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Abstract
This study aimed to reveal how the perceived professional competence level of tourist guides affects the experiential values of tourists 
during the tour and their behavioral intentions after the tour. It has also been tried to determine whether an experiential value has 
a mediating effect between perceived professional competence and behavioral intention. For this purpose, a quantitative research 
approach was adopted in the research and a questionnaire technique was used to collect primary data. A survey was conducted on 
the domestic tourists who participated in the package tours accompanied by tourist guides for the South Eastern Anatolian Region 
and the Eastern Anatolian Region. As a result of the research, it was determined that the perceived professional competence of tourist 
guides has a positive effect on the experiential values and behavioral intentions of the tourists during the tour. In addition, it has been 
observed that the experiential value of the tourists as a result of the guidance service they receive within the scope of the package tour 
has a positive effect on their behavioral intentions. When the mediating effect of experiential value between professional competence 
and behavioral intention is examined, it has been determined that experiential value has a full mediator effect.
Keywords: Tourist Guide, Professional Competence, Experiential Value, Behavioral Intention.

Mesleki Yeterlilik, Deneyimsel Değer ve Davranışsal Niyet Arasındaki Etkileşimin İncelenmesi: Turist 
Rehberliği Hizmeti Alan Yerli Turistler Üzerine Bir Araştırma

Öz
Bu çalışmada turist rehberlerine ilişkin algılanan mesleki yeterlilik düzeyinin, turistlerin tur süresince edindikleri deneyimsel 
değerlerini ve tur sonrası davranışsal niyetlerini nasıl etkilediğinin ortaya çıkarılması amaçlanmaktadır. Ayrıca deneyimsel değerin, 
algılanan mesleki yeterlilik ile davranışsal niyet arasında aracılık etkisinin olup olmadığı da belirlenmeye çalışılmıştır. Bu amaç 
doğrultusunda, araştırmada nicel araştırma yaklaşımı benimsenmiş ve birincil veri toplamak amacıyla anket tekniği kullanılmıştır. 
Güney Doğu Anadolu Bölgesi ve Doğu Anadolu Bölgesi’ne yönelik turist rehberleri eşliğinde gerçekleştirilen paket turlara katılan 
yerli turistlere anket uygulaması gerçekleştirilmiştir. Araştırma sonucunda, turist rehberlerine ilişkin algılanan mesleki yeterliliğin, 
turistlerin tur süresince edindikleri deneyimsel değerleri ve davranışsal niyetleri üzerinde olumlu yönde bir etkisinin olduğu 
belirlenmiştir. Bunun yanı sıra turistlerin paket tur kapsamında almış oldukları rehberlik hizmeti sonucunda edindikleri deneyimsel 
değerin, davranışsal niyetleri üzerinde olumlu yönde bir etkisinin olduğu gözlenmiştir. Deneyimsel değerin mesleki yeterlilik ve 
davranışsal niyet arasındaki aracı etkisine bakıldığında ise deneyimsel değerin tam aracı etkisinin olduğu tespit edilmiştir.
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INTRODUCTION

Today tourism businesses, rather than offering 
distribution-centered products or services in order 
to maintain market power and gain a competitive 
advantage in an intensely competitive environment; 
desires to offer experience-based services that can meet 
the needs and expectations of their consumers, appeal 
to their emotions and have a place in their memories. 
(Deligöz & Ünal, 2017; Taşkıran & Kızılırmak, 2019). 
As postmodern tourists’ needs and demands have 
changed and their service quality expectations have 
increased, tourism companies have had to develop new 
services to meet these demands. Thus, in the tourism 
sector, the focus is on creating customer experiences 
rather than the functional features of touristic products 
and services and their benefits to tourists. Tourism 
enterprises aim to create value for their customers 
through the powerful and positive experiences they 
have designed. Because the value/experiential value 
obtained as a result of the experiences experienced can 
affect the future behavior and decision-making patterns 
of tourists (Atay & Çeti, 2018). Positive consumption 
experiences experienced by tourists have also been 
proven to have positive consequences, such as loyalty, 
satisfaction, and behavioral intentions.  (Oh, Fiore & 
Jeong, 2007; Hosany & Witham, 2009) These results 
reveal that consumption is necessary not only for the 
fulfillment of compulsory needs but also for providing 
spiritual and emotional satisfaction.

Creating value and experiential value for consumers 
in service businesses is directly proportional to the 
service quality to be offered. In other words, experience 
is required for quality service, and excellent service 
is required for a unique experience (Baştuğ, 2018).  
The quality of the products or services that tourism 
enterprises provide to their customers depends on 
the knowledge, skills, talents, equipment, and high-
performing employees of those enterprises. Especially 
in package tours prepared by travel agencies where 
experience-based services are preferred, the task of 
providing unique and unforgettable experiences to 
tourists is tourist guides’ responsibility. The professional 
competence of tourist guides involved in the 
implementation of package tours plays a crucial role in 
ensuring the competitive advantage of travel agencies. 
Because the performance of tourist guides is the most 
important variable that affects the success or failure of 
a tour (Wang, Hsieh & Huan, 2000) and distinguishes 
the tour operator or travel agency from its competitors 
(Bowie & Chang, 2005). Professional equipment, a 
high level of knowledge and skill of tourist guides, and 
positive attitudes and behaviors towards tourist groups; 
affect the success of the guide in the tour performance. 
Therefore, this can make important contributions to the 

development of positive behaviors such as providing 
a quality holiday experience, selling the next tour 
(Zhang & Chow, 2004), and ensuring that the tourist 
chooses the visited country again (Salazar, 2008).  In 
other words, tourist guides with high professional 
competence meet the expectations of tourists, provide 
input to their experiences, turn their ordinary travels 
into an exciting and attractive experience, and enable 
them to return to their homes with pleasant memories 
after their travels (Çapar, 2020). Thus, it is known that 
tourists who are satisfied with the service they receive 
and have positive experiences will recommend the 
destination or country to the people around them and 
will want to revisit the same destination or country 
(Büyükkuru & Aslan, 2016).  

CONCEPTUAL FRAMEWORK

Professional Competence

The concept of professional competence refers to 
the professional standards that show the characteristics 
that individuals must have in order to successfully 
carry out a profession (Turan, 2013) and the minimum 
knowledge and skills that they must provide (Caner, 
2008). It is crucial for individuals to have all the 
knowledge and abilities required by their field of 
work, in other words, to be able to reach the desired 
level of competence in their profession, to increase the 
efficiency of the profession and to ensure its continuity.  

In the tourism industry, where direct contact with 
customers is intense, qualified personnel is essential for 
customer satisfaction and loyalty, leading to business 
success, so it is critical to hire professionals with high 
qualifications and professional competencies. It is 
significant for both tourism businesses and the country 
that tourist guides, who are one of the key components 
of the services of tour operators and travel agencies, 
fulfill their duties successfully. Because tourist guides, 
who are promotional tools and volunteer ambassadors 
of their countries, can compensate for the insufficient 
promotional activities in the field of tourism and the 
negative images of the country with its active efforts; 
and can solve the problems that arise during the travel 
of tourists without reflecting them on them (Ünal, 
2015). The performance of tourist guides is the most 
important variable that affects the success or failure of 
a tour (Wang et al., 2000) and distinguishes the tour 
operator or travel agency from its competitors (Bowie 
& Chang, 2005). For this reason, tourist guides must be 
well-educated at a level to create the desired positive 
image and have received all the subtleties of their 
professional education.
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Experiential Value 

The value that consumers derive from an experience 
is expressed as experiential value (Yuan & Wu, 2008). 
The basis of experiential value concept is based on 
the concept of value determined by Holbrook & 
Hirschman (1982) (Okazaki, 2008; Park, Lim & Kim, 
2013). Holbrook (1994) defines experiential value as an 
interactive, relative experience of choice that expresses 
the value a subject obtains as a result of interaction 
with a product or service.

