
assist tourism and hospitality organizations to
gain a competitive advantage, as eliminating or
decreasing customers’ risk perceptions helps
tourist and hospitality businesses attract and keep
customers (Koc & Villi, 2021). As a result, the
evaluation of risk perceptions is valuable for both
destination managers and visitors.

First, the study revealed six dimensions of risk
perceptions as those of previous similar studies
(Artuger, 2015). He stated that the risk perception
of tourists has five dimensions, which are
sociopsychological, time, financial, and
performance risks, which are parallel to those of
the current study. The conclusion from this study
is similar to that in (Karamustafa et al, 2013),
whose findings revealed six risk dimensions
including time and social, financial, physical risks,
etc. However, this study provided little evidence to
support the findings of an earlier study by (Zhan et
al., 2020), who pointed out that a risk perception
scale has only four dimensions (health, financial,
social, and performance). Their study differed from
the present one with the omission of physical and
time dimensions. As a result, theoretically, the
study validated the six dimensions of risk as in the
studies of Atesoglu and Tiirker (2013), Fuchs and
Reichel (2006), Koc and Villi (2020), and Artuger
and Kendir (2014). Moreover, some researchers
asserted that there are other factors affecting risk
perceptions; for example, (Cetinséz, 2011)
introduced five factors: satisfaction, time, physical,
social-physiological, functional, or operational
risks, namely, performance risk. In conclusion, the
risk perception of visitors usually includes five or
six dimensions. These can be seen in detail in Cui
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et al. (2016), which provided an overview of tourism
risk perception.

Second, consistent with prior research in tourism
(Asgarnezhad et al., 2018; Casidy & Wymer, 2016),
this study provided empirical evidence of a link
between satisfaction and all risk dimensions except
financial and social risks. Financial, social,
performance, and psychological risks have
substantial reverse effects on satisfaction (Casidy
& Wymer, 2016). Meanwhile, (Asgarnezhad et al.,
2018) found a connection between all dimensions of
travel risk and international visitors’ satisfaction
and revisit and recommendation intentions. Cong
(2021) examined the direct impact of perceived risk
on tourist satisfaction and loyalty. A similar
pattern of results was found by Nguyen Viet, Dang,
and Nguyen (2020) in that satisfaction is directly
affected by perceived risk. But the conclusion of
this study differs from that of Sohn et al (2016),
who stated that although risk can cause people to
have a poor view of a festival, it has no impact on
satisfaction or future purchase intentions. Finally,
the findings indicated an inverse link among
perceived risks and customer purchase decisions
(Li et al, 2020). In addition, several researchers
have found that a high degree of risk perception
reduces the satisfaction of customers and therefore
has a negative impact on customer repurchase
intent (Beneke, Flynn, Greig, & Mukaiwa, 2013;
Jin et al, 2016; Li & Murphy, 2013).

Theoretical studies have revealed that risk
perceptions have a strong negative influence on
repeat  behavior, particularly time and
psychological dimensions. As identified by
(Cetinsoz & Ege, 2013), there is a correlation
between risk perception and repeat purchase
intention. Although the current paper states that
only time and psychological risks affect revisit
intention, Cetinsoz and Ege (2013) pointed out that
physical, satisfaction, and time risk dimensions
impact the willingness to return. They discovered
that the social, psychological, and performance risk
dimensions had no effect on visitors’ desire to
return to Alanya.

Lu, (2021) asserted that the perception of
environmental risk has a substantial influence on
return intention, but sociopsychological risk
enhances revisit intention. Additionally, tourists
who perceived a low risk of these natural
catastrophes had a higher favorable destination
image, overall satisfaction, and behavioral
intention than those who perceived a high risk
(Tavitiyaman & Qu, 2013). In contrast, it was
observed that perceived risk had no effect on
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behavioral intention (Savasci & Yildirim, 2021).
Similar results can be seen in the study of (Sohn et
al, 2016), who showed that although risk might
contribute to an unfavorable perception of a
festival, it has no influence on satisfaction or future
purchase behavior. Along with their findings, there
is a straightforward correlation among perception,
satisfaction, and future intention. In accordance
with the literature (i.e., (Sohn et al, 2016), risk
perception was negatively linked with all other
factors, while all other variables were positively
correlated with each other.

Third, the results of the study indicated a weak
inverse and significant relationship between the
performance, social, physical, psychological,
financial, and time risk dimensions and
participants’ perception and general satisfaction
levels. These results were confirmed by Li and
Murphy (2013), who found that risk factors might
have an adverse influence on customer
satisfaction. Meanwhile, there is a moderately
strong, inverse, and significant relationship
between all dimensions of participants’ risk
perception and their recommendation and revisit
intention. Thus, perceptions of risk dimensions
have a strong negative influence on overall
satisfaction and recommendation and revisit
intentions (Hasan et al,, 2017).

Fourth, by employing three regression models, the
present study reported that time and psychological
risks highly affect all dependent variables.
Furthermore, overall satisfaction was significantly
affected by physical and performance dimensions.
Recommendation intention was affected by the
financial dimension beyond the aforementioned
dimensions. Finally, the overall satisfaction levels
of the participants were highly correlated with
their recommendation levels and revisit intention.
At the same time, their recommendation intention
was highly correlated with their revisit intention.

