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Abstract 

This study investigated the effect of employer brand on the choice of the workplace of those working in hospitality businesses. The 
research was carried out with students at Süleyman Demirel University and Isparta University of Applied Sciences in Isparta, Turkey. 
A questionnaire was administered to 550 participants through face-to-face interviews. The data were analyzed with exploratory and 
confirmatory factor analysis and regression analysis using SPSS. The findings indicated that four factors significantly affected work-
place selection: career and development opportunities, institutional reputation, economic elements and working conditions. In con-
trast, employee value perceptions and social elements had no significant effect.  

Keywords: Employer brand, Employers, Workplace selection, Hospitality industry, Tourism 

 
 
1. Introduction 

Like other social areas, the service sector has been af-
fected by the emergence of an information-centred structure 
that require businesses to adapt to changes. Employer brand, 
which involves as proving and promoting the business to dif-
ferent stakeholders, especially employees, is becoming 
steadily more important. While various factors determine 
how interested businesses are in the employer brand, the 
most important is economic as the tourism sector, specifi-
cally hospitality businesses, are expanding their economic 
influence 

Due to the significant benefits, they provide, hospitality 
businesses are particularly important in the current eco-
nomic order. Hospitality businesses operate in a very com-
petitive environment that has various advantages. Therefore, 
different applications are developed on the basis of the sec-
tor. One of these applications is employer branding. To gain 
a competitive advantage, hospitality businesses first try to 
attract qualified employees through employer branding. If 
these qualified employees and the strong reputation of the 
employer brand brings success, the business can strengthen 
its position ensure its survival by being economically supe-
rior to its competitors. 

Research into employer brands shows how businesses 
can attract employees by offering a wide variety of benefits. 
By persuading potential employees to join, both the business 

and the employee can benefit. The importance and effects of 
employer brands, which also influence other stakeholders 
like customers and competitors, is expanding. It is therefore 
essential for an hospitality business, especially its human re-
sources department, to coordinate and demonstrate the im-
portance of employer brand for the business. 

Various studies have investigated the relationship be-
tween employees and employer brand (Adler and Ghiselli, 
2015; Ratna-Singh, 2013; Barrow and Mosley, 2005; Chun-
ping and Li, 2011; Lievens et al., 2007). However, no study 
has considered the effect of employer brand on employees’ 
choice of workplace in the hospitality sector. The present 
study is thus original as it fills this gap in the literature. The 
main purpose of the study is to identify specific employer 
brand factors and determine their effects on employees’ 
choice of workplace. The findings are valuable as an initial 
source for future employer brand studies of hospitality busi-
nesses. 

2. Employer brand 

In workplaces, the employees’ muscular or physical 
strength is becoming less important than their knowledge 
and skills. Consequently, businesses increasingly need well-
qualified employees, which has created a competition be-
tween them to attract talented and knowledgeable employ-
ees. Employer brand has become an important tool in this 
competition (Kara, 2013: 40). By ensuring that businesses 
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notice the value of their employees, employer branding has 
led to more studies on employees. 

The concept of employer brand first emerged in the UK, 
where then Simon Barrow clearly defined its boundaries and 
meaning as the advantages and progress payments that the 
employer promises to their employees. These advantages are 
used to attract the attention of potential employees who can 
add value to the business through their knowledge and qual-
ifications (Barrow and Mosley, 2005: 15). The basic logic of 
the employer brand is to present various benefits to attract 
the attention of potential employees. 

The employer brand is also a tool for maintaining the 
business-employee relationship by stimulating commitment 
to the business so that the employees work more willingly 
(Davies, 2008: 668). By increasing employee loyalty to the 
business, this can make them more productive so that the 
business can take advantage in the specified basic areas.  

Establishing a successful employer brand brings several 
basic benefits, as follows: 

• It contributes to the formation of the perception of the 
place where it is desired to work for the business, 
which is in the position of the employer. In this way, it 
becomes easier to include qualified employees who are 
thought to contribute to the business. In a way, the em-
ployer business is no longer in a situation where it 
chooses qualified employees, not selected by the em-
ployees, among alternative businesses during the re-
cruitment process (Kara, 2013: 55). 

• It ensures that a high rate of applications is received in 
the employee evaluation and procurement work carried 
out by the human resources (Baş, 2011:43).  

• By having well-qualified employees, the business can 
minimize the cost of its activities and their failure rate 
(Barrow and Mosley, 2005: 69). 

• The employer appears to be more attractive (Edwards, 
2005: 266). 

• The business becomes more competitive (Baş, 2011). 
• The business can realize its mission (Yılmaz and 

Yılmaz, 2010: 301). 
• The employer can develop a positive image, identity, 

and reputation (Özgen and Akbayır, 2011: 85). 
• There is less employee turnover (Kavlakoğlu, 2018: 

34). 
• By performing their jobs properly, well-qualified em-

ployees make the customers satisfied and loyal, which 
increases sales (Barrow and Mosley, 2005: 72). 

• Business recognition increases the organization’s in-
fluence (Buğdaycıoğlu, 2014: 17). 

Employees expect certain benefits from the business 
they work for. Accordingly, the employer brand includes ef-
forts to achieve this unity of purpose formed in the employ-
ees, which is an important step towards ensuring employee 

satisfaction. A positive employer brand can benefit employ-
ees in their education, career, income, and psychology. 
These benefits include opportunities to plan their career, par-
ticipate in uplifting social activities, develop necessary edu-
cation and experience, earn a satisfactory income through 
salary, bonuses, etc., participate in a working environment 
with a well-developed business culture, receive support 
while adapting to the business, be consulting by the em-
ployer before decisions are made and feel valued (Ambler 
and Barrow, 1996: 187). In short, the employer brand creates 
advantages for both employees and the business. 

2.1. Dimensions of employer brands 

Various studies have identified the dimensions that de-
fine the scope of employer brands and the areas for research 
to focus on. Ambler and Barrow (1996), for example, iden-
tify three main dimensions: 

• Economic: the financial benefits and incentives offered 
to employees 

• Functional: the career, educational, and development 
opportunities offered to employees 

• Psychological: the work environment, business cul-
ture, etc. 

Adler and Ghiselli (2015) add a fourth dimension to 
those suggested by Ambler and Barrow: 

• Economic: progress payments like salary, premiums, 
bonuses and insurance 

• Functional: the features of the job, and educational and 
career elements 

• Psychological: activities that maintain the business cul-
ture to strengthen relations between employees 

• Organizational: the business’s history, the employer’s 
reputation and image, and national and international 
activities 

Based on a review of the literature, the present study con-
siders six employer brand dimensions (Yaşar and Demir, 
2021: 185): 

Value perceptions: The practices that determine value 
perceptions may differ significantly between businesses de-
pending on factors like the business’s size, sector, mission 
and vision, and competitors. Generally, however, certain 
practices are important, such as valuing the mentality of the 
employees, listening to them, exchanging ideas, and inter-
acting constantly. A business must create a perception of 
value towards its employees in terms of the results it creates. 
It must pay attention to the factors that create a perception 
of value by creating a sense of commitment in the employ-
ees, increasing their motivation and productivity, and ensure 
a suitable business culture and working environment. Fi-
nally, by providing a perception of value to current employ-
ees, the business can effectively promote itself to attract new 
employees. 
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Career and development: This include practices like em-
ployee training activities, planning to gain experience, and 
career advancement guidance. Thus, the business aims to be-
come more successful by increasing its employees’ skill lev-
els (Demir, 2014: 18; Yasar and Demir, 2019: 504). 

Institutional reputation: Institutional reputation refers to 
the recognition and rewarding of a business by its stakehold-
ers. This trust between a business and its stakeholders is only 
achieved slowly (Kadıbeşegil, 2006: 59). The business and 
its employees gain different advantages from efforts to cre-
ate a positive institutional reputation. Employees can in-
crease their self-esteem while their loyalty and performance 
may increase (Demir, 2015) if they are satisfied with the in-
stitutional culture and working environment (Tan and 
Demir, 2018). Businesses can attract potential employees 
and increase their competitive power within the sector 
(Kara, 2013: 47). 

Economic factors: The most significant economic factor 
is remuneration as wages, etc. The material content and the 
degree of saturation of the earnings offered to the employees 
affects many employee attitudes and behaviours, such as sat-
isfaction, loyalty, and productivity. 

Working conditions: Working conditions are an im-
portant component of the employer brand. Employees’ hes-
itations in certain areas must be eliminated so that they can 
adapt to the workplace and perform efficiently (Terlemez, 
2012: 34). In particular, healthy working conditions contrib-
ute to a positive employer brand, which increases the current 
employees’ performance and attracts potential employees. 

Social elements: In addition to performing their duties, a 
business’s management and employees need to be socially 

integrated and interact. It is therefore necessary for the busi-
ness to carry out certain social activities and social respon-
sibility studies. These activities in question should be varied 
to contribute to the formation of the employer brand from a 
different point of view. 

These six dimensions comprising the employer brand are 
the independent variables for this study while choice of 
workplace is the dependent variable. Figure 1 shows the re-
search model. The study tests the following six hypotheses: 

H1: The perception of value created in the employees by 
the business significantly affects employees’ choice of 
workplace. 

H2: The career and development opportunities offered to 
the employees by the business significantly affects employ-
ees’ choice of workplace. 

H3: The business’s reputation as perceived by the em-
ployees significantly affects employees’ choice of work-
place. 

H4: The economic benefits offered to the employees by 
the business significantly affects employees’ choice of 
workplace. 

H5: The working conditions to the employees offered by 
the business significantly affects employees’ choice of 
workplace. 

H6: The social elements offered to the employees by the 
business significantly affects employees’ choice of work-
place. 

 

Figure 1. Research model 

Value perception of employees   
Career and development opportunities   

Institutional reputation  Workplace selection Economic factors  
Working conditions   

Social elements   

3. Method 

3.1. Research scale 

Data were collected using a quantitative questionnaire as 
appropriate for the purpose of the study. The questionnaire 
form consisted of two parts. The first had open-ended ques-
tions to determine the participants’ demographic character-
istics. The second part had 48 statements about the employer 
brand dimensions affecting the participants’ workplace se-
lection. The participants responded on a 5-point Likert scale 
(1: Strongly Disagree, 2: Disagree, 3: Undecided, 4: Agree, 
5: Strongly Agree). 

The statements about the employer brand dimensions 
were obtained from Demir and Demir (2016), Knox and 

Freeman (2006), Maxwell and Knox (2009), Moroko and 
Uncles (2008) and Roy (2008). The statements from Eng-
lish-language sources were translated into Turkish by two 
academics who are experts in their fields. Two other aca-
demics then back-translated the statements.  

3.2. Research population and data collection 

The research population consisted of students studying 
in the tourism departments of Süleyman Demirel University 
and Isparta University of Applied Sciences. The survey was 
conducted in April and May 2019. After obtaining the nec-
essary permissions, 550 questionnaires were prepared and 
distributed. All questionnaire forms were completed face to 
face. Of the completed questionnaires, 10 were received 
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empty and 27 were excluded for incompleteness, leaving a 
research sample of 513 questionnaires. This satisfied the re-
quirement to reach the 95% confidence interval of the sam-
ple and to have at least five times (48 x 5 = 240) the number 
of items to perform factor analysis. 

3.3. Data analysis 

The research data were analyzed using SPSS which was 
developed for quantitative research in social sciences. The 
validity and reliability of the measurement tool were tested 
while the participants’ demographic characteristics were ex-
amined using frequency and percentage distributions. Fac-
tor, correlation and regression analyses were carried out to 
test the hypotheses to identify which employer brand dimen-
sions affect the participants’ choice of workplace. 

3.4. Participants’ demographic characteristics 

Regarding age, 94.9% of the participants were 18-25 
years old while 97. 1% were single, 55.9% had graduated 
from other types of high schools and 44.1% were from tour-
ism vocational high schools. Regarding work experience, 
40.2% had less than a year, 29.2% had 1-3 years, 23.6% had 
4-6 years. Finally, 67.4% had worked in hotels. 

4. Findings 

4.1. Scale reliability and validity analysis  

Factor analysis was performed to determine the research 
scale’s factor structure. As a result, several items were ex-
cluded from further analysis. Some lacked the appropriate 
properties and values, some distorted the scale’s overall sta-
tistical structure statistically, and each of them taking place 
alone in the free grouping in factor analysis. Based on the 
factor analysis, 37 statements were retained under the fol-
lowing seven dimensions: employee value perception, ca-
reer and development opportunities, institutional reputation, 
economic factors, working conditions, social elements and 
workplace selection. The seven factors explained 65% of the 
total variance. The Kaiser-Mayer-Olkin sample adequacy 
level of the scale was 94.5% while the Bartlett test result for 
globosity was 10974.9, which was significant at p<0.01 
level. Table 2 shows the correlations between the employer 
brand dimensions and employees’ choice of workplace. 

There were moderately significant positive linear rela-
tionships between workplace selection and perception of 
value for employees (r=.659, p<0.01), career and develop-
ment opportunities (r=.647, p<0.01) and social elements 
(r=.519, p<0.01). There were highly significant positive lin-
ear relationships between workplace selection and institu-
tional reputation (r=.729, p<0.01), economic factors (r=.799, 
p<0.01) and working conditions (r=.852, p<0.01). 

4.2. Regression analysis and hypothesis testing 

 Multiple regression analysis was conducted to deter-
mine whether each employer brand dimensions affected 

workplace selection. The results are shown in Table 3. The 
independent variables were the employer brand dimensions 
while the dependent variable was workplace selection. 

4.3. Correlation analysis 

The analysis indicated that only four employer brand di-
mensions significantly affect employees’ choice of work-
place.  

First, career and development opportunities had a signif-
icant effect on Workplace Selection (t=2.02; p=.044). That 
is, potential employees are more likely to choose a work-
place that provides opportunities to work abroad, offers ex-
perience in different departments, arranges orientation pro-
grams that prioritize employee development, helps employ-
ees by making career plans, adopts a fair approach to pro-
motions, and actually implements these policies. 

Second, institutional reputation had a significant effect 
on Workplace Selection (t=3.11; p=.002). That is, employ-
ees are more likely to choose a workplace if the business has 
a certain prestige, especially international recognition, ethi-
cal rules regarding its operations, an impression of trust, and 
being a place where employees want to work. 

Third, economic factors significantly affected Work-
place Selection (t=2.51; p=.012). That is, potential employ-
ees are more likely to choose a workplace that offers attrac-
tive remuneration, pays wages and bonuses on time, and fol-
lows regulations regarding insurance compensation, etc. 

Fourth, working conditions significantly affected Work-
place Selection (t=11.6 and p=.000). That is, potential em-
ployees are more likely to choose a workplace with a coop-
erative culture, a calm and motivating work environment, 
equitable, non-discriminatory workload distribution, tech-
nologically up-to-date working environment, and clearly de-
fined working hours. 

