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ABSTRACT 
 
This study investigates the effects of memorable tourism experiences on behavioral intention 
in heritage tourism. These experiences are expected to affect their tourism-related decisions 
considerably. To acquire comprehensive information, both qualitative and quantitative data 
collection methods were employed. It was designed in two phases. In addition to collecting 
574 questionnaires in Phase 1, 17 in-depth interviews were conducted in Phase 2 using a 
mixed-methods approach. Quantitative findings revealed that knowledge, refreshment, 
hedonism, and meaningfulness had a substantial impact on behavioral intentions. Qualitative 
findings provided support for knowledge and hedonism. The latter also demonstrated that 
guided tours in Troy influence tourist experiences and future decisions. These findings are 
expected to enable practitioners to better comprehend the effects of MTEs on tourists’ 
behavioral intentions in heritage tourism. Future research could explore relationships 
between memorable experiences and attributes such as satisfaction or motivation, and 
compare data from domestic and international visitors. 
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INTRODUCTION 
Experiences are the essence of travel, and tourism is all about generating them (Cohen, 1979). For 
tourism businesses to thrive and gain a competitive advantage, they are expected to offer 
experiences that leave a lasting impression on visitors and encourage them to return (Kim, 2014). 
Travelers consider memorable experiences the ultimate kind of experience (Tung & Ritchie, 
2011). Culture and heritage, on the other hand, enhance visitors' experiences and are essential to 
preserving the industry's sustainability. Therefore, the impact of cultural heritage on tourists' 
experiences is worth exploring and requires a deeper understanding of tourists' experiences and 
behavioral intentions at cultural heritage sites (Wu & Li, 2017). 

 
‡ A different version of this research was orally presented at the International Tourism, Culture and Economy Congress (ITEC'24). 
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Tourists base their travel decisions on memorable past experiences (Kerstetter & Cho, 2004). A 
memorable tourism experience (MTE) is remembered after the event and affects behavioral 
intentions (Ali et al., 2016; Coundounaris & Sthapit, 2017; Vada et al., 2022). Most studies confirm 
that tourists with remarkable experiences are more likely to return and recommend (Bhandari et 
al., 2024). Despite growing research on MTEs, more studies are needed as tourism experiences 
vary by destination, activities, background, and culture (Sthapit & Coudounaris, 2018; Hosseini et 
al., 2023). For example, Nguyen et al. (2024) noted that perceptions of heritage sites have not been 
sufficiently examined qualitatively, and that the impact of MTE components on heritage visitors’ 
behavior is understudied (Rasoolimanesh et al., 2022). 
This research investigates the influence of MTEs on behavioral intentions at heritage sites, using 
a sample from Troy, a World Heritage Site visited by 584.877 tourists in 2019 (Çanakkale KTB, 
2024). Despite the mythological significance of Troy in Western literature, its visitor attributes 
have been under-researched so far. Therefore, this is believed to be pioneering research to 
investigate the impact of MTEs on behavioral intentions at heritage sites such as Troy using mixed 
methods. It assesses the relationship between visitor experience and behavioral intentions, with 
remarkable theoretical and practical implications for tourism (Sihombing et al., 2024). Given the 
lack of a theoretical approach to MTEs (Anaya & Lehto, 2023), this study seeks to provide insights 
into MTEs and help establish a theoretical basis. This research has also been designed in line with 
calls for more research on MTEs (Lee, 2015; Akkuş, 2017; Demir & Demirel, 2019; Demir, 2019; 
Seyfi et al., 2020; Arslan & Şimşek, 2021; Rasoolimanesh et al., 2022). The results are expected to 
enable tourism practitioners to better comprehend the role of MTEs in shaping tourists’ 
behavioral intentions in heritage tourism. The practical findings are expected to provide an 
actionable perspective for improving service quality and visitor satisfaction more sustainably. 
Drawing upon the existing literature, the research question was formed as follows: ‘How 
memorable tourism experiences of visitors in Troy affect their behavioral intentions?’ 
 
LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 
 
Memorable Tourism Experience (MTES) At Heritage Sites 
Tourist experiences are central in tourism literature (Hosseini et al., 2023), with definitions 
highlighting their importance for development and satisfaction. Larsen (2007:15) describes a 
tourist experience as a past travel event that becomes part of long-term memory. Positive 
experiences follow tourism activities (Kim et al., 2012). Hosseini et al. (2023) add that not all 
experiences are memorable; those that stand out are vividly retained and more easily retrieved. 
Memorable experiences enhance tourist value and influence future travel decisions (Morgan & Xu, 
2009). People tend to revisit destinations where they previously enjoyed themselves or spoke 
positively about their holidays, based on their assessments of those experiences. Understanding 
how tourists perceive and evaluate touristic products is vital for destination competitiveness and 
tourism sustainability (Demir & Demirel, 2019). Research on MTEs spans various settings, 
including smart destinations (Shin et al., 2023), hiking (Wang et al., 2024), wildlife (Sthapit et al., 
2024), children (Xiong et al., 2025), rural tourism (Soleymani et al., 2025), coffee tourism (Chen 
et al., 2021), astrotourism (Rodrigues et al., 2023), wine tourism (Santos et al., 2019), senior 
tourists (Huang et al., 2024), and culture/heritage tourism (Jian et al., 2023). 
 
Cultural heritage reflects societies and offers tourists activities (Zhang et al., 2018). Since culture 
influences tourists’ experiences, it is vital for cultural destinations to understand how to create 
memorable experiences (Chen & Rahman, 2018). Chandralal et al. (2015) found that life and 
culture are common themes linked to MTES. Kim (2014) identified culture as one of ten 
destination features aiding in MTEs. Zare (2019) noted that aspects such as togetherness, 
independence, spontaneity, flexibility, and distinctiveness enhance travelers' experiences. The 
MTE scale by Kim et al. (2012), based on a small sample, lacks generalizability and requires 
broader tourism contexts and larger samples (Hosseini, 2023). 
The scale of Kim et al. (2012) could be interpreted in light of Pine and Gilmore’s (1999) four realms 
of a memorable experience: entertainment, educational, esthetic, and escapist. Entertainment and 
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education correspond to MTE dimensions such as hedonism, novelty, and learning, which reflect 
joy and information gaining during the visit. The aesthetic appeal resonates with local culture and 
significance, reflecting tourists’ satisfaction with the atmosphere, authenticity, and the 
importance of the place. Lastly, escapist is associated with refreshment and involvement, as these 
signify immersion, renewal, and active engagement. For example, Kastuti and Sugiarto (2025) 
discussed escapism under the subheading refreshment, illustrating the theoretical proximity 
between the two dimensions. 
 
Memorable Tourism Experiences and Behavioral Intention 
Hypotheses were based on the MTEs scale factors by Kim et al. (2012). Hedonism involves seeking 
pleasure (Mannell & Kleiber, 1997), a pleasant emotion that may affect the vividness of MTEs (Wei 
et al., 2019). Sthapit and Coudounaris (2018) noted that hedonistic visitor recollections might 
relate more to the attraction than to actual experiences, and thus require more evidence. 
Conversely, Tiwari et al. (2022) argue that hedonic factors play a key role in creating MTES and 
revisits. Ryu et al. (2010) found hedonic values influence behavioral intentions, suggesting 
hedonic memories can impact future decisions. Based on this, the following hypothesis is 
proposed.  
 
H1: Hedonism positively impacts behavioral intentions.  
 
‘Novel pleasure travel, which involves an altered routine and the experiencing of different things, 
people, and environments, may move an individual back toward the desired level of arousal’ (Lee 
& Crompton, 1992, p. 734). This interpretation closely resembles Mitas and Bastiaansen’s one 
(2018: 99): “The sense that one is experiencing something new, and the sense that one is 
experiencing something different from usual daily life”. Additionally, it is what tourists are looking 
for, and people tend to remember new experiences more vividly than repeated ones. There are 
studies that have concluded that novelty values have an impact on behavioral intentions such as 
intention to revisit (Jang & Feng, 2007; Williams & Soutar, 2009). “The more novelty value guests 
obtain, the more positive tendencies they were likely to show for the future” (Dedeoğlu et al., 
2018, p. 17). However, Tiwari et al. (2024) state that studies measuring novelty, MTEs, and 
intention to revisit are quite rare. Therefore, the following hypothesis is proposed:  
 
H2: Novelty positively impacts behavioral intentions.  
 
