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ANTECEDENTS AND CONSEQUENCES OF CUSTOMER 
PARTICIPATION IN MARINE TOURISM 

 
ABSTRACT 

 
Companies have recently included their customers in service production 

and delivery processes and recognize them as part of value creation activities and 
a source of business. At this point, many studies in service research have focused 
on the concept of customer participation. Marinas are relevant to service 
businesses operating in the marine tourism industry. In this sector, where 
competition is rapidly increasing, marina enterprises strive to exhibit higher 
service performance by benefiting from customers' thoughts, knowledge and skills. 
This study aimed to guide future studies on customer participation in the context 
of marina services. First, extant literature was systematically reviewed, and the 
precursors and results of the customer participation mentioned in the current 
literature were revealed. Later, considering the literature review findings and 
expert opinions, a conceptual framework is presented for studies that will address 
customer participation from the customer perspective (yacht owner or yacht users) 
in the marina industry. In the theoretical framework, the concepts that can be 
examined as the antecedents of customer participation have been gathered under 
three groups: "customer-related", "company-related" and "industry-specific". The 
outcomes of the participation are similar to those in the current literature as the 
results of  service processes.. This study is a pioneering study to understand the 
roles, behaviours and participation trends of customers in the marine tourism 
industry and to guide businesses in determining marketing strategies. 

 
Keywords: Value Co-creation, Marine Tourism, Marina, Customer 

Participation. 
 
1.  
 

Y denize ve 
 

il kolu olan 
deniz turizmi

 
(Orams, 2002; i de 
marina  (IMEAK DTO, 2009). 

 ve sosyo-
gelmekt
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(Heron ve Juju, 2012). 
hizmetleri te ve bu nedenle 

gerekmektedir. i; ni 
, 

irebilmektedir (Bowen vd. 1985). 
 

, hizmetlerin 
ilkesidir (Lovelock, 1981)

  
 beraberinde getirmektedir (Kelley vd. 1990; 

Zeithaml, 1981).  , pazarlama 
 (Bitner vd. 1997; 

Cermak vd. 1994; Chen ve Wang, 2016; Dong vd. 2015; Gallan vd. 2013; 
Mustak vd. 2016; Wu, 2011). -

service-dominant logic) temel prensiplerindendir (Vargo 
ve Lusch, 2004, 2008).  

 

2008).  
 lgili pek 

  turizm, konaklama, yeme-
 (Chen ve Raab, 

2017; Im ve Qu, 2017; Sarmah ve Rahman, 2018; Yang vd. 2014). Ancak 

 , 
turizmi a en 

. 

 
Marinalar ; 
etmeleri, nihayetinde de 

(Auh vd. 2007; Dong, 2015). Bu sebeple 

 
 

  ip 
, 
cak  

Chen vd. (2015) ile Mustak vd. (2016)
lerin 

 
  sistematik bir 
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ve   Daha sonra; bu alanda deneyim sahibi 

 , 
perspektifinden kavramsal bir 

.  
 

 
 

nelerdir? 
 

kavramlar nelerdir? 
  eri perspektifinden (yat sahibi/yat 

 inceleyecek  
 ya da sonucu olarak  kavramlar nelerdir? 

 
ilk olarak 

tir. , metodolojisi 
 da l

 
 
1.1.  
 

Pazarlama 
yaratm  ve  da 

  
 

(Mustak vd. 2013). 

ifade eder (Dabholkar, 1990). 
fiziksel ve  

 kendi memnuniyetlerini de 
esilesiyle 

(Bitner vd. 1997). 
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M  (business to business) 
hem de  (business to customer)  

genelli
Chang ve Taylor, 2016; Ngo ve  

2013; Santos ve Spring, 2015; Zhang ve Zhu, 2019). 
 

kaps  

(Chan vd. 2010; Im ve Qu, 2017; Sarmah vd. 2018; 
Stokburger-Sauer vd. 2016; Yi vd. 2011). 
turizm (Stokburger-Sauer vd. 2016; Yang vd. 2014),  konaklama (Lee vd. 
2017; Sarmah ve Rahman, 2018; Taheri vd. 2017), yeme-  

-spor (Auh vd. 2007; Chen, 2018; Gallan vd. 
 

