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Abstract 
After the Cold War, Türkiye was called a security-con-
suming actor due to its closeness to conflict zones, 
terror trouble and its with neighbors territory issues. 
Both these reasons and the identity-based security 
approaches of European Union (EU) member states 
have: it also created reasons for Türkiye’s exception 
from Common Foreign and Security Policy (CFSP) 
and EU. Subsequently, Russia’s intervention to Ge-
orgia, Arab Spring, migration and humanistic crises, 
the annexation of Crimea, Brexit, the COVID-19 pan-
demic and the occupation of Ukraine have threate-
ned the global and regional security. Against these 
threats, Türkiye has contributed to security by taking 
on a mediator role in the Russian and Ukrainian cri-
ses, initiating initiatives to ensure food and energy 
security, taking the lead in the migration and refu-
gee crisis, and participating in UN, NATO and EU 
operations. However, these contributions were over-
shadowed by the opposition of Greece and the Rum 
Cypriot Administration of Southern Cyprus to Türki-
ye within the Union. Although Türkiye was an actor 
producing security after 2010, it was criticized in the 
2022 Strategic Compass Document. In this manner, 
both evolving security approaches and current de-
velopments; Its requires examining and reanalyzing 
the relations Türkiye-EU, focusing on security.

Keywords: Energy Security, Security Approaches, 
CFSP, The Strategic Compass, Turkish Foreign Po-
licy.
JEL Codes: 00, H56, N70

Özet
Soğuk Savaş sonrası Türkiye, çatışma bölgelerine 
yakınlığı, terör sorunu ve komşuları ile yaşadığı ül-
kesel sorunlar nedeniyle güvenlik tüketen bir aktör 
olarak adlandırılmıştır. Hem bu nedenler hem de Av-
rupa Birliği (AB) üye devletlerinin kimliksel güvenlik 
yaklaşımları; Türkiye’nin Ortak Dış ve Güvenlik Poli-
tikası (ODGP) ve AB’den dışlanmasına da gerekçe 
oluşturmuştur. Sonrasında Rusya’nın Gürcistan mü-
dahalesi, Arap Baharı, göç ve insani krizler, Kırım’ın 
ilhakı, Brexit, Koronavirüs salgını ve Ukrayna’nın iş-
gali; küresel ve bölgesel güvenliği tehdit etmiştir. Bu 
tehditlere karşı Türkiye, Rusya ve Ukrayna krizinde 
arabulucu rol üstlenerek, gıda ve enerji güvenliğinin 
sağlanması için girişimler başlatarak, göç ve mülteci 
krizinde inisiyatif alarak, BM, NATO ve AB operas-
yonlarına dâhil olarak güvenliğe katkı sunmuştur. 
Ancak bu katkılar Yunanistan ve Güney Kıbrıs Rum 
Yönetimi’nin Birlik içindeki Türkiye karşıtlığının göl-
gesinde kalmıştır. Türkiye 2010 sonrası güvenlik üre-
ten bir aktör olmasına rağmen 2022 Stratejik Pusula 
Belgesi’nde eleştirilmiştir. Bu minvalde hem değişen 
güvenlik yaklaşımları hem de güncel gelişmeler; gü-
venliği odağa alarak Türkiye-AB ilişkilerinin incelen-
mesini ve yeniden analiz edilmesini gerektirmekte-
dir.
Anahtar Kelimeler: Enerji Güvenliği, Güvenlik Yak-
laşımları, ODGP, Stratejik Pusula, Türk Dış Politikası.
JEL Kodları: 00, H56, N70
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Introduction  
Türkiye, with 5% of its territory located in Thrace, 
is both a Balkan and a European state (Oran, 2010, 
p. 623). Therefore, Türkiye is an important strategic 
partner for the EU and its security, both in terms of 
its geopolitical and geocultural identity as well as its 
military and power capacity. At the same time, as a 
state with a liberal and democratic identity, Türkiye 
shares relatively common interests and needs with 
European states. Especially, Russia’s military inter-
vention in Georgia, the annexation of Crimea, and 
the invasion of Ukraine have triggered crises, espe-
cially in food and energy supply security, as well as 
migration and refugee issues. As a result, this situa-
tion has increased the need for Türkiye in ensuring 
European security.

With the end of the bipolar system and the perce-
ived threats from the Eastern Bloc, identity issues 
emerged at both the state and system levels. This 
situation has led state-level actors, including NATO, 
to engage in a process of re-constructing their iden-
tities. For Türkiye, perceiving itself as having lost 
significance after the Cold War, this transformation 
process has produced both new opportunities and 
certain limitations. Türkiye has sought to overcome 
this relative sense of isolation by recognizing newly 
independent Turkic states and establishing good re-
lations with Balkan countries. However, the wars and 
conflicts occurring in the Balkans and the Middle 
East have increased the security concerns for Tür-
kiye and the EU. Indeed, the statement “Türkiye’s 
security interests begin in Bosnia” after the confli-
cts in the Balkans describes a symbiotic relationship 
between the two actors in the context of security. 

The end of the bipolar system, the increased influen-
ce of non-state actors in decision-making processes, 
changes in security perception paradigms,2 the ina-
bility of states to combat threats independently, and 
the impact of asymmetric power/threat elements 
have all contributed to a transformation in the se-
curity relations between the EU, which aspires to be 
a global security actor, and Türkiye, which exceeds 
regional actor capacity. Indeed, Türkiye, which acted 
as a mediator among the parties in the conflicts in 
the Balkans, also provided effective support to UN 
and NATO operations. However, after 1992, Türkiye 
was excluded from the integration of the Western 
European Union (WEU) and the institutionalization 
process of the European Security and Defense Poli-
cy (ESDP). At the same time, the fact that the WEU 

would utilize NATO’s capabilities and resources ra-
ised some reservations and concerns for Türkiye. 
Despite these concerns, Türkiye was also excluded 
from the ESDP process, which represents the integ-
ration of the WEU into the EU. Its concerns were not 
alleviated until the Feira Summit. After the Lisbon 
Treaty, which restructured the ESDP into the Com-
mon Security and Defense Policy, Türkiye’s contri-
butions to European security were overlooked. Its 
contributions to global and regional security were 
overshadowed by identity-based approaches and 
the populist stances of actors such as Greece, the 
Rum Administration of Southern Cyprus (RASC), and 
France. Indeed, this attitude is reflected in the 2003, 
2008, and 2016 Strategy Documents, as well as the 
2022 Strategic Compass, where Türkiye’s candidate 
status for EU membership is not mentioned, and its 
security contributions are implied to be consumed. 

Although, following the dissolution of the Warsaw 
Pact, narratives suggesting that Türkiye did not pro-
duce security and had lost its importance for the 
West became prominent, Türkiye, which adopted 
an active foreign policy as a conflict-resolution actor 
after 2010, has reached a level where it produces se-
curity and contributes to peace and stability in Euro-
pean security. In this context, the increasing migra-
tion to the EU, the instability resulting from regional 
crises, the expansion of the security dimension,3 

energy supply security, climate change, and pande-
mics being viewed as new threats have all enhanced 
Türkiye’s geopolitical, economic, and strategic im-
portance. At the same time, Türkiye’s liberal and de-
mocratic state identity has facilitated the deepening 
of bilateral relations and the adoption of common 
interests in the EU’s search for potential security col-
laborations. Especially with recent developments, 
Türkiye’s role as a mediator in regional issues, along 
with its military capacity, success in combating terro-
rism, and liberal state identity, highlights the security 
dimension in EU-Türkiye relations. However, Türki-
ye’s humanitarian approach and emphasis on mutual 
dialogue in addressing issues within the Mediterra-
nean hinterland have been interpreted differently by 
the West, particularly by EU member states. 

In summary, Türkiye’s membership in NATO, the UN, 
and the Organization for Security and Co-operation 
in Europe (OSCE), along with its developing military 
capabilities, liberal and democratic state identity, 
and effective use of both soft and hard power tools, 
continue to contribute to international peace and 

2 The transformation of the traditional security perception based on the distinction between high and low politics.
3 Individual, climate, environment, economy, energy, food security, etc.
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stability. These factors also complicate the achieve-
ment of a Europe-wide security framework indepen-
dent of Türkiye. 

Ultimately, the European Security Strategy Docu-
ments, along with the new threat classifications and 
current developments4 make it essential to examine 
and reanalyze Türkiye-EU relations with a focus on 
security. In the study, with the assumption that Türki-
ye, characterized as a security-consuming actor, has 
become a security-producing actor post-2010, secu-
rity is taken as the focal point. An analytical-expla-
natory method is employed to analyze Türkiye-EU 
relations chronologically. In this context, the relati-
onship between security and identity is examined 
from a theoretical perspective, utilizing case studies 
and data that test the assumption.

Security, Identity and New Threats: The-
oretical Framework
Accepted as date of the emergence of modern na-
tion state from 1648’s to today, Security is among 
the primary agenda of states and non-state actors. 
However, within the discipline of international relati-
ons, there is no definitive definition of what security 
fully encompasses or what it precisely is. Additional-
ly, there are ongoing institutional debates regarding 
which issues should be included within the scope of 
security. In this context, the functionality of both tra-
ditional and modern security approaches in foreign 
policy, as well as in how actors perceive each other, 
is noteworthy. However, in foreign policy analyzes 
conducted at the state level, it is seen that the noti-
on of identity and abstract elements (such as religi-
on and culture), which were ignored during the Cold 
War, gradually gain meaning and direct the state’s 
perception of security and threat behavior. Ultima-
tely, these elements also have an impact on Türkiye 
and the EU relations and are decisive in the threat, 
interest, purpose and foreign policy quadrant. 

The “First Great Debate” between liberalism and 
realism provides insight into how the concept of 
security was perceived during that period. These 
debates form the foundation of the traditional se-
curity approach. However, when examining these 
approaches, it is important not to overlook the role 
of the international system in the emergence of the 
traditional security approach, which was not only a 
determining factor but also acted as a catalyst. Inde-
ed, while it was possible to understand and analyze 
inter-bloc relations during the rigid bipolar system, 
dominated by the two major powers, the USA and 
the USSR, using the traditional security approach, 
it becomes more challenging to base inter-state re-

lations on this approach in the post-Cold War era, 
characterized by a multipolar and unipolar system. 

Realist theorists view the state of insecurity in indi-
viduals as natural in the state of nature, assuming 
that the instinct for self-preservation and security 
concerns trigger violence and shape human actions. 
Consequently, they argue that wars are a result of 
human nature (Hobbes, 2007, pp. 94-95). Realists, 
particularly those who argue that the state of nature 
is anarchic, consider that this condition is also deci-
sive in inter-state relations (Herz, 1981, p. 186). Ulti-
mately, realists accept inter-state relations as a ze-
ro-sum game. In this context, realists emphasize that 
there is no higher authority with the power to limit 
the actions of states, that actors prioritize power po-
litics, and that states pursue their interests within an 
anarchic system, using power as a means to this end 
(Mearsheimer, 2019, p. 16). Realists point out that 
power politics heightens mutual security concerns 
and accelerates the arms race. Thus, the security di-
lemma has led realists to classify issues into high and 
low politics, with matters related to war, security, and 
national boundaries being categorized as high poli-
tics, while issues such as health, environment, and 
climate are classified as low politics (Kaufman, 2022, 
pp. 62-63). Building on this, realists have proposed 
the maxim “if you want peace, prepare for war” (si 
vis pacem, para bellum) (Henderson, 1997, p. 315). 
Ultimately, realism considers security as a primary 
interest for the continuity and survival of states,and 
treating security as a comprehensive concern en-
compassing military threats. According to realism, 
while the need for security is met through the power 
that states possess, National elements are among 
the primary interest. Realists also indicate competiti-
on in geopolitical and influence struggles, indicating 
that the ability to compete is proportional to power. 
Realist and geopolitical theorists, who see physical 
and military elements as parameters for acquiring 
power, suggest that power can be calculated using 
the formula: “military power = military expenditures 
(0.652) + active military personnel (0.217) + territori-
ality (0.109)”.5

Liberals, unlike realists, do not view international 
relations as a zero-sum game. They emphasize the 
existence and role of non-state actors alongside sta-
tes. Therefore, liberals do not view wars as a result 
of human nature (Kaufman, 2022, p. 62). They assu-
me that low politics issues can also be included in 
the security equation (Kaufman, 2022, p. 62). In this 
context, issues such as the economy, environment, 
climate, and individual security-considered insuffi-
ciently emphasized by realists-are evaluated within 
this framework. Additionally, liberals emphasize that 

4 The high risk of conflict carried by Balkan states, the current conflicts, instability, and governance crises in North Africa, Russia’s revisi-
onist foreign policy that continued with the annexation of Crimea following its intervention in Georgia, and the increasing asymmetric 
threats in the Middle East after the Arab Spring are accepted within this classification. 
5 In the realist paradigm, power calculations are made using similar parameters. Therefore, an empirical method for the calculation 
model was preferred in this study. For different power calculation formulations, see also (Chang, 2004, p. 5; Sułek, 2020, p. 47).
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the increase in the number of democratic states wit-
hin the system is crucial for achieving global peace 
and security (Fukuyama, 2012, pp. 22-24). Just as re-
alists, liberals also regard states as rational actors. 
However, in contrast to realists, they assume that 
as a result of this rationality, interests can actually 
be harmonized. Liberals, who assume that non-sta-
te actors, particularly international institutions, can 
reduce states’ security concerns, believe that these 
actors (e.g., the UN, NATO) contribute to global se-
curity by addressing misperceptions and resolving 
conflicts (Nye and Welch, 2011, p. 96). Ultimately, 
focusing on both military and economic power, libe-
rals propose that economic power can be calculated 
using the formula: “Economic power = GDP (0.652) 
× Population (0.217) × Spatial factors/Area (0.109)” 
(Kiczma and Sułek, 2020, p. 19). 

Theories such as pluralism, functionalism, and neo-
functionalism, which emphasize the importance of 
the economy and draw from liberalism, also ope-
rate under similar assumptions. These theories ar-
gue that economic-based cooperation, which slows 
down inter-state competition and fosters mutual de-
pendence, will transition into a political phase and 
eventually manifest as a security community (Haas, 
1961, pp. 366-367). Based on this, they assume that 
through consensus, the process of harmonizing inte-
rests and communication, political units will establish 
a relationship of trust with each other, and thus the 
security conflict can be put to an end. It is also emp-
hasized that actors can achieve a pluralistic security 
community by coming together under a supranatio-
nal authority (Dedeoğlu, 2004, p. 11). In this context, 
the conceptualizations of Emitai Etzioni’s ‘take off,’ 
David Mitrany’s ‘ramification,’ and Ernst Haas’ ‘spill 
over’ offer meaningful propositions about how the 
EU and security are established (Mitrany, 1948; Haas, 
1964). 

It is evident that the traditional security approaches 
outlined above provide rational propositions regar-
ding the scope of security within a bipolar system 
and contribute to the understanding of security po-
licies. Traditions, security; They see it as a complex 
mosaic of separate agendas and interests in which 
each political unit emerges with its own selfish in-
terests, poses its own threats and forms stable alli-
ances (Buzan and Wæver, 2009, p. 253). Moreover, 
asymmetric threats that emerged after the Cold War 
began to have global effects, and it became difficult 
for actors to combat these threats individually. Wars, 
irregular migration, terrorism, humanitarian crises, 
and genocides, as well as attacks on historical and 
cultural heritage, have paved the way for security to 
expand from a regional to a global scale. As a re-
sult, the cost of meeting security needs has increa-
sed. In addition, the state, which had the monopoly 
on the use of force, began to lose this monopoly, 
and new security areas emerged with the involve-
ment of non-state actors in the process. The expan-
sion of these security domains has paralleled glo-

balization and technological advancements. Areas 
such as cybersecurity, personal information security, 
energy supply security, proliferation of weapons of 
mass destruction, global pandemics, data security, 
and combating disinformation have been assessed 
within the realm of security. Ultimately, the constru-
ctivists, who managed to offer consistent proposi-
tions in making sense of the actors after 1990 and 
analyzing the system, tried to clarify the system and 
the actions of the actors in the triangle of security, 
perception and identity.

Constructivists, who argue that rationalist theories 
make assumptions devoid of elements such as cul-
ture, language/discourse, religion, and identity, em-
phasize that interests are not predetermined but are 
directly related to identity. At the same time, cons-
tructivists, who challenge the rationalists’ assumpti-
on of an anarchic system, focus on the relationship 
between identity and interests and argue that anar-
chy is mutually constructed. From this point of view, 
constructivists, who view the system as a structure 
that emerges as a result of social relations, defines 
identity as the distinction between ‘us’ and ‘them,’ 
answering the question of ‘who,’ providing ideas 
about areas of interest, and helping to interpret and 
imply actions” (Hopf, 1998, p. 175; Koslowski and 
Kratochwil, p. 216). Claiming that concepts such 
as security dilemma and threat legitimize existing 
power relations, Wendt (1992, pp. 407-408; 2016, pp. 
281-287) states that one of the states has the aim of 
gaining power, or at least it is accepted as such by 
the others, and therefore he argues that others also 
had to “chase for power”. Based on this, construc-
tivists assume that actors unable to integrate into a 
system characterized by high levels of competition 
have heightened threat perceptions and shape their 
actions accordingly (Wendt, 1992, p. 407). Constru-
ctivists emphasize that the condition for ensuring 
international security lies in the export of ideas and 
intercultural dialogues (Snyder, 2004, p. 26). Indeed, 
in the constructivist perspective focused on discour-
se, it is highlighted that both material and discur-
sive power are necessary for understanding global 
events in any meaningful way (Hopf, 1998, p. 177). 
Indeed, Onuf (2010, p. 68) emphasizes that discour-
se is not merely a reflection of social reality but also 
reflects the perspectives of those who use the lan-
guage.

With the proposition that identities construct inte-
rests, constructivists approach power from a diffe-
rent perspective on the grounds that the interna-
tional system has changed. Constructivists, who 
evaluate the rationalists’ definitions of power as 
hard power, draw attention to the parameters of soft 
power. Soft power is defined as “the ability of actors 
to persuade and attract one another to make others 
want what they want” (Nye and Welch, 2011, pp. 64-
65). Soft power, which provides benefits in a longer 
period of time compared to hard power gains, is less 
risky and costly than hard power. However, it should 



5

Türkiye-European Union Relations In The Framework Of Common Foreign and Security Policy: 
Identity and Security

be noted that hard and soft power are not indepen-
dent of each other. 

The Copenhagen School, which carried the concept 
of security beyond the state monopoly, became the 
trigger for new security studies. As a matter of fact, 
the School includes areas other than military and 
physical security elements within the scope of secu-
ritization. According to this perspective, nourished 
by constructivism, “security issues are constructed 
as security threats through speech-acts, and extraor-
dinary means are used against the constructed secu-
rity threats” (Baysal and Lüleci, 2015, p. 63).

The Copenhagen School, which highlights the dis-
course, defines “moving it into the field of security 
and turning it into a security problem” as “securi-
tization”, and taking a problem out of the field of 
security is defined as “de-security” (Köksoy and 
Ceyhan, 2023, p. 778). However, Buzan and Wæver 
(2009, pp. 255-257), who state that actors use and 
instrumentalize the concept of securitization in line 
with their own interests, focus on securitization with 
micro, medium and macro level analysis. Based on 
this, it is assumed that political units will act as a 
“constellation” with macro securitization, and at-
tention is drawn to the intersubjective perception of 
threat. Ultimately, macro securitization is sometimes 
exclusive and sometimes inclusive, and can reveal a 
collective or global understanding of security (Buzan 
and Wæver, 2009, p. 264). 

In summary, the area covered by the traditional se-
curity approach has been shaped according to the 
nature, variability and needs of the international 
system. With the end of the bipolar system, there 
was a transition to a unipolar and then a multipo-
lar system. This situation has made it necessary to 
reconsider and review the concept of security and 
expand the areas it covers. For this reason, modern 
security approaches were used to test and test the 
basic assumption of the study. It is assumed that 
the identity-interest relationship is decisive in Türki-
ye-EU relations.

Exclusion of Türkiye from European Se-
curity
Türkiye is a member of significant European secu-
rity institutions, including the OSCE, the WEU, and 
NATO. It seems that Türkiye, which contributes to EU 
security especially with its OSCE and NATO mem-
bership, has been excluded along with the WEU’s 
integration process into the EU. As a matter of fact, 
in Bonn, “the condition of full membership to the EU 
was introduced in order to become a full member 
of the WEU” (Efe, 2007, p. 130). In this case, Türkiye, 
Norway and Iceland, which are not EU members, jo-
ined the WEU as associate members in 1992 (Akgül 
and Dizdaroğlu, 2014, p. 140). Within the framework 
of ESDP, it has brought to the agenda discussions 
about the current status and duties of states that are 

NATO members but not EU members. In this direc-
tion, with the Feira Summit held in 2000, “necessary 
arrangements were made for NATO allies (Poland, 
Hungary, Czechia, Norway, Iceland, Türkiye) and can-
didate countries to participate in crisis management 
operations carried out by the EU” (Akgül and Dizda-
roğlu, 2014, p. 146). 

In this case, Türkiye, Norway and Iceland, which 
are not EU members, joined the WEU as associate 
members in 1992 (Akgül and Dizdaroğlu, 2014, p. 
140). Within the framework of ESDP, it has brought 
to the agenda discussions about the current status 
and duties of states that are NATO members but not 
EU members. In this direction, with the Feira Summit 
held in 2000, “necessary arrangements were made 
for NATO allies (Poland, Hungary, Czechia, Norway, 
Iceland, Türkiye) and candidate countries to parti-
cipate in crisis management operations carried out 
by the EU” (Akgül and Dizdaroğlu, 2014, p. 146). At 
this Summit, NATO allies that are not EU members 
were granted the right to participate in EU-led ope-
rations that utilize NATO’s capabilities and assets, 
contingent upon their own willingness to do so. It 
was noted that the EU’s “participation in the opera-
tions that it will initiate with its own military power, 
without using NATO resources, may change depen-
ding on the invitation of the Council” (Çayhan, 2002, 
p. 50). The decision also stated that non-EU Euro-
pean states “will have a say in the execution of the 
operation through the Contributors Committee, and 
the decision on whether to initiate or terminate the 
operation will be made only by the EU” (Akgül and 
Dizdaroğlu, 2014, p. 146). 

After the AK Party came to power in 2002, there were 
important developments in the course of EU-Türkiye 
relations until 2010. Türkiye initiated reforms prima-
rily in the constitutional, economic, political, and 
judicial spheres to meet the Copenhagen Criteria, 
which are considered essential for EU membership. 
However, relations became strained again with the 
full EU membership of RASC in 2004. The EU pre-
sented the recognition of RASC as a prerequisite for 
Türkiye s membership in the Union. This situation led 
to a stalemate in relations. The stalled relations were 
pulled into a pragmatic framework due to migrati-
on and refugee issues that threatened EU security, 
resulting in the signing of the EU-Türkiye Readmis-
sion Agreement in 2013 (Şehitoğlu, 2024, pp. 109-
111). However, Türkiye argued that the EU had not 
fulfilled its commitments. On the other hand, the EU 
claimed that Türkiye was instrumentalizing the mig-
ration crisis. The strained relations peaked with the 
July 15 coup, and due to national security concerns, 
Türkiye’s fight against PKK and YPG terrorist organi-
zations, especially FETO (Fethullah Terrorist Organi-
zation, PDY), was interpreted differently by the EU. 
Extending the period of state of emergency within 
the scope of the fight against FETO was evaluated 
as a human rights violation, and Türkiye was requ-
ested to fulfill its responsibilities determined in the 
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Visa Liberalization Road Map (Türkiye 2016 Report, 
p. 5). The EU also demanded that Türkiye expand its 
Customs Union practices to include the Republic of 
Cyprus. 

Within the scope of CFSP, the EU has added a new 
dimension to Türkiye relations with the 2016 Global 
Strategy Document. In this regard, the EU, which has 
determined a new security area, especially the Wes-
tern Balkans, Africa and the Middle East, based on 
cooperation against regional crises and the threats it 
perceives from the south and east, aims to prioritize 
human rights with Türkiye and develop cooperation 
in the fight against terrorism (CoE, 2016, p. 22). In 
the same document, it is implied that it is not pos-
sible to exclude Türkiye in the fight against migrati-
on, energy supply security, terrorism and organized 
crime. Türkiye’s candidate status was not mentioned 
and it was noted that relations would be mainta-
ined within the framework of good neighborliness 
(CoE, 2016, p. 24). Likewise the EU has announced 
that it aims to deepen its relations with Türkiye in 
the fields of energy, education and transportation. 
Moreover, it was stated that Türkiye needed to nor-
malize its position on Cyprus for its accession to the 
EU. It has been suggested that relations with Türkiye 
can be developed through the Customs Union and 
visa liberalization (CoE, 2016, p. 35). As a matter of 
fact, in the 2019 Report prepared within the scope of 
the Global Strategy Document, the EU announced 
that a successful cooperation has been established 
with Türkiye to address common challenges in are-
as such as migration, fight against terrorism, energy, 
transportation, economy and trade. It is mentioned 
that good relations have been established with Tür-
kiye regarding the Middle East Peace Process and 
the common foreign policy, especially the problems 
experienced in Syria, Iraq, Iran, Libya and the Gulf 
countries (EUGS 2019 Report, 2019, p. 18). The same 
report noted that Türkiye had achieved a 44% align-
ment with the Global Strategy for the European Uni-
on, but criticized Türkiye for supporting Azerbaijan 
during the Nagorno-Karabakh conflict in April 2016 
(Türkiye 2016 Raporu, p. 91). In the EU 2018 Report, it 
is stated that Türkiye has complied with the CFSP at 
a rate of 16%. In other reports, Türkiye’s compliance 
with the CFSP was reported as 18% in 2019, 21% in 
2020, 14% in 2021, and declined to the lowest level 
ever recorded at 7% in 2022. There are two main fac-
tors contributing to the decline in these compliance 
rates. The first is Türkiye’s use of its veto power aga-
inst Sweden and Finland’s NATO membership due 
to their hosting of terrorist and extremist groups. 
The second one arises from the problems related 
to the activities of Greece and RASC in the Medi-
terranean that violate Türkiye’s sovereign rights. As 
a matter of fact, in the Strategic Compass Reports 
adopted in 2022, the natural rights of Türkiye, which 
has the longest coastline in the Eastern Mediterra-
nean, were ignored, the theses of Greece and RASC 

were brought to the fore, and it was assumed that 
“the borders of these two countries are the borders 
of the Union” (Strategic Compass for Security and 
Defense, 2022, p. 4; Ceylan and İldem, 2022, p. 6). 

Türkiye conducts extraterritorial operations on mat-
ters concerning its national security; Being physical-
ly present in Syria, Iraq and Libya and pursuing its 
own interests in the exclusive economic zone (EEZ) 
area in the Mediterranean; makes Türkiye’s exclusi-
on from CFSP more obvious. Particularly the attitu-
de of France and Greece against Türkiye within the 
EU caused this situation to be further reinforced and 
caused Türkiye to be described as a partner rather 
than a candidate in the Strategic Compass in March 
2022. Türkiye has not been directly named as a se-
curity consuming actor, but it has been stated that it 
poses a threat to EU member states. It is stated that 
Türkiye “engages in provocations and unilateral ac-
tions against EU members, violates sovereign rights 
in violation of international law, instrumentalizes irre-
gular migration, and escalates tension in the Eastern 
Mediterranean” (Strategic Compass for Security and 
Defense, 2022, p. 9). Ultimately, it was also noted in 
the Strategic Compass that the EU is willing to es-
tablish a mutually beneficial partnership relationship 
with Türkiye, continuing its cooperation within the 
scope of CFSP. 

Türkiye’s application to Permanent Structured Co-
operation (PESCO); despite being excluded from 
the CFSP, it shows its efforts to develop and deepen 
bilateral relations. However, associating the prob-
lems with identity in the case of Greece and RASC 
reduces Türkiye’s compliance with the CFSP and ca-
uses tensions in relations with the EU. The context 
in which Türkiye-PESCO relations will be developed 
has not yet gone beyond discussions. In this regard, 
the fundamental interests of the Union members 
disrupt the EU’s ambition to become a global actor. 
As a matter of fact, Türkiye’s CFSP concerns conti-
nue. In this regard, Türkiye continues to display an 
opposing attitude to the Berlin Plus regulations in 
EU-NATO relations. At the same time, Türkiye con-
tinues to make efforts to ensure that the Berlin Plus 
arrangement does not include all Union members in 
EU-NATO relations.

Türkiye as a Security Producing Actor: 
Sample Cases
Türkiye has contributed and continues to contribute 
to European security in the context of its state iden-
tity and the foreign policy principles it adopted after 
the Cold War. Although the discourse of ‘an actor 
consuming security’ came to the fore in Türkiye-EU 
relations after the Cold War, Türkiye managed to 
play a role as a problem-solving actor in the humani-
tarian crises in Yugoslavia. With the same perspecti-
ve, Türkiye acted together with the West in the Gulf 
crisis and played a role in building regional security. 
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Based on this, Türkiye has reduced traditional secu-
rity perceptions after 2002 and evaluated security in 
a wide range at global and regional levels, as exp-
ressed in contemporary security studies. After 2019, 
Türkiye adopted a humanitarian and multi-dimensi-
onal foreign policy principle by focusing on multila-
teralism, and pursued a foreign policy with the iden-
tity of a benevolent power that embraces regional 
problems.

Türkiye had to struggle with identity crisis, crises 
and loneliness syndrome after the Cold War, was 
accepted as a regional power as of 2000. With ad-
vancements in power and capacity6 Türkiye’s interest 
in international politics and regional issues has inc-
reased (Morgenthau, 1970, p. 31) emphasizing that 
it is a European country (Türkiye Ministry of Foreign 
Affairs, 2019). 

In this regard, while discussions on recognizing the 
independence of Croatia, Macedonia and Slovenia 
continue within the European Community (EC), Tür-
kiye has decided to recognize these states. At the 
same time, Türkiye made special efforts for the in-
tegration of the Balkan states into international insti-
tutions and organizations. It has revised its regional 
and global relations with initiatives such as the Black 
Sea Economic Cooperation Organization, the Tur-
kish Cooperation and Coordination Agency and D8. 
Türkiye, which attaches importance to its bilateral 
relations with Bulgaria, Romania and Albania, which 
have transitioned from a communist state identity to 
a liberal state identity, has developed cooperation in 
military, commercial and infrastructure fields. 

Türkiye deployed 1,400 troops to UN Protection 
Force, participated in Operation Alba, and played 
an active role in the formation of the South-Eastern 
Europe Brigade (SEEBRIG) (Bağbaşlıoğlu, 2018, p. 
233). Türkiye provided support with a force of 1,320 
personnel to the Implementation Force, which was 
established to ensure the implementation of the 
1995 Dayton Peace Agreement that ended the war 
in Bosnia and Herzegovina (Bağbaşlıoğlu, 2018, p. 
233; Aydın, 2018, p. 498). Similarly, Türkiye contribu-
ted to peace and stability by supporting the Sout-
heastern European Cooperation Initiative (SECI) and 
the Stability Pact for the Balkans. 

Türkiye’s contribution to European security in this 
process was interpreted differently by France, es-
pecially Greece. So much so that Greece claimed 
that Türkiye was trying to create a “Turkish Crescent/
Axis” in the Balkans (Aydın, 2018, p. 515; Uzgel, 
1998, p. 416). These allegations formed the basis of 
the problems that Türkiye and EC relations will ex-
perience in the future. This situation was used as an 
argument by Greece and RASC to exclude Türkiye 
from ESDP. However, despite these allegations, Tür-

kiye continued to contribute to peace and stability 
and managed to take an active role in the Kosovo 
crisis that broke out in 1998. When the events that 
started in Pristina turned into a conflict, Türkiye qu-
ickly assumed a mediating role, and the Minister of 
Foreign Affairs of the time, İsmail Cem, visited Ser-
bia and presented a 3-stage plan (Uzgel, 1998, p. 
412). Later, Türkiye participated in the UN Security 
Council’s embargo on Serbia, opened its airspace to 
NATO operations, and then provided support to the 
Kosovo Force (KFOR) with a force of 1,000 persons 
(Aydın, 2018, pp. 512-513). 

The conflict in Kosovo spilled over into Macedo-
nia in 2001, creating a new crisis in the Balkans. In 
this crisis, as in others, Türkiye acted together with 
NATO. The EU, which aims to be an operational ac-
tor in crises and conflicts within the scope of ESDP, 
remained in the shadow of NATO in this crisis, while 
NATO and Türkiye assumed the necessary respon-
sibilities for the establishment of European security. 
Ultimately, the Albanian and Macedonian conflict 
ended with the Ohrid Framework Agreement sig-
ned in 2001. In this regard, Türkiye participated in 
NATO’s Allied Harmony and Amber Fox operations 
and supported the Concordia and Proxima opera-
tions launched for post-conflict peacekeeping. In 
addition, Türkiye has contributed to peacekeeping 
operations outside Europe. As a matter of fact, Tür-
kiye led the International Security Assistance Force 
(ISAF) launched in 2003, participated in the Iraq Trai-
ning Mission initiated by NATO, and trained Iraqi se-
curity forces in Türkiye. Similarly, Türkiye participated 
in Operation Active Endeavor launched by NATO, 
Operations Ocean Shield in 2009 and Joint Protec-
tor in 2010 (Türkiye Ministry of Foreign Affairs, 2012). 

In 2011, Türkiye participated in the EUFOR Althea 
Operation in Bosnia and Herzegovina, the EU’s first 
civilian crisis management operation, as the country 
that provided the largest military contribution from 
outside the Union (Türkiye 2021 Report, p. 92). In 
addition, Türkiye participated in the Bosnia and 
Herzegovina Police Mission (EUPM) and the EUPOL 
Kinshasa Police Mission initiated by the EU. Howe-
ver, after the coup on July 15, Türkiye had to tem-
porarily withdraw from the military mission in Bosnia 
and Herzegovina and EULEX in Kosovo (Türkiye 2016 
Report, p. 31). In addition, Türkiye temporarily cont-
ributed to the Palestine EUPOL COPPS and Ukraine 
EUAM Operations initiated by the Union outside 
Europe (Türkiye 2016 Report, p. 92).

Türkiye addressed the problems that emerged after 
the Arab Spring from a humanitarian perspective 
and contributed to European security. After the Arab 
Spring, the EU needed Türkiye more than ever. So 
much so that European Commission President Je-

6 According to Morgenthau (1970, pp. 31-32), an actor’s global relations correspond to its power. The disinterest of countries like 
Luxembourg, Switzerland, or Andorra in international politics stems from this assumption.
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an-Claude Juncker stated that “the EU should work 
together with Türkiye and develop policies in accep-
ting and monitoring refugees” (Gözkaman, 2013, 
pp. 110-116). Türkiye has acted together with the in-
ternational community in humanitarian, refugee and 
migration crises, especially energy supply security. 
At the same time, Türkiye has become a role model 
for these revolutionary movements with its democ-
ratic and liberal identity. In this regard, it organized 
an international conference titled “Arab Awakening 
and Peace in the Middle East: Muslim and Christi-
an Perspectives” in Istanbul in 2012 (DİB, 2012). He 
contributed to NATO’s humanitarian intervention in 
Libya and supported popular movements to reach 
a democratic, human rights-prioritizing and liberal 
structure. 

Türkiye took the initiative in the irregular migration 
flow that caused a crisis in the EU with the Read-
mission Agreement in 2013. In this regard, Türkiye 
supported the EU’s Valletta Action Plan, which aims 
to prevent irregular migration flows from Africa to 
Europe. With this contribution of Türkiye, “the num-
ber of immigrants entering the EU, whose number 
exceeded 1 million in 2015, decreased to 123 thou-
sand in 2019” (Boell, 2021). Since 2016, Türkiye con-
tinues to contribute to the protection and security of 
the Union’s air, sea and land borders in the context 
of the EU Border and Coast Guard Agency (Fron-
tex). However, Greece pushed the refugees back 
and Frontex officials ignored this situation in their 
reports; It jeopardized the cooperation process that 
had been developed. As a matter of fact, in Europe-
an Anti-Fraud Office (OLAF) investigation initiated 
by the EU within the scope of the fight against cor-
ruption, it was stated that “Frontex officials abused 
their duties and turned a blind eye to human rights 
violations” (Euronews, 2022). Ultimately, Türkiye, as 
a country on the irregular migration route, has be-
come the country hosting the highest number of 
refugees today (UNHCR, 2023). In this regard, consi-
dering that the main target geography of the migra-
tion route is Europe, Türkiye has contributed to EU 
security by preventing a significant crisis. 

With Russia’s invasion of Ukraine, the EU swiftly an-
nounced the adoption of the Strategic Compass 
Document in March 2022. In parallel with the onset 
of the invasion, the EU condemned Russia and be-
gan to impose sanctions. The diplomatic initiatives 
initiated by the EU before the war failed. For this 
reason, while the war continued, it adopted a po-
licy far from being a mediator and problem-solving 
actor (Şehitoğlu, 2023, pp. 239-241). As a matter of 
fact, the EU, which provided economic and politi-
cal support to Ukraine with the start of the war, also 
extended its aid to military areas as the war continu-
ed. Türkiye, on the other hand, condemned Russia’s 
invasion at almost every opportunity, but believed 

that the problems would be solved through proa-
ctive diplomacy and negotiations rather than san-
ctions. This approach by Türkiye faced criticism for 
not participating in the sanctions. However, Türkiye 
hosted the Antalya Summit in March 2022, where the 
parties had high-level contact for the first time af-
ter the invasion, and prioritized dialogues to resolve 
the crisis. The food crisis that emerged after Russia’s 
invasion of Ukraine had an impact on other geog-
raphical subsystems, especially Africa, and Türkiye 
brought together Russian and Ukrainian officials in 
Istanbul on July 22, 2022 and pioneered the launch 
of the Black Sea Grain Initiative (UN, 2022). 

Türkiye, with its identity as a problem solver and 
playmaker, has also played a critical role in solving 
the energy crisis experienced by the EU. The EU, 
which is 27% unilaterally dependent on Russia for 
energy, has tried to overcome this problem with the 
REPowerEU Plan. Through the REPowerEU Plan, the 
EU aimed to reduce its dependence on Russian gas 
by 2/3 (Euronews, 2022). Ultimately, Eurasian and 
Middle Eastern energy resources have become inc-
reasingly important for the EU. As a result,  Türkiye 
has come to the fore as the least costly and most re-
liable route for energy transportation, and the need 
for Türkiye to transport energy resources to Europe 
has increased. 

Türkiye also contributes to global energy security 
with the “Baku-Tbilisi-Ceyhan (BTC), South Cauca-
sus (SCP), Baku-Tbilisi-Erzurum (BTE), Türkiye-Gree-
ce Natural Gas Interconnection, Trans Anatolia (TA-
NAP) and Turkish Stream” pipelines presented. At 
the same time, Türkiye continues to meet Europe’s 
energy needs with the Southern Gas Corridor comp-
leted in 2020. As a matter of fact, with these initia-
tives, Türkiye supplied 11.3 billion m³ of gas to the 
EU in 2022, and this figure reached 97.3 billion m³ in 
2023; It has also contributed to European security in 
the field of energy (Anadolu Agency, 2023). 

It is seen that Türkiye’s capacity in the context of 
military, geopolitical, economic and soft power has 
improved in line with its current position and foreign 
policy goals. Analysis shows that this capacity will 
increase and the competitiveness level will increase 
in 2030. In this regard, increasing asymmetric thre-
ats and regional instability; It has caused Türkiye to 
care about defense expenditures and military deve-
lopments,also turning to tools that will increase its 
soft power capacity. As a matter of fact, it is predic-
ted that Türkiye will rank 15th in the global military 
power ranking in 2030. Türkiye, which ranked 18th in 
1992 and 17th in 2018 in the economic power rankin-
gs, is assumed to be 15th in 2030 (Kiczma and Sułek, 
2020). In the soft power ranking, Türkiye, which was 
ranked 30th in 2020 and 27th in 2021, rose to 23rd 
place in 2023 (Brand Finance Branddirectory, 2020-
2021-2022).



9

Türkiye-European Union Relations In The Framework Of Common Foreign and Security Policy: 
Identity and Security

Military
Power
2030

(Forese-
en)

Economic
Power
2030 

(Forese-
en)

Soft
Power
2023

1. Chinese 201,94 1. Chinese 201,94 1. USA 74,8

2. USA 137,99 2. USA 137,99 2. U.Kingdom 67,3

7. Russia 24,82 7. Russia 24,82 3. Germany 65,3

8. Germany 23,06 8. Germany 23,06 6. France 62,4

10. France 19,32 10. France 19,32 9. Italy 56,6

11. U.Kingdom 18,86 11. U.Kingdom 18,86 13. Russia 54,8

14. Italy 14,12 14. Italy 14,12 16. Holland 53,7

15. Türkiye 14,03 15. Türkiye 14,03 20. Belgium 51,2

16. Spain 12,50 16. Spain 12,50 23. Türkiye 50,4

Table 1. Power Indicators

Source: (Kiczma ve Sułek, 2020, ss. 20-74; Brand Finance, 2022)

As can be seen in the table above, Türkiye has similar 
values to the main EU member powers. Considering 
these indicators, it can be seen that Türkiye stands 
out as a stable center in its region in the geopoliti-
cal context. This situation makes Türkiye attractive 
for cooperation in security crises. At the same time, 
Türkiye is gaining functionality as a natural line of de-
fense for European security in the context of power 
and capacity.

Conclusion
It seems that the EU and Türkiye, which were in the 
same camp during the Cold War, face similar thre-
ats with the end of the bipolar system. Although the 
perceived threats specific to the Eastern Bloc have 
ended, securitization and the expansion of the sco-
pe of security have led to the emergence of new 
areas of cooperation for the two actors. In the initi-
al phase, this cooperation is seen to have emerged 
in the context of the conflicts in the Balkans. As a 
matter of fact, with the dissolution of Yugoslavia; It 
has put the security of both Türkiye and Europe at 
risk. Both actors tried to follow an active policy in 
solving the problem. Türkiye and the EU, affected by 
the humanitarian and migration crisis caused by the-
se wars, took part in mediation activities to end the 
conflicts. At the same time, the support that Türki-
ye and the EU provide to NATO and UN operations 
stems from the fact that they have similar identity 
cores and common interests. The liberal and de-
mocratic structures of the two actors make it easier 
for them to establish a security relationship in line 
with common interests and contribute to the harmo-
nization of interests.

Türkiye managed to emerge from the Cold War as a 

regional power. It contributed to European security 
with its increasing power and capacity. However, it 
seems that the nationalism that has erupted again 
within the EU as European identity comes to the 
fore has a negative impact on Türkiye. Islamophobic 
approaches, especially those developed in Sweden, 
France, Greece and RASC, have paved the way for 
Türkiye to be perceived as the other in terms of both 
security and politics. In this regard, Türkiye’s multi-
faceted foreign policy has sometimes been called 
Neo-Ottomanist and expansionist, and sometimes 
interpreted as an axis shift. In contrast, Türkiye’s hu-
manitarian approach to the migration crisis caused 
by the Syrian civil war, its problem-solving actor ini-
tiative in the food and energy crisis that started with 
Russia’s invasion of Ukraine, the vaccine it produced 
against the Coronavirus epidemic and its mediation 
in disputes in the Balkans;  contributed to European 
security. 

Türkiye continues to contribute to global and regi-
onal security by pursuing an active foreign policy in 
the Caucasus and North Africa. The bilateral prob-
lems with Greece and RASC were reflected in the re-
lations between the Union and Türkiye, and Türkiye’s 
security concerns were indirectly included in the EU 
official documents.

Irregular migrations that emerged after the Arab 
Spring and the economic, social and security prob-
lems caused by these migrations; It has also led to 
an increase in the number of EU civilian operations. 
The global economic recession caused by the co-
ronavirus epidemic, reverse globalization, and the 
overriding of nation-state interests over the interests 
of the Union have negatively affected the sustaina-
bility of the CFSP. At the same time, waves of irregu-
lar migration occurring at the EU borders, the threat 
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perceived by the EU from the Lukeshenko regime in 
Belarus and Russia’s invasion of Ukraine; It has inc-
reased the importance of environment and climate, 
global epidemic, food and energy supply security 
issues. These crises also threatened European se-
curity. For these reasons, the need for Türkiye as an 
actor that produces security in resolving crises and 
disputes has increased. Türkiye has contributed to 
European security in this context. As a matter of fact, 
after these contributions, while 1 million people im-
migrated to the EU in 2015, this number decreased 
to 123 thousand in 2019. Similarly, Türkiye played an 
important role in reducing the EU’s dependence on 
Russian energy resources. Türkiye, which supplied 
11.3 billion m³ of gas to the EU before Russia’s in-
vasion of Ukraine, will supply 97.3 billion m³ of gas 
in 2023; It helped the EU achieve its goal of redu-
cing its energy dependence on Russia by 2/3. At the 
same time, Türkiye, which assumed responsibility for 
the food crisis that broke out with Russia’s invasion 
of Ukraine, also contributed to global security by le-
ading the launch of the Black Sea Grain Initiative. 
Ultimately, Türkiye’s attitude towards sample cases 
and current threats; It reveals that it is not a securit-
y-consuming actor as implied in the 2022 Strategic 
Compass, including the 2008 and 2016 Strategy Do-
cuments. Therefore, this situation shows that Türkiye 
contributes to European and global security.
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Abstract 
As well as the facilitating impacts of technological 
developments in the globalizing world on human 
life, it is seen that they also provide sociological, 
psychological, cultural and behavioral changes. This 
new change in social and cultural life has revealed 
behavioral innovations in daily habits. Perhaps the 
most important of these behaviors is the bond es-
tablished with social media and living within the axis 
of this bond. This new change in social life has affe-
cted daily habits. The new habits that people acqu-
ire also bring about different behavioral changes in 
working life. Examining the impacts of these chan-
ges has opened a new field for researchers. In this 
context, the present study aimed to investigate the 
mediating role of career satisfaction in the impact of 
person-organization fit on cyberloafing. To this end, 
a quantitative study based on the survey technique 
was conducted with employees and managers of 
manufacturing enterprises operating in Kayseri Or-
ganized Industrial Zone. According to the data ob-
tained from the surveys from 430 manufacturing sec-
tor employees and managers, it was concluded that 
person-organization fit has a negative impact on 
cyberloafing, a positive impact on career satisfacti-
on, and career satisfaction has a negative impact on 
cyberloafing. Also, it was found that career satisfac-
tion mediates the insignificant relationship between 
person-organization fit and cyberloafing.

Keywords: Person-Organization Fit, Career Satisfa-
ction, Cyberloafing.
JEL Codes: M10,M19,C12

Özet
Globalleşen dünyadaki teknolojik gelişmeler insan 
hayatındaki kolaylaştırıcı etkilerinin yanı sıra, sosyo-
lojik, psikolojik, kültürel ve davranışsal olarak değiş-
mesini sağladığı görülmektedir. Sosyal ve kültürel 
hayatta başlayan bu yeni değişim, gündelik alış-
kanlıklarda davranışsal yenilikler ortaya çıkarmıştır. 
Bu davranışların belki de en önemlisi sosyal medya 
ile kurulan bağ ve bu bağ ekseninde yaşamalarıdır. 
Sosyal hayatta başlayan bu yeni değişim, günde-
lik alışkanlıkları etkilemiştir. İnsanların edindiği yeni 
alışkanlıklar, çalışma hayatında da farklı davranışsal 
değişimleri beraberinde getirmiştir. Bu değişimlerin 
etkilerini incelemek araştırmacılar açısından yeni bir 
alan açmıştır. Bu bağlamda çalışmada kişi-örgüt uyu-
munun sanal kaytarmaya etkisinde kariyer tatmininin 
aracı rolü araştırılmak istenmiştir. Bu amaçla, Kayseri 
Organize Sanayi Bölgesi’nde faaliyet gösteren ima-
lat işletmelerinin çalışanları ve yöneticileri ile anket 
tekniğine dayalı nicel bir araştırma yapılmıştır. 430 
imalat sektörü çalışan ve yöneticisinden elde edi-
len anketler ile elde edilen verilere göre, kişi-örgüt 
uyumunun sanal kaytarma üzerinde negatif, kariyer 
tatmini üzerinde pozitif etkiye sahip olduğu ve kari-
yer tatmininin sanal kaytarma üzerinde negatif etkiye 
sahip olduğu sonucuna varılmıştır. Ayrıca, kariyer tat-
mininin kişi-örgüt uyumu ile önemsiz sanal kaytarma 
ilişkisine aracılık ettiği belirlenmiştir.

Anahtar Kelimeler: Kişi-Örgüt Uyumu, Kariyer Tat-
mini, Sanal Kaytarma.
JEL Kodları: M10,M19,C12
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Introduction  
The individual-organization fit of employees is a 
subject examined by researchers from many pers-
pectives. Individuals with a high level of fit with the 
organization they work for show high performance 
(Sezgin, 2006: 560; Aktaş, 2011: 18; Raddatz, 2024: 
2; Park & Hai, 2024:853). The examination of cyber-
loafing behavior, which has emerged as one of the 
significant factors in the decrease of individual-or-
ganization fit in recent years, is significant in terms 
of determining it as a factor that reduces employee 
performance and workplace efficiency (Henle, Ko-
hut, & Booth, 2009: 904; Hessari,et al., 2024). 

In general, cyberloafing includes using computer 
and internet systems, which are provided for bu-
siness purposes, for personal purposes as well as 
using personal electronic devices during the time 
that must be spent on work at the workplace (Örücü 
& Yıldız, 2014: 99; Nweke, Jarrar & Horoub, 2024: 3). 
It is possible to access almost in every environment 
because of reasons e.g., the speed of technologi-
cal developments, widespread use of the internet, 
its cheapness and easy availability (Wallace, 2004: 5; 
Krishna & Agrawal, 2023: 649).

The manufacturing sector covers the manufacturing 
with light or heavy industry machinery. For this re-
ason, manufacturing sites are places where occu-
pational safety and employee health, occupational 
accidents, fatal injuries, and accidents that might 
damage the workplace are likely to occur. A momen-
tary inattention might cause injuries, fatal accidents, 
or fires. For this reason, employees need to perform 
their work with due care during work at the workp-
lace. An innocent cyberloafing behavior that is not 
insignificant might cause irreparable or very costly 
outcomes. Based on this, the present study focused 
on the results of cyberloafing behavior in the manu-
facturing sector.

Career is associated with where people want to see 
themselves in business life. Career satisfaction is the 
level of satisfaction of individuals with their current 
career positions (Tahiry & Ekmekcioglu, 2023: 293; 
Granek et al., 2024: 214). Although individuals who 
have high career satisfaction focus on the better, 
those with low career satisfaction cause them to 
develop actions that reduce their own and others’ 
performance.

Low individual-organization fit and high cyberloa-
fing are two undesirable situations in a workplace. 
It is considered that career satisfaction will have a 
mediating role in controlling these two undesirable 
situations in an organization. For this reason, in the 
present study, career satisfaction was discussed as a 
mediating variable in the relationship between cy-
berloafing and individual-organization fit.

Based on the importance of the subject explained 
above, the study aimed to uncover the impact of 

cyberloafing in the workplace on individual-organi-
zation fit and the role of career satisfaction in this re-
lationship. In line with this purpose, the conceptual 
framework, study model, and hypotheses are inclu-
ded in the first part of the present study.

Quantitative study methods were used to conduct 
a survey on employees and managers in manufac-
turing businesses located in Kayseri Organized In-
dustrial Zone. According to the analysis of the data 
obtained in the quantitative stage, it was concluded 
that cyberloafing reduces person-organization fit 
and that career satisfaction mediated the relations-
hip between person-organization fit and cyberloa-
fing. The present study is original in that it examines 
person-organization fit, cyberloafing and career sa-
tisfaction together. In the conclusion of the present 
study, suggestions for future studies were made in 
the light of the evaluation of the results obtained.

Conceptual Framework/Theory
The concept of person-organization fit emerges in 
today’s business world as a significant step, espe-
cially in the recruitment processes and as a factor 
that increases employee performance. Previous stu-
dies show that in organizations where person-orga-
nization fit is high, employees are problem solvers, 
participants in organizational activities, open to hel-
ping other workmates, willing to take on additional 
tasks and responsibilities to achieve organizational 
goals, and thus, employees show high performance 
(Chatman, 1991: 465; Kristof-Brown, Zimmerman, & 
Johnson, 2005: 283; Kristof-Brown, 2000: 651; Tsui, 
Pearce, Porter, & Tripoli, 1997: 1095; Kooij, Tims, & 
Akkermans, 2017: 9; Sezgin, 2006: 560; Loi, Hang-
Yoe, & Folay, 2006: 108; Aktaş, 2011: 18; Menter, Gö-
cke & Zeeb, 2024:930; Wuryaningrat et al., 2024:161; 
Jufrizen et al.,2024:360; Iqbal & Piwowar-Sulej, 2024: 
301).

When the person-organization fit reaches a high le-
vel, in other words, when these actors have similar 
basic characteristics and meet each other’s expec-
tations and needs, the maximum benefit might be 
achieved, but high fit also has some disadvantages 
(O’Reilly et al., 1991: 492). To illustrate, according to 
Bakker & Demerouti (2007), high fit contains some 
risks over time and might create organization mem-
bers who think and act in the same way over time. 
As a natural result of this, an organization closed to 
proactive and innovative thoughts might inevitably 
emerge (Bakker & Demerouti, 2017: 283; Raddaz, 
2024: 13). Also, for employees with difficulty adap-
ting themselves to the organization, this might ca-
use them to show performance-reducing behaviors 
(Milliken, Morrison, & Hewlin, 2003: 1460; Vakola & 
Bouradas, 2005: 450). 

Career, which is widely researched in the literature 
with many different definitions, is, in summary, the 
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combination of the knowledge and experience a 
person has gained throughout their life. Career sa-
tisfaction, on the other hand, is the subjective eva-
luation of a person’s success (Colakoglu, 2011: 50; 
Kong, Cheung & Song, 2012: 79). In other words, 
it is the positive expectations and perceptions of 
employees that they will achieve their future care-
er targets associated with their jobs (Nauta, et al., 
2009: 236; Yüksel, 2005: 304). Previous studies show 
that career satisfaction occurs when individuals are 
in an organization with values parallel to their own 
and employees are happy with all their experiences 
(Erdogan, Kraimer, & Liden, 2004: 307; Gürlek, 2020: 
261). Employees who do not have career satisfaction 
or have low satisfaction levels might show negative 
behaviors towards the company, their performance 
might decrease, and might negatively affect the per-
formance of other employees (McGinley, 2009: 12).

Despite the developing technology, one of the most 
significant resources in organizations is the human 
factor. Although the widespread use of the internet, 
the existence of automation systems, and the mec-
hanization brought by technological developments 
reduce the workload of employees, a diversification 
in job requirements emerges in parallel with this 
new technology (Çivilidağ, 2017: 356). As the trade 
network in the globalizing world is based on the 
internet infrastructure, it provides significant cont-
ributions e.g., the establishment of cost-reducing, 
fast, and efficient communication networks, and the 
establishment of global communication and marke-
ting networks (Liberman, Seidman, MC & Buffardġ, 
2011: 2192). The necessity of intensive internet use in 
workplaces has become a situation that allows emp-
loyees to spend their free time in a world that con-
tains information outside of work. This is described 
as cyberloafing and is addressed in two categories 
significant cyberloafing and insignificant cyberloa-
fing (Blanchard & Henle, 2008: 1071; Henle, Kohut, & 
Booth, 2009: 909; Örücü & Yıldız, 2014: 110).

Significant cyberloafing is the attitude of employees 
who spend time on the internet by using the techno-
logical infrastructure and consumables of the workp-
lace for matters other than work, which allows the 
workplace to deliberately cause production, time, 
and cost losses (Ünal & Tekdemir, 2015: 95; Kaplan 
& Öğüt, 2012: 10; Lim, 2002: 687). Although emplo-
yees use their personal mobile technologies during 
working hours, they are interpreted as cyberloafing 
because they perform this action during working 
hours (Keklik, Kılıç, Yıldız & Yıldız, 2015: 130; Çiçek, 
2020: 199). Also, actions e.g., playing games, spen-
ding time on sites that adults might access, surfing 
on topics unassociated with work, and online gamb-
ling are considered serious loafing (Blanchard & 
Henle, 2008: 1068).

However, the attention span of a medically normal 
individual is 20 minutes (Dukette & Cornish, 2009: 

72). Expecting an employee to focus on their work 
for 8-10 hours without taking a break from the start 
of the shift is not in line with human nature. Emplo-
yees need time to relax, shop, and surf the internet 
for no reason at all in the workplace. They might use 
this time for entertainment purposes unassociated 
with their work (Özkalp, Aydın & Tekeli, 2012: 21). 
The momentary loafing behaviors that employees 
have, e.g., using social media, surfing the internet, 
and sending e-mails regarding their matters, enable 
them to be more productive than in the past, cope 
with the stress they face more easily, and increase 
job satisfaction (Askew, et al., 2014: 515; Kaplan & 
Çetinkaya, 2014: 30; Andreassen, Torheseim & Palle-
sen, 2014: 913; Lim & Teo, 2024: 443). 

When the literature was reviewed, it was found that 
significant cyberloafing has negative impacts on the 
integration of person-organization fit and unprodu-
ctive behaviors emerge (Liberman, Seidman, MC & 
Buffardġ, 2011: 2192; Mea, 2024: 28; Lim, 2002: 687; 
Dabney, 1995: 315). On the other hand, since it was 
found that insignificant cyberloafing has a produ-
ctivity-enhancing impact (Andreassen, Torheseim 
& Pallesen, 2014: 913; Örücü & Yıldız, 2014: 113), it 
is considered that it will have positive impacts on 
employee-organization fit. Increasing levels of per-
son-organization fit have increasing impacts on ca-
reer satisfaction (Gürlek, 2020: 260; Akkan, 2022: 43; 
Park & Hai, 2024: 852).

According to the above explanations and study re-
sults, it might be speculated that career satisfacti-
on will have a mediating role in the impact of per-
son-organization fit on cyberloafing. In this context, 
the main purpose of the present study is to determi-
ne the impact of person-organization fit on cyberlo-
afing and the mediating role of career satisfaction 
between the variables. The hypotheses and study 
model created in this framework are as follows.

Figure 1. Research Model

H1: Person-organization fit has a negative impact on 
cyberloafing

H2: Person-organization fit has a negative impact on 
minor cyberloafing.

H3: Person-organization fit has a positive impact on 
career satisfaction.

Person - 
Organization Fit

Career
Satisfaction

Significant Cyber-
loafing

Insignificant 
Cyberloafing
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H4: Career satisfaction has a negative impact on 
significant cyberloafing.

H5: Career satisfaction has a negative impact on fri-
volous cyberloafing.

H6: Career satisfaction has a mediating impact on 
the relationship between person-organization fit 
and cyberloafing.

H7: Career satisfaction has a mediating impact on 
the relationship between person-organization fit 
and insignificant cyberloafing.

Method
The study was conducted to test hypotheses deve-
loped based on literature data. The present study 
method was quantitative. The data were collected 
through face-to-face surveys and were analyzed 
using the Structural Equation Modeling, which was 
preferred because it is a powerful method in that it 
might test multiple variables together (Russell, Kahn 
& Altmaier, 1998: 18) and might produce more effe-
ctive results in mediation analysis (Little, Card, Bova-
ird, Preacher & Crandall, 2007: 212). In the analysis of 
the data, the SPSS v24 package program was used 
to determine pretests and descriptive statistics, and 
IBM AMOS v24 package program was used for SEM 
and CFA analyses.

Population-Sample
The population of the present study consisted of 
employees and managers of manufacturing enterp-
rises operating in Kayseri Organized Industrial Zone. 
The sampling method of the present study was Con-
venience Sampling. The reason for choosing this 
method is that it is an improbable method and offers 
advantages e.g., geographical proximity, accessibi-
lity at a certain time and voluntary participation (Eti-
kan, Musa, & Alkassim, 2016). According to the data 
of Kayseri Governorship, the number of employees 
in Organized Industrial Zone is 70000  (kayseri.gov.
tr, 2024). The sample size was calculated as 394 with 
a 5% error margin using the power analysis method 
suggested by Kadam and Bhalerao (2010) (Kadam 
& Bhalerao, 2010). Since 430 people participated in 
this study, it was concluded that the sample size was 
sufficient. Information about the participants is sha-
red in the table below.

Table 1. Participant Information

Scales
Person-Organization Fit Scale: This single-dimensi-
on, four-item scale developed by Netemeyer et al. 
(1987) was used (Netemeyer, Boles, O. & McMurrian, 
1987: 95). Sample scale items were “I think my values 
match well with my workplace” and “My workplace 
has the same values as me regarding honesty”.

Career Satisfaction Scale: The single-dimension, fi-
ve-item scale developed by Greenhaus et al. (1990) 
was used in the study (Greenhaus, Parasuraman & 
Wormley, 1990: 72). Sample scale items were “I am 
satisfied with the success I have achieved in my care-
er” and “I am satisfied with the progress I have made 
towards achieving my career development goals”.

Cyberloafing Scale: The scale consisting of two di-
mensions called significant cyberloafing activities 
and insignificant cyberloafing activities developed 
by Örücü and Yıldız (2014) was used in the study 
(Örücü & Yıldız, 2014: 113). The significant cyberlo-
afing activities dimension of the scale consists of 8 
items, and the insignificant cyberloafing activities 
dimension consists of 6 items. Sample scale items 
are “Downloading music, videos, movies or docu-
ments from the Internet” and “Receiving, sending 
or checking e-mail for non-work-related communi-
cation”. The scale items consisted of 7 Likert-style 
statements (1-Strongly Disagree, 7-Strongly Agree).

Analysis of Data
A two-stage approach was followed for the analysis 
of the data (Anderson & Gerbing, 1992: 322). In this 

Num-
ber

Percen-
tage

Gender
Female 218 50.7%

Male 212 49.3%

Marital 
status

Married 345 80.2%

Single 85 19.8%

Title
Employee 286 66.5%

Executive 144 33.5%

Total 
Wor-
king 

Hours

Less than 1 Year 38 8.8%

1 Year – 5 Years 76 17.7%

6 Years – 10 Years 91 21.2%

11 Years – 15 Years 70 16.3%

16 Years – 20 Years 85 19.8%

More Than 21 
Years

70 16.3%

Age 
Infor-

mation

18 – 25 Years Old 127 29.5%

26 – 35 Years Old 210 48.8%

36 – 45 Years Old 80 18.6%

46 – 55 Years Old 13 3.1%

Educa-
tional 
Status

Literate 3 0.7%

Primary education 21 4.9%

High school 330 76.7%

Associate Degree 66 15.3%

University 10 2.3%
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context, firstly the prerequisites of the data e.g., fa-
ctor analysis and common method variance analysis 
were examined. Before proceeding to this stage, the 
distribution normality of the data was checked and 
their suitability for the SEM approach was determi-
ned. To this end, skewness and kurtosis values were 
examined and it was seen that they were between 
-1.5 and +1.5. Based on these results, it was conc-
luded that the distribution was normal (Bai & Ng, 
2005: 51; Tabachnick & Fidell, 2007: 80-81). Harman’s 
“Single Factor Test” approach was applied for the 

common method variance error. Thus, since the va-
riance value formed when all variables were forced 
to a single factor distribution was determined to be 
29%, it was concluded that there was no common 
method variance error (Harman, 1976: 11). Then, 
confirmatory factor analysis was performed. A basic 
four-factor model and three alternative models were 
developed and the Chi-Square differences were tes-
ted to see which model fit the data better (Anderson 
& Gerbing, 1988: 421) (Anderson & Gerbing, 1988).

Table 2. Factor Analysis Results

As given in Table 2, the four-factor main model has 
the best goodness of fit values (χ 2 / df = 2.736, IFI 
= 0.941, TLI = 0.944, CFI = 0.938, RMSEA = 0.078). 
These results showed that the main model has good 
discriminant validity results (Hinkin, 1998: 105; Stei-
ger, 1990: 175). To further test the discriminant vali-
dity, the steps suggested by Netemeyer et al. (1990) 
were followed. In this context, the square root of the 
variance (AVE) generated from the variables must 

exceed the correlation coefficient between the va-
riables. Also, for convergent validity, variance and 
factor values (AVE) and Composite Reliability (CR) 
coefficients were calculated and tested to find out 
whether they were within the accepted values (AVE 
= 0.50; Factor loading = 0.50; CR = 0.70) (Fornell & 
Larcker, 1981: 41). The results are shared in Tables 3 
and 4.

Table 3. Factor Analysis Results

Variables Items Factor Loading CR AVE Alpha

Person-Organi-
zation Fit

POF1 0.811 0.811 0.519 0.818

POF2 0.716

POF3 0.654

POF4 0.691

Model Factor χ2 df △ χ2 RMSEA IFI TL CFI

Main Model
4-Factor Research Mo-
del

544.16 229 0.078 0.941 0.944 0.938

Model 1

3-Factor Model: Major 
and minor cyberloafing 
are grouped under one 
factor

796.32 241
252.16 
p=0.00

0.096 0.886 0.884 0.880

Model 2

2-Factor Model: Major 
and minor cyberloafing 
and career satisfaction 
are grouped under one 
factor

932.61 241
388.45 
p=0.00

0.112 0.861 0.880 0.842

Model 3

Single-Factor Model: 
All variables are gathe-
red under a single fac-
tor.

1586.1 243
1041.94 
p=0.00

0.144 0.735 0.744 0.710
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As given in the table, all values meet the convergent validity criterion. Correlations between variables and 
other descriptive information are given in Table 4.

Table 4. Correlation Analysis Results

Career Satisfa-
ction

CS1 0.763 0.834 0.504 0.832

CS2 0.781

CS3 0.632

CS4 0.625

CS5 0.733

Significant 
Cyberloafing 

Activities

SIGNIFICANTCA1 0.750 0.907 0.551 0.912

SIGNIFICANTCA2 0.788

SIGNIFICANTCA3 0.698

SIGNIFICANTCA4 0.646

SIGNIFICANTCA5 0.778

SIGNIFICANTCA6 0.824

SIGNIFICANTCA7 0.708

SIGNIFICANTCA8 0.731

Insignificant 
Cyberloafing 

Activities

INSIGNIFICANTCA1 0.607 0.857 0.507 0.860

INSIGNIFICANTCA2 0.775

INSIGNIFICANTCA3 0.603

INSIGNIFICANTCA4 0.544

INSIGNIFICANTCA5 0.793

INSIGNIFICANTSCA6 0.886

Scales Standard 
Deviation Mean 1 2 3 4

1. Person Organization Compliance 0.986 2.871 (0.720)

2. Career Satisfaction 1.112 2.932 0.311** (0.710)

3. Significant Cyberloafing 1.205 3.954 -0.344** -0.232** (0.742)

4. Insignificant Cyberloafing 1.186 3.651 -0.186* -0.301** 0.456*** (0.712)

*p<0.05; **p < 0.01; ***p<0.001

The correlation coefficients between the variables 
were significant and the square root of the variance 
values exceeded the correlation coefficients. When 
all of these results were examined together, it was 
concluded that the present study met all the crite-
ria of convergent and discriminant validity, showed a 

normal distribution, and there was no common met-
hod variance error in the present study. Thus, it was 
seen that the data showed successful results in the 
first step of the two-stage approach suggested by 
Anderson and Gerbing (1992) (Anderson & Gerbing, 
1992: 322).
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Hypothesis Tests
In the second phase of the present study, which was 
hypothesis testing, the SEM approach was adopted 
and the goodness of fit values of the model establis-
hed with the IBM AMOS v24 program are as follows: 
χ2/df = 2.908, IFI = 0.904, TLI = 0.898, CFI = 0.911, 
RMSEA = 0.078. These results showed that the main 
model had a good level of goodness of fit results 
(Hinkin, 1998: 112; Steiger, 1990: 178). The results 
obtained from the analysis are in the table below.

Table 5. Hypothesis Analysis Results

As a result of the analysis, it was found that per-
son-organization fit affected significant cyberloafing 
activities significantly and negatively (β = -0.281; 
p<0.001) along with insignificant cyberloafing acti-
vities (β = -0.144; p<0.05). Besides person-organiza-
tion fit affected career satisfaction significantly and 
positively (β = 0.348; p<0.001). Also, career satisfac-
tion significantly and negatively affected significant 
cyberloafing activities (β = -0.186; p<0.01); insignifi-
cant cyberloafing activities (β = -0.282; p<0.001). 

According to Hair et al. (2010: 156) r2 values below 
0.25 indicate a weak accuracy, below 0.50 indicate 
a moderate accuracy, and below 0.75 show a subs-
tantial predictive accuracy. When the R2 values were 
examined, it was determined that this value was res-
pectively 0.32, 0.18 and 0.14 for the variables of sig-

nificant cyberloafing, insignificant cyberloafing and 
career satisfaction.

The bootstrapping method was used to determine 
the mediating impact in the present study. The me-
diating impact results obtained with this method are 
given in the table below.

Table 6. Results of Mediation Analysis

As given in Table 6, in the analysis conducted with 
the bootstrapping method, the indirect impact para-
meter was insignificant for the “Person-organization 
fit Career satisfaction Significant Cyberloafing” 
(β = -0.065; p>0.05), and was significant for the path 
“Person-organization fit Career satisfaction In-
significant Cyberloafing” (β= -0.098; p<0.01). Based 
on this result, it was concluded that career satisfacti-
on mediates the relationship between person-orga-
nization fit and insignificant cyberloafing activities. 
The results of the hypothesis tests are given in the 
table below.

Table 7. Hypothesis Results

Path Analysis β Critical 
Ratio R2

Person-organiza-
tion fit

Significant 
Cyberloafing

-0.281*** -6,144 0,32

Person-organiza-
tion fit 

Insignificant 
Cyberloafing

-0.144* -4,906 0,18

Person-organiza-
tion fit 

Career Satisfa-
ction

0.348*** 8,169 0,14

Career Satisfac-
tion  

 Significant 
Cyberloafing

-0.186** -5,141 0,32

Career Satisfac-
tion 

Insignificant 
Cyberloafing

-0.282*** -6,148 0,18

***p<0.001; **p<0.01; *p<0.05

Path Analysis Direct 
Impact

Indirect 
Impact

Total 
Impact

Person-organizati-
on fit 

Career satisfa-
ction 

Significant Cy-
berloafing

-0.281*** -0.065 0.346***

Person-organizati-
on fit 

Career satisfa-
ction 

Insignificant 
Cyberloafing

-0.144* -0.098** -0.242**

***p<0.001; *p<0.05; Bootstrapping sample = 2000

Hypothesis Conclusion

H1: Person-organization fit has a 
negative impact on cyberloafing

Accepted

H2: Person-organization fit has a 
negative impact on minor cyberlo-
afing.

Accepted

H3: Person-organization fit has a 
positive impact on career satisfac-
tion.

Accepted

H4: Career satisfaction has a nega-
tive impact on significant cyberlo-
afing.

Accepted
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H5: Career satisfaction has a nega-
tive impact on frivolous cyberloa-
fing.

Accepted

H6: Career satisfaction has a me-
diating impact on the relationship 
between person-organization fit 
and cyberloafing.

Rejected

H7: Career satisfaction has a me-
diating impact on the relationship 
between person-organization fit 
and insignificant cyberloafing.

Accepted

Conclusion
Recent studies report that cyberloafing has a det-
rimental impact on person-organization fit (Kerse, 
Soyalın & Karabey, 2016; Lim & Chen, 2012: 350; 
Özkalp, Aydın & Tekeli, 2012: 21). The present study 
aimed to uncover the mediating role of career satis-
faction in the impact of cyberloafing on person-or-
ganization fit. To this end, a quantitative study was 
conducted to test the hypotheses created through 
a literature review. A face-to-face survey was condu-
cted with managers and employees of the manufa-
cturing sector in Kayseri province to collect data for 
the present study.

According to the results of the relationships tested 
with the Structural Equation Modeling Approach, it 
was found that cyberloafing negative impacts on in-
dividual-organization fit. In other words, employees 
who commit cyberloafing at work lose their harmony 
with the organization and resort to using their own 
mobile devices or computer and internet services 
provided by businesses for business purposes in 
non-work activities. Of course, it is useful to emp-
hasize that this is divided two significant and insig-
nificant cyberloafing. According to the results of the 
present study, it was found that person-organization 
fit has negative impact on significant and insignifi-
cant cyberloafing. This finding of the present study 
is similar to the studies of Koay (2018), Gowrisankar 
and Vimala (2019) and Çiçek (2020). This situation is 
important as it shows that shirking is not a positive 
concept by no means.

According to another finding of the present study, 
it was found that person-organization fit has a po-
sitive impact on career satisfaction. The main rea-
son for this might be the fact that a large part of 
the elements in Maslow’s pyramid of needs (being 
oneself, dignity, physical needs, love) are provided 
by career satisfaction (Maslow, 1954: 92). This finding 
of the present study is similar to the studies of Akkan 
(2022), Gürlek (2020), Demirdelen & Ulama (2013) 
and McGinley (2009). Employees with high levels of 
satisfaction can be expected to exhibit work dedi-
cation, organizational citizenship, and other positive 
organizational behaviors.

Another finding of the present study is that career 
satisfaction has negative impacts on cyberloafing. 
Employees with high career satisfaction make signi-
ficant contributions to business performance (Spurk, 
Abele, & Volmer, 2011: 316). The most significant 
outcomes of career satisfaction for organizations are 
organizational commitment, job satisfaction, incre-
ased psychological well-being in employees, and 
high performance (Çiçek, 2020: 210; Martin & Cul-
len, 2006: 177). Naturally, employees who are com-
patible with their workplace and have high career 
satisfaction levels are expected to avoid non-work, 
dysfunctional, and negative behaviors. For this rea-
son, it is normal for cyberloafing and similar negative 
behaviors to decrease in workplaces where individu-
als have high career satisfaction. 

The results of the mediating variable analysis showed 
that career satisfaction mediates the relationship 
between person-organization fit and insignificant 
cyberloafing. In other words, high individual-orga-
nization level and career satisfaction prevent cy-
berloafing. Based on this, it was concluded that “to 
have workplace efficiency, high-performance work 
of employees, employees who are in harmony with 
the workplace and have high career satisfaction, it 
is significant to take measures to control cyberloa-
fing”. As a result of the present study, the following 
suggestions are made. 

• Employees who work in manufacturing busi-
nesses have to work more carefully than employees 
who work in other businesses. The slightest careles-
sness or negligence might cause irreparable out-
comes. According to TURKSTAT data, in the last 3 
months of 2024, the internet access rate of employe-
es working as salaried or daily wage earners and ma-
nagers was over 99% (TUIK, 2024), and according to 
ISIG Labor Assembly data, 878 employees lost their 
lives in the first 6 months of the year (ISIG, 2024). 
In light of this, it is recommended that measures be 
taken and rules be set to prevent cyberloafing, es-
pecially in manufacturing businesses.

• Instead of evaluating cyberloafing activities 
as manageable activities and immediately punishing 
them, the underlying reasons must be investigated. 
Another suggestion is to perform activities that inc-
rease the harmony between the individual and the 
organization of the employees and projects that 
strengthen the communication and bond between 
the superior and the subordinate.

• Since career satisfaction is a subjective as-
sessment of individuals, for them to be in the pla-
ce they have determined in their career plans, it is 
necessary to have a suitable organizational setting, 
to provide equal opportunities, to take into account 
organizational justice, and to operate mechanisms 
that help employees achieve their career goals. The 
belief that an employee who does his/her job well 
will get a good job will prevent the employee from 
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either virtual or actual loafing.

• New performance-based payment tools mi-
ght be developed in manufacturing businesses. It is 
considered that the reward system will prevent cy-
berloafing.

The present study had some limitations. Firstly, it 
must be noted that there was a limitation in terms 
of generalization. The main reason for this is that 
the present study was conducted in one city. Also, it 
must be taken into account that employees might be 
subjective when answering variables e.g., cyberloa-
fing, person-organization fit and career satisfaction. 
Finally, it is considered that the fact that the survey 
data were collected from all employees at the same 
time might cause common method variance errors.

The present study is original because it investigated 
the variables of cyberloafing, person-organization fit 
and career satisfaction together and in the manufa-
cturing sector. It might be speculated that the pre-
sent study findings are significant in terms of guiding 
the activities of the manufacturing sector in particu-
lar and all businesses in general. For this reason, it 
is expected that the present study will contribute to 
the relevant literature. Also, suggestions are made 
for future studies. In this context, it is recommended 
that future studies examine the impacts of cyberlo-
afing on person-organization fit and test ethical lea-
dership as a mediating variable.
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Abstract 
In recent years, arising from the fact that societies 
have realized the harmful impacts of consumption 
on the environment, ethics and sustainability have 
gained more significance. The increase in the se-
cond-hand consumption market has gained mo-
mentum based on the fact that both demand and 
supply components started to become conscious of 
these factors, acting in this direction in their shop-
ping preferences. The aim of this research is to reve-
al the approaches of supply and demand parties in 
second-hand clothing stores to the concept of sus-
tainability within the scope of ethical fashion and the 
reasons concerning selling and buying second-hand 
products. The population of the research consists of 
store owners/employees selling second-hand clot-
hes in Kadıköy, Balat, and Galata regions in Istanbul 
and consumers making their purchases from these 
stores. In the study, the study group was determi-
ned by the criterion sampling technique, one of the 
purposeful sampling methods. 

The data of this research carried out by utilizing qu-
alitative research methods, were collected with a 
semi-structured interview form. The interview ques-
tions were prepared by consulting expert opinion. 
The study data were evaluated by content analysis 
and MAXQDA 2022 package program was used in 
the evaluation and coding of the data. When the 
obtained data was analyzed, it was found that the 
reasons for the second-hand clothing preference of 
the participants constituting the supply and demand 
sides were primarily economic reasons, followed by 
sustainable environment awareness.

Keywords: Sustainability, ethical fashion, se-
cond-hand clothing, supply and demand. 
JEL Codes: L67, S56, Q01

Özet
Son yıllarda tüketimin çevreye olan zararlı etkilerinin 
toplum tarafından fark edilmeye başlaması ile birlik-
te etik ve sürdürülebilirlik konuları hızla öne çıkmak-
tadır. Arz taraflarının olduğu kadar talep taraflarının 
bu konular ile ilgili bilinçlenmeye başlaması ve alış 
veriş tercihlerinde bu doğrultuda hareket etmeye 
başlaması ile ikinci el tüketim piyasasında artış mey-
dana gelmiştir. Bu araştırmanın amacı, ikinci el giy-
si satan mağazalardaki arz ve talep taraflarının etik 
moda kapsamında yer alan sürdürülebilirlik kavra-
mına yaklaşımlarını ve ikinci el ürün satma ve alma 
nedenlerini ortaya koymaktır. Araştırmanın evrenini, 
İstanbul ilinde yer alan Kadıköy, Balat ve Galata böl-
gelerinde ikinci el giysi satışı yapan mağaza sahip-
leri/çalışanları ve bu mağazalardan alışveriş yapan 
tüketiciler oluşturmaktadır. Araştırmada, çalışma 
grubunun amaçlı örnekleme yöntemlerinden ölçüt 
örnekleme tekniği ile belirlenmiştir. Nitel araştırma 
yöntemlerinden faydalanılarak gerçekleştirilen bu 
araştırmanın verileri, yarı yapılandırılmış görüşme 
formu ile toplanmıştır. Araştırmacılar tarafından ge-
liştirilen görüşme sorularının hazırlanması sırasında 
alanda uzman akademisyenlerin görüşlerine başvu-
rulmuş ve gerekli düzenlemelerin ardından sorulara 
son şekli verilerek araştırmaya başlanmıştır. Çalışma 
verileri içerik analizi ile değerlendirilmiş olup, veri-
lerinin değerlendirilmesi ve kodlanmasında MAXQ-
DA 2022 paket programı kullanılmıştır. Elde edilen 
bulgular incelendiğinde arz ve talep taraflarını oluş-
turun katılımcıların ikinci el giysi tercih nedenlerinin 
öncelikli olarak ekonomik sebepler ardından ise sür-
dürülebilir çevre bilinci olduğu görüşüne ulaşılmıştır. 

Anahtar Kelimeler: Sürdürülebilirlik, etik moda, 
ikinci el giysi
JEL Kodları: L67, S56, Q01
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Introduction  
As one of the oldest and largest sectors in the world, 
the textile and fashion industry is an indispensable 
part of people’s daily lives, nonetheless, it is one of 
the sectors causing the most damage to the envi-
ronment in the production and consumption phases. 
This sector is the second largest industry worldwide 
with the amount of water used in production proces-
ses and the chemical ratios released to the environ-
ment. The rapid growth and expansion of the sector 
within the last twenty years have brought the sector 
to an unsustainable status. Clothing production has 
approximately doubled owing to the growing midd-
le-class population worldwide and increasing per 
capita sales in developed economies. On the other 
hand, with the increase in the number of collections 
and low prices, the concept of “fast fashion” in the 
textile and fashion world has taken producers to the 
final level of the linear production and consumption 
system (Gabriel & Delgado Luque, 2020: 21). It is be-
lieved that the solution to eradicating environmen-
tal and social problems caused by the global market 
will only be feasible if more companies and consu-
mers adopt and implement sustainable strategies 
(Dağcı Büyük, Ünal & Erciş, 2020: 1159). 

Bringing together the concepts of sustainable de-
velopment and fashion, despite the fact that the 
concept of “sustainable fashion” has been contra-
dictory until recently, it is of vital importance today. 
In “Our Common Future”, also known as the Brunt-
land Report published by the World Commission on 
Environment and Development (WCED, 1987), the 
concept of sustainable development is defined as 
“development that meets the needs of present ge-
nerations without jeopardizing the ability of future 
generations to meet their own needs”. In the report, 
it is mentioned that to achieve sustainable develop-
ment, three vital dimensions, namely environmental, 
social, and economic, should be emphasized simul-
taneously (Sætra, 2022: 2). A negative change in any 
of these components implies that the other two di-
mensions may also encounter long-term losses. For 
this reason, sustainability may suffer serious damage 
as the balance between dimensions will be distur-
bed (Özender Yücel, 2022: 9). Although the goal of 
sustainability in fashion is quite clear, the methods 
of achieving sustainability are not clear. Sustainable 
fashion is a complex endeavor involving many idea-
lisms, but many of its elements need to be conside-
red on a practical level (Aakko & Koskennurmi-Sivo-
nen, 2013: 14).

Throughout history, people have often had difficul-
ties accessing clothes. Since clothes produced from 
natural resources were limited and limited produc-
tion was allowed for bartering, people had very few 
clothes in ancient times. Due to these constraints, 
clothing production was essentially ecologically sus-
tainable through the artisanal production system. 

Throughout the long history of mankind, the global 
circulation of clothing has been a key force in econo-
mic globalization (Brooks, 2015: 8). Today, rapid and 
dynamic garment production driven by cutting-ed-
ge technologies has many negative environmental 
and social impacts occurring within the product life 
cycle (Parthiban, Srikrishnan & Kandhavadivu, 2017: 
9). For each garment purchased,  more than the pri-
ce tag is paid considering factors such as the redu-
ction of resources as a result of overconsumption, 
environmental pollution, and labor force exploitati-
on. The fashion industry has increasingly complica-
ted the environmental and social relationships over 
the past fifty years by adopting a “fast fashion” bu-
siness model and moving its production processes 
from the north to the south and east in search of low 
labor costs. This has increasingly complicated the 
environmental and social relationships over the past 
fifty years (Köse & Aydın, 2020: 89).

The fashion industry has determined the “fast fas-
hion” business model in the last fifty years and has 
largely moved its production from the north to the 
south and east in search of low operating costs, thus 
the relationships on the environment and social so-
ciety have become even more complicated.

The textile and fashion industry employs twenty-fi-
ve million people worldwide and is a source of li-
velihood for societies, also contributing to women’s 
independence and the establishment of important 
infrastructures in underdeveloped countries. Thus, 
fashion can be seen as a vibrant and innovative eco-
nomic and socio-cultural field offering values at in-
dividual, social, institutional and national levels. The 
easy accessibility of fashion, its emotional language 
along with its central role in identity formation and 
communication experiences position it as the dri-
ving force of consumption and potentially as a me-
ans of change, nevertheless, the harmful impacts of 
clothing on the deterioration of natural systems due 
to its relatively high carbon footprint is also increa-
sing (Fletcher & Tham, 2015).

In this study, second-hand clothing consumption is 
discussed in the context of ethical fashion and its 
importance for sustainability. Second-hand produ-
ct consumption has made rapid progress in recent 
years. The behavior of using second-hand products 
appears as a process consisting of resale, recycling, 
gifting, exchange and reuse activities of consumers. 
Consumers obtain second-hand products through 
sales channels consisting of online sales sites, flea 
markets as well as vintage stores.

The aim of this research is to reveal the approaches 
of supply and demand parts in second-hand produ-
ct markets to the concept of sustainability within the 
scope of ethical fashion and the reasons for selling 
and buying second-hand products. In the research 
conducted for this purpose, after explaining the 
relationship between sustainability and ethical fas-



25

The Approach Of Supply And Demand Parties To Second-Hand Clothing In The Context Of 
Ethical Fashion

hion, the opinions of the supply parties selling se-
cond-hand clothes and the demand parties buying 
second-hand clothes were evaluated in light of the 
data collected. 

Sub-objectives
1. To reveal the reasons of second-hand clot-
hing sellers for selling second-hand products, 

2. To reveal the reasons for second-hand pro-
duct preference by consumers,

3. To reveal the level of knowledge of se-
cond-hand clothing supply and demand parties re-
garding the concept of ethical fashion, 

4. To reveal the demand intensity of se-
cond-hand clothing, 

5. To reveal the approaches of second-hand 
clothing consumers towards their old and worn clot-
hes. 

The Concept of Sustainability
In recent years, it is seen that many researchers have 
addressed the environmental sustainability prob-
lems and social responsibility concerns of the fashi-
on industry in comprehensive studies carried out on 
sustainability. Sustainable fashion, which emerged 
as a movement against the use of clothes harming 
the environment, unnecessary shopping, the injus-
tice against the labor force working in production, 
wasting water and energy, is achieved by including 
the people, processes and the natural environment 
in the system (Janigo, Wu & DeLong, 2017: 256). 
Due to negative environmental impacts and lack 
of sustainability, changes in consumption behavior 
need to be directed toward reducing, recycling and 
reusing. For decades many countries have tried to 
change misusage and overconsumption by establis-
hing sustainable practices in various fields, including 
the fashion industry. The expansion of the fashion 
industry is driven by the growth of economies and 
the global population, as well as fast fashion cycles 
(Yoo, Jung, & Oh, 2021: 2584). However, the fashion 
industry has faced many environmental and social 
challenges arising from a global network of supp-
liers, manufacturers, retailers, transport companies, 
and warehouses involved in the complex supply cha-
in structure (Fletcher, 2014: 169).

Environmental and human health risks arise at the 
very beginning of the fashion life cycle and continue 
to exist. Toxic chemicals in pesticides have increased 
yields in conventional cotton production, but have 
caused illness and death among workers, especially 
in countries with inadequate environmental regula-
tions. In addition, fabric dyeing and other finishing 
processes use harmful chemicals polluting great 
amounts of water. Concerns have also been raised 
about workers’ welfare and social rights in garment 

factories, with problems of forced labor, exploitation 
of child labor and safety violations (Janigo, Wu & De 
Long, 2017: 259).

According to a study conducted by Cambridge Uni-
versity on sustainable clothing, it is observed that 
approximately 2.15 million tonnes of clothes are 
purchased annually and 1.1 million tonnes of clothes 
are thrown away. In order to shed light on the menti-
oned amount, it is worth mentioning that one tonne 
of clothing fits in approximately 200 large garbage 
bags. For this reason, instead of throwing away clo-
thes, it is increasingly necessary to get rid of habits, 
reduce purchases, and search for ways to reuse old 
clothes (Tekin Akbulut, 2012: 40).  The concept of 
sustainable fashion is not limited to the purchasing 
process, it encompasses the post-purchase phase 
as well. The post-purchase phase is concerns with 
whether the consumer reuses, recycles, or simply th-
rows away the garments (Başar, 2022: 17).

Sustainable design in fashion needs to comprise not 
only economic but also cultural, social, ethical and 
environmental values. In order to establish the con-
cept of sustainability in the fashion sector, fashion 
designers, manufacturers, the market and consu-
mers need to change their behavior (Mangır, 2016: 
148). In parallel with this objective, designers tend to 
design using the cradle-to-cradle model, which dire-
cts them to design a product considering all stages 
of the garment’s life cycle, including what happens 
to the garment when it is dispensed or discarded 
(Başar, 2022: 10). 

Sustainability and Ethical Fashion Relati-
onship
The concept of ethics is one of the basic elements of 
sustainable fashion. In the discipline of sustainable 
fashion, it is necessary to delineate certain ethical 
values to tackle current ecological problems. Consu-
mers are less aware of the environmental and social 
aspects of their fashion choices (Connell, 2011). Fas-
hion production is a long, complex and exploitative 
process involving collective labor abuses such as low 
wages, overtime hours, ignored trade union rights, 
illegal child labor, etc, also being considered one of 
the largest industrial polluters (Başar, 2022).

When the issue of sustainability in the clothing and 
textile sector is approached from the consumer 
perspective, it is seen that consumers are turning 
towards sustainable or environmental products with 
the increase in their awareness and concerns about 
environmental issues. However, sustainable con-
sumption does not adequately affect the clothing 
purchasing decisions individuals make. Because 
individuals find sustainable clothing products quite 
costly, they think there are few product options and 
that the products have some disadvantages concer-
ning the aesthetic and functional aspects (Büyük, 
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Ünal & Erciş, 2020).

Clothing choice often reflects the identity of consu-
mers and identity is of high significance as far as the 
fashion consumers are concerned. Therefore, sustai-
nable and ethical factors are not taken into conside-
ration by consumers in their purchasing decisions, 
which implies that encouraging consumers’ environ-
mental interest and sustainable purchasing behavi-
ours in the clothing and textile sector is important 
for promoting sustainable consumption (Büyük, 
Ünal, & Erciş, 2020). In this context, the ethical fashi-
on concept is among the orientations of individuals 
with social awareness and social responsibility. Issu-
es such as how the clothes are produced, by whom 
and under what conditions, whether an environmen-
talist approach is observed during the period from 
production to consumption, and if textile raw mate-
rials are examined under the ethical fashion concept 
(Tekin Akbulut, 2012).

Considering the fact that there is no single industry 
standard, Ethical fashion is difficult to define. Mo-
reover, it often has characteristics in common with 
other movements such as fair trade, ecology or gre-
en fashion. Ethical Fashion is an all-encompassing 
term describing ethical fashion design, production, 
retailing and purchasing. It covers a range of issues 
such as working conditions, exploitation, fair trade, 
sustainable production, environment and animal 
welfare (Parthiban, Srikrishnan & Kandhavadivu, 
2017). The principle is to source garments ethically 
while ensuring charitable labor standards and condi-
tions for workers and a sustainable business model 
in the source country. In addition, organic material 
is used to minimize the impact on the environment. 
As a result, ethical fashion can be defined as fashi-
onable garments that combine fair trade princip-
les with sweatshop-free working conditions that by 
using biodegradable and organic cotton do not 
harm the environment or workers  (Joergens, 2006: 
361). There are a number of negative environmen-
tal consequences associated with the production 
processes that take place before consumers acqu-
ire and use apparel, including reduced biodiversity, 
air, water and soil quality and increased greenhouse 
gas emissions, depleted water resources and other 
renewable resources, as well as diminishing non-re-
newable resources. Therefore, the negative environ-
mental impacts of garment and textile production 
are also indirect environmental impacts of garment 
consumption (Connell, 2011: 62).

Second-Hand Clothing Consumption
One approach for consumers to promote sustaina-
bility in fashion is to use second-hand clothing. Se-
cond-hand clothing is an example of recycling ex-
tending its useful life. Second-hand shopping also 
reduces the amount of discarded clothing sent to 
landfills through reuse and the negative environ-

mental impact caused by the accumulation of textile 
waste. Second-hand shopping also provides a sense 
of adventure and a valuable shopping experience at 
a low cost. For consumers, second-hand shopping is 
a way of creating and expressing a socially conscious 
self (Başar, 2022: 15). Items used before by at least 
one person are defined as second-hand goods. Clo-
thing items have a large share in the second-hand 
goods market, which is usually evaluated together 
with antique, retro and vintage products (Deniz, 
2020: 1493).

Analyzing the historical process of second-hand 
consumption, it is observable that it has existed for 
a long time in Europe and America. When the rela-
ted field studies are analyzed, it is determined that 
second-hand consumption is divided into three pe-
riods. The period when second-hand consumption 
emerged and spread in the 18th and 19th centuries, 
the period when it fell out of favour in the 20th century 
and finally the 21st century when it regained popula-
rity. When these periods are analyzed, it is revealed 
that factors such as the Industrial Revolution, capita-
lism and mass production in the 20th century gave 
momentum to production-consumption relations, 
and in the following period, the understanding of 
producing and consuming was replaced by the per-
ception of consumption beyond compulsory needs. 
As a consequence of this awareness, second-hand 
consumption has attained popularity (İşçioğlu & Yur-
dakul, 2018: 254).  Today, the second-hand clothing 
trade in Western societies is dominated by mostly 
non-profit charitable organisations and recycling fir-
ms, both in domestic and foreign markets. In recent 
years, growing environmental concerns in the West 
have increased both the profitability and the pres-
tige of this trade besides giving its practitioners a 
new prestige as textile rescuers and waste recyclers 
(Palmer & Clark, 2005).

Many American and European tourists who have 
recently travelled to African cities have noticed that 
used clothes from Western countries are being sold 
in clothing markets. In developed and wealthy count-
ries thousands of kilometres away, such as the Uni-
ted States and the United Kingdom, very few people 
contemplate what happens to their clothes after they 
have disposed of them or given them to a recycling 
company or charity. Many of these clothes end up in 
stalls in third-world countries. Many people maintain 
that they did not realise the fact that instead of reac-
hing those in need, their unworn/out-of-fashion clo-
thes were being sold in Africa and that companies 
were making significant profits. The international 
trade in second-hand clothes is a counter-current to 
the flow of new clothes, but it only makes sense if it 
is considered in harmony with the production of new 
clothes and what is known as fast fashion (Brooks, 
2015: 3). Reusing clothes is associated with reducing 
the amount of discarded clothing and thus reducing 
environmental pollution. Second-hand and vintage 
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clothing is becoming more and more popular nowa-
days, both for the environmental benefits and for 
personal style (Park & Lin, 2020: 625). In addition, 
the second-hand clothing trade has changed its di-
mension with the opening of “vintage” stores, onli-
ne sales channels and clothing libraries. Affected by 
the impact of digitalisation, online channels for se-
cond-hand clothing sales are growing 4 times faster 
than traditional retailing, in this respect, resale also 
encourages the production of durable products as 
only products designed for longevity create resale 
opportunities (Atalay Onur, 2020: 29). 

Method
In this part of the study, the research model, study 
group, data collection tool and data analysis are 
presented.

This study, which was conducted with a qualitative 
research method, has a case study design. Qualita-
tive research regularly seeks answers by examining 
different social environments and the groups or indi-
viduals constituting these environments. In addition, 
qualitative techniques allow researchers to share in 
other people’s understandings and perceptions and 
to explore how people structure and give meaning 
to their daily lives (Berg & Lune, 2019: 13). The case 
study within the qualitative research method is defi-
ned as a qualitative in-depth investigation of one or 
more explanatory situations (Berg & Lune, 2019: 14). 
It ensures that the current phenomenon is dealt with 
in its real context (Akdemir & Kılıç, 2021: 489).

The universe of the study consists of second-hand 
stores and consumers who shop for second-Hand 
Clothes in Istanbul Province. Criterion sampling 
method, which is one of the purposeful sampling 
methods, was used to determine the sample group 
of the study. Purposive sampling helps the resear-
cher to reach important sources of information on 
the subject, event or phenomenon to be investiga-
ted and allows in-depth examination of the situati-
ons to be investigated (Akdemir & Kılıç, 2021: 489). 
In the criterion sampling method, the main purpose 
is to form the sample from people, events, objects 
or situations with the qualifications determined in 
relation to the problem (Büyüköztürk, et. al.,2009). 
The first criterion of the study group determined 
by the criterion sample method the Kadıköy, Balat 
and Galata regions in the province of Istanbul, whe-
re there is a high density of second-hand clothes 
shopping, have been selected. The main criterion 
determined by the researchers in the selection of 
the stores where the application will be carried out 
in this research has been specified above, and the 
fact that the consumers participating in the research 
are shopping in the stores in the specified regions 
has been determined as the second criterion. Ac-
cordingly, the sample group consists of a total of 21 

volunteer participants, 8 store owners / employees 
/ supply side and 13 consumers / demand side who 
shop in these stores. The interviews were conducted 
with a semi-structured interview form and lasted an 
average of 15 minutes. The aim of the study is to 
select the regions with different sociocultural stru-
ctures where second-hand shopping is intense and 
the stores that are of great interest to consumers in 
these regions. In this context, the study is limited to 
the questions in the semi-structured interview form 
and 8 store owners / employees / supply side and 13 
consumers / demand side who shop from these sto-
res in Kadıköy, Balat and Galata regions in Istanbul.

In the study, as data collection tools, an 11-item se-
mi-structured interview form for supply sides and a 
13-item semi-structured interview form for consu-
mers developed by the researchers were used.

The interview questions were prepared compatib-
le to be conducted with this type of interview te-
chnique. These questions were asked to the inter-
viewees in the same order, but the interviewee is 
allowed to answer the questions as broadly as he/
she wishes during the interview (Yıldırım & Şimşek, 
2011). In order to ensure the internal validity of the 
prepared interview form and to check to what ex-
tent it serves the purpose, its comprehensibility and 
applicability, it was submitted to the opinions of 
academicians who are experts in their fields. In line 
with the feedback from the experts, the questions 
in the interview form were corrected and applied to 
the sample.

In order to ensure external validity, the researcher 
who will carry out a study by utilizing qualitative re-
search methods should inform the research parti-
cipants about all stages of the research (Yıldırım & 
Şimşek, 2011: 257). For this reason, detailed expla-
nations were given to the participants at all stages 
of the research. The participants were not forced to 
participate in the research and participation was vo-
luntary.

