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Sunus

Sayin Paydaslarimiz,

Turizm Isletmeciligi, Turizm Rehberligi, Gastronomi ve Mutfak
Sanatlari, Rekreasyon Yonetimi ve Kiiltiir alanindaki ¢aligmalar basta
olmak iizere, caliyma konusunun ve/veya uygulamasinin “turizm” ile
ilgili olmasi sartiyla, disiplinlerarasi, kuramsal, ampirik ve/veya
turizm sektdriinden drnek olaylar tiiriinde ¢alismalar Avrasya Turizm
Aragtirmalart (ATA) Dergisi'nin kapsamini olusturmaktadir. Bu
kapsamda yola ¢ikan ATA Dergisi’nin dordiincii cilt ikinci sayisint
yayinlamis bulunmaktayiz. ATA Dergisi'nin bu sayisinda iki yaymn
bulunmaktadir.

Bu saymin ilk c¢aligmasinda Yasar Altunel, turizm alanindaki
oyunlagtirma ile ilgili literatiiriin genel ¢ergevesini ¢izmeyi ve
konunun zaman igindeki gelisimini ortaya koymay: amaglamistir.
Arastirmada Scopus veri tabaninda 2011-2023 yillar1 arasinda
yapilan caligmalar degerlendirmeye alinmistir. Arastirmact bu
calisma ile turizm alanindaki oyunlastirma ile ilgili aragtirmalarin
mevcut durumunu ortaya koymay1 ve gelecekteki calismalar igin bir
yonlendirme saglamay1 hedeflemistir.

Bu saymm diger caligmasinda Mermertas, Karakan ve Mete,
Gaziantep Havalimani’ndaki hizmet kalitesi faktorlerinin yolcular
tarafindan algilanma diizeyini belirlemeyi amaglamistir. Bu amagcla,
Gaziantep Havalimani’ndaki 409 yolcuya anket uygulanmistir.
Arastrma sonucunda, yolcularin Gaziantep havalimant hizmet
kalitesini orta diizeyde algiladiklar1 ve yolcularin genisletilen
Gaziantep Havalimani'nin hizmet kalitesi konusunda kararsiz
kaldiklari tespit edilmistir.

ATA Dergisi ¢iktig1 yolda siz degerli paydaslarimizin katkilarini ve
desteklerini beklemektedir.

Bilimin yolunda giizel yarmlara.

ATA Dergisi Adna Bas Editor

Presentation

Dear Stakeholders,

The Journal of Eurasia Tourism Research (JETouR) covers
interdisciplinary, theoretical, empirical, and/or case studies in the
tourism industry, especially in the fields of Tourism Management,
Tourism Guidance, Gastronomy and Culinary Arts, Recreation
Management, and Culture. We have published the second issue of the
Sfourth volume. In this issue, there are two articles.

In the first study of this issue, Yasar Altunel aimed to draw the
general framework of the literature on gamification in the field of
tourism and to reveal the development of the subject over time. In the
research, studies conducted in the Scopus database between 2011
and 2023 were evaluated. With this study, the researcher aimed to
reveal the current status of research on gamification in the field of
tourism and to provide guidance for future studies.

In the other study of this issue, Mermertas, Karakan and Mete aimed
to determine the level of perception of service quality factors at
Gaziantep Airport by passengers. For this purpose, a survey was
administered to 409 passengers at Gaziantep Airport. As a result of
the research, it was determined that the passengers perceived the
service quality of Gaziantep airport at a medium level and the
passengers were undecided about the service quality of the expanded
Gaziantep Airport.

JETouR awaits the contributions and support of you, our esteemed
stakeholders, on its way out.

On the way of science, to a beautiful tomorrow.

Editor-in-Chief on Behalf of the JETouR

Kamil UNUR
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Turizm Alaninda Oyunlastirma Calismalarinin Bibliyometrik Analizi
Bibliometric Analysis of Gamification Studies in The Field of Tourism

Ayse Gézde YASAR ALTUNELY"

PhD Student, Department of Tourism Management, Institute of Social Sciences, Istanbul University, Istanbul, Tirkiye

MAKALE BILGISI 0z

Arastirma Makalesi Oyunlastirma, egitim ve saglik sektorlerinde oldugu gibi, turizm alaninda da giderek Snem
kazanmis ve bu sektordeki uygulamalari her yil artarak devam etmistir. Bu artis, turistlerin

Makale Siireci: deneyimlerini daha etkilesimli ve eglenceli hale getirerek, destinasyonlarin gekiciligini ve

ziyaret¢i bagliligimi 6nemli 6lgiide etkilemektedir. Bu calismada turizmdeki oyunlastirma

Gonderim © 19 Aralik 2023 A . P . .

Diizeltme - 30 Aralik 2023 arastirmalarina iliskin literatiiriin genel ¢ergevesini bibliyometrik veriler ele alinarak zaman
Kabul - 31 Aralik 2023 icindeki gelisimini ortaya koymay1 amaglamaktadir. Arastirma i¢in Scopus veri tabaninda 2011-
Yayimlanma . 31 Aralik 2023 2023 yillar1 arasinda yapilan ¢aligmalar degerlendirmeye alinmistir. Kullanilan anahtar kelimeler

vasitastyla veri tabanindan 458 caligmaya ulasilmis olup detayli incelemeler sonucu 415 galisma
ele alinmistir. Caligmalardan elde edilen verilerin gorsellestirilmesinde VOSviewer
programindan yararlanilmistir. Veriler, farkli bagliklar altinda diizenlenerek incelenmistir.

Anahtar Kelimeler:

Oyunlastirma, Konuyla en ¢ok yaymn yapilan yilin 2022, alana yayin sayisiyla en ¢ok katki saglayan iilke
Turizm, Birlesik Krallik ve en ¢ok yayin yapilan derginin Tourism Management oldugu bulunmustur. Bu
Bibliyometrik Analiz, calisma sektorde ivme kazanan oyunlastirma konusunun turizm alanindaki aragtirmalarinin
Scopus, mevcut durumunu ortaya koymay1 ve bu alanda gelecekteki caligmalar ve projeler i¢in bir
VOSviewer. yonlendirme saglamay1 hedeflemektedir.

Avrasya Turizm Arastirmalari Dergisi yayinct Bayram KANCA tarafindan CC BY—NC—SAfﬂ@@@@
ile lisanslanmustir.

ARTICLE INFO ABSTRACT

Research Article Like its roles in the education and health sectors, gamification has increasingly gained
- - prominence in tourism, with its applications in this sector growing annually. This surge

Article history: significantly impacts tourists' experiences by rendering them more interactive and enjoyable,

thereby influencing the attractiveness of destinations and visitor loyalty. This study aims to

Received : 19 December 2023 . A . . L
- . delineate the overall framework of gamification research within tourism, showcasing its
Revised : 30 December 2023 - A . . .
. development over time through bibliometric data. For this research, studies conducted between
Accepted : 31 December 2023 ) . .
Available - 31 December 2023 2011_ and 20?3_ in the Sc_opus database have been reviewed. Applying _relevant keywords, 4_58
) studies were initially retrieved from the database, and after further scrutiny, 415 of these studies
Keywords: were chosen for in-depth analysis. The VOSviewer program was employed for visualizing the
data derived from these studies. The analysis categorized the data under various themes. It was
Gamification, discovered that 2022 was the year with the highest publication volume on this topic; the United
Tourism, Kingdom contributed the most in terms of publication volume, and the journal Tourism
Bibliometric Analysis, Management' was identified as the most prolific publisher. This study seeks to reveal the current
SCOPU_S, state of research on gamification in tourism, which is gaining momentum in the sector and aims
VOSviewer. to guide future studies and projects in this field.
Journal of Eurasia Tourism Research by Bayram KANCA is licensed under CC BY-NC-SA 4.0 @090,
1. GIRIS

Oyunlastirma, oyunlardaki gibi deneyimler ve motivasyonlar sunan bilgi sistemleri olusturarak kullanicilarin
davraniglarii etkilemeyi amaclayan, kullanicilara yonelik deneyimler planlayarak isletmelerin belirli hedeflere
ulagsmasini saglayan giiniimiiziin 6ne c¢ikan konularindan biridir. 2011 yilindan bu yana, akademisyenler ve
uygulayicilar arasinda oyunlastirma konusuna yonelik artan bir ilgi s6z konusudur (Pasca vd., 2021). Bu, hem giderek
daha fazla sayida oyunlastiritlmis uygulamanin ortaya ¢ikmasiyla hem de bu konuda yapilan aragtirmalarin hizla
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artmasiyla kendini gostermektedir. Koivisto ve Hamari'nin (2019) 2011 ile 2015 yillar1 arasini kapsayan oyunlastirma
ile ilgili yaptiklar1 sistematik literatiir taramasinda 819 c¢alismaya ulasmigken, 2023 yilinin Aralik ayi itibariyle bu
say1 14 bini agmugtir.

Oyunlastirma, oyunlarin olusturulmasini zorunlu kilmadigi gibi belirli bir hedefe ulagmak i¢in, oyunun keyifli
ozelliklerini ve eglendirici stratejilerini kullanarak etkilesimli deneyimler yaratmayi ifade eder (Deterding vd., 2011).
Miisterilerin deger yaratimini destekleyen bir hizmet paketi olarak oyunlastirma (Houtori & Hamari, 2012),
kullanicilar i¢in deneyimler planlayarak isletmelerin belirli hedeflere ulagmasini saglamaktadir. Bir¢ok calisma,
puanlar, lider tablolari, basarilar, rozetler, seviyeler, geri bildirimler araciligtyla kullanict davranisinda degisiklik
yaratan, ikna edici bir strateji oldugunu vurgulamaktadir (Oinas-Kukkonen & Harjumaa, 2009; Hamari vd., 2014;
Anagnostopoulou vd., 2018). Oyunlastirma, kullanici etkilesimini olusturmak ve artirmak ve kullanici davranigini
yonlendirmek icin oyun dis1 baglamlarda uygulanan yeni bir aractir (Deterding vd., 2011). Bu arag, egitim, saglik,
pazarlama ve ¢alisan motivasyonu gibi ¢esitli alanlarda kullanilabilirken, turizm sektoriinde de yenilikgi ve etkili bir
sekilde uygulanmaya baglamistir. Turizm ve tatil pazarlama firmalari, pazarlama hedeflerine ulagsmak igin
oyunlastirmay1 giderek daha fazla kullanmaktadir (Pradhan, Malik & Vishwakarma, 2023), ve bu siireg, hizla gelisen
mobil teknoloji, dijital ve sosyal medya platformlari ile yapay zekanin gelismesi sayesinde daha da hiz kazanmigtir
(Khakpour & Colomo-Palacio, 2021). Mevcut literatiir, turizm sektoriinde etkilesimli oyunlastirilmig pazarlama
faaliyetlerinin kullanilmasinin turistleri gii¢clendirdigini ve onlar firmalarla etkilesime gegirerek iistlin bir seyahat
deneyimi yarattigin1 gostermektedir (Hamari, 2017).