Tung and Ritchie (2011) contend that engaging with locals and learning about their culture while 
on vacation contributes to more MTEs, a finding empirically supported by Chandralal and 
Valenzuela (2013). It is also important to have a companion during holidays, as the lack of a 
companion was identified in the literature by Crawford and Godbey (1987) as one of the 
constraints on leisure travel under the sub-category ‘interpersonal constraints’. Local culture has 
a positive impact on behavioral intentions, such as the intention to revisit the destination (Kim et 
al., 2010; Kim & Ritchie, 2014; Tsai, 2016). Based on the relevant literature, it is understood that 
social interaction and exposure to local culture may enable visitors to have unique experiences 
and MTEs. However, some studies have found no impact of local culture (Gohary et al., 2020), 
underscoring the need for more empirical research across different settings. Therefore, the 
following hypothesis is offered: 
 
H3: Local culture positively influences behavioral intentions.  
 
According to Kozak (2002), the primary psychological motivations for vacationing are escape and 
relaxation, which was empirically proved by Boo and Jones’s study (2009). Travelers' memories 
of their trip are positively impacted by refreshment (Kim, 2010). Refreshment was found to be 
the strongest predictor of tourist satisfaction by Gohary et al. (2020). In addition, Kim and Ritchie 
(2014) found that refreshment is one of the MTEs that positively affect behavioral intentions. 
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Individuals who enjoy being refreshed on their travels are more likely to create memorable 
experiences. The following hypothesis, therefore, is proposed:   
H4: Refreshment positively impacts behavioral intentions.  
 
Some people view travel as an internal process of self-improvement and evolution rather than just 
a means of taking in sights, people, and locations (Kim & Ritchie, 2014). They value their travel 
experiences, which helps them earn more MTEs. This was also empirically supported by De 
Freitas Coelho et al. (2018), who found that cultural exchanges enhance special moments and 
circumstances that can result in a memorable trip for the visitor. Meaningful, thrilling emotions, 
engagement, and a sense of personal connection to the trip are essential components of an MTE 
(Loureiro, 2014). However, some research on MTEs has revealed that meaningfulness was not 
unequivocally experienced (Cornelisse, 2018), and some studies have shown no impact of 
meaningfulness on behavioral intentions (Kim & Ritchie, 2014; Yu et al., 2019). This shows that 
more empirical studies are required. Therefore, the following hypothesis is offered: 
 
H5: Meaningfulness positively influences behavioral intentions.  
 
Experiences that are personally meaningful and strongly tied to their interests are more likely to 
stick in their memories than those that are not (Kim & Ritchie, 2014), and high degrees of 
involvement in a consumer experience boost its memorability (Coudounaris & Sthapit, 2017). In 
tourism-related studies, it has been shown that involvement with local culture and residents’ way 
of life can lead to high levels of intention to revisit the destination (Rasoolimanesh et al., 2022). 
However, the number of such studies is quite limited, and more research is needed. Hence, the 
hypothesis presented below is offered:  
H6: Involvement will positively impact behavioral intentions. 
 
Travel is motivated by a common desire to learn new things (Dias & Dias, 2019). Research on the 
motivations behind tourism indicates that the desire to gain knowledge is one of the push factors 
that makes people more likely to travel (Kim & Ritchie, 2014). People who have interactions with 
the host community and acquire information about local customs, lifestyle, and language are more 
inclined to revisit in the future (Rasoolimanesh et al., 2022). Based on the relevant literature, the 
following hypothesis is presented: 
 
H7: Acquiring knowledge while traveling positively impacts behavioral intentions.  
 
A shared desire to learn something new motivates traveling (Dias & Dias, 2019). Earlier research 
on tourism motivation demonstrates that the intention to learn something new is among the push 
factors that drive people to travel (Kim & Ritchie, 2014). Those who engage with the host 
community of a destination and learn about local traditions, lifestyles, and language are more 
likely to visit the destination again in the future (Rasoolimanesh et al., 2022). Based on the existing 
literature, the hypothesis presented below is offered by the researchers: 
 
H7: Acquiring knowledge while traveling positively impacts behavioral intentions. 
 
METHODOLOGY 
 
Research Design 
In this study, a mixed-methods approach to MTEs was utilized, as recommended by Coudounaris 
and Sthapit (2017) and Brochado et al. (2022). With increased popularity in social research, mixed 
methods seek to bridge the gap between quantitative and qualitative processes (Baškarada & 
Koronios, 2018). It enhances data accuracy, offers a comprehensive perspective, and reduces 
single-method biases (Denscombe, 2008). This research combines qualitative and quantitative 
data to accurately understand visitors' memorable experiences and the measurable relationships 
among key variables. This is believed to improve the validity of the findings, as the findings 
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complemented and supported each other. In this study, a quantitative research process (Phase 1) 
and a qualitative research process (Phase 2) were conducted to address the research question. In 
the former, researchers utilized questionnaires; in the latter, they utilized semi-structured 
interviews.  
 
Data Instrument 
In Phase 1, the questionnaire had three sections and two scales: a) The MTE scale by Kim (2012), 
adapted to Turkish by Akkuş (2017), with 22 items across 7 dimensions, showing high reliability 
(0.914); b) The behavioural intentions with 3 items scale adapted by Fakih et al. (2016) from 
Zeithaml et al. (1996), translated into Turkish by Çetinsöz and Polat (2018); c) demographic 
questions on gender, age, and visit frequency to Troy. The 5-point Likert scale ranged from 
'strongly disagree' (=1) to 'strongly agree' (=5). No modifications were made to the wording of the 
questionnaire. 
 
In Phase 2, a semi-structured interview was used, based on Rasoolimanesh et al.'s (2021) research 
to explore MTEs and behavioral intentions of heritage tourists. Participants were also asked about 
their gender, age, visit frequency, and the year of their Troy visits. The Çanakkale Onsekiz Mart 
University Ethics Committee examined the ethical requirements of the study in two separate 
ethics applications and approved both (Reference Dates and Numbers: 04.05.2023 - 06/08 and 
03.10.2024 – 14/34). 
 
Sample and Data Collection 
In Phase 1, a smaller, representative sample was used to gather realistic data (Patton, 1987). 
Based on Gürbüz and Şahin's (2014:130) table, a minimum sample size of 384 was required for a 
universe of 100,000 at 95% confidence. However, over 574 questionnaires were collected by the 
end, with data gathered in person (191) and online (383) from October 2023 to August 2024. 
Using a convenience sampling technique, data were collected in person at the Troy Archaeological 
Site and the Troy Museum. Participants were informed of the study's purpose before completing 
questionnaires. Table 1 details the Phase 1 participants.  
 
Table 1. Details of the Research Participants in Phase 1 (Source: Own research) 

Gender n % Number of Visits n % Age n % 

Male 310 54 Once 322 56.1 18-25 187 32.6 

Female 264 46 Twice 91 159 26-35 146 25.4 

   Three times 41 7.1 36-45 130 22.6 

   Four times 19 3.3. 46-55 72 12.5 

   Five and more times 101 17.6 56 and over 39 6.9 

 
In Phase 2, interviews with Troy visitors were conducted from October 10 to December 13, 2024, 
using adapted convenience and purposive sampling. Of 20 approached, 17 agreed to be 
interviewed. Following Lincoln and Guba's (1985) saturation recommendation, interviews lasted 
10 to 29 minutes and were conducted via phone (6), online (7), and in person (4). Table 2 details 
the Phase 2 participants. In Phase 2, semi-structured in-depth interviews were conducted. There 
is a lack of prior theoretical foundation for the concept of MTEs (Anaya & Lehto, 2023). Developing 
MTEs into a solid framework is important (Coudounaris & Sthapit, 2017). Grounded theory was 
chosen for Phase 2 due to its emphasis on inductive analysis, its use in cultural heritage contexts 
(Goulding, 1999), and its role in assessing MTEs (Tung & Ritchie, 2011). Its goal is to generate 
hypotheses and gain insights rather than universal laws (Matteucci & Gnoth, 2017). Online 
interviews were transcribed by Microsoft Teams, then listened to and corrected by researchers. 
The coding process followed Corbin and Strauss (1990): Reviewing literature and data to find 
research gaps, focusing on memorable tourist experiences. The interviews were reviewed 
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multiple times, and MTE categories were listed. Axial coding helped characterize tourist 
experiences, while selective coding involved reviewing transcripts, coding decisions, and 
contrasting concepts. After analysis, five main nodes were identified.  
 