The present study implies that because of the
various significant influences on customer loyalty,
(l.e., repeat visitation and recommendation
intention), time, psychological, and financial risk
dimensions should be given strict consideration by
destination marketers. The findings support the
ideas of some studies such as Cetinsoz and Ege
(2013). The study’s conclusions can help with
effective marketing and promotion initiatives to
satisfy the needs of tourists.

One of the limitations of the study is that it
considered the “effects of the tourists’ past
experiences on the behavioral intention” (Fuchs &
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Reichel, 2006), while some research collected data
from visitors before purchasing travel (Qi, Gibson,
& Zhang, 2009). Another limitation of this study is
the limited coverage of the effect of the recent
pandemic conditions on visitor behavior. In future
research, international tourists’ perceived risk
dimensions can be evaluated. This paper may
contribute knowledge especially to tourist and
tourism service operators as guidelines on how to
manage risks as well as ensure the sustainability
of the business.
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Determining destination risk perceptions, their effects on satisfaction, revisit and
recommendation intentions: Evidence from Sanliurfa/Turkey

Abstract

Visitors’ risk perception plays a vital role in their destination choice, intention to return, satisfaction and recommendations to others. At the same time,
perceived risks affect destination image, which in turn causes increased or decreased demand for attractions of destinations. The aim of this study is to
determine risk dimensions and their effects on recommendation and revisit intentions. Scale is most widely used in tourism research. This scale consists
of six dimensions, namely, physical, time, social, performance, financial, and psychological risks, which consist of 28 items. A total of 471 respondents
were collected via convenience sampling method among domestic tourists who visited Sanliurfa from May to June 2021. The results of the study
indicated a weak inverse and significant relationship between the performance, social, physical, psychological, financial, and time risk perception of the
participants and general satisfaction levels. Meanwhile, there is a moderately strong, inverse and significant relationship between all dimensions of risk
perception among the participants and their recommendation and revisit intention. Thus, perceptions of risk dimensions have a strong negative
influence on overall satisfaction, recommendation, and revisit intentions. By employing three regression models, the present study reported that time
and psychological risks highly affect all dependent variables. Furthermore, overall satisfaction is significantly affected by the physical and performance
dimensions. Recommendation intention is affected by the financial dimension beyond the aforementioned dimensions. The overall satisfaction levels of
the participants were highly correlated with their recommendation levels and revisit intention. At the same time, their recommendation intention was
highly correlated with their level of revisit intention. It might be said that visitors may change their future behaviors according to travel risk perceptions.
Finally, the study revealed that understanding of customers risk perception is essential to all tourism and hospitality stakeholders.

Keywords: Destination, recommendation intention, revisit intention, risk perception, satisfaction, Sanliurfa, tourists
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ABSTRACT
In the research, it is aimed to determine the applicability of robot technology and the importance of
technological innovations in the tourism industry. The population of the research consists of
academicians, managers and students in the tourism industry. In the research, the "convenience
sampling" method was used, in which everyone who participated in the research could be included in
the sample. All statements regarding the applicability of robot technology in the tourism industry and
the importance of technological innovations in the tourism industry have been adapted from the
relevant literature. The Cronbach Alpha test was applied for the reliability of the scale, along with the
frequency distributions, percentiles, mean values, standard deviations and correlation coefficients from
the descriptive statistics of the obtained data. In the research findings, it is accepted that airports,
housekeeping activities, tour operator and travel agency services and hotel receptions are the most
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applicable areas of robot technology in the tourism industry.
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1. Introduction

Robots can be defined as “mechanical objects
developed to facilitate daily tasks and help
people’Vatan & Dogan, 2021). There are
numerous robots with varying characteristics that
can be classified into two categories: stationary
and mobile. Stationary robots are immobile and
unable to move (Dogan & Vatan, 2019). Nowadays
robotic applications are frequently being used in
various activity areas such as the manufacturing
industry  (Attaran, 2007), house cleaning
(Vaussard et al., 2014), medicine (Schommer et
al., 2017), tourism (Papathanassis, 2017; Murphy,
Hofacker, & Gretzel, 2017), agriculture (Driessen
& Heutinck, 2015), the defense industry (Szegedi,
et al., 2017) and elderly care (Glende et al., 2015;
Beusher, et al., 2017). Service robots are currently
perceived as technological products manufactured
only by companies and sold to final customers
(Ivanov & Webster, 2017). They are programmed
to provide information and help people (Vatan &
Dogan, 2021). Although as a concept, robots were
first introduced by Karel Capek in 1921. The term

robot 1s derived from the Czech word robota. In
1921, the Czech author Karel Capek used the
term in Rossum’s Universal Robots. They started
to be produced industrially for the first time in
1956 (Ivanov & Webster, 2019a).

