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ABSTRACT

This study aims to determine the effect of tourists” experiences on the change in the image of Cappadocia
and the intention of suggesting it to others by the impact of experiences of tourists participating in hot
air balloon tours in Cappadocia region. The Study universe consists of local and foreign visitors coming
to Cappadocia Region. The easy sampling method from non-incidental sampling methods was preferred
in the study. The sample consisted of 406 visitors who visited Cappadocia Region and attended hot air
balloon tours. According to empirical research findings, it was determined that the value of the hot air
balloon experience and dimensions of memory, entertainment, aesthetics and education have a
meaningful and powerful effect on the change of the image of Cappadocia. This change in the image of
Cappadocia has the same effects on behavioral intentions. With reference to research findings, it can be
said that Cappadocia has a strategic role in the promotion of the hot air ballooning destination, image
formation and even positive change of such image. It is recommended that the stakeholders responsible
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for destination marketing use this role of hot air ballooning to create a competitive advantage.
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1. Introduction

In today’s world, where change is taking place in
every field, there are also changes in travel culture.
These changes in the world and in tourists’ profiles
have also brought about a change in needs of
tourists and therefore in concepts of tourist
consumption (Giineren & Karakus 2015). Tourists
now want to gain experiential value from the
touristic product components they use in a
destination they visit. With reference to this point
on and under the assumption of postmodernism, it
is necessary to enrich current tourist products in
the context of fantasy, emotion and entertainment
(Holbrook, Hirschman, 1982) nowadays. In
addition, it is also recommended to design tourist
products which aesthetically affect tourists,
entertain them, teach new things, make them
escape from everyday life and give them
unforgettable memories (Pine and Gilmore, 1999)
in a way to contain extraordinary experiences.

The aim of this study is to determine the impact of
the experience of tourists participating in hot air

balloon tours in Cappadocia, which is one of
Turkey’s most important tourist destinations, on
the image of this destination in terms of hot air
ballooning (Kiil Avan & Giiger, 2019), which is
thought to have changed with this experience; and
to what extent this impact affects behavioral
intentions regarding the destination.

For these specified purposes, in the first part of the
three-part study, the literature on experience and
the concept of experience value has been discussed
with a view to establishing basically the arguments
of the theoretical framework to form
interdependent variables while taking into account
the hot air balloon experience.

In the second part of the study, the literature on
image concept in destinations, image change,
effects of touristic experiences on destination
image and behavioral outcomes, which are
dependent variables of the study, have been
included. The relevant literature discusses post-
travel destination image and change issues in
terms of gained experiences throughout the entire
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destination. However, this research assessed the
effects of a single tourist product experienced in a
destination (hot air balloon experience) on an
image change related to the entire destination. The
research has an authentic perspective in this
respect.

In the third part of the study, the application model
of quantitative research has been presented, and
research hypotheses have been proposed within the
framework of this model. After the application
model, method and hypotheses have been
explained; the research findings have been
interpreted by applying necessary analyses for
testing hypotheses.

Finally, in the conclusion and recommendations
part, suggestions have been made to destination
management organizations, balloon operators and
managers, and scientific studies that are likely to
be done in the future.

2. Experience and Experience Value

Although there are many definitions on the concept
of experience in the literature on tourism
discipline, a generally accepted definition by the
academic environment is not yet available
(Jurowski, 2009). Discussions on the definition of
the concept are given in the following:

From a consumer perspective, experiences are
“entertaining, attractive and unforgettable
memories of consumption” (Oh, Fiore, Jeoung,
2007). Experience is a concept that affects
consumer emotionally, physically, intellectually
and spiritually as a result of the combination of
many elements (Mossberg, 2007). Experience
emerges at the very moment when production and
consumption come together (Andersson, 2007).
Touristic experience is a complex phenomenon that
occurs mostly individually (Uriely, 2005).
Experience is the formation of all the information
while a consumer collects during the purchase
process (Berry, Carbone, Haeckel, 2002).
Experience is a combination of environment,
product and service that arise in the consumer
(Robert, Chambers, 2000). Experiences do not
occur spontaneously but occur as a result of a
prepared situation, and take hold of the general
(Schmitt, 1999). As a result of consuming products
and services offered by companies, experience
occurs with the emergence of knowledge and
emotion in the customer (Gupta, Vajic, 1999). The
purpose of the experience is to manage functional,
meaningful, attractive, effective and memorable
experiences (McLellan, 2000). Successful
experiences are those that are considered unique,
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memorable and sustainable by customers and that
can be enthusiastically promoted by them from
mouth-to-mouth (Pine, Gilmore, 1999). In the case
of consumption, experience occurs when the
individual is physically, logically, emotionally,
socially and spiritually involved in the situation
after his/her certain participation (O’Sullivan,
Spangler, 1998). Experience is the continuous flow
of thoughts and the collection of emotions that
occur during the use of touristic products (Carlson,
1997). Experiences create a high level of emotional
intensity (Arnold and Price, 1993). Experiences are
extraordinary memories that make changes in a
person’s life (Denzin, 1992). Experience includes
personalized life events in which quality is more
important than quantity (Mannell, 1984).
Although there is not an experiential consumption
model, the way to understand consumers in the
tourism sector is through experiential consumption
(Titz, 2008).

Experiential value refers to customers’ perceptions
of the product or service through direct use of it or
indirect observation of it (Mathwick, Malhotra,
Rigdon, 2001). In terms of touristic products,
experience value is a total result of the experiences
gained by tourists before, during and after the use
of touristic products (Oral and Celik, 2014).