In contrast, perception of value to employees had no ef-
fect on Workplace Selection (t=-.678; p=.498). That is, it 
makes no difference to potential employees’ choice of work-
place whether management gives importance to employees, 
trusts them, helps them when necessary, cares about their 
opinions, creates a sense of belonging, or is sincere in atti-
tudes and behaviour. 

Similarly, social factors had no effect on Workplace Se-
lection (t=-1.39; p=.163). That is, it makes no difference to 
employees’ choice of workplace whether employees and 
their families participate in activities organized by the busi-
ness or other organizations, or employees represent the busi-
ness at these events. 

5. Conclusion 

Tourism is a competitive and growing sector that has in-
creasing influence both locally and globally. Therefore, 
tourism businesses must adopt new techniques to gain a 
more advantageous position. One of these is employer 
branding. Businesses that give sufficient importance to their 
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own employer brand can benefit from multiplier effects to 
eliminate rival businesses. The first advantage of a positive 
employer brand is that the business can more easily recruit 
qualified employees. Once these qualified employees work 
in the business, they can provide customer services more 

successfully, which increases customer satisfaction and ulti-
mately ensures higher sales, greater customer loyalty, and 
the ability to outcompete other business rivals. To maintain 
this multiplier effect, the business must first recruit qualified 
employees and create an effective employer brand.

Table 1. Factor analysis results  

Factors Number of Items Cronbach’s Alpha Eigenvalue Variance (%) 
Employee value perception 6 .89 12.85 34.73 
Career and development opportunities 6 .81 4.03 10.90 
Institutional reputation 6 .86 2.14 5.79 
Economic factors 5 .90 1.52 4.11 
Working conditions 7 .87 1.32 3.57 
Social elements 4 .83 1.12 3.04 
Workplace selection 3 .86 1.06 2.87 
General α=.95; KMO=.945; Bartlett’s Test=10974.9; AVO= 65.05 

Table 2. Correlation analysis results 

Variables 1 2 3 4 5 6 7 
1 employee value perception 1       
2 Career and development opportunities .893** 1      
3 institutional reputation .763** .715** 1     
4 economic factors .714** .688**  .760** 1    
5 working conditions .706** .680**  .772** .891** 1   
6 social elements .576** .601** .507** .591** .610** 1  
7 workplace selection .659** .647** .729** .799** .852** .519** 1 
*p<0.05; **p<0.01  

Table 3. Regression analysis results 

Variables Non-standardized coefficients Standardized coefficients t p 
B St. error b 

Constant .443 .107  4.132 .000 
1 employee value perception -.032 .048 -.037 -.678 .498 
2 Career and development opportunities .092 .045 .104 2.023 .044 
3 institutional reputation .126 .041 .127 3.115 .002 
4 economic factors .131 .052 .131 2.515 .012 
5 working conditions .625 .054 .618 11.606 .000 
6 social elements -.036 .025 -.042 -1.398 .163 
Dependent variable (Workplace Selection): R=.863; R²= .746; Adjusted R²=.743; F= 247.163; p<.001 

Table 4. Hypotheses results 

Hypotheses t p Result 

H1: The perception of value created in the employees by the business significantly affects 
employees’ choice of workplace. -.678 .498 Rejected 

H2: The career and development opportunities offered to the employees by the business 
significantly affects employees’ choice of workplace. 2.023 .044 Accepted 

H3: The business’s reputation as perceived by the employees significantly affects employ-
ees’ choice of workplace. 3.115 .002 Accepted 

H4: The economic benefits offered to the employees by the business significantly affects 
employees’ choice of workplace. 2.515 .012 Accepted 

H5: The working conditions to the employees offered by the business significantly affects 
employees’ choice of workplace. 11.60 .000 Accepted 

H6: The social elements offered to the employees by the business significantly affects em-
ployees’ choice of workplace. 1.398 .163 Rejected 
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The correlation analysis indicated both moderate and strong 
positive relationships between workplace selection and the 
employer brand dimensions. The strongest relationship was 
with working conditions while the weakest relationship was 
with social elements. 

The multiple regression analysis indicated that four em-
ployer brand dimensions significantly affected workplace 
selection: career and development opportunities, institu-
tional reputation, economic factors and working conditions. 
In contrast, perception of value to employees and social fac-
tors had no significant effect. 

Employees develop their career plans based on their own 
priorities before choosing which business to work in. Obvi-
ously, employees must develop their careers successfully to 
maintain a suitable level of welfare, meet their needs, and 
gain satisfaction, such as respectability, recognition and suc-
cess. Therefore, potential employees evaluate businesses 
and employer brands in terms of the elements that can sup-
port their career plans through career planning, training and 
development, opportunities to gain experience in different 
fields, and periodic promotions based on clear criteria.  

Various studies have shown the importance of these fac-
tors. Kesoğlu (2017), for example, concluded that promotion 
and career opportunities significantly affect organizational 
commitment. Kucherov and Zavyalova (2012) included the 
career and development factor within the functional dimen-
sion. They concluded that the employer brand should in-
clude opportunities given to employees to improve them-
selves. Melin (2005) found that potential employees espe-
cially prefer businesses that offer training opportunities. 
Likewise, Ambler and Barrow (1996) included career and 
development opportunities while explaining the dimensions 
of employer branding. Confirming the importance of pro-
moting the employees’ careers and development, hypothesis 
H2 was accepted. 

Employer branding studies indicate that businesses need 
to gain the respect of their stakeholders on symbolic issues, 
such as employer reputation and employer image. In support 
of this, the regression analysis results indicated that the in-
stitutional reputation dimension had the strongest effect on 
workplace selection after working conditions. That is, em-
ployers give importance to the name of the business as a ref-
erence to potential employees, stakeholder trust, their inter-
national reputation, following ethical rules and being pre-
ferred by other employees. 

Previous studies also confirm the importance of institu-
tional reputation within the employer brand. Lievens et al. 
(2007), for example, found that qualified employees pay 
more attention to reputation while Cable and Turban (2003) 
found that recognition and reputation are the first factors that 
potential employees consider when choosing a workplace. 
Adler and Ghiselli (2015) also included employer reputation 
and image within the organizational dimension while ex-
plaining the dimensions of the employer brand. Hypothesis 
H3 was accepted, confirming that potential employees are 

sensitive to a business’s name, reliability, recognition and 
understanding, and their desire to add added value to their 
careers, guarantee their financial security, and benefit from 
the business’s corporate reputation both in business and so-
cial life. 

The importance of economic benefits, such as salary, bo-
nuses, insurance and other compensation, vary between em-
ployees. Given its importance, many studies have included 
it as a dimension of the employer brand. Khoshnevis and 
Gholipour (2017), for example, found that economic factors 
comprise the most important employer brand factor for em-
ployees. Similarly, Öksüz (2019) found that economic fac-
tors, especially salary, are critical for employer branding, 
and this was confirmed by subsequent studies. Berthon et al. 
(2005), Maxwell and Knox (2009), Kimpakom and Dimmitt 
(2007) all included the economic dimension in employer 
branding. In line with previous research, hypothesis H4 was 
accepted. That is, potential employees are motivated by eco-
nomic benefits to meet basic needs, gain prestige and social 
status, and be more productive. 

Working conditions are important for efficient perfor-
mance of workplace tasks. Given that they determine em-
ployee performance levels and their commitment to the job 
and the business, they are critical to helping employees 
throughout their career. Working conditions are thus a criti-
cal employer brand element because they increase employee 
motivation and help employees succeed at work and transfer 
this success to their social lives. Previous studies have there-
fore included working conditions as an essential element in 
employer branding. 

Rampl (2014), for example, found that working condi-
tions was the branding factor that employees most priori-
tized. Similarly, Öksüz (2019) concluded that the working 
environment is a key factor for employer branding and that 
working conditions are more important than economic fac-
tors for some employees. Burawat (2015) showed that work-
ing conditions creates expectations for employees and that 
the provision of working conditions in businesses affects 
employees. According to Sağır (2016), employee productiv-
ity and commitment increases if the working conditions 
reach the desired level. Likewise, Oğuz (2012), Lievens and 
Highhouse (2003), Kara (2013) and Jain and Bhatt (2015) 
all argue that employer branding should include working 
conditions as one of its dimensions. Finally, Demir (2011) 
found that working conditions significantly affect employ-
ees’ intention to stay at work. In line with these studies, hy-
pothesis H5 was confirmed, showing that working condi-
tions are a motivating factor for potential employees. 

Employee value perception and social elements should 
be included in the employer brand. However, Şahin (2011) 
and Şenel (2012) conclude that employees below a certain 
age cannot make a complete decision regarding their career 
plan and the elements they value. Therefore, their job com-
mitment tends to be low. At certain ages, employees are 
more motivated by relatively concrete issues like economic 
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factors and working conditions. Therefore, they do not pri-
oritize more abstract dimensions like perception of value. 
Accordingly, hypotheses H1 and H were both rejected in the 
present study. 

This study, which aimed to determine the effect of em-
ployer brand on employees’ choice of workplace, showed 
that Career and Development Opportunities, Institutional 
Reputation, Economic Factors and Working Conditions sig-
nificantly influence workplace selection whereas Perception 
of Value to Employees and Social Elements do not. Thus, 
four hypotheses were accepted and two were rejected. 

These findings have several theoretical and practical im-
plications. 

• Businesses need to give the necessary importance to 
the employer brand to retain existing employees and 
attract potential employees. 

• Although this study suggested that creating a percep-
tion of value for the employees and social elements 
have no effect on the employer brand, businesses 
should consider the age range of their employees and 
determine whether they have such priorities when do-
ing value perception and social elements activities. 

• Career and development opportunities significantly af-
fect the employer brand. Therefore, business should in-
clude relevant elements within the employer brand, 
such as training and development programs, business 
and human resources for employees, career planning, 
opportunities to work in different departments and 
abroad, and equitable in promotions. 

• Businesses should consider elements like the business 
name, reputation, image, trust and attractiveness. 

• Businesses should protect and implement fairly em-
ployees’ rights regarding salary, bonuses, and regula-
tions governing employee compensation and insur-
ance. 

• Working conditions should be designed to maximise 
performance and job commitment while tasks should 
be distributed equitably among employees. 

• Businesses should develop plans to create employer 
brands. 

• As the responsible department for employee-related 
activities, human resources should take more responsi-
bility. 

• To compete internationally, tourism sector businesses 
should be encouraged to work on employer branding. 
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Abstract 

The tourism industry has been one of the sectors most affected by the Coronavirus (Covid-19). Hospitality businesses constitute an 
important part of the tourism industry. In the new era, it is vital producing safe service under Covid-19 to the hotel customers. In the 
study, it was examined the effect of service quality given under Covid-19 conditions on guest satisfaction and the effect of the “Safe 
Tourism” certificate on buying behavior of tourists towards hotels. In the first part of the study, there are two questions about the 
socio-demographic characteristics of the participants. In the second part, the reasons why the customers prefer the hospitality estab-
lishments were asked. In the third part, the perceived quality level of the customers about the service of the hospitality business was 
measured. In the fourth part, there are five dependent variables based on a five-point It was found in the study that the quality of the 
service provided in the hospitality establishments and the level of satisfaction provided under Covid-19 conditions affect the inten-
tion to revisit the establishments. It was also found that the “Safe Tourism” certificate used by travel operators for marketing had a 
positive effect on choosing/buying hospitality establishments for holidays.  

Keywords: Hotel, service quality, satisfaction, loyalty, Covid-19, Bodrum 

 
 
1. Introduction 

The Covid-19 has caused severe physical and moral 
losses in human life like other outbreaks (Sars, Mers, Ebo-
la, etc.) that have occurred in the world previously (Ashikul 
et al., 2020; Gössling et al., 2020; Rivera, 2020). The tour-
ism industry is one of the most affected sectors by the 
Covid-19 (Demir et al., 2020; Demir, 2021; Pavlatos et al., 
2020). The big sectoral income loss is still actual by the 
spread of the Covid-19 starting from China at the end of 
2019. Industry executives who want to be hopeful for the 
future are also concerned about the continuation of the 
effects of the virus (Gursoy & Chi, 2020; Rivera, 2020). As 
in many sectors/sub-sectors, tourism is an area where trav-
elers and employees interact to produce and consume many 
different services. The level of this communication is also 
quite high and intense in hospitality establishments (Ashi-
kul et al., 2020; Henderson & Ng, 2004; Rivera, 2020). 

Hospitality businesses constitute an important part of 
the tourism industry. In such facilities, customers meet not 
only rest/holiday but also other needs such as entertain-
ment, restaurant and bar services, gambling, sports, SPA, 
swimming pools. The satisfaction level of customers and 

their intention to revisit can be affected by the quality of 
services provided, the location of the business, and the 
satisfaction level felt by customers (Hapsari et al., 2016; 
Hu et al., 2021; Kim et al., 2007; Manhas & Tukamushaba, 
2015). The resulting satisfaction will encourage the tourist 
to come back to the hospitality establishment. Otherwise, 
repeat purchasing behavior may be adversely affected 
(Mudie et al., 2003). Like the new situation in the Covid-19 
conditions, the management and the success of the hospi-
tality business are very closely tied to the new economic 
conditions.  

There are still difficulties in changing and developing 
technology, new health protocols, compliance of customers 
with new Covid-19 conditions, service detail, production, 
and consumption in the same environment (Hu, et al., 
2021). Regulations of health authorities and expectations of 
customers, the difficulty of creating customer satisfaction, 
and repeat visit behavior of hospitality businesses are felt 
more at every stage of service (Gursoy & Chi, 2020; Rive-
ra, 2020). The loss of the travel and hospitality industry has 
reached the level of 90% - during the beginning of the 
Covid-19 restrictions. The number of tourists coming to 
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Turkey in 2019 reached 51.7 million, in 2020 15.9 million 
due to restrictions, and 25 million in 2021 with intensive 
vaccination (KTB, 2022).  

It is very difficult and time-consuming to eliminate the 
negative effect of the service used by a customer for any 
reason. Thus, hospitality businesses need to make efforts to 
ensure customer satisfaction and make this satisfaction 
sustainable even under difficult conditions such as Covid-
19 (Japutra & Situmorang, 2021; Wen et al., 2020; Wen et 
al., 2021). It is important to produce and deliver the service 
at the desired quality, to measure service quali-
ty/satisfaction, and to evaluate repurchase intent as a result 
of feedback, even under special conditions such as pan-
demic conditions (Ritchie & Jiang, 2019). The purpose of 
this study is to reveal the service quality perception and the 
revisit intention of customers who had a holiday under 
Covid-19 conditions in a five-star hotel operating in 
Bodrum. 

2. Literature review 

The key success of today's competitive market depends 
on providing high-quality service and this leads to an in-
creased level of customer satisfaction. Therefore, customer 
assessment for the quality of service level in the hospitality 
industry is important in the development of the business 
(Chen & Tsai, 2008; Khan et al., 2016). However, hospital-
ity facilities need to provide a competitive service to satisfy 
their customers and gain customer loyalty (Chen et al., 
2020). Kotler (2001) defines service as “any intangible act 
or performance that one party offers to another that does 
not result in the ownership of anything.” In another way, 
we can define service as an intangible offer from service 
provider to his/her service receiver in exchange of money 
for comfort and pleasure. Grönroos (2000), on the other 
hand, stated that service is normally a process consisting of 
an important of more/fewer intangible activities but does 
not always, occur physically and/or having mutual effect 
between customer and service personnel. 