Table 2. Details of the Interviewees (Source: Own research) 

P Age Gender 
Number of 
Troy Visits 

Year of 
Troy 
Visit* 

P Age Gender 
Number of 
Troy Visits 

Year of 
Troy 
Visit* 

P1 28 M 7 2024 P10 45 F 2 2023 

P2 33 M 2 2022 P11 64 F 4 2022 
P3 40 F 3 2023 P12 55 M 6 2023 
P4 21 F 2 2024 P13 24 M 1 2022 
P5 20 F 3 2024 P14 45 M 3 2023 
P6 38 M 3 2023 P15 33 M 1 2020 
P7 21 F 1 2023 P16 63 M 10 and more 2023 
P8 36 F 10 and more 2023 P17 30 M 10 and more 2024 
P9 60 M 1 2024      

*For interviewees who visited Troy more than once, the year of their most recent visit is given.  

FINDINGS  
 
Quantitative Analyses and Findings (Phase 1) 
 
Analytics Strategy 
In the analysis, missing data were first addressed, and the data were evaluated for normality using 
skewness and kurtosis. Skewness values below 2 and kurtosis values below 7 are deemed 
acceptable (West et al., 1995). The most extreme values are a kurtosis of 3,403 and a skewness of 
1,7409, both from the knowledge sub-dimension. Subsequently, the model fit was assessed 
through Confirmatory Factor Analysis (CFA). The goodness of fit for the model was evaluated 
using multiple indices, including chi-square, X²/df, NNF, NNFI, PNFI, CFI, IFI, RFI, RMR, SRMR, GFI, 
AGFI, PGFI, RMSEA. Internal consistency was assessed using Cronbach's alpha and composite 
reliability (CR), with a threshold of 0.70 for acceptability. Finally, the research hypotheses were 
tested using multiple regression analysis. 
 
Model Estimation 
Model fit was determined by CFA. In the first CFA, one item from the hedonism scale was excluded 
from the analysis because its factor loading was below 0.50. The repeated CFA results indicate 
that the research model consisting of 8 factors is valid and reliable at an acceptable level. As a 
result of CFA, the model fit goodness-of-fit values were determined as X²/df = 4.13.68 (X² = 925.60 
df=224), NNF=.98 NNFI=.98 PNFI=.79 CFI=.98 IFI=.98 RFI=.97 RMR=.073 SRMR=.063 GFI=.88 
AGFI=.84 PGFI=.66 RMSEA=.074. The t-values of the observed variables in the measurement 
model ranged between 14.09 and 29.46, and the standardized factor loadings ranged between 
0.57 and 0.94. Thresholds for model fit indices are set at ≥ 0.90 for CFI values, ≥ 0.08 for RMSEA, 
and SRMR values, as recommended by Hair et al. (2010). According to Anderson and Gerbing 
(1988), these values prove the structural validity of the measurement model. Table III presents 
the standardized factor loadings and t-values for the observed variables in the measurement 
model, as well as the mean, explained variance, CR, and alpha values for the latent variables. The 
CR values of the latent variables range between 0.79 and 0.92, and AVE values between 0.56 and 
0.78. The AVE value is an important indicator of construct validity, and 0.50 is accepted as the 
threshold value; CR should exceed 0.70 (Hair et al., 2010). 
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Table 3. CFA Results (Source: Own research) 

Observed/Latent Variables  SLF t-value AVE CR Alpha 

Hedonism   .70 .87 .865 

Hed1 .71 19.02    

Hed2 .91 27.57    

Hed3 .88 26.21    

Involvement   .56 .79 .77 

Inv1 .57 14.09    

Inv2 .79 21.75    

Inv3 .86 24.39    

Meaningfulness   .63 .83 .81 

Mean1 .86 24.94    

Mean2 .90 26.96    

Mean3 .59 15.07    

Local Culture   .65 .85 .85 

LC1 .80 21.88    

LC2 .82 22.62    

LC3 .80 21.63    

Novelty   .62 .83 .83 

Nov1 .71 18.66    

Nov2 .85 23.82    

Nov3 .80 21.76    

Knowledge   .78 .92 .91 

Know1 .80 22.99    

Know2 .91 28.18    

Know3 .94 29.46    

Refreshment   .77 .91 .91 

Ref1 .81 23.27    

Ref2 .93 28.73    

Ref3 .88 26.46    

Behavioral Intentions   .76 .90 .90 

BI1 .75 20.76    

BI2 .93 29.10    

BI3 .92 28.63    

SLF: Standardized Loading Factors, AVE: Average Variance Extracted, CR: Composite Reliability 
 

Discriminant validity was assessed using the AVE square root values. For discriminant validity to 
be established, the AVE square root value of a construct should be higher than its correlation value 
with other variables. Table 4 presents the AVE square-root values and correlations of the latent 
variables. In the table, the AVE square root values for all variables were found to be greater than 
the correlation value between them. Therefore, it is considered acceptable to assess construct 
validity with reference to Fornell and Larcker (1981). 
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Table 4. Correlation Values (Source: Own research) 
 BI KNOW REF NOV LC MEAN INV HED 

BI (.87)        
KNOW .80* (.88)       
REF .71* .74* (.88)      
NOV .59* .59* .73* (.79)     
LC .60* .64* .62* .67* (.81)    
MEAN .70* .69* .72* .69* .66* (.79)   
INV .66* .67* .71* .70* .66* .85* (.75)  
HED .86* .78* .67* .60* .65* .73* .73* (.84) 

* p<0.01. Values in parentheses are AVE square root values.  

 
According to Table IV, behavioral intention has a significant and positive relationship with 
Knowledge (r=.80, p<.01), Refreshment (r=.71, p<.01), Novelty (r=.59 p<.01), Local Culture (r=.60, 
p<.01), Meaningfulness (r=.70, p<.01) and Involvement (r=.66, p<.01), Hedonism (r=.86, p<.01). 
 
Hypothesis Tests 
To identify key factors influencing MTEs on behavioral intentions, we used multiple regression 
analysis, which Hair et al. (2010) regard as ideal for explaining a dependent variable with multiple 
independent variables. VIF and tolerance values indicated no multicollinearity, as VIF values were 
below 3 (Hair et al., 2010). 
In the analysis, hedonism, knowledge, refreshment, and meaningfulness were found to have a 
major impact on visitors' behavioral intentions. It also revealed that the most influential attributes 
of the MTEs were knowledge, hedonism, and refreshment. Therefore, it is possible to set the 
regression formulation as: 
 
Behavioural Intentions = 0.250 Constant + 0.424 Hedonism + 0.292 Knowledge + 0.133 
Refreshment + 0.077 Meaningfulness + 0.060 Involvement – 0.007 Novelty – 0.028 Local Culture 
 
Table 5 shows that it explains 68% (0.680) of behavioral intentions. Findings demonstrate that a 
1-unit increase in hedonism is associated with a 0.424 increase in visitors' behavioral intentions 
(sig. = 0.000). In knowledge, refreshment, and meaningfulness, it increases behavioral intentions 
by 0.292 (sig. = 0.000), 0.133 (sig. = 0.000), and 0.077 (sig. = 0.041), respectively.  
 
Table 5. Multiple Regression Analysis (Source: Own research) 

H  Variable 

Unstanda
rdized 

Coefficien
ts 
B 

Std. 
Erro

r 

 
Standardize

d 
Coefficients 

ß 

t 
p 

(Sig.) 

