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Abstract

Distinguishing the society from others, cultural assets create a unique local culture
experience for tourists and lead to satisfaction by influencing the novelty seeking motivation.
Based on this hypothesis, the aims of this research are as follows; a) to examine the effect of
the local cultural experience on novelty seeking behavior, b) to examine the influence of the
local culture experience on tourist satisfaction, and c) to assess the mediating role of novelty
seeking between local cultural experience and satisfaction. Using structural equation
modeling, a comparative study was carried out on Turkey's most-tourist attracting
destinations which have distinctive DNA's in accordance with their specific positioning
strategies. Findings revealed that local culture experience, novelty seeking and tourist
satisfaction variables are associated with each other in both destinations. The SEM suggests
that the novelty seeking variable have the mediating role between local culture experience

and satisfaction.
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1. Introduction

In the 20th century, tourism and culture were considered as the separate parts of
destinations. While the cultural resources were thought as a part of the cultural heritage,
education and national identity items, tourism was seen as a leisure time activity far from
culture and daily life. But since the 1980s, cultural tourism has begun to be seen as an
important part of economic development, and as a result, the culture has been integrated into
cultural development strategies as part of tourist products and destination images (OECD,
2009). The culture is defined as "the whole tangible and intangible values created in the
process of historical and social development which has been used to transfer to the future
generations"” (Turkish Language Association, 2006). Culture carries tangible and intangible
elements. The existence and diversity of tangible and intangible cultural heritage elements
make it possible for countries to gain a significant share of tourism revenue and visitor
numbers. Conversion of the culture into to tourism product without corruption and commodity
is one of the most effective ways to ensure the sustainability of local and cultural heritage and
to transfer it to national/international platforms. Tourist destinations and tourism businesses,
realizing this paradigm for differentiating themselves from their competitors, offer their
guests different types of programs, trips, and opportunities that allow experiencing local
cultures. Opportunities to experience local culture are presented to the visitors through
handicrafts, musical performance, fine arts, architecture and similar items (Kim, 2014; Kim,
Ritchie & McCormick, 2012; Dwyer & Kim 2003). For example, tourists coming to Kusadasi
for holiday, visit a carpet weaving workshop during the tour, where they learn about how
hand-woven carpets and rugs are decorated with motifs carrying local cultural traces, and
have the ability to personally observe how local people create the carpet. In the same way,
"Turkish Nights" are organized during the summer season on touristic boats that perform
evening tours in Istanbul Bosphorus. The tourists, participating in tours will be able to
experience the Bosphorus Tour and watch the performance such as Ottoman Musical
Performance, Turkish Henna Night and Turkish Folk Dance Show. Turkish nights are also
organized in various historical restaurants. Tourist experiences, integrated with the texture of
the region and local characteristics enrich the experience of destinations while providing
memorable experience (Kim, 2014; Dwyer & Kim 2003). The destinations have their own

cultural identities. But the transformation of these cultural identity items to the tourists with
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touristic activities and the arousal of the novelty seeking are very important. In this context, it
is thought that this research will be an important search in comparing the two destinations
attracting the most tourists and having different images in Turkey, as well as showing the
relationship between the culture and the novelty seeking in tourist satisfaction.
1.1 Cultural Tourism and Local Culture

While early approaches combine the cultural attractiveness only with physical cultural
sites, as a result of a wider definition, the framework of the culture in tourism has been
expanded with the inclusion of cultural art, handicrafts, cultural events, architecture and
design, creative activities and intangible cultural heritage (OECD, 2009; Richards, 1996;
Hughes, 2000; Richards & Wilson, 2006). This broader definition includes the definition of
culture, history, and heritage, gastronomy and agricultural products, agriculture and wine,
cultural events, creative industries, architecture and handicrafts (OECD, 2009). As such in
tourism literature, the cultural contents are the most important dimension of Porter's (1990)
diamond model; and in Crouch and Ritchie's (1999) destination attractiveness model as the
destination attractiveness. Therefore, while culture and tourism mutually strengthen and
develop each other, it also attracts the tourists though the destinations. Compared to the old
times, in the modern age people has started to communicate more effectively with foreigners
belonging to different religions, languages , and races. This is the most frequent occurrence in
tourism (Machlis & Burch, 1983). Tourists who are interested in different cultures travel with
the motivation to see the local lifestyles, tangible and intangible cultural heritage traditions,
customs, historical buildings, architecture, art and so on; and they want to integrate with other
cultures through these different cultural items. In this context, cultural tourism has emerged
as a rising tourism trend. According to ICOMOS (International Scientific Committee on
Cultural Tourism Science), Cultural Tourism is defined as "the travel of the people in order to
experience the others life on the place and to understand the their traditions, customs, physical
environments, intellectual ideas and archaeological, historical, architectural and other cultural
elements of earlier times (Csap0, 2012). Vinh (2013) lists culture contents as history,
buildings, traditions, architectural structures, culinary culture, rituals, art works, music, crafts
and dance in the distant destination and these characteristics are important motivational
factors attracting people to visit. And these cultural contents are specific to destinations and
countries. But as Jensen (2007) points out, instead of using a local strategy, many cities copy
the attractions and buildings in somewhere else. Tourists are wondering what kind of local
lifestyle other people have in the present world/past; and they travel to explore and experience