Experience occurs with consumer’s use of the
product, and consumer gains experiential value.
The concept of experiential value is addressed by
many authors in the literature. This part of the
study will focus on Pine and Gilmore (1999)
experiential value model.

Pine and Gilmore Experiential Value Model

Pine and Gilmore (1999) experimental value
model, which will form the basis of field research in
this study, is also referred to as 4E Model in the
literature. Experience areas proposed by the model
are educational, escapist, esthetic, entertainment;
all of which first letters give the model its name.
According to the model seen in Figure 1,
experiences are located in a coordinate plane.
According to the authors, while the effect of
experience in fields of experience, that is the
situation a person lives during an experience
(absorption and immersion), is shown on the Y-
axis; the degree of participation in the experience
(passive and active) is expressed on the X-axis.
Each region between the X and Y axes refers to
realms of experience (Entertainment, Educational,
Esthetic, Escapist).
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Absorption (Intellectual, weak relationship)

Entertainment
“Being entertained”

Passive
Participation

Esthetic
“Indulged in environments”

Optimal

Experience
QU
Escapist

Educational
“Learning something new”

Active
Participation

“Diverging to a new self”

Immersion (physical, strong relationship)

Figure 1: Four realms of experience

Source: Pine and Gilmore, 1999, p.41

While the extent to which customers are affected
by performance of the activity they experience is
determined by whether they have passive or active
participation; absorption and immersion refer to
the degree of willingness to experience. In this
respect, excessive absorption refers only to
customers who receive certain information or
stimuli; immersion means that customers are fully
involved in an experience.

3. Destination Image, Its Structure and Formation

Destination image is a visual or mental impression
of an experience gained by a tourist in a destination
(Milman and Pizam, 1995) or beliefs, ideas and
impressions about a destination (Crompton, 1979).

According to Fakeye and Crompton (1991), the first
stage of the formation of the destination image is
expressed as “organic image”. Organic image is
defined as tourist’s impressions about a destination
through non-commercial sources of information
(training/education that tourists receive in school
life, television programs that they encounter in
their daily life, newspapers, cinema, magazines,
articles, friend recommendations). Over time, this
organic image owned by a person is transformed
into an induced image through commercial
activities such as advertising campaigns and travel
brochures carried out within the framework of
promotional activities of tourism organizations.
When the desired destination image is formed with
induced image, it is thought that the perceived
destination image will be formed in tourist’s mind.
At this stage, the tourist will become a potential
destination customer and will make the choice of
destination. The tourists’ impressions of the
destination will change via the trip to the
destination and the new knowledge and experience
gathered at the destination with this trip, and
he/she will have a more detailed and clearer
(destination) image. The image formed at this
stage 1is called a complex image. This

41

comprehensive, complex and realistic image of the
tourist will be effective in the re-selection of that
destination.

Beerli and Martin (2004) suggested that factors
affecting the perceived destination image should be
examined in two main categories: “sources of
information” and “personal” factors. They indicated
that these categories may affect emotional and
cognitive image of a particular destination. They
also stated that the emotional and cognitive images
interact with each other to create a general (total)
destination image. sources of information consist of
secondary information (organic, autonomous,
directed) and primary information (destination
visit).

According to the image formation models in the
destinations, destination image can be handled in
different ways, including organic (natural),
induced (oriented) and the modified image. The
first two were first introduced by Gunn in 1972
with his research, and the concept of modified
image was included by the same author in 1988. In
some sources, it 1s also referred to as an induced
image or complex image (Tasci and Gartner, 2007).

The sum of images that are mentally

accumulated from non-commercial
sources related to the destination

Organic Image

l (education, TV, newspaper, daily life).

Transforming organic image by

influence as a result of commercial
activities (Advertisements, Fairs,

Induced Image

¢ Brochures).

Realistically complex image with new
information and experiences gained
during a destination visit.

Modified /
Renewed Imaae

Figure 2: Types of destination image according to
formation patterns
Source: Pektas, F. (2012)
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Fakeye and Crompton (1991) also proposed a new
model with the same concepts. In Figure 2, the
types of the destination image are included
according to their formation.

In light of these findings from Gunn, (1972) and
Fakeye and Crompton (1991), it can be said that
the autonomous image is shaped within the
framework of information and experiences that
tourists acquire in the area they travel in, and the
image is gained a more realistic structure.

Image Change in Destinations

As it is known, the positive image of destinations
leads to an increase in visitors (Hunt, 1975; Mayo,
1973). However, creating a positive image or
changing a negative image into positive ones
requires a long process (Crompton, 1979; Gartner
and Hunt, 1987; Kotler, 1982). Hamidizadeh et all.
(2016) argues that the perceived destination image
of a destination, in particular, can change over
time, especially when tourists visit another
destination.

Chon, (1991) examined that the destination image
is related to the pleasure of the characteristics of
the products in the destination. According to
another view, the image may be affected and
altered by the evaluation of stereotyped
expectations prior to a visit compared to the
experiences gathered in a destination (Chon, 1991;
Echtner, Ritchie, 1991; Fakeye and Crompton,
1991). Therefore, there is a two-way relationship
between the image and the satisfaction that
tourists have gained from their experiences. In
understanding this two-way relationship, the need
to define, measure and give more attention to
customer satisfaction and perceptions is
emphasized to position a tourism product (Ibrahim
and Gill, 2005). According to Gartner (1994), the
image of a hosting region can change due to the
influence of many interrelated factors (media
mediation, mouth-to-mouth communication, et
cetera).