Oyunlastirmanin hizmet alanindaki potansiyel 6nemi goéz Oniinde bulunduruldugunda, bu g¢aligma,
turizm sektoriindeki oyunlastirma bilgisinin mevcut durumunu sentezleyebilen ve kavramsallastirabilen bir
analiz sunmay1 hedeflemektedir. Bu amagla turizmle ilgili arastirmalarin literatiiriine odaklanmakta ve turizm
sektoriinde oyunlastirmanin benimsenmesine iligkin daha biitiinciil bir anlayisin olusturulmasina katkida
bulunmaya ¢alismaktadir. Akademisyenler ve uygulayicilar arasinda artan ilgiye ragmen, turizm sektoriinde
oyunlastirmanin kullanimi {izerine literatiirii gézden geciren ve sentezleyen arastirmalarda bir eksiklik
bulunmaktadir Buna ek olarak, bugiine kadar Turizm sektoriinde oyunlastirmanin benimsenmesine iliskin
belirtilen yillar1 kapsayan detayli bibliyometrik analiz g¢alismasina rastlanilamamistir. Bu ¢aligma,
oyunlastirmanin turizm alaninda nasil bir etki yarattigini1 ve bu konunun gelecekteki potansiyelini daha iyi
anlagilmasina yardimci olacaktir.

2. KAVRAMSAL CERCEVE
2.1. Oyunlastirma

1930'larda oyunun ¢esitli kiiltiirlerin gelisimi tlizerindeki etkisini inceleyen Huizinga Homo Ludens
(oynayan insan) kavramini ortaya atmig, oyunu "'siradan hayatin oldukca bilingli bir sekilde disinda duran,
ciddi olmayan ama ayni zamanda oyuncuyu yogun ve tamamen igine ¢eken Ozgiir bir etkinlik" olarak
tanimlamistir. (Huizinga, 2010) ve bunu kiiltiiriin ve medeniyetin yaratilmasinin altinda yatan faktér oldugunu
ileri stirmiistiir. Oyunlar, oyuncular i¢in amag arayisindan ziyade zevk ve deneyimleri 6n plana ¢ikaran bir
tercih alani olarak tanimlanir, bu alanda sunulan 6zgiirliikk sayesinde oyuncular bagimsiz kararlar alip oyun
deneyimini yasarlar (Ryan vd., 2006) ve bu siirecte keyif, hissiyat ve bir seyi belirsizlik durumunda riske
atma tecriibesini kazanirlar (Huotari & Hamari, 2012).

Oyun esnasinda insanlar siklikla beceri, yetkinlik, zevk, kendini kaptirma veya akis hali gibi deneyimler
yagarlar ve bu deneyimler i¢ten gelen motivasyonla hareket eden insan davraniginin tipik 6zelliklerindendir
(Huotari & Hamari, 2017; Ryan, Rigby & Przybylski, 2006). Oyunlar, ilgi ¢ekici ve heyecan verici
Ozellikleriyle taninmakla birlikte (Koivisto & Hamari 2019), ayn1 zamanda yiizlerce yildir problem ¢dzme
aract olarak da kullanilmakta ve insanlari ¢esitli hedeflere ulagmaya tesvik etme konusunda etkili bir yontem
olarak kabul edilmektedir (Pizto & Mazurkiewicz-Pizto, 2023). Oyun oynamanin 6nemli bir yonii, etkinligin
kendi amacina yonelik dogasinin yani sira etkinlige katilim ve etkinlikten keyif almaktir (Koivisto & Hamari
2019). Oyunlagtirma teknolojisinin yakalamaya, kullanmaya ve genellikle daha aragsal bir amaca sahip olan
baglamlara uygulamaya calistig1 sey, oyun oynamanin bu dogasidir (Vesa vd., 2017; Liu, Santhanam &
Webster, 2017).

2010'da ortaya ¢ikan oyunlastirma kavrami, sosyal yasamin degisik yonlerinde egitme, motive etme
veya eyleme gegirme cazibesini artirmak gibi amaclarla ¢esitli alanlarda kullanilmaya baglamistir. Zaman
igerisinde hem akademisyenler hem de uygulayicilar i¢in popiiler bir konu halini almistir (Hamari, Koivisto
& Sarsa, 2014). Mevcut literatiire bakildiginda oyunlastirmanin katilimi artirdigi (Alsawaier, 2018), web
sitelerinin kullanilabilirligini (Hsu vd., 2017), misteri sadakatini (Hwang & Choi, 2020), miisteri deneyimini
(Garcia vd., 2019) ve miisteri memnuniyetini (Xi & Hamari, 2019) olumlu anlamla etkiledigini ortaya
koymaktadir. Bununla birlikte oyunlastirmanin enerji verimliligiyle iligkili konular dahil, ¢evre egitimi,
tilketici bilincini artirma ve g¢evre dostu davranislar gibi alanlarda da etkili oldugunu gostermektedir
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(Morganti vd., 2017). Koivisto ve Hamari (2019) tarafindan vurgulandig iizere, mevcut literatiir, agirlikl
olarak egitim ve 6grenme, kalabalik kaynak kullanimi1 ve saglik alanlarina odaklanmaktadir, ancak diger
baglamlarda uygulamalarinin firsatlar1 ve faydalar1 daha fazla arastirmaya ihtiya¢ duymaktadir.

2.2. Turizmde Oyunlastirma

Oyunlastirma oyun mekaniklerinin oyun olmayan ortamda kullanilmasidir (Deterding vd., 2011).
Birgok sektor farkli amaglarla oyun mekaniklerini kullanarak hedeflerine ulasmaya ¢aligmaktadir. Turizm de
oyunlastirma uygulamalarini giderek daha fazla benimseyen baslica sektorlerden biridir (Hidayat vd., 2019).
Covid-19'un benzeri goriilmemis ve zorlu zamanlarinda biiyiikk darbe alan turizm endiistrisi, tiim diinyadaki
seyahat kisitlamalar1 nedeniyle turistleri ¢ekmekte zorluklarla karsilagmis, bu kosullara uyum saglamak ve
potansiyel gezginlerle etkilesime gegmek icin birgok isletme pazarlama stratejilerinin bir parcasi olarak
oyunlastirmay1 kullanmistir (Pradhan, Malik & Vishwakarma, 2023). Turizm endiistrisinde isletmeler,
gezginleri baglantida tutmak, destinasyonlar1 tanitmak ve kullanici tarafindan olusturulan igerik olusturmak
i¢cin oyunlagtirmaya bagvurmayi tercih etmistir (Pasca, Renzi & Pietro, 2021; Van Nuenen & Scarles, 2021).

Mevcut literatiir, turizm sektoriinde etkilesimli oyunlastirilmis pazarlama faaliyetlerinin
kullanilmasinin turistlerin firmalarla etkilesime girmesini kolaylastirdigini, bdylece {istiin bir seyahat
deneyimi yarattigini géstermektedir (Hamari, 2017). Oyunlastirma sayesinde, turistlerin esenlik hissi gibi
pozitif duygular gelistirdikleri ve 6zerklik, yetkinlik, toplulugun bir iiyesi olma gibi iliskisel ihtiyacglardan
yararlanarak deneyimlerini ortaklasa sekillendirdikleri belirlenmistir (Aebli, 2019). Ayrica, oyunlastirilmig
mekanizmalar, turistleri i¢erik olusturmaya (6rnegin yorum yaparak) veya rozetlerle motive edilerek dijital
platformlar1 kullanmaya yonlendirir. Hizmet saglayicilar hizmet performanslarini artirarak ve sunulan
hizmetin kalitesini temin ederek ortak bir deger yaratmaktadir (Pradhan, Malik & Vishwakarma, 2023). Bunun
yani sira, oyunlastirma ile sanal gerceklik (Beck, Chitalia & Rai, 2019) ve artirilmis gergeklik (Yung &
Khaoo-Lattimore, 2019) gibi gelismekte olan teknolojilerin kullanimi, turistlere teknoloji odakli ve daha
katilimc1 bir deneyim sunmaktadir.

Turizmde oyunlastirmanin en biiyiik alanlarindan biri destinasyon pazarlamasidir (Xu, Buhalis &
Weber, 2017). Oyunlastirma destinasyon pazarlamacilarina destinasyon ve turistler arasinda basarili bir
etkilesim ve iletisim i¢in bilgilendirici ve eglenceli ortamlar yaratma firsati sunmaktadir (Xu vd., 2021).
Birgok turizm destinasyonu ve kurulusu pazarlama, satig ve miisteri katilimi icin oyunlastirmayi
deneyimlemistir. Ayrica, oyunlastirma uygulamalar: turistlerin ve hizmet saglayicilarin anlamli katilimlari
araciligiyla ortak deger yaratma siirecine odaklanmakta ve bu siireg, tekrar satin alma ve destinasyonu tekrar
ziyaret etme gibi davranigsal sonuglar1 beraberinde getirmektedir (Huotari & Hamari, 2012; Majuri, Koivisto
& Hamari, 2018). Turistlerin ziyaret deneyimini ve destinasyon farkindaligini gelistirerek ziyareti unutulmaz
ve tatmin edici hale getiren oyunlastirma araglari (Garcia vd., 2019), miisteri sadakati yaratmak i¢in de
kullanilmaktadir (Xu, Buhalis & Weber, 2017).

Turizm sektoriinde, giderek artan karmasik turist beklentileri géz Oniinde bulunduruldugunda,
oyunlastirmanin turistlerin memnuniyet seviyelerini yiikseltmesi Ongoriilerek, turistlere hedefledikleri
hizmetlere daha kolay erisim saglamanin yani sira, oyunlagtirilmis uygulamalar araciligiyla bir destinasyonu
kesfederken sanal is birligine dayali 6grenme deneyimleri sunma imkani da yaratmaktadir. (Lee & Jin, 2019).
Oyunlastirma {izerine yapilan arastirmalar, oyunlastirmanin kullanici deneyimlerini sosyal, duygusal ve
kullanic1 igin siiriikleyici bir deneyim yaratmak gibi agilardan etkileyebilecegini gostermektedir (Xu, 201 2).