With the Henn na Hotel which was the first hotel
to work with robots in 2015, the tourism and
travel industry has witnessed very rapid and
important developments in artificial intelligence,
robot technologies and service automation in
recent years (Collins, Cobanoglu, Bilgihan, &
Berezina, 2017; Ivanov, Webster, & Berezina,
2017; Murphy et al., 2017; Kayik¢i & Bozkurt,
2018; Ivanov & Webster, 2019a; Ivanov &
Webster, 2020) to reduce costs, create memorable
experiences, differentiate from competitors,
establish and maintain a competitive advantage,
and improve quality (Seyitoglu & Ivanov, 2020).
When we look at the examples of robotic
applications in the fields of hospitality and
tourism, Starwood's Aloft Hotel has commissioned
a robotic butler, Boltr, to assist hotel guests,
robotic arms have been manufactured for the
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cruise industry to bartender at the Royal
Caribbean's Bionic Bar, and Singapore has tested
SARA, a robotic virtual agent to provide
information and support to tourists in various
subjects (Tung & Law, 2017).

In the early days of robotic technology, people
(customers, managers, employees or the public)
would either accept or resist robots which could
vary from person to person (Ivanov et al., 2018b).
The attitudes and perceptions of tourists (Ivanov
& Webster, 2019a), young adults (Ivanov,
Webster, & Garenko, 2018a) and tourism students
(Tuominen & Ascencdo, 2016) regarding the
applicability of robot technology, which has been
used in many areas of the tourism and travel
industry have been investigated in literature.
However, there is no comparable study on how
industry representatives such as managers,
academics and students evaluate or perceive the
applicability of robot technology. The aim of this
study is to determine the applicability of robot
technology and the importance of technological
innovations in the tourism industry.

Therefore, in line with this determined purpose,
the current study was conducted to determine the
opinions of managers, academicians and students,
who are the main practitioners of the tourism
industry, on the applicability of robot technology.

2. Literature Review

According to International Federation of Robotics,
robots are defined as ‘automatically controlled,
reprogrammable,  multipurpose  manipulator,
programmable 1n three or more axes, which can be
erther fixed in place or mobile for use in industrial
automation applications” (IFR, 2016).

According to Papathanassis (2017), the rationale
for robot adoption is based on productivity,
accessibility, and service enhancement. Industrial
robots initially assist in the manufacturing
process and increase productivity (Arai, Kato, &
Fujita, 2010). When technology limitations can be
overcome, the times for the extensive use of
service robots are determined in any part of the
hotel environment (Chin et al., 2014; Zalama et
al., 2014). These types of limitations are related to
the robotic control system’s overall integration
technology and standards (Chin et al., 2014;
Zalama et al., 2014). The standardization might
reduce robotics deployment costs while ensuring
low liability, safety, and high development quality
(Haidegger et al., 2013). Hotels might prefer to
hire humanlike robot to have advantage in
competition, as researchers have concluded that
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humanoid robots are better suited to jobs that
require social interaction (Goetz, Kiesler, &
Powers, 2003). The appearance and behavior of
robots must also be balanced to ensure the
acceptance (Mara & Appel, 2015). However, while
robots’ use appears to co-create positive service
experiences with customers, the risks of service
experiences being co-destructed must be accepted
(Caié, Odekerken-Schroder, & Mahr, 2018).
Furthermore, because robotic technology in
tourism and hospitality is still novel and limited
(Papathanassis, 2017), it is critical to investigate
potential customers’ perspectives.

Hoteliers worldwide are now actively
investigating how service robots can help their
businesses to compete in highly competitive
marketplace (Pinillos et al., 2016). We see an
increasing number of service robots in tourism
and hospitality operations (Ivanov, Webster, &
Berezina, 2017). Hotels, restaurants, travel
agencies, and theme parks, to name a few, have
all adopted robots in the tourism and hospitality
industries (Ivanov et al., 2017). These robots
perform social and practical tasks such as serving
customers and providing information and
assistance to customers (Tung & Law, 2017). They
can work as cooking chefs, room servers, room
attendants, bellboy, waiters, bartenders,
receptionists, and concierge staff (Seyitoglu &
Ivanov, 2021). Service robots are able to interact
with the customers (Pinillos et al., 2016).
Although other technologies like contactless
payment, self-service kiosks, and touch screen
panels can perform the same functional tasks as
service robots, service robots can provide frontline
services where interaction is an essential part of
the customers’ experiences (Lu et al., 2019). When
service robots work as frontline employees, they
are in charge of providing human-like services
and interactions while also improving customer
experiences in real-time (Kuo et al., 2017).