Tourism is an experience-intensive service (Çetin 
& Dinçer, 2014), and the final product of a touristic 
visit is the sum of the experiences gained (Goldsmith 
& Tsiotsou, 2012). Activities within the scope of 
the tourism sector, where different experiences are 
experienced at every moment, can easily take place in 
the memories of consumers (Konuk, 2014). Because for 
tourists, consumption is removed from being ordinary, 
and a value is added to the touristic experience. 
This creates an unusual environment and ambience 
perception for tourists (Güleç, 2016). Every individual 
working in the tourism sector, contributes to the sector 
doubtlessly. Among these, it is necessary to consider 
tourist guides as one of tourism employees, especially 
those who serve in package tours, which are important 
experiential products offered by the tourism industry, 
and provide suitable conditions and environments 
for tourists to have unique experiences (Çapar, 2020). 
Tourist guides contribute significantly to the provision 
of service quality within the scope of the tour experience, 
increasing the value of touristic products and services, 
and enriching holiday experiences (İşler & Güzel, 
2014).  Ap & Wong (2001) state that tourist guides have 
the ability to transform a tourist’s visit from a tour into 
an experience with their knowledge and interpretation 
of a destination’s attractions and culture, as well as their 
communication and service skills. After experiencing 
extraordinary events, Oh, Fiore & Jeoung (2007) state 
that tourists will feel relieved and temporarily get rid 
of their daily routines. The quality of service and the 
professional equipment of the guide have a substantial 
impact on the tourists’ experience at this point.  

Behavioral Intention

The concept of behavioral intention includes the 
behaviors that consumers exhibit or plan to do in the 
light of their thoughts about the product or service 
(Bezirgan, 2014) that emerge as feelings of satisfaction or 
dissatisfaction after their product or service experiences 
(Özdemir, 2020).  At this point, behavioral intentions 
are defined as an individual’s expected or planned 
behavior for the future (Huang, 2009); it appears as an 
output of the quality and satisfaction process (Kozak, 
Özel & Yüncü, 2014).  It is seen that there are similar 

thoughts in the literature that behavioral intentions are 
a useful variable for predicting the future behavior of 
consumers (Çamlıca, 2020). Because the stronger the 
intention of individuals’ engagement in a behavior, 
the higher the probability of the realization of their 
behavior will be (Baş, 2018).  

RESEARCH MODEL AND HYPOTHESES

According to Ap & Wong (2001), tourist 
guides’ knowledge, ability to interpret destination 
attractions and culture, ability to provide services, 
and communication skills affect and enrich tourists’ 
experiences from the tour. Tourist guides transfer the 
visits of tourists from tour to experience with their 
knowledge, narrative ability, and guidance services 
they offer (Zhang & Chow 2004). Lin, Lin & Chen 
(2017) found that the professional qualifications of 
tourist guides have a significant impact on service 
quality and tourist satisfaction in their studies and that 
the service quality of tourist guides has a positive effect 
on tourist satisfaction. In the light of this information, 
the H1 hypothesis below has been developed.

H1: The perception of tourists about the 
professional competence of the tourist guide has a 
positive effect on the experiential value they have 
acquired.

Tempkin (2012) states that there is a linear 
relationship between customer experience and 
behavioral intention, and customers who feel satisfied 
with the experiential value they get from the product 
they consume reveal repeat purchases and recommend 
the business to others.  It has also been proven in many 
studies that the positive consumption experiences 
of consumers have positive results such as loyalty, 
satisfaction, and behavioral intention  (Mathwick, 
Malhotra & Rigdon, 2001; Oh, Fiore & Jeong, 2007; 
Varshneya & Das, 2017). In the light of this information, 
the following H2 hypothesis has been developed

H2: The experiential value perceptions of tourists 
as a result of tourist guidance services have a positive 
effect on their behavioral intentions.

Tour guides’ performances, abilities, and skills 
during the tour affect tourists’ perceptions of the tour, 
and their positive evaluations affect their feelings of 
satisfaction. Thus, tourists are more likely to repurchase 
the tour and recommend it to people in their close 
circle (Reisinger  & Waryszak, 1994). The research 
results in the literature also support this information. 
In their study, Köroğlu & Merter (2012) state that travel 
agencies’ recruitment of the right tour guide affects 
customers in repurchasing tours from the agency. 
Hwang & Lee (2019), on the other hand, revealed 
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that the professional skills and professional attitudes of 
tourist guides have a positive effect on their relations 
with tourists, which in turn positively affects satisfaction 
with the guide service, tour satisfaction and word of 
mouth communication. In the light of this information, 
the following H3 hypothesis has been developed.   

H3: The perception of tourists about the 
professional competence of the tourist guide has a 
positive effect on their behavioral intentions.

It is seen in the literature that the basis of the positive 
behavioral intentions of tourists regarding package 
tours is based on the experiences and satisfaction of 
the tourist guides depending on their professional 
competence and performance. (Huang, Weiler & 
Assaker, 2014; Chan, Hsu & Baum, 2015; Hwang & 
Lee, 2019; Akgül, 2020). At this point, it is expected 
that experiential value may mediate the relationship 
between perceived professional competence and 
behavioral intention, and with this mediating effect, 
professional competence will have a stronger effect on 
behavioral intention. Because the tour experiences of 
tourists with professionally competent and equipped 
tourist guides are likely to increase customer loyalty by 
strengthening the development of positive behavioral 
intentions towards the tourist guide and travel agency. 
In the light of this information, the H4  hypothesis 
below has been developed.   

H4: Experiential value has a mediating effect 
on the relationship between perceived professional 
competence and behavioral intention.

The theoretical model of the research, which is 
intended to be measured within the  scope of the 

literature review and, the purpose and hypotheses of 
the research, are presented in  Figure 1.

METHOD 

Universe and Sample

The universe of the research consists of tourists 
participating in package tours accompanied by tourist 
guides in Turkey. However, since it is difficult to reach the 
whole universe, the sample group for the research is limited 
to domestic tourists who participate in package tours to 
the Southeastern Anatolia and Eastern Anatolia Regions. 
According to the Household Domestic Tourism Research 
data of the Turkish Statistical Institute, it was determined 
that 42 million 847 thousand people participated in 
domestic tourism activities in 2020 and 12 million 496 
thousand 123 domestic tourists traveled for sightseeing, 
entertainment, and vacation (Turkish Statistical Institute, 
2021). However, no statistical information could be 
obtained regarding the domestic tourists traveling with 
package tours to the Southeastern Anatolia Region and 
the Eastern Anatolia Region, which constitute the sample 
group of the research. For this reason, the sample size was 
calculated based on the unlimited universe calculation 
formulated for quantitative research, which is accepted in 
the literature, and it was calculated that the sample size 
should be at least 384 (Altunışık et al., 2012; Ural & Kılıç, 
2013). 550 questionnaires were distributed. In total, 506 
questionnaires were obtained during the research process.  

