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SUMMARY

Cultural heritage tourism has become the fastest growing segment of the tourism
industry around the world. With the increasing competition between the destinations, it has
become important for the destinations to promote their different attractions. Cultural
heritage sites are important attractions for destinations. Furthermore, for destinations
facing increased competition, it is also very important to understand the experiences and
behavior of tourists from an academic perspective. This study aimed to measure tourist
experience, authenticity, satisfaction, and behavioral intention of visitors to Perge Ancient
City. In this regard, the survey was conducted in Perge Ancient City with a total of 321
respondents. The convenience sampling method was used in this study. Tourist experience
and authenticity were measured in a cultural heritage site. As a result of analyses, it has
been determined that Perge Ancient City visitors' perception of tourist experience and
authenticity has a positive effect on satisfaction and behavioral intentions.

Keywords: cultural tourism, cultural heritage tourism, tourist experience, authenticity,

satisfaction, behavioral intention.



OZET
KULTUREL BiR MiRAS ALANINDA TURIST DENEYIMLERININ

DEGERLENDIRILMESIi: PERGE ORNEGI

Kiltirel miras turizmi, diinya g¢apinda turizm endistrisinin en hizli biiyliyen
bolimii haline geldi. Destinasyonlar arasinda artan rekabet ile destinasyonlarm farkl
cazibe merkezlerini 6n plana c¢ikarmast onem kazanmistir. Kiiltiirel miras alanlari,
destinasyonlar igin 6nemli cazibe merkezleridir. Ayrica, artan rekabetle karsi karsiya olan
destinasyonlar i¢in, turistlerin deneyimlerini ve davraniglarini akademik bir bakis agisiyla
anlamak da cok onemlidir. Bu c¢alisma, Perge Antik Kenti ziyaretgilerinin turist
deneyimini, 6zglnliigini, memnuniyetini ve davranigsal niyetlerini  6lgmeyi
amacglamaktadir. Bu baglamda, calisma Perge Antik Kenti'nde toplam 321 katilimci ile
yapilmistir. Bu ¢alismada kolayda 6rnekleme yontemi kullanilmustir. Bir kalttrel miras
alaninda turist deneyimi ve 0zginlik Ol¢llmiistiir. Yapilan analizler sonucunda, Perge
Antik Kenti ziyaretcilerinin turist deneyimi ve Ozgilinliik algilarinin memnuniyet ve
davranigsal niyetleri iizerinde olumlu etkisi oldugu tespit edilmistir.

Anahtar Kelimeler: kiltar turizmi, kaltarel miras turizmi, turist deneyimi, otantiklik,

memnuniyet, davranigsal niyet.
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INTRODUCTION

Tourism has a vital role in destinations for both development and economic benefit
in the World. Cultural heritage tourism is one of the fastest-growing areas in today's
tourism market. Accordingly, cultural assets such as museums, ancient cities are important
cultural attractions for visitors. Culture is increasingly becoming an essential component to
promote destinations and increase the destinations’ attractiveness and competitiveness. A
large number of destinations are developing their cultural assets to develop comparative
advantages in the tourism market. They are also searching for a way to create local
differences against globalization.! Alternative tourism attractions are becoming more
important for tourists instead of sea-sun-sand tourism. As a result of a lack of natural
beauties and resources, discussions about environmental and ecological balance, and the
awareness of individuals about historical values, tourists are oriented towards cultural
tourism (Kizilirmak and Kurtuldu, 2005: 101).

Cultural activities are increasingly playing a significant role in local development.
Cultural tourism is recognized as both a legacy and leverage for the development of
destinations today and in the future. Governments are tasked with developing
infrastructures for cultural creation and heritage preservation, expanding access to cultural
products, and ensuring that culture strengthens the positive image of their region.?