Many studies in the literature have focused on
measuring the image of a destination that occurs
over a period of time. However, Gallarza, Saura,
and Garcia (2002) argue that the image is not static
and tends to change over time. In most cases,
tourists do not create a completely new destination
image of a place, they evaluate the information
they derive from image factors based on their
current perceptions in the destination. As this
pointed out by Tapachai and Waryszak, (2000), it
is accepted that one person does not look at every
new stimulus in the destination as something
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completely new. Tourists compare the data
obtained after their experience in the destination
with the patterns previously stored information or
knowledge in the memory. That is why it is so
important to understand the 1image change
mechanism, monitor it and develop marketing
strategies in response to changing conditions. In
addition, destinations should not accept their
image as fixed at a given moment and should take
various actions to 1improve their weaknesses
(Gartner, 1994).

The complex nature of the destination image and
its formation has led to the emergence of different
perspectives in determining factors that affect
image change, renewal or formation.

The Relationship between Destination Image Perception
and Behavioral Intention

Image is of great importance in destination
marketing because the image of a destination
represents the preliminary information that is
generated in tourists’ minds about the destination
(Fakeye and Crompton, 1991). As a decision-
maker, since tourists have very limited personal
experience with the destination, they will respond
to the image, destination beliefs and perceptions of
the destination rather than objective reality (Hunt,
1975). Similarly, Gartner, (1994) points out that
“since it 1s not possible to pre-test the tourist
product, touristic images will often be based on
perceptions rather than facts.” In addition,
Crompton (1979), suggests that “remarkable image
characteristics” that are going to emerge as
behavioral intentions are factors that should be
given importance by the destination
administrations by emphasizing the role of image
in destination selection when it comes to limited
personal experience. Marketers’ understanding of
the image of a destination in the tourism market
will ensure them to affect potential tourists to
decide (Crompton, 1979; Jenkins, 1999; Woodside
et al., 2004; Celik et al., 2017). In this regard, it is
thought that a positive image will have an
important effect on the formation of behavioral
intentions after a destination visit.

4. Method

Purpose and Importance of the Research
Cappadocia is a destination where nature, history
and cultures integrate in to harmony. The unique
feature that makes this area special is the rock
structures called “Fairy Chimneys” which were
created by the erosion of active volcanoes by rain
and wind for millions of years about 60 million
years ago. At the same time, traditional
Cappadocia houses carved into the rock from the
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nineteenth century express the uniqueness of the
region. The value of the region was also
appreciated by international organizations, and
the Goreme National Park in Cappadocia was
added to UNESCO’s World Heritage List in 1985
(Ozel and Kozak, 2016).

Cappadocia is one of the most favorable regions
where adventure and nature tourism can be made
with its unique natural beauties as well as its
cultural heritage. In the last 20 years, successful
hot air balloon investments have been made in
Cappadocia, and it has managed to stand out both
in Turkey and in the world. It is no exaggeration to
say that Cappadocia is the most important balloon
flight center in Turkey and the world today.

This study aims to determine the effect of tourists’
experience on the change of image of Cappadocia
and the intention of suggesting it to others by the
impact of experiences of tourists participating in
hot air balloon tours in this region. In addition, by
identifying the dimensions that stand out in the
formation of the experiential value of the hot air
balloon experience, it will guide the values to be
emphasized in the services offered by balloon
operators in the region.

Research Population and Sample

The research population consists of local and
foreign visitors who come to Cappadocia Region.
One of non-probability sampling methods,
convenience sampling, has been conducted in the
study. The sample consisted of 406 visitors who
visited Cappadocia Region and attended hot air
balloon tours.

To reach tourists coming to the region, it was
determined that Erkilet Airport, the departure
point of Cappadocia tour, was the most suitable
time and place after the interviews made with tour
operators, managers, guides and balloon
companies. Therefore, the questionnaire created
within the scope of the research was applied to

Experience Value

tourists waiting for a flight at the domestic
departure terminal of Erkilet Airport. In addition,
questionnaires created for tourists of Turkish and
other nationalities (English, Turkish, Chinese and
Japanese) were applied in 4-5-star hotels and
balloon organizations in Goreme, Urgup, Avanos.

Research Model and Hypotheses

The research model includes experiential value
dimensions, change in the destination image,
intention to revisit, and intention to recommend it
to others. Experiential value dimensions in
research consist of esthetics, entertainment,
educational, escape, memory and security values.
Dimensions of the experience in the model created
have been adapted by taking into account the
characteristics of the hot air balloon product in the
field literature. Reviewing the literature, it is seen
that approach and measuring tools developed by
Pine and Gilmore (1999), Schmitt (1999), Sheth,
Newman, Gross, (1991) are frequently used in
measuring touristic experiences.

According to the research model in Figure 3, the
dimensions of the hot air balloon experience are
assumed to have an impact on the change of
destination image and future behavioral intentions
(intention to revisit and intention to recommend it
to others). In the model that reveals the cause-
effect relationship, dependent variables of the
research are the change in the destination image,
the intention to revisit and the intention to
recommend it to others. The Independent variable
in the model is the value of the hot air balloon
experience.

Within the framework of the model in Figure 3,
hypotheses containing hot air balloon experience
value, Dbehavioral intentions towards the
destination, and change of destination image have
been proposed. The hypotheses of the study are as
follows:

1 Behavioral Intention

1
i
! i
-Esthetic 1H - e i
; Intention to Revisit .
-Educational H, | !
ot 1
-Entertainment . Expe.rlentlal Destination Image 1 :
|| Dimensions of Hot > Change 4 !

-Escape i ! .

P Air Balloon : Intention to !
-Security . Recommend to !
M ! Others 1

emory i ;
! i

Figure 3: Research model

Source: Authors
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H1: Hot air balloon experience dimensions have
an impact on the change of destination image.
H2: The change in the image of the destination
has an effect on the intention to re-visit the
destination.