Pazarlama agisindan oyunlastirma, markalar oyunlara daha az agresif bir sekilde yerlestirilebildiginden,
pazarlama ve markalagsma i¢in miidahaleci olmayan bir yoldur (Schneider & Cornwell, 2005). Negrusa ve
digerleri (2015) oyunlastirmanin turizm ve konaklama sektorlerinde bir pazarlama yeniligi olarak
kullanilabilecegini 6ne siirmektedir. Xu, Buhalis ve Weber (2017) ise turizm pazarlamasinda oyunlarin
kullanilmasi, marka bilinirligini yiikseltmek, potansiyel miisterileri cezbetmek, turistlerin alandaki
deneyimlerini zenginlestirmek ve katilim1 giiclendirmek gibi ¢esitli avantajlar sagladigini belirtmektedir.

3. YONTEM

Bu aragtirmada oyunlastirmanin turizm alanindaki literatiirii biitiiniiyle ele alinmistir. Uluslararasi
alanyazinda yer alan caligmalar bibliyometrik analiz yontemiyle incelenmistir. Bibliyometri, veri aktarimi,
aragtirma performansinin degerlendirilmesi, atif analizi i¢in karmasik matrisler olusturma ve literatiirii
degerlendirerek yeni iggoriiler elde etme igin kullanilir (Saggese, Sarto & Cuccurullo, 2016). Ayrica,
bibliyometrik analiz, arastirmacilara yeni bir konuyu kavramalarinda yardimci olmakta, mevcut arastirma
trendlerini tespit etmelerine destek olmakta, zaman iginde 6zel ve genel konular hakkinda bilgi sunmakta ve
o6nemli alanlarin gelisimine katki saglamaktadir (Vira-Vasquez vd., 2022). Calismada elde edilen veriler
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Scopus veritabani kullanilarak analiz edilmistir. Scopus, indekslenen yayinlar tizerine kapsamli bibliyometrik
veriler saglar ve bibliyometrik incelemeler i¢in en sik onerilen kaynaktir (Donthu vd., 2021).

Calismanin 6rneklemini oyunlagtirmanin kullanilmaya basladigi 2011 ile giiniimiiz 2023 yil1 arasinda
“gamif*and touris* or travel* or accommodation or hospitality ” anahtar kelimelerini baslik ve anahtar kelime
olarak kullanan 459 calismaya ulasilmistir. Calisma verilerinin ikincil kaynaklardan elde edilmesi sebebiyle
dergi kurallar1 geregi etik kurul iznine ihtiya¢ duyulmamistir. Toplanan veriler, analizlerin
gerceklestirilebilmesi amaciyla Excel elektronik tablosuna kaydedilip diizenlenmistir. Yapilan taramalar
sonucu tekrar eden 27 adet yayin Excel tablosunda tespit edilip ¢ikarilmis ardindan tiim yayinlarin baslik ve
Ozet kisimlar1 incelenerek turizm ile ilgili olmayan 17 adet yayin toplam sayidan dislilmiistiir. Anahtar
kelimeleri en fazla atif alan yazar ve iilkelere ait ag haritas1t VOSviewer paket programi ile olusturulmustur.

Tarama yapilan veri Tekrarlar ¢ikarildiktan

tabaninda ulasilan yayin Tekrar eden yayin sayisi sonraki yayin sayisi
say1st n: 27 :
n: 459 n: 432

Konu bagligt ve 6zet kismi
incelenerek elenenler sonrasi
yayin sayisi

n: 17

Analize dahil edilen nihai
caligsma sayist

n:415

Sekil 1. Bibliyometrik Analiz Akis Semasi
Elde edilen veriler ile agsagidaki sorulara cevap verilmeye ¢aligilmistir.
e Scopus veri tabaninda turizm alaninda oyunlastirma c¢alismalarinin yillara gére dagilimi nasildir?

e Scopus veri tabaninda turizm alanindaki oyunlastirma c¢alismalarinin yayin tiiriine gére dagilimlari
nasildir?

e Scopus veri tabaninda turizm alanindaki oyunlastirma calismalarinda en fazla atif alan yayinlar
hangileridir?

e Scopus veri tabaninda turizm alanindaki oyunlastirma ¢aligmalarinda literatiire en fazla katk1 yapan
iilkeler hangileridir?

e Scopus veri tabaninda turizm alanindaki oyunlastirma ¢alismalarinda en fazla yayin yapan yazarlar
hangileridir?

e Scopus veri tabaninda turizm alanindaki oyunlastirma calismalarinda en ¢ok kullanilan anahtar
kelimeler nelerdir?

4. BULGULAR

Turizm alaninda oyunlastirma ¢alismalarinin belirtilen anahtar kelimelerle Scopus veri tabaninda 415
yayin sayisina ulasilmistir. Asagidaki tabloda oyunlastirmanin hem tiim alanlarda hem de sadece turizm
alanindaki yayin sayist verilmistir. Verilere gore, her iki alanda da zaman i¢inde bir artis goriilmektedir.
Oyunlastirma alaninda 2011 yilinda sadece 26 yayin yapilirken, bu say1 2023 yilinda 1.957'ye ulasmistir.
Oyunlastirma-turizm alaninda ise 2011 yilinda herhangi bir yayin olmazken, 2020 yilinda bir 6nceki seneye
gore disiis oldugu tespit edilmistir. 2023 yilindaki yayin sayisi ise 77'ye yiikselmistir. Toplamda,
oyunlastirma alaninda 14,331, oyunlastirma-turizm alaninda ise 415 yayin yapilmistir. Bu veriler, her iki
alandaki akademik ilginin ve arastirma aktivitesinin zaman i¢inde nasil arttigini gostermektedir. Bunun
yaninda tabloya bakarak turizm alaninda oyunlastirma c¢alismalarinin, oyunlastirmanin tiim alanlardaki
calismalarinin sadece %2,9’unu olusturdugu goriillmektedir.
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Tablo 1.Arastirmalarin Yillara Gore Dagilimi

Oyunlastirma Oyunlastirma-Turizm
Yil Yayin Sayisi Yil Yayin Sayisi

2023 1.957 2023 75
2022 2084 2022 71
2021 2010 2021 65
2020 1718 2020 44
2019 1617 2019 49
2018 1295 2018 40
2017 1086 2017 27
2016 941 2016 19
2015 722 2015 18
2014 484 2014 4
2013 292 2013 3
2012 99 2012 1
2011 26 2011 -

Toplam 14,331 Toplam 415

Arastirmalarin yayin tiriine gore dagilimlari Tablo 2’de verilmektedir. Tabloda oyunlastirma ve
oyunlastirma-turizm konularindaki farkli yayin tiirleri ve bu tiirlerdeki toplam yayin sayilar listelenmistir.
Her iki baglikta da makale ve bildiri sayis1 basi ¢ekmektedir. Oyunlastirma alaninda, toplam 5,519 makale,
6,750 bildiri, 830 kitap bolimi, 561 konferans incelemesi, 489 inceleme ve 115 kitap bulunmaktadir.
Oyunlastirma-turizm alaninda ise 161 makale, 140 bildiri, 41 kitap boliimii, 55 konferans incelemesi, 12
inceleme ve 6 kitap yer almaktadir. Oyunlastirmanin tiim alanlardaki ¢aligmalarinda bildirisi sayis1 dnde
giderken, turizm alanindaki calismalarda makale sayis1 diger yayin tiirlerinden daha fazla oldugu
goriilmektedir. Bu veriler, her iki alanda da yayinlarin gesitliligini ve bu tiirlerin popiilerligini gdstermektedir.

Tablo 2. Arastirmalarin Yayin Tiiriine Gore Dagilimlar

Oyunlastirma Oyunlastirma-Turizm

Yayin Tiirii Yayin Sayisi Yayin Tiirii Yayin Sayisi
Makale 5,519 Makale 161
Bildiri 6,750 Bildiri 140
Kitap bolimii 830 Kitap bolimii 41
Konferans Incelemesi 561 Konferans Incelemesi 55
Inceleme 489 Inceleme 12
Kitap 115 Kitap 6

Tablo 3’teki Scopus veri tabaninda turizm alanindaki oyunlastirma ¢alismalarinda en fazla atif alan
yayinlara bakildiginda, ilk sirada Xu, Buhalis ve Weber yazarlarina ait 2017 yilinda Tourism Management
dergisinde yayinlanan “Serious Games and Gamification of Tourism” adli aragtirmanin yer aldigi
gorilmektedir. 279 atif ile Scopus veritabaninda turizmde oyunlastirma ¢aligsmalar1 arasinda en ¢ok atif alan
yayindir. Bu yayini1 232 atif ile Liang, S., ve digerlerine ait olan “Be a “Superhost”: The importance of badge
systems for peer-to-peer rental accommodations ” adli ¢alisma takip etmektedir.

Tablo 3. Scopus Veri Tabaninda Turizm Alanindaki Oyunlastirma Calismalarinda En Fazla Atif Alan Yayinlar

Yazar Yaymm  Yayn ismi Atf
Yih Sayisi

Xu, F., Buhalis, D., 2017 “Serious games and the gamification of tourism” 279

Weber, J.