vd. 2008; Elsharnouby, 2016),  (Chan vd. 2010; Chen 
ve Chen, 2017; Wang vd. 2015a) ve Chepurna ve 
Rialp Criado, 2018; Chen ve Wang, 2016; Hu vd. 2016; Zhao vd. 2019) 

. , 

 
 
2.  

 
mada, 

Gabbott (2006) 
ile Denyer ve Tranfield (2009) 

 ile 

Chen vd. (2015) ile Mustak vd. 
(2016)
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  ve 
 EBSCO (Business Source 

Complete), Emerald ve ScienceDirect (Elsevier) veri 

 (customer participation) 

consumer participation), user 
participation) ve - i  (customer co-production) 
anahtar kelimeleri de aramaya dahil -2020 tarihleri 

 
 

Tablo 1: S A  
 

: 886 
 

(Science Direct: 210   Emerald: 217 Ebsco: 459) 

lar: 354 
 265 

 

 267 
 

 119 
 

148 
 

 
elektronik tarama ile toplamda 

  tekrar et
, 

elektrik enerjisi sistemleri, enerji teknolojileri, 
kalan 267 

tespit edilen kavramlar, 
 

 
L  bu    
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; 
misyen ile 

. sonunda,   sonucu 
olarak incelenebilecek kavramlarla ilgili . Uzman 

 
, 2012; Punch, 2005

2 d
 

 
 

Tablo 2: ilgiler 

   Cinsiyet 
Toplam 

  

  Erkek   - 75 dk. 

     - 60 dk. 

  Erkek   - 90 dk. 

 Prof. Dr. Erkek   - 40 dk. 

5) Dr.      - 70 dk. 

 
 

n  (1) 

 
 

labilecek 
kavramlar belirlenmi   

 edinilen bilgileri , 
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 ve daha sonra da ler  

lar  

 Veri analizinde Strauss ve 
. , eksen 

 her paragrafa ve/   
Daha sonra 

 
 triangulation) y  (Decrop, 1999; 

Shenton, 2004). veri analizi  
 

(Maylor ve Blackmon, 2005). 
  

 
3. BULGULAR  
 
 yat sahibi veya yat 

z 
 

Bulgular, ve 
Chen vd. 

2015; Mustak vd. 2016). 
 
3.1.  
 

 Tablo 3 t
 

 ; 

t 
 

 

ya 
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(Auh vd. 2007; 
Bendapudi ve Leone, 2003; Chen ve Chen, 2017; Taheri vd. 2017; Yim vd. 
2012) ise az 

 (Ang vd. 2018; Chan vd. 2010;  2017). 
k rda 

da Chen vd. (2015), 
 

 

 Zhao vd. 2019; 
Zhihong vd. 2015)

ilgilenimi  kimi 
 erek, 

 (Chen ve Raab, 2017; Chen vd. 2015; Wang vd. 2015a). 

 ve  
 (Auh vd. 2007; Bharti vd. 

2014; Joo ve Shin, 2018; Kamboj vd. 2018; Poushneh ve Vasquez-Parraga, 
2018). da 

 
Yang vd. 2014).   

 

estekleyebilmektedir 
(Claycomb vd. 2001; Groth, 2005; Kelley vd. 

(Joo ve Sh

 
ttgen vd. 2012; Claycomb vd. 2001; Kelley vd. 

 olarak bahsedilen kalite 

(Abosag vd. 2017; Bettencourt, 1997; Elsharnouby ve Mahrous, 2015; 
Kim ve Byon, 20

ri olarak 
(Apenes Solem, 2016; Bharti vd. 2014; France vd. 2018; 

Kujur ve Singh, 2017; Zhao vd. 2019).  
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Tablo 3:  

 

 

(Ang vd. 2018) (Bendapudi ve Leone, 2003) 
 vd. 2016) (Bharti vd. 