Data Collection Tools and Techniques

A quantitative research approach was adopted in the 
study and a questionnaire technique was used to collect 
primary data. A questionnaire form was developed 
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based on the theoretical information obtained as a 
result of the literature review. The questionnaire form 
used in the research consists of four parts. In the first 
part of the questionnaire, there is the Professional 
Competence scale, which was adapted from Huang, Hsu 
& Chan (2010), Professional Tourist Guide National 
Occupational Standard (2010), Trigger (2012), Lin, Lin 
& Chen (2017), Olcay et al. (2015), and Kara’s (2019) 
studies in order to determine the perceived professional 
competence levels of tourist guides. The professional 
competence scale consists of 19 statements and was 
measured under three dimensions: professional 
knowledge, professional skills and professional attitude 
and behavior. In the second part of the questionnaire, 
there is the Experiential Value scale, which was adapted 
from the works of Mathwick, Malhotra & Rigdon 
(2001), Oh, Fiore & Jeoung (2007), Choi (2015), Radder 
& Han (2015), Park (2012), Jin, Line & Goh (2013), 
Oral & Orphan (2014), Song et al. (2015), Orphan 
(2015), Tan (2017), and Kim & Stepchenkova (2018), 
in order to determine the experiential value created by 
the tourist guides after the professional competence 
they exhibited during the tour. The experiential value 
scale consists of 35 statements and was analyzed under 
six dimensions: aesthetics, entertainment, education, 
escape, service excellence, and return on investment 
for the customer. In the third part of the survey, there 
is the Behavioral Intention scale, which was adapted 
from the studies of Zeithaml, Berry & Parasuraman 
(1996), Fullerton (2003), Konencnick & Gartner 
(2007), and Şimşek & Demirbağ (2017) in order to 
determine how the experiential value created by the 
tourist guides after the professional competence they 
have performed during the tour affects their behavioral 
intentions. This behavioral intention scale consists of 
15 statements and was examined in four dimensions: 
repurchase intention, intention to pay more, intention 
to leave, and positive word-of-mouth communication 
intention. In the fourth part of the questionnaire, 
there are a total of 12 questions created to determine 
the socio-demographic characteristics of the tourists 
participating in the research. In order to determine the 
ethical suitability of the prepared questionnaire, “Ethics 
Committee Approval” was obtained at the meeting of 
Balikesir University Social and Human Sciences Ethics 
Committee dated 03.09.2020 and numbered 2020/8.

Data Collection Process

The questionnaire form was developed within the 
scope of the research; after the necessary arrangements 
were made in line with the expert opinions, a pilot 
application was conducted before the study was 
applied to the sample group. The preliminary test of 
the research was carried out with the participation of 
60 domestic tourists who participated in the package 

tours to the South East Anatolia Region from Istanbul 
in August 2020. The questionnaire forms were 
distributed to tourists at the end of the tour at the tour 
bus return points following the package tour, and data 
were collected via face-to-face interviews. The dataset 
obtained from the pilot application was subjected 
to reliability analysis. After the pilot application, the 
questionnaire form, whose reliability and validity 
values were determined to be within acceptable 
limits, was approved for implementation and data 
collection. For the final application of the research, 
the questionnaires were prepared in print and hand-
delivered to tourist groups at the return points of tour 
buses in three metropolitan cities (Istanbul, Izmir, and 
Ankara) in August–November 2020. 

During the analysis of the data, first of all, missing 
data, extreme values and extreme values in the 
data set were checked. The presence of outliers was 
determined by the Mahalanobis method, and multiple 
normality criteria were met. A Box-plot test was 
applied to 506 questionnaires, and 6 questionnaires, 
which were determined to be extreme values, were 
removed from the data set as a result of the analysis. 
The study continued with a total of 500 questionnaires. 
Afterwards, Reliability Analysis and Item Total Score 
Correlation were used to test the reliability of the scales 
used in the research, and Explanatory Factor Analysis 
(EFA) and Confirmatory Factor Analysis (CFA) were 
performed to test the construct validity. Finally, path 
analysis and mediation analysis were carried out in line 
with the established model.  

FINDINGS

Within the scope of the research, first of all, the 
socio-demographic characteristics of domestic tourists 
were examined. It was determined that 50.4% of the 
participants were female and 49.6% were male, which 
showed a balanced distribution. It was observed that 
the majority of the participants were between the ages 
of 21-40 with a rate of 39.4%, and the age range of 
25.2% was between the ages of 56–74. Considering the 
distribution by occupational groups, it was determined 
that the majority of them were private sector 
employees (29.2%) and students (25.2%). In addition, 
it was understood that almost half of the participants 
had not participated in a guided tour (45.4%) or a 
package tour (51%) before. The most important factors 
affecting their participation in package tours are the 
recommendation of friends/relatives (57%) and the 
information obtained from the internet (54.8%), and 
the most important factors affecting their participation 
in guided tours are getting accurate information about 
the places they visit (65.2%) and knowing Turkey’s 
historical and touristic values (58.2%). Finally, it was 
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observed that the duration of tours participated was 
mostly 1-3 days (57.8%) and 4-6 days (32.8%).

Validity and Reliability Analysis Results for 
Scales

As a result of the reliability analysis for the 
professional competence scale, Cronbach’s alpha value 
was calculated as 0.96. Kayış (2010) and İslamoğlu & 
Alnıçık (2014) state that scales with the Cronbach’s 
Alpha value of 0.80≤ α <1.00 are highly reliable scales. 
Within the framework of this information, it has been 
determined that the professional competence scale is 
highly reliable. The total arithmetic mean of the scale 
was determined as 3.89, and the standard deviation 
was determined as 0.735. It was determined that the 
average level of participation of the participants in the 
propositions on the scale varied between 4.16 and 3.68. 
In line with this result, it is seen that the perception 
levels of the participants regarding the professional 
competence of tourist guides are high ( =3.89). The 
Cronbach’s alpha value of the experiential value scale 
was calculated as 0.97. This result shows that the 
experiential value scale is highly reliable. The total 
arithmetic mean of the scale was calculated as 3.78, and 
the standard deviation was 0.714. It was determined 
that the level of participation of the participants 
in the propositions varied between 3.95 and 3.40. 
Accordingly, it is seen that the experiential value levels 
of the participants from the tour are high ( =3.78). The 
Cronbach’s alpha value of the behavioral intention scale 
was calculated as 0.95. The behavioral intention scale 
was also found to be a highly reliable scale. The total 
arithmetic mean of the scale was calculated as 3.41, and 
the standard deviation was 0.894. It was determined 
that the level of participation of the participants in the 
propositions varied between 3.84 and 2.57. When the 
average of the scale is examined, it is seen that the level 
of behavioral intentions of the participants towards the 
same travel agency is high ( =3.41) as a result of the 
experiential value they gained from the tour carried 
out with the tourist guide.  

Explanatory Factor Analysis

The Kaiser-Meyer-Olkin (KMO) and Bartlett 
sphericity tests were applied to the scales to analyze 
whether the sample size was suitable for factor analysis 
before EFA. The KMO value of the professional 
competence scale was determined to be 0.950 
(χ2=7187,623; df=136; p<0.05). After determining 
the suitability of the data obtained from the sample, 
exploratory factor analysis and rotated principal 
components analysis with Varimax methods were 
performed to ensure the construct validity of the scale 
and to determine the factor structure. In Varimax 
rotation, items with a factor load of 0.30 are generally 

processed as the lower limit of factor loads (Dede & 
Yaman, 2008). According to Akdağ (2022), if an item 
gives a high load value in both factors, the difference 
is checked. The difference between the two high load 
values should be at least 0.10. If the difference is less 
than 0.10, this item is an overlap item, so it is discarded. 
After the EFA, 2 items were removed from the 19-item 
scale because they were overlapping. It was observed 
that the factor loading values of the scale were higher 
than 0.50 (between 0.630 and 0.866). After item 
removal, a total of 17 statements were collected under 
the dimensions of Professional Attitude/Behavior, 
Professional Skill, and Professional Knowledge. The 
total variance explanation rate of the three dimensions 
that make up the vocational competence scale was 
determined as 72,863%. The total Cronbach’s alpha 
coefficient of the scale was 0.958; it was determined 
that the arithmetic mean was 3.8951 and the standard 
deviation was 0.72930. 