With a total of 186 robot workers, Henn-na Hotel
is the first hotel where robots are employed. The
front office has a humanoid robot as a receptionist
(Henn-na Hotel, 2021). Three multi-lingual robots
(one that is a dinosaur) welcome their guests,
taking note of their names, various requests, and
issues. In the luggage storage, a mechanism that
incorporates robotic arms does the job
(Papathanassis, 2017; Jarvis, 2016; Osawa et al.,
2017: 219; Pierce, 2015). IBM’s robot Connie
operates at Hilton McLean Tysons Corner,
Connie, named after the founder of the Hilton
Hotel, is 60 c¢m tall in McLean, Virginia. Connie
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provides information about the hotel and its
surroundings (Ivanov, Webster, & Berezina, 2017;
Trejos, 2016; Gagliordi, 2016). The Aloft Hotel in
Cupertino, California has an automatic robot who
handles tasks such as taking sheets, soap, towels,
and linens to the room, and picks up dirty
laundry. It is wearing an outfit and appears to
have a name tag (Ivanov, et al., 2017; Trejos,
2014). The InterContinental Hotel Group
employed a robot named Dash at the Crown Plaza
San Jose in San dJose, California, in 2015. The
Aloft has hired the butler Boltr to provide
hospitality services. The Royal Caribbean has a
team of robot bartenders (Kayik¢i & Bozkurt,
2018). Yotel transports 300 pieces of luggage a
day with the ABB 6640 industrial robot which
they call Yobot and help to facilitates fast and
simple check-in (Social Tables, 2021). The Hotel
EMC2 has two robots: Cleo and Leo. These two
robots have approximately three feet in height
and can be recharged. They deliver any forgotten
items as well as bringing extra towels or food and
other requested items to the rooms (Social Tables,
2021). On the other hand, Porter robots can
handle complex transactions. They receive data
from various sensors and other sources; they can
learn from previous transactions and improve
themselves over time (Pagallo, 2013; Buhalis et
al., 2019). A burger robot named Flippy is able to
perform up to 120 orders per hour. Cafe X
employed robots baristas and they can prepare
three beverages in 40 seconds (Tuomi,
Tussyadiah, & Steinmetz, 2021). Briefly, it can be
said that the robots might replace humans to
perform dirty, dull, and dangerous (3D) tasks in a
hospitality workplace (Ivanov, Seyitoglu, &
Markova, 2020) but not perform complex task like
providing VIP service or dealing with complaints
(Seyitoglu & Ivanov, 2020).

The use of these robots in industries that require
a lot of human interaction, such as hotels,
restaurants, cruises, travel agencies, museums,
and airports, is becoming more popular (Anandan,
2019). However, there are limited number
academic studies on human-robot interaction in
the hospitality industry (Chan & Tung, 2019;
Kervenoael, Hasan, Schwob, & Goh, 2020).
Consumer perceptions of robots in a service
setting have been the focus of previous research in
this area (Ho et al.,, 2020; Ivanov & Webster,
2019a; Ivanov & Webster, 2019b; Ivanov et al.,
2018a; Ivanov et al., 2018b; Pinillos et al., 2016;
Rodriguez-Lizundia et al., 2015; Tung & Au, 2018;
Tussyadiah & Park, 2018; Tussyadiah et al.,
2020). In a survey of 1003 people conducted by
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Ivanov and Webster (2019a), the participants
agreed that service robots could work at the
information desk and reservation office, as well as
as a cleaner and cashier. In a survey of 260
Russian participants conducted in 2018a, Ivanov,

Webster, and Garenko discovered that the
participants believe robots can assist with
baggage handling, towel/bed linen delivery,

information submission, and payment processes.
As seen and as Wirtz et al. (2018) expressed,
existing literature on the proper workplace of
robots in a hospitality establishment is still very
limited.

Aims of Research

In the research, it is aimed to determine the
applicability of robot technology and the
importance of technological innovations in the
tourism industry. Within the framework of the
data obtained from the relevant literature, the
research questions are as follows;

Research Question 1° In the research, the
applicability of robot technology in the sub-sectors
of the tourism industry was investigated.

Research Question 2° In the research, it was
Investigated whether technological innovations
are important in the tourism industry.

3. Method

The population of the study consists of
academicians, managers and students in the
tourism industry. The research data was collected
from tourism students, academicians and
managers who participated in the Mersin
University Faculty of Tourism Career Days and
the IVth International Eastern Mediterranean
Tourism Symposium held in 2019. A total of 1638
people attended the International Eastern
Mediterranean  Tourism Symposium. The
"convenience sampling" method in which everyone
participating in the study could be included in the
sample was used (Altunisik, et al., 2005: 132).
Sekaran (1992) and Altumsik et al. (2005:127)
stated that a sample of 313 people could represent
a population of 1638 people.

In this context, taking into account missing,
erroneous and non-returned questionnaires, an
application was carried out on 350 people and a
total of 293 questionnaires were evaluated to be
used for data collection.

The questionnaire, which was the data collection
tool of the study, consisted of three parts. The first
part included the individual characteristics of the
participants (gender, age, education, occupation
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and tourism experience) while the second part
was divided into 6 sub-sectors of the tourism
industry (hotel businesses, travel agencies and
tourism information centers, events, car rental,
transportation services and airports and other
transportation) totaling 51 items for expressing
opinions on the usability of robot technology.

In the second part, all statements regarding the
usability of robot technology in the tourism
industry were adapted from the studies of Ivanov,
Webster and Garenko (2018a), while in the third
part, 6 items on the importance of technological
innovations in the tourism industry were adapted
from the studies of Kazandjieva and Filipova
(2018). In the research scale, the participation
levels of the expressions regarding the use of robot
technology in the sectors of the tourism industry
are “StronglyDisagree=1.....StronglyAgree=5" and
the participation levels of the expressions
regarding the importance of technological
innovations in the tourism industry are rated
according to the 5 point Likert scale as “very
unimportant=1.....very important=5".