all of the cultural items (Prentice, 2001, OECD, 2009). Moreover, exploratory tourists also
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volunteer to join the tour in the destination where they can closely observe the traces of the
cultures. For example, the American tourists prefer to the village tours to discover the place
where the culture is born, to experience the elements of Turkish culture, to learn Turkish
traditions and customs, to taste local food, to have information about the origins of the
country, to see the village life closely and to experience natural life.

In the framework of studies in the literature, destinations offering -cultural
opportunities are more likely to be remembered by tourists. Nevertheless, the local culture
affects the image of the destination (Mayo & Jarvis, 1981).

Local people are an element of the cultural experience and tourists who visit
destinations where they do not have very detailed information are in touch with local people.
The impression that the tourists get after communication with the local people is largely
influential on the evaluation of the image of the destination. In this case, it is the hospitality
and effective communication expected from the locals showing sincere behaviors for regional
tourism development. A tourist who visits an unfamiliar destination needs information in
almost every aspect, including directions to visit points, access to accommodation, food and
beverage services. Locals are the first sources for tourists. It is expected the local people being
sincere and helpful in communicating with tourists in the friendly destinations. The displayed
hospitality is a kind of demonstration of how friendly the local people are towards to the
tourists. A tourist who communicates with the friendly local people will perceive the region as
being very friendly and hospitable (Chandralal & Valenzuela, 2013; Driscoll, Lawson &
Niven, 1994; Machlis & Burch, 1983). The local cuisine is another part of the local culture
has been shown as the travel motivations. From time to time, people can travel for new tastes
and to experience different and varied tastes that new destinations offer to them (Tsai, 2016;
Okumus, Okumus & Mckercher, 2007; Quan & Wang, 2004). For this reason, destinations
not having natural attractiveness, consider gastronomic tourists as an attractive market (Kivela
& Crotts, 2006). According to the American Association of Travel, 25% of travel decisions
are because of the new tastes (OECD, 2009). There are numbers of academic studies in the
literature that prove that food-beverages and cultures are closely related. When examined, it is
possible to see that food and beverages are shaped by the soil structure and climate effects of
the destinations. From this point of view, visitors actually consume the destinations, when
they eat the food made with the locally grown material (Povey, 2006). According to the
researchers, the gastronomy tours include food and beverages activities aimed to enrich the

tourists' destination experiences. Tourists who get satisfaction and have memorable moments
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in long-term may want to visit the destinations again (Smith & Costello, 2009; Hanforcs &
Mossberg, 2003).

2. A Postmodern Motivation Factor: Novelty Seeking

Today's tourists prefer to live the different experience in the motivation of the novelty
seeking rather than having a monotonous holiday.This newly emerging motivation greatly
influences tourists' travel decisions and plays a key role in the destination selection process
and satisfaction. According to Cohen (1974, p.533), ‘a tourist is voluntary temporary traveler
traveling in the expectation of pleasure from the novelty and change experienced in a
relatively long and non-current round trip.' In this context, the choice of a new destination for
the individuals is made possible by activating the unique and new motivations (Toyama &
Yamada, 2012; Petrick, 2002, Dann, 1981, Crompton, 1979). The paradigm of the
destinations' providing novelty opportunities, stems from the attempt to create 'unique
experiences' in destinations. Novelty in the literature is generally defined as the contrast
between current perception and past experience (Pearson, 1970; Lee & Crompton, 1992).
According to Petrick (2002), an experience perceived as 'new' may be a known experience for
another. In fact, the concept of novelty is the different and unique experience that the person
has never been experienced before.Therefore, culture places at the center of this experience.
In this context, in the destinations, cultural tourism strategies should be supported with the
creative tourism products (local art, nightlife, ethnic elements and local gastronomy), which
emphasize the symbolic local elements and intangible cultural elements (Richards & Wilson,
2006). Novelty sources are divided into categories ranging from the innovative physical
environment to image (Mclintosh, Goeldner & Ritchie, 1995), and the novelty has become an
important element in terms of regional development strategies. And the reasons necessary for
this are in order; (Richards & Wilson, 2007): (a) the increase in the symbolic creative
economy over cultural products, (b) the use of countries and destinations as a form of
development, and compelling themselves to create new cultural products that will distinguish
them in the marketplace, (c) seeking of the destinations' that have no heritage to compete by
creating rich cultural heritage destinations. Lee and Crompton (1992) point out that novelty
perception effect the destination selection; the novelty is related to the ruins/objects (historical
etc.), environment (cultural atmosphere), and other people (local people and visitors), and
how the interacts with these dimensions get increase, the perception of novelty stimulates the
tourists more. Tourists are looking for a series of novelty seeking as a stimulus in their choice
of destinations, and novelty opportunities influence destination perception (Lee & Crompton,
1992; Toyama & Yamada, 2012). The destination characteristics and novelty seeking have
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been important to meet and satisfy the needs of tourists (Hirschman, 1984; Lee & Crompton,
1992). There are some studies in the literature that indicate that there is a significant
relationship between the novelty seeking and satisfaction/the intention to revisit (Petrick,
2002, Jang & Feng, 2007, Assaker, Vinzi & O'Connor, 2011; Ji, Wong, Eves & Scarles,
2016). The following hypotheses are presented in the light of literature review;