Liang, S., Schuckert, M., Law, 2017 “Be a “Superhost”: The importance of badge systems for peer- 232

R., Chen, C.-C. to-peer rental accommodations”

Xu, F., Tian, F., Buhalis, D., Weber, 2016 “Tourists as Mobile Gamers: Gamification for Tourism 165

J., Zhang, H. Marketing ”

Sigala, M. 2015 The application and impact of gamification funware on trip 125

planning and experiences: the case of TripAdvisor’s funware
Negrusa, A.L., Toader, V., Sofica, 2015 “Exploring gamification techniques and applications for 117
A., Tutunea, M.F., Rus, R.V. sustainable tourism”

Asagidaki tabloda turizmde oyunlastirma ile ilgili yayin yapan iilkeler ve bu iilkelerden yapilan yayin
sayilarimi listelenmektedir. Tablodaki veriler, bu konuda hangi iilkelerin alandaki aktifligi hakkinda bilgi
vermektedir. Bu verilere gore Birlesik Krallik 36 yayinla listenin en iistiinde yer almaktadir. Italya 33 yayinla
hemen ardindan gelmektedir. Portekiz 32 yayinla bu alanda 6nemli bir katki saglayan bir diger iilke
konumundadir. Ispanya ve Yunanistan sirasiyla 29 ve 27 yayin ile bu alanlarda en ¢ok calismalar yapmis
iilkeler arasinda yer almaktadir. Bu, Akdeniz bolgesinin turizm arastirmalarinda énemli bir rol oynadigini
gostermektedir. Cin de 27 yayinla listeye dahil olurken onu sirasiyla A.B.D, Avustralya, Almanya ve Tayvan
takip etmektedir.
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Tablo 4. Scopus Veri Tabaninda Turizm Alanindaki Oyunlastirma Calismalarinda
En Fazla Yayin Yapan Ulkeler

Ulke Yayin Sayisi
Birlesik Krallik 36
italya 33
Portekiz 32
Ispanya 29
Yunanistan 27
Cin 27

Tablo 5°te Scopus veritabaninda turizm alanindaki oyunlastirma ¢alismalarinda en fazla yayin yapan
dergilerin yayinlanan makalelerin sayisini gostermektedir. Tourism Management 8 yayin ile listenin baginda
yer almaktadir. Ayni1 dergi ayn1 zamanda yukarda belirtildigi {izere en ¢ok atiflanan makalenin de yer aldig1
dergidir. Listede ikinci sirada International Journal of Contemporary Hospitality Management 4 Yayin ile,
Journal of Information Management ve Journal of Tourism Futures 3’er yayin, Current Issues In Tourism ise
2 yayin ile listede yerini almistir.

Tablo 5. Scopus Veri Tabaninda Turizm Alanindaki Oyunlastirma Calismalarinda
En Fazla Yayin Yapan Dergiler

Scopus Kategorileri Yayin Sayisi
Tourism Management

International Journal of Contemporary Hospitality Management
International Journal of Information Management

Journal of Tourism Futures

Current Issues In Tourism 2

W w|h~ |

Tablo 6 belirtilen veri tabaninda turizm alanindaki oyunlastirma calismalarinda en fazla yayin yapan
yazarlar1 ve yayin sayilarinin bir 6zetini sunmaktadir. Tabloya bakildiginda, en ¢ok yayin yapan yazarin 8
yayin ile Swacha, J. oldugu goriilmektedir. Veri tabaninda yazarin yayinlarina bakildiginda hem makale hem
konferans bildirileri oldugu goriilmektedir. Cesario, V. 7 yayin ve Coelho, A., Nisi, V., Yen, B.T.H. ise her
biri 6 yayin ile tabloda yer almistir. Mulley, C. ve Sigala, M. her biri 5 yayin ile listelenmis ve Kulpa, A. 4
yayin ile listeye dahil olmustur.

Tablo 6. Scopus Veri Tabaninda Turizm Alanindaki Oyunlastirma Calismalarinda
En Fazla Yayin Yapan Yazarlar Listesi

Yazar Yayin Sayis1
Swacha, J.
Cesario, V.
Coelho, A.
Nisi, V.
Yen, B.T.H.
Mulley, C.
Sigala, M.
Mulley, C.
Sigala, M.
Kulpa, A.

Mool o oo | |0

Asagidaki Sekil 2°de turizmde oyunlagtirma ile ilgili yapilan ¢alismalarin en fazla kullandigi anahtar
kelimelerin VOSviewer ile yapilmis kelime analizi gosterilmektedir. VOSviewer, 2010 yilinda Leiden
Universitesi'nden Nees Jan van Eck ve Ludo Waltman tarafindan yayimlanan, ag verilerine dayali haritalar
olusturmak ve kesfetmek icin kullanilan bir yazilim aracidir (Arruda vd., 2022). Sekilde goriildigi tzere
kelime analizi sonucunda oyunlastirma ve turizm ile ilgili yayinlarda en ¢ok kullanilan kelimeler; kiiltiirel
miras, artirilmis gergeklik, sanal gerceklik, ciddi oyunlar, motivasyon, pazarlama, seyahat talebi yonetimi,
otelcilik, akill1 turizm, mobil uygulama, siirdiiriilebilirlik, egitim, kullanic1 deneyimi, mobil uygulamalardir.
Kullanilan kelimelere bakilarak alandaki c¢alismalarin hangi alanlarda yogunlastigi net bir sekilde
goriilebilmektedir.
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Sekil 2. Scopus Veri Tabaninda Turizm Alanindaki Oyunlastirma Calismalarinda En Cok Kullanilan Anahtar Kelimeler
5. SONUC

Turizm sektdrii, oyunlagtirma uygulamalar1 igin biiylik potansiyeller barindirir. Turistlerin
deneyimlerini daha eglenceli ve ¢ekici kilmak onlarin dikkatini ¢ekmek ve turistik ziyaretleri daha yenilik¢i
ve zevkli hale getirmek gibi amaglarla kullanilmaktadir. Odiillerle puan degisimi sunan uygulamalar
(havayolu sirketlerinin mil programlari veya otel zincirlerinin sadakat programlari) veya turistleri farkli
yerleri kesfetmeye tesvik eden hazine avi oyunlar1 (geocaching aktiviteleri) buna drnektir. Bu yenilikler,
rekabetci bir pazarda dikkat cekme ve fark yaratma imkanlar1 sunmaktadir. Sektérdeki bu uygulamalarin her
gecen sene artmasi akademik ¢alismalarinda bu alanda yayginlagsmasini saglamistir.

Akademik yayinlar, arastirmacilar i¢in ilgili bilim alanlarindaki bilgi aligverisinin temelini olusturur.
Bilimsel yayinlardan elde edilen bibliyometrik veriler, ilgili disiplinlerin gelisimini izlemek ve giincel
trendler hakkinda fikir sahibi olmak i¢in kritik bir aragtir. Bu calisma i¢in de oyunlastirmanin turizm
literatiiriindeki yerini belirlemek ve bu konudaki akademik calismalarin kapsamini gostermek amaciyla
bibliyometrik analiz yontemi kullanilmistir. Bu yonleriyle, bibliyometrik analiz, turizmde oyunlastirma
alanindaki arastirmalar1 derinlemesine anlamak ve bu alanda gelecekte yapilacak calismalar i¢in saglam bir
temel olusturmak agisindan 6nem tasimaktadir.

Scopus veri tabaninda 2011-2023 yillar1 arasinda belirtilen anahtar kelimeler ile yayinlar listelenmis, detayli
incelemeler sonucu turizm ile ilgili olmayan calismalar ¢ikarilip nihai ¢alisma sayisina ulagilmistir. Caligma
kapsaminda turizmde oyunlastirma kavramina iligkin genel bilgiler, y1l bazinda bilimsel yayin sayisi, yayn tiirii, en
cok atif alan yayinlar, en ¢ok yayin yapan yazarlar, dergiler ve iilkeler ile anahtar kelime ag analizine yer verilmistir.
Elde edilen bulgularda 2011-2023 yillar1 arasinda turizm alaninda oyunlastirmayla ilgili toplam 415 akademik
calismanin yapildigi sonucuna ulagilmistir. Bu ¢alismalarin igerigine bakildiginda, 161 makale, 140 bildiri, 41 kitap
boliimii, 55 konferans incelemesi, 12 inceleme yazisi ve 6 kitap bulunmaktadir. Bu yayinlar arasinda, Xu, Buhalis ve
Weber'in (2017) "Serious Games and Gamification of Tourism" baglikli makalesi, 279 atifla turizm oyunlastirmasi
alaninda en fazla atif alan yayin olarak 6ne ¢ikmaktadir. Cografi dagilima gére, Birlesik Krallik, italya ve Portekiz
bu alanda en aktif iilkeler olarak belirlenmistir. Akademik dergiler arasinda, "Tourism Management" ve
"International Journal of Contemporary Hospitality Management" en fazla makale yayimlayan dergiler olarak
siralanmaktadir. Aragtirmalarda sik¢a kullanilan anahtar kelimeler arasinda "kiiltiirel miras", "artirilmig gergeklik,
sanal gerceklik, motivasyon ve pazarlama" gibi terimler yer almaktadir, bu da turizm oyunlastirmasi ¢aligmalarinin
odaklandig1 temel konulari yansitmaktadir. Verilere bakildiginda incelenen alanin yeni oldugu fakat artan bir ilgiye
sahip oldugu goriilmektedir. Bunula birlikte heniiz yeni bir alan olmasina ragmen arastirmacilarin giderek daha fazla
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ilgi ¢ektigi soylenebilir. Bu calisma, turizmde oyunlastirma konusunda arastirma yapacak kisilere, hangi konular
izerine yogunlasabilecekleri konusunda rehberlik saglayarak hem aragtirmacilara hem de ilgili literatiire katkida
bulunmaktadir. Oyunlastirma ve turizm ¢aligmalarinda hangi konularda eksiklik oldugunu daha net gorebilmelerine
yardimct olmay1 hedeflemektedir. Buna ek olarak, yogun rekabet i¢indeki turizm firmalarinin karlihigimni artirmak
icin turizm sektdriinde kullanilabilecek oyunlastirma tekniklerinin temel alanlarini belirlemek i¢in bir yol haritast
olusturmay1 saglamaktadir. Caligmanin baglica sinirlilig1 anahtar kelimeleri kapsaminda sadece Scopus veri tabant
tizerinden analiz gerceklestirilmesidir. Bu baglamda gelecekte yapilacak olan ¢alismalarda diger veri tabanlar1 da
(6rn. Web of Science) kullanilarak karsilagtirmali bir analiz sunulabilir.

TESEKKUR

Bu arastirma, hig¢bir kamu, ticari veya kar amaci giitmeyen kurum ya da kurulustan herhangi bir finansman
destegi almamustir.

MENFAAT UYUSMAZLIGI

Yazarn, herhangi bir kurum ya da kurulus ile finansal ¢ikar i¢eren bir iliskisi ya da katilimi (hibe; egitim
burslari; konusmaci biirolarina katilim; tyelik, istthdam, danismanliklar, hisse senedi sahipligi veya diger 6z
0zkaynak paylari; ve uzman tanikligi veya patent lisans diizenlemeleri); bu c¢alismada tartisilan konu veya
materyallerle ilgili mali olmayan ¢ikarlar1 (kisisel veya mesleki iligkiler, baglantilar, kanaatler veya inanglar gibi)
bulunmamaktadir.
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EXTENSIVE SUMMARY
Introduction

Gamification is one of today's prominent topics that aim to influence users' behaviors by creating information
systems that offer experiences and motivations like in games, enabling businesses to achieve certain goals by
planning experiences for users. Since 2011, there has been a growing interest in gamification among academics and
practitioners (Pasca et al., 2021). This is reflected in both the emergence of more and more gamified applications and
the rapid increase in research on this topic. Koivisto and Hamari (2019) found 819 studies on gamification in their
systematic literature review covering the period between 2011 and 2015, and this number exceeded 14,000 as of
December.