It was determined that the KMO value of the 
experiential value scale was 0.966 (χ2=11467,144; 
df=325; p<0.05). After the EFA, 9 items were removed 
from the 35-item scale because they were overlapping. 
It was observed that the factor loading values of the 
scale were higher than 0.50 (between 0.531 and 0.800). 
After item removal, a total of 26 statements were 
collected under the dimensions of Service Excellence-
Return on Investment for the Customer, Aesthetics-
Entertainment, Education, and Escape (4 dimensions).  
The total variance explanation rate of the 4 dimensions 
constituting the experiential value scale was calculated 
as 71,424%. It was determined that the Cronbach’s alpha 
coefficient of the scale was 0.969, the arithmetic mean 
was 3.7763, and the standard deviation was 0.74211. 

The KMO value of the behavioral intention scale 
was determined to be 0.929 (χ2=7871,705; df=91; 
p<0.05). After the EFA, 1 item was removed from 
the 15-item scale because it was overlapping. It was 
observed that the factor loading values of the scale 
were higher than 0.50 (between 0.677 and 0.899). After 
item removal, a total of 14 statements were collected 
under the dimensions of Positive Word of Mouth 
Communication Intention, Intention to Repurchase, 
Intention to Leave the Business and Intention to Pay 
More (4 dimensions). The total variance explanation 
rate of the 4 dimensions that make up the behavioral 
intention scale was determined as 86,986%. It was 
determined that the total Cronbach’s Alpha coefficient 
of the scale was 0.951, the arithmetic mean was 3.4316, 
and the standard deviation was 0.88807.

Confirmatory Factor Analysis

Confirmatory factor analysis was performed to test 
the factors that emerged as a result of the explanatory 
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factor analysis for the Vocational Competence, 
Experiential Value and Behavioral Intention scales used 
in the research to determine statistically how well they 
fit with the dimensions of the research model. There is 
no clear consensus on which fit indices should be used 
and reported when evaluating model effectiveness in 
confirmatory factor analysis (Hu & Bentler, 1999; 
Byrne, 2010). For this reason, it is recommended 
that researchers generally consider more than one fit 
index in model evaluation (Kline, 2011; Şekercioğlu & 
Güzeller, 2012). It was determined that the most used 
fit indices, which were found in the literature, were 
χ2/df, RMSEA, AGFI, GFI, CFI, NFI, TLI and SRMR. 
Perfect fit and acceptable value limits of commonly 
used fit values are presented in Table 1.

As a result of the CFA of the professional 
competence scale, it was determined that the 
“standardized regression coefficients” of the scale were 
between b=0.695 and b=0.937 and the items belonging 
to the scale dimensions (p<0.001) were statistically 
significant. Afterwards, first-level and second-level 
DFA model fit indices of the scale were examined, 
and it was determined that the RMSEA value was not 
within acceptable limits.  Consequently, the model over 
measurement errors was improved and new covariances 
were created for residuals with high covariance. As 
a result of this process, it was determined that the 
goodness of fit values were acceptable. According to 
the CFA results, it was determined that the structural 
equation model values of the scale were significant 
at the p=0.000 level and that the 17 items and 3 sub-
dimensions constituting the scale were related to the 
scale structure. In the dimensions of professional 
knowledge, professional skills and professional 
attitude and behavior that make up the scale of 
professional competence, AVE values are higher than 
the minimum value of 0.50 (professional knowledge: 
0.821; professional skill: 0.689; professional attitude 
and behavior: 0.617) and CR values are higher than 
the minimum value of 0.70 (professional knowledge: 

0.932; professional skill: 0.898; professional attitude 
and behavior: 0.941). In line with these values, it was 
determined that the variables were consistent with 
each other because the professional competence scale 
provided convergent validity and the (α) values were 
over 0.70 (professional knowledge: 0.929; professional 
skill: 0.898; professional attitude and behavior: 0.942). 
As a result of the second level CFA, it was determined 
that the validity and reliability values (AVE: 0.779; CR: 
0.913) of the vocational competence scale were at an 
acceptable level.

Following the CFA for the experiential value scale, 
it was determined that the standardized regression 
coefficients of the scale ranged between b=0.580 and 

b=0.876, with statistical significance for items that 
belong to scale dimensions (p<0,001). Afterwards, 
first-level and second-level DFA model fit indices 
of the scale were examined and it was determined 
that the RMSEA value was not within acceptable 
limits. Therefore, covariances were created between 
measurement errors. The goodness of fit values 
were determined to be acceptable after this process. 
According to the CFA results, it was determined that 
the structural equation model values of the scale 
were significant at the p=0.000 level and that the 26 
items and 4 sub dimensions forming the scale were 
related to the scale structure. The AVE values of the 
education, service excellence-return on investment 
to the customer, aesthetic entertainment and escape 
dimensions that make up the experiential value scale 
are higher than the minimum value of 0.50 (education: 
0.690; service excellence-return on investment to  
the customer: 0.659; aesthetic-entertainment: 0.607; 
escape: 0.620), and CR values are higher than the 
minimum value of 0.70 (education: 0.898; service 
excellence-return on investment to the  customer: 
0.958; aesthetic-entertainment: 0.901; escape: 0.867). 
In line with these values, it was determined that the 
variables were consistent with each other because 

𝜒𝜒 𝜒𝜒
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the experiential value scale provided convergent 
validity and the (α) values are over 0.70 (education: 
0.895; service excellence-return on investment for 
the customer: 0.959; aesthetics-entertainment: 0.896; 
escape: 0.863). As a result of the second level CFA, it 
was determined that the validity and reliability values 
(AVE: 0,775; CR: 0,932) of the experiential value scale 
were at an acceptable level.

The CFA of the behavioral intention scale showed 
that the standardized regression coefficients of the 
scale were between b=0.777 and b=0.958 and the items 
belonging to the scale dimensions (p<0.001) 

were statistically significant. Afterwards, first-level 
and second-level DFA model fit indices related to 
the scale were examined, and it was determined that 
χ2/df and RMSEA values were not within acceptable 
limits. Therefore, covariances were created between 
measurement errors. After this process, it was 
determined that the goodness of fit values were within 

acceptable limits. According to the CFA results, it was 
determined that the structural equation model values 
of the scale were significant at the p=0.000 level and 
that the 14 items and 4 sub-dimensions forming the 
scale were related to the scale structure. The AVE values 
of the positive word-of-mouth intention,  repurchase 
intention, intention to leave the business and intention 

to pay more dimensions that make up the behavioral 
intention scale are higher than the minimum value 
of 0.50 (positive word-of-mouth intention: 0.779; 
intention to repurchase: 0.868; intention to leave: 

0.814;  intention to pay more: 0.805), and CR values 
are higher than the minimum value of 0.70 (positive 
word-of-mouth intention: 0.946; repurchase intention: 
0.963; intention to leave the business:  0.929; intention 
to pay more: 0.892). In line with these values, it was 
determined that the variables were consistent with each 
other because the behavioral intention scale provided 
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convergent validity and the (α) values are over 0.70 
(positive word-of-mouth intention: 0.938; intention to 
repurchase: 0.964; intention to leave: 0.929; intention 
to pay more: 0.891). As a result of the second level 
CFA, the validity and reliability values of the behavioral 
intention scale (AVE: 0.644; CR: 0.875) were found to 
be at an acceptable level.  