Hypothesis 1: The local cultural experience has a positive effect on novelty seeking.
Hypothesis 2: Local cultural experience effects the tourist satisfaction directly.

Hypothesis 3: Novelty seeking effect the tourist satisfaction.

Hypothesis 4: Novelty seeking has a mediating effect between local culture and satisfaction.

Novelty
Seeking

H1

Local Culture
Experience

Tourist
Satisfaction

v

H2

Figure 1: Research Model

3. Research Method

Embracing quantitative method, the current study, whose research areas are Istanbul
and Antalya destinations, a questionnaire was applied to 1281 tourists. Questionnaire items
related to the local culture experience borrowed from "Destination Attributes that Affect
Memorable Tourism Experiences Scale” developed by Kim (2014); the items related to
novelty seeking variable obtained from the previous studies carried out by Lee & Crompton
(1992); Jang & Feng (2007) and Pine & Gilmore (1998). The items related to satisfaction are
composed by benefiting from the studies belonging to Westbrook & Oliver (1981); Veasna,
Wu & Huang (2013); Yoon & Uysal (2005). A 5-point Likert-type scale was used in the
research (1-Absolutely not, 5-Absolutely). In the pilot study conducted three months before
the actual research, the statements that were not clearly understood by the tourists were
revised and necessary corrections were made. The cultural validity and reliability of the
questionnaires in different languages was carried out by native speakers and language experts.
During the peak summer tourism season, the questionnaires were applied to tourists whose

nationalities are mostly British, American, Dutch, German and Russian. After brief
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preliminary information on the purpose, content, and scope of the study, questionnaire form
was given the volunteers who had spent minimum 3 days in the destination. Moreover, the
famous tour operators, travel agencies, and hotels supported the survey in practice. As a

result, a total of 1281 questionnaires were obtained.

4. Findings

When the data on the age distribution of the tourists participating in the research are
examined, it is noteworthy that a very young tourist profile is obtained. The results of the
frequency analysis showed that 39.2% of the participants in Istanbul; In Antalya, 37.9% of
them are young tourists, including 19-25 age groups. However, it is seen that the number of
tourists between the ages of 26-35 is close to each other in both destinations (Istanbul: 26.5%,
Antalya: 26.3%).

The research examined the tourists' destination experiences and they were asked
whether they had visited Antalya or Istanbul before. According to the findings, a large part of
the participants (78.3%) in Istanbul stated that they visited this destination for the first time.
On the other hand, it is seen that these rates are quite different in Antalya. Research findings
indicate that 58% of the participants are the tourists who have no previous Antalya destination
experience.

When the percentage distribution of tourists according to the continents they come
from is examined, it is observed that four quarters of the participants of the participants are
from Europeans (75%). The percentage of North and Latin American tourists was 9.13%
while it is seen that 5.54% of the participants are from the Asian countries and 3.12% of them
from Oceania. Among the tourists who participated in the study, it is noteworthy that Africans

with 1% of the population are in the minority.

Table 1: Means Related to Local Culture Experience and Novelty Seeking

. Istanbul Antalya
Local Culture Experience Mean | SD. | Mean | SD.
Many opportunities to experience the local lifestyle. 4.00 | 0.83 | 3.60 | 1.06

Availability of excursion programs and guided tours to learn | 4.00 | 0.87 | 3.70 | 1.00
more about local history.