2014) (Chan vd. 2010) (Chen ve Chen, 2017) 
(Hu vd. 2016) (Kamboj vd. 2018) (Taheri vd. 
2017) (Yim vd. 2012) (Wang vd. 2015b) 
(Zhang vd. 2015)  

-efficacy)  
(Chen, 2018) (Chen vd. 2015)  (Chen ve 
Raab, 2017) (Im ve Qu, 2017) (Yim vd. 2012) 
(Zhao vd. 2019) 

Rol boyutu (Bharti vd. 2014)  (Rodie ve 
Kleine, 2000)   

 (Poushneh ve Vasquez-Parraga, 2018) 

 

(Auh vd. 2007)  
2016) (Bharti vd. 2014) (Chen ve Raab, 2017) 
(Chen vd. 2015) (Damali vd. 2016) 
Plessis, 2003)   (Yoo 
vd. 2012)  

deneyimi  

(Auh vd. 2007)  
2016) (Bharti vd. 2014) (Foroudi vd. 2018) 
(Im ve Qu, 2017)  

  (Wang vd. 2013) 
(Yang ve Chen, 2014) (Wang vd. 2015a) 
(Zhao vd. 2019) (Zhang vd. 2015)  

Motivasyon (

risk) 

(Auh vd. 2007) vd. 
2016) (Bettencourt, 1997) (Damali vd. 2016) 

 (Im ve Qu, 2017) 
(Joo ve Shin, 2018) (Kamboj vd. 2018) 

 (Osei-Frimpong, 
2017) (Wu, 2011) (Wang vd. 2013) (Yang vd. 
2014) (Zhihong vd. 2015)  

er involvement, 
perceived importance) 

(Chen ve Raab, 2017) (Chen vd. 2015) 
(France vd. 2018) (Vaisnore ve Petraite, 
2012) (Wang vd. 2015a) (Zhao vd. 2019)  

Duygular (olumlu/olumsuz), ruh hali, 
(customer positivity, customer mood, 
empathy etc.) 

(Bharti vd. 2014) (Gallan vd. 2013) (Taheri 
vd. 2017) (Zhao vd. 2018) 

yaratma tutumu 

(Elsharnouby ve Mahrous, 2015)  
 (Shamim vd. 2017) (Wang vd. 

2015b) 
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Tablo 3:   
 

(training / education, commitment to learn) 

(Bharti vd. 2014) (Groth, 2005) (Foroudi vd. 
2018) (Joo ve Marakhimov, 2018) (Joo ve 
Shin, 2018)  
2013) (Santos ve Spring, 2015) (Wu, 2011) 

- -
 

 (Bharti vd. 
2014) (Buonincontri vd. 2017) (Yoo vd. 
2012)  

-
 

(Laud ve Karpen, 2017) (Tuan, 2016) (Wang 
vd. 2015b)  

 (Auh vd. 2007) (Yoo vd. 2012)     

customer commitment) 
(Auh vd. 2007) (Bettencourt, 1997)  (Yang 
vd. 2014) 

 
(Abosag vd. 2017) (Elsharnouby ve Mahrous, 
2015) (Kim ve Byon, 2018) 

 (Bettencourt, 1997) (Eisingerich vd. 2014) 
(Elsharnouby, 2016) (Kim ve Byon, 2018)  

 
(Bharti vd. 2014) 
2011) (Zhihong vd. 2015) (Zhao vd. 2019)  

 

(Apenes Solem, 2016) (Bharti vd. 2014) 
(France vd. 2018) (Kamboj vd. 2018) (Kujur 
ve Singh, 2017) (Lee vd. 2017) (Zhao vd. 
2019) 

 

 

(Chen vd. 2015)  (Chen ve Raab, 2017) (Im 
ve Qu, 2017) (Zhang vd. 2015) (Zhao vd. 
2019) 

etmesi (customer advocacy) 

(Auh vd. 2007) 
2016) (Bharti vd. 2014) (Hu vd. 2016) 
(Santos ve Spring, 2015) (Wang vd. 2015a) 
(Wu vd. 2017) (Yeh, 2016) 

 
(Joo ve Shin, 2018) (Kelley vd. 1990) (Kelley 
vd. 1992)  

durum) 

(Lee vd. 2017) (Zhao vd. 2018)   
 

 (Delpechitre vd. 2018)         

 

 
2014; Dellande vd. 