The validity and reliability of the research were ensu-
red by giving in-depth profiles of the study area and 
the participants in the research, as well as trying to 
ensure the consistency of the data within themselves 
(Yıldırım & Şimşek, 2011). In addition, the fact that the 
two researchers conducting this research reviewed 
all the data several times and made a joint decision, 
to make the research reliable. The interview questi-
ons were directed to each participant with the same 
words and intonations to evoke the same meaning. 
After data collection, the answers were categorised 
by coding method. Firstly, the data were transcribed 
and then the findings were interpreted. According 
to the ethics of scientific research, the names of the 
participants were kept confidential and could not be 
deciphered anywhere in the study. The participant 
store owners/supply parts A1, A2, A3, A4, A5, A6 .....; 
consumers/demand sides T1, T2, T3, T4, T5, T6 .... 
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and the data were recorded in PDF format.

The data obtained from the interview form in the 
study group were analyzed using descriptive analy-
sis and content analysis techniques. In the desc-
riptive analysis approach, the aim is to present the 
obtained data to the reader in a regulated and in-
terpreted state (Yıldırım & Şimşek, 2011). Content 
analysis is the organization and interpretation of 
similar data in an understandable form by bringing 
together similar data within the framework of certa-
in concepts and themes (Creswell, 2013). Defined as 
a research technique used to make repeatable and 
valid inferences from the text, the Content analysis 
technique provides information on practical actions 
by increasing the researcher’s understanding of spe-
cific facts and events (Polat, 2020). For this reason, 
it was aimed to obtain a meaningful result by co-
ding the answers given by the participants to the 
interview questions within the scope of the subject. 
The answers given by the participants constituting 
the supply and demand sides to the questions in 
the semi-structured interview form were recorded 
on the form. The data obtained from the form were 
arranged in the Office programme and coding was 
created within the content. MAXQDA 2022, a quali-
tative data analysis programme, was used for con-
tent analysis. Qualitative analysis software packages 
provide various visual display possibilities to help 
researchers explore and analyze data and present 
relationships (Berg & Lune, 2019: 375).

Findings
In order to ensure coding reliability, all interview 
data were coded by the researchers, and 6 interview 
forms randomly selected by two independent aca-
demicians working in the field of qualitative research 
methods were coded separately and the codes per-
formed by the independent academicians, and the 
researchers were compared. According to the for-
mula of consensus/(consensus+disagreement)*100 
suggested by Miles and Huberman (1994), the con-
sensus between the coders was calculated as 100% 
(Miles & Huberman, 1994).

Demographic data
Demographic data on the supply parties participa-
ting in the research are shown in the Table 1.

Table 1. Supply Side Demographic Data

Demographic data on the demand parties 
participating in the research are depicted in the 
Table 2.

Table 2. Demand Side Demographic Data

According to Table 1 and Table 2 the majority of the 
participants in the research are women. The total 
number of female participants on the supply side 
and demand side is 16 and constitutes 76.19% of 

Par-
tici-
pant

Age Gen-
der

Sector 
Expe-
rience

Second-
Hand Clothing 

Sales Expe-
rience Year

A1 51 F 30 2

A2 69 M 45 4

Pa
rt
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ip

an
t

A
ge

G
en

de
r

Pr
of

es
si

on

Ed
uc

at
io

n 
St

at
us

T1 21 M Model High School

T2 22 F Student 
Bachelor's Deg-

ree

T3 30 M Editor B.A

T4 20 F
Graphic De-

signer
Associate Deg-

ree

T5 20 F Accounting
Associate Deg-

ree

T6 18 F
Theatre ac-
tor/student

Bachelor Student

T7 36 F Academician PhD

T8 22 F Student 
Bachelor's Deg-

ree

T9 19 F Student 
Bachelor's Deg-

ree

T10 38 F Academician PhD

T11 21 F Student 
Associate Deg-

ree

T12 19 F Student 
Associate Deg-

ree

T13 39 F Psychologist Master's Degree

A3 26 F 2 2

A4 22 F 3 3

A5 35 F 15 8

A6 27 M 2 1

A7 21 F 2 2

A8 30 M 8 18
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the total 21 participants. Fifty per cent of the supply 
providers are between the ages of 26-35. The majo-
rity of consumers (69, 23%) are between the ages of 
15-25.  46,15% of the consumers are postgraduate 
and associate degree students.

Questions and Comments for Supply 
Side
The participants, who constitute the supply side of 
the research, were first asked the question “Why 
did you prefer to sell second-hand clothes?”. (A1) of 
the participants  (A1) answered ”To continue the life 
of the clothes, especially for economic reasons, to 
bring clean and usable products together with the 
consumer, to bring the clothes of the old period fas-
hion together with the consumer”, (A2) “It is easy to 
supply”, (A3) “To make old fashioned clothes meet 
new users”, (A4) “Because it is a different and more 
selective concept”, (A5) “In order to contribute to 
sustainability”, (A6) “In order to be ecologically be-
neficial to the environment”, (A7) “The idea that 
vintage products are of better quality and special”, 
(A8) “I decided to sell the clothes left by the family 
because I could not afford to throw them away”.

In addition to this, when the question “Do you use 
second-hand clothes besides selling second-hand 
clothes?” was asked from the supply side partici-
pants, all participants stated that many of their clot-
hes are second-hand products either inherited from 
their families or purchased.

(A1), (A2), (A5), (A8) answered the question “Do you 
also sell new clothes in the store?” as “No, all produ-
cts are second hand”, (A3), (A4), (A7) stated that “we 
have our products suitable for the vintage concept” 
and (A6) stated that all clothes are second-hand pro-
ducts and only accessories (hats, bags, glasses, etc.) 
are new products.

What is the general product group in your store? (A8) 
answered the question as all underwear/outerwear, 
evening dresses, costumes and accessories for wo-
men and men, and it was found that the product 
groups in the stores of all other participants were 
mainly women/men, upper clothing/lower clothing, 
daily clothing.

All participants in the study group answered the qu-
estion “Where do you supply the clothes you sell in 
your store?” as “The majority of the products are 
supplied from warehouses located at certain points, 
especially from warehouses where second-hand 
products are imported from abroad”. In addition to 
this, it was found out that it was also obtained from 
flea markets, from the first users who brought and 
delivered them, and from the unused clothes left by 
the family.

To the question “Do you also sell clothes through 
online sales channels?”, (A1), (A2) stated that they 
sell “through Instagram” social media, (A3), (A4), 

“through Instagram and website”, (A5) “through the 
website”, (A6), “through Instagram and shopping 
site”, (A7) “through Instagram and closet site”. Par-
ticipant (A8) answered the question as “no, we sell 
all products in our store”.

Concerning the question “Why do you think custo-
mers prefer second-hand clothes?” are evaluated; 
it is seen that the majority of the participants gave 
answers as “economic reasons” and “feeling speci-
al”. (A1) of the participants (A1) “Economic reasons 
in the first place, but also to have a unique produ-
ct”, (A5) “First of all, for authenticity, as well as not 
harming the environment and affordable price”. (A4) 
“They say that it gives a sense of experience”, (A6) 
“Customers think that the clothes have a story and 
carry traces of the past, and this is more interesting 
to them”, (A4) “Customers think that the clothes 
have a story and carry traces of the past, and this is 
more interesting to them”, and they also stated that 
the consumers’ sense of experience and the con-
nection of the clothes with the past also affect their 
preference. In addition, participants (A7) and (A8) 
stated that “Since second-hand clothes are much 
more specialised pieces, customers find the pieces 
produced from selected, quality materials more va-
luable” and that the fact that the pieces are unique 
and different from the current fashion is also an im-
portant factor in consumers’ second-hand clothing 
preferences.

Regarding the question ”Do you know about the 
concept of sustainability?”, it was concluded that 
(A4) and (A6) of the supply side participants did not 
have any information.  One of the participants (A3) 
said “Yes, I know the concept of sustainability, I also 
receive fashion education. The fact that the used 
products are sustainable and vegan, and local pro-
duction makes me happy. I make my clothing prefe-
rences in this way”, while (A5) responded “Yes, the 
concept of sustainability is our existential reason. 
In addition, the majority of supply-side participants 
think that they serve sustainability through the sale 
of second-hand clothes”. Participants (A4) and (A6), 
who were not informed about the concept, conclu-
ded that their supply is actually within the scope of 
sustainability after being informed about the subje-
ct.

In response to the question “Do you have informati-
on about the concept of ethical fashion?”, only one 
of the participants (A5) stated that he had informa-
tion concerning the concept of ethical fashion and 
that he was trying to act upon this purpose. It was 
concluded that the other participants did not have 
information about the concept of ethical fashion, 
and all participants were informed about the sub-
ject.

Finally, the question “The demand of consumers for 
second-hand clothes and the number of daily sales” 
was answered by all participants as “the demand is 
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quite intense”. In addition, (A1) “It met the expec-
tation quite well when we consider the average, we 
saw that there was an intense interest”, (A3) “The 
consumer’s interest in second-hand products is qui-
te intense, vintage products are more preferred than 
brand new products in the store. Especially the cus-
tomers of this region are fixed customers, they also 
demand intensively in order to avoid monotonous 
clothing”, (A6) “The interest of consumers is very 
good, it is expected that there will be a 50% increa-
se in demand by the end of 2024 with the effect of 
economic factors”. 

Questions and Comments for the Demand Side

The participants, who constitute the demand side 
of the research, were first asked the question “Why 
do you prefer to buy second-hand clothes?”. When 
the answers were analyzed, “being economical”, 
“the importance is given to the environment” and 
“the ties of the clothes with the past” were the pro-
minent answers. One of the participants (T4) stated 
that “second-hand clothes are both economically 
more suitable and more appropriate to be used for 
a long time because they are of better quality and 
durable”. Similarly, (T12) stated that “it is much more 
affordable than new clothes, so I can have more clo-
thes” and (T7) stated that “sometimes the product I 
want is only available as second-hand, so I prefer it. 
Sometimes the price I can pay for the product I like 
is only available second-hand, so I prefer it. Even if I 
can afford it, I may also prefer second-hand, in which 
I think “Why should I pay so much money when I 
will wear not long?”. On the other hand, one of the 
participants (T6) answered in line with the importan-
ce of sustainability: “I prefer second-hand clothes 
because I care about the environment, and if the 
product I want is already available, I think there is no 
need to bring waste into the cycle by buying a new 
one”. Participants (T1), (T2) and (T8) responded “I 
feel more emotional because the clothes have a his-
tory with their first owners”, and “I like the ties with 
the past”, it makes me feel different and special”.

To the question “Do you mostly prefer second-hand 
or new clothes in the clothes you buy?”; 8 partici-
pants stated that they “prefer new products more” 
and 1 participant stated that they “prefer se-
cond-hand products more”. Participant (T9) exp-
lained the reason for second-hand preference as 
“I prefer second-hand both economically and de-
sign-wise. I also find it important in terms of sustaina-
bility.” The other 4 participants stated that “it varies 
a lot according to the periods, while in some months 
they prefer new products, sometimes they buy more 
second-hand clothes”. One of the participants (T3) 
stated “It can change depending on finding what I 
am looking for. In some periods, I can buy more se-
cond-hand products and in some periods I can buy 
new products.”, (T4) “Of course, I buy new clothes, 
but my priority is generally vintage stores and flea 

markets.”, (T7) “In general, my priority is new clot-
hes. But at the same time, I also look for similar ones 
in second hand.”

When we look at the clothing categories particularly 
preferred by the participants on the demand side; it 
is seen that they mainly prefer coats, sweaters and 
dress-style products for outerwear and upper body 
clothing group, while they prefer trousers and lower 
group products less. In addition, when the parti-
cipants were asked “the product group that they 
would never prefer second-hand”, the majority of 
the participants gave answers such as “underwear, 
swimwear, socks and pajamas”.

“(T2), (T3), (T4), (T10) and (T13) stated that they use 
the products directly, (T5), (T6), (T8), (T11) and (T12) 
stated that they make repairs and modifications in 
case of a worn/damaged product. Among the parti-
cipants (T1), (T1) stated that “I do not prefer to use 
it directly, I make changes on it and then use it”, (T7) 
stated that “I can use some products directly, but 
after using the product for a while, I can make chan-
ges on it - in line with my skill - so that I can wear it 
for a longer period of time”, (T9) stated that “I make 
some fixing on some pieces according to my style. 
For example, if I find the jacket long, I have it shorte-
ned, I make a bag out of jeans.”

As for the question “Do you have knowledge about 
the concept of sustainability? , it is seen that (T1), 
(T3), (T4), (T5), (T6), (T7), (T8), (T9), (T11), (T12), and 
(T13) of the demand side participants stated that 
they have knowledge about sustainability. In addi-
tion, (T1); “Many designers follow sustainable clot-
hing collections, second-hand clothing markets also 
support this issue.” (T9); “Producing products with a 
more environmentally friendly approach with respe-
ct to fast fashion.”, (T11); “Contributing to our world 
ecologically by extending the life cycle of produ-
cts.”, (T12); “To continue the life cycle of a product. 
To reuse it, to reduce its harm to the environment.”. 
Based on the answers obtained from other partici-
pants, it was concluded that (T2), (T3), (T4), (T10) and 
(T13) did not have much information, and (T10) of 
the participants did not know the concept of susta-
inability.

To the question “Are you familiar with the concept 
of ethical fashion?”; (T1), (T2) and (T5) stated that 
they had not heard of the concept before and did 
not have any information, while (T3), and (T6) stated 
that they had very little information. On the other 
hand, it was concluded that (T4), (T7), (T8), (T9), (T10), 
(T11), (T12), and (T13) participants had knowledge 
about the concept of ethical fashion.  According to 
the answers given by the participants (T7); “Ethical 
fashion can be explained as prioritising transparency 
and sensitivity at every stage from the production of 
everything in the fashion sector until it reaches the 
consumer”, (T8); “It stipulates that animal skins and 
furs are not used in textile production.” (T9); “Produ-
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cing products with a more environmentally friendly 
approach against fast fashion.”, (T10); “Protection of 
workers’ rights, companies’ production in accordan-
ce with ethical rules while producing.” (T11); “Tests 
on living things, the effect of chemicals.” (T12), “En-
vironmentally harmless production in terms of sus-
tainability, reducing the damage of chemicals to the 
environment.”

When the answers given by the participants to the 
question “How does it make you feel to support sus-
tainable fashion by buying second-hand clothes?” 
are analyzed (T3); “I do think that consumption is 
more than necessary. For this reason, I think I make 
a more useful purchase with second-hand clothes.” 
(T6); “It makes me feel good because I contribute a 
little, I think I am doing something useful for the so-
ciety.” (T7); “When such questions raised, I thought 
that I support this issue because I was always making 
such a choice by acting at the point of my sustaina-
bility, but I think I will take this point into considera-
tion now thanks to you. I hope I can give more cons-
cious answers in your similar studies from now on.” 
(T9); “Knowing that I have made a contribution to 
preventing the destruction of nature makes me feel 
happy.” (T10); “I feel happy because I don’t pay a lot 
of money  and I can buy the products I want.” (T11); 
“Making an economic profit makes me feel happy.” 
(T12); “First of all, I make a profit economically. In 
addition, knowing that I am beneficial to the envi-
ronment, consuming this kind of consumption ma-
kes me feel psychologically and emotionally happy.” 
(T13); “I think I strengthen my connection with the 
past. I like to wear clothes with a story. It excites me 
and makes me curious. I like to wear a garment for a 
long time. Thus, I think we increase our responsibi-
lity towards the environment.”

When the answers given to the question “Do you 
think that buying second-hand products reduces the 
environmental impact of fashion?” are evaluated, 
it is revealed that the majority of the demand side 
participants stated that “yes, second-hand clothing 
consumption is beneficial in preventing the harmful 
environmental effects of fashion”. Participant (T9) 
stated that the consumption of second-hand clot-
hes is a beneficial behaviour towards the environ-
ment and commented: “Everyone thinks how much 
contribution can I make with my purchase, but it is 
a great benefit for the environment that not even a 
single product goes to waste”. On the other hand, 
participant (T6) stated; “No, I don’t think so, fast 
production continues” and (T7) stated that “It would 
be more accurate to say that I think it should actu-
ally decrease in this regard, but I think that fashion 
continues in the same course, irrespective of being 
second-hand products or not”.

When the answers to the question “Can you repa-
ir your clothes with simple modifications to extend 

the life of your clothes or do you have someone else 
do the repairing?” were analysed, (T1) and (T0) of 
the participants answered as “no, I do not repair 
or have someone else repair the worn or damaged 
clothes”. The other majority of the participants gave 
the answer “yes, I do alterations or have them mo-
dified”. Among the participants (T2); “I cannot do it, 
but I get help from my family for the repair process”, 
(T4); “Sometimes when a part of my garment is rip-
ped or torn, I patch it according to the condition of 
the torn area or I cut the garment into pieces and 
combine it with my other clothes. This both prolon-
gs the life of my garment and provides me with the 
opportunity to contribute to sustainability”, (T5); “If 
it is not in a very bad condition, I repair it, but if I can-
not do it, I give it to the tailor to repair it”. (T7); “If I 
can handle it with my own skills, of course, I repair it 
or turn it into other things, for example, shorts from 
jeans or tracksuits with torn hems, turning long-sle-
eved clothes into short sleeves, sewing small rips. 
However, if there is a situation I cannot modify and 
product modification requires mastery, I get profes-
sional help. I wear all my clothes as long as they can 
be worn, and when they become unwearable, that 
product continues its life as a cleaning cloth for a 
while. In case of weight gain and loss, if the clothes 
are still wearable, I can sell them second-hand or 
give them to people in need”.

The question “Do you find it ethical to produce 
long-lasting clothes?” was answered as yes by all 
participants. Among the participants (T1); “Yes, I 
think that the long-lasting production of clothes is 
a system that should continue, but it is much more 
ethical and correct in this period, but I don’t think 
it can continue much due to the fast fashion sys-
tem”, (T3); “Yes, I find it more ethical. I don’t like 
that the clothes wear out very quickly. Clothes that 
wear out quickly leave consumers in a difficult situa-
tion financially and emotionally”, (T4); “Yes, I think it 
would be healthier if the clothes were produced in 
long-lasting and limited quantities, I find fast fashion 
unnecessary”, (T6); “If harmful factors are not used 
to extend the life of the product, I find it ethical”. 
(T6); “Here, it is necessary to look at the situation 
from two sides, it is ethical for the consumer, less 
money is spent, but in the second direction, there 
are manufacturers, they may find it profitable to pro-
duce shorter-lasting products for their maintenance. 
Since the situation here changes according to the 
direction in which it is looked at, maybe we should 
not look for ethics at this point”. (T8); “Yes, I find it 
ethical. Even if it is not long-lasting, I think it should 
be suitable for recycling”. (T9); “I find it ethical, but 
long-lasting clothes are very expensive financially”. 
(T11); “Yes, long-lasting clothes are more ethical in 
terms of ecological and sustainability”.
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Table 3. Code Statistics

Table 3 sheds light on the general code statistics. In 
the table where the usage frequency of the codes 
between the consumer and supply sides is shown, 
the code “garment life” is identified with “ethical 
fashion” in the eyes of consumers. No feedback 
was received from the consumers on the conceptual 
definition of “ethical fashion”, nonetheless, having 
made the necessary definition of the concept du-
ring the interview, it was concluded that the produ-
ction of long-lasting clothes was the equivalent of 
the concept for them. “Do you find the production 
of long-lasting clothes ethical?” “Yes, long-lasting 
clothes are more ethical in terms of ecological and 
sustainability (T-11)”, and “It should definitely exist 
(T-2)”. In addition, the vast majority of second-hand 
clothing supply providers and consumers expressed 
their second-hand preference with “affordability”. 
While affordability is perceived as “being affordab-
le” by consumers, it is perceived as “affordable pri-
ce in supply and cheap product due to the harsh 
economic conditions” by supply parties.

Figure 1. Relationship between Supply and Demand Parties

Figure 1 illustrates the code frequencies of consu-
mers and supply parties by comparing two case mo-
dels obtained with MAXQDA 2022 package prog-
ram. Although the relevant figure helps to make 
general evaluations, the unequal number of partici-
pation of consumers and supply sides constitutes a 
limitation in thorough evaluation. Consumers’ per-
ceptions of “ethical fashion” are expressed with the 
codes “garment life”, “budget-friendly”, and “bu-
dget-hostile”. Consumers who find second-hand 
clothing consumption “economical” also think that 
it contributes to “sustainability”. Although the main 

reason for preference is seen as the economy. In 
response to the question “Why do you prefer to buy 
second-hand clothes?” consumers responded: “I 
feel more emotional because the clothes have a his-
tory with their first owners. In addition, having more 
special pieces that not everyone has is also a rea-
son of preference for me (T-2)”, “I think I strengthen 
my connection with the past. I like to wear clothes 
with a story. It excites me and makes me curious (T-
13)”, “connection with the past”, “finding the de-
sign beautiful”, “and feeling special”. The supply 
sides were asked the question “Why do you think 
customers prefer second-hand clothes?” under 
the same codes and similar answers were received. 
This similarity between the answers shows that the 
supply sides recognise their consumers in a sense. 
Percentage distributions of the codes related to the 
preference for second-hand clothes by supply and 
demand sides are given in Table 4.

Table 4. Why do you prefer second-hand clothes?

Codes Supply Sides Request 
Parties

Feeling Special 75,00% 38,50%

Finding Design 
Beautiful

12,50% 38,50%

Connecting with 
the Past

62,50% 15,40%

Sustainability 62,50% 84,60%

As the visual expression of the frequency of use of 
the codes, The code cloud was created separately 
for supply providers and consumers, as shown in Fi-
gure 2 and Figure 3. The sizes and thicknesses of the 
codes in the code cloud show the frequency of use 
of the code.

Figure 2. Vocabulary Cloud for Supply Side
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Figure 3. Word Cloud on Consumer Parties

4. Conclusion
Second-hand consumption activities associated with 
low status in the past years have gained significance 
again today with consumers having more ecological 
awareness. These consumption activities become 
much more sustainable if they prevent the purchase 
of a new product. Consumers considering the resale 
value of high-quality products can shape their pre-
ferences and behaviours accordingly. For example, 
they may exhibit sustainable consumption behavi-
our by preferring high-quality and resalable clothes 
over disposable clothes. In addition to purchasing 
preferences, changes in consumers’ attitudes can 
also be translated into practical behaviours. Consu-
mers can take better care of the products they use 
in order to ensure the resale value of the products 
they buy, thus extending the life cycle of the produ-
cts (Çelik Varol, 2022: 53).

Billions of second-hand garments are traded worl-
dwide every year, spanning North and South Ame-
rica, connecting Europe to East and West Africa, 
and stretching across Asia and around the Pacific. 
Used clothing networks differ from other trade pat-
terns in that they reverse the flow of clothing produ-
ced for sale. While new clothes are predominantly 
produced in low-income countries and emerging 
economies such as China, used clothes travel from 
rich countries to poor countries. Moreover, they are 
bonds of intimate connection, as they physically link 
consumers wearing new clothes in the global North 
(Australia, Europe, Japan and North America) with 
some of the poorest people in the global South (Af-
rica, most of Asia, the Middle East) (Brooks, 2015:4). 

The results obtained in line with the findings of 
this study, which was conducted to determine the 
approaches of supply and demand sides to se-
cond-hand clothing in the context of sustainability 
and ethical fashion, are as follows. It is observed 
that second-hand clothing supply parties support 
the sustainability approach with their answers to the 
questions posed. When the reasons why the sellers 
prefer the second-hand market are analyzed, it is 
seen that in addition to economic reasons, the ea-

sier supply of second-hand products compared to 
the new products is an important factor for them 
to operate in the second-hand clothing market. All 
of the sellers choose their products from imported 
products from foreign markets. In this way, they can 
create a special ossified customer group by offering 
clothes with a higher quality, special and selective 
concept for consumers. On the other hand, many 
sellers try to reach more audiences more easily by 
selling through social media and web pages. The-
se answers of the supply sides, who stated that the 
reasons for customers’ preference for second-hand 
clothes are primarily economic reasons and then the 
desire to have unique clothes with a story and expe-
rience, are in line with the demand side.

Although only two participants have no knowledge 
about the concept of sustainability, it is stated in the 
answers given that all other participants know the 
concept and that this is one of the purposes of the-
ir existence and that they were established to serve 
this purpose. Contrary to the answers given for the 
concept of sustainability, it is seen that the supply-si-
de participants do not have much information about 
the concept of ethical fashion. Only one participant 
a comprehensive explanation about ethical fashion, 
and the other participants who could not express an 
opinion on the subject were explained about ethical 
fashion, and after the explanation, they stated that 
they actually serve within the scope of ethical fashi-
on.

Finally, the participants, who stated that consumers 
are more interested than they expected, put forward 
the view that this rate will increase even more in the 
coming years. It is seen that second-hand clothing 
demand parties support the ethical fashion and sus-
tainability approach with their answers to the questi-
ons posed. When the reasons why consumers prefer 
the second-hand market are analyzed, economic 
reasons come to the fore. Then, environmental im-
pacts and the ties of the clothes with the past were 
expressed by many participants. In addition to fin-
ding second-hand clothes quite economical com-
pared to new products, consumers also stated that 
the designs of the clothes produced in the past were 
more special and emphasized that the raw materials 
were of much higher quality. Participants mostly pre-
fer upper body and outer garments such as swea-
ters, shirts, dresses, coats, and it has been observed 
that they never prefer products such as underwear 
and swimwear for hygienic purposes.

Some of the participants use second-hand clothes 
as they are, and some of them state that they make 
changes on the clothes they buy if they are defe-
ctive/damaged. In addition, it was concluded that 
in order to prolong the life of their old or worn-out 
clothes, they make alterations / have them made 
or make changes to the products, sometimes even 
combining two separate products and obtaining a 
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single product. Old or outdated clothes can be used 
as new garments or accessories by making some 
changes on them.

On the demand side, only two participants stated 
that fast fashion is an ecological threat and does 
not provide an environmental benefit despite se-
cond-hand consumption, while the other partici-
pants think that the consumption of second-hand 
clothes reduces the environmental impact, but it is 
seen that by consuming second-hand clothes, they 
care for others and the natural world and feel more 
special and happy.
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Abstract 
The experiences of backpackers hiking the Lycian 
Way have been thoroughly examined in this study. 
The study indicates that the path can be a means of 
experiencing several dimensions at once. The analy-
sis of user comments collected on Google Maps re-
vealed that the experiences of tourists were gathe-
red into four primary dimensions. These dimensions 
are Emotional, Physical, Intellectual, and Spiritual. 
Gratefully, on one hand, the emotional dimension 
impresses the natural scenery to tourists which inc-
lude the feelings of awe and peace they have. On 
the other hand, the physical dimension highlights 
the difficulties of the walk that require endurance. 
The intellectual dimension is an opportunity to gain 
new historical and cultural impressions of sites along 
the route while the spiritual dimension involves the 
deep connection to nature and self-growth aspect. 
The research shows that the Lycian Way is not only a 
physical activity but also an emotional, intellectual, 
and spiritual experience. These results offer newer 
insights in sustainable tourism practices and desti-
nation management. Moreover, attention to tourism 
research through online user comments is underli-
ned and stressed that it gives a realistic data sour-
ce. Future research can be done on the influence of 
such occurrences in various tourist profiles and their 
contributions to the local economy.

Keywords: Lycian Way, Backpacker Tourism, Tourist 
Experience, Nature Trekking.
JEL Codes: Z39,L83,Z30

Özet
Bu çalışma, Likya Yolu’nu yürüyen sırt çantalı tu-
ristlerin deneyimlerini derinlemesine incelemiştir. 
Çalışma, rotanın sunduğu çok boyutlu deneyimleri 
ortaya koymaktadır. Google Maps üzerinden elde 
edilen kullanıcı yorumlarının analizi, turist deneyim-
lerinin dört ana boyut altında toplandığını göster-
miştir. Bu boyutlar, Duygusal, Fiziksel, Entelektüel 
ve Manevi boyutlardır. Duygusal boyut, turistlerin 
doğal güzellikler karşısında hissettikleri hayranlık ve 
huzur duygularını içerirken, fiziksel boyut, yürüyüşün 
dayanıklılık gerektiren zorluklarını vurgulamaktadır. 
Entelektüel boyut, rota üzerindeki tarihi ve kültürel 
izlenimleri öğrenme fırsatları sunarken, manevi bo-
yut ise doğayla kurulan derin bağ ve kişisel gelişim 
süreçlerini kapsamaktadır. Çalışma, Likya Yolu’nun 
sadece fiziksel bir aktivite değil, aynı zamanda duy-
gusal, entelektüel ve manevi bir deneyim sunduğu-
nu ortaya koymaktadır. Bu bulgular, sürdürülebilir 
turizm uygulamalarına ve destinasyon yönetimine 
dair yeni perspektifler sunmaktadır. Ayrıca, çevrimiçi 
kullanıcı yorumlarının turizm araştırmalarında kullanı-
mının önemine dikkat çekilmekte ve bu yaklaşımın, 
daha geniş ve otantik bir veri kaynağı sunduğu vur-
gulanmaktadır. Gelecekteki araştırmalar, bu dene-
yimlerin farklı turist profilleri üzerindeki etkilerini ve 
bölge ekonomisine katkılarını inceleyebilir.

Anahtar Kelimeler: Likya Yolu, Sırt Çantalı Turistler, 
Turist Deneyimi, Doğa Yürüyüşü.
JEL Kodları: Z39,L83,Z30

Research Article

Submission Date / Yayıma Geliş Tarihi : 13.08.2024 
Acceptance Date / Yayıma Kabul Tarihi : 04.10.2024 

https://orcid.org/0000-0003-3194-4218
https://doi.org/10.5281/zenodo.13953262


36

Çağdaş Aydın

Introduction  
The Lycian Way is a route rich in historical and cultural 
significance, featuring numerous remnants from an-
cient times to the present. Etymologically meaning 
“Land of Light,” Lycia is an ancient region that spre-
ad across the area now known as the Teke Peninsula, 
between the Gulf of Antalya and Fethiye. This path 
encompasses numerous ancient cities and residen-
ces, along with different royal tombs and sarcophagi 
of notable figures. Travelers now perceive the regi-
on’s natural beauty and rich historical knowledge. 
The hills brim with historical ruins from Byzantine ti-
mes, further solidifying this fact. High mountains and 
deep canyons of the Lycian Way allow the present 
to go back in time to the times and reencounter the 
history and culture for those who look for it. Therefo-
re, this route encompasses all the essential elements 
of a comprehensive tourism destination. It is also full 
of tourist attractions that reveal the wealth of the 
region, the symbols of its past, the beaches, and 
the settlements. This route includes the main tou-
rist destinations such as Fethiye, Kaş, Finike, Kalkan, 
Adrasan, and Kekova that present vivid emotions 
to the travelers, and their experience blends with 
the memory of the trip. Furthermore, the route is 
well-arranged, meeting international standards that 
include information boards and red and white marks 
along the way, making it safer and easier for hikers to 
navigate the path. Meanwhile, another reason that 
grows the Lycian Way further is their out of bed crea-
tivity when it comes to an offer of the unique staying 
experiences along the way. The houses are spread 
all over the route and are available as camping sites, 
hostels, village houses, and bungalows. Therefore, 
the variety of accommodations available will make 
the place accessible to a wide range of individuals 
with varying budgets and preferences.

Just as the tourists on Lycian Way do, backpackers 
are motivated by travel on their own, new experien-
ces (Pereira & Silva, 2018), as well as the search for 
peace and quiet (Akgündüz & Kızılcalıoğlu, 2016). 
Apart from this, these motivations that take after the 
Lycian Way in general are the most important rea-
sons for tourist movements. The Lycian Way covers 
backpackers’ wants with a combination of three ele-
ments: natural beauty, historical ruins, and cultural 
experiences. One of the other important features 
of backpacking tourism is the tendency to save on 
lodging as well as be flexible in their bookings (Lo-
ker-Murphy & Pearce, 1995; Scheyvens, 2002). In this 
sense, the Lycian Way is the most suitable path, and 
it includes many options like a campsite, hostels, vil-
lage houses, and bungalows. This variety caters to 
the needs of backpackers from different economic 
scales and personal preferences.

Generally, backpackers enjoy interacting with locals 
and learning about their local culture. They seek to 
engage with the locals and discover the authentic 
locations of their destinations (Tomljenovic et al., 

2015). The exploration of the Lycian Way, which origi-
nated in ancient times and connects to royal tombs, 
provides backpackers with an immersive cultural ex-
perience. This study is concerned with the experien-
ces of the people who toured the Lycian Way, which 
is a long-distance trail in the southwest of Turkey. 
In this case, the data was taken from the reviews of 
Google Maps users, which is an internet platform. 
Online telling is a secure internet platform whereby 
tourists can write their reviews without the need for 
censorship or filtering. Unlike other correspondence 
or mouth-to-mouth inquiries, people naturally write 
these reviews inspired by their curiosity. Therefore, 
we can conclude that these reviews exhibit less bias 
(Fang et al., 2016; Chen et al., 2020).

This study aims to add a new dimension to the exis-
ting literature by analyzing the experiences of back-
packing tourists on the Lycian Way. While previous 
research has generally focused on tourists’ demog-
raphic characteristics and overall satisfaction levels 
(Akgündüz & Kızılcalıoğlu, 2016; Tütüncü et al., 2020), 
this study focuses on Pine and Gilmore’s (1998) emo-
tional, physical, spiritual and intellectual impressions 
felt by individuals during an event (Tung & Ritchie, 
2011, p. 1368). In particular, analyzing online user 
comments obtained through Google Maps provides 
the study with a broader and more authentic data 
set. This approach allows tourists to express their ex-
periences more spontaneously and unfiltered. It al-
lows for a more diverse and comprehensive sample 
than traditional survey and interview methods. This 
study contributes to the literature by demonstrating 
that the Lycian Way is a physical activity area and a 
multidimensional experience with emotional, physi-
cal, intellectual, and spiritual effects.

Conceptual Framework
In today’s highly competitive marketing world, many 
products and services have become commonplace 
and do not contribute to the differentiation of orga-
nizations. Since consumers demand holistic and las-
ting personal experiences enriched with emotional 
memories, feelings, and symbolic meanings, more 
than these products and services are needed to 
meet their needs (Hosany & Witham, 2010). Therefo-
re, consumers seek holistic and lasting experiences 
that appeal to them emotionally, physically, intellec-
tually, and spiritually (Pine & Gilmore, 1998; Radder 
& Han, 2015: 455). In the context of the experience 
economy, consumers seek unique and memorable 
experiences rather than simply buying products and 
services. In this new economy, consumers demand 
a distinctive added value for products and services 
that have already achieved a high functional quality 
(Oh et al., 2007). Experiences can deliver exceptional 
value to consumers, and a business can gain a solid 
competitive advantage when it builds on consumer 
experience (Wang, 2008). Carbone (1998) found that 
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consumers are more influenced by the subconscious 
sensory and emotional elements of experience than 
by the tangible attributes of products and services 
(Ayob et al., 2011).

The tourist experience is a holistic structure formed 
by the interactions, experiences, and perceptions 
tourists encounter during travel. This concept en-
compasses all kinds of interactions, emotions, and 
experiences that tourists have throughout their 
journeys, representing the sum of impressions they 
acquire during their travels. The tourist experience 
includes the impressions tourists gain during their 
travels, which are shaped by environmental, cultural, 
social, and personal factors (Larsen, 2007).

Subjective evaluations made by individuals regar-
ding their touristic activities during and after their 
travels are explained as tourist experiences (Tung & 
Ritchie, 2011). In other words, the tourist experience 
is a comprehensive concept that includes the imp-
ressions tourists gain during their travels, shaped 
by the combination of environmental, cultural, soci-
al, and personal factors they encounter (Moscardo, 
2017). Experiences are subjective and occur under 
the control of individuals (Thorne, 1963; Abrahams, 
1986; Arnould & Price, 1993). Experience is an indi-
vidual and personal phenomenon. Moreover, expe-
rience has a multidimensional structure. Pine and 
Gilmore (1998: 99) explained this situation as fol-
lows; “While prior economic offerings – commodi-
ties, goods, and services – are external to the buyer, 
experiences are inherently personal, existing only in 
the mind of an individual who has been engaged on 
an emotional, physical, intellectual, or even spiritual 
level.” This perspective shows that experience is clo-
sely related not only to external factors but also to 
the person’s inner world. This multidimensional ap-
proach reveals that experience is a comprehensive 
phenomenon that impacts the individual’s emotions, 
bodily reactions, thought processes, and existential 
interpretations (Pine & Gilmore, 1999). Individuals 
want to share the experiences they have gained du-
ring their travels with their close circles and narrate 
what they have lived (Gretzel et al., 2006; Willson & 
McIntosh, 2007). Tourists with positive experiences 
prefer the same touristic product and destination 
again (Uşaklı & Yüksel, 2021).

To understand the motivations affecting tourist ex-
periences, it is essential to focus on the travel mo-
tivations of backpackers. In this context, studies on 
the travel motivations of backpackers have been 
examined. Ross (1997) revealed that various fac-
tors effectively shape tourist motivations. These fa-
ctors, especially the sense of achievement and the 
feeling of control over environmental conditions, 
stand out for backpackers. These findings empha-
size the complex interaction of psychological and 
environmental elements that affect tourists’ travel 
experiences and preferences. This multidimensional 

structure of travel motivations is essential in shaping 
tourists’ decisions, from destination choices to travel 
styles and overall travel experiences.

Mohsin and Ryan (2003) obtained interesting results 
in their research which looked at the motivations, 
behaviors, and satisfaction of backpackers who were 
visiting the Northern Territory of Australia. It was 
found that the foremost reason backpackers had for 
coming to this area was their desire for enhanced 
cognition. The above result is to be found in one of 
the backpacker traits which is being generally prone 
to the exploration of places and learning about the 
different cultures in them. 

Jensen and Hjalager (2018) executed a survey with 
the aim of determining the primary driving forces 
of backpacking. According to the authors, the most 
important motivational factors that were identified 
are stimulation, host-site involvement, and nature. 
However, against them, factors like sun and beach, 
gastronomic experiences, recognition, and volunte-
ering had the lowest rating of motivation. The inves-
tigation of these findings is important as they help 
us to identify the factors that influence the minds of 
tourists as well as the ways in which tourists change 
their manners of traveling.

Uriely et al. (2002) classified the motivations of ba-
ckpackers into 4 groups: experimental-experien-
tial, humanistic, recreational-hedonistic, and mul-
ti-purpose. This classification identifies the reasons 
for travel and the kinds of experiences that backpac-
kers look for. Torres Luque and Araya (2024) divided 
the motivations of Chinese backpackers who come 
to Chile into three main groups: enjoyment of natu-
re, getting away from the routine, and recognizing 
cultural heritage. These groups give us an example 
of how travelers may have different motives and ob-
jectives when they go on a trip. 

Theories of travel motivations are a multifaceted ba-
sis for understanding the travel experience of tou-
rists who walk the Lycian Way. These theories help 
us to analyze the driving forces behind tourists’ mo-
tivations, expectations, and experiences, as well as 
to get the information needed for the launch of new 
destinations and marketing efficiency. Especially, by 
taking into account the theoretical approach and 
applying it to the Lycian Way, it will assist in getting a 
comprehensive understanding of the route and why 
the tourists prefer this route over others.

Literature Review
Hiking the Lycian Way was subjected to different 
investigations indicating the detailed motivation of 
the traveler at one time. Akgündüz and Kızılcalıoğ-
lu conducted a survey in 2016 with 407 participants. 
The study pertain to demographic characteristics, 
travel motivations released, and the level of satisfac-
tion displayed by the tourists. It appears that tourists 
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on the Lycian Way undertook the walk for reasons 
such as socialization, independent travel, explo-
ratory nature, escape from busy life to peace and 
enlightning’, and self-actualization. Moreover, they 
discovered that on a hiking trip, travelers with socia-
lization and self-actualization motivation have more 
chances of being more satisfied and more likely to 
revisit.

Tütüncü, Pamukçu, and Tanrısever (2020) collected 
the data through a survey that reached 416 hikers. 
The exploration revealed that hikers expressed sa-
tisfaction with the safety measures in the areas they 
visited. Nevertheless, the hikers made the hubbub 
point out the issues such as water scarcity, environ-
mental pollution, and the lack of informative signs. 
Kurar and Kavacık (2022) choose the Lycian Way to 
act through an alternative channel. The researchers 
examined the Lycian Way as a leisure activity and 
collected SWOT data from 12 representatives of va-
rious sectors. The internal environment analysis po-
inted out that amongst the assets could be counted 
the historical, cultural, and natural areas, along with 
the rich vegetation of that region. When it came to 
the external environment analysis, it was defined as 
being one of the alternative tourism centers, and the 
existence of empty buildings that can be turned into 
touristic areas was seen. However, the study also 
identified ignorance, insufficient security, and seaso-
nal impacts as potential threats.

In conclusion, these researches present that not only 
are the reasons for the interest of tourists for the Ly-
cian Way diverse, but also they have a big impact 
on their service experiences. The results of these 
studies are useful for the Lycian Way’s actions and 
marketing.

The literature review shows that different data col-
lection methods have been used in studies to de-
termine backpackers’ experiences. Sørensen (2003) 
used the participant observation method to exami-
ne the experiences of backpackers from Denmark. 
Although collecting data through observation can 
be time-consuming, this method offers the chance 
to experience daily life from the tourists’ perspecti-
ve. This ethnographic study suggests using a cultural 
concept to understand backpackers’ social interac-
tions, norms, and values. The results show that ba-
ckpackers are a heterogeneous group and that this 
group forms an identity through social interactions. 
The concept of “road status” is an essential pheno-
menon in understanding the culture of backpackers. 
Road status includes paying local prices, finding the 
best deals, and experiencing dangerous adventu-
res. This status is continuously reproduced through 
social interaction and status exchange among back-
packers (Sørensen, 2003).

Uriely, Yonay, and Simchai (2002) used in-depth inter-
view techniques to examine the experiences of Isra-
eli backpackers. While using interview techniques in 

qualitative research methods limits the sample size, 
it allows tourists to describe their experiences in the-
ir own words, thus providing rich and detailed data. 
The research found that some backpackers descri-
bed their travels as a period of rest, while others saw 
it as an opportunity to expand their knowledge and 
explore their souls. Similarly, Maoz (2007) conducted 
in-depth interviews with 25 backpackers. The study 
shows that the travel motivations of backpackers are 
shaped by the desire to escape from home and build 
a new identity. Noy (2004) analyzed the data throu-
gh narrative analysis based on in-depth interviews 
conducted with 40 backpackers in Israel in 1998. The 
results show that the travels of backpackers play an 
essential role in personal change and identity cons-
truction. Participants stated that their travels helped 
them to know themselves better and become more 
mature individuals. The narratives emphasize how 
travel’s authentic and adventurous moments are 
connected to internal change.

These studies demonstrate how different methodo-
logies are used to examine backpackers’ experien-
ces. Each methodology has advantages and disad-
vantages, and researchers generally try to choose 
the method or combination of methods that best 
suits the aims of their studies.

This study used data from user reviews on the online 
platform Google Maps to understand the experien-
ces of backpackers walking the Lycian Way. Online 
platforms provide a large amount of data, allowing 
researchers to conduct large-scale analyses. These 
data can be used to examine various aspects of tou-
rist experiences—satisfaction levels, complaints, su-
ggestions, and expectations.

This study aims to deeply examine backpackers’ 
experiences walking the Lycian Way and reveal va-
rious dimensions of these experiences. Using data 
obtained from user reviews on online platforms like 
Google Maps, a comprehensive analysis of the Lyci-
an Way experiences of backpackers will be presen-
ted. This research aims to contribute to the back-
packing tourism literature and provide new insights 
into understanding tourist experiences, specifically 
on the Lycian Way. The study’s findings are expected 
to offer practical recommendations for destination 
managers, tourism businesses, and policymakers, 
making the Lycian Way a more attractive and sa-
tisfying experience for backpackers. Additionally, 
methodological contributions regarding online user 
reviews in tourism research are expected. This study 
presents a holistic analysis of the multidimensional 
experience of backpackers walking the Lycian Way.

Research Area
The Lycian Way is a marked hiking route in southern 
Turkey, stretching from Fethiye to Antalya and tota-
ling 760 km. Walking this route takes an average of 
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29 days. The path mainly consists of Roman roads, 
ancient trails, and mule paths; it is often rocky and 
stony, thus unsuitable for mountain biking. Located 
between the coast and the mountains, this route 
frequently includes steep elevations. British/Turkish 
amateur historian Kate Clow researched, designed, 
and marked it in 1999. As Turkey’s first long-dis-
tance hiking route, the Lycian Way was created to 
identify and preserve some of Turkey’s ancient roa-
ds. The route’s starting point is in Ölüdeniz, which is 
2 hours away from Dalaman Airport. The endpoint 
is Geyikbayırı, accessible by bus from Antalya. The 
best times for hiking are the spring (February–May) 
and autumn (September–November). The summer 
months can be too hot for long walks in Lycia. Hikers 
can find many places to camp near water sources 
(Culture Routes Society, 2024).

Methodology
Data collection from online platforms is becoming 
an increasingly common and valuable method in 
tourism research. These platforms provide a rich 
data source where tourists can directly share their 
experiences and opinions. Online user reviews offer 
significant advantages, reflecting tourists’ experien-
ces and providing a broad sample (Ayeh et al., 2013). 
These online platforms’ reliability and widespread 
use make them an attractive data source for tourism 
researchers (O’Connor, 2010). Additionally, data ob-
tained from such platforms can provide in-depth 
insights into tourists’ behaviors, preferences, and 
satisfaction levels (Filieri et al., 2015). In this study, 
a total of 2008 user reviews from 2018 to 2024 were 
analyzed using document analysis, one of the quali-
tative research methods. The reviews were collected 
from Google Maps on August 5, 2024. Of the 2008 
user reviews, 994 were excluded from the analysis as 
they only contained rating scores. The Lycian Way 
appeals to backpackers by nature. In this context, 
the comments obtained are assumed to belong to 
backpacker tourists. The Lycian Way is an ideal desti-
nation for backpackers due to its challenging terrain, 
long distances, and the camping and hiking equip-
ment that usually needs to be carried. These cha-
racteristics make the Lycian Way typically preferred 
by independent and flexible backpackers in search 
of nature and adventure. The accommodation and 
logistical options along the route are generally ge-
ared towards low-budget backpackers. In addition, 
the promotion and tourist attractiveness of the regi-
on is often done in a way that attracts backpackers. 
In this context, Google reviews frequently employ 
backpacker vernacular and themes pertinent to their 
experiences, indicative of their journeys. 

Document analysis is a qualitative research method 
involving the extraction of information from carefully 
examined written materials that report on a speci-

fic phenomenon or several phenomena (Yıldırım & 
Şimşek, 2018). This method enables researchers to 
examine extant sources, saving time and resources, 
and reach a broad sample (Bowen, 2009). Historical 
research, policy analyses, and educational resear-
ch frequently employ document analysis (Merriam, 
1988). This method calls for the systematic collec-
tion, analysis, and interpretation of documents and 
visual materials that are relevant to the research to-
pic (Corbin & Strauss, 2008). The availability of data, 
cost effectiveness, and retrieving original document 
are some of the advantages of document analysis 
(Bowen, 2009). 

Following the criteria set by Guba in 1981 ensured 
the study’s reliability. The audit trail method was in-
tegrated into this model to strengthen the study’s 
comprehensibility. In this process, a proficient exter-
nal research auditor properly examined and repor-
ted the findings of the study, analysis, and the used 
methodologies. He carried out a verification proce-
dure and also justified the integrity of the data obta-
ined with the contents of these sections. The point 
of this operation is to heighten the process of the 
research’s trustworthiness. The detailed explanation 
of the methodology and the stages of the research 
also improves the clarity and replication of the study. 
According to Miles and Huberman (1994), this enab-
les other researchers to replicate the study. The data 
collection, processing, analysis, interpretation, and 
concluding processes were clearly defined. As Yıldı-
rım and Şimşek (2016) state, these clear definitions 
increase the reliability of the research and support 
the robustness of the findings. Thus, the scientific 
quality and validity of the study were strengthened. 
Considering all these explanations, it can be said 
that the study meets the reliability criteria. In order 
to ensure the validity and reliability of the study, the 
questions suggested by Miles and Huberman (1994, 
pp. 279-280) were answered. The methodology and 
other stages of the research were described in detail 
and clearly. The processes of collecting, processing, 
analyzing, interpreting and interpreting the data and 
obtaining the results were clearly stated. The results 
are linked to the data, and the researcher clearly sta-
tes the methods used to collect the data. The re-
searcher remained independent of personal biases 
and assumptions. Diverse views and alternative in-
terpretations were taken into account. The raw data 
are available for review by other researchers. During 
the data analysis process, the researcher carefully 
read all the reviews. Expert support was sought for 
reviews in Russian and Ukrainian. The reviews were 
documented separately and transferred to a quali-
tative data analysis program to initiate the analysis 
process.  Different researchers voluntarily participa-
ted in the data coding process and compared the 
coding.
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Findings
In this study, which addresses the experiences of ba-
ckpacking tourists walking the Lycian Way, four ca-
tegories and eight themes were obtained from data 
analysis. Table 1 shows each category, theme, and 

the sub-themes under each theme. The naming of 
the categories was inspired by the work of Pine and 
Gilmore (1998). The meanings contained in the ca-
tegories and themes are presented in detail in the 
findings section.

Categories Theme Sub-theme

Emotional Dimension

Admiration and Awe
Breathtaking landscapes - Admiration of 
natural beauty - A sense of adventure and 
excitement

Relaxation and Renewal
A sense of peace and calm - Escape from the 
stress of everyday life

Emotional Experiences
Swimming in cool mountain waters - Feeling 
the fresh air and pine scents - Enjoying local 
food and drinks

Physical Dimension Physical Difficulty
Challenging hiking and climbing- Endurance 
of difficult terrain- Sense of physical achieve-
ment

Intellectual Dimension

Learning and Discovery
Explore historical sites and ruins - Learn 
about local culture and traditions - Develop 
hiking and nature skills

Reflection and Contempla-
tion

Time for introspection and self-discovery - 
Gain new perspectives - Appreciate simple 
living

Spiritual Dimension

Connection with Nature
A sense of oneness with the natural environ-
ment - A sense of the sublime and transcen-
dent - Gratitude for the beauty of the Earth

Personal Development
Overcoming challenges strengthens charac-
ter - A sense of renewal and transformation 
- A sense of achievement and pride

Table 1. Experience Dimensions and Themes of the Lycian Way

Emotional Dimension
Pine and Gilmore (1999) emphasize the importance 
of emotional engagement in creating lasting memo-
ries and generating economic value, highlighting 
that experiences are inherently personal and exist 
only in the individual’s mind (Pine & Gilmore, 1999; 
Chan & Saikim, 2022). The emotional dimension is 
significant in forming loyalty and image in tourism 
experiences (Joy et al., 2021). The Emotional Dimen-
sion category articulates the emotional and sensory 
facets of backpacking visitors’ experiences traver-
sing the Lycian Way. This category includes tourists’ 
emotions, moods, and inner experiences during the 
walk. The main topics of this category are the won-
der and amazement that nature’s beauty triggers, 
the pleasure of the hike that the walk provides, and 

the sensations made by sense organs that are parts 
of the emotional process.

Admiration and Awe
The Admiration and Awe theme expresses the deep 
admiration and respect felt by backpacking tourists 
walking the Lycian Way in the face of the magnifi-
cent beauty of nature. This theme encompasses the 
astonishment and admiration experienced by hikers 
in the face of breathtaking views, the enthusiasm felt 
when encountering natural beauties, and the sense 
of adventure and excitement experienced throu-
ghout the journey. It shows that tourists are deeply 
affected by the enchanting impact of the natural be-
auties around them.
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“My fifth visit, and one of the rare places where I 
walk with peace every time. For the first time, I also 
entered the canyon water, which is priceless, espe-
cially in this heat of Antalya.” (Participant 14, July 6, 
2019)

“A dream-like walking place in magnificent nature... 
Natural waterfalls and ponds are magnificent. The 
path starting from Göynük Canyon is the most bea-
utiful of colors: blue, green, and others. The moun-
tains and rocks are perfect. Must be seen.” (Partici-
pant 439, February 7, 2021)

“A route that will enchant you with its incredible na-
ture, with green on one side and blue on the other. 
Definitely, a trail that must be walked; all you need is 
your backpack, tent, and a good travel companion.” 
(Participant 52, January 31, 2023)

These statements reflect the profound impact of the 
natural beauties of the Lycian Way on users and the 
feelings of admiration and awe that these beauties 
evoke in them.

Relaxation and Renewal
The Relaxation and Renewal theme expresses the 
feeling of physical and mental refreshment expe-
rienced by backpacking tourists walking the Lycian 
Way. This theme encompasses the relaxation and 
peace that hikers find by spending time in nature, 
away from the stress of daily life. It also indicates that 
the time spent in the tranquility and beauty of natu-
re helps tourists clear their minds and gain spiritual 
calmness.

“Peaceful, calm, relaxing...” (Participant 377, May 
12, 2022)

“A place to cool off in hot weather.” (Participant 525, 
September 1, 2019)

These statements reflect the opportunities for re-
laxation and renewal offered by the Lycian Way and 
the peace and tranquility felt by hikers during these 
experiences.

Emotional Experiences
The Emotional Experiences theme refers to the va-
rious emotional experiences of backpacking tourists 
walking the Lycian Way during their journey. This 
topic is about different emotions that visitors have 
when they are in the park: calmness they feel from 
nature, the adventure they encounter, and the achie-
vement they receive from facing challenges. cultural 
elements encountered along the way. 

“It’s a really nice place that we were hiking along 
with our two-year-old baby for, like, two hours and 
that was the most fun we’ve ever had with nature.” 
(Participant 13, January 19, 2021).

“My 535-kilometer journey in my imagination is just 
this path. I shall do my very best to carry the process 
out from the beginning to the very end the whole of 

time this life is in this body.” (Participant 15, October 
4, 2021). 

These are the utterances of the participants who felt 
the deepest-most powerful emotional experiences 
that they dealt with while they were walking the Ly-
cian Way and the emotions that those experiences 
stirred in them. Walking is not just a form of move-
ment it is a complex set of emotions and interactions 
which can be reframed by personal, social, and natu-
ral elements. Appreciating the emotional aspects of 
walking can promote friendliness and create rewar-
ding emotional moments during walking activities.

Physical Dimension
The Physical Dimension category deals with the Ly-
cian Way’s physical effects on hikers and their bodily 
experiences. This section of the test confronts the 
issues of the trail’s toughness, the amount of phy-
sical endurance needed, the track conditions, and 
the landscape features. The matter of the route’s 
appeal on the proposed fitness level, the stiffness 
of the walk, and the ways of coping with the tasks 
are, as well as those, what are involved in the testing 
process. Besides, the dimension also introduces the 
physical dimensions such as the differences in the 
soil, the wetness levels, and the traversing time of 
the path. This area is the most important one, as it 
helps us to grasp the way one can feel the Lycian 
Way physically and how people react to it.

Physical Difficulty
The Physical Difficulty theme explores the effects 
and requirements of the Lycian Way on hikers. This 
theme discusses the length and the hardness of the 
route, the level of the endurance one should keep, 
and the target places’ difficulty. It assesses the susta-
inability of the way based on the fitness levels of the 
hikers, the roughness of the terrain’s structure wor-
sening of the elements such as the climate. Additio-
nally, it takes a look at the impacts of long-distance 
hikes on the body, the endurance levels and dama-
ge, as well as the ways to overcome the challenges. 
This theme is the most important one for the nature 
of the Lycian Way experience and the necessary hi-
kers’ preparation. 

“I have a suggestion for those of you who want to 
trek from Adrasan to Olympos. Commence walking 
from Adrasan and go towards Olympos. The slope 
is more gentle. We goofily got off from Olympos to 
Adrasan. The climbing of the steep hill was really ex-
hausting...” (Participant 21, January 4, 2020)

“It offers a unique experience for those who trust 
their feet.” (Participant 40, January 26, 2023)

In addition to these statements, many comments 
include the words “difficulty—hard.” These expres-
sions describe the physical challenges of the Lycian 
Way for hikers and how to cope with these challen-
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ges. The theme of physical challenge emphasizes 
the bodily impacts and demands of the Lycian Way 
on hikers. The route requires hikers to have high en-
durance and good physical condition, as the terrain 
and climate conditions can be challenging. The vari-
ations in elevation along the hiking trail directly affe-
ct the hikers’ experience, while the fatigue and stra-
in levels brought about by long-distance hikes must 
also be considered. To cope with these challenges, 
hikers must prepare well and develop strategies.

Intellectual Dimension
The intellectual dimension aims to offer customers 
rich experiences on mental and cognitive levels 
(Pine and Gilmore, 1999). This dimension signifies 
that experiences are enriched physically, emotio-
nally, and mentally, allowing for deeper and more 
meaningful experiences. The intellectual dimension 
includes the impact of the Lycian Way experience on 
hikers’ cognitive and mental functions. This category 
examines the contributions of historical, cultural, 
and ecological elements along the path to the cog-
nitive frameworks of hikers. Hikers’ intellectual de-
velopment increases from the knowledge they have 
gained about ancient sites, indigenous cultures, and 
biological diversity. The tests and new meetings 
lead to the problem- solving and creative thinking 
of the children. The hiking route not only comprises 
the understanding of the broader scope of things 
such as cultural diversity and ecological principles 
but also the realization of the interaction of nature 
and mankind. For this reason, the Intellectual Di-
mension explores such components of the Lycian 
Way phenomenon as the mental horizon expansions 
and enhance the cognitive capacities of hikers.

Learning and Discovery
The Learning and Discovery theme involves the cog-
nitive and intellectual development of the hikers as 
they make their trek along the Lycian Way. This to-
pic covers knowledge, discoveries, and insights that 
travelers have gained from old sites seen, cultures, 
and nature around during their travel. It includes 
acquiring information in diverse domains, including 
history, archeology, botany, geology, and regional 
cultures. Additionally, it addresses how this new 
knowledge and experience expands and enriches 
the worldviews of travelers. The Learning and Dis-
covery theme emphasizes that the Lycian Way ex-
perience is not just a physical activity but also a rich 
intellectual and cultural exploration process.

“On one side, the endless blue of the Mediterrane-
an appears and disappears along the way; on the 
other side, lush pine forests, magnificent mountain 
views, and ancient cities witness history...” (Partici-
pant 53, April 13, 2022).

“...Some sections of the Lycian Way are suitable 

for mountain biking. In some places, experienced 
downhill and single-track enthusiasts can carry the-
ir bikes on their backs and traverse the entire trail. 
However, it is also possible to use alternative forest 
and village roads that are partly on and parallel to 
the Lycian Way.” (Participant 20, May 23, 2023)

These quotes highlight the various learning expe-
riences and discoveries encountered by hikers along 
the Lycian Way. They demonstrate the rich learning 
opportunities the Lycian Way offers, including histo-
rical ruins, natural landscapes, and different ways to 
explore the route.

Reflection and Contemplation
The Reflection and Contemplation theme encom-
passes the inner journeys and mental processes of 
hikers experiencing the Lycian Way. This theme inc-
ludes the moments of deep thinking and contemp-
lation experienced by travelers when alone with 
nature, their existential inquiries, and personal insi-
ghts. This theme focuses on hikers distancing them-
selves from the chaos of daily life, turning inward in 
the silence of nature, contemplating the meaning of 
life, and feeling a spiritual connection. Additionally, 
it includes experiences of contemplating past civili-
zations among historical ruins, reflecting on the cyc-
le of nature, and pondering the transience of human 
life. This theme demonstrates that the Lycian Way is 
a mental and spiritual journey.

“Cengiz Aytmatov has a very beautiful saying. There 
are not enough words to explain everything, nor is 
there a need... I don’t have enough words to desc-
ribe the Lycian Way...” (Participant 67, November 1, 
2023)

“To feel the mystery of the Lycian land, the endless 
blue of the Mediterranean, the summit of Mount 
Tahtalı, the nomads collecting thyme in the moun-
tains, the bitter taste of carob, solitude, nature, and 
tranquility, one needs to experience the adventure 
of the Lycian Way within time and space.” (Partici-
pant 411, October 6, 2021)

These statements reflect that walking on the Lycian 
Way and being alone with nature lead to moments 
of deep thinking and contemplation, allowing hikers 
to reflect on past civilizations and the beauties of na-
ture. Reflecting on past civilizations among historical 
ruins and contemplating themes such as the cycle 
of nature and human life’s transience deepens this 
journey’s spiritual dimension. The Lycian Way offers 
a physical, mental, and spiritual adventure.

Spiritual Dimension
The spiritual dimension aims to provide customers 
with profound spiritual and emotional experiences. 
This dimension seeks to enrich customers’ experien-
ces physically, mentally, spiritually, and emotionally, 
offering more meaningful and authentic experien-
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ces. From a tourism perspective, the spiritual dimen-
sion aims to make experiences more meaningful by 
providing customers with inner satisfaction and spi-
ritual fulfillment.

So the point of the category is to deal with the he-
art, the spirit, the whole existence of people through 
the Lycian Way. The close bond of individuals with 
natural things, experiences of quietness and the 
calmness they had and their personal evaluations of 
themselves and understanding are under the spiritu-
al dimension. This also covers the the spiritual bond 
established with past civilizations among historical 
ruins, reflections on the cycle of nature, and though-
ts on the transience of human life. Spiritual Dimen-
sion is the sum of lunging, existential curiosity, and 
manifesting of the inner self that a hiker may partake 
in when one is faced with the daily humdrum and 
seeks a quiet space in a natural environment.

Connection with Nature
The Connection with Nature theme is a multi-dimen-
sional concept encompassing the physical, emotio-
nal, and spiritual interactions that hikers establish 
with the natural environment along the Lycian Way. 
This theme examines the existential experience of 
humans within nature and the inner transformations 
this experience creates.

“You feel at the heart of nature with the enchanting 
beauty of forest, mountain, and sea views. It is a rou-
te that must be walked.” (Participant 61, November 
28, 2023)

“On the road from the mountains to the sea, it is 
ours as long as we can protect it.” (Participant 552, 
June 20, 2022)

“Perfect scenery intertwined with nature, crystal cle-
ar flowing water.” (Participant 227, August 11, 2020)

“One of the most beautiful places I have seen and 
visited in my life. The natural life is unspoiled and 
peaceful, and I recommend that everyone go there 
at least once in their lifetime. It is a great place to 
clear your mind and be one with nature.” (Partici-
pant 355, June 6, 2024)

These quotes emphasize the deep connection hi-
kers establish with nature on the Lycian Way, the be-
auty of the landscapes, and the feeling of being in 
the natural environment.

Personal Development
Within the framework of the Lycian Way experience, 
the Personal Development topic includes the trans-
forming experiences individuals have throughout 
a nature hike that tests their physical and mental 
boundaries. This subject encompasses the enhan-
cement of self-awareness, the cultivation of skills 
to surmount problems, the fortification of character 
characteristics such as patience and perseverance, 

the formation of a bond with nature, and the achie-
vement of inner tranquility. It encompasses aspects 
such as the experience of minimalist living, the cul-
tivation of empathy and communication skills throu-
gh social interactions, and the transformation of life 
perspectives.

“I believe it is an endeavor that everyone ought to 
undertake in their lifetime...” Participant 372, August 
14, 2020

“The vistas are extraordinary, awe-inspiring at the 
summits, and excellent locations for meditation and 
spiritual purification.” Participant 789, April 1, 2024

“An incredible place with an untouched atmosphe-
re. You feel so small, and all your problems become 
insignificant.” (Participant 808, October 20, 2020)

These statements show that the Lycian Way offers 
personal development experiences such as over-
coming challenges, personal transformation, and a 
sense of accomplishment.

Conclusion
This study seeks to thoroughly investigate the ex-
periences of hikers traversing the Lycian Way. Fol-
lowing the examination of user reviews sourced 
from the Google Maps platform, tourists’ experien-
ces were categorized into four primary dimensions: 
emotional, physical, intellectual, and spiritual. These 
categories thoroughly represent the many expe-
riences of tourists, consistent with the experience 
levels outlined in Pine and Gilmore’s “Welcome to 
the Experience Economy,” published in the Harvard 
Business Review in 1998. The experiences provided 
by the Lycian Way throughout the four primary di-
mensions enhance the comprehensiveness and vali-
dity of the feelings. In the emotional dimension, the 
feelings of admiration and peace that visitors feel in 
the face of natural beauty stand out. These emoti-
ons represent the connection of tourists with nature 
at a deeply emotional level and escapism from the 
turbulences of everyday life. In the physical aspect, 
obstacles along the way and the actual experience 
of overcoming them make it possible for the parti-
cipants to see how far they can go with respect to 
their physical strength. This is a tour during which 
people get to know themselves better instead of 
simply being passengers. On the intellectual level, 
the Lycian Way is like an open book on the history of 
these places and a great place to learn and interact 
with people from different cultures. This openness, 
in return, to the tourist’s perspective and the con-
sequent diverse experiences they have of different 
ways of thinking or living, changes and affects them 
positively. In the spiritual dimension, the relationship 
between man and nature and their inner growth are 
of ultimate importance for their personal develop-
ment and spiritual realization. The research results 
confirm the Lycian Way to be a vibrant area and an 
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experience that changes people in many ways–men-
tally, intellectually and even spiritually. Furthermore, 
these discoveries are beneficial both to managing 
the destination, and the tourism market develop-
ment through directing their marketing efforts, and 
also in which way to uplift the Lycian Way and make 
it a positive experience. Besides, it lays out locuses 
for future studies on the intensity and pattern of the 
effects of the Lycian Way on the local community 
and the economy. 

Emotional Dimension group emotions of the purpo-
sefulness of silence, the mind-defying capabilities or 
mindfulness, happiness, self-renewal, and comfort, 
are some of the most evident ones. The finding is 
in agreement with those retrieved by Akgündüz and 
Kızılcalıoğlu (2016) who underscore natural tranqui-
lity as a significant drive. Also, these findings corro-
borate the literature on the experiential motivation 
mentioned by Pereira and Silva (2018). The Physical 
Dimension category identified factors that have dif-
ferent effects on the route and make it challenging 
for the tourists to reach the end. This point consis-
tent the study by Tütüncü, Pamukçu, and Tanrısever 
(2020), who pointed out the difficulties hikers face. 
The Intellectual Dimension category, by contrast, 
emphasized the range of potential educational and 
discovery opportunities one can take at the Lycian 
Way. This is in tune with the aspiration for authentic 
experiences mentioned by Tomljenović et al. (2015). 
Furthermore, the theme of contemplation and refle-
ction embodies the psychological and spiritual jour-
ney that this path pursues. The Spiritual Dimension 
category revealed the tourists’ qualities of oneness 
with nature and their personal development expe-
riences. These outcomes are akin to Uriely, Yonay, 
and Simchai’s (2002) thoughts on the transfiguring 
power of backpackers’ encounters. The findings of 
this study reveal the multidimensional and transfor-
mative nature of the Lycian Way experience. Tou-
rists’ experiences go beyond being merely a phy-
sical activity, encompassing emotional, intellectual, 
and spiritual dimensions. This agrees with Moscar-
do’s (2017) idea about the multifaceted nature of 
tourist experiences.

The study comprehensively analyzes backpackers’ 
experiences on the Lycian Way. This analysis reveals 
not only the physical challenges of the route but also 
its emotional, intellectual, and spiritual dimensions. 
In particular, the tourists’ deep connection with na-
ture and personal growth experiences are unique 
findings of this study. Pine and Gilmore’s (1998) four 
impressions (emotional, physical, intellectual, and 
spiritual) were applied in the tourism context. These 
impressions also formed the dimensions of the re-
search and showed how effective they can be in un-
derstanding tourism experiences. The effectiveness 
of these four impressions in clarifying the Lycian Way 
experience provides a basis for their broader use in 
trekking research as a form of tourism. 

The study employed internet user reviews to obtain 
more authentic and diverse data by capturing tou-
rists’ unfiltered and spontaneous viewpoints. This 
strategy facilitated the involvement of a broader 
sample compared to traditional survey or interview 
procedures. Within the scope of practical suggesti-
ons within the scope of the study, considering that 
the Lycian Way offers a four-dimensional (emotional, 
physical, intellectual, and spiritual) experience, acti-
vities and services on the route can be designed to 
strengthen these dimensions. For example, scenic 
spots can be created to emphasize natural beauty 
for the emotional dimension; alternative routes can 
be offered according to difficulty levels for the phy-
sical dimension; historical and cultural information 
boards can be increased for the intellectual dimen-
sion, and meditation and yoga areas can be crea-
ted for the spiritual dimension. Customized route 
suggestions and activities can be offered according 
to different tourist profiles. Environmentally friend-
ly practices (recycling points, eco-lodging options, 
etc.) can be increased to protect the natural beauty 
of the route. Projects can be developed to increase 
the participation of local people in tourism. Security 
measures on the route can be increased, and emer-
gency contact points can be established. Special 
events (e.g., winter walks and photography tours) 
can be organized to make the route attractive during 
low seasons. Theoretically, longitudinal studies can 
be conducted to examine the long-term transforma-
tive effects of the Lycian Way experience on tourists. 
New methodological approaches can be developed 
to analyze tourist comments on social media and 
online platforms. Studies can be conducted com-
paring the Lycian Way experiences of tourists from 
different cultures. How the Lycian Way can be used 
as a model for sustainable tourism can be investiga-
ted. The effects of trekking and long-distance routes 
on psychological health can be examined in more 
detail. Future research can examine the long-term 
effects of these experiences and possible differen-
ces among different tourist profiles. Comprehensive 
studies can be conducted to measure the impact of 
the Lycian Way on the regional economy. These re-
commendations aim to place the study’s findings in 
a broader context and advance both practical appli-
cations and academic research.

Among the study’s limitations are the collection of 
data only from the Google Maps platform and exa-
mining reviews from only a specific period. Future 
research can overcome these limitations by inclu-
ding different online platforms and covering a more 
extended period. Additionally, quantitative data can 
support qualitative findings for a more comprehen-
sive analysis.

In conclusion, this study contributes to the literature 
and practical applications by revealing the multidi-
mensional and transformative nature of backpac-
kers’ experiences walking the Lycian Way. The stud-
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y’s findings show that the Lycian Way is not just a 
hiking route but also a platform offering profound 
emotional, intellectual, and spiritual experiences. 
These results provide new perspectives on sustai-
nable tourism and experience-oriented destination 
management.
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Abstract 
Digital marketing has become a critical strategy for 
modern businesses, and Turkey is rapidly develo-
ping in this field. With the widespread use of the 
internet and technological advancements, Turkey’s 
digital marketing environment holds significant po-
tential. However, along with challenges, there are 
also opportunities in this area. This paper aims to 
evaluate the SWOT analysis of digital marketing 
in Turkey, highlighting the sector’s strengths, we-
aknesses, opportunities, and threats. To support 
the SWOT analysis, various academic studies have 
been reviewed. The relevant studies are listed under 
the sections of SWOT analysis and methodology. 
Secondary data has been used based on selected 
studies directly related to the topic. In this context, 
databases such as Web of Science, Scopus and 
ULAKBIM were scanned to access sufficient literatu-
re on the subject. The findings include that Turkey, 
as an emerging country in digital marketing, has 
strengths; areas with low-skilled labor and inadequ-
ate infrastructure represent weaknesses; a young 
and open population presents opportunities; and a 
highly competitive market poses threats. Based on 
the findings, recommendations have been made for 
businesses and decision-makers. Additionally, a re-
view of the literature reveals that there is no study 
specifically focused on the SWOT analysis of digital 
marketing in Turkey. This study is expected to fill a 
significant gap in the literature in this regard.

Keywords: Marketing, Digital Marketing, SWOT, 
Strategic Management.
JEL Codes: M31,M39,O32

Özet
Dijital pazarlama, modern işletmeler için kritik bir 
strateji haline gelmiştir ve Türkiye bu alanda hızla ge-
lişmektedir. İnternetin yaygın kullanımı ve teknolojik 
gelişmeler sayesinde Türkiye’nin dijital pazarlama 
ortamı büyük bir potansiyele sahiptir. Ancak bu alan-
da zorlukların yanı sıra fırsatlar da bulunmaktadır. 
Bu makale, dijital pazarlamaya yönelik Türkiye’nin 
SWOT analizini değerlendirmeyi ve sektördeki güç-
lü, zayıf yönleri, fırsatları ve tehditleri ortaya koyma-
yı amaçlamaktadır. Bu çalışma yürütülürken, SWOT 
analizini desteklemek için birçok akademik çalışma 
taranmıştır. İncelenen söz konusu çalışmalar, SWOT 
analizi ve yöntem başlıkları altında belirtilmiştir. Ko-
nuyla doğrudan ilgili seçilmiş çalışmalardan yarar-
lanılarak ikincil veriler kullanılmıştır. Bu doğrultuda 
konu ile ilgili yeterli literatüre ulaşmak için Web of 
Science, Scopus ve ULAKBIM gibi veri tabanları ta-
ranmıştır. Elde edilen bulgular arasında; Türkiye’nin 
dijital pazarlama açısından gelişmekte olan bir ülke 
olması güçlü yönler, düşük eğitimli iş gücüne ve ye-
tersiz altyapıya sahip bölgelere sahip olması zayıf 
yönler, genç ve açık bir nüfusa sahip olması fırsat, 
yüksek rekabete maruz bir pazar olması tehdit ola-
rak yer almaktadır. Elde edilen bulgulara dayanarak 
işletmelere ve karar vericilere önerilerde bulunul-
muştur. Ayrıca literatür incelendiğinde, doğrudan 
Türkiye’nin dijital pazarlama SWOT analizi içeren bir 
çalışmaya rastlanmamıştır. Çalışmanın bu boyutunun 
literatürde önemli bir boşluğu dolduracağı düşünül-
mektedir.
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Introduction  
Türkiye, The concept of digital marketing has gained 
increasing importance since the 2000s, especially in 
helping businesses develop new market strategies. 
It is stated that digital marketing is used as a tool 
particularly in determining management strategies 
and has many impacts on maintaining and growing 
a company’s presence in the market. Today, mana-
gers or decision-makers want to understand the 
strengths and weaknesses of their organizations 
and be prepared for the opportunities and threats 
emerging in their environment. Conducting a SWOT 
analysis plays a significant role in observing current 
realities objectively and developing new strategies 
when necessary. In fact, evaluating the organization 
impartially from within, especially identifying and 
addressing weaknesses, can be quite challenging. 
Therefore, businesses that aim to maintain their cur-
rent position in the market or expand their market 
share must identify the advantages and disadvanta-
ges that digital marketing brings to them, conside-
ring the rapid pace of technological development. 
In this context, performing a SWOT analysis of digi-
tal marketing and clearly revealing the contributions 
or challenges it brings to businesses is of great im-
portance.

In 2024, the fact that 86.5% of Turkey’s population 
are internet users, placing the country 36th in the 
world in terms of penetration and 3rd globally in 
e-commerce with a rate of 64.6%, shows that Turkey 
is still developing in this area and that the number of 
users is increasing rapidly (Ministry of Transport and 
Infrastructure of the Republic of Turkey, 2024). The 
internet appears as a method that consumers use as 
a secondary data source for various purposes (such 
as purchasing, acquiring information, and commu-
nication). 

This study aims to perform a SWOT analysis of digital 
marketing in Turkey by utilizing secondary data from 
national and international literature. Additionally, 
the goal is to help businesses identify the strengt-
hs and weaknesses of digital marketing during their 
decision-making and strategic management pro-
cesses and develop plans for the opportunities or 
threats they may face in the future. Although the lite-
rature review referred to studies supporting SWOT 
analysis, there is a significant lack of studies speci-
fically focusing on SWOT analysis of digital marke-
ting in Turkey. This aspect of the study is expected 
to contribute to the national literature and the field 
as a whole, providing valuable insights and recom-
mendations for both businesses and public sector 
decision-makers in developing digital marketing 
strategies, particularly regarding opportunities and 
threats.

The Concept of Digital Marketing and 
Its Historical Process
When discussing digital marketing, the first things 
that come to mind are technologies used in me-
dia tools such as email campaigns, websites, smart 
TVs, and Wi-Fi. Digital marketing is often confused 
with online marketing. However, digital marketing 
encompasses all marketing efforts that use an ele-
ctronic device or the internet. Businesses leverage 
digital channels such as search engines, social me-
dia, email, and websites to connect with current and 
potential customers. It is also referred to as “internet 
marketing” or “web marketing.” Digital marketing 
is defined using various digital tactics and channels 
to connect with customers online, where they spend 
most of their time (Desai & Vidyapeeth, 2019).

The first signs of digitalization were heard in 1969 
when the first message was sent over the internet 
at the University of California, Los Angeles. The pri-
mary goal was merely to communicate in a digital 
environment. No one could have predicted that 
such technology would one day be used as a mar-
keting tool. The concept of “digital marketing” first 
entered our lives in the 1990s with the spread of 
personal computers into homes and the increased 
use of the internet, applied through Web 1.0 platfor-
ms, the earliest web-based applications. The digital 
transformation in marketing strategies began with 
the first clickable banner ad on the Hotwired.com 
website in October 1994 (The First Banner Ad, 2024).

Simultaneously, while search engine companies 
like Yahoo, HotBot, and LookSmart were gradually 
entering the market; Google, now one of the most 
influential players, emerged in 1998. After Goog-
le’s introduction, marketers aiming to appear in 
search engine results quickly realized the potential 
of search engine optimization (SEO) even at that 
time. Another significant digital advancement in 
this period was the introduction and use of brow-
ser-based cookies. From a marketing perspective, 
cookies allowed businesses to track and record in-
formation about users who left their websites. Even 
today, cookie technology is regarded as a critical 
tool in marketing. During the same years, with the 
rise of the internet sector, many websites, especially 
e-commerce sites (such as Amazon, Google, eBay), 
received investments far exceeding their value. The 
failure of these investments to turn into profitability 
and the fact that users were not yet ready for online 
shopping were seen as major reasons for the Inter-
net Bubble crisis (Dot-Com Bubble Burst) of 2000. 
As a result of the crisis, many small-scale internet 
companies went out of business. For example, Cis-
co’s NASDAQ shares fell by 86%, and even large fir-
ms like Amazon saw their shares drop from $107 to 
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$7. During this period, Google, recognizing the inc-
reasing volume of search engines as an opportunity, 
introduced its AdWords product, which displayed 
ads in search results by targeting user queries. This 
innovation marked a new era in digital marketing, 
allowing brands to effectively market their products 
or services in the digital space through AdWords ad-
vertisements. Later, with the advent of Web 2.0 te-
chnology, the ability for users to create content be-
came one of the most significant milestones in the 
historical development of digital marketing. While 
Web 1.0 internet sites hosted only static, readable 
content, Web 2.0 technology introduced the era of 
dynamic content. This technology allowed users to 
upload their desired content to websites and intera-
ct with other users. This content-sharing approach 
led to the emergence of social media, with platfor-
ms like Facebook and Twitter (now known as X) be-
coming significant marketing channels due to their 
widespread usage (Ünvan and Badlo, 2021; Terziu, 
2020; DeLong and Magin, 2006).

In recent history, as the 21st century began, many 
businesses developed or were in the final stages of 
developing web-based marketing strategies. Du-
ring this period, email communication became wi-
despread, and technologies emerged that made 
managing communication through this medium 
quite eaz Additionally, businesses started utilizing 
Customer Relationship Management (CRM) con-
cepts through databases as part of their digitaliza-
tion processes. Some businesses (in sectors such as 
furniture, automotive, healthcare, education, food, 
etc.) changed their advertising strategies from print 
and visual media to web presence. More visionary 
businesses during this period appeared on search 
engines within their websites and added online mar-
keting to their overall marketing processes. They 
began to change their organizational and manage-
rial approaches to find or train experts in this area. 
However, this process, which may seem like a distant 
past but is quite recent, has been revolutionized by 
the significant role of social media today. The data 
shared by We are Social (WAS) in February 2024 is 
quite striking. The digital journey that began at the 
start of the 21st century saw the number of users in 
Turkey increase from 39.4 million in 2014 to 74.4 mil-
lion in January 2024, representing 86.5% of the total 
population (WAS, 2024). This rapid development is 
altering consumer behaviours and prompting busi-
nesses to establish new marketing strategies. The 
broad bandwidth penetration provided by infrastru-
cture increases internet usage and user expectati-
ons, leading to more than 66% of the world being 
online and over 90% online activity in many develo-
ped countries (such as the UK, Canada, South Korea, 
the Netherlands, Japan, etc.) (Statista, 2024).

Of course, consumers are not limited to just web pa-
ges; with technological and digital advancements, 
the use of mobile devices, smart tablets, and smart 

TVs is also increasing. Particularly in the last two 
years, the rise in artificial intelligence has created 
opportunities for information retrieval supported 
by ChatGPT. This digital transformation is pushing 
businesses to become part of the digital transfor-
mation and develop new learning and action plans. 
However, it is also important to mention that there is 
a small portion of the population, which is somew-
hat technophobic and aging, that is hesitant towar-
ds new learning practices. Many reasons contribute 
to their reluctance (such as consumer cynicism, dist-
rust, resistance to learning, underdeveloped legal 
regulations, etc.). Nevertheless, businesses aim to 
spread their digital marketing strategies across a 
broad market base to take advantage of the benefits 
offered (Kingsnorth, 2022: 20-21).

The Importance of Digital Marketing
Sommarberg and Mäkinen (2019) define digital te-
chnology as “corporate marketing programs that 
can communicate with partners and customers on 
an integrated platform or system to create new va-
lue.” Furthermore, these strategies enable the use 
of business intelligence to collect customer data 
and implement multiple strategies to encourage 
interaction with customers. Today, businesses face 
significant challenges in collecting, storing, and in-
teracting with current customer data. One major re-
ason for these difficulties is being restricted by legal 
regulations, and another is customers’ reluctance to 
share their data (Bhimani et al., 2019).

The rapid development of the digital economy is 
recognized as a driving force for high-quality eco-
nomic growth plans. Today, transactions between 
businesses and customers are increasingly condu-
cted through web-based access. This development 
influences not only the growth of the internet but 
also the advancements in digital technologies such 
as big data, blockchain, and digital currencies, ul-
timately transforming consumer purchasing beha-
viours. The evolution of the digital economy stren-
gthens the connection between businesses and 
consumers, affecting marketing strategies as busi-
nesses respond to changing consumer behaviour 
(Cheng et al., 2023; Brock and Kohli, 2023; Tabares 
et al., 2023). Traditional marketing is seen to adapt 
to shifts in consumer behaviour by combining with 
digital technology to optimize the sales process and 
improve the user experience, which further enhan-
ces business performance. With new management 
approaches, new marketing strategies are evolving, 
enabling businesses to adapt to the changing glo-
bal order. One of the key advantages of digital mar-
keting is its ability to facilitate rapid adaptation to 
change (Du et al., 2024).

As the use of internet platforms and technology 
spreads across a wider foundation, digital marketing 
is becoming an increasingly important component 
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of modern business operations. Chatbots, used for 
customer communication, offer businesses a simple 
and personalized approach to interacting with con-
sumers, thus contributing to the improvement of the 
customer experience. Customer experience refers 
to the overall perception that develops through in-
teractions throughout the customer journey and is a 
crucial factor in creating customer loyalty. This digi-
tal method (Chatbot), which can be programmed to 
perform various tasks such as answering consumer 
questions, offering recommendations, and assisting 
with transactions, enhances the effectiveness of cus-
tomer relationship management processes (Abdel-
kader, 2023: 1-2).

Another significant aspect of digital marketing is its 
measurability through digital media tools. The abi-
lity to measure digital media tools has been touted 
as one of the greatest advantages over other me-
dia since the mid-1990s when what was then known 
as internet marketing was first implemented. Many 
marketers have stated that the ability to measure 
website visitors’ interactions through log files has 
provided unprecedented insights into the effecti-
veness of marketing communications (Chaffey and 
Patron, 2012: 30-31).

Digital marketing is also known to provide signi-
ficant contributions to businesses in the establish-
ment phase, often referred to as start-ups. Start-up 
companies, by their nature, are businesses designed 
to respond to specific problems for their customers. 
One of the most challenging aspects for start-ups 
is to take solid steps in the early stages to establish 
their presence in the market. According to Giardi-
no et al. (2015), solely focusing on technological so-
lutions does not guarantee survival for early-stage 
start-ups. However, new companies face a high level 
of resource constraints and time pressure to solve 
customer problems (Conway and Hemphill, 2019).

Businesses that can access customer data throu-
gh digital marketing applications gain a significant 
advantage in enhancing their marketing capabili-
ties. Utilizing digital marketing platforms provides 
a crucial advantage for forecasting market trends, 
tracking new business opportunities, and unders-
tanding customer expectations and needs. In this 
context, businesses use digital marketing platforms 
to predict market trends and assess consumer pre-
ferences or forecasts to monitor business opportuni-
ties (Mention et al., 2019).

For early-stage businesses, digital marketing offers 
a valuable opportunity not only to announce their 
existence but also to conduct initial market tests. 
During these trial processes, by combining data ob-
tained from the market with insights gained from di-
gital marketing, an expanded impact can be created, 
leading to more accurate decision-making (Bland 
and Osterwalder, 2020). One of the most important 
advantages that digital marketing offers in terms of 

gathering market information is the ability to collect 
data from a broader market base at a lower cost. It 
also provides the ability to interact at low costs, me-
asure consumer trust through trust questions, and 
test working prototypes (Giardino et al., 2015). Addi-
tionally, according to Bland and Osterwalder (2020), 
digital marketing applications allow businesses to 
optimize and understand customer behaviour by 
analysing traffic data from websites.

Another advantage of digital marketing is the cont-
ribution it provides to branding. By leveraging the 
power of digital marketing, brands can identify their 
target audience and manage their advertising stra-
tegies by using scarce resources in the most effec-
tive way. To achieve and maintain competitive ad-
vantage, it is essential to implement steps such as 
speed, engagement, targeting, measurement, and 
optimization. Digital marketing strategies enab-
le advertisements on social media and web pages 
to reach the target audience quickly. Additionally, 
flexible and low-cost advertising strategies make 
it easier for businesses to manage their marketing 
strategies. Digital interactions that reach the desi-
red audience at the desired time enable a two-way 
flow of interactive information. For example, digital 
advertising strategies allow businesses to instantly 
learn the opinions and suggestions of consumers 
about a launched advertising campaign. Further-
more, digital tools make it easy to reach consumers 
on either national or international platforms. Some 
search engines (Google, Yandex, Yahoo, Microsoft 
Bing) can narrow the target audience to a specific 
city, district, or even neighbourhood. Measurement 
processes provide detailed and rapid feedback on 
metrics such as clicks, display time, and viewing pe-
riods. When comparing the number of people rea-
ched to the total cost, the cost per person remains 
more optimal than with traditional tools. For instan-
ce, the number of people reached through a news-
paper ad is limited to those who read that particular 
newspaper, whereas the number of people reached 
via social media platforms or web-based news sites 
can be much higher. In this context, the optimization 
step also allows for the freedom to make instant de-
cisions, and the process can continue flexibly accor-
ding to desired decisions (Gökşin, 2018: 7-8).

However, there are also critical views on digital 
marketing. One such view is that new technologies 
represent significant challenges for organizational 
development. Another criticism is that digitization 
increases the distance between businesses and cus-
tomers, making interactions more virtual (Wu et al., 
2024).

To improve digital marketing and ensure that pro-
cesses are conducted more effectively and efficient-
ly, it is necessary to review key performance indica-
tors (KPIs). Along with working with the right people 
and using the right tools, it is crucial to outline a 
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framework for KPIs that enhance the digital marke-
ting strategy. In summary, for those responsible in 
any area, it is necessary to make a clear distinction 
between the evaluation of customer acquisition, 
conversion, and retention for reporting and analy-
sing the effectiveness of marketing activities. Chaf-
fey and Bosomworth (2013) state that businesses 
that have adopted digital marketing strategies of-
ten lack proper planning. To conduct this planning 
process more effectively, they have developed the 
RACE model, which outlines the steps to be taken 
after planning. The RACE model consists of four 
steps: Reach, Act, Convert, and Engage. Reach aims 
to increase traffic by directing visits to websites and 
creating brand, product, and service awareness and 
visibility on other websites and offline media. The 
goal of the Act step is to generate online potential 
customers that can later be “nurtured towards pur-
chase” for most businesses. It involves persuading 
visitors or potential customers to take the next step 
in their customer journey, namely action. Convert is 
a vital step that transforms the target audience into 
paying customers through online or e-commerce 
transactions. Finally, Engage focuses on long-term 
customer engagement and communication, aiming 
to develop customer loyalty by using communicati-
ons, social presence, email, and direct interactions 
on the website to enhance customer lifetime value 
(Chaffey and Patron, 2012).

Method
By examining the SWOT analysis of digital marke-
ting in Turkey, this study aims to provide an in-depth 
analysis by identifying the strengths, weaknesses, 
opportunities, and threats related to the subject. This 
analysis is designed to help the reader understand 
both the positive and negative aspects of the topic. 
SWOT analysis plays a critical role in the strategic 
planning processes of organizations. SWOT stands 
for Strengths, Weaknesses, Opportunities, and Th-
reats (Suguna and Selladurai, 2017). This analysis al-
lows organizations to evaluate internal and external 
factors and is used to guide strategic decisions. As 
stated below, SWOT analysis consists of four main 
components (Kumar and Praveena, 2023; Kotler and 
Keller, 2016; Mintzberg et al., 1998; Wheelen and 
Hunger, 2017; Barney, 2007; Puyt et al., 2023; Helms 
and Nixon, 2010).

Strengths: Strengths are internal characteristics of 
the organization that provide a competitive advan-
tage. Strengths are often defined as the things the 
organization does well, as well as its resources and 
capabilities. In this context, a strong brand image or 
innovative product development capacity is consi-
dered a strength.

Weaknesses: Weaknesses are internal areas that 

the organization needs to improve. These weaknes-
ses can negatively affect the organization’s perfor-
mance. For example, inadequate financial resources 
or low employee motivation can be considered we-
aknesses.

Opportunities: Opportunities are external areas 
where the organization can benefit from positive de-
velopments in its environment. Opportunities may 
include factors such as market trends, technological 
innovations, or economic growth.

Threats: Threats are risks arising from negative ex-
ternal factors that can affect the organization. These 
threats and risks may include elements such as com-
petition, economic downturns, or regulatory practi-
ces.

SWOT analysis offers several advantages. The most 
notable advantages include helping organizations 
systematically evaluate internal and external factors 
and providing crucial information for strategic plan-
ning. According to Johnson et al. (2008), strategic 
opportunities can be identified by focusing on stren-
gths and opportunities, while risks can be mitigated 
by considering weaknesses and threats. However, 
SWOT analysis also has some limitations. It can often 
be subjective and may not accurately reflect the true 
situation. Additionally, SWOT analysis may frequ-
ently remain superficial and require more in-depth 
analysis (Thompson et al., 2022).

In general, SWOT analysis functions as an effective 
tool in the strategic planning processes of organi-
zations. The systematic evaluation of strengths, we-
aknesses, opportunities, and threats enables organi-
zations to make more informed strategic decisions. 
However, it is important to consider the limitations 
of SWOT analysis and to support it with other strate-
gic analysis tools (Porter, 1998).

SWOT Analysis
When the literature is examined, it can be said that 
there are significant deficiencies in studies focusing 
on the SWOT analysis of digital marketing in Turkey. 
To support the SWOT analysis in this study, a comp-
rehensive review of both national and international 
literature on the topic was conducted. Expressions 
to be used for the SWOT analysis of digital marke-
ting in Turkey were identified based on relevant re-
search (Keke, 2022; Karaoğlan and Durukan, 2020; 
Saçan and Eren, 2021; Geçit and Taşkın, 2018; Şahin, 
2023; TÜİK, 2023; Bulunmaz, 2016; Çayırağası and 
Sakıcı, 2021; Ministry of Commerce of the Republic 
of Turkey, 2024; Suguna and Selladurai, 2017; Güzel, 
2015; TÜBİSAD, 2020; Pratiwi and Rohman, 2023; 
Hanis and Yusuf, 2022; Rifai and Witriantino, 2022; 
Kahraman et al., 2007). In this regard, the study fills a 
significant gap in the literature.
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Strengths
• Turkey’s e-commerce sector has been 
growing rapidly in recent years. According to the 
“Overview of E-Commerce in Turkey” report by the 
Ministry of Trade, “Turkey’s e-commerce volume in 
2023 reached 1.85 trillion Turkish lira. In 2023, the vo-
lume of e-commerce in Turkey increased by 115.15% 
compared to the previous year, reaching 1.85 trillion 
Turkish lira (77.89 billion USD), with the number of 
transactions rising by 22.25% to 5.87 billion transac-
tions. The Ministry of Trade predicts that the e-com-
merce volume in 2024 will reach 3.4 trillion Turkish 
lira with 6.67 billion transactions”. This growth incre-
ases the importance of digital marketing strategies 
and supports the effectiveness of online sales chan-
nels.

• According to the Household Information 
Technologies Usage Survey, the rate of households 
with internet access was 95.5%. In 2023, the propor-
tion of households with internet access from home 
increased by 1.4 percentage points from the pre-
vious year to 95.5%. The proportion of individuals 
using the internet reached 87.1%. In the 16-74 age 
group, the rate of internet usage was 85.0% in 2022 
and rose to 87.1% in 2023. This high internet penet-
ration ensures that digital marketing campaigns can 
reach a broad audience.

• Turkey has shown significant progress in di-
gital infrastructure and technological investments. 
The spread of fiber internet infrastructure and digital 
transformation projects enhances the effectiveness 
of digital marketing activities.

• The strengthening of technological infrast-
ructure enables more efficient use of digital marke-
ting tools such as data analysis, automation, and ar-
tificial intelligence. Moreover, investments in digital 
marketing allow brands to quickly adapt to techno-
logical innovations.

• Turkey’s young population quickly adapts 
to digital technologies. Younger age groups heavily 
use digital and social media platforms, offering effe-
ctive targeting opportunities for brands. Social me-
dia is a powerful tool for brands to reach consumers 
directly, and a significant portion of social media 
users in Turkey actively engage with brands.

• Digital marketing campaigns can be easily 
customized and tailored to meet specific business 
needs, making them more targeted.

• Unlike traditional methods, digital marke-
ting campaigns do not require a large team, saving 
money, time, and effort while also increasing return 
on investment.

• As statistical reviews have shown, Turkey’s 
e-commerce platforms demonstrated notable resi-
lience during the COVID-19 pandemic.

Weaknesses
• In some sectors in Turkey (such as food, 
cosmetics, home cleaning products, personal care, 
construction, etc.), digital marketing investments are 
insufficient. Especially, small and medium-sized en-
terprises (SMEs) tend to keep their digital marketing 
budgets limited, which reduces their competitive 
advantage. According to the Advertisers Associati-
on Report (2024) prepared at the end of 2023, despi-
te a technological transformation brought about by 
the internet, traditional media still maintains its effe-
ctiveness in Turkey amid changing media processes.

• There is a limited number of skilled profes-
sionals capable of effectively implementing digital 
marketing strategies. The lack of experts with digital 
marketing skills can restrict the effectiveness of cam-
paigns.

• Data security and privacy issues on digital 
platforms present significant challenges for brands. 
In Turkey, legal regulations and practices concerning 
data security and personal information protection 
can affect user trust.

• In Turkey, some brands face challenges in 
rapidly adapting to technological innovations in di-
gital marketing. Examples include those in the food 
sector that adhere to traditional production and dist-
ribution methods and SMEs in the industrial sector. 
The fast-evolving nature of technology and digital 
trends can make it difficult for brands to keep their 
strategies updated. Slow technological adaptation 
can limit the effectiveness of digital campaigns and 
cause brands to lose their competitive edge. Transi-
tioning to innovative technologies such as artificial 
intelligence, data analytics, and automation can be 
costly and complex for some businesses.

• Problems caused by high commission rates 
of marketplaces. E-commerce operates on a du-
al-sided structure that connects sellers and buyers. 
Sellers aim to create a sustainable business model 
on online platforms and maintain long-term relati-
onships with customers under a strong brand name. 
Especially in Turkey, marketplace commission fees 
typically include both platform usage fees and a fee 
for each sales transaction. Commission rates vary by 
product segment, but on average, they are around 
10-15%, pushing new entrants to online stores. Di-
gital advertisements, which sellers must use, further 
increase operational costs.

• Legal and regulatory challenges encounte-
red during digital marketing activities can impact 
brands’ strategic plans. Some businesses in Turkey 
may lack sufficient knowledge of legal regulations 
related to digital advertising and data protection. 
Non-compliance with legal requirements can lead to 
legal issues and penalties. Additionally, keeping up 
with and implementing regulatory changes poses an 
additional burden for businesses.
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• There is a lack of academic studies on this 
subject. As of August 15, 2024, a search of the “Sco-
pus” database for publications with “digital marke-
ting” in the title yielded a total of “1559” publicati-
ons, of which only “46” were from Turkey. Similarly, a 
search of the “Web of Science” database produced 
“714” publications, but only “7” were Turkish based.

• The legal system is not highly effective in 
resolving disputes. The enforcement power of the 
laws is weak, and intellectual property rights are not 
adequately protected.

• Restrictions on internet access negatively 
impact access to information, originality, and crea-
tivity, which are critical elements of this ecosystem. 
The prevalence of personal entrepreneurship over 
corporate entrepreneurship hinders the use of eco-
nomies of scale.

• University graduates do not possess the qu-
alifications required by the industry. Additionally, in 
terms of skilled labor, data analysis remains a signifi-
cant concern, and very few people are professionals 
in this area.

• There is a need for a clear vision for infor-
mation and communication technologies. Low so-
cietal awareness of digital transformation negatively 
affects the development of digital marketing. Since 
digitalization policies are not created with a holistic 
approach, resources are utilized inefficiently.

• It is challenging to reach certain populati-
ons, particularly rural and elderly individuals, who 
still do not use the internet.

• There is a need for a deep understanding of 
changing human behaviours and needs.

• Barriers exist to the adoption of digital pay-
ment methods.

Opportunities
• The e-commerce sector in Turkey is rapidly 
growing. The expansion of e-commerce broadens 
digital marketing opportunities for brands and en-
courages the adoption of strategic steps to increase 
online sales.

• The impact of significant developments in 
technological innovations is important. Technologi-
cal advancements such as artificial intelligence, big 
data analytics, and automation enhance the per-
sonalization and effectiveness of digital marketing 
campaigns. These technologies enable brands to 
better understand consumer behaviour and create 
targeted campaigns.