Structural Equation Model Analysis Results

The measurement model values and goodness-of-
fit indices obtained as a result of the SEM analysis for 
Hypothesis 1 in the theoretical model are presented 
in Table 2. Professional competence has a statistically 
significant and positive impact on experiential value, 
based on the results obtained (β=0,973, p<0,01). Based 
on this result, the H1 hypothesis was supported.

The measurement model values and goodness-of-
fit indices obtained as a result of the SEM analysis for 
Hypothesis 2 are presented in Table 3. It was determined 
that the experiential value had a statistically significant 
and positive effect on behavioral intention (β=0,943, 
p<0,01). Based on this result, the H2 hypothesis was 
supported.

The measurement model values and goodness-of-
fit indices obtained as a result of the SEM analysis for 
Hypothesis 3 are presented in Table 4. It is seen that 
professional competence has a statistically significant 
and positive effect on behavioral intention (β=0,893, 
p<0,01). Based on this result, the H3 hypothesis was 
supported.

A structural equation model was used to analyze the 
mediating effect of experiential value on professional 
competence and behavioral intention (Hypothesis 4). 
Before examining the mediating role in the created 
model, it was examined whether the independent 
variable had an effect on the dependent variable. It has 

been determined that professional competence has a 
statistically significant and positive effect on behavioral 
intention (β=0. 893, p<0.01). While the effect of the 
independent variable on the dependent variable was 
significant, it was examined whether the experiential 
value had a mediating role in this effect. According to 
the results of the model, the fact that the “Bootstrap 

confidence interval test’s lower and upper limit values 
do not include 0” reveals that the experiential value 
has a mediating role in the model (0.766, 2.321). After 
determining that the experiential value has a mediating 
role, it was examined whether the direct effect was 
significant in order to determine the type of this 
mediating role. As a result of the analysis, it was seen 
that the direct effect was not significant when there was 
a mediator, and it was determined that the experiential 
value was the full mediator (β=-0.306, p=0,186). In this 
case, the H4 hypothesis was supported.

CONCLUSION AND DISCUSSION

In the light of the findings obtained in the research, 
it was concluded that the perception levels of the 
tourists regarding the professional competence of the 
tourist guides are high and they see the tourist guides 
as sufficient in terms of professional knowledge, skills, 
attitudes and behaviors. This is an indication that tourist 
guides provide quality service during the tour. It is seen 
that this result is in parallel with the results of some 
studies conducted in the literature and contradicts with 
others. Müküs (2009), conducted a study to determine 
the proficiency of the tourist guides, and found that 
the tourists found the performance levels of the tour 
guides quite adequate. Olcay et al. (2015), on the 
other hand, conducted a study on domestic tourists, 
and found that the performance levels (knowledge, 
equipment, character, and talent) of tourist guides are 
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below the expectations of tourists. In the research, it 
was concluded that the experiential value levels of the 
tourists obtained from the tour were at a high level. In 
this context, it can be stated that tourist guides increase 
the value of touristic products and services with 
the quality of service they provide within the scope 
of the tour and contribute to enriching the holiday 
experiences of tourists. In addition, it was determined 
with this research that the behavioral intention levels 
of the tourists were positive. At this point, it is thought 
that it is highly likely that domestic tourists who show 
positive behavioral intentions as a result of their tour 
experience will become loyal customers. 

In the study, it was determined that the tourists’ 
perceptions of the professional competence of the 
tourist guide had a positive effect on the experiential 
values they acquired during the tour. This result shows 
that the professional knowledge, skills, and professional 
attitudes and behaviors of tourist guides are reflected in 
their performances during the tour.  Therefore, it has 
been seen that the high performance and quality service 
that the tourist guides exhibit within the framework of 
their professional qualifications contributes to tourists 
having a rich experience during their travels and 
gaining value as a result of this experience. Similarly, 
Huang, Hsu & Chan (2010) found in their studies that 
the performance of tourist guides has a direct effect on 
the satisfaction of the tourist with the guidance service 
and an indirect effect on the satisfaction with the tour 
services and the tour experience. Büyükkuru & Aslan 
(2016) also concluded that the communication skills of 
tourist guides are effective for tourists’ tour experiences. 
In addition, in the study, it was determined that 
communication skills had a greater effect on the sub-
dimensions of tour experience, namely “learning” and 
“entertainment”, compared to “aesthetics” and “escape” 
experiences.

Another important result of the research is that 
the experiential value perceptions of the tourists as a 
result of the tourist guide service have a positive effect 
on their behavioral intentions. This result shows that 
the high performance of the tourist guides during the 
tour in line with their professional competence creates 
experiential value for the tourists, and this value ensures 
that the tourists have positive behavioral intentions. 
It is seen that this result is in parallel with the results 
of some studies in the literature. Chien (2016) states 
that destination attractiveness has a significant positive 
effect on experiential value and experiential value has 
a significant positive effect on revisit intention. Akgül 
(2020), on the other hand, found that the perceived 
value, flow experience, and behavioral intentions 
of the domestic tourists participating in the tour 
accompanied by a tourist guide affect each other, that 

the perceived values of the tourists’ experience and 
their flow experiences are shaped, and that they exhibit 
positive behavioral intentions towards the experience 
as a result of a happy/positive experience.  

As a result of the research, it was determined that 
tourists’ perceptions of the professional competence 
of the tourist guide have a positive effect on their 
behavioral intentions. In this context, it can be stated 
that tourist guides show high performance and provide 
quality service with their professional knowledge, skills, 
attitudes, and behaviors during the tour. Therefore, as 
the perceived professional competence levels of tourist 
guides increase, it is seen that tourists tend to show 
positive behavioral intentions. As a matter of fact, 
Hwang & Lee (2019) also found in their study that the 
professional skills and professional attitudes of tourist 
guides have a positive effect on their relations with 
tourists, which in turn positively affects satisfaction 
with the guide service, tour satisfaction, and word of-
mouth communication. Similarly, Usullu (2019) states 
that the perceived service quality of tourist guides has a 
positive effect on behavioral intentions, while Syakier & 
Hanafiah (2021) states that the performances of tourist 
guides and tourist satisfaction have a positive effect on 
behavioral intentions. It is clear from this context that 
the research results are similar.

When the mediating effect of experiential value 
between professional competence and behavioral 
intention is examined, it has been determined that 
experiential value has a full mediator effect. No study 
has been found in the literature on the mediating 
effect of experiential value between professional 
competence and behavioral intention. However, in 
the studies in the literature, it is seen that the basis of 
the positive behavioral intentions of tourists regarding 
package tours is based on the experiences they have 
lived and the feeling of satisfaction depending on the 
professional competence and performance of tourist 
guides (Huang, Weiler & Assaker, 2014; Chan, Hsu & 
Baum, 2015; Hwang & Lee, 2019). In this direction, it 
can be stated that the result obtained in the research 
supports the literature.

Theoretical Contribution of the Research

It is seen that the research provides an opportunity 
to determine the perceived professional competencies 
of tourist guides, to determine the value that tourists 
get from their experiences during the guidance service 
they receive, and to discover what their behavioral 
intentions will be for the future. In addition, no study 
has been found in the national and international 
literature that examines the perceived professional 
competence of tourist guides and deals with the 
experiential value and behavioral intention created by 
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this factor in tourists. In this regard, it is thought that 
the study will make a theoretical contribution to the 
field of tourist guidance. In addition, the professional 
competence and experiential value scales used in the 
research were prepared by adapting them to the field 
of tourist guidance. At this point, the study is also 
important in terms of the scales that have been brought 
to the literature.