Gamification as a service package that supports customer value creation (Houtori & Hamari, 2012) enables
businesses to achieve specific goals by planning experiences for users. Many studies emphasize that it is a persuasive
strategy that creates changes in user behavior through points, leaderboards, achievements, badges, levels, and
feedback (Oinas-Kukkonen et al., 2009; Hamari et al., 2014; Anagnostopoulou et al., 2018). Gamification is a new
tool applied in non-game contexts to create and increase user interaction and guide user behavior (Deterding et al.,
2011). It can be applied in many different fields, such as education, health, marketing, and employee motivation, and
has been used as an innovative and effective tool in the tourism sector.

Given the potential importance of gamification in the service domain, this study aims to provide an analysis
that can synthesize and conceptualize the current state of gamification knowledge in the tourism sector. To this end,
it focuses on the literature of relevant tourism-related research and seeks to contribute to a more holistic
understanding of gamification adoption in the tourism sector. Despite the growing interest among academics and
practitioners, there is a lack of research that reviews and synthesizes the literature on the use of gamification in the
tourism sector. In addition, to date, there has been no detailed bibliometric analysis of the adoption of gamification
in the tourism sector covering the years indicated. This study will help us to better understand how gamification has
made an impact in the tourism field and the future potential of this topic.

Method

In this study, the literature on gamification in the field of tourism is examined in its entirety. The studies in the
international literature were analyzed using the bibliometric analysis method. The data obtained in the study were
analyzed using the Scopus database. The sample of the study was 459 studies using the keywords "gamif*and touris*
or travel* or accommodation or hospitality™ as title and keywords between 2011, when gamification started to be
used, and the current year 2023. The collected data were saved and organized in an Excel spreadsheet in order to
perform the analysis. As a result of the scans, the number of repetitive publications was identified and removed from
the Excel spreadsheet, and then the titles and abstracts of all publications were examined, and studies that were not
related to tourism were deducted from the total number. The network map of authors and countries with the most
cited keywords was created with the VOSviewer package program.

Finding

In the Scopus database, 415 studies on gamification in the field of tourism between 2011-2023 were found.
These studies consist of 161 articles, 140 papers, 41 book chapters, 55 conference reviews, 12 reviews, and six books.
When the countries with the highest number of publications and the number of publications of these countries are
examined, it is seen that the United Kingdom is at the top of the list with 36 publications. When the journals that
publish the most articles on gamification in tourism and the number of articles in these journals are examined,
Tourism Management magazine ranks first with eight articles. The most prominent publication in the field of tourism
gamification is Xu, Buhalis, and Weber's study titled "Serious Games and Gamification of Tourism," published in
Tourism Management magazine in 2017. Looking at the word network analysis scheme, it was seen that the words
"cultural heritage, augmented reality, virtual reality, serious games, motivation, marketing" were the keywords of the
studies.

Conclusion

Upon reviewing the data, it is evident that the field is new but gaining interest.Although gamification studies
in the field of tourism is also a new field, it can be said that it is attracting more and more attention. This study
contributes to both researchers and the related literature by providing guidance to those who will conduct research
on gamification in tourism on which topics they can focus. In addition, it aims to help researchers see more clearly
which issues are missing in gamification and tourism studies. The main limitation of the study is that only the Scopus
database was analyzed within the scope of keywords. In this context, a comparative analysis can be presented by
using other databases (e.g., Web of Science) in future studies.
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1. INTRODUCTION

The aviation industry is one of the sectors that directly or indirectly contributes to the economic development
of countries and cities, connecting continents, countries and cities and employing in many areas. According to 2019
data, the global air transportation industry supports 89 million aviation-related jobs and provides 10.2 million direct
jobs worldwide. Airports, airline companies, air navigation service providers, and airports provide direct employment
opportunities for approximately 3.5 million people (ACI, 2023).

According to the statement made by ACI World in October 2022, world passenger traffic is estimated to reach
6.8 billion by the end of 2022 (ACI World, 2022). Air transportation has developed rapidly in Turkey, with passengers
increasing from less than 1 million in the 1960s to 10 million in 1988, 50 million in 2005 and over 100 million in
2010. In 2019, Turkey's airports served approximately 209 million passengers (DHMI, 2022).

In such a growing sector, competition among organizations is inevitable. In today's fiercely competitive world,
service organizations try to stay one step ahead by providing quality services. This is also the case in the aviation
sector, one of these organizations (Singh, 2016: 768). For this reason, service quality is very important for airport
operators and airline carriers (Aydogan, 2016: 65).

According to Airports Council International (ACI), airport service quality is the most viable way to improve
customer satisfaction and increase non-aeronautical revenues. Airport studies show that perceptions of service quality
affect passenger satisfaction. It is also critically important (ACI, 2016; Ali et al., 2016; Ansari & Agarwal, 2015;
Bezerra & Gomes, 2015; Mikuli¢ & Prebezac, 2008; Subha & Archana, 2013).

Service quality is difficult to define and measure due to its intangible and elusive nature (Kannan, 2010: 638),
but some authors have tried to define it. Parasuraman et al. (1988) defined service quality as a global judgment or
attitude about what the customer receives from the services and the way the services are delivered (Parasuman, 1988:
12-37). The common definition of this concept is that the service should conform to customers' expectations and
meet their needs and requirements (Edvardsson, 1998: 144). Therefore, customer satisfaction is the determining
factor of service quality. In order to increase customer satisfaction, airport services should be provided in a way that
minimizes travel time and provides a pleasant experience. In this way, it will be possible to increase the perception
of service quality for passengers and airline companis (Asik, 2019: 2613). However, the perception of service quality
is not only related to airport operations, but also the characteristics of the service users can have an impact on the
perception of quality. The impact of cultural elements can be seen in evaluating airport services where passengers
from many nations and cultures communicate and interact (Woodside et al., 2011: 785-799). Therefore, not only the
quality of airport services but also the cultural perspectives of passengers are effective in the perception of quality
and affect the perception of service quality positively or negatively (Asik, 2019: 2615).

Service quality is a more important determinant than price in differentiating a service organization from its
competitors and ensuring customer loyalty (Chow & Luk, 2005). In this study, the perceptions of Gaziantep airport
service quality of the passengers using Gaziantep airport were tried to be determined. Thus, it will be useful in
developing service components suitable for passengers' requests.

2. LITERATURE REWIEV

As in other sectors, service quality is an important indicator in the airline sector. Service quality is expressed
as a general judgment about the superiority or excellence of a service (Parasuman et al.1988:15). When the literature
on airport service quality is reviewed, it is seen that some researchers have analyzed the expectations and experiences
of passengers, some have investigated the operational efficiency and productivity of the airport, and some have
examined and evaluated the quality of airport services. Some of these studies are mentioned below.

Foodness and Murray (2007) conducted an empirical study on passenger expectations towards airport services.
Approximately 1,000 participants were reached in the study. As a result of the study, they determined that passengers'
expectations for airport service quality are multidimensional. These factors are interaction, function and
entertainment.

Liou, Tang, Yeh and Tsai (2011) applied a new method instead of traditional statistical analysis studies to
examine the quality of services provided to passengers. The study was applied to respondents at an international
airport in Taiwan. As a result of the study, it was determined that frequent travelers needed to recognize the courtesy
of airport staff. For infrequent travelers, entry control and security were the factors that most influenced their
perceptions of overall service quality (Liou et al., 2011).

Lubbe, Douglas and Zambellis (2011), in their study titled "An application of the airport service quality model
in South Africa,” based on the Foodness and Murray (2007) model. In the study, it is claimed that the main criterion
for evaluating airport businesses is passengers' opinions, so it is extremely important to analyze passengers'
expectations. For this purpose, in this study conducted in South Africa, passengers' perceptions of airport service
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quality were investigated. The study provides evidence that trip purpose and frequency can influence the importance
that passengers attach to specific service quality attributes and their evaluation of the specific airport from which
they depart. Business travelers found interaction, function and distraction less important than vacationers. The results
were also important for the airport's investment in staff training (Lubbe et al., 2011).

In their study, Bakir and Atalik (2018) evaluated the service quality of 11 airlines carrying the highest number
of passengers in 2016. The data used in the study are secondary. It was obtained from the Skytrax website. Passenger
opinions on lounge services, in-flight services and cabin crew were considered as evaluation criteria. Airline
companies were ranked according to their efficiency using Entropy and ARAS methods. As a result of the weighting
process with the Entropy method determined that the most important evaluation criterion was in-flight catering,
followed by physical elements, airport services, entertainment, in-flight comfort, cabin crew elements, and service
personnel. As a result of the performance evaluation with the ARAS method determined that ANA was the highest
quality airline, Hainan ranked second, Qantas ranked third, and THY ranked fourth.

The purpose of the study titled "Investigate Airport Service Quality- A Case Study Of Airports In Shanghai"
by Jiang and Liang (2019) is to investigate airport service quality from the passengers' perspective at two airports
(Pudong and Honggiao Airports) under the management of Shanghai Airport Authority (SAA) in China. Research at
SAA has revealed significant differences between passengers' expectations and actual perceptions of service quality
at SAA. It is proposed that SAA should improve service quality and reduce passenger dissatisfaction with the
components of service quality. The components with the largest differences between expectation and actual
perception are "Shop and restaurant prices," "Free Wi-Fi access,” "Playgrounds for children,” "Punctuality of
departure,” and "Various restaurants offering different services." The results revealed significant differences between
gender, nationality and primary travel purpose groups. Moreover, domestic passengers reported higher satisfaction
than international passengers. The study found a positive relationship between airport service quality and passengers'
overall satisfaction at SAA.

The study conducted by Asik (2019) aims to examine the service quality perceptions of domestic and foreign
passengers towards Istanbul airport. Another aim of the study is to determine whether the perception of airport service
quality differs regarding domestic and foreign passengers. Within the scope of this purpose, a questionnaire was
applied to 296 domestic and 208 foreign passengers using Istanbul airport. The research results provide evidence that
the perception of airline service quality varies in terms of foreign and domestic passengers. When the research results
are evaluated in general, it is possible to say that Istanbul airport creates a positive quality perception on both domestic
and foreign passengers.