• Digital marketing offers opportunities for 
Turkish brands to enter international markets. Tur-
key’s strategic location and digital infrastructure 
support the competitiveness of Turkish brands in 
global markets.

• Increasing employment opportunities for 

young people are emerging, as this field is growing, 
and the number of professionals is limited.

• The comprehensive adoption of digital mar-
keting across all sectors could assist the country’s 
overall digitalization, leading to a smarter lifestyle 
for a large portion of the population.

• Digital marketing can assist the digitaliza-
tion of governmental institutions in Turkey. Opera-
tions from sectors like railways, municipal organi-
zations, and others could become faster and more 
efficient.

• The promotion of small businesses is beco-
ming easier during this process since digital marke-
ting is cost-effective.

Threats
• The high level of competition in the digital 
marketing field can make it difficult for brands to 
stand out. The presence of numerous players in the 
market requires brands to constantly update their 
marketing strategies and remain innovative.

• The speed of technological advancements 
can make it challenging to keep digital marketing 
strategies up to date. Brands need to quickly adapt 
to technological innovations.

• Legal regulations related to digital adverti-
sing and data protection may affect the feasibility of 
strategies. Data protection laws and regulations in 
Turkey could limit brands’ digital marketing strate-
gies or complicate their compliance processes.

• Constant awareness and adaptation are 
required due to continuously changing marketing 
trends and the ever-evolving rules of search engine 
optimization, making it difficult to keep up.

• The full security of data storage remains a 
significant concern.

• Misinterpreting data can lead to negative 
outcomes for many companies.

• The confusion arising from the numerous 
marketing options available (such as face-to-face 
sales, referral sales, TV and newspaper advertise-
ments, etc.) can contribute to the potential failure of 
digital marketing campaigns.

• Damage control for negative reviews or 
complaints on social media or digital platforms is 
crucial. This issue could even lead to the closure of 
businesses.

• Challenges related to logistics and delivery, 
along with their negative impacts on other areas.

• The potential adverse effects of a global 
economic recession.

• Issues arising in the digital marketing lands-
cape can harm brands.
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Conclusion and Recommendations
Marketing management is one of the most impor-
tant management strategies that determines the 
future position of businesses in the market. In the 
transformative developments of the changing world, 
the role of digital transformation is substantial. Par-
ticularly, the increase in technological investments 
has led to a global transformation, thus introducing 
a digital dimension to marketing. Understanding the 
strengths and weaknesses of digital marketing is as 
crucial as being able to foresee the opportunities 
and threats in the immediate and distant environ-
ment that the business cannot change. Develop-
ments occurring outside of businesses, which may 
sometimes be perceived as threats, can unexpec-
tedly turn into opportunities. A prime example of 
this is the significant growth in e-commerce during 
the Covid-19 pandemic lockdown, which resulted in 
record revenues. While this situation posed a threat 
to many sectors (such as tourism, travel, restaurants, 
gyms, hairdressers, etc.), it created opportunities for 
businesses selling digital-based services/products.

Digital literacy in Turkey is increasing each year, and 
as seen in TÜİK data, the number of users has ex-
ceeded 87% of the population. This transformation 
clearly indicates that businesses need to increase 
their digital-based investments. Moreover, a SWOT 
analysis of the situation in Turkey reveals the fol-
lowing findings:

Regarding strengths: The e-commerce volume is 
projected to reach 3.4 trillion TL, internet access has 
reached 95.5% of households, and developments 
such as the increase in fiber internet infrastructure 
and general growth in businesses’ digital infrastruc-
ture investments present advantages for all busines-
ses in terms of digital marketing strategies.

On the other hand, weaknesses include insufficient 
budgets for digital investments by especially me-
dium-sized enterprises in Turkey, the still limited 
number of skilled professionals nationwide, diffi-
culties faced by businesses in adopting innovative 
technologies like artificial intelligence, data analyti-
cs, and automation, legal and regulatory challenges 
encountered during digital marketing activities, and 
the inadequacy of academic research in Turkey are 
areas that need improvement. Additionally, resistan-
ce to change and a reluctance to digital payment 
methods and purchasing behaviour are also consi-
dered weaknesses.

When evaluating opportunities, the most significant 
opportunity is the rapid growth of the e-commerce 
sector in Turkey. Other opportunities include digital 
marketing offering Turkish brands a chance to enter 
international markets, its appeal to the young po-
pulation, and the role of government institutions in 
leading digital transformation in Turkey.

Finally, regarding threats: Businesses in Turkey need 

to develop strategies to compete with strong bran-
ds in digital marketing, address the threats posed by 
data protection laws and regulations, and manage 
the impact of negative reviews or complaints on so-
cial media or digital platforms. Based on these fin-
dings, recommendations for businesses and public 
decision-makers include:

• Digital marketing is an effective way to rea-
ch consumers and the public online (Suguna & Sel-
ladurai, 2017). It makes it easier to reach and target 
a larger audience at a lower cost, providing signi-
ficant savings compared to traditional marketing 
strategies. Small businesses can promote themsel-
ves more easily and conduct marketing activities at 
more affordable costs. Digital marketing is a 24/7 
global marketplace (Okay, 2023). Therefore, especi-
ally small businesses and startups should leverage 
the advantages offered by digital marketing.

• The advancements in digitalization and digi-
tal transformation in the Turkish market are also dri-
ving the development of information and commu-
nication technologies. Therefore, digital marketing 
should be expanded and developed to encompass 
not only businesses but also public institutions and 
even entire countries. With the impact of globaliza-
tion, businesses in the global market should utilize 
the benefits of digital marketing to gain an advan-
tage in the face of intense and disruptive competi-
tion. Businesses should also adapt to international 
standards and innovative developments. To impro-
ve resource efficiency or use existing resources most 
effectively, public institutions should develop integ-
rative policies with digitalization practices. This will 
make workflow processes faster and more efficient. 
A more liberal approach to internet accessibility 
should be adopted in public institutions (TÜBİSAD, 
2020).

• In Turkey, incentives and legal regulations 
should be developed to promote the widespre-
ad adoption of digitalization and digital marketing 
policies in the business world. This will improve the 
competitive environment and pave the way for the 
institutionalization of both public institutions and 
businesses. In the market where the public sector 
and the private sector face each other, the public 
sector should focus on activities that enhance the 
competitive environment rather than competing di-
rectly with the private sector (TÜBİSAD, 2020).

• Firms should consider the social media pra-
ctices of competing firms when determining future 
strategies, and develop advertising campaigns, dis-
counts, and contests to engage customers and en-
hance brand image (Saçan & Eren, 2021).

• Another crucial aspect of digitalization is 
skilled workforce. It is essential to remember that 
qualified workforce is needed to utilize, develop, 
and monitor digital marketing practices. In Turkey, 
the development of a skilled workforce requires 
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support from both public institutions and organi-
zations as well as practitioners in the private sector. 
The education system should be revised from basic 
education to university education to support and ex-
pand digital literacy. When planning university edu-
cation programs, digital competencies should be 
increased according to sector requirements (Yalap & 
Gazioğlu, 2023).

Finally, recommendations for future academic stu-
dies can be summarized as follows: The SWOT 
analysis of digital marketing specific to Turkey could 
be compared with that of another country. Data col-
lection through interviews could be conducted to 
address the improvement of weaknesses and mea-
sures against threats in specific sectors (such as au-
tomotive, textiles, tourism, etc.). Field studies could 
be carried out to reinforce strengths and forecast 
opportunities. Additionally, different research tech-
niques or methods accompanying SWOT analysis 
could be applied to address the limitations obser-
ved in this study.
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Abstract 
Negative emotions effect to psychology and lead to 
eating disorders. Emotional eating occurs in respon-
se to negative emotional states. Hotel employees 
who have high workload and stress levels they are 
constantly exposed to food as part of their work 
processes. The research aims to measure the effe-
ct of hotel employees’ psychological resilience on 
emotional eating behavior. The survey method was 
used in the study. The preliminary research was con-
ducted with 200 participants and the final research 
with 410 participants. Participants were selected 
from individuals who working different departments 
of four-star and five-star hotels in Istanbul. Data were 
analyzed with regression analyses. As a result, it was 
found that self-perception, future perception, and 
social resources, which are the sub-dimensions of 
psychological resilience, had a statistically signifi-
cant and negative effect on emotional eating. Also, 
no statistically significant effect of family cohesion 
and social competence, which are the other sub-di-
mensions of psychological resilience, on emotional 
eating was detected. The research is expected to 
contribute theoretically to the interdisciplinary lite-
rature in the fields of tourism, gastronomy, nutrition 
and psychology. In addition, practical contributions 
to hotel sector employees in terms of physiological 
and psychological aspects are aimed.

Keywords: Eating Disorders, Emotional Eating, Psy-
chological Resilience, Hotel Employees.
JEL Codes: L83,L80,M10

Özet
Olumsuz duygu durumları psikolojiyi etkileyerek 
yeme bozukluklarına yol açmaktadır. Duygusal 
yeme, olumsuz duygu durumlarına tepki olarak or-
taya çıkan bir yeme bozukluğudur. İş yükü ve stres 
düzeyi yüksek olan otel çalışanları iş süreçleri kapsa-
mında sürekli olarak yemeğe maruz kalan bireyler-
dir. Araştırma, otel çalışanlarının psikolojik dayanık-
lılıklarının duygusal yeme üzerindeki etkisini ölçmeyi 
amaçlamaktadır. Çalışmada nicel yöntemlerden ya-
rarlanılmıştır. Veriler anket yöntemi ile toplanmıştır. 
Ön araştırma 200, nihai araştırma 410 katılımcıyla 
gerçekleştirilmiştir. Katılımcılar İstanbul’daki dört ve 
beş yıldızlı otellerin farklı departmanlarında çalışan 
bireyler arasından seçilmiştir. Veriler regresyon ana-
lizleri ile analiz edilmiştir. Araştırma sonucunda psi-
kolojik dayanıklılığın alt boyutları olan benlik algısı, 
gelecek algısı ve sosyal kaynakların duygusal yeme 
üzerinde istatistiksel olarak anlamlı ve negatif bir 
etkiye sahip olduğu tespit edilmiştir. Aynı zamanda 
psikolojik dayanıklılığın alt boyutları olan aile uyumu 
ve sosyal yeterliliğin duygusal yeme üzerinde istatis-
tiksel olarak anlamlı bir etkisi saptanamamıştır. Araş-
tırmanın turizm, gastronomi, beslenme ve psikoloji 
alanındaki disiplinler arası literatüre teorik açıdan 
katkı sağlaması beklenmektedir. Ayrıca, otel sektörü 
çalışanlarına fizyolojik ve psikolojik açıdan pratik kat-
kılar hedeflenmektedir.
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Yeme, Psikolojik Dayanıklılık, Otel Çalışanları.
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Introduction  
The eating phenomenon is related to many different 
factors, including psychological factors (Enriquez & 
Archila-Godinez, 2022; Simone et al., 2021; Van Den 
Berg et al., 2019). On the other hand, the fact that 
eating disorders are among the most prominent fa-
ctors that negatively effect the health of individuals 
(Himmerich, 2021; O’Brien et al., 2017) has caused 
the problem to be studied from many different pers-
pectives, including psychology. Numerous studies 
define eating disorders and investigate their causes 
in literature (Saha et al., 2022; Streatfeild et al., 2021; 
Li et al., 2020). 

Individuals may acquire eating disorders due to ps-
ychological factors and tend to consume high-ca-
lorie, harmful foods during times of frustration and 
depression (Badri et al., 2021). Also, individuals with 
atypical depression may have weight gain (Scha-
fer et al., 2022; Barchiesi et al., 2016). Studies have 
shown that individuals tend to consume more car-
bohydrates while facing psychological issues, while 
obese people often eat to alleviate discomfort and 
tension (Daneshzad et al., 2020; Gallagher et al., 
2019). Along with all these, emotional eating is reve-
aled as a result of psychological factors.

The hotel industry affects the psychology of emplo-
yees with intense and stressful work processes. Many 
studies reveal that intense and long working hours 
negatively affect the psychology of hotel employees 
(Kalargyrou et al., 2023; Haddoud et al., 2022; Ross, 
2017) and emphasize the importance of psychologi-
cal resilience for hotel employees (Anasori et al., 
2023; Yucel et al., 2021). In addition, access or expo-
sure to food in the hotel is extremely high and leads 
to eating disorders (Okumus et al., 2019; Kim et al., 
2016). There are very limited studies investigating 
the emotional eating or eating disorders of hotel 
employees (Okumus et al, 2022) and no study inves-
tigating the relationship between emotional eating 
and psychological resilience in the hotel sector. In 
addition, even though several studies focus on ea-
ting disorders within the scope of psychological 
factors and resilience (Chang et al., 2021; Isaksson 
et al., 2021; Coleman & Caswell, 2020), studies in-
vestigating the effect of psychological resilience on 
emotional eating were very limited in the literature. 

The study aims to examine the effect of psychologi-
cal resilience on emotional eating in the context of 
hotel employees. The regression analyses were used 
in the study. The research aims to make theoretical 
contributions to interdisciplinary literature in the 
field of tourism gastronomy, nutrition and psycho-
logy. In addition, practical contributions are aimed 
to improve the physiological and psychological he-
alth status of hotel employees and to the develop-
ment of human resources in the tourism industry as 
well as hotel sector.

Literature
Psychological Resilience
Psychological resilience is an individual’s ability to 
cope with negative situations such as various obs-
tacles, stress, disappointment, and sadness encoun-
tered in the life process. In this context, it refers to 
the ability to adapt to challenging conditions in life 
(Sisto et al., 2019). If the psychological resilience of 
the individual is addressed comprehensively and in 
a way that is not independent of the environmen-
tal factors, it is seen that the factors of perception 
of self, perception of the future, structured style, 
family cohesion, social competence, and social re-
sources emerge (Friborg et al., 2003). Perception of 
self, perception of future, structural style, and social 
competence are individual characteristics related to 
resilience. Perception of self is the ability of indivi-
duals to direct their future by learning lessons from 
the events they have experienced before. Individu-
als assess and adjust their behaviors and relations-
hips in response to bad results stemming from the 
relationships formed throughout their lives (Cazan & 
Dumitrescu, 2016). Perception of the future is how 
individuals guide their present actions and thoughts 
according to their future intentions. People with a 
strong sense of long-term perception can demons-
trate intentional and deliberate actions toward ac-
hieving their future goals (Kooji et al., 2018). Struc-
tural style is connected to an individual’s personality, 
self-assurance, capabilities, and self-control. The 
capacity to plan, organize, and analyze one’s daily 
responsibilities is defined as social competency (Fri-
borg et al., 2005). Social competency is the ability of 
individuals to rely on their skills. It was detected that 
individuals with high social competence are more 
determined to solve events because they believe in 
their abilities (Taborsky & Oliveira, 2012).

Social resources are interactions in social life that 
influence psychological resilience as an environmen-
tal component. The social environment has effects 
such as changing negative conditions for individuals 
or reducing their degree of importance (Kılınc & Sis 
Celik, 2021). Family cohesion elucidates the collabo-
ration among family members during challenging 
circumstances (Mohd-Zaharim & Hashim, 2023).

Emotional Eating
Eating is a biological necessity for survival, but it is 
also intertwined with psychology (Himmerich et al., 
2021). Emotions like stress, anxiety, and anger can 
lead to overeating beyond what is required for ba-
sic sustenance (Linardon et al., 2021). In this context, 
food intake with more calories than the daily energy 
requirement leads to unbalanced nutrition and he-
alth problems (Stewart et al., 2022).

Emotional eating occurs as a reaction to individu-
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als’ negative emotional states and affects healthy 
eating habits (Konttinen, 2020). People may engage 
in overeating due to several factors when experien-
cing bad emotions. Various ideas, including the es-
cape theory, limitation theory, and internal-external 
obesity theory, have been proposed to explain why 
individuals engage in overeating when experiencing 
negative emotional states (Sevincer & Konuk, 2013). 
Individuals exhibit overeating behavior in this con-
text as a means to avoid negative emotional states, 
the pressure to control their eating habits, or exter-
nal stimuli in the environment rather than internal 
factors like hunger and energy requirements (Wang 
et al., 2023). Additionally, it has been observed that 
individuals with emotional eating behaviors eat 
outside of main meals and late at night and prefer 
unhealthy foods. People who engage in emotional 
eating tend to favor unhealthy foods that are rich in 
carbohydrates, fat, and sugar (Kaur et al., 2022). The 
fact that these high-calorie and unhealthy food types 
are consumed with overeating behavior in negative 
emotional states constitutes the research problem.

 

Psychological Resilience, Eating Disor-
ders, and Emotional Eating
The relationship between eating disorders and ps-
ychological factors was discussed in many studies 
(Isaksson et al., 2021; Coleman & Caswell, 2020). Nis-
himi and his colleagues (2022), found that psycho-
logical resilience negatively effected eating disor-
ders and weight gain, Süss and friends (2020), found 
that psychological resilience positively effects the 
diet quality of individuals. Milligan and her colleagu-
es (2024), have shown that eating control can be ac-
hieved by increasing psychological resilience while 
Las Hayas and friends (2016), identified the relations-
hip between emotional eating and the variables of 
active coping, increasing well-being, initiating new 
projects, and receiving social support associated 
with eating disorders and psychological resilience. 
However, there are very limited studies investigating 
the relationship between psychological resilience 
and emotional eating in the literature. Robert and 
his colleagues (2022), found that psychological re-
silience negatively effects emotional eating in their 
study on adults in France, and Spinosa and friends 
(2019), found that psychological resilience may have 
a partial effect on emotional eating by effecting co-
ping with stress. Considering all these studies, 6 hy-
potheses were determined in the research.

H1: As perception of self increases, emotional ea-
ting decreases.

H2: As perception of the future increases, emotional 
eating decreases.

H3: As structured style increases, emotional eating 
decreases.

H4: As family cohesion increases, emotional eating 

decreases.

H5: As social competence increases, emotional ea-
ting decreases.

H6: As social resources increase, emotional eating 
decreases.

Methodology
The study aims to analyze the effect of psychologi-
cal resilience on emotional eating. Six hypotheses 
were formulated to align with the study’s purpose. 
The model for the hypotheses is presented in Figu-
re 1. The study data were collected by the survey 
method.

Figure 1. Research Model

Sample 
The population of the study is hotel employees. 
The sample consisted of 610 participants working in 
four-star and five-star hotels in Istanbul. Participants 
were selected from individuals working in different 
departments, such as the front office, reception, 
housekeeping, kitchen, service personnel, and ad-
ministrative departments. Considering that Istanbul 
benefits the tourism industry, especially in the con-
text of hotels, the sample was selected among ho-
tel employees in this city (Yozcu, 2017).  Also, work 
stress and psychological wear are high for the emp-
loyees of four-star and five-star hotels in Istanbul 
(Arslan et al., 2023) and employees may be individu-
als from different countries of the world (Celik, 2023). 
For the preliminary research, data were collected 
from 200 people working in different departments 
of the hotels. For the final phase, data were collec-
ted from 103 participants working in the front office 
and reception department, 100 in housekeeping, 
104 in the kitchen and service department, and 103 
in administrative departments. Data were collected 
upon the decision of the Anadolu University Ethics 
Commission dated 28.02.2023 with protocol num-
ber 488278. Preliminary research data were collec-
ted between May 20, 2023, and June 28, 2023, and 
final research data were collected between July and 
September 27, 2023.

Perception of Self                                                  

Structured Style

Social Competence

Perception of Future

Family Cohesion

Social Resources                                            

Emotional Eating

H1

H2

H3

H4

H5

H6
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Scale
“The Resilience Scale for Adults” developed by Fri-
borg et al. (2005), which was adapted into Turkish 
(Basim & Cetin, 2011), and “Dutch Eating Behavi-
or Questionnaire (DEBQ)” (Van Strien et al., 1986), 
whose reliability and validity for Turkey was tested 
in 2011 (Bozan et al., 2011) were used to collect the 
study data. The study questionnaire included all di-
mensions (self-perception, future perception, struc-
tural style, social competence, social resources, and 
family cohesion) and sub-items of “The Resilience 
Scale for Adults” and the emotional eating sub-di-
mension and items of the DEBQ Questionnaire to 
measure psychological resilience. The questionnaire 
in this context comprised 46 questions, with 33 focu-
sing on psychological resilience and 13 on emotional 
eating behavior. The questionnaire was employed 
in the preliminary study process. As a result of the 
Cronbach alpha test and factor analysis of the pre-
liminary research, all items related to the structured 
style dimension (four items), three items related to 
the family cohesion dimension, one item related to 
the social competence dimension, and three items 
related to the social resources dimension were re-
moved from the preliminary questionnaire, and the 
final questionnaire was created. The final question-
naire consisted of six items on perception of style, 
four items on perception of the future, three items 
on family cohesion, five items on social competen-
ce, four items on social resources, and 13 items on 
emotional eating. 

Data analysis
The Kaiser-Meier-Olkin Test was first applied to 
the preliminary and final research data, and then 
the Cronbach Alpha test and factor analysis were 
performed to measure reliability and validity. After 
the reliability and validity of the final research data 
were determined by Cronbach’s Alpha test and fa-
ctor analysis, the normality test was used to deter-
mine whether the data were normally distributed. 
Following the normality test, the study hypotheses 
were assessed with regression analysis. Additionally, 
frequency analysis was conducted.

Findings and Interpretation 
Preliminary research results
The Kaiser-Meier-Olkin (KMO) test was first perfor-
med on the preliminary research data, and the test 
result was calculated as 0.854. Following the KMO 
test, the Cronbach Alpha test and factor analysis 
were conducted to determine the reliability and vali-
dity of the scale. The test revealed that the Cronba-
ch Alpha value of all dimensions of the scale except 
the structured style dimension was above 0.60 and 
was found to be reliable. The results of the Cronba-

ch Alpha test for the preliminary research are pre-
sented in Table 1.

Table 1. Cronbach Alpha Results of Preliminary Survey

Considering the reliability analysis of the preliminary 
research, the structured style dimension in the sca-
le was removed from the scale. Also, factor analysis 
revealed that seven items with insufficient factor loa-
dings. These items removed from the scale are three 
items related to the family cohesion dimension, one 
item related to the social competence dimension, 
and three items related to the social resources di-
mension. Following this process, the questionnaire 
was reorganized, and the final research was condu-
cted.

Research Results
Frequency analysis results
Frequency analysis was conducted to determine the 
demographic information, departments, and length 
of service of the participants. 

Dimensions Cronbach alpha

Perception of self 0.707

Structured style -0.269

Perception of future 0.802

Family cohesion 0.767

Social competence 0.686

Social resources 0.708

Emotional eating 0.932
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As can be seen in Table 2, 239 of the participants 
were female and 171 were male. More than 50% of 
the participants are between the ages of 20 and 35 
and single with no children. 100 participants work 
in housekeeping, 103 in the front office, 104 in food 
and beverage, and 103 in administrative depart-
ments such as human resources, accounting, and 
finance. 78.5% of the participants have an income 
of TRY 25000 and below. More than 70% of the par-
ticipants have more than five years of working expe-
rience in the hotel.

Reliability and validity
The Kaiser-Meier-Olkin (KMO) test was first perfor-
med on the final research data, and the test result 
was calculated as 0.862. Following the KMO test, 
the Cronbach Alpha test and factor analysis were 
conducted to determine the reliability and validity 
of the scale. Cronbach Alpha values of all dimensi-
ons of the scale were higher than 0.70. Considering 
the Cronbach Alpha values, it can be said that scale 

items are consistent with each other, represent di-
mensions and the scale is quite reliable (Kline, 2000). 
The factor loadings of the items related to the di-
mensions were higher than 0.50. Cronbach’s alpha 
test results for the dimensions of the scale were pre-
sented in Table 3. The items and factor loadings for 
the dimensions were presented in Table 4.

Sex F % Having children F %

Female

Male

Total

239 58.3 Yes 172 42

171 41.7 No 238 58

410 100 Total 410 100

Age F % Department F %

20-35

36-45

46-60

61+

Total

224 54.6 Housekeeping 100 24.4

144 35.1
Kitchen& Food and Beve-

rage Service
104 25.4

34 8.3 Front Office 103 25.1

8 2.0 Others 103 25.1

410 100 Total 410 100

Marital status F % Income F %

Married

Celibate

Total

236 57.6 0-15000 TRY 136 33.15

174 42.4 15001 TRY -25000 TRY 186 45.35

410 100 25001 + TRY 88 21.5

Working year F % Total 410 100

0-5

6-10

11-20

21-25

26+

Total

118 28.8

144 35.1

95 23.2

38 9.3

15 3.7

410 100

Dimensions Cronbach alpha

Perception of self 0.858

Perception of future 0.881

Family cohesion 0.900

Social competence 0.745

Social resources 0.844

Emotional eating 0.940

Emotional eating 0.932

Table 2. Frequency Analysis Results

Table 3. Scale Dimensions and Cronbach Alpha Values
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Table 4. Factor Analysis Results

Item no 1 2 3 4 5 6

1 0.825

2 0.730

3 0.698

4 0.783

5 0.787

6 0.669

7 0.712

8 0.803

9 0.788

10 0.805

11 0.851

12 0.894

13 0.891

14 0.623

15 0.542

16 0.755

17 0.657

18 0.807

19 0.855

20 0.883

21 0.861

22 0.505

23 0.633

24 0.600

 25 0.839

26 0.731

27 0.841

 28 0.824

 29 0.741

 30 0.793

 31 0.750

 32 0.758

 33 0.770

 34 0.775

 35 0.800
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Regression analysis results
The skewness and kurtosis values for the items were 
taken as references to determine whether the data 
were normally distributed before the hypothesis tes-
ting. The skewness and kurtosis values of all items 
related to the scale were found to be in the range 
of +3 to -3. The regression analysis revealed that 
the independent variables, perception of self, per-

ception of the future, and social resources, signifi-
cantly predicted the dependent variable, emotional 
eating. The model that family cohesion and social 
competence independent variables effect emotio-
nal eating dependent variables was not statistically 
significant (H4 and H5 were rejected). The relevant 
parameters are presented in Table 5.

Table 5. Regression Analysis Results

Indepen-
dent vari-

able

Depen-
dent vari-

able
B Std. 

error (b) t P R R2 F P

Perception 
of self

Emotional 
eating

-0.241  0.059 -0.197 -4.057  0.001
 

0.197a
0.039 16.459

 
0.001b

Perception 
of future

Emotional 
eating

-0.152  0.044 -0.170 -3.485  0.001
 

0.170a
0.029 12.146

 
0.001b

Social re-
sources

Emotional 
eating

-0.156  0.049 -0.157 -3.211  0.001
 

0.157a
0.025 10.308

 
0.001b

Considering the regression analysis results in Table 
5, the models are significant (for the perception of 
self, F: 16.459, p: 0.001 for the perception of self, F: 
12.146 p: 0.001 for the perception of the future, F: 
10.308 p: 0.001). Furthermore, while perception of 
self increases, emotional eating decreases (B:-0.241, 
p:0.001) (H1 accepted). 3.9% of emotional eating 
behavior can be explained by the perception of self 
(R2: 0.039). While the perception of the future vari-
able increases, the emotional eating variable dec-
reases (B:-0.152, p:0.001). (H2 accepted). 2.9% of 
emotional eating behavior can be explained by the 
perception of the future (R2:0.029). While the social 

resources variable increases, the emotional eating 
variable decreases (B:-0.156, p:0.001) (H6 accepted). 
2.5% of emotional eating behavior can be explained 
by the social resources variable (R2:0.025).

T-test and ANOVA results
In the study, also t-test and ANOVA were made. A 
t-test was made to examine whether the variables 
related to psychological resilience and the emotio-
nal eating variable differed statistically according to 
gender and marital status variables. The T-test re-
sults are presented in Table 6.

Table 6. T-test Results

Levene’s test F Sig. t df Sig. 2

Perception of 
future

Equal variances assumed 5.029 .025 2.076 408 .038

Equal variances not assu-
med

2.043 378.821 .042

Marital status N Mean Std. Mean dif-
ference

Std. 
Error dif-

ferene

Married 236 3.7998 .98683 .21502 .10355

Celibate 174 3.5848 1.09995 .21502 .10526
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Emotional 
eating

Levene’s test F Sig. t df Sig. 2

Equal variances assumed 3.821 .051 -2.020 408 .044

Equal variances not assu-
med

-1.988 349.876 .048

Marital status N Mean Std. Mean dif-
ference

Std. 
Error dif-

ferene

Married 236 2.1721 .88359 -.18688 .09252

Celibate 174 2.3590 .98041 -.18688 .09398

As can be seen in Table 6, there is a significant dif-
ference between the perception of the future of the 
married and celibate participants (Sig. 2: 0.42). Mar-
ried participants have a higher perception of the fu-
ture (Mean: 3.7998) than single participants (Mean: 
3.5848). Also, there is a significant difference betwe-
en the emotional eating of the married and celibate 
participants (Sig. 2: 0.44). Single participants had a 
higher rate of emotional eating (Mean: 2.3590) than 
married participants (Mean: 2.1721).

ANOVA test was made to examine whether the va-
riables related to psychological resilience and the 
emotional eating variable differed statistically accor-
ding to age, income, having children, working year, 
and department. ANOVA results are presented in 
Table 7.

Table 7. Anova Test Results

Perception of 
self

Tukey HSD

F F Mean

0-15000 TRY
15001 TRY-25000 TRY .11397

25001 + TRY .28443*

15001 TRY-25000 TRY
0-15000 TRY -.1139

         25001 + TRY -.17045

25001 + TRY
0-15000 TRY -.28443*

15001 TRY-25000 TRY -.17045

   F N Mean Std.

0-15000 TRY 136 4.1140 .70527

15001 TRY-25000 TRY 186 4.0000 .72348

25001 + TRY 88 3.8295 .88624

Total 410 4.0012 .76064
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Family cohesion

Tukey HSD

F F Mean

0-15000 TRY
15001 TRY-25000 TRY .43461*

25001 + TRY .35495

15001 TRY-25000 TRY
0-15000 TRY -.43461*

         25001 + TRY -.07967

25001 + TRY
0-15000 TRY -.35495

15001 TRY-25000 TRY .07967

                   F N Mean Std.

0-15000 TRY 136 3.2034 1.35183

15001 TRY-25000 TRY 186 2.7688 1.35246

25001 + TRY 88 2.8485 1.29041

Total 410 2.9301 1.35013

As can be seen in Table 7, there was a statistical-
ly significant difference between the perception of 
self of participants who had 0-15000 TRY and 25001 
TRY monthly income. As a result of the Tukey test 
(Sig.023), it was determined that the self-perception 
of the participants who had 15000 TRY and below 
monthly income (Mean: 4.1140) was higher than the 
participants who had 25001 TRY and above (Sig: 
.017, Mean: 3.8295). Additionally, there was a sta-
tistically significant difference between the family 
cohesion of participants who had 0-15000 TRY and 
15001 TRY- 25001 TRY monthly income. As a result 
of the Tukey test (Sig.014), the family cohesion of the 
participants who had an income of 15000 TRY and 
below (Sig: .012, Mean: 3.2034) was higher than the 
participants 25000 and above (Mean: 2.8485).

Conclusion and Discussion
As a result of the hypothesis tests in the study, it was 
determined that emotional eating decreased as sel-
f-perception, future perception, and social resources 
increased. The studies explaining the relationship 
between self-perception and eating disorders (Hy-
mowitz et al., 2017) and research findings relating 
perception of self (Bekker et al., 2004), perception 
of future and social resources increase, when emoti-
onal eating decrease (Cecchetto et al., 2021; Althe-
imer & Urry, 2019; Benard et al., 2018) supports this 
finding. In addition, some studies found that work 
stress in the hotel sector increases emotional eating 
(Okumus et al., 2019).The hypotheses that increa-
sed family cohesion and social competence reduce 
emotional eating were rejected. This finding can be 
explained by the fact that individuals may increase 
the act of eating in social environments (Herman, 
2017). On the other hand, there are studies that fa-
mily cohesion positively effects intuitive eating, a 
type of emotional eating, and social competence 

positively effects eating disorders (Arroyo & Segrin, 
2013). In addition to hypothesis tests, the relations-
hip between variables and demographic variables 
was investigated in the study. It was determined that 
married individuals’ emotional eating is lower but 
perception of future is higher than single. The fin-
dings are line with studies that found that married 
individuals have more motivation to stop eating for 
psychological reasons (Bussolotti et al., 2002). Also, 
it was found that perception of self and family cohe-
sion levels increase when monthly income decrease. 
The findings are supported by studies that found 
that low income had no effect on family cohesion 
(Kim et al., 2015) and showed that psychological 
resilience is independent of income (Wingo et al., 
2010).

Theoretical Implications
As a result of the study, determining the effect of 
some variables related to psychological resilience 
on emotional eating offers opportunities for gast-
ronomy and tourism researchers to investigate re-
lated variables in different sectors and businesses 
of tourism. Examining psychological resilience and 
emotional eating with qualitative research methods, 
especially in sectors where employees are exposed 
to food, such as the food and beverage sector, will 
reveal studies that can increase data diversity. Whet-
her individuals with high self-perception, future per-
ception and social resources are less likely to have 
different eating disorders compared to other indi-
viduals constitutes new research problems for the 
fields of psychology, tourism, gastronomy and nutri-
tion.  Comparing the results of studies investigating 
the relationship between psychological resilience 
and eating disorders reveals contributions that will 
benefit the development of literature in the field 
of psychology, tourism, gastronomy and nutrition. 
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Investigating the tendency of employees to eating 
disorders in terms of different psychological variab-
les reveals new research topics that should be exa-
mined in hotels and different sectors. In addition, 
considering the studies showing that psychological 
resilience positively affects performance and job 
satisfaction (Hou et al., 2020), examining the relati-
onship between psychological resilience, eating di-
sorders, job performance and satisfaction variables 
creates new research problems.

Practical Implications
This study shows that some variables of psychologi-
cal resilience affect emotional eating. Considering 
that eating disorders alternately negatively affect 
both psychology and psychological resilience (Zhang 
et al., 2021), the study will be able to contribute to 
the psychological and physical health of employees 
with the measures that can be taken by hotel and 
tourism managers. The fact that psychological resi-
lience positively affects the performance and job sa-
tisfaction of tourism sector employees (Prayag et al., 
2020) reveals that creating recreation areas for physi-
cal and mental relaxation for employees and serving 
healthy snacks in these areas can also contribute to 
service quality. The promotion and certification of 
healthy eating and physical relaxation facilities, whi-
ch are hardly offered for employees in hotels and 
other tourism businesses, reveal the responsibilities 
of the authorities in the field of hotels and tourism. 
The spread of businesses of this nature may create 
opportunities related to tourism managements in 
terms of hiring more qualified personnel or ensuring 
employee satisfaction. 

Limitations and suggestions
The study was conducted only for the employees of 
four-star and five-star hotels operating in Istanbul. 
The relationship between psychological resilience 
and emotional eating should be examined in diffe-
rent destinations and other employees in the tou-
rism sector such as food and beverage workers, and 
chefs, tourist guides. On the other hand, quantita-
tive research methods were used in the study and 
psychological resilience and emotional eating were 
determined as a result of the answers given by indi-
viduals. The relevant variables should be measured 
in studies using qualitative research methods such 
as observation and in-depth interviews.
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Abstract 
The purpose of this study is to reveal the main cha-
racteristics of participation in live-streamed music 
festivals as a new form of digital leisure and to exa-
mine in depth how digital platforms transform the 
music festival experience. In this regard, the audien-
ce comments during the YouTube live streaming 
of Hellfest, which was held on June 27-30, 2024, in 
Clisson, France, were analyzed by the qualitative 
content analysis method. As a result of the data 
analysis conducted within the framework of the Mi-
les-Huberman model; the themes of digital festival 
experience, music consumption and fan interaction, 
and the intersection of physical and digital festival 
experiences were obtained. Within the context of 
these themes, the research findings show that whi-
le live-streamed music festivals are unable to fully 
replace the experience provided by physical atten-
dance, they offer the potential to reach a wider au-
dience by overcoming geographical and economic 
barriers. At this point, the re-evaluation of digital 
festival experiences as a subcultural leisure activity 
becomes functional in understanding new forms of 
subcultural participation in the digital age by rein-
forcing a sense of belonging and community among 
the audience. Therefore, considering the potential 
of digital leisure opportunities to create new spaces 
for social groups becomes crucial.

Keywords: Digital Leisure, Hellfest, Live Streaming, 
Music Festival, Subcultural Leisure.
JEL Codes: D83, L82, L83, O33, Z10

Özet
Canlı yayınlanan müzik festivallerine katılımın yeni 
bir dijital boş zaman değerlendirme biçimi olarak 

temel özelliklerinin açığa çıkarılması ve dijital plat-
formların müzik festivali deneyimini nasıl dönüştür-
düğünün derinlemesine irdelenmesi, bu çalışmanın 
amacını oluşturmaktadır. Bu doğrultuda 27-30 Hazi-
ran 2024 tarihlerinde Fransa’nın Clisson kasabasında 
düzenlenen Hellfest’in YouTube canlı yayını sırasın-
daki izleyici yorumları, niteliksel içerik çözümlemesi 
yöntemiyle analiz edilmiştir. Miles-Huberman modeli 
çerçevesinde gerçekleştirilen veri analizi sonucunda; 
dijital festival deneyimi, müzik tüketimi ve hayran 
etkileşimi ile fiziksel ve dijital festival deneyimlerinin 
kesişimi temaları elde edilmiştir. Söz konusu tema-
lar bağlamında araştırma bulguları, canlı yayınlanan 
müzik festivallerinin fiziksel katılımın sağladığı dene-
yimi tam olarak ikame edememesine rağmen coğrafi 
ve ekonomik engelleri aşarak daha geniş bir izleyici 
kitlesine erişim potansiyeli sunduğunu göstermek-
tedir. Bununla birlikte dijital platformların sağladığı 
gerçek zamanlı etkileşimlerin altkültürel topluluk-
ların oluşumu ve ortak festival deneyimlerinin zen-
ginleştirilmesine katkıda bulunarak, geleneksel ve 
dijital festival deneyimlerinin bütünleşik bir şekilde 
harmanlanmasını mümkün kıldığı anlaşılmaktadır. Bu 
noktada dijital festival deneyimlerinin bir altkültürel 
boş zaman etkinliği olarak yeniden değerlendirilme-
si, izleyiciler arasında aidiyet ve topluluk duygusu-
nun pekiştirilmesi sayesinde dijital çağda altkültürel 
katılımın yeni biçimlerinin anlaşılması açısından işlev-
sellik kazanmaktadır. Dolayısıyla toplumsal grupların 
kendilerini ifade etmeleri için yeni bir alan oluşturul-
ması açısından dijital boş zaman olanaklarının taşıdı-
ğı potansiyelin göz önünde bulundurulması önemli 
hale etmektedir.

Anahtar Kelimeler: Altkültürel Boş Zaman, Canlı Ya-
yın, Dijital Boş Zaman, Hellfest, Müzik Festivali.
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Introduction  
The digitalization processes, which affect different 
areas of everyday life in different ways, have led to 
significant transformations in leisure activities. The 
proliferation of digital platforms has radically trans-
formed participation trends by making these acti-
vities more accessible and interactive. Particularly, 
events with large participation, such as music festi-
vals, have moved beyond physical boundaries due 
to technological opportunities and have gained a 
new dimension in online platforms. These events, 
which traditionally emphasize physical participati-
on, are now accessible to wider audiences through 
virtual platforms and offer participants more diverse 
experience options. In this context, the concept of 
digital leisure necessitates a rethinking of the activi-
ties that individuals engage in within virtual environ-
ments, as well as the social consequences of these 
actions. Music festivals, which have historically been 
one of the most important venues for social intera-
ction and cultural exchange, are changing in terms 
of the way they are experienced in the digitalizing 
world. The experiences of social interaction and cul-
tural participation offered by physical participation 
in face-to-face music festivals are redefined and gain 
a different meaning on digital platforms. The par-
ticipation of viewers in live chats, instant reactions 
to performances, and virtual community-building 
processes create a new perspective in the context 
of digital leisure.

The process of transforming leisure activities into 
digital forms has significantly impacted how peop-
le access and engage in these activities, presenting 
both opportunities and challenges in reshaping the 
landscape of cultural events and subcultural partici-
pation, particularly in the context of music festivals.  
In other words, digital leisure activities are important 
in terms of the quality of the experience that indivi-
duals obtain in virtual environments, as well as the ef-
fects of this experience on social interactions. Digital 
entertainment, as a rapidly evolving form of leisure, 
has fundamentally altered how individuals engage 
with cultural events like music festivals (Holt, 2020; 
Bennett & Rogers, 2016). Subcultural participation, 
traditionally rooted in physical gatherings, is cur-
rently being redefined through digital platforms that 
offer new avenues for community building and iden-
tity expression (Pietrzak-Franger et al., 2023; Hassan, 
2021). At this point, music festivals offer a new form 
of digital subcultural participation by redefining the 
way participants spend their leisure time on digital 
platforms. The way in which audiences spend their 
leisure time is transformed by music festivals that are 
accomplished through the use of online platforms, 
which also leads to the establishment of new digital 
communities.

The digital transformation of music festivals repre-
sents a paradigm shift in how audiences engage 

with live music events and cultural experiences. A 
more nuanced comparison between digital and tra-
ditional music festival experiences reveals both the 
limitations and unique affordances of virtual partici-
pation (Rendell, 2021; Onderdijk et al., 2021). While 
digital platforms cannot fully replicate the sensory 
immersion of physical attendance, they offer unpre-
cedented accessibility and novel forms of interaction 
that complement and extend the festival experience 
(Wang, 2021; Fraser et al., 2021). These digital inno-
vations are not only transforming the nature of music 
festivals but also challenging our understanding of 
authenticity and community in subcultural spaces, 
necessitating further research into the long-term 
implications for cultural identity and social cohesi-
on. Addressing the phenomenon of digital leisure 
within the framework of music festivals allows us to 
understand the sociocultural effects of digital plat-
forms by comparing traditional and virtual forms of 
leisure participation. Therefore, this research aims to 
explore the ways in which virtual participation intera-
cts with the traditional live music experience and to 
explore and reveal unique patterns of cultural parti-
cipation, social interaction, and community building 
in digital leisure environments.

The limited examination of the transformations of 
music festival experiences through virtual partici-
pation and live streaming platforms in previous stu-
dies constitutes the main rationale for this research. 
In this context, there is a lack of a comprehensive 
perspective in the literature on how audience par-
ticipation takes place in these digital environments 
and how the experiential dimensions of online music 
communities are shaped. As a result, the need to un-
cover the ways in which virtual festival participation 
interacts with the traditional live music experience 
and the unique patterns of cultural participation, 
social interaction, and community building in the 
digital leisure environment gains importance. In ot-
her words, this research is shaped on the basis that 
virtual festival participation represents a new form of 
subcultural participation that challenges traditional 
understandings of live music experiences and res-
hapes leisure activities in the digital age through the 
case of the live streaming of Hellfest held in 2024 
on the YouTube platform. Furthermore, this resear-
ch reveals that the digital format of the festival has 
led to the emergence of various online music com-
munities that are characterized by their own norms, 
behaviors, and modes of interaction (Ghaffari et al., 
2024: 13230). These virtual communities are not only 
complementary to the traditional concept of the 
festival experience but also extend and redefine its 
scope, thereby offering new opportunities for fan 
engagement and subcultural participation (Webs-
ter, 2014: 33). By analyzing audience comments, the 
study aims to contribute to the understanding of 
how digital technologies are reshaping music con-
sumption, fan experiences, and the nature of live 
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music events in the contemporary media environ-
ment.

The choice of Hellfest as the subject of this study 
is based on its unique approach to digital engage-
ment and its significant position within the global 
metal music scene. Since 2006, Hellfest has grown 
into one of the largest metal festivals, showcasing 
a diverse range of metal subgenres, thereby refle-
cting the genre’s rich musical history and cultural 
evolution. From a social history perspective, Hellfest 
represents the culmination of decades of metal mu-
sic’s development, from its origins in working-class 
communities to its current status as a global cultu-
ral phenomenon, encompassing various subcultu-
res and ideologies (Weinstein, 2000; Kahn-Harris, 
2007). The festival’s embrace of live streaming tech-
nology not only expands access to metal music but 
also offers a unique lens through which to examine 
the socio-psychological dynamics of metal fandom 
in the digital age (Guibert et al., 2021; Holt, 2020). 
Metal music, characterized by its intensity and often 
transgressive themes, provides a powerful outlet for 
emotional expression and identity formation among 
its enthusiasts, fostering a strong sense of commu-
nity and belonging (Riches et al., 2014; Schulz, 2022). 
Moreover, the virtual participation enabled by Hel-
lfest’s digital platform allows for an examination of 
how metal fans negotiate their subcultural identities 
and social connections in online spaces, offering in-
sights into the evolving nature of music fandom and 
community.

Conceptual Framework
The digitalization of music festivals has profoundly 
transformed cultural participation, necessitating a 
deeper theoretical examination of its effects within 
the context of digital leisure and virtual commu-
nity formation (Aleksiev, 2011: 75; Hesmondhalgh 
& Meier, 2018, p. 1555 Mattar, 2003: 293). Theories 
exploring the impact of digitalization on cultural 
participation, such as the concept of “liveness” in 
digital environments, offer valuable insights into 
how live-streamed festivals attempt to recreate the 
immediacy and authenticity of physical events while 
leveraging the unique affordances of virtual spaces 
(Auslander, 2012: 3; Eriksson et al., 2020: 1-2). Com-
parative analyses of digitalization’s impact across 
different music genres and festival types could il-
luminate genre-specific patterns of online engage-
ment and reveal broader trends in digital cultural 
participation (Borges et al., 2020; Chen & Lei, 2021). 
Cross-genre comparisons might also elucidate how 
various subcultures adapt to and utilize digital plat-
forms, potentially uncovering innovative practices 
that could inform future festival design and digital 
engagement strategies (McKenna, 2022: 143-144; 
Schaap et al., 2023: 298). By situating the analysis of 
live-streamed music festivals within these theoretical 

frameworks and comparative approaches, researc-
hers can develop a more nuanced understanding of 
how digitalization is reshaping cultural experiences 
and subcultural identities in the contemporary me-
dia landscape.

Live streaming, which has become an important 
leisure activity in recent years, has radically chan-
ged the nature of music festival experiences. This 
change, which has emerged in the context of the 
proliferation of high-speed internet and mobile te-
chnologies, has made real-time and remote partici-
pation possible in events that previously could only 
be attended physically (Holt, 2020: 234-235). At the 
same time, this digital transformation, which has re-
defined the boundaries of music consumption, has 
enabled unprecedented access to performances 
and led to the emergence of new forms of audience 
participation (Bennett & Rogers, 2016: 141-144). In 
this context, live streaming technology enables in-
dividuals who are unable to physically attend music 
festivals to participate virtually, thus enabling these 
events to transcend geographical restrictions (Dahl, 
2021: 58; Rendell, 2021: 1097). In addition to diversif-
ying access to live music, this shift creates a sense of 
community among remote audiences, enabling new 
ways of interaction and participation (Vandenberg et 
al., 2021: S144). Blurring the lines between live and 
mediated experiences, digital platforms challenge 
traditional notions of presence and participation in 
music events (Charron, 2017; Danielsen & Kjus, 2019: 
722; Schmidt, 2021: 13). Additionally, it is stated that 
live streaming allows festivals to adapt to unpre-
dictable situations, such as the global pandemic, 
ensuring their continuity and even expanding their 
audience base (Van Winkle & Bueddefeld, 2020: 7). 
Therefore, live streaming is becoming an integral 
part of the contemporary music festival landscape, 
offering a complementary medium that enhances 
both access and quality in music consumption (Na-
veed et. al., 2017: 12-14). This technological trans-
formation appears to be reshaping the music festi-
val ecosystem, offering new possibilities for artistic 
participation, and redefining the nature of live music 
experiences in the digital age.

Individuals in musical subcultures are alienated by 
being subjected to processes such as exclusion, 
marginalization and labeling by dominant groups 
in social power relations (Güven, 2017: 83). Philips 
& Cogan (2009: 92-93) underline that despite being 
marginalized by the mainstream media, metal music 
can be directly experienced by members of this su-
bculture through festivals. In this context, the impor-
tance of subcultural festivals stems from their role as 
a subcultural space that celebrates and supports the 
diversity and richness of the subcultural structure, 
as well as fosters a sense of community and identity 
among participants (Mall, 2016; Xu, 2023). Hellfest, 
organized since 2006 in Clisson, France, has become 
one of the largest and most important metal music 
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festivals in the global music scene, with more than 
180,000 people from all over the world attending 
each year, bringing together various metal music su-
bgenres (Guibert & Sklower, 2011: 101; Pulh, 2022: 
67). Through the strategic adoption of live streaming 
technology, Hellfest has expanded its reach, enab-
ling audiences around the world to virtually partici-
pate in the experience and allowing fans who are 
unable to attend the festival in person (physically) 
to be engaged with the festival remotely (Guibert, 
2020: 166; Guibert et al., 2021: 243). The proliferati-
on of digital platforms is not only increasing the im-
pact of events, but also transforming the traditional 
festival experience by enabling digital participation 
through real-time interactions (Holt, 2020: 234-235). 
Hellfest exemplifies the evolution of music festivals 
in the digital age by integrating live streaming into 
the event process, making it a significant example 
for examining the effects of live streaming on au-
dience participation and festival dynamics.

The theoretical underpinnings of this study necessi-
tate a comprehensive exploration of the sociological 
concept of “leisure” as it pertains to digital environ-
ments. From a sociological perspective, leisure is not 
merely “free time”, but a socially constructed phe-
nomenon through which individuals engage in acti-
vities that reflect and reinforce social norms, values, 
and power structures within society (Adam, 2018: 
358; Aytaç, 2004: 115; Jensen & Guthrie, 2006: 6). Le-
isure, particularly in the context of virtual music festi-
vals, emerges as a multifaceted social construct that 
intertwines individual and collective experiences, 
fostering identity formation and social connections, 
while music transcends mere personal enjoyment to 
become an integral part of our social being and a 
vital conduit for human connection, challenging the 
beliefs of Aristotle’s contemporaries (Cross, 2005: 
114; Lehman, 2021: 274; Spracklen, 2015: 82). It is 
crucial to articulate a nuanced definition of “culture” 
and, more specifically, “subculture” as they relate to 
the digital music festival experience. Culture can 
be defined as the shared values, beliefs, behaviors, 
and artifacts that characterize a group, shaping their 
identity and interactions within society (Alhadar et 
al., 2024: 84; Hofstede, 1984: 82). Subcultures, in this 
context, can be conceptualized as distinct groups 
within the broader cultural landscape that share 
common values, practices, and modes of expressi-
on, particularly in relation to music consumption and 
community formation (Hodkinson, 2015: 636; Mahdi, 
2018: 21-22). The notion of “subcultural identity for-
mation” emerges as a key theoretical lens through 
which to examine the ways in which participants in 
digital music festivals construct and negotiate their 
identities within these virtual spaces. This process of 
identity formation is intrinsically linked to the shared 
experiences, rituals, and symbolic interactions that 

occur within the digital festival environment (Riches, 
2012: 36; Venkatesh et al., 2015: 68-69). These con-
ceptual underpinnings provide a robust foundation 
for examining how digital music festivals, especially 
within metal subcultures, are redefining notions of 
leisure, cultural engagement, and identity construc-
tion in an increasingly virtualized musical landscape.

Methodology
The aim of this study is to examine audience parti-
cipation as a leisure experience by comprehensively 
analyzing the comments of the viewers who partici-
pated in the live streaming of Hellfest held between 
27/06/2024-30/06/2024 on the YouTube platform. 
This research focuses on exploring audience parti-
cipation in the context of digital leisure, including 
the patterns of interaction among the audience and 
the content, the motivations underlying their partici-
pation in the live chat, and their real-time reactions 
to the performances. In this regard, it explores how 
the comments section contributes to community 
building among virtual participants, as well as the 
effects of visual factors and interactions on partici-
pation and viewing tendencies. Through the analysis 
of these aspects, the research seeks to understand 
how the live streaming experience can be compa-
red to physical participation in a festival as a leisu-
re activity. Overall, this study aims to provide new 
insights into the key characteristics of participation 
in live-streamed music festivals as a new form of di-
gital leisure and to contribute to the understanding 
of how digital platforms are transforming the music 
festival experience.

Nethnographic research methodologies offer a va-
luable approach to investigating the complex dy-
namics of digital music festival participation and 
subcultural identity formation (Csiszár, 2016: 15; Lu, 
2024: 76). By employing these techniques, researc-
hers can gain rich, contextual insights into the lived 
experiences of festival participants, their interac-
tions within virtual spaces, and the meanings they 
ascribe to these experiences (Kozinets, 2010: 96). 
The concept of “digital ethnography” becomes par-
ticularly relevant in this context, as it allows for the 
systematic observation and analysis of online beha-
viors, interactions, and cultural practices within the 
virtual festival environment (Pink et al., 2016: 102). 
This methodological approach enables a deep exp-
loration of how subcultural identities are negotiated, 
performed, and reinforced through digital means. 
Furthermore, nethnographic research can illuminate 
the ways in which virtual participation in music festi-
vals contributes to the formation and maintenance 
of subcultural communities, transcending geograp-
hical boundaries (Delli Paoli & D’Auria, 2021: 247; 
Nedungadi et al., 2017: 119). By adopting an neth-
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nographic perspective, this study aims to provide a 
nuanced understanding of the sociocultural dimen-
sions of digital leisure activities and their implicati-
ons for subcultural identity formation in the context 
of online music festivals.

This study adopts a qualitative content analysis ap-
proach in line with the in-depth analysis of audience 
comments and focuses on revealing the deep and 
complex meanings constructed through audience 
participation. The qualitative content analysis ap-
proach is utilized to code and analyze data, as it sys-
tematically identifies the meaning of qualitative data 
and allows for a detailed examination of the themes 
and patterns expressed by the audience, in line with 
netnography’s reliance on the observation of textu-
al discourse (Kozinets, 2002: 64; Hsieh & Shannon, 
2005: 1278). This approach allows for the explorati-
on of both explicit content (directly expressed wor-
ds) and latent meanings (observed expressions or 
interpretations of sentences), enabling the analysis 
of audience emotional reactions, interaction proces-
ses, and the construction of collective festival expe-
rience in the digital environment (Mazzi, 2011: 236). 
In this context, the study follows an inductive ap-
proach that allows themes and categories to emer-
ge from the data itself rather than the application 
of predetermined frameworks (Elo & Kyngäs, 2008: 
109). This perspective is particularly useful for explo-
ring the complexity of online audience engagement 
in the context of live streaming music festivals, whe-
re existing theories struggle to fully explain the evol-
ving nature of digital leisure experiences. Therefore, 
through the analysis of comments, this study aims to 
provide detailed insights into the nature of audience 
interactions and the processes of community buil-
ding that are occurring online. 

The qualitative content analysis of online interac-
tions becomes highly functional in terms of revea-
ling new perspectives on individuals’ meaning and 
community construction processes in virtual envi-
ronments, considering the increasing importance of 
digital texts in understanding contemporary social 
phenomena (Simeonova & Galliers, 2023: 69). In this 
regard, this methodological choice is particularly 
appropriate, given the study’s focus on revealing 
new perspectives on individuals’ meaning-making 
and community construction processes within virtual 
environments. The data collection process involved 
a comprehensive examination of viewer comments 
from eight YouTube live streaming videos of Hellfest 
2024 performances, ensuring a robust representati-
on of the digital festival experience. The selection 
of comments was guided by their relevance to the 
research objectives, with a particular emphasis on 
expressions of digital festival experience, music con-
sumption patterns, fan interaction dynamics, and 

comparative analyses between physical and digital 
attendance modalities. MAXQDA Analytics Pro 2024 
program was utilized for data management, coding, 
and analysis, facilitating a rigorous and systematic 
approach to identifying emergent themes and pat-
terns within the framework of the Miles-Huberman 
(1994) data analysis model. This tripartite model, 
comprising data reduction, display, and conclusi-
on drawing, provided a structured yet flexible fra-
mework for a nuanced examination of viewers’ inte-
ractions during the live streaming event. The coding 
process was conducted iteratively, employing a 
constant comparative method, with initial codes be-
ing refined and categorized into broader thematic 
constructs through collaborative discussions, thus 
enhancing the interpretive trustworthiness of the 
findings.

The concept of data saturation, a critical methodo-
logical consideration in qualitative research, was 
rigorously applied in this study. Data saturation re-
fers to the point at which new information ceases to 
emerge and further coding becomes infeasible (Fus-
ch & Ness, 2015: 1408; Hagaman & Wutich, 2017: 25; 
Sebele-Mpofu, 2020). In the context of this research, 
where data collection and analysis were conducted 
concurrently by the researcher, data saturation was 
achieved upon examining the 2986 comments of 
8 videos (Table 1). The analysis process was termi-
nated when it became evident that the codes de-
rived from subsequent comments were reiterations 
of previously identified themes, and no novel codes 
could form new categorical constructs (Fusch & 
Ness, 2015: 1409; Kyngäs, 2020: 8; Urquhart, 2013: 
194). To enhance the trustworthiness of the findings, 
the codes associated with the categories, derived 
from viewer expressions in the live streaming com-
ments, were compared with previous studies and 
presented within the framework of the themes cre-
ated over the categories. While acknowledging the 
limitations inherent in focusing on a single festival 
(Hellfest) and a specific musical genre (metal), this 
constraint is critically examined within the broader 
context of the study’s implications and generalizabi-
lity. Notwithstanding these limitations, the rich, con-
textual data obtained through this methodological 
approach provides valuable insights into the digital 
leisure experience of live-streamed music festivals. 
This contributes substantively to the broader scho-
larly discourse on how digital platforms are transfor-
ming music consumption practices and subcultural 
participation in the contemporary media landscape, 
offering a nuanced understanding of the evolving 
dynamics between virtual and physical modes of 
cultural engagement.

To provide a more illuminating presentation of the 
data, the analysis focused on the nuanced ways di-
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gital platforms are transforming music festival expe-
riences and subcultural participation (Lizzo & Liechty, 
2022; Wang et al., 2024: 231). By adopting a netnog-
raphic perspective, this study aims to provide a nu-
anced understanding of the sociocultural dimensi-
ons of digital leisure activities and their implications 
for subcultural identity formation in the context of 
online music festivals. Negative comments were not 
solely categorized as dislikes but were subjected to 
a thorough content analysis, revealing critiques of 
sound quality, performance issues, and technical dif-
ficulties. The qualitative content analysis approach 
is employed to code and analyze data, as it syste-
matically identifies the meaning of qualitative data 
and allows for a detailed examination of the themes 
and patterns expressed by the audience, in line with 
netnography’s reliance on the observation of textual 
discourse. This granular examination of audience fe-
edback provided valuable insights into the challen-
ges and expectations associated with virtual music 
events. The study also considered the broader con-
text of each band’s fanbase and subcultural signifi-
cance within the metal community, offering insights 
into the complex dynamics of online audience enga-
gement (Allett, 2010: 179-181; Rendell, 2021: 1104). 
This contextual analysis enabled a more nuanced 
understanding of how different subcultures within 
the metal genre interact and express themselves in 
digital spaces. By focusing on these specific aspects, 
the research aims to provide a more comprehensive 
understanding of how digital leisure opportunities 
are creating new spaces for social groups to express 
themselves and interact within the context of onli-
ne music festivals. This holistic approach allows for 
a deeper exploration of the ways in which techno-

logy is reshaping cultural practices and social inte-
ractions in the digital age, ultimately contributing to 
the growing body of literature on digital culture and 
subcultural studies.

Findings and Discussion
Digital Festival Experience
In this section of the study, audience comments re-
garding the digital festival experience are exami-
ned. In this regard, data on how virtual participation 
is shaped, the meanings attributed to community 
building by the audience, and the technological ele-
ments during live streaming are analyzed

Figure 1. Categories and Codes of the Digital Festival 
Experience Theme

Virtual Attendance
The profound changes brought by technological 
advancements at all phases of festival events are 
also significantly transforming the ways participants 
explore the festival environment, interact, and share 
their experiences (King, 2021: 99; Lee et al., 2022: 

Table 1. Reviewed YouTube Live Streaming Videos

Channel Name Video Title Video Link

ARTE Concert
Accept - Hellfest 2024 – ARTE Con-

cert 
https://www.youtube.com/watch?v=-

NeiZWnNvhEA

ARTE Concert
BABYMETAL - Hellfest 2024 – ARTE 

Concert 
https://www.youtube.com/watch?v=iM-

puhm_M01w

ARTE Concert
Cradle of Filth - Hellfest 2024 – ARTE 

Concert 
https://www.youtube.com/watch?v=-

GKTKke-nYQk

ARTE Concert
Corey Taylor - Hellfest 2024 – ARTE 

Concert 
https://www.youtube.com/watch?v=-

cHqlYxMnfJA

ARTE Concert
Emperor - Hellfest 2024 – ARTE 

Concert 
https://www.youtube.com/watch?v=u-

B0kYXbBaBA

ARTE Concert
Machine Head - Hellfest 2024 – 

ARTE Concert 
https://www.youtube.com/watch?v=-

30F4UEmfgg0

ARTE Concert
Megadeth - Hellfest 2024 – ARTE 

Concert
https://www.youtube.com/wat-

ch?v=qNp9TtRWjHk

ARTE Concert
Suicidal Tendencies - Hellfest 2024 – 

ARTE Concert 
https://www.youtube.com/watch?v=EP-

gAxGD_Yns
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1153). The participation of individuals who are unab-
le to physically attend festivals through online plat-
forms is referred to as virtual participation (Estanyol, 
2022: 656; Riga, 2022: 10). The ways music festivals 
are experienced in the digital age are also under-
going a significant transformation due to virtual 
participation opportunities. This study reveals how 
the experience of virtual participation is perceived 
by audiences participating in the festival through 
live streaming. In this context, audience comments 
reflect various emotions, expressing the feeling of 
“being there” or participating remotely. For examp-
le, a viewer humorously conveys the feeling of be-
ing physically present at the festival by referencing 
the frequently muddy ground at Hellfest due to 
climatic conditions, using the phrase “Won’t fall in 
mud today.” Similarly, the comment “Monstrueux!! 
Une ambiance de tarés!” (Monstrous!! A crazy at-
mosphere!) shows that the viewer experiences the 
festival atmosphere “as if they were there.” In the 
context of Goffman’s (1959) concept of “presenta-
tion of self,” the viewers’ comments demonstrate 
how individuals engage in impression management 
and perform their festival identities in the virtual spa-
ce, adapting their self-presentation to maintain the 
illusion of physical presence and shared experience 
despite the digital medium. The comment “C’est 
pas mal d’enfin entendre sa voix, le mastering n’éta-
it vraiment pas bon sur place” (It’s nice to finally hear 
his voice, the mastering was really not good on site) 
emphasizes the advantages of remote participation 
by stating that the live streaming sound quality is 
better than physical participation. The comment “I 
was there and once more their concert was amazing-
ly powerful and epic! Emperor1 rules” expresses that 
the viewer continues to sustain the experience of 
being physically present through live streaming. As 
Garay and Morales (2020: 96-97) point out, festivals 
now encompass both physical and virtual spaces be-
cause social media enables the formation of virtual 
communities around festival brands. At this point, 
live streaming comments reveal how audiences per-
ceive their loyalty and experience with the festival 
through virtual participation.

Integration of digital platforms into festival environ-
ments is important not only for increasing audien-
ce participation, but also for enriching the shared 
common festival experiences among participants 
(Stevens, 2018: 20; Van Hemert & Ellison, 2022: 538). 
At this point, analyzing festival participants’ social 
network participation patterns provides important 

information for understanding the sustainability of 
digital music festival communities (Lei & Li, 2021: 
27). When examining audience comments, it is seen 
that the advantages provided by the opportunity 
to participate in the festival remotely are expressed 
in different ways. Comments like “Circle pit”2  and 
“Caught in a mosh” reflect the desire of the audien-
ce to participate in the energy of the festival even 
from their homes. The comment “Lesssgooooo-
oo” expresses the excitement and participation of 
the audience in the live streaming. Comments like 
“Wish I was there!” and “Wish I could have been 
there... this is second best!” express the desire of 
the audience to be physically present and convey 
that the live streaming partially meets this desire. 
Additionally, comments like “Thanks Arte for the 
post - great band” and “Thank you Arte for all of 
us around the world who couldn’t be there.” expla-
in the gratitude of the audience to Arte for making 
the live streaming of the festival possible. As Pes-
sina (2023: 62) points out, virtual environments are 
quite effective in developing a sense of belonging 
in music and festival communities, especially due to 
the immersive visual and auditory experiences they 
offer. At this point, audience comments highlight 
the benefits of remote participation opportunities, 
indicating that virtual participation creates a sense 
of physical participation. These comments, which re-
veal the dynamic relationship between physical and 
virtual participation, also demonstrate that virtual 
participation offers a new and interactive audience 
experience that expands the traditional boundaries 
of music festivals.

Community Building
Pietrzak-Franger et al. (2023: 2) highlight the poten-
tial of virtual platforms in promoting community3 

building. Therefore, digital spacescan serve as pla-
ces where people with common interests can come 
together. In this study, community building refers to 
the process of creating a virtual sense of together-
ness through interactions and shared experiences 
among viewers on live streaming platforms. When 
examining comments, it is observed that direct in-
teractions among viewers play a significant role in 
community building. For example, the comment 
“Nice!” initiates a conversation by directly respon-
ding to another viewer. The comment “BD en 2 hrs” 
(in 2 hours) encourages interaction by providing 
direct information in response to a question. The 

1 Emperor is a Norwegian symphonic black metal band formed in 1991 in Notodden, known for themes of divination, nature, mytho-
logy, individualism, and mysticism, with an active status and currently signed to Candlelight Records (metal-archives.com).
2 Circle pit is a lively concert event where a large group of people run in a circular formation, usually holding onto each other to maintain 
balance and adjusting their speed in sync with the tempo of the music (Surmanski, 2016: 117).
3 The formation of these online communities challenges traditional notions of “community” by enabling real-time interactions and sha-
red experiences that can rival the intensity of physical gatherings, albeit in a different modality (Habibi et al., 2014: 127; Häkkänen-N-
yholm, 2021: 699). However, the ambiguity surrounding the concept of community in digital contexts necessitates further exploration, 
particularly in how these virtual bonds translate to offline social capital and subcultural identity formation among metal music fans.
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comment “Metallica will not be transmitted” enhan-
ces interaction by directly informing a user that the 
Metallica performance will not be broadcast. The 
comment “Dear Emperor’s fans, tell me please what 
he said 0:10 here:...” encourages interaction by ma-
king a specific request to Emperor fans. In this way, 
expressing shared excitement and passion, which is 
another important aspect of community building, is 
achieved through comments that strengthen the fe-
eling of sharing the concert experience, even in a vir-
tual environment. On the other hand, the comment 
“Pour le concert là ou pour la France / Belgique 
lundi soir à 18h ? :D” (For the concert there, or for 
the France/Belgium match on Monday evening at 6 
PM? :D) initiates interaction by asking another user a 
completely different question during Cradle of Filth4 
‘s performance. As Rendell (2021: 1103) points out, 
viewers often participate in interactions in the chat 
sections of the websites where performances are 
broadcast (next to or below the videos) during live 
streams. The above comments, which highlight the 
importance of direct interaction among viewers for 
community building, also demonstrate that these in-
teractions reinforce the sense of community.

Lizzo & Liechty (2022) argue that virtual communities 
have the potential to enhance leisure experiences 
and strengthen the feeling of belonging. In general, 
viewer comments convey how online communities 
form during live streaming and how these com-
munities become more interactive. The comment 
“Good concert everyone!” reinforces the sense of 
togetherness by emphasizing the shared experien-
ce among viewers. Similarly, the comment “Merci 
beaucoup Arte for sharing this with us!! Rock on, 
greetings from Barcelona” expresses gratitude to 
Arte while also sharing the viewer’s location, thereby 
strengthening the sense of community. This com-
ment, which shows an effort to establish a connecti-
on based on geographical location, strengthens the 
bonds among community members by encouraging 
communication among viewers. The geographical 
distribution of social media users is significant be-
cause it facilitates the gathering of nearby people, 
who may then strengthen their sense of community 
through shared experiences and a stronger sense 
of belonging (Liu & Huang, 2014). In the comment 
“Hello, à tout les métaleux et les metaleuses, je 
voulais remercier Arte pour tout les lives du Hell-
fest” (Hello, all metalheads, I wanted to thank Arte 
for all the Hellfest live streaming), the viewer greets 
all viewers and reinforces the sense of community 
by emphasizing the shared appreciation for the live 
streaming. The comment “OMG thank you for up-

loading this” reflects the shared anticipation and 
excitement among viewers by expressing common 
gratitude for the uploaded content. The comment 
“Hi everybody! We finish this 1st day at Hellfest 
with 3 simultaneous livestreams! Here we are, team 
Cradle of Filth!” develops a sense of community by 
referring to the togetherness among viewers due 
to live streaming opportunities. The development 
processes of virtual communities that evolve during 
live streaming can be observed through viewer com-
ments, which reveal how communication and shared 
experiences among viewers strengthen the sense 
of togetherness. These actions, carried out by indi-
viduals within online communities via social media, 
reflect the dynamic nature of viewer participation in 
digital environments (Gallant & Boone, 2021: 184). 
Consequently, by engaging in online exchanges, 
viewers foster a profound sense of community ba-
sed on common interests and passions, regardless 
of their physical distance.

Technological Aspects
Virtual tools are taking the place of conventional fa-
ce-to-face interactions in modern leisure activities, 
according to Oppenbergerová and Stoffová (2022: 
151), who discuss the incorporation of digital tech-
nologies into the planning of leisure. In this context, 
the accessibility of virtual events has significantly inc-
reased with the development of live streaming te-
chnologies. Therefore, the technological elements 
that shape the leisure experience of viewers are 
among the critical factors determining the success 
of the event. Upon analyzing comments pertaining 
to viewers’ responses on broadcast quality and te-
chnical issues, it becomes evident that the quality of 
the broadcast has a substantial influence on viewer 
satisfaction. Viewer comments include various eva-
luations, especially related to video and audio qua-
lity. For example, the comments “great audio” and 
“Sound quality is good!” provide a positive assess-
ment of audio quality, whereas the comment “High 
quality picture, high quality sound, amazing” praises 
both visual and auditory qualities. Similarly, the com-
ment “The sound and visual are immaculate” serves 
as a favorable assessment of the audio and video 
quality, highlighting the exceptional streaming ex-
perience. The comment during Machine Head5 ‘s 
performance, “The Band sounds super tight and the 
recording is superb. Shout out to the sound guys for 
this one”, praises both the band’s performance and 
the quality of the sound recording, thus apprecia-
ting the work of the sound engineers. Wang (2021: 

4 Cradle of Filth is a British extreme metal band formed in 1991 in Ipswich, Suffolk, known for their evolving sound from death metal to 
symphonic black metal and extreme gothic metal, with themes including occultism, vampirism, erotica, romance, mythology, horror, 
and blasphemy, currently active and signed to Napalm Records (metal-archives.com).
5 Machine Head is an American groove/thrash metal and nu-metal band formed in 1991 in Oakland, California, known for themes inc-
luding violence, domination, respect, inner struggles, politics, society, and anti-religion, currently active and signed to Nuclear Blast 
(metal-archives.com).
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56) states that the visual and auditory tools used in 
online live-streamed music events create immersi-
ve environments for viewers. The above comments 
emphasize the favorable assessments of viewers on 
the quality of the broadcast, underscoring the signi-
ficance of technical components in live streaming. 

In order to ensure high-quality live streaming, provi-
ding videos that are continuously accessible, quickly 
initiated, and played smoothly without any inter-
ruptions is among the primary elements (Sitaraman 
& Barton, 2006: 5). The focus that viewers place on 
technical faults and shortcomings in broadcast qua-
lity highlights the potential detrimental effects the-
se flaws can have on the viewer’s experience. In this 
context, the comment “Bad video quality” directly 
criticizes the video quality, while the comment “So-
mebody tell the cameraman to zoom on to lead gui-
tarist while he’s performing” shows a criticism due to 
the camera not focusing on the right spot during the 
performance. The comment “Crappy audio volume” 
expresses a complaint about the low audio volume, 
whereas the comment “Terrible mix, great perfor-
mers” praises the band’s performance but indicates 
issues with the audio mix. The comment “The audio 
mix for this video is mediocre.” is another critical 
evaluation that highlights issues with the audio mix. 
In order to decrease feelings of loneliness and incre-
ase a sense of community, event planners and/or ar-
tists should set up internet broadcasts in a way that 
encourages physical proximity and social interaction 
(Onderdijk et al., 2021). In general, viewer comments 
include both positive and negative evaluations of 
streaming quality and demonstrate how technical 
elements affect the viewer experience. Evaluating 
these comments emphasizes the need for continu-
ous improvement in these technological applicati-
ons and provides important insights for offering a 
smoother and more satisfying experience at future 
virtual events.

The digital festival experience transcends the boun-
daries of traditional music events, offering a new 
form of leisure participation and enabling viewers 
to experience a strong festival atmosphere and a 
sense of community despite physical distances. Vir-
tual participation eliminates geographical barriers, 
allowing for the formation of a global audience, and 
clearly demonstrates the potential of digital plat-
forms to transform music consumption and leisure 
experiences. This transformation creates a shared 
experience and sense of community among viewers, 
offering a new form of interaction that goes beyond 
traditional festival participation. Technological ele-
ments play a critical role in shaping the digital fes-
tival experience, and in this context, it is observed 
that streaming quality and technical issues directly 
affect user satisfaction. The variety of positive and 
negative feedback highlights how leisure experien-
ces in digital environments differ based on indivi-
dual perceptions and technical conditions. Viewer 
comments demonstrate how live streaming enhan-

ces the Hellfest experience by complementing and 
expanding the physical festival, serving as an impor-
tant indicator of the opportunities and added value 
that digital leisure experiences offer to viewers. In 
conclusion, the digital festival experience provides 
important insights into the potential of music events 
in terms of leisure evaluation, due to the blending of 
traditional and innovative elements.

Music Consumption and Fan Interaction
In this section of the study, audience comments re-
garding the digital festival experience are examined. 
In this regard, data on how real-time music criticism 
is shaped, music information sharing among audien-
ces, and fan behavior in the digital environment are 
analyzed.

Figure 2. Categories and Codes of the Music Consumption and 
Fan Interaction Theme

Shared Musical Knowledge
The trends toward personalization, mobility, and 
connectivity in music consumption are becoming 
more prevalent in accordance with technological 
advancements (Hesmondhalgh and Meier, 2018: 
1566). Consequently, the constant transformation of 
music culture through digital platforms results in the 
modification of individuals’ music experiences via 
these platforms, thereby introducing novel aspects 
to musical interaction. When examining viewer com-
ments, it is observed that the interaction carried out 
through the sharing of music knowledge reflects the 
interactive and information-focused nature of the di-
gital festival experience. The sharing of music know-
ledge, which expresses the exchange of information 
about bands, songs, and subgenres of metal music, 
reveals the viewers’ desire to contribute to the music 
culture. These comments contribute to the enrich-
ment of knowledge within the subcultural commu-
nity by facilitating the sharing of important informa-
tion and personal experiences related to music. For 
example, during Suicidal Tendencies6‘ performan-
ce, the comment “since 1981” indicates the band’s 
founding year, while the comment “93 Vincennes… 
Trujillo was on bass with suicidal tendencies… few 
minutes before Metallica Black album tour” shares 
details about a specific concert, its location, and in-
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formation about the band’s former bassist Robert 
Trujillo (1989-1995). In the comment “First time I saw 
them live was 1984”, both a personal experience 
and the date of one of the band’s past concerts are 
shared. Another viewer emphasizes the importance 
of the Accept7 album released in 1985 with the com-
ment “Started listening to Metal with the Metal He-
art Album Back in 1985. Greetings from Germany.” 
The comment “1984 I watched them together with 
AC/DC and Ozzy Osbourne,” where the viewer sha-
res their past concert experiences, also provides 
information about the details of a concert held in 
1984. The widespread adoption of live streaming 
technology has allowed music festivals to evolve 
into immersive experiences that incorporate intera-
ctive entertainment and social bonding, extending 
beyond conventional online and mobile platforms 
(Sher & Su, 2023). Within this particular framework, 
the aforementioned comments illustrate how indi-
viduals enhance their digital leisure experiences by 
exchanging music-related information and nostalgic 
memories.

Being defined as a “metal fan” significantly shapes 
individuals’ social identities, while it is noted that 
subgenres like black and death metal represent the 
(subcultural) metal community more authentical-
ly, whereas genres like gothic and industrial metal 
are emphasized as having less representative qua-
lities (Dieckmann et al., 2016: 354; Schulz, 2022: 49). 
Comments regarding the subgenres of metal music 
during live streaming reflect viewers’ motivations for 
exchanging subcultural information. In the comment 
“Crossover thrash mes frères” (Crossover thrash, my 
brothers), the music performed by Suicidal Tenden-
cies is categorized as “crossover thrash,” while the 
comment “Hardcore 4 life” expresses a passion for 
the “hardcore” genre for the same band. On the ot-
her hand, in the comment “Good old thrash metal,” 
the music of Accept is classified as “thrash metal,” 
while in the comment “classic metal,” it is defined 
differently as “classic metal.” Similarly, the comment 
“Cradle of Filth - melodian metal” attempts to de-
fine the music genre of Cradle of Filth. YouTube, 
as the most widely used platform for sharing video 
content online, also serves an important promotio-
nal function for artists (Montoro-Pons, 2023: 2954). 
In this context, viewers’ comments about the sub-
genres and music definitions of metal music reveal 
how the sharing of music knowledge occurs within 
the community and the impact these bands have on 
the community.

Real-Time Music Critique
Emphasizing the significant role of real-time com-
munication technologies in shaping leisure expe-
riences, Korolenko (2021: 78) asserts that with the 
widespread use of these technologies today, they 
have become more integrated into individuals’ da-
ily lives. Social media platforms facilitate real-time 
information exchange, allowing all stakeholders, es-
pecially artists, to receive instant feedback on sha-
red content, thus enabling dynamic fan interactions 
(Brasseur, 2021: 26; Rashid, 2023: 68). In this respect, 
it is observed that the ability of viewers to evaluate 
and critique stage performances in real-time has led 
to the increasing importance of instant feedback du-
ring live streams. Viewer comments, which include 
opinions about performances, showcase a variety of 
manifestations of music criticism. For instance, Suici-
dal Tendencies’ live performance receives clear pra-
ise in the comment “ST are one of the best live ban-
ds ever.” The comment “Mike never lets us down!!” 
provides an evaluation of vocalist Mike Muir’s con-
sistent performance with the same band. Similarly, 
the comment “Mark Tornillo ripping it right from 
the start” offers a positive evaluation of the perfor-
mance of Accept’s vocalist. The comment “Machine 
Head consistently put on one of the best live per-
formances of any band in metal.” indicates that the 
band consistently delivers excellent live performan-
ces. These comments show that viewers positively 
evaluate performances in their real-time feedback. 

On the other hand, viewer comments that express 
negative opinions regarding band performances 
constitute a significant aspect of real-time music 
criticism. The comment “The mix is horrible. One 
guitar is way louder than the other one.” indicates 
that the performance is negatively affected due to 
issues with the sound mix. In the comment “It’s pa-
inful to watch when a vocalist can’t sing his part and 
suffocates on stage,” the vocalist’s performance is 
harshly criticized, and in the comment “Ça chante 
quand même super mal, plus de voix et le guitariste 
est super faux... sérieusement là un des pires live de 
Suicidal” (The vocals are really bad, there’s no voice, 
and the guitarist is really off... seriously, one of the 
worst live performances from Suicidal), the vocalist’s 
performance is also negatively evaluated, along with 
criticism of the guitarist’s performance, expressing 
that the band was generally disappointing. Similarly, 
the comment “Probably one of the worst live per-
formances I’ve ever witnessed in person.” conveys a 
general sense of disappointment caused by the per-
formance. Live streams provide real-time communi-

6 Suicidal Tendencies is an American thrash metal/crossover and hardcore punk band formed in 1981 in Venice Beach, Los Angeles, 
known for themes including life, politics, society, angst, comedy, humor, street life, and struggles, currently active and signed to their 
own label, Suicidal Records (metal-archives.com).
7 Accept is a German heavy metal band formed in 1976, originally from Solingen, North Rhine-Westphalia, now based in both the Uni-
ted States and Germany, known for themes including social issues, sex, rock’n’roll/metal, fantasy, and war, currently active and signed 
to Napalm Records (metal-archives.com).
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cation between users and content creators (in the 
comment sections), taking interaction beyond tra-
ditional blog posts (Dorr, 2023: 30). This situation is 
exemplified in the above comments, where viewers 
provide negative feedback containing criticisms of 
various aspects of the performances. From a broad 
standpoint, the comments offered by viewers de-
monstrate that rapid feedback makes it possible to 
conduct real-time evaluations of performances.

Fan Behavior in a Digital Space
Music streams on YouTube, especially during the 
COVID-19 pandemic, have contributed to the es-
tablishment of strong bonds among viewers and 
the development of emotional support, thereby 
enhancing social cohesion, intercultural understan-
ding, and community resilience (Fraser et al., 2021). 
The shared passion of metal music fans for social 
bonding reflects the strong sense of community 
within the subculture and also demonstrates how 
metal environments can support the sustainability 
of relationships formed among fans (Hassan, 2021: 
80; Olsen et al., 2020: 367). Fan behavior in digital 
environments reveals how they express their loyalty 
to specific bands and metal music in general. In this 
context, fans’ loyalty to bands and the subculture is 
expressed in various ways in viewer comments such 
as “St4life!!,” a classic cheer expressing lifelong lo-
yalty to Suicidal Tendencies, and “Accept goats,” 
where Accept is declared “the greatest of all time” 
with strong admiration. Similarly, the comment “My 
idol” conveys admiration for Corey Taylor8 in a simp-
le yet heartfelt manner, while the comment “Long 
live Emperor” expresses support and enduring app-
reciation for Emperor in a traditional way, both refle-
cting fans’ excitement and strong feelings of loyalty. 
Perkins (2012: 354) notes that music fans exhibit four 
different behavioral tendencies online: casual, loyal, 
die-hard, and dysfunctional. The above comments 
show that viewers express their admiration for bands 
in the digital environment within the framework of 
these different behavioral tendencies.

In the digital environment, music fans develop lo-
yalty based on the balance between the length of 
time spent as a fan, commitment and preference, 
and necessity (Obiegbu et al., 2019: 463). Viewer 
comments quoting lyrics during performances hi-
ghlight a unique way of expressing their loyalty and 
admiration for bands. For instance, the comment 
“War inside my head” quotes the lyrics of Suicidal 
Tendencies’ song “War Inside My Head,” demons-
trating familiarity and affection for the song, while 
the comment “Balllllllls to the waaaaaaalllllls!” pas-
sionately extends the lyrics of Accept’s song “Balls 

to the Wall,” emphasizing fandom. In the comment 
“Love will tear us apart again at the end of song 3. 
with mask without one I love you Corey!” admirati-
on for Corey Taylor is expressed by quoting the lyri-
cs of Joy Division’s song “Love Will Tear Us Apart.” 
The comment “We are the black wizards!” quotes 
the lyrics of Emperor’s song “I am the Black Wizar-
ds,” demonstrating deep appreciation and adora-
tion for the song. Music subcultures are extremely 
dynamic forms that are molded by their members’ 
everyday interactions and the profound emotional 
attachments they form with music, rather than rep-
resenting fixed identities defined solely by notable 
characteristics (Allett, 2010: 16-17). The comments 
made by viewers in this context demonstrate that 
the actions of fans in the digital environment display 
subcultural allegiance and passion for metal music 
in a variety of different ways.

Music consumption and fan interaction are gaining 
new dimensions within the framework of the oppor-
tunities offered by digital platforms, and they play 
an important role in shaping leisure experiences in 
digital environments. In the case of the Hellfest live 
stream examined in this research, viewers engage 
interactively by sharing music knowledge, offering 
real-time music criticism, and displaying fan behavi-
or in digital environments. Within the framework of 
the digital environment, it can be observed that the 
leisure experiences of viewers are being reconstruc-
ted and personalized. The exchange of information 
among viewers about bands, songs, and subgenres 
of metal music creates a wealth of knowledge within 
the community and strengthens subcultural bonds. 
Real-time music criticism allows for the instant evalu-
ation of performances, while fan behaviors exhibited 
in the digital environment enable various expressi-
ons of loyalty to bands and metal music in general. 
The transformation of leisure experiences on digital 
platforms in this way partially compensates for the 
lack of physical participation and enriches viewer ex-
periences. In online music communities, the ways in 
which viewers enrich their digital leisure experiences 
by sharing music-related knowledge and memories 
constitute an important dimension of interactive 
participation. The consumption of music and the in-
teractions between fans in the digital environment 
shed light on the ways in which leisure activities and 
online music communities are transforming concur-
rently. These interactions enable fans to demonstra-
te their allegiance to bands and the genre of metal 
music as a whole, while also fostering the develop-
ment of a robust network of engagement within the 
community.

8 Corey Taylor is an American musician best known as the lead vocalist of Slipknot and Stone Sour, who began his career in Des Moines, 
Iowa, has contributed to various other musical projects, and has produced for other bands while maintaining active roles in both of his 
main bands (metalstorm.net).
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Intersection of Physical and Digital 
Festival Experiences
In this section of the study, audience comments re-
garding the digital festival experience are exami-
ned. In this regard, data on how virtual participation 
is shaped, the enriched festival experience, the fear 
of missing out, and future plans are analyzed.

Figure 3. Categories and Codes of the Intersection of Physical 
and Digital Festival Experiences Theme

Comparisons to In-Person Attendance 
The transformation of festival experiences in the 
digital age necessitates addressing the dynamic 
relationship between face-to-face and online par-
ticipation, thereby revealing perceived similarities 
and differences through the comparison of these 
two forms of experience. The use of digital media 
communication in music festivals supports the cre-
ation of a sense of community among participants 
by enabling the emergence of new information and 
emotional responses, thus significantly transforming 
pre-festival, during-festival, and post-festival expe-
riences (Brown et al., 2019: 75). At this point, viewer 
comments appear as expressions explaining how 
the live streaming is related to past physical festival 
experiences, particularly featuring various assess-
ments related to its sound quality and atmosphere. 
For instance, in the comment “C’est pas mal d’enfin 
entendre sa voix, le mastering n’était vraiment pas 
bon sur place” (It’s nice to finally hear his voice, the 
mastering was really not good on site), the sound 
quality of the live broadcast is highlighted, also 
drawing attention to the sound issues experienced 
during physical attendance. In the comment “J’étais 
sur place, c’était très bien, rien à redire du mix. C’est 
juste un soucis du broadcast” (I was there, it was very 
good, nothing to say about the mix. It’s just a bro-
adcast issue), it is conveyed that the sound mixing 
was good during physical attendance, but there 
were problems in the live streaming. The comment 
“The sound is so badly mixed haha” is presented as 
a direct criticism of the sound quality in the live stre-
aming. In the comment “Sound is amazing at Hell-
Fest, in général in France sound is great from outdo-
or or indoor exception for stadium, I think in stadium 
it is made for sport not for show like that,” a gene-

ral evaluation of the sound quality at music events 
in France is provided. These comments reveal how 
viewers compare festival experiences in the context 
of sound quality by contrasting their face-to-face 
attendance with their online participation, highligh-
ting the differences and similarities perceived in live 
and digital environments.

Based on the research on indie music live-streamed 
festivals, Zhao (2022) concludes that these types of 
events fail to foster an engaged atmosphere that 
is on par with traditional, in-person music festivals 
since they don’t allow for the building of new social 
ties, shared meanings, and cultural engagement. A 
comparison of the overall atmosphere perceived du-
ring physical and virtual participation emerges as a 
significant topic in viewer evaluations, emphasizing 
the contrasting nuances in audience interaction, the 
vibrancy of the event, and the sense of community 
experienced in each format. At this point, the com-
ment “audience seems really quiet” indicates that 
the live stream does not fully capture the energy 
of physical attendance, while the comment “best 
crowd ever” shows that the enthusiasm of the live 
audience is effectively reflected in the live stream. 
In the comment “Dead crowd... He even says at 
27.00 guys is black metal too much for you?” it is 
mentioned that audience participation is insufficient 
and does not reflect the energy of physical atten-
dance. The comment “La fosse s’est endormie” (Pit 
has fallen asleep) indicates a lack of mosh pit ener-
gy, while the comment “Now that’s a proper crowd” 
expresses that the live stream successfully captures 
the festival atmosphere. Viewers of live-streamed 
performances can be motivated by various factors, 
including meaningful use of their time and the im-
portance of high-quality sound experiences offered 
by virtual participation (Philips & Krause, 2024: 336). 
Overall, viewer comments reveal how sound quality 
and the general atmosphere of online participation 
are compared with physical attendance, thereby 
explaining through various examples how these ex-
periences affect the viewer experience in terms of 
similarities and differences.

Fear of Missing Out and Future 
Intentions
Social media platforms are considered real-time in-
teraction resources that allow users to keep up with 
instant updates about events, incidents, and conver-
sations happening across various social networks. 
Fear of missing out (FoMO) is characterized by the 
desire of individuals to constantly monitor what ot-
hers are doing on social media due to the concern 
that others might be having satisfying experiences 
(Przybylski et al., 2013: 1841). Within this particular 
framework, viewer comments convey their dissatis-
faction at not being able to participate in Hellfest 
while also expressing their intentions to join the 
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event at a later time through diverse means. For ins-
tance, the comment “I’m sad that I missed this live 
in person and online.” directly conveys the sadness 
of missing the festival. A viewer who sold the festival 
ticket expresses this situation and their regret for not 
being able to attend with the comment “Pourquoi 
j’ai revendu ma place du Hellfest d’aujourd’hui. je 
suis con.” (Why did I sell my ticket to today’s Hell-
fest? I’m an idiot.). Similarly, the expression of regret 
in the comment “Wish I could have been there... this 
is second best!” indicates that the live stream does 
not fully replace physical attendance. The comment 
“Damn, was hoping they’d play Empty.” reflects the 
disappointment of a specific song (Emperor’s song 
Empty) not being played. These comments serve as 
reflections of the feelings experienced by the au-
dience as a result of their inability to physically parti-
cipate in Hellfest, which was held in 2024.

Participation in music festivals through social 
networks is associated with high participation rates 
due to the specific reasons for participation unique 
to these platforms, while the motivation to re-at-
tend festivals is shaped by the complex interaction 
of factors such as sociodemographic characteristics, 
past experiences, destination features, and overall 
satisfaction levels (Lei & Li, 2020: 27; Borges et al., 
2020: 314). At this point, the expression of viewers’ 
intentions to participate in future festivals and con-
certs emerges as another prominent aspect of the 
comments. The comments “I will definitely tune in 
for Hellfest 2025” and “One day, I will actually go 
to Hellfest” reveal viewers’ intentions to attend 
festivals in the coming years. On the other hand, 
comments like “Tomorrow, they will be in Lisbon on 
Evil Live Festival and I will be there”, “rdv a paris 
Elysée Montmartre!!!” (Let’s meet at Paris Elysée 
Montmartre!!!), and “See you in Italy soon” confirm 
plans to participate in events to be held in different 
locations (Lisbon, Paris, and Italy) in the near futu-
re following the festival. Overall, viewer comments 
illustrate not only the disappointment and regret 
of not being able to attend Hellfest but also pro-
vide a detailed insight into how they express their 
plans and intentions to participate in future events. 
These comments highlight an intense anticipation 
and desire for upcoming events, underscoring the 
significance of live music experiences and the deep 
emotional connection that attendees have with such 
concerts.

Enhanced Festival Experience
Although live broadcasts, which challenge traditio-
nal concepts of space and experience, are widely ac-

cepted due to the phenomenon of “liveness,” they 
are compelled to ambitiously mimic the spatial ele-
ments of face-to-face festivals while simultaneously 
offering a virtual alternative that particularly appeals 
to younger audiences, providing a sense of happi-
ness, stress relief, flow, and interaction (Chen & Lin, 
2018: 293; Green, 2023). At this point, the ability of 
live streaming to complement or enhance the physi-
cally conducted festival experience reveals an enric-
hed festival experience. Viewer comments highlight 
how the live streaming adds value to the overall Hel-
lfest experience. For instance, the comment “Did 
someone ID the bassist?” shows that viewers enrich 
the festival experience by sharing information during 
the live streaming. The comment “Anyone has time-
codes?” indicates that viewers personalize their ex-
perience by requesting time codes to easily access 
specific moments of the performance. The comment 
“Whose bright idea was it to pan the drums and vo-
cals almost all the way right…” demonstrates that 
viewers analyze the production quality of the live 
streaming by paying attention to technical details. 
In the comment “Replaced by Jay Weinberg, ex 
drummer of Slipknot,” it is seen that viewers enrich 
their experience by sharing information about band 
members. Chen and Lin (2023: 301) state that live 
streaming platforms need to prioritize the develop-
ment of more functional interactive features to make 
communication more effective in order to increase 
viewer engagement and activity. The comments 
above reveal how live streaming enriches the festival 
experience by fostering a sense of community and 
engagement among viewers, encouraging real-time 
interaction, information sharing, and collective par-
ticipation, thereby enhancing the overall enjoyment 
and depth of the festival experience.

Among the opportunities provided by live strea-
ming, ease of access and multi-stage videos stand 
out as prominent topics highlighted by viewers in 
their comments. For instance, the comment “Heu-
reusement qu’il y a ce live quand même” (Luckily, 
there is this live stream) emphasizes that viewers 
who cannot attend in person can access the festi-
val through the live stream. The comment “Mais au 
moins je peux regarder le replay” (But at least I can 
watch the replay) shows that viewers appreciate the 
option to rewatch performances they missed. The 
comment “No pude ver landmvrks, lo sacaron jun-
to con el de megadeth, pero este ultimo si lo pude 
ver, ojala lo resuban” (I couldn’t watch Landmvrks, 
they streamed it along with Megadeth9, but at least I 
could watch Megadeth, I hope they re-upload it) re-
veals viewers’ desire to rewatch performances they 
missed. The comment “I’d like to watch Babymetal10  

9 Megadeth is an American thrash metal band formed in 1983 in Los Angeles, California, with a brief period of heavy metal/rock, known 
for themes including society, politics, history, death, religion, new world order, addiction, and love, currently active and signed to Tra-
decraft (metal-archives.com).
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but after sound post production (hopefully)” indi-
cates that viewers expect sound improvements for 
a better festival experience. These comments de-
monstrate how the extended access and multi-sta-
ge viewing opportunities provided by live streaming 
enrich the viewer experience. Viewer comments exp-
lain how live streaming enhances the extent of the 
in-person festival, introducing novel aspects to the 
Hellfest experience. Ma et al. (2022) emphasize that 
live-streamed music events are an important tool 
for both parasocial interaction and viewer engage-
ment. Therefore, these platforms offer an extremely 
functional perspective on how digital environments 
can meaningfully contribute to viewer participation, 
emotional interaction, and a more comprehensive, 
engaging festival experience overall.

The intersection of physical and digital festival ex-
periences is becoming increasingly prominent in 
contemporary music festival culture. Analyses con-
ducted on the Hellfest live stream within the scope 
of this research reveal various dimensions of this 
intersection. Viewer comments highlight how live 
streaming compares to physical attendance in ter-
ms of sound quality and overall atmosphere, the-
reby explaining through various examples how the 
similarities and differences between these experien-
ces shape the viewer experience. Live streams offer 
viewers the opportunity to experience the festival 
atmosphere from the comfort of their homes, while 
also allowing them to analyze production quality by 
considering technical aspects. Therefore, individu-
als who are unable to physically attend the festival 
enhance their leisure experiences by accessing live 
streaming and foster greater connection among the 
subcultural community by exchanging information. 
On the other hand, it is understood that the expe-
riences viewers gain through live streams do not 
completely substitute for being physically present. 
Live streaming is observed to play a complimentary 
role rather than being a substitute for actual events, 
despite the fact that it is acknowledged that this le-
isure experience does not entirely reflect the same 
ambiance that is present at a festival that is attended 
in person. Additionally, the potential of live streams 
to reach a wider audience by overcoming geograp-
hical and economic barriers highlights the functional 
role of digital platforms in disseminating the music 
festivals and increasing accessibility. Overall, viewer 
comments clearly demonstrate that the mutually be-
neficial and nurturing relationship between digital 
and physical festival experiences enhances multiple 
aspects of the festival experience.

The analysis of audience comments reveals a multi-
faceted impact on individuals’ social identities and 
their place within the metal community, highlighting 

the complex interplay between digital participation 
and subcultural belonging (Schulz, 2022: 330; Simões 
& Campos, 2017: 27). The use of different languages 
and cultural references in audience comments un-
derscores the global nature of Hellfest, reflecting the 
diverse linguistic and cultural backgrounds of parti-
cipants. This linguistic diversity not only enriches the 
digital leisure experience but also contributes to the 
formation of a transnational metal community, trans-
cending geographical boundaries (Chiu, 2020: 32; 
Wallach et al., 2011: 7). While the study acknowled-
ges YouTube’s role as a promotional tool for artists, 
a more in-depth examination of how the platform’s 
algorithms and content recommendation systems 
shape audience interactions could provide valuable 
insights into the evolving dynamics of digital mu-
sic culture (Apostolidis et al., 2022; Fleischer, 2017: 
146). The sociocultural context of metal music gen-
res and subgenres, as reflected in audience com-
ments, reveals how digital platforms serve as spaces 
for the reproduction and negotiation of subcultural 
identities (March, 2024: 40-43; McKenna, 2012: 93). 
Furthermore, the analysis of audience comments 
demonstrates how digital participation both reinfor-
ces and challenges traditional notions of authenti-
city within metal subcultures, reflecting the ongoing 
tension between physical and virtual modes of su-
bcultural engagement (Haenfler, 2022: 12; Riches, 
2014: 157). These findings underscore the need for 
a broader sociocultural analysis that considers the 
complex interplay between digital technologies, su-
bcultural practices, and the evolving landscape of 
music consumption in the contemporary era.