  (Constant) .250 .121  2.056 .040 

H1 Supported Hedonism .424 .041 .408 
10.38

4 
.000 

H2 Not Supported Novelty -.007 .031 .008 .228 .820 

H3 Not Supported Local Culture -.028 .031 -.029 -.886 .376 

H4 Supported Refreshment .133 .037 .138 3.610 .000 

H5 Supported Meaningfulness .077 .039 .080 2.052 .041 

H6 Not Supported Involvement .060 .038 .061 1.516 .119 

H7 Supported Knowledge .292 .044 .267 6.682 .000 

 R: 0.825 R2 :0.680 F: 171.796 p:0.000 

 
As a World Heritage Site since 1998, the Archaeological Site of Troy offers tourists a unique 
experience through its rich mythology, which inspired two masterpieces of Western literature. 
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Mythological stories, particularly those found in the Iliad and Odyssey, enhance the pleasure of a 
trip to Troy, demonstrating the power of hedonism, knowledge, and meaningfulness in shaping 
behavioral intentions. Also, tourists believe that they may rejuvenate themselves by visiting Troy.  
Tourists in Troy did not believe that they were involved. This may result from the limited number 
of activities/events within the archaeological site of Troy. Since the study site was an 
archaeological site, it also makes sense that the local culture variable had no significant effect. 
Lastly, it was concluded that tourists in Troy did not expect to find novelty during their visit, which 
is an interesting finding, as knowledge and meaningfulness have a significant impact on 
behavioral intentions. It could result from research participants who view Troy as just another 
archaeological site. 
 
Qualitative Analyses and Findings (Phase 2) 
Based on the qualitative data analysis, five parent nodes of barriers emerged from the 17 semi-

structured interviews: Experience, Memorable Factors, What to Mention about Troy, Difference 

from Other Sites, Intention to Revisit Troy (See Figure 1). 

 
Figure 1. Word Cloud of Themes (Source: Own research) 

 
Under the parent node of Experience, three constituent nodes were found: Pleasant Experience 
(6), Informative (5), and Hoped to See More Eye-Pleasing Ruins (3). When interviewees were asked 
to evaluate their overall experiences during their Troy visit, six people stated that it was an 
enjoyable experience: RP1:“When I first visited the Troy archaeological site, I found it to be a really 
pleasant experience.” Five people found their visit informative: RP8: “It's already worth it every 
time I go. Because, as I mentioned, you come across a new layer or learn something new about Troy 
every day. That's how I would phrase it.” Three individuals expressed their disappointment at not 
seeing more visually appealing ruins in Troy: RP5: “Unfortunately, not much remains visible in 
Troy.” 
Under the parent node of Memorable Factors, three constituent nodes were discovered: A long 
history (4), Trojan Horse (3), Small Theatre (4). Troy's lengthy history stuck in the minds of four 
research participants: RP14: “There, I witnessed the height of theatrical acoustics, traveled back in 
time three thousand years, and still go there nearly every year.” Four interviewees recalled the small 
theatre from their visit to Troy: RP16: “I was quite impressed by the small theatrical area there. I 
thought it was fascinating that people there truly acted out everyday situations while doing theatre.” 
The importance of the Trojan horse at the archaeological site was emphasized by three other 
interviewees: RP13: “At least in a symbolic sense, it was good to have the Trojan horse around.” 
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Under the parent node of What to Mention about Troy, interviewees were asked what they would 
like to share with their friends and family about their trip to Troy. Two constituent nodes were 
discovered: Trojan Horse (7) and Multiple Layers (3). Seven interviewees emphasized that they 
wanted to tell their loved ones about the Trojan Horse and its story: RP3: “Now, I bring up the 
Trojan horse if it's a young person. It effectively captures them.” Three people focused on the 
multiple layers of Troy: RP15: “Being so near to a place that was rebuilt so many times and is so 
historic made me sad not to go before my visit.” 
Under the parent node of Difference from Other Sites, interviewees identified how Troy differed 
from other archaeological sites, and two constituent nodes were found: Lacking number of Eye-
pleasing Archaeological Ruins (5) and Its Mythology (3). Five people stated that there are fewer 
eye-pleasing archaeological ruins compared to other sites: RP11: “There aren't many obvious 
items, but it has come to light through archaeological research; perhaps it will be similar to 
Göbeklitepe, as the discoveries will be made there—whether in the ruins of Sardis, Ephesus, or 
Hierapolis—are far more evident. Here, the remains are not as visible.” Therefore, guided tours are 
important in Troy according to some interviewees: RP7: “For instance, I visited Ephesus alone 
rather than with a tour, but I was still able to explore the city a bit more and found it to be an 
interesting area. Without a doubt, I would recommend it to others. But I believe you can gain that 
information by visiting Troy with a tour guide.” According to three interviewers, Troy stands out 
from the others because of its mythology: RP16: “The tales of Troy and other locations are 
completely different; for example, the Greeks and Achaeans do not fight each other. There are no 
epics or legends about a girl being abducted or about a beauty contest, so if we look at the epics in 
this way, Troy is, in my opinion, far superior.” 
Nearly every interviewee (except for RP17) expressed an Intention to Revisit Troy, and 10 of 
these interviewees said they would like to do so because they think they might learn something 
new: RP10: “Of course, I'd like to. Every visit gives you the opportunity to learn something new, and 
every person you see or interact with may have quite distinct experiences.” Three of these 10 people 
wish to revisit Troy with a tour guide: RP15: “Although I learned something from my first visit, I 
believe I would notice something more in-depth if I read the Iliad myself and went again with a guide. 
That is why I would like to go.” 
 
RESULTS AND DISCUSSION 
 
Theoretical Contributions 
Troy has traditionally been a popular tourist destination, drawing thousands of visitors each year. 
Troy's mythological history sets it apart from other locations, and it has grown into one of 
Türkiye’s most popular destinations. The absence of Troy-related empirical studies on experience 
or behavioral intentions in the literature enhances this research's originality. Besides, the 
influence of MTEs on behavioral intentions has only been the subject of one mixed-method study 
in the literature (Rasoolimanesh et al., 2021), and its hypotheses were not proposed based on the 
seven factors of MTEs as offered by Kim et al. (2012), which is another originality of this research. 
The results from Phase 1 show that the best way to influence tourists' behavioral intentions is to 
have a thorough understanding of Troy and its archaeological site. The more knowledge Troy 
visitors have, the more likely they are to revisit the site, talk positively about it, or recommend it 
to others. The analysis supported H7, and its findings aligned with those of Rasoolimanesh et al. 
(2022), who concluded that tourists are more likely to revisit the destination if they get informed 
about it. This finding was also consistent with Coudounaris and Sthapit (2017), who concluded 
that knowledge, one of the MTEs' attributes, significantly influences behavioral intentions. This 
quantitative finding was also supported by qualitative findings, such as the parent node ‘Intention 
to Revisit’ and the constituent node ‘Informative’ under the parent node ‘Experience’. In Phase 2, 
more than half of participants stated that they would like to revisit Troy for the sake of new 
knowledge.  
Both the quantitative and qualitative results on "Hedonism" indicate that tourists were motivated 
to return to Troy by their positive experience there. This result aligns with the findings of Tiwari 
et al. (2022), who proposed that hedonistic variables play a major role in the formation of an MTE 
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associated with visitors' propensity to return. Similarly, Ryu et al. (2010) found empirically that 
hedonic values influence behavioral intentions. 
Quantitative findings on ‘Refreshment’ show that visitors could refresh themselves during their 
visit in Troy, which can significantly affect their behavioral intentions. Nevertheless, no 
noteworthy qualitative findings were found on this factor. The quantitative finding is consistent 
with Kim and Ritchie (2014) but not with Rasoolimanesh et al. (2022), which found no significant 
effect of refreshment on behavioral intentions. This could result from the different study areas. 
However, the qualitative results for "Refreshment" did not reveal any noteworthy nodes. The 
disparity ought to result from the various methods used for gathering the data. 
H5 was supported by quantitative data on "Meaningfulness", which concurred with Loureiro's 
(2014) conclusion that one of the most important components of an MTE is meaningful emotions. 
On the other hand, Yu et al. (2019) found no significant impact of meaningfulness on behavioral 
intentions. One possible explanation for this difference could be the widespread mythology 
surrounding Troy. In addition to exploring the archaeological site, tourists in Troy learn about the 
legends and may find their experience there more meaningful than at other sites and destinations. 
Still, the qualitative findings for ‘Meaningfulness’ did not reveal any significant nodes.    
The quantitative findings on ‘Involvement’ did not support H6. Furthermore, no discernible 
influence was found on behavioral intentions in the qualitative research on this component. 
Involvement in tourism could lead to a high intention to revisit the destination, according to 
Rasoolimanesh et al. (2022). This must be the result of the study location being an archaeological 
site and of the limited activities conducted within the Troy archaeological site.  
H3 was not supported by the analysis on ‘Local Culture’, and no noteworthy nodes pertaining to 
this factor were found in Phase 2. These results did not support those of Kim et al. (2010), Kim 
and Ritchie (2014), and Tsai (2016), who concluded that interacting with locals and learning 
about their culture positively influence behavioral intentions. The finding on "Local Culture" 
supports that of Gohary et al. (2020), who found no evidence of its influence on behavioral 
intentions. As in Gohary et al. (2020), it is considered that, because the study region was 
unsuitable for interacting with local culture, no substantial effects of local culture were observed.  
H2 was not supported by the quantitative findings on ‘Novelty’. This did not align with those of 
Jang and Feng (2007), Williams and Soutar (2009), and Dedeoğlu et al. (2018). Troy is known as 
"the ruin of the ruins" because there are not many visually appealing ruins on the site, which could 
explain the findings. On the other hand, the quantitative findings revealed the parent node 
‘Difference From Other Sites’. There were two participant groups in Phase 2. One group said that 
Troy is different from other cities because there are not enough visually appealing ruins there, 
while the other group contended that Troy is special because of its mythology (such as the Trojan 
Horse narrative). The potential cause of these discrepancies in the findings could be attributed to 
varying data collection methodologies.  
In summary, this research used mixed-methods techniques to examine behavioral intentions and 
MTEs to better understand how these factors influence behavioral intentions. The MTEs scale 
developed by Kim et al. (2012) was tested by this research and improved knowledge in one of the 
World Heritage Sites. The results revealed that further research is required to develop a solid 
theory of MTEs.  
 