H3: The destination has an effect on the
intention to recommend the image change
destination to others.

Data Collection
Questionnaire technique was
collection purposes.

used for data

The survey form consists of four sections. In the
first chapter, the experiential value scale of the
experiential value perceived by tourists
experiencing the hot air balloon experience was
adapted to the experiential value scale consisting
of 20 items aimed at measuring the aesthetic,
entertainment, education, escape, souvenir and
security dimensions. In the experimental value
scale, studies from the field literature conducted by
Holbrook, (1996), Pine and Gilmore (1999), Schmitt
(1999), Mathwick et al., (2001), Hosany, Witham,
(2010), Oh et al., (2007) were used in the
adaptation of items in dimensions of
entertainment, escape, education, aesthetics, and
commemorative dimensions. Gallarza, Gil, (2006)
study was used to adapt items of the security
dimension of the experience. (Table 3)

Tourists experiencing HAB experience in the
second part of the questionnaire were asked about
the following item, “After my balloon experience,
my image about Cappadocia was changed more
positively”, and they were asked to evaluate
whether their overall image of Cappadocia were
changed. Considering the literature, it 1s possible
to see that there are studies in which the total
image is measured with a single question. Prayag,
(2008, p. 212) stated that there are two ways to
measure the general image, while the 1st way is to
average all the characteristics of the destination

(Echtner and Ritchie, 1991), while the 2nd way is
to determine whether the overall image perception
1s positive or negative. Indeed, Baloglu and
Mccleary, (1999), Beerli and Martin, (2004), Li,
Vogelson, (2006), Kim, Morrsion, (2005), Wang and
Hsu, (2010) measured the overall image with a
single item in their studies.

In the third part, the questionnaire consisted of 2
statements aimed at measuring behavioral
intentions towards the Cappadocia region. The
item “I would like to visit Cappadocia again in the
future” related to intention of revisiting and the
item “I recommend vacations in Cappadocia to
other people around me.” the intention to
recommend it to others were adapted. Williams,
Soutar, (2009) study was used to adapt items for
measuring behavioral intentions. The variables of
the study were measured using the five-point
Likert-type scale. The last chapter contains
demographic information about visitors.

Findings of the Study

In this part of the study, findings of demographic
characteristics of local and foreign visitors
participating in the study and hypotheses
represented by the conceptual model of the
research have been included. SPSS software was
used for statistical analysis. Factor analysis has
been applied for the structure validity of the
experience value scale; Cronbach Alpha has been
applied for the reliability of scales; correlation
analysis and regression analysis have been
performed to test hypotheses of the study.

eDemographic Characteristics of Visitors Participated in the
Research

Within the scope of the research, 406 visitors were
reached who had participated in the hot air balloon
tour in Cappadocia Region. Demographic
characteristics of participants are presented in
Table 1.

Table 1: Demographic characteristics of visitors participating in the research

Gender Frequency Percentage % Marital Status Frequency Percentage %
Female 198 48.8 Single 182 44.8
Male 208 51.2 Married 224 55.2
Nationality Monthly Income

Chinese 164 40.4 Low 54 133
Turkish 184 45.3 Moderate 280 69.0
Other 58 14.3 High 72 17.7
Education Age

Primary School 3 0.7 Under 25 100 24.6
Secondary School 9 2.2 25-45 223 54.9
High School 94 23.2 Older than 46 83 20.4
Associate degree 84 20.7

Bachelor’s Degree 150 36.9

Postgraduate 66 16.3

N=406

Source: Authors
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Considering the gender distribution of the
participants, 48.8% of them were female, and
51.2% of them were men. Considering the marital
status, it was observed that 44.8% of participants
were single, and 55.2% of them were married.
According to the distribution of the nationality of
the participant visitors, it was observed that 40.4%
of them were Chinese, 45.3% of them were Turkish,
and 14.3% of them were from other nationalities.
In terms of monthly income, it was seen that
participant tourists were divided into three groups,
13.3% of them were in low-income group, 69% of
them were in middle-income group, and 17.7% of
them were in high income group. It was observed
that, in terms of the level of education, 0.7% of
participants were primary school graduates; 2.2%
of them were secondary school graduates; 23.2% of
them were high school graduates; 20.7% of them
were associate degree graduates; 36.9% of them
were bachelor's degree graduates; and 16.3% of
them were postgraduate degree graduates. Age
distribution of visitors was as follows: 24.6% of
them were under 25 years of age; 54.95 of them
were between 25-45 years of age; and 20.4% of
them were older than 46.

eDescriptive Statistics of the Scales Used in the Research
Averages, standard deviation and values for
experience dimensions, destination image change
and behavioral intention sub-scales are given in
Table 2.

Table 2: Descriptive statistics of the research scale

Scales Arithmetic Standard
Mean Deviation

Experience Value 4.29 0.50
Esthetic 4.65 0.42
Educational 4.20 0.69
Entertainment 4.32 0.67
Escapee 4.02 0.84
Security 4.18 0.85
Memory 4.39 0.69

Image Change 4.30 0.96

Behavioral Intention 4.33 0.77
Intention to Revisit 4.21 0.98
Intention to

Recommend to Others 4.45 0.7

Scale: 1=absolutely disagree, 2=disagree, 3=undecided,

4=agree, 5=absolutely agree

N=406

Source: Authors

Examining the average values in Table 2, it is seen
that visitors are significantly affected by all aspects
of the hot air balloon experience. It is observed that
the Hot Air Balloon (HAB) experience with an
average of 4.02% is the escape dimension with the
lowest rate among the averages. With the highest
rate of 4.65%, it is observed that the HAB
experience is due to its esthetic dimension. It is
thought that the unique natural beauties of the
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Cappadocia region during the HAB experience
create a remarkable landscape in the sky
accompanied by colorful balloons.

eConfirmatory Factor Analysis of Experience Dimensions Scale

A scale of 20 items was adapted from literature
studies and interviews to measure the
entertainment, escape, educational, esthetics,
memory and security sub-dimensions of the hot air
balloon experience value.