Conclusion
Within the scope of the study, it was aimed to reveal 
the main characteristics of participation in live-stre-
amed music festivals as a new form of digital leisure 
and to examine in depth how digital platforms trans-
form the music festival experience. In this regard, 
the qualitative content analysis conducted through 
the audience comments during the live streaming of 
Hellfest, which was held on 27/06/2024-30/06/2024, 
on the YouTube platform, reveals various dimensi-
ons of the digital festival experience. The findings 
under the themes of “Digital festival experience,”  
“Music consumption and fan interaction,” and “In-
tersection of physical and digital festival experien-
ces” demonstrate how the digitalization of leisure 
reshapes the ways of participation in music festivals. 
At this point, live streaming technologies offer virtu-
al participation opportunities for individuals who are 
unable to physically participate in festivals, allowing 
them to overcome the geographical limitations of 

10 BABYMETAL is a Japanese Kawaii Metal band formed in 2010, known for their fusion of metal and idol music, who have achieved 
international success with performances at major venues and festivals worldwide (toysfactory.co.jp).
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these events. In the context of digital leisure, the 
configuration of audience interactions contributes to 
the development of subcultural community building 
and collective festival experiences, thus enabling an 
integrated combination of traditional festival expe-
riences and digital experiences. On the other hand, 
the effects of live streaming on music consumption 
and fan experiences are redefining the music festi-
val ecosystem, along with the role played by digi-
tal platforms in interaction between audiences and 
community-building processes. In this context, the 
re-evaluation of the digital festival experience as a 
leisure activity gains importance in terms of unders-
tanding new forms of subcultural participation in the 
digital age by reinforcing a sense of belonging and 
community among the audience.

The digital transformation of music festivals, parti-
cularly through live-streaming platforms, has preci-
pitated a paradigm shift in audience engagement 
and subcultural community sustainability. This meta-
morphosis transcends geographical and economic 
constraints, expanding access to cultural experien-
ces while concurrently redefining the parameters of 
participation. Qualitative content analysis of viewer 
interactions during Hellfest’s live stream elucidates 
the nuanced interplay between virtual and physical 
attendance, revealing that digital platforms foster a 
robust sense of community. These platforms offer 
novel avenues for subcultural identity formation, 
catalyzing the emergence of online music commu-
nities with distinct norms and behaviors. The real-ti-
me interactions and information sharing facilitated 
by digital media enrich the festival experience, ex-
panding the conceptual boundaries of subcultural 
participation in leisure pursuits. Consequently, this 
digital shift necessitates the development of new 
theoretical frameworks to comprehend the evolving 
landscape of festival experiences and digital leisure 
consumption.

The netnographic approach employed in this study 
illuminates the complex ecosystem of digital leisure 
activities, demonstrating their capacity to create in-
novative spaces for social cohesion and intercultural 
communication within the metal subculture. While 
acknowledging that digital experiences cannot fully 
replicate the immersive nature of physical attendan-
ce, this research underscores the transformative po-
tential of virtual festivals in reshaping audience dy-
namics and cultural exchange. The findings highlight 
the ability of live-streamed events to reach a wider 
audience by overcoming traditional barriers, there-
by extending the boundaries of festival experiences 
and redefining leisure participation. Moreover, the 
study reveals that virtual participation can be partial-
ly as satisfying as physical attendance, emphasizing 
the need for a nuanced understanding of how on-
line engagement complements traditional festival 
formats. This research accentuates the emergence 
of unique online communities characterized by dis-

tinctive interaction patterns and modes of cultural 
expression. Ultimately, these insights underscore 
the imperative to reconceptualize subcultural parti-
cipation in the digital age, recognizing the unpre-
cedented opportunities for cultural expression and 
community building afforded by virtual platforms in 
contemporary leisure practices.

The versatile effects of technological developments 
on leisure activities enable festivals to reach wider 
audiences through innovative and diversified event 
models. Within this process, which paves the way 
for the emergence of new sources of income, it is 
essential that festival events focus not only on com-
mercial concerns, but also on supporting cultural 
diversity and freedom of artistic expression. At this 
point, virtual participation options have the poten-
tial to contribute to the preservation and develop-
ment of cultural richness by providing a platform 
for non-mainstream music genres and subcultures. 
Therefore, it is important to consider the potential 
of these digital leisure opportunities to create a new 
space for different social groups to express them-
selves and interact with each other, both in terms of 
strengthening intercultural communication and inc-
reasing social cohesion. At this point, the fact that 
virtual festival experiences support traditional forms 
of events in a complementary way and offer new 
spaces of expression to various social groups emer-
ges as an important transformative factor in shaping 
the future of the music industry. Through the preser-
vation of cultural diversity and artistic freedom, the 
creation of a more inclusive and open festival culture 
is expected to contribute to the formation of a new 
ecosystem by reshaping the processes of music con-
sumption and questioning the traditional structure 
of the music industry.

The implications of this research on digital leisure 
experiences, exemplified by the Hellfest case study, 
extend to music festival organizers, digital platform 
providers, and policymakers. The study highlights 
the potential of high-quality live streaming options 
to facilitate access to cultural events, expand reach, 
and enhance audience engagement, thereby resha-
ping the landscape of music consumption and su-
bcultural participation. However, the limitations of 
focusing on a single festival and genre necessitate 
further investigation across diverse musical subcul-
tures and event types. Future research should emp-
loy ethnographic methods to explore the long-term 
effects of virtual festival experiences on subcultural 
identity formation and community ties, examining 
how these digital interactions may be transforming 
metal subculture and fan behaviors. Additionally, 
investigating the emergence of new social groups 
or fan typologies resulting from digital broadcasts 
could provide valuable insights into the evolving lan-
dscape of digital leisure activities and their impact 
on music consumption patterns. The findings of this 
study contribute to the growing body of literature 
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on the digitalization of cultural experiences, offering 
a foundation for future research on the intersection 
of technology, subcultures, and event management.

To address these research gaps, comprehensive and 
multifaceted strategies are required. Longitudinal 
studies are required to investigate the evolution of 
virtual participation over time and its transformative 
impact on the festival ecosystem. Comparative stu-
dies examining the experiences of various demog-
raphic groups during virtual festivals may contribute 
to the development of initiatives promoting atten-
dance diversity. Further empirical research is needed 
to explore how technological advancements, such 
as virtual and augmented reality applications, can 
enhance the festival experience. Studies focusing 
on the economic models and sustainability of virtu-
al festivals are crucial for understanding the effects 
of digital transformation on the industry. Moreover, 
investigating the potential of these digital platforms 
to reshape metal subculture and fan behaviors could 
offer nuanced perspectives on the intersection of vir-
tual and physical festival participation, contributing 
to our understanding of how digital platforms are 
transforming leisure experiences and their implica-
tions for subcultural communities in the digital age. 
The insights gained from these proposed research 
directions may inform policy decisions and industry 
practices, ultimately shaping the future landscape of 
music festivals and digital cultural engagement.
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Abstract 
This study aims to analyze the awareness and expe-
rience of using artificial intelligence (AI) tools among 
different demographic groups across Turkey. The 
data collected through surveys were used to eva-
luate the impact of demographic variables such as 
age, gender, education level, and frequency of te-
chnology use on AI tools. The analyses conducted 
using correlation, regression, and machine learning 
models (Decision Trees, Random Forests, SVM, and 
LinearSVR) revealed that younger, educated, and 
frequent technology users are more familiar with AI 
tools. Additionally, tree-based models were found 
to perform better in predicting AI experience and 
awareness. These findings provide significant in-
sights for the societal acceptance of AI tools and 
the broader dissemination of these technologies. 
Furthermore, targeted educational programs are 
necessary to bridge digital divides and ensure the 
effective use of AI technologies. The results of the 
study propose actionable strategies to enhance the 
effective utilization of AI tools in the digital transfor-
mation process.

Keywords: Artificial Intelligence (AI), Machine Lear-
ning Models, AI Awareness, AI Experience, Techno-
logy Usage.
JEL Codes: O33, D83, M15

Özet
Bu çalışma, Türkiye genelinde farklı demografik 
grupların yapay zeka (YZ) araçları kullanım bilinci ve 
deneyimini analiz etmeyi amaçlamaktadır. Anket yo-
luyla elde edilen veriler, yaş, cinsiyet, eğitim seviyesi 
ve teknoloji kullanım sıklığı gibi demografik değiş-
kenlerin YZ araçları üzerindeki etkisini değerlen-
dirmek için kullanılmıştır. Korelasyon, regresyon ve 
makine öğrenimi modelleri (Karar Ağaçları, Rastgele 
Ormanlar, SVM ve LinearSVR) aracılığıyla gerçekleş-
tirilen analizler, özellikle genç, eğitimli ve teknolojiyi 
sık kullanan bireylerin YZ araçlarına daha aşina ol-
duklarını ortaya koymaktadır. Bunun yanı sıra, ağaç 
tabanlı modellerin, YZ deneyimi ve bilinci üzerine 
daha yüksek performans sergilediği belirlenmiştir. Bu 
bulgular, YZ araçlarının toplumsal kabulü ve bu tek-
nolojilerin daha geniş kitlelere yayılması için önemli 
çıkarımlar sunmaktadır. Ayrıca, dijital eşitsizliklerin 
giderilmesi ve YZ teknolojilerinin etkin kullanımının 
sağlanması için daha hedefli eğitim programlarının 
geliştirilmesi gerekmektedir. Çalışmanın sonuçları, 
dijital dönüşüm sürecinde yapay zeka araçlarının et-
kin kullanımını artırmak için uygulanabilir stratejiler 
önermektedir.
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Introduction  
Artificial Intelligence (AI) has rapidly evolved into a 
field of technology that drives revolutionary chan-
ges across various industries in recent years. AI tools 
are employed to solve complex problems, enhance 
efficiency, and offer innovative solutions across di-
verse sectors. These tools are not only prevalent in 
the technology industry but are also widely adopted 
in fields such as healthcare, education, finance, ma-
nufacturing, and even creative industries. The swift 
proliferation of AI tools has underscored the neces-
sity for both individuals and institutions to unders-
tand and effectively utilize this technology.

The Importance and Prevalence of Artifi-
cial Intelligence Tools
The advancement of AI has gained momentum, par-
ticularly with the progress in technologies such as 
big data, machine learning, natural language pro-
cessing, and image processing. These technologies 
have the capacity to process large amounts of data, 
perform complex modeling, and carry out tasks that 
resemble human abilities. For instance, chatbots like 
Google’s Bard or OpenAI’s ChatGPT can communi-
cate effectively with humans and provide customi-
zed solutions based on users’ needs, thanks to their 
natural language processing capabilities.

Another significant reason for the widespread adop-
tion of AI tools is the increased ease of use and ac-
cessibility of these technologies. AI applications, 
which traditionally required high levels of technical 
expertise, are now more accessible to a broader au-
dience due to user-friendly interfaces and cloud-ba-
sed services. For example, tools like Midjourney 
or Capcut enable users to create visual and video 
content quickly and easily. Such tools are particularly 
popular among content creators, marketing profes-
sionals, and small businesses.

The Impact of Demographic Factors on 
the Use of AI Tools
The broad usage of AI tools raises questions about 
how this technology is perceived and utilized by 
different segments of society. Demographic factors 
play a significant role in the adoption and usage pat-
terns of AI tools. Factors such as age, gender, edu-
cation level, profession, and exposure to technology 
can influence how individuals use AI tools and their 
awareness levels regarding these tools.

Research indicates that individuals with greater 
exposure to technology, particularly younger people 
and those with higher education levels, tend to be 
more aware of AI tools and use them more frequ-
ently. Additionally, there are variations among diffe-
rent occupational groups. For instance, individuals 

working in technical professions, such as software 
developers and data scientists, are generally more 
proficient with AI tools, while those in less technical 
occupations may be less familiar with these tools.

Purpose and Significance of the Study
This study aims to examine the frequency of use and 
awareness levels of AI tools among various demog-
raphic groups in Turkey. The data obtained throu-
gh surveys were used to assess the awareness of AI 
tools and how frequently these tools are used by 
different demographic groups. This study provides 
a significant contribution to understanding how de-
mographic factors influence the use of AI tools.

Understanding the impact of AI on society is crucial 
for ensuring the broader dissemination of this tech-
nology and making it more accessible to everyone. 
The findings of this study will offer valuable insights 
for educational programs, policymakers, and tech-
nology developers to promote and disseminate AI 
tools more effectively.

Literature Review
Artificial Intelligence and Society
Artificial Intelligence (AI) technologies have pro-
found effects on various aspects of societal stru-
ctures and individual lives. The development and 
widespread adoption of AI, especially in the past 
decade, have been at the core of digital transfor-
mation, leading to revolutionary changes in many 
industries. Studies on the societal impacts of AI em-
phasize that it should be considered not only as a 
technological innovation but also as a phenomenon 
with social, ethical, and economic consequences 
(Eynon & Geniets, 2021; Zuboff, 2019; Brynjolfsson 
& McAfee, 2021).

Research on the societal impacts of AI examines 
how this technology shapes human behavior, busi-
ness practices, and decision-making processes. For 
example, a study by Brynjolfsson and McAfee (2014) 
addressed the effects of AI on the labor market, hi-
ghlighting that while AI could lead to job losses, it 
also has the potential to create new job opportuni-
ties. Similarly, Ford (2015) pointed out that AI could 
exacerbate income inequality, with significant impli-
cations for social justice and balance.

The Impact of Demographic Factors on 
Technology Usage
The impact of demographic factors on technology 
usage is emerging as an important area of research 
in the adoption processes of information techno-
logies and AI. Venkatesh and Davis (2000) develo-
ped the Technology Acceptance Model (TAM), pro-
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viding a crucial framework for understanding users’ 
behavior in adopting and using technology. This 
model suggests that factors such as perceived ease 
of use and perceived usefulness directly influence 
technology usage.

Studies on technology acceptance have also exami-
ned the role of demographic factors in this process. 
For instance, Compeau and Higgins (1995) demons-
trated that individuals’ perceptions of self-efficacy 
in using technology are significant determinants of 
technology usage and that these perceptions vary 
according to factors such as gender, age, and edu-
cation level. Research on gender differences has 
shown that women may generally be more hesitant 
to adopt technology, but this gap tends to narrow 
with higher education levels.

Usage and Awareness Levels of Artificial 
Intelligence Tools
The frequency of usage and awareness levels of AI 
tools are critical in understanding to what extent 
individuals have adopted and can effectively use 
these technologies. Studies show that younger ge-
nerations and individuals with higher exposure to 
technology use AI tools more widely and effectively. 
For instance, a study by Çelik and Şahin (2020) found 
that university students are more knowledgeable 
about AI tools and use these tools more frequently 
in their daily lives.

On the other hand, differences among occupational 
groups are also notable. Individuals working in tech-
nical professions, such as software developers and 
data analysts, are generally more proficient with AI 
tools, while those in less technical occupations may 
be less familiar with these tools. A study explaining 
this situation emphasizes that AI tools often requi-
re technical knowledge, making certain occupatio-
nal groups more advantageous in using these tools 
(Zhao, 2021; Davenport & Ronanki, 2018; Acemoglu 
& Restrepo, 2020).

Education and Artificial Intelligence 
Awareness
Education significantly impacts individuals’ aware-
ness of AI tools and their ability to use these tools 
effectively. Numerous studies have emphasized that 
individuals with higher education levels, particular-
ly university graduates, possess more knowledge 
about AI technologies and use them more effecti-
vely. Hargittai and Hinnant (2008) explained this by 
noting that educated individuals can more easily le-
arn and apply information technologies.

Moreover, the integration of AI technologies into 
educational curricula allows students to become fa-
miliar with these technologies and use them effecti-
vely in their future careers. This is especially relevant 

for students in STEM (Science, Technology, Enginee-
ring, Mathematics) fields. STEM education enhances 
students’ analytical thinking, problem-solving, and 
adaptability to technological innovations, providing 
an advantage in using AI tools (Wai, 2021; Holmes, 
2020; Luckin et al., 2016).

Frequency of Technology Usage and Ar-
tificial Intelligence Awareness
The level of exposure to technology directly affects 
the awareness of AI tools. Research indicates a dire-
ct relationship between the frequency of technology 
usage and individuals’ knowledge about AI tools. 
Particularly the younger generations, often refer-
red to as digital natives, are more exposed to digi-
tal technologies, increasing their familiarity with AI 
tools. Prensky (2001) suggested that digital natives 
develop an inherent affinity for technology, enabling 
them to adapt more quickly to advanced techno-
logies like AI.

This relationship between the frequency of techno-
logy usage and AI tool awareness is also related to 
the concept of the digital divide. The digital divide 
refers to disparities in access to and usage of tech-
nology within society, affecting individuals’ access 
to information technologies and AI. DiMaggio and 
Hargittai (2001) emphasized that the digital divide 
poses a significant barrier, especially for individu-
als living in rural areas, older adults, and those with 
lower education levels.

Methodology
Research Design
This study was designed to examine the frequency 
of use of artificial intelligence (AI) tools and the le-
vels of awareness regarding these tools within va-
rious demographic factors. The study adopted a 
descriptive research approach, utilizing quantitative 
data collection methods. Descriptive research aims 
to define a particular phenomenon or condition as 
it exists and identify the factors related to this con-
dition (Creswell, 2014). In this study, the relationship 
between the use and awareness levels of AI tools 
and demographic variables was investigated.

Participants
The research was conducted among individuals ac-
ross Turkey from various age groups, genders, edu-
cation levels, and occupational groups. A total of 
1,022 participants completed the online survey. Par-
ticipation was voluntary, and the principle of anony-
mity was maintained throughout the data collection 
process. Participants’ ages ranged from 18 to 65+, 
and their education levels varied from elementary 
to doctoral degrees. The occupational groups inclu-
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ded a diverse array of professions such as software 
developers, academics, public sector employees, 
students, engineers, and artists. This broad partici-
pant profile was used to compare the awareness and 
usage frequency of AI tools across different demog-
raphic groups.

Data Collection Instruments
A structured questionnaire was used as the data 
collection instrument. The survey was designed to 
measure participants’ demographic information, 
frequency of technology use, awareness of AI tools, 
and experiences with these tools. The content of the 
questionnaire consisted of the following sections:

Demographic Information: Collected data on parti-
cipants’ age, gender, education level, and occupa-
tion.

Technology Usage Frequency: Measured partici-
pants’ frequency of exposure to technology using a 
four-point scale: “Rarely,” “Occasionally,” “Often,” 
and “Very Often.”

Awareness and Usage of AI Tools: Asked participants 
if they were aware of specific AI tools and how frequ-
ently they used these tools. This section listed vari-
ous AI tools, including chatbots, image and video 
processing tools, and software development tools.

Previous Experience with AI Tools: Measured par-
ticipants’ prior experience with these tools using a 
four-point scale: “No Experience,” “Some Experien-
ce,” “Experienced,” and “Expert.”

AI Tools Included in the Study
Chatbots: Examples include Google Bard, Bing AI, 
ChatGPT.

Image and Video Creation Tools: Examples include 
Midjourney, Capcut, Civitai, Hotpot.ai.

Image and Video Processing Tools: Examples inclu-
de Photoroom.

Software Development Tools: Examples include Git-
Hub Copilot.

Data Analysis and Statistical Tools: Examples include 
Hugging Face, Neuraltext, Prisync.

Design Tools: Examples include Brandmark.io, Be-
autiful.ai.

Automated Translation Services: Examples include 
Google Translate.

Recommendation Systems: Examples include Netf-
lix, Amazon recommendations.

Image and Voice Recognition Systems: Tools used 
for device activation and management, such as facial 
recognition software and voice command systems.

Personalized News Feeds: Examples include social 
media feeds.

Educational and Learning Platforms: Examples inc-

lude Coursera, Khan Academy.

Automation and Control Systems: Examples include 
Robotic Process Automation (RPA), Autonomous Ve-
hicles.

The questionnaire design emphasized the use of 
clear and straightforward language to ensure parti-
cipants provided accurate information.

Data Collection Process
The data collection process was conducted online 
during the first quarter of 2024. The survey was dist-
ributed through social media platforms, email lists, 
and various online communities. The online survey 
method allowed for a wide reach and enabled parti-
cipants to complete the survey at their convenience 
(Dillman, Smyth & Christian, 2014). Participants vo-
luntarily provided data, and anonymity was guaran-
teed. The confidentiality of participants’ personal 
information was maintained, and the collected data 
was used solely for research purposes. At the end of 
the data collection process, 1,022 valid survey forms 
were obtained.

Data Analysis
The collected data was analyzed using statistical 
analysis software such as SPSS and Python. Initial-
ly, descriptive statistics were employed to examine 
the relationships between demographic data and 
AI tool awareness. Basic statistical measures such as 
frequency distributions, means, and standard devia-
tions were used to understand the general structure 
of the data.

Subsequently, various statistical analyses were per-
formed on the dataset:

Correlation Analysis: A correlation analysis was con-
ducted to measure the relationship between de-
mographic variables and AI tool awareness. This 
analysis was used to determine the impact of variab-
les such as age, gender, education level, and tech-
nology usage frequency on AI tool awareness.

Cluster Analysis: Cluster analysis was performed to 
group users based on similar AI tool awareness and 
usage habits. Using the K-means algorithm, users 
were divided into four distinct clusters.

Regression Analysis: Regression analysis was con-
ducted to identify the factors influencing AI tool 
awareness. This analysis aimed to determine which 
demographic factors had the strongest impact on AI 
tool awareness.

During all analyses, the findings were evaluated ba-
sed on significance levels, and cross-checks were 
performed to ensure the validity of the results. The 
normality of the data distribution was checked using 
normality tests, and data transformations were app-
lied as necessary.
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Ethical Considerations

This study adhered to the principles of research et-
hics rigorously. Participants were provided with a 
clear explanation of the study’s purpose, and their 
voluntary participation was ensured. The confiden-
tiality of participants’ personal information was pro-
tected, and the data collected was used solely for 
the purposes of this research. All relevant ethical gu-
idelines and standards were meticulously followed 
during the research process (APA, 2010).

Results
The Relationship Between Demographic 
Variables and AI Tool Awareness
A correlation analysis was conducted to understand 
the relationship between demographic variables 
such as age, gender, education level, and occupa-
tion and the awareness of artificial intelligence (AI) 
tools. The correlation matrix illustrates the direction 
and strength of the relationship between different 
demographic variables and AI tool awareness.

Demographic Information: The table below shows 
the demographic distribution of individuals who 
participated in the study. This demographic diversity 
is important for understanding how AI tool aware-
ness varies across different groups.

Table 1. Demographic Distribution of Participants Correlation and Regression Analysis:
According to the correlation analysis, the variables 
of technology usage frequency and previous 
experience with AI tools have the strongest positive 
impact on AI tool awareness. On the other hand, a 
negative relationship was found between age and 
AI tool awareness, indicating that awareness of AI 
tools decreases with age.

Figure 1 Correlation Matrix Between Demographic Variables and 
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The correlation matrix shows that technology usage 
frequency and previous experience with AI tools sig-
nificantly increase awareness of these technologies. 
Additionally, education level also influences familia-
rity with certain AI tools, although this effect is not as 
strong as that of technology usage frequency.

The table below shows the cross-validation results of 
the regression models developed for AI experience 
and AI awareness.

Table 2. Cross-Validation Results of Regression Models on AI 
Experience and AI Awareness

The AI Experience (Regression) model demonstra-
ted low explanatory power, with a mean R² score of 
0.1785 and a standard deviation of 0.0388. In cont-
rast, the AI Awareness (Regression) model showed 
higher explanatory power, with a mean R² score of 
0.5257 and a standard deviation of 0.0444. These 
results indicate that the model focused on AI awa-
reness performs better than the one focused on AI 
experience.

Awareness Levels and Usage Trends of 
AI Tools
The study analyzed awareness levels and usage tren-
ds of different AI tools. The analysis focused on how 
well various AI tools are known and which demog-
raphic groups are more familiar with these tools.

Awareness by Application Area: The data indicate 
that AI tools such as chatbots and automated trans-
lation services are among the most well-known. 
Conversely, tools like data analysis and statistical to-
ols, as well as automation and control systems, are 
less widely recognized.

Figure 2. Awareness Levels of AI Tools by Application Area

As shown in the figure, chatbots and automated 
translation services are among the most well-known 
AI tools, while data analysis and statistical tools and 
automation and control systems have lower levels of 
awareness. These results suggest that awareness of 
AI tools is particularly high for more common and 
user-friendly tools, but lower for tools requiring 
more specialized and technical knowledge.

Relationship Between User Profiles and 
AI Tools
Through cluster analysis, users were categorized 
into four distinct groups based on their awareness 
of AI tools. These clusters reveal which AI tools spe-
cific demographic profiles are more familiar with and 
how frequently they use these tools.

Cluster Analysis: The cluster analysis identified four 
different user groups based on AI tool awareness. 
Cluster 2 represents users with high awareness le-
vels, while Clusters 0 and 3 include users with lower 
awareness levels. Cluster 1 represents a group with 
moderate awareness, particularly for certain tools.

Figure 3. AI Tool Awareness Levels by User Profiles

 

Regression Analysis
Regression analysis was conducted to determine 
the impact of demographic factors on AI tool awa-
reness. The results indicate that the frequency of te-
chnology use and previous experience with AI tools 
have the strongest positive effects on awareness. 
The regression model considered AI tool awareness 
as the dependent variable and demographic fac-
tors as independent variables. The results show that 
Technology Use (1.4611) and Experience (1.8179) 
variables have a positive and significant impact on 
awareness. Conversely, Age (-0.2403) has a negative 
impact, indicating that as age increases, awareness 
of AI tools decreases.

Model Mean R² 
Score

Standard 
Deviation

AI Experience 
(Regression) 0.1785 0.0388

AI Awareness 
(Regression) 0.5257 0.0444
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Figure 4. The Impact of Demographic Factors on AI Tool 

Awareness (Regression Analysis)

 

In Figure 4, the impact of various demographic fac-
tors on AI tool awareness is illustrated. Technology 
Use (1.4611) and Experience (1.8179) emerge as the 
factors with the most significant positive effects, 
showing that these factors significantly enhance 
AI tool awareness. Age, with a negative coefficient 
(-0.2403), indicates that AI tool awareness decreases 
as age increases. Gender, Education, and Occupati-
on also have positive effects but are less influential.

Conclusion and Discussion
The Impact of Demographic Factors on the Use of 
AI Tools

The findings of this study clearly demonstrate the 
influence of demographic factors on AI tool aware-
ness and usage. Factors such as age, gender, edu-
cation level, and frequency of technology use play a 
significant role in determining the awareness of AI 
tools.

The negative impact of age on AI tool awareness is a 
finding frequently encountered in the literature. For 
example, McMurtrey et al. (2012) noted that youn-
ger generations have a higher affinity for technology 
and therefore adapt more quickly to advanced te-
chnologies. Similarly, this study found that younger 
age groups are more knowledgeable about and 
more likely to use AI tools. This suggests that youn-
ger generations, often referred to as digital natives, 
are more naturally inclined to adopt technology and 
integrate AI tools into their daily lives (Prensky, 2001).

Education level also emerged as an important de-
terminant. It was observed that individuals with hi-
gher education levels, particularly those with uni-
versity degrees or higher, are more knowledgeable 
about AI tools and use them more effectively. This 
finding indicates that a certain level of knowledge 
is necessary to understand the complex nature of AI 
and use it effectively. As Hargittai (2010) suggested, 
as education levels increase, individuals’ confidence 
in and usage of information technologies also rise.

The frequency of technology use had one of the 

strongest positive effects on AI tool awareness. This 
suggests that individuals who are more frequently 
exposed to technology are better acquainted with 
and more likely to use AI tools. The impact of tech-
nology usage frequency on AI tools highlights the 
critical role of digital literacy and familiarity with te-
chnology in the adoption of such tools (van Deursen 
& van Dijk, 2014).

Awareness and Usage Trends of AI Tools
Another significant finding of the study is the analy-
sis of awareness levels and usage trends of different 
AI tools. These findings indicate that more common-
ly used tools, such as chatbots and automated trans-
lation services, have high awareness levels among 
participants. In contrast, more technical and specia-
lized tools, such as data analysis and statistical tools, 
were found to have lower awareness levels.

This distinction helps us understand which AI to-
ols are more widely adopted during the dissemi-
nation of AI technologies and which tools require 
more education and awareness. Chatbots, with their 
user-friendly interfaces and wide range of applica-
tions (e.g., customer service, personal assistants), 
stand out as accessible AI tools for everyone. Va-
rious studies have emphasized that the increasing 
adoption of chatbots in daily life and the positive 
impact on user experience have contributed to their 
growing popularity (Brandtzaeg & Følstad, 2017).

On the other hand, the lower awareness of data 
analysis and statistical tools can be attributed to the 
fact that these tools require more advanced techni-
cal knowledge and are generally preferred by pro-
fessional users. These tools are used for complex 
processes such as big data analytics and machine 
learning, making them harder for a broad audience 
to understand and use. Floridi (2014) noted that fa-
miliarity with the technical and theoretical foundati-
ons of AI is key to effectively using such tools.

Another finding regarding AI tool usage trends is 
that users typically choose these tools for specific 
purposes and according to their needs. For instance, 
automated translation services provide a quick and 
practical solution for overcoming language barriers. 
The widespread use of these services is directly pro-
portional to the increasing need for communication 
in different languages in a globalized world (Specia 
et al., 2018).

Similarly, recommendation systems (e.g., Netflix 
and Amazon recommendations) help users better 
understand their preferences and provide a perso-
nalized experience by offering content tailored to 
their interests. The widespread use of such systems 
increases user satisfaction and strengthens user en-
gagement with the platforms (Gomez-Uribe & Hunt, 
2016).
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Performance Analysis on AI Experience 
and Awareness Using Machine Learning 
Models

The study also examined the performance of various 
machine learning models in evaluating AI experien-
ce and awareness. Models such as Decision Trees, 
Random Forests, Support Vector Machines (SVM), 
and Linear Support Vector Regression (LinearSVR) 
were compared, and their effects on AI experience 
and awareness were measured.

Tree-based models, such as Decision Trees and Ran-
dom Forests, are capable of capturing variances and 
complex relationships within the data set more effe-
ctively. These models are particularly effective in hi-
gh-dimensional data sets and situations with nume-
rous independent variables (Breiman, 2001). In this 
study, the Decision Trees model provided very high 
R² scores for AI experience and awareness; however, 
it was observed that this high performance also car-
ried the risk of overfitting. This means that while the 
model learns the patterns in the training data very 
well, it may not maintain this performance on new 
data (Hastie, Tibshirani, & Friedman, 2009).

The Random Forests model, on the other hand, pro-
vided more generalized and stable results compa-
red to Decision Trees. Because this model is com-
posed of multiple decision trees working together, it 
minimizes the errors of individual trees, resulting in 
a more robust prediction structure (Liaw & Wiener, 
2002). In the study, Random Forests showed high 
performance in AI awareness, providing the most re-
liable prediction results compared to other models.

Support Vector Machines (SVM) and Linear Support 
Vector Regression (LinearSVR) have the capacity to 
model nonlinear relationships and can be particular-
ly effective when working with complex data structu-
res (Cortes & Vapnik, 1995). However, these models 
performed lower in AI experience and awareness 
compared to the tree-based models. The SVM and 
LinearSVR models showed lower R² scores, particu-
larly when the data set was far from being linear. This 
is due to the limited linear relationships in AI-related 
data (Smola & Schölkopf, 2004).

This analysis using machine learning models helps us 
understand which model performs better with which 
type of data. While Decision Trees and Random Fo-
rests offer effective tools for modeling complex and 
multidimensional concepts such as AI experience 
and awareness, SVM and LinearSVR models may be 
more suitable for specific scenarios. These findings 
are critical in determining which model is more ap-
propriate for analyzing the adoption of AI tools and 
measuring experience with these tools.

General Evaluation of Findings and Futu-
re Research
The findings of this study highlight the importance 
of demographic factors and the frequency of expo-
sure to technology in the use of AI tools. It was found 
that younger generations, individuals with higher 
education levels, and those who use technology 
more frequently are more knowledgeable about 
AI tools and use them more often. These findings 
suggest the need to increase technological literacy 
and digital participation. In particular, the conscious 
and effective use of AI tools should be encouraged 
among older age groups and individuals with lower 
education levels. This is important for reducing digi-
tal inequalities and ensuring that everyone benefits 
equally from these technologies (van Dijk, 2020).

Furthermore, it was found that there are differences 
in the usage of various AI tools. While user-friend-
ly and widely used tools such as chatbots and au-
tomated translation services are known by a broad 
audience, more technical applications like data 
analysis and statistical tools are known by fewer pe-
ople. These findings help us understand the adop-
tion process of AI in different areas. Future research 
could explore which strategies are effective for the 
adoption of these tools and which educational met-
hods could increase the use of these technologies.

The analyses conducted with machine learning mo-
dels evaluated the performance of different models 
on AI experience and awareness. It was found that 
tree-based models, especially in high-dimensional 
and complex data sets, perform better, while line-
ar models performed worse. These findings help us 
understand which techniques are more suitable for 
modeling multidimensional concepts such as AI ex-
perience and awareness. In the future, further deve-
lopment and testing of these models with more data 
could provide deeper insights into the adoption of 
AI tools.

Societal Implications of the Findings
This research offers important societal implications 
by examining the impact of demographic factors on 
AI tool awareness and experience. The finding that 
younger generations and educated individuals are 
more knowledgeable about AI tools and use them 
more frequently plays a critical role in societal digital 
transformation processes. This finding underscores 
the advantages that young and highly educated 
individuals have in accessing and adopting techno-
logy.

However, this also suggests that digital inequalities 
could deepen for older individuals and those with 
lower education levels. Increasing awareness and 
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competence in AI tools is important for addressing 
these inequalities. Targeted educational programs 
for older adults and individuals with lower education 
levels could accelerate their integration into the di-
gital world. This would ensure that the benefits of AI 
tools are equally available to the entire society.

The widespread use of AI tools in daily life could 
also lead to significant changes in the labor market. 
Particularly, the automation of routine tasks could 
reduce the importance of certain job categories, 
while increasing the demand for jobs that require 
new skills related to AI. Therefore, the labor market 
must adapt to this transformation, and continuous 
education and professional development programs 
are needed to help individuals acquire new skills. 
This study offers important insights for policymakers 
and educational institutions to increase the societal 
acceptance of AI technologies and ensure their ef-
fective adoption.

Limitations of the Research
While the findings of this study provide important 
insights, several limitations should be considered. 
First, the data collection process was conducted th-
rough online surveys, which may have excluded in-
dividuals who do not have digital access or do not 
frequently use digital platforms. This could affect the 
demographic structure of the sample and limit the 
generalizability of the findings.

Second, the machine learning models used in the 
study have certain assumptions and technical limi-
tations. For example, the Decision Trees model ten-
ds to overfit, while the SVM and LinearSVR models 
may not fully capture nonlinear relationships. Addi-
tionally, the performance of these models can vary 
depending on the size and structure of the data set. 
Therefore, the findings of this study could yield dif-
ferent results when different data sets or modeling 
techniques are used.

Third, the cross-validation results of the research 
were obtained using a specific data set. Further 
advanced analyses using broader and more diver-
se demographic groups could better evaluate the 
robustness and generalizability of these findings. 
Moreover, cultural factors are known to play an im-
portant role in research on the societal acceptance 
of AI tools. The findings of this study, conducted 
specifically in Turkey, may differ in similar studies 
conducted in different cultural contexts.

Finally, the study focused only on specific AI tools. 
Broader research on the applications of AI in diffe-
rent fields and their societal impacts is needed. This 
would help us better understand the effects of emer-
ging AI technologies on society and their adoption 
processes.
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Abstract 
Human resources management is the most impor-
tant department in which the future situations of 
employees are dynamically planned, and task dist-
ribution and definitions are determined within the 
corporate relationship network. The task of career 
reconciliation between the organization and the 
employee, especially in changing sectoral dynamics 
The human resources management unit is respon-
sible for optimizing the internal and external dyna-
mics of the organization. Human resources manage-
ment performs this compliance optimization with its 
sub-functions. In particular, the correct determinati-
on and determination of the current situation and 
future positions of the employees is also an indicator 
of output within the organization. At this point, the 
performance evaluation function of human resour-
ces management has an important responsibility in 
fulfilling this task. As the world progresses in chan-
ge, the needs and expectations of employees are 
also changing. At this point, the task is not only to 
measure the employee’s performance but also to 
put forward the arguments that increase that perfor-
mance. Organizations in which only the institution’s 
needs are prioritized in the modern organizational 
structure fail in the long run in terms of competition. 
Therefore, individuals’ involvement in determining 
the targeted performance indicators can make seri-
ous contributions to achieving the targeted outputs. 
In this regard, performance evaluation is the value 
put forward to provide information infrastructure to 
many departments such as career, reward and wage, 
talent management, training, and development. In 
this context, the aim of the study is; It is to reveal qu-
alitatively what kind of structural and employee-fo-
cus performance evaluation has. In this direction, 
semi-structured interviews were conducted with 10 
white-collar “employee-managers” working at the 

corporate level in different sectors, content analysis 
was made with the NVivo qualitative analysis prog-
ram, the data were analyzed, and the relationship 
densities were transferred. Research results; Emp-
loyee-level information on performance evaluation 
has revealed the importance of arrangements.

Keywords: Human Resources Management, Perfor-
mance  Appraisal, Employee Performance.
JEL Codes: M1,M12,M19,M54

Özet
İnsan kaynakları departmanı, çalışanların kurumsal 
ilişki ağı içinde gelecek durumlarının dinamik olarak 
planlandığı, görev dağılımı ve tanımların belirlendiği 
en önemli departmandır. Özellikle değişen sektörel 
dinamiklerde örgüt-çalışan arası kariyer uyumlaştır-
ma görevi İnsan kaynakları yönetimi birimi örgüt içi 
dinamikler ile örgüt dışı dinamikleri optimize etme 
sorumluluğu taşımaktadır. İnsan kaynakları yöne-
timi bu uyum optimizasyonunu alt fonksiyonları ile 
yapmaktadır. Özellikle çalışanların mevcut durumu 
ve gelecekteki pozisyonlarının doğru tespit ve ta-
yini aynı zamanda örgüt içinde bir çıktı göstergesi 
olmaktadır. Bu noktada insan kaynakları yönetimi 
performans değerlendirme fonksiyonun bu görevin 
yerine getirilmesinde önemli bir sorumluluk taşımak-
tadır. Dünya değişim içinde ilerlerken, çalışanların 
da ihtiyaçları beklentileri değişmektedir. Bu noktada 
görev salt çalışanın performans ölçümü değil aslında 
o performansı arttırıcı argümanları da ortaya koyma-
yı kapsamaktadır. Modern örgüt yapısı içinde sadece 
kurumun ihtiyaçlarının öncelendiği organizasyonlar, 
rekabet açısından uzun vadede başarısız olmaktadır. 
Dolayısı ile hedeflenen performans göstergelerini 
belirlemede işi yapan bireylerin de süreç içinde yer 
alması hedeflenen çıktılara ulaşmak için ciddi katkılar 
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sunabilir. Bu bakımdan performans değerlendirme; 
ortaya koyulan değerler, kariyer, ödül ve ücret, ye-
tenek yönetimi, eğitim ve geliştirme gibi birçok de-
partmana bilgi altyapısı sağlamaktadır. Bu bağlam-
da çalışmanın amacı; performans değerlendirmenin 
yapısal olarak, çalışan odağında nasıl bir karşılığının 
olduğunu niteliksel olarak ortaya koymaktır. Bu doğ-
rultuda farklı sektörlerde kurumsal düzeyde çalışan 
10 beyaz yakalı ‘’çalışan-yönetici’’ ile yarı yapılandı-
rılmış görüşmeler sağlanmış, NVivo nitel analiz prog-
ramı ile içerik analizi yapılarak veriler analiz edilmiş, 
ilişki yoğunlukları aktarılmıştır. Araştırma sonuçları; 
performans değerlendirme ile ilgili çalışan düzeyli 
bilgilendirme düzenlmelerin önemini ortaya koy-
muştur.

Anahtar Kelimeler: İnsan Kaynakları Yönetimi, Per-
formans Değerlendirme, Çalışan Performansı.
JEL Kodları: M1,M12,M19,M54

Introduction  
The human resources department is the most impor-
tant department where the future status of employe-
es within the corporate relationship network is dyna-
mically planned and where the distribution of tasks 
and definitions is determined. The most important 
task of human resources managers is to achieve the 
optimum level of harmony between the organization 
and employees. Human resources management ma-
kes this harmony with its sub-functions. In particular, 
the correct determination and determination of the 
current status and future positions of employees is 
among the duties of the performance evaluation 
function. In this respect, the values revealed provide 
information infrastructure to many departments such 
as career, reward and wage, talent management, 
training, and development. Performance evaluation 
is a formal process for regularly reviewing and im-
proving the organizational performance of emplo-
yees (Homauni, 2018). Performance evaluation is an 
analysis of an employee’s recent successes and failu-
res, personal strengths and weaknesses, and suitabi-
lity for promotion or further training (Mani, 2002). It 
is also a vital component of a broader set of human 
resource practices; it is the mechanism that assesses 
the extent to which each employee’s daily perfor-
mance is linked to the goals set by the organization 
(Coutts and Schneider, 2004).  Defines performance 
evaluation as “a periodic or annual practice of eva-
luating and rating all employees of an organization 
on the results of performance based on job content, 
job requirements, and personal behavior in the po-
sition” (Alumni, 2015). In this respect, it is possible 
to evaluate performance evaluation as an impressi-
on of how to identify an employee’s strengths and 
weaknesses and how to target how performance can 
be improved.

Evolutionary change represents an attempt to im-

prove aspects of the organization that lead to bet-
ter performance and do not affect the fundamental 
nature of the work. In this respect, in terms of fun-
damental nature; performance evaluation is a key 
factor for developing an organization effectively 
and efficiently. Individual performance evaluation 
is very useful for the growth dynamics of the orga-
nization as a whole (Burke, 2008).  Clifford (1999) in 
his research on the collective wisdom of the work-
force said: “Today, faced with competitive pressures 
unimaginable to an earlier generation, managers 
need employees who think consistently and creati-
vely about the needs of the organization, who are 
intrinsically motivated and have a deep sense of 
corporate stewardship. To achieve this, maximum 
attention must be paid to everyone’s participation 
in corporate communication. Leaders and subordi-
nates, questioners and answerers, all must begin to 
challenge themselves with a new level of self-awa-
reness, candor, and responsibility. So, as managers, 
leaders, and boards of directors, we have to reveal 
how performance evaluation is perceived. This has 
two practical consequences, the first of which is that 
if employees are aware of the system by which they 
are measured and are satisfied and happy with it, 
the process can be closely monitored and continu-
ity can be ensured through protection and impro-
vement, and development efforts according to the 
period. The other consequence is that employees 
are not satisfied with the system. However, it seems 
that employees generally do not leave a job beca-
use of a poor performance evaluation tool. Rather, 
they leave because employers do not provide fair 
compensation and clear investment in career and 
advancement. Such departures can only be pre-
vented through high-quality performance manage-
ment (Verasai, 2021).  Employee turnover resulting 
from such conditions can lead to the business cost 
of hiring and training new employees. A constantly 
changing workforce is a financial burden, and time 
is needed to recruit new people, during which time 
business tends to slow down. Despite the knowled-
ge of all this, it will be seen that a scientific method 
based on efficiency does not work. Approximately 
80 years ago, in Hawtworne’s research, the founda-
tions of human resource management were laid by 
revealing the effect of the manager’s management 
style on the productivity of the employees and by 
recognizing the many factors that affect intrinsic 
motivation such as valuing people’s participation. 
The second practical consequence is that an envi-
ronment in which employees are not happy needs 
to be quickly designed and the system needs to be 
corrected from start to finish. These two practical re-
sults construct the purpose of this research. In this 
context, the study aims to qualitatively reveal how 
performance evaluation is structurally and emplo-
yee-oriented. At this point, Mohrman (1989) reports 
that employees’ participation in the process of per-
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formance evaluation positively affects their sense of 
justice, and their current performance, contributes 
to a clearer understanding of the future goals of the 
organization, and encourages employees to take 
more responsibility for development.

Institutional Framework for Performan-
ce Appraisal in Human Resource Mana-
gement
Businesses have objectives such as profitability, 
growth, and sustainability. These objectives are re-
alized with the resources available to the enterpri-
se. Businesses want to control themselves in various 
ways in a competitive environment. This attitude is 
almost characteristic of companies that are aware of 
their corporate value and want to have a say on a 
national or international scale. Businesses use many 
evaluation methods. They want to determine their 
financial position by making ratio analyses. It makes 
a strategic positioning by investigating its strengt-
hs and weaknesses with Swot analysis. They want to 
keep their finger on the pulse of their customers th-
rough marketing research.  The structure of an orga-
nization is determined externally by technology, en-
vironment, the situation of customers, the position 
of competitors, and internally by the talent potential 
of employees (Karaxha, 2019). It is noteworthy that 
while most of the variables affecting the structural 
situation are outside the direct control of busines-
ses, employees are within the sphere of control. In 
this respect, for a business, employees represent dy-
namic skills that can directly touch and influence the 
organizational structure.  Currently, employees play 
a key role in increasing dynamic skills and having a 
positive impact on overall business performance. At 
this point, the most important feature of employees 
is their ability to influence the performance of the or-
ganization (Zahra et al., 2006). At this point, focusing 
on increasing the competence of employees and 
improving their performance will significantly affect 
the performance of the organization. From this point 
of view, businesses that make various evaluations for 
all stakeholders and resources need to build a valid 
system of performance evaluation. This is because 
performance evaluation plays a vital role in any or-
ganization to develop its employees as well as to 
ensure that succession planning is done and that it 
achieves its goal of maximizing corporate profit and 
wealth (Alumni, 2015). It is a formal process by whi-
ch employees’ work activities are regularly reviewed 
and evaluated (Parsa et al., 2013) and stands as a 
prerequisite for other activities such as feedback, 
reward and punishment, staff development, and 
training in organizations (Stewart and Brown, 2019). 
Performance evaluation as a human resource mana-
gement function has many benefits. These include 
an increase in employee motivation through the 
feedback process, information about working con-

ditions, and a wide range of other benefits such as 
encouraging strengths and improving weaknesses 
(Holt et al, 2007). In this respect, performance eva-
luation has the potential to increase employee mo-
tivation. Recognizing and rewarding employees’ ac-
hievements creates an incentive for them to perform 
at a higher level. In particular, goal-setting and per-
formance feedback processes can positively affect 
employees’ commitment and motivation (Pechmann 
& Haase, 2021; Franco-Santos et al., 2020). Perfor-
mance evaluations also provide an opportunity to 
learn about employees’ expectations, fears, poten-
tials, and goals.  First, it links employee performance 
to the organizational mission. Second, it enables ma-
nagers and employees to reflect on how the actions 
of other employees and external factors affect their 
performance. Third, it links the evaluation process 
to ongoing planning, budgeting, and decision-ma-
king. Therefore, a performance evaluation conduc-
ted within the framework of organizational goals can 
allocate effective use of resources, and goal revisi-
ons linked to processes of change (Levinson 1987). 
Performance evaluation is a fundamental part of the 
organization’s evaluation system and the most im-
portant employee-based evaluation system.  From 
a general framework, it is the only evaluation system 
in the business eco-system where resources are eva-
luated from various aspects and where emotions can 
be included in the evaluation with its intangible side. 
Since this study deals with the employees’ approac-
hes to the performance evaluation system, the study 
has been handled within the scope of the theory of 
sensory events. This theory provides insights into the 
performance evaluation process by addressing how 
work attitudes and behaviors emerge from emotions 
experienced in response to important work events 
(Weiss & Cropanzano, 1996). Since the research is 
an effort to demonstrate quality, the context of the 
work environment, the quality and structure of the 
resources used in doing their jobs, and the relations-
hips within the work environment are not indepen-
dent of this process when employees evaluate the 
system by which they are measured, it is aimed to 
create a deep foundation by utilizing social cognitive 
theory and theoretical communication competence 
to strengthen the conceptual and theoretical aspe-
ct of the study. Among these theories, social cog-
nitive theory forms the basis of situated cognition 
and dual processing research (Elsbach et al., 2005; 
Evans, 2008). Social cognitive theory can be read in 
terms of schemas. The schemas referred to here are 
cognitive phenomena that cannot be directly mea-
sured but are inferred from employees’ self-reports 
(Fiske and Taylor, 1991). These phenomena provide 
information about the level of resources available to 
do a job and the quality of workplace communicati-
on. This stage is related to situated cognition. In the 
dual process, it is related to the reactive aspect that 
develops in the process that the employee reveals 
during the evaluation phase.
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These approaches, which are capable of providing 
information and insights about the climate in the 
work environment, are related to the comfort of 
the employee in doing his/her job. For example, in 
a work environment with noise and heat problems, 
how productive can a person working with old app-
lications and machines be and how satisfied can he/
she be with the environment he/she is in? It would 
not be fair to hold the person responsible for his/her 
job performance here, and this would hurt the per-
formance evaluation process (Verbos et al., 2013). 
At this point, the adequacy of the service provided, 
that is, the company’s support for the employee’s 
working environment, comes to the fore.  Of cour-
se, the working environment is not the only variab-
le that affects people’s attitudes in the process. At 
this point, the people they work with are also im-
portant.  The harmony between subordinate and 
superior relations and peer relations also has a se-
rious role in the performance evaluation system in 
the eyes of the employee. In this respect, meetings 
and feedback sessions during performance evalua-
tion processes provide a platform for brainstorming. 
Employees can develop new ideas to improve their 
performance and receive feedback from managers 
in this process. Such interactions encourage organi-
zational innovation and allow employees to develop 
themselves (Camilleri, 2021). At this point, commu-
nication competence comes to the fore.  This theory 
considers communication competence as a feature 
of the psychological climate of the organization. Ac-
cording to this theory, it emphasizes the harmony 
of the upward and downward flow of information 
within the organization (Senatra, 1980).  The point 
of how performance evaluation is perceived can be 
good or bad. However, the goal for businesses is to 
get a good result. At this point, it is always prefer-
red that employees’ ideas are part of the solution. 
At this point, people’s ideas are a component of the 
climate of the organization. This is, of course, impor-
tant for an ecosystem that values what comes out of 
the employee’s mouth and leads to improvement. 
Such a workplace encourages commitment through 
communication and can protect against alienation 
(Laabs, 1998).  At this point, employees’ participa-
tion in the performance evaluation process and the 
feedback they receive can have a significant impact 
on their job satisfaction and engagement. Moreo-
ver, employees’ positive perceptions of the process 
may increase the perception of organizational sup-
port and motivation (Cuccurullo, et al., 2016). Much 
of the performance evaluation research has focu-
sed on the relationship between subordinates and 
superiors. Respectful interpersonal treatment is an 
important relational component of the evaluation 
process (Findley et al., 2000). It is a key element for 
ensuring transparency in the process and building 
trust among employees (Garengo, et al., 2021).   A 
climate for positive coworker relationships is poten-

tially a powerful aspect of social cognitions about an 
organizational environment. Positive relationships 
with coworkers can generate positive social capital 
(Baker and Dutton, 2007). Bettenhausen and Fe-
dor (1997) showed that relationship quality among 
coworkers influences positive reactions to peer and 
upward evaluation (Verbos et al., 2013). 

In Masood et al, (2023), employees expressed con-
cerns about performance evaluation in terms of 
reward system, incentives for improvements, health 
support, performance bonuses, employee capacity 
building, professional training, performance-based 
evaluations, scientific performance evaluation para-
meters, and social activities with colleagues. It fol-
lows that a well-structured performance evaluation 
process encourages employees to understand the 
evaluation criteria and participate in the process. 
Transparent communication also allows employees 
to voice their concerns about the process, which 
contributes to increased organizational trust (Garen-
go, et al., 2021).

Research Method
In this study, a qualitative research technique was 
used as the research method. Although there are 
many definitions of qualitative research, the most 
general definition is the holistic presentation of data 
collected through techniques such as observation, 
interview, and document analysis. In the study, the 
data obtained through the interview method were 
presented with the content analysis technique de-
veloped by Strauss and Corbin (1990). Thanks to this 
technique, the data were coded and categorized 
into themes. The main issue in content analysis is to 
select and categorize a small number of words that 
are critical for the subject from a large number of 
words in the answers given to open-ended questi-
ons (Miles & Huberman, 2015). NVivo 20 qualitative 
analysis software was used for the content analysis 
of the study research. Thanks to this analysis softwa-
re, connections are made between the answers gi-
ven by the participants, and the answers are made 
meaningful. All the data that emerged after the fo-
cus group interviews were coded in the first stage 
by reading the answers given by each participant in 
detail. In the second stage, the codes that create a 
meaningful whole among themselves are brought 
together and categories, i.e. themes, are determi-
ned. In the third stage, strategies for determining 
the validity and reliability of the research are crea-
ted. In the fourth stage, the findings are defined and 
interpreted. The interview results were organized as 
texts and read one by one in detail for coding, and 
the meanings of each interview text such as words, 
sentences, or paragraphs were analyzed and coded. 
As a result of the coding process, the codes “Mo-
tivation”, “Participation”, “Brainstorm”, “Career”, 
“Support”, “Feedback”, “Commitment”, “Satis-
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faction” and “Alienation” emerged.  While prepa-
ring the question set for this research, Dobbins et 
al. (1990) Employee performance evaluation sca-
le, Clifford’s (1999) ‘’The Collective Wisdom of The 
Workforce’’ and (Verbos et al., 2013) ‘’Employee so-
cial cognition and performance evaluation process 
reactions’’ were utilized.

Findings
When we look at the person-based frequency of use 
of the codes obtained through the NVivo program, 
data that can be explained with the similarity of a 
heat density map were obtained. In this map, red 
colors are the codes that people never mention, 
yellow code is the most frequently mentioned code 
and green code density is the most frequently men-
tioned code. As a result of the Code-Based Frequ-
ency Analysis, it was understood that the codes were 
used with a total of 98 repetitions. The main purpo-
se of document analysis is to emphasize the main 
theme variable that the related research focuses on. 
The most important feature of this finding is to re-
veal the key role in the study by utilizing the focus 
group experiences in which the interviews were con-
ducted. We can also call this a phenomenon role. 
This finding conveys to us the intensity of common 
role emphasis among people who are independent 
of each other’s thoughts. As a result of the Code-Ba-
sed Frequency Analysis, it was seen that the motiva-
tion code was a phenomenon and each participant 
emphasized this code at least once. The phenome-
non variable, which takes the leading role in the re-
search, provides information about the conclusion 
reached by the relevant participants. Accordingly, 
performance evaluation for employees is characte-
rized by motivation.  The results of the document 
analysis are presented in Figure 1. Another finding 
obtained from the Nvivo program is the code rela-
tionship browser presented in Figure 2. This finding 
describes the relationship between the codes that 
stand out in the study.

Figure 1. Code-Based Frequency Analysis

 

As a result of the analysis, the matrix in Figure 2 was 
obtained. The interaction between different codes 
was quantitatively transferred with the code relati-

onship scanner. At this point, the aim is to interpret 
the relationship link between the codes qualitatively 
and quantitatively. The correlations revealed the ele-
ments that the managers included in the study used 
in their evaluations. The purpose of the evaluation is 
to show the strong and weak correlations between 
the codes. According to this matrix, the first findin-
gs show that the most important dyadic relationship 
is between “Motivation” and “Satisfaction”. At this 
point, revealing what the drivers of satisfaction are 
will be instructive for the internal variables of mo-
tivation. At this point, participation, which is used 
15 times, and brainstorming, which is used 6 times; 
it has been understood that people’s participation 
in the performance evaluation process is not only a 
physical effect but also mental, the communication 
process of their direct voices and ideas should be 
emphasized. At this point, the feedback code used 
12 times, which is another of the providers of satis-
faction, provides a different perspective on the sub-
ject and adds strength. All this relationship network 
intensity emphasizes the intrinsic side of motivation, 
which has non-material providers. This can be expla-
ined by commitment, which is in the relationship in-
tensity with satisfaction 5 times. On the other hand, 
the code of support, which is a tangible reward, is 
associated with the code of career, which is used 12 
times, emphasizing the extrinsic aspect of the mo-
tivator. As a result of the research, at the opposite 
end, when the variable that evaluators would em-
phasize if there were no motivators was examined, 
the only direct relationship of this variable was found 
to be alienation from work and task.

Figure 2. Code Relationship Scanner

 

Another finding conveyed through the NVivo prog-
ram is the word cloud analysis. Accordingly, the size, 
thickness, and color tones of the words in Figure 3 
mean that they are used more frequently by the in-
terviewed managers. In this context, the fact that the 
most frequently used concept with the concept of 
performance evaluation, which is the main subject of 
the study, is “motivation”, as well as the frequency 
of use of concepts such as managers, sharing, goals 
and impacts, supports the fact that the interviewed 
group sees the meaning of performance evaluation 
for them as employees as a holistic inclusiveness for 
business goals.
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Figure 3. Word Cloud

 

Another finding conveyed through the NVivo prog-
ram is the single case model. The working principle 
of this model is designed to bring each participant 
together for each code. According to the model 
presented in Figure 4, the 10 managers who partici-
pated in the research answered the question of what 
kind of density would emerge as a case analysis if 
there were only one person. This spider web-like 
structure, which is presented in the figure below, 
represents the frequency of use of the arrows co-

ming out of the codes towards the codes in terms 
of number, and the intensity of the relationship of 
the interviewed focus group with the relevant code. 
At this point, it is seen that the codes with the most 
frequent arrow structure provide the model. The 
similarity and intensity of the sources of the moti-
vation and satisfaction codes confirm the suitability 
of the scanner to a single case model, and the case 
relationship of the participation and feedback codes 
supports the model between motivation and satis-
faction.

Every data set in this model is analyzed within a 
single structure. In contrast to frequency analysis 
based on codes, it compiles all participants into a 
single structure. A consistent coding association is 
revealed by the model after evaluating the response 
texts that were acquired from a single source. The 
weighted shared perspective of the group was re-
vealed when all codes assigned during coding were 
assessed as though they were taken from a single 
text (Cevher, 2024).

Figure 4. Single Case Model
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Discussion
According to Tudor (2021), performance apprai-
sal can increase employee motivation through the 
feedback process, provide an estimate of working 
conditions, and improve employee productivity by 
encouraging strengths and changing weaknesses. 
In addition, performance appraisal serves as an 
important transmission in the relationship betwe-
en motivation and satisfaction. However, many or-
ganizations view performance appraisal as weak in 
meaning and inferior in importance (Homauni et al., 
2018). However, as a critical function, performance 
appraisal has a wide range of effects from employee 
motivation to job satisfaction. Proper and fair mana-
gement of these processes can increase employee 
loyalty to the organization and overall job satisfac-
tion. Therefore, it is of great importance for organi-
zations to design and implement performance sys-
tems meticulously. Homauni et al. (2018) reported 
that when managers are not involved in the perfor-
mance appraisal process, feedback is excluded from 
the process, thus emphasizing the need for more 
involvement (Homauni et al., 2018). Indeed, Bloch et 
al. (2021) state that employee participation in perfor-
mance appraisal processes strengthens employees’ 
commitment to the organization and increases their 
job satisfaction (Bloch et al., 2021). Participation also 
allows employees to express themselves more and 
receive feedback that can contribute to their deve-
lopment. Idowu (2017) found that employees who 
provided information about performance appraisal 
targets were not well explained the process or even 
given feedback on performance, and attributed this 
to an inappropriate organizational climate or the 
questionable nature of the relationship between 
employees and managers. The study further emp-
hasized the shortcomings of managers in designing 
performance appraisal indicators and pointed out 
that there is a capacity and competence problem 
for the role of managers in conducting appraisals. 
According to the study conducted by Longenecker 
(2017), the theme of how problems arise in employe-
es who are away from the impact of performance ap-
praisal was emphasized and it was pointed out that 
no matter how much organizational justice works, it 
cannot be checked whether the targeted results are 
achieved and as a result, even if an employee perfor-
ms well, he/she cannot maintain or improve his/her 
performance because there is no feedback on this 
issue. At this point, it has been revealed that such 
negative experiences may cause employees to feel 
alienated from the organization, and unfair or ina-
dequate feedback processes may make employees 
feel worthless, which may result in job dissatisfaction 
(Pechmann & Haase, 2021).  On the other hand, a 
fair and transparent performance appraisal system 
increases employee loyalty and job satisfaction and 
reduces turnover (Franco-Santos et al., 2020). The 
most important premise here is feedback. Feed-

back, which is an important component of perfor-
mance appraisal, helps employees understand their 
strengths and development areas. Effective feed-
back provides the necessary support for employees 
to improve themselves. When employees receive 
constructive criticism during the feedback process, 
it helps them improve their job performance (Dobija 
et al., 2019). Career planning sessions during perfor-
mance appraisals, especially at the feedback point, 
allow employees to identify their long-term goals 
and take the necessary steps to achieve these go-
als. This process makes employees feel valuable and 
increases job satisfaction (Sheikh et al., 2022). Consi-
dering the results of the studies in the literature, the 
functionality of the performance appraisal process 
with the participation of employees affects many or-
ganizational outcomes such as increased or decre-
ased motivation, commitment to the organization, 
job satisfaction, alienation level, feedback level, and 
effective communication. When evaluated from this 
point of view, the results of the research are consis-
tent with the literature. The part where the research 
differs from other studies is that in many studies on 
performance appraisal, attention has been drawn 
to the problems and the hidden causes underlying 
these problems and the outcomes have been iden-
tified. At this point, literature focused on detection 
has been encountered. However, in this study, unlike 
other studies, suggestions for achieving a successful 
outcome in performance appraisal and impact roles 
are presented step by step.

Conclusion and Suggestion
Human resources management can fully fulfill its 
mission with the harmonious functioning of many 
functions. The good functioning of the performance 
evaluation system within these functions can make 
the human resources department stand out as a bu-
siness function. The harmony optimization and set-
tings of this department, which has many sub-functi-
ons, become effective thanks to the feedback of the 
performance evaluation system. At this point, the re-
alization of efficiency is only possible by responding 
quickly to the feedback. In this respect, the perfor-
mance evaluation system is expected to be contem-
porary, accepted by employees, and supportive of 
productivity and motivation. The latent information 
revealed by the employees in this study is in line with 
the literature and is in harmony with many models 
proposed in this field.  

The results of the research offer recommendations 
to both academic studies and the real sector at cer-
tain points. These recommendations are also within 
the scope of the results of the study. The research 
aimed to qualitatively reveal how the performance 
evaluation system is perceived by the employees. 
Accordingly, to achieve the desired motivation as 
a result of targeting, the fact that employees are in 



105

Abdullah Türk 

a socially oriented communication network such as 
working environment, colleagueship, and subordi-
nate-superior relations contributes to their satisfacti-
on. However, when we look at the sub-variables that 
support satisfaction, more individual values come to 
the fore. At the beginning of these values, it is ne-
cessary to develop norms within the organization by 
asking employees to participate in the process, and 
asking them for their opinions about their work, if 
negativity occurs, it is necessary to develop norms 
within the organization by saying that “those who 
experience the solution of the problem best” can 
support the solution of the problem. At this point, 
participation is not only to participate in the process 
but also to take part in brainstorming practices while 
making new plans and taking action in the process. 
Of course, another variable that supports participa-
tion is feedback. All these variables invest in intrinsic 
motivation by making the employee feel valuable. 
Another result in the study is related to extrinsic mo-
tivation. At this point, employees who are suppor-
ted especially in terms of economic conditions have 
more desire for career development and tend to in-
vest in themselves. This means an intellectual capital 
contribution to the organization. Activating the vari-
ables underlying satisfaction also supports organiza-
tional commitment. This contribution is provided by 
the result of “alienation” obtained from the reverse 
question content. The practical model role of the 
study; supporting satisfaction for motivation, and 
preparing an environment suitable for participation 
for the construction of this satisfaction, as a result, it 
supports commitment at one end and shifts towards 
alienation at the other end. 
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Abstract 
The concept of a blue economy, as an approach clo-
sely related to tourism, has been studied very limi-
tedly in the field of tourism despite its importance 
and existential mission. The existing literature has 
been discussed mainly conceptually. No study has 
been found that reveals the details of the studies di-
rectly related to the blue economy and tourism and 
evaluates these studies in general. In this context, 
this study aims to present a bibliometric overview of 
the studies on the concept of blue economy in tou-
rism in the Web of Science database. In the study, 74 
articles on blue economy in tourism published in the 
Web of Science (WOS) database between 2015 and 
2024 constituted the research sample. As a result of 
the bibliometric analysis of relevant articles, it was 
determined that studies on the blue economy ex-
perienced a slight growth trend followed by a dec-
line. Studies from the United Kingdom, Spain, and 
the USA were among the most prominent. The most 
frequently used research method was qualitative re-
search, especially document analysis. Although this 
study is limited to the WOS database, it is obvious 
that the visibility and citationability of these studies 
could be much higher. Despite the critical role of co-
astal and marine tourism in global maritime trade, it 
has been noted that blue economy and tourism-o-
riented studies have not received the recognition 
they deserve. This is particularly remarkable consi-
dering that three-quarters of the Earth’s surface is 
covered by water and the increasing importance of 
coastal and marine tourism.

Keywords: Blue Economy, Blue Growth, Sustainab-
le Development, Tourism, Vosviewer, Web Of Scien-
ce.
JEL Codes: A12,F01,L83

Özet
Turizmle yakından ilişkili olan bir yaklaşım olarak 
mavi ekonomi kavramı, önemine ve varoluş misyo-
nuna rağmen, turizm alanında oldukça sınırlı çalışılan 
bir konudur ve varolan literatür daha çok kavramsal 
düzeyde ele alınmıştır. Doğrudan mavi ekonomi ve 
turizm ile ilişkili yapılan çalışmaların detayını ortaya 
koyan ve bu çalışmaları genel olarak değerlendi-
ren bir çalışmaya rastlanmamıştır. Bu bağlamda bu 
çalışmanın amacı, Web of Science veri tabanında 
bulunan mavi ekonomi kavramını turizmde ele alan 
çalışmaların bibliyometrik bir genel bakışını sun-
maktadır. Çalışmada, Web of Science (WOS) veri-
tabanında 2015 ile 2024 yılları arasında yayınlanmış 
mavi ekonomi üzerine turizmde yapılan 74 makale 
araştırma örneklemini oluşturmuştur. İlgili makalele-
rin bibliyometrik analizi sonucunda, mavi ekonomi 
üzerine yapılan çalışmaların hafif bir büyüme trendi 
yaşadığı, ardından bir düşüşe geçtiği belirlenmiştir. 
Birleşik Krallık, İspanya ve ABD kaynaklı çalışmalar 
en öne çıkanlar arasında yer almıştır. En sık kullanılan 
araştırma yöntemi nitel araştırma, özellikle doküman 
analizi olmuştur. Bu çalışma Web of Science (WOS) 
veritabanı ile sınırlı olsa da bu çalışmaların görünür-
lüğü ve atıf alabilirliğinin çok daha yüksek olabile-
ceği aşikardır. Kıyı ve deniz turizminin küresel deniz 
ticaretindeki önemli rolüne rağmen, mavi ekonomi 
ve turizm odaklı çalışmaların hak ettiği tanınırlığı ala-
madığı kaydedilmiştir. Bu durum, Dünya yüzeyinin 
dörtte üçünün suyla kaplı olduğu ve kıyı ve deniz tu-
rizminin artan önemi göz önünde bulundurulduğun-
da özellikle dikkat çekicidir.
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Introduction  
Türkiye, The concept of the Blue Economy, which fo-
cuses on the use and protection of marine resources 
and supports sustainable development, has emer-
ged as a paradigm in recent years, particularly in the 
maritime sector (Çalım, 2023). The concept of the 
Blue Economy was first included in the book “The 
Blue Economy: 10 Years, 100 Innovations, 100 Million 
Jobs” published by Gunter Pauli in 2010 and later 
used at the United Nations Conference on Sustai-
nable Development in Rio de Janeiro in June 2012. 
Since then it has been actively used (Suluk, 2022). 
The blue economy, directly related to sustainable 
development goals, is also closely related to many 
sectors. Sectors such as fishing, tourism, and mariti-
me transportation are especially closely associated 
with the blue economy (Yılmaz, 2020).

Sectors such as fisheries, coastal tourism, ports, re-
newable energy (wind, tides, waves, etc.), and mari-
ne logistics are considered part of the blue economy. 
Sustainable practices in these sectors contribute to 
economic development (Guerreiro, 2021). The blue 
economy aims to manage water resources efficiently 
to preserve them as valuable natural resources for 
current and future generations (OECD, 2016). Accor-
ding to the EU Blue Economy Report (2023), blue 
economy sectors created nearly 3,5 million jobs and 
contributed EUR 129.1 billion in gross value added 
(GVA) in 2020. (contributing 1.1% to the EU-27 eco-
nomy), a 30%-decrease from €185.4 billion (1.5% of 
the EU-27 economy) in 2019. Employment decre-
ased 26% from 4.50 million in 2019 to 3.34 million 
in 2020 (1.8% in terms of contribution to the EU27 
economy). Coastal tourism is among the most impa-
cted. Because Coastal tourism is at the forefront of 
BE’s economic sectors (Kabil et al., 2021)

The concept of the blue economy is an important 
issue that should be addressed from the perspective 
of the tourism sector, taking into account the factors 
that constitute the supply sources of tourism. It has 
begun to find a place in studies over the last 10 years 
(see also: Birchenough, 2023; Garza-Gil, Varela-Lafu-
ente & Perez-Perez, 2021; Henderson, 2019; Karani 
& Failler, 2020;  Rogerson & Rogerson, 2019; Vázqu-
ez, García & Valenciano, 2021; Vrontisi et al., 2022). 
Although it is closely related to the tourism sector, 
the number of studies related to tourism has re-
mained limited (see also: Cummings & Greenberg, 
2022; Hall, 2021; Karani et al., 2020; Phelan, Ruhanen 
& Mair, 2020).  Studies related to tourism are most 
often associated with coastal tourism (Karani et al., 
2020; Tegal & Gurning, 2018;). However, the issue 
is closely related to the tourism sector. Fishing, for 
example, is one of the most important recreational 
activities for the tourism industry (Hall, 2021). Recre-
ational fishing includes both ocean and coastal ac-
tivities and inland fishing on lakes and rivers, which 
can be extremely important for tourism (Hall & Här-
könen, 2006).

As a matter of fact, the blue economy, which con-
cerns many tourism-related issues from coastal 
tourism to yacht tourism and fishing activities, is an 
issue that needs to be addressed in terms of crea-
ting income sources in tourism, sustainability of the 
tourism market and protecting the seas and biodi-
versity in the future. In this context, this study deals 
with the tourism sector, which is a part of the blue 
economy. Considering the economic added value 
and employment opportunities created by the blue 
economy, it is essential to determine new strategies 
on the subject. In this context, the study aims to de-
termine the current state of the literature on the blue 
economy and tourism, thus creating a guide for fu-
ture studies. Although there has been a similar study 
in which coastal tourism and the blue economy were 
discussed together before (Kabil et al., 2021), it is 
thought to be important and contribute to the litera-
ture in that there is no study in which the concepts of 
blue economy and tourism are discussed together, 
which deals with the subject from a broader perspe-
ctive. Depending on the purpose of the study, the 
blue economy phenomenon in tourism was analy-
zed by bibliometric analysis. This study aims to re-
veal the current status of studies on blue economy 
and tourism, identify gaps in the literature, and offer 
suggestions for future studies. Therefore, this study 
will be useful in providing information for those wor-
king in this field as a starting point and contributing 
to the literature.

Conceptual Framework 
The concept of a blue economy, which emerged to 
protect oceans, seas, and water resources, includes 
all kinds of economic activities carried out in waters, 
covering sectors such as fishing, tourism, or mariti-
me transportation (Bax et al., 2022). Studies in the 
literature on blue growth, blue development, and 
blue economy are mainly discussed together with 
issues related to climate change, marine ecosys-
tems, and sustainable use of marine resources. (Ar-
mstrong et al., 2019; Graziano et al., 2022).  In their 
study, Armstrong et al. (2019) determine the effects 
of human activities and climate change on deep-sea 
ecosystems and define the risk levels of these effects 
on ecosystem services. To this end, it contributes to 
promoting the sustainable use of deep-sea resour-
ces within the framework of blue growth and marine 
space planning (MSP).In his study, Hassanali (2022) 
aimed to examine the legal and political documents 
and organizational regulations that direct the deve-
lopment and implementation of regional ocean ma-
nagement and blue economy policies within CARI-
COM (Caribbean Community).

According to the study, CARICOM needs to be more 
sensitive, holistic, and cross-sectional while making 
policies about ocean management and the blue 
economy. Existing literature studies focus on the de-
finition of the blue economy and its definitions rela-
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ted to maritime, oceans, and coasts. Studies on its 
relationship with tourism have mainly been evalua-
ted on the coasts. Kamil et al. (2022), blue economy, 
and coastal tourism were discussed together, and 
bibliometric analysis and a quantitative meta-analy-
sis were chosen as a literature review method to de-
termine the research topics and publication patterns 
of studies in this field. As a result of the research, the 
number of publications in the blue economy scienti-
fic sector has increased significantly.

In contrast, despite the critical role of the coastal 
tourism sector in the blue economy, there are re-
latively few studies on coastal tourism in the blue 
economy literature. In the study conducted by Tegar 
and Gurning (2018), the effects of sea and coastal 
tourism and whether it is compatible with other hu-
man activities are discussed within the scope of the 
blue economy. The study reveals that the concepts 
of blue economy and ecotourism can reduce the en-
vironmental impacts of marine and coastal tourism 
and, at the same time, promote economic growth. 
Picken (2023) reveals that the concept of blue eco-
nomy should be considered within the framework of 
the blue economy of marine tourism, coastal tou-
rism, and freshwater tourism activities. In his study, 
he argues that tourism academics can contribute to 
developing the blue economy concept and ensure 
that tourism-related activities are handled more ef-
fectively in planning and policy development pro-
cesses.

Methodology
The bibliometric method is a technique that is beco-
ming widespread in the field of tourism and exami-
nes various features of printed publications through 
numerical analysis. This method provides important 
clues about the scientific communication process of 
the relevant field (Temizkan et al., 2015: 394). Thanks 
to bibliometric analysis, it becomes possible to clas-
sify these studies according to the direction in which 
the studies in the field of tourism are progressing, 
the topics discussed and their perspectives. These 
analyzes can provide researchers with predictions 
for future studies on how studies in the field of tou-
rism can be improved (Oruç & Türkay, 2017). As men-

tioned in the previous parts of the study, the blue 
economy and tourism are inseparable fields. Despi-
te this, it does not receive the value it deserves in the 
literature. To present this view concretely, this study 
was prepared with the bibliometric analysis method. 
In this context, this study aims to examine the articles 
published in journals scanned in the Web of Science 
database, specifically on the concepts of “blue eco-
nomy” and “tourism”, and make some findings and 
suggestions. In line with the purpose of the study, a 
screening was carried out on the following research:

• In which years and how often were the stu-
dies carried out?

• What is the distribution of the journals in 
which the studies are published?

• What is the author-country distribution of 
the studies?

• What are the main research methods used 
in the studies?

• What are the main keywords used in the stu-
dies?

• What is the distribution of citations to stu-
dies?

In this context, a literature review was conducted on 
the Web of Science database between 15.06.2024 
and 15.07.2024. Before starting the research, some 
filters were used throughout the system. First of all, 
only articles were included in the research. In addi-
tion, due to the language barrier and accessibility 
concerns, open access and English language opti-
ons were preferred. In line with the purpose of the 
research, the keywords “blue economy” and “tou-
rism” were used in quotations to initiate the search 
process. After searching with the keywords “blue 
economy” and “tourism,” the total of 148 studies 
that emerged was reduced to 74 articles due to our 
limitations, and the analysis process was conducted 
on these 74 articles. While presenting the analysis 
results, the clustering and visualization feature of the 
VOSviewer program was utilized.

Findings
The information resulting from the literature review 
is presented in tabulated form in Table 1 below.

Reference Year Title  Journal Country Keywords Method

Cita-
tion 

Num-
ber

Pinto, Cruz 
& Combe

2015

Cooperation and the 
emergence of maritime 
clusters in the Atlantic: 

Analysis and implications 
of innovation and human 
capital for blue growth

Marine Policy

Portugal, 
Spain, 

Ireland and 
Scotland

Absorptive capa-
city, Innovation, 
Human capital, 

LOGIT, Maritime 
cluster, Proximity, 

Social capital

Quantitati-
ve / surveys

48

Table 1. The results of the literature review
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Bond 2019

Blue Economy threats, 
contradictions and resis-
tances seen from South 

Africa

Journal of 
Political Eco-

logy

South 
Africa

Blue Economy, 
capitalist crisis, 

Oceans Phakisa, 
resistance, South 

Africa

Conceptua-
lized

27

Rogerson 
& Roger-

son
2019

Emergent planning 
for South Africa's blue 

economy: Evidence 
from coastal and marine 

tourism

Urbanı 
Izziv-Urban 
Challenge

South 
Africa

blue economy, 
special planning, 
Operation Pha-
kisa, coastal and 
marine tourism, 

South Africa

Qualitative 
/ document 

analysis
14

van den 
Burg et al.

2019

Assessment of the ge-
ographical potential for 
co-use of marine space, 
based on operational 
boundaries for Blue 

Growth sectors

Marine Policy

European 
Atlantic, 
Baltic/

North Sea, 
Mediterra-
nean/Black 

Sea and 
the Carib-
bean/ Gulf 
of Mexico

Aquaculture, Blue 
Growth, Blue 

Economy, Marine 
spatial planning, 

Marine gover-
nance

Qualitative 
/ Marine 
Spatial 

Planning

41

Armstrong 
et al.

2019

Expert Assessment of 
Risks Posed by Climate 

Change and Anthro-
pogenic Activities to 

Ecosystem Services in 
the Deep North Atlantic

Frontiers 
in Marine 
Science

North 
Atlantic 
Ocean

ecosystem servi-
ces, climate chan-
ge, anthropoge-
nic impacts, risk, 
deep sea, North 
Atlantic Ocean, 

blue growth

Quantitati-
ve / surveys

16

Henderson 2019

Oceans without History? 
Marine Cultural Herita-
ge and the Sustainable 
Development Agenda

Sustainability Global

Marine Cultural 
Heritage; mariti-
me archaeology; 
sustainable deve-
lopment; SDG 14; 

resilience; Blue 
Economy; Ocean 

Science

Conceptua-
lized

29

McKinley 
et al.

2019
Charting the course for a 
blue economy in Peru: a 

research agenda

Environment, 
Development 
and Sustaina-

bility

Peru

Blue growth, Blue 
economy, Marine, 
Society, Sustaina-

bility

Conceptua-
lized

33

Gustav-
sson & 

Morrissey
2019

A typology of different 
perspectives on the spa-
tial economic impacts of 
marine spatial planning

Journal Of 
Environmen-
tal Policy & 

Planning

United 
Kingdom

Marine spatial 
planning; Q met-
hodology; Blue 

Economy; spatial 
economic impa-

cts; typology

Quantita-
tive

9

Said & 
MacMillan

2020

'Re-grabbing' mari-
ne resources: a blue 

degrowth agenda for the 
resurgence of small-sca-

le fisheries in Malta

Sustainability 
Science

Malta

Neoliberalism, 
Tuna, Conser-

vation policies, 
Sustainable 

development 
goals, Commu-
nity economies, 
Redistribution

Qualitative 
/ Q-method

25
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Hoerterer 
et al.

2020

Stakeholder Perspectives 
on Opportunities and 

Challenges in Achieving 
Sustainable Growth of 
the Blue Economy in a 

Changing Climate

Frontiers 
In Marine 
Science

Germany

Adaptation, 
fisheries, tou-

rism, North Sea, 
aquaculture, blue 
growth, seafood

Qualitative 
/ interview

14

Rasowo et 
al. 

2020
Harnessing Kenya's Blue 
Economy: prospects and 

challenges

Journal Of 
The Indian 
Ocean Re-

gion

Kenya

Blue Economy, 
sustainable deve-
lopment, gover-

nance, COVID-19

Qualitative 
/ content 
analysis

6

Karani & 
Failler

2020

Comparative coastal and 
marine tourism, climate 
change, and the blue 

economy in African Lar-
ge Marine Ecosystems

Environmen-
tal Develop-

ment
Africa

Blue economy, 
Coastal and 

marine tourism, 
Climate resilien-
ce, Environment, 

Blue carbon & 
ecosystem servi-
ces, Infrastructu-
re, Development, 

Large marine 
ecosystems 

(LMEs), Africa

Conceptua-
lized

36

Roos, 
Kubina & 

Farafonova
2021

Opportunities For 
Sustainable Economic 
Development of The 
Coastal Territories of 

The Baltic Sea Region in 
The Context of Digital 

Transformation

Baltic Region

Russian 
Federation 

(St. Pe-
tersburg, 

Leningrad, 
Kalining-
rad) and 

21 EU terri-
tories

Baltic Sea Regi-
on, sustainable 
development, 
blue economy, 
digitalisation

Conceptua-
lized

3

Garza-Gil, 
Varela-La-
fuente & 
Perez-Pe-

rez

2021

The Blue Economy in the 
European Union: Valuati-
on of Spanish Small-Sca-
le Fishers' Perceptions 
on Environmental and 
Socioeconomic Effects

Panoecono-
micus

European 
Union

Perceptions and 
attitudes, envi-
ronmental-eco-

nomic synergies, 
blue economy, 

small-scale 
fishing, coastal 
management

Quantitati-
ve / survey

3

Lazarus & 
Ziros

2021
Yachts and marinas as 
hotspots of coastal risk

Anthropoce-
ne Coasts

Mediterra-
nean

Yachts, marinas, 
coastal risk, 

safe-develop-
ment paradox, 
Mediterranean, 

insurance

Conceptua-
lized

8

Martínez- 
Vázquez, 
García & 

Valenciano

2021a

Analysis and Trends 
of Global Research on 
Nautical, Maritime and 

Marine Tourism

Journal 
Of Marine 

Science and 
Engineering

Global

bibliometric 
indicators, marine 
tourism, maritime 
tourism, nautical 
tourism, web of 
science, Scopus

Qualitative/ 
bibliometric 

analysis
29
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Huang & 
Mabon

2021

Coastal landscapes, 
sustainable consumption 
and peripheral commu-
nities: Evaluating the Mi-
ramar Resort controversy 
in Shanyuan Bay, Taiwan

Marine Policy Taiwan

Coastal landsca-
pes, Qualitative 
research, Sustai-
nable consump-
tion, Sustainable 
tourism, Taiwan

Qualitative 
/ interview

3

Luhtala et 
al.

2021

Business sector involve-
ment in maritime spatial 
planning - Experiences 

from the Baltic Sea 
region

Marine Policy

Baltic Sea 
(Europe-
an Union 
countries 

apart from 
Russia)

Marine spatial 
planning, Sta-

keholder involve-
ment, Planning 

process, Business 
representatives, 

Baltic Sea

Qualitative 
/ interview

6

Kabil et al. 2021

Blue Economy and Co-
astal Tourism: A Comp-
rehensive Visualization 
Bibliometric Analysis

Sustainability Global

blue economy 
(BE); coastal 

tourism; biblio-
metric analysis; R 
language; CiteS-
pace; VOSviewer; 

visualization

Qualitative/ 
bibliometric 

analysis
34

Ve-
ga-Muñoz 

et al.
2021

Port Governance and 
Cruise Tourism

Sustainability Global

blue economy, 
seaport, cruise 
terminal, sta-

keholder, tourism, 
cooperation, 
competition, 
cruise ship

Qualitative/ 
Systematic 

Reviews 
and Me-

ta-Analyses

1

Mach & 
Ponting

2021

Establishing a pre-CO-
VID-19 baseline for surf 

tourism: Trip expenditure 
and attitudes, behaviors 
and willingness to pay 

for sustainability

Annals of 
Tourism 

Research 
Empirical 
Insights

Global

Surf tourism, Sus-
tainability, Blue 

economy, Tourist 
preferences, Wil-
lingness to pay, 

COVID-19

Quantitati-
ve / survey

19

Minelli et 
al.

2021

The ADRIREEF data-
base: a comprehensive 
collection of natural/

artificial reefs and wrecks 
in the Adriatic Sea

Earth System 
Science Data

Adriatic 
Region

Dive Tourism, Co-
ral-Reefs, Marine

Quantitati-
ve / survey

3

Martínez- 
Vázquez, 
García & 

Valenciano

2021b
Challenges of the Blue 

Economy: evidence and 
research trends

Environmen-
tal Sciences 

Europe
Global

Blue Economy, 
Blue growth, 

Ocean economy, 
Maritime eco-
nomy, Marine 

economy, Biblio-
metric analysis

Qualitative/ 
bibliometric 

analysis
37

Praptiwi et 
al.

2021

Tourism-Based Alternati-
ve Livelihoods for Small 

Island Communities 
Transitioning towards a 

Blue Economy

Sustainability Indonesia

Sustainable live-
lihoods, eco-tou-
rism; alternative 

livelihoods; 
conservation 

development; 
marine planning; 

blue economy

Qualitati-
ve/ focus 

group, 
interview, 
secondary 

data

18
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Schutter 
et al.

2021a
The blue economy as 
a boundary object for 

hegemony across scales
Marine Policy Seychelles

Blue growth, 
Ocean economy, 
Ocean governan-

ce, Sustainable 
development, 

Small Island de-
veloping states

Mixed-met-
hod

26

Schutter 
et al.

2021b
Disentangling ecosystem 
services preferences and 

values

World Deve-
lopment

Seychelles

Fisheries, Tou-
rism, Mana-

gement, Deci-
sion-making, 

Trade-offs, Ma-
rine, Coral reef, 
Conservation

Mixed-met-
hod

4

Hall 2021 Tourism and fishing

Scandinavian 
Journal of 
Hospitality 

and Tourism

Global

Blue Economy; 
Blue Growth; ma-

rine ecosystem 
services; marine 
tourism; Sustai-
nable Develop-

ment Goals

Conceptua-
lized

10

Agius & 
Briguglio

2021

Mitigating seasonality 
patterns in an archipela-
go: the role of ecotou-

rism

Maritime 
Studies

Italy

Seasonality, Eco-
tourism, Archi-
pelago, Central 
Mediterranean, 
Blue economy, 

Aegadian Islands

Qualitative 
/ interview

8

Fassben-
der et al.

2021
Reef benthos of Seychel-

les - A field guide
Biodiversity 

Data Journal
Seychelles

coral reefs, 
mesophotic 

coral ecosystems, 
benthos, morp-
hotype, Seychel-
les, Indian Ocean

Qualitative/ 
Field Trip

4

Bacciu et 
al.

2021

Investigating the Clima-
te-Related Risk of Forest 
Fires for Mediterranean 
Islands' Blue Economy

Sustainability
Mediterra-

nean

Mediterranean 
islands; forest 

fires; fire weather; 
impact chains; 
blue economy; 
EUROCORDEX; 
future climate 
projections; 

H2020 SOCLIM-
PACT

Mixed-met-
hod

10

Guerreiro 2021
The Blue Growth Chal-
lenge to Maritime Go-

vernance

Frontiers 
In Marine 
Science

European 
Union and 

Atlantic 
countries

blue growth, 
maritime gover-

nance, ocean 
economy, marine 
policy, maritime 
spatial planning

Qualitative/ 
document 

analysis
6

Hietala et 
al.

2021

Data integration and 
participatory process in 
developing integrated 

coastal zone mana-
gement (ICZM) in the 
northern Baltic Sea

Journal Of 
Coastal Con-

servation

Estonia and 
Finland

Coastal plan-
ning · Land-sea 

interaction · MSP 
· Public participa-

tion

Qualitative/ 
document 

analysis
7
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Ve-
ga-Muñoz, 

Sala-
zar-Sepúl-

veda & 
Contre-

ras-Barraza

2021
Identifying the Blue Eco-
nomy Global Epistemic 

Community
Water Global

environmental; 
coastal; Blue 

Economy; politi-
cs; aquaculture; 

energy

Qualitative/ 
bibliometric 

analysis
5

Song & 
Fabinyi

2022

China’s 21st century 
maritime silk road: Chal-
lenges and opportunities 
to coastal livelihoods in 

ASEAN countries

Marine Policy China

China, ASEAN, 
21st Century ma-
ritime silk road, 

Chinese maritime 
investment, Co-
astal livelihoods

Qualitative/ 
document 

analysis
18

Leuci et al. 2022
Trends in sandy beach 

variability EThekwini Mu-
nicipality, South Africa

Journal Of 
Sea Research

South 
Africa

coastal erosion, 
shoreline migra-
tion, coastal ma-
nagement, sandy 
shoreline, sandy 
beach, river im-

poundment

Quanti-
tative/ 

morpho-
logical data 

analysis

1

Gazal, 
Andrew & 

Burns
2022

Economic Contributions 
of Visitor Spending in 

Ocean Recreation in the 
Florida Keys National 

Marine Sanctuary

Water
United 
States

economic cont-
ribution analysis; 

input-output 
modelling; ma-
rine sanctuaries; 
visitor spending

Quantitati-
ve/ survey

4

Niner et al. 2022

Issues of context, capa-
city and scale: Essential 
conditions and missing 
links for a sustainable 

blue economy

Environmen-
tal Science & 

Policy
Global

sustainable de-
velopment goals, 

blue economy, 
marine governan-
ce, marine natural 

capital, ocean 
economy, benefit 

sharing

Qualitative/ 
systematic 
literature 

review

13

Vrontisi et 
al.

2022

Macroeconomic impacts 
of climate change on the 

Blue Economy sectors 
of southern European 

islands

Climatic 
Change

Mediterra-
nean and 
Atlantic 

climate change, 
climate costs, 

economic impa-
cts, CGE, blue 

economy, islands

Quantita-
tive

11

Sakellaria-
dou et al.

2022

Seabed mining and 
blue growth: exploring 
the potential of marine 
mineral deposits as a 
sustainable source of 

rare earth elements (Ma-
REEs) (IUPAC Technical 

Report)

Pure And 
Applied Che-

mistry

Asia-Pa-
cific and 

mid-Atlan-
tic

Deep-sea ecosys-
tems; environ-

mental impacts; 
ferromanganese 

crusts; IUPAC 
chemistry and the 
environment divi-
sion; polymetallic 
nodules; polyme-
tallic sulfides; rare 
earth elements; 
seabed mining

Qualitative/ 
document 

analysis
13
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Ruban & 
Yashalova

2022

Corporate Pro-Environ-
mental Behavior on the 
Seas: Eco-Ethical Presc-
riptions of the Largest 

Cruise Companies

Journal 
Of Marine 

Science and 
Engineering

Global

cruise lines; 
eco-ethics; mari-

ne policy; respon-
sibility; thematic 
categorization

Qualitative/ 
document 

analysis
3

Komninos, 
Kosto-

puolos & 
Garofalakis

2022

Automatic generation of 
sailing holiday itineraries 
using vessel density data 

and semantic techno-
logies

Information 
Technology 
& Tourism

Greece

Maritime trip 
planning, Vessel 
routing, Route 
planning, Itine-

rary, Recommen-
dation, Genetic 

algorithms, 
Semantic spatial 

modeling

Qualitative/ 
document 

analysis
0

Graziano 
et al.

2022
The many sizes and 

characters of the Blue 
Economy

Ecological 
Economics

Scotland 
and Michi-

gan

Blue Economy, 
Regional analysis, 

Employment, 
Wages

Qualitative/ 
document 

analysis
8

Tanaka et 
al.

2022

Spatial distribution 
maps of real-time ocean 
observation platforms 

and sensors in Japanese 
waters

Marine Policy Japan

Ocean observa-
tory, Maritime do-
main awareness, 

capacity building, 
blue economy

Qualitative/ 
case study, 
observation

1

Hassanali 2022

Examining Institutional 
Arrangements toward 
Coordinated Regional 

Ocean Governance and 
Blue Economy Policy 
Development in the 

Caribbean Community 
(CARICOM)

Coastal Ma-
nagement

Caribbean

blue growth; 
Caribbean Com-
munity; regional 

integration; 
regional ocean 

governance; sus-
tainable ocean-e-

conomy

Qualitative/ 
document 

analysis
2

Martínez- 
Vázquez, 

Valenciano 
& García

2022
Impact Analysis of Mari-
nas on Nautical Tourism 

in Andalusia

Journal 
Of Marine 

Science and 
Engineering

Spain

blue economy; 
local develop-
ment; nautical 
sector; tourism

Qualitative 
/ interview

3

Glass et al. 2022

Evaluating the Feasibility 
of Sustainable Seafood 

Labelling Programmes in 
Small Island Developing 
States: A Pilot Study of 
Artisanal Fisheries in 

Seychelles

Frontiers 
In Marine 
Science

Seychelles

market-based ins-
truments, eco-la-

bel, emerging 
economy, marine 

fisheries, blue 
economy, small 

island developing 
states (SIDS), 
Indian Ocean, 

Africa

Qualitative 
/ interview

2
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Kabil et al. 2022

Tourism centres efficien-
cy as spatial unites for 

applying blue economy 
approach: A case study 
of the Southern Red Sea 

region, Egypt

Plos One Egypt
Data Envelop-
ment Analysis, 

Industry

Quantita-
tive/ Data 

Enve-
lopment 
Analysis 

(DEA) and 
Free Dispo-

sal Hull 
(FDH)

6

Pita et al. 2022

Economic contribution 
and social welfare of 

recreational charter boat 
fisheries in the northe-
ast Atlantic: The cases 
of Galicia (Spain) and 
Madeira archipelago 

(Portugal)

Frontiers 
In Marine 
Science

Portugal

travel cost 
method, mari-
ne recreational 

fisheries, econo-
mic contribution, 
big game fishing, 

blue economy

Mixed met-
hod

3

Pournara & 
Sakellaria-

dou
2022

Development of a Pro-
tocol for a Sustainable 

Blue Economy in the Co-
astal Zone: Case Study 
and Preliminary Results 
in a Coastal Industrial 

Area in the Eastern Me-
diterranean

Sustainability Greece

sustainable blue 
economy; in-

tegrated coastal 
zone manage-
ment; shipyard; 

industry; tourism

Qualitative/ 
case study

5

Liang et al. 2022

Bibliometrics and visuali-
zation analysis of resear-

ch in the field of sus-
tainable development 
of the blue economy 

(2006-2021)

Frontiers 
In Marine 
Science

Global

blue economy, 
sustainable deve-
lopment, biblio-
metrics, CiteSpa-
ce, VOSviewer, 
research trends

Qualitative/ 
bibliometric 

analysis
5

Salga-
do-Gómez 

et al.
2022

Perceptions Environmen-
tal and Health Impacts 
of Cruise Activity in the 

Roatan Ports

Water Honduras
blue economy; 
tourism; cruiser; 

stakeholders

Qualitative 
/ interview

0

Santos, 
Castanho 
& Meyer 

2022

Is Investment Contribu-
ting to Competitiveness 

in Nautical Tourism in 
the Atlantic Area?

Water

Ireland, 
Portugal, 

Spain, 
United 

Kingdom, 
France

Atlantic Area; 
blue economy; 

competitiveness; 
corporate perfor-

mance; invest-
ment; nautical 

tourism

Qualitative/ 
document 

analysis
4

Booth, 
Mourato 

& Mil-
ner-Gul-

land

2022

Investigating acceptance 
of marine tourism levies, 
to cover the opportunity 
costs of conservation for 

coastal communities

Ecological 
Economics

Indonesia

Contingent valu-
ation, payments 
for ecosystem 
services, wil-

lingness to pay, 
Indonesia, sharks, 
elasmobranchs, 

endangered spe-
cies, conservation 
finance, blue eco-
nomy, sustainable 

development

Mixed met-
hod

4
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Troian et 
al.

2023

International Marine 
Tourism: Trends and 

Prospects for Sustainab-
le Development

Pomorst-
vo-Scientific 
Journal of 
Maritime 
Research

Global

International 
marine tourism, 

Sustainable deve-
lopment, Tourism 
prospects, Sus-

tainable tourism, 
Bibliographic 

review

Qualitative/ 
bibliog-

raphic and 
content 
analysis

2

Martínez- 
Vázquez 

et al.
2023

Impact of blue economy 
sectors using causality, 
correlation and panel 

data models

Frontiers 
In Marine 
Science

European 
Union

blue economy fa-
ctors, correlation, 
causality, panel 

data model, sus-
tainability

Quantita-
tive

2

Pranita et 
al.

2023

Blockchain Technology 
to Enhance Integrated 
Blue Economy: A Case 
Study in Strengthening 
Sustainable Tourism on 

Smart Islands

Sustainability Indonesia

smart destinati-
on; blockchain 

technology; blue 
economy; digital 
literacy; sustai-
nable tourism

Mixed met-
hod

9

Spalding 
et al.

2023
Nature dependent tou-

rism-combining big data 
and local knowledge

Journal Of 
Environmen-
tal Manage-

ment

Dominica, 
Grenada, 
Saint Kitts 
and Nevis, 
Saint Lucia, 
and Saint 
Vincent 
and the 

Grenadines

Blue economy, 
User-generated 
content, Ecosys-

tem services, 
Eastern Caribbe-

an, Nature de-
pendent tourism, 
Wildlife tourism

Quantita-
tive

2

Mejjad et 
al.

2023

Marine plastic pollution 
in Morocco: state of the 

knowledge on origin, 
occurrence, fate, and 

management

Environmen-
tal Science 

and Pollution 
Research

Morocco

Plastic waste, 
Marine pollution, 
Waste manage-
ment, Circular 
economy, Mo-

rocco

Qualitative/ 
document 

analysis
5

Rogerson 
& Roger-

son
2023

Historical geographies of 
coastal tourism: Mossel 
Bay, South Africa c.1850-

1988

Bulletin Of 
Geograph-

y-Socio-Eco-
nomic Series

South 
Africa

blue economy, 
coastal tourism, 
historical geog-
raphy, Mossel 

Bay, South Africa   

Qualitative/ 
document 

analysis
1

Van Putten 
et al.

2023

History matters: societal 
acceptance of deep-sea 

mining and incipient 
conflicts in Papua New 

Guinea

Maritime 
Studies

Papua New 
Guinea

Deep sea, Mi-
ning, Papua New 

Guinea, Social 
licence, Marine 

conflict

Qualitative/ 
document 

analysis
2

Manero & 
Mach

2023

Valuing surfing ecosys-
tems: an environmental 
economics and natural 
resources management 

perspective

Tourism Ge-
ographies

Global

surfing econo-
mics; ecosystem 

services; blue 
economy; ocean 
values; surfing re-
sources; non-mar-
ket valuation; surf 

tourism

Conceptua-
lized

1
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Birchenou-
gh

2023

Knowledge-based 
science in support of the 
blue growth ambition for 
small island developing 

states

Ices Journal 
of Marine 
Science

Global

climate change, 
data, finance, 

fisheries, habitat 
mapping, SIDS, 

technology.