Chen vd. 2015; 
Zhao vd. 2019). 
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G uzmanlar ile 
,  bir de 

  ek
incelenebilecek,  ile ilgili 

hususlar ise, sadece  

a modeller

sah , 

abilmektedir. Yelkenli yat 

, ni desteklemek 
daha fazla istekli 

oldu u , 
b da 

, 

sebeple, yat sahipleri
 

 Oralarda 

teknenin hangi marinada k diyerek 

lerine 
de Genelde bu 

diye 
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.  
  

  
; marina 

 Yat 

hizmet ve 

 

bu 
 

bulu

; 

 
husus da 

 

ederek d
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 kingen karakterler  

 her 
in  

 
 

 

(Chan vd. 2010; Mattila, 
1999). Marina hizmetleri 

Ant  

-  
 

ifadelerinde bulunurken K1 ise 
e bu 

Yaba  
    

  
ifadeleri ile  

  
 

 

olsalar bile herhangi bir 

(van Beuningen vd. 2011). Marina hizmetleri ks 

yeterlik olabilir. B k 
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fazla 

k 
 

(Zhihong vd. 2015). Bu kavram 

olsa da (Bharti vd. 2014; Apenes Solem, 2016; Kujur ve Singh, 2017) 
 

 
, 
; 

 
ve 

 
izlenimini verebiliyorsan adam sana 

vurgulam . 

 
, 

rkaya 
 

  
 

. 
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 ndan 

ni 

 
desteklemektedir. 

 vs. 

(Elsharnouby ve Mahrous, 2015)
 

onu ile ilgili olarak da K3 

 
 

 
a 

(Dellande vd. 2004; Smith, 
1998)

d
iz bir 

 
 (communication) 
, 

(Auh vd. 2007; Sharma ve Patterson, 1999). 
 (responsiveness)

vd. 2016). Bu konuda K3, 
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-
v -

ifadeleriyle 
da  

ir. 
 

3.2.  
 

L  
 olarak bahsedilen kavramlar

 , 

4

olabilmektedir. Yim vd. 

ler) olan etkisi ile
memnuniyetini i ne 

 ise online check-in 
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Tablo 4:  

 

(Cermak vd. 1994) (Claycomb vd. 2001) (Gallan vd. 
2013) (Dong vd. 2015)  
(Sarkar Sengupta ve Pillai, 2017) (Ang vd. 2018) 
(Poushneh ve Vasquez-Parraga, 2018) (Wu vd. 2017) 
(Yoo vd. 2012) 

 

 

(Chan vd. 2010) (Chen ve Wang, 2016) (Chen ve 
Chen, 2017) (Deborah vd. 1997) (Ennew ve Binks, 
1996) (Flores ve Vasquez-Parraga, 2015) (France vd. 
2018) (Hu vd. 2016) (Joo ve Shin, 2018) (Laud ve 
Karpen, 2017) (Mustak, 2019) (Osei-Frimpong, 2017) 
(Park vd. 2018) (Taheri vd. 2017) (Yeh, 2016) (Yi ve 
Gong, 2013) (Yim vd. 2012) (Wang, 2019) (Zhao vd. 
2019)    

 
(Foroudi vd. 2018)    

 

memnuniyet 

(Ang vd. 2018) (Apenes Solem, 2016) (Cermak vd. 
1994) (Chan vd. 2010) (Chen, 2018) (Chen ve Chen, 
2017) (Chen ve Wang, 2016) (Claycomb vd. 2001) 
(Dabholkar ve Sheng, 2012) (Dong vd. 2008) (Dong 
ve Sivakumar, 2015) (Dong vd. 2015) (Flores ve 
Vasquez-Parraga, 2015) (Frasquet-Deltoro vd. 2019) 
(Gallan vd. 2013)  
(Mahapatra, 2017) (Park vd. 2018) (Poushneh ve 
Vasquez-Parraga, 2018) (Youngdahl vd. 2003) (Wu, 
2011) (Yim vd. 2012) (Yoo vd. 2012) (Vega-Vazquez 
vd. 2013) (Wu vd. 2017) (Van Vaerenbergh vd. 2018) 
(Zhihong vd. 2015)  

oyalty, gratitude) 
 