Descriptive factor analysis was applied using
principal component analysis and “varimax” axis
rotation methods in the SPSS 24.0 program to
determine the structural validity of the scale and
to observe the accumulation of similar items under
the same dimension.

As a result of factor analysis, since factor loads of
the 4th item measuring the esthetic dimension of
the experience, “I felt the taste of untouched nature
during the balloon tour” and the 19th item
measuring the size of the memory “This cruise will
be among my most beautiful memories.” were
below 0.40 and they demonstrated cross-loading
trend, the two items are excluded from the
evaluation.

As a result of the re-applied factor analysis after
the items extracted to reach a meaningful factor
structure, it was observed that 20 items were
collected under 6 factors. As a result of descriptive
factor analysis, it was determined that the Kaiser-
Mayer-Olkin (KMO) sample proficiency value was
0.881 and the sample size was sufficient for factor
analysis. Altunigik, et al., (2007) have indicated
that the KMO ratio should be above 0,5; otherwise,
the data set will not be suitable for factor analysis.
The fact that Bartlett’s test of sphericity was
significant [x2 (190) =3775.108 p<0.001] indicates
that correlation relationship among items 1is
suitable for factor analysis (Giirbiiz, Sahin, 2014).
In descriptive factor analysis, it is expected that
eigenvalues be greater than 1. Of the 6 factors that
had been formed as a result of the analysis, while
5 of them were valued more than 1, 6th factor was
seen to have a value very close to 1 (0.955). It was
determined that the adapted scale consisting of 20
items was in a 6-factor structure, factors explained
70,148% of the total variance, and the factor load
of the items was above 0,6. Adapted scale items and
loads, values, described variance percentages of
items in factors, and explanatory factor analysis
results for Cronbach alpha reliability coefficients
are shown in Table 3.
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Table 3: Factor analysis results of the research scale

Factors E(a);:;)sr Eigenvalue szﬁ:ggézd% Alpha
Factorl: Hot Air Balloon Entertainment Value

The balloon activities were amusing. 0.777

The activities on the balloon tour were entertaining. 0.759

The entertainment was captivating. 0.754 1.242 14.573 0.824
During the balloon tour witnessing the other participants was entertaining. 0.604

Factor2: Hot Air Balloon Escape Value

I completely escaped from reality. 0.827

The experience here let me imagine being someone else. 0.755

| felt like | was in a different time or place. 0.710 2111 13940 0.848
I felt like | was living in a different time or place. 0.662

Factor3: Hot Air Balloon Educational Value

I had information about how balloon flies. 0.775

I learnt a lot during this hot air balloon tour. 0.739

I received personal security training before the tour. 0.655 1434 12,037 0.798
It stimulated my curiosity to learn new things. 0.598

Factor4: Hot Air Balloon Memory Value

I will remember this balloon tour as a positive travel experience. 0.801

I had desire to take photos to remember this balloon experience. 0.796 1.207 11.076 0.795
I won’t forget my experience on this cruise. 0.784

Factor5: Hot Air Balloon Esthetic Value

Multicolored balloons in the sky were astonishing. 0.804

Viewing the harmony of unique natural Cappadocia landscape from the sky was 0737 1.081 9706 0.705
very beautiful.

Flying among other balloons was a unique view. 0.709

Factor6: Hot Air Balloon Security Value

I realized that all necessary measures were taken for a safe flight. 0.862

| felt safe during the balloon tour. 0.813 0.955 8.815 0.836
Kaiser-Mayer-Olkin sample adequacy measure = 0.881

Bartlett’s test of sphericity Chi-square value = 3775.108 df=190 p=0.00<0.05

Total variance explained (%) = 70.148

Source: Authors

As shown in Table 3, the first factor that
constitutes the entertainment dimension of the
HAB experience after the rotation process explains
the variance by 14.573%; the second factor that
constitutes the escape dimension explains the
variance by 13.940%; the third factor that
constitutes the educational dimension explains the
variance by 13.037%; the fourth factor that
constitutes the memory dimension factor explains
the variance by 11.076%; the fifth factor that
constitutes the esthetic dimension explains the
variance by 9.706%; and the sixth factor that
constitutes the security dimension explains the
variance by 8.815%.

eReliability Analysis of Items for Scales used in Research

While the structural validity of the scale is
determined by descriptive factor analysis, it is also
necessary to determine simultaneously whether
scale items are measuring consistently, or whether
there is consistency between scale items. The most
common analysis used in this context is reliability
analysis (Giirbiiz and Sahin, 2014, p. 323). The
statistical method to be wused to determine
measurement  reliability is  discussed by
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statisticians where the problem varies according to
the type of problem. However, the examination of
the Cronbach alpha (a) coefficient has become
general in measuring the reliability of the Likert
type scale (Bademci, 2006). For this reason,
Cronbach’s alpha coefficient was used to determine
scale reliability. Cronbach alpha coefficients
obtained as a result of reliability analysis
performed are given in Table 4.