Opportunities to experience local culture. 420 | 0.75 | 3.70 | 0.92
Many opportunities to experience the local culinary culture. 450 | 0.65 | 4.10 | 0.86
Sincere & Friendly local people 420 | 092 | 410 | 0.82
Novelty Seeking Mean | S.S. | Mean | S.S.
Extraordinary experiences 430 | 0.74 | 3.80 | 0.84
New experiences 440 | 0.68 | 4.00 | 0.80
New discoveries 440 | 0.67 | 4.00 | 0.80
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Table 1 shows the mean and standard deviation values for expressions related to local
cultural experience and novelty seeking. As seen in Table 1, tourists perceive that Istanbul
destination has enough opportunities in order to experience local lifestyle, history, culture,
and gastronomy; and they support the idea that locals behave in a friendly way towards
foreign visitors. On the other hand, the perception of tourists on the adequacy of opportunities
to experience local life, history, and culture in Antalya destination is more negative than
Istanbul. However, the tourists, think that Antalya presents enough opportunities for visitors
to experience local gastronomy and local people have a positive attitude towards foreigners.
Tourists, in general, have the idea that both destinations offer new and unusual experience
opportunities for visitors.

Evaluating the performance of the variables used in the questionnaire form and testing
the measurement model is recommended (Anderson & Gerbing, 1984). In order to examine
the relations between latent variables and observed variables as well as evaluation of the
validity and reliability of the measurement model; two independent DFA analyses were
performed using datasets obtained from Istanbul and Antalya destinations. For this purpose, 5
variables for 'local culture experience’, 3 variables for novelty seeking' and 'satisfaction’ were
defined.

The psychometric indices (standard loads, t-values, reliability, variance explained) for
the DFA results are shown in Table 2. Standard loads for Istanbul destination are between
0.38-0.85 while they are found to be between 0.31-0.85 for Antalya. However, the t-value was
found to be higher than the critical level (1.96; p <0.05) and satisfactory values were obtained.
It is emphasized that studies focused on structural equation modeling need to present evidence
of reliability (Hair et al., 1998). Accordingly, the composite reliability of the scale is expected
to be higher than 0.70. According to Fornell and Larcker (1981) approach, if the composite
reliability value is reached to 0.60 and above, it is accepted that conformity validity is
provided in the measurement model. It is seen in Table 3 that composite reliability values
range between 0.63-0.83.
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Table 2: Psychometric Indicators Related to Confirmatory Factor Analysis

Variables Standardized | 151465 | Reliability AVE
Loadings
Istanbul | Antalya | Istanbul | Antalya | Istanbul | Antalya | istanbul | Antalya
Local Culture - - - -
Experience
Local Lifestyle 0.61 0.73 | 14.60 | 18.23
Local History 0.43 0.66 | 10.07 | 16.40 | 0.63 0.73 0.27 0.37
Local Culture 0.67 0.78 | 16.19 | 19.77
Local Cuisine 0.44 042 | 10.10 | 9.72
Local People 0.38 0.31 8.65 6.91
Novelty Seeking - - -
Extraordinary 0.74 0.69 | 21.05 | 17.38
Experiences 0.83 0.78 0.62 0.54
New Experiences 0.85 0.83 | 25.07 | 21.78
New Discoveries 0.78 0.78 | 22.50 | 20.42
Satisfaction - - -
Contentedness 0.78 0.73 | 20.69 | 19.05
Meeting Expectations | 0.79 | 0.85 | 2003 | 23.00 | >-7° | 082 | 050 | 061
Worth Visiting 0.53 0.76 | 13.42 | 20.08

This result indicates that the measurement model is reliable based on the Fornell and
Larcker approach. After performing independent confirmatory factor analysis for two times,
the fitness values of the models for both destinations were examined. When the reference
values in Table 3 were examined, it was found that the measurement model related to both
destinations fits satisfactorily well (Istanbul: Chi-Square: 132.21, df: 41, p: 0.000, RMSEA:
0.057, Antalya: Chi-Square: 133.91, df: 41, p: 0.000, RMSEA: 0.062). Accordingly, it is
accepted that both models are a statistically significant and have acceptable fitness
performance.

Figure 2 depicts structural equation models that reveal the relationship between local
culture experiences, novelty seeking and tourist satisfaction in Istanbul and Antalya
destinations. The models associated with Antalya and Istanbul destinations show that local
culture experience and novelty seeking have a significant effect on the formation of tourist
satisfaction. It is noteworthy and clear that the influence of local culture experience on tourist
satisfaction in Istanbul destination is somewhat higher than Antalya. According to this, while
the correlation coefficient between local culture experience and tourist satisfaction in Istanbul
is 0.40, it is seen that this coefficient is 0.35 in Antalya. It can be said that as both the tourists
experience the local cultural characteristics unique to the region, the level of satisfaction is

expected to increase slightly in parallel with this experiences.
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Table 3: Goodness of Fit Indices for Measurement Model and Structural Model

Measurement | Structural
. Model Model
Fit . " Reference
Indices Ist Ant Ist | Ant values Citation Fitness Performance