Contribution of the Research to Practice

It is thought that revealing the perceived professional 
competencies of tourist guides will shed light on the 
tourist guides and the institutions that train the tourist 
guide candidates on the point of taking the necessary 
precautions by determining the current professional 
knowledge and skills of the tourist guides. In addition, 
revealing the perceived professional competencies of 
tourist guides and analyzing how this factor affects the 
experiential value and behavioral intention of tourists 
will guide travel agencies in determining the tourist 
guide selection criteria. The analysis of the relations 
in the research will contribute to the tourism sector, 
which wants to increase tourist satisfaction in terms 
of determining and preventing service disruptions in 
package tours.

Suggestions for Future Research

Researchers who want to conduct similar studies in 
the future can evaluate the professional competencies 
of tourist guides and the experiential value they 
create in their tours by considering the perceptions 
and expectations of travel agencies. In addition, it 
can be ensured that tourist guides evaluate their 
competencies in terms of professional equipment 
and experiential value creation, and at this point, 
deficiencies in educational institutions’ curricula can 
be determined. In addition, variables such as work 
stress and professional motivation and the variable of 
professional competence; the effects or relationships 
between variables such as customer satisfaction and 
customer loyalty and the experiential value variable 
can be examined.



592 Arzu Balıkoğlu - Nuray Tetik DinçTurizm Akademik Dergisi, 02 (2022) 581-595

REFERENCES

Akdağ, M. (2022). SPSS’de İstatistiksel Analizler. 
Retrieved from: https://avesis.inonu.edu.tr/mustafa.
akdag/dokumanlar (Access Date: 02.11.2022).
Akgül, O. (2020). Rehberli Turlarda Algılanan Değer, 
Akış Deneyimi ve Davranışsal Niyet İlişkisi: Çanakkale 
Savaşları Gelibolu Tarihi Alanı Örneği, Unpublished 
MA Thesis, Balıkesir University, Institute of Social 
Sciences, Balıkesir.
Altunışık, R., Coşkun, R., Bayraktaroğlu, S. & Yıldırım, 
E. (2012). Sosyal Bilimlerde Araştırma Yöntemleri 
-SPSS Uygulamalı (7th ed.), Sakarya Yayıncılık, 
Sakarya.
Ap, J. & Wong, K. K. F. (2001). Case Study on Tour 
Guiding: Professionalism, Issues and Problems, 
Tourism Management, 22, 551-563.
Atay, L. & Çeti, B. (2018). Temalı Otellerde Konaklayan 
Turistlerin Deneyimlerinin Belirlenmesi: Botel Örneği, 
Manas Sosyal Araştırmalar Dergisi, 7 (1), 555-572.
Baş, M. (2018). Algılanan Otel İmajının Davranışsal 
Niyetler Üzerine Etkisi: Marmaris’teki 5 Yıldızlı 
Otellerde Bir Araştırma, Unpublished MA Thesis, 
Muğla Sıtkı Koçman University, Institute of Social 
Sciences, Muğla.
Baştuğ, M. (2018). Deneyimsel Pazarlama ile Hizmet 
Kalitesi Arasındaki İlişki Üzerine Bir Araştırma, 
Nişantaşı Üniversitesi Sosyal Bilimler Dergisi, 6 (2), 
20-49.
Bezirgan, M. (2014). Destinasyon İmajı, Algılanan 
Değer, Aidiyet ve Davranışsal Niyetler Arasındaki 
İlişkilerin Belirlenmesi: Bir Araştırma, Unpublished 
PhD Thesis, Balıkesir University, Institute of Social 
Sciences, Balıkesir.
Bowie, D. & Chang, J. C. (2005). Tourist Satisfaction: 
A View from a Mixed International Guided Package 
Tour, Journal of Vacation Marketing, 11 (4), 303-322.
Büyükkuru, M. & Aslan, Z. (2016). Turist Rehberlerinin 
İletişim Becerilerinin Turistlerin Tur Deneyimi 
Üzerine Etkisi: Nevşehir İlinde Bir Araştırma, Mustafa 
Kemal Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 
13 (34), 338-354.
Byrne, B. M. (2010). Structural Equation Modeling 
with AMOS Basic Concepts, Applications and 
Programming (Multivariate Applications Series), 
Routledge, New York.
Caner, F. (2008). Hava Trafik Kontrolörlerinin Mesleki 
Yeterlilik Düzeyleri ve Hizmetiçi Eğitim İhtiyaçlarının 
Belirlenmesi, Unpublished MA Thesis, Hacettepe 
University, Institute of Social Sciences, Ankara.

Chan, A., Hsu, C. H. & Baum, T. (2015). The Impact of 
Tour Service Performance on Tourist Satisfaction and 
Behavioral Intentions: A Study of Chinese Tourists in 
Hong Kong, Journal of Travel & Tourism Marketing, 
32, 18-33.
Chien, M. C. (2016). An Empirical Study on the 
Effect of Attractiveness of Ecotourism Destination 
on Experiential Value and Revisit Intention, Applied 
Ecology and Environmental Research, 15 (2), 43-53.
Choi, S. (2015). Understanding Roles of Experiential 
Value and Perceived Switching Drivers on Travelers’ 
Loyalty: An Empirical Study of Third-Party Travel 
Websites, Unpublished PhD Thesis, Kansas State 
University, Manhattan, Kansas.
Civelek, M. (2018). Yapısal Eşitlik Modellemesi 
Metodolojisi, Beta, İstanbul.
Çamlıca, Ç. (2020). Turistlerin Yiyeceklerin Kalitesine 
İlişkin Algılarının Tatmine ve Tatminin Davranışsal 
Niyete Etkisi: Nevşehir Örneği, Unpublished MA 
Thesis, Nevşehir Hacı Bektaş Veli University, Institute 
of Social Sciences, Nevşehir.
Çapar, G. (2020). Turist Rehberlerinin Yorumlama 
Performansının Hatırlanır Tur Deneyimi ve Davranışsal 
Niyetlere Etkisi: Yerli Turistler Üzerine Bir Araştırma, 
Unpublished PhD Thesis, Mersin University, Institute 
of Social Sciences, Mersin.
Çetin, G. & Dinçer, F. İ. (2014). Influence of Customer 
Experience on Loyalty and Word-of-Mouth in 
Hospitality Operations, Anatolia-An International 
Journal of Tourism and Hospitality Research, 25 (2), 
181-194.
Dede, Y. & Yaman, S. (2008). Fen Öğrenmeye Yönelik 
Motivasyon Ölçeği: Geçerlik ve Güvenirlik Çalışması. 
Necatibey Eğitim Fakültesi Elektronik Fen ve Matematik 
Eğitimi Dergisi, 1 (2), 19-37.
Deligöz, K. & Ünal, S. (2017). Deneyimsel Pazarlama 
Uygulamalarının Marka Tercihi Üzerindeki Etkisini 
Belirlemeye Yönelik Bir Araştırma (Kahve Dünyası 
ve Starbucks Örneği), Atatürk Üniversitesi İktisadi ve 
İdari Bilimler Dergisi, 31 (1), 135-156. 
Fullerton, G. (2003). When Does Commitment Lead to 
Loyalty?. Journal of Service Research, 5 (4), S. 333-344.
Goldsmith, R. E. & Tsiotsou, R. H. (2012). Introduction 
to Experiential Marketing, R. H. Tsiotsou and R. E 
Goldsmith (Ed.) In Strategic Marketing in Tourism 
Services (pp. 207-214), Emerald Group Publishing 
Limited, UK.
Güleç, E. (2016). Kullanım ve Doyumlar Yaklaşımının 
Sosyal Medya Kullanım Niyeti ve Turistik Deneyim 
Üzerindeki Etkisinin Belirlenmesi, Unpublished MA 
Thesis, Balıkesir University, Institute of Social Sciences, 
Balıkesir.