Data Analysis Methods
The Cronbach Alpha test was applied to
determine the reliability of the scale for the data
obtained from the research results, in addition to
the descriptive statistics of frequency
distributions, percent rates, mean values,
standard deviations and correlation coefficients.

The level of each item was calculated using the
Bazazo, Elyas, Awawdeh, Faroun and Qawasmeh
formulas (2017). (The highest score on the Likert
scale the lowest score on the Likert
scale)mumber of levels used = 5-1 / 5 = 0.80,
hence 1-1.80 was “very low”, 1.81-2.60 was “low” ,
2.61-3.40 was “moderate”, 3.41-4.20 was “high”
and 4.21-5.00 was reflected as “very high”. The
SPSS 23.0 for Windows program was used in all
analyzes used in the study.

Reliability
Cronbach's Alpha coefficients were calculated to
test the reliability of the items in the study in
terms of internal consistency. The Cronbach
Alpha reliability analysis is an internal
consistency analysis suitable for use in Likert
type scales (Ercan & Kan, 2004:213) and it
determines whether the statements in the
measurement tool are consistent with each other.
The reliability coefficient manifests values
between O and 1, and the reliability increases as
these values get closer to 1 (Ural & Kilic, 2006).
Cronbach's Alpha coefficient for “the participants'

perceptions of the applicability of robot technology
in hotel businesses” was determined as 0.94, the
coefficient for “the participants' perceptions of the
applicability of robot technology in travel agencies
and tourism information centers” was 0.88, the
coefficient for “the coefficient of participants'
perceptions of the applicability of robot technology
in events” was 0.85, the coefficient for “the
participants' perceptions of the applicability of
robot technology in car rental services” was 0.85,
the coefficient for “the participants' perceptions of
the applicability of robot technology in
airlines/bus/train transportation” was 0.91, while
the Cronbach’s Alpha coefficient for “participants'
perceptions of the applicability of robot technology
at airports and other transportation stations” was
0.94, and the Cronbach's Alpha coefficient for “the
importance of technology-related innovations in
the tourism industry” scale was determined as
0.81.

4. Findings

The study sample consisted of 293 people. 56.7%
of the participants in the study were men and 68%
were between the ages of 18-30. 74.4% of the
participants had a bachelor's degree and 19.5%
had postgraduate education.

Table 1. Demographic and Professional Characteristics of the
Participants

Gender N %
Male 166 56.7
Female 127 43.3
Age

18-30 Age 199 68.0
31-40 Age 69 235
Age 41 and above 25 8.5
Occupation

Manager in tourism business 85 29.0
Tourism academician 35 11.9
Tourism student 173 59.0
Education Level

High school or less 8 2.7
2 year/associate degree 10 3.4
Bachelor 218 744
Postgraduate 57 19.5

Your Tourism Experience (Average
number of hotel stays per year?)

0 114 45.6
1-3 times 40 16.0
4-6 times 34 13.6
7 and above 62 24.8
Total 293 100

Source: It was created by the authors
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Table 2. Perceptions of Participants on the Applicability of Robotic Technology in Hotel Businesses

Dimensions / Items Mean S.D. Leve Cro. Item-
| Alpha Total
Corrl.
Applicability of Technology in Hotel Businesses in General 3.11 1.38 M 0.94 -
Reception 3.26 1.40 M 0.86 1.000
Check In Services 3.39 1.39 M 0.921
Check out Services 3.36 1.37 M 0.913
Guiding and escorting to the room 3.04 1.44 M 0.824
Housekeeping 3.53 1.23 H 0.92 1.000
Ironing services 3.66 1.17 H 0.861
Taking laundry orders (such as towels, sheets and ironing service) 3.58 1.25 H 0.914
In laundry services 3.56 1.20 H 0.910
Delivery of laundry orders (such as towels, sheets and ironing service) 3.51 1.24 H 0.842
In room cleaning 3.34 1.32 M 0.834
Restaurant 3.06 1.36 M 0.93 1.000
Cleaning the tables 3.45 1.30 H 0.653
Taking orders for room service 3.41 1.32 H 0.706
Providing information to the guests about the menu 3.22 1.36 M 0.767
Delivery of food and drinks in room service 3.11 1.35 M 0.826
Taking orders at the restaurant 311 1.37 M 0.850
Making/preparing drinks (coffee, tea, cocktail) in restaurant or bar 2.90 1.38 M 0.833
Serving/presenting drinks in a restaurant or bar 2.87 1.41 M 0.860
Escorting/guiding the guest to the table in the restaurant 2.85 1.34 M 0.833
Serving/presenting the food in the restaurant 2.84 1.43 M 0.874
Cooking/preparation 2.75 1.36 M 0.778
Additional Services 2.61 1.55 M 0.83 1.000
Giving very short (1-2 hours) training seminars to guests (Painting, landscape, 2.85 1.36 M 0.642
gastronomy, etc. over)
Entertaining guests 2.83 1.33 M 0.780
Massage services 2.62 2.79 M 0.674
Dancing with the guests 2.59 1.38 L 0.838
Playing games with guests 2.55 1.36 L 0.769
Hairdressing services 2.45 131 L 0.762
Babysitting 2.35 1.35 L 0.818

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20 high;4.21-5 very high.