<3 Kelloway, (1998) Excellent

X2ldf 32 32 32 32 <5 Wheaton et al. (1977) Acceptable

RMSEA | 0.05 0.06 0.05 | 0.06 <0.08 Hu & Bentler, (1999) Acceptable

RMR 0.03 0.04 0.03 | 0.04 Cole, (1987) Good

SRMR | 005 | 006 | 0.05 |0.06 =0.10 SCherme'('ggég‘ge' etal. Good

GFl 0.97 | 0.96 0.97 | 0.96 >0.85 Anderson &  Gerbing Good

(1984); Cole  (1987);

AGFI 0.95 0.94 0.95 | 0.94 >0.80 Marsh et al. (1988) Acceptable

CFI 097 | 098 | 097 |0.98 ~0.90 Byrne, (2001); Hair et al. Good

NNFI 0.97 | 0.97 0.96 | 0.97 - (1998) Good

Findings indicate that 69% of satisfaction in Istanbul and 61% of satisfaction in Antalya, were

explained by of novelty seeking and local culture experience variables. On the other hand, it is

noteworthy that the level of effect of the local cultural experience on the novelty seeking is

close to each other in both destinations. Accordingly, in Istanbul (0.53) and Antalya (0.52)

destinations, the local cultural experience is moderately influential on tourists' quest for

innovation. According to this finding, it can be concluded that the more the tourists

experience local culture in the destination, the higher they will have novelty seeking

motivation. In other words, the more culture is experienced by tourists during the holiday, the

greater the desire for seeking new, extraordinary and different experiences will arise

Istanbul Model Antalya Model
Novelty Novelty
Seekinn Seeking

\

0.29

\

Satisfactio
n

/
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— 040 —»

Chi-Square: 132.21, sd:41, p:0.000, RMSEA:0.057

\

0.26

\

Satisfactio
n

0.52

— 035 »

Chi-Square: 133.91, sd:41, p:0.000, RMSEA:0.062

Figure 2: Structural Equation Models for Istanbul and Antalya Destinations
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5. Conclusion

Coded messages being released from subconscious mind centers during the destination
selection can be effective in deciding the pre-travel decisions of tourists by deciphering
themselves in various ways. Studies in the literature indicate that push and pull motivations
are influential on destination selection and travel decisions (Gnoth, 1997; Dann, 1981,
Hudman, 1980; Crompton, 1979). Handling the local culture as a pull motivation, this study
focuses on novelty-seeking in the context of pull motivation as well. According to the
research results, tourists perceive that they have more opportunities to experience local
lifestyle, local history and local culture in Istanbul than Antalya. In other words, according to
the tourists who participated in the research, Istanbul destination offers more opportunities to
experience more localities compared to Antalya. It can be said that Istanbul visitors have more
options, possibilities, and chances for experiencing ‘local touch' than tourists in Antalya
destination. In the study, local culture experience and novelty-seeking motivations were
assumed to be important factors affecting the satisfaction of tourists and their pre- and post-
holiday behavior. As a matter of fact, the results of the research confirm this hypothesis.
Hypotheses established in the context of literature review have been confirmed in the research
on both Istanbul and Antalya destinations. The SEM models indicate that local culture
experience, novelty-seeking motivation have a positive effect on tourist satisfaction in both
tourism destinations. On the other hand, it has been found that motivation for novelty-seeking
has a mediating effect between local culture experience and tourist satisfaction. Based on
research results, tourism destinations whose main goal is to make a difference and gain an
advantage among competitors should apply various marketing strategies within the scope of
positioning activities in which their characteristic features are emphasized. The localities
which are specific to destination DNA such as gastronomy, lifestyle, culture, history, people's
attitude towards foreigners, behaviors, and hospitality should be featured in the promotion
activities that focus on attracting more visitors to the region. The destination should draw
tourists' attention to 'local and cultural' elements; the subliminal messages that evoke people
in order to experience the things that are 'mystical and waiting to be discovered' with the help
of visual advertising items should be placed in visitors minds through memorable codes or
coding mechanisms. The placement of these codes in the tourist mind should stir excitement
in post-modern tourists and drive their novelty-seeking motives. Besides, the perception of the
‘unique to the destination' ought to be created. In this context, the destination should focus on
its distinct and unique characteristics by analyzing its main DNA structure. At this point, the
‘creative tourism' which is shaped according to the characteristic features of destination and
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aims to increase experience locality or ‘local touches' is a subject that should be focused on by
destination managers who are well-acquainted with destination features. Being widespread
day by day, appealing to the masses and aiming to make a contribution to individual
development as a new alternative that shakes the throne of cultural tourism, Creative Tourism
has emerged as a result of tourists' growing interest in interactive experiences. When
considered within the scope of individualization, it can be said that personal development is
undoubtedly possible by experiencing unique experiences. The expansion of the scope of
unique experiences and the presentation of them to visitors in tourism destinations is expected
to open up the road to great benefits in the long run. (Morgan et al., 2009). In line with these
perspectives, every tourist perceives the visited destination and its offered experiences in
different forms within his own characteristics. Also, parallel to Zukin's (1995) suggestion,
some destinations must go through a different cultural theme to differentiate themselves
among competitors in the tourism market. For example, destinations that differ from other
destinations with their gastronomic characteristics or gastronomic identity should be able to
offer opportunities to experience the local culinary culture. Quan and Wang (2004) suggest
the development of gastronomic routes and the organization of festivals. Travel agencies and
tour operators located in the destination should also plan and present the package tours and
local tours which the visitors have the opportunity to experience local cultural experiences.
Thus, tourists will reach beyond commoditized destinations and gain the opportunity to
experience genuine local culture in the destination. In this way, slow destinations that own
localness and culture will be created. Because in today's world the visitors are changing their
crust and they are slowly turning into culturally excited tourists who prefer quality rather than
quantity; aim to contact with culture, and desire to discover ‘unexplored' by seeking authentic
experience. Being present in the focus of the transformation, novelty-seeking which is
triggered by local culture experience would help and lead destinations in their struggle of
market competition.