Practical Contributions 
This study has certain practical implications for the directorate of the archaeological site and the 
stakeholders of the tourism activities in Troy. The findings demonstrate that acquiring knowledge 
about Troy and its stories matters for future behavioral intentions. Similar to the findings of 
Rasoolimanesh et al. (2022), this research highlights the importance of guided tours and tour 
guides in Troy, making them perhaps the most prominent tourist stakeholders. Therefore, experts 
and archaeologists are expected to organize regular seminars on Troy’s archaeology for tour 
guides, which will require efficient collaboration among the directorate, the chamber of tour 
guides, and the university. In addition to tour guides, the directorate should develop methods for 
visitors without guided tours to obtain more information during their visit to the archaeological 
site of Troy. They could benefit from recent technologies such as augmented and virtual reality 



 

 
25  

 

 

 
 

Tarık YALÇINKAYA, Yılmaz AKGÜNDÜZ, Nefise ORDUKAYA 

(for example, the screens placed on the ground floor of the Troy Museum and the Experience 
Museum at the archaeological site of Ephesus) rather than relying solely on information boards 
within the archaeological site. In these technologies, more focus might be on the multiple layers 
of Troy, which is one of the memorable factors in Troy according to the research participants. 
Trojan Horse is one of Troy's most prominent and distinctive features. Visitors are occasionally 
permitted to enter up to its belly and experience the hidden Greek soldiers (part of Troy 
mythology), which could be a memorable part of the Troy visit. However, this is not always 
available to visitors (For example, the horse was under construction for the full year in 2023). 
Therefore, this opportunity should always be open to visitors, which could positively contribute 
to their MTEs in Troy. Visitors in Troy did not seem to feel involved. More events and activities 
may be organized within the archaeological site, with both locals and tourists participating. These 
may be hosted at Troy's small theatre (Odeon), which was recognized as one of the city's 
memorable features based on the qualitative research. According to the findings, some visitors 
were dissatisfied with Troy's lack of visually appealing ruins. From a tourism perspective, this 
may be placed on the agenda to establish a sustainable strategy, in accordance with archaeological 
considerations, to address this unhappiness. 
The memorability of heritage tourism experiences could be enhanced through various measures. 
These include developing compelling narratives, fostering sensory-rich environments, and 
integrating interactive components—particularly technological ones—that deepen visitor 
engagement. Conversely, maintaining authenticity should be considered essential. These factors 
may contribute to more sustainable and memorable tourism experiences. 
 
CONCLUSION 
This research presents empirical evidence on the influence of memorable tourism experiences on 
behavioral intentions at World Heritage Sites, using Troy as a case study.  To date, this is the most 
thorough study on Troy’s visitors. The results enable a deeper comprehension of tourists’ 
experiences and future behavioral intentions, providing a basis for stakeholders and practitioners 
to enhance tourist experiences at World Heritage Sites such as Troy. 
 
LIMITATIONS AND FURTHER RESEARCH 
There is a lack of research on tourists at the Troy Archaeological Site in the existing body of 
literature. Future scholars can investigate the effect of motivation on MTEs or add additional 
variables, such as satisfaction, to their research model. Similar studies could be repeated at other 
heritage destinations, and their results could be compared to those in this study. In addition, they 
could focus on visitors to the Troy Museum and conduct the research with a sample of museum 
visitors. 
 
Acknowledgements 
This research was financially supported by TÜBİTAK 2209-A Research Project Support 
Programme for Undergraduate Students.  
 
Declaration of Generative AI Usage  
During the preparation of this work, the author(s) used ChatGPT (GPT-5.5, OpenAI) to improve the 
readability and language of the manuscript. After using this tool, the author(s) reviewed and 
edited the content as needed and take(s) full responsibility for the content of the publication. 
 
 
REFERENCES 

Akkuş, G. (2017). Kış turizmi destinasyonunda yaşanan unutulmaz turizm deneyimleri: Kültürlerarası 
karşılaştırma. Seyahat ve Otel İşletmeciliği Dergisi, 14(3), 223–236. 
https://doi.org/10.24010/soid.369985  

https://doi.org/10.24010/soid.369985


 

 26 

 
 

Tarık YALÇINKAYA, Yılmaz AKGÜNDÜZ, Nefise ORDUKAYA 

Ali, F., Ryu, K., & Hussain, K. (2016). Influence of experiences on memories, satisfaction and behavioral 
intentions: A study of creative tourism. Journal of Travel & Tourism Marketing, 33(1), 85–100. 
https://doi.org/10.1080/10548408.2015.1038418  

Anaya, G. J., & Lehto, X. (2023). ‘Moments to be had’: understanding the experience of memorable tourism 
moments. Tourism Management, 95, 104674. https://doi.org/10.1016/j.tourman.2022.104674  

Arslan, A., & Şimşek, G. (2021). Unutulmaz turizm deneyimlerinin sosyal medya paylaşım davranışı ve genel 
memnuniyet aracılığıyla davranışsal niyetlere etkisi. MANAS Sosyal Araştırmalar Dergisi, 11(2), 
744–762. https://doi.org/10.33206/mjss.955642  

Baškarada, S., & Koronios, A. (2018). A philosophical discussion of qualitative, quantitative, and mixed 
methods research in social science. Qualitative Research Journal, 18(1), 2–21. 
https://doi.org/10.1108/QRJ-D-17-00042  

Bhandari, H., Mittal, A., & Arora, M. (2024). Influence of memorable tourism experience on attitude towards 
pilgrimage: a moderated-mediation model with memorable religious experience and 
religiosity. Journal of Hospitality and Tourism Insights, 7(2), 1111–1129. 
https://doi.org/10.1108/JHTI-11-2023-0848  

Bigne, J. E., Sánchez, M. I., & Sánchez, J. (2001). Tourism image, evaluation variables and after purchase 
behaviour: inter-relationship. Tourism Management, 22(6), 607–
616.  https://doi.org/10.1016/S0261-5177(01)00035-8  