Table 4: Reliability analysis results of research scale

Scales Number of items o
Experience Dimensions
Esthetic 3 0.705
Educational 4 0.798
Entertainment 4 0.824
Escape 4 0.848
Security 2 0.836
Memory 3 0.795
Behavioral Intention 2 0.689
Total ltems 23

Source: Authors

According to the results of the reliability analysis
applied to each sub-scale in Table 4, reliability
coefficient (Cronbach’s Alpha) was determined as
follows: esthetic value (0.705), educational value
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(0.798), entertainment value (0.824), escape value
(0.848), security value (0.836), commemorative
value (0.795), behavioral intention (0.689). If the
alpha reliability coefficient value is between 0.60-
0.80, the scale is considered highly reliable
(Ozdamar, 1999, p. 522). According to these
criteria, the scale can be said to be highly reliable.

eCorrelation Analysis for Model Variables

Before testing the research hypotheses, the degree
of relation between the dependent and independent
variables in the model was examined. Therefore,
the results of the multiple correlation analysis are
given in Table 5.

Table 5: Research variables and multiple correlation
analysis results

1 2 3

1. Hot Air Balloon Experience Value |1

2. Behavioral Intention S576%* |1

3. Image Change .565** | .645** | 1

Pearson (two-way) correlation coefficients shown as marked

with ** are significant at p< 0.01 level.

Source: Authors

According to Table 5; as result of correlation
analysis, there is a significant and positive
relationship 1% (p<0.01) among HAB experience
value, behavioral intention, and destination image
change variables. According to the findings, there
is a significant and positive relationship between
the experience value of the hot air balloon and the
behavioral intention (r (166 = 0.576, p<0.001). There
is a significant and positive relationship between
the hot air balloon experience and the change in
destination image (r )= 0.576, p<0.001). There is
also a significant and positive relationship between
destination image change and behavioral intention

(r e6)= 0.645, p<0.001). The existence of a positive
relationship among variables indicates that the
two variables change together. In other words, the
“hot air balloon experience value” and “behavioral
intention” and “destination image change” are
increasing or decreasing together. The fact that
existing variables have relationships with one
another does not mean that there is a cause-and-
effect among them. In other words, correlation
analysis does not indicate causality. When
correlation analysis examines the relationship
between variables, variables are not treated as a
dependent and independent variables. Therefore,
regression analysis will be performed to examine
the direction and degree of the relationship by
addressing dependent and independent variables.

elmpact of Hot Air Balloon Experience Value Dimensions on
Change in Destination Image

Multiple linear regression analysis was conducted
to examine the impact of entertainment, escape,
educational, memory, esthetics and security value
dimensions within the hot air balloon experience
on the change of destination image. Results of
multiple regression analysis are provided in Table
6. According to Table 6, the R- value showing
multiple relationships is 0.602. The Value R2
indicates how much of the changes in dependent
variable (destination image change) are explained
by independent variables (HAB experience value
dimensions such as esthetics, educational,
entertainment, escape, memory, security).
Accordingly, it can be said that the 36% variance in
the change of the destination image depends on
independent variables. Table 6 contains Anova
results showing the result of multiple regression

Table 6: Results of multiple linear regression analyses conducted to determine the impact of hot air balloon experience value
dimensions on destination image change

Model Summary
Model R R Square Adjusted R Square Estimated Standard Error
1 0.602 0.362 0.353 0.776 1.726
Anova
Model R Sum of Squares df Mean Square F Sig.
1 Regression 136.552 6 22.759 37.775 0.000
Coefficients
Unstandardized Standardized - . L
Model Coefficients Coefficients :o:llnearlty Statistics
. olerance
B Standard error | Beta (B) t Sig. (p) Value VIF

Constant -1.222 0.449 -2.720 0.007

Esthetic 0.333 0.106 0.144 3.131 0.002* 0.753 1.329
- Educational 0.126 0.077 0.090 1.629 0.104 0.523 1.912
3 | _Entertainment 0.265 0.078 0.184 3.413 0.001* 0.549 1.822
g =| Escape 0.067 0.063 0.058 1.063 0.288 0.535 1.868
o -Z| Security 0.067 0.055 0.059 1.208 0.228 0.678 1.474
2g Memory 0.399 0.067 0.285 5.971 0.000* 0.701 1.426
Dependent variable: Destination image change
*Significant at p<0.05 level

Source: Authors
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significance. According to the Anova result,
p=0.000 indicates that it is significant at p<0.01
level. Examining B coefficients according to Table
6, when all dependent variables are analyzed with
regression model, a positive significant
contribution of HAB experience are found in
dimensions such as memory (8=0.285, p<0.05),
entertainment  (8=0.184, p<0.05), esthetics
(8=0.144, p<0.05) in explaining destination image
change/renewal.

Although there were no multiple connection
problems observed when looking at VIF values as
a result of analysis, it was observed in determining
the problem of multiple connections that other
validity, i.e. the significance levels of independent
variables, did not fulfill the condition of p<0.05,
and that there was a multi-connection problem in
the model in dimensions such as educational
(8=0.090, p>0.05), escape (8=0.058, p>0.05),
security (8=0.059, p>0.05). In this case, to
eliminate the problem of multiple connections,

stepwise regression analysis will be applied to
recreate the regression model.

Hierarchical regression Stepwise regression
analysis  (stepwise) method consisting of
independent variables consisting of esthetic,
entertainment, educational, escape, security and
memory dimensions of the HAB experience and
variables dependent on destination image change
was applied, and the analysis results are given in
Table 7.