Conceptua-
lized

0

Pagano et 
al.

2023

Multicriteria GIS-based 
analysis for the evaluati-
on of the vulnerability of 
the marine environment 

in the Gulf of Trieste 
(north-eastern Adriatic 

Sea) for sustainable blue 
economy and maritime 

spatial planning

People and 
Nature

Italy

Adriatic Sea, Gulf 
of Trieste, multic-
riteria Geograp-
hic Information 
System-based 

analysis, protec-
ted areas, vulne-
rability of the ma-
rine environment, 

vulnerability of 
the sea bed

Qualitative/ 
document 

analysis
2

Jattak et 
al.

2023

Advancing the initiatives 
of sustainable coastal 
and marine areas de-
velopment in Pakistan 
through marine spatial 

planning

Science 
Progress

Pakistan

Pakistan marine 
spatial planning, 

ecosystem health, 
blue economy 
development, 

social inclusion, 
PESTLE analysis

Qualitative/ 
document 

analysis
1

Makarova 
et al.

2023

The Construction of Se-
aports in the Arctic: Pros-
pects and Environmental 

Consequences

Journal 
of Marine 

Science and 
Engineering

Russia

“Blue economy”; 
seaports; Nort-
hern Sea Route 
(NSR); environ-
mental safety; 
anthropogenic 
factor; anthro-

pogenic polluti-
on; ontological 

engineering; risk 
management 

system

Qualitative/ 
document 

analysis
2

Fernán-
dez-Palaci-

os et al.
2023

Status and perspectives 
of blue economy sectors 
across the Macaronesian 

archipelagos

Journal Of 
Coastal Con-

servation

Portugal, 
Spain

Maritime Sectors 
and Activities, 
Trends, Blue 

Growth, Maritime 
Spatial Planning, 
Ecosystem Ap-
proach, Azores, 
Madeira, Canary 

Islands

Qualitative/ 
document 

analysis
1

Kyriazi et 
al.

2023

Conceptualising Marine 
Biodiversity Mainstrea-
ming as an Enabler of 
Regional Sustainable 

Blue Growth: The Case 
of the European Atlantic 

Area

Sustainability
European 

Union

sustainable blue 
growth; blue 

economy sectors; 
marine biodi-
versity mainst-
reaming; blue 

economy sectors; 
natural capital va-
luation; sea basin; 
European Atlantic

Qualitative/ 
document 

analysis
0
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Ferretti et 
al.

2023

Restorative practices, 
marine ecotourism, and 
restoration economies: 
revitalizing the environ-

mental agenda?

Ecology and 
Society

Global

citizen science; 
dive tourism; 

marine ecological 
restoration; resto-
rative economies; 

restorative ma-
rine ecotourism; 
socialecological 

systems

Conceptua-
lized

0

Fidai et al. 2024

Innovative spectral cha-
racterisation of beac-

hed pelagic sargassum 
towards remote estima-
tion of biochemical and 
phenotypic properties

Science Of 
the Total En-

vironment

Barbados 
and Ghana

Macroalgae, 
Remote sensing, 
Marine ecosys-
tems, Coastal 
management, 

Sargassum

Quantitati-
ve/ survey

1

Tsai et al. 2024

Urban Governance, Eco-
nomic Transformation, 
and Land Use: A Case 
Study on the Jimei Pe-
ninsula, Xiamen, China, 

1936-2023

Water China

heterogeneous; 
embedded-

ness; moments; 
commodity; 

consumption 
landscape

Qualitative 
/ interview

0

de Carval-
ho-Souza 

et al.
2024

How to deal with invasi-
ve species that have high 

economic value?

Biological 
Conservation

Spain

Non-indigenous 
species, New 

resource exploi-
tation, Integrated 

participatory 
strategy, Citizen 

science, Blue 
economy

Qualitative/ 
case study

0

de la Vara 
et al.

2024

Climate change impacts 
on the tourism sector 
of the Spanish Medi-

terranean coast: Medi-
um-term projections for 
a climate services tool

Climate Ser-
vices

Spain

Climate change, 
Climate model-

ling, Future proje-
ctions, Coastal 

tourism, Climate 
adaptation, Spa-
nish Mediterrane-
an coast, Climate 

service tool

Qualitative/ 
climate 

modelling
0

Kim, Scott 
& Swartz

2024

Local perspectives on 
marine ecotourism de-

velopment in a water-in-
secure island region: the 
case of Bocas del Toro, 

Panama

Frontiers 
In Marine 
Science

Panama

marine eco-
tourism, water 
security, blue 

economy, island 
systems, Bocas 
del Toro, susta-
inable develop-

ment

Qualitative/ 
interview, 

obser-
vation, 

document 
analysis

0

Luoma et 
al.

2024

Sustainability as a shared 
objective? Stakeholders' 

interpretations on the 
sustainable develop-

ment of marinas in the 
Gulf of Finland

Ocean & 
Coastal Ma-
nagement

Finland

Leisure boating, 
Coastal tourism, 
Influence diag-

rams, Baltic Sea, 
Blue economy

Qualitative/ 
interview

0”
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In Table 1 above, the following information related 
to the reviewed articles is summarized: year, author, 
journal name, country of origin of the article, keywor-
ds, method used, and the number of citations. The 
reason for this is to understand aspects such as the 
level of interest in the topic, who has shown interest 
and when, and how the subject has been addressed.

 

Figure 1. The VOSviewer scheme for the authors of the 
publications

When looking at authors conducting studies focu-
sed on the blue economy and tourism, it is observed 
that at least three authors predominantly prepare 
the studies. As shown in Figure 1 above, according 
to the visual created by the VOSviewer program, 
there is no specific clustering among the authors 
working on these topics. On the other hand, in in-
dividual searches, the most frequently encountered 
authors are Martínez-Vázquez, García, and Valencia-
no. The comment that can be made regarding this 
is that there are no researchers producing works 
frequently enough to be considered authorities on 
tourism and blue economy topics.

Figure 2. Yearly publication numbers

Source: Web of Science (2024)

When examining the studies on a yearly basis, the 
distribution of the studies’ publication years is shown 
in Figure 2 above. In this context, it is observed that 

the studies were published between 2015 and 2024, 
with only a single study on the topic conducted in 
2015. The interest in the subject peaked in 2021 and 
2022, but subsequently, there has been a declining 
trend.

 

Figure 3. The journals where articles were published

Another aspect examined was the journals in whi-
ch these studies were published. In this context, 
the main journals where the publications, detailed 
in Table 1 above, are clustered by VOSviewer are 
shown in Figure 3. It is observed that most studies 
related to the topic have been published in the jour-
nals Marine Policy, Frontiers in Marine Science and 
Sustainability.

Figure 4. Research areas of the publications

According to Figure 4 above, the research areas of 
the publications are seen. More than 82 % of the ar-
ticles are based on environmental sciences and stu-
dies (Web of Science, 2024). Interestingly, the eco-
nomic-focused articles only account for 5% of the 
discussion on the blue economy. Therefore, it can 
be said that studies on the blue economy and tou-
rism appear to focus more on environmental aspects 
than on economic ones. 

 Figure 5. The keywords of the articles with a scheme of 

VOSviewer 
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On the other hand, even though the articles’ resear-
ch areas are mainly environmental, the most frequ-
ently used keywords are blue economy, blue growth, 
tourism, sustainable development, ocean economy, 
and sustainable development goals according to 
the scheme of VOSviewer in Figure 5.  

 Figure 6. Countries of the articles scheme of VOSviewer

Data on the countries where the studies were condu-
cted have been examined and illustrated in Figure 6 
above. It is known that all the countries where the 
studies were conducted have coastlines along seas 
or oceans and derive economic income from marine 
environments. However, in terms of clustering, most 
studies have been conducted in England, Spain, and 
the USA, with these three countries accounting for 
more than half of the studies conducted.

Figure 7. The most cited articles scheme of VOSviewer

In Figure 7 above, the citations made to published 
works are shown clustered by author. More detailed 
numbers are also provided in Table 1 above. Accor-
ding to these data, 10 of the listed works have not 
yet received any citations. Among the works that 
have received the most citations are those by Pinto 
et al., van den Burg et al., and Martinez-Vazquez et 
al. Overall, the topic has a relatively low citation rate.

Finally, the methods used in the studies were exami-
ned. In this regard, 46 of the studies were conducted 
using qualitative research methods and document 
analysis. Additionally, 12 studies were prepared 
using quantitative methods, primarily through sur-
vey techniques. Ten studies were entirely concep-

tual, and six employed a mixed-methods approach. 
This indicates that the topic has predominantly been 
studied using qualitative methods, relying on rele-
vant documents and literature.

Conclusion
The concept of a blue economy has recently beco-
me one of the prominent topics as it is closely re-
lated to the tourism sector (Kabil et al., 2021). This 
study aims to contribute to the relevant literature by 
examining the research on blue economy and tou-
rism within the framework of the determined criteria 
(year of the study, distribution of the journals in whi-
ch it was published, author-country distribution, ba-
sic research methods, keywords used, and citation). 

The results of this research provide important findin-
gs in terms of revealing the place of the blue eco-
nomy concept in tourism and the diversity of studies 
conducted in this field. 74 articles published in the 
Web of Science database between 2015 and 2024 
were examined and analyzed. In this context, the 
most striking finding about the study is that despi-
te the importance of coastal and marine tourism in 
general maritime trade and international tourism 
mobility, it deserves a different and better position. 
Blue economy studies in tourism, which have only 
a 10-year writing history, have already entered a 
downward trend. Unlike what Martinez-Vazquez et 
al. (2021b) found in their research, now it is a certain 
finding that blue economy studies related to tourism 
are visibly decreasing. However, the issue is also cri-
tical in terms of sustainable tourism. Although blue 
economy scientific production has increased signifi-
cantly over the years (Kabil et al., 2021), the subject 
of blue economy and tourism has received relatively 
less attention in the literature despite the critical role 
of coastal tourism in the blue economy. The findings 
reflect changes in research priorities and emerging 
themes within the academic community, underlining 
the dynamic nature of academic interest in the blue 
economy in tourism.

According to the results, England, Spain, and the 
USA are among the countries that stand out in stu-
dies on blue economy and tourism. These countries 
are considered leaders in this field of research, ha-
ving produced literature addressing various aspects 
of the blue economy. Kabil et al. (2021) state that 
when scientific production related to the blue eco-
nomy is examined, China, England, Kenya, and the 
USA emerge as the most productive countries. This 
shows that research efforts are spread across diffe-
rent continents, underscoring global interest in the 
blue economy. These findings show that although 
the blue economy is a globally valid concept, the 
academic focus on this topic varies across regions.

Many of these studies use qualitative research met-
hods, especially document analysis. This methodo-
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logical approach has facilitated an in-depth inves-
tigation of the dimensions of the blue economy. In 
particular, the article titled “Collaboration and the 
Emergence of Maritime Clusters in the Atlantic: 
Analysis and Implications of Innovation and Human 
Capital for Blue Growth” garnered the most citati-
ons. This study highlights the critical role of mariti-
me clusters in the Atlantic region, examining their 
contribution to innovation and human capital deve-
lopment and emphasizing the importance of blue 
growth. Document analysis is essential because it 
provides a basis for new studies by reviewing the 
existing literature and previous research (Yıldırım & 
Şimşek, 2016). On the other hand, the lack of current 
publications and information may not reflect the cur-
rent situation. In this respect, quantitative methods 
can also be used to obtain more generalizable data. 
Various methodological approaches and geograp-
hical representations in the literature enrich our un-
derstanding of the multifaceted nature of the blue 
economy and its implications for sustainable deve-
lopment in the tourism sector.

According to the results of keyword analysis, the ter-
ms after “blue economy,” “blue growth,” and “tou-
rism”, “sustainable development, ocean economy, 
and sustainable development goals” are the most 
frequent keywords in the literature. This reveals that 
the blue economy is an important concept in terms 
of economic development but also in terms of sus-
tainability and environmental protection. The study 
by Hassanali (2022) also emphasizes the importance 
of the blue economy in sustainable development, 
especially in marine areas. The frequent occurrence 
of these terms in the literature emphasizes the sub-
ject’s importance and currentness. The fact that the 
keywords blue economy, blue growth, and tourism 
come together emphasizes that the issue should 
be evaluated in terms of its sustainable, economic, 
and social dimensions. As an essential component 
of the blue economy, tourism can stimulate econo-
mic growth in marine and coastal regions. Tourism, 
especially based on marine ecosystems, can cont-
ribute to local economies. However, the adverse 
environmental effects of tourism also need to be 
considered. When discussing coastal tourism, if the 
blue economy and blue growth issues are discussed 
together and strategies are developed for this, it will 
positively affect the sector in practice.

However, the visibility and citation rates of studies 
focusing on the blue economy and tourism are not 
as high as they could be. This implies that the num-
ber of publications and citations is relatively low 
compared to the significance of the topic. Just by 
looking at the number of citations, one can once 
again witness how low the number of publications 
on the subject is. Not working on the subject may 
indicate two issues: first, everyone already knows the 
subject well and does not need to study. Secondly, 
the importance of the subject has not been adequ-

ately understood, and the subject has not become 
a focal point to be studied; in other words, there 
has not been enough curiosity for research. Howe-
ver, as stated in the conceptual framework, the blue 
economy is a multidimensional field that concerns 
the whole world and deserves to be given more im-
portance. Thus, increasing awareness and scholar-
ly engagement with this subject could enhance its 
academic prominence and highlight its importance 
in promoting sustainable practices within maritime 
sectors. This underscores the need for more focu-
sed research and greater dissemination of findings 
to elevate the blue economy’s profile within the aca-
demic community.

These results reveal that blue economy studies 
need the attention they deserve, considering that 
two-thirds of the earth’s surface is covered with wa-
ter and the increasing importance of coastal and 
marine tourism in the global economy. It is emp-
hasized that future research should examine the 
different dimensions of the blue economy in more 
depth and better understand this field’s economic, 
environmental, and social aspects. In this context, 
promoting sustainable practices and raising aware-
ness about the blue economy should be an essen-
tial agenda item both in the academic world and 
among policymakers. It should not be forgotten that 
the blue economy is of critical importance in terms 
of economic development, sustainability, and envi-
ronmental protection. Therefore, researchers and 
policymakers must adopt versatile and innovative 
approaches to unlock the full potential of the blue 
economy. This situation also shows that the number 
and citation rates of studies on the blue economy 
and tourism should be increased. More coverage in 
academic literature and increased awareness of this 
issue will contribute to a better understanding of the 
importance of the blue economy in global maritime 
trade. This could offer new opportunities for both 
researchers and policymakers and further strengt-
hen the blue economy’s contribution to sustainable 
development.
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Abstract 
Glamping is a tourist product developed for those 
who want to have a camping holiday in nature with a 
few of the comforts and luxuries of home. This study 
aims to determine the effect of social media on the 
travel decision-making process for glamping busi-
nesses. In this context, semi-structured interviews 
were conducted with volunteer individuals who have 
stayed at glamping establishments at least once th-
rough social media. In the analysis of the data, a qu-
alitative data analysis program was used to perform 
a content analysis. As a result of the analyses, three 
themes were obtained; Pre-Trip, During-Trip, and 
Post-Trip. Pre-Trip, it was determined that individu-
als mostly examined the visuals related to the phy-
sical structure of glamping rooms on social media 
and comments regarding hygiene and the interests 
of the employees. All participants in the study stated 
that they used Instagram the most to find out infor-
mation about the glamping business they wanted to 
visit.  During-Trip, it was concluded that there was no 
difference between the service received by the indi-
viduals and the actual service. Post-Trip, it was de-
termined that individuals shared their experiences 
on their social media accounts and these posts were 
mostly related to the architectural structure of the-
ir rooms. Participants stated that they would like to 
go back to glamping businesses as soon as possible 
Post-trip and recommend them to other individuals 
to influence them to go. As a result of the research, 
it was determined that individuals benefitted from 
social media at every stage of their trips. 
 

Keywords: Travel Decision-Making Process, Glam-
ping Businesses, Social Media.
JEL Codes: Z33

Özet
Glamping, doğanın içerisinde konfor ve lüksten 
ödün vermeden tatil yapmak isteyenlere yönelik ge-
liştirilen turistik üründür. Bu çalışmanın amacı glam-
ping işletmelerine yönelik seyahat kararı verme sü-
recinde sosyal medyanın etkisini tespit etmektir. Bu 
kapsamda sosyal medya aracılığıyla glamping işlet-
melerinde en az bir kez konaklayan gönüllü bireyler 
ile yarı yapılandırılmış görüşmeler gerçekleştirilmiştir. 
Verilerin analizinde bir nitel veri analiz programında 
içerik analizi yapılmıştır. Yapılan analizler sonucunda, 
Seyahat Öncesi, Seyahat Sırası ve Seyahat Sonrası 
olmak üzere üç tema elde edilmiştir. Seyahat önce-
sinde bireylerin, sosyal medyada glamping odaları-
nın fiziksel yapısı ile ilgili görseller ile hijyen ve çalı-
şanların ilgisi ile ilgili yorumlara daha çok incelediği 
tespit edilmiştir. Araştırmaya katılan tüm katılımcılar, 
ziyaret etmek istedikleri glamping işletmesi hakkında 
bilgi edinmek için en çok Instagram’ı kullandıklarını 
belirtmişlerdir. Seyahat sırasında bireylerin aldıkları 
hizmet ile gerçekleşen hizmet arasında bir farklılık 
olmadığı sonucuna varılmıştır. Seyahat sonrasında 
ise bireylerin yaşadıkları deneyimleri sosyal medya 
hesaplarında paylaşım yaptıkları ve bu paylaşımla-
rın çoğunlukla odanın mimari yapısı ile ilgili olduğu 
belirlenmiştir. Katılımcılar gezi sonrasında glamping 
işletmelerine en kısa zamanda tekrar gitmek ve di-
ğer bireylere de tavsiye ederek gitmeleri konusunda 
etkilemek istediklerini belirtmişlerdir. Araştırmanın 
sonucunda bireylerin seyahatlerinin her aşamasında 
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sosyal medyadan yararlandıkları tespit edilmiştir.  

Anahtar Sözcükler: Seyahat Kararı Verme Süreci, 
Glamping İşletmeleri, Sosyal Medya
JEL Kodları: Z33

Introduction  
Countries can benefit from the potential effects 
of tourism by diversifying tourism. Today, tourists 
have turned towards different expectations instead 
of mass tourism and this has led to alternative tou-
rism (Çelik et al., 2020). The demands and needs of 
tourists have changed over time and therefore, pro-
ducts and services have been differentiated. In this 
context, businesses have introduced products and 
services suitable for the expectations and wishes 
of tourists (Albayrak, 2013). Recently, tourists prefer 
to get away from crowds, prefer natural areas and 
outdoor recreation (Craig, 2020) and tend towards 
glamping. Glamping is an alternative holiday con-
cept for individuals who find it troublesome to go 
camping, as it does not contain the laborious work 
and experiences of normal camps (Hrgović et al., 
2018). In addition, glamping, which is preferred for 
relaxing and spending time with animals, is a tourist 
product that is realised in nature without sacrificing 
luxury and comfort (Brochado & Pereira, 2017). 

Sustainable tourism practices have gained impor-
tance in recent years for the continuity of the tourism 
industry (Düz, 2022; Sevinç & Duran, 2018). Among 
the criteria that show that an enterprise attaches 
importance to sustainability are supporting it with 
technological applications, involving stakeholder 
groups and local people, and the use of local resour-
ces (Kavak & Emir, 2022). Glamping businesses are 
environmentally friendly businesses that are consci-
ous of sustainability as well as luxury and comfort. 
The concept of glamping and sustainability includes 
several features: the eco-friendly design and ma-
intenance of the facility; sustainable management; 
specially grown hormone-free products; the use of 
compost toilets; the transformation of waste; the 
use of renewable energy; accessibility; the use of re-
gional products and services; and the cooperation 
of local people (Walter & Comino, 2014; Korkmaz, 
2019; Schneegans, 2022). The services provided by 
these businesses and the activities they offer are in 
line with an understanding of sustainability. In ad-
dition, tourists staying at glamping businesses are 
intertwined with local people compared to other 
operating accommodation businesses. This situati-
on increases the welfare of the local people, as well 
as the development of the infrastructure of the regi-
on and the opening of new businesses. Therefore, 
glamping businesses provide social and economic 
development by ensuring their sustainability (Demir 
& Demircioğlu, 2023).

Nowadays, one of the ways to reach a glamping bu-
siness is through social media interaction. Travelers 

can also instantly share their experiences on social 
media Pre-Trip, During-Trip, and Post-Trip (Munar 
& Jacobsen, 2014). Individuals conduct various se-
arches to gain prior information with regard to the 
accommodation establishments they will visit (Filieri 
& McLeay, 2013). Actively used information techno-
logies allow the obtaining of information regarding 
the business, looking at alternatives and learning 
about the experiences of other users. In recent ye-
ars, social media has been effective in shaping con-
sumers’ destination perceptions and trip decisions 
(Di Pietro et al., 2012; Kasapoğlu et al., 2023). The 
decision-making process is no longer specific to 
the pre-travel phase, but it is known that consumers 
make dynamic decisions with the help of social me-
dia platforms (Varkaris & Neuhofer, 2017).    

On the other hand, institutions and organisations 
can direct users with the pictures, videos and con-
tent they share on social media (Oyman, 2016) and 
create positive perceptions regarding products and 
services, meet needs and increase brand awareness 
(Mason et al., 2021). In this respect, posts contai-
ning tourist experiences on social media platforms 
trigger the user to have positive information about 
products and services or to show purchasing behavi-
our (Eryılmaz & Şengül, 2016; Lund et al., 2018). The 
idea of how effective social media channels are in 
tourists’ preference for glamping businesses is the 
starting point of this study. Travelers share both po-
sitive and negative information on social media, but 
it is important to note that a company’s timely and 
helpful response to a negative post can mitigate its 
negative impacts and increase the trust of potential 
customers in the location (Schmallegger & Carson, 
2008). Businesses that realize the advantages of so-
cial media channels increase brand awareness and 
direct consumers to purchase using social media ef-
fectively (Mason et al., 2021). In light of this situation, 
This study aims to determine the effect of social me-
dia on the travel decision-making process for glam-
ping establishments.

Due to the intangible nature of the tourism sector, 
where competition is constantly increasing day by 
day, tourists engage in intensive information-see-
king activities in order not to be mistaken in their 
travels, to be sure of the perceived service and to 
make more rational decisions. This information-se-
eking, together with different information-seeking 
strategies, reduces risks by responding to percei-
ved uncertainty. Glamping, a popular and new tou-
rism trend of recent times, is a type of holiday that 
combines being in touch with nature with luxury 
and comfort. Since luxury tents, nature views and 
unusual decorations offer visually striking content, 
guests tend to share these moments on their social 
media accounts. Tourists, who avoid taking risks du-
ring their holidays, actively use social media at every 
stage of their glamping experience, both to obtain 
reliable information and to seek social approval and 
validation by sharing their experiences. When the 
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studies on glamping were examined, it was deter-
mined that there are studies on similar and different 
aspects of glamping regulations enacted in Turkiye 
and Greece (Ceylan et al., 2023), sustainable food 
understanding in glamping businesses (Güvenol & 
Kömürcü Sarıbaş, 2022), glamping tourism after the 
COVID-19 pandemic (Craig & Karabas, 2021; Cebe-
ci, 2021; Düzgün, 2021), expectations and satisfacti-
on with glamping (Yetgin Akgün & Ünal, 2021), and 
the glamping experience (Brochado & Brochado, 
2019). When the literature was examined, no study 
was found that investigated the effect of social me-
dia on tourists’ preference for glamping businesses. 
In this context, this study is important in terms of 
its scientific contribution to the literature and the 
related sector. This study aims to fill the gap in the 
existing literature. It is expected that this research 
will lead to further research on glamping. It is recom-
mended that entrepreneurs should understand the 
behavior of tourists on social media to make impor-
tant strategic decisions when creating social media 
marketing strategies.

The Conceptual Framework 
Conceptual and Theoretical Background
The speed of change in the world order leads to in-
novation in the information sector as in every field. 
Information technologies, which are constantly de-
veloping due to their structure, have brought many 
changes in the way both social life and business life 
handle things (Bulunmaz, 2011). Although many new 
concepts have entered our lives with these changes, 
the most talked about in recent years is social me-
dia. As the usage areas of social media continue to 
change and expand, the definition of social media is 
also changing (Zeng & Gerritsen, 2014).

Social Media Platforms
Social media is a group of internet-based applicati-
ons based on Web 2.0, where users can easily create 
a profile and post, and this post allows the exchan-
ge of information between other users (Boyd & Eli-
son, 2007; Kaplan & Haenlein, 2010). Social media 
are dynamic, integrated, egalitarian and interactive 
organisms that are not under the control of any or-
ganisation (Peters et al., 2013). Social media, one of 
the most preferred online environments, has been 
incorporated into the social and economic order 
around the world (Zeng & Gerritsen, 2014). Rich con-
tent prepared by businesses influences existing and 
potential customers. Thanks to this effect, individu-
als will form positive attitudes toward a business in 
the future (Hanna et al., 2011). It plays a major role in 
the future of a company by increasing the reputation 
and sales of the company (Kietzmann et al., 2011). 
So that the number of active social media users is 4.7 
billion, which is 59.4 percent of the world population 

(Kavak & Emir, 2023).

With developing technology, new social media plat-
forms are coming onto the market and the features 
and forms of existing social media platforms are 
changing. While a number of social media platfor-
ms have photo or video-sharing features (Boyd & 
Ellison, 2007), others include both photo and vide-
o-sharing. Although the characteristics of social me-
dia platforms are sometimes similar to each other, 
each platform has a style specific to the language 
and culture of its user base. In this respect, social 
media platforms vary in function and scope.

YouTube, a video-sharing website, was created in 
2004; Twitter, a simplified microblog, was created in 
2006; WhatsApp, a messaging and search applicati-
on developed for smartphones, was created in 2009; 
Instagram, a photo-sharing network, was created in 
2010; Tinder, a dating application, was created in 
2012; and Tiktok, a music and video content, was 
created in 2016.

The Importance of Social Media for Tou-
rism Businesses
The tourism world has turned towards digital trans-
formation in the face of technological developments. 
It has started to use tools such as personalized ex-
perience, data-driven approach, multi-channel cus-
tomer experience, and social media platforms in its 
operations (Yüksek & Kalyoncu, 2020). As in every 
industry, social media, which is used as a fast and 
low-cost way of reaching a target audience, is widely 
used in the tourism industry. Social media enables 
businesses to develop sales channels, increase brand 
and image awareness, carry out advertising and pro-
motional activities, and strengthen customer relati-
ons (Çiftçi, 2016; İmre, 2020). Posts on social media 
platforms that include tourist experiences trigger 
the user to have information regarding products and 
services or to show purchasing behaviour (Eryılmaz 
& Şengül, 2016). The success of social media posts in 
global interaction and their reach to many segments 
affect individuals’ destination choices (Sevinç, 2021). 
Through social media platforms, users take purcha-
sing action if the comments they read about the tou-
rism business they want to get information about are 
positive (Lund et al., 2018). Verma et al. (2012) found 
that travelers exhibit a decreased propensity to re-
serve hotel accommodations in the presence of un-
favorable reviews, whereas Almana and Mirza (2013) 
illustrated the significance of highly rated reviews in 
shaping purchasing decisions. In this context, social 
media is a tool that tourism businesses should inclu-
de in their marketing strategies (Coelho et al., 2016). 

Tourism operators should be able to use social me-
dia before a trip (to inspire, inform, interact), during 
the trip (to provide convenience in the destination) 
and after the holiday (to remember, share and inte-
ract) (Popesku, 2014). In addition to their significant 
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role in people’s daily lives and social contexts, social 
media have become an indispensable aspect of tou-
rism. At these crucial stages of information-seeking 
and decision-making, social media is reshaping how 
consumers seek, discover, read, trust, and share in-
formation (Varkaris & Neuhofer, 2017).  

The Glamping Concept
The consumption frenzy experienced in recent years 
has led the tourism sector to new searches in every 
sector. In addition, trends following individuals’ de-
sire to have a different holiday experience (Yetgin 
Akgün & Ünal, 2021), wanting a socially distanced 
holiday (Düzgün, 2021), and wanting to escape the 
crowd (Craig, 2020) have revealed glamping, the 
touristic product type that has gained momentum in 
recent times. glamping is defined as ‘accommodati-
on that is more comfortable and expensive than that 
usually used for camping’ (Brooker & Joppe, 2013).

Glamping, which is more modern than normal cam-
ping, offers an ‘open-air hotel’ experience where 
people can engage in activities by combining cam-
ping and luxury in nature within the scope of envi-
ronmental respect and sustainability without the 
need to take the items that may be needed in cam-
ping, such as sleeping bags, tents and food (Birdir 
et al., 2015; Brochado & Pereira, 2017; Taino, 2018). 
Glamping aims to provide guests with high levels of 
comfort (Olcay & Turhan, 2017).

Glamping is a tourist product that combines luxury 
and nature, comfort and respect for the environment 
in outdoor tourism. The professional, hotel-mana-
ged businesses of this type of tourism are called 
glamping businesses. Glamping businesses have 
started to operate more and more around the wor-
ld (Eremić, 2020). According to the report published 
by Grand View Research on the glamping market, 
it is estimated that the size of the global glamping 
market was 2.68 billion dollars in 2021, and will reach 
7.11 billion dollars from 2022 to 2031. Despite this, 
glamping has not yet reached the desired level in 
Turkiye (Ergüven et al., 2015; Göktaş et al., 2017).

Features of Glamping
Glamping, which combines nature, comfort and 
many different accommodation styles under one 
concept in the context of experiencing new things 
and adding extra value, especially as the starting 
point of special interest tourism types, has spread to 
a wide geography that will fulfil the expectations of 
many segments (Kaya & Ergüven, 2022). Glamping 
businesses allow you to be in nature, away from the 
hustle and bustle of life, with its sea, landscape and 
forest. Businesses that provide glamping services 
have different features compared to camps that 
require effort, such as setting up tents, cooking, col-
lecting wood and lighting fires (Yetgin Akgün & Ünal, 

2021). According to Sakacova (2013), the characteris-
tics of glamping tourism consist of quality service, 
respect for the environment, nature, and luxury.

Nature, one of the features of glamping, promises 
to provide an unforgettable experience by integra-
ting with natural areas that have not been explored 
before (Petruša & Vlahov, 2019). When it comes to 
the concept of glamping and sustainability, it inclu-
des the eco-friendly design and maintenance of the 
facility, hormone-free products, the use of compost 
toilets, the use of renewable energy, the separation 
of garbage for recycling, and the cooperation of lo-
cal people (Korkmaz, 2019; Schneegans, 2022). The 
concept of luxury in glamping businesses includes 
accommodations that will attract consumers by com-
bining comfortable places with extraordinary natural 
environments and providing a customized service 
specific to the tourist (Filipe et al., 2018). In addition, 
it includes high-quality services such as spa, massa-
ge, cleaning and laundry services, and transfers (Sa-
kacova, 2013). Glamping has no distinctive features 
compared to camping and is only focused on luxury 
and comfort.

The Luxury Tent Facilities Qualifications Regulation 
of the Ministry of Culture and Tourism entered into 
force after being published in the Official Gazette 
dated 23 September, 2022. According to this regu-
lation, glamping businesses will be sustainable and 
environmentally friendly accommodation units that 
prioritize luxury and comfort from the establishment 
stage, taking into account energy efficiency and sa-
fety measures. In this context, investing in glamping 
businesses in Turkiye, with a market size that is expe-
cted to increase gradually, will be beneficial for both 
entrepreneurs and the tourism sector. 

Although the regulation is only for luxury tents, glam-
ping architecture is more inclusive than that. Tourists 
are offered glamping architecture in different styles. 
These architectural structures consist of vernacular 
structures (caves and igloos), domes and bubbles, 
tents (bell tents, safari tents, luxury tents, red tents, 
and yurts), tree houses and cabins (wooden huts, 
a-frame cabins, eco-capsules, high cabins, huts, 
and tree houses) and originally designed structures 
(gypsy caravans, caravans, floating houses, hobbit 
houses, barns, wagon houses, castles, towers, and 
boats) (Korkmaz, 2019; Önem, 2019; Kılınç, 2021).

Glamping Tourist ‘Glamper’
Tourists who prefer glamping establishments are 
called ‘glampers’. ‘Glampers’, in other words glam-
ping tourists, prefer to escape their daily lives, to 
stay alone, to relax, to be in a peaceful and calm 
environment, and to be intertwined with animals 
(Petruša & Vlahov, 2019; Yetgin Akgün & Ünal, 2021). 
Glamping tourists are young and high-income indi-
viduals with a high level of education (Milohnić et al., 
2017), who adopt a healthy lifestyle (Ergüven et al., 
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2015), like to explore new places, and want to be clo-
se to nature (Sommer, 2020). While these individuals 
want to receive high quality luxury services, they do 
not want to carry their belongings for accommoda-
tion (Ergüven et al., 2015). They are also individuals 
who wish to experience adventurous activities while 
wanting to experience extraordinary accommoda-
tion (Sommer, 2020). These activities can be diver-
sified as fishing, canoeing, hiking, bird watching, 
yoghurt, stargazing, wine tasting, ATV tours, horse 
riding, paragliding, climbing, meditation, ceramic 
painting, water sports, massage, mountain climbing, 
and mountain biking (Yıldırım & Erkılıç, 2019). The 
activities offered by glamping businesses can vary 
depending on the geography, country, and culture 
where the business is located.

Methodology 
Research Design
A qualitative research method was preferred to 
examine in depth the opinions of people staying in 
glamping businesses through social media. Qualita-
tive research is a form of approach that examines 
every subject that falls within the scope of social and 
cultural phenomena and individuals’ experiences 
and thoughts (Toker, 2019). The common point of 
qualitative research is that it focuses on understan-
ding and meaning-making (Merriam, 2009). A phe-
nomenological design was preferred in this study. 
Phenomenology aims to create in-depth meaning 
with regard to lived experiences, in other words, to 
determine the essence of common experiences (Pat-
ton, 2018). Before starting this study, approval with 
protocol No. 232126 was obtained from the Anadolu 
University Social and Human Sciences Scientific Re-
search and Publication Ethics Committee.

Participants
In the research, the criterion sampling technique 
was first used to determine the participants of the 
interviews. With this technique, which is preferred 
because it allows the researcher to select suitable in-
dividuals according to predetermined criteria (Mer-
riam, 2009) to obtain the information he/she wants 
to obtain, individuals who have stayed at glamping 
establishments at least once through social media 
were included in the participant group. After reac-
hing the first five participants, the snowball sampling 
technique was applied to select new participants 
(Patton, 2018). In this way, the participants were as-
ked who else could be interviewed and information 
about the new participants was tried to be obtained. 
According to Creswell (2013), snowball sampling fo-
cuses on people and critical situations where rich 
data can be obtained and the universe can be rea-
ched by following these people and critical situati-

ons. A total of 25 participants were interviewed until 
data saturation and depth were reached, and then 
the data collection process was terminated (Patton, 
2018).

In this study, semi-structured interviews were condu-
cted with volunteer individuals who stayed at glam-
ping businesses at least once through social media. 
The semi-structured interview technique was prefer-
red in order to carry out the interviews with a certa-
in degree of consistency and to address all aspects 
of the research topic. In order to conduct the se-
mi-structured interviews, the seven-stage procedure 
suggested by Kvale (2007) was applied. These seven 
stages consisted of thematization, design, conduc-
ting the interview, transcription, analysis, verificati-
on, and reporting.

Data Collection Tool and Process - Interview 
Process
In order to determine the participants to be inter-
viewed, the volunteers were asked, ‘The name of 
the glamping business they have stayed in befo-
re’ and ‘Whether they used social media platforms 
when choosing this business’. After determining the 
participants to be interviewed according to these 
criteria, each of them was first contacted by phone, 
face-to-face or e-mail using their contact informati-
on. Before these interviews, the participants were in-
formed about glamping and social media. A signed 
voluntary participation form was delivered to the re-
searcher face-to-face or by way of e-mail before the 
interview.

The face-to-face and online (Zoom Platform) inter-
views were conducted with a total of twenty-five Tur-
kish people between 20 April and 25 May 2022. The 
interviews varied between seventeen minutes and 
twenty-five minutes on average. The face-to-face 
interviews were audio recorded and the online in-
terviews were video recorded with the permission 
of the participants. According to Maxwell (2018), in-
terview recordings should be listened to and notes 
should be taken before transcription. In this study, 
the interview recordings were listened to, notes 
were taken and transcriptions were carried out sepa-
rately. The individuals participating in the research 
were listed as P1, P2, P3... and the participants were 
given codes between P1 and P25.

Validity and Reliability of the Study
The unique structure of qualitative research has led 
to the emergence of new concepts instead of validity 
and reliability. The most frequently used of these are 
the principles under the roof of Lincoln and Guba’s 
(1985) concept of trustworthiness. These principles 
remain persistent in the literature. In qualitative rese-
arch, Creswell (2013) recommends applying at least 
two or more of these principles in order to test the 
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accuracy of the data. The researcher visited a few of 
the glamping businesses and spent time getting to 
know the application area personally. The data ob-
tained from the research were analyzed by two rese-
archers who are experts in their fields and a consen-
sus was reached. For the draft interview questions, 
expert opinion was obtained from two academici-
ans, one of whom had previously conducted studies 
on glamping and the other who was an expert in 
qualitative research methods. The interviews with 
volunteer participants were recorded with a voice 
recorder and all the details were discussed before-
hand. These interviews were fully transcribed. In this 
study, the researcher conducted content analysis in 
a qualitative data analysis programme and determi-
ned codes and themes with this program in order 
to shorten the data analysis process and to facilitate 
the control of the data (Miles & Huberman, 2019). In 
this way, the credibility of the criterion was ensured. 
In the presentation of the research findings, direct 
quotations including the views of the participants 
were included and reminder notes were kept in the 
diary during the interviews, thereby ensuring the cri-
terion of transferability. The researcher was involved 
in the data collection phase and took notes. At the 
same time, all the authors were involved at all stages 
of the data collection and the data analysis process, 
and supervision was carried out. Therefore, consis-
tency was ensured. For the confirmability criterion, 
the data were read separately and coded by diffe-
rent coders without being influenced by their beliefs 
and prejudices. As a result, the researcher reduced 
the risk of bias.

Data Analysis
The content analysis method was used to analyze 
the research data. The most important feature of 
content analysis is that it is a technique based on 
numerical data that can summarize and compare 

the content of communication through the objecti-
ve and systematic application of classification rules 
(Kassarjian, 1977). The researcher created transcrip-
ts after the data collection process was completed. 
The transcribed interview texts were carefully read 
more than once by the researcher. In the analysis 
process, the researcher started with inductive analy-
sis but continued with deductive analysis when it was 
decided that Dwityas and Briandana’s (2017) ‘Social 
Media in the Travel Decision-Making Process Model’ 
was suitable for the research. With this model, the 
themes of the research emerged. After the readin-
gs, a code scheme was drawn by the researcher and 
coding was conducted. Categories were formed by 
combining the codes that were similar to each other 
and the themes were formed by combining catego-
ries. The data obtained in the study were examined 
by two researchers who are experts in their fields 
and a consensus was reached. Since the partici-
pants’ statements contained more than one code, 
the frequency of the codes was higher than the num-
ber of interviews. In the thematic analysis, there are 
three themes, ten categories and three hundred and 
eighty-eight codes.

Findings
Participant Profiles 
The data obtained from the interviews with the 
participants were analyzed by the content analysis 
method. The findings regarding the demographic 
characteristics of the participants are presented in 
Table 1. The interviews were conducted with a total 
of twenty-five people; sixteen women and nine men. 
It was determined that the ages of the participants 
ranged between twenty-two and forty-two years. 
The most common educational status was undergra-
duate, graduate and high school graduation, respe-
ctively. It was determined that the participants went 
on vacation at twice and at most ten times a year.

Table 1. Demographic characteristics of the participants

Partici-
pant  Age Gender Profession Educational Status

The avera-
ge number 
of trips per 

year

P1 33 Male Insurer Postgraduate 8

P2 27 Male Social media expert Postgraduate 2

P3 36 Male Academician Postgraduate 4

P4 34 Female Journalist Undergraduate 10 

P5 29 Male Academician Postgraduate 1

P6 25 Female Insurer Undergraduate 3

P7 25 Female Insurer Undergraduate 2

P8 26 Male Taxi driver High School 2

P9 42 Male Tourism High School 2
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The distribution of the participants according to 
occupational groups is as follows; academician, 
tourism, insurance, social media specialist, teacher, 
entrepreneur, engineer, security guard, photograp-
her, dietician, accountant, taxi driver, cabin officer 
and journalist. It was determined that the average 
daily time spent by the participants on social media 
was five and a half hours. The social media tools that 
the participants used the most were Instagram, Twit-

ter, YouTube, Facebook, LinkedIn and Tiktok. In this 
study, Dwityas and Briandana’s (2017) ‘Social Media 
in the Travel Decision-Making Process Model’ was 
used to determine the themes of the research. Th-
ree themes, namely ‘Pre-Trip, During Trip and Post 
Trip’, and ten categories related to these themes, as 
well as the codes that make up the categories, are 
given in Table 2.

P10 31 Female Dietitian Undergraduate 2

P11 24 Male Accountant Undergraduate 6

P12 22 Male Photographer High School 5 

P13 35 Female Cabin crew Undergraduate 6

P14 28 Female Teacher Undergraduate 1

P15 38 Female Teacher Undergraduate 1

P16 32 Female Tour Guide Undergraduate 2

P17 39 Female Engineer Postgraduate 2

P18 40 Female Tourism Undergraduate 3 

P19 27 Female Social media expert Undergraduate 2

P20 29 Female Security guard High School 2

P21 42 Female Academician Postgraduate 3

P18 42 Female Tourism Undergraduate 3 

P19 27 Female Social media expert Undergraduate 2

P20 29 Female Security guard High School 2

P21 42 Female Academician Postgraduate 3

P22 33 Female Academician Postgraduate 10

P23 31 Male Entrepreneur Undergraduate 10 

P24 27 Female Teacher Undergraduate 3

P25 31 Female Social media expert Undergraduate 4

P25 31 Female Social media expert Undergraduate 4

Table 2. The themes, categories and codes of the study 

Themes Categories  Codes
Number of 
frequen-

cies

PRE-TRIP
Awareness of The 

Concept of Glamping 
Being In

Nature 12

Luxury camping 11

Comfortable environment 11

Peaceful environment 8

Interacting with animals 5



133

İrem Ünal / Duygu Yetgin Akgün 

PRE-TRIP

Comments Conside-
red on Social Media 

Employee interest 12

Hygiene 12

Hotel and room architecture 9

Customer satisfaction 8

Location 6

Quality of food 6

Visuals Considered 
On Social Media

Physical structure of the rooms 20

The hotel's proximity to the sea 10

Luxury furniture 9

View 7

Glamping Reasons 
For Preferring

To spend time in nature 11

Being influenced by content on social media 10

Socially distanced vacation 9

Getting away from the crowds of the city 8

Price and performance ratio 5

Social Media Platfor-
ms Researched On

İnstagram                 25

Trip Advisor 10

Google comment 7

Facebook 2

Booking 2

DURING-TRIP

Service Promised on 
Social Media

Meeting Expectations 19

Misleading visuals 5

Poor quality service delivery 4

Disrespect for nature 2

Transfer Of Experien-
ce Feeling

Peaceful and calm 14

The feeling of being free 5

Being with animals 2

Clean and comfortable environment 2

Campfire 2

POST-TRIP

Emotions Experienced 
After Vacation

Satisfaction 12

Willingness to go again 9

Influencing others to leave 6

Recommend to people 5

Post vacation expe-
rience

Sharing 19

Non-sharing 5

The Subject Of Sha-
red Images

Architectural structure of the room 15

View 11

Animals 11

Total Frequencies 383
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According to Table 2, the themes of the study are 
listed as Pre-Trip (235), Post-Trip (93) and During-Trip 
(55) according to the number of frequencies. The-
re are five categories under the Pre-Trip theme, two 
categories under the During-Trip theme and three 
categories under the Post-Trip theme.

Findings Related to the ‘Pre-Trip’ Theme
At the Pre-Trip stage, tourists plan the process be-
fore traveling. This stage consists of realizing the 
need for a vacation, searching for information, and 
reviewing accommodation options. Tourists can le-
arn from the experiences of other tourists through 
various social media platforms (Dwityas & Brianda-
na, 2017). Tourists share their experiences regarding 
the tourist products and services they benefit from 
on social media platforms, allowing others to have 
an opinion and influencing their purchasing behavi-
or (Eryılmaz & Şengül, 2016). 

In the pre-trip theme, to make the process unders-
tandable, the participants were asked questions 
regarding (1) the information they obtained about 
glamping businesses; (2) the reasons for preferring 
glamping businesses; (3) the social media tools they 
used to prefer these businesses; and (4) the social 
media images and comments that influenced their 
decision-making. 

The category of ‘comments considered on social 
media’ indicates what information the participants 
want to learn. In this category, one of the most im-
portant factors affecting tourists’ decisions was iden-
tified as ‘Hygiene’. Regarding the hygiene code, P21 
stated that he had paid attention to the comments 
about the cleanliness of the rooms and the gene-
ral environment saying, “I wanted to learn whether 
the rooms and the general environment were safe 
and hygienic. Visitor comments affected me a lot.” 
Another code that was paid attention to in the com-
ments was ‘Interest of the employees’. In this regard, 
P6 said, “The comments I pay the most attention 
to are the service and interest of the employees. I 
wondered what their attitude towards our slightest 
request was. The comments about peaceful and 
smiling employees also influenced my choice.” Ot-
her interesting codes under this category are hotel 
and room architecture, customer satisfaction, loca-
tion and food quality. Sample statements related to 
these codes are given below:

“Since the quality and taste of the food is as impor-
tant to me as the architecture of the rooms of the 
glamping establishment where I will stay, I looked at 
the social media comments.” (P25)

“I especially read the comments about the location 
of the establishment.” (P14)

The category of ‘awareness of the concept of glam-
ping’ is intended to measure the level of knowled-
ge of the participants with regard to the concept of 

glamping. In this category, the fact that glamping 
businesses offered accommodation in nature was 
frequently included in the statements related to the 
code ‘being in nature’. P4 reveals her awareness sa-
ying, “When I think of glamping businesses, I think 
of luxury tents where I can stay in nature.” Another 
code obtained was ‘luxury camping’. P2 expressed 
this awareness saying, “I only knew that glamping 
is a more luxurious version of camping and that it is 
intertwined with nature.” In addition to these codes, 
codes such as ‘comfortable environment’, ‘peaceful 
environment’, and ‘intertwined with animals’ also 
stand out. Sample expressions related to these co-
des are as follows:

“While staying in nature, it saves the trouble of car-
rying equipment and we can easily meet our basic 
needs.” (P5) 

“It is impossible not to have a peaceful environment 
because it allows accommodation in nature.” (P16) 

“I know that there is a comfortable accommodation 
style with animals in a modern luxury campground.” 
(P23)

The category of ‘attention-grabbing visuals on soci-
al media’ aims to determine which types of visuals 
attracted the attention of the participants. Partici-
pant comments differ from each other. In the ima-
ges that the participants examined with regard to 
the glamping establishments where they would stay, 
various accommodation types such as glass lanter-
ns, wooden houses and bungalows were evaluated 
under the code ‘physical structure of the rooms’. 
Regarding this code, P9 emphasized that the archi-
tectural photographs of the room were decisive in 
choosing the establishment saying, “I was curious 
about the architecture of the room where I would 
stay. I was more impressed by the fact that the room 
was shaped like a transparent geodesic dome tent 
in the photographs.” Other visuals regarding the 
establishment were evaluated under the codes of 
the hotel’s proximity to the sea, luxury furniture and 
view. Sample expressions related to these codes are 
given below:

“One of the points I paid attention to in the photog-
raph was whether the hotel was close to the sea due 
to its location.” (P5) 

“I was impressed by the white fan-shaped dome 
tents and the hammock in front of the room with a 
fireplace, stove and bathtub.” (P18) 

“Since I am a nature lover, the view was very impor-
tant. I had looked at the view of the hotel on social 
media before I went.” (P23)

The category of social media platforms researched 
is related to the channels through which information 
concerning the business is gathered. It is noteworthy 
that all the participants used Instagram to search for 
information. The prominent codes of this category 
are Instagram (25), TripAdvisor (10), Google Reviews 
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(7), Booking (2) and Facebook (2). Sample expressi-
ons for these codes are as follows:  

“First, I got information from Instagram by looking 
at location information, people who went, what kind 
of environment it was and general comments.” (P2) 

“Before entering every business, I examine both the 
photos and comments on TripAdvisor. I try to look at 
the best reviews and the worst reviews.” (P20) 

“After searching the words Izmir Glamping on Go-
ogle, I looked at the reviews of the businesses that 
came up.” (P24) 

“I did a general research about the hotel thanks to 
Booking.” (P9) 

“Apart from Instagram, I followed them on Facebo-
ok. I found new glamping businesses through social 
media and I will go to them this year.” (P4)

The reasons for the preference category indicates 
the reasons for which the participants prefer the 
glamping establishment they want to go to. In this 
category, the participants’ desire to be in nature and 
to be intertwined with nature was evaluated under 
the code ‘spending time in nature’. P12 stated the 
reason for choosing a glamping business saying, “I 
preferred it because it is completely intertwined with 
nature.” Another code is ‘being influenced by the 
content on social media’. P1 supports this by saying, 
“I am influenced by the remarkable advertisements, 
photos, and videos about the glamping business.”

Other codes obtained are; having a socially distan-
ced vacation, getting away from the crowds of the 
city, and the price and performance ratio. Sample 
expressions for these codes are given below:  

“There is a site called Small Hotel on the social me-
dia. I found the glamping business from that site.” 
(P21) 

“In my research, I paid attention to the fact that the 
bungalows were comfortable and the bungalows 
were far from each other, and that is why I chose the 
establishment I went to.” (P20) 

“The main reason for choosing this type of business 
was that I wanted to get away from everything.” (P15) 

“The price was attractive compared to the service 
and it was a different concept.” (P16)

Findings Related to the ‘During Trip’ 
Theme
The during-trip stage is defined as the experience of 
the tourist. This stage includes experiences such as 
accommodation, transportation, food, beverages, 
products and services such as cultural centers, enter-
tainment centers, and cultural activities during the 
holiday (Dwityas & Briandana, 2017). Under the the-
me of the during-trip, the categories of the service 
promised before the stay in the glamping business 
and the transfer of the experience were obtained. 

The service promised on the social media category 
aims to measure the consistency between the servi-
ce received and the service realized. The prominent 
code in this category was ‘meeting expectations’. 
Regarding this code, the majority of the partici-
pants stated that there was no difference between 
the service they received from glamping businesses 
and the actual service. P16’s statement, “There was 
no difference, it was exactly as we expected” sup-
ports this.  In the statements evaluated under the 
code ‘misleading visuals’, it was determined that the 
glamping business looked different from the pho-
tos and videos on social media. P5 expressed this 
situation as, “The glamping establishment I went 
to looked much better on social media.” The fact 
that the establishment was not clean, there was no 
contact person when problems arose, and the poor 
quality of the services provided in the establishment 
were evaluated under the code ‘poor quality service 
provision’. Another code is ‘Disrespect for nature’. 
Sample expressions related to these codes are gi-
ven below: 

“They are far from the service understanding I ex-
pected. The services were quite simple and of poor 
quality.” (P17) 

“I saw a group throwing cigarette butts on the 
ground at the hotel. They have no respect for natu-
re.” (P3)

The category of transfer of the lived experience is 
aimed at determining the experience of the parti-
cipants during their stay in the glamping business. 
Under this category, the ability of tourists to rest du-
ring the holiday and the quiet and calm nature of 
the establishment were frequently included in the 
statements related to the code ‘Feeling peaceful 
and calm’. P10 supported this code with the state-
ments, “It was nice to be close to the sea, to sleep 
with the sound of waves and to wake up with the 
sound of waves, it was very peaceful.” Another code 
is the ‘feeling of being free.”. P14 described this as, 
“I felt free to do anything.” Other experiences were 
evaluated under the codes ‘being with animals’, 
‘clean and comfortable environment’ and ‘campfi-
re’.  Sample expressions related to these codes are 
as follows:

“One of the most enjoyable experiences I had was 
gathering around the campfire. It is a very friendly 
environment.” (P13)

“It was an incredible feeling to spend time with the 
animals during my vacation, it was blissful, they were 
so well taken care of here and so used to people 
that they never ran away. They added color to my 
holiday experience.” (P12)

“After the pandemic, I started to pay more attention 
to hygiene conditions. During my stay at the hotel, 
from the food to the general environment, everyt-
hing was clean and comfortable.” (P24)
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Findings Related to the ‘Post-Trip’ Theme
The post-trip stage is the stage where touristic ac-
tivities are completed. This stage includes tourists 
sharing their videos and photos about their expe-
riences on social media platforms after their trips 
and their level of satisfaction with their trips (Dwityas 
& Briandana, 2017; Cheng et al., 2022). 

The category of the subject of the shared images 
refers to the content of the images shared by the 
participants on their social media accounts after the-
ir trips. In this category, the code ‘The architectural 
structure of the room’ stood out. P8 mentioned the 
interestingly designed rooms of the glamping es-
tablishment saying, “I shared the transparent geo-
desic dome tent design of the room I stayed in on 
my social media.” Other codes are ‘Animals’ and 
‘Landscape’ photos. Sample expressions related to 
these codes are given below:

“I shared the cute little squirrel, the mascot of the 
glamping business, who did not leave my side du-
ring my vacation.” (P6)

“I added unique nature views to my social media.” 
(P1)

The category of emotions experienced after the 
vacation is related to measuring the satisfaction of 
the participants regarding the business and whet-
her they intend to purchase the business again. The 
most repeated code in this category was ‘satisfacti-
on’. P17 expressed her satisfaction saying, “Staying 
at this glamping establishment was generally satis-
fying.” P1’s statement, “I am trying to arrange both 
the work environment and the friend environment so 
that I can go again” is an example of the code ‘desi-
re to go again’. Other important codes are ‘influen-
cing others to go’ and ‘recommending to people’. 
Sample statements related to these codes are given 
below:

“My circle of friends were influenced by me and 
went to the hotel where I stayed.” (P13) 

“It is an environment where they can experience 
luxury and camp life together. Therefore, I can re-
commend it to them.” (P5) 

The post-vacation experience-sharing category fo-
cuses on whether the participants shared their ex-
periences in the glamping business. It was observed 
that the majority of the participants in the study sha-
red their experiences on social media. In the state-
ments related to the ‘not sharing’ code, the parti-
cipants stated that they generally did not share on 
social media.

Discussion
The research findings would offer an overview of 
how glamping tourism consumers perceive, utilize, 
and process user-generated content on social me-
dia throughout the travel planning process. The par-

ticipants in the study stated that the definition they 
know most about the concept of glamping is luxury 
camping operating in nature. The recent popularity 
of the concept of glamping is because it operates 
in nature and has a luxurious and comfortable en-
vironment. The other definitions of glamping are 
comfortable environment, peaceful environment 
and intertwined with animals. In a study conducted 
by Güvenol & Kömürcü Sarıbaş (2022), tourists as-
sociated the concept of glamping with the words 
comfort, located in nature, accessible to basic ne-
eds, luxury, different from traditional camping, and 
calm, respectively. It is partially similar to this study.

According to the Digital 2022 Global Outlook Re-
port, the daily time spent on social media in Turkiye 
is two hours and fifty-nine minutes. The most used 
social media platforms in Turkiye are Instagram, 
Facebook and Twitter, respectively. In this study, it 
was determined that the average time spent by the 
participants on social media was between one and 
ten hours and the most used social media platforms 
were Instagram, Twitter, YouTube, Facebook, Linke-
dIn and Tiktok. Dogra & Karri (2020) found that tou-
rists mostly use social media platforms of Tripadvisor 
and Facebook to get information regarding India.

It was concluded that the most effective reason for 
tourists to prefer glamping is that the businesses 
operate in nature. Filipe et al., (2018) found that the 
most important reason for choosing glamping was 
direct contact with nature. It was concluded that ot-
her important reasons for choosing glamping are re-
lated to social media content, wanting to have a so-
cially distanced vacation, wanting to get away from 
the crowds of the city, and the price and performan-
ce ratio. This result is similar to other studies in the 
literature (Olcay & Turhan, 2017; Brochado & Pereira, 
2017; Göktaş et al., 2017; Liberato et al., 2020; Craig 
& Karabaş, 2021; Düzgün, 2021; Meriç et al., 2021; 
Karadeniz & Özkan, 2022; Lu et al., 2022).

The participants in the study stated that they paid 
attention to the comments on social media while 
planning the glamping business they wanted to stay 
in at the pre-trip phase. The participants stated that 
they attached more importance to comments re-
garding hygiene and employee interest. According 
to Ulrich et al. (1991), the reason why the interest of 
the employees is taken into consideration so much 
is because the service provider has a big role in the 
tourist’s experience. In a study by Gerenaz & Yetgin 
(2021), it was found that there were many detailed 
user comments concerning the cleanliness of the 
hotel. Other noteworthy comments included hotel 
and room architecture, customer satisfaction, loca-
tion and food quality. In a study by Yetgin Akgün 
& Ünal (2021), it was determined that tourists have 
expectations regarding glamping accommodation 
architecture, friendly and caring employees, the be-
auty of nature and the scenery, and the taste of the 
food. This is similar to this study.



137

İrem Ünal / Duygu Yetgin Akgün 

Bizirgianni & Dionysopoulou (2013) concluded that 
young tourists are influenced by photos and videos 
shared for informational purposes on social media 
while making their trip decisions. It was determined 
that the visuals that the tourists in the study paid at-
tention to on social media consisted of the physical 
structure of the rooms, the hotel’s proximity to the 
sea, luxury furniture and the view, respectively. Gig-
lio et al. (2020), in their study on luxury hotels, show 
similarities with the result that the visuals that tou-
rists pay attention to most is the physical structure 
of the room. The participants stated that the diffe-
rence between the service they received and the ac-
tual service was related to misleading visuals, poor 
quality service, and disrespect towards nature. This 
is similar to the study of Aşıroğlu & Çuhadar (2021). 
During their trips, the participants expressed their 
experiences as feeling peaceful and calm, feeling 
free, spending time with animals, being in a clean 
and comfortable environment, and chatting around 
the fire. A study by Yetgin Akgün & Ünal (2021) is 
similar to the sub-codes in the lived experience and 
luxury furniture categories.

Individuals share their experiences their post-trips 
on social media and therefore affect the opinions of 
their surroundings regarding traveling to a great ex-
tent (Aşıroğlu & Çuhadar, 2021). As a result, tourists 
can also lead to the emergence of a new travel trend 
by communicating their trips to large masses throu-
gh social media (Doğan et al., 2018). In this study, 
the participants stated that they shared their post-
trip experiences on social media. Likewise, Lu et al 
(2021) found that almost all of the people they inter-
viewed within the scope of their study were willing 
to share photos of their glamping holidays on social 
media platforms. Another result of the research is 
that the images shared concerning glamping estab-
lishments are related to the architectural structure of 
the room, landscape and animals. 

It was determined that the participants had high sa-
tisfaction levels with glamping establishments post-
trip. It can be seen that this overlaps with similar re-
search results in the literature (Aymankuy et al., 2012; 
Olcay & Turhan, 2017; Yetgin Akgün & Ünal, 2021). 
The other emotions experienced by the participants 
after their holidays are listed as the desire to go aga-
in, being effective for someone else to go and re-
commending it to people. The result of the guests’ 
desire to go again is similar to the result of Brochado 
& Pereira’s (2017) study on glamping experiences.

Conclusion
The idea of revealing the effect/determinant of so-
cial media on the travel decision-making process for 
glamping businesses constituted the starting point 
of this study. Businesses that realise the advanta-
ges of social media channels increase brand aware-
ness and direct consumers to purchase using social 

media effectively. Marketing strategies in tourism 
should be flexible to adapt to ever-changing mar-
ket conditions and customer expectations. Tourism 
marketing strategies such as innovative approaches, 
target audience analysis, digital marketing, provi-
ding personalized services, organizing events pro-
moting local culture and effective use of technology 
are important in gaining competitive advantage. 
The combination of these strategies offers an effec-
tive way to both retain existing customers and reach 
new tourists.

In this qualitative research, semi-structured inter-
views were conducted with Turkish volunteer indi-
viduals who had stayed at glamping businesses at 
least once through social media. The data obtained 
at the end of the interviews were content analysed 
by a qualitative data analysis programme. In this 
study, Dwityas and Briandana’s (2017) ‘Social Media 
in the Travel Decision-Making Process’ was used to 
determine the themes of the research. The themes 
identified are; (1) Pre-Trip, (2) During-Trip, and (3) 
Post-Trip. (refer to Fig. 1)

Pre-trip is an important theme in terms of the subje-
ct of this research. Individuals conduct research th-
rough various websites and online platforms to learn 
information about a product or service they want to 
buy (Cheung & Lee, 2012). All the participants in the 
study indicated that they used Instagram the most 
to find information regarding the glamping business 
they wanted to visit. Instagram, Tripadvisor, Google 
Reviews, Booking, and Facebook were ranked ac-
cordingly.

As much as the comments are written about a pro-
duct or service before purchasing it, attention can 
also be paid to the images shared regarding that 
product or service. The participants emphasized 
that they paid particular attention to the physical 
structure of the glamping rooms. Luxury furniture in 
the room, the distance of the rooms to the sea, and 
the view were among the other interesting visuals. 
Individuals who want to engage in tourism activities 
act according to the information and thoughts they 
have acquired while choosing the hotel where they 
will stay (Cheung & Lee, 2012). 

One of the most important results of this study is 
that the participants have detailed information 
about glamping. Participants defined glamping as 
businesses operating in nature, offering a more luxu-
rious, comfortable, and peaceful environment than 
normal camps and allowing them to spend time with 
animals. The participants in this study stated that 
they prefer glamping establishments to spend time 
in nature. Other reasons for the preference of glam-
ping businesses are the posts of individuals and bu-
sinesses on social media platforms, the desire to go 
on a socially distanced holiday, to get away from the 
city, and the attractive amount paid according to the 
service received. In this context, glamping entrep-
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reneurs need to analyze the target audience well. 
It should not be ignored that those who prefer this 
type of accommodation prefer to have a conscious 
holiday in nature. In the study of Filipe et al (2018), 
the motivation source of glampers is direct contact 

with nature. Another source of motivation are the 
fact that the establishment is generally in a special 
and unique location.

Figure 1. The effect of social media on the travel decision-making process for glamping businesses.

Theoretical Implications
One of the most important results of this study is 
that tourists are influenced by social media when 
deciding to travel in a glamping business. Similarly, 
studies conducted in Turkiye, have determined that 
social media is effective on tourists’ travel decisi-
ons and that tourists use social media platforms to 
obtain information about tourism destinations and 
tourism facilities (Doğaner & Armağan, 2018; Doğan 
et al. 2018; Güzel & Öztürk, 2018; Demiral & Gelibo-
lu, 2019; Ünal & İpar, 2021). Xiang & Gretzel (2010) 
with American tourists, Bizirgianni & Dionysopoulou 
(2013) with Greek young tourists Li & Wu (2015) with 
Chinese tourists; Tao & Feng (2016) with British tou-
rists, Baqain & Othman, (2018) with Malaysian tou-
rists; Dogra & Karri (2020) with Indian tourists conc-
luded that social media affects the decision-making 
process in tourism. It can be said that in this case, 
different cultures but the same results are observed.

 According to Çiftçi (2016), social media also offers 
businesses, institutions, organizations, and other se-
ctors the opportunity and convenience of promoti-
on, sales, and marketing with a small budget. Thus, 
great opportunities are offered in terms of branding, 
image, and income. Innovation in tourism marketing 
through social media relies on new communicati-
on methods and technologies to achieve effective 
market positioning, enhance precision, and keep up 
with trends in the industry (Zheng, 2023).

Under the theme of the during trip, the service pro-

mised on social media and the transfer of the lived 
experience is included. When the data analyzed wit-
hin the research scope were examined, most partici-
pants stated that the service they received from the 
glamping business coincided with the service they 
formed in their minds through social media. This is 
a remarkable result of the research. Although most 
participants stated that the service they received 
met their expectations, some disagreed. Misleading 
visuals, low service quality, and the fact that both the 
operators and the individuals staying in the accom-
modation do not p The experiences they had during 
their stay in the glamping business are unique for 
each individual. The participants stated that they 
were able to rest in peace and feel calm because 
the glamping establishments were quiet and calm. 
Other experiences the participants had during the 
trip were feeling free, spending time with animals, 
being in a hygienic, comfortable environment, and 
chatting around the fire.

Under the post-trip theme, whether the experience 
is shared or not, the subject of the shared images 
and the emotions experienced after the holiday are 
included. Individuals engaged in tourism activities 
use social media to share their post-holiday expe-
riences (Erol & Hassan, 2014, p. 805). The participants 
in this study stated that they shared their post-ho-
liday experiences on their social media accounts. 
These images shared by the participants are rela-
ted to the architectural structure of the room. This 
is due to the luxurious and unique interior design of 
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glamping establishments. Other shared images are 
listed as the view of the hotel and the animals they 
spent time with during the holiday period. It was de-
termined that the participants in the research were 
satisfied with the glamping business they stayed in. 
Other emotions experienced after the holiday are 
listed as wanting to go back as soon as possible, be-
ing effective for others to go and recommending it 
to people. Tourism fairs are important events that 
bring together alternative tourism stakeholders with 
both the sector and the buyer, just like every branch 
of tourism. Businesses that want to be recognized 
in the sector and the target audience take a step 
towards branding by taking part in such events.

Practical Implications
The findings and discussions of this study are useful 
to industry practitioners and academic researchers 
interested in using social media. Individuals get in-
formation through various sites and online platforms 
before deciding about their holidays. According to 
Leung et all (2013) given the important role of social 
media in both travelers’ decision-making and tou-
rism operations and management, a wealth of rese-
arch on the application of social media in tourism 
and hospitality has been cataloged in peer-reviewed 
has been cataloged in journals.  As a result of this re-
search, it was determined that people benefit from 
social media sites in obtaining information concer-
ning the glamping business. By giving importance 
to social media marketing, businesses can both inc-
rease their sales revenue and save on marketing ex-
penditures. Positive feedback and shares on social 
media encourage other potential customers to pre-
fer the business. For this reason, glamping busines-
ses should actively use their social media accounts, 
share regular and attractive content, and respond to 
customer comments quickly and effectively. It would 
be beneficial to create locations that encourage 
tourists to capture and disseminate images that 
showcase the appealing and aesthetically pleasing 
aspects of glamping businesses in harmony with 
nature. These locations should be photographed 
using natural light and high-resolution professional 
images and videos should be shared. The analytical 
tools provided by social media platforms enable the 
observation of content that receives greater intera-
ction, the demographic characteristics of followers, 
and the hours of greatest activity. This data facilita-
tes the formulation of a strategic plan. Additionally, 
advertisements can be targeted to specific groups, 
such as those who appreciate nature, camping, or 
luxury holidays, to reach potential customers.

With marketing strategies such as campaigns and 
discounts, businesses can increase brand aware-
ness and reach a wider customer base. Glamping 
businesses can increase the number of followers by 
running a competition on social media and offering 

a free stay to the follower who shares the best glam-
ping photo. Offering special discounts or promotio-
nal codes only to social media followers can encou-
rage them to book.

Events and competitions to be organized by glam-
ping businesses on social media can also increase 
the interaction of users and strengthen their loyalty. 
Although it was determined that users mostly be-
nefit from Instagram as a result of this study, it can 
be recommended to focus on different social media 
platforms suitable for marketing strategies. Glam-
ping businesses can be recommended to work with 
professional social media experts to build a social 
identity suitable for their target audience. Since tou-
rists are influenced by the posts regarding glamping 
architecture they see on social media, operators can 
focus on such visuals. It should emphasize what is 
unique about the glamping business.

Glamping businesses are businesses that should res-
pect nature due to their structure (Yetgin Akgün & 
Ünal, 2021). To reach an environmentally conscious 
tourist, it is recommended that both individuals and 
businesses share posts that emphasize eco-friendly 
travel and low-carbon footprint holidays, indicating 
that they are sensitive to nature. One of the results 
of this study is that the images shared on social me-
dia can be misleading. Glamping businesses should 
reduce individuals’ possible feelings of insecurity by 
preferring realistic images in their posts. Providing 
quick and courteous answers to questions from po-
tential guests creates trust and increases the like-
lihood that customers will choose your business.

Social media posts and the comments of existing 
tourists who share their experiences significantly af-
fect potential tourists’ identification of alternatives 
and making purchasing decisions (Dwityas & Brian-
dana, 2017). In particular, comments on social me-
dia platforms such as Instagram and TripAdvisor can 
help glamping businesses identify the deficiencies 
and aspects that need improvement in the fastest 
way possible. In this respect, glamping businesses 
should pay attention to the comments made about 
them on their social media accounts and interact 
with existing and potential tourists by responding to 
these comments quickly.

Glamping accommodations offer luxurious nature 
experiences, aesthetically appealing environments, 
and unique activities, creating an atmosphere that is 
very suitable for sharing on social media (Sun & Hu-
ang, 2022). Guests tend to share these moments on 
their social media accounts as luxury tents, nature 
views, and unusual decorations offer visually striking 
content. In addition, activities and adventurous ex-
periences in nature make users want to immortalize 
their holiday memories and share them with others. 
Activities such as campfires and nature walks also 
increase the digital visibility of glamping by provi-
ding attractive content for social media. As a result, 
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those staying in glamping businesses can use soci-
al media more interactively and visually orientated 
compared to traditional hotel types. This is associa-
ted with their tendency to both emphasize their per-
sonal experiences and to foreground values such as 
environmental awareness and sustainable tourism. 

Limitations and future research
 This study, which aims to determine the effect of 
social media in the travel decision-making process 
for glamping establishments, contributes to the lite-
rature. One of the limitations of the research is that 
interviews were conducted with individuals staying 
in glamping businesses through social media. In 
this context, the same study could be repeated by 
interviewing glamping operators in future studies. 
This future study could provide important insights 
for glamping professionals and entrepreneurs who 
want to understand the latest developments in the 
sector and the most effective strategies. Researc-
hers can focus on this research topic in the future. 
Interviews can be conducted with tourists who have 
been informed about glamping businesses through 
the travel agency and have decided to stay there. It 
would help to understand the full landscape of tra-
vel decision-making if the study were extended to 
include non-social media users.

Another limitation of this study is that the data were 
collected in a short period of approximately two 
months. It may be recommended to conduct long-
term studies in the future to observe the changes 
in the impact of social media on the travel decisi-
on-making process towards glamping businesses 
over time. Thus, deeper information about trends 
and changes in consumer behavior can be obtained. 
Another limitation of this study is that all volunteers 
participating were Turkish. Another suggestion is 
that the impact of social media on the travel deci-
sion-making process for glamping can be investiga-
ted in individuals from different cultures.  Different 
results can be obtained by providing a broader pers-
pective with comparative studies to be conducted in 
the future by considering cultural differences. Thus, 
a contribution can be made to the existing literatu-
re. A qualitative research method was used in this 
study. To provide a more comprehensive analysis of 
the effects of social media on travel decisions, the 
use of mixed-method approaches combining quali-
tative and quantitative data may be recommended 
for future research. 
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Abstract 
This study focuses on consumers’ attitudes and be-
havioral intentions when choosing environmental-
ly friendly restaurants with green kitchen practices 
(GKP). This is an under-researched area despite the 
growing green movement. This framework aims to 
obtain information about consumers’ attitudes and 
understand whether attitudes, subjective norms, 
and perceived behavioral control impact individu-
als’ intention to choose a restaurant. In this context, 
the studies in the literature were investigated, and 
a research model was proposed. Face-to-face and 
online survey methods were applied to measure the 
perceptions of the variables in the research model. 
The research sample consists of 428 participants re-
siding in Istanbul, Izmir and Bursa, where GKP are 
intense. The data obtained from the research were 
analyzed using structural equation modeling. As a 
result of the analysis, the model proposed in the 
study was accepted, and the proposed hypotheses 
were supported. As a result of the research, in line 
with the Theory of Planned Behaviour (TPB), it was 
found that attitude towards behavior (ATB), subje-
ctive norm (SN), and perceived behavioral control 
(PBC) have statistically significant and positive effe-
cts on restaurant choice intention. In line with this 
result, the outputs reached will contribute to acade-
mia and the sector.

Keywords: Green Restaurant, Green Kitchen Pra-
ctices, Sustainability, Green Awareness, Theory of 
Planned Behaviour.  
JEL Codes: L83,Q01,Q56,D12

Özet
Bu çalışma, çevre dostu restoranları seçerken tüke-
ticilerin tutumları ve davranışsal niyetlerine odaklan-
maktadır. Yeşil mutfak uygulamaları olan restoranlar 
konusundaki bu yaklaşım, büyüyen yeşil hareketine 
rağmen az araştırılmış bir alandır. Bu çalışma, tü-
keticilerin tutumları hakkında bilgi edinmeyi ve tu-
tumların, öznel normların ve algılanan davranışsal 
kontrolün bireylerin restoran seçme niyeti üzerindeki 
etkilerini anlamayı amaçlamaktadır. Bu bağlamda, 
literatürdeki çalışmalar incelenmiş ve bir araştırma 
modeli önerilmiştir. Araştırma modelindeki değiş-
kenlerin algılarını ölçmek için yüz yüze ve çevrimiçi 
anket yöntemleri uygulanmıştır. Araştırmanın örnek-
lemi, yeşil mutfak uygulamalarının yoğun olduğu İs-
tanbul, İzmir ve Bursa’da ikamet eden 428 katılımcı-
dan oluşmaktadır. Araştırmadan elde edilen veriler, 
yapısal eşitlik modellemesi kullanılarak analiz edil-
miştir. Analiz sonucunda çalışmada önerilen model 
kabul edilmiş ve önerilen hipotezler desteklenmiştir. 
Araştırma sonucunda, Planlanmış Davranış Teorisi 
doğrultusunda, davranışa yönelik tutum, öznel norm 
ve algılanan davranışsal kontrolün, restoran seçme 
niyeti üzerinde istatistiksel olarak anlamlı ve olumlu 
etkilerinin olduğu bulunmuştur. Bu sonuç doğrultu-
sunda, elde edilen bulgular akademiye ve sektöre 
katkı sağlayacaktır.

Anahtar Kelimeler: Yeşil Restoran, Yeşil Mutfak Uy-
gulamaları, Sürdürülebilirlik, Yeşil Farkındalık, Plan-
lanmış Davranış Teorisi.
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Introduction  
With the environmental problems emerging with in-
dustrialization, many businesses must develop prac-
tices to minimize environmental damage and adopt 
strategic methods. Sustainable development tools 
and the concept of sustainability, set by the United 
Nations in 2016 to protect the world and ensure 
everyone lives in prosperity, are frequently discus-
sed. With the concept of sustainability, environmen-
tal awareness is gaining importance at the social le-
vel. Individuals in society support this awareness by 
using environmentally friendly products. Businesses 
that operate in the field of food and beverage and 
have recently attracted the attention of conscious 
consumers are characterized as green restaurants 
(Yong, Chua, Fakfare, & Han, 2024). Restaurants with 
GKP use local and organic products and pioneer 
practices such as energy and water efficiency, waste 
management and environmentally friendly packa-
ging. In this context, green restaurants in the litera-
ture mean ‘minimizing the environmental damage of 
food service businesses’ (Ki‐raz, 2023).

In the literature, many studies have emphasized 
how important sustainability is in restaurant prefe-
rences with the increasing sensitivity of consumers 
to the environment (Apak & Gürbüz, 2022). As an 
indicator of sustainability in food and beverage es-
tablishments, the effect of green kitchen practices 
on individuals’ restaurant preference intention is inc-
reasing (Eren, Uslu, & Aydın, 2023). Doszhanov and 
Ahmad (2015) found that environmentally conscious 
or green practices increasingly influence consumer 
behavior. They pay attention to this when choosing 
the restaurants where they want to eat. Aishwarya, 
Divya, Abinaya, and Rajakrishan (2023) reported in 
their research that consumers are willing and aware 
of GKP and that consumers who go green are thus 
considering sustainable development. The concept 
of “sustainable development” was defined for the 
first time in the Brundtland Report prepared by the 
World Commission on Environment and Develop-
ment in 1987 as “development that meets the ne-
eds of today while taking into account the needs of 
future generations” (Tomislav, 2018). 

Although some studies have addressed consumers’ 
sensitivity to green kitchen practices, there needs to 
be a more in-depth analysis of whether GKP affe-
cts attitudes, subjective norms, and PBC on restau-
rant preference intention. There is limited research 
on whether individuals’ adequate knowledge and 
awareness levels, especially about Green kitchen 
practices, impact their preference intentions. Whi-
le some studies have reported that individuals are 
willing to pay more to buy green, studies on econo-
mic sustainability are limited. Some studies focus on 
short-term intentions and behaviors of individuals 
regarding environmentally friendly restaurant pre-
ferences. This field does not examine the effects of 

long-term preference intentions on sustainability. 

It is thought that the empirical application of the 
study will contribute to raising awareness about 
the impact of businesses’ green kitchen practices 
on consumers’ behavioral intentions. In addition, 
the findings and suggestions to be presented will 
be able to guide researchers, managers and policy 
makers working on the subject. The purpose of this 
study is to reveal consumers’ intention to choose 
restaurants with GKP and consumers’ intention to 
choose green restaurants within the scope of the Aj-
zen model, the TPB. For this purpose, the quantita-
tive research method was utilized. As a result of the 
research, it is understood that consumer intention to 
prefer restaurants with environmentally friendly gre-
en practices is positive.

Conceptual Framework
Green Restaurant and Practices
Climate change is considered a global problem, a 
multidimensional crisis that causes environmental, 
economic, and social effects. In order to reduce the-
se effects, countries are trying to take new measures 
with a new agreement after the Kyoto Protocol. In 
combating climate change, the Paris Agreement has 
established a framework to determine implementa-
tion procedures regarding national contributions, 
mitigation, adaptation, loss/damage, financing, te-
chnology development and transfer, capacity buil-
ding, transparency, and situation assessment (mfa.
gov.tr). While many sectors are taking precautions 
against carbon emissions, the food and beverage 
sector must also take its share of responsibility for 
environmental destruction. One of the areas whe-
re measures need to be taken within the industry is 
food waste. Ncube et al. (2021) found that food and 
beverage activities are one of the areas where waste 
generation problems are most common. 

On average, 10 million people die of hunger in the 
world every year, while 1.3 billion tons of food goes 
to waste. Considering that 1.5 tons of bread goes to 
waste every day in Turkey, it becomes clearer how 
serious the waste is (tarimtv.gov.tr). Not only domes-
tic consumers are responsible for this waste, but also 
the food and beverage sector. Therefore, to reduce 
the amount of waste in the food and beverage se-
ctor, transform waste, ensure energy efficiency and 
provide a conscious consumption approach, Turkey 
and Boğaziçi University - World Wildlife Fund (WWF) 
initiated the “Green Generation Restaurant Move-
ment” (Akay, 2022). Many practices of restaurants, 
from waste management to energy use, from sustai-
nable furniture to building materials, from water use 
to organic food use, are included in this movement.

Davies and Konisky (2000) argue that the environ-
mental impact of the food and beverage service in-
dustry takes three different forms. These are;
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- Direct Impacts (solid waste consumption, gas ab-
sorption, energy consumption, food safety, refrige-
rants, water emissions)

- Upper Environmental Impacts (pesticides, air pol-
lution)

- Sub-Environmental Impacts (use of bags, use of 
disposable plates)

From this point of view, green restaurants are food 
and beverage businesses that serve with environ-
mentally friendly practices and have a structure fo-
cused on sustainability principles (Kurnaz & Özdo-
ğan, 2018). These restaurants must be ecologically 
sensitive regarding using local and organic produ-
cts, energy efficiency, recycling, and waste reducti-
on. They should also strive to reduce their carbon fo-
otprint, conserve natural resources, and save water. 
While countries in different parts of the world have 
successful examples of green kitchen practices, va-
rious researchers have examined these businesses.

Dutta, Umashankar, Choi, and Parsa (2008), in their 
study on consumers’ orientation towards restaurants 
with green practices in India and the United States, 
investigated the attitudes and behavioral intentions 
of individuals and concluded that environmental-
ly friendly individuals prefer restaurants with green 
practices, while health-conscious individuals in the 
USA prefer restaurants with organic, local and he-
althy food and beverages and green practices.  In 
another study conducted in the USA, it was reported 
that health issues are among the problems that he-
alth-conscious customers consider when choosing a 
green restaurant (Dewald, Bruin, & Jang, 2013).

Schubert, Kandampully, Solnet and Kralj (2010) in-
vestigated the attitudes of consumers towards res-
taurants with GKP in the USA and reported that cus-
tomers who care about green prefer restaurants with 
environmentally friendly and green practices, even 
if the cost of eating and drinking is high. Dewald et 
al. (2013) investigated the attitudes of US consumers 
towards green restaurants. They found that 70% of 
the participants were willing to pay more for green 
foods accepted as environmentally friendly produ-
cts. Sarmiento and El Hanandeh (2018) conducted 
a study in Australia to determine consumers’ per-
ceptions of environmentally sustainable restaurants. 
They found that customers prefer green restaurants 
and are willing to pay a high cost to receive green 
services.

Aishwarya et al. (2023) stated that factors such as 
climate change, waste management problems, 
water scarcity, decrease in biodiversity and stress, 
along with the increase in carbon in the atmosphere 
that emerged after the 2000s, gradually affect our 
lives, analyzed the attitudes of consumers towards 
the adoption of GKP in their study and found that 
consumers who are aware of climate changes tend 
towards Green Kitchen Practices.

Oğuz and Sever (2023) investigated customers’ en-

vironmental attitudes, behaviors, and sensitivities 
with high ecological awareness of their intention to 
choose a green kitchen. They concluded that they 
positively affect consumers’ preference for green 
businesses.

These studies highlight several essential findings on 
consumers’ attitudes, behaviour, satisfaction, loyalty 
and willingness to pay. Research in the literature re-
veals how much consumers value environmentally 
friendly restaurant practices. In this context, studies 
show that individuals are more likely to prefer bu-
sinesses that prioritize green initiatives and use en-
vironmentally safe products. Furthermore, research 
shows that green practices can positively influence 
customer reviews and loyalty.

In their study, Eren et al. (2023) tested the hypothe-
ses they formed by proposing a model regarding 
customers’ intention to revisit green image and ser-
vice quality. As a result of the research, they reported 
that the service quality perceived by customers can 
significantly influence the perceived green image of 
a restaurant by its customers. In this study, it is fore-
seen that more research is needed using the deter-
minants of intentions in the TPB developed by Ajzen 
(1991), namely attitude towards behavior (ATP), SN 
and perceived behavioral control, to determine and 
understand the effect of GKP on restaurant choice 
intention, which has recently become an increasing-
ly important research topic.

Theory of Planned Behavior (TPB)
Consumer decision-making processes have been 
the subject of many studies. The theory of planned 
behavior is an alternative approach to understan-
ding the consumer decision-making process. PDT 
was developed by Ajzen (1991) to predict and expla-
in consumer behavior. This theory examines not only 
the will control of individuals but also the will control 
outside of them while explaining their behavior. Per-
sonal intention provides the most obvious predicti-
on of the behavior to be performed (Ajzen, 1991).

ATB is the individual’s experiences due to the acti-
ons they have performed. In other words, it is the 
positive or negative evaluation of behavior (Ajzen, 
1991). Many studies have reported that individuals’ 
attitudes and behaviors towards businesses with en-
vironmentally friendly practices are positive (Dutta 
et al., 2008; Eren et al., 2023; Schubert et al., 2010; 
Han & Kim, 2010). Some studies have reported that 
consumers are ready to pay high costs for green ser-
vices (Dewald et al., 2013; Sarmiento & El Hanandeh, 
2018). In this context, the intention to choose a res-
taurant with GKP will be higher if the individual has 
a positive attitude towards environmentally friendly 
businesses. Therefore, the following hypothesis was 
developed to determine the attitude of environ-
mentally friendly individuals to support or not sup-
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port GKP when choosing a restaurant.

H1: Individuals’ attitudes towards GKP positively af-
fect restaurant choice intention.

The SN refers to the social compulsion for an indi-
vidual to act. In other words, it relates to the expec-
tation or subjective probability that the individual or 
group (family, spouse, friend, colleague, doctor, or 
manager) that the individual refers to will approve or 
disapprove of the behavior. Many studies argue that 
perceived social influence can replace the SN in the 
context of pressures from society rather than from 
valued individuals (Bissonnette & Contento, 2001). 
A study conducted in Taiwan reported that social 
influence did not have a positive effect on behavi-
oral intention (BI) (Chou, Chen, & Wang, 2012). On 
the contrary, Han and Kim (2010), as a result of their 
research on the formation of customers’ intention to 
revisit a hotel with green practices, revealed that SN 
has an effect. In other words, it is associated with 
social pressure for the individual to revisit the hotel. 
Therefore, the following hypothesis was developed 
to determine whether social pressure exists to reali-
ze the intention to support green kitchen practices.

H2: Individuals’ subjective norms about supporting 
green cuisine practices positively affect restaurant 
choice intention.

PBC is a vital part of the TPB. PBC is assumed to 
moderate the effect of attitude and SN on intenti-
on, while actual behavioral control is considered to 
moderate the impact of intention on action (Ajzen, 
2020). To the extent that individuals have control 
over the performance of the behavior, they are ex-
pected to be able to act in line with their intentions. 
When there is insufficient information about actual 
behavioral control, PBC can help predict behavior 
in the belief that it accurately reflects actual control.

Some research has shown that the adoption of green 
practices in restaurants can have a positive impact 
on customer evaluation and loyalty. For example, in 
a study conducted in Taiwan that combines the TPB 
with the theory of innovation adoption, attitude and 
PBC were found to positively affect the adoption of 
green practices (Chou et al., 2012). On the contrary, 
Kargiglioğlu (2020) reported that PBC has no effect 
on destination and revisit intention as a result of the 
research on the destination and revisit intention for 
street flavors in the context of the TPB. Therefore, 
the following hypothesis was developed to unders-
tand the perception of how much control they have 
in supporting green kitchen practices.

H3: Individuals’ PBC to support green cuisine prac-
tices affects restaurant choice intention.

3. Method
The study evaluated the effectiveness of attitude 
towards behaviour (ATB), Subjective Norm (SN) and 
Perceived Behavioral Control (PBC) on individuals’ 

intention to choose a restaurant with Green Kitchen 
Practices. In this context, the model of the study is 
shown in Figure 1.

Figure 1. Study model

A questionnaire was prepared for the study, and the 
data were obtained online via Google Forms. The 
ethics committee permission required to get the 
data in this study was obtained with the decision of 
Kastamonu University Social and Human Sciences 
Scientific Research and Publication Ethics Board da-
ted 07.02.2024 and numbered 2/20. The study po-
pulation consisted of individuals living in Istanbul, 
İzmir and Bursa. These three provinces are three of 
the four provinces with the highest population den-
sity in Türkiye. In addition, Istanbul is the province 
that hosts the most tourists in Türkiye. In addition, 
studies on green restaurants are concentrated in Is-
tanbul (Keşkekçi & Gençer, 2023; Yazıcıoğlu & Aydın, 
2018; Kurnaz & Özdoğan, 2018). These three provin-
ces, which are geographically close to each other, 
constitute 40.5% of Türkiye’s gross national product 
(tuik.gov.tr). In the study, convenience sampling, one 
of the non-probability-based sampling methods, 
was preferred. Convenience sampling is based on 
the principle that everyone who voluntarily responds 
to the questionnaire is included in the sample (Ural 
& Kılıç, 2005). In this context, the questionnaire pre-
pared through Google Forms was applied to 428 
volunteer participants.

The questions in the questionnaire were prepared 
in consultation with academicians who are food and 
beverage management experts. The scale used in 
the questionnaire is the Planned Behaviour Theory 
scale used in Kargiglioğlu’s (2019) doctoral disserta-
tion titled “The Effect of Street Flavours on Desti-
nation Choice and Revisit Intention in the Context 
of Planned Behaviour Theory: The Case of Istanbul 
Province”, the TPB scale used in his doctoral thesis 
was applied to the study. The scale comprises four 
sub-dimensions: ATB, SN, PBC and BI.

The first part of the questionnaire consists of 17 
statements and the second part consists of 6 state-
ments, totalling 23. Participants evaluated the state-
ments in the questionnaire form, including ATB, SN, 
PBC and BI, using a 5-point Likert scale. The second 
part of the questionnaire includes demographic qu-
estions regarding the participants’ characteristics.

The data obtained were uploaded to an Excel sprea-
dsheet via Google Forms and then coded and trans-

Attitude Towards 
Behavior

Perceived Behavioral 
Control

Subjective Norm Emotional Eating

H1

H2

H3
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ferred to the IBM SPSS Statistics 23 application. First, 
reliability analysis and results of the questions in the 
scale used in the research were obtained. Cronba-
ch’s Alpha coefficients of ATB, SN, PBC and BI were 
calculated separately. Accordingly, ATB 0.970, SN 
0.939, BI 0.968, and PBC 0.877 were obtained. Since 
Cronbach’s Alpha coefficients were more significant 
than 0.8, it was concluded that the data test was hi-
ghly reliable (Nunnaly, 1978; Anderson & Gerbing, 
1988; Hair, Black, Babin, Anderson &Tatham, 1998).  

To evaluate the suitability of the data collected wit-
hin the scope of the research for factor analysis, 
KMO and Barlett Sphericity Test were applied. Since 
the KMO value is above 0.60 (0.957), the data set is 
suitable for factor analysis (Table 1).

Table 1. KMO and Bartlett’s Test Results

To determine the validity and reliability of the scale 
used in the research. The factor loadings and the 
explained variance of the statements on the scale 
are shown in Table 2, and it is determined that the 
scale is reliable and valid.

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy

10536.629

Bartlett’s 
Test of 
Spheri-
city

Approx. Chi-Square 10536.629

Df 136

Sig. .000

Table 2. Factor Loadings and Explain the Variance of the items in the scale

ATB Dining in restaurants with green kitchen practices is extraordi-
nary.

.795

Variance Explained 

34.751

Reliability: .970

ATB Dining in restaurants with green culinary practices is spectacu-
lar.

.736

ATB It is fun to eat restaurants with green kitchen practices. .634

ATB It makes sense to eat in restaurants with green kitchen practi-
ces.

.813

ATB Dining in restaurants with green culinary practices is relaxing. .801

ATB Eating in restaurants with green kitchen practices is essential. .836

ATB It is helpful to eat in restaurants with green kitchen practices. .867

ATB It is good to eat in restaurants with green culinary practices. .847

SN Through its messaging, the media encourages me to eat in 
restaurants with green culinary practices.

.703

Variance Explained 

31.521

Reliability: .939

SN Most of the people who are dear to me expect me to eat in 
environmentally friendly restaurants

.855

SN Most people dear to me think I should prefer environmentally 
friendly restaurants.

.858

SN Most of the people who are dear to me prefer environmental-
ly sustainable restaurants.

.851

BI I intend to prefer environmentally friendly restaurants for 
dining soon.

.645 Variance Explained 

14.592

Reliability: .968

BI I plan to go to environmentally friendly restaurants to eat. .666

BI I prefer environmentally friendly restaurants, and I plan to 
make it happen.

.679

PBC If I want to choose environmentally friendly restaurants to eat 
in, nothing can stop me.

.675
Variance Explained 

7.153

Reliability: .970
PBC It is entirely up to me to choose environmentally sustainable 

restaurants.
.783

ATB: Attitude Towards Behaviour   SN: Subjective Norm   PBC: Perceived Behavioural Control   BI: Behavioural 
Intention
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Findings
The demographic characteristics of the participants are presented in Table 3.

Table 3. Demographic Findings

N Current 
%

Cumu-
lative 

%
N Current 

%
Cumula-
tive %

G
en

de
r Woman 258 60.3 60.3

Pr
of

es
si

on

Public Emplo-
yee

162 37.9 37.9

Man 170 39.7 100
Private Sector 

Employee
140 13.8 51.6

Total 428 100 Tradesmen 5 1.2 52.8

M
.S

ta

Married 196 45.8 45.8 Retired 3 7 53.5

Single 232 54.2 100 Housewife 40 9.3 62.9

Total 428 100 Student 59 32.7 95.6

A
ge

18-25 173 40.4 40.4 Unemployed 9 2.1 97.7

26-33 63 14.7 55.1 Other 10 2.3 100

34-41 92 21.5 76.6 Total 428 100

42-49 65 15.2 91.8

In
co

m
e 

Le
ve

l

Low Income 82 19.2 19.2

50 and + 35 8.2 100
Lower Middle 

Income
95 22.2 41.4

Total 428 100 Middle Income 209 48.8 90.2

 S
ch

oo
l(M

os
t r

ec
en

t)

Primary edu-
cation

21 4.9 4.9
Middle Upper 

Income
38 8.9 99.1

High School 122 28.5 33.4 High Income 4 0.9 100

Associate 
Degree

59 13.8 47.2 Total 428 100

License 172 40.2 87.4

Postgradu-
ate

54 12.6 100

Total 428 100

The total number of participants in the survey was 428, and 428 of the individuals who participated in the 
survey answered the questions. 60.3% of the participants were women and 39.7% were men.

Table 4. Pearson Correlation Analysis

Attitude 
Towards 

Behaviour

Subjective 
Norm

Perceived 
Behaviou-
ral Control

Behaviou-
ral Inten-

tion

Attitude Towards 
Behaviour

Pearson Correlation 1 .737** .785** .823**

Sig. (2-tailed) .000 .000 .000

N 428 428 428 428
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Subjective Norm

Pearson Correlation .737** 1 .703** .859**

Sig. (2-tailed) .000 .000 .000

N 428 428 428 428

Perceived Behaviou-
ral Control

Pearson Correlation .785** .703** 1 .835**

Sig. (2-tailed) .000 .000 .000

N 428 428 428 428

Behavioural Intention

Pearson Correlation .823** .859** .835** 1

Sig. (2-tailed) .000 .000 .000

428 428 428 428

** Correlation is significant at the 0.01 level (2-tailed).

a. Dependent Variable: Behavioral Intention

a. Dependent Variable: Behavioural Intention

When The Pearson Correlation analysis is examined, 
it is seen that there are statistically significant and 
positive correlations between ATB, SN, PBC and BI, 
which are the sub-dimensions of the TPB. Hence;

1. There is a significant and positive relations-
hip between ATB and SN (r= 0.737; p<0.01)

2. There is a significant and positive relations-
hip between ATB and PBC (r= 0.785; p<0.01)

3. ATB and BI have a significant and positive 
relationship (r= 0.823; p<0.01).

4. SN and PBC have a significant positive rela-
tionship (r= 0.703; p<0.01).

5. SN and BI have a significant positive relati-
onship (r= 0.859; p<0.01).

6. PBC and BI have a significant positive relati-
onship (r= 0.835; p<0.01).

Testing Hypotheses
To investigate the effect of the sub-dimensions in 
the TPB scale on each other, linear regression analy-
sis was conducted. Linear regression is an approach 
to modeling the relationship between the depen-
dent variable (BI) and the independent variable or 
variables (Kılıç, 2013).

As seen in Table 5, ATB has a significant and positive effect on consumer restaurant choice intention 
(ß=0.823; t=29.870 p<0.05). H1 is accepted.

Table 5. H1: Individuals' attitudes towards GKP positively affect restaurant choice intention.

Table 6. H2: Individuals’ subjective norms about supporting green cuisine practices positively affect restaurant choice intention

Model
Unstandardised

Coefficients
Standardized
Coefficients t Sig.

B Std. Error Beta

(Constant) .533 .109 4.879 .000

Attitude 
Towards 
Behavior

.864 .029 .823 29.870 .000

Model
Unstandardised

Coefficients
Standardized
Coefficients t Sig.

B Std. Error Beta

1 (Constant) .733 .089 8.219 .000

Subjective 
Norm

.868 .025 .859 34.604 .000
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a. Dependent Variable: Behavioral Intention

As seen in Table 6, subjective norms significantly and positively affect consumer restaurant choice intention 
(ß=0.859; t=34.604 p<0.05). H2 is accepted.

Table 7. H3: Individuals’ PBC over supporting green cuisine practices affects restaurant choice intention

Model
Unstandardised

Coefficients
Standardized
Coefficients t Sig.

B Std. Error Beta

1 (Constant) .586 .103 5.700 .000

Perceived 
Behavioral 
Control

.857 .027 .835 31.301 .000

As seen in Table 7, PBC significantly and positively af-
fects consumer restaurant choice intention (ß=0.835; 
t=31.301 p<0.05). H3 is accepted.

Discussion, Conclusion and Recommen-
dations
This study examines whether the variables in the 
sub-dimensions of the TPB affect restaurant choice 
intention. In order to understand the significance le-
vel of the effects of the independent variables (atti-
tude towards behavior, subjective norm, perceived 
behavioral control) in the theory of planned behavi-
or scale on the dependent variable, the consumer’s 
restaurant choice intention, three hypotheses were 
made.  These hypotheses were tested with the data 
collected through the questionnaire.

Theoretical implications
As a result of the statistical analysis, it was concluded 
that ATB, SN, and PBC are significant and positive in 
explaining consumers’ intentions to choose a resta-
urant.

When the literature is examined, Dutta et al. (2008) 
investigated individuals’ attitudes and behavioral 
intentions in their study on consumers’ orientation 
towards restaurants with green practices. The re-
sult that environmentally friendly individuals prefer 
restaurants with green practices supports the hypo-
thesis that the attitude towards behavior obtained 
in the current study positively affects the restaurant 
choice intention. The effect of consumers’ ATB on 
behavioral intention Dewald et al. (2014), in the-
ir study in the USA, revealed that health-conscious 
consumers prefer restaurants with green practices 
where organic, local, and healthy beverages are ser-
ved. In the literature, studies on the effects of ATB 
on behavioral intention have emphasized significant 
findings on consumer attitude, behavior, satisfacti-
on, and willingness to pay and concluded that con-
sumers have positive effects on their preference for 
restaurants with environmentally friendly practices 

(Dutta et al., 2008; Eren et al., 2023; Schubert et al., 
2010; Han & Kim, 2010). These findings support the 
present study.