Boo, S., & Jones, D. L. (2009). Using a validation process to develop market segmentation based on travel 
motivation for major metropolitan areas. Journal of Travel & Tourism Marketing, 26(1), 60–79. 
https://doi.org/10.1080/10548400802656801  

Brochado, A., Cristóvão Veríssimo, J. M., & de Oliveira, J. C. L. (2022). Memorable tourism experiences, 
perceived value dimensions and behavioral intentions: a demographic segmentation 
approach. Tourism Review, 77(6), 1472–1486. https://doi.org/10.1108/TR-09-2021-0433  

Chandralal, L., Rindfleish, J., & Valenzuela, F. (2015). An application of travel blog narratives to explore 
memorable tourism experiences. Asia Pacific Journal of Tourism Research, 20(6), 680–693. 
https://doi.org/10.1080/10941665.2014.925944  

Chen, H., & Rahman, I. (2018). Cultural tourism: An analysis of engagement, cultural contact, memorable 
tourism experience and destination loyalty. Tourism Management Perspectives, 26, 153–163. 
https://doi.org/10.1016/j.tmp.2017.10.006  

Chen, J., Huang, Y., Wu, E. Q., Ip, R., & Wang, K. (2023). How does rural tourism experience affect green 
consumption in terms of memorable rural-based tourism experiences, connectedness to nature and 
environmental awareness? Journal of Hospitality and Tourism Management, 54, 166–177. 
https://doi.org/10.1016/j.jhtm.2022.12.006  

Chen, L. H., Wang, M. J. S., & Morrison, A. M. (2021). Extending the memorable tourism experience model: a 
study of coffee tourism in Vietnam. British Food Journal, 123(6), 2235–2257. 
https://doi.org/10.1108/BFJ-08-2020-0748  

Cohen, E. (1979). A phenomenology of tourist experiences. Sociology, 13(2), 179–201. 

Corbin, J. M., & Strauss, A. (1990). Grounded theory research: Procedures, canons, and evaluative 
criteria. Qualitative Sociology, 13(1), 3–21. 

Cornelisse, M. (2018). Understanding memorable tourism experiences: A case study. Research in Hospitality 
Management, 8(2), 93–99. https://doi.org/10.1080/22243534.2018.1553370  

Coudounaris, D. N., & Sthapit, E. (2017). Antecedents of memorable tourism experience related to 
behavioral intentions. Psychology & Marketing, 34(12), 1084–1093. 
https://doi.org/10.1002/mar.21048  

Çanakkale KTB (2024, September 10). Müze ve Ören Yeri İstatistikleri. https://canakkale.ktb.gov.tr/TR-
70505/muze-ve-orenyerleri-istatistikleri.html 

De Freitas Coelho, M., de Sevilha Gosling, M., & de Almeida, A. S. A. (2018). Tourism experiences: Core 
processes of memorable trips. Journal of Hospitality and Tourism Management, 37, 11–22. 
https://doi.org/10.1016/j.jhtm.2018.08.004  

https://doi.org/10.1080/10548408.2015.1038418
https://doi.org/10.1016/j.tourman.2022.104674
https://doi.org/10.33206/mjss.955642
https://doi.org/10.1108/QRJ-D-17-00042
https://doi.org/10.1108/JHTI-11-2023-0848
https://doi.org/10.1016/S0261-5177(01)00035-8
https://doi.org/10.1080/10548400802656801
https://doi.org/10.1108/TR-09-2021-0433
https://doi.org/10.1080/10941665.2014.925944
https://doi.org/10.1016/j.tmp.2017.10.006
https://doi.org/10.1016/j.jhtm.2022.12.006
https://doi.org/10.1108/BFJ-08-2020-0748
https://doi.org/10.1080/22243534.2018.1553370
https://doi.org/10.1002/mar.21048
https://canakkale.ktb.gov.tr/TR-70505/muze-ve-orenyerleri-istatistikleri.html
https://canakkale.ktb.gov.tr/TR-70505/muze-ve-orenyerleri-istatistikleri.html
https://doi.org/10.1016/j.jhtm.2018.08.004


 

 
27  

 

 

 
 

Tarık YALÇINKAYA, Yılmaz AKGÜNDÜZ, Nefise ORDUKAYA 

Dedeoglu, B. B., Bilgihan, A., Ye, B. H., Buonincontri, P., & Okumus, F. (2018). The impact of servicescape on 
hedonic value and behavioral intentions: The importance of previous experience. International 
Journal of Hospitality Management, 72, 10–20. https://doi.org/10.1016/j.ijhm.2017.12.007  

Demir, S. (2018). Kuşaklar açısından unutulmaz turizm deneyimleri algısının satın alma sonrası davranışlar 
üzerindeki etkisi [Yayımlanmamış yüksek lisans tezi]. Trakya Üniversitesi. 

Demir, S., & Demirel, E. Ü. (2019). Bir deneyimi unutulmaz kılan unsurlar nedir? Unutulmaz turizm deneyimi 
üzerine kavramsal bir değerlendirme. Trakya Üniversitesi Sosyal Bilimler Dergisi, 21(2), 661–682. 
https://doi.org/10.26468/trakyasobed.532082  

Denscombe, M. (2008). Communities of practice: A research paradigm for the mixed methods 
approach. Journal of Mixed Methods Research, 2(3), 270–283. 
https://doi.org/10.1177/1558689808316807  

Dias, C., & Dias, V. (2019). Memorable tourism experience design an effective destination marketing tool. 
Anatolia, 30(4), 626–628. https://doi.org/10.1080/13032917.2019.1668727  

Esau, D., & Senese, D. M. (2022). The sensory experience of wine tourism: Creating memorable associations 
with a wine destination. Food Quality and Preference, 101. 
https://doi.org/10.1016/j.foodqual.2022.104635  

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and 
measurement error. Journal of Marketing Research, 18(1), 39–50. 

Gohary, A., Pourazizi, L., Madani, F., & Chan, E. Y. (2020). Examining Iranian tourists’ memorable experiences 
on destination satisfaction and behavioral intentions. Current Issues in Tourism, 23(2), 131–136. 
https://doi.org/10.1080/13683500.2018.1560397  

Goulding, C. (1999). Heritage, nostalgia, and the “grey” consumer. Journal of Marketing Practice: Applied 
Marketing Science, 5(6/7/8), 177–199.  

Gürbüz, S., & Şahin, F. (2014). Sosyal bilimlerde araştırma yöntemleri. Seçkin Yayıncılık. 

Hair, J.F., Black, W.C., Babin, B.J., & Anderson, R.E. (2010). Multivariate data analysis: A global perspective. 
Prentice Hall.  

Hosseini, S., Cortes Macias, R., & Almeida Garcia, F. (2023). Memorable tourism experience research: A 
systematic review of the literature. Tourism Recreation Research, 48(3), 465–479. 
https://doi.org/10.1080/02508281.2021.1922206  

Hosseini, S., Cortes-Macías, R., & Almeida-García, F. (2024). Extending the memorable tourism experience 
construct: An investigation of tourists’ memorable dark experiences. Journal of Vacation 
Marketing, 30(1), 21–44.  https://doi.org/10.1177/13567667221113078  

Huang, J., Chen, Y., Wang, J., & Xing, D. (2024). Exploring memorable tourism experiences of senior tourists: 
An embodied cognitive perspective. Journal of Vacation Marketing, 30(3), 361–375. 
https://doi.org/10.1177/13567667221139281  

Jang, S. S., & Feng, R. (2007). Temporal destination revisit intention: The effects of novelty seeking and 
satisfaction. Tourism Management, 28(2), 580–590. 
https://doi.org/10.1016/j.tourman.2006.04.024  

Jiang, S., Moyle, B., Yung, R., Tao, L., & Scott, N. (2023). Augmented reality and the enhancement of 
memorable tourism experiences at heritage sites. Current Issues in Tourism, 26(2), 242–257. 
https://doi.org/10.1080/13683500.2022.2026303  

Kastuti, T. İ., & Sugiarto, S. (2025). Memorable tourism experience: A study of hospitality tourism in Japan 
and Indonesia (Bali). Journal of Tourism Leisure and Hospitality, 7(1), 114–139. 
https://doi.org/10.48119/toleho.1563873  