This research focused on local culture experience, local lifestyle, local history, local
culinary culture and local people. Based on the proposition claiming that the culture is multi-

dimensional, local culture experience should be expanded and enriched.
References

Anderson, J. C., & Gerbing, D. (1984). The effect of sampling error on convergence,

improper solutions, and goodness-of-fit indices for Maximum Likelihood

324



PEOPLE: International Journal of Social Sciences

ISSN 2454-5899
Confirmatory Factor Analysis. Psychometrika, (49), 155-173.
https://doi.org/10.1007/BF02294170

Assaker, G., Vinzi, V. E., & O’Connor, P. O. (2011). Examining the effect of novelty seeking,

satisfaction, and destination image on tourists’ return pattern: A two factor, non-
linear latent growth model. Tourism Management, 32(4), 890-901.
https://doi.org/10.1016/j.tourman.2010.08.004

Byrne, B. M. (2001). Structural Equation Modeling with AMOS . NJ: Lawrence Erlbaum

Associates.

Chandralal, L., & Valenzuela, F. (2013). Exploring memorable tourism experiences:
antecedents and behavioural outcomes. Journal of Economics, Business and
Management, 1(2), 177-181. https://doi.org/10.7763/JOEBM.2013.V1.38

Crouch, G. I., & Ritchie, J. B. (1999). Tourism, competitiveness, and societal prosperity.
Journal of Business Research, 44 (3), 137- 152. https://doi.org/10.1016/S0148-
2963(97)00196-3

Crompton, J. L. (1979). Motivations for pleasure vacation. Annals of Tourism Research, 6(4),
408-424. https://doi.org/10.1016/0160-7383(79)90004-5

Cohen, E. (1974). Who is a tourist? A conceptual clarification. The Sociological
Review, 22(4), 527-555. .x https://doi.org/10.1111/].1467-954X.1974.tb00507.x

Cole, D. A. (1987). Utility of confirmatory factor analysis in test validation research. Journal
of Consulting and Clinical Psychology, (55), 1019-1031.
https://doi.org/10.1037/0022-006X.55.4.584

Csapo, J. (2012). The role and importance of cultural tourism in modern tourism industry.

In Strategies for Tourism Industry-Micro and Macro Perspectives. InTech, ISBN:
978-953-51-0566-4. https://doi.org/10.5772/38693

Dann, G. (1981). Tourist motivation. Annals of Tourism Research, 187-219.
https://doi.org/10.1016/0160-7383(81)90082-7

Driscoll, A., Lawson, R., & Niven, B. (1994). Measuring tourists' destination perceptions.
Annals of Tourism Research, 21(3), 499-511. https://doi.org/10.1016/0160-
7383(94)90117-1

Dwyer, L., & Kim, C. (2003). destination competitiveness: determinants and indicators.
Current Issues in Tourism, 369-414. https://doi.org/10.1080/13683500308667962

Fornell, C., & Larcker, D. (1981). Evaluating structural equation models with unobservable

variables and measurement error. Journal of Marketing Research, 18(1), 39-50.
https://doi.org/10.2307/3151312

325


https://doi.org/10.1007/BF02294170
https://doi.org/10.1007/BF02294170
https://doi.org/10.1016/j.tourman.2010.08.004
https://doi.org/10.7763/JOEBM.2013.V1.38
https://doi.org/10.1016/S0148-2963(97)00196-3
https://doi.org/10.1016/S0148-2963(97)00196-3
https://doi.org/10.1016/0160-7383(79)90004-5
.x%20https:/doi.org/10.1111/j.1467-954X.1974.tb00507.x
https://doi.org/10.1037/0022-006X.55.4.584
https://doi.org/10.5772/38693
https://doi.org/10.1016/0160-7383(81)90082-7
https://doi.org/10.1016/0160-7383(94)90117-1
https://doi.org/10.1016/0160-7383(94)90117-1
https://doi.org/10.1080/13683500308667962
https://doi.org/10.2307/3151312

PEOPLE: International Journal of Social Sciences

ISSN 2454-5899

Gnoth, J. (1997). Tourism motivation and expectation formation. Annals of Tourism
Research, 24(2), 283-304. https://doi.org/10.1016/S0160-7383(97)80002-3

Hanforcs, M., & Mossberg, L. (2003). Searching for the extraordinary meal experience.