The final regression model obtained by applying
the stepwise regression method resulted in as in
Model 4. Therefore, Model 4 will be interpreted.
According to Model 4; to resolve the problem of
multi-connections, independent variables for
escape and security dimension were extracted.
Memory, entertainment, esthetics and educational
variables included in the model can be said to
explain 35.7% of the total variance. The Durbin
Watson value is 1.740, and it can be said that there
1s no autocorrelation in stepwise regression

Table 7: Results of multiple linear hierarchical regression Stepwise regression analyses conducted to determine the impact of hot air
balloon experience value dimensions on destination image change

Model Summary
Model R R Square Adjusted R Square Estimated Standard Error Durbin
Watson
1 4952 0.245 0.243 0.839
2 572 0.327 0.324 0.793
3 .587¢ 0.345 0.340 0.784
4 .598¢ 0.357 0.351 0.777 1.740
Anova
Model R Sum Of Squares Mean Square F p
1 Regression 92.285 1 92.285 130.977 .000°
2 Regression 123.266 2 61.633 97.914 .000°
3 Regression 129.896 3 43.299 70.458 .000¢
4 Regression 134.614 4 33.654 55.690 .000®
Coefficients
= Unstandardized Coefficients Standa_lr_dlzed Collinearity Statistics
3 Coefficients
= B Standard error Beta (f) t Sig. (p) T(ilgﬁzce VIF
1 Constant 1.259 0.269 4.685 0.000
Memory 0.692 0.060 0.495 11.445 0.000 1.000 1.000
Constant 0.132 0.301 0.440 0.661
2 Memory 0.496 0.064 0.355 7.808 0.000 0.808 1.238
Entertainment 0.459 0.065 0.319 7.016 0.000 0.808 1.238
Constant -0.953 0.444 -2.146 0.032
3 Memory 0.435 0.066 0.311 6.630 0.000 0.742 1.349
Entertainment 0.396 0.068 0.275 5.860 0.000 0.741 1.349
Esthetic 0.351 0.107 0.152 3.285 0.001 0.758 1.319
Constant -1.202 0.450 -2.675 0.008
Memory 0.426 0.065 0.304 6.539 0.000 0.740 1.352
4 Entertainment 0.297 0.076 0.206 3.928 0.000 0.581 1.722
Esthetic 0.335 0.106 0.145 3.153 0.002 0.756 1.323
Educational 0.188 0.067 0.135 2.794 0.005 0.691 1.447
Dependent variable: Destination image change
*Significant at p<0.05 level

Source: Authors
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Table 8: Results of linear regression analysis on the impact of image change of destination on intention to revisit the destination

Model Summary
Model R R Square Adjusted R Square Estimated Standard Error
1 0.571 0.326 0.324 0.807
Anova
Model R Sum of Squares df Mean Square F p
1 Regression 127.321 1 127.321 195.554 0.000
Coefficients
Unstandardized Coefficients Stande}r'dlzed
Coefficients
Model Standard
B error Beta (B) t Sig. (p)
3 o Constant 1.716 0.183 9.376 0.000
é- 2 8 Destination image
K c5 g 0.581 0.042 0.571 13.984 0.000*
e 3 change
Dependent variable: Intention to Revisit
*Significant at p<0.05 level

Source: Authors

analysis. In the new model, we can say that multi-
connections problems are eliminated considering
the VIF value and p-value of variables in the model
(p<0.05). Considering regression coefficients (B),
the relative importance of independent variables in
the model on the change in destination image is at
following levels: memory (8=0.304), entertainment
(8=0.206), esthetics (8=0.145) and educational
(8=0.135) respectively.

According to  this  conclusion; memory,
entertainment, esthetic and educational
dimensions of hot air balloon experience are
effective on changing the image of the destination.

H1: Hot air balloon experience dimensions have an
impact on the change of destination image. H1
hypothesis was accepted.

oEffect of the Change in Image of Destination on Intention to
Revisit Destination

Multiple linear regression analyses were
conducted to examine the impact of the destination
image change on the intention of revisiting. Results
of multiple regression analysis are provided in
Table 8. According to Table 8, the R-value showing
multiple relationships is 0.571. R2 value, on the
other hand, indicates how much of the changes in
dependent variable (intention to visit again) are
explained by the independent variable (destination
image change). Accordingly, it can be said that the
32% change in the intention of revisiting depends
on the change in image of the destination, which is
the independent variable. Table 8 contains Anova
results showing the result of multiple regression
significance. According to the Anova result,
p=0.000 indicates that it is significant at p<0.01
level.
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Regression analysis was applied with a view to
determining the impact of image change of
destination on intention to revisit the destination
When Table 8 is examined, it is seen that
independent variable, destination image change
(B= 0.571, p<0.05), has a positive significant
contribution on the dependent variable, intention
to revisit.

H2: The change in the image of destination has an
effect on the intention to revisit the destination. H2
Hypothesis was accepted.

oThe Impact of Destination’s Image Change on the Intention to
Recommend it to Others

Multiple linear regression analyses were
conducted to examine the impact of the destination
image change/renewal on the intention of
recommending it to others. The results of multiple
regression analyses are provided in Table 9.
According to Table 9, the R value showing multiple
relationship is 0.563. R2 value, on the other hand,
indicates how much of the changes in dependent
variable (intention to recommend it to others) are
explained by the independent variable (destination
image change). Accordingly, it can be said that the
31% change in the intention of revisiting depends
on the change in image of the destination, which is
the independent variable. Table 9 contains Anova
results showing the result of multiple regression
significance. According to the Anova result,
p=0.000 indicates that it is significant at p<0.01
level.
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Table 9: Results of linear regression analysis on the impact of image change of destination on intention to recommend it to other

Model Summary

Model R R Square Adjusted R Square Estimated Standard Error
1 0.563 0.317 0.315 0.638
Anova
Model R Sum of Squares df Mean Square F p
1 Regression 76.185 1 76.185 187.297 0.000
Coefficients
. - Standardized
Model Unstandardized Coefficients Cocfficients
B Standard error Beta (f) t Sig. (p)
3 o Constant 2.518 0.145 17.405 0.000
% - % = - B
g5 | Destinationimage | 5, 0.033 0563 13.686 0.000*
2 S change

Dependent variable: Intention to recommend to others
*Significant at p<0.05 level

Source: Authors

Regression analysis was applied to determine the
impact of image change of destination on the
intention to recommend it to others. When Table 9
is examined, it is seen that the independent
variable, destination image change (B= 0.563,
p<0.05), has a positive significant contribution to
the on the dependent variable, intention to
recommend it to others.