Airports must also improve service quality, efficiency, and attention to passenger needs to maintain customer
satisfaction. The purpose of the study titled "Measurement model of passengers' expectations of airport service
quality" by Chonsalasin et al. (2020) is to create an airport service quality measurement model based on passenger
expectations as a guide for airports trying to achieve international standards. This study analyzes airport service
quality based on passengers' expectations, which play an important role in determining airport service quality. The
study sample consists of domestic passengers selected using Stratified Random Sampling at the departure terminal
of each airport in four regions of Thailand (South et al.). The resulting model is that service quality consists of seven
factors. These are security, check-in, wayfinding, airport environment, access, arrival services and airport facilities.

Erdogan (2020) aims to explain how Importance and Performance Analysis will be applied in the evaluation
of airport services. For this purpose, a questionnaire was applied to 293 passengers to evaluate the service quality of
Gaziantep Airport, which was selected as an example. When the Importance Performance Analysis results were
evaluated, it was concluded that Gaziantep Airport successfully managed services, and passenger satisfaction was
high.

As seen from the literature review, improving service quality is one of the most important issues in the
development process of airports. This issue has been widely addressed by researchers from different perspectives
and methods. In this study, firstly, airport service quality will be mentioned, and then the service quality of Gaziantep
Airport will be investigated.

In this context, the following hypotheses and research questions were sought to be answered within the scope
of the research.

Hi: Passengers’ quality perception of extended Gaziantep Airport statistically differs according to gender.

H>: Passengers’ quality perception of extended Gaziantep Airport statistically differs according to marital
status.

Ha: Passengers’ quality perception of extended Gaziantep Airport statistically differs according to age.
Ha: Passengers’ quality perception of extended Gaziantep Airport statistically differs according to education.
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Hs: Passengers’ quality perception of extended Gaziantep Airport statistically differs according to occupation.

He: Passengers’ quality perception of extended Gaziantep Airport statistically differs according to flight
frequency.

3. METHODOLOGY

Participants using Gaziantep airport constitute the population of the study. The population is the structure
covering all the elements that make up the researched subject (Ank, 1992). Due to the difficulty of reaching the entire
universe, saving cost, time and energy, working on a sample that can represent it is beneficial for researchers in many
respects (Ural & Kilig, 2013: 32).

On the other hand, a sample is a relatively small set selected from a certain universe according to certain rules
and accepted as adequate to represent the universe (Kadioglu, 2021). In this study, the convenience sampling method
was used among sampling methods. Convenience sampling is the inclusion of every individual in the population
group who wants to be included in the research in the sample group. In this method, finding participants continues
until the determined sample volume is reached (Ural & Kilig, 2013: 42). Four hundred nine participants were reached
in the study. According to Ural and Kili¢ (2013: 47), 384 samples were deemed sufficient for a population of 100,000
and above. Therefore, it can be argued that 409 participants who participated in the study are sufficient to represent
the universe. Because of the data of this study were collected in 2019, ethics committee permission was not obtained
as it was not included in the legislation in the relevant period.

In the study, the survey method, which is one of the most preferred methods in social sciences (Biiyiikoztlirk
et al., 2014: 15), was used. In the questionnaire form used, the scale in the study titled "Airport Service Quality
Perceptions of Domestic and Foreign Passengers" by Asik N. A (2019) was utilized. In the first part of the
guestionnaire, the demographic characteristics of the participants participating in the research are included. In the
second part of the study, a five-point Likert-type scale was used to determine airport service quality.

Before analyzing the data in the study, skewness and kurtosis values were examined to determine whether the
data were normally distributed. There are many methods used to determine whether the data are normally distributed.
These methods include Kolmogorov Smirnow, Shapira Wilk, and Kurtosis skewness. However, the generally
preferred method to test whether the data are normally distributed in five-point Likert-type scales is the skewness
kurtosis value (Kiligli, 2021: 184). This value is reasonable between +3 and -3 (Hopkins and Weeks 1990). Skewness
and Kurtosis values of the data in the study were determined to be between -1.5 and +1.5. In this context, it was
deemed appropriate to perform parametric tests in the data analysis within the study's scope.

In the data analysis, firstly, the validity and reliability of the scale used were examined. It was determined that
the KMO value of the scale used was above 0.80, and the Cronbach Alpha value was above 0.70. A Cronbach's Alpha
value above 0.60 indicates that the scale is reliable (Kalayci, 2017).

The Cronbach's Alpha value of the scale was found to be 0.78. In cases where the Cronbach's Alpha value is
above 0.60, the scale is considered reliable (Kalayci, 2009: 404). Therefore, it can be said that the scale used in the
study is highly reliable.

4. RESULTS

Exploratory Factor Analysis (EFA), One-Way Anova and Independent Samples T-Test are statistical methods
used in the analysis phase of this study. These analyses will help us understand the relationships between variables
in our data set and the differences between groups. The results of the analyses will be used as a basic tool to test our
research questions and hypotheses and we will try to reach meaningful conclusions through the results. In this section,
how EFA, One-Way Anova and Independent Samples T-Test are applied and how the results are interpreted will be
explained in detail.

The demographic characteristics of the data collected from the participants within the scope of the study are
detailed in Table 1 below. Questions were asked to determine the demographic characteristics of the participants
(gender, marital status, age, education level, monthly income level, occupation) and the findings obtained through
the answers given to these questions are given in Table 1. The data reveals several key demographic characteristics
of the study participants. Firstly, the gender distribution indicates that approximately 27.6% of the participants were
female, while the majority, accounting for 72.4%, were male. This highlights a significant gender imbalance within
the study. Secondly, regarding marital status, 38.4% of the participants were married, whereas 61.6% were single.
This result suggests that a significant portion of the participants were unmarried during the study. Regarding age, the
participants were categorized into four age groups. The largest age group comprised individuals aged 26-35,
accounting for 36.5% of the sample. The other three age groups, namely 18-25, 36-45, and 46-55 years old, each
comprised a similar portion of the study population, with approximately 16.1%, 23.7%, and 23.7%, respectively.
Educational attainment varied among the participants. The data reveals that 23.5% of the participants were high
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school graduates, 61.4% held a faculty/college degree, and 15.1% had obtained a master's or doctorate. This
distribution suggests a diverse educational background within the study group, with a significant majority holding at
least a bachelor's degree. Lastly, the income levels of the participants were grouped into different ranges. Notably,
26.8% had an income of 12,000-18,000 Turkish Lira (TL), another 26.8% earned between 18,001-24,000 TL, 31.1%
fell within the income range of 24,001-30,000 TL, and 18.1% had an income of 30,001 TL or above. The income
data suggests a relatively even distribution among the different income brackets, with a notable portion of participants
earning between 24,001 and 30,000 TL.

Table 1. Demographic Characteristics

Gender n % Profession n %
Female 113 27,6  Student 35 86
Male 296 72,4  Trader 73 178
Total 409 100,0 Public employee 46 11,2
Marital Status n % Private sector employee 101 248
Married 157 38,4  Managers in the private sector 32 7,8
Single 252 61,6  Tradesmen 37 90
Total 409 100 Other 85 20,8
Age n % Total 409 100,0
18-25 years old 66 16.1  Education Status n %
26-35 years old 149 36,5  High School 9% 235
36-45 years old 97 23,7  Faculty/School 251 614
46 yearsoldormore 97 23,7  Master's and PhD 62 151
Total 409 100 Total 409 100
Income n % n %
12.000-18.000 TL 98 24 24.001-30.000 127 311
18.001-24.000 TL 110 26,8 30.001 and above 74 181
Total 409 100

In summary, the study included a predominantly male and single population with a diverse age range,
educational background, and income distribution. These findings can be valuable for researchers and
policymakers to understand the composition of the study group and make relevant inferences or decisions
based on the data.

Table 2. Frequency of flights from Gaziantep Airport

Participants’ frequency of flying n %

1 time-3 times 67 16,4
4-6 times 55 134
7-9 times 138 33,8
10 times or more 149 36,4
Total 409 100

Table 2 shows the answers given to the question of the frequency of flights from Gaziantep Airport. According
to the relevant table, 16.4% of the participants flew 1 to 3 times, 13.4% flew 4-6 times, 33.8% flew 7-9 times, and
36.4% flew more than 10 times.

Table 3 shows the results of the factor analysis. According to the table, it is determined that the airport service
quality scale has five factors and twenty-two propositions. The eigenvalues and total explained variance values of
the factors revealed in the factor analysis were given, and it was concluded that the factor loads of the propositions
took values between 0.400 and 0.817. As a result of these processes, the first dimension was named "Complementary
services," and it was determined that the dimension had five propositions. The second dimension was named "Trust,"
and it was determined that this dimension had five propositions. The third dimension was named "Transportation and
Wayfinding," it was determined that this dimension has five propositions. The fourth dimension was named "Price,"
and it was determined to have four propositions. The fifth dimension, "Physical Features," was determined to have
three propositions.
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Table 3. Factor Analysis

Factors
Com_plementary Trust Trans_por_tation and Price Physica_l
Services Wayfinding Properties
Food and beverage services are sufficient in number and variety  ,801
Shopping services are adequate ,768
ATM/bank/money exchange services are adequate ,760
Online check-in/promotion/information services are sufficient ,674
Parking lot/luggage trolleys, etc., are sufficient ,648
Sinks and toilets are within reach and clean. ,817
Seating in waiting areas is adequate and comfortable. 775
The staff is courteous and friendly. 743
Employees are neat-looking, clean and well-groomed. ,644
Services are offered at the time specified in advance. ,506
Passport, customs, and check-in services are provided quickly. ,815
Escalators, elevators, and automatic doors are enough. 674
It is easy to find your way. ,674
Signs and signposts attract attention. ,636
The information and explanations provided are convincing. ,430
Airplane-terminal-exit distances are suitable for pedestrian ,813
transportation.
Shop and food and beverage prices are affordable. ,809
Parking and baggage handling rates are affordable. ,746
Reaching the airport free of charge or at affordable prices is 413
possible.
All equipment is modern. ,804
Lighting, heating and cooling are adequate. ,755
The interior and exterior are attractive. ,693
44,875 9,106 5,988 5,510 4,666
Total explained variance 70,146

In Table 4 and Graph 1, the average scores delineating the passengers' quality perceptions of Extended
Gaziantep Airport, specifically regarding the various dimensions of service quality, are provided using a 5-point
Likert scale (1 representing "strongly disagree™ and 5 representing "strongly agree™). The mean score for the
Complementary Services factor is recorded as 3.09455, suggesting a prevailing perception among passengers that
ancillary services are positioned at a moderate level. Strategic enhancements in these auxiliary services could
facilitate the overall service quality perception. The Confidence factor yields an average score of 3.30335, indicating
a moderate level of perception. Deliberate investigations into bolstering security measures and refining
communication strategies are plausible avenues to instill a heightened sense of trust among passengers. The
Transportation and Navigation factor garners an average score of 3.29245, signifying a generally positive perception.
However, continuous improvements are imperative to sustain this positive perception, necessitating strategic
initiatives in these domains. The Price factor, with an average score of 3.03585, positions the price perception at a
moderate level. Advocating for a competitive pricing policy is a pivotal strategy to harmonize pricing with service
performance. The Physical Characteristics factor secures an average score of 3.16200, reflecting a moderate
assessment of the physical condition of facilities and assets. Initiatives to enhance physical infrastructure are pivotal
in augmenting overall passenger satisfaction. The Service Quality Perception factor records an average score of
3.17764, denoting a moderate overall perception. Implementing targeted strategies to refine service quality can
catalyze an increase in overall passenger satisfaction and engender a positive impact.