Journal of Bussiness and Management, 9(3), 249-270.

Hair, J. F., Tatham, R. L., Anderson, R. E., & Black, W. (1998). Multivariate data analysis.
Upper Saddle River, N.J.: Prentice Hall.

Hirschman, E. C. (1984). Experience seeking: a subjectivist perspective of consumption.
Journal of Business Research, 12, 115-136. https://doi.org/10.1016/0148-
2963(84)90042-0

Hu, L. T., & Bentler, P. M. (1999). Cut off criteria for fit indexes in covariance structure

analysis: Conventional criteria versus new alternatives. Structural Equation
Modeling: a Multidisciplinary Journal, 6(1), 1-55.
https://doi.org/10.1080/10705519909540118

Hudman, L. E. (1980). Tourism: A shrinking world. Columbus, Ohio: Grid Inc.

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

Jensen, S. S. (2007), The roles of culture and creativity within urban development strategies:

Scandinavian cities, Centre for Strategic Urban Research, CSB, No. 8.

Ji, M., Wong, I. A., Eves, A., & Scarles, C. (2016). Food-related personality traits and the
moderating role of novelty-seeking in food satisfaction and travel outcomes, Tourism
Management, 57, 387-396. https://doi.org/10.1016/j.tourman.2016.06.003

Kelloway, E. K. (1998). Using LISREL for Structural Equation Modeling. C.A.: Thousand
Oaks, Sage Publishers.

Kim, J. H. (2014). The antecedents of memorable tourism experiences: The development of a
scale to measure the destination attributes associated with memorable experiences.
Tourism Management, 44, 34-45. https://doi.org/10.1016/j.tourman.2014.02.007

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

Kivela, J., & Crotts, J. (2006). Gastronomy tourism: a meaningful travel market segment.

Journal of Culinary Science and Technology, 39-55.
Lee, T., & Crompton, J. (1992). Measuring novelty seeking in tourism. Annals of Tourism
Search, 19, 732-751. https://doi.org/10.1016/0160-7383(92)90064-V

326


https://doi.org/10.1016/S0160-7383(97)80002-3
https://doi.org/10.1016/0148-2963(84)90042-0
https://doi.org/10.1016/0148-2963(84)90042-0
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1016/j.tourman.2006.04.024
https://doi.org/10.1016/j.tourman.2016.06.003
https://doi.org/10.1016/j.tourman.2014.02.007
https://doi.org/10.1177/0047287510385467
https://doi.org/10.1016/0160-7383(92)90064-V

PEOPLE: International Journal of Social Sciences
ISSN 2454-5899

Machlis, G., & Burch, W. (1983). Relations between strangers: cycles of structure and
meaning in tourist systems. Sociological Review, 31, 666-692.
https://doi.org/10.1111/j.1467-954X.1983.tb00726.x

Marsh, H., Balla, J. R., & McDonald, R. P. (1988). Goodness-of-fit Indexes in confirmatory
factor analysis: the effect of sample size. Psychological Bulletin, 103(3), 391-410.
https://doi.org/10.1037/0033-2909.103.3.391

Mayo, E., & Jarvis, L. (1981). The psychology of leisure travel: effective marketing and

selling of travel services. Boston: MA: CBI Publishing.

Mclintosh, R. W., Goeldner, C. R., & Ritchie, J. R. B. (1995). Tourism: principles, practices,
philosophies. New York: Wiley.

Morgan, M., Elbe, J., & Curiel, J. (2009). Has the experience economy arrived? The views of
destination managers in three visitor-dependent areas. International Journal of
Tourism Research, 11(2), 201-216. https://doi.org/10.1002/jtr.719

OECD, (2009). The impact of culture on tourism. France : OECD Publishing.

Okumus, B., Okumus, F., & McKercher, B. (2007). Incorporating local and international

cuisines in the marketing of tourism destinations: The cases of Hong Kong and
Turkey. Tourism management, 28(1), 253-261.
https://doi.org/10.1016/j.tourman.2005.12.020

Pearson, P. H. (1970). Relationship between global and specified measures of novelty

seeking. Journal of Consulting and Clinical Psychology, 34(2), 199-204.
https://doi.org/10.1037/h0029010

Petrick, J. F. (2002). An examination of golf vacationers’ novelty. Annals of Tourism
Research, 29(2), 384-400. https://doi.org/10.1016/S0160-7383(01)00040-8

Pine, J., & Gilmore, J. H. (1998). Welcome to the experience economy. Harvard Business
Review, 97-105.