H3: The destination has an effect on the intention
to recommend the image change destination to
others. H3 hypothesis was accepted.

5. Conclusions and Recommendations

Cappadocia Region is an important destination
where the value of natural and cultural tourism
assets is accepted worldwide and is visited by a
significant number of tourists every year. However,
to achieve a sustainable competitive advantage in
the tourism market, Cappadocia Region, like all
destinations, must adapt to the change in tourist
profile (Karakus & Coban, 2017).

In this context, hot air balloon tours, in which
action marketing and experiences were
emphasized in Cappadocia region, have been
investigated as the main point of this study

According to empirical research findings, the value
of the hot air balloon experience, and dimensions of
memory, entertainment, esthetics and educational
have a significant and powerful effect on the
change of the image of Cappadocia. This change in
the image of Cappadocia has the same effect on
behavioral intentions. Therefore, it can be said that
Cappadocia has a strategic role in the promotion of
the hot air ballooning destination, image formation
and even positive change of such image. It is
recommended that the stakeholders responsible for

destination marketing use this role of hot air
ballooning to create a competitive advantage.

It is emphasized by various researchers in the
literature that the image of the destination has a
dynamic structure (Galarza et al., 2002) and can
change in a positive or negative way as a result of
experiences in the destination (Chon, 1992; Beerli
and Martin, 2004; Kim et al., 2012; Rodriguez et
al.,2012; Vitouladiti, 2014; Yeh, Chen, Liu, 2012).
However, as some researchers have pointed out,
the image of the destination is highly fragile and
easily weakened (Li and Vogelson, 2006). When
tourists visit another destination, the image of the
previous destination weakens over time and may
even lose its influence (Hamidizadeh, et al.,2016).
To create a sustainable positive image in this
respect, the primary goal of destination marketing
should be to enrich their destination experience
and to establish a commitment to the destination
(King, Chen and Funk, 2015).

Having the meteorological flight conditions
required for hot air balloon tours of the region and
providing visitors with a visual experience of
Cappadocia’s natural beauties during balloon
flights make people think that these tours are a
value-added product for Cappadocia. Indeed,
according to Bahar and Kozak (2005), destination
competition is the ability of a destination to create
value-added products in a way that maintains its
market share against its competitors and ensures
the continuity of resources. So hot air balloon tours
are a value-added product that will enable
Cappadocia destination to gain a competitive
advantage and maintain it. On the other hand, in
destinations, touristic experiences are economic
offers (Furmolly & Kirkulak Uludag, 2018) that
add value to products and services, and which are
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difficult to copy for businesses remembered by
visitors. From this point of view, hot air balloon
tours add value to Cappadocia’s destination and
increase their competitiveness, especially in terms
of their adventure experience and their highly
difficult qualities to copy.

The visitor experience is a multidimensional
phenomenon that can occur between visitor and
destination at every point of interaction and affect
the tendency to revisit and recommend to others.
In this respect, the fact that the hot air balloon
experience will affect revisiting and recommending
trends for Cappadocia destination reveals the
economic value of this experience.

In terms of the hot air balloon experience and in
light of the findings of this study, hot air balloon
operators should analyze the balloon experience
value for existing and target customers. In this
way, important data can be obtained on which
experience dimension has a stronger value, which
dimension should be strengthened, and marketing
strategies can be based on this data.

The significant effect of memory value in the HAB
experience indicates that tourists experience a
memorable experience. In terms of this result
obtained in the study, especially the purpose of
touristic experiences should not be related only to
the moment in which it occurs, it is important to
live in the memories of tourists after a positive
experience and to arouse the tourist’s desire to
recommend to others. The value of experiences
should continue to exist in the memory of tourists
(Pine and Gilmore, 1999).

Taking this example of this study on the
determination of experience values of hot air
balloon tours offered as an important tourist
product in Cappadocia and the renewal/change of
the image of Cappadocia, adventure tourism in the
region Equestrian safaris and ATV tours offered
within the scope can be examined in terms of
experience values. These reviews can make an
important contribution in terms of diversification
and development of tourism in the region by
enabling the development of dimensions that will
add value to experience in the products offered.
This can strengthen the image of Cappadocia and
induce the behavioral intentions of current and
potential visitors.

In the future, it is suggested for researchers and
operators to examine in detail the changes in
experience dimensions and types of experience,
thereby tailoring product designs and marketing
communications to ever-changing consumer
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behavior strategies. In addition, by measuring the
image of balloon experience in future studies, the
effect of the Cappadocia image can be investigated.
In other words, the issue can be looked at in terms
of image transfer.

Conducting and analyzing such research in certain
periods would be beneficial for tourism businesses
and destinations. In terms of the studies to be
carried out, it would be useful to conduct similar
research for different regions in terms of
determining the dimensions that constitute tourist
experiences throughout Turkey and studying these
aspects.
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