Two separate offerings/presentations of the same ser-
vice can't be the same, as the service is often performances 
produced by humans. The quality and contents of the ser-
vice will change from one service provider to another, from 
customer to customer, and even from day to day. The ser-
vice has no standards and the variability is quite high. Het-
erogeneity in services is often the result of human interac-
tion. On one hand, the service is not easy to be offered at 
the same level by the service producers, on the other hand, 
all the customers may not perceive service at similar feel-
ings. We can say that the same service provided at different 
periods cannot be felt the same by the same buyer (Kumar 
& Shah, 2004; Zeithaml & Bitner, 2000). Hospitality man-
agers are concentrating on quality and standards to receive 
the basic demand of customers. When managers identify 
and understand their customers’ needs, it will be easier to 
provide and fulfill their needs and wants (Juwaheer & 
Ross, 2003). It is so clear that a more satisfied customer 

may turn into a repeat or more/longer staying guests (Choi 
& Chu, 2001). 

Customer satisfaction is the attitude/evaluation formed 
by comparing the customer's expectations before purchas-
ing a product/service with the level of satisfaction they get 
with their subjective perceptions. In another definition, 
satisfaction is also interpreted as a customer's satisfaction 
or unhappiness resulting from comparing the perceived 
performance of a good/service with his/her expectation 
(Kotler 2000; Lucini et. al., 2020; Oliver, 1980; Yi, 1990). 
Service quality and customer satisfaction in hospitality 
businesses are the main reasons for businesses to continue 
their long-term activities and profitability. In particular, the 
positive behaviors of loyal customers for the business dur-
ing the crisis turn into a very critical and important ad-
vantage (Gupta & Zeithaml, 2006). In this case, service 
quality and customer loyalty are two main issues for hospi-
tality businesses (Slack & Singh, 2020). Today, customers 
expect a more detailed and different type of service from 
hospitality businesses. Customers' origin, nationality, gen-
der, etc., are among the important details in planning and 
improving service and service quality. 

A satisfied customer may turn to repurchase behavior 
by evaluating and interpreting the service he/she receives 
positively. At the same time, it can cause feelings of loyal-
ty by sharing its evaluations with other people (Del Bosque 
& Martin, 2008). On the other hand, a customer with a 
negative experience may act in the opposite direction and 
cause the company to lose customers (Narangajavana, 
2007; Pizam et al., 2016; Walters et al., 2002). The survival 
of companies depends on the level of satisfaction they 
provide to their customers due to the goods/services they 
produce (Nitecki & Hernon, 2000; Parasuraman et al., 
1985). 

Kotler et al., (2003) mentions the benefits of service 
quality to businesses. A quality service set will lead to the 
formation of loyal customers (Rindfleisch & Moorman, 
2003) and favor the company. Such a situation will also be 
effective in purchasing decisions. Re-preferring the service 
contributes to customer satisfaction and the recommenda-
tion of the satisfied customer to other potential customers. 
A business known for providing quality service will have a 
stronger and more sustainable competitive advantage than 
others (Lucini et al., 2020). On the other hand, it is ex-
pected that the personnel who will work in the service 
industry and especially in the hospitality enterprises act 
quickly and produce quality products. Successful and inno-
vative personnel will also contribute to the quality of the 
service (Pizam et al., 2016). It will be easier to employ a 
successful workforce and the cost of training and adapting 
to the job will be lower (Hu et al., 2009; Lai, 2019). On the 
other hand, a high-quality service system will have an 
operating cost. Ensuring continuity in service quality de-
pends on a planned management and training system and is 
important for the continuity of the mentioned advantages. 
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The service industry and especially the hospitality busi-
nesses should not ignore the customer loyalty factor. In the 
simplest terms, if the service quality and performance are 
lower than expected, the customer will be disappointed and 
loyalty will not occur. However, if the quality meets the 
expectations, customer satisfaction will occur and it will be 
possible to turn into loyalty (Pacheco, 2017). In this case, 
loyalty is the formation of a consumer's attitudes and be-
haviors towards purchasing and using the product as a 
result of previous experiences. There is a strong positive 
relationship between customer satisfaction and customer 
loyalty (Cheng & Tsai, 2008; Donio et al., 2006; Rauch et 
al., 2015; Story & Hess, 2006). Most researchers have 
concluded that customer satisfaction is a predictor of cus-
tomer loyalty (Faullant et al., 2008; Leverin & Liljander, 
2006; Ren et al., 2015). 

Pont & McQuilken (2005) found that customer satisfac-
tion and customer loyalty are related, but they pointed out 
that customers with high satisfaction levels are not always 
loyal customers. Similarly, Pleshko (2009) and Al-
Wugayan & Pleshko (2010) pointed out that there is no 
relationship between customer satisfaction and loyalty. Al-
Wugayan and Pleshko (2010) mention that their findings 
contradict the results of most studies. 

Customers are the demanding party in every industry. 
However, in hospitality establishments, this demand consti-
tutes the most important issue that is service quality. Since 
service quality is the main factor that ensures guest satis-
faction, implementing a successful service quality strategy 
will be an important requirement for the hospitality busi-
ness (Lucini et al., 2020). Inadequate service quality will 
create dissatisfied customers in the hospitality business. 
This will naturally reduce the intention to revisit the hospi-
tality business and its competitive advantage (Demir et al., 
2020, 2021a, 2021b; Günaydın, 2015). Due to the effects of 
the Covid-19 pandemic conditions on the tourism revenues, 
product supply, management, and state-firm relations of the 
countries, it was inevitable to redefine the standards of 
services (Azlan et al., 2020; Günaydın & Kozak, 2022). 
For this reason, the WHO and the health authorities of the 
countries have announced the new rules. Accommodation 
businesses have also started to produce services by the new 
normal. 

Early academic studies stated that the tourism industry 
was affected by pandemics dramatically (Cr´o & Martins, 
2017; Dalgıç et al., 2021). In such pandemic conditions, it 
is mentioned that experienced managers take responsibility, 
develop a new strategic management approach and solve 
problems according to local needs (Pavlatos et al., 2020). 
The covid-19 crisis has made it difficult for businesses to 
manage their human sources on a global scale and has 
become an important cost issue (Koirala & Acharya, 2020). 
Hospitality managers stated that their incomes decrease 
(Gursoy & Chi, 2020), their expenses increase and their 
occupancy decreases dramatically (Hameed et al., 2021; 
Lai & Wong, 2020), and faced difficulties for future finan-

cial planning (Günaydın & Özer, 2021; Ramelli & Wagner, 
2020).  Due to the crisis to continue, it is imperative to 
carefully maintain the new normal service approach by 
health regulations (Naumov et al., 2020). The travel indus-
try states that vacationers' health concerns still persist. In 
line with the Covid-19 recommendations of WHO and 
local authorities, social distance and hygiene practices 
(Gossling et al., 2020) affect customers' perceptions of 
quality. In changing conditions, service/quality expecta-
tions and perceptions of customers also change (Günaydın 
et al., 2021; Oliver, 1980). Zenker & Kock (2020) identi-
fied six topics caused by the crisis. These; level of com-
plexity, change in the destination image, change in guest 
behavior, change in life and behavior of local people, 
change in the tourism industry, and long-term di-
rect/indirect effects. 

There have also been significant changes in the hospi-
tality industry services due to Covid-19. Social distance, 
hygiene, masks became a necessity for airports, vehicles, 
cities, and hotels. Covid-19 or similar infectious diseases 
have become an important health problem that starts from 
the local and spreads to the general (Delea et al., 2020). 
Regular, clean, and hygienic service and environment in 
hotel businesses are very important in terms of customer 
perception and first impression (Vilnai-Yavetz & Gilboa, 
2010). For this reason, for customers who know the holi-
day, hygiene and quality service are very effective in terms 
of customer satisfaction and repurchase intention (Pizam & 
Tasci, 2019). Due to Covid-19 procedures, a new disinfec-
tion method process was started in the room, public areas, 
lobby, restaurant, bar, beach, indoor pool, SPA center, etc. 
Guests accustomed to the all-inclusive system in the nor-
mal period initially found these practices strange, objected, 
and protested the health and safety practices with com-
ments that "this is an all-inclusive hotel, not a prison" 
(Günaydın & Özer, 2021). In this process, there were seri-
ous differences/criticisms in the service process and quality 
perception (Günaydın & Kozak, 2022). Especially in all-
inclusive hotels, an open buffet food presentation was 
made by the staff. A similar method was applied in bar 
services. 

The above studies have discussed the main effects and 
suggestions of Covid-19 in the tourism industry. However, 
studies on service quality and its effects on repurchasing in 
accommodation establishments under Covid-19 conditions 
are limited. The purpose of this study is to understand what 
service factors are effective on tourists' re-visit intention to 
hotels under Covid-19 conditions. Therefore, this study is 
expected to make an important contribution to the litera-
ture. 

3. Method 

The continuous measurement of service level lies be-
hind the continuous improvement of quality in hospitality 
establishments. Hotel managers should measure their ser-
vice quality to decide where to start and set priorities. 
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Managers and employees should use customer satisfaction 
and quality measurement results to find and solve the caus-
es of problems by working systematically (Chen & Gursoy, 
2001). As in hospitality businesses, traditional qualitative 
(interviews), quantitative (surveys), or a combination of 
both approaches are used by academics to assess customer 
satisfaction dimensions (Guo et al., 2017). However, these 
methods have clear shortcomings regarding time consump-
tion and accuracy of results, as noted in many studies (Lu-
cini et al., 2020; Wan & Gao, 2015). The size of the sam-
ple, the inconsistency of the indicators in the factors, or the 
random answers of the questionnaire may lead to biased 
results (Chow, 2015). 

The questionnaire, which was created based on the in-
formation in the literature and the scale applied by the 
author before, was used as a model in this study 
(Günaydın, 2015). In the first part, there are two questions 
about the socio-demographic characteristics of the partici-
pants. In the second part, the reasons why the customers 
prefer the hospitality business were asked. In the third part, 
the perceived quality level of the customers about the ser-
vice of the hospitality business was measured. In this sec-
tion, there were 32 questions following the five-point Lik-
ert scale coded as "Strongly agree-Strongly disagree". In 
the fourth part, there are five dependent variables based on 
a five-point Likert scale, showing the general satisfaction 
level of customers, their intent to revisit and recommend to 
others under the conditions of Covid-19. 

The fact that the study was conducted in the summer of 
2021 caused the participants to be from limited countries. 
International travel restrictions have resulted in a low num-
ber of target markets expected to arrive in Bodrum. Ac-
cordingly, the occupancy rate in hospitality establishments 
remained below compared to a normal period. Therefore, 
participation in the research was limited. A pilot study was 
conducted to be tested with 20 customers between 1-5 July 
2021. According to the preliminary findings, it was seen 
that the questions were understandable and sufficient. The 
main data collection process of the research was completed 
between 15 July and 14 October 2021. The questionnaires 
were given to the customers just before they left the hospi-
tality establishment and they were asked to fill in the ques-
tionnaires voluntarily. This research has ethical approval 
from Isparta University of Applied Sciences, Ethics Com-
mittee of Human Researches in Social Sciences (Date: 
14.08.2020; Approval: 27/2) 

4. Results 

As a result of the research, 119 questionnaires filled 
completely were evaluated and 12 questionnaires filled 
incorrectly and incompletely were excluded from the eval-
uation. The demographic distribution of the participants is 
shown in Table 1. In the study, first of all, reliability and 
validity analyzes were performed to determine the con-
sistency and statistical robustness of the data. In research, 
the validity and reliability analysis was not carried out or 

the use of measurement tools that are low for social scienc-
es causes all the results to be negatively affected (Sekaran, 
2003). Reliability, which reveals the consistency of all 
questions in a measurement tool, their homogeneity and 
sufficiency in measuring the formation under consideration 
(Özdamar, 2004); In other words, it is a criterion used to 
test whether the statements that make up the measurement 
tool developed to collect data on the units that make up the 
sample on any subject are consistent with each other (Ural 
& Kılıç, 2005). 

Table 1. Demographic characteristics of the participants  
Demographic variables n % Label 

Gender Female  59 49 2 
Male  60 51 1 

Country 

Rus+Ukr 47 40 1 
POL 9 8 2 
TR 46 38 3 
Other 17 14 4 

 Total 119 100  

Reliability analysis measures the internal consistency 
between the items in a scale and gives information about 
the relationships between these items (Bayram, 2004). The 
validity, on the other hand, is used to explain how much the 
findings reflect the researched subject, and the validity of 
research is to develop measurement tools or research meth-
ods that will fully cover the researched problem, and va-
lidity analysis refers to taking the necessary precautions to 
reach the right information (Sekaran, 2003; Yıldırım & 
Şimşek, 2008). As a result of the test, the general reliability 
of the data (Cronbach Alpha) was 0.91. This result is con-
sidered to have very high reliability (Nunnaly, 1978). 

4.1. Factor analysis 

The results of the Factor Analysis are shown in Table 2. 
The result of the Bartlett test was 3096.360 and the 
p<0.001 level, and the Kaiser-Meyer-Olkin sample value is 
0.797. These results have indicated that the process can be 
continued for factor analysis. First-factor group was de-
fined by % 38,23 and expressed with seven variables. Sec-
ond-factor group was defined by % 9,11 and expressed 
with eight variables. Third-factor group was defined by % 
7,38 and expressed with six variables. Fourth-factor group 
was defined by % 5,91 and expressed with six variables. 
Fifth-factor group was defined by % 4,95 and expressed 
with four variables. Sixth-factor group was defined by % 
3,66 and expressed with four variables.  

4.2. Regression analysis 

Regression analysis is a method used to measure the re-
lationship between two or more variables. Regression anal-
ysis mainly aims to determine the nature of the relationship 
between the variables. Regression analysis is performed to 
determine the relationship between two or more variables 
that have a cause-effect relationship between them and to 
make predictions or estimations about that subject by using 
this relationship.  
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Table 2. Factor analysis results 
Factors Factor loading Eigenvalue AVE Mean F α P 

Reception & GR (Guest relations)  13.384 38.239 1,38 ,201 .88 ,976 
GR welcome ,870       
GR informing ,849       
GR staff ,824       
Reception bellboy  ,696       
Welcome ,577       
Information ,486       
Staff ,456       
Restaurants  3.191 9,117 1,60 3,778 ,91 ,000 
Snack food quality ,839       
Snack food variety ,778       
Tidiness ,677       
Snack staff ,636       
Main restaurant food quality ,613       
Main restaurant food variety ,492       
Tidiness ,470       
Main restaurant staff ,465       
Room   2,585 7,386 1,78 3,798 ,87 ,002 
Tidiness ,796       
Room staff ,744       
Room comfort ,714       
Public area cleanliness ,614       
Public area pool ,538       
Public area beach ,490       
Bars  2,071 5,917 1,44 5,893 ,88 ,000 
Tidiness ,833       
Lobby beverage variety ,818       
Lobby bar staff ,696       
Tidiness ,662       
Pool bar staff ,643       
Pool bar beverage variety ,589       
Animation   1,733 4,950 1,64 4,134 ,85 ,007 
Animation day ,775       
Animation night ,758       
Animation staff ,735       
Animation mini club ,720       
Location  1,283 3,667 1,41 21,009 ,63 ,000 
City ,824       
Seaside ,800       
City Bodrum ,751       
Landscape ,731       

KMO= 0.797, Bartlett's Test of Sphericity= 3096,360; df=595; Sig.=0.000 

Table 3. Regression analysis results 

 
Loyalty Quality Covid-19 

Dependent variables  Dependent variables  Dependent variable 
Independent varia-
bles 

Revisit hotel X Recommend hotel X Service quality Service satisfaction Revisit after Covid-19 
b t Sig. b t Sig. b t Sig. b t Sig. b t Sig. 