Source: It was created by the authors

The study had three different target audiences.
29.0% were tourism business managers, 11.9%
were tourism academicians and 59.0% were
tourism students. 54.4% of the respondents had at
least one hotel accommodation experience.

The participants were asked questions about the
applicability of robot technology in an
accommodation business. When evaluated on a
departmental basis, the participants stated that
robot technology could be used mostly in the
housekeeping department (#: 3.53) and at the
reception (& 3.26). They indicated that robot
technology could be used in housekeeping, namely
"ironing services" (%:3.66) and "laundry orders"
(£:3.58) and "laundry services" (¥:3.56). In the
food and beverage department robot technology
could be used for “cleaning tables” (& 3.45) and
“room service ordering” (¥: 3.41), in reception for
“check-in” (x:3.39) and “check-out” (¥ 3.36)
services. Participants did not think that robots
could be used for additional services (x:2.61)
within the hotel.

Table 3. Perceptions of Tourism Managers, Academicians and
Students towards the Applicability of Robotic Technology in
Hotel Businesses

Categories / Profession N Mean S.D. Level
Groups

Reception 293 319 1.24 M
Tourism Students 173 347 111 H
Tourism Academicians 35 3.25 1.19 M
Tourism Managers 85 2.85 1.40 M
Housekeeping 293 353 1.08 H
Tourism Academicians 36 3.80 0.95 H
Tourism Students 173 3.66 0.98 H
Tourism Managers 85 3.15 1.23 M
Restaurant 293 3.00 1.06 M
Tourism Students 173 3.24 1.02 M
Tourism Academicians 36 3.11 1.02 M
Tourism Managers 85 2.65 1.16 M
Additional services 293 2.50 1.07 L
Tourism Students 173 2.80 1.18 M
Tourism Academicians 36 244 0.92 L
Tourism Managers 85 2.28 1.13 L

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors
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Table 4. Perceptions of Participants on the Applicability of Robotic Technology in Travel Agencies and Tourism Information
Centers

Dimentions / Items Mean S.D. S.L. Cro. Item-
Alpha Total
Corrl.

Travel Agencies / Tourism Information Center 3.23 1.36 M 0.88 1.000
Providing information regarding the questions of the guests (in the office) 3.34 1.29 M 0.835
Guiding museums and ruins 3.20 1.41 M 0.924
Guiding city tours (City Sightseeing Tours) 3.13 1.38 M 0.941

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20 high;4.21-5 very high.

Source: It was created by the authors

In Table 3, the evaluations of the participants
have been classified according to their
occupational groups. Tourism academics (x73.80)
and students (x73.66) stated that robot technology
could be used mostly in housekeeping, while
tourism students thought that robots could be
benefited from in reception (x:3.47) and the food
and beverage department (x:3.24).

The wusability of robot technology in travel
agencies / tourism information centers is asked in
Table 4. Participants stated that robots could
provide "information in the office" (x:3.23),
"guidance for museums and archeological sites"
(x:3.20) and city tours (x£:3.13).

Table 5. Perceptions of Tourism Managers, Academicians and
Students towards the Applicability of Robotics in Travel
Agencies and Tourism Information Centers

Categories / Profession N Mean S.D. Level
Groups

Travel Agencies / Tourism 293 335 1.23 M
Information Center

Tourism Students 173 347 1.19 H
Tourism Managers 85 3.34 1.22 M
Tourism Academicians 35 3.25 1.30 M

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

Table 5 displays the evaluations of the
participants according to occupational groups
which reveals that tourism students (¥:3.47),
tourism  managers (£:3.34) and tourism
academicians (¥:3.25) stated that robot technology
could be used in travel agencies / tourism
information centers.

Table 6. Perceptions of Participants on the Applicability of
Robotic Technology in Events

The participants are asked questions about the
use of robot technology in tourism activities in
Table 6. The participants stated that robot
technology could be used mostly in services such
as "informing about event programs" (x: 3.57) and
"guiding to seats" (¥:3.21).

Table 7. Perceptions of Tourism Managers, Academicians and
Students towards the Applicability of Robotic Technology in

Events
Categories / N Mean  S.D. Level
Profession Groups
Events 293 3.15 1.05 M
Tourism Students 173 3.30 1.09 M
Tourism Academicians 35 3.30 0.98 M
Tourism Managers 85 2.86 1.09 M

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

In Table 7, tourism students (#:3.30) and
academicians (¥:3.30) state that robots could be
used 1n tourism activities, while tourism
managers (¥:2.86) do not this feasible.

Table 8. Perceptions of Participants on the Applicability of
Robotic Technology in Car Rental Services

Dimentions / Items Mean S.D. S.L. Cro. Item-

Alpha  Total
Corrl.

Car Rental Services 3.21 135 M 0.85 1.000

In the cleaning of vehicles  3.54 128 H 0.740

Automatically going to the ~ 3.46 135 H 0.822

charging/petrol station

when the gas tank or

electricity charge limit

falls below a certain limit

Unlocking and using the 3.33 135 M 0.862

vehicle automatically with

the reservation code

received

In turnkey delivery service  3.11 140 M 0.798

of vehicles with robotic

vehicles

To drive a vehicle 2.59 141 M 0.765

Dimentions / Items Mean S.D. S.L. Cro. Item-

Alpha Total
Corrl.