Increasing tourism demand and supply for cultural attractions are seen as the most
important reasons for the growth of cultural tourism. With the increasing globalization of
cultural tourism markets, competition among cultural attractions gains a share in this
market (Richards, 2005: 19). Some destinations gain their tourism revenues, especially
with their cultural attractions. Nowadays, for example, most of the tourists search
authenticity (MacCannell, 1973), rather than traditional mass tourism products of sea, sun,
and sand. With the tourists' search for authenticity, the importance given to cultural
heritage tourism, which is an alternative tourism type, has increased. In cultural heritage
tourism, tourists learn, explore, experience, and consume cultural attractions, both tangible
and intangible, in a destination.® Therefore, the increasing interest of visitors to cultural

experiences brings along important tourism opportunities for destinations. Enhancing the

! https://www.oecd.org/cfe/tourism/theimpactofcultureontourism.htm (access date:15.08.2020).

2 http://www.oecd.org/cfe/leed/ venice-2018-conference-culture/documents/Culture-and-Local-Development-
Venice.pdf (access date: 15.08.2020)

3 https://www.unwto.org/tourism-and-culture (access date: 15.08.2020)
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http://www.oecd.org/cfe/leed/%20venice-2018-conference-culture/documents/Culture-and-Local-Development-Venice.pdf
https://www.unwto.org/tourism-and-culture

experience of visitors at cultural heritage sites is becoming increasingly important due to
competition between destinations.

The city of Antalya is a great attraction center in terms of sea, sand, sun tourism,
and natural resources. Besides, Antalya is the city with the highest number of ancient cities
in the world.* Considering that some destinations attract tourists even only for the cultural
heritage sites they have, it is seen that Antalya has a great advantage with the diversity of
alternative attractions. The importance given to cultural heritage tourism as an alternative
tourism should be increased in order to spread tourism season to twelve months, to provide
Antalya a competitive advantage over other destinations in the world tourism market.
Perge Ancient City, on the other hand, was the capital of the Pamphylia region known as
the old Antalya. It was known as one of the most organized cities in Anatolia during the
Roman Period. It is one of the important cultural heritage sites in Antalya with its rich
history and spectacular ancient ruins. The sculptures from Perge Ancient City have made
Antalya Archeology Museum one of the richest Roman museums in the world. With the
excavations carried out in recent years, the ruins of Perge Ancient City are gradually
unearthed and it is understood how an important ancient city it is. Efforts such as the
restoration of the Perge Ancient Theater and the excavations in the city are ongoing.
Besides, Perge Ancient City has been on the Unesco Tentative World Heritage list since
2009.

Perge Ancient City was chosen in this study to evaluate the tourist experience in a
cultural heritage site. The main aim of this study is to measure tourist experiences and
authenticity of visitors of Perge Ancient city in the scope of cultural heritage tourism. It
was aimed to determine to measure how the tourist experience and authenticity perceptions
of tourists visiting Perge Ancient City affect their satisfaction and behavioral intentions. It
is expected that this thesis will guide the tourism authorities to increase the satisfaction of

the visitors to Perge Ancient City.

4 http://www.antalya.gov.tr/dunyada-en-cok-antik-kenti-olan-sehir-antalya (access date: 16.08.2020)
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CHAPTER ONE

CULTURAL HERITAGE TOURISM

1.1. The Concept of Culture

The meaning of the term culture should be defined first, to be able to define cultural
tourism. Linguists argue that the word “culture’” comes from the word edere-cultura,
which is used mostly in Latin language for soil culture (Mejuyev, 1987: 22).

The concept of culture was first developed by anthropologists in the late 19th
century. The first and clear definition was made by British anthropologist Sir Edward
Burnett Tylor. Tylor (1871) defines culture as ‘‘that complex whole which includes
knowledge, belief, art, morals, law, custom, and any other capabilities and habits acquired
by man as a member of society” (Tylor, 1871). Another famous anthropologist Geertz
(1973: 5) has made a cognitive definition of culture, as, “a historically transmitted pattern
of meanings embodied in symbols, a system of inherited conceptions expressed in
symbolic form by means of which men communicate, perpetuate, and develop their
knowledge about and attitudes toward life” (Geertz, 1973: 5).

The concept, which deals with the skills, talents, traditions, and customs of society
and creates the lifestyle of that society, can be defined as culture (Usal and Kusluvan,
2002: 105). Indeed, culture is a very complex term that is difficult to define. Due to its
diverse nature, it has been regarded as difficult to make only one definition of culture.
Culture is a concept that includes many definitions. (Tomlinson, 1991: 4).