Keiningham, T. L., Cooil, B., Aksoy, L., Andreassen, T. W., & Weiner, J. (2007). The value of different customer 
satisfaction and loyalty metrics in predicting customer retention, recommendation, and share‐of‐
wallet. Managing Service Quality: An international Journal, 17(4), 361–384. 
https://doi.org/10.1108/09604520710760526  

Kerstetter, D., & Cho, M. H. (2004). Prior knowledge, credibility and information search. Annals of Tourism 
Research, 31(4), 961–985. https://doi.org/10.1016/j.annals.2004.04.002  

https://doi.org/10.1016/j.ijhm.2017.12.007
https://doi.org/10.26468/trakyasobed.532082
https://doi.org/10.1177/1558689808316807
https://doi.org/10.1080/13032917.2019.1668727
https://doi.org/10.1016/j.foodqual.2022.104635
https://doi.org/10.1080/13683500.2018.1560397
https://doi.org/10.1080/02508281.2021.1922206
https://doi.org/10.1177/13567667221113078
https://doi.org/10.1177/13567667221139281
https://doi.org/10.1016/j.tourman.2006.04.024
https://doi.org/10.1080/13683500.2022.2026303
https://doi.org/10.48119/toleho.1563873
https://doi.org/10.1108/09604520710760526
https://doi.org/10.1016/j.annals.2004.04.002


 

 28 

 
 

Tarık YALÇINKAYA, Yılmaz AKGÜNDÜZ, Nefise ORDUKAYA 

Kim, J. H. (2010). Determining the factors affecting the memorable nature of travel experiences. Journal of 
Travel & Tourism Marketing, 27(8), 780–796. https://doi.org/10.1080/10548408.2010.526897  

Kim, J. H. (2014). The antecedents of memorable tourism experiences: The development of a scale to 
measure the destination attributes associated with memorable experiences. Tourism Management, 
44, 34–45. https://doi.org/10. 1016/j.tourman.2014.02.007  

Kim, J. H., & Ritchie, J. B. (2014). Cross-cultural validation of a memorable tourism experience scale (MTES). 
Journal of Travel Research, 53(3), 323–335. https://doi.org/10.1177/0047287513496468  

Kim, J. H., Ritchie, J. B., & McCormick, B. (2012). Development of a scale to measure memorable tourism 
experiences. Journal of Travel Research, 51(1), 12–25. https://doi.org/10.1177/ 
0047287510385467.  

Kim, J. H., Ritchie, J. R., & Tung, V. W. S. (2010). The effect of memorable experience on behavioral intentions 
in tourism: A structural equation modeling approach. Tourism Analysis, 15(6), 637–648. 
https://doi.org/10.3727/108354210X12904412049776  

Kozak, M. (2002). Comparative analysis of tourist motivations by nationality and destinations. Tourism 
Management, 23(3), 221–232. https://doi.org/10.1016/S0261-5177(01)00090-5 

Lee, T. H., & Crompton, J. (1992). Measuring novelty seeking in tourism. Annals of Tourism Research, 19(4), 
732–751. https://doi.org/10.1016/0160-7383(92)90064-V  

Lee, Y. J. (2015). Creating memorable experiences in a reuse heritage site. Annals of Tourism Research, 55, 
155–170. https://doi.org/10.1016/j.annals.2015.09.009  

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic inquiry. Sage. 

Loureiro, S. M. C. (2014). The role of the rural tourism experience economy in place attachment and 
behavioral intentions. International Journal of Hospitality Management, 40, 1–9. 
https://doi.org/10.1016/j.ijhm.2014.02.010  

Mannell, R., & Kleiber, D. (1997). A social psychology of leisure. State College, PA: Venture. 

Matteucci, X., & Gnoth, J. (2017). Elaborating on grounded theory in tourism research. Annals of Tourism 
Research, 65, 49–59. https://doi.org/10.1016/j.annals.2017.05.003  

Mitas, O., & Bastiaansen, M. (2018). Novelty: A mechanism of tourists’ enjoyment. Annals of Tourism 
Research, 72, 98–108. https://doi.org/10.1016/j.annals.2018.07.002. 

Nguyen, T. H. H., Ağbay, N. C., & Çakar, K. (2024). Visitors' experiences of UNESCO world heritage site: 
evidence from Göbeklitepe, Türkiye. Journal of Hospitality and Tourism Insights, 7(4), 2310–2327. 
https://doi.org/10.1108/JHTI-05-2023-0311  

Patton, M. Q. (1987). How to use qualitative methods in evaluation (No. 4). Sage 

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G. (2017). Understanding the relationships between 
tourists’ emotional experiences, perceived overall image, satisfaction, and intention to recommend. 
Journal of Travel Research, 56(1), 41–54. https://doi.org/10.1177/0047287515620567  

Qeidari, H. S., Kahnooj, S. R. H., Solimani, Z., Shabani, B., & Wise, N. (2024). Iranian children's memorable 
rural tourism experiences. Journal of Destination Marketing & Management, 32, 100897. 
https://doi.org/10.1016/j.jdmm.2024.100897  

Rasoolimanesh, S. M., Seyfi, S., Hall, C. M., & Hatamifar, P. (2021). Understanding memorable tourism 
experiences and behavioural intentions of heritage tourists. Journal of Destination Marketing & 
Management, 21, 100621. https://doi.org/10.1016/j.jdmm.2021.100621  

Rasoolimanesh, S. M., Seyfi, S., Rather, R. A., & Hall, C. M. (2022). Investigating the mediating role of visitor 
satisfaction in the relationship between memorable tourism experiences and behavioral intentions 
in heritage tourism context. Tourism Review, 77(2), 687–709. https://doi.org/10.1108/TR-02-
2021-0086  

Rodrigues, Á., Loureiro, S. M. C., Lins de Moraes, M., & Pereira, R. G. (2023). Memorable tourism experience 
in the context of astrotourism. Anatolia, 34(2), 235-247. 
https://doi.org/10.1080/13032917.2021.2015695  

https://doi.org/10.1080/10548408.2010.526897
https://doi.org/10.%201016/j.tourman.2014.02.007
https://doi.org/10.1177/0047287513496468
https://doi.org/10.3727/108354210X12904412049776
https://doi.org/10.1016/0160-7383(92)90064-V
https://doi.org/10.1016/j.annals.2015.09.009
https://doi.org/10.1016/j.ijhm.2014.02.010
https://doi.org/10.1016/j.annals.2017.05.003
https://doi.org/10.1016/j.annals.2018.07.002
https://doi.org/10.1108/JHTI-05-2023-0311
https://doi.org/10.1177/0047287515620567
https://doi.org/10.1016/j.jdmm.2024.100897
https://doi.org/10.1016/j.jdmm.2021.100621
https://doi.org/10.1108/TR-02-2021-0086
https://doi.org/10.1108/TR-02-2021-0086
https://doi.org/10.1080/13032917.2021.2015695


 

 
29  

 

 

 
 

Tarık YALÇINKAYA, Yılmaz AKGÜNDÜZ, Nefise ORDUKAYA 

Ryu, K., Han, H., & Jang, S. (2010). Relationship among hedonic and utilitarian values, satisfaction and 
behavioural intentions in the fast-casual restaurant industry. International Journal of Contemporary 
Hospitality Management, 22(3),416–432. https://doi.org/10.1108/09596111011035981  

Santos, V. R., Ramos, P., Almeida, N., & Santos-Pavón, E. (2019). Wine and wine tourism experience: A 
theoretical and conceptual review. Worldwide Hospitality and Tourism Themes, 11(6), 718–730. 
https://doi.org/10.1108/WHATT-09-2019-0053  

Seyfi, S., Hall, C. M., & Rasoolimanesh, S. M. (2020). Exploring memorable cultural tourism experiences. 
Journal of Heritage Tourism, 15(3), 341-357. https://doi.org/10.1080/1743873X.2019.1639717  

Shin, H. H., Kim, J., & Jeong, M. (2023). Memorable tourism experience at smart tourism destinations: Do 
travelers' residential tourism clusters matter?. Tourism Management Perspectives, 46, 101103. 
https://doi.org/10.1016/j.tmp.2023.101103  

Sie, L., Pegg, S., & Phelan, K. V. (2021). Senior tourists’ self-determined motivations, tour preferences, 
memorable experiences and subjective well-being: An integrative hierarchical model. Journal of 
Hospitality and Tourism Management, 47, 237–251. https://doi.org/10.1016/j.jhtm.2021.03.006  

Sihombing, S. O., Antonio, F., Sijabat, R., & Bernarto, I. (2024). The Role of tourist experience in shaping 
memorable tourism experiences and behavioral intentions. International Journal of Sustainable 
Development & Planning, 19(4). 