Events 3.17 131 M 0.85 1.000

Providing information 3.57 1.20 H 0.704

about the event program

Guiding guests to their 3.21 1.33 M 0.872

seats

Providing show and 3.00 1.36 M 0.875

entertainment services to

guests

Serving food and beverage 291 1.36 M 0.873

during the event

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

The evaluation of robot technology in car rental
services is studied in Table 8. While the
participants stated that robots could be used in
car rental operations in general (¥:3.21), they
stated that robots could not be used for
chauffeuring services (¥:2.59).
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Table 9. Perceptions of Tourism Managers, Academicians and
Students towards the Applicability of Robotic Technology in
Car Rental Services

Table 11. Perceptions of Tourism Managers, Academicians and
Students towards the Applicability of Robotic Technology in
Airline/Bus/Train Transportation

Categories/ Profession N M. S.D. Level Categories/ Profession Groups N Mean S.D. Level
Groups Airlines/Bus/Train 293  3.08 0.99 M
Car Rental Services 293 322 1.04 M Transportation

Tourism Academicians 35 3.45 0.88 H Tourism Academicians 35 3.27 0.89 M
Tourism Students 173 331 1.08 M Tourism Students 173 317 0.96 M
Tourism Managers 85 291 1.16 M Tourism Managers 85 2.83 1.12 M

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

In Table 9, tourism academicians (x:3.45) and
students (x73.31) stated that robots could be used
in car rental services, while tourism managers
approached robot technology in this subject
negatively.

Table 10. Perceptions of Participants on the Applicability of
Robotic Technology in Airline/Bus/Train Transport

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

In Table 11, tourism academicians (x:3.27) and
students (x73.17) stated that robot technology
could be used in transportation services, while
tourism managers (x:2.83) did not agree.

Table 12. Participants' Perceptions of the Applicability of Robot
Technology at Airports and Other Transportation Stations

Dimentions / Items M S.D. S.L. Cro. Item-

Alpha  Total
Corrl.

Airlines/Bus/Train 308 138 M 0.91 1.000

Transportation

Cleaning services of 359 128 H 0.632

transportation vehicle

Providing information 358 129 H 0.746

about the tour/flight/road

route

Providing information 355 128 H 0.747

about the vehicle of

transport

Providing information on 353 130 H 0.746

travel, safety and security

procedures

Check-In Services (like 338 143 M 0.750

airports)

Serving food and beverage 306 140 M 0.664

during the travel

Guiding to the passenger 300 143 M 0.680

seat

Use of trains by robots 269 149 M 0.795

Use of marine vehicles by 255 144 L 0.777

robots (like Ships,

Cruisers)

Use of buses by robots 251 144 L 0.777

Use of airplanes by robots 250 142 L 0.719

Dimentions / Items Mean S.D. Cro. Item- Level

Alph.  Total
Corrl.

Airports & Other 3.82 118 094 1.000 H

Transport Stations

Providing information 3.89 1.13 0.931 H

about ticket prices

Provide information on 3.84 1.17 0.946 H

available passenger seats

for sale

Providing information 3.79 1.19 0.921 H

about the arrival and

departure of transport

vehicles

Providing information 3.76 1.23 0.899 H

on special legal
regulations and visa
formalities on travels

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

In Table 10, the participants stated that robot
technology could generally be wused in
transportation services in tourism (x:3.08). The
participants indicated that robot technology could
be used the most in subjects such as “cleaning”
(x:3.59), “information about road routes” (¥:3.58),
“information about the means of transportation”
(£:3.55) and “traveling, safety and security
procedures”. They stated that robot technology
can be used in the subjects of “providing
information” (¥: 3.53). The participants reacted
negatively to the use of transportation vehicles by
robots.

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

In Table 12, participants indicated that robot
technology could be benefited from to show “ticket
prices” (x73.89), “saleable available passenger
seats” (x73.84), “arrival and departure times of
transportation vehicles” (x' 3.79) and provide
information about “legal regulations and visa
formalities” (x73.76).

Table 13. Tourism Managers, Academicians and Students'
Perceptions of the Applicability of Robot Technology in
Airports and Other Transportation Stations

Category / Profession Groups N Mean S.D. Level

Airlines/Bus/Train Transport 293 3.89 0.99 H

Tourism Academicians 35 4.20 0.69 H
Tourism Students 173 3.83 1.07 H
Tourism Managers 85 3.64 1.22 H

Order Scale: 1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

In Table 13, tourism academicians (x74.20),
students (x'3.83) and tourism managers (x:3.64)
expressed a high level of positivity about using
robot technology in airports and other
transportation stations in general.
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Table 14. The Importance of Technology-Related Innovations
in the Tourism Industry

Items Mean S.D. Cro. Item- Level

Alpha Total

Corrl.