Fixed ,396 1,412 0,16 -0,07 -0,28 0,78  -0,92 0,36  0,809 0,42  1,915 0,06 
Reception & GR -0,29 -1,46 0,15 -0,18 -1,09 0,28 0,098 0,888 0,38 -0,07 0,559 0,58 0,291 0,989 0,33 
Restaurants 0,162 0,951 0,34 0,287 1,934 0,06 0,418 4,333 0,00 0,601 5,859 0,00 0,829 3,23 0,00 
Room & cleaning 0,653 4,304 0,00 0,554 4,142 0,00 0,57 6,565 0,00 0,445 4,889 0,00 0,437 1,896 0,06 
Bars 0,299 1,733 0,09 0,428 2,882 0,01 0,216 2,221 0,03 0,301 2,903 0,00 -0,48 -1,89 0,06 
Animation -0,12 -1,03 0,30 -0,16 -1,65 0,10 -0,21 -3,25 0,00 -0,21 -2,98 0,00 0,009 0,05 0,96 
Location 0,272 1,616 0,11 0,283 1,955 0,05 0,065 0,686 0,49 -0,09 -0,9 0,37 -0,29 -1,14 0,26 

  
R= 0,641; R2=0,411 
Adjusted R=0,378 

R= 0,731; R2=0,535 
Adjusted R=0,509 

R= 0,854; R2=0,730 
Adjusted R=0,715 

R= 0,831; R2=0,690 
Adjusted R=0,673 

R= 0,540; R2=0,291 
Adjusted R=0,251 

F= 12,659  Sig = .001 F= 20,690  Sig.=.001 F= 49,130  Sig= .001 F= 40,389  Sig=.001 F= 7,259  Sig= .001 
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If the analysis is done using a single variable, it is 
called univariate regression, if more than one variable is 
used, it is called multivariate regression analysis 
(Büyüköztürk, 2004; Sekaran, 2003). In the study, it is 
necessary to reveal the relations between dependent and 
independent variables. There are five dependent variables 
(DV) in total.  

These are; 

Loyalty: 
DV1 Would you consider taking a vacation at hotel X 

again? 
DV2 Would you recommend hotel X to your friends? 
 
Quality: 
DV3 Overall, were you satisfied with the quality of ser-

vice at hotel X? 
DV4 Overall, were you satisfied with hotel X? 
 
Covid-19:  
DV5 Does the service you received under Covid-19 

conditions positively affect your revisit to hotel X? 

Six factor variable groups were included as independent 
variables in the study. These are;  

1) Reception and GR (Guest Relations), 2) Restaurants, 
3) Room and cleaning, 4) Bars, 5) Animation 6) Location. 

“Restaurants” variable appears to have a positive and 
significant effect on service quality (p<.001), general satis-
faction (p<.001), and the intention to revisit (p<.001) the 
hospitality establishment. The employees who perform the 
service delivery, especially hygiene, social distance, and 
the intention to revisit the same hospitality establishment in 
the Covid-19 environment practices, food types and quali-
ty, communication with customers, and the ability, skills, 
and certain qualifications of the personnel play an im-
portant role. 

 “Room and cleanliness” variable appear to have a posi-
tive and significant effect on the intention to revisit 
(p<.001), the recommendation (p<.001), on service quality 
(p<.001), and overall satisfaction (p<.001) to hospitality 
establishment. The quality of our employees who provide 
room and cleaning services, the physical facilities of the 
room, its usefulness and well-being gain importance. In the 
Covid-19 conditions, the cleanliness, order, and especially 
the extra hygiene of the general areas and the beach, the 
production of suitable solutions for the new conditions, the 
smiling face, and professional experience play an important 
role. 

"Bars" variable has a positive and significant effect on 
the recommendation (p<.001), the service quality (p<.03), 
and the overall satisfaction (p<.001) to the hospitality es-
tablishment. Having talents, skills, and certain characteris-
tics in their field, as well as their relations with customers, 
bar skills, presentation techniques under hygienic condi-
tions, plays an important role. 

“Animation” variable has a positive and significant ef-
fect on the overall service quality (p<.001) and the overall 
satisfaction in the hospitality establishment (p<.001). It has 
an important role for the employees who provide the ani-
mation service to present entertainment programs with a 
smiling face and professional experience, with limited 
opportunities and budgets in the intention to revisit the 
same hospitality establishment in the Covid-19 environ-
ment conditions. 

4.3. t-test 

As seen in Table 4, in the second part of the question-
naire to customers, “Why do you prefer hotel X?” question 
was asked. In the last part, “Does the following criteria 
affect your re-visit to hotel X?” question was asked. The 
same answer options were given for both questions: 
"price", "quality of service" and "being in Bodrum". With 
these questions, the averages of the factors affecting pur-
chasing and re-purchasing process were compared. Price 
and service quality results were not significant. As seen in 
Table 5, paired t-test was applied to the factors for analysis. 
As a result, the factor of "being in Bodrum" differed for 
both questions. Here, the priority given by the customer to 
Bodrum when choosing the hospitality business increased 
its effect in the return phase. Bodrum city tour, nature, 
climate, shopping opportunities, historical and cultural 
values, nightlife, and entertainment opportunities have 
been effective in the formation of this view. 

Table 4. Questions to visit and re-visit to hotel X 

Why do you prefer hotel X? A: Price 
B: Service quality 
C: Bodrum 

Do the following criteria affect your 
re-visit to hotel X? 

D: Price 
E: Service quality 
F: Bodrum 

Table 5. Paired t-test 
Variables   Average t value Sig. 
Was the city of Bodrum effec-
tive in choosing Hotel X? 

1,82 -1,572 ,000 

Is the city of Bodrum effective 
in choosing Hotel X again? 

2,04 

Table 6. Regression analysis 

  Factors affecting the intention to re-
visit hotel X 

Variables b t Sig. 
Fixed 

 
3,464 ,001 

Price ,227 1,902 ,601 
Service quality ,153 1,209 ,230 
Bodrum -,116 -,888 ,377 
Covid-19 Certificate ,279 2,349 ,021 
  R= 0,474; R2=0,225 Adjusted R=0,191 

F= 6,732 and Sig = .001 
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The purchasing process of tourists is considered as a 
dynamic process consisting of constantly changing behav-
iors and activities related to choosing, purchasing, consum-
ing, and repurchasing decisions (Butler & Peppard, 1998; 
Chiu et al., 2013; Liang et al., 2018; Lin & Chen, 2009). 
The purchasing behavior of tourists is affected by many 
factors and becomes complex. Therefore, understanding 
the tourists' decision-making process for their vaca-
tion/hotel will contribute to the management process of 
businesses. In this section, “Would you consider vacation-
ing at hotel X again?” Regression analysis was applied to 
reveal the relationship between the dependent variable and 
the factors of "price", "service quality", "being in Bodrum" 
and “Covid-19 Certificate". 

As a result of the analysis and under current conditions, 
it has been revealed that having a Covid-19 certificate [safe 
tourism] has a positive effect on the tendency of customers 
to revisit the same establishment (p< .05). Such a result is 
significant because the Covid-19 process we are in is a 
period in which personal and public health is at the fore-
front. As in all areas, the critical importance of Covid-19 
measures and the certification process for the customers 
has been demonstrated during the holiday selection pro-
cess. It has been a different experience for tourists to have a 
holiday under the Covid-19 conditions. Especially spend-
ing their holidays together with different nationalities, 
having to comply with the new service rules, sometimes 
interpreting the rules in different ways, sometimes taking 
the applications seriously, and sometimes not paying atten-
tion have put the employees and the service process into 
difficulties. However, the fact that the Covid-19 certificate 
was presented by tour operators as a priority in sales, un-
derlined, created a sense of trust among tourists. Looking at 
the whole service, the fact that all applications are made 
under the name of Covid-19 certificate has created an 
awareness among tourists. 

5. Conclusion 

This study analyzed the effect of satisfaction with the 
quality of the service provided in five-star hospitality es-
tablishments and the current Covid-19 conditions on the 
intention to revisit. It has been a different holiday process 
for tourists to spend their holidays with the Covid-19 regu-
lations that they have not experienced before. Within the 
scope of “Safe Tourism”, extra hygiene, social distance, 
and new service order have made the holidays of tourists 
different from the previous ones. Sun et al., (2022) stated 
that hotel guests perceived service quality differently than 
before and react more carefully about hotel overall quality, 
gives different rating scores, and follow the new normal 
rules under Covid-19. Srivastava & Kumar (2021) stated 
that hotels have taken an important role to create awareness 
about Covid-19 procedures practiced in hotels with media. 
The tourism industry has also given information about the 
negative effect of Covid-19 on human life and shared 
guidelines and advisories issued by health organizations. 

This difference is expected to affect whether tourists 
revisit the same hotel in the future or not. Previous holiday 
habits and comfort were restricted during this period. On 
the one hand, while the tourists approve the health rules, on 
the other hand, they demand their freedom back and they 
say that "I am all-inclusive", causing dilemmas between 
"the health" and "the freedom". Some customers may act 
without rules in the hotel/public area is quite remarkable. 
There is a possibility that the risk of transmission may 
increase due to the guests from different countries. Accord-
ing to Karamustafa et al. (2021), a similar result was ob-
tained and it was recommended to apply social distance 
and hygiene rules due to the high/busy time spent in public 
areas. The rules published by the Ministry of Tourism and 
constantly updated should be applied frequently by hospi-
tality establishments as well as service businesses. Pavlatos 
et al., (2020) mention the necessity for businesses to strict-
ly comply with health protocols published by governments. 

Another issue is the necessity of using the “Safe Tour-
ism” certificate as a strong promotional and marketing tool 
in the domestic and foreign markets. The information that 
health protocols are fully implemented due to customer 
safety should be shared in the relevant sales channels based 
on documents. The new health rules must be accepted as a 
new form of management for staff and customers. Infor-
mation should be constantly shared by the management and 
awareness should be created. In this process, applications 
may be partially ignored by the customer and staff. Such 
attitudes and behaviors should be followed by the man-
agement and the determination should continue. Biju & 
Savitha (2022) suggest that hotels are not the reason for the 
Covid-19 crisis but a victimized part of the tourism indus-
try. Thus this problem needs to be solved as quickly as 
possible with comprehensive crisis plans. All the infor-
mation based on main industry partners has to be analyzed 
by academics and health organizations for future changes 
in the hotel industry, changing travel behaviors, changing 
and adopting hotel operations and marketing, getting back 
travelers’ confidence, and changing adversity to a future 
opportunity. All these efforts and time spending should be 
in line with expected market requests for travelers’ health 
wellness, contactless services, and environmental conserva-
tion, among others. 

The further use of technology in public areas within the 
facility should be planned and implemented within the 
scope of “Safe Tourism” (Sun et al., 2022). However, a 
critical issue here is that while new health and safety prac-
tices are being implemented, the hotel should be prevented 
from being transformed into a health institution/hospital. 
As seen in this study, the issue of the sales price or price 
reduction is not a priority for the customer during the pan-
demic period. While businesses are promoting their hotels, 
the resort/city where the business is located should be 
strongly emphasized along with the above-mentioned de-
tails (health measures taken, new practices). In addition to 
all these, businesses must manage this process by providing 
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cost savings. Israeli (2007) mentioned that in previous 
pandemics, managers focused on cost savings rather than 
price reductions of service-catering businesses. 

 The expressions used in the questionnaire were 
grouped by factor analysis. The effects of factor groups on 
dependent variables were analyzed by regression method. 
Restaurants, bars, room and cleaning, and animation factor 
groups had positive and significant effects on dependent 
variables. At the beginning and the end of the survey, the 
factors affecting the holiday selection process; the effects 
of price, service, and being in Bodrum were compared with 
the t-test. As a result of the analysis, it was significant that 
the business was located in Bodrum. Finally, the factors 
that will affect the tourists' decision to revisit were ana-
lyzed and it was found that the “Covid-19 Certificate” had 
a positive and significant effect on the dependent variable. 

5.1. Implications and future researches 

As a result of the analysis, it was found that the "Recep-
tion and GR (Guest relations)" and "Location" variables 
did not affect any dependent variable. The reason for this 
was found to be annoying that the employees constantly 
mentioned the restrictions to the customers during the 
check-in process, reminded them of the new rules, had 
them sign the paperwork that they accepted the restrictions, 
were warned to wear their masks and insisted on social 
distancing. It was particularly striking that tourists did not 
comply with the rules during their holidays and other 
guests complained to the reception. The location, on the 
other hand, could not be associated with the service pro-
vided under the Covid-19 conditions for the tourist. The 
reorganization and limitation of the service in the common 
areas, especially due to the Covid-19 conditions, has been a 
reason for this situation. It is possible that the seating ar-
rangement in the bar, restaurant, lobby, and public areas, 
the limitation of sunbathing areas on the beach and the pier, 
and the reduction of their number supported the formation 
of such a view. The “Restaurants” factor did not affect the 
dependent variables of vacationing again at the same resort 
and recommending this facility to others may be due to the 
following. The fact that restaurant services are very com-
fortable and unlimited in the pre-Covid-19 period has been 
a privilege of all-inclusive service for tourists. During the 
Covid-19 period, the limitation of restaurant services and 
the provision of the service by the personnel partially re-
moved the diversity and attractiveness of the all-inclusive 
system. For this reason, tourists think that these restrictions 
in restaurant services reduce the effect of returning or rec-
ommending a facility.  

The “Room and Cleanliness” factor does not affect the 
decision to come back to the establishments under Covid-
19 conditions. It is possible to comment on this matter as 
follows. Due to Covid-19 disinfection/cleaning made by 
staff during the absence of the guest in the room has been 
possibly ignored or not perceived by the guest. A similar 
situation can be considered as a reason why public area 

cleaning is mostly done when guests are not present. On 
the other hand, the fact that the new hygiene rules and 
practices were seen and perceived as routine procedures for 
the guests after a while was the main reason for this result. 
The “Bars” factor did not affect the re-visit intention to the 
same hotel. Under Covid-19 conditions, different from 
previous periods, bar services are provided entirely by bar 
staff, queues are formed and service is provided with dis-
posable materials. So, the new service type did not have an 
impact on the decision to come back to the hotel. However, 
the fact that the service is still sufficient in terms of content 
continues to have a positive effect on recommending the 
facility to others. 