Table 4. Passengers’ Quality Perception of Extended Gaziantep Quality Perception

Factors X

Complementary Services 3,09455
Trust 3,30335
Transportation and navigation 3,29245
Price 3,03585
Physical Properties 3,16200
Service Quality Perception 3,17764

In summation, it is deduced that passengers harbor a moderate-level perception of service quality across all
factors in the expanded Gaziantep Airport. This nuanced understanding underscores the importance of targeted
improvements to elevate the overall passenger experience.
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X
Service Quality Perception 3,17764

Physical Properties 3,162

Price 3,03585
Transportation and navigation 3,29245
Trust 3,30335

Complementary Services 3,09455
0 1 2 3 4 5

Graph 1. Bar Graph of Passengers’ Quality Perception of Extended Gaziantep Quality Perception

In the tables below, the results of Independent Sample T Test and One Way ANOVA tests are given to measure
whether the passengers differ according to extended Gaziantep Airport according to various demographic
characteristics.

Table 5. T-Test Results According to Gender Variable

Factors Gender x Standard Deviation t p
Female 2,8715 1,02704

Complementary Services Male 33176 95370 -4,140 1,000
Female 3,2495 91712
Trust Male 33572 86124 1110 ,267
F | 1 11
Transportation and navigation emale  3,1695 91138 -2,619 ,009
Male 3,4154 82460
. Female 2,8559 1,05952
Price Male 32158 95035 -3,316 0ot
F | A77 171
Physical Properties emale 3,0 93 -2,187 ,029

Male 3,2763 ,95003

In Table 5, it is examined whether there is a significant difference in the participants' perceptions of
the Service Quality of Gaziantep Airport according to the gender variable. In the Complementary Services
factor, male (x=3,3176) have a significantly higher mean score than female (x=2,8715) (p=0,000). In the
Trust factor, the difference between the mean scores of male (x=3,3572) and female (x=3,2495) is not
statistically significant (p=0,267). In the Transportation and Navigation factor, male (x=3,4154) have a
significantly higher mean score than female (x=3,1695) (p=0,009). In the Price factor, male (x=3,2158)
have a significantly higher mean score than female (x=2,8559) (p=0,001). These results show that gender
affects the differences in the perception of different factors.

Table 6. T-Test Results According to Marital Status Variable

Factors Gender x Standard Deviation t p
Complementary Services Married 3,2428 1,04765 ,895 371
Single 3,1510 ,96577
Trust Married 3,3823 ,92900 1,016 ,310
Single 3,2915 ,82891
Transportation and navigation Married 3,3715 ,91642 ,443 ,658
Single 3,3328 ,80713
Price Married 3,1230 1,08440 ,104 917
Single 3,1124 93249
Physical Properties Married 3,2696 1,00271 792 429

Single 3,1927 90529
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In Table 6, it is examined whether there is a significant difference in the participants' perceptions of the Service
Quality of Gaziantep Airport according to the marital status variable. The mean score of married participants in the
Complementary Services factor is (X=3,2428), while the mean score of single participants is (Xx=3,151). However,
since the p-value is (p=0,371), the difference between these two groups is not statistically significant. Married and
single participants similarly evaluate Complementary Services. The mean score of married participants in the Trust
factor is (x=3,3823), while the mean score of single participants is (X=3,2915). Since the p-value is (p=0,310), the
difference between these two groups is not statistically significant. Married and single respondents evaluate the Trust
factor similarly. The average score of married participants on the Transportation and Navigation factor is (xk=3,3715),
while the average score of single participants is (X=3,3328). Since the p-value is (p=0.658), the difference between
these two groups is not statistically significant. Married and single respondents evaluate the Transportation and
Navigation factors similarly. The average score of married participants on the Price factor is (x=3,123), while the
average score of single participants is (x=3,1124). Since the p-value is (p=0.917), the difference between these two
groups is not statistically significant. Married and single participants evaluate the Price factor similarly. The average
score of the married participants in the Physical Properties factor is (x=3,2696), while the average score of the single
participants is (x=3,1927). However, since the p-value is (p=0,429), the difference between these two groups is not
statistically significant. Married and single participants evaluate the Physical Properties factor similarly. As a result,
there is no significant difference in perception between married and single participants in these five factors.

Table 7. ANOVA Test Results According to Age Variable

Factors Age X Standard Deviation f p

Complementary Services 18-25 years old 2,8193 1,03700 11,811 ,000
26-35 years old 3,1818 ,91342
36-45 years old 3,0422 91776
46 years old or more  3,6777 1,04054

Trust 18-25 years old 3,0321 ,99557 3,898 ,009
26-35 years old 3,3387 77741
36-45 years old 3,3823 ,79183
46 years old or more  3,4993 96975
Transportation and Wayfinding  18-25 years old 3,1182 1,00887 4,533  ,004

26-35 years old 3,3858 ,73478
36-45 years old 3,2710 ,86537
46 years old or more  3,5954 88357

Price 18-25 years old 2,7803 1,00887 8,621  ,000
26-35 years old 3,0381 ,73478
36-45 years old 3,1336 ,86537
46-55 years old 3,5370 ,88357

Physical Properties 18-25 years old 2,8494 1,05560 4,750 ,003
26-35 years old 3,2327 ,90933
36-45 years old 3,3265 ,79928

46 years old or more  3,3840 1,04200

The results of the Anova Test for whether there is any difference in the participants' perceptions regarding the
Service Quality of Gaziantep Airport according to the age variable are shown in Table 7. Participants aged 18-25 had
the lowest mean score on the Complementary Services factor (x=2.8193). Other age groups (26-35, 36-45 and 46-
55) have higher mean scores, but these differences are not statistically significant (p>0.05). In other words, there is
no significant difference in the evaluation of the Complementary Services factor between age groups. The mean score
(x=3,0321) of the participants aged 18-25 in the Trust factor is lower than the other age groups. The average score
of the 26-35 age group on the Trust factor increases (x=3,3387). Other age groups (36-45 and 46-55) have higher
mean scores and these differences are statistically significant (p<0.05). This shows that the Trust factor shows a
significant difference between age groups. The average score (Xx=3,1182) of the participants aged 18-25 in the
Transportation and Wayfinding factor is lower than the other age groups. Other age groups (26-35, 36-45 and 46-55)
have higher mean scores, and these differences are statistically significant (p<0.05). This result indicates that the
Transportation and Wayfinding factor significantly differs between age groups. Participants aged 18-25 have the
lowest mean score in the Price factor (x=2,7803). Other age groups (x=26-35, 36-45 and 46-55) have higher mean
scores, and these differences are statistically significant (p<0.05). Price factor shows a significant difference between
age groups. Respondents aged 18-25 have the lowest mean score on the Physical Properties factor (x=2.8494). Other
age groups (26-35, 36-45 and 46-55) have higher mean scores, and these differences are statistically significant
(p<0.05). Physical Properties factor shows a significant difference between age groups.
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As a result, there are some statistically significant differences in evaluating factors according to age groups.
Trust, transportation and wayfinding, and price and physical properties factors show significant differences between
age groups.

Table 8. ANOVA Test Results According to Education Level Variable

Factors Education Level X Standard Deviation f p

Complementary Services High school 3,0885 ,97008 2,110 ,123
Faculty / School of Higher Education  3,1772 ,98003
Master's and PhD 3,4165 1,10606

Trust High school 3,1354 98771 3,624 1,028
Faculty / School of Higher Education  3,3683 ,81407
Master's and PhD 3,4820 ,84837

Transportation and Wayfinding  High school 3,2178 95012 1,709 ,182
Faculty / School of Higher Education  3,3925 ,81816
Master's and PhD 3,4290 ,81831

Price High school 2,9751 ,98408 1,427 241
Faculty / School of Higher Education  3,1563 ,98589
Master's and PhD 3,2097 1,05017

Physical Properties High school 2,9688 1,08264 4,655 ,010
Faculty / School of Higher Education  3,3101 ,85531
Master's and PhD 3,2701 ,98564

The results of the Anova Test conducted to determine whether there is any difference in the participants'
perceptions regarding the Service Quality of Gaziantep Airport according to the education level variable are shown
in Table 8. The average score of high school graduates in the Complementary Services factor is the lowest
(x=3,0885). The mean score of the participants who graduated from University/Faculty (Xx=3,1772) and the mean
score of the participants who graduated from Master's/Doctorate (X=3,4165) are higher. However, these differences
are significant only with Master/Doctorate graduates (p<0.05). That is, the Complementary Services factor does not
show a significant difference between education levels, but Master's/Doctorate graduates give a higher score than the
others. High school graduates have the lowest mean score (Xx=3.1354) on the Trust factor. University/Faculty
graduates have a higher mean score (X=3,3683) and Master's/Doctorate graduates have a higher mean score
(x=3,482). These differences are statistically significant and Master's/Doctorate graduates give a significantly higher
score than other education levels (p<0.05). High school graduates have the lowest mean score (X=3,2178) in the
Transportation and Wayfinding factor. The average scores of university/faculty graduates (x=3,3925) and
master's/doctorate graduates (x=3,429) are higher. However, these differences are not statistically significant
(p>0.05). In other words, there is no significant difference between education levels in the Transportation and
Wayfinding factor. The average score of high school graduates in the Price factor is the lowest (Xx=2,9751). The
average score of university/faculty graduates (x=3,1563) and master's/doctorate graduates (Xx=3,2097) is higher.
However, these differences are not statistically significant (p>0.05). In other words, there is no significant difference
between education levels in Price factor. The average score of high school graduates in the Physical Properties factor
is the lowest (X=2,9688). The average score of university/faculty graduates (X=3,3101) and master's/doctorate
graduates (x=3,2701) is higher. These differences are statistically significant, with University/Faculty graduates
scoring the highest (p<0.05).