593Examination of the Relationship Between Professional Competence, Experiential Value and Behavioral Intention: A Research on...

Holbrook, M. B. & Hirschman, E. C. (1982). The 
Experiential Aspects of Consumption: Consumer 
Fantasies, Feelings, and Fun, Journal of Consumer 
Research, 9, 132-140.
Holbrook, M. B. (1994). The Nature of Customer 
Value: An Axiology of Services in the Consumption 
Experience, R. T. Rust and R. L. Oliver (Ed.). In Service 
Quality: New Directions in Theory and Practice (pp. 
21-71), CAL Sage, Thousand Oaks, CA.
Hosany, S. & Witham, M. (2009). Dimensions of 
Cruisers’ Experiences, Satisfaction and Intention to 
Recommend, Journal of Travel Research, 49 (3), 351-
364.
Hu, L. T. & Bentler, P. M. (1999). Cutoff Criteria for Fit 
Indexes in Covariance Structure Analysis: Conventional 
Criteria Versus New Alternatives, Structural Equation 
Modeling: A Multidisciplinary Journal, 6 (1), 1-55.
Huang, S., Hsu, C. H. & Chan, A. (2010). Tour Guide 
Performance and Tourist Satisfaction: A Study of the 
Package Tours in Shanghai, Journal of Hospitality & 
Tourism Research, 34 (1), 3-33.
Huang, S., Weiler, B. & Assaker, G. (2014). Effects of 
Interpretive Guiding Outcomes on Tourist Satisfaction 
and Behavioral Intention, Journal of Travel Research, 54 
(3), 344-358.
Huang, Y. C. (2009). Examining the Antecedents 
of Behavioral Intentions in a Tourism Context, 
Unpublished PhD Thesis. Texas A&M University, 
Recreation, Park and Tourism Sciences, Texas.
Hwang, J. & Lee, J. (2019). Relationships among Senior 
Tourists’ Perceptions of Tour Guides’ Professional 
Competencies, Rapport, Satisfaction with the Guide 
Service, Tour Satisfaction and Word of Mouth, Journal 
of Travel Research, 58 (8), 1331-1346.
İslamoğlu, A. H. & Alnıaçık, Ü. (2014). Sosyal Bilimlerde 
Araştırma Yöntemleri, Beta Yayınevi, İstanbul.
İşler, D. B. & Güzel, F. Ö. (2014). Tur Yönetiminde 
Profesyonel Turist Rehberlerinin Deneyimsel Rolü: 
Alman Turistlerin Kültür Turu Satın Alma Davranışına 
Yönelik Bir Değerlendirme, Süleyman Demirel 
Üniversitesi İktisadi ve İdari Bilimler Fakültesi Dergisi, 
19 (1), 125-138.
Jin, N. P., Line, N. D. & Goh, B. (2013). Experiential 
Value, Relationship Quality, and Customer Loyalty 
in Full-Service Restaurants: The Moderating Role 
of Gender, Journal of Hospitality Marketing & 
Management, 22 (7), 679-700.
Kara, S. (2019). Profesyonel Turist Rehberlerinin 
Davranış ve Mesleki Yeterliliklerinin Tur Kalitesine 
Etkisi, Unpublished MA Thesis, Süleyman Demirel 
University, Institute of Social Sciences, Isparta.

Kayış, A. (2010). Güvenilirlik Analizi (Reliability 
Analysis). Ş. Kalaycı (Ed.). In SPSS Uygulamalı Çok 
Değişkenli İstatistik Teknikleri (pp. 404-419), (5th ed.). 
Asil Yayın, Ankara.
Kim, M. S. & Stepchenkova, S. (2018). Examining 
the Impact of Experiential Value on Emotions, Self-
Connective Attachment and Brand Loyalty in Korean 
Family Restaurants, Journal of Quality Assurance in 
Hospitality & Tourism, 19 (3), 298-321.
Kline, R. B. (2011). Principles and Practice of Structural 
Equation Modeling, The Guilford Press, New York.
Konencnik, M. & Gartner, W. (2007). Customer-Based 
Brand Equity for a Destination. Annals of Tourism 
Research, 34 (2), 400-421.
Konuk, G. (2014). Deneyimsel Pazarlama, G. Yüksek 
(Ed.), Detay Yayıncılık, Ankara.
Kozak, N., Özel, Ç. H. & Yüncü, D. K. (2014). Hizmet 
Pazarlaması (2th ed.), Detay Yayıncılık, Ankara.
Köroğlu, Ö. & Merter, B. (2012). Seyahat Acentelerinin 
Turist Rehberlerini Seçme ve İşe Alma Sürecindeki 
Eğilimlerini Belirlemeye Yönelik Bir Araştırma, 
Mustafa Kemal Üniversitesi Sosyal Bilimler Enstitüsü 
Dergisi, 20 (9), 213-238.
Lin, Y. C., Lin, M. L. & Chen, Y. C. (2017). How 
Tour Guides’ Professional Competencies Influence 
on Service Quality of Tour Guiding and Tourist 
Satisfaction: An Exploratory Research, International 
Journal of Human Resource Studies, 7 (1), 1-19.
Mankin, B., Gürkan, G. Ç. & Çetin, O. (2019). 
Duygusal Emek ve İçsel Motivasyonun Çalışanın 
Yaratıcılığı Üzerindeki Etkisi: Bankacılık Sektöründe 
Bir Araştırma. Girişimcilik ve İnovasyon Yönetim 
Dergisi, 8 (2), 126-156.
Mathwick, C., Malhotra, N. & Rigdon, E. (2001). 
Experiential Value: Conceptualization, Measurement 
and Application in the Catalog and Internet Shopping 
Environment, Journal of Retailing, 77 (1), 39-56.
Meydan, C. H. ve Şeşen, H. (2015). Yapısal Eşitlik 
Modellemesi AMOS Uygulamaları, Detay Yayıncılık, 
Ankara.
Müküs, C. (2009). Doğu Anadolu Bölgesi’nde 
Çalışan Turist Rehberlerinin Yeterliliği ve Turist 
Memnuniyetinin Analizi, Unpublished MA Thesis, 
Van Yüzüncü Yıl University, Institute of Social Sciences, 
Van.
Oh, H., Fiore, A. M. & Jeoung, M. (2007). Measuring 
Experience Economy Concepts: Tourism Applications, 
Journal of Travel Research, 46, 119-132.
Okazaki, S. (2008). Exploring Experiential Value in 
Online Mobile Gaming Adoption, Cyberpsychology & 
Behavior, 11 (5), 619-622.