When the results of the analysis related to SN are 
analyzed, it is found that the effect of SN on restau-
rant choice intention is upbeat. This shows that par-
ticipants are influenced by the individual or group 
they refer to (family, spouse, friend, colleague, doc-
tor or manager). In the literature, Han and Kim (2010) 
concurred with the findings of the study with the re-
sult that SN affects customers’ intention to revisit a 
hotel with green practices, while Chou et al., 2012, in 
their research in Taiwan, reported that there was no 
social pressure, which does not support the current 
study.

When the analysis results related to PBC are exami-
ned, it is found that the effect of PBC on restaurant 
choice intention is optimistic. Perceived behaviou-
ral control, a vital part of the TPB, shows that the 
extent to which respondents perceive that they are 
in control when choosing a restaurant impacts their 
intention to choose restaurants with environmental-
ly friendly green practices. Looking at the literatu-
re, Chou et al. (2012), in a study combining the TPB 
and the theory of innovation adoption, found that 
the positive effects of PBC on the adoption of green 
practices support the current research. Kargiglioğ-
lu’s (2020) study on destination and revisit intention 
for street flavors in the context of the TPB shows that 
PBC does not affect destination and revisit intenti-
on, which does not overlap with the findings of this 
study. When the current research results are consi-
dered, it is seen that ATB, SN, and PBC have positive 
effects on behavioral intention.

Managerial implications
Considering the findings of this study, it is clear that 
consumer intention to prefer restaurants with en-
vironmentally friendly green practices is positive. 
Restaurant owners need to communicate with their 
customers about GKP and make them more aware 
that they are buying a green restaurant. This is be-
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cause many customers need more knowledge about 
the benefits of green kitchen practices, especially on 
environmental issues.

Within the scope of developing projects for the be-
nefit of society, which is one of the essential duties 
of academicians, the process of green restaurants, 
from procurement to production and serving cus-
tomers, can be designed as educational projects. 
However, researchers can develop a theory of prefe-
rence for green restaurants.  

While sustainable development continues to main-
tain its importance as an essential concept for the 
whole world, GKP can be considered a critical appli-
cation on the road to the success that public autho-
rities aim to achieve by 2030. In this regard, the rele-
vant public administrations can be encouraged with 
a study similar to the Green Star for hotels regarding 
certification. Although this issue is being addressed 
as a civil society movement through associations, its 
realization under the coordination of the relevant 
ministries will contribute to environmental aware-
ness in society.

Limitations and Future Research  
As with every research study, this study also has limi-
tations. The study was conducted with participants 
living in Istanbul, Izmir and Bursa. In addition, the 
convenience sampling method was used in sample 
selection. At the same time, this study is based on 
the TPB to explain green restaurant choice intenti-
on. Future studies can be conducted using different 
theories and differentiating the sampling method. 
Studies have focused on independent restaurants 
rather than hotels with green kitchen applications. 
Studies that reveal the consumer’s choice among 
different concepts within the hotel can be conside-
red within the scope of expectation theory. This si-
tuation can help reveal consumers’ decision-making 
processes for choosing green restaurants. Future re-
search can develop the working model presented in 
this study with different variables.

The ethics committee permission required to get 
the data in this study was obtained with the decision 
of Kastamonu University Social and Human Sciences 
Scientific Research and Publication Ethics Board da-
ted 07.02.2024 and numbered 2/20.
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Abstract 
Istanbul was an important stop for Russian pilgrims 
from the eleventh century to the fourteenth century. 
In this study, the aim is to contribute to the enrich-
ment of the narratives of tour guides serving for fa-
ith tourism by investigating certain elements such 
as holy places, holy relics, the architectural features 
of holy places and legends written about them, and 
the social, cultural and political structures of the pe-
riod in the pilgrimages (hojdenie) written by Russian 
Orthodox pilgrims visiting Istanbul. For this purpo-
se, four pilgrimages written in Russian between 
1200-1389 were selected as the main data source. In 
this qualitative study, inductive thematic analysis was 
applied to the data and nine main categories were 
identified under three themes: ‘religious elements’, 
‘historical elements’ and ‘artistic elements’. As a re-
sult of the research, it was understood that Russians 
had adopted Istanbul as one of the most important 
pilgrimage centres after Jerusalem since the tenth 
century, when they accepted Christianity as the of-
ficial religion, and made pilgrimages to Istanbul for 
many centuries. It is thought that the information 
obtained from the hojdenies will add diversity and 
richness to the narratives of tour guides in tours for 
tourists visiting Istanbul for religious tourism.

Keywords: Russian Pilgrimage, Travelogue, Pilgri-
mage, Tour Guide, Istanbul.

JEL Codes: L83

Özet
İstanbul, XI. yüzyıldan XIV. yüzyıla kadar Rus hacılar 
için önemli bir durak olmuştur.  Bu çalışmada, İs-
tanbul’a gelen Rus Ortodoks hacılar tarafından ya-
zılan hacnamelerde yer alan kutsal mekânlar, kutsal 
emanetler, kutsal mekânların mimari özellikleri ve 
haklarında yazılan efsaneler, dönemin sosyal, kültü-
rel ve siyasi yapısı gibi unsurlar araştırılarak inanç tu-
rizmine hizmet eden turist rehberlerinin anlatılarının 
zenginleştirilmesine katkı sağlanması amaçlanmıştır. 
Bu amaçla 1200-1389 yılları arasında Rusça yazılmış 
dört hacname, temel veri kaynağı olarak seçilmiştir. 
Nitel yöntemin benimsendiği bu çalışmada verilere 
tümevarımsal tematik analiz uygulanmış, ‘Dini un-
surlar’, ‘Tarihi unsurlar’ ve ‘Sanatsal unsurlar’ olmak 
üzere üç tema altında dokuz ana kategori belirlen-
miştir. Araştırma sonucunda Rusların, Hristiyanlığı 
resmi din olarak kabul ettikleri 10. yüzyıldan itibaren 
İstanbul’u Kudüs’ten sonra en önemli hac merkez-
lerinden biri olarak benimsedikleri ve uzun yüzyıllar 
boyunca İstanbul’a hac ziyaretleri gerçekleştirdikleri 
anlaşılmıştır. Hacnamelerden elde edilen bilgilerin, 
inanç turizmi için İstanbul’a gelen turistlere yönelik 
turlarda turist rehberlerinin anlatımlarına çeşitlilik ve 
zenginlik katacağı düşünülmektedir.

Anahtar Kelimeler: Rusça Hacnameler, Seyahatna-
me, Hac Seyahati, Turist Rehberi, İstanbul.
JEL Kodları: L83
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Introduction  
The history of travelling goes back thousands of ye-
ars. According to Löschburg (1998), this history ex-
tends from the expeditions of nomadic communities 
of hunters and gatherers to the tourist organizations 
in Ancient Rome, from pilgrimages and pilgrim cara-
vans in the Middle Ages, to travelling scholastic stu-
dents, jugglers and craftsmen, to educational trips 
during the Enlightenment and Renaissance. The his-
tory of travelogues, which consist of the notes kept 
by people who set out on these journeys with diffe-
rent motives, is also quite old. According to Blan-
ton (1997), Herodotus, Strabo and Pausanias gave 
the first examples of these travelogues. These travel 
notes recorded by travellers have undergone chan-
ges over time, both in terms of their quality and the 
purposes for which they were written. Despite these 
changes, the impact of the narratives on readers has 
not diminished. From Marco Polo to Bruce Chatwin, 
stories written by travellers regarding distant places 
and exotic cultures are still popular among readers. 
This is undoubtedly due to the curiosity of human 
beings, although there are other factors as well 
(Blanton, 1997). 

In travelogues, the traveller tries to explain the dif-
ferences that attract his own attention and that he 
hopes will attract the attention of the reader while 
discussing the life, customs and traditions of the 
society in the place he visited from different aspe-
cts (Yılmaz, 2013; Kaya, 2021). Travelogues are also 
described as the transmitters of scientific and cul-
tural developments because they play an important 
role as a means of communication since there were 
not yet such communication opportunities in the 
past (Maden, 2008). Yirmisekiz Çelebi Mehmet Efen-
di’s ‘Expedition to France’ introduced the progress 
of the West in science and technology to the Otto-
man society, while Marco Polo’s travelogue descri-
bing the Far East encouraged Westerners to organi-
se crusades and geographical discoveries.

From the earliest examples to the present day, many 
travelogues have been written in Western and Eas-
tern civilisations. When these works are analysed, it 
can be seen that the purpose of travellers’ journeys 
differ. As a result of this situation, the travel notes 
kept by the authors also have different qualities. 
In general, it can be seen that travelling for diplo-
matic missions, pilgrimages, missionary activities, 
commercial trips, military expeditions and scientific 
reasons are effective in the writing of travelogues 
(Yılmaz, 2013).

The first examples of the tradition of writing trave-
logues in the West are associated with pilgrimage 
travelogues written during the pilgrimage as part of 
the Christian faith (Yıldız, 2023). When the historical 
process of Russian travelogues within the scope of 
the subject of this study is examined, it can be seen 

that the works of the hojdenies genre, which descri-
be the pilgrimage journeys of Russian pilgrims, are 
the first examples of travelogues in Russian litera-
ture.

Russians’ interest in Istanbul and its holy places da-
tes back to the times before they accepted Christi-
anity. Commercial relations with Byzantium constitu-
te the source of this interest. However, this interest 
was reinforced when the Russians officially accepted 
Christianity in the tenth century. In other words, the 
Russians became attached to Constantinople with 
a spiritual bond. From this date onwards, the first 
pilgrimages called ‘hojdenie’ began. In this context, 
Istanbul, one of the most important centres of the 
Orthodox faith, has become the most important tra-
vel route for Russians together with Jerusalem and 
the Middle East, which are accepted as the first holy 
places of Christianity (Yıldız, 2023).

Tour guides, one of the key actors of the tourism 
sector, contribute to a change in the opinions that 
tourists already had about the destination in ques-
tion by providing them with information about the 
place in the destinations they visit, while increasing 
the quality of tourists’ tour experiences with their 
narratives (Yetgin, 2017). Tour guides assume many 
roles during a tour. When the tour guide conveys 
elements such as the history, culture, economy, soci-
al structure, and geographical features of the place 
travelled to based on the first source, it enriches his/
her narrative. In this context, travelogues add diver-
sity and richness to the narratives, thereby increa-
sing the satisfaction levels of tourists. In this respect, 
travelogues should be examined more closely as 
auxiliary sources.

Turkey was the most popular destination for Russian 
tourists in 2023 (The Republic of Türkiye Directorate 
of Communications, 2024). The number of Russian 
tourists visiting Turkey for tourism purposes tends to 
increase continuously, except for periods of global 
crisis and crises between the two countries. As can 
be seen in Table 1, there has been an increase in the 
number of Russian tourists visiting Turkey in the last 
three-years period since 2022. (Table 1). In the first 
five months of 2024, the Russian Federation ranked 
second after Germany in the ranking of foreign vi-
sitors to Turkey with 1,817,311 people (www.tursab.
org). However, this tourism mobility from Russia to 
Turkey remains within the ‘sea-sand-sun’ triangle 
within the scope of classical tourism understanding. 
Russian tourists come to Turkey with motivations 
such as the presence of ‘sea-sand-sun’, affordable 
tour package prices and the quality of the service re-
ceived in return for these prices, transportation faci-
lities, ease of obtaining visas, facilities that appeal to 
families with children, the command of the Russian 
language by tourism personnel, cuisine, and cultural 
and historical values (Yaşar & Yaşar, 2017).
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Table 1. Number of Tourist Arrivals to Turkey by Year

Source. Association of Turkish Travel Agencies (www.tursab.org)

Apart from the sustainability debates regarding 
mass tourism, diversification of tourism activities in 
Turkey is of great importance for the Russian market. 
In this context, cultural tourism emerges as an alter-
native to the ‘sea, sand and sun’ trio. Looking at the 
number of foreign tourists visiting Istanbul, which is 
an important destination in terms of cultural tourism, 
it can be seen that Russian tourists have the highest 
rate (10.48%) with 171,633 people according to the 
latest data (June 2024) (www.tursab.org). In line with 
these data, it can be seen that Russian tourists visi-
ting Turkey in general and Istanbul in particular have 
an important potential to participate in religious 
tourism as an alternative to the ‘sea-sand-sun’ trio. 
This is because Istanbul is the belief centre where 
Russians accepted Orthodox Christianity in the tenth 
century. Hojdenies, in which pilgrimage journeys are 
described in detail in the period until the conquest 
of Istanbul, have been handled by disciplines such 
as history, literature, art history and architecture, but 
have not been evaluated in the field of tourism. This 
research is one of the pioneering studies evaluating 
the depiction of Istanbul in the pilgrimages written 
by the first Orthodox Russians in the field of tourism. 
From this point of view, the aim of the research is to 
analyse the elements such as holy places, holy reli-
cs, architectural features of holy places and legends 
written about them, the social, cultural and political 
structure of the period in the pilgrimages written by 
Russian Orthodox pilgrims coming to Istanbul, and 
to enrich the narrative of tour guides serving for re-
ligious tourism.

Literature Review
Faith Tourism
Throughout human existence, belief and related 
practices have continued uninterrupted since pre-
historic times. Among these practices, visits to pla-
ces and to places considered sacred by different re-
ligions and belief systems have an important place. 
Therefore, faith and/or religion has been one of the 
main motivations for travelling since the beginning 
of human existence. These faith-motivated visits, 

which found their basis in the pilgrimage phenome-
non of early periods, have led to one of the oldest 
types of travel, religious tourism. In general, religi-
ous tourism is within the scope of tourist activities to 
the centres where religions are born and the events 
mentioned in the holy books of those religions had 
taken place. In this context, according to Güzel 
(2012), faith tourism is the evaluation of the travels 
and stays they make in order to fulfil their religious 
duties and relax spiritually by going to the attraction 
centres of the religions they have been involved in 
since early times within the concept of tourism. Usta 
(2005), in his master’s degree study on faith tourism, 
defined faith tourism as the following: 

“The whole of economic and social events and re-
lations arising from temporary travelling outside the 
permanent living areas of people, which is not ba-
sed on the purpose of commercial gain, and whose 
starting point consists of staying at least one night in 
sacred places that they consider religiously impor-
tant in order to fulfil or visit religious obligations in 
accordance with their beliefs.”

As mentioned above, the starting point of religious 
tourism is the visits of people to fulfil a religious duty, 
such as a pilgrimage for spiritual purposes. However, 
faith tourism has become an alternative phenome-
non with new forms and understandings over time 
(Tarcan & Atılgan, 1999). In fact, religious structures, 
rituals, festivals and ceremonial events are important 
tourist attraction elements that attract a religious be-
liever as well as an ordinary enthusiast to travel (Hen-
derson, 2003). Throughout history, an important cul-
tural heritage has been created by the members of 
any faith by building temples, shrines, mausoleums 
and statues. These structures are still used for religi-
ous purposes and are also extremely interesting due 
to their historical, architectural and artistic values. In 
this respect, tourists’ interest in these structures and 
their visits to them are important connection points 
between tourism and faith (Okuyucu & Somuncu, 
2013). From this point of view, the reasons that lead 
people to faith tourism are grouped under two main 
headings; travelling with the desire to fulfil religious 
duties, and cultural trips made as a result of curiosity 
and interest in religious or sacred places (Yılmaz, Er-
dinç & Küçükali, 2013).

Regardless of the motivation, according to the Wor-
ld Tourism Organisation (UNTWO, 2016), faith tou-
rism, which has a significant potential that increases 
every year, has the capacity to develop tolerance 
and understanding between different beliefs and 
cultures as well as the economic welfare and added 
value it provides to countries. According to the Wor-
ld Tourism Organisation, it is estimated that betwe-
en 300 to 330 million people travel annually in the 
world within the scope of religious tourism, which 
has become a constantly growing and developing 
market, and that it causes an economic impact of 

Years

Number of 
Russian Tourists 

Arriving in 
Turkey

Total Number of 
Foreign Tourists 

Arriving in 
Turkey

2022 5,232,611 44,564,395

2023 6,313,675 49,209,180

2024

(6 Months)
2,688,924 21,644,659
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approximately eighteen million dollars (WTO 2014 
as cited in Güzel, Köksal, & Şahin, 2019).

Making tourism sustainable with tourist product di-
versification is of great importance today (Yüksek, 
Dinçer, & Dinçer, 2019). In this context, faith tourism, 
which is among the alternative tourism types that 
have developed as an alternative to mass tourism, 
has increased the interest in faith tourism for count-
ries, especially for reasons such as its spread ability 
throughout the year and the fact that tourists partici-
pating in faith tourism are not limited in their expen-
diture (Usta, 2005). 

The fact that the geography in which Turkey is lo-
cated has hosted important civilisations and their 
religions, starting from prehistoric times, places it in 
a special position in this market. In Anatolia in parti-
cular, many holy places, pilgrimage centres, objects 
related to prophets or saints and the structures in 
which they are located are important attraction fa-
ctors in the context of faith tourism. Turkey has the 
potential to gain more of a share from the religious 
tourism market by utilising this existing potential ef-
fectively.

Travelogues and Hojdenies
Travelogues are books in which a traveller brings 
together his notes, travel memories and impressions 
written during his travels. The word ‘travelogue’ is 
a combination of the Arabic word seyâhat meaning 
‘travelling or trip’ and the Persian word nâme me-
aning ‘treatise or letter’. Therefore, seyâhat-nâme 
means ‘travel letter, travel work’ (Yazıcı, 2009). Accor-
ding to the TLA, travelogues are defined as ‘a work 
in which an author describes the information and 
impressions gained from the places he has travel-
led to and seen’ (Turkish Language Association-TLA, 
2024). Travelogues are texts in which a traveller or 
observer conveys his impressions of a certain geog-
raphical area and a certain historical period (Kaya, 
2021). Texts with literary and historical features that 
meet the need of people to see and get to know 
new places since the early ages are called travelogu-
es (Maden, 2008). 

When the thesis studies on travelogues are exami-
ned in the literature, it can be seen that most of the 
research is conducted in the fields of history, litera-
ture, art history, sociology and linguistics. However, 
in recent years, travelogues have started to be used 
as a source in the field of tourism. When tourism stu-
dies are examined as scientific articles, travelogues 
mostly deal with a geographical region/city throu-
gh a traveller and/or a travelogue or within a certain 
historical period (Kutluk & Avcıkurt, 2014; Yılmaz & 
Yetgin, 2018).

Erbay Aslıtürk and Dikyar (2014) propose a sightse-
eing route by making use of the travel notes of tra-
vellers such as Ibni Batuta, Tavernier, Evliya Çelebi, 

Joseph de Tournefort, Charles Texier, and Charles 
Fellows covering the Izmir and Aydın provinces. In 
a similar study, Erbay Aslıtürk and Gökçe (2014) pre-
sent an alternative route for cultural tourism tourists 
by developing a special interest tour proposal that 
can be applied on the European side of the city as a 
result of their analysis of various travelogues written 
about Istanbul. In addition, Çalık, Çiftçi, and Yetgin 
(2020) researched on the Ottoman cultural heritage 
through the eyes of women travellers; Yılmaz, Yet-
gin, and Kozak (2018) researched on the history of 
hotel management in the light of travelogues, in-
tangible cultural heritage research (Kaya, 2023) and 
tourist guidance (Yılmaz, 2018; Kaya & Yetgin, 2021).

There are few postgraduate theses in which trave-
logues are used as the main data source in the field 
of tourism. The first of these is Kaya’s (2020) doctoral 
thesis entitled, ‘A Cultural Route Proposal for Tur-
key Based on German Travelogues (1850-1912)’. In 
his thesis, Kaya created a cultural route based on 
the writings of seven German-speaking travellers. 
Although there are few postgraduate thesis studies 
based on Russian travelogues, they are concentra-
ted in the fields of history and linguistics. Bars (2019), 
in his master’s thesis in the field of history entitled 
‘Religious Places in Medieval Istanbul According to 
the Works of Russian Pilgrim Candidates’, created a 
list of religious places recorded by Russian pilgrim 
travellers in their hojdenies and made a comparison 
between different travellers. Yıldız (2023) with ‘Rus-
sian Orientalism: Turkey and Turks in Russian Trave-
logues of the Second Half of the 19th Century’, exa-
mined Russian travelogues regarding Turkey in the 
context of orientalism.  In the literature review, no 
postgraduate thesis on Russian travelogues in the 
field of tourism was found. Therefore, it is thought 
that this study will fill the gap in this field.

The first travelogues written in Russian appear in the 
form of pilgrimages (putşeştviya palomnikov). Haj-
names are travel notes kept by Russian pilgrims on 
their way to Jerusalem by way of Istanbul. In Russi-
an literature, these notes were first named as pilgri-
mage (Hojdenie or Hojenie) and in later periods as 
travelogue (Puteşestvie). Hajnames are writings with 
religious content that provide information regarding 
the holy places visited until the seventeenth and ei-
ghteenth centuries. At the same time, it is a guide 
for those who will make a pilgrimage (Ünal, 2015).

Hajnames are recognised as the only examples of 
this genre in Russia from the eleventh to the four-
teenth centuries and were a common literary genre 
in medieval Russia. The earliest surviving example 
of Russian pilgrimages is the Pilgrimage of Priest 
Daniil (Hojdenie igumena Daniila), which dates back 
to the twelfth century. During his pilgrimage to the 
Holy Land, Abbot Daniil attached special importan-
ce to Jerusalem and described the holy places there 
in detail. During his journey to and from Jerusalem, 
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there were many places from Anatolia on his route 
(http://lib.pushkinskijdom.ru, 2023). For example, 
he included Ephesus and the historical monuments 
there in his travelogue. However, although it is men-
tioned, there is no information regarding Istanbul in 
Daniil’s travelogue. For this reason, this work is exc-
luded from the scope of this study.

The literature review of medieval travelogues regar-
ding Istanbul shows that Hagia Sophia is predomi-
nantly described for understandable reasons, but 
Russian pilgrimages, which are predominantly reli-
gious in content, offer a rich content on other holy 
places, relics and saints other than Hagia Sophia. In 
this context, the fact that the research area covers 
almost all the holy places of Istanbul of the period 
constitutes the unique value of this study. The rese-
arch is important in terms of enriching the narrati-
ve of tour guides as primary sources of four Russian 
pilgrimages translated from Russian into Turkish by 
the author and contributing to the tourism literature.

In this study, four travelogues written about Istan-
bul in the thirteenth to the fourteenth centuries are 
analysed. Russian travelogues, which appeared as a 
major literary genre as early as the twelfth century, 
opened the doors of unknown worlds to the peop-
le. Inevitably, these travelogues basically reflect the 
medieval point of view, the moral values, political 
and artistic thinking of the period. Of course, over 
time, the content and quality of Russian travellers, 
and therefore of travelogues, changed. In the peri-
od of the Kievan Knezate and the Mongol-Tatar In-
vasion (the eleventh to the fifteenth centuries), tra-
vellers were pilgrims on their way to visit the holy 
lands in the Middle East and Asia Minor. After the 
beginning of Byzantine-Russian relations, Constanti-
nople became one of the most popular pilgrimage 
destinations. As a result of these visits, the Russians 
acquired extremely important information regarding 
the country they had visited. Thanks to the pilgrima-
ges to Constantinople, or Tsargrad as the medie-
val Russian writers called it, the medieval Russians 
reflected what they saw and experienced, and the 
impressions and thoughts they gained from all this 
in travelogues, which have an important place in 
ancient Russian literature as a genre. According to 
Prokofyev (1984), the anthology of Russian literature 
of the eleventh to the seventeenth century contains 
more than seventy examples of various travelogues. 
About fifty of these are of historically original origin, 
and more than twenty are translations and legen-
dary-apocryphal genres. It is not possible to cover 
all these travelogues in this study. Moreover, except 
for the travelogues regarding Istanbul, they are not 
within the scope of this study. In the selected tra-
velogues, religious elements are predominant and 
they show integrity in terms of content and quality. 
This situation was effective in making this selection.  

Methodology
In this study, in which the qualitative method was 
adopted, an answer was sought to the question of 
how Russian pilgrims described Istanbul between 
1200-1393.

Population and Sample 
In this study, in which the qualitative research met-
hod was adopted, four pilgrimages (thirteenth and 
fourteenth centuries) related to the medieval world 
were used as the main data source. Information re-
garding Istanbul of the period was sought in these 
travelogues. The selection of the travelogues was 
influenced by the periodic distinctions made by Rus-
sian researchers in the genre of travel notes. Accor-
dingly, the earliest examples of Russian travelogues 
from the eleventh to the fourteenth centuries, con-
sisting of notes kept during pilgrimages to the Holy 
Land, were selected. During this period, Constanti-
nople (Istanbul), the capital of the Byzantine Empire, 
was one of the most popular pilgrimage destinati-
ons for Russian people. Moreover, this time period 
dates back to the period before Istanbul was taken 
by the Turks. After this date, visits decreased, althou-
gh they did not stop (Kandemir, 2008). While making 
the selection, initially travelogues containing impor-
tant information with regard to Istanbul were identi-
fied. The study was limited to four of the identified 
travelogues. This limitation is due to the time and 
volume constraints of the study as well as the diffi-
culty in translating these works. These works, which 
were originally manuscripts, were later published in 
printed form. In addition, the fact that the researc-
her is proficient in the Russian language and that the 
Russian pilgrimages contain a wealth of informati-
on on medieval Istanbul are important factors in the 
choice of these pilgrimages.

Data Collection
The main data of this research are pilgrimages writ-
ten in Russian. During the Middle Ages, pilgrimages 
to cities such as Jerusalem and Istanbul, which were 
considered sacred for Christians, played a leading 
role in the emergence of the travel genre in Russi-
an literature. The first examples of pilgrimages were 
encountered in the twelfth century (Maleto, 2005), 
and original sources of pilgrimages written in Rus-
sian have been found. Since the period before the 
conquest of Mehmed the Conqueror in 1453 is anal-
yzed, present-day Istanbul is referred to as Cons-
tantinople both in the travelogues and in this study. 
The authors of the travelogues are also referred to 
as travelers. In these types of travelogue, called Ho-
jdenie (хождение), Russian pilgrims include detailed 
descriptions of many religious shrines, especially 
Hagia Sophia, and the objects and relics inside the-
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se buildings, which are considered sacred by Ortho-
dox Christian Russians. Although religious elements 
are dominant, these works also provide information 
in regard to the history, settlement, architecture and 
art history of Istanbul (Kandemir, 2008).

The pilgrimages subject to this research are as fol-
lows: The Pilgrim Book of Anton of Novgorod (‘Книга 
Паломник’ Антония Новгородца); Anonymous Tsargrad 
Travelogue (Анонимное хожение в Царград); Wande-
rer of Stephen of Novgorod (от странника Стефанова 
Новгородца); Tsargrad Travelogue of Ignatius of Smo-
lensk (Хожения Игнатия Смольнянина в Царград).

The travelogues analysed in this study include tra-
vels between 1200 and 1393. The authors of the 
works are clergymen and merchants. The content 
of each work consists of pilgrimages to lands consi-
dered holy. For a better understanding of the study, 
information concerning the four travelogues used as 
data sources is given below.

The Pilgrim Book of Antoniy of Novgo-
rod (‘Книга Паломник’ Антония Новгородца)
Born as Dobrinya Yadreykovich (Andreykovich), the 
traveler took the pseudonym Antoniy when he reti-
red to a monastery (İnanır, 2013, p.27). In this study, 
the traveler will be referred to as Antoniy. Antoniy 
visited Constantinople between 1200-1204. Althou-
gh there is insufficient biographical information in 
regard to the pilgrim, who was the Archbishop of 
Novgorod and the author of the hojdenie, the name 
and church activities of the pilgrim, who was among 
the first to visit the Holy Land, are found in the Nov-
gorod annals as well as in the Moscow annals (Mat-
suki, 1988). There are nine copies of the work (Be-
lobrova, 1974), dating from the late period (sixteenth 
to seventeenth centuries), of which no original copy 
exists. The translation and analysis of the Hajname is 
based on P. Savvaitov’s compilation of 1872 (Savva-
itov, 1872).

Anonymous Tsargrad Travelogue 
(Анонимное хожение в Царград)
It is not known for certain who the author of the 
travelogue (also known as the hojdenie of the late 
thirteenth and early sixteenth centuries) was, but 
Russian researchers believe that it was written by the 
Novgorod bishop Vasiliy Kaleka (Prokofyev, 1984). 
The author did not explicitly state the purpose of the 
trip, but basically it was a pilgrimage to visit churches 
and shrines, which are considered sacred in Christia-
nity. In his pilgrimage, he describes the layout of the 
city, its main churches and the artifacts left after the 
sack of Constantinople by the Crusaders. He menti-
ons that many of the remaining artifacts were dama-
ged. He also mentions the ancient statues in detail 
and tells the stories of these statues. It is understo-

od from his narrative that he is interested in artistic 
work, such as carving on stone as well as sculptures. 
The translation of the Hajjnam is based on the com-
pilation of N.I. Prokofyev (Prokofyev, 1984).

Wanderer of Stephen of Novgorod (От 
странника Стефанова Новгородца)
We learn the name of the author of the travelogue 
from the title of the work. Nothing is known about 
the status of the traveler from Novgorod who, like 
the other travelers, was an Orthodox Christian. Alt-
hough the exact date of the journey is unknown, it 
is understood from the narrative that he made this 
visit in 1348 or 1349. As in the previous writings, the 
narrative is centered on the numerous shrines, ma-
usoleums, and relics in the Byzantine Empire, which 
was considered the center of Orthodox Christianity 
in the Middle Ages. The travelogue contains de-
tailed information about Hagia Sophia, especially 
about its interior architecture and ornamentation. 
It also touches upon Russian-Byzantine relations. 
While Dobrinya Yadreykovic (Antoniy), who visited 
Tsargrad in the early years of the thirteenth century 
(before 1204), was more interested in painting and 
the author of the Anonymous Tsargrad Pilgrimage 
was more interested in sculpture, Stephen focused 
more on architecture and mosaics. The translation of 
the work is based on the compilation of N. I. Prokof-
yev (Prokofyev, 1984).

Tsargrad Travelogue of Ignatius of Smo-
lensk (Хожение Игнатия Смольнянина в Царград)

During Metropolitan Pimen’s third trip to Tsargrad 
in 1389, his delegation included Archimandrite Ser-
giy of the Moscow Spas Monastery, Bishop Mikhail 
of Smolensk, and the scribe Ignatius of Smolensk, 
the author of the pilgrimage. Ignatius wrote detailed 
notes on this trip on the instructions of Metropoli-
tan Pimen. For this reason, the work is referred to as 
both the ‘Travelogue of Ignatius of Smolensk’ and 
the ‘Travelogue of Pimen’ in reference to Metropoli-
tan Pimen’s name. 

The travelogue first describes the journey from Mos-
cow to Tsargrad. During the journey, when he was 
near Tsargrad, he learned that Sultan Murad I had 
been stabbed to death in the Battle of Kosovo. He 
also gives information about the Black Sea coast 
and the cities they passed through on their way to 
Istanbul. After arriving in Tsargrad, the work descri-
bes the main shrines and mausoleums of Tsargrad, 
especially the Hagia Sophia, as well as relics. There 
is also a great deal of political, social and historical 
information about Byzantium of the period. The 
translation of the work is based on the compilation 
of N. I. Prokofyev (Prokofyev, 1984).
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Data Analysis
In order to obtain the data, the four pilgrimages 
mentioned above were translated into Turkish by 
the researcher. In addition, the pilgrimage written 
by Antoniy Novgorodskiy, which was written in old 
Russian and whose contemporary Russian was not 
accessible, was translated first into contemporary 
Russian and then into Turkish with the help of an ex-
pert in old Russian studies. The translated texts were 
uploaded to MAXQDA, a qualitative data analysis 
program. Inductive thematic analysis was applied 
to the data. Inductive thematic analysis is an analy-
sis technique that enables the researcher to see 
and make sense of meanings and experiences in a 
data set (Braun & Clarke, 2006). In this context, co-
des were extracted from the texts transferred to the 
MAXQDA Program, and the codes were grouped 
under categories and themes. Experts in the field 
were consulted for the accuracy of the themes and 
categories obtained. 

Validity-Reliability
Lincoln and Guba (1985) mention the concepts of 
credibility, reliability, consistency, transferability, con-
firmability, and objectivity to ensure validity in the 
qualitative research. In this study, the Russian lan-
guage originals of the pilgrimages analyzed in this 
study were accessed. They were then translated into 
Turkish by the researcher himself, and two experts 
assisted in checking the translations. For certain in-
comprehensible concepts and events, sources writ-
ten in the fields of the history of religions, the history 
of art, as well as various studies examining Constan-
tinople of the period, which constitutes the focus of 
the study, were consulted. The data in the reference 
sources were compared with the translations. In this 
context, the reliability and consistency of the trans-
lated data were ensured. In addition to these, dire-
ct quotations from the pilgrimages were made and 
references were cited. Therefore, the transferability 
of the study was ensured. In order to reduce bias, in 
addition to the researcher, the consultant and two 
experts were consulted in the coding process, the-
reby fulfilling the criterion of confirmability.

Findings
In this study, the findings obtained from the pilgri-
mages written in Russian were categorized and 
grouped under three themes. These are; (1) religious 
elements, (2) historical elements and (3) artistic ele-
ments. The findings are presented by quoting the 
most striking sample statements for each category, 
and the quoted pilgrimages are coded as H1, H2, 
H3 and H4:

H1: The Pilgrim Book of Antoniy of Novgorod

H2: Anonymous Tsargrad Travelogue

H3: Wanderer of Stephen of Novgorod

H4: Travelogue of Ignatius of Smolensk

Religious Elements
The codes and subcategories obtained for the re-
ligious elements in the pilgrimages analyzed were 
grouped under the categories of ‘entrance to the 
city’, ‘religious rituals’, ‘religious buildings’ and ‘sac-
red relics’.

Entrance to the city
The ‘Hagia Sophia’ and ‘Greeting’ subcategories 
stood out in the category of entering the city. Samp-
le expressions related to these are given below.

Hagia Sophia
According to the information from the pilgrimages, 
the first stop of the travelers when they arrived in 
Tsargrad was Hagia Sophia. Travelers who arrived in 
the city first visited this holy shrine of Christianity. It is 
possible to see the reverence for Hagia Sophia and 
the sanctity attributed to it in the following sample 
statements:

“Whoever goes to Constantinople, which is called 
Tsargrad, to worship the sufferings of Christ and 
Hagia Sophia, should go to the Holy Sofia upon his 
arrival in the city. When he approaches Hagia Sop-
hia, he should enter the narthex through the south 
door.” (H2)

“I, Stephen the sinner from Veliky (Great) Novgorod, 
together with eight companions, came to Tsargrad 
to worship in holy places and lay hands on holy relics. 
And God had mercy on us through the intercession 
of holy Sofia. In Holy Week (the Week of Suffering) 
we came to the city and went to Hagia Sophia.” (H3)

Salutation
Russian travelers entering the city stated that when 
they arrived at their first stop, Hagia Sophia, they 
greeted it with reverence and bowed before it. This 
can be seen in the following examples. 

“When this unworthy, sinful servant, Archbishop An-
tony of Novgorod, by the grace of God, came to 
Tsargrad, he first bowed before the Hagia Sophia, 
called the Holy Wisdom, and kissed the seals of the 
holy tomb of the Lord (Jesus) and the icon of the 
Theotokos holding Christ.” (H1)

“We went to Hagia Sophia. And when we reached 
the great doors, we greeted the miraculous icon of 
Mary, Mother of God, from which came the voice 
that forbade Mary of Egypt to enter the holy church 
in Jerusalem. We also greeted there, inside the holy 
church, the icons of Jesus and the honored Saints.” 
(H4)
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Religious Rituals
In the category of religious rituals, the subcategories 
of ‘Rituals’, ‘Holy Days’ and ‘Reverence for Sacred 
Relics’ came to the fore. Sample statements related 
to these are given below.

Rituals 
It is understood that during their visits to Hagia Sop-
hia and other sites, Russian travelers observed the 
religious rituals performed there with great attention 
and admiration. Detailed descriptions of the rituals 
can be seen in the following statements.

“The scribes were holding the tablets of Moses whi-
le the hymn was being sung in Ambon. The scribes 
sang first, the monks stood behind them, and then 
the gifts of the Lord were presented by the popes 
and deacons. [...] In Hagia Sophia, there are no bells, 
but they hold a small bell in their hands and strike it, 
calling people to the morning service, but not to the 
noon and evening services. In other churches, they 
strike the bell at both noon and evening prayers, the 
bell is held according to the Angelic Doctrine and 
Latin bells are rung.” (H1)

It is understood that people were also in search of 
healing during religious rites. In the following ex-
cerpt from the traveller Stephen, it is explained that 
there is a church in the name of St. Virgin Theodosia, 
who was martyred during the iconoclasm period and 
there are narratives about her healing, and that the 
sick seek healing and are healed by touching the re-
lics of the Saint.

“We went to St. Virgin Theodosia, and this women’s 
monastery, founded in her name, is located by the 
sea. And every Wednesday and Friday, just like on 
holidays, many men and women bring candles, oil 
and alms. There are many people here suffering 
from various diseases. Those who lie in beds are he-
aled, those who are sick are taken into the church 
and placed before St. Theodosia. She invisibly touc-
hes people’s sore spots and heals them.” (H3)

Holy Days
Holy Friday, Holy Thursday and Holy Week are men-
tioned in the pilgrimages, as in the following examp-
les.

“In the Shrine of the holy Resurrection of the Lord 
lies St. Auxentius the Monk, who lived on a hill with 
St. Stephen the Nazarene. This church was built be-
fore Hagia Sophia. There is a nail from the Passion 
of the Lord and the blood of the Lord, which they 
commemorate on Good Friday/Great Friday.” (H1)

“Near here is a plank of Noah’s ark. On Holy Thur-
sday they place on it the instruments with which 
Jesus was tortured; a sponge, a cane and a spear. 
On that day, many Christians from all over the world 
gather to worship the Lord’s Passion. From them the 

sick are healed, and believers are forgiven for their 
sins and relieved of their troubles.” (H2)

Reverence for Sacred Relics
Visiting holy relics is an extremely important part of 
the pilgrimage of Orthodox Christian pilgrims. In 
fact, many places are visited by pilgrims because of 
the relics they contain. In the pilgrimages analyzed 
in this study, there is a wide range of expressions re-
lated to these visits. A few of these expressions are 
given below.

“Inside the church lies St. Theophanida, who holds 
the key to Hagia Sophia. People kiss this key with 
respect.” (H1)

“From there we went to the Monastery of the Vir-
gin Mary called Pereç, where there is the head of St. 
John Chrysostomos, which we venerated and touc-
hed with respect.” (H3)

“On the third day we went to the patriarch St. Antony 
and received a blessing from him. On the fourth day 
we venerated the icon of the great archangel who 
appeared to the young man guarding the tools of 
the builders of the church. On the sixth day we went 
to the holy Mother of God Hodegetria, worshipped 
and anointed ourselves with myrrh. We went to the 
monastery of Pantokrator, where we reverently kis-
sed the sacred wood on which the body of Jesus 
Christ was placed after it was taken down from the 
cross.” (H4)

Religious structures
In the category of religious buildings, ‘Churches’ and 
‘Monasteries’ stand out. In addition to the detailed 
descriptions of Hagia Sophia, the hojdenies anal-
yzed also include accounts of many churches and 
monasteries in the city. Since the terms ‘church’ and 
‘monastery’ are used intertwined in these accounts, 
the following examples are not titled separately.

Churches and Monasteries
There are about one hundred churches and monas-
teries mentioned in the pilgrimages. The following 
are a few of the most prominent ones: Digitria (Ho-
degetria) Monastery; Pantokrator Monastery; Perib-
leptos Monastery; Church of the Virgin Mary; Church 
of the Apostles (Havriyyun Church); Church of St. Ni-
cholas; and the Church of St. John the Baptist.

“If you go east from Hagia Sophia towards the sea 
valley, there is a monastery called Digitria (Hodeget-
ria) on the right.” (H2)

“We went to the great monastery of the Savior, also 
known as Pantokrator. If you enter through the first 
gate, you will see that above the gate the Savior is 
depicted in a mosaic of very large size and height.” 
(H3) 
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“On the eighth day we went to the Monastery of Pe-
ribleptos, kissed the hand of the Forerunner (John 
the Baptist), the head of Gregory the Theologian, 
the forehead of Stephen the Younger and the icon 
of Christ addressed to Tsar Mavricius (Mauricius).” 
(H4)

“Emperor Constantine lies in a single tomb with his 
mother in the Church of the Holy Apostles.” (H1)

Sacred relics
The category of holy relics is one of the most domi-
nant codes in pilgrimages. The main motivation of 
pilgrims during these visits is to see and venerate 
relics. The most important objects attributed sac-
redness are the ‘Passion of Christ’ and the ‘Relics of 
Saints’, which symbolize the sufferings of Jesus Ch-
rist. Examples of the expressions describing these 
relics are given below as separate subcategories.

The Passion of Christ 

“In the Emperor’s golden hall there are fragments 
of the true cross, a crown, a sponge, nails and ot-
her blood; a purple robe, a spear, a walking stick, a 
povoi (headdress) of the Blessed Mary, a sash, the 
Lord’s shirt, a scarf, a towel and the Lord’s sandals... 
The altar is in the center of the church, in front of 
the altar there is a marble slab on which Christ was 
bound, this is the slab on which the Lord was laid af-
ter He was taken down from the cross. Then the holy 
Mother of God, touching the body of her Son and 
the body of God, wept and her tears flowed over 
the slab. And that slab is kept in the Monastery of 
Pentocrator.” (H1)

“We kissed the table where Christ’s sufferings were 
gathered together and where Christ’s apostles, 
transformed into the Trinity, sat down to eat, then 
we reverently kissed the saintly patriarch Arsenius, 
the table of Abraham and the iron bed where Christ 
was tortured.” (H4)

Relics of the Saints 
“At the back of the hill is the church of the holy mart-
yrs Sergius and Bacchus, and their heads are there, 
and the hand and blood of Sergius and the blood of 
holy Epimachus are in a box. Next to the Apostolic 
Church is the Church of All Saints there is the head 
of the saintly Apostle Flipus and the relics of other 
saints.” (H1)

“To the south of Hagia Sophia, in the direction of 
Constantine’s palace, on the left is the Church of St. 
Euphemia. Here lies the head of St. Euphemia fra-
med in gold. The relics of St. Michael are also here. 
Christians believe in these relics and receive healing 
from them.” (H2)

Historical Elements
Pilgrimages are texts that are dominated by religious 
elements in terms of their content. This is related to 
the main motivation of the people who perform the 
pilgrimage. They perform pilgrimage in accordance 
with their own beliefs by visiting the lands that are 
considered sacred and seeing and touching the holy 
relics found there. Nevertheless, historical elements 
specific to the period were inevitably included by 
the authors in these pilgrimages. In the pilgrimages 
analyzed in this study, the categories of ‘Historical 
Events’ and ‘Historical and Religious Characters’ 
were found under the theme of Historical Elements.

Historical Events
The codes obtained in the category of historical 
events and found remarkable were ‘Byzantine-Rus-
sian Relations’, ‘Byzantine-Turkish Relations’, ‘1204 
Latin Invasion’, and ‘Coronation Ceremony’. State-
ments related to these codes are given below.

Byzantine-Russian Relations
“And then the holy patriarch of Tsargrad saw us, his 
name was Isidor, and we kissed his hand, because 
he loved Russia very much... When Olga the Russi-
an went to Tsargrad she had a big golden tray from 
which she received tribute. There is a small town on 
the Ispigan side of Tsargrad, the land of the Jews. 
On this tray of Olga’s was a precious stone on which 
Jesus was depicted, and from Jesus goodness and 
light radiates to all people.” (H1)

Byzantine-Turkish relations
“In the summer of 6898 (1390) Kalujan, the son of 
Emperor Andronikos, with the help of the Turks, be-
gan to obtain a tsarate in Tsargrad... At midnight on 
Wednesday, the second week after Easter, loyal men 
opened the gates of the city to Kaluyan Androniko-
vich and let him in together with the Greeks, but the 
Turks were absent and did no harm. Manuel fled on 
ships to the island of Limnos... Manuel took Charg-
rad and crushed many of Andronikos’ followers near 
Chargrad. Manuel went to the Turkish sultan with a 
bow, the Turks detained him, they sent word to Ma-
nuel’s father saying, ‘Manuel will not escape from my 
hands until you destroy your palaces.’ And the old 
emperor reluctantly ordered the palaces to be de-
molished, and he himself went into the old palace 
and was overwhelmed with grief. The Turks released 
Manuel and he is still ruling.” (H4)

1204 Latin invasion (The Fourth Crusade)
“The Crusaders smashed it when they captured 
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Tsargrad. And they destroyed many other decora-
tions. Tsar Constantine had a bathhouse, very high, 
close to the wall; Tsar Leo used to direct the water 
there, the water went up to the marble bathtubs, 
and the gutters were made of marble... On the left 
there is a big marble stone pillar, resting on four pil-
lars made of copper. And these pillars are like big 
temples joined together. They were built by King 
Leo the Wise. On this pillar there are sixteen men, 
eight of copper and eight of stone, and in each hand 
there is a broom made of an unknown wood, as if 
filled with wax... But now, as I said before, all this has 
been destroyed.” (H2)

Coronation
“In the summer of 1392, on February 11, during the 
week of the Prodigal Son, Manuel was married to 
the Tsarina by Patriarch Antony. The wedding was 
a spectacular spectacle. There was an all-night vigil 
in Hagia Sophia. It was very crowded with the men 
inside the church and the women in the upper gal-
lery. The hymn singers were dressed in magnificent 
costumes; their dresses wide and long, all belted, 
the sleeves of their dresses wide and long, the ot-
hers silk, and the shoulder pads gold and lace. The-
re were Franks from Galata and Tsargrad, Genoese 
and Venetians... The Emperor entered the holy chur-
ch through the great front doors. On either side of 
the Emperor were twelve armored men in iron armor 
from head to toe. In front of the Emperor marched 
two bannermen with black hair and red shafts, robes 
and hats. In front of these two bannermen were the 
deputy bannermen with staffs of silver.” (H4)

Historical and religious characters
The most frequently repeated codes under the cate-
gory of historical and religious characters were ‘Em-
perors’, ‘Prophets’, ‘Saints and Saints’.

Emperors
Russians refer to the Byzantine emperors as tsars, 
which is the Russian way of addressing emperors. 
For this reason, the quotations are faithful to this 
name.

“And towards the gates stands a great icon, depi-
cting Tsar Corleus (Emperor Leo VI), his face made 
of precious stones, illuminating the Holy Sofia at 
night... On the holy great altar, above the catape-
tasma, hangs the crown of Constantine, a cross and 
a golden dove under the cross, and the crowns of 
other tsars.” (H1)

“In the summer of 6898 (1390) Kaluyan, son of the 
emperor Andronikos, with the help of the Turks, 
began to establish a tsarate in Tsargrad... On Great 
Thursday, Manuel (Manuel Paleologos II), son of the 
former tsar Kaluyan (Ioannis Paleologos V), arrived 
from Limnos with ships to help Tsargrad...” (H4)

Prophets
The Prophet Jesus is naturally at the center of the 
pilgrimages. The Prophet Jesus is also referred to 
as ‘Lord’, ‘Messiah’ and ‘Savior’ in the pilgrimages. 
Apart from the Prophet Jesus, another prophet who-
se name is repeated most frequently is the Prophet 
Danyal. Excerpts from the pilgrimages regarding the 
Prophet Danyal are given below. 

“At the Roman gate lies the holy great Prophet Dan-
yal and the holy Roman saints and Nikita.” (H1)

“We went to St. Prophet Danyal; when you come to 
the church, you have to walk with a candle and go 
twenty-five steps down from the ground. There on 
the right side is the tomb of Prophet Danyal’s gra-
ve.” (H3)

“On the seventeenth day of December we saw the 
tomb of the great Prophet Danyal and touched it re-
verently. Here is the Church of the Holy Mother of 
God (Mary). Inside there is an icon of the Mother of 
God painted by Luke the Evangelist.” (H4)

Saints
Saints was the most frequently repeated code 
among the findings. It is not possible to include all 
of them under this heading, but the most striking 
examples are given below.

“And on the holy altar in St. Sofia, the blood and milk 
of St. Panteleimon remain unmixed. There is also his 
skull, the skull of the Apostle Kondratos and other 
relics... Far away from here, near the sea, the virgin 
St. Anna lies bent double, as if in a living body.” (H1)

“On these mattresses St. Georgios and St. Nikita 
were tortured... Here is the tomb of St. Ioannis Ch-
rysostomos (John of Goldenmouth), covered with a 
slab and covered with gold and precious stones.” 
(H2)

“St. Theodosia pushed the ladder and brought the 
pagan to the brink of death. That’s when they stab-
bed the saint with a goat horn... There is a monas-
tery of the Virgin Mary called Iterapiotica where the 
relics of St. Evdokia are found...” (H3)

There are also the heads of Saints Sergius, Bacchus 
and James of Persia... On the twenty-second day we 
reverently kissed the relics of St. Anastasia and Igna-
tius of Antioch.” (H4)

Artistic Elements
In this study, the theme of ‘Artistic Elements’ emer-
ges as one of the three main themes. Artistic ele-
ments such as icons and mosaics that pilgrims saw 
during their visits to the holy places in the city, as 
well as various public buildings and sculptures they 
encountered on the streets, did not escape the at-
tention of the pilgrim writers. In addition, religious 
narratives, which have an important place in pilgri-
mage narratives, are another code found under this 
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theme. In the analysis conducted in this direction, 
codes entitled Religious Rumors, Visual Arts and Ar-
chitecture were found under the theme of Artistic 
Elements. 

Religious myths
In the category of religious myths, ‘The Founding of 
Hagia Sophia’, ‘The Unbroken Candle’, ‘Icons that 
Create Miracles’, and ‘The Stabbed Icon’ were iden-
tified as the most recurring subcategories. Sample 
statements related to these categories are given be-
low.

The Hagia Sophia foundation myth
“St. Michael said to the young man: ‘Where are the 
masters of this church, and what is the name of the 
church?’ The young man said: ‘The masters have 
gone to the tsar’s palace and the church has no 
name.’ St Michael said to the young man: ‘Michael, 
go to the Tsar and tell him to order the craftsmen to 
build this church in the name of Hagia Sophia, and 
I will be the guardian of Hagia Sophia and the work 
of your hands in your place. The power of Christ my 
God has commanded me to do this and I will not 
leave this place until you come’.” (H2)

The myth of the unbroken candle
“... And if you go to the left from the great altar in 
the direction of the sun, there is a large glass lamp 
filled with oil; once it fell from above and did not 
break, nor did the fire in it go out. If it had been of 
iron, even then it would have broken, but some invi-
sible power had placed it on the stone unharmed.” 
(H3)

Icons that work miracles
“... I have seen the icon of the Virgin Mary work ext-
raordinary miracles and heal the sick.” (H2) 

“We went to the portable icon of the Virgin Mary, 
painted by the evangelist Luke looking at her while 
she was still alive. This icon is unveiled every Tues-
day. The icon is very large and skillfully carved. The 
chanters walking in front of the icon sing beautiful 
hymns and all the people cry out tearfully: ‘Lord, 
have mercy!’ The icon is placed on the shoulders of 
a man, who stretches out his arms as if he were cru-
cified and passes out, so that it is horrible to look 
at him and he is tossed back and forth across the 
square.” (H3)

The myth of the stabbed icon
“In the Church of St Nicholas on the right side is an 
icon of the holy miracle-working Saviour. This icon 
was pierced above the left eyebrow by a Jew. When 
the Jew pierced the icon, blood and water flowed 

from the wound. When the Jew saw this terrible mi-
racle, he was horrified, took the icon, threw it into the 
well and hurried home... The Tsar, the patriarch and 
many people went to the well. When they arrived, 
they took the icon of the holy Saviour out of the well 
and saw that the image was stained with blood. The 
blood of the holy image was sealed with the blood 
of Christ and the icon was placed in the church of 
St. Nicholas. This icon heals many sick people.” (H2)

Visual arts
In the visual arts category, the subcategories ‘Icons’, 
‘Mosaics’ and ‘Sculptures’ stood out. Sample exp-
ressions related to these are given below.

Icons
“Lazarus, the icon painter; first in Tsargrad, in Hagia 
Sophia, he painted the holy Virgin and two angels 
holding Christ on the altar.” (H1)

“If you go to the right side of the altar, there is an 
icon of the Holy Trinity, in front of the icon is the tray 
of Abraham, on which Abraham puts bread before 
the Trinity and eats with the Trinity.” (H2)

“When we reached the great doors, we venerated 
the miraculous icon of St. Mary, from which a voice 
came to Mary of Egypt forbidding her to enter the 
holy church in Jerusalem. There we also venerated 
the icon of Jesus and other icons of saints inside the 
holy church.” (H4)

Mosaics
“And there is a mosaic image of the great Savior, in 
which a finger of his right hand is missing. The pa-
inter looked at him and said, ‘Lord, how beautifully 
I have painted him, as if he were alive!’ And a voice 
from the image said, ‘When did you see me?’ Then 
the scribe became dumb and died. And that finger 
was not drawn but framed with silver and gilded.” 
(H1)

“And on the same side of the wall was a mosaic fi-
gure of the Saviour, and holy water was flowing from 
the wounds of the nails in his feet, and we touched 
him, anointed him with oil, and gave him to drink of 
the holy water.” (H3)

Statues
Statue of Justinian
“On the right side of the exit from the south gate of 
the Hagia Sophia church, there is a high stone co-
lumn, and on the column stands Tsar Justinian on 
horseback. The copper Tsar holds a golden apple 
with a cross on it in his left hand, and his right hand 
is raised to the south. In front of him are three stone 
columns, and on the columns are three pagan tsars. 
All of them are made of copper, standing as if they 
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were alive, and kneeling before Tsar Justinian, sur-
rendering their city to him.” (H2)

Other statues
“A copper column is erected here, three columns 
intertwined. The columns are separated from each 
other at the top, each has a snake head at the end, 
stones and pearls come out of their mouths; again, 
snake venom is hidden in this column.” (H4)

“On the tomb of the prophet Daniel, there are two 
statues of angels made of stone, one at the head 
and the other at the feet, as if they were two living 
boys. These statues were made by Tsar Leo the Wise. 
Christians worship the prophet Daniel here.” (H2)

Architecture
In the architecture category, the of subcategories 
‘Palaces’, ‘Hippodrome’, and ‘Ayasofya Architectu-
re’stood out. Examples of these statements are gi-
ven below.

Palaces
“Tsar Constantine’s palace is located right above the 
Great Sea; there are decorations in the Tsar’s pala-
ce. There is a high column of an obelisk above the 
sea and four stone capitals on that column, and on 
those capitals there is a stone of blue marble and 
winged dogs, eagles and rams are carved on this 
stone. The horns of the rams were broken and the 
columns were shattered. The Crusaders broke these 
when they captured Tsargrad.” (H2)

“There is also a palace here called the ‘palace of the 
Orthodox King Constantine’.” (H3)

Hippodrome
“To the west of the Tsar’s palace, close to it, is the 
Hippodrome. This Hippodrome is decorated with 
many wonderful things and many more things from 
the old days are preserved here. There are thirty co-
lumns towards the Great Sea and each column has 
rings of iron, and there are passages paved with sto-
ne railings from one end to the other on the colum-
ns.” (H2)

“After listening to the holy mass, we went to the Pa-
lace of Constantine and saw a building belonging to 
the Tsars there; this place called the Hippodrome is 
a playground.” (H4)

The Architecture of Hagia Sophia
“In front of the western door of the great entrance of 
Hagia Sophia, there is a baptismal font made of as-
pit stone, and the crosses are immersed in this font. 
There is a lintel of lead over the basin, and here the 
kings are baptized.” (H2)

“There are three hundred and sixty-five doors in Ha-
gia Sophia, and the doors are very carefully glazed. 
Some of them are bricked up for lack of funds. The 
human mind cannot tell and list everything about 
the holy Sophia of God, but we have written down 
what we have seen.” (H3)

“On the thirty-first day, we went up to the dome of 
the Hagia Sophia Church and saw the forty windows 
there; we measured them with a column, and they 
were two spans short of two fathoms high.” (H4)

The Wells in Hagia Sophia
“There are many wells in the holy Hagia Sophia.” 
(H1)

“In Hagia Sophia, except for the ones in the church 
walls and galleries, there are many wells with very 
tasty water, and it is impossible to see them because 
they are at the bottom level, that is, on the floor of 
the church... If you go from there to the altar of the 
church, there are very beautiful columns standing as 
if they were made of jade. There is a well in the great 
altar; it is filled with water from the holy river Jordan 
(the Jordan).” (H3)

Discussion, Conclusion and Suggestions
The main data sources of this research are hojde-
nies. The results of the research are given under th-
ree themes. 

Religious elements
The most recurrent sub-codes in ‘religious buildings’ 
under the theme of ‘religious elements’ are ‘churc-
hes’ and ‘monasteries’. After the Russians adopted 
Christianity as the official religion in the tenth cen-
tury, Istanbul, the capital of the Byzantine Empire 
(Constantinople, which was the originator of the 
Orthodox faith) became one of the most important 
pilgrimage centres after Jerusalem. During these 
pilgrimages, Russian pilgrims visited dozens of san-
ctuaries and places in the Holy Land and in Istanbul, 
which are considered sacred by the Orthodox faith. 

Among these temples, Hagia Sophia has a special 
importance. In addition to being a patriarchal and 
imperial cathedral, Hagia Sophia has a historical 
and spiritual significance for Russians. After Valdi-
mir, the great Kievan knight, converted to Christia-
nity in 988AD, pilgrimage gained great importance 
in line with the Christianisation policy. Accordingly, 
with a spiritual motivation, many pilgrims travelled 
to Constantinople to see the holy places. Although 
this route was quite far and difficult, it was popular 
among Russian pilgrims. In the analysed pilgrima-
ges, Hagia Sophia is seen as a must-visit shrine for 
every Russian pilgrim. 

Hagia Sophia, which is obviously the most central 
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and most important religious structure of the city, is 
also a centre of attraction due to the holy relics it 
contains. In this study, the code ‘holy relics’ under 
the theme of religious elements was the most recur-
rent code after ‘religious buildings’. The ‘Passion of 
Jesus’, which represents the prophet Jesus and his 
sufferings in the process leading to the cross, and 
the relics and body parts (relics) of people who are 
considered saints in the Orthodox faith have an im-
portant place in pilgrimages as holy relics. 

Apart from Hagia Sophia, another church visited 
by all travellers is the Church of the Holy Apostles 
(Havariyyun). Dedicated to the Twelve Apostles, the 
church was built by Constantine the Great as a fune-
rary church. Many emperors were buried in the chur-
ch, which became an important place of pilgrimage 
for Byzantine emperors from Constantine until the 
eleventh century. According to the accounts of tra-
vellers, there are many relics in the church. 

A number of the many religious buildings mentio-
ned in the pilgrimages are as follows: the Church 
of Saints Sergius and Bakhus; the Blakherna Church 
of Our Lady of Blakherna; the Prodromos Church of 
St John the Baptist; the Hodegetria Church of Our 
Lady of Hodegetria; the Monastery of Saints Kozma 
and Damian; the Pantokrator Monastery; the Studios 
Monastery; the Peribleptos Monastery; the Philanth-
ropos Church of Christ the Saviour; the St Theodosia 
Church; and the St Georgios/Mangana Monastery. 
It can be seen that a number of churches are known 
by more than one name. This is evident from the 
fact that pilgrims have mentioned the same relics in 
these buildings. During their visits to these sacred 
buildings, it was observed that the believers were 
in a state of awe and approached these holy relics 
with reverence. Another dimension of this respect is 
related to forgiveness and healing through the reli-
cs attributed to holiness. It has been observed that 
the authors of the Hajjname describe in detail the 
various rituals performed on daily or holy days that 
they witnessed in Hagia Sophia and other temples. 
The way these rituals were performed, the objects 
used during the ritual, the icons or the clothes of the 
clergy are included in these descriptions.

Historical Elements
We see the information given by the travellers most-
ly about worldly life under this theme. These inclu-
de important political and historical events such as 
Byzantine-Turkish relations, Byzantine-Russian relati-
ons, the Latin Invasion of 1204 and the coronation 
of Emperor Manuel II Paleologos. Among the four 
pilgrimages analysed, Ignatius of Smolensk’s pilgri-
mage contains the most information in this sense. 
He mentions the Battle of Kosovo and the death of 
Murad I, the feud between Ioannes IV and Manuel II 
and the enthronement ceremony, as well as the eart-
hquake in 1390. In the Anonymous Chargrad Pilgri-

mage, the damage caused to the city by the Latin 
invasion is frequently mentioned. 

The most frequently recurring sub-code under the 
code ‘historical and religious characters’ is ‘saints 
and saints’. These people, who were mostly tortu-
red and killed by the Romans in the period before 
Christianity was accepted as an official religion, are 
regarded as religious martyrs

by the believers and are highly loved and respected 
by Orthodox Christians. In addition, through these 
saints, believers expect mercy and forgiveness from 
God. Another important point is that people expect 
healing by touching the icons or relics of saints and 
saints. Within the ‘Prophets’ code, the Prophet Je-
sus, who is central to the Christian faith and who is 
referred to with titles such as ‘Lord’, ‘Messiah’, ‘Savi-
our’, and ‘Son of God’, and related quotations from 
the Old and New Testaments, legendary stories and 
relics representing his ordeals are at the centre of 
the narratives.

Artistic elements 
The codes reached under this theme, which cover 
a wide area, were ‘religious myths’, ‘visual arts’ and 
‘architecture’. In terms of frequency, the most recur-
rent code is ‘religious myths’. Among these myths 
are those related to the foundation of Hagia Sophia, 
miracle-performing icons and legends on different 
subjects. In the case of Hagia Sophia in particular, 
there are still many legends told by tour guides even 
today. The blending of human imagination and re-
ligious and historical facts with fantastic elements 
over time has led to the formation of these legends. 
Since pilgrimages are written as a result of the tra-
vels of people who grew up listening to these legen-
ds for years, they are an integral part of these texts. 
In fact, the same myths are told over and over again 
in each hojdenie.

Under the theme of artistic elements, ‘icons’ was 
the most recurrent sub-code. Icons and their wors-
hip have become a manifestation of piety in Chris-
tian Orthodoxy. Therefore, pious pilgrimage writers 
frequently mentioned this subject. In particular, in 
all the texts analysed, the icon of Mary Hodegetria, 
which means ‘guide’, is frequently mentioned. In the 
Hodegetria composition, which is one of the most 
widely copied icons in Byzantium, Mary is standing 
or sitting, holding the Child Jesus with one hand 
and showing him with the other. It is believed that 
the first image of Hodegetria was painted by the 
Evangelist Luke, one of the writers of the Canoni-
cal Gospel, by looking at Mary (Işık Şen, 2017). All 
the authors mentioned this icon, apart from Stephen 
Novgorodets, in his hojdenie, described a religious 
ritual accompanied by this icon in great detail.

Mosaics and ‘sculptures’ are other sub-codes under 
the theme of artistic elements. Among the mosai-
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cs, the mosaic of Christ the Saviour in particular is 
frequently depicted. Among the sculptures, the exp-
ressions depicting the equestrian statue of Emperor 
Justinian come to the fore. This monument, which 
preserved its place in front of Hagia Sophia for more 
than a thousand years, seems to have fascinated 
Russian travellers with the height and beauty of the 
column carrying the statue (Oktan and Derviş, 2015). 

The most repeated subcode under the theme of ‘ar-
tistic elements’ is ‘the architecture of Hagia Sophia’. 
Hagia Sophia, which is the Imperial Cathedral and 
symbolizes the power of Orthodoxy, has a magnifi-
cent architecture. Russian travelers provide detailed 
descriptions of the interior and exterior architecture 
of this structure in their notes. In particular, since the 
date Antoniy Novgorodskiy visited Istanbul coinci-
des with the time before the city was looted by the 
Crusaders, his description of the old state of Hagia 
Sophia places it in a special place. This is because 
many pieces that cannot be seen in Hagia Sophia 
today were stolen and taken to various places in 
Europe at that time.

It was understood that Russians adopted Istanbul as 
one of the most important pilgrimage centres after 
Jerusalem since the tenth century, when they accep-
ted Christianity as the official religion. As a result, 
they made pilgrimages to Istanbul for many centu-
ries. In this study, the travel notes kept by travellers/
pilgrims during the journeys between the eleventh 
and fourteenth centuries are analysed. The evaluati-
on of the Russian pilgrimages written in this period 
in the field of tourism constitutes the original value 
of this study. These travel notes, which give detailed 
information about Istanbul, provide valuable infor-
mation to be told to foreign and domestic tourists, 
especially Orthodox Christians who come to the city 
as faith tourists. In this direction, it is thought that 
the research findings could be a source for enriching 
the narratives of tour guides working in Istanbul.

Suggestions for Future Studies 
Research could be made on the pilgrimages written 
in the period between 988AD, when Russian Ortho-
dox converted to Christianity, and 1453, the conqu-
est of Istanbul, which were left out of the scope of 
this research, bringing them into the literature; re-
searching the examples of pilgrimages in different 
languages and evaluating them in the context of 
tourism; conducting research in different fields such 
as architecture, art history, history of religions on the 
Istanbul of the period in the pilgrimages; researc-
hing the first example of a pilgrimage, the XII. cen-
tury ‘The Life and Journey of Abbot Daniil from the 
Russian Country’ (Jitie i hojenie igumena Daniila iz 
Russkoy zemli), in the context of religious tourism; 
accessing pilgrimage writings written for different 
religions and beliefs; and conducting interdiscipli-
nary comparative studies.

Suggestions for the Sector
It is suggested that the findings and results of this 
research should be shared with the Istanbul Cham-
ber of Guides and transferred to tour guides with a 
niche tour programme being developed within the 
scope of faith tourism. These results, which will shed 
light on the history of Orthodox Christianity, should 
be shared with Russian travel agencies and Russian 
tourists should be informed about these tours throu-
gh cooperation. The protection of the architectural 
structures, in the findings, which can still be seen 
today, and the revitalisation of religious rituals can 
contribute to the protection of cultural heritage. In 
addition, other stakeholders in the tourism sector 
can utilise these narratives by integrating them into 
modern tourism.
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Abstract 
In a globalized world, the image of countries has 
increasingly become an important factor influencing 
consumers’ product preferences. In this context, 
studies that examine the effects of cognitive and 
emotional country image perceptions on economic 
animosity, product quality judgment, and purchase 
intention have gained prominence in the marketing 
field. The aim of this study is to investigate the im-
pact of Turkish consumers’ cognitive and emotional 
country image perceptions of U.S.-origin products 
on their feelings of economic animosity, product 
quality judgments, and purchase intentions. The re-
search was conducted among consumers aged 18 
and above in Istanbul using a convenience sampling 
method. Confirmatory Factor Analysis (CFA) and 
Structural Equation Modeling (SEM) were emplo-
yed, and reliability and validity were assessed th-
rough Composite Reliability (CR), Average Variance 
Extracted (AVE), and Cronbach’s alpha. Descriptive 
statistics and correlation analyses were also perfor-
med to explore the relationships between variables, 
ensuring methodological rigor. The analysis results 
indicated that emotional country image compo-
nents (admiration and contempt) had a significant 
impact on economic animosity, while cognitive com-

ponents (competence and warmth) did not. Additi-
onally, the perception of competence regarding the 
people of the country positively influenced beliefs 
about the products; however, the emotional image 
did not affect product judgment. In terms of purcha-
se intention, competence from the cognitive image 
and contempt from the emotional image were inf-
luential, and both economic animosity and product 
judgment were found to impact purchase intention.

Keywords Country of Origin Image, Consumer Ani-
mosity, Product Quality Judgment, Purchase Inten-
tion.

JEL Codes: M30,M31

Özet
Küreselleşen dünyada, tüketicilerin ürün tercihlerine 
etki eden unsurlar arasında ülkelerin imajı giderek 
önem kazanmaktadır. Bu bağlamda, bilişsel ve duy-
gusal ülke imajı algısının ekonomik düşmanlık hissi, 
ürün kalite yargısı ve satın alma niyeti üzerindeki 
etkilerini inceleyen araştırmalar pazarlama alanında 
öne çıkmaktadır. Bu çalışmanın amacı, Türk tüketici-
lerin ABD menşeli ürünlere yönelik bilişsel ve duygu-
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sal ülke imajı algılarının, ekonomik düşmanlık hissi, 
ürün kalite yargısı ve satın alma niyetleri üzerindeki 
etkilerini incelemektir. Kolayda örneklem yöntemi ile 
İstanbul ilinde 18 yaş üstü tüketiciler üzerinde ger-
çekleştirilen araştırmada, Doğrulayıcı Faktör Analizi 
(DFA) ve Yapısal Eşitlik Modeli (YEM) kullanılmış, gü-
venilirlik ve geçerlilik Bileşik Güvenilirlik (CR), Orta-
lama Varyans Açıklaması (AVE) ve Cronbach alfa ile 
değerlendirilmiştir. Değişkenler arasındaki ilişkileri 
keşfetmek için betimleyici istatistikler ve korelasyon 
analizleri de gerçekleştirilmiş, bu sayede çalışmanın 
metodolojik titizliği sağlanmıştır. Yapılan analizler 
sonucunda, duygusal ülke imajı bileşenlerinin (hay-
ranlık ve küçümseme) ekonomik düşmanlık üzerinde 
anlamlı bir etkisi olduğu, ancak bilişsel bileşenlerin 
(yeterlilik ve samimiyet) bu his üzerinde etkili olma-
dığı belirlenmiştir. Ayrıca, ülkenin insanlarına dair 
yeterlilik algısının ürün inançlarını pozitif etkilediği; 
fakat duygusal imajın ürün yargısı üzerinde etkisi ol-
madığı saptanmıştır. Satın alma niyetinde ise bilişsel 
imajdan yeterlilik ve duygusal imajdan küçümseme-
nin etkili olduğu, ayrıca ekonomik düşmanlık ve ürün 
yargısının da niyeti etkilediği görülmüştür.

Anahtar Kelimeler: Menşe Ülke imajı, Tüketici Düş-
manlığı, Ürün Kalite Yargısı, Satın Alma Niyeti.
JEL Kodları: M30,M31

Introduction  
Türkiye, The increasing prevalence of globalization 
and the expansion of free trade have elevated the 
significance of foreign markets. These developments 
have spurred the growth of international trade rela-
tions, fueling consumer demand for products from 
diverse countries. Consequently, there is a pressing 
need to comprehensively analyze the factors that 
influence consumers’ willingness to purchase goods 
from different nations and to conduct further rese-
arch in this area (Klein et al., 1998, p. 89; Riefler & 
Diamantopoulos, 2007, p. 88). Literature overview 
reveals that previous research on country of origin 
has established its role as an external prompt influ-
encing consumer choices between identical produ-
cts from different countries (Bilkey & Nes, 1982, p. 
89; Verlegh, 2001, p. 523; Nart, 2008, p. 155; Dmitro-
vic & Vida, 2010, p. 146). Current research has shifted 
its emphasis to exploring the factors that influence 
consumer preferences for products from specific 
countries. This perspective suggests that a good re-
putation of a country’s products can only be justified 
when considering the production of particular goo-
ds. Roth and Diamantopoulos (2009) introduced the 
notion of country image (COI), which refers to the 
perceptions and evaluations held by consumers in 
one country towards another. COI is a causal factor 
in a country’s affairs and comprises two interconne-
cted components: cognitive and affective (Roth & 
Diamantopoulos, 2009, pp. 726-728). The intellectu-
al component relates to the expression of beliefs, 

while the affective component pertains to consumer 
actions towards further country. The formation of 
country image is influenced by various factors, inclu-
ding the dissemination of information through me-
dia channels and the significance of family and peer 
networks in providing insights into foreign countries 
and cultures (Maher & Carter, 2011, pp. 560).

Although the significance of the concept of country 
image is well acknowledged, there is no universally 
agreed-upon definition or measurement approa-
ch in academic literature (Roth & Diamantopoulos, 
2009, p. 726). However, empirical research suggests 
that emotional and cognitive factors differentially 
impact consumer purchasing behavior. Emotional 
dimensions influence preferences for hedonic go-
ods, while cognitive dimensions drive preferences 
for functional items (Verlegh, 2001, p. 523; Maher & 
Carter, 2011, p. 560). Attitudes are shaped by both 
emotional responses and cognitive evaluations of 
attributes. These evaluations are often perceived as 
rational and logical. However, attitudes may vary in 
their responsiveness to affective and cognitive inf-
luences. For instance, household goods, with their 
instrumental nature, may be evaluated more on utili-
tarian grounds than emotional ones. Conversely, La-
vine et al. (1998) argue that attitudes towards close 
friends or relatives are primarily driven by emotions 
rather than beliefs. Prior research (Lavine et al., 1998, 
p. 402; Maher & Carter, 2011, p. 560) suggests that 
when affect and cognition are misaligned, the affe-
ctive dimension tends to exert a stronger influence 
on behavior. However, when both affect and cogniti-
on are congruent, they appear to have comparable 
impact on attitudes and behaviors. The hypothesis 
of the superiority of the senses in determining pre-
ferences was proposed by Zajonc (1984). Affectional 
responses can often be chronologically preceded by 
cognitive reactions in shaping of attitudes (Edwards 
and Von Hippel, 1995: 998). When we meet a per-
son for the first time, we may have a sudden affec-
tion-based reaction before we know anything about 
his or her personal characteristics. Nevertheless, af-
fectional responses are more subjective than cogni-
tive ones and are directly about the individual. For 
this reason, when two types of information contra-
dict each other, the affections created by an attitu-
de reveal more real assessments than our cognitive 
assessments of the attributes of the object (Edwards 
and von Hippel, 1995, p. 998; Lavine et al., 1998, p. 
402).

The perception of perceptual and emotional image 
of country image can significantly influence consu-
mer behavior, particularly in areas like economic 
animosity, product quality judgment, and purcha-
se intention. Consumers with a negative affective 
response towards a country may still recognize the 
level of its products but are less likely to purchase 
them due to feelings of animosity. This interplay 
between emotional responses, cognitive assess-
ments, and buying decisions highlights the complex 
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relationship between country image and consumer 
behavior, with economic and emotional factors pla-
ying a significant role in guiding purchase intentions.

According to the BIAS map, while the cognitive 
component consists of two dimensions (warmth and 
competence), while the affective component inclu-
des four dimensions: admiration, contempt, envy, 
and pity (Maher and Carter, 2011, p. 566). In this 
study, the dimensions of envy and pity were not inc-
luded due to their weak relationship with behavioral 
tendencies.

The BIAS map extends the stereotype content mo-
del The Stereotype Content Model (SCM) (Cuddy 
et al. 2007, p. 632; Cuddy et al. 2008, p. 70). SCM 
suggests that individuals, as members of one group, 
judge another group based on their perceived war-
mth and competence. While the warmth dimensi-
on shows that other group individuals are positive 
towards their group intentions, the competence di-
mension shows another group’s ability (Maher and 
Carter, 2011, p. 565). According to SCM, the origins 
of perceived frankness and competence lie in soci-
al structural variables, namely competition and sta-
tus. Close people are considered warm. In contrast, 
those seen as competitors are considered to lack 
warmth. Also, while people who have been seen as 
having high status are thought of as competent, pe-
ople who have been seen as having lower standing 
are thought of as ineligible (Cuddy et al. 2008, p. 64).

Various studies have examined the relationship 
among the emotional and cognitive angles of a 
country’s image. While some research suggests that 
cognition precedes emotion (Brijs, et. al, 2011), ot-
hers argue that emotion can influence cognition 
(Haubl, 1996; Maher & Carter, 2011). There is ongo-
ing debate about whether affect and cognition are 
independent systems and whether affect can occur 
without prior cognitive processing. Zajonc’s (1984; 
2004) work on the interplay between cognition and 
affect is relevant here. He argues that there is no in-
herent connection between the two and that emoti-
ons can arise before perceptual and cognitive deco-
ding. Given this perspective, our study has treated 
cognition and emotion as separate constructs. The 
following can be used to summarize these contribu-
tions:

• Foreign consumers’ perceptions of a na-
tion’s goods and services are shaped by its image. 
Customers can learn valuable information from this 
image about the dependability and quality of pro-
ducts. A thorough examination of the emotional and 
cognitive aspects of national image will provide a 
better understanding of how it influences consumer 
purchase decisions.

• While cognitive components (competence 
and warmth) include more reasoned and informed 
evaluations, emotional components (admiration and 
contempt) reflect the impulsive feelings consumers 

feel toward a nation and its products. An examinati-
on of the way these two elements interact will yield 
crucial information about how marketing strategies 
ought to be developed.

• Customers who harbor economic animosity 
are those who have unfavorable feelings about the 
prosperity of other nations. Gaining an understan-
ding of how this emotion influences opinions about 
products and plans to buy will offer strategic insigh-
ts that help direct brand positioning in global mar-
ketplaces. 

• Brands may better meet the wants and ex-
pectations of their customers by having a deeper 
understanding of the psychological and sociocultu-
ral elements that affect consumers’ decision-making 
processes. As a result, marketing and communicati-
on strategies can be created that are more success-
ful.

• It is crucial for businesses that operate in in-
ternational marketplaces to comprehend how con-
sumers behave in various cultural contexts. We will 
be able to create effective plans and gain a deeper 
understanding of consumer trends in various mar-
kets thanks to this research.

This study examines the distinct dimensions of the 
cognitive and emotive components associated with 
the image of a country, specifically focusing on war-
mth, competence, admiration and contempt. Furt-
hermore, this study will provide managers with the 
opportunity to recognize the significance of emoti-
on and cognition as influential factors in their evalu-
ation of the country’s image.

The study looks at how consumers’ behavior is influ-
enced by their emotional and cognitive perceptions 
of their nation. This demonstrates that consumers 
have emotional as well as knowledgeable opinions 
about various nations and goods. Additionally, it 
offers a thorough explanation of how animosity inf-
luences customer behavior, including intent to buy 
and judgments about the quality of products. The 
study compares Turkish consumers’ impressions of 
the US and Turkey in order to adjust for cultural va-
riations. These distinctions will make it possible for 
businesses doing business internationally to inclu-
de cultural considerations when formulating their 
marketing plans. Additionally, recommendations for 
marketers’ and practitioners’ practical application 
will be derived from the findings.

Theoretical Background
In the increasingly interconnected global marketpla-
ce, consumers’ purchasing decisions are remarkably 
shaped by their perceptions of a product’s country 
of origin. Under these circumstances, country image 
significantly influences consumer behavior. Howe-
ver, existing research lacks comprehensive studies 
that fully explore the combined effects of cognitive 
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and emotional country image perceptions on con-
sumers’ economic animosity, product quality assess-
ments, and purchase intentions. The goal of this 
study is to bridge this gap by enhancing the literatu-
re on how country image affects consumer behavior. 

Country of Origin Image
Generally considered a country of origin concept, 
the phrase “made in” indicates the place where a 
product is manufactured (Papadopoulos, 1993, p. 4; 
Liefeld, 2004, p. 86; Amine, 2008, p. 405). Country of 
origin image (COI) is defined as “the sum of peop-
le’s beliefs, ideas, and impressions about a particular 
country” (Cotîrlea, 2015, p. 166). This image positi-
ons countries in consumers’ minds much like bran-
ds are positioned. However, unlike brand images 
that are often shaped through targeted marketing 
efforts, COI is not directly controlled by marketers 
(Papadopoulos & Heslop, 2002, p. 295). According 
to Kunczik (1997), COI formation is a complex com-
munication process influenced by various informa-
tion sources, including marketing communications, 
personal experiences with foreign cultures, and their 
subsequent reflections (Cotîrlea, 2015, p. 166).

The scope of a concept delineates what falls within 
its definition and what lies outside. Examining the 
descriptive areas in current country of origin image 
(COI) surveys reveals three distinct focal points: (1) 
general country image, encompassing the overall 
perceptions and associations related to a country; 
(2) product-country image, referring to the image 
of a specific product category linked to a particu-
lar country; and (3) product image within a country, 
which focuses on the image of an individual produ-
ct within the context of its country of origin (Roth 
& Diamantopoulos, 2009, p. 727). COI can signi-
ficantly influence consumer behavior, as products 
from countries perceived to have high standards of 
craftsmanship, technology, or innovation are often 
viewed more favorably. On the other hand, products 
from countries with negative associations may face 
skepticism or avoidance. 

Recent research has revealed a hierarchy of effe-
cts associated with country of origin (COO), high-
lighting a correlation between COO effects and a 
country’s degree of economic progress. Consumers 
in industrialized nations often exhibit a preference 
for domestically produced goods over foreign ones, 
while those in developing nations tend to percei-
ve foreign products as more valuable (Nagashima, 
1970; Han & Terpstra, 1988, p. 236; Kotler et al., 2005, 
p. 352).  This preference for foreign goods in develo-
ping countries may be attributed to perceptions of 
lower quality associated with domestically produced 
goods. The hierarchy of effects can vary by country 
(Han & Terpstra, 1988, p. 236), and attitudes towards 
COO can shift over time. The enhancement of the 
quality image of Japanese products exemplifies how 

such perceptions can evolve (Kotler et al., 2005, p. 
352; Verlegh, 2001, p. 525). Cuervo-Cazurra, A., and 
Ramamurti, R. (2022), meta-analysis examines the 
antecedents and outcomes of consumers’ percep-
tions of foreign country images. It investigates how 
macro-level differences between countries modera-
te the effects of cognitive and affective dimensions 
on consumer behavior, particularly focusing on pur-
chase intentions and economic animosity. De Nis-
co, A., and Oduro, S. (2022) explores the partitioned 
effects of country-of-origin on consumer behavior. It 
highlights how cognitive and affective perceptions 
of a country’s image influence perceived quality and 
purchase intentions differently, offering insights into 
how companies can leverage these perceptions in 
marketing strategies.  Purwanto, E., and Wibisono, 
A. (2020) focuses on the impact of country-of-ori-
gin image and word-of-mouth on perceived quality 
and purchase intention, particularly in the context 
of Japanese digital cameras. Structural Equation 
Modeling is used to test the hypotheses, revealing 
significant effects of country image on consumer de-
cisions. 

The Concept of Consumer Animosity
Consumer animosity refers to the lingering resent-
ment arising from past or ongoing military, political, 
economic, or diplomatic conflicts between nations 
(Klein et al., 1998, p. 90; Klein, 2002, p. 346). This 
deep-seated negative sentiment toward a specific 
country significantly influences consumer behavi-
or in international markets (Klein et al., 1998, p. 90; 
Ettenson & Klein, 2005, p. 204). Unlike consumer 
ethnocentrism, which generally reflects a preferen-
ce for domestic over foreign products, animosity is 
directed at a particular country and shapes prefe-
rences among foreign products (Klein et al., 1998, 
p. 90; Klein & Ettenson, 1999; Klein, 2002, p. 346). 
Consumer animosity can stem from war, trade dispu-
tes, political disagreements, or human rights violati-
ons, and may persist even after the original source 
of tension has dissipated. As a result, brands from 
countries facing consumer animosity may struggle 
to penetrate certain markets, requiring strategic ef-
forts to mitigate these negative associations throu-
gh localized marketing, brand repositioning, or even 
corporate social responsibility initiatives.

Various factors can contribute to negative attitudes 
toward a foreign country and its products (Ang et al., 
2004, p. 192), including historical military conflicts, 
economic or diplomatic disputes, competition, reli-
gious, ethnic, or cultural differences, or perceptions 
that a country is harming one’s home nation (Klein 
et al., 1998, p. 90; Amine, 2008, p. 408; Rose et al., 
2009, p. 331; Richardson, 2012, p. 13). While consu-
mers may not always exhibit ethnocentric behavior 
and may believe products should be judged on qua-
lity alone, they can still reject goods from a particular 
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country due to animosity rooted in historical events, 
such as wars, or ongoing issues like economic em-
bargoes (Ang et al., 2004, p. 192). This animosity of-
ten manifests as a refusal to purchase products from 
the target country (Nijsen & Douglas, 2004, p. 25; 
Nakos & Hajidimitrious, 2007, p. 57).

Balabanis and Diamantopoulos (2021) investigate 
how consumer animosity interacts with country ima-
ge to influence purchase decisions. Their study exa-
mines the effect of economic animosity on consu-
mer behavior and suggests strategies for companies 
to mitigate negative perceptions. Klein et al. (1998) 
conducted the first study on consumer animosity, 
developing a model to explain how such animosity 
impacts the purchase of foreign products. Their re-
search, which focused on Chinese consumers’ at-
titudes toward Japan and Japanese-made produ-
cts, demonstrated that animosity toward a foreign 
country negatively affects the intention to purchase 
its products, regardless of perceived quality (Klein et 
al., 1998, pp. 89–91).

Most studies on consumer animosity have examined 
the attitudes of individuals from one country toward 
the products of another (Rose et al., 2009, p. 330). 
For instance, Jewish consumers have historically 
avoided German-made products, while New Zealan-
ders and Australians have boycotted French goods 
in response to France’s nuclear tests in the South Pa-
cific (Klein et al., 1998, p. 90).Contrary to the current 
literature on purchasing products of foreign origin, 
they have designed that country origin will affect 
the consumer’s purchasing decision independently 
of product judgment (Riefler and Diamantopoulos, 
2007, p. 88). Although consumers’ perceptions of 
product quality obtained from the country of origin 
information are positive, countries with problems as-
sociated with economic, political, and even military 
events may refrain from buying their products (Shin, 
2001, p. 2; Richardson, 2012, p. 14).

The concept has been classified in various ways from 
the past to the present. First, Klein (1998) has clas-
sified it in two ways: war and economic animosity. 
While military situations in history cause war animo-
sity, economic animosity is caused by such things as 
competition, unfair trade practices, the unreliability 
of trading partners, economic coercion, or econo-
mic attacks by foreign countries (Klein, 1998, p. 91; 
Nijsen and Douglas, 2004, p. 27; Riefler and Diaman-
topoulos, 2007, p. 99). 

Nakos, G. E., and Hajidimitriou, Y. A. (2007) study 
the impact of national animosity on consumer pur-
chases, focusing on the moderating role of perso-
nal characteristics. It discusses how consumer traits 
can influence the relationship between animosity 
and purchasing decisions. Jiménez and San Martín 
(2021) explore the role of country-of-origin image, 
ethnocentrism, and animosity in fostering consumer 
trust. They emphasize the moderating effect of fami-

liarity on these relationships, suggesting that consu-
mer experience with a country can mitigate negative 
perceptions.

In consumer animosity research, scholars have ai-
med to understand how animosity influences pro-
duct judgments and the willingness of consumers 
in hostile countries to purchase goods from the tar-
get nation. Numerous studies have focused on ani-
mosity toward a single country (Bahaee and Pisani, 
2009; Ettenson and Klein, 2005; Nijssen and Doug-
las, 2004; Shin, 2001; Witkowski, 2000; Klein and Et-
tenson, 1999; Klein et al., 1998). Most of this rese-
arch has examined purchase intentions for foreign 
products (Nakos and Hajidimitriou, 2007; Edwards 
et al., 2007; Shoham et al., 2006; Hinck, 2005; Etten-
son and Klein, 2005; Klein, 2002; Shin, 2001; Klein et 
al., 1998), consistently finding that animosity directly 
and negatively impacts the intention to buy produ-
cts from the offending country. This hostility often 
stems from factors such as economic competition, 
political disputes, or historical conflicts, leading con-
sumers to form negative attitudes toward that nati-
on’s products.

In past studies, economic animosity has been given 
more importance and place than war and political 
animosity studies (Riefler and Diamantopoulos, 
2007, p. 99). Economic affairs are observed more of-
ten than war-based ones. For this reason, scientists 
have directed their studies to the study of the effects 
of economic events on purchasing behavior (Sutikno 
and Cheng, 2010: 5). The results of the study condu-
cted on economic animosity have determined that 
economic animosity is an essential factor affecting 
the purchasing decisions of the target country’s pro-
ducts (Nijssen and Douglas, 2004, p. 27). Therefore, 
we also take into account the international trade re-
lations of countries with each other, and in our study, 
we incorporate the concept of economic animosity, 
one of the types of consumer animosity, into the 
scope of the research. 

Product Quality Judgment
Country image refers to consumers’ overall percep-
tion of the quality of products produced in a speci-
fic country. These perceptions can vary significantly 
across different countries (Bilkey & Nes, 1982, p. 89; 
Verlegh, 2001, p. 523). Notably, quality perception 
is often specific to product categories (Han, 1989), 
with the influence of country of origin varying based 
on the type of product. Some countries have built 
strong reputations in particular product categories 
due to specialization and expertise (Kotler et al., 
2005, p. 352). A positive perception of quality can 
lead to repeat purchases and word-of-mouth pro-
motion, while poor quality judgments may result in 
brand avoidance or negative reviews. Additionally, 
marketing efforts aimed at communicating product 
quality, through advertising, packaging, and certifi-
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cations, can shape consumer perceptions and ulti-
mately influence their buying behavior.

Consumers frequently utilize country of origin infor-
mation, in addition to brand information, as a means 
to simplify the cognitive process of information pro-
cessing (Chao and Gupta, 1995, p. 49). Consumers 
engage in the process of inferring product quality 
by utilizing a range of information cues or stimuli, 
which can be categorized as either internal (such 
as product performance) or external (such as brand 
name or product origin) indicators of product attri-
butes (Bilkey and Nes, 1982, p. 89; Nart, 2008, p. 155; 
Dmitrovic and Vida, 2010, p. 150).

The examination of a product’s country of origin 
(COO) can serve as a potential indicator of product 
quality and influence evaluations of products from 
that country (Han, 1989, p. 222; Martin & Eroglu, 
1993, p. 193). This influence extends to consumer 
purchasing decisions and their perceived risk and 
value associated with the product (Roth & Diaman-
topoulos, 2009, p. 726). The halo effect, where con-
sumers benefit from a country’s overall image when 
evaluating product quality before purchasing, plays 
a significant role. Consequently, the perception of a 
nation indirectly impacts consumer attitudes toward 
a brand through inferential associations. Han (1989, 
p. 223) suggests that as consumers become more 
familiar with products from a particular country, the 
country’s image becomes instrumental in shaping 
their perceptions of those products and, in turn, the-
ir attitudes towards the associated brands. This phe-
nomenon can be considered a summary function of 
the country’s image.

Johansson et al. (1985) shows that a country’s ima-
ge influences consumers’ assessments of product 
characteristics but does not affect overall product 
evaluations. These findings support the ‘halo effe-
ct’ of a country’s image in product evaluation (Bilkey, 
1993, p. 101). Consistent with the literature on con-
sumer animosity, it has been observed that Chinese 
consumers are less likely to purchase Japanese pro-
ducts or products made in Japan due to feelings of 
animosity. However, the research also revealed that 
animosity is independent of quality judgments; even 
if consumers harbor resentment, they still perceive 
Japanese products as high quality. Despite this, tho-
se who feel animosity are less likely to buy the pro-
ducts (Ferrín et al., 2015, p. 75; Klein et al., 1998, pp. 
89–90).

Purchase Intention
Understanding how the behavior of individuals is 
shaped has been a subject of curiosity in many dis-
ciplines, such as social psychology and marketing. 
One of the most critical issues affecting behavior is 
the attitude of people towards objects. High purc-
hase intention indicates a stronger probability that 

the consumer will proceed to make the actual purc-
hase  (Fishbein and Ajzen, 1975). 

Various consumer behavior models can decipher 
the relationship between attitude and behavior. The 
most well-known theory about how attitudes predict 
behavior is the “Theory of Planned Behavior” (Aron-
son et al. 2012, p. 395). Ajzen (1991) established a 
hypothesis rooted in social psychology, positing that 
behavior is influenced by purpose. As to the afore-
mentioned idea, the primary determinant of indivi-
dual behavior is the individual’s intention to engage 
in or abstain from the specific action under conside-
ration. Ajzen (2005) posits that intention can be un-
derstood as an evaluation of an individual’s level of 
motivation. This denotes the extent to which an indi-
vidual is inclined to engage in a particular behavior. 
The buying intention is contingent upon the purcha-
se process. According to Carter (2009, p 5), the pur-
chasing process encompasses four distinct stages, 
including consumer assessment, attitude formation, 
purchase intention, and the actual purchase itself. It 
is one of the primary inputs that marketing mana-
gers use to predict future sales and assess how their 
marketing activities will influence consumer purcha-
sing behavior (Morwitz, 2012, p. 182).

The Purpose of The Study Importance 
and Scope
The study aims to examine the impact of the cogni-
tive and affective components of a country’s image 
on consumer animosity, product quality judgments, 
and purchase intentions. The cognitive component 
reflects consumers’ “beliefs,” while the affective 
component represents their “feelings” about the 
people and products of a country. Animosity, whi-
ch has psychological, emotional, and behavioral di-
mensions, is treated in the literature as a concept 
with multifaceted effects. Given the intensity of eco-
nomic relations, the study focuses on analyzing Tur-
kish consumers’ cognitive and affective perceptions 
of the U.S. image, their feelings of animosity, and 
the influence of these factors on their judgments of 
product quality and purchase intentions.

There are many studies about the image of the 
country of origin in the literature. However, the num-
ber of studies investigating the effects of the cog-
nitive and emotional dimensions of country image 
on consumer decisions is very small. This study de-
codes an interdisciplinary study that draws on social 
psychology and marketing literature. In contrast to 
studies that prioritize cognitive and affective com-
ponents, this is one of the few studies in which the 
concepts of cognition and affection are considered 
independently. The findings to be obtained by exa-
mining concepts that are important in terms of in-
ternational marketing activities, such as consumer 
animosity and country image, will guide practitio-
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ners. The study’s limitation is that the research scope 
comprises young people living in Istanbul.

Based on the above conclusions it is possible to 
classify the purpose and importance of this study as 
follows:

1-) Advance Theoretical Understanding: Advance 
the theoretical framework of country image resear-
ch by offering a deeper insight into the interaction 
between cognitive and affective dimensions and 
their distinct impacts on consumer behavior.

2-) Inform Business Strategies: Offer practical imp-
lications for businesses operating in the global 
marketplace. By understanding how country image 
perceptions influence consumer attitudes and be-
haviors, companies can tailor their marketing and 
branding strategies to mitigate negative percepti-
ons and enhance product appeal.

3-) Empower Consumers: Enhance consumer awa-
reness of the influence of country image on their 
purchasing decisions. By understanding the factors 
that shape their perceptions and preferences, con-
sumers can make more informed choices and enga-
ge in critical consumption practices.

In conclusion, this study holds significant theoretical 
and practical implications for academics, busines-
ses, policymakers, and consumers alike. 

Methodology
Model and Hypothesis of the Study
The study model and hypotheses prepared accor-
ding to the purpose of the research are shown be-
low. The theory of social identity suggests that pe-
ople tend to distinguish their own groups (e.g., their 
own countries) positively. A nation’s reputation as a 
dependable and well-respected actor on the inter-
national scene can be enhanced by its citizens’ high 
level of competence, which lessens economic ani-
mosity (H1).  Perception of temperature has a role in 
fostering confidence in interpersonal relationships. 
By fostering a sense of familiarity and confidence 
in contacts with other nations, the perception of a 
country’s people as kind and amiable helps lessen 
economic animosity (H2). Admiration conveys grati-
tude and pleasant feelings. By enhancing favorable 
sentiments toward a nation, admiration for its peop-
le can lessen economic animosity (H3). By reducing 
negative feelings toward a country and the feelings 
of contempt toward its people, this can also redu-
ce the feelings of economic animosity toward that 
country (H4). Technological and manufacturing ca-
pacities are among the characteristics that are linked 
to the perception of competence. This impression 
may support the conclusion that the output is of a 
high caliber (H5). Warmth is typically linked to clo-
seness and well-meaning intentions. This perspecti-

ve may give the idea that goods are made with the 
wants of customers in mind and with a high level of 
customer satisfaction in mind (H6). A nation’s produ-
cts can gain credibility via admiration for its people, 
which enhances the perception of product quality 
(H7). Contempt frequently has a negative impact on 
one’s assessment of the quality of a product, but a 
more thorough examination of how this perception 
is processed is necessary to identify a positive inf-
luence in this hypothesis (H8). It forecasts how con-
sumers’ intentions to purchase goods from a given 
nation may be influenced by the emotional and cog-
nitive aspects of that nation’s image. Customers’ inc-
lination to purchase goods from that nation may be 
boosted by a high sense of competence, a favorable 
sense of warmth and admiration, and a low sense of 
contempt (H9-10-11-12).  The feeling of economic 
animosity can result in a negative attitude towards 
the products of the hostile country and can cause 
reluctance to purchase the products of that country. 
In this respect, it negatively affects the purchase in-
tention (H13). It asserts that consumers’ perceptions 
of a product’s quality can influence their inclination 
to purchase it. This is predicated on the notion that 
companies can boost consumer purchase intentions 
by highlighting the quality of their products (H14).

 

Figure 1. Proposed Research Model

H1: The perceived competence of the citizens of a 
country has an negatively impact on the feeling of 
economic animosity towards that country.

H2: The perceived warmth of the citizens of a 
country negatively affects the feeling of economic 
animosity towards that country.

H3: Admiration for the citizens of a country negati-
vely affects the feeling of economic animosity towar-
ds that country.

H4: The feeling of contempt for the citizens of a 
country positively affects the feeling of economic 
animosity towards that country.

H5: The perceived competence of a country’s citi-
zens positively affects that country’s product quality 
judgment.
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H6: The perceived warmth of a country’s citizens 
positively affects that country’s product quality judg-
ment.

H7: Admiration for a country’s citizens positively af-
fects that country’s product quality judgment.

H8: The feeling of contempt towards a country’s citi-
zens negatively affects that country’s product quality 
judgment.

H9: The perceived competence of the citizens of a 
country positively affects their purchase intention 
the products of that country.

H10: The perceived warmth of the citizens of a 
country positively affects their purchase intention 
the products of that country.

H11: Admiration for the citizens of a country posi-
tively affects the purchase intention the products of 
that country.

H12: The feeling of contempt towards the citizens 
of a country negatively affects the purchase intenti-
on the products of that country.

H13: The feeling of economic animosity negatively 
affects the purchase intention.

H14: Product quality judgment is positively affects 
the purchase intention.

The Scale of The Study
To measure the cognitive and affective dimensions 
of the country image included in the model, Maher 
and Carter (2011) used various studies (Cuddy et al., 
2007) to compile and use 22 expressed scales.