As a result, there are significant differences between different education levels in Trust and Physical Properties
factors. Trust factor is rated higher by Master's/Doctorate graduates, while Physical Properties factor is rated higher
by University/Faculty graduates. In other factors, no significant difference was observed between education levels.

The results of the Anova Test conducted to determine whether there is any difference in the participants'
perceptions regarding the Service Quality of Gaziantep Airport according to the occupation variable are shown in
Table 8. Student occupational group has the lowest average score (x=2,8424) in Complementary Services factor.
Other occupational groups (Trader, Public Employee, Private Sector Employee, Private Sector Manager, Tradesmen
and Other) have higher mean scores. These differences are statistically significant and students rate the
Complementary Services factor lower than other occupational groups (p<0.05). Students has a lower mean score
(x=3,0857) in the Trust factor compared to other occupational groups. Other occupational groups (Trader, Public
Employee, Private Sector Employee, Private Sector Manager, Tradesmen and Other) have higher mean scores.
However, these differences are not significant only between students and other occupational groups (p>0,05). The
average score of the Student occupational group in the Transportation and Wayfinding factor (x=3,0722) is lower
than the other occupational groups. Other occupational groups (Trader, Public Employee, Private Sector Employee,
Private Sector Manager, Tradesmen and Other) have higher mean scores. However, these differences are not
statistically significant (p>0.05).

70



Avrasya Turizm Arastirmalart Dergisi || Cilt 4 || Say: 2 || 62-74

The average score of the Student occupational group in the Price factor (x=2,9579) is lower than the other
occupational groups. Other occupational groups (Trader, Public Employee, Private Sector Employee, Private Sector
Manager, Tradesmen and Other) have higher mean scores. However, these differences are not significant only
between students and other occupational groups (p>0,05).

Student occupational group has the lowest mean score (X=2,6571) in Physical Properties factor. Other
occupational groups (Trader, Public Employee, Private Sector Employee, Private Sector Manager, Tradesmen and
Other) have higher mean scores. These differences are statistically significant and students rate the Physical
Properties factor lower than other occupational groups (p<0.05).

Table 9. ANOVA Test Results According to Occupation Variable

Factors Age X Standard Deviation f p
Complementary Services Student 2,8424 1,02899 3,630 ,002
Trader 3,3922 95578
Public Employee 3,1187 ,94781

Private Sector Employee 2,9923 92895
Private Sector Manager 3,1937 ,90801

Tradesmen 3,6936 1,00864
Other 3,2464 1,08740
Trust Student 3,0857 ,86539 2,056 ,060
Trader 3,2180 ,98166
Public Employee 3,4130 ,64553

Private Sector Employee 3,2720 ,87630
Private Sector Manager  3,1625 97244

Tradesmen 3,6239 ,95082
Other 3,4793 ,78923
Transportation and Wayfinding ~ Student 3,0722 ,93375 1,389 ,218
Trader 3,4208 ,96436
Public Employee 3,3495 66078

Private Sector Employee 3,2885 82157
Private Sector Manager ~ 3,3893 ,75030

Tradesmen 3,6177 1,01165
Other 3,3669 ,83889
Price Student 2,9579 ,96939 1,901 ,080
Trader 3,2655 1,05384
Public Employee 3,1853 ,79139

Private Sector Employee 2,9691 ,94341
Private Sector Manager ~ 3,0000 ,98783

Tradesmen 3,5135 1,13337
Other 3,0642 1,07673
Physical Properties Student 2,65671 1,01133 3,593 ,002
Trader 3,2112 1,00366
Public Employee 3,2264 72664

Private Sector Employee 3,1260 ,96201
Private Sector Manager  3,2708 1,03501
Tradesmen 3,5676 ,84205
Other 3,3964 ,90100

As a result, there are statistically significant differences between different occupational groups in
Complementary Services and Physical Properties factors. Students evaluate these two factors lower than other
occupational groups. In other factors, there is no statistically significant difference between the occupational groups.

Table 9 presents the results of the ANOVA test based on flight frequency and various factors. The table
provides information about the average scores, standard deviations, F-values, and significance levels. The factor
"Complementary Services" shows variations in average scores across different flight frequency groups (1-3 times, 4-
6 times, 7-9 times, and 10 times or more). The highest average score is observed in the "7-9 times" flight frequency
group (x=3.2557), while the "1-3 times" group has the lowest average score (x=3.0584). However, the significance
level (p=0.521) indicate that there is no statistically significant difference among the flight frequency groups in terms
of Complementary Services. The p-value is greater than 0.05, suggesting no significant variation. For the "Trust"
factor, there are differences in average scores among the flight frequency groups. The "10 times or more" flight
frequency group has the highest average score (x=3.4569), and the "1-3 times" group has the lowest average score
(x=3.1842). Despite these variations, the significance level (p=0.112) suggest that the differences in Trust among the
flight frequency groups are not statistically significant. The p-value exceeds 0.05, indicating no significant variation.
In the case of the "Transportation and Wayfinding" factor, there are differences in average scores based on flight
frequency groups. The "7-9 times" flight frequency group has the highest average score (x=3.4156), while the "1-3
times" group has the lowest average score (x=3.189). Nevertheless, the significance level (p=0.25) indicate that these
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differences are not statistically significant. The p-value is above 0.05, suggesting no significant variation. The "Price"
factor exhibits variations in average scores among the flight frequency groups. The "7-9 times" flight frequency group
has the highest average score (x=3.2683), while the "1-3 times" group has the lowest average score (x=2.9377).
However, the significance level (p=0.094) suggest that the differences in Price among the flight frequency groups
are not statistically significant. The p-value exceeds 0.05, indicating no significant variation. The "Physical
Properties™ factor shows variations in average scores across different flight frequency groups. The "10 times or more™
flight frequency group has the highest average score (x=3.3265), while the "1-3 times" group has the lowest average
score (x=3.0257). Importantly, the F-value (2.856) and the significance level (0.037) indicate that there are
statistically significant differences in Physical Properties among the flight frequency groups. The p-value is less than
0.05, suggesting significant variation.

Table 9. ANOVA Test Results According to Flight Frequency

Factors Education Level x Standard Deviation f p
Complementary Services 1-3 times 3,0584 1,00067 ,753 521
4-6 times 3,1137 1,05718
7-9 times 3,2557 94267
10 times or more  3,2299  1,04809
Trust 1-3 times 3,1842 1,06246 2,007 112
4-6 times 3,1985 ,91578
7-9 times 3,3072 ,82095
10 times or more  3,4569 ,80337
Transportation and Wayfinding  1-3 times 3,1890 1,02752 1,376 ,250
4-6 times 3,2814 95492
7-9 times 3,4156 ,82085
10 times or more  3,4104 76779
Price 1-3 times 2,9377 1,00917 2,142,094
4-6 times 2,9728 1,00767
7-9 times 3,2683 ,98226
10 times or more  3,1230 1,01704
Physical Properties 1-3 times 3,0257 1,13554 2,856 ,037
4-6 times 2,9939 1,04722
7-9 times 3,2953 ,82821

10 times or more  3,3265 ,90992

In summary, there is a statistically significant difference in the "Physical Properties” factor among the flight
frequency groups. For the other factors (Complementary Services, Trust, Transportation and Wayfinding, and Price),
there are no significant differences among the flight frequency groups based on the ANOVA test results.

5. CONCLUSION

Airports' service quality is critical for both airlines and airport operators. A good airport experience gains
passengers' loyalty and contributes to airports' competitive advantage. Passenger satisfaction is a very important
factor in the success of the airport. In addition, as mentioned above, providing a good passenger experience by
improving service quality in such a competitive field provides a competitive advantage over other airports. Therefore,
it increases the economic returns of airport businesses and thus becomes open to growth and new business
opportunities. On the other hand, a city's airport reflects the overall image of the region. A good airport service quality
can increase the city's trade and business volume and create a better image in the international arena.

For this reason, airport managers and employees strive to improve their service quality continuously. In this
study, the service quality of Gaziantep Airport is addressed. For this purpose, data were collected from the
participants using Gaziantep airport. In analyzing the collected data, statistical methods such as Anova and T-Test
were used to evaluate the differences between demographic groups.

This study assessed the impact of Gaziantep Airport's service quality on passengers' perceptions. Based on the
findings, airport service quality consists of five main factors: "Complementary Services," "Trust,” "Transportation
and Wayfinding," "Price," and "Physical Properties." Each factor contains different propositions.

The analysis of the gender factor showed that male travelers had higher mean scores than female travelers in
the "Complementary Services" and "Price" factors. However, no statistically significant effect of gender on
perception was found in the factors "Trust" and "Transportation and Wayfinding."

When the marital status (married or single) factor was analyzed, it was observed that all respondents rated the
factors "Complementary Services,” "Trust,” "Transportation and Wayfinding," "Price," and "Physical Properties"
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similarly. In other words, it is concluded that marital status does not have a statistically significant effect on the
perception of these factors.

The analysis of the age factor showed that the 18-25 age group received lower scores in the factors of
"Complementary Services," "Trust,” "Transportation and Wayfinding," and "Price" than the other age groups.
However, statistically significant differences were found only in the "Trust" factor between the 26-35, 36-45 and 46-
55 age groups. This result shows that age has a significant effect on the perception of the "Trust" factor.

When the education level factor is analyzed, it is seen that high school graduates have the lowest score in the
"Complementary Services" factor. University/Faculty graduates received the highest score in the "Trust" factor, and
this difference is statistically significant. High school graduates scored the lowest in the "Transportation and
Wayfinding" factor, and university/faculty graduates scored the highest. In the "Price" factor, high school graduates
again received the lowest score, but this difference is not statistically significant. Finally, in the "Physical Properties"
factor, university/faculty graduates received the highest score, and this difference is statistically significant.

The evaluation of the occupation factor showed that students scored lower in the "Complementary Services"
and "Physical Properties”" factors than other occupational groups. However, these differences are statistically
significant only in "Complementary Services" and "Physical Properties" factors. In other factors, no significant
differences were found between occupational groups.

In conclusion, this study analyzed the effects of Gaziantep Airport service quality on passengers' perceptions
and evaluated the effects of demographic factors on service quality factors. The findings provide important insights
for airport management and service quality improvement and encourage further research.
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