594 Arzu Balıkoğlu - Nuray Tetik DinçTurizm Akademik Dergisi, 02 (2022) 581-595

Olcay, A., Bozgeyik, Y., Akköz, H. & Sürme, M. (2015). 
Profesyonel Turist Rehberlerinin Performanslarının 
Yerli Turistler Tarafından Değerlendirilmesi, İşletme 
Araştırmaları Dergisi, 7 (2), 349-374.
Oral, S. & Yetim, A. Ç. (2014). Deneyimsel Değer, 
Tüketici Tatmini ve Tüketici Sadakati Arasındaki 
İlişkinin Belirlenmesine Yönelik Bir Araştırma, Dokuz 
Eylül Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 16 
(3), 469-497.
Özdemir, M. A. (2020). Kültür Turizminde Aktivite 
Seçimi, Destinasyon İmajı ve Kişiliğinin Davranışsal 
Niyet Üzerindeki Etkisi: İstanbul’a Gelen Yabancı 
Turistler Üzerinde Bir Araştırma, Unpublished PhD 
Thesis, İstanbul University, Institute of Social Sciences, 
İstanbul.
Park, H., Lim, H. & Kim, Y. K. (2013). Experiential 
Value: Application to Innovative Consumer Technology 
Products, Journal of Customer Behaviour, 12 (1), 7-24.
Park, S. R. (2012). The Role of Interactivity in 
Internet Business on Customer Experiential Values 
and Behavioral Intentions, Unpublished PhD Thesis, 
Nebraska: University of Nebraska, Lincoln.
Profesyonel Turist Rehberi Ulusal Meslek Standardı 
(2010). Profesyonel Turist Rehberi Mesleğinin 
Ulusal Standardı Belirlendi. Retrieved from: https://
www.myk.gov.tr/index. php/tr/haberler/34-meslek-
standartlar-dairesi-bakanl/596-profesyonel-turist-
rehberi-mesleinin-ulusal-standard-belirlendi. (Access 
Date: 20.05.2021).
Reisinger, Y. & Waryszak, R. (1994). Japanese 
Tourists’ Perceptions of Their Tour Guides: Australian 
Experience, Journal of Vacation Marketing, 1 (1), 28-
40.
Salazar, N. B. (2008). Envisioning Eden: A Glocal 
Ethnogrphy of Tour Guiding. Unpublished PhD 
Thesis, University of Pennsylvania Department of 
Anthropology, USA.
Schermelleh-Engel K., Moosbrugger H. & Müller, 
H. (2003). Evaluating the Fit of Structural Equation 
Models: Tests of Significance and Descriptive 
Goodness-of-Fit Measures, MPR-Online, 8, 23-74.
Song, H. J., Lee, C. K., Park, J. A., Hwang, Y. H. & 
Reisinger, Y. (2015). The Influence of Tourist Experience 
on Perceived Value and Satisfaction with Temple Stays: 
The Experience Economy Theory, Journal of Travel & 
Tourism Marketing, 32 (4), 401-415.
Syakier, W. A. & Hanafiah, M. H. (2021). Tour Guide 
Performances, Tourist Satisfaction and Behavioural 
Intentions: A Study on Tours in Kuala Lumpur City 
Centre, Journal of Quality Assurance in Hospitality & 
Tourism, 1-18.

Şekercioğlu, G. & Güzeller, C. O. (2012). Ergenler 
için Benlik Algısı Profilinin Faktör Yapısının Yeniden 
Değerlendirilmesi, Bilig, 60, 215-236.
Şimşek, K. & Demirbağ, O. (2017). Modeling Service 
Quality, Customer Satisfaction and Behavioral 
Intentions in Airline Industry: A SEM Approach, The 
Journal of International Scientific Researches, 2 (6), 11-
29.
Tan, W. K. (2017). Repeat Visitation: A Study from the 
Perspective of Leisure Constraint, Tourist Experience, 
Destination Images, and Experiential Familiarity, 
Journal of Destination Marketing & Management, 6 
(3), 233-242.
Taşkıran, Ö. & Kızılırmak, İ. (2019). Deneyimsel 
Pazarlama Kapsamında Sanal Turların Müze 
Ziyaretlerine Etkisi: Panorama 1453 Örneği, 
Uygulamalı Sosyal Bilimler Dergisi, 3 (1), 1-19.
Tetik, N. (2012). Turist Rehberlerinin Ekoturizm 
Alanındaki Yeterlilikleri: Doğu Karadeniz Örneği, 
Unpublished PhD Thesis, Balıkesir University, Institute 
of Social Sciences, Balıkesir.
Turan, İ. (2013). Din Görevlilerinin Mesleki 
Yeterlilikleri, Dinbilimleri Akademik Araştırma 
Dergisi, 13 (1), 47-73.
Türkiye İstatistik Kurumu, (2021). Hanehalkı Yurtiçi 
Turizm Araştırması. Retrieved from: https://data.tuik.
gov.tr/Kategori/GetKategori?p=Egitim,-Kultur,-Spor-
ve-Turizm-105 (Access Date: 15.06.2021).
Ural, A. & Kılıç, İ. (2013). Bilimsel Araştırma Süreci 
ve SPSS ile Veri Analizi (4th ed.), Detay Yayıncılık, 
Ankara.
Usullu, Ö. (2019). Turist Rehberlerine Yönelik 
Algılanan Hizmet Kalitesinin Davranışsal Niyetlere 
Etkisi: Çanakkale Örneği, Unpublished MA Thesis, 
Çanakkale Onsekiz Mart University, Institute of Social 
Sciences, Çanakkale.
Ünal, C. (2015). Profesyonel Turist Rehberlerinin 
Mesleki Yeterliliklerinin Turistlerin Destinasyon 
İmaj Algısı ve Genel Memnuniyeti Üzerine Etkisi 
(Alman Turistlere Yönelik Antalya Şehir Turunda 
Bir Uygulama), Unpublished MA Thesis, Akdeniz 
University, Institute of Social Sciences, Antalya.
Varshneya, G. & Das, G. (2017). Experiential Value: 
Multi-Item Scale Development and Validation, Journal 
of Retailing and Consumer Services, 34, 48-57.
Wang, K. C., Hsieh, A. T. & Huan, T. C. (2000). 
Critical Service Features in Group Package Tour: An 
Exploratory Research, Tourism Management, 21 (2), 
177-189.
Yetim, A. Ç. (2015). Kongre Etkinliklerinin Deneyimsel 
Değeri Üzerine Bir Araştırma, Seyahat ve Otel 
İşletmeciliği Dergisi, 12 (2), 57-72.



595Examination of the Relationship Between Professional Competence, Experiential Value and Behavioral Intention: A Research on...

Yuan, Y. H. E. & Wu, C. K. (2008). Relationships 
Among Experiential Marketing, Experiential Value, 
and Customer Satisfaction, Journal of Hospitality & 
Tourism Research, 32 (3), 387-410.
Zeithaml, V. A., Berry, L. L. & Parasuraman, A. (1996). 
The Behavioral Consequences of Service Quality, 
Journal of Marketing, 60, 31-46.
Zhang, H. Q. & Chow, I. (2004). Application of 
Importance-Performance Model in Tour Guides’ 
Performance: Evidence from Mainland Chinese 
Outbound Visitors in Hong Kong, Tourism 
Management, 25, 81-91.

Support Information: This study is supported 
by the Scientific Research Projects Coordination of 
Balıkesir University with the project numbered BAP 
2018/031.

Conflict of Interest: There is no conflict of interest 
or gain in this study. 

Ethical Approval: The authors declare that ethical 
rules are followed in all conduction processes of this 
study. In case of determination of a contrary situation, 
the Tourism Academic Journal has no responsibility 
and all responsibility belongs to the article authors. 

Consent Form: All parties are involved in the study 
with their own consent. 

Ethics Committee Approval: For this study, “Ethics 
Committee Approval” was obtained at the meeting 
dated 03.09.2020 and numbered 2020/8 of the Social 
and Human Sciences Ethics Commission of Balıkesir 
University.

Contribution Rate of Researchers: 1st author 
contribution rate: 50% 2nd author contribution rate: 
50%.



596 Arzu Balıkoğlu - Nuray Tetik DinçTurizm Akademik Dergisi, 02 (2022) 581-595