Tourism Industry 4.12 0.92 0.81 1.000 H
Transportation Sector 4.37 0.84 0.589 VH
Accomodation Sector 4.27 0.79 0.771 VH
Tour Operator and 4.24 0.81 0.724 VH
Travel Agency Sector
Tour Guiding Sector 4.00 0.97 0.777 H
Food & Beverage 3.96 1.00 0.757 H
Sector
Animation and 3.91 1.15 0.715 H

Entertainment Services
Sector

Order Scale:1-1.80 very low;1.81-2.60 low;2.61-3.40 moderate; 3.41-4.20
high;4.21-5 very high.
Source: It was created by the authors

Finally, in Table 14, the participants were asked
about the importance of using technology in the
sub-sectors of the tourism industry. In general,
participants (x°4,12) stated that the use of
technological innovations is important in all sub-
sectors.

5. Conclusion and Recommendations

The aim of the study was to determine the
applicability of robot technology and the
importance of technological innovations in the
tourism industry. Therefore, questions were asked
to this end in the study to determine the
applicability of robot technology in the sub-sectors
of the tourism industry and the importance of
technological innovations in the tourism industry.
The findings of the study also reveal the attitudes
and perceptions of managers, academicians and
students, who are the main dynamics of the
tourism industry, towards artificial intelligence
and robot applications.

In the future, the effectiveness of artificial
intelligence applications and robot technologies
will increase, they will penetrate many areas,
they will appear often in our living spaces and in
the business world and they will become a part of
our daily and business life (Atsiz, 2021; Kayike &
Bozkurt, 2018). The results of the study indicate
that technological innovations in the tourism
industry are very important especially in the
transportation, accommodation and tour operator
and travel agency sectors. In their study on
consumers' perceptions of technological
innovations in tourism, Kazandjieva and Filipova
(2018) stated that the majority of consumers
considered  technological innovations most
important in the transportation sector in the
tourism and travel industry. Ever since the 1950s,
developments in transportation technology in the
world have shortened distances and created more
comfortable and cost-effective transportation

models (Baykal, 2015). In addition, another
finding of Kazandjieva and Filipova (2018)
emphasizes the importance of technological
innovations in the tour operators and travel
agencies sector, and this is commensurate with
the results of the current study. Kayik¢i and
Bozkurt (2018) assert that robots, artificial
intelligence and automation in travel, tourism and
accommodation areas will cause great changes in
the sector. Airports, housekeeping activities, tour
operator and travel agency services, and hotel
receptions are considered to be the most suitable
areas for robot applications in tourism. In their
study, Ivanova and Webster (2019ab) stated that
robots can be utilized in service areas in the travel

and tourism industry such as providing
information, housekeeping activities and
processing reservations, payments and

documents. This shows that compared to humans,
robots can make fewer errors in the specified
service areas.

The findings of the current study show the
application areas that the tourism industry
perceives as the most suitable for robotization
from a managerial perspective. In fact, these
application areas are those that can be accepted
most quickly and easily by the tourism industry.
Robot technology can be implemented rapidly in
these acceptable service areas of the tourism
industry. Advances in robotics and artificial
intelligence, the increasing capabilities of robots,
and decreasing purchase and maintenance costs
will make robots an alternative to human labor in
the tourism industry (Ivanov, Webster, &
Berezina, 2017). Robots can provide functional
speed and convenience for businesses, provide
significant savings in costs and reduce human-
induced errors to zero in tourism, which is a labor-
intensive industry (Kozak, et al., 2008, p. 40). In
the tourism and travel industry, where
competition is intense, it is necessary to pursue
and apply these developments in robot technology.

Robotic technology has started to take its place
rapidly in the tourism and travel industry, and it
is therefore recommended that courses covering
the usage areas of robots and robotic software /
coding is added to the education curricula in
tourism education institutions in the coming
years. Furthermore, the effects on facility design
and financial profitability should be researched by
academics and transferred to the industry to
establish a suitable working environment for
robots. In fact, according to Touretzky (2010),
students should be encouraged to watch and
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participate in robot competitions (such as cocktail
competitions). Joint studies can be carried out by
cooperating with different disciplines from the
field of tourism, such as software and computer
engineering. Murphy et al. (2017) suggest that
educators should organize debates among
students in which areas and why robot technology
will be used in their lessons, organize essay
competitions, and conduct studies on how robots
will affect tourism and travel investments,
income, expenses and profits.
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Abstract

In the research, it is aimed to determine the applicability of robot technology and the importance of technological innovations in the tourism
industry. The populatin of the research consists of academicians, managers and students in the tourism industry. In the research, the "convenience
sampling" method was used, in which everyone who participated in the research could be included in the sample. While all statements regarding the
applicability of robot technology in the tourism industry are adapted from the work of Ivanov, et al., (2018), statements on the importance of
technological innovations in the tourism industry are adapted from the studies of Kazandjieva and Filipova (2018). The Cronbach Alpha test was
applied for the reliability of the scale, along with the frequency distributions, percentiles, mean values, standard deviations and correlation
coefficients from the descriptive statistics of the obtained data. In the research findings, it is accepted that airports, housekeeping activities, tour
operator and travel agency services and hotel receptions are the most applicable areas of robot technology in the tourism industry.
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