According to Smith, culture is an all-including term that expresses the lives of
humanity, regardless of social position, race, gender, or age (Smith, 2003: 9-10). Culture
can also be defined in three different scopes according to its use: as a general intellectual,
aesthetic, and spiritual development process; as the work of intellectual and artistic
activities; but also, as an indicator of a specific lifestyle (Richards, 1996: 21). According to
Turkish Language Association, culture can be defined as “All the material and spiritual
values created in the process of historical, social development, and the tools used in
creating them and conveying them to the next generations, showing the measure of the
sovereignty of the human to its natural and social environment”.®

Culture refers to a constituent of the diversity within a country as well as between

countries that compose international communities (Francioni, 2004: 24). Visiting cultural

S https://sozluk.gov.tr/ (access date: 18.12.2019)
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heritage sites, museums, artistic events, galleries, is a part of the culture. Culture also
includes lifestyles such as traditions, beliefs, languages, dietary habits, clothing,
architectural structures, and handicraft (WTO, 2005).

CULTURE

As Process As Product

Figure 1.1 Concept of culture

Source: Richards, 1996: 22

In general, the concept of culture can be categorized into two different approaches
as shown in Figure 1.1. As a process, a culture is an approach derived from sociology and
anthropology. According to this point of view, culture is a code of conduct that is
particular to a specific social group. The product approach to culture stems especially from
criticism of literature. Culture is considered as part of individual or group activities that
have specific meanings. However, these two approaches of culture are closely related to
each other (Richards, 1996: 22).

To better understand its scope, researchers identified different characteristics of
culture as follows (Guvenc, 2002: 101-104):

e Culture is the knowledge, behavior, and habits that can be learned. The fact that
culture can be learned necessitates that education complies with the rules, laws, and
principles of education.

e Culture has a characteristic that can be transmitted for generations through
language. In this way, human beings have passed on their experiences to the next
generations and have survived.

e The teachings of culture vary from society to society. Although the habits that each
society has created and shared constitute the culture of the society, the continuity of

these habits depends on the continuity of that society.



e Although culture is an element of social life, individual attitudes also occupy a
significant place in the cultural fabric. Although human behavior is learned in
social life, it may not always coincide with what society teaches.

e Culture is a functional element that meets vital and social needs. Tried solutions
reinforce the level of social satisfaction and habits over time the vital needs
inevitably universal and the institutions that meet these needs are similar to a
certain extent.

e Culture has as much integrative as well as dissociative power. Cultures in harmony
with the social dimension tend to integrate. This unity manifests itself as
dissolution in cultures with historical and environmental contradictions.

e The concept of culture is an abstract concept of life. Culture, which we know is not

a material or observable concept, in essence, is an abstraction of truth.

Culture is strategically becoming an increasingly important factor for destinations
to ensure economic growth as well as the welfare of the local people.® Moreover, culture
has formed the ground of international tourism. By contributing to the growth of the
tourism sector, it has also enabled the development of several communities (Robinson and
Picard, 2006: 17). Culture is regarded as both a significant marketing tool and a part of
touristic attraction in terms of cultural heritage and cultural tourism (Weiler and Hall,
1992: 47).

1.2. Cultural Tourism

Cultural tourism has become a significant part of the tourism sector all around the
world. Starting from the old ages, people travelled owing to several reasons such as war,
religion, migration, trade, and curiosity. Culture has been one of the leading reasons for
travel among all these reasons (Dinger and Ertugral, 2000: 69). Cultural tourism is a
concept that includes similar sub-branches such as heritage tourism, art tourism, and ethnic
tourism. It also includes other components of acquiring knowledge that enable tourists to
gain experience in other people's lifestyles (Anderson, 2015: 212). It is a kind of tourism in
which visitors participate to see and taste the historical and national assets of destinations
(Oztiirk and Yazicioglu, 2002: 188).