The hospitality industry has been continuing its efforts 
to provide service and customer satisfaction under the 
Covid-19 conditions since March 2020. During this time 
the decision process of the government and making rules, 
the abundance of unknowns, the indecision of the business 
management and personnel were all strongly effective. It is 
a fact that the effects of pandemic-like crises require inter-
national awareness but not a national issue. For this reason, 
all stakeholders in the process of managing the effects of 
the Covid-19 pandemic in accommodation establishments; 
hotels, travel agents, transporters, government, financing 
companies, banks (Acharya & Steffen, 2020) should come 
together and the new management and service concept; 
economic, social and psychological effects and the re-
quirements of the new normal should be taken into account 
(Günaydın & Kozak, 2022; Hall et al., 2020) 

When the study was conducted, hotels were opened in 
late May 2021 due to Covid 19 restrictions. British, Ger-
man, Belgian, and Dutch tourists who constitute the target 
market of the Bodrum region, could not come due to the 
continuing international flight ban. For this reason, Turk-
ish, Russian, Ukrainian, and Polish tourists mostly partici-
pated in the study. Repeating this study with different na-
tionalities at different times and in the absence of prohibi-
tions will be useful in terms of new findings. This study 
may contribute to tourism professionals and academics 
about the re-designed service quality/new normal under 
Covid-19 in hotels and its effect on guest satisfaction and 
intention to revisit hotels. 
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Abstract 

The main objectives of Total Quality Management (TQM), which first emerged in 1950 in Japan with the contributions of Japanese 
pioneers of quality philosophy such as Deming and Juran, are expressed as continuous quality improvement, training and customer 
satisfaction in a business. The essence of the philosophy of TQM is to ensure final customer satisfaction at every stage and fulfill 
customer needs accordingly. As a system that guarantees the targeted quality in an enterprise, TQM continues to develop in the 
production sector as well as the service sector. The tourism sector, which is a labor-intensive industry, is being evaluated among 
sectors that are most affected by intense competition between businesses and countries. Therefore, TQM is an extremely important 
factor in terms of the competitiveness of destinations and tourism businesses in the global market. Accordingly, the aim of this study 
was to reveal the change and development process within the last 19 years of studies dealing with the concepts of "TQM and Tourism" 
together in detail in TQM literature. Therefore, a bibliometric profile of the strong relationship between TQM and Tourism was 
established with the CiteSpace analysis method by using the variables deployed in previous studies, the methods used in the analyzes, 
and the obtained findings.  

Keywords: Total Quality Management, Tourism, Bibliometric analysis 

 
 
1. Introduction 

TQM (Zakki, 2021:34), which first emerged in the 
United States of America and subsequently started to be im-
plemented in a few Japanese companies, has become an ex-
tremely important concept for businesses with the increase 
of competition in the global market (Martinez-Lorente, 
1998:2). This is because TQM is a management approach 
that helps businesses cope with global competition (Ayodeji 
et al., 2021:22). TQM includes a set of guiding principles 
and practices that focus not only on quality management but 
also on the quality of management (Alghamdi, 2018:186). In 
this context, TQM can be expressed as a management phi-
losophy that focuses on countering the needs and expecta-
tions that are necessary to ensure continuous improvement 
in the service and product quality of businesses, increase 
business performance and ensure customer satisfaction 
(Osoko & Muda, 2021:12). 

TQM is a ‘management philosophy that consists of 
views and ideas aimed at improving the quality of products 
or services’ (Neyestani, 2017:1). The main purpose of this 

philosophy is to ensure continuous quality improvement, 
training and customer satisfaction (Ayodeji et al., 2021:22). 
TQM emerged initially in 1950 in Japan with the contribu-
tions of Japanese pioneers of quality philosophy such as 
Deming and Juran (Neyestani, 2017:1). While Deming ar-
gued that it is possible to increase productivity by improving 
quality and as a result, increase the competitiveness of busi-
nesses (Gupta, et al., 2005:390), Juran put more emphasis on 
the managerial aspect of quality (Neyestani, 2017:7). Juran 
(Deepa, 2015:26), recognized as 'the pioneer of modern 
quality management' and known for his 'Quality Control 
Handbook' first published in 1951 (Deepa, 2015:26), defined 
TQM within the framework of three management processes 
called “quality trilogy” consisting of the "quality planning", 
"quality control" and "quality improvement" stages (Taylor 
& Pearson:1994, 26). Subsequently, Crosby, Feigenbaum 
(1961) and Ishikawa (1990) developed this strong manage-
ment philosophy to improve and develop the quality of work 
in organizations (Livia, 202; Neyestani, 2017). 

In his book 'Total Quality Control (1961)' Feigenbaum 
describes TQM as “an effective system for integrating the 
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quality-improvement, quality-maintenance, and quality-im-
provement efforts of various groups in a business, produc-
tion and service at the most economical level and ensuring 
full customer satisfaction” (Martinez-Lorente, 1998:7-8). 
This definition has made quality a strategic tool in business 
life (Livia, 2021:105). 

According to Ishikawa (1990), TQM stood for “a man-
agement system consisting of developing, designing, pro-
ducing, marketing and serving products and services with 
optimum cost efficiency and practicality that customers 
would purchase with satisfaction” (Martinez-Lorente, 
1998:7-8). All departments of a company had to work to-
gether in cooperation to achieve these goals.  

TQM is a system that guarantees the targeted quality in 
an enterprise. Therefore, quality is the result of a TQM sys-
tem defined for the company and specific tasks and activities 
within the company (Holjevac, 1996, 67). TQM encom-
passes a process related to the integration of all efforts in the 
organization for quality improvement, quality development 
and quality maintenance to generate full customer satisfac-
tion at all economic levels (Talib, 2014:3). The aim is to 
maximize the satisfaction of the end customer at each stage, 
at the least possible cost and accordingly identify and fulfill 
the customer's need (Poudel & Shrestha, 2017:206).  

The TQM approach continues its development in the ser-
vice sector as well as in the production sector. Service qual-
ity and customer satisfaction are the most important ele-
ments in gaining a competitive advantage in the competitive 
market (Süer, 2021:711) of the tourism sector, which is a 
labor-intensive sector (Kozak, 2016:230). Therefore, the 
tourism sector has not excluded itself from quality improve-
ment activities. TQM in tourism enterprises is based on pro-
duction and service within the framework of customer needs 
and wishes. Therefore, increasing the quality to a certain 
level in the tourism sector is directly related to the continu-
ous improvement of service production and the quality of 
service providers (Uğurlu et al., 2015:310-316).  

The aim of this study is to reveal in detail the change and 
development process of the studies that have dealt with the 
concepts of "TQM and Tourism" together in the TQM liter-
ature during the last 19 years. Variables used in the studies 
on the relationship between TQM and tourism, the methods 
used in the analyzes and the findings obtained have been de-
termined through the Cite Space analysis method to estab-
lish a bibliometric profile of the strong relationship between 
these two concepts. The study is extremely important in 
terms of being a roadmap for future studies on the relation-
ship between the concepts of 'TQM and tourism'. 

2. Conceptual framework 

Nowadays, one of the sectors most affected by the in-
tense competition between businesses and countries is the 
tourism sector (Gürbüz, 2000:45). Businesses in this field 
cannot afford to base their competitive advantage on cost 
alone. Therefore, quality management is a key element for 

the competitiveness of tourist destinations and tourism busi-
nesses in the global market (Belu, 2017:36). Attention to ser-
vice quality is accepted as one of the most important factors 
for customers that determine the success of tourism enter-
prises (Masrurul, 2019:136). Therefore, maintaining high-
quality in tourism businesses and activities is extremely im-
portant in terms of both establishing customer satisfaction 
and being a permanent player in the market (Belu, 2017:36). 

The development of TQM in the tourism sector, espe-
cially in the accommodation sector, dates back to the 1980s, 
when quality assurance started to spread (Breiter et al., 
1995:13). Specifically, the implementation of quality man-
agement in the hospitality industry started in 1982, when the 
American hospitality industry implemented quality control 
(QA) systems and achieved excellent results (Hussain & 
Khan, 2020:3). Kapiki (2012:54) defines quality in the hos-
pitality industry as “the consistent delivery of products and 
services according to expected standards”. 

There are three basic components for the successful im-
plementation of TQM in the tourism sector (Breiter et al., 
1995:13): 

• Quality management needs to be systematic. More 
precisely, all departments operating in tourism enterprises 
need to be involved in quality studies and be supportive. 

• The main purpose of quality management is to en-
sure customer satisfaction. 

• The third and last essential component of quality 
management is conviction in the need for continuous im-
provement. 

The TQM approach is one of the most important ways to 
achieve excellence in tourism and accommodation services 
(Abuamoud & Al-bour, 2020:36). TQM in the tourism sec-
tor can be expressed as a participatory process that enables 
personnel at all levels to work in groups to determine cus-
tomer service expectations and the best way to fulfill these 
expectations (Kapiki, 2012:53,54). TQM is comprised of a 
total quality assurance concept that takes the combination of 
all decisions and activities that involve manufacturers, sup-
pliers, distributors and customers to achieve satisfactory 
quality in accommodation and tourism services into consid-
eration (Pyo, 2014:5). In this context, TQM is of great im-
portance for the tourism sector as a result of changes in con-
sumer behavior and current holiday preferences and the re-
sulting increase in competitiveness among new tourism des-
tinations (Camison, 1996:191). 

3. Method 

The aim of this study is to reveal in detail the change and 
development process of the studies that have dealt with the 
concepts of "TQM and Tourism" together in the TQM liter-
ature for the last 19 years. The bibliometric analysis method 
was used to analyze the data in this study. The bibliometric 
analysis method was used to set a roadmap for researchers 
by revealing the performances of authors, journals and 
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countries and the collaboration models between them with a 
systematic review (Nebioğlu  &  Eren, 2019:324). Biblio-
metric methods use bibliographic data in publication data-
bases to create structural images of scientific fields (Zupic 
& Cater, 2015:2).  

The Web of Science Core Collection database was used 
as a data collection tool in this study. The Web of Science 
Core Collection includes more than 21,100 peer-reviewed 
and high-quality academic journals (including open access 
journals) published worldwide. In addition, it is a database 
that has more than 250 disciplines in science, social sci-
ences, arts & humanities, and provides accessibility to con-
ference papers and book data (Web Of Science Group, 
09.11.2021). The SCI, SSCI, AHCI scientific citation in-
dexes are the most important data sources used in biblio-
metric research, and these indexes can be accessed through 
the Web of Science Core Collection database (Nebioğlu, 
2019:75). The data of this study were obtained from the 
studies published in the journals in the Web of Science da-
tabase, and the data for 1992-2021 were taken into account. 

The words "Tourism" and "TQM" were searched to-
gether in the search section of the relevant database. A total 
of 194 resources examining the relationship between these 
two concepts were accessed, and all the accessed resources 
were found suitable for evaluation and included in the anal-
ysis. The Citespace program, a Java application, was used to 
analyze the obtained data and reveal the relationship be-
tween "Tourism" and "TQM" (Nebioğlu, 2020:5). Citespace 
is a Java application used to visualize and analyze emerging 
trends and changes in scientific literature (Kurutkan & 
Orhan, 2018:6). Citespace analysis program is a software 
program with online accessibility that is known to be used 
in many studies that try to explain the trends in scientific 
publications (Al et al., 2010). The analysis parameters of the 
study were established according to the distribution of pub-
lications by years, institutions, authors, country collabora-
tions and keywords.  

4. Results 

The distribution of the publications in the national and 
TQM literature in the field of "TQM" and "Tourism" by 
years was examined in the first stage of the findings obtained 
as a result of the analysis. After the 1990s, the intense com-
petition environment that incurred in production with the 
impact of the increase in globalization made it necessary to 
raise the quality management standards in the enterprises to 
the highest level when evaluated in terms of consumers. 
Therefore, maximizing quality was mandated in the tourism 
sector like in all other sectors. In line with all these factors, 
studies in the field of 'TQM' and 'Tourism' have started to 
demonstrate an increasing trend. This trend can also be ob-
served in the analysis findings given above (Küçükaltan & 
Özder, 2017:142). 

Table 1 shows the distribution of publications according 
to years. It is evident that the studies on the relationship 

between 'TQM' and 'Tourism' have been handled during 6 
different periods and the number of studies on the subject 
has increased from the past to the present. Accordingly, an 
increase in the number of publications on 'TQM' and 'Tour-
ism' was witnessed after 2007. An examination of the results 
of the analysis indicates that there has been a great increase 
in the studies on the subject, especially during 2017-2021.As 
a result, it can be stated that the studies on the subject 
demonstrate an increasing trend at a level that parallels the 
developments in the field.  

Table 1. Distribution of publications by years 

Years Frequency (n) Percent (%) 
1992-1996 1 0,5 

1997-2001 6 3,1 

2002-2006 9 4,6 

2007-2011 23 11,9 

2012-2016 49 25,3 

2017-2021 106 54,6 

Total 194 100 

Table 2 contains data on the distribution of publications 
on 'TQM' and 'Tourism' by institutions. The findings show 
that the most publications on 'TQM' and 'Tourism' were 
made by 'Harvard University' (n=32) in 1998. One of the 
main reasons why TQM is considered an outstanding re-
search topic in the field of education in Harvard University 
are the experiments on quality management carried out by 
Eltan Mayo, who made a name for himself in this area 
among his colleagues in Harvard University during1927-
1932. 

Table 2. Number of publications and publication years 
of institutions contributing to the literature 

Institutions Number of 
publications Years 

Harvard University 32 1998 
Columbia University 27 1999 
CtrDis Control & Prevent 25 1999 
Oklohoma University 19 1998 
Tel Aviv University 17 1999 
Stanford University 17 1997 
Texas University 16 2000 
NYU 15 2002 
Georgetown University 14 1999 

 
Accordingly, the historical development process of 

TQM is supported by the fact that Harvard University ranks 
first in the findings for the distribution of publications by 
institutions (Sallis, 2009:6). An examination of the distribu-
tion of other universities reveals that the least number of 
publications on the subject have been published by 
Georgetown University (n=14). 

Figure 1 shows the findings of the institutions contrib-
uting to the literature. Each node in the network represents 
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an institution. The connections, on the other hand, refer to 
the relationships between these institutions. A network con-
sisting of 325 nodes and 232 connections was established in 
the analysis. Its density was determined as 0.044. Accord-
ingly, it is concluded that the network is close to homogene-
ous and sufficiently clustered. The values of the top 9 insti-
tutions in this network are shown in detail in Table 2. 