Soleymani, Z., Sojasi Qeidari, H., Shayan, H., Seyfi, S., & Vo‐Thanh, T. (2025). Enhancing Sustainable Rural 
Tourism Through Memorable Experiences: A Means‐End Chain Analysis. International Journal of 
Tourism Research, 27(2), e2800. https://doi.org/10.1002/jtr.2800  

Sthapit, E., & Coudounaris, D. N. (2018). Memorable tourism experiences: Antecedents and outcomes. 
Scandinavian Journal of Hospitality and Tourism, 18(1), 72–94. 
https://doi.org/10.1080/15022250.2017.1287003  

Sthapit, E., Garrod, B., Coudounaris, D. N., Björk, P., Erul, E., & Song, H. (2024). Antecedents and outcomes of 
memorable wildlife tourism experiences. Journal of Ecotourism, 23(4), 495–518. 
https://doi.org/10.1080/14724049.2023.2272063  

Sthapit, E., Ji, C., Dayour, F., & Badu-Baiden, F. (2024). Memorable wildlife tourism experience: Evidence 
from the Mole National Park. Journal of Destination Marketing & Management, 33, 100904. 
https://doi.org/10.1016/j.jdmm.2024.100904  

Tiwari, A. V., Bajpai, N., & Pandey, P. (2024). The measurement model of novelty, memorable tourism 
experience and revisit intention in tourists. Leisure/Loisir, 48(1), 103–121. 
https://doi.org/10.1080/14927713.2023.2187864  

Tiwari, A. V., Bajpai, N., Singh, D., & Vyas, V. (2022). Antecedents of hedonism affecting memorable tourism 
experience (MTE) leading to revisit intention in tourists. International Journal of Tourism 
Cities, 8(3), 588–602. https://doi.org/10.1108/IJTC-03-2021-0043  

Tsai, C. T. (2016). Memorable tourist experiences and place attachment when consuming local 
food. International Journal of Tourism Research, 18(6), 536–548. https://doi.org/10.1002/jtr.2070  

Tung, V. W. S., & Ritchie, J. B. (2011). Exploring the essence of memorable tourism experiences. Annals of 
Tourism Research, 38(4), 1367–1386. https://doi.org/10.1016/j.annals.2011.03.009  

Vada, S., Prentice, C., Filep, S., & King, B. (2022). The influence of travel companionships on memorable 
tourism experiences, well‐being, and behavioural intentions. International Journal of Tourism 
Research, 24(5), 714–724. https://doi.org/10.1002/jtr.2533  

Wang, Y., Zhou, L., Chen, H., Wang, L., & Wu, X. (2024). Framing memorable hiking tourism experiences 
through embodiment: The case of Mount Huangshan, China. Journal of Outdoor Recreation and 
Tourism, 45, 100710. https://doi.org/10.1016/j.jort.2023.100710  

Wei, C., Zhao, W., Zhang, C., & Huang, K. (2019). Psychological factors affecting memorable tourism 
experiences. Asia Pacific Journal of Tourism Research, 24(7), 619–632. 
https://doi.org/10.1080/10941665.2019.1611611  

West, S. G., Finch, J. F., & Curran, P. J. (1995). Structural equation models with nonnormal variables: 
Problems and remedies. In R. H. Hoyle (Ed.), Structural equation modeling: Concepts, issues, and 
applications (pp. 56–75). Sage Publications, Inc. 

https://doi.org/10.1108/09596111011035981
https://doi.org/10.1108/WHATT-09-2019-0053
https://doi.org/10.1080/1743873X.2019.1639717
https://doi.org/10.1016/j.tmp.2023.101103
https://doi.org/10.1016/j.jhtm.2021.03.006
https://doi.org/10.1002/jtr.2800
https://doi.org/10.1080/15022250.2017.1287003
https://doi.org/10.1080/14724049.2023.2272063
https://doi.org/10.1016/j.jdmm.2024.100904
https://doi.org/10.1080/14927713.2023.2187864
https://doi.org/10.1108/IJTC-03-2021-0043
https://doi.org/10.1002/jtr.2070
https://doi.org/10.1016/j.annals.2011.03.009
https://doi.org/10.1002/jtr.2533
https://doi.org/10.1016/j.jort.2023.100710
https://doi.org/10.1080/10941665.2019.1611611


 

 30 

 
 

Tarık YALÇINKAYA, Yılmaz AKGÜNDÜZ, Nefise ORDUKAYA 

Williams, P., & Soutar, G. N. (2009). Value, satisfaction and behavioral intentions in an adventure tourism 
context. Annals of Tourism Research, 36(3), 413–438. 
https://doi.org/10.1016/j.annals.2009.02.002  

Wu, H. C., & Li, T. (2017). A study of experiential quality, perceived value, heritage image, experiential 
satisfaction, and behavioral intentions for heritage tourists. Journal of Hospitality & Tourism 
Research, 41(8), 904–944. https://doi.org/10.1177/1096348014525638  

Xiong, W., Chen, D., Huang, M., Okumus, B., & Cai, X. (2025). Children’s tourism memory: an iconological 
analysis of drawings. Children's Geographies, 23(2), 237–256. 
https://doi.org/10.1080/14733285.2025.2481128  

Yu, C. P., Chang, W. C., & Ramanpong, J. (2019). Assessing visitors’ memorable tourism experiences (MTEs) 
in forest recreation destination: A case study in Xitou nature education area. Forests, 10(8), 636. 
https://doi.org/10.3390/f10080636  

Zare, S. (2019). Cultural influences on memorable tourism experiences. Anatolia, 30(3), 316–327. 
https://doi.org/10.1080/13032917.2019.1575886  

Zeng, L., & Yi Man Li, R. (2021). Tourist satisfaction, willingness to revisit and recommend, and mountain 
kangyang tourism spots sustainability: A structural equation modelling approach. Sustainability, 
13(19), 10620. https://doi.org/10.3390/su131910620  

 

 

 

 

  

https://doi.org/10.1016/j.annals.2009.02.002
https://doi.org/10.1177/1096348014525638
https://doi.org/10.1080/14733285.2025.2481128
https://doi.org/10.3390/f10080636
https://doi.org/10.1080/13032917.2019.1575886
https://doi.org/10.3390/su131910620


 

 
31  

 

 

 
 

Tarık YALÇINKAYA, Yılmaz AKGÜNDÜZ, Nefise ORDUKAYA 

Tarık YALÇINKAYA 

 
 

Tarık Yalçınkaya, PhD, works as a lecturer in the Department of 
Tourism and Hotel Management at Çanakkale Onsekiz Mart 
University, Türkiye. His work focuses on tourism and cultural 
heritage. 

 

Yılmaz AKGÜNDÜZ 

 
Yılmaz Akgündüz, PhD, is a professor of tourism at the DEU School of 
Applied Sciences, Türkiye. His current research interests include 
leadership and HRM in hospitality. His research is published in 
books, book chapters, and academic journals including International 
Journal of Hospitality Management, Journal of Hospitality and 
Tourism Management, Tourism Review, Current Issues in Tourism, 
and International Journal of Contemporary Hospitality Management. 

 

Nefise ORDUKAYA 

 
Nefise Ordukaya successfully graduated from the Department of 
Tourism Management at Ayvacık Vocational School, Çanakkale 
Onsekiz Mart University, Türkiye. She completed a double major in 
the Department of Tour Guiding. Following her graduation, she 
commenced employment within the tourism industry. 

 
 