The 5-expression scale developed by Klein (1998) 
has been used to measure economic animosity. In 
the measurement of product judgment (6 expressi-
ons) and purchase intention (6 expressions), scales 
compiled from Klein’s (1998) (Wood and Darling, 
1993; Darling and Wood, 1990; Darling and Arnold, 
1988) studies have been used.

Sampling Process
The central mass of the research consists of con-
sumers residing in Istanbul. Istanbul is Turkey’s lar-
gest city and the most populous region. Therefore, 
consumers living in Istanbul may represent a large 
proportion of the general consumer mass in Turkey. 
The population aged 18 years and over has been 
considered the sample size. A easy sampling met-
hod has been used as a sampling method. A total 
of 421 questionnaires have been applied, and 376 
questionnaires have been evaluated due to the eli-
mination of incomplete and incorrectly completed 
questionnaires.

Data Collection And Methodology Tool
The research data were collected using a survey 
method. The questionnaire consists of two parts. In 

the first part, 39 statements measure the variables of 
the research, using a 9-point Likert-type scale to as-
sess the country’s image (Cuddy et al., 2007; Maher 
et al., 2010). To gauge consumers’ feelings toward 
the American people, respondents were asked to 
rate statements on a scale of 1 to 9. For measuring 
economic animosity, product quality judgments, 
and purchase intention, a 5-point Likert scale (1 = 
strongly disagree, 5 = strongly agree) was used. The 
second part aims to determine the demographic 
characteristics of the respondents. It has four ques-
tions consisting of gender, age, marital status, and 
education status.

Validity And Reliability Analyses
Using the AMOS 20 program, a first-order confirma-
tory factor analysis was conducted on the general 
country image scale to test the scale’s structural va-
lidity. Single-factor verification factor analysis was 
performed for other scales. Since the compliance 
values produced by the measurement models cre-
ated for factor analysis are not within acceptable 
limits, notifications have been made to the scales 
based on the modification indices recommended 
by the AMOS program. The changes made in scale 
due to the modification are shown in Table 1. Tab-
le 2 displays the compliance values that the models 
produced.

Table 1. Changes to Scale

As can be seen in Table 1, as a result of the modifi-
cations, a total of eight expressions were taken from 
the scales: two from the competence dimension of 
the general country image scale, three from the war-
mth dimension, one from the admiration dimensi-
on, one from the product judgment scale, and one 
from the purchase intention scale. Also, the warmth 
of the overall country image scale (sizes 1 (sincere) 
and 2 (trustworthy)), the size of the fascination with 

Scales Dimensions
Number 

of Expres-
sions

Number 
of Exp-
ressions 

Extracted

Country 
Image 
Scale

Competence 6 2

Warmth 6 3

Admiration 5 1

Contempt 5 --

Economic Animosity 
Scale

5 --

Product Quality Judg-
ment Scale

6 1

Purchase Intention 
Scale

6 1
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ᵡ² df ᵡ²/df GFI CFI RMSEA

General Country Image 309,800 96 3,227 0,90 0,95 0,077

Economic Animosity 7,792 3 2,597 0,99 0,99 0,065

Product Quality Judgment 12,173 4 3,043 0,98 0,99 0,074

Purchase Intention 12,259 5 2,452 0,98 0,99 0,062

Table 2. Compliance Values of Scales

Table 3. Outcomes of the Measurement Model

15 numbered statements (pride) and 16 (admiration) 
of the statements numbered, the judgment of the 
product of the scale 5 (reliable) and 6 (good value) 
of the statements numbered, the animosity, the eco-

nomic scale of 1 (trading) to 5 (unfair trade), 2 (eco-
nomic power), and 4 (economic influence), and the 
covariance between the error terms of the correlati-
on of the numbered statements are reviewed.

As seen in Table 2, as a result of the modification, 
since the compliance values of the measurement 
models are observed within acceptable limits (Kara-
göz, 2016), the multifactorial structures of the cogni-
tive and affective dimensions of the country’s image 
and the single-factor structures of the other scales 
have been confirmed. The reliability of the measu-
rement model was assessed on the basis of consoli-
dated reliability. The CR value of each variable must 
be greater than 0.7 (Hair vd., 2010, pp. 788). The CR 
can be explained. All factor loads above 0.70 must 
have averaged described variance (AVE) values abo-
ve 0.50 (Fornell and Larcker, 1981). To ensure the va-
lidity of the merger, the factor burden was based on 
the 0.50 threshold value proposed by Hair vd. (2010). 

As a result of the analysis; 

• All variables demonstrated satisfactory reli-
ability, with CR values exceeding 0.70.

• All constructs exhibited good convergent 
validity, with AVE values exceeding 0.50.

• The measurement model demonstrated ac-
ceptable discriminant validity, with AVE values for 
each construct exceeding the shared variance with 
other constructs.

• Overall, the results of the reliability and vali-
dity assessment indicate that the measurement mo-
del is robust and suitable for further analysis. 

Cronbach alpha coefficients for factor loads and reli-
ability of scales are shown in Table 3.

Factor Expression Factor 
Load

Cronbach 
Alph

Economic 
Animosity

America is not a reliable trading partner. 0,66

0,88

America wants to gain economic power over Turkey 0,91

America is taking advantage of Turkey. 0,91

America has too much economic influence in Turkey. 0,68

America are doing business unfairly with Turkey. 0,74

Product 
Judgement

Products made in America are carefully produced 
and have fine workmanship

0,87

0,88

Products made in America show a very high degree 
of technological advancement.

0,79

Products made in America usually show a very cle-
ver use of color and design.

0,63

Products made in America are usually quite reliable 
and seem to last the desired length of time.

0,79

Products made in America are usually a good value 
for the money.

0,78
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Contempt

Resentment 0,82

0,93

Disgust 0,97

Contempt 0,79

Anger 0,93

Hate 0,84

Admiration

Admiration 0,65

0,83
Pride 0,64

Respect 0,72

Fondness 0,88

Warmth

Well-intention 0,85

0,91Trustworthy 0,89

Sincere 0,89

Competence

Efficient 0,76

0,90
Capable 0,90

Confident 0,82

Skillful 0,90

Purchase 
Intention

I would feel guilty if I bought a American product 0,85

0,90

I never buy an American product. 0,77

I avoid buying American goods as much as I can. 0,89

I prefer to buy American goods when appropriate. 0,72

I don't like the idea of owning American goods. 0,85

Findings
Demographic characteristics of the par-
ticipants
52% of the individuals within the scope of the rese-

arch are women, and 48% are men. The median age 
of respondents between 18 and 33 was 22. 1% are 
married, and 99% are single. 8% of the respondents 
have an associate degree, 77% have a bachelor’s 
degree, 10% have a master’s degree, and 5% have 
a doctoral degree.

Descriptive Statistics and Correlation Findings

Table 4. Descriptive Data and Correlation Outcomes
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3,82 0,96 1
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3,59 0,89 -,079 1

Warmth 3,07 1,99 -,456** ,256** 1

Competence 5,56 2,13 -,079 ,497** ,383** 1
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Admiration 3,26 1,77 -,425** ,170** ,689** ,241** 1

Contempt 5,18 2,66 -,532** ,153** ,526** ,164** ,420** 1

Purchase
Intention

2,58 1,11 ,409** -,363** -,454** -,449** -,377** -,506** 1

**p<0,01

Descriptive statistics and correlation findings of the 
variables of the study are presented in Table 4.

Table 4 shows the means, standard deviations, and 
correlations of the variables. It is seen that there are 

statistically meaningful relationships between the 
variables.

Figure 2. Structural Equation Model

3.2.2. Testing the Research Model
The structural equation model created to test the 
hypotheses of the research is shown in Figure 3. 

As shown in Figure 3, the model has congruent va-
lues (x²:1121.237; df: 409; x²/df:2.741; GFI: 0.84; CFI: 
0.92; TLI: 0.91; IFI: 0.92; RMSEA: 0,06). Since the 
compliance values are not within acceptable limits 
based on the modification indices recommended by 
the AMOS program, The correlation between the 
expressions numbered 1 (sincere) and 2 (trustwort-
hy) in the warmth dimension of the country image 

scale has been removed. A covariance correlation 
has been made between expressions numbered 12 
(hate) and 14 (contempt) under the dimension of 
contempt and expressions numbered 15 (disgust) 
and 16 (resentment). The expression 4 (efficient) un-
der the competence dimension of the country ima-
ge scale has been removed from the structural mo-
del. The adjustment result showed that the fit values 
were within acceptable limits (x²:968,749; df:379; x²/
df:2,556; GFI:0.86; CFI:0.93; TLI:0.92; IFI:0.93; RM-
SEA:0,06).
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Table 5. Structural Equation Model Coefficients

Note: * Meaningful p<05, ** Meaningful p<01, ***Meaningful p<001
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H1: Competence --> Economic Animo-
sity

0,08 0,02 1,597 0,110

0,36

Not Supported

H2: Warmth--> Economic Animosity -0,05 0,04 -,530 0,596 Not Supported

H3: Admiration --> Economic Animosity -0,26 0,04 -2,549 0,011 Supported

H4: Contempt--> Economic Animosity -0,38 0,02 -6,191 *** Supported

H5: Competence --> Product Quality 
Judgement

0,51 0,02 8,622 ***

0,30

Supported

H6: Warmth --> Product Quality Judge-
ment

0,05 0,05 ,495 0,621 Not Supported

H7: Admiration --> Product Quality 
Judgement

0,00 0,05 ,041 0,967 Not Supported

H8: Contempt --> Product Quality Jud-
gement

0,04 0,02 ,788 0,431 Not Supported

H9: Competence --> Purchase Intention -0,33 0,03 -5,754 ***

0,49

Supported

H10: Warmth --> Purchase Intention 0,01 0,05 ,187 0,852 Not Supported

H11: Admiration --> Purchase Intention -0,12 0,05 -1,299 0,194 Not Supported

H12: Contempt --> Purchase Intention -0,33 0,02 -5,700 *** Supported

H13: Economic Animosity --> Purchase 
Intention

0,14 0,07 2,529 0,011 Supported

H14: Product Judgement--> Purchase 
Intention

-0,11 0,06 -2,186 0,029 Supported

According to the created model, standardized β co-
efficients between variables, standard error, critical 
rate, p and R² values are shown in Table 5.

Admiration economic animosity from the dimensi-
ons of the country’s image affects (β=-0.26; p < .05); 
economic animosity to contempt (β=-0.38; p < .05); 
competence product judgment (β=0.51; p < .05); 
competence purchase intention (β=-0.33; p < .05); 
contempt includes purchase intention (β=-0.33; p < 
.05), economic animosity purchase intention (β=0.14; 
p < .05), and product quality judgment purchase in-
tention (β=-0,11; p<. 05). Thus, hypotheses H3, H4, 
H5, H9, H12, H13, and H14 of the research have 
been supported.

When the R2 values of the model are examined, it 
is seen that 36% of the economic animosity is exp-
lained by the affective country image dimensions 
of the country image, that is, the cognitive country 
image competence dimension explains admiration 
and contempt, and 30% of the product quality judg-
ment; 49% of the purchase intention is explained by 
the cognitive country image competence dimension 
and the emotional country image contempt dimen-
sion, economic animosity and product quality judg-
ment.
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Result, Suggestions and Discussion
This study explores the influence of cognitive and 
affective evaluations of a country and its people on 
animosity, an inherently emotional concept. By exa-
mining the country-of-origin image, the research in-
vestigates how a normative concept like consumer 
animosity affects purchase intentions and how con-
sumers perceive the U.S. from both cognitive and 
affective perspectives. The study focuses on the in-
teraction between cognitive and affective attitudes 
and their influence on behavioral intentions.

Animosity is a normative concept; it shows the le-
vel at which consumers have social and personal 
norms about the country of origin, that is, the level 
of wanting to relate to that country. While buying 
domestic products is considered appropriate beca-
use it supports the domestic economy, consumers 
can avoid buying products from a country they see 
as an enemy. Yurcu and Eryiğit (2019) investigated 
which countries consumers with higher education 
levels harbor economic animosity towards, and to 
what extent. They further examined the impact of 
these hostile feelings on consumers’ intentions to 
purchase products from those countries. The study 
revealed a negative correlation between consumer 
animosity and purchase intention, with the strength 
of this effect varying depending on the intensity of 
the animosity.  Öztürk et al. (2019) investigated the 
impact of consumer animosity on country image 
and product evaluation, specifically focusing on the 
distinction between “easy” and “desirable” goods. 
Their findings revealed that the human dimension 
of a country’s image influences purchase desire, and 
that the effects of consumer animosity and country 
image similarity on product evaluation vary across 
different product categories. Also, Bayniş and Geçti 
(2022) explored the influence of consumer ethno-
centrism and xenocentrism on consumers’ inten-
tions to purchase foreign products. Their research 
revealed that consumer ethnocentrism, a preference 
for one’s own culture and products, negatively impa-
cts the intention to buy foreign goods. Conversely, 
consumer xenocentrism, a preference for foreign 
cultures and products, was found to have a positive 
effect on the intention to purchase foreign goods.

Although numerous studies have investigated Tur-
kish consumers’ feelings of animosity and their 
impact on purchase intention, no studies reveal 
the effect of cognitive and affective country image 
components on animosity feeling, product quality 
judgment, or purchase intention. Çalık and Gürbüz 
(2016) examined how the country image between 
Turkey and Greece affects consumers’ intention to 
purchase products from each other’s countries. They 
concluded that negative emotions such as envy and 
animosity negatively affect purchase intentions. Öz-
somer and Altaras (2008) examined Turkish consu-
mers’ perceptions of brands from different countries 

and how these perceptions affect their purchase in-
tentions. The study shows that consumers’ positive 
or negative perceptions of brand origin can affect 
their purchase intentions. Dinçer and Dinçer (2014) 
examined how Turkish consumers’ nationalism le-
vels affect their attitudes towards domestic and fo-
reign products and their purchase intentions, and it 
was observed that consumers with high nationalism 
levels tended to prefer domestic products. Therefo-
re, research shows that consumers’ product reviews 
are associated with beliefs and feelings towards the 
countries of origin of the products and the people of 
those countries. 

As a result of the study’s analyses, affective country 
image components (admiration and contempt) affe-
ct the feeling of economic animosity. In contrast, the 
cognitive components (competence and warmth) 
do not affect the feeling of economic animosity.

It has been found that the perception of competen-
ce from cognitive country image components affe-
cts product quality judgment; the perceived sense 
of competence about the people of a country po-
sitively affects beliefs about the products of that 
country. However, the affective country image com-
ponents do not affect product quality judgment.

Regarding purchase intention, it was found that the 
competence dimension of the cognitive country 
image and the affective component of underesti-
mation both play a role. Additionally, economic ani-
mosity and product quality judgments (beliefs about 
the country’s products) were shown to influence pur-
chase intention.

This study examines the positive or negative image 
of the country in their respective international ma-
nagers, product quality perceptions and to what ex-
tent they can influence purchase decisions and can 
be used to develop effective marketing strategies; 
it is essential to see how. In this direction, compa-
nies should understand the possible adverse rea-
ctions of consumers. These negative reactions are 
sometimes not directly related to the products and 
services offered by the company but may arise from 
several socio-psychological reasons, such as country 
image and animosity. This study finds that the emoti-
onal components of country image (admiration and 
contempt) significantly affect economic animosity. 
This aligns with prior research by Maher and Carter 
(2011), which suggested that emotional components 
might have a stronger impact on consumer attitu-
des than cognitive components. However, the fin-
ding that cognitive components (competence and 
warmth) do not affect economic animosity contrasts 
with studies like Cuddy et al. (2007), which typically 
argue that cognitive components play a significant 
role in shaping economic attitudes. This discrepancy 
may be attributed to cultural factors in your sample 
or differences in methodology.

The impact of animosity affects purchasing beyond 
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the general beliefs of consumers about imported 
products purchased. Managers of countries whose 
military, economic, or political history is disputed 
must understand how such a macro-level event can 
affect international marketing activities. This situ-
ation will help managers target and select foreign 
markets. It will allow managers to modify communi-
cation and marketing strategies with countries in the 
regions where there is a feeling of economic animo-
sity, which may exist informally but is a meaningful 
obstacle to trade (Klein et al. 1998, p. 98).

Managers should understand the importance of the 
affective and cognitive components of the country’s 
image when deciding on foreign brand strategies to 
emphasize the country of origin or avoid this em-
phasis. The research results support past studies, 
especially the affective dimensions of the country’s 
image, which have been found to play a more domi-
nant role in consumer decisions.

Understanding how another country evaluates a 
country shows that it has a position in other count-
ries but is also essential in terms of international 
trade. Companies in countries where warmth and 
competence are seen as high should emphasize the 
image of the country of origin because both the af-
fective and cognitive components of the country’s 
image are perceived positively. At the same time, 
contempt influences consumer decisions in the sen-
se of an unwillingness to buy. On the contrary, com-
panies in countries with low warmth and competen-
ce should avoid highlighting the country of origin. 
Because even though its products are perceived as 
low quality, negative feelings towards the country 
also directly affect the purchase intention the produ-
cts of this country.

As for the countries where animosity is felt, it nega-
tively affects the intention to purchase, regardless of 
the quality of the products in the relevant country. 
Countries with high competence but characterized 
by low warmth and companies facing such conditi-
ons should cooperate at the level of governments 
to improve perceptions of warmth. For example, 
France has conducted a campaign to convince the 
French to show a warmer attitude towards tourists 
(Kotler and Gertner, 2002, p. 48; Maher and Carter, 
2011, p. 574).

This study reveals that the cognitive component of 
country image, particularly competence, positively 
influences product quality judgment. This is consis-
tent with classic studies by Verlegh (2001) and Bilkey 
and Nes (1982), which emphasize the importance 
of cognitive perceptions in product evaluations. 
However, the lack of a significant effect of emotio-
nal components on product quality judgment may 
diverge from findings in research like Haubl (1996), 
which suggests that emotional components can inf-
luence perceptions of product quality, especially for 
hedonic products. Also this study indicates that both 

competence (cognitive) and contempt (emotional) 
dimensions affect purchase intention. This supports 
Ajzen’s (1991) Theory of Planned Behavior, which hi-
ghlights the role of attitudes in shaping intentions. 
However, the finding that other emotional dimen-
sions (such as admiration) do not significantly influ-
ence purchase intention contrasts with studies like 
Lavine et al. (1998), which suggest that emotions can 
sometimes have a more substantial impact on beha-
vioral intentions. These differences might be due to 
the demographic characteristics of your sample or 
the specific product category examined.

Finally, managers should assess the degree of com-
petence of products about citizens of the leading 
countries of origin, as this is the most meaningful 
PCI determinant of product country image. Compa-
nies in countries with high warmth but low compe-
tence have a negative product country image (PCI) 
due to their low qualification rating. In this sense, for 
physical products, the relevant country can carry out 
various image studies that support the image that 
it is sufficient and capable. Advertisements empha-
sizing technological development can support the 
image that a country is talented (Maher and Carter, 
2011).

A limitation of the research is that the sample con-
sists solely of young people. This group was selected 
because young individuals tend to be more open to 
foreign products, partly due to their opportunities 
to travel abroad and interact with other countries. 
However, future research can analyze the differen-
ces by examining different demographic groups 
(Maher and Carter, 2011). Again, the research results 
cannot be generalized because a particular group 
was considered. The study’s contributions to nu-
merous fields of international marketing, consumer 
behavior, and brand management are meaningful 
both theoretically and practically. The following can 
be used to summarize these contributions: Foreign 
consumers’ perceptions of a nation’s goods and ser-
vices are shaped by its image. Customers can learn 
valuable information from this image about the de-
pendability and quality of products. A thorough exa-
mination of the emotional and cognitive aspects of 
national image will provide a better understanding 
of how it influences consumer purchase decisions. 
While cognitive components (competence and war-
mth) include more reasoned and informed evalua-
tions, emotional components (admiration and con-
tempt) reflect the impulsive feelings consumers feel 
toward a nation and its products. An examination of 
the way these two elements interact will yield crucial 
information about how marketing strategies ought 
to be developed. Customers who harbor economic 
animosity are those who have unfavorable feelings 
about the prosperity of other nations. Gaining an 
understanding of how this emotion influences opini-
ons about products and plans to buy will offer stra-
tegic insights that help direct brand positioning in 



182

The Impact Of Cognitive And Affective Perception Of The Country Image On Consumers’ 
Sense Of Economic Animosity, Product Quality Judgment, And Purchase Intention

global marketplaces.  Brands may better meet the 
wants and expectations of their customers by ha-
ving a deeper understanding of the psychological 
and sociocultural elements that affect consumers’ 
decision-making processes. As a result, marketing 
and communication strategies can be created that 
are more successful.

It is crucial for businesses that operate in internati-
onal marketplaces to comprehend how consumers 
behave in various cultural contexts. We will be able 
to create effective plans and gain a deeper un-
derstanding of consumer trends in various markets 
thanks to this research.

In addition, brands and different product categories 
can be added in future studies. Future research may 
also examine the impact of affective dimensions on 
different categories of hedonic products. Research 
results should be evaluated with different studies, 
and the effects of emotion and cognition should be 
examined.
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Abstract 
The increasing impacts of globalization and the 
COVID-19 pandemic underscore the critical role of 
the logistics sector in global trade and national eco-
nomies. Effective container loading plans enhance 
logistics and shipping efficiency while boosting cus-
tomer satisfaction. The container loading, a comp-
lex combinatorial optimization problem, significant-
ly affects the economy, environment, and safety. In 
modern logistics, developing solutions that ensure 
high volume utilization and meet a range of practical 
constraints is crucial. This paper introduces a hyb-
rid tabu search algorithm that employs an iterative 
use of tabu search and heuristic methods to solve 
three-dimensional container loading problems, con-
sidering high volume utilization and practical cons-
traints. The approach focuses on two main stages 
of the problem. In the first stage, the tabu search 
algorithm determines the loading sequence of box 
types; in the second stage, the loading heuristic is 
used for placing boxes into the container based on 
the established sequence. The developed hybrid 
tabu search algorithm has been coded and imple-
mented using the Python programming language. 
The performance of the proposed algorithm has 
been evaluated using test problems provided by 
the OR-library. The algorithm aims to maximize vo-
lume utilization by minimizing the spaces between 
boxes during loading and optimizing the arrange-
ment of box stacking. The results demonstrate that 
the algorithm provides high-quality solutions by 
achieving high volume utilization in problems with 
heterogeneous structures. The successful outcomes 
obtained from test sets characterized by strong he-
terogeneity and various practical constraints highli-

ght the potential of the hybrid tabu search algorit-
hm to enhance efficiency in logistic processes. This 
underscores the algorithm’s ability to offer valuable 
practical applications in the logistics sector, particu-
larly in reducing transportation costs and optimizing 
loading processes.

Keywords: Container Loading, Bin Packing, Tabu 
Search, Heuristic, Load Stability. 
JEL Codes: C61,C44,L91

Özet
Küreselleşmenin artan etkileri ve Koronavirüs salgı-
nının gösterdiği gibi, lojistik sektörü, dünya ticare-
tinde ve ulusal ekonomilerde hayati bir role sahiptir. 
Etkin konteyner yükleme planları, lojistik ve nakliye 
maliyetlerini azaltırken müşteri memnuniyetini artır-
maktadır. Konteyner yükleme problemi, ekonomi, 
çevre ve güvenlik üzerinde önemli etkileri olan kar-
maşık bir kombinatoryal optimizasyon problemidir. 
Modern lojistikte, yüksek hacim kullanımı ve çeşitli 
pratik kısıtları karşılayacak çözümler geliştirmek bü-
yük önem taşımaktadır. Bu çalışmada, üç boyutlu 
konteyner yükleme problemlerinin çözümü için yük-
sek hacim kullanımı ve pratik kısıtları dikkate alan, 
tabu arama ve sezgisel algoritmanın iteratif olarak 
kullanıldığı bir hibrit tabu arama algoritması geliş-
tirilmiştir. Bu yaklaşım, problemin iki temel aşama-
sına odaklanır. İlk aşamada, kutu tiplerinin yükleme 
sırasını belirlemek için tabu arama algoritması; ikinci 
aşamada ise, belirlenen sıraya göre kutuların kon-
teynere yerleştirilmesi için geliştirilmiş bir yükleme 
sezgiseli kullanılmıştır. Geliştirilen hibrit tabu arama 
algoritması, Python programlama dili kullanılarak 
kodlanmış ve uygulanmıştır. Önerilen algortimanın 
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performansı, OR-library kütüphanesinden sağlanan 
test problemleri ile değerlendirilmiştir. Algoritma, 
yükleme sırasında kutular arasındaki boşlukları mi-
nimize ederek ve kutuların istiflenme düzenini op-
timize ederek, hacim kullanımını maksimize etmeyi 
amaçlamaktadır. Sonuçlar, algoritmanın heterojen 
yapıdaki problemlerde yüksek hacim kullanımı sağ-
layarak kaliteli çözümler sunduğunu göstermektedir. 
Özellikle güçlü heterojen yapıdaki ve çeşitli pratik 
kısıtları içeren test setleri üzerinde elde edilen başa-
rılı sonuçlar, hibrit tabu arama algoritmasının lojistik 
süreçlerdeki verimliliği artırma potansiyelini gözler 
önüne sermekte ve algoritmanın lojistik sektöründe, 
özellikle de taşıma maliyetlerini düşürme ve yükleme 
süreçlerini optimize etme açısından değerli pratik 
uygulamalar sunabileceğine işaret etmektedir.

Anahtar Kelimeler: Konteyner Yükleme, Kutu Pa-
ketleme, Tabu Arama, Sezgisel, Yük Stabilitesi. 
JEL Kodları: C61,C44,L91

Introduction  
The logistics sector, influenced by globalization, has 
begun to play an increasingly active role in interna-
tional trade and the economies of countries. Espe-
cially in recent years, the COVID-19 pandemic has 
once again highlighted the critical importance of the 
logistics sector worldwide. It has become evident 
that production must continue and products must 
be delivered to our homes for life to be sustainable 
indoors. In a globalized world, borders have essenti-
ally disappeared, and the necessity to transport the 
cheapest goods at the lowest cost has emerged in 
global competition. To date, no alternative solution 
has been found to replace transportation. Therefo-
re, developing fast and effective solutions that can 
reduce transportation costs will be one of the most 
important tools to benefit the national economy. For 
Turkey, which serves as a bridge in logistics, this issue 
holds even greater strategic importance. Reducing 
process costs and providing more efficient services 
to customers have become increasingly important 
for businesses in the face of growing competition. 
Logistics is one of the most critical processes in the 
supply chain for businesses. In the logistics process, 
companies primarily deal with the container loading 
problem (CLP). Efficient container loading strategies 
play a key role in minimizing logistics and transpor-
tation costs, while simultaneously enhancing cus-
tomer satisfaction (Erbayrak et al., 2021). The CLP 
addressed in this paper is a significant combina-
torial optimization (CO) problem with substantial 
implications for economic efficiency, environmental 
sustainability, and safety in practical applications (Er-
bayrak et al., 2021; Ramos et al., 2018). The prob-
lem of loading three-dimensional rectangular items 
into a three-dimensional rectangular container un-
der specified constraints is known as the container 
loading problem (Zhu et al., 2021) and is typically 
an NP-hard problem (Scheithauer, 1992). In today’s 

logistics industry, the complexity of constraints, the 
variety of cargo types, and the volume of orders are 
expanding rapidly, leading to significant difficulties 
in designing loading plans (Zhu et al., 2021). Despite 
advances in computer technologies, no optimal so-
lution has yet been found for this complex and chal-
lenging problem encountered in real life.

The key to gaining an edge in global competition is 
the efficient management of supply chains and suc-
cessful logistics services. On a global scale, logistics 
activities have significantly increased in recent ye-
ars. As reported by Statista (2020), over 100 billion 
parcels were shipped in 2019, and is predicted to 
reach 200 billion by 2025. In line with this growing 
demand, shipping companies are increasingly focu-
sing on optimizing product logistics management. 
It has been observed that the efficient use of ship-
ping vehicles has a significant impact on reducing 
logistics costs. Reflecting this reality in the scienti-
fic literature, CLPs are extensively studied. These 
problems cover numerous real-world scenarios and 
must satisfy practical constraints while also aiming 
for maximum space utilization. These problems are 
particularly important for industrial sectors where ef-
fective loading of items into airplanes, ships, trailers, 
or trucks is required (Liu et al., 2011).

Container loading problems are also referred to as 
3D bin packing problems or pallet loading problems 
in the literature. Over the past 10 years, Bortfeldt 
and Wascher (2013), Zhao et al. (2016), and Ali et al. 
(2022) have reviewed the three-dimensional contai-
ner loading literature, presenting and categorizing 
different problems and methods. As foreseen by 
Bischoff and Ratcliff (1995), the focus of research in 
this field is on considering various constraints in re-
al-world scenarios. Zhao et al. (2016) contributed to 
the classification of algorithmic approaches neces-
sary for solving more complex versions of the prob-
lem by focusing on the heterogeneity of boxes and 
containers. Gimenez-Palacios et al. (2021) examined 
the problem from a broader perspective by addres-
sing additional constraints encountered in logistics 
processes, alongside those proposed by Bischoff 
and Ratcliff (1995). The comprehensive literature re-
view conducted by Ali et al. (2022) provided a thorou-
gh evaluation of the existing solution approaches in 
the field and highlighted potential directions for fu-
ture studies. Container loading problems fall under 
the category of NP-hard CO problems (Scheithauer, 
1992), and the literature offers numerous approac-
hes for solving them. These methods include exact 
algorithms, constructive heuristics, metaheuristics, 
tree search algorithms, hyperheuristics and machine 
learning (ML) techniques (Ali et al., 2022). Ali et al. 
(2022) classified CLPs into off-line and on-line prob-
lems. Off-line problems are those in which all items 
to be loaded are ready for loading at time t0, and all 
information about the items to be loaded, such as 
width, length, height, weight, etc., is known in ad-
vance. In on-line problems, however, the items to be 
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loaded arrive sequentially for loading, and informa-
tion about the items, such as width, length, height, 
weight, etc., is only known when the item arrives for 
loading. The approaches proposed in the literature 
for solving off-line problems include exact algorith-
ms, constructive heuristics, metaheuristics, tree se-
arch algorithms, hyperheuristics and ML algorithms. 
For on-line problems, the methods proposed in the 
literature are primarily constructive heuristics and 
ML techniques.

In practical scenarios, container loading problems 
require not only maximizing space utilization by 
finding the best geometric arrangement of items 
but also adhering to various real-world constraints. 
These constraints include factors such as item orien-
tation, load stability, weight restrictions, and the lo-
ad-bearing capacity of the container. Ensuring the 
stability of the load is particularly vital, where each 
box needs sufficient support from beneath to main-
tain balance during transportation. Addressing both 
the goal of space optimization and these constraints 
makes it difficult to rely solely on mathematical mo-
dels, prompting the use of heuristic methods to find 
feasible solutions. Given the complexity of real-wor-
ld constraints, mathematical approaches have pro-
ven insufficient, and heuristic solution methods have 
been preferred instead. Heuristic methods based 
on human knowledge, metaheuristic methods using 
intelligent search strategies such as genetic algorit-
hms and simulated annealing, and hybrid approac-
hes that combine these with other methods like tree 
search have come to the forefront. Although exact 
algorithms have also been proposed, their practical 
use is limited due to computational requirements. 
Trivella and Pisinger (2016) proposed a MILP model 
for a 3D packing problem that aims to minimize the 
sum of deviations from the desired center of gravity 
and the number of boxes used. Erbayrak et al. (2021) 
extended the work of Trivella and Pisinger (2016) by 
introducing new constraints and an objective functi-
on, proposing a new mathematical model. The data-
sets introduced in the study of Trivella and Pisinger 
(2016) were used to validate the model. Additionally, 
a real-world case study of a Turkish filter company’s 
CLP was solved using the proposed mathematical 
model. While the authors noted that the proposed 
mathematical model produced effective results, 
they also emphasized that for solving large-scale 
container loading problems encountered in real life, 
developing metaheuristic algorithms would be more 
feasible than a mathematical modeling approach.

Bio-inspired methods, such as metaheuristics, of-
fer an efficient approach for obtaining approxima-
te solutions to container loading problems, while 
avoiding the complexities involved in sophisticated 
software implementations. Leon et al. (2019) pro-
posed a tabu search algorithm to solve the CLP. 
Tijjani and Ozkaya (2014) compared five different 
reinforcement learning algorithms and two diffe-

rent evolutionary algorithms for solving the CLP. A 
study that used a deep learning algorithm in a hyb-
rid manner with a heuristic method was conducted 
by Zhu et al. (2021). Although tree search algorithms 
have been proven to be a successful paradigm for 
solving container loading problems, applying them 
to large-scale problems is very time-consuming. To 
overcome this challenge, Zhu et al. (2021) integra-
ted a deep learning algorithm into the tree search 
algorithm. Saikia et al. (2018) proposed an approach 
using evolutionary strategies and reinforcement le-
arning techniques for the problem of loading conta-
iners from the dock to the ship. Ali et al. (2022) point 
out that most published studies utilizing ML have 
focused solely on basic geometric constraints, while 
practical constraints are frequently oversimplified in 
these approaches.

This paper proposes a hybrid approach combining 
the tabu search algorithm with heuristic algorithms, 
aiming to improve both high space utilization and 
practical constraints such as the full support requi-
rement for each box from below. This paper is orga-
nized into five sections. In the introduction section, 
the impacts of globalization and the COVID-19 pan-
demic on the logistics sector, along with the impor-
tance of the problem, are explained, and studies on 
container loading problems and solution methods 
are reviewed. In the second section, the definition of 
the container loading problem, its constraints, and 
the objective function are explained. The third secti-
on details the proposed hybrid tabu search algorit-
hm developed for CLPs. The fourth section presents 
the scenarios in which the algorithm was tested and 
the analysis of the results obtained. In the conclu-
sion, the findings are summarized, and suggestions 
for future studies are provided.

Problem Definition
Loading three-dimensional rectangular items into 
three-dimensional rectangular containers and 
transporting them along the supply chain under 
specified constraints is known as the container lo-
ading problem (Zhu et al., 2021). CLP is a common 
NP-hard problem (Scheithauer, 1992). Despite ad-
vances in computer technologies, no optimal soluti-
on has yet been found for this problem at the scale 
encountered in real life.

Dyckhoff (1990) and Wäscher (2007) typologies are 
two methods used to classify cutting and packing 
(C&P) problems. The Dyckhoff typology classifies 
problems according to size (one, two or three-di-
mensional), type of assignment (selection of small 
items or selection of containers), variety of large 
objects (single, same, different), and variety of small 
items (few, medium, many). Wäscher (2007) later ex-
tended this typology by focussing on the variety of 
small items and the constancy of the sizes of large 
items. These classifications are critical for better un-
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derstanding the problems and developing approp-
riate solution methods. In particular, the variety of 
small items and the fixed size of large items are the 
main factors in determining packaging strategies. 
The problem considered in this paper is labeled as 
Single Large Object Placement Problem (SLOPP) in 
the typology of Wäscher et al. (2007) and 3/B/O/R in 
the classification of Dyckhoff (1990).

In the CLP considered in this paper, n different types 
of rectangular boxes (B={b1,b2,…,bn }) are to be pla-
ced in a container of length L, width W and height 
H. The length, width and height dimensions (li,wi,hi) 
specified for each box type are available and the-
re are a certain number of boxes (mi,i={1,2,…,n}) of 
each type. The process of placing the boxes in the 
container starts from a virtual starting point inside 
the container, i.e. the right rear bottom corner. This 
corner is defined as O(0,0,0) in 3D Cartesian coordi-
nate system and the boxes are aligned along the x 
(length), y (width) and z (height) axes relative to this 
starting point. The position of the box bij (box j of 
type bi,i={1,2,…,n}  and j={1,2,…,mi }) inside the con-
tainer is expressed by the coordinates (xij,yij,zij) of 
the right rear bottom corner (See Figure 1). 

Figure 1. Container and box layout in 3D coordinate system

The proposed model takes into account several key 
constraints, including:

• Product positioning constraints: Boxes are ar-
ranged vertically, ensuring that they do not 
overlap with one another during loading.

• Weight limit constraints: The cumulative weight 
of the boxes loaded must remain within the con-
tainer’s maximum weight capacity.

• Grouping constraints: Wherever feasible, similar 
types of boxes are grouped together to stream-
line the loading and unloading processes.

• Orientation constraints: Boxes can be rotated 
into one of six possible orientations for loading. 
Some boxes have restricted orientation options, 
while others are allowed to be positioned in any 
of the six orientations.

• Load stability constraints: Boxes must be fully 
supported and cannot be suspended in mid-air. 
The bottom face of each box must rest securely 
either on the container floor or on other boxes 
beneath it. Additionally, at least one side of each 
box should be in contact with the container wal-
ls or adjacent boxes.

The objective function of the model is the maximiza-
tion of volume utilization. Volume utilization (VU) is 
the ratio of the total volume of loaded boxes to the 
container volume.

Hybrid tabu search algorithm
Metaheuristic algorithms can offer high volume 
efficiency but sometimes fall short in overcoming 
practical constraints. On the other hand, heuristic 
methods based on human experience can give su-
perior results compared to metaheuristics, especial-
ly in respect to these practical limitations (Liu et al., 
2011). In this context, this paper proposes an itera-
tive approach using tabu search and heuristic algo-
rithm to solve CLPs. This approach focuses on two 
main phases of the problem: Firstly, the problem of 
optimizing the ordering of the types of boxes to be 
loaded into the container and secondly, the prob-
lem of placing these boxes into the container in the 
most efficient way. In the first stage, a tabu search 
algorithm is used to determine the loading order of 
the box types; in the second stage, a loading heu-
ristic is used to place the boxes in the container. The 
pseudo-code of the hybrid tabu search algorithm is 
given in Figure 2.
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The solution is encoded as the sequence of box ty-
pes to be loaded. The initial solution is created as 
an ascending order of box types. For example, in a 
problem with 5 different box types, the initial soluti-
on is [1, 2, 3, 4, 5]. This initial solution represents the 
order in which the boxes will be placed and serves 
as the baseline that the algorithm will attempt to 
improve. This arrangement, assumed to be the best 
solution, is referred to as 𝑠_𝑏𝑒𝑠𝑡. The algorithm ite-
ratively generates new solutions while maintaining 
a tabu list to avoid repeating forbidden moves. In 
each iteration, 10 potential solutions are generated 
to increase diversity and expand the exploration 
space. Valid solutions whose actions are not in the 
tabu list are sent to the loading heuristic. Boxes are 
placed into the container using the loading heuristic 
according to the new loading sequence. The obje-
ctive function value of the solution (𝑠) is calculated 
using Formula 1. The objective function of the mo-
del is to maximize VU, defined as the ratio of the 
total volume of the loaded boxes to the container’s 
volume.

 (1)

In Formula 1, 𝑙𝑖, 𝑤𝑖, ℎ𝑖 represent the length, width and 
height of the type box 𝑏𝑖; 𝑘𝑖 is the number of loaded 
boxes of type 𝑏𝑖 where 1 ≤ 𝑘𝑖 ≤ 𝑚𝑖; 𝐾 is the number 
of loaded box types where 1 ≤ 𝐾 ≤ 𝑛; 𝐿, 𝑊, 𝐻 are the 
length, width and height of the container.

Among the valid solutions whose actions are not in 
the tabu list, the best one is accepted as the current 
solution, and if the current solution is better than the 
best solution, 𝑠_𝑏𝑒𝑠𝑡 is updated. This process conti-
nues until the specified termination condition is met. 
When the algorithm terminates, the obtained 𝑠_𝑏𝑒𝑠𝑡
is used as a guide for how to load the container 
most efficiently. 

Loading Heuristic:
After determining the loading order of the box types 
by tabu search, the boxes are placed into the  con-
tainer using the loading heuristic. The pseudo-co-
de for this heuristic is presented in Figure 3. Initially, 
the empty (loadable) space is considered to be the 
entire container. The loading heuristic then follows 
a specific sequence and method to determine the 
appropriate block:

1. Calculating Possible Orientations: The pos-
sible_orientation method calculates the different 
orientations in which the box can fit into the remai-
ning space 𝑆𝑟𝑒𝑚𝑎𝑖𝑛𝑖𝑛𝑔 . For each orientation, it checks 
whether the box’s height (h𝑖), width (𝑤𝑖) and length 
(𝑙𝑖) dimensions fit within the dimensions of the avai-
lable space (𝐿𝑟𝑒𝑚𝑎𝑖𝑛𝑖𝑛𝑔, 𝑊𝑟𝑒𝑚𝑎𝑖𝑛𝑖𝑛𝑔,   𝐻z) and whether they 
comply with the box’s orientation constraints.

2. Block Strategy: Boxes are placed in blocks 
to achieve high volume utilization. These blocks are 
formed by combining the same or different box ty-
pes and are typically rectangular in shape. The majo-

Algorithm: Hybrid Tabu Search

Input: Set of boxes B = {b1, b2, ..., bn}
Output: Best solution s_best for the container loading problem

Initialize:
   Create s0 as the loading order of box types.
   s_best ← s0.
   Initialize tabu_list.

while the termination criterion is not met do:
   Generate neighbor solutions s' from s.
   Add the neighbor solutions whose actions are not in the tabu list to the valid neighbors list.
   Perform loading with the loading heuristic for valid neighbor solutions and calculate the value 
of f(s').
   Select the solution with the highest f(s') value among the valid neighbors and set s ← s'.
      if f(s') > f(s_best):
         s_best ← s.
      endif
   Update tabu_list.
endwhile

Result:
   Return s_best.

Figure 2. Pseudocode of the hybrid tabu search algorithm
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rity of loading approaches used in the literature load 
boxes into the container one by one. Loading indivi-
dual boxes frequently creates fragmented and irre-
gular gaps within the container, which in turn redu-
ces overall space efficiency. Additionally, individually 
loaded boxes generally create a less stable loading 
arrangement, making the loading and unloading 
processes more time-consuming and complex. On 
the other hand, the block strategy combines boxes 
to form larger and more regular blocks, which maxi-
mizes space utilization by reducing unused spaces 
in the container. Large, regular blocks create a more 
stable structure within the container, enhancing 
the stability of the load (Liu et al., 2011). The blo-
ck strategy also offers time savings in logistics and 
transportation operations by enabling quick loading 
and unloading of blocks of the same boxes. More-
over, blocks allow boxes to support each other, re-
ducing the load on individual boxes and increasing 
their load-bearing capacity. The algorithm genera-

tes a series of blocks for each possible orientation 
and calculates how efficiently each block fits into a 
specific area of the container using the Evaluation 
Function 𝑓(𝑖).

3. Evaluation Function 𝑓(𝑖): During the place-
ment of each box block, the function 𝑓(𝑖) is used to 
calculate the volume of the remaining space. This 
function evaluates how well the block to be placed 
fits into the remaining space of the container.

f(i) = Lremaining  × Wremaining  × Hremaining  - li  × wi  × hi  × ki (2)

Lremaining, Wremaining, Hremaining: The length, width and hei-
ght of the remaining space Sremaining 

li, wi, hi: The length, width, and height of the boxes 
of type bi 

ki: The number of boxes of type bi loaded into the 
remaining space Sremaining

Algorithm: Loading Heuristic

Input: Set of boxes B sorted according to the order determined by Tabu search,
Container dimensions (L, W, H)

Output: Loaded container C

Initialize:
   Start with an empty container C of dimensions (L, W, H).
   Initialize the initial empty space list remain_list with ((0, 0, 0, L, W, H)).
   Determine the first loading space S* as (0, 0, 0, L, W, H).
   Sort the boxes in set B according to the Tabu search order and create a Box object for each 
box.

Loading Loop:
while (remain_list is not empty and there are unloaded boxes) do
   Select the most suitable empty space as S*.
   for each box type in set B:
      Take the box as current_box.
      if (current_box has not been loaded yet and it fits into S*) then
         Determine the most suitable block for current_box and place it into S*.
         After placement, update the remaining empty spaces and add the new spaces to remain_list.
      else
         Move on to the next box type.
      endif
   if (S* can be merged and there is a suitable space in the waste_list) then
      Merge S* with the appropriate waste_list space and obtain a new S*.
   endif
endwhile

Result:
- Return the loaded container C.

Figure 3. Pseudocode of the loading heuristic
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4. Rules: The placement of boxes is subject to 
certain rules:

• Rule 1: If 𝑓(𝑖) is zero, it means that this 
block completely fills the space and this block  is 
selected.

• Rule 2: If 𝑓(𝑖) is not zero, meaning the block 
does not fill the space completely in 3 dimensions, 
the block that fully fills the space in two dimensions 
is selected.

• Rule 3: If a block does not meet the other 
rules, the block with the smallest 𝑓(𝑖) value is selec-
ted.

• Rule 4: If multiple blocks have the same 𝑓(𝑖)
value, the blocks’ surface areas are considered, and 
the block with the largest surface area is selected.

5. Managing the Remaining Empty Spaces: 
When suitable blocks are selected and loaded into 
the container, non-rectangular empty spaces may 
occur. To ensure that every remaining empty space 
retains a rectangular shape and to optimize space 
usage, the available space is divided into sections. 
Once a box is placed into a given rectangular area, 
the remaining space is subdivided into three new 
rectangular regions: the space to the right, the spa-
ce above, and the space in front of the loaded box. 
There are six possible ways to create these three re-
maining areas, as shown in Figure 4. The partitioning 
scheme in Figure 4(a), which takes into account the 
stability and support of the boxes, is used in this pa-
per.

 If these empty spaces are directly considered as 
waste spaces, the loading may result in low volume 
utilization. To effectively use the empty spaces, they 
need to be merged according to specific rules:

•  Rule 1: If two adjacent spaces share the same he-
ight and are aligned along the x or y axis, and have 
either the same length or width, they should be mer-
ged, as shown in Figure 5(a).

•  Rule 2: If the lengths and widths of two adjacent 

spaces differ, but their heights are the same, and 
their total length or width equals the length or wi-
dth of the current space, they should be merged, as 
illustrated in Figure 5(b), to create a new remaining 
space.

•  Rule 3: If the lengths and widths of three adjacent 
spaces differ, but their total length and width mat-
ch the dimensions of the current space, these areas 
should be merged, as depicted in Figure 5(c). 

Figure 4. Six possible ways to partition the remaining space
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Experimental Results
The aim of this paper is to develop a hybrid tabu 
search algorithm capable of effectively addressing 
container loading problems, providing high-quality 
solutions in a reasonable time, and to test the al-
gorithm’s convergence performance using bench-
mark problems. The developed hybrid tabu search 
algorithm was coded and implemented using the 
Python programming language. The performance 
of the proposed approach was evaluated using a 
well-known benchmark dataset from the OR-library 
(http://people.brunel.ac.uk/~mastjjb/jeb/info.html), 
originally provided by Bischoff and Ratcliff (1995). 
The dataset includes 7 different test classes (thpa-
ck1, thpack2, ..., thpack7) ranging from weakly he-
terogeneous to strongly heterogeneous, with each 
test class containing 100 test problems. The test 
problems involve placing varying numbers of boxes 

into a standard ISO container with dimensions of 
587×233×220. The objective function is to maximize 
the volume utilization of a single container. Volume 
utilization is defined as the ratio of the total volume 
of the loaded boxes to the container’s volume.

The performance of the developed hybrid tabu se-
arch algorithm was evaluated on a total of 700 prob-
lems across 7 different test classes. For each of the 
100 problems within each test class, the algorithm 
was run for 300 iterations, and the average volume 
utilization achieved by the algorithm in each test 
class was analyzed. This comprehensive analysis 
reveals the algorithm’s ability to adapt to different 
problem structures and its performance across var-
ying degrees of heterogeneity. Examining the avera-
ges of the problems in each test class, as shown in 
Table 1, it is observed that the algorithm is capable 
of producing consistent and high-quality solutions 
even in test classes where complexity and diversity 

Figure 5. Merging of the remaining spaces
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increase. These results demonstrate the algorithm’s 
capacity to provide an end-to-end solution for con-
tainer loading problems and its adaptability to pra-
ctical applications.

Table 1. Average Volume Utilization in Test Classes

To test the convergence performance of the hybrid 
tabu search algorithm, the first 3 problems of the 
most strongly heterogeneous test class, thpack7, 
from the dataset were selected from the 700 prob-
lems solved by the algorithm. The graphs showing 
the convergence performance of the algorithm for 
these problems are presented in Figures 6-8. These 
problems were specifically chosen to test the algo-
rithm’s ability to handle complexity in problem-sol-
ving. Each problem contains 20 different box types 
with a certain number of boxes for each type. This 
provides an ideal scenario to evaluate the algorit-
hm’s capability to effectively place boxes of varying 
sizes and quantities.

Figure 6. Convergence Performance of the Algorithm for 
Problem 7-0

Figure 7. Convergence Performance of the Algorithm for 
Problem 7-1

Figure 8. Convergence Performance of the Algorithm for 
Problem 7-2

As shown in Figures 6-8, the algorithm rapidly con-
verges to high-quality solutions and continues to 
improve as iterations progress. Detailed analyses of 
the first 3 problems of the most strongly heteroge-
neous test class, thpack7, reveal that the algorithm 
performs highly even in complex scenarios involving 
20 different box types with a certain number of boxes 
for each type. These findings demonstrate the algo-
rithm’s adaptability and overall effectiveness across 
various scenarios of volume utilization and box type 
diversity.

Table 2. Best Achieved Solution and Loading Order for Three 
Problems

The best solution (volume utilization rate) achieved 
after 300 iterations for the three problems and the 
optimal loading order of box types are summarized 
in Table 2. In all three problems, the algorithm achie-
ved high volume utilization rates and effectively pla-
ced various box types. The loading arrangements 
for the container based on the solutions of the three 
problems are shown in Figures 9-11.

Test Class Volume Utilization 
Rate (%)

1 84,34

2 86,52

3 88,33

4 88,16

5 87,99

6 87,26

7 86,18

Test 
Problem

Volume 
Utilization 
Rate (%)

Loading Order of Box 
Types

7-0 83,34
[14, 16, 0, 15, 11, 4, 17, 2, 
6, 5, 9, 18, 7, 12, 1, 8, 10, 

13, 19, 3]

7-1 86,20
[7, 16, 5, 2, 3, 13, 18, 1, 

10, 14, 19, 17, 4, 12, 15, 9, 
6, 8, 0, 11]

7-2 86,17
[16, 11, 8, 12, 17, 15, 0, 

10, 1, 6, 18, 7, 2, 9, 19, 14, 
3, 4, 13, 5]
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Figure 9. Optimal Loading Arrangement for Problem 7-0

 

Figure 10. Optimal Loading Arrangement for Problem 7-1

 

Figure 11. Optimal Loading Arrangement for Problem 7-2

Conclusion
The container loading problem is of great econo-
mic and operational significance, especially in the 
logistics sector, which is a critical component of glo-
bal trade and supply chain management. Solving 
this problem can provide a competitive advantage 
for companies aiming to reduce costs and increase 
customer satisfaction. The primary objective of this 
paper is to address the CLP, which is one of the key 
challenges faced by the logistics industry, and to 
provide an effective solution. In this paper, a hybrid 
tabu search algorithm was developed for container 
loading problems, proposing a hybrid approach 
that combines the tabu search algorithm with heu-
ristic algorithms to improve high space utilization 
and address practical constraints, such as the full 
support requirement for each box from below. The 
algorithm was implemented using the Python prog-
ramming language, and the benchmark dataset 
from the OR-library was used to evaluate the perfor-
mance of the algorithm. The findings obtained from 
300 iterations for each of the 700 problems in seven 
different test classes showed that the algorithm of-
fers high-quality solutions by achieving high volume 
utilization rates even in problems with strongly he-
terogeneous structures. Specifically, performance 
analyses conducted on the first three problems of 
the most strongly heterogeneous test class, thpa-
ck7, within the benchmark dataset, demonstrated 
that the proposed algorithm can effectively place 
boxes of varying sizes and quantities into the con-
tainer and achieve high volume utilization rates in 
solving heterogeneous problems.

For future studies, it is recommended to further en-
hance the hybrid tabu search algorithm and perform 
an in-depth analysis of its performance by compa-
ring it with other metaheuristic approaches. Additi-
onally, integrating artificial learning techniques can 
aim to enhance the predictive and adaptive features 
of the algorithm, allowing it to respond more rapid-
ly and effectively to real-time changes encountered 
in dynamic logistics environments. In this context, 
the integration of ML and artificial intelligence te-
chnologies with the algorithm will further improve 
automation and intelligent decision-making proces-
ses. Finally, investigating the role of the hybrid tabu 
search algorithm in developing sustainable logistics 
solutions will be an important step towards maximi-
zing economic and environmental efficiency.
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Abstract 
This paper examines the complex relationships 
among technological innovation, technological 
anxiety, perceived value and customer experien-
ce within the leisure services environment. Its main 
objectives are to explore the direct impact of te-
chnological innovation on customer experience 
and perceived value, as well as the direct impact 
of technological anxiety on customer experience 
and perceived value. Additionally, the study aims 
to examine the mediating role of perceived value 
and assess the moderating effects of technological 
anxiety. Data were gathered from 423 respondents 
using a survey questionnaire between May and July 
2024 and examined using SEM. The main findings 
show that technological anxiety significantly increa-
ses both customer experience and perceived value. 
Technological anxiety positively influences both cus-
tomer experience and perceived value, suggesting 
that overcoming technological challenges can inc-
rease customer satisfaction. Perceived value acts as 
a mediator in the relationships between technologi-
cal anxiety and customer experience and between 
technological innovation and customer experience. 
Furthermore, the interaction between technological 
anxiety and technological innovation positively influ-
ences perceived value. The main findings highlight 
the need to continuously invest in advanced techno-
logies, effectively manage technological anxiety and 
emphasize value-added benefits to increase custo-
mer satisfaction with entertainment services. These 
findings provide practical guidance for service provi-
ders seeking to leverage technological advances to 
create exceptional customer experiences.

Keywords: Marketing Research, Technological In-
novation, Customer Experience, Perceived Value, 
Technological Anxiety. 
JEL Codes: M31,O31,O33

Özet
Bu makale, eğlence hizmetleri sektöründe teknolojik 
yenilik, teknolojik kaygı, algılanan değer ve müşte-
ri deneyimi arasındaki karmaşık ilişkileri incelemek-
tedir. Temel amaçları, teknolojik yeniliğin müşteri 
deneyimi ve algılanan değer üzerindeki doğrudan 
etkisinin yanı sıra teknolojik kaygının müşteri dene-
yimi ve algılanan değer üzerindeki doğrudan etkisini 
araştırmaktır. Çalışma ayrıca, algılanan değerin ara-
cılık rolünü incelemeyi ve teknolojik kaygının ılımlı 
etkilerini değerlendirmeyi amaçlamaktadır. Veriler, 
Mayıs ve Temmuz 2024 tarihleri arasında 423 katı-
lımcıdan anket yoluyla toplanmış ve Yapısal Eşitlik 
Modeli kullanılarak incelenmiştir. Ana bulgular, tek-
nolojik kaygının hem müşteri deneyimini hem de 
algılanan değeri önemli ölçüde yükselttiğini göster-
mektedir. Teknolojik kaygı, hem müşteri deneyimini 
hem de algılanan değeri olumlu yönde etkilemekte 
ve teknolojik zorlukların üstesinden gelmenin müş-
teri memnuniyetini artırabileceğini düşündürmek-
tedir. Algılanan değer, teknolojik kaygı ile müşteri 
deneyimi arasındaki ve teknolojik yenilik ile müşteri 
deneyimi arasındaki ilişkilerde aracı rol oynamakta-
dır. Ayrıca, teknolojik kaygı ve teknolojik yenilik ara-
sındaki etkileşim algılanan değeri olumlu yönde et-
kilemektedir. Ana bulgular, eğlence hizmetlerinden 
müşteri memnuniyetini artırmak için sürekli olarak 
ileri teknolojilere yatırım yapma, teknolojik kaygıyı 
etkin bir şekilde yönetme ve katma değerli faydala-
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rı vurgulama ihtiyacını vurgulamaktadır. Bu bulgular, 
üstün müşteri deneyimleri yaratmak için teknolojik 
ilerlemelerden yararlanmak isteyen hizmet sağlayıcı-
ları için yararlı bir rehber niteliğindedir.

Anahtar Kelimeler: Pazarlama Araştırması, Tekno-
lojik Yenilik, Müşteri Deneyimi, Algılanan Değer, Tek-
nolojik Kaygı.
JEL Kodları: M31,O31,O33

Introduction  
The rapid advancements in technological innova-
tions (TIs), particularly in leisure services, have fun-
damentally reshaped how businesses interact with 
customers. Despite extensive research on techno-
logy adoption in hospitality and service industries 
(Bilgihan, 2016; Gretzel et al., 2015), there is a gap in 
understanding the specific impact of technological 
anxiety (TA) and how perceived value (PV) mediates 
the relationship between TIs and customer expe-
rience (CE). This study was conducted to address 
this gap by examining how technological advance-
ments like AI, AR and VR affect CEs and PV, while 
also exploring the counterintuitive effects of TA.

The primary contribution of this study lies in its exa-
mination of the mediating role of PV in the relations-
hip between TI, TA and CE. By incorporating TA into 
the framework, this research provides new insights 
into how overcoming technological challenges can 
enhance customer appreciation, aligning with the 
concept of eustress (Meuter et al., 2003). Unlike pre-
vious studies that focused solely on the benefits of 
TI (Buhalis & Amaranggana, 2015), this research exp-
lores both the positive and potentially adverse im-
pacts, offering a more comprehensive view of how 
advanced technologies influence customer satisfac-
tion (CS) and loyalty.

This study differentiates itself by not only investiga-
ting the direct effects of TI on CE but also by highli-
ghting the critical mediating role of PV. Additionally, 
it introduces the concept of TA as a factor that can 
positively influence CE under certain conditions, 
thus contributing a novel perspective to the existing 
literature on technology adoption in leisure services.

Digitalization has revolutionized various industries, 
including hospitality and leisure, by enabling com-
panies to meet individual customer preferences th-
rough automated systems rather than relying solely 
on human interaction. These advancements inclu-
de personalized hotel services, AI-powered virtual 
assistants and tailored marketing strategies, which 
collectively enhance both operational efficiency and 
CS (Dang & Nguyen, 2023). In the hospitality sector, 
digital technologies such as chatbots and data-dri-
ven marketing tools are being leveraged to improve 
the guest experience and streamline operations, re-
sulting in more personalized and engaging services 
(Wynn & Lam, 2023). These innovations highlight the 

transformative impact of digitalization on customer 
relationships and operational processes, offering 
significant value for all stakeholders involved (Ozde-
mir et al., 2023).

PV is a very important variable in determining CS 
and loyalty. It reflects a customer’s evaluation of the 
benefits and costs associated with a service and 
reflects the overall benefit of the service from the 
customer’s perspective (Zeithaml, 1988). TIs may 
increase PV by providing unique and useful featu-
res that are not available in traditional services. For 
example, personalized recommendations genera-
ted by advanced data analytics can increase PV by 
making services more relevant and attractive to indi-
vidual customers (Gretzel et al., 2015; Huang & Rust, 
2017). However, even with the potential benefits, the 
relationship between TI and CE is complex. While 
some customers readily adopt new technologies 
and appreciate the enhanced value they provide, 
others may experience TA that negatively impacts 
their overall experience (Jain, 2020; Jalilvand et al., 
2012). Understanding how TA impacts the relations-
hip between TI, PV and CE is critical for service pro-
viders seeking to optimize service delivery (Manser 
Payne et al., 2021; Pantano & Gandini, 2018; Witell 
et al., 2016).

The main objectives of this study are to examine the 
effects of technological innovations (TIs) and tech-
nological anxiety (TA) on customer experience (CE) 
and perceived value (PV). Specifically, the research 
aims to:

• Investigate the direct effects of TI on CE and 
PV.

• Explore the direct effects of TA on CE and 
PV.

• Analyze the mediating role of PV in the rela-
tionship between TA and CE.

• Evaluate the moderating effects of TA on 
the relationships between TI, PV and CE.

This study fills a gap in the literature by exploring 
the complex interactions between TI, TA, PV and CE 
within the framework of leisure services. Using Stru-
ctural Equation Modeling (SEM), the research sheds 
light on how these variables interact and influence 
one another, offering valuable insights for service 
providers aiming to improve CS and loyalty.

Theoretical Framework
Leisure Services
Leisure services encompass a wide range of indust-
ries, including tourism, hospitality, entertainment 
and recreational activities, all of which are designed 
to provide consumers with enjoyable, memorable 
experiences (Lehto et al., 2024). These industries 
have been subject to increasing academic interest 
due to their significant contribution to global eco-
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nomies and their focus on enhancing CS and CE. As 
consumer expectations evolve, leisure services must 
continuously innovate to remain competitive and re-
levant.

TI plays a critical role in the evolution of leisure ser-
vices, helping to meet consumer demands for con-
venience, personalization and engagement. Tech-
nologies such as VR, MA and automated booking 
systems have been widely adopted across various 
sectors of leisure services, significantly enhancing 
CE (Bilgihan, 2016; Buhalis & Amaranggana, 2015; 
Park et al., 2023). For instance, VR experiences in 
tourism allow customers to “preview” destinations 
before booking, increasing their confidence and sa-
tisfaction with their travel choices (Guttentag, 2010). 
Similarly, MA have revolutionized how consumers 
interact with leisure services, providing real-time 
updates, easy access to information and persona-
lized recommendations (Buhalis & Law, 2008). Re-
cent studies highlight the accelerating use of smart 
technologies, such as artificial intelligence (AI) and 
augmented reality, in leisure services to create even 
more engaging and tailored experiences for users 
(Tussyadiah et al., 2020; Kim & Hyun, 2020).

The concept of PV is also pivotal in leisure services. 
Zeithaml (1988) defines PV as the consumer’s eva-
luation of the overall utility of a service based on 
perceptions of what is received versus what is gi-
ven. In the context of leisure services, PV has been 
shown to significantly influence CE, with high-value 
perceptions often leading to greater CS and loyalty 
(Sweeney & Soutar, 2001). Service providers that suc-
cessfully integrate advanced technologies into their 
offerings can enhance the PV by providing consu-
mers with unique, convenient and personalized ex-
periences (Gretzel et al., 2015; Huang & Rust, 2017).

Despite the benefits of technology, the literature 
also highlights the challenge of TA in leisure ser-
vices. TA refers to the apprehension or fear expe-
rienced by individuals when using new technologies 
(Meuter et al., 2003). In leisure services, TA can im-
pact CE, particularly when customers are expected 
to interact with advanced systems without human 
assistance, such as self-service kiosks or MA. Howe-
ver, studies suggest that if TA is managed effectively 
through user-friendly interfaces and comprehensive 
support, it can be mitigated, allowing customers to 
fully engage with the technology and enjoy the be-
nefits (Parasuraman & Colby, 2015; Roy et al., 2018).

Technological Innovations and Customer 
Experience
CE encompasses all aspects of a consumer’s enga-
gement with a service provider (Verhoef et al., 2009). 
TI have become fundamental in revolutionizing servi-
ce delivery in a variety of sectors, especially in leisure 
services. The acceptance of advanced technologies 

such as VR, MA, self-service kiosks and sophisticated 
data analytics has significantly enhanced CE by offe-
ring greater convenience, personalization and inte-
ractivity (Bilgihan, 2016; Buhalis and Amaranggana, 
2015). In entertainment services, CE is crucial to cre-
ate immersive and engaging experiences that exce-
ed customer expectations. Neuhofer, Buhalis and 
Ladkin (2014) argue technology-enhanced tourism 
experiences can transform customers’ interactions 
with services and provide unique and memorable 
experiences that encourage long-term loyalty. For 
example, MA in the tourism sector enhance custo-
mers’ overall experience by enabling them to easily 
access information, book services and participate 
in interactive activities (Kim & Qu, 2014; Sia et al., 
2023).

The integration of TI into leisure services also al-
lows for the collection and analysis of customer 
data, enabling service providers to offer customi-
zed services tailored to individual preferences and 
needs (Wang & Qualls, 2007, Chuang, 2023). This 
personalization increases CS by making the service 
more relevant and engaging. In addition, advanced 
technologies contribute to positive CE by streamli-
ning operations, reducing wait times and providing 
real-time solutions to customer inquiries (Gretzel et 
al., 2015; Grewal et al., 2023). These innovations are 
consistent with the service-oriented concept (Vargo 
& Lusch, 2004), which emphasizes the co-creation of 
value through service interactions. The positive im-
pact of TI on CE is well documented. Research shows 
that the use of modern technologies in service de-
livery leads to higher CS and loyalty. For example, 
Bilgihan (2016) found that millennial (Gen Y) custo-
mers, who are particularly tech-savvy, are more loyal 
to online shopping platforms that provide superior 
user experiences through TI. Similarly, Buhalis and 
Amaranggana (2015) showed that smart tourism 
destinations that use technology to personalize ser-
vices significantly improve the overall traveler expe-
rience. Based on the extensive literature supporting 
the positive impact of TI on CE, this paper proposes 
the following hypothesis:

H1: Technological innovations positively influence 
customer experience in leisure services.

Technological Innovations and Perceived 
Value
TI is required to increase the PV for services in many 
industries, including entertainment services. PV is 
described as a consumer’s valuation created by the 
costs and rewards associated with a service and rep-
resents the total value to the customer (Zeithaml, 
1988). Higher PV is associated with improved CS, 
customer loyalty and good word-of-mouth (Swee-
ney & Soutar, 2001). In leisure services, TI can sig-
nificantly increase PV by offering unique and useful 
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features that are not available in traditional services. 
For example, in tourism, VR allows customers to vir-
tually explore destinations before visiting them, inc-
reasing their PV for the service (Guttentag, 2010). In 
addition, MA increase convenience and satisfaction 
by providing easy access to information, real-time 
updates and personalized recommendations, which 
in turn increases PV (Buhalis & Law, 2008).

TI also facilitates more personalized and interactive 
experiences that are highly valued by customers. Ta-
ilored services such as customized travel itineraries 
and special offers increase PV by addressing indi-
vidual preferences and needs (Gretzel et al., 2006). 
Advanced data analytics and AI provide service pro-
viders with deeper insights into customer behavior 
and preferences, enabling the delivery of more tar-
geted and relevant services (Huang & Rust, 2017). 
Research has consistently shown that AI positively 
impacts PV in various service settings. For example, 
Bilgihan (2016) found that the adoption of advan-
ced technologies in e-shopping platforms leads to 
a higher PV among millennial customers. Similarly, 
Buhalis and Amaranggana (2015) showed that smart 
tourism destinations that leverage technology to 
personalize services significantly increase tourists’ 
PV. Such evidence underscores the important cont-
ribution of TI in generating superior experience for 
customers. Based on the extensive evidence sup-
porting the positive impact of TI on PV, this paper 
suggests the below hypothesis:

H2: Technological innovations positively influence 
perceived value in leisure services.

Technological Innovations and Techno-
logical Anxiety
Despite its numerous benefits, TI can also contri-
bute to increased levels of TA among users. TA is 
characterized by the anxiety or fear that individuals 
experience when they use or consider using new te-
chnologies (Meuter et al., 2003). This anxiety can be 
caused by a variety of factors, including the comp-
lexity of the technology, lack of familiarity, perceived 
risk of failure and worries regarding safety and se-
curity.

The fast pace of technological progress often requ-
ires constant adaptation to new tools and systems, 
which can be overwhelming and create anxiety (Pa-
rasuraman & Colby, 2015). For example, the adopti-
on of selffservice applications in retail and hospita-
lity settings has been found to cause anxiety among 
customers who are not at ease with technology or 
are afraid of making mistakes in the transaction pro-
cess (Meuter et al., 2000). Such anxiety can hinder 
the adoption and effective use of TI and ultimately 
affect user satisfaction and service outcomes.

TI is particularly relevant in the entertainment ser-
vices sector where customers frequently interact 

with advanced intuitive services such as VR, MA or 
automated systems without direct human assistan-
ce. Research has shown that people with a high TA 
are lower likely to adopt or use these technologies, 
leading to decreased engagement and satisfaction 
(Meuter et al., 2003; Roy et al., 2018). For example, 
Guttentag (2010) noted that VR can enhance tourism 
experiences, but it can also cause anxiety among 
users who are not familiar with the technology. Mo-
reover, the perceived complexity and usability of 
the technology can also exacerbate TA. If users find 
the technology difficult to understand or use, their 
anxiety levels are likely to increase, further discou-
raging them from interacting with the technology 
(Venkatesh, 2000).

Service providers should consider the potential 
for TA when implementing new technologies and 
ensure that they provide adequate support and 
user-friendly interfaces to reduce these concerns. 
Based on the review of literature highlighting the 
link between TI and TA, this study proposes the fol-
lowing hypothesis:

H3: Technological innovations positively influence 
technological anxiety.

Technological Anxiety and Customer Ex-
perience
TA, which is characterized by anxiety or fear when 
interacting with new technologies, can have a signi-
ficant impact on CE. This anxiety often stems from 
concerns about the complexity of the technology, 
the potential for error and the perceived difficulty of 
using technological tools and systems (Meuter et al., 
2003). High levels of TA can lead to avoidance beha-
vior, in which customers deliberately avoid new tech-
nologies and thus miss out on the potential benefits 
and conveniences that these technologies offer.

Research has shown that TA negatively affects vari-
ous aspects of customer behavior and perceptions. 
Roy et al. (2018) found that customers with high TA 
showed lower degrees of technology acceptance 
as well as satisfaction. Likewise, Parasuraman and 
Colby (2015) found an inverse relationship between 
TA and technology preparedness, with an impact on 
the total experience of the service. Fear of techno-
logy reduces the value and satisfaction of the servi-
ce, leading to a negative experience.

Moreover, TA can affect technology usability and 
usefulness, which are critical drivers of CS and ex-
perience (Davis, 1989). Overall service evaluations 
are likely to be unfavorable when customer anxiety 
makes the technology difficult to understand and 
difficult to use. This underscores the importance of 
addressing TA to enable customers to fully engage 
with TI and have a positive service experience (Meu-
ter et al., 2003; Venkatesh & Bala, 2008).

Addressing these concerns can lead to increased 
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CS and improved service evaluations, as reducing 
TA allows customers to better appreciate the conve-
nience and efficiency provided by technological ad-
vances (Parasuraman & Colby, 2015; Yang & Forney, 
2013). On the basis of the literature that highlights 
the adverse effects of TA on CE, the below hypothe-
sis is proposed in this research:

H4: Technological anxiety has a direct negative im-
pact on customer experience.

Technological Anxiety and Perceived Va-
lue
TA, defined as the anxiety or fear associated with the 
use of new technologies, can significantly influence 
how customers perceive the value of services that 
incorporate these technologies (Meuter et al., 2003). 
PV is the clients’ total valuation of the benefits of a 
service, resulting from their evaluation of the bene-
fits obtained in relation to the costs incurred (Zeit-
haml, 1988). When customers experience high levels 
of TA, their perceived benefits and ease of getting 
started with the technology may be adversely affec-
ted, resulting in lower PV.

With regard to mobile banking, Alalwan, Dwivedi 
and Williams (2016) found that TA has an adver-
se effect on PV and thus on the willingness to use 
mobile banking products. Their findings undersco-
re the importance of addressing TA to increase PV 
and to help adopt mobile technologies. Research 
suggests that TA negatively influences various as-
pects of consumer behavior, including technology’s 
perceived usability and usefulness, which are critical 
components of PV (Davis, 1989). When customers 
experience fear in using a technology, their overall 
assessment of the value of the service decreases. 
This relationship is particularly evident in self-service 
technologies, where the absence of human assistan-
ce can exacerbate feelings of anxiety and reduce PV 
(Meuter et al., 2000).

Furthermore, the negative impact of TA on PV can 
also be understood through the concept of tech-
nology readiness, which reflects the tendency of a 
person to adopt and use new technologies (Parasu-
raman & Colby, 2015). TA, which arises from users 
feeling overwhelmed or uncomfortable with new te-
chnologies, can lead to reduced PV in several ways. 
When users experience high levels of anxiety, they 
are less likely to fully engage with the technology, 
which diminishes their overall experience. For ins-
tance, TA can cause users to feel frustrated or con-
fused, reducing their appreciation of the benefits 
that digital innovations are supposed to offer. This 
anxiety often results in avoidance behaviors, where 
customers may deliberately reduce their use of te-
chnology, even when it could improve their service 
experience (Lee et al., 2020).

Moreover, TA can create a cognitive dissonance 

where customers, despite recognizing the utility of 
the technology, still perceive it as too challenging or 
stressful to use. This mental strain negatively impacts 
their overall evaluation of the service, as they might 
perceive the service as more effortful or complicated 
than beneficial (Lee et al., 2023). As such, even thou-
gh the technology offers enhanced personalization 
or convenience, the user’s anxiety prevents them 
from recognizing or enjoying these benefits (Wars-
haw & Davis, 1985).

Finally, studies on the interaction of psychological 
factors with technology adoption show that TA is 
particularly problematic when users feel that their 
privacy is at risk or when they are resistant to inno-
vation. These concerns amplify feelings of stress and 
reduce perceived emotional value, making the ove-
rall service experience less enjoyable (Chocarro et 
al., 2023).

Consumers exhibiting high levels of TA are expe-
cted to have lower levels of technology readiness, 
resulting in lower PV of technology-enabled servi-
ces. This highlights the importance of addressing TA 
to ensure that customers can fully appreciate and 
derive value from TIs in leisure services. This study 
suggests the below hypothesis from the literature 
highlighting the negative impact of TA on PV:

H5: Technological anxiety has a direct negative im-
pact on perceived value.

Perceived Value and Customer 
Experience
PV is a key concept in understanding consumer be-
havior and its implications for CE. PV is described 
in terms of the overall valuation of the benefits of 
a service on the basis of the customer’s evaluation 
of the benefits obtained and the benefits provided 
(Zeithaml, 1988). It includes both functional and 
emotional benefits derived from a service (Zeithaml, 
1988). High PV is associated with greater CS, loyalty 
and effective word-of-mouth, all of which are critical 
to positive CE (Sweeney & Soutar, 2001; Marcos & 
Coelho, 2022).

PV is central to the overall design of CE in the con-
text of leisure services. Customers are more likely to 
have a satisfying and memorable experience when 
they receive high utility from a service. It is especially 
critical in the leisure industry, where customers seek 
not just functional benefits, but also emotional and 
experiential rewards (Pine & Gilmore, 1998; Carvalho 
& Alves, 2023). For example, a tourist who perceives 
high value in a travel package that offers unique ex-
periences, excellent service and value for money is 
likely to have a more positive overall experience.

PV is a strong indicator of CE, as research has repe-
atedly shown. Research has indicated that if consu-
mers feel a strong sense of value in a service, they 
report higher levels of satisfaction and a better ove-
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rall experience (Cronin, Brady, & Hult, 2000, Tulcana-
za-Prieto et al., 2023). This relationship holds across 
different service contexts, including hospitality, tou-
rism and retail (Sweeney, Soutar, & Johnson, 1999). 
For instance, in the service industry, PV substantially 
influences guest satisfaction and their likelihood to 
repeat and refer the service to other customers (Oh, 
1999; Paulose & Shakeel, 2022).

In addition, PV increases CE by meeting and excee-
ding customer expectations. When services deliver 
more value than expected, customers are delighted, 
resulting in exceptional CE (Parasuraman, Zeithaml, 
& Berry, 1988). This is particularly relevant in the lei-
sure industry, where the goal is to design memorab-
le and engaging activities that appeal to customers 
on an experiential level (Holbrook & Hirschman, 
1982). Based on the literature supporting the posi-
tive influence of PV on CE, the proposed hypothesis 
is as follows:

H6: Perceived value positively influences customer 
experience in leisure services.

Moderating Role of Technological 
Anxiety
TA, which refers to the anxiety or concern that indivi-
duals experience when adopting new technologies, 
can significantly influence how customers perceive 
and interact with TIs (Meuter et al., 2003; Venkatesh, 
2000). In the context of leisure services, TA can affe-
ct customers’ appreciation of the value of TI as well 
as their overall experience (Parasuraman & Colby, 
2015). For service providers seeking to improve CE 
through technological advances, it is critical to app-
reciate the moderating role of TA.

Moderation refers to a factor that has an effect on 
the strength or toward the orientation of the link 
between an independent variable and a dependent 
variable. In this case, TA moderates the link between 
TI (independent variable) and PV (mediating variab-
le) (Baron & Kenny, 1986; Hayes, 2013). Specifically, 
high levels of TA may weaken the positive relations-
hip between TI and PV because anxious customers 
may not fully appreciate or utilize the benefits of 
new technologies (Meuter et al., 2003; Venkatesh 
& Bala, 2008). This moderating effect highlights the 
need to address TA to ensure that customers derive 
maximum PV from TI (Yang & Forney, 2013; Parasu-
raman & Colby, 2015).

The moderating role of TA has been examined in 
several contexts and has been shown to have a sig-
nificant impact on technology adoption and user ex-
perience. Meuter et al. (2003) examined how TA af-
fects individuals’ use and satisfaction with selfservice 
interfaces. Their findings indicated that individuals 
with high TA are both less frequent users of self-ser-
vice technologies and less satisfied with their use, 
highlighting the adverse impact of TA on PV and 

user experience. In addition, Venkatesh et al. (2003) 
integrated TA into the Unified Theory of Acceptance 
and Use of Technology (UTAUT) and demonstrated 
that TA negatively affects users’ ratings of usability 
and utility. This relationship suggests high TA may 
diminish the perceived benefits of TI, leading to 
lower PV.

Empirical studies provide robust evidence for the 
moderating role of TA. For example, Roy et al. (2018) 
investigated factors that are associated with custo-
mer acceptance and opposition to smart techno-
logies in the retail sector. Their research found that 
TA significantly moderates the link from perceived 
benefits of smart technologies to consumer accep-
tance, while higher levels of anxiety weaken this rela-
tionship. This finding highlights the need to address 
TA in order to increase PV and customer acceptance. 
Another study by Sinkovics, Stöttinger, Schlegelmil-
ch and Ramiah (2002) examined the effect of TA on 
e-commerce shopping behavior. The results indica-
ted that individuals with strong TA are lower online 
shoppers and perceive less value from e-commerce 
platforms. This suggests that TA may be a significant 
barrier to the effective use of TI, thereby reducing 
PV. Based on the literature, the below hypotheses 
are suggested:

H7: Technological anxiety moderates the relations-
hip between technological innovations and perce-
ived value, such that the relationship is weaker for 
individuals with high technological anxiety.

H8: Technological anxiety moderates the relations-
hip between perceived value and customer expe-
rience.

Mediating Role of Perceived Value
Mediator is a quantity which explains the relation of 
an independent quantity to a dependent quantity. 
Here, PV serves as an intermediary between TI (in-
dependent) and CE (dependent). When customers 
encounter TI, their PV increases due to increased 
convenience, personalization and overall service qu-
ality (Gallarza et al., 2016; Kim et al., 2021). This inc-
reased PV subsequently leads to more positive CE 
(Zeithaml, 1988; Parasuraman et al., 2005; Rahman 
et. al., 2022).

Several studies have examined PV as a mediator. 
Wang, Lo and Yang (2004) investigated PV as a me-
diator between TI and CS. Their results indicated 
that PV significantly mediates this relationship, high-
lighting its important role in enhancing CE. In the 
travel and leisure industry, Chen and Chen (2010) 
found that PV mediates the relationship betwe-
en service quality and behavioral intentions. Their 
study showed better service quality leads to higher 
PV, resulting in higher CE and loyalty. This suggests 
that PV represents a key mechanism through which 
service improvements translate into better customer 
outcomes.
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Empirical studies further support the mediating role 
of PV. For example, Ryu, Han and Kim (2008) exami-
ned the mediating impact of PV in the link between 
physical environment quality and customer hap-
piness in the restaurant industry. They found that 
PV fully mediated this relationship, highlighting its 
importance in evaluating service. In addition, Oh 
(1999) examined the mediational role of PV in the 
link between price fairness and CS in the service in-
dustry and found that PV significantly mediated the 
relationship, suggesting that customers’ value per-
ceptions are crucial in determining their total expe-
rience satisfaction.

TIs like MA, VR and automated systems enhance PV 
with more comfort, personalization and superior ser-
vice quality. These enhanced value perceptions lead 
to improved CEs as customers perceive that they 
receive more benefits relative to the costs incurred. 
On the basis of the literature, we hypothesize that

H9: Perceived value mediates the relationship 
between technological anxiety and customer expe-
rience in leisure services.

H11: Perceived value mediates the sequential relati-
onship between technological innovations, techno-
logical anxiety and CE in leisure services.

H12: Perceived value mediates the relationship 
between technological innovations and customer 
experience in leisure services.

Moderated Mediation Effect of Techno-
logical Anxiety
Moderated mediation occurs when the intensity or 
strength of a mediated link varies with the degree 
of a moderating variable (Edwards & Lambert, 2007; 
Preacher et al., 2007). Within the present case, TA 
moderates the indirect influence of TI on CE throu-
gh PV. Specifically, for customers with high TA, the 
positive effect of TI on PV and consequently on CE is 
expected to be weaker than for customers with low 
TA (Hayes, 2015; Zhao et al., 2010).

Both theory and empirical research have been con-
ducted. Preacher, Rucker and Hayes (2007) introdu-
ced methods for testing moderated mediation and 
emphasized the importance of examining how me-
diators and moderators interact to influence outco-
mes. Their framework is used extensively in several 
areas, including marketing and consumer behavior. 
TI improves PV by increasing convenience, persona-
lization and service quality. However, TA may wea-
ken this positive relationship. Venkatesh et al. (2003) 
emphasized that TA reduces ease of use and use-
fulness perceptions, which are critical components 
of PV. Therefore, high levels of TA may reduce the 
perceived benefits of TI.

PV significantly increases CE by providing greater 

satisfaction and perceived benefits. However, when 
TA is high, customers may not fully appreciate or uti-
lize the benefits provided by TI, resulting in a weaker 
impact on CE (Roy et al., 2018). Support for the mo-
derated mediation role of TA has been provided by 
empirical studies. For example, a study by Thong, 
Hong and Tam (2006) examined the moderated me-
diation impact of TA in the context presented by 
e-government services. They found that TA modera-
ted the mediating role of perceived ease of use on 
the link from system quality to user satisfaction. This 
suggests that large amounts of TA may decrease the 
positive effects found for TI on PV and consequently 
on user satisfaction.

Another study by Chang, Wong and Fang (2014) 
investigated the moderated mediation effect in 
the environment of digital banking services. The-
ir study found that TA moderated the indirect link 
from service quality to customer loyalty through PV. 
In particular, the positive effect of quality of expe-
rience on customer loyalty through PV was weaker 
for customers with a high level of TA. Similar results 
can be expected in the leisure services sector. For 
example, customers with high TA may find it difficult 
to navigate and use new technologies such as MA, 
VR experiences and automated systems. As a result, 
their PV of these TIs may be lower, resulting in a di-
minished net value impact on overall CE. On the ba-
sis of the literature, the study presents the following 
hypotheses:

H10: Technological anxiety moderates the relations-
hip between technological innovations and custo-
mer experience in leisure services.

H13: Technological anxiety moderates the relations-
hip between technological innovations and percei-
ved value in leisure services.

H14: The interaction between technological anxiety 
and technological innovations positively influences 
perceived value, which in turn enhances customer 
experience in leisure services.

Regarding the difference between H7 and H13; 
H7 examines how TA moderates the relationship 
between TIs and customer experience, focusing on 
the direct impact on CS and interactions, while H13 
explores how TA influences the PV derived from the-
se innovations, affecting customers’ overall evaluati-
on of the service’s worth.

Methodology
Research Design
To examine the interactions between TI, PV, CE and 
TA in the context of leisure services, this study utili-
zed a quantitative research design. Second, we ai-
med to examine whether TA is a mediator of TI/PV.
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The Sample and the Collection of Data
The study sample included 423 respondents who 
were selected using a convenience sampling met-
hod between May and July 2024 to allow for the ge-
neralizability of the results. To ensure a diverse and 
representative sample, participants were identified 
through a combination of purposive and convenien-
ce sampling methods. The study targeted indivi-
duals who were active users of leisure services and 
familiar with TIs in areas such as tourism, hospitality 
and entertainment. Participants were recruited ba-
sed on their experience with digital technologies 
such as MA, VR tours and automated booking sys-
tems, as these innovations were central to the study.

The online survey format was chosen to provide 
convenience and accessibility to a wide geographic 
range of participants. The platform used for admi-
nistering the survey was Google Forms, due to its 
ease of use and ability to capture large datasets effi-
ciently. Respondents were assured of the anonymity 
and confidentiality of their responses and informed 
consent was obtained before they proceeded with 
the survey. The survey included statements framed 
in general terms, such as “the service ...” to allow 
participants to reflect on their experiences across 
different types of leisure services.

Measures
TI, which was assessed using a measure adapted 
from Wang and Ahmed (2004) that included three 
items: ‘’The service provider uses the latest available 
technology,’’ ‘’The technological features of the ser-
vice are very innovative,’’ and ‘’The service provider 
frequently updates its technology to improve the 
user experience.’’ CE, assessed using a scale adap-
ted from Brakus, Schmitt and Zarantonello (2009), 
consisting of three items: ‘’My overall experience 
with this service is enjoyable,’’ ‘’The service provides 
a memorable experience,’’ and ‘’This service enga-
ges me in a meaningful way.’’. 

PV is measured using a scale modified from Swe-
eney and Soutar (2001). The scale consists of the 
following three elements: ‘The service offers good 
value for money,’ ‘I believe the benefits of this ser-
vice outweigh the costs,’ and ‘I get good value for 
what I pay for this service. TA, measured using a sca-
le adapted from Meuter et al. (2003), which included 
three items: “I feel anxious about using new tech-
nologies”, “New technologies often intimidate me” 
and “I hesitate to use new technologies for fear of 
making mistakes”.

Ethical Considerations
The research adhered to the principles of ethics du-
ring the entire project. All participants received writ-
ten consent and were assured that the participation 

was optional and that their answers would be kept 
confidential.

Model Overview
The suggested SEM model, presented in Figure 1, 
examines the complex relationships among TI, TA, 
PV and CE within leisure services. The model in-
corporates several hypotheses to examine these dy-
namics, represented by the following constructs and 
their respective indicators.

 

Figure 1. The proposed SEM model

This model proposes that although TI has the poten-
tial to enhance CE and PV, the presence of TA can 
modify these relationships. Specifically, it examines 
how TA can affect CE both directly and indirectly (via 
PV). In addition, the model tests the role of TA in 
moderating the link among TI and PV, suggesting 
that increased levels of anxiety may reduce the per-
ceived benefits of technological advances.

Results
Factor Loadings
Factor loadings indicate the connection of the ob-
served variables (items) to the latent constructs (fa-
ctors). High factor loadings indicate an element is a 
strong representative for the relevant factor (Hair et 
al., 2010; Kline, 2015). Specifically, a factor loading 
close to 1 indicates that the item is closely related 
to the latent construct, whereas lower loadings indi-
cate a weaker relationship (Field, 2013; Tabachnick 
& Fidell, 2013). Table 1 presents the items grouped 
into four constructs: CE, PV, TA and TI.

Table 1. Factor Loadings

Item CE PV TA TI

CE1 0.813

CE2 0.858

CE3 0.895
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CE1 (0.813), CE2 (0.858) and CE3 (0.895) show high 
loadings on the CE factor, indicating they are strong 
indicators of CE. Loadings above 0.7 suggest that 
these items reliably measure CE (Hair et al., 2010). 
Items PV1 (0.912), PV2 (0.955) and PV3 (0.937) have 
very high loadings on the PV factor. Loadings above 
0.9 indicate that these items are excellent indicators 
of PV, capturing the essence of what customers find 
valuable in the service (Fornell & Larcker, 1981). For 
TA, items TA1 (0.859), TA2 (0.926) and TA3 (0.891) 
exhibit strong loadings, accurately reflecting the ap-
prehension or fear associated with using new tech-
nologies (Meuter et al., 2000). Items TI1 (0.900), TI2 
(0.907) and TI3 (0.746) load highly on the TI factor, 
with TI1 and TI2 being particularly strong indicators. 
Although the loading for TI3 is slightly lower, it is still 
considered strong, indicating its reliability as an indi-
cator of TIs (Buhalis & Amaranggana, 2015). The high 
factor loadings across all constructs confirm that the 
items used in this study are valid indicators of their 
respective constructs. This validation is critical to en-
sure that the measures of the study accurately reflect 
the theoretical concepts being investigated (Hair et 
al., 2010).

Reliability and Validity Results
Table 2 provides the reliability and validity metrics 
for the constructs in this study. These metrics include 
Cronbach’s alpha, composite reliability and AVE.

Table 2. Reliability and Validity Results

Cronbach’s alpha is a scale of inner coherence that 
reflects the degree to which a group of items are 
related to each other within the group. Scores abo-
ve 0.7 are regarded as adequate and scores greater 
than 0.8 indicate good reliability (Nunnally & Berns-
tein, 1994). Overall, this research shows that all com-
ponents have satisfactory reliability, with Cronbach’s 
alpha scores between 0.815 and 0.928.

The composite reliability also assesses the internal 
consistency validity. Results over 0.7 are considered 
acceptable (Fornell & Larcker, 1981). All constructs in 
this study have composite reliability values greater 
than 0.8, suggesting good internal consistence.

Average variance extracted values (AVE) represent 
the proportion of variance accounted for by a given 
construct relative to variance resulting from possible 
measurement bias. An AVE of 0.5 or more indicates 
that the construct explains over 50% of the variati-
on in its indicators. All of the constructs in this study 
have AVE values well above 0.7, indicating good 
convergent validity (Fornell & Larcker, 1981).

These reliability and validity results confirm that the 
instruments used in this study are both reliable and 
valid. Each construct has strong internal consistency 
and convergent validity, ensuring that the items are 
suitable for measuring the intended constructs.

Variance Inflation Factor (VIF) Results
The Variance Inflation Factor is a measure of the 
degree of multicollinearity between items in a mul-
tiple regression model. A VIF value greater than 10 
indicates significant multicollinearity that requires 
further investigation or adjustment. Table 3 presents 
the VIF results for the items analyzed in this study.

Table 3. VIF results

The VIF scores for CE items range from 1.595 to 
2.241, indicating low multicollinearity among the-
se items. Similarly, the VIF scores for PV items are 
between 3.032 and 5.097, all of which are below the 
threshold of 10, indicating an acceptable level of 
multicollinearity. However, PV2 has a higher VIF of 
5.097, which may warrant further investigation if mul-
ticollinearity becomes an issue. The TA items have 
VIF values between 2.070 and 2.873, indicating low 
multicollinearity among them. For the TI items, the 
VIF values are in the band of 1.474 to 2.279, signifi-
cantly lower than the threshold, indicating low mul-
ticollinearity.

PV1 0.912

PV2 0.955

PV3 0.937

TA1 0.859

TA2 0.926

TA3 0.891

TI1 0.900

TI2 0.907

TI3 0.746

Const-
ruct

Cron-
bach's 
Alpha

Compo-
site Re-
liability 
(rho_a)

Compo-
site Re-
liability 
(rho_c)

Ave-
rage 

Varian-
ce Ext-
racted 
(AVE)

CE 0.817 0.819 0.891 0.733

PV 0.928 0.930 0.954 0.874

TA 0.872 0.882 0.921 0.796

TI 0.815 0.856 0.889 0.730

Ite
m

VI
F

Ite
m

VI
F

Ite
m

VI
F

Ite
m

VI
F

CE1 1.595 PV1 3.032 TA1 2.070 TI1 2.279

CE2 1.956 PV2 5.097 TA2 2.873 TI2 2.271

CE3 2.241 PV3 4.109 TA3 2.403 TI3 1.474
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Overall, the VIF results suggest that there is no se-
vere multicollinearity among the items measuring 
CE, PV, TA and TI. PV2 has a relatively high VIF value 
(5.097), but this value should be viewed with caution. 
These results indicate that the items used in the reg-
ression models are appropriate and that multicolli-
nearity is not a significant problem for this research.

Discriminant Validity Findings
Discriminant validity is assessed to confirm that 
constructs that are intended to be distinct are, in 
fact, distinct. The Fornell-Larcker test and cross-lo-
adings are standard methods for evaluating discri-
minant validity. Table 4 presents the results of this 
assessment.

Table 4. Discriminant Validity Results

Constructs CE PV TA TI TA x PV TA x TI

CE 1.000

PV 0.631 1.000

TA 0.575 0.478 1.000

TI 0.904 0.583 0.513 1.000

TA x PV 0.277 0.281 0.168 0.245 1.000

TA x TI 0.093 0.236 0.145 0.070 0.563 1.000

The correlation between CE and PV is 0.631, indica-
ting a moderate relationship. The correlations of CE 
with TA (0.575) and TI (0.904) suggest relatedness, 
yet they remain distinct based on theoretical defini-
tions (Fornell & Larcker, 1981). PV exhibits moderate 
correlations with TA (0.478) and TI (0.583), indicating 
some degree of relatedness while maintaining dis-
tinction (Fornell & Larcker, 1981). TA shows mode-
rate correlations with CE (0.575), PV (0.478) and TI 
(0.513), suggesting that while they are related, TA 
remains a distinct construct (Meuter et al., 2003). TI 
has high correlations with CE (0.904) and moderate 
correlations with PV (0.583) and TA (0.513), reflecting 
its significant role while remaining theoretically dis-
tinct (Parasuraman & Colby, 2015).

The interaction term TA x PV has lower correlations 
to the other variables, providing evidence for its 
discriminant validity. Similarly, interaction term TA x 
TI has relatively low correlations to other constructs, 
further indicating its discriminant validity (Venkatesh, 
2000). The finding suggest that the constructs me-
asured in this research are sufficiently distinct from 
each other, as evidenced by the correlations shown 
in the table. Although some constructs have mode-
rate to high correlations, they still represent distinct 
theoretical constructs. Ensuring discriminant validity 
is critical to the integrity of the SEM and the overall 
validity within the study (Hair et al., 2010).

Model Fit Results
Model fit indices are critical in assessing the ability 
of the suggested model to fit the observable data. 
The model fit indices are presented in Table 5.

Table 5. Model Fit Results

The Standardized Root Mean Square Residual 
(SRMR) is an unbiased criterion of fit, expressing the 
standardized difference in the observed and predic-
ted correlations. Scores below 0.08 are usually regar-
ded as indicating a strong fit (Hu & Bentler, 1999). In 
this study, both the saturated and estimated models 
have SRMR scores below 0.08, indicating a strong 
fit. In PLS-SEM, d_ULS assesses the discrepancy of 
the observed and estimated covariance matrices. 
Lower values indicate a better fit. The estimated 
model has a slightly lower d_ULS value than the sa-
turated model, indicating an acceptable fit. Another 
fit measure in PLS-SEM is d_G, which evaluates the 
distance between the observed and model-implied 
correlation matrices. Lower values indicate a better 
fit. The estimated model has a lower d_G value, indi-
cating a slightly better match. The Chi-square statis-
tic tests whether observed and expected covariance 
matrices differ, with lower values indicating a better 
match. The estimated model has a lower Chi-squa-
re value than the saturated model, indicating a bet-

Measure Saturated 
Model

Estimated 
Model

SRMR 0.061 0.060

d_ULS 0.287 0.283

d_G 0.177 0.167

Chi-square 463.103 432.839

NFI 0.866 0.874
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ter fit. However, an important point to note is that 
Chi-square is subject to sample size and often yields 
significant values in large samples (Bollen, 1989).The 
NFI (Normed Fit Index) evaluates model fit by com-
paring the Chi-square value of the model to that of 
a null model. Values above 0.90 are generally con-
sidered indicative of a good fit (Bentler & Bonett, 
1980). In this study, the NFI values for both models 
are slightly below 0.90, indicating an acceptable fit 
with potential for improvement.

Overall, the model fit indices indicates that the esti-
mated model gives an adequate match to the data. 
SRMR values are below the 0.08 level, indicating a 
good fit. Lower d_ULS and d_G values for the fitted 
model compared to the saturated model indicate an 
improved fit. The Chi-square value is lower for esti-
mated model while the NFI value, although close to 

0.90, indicates that there is room for further refine-
ment.

Path Coefficient Analysis
Path coefficient analysis in SEM involves evaluating 
direct and indirect links among variables in a propo-
sed model. Path coefficients are standardized reg-
ression weights that reflect the intensity and strength 
of the relationships between variables (Kline, 2015; 
Ullman, 2006). This analysis provides insight into 
how the independent variables influence the depen-
dent variables, either directly or through mediating 
variables. Table 6 presents the path coefficients, inc-
luding their sample original values, sample means, 
standard deviations, T-statistics and P-values.

Table 6. Path Coefficients Analysis Results

Original 
sample (O) 

Sample 
mean (M) 

Standard 
deviation 
(STDEV) 

T statis-
tics (|O/
STDEV|) 

P values 

H1: TI -> CE 0.178 0.173 0.052 3.425 0.001 

H2: TI -> PV 0.149 0.157 0.054 2.767 0.006 

H3: TI -> TA 0.223 0.223 0.052 4.271 0.000 

H4: TA -> CE 0.570 0.566 0.052 10.908 0.000 

H5: TA -> PV 0.414 0.413 0.046 8.941 0.000 

H6: PV -> CE 0.449 0.454 0.050 8.928 0.000 

H7: TA x TI -> PV 0.078 0.075 0.057 1.374 0.169 

H8: TA x PV -> CE -0.050 -0.054 0.049 1.018 0.309 

H1: The analysis supports this hypothesis, indicating 
that TI has a powerful, positively important and sig-
nificant effect on CE. Thus, this finding is consistent 
with the literature that emphasizes on role of tech-
nological advancement to improve CE and overall 
experience (Bilgihan, 2016; Buhalis & Amaranggana, 
2015). H2: This hypothesis is confirmed by showing 
a significant positive relationship between TI and PV. 
This supports the idea that advanced technologies 
enhance the perceived benefits of services, thus 
increasing their value (Gretzel et al., 2015; Huang & 
Rust, 2017). H3: The results support this hypothesis, 
indicating that TI significantly increases TA. This is 
consistent with findings that new technologies can 
cause anxiety and fear in users, especially when 
they are unfamiliar with the technology (Meuter et 
al., 2003). H4: The hypothesis is supported, showing 
that TA has a statistically significant positive effect 
on CE. This result is somewhat counterintuitive; as 
higher TA typically has a negative effect on CE. Furt-
her research is needed to understand the specific 

conditions under which TA may improve CE (Meu-
ter et al., 2000; Roy et al., 2018). H5: Supported by 
the analysis, this hypothesis indicates a positive and 
significant relationship between TA and PV. This su-
ggests that in certain contexts, technology anxiety 
may increase PV, perhaps by highlighting the perce-
ived benefits of overcoming initial anxiety (Parasura-
man & Colby, 2015). H6: The results support this hy-
pothesis, suggesting that PV significantly influences 
CE. The results are consistent from previous studies 
that highlight the importance of PV in enhancing 
CE (Zeithaml, 1988; Sweeney & Soutar, 2001). H7: 
The analysis supports this hypothesis, suggesting 
that the interaction between TA and TI together 
enhances PV. H8: This hypothesis is not supported, 
indicating that the moderating effect of TA on the 
relationship between PV and CE is not significant. 
The results demonstrate significant pathways with 
varying strengths, emphasizing the complex interp-
lay between the factors illustrated in Figure 2.
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The path coefficients offer valuable insights into the 
relationships between TI, TA, PV and CE. The analy-
sis reveals that TI positively impact both CE and PV, 
while also increasing TA. PV significantly enhances 
CE. The interaction effects between TA and PV, as 
well as between TA and TI, show varying levels of 
significance and impact on CE and PV.