 

Figure 1. Distribution of publications by institutions 

Table 3 provides information on the distribution of pub-
lications according to the authors who contributed to the lit-
erature. Accordingly, the first author who contributed the 
most to the literature with his publications on 'TQM' and 
'Tourism' is Schuster MA with 38 publications. His contri-
bution is followed by Franz DR with 33 publications. 

Table 3. Distribution of publications by authors contrib-
uting to the literature 

Author Frequency (n) Years 

Schuster MA. 38 2001 

Franz DR. 33 1997 

Galea S. 31 2000 

Inglesby TV. 30 1999 

Henderson DA. 29 1999 

Torok TJ. 26 1997 

North CS. 21 1999 

Christopher GW. 17 1997 

Hoffman B. 17 1998 

Tucker JB. 15 1997 

Information on the distribution of publications according 
to the statistics of the countries broadcasting in the fields of 
"TQM" and "Tourism" is given in Table 4. The findings in-
dicate that the USA (n=223) collaborated the most. One of 
the main reasons for the development of TQM in the USA is 
because the concepts of quality assurance and total quality 
were first developed by Edwards Deming in the USA in 
1940. On the other hand, Joseph Juran, an important quality 

theorist, is another prominent name who made great contri-
butions to the Japanese quality revolution from the USA. 
When the findings regarding other countries are analyzed, 
Israel (n=60) follows the USA, and Turkey (n=9) ranks 
eighth among the countries in terms of collaboration. 

Table 4. Distribution of publications by country collab-
oration 

Country Frequency (n) Year 
USA 223 1992 
Israel 60 1993 
Canada 28 1994 
Australia 24 1994 
France 23 1992 
Germany 18 2000 
Japan 15 1995 
Netherlands 11 2001 
Turkey 9 1994 
Scotland 8 1992 
India 8 1999 

The findings regarding collaboration between countries 
contributing to the field are given in Figure 2. Each node in 
the network in the figure represents a country. Connections, 
on the other hand, refer to the relations between these coun-
tries. The colors in the network represent the number of 
years during which country collaborations were carried out, 
as depicted in the timeline in Table 4. The orange color in 
the figure indicates current studies.In line with the findings, 
the fact that the connection colors are predominantly orange 
indicates that the collaboration between the countries is re-
cent (Nebioğlu & Kalıpçı, 2020:7). A network consisting of 
49 nodes and 51 connections has been determined in line 
with the findings obtained as a result of the analyzes. The 
density of this network was determined as 0.0434. At this 
point, the network is close to homogeneous and sufficiently 
divided into clusters. 

 

Figure 2. Country collaborations 

5. Conclusion  

The beginning of the TQM approach dates back to the 
1950s. In this period, the concept of TQM started to display 
a rapid development trend in line with the contributions of 
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prominent names such as Deming and Juran, the Japanese 
pioneers of quality philosophy. The concept of 'quality' in all 
businesses and all kinds of sectors is of great importance for 
both employers, workers and consumers. Therefore, it is ex-
tremely important for continuous improvement that the 
TQM approach develops equally in all businesses and is re-
flected in all services. 

The TQM approach serves the basic purposes of all busi-
nesses, such as fulfilling the needs and expectations of the 
end customers and, accordingly, ensuring customer satisfac-
tion. The main purpose in the tourism sector is to ensure cus-
tomer satisfaction, and therefore, the TQM approach must 
be considered a necessity for tourism enterprises rather than 
a requirement. The studies in the national and TQM litera-
ture on 'TQM' and 'Tourism', which are closely related to 
each other, were examined to this end in the study and the 
development process during the last 19 years was analyzed. 
The bibliometric analysis method was used inthe study.  

The aim of this study was to establish a bibliometric pro-
file of the strong relationship between the concepts of 'TQM' 
and 'Tourism'. The analysis consisted of an examination of 
the distribution of publications by years, institutions, authors 
contributing to the field and country collaborations and an 
evaluation of the data. The findings indicate that when the 
distribution of publications by years is examined, studies on 
'TQM' and 'Tourism' started to increase after the 1990s and 
they have increased rapidly especially after 2007. These re-
sults demonstrate an increase that is directly aligned with the 
development process of TQM. 

An examination of the findings regarding the institutions 
that collaborate in the field puts Harvard University and the 
USA university in the first two places. The weight of these 
first two institutions contributing to the field in 1998 and 
1999 is directly proportional to the years when TQM was 
first developed. These results are supported by the fact that 
Deming and Juran who are among the pioneers of TQM phi-
losophy, first introduced and developed the concept of qual-
ity in the USA. However, the results regarding authors con-
tributing to the field indicate that Schuster MA ranks in first 
place with 38 publications and Franz DR comes in second 
with 33 publications.  

The fact that the author named Schuster MA is a graduate 
of Harvard University supports the results regarding institu-
tions. The obtained findings support those of previous stud-
ies. On the other hand, according to the findings regarding 
countries that collaborate in the field, puts Israel and Canada 
at the top, and Turkey ranks in 8th place. Great importance 
is attached to publications in the field of 'TQM' and 'Tour-
ism' in our country as well, however, more research needs to 
be done on the subject. Current competitive conditions, es-
pecially in the tourism sector, prioritize the importance of 
quality management and the need to keep it in the fore-
ground. Therefore, it is of vital importance for the sector to 
focus more on both practice and theory. 
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Abstract 

This study determined how the working life quality of hotel employees affects their individual creativity performance. Survey data 
were collected in June-July 2018 from 310 hotel employees working in five-star hotels in Bodrum district, Muğla province, Turkey. 
Correlation analysis indicated positive, moderate and weak relationships between working life quality and individual creativity. A 
regression analysis was then performed to test the research hypotheses. This showed that career opportunities and work safety signif-
icantly affected individual creativity. However, working conditions and wages and earnings had no significant effect on individual 
creativity. The results of this research have great importance because it is the first research that investigates the effect of the quality 
of working life on individual creativity performance of employees working in hospitality businesses in Turkey.   

Keywords: Working life quality, Individual creativity, Creativity, Employee, Hotels 

 
 
1. Introduction 

The tourism sector has a significant market share in the 
current changing world. Accommodation businesses, which 
are one of the most important building blocks of the sector, 
provide services such as eating and drinking, entertainment, 
rest, and participation in activities, in addition to accommo-
dation, which are the basic needs of customers in the tourism 
sector. It is therefore critical that employees who serve cus-
tomers 24 hours a day in accommodation businesses are 
committed to their jobs and are productive. Since accommo-
dation businesses must prioritize quality service for their 
customers, they should be inclined to improve the quality of 
their employees’ working life as they are the ones providing 
this high-quality service. The quality of employees’ working 
life can be affected by their working conditions, wages, feel-
ing of security in their job, and their future career goals. 

The concept of working life quality (Davis & Trist, 
1974) emerged in the 1950s in the United Kingdom and the 
United States before reaching Norway, the Netherlands, In-
dia, and Japan. It highlights aspects of the environment that 
individuals may or may not like. That is, it expresses em-
ployees’ satisfaction with their current job in direct relation 
to their work environment. Businesses should pay careful 

attention to working life quality since improving it will pri-
marily benefit the company. 

Creativity, defined as linking any idea with another idea 
to reveal a new, original thought (Nazari & Shahdadnejad, 
2011: 56), is an important sustainability factor for business 
nowadays. It is also linked to working life quality. While 
employees’ satisfaction with their work environment and job 
affects their working life quality, their ability to produce 
new, original ideas depends on their ability to be creative 
within the organization. The better the employees’ working 
life quality, the more they can feel free in terms of creativity. 
This in turn enables them to do what is necessary to perform 
their work. Accordingly, the main aim of this study is to de-
termine the effects of hotel employees’ working life quality 
on individual creativity performance. By investigating the 
relationship between working life quality level and individ-
ual creativity performance, this study can contribute to the 
relevant literature and the individual creativity performance 
of the employees working in the accommodation businesses. 

2. Working life quality 

Working life quality, defined as good working condi-
tions, is related to having a more democratic and humane 
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workplace structure and environment (Işık, 1991: 46). At-
tention to this concept encourages the development of em-
ployees and reduce alienation from work (Huzzard, 2003: 
21). By examining the workplace characteristics that deter-
mine working life quality, organizations can better satisfy 
employees’ physical and mental needs, ensure work envi-
ronment-employee harmony, and support employees mate-
rially and spiritually (Demirbilek & Türkan, 2008: 49). 

By studying working life quality, it is possible to identify 
appropriate principles for management philosophy. This in 
turn can lead to more favorable working conditions and im-
prove the qualifications of the employees, thereby increas-
ing productivity (Harvey & Brown, 1988: 335). For exam-
ple, a study of businesses in France found that 67% had in-
creased productivity by improving working life quality 
(Cooper, 1979: 17). By prioritizing working life quality and 
implementing appropriate strategies, businesses can in-
crease employees’ satisfaction, which in turn increases work 
performance and productivity, ultimately raising profits 
(Sirgy et al., 2012: 297). 

2.1. Dimensions of working life quality 

Working life quality can be examined in terms of eight 
dimensions: adequate and fair wages, safe and healthy work-
ing conditions, opportunities to develop human capacity, fu-
ture opportunities for continuous improvement and security, 
social integration within the organization, legal rights in the 
organization, work and total living space, and the social re-
lationship of work life (Walton, 1973: 11-21). 

Adequate and fair wages: The responsibility of the em-
ployee is related to deciding on the wage level by taking into 
account factors such as the comfort of the current workplace 
and work environment, and the workload (Rose, 2006: 65). 

Safe and healthy working conditions: These include ab-
sence of dangers that threaten employees’ physical health in 
a work environment and appropriate job security for em-
ployees (Walton, 1973: 13). 

Opportunities to develop human capacity: These include 
behaviors that support the employees’ self-confidence and 
dignity in the working environment (Demir, 2009: 87). 

Future opportunities for continuous improvement and 
security: This involves providing opportunities for employ-
ees to participate in activities that support their personal de-
velopment (Göyşen, 2015: 23) and prioritizing career goals 
for employees to plan future opportunities (Rose, 2006: 65). 

Social integration within the organization; This refers to 
the employees’ ability to feel that they are an important part 
of the organization while conflicts within the organization 
are minimized and there is no discrimination in the working 
environment (Walton, 1973: 15). 

Legal rights in the organization:  This refers to elements 
of working life, such as the employees’ equal rights within 
the organization and the ability to express themselves in an 
organized way (Erdem, 2008: 39). 

Work and total living space: This relates to the effects of 
overtime obligations or travelling as part of the job on em-
ployees’ ability to spend time on their non-work activities 
(Walton, 1973: 16). 

Social relationship of work life: This relates to the way 
organizational activities, employment practices, sales and 
marketing methods, products, waste management, and ori-
entation to political activities affect the employees’ quality 
of working life (Göyşen, 2015: 24). 

2.2. Factors affecting working life quality and working life 
quality programs 

Employees’ working and environmental conditions di-
rectly affect their working life quality. Regarding working 
conditions, key determinants include education, job security, 
work life-private life balance, career, motivation, technol-
ogy, wages, and participation in management. Regarding en-
vironmental conditions, key determinants include ergonom-
ics, noise-vibration, lighting, and atmospheric conditions 
(Ünlü, 2011). 

Human resources management can improve working life 
quality by identifying how to maintain employee motiva-
tion, such as educational and career opportunities (Bilge, 
2010: 100). Other ways to improve working life quality 
through increasing productivity include job design practices 
like job simplification, job changing (rotation), job enlarge-
ment, job enrichment, and quality circles (Igbaria et al., 
1994: 178; Garg & Rastogi, 2006: 574). Financial incentives 
can also be effective, for example earnings sharing, which is 
used to motivate employees by offering rewards beyond the 
salary for achieving targets. These schemes may also include 
rules to encourage teamwork. By improving working life 
quality, these schemes can positively affect job satisfaction 
and productivity (Scbuster, 1987: 18). Therefore, it is possi-
ble to evaluate the working life quality programs imple-
mented by businesses to increase the employees’ efficiency 
in terms of human resources practices, job design, and in-
centive programs.  

3. Individual creativity 

Creativity, derived from the Latin ‘creativitöt’ and the 
French verb ‘creer’, means ‘to create, bring about, give 
birth’ (Özen, 2012: 232). Creativity is also defined as devel-
oping a physical object or thought that was never considered 
before, came to mind, or been made despite an awareness of 
it (Esen, 1996: 19). In the workplace, individual creativity 
refers to developing new methods, technologies, processes, 
techniques, and alternative product ideas to increase busi-
ness excellence and organizational performance, enable a 
competitive advantage, and make the organization sustaina-
ble (Ussahawanitchakit, 2011: 3). Individual creativity is 
also considered a component of individuals’ knowledge, in-
trinsic motivation, and social factors (Borghini, 2005: 20). 

Individual creativity creates useful outputs for organiza-
tions by developing new alternative methods to solve 
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organizational problems (Zhou et al., 2012: 895). It relies on 
individual characteristics like scientific reasoning method, 
skills, and encouragement (Yılmaz, 2009: 478).  

More specifically, Barker (2002: 41) suggests that indi-
vidual creativity has the following characteristics: 

Personal aesthetic: To achieve a certain goal, patience is 
required for problem solving and dealing with uncertainty, 
and the ability to connect events and situations by making 
things simpler. 

Ability to search for issues: Problems are addressed with 
high self-confidence to solve them before examining the 
next potential problem. 

Mental activity: Problems are investigated from different 
perspectives by developing different mindsets for specific 
situations or problems while new ideas are developed using 
different methods and word games. 

Risk taking: There is an urge to take risks and investigate 
unexplored areas, although this can be avoided by learning 
about risk through failure. 

Objective evaluation of work done: Future work takes 
account of previous criticisms. 

Self-motivation: Intrinsic motivation is required to per-
form the job and remains unaffected by external motivation. 

These features of individual creativity can be fulfilled 
more healthily if employees are motivated by their work. 
This is because highly motivated individuals are willing to 
try different approaches, focus on situations that other indi-
viduals do not care about, and take pleasure in developing 
creative thoughts (Pıçakçı, 2013: 45). 

Individuals with creative personality traits can produce 
more creative ideas (Oldham & Cummings, 1996: 608) as 
their thought processes are more flexible and independent. 
Creative individuals tend to be more independent in their de-
cisions and social values (Akat et al., 2002: 436). Thus, their 
values, goals, attitudes, and styles tend to differ from those 
of other individuals (Balay, 2010: 47). Bentley (2004: 193-
194) suggests that creative individuals have the following 
characteristics: 

• Liking to spend time with other people 

• maintaining their motivation rather than giving up eas-
ily 

• Following long and difficult paths to achieve success  

• Showing considerable freedom in experimentation and 
research 

• Having a very good sense of humor 

To ensure their success, organizations need to make 
great efforts to find and retain creative individuals while cre-
ative individuals need to develop appropriate opportunities 
and a work environment so that they can use their potential 
(Kale, 2010: 27). 