Porter, M. (1990), The competitive advantage of nations. New York: Free Press
https://doi.org/10.1007/978-1-349-11336-1

Povey, G. (2006). Factors influencing the identity of regional food products; a grounded

theory approach. Cyprus Journal of Sciences, 4, 145-157.

Prentice, R. (2001). Experiential cultural tourism: museums & the marketing of the new
romanticsm of evoked authenticity. Museum Management and Curatorship, 19(1), 7-
30. https://doi.org/10.1080/09647770100201901

327


http://onlinelibrary.wiley.com/doi/10.1111/j.1467-954X.1983.tb00726.x/abstract
https://doi.org/10.1111/j.1467-954X.1983.tb00726.x
https://doi.org/10.1037/0033-2909.103.3.391
https://doi.org/10.1002/jtr.719
https://doi.org/10.1016/j.tourman.2005.12.020
https://doi.org/10.1037/h0029010
https://doi.org/10.1016/S0160-7383(01)00040-8
https://doi.org/10.1007/978-1-349-11336-1
https://doi.org/10.1080/09647770100201901

PEOPLE: International Journal of Social Sciences
ISSN 2454-5899

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: an
illustration from food experiences in tourism. Tourism Management, 25, 297-305.

https://doi.org/10.1016/S0261-5177(03)00130-4
Richards, G. (1996). Cultural Tourism in Europe, Wallingford: CAB International

Richards, G., & Wilson, J. (2006). Developing creativity in tourist experiences: a solution to
the serial reproduction of culture? Tourism Management. 27, 1209-1223.
https://doi.org/10.1016/j.tourman.2005.06.002

Richards, G., & Wilson, J. (Eds.). (2007). Tourism, creativity and development (Vol. 10).
Routledge

Schermelleh, E. K., Moosbrugger, H., & Miiller, H. (2003). Evaluating the fit of structural

equation models: tests of significance and descriptive goodness-of-fit measures.
Methods of Psychological Research Online, 8(2), 23-74.

Smith, S., & Costello, C. (2009). Culinary tourism: Satisfaction with a culinary event utilizing
importance-performance grid analysis. Journal of Vacation Marketing, 15(2), 99-
110. https://doi.org/10.1177/1356766708100818

Tsai, S. (2016). Memorable tourist experiences and place attachment when consuming local
food. International Journal of Tourism Research, https://doi.org/10.1002/jtr.2070

Toyama, M., & Yamada, Y. (2012). The relationships among tourist novelty, familiarity,
satisfaction, and destination loyalty: beyond the novelty-familiarity continuum.
International Journal of Marketing Studies, 4(6), 10-18.
https://doi.org/10.5539/ijms.v4n6p10

Turkish Language Association (2006, September 26). Retrieved from

http://www.tdk.gov.tr/index.php?option=com_gts&kelime=KULTUR

Veasna, S., Wu, W. Y., & Huang, C. H. (2013). The impact of destination source credibility
on destination satisfaction: The mediating effects of destination attachment and
destination image. Tourism Management, 36, 511-526.
https://doi.org/10.1016/j.tourman.2012.09.007

Vinh, N. Q. (2013). Destination Culture and Its Influence on Tourist Motivation and Tourist

Satisfaction of Homestay Visit. Journal of The Faculty of Economics and
Administrative Sciences, 3(2), 1999-222.

Westbrook, R. A., & Oliver, R. L. (1981). Developing better measures of consumer
satisfaction: some preliminary results. ACR North American Advances.

328


https://doi.org/10.1016/S0261-5177(03)00130-4
https://doi.org/10.1016/j.tourman.2005.06.002
https://doi.org/10.1177/1356766708100818
https://doi.org/10.1002/jtr.2070
https://doi.org/10.5539/ijms.v4n6p10
https://doi.org/10.1016/j.tourman.2012.09.007

PEOPLE: International Journal of Social Sciences
ISSN 2454-5899

Wheaton, B., Muthen, B., Alwin, D. F., & Summers, G. F. (1977). Assessing reliability and
stability in panel models. Sociological Methodology, 8, 84-136.
https://doi.org/10.2307/270754

Yoon, Y.; Uysal, M. (2005). An examination of the effects of motivation and satisfaction on

destination loyalty: a structural model. Tourism Management, 26(1), 45-56.
https://doi.org/10.1016/j.tourman.2003.08.016
Zukin, S. (1995). The Culture of Cities. Oxford: Blackwell.

329


https://doi.org/10.2307/270754
https://doi.org/10.1016/j.tourman.2003.08.016