The analysis provides strong support for most hy-
potheses, evidenced by significant path coefficients 
and low p-values. However, the direction of impact 
for H4 and H5 is contrary to initial expectations. This 
suggests that in this specific context, TA might have 
an unexpected positive effect, potentially highligh-
ting perceived benefits or the positive aspects of 
overcoming technological challenges. Hypothesis 
H8 was not supported, indicating that the mode-

rating effect of TA on the relationship between PV 
and CE is not significant, which could imply that the 
relationship between PV and CE is robust against 
varying levels of TA.

Specific Indirect Effects Results
In an SEM, specific indirect effects illustrate the im-
pact from an independent variable on a dependent 
variable through one or more mediating variables 
(Preacher & Hayes, 2008; Zhao et al., 2010). For SEM 
results presented here, these indirect effects eluci-
date how TA and TI influence CE through PV. Table 7 
details the specific indirect effects, providing sample 
original scores, means, standard deviations, T-statis-
tics and P-values.

Figure 2. SEM Results

Table 7. Specific Indirect Effects Results.

Original 
sample (O) 

Sample 
mean (M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) P values 

H9: TA -> PV -> CE 0.040 0.038 0.014 2.884 0.004 

H10: TI -> TA -> CE 0.067 0.072 0.029 2.330 0.020 

H11: TI -> TA -> PV -> CE 0.018 0.017 0.007 2.631 0.009 

H12: TI -> PV -> CE 0.074 0.072 0.023 3.194 0.001 

H13: TI -> TA -> PV 0.100 0.102 0.028 3.523 0.000 

H14: TA x TI -> PV -> CE 0.030 0.029 0.012 2.533 0.011 
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H9: The analysis supports this hypothesis, indicating 
that PV mediates the link between TA and CE. This 
implies customers who overcome TA perceive a hi-
gher value in the service, which improves their ove-
rall experience (Parasuraman & Colby, 2015; Meu-
ter et al., 2003).  H10: The hypothesis is supported, 
showing TA mediates the link between TI and CE. 
This implies that while TI may initially cause anxiety, 
overcoming this anxiety may lead to improved CE 
(Meuter et al., 2003; Roy et al., 2018). H11: Results 
support this hypothesis, suggesting a multilevel me-
diation process in which TI affects CE through both 
TA and PV (Gretzel et al., 2015; Huang & Rust, 2017). 
H12: The hypothesis is confirmed, showing that PV 
mediates the relationship between TI and CE. The 
result is consistent with the existing literature, which 
emphasizes the significance of PV in increasing CS 
(Zeithaml, 1988; Sweeney & Soutar, 2001). H13: Sup-
ported by the analysis, this hypothesis indicates that 
TA mediates the relationship between TI and PV, 
suggesting that anxiety can emphasize the benefits 
of overcoming technological challenges (Meuter et 
al., 2003; Parasuraman & Colby, 2015). H14: Results 
confirm this hypothesis, showing that the interaction 
between TA and TI has a significant positive impact 
on perceived value (PV). While this interaction does 
not directly influence CE, it indirectly improves CE 
through its effect on PV. This indicates that the com-
bined effect of TA and TI enhances PV, which in turn 
positively influences CE through an indirect pathway 
(Gretzel et al., 2015; Huang & Rust, 2017).

Discussion and conclusions
Discussion
The findings indicate that TI significantly enhance 
CE, which aligns with previous studies. For instance, 
advanced technologies like VR tours, mobile appli-
cations and automated booking systems contribute 
to increased convenience, personalization and in-
teractivity, which, in turn, lead to higher CS. This is 
consistent with the findings of Bilgihan (2016) and 
Buhalis & Amaranggana (2015), who also observed 
that digital advancements improve CEs by enhan-
cing the service delivery process.

Moreover, the current study supports the work of 
Gretzel et al. (2015) and Huang & Rust (2017), who 
emphasized that TI positively affect PV. Customers 
tend to perceive greater value in services incorpo-
rating advanced technologies, leading to better 
satisfaction and loyalty. This suggests that service 
providers should focus on highlighting the unique 
benefits of these technologies to improve PV and, 
consequently, customer loyalty.

However, an interesting and somewhat counterin-
tuitive finding from this study is that TA positively 
influences both CE and PV, contradicting earlier ex-
pectations. Typically, TA is perceived as a barrier to 

positive customer outcomes (Roy et al., 2018), yet in 
this study, it appears that overcoming technological 
challenges can result in a greater appreciation of the 
service, aligning with the concept of eustress. This 
echoes the work of Meuter et al. (2003), who noted 
that technology-related stress, when effectively ma-
naged, can lead to positive outcomes by boosting 
engagement and satisfaction.

The study’s findings regarding the mediating role of 
PV between TA and CE, as well as TI and CE, sup-
port the theory proposed by Zeithaml (1988) and 
Sweeney & Soutar (2001). This mediation undersco-
res the importance of PV in enhancing CS. Previous 
studies have similarly argued that PV acts as a crucial 
mechanism in the relationship between service attri-
butes and CS (Sweeney & Soutar, 2001). By emphasi-
zing value-added services, companies can mitigate 
the negative effects of TA and amplify the positive 
impacts of TI.

In contrast, the positive influence of TA on CE and 
PV diverges from the findings of Roy et al. (2018), 
who suggested that TA typically hinders CE. The 
current study, however, shows that, under the right 
conditions, TA can enhance customer engagement 
and PV, especially when customers feel empowered 
to overcome technological challenges.

While this study reinforces much of the existing lite-
rature regarding the positive role of TI in enhancing 
CE and PV, it also offers new insights into the poten-
tial benefits of TA. These findings suggest that by 
providing supportive environments and user-friend-
ly technology, service providers can turn potential 
anxieties into opportunities for greater customer 
appreciation and engagement.

Practical Implications
The increasing digitalization of leisure services has 
significant practical implications for both service 
providers and customers. Leveraging advanced te-
chnologies such as AI, AR and VR is transforming 
how businesses operate and engage with their cus-
tomers, with a focus on enhancing personalization, 
operational efficiency and CS. The implementation 
of AI-driven tools and data analytics allows leisu-
re service providers to personalize customer inte-
ractions at a deeper level. AI systems can analyze 
customer data to predict preferences and deliver 
tailor-made recommendations, ranging from custo-
mized vacation packages to preferred hotel ameni-
ties. For businesses, this means an opportunity to 
offer differentiated services that cater to individual 
customer preferences, increasing CS and loyalty. 
Personalization also extends to marketing efforts, 
where targeted advertisements and promotions can 
be crafted to align with customer behavior and de-
mographics.

Digitalization enables businesses to streamline ope-
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rations and reduce costs through automation. Chat-
bots, for example, provide 24/7 customer support, 
handling routine inquiries and bookings without the 
need for human intervention. This allows service 
providers to allocate resources more efficiently whi-
le ensuring that customers receive timely responses. 
Automated dynamic pricing algorithms can also 
adjust pricing in real-time based on demand, opti-
mizing revenue while maintaining competitiveness 
in the market. Additionally, the implementation of 
self-service kiosks, mobile apps and digital check-ins 
further enhance operational efficiency by reducing 
wait times and providing more seamless CEs.

After all, service providers should continually invest 
in advanced technologies to enhance CE and PV. TI 
that offer greater convenience, personalization and 
interactivity can significantly improve CS. Providing 
adequate training, support and user-friendly interfa-
ces is crucial to mitigate TA and maximize the bene-
fits of TI. Ensuring that customers feel comfortable 
and confident using new technologies will enhance 
their overall experience. Highlighting the additio-
nal benefits that come with technological advance-
ments can enhance customers’ PV. Effective commu-
nication of these benefits will help service providers 
differentiate their offerings and increase CS.

Managerial Implications
Managers should prioritize investment in advanced 
technologies to improve service delivery. Allocating 
resources to adopt cutting-edge technologies that 
offer enhanced convenience, personalization and 
interactivity is crucial. Regular updates and mainte-
nance of technological infrastructure are necessary 
to ensure seamless and efficient service delivery. 
Furthermore, monitoring emerging technology tren-
ds allows service providers to stay ahead of the com-
petition and continuously enhance the CE.

Addressing TA is crucial to maximize the benefits 
of TI. Managers should provide comprehensive 
training programs and user-friendly guides to help 
customers become familiar with new technologies. 
Offering robust customer support through multiple 
channels, such as in-person, online and phone, as-
sists customers who encounter difficulties. Desig-
ning intuitive and user-friendly interfaces minimizes 
complexity and enhances the usability of techno-
logical tools.

Highlighting the unique benefits of technological 
features can enhance PV and CS. Managers should 
clearly communicate the additional benefits and fe-
atures that new technologies bring to the service. 
Using marketing and communication strategies to 
educate customers about how these technologies 
can improve their overall experience is essential. 
Developing personalized marketing campaigns that 
demonstrate the specific benefits of technological 

advancements to individual customer segments can 
further enhance PV.

A supportive environment can help customers over-
come TA and maximize the PV of new technologies. 
Managers should foster a culture of innovation wit-
hin the organization that encourages both emplo-
yees and customers to embrace new technologies. 
Implementing feedback mechanisms to gather cus-
tomer insights on their experiences with new tech-
nologies and address any concerns promptly is vital. 
Creating a welcoming atmosphere where customers 
feel comfortable experimenting with and learning 
about new technologies can further enhance PV and 
overall experience.

Integrating advanced technologies should ultima-
tely aim to enhance the overall CE. Managers should 
ensure that all technological implementations align 
with the broader goal of improving CS and loyalty. 
Regularly assessing the impact of TI on CE and ma-
king necessary adjustments based on feedback and 
performance metrics is essential. Continuously inno-
vating and refining service offerings to keep up with 
evolving customer expectations and technological 
advancements will help maintain high levels of CS.

By implementing these managerial implications, 
service providers in the leisure industry can leverage 
TI to enhance CE and PV while effectively managing 
TA. This strategic approach will help organizations 
create superior CEs, leading to increased satisfacti-
on, loyalty and competitive advantage.

Conclusion
The results demonstrate that TI significantly enhan-
ce CE. Advanced technologies, such as VR tours, 
MA and automated booking systems, contribute to 
increased convenience, personalization and intera-
ctivity. This enhancement is critical for service pro-
viders aiming to differentiate themselves in a com-
petitive market. By continuously investing in and 
integrating new technologies, service providers can 
meet and exceed customer expectations, fostering 
higher levels of satisfaction and loyalty.

An intriguing finding of this study is the positive im-
pact of TA on both CE and PV. This counterintuitive 
result suggests that TA, when managed effectively, 
can enhance customers’ appreciation of the service. 
Overcoming technological challenges may lead to 
a sense of accomplishment and increased PV. This 
finding highlights the importance for service provi-
ders to offer comprehensive training, user-friendly 
interfaces and robust customer support to help cus-
tomers navigate and overcome TA.

PV plays a crucial mediating role in the relationships 
between TA and CE, as well as between TI and CE. 
This underscores the necessity for service providers 
to focus on delivering high-value services that en-
hance customers’ perceived benefits. By emphasi-
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zing the unique advantages and added value of te-
chnological features, service providers can mitigate 
the potential negative effects of TA and maximize 
the positive impact of TI on CE.

Looking ahead, businesses in the leisure sector must 
continue to innovate while being mindful of these 
challenges. Future-proofing strategies that incorpo-
rate emerging technologies, such as blockchain for 
secure transactions or even more immersive AR/
VR experiences, will be key to staying competitive 
in an evolving market. Companies that successfully 
navigate this balance between innovation, CS and 
security will not only enhance their operational ef-
ficiency but also solidify their standing as leaders in 
the leisure industry.

Limitations and Future Research
The unexpected finding that TA positively impacts 
CE and PV warrants further investigation. Future re-
search should explore the conditions under which 
TA might lead to positive outcomes and the poten-
tial mechanisms driving this effect. Additionally, the 
focus on leisure services limits the generalizability of 
the findings to other sectors. Future research could 
examine these relationships in different contexts to 
validate the results and provide broader insights.
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Abstract 
Fractures affect the psychological status of individu-
als in addition to pain and functional problems. Fra-
ctures negatively affect patients’ quality of life (QoL) 
by causing anxiety, kinesiophobia, and sleep prob-
lems. The aim was to develop personalized rehabi-
litation approaches by evaluating the psychological 
status of patients treated conservatively for lower and 
upper extremity fractures. 120 patients with isolated 
upper and lower extremity fractures who received 
nonsurgical treatment were compared prospectively 
in terms of pain, sleep quality, anxiety, kinesiopho-
bia, and QoL. The visual analog score was used for 
pain, Tampa kinesiophobia scale for kinesiophobia, 
Beck anxiety inventory for anxiety, Pittsburgh sleep 
quality index for sleep, and short-form twelve for 

QoL. Although there was no significant difference in 
demographics between the groups, the mean age 
of upper extremity fracture patients was lower. No 
significant difference was found between the two 
groups regarding pain, kinesiophobia, anxiety, sleep 
quality, and QoL. Patients with fractures in the lower 
or upper extremities experienced a decrease in their 
sleep and life quality, and an increase in their pain, 
anxiety, and kinesiophobia levels. However, no sig-
nificant differences were found between lower and 
upper extremity fractures. Clinicians should approa-
ch patients who have fractures as a biopsychosocial 
whole, not only functionally and radiologically, but 
also by considering their psychological conditions.

Keywords: Lower Extremity, Upper Extremity, Frac-
ture, Sleep, Anxiety, Kinesiophobia, Quality Of Life.
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Özet
Kırıklar, ağrı ve işlevsellik sorunlarının yanında kişilerin 
psikolojik durumlarını da etkilerler. Kırıklar, anksiyete, 
kinezyofobi ve uyku sorunlarına neden olarak hasta-
ların yaşam kalitelerini olumsuz etkiler. Bu çalışmada 
konservatif olarak takip edilen alt ve üst ekstremite 
kırığı olan hastaların, psikolojik durumları değerlen-
dirilerek, kişiselleştirilmiş rehabilitasyon yaklaşımları 
geliştirilmesi amaçlandı. İzole ekstremite kırığı yaşa-
yan ve cerrahi dışı tedavi gören 120 hastanın ağrı, 
uyku kalitesi, anksiyete, kinezyofobi ve yaşam kalitesi 
açısından prospektif olarak karşılaştırıldı. Ağrı için vi-
züel analog skor, kinezyofobi için Tampa kinezyofobi 
ölçeği, anksiyete için Beck anksiyete ölçeği, uyku için 
Pittsburgh uyku kalitesi indeksi ve yaşam kalitesi için 
kısa form 12 kullanıldı. Gruplar arasında demografik 
veriler açısından belirgin bir fark olmamakla birlikte, 
üst ekstremite kırığı olan hastaların yaş ortalaması 
daha düşüktü. Ağrı, kinezyofobi, anksiyete, uyku ka-
litesi ve yaşam kalitesi açısından olumsuz etkilenen 
gruplar arasında istatistiksel anlamlı fark bulunmadı. 
Alt veya üst ekstremite kırık hastalarının uyku ve ya-
şam kalitelerinde azalma, ağrı, anksiyete ve kinez-
yofobi seviyelerinde artış görüldü. Ancak alt ve üst 
ekstremite kırıkları arasında anlamlı fark bulunmadı. 
Klinisyenler kırık hastalarına sadece fonksiyonel ve 
radyolojik olarak değil, psikolojik koşulları da göze-
terek bir bütün klinisyenler,olarak yaklaşmalılardırlar.

Anahtar Kelimeler: Alt Ekstremite, Üst Ekstremite, 
Kırık, Uyku, Anksiyete, Kinezyofobi, Yaşam Kalitesi.

Introduction  
A fracture is the disruption of the anatomical in-
tegrity of a bone due to trauma resulting from ex-
ternal or internal factors (Kılıçoğlu, 2002). In addition 
to pain, anxiety, kinesiophobia, sleep, and quality of 
life (QoL) problems are also seen in fracture patients 
(Alpalhão et al., 2022). Since bone fractures are a tra-
umatic experience, kinesiophobia is common in tra-
uma patients (Jayakumar et al., 2019). Nonunion or 
delayed nonunion, which may be more common in 
individuals with long bone fractures (Ziroglu & Huri, 
2017), especially those of the femur and tibia, has 
been associated with anxiety (Johnson et al., 2019). 

A correlation exists between fractures and sleep sta-
tus, with osteoporotic fractures linked to inadequate 
sleep quality  (Fung et al., 2017). Poor sleep quality 
increases anxiety and pain severity, leading to a dec-
rease in QoL (Herrero Babiloni et al., 2020). In indivi-
duals with fractures, decreased self-care, functional 
disabilities, sleep problems, pain, kinesiophobia, 
depressive mood, and decreased social interaction 
significantly reduce the QoL (Jia et al., 2024). In the 
post-fracture period, the QoL of individuals decrea-
ses significantly due to the combination of physical 
and psychological problems (de Putter et al., 2014).

This study aimed to contribute to the development 

of a more individualized approach in the treatment 
and rehabilitation process by determining the dif-
ferences in conditions such as pain, kinesiophobia, 
anxiety, sleep, and QoL experienced by patients ac-
cording to their fracture locations. It was hypothesi-
zed that there may be differences in such conditions 
mentioned above on the fracture’s site and anatomi-
cal location. Our study stands out by addressing the 
parameters of pain, kinesiophobia, anxiety, sleep 
and life quality, and kinesiophobia in a single study, 
which are addressed separately in many studies.  

MATERIAL METHODS
Ethics
The study was conducted following the decision 
numbered 72128186-571 of the Istanbul Beykent 
University local ethics committee on 06.06.2024. 
This cross-sectional prospective study was condu-
cted following the Helsinki Declaration. Informed 
consent was obtained from all participants.

Study Design and Setting
Between June and September 2024, 120 patients 
who applied to Acibadem Atakent University Hos-
pital with a history of extremity trauma and were 
diagnosed with a fracture and were planned for 
non-operative treatment and applied a cast/splint/
sling/air-cast boot by the orthopedic surgeon were 
included prospectively. The patients were evaluated 
4-6 weeks after the date of the trauma after the cast/
splint treatments were terminated.

Inclusion Criteria
• Diagnosed with isolated upper or lower ext-
remity fractures,

• Those who have undergone non-operati-
ve treatments including plaster/splint/sling/air-cast 
boot applications,

• Treatment duration is limited to 4-6 weeks,

• Age between 18-80,

• Ability to read and comprehend Turkish lan-
guage,

• Voluntarily participation in the study.

Exclusion Criteria,

• Both lower and upper extremity trauma,

• Axial skeleton and pelvic injuries,

• History of head, thorax, and abdominal tra-
uma,

• Serious visual or mental disabilities,

• Concomitant psychiatric, neurological, or 
rheumatological diseases.

Study Groups
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The first group includes patients with upper extre-
mity fractures divided into subgroups of clavicle and 
scapula, humerus, forearm, and wrist-hand fractures 
(Group 1). The second group includes patients with 
lower extremity fractures divided into subgroups of 
the femur, tibia-fibula, and ankle and foot fractures 
(Group 2).

Data Collection 
Participants were directed to the rehabilitation unit 
to increase their range of motion (ROM) and limb 
strengthening after the completion of their 4-6 we-
eks of conservative treatment. Pain, QoL, sleep, 
anxiety, and kinesiophobia conditions were mea-
sured by physiotherapists (PT), and clinical and de-
mographic data were recorded.

Measurement
Visual Analog Scale (VAS)
Pain intensity was measured using VAS, and the sco-
re was between 0 and 10. The patient’s painful area 
was assessed using a pain area drawing scale to de-
termine both the intensity and location of the pain 
(Thong et al., 2018). VAS is a widely used, reliable, 
and valid assessment tool for measuring pain inten-
sity (Crossley et al., 2004).

Pittsburgh Sleep Quality Index (PSQI) 
PSQI scale was used to interpret sleep quality.  The 
24 questions in this scale were used to assess the 
hours the individual slept, the time it took to fall as-
leep, and sleep efficiency (Buysse et al., 1989). The 
7-component form validated and reliable in the Tur-
kish language was used (Ağargün et al., 1996).

Short Form 12 (SF-12) Quality of Life Scale
To assess the quality of life (QoL), the patient’s emo-
tional state, effective movement status, general 
body health, and ability to perform daily tasks over 
the last 4 weeks were assessed. The subscale scores 
of the 12-question form range from 0 to 100, and hi-
gher scores indicate good health (Ware et al., 1996). 
A valid and reliable Turkish version of the form was 
used (Soylu & Kütük, 2022).

Beck Anxiety Inventory
The Beck Anxiety Inventory, developed in 1998, con-
sists of 21 questions, and the possible score varies 
between 0-63 (Beck et al., 1988). It provides informa-
tion about the patient’s emotional state in the last 
week (Julian, 2011). The Turkish valid and reliable 
form of the scale was used (Ulusoy et al., 1998).

Tampa Scale of Kinesiophobia
The 17-question scale (scorable from 17 to 68) mea-

sures fear of moving the extremity due to pain (Mil-
ler et al., 1991). There is no difference between the 
test and retest measurement results of the Tampa 
Kinesiophobia Scale, and it has been reported that it 
has excellent test reliability and is suitable for clinical 
use (Yilmaz et al., 2011).

Statistical Analysis
The data was analyzed using version 25.0 of the Sta-
tistical Package for Social Sciences (SPSS). Intergroup 
evaluations were made with the Independent Samp-
le T Test. Mean, standard deviation and percentage 
data were provided within the framework of desc-
riptive statistics. In the evaluation of test results, the 
significance level was accepted as p<0.05.

Sample Size Calculation
The calculation was performed with the G-Power 
program (3.1 version). It was calculated by taking 
into account the kinesiophobia scores of two diffe-
rent regions of Turhan et al. studies on patients with 
ligament injuries or fractures in the lower extremi-
ties (Turhan et al., 2019). The confidence interval was 
determined as 90% and the margin of error as 10%. 
Although the number of patients to be included was 
calculated as 104, it was planned to include 120 pa-
tients in case of exclusions.

RESULTS
While no significant difference was found between 
lower and upper extremity fracture groups regar-
ding gender, patient/dominant side, smoking/al-
cohol use, regular exercise habit, and presence of 
chronic disease, a significant difference was shown 
between the groups in the age variable (p=0,027). 
The upper extremity fracture group was younger 
than the lower one.

Demographic and clinical characteristics are pre-
sented in Table 1. When Group 1 and Group 2 were 
compared in terms of pain, kinesiophobia, anxiety, 
sleep, and QoL, significant differences were not 
found between the groups in any variable. Group 
comparisons are presented in Table 2.

Both groups had moderate pain levels. Moderate 
pain indicates that it is bothersome but does not 
completely prevent the person from performing 
their daily activities. Although statistical significan-
ce (p=0,480) was not detected, the lower extremity 
group had a higher VAS value of 5.55±1.85 than the 
upper extremity group (VAS value was 5.14±1.72).

According to kinesiophobia values, both groups ten-
ded to avoid movement or physical activity and were 
seen to have moderate kinesiophobia. A statistical-
ly significant difference was not found between the 
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groups concerning kinesiophobia levels (p=0.808).

According to anxiety levels, the upper extremity 
group had 11.51±7.33 points, while the lower extre-
mity group had 11.13±8.79 points, and both groups 
had mild anxiety. A statistically significant difference 
was found between the groups in terms of anxiety 
levels (p=0.648).

Regarding sleep assessment, both groups had poor 
sleep quality. Although there was no statistical signi-
ficance (p=0.208), the sleep quality of the lower ext-
remity group was worse (8.86±4.35 points) than the 

upper (7.86±3.86 points).

The QoL assessment showed that their physical 
health status, one of the sub-dimensions of SF-12, 
was good, they could easily perform their daily ac-
tivities and their physical limitations were minimal. 
It was also seen that their mental health status was 
good and their emotional and social functionality 
was high.

Table 1. Social-demographic and Clinical Characteristics of Patients

Group 1
(Upper Extre-

mity)
Mead±SD

n (%)

Group 2 
(Lower Extre-

mity)
Mead±SD

n (%)

Group 1 and 2 
Mead±SD

n 

Between 
Groups

*p

Age (year) 37,80±15,10 40,40±11,74 38,93±13,75 0,027

Gender
Female
Male

29 (42,6)

39 (57,4)

26 (50)

26 (50)

65 (54,2)

55 (45,8) 0,423

Fracture Side
Right
Left

43 (63,2)

25 (36,8)

29 (55,8)

23 (44,2)

72 (60)

48 (40)

0,408

Dominant Side
Right
Left

56 (82,4)

12 (17,6)

43 (82,7)

9 (17,3)

99 (82,5)

21 (17,5) 0,961

Smoking Habits
Yes
No

30 (44,1)

38 (55,9)

27 (51,9)

25 (48,1)

57 (47,5)

63 (52,5) 0,396

Alcohol Usage
Yes
No

16 (23,5)

52 (76,5)

18 (34,6)

34 (65,4)

34 (28,3)

86 (71,7) 0,182

Regular Exercises Habits
Yes
No 

20 (29,4)

48 (70,6)

13 (25)

39 (75)

33 (27,5)

87 (72,5) 0,592

Chronic Disease
Yes
No

13 (79,1)

55 (80,9)

11 (21,2)

41 (78,8)

24 (20)

96 (80) 0,782
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Table 2. Comparison of Pain, Kinesiophobia, Anxiety, Sleep, and Quality of Life Status of Study Groups

Group 1 (Upper 
Extremity)
Mead±SD

n (%)

Group 2
(Lower Extre-

mity)
Mead±SD

n (%)

Group 1 and 2 
Mead±SD

n (%)

Between 
Groups

*p

VAS 5,14±1,72 5,55±1,85 5,32±1,78 0,480

TAMPA 33,77±8,92 33,34±8,98 33,59±8,91 0,808

BAI 11,51±7,33 11,13±8,79 11,35±7,96 0,648

PSQI 7,86±3,86 8,86±4,35 8,30±4,09 0,208

SF-12 Mental Health Score 64,70±16,41 65,76±18,10 65,16±17,10 0,329

SF-12 Physical Function 61,82±16,91 64,07±16,37 62,80±16,64 0,857

SD: Standard Deviation; VAS: Visual Analog Scale; TAMPA: TAMPA Kinesiophobia Scale; BAI: Beck Anxiety Inventory; PSQI: 
Pittsburgh Sleep Quality Index; SF-12: Short Form-12 Quality of Life Scale

**For numerical data, Independent Sample T-Test/For categorical data, Chi-Square Test,

Fracture Location
Foot-Ankle
Tibia-Fibula
Femur
Hand-Wrist
Radius-Ulna
Humerus
Scapula-Clavicula

-

-

-

17 (14,2)

31 (25,8)

14 (11,7)

4 (3,3)

0,000

SD: Standard Deviation

**For numerical data, Independent Sample T-Test/For categorical data, Chi-Square Test,

DISCUSSION
The most important finding of this study is that both 
lower extremity and upper extremity fractures are as-
sociated with similar levels of pain, decreased sleep 
and life quality, and increased anxiety and kinesiop-
hobia. Considering the incidence of fractures in so-
ciety, it is undeniable that this is a significant public 
health problem and burden. In addition, this study 
reminds clinicians to consider their patients not only 
from a functional and radiological evaluation pers-
pective but also from a biopsychosocial status when 
treating and follow-up. 

The prevalence of fractures varies in different de-
mographic groups. In a study investigating the 
prevalence of osteoporosis-related fractures, it was 
found that 5-10 out of every 1000 people aged 50 
and over experienced osteoporotic fractures each 
year (Chandran et al., 2023). In another study inves-
tigating the prevalence of fractures in children and 
adolescents, it was stated that 25% of all injuries 

seen in children were fracture injuries (Seens et al., 
2021). This data is important in terms of showing the 
extent of psychological problems experienced by 
patients after fractures. In a Swedish study investiga-
ting fracture frequencies, it was stated that distal ra-
dius fractures were the most common (Rundgren et 
al., 2020). In lower extremity fractures, distal femoral 
and proximal tibial fractures around the knee, and 
ankle fractures were reported to be more common 
(Hemmann et al., 2021). It has been reported that 
femoral fractures, especially in people over the age 
of 65, negatively affect the quality of daily life more 
than upper extremity fractures (Wildner et al., 2002).

Linton et al. emphasize that increased levels of fear 
and catastrophizing are important for recovery after 
an acute fracture (Linton et al., 2010). Therefore, they 
support the fear-avoidance model and underline the 
importance of psychological factors in recovery after 
a fracture.

It was suggested that the management of unhelpful 
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thoughts and symptoms of depression should also 
be addressed for optimal fracture care (Al Salman et 
al., 2022). Depressed mood and distressing though-
ts confound the relationship between pain and frac-
ture severity in fracture patients.

Various studies have been conducted in both adult 
and pediatric age groups and have reported the 
effects on various psychological and health-rela-
ted QoL statuses after experiencing a fracture (Ali 
et al., 2024; Cantero-Téllez et al., 2024; Liu et al., 
2022; Myhre et al., 2023; Sarı et al., 2021; Turhan et 
al., 2019). Duramaz et al highlighted the association 
between extremity fractures and anxiety, depressi-
on, and attention deficit hyperactivity disorder in a 
prospective analysis of the pediatric group (Dura-
maz et al., 2019).

Psychological distress causes pain to suppress func-
tioning. Depressed mood and anxiety distress incre-
asingly impact physical functioning during the reco-
very phase of lower extremity trauma. Wegener et al 
reported that both pain and psychological distress 
contribute to functional deficits during the first year 
after trauma, and even as recovery progresses, the 
role of psychological distress on functioning beco-
mes evident (Wegener et al., 2011).

Limitations and Strengths of the Study
Although 120 participants are not a small group, the 
fact that they may be relatively small groups when 
distributed across various fracture types or may 
show distributions outside of the global fracture in-
cidence is a limitation of this study. Potential biases 
or confounding factors that might have influenced 
the results. Since the study was conducted among 
fracture patients who were followed with conservati-
ve treatment, it is insufficient to provide information 
for research to be conducted among surgically tre-
ated groups.

The first strength of this study is that it is one of the 
very limited articles in the literature that evaluates 
many parameters such as pain, QoL, anxiety, kine-
siophobia, and sleep conditions of the participants. 
This study goes beyond the radiological and func-
tional evaluations of patients with musculoskeletal 
fractures and examines the individual as a whole ac-
cording to biopsychosocial.

CONCLUSION
Regardless of whether the patient has a fracture in 
the lower or upper extremities, the majority of pa-
tients experience a decrease in their sleep and qu-
ality of life, an increase in anxiety levels, and kinesi-
ophobia. Our study showed similar results regarding 
psychological conditions between lower and upper 
extremity fractures. To understand fracture patients 
more holistically, studies with larger samples and 

longer follow-up periods should be planned. Our 
research emphasizes that clinicians should evaluate 
patients regarding functionality and radiological fe-
atures and consider them as a biopsychosocial unit. 

Future studies with long-term follow-up of large tra-
uma series classified according to validated scoring 
systems will help illuminate the biopsychosocial as-
pects of trauma patients. 
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Abstract 
Being able to accurately predict the direction of 
price fluctuations in financial instruments and their 
characteristics within this framework forms the basis 
for scientifically explaining the functioning of finan-
cial markets. The generally accepted theory, which 
is based on the assumption that security price mo-
vements occur on a random walk basis and that re-
turns are normally distributed, is the Efficient Market 
Hypothesis. The idea that financial instruments may 
be inadequate in explaining price movements has 
led to the proposal and testing of the Fractal Market 
Hypothesis as an alternative in academic circles. In 
this perspective, the research purpose is to reveal 
the existence of the Fractal Market Hypothesis in 
both Islamic and conventional indices. In addition, 
the fractal properties of the selected indices are 
evaluated with Trend-Adjusted Fluctuation Analysis 
(DFA) and Transformed Breadth Analysis (R/S). In the 
study, daily closing values of six conventional and six 
Islamic indices generally accepted in the field of in-
ternational finance between the years 2014 and 2024 
are used as dataset. According to the findings, great 
majority of the Islamic indices exhibit strong long-
term dependencies and fractal characteristics. On 

the contrary, conventional indices exhibit short-term 
correlations and anti-permanent behaviors. These 
results illustrate that Islamic markets will provide sig-
nificant advantages from risk management perspe-
ctive and long-term investments, especially during 
financial crisis periods. In addition, this study provi-
des empirical evidence supporting the applicability 
of FPH to Islamic finance.

Keywords: Islamic Finance, Fractal Market Hypo-
thesis, Islamic Indices, Conventional Indices, Hurst 
Exponent.
JEL Codes: G10,G14,G15

Özet
Finansal araçların fiyat dalgalanmalarının özelliklerini 
doğru tespit etmek, finansal piyasaların işleyişini bi-
limsel olarak açıklayabilmenin temelini oluşturmak-
tadır. Etkin Piyasa Hipotezi (EPH), finansal araçların 
fiyat hareketlerinin rassal yürüyüş ilkelerine dayandı-
ğını ve getirilerin normal dağıldığı varsayımı üzerine 
inşa edilmiştir. Finansal araçların fiyat haareketlerini 
açıklamada yetersiz olabileceği düşüncesi, akade-
mik çeevrelerde alternatif olarak Fraktal Piyasa Hi-
potezi’nin öne sürülmesine ve test edilmesine yol 
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açmıştır. Bu perspektifte, çalışmada hem İslami hem 
de konvansiyonel endekslerinde Fraktal Piyasa Hi-
potezi’nin varlığını ortaya koymak amaçlanmaktadır. 
Ayrıca, Eğilimden Arındırılmış Dalgalanma Analizi 
(DFA) ve Dönüştürülmüş Genişlik Analizi (R/S) ile 
seçili endekslerin fraktal özelliklerini de değerlen-
dirilmektedir. Çalışmada uluslararası finans alanında 
genel kabul görmüş altı konvansiyonel ve altı İslami 
endeksin 2014 – 2024 yılları arasındaki günlük kapa-
nış değerleri veri seti olarak kullanılmıştır. Elde edi-
len bulgulara göre, İslami endekslerinin çoğunun 
güçlü uzun vadeli bağımlılıklar ve fraktal özellikler 
gösterdiği tespit edilmiştir. Aksine konvansiyonel 
endeksler ise kısa vadeli korelasyonlar ve anti-kalıcı 
davranışlar sergilemektedir. Bu sonuçlar, İslami piya-
saların özellikle finansal kriz dönemlerinde risk yöne-
timi ve uzun vadeli yatırımlar perspektifinden önemli 
avantajlar sağlayacağını göstermektedir. Ayrıca, bu 
çalışma FPH’nin İslami finansa uygulanabilirliğini 
destekleyen ampirik kanıtlar sunmaktadır. 

Anahtar Kelimeler: İslami Finans, Fraktal Piyasa Hi-
potezi, İslami Endeksler, Konvansiyonel Endeksler, 
Hurst Üsteli.
JEL Kodları: G10,G14,G15

Introduction  
It is thought that the Islamic Finance perspective, 
which has developed itself in a fast, dynamic and 
broad-based manner in global financial circles, will 
gradually increase its sphere of influence in the co-
ming years. In this context, Islamic markets, which 
operate alongside traditional financial systems, offer 
unique solution proposals and alternative financial 
instruments based on the principles of Islamic law. 
In this perspective, while the prohibitions on interest 
(riba), excessive risk-taking (gharar) and gambling 
(maysir) are followed in Islamic finance, practices 
that place risk sharing at the focal point of activities 
are encouraged (Elteir et al., 2013; 87). In accordan-
ce with these principles, Islamic securities markets 
have gained significant momentum in international 
financial markets in recent years. A particularly no-
table development within this sector is the rise of 
Islamic stock indices specifically designed to track 
the performance of public companies operating in 
accordance with Sharia principles. These indices un-
dergo a rigorous screening process to ensure that 
the companies’ business activities and financial ra-
tios are compliant with Islamic law. In addition, the 
dividends distributed are brought into line with reli-
gious standards (Zaidi et al, 2015; 241). Global banks 
and investment companies, including countries with 
different religions, provide market participants with 
investment opportunities parallel to Islamic law.

In the last two decades, economics and finance lite-
rature has shown great interest in testing the Fractal 
Market Hypothesis (FMH) of financial markets (Kara-

kaya and Atukalp, 2022; An et al., 2023). FMH stan-
ds out as a strong alternative to the traditional Effi-
cient Market Hypothesis (EMH) in shedding light on 
financial market behavior. This hypothesis is based 
on the principles of fractal geometry in explaining 
the nature of financial markets, which are complex, 
dynamic, and often chaotic. FMH suggests that mar-
kets become stable when they encompass a wide 
range of investors with diverse investment horizons, 
thus forming a self-organizing system that balances 
supply and demand (Dar et al., 2017; 154). One of 
the most important contributions of FPH is its abi-
lity to address the limitations of EMH. EMH assumes 
that markets are in a constant state of equilibrium 
and that prices reflect all accessible information. 
However, as numerous market anomalies and finan-
cial crises have indicated, this is not always the case 
(Karp and Vuuren, 2019; 1). The Fractal Market Hypo-
thesis describes how anomalous occurrences occur 
and how market trends persist despite the diversity 
of market participants and their varying investment 
horizons.

The FMH provides an economic and mathematical 
framework for fractal market analysis. This hypothe-
sis allows us to perceive the reasons for the existen-
ce of self-similar statistical structures and how risk 
is distributed among investors (Peters, 1994; 39). In 
this context, Table 1 includes the fractal classification 
of the series.

Table 1. Fractal Classification of Series

Source: Mulligan, 2004; 158

FPH offers a more realistic perception of market 
dynamics incorporating the concept of long-term 
memory and persistent trends. This situation is sym-

Behavior type Colour
Hurst 

Exponent 
(H)

Non-permanent, devi-
ating from the mean, 
negatively correlated

Pink 
Noise

0<H<0,5

Normal Distribution 
(Gaussian Process)

White 
Noise 

H=0,5

Brownian Motion 
(Wiener Process)

Brown 
Noise

H=0,5

Continuous, trend 
strengthening (Hurst 

Process)

Black 
Noise 

0,5<H<1

Cauchy process (Cau-
chy distribution)

Cauchy 
Noise

H=1
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bolized by the Hurst exponent, which measures the 
degree of long-term dependence in the time series. 
When the Hurst exponent is greater than 0.5, it is in-
terpreted as persistent behavior, and when it is less 
than 0.5, it is interpreted as anti-persistent behavior 
(Garcin, 2019; 1950024-1). Thus, with the ability to 
capture long-term memory, more effective mode-
ling and prediction of market behavior is possible.

Fractal Market Hypothesis provides significant cont-
ributions in the stages of risk management and in 
the development of investment strategies by taking 
into account different frameworks. Traditional mo-
dels often fall short in predicting market volatility 
and risks associated with extreme events. FPH, on 
the other hand, focuses on fractal dimensions and 
scaling properties, providing tools for better unders-
tanding and prediction of market risks. For example, 
the fractal dimension measures market complexity 
and the likelihood of chaotic behavior (Blackledge 
and Lamphiere, 2022; 2).

Using these insights, traders are capable of instiga-
ting more robust trading strategies accounting for 
the multi-fractal nature of markets. In particular, re-
cognizing that markets are inherently similar across 
timescales, they can adjust their strategies accor-
dingly to manage risk efficiently and optimize retur-
ns. For instance, during periods of high market tur-
bulence, strategies based on FPH can assist identify 
potential turning points and avoid significant losses.

FPH’s emphasis on the inherent scaling properties 
of financial time series significantly improves market 
predictions and forecasts. Traditional models assu-
me that return distributions are normal, which does 
not adequately capture the extremes and anomalies 
observed in real markets. Nonetheless, FPH add-
resses the Lévy index, which takes into account the 
heavy tails and extreme changes in price differences 
(Liu et al., 2022; 4).

Machine learning models incorporating FPH princip-
les hold promise for more accurate market forecasts. 
These models simulate future price movements 
using the Lévy index and other fractal-based met-
rics, providing valuable insights for both short-term 
and long-term investment decisions (Blackledge 
and Lamphiere, 2022; 36). Such advanced forecas-
ting techniques are particularly beneficial in volatile 
markets such as cryptocurrencies, where traditional 
models often fail.

FPH makes significant contributions to the literatu-
re in understanding and expounding market crises 
and anomalies. While EPH views crises as anomalies 
or non-existent events, FPH suggests that crises are 
a natural consequence of the dominance of certain 
investment horizons. During financial crises, the fra-
ctal nature of markets becomes more outstanding, 
leading to increased volatility and unpredictability 
(Kristoufek, 2012; 1).

Studies have revealed that the FPH can effectively 
explain the behavior of financial markets during cri-
ses such as the 2008 Global Financial Crisis. Rese-
archers analyzing stock markets across investment 
horizons have concluded that the FPH provides a 
more appropriate explanation for market behavior 
observed during such turbulent periods (Dar et al., 
2017; 153). This understanding will help policyma-
kers and investors develop more effective strate-
gies to mitigate the impact of future crises. Given 
the increasing importance of Islamic finance, there 
is still a lack of understanding of the fundamental 
physical properties of returns in Islamic financial 
markets. Further research on the fractal nature of 
these markets can provide critical insights into vari-
ous important properties such as the distribution of 
signal singularities, geometric properties, and local 
scaling behaviors, which are significant for a more 
profound understanding of the unique dynamics of 
Islamic financial markets.

As mentioned, the main purpose of this study is to 
demonstrate the validity of the Fractal Market Hy-
pothesis in Islamic and conventional indices. In this 
context, five international and one national Islamic 
indices and five international and one national con-
ventional indices were included in the scope of the 
research. In addition, to examine the dynamics of Is-
lamic stock markets, Detrended Fluctuation Analysis 
(DFA) and Transformed Breadth Analysis (R/S) met-
hods were taken into consideration. The contributi-
ons of the research to the literature as follows: First, 
studies on the fractal properties of Islamic markets 
are quite limited in the international literature. In 
fact, the majority of these studies used Multifrac-
tal Detrended Fluctuation Analysis (MFL) methods 
(Saâdaoui, 2018; Dewandaru et al., 2015; Bouoiyour 
et al., 2018). Secondly, in the literature written in 
Turkish, there are inadequate studies on the Fractal 
Market Hypothesis (Erdoğan, 2017; Moralı and Uyar, 
2018; Çevik and Karaca, 2021; Karakaya and Atukalp 
(2022), and only Güneş (2020) has been found on the 
fractal nature of Islamic indices. The most important 
contribution of the study is that it provides evidence 
on the fractal nature of Islamic markets, increasing 
the efficiency of portfolios to be created with these 
indices and forming the foundation for the imple-
mentation of systematic risk management.

In the following sections of the research, a summary 
of the literature written on the Fractal Market Hypo-
thesis and Islamic indices will be discussed. Then, 
in the data set and method section, the calculation 
methodology of the DFA and R/S methods applied 
in the study will be elaborated on. In the analysis and 
findings section, the outputs of the methods used 
will be presented. Finally, in the conclusion section, 
the analysis results obtained in the previous section 
will be interpreted.
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Literature review
In this section, the literature will be summarized un-
der two headings, namely the Fractal Market Hypot-
hesis and Islamic indices.

Literature review on the Fractal Market 
Hypothesis
The Fractal Market Hypothesis (FPH) has emerged 
as a strong alternative to the Efficient Market Hypo-
thesis (EMH), suggesting that financial markets exhi-
bit fractal properties such as long-term dependen-
cies, scaling behavior, and multifractality. In recent 
years, many academic studies have tested the FPH, 
contributed to a more efficient understanding of 
market dynamics and questioned traditional finance 
theories (Kendirli, 2006; Güneş, 2020; Karakaya and 
Atukalp, 2022; An et al., 2023).

The development of the Fractal Market Hypothe-
sis (FPH) is based on the pioneering work of Benoit 
Mandelbrot. Mandelbrot’s 1963 paper “The Variati-
on of Certain Speculative Prices” presented a seri-
ous challenge to the Gaussian distribution models 
widely used at the time by introducing the idea that 
financial markets exhibit long-range dependencies 
and heavy tails. This concept provided the basis for 
understanding that financial markets have a fractal 
structure, that is, that certain patterns repeat at dif-
ferent scales (Mandelbrot, 1963). In another paper 
conducted by Mandelbrot with Van Ness in 1968, he 
took this idea further by introducing a mathemati-
cal model called fractional Brownian motion (fBm) 
that captures the long-term dependencies observed 
in financial time series, and provided an significant 
framework for FPH (Mandelbrot and Ness, 1968). 
Towards the end of the 1980s, the application of fra-
ctal concepts to financial markets gained momen-
tum with the work of Edgar E. Peters. Peters’s 1989 
article “Fractal Structure in the Capital Markets” was 
among the seminal studies to explicitly relate Man-
delbrot’s fractal geometry to the behavior of financi-
al markets (Peters, 1989). Peters brought significant 
criticism to the Efficient Market Hypothesis (EMH) 
by arguing that financial markets exhibit fractal pro-
perties. In his subsequent books “Fractal Market 
Analysis” (Peters, 1994) and “Chaos and Order in 
the Capital Markets” (Peters, 1996), he developed 
these ideas further, providing empirical evidence 
and practical applications of how fractal analysis can 
be implemented in investment strategies. Peters’ 
work played an remarkable role in the populariza-
tion of the Fractal Market Hypothesis and in closing 
the gap between theory and practice.

The theoretical basis of FMH was significantly influ-
enced by Hurst’s (1951) work on long-term depen-
dencies in natural systems. Hurst’s findings, especi-
ally the Hurst exponent, became the basic tools for 
measuring the fractal dimensions of financial time 

series, thus further reinforcing the fractal structure 
of markets. The empirical validation process of FMH 
continued with Lux’s 1996 study on the stable Pare-
tian hypothesis in German stock returns (Lux, 1996). 
The author demonstrated the limitations of traditi-
onal financial models by showing the existence of 
heavy tails and long-term dependencies in financial 
data and contributed to FMH. Interdisciplinary ap-
proaches have made significant contributions to the 
application of fractal concepts to financial markets. 
Mantegna and Stanley (1995) applied statistical phy-
sics to financial indices and demonstrated scaling 
behaviors, providing additional empirical support 
for FMH. Bouchaud and Potters (2003) developed 
these ideas further, integrating statistical physics 
models into risk management and derivative pri-
cing, thus linking FMH to practical financial appli-
cations. Mandelbrot and Hudson (2010) synthesized 
these developments and provided a comprehensive 
critique of traditional financial models, reaffirming 
the importance of fractal structures in understan-
ding market behavior.

Also in the 2000s, Muzy et al. (2000) introduced the 
multifractal cascade model to explain fluctuations in 
financial time series, relating multifractality to stoc-
hastic volatility and further strengthening the theo-
retical foundations of FMH. Calvet and Fisher (2008) 
comprehensively analyzed multifractality in asset 
returns, demonstrating that financial markets are 
characterized by multifractal properties where diffe-
rent scaling laws apply in different time periods. This 
study emphasized the importance of considering 
the complexity of market dynamics, which is often 
oversimplified by traditional financial theories.

FPH has also found wide application in the expla-
nation of market crashes and extreme events by 
Sornette (2004). Using the concepts of critical phe-
nomena and complex systems, Sornette showed 
that markets exhibit critical points and exponential 
laws, and that these features are consistent with fra-
ctal market behavior. Laherrère and Sornette (1998) 
further reinforced this view by examining exponen-
tial distributions that stretch in economic data and 
providing empirical evidence for the existence of 
non-Gaussian, fractal behavior in financial markets.

In the early 2000s, physical scaling laws found wider 
application in economics. Stanley et al. (2008) stu-
dies on scaling and universality in economics provi-
ded a theoretical framework that strengthens FPH 
by revealing the universal nature of fractal structures 
in economic data. These contributions emphasize 
the transformation of FPH from a theoretical con-
cept to a robust framework for understanding the 
complex and non-linear dynamics of financial mar-
kets and provide a powerful alternative to traditional 
finance theories.

In his study, Güneş (2020) aimed to assess the fractal 
structure of volatility in index data with daily data of 
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Participation 30 and Dow Jones Islamic Markets Tur-
key Index between 2013-2020. The analyzes made 
in line with the purpose provide evidence that there 
is a fractal structure in both indices. Karakaya and 
Atukalp (2022) aimed to inspect the existence of a 
fractal structure in the volatility of stock returns of 
banks traded in the BIST Bank Index. Based on the 
analyzes considering the daily returns of the banks 
in question between January 05, 2010 and Decem-
ber 31, 2020, they obtained findings supporting the 
existence of the Fractal Market Hypothesis. Similar-
ly, in his study, Niveditha (2024) examined the fra-
ctal behavior in the Gold, Bitcoin, Swiss Franc and 
US Dollar markets in the 2015-2022 sample period 
using the Continuous Wavelet Transform methodo-
logy. The analyzes determined the existence of a 
fractal structure in the markets in question. An et al. 
(2023) investigated the nonlinear multi-fractal corre-
lation between carbon price fluctuations and China’s 
economic policy uncertainty (CNEPU) in Shenzhen, 
Beijing, Tianjin and the national carbon market, and 
concluded that there are long-range correlations 
with anti-persistence multi-fractal features in three 
regional carbon markets.

Literature Review on Islamic Indices
The study of Islamic indices has attracted significant 
interest among both researchers and practitioners 
over the last few decades. This interest emerged as 
an attempt to gain perception on the dynamics, per-
formance and impact of these financial instruments 
within the broad framework of Islamic finance. Is-
lamic indices consisting of companies that comply 
with Sharia law, offer a different perspective in the 
field of investment by strictly adhering to the prin-
ciples that prohibit interest (riba), excessive uncerta-
inty (gharar) and investments in haram sectors such 
as alcohol and gambling.

Hussein and Omran (2005) analyzed the performan-
ce of the Dow Jones Islamic Market Index (DJIM) by 
comparing it with conventional indices and found 
that DJIM did not perform significantly better or 
worse than conventional indices. While the findings 
can be interpreted as Sharia-compliant investments 
and conventional investments can compete, this re-
search has made significant contributions to the ac-
ceptance of Islamic indices as a reliable investment 
alternative. Similarly, Hakim and Rashidian (2002) 
further deepened the findings of previous studies 
by investigating the risk and return characteristics of 
DJIM. As a result of the analysis, it was found that 
the risk measures of Islamic indices were generally 
lower than those of conventional indices. It is argu-
ed that the exclusion of especially high leveraged 
companies and speculative firms from Islamic indi-

ces supports this situation. It has been claimed that 
the compliance of the risk aversion tendency with 
Islamic principles acts as a lifesaver for the market 
during financial instability processes. In addition, Sa-
iti et al. (2014) examined the performance of Islamic 
and conventional stock indices during and after the 
2008 financial crisis and found that Islamic indices 
exhibited more stability. This result was attributed to 
the conservative nature of Sharia-compliant invest-
ments. In this context, it can be said that Islamic in-
dices should be seen as safer financial instruments 
during economic uncertainty processes.

The comparative performance of Islamic and con-
ventional indices has also been the focus of resear-
ch. Ho et al. (2014) reveal that Islamic indices outper-
form conventional indices during crisis periods. This 
finding suggests that Islamic indices offer investors 
a superior investment alternative, especially during 
periods of financial instability. However, comparing 
the performance of Islamic indices with conventional 
indices during non-crisis periods has been inconclu-
sive. In other words, it has been found that Islamic 
indices do not exhibit any significant superiority or 
weakness over conventional indices during these 
periods. The effect of Islamic indices on portfolio 
diversification has also been a subject of interest 
for researchers. Dewandaru et al. (2017) investigate 
whether the inclusion of Islamic and conventional 
asset classes in the portfolios of both conventional 
and Islamic investors will expand the efficient mar-
gins of these portfolios. The findings of the study 
illustrate that in terms of internal asset allocation, 
both Islamic and conventional fund managers can 
mutually benefit from Islamic and conventional asset 
classes in a given asset class under different regi-
mes. The study reveals that the advantages offered 
by Islamic financial assets in terms of portfolio diver-
sification may depict diversity depending on specific 
market conditions and asset classes. This situation 
indicates that portfolio strategies should adopt a dy-
namic and regime-specific approach, especially for 
Islamic investors. Another critical aspect of Islamic 
indices is their performance during periods of mar-
ket turbulence. Abduh (2020) examined the volatility 
of conventional and Islamic indices in Malaysia and 
investigated the impact of the global financial crisis 
on volatility on both markets. The research findings 
reveal that the Islamic index is less volatile than the 
conventional index during crisis periods. In addition, 
it was found that the financial crisis significantly affe-
cted the short-term volatility of the conventional in-
dex and the long-term volatility of the Islamic index. 
These results indicate that Islamic financial markets 
may be more resilient in crisis situations and may of-
fer an alternative path in terms of risk management. 
Sakınç and Açıkalın (2022) underline that Islamic fi-
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nancial indices can be preferred as a hedging tool 
during crisis periods due to their low volatility. Furt-
hermore, Kandemir and Uçar (2023) analyzed the re-
turn performances of BIST 50 and BIST 30 conventi-
onal indices and Participation 50 and Participation 
30 Islamic indices in the pre- and post-pandemic 
periods using Sharpe, Treynor and Jensen Alpha 
metrics. According to the findings, it was determi-
ned that conventional indices performed better in 
the pre-Covid-19 period, while Islamic indices per-
formed better in the Covid-19 period.

Konak and Türkoğlu (2022) concluded that the mar-
ket was not efficient in a semi-strong form as a result 
of their study in which they revealed the effect of the 
inclusion of the Participation Index in Borsa Istanbul 
on stock prices on November 12, 2021. As a result 
of the analysis made by Delice and Tuncay (2024) for 
the Dow Jones Global Index and Dow Jones Islamic 
Market World Index with the EGAARCH method, it 
was revealed that the index considered within the 
scope of the Islamic index exhibited higher perfor-
mance.

Dataset and methodology
The study utilized daily data obtained from the wor-
ld’s and Turkey’s leading Islamic and conventional 
indices (MSCI, MSCI Shariah, Nifty 50, Nifty 50 Shari-
ah, FTSE 100, FTSE Shariah, SveP 500, S&P Shariah, 
Dow Jones, Dow Jones Shariah, BIST 100 and BIST 
Participation 100). The existence of fractal structu-
re was investigated through Hurst Exponential co-
efficients. For this purpose, Rescaled Range Analy-
sis (R/S) and Detrended Fluctuation Analysis (DFA) 
methods were used. In this direction, it was tried to 
determine whether the stocks have long memory. 
The analyzes were performed with Python Jupyter 
Notebook version 7.0.8.

In this context, the indices included in the analysis, 
index codes and analysis dates are presented in Tab-
le 2. Since each index is analyzed separately, analysis 
dates and therefore observation numbers may differ. 
Relevant daily data were obtained from the “Yahoo 
Finance” database.

Table 2. Analyzed Indices 

Indices Type Index Code Dates Analyzed

MSCI Conventional MSCI 22.07.2014-22.07.2024

DOW JONES Conventional ^DJI 22.07.2014-22.07.2024

FTSE 100 Conventional ^FTSE 22.07.2014-22.07.2024

NIFTY 50 Conventional ^NSEI 22.07.2014-22.07.2024

S&P 500 Conventional ^SPX 22.07.2014-22.07.2024

BİST 100 Conventional XU100.IS 22.07.2014-22.07.2024

MSCI WORLD ISLAMIC MARKET Islamic ISWD.L 22.07.2014-22.07.2024

DOW JONES WORLD ISLAMIC MARKET Islamic ^DJIMI 22.07.2014-22.07.2024

FTSE SHARIAH Islamic HLAL 22.07.2019-22.07.2024

NIFTY 50 SHARIAH Islamic SHARIABEES 22.07.2014-22.07.2024

S&P 500 SHARIAH Islamic ^SP500SH 22.07.2014-22.07.2024

BİST Katılım 100 Islamic XK100.IS 12.11.2021-22.07.2024

Detrended Fluctuation Analysis (DFA)
DFA is a statistical application used to assess the 
presence of long- term correlations in time series. 
Originally developed in the field of physiology to 
analyze heartbeat intervals, DFA has been adapted 
over time to be applied in various disciplines such 
as finance. In finance, DFA is of great importance, 
especially because of its ability to identify and quan-

titatively measure long-term persistence or memory 
in financial time series, which traditional methods 
may not be able to detect due to their inadequacy in 
handling non-stationary data sets (Peng et al., 1994).

In finance, time series data such as stock prices, exc-
hange rates, and other financial indices often exhibit 
complex and non-stationary behavior. Such beha-
vior can obscure underlying patterns and make it 
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complicated to both assess inherent risk and predict 
future movements. DFA addresses this challenge by 
systematically extracting trends of varying degrees 
(e.g., linear, quadratic) from the data and then analy-
zing the residuals to assess the degree of fluctuation 
at various scales (Kantelhrdt et al., 2002). Outputs of 
DFA is the fluctuation function, which plotted on a 
log-log scale, provides a scaling exponent that in-
dicates the existence and strength of long-term 
correlations. DFA has two main purposes in finance. 
First, it allows researchers and analysts to determi-
ne whether a financial time series exhibits long-term 
dependencies. This is an indication of persistent 
trends that may influence future behavior (Carbone 
et al., 2004). For example, a scaling exponent gre-
ater than 0.5 indicates a persistent trend, in which 
past increases (or decreases) are followed by further 
increases (or decreases). Conversely, an exponent 
less than 0.5 indicates a persistent behavior, in which 
an increase in a value is followed by decrease.

Secondly, DFA is used to improve risk management 
and forecasting processes in financial markets. By 
understanding the scaling behavior of financial time 
series, analysts can more effectively model the ris-
ks associated with different assets or portfolios. For 
example, DFA provides an important tool for distin-
guishing random walk behaviors (where future mo-
vements are not dependent on the past) from more 
predictable, trend-dependent behaviors (Grech and 
Mazur, 2004). This distinction is extremely important 
for developing more accurate models for asset pri-
cing, risk assessment, and portfolio management.

DFA procedure consists of five steps (Teng and 
Shang, 2018; 312). The first one is to detect the pro-
file of 〖 Xj〗 _ in a series of 〖 N〗_length. 

   (1)

Secondly, the profile is divided into non-overlapping 
equal segments of length s, such that Ns ≡ ⌊N/s⌋. 
Thirdly, for each segment v, the local trend of the 
data will be calculated by the least squares method. 
Then, the trend-free time series Xs(i) will be definzed 
as:

    (2)

q_v(i) denotes the appropriate polynomial in the 
segment. The variance for each 2Ns segment is for-
mulated below:

 (3)

 

 (4)

X_s(i) is obtained by averaging over all data points i 
in segment V. Fourtly, the fluctuation function is got 
by averaging over all segments.

 (5)

Finally, F_DFA (s) will be examined on the log-log 
plot to detect the scaling behavior of the fluctua-
tion functions. If the series x_k illustrates a long-
term power law correlation, F_DFA (s) increases as a 
power law at large s.

     (6)

Rescaled Range Analysis (R/S)
R/S has a common purpose with the DFA mentio-
ned above. R/S analysis and DFA have similarities, 
especially in the purpose of detecting and quanti-
tatively measuring long-term correlations in time 
series data. Both methods are based on fractal the-
ory and are widely employed to estimate the Hurst 
exponent which reflects the degree of memory or 
permanence of a time series. The goal of both met-
hods is to calculate the Hurst exponent. However, 
they differ from each other in terms of approach and 
application, especially in the processing of non-sta-
tionary data.

Hurst (1951) devised the R/S analysis technique, whi-
ch is used to quantify the permanence or anti-per-
manence of a time series. Using this technique, the 
time series is divided into non-overlapping seg-
ments. The range of cumulative departures from the 
mean within each segment is then calculated, and 
this range is normalized based on the segment’s 
standard deviation. The Hurst exponent is then 
found by plotting the rescaled interval (R/S) against 
the segment length on a log-log scale and measu-
ring the slope of the resultant line. The capacity of 
R/S analysis to discover long-term dependency is 
one of its primary characteristics; this ability is espe-
cially helpful for spotting patterns in stationary time 
series. The way trends are handled in time series is 
the primary distinction between DFA and R/S analy-
sis. R/S analysis is more susceptible to the effect of 
exogenous trends and is regarded a more acceptab-
le approach for stationary time series. Conversely, 
because DFA specifically eliminates these types of 
trends, it is more suited for non-stationary data (Kan-
telhardt et al., 2002).

Concerning the sequence of continuously com-
pounded returns {r1,r2,...,rτ}, τ is the length of the 
forecast period and (r_τ ) ̅ is the sample mean. The 
R/S statistic is calculated as follows:
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(2)

(4)

Analysis and Findings
Methods such as DFA and R/S use different tech-
niques to calculate the Hurst exponent and the re-
sults may vary. Both methods evaluate the recursive 
properties of the time series, but the mathematical 
and computational methods used differ. Therefore, 
the values obtained from the Hurst exponent may 
also differ. Analyses were performed implementing 
Python Jupyter Notebook. The ability to work more 
effectively on massive data sets and obtain accele-
rated results gives Python an advantage over tradi-
tional methods. Python’s performance is superior to 
other techniques, especially in data processing and 
time series analysis. In addition, it offers more flexib-

le solutions thanks to its powerful libraries and wide 
analysis options.

DFA method was applied via Python in the analyses 
performed to obtain the Hurst exponent. First, the 
window size was determined and then the cumula-
tive time series was calculated. The logarithms of 
the variance for each window size were calculated 
and plotted on the Log-Log graph. The slope in this 
graph represents the Hurst exponent.

Similar steps were followed in the R/S analysis. First, 
the window size was selected and the cumulative 
time series was calculated. The difference betwe-
en the highest and lowest values for each window 
was found and standard deviations were calculated. 
Then, the logarithms of the R/S ratios and the loga-
rithms of the window sizes were plotted to create 
a Log-Log graph. The Hurst exponent was determi-
ned from the slope in this graph.

As a result of all these steps, the Hurst exponents 
and P-values obtained from the DFA and R/S analy-
ses are presented in Table 3.

Table 3. Hurst exponents and P-values as a result of the DFA and R/S analyses

***,**,* indicate 1%, 5% and 10% significance levels respectively. 

DFA analysis  results R/S analysis  results

INDICES H Exponent P-values H Exponent p-Values

MSCI 0.42 0.000*** 0.36 0.0000***

MSCI SHARIAH 0.41 0.000*** 0.51 0.0000***

DOW JONES 0.48 0.000*** 0.46 0.0000***

DOW JONES SHARIAH 0.53 0.000*** 0.50 0.0000***

BİST 100 0.65 0.000*** 0.52 0.0000***

BIST KATILIM 0.64 0.000*** 0.51 0.0000***

NIFTY 50 0.56 0.000*** 0.53 0.0000***

NIFTY 50 SHARIAH 0.54 0.000*** 0.52 0.0000***

S&P 500 0.48 0.000*** 0.33 0.0000***

SveP 500 SHARIAH 0.45 0.000*** 0.35 0.0000***

FTSE 100 0.48 0.000*** 0.32 0.0000***

FTSE SHARIAH 0.52 0.000*** 0.51 0.0000***

It was determined that the probability values of the 
selected conventional and Islamic Indices were sta-
tistically significant. H=0.65 was found in the DFA 
analysis for the BIST 100 index, and H=0.52 in the 
R/S analysis. Both values indicate trend continuity, 
but the DFA value of H=0.65 suggests that the future 
trends of the time series will continue more strongly 
than the DFA method. This index is in the 0.5<H<1 
range and is in the black noise category with a conti-
nuous and strong trend. Therefore, it can be said that 
BIST 100 has a long-term memory. The same situati-
on applies to the BIST Participation Index. The Hurst 

exponents obtained in both methods are in the bla-
ck noise range. On the other hand, the H=0.41 value 
in the DFA analysis for the MSCI Shariah Index refle-
cts the recursive properties of the series and shows 
that there is negative recursion (anti-persistence) in 
the series. This suggests that the time series may 
tend to reverse trends rather than follow a general 
trend. In the R/S analysis, the value of H=0.51 indica-
tes that the time series may continue its past trends 
to some extent. Both results indicate that the series 
has some recursive properties. However, the value of 
H=0.41 in the CFA suggests that the future trends of 
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the series may be less strong.

S&P 500 and S&P Shariah Indices, in contrast, show a 
non-permanent, short-term dependence and nega-
tive correlation in both analyses. These indices are in 
the pink noise category. FTSE 100 and FTSE Shariah 
Indices, on the other hand, exhibit a different pictu-
re. While FTSE 100 Index is in the range of 0<H<0.5 

in DFA and R/S analyses and follows a negative re-
cursive, non-permanent trend, FTSE Shariah Index is 
in the range of 0.5<H<1 in both methods and is in 
the black noise category that reinforces the continu-
ous trend.

Log-Log graphs related to the findings obtained as 
a result of the analyses are presented below.

Graph 1. BIST 100 DFA Log-Log graph

Graph 3. BIST Participation DFA Log-Log graph

Graph 5 Dow Jones DFA Log-Log graph.

Graph 7. Dow Jones Shariah DFA Log-Log graph

Graph 9. FTSE 100 DFA Log-Log graph

Graph 2. BIST 100 R/S Log-Log graph

Graph 4. BIST Participation R/S Log-Log graph

Graph 6. Dow Jones R/S Log-Log graph

Graph 8. Dow Jones Shariah R/S Log-Log graph

Graph 10. FTSE 100 R/S Log-Log graph
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Graph 11. FTSE Shariah DFA Log-Log chart

Graph 13. MSCI DFA Log-Log graph

Graph 15. MSCI Shariah DFA Log-Log graph

Graph 17. Nifty 50 DFA Log-Log graph

Graph 19. Nifty 50 Shariah DFA Log-Log graph

Graph 12. FTSE Shariah R/S Log-Log chart

Graph 14. MSCI R/S Log-Log graph

Graph 16. MSCI Shariah R/S Log-Log graph

Graph 18. Nifty 50 R/S Log-Log graph

Graph 20. Nifty 50 Shairah R/S Log-Log graph
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Graph 21. S&P 500 DFA Log-Log graph

Graph 23. S&P Shariah DFA Log-Log graph

Graph 22. S&P 500 R/S Log-Log graph

Graph 24. S&P Shairah R/S Log-Log graph

Graphs 1-24 contain log-log graphs representing 
the Hurst exponent obtained for all indices subje-
cted to DFA and R/S analyses. In these graphs, the 
X-axis (log window size) displays the window sizes on 
a logarithmic scale. The Y-axis (Log variance) repre-
sents the logarithms of the variance values for each 
window size. The points on these graphs reflect the 
variances calculated according to various window si-
zes and are used to analyze the change of these va-
riances. The best line for the data points is found by 
the regression line on the log-log graph; the slope 
of this line indicates the Hurst exponent. The value 
of the Hurst exponent, which is used to assess the 
series’ long-term memory characteristics, is reflec-
ted in the slope of the regression line.

Therefore, in the analyses performed assuming that 
other variables are constant, the reliability of the 
analysis increases since both methods produce si-
milar results in the Hurst exponent examined using 
DFA and R/S methods. When the graphs are anal-
yzed carefully, it is seen that 7 out of the 12 indices 
examined (Graph 16 and 17-MSCI Shariah, Graph 7 
and 8-Dow Jones Shariah, Graph 1 and 2-BIST 100, 
Graph 3 and 4-BIST Participation, Graph 17 and 
18-Nifty 50, Graph 19 and 20-Nifty 50 Shariah, Graph 
11 and 12-FTSE Shariah) do not exhibit random be-
havior but have a long-term fractal structure. The 
other five indices (Graphs 13 and 14-MSCI, Graph 5 
and 6-Dow Jones, Graph 21 and 22-S&P 500, Graph 
23 and 24-S&P 500 Shariah, Graph 9 and 10-FTSE 
100) exhibit pink noise behavior with temporary ne-
gative correlation. With the Hurst exponent obtai-
ned with DFA and R/S methods, future behaviors of 
time series are estimated based on their past perfor-
mances and structural features. It should be empha-
sized that it is important to evaluate these estimates 
together with market conditions, external factors 
and the characteristics of the time series.

Conclusion
The purpose of the research is to evaluate the Fractal 
Market Hypothesis (FPH) in both conventional and 
Islamic indexes. If Islamic indices differ from conven-
tional indices in their fractal behaviors, is the key is-
sue of the research. In order to investigate the fractal 
characteristics of six Islamic and six conventional in-
dices between 2014 and 2024, Detrended Fluctuati-
on Analysis (DFA) and Rescaled Range Analysis (R/S) 
methodologies were included in the research. The 
main findings obtained reveal that Islamic indices 
generally exhibit stronger long-term dependencies 
and fractal properties, and these properties become 
more pronounced especially during financial crisis 
periods. In contrast, conventional indices exhibit 
shorter-term correlations and anti-permanent be-
haviors. These findings indicate that Islamic markets 
can offer more robust investment opportunities, es-
pecially during periods of economic volatility, due to 
their inherent long-term memory and stability. In this 
direction, the study shows similar results to the stu-
dies of Laherrère and Sornette (1998), Güneş (2020), 
Karakaya and Atukalp (2022). The fractal dynamics 
of Islamic financial markets and provides empirical 
evidence supporting the applicability of FPH to Is-
lamic indices. This has important implications for 
policy makers, financial analysts, and investors as it 
highlights that Islamic indices can provide a more 
stable investment environment during periods of fi-
nancial instability. In addition, this study challenges 
the traditional EMH and claims the inclusion of fra-
ctal analysis in the assessment of market dynamics.

This study is not free from some limitations. The 
analysis is limited to a specific set of indices and a 
defined time period, which may not fully reflect all 
market dynamics. In addition, the study only focu-
sed on the fractal properties of the indices and did 
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not consider other potential market effects. Future 
research should expand the scope of the analysis by 
including a wider range of indices and other emer-
ging markets. In addition, combining machine le-
arning techniques with fractal analysis can provide 
deeper insights into market behavior and increase 
forecast accuracy.

The current research’s results underscore the signi-
ficance of taking into account fractal features in the 
analysis markets, particularly within the framework of 
Islamic finance. By demonstrating the durability and 
long-term stability of Islamic indices, it argues for a 
more nuanced approach to market assessments. It 
also suggests a promising methodology that ack-
nowledges complex and non-linear financial system 
behaviors and holds promise for future financial mo-
deling and risk management strategies.
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Abstract 
In today’s business world, human resource mana-
gement is becoming increasingly important and 
human resource processes are becoming more 
complex. Companies are implementing many new 
practices to increase employee engagement. The 
common goal of these efforts is to positively affect 
labor turnover by increasing employee happiness 
and job satisfaction.
However, it is quite difficult to predict the tendency 
to quit. Since employees do not share their decision 
to leave with their employers, employers are caught 
off guard when they learn about the decision to le-
ave.
In this context, artificial intelligence technologies 
offer employers the opportunity to predict emplo-
yee turnover trends and take measures accordingly. 
The aim here should be to identify the reasons that 
trigger turnover and enable them to make impro-
vements in these areas, rather than identifying the 
employee who will leave. Artificial intelligence algo-
rithms and mathematical modeling allow companies 
to analyze employee data and learn the underlying 
causes of employee turnover.
In addition, human resources analytics studies inclu-
de a series of processes from employee recruitment 
to performance evaluation, from training to turnover 
management. With artificial intelligence and HRIA 
applications, these processes are managed more 
efficiently and effectively. In this way, HRIA helps bu-
sinesses increase their competitive advantage.

Keywords: Artificial Intelligence, Human Resources, 
Human Resource Analytics, Employee Engagement, 
Resignation Tendency.
JEL Codes: C63,C65,C83

Özet
Günümüz iş dünyasında insan kaynakları yönetimi 
giderek önem kazanmakta ve insan kaynakları süreç-
leri daha karmaşık hale gelmektedir. Şirketler çalışan 
bağlılığını artırmak için birçok yeni uygulamayı haya-
ta geçiriyor. Bu çabaların ortak hedefi, çalışan mutlu-
luğunu ve iş tatminini artırarak işgücü devrini olumlu 
yönde etkilemek.

Ancak işten ayrılma eğilimini tahmin etmek oldukça 
zordur. Çalışanlar ayrılma kararlarını işverenleri ile 
paylaşmadıkları için işverenler ayrılma kararını öğ-
rendiklerinde hazırlıksız yakalanmaktadır.

Bu bağlamda yapay zeka teknolojileri işverenlere 
çalışan devir eğilimlerini tahmin etme ve buna göre 
önlem alma fırsatı sunuyor. Burada amaç, ayrılacak 
çalışanı tespit etmekten ziyade, işten ayrılmayı tetik-
leyen nedenleri tespit etmek ve bu alanlarda iyileş-
tirmeler yapmalarını sağlamak olmalıdır. Yapay zeka 
algoritmaları ve matematiksel modelleme, şirketlerin 
çalışan verilerini analiz etmesine ve çalışan devrinin 
altında yatan nedenleri öğrenmesine olanak tanır.

Ayrıca insan kaynakları analitiği çalışmaları, çalışan 
işe alımından performans değerlendirmesine, eği-
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timden işten ayrılma yönetimine kadar bir dizi süreci 
içeriyor. Yapay zeka ve İRİA uygulamaları ile bu sü-
reçlerin daha verimli ve etkin bir şekilde yönetilme-
si sağlanıyor. Bu sayede İKİA, işletmelerin rekabet 
avantajını artırmasına yardımcı oluyor.

Anahtar Kelimeler: Yapay Zeka, Insan Kaynakları, 
Insan Kaynakları Analitiği, Çalışan Bağlılığı, Işten Ay-
rılma Eğilimi.
JEL Kodları: C63,C65,C83

Introduction  
Türkiye, In the business world, the most important 
resource of organizations is the human resources 
working in the business and its stakeholders. Bu-
sinesses should try to increase the performance of 
their employees, motivate them and reduce the ten-
dency to leave the job in order to achieve the suc-
cess they desire in the medium and long term.

Instead of investing in precise research to unders-
tand employees’ motivation to leave or their moti-
vation to stay, most companies invest in additional 
benefits or measures to search for talent. [1] Howe-
ver, increasing the engagement of existing emplo-
yees will both reduce costs and improve the quality 
of work in the medium term. The last resort should 
be to let an undesirable employee leave and replace 
them with a new employee.

There are many factors affecting the decision to lea-
ve the job. Determining these factors is not possible 
only with observational information. Supporting ob-
servations with models based on analytical data will 
ensure accurate determination. In her 2018 article, 
Hila Chalutz Ben-Gal conducted a return on invest-
ment (ROI) based review of human resources (HR) 
analytics. This study showed the positive results of 
Human Resource Analytics (HRA) applications [2].

With artificial intelligence, it is possible to identify 
the factors that trigger the turnover process. In order 
to maximize employee performance and loyalty, it is 
necessary to identify the factors that trigger turno-
ver. Examining the studies on identifying these fac-
tors offers a great opportunity for businesses.

Conceptual Framework
The word ‘work engagement’ emerged in 1990 as 
the emotional, physical and cognitive involvement 
of employees in their roles [3]. Underlying this relati-
vely short history is the

sense of belonging. Increasing the sense of belon-
ging has become one of the most critical issues for 
businesses today.

Turnover propensity has significant impacts on or-
ganizations’ workforce management strategies and 
performance objectives. Therefore, it is a concept 
that needs to be addressed comprehensively. Or-

ganizations can reduce turnover rates by increasing 
the motivation and commitment of their employees. 
Thus, it creates a competitive advantage in terms of 
achieving business goals.

Although employees are the main asset, they are 
also the most important cost [ 4]. However, emplo-
yees should not only be seen as a cost item. Emplo-
yees are also the most important source of revenue 
generation for a business. Employee engagement 
should be considered and focused on in this con-
text.

The analytical dimension should always be conside-
red when addressing employee engagement. HR 
analytics is a relatively new term that first appeared 
in the academic literature in 2004 [5]. Although it is 
new, it has a great impact on businesses and busi-
nesses have started to spread these practices rapid-
ly. The returns of these practices of businesses have 
also been revealed in the studies in the literature. 
An MIT study conducted in 2011 concluded that 
top-performing organizations use HR Analytics app-
lications five times more than low-performing orga-
nizations [6]. These studies in the literature and the 
experiences of businesses in daily life have shown 
the benefits of HRIA applications to businesses. 
These outputs have led businesses to invest more 
in this area.

The departure of a key employee is not only a loss 
in terms of business continuity, but also damages 
the business in different ways in terms of transfer-
ring knowledge to a competitor. Delays in work due 
to the process of replacing the departed employee 
bring with them various alternative costs.

With advancing digitalization, it has become easier 
to create data sets that identify the factors that trig-
ger employee turnover. Structured and unstructured 
data sources are

becoming more accessible to human resource (HR) 
professionals, enabling them to better analyze the 
complexity of workforce decision-making [7]. HR 
professionals have reached a point where they can 
easily collect a lot of data on employee engage-
ment. Processing the data with artificial intelligence 
and mathematical models, identifying the factors 
that trigger turnover will guide the business on whe-
re to focus resources and increase resource efficien-
cy.

Many academic studies have examined the relati-
onship between HR practices and organizational 
success. It has been clearly seen that if organizations 
follow successful HR practices, they increase their 
profitability [8]. Acting on this knowledge, organiza-
tions have started to implement many practices to 
increase employee engagement. These practices 
include training, stock options, changes in work en-
vironments, flexible working opportunities, etc.

To reduce high turnover, HR organizations need 
the help of HR analytics [9]. Without the support of 
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HR analytics, it will be difficult to identify employee 
trends and it will not always be possible to make 
the right decisions as they will be based on perso-
nal judgments. Especially in companies with tens of 
thousands of employees spread across the country, 
making these predictions with only manager obser-
vation poses many risks. The accuracy of determina-
tions based on personal observations may be met 
with skepticism by employees. A trend forecast that 
is not based on an analytical basis may interpret a 
short-term loss of motivation as a tendency to resign 
and cause worse consequences.

A high level of labor turnover can be caused by dif-
ferent reasons. These include inadequate wage le-
vels, hiring the wrong employees in the first place, 
poor morale and low motivation. Such reasons make 
the decision to change jobs easier in a vibrant lo-
cal labor market that offers more and perhaps more 
attractive opportunities to employees [10]. Salary is 
an important factor, but not the only one. Especially 
for Millennials and Generation Z, work-life balance, 
development opportunities and additional benefits 
may be more important than salary in decision-ma-
king. Before predicting turnover tendency, the expe-
ctations of the employee should be fully understood 
during recruitment and it should be examined whet-
her the organization meets these needs.

Decisions based on personal observations also in-
volve biases. Biases lead to discrimination in the 
workplace and various analytical tools should be 
used to control these biases [11]. It must be clearly 
demonstrated to employees that how promotions, 
wage increases, performance bonuses or training 
opportunities are distributed among employees is 
determined by using analytical methods.

The factors affecting the decision to leave the or-
ganization can be categorized under two headings: 
internal and external factors.

External factors generally refer to individual and ex-
ternal factors. Individual factors include characteris-
tics such as career goals, work-life balance, health 
status, while external factors may include economic 
conditions, industry trends, competition, etc.

Businesses should not ignore these factors in order 
to reduce turnover. The potential of how artificial in-
telligence technology can be used to analyze these 
factors has also been discussed in the literature and 
its benefits have been demonstrated by various stu-
dies.

The rapid development of technology and the fact 
that artificial intelligence applications can be easily 
used by the end user have offered new opportuni-
ties to the human resources management of enterp-
rises in this respect. Human resources management 
includes a series of processes from employee rec-
ruitment to performance evaluation, from training 
to turnover management. With artificial intelligence 
and HRM applications, these processes are mana-

ged more efficiently and effectively. In this way, HRM 
helps businesses increase their competitive advan-
tage.

Artificial intelligence in recruitment and selection 
processes can help assess the skills and suitability 
of candidates by using big data analysis and machi-
ne learning techniques in recruitment and selection 
processes. Especially in CV screening, job interviews 
and personality assessments, AI can help to achieve 
objective and consistent results.

One of the most important triggers of the turno-
ver process is undoubtedly hiring the wrong emp-
loyee. Human resources analytics methods benefit 
businesses in this respect. Nowadays, detailed data 
about the prospective employee can be collected 
through methods such as personality inventories 
and job entry tests. These data can be processed 
with HRIA applications to determine which emplo-
yees are more suitable for the corporate culture. In 
addition, more accurate recruitment will be made 
by comparing the rights offered by the organization 
with employee expectations.

Another area of use for human resource analytics is 
training and development. The development of te-
chnology and high digitalization has led to changes 
in the qualifications sought in the labor market. The-
se changes have increased the importance of trai-
ning and development of existing employees. The 
use of HRD applications in identifying training needs 
and preparing training inventories will increase effi-
ciency in this area. Thus, a more effective employe-
e-specific training plan can be prepared.

Reshaping job descriptions in line with the state of 
technology is another important issue for engage-
ment. HR can restructure jobs following a four-step 
process to achieve the optimal combination of hu-
mans and machines [12]. Figure 1 illustrates these 
four steps. With this method, training and develop-
ment needs that will occur within the framework of 
changing job needs and job descriptions can be 
predicted and planned for employees.

Figure 1. A four-step model for redefining jobs
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Another element that increases engagement is per-
formance management. Artificial intelligence can 
be used to make performance appraisal processes 
more efficient and objective. Feedback processes 
can be improved by monitoring employees’ goals, 
achievements and development areas with artificial 
intelligence algorithms. To improve talent manage-
ment decisions, HR-related data needs to be syste-
matically collected, analyzed and interpreted. This 
has led to the frequent use of HR Analytics in talent 
management [13]. Promoting a successful emplo-
yee or assigning him/her to a different field will not 
always lead to positive results. It is important that 
the expectations of the employee and the new task 
are compatible. At this point, managers’ opinions 
should be supported by analytical models.

Specific data about employees such as age, qualifi-
cations, skills, project work, rewards, technological 
skills, conceptual skills can be used for performance 
measurement. Employee performance can be mea-
sured using statistical tools such as mean, correlati-
on, regression, Chi-square test [14]. Measuring emp-
loyee performance with analytical methods will be 
more convincing in terms of the validity of the result. 
Performance measurements and related rewarding 
systems in which the effect of personal evaluations 
is low increase success. Otherwise, the decisions 
made may be met with skepticism by employees.

The use of HR analytics in the performance analysis 
(PA) system will exclude personal biases and biased 
assessments. Thus, the results for employees are 
certain to be fairer. This further positively influences 
employee satisfaction with the PA system, which in 
turn increases employee willingness to improve per-
formance [ 15]. In this environment, successful emp-
loyees will be less likely to leave their jobs.

Artificial intelligence can make performance ma-
nagement processes more efficient and objective. 
Data analytics and algorithms can make it easier to 
monitor and evaluate employee performance and 
provide recommendations for feedback. Effective 
performance management will strengthen emplo-
yee engagement with the company and reduce tur-
nover.

According to a study conducted by Deloitte consul-
ting firm, human resource analytics has a strong cor-
relation with performance evaluations and organiza-
tional profitability. Companies that use HR analytics 
extensively have 82% higher average annual profits 
than those that do not [16].

Technologies such as big data analysis, prediction 
models, artificial intelligence can help to have an 
idea about which factors affect employees’ tenden-
cy to leave their jobs. Despite this, it is seen that bu-
sinesses do not allocate sufficient resources. A study 
by Deloitte found that although 71% of companies 
consider HR analytics a high priority in their organi-
zations (31% very important), its use is very limited 

[ 17]. Businesses should allocate more resources to 
HRIA studies that are seen as a priority and make 
more use of these applications during the recruit-
ment phase.

Predicting turnover trends offers employers the op-
portunity to intervene in a timely manner and retain 
talented employees. In this context, artificial intelli-
gence technology offers a new approach to turno-
ver prediction, helping businesses to manage this 
process more efficiently. HR analytics can therefore 
be defined as the systematic identification and mea-
surement of human drivers of business outcomes in 
order to make better decisions [18]. With different 
artificial intelligence and HRA models, better identi-
fication of the key elements that connect employe-
es to the company and taking remedial actions on 
these elements will maximize engagement. At this 
point, many different models and variable sets have 
been examined in the literature.

The preparation of these models requires HR staff 
to have sufficient technical knowledge and to work 
in collaboration with analytics teams. Undoubtedly, 
models prepared by HR teams that are not analy-
tically competent will not be valid. An analytical 
perspective is also required when interpreting the 
outputs of existing models. In an article published 
by the Chartered Institute for Personnel and Deve-
lopment in 2013, the HR analytics dimension of the 
employee-employer relationship was examined. In 
this context, the importance of HR functions being 
competent enough to ask the right questions in or-
der to access the right data was emphasized [19]. In 
order to prevent this, HR teams need to be trained 
more on technology. It should be ensured that they 
understand these technologies better and use them 
effectively and correctly.

Thanks to big data analysis and algorithms, organi-
zations can predict employee turnover using data 
such as past performance, absenteeism levels, and 
promotion history. HR analytics provides descriptive, 
predictive and perspective analysis [20]. In order to 
prepare analyses in a healthy way, it is necessary to 
collect the necessary data set in a complete and he-
althy way. These data sets may differ for each sector 
and business. For this reason, the data set should be 
added to the model in its widest form at the first sta-
ge, and then it should be narrowed down by exami-
ning it specifically for the sector and the enterprise.

Predictive analysis, including numerous statistical 
techniques such as modeling and data mining, uses 
current and historical data to predict future outco-
mes [ 21]. When adding historical data to the data 
set, the conjuncture at that time should be taken 
into account and the data should be interpreted 
accordingly. For example, while all companies were 
working remotely during the Covid 19 period, remo-
te working behavior was at a negligible level before, 
remote working expectations before, during and af-
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ter the Covid 19 period should be examined in the 
light of this information and added to the dataset.

Identifying turnover propensity involves a challen-
ging process to understand a situation that is diffi-
cult to detect by traditional methods. As mentioned, 
identifying this tendency by manager observation 
alone involves different risks. The use of artificial in-
telligence (AI) technologies to make predictions free 
from observations based on personal interpretation 
stands out as a critical approach to understanding 
and predicting silent resignation and turnover tren-
ds.

Artificial intelligence is a technology that increases 
the competencies of companies in terms of analy-
zing big data, finding patterns and developing pre-
dictions based on this information. In the field of 
human resources management, AI techniques can 
affect many areas, from recruitment processes to 
performance management, from training to turno-

ver prediction.

Setiawan V.D. divided the analysis process into five 
steps in his wear and tear analysis studies

• Data Voting and Business Insight: Collecting 
and analyzing data to better understand what the 
main objectives of the study should be.

• Data Preprocessing: The step of preproces-
sing the data so that it is suitable for the analysis 
method. Pre-processing may involve cleaning the 
data, transforming the data or creating new variab-
les that can bring useful information for the analysis 
steps.

• Exploratory Data Analysis (EDA): This step 
creates textual and visual summaries of the dataset 
highlighting some of the characteristics of the data.

• Model Selection and Training

• Model Testing and Evaluation: Evaluating 
the performance of proposed models

Figure 2 Wear analysis steps.

The most important stage in RDA applications is the 
collection of the right data in the right context and 
the necessary pre-processing of these data. Undou-
btedly, the same data can mean different things in 
different contexts. For example, a person who does 
not tend to quit his/her job in the finance sector may 
express his/her intentions differently during a crisis 
when economic data are very bad or during periods 
of goal realization when the pressure is very intense. 
Analyzing this data independent of the context will 

negatively affect the research results.

Lenka Girmanová, Zuzana Gašparová, in their article 
published in 2018, examined the reasons for emplo-
yee turnover by choosing deep data mining metho-
ds for analysis, namely association rule search and 
predictive decision trees. At the end of this study, 
the dissatisfaction of employees and their tendency 
to leave their jobs were confirmed by the analysis 
[22]. 

Figure 3. Decision Tree of the ctree Algorithm
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These analyses, an example of which can be seen in 
Figure 3, vary for different sectors, but give a gene-
ral idea. When the leading dissatisfactions are anal-
yzed, it is seen that dissatisfaction with income, wor-
king environment and motivation stand out. Even 
if their priorities change for different generations, 
each group of variables are important variables in 
supporting the tendency to leave the job.

The parameters used in turnover prediction may 
vary within the framework of sectoral and cultural 
constraints. In each study, the parameters should be 
determined in detail within the framework of these 
constraints. After the model is established, more 
accurate results can be obtained by removing irre-
levant or less effective parameters from the model. 
Although they vary according to the sector and cul-
ture, the parameters to be used in the estimation 
can be considered in 5 main groups.

These parameters include demographic variables 
(age, gender, marital status, education level, occu-
pational group, position, salary, number of child-
ren, etc.), working conditions variables (workload, 
working hours, perception of job opportunities, 
telecommuting, job security, career development, 
etc.), job satisfaction variables (salary and fringe be-
nefits, Relations with colleagues, top management 
communication, job stability, job motivation, etc.), 
organizational commitment variables (commitment 
to colleagues, emotional commitment to top mana-
gement, emotional commitment to organizational 
culture, commitment based on work ethics, commit-
ment to social responsibility, etc.).

Multilayer perception is one of the first neural 
networks proposed and the structure is shown in Fi-
gure 4. It is suitable for simple model classification 
tasks, such as two classification tasks [23].

 

Figure 4. Multilayer perception structure for the binary 

classification problem.

Multilayer perceptron neural network (MLP) is one 
of the methods that can be used in human resource 
analytics to predict employee turnover. By learning 
from variable data that can predict an employee’s 
propensity to leave, MLP can model which factors 
are more likely to influence an employee’s likelihood 
of leaving. For example, variables such as employee 

satisfaction, engagement information, company be-
nefits, performance appraisals, team dynamics and 
career advancement opportunities are data that can 
be used by MLP for learning.

There are two main types of decision trees used in 
data mining:

• Classification tree analysis is used when the 
predicted outcome is the class to which the data be-
longs.

• Regression tree analysis is used when the 
predicted outcome can be considered a real num-
ber.

The most common types of decision tree algorith-
ms are CHAID, CART and C4.5. CHAID (Chi-square 
automatic interaction detection) and CART (Classi-
fication and Regression Trees) were developed by 
statisticians [46]. When analyzing with decision tre-
es, it is important to decide on tree decompositions 
and select variables. The decision tree divides the 
data set horizontally according to the importance of 
the features. Each split represents a specific value of 
an attribute and the data set is divided into subsets 
according to these values. During each partitioning 
process, statistical measures such as the Gini index 
are used to decide which variables form the best 
tree and the best representative partitions are selec-
ted. The random forest model is a learning method 
that combines multiple decision trees to select the 
best outcome.

Figure 5. Decision-making process of the random forest

As shown in Figure 5, the dataset extracts 4 sub-da-
tasets to form 4 sub-decision trees, 3 trees are vo-
ted as A, one sub-decision tree is voted as B and 
the final output is A. Among the factors affecting 
the tendency to leave in this study, Monthly Income, 
Age, Distance to workplace are the top 3 important 
characteristics that indicate whether the employee 
tends to leave or not, marital status is married and 
women between 40 -50 years old are less likely to 
leave [24].
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Analyses with the random forest method consist of 
multiple decision trees. Each decision tree is trained 
independently using randomly selected subsets of 
the dataset. This process allows each tree to learn 
different aspects of the data set and improves the 
overall success of the model. In each tree, the fe-
atures used to identify splits are also randomly se-
lected. This method ensures that the decision trees 
are different from each other and makes the model 
more resistant to overfitting.

“Employee Attrition: What Causes an Employee to 
Quit?”, using Logistic Regression, Random Forest 
and K-Nearest Neighbor (KNN) methods on a data-
set provided by IBM, the study found that the cha-
racteristics with the highest correlation were those 
related to economic factors, such as age, length of 
employment and monthly income, and employee 
participation in overtime work. Qualitative attributes 
such as environment and job satisfaction are asso-
ciated with attrition, but not to the same degree as 
other factors [25].

Figure 6. IBM attribute and separation correlation values

The data preparation phase is very important for 
artificial intelligence-based prediction models. At 
this stage, the data on past resignation and silent 
resignation cases should be organized, cleaned and 
variables should be carefully selected. While prepa-
ring this data set, data sets should be differentiated 
for each sector and company by evaluating them 
with observations. In order to reduce the subjecti-
ve effect based on observations, we can start with 
the largest data set and then work with more refined 
data sets. Characteristics may include factors such 
as employee demographics, job performance, or-
ganizational commitment level. Differentiating the 
dataset before and after the pandemic, according 
to the age of employees and sectors will be neces-

sary to get more accurate results in order to correctly 
identify the priorities of employees.

After data preparation, model training is performed 
on the selected machine learning algorithm. In the 
training phase, the model is tuned to predict tur-
nover and silent resignation trends using historical 
data sets. The performance of the model is tested 
on the validation dataset and the hyperparameters 
are optimized. The trained model makes predictions 
on new data inputs. Turnover and silent resignation 
trends are predicted with a given probability. When 
evaluating the prediction results, the model’s perfor-
mance measures such as accuracy, sensitivity, speci-
ficity and F1 score are taken into account.

AI-based predictive models offer employers the op-
portunity to detect turnover and silent resignation 
trends earlier and develop strategies accordingly. 
These models can help employers use resources 
more efficiently and increase employee job satisfa-
ction.

A review of the literature reveals that HRQA models 
have been used in many studies to measure emp-
loyee commitment to work and to predict possible 
decreases in commitment. In general, economic fac-
tors are seen to be prominent factors in turnover, but 
it is also stated that their importance may decrease 
in different generations and sectors.

Another method that can be used to predict turno-
ver is the logistic regression model. The following 
steps should be followed when using the logistic 
regression model.

• Data Pre-Processing: The answers to the 
survey questions should be answered on different 
scales in order to quantify them. Questions that can-
not be answered on a scale should be asked cate-
gorically. This categorical data should be digitized 
in the data preprocessing step before the model is 
built.

• Model Training: In order to reach more ac-
curate results in the logistic regression model, it 
should be trained with the training data set. In this 
process, maximum likelihood estimation (MLE) met-
hod can be used to determine the coefficients (‐ va-
lues).

• Making Predictions: The logistic regression 
model calculates the probabilities of the target va-
riables for new data with the coefficients it finds du-
ring training iterations. The model uses the values of 
the independent variables for each row in the data 
set. It then calculates a probability for each variable.

• Evaluation of Results: The performance of 
the model is evaluated by comparing the predicted 
values with the actual values.

Logistic regression is used to estimate the effect of 
one or more independent variables on a dependent 
variable. In general, it is a method used to estimate 
one of two possibilities.
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It calculates the probability of each category of the 
target variable using a process called logit transfor-
mation:

Logit(p)=log(1-pp)= β0+β1x1+β2x2+⋯+βnxn 

The outcome 𝑝 is the probability that the target va-
riable takes the value “1” (e.g. propensity to quit). 
𝛽0,𝛽1,...,𝛽𝑛β0,β1,...,βn  are the coefficients of the mo-
del and show the effect of each variable on this pro-
bability.

Conclusion
Research in the literature clearly demonstrates the 
importance of human resources, the value of emp-
loyee engagement for businesses and the benefits 
of identifying the triggers of turnover. In addition, 
the benefits of human resource analytics applicati-
ons, mathematical models and artificial intelligence 
in these areas have also emerged in the literature.

The literature review was conducted under certain 
constraints. First of all, the research examines the 
relationship between human resource analytics and 
turnover prediction regardless of industry. Studies in 
the literature may contain different results for busi-
nesses in different industries. Another limitation is 
sociocultural differences. The questions administe-
red in the analyzes in the studies conducted may 
produce different results in each country and even 
in each subculture. An important constraint is the 
time constraint. Especially after the pandemic and 
with the inclusion of Generation Z in the workforce, 
expectations from working life have changed. The 
fact that a relatively short period of time has passed 
after the pandemic to measure the impact of these 
changes and that

Generation Z has been in business life for a short 
time constitutes a constraint for research.

In this respect, turnover tendency should not only 
be evaluated from a humanities perspective by busi-
nesses, but also an engineering perspective should 
be added to the issue. In case of a multidisciplinary 
approach, employee engagement can be increased 
more effectively and labor turnover rate can be im-
proved.

Research in the literature offers us a new perspec-
tive on another issue. This is that human resources 
employees working in organizations today need to 
increase their competence in technology and data 
analysis. As the literature clearly shows, employees 
expect many decisions such as performance evalu-
ation and promotion decisions to be objective and 
free from personal judgments. This situation reveals 
the necessity to increase analytical approaches in 
human resources.

As a result of all these studies, it was clearly seen 

that artificial intelligence and mathematical models 
can be used in predicting turnover tendency. This 
result supports the results of previous studies in the 
literature.

Every organization should act with this perspective 
and develop its human resources team in this respe-
ct. Investments made in this area will yield returns in 
a short time with the effects of reducing resignation 
rates and increasing motivation within the company.

In addition to identifying the tendency, human re-
source analytics methods can also be used to de-
termine which variables are more effective in incre-
asing this tendency to quit. From this point of view, 
in future academic studies, the variables that have 
the most effect on the tendency to quit can be exa-
mined in more depth. By finding the sub-variables 
affecting these variables, the root causes of the ten-
dency to quit can be taken in detail.

In addition, in-depth sector-specific researches and 
surveys can be conducted to determine which va-
riables affect turnover tendency more in different 
sectors. Thus, findings that will shed light on both 
businesses and future research can be obtained.
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