Various studies have investigated working life quality 
and individual creativity in Turkey (Akdeğirmen, 2015; 
Aslım, 2013; Aydemir, 2008; Bektaş, 2015; Canal, 2017; 
Demir, 2009; Demir, 2011; Demirbilek & Türkan, 2008; 
Göyşen, 2015; Güvenli, 2006; Kanbur, 2015; Kaya, 2011; 
Küçükusta, 2007; Özmete, 2002; Turunç et al., 2010; Tuncer 
& Yeşiltaş, 2013; Ünlü, 2011). In contrast, the non-Turkish 
literature focuses on whole rather than individual creativity, 
including research into working life quality and creativity 
(Cooper, 1979; Considine & Callus, 2002; Davisand Trist, 
1974; Efraty & Sirgy, 1990; Gu et al., 2015; Gurteen, 1998; 
Hammer, 1984; Horng & Hu, 2008; Huzzard, 2003; Igbaria 
et al., 1994; Jiang et al., 2012; Kristensen, 2004; Lokanadha 
& Mohan, 2011; Mauzy et al., 2003; Nadler & Lawler, 1983; 
Nazari & Shahdadnejad, 2011; Oldham & Cummings, 1996;  
Sirgy et al., 2012; Walton, 1973).  

Despite the range of previous research, no study has in-
vestigated individual creativity among employees in accom-
modation businesses. Thus, the current study provides valu-
able original findings in this field as the first to investigate 
the effects of employees’ working life quality on individual 
creativity performance in Turkish accommodation busi-
nesses.  

4. Method 

4.1. Research model and hypotheses  

The research model included four variables to measure 
working life quality that may affect the individual creativity 
performance of hotel employees. The working life quality 
scale had four dimensions whereas the individual creativity 
scale has one. Four hypotheses were tested regarding the re-
lationships between the four independent variables and the 
dependent variable (see Table 1). Figure 1 presents the re-
search model. 

Table 1. Research model hypotheses  
Hypotheses 

H1 Career opportunities significantly affect the indi-
vidual creativity performance of employees. 

H2 Working conditions significantly affect the indi-
vidual creativity performance of employees. 

H3 Work safety significantly affects the individual 
creativity performance of employees. 

H4 Wages and earnings significantly affect the indi-
vidual creativity performance of employees. 

 

 
Figure 1. Research Model  
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4.2. Scales 

A two-part survey, a commonly used quantitative re-
search tool, was used to collect data in line with the research 
aims. The first part of the questionnaire form had open-
ended questions to record the participating employees’ de-
mographic characteristics. The second part had two scales to 
measure working life quality and individual creativity per-
formance. The participants responded using a 5-point Likert 
scale (1: Strongly Disagree, 2: Disagree, 3: Undecided, 4: 
Agree, 5: Strongly Agree). The Working Life Quality Scale 
was adapted from Demir (2011) while the Individual Crea-
tivity Scale was adapted from Kanbur (2015). 

4.3. Data collection 

The universe of the research consisted of employees 
working in five-star accommodation businesses in Bodrum 
district, Muğla province, Turkey. The survey was adminis-
tered during June and July 2018 after obtaining necessary 
permissions from the businesses. Before the questionnaire 
forms were distributed to the hotels’ accommodation facili-
ties, the general manager or accommodation facility depart-
ment managers gave the number of employees to ensure the 
correct number of questionnaire forms were distributed.  

A total of 350 questionnaires were distributed, of which 
12 were not returned, another 17 were received empty, and 
another 11 were filled in incorrectly or incompletely. These 
were therefore excluded, leaving a research sample of 310 
participants. This number of questionnaires met the require-
ment for the 95% confidence interval of the sample and was 
at least five times the number of expressions (27 x 5) re-
quired to perform factor analysis. The analysis was therefore 
conducted using the data from 310 hotel employees. 

4.4. Data analysis 
SPSS 22.0 was used for the analysis. First, the validity 

and reliability of the measurement tool were tested. The de-
mographic characteristics of the participants were examined 
with frequency and percentage distributions. Factor, corre-
lation, and regression analyzes were carried out to test the 
hypotheses regarding the effects of hotel employees’ work-
ing life quality on individual creativity performance. 

5. Findings 

5.1. Demographic characteristics of participants 

57.1% of the participants were male, 82.8% were aged 
between 18-25 years, 92.3% were single, and 46.8% were 
undergraduate graduates. The level of work experience was 
not very high: 30.3% had worked in the tourism sector for 
1-3 years while 61.6% had worked for less than 1 year in 
their current workplace. Finally, 54.8% of the participants 
worked in their hotel’s food and beverage department. 

5.2. Reliability and validity analysis  

Reliability analysis is a method developed to evaluate 
tests, questionnaires, or scales used in measurement 

(Kalaycı, 2018). The 21-item Working Life Quality Scale 
had a Cronbach Alpha value of .891 while the 6-item Indi-
vidual Creativity Scale had a Cronbach Alpha value of .858. 
As these reliability coefficients were higher than the ac-
ceptable threshold of 0.50, the questionnaire scales were re-
liable. 

Factor analysis was performed to determine the factor 
structures of the scales (see Table 2). Based on this analysis, 
several statements were excluded because they did not have 
the required characteristics and values, disrupted the scale 
structure statistically, or loaded onto meaningless dimen-
sions. Thus, the Working Life Quality Scale was reduced 
from 21 to 18 statements that loaded onto four dimensions 
(career opportunities, working conditions, work safety, 
wages and earnings). The Individual Creativity Scale was 
reduced from 6 to 5 statements that loaded onto one dimen-
sion. The former scale explained 47.31% of the total vari-
ance whereas the latter explained 16.26%. The Kaiser-
Mayer-Olkin sample adequacy level of the scale was 90% 
while the Bartlett test of sphericity was 3516.8, which was 
significant at the 0.01 level.  

5.3. Correlation analysis 

Table 3 shows the results of the correlation analysis per-
formed to determine whether there was any relationship be-
tween the working life quality scale dimensions and the in-
dividual creativity scale. There were a number of significant 
positive linear relationships between the dimensions of 
working life quality:  career opportunities had a moderately 
significant relationship with working conditions (p<0.05; 
p=.000; r=.519), work safety (p<0.05; p=.000; r=.507), and 
wages and earnings (p<0.05; p=.000; r=.515); working con-
ditions had a weakly significant relationship with work 
safety (p<0.05; p=.000; r=.456) and a moderately significant 
relationship with wages and earnings (p<0.05; p=.000; 
r=.512); work safety had a moderately significant relation-
ship with wages and earnings (p<0.05; p=.000; r=.197). 

Regarding the relationship between the scales, individual 
creativity had significant positive linear relationships with 
all four working life quality dimensions: a moderately sig-
nificant relationship with career opportunities (p<0.05; 
p=.000; r=.513); a weakly significant relationship with 
working conditions (p<0.05; p=.000; r=.385); a moderately 
significant relationship with work safety (p<0.05; p=.000; 
r=.630); and a weakly significant relationship with wages 
and earnings (p<0.05; p=.000; r=.268). 

5.4. Regression analysis and hypothesis testing 

To test the research hypotheses, a regression analysis 
was conducted on the relationship between the four dimen-
sions of the Working Life Quality Scale and the Individual 
Creativity Scale. The findings are shown in Table 4. 

Overall, the results in Table 4 indicate that working life 
quality significantly explains individual creativity, account-
ing for 44% of the variance in the dependent variable 
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(R=0.670; R2=0,449; corrected R2= 0,442; F=62.102; 
p=0.000). More specifically, however, only some of the 
working life quality dimensions explained individual crea-
tivity. That is, individual creativity was significantly pre-
dicted by career opportunities (p<0.05; p=.000) and work 

safety (p<0.05; p=.000) but not by working conditions 
(p>0.05; p=.771) or wages and earnings (p>0.05; p=.421). 
Thus, as shown in Table 5, H1 and H3 are accepted whereas 
H2 and H4 are rejected. 

Table 2. Factor analysis results 
Factors Number of variables Cronbach’s Alpha Eigenvalue Explained variance (%) 
Individual creativity 5 .87 8.10 16.26 
Career opportunities 4 .79 2.67 13.63 
Working conditions 5 .80 1.53 13.26 
Work safety 6 .84 1.28 12.73 
Wages and earnings 3 .73 1.02 7.68 
KMO = .900; Bartlett’s test of sphericity = 3516.8 

Table 3. Correlation analysis results 

Working life quality 1 2 3 4 5 
1- Career opportunities 1     
2- Working conditions .519** 1    
3- Work safety .507** .456** 1   
4- Wages and earnings .515** .512** .197** 1  
5- Individual creativity .513** .385** .630** .268** 1 

*p<0.05   **p<0.01      

Table 4. Regression analysis results for the relationship between the dimensions of the working life quality scale and the 
individual creativity scale 

Independent variables Non-standardized coefficients Standardized coefficients t p 
B Standard Error β 

Constant .804 .193  4.163 .000 

Career opportunities .228 .057 .230 3.995 .000 

Working conditions .016 .055 .016  .291 .771 

Work safety .496 .052 .497  9.552 .000 
Wages and earnings .038 .047 .043   .806 .421 

Dependent Variable: Individual Creativity 
R=0.670; R2=0.449; Corrected R2= 0.442; F=62.102; p=0.000 
** p<0.01. *p<0.05 

Table 5. Test results 

Hypotheses                                Constructs Result 
H1 Career opportunities significantly affect the individual creativity performance of employees Accepted 
H2 Working conditions significantly affect the individual creativity performance of employees. Rejected 
H3 Work safety significantly affects the individual creativity performance of employees. Accepted 
H4 Wages and earnings significantly affect the individual creativity performance of employees. Rejected 

6. Conclusion 

Improving working life quality depends on adapting 
working conditions and making work more humane through 
a more democratic workplace and work environment. Indi-
vidual creativity generally depends on employees having 
sufficiently stimulating working conditions to produce crea-
tive results. Thus, it is critical that organizations ensure that 
the working conditions ensure the employees’ working life 
quality. If working life quality is improved, employees can 
express their ideas more freely. If this is blended with indi-
vidual creativity, then employees can benefit the enterprise. 

Therefore, to maximize the individual creativity perfor-
mance of employees in accommodation businesses, these or-
ganizations must first improve the employees’ working life 
quality. 

In this study, a correlation analysis was first performed 
to determine the relationships between the four-work life 
quality dimensions. This revealed positive relationships of 
varying significance between the working life quality di-
mensions themselves and between them and individual cre-
ativity. Individual creativity had the strongest relationship 
with work safety and the weakest with wages and earnings. 
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A regression analysis was then performed to test the re-
search hypotheses. This showed that individual creativity 
was significantly affected by career opportunities and work 
safety but not by working conditions and wages and earn-
ings. 

As the regression analysis suggested, after work safety, 
the career opportunities dimension is particularly important 
for employees in accommodation businesses to display their 
individual creativity. The participants’ responses indicated 
that some hotels provide opportunities for promotion, per-
sonal development, vocational training, convenient in-house 
training, overtime work and staff. These opportunities ena-
ble employees to demonstrate their creativity by applying 
new ideas, researching new business-improvement tech-
niques and making a difference to the business. The accom-
modation businesses that do this increase the individual cre-
ativity performance of their employees. Thus, hypothesis H1 
was accepted: career opportunities significantly affect the 
individual creativity performance of employees. 

Individual creativity was most strongly affected by work 
safety. That is, there is an important relationship between 
hotel employees’ trust in the business and their ability to dis-
play their creativity. In their responses, some of the partici-
pating hotel employees indicated that they have social secu-
rity, can express their thoughts on any subject easily, their 
job is guaranteed by an employment contract and their per-
sonal information is not shared with other people. These fac-
tors all affect their creativity performance.  

Another important factor for displaying the creativity 
was having equal rights with other employees. On the other 
hand, the participants were undecided as to whether they are 
union members or not, suggesting that they do not have a 
clear attitude regarding union activities. Overall, the accom-
modation businesses that pay attention to these make their 
employees feel safe in the work environment, which in turn 
enables them to display their individual creativity. Thus, hy-
pothesis H3: work safety significantly affects the individual 
creativity performance of employees. 

According to the double factor (two factor) theory (Her-
zberg et al., 1959), satisfying needs is the basis of motiva-
tion. Therefore, good working conditions are necessary for 
employees to perform effectively. The survey responses 
showed that the participants generally find the physical 
working condition suitable and their working hours are reg-
ulated by the labor law. However, they were undecided 
about whether the management in the accommodation busi-
nesses they work for should follow fair practices and that 
workloads should be equal. Overall, these factors had no sig-
nificant effect on the participating employees reported indi-
vidual creativity performance. This may because hotel em-
ployees try to perform their jobs regardless of whether their 
working conditions are easy or difficult. Thus, hypothesis 
H2 was rejected: working conditions do not significantly af-
fect the individual creativity performance of employees. 

The participants’ responses regarding wage and earnings 
varied as to whether the wage was sufficient or not. The find-
ings also showed that some employees are paid different 
wages for doing the same job in the enterprise, balanced 
wages are applied between different positions, and that hotel 
employers offer premiums, bonuses, rewards and incentive 
opportunities. However, these factors had no significant ef-
fect on the employees’ reported individual creativity perfor-
mance. This can be explained by Herzberg et al. (1959), who 
argued that wages can only prevent job dissatisfaction rather 
than motivate employees because wages are considered a 
right. Thus, hypothesis H4 was rejected: wages and earnings 
do not significantly affect the individual creativity perfor-
mance of the employees. 

Overall, working life quality significantly affected the 
individual creativity performance of hotel employees in two 
dimensions (career opportunities and work safety) but not 
two others (working conditions, and wages and earnings). In 
related research, Demir (2011) found that employee absen-
teeism is significantly predicted by all four dimensions of 
working life quality (career opportunities, working condi-
tions, work safety, wages and earnings) as well as employ-
ees’ intention to stay in the job and their intention to work. 
Thus, whereas all four working life quality dimensions af-
fect intention to stay in the job and absenteeism, wages and 
earnings and working conditions do not significantly affect 
individual creativity performance. Hence, two hypotheses 
were accepted and two hypotheses were rejected. 

Based on these findings and the research literature, a 
number of recommendations can be made: 

• This study, which was conducted to determine the 
effect of the working life quality of hotel employees on in-
dividual creativity performance, will be a source for future 
studies on working life quality and individual creativity. 

• Since the freedom of employees to participate in 
union activities can increase their individual creativity per-
formance, accommodation businesses should adopt a clear 
attitude towards the employee in this regard. 

• Accommodation business should ensure that em-
ployees feel safe in the work environment in order to display 
their creativity, particularly regarding social security, equal 
rights, freedom of thought, job guarantees and privacy of 
personal information. 

• Working life quality can be improved if employees 
can express their thoughts clearly without pressure from 
management or colleagues. 

• Accommodation businesses should provide over-
time opportunities for employees to increase their income 
and create a work environment where employees can show 
their creativity. 

• Employees should be rewarded with promotions to 
increase their commitment to the business and allow them to 
display their creativity. 
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• Businesses should organize activities that increase 
that improve working life quality and employee motivation, 
such as personnel-oriented entertainment or competitions in 
accommodation businesses. 