(Abosag vd. 2017) (Apenes Solem, 2016) (Auh vd. 
2007) (Chen ve Raab, 2017) (Chen vd. 2015) (Chen ve 
Wang, 2016) (Kefi ve Maar, 2018) 
2003) (Mahapatra, 2017) (Stokburger-Sauer vd. 2016) 
(Wu vd. 2017) (Yang vd. 2014)  

 
(Abosag vd. 2017) (Chen ve Chen, 2017) (Delpechitre 
vd. 2018) (Eisingerich vd. 2014) 
2003)  

 
(trust, confidence) 

(Abosag vd. 2017) (Dabholkar ve Sheng, 2012) 
(Mahapatra, 2017) (Kefi ve Maar, 2018)   

Psikolojik sahiplenme 
(psychological ownership) 

(Joo ve Marakhimov, 2018)   

 

(Dong vd. 2015) (Mahapatra, 2017) (Joo ve 
Marakhimov, 2018) (Poushneh ve Vasquez-Parraga, 
2018)  (Van Vaerenbergh vd. 2018) (Yang vd. 2015) 

 
 
 

(Chen ve Chen, 2017) (Revilla-Camacho vd. 2015) 
(Sarkar Sengupta ve Pillai, 2017) (Schumann ve 

 (Van Vaerenbergh vd. 2018) (Yim 
vd. 2012)  

maliyeti 

(Joo ve Marakhimov, 2018)  
2011) (Revilla-Camacho vd. 2015) (Wu vd. 2017)  

 (Kamboj vd. 2018) 

Gelecekteki birlikte yaratma niyeti / 

etme niyeti 

(Dong vd. 2008) (Elsharnouby ve Mahrous, 2015)  
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Tablo 4:   
customer 

engagement) 
(Frasquet-Deltoro vd. 2019)    

 (Dong vd. 2008)  

 (Van Vaerenbergh vd. 2018)  

Marka etkisi ile ilgili (marka 

 

(Apenes Solem, 2016) (Foroudi vd. 2019) (Holland ve 
Baker, 2001) (Kamboj vd. 2018) (Kefi ve Maar, 2018)  

 

(Chen, 2018) (Rebecca Yen vd. 2004) (Van 
Vaerenbergh vd. 2018)    

 

(Volvic Chen vd. 2015) (Joo ve Shin, 2018) 

yet
) 

(Chang ve Taylor, 2016) (Fang vd. 2008) (Eisingerich 
vd. 2014) (Lin ve Huang, 2013) (Lin vd. 2013) (Ngo 

 (Wang vd. 2013) (Santos ve Spring, 
2015) (Zhang ve Zhu, 2019)   
  

 

2008; Lin ve Huang, 2013; Lin vd. 

(online brand communities) ve kur

(Apenes Solem, 2016; Foroudi vd. 2019; Holland ve Baker, 2001; Kamboj 
vd. 2018; Kefi ve Maar, 2018).  

atfetme (attribution to firm), hizmet telafisinden memnuniyet gibi 
(Chen, 2018; Dong 

vd. 2008; Rebecca Yen vd. 2004)
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Chen vd. 2015; Joo ve Shin, 2018). 
 

 
da  

sosyal, hazsal vs. olabilmektedir (Chan vd. 2010; Park vd. 2018; Yim vd. 
2012)

 
elde etmek isteyecektir

 kendi 

i zor oluyor.  
. K1 ise 

ifadeleriyle 

nin 
  

(Dong vd. 2015; Yang vd. 2015). 
 

Yat ,   a 
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ifadesinde bulunurken K2 ise 
ntr

demek  
Herkes  

 

 , 

etmektedir.  
 

 Marinada verilen 

  eski 

 
 

 
 sonucunda, risinde yat sahibi veya 

 
. Gelecek 

   ile 
 ve  

 Ancak  deniz turizmi  
 

. 
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 uzmanlarla , marina hizmetleri 

; 
bahsedilen 

 
 

 
 

naklama tesislerinden 

mek, 
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, gelecekte bu alanda 

k
(Chen ve Raab, 2017; Chen vd. 2015; Mustak vd. 2013, 2016; 

Uzkurt, 2010)
Bu 

 ki 
 vs.) gelecek 

 
 

durum ve benzeri 

ile ilgili k
neler yap konusunda 

tejileri belirleme 

 teri perspektifinden 
bak

lan 
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