• Accommodation businesses should help their em-
ployees receive vocational training in order to increase the 
level of creativity. 

• While working conditions do not affect individual 
creativity performance, safety does. Therefore, accommoda-
tion businesses should ensure that employees feel safe in 
their work environment. 

• Employees should be allowed to move freely 
within the organization without limiting their creative think-
ing, and they should be made to feel that their ideas are val-
uable. 

• Since factors wages and financial incentives do not 
significantly improve creativity, businesses should provide 
their employees with moral rather than material rewards, 
given that career advancement increases individual creativ-
ity performance. 

• This study should be replicated with another uni-
verse than the one for this study. 

• Apart from five-star accommodation businesses, 
similar studies can be carried out in other accommodation 
businesses. 

Scientific studies of the relationship between working 
life quality of hotel employees and their individual creativity 
have made a positive contribution to tourism research. Fu-
ture research can consider other kinds of hotel employees as 
well as employees in restaurant businesses, travel agencies 
and airline companies. 

Author contribution statements 

Authors contributed equally to the design and implemen-
tation of the research, to the analysis of the results and to the 
writing of the manuscript. 

Disclosure statement  

No potential competing interest was reported by the au-
thors. 

Ethics committee approval 

All responsibility belongs to the researcher. This article 
is produced from the master thesis under the supervision of 
Prof. Dr. Şirvan Şen Demir, cited as "Tür, E. (2019) The ef-
fect of working life quality of hotel employees on individual 
creativity performance. (Unpublished Thesis), Süleyman 
Demirel University, Isparta". 

References 

Akdeğirmen, E. (2015). Sosyal medya kullanımının inovasyon, bi-
reysel yaratıcılık ve çalışan performansına etkisi. 

Yayımlanmamış Yüksek Lisans Tezi. İstanbul: Arel Üniversi-
tesi, Sosyal Bilimler Enstitüsü. 

Aslım, G. (2013). Gıda tarım ve hayvancılık bakanlığında görev 
yapan veteriner hekimlerin çalışma yaşamı kalitesinin değer-
lendirilmesi. Yayımlanmamış Doktora Tezi. Konya: Selçuk 
Üniversitesi, Sağlık Bilimleri Enstitüsü. 

Aydemir, Y. (2008). Ohsas/Ts 18001 iş sağlığı ve iş güvenliği uy-
gulamalarının çalışma yaşamı kalitesine etkisi. 
Yayımlanmamış Yüksek Lisans Tezi. İzmir: Dokuz Eylül Ün-
iversitesi, Sosyal Bilimler Enstitüsü. 

Balay, R. (2010). Öğretim elemanlarının örgütsel yaratıcılık al-
gıları.  Ankara Üniversitesi Eğitim Bilimleri Fakültesi 
Dergisi, 43(1), 41-78. 

Barker, A. (2002). Yenilikçiliğin simyası (Çev.Ahmet Kardam), İs-
tanbul: Mess Yayıncılık. 

Bektaş, H. (2015). İkili değişkenler için faktör analizi: Çalışma 
yaşamı kalitesi üzerine bir uygulama. Yayımlanmamış 
Doktora Tezi. İstanbul: İstanbul Üniversitesi, Sosyal Bilimler 
Enstitüsü. 

Bentley, T. (2004). Yaratıcılık (Creativity), (Çev. Onur Yıldırım), 
İstanbul: Hayat Yayıncılık. 

Bilge H. (2010). Küçük ve orta boy işletmelerde insan kaynakları 
yönetimi fonksiyonları açısından kurumsallaşma: Manisa or-
ganize sanayi bölgesinde ampirik bir çalışma. Yayımlanmamış 
Yüksek Lisans Tezi. Manisa: Celal Bayar Üniversitesi, Sosyal 
Bilimler Enstitüsü. 

Borghini, S. (2005). Organizational creativity: Breaking equilib-
rium and order to innovate. Journal of Knowledge Manage-
ment, 9(4), 19-33. 

Canal, B. (2017). Örgütsel özdeşleşmenin bireysel yaratıcılık 
üzerindeki etkisi: Bankacılık sektöründe bir araştırma. 
Yayımlanmamış Yüksek Lisans Tezi. Nevşehir: Hacı Bektaş 
Veli Üniversitesi, Sosyal Bilimler Enstitüsü. 

Considine, G. & Callus, R. (2002). The quality of work life of aus-
tralian employees. The Development Of An İndex, 1-19. 

Cooper, C. L. (1979). Improving the quality of working life: a new 
industrial revolution. Employee Relations. 1(4), 17-18. 

Davis, L. E. & Trist, E. L. (1974). Improving the quality of working 
life: Sociotechnical case studies. Work And The Quality Of Life 
Resource Papers For Work In America 246- 279. 

Demir, M. (2009). Konaklama işletmelerinde duygusal zeka, örgü-
tsel sapma, çalışma yaşamı kalitesi ve işten ayrılma eğilimi 
arasındaki ilişkinin analizi. Yayımlanmamış Doktora Tezi. 
İzmir: Dokuz Eylül Üniversitesi, Sosyal Bilimler Enstitüsü. 

Demir, M. (2011). İşgörenlerin çalışma yaşamı kalitesi algılama-
larının işte kalma niyeti ve işe devamsızlık ile ilişkisi. Ege 
Akademik Bakış Dergisi, 11(3), 453-464. 

Demirbilek, S., & Türkan, U. Ö. (2008). Çalışma yaşamı kalites-
inin artırılmasında personel güçlendirmenin rolü. ISGUC The 
Journal of Industrial Relations and Human Resources, 10(1), 
47-67. 

Efraty, D. & Sirgy, M. J. (1990). The effects of quality of working 
life (qwl) on employee behavioral responses. Social Indicators 
Research, 22(1), 31-47. 



E. Tür & Ş.Ş. Demir  
 

 

Copyright © 2022 by JTTR                                                                                                                            ISSN: 2548-7583 60 

Erdem, M. (2008). Öğretmenlere göre kamu ve özel liselerde iş 
yasamı kalitesi ve örgütsel bağlılıkla ilişkisi. Yayımlanmamış 
Doktora Tezi. Ankara: Ankara Üniversitesi, Eğitim Bilimleri 
Enstitüsü. 

Esen, Ş. (1996). Yönetimde yaratıcılık ve kendini geliştirme. 
Yayımlanmamış Yüksek Lisans Tezi. Bursa: Uludağ Üniversi-
tesi, Sosyal Bilimler Enstitüsü. 

Garg, P., & Rastogi, R. (2006). New model of job design: Motivat-
ing employees' performance. Journal of management Develop-
ment., 25(6), 572-587. 

Göyşen, H. (2015). İçsel pazarlama çerçevesinde öğretim üye-
lerinin mobbinge maruz kalma algısı ve bunun çalışma yaşamı 
kalitesi üzerine etkisi. Yayımlanmamış Yüksek Lisans Tezi. 
Ankara: Gazi Üniversitesi, Eğitim Bilimleri Enstitüsü. 

Gu, Q., Tang, T. L. P. & Jiang, W. (2015). Does moral leadership 
enhance employee creativity? Employee identification with 
leader and leader–member exchange (lmx) in the Chinese con-
text. Journal of Business Ethics, 126(3), 513-529. 

Gurteen, D. (1998). Knowledge, creativity and innovation.  Jour-
nal of Knowledge Management, 2(1), 5-13. 

Güvenli, F. G. (2006). Yeni teknolojilerin çalışma yaşamı üzerin-
deki etkileri. Yayımlanmamış Yüksek Lisans Tezi. İzmir: 
Dokuz Eylül Üniversitesi, Sosyal Bilimler Enstitüsü.  

Hammer, E.F. (1984). Creativity, talent and personality. Florida: 
Robert E. Krieger Publishing Company. 

Harvey D. F. & Brown D. R. (1988). An experienced approach to 
organizational development. USA: Prentice Hall. 

Herzberg, F., Mausner, B., & Snyderman, B. B. (1959). Motivation 
to work. New York: John Willey and Sons. 

Horng, J. S. & Hu, M. L. (2008). The mystery in the kitchen: Cul-
inary creativity. Creativity Research Journal, 20(2), 221-230. 

Huzzard, T. (2003). The convergence of the quality of working life 
and competitiveness: a current Swedish literature review. Ar-
betsliv i omvandling, (9), 1-119. 

Igbaria, M., Parasuraman, S., & Badawy, M. K. (1994). Work ex-
periences, job involvement, and quality of work life among in-
formation systems personnel. MIS quarterly, 175-201. 

Işık, R. (1991). Çalışma yaşamının kalitesinin geliştirilmesi: 
Hükümet, işçi, işveren ve özellikle ILO'nun yak-
laşımları. Verimlilik ve Çalışma Hayatının Kalitesinin 
Geliştirilmesi Sempozyumu (23-24 Ekim 1990, İstanbul), 45-
65. 

Jiang, J., Wang, S. & Zhao, S. (2012). Does hrm facilitate em-
ployee creativity and organizational innovation? A study of 
Chinese firms. The International Journal of Human Resource 
Management, 23(19), 4025-4047. 

Kalaycı, Ş. (2018). SPSS uygulamalı çok değişkenli istatistik tekni-
kleri. 9. Baskı, Ankara: Dinamik Akademi Yayın Dağıtım. 

Kale, E. (2010). Konaklama işletmelerinde örgüt içi faktörlerin ye-
nilik ve yaratıcılık performansına etkileri. Yayımlanmamış 
Doktora Tezi. Kayseri: Erciyes Üniversitesi, Sosyal Bilimler 
Enstitüsü. 

Kanbur E. (2015). Çalışanların bireysel yaratıcılık düzeylerinin iç 
girişimcilik performansları üzerindeki etkisinde algılanan 
örgütsel desteğin aracılık rolü. Yayımlanmamış Doktora Tezi. 
Tokat: Gaziosmanpaşa Üniversitesi, Sosyal Bilimler Enstitüsü. 

Kaya, N. (2011). Bir üniversite hastanesinde çalışan hemşirelerde 
çalışma yaşamı kalitesi ve etkileyen etmenlerin değer-
lendirilmesi. Yayımlanmamış Yüksek Lisans Tezi. Zonguldak: 
Karaelmas Üniversitesi, Sağlık Bilimleri Enstitüsü. 

Kristensen, T. (2004). The physical context of creativity. Creativity 
And Innovation Management, 13(2), 89-96. 

Küçükusta, D. (2007). Konaklama işletmelerinde iş-yaşam denges-
inin çalışma yaşamı kalitesine etkisi. Yayımlanmamış Doktora 
Tezi. İzmir: Dokuz Eylül Üniversitesi, Sosyal Bilimler En-
stitüsü. 

Lokanadha, R. M. & Mohan, R. P. (2011). Quality of work life of 
employees: Emerging dimensions. Asian Journal of Manage-
ment Research, 1 (2), 827-839. 

Mauzy, J., Harriman, R. A., Arthur, K. A. &  Harriman, R. 
(2003). Creativity, Inc: Building An Inventive Organization. 
Boston: Harvard Business Press. 

Nadler, D. A. & Lawler, E. E. (1983).Quality of work life: Perspec-
tives and directions. Organizational Dynamics, 11 (3), 20-30. 

Nazari, M. Z. & Shahdadnejad, N. (2011). Barriers to creativity and 
innovation in the organization’s management (Örgütlerin yöne-
timinde yaratıcılık ve yenilik engelleri). Management and Eco-
nomics, 25, 256-260. 

Oldham, G. R. & Cummings, A. (1996). Employee creativity: Per-
sonal and contextual factors at work. Academy of Management 
Journal, 39(3), 607-634. 

Özen, Y. (2012). Yaratıcı öğrenme. Gümüşhane Üniversitesi 
Sosyal Bilimler Elektronik Dergisi, 6, 231-256. 

Özmete, E. (2002). Özel sektörde kadın iş gücünün çalışma yasamı 
kalitesi. Yayımlanmamış Doktora Tezi. Ankara: Ankara Ün-
iversitesi, Sosyal Bilimler Enstitüsü. 

Pıçakçı, K., (2013). Örgüt ikliminin bireylerin yaratıcılık perfor-
mansı üzerindeki etkileri: Moda sektöründe bir uygulama. 
Yayımlanmamış Yüksek Lisans Tezi. Kocaeli: Kocaeli Ün-
iversitesi, Sosyal Bilimler Enstitüsü. 

Rose, R. C., Beh, L., Uli, J., & Idris, K. (2006). Quality of work 
life: Implications of career dimensions. Journal of Social Sci-
ences, 2(2), 61-67. 

Scbuster, M. (1987). Gain sharing: Do it right the first time. Sloan 
Management Review (1986-1998), 28(2), 17. 

Sirgy, M. J., Reilly, N. P., Wu, J., & Efraty, D. (2012). Review of 
research related to quality of work life (QWL) programs. 
In Handbook of social indicators and quality of life re-
search (pp. 297-311). Springer, Dordrecht. 

Tuncer, M., & Yeşiltaş, M. (2013). Çalışma yaşam kalitesinin otel 
işletmesi çalışanları üzerindeki etkileri. İşletme Araştırmaları 
Dergisi, 5(1), 57-78. 

Turunç, Ö., Tabak, A., Şeşen, H., & Türkyılmaz, A. (2010). 
Çalışma yaşamı kalitesinin prosedür adaleti, iş tatmini, iş stresi 



Journal of Tourism Theory and Research, 8 (2022) 
 
 

Copyright © 2022 by JTTR                                                                                                                            ISSN: 2548-7583 61 

ve işten ayrılma niyetine etkisi. ISGUC The Journal of Indus-
trial Relations and Human Resources, 12(2), 115-134. 

Ussahawanitchakit, P. (2011). Building corporate ınnovation of ın-
formation technology businesses in Thailand: Roles of em-
ployee creativity, organizational change and globalization 
force. J. Acad. Bus. Econ, 11(1), 1-10. 

Ünlü, M. (2011). Örgüt sağlığı algısının çalışma yaşamı kalitesi 
üzerine etkisi: İzmir ili Gaziemir ilçesindeki ortaöğretim ku-
rumları uygulaması. Yayımlanmamış Yüksek Lisans Tezi. 
İzmir: Dokuz Eylül Üniversitesi, Sosyal Bilimler Enstitüsü. 

Walton, R. E. (1973). Quality of working life: What is it. Sloan 
management review, 15(1), 11-21. 

Yılmaz, E. (2009). İlköğretimde çalışan öğretmenlerin örgütsel 
bağlılıklarının iş doyumları ve okullardaki örgütsel yaratıcılık 
açısından incelenmesi. İlköğretim Online, 8(2),  476-484. 

Zhou, Q., Hirst, G. & Shipton, H. (2012). Context matters: Com-
bined influence of participation and ıntellectual stimulation on 
the promotion focus–employee creativity relationship. Journal 
of Organizational Behavior, 33(7), 894-909. 

 