It is considered that visiting heritage sites, museums, cultural sites, joining

festivals and special events constitutes part of the tourist experience. All travel has a

& http://www.oecd.org/cfe/leed/culture.htm (access date: 29.01.2020)
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cultural component. By travelling, tourists experience the cultural environment of a
different part of the world outside of their own culture (McKercher and du Cros, 2002:
1). According to Goeldner and Ritchie (2011: 212), cultural tourism includes versatile
travel where travellers gain knowledge about the heritage, history, and lifestyles of
others. Cultural tourism ensures to maximize the culture of tourism products. It also
includes redefining tourist experiences and assessing the cultural effects of tourism.
As an experience-based view, cultural tourism is considered a niche kind of tourism
that tourist experience is primarily marketed including cultural experience, cultural
sites, and attractions. (Britton, 1991: 464). Moreover, cultural tourism involves
specialized travel to other cultures and different places to gain information about their
way of life, heritage, history, and art (Craik, 1995: 6).

The United Nations World Tourism Organization (UNWTO) defines cultural
tourism as “the movement of people motivated by cultural intents such as study tours,
performing arts, festivals, cultural events, visits to sites and monuments, as well as travel
pilgrimages. Cultural tourism is also about immersion in and enjoyment of the lifestyle of
the local people, the local area, and what constitutes its identity and character” (UNWTO,
2004).

According to Tighe (1986: 3), cultural tourism encompasses heritage sites, art fairs
and festivals, all kinds of museums, the visual arts which tourists visit to gain cultural
experience. Hall and Zeppel (1990: 54) also define cultural tourism as experience-based
tourism where tourists are being part of history by participating in performing arts and
festivals or visiting heritage sites, historical places, and monuments. Similarly, Silberberg
argues that cultural tourism is “visits by persons from outside the host community
motivated wholly or in part by interest in the historical, artistic, scientific, or
lifestyle/heritage offerings of the community, region, group, or institution” (Silberberg
1995: 361). In the broadest sense, all human movements can be considered within the
scope of cultural tourism, as they satisfy the diversity needs of people, raise the
individual's cultural level and lead to new knowledge and experience (Tighe, 1985: 235).

According to Richards (1996: 24), various definitions of cultural tourism can be
categorised into two groups as conceptual and technical (Figure 1.2). Cultural tourism has
been described as “the movement of persons to cultural attractions away from their normal
place of residence, with the intention to gather new information and experiences to satisfy

their cultural needs” in a conceptual definition. Observing other cultures and reinforcing



their cultural identity are part of these cultural needs. Therefore, cultural tourism

encompasses cultural heritage, cultural places, and people (Zeppel and Hall, 1991: 30).

Cultural Tourism

Conceptual Definition Technical Definition

Figure 1.2 Definitions of cultural tourism

Source: Richards (1996: 24) and http://www.atlas-euro.org: 26.12.2019

ATLAS (Association for Tourism and Leisure Studies) has made a technical
definition of cultural tourism based on motivation as a distinctive feature of cultural
tourists: “All movements of persons to specific cultural attractions, such as heritage sites,
artistic and cultural manifestations, arts and drama outside their normal place of
residence”.

Cultural tourism is a versatile subject. The content of cultural tourism resources is
quite wide. A great variety of tourist attractions are considered to attract cultural tourists.
Cultural tourism resources which consists of variety of elements are interrelated. The
elements of cultural tourism resources are shown in detail in Figure 1.3 (Swarbrooke,
1999: 307).


http://www.atlas-euro.org/
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Figure 1.3 Cultural Tourism Resources

Source: Swarbrooke, 1999: 307

Although cultural tourism has emerged to stand out recently important tourism

product in the tourism market in the World, it has a very old history. Ancient Egyptians

and Romans also travelled to experience historical locations that have cultural significance

(Towner, 1995: 339). The experience has been a motivation for cultural travel since



ancient times, even though for a small group of people. "The grand tour” which was once
regarded a significant part of the people's education is one of the early type of cultural
tourism (Hausmann, 2007: 176). The Grand Tour was a traditional European tour joined by
young and wealthy travellers who search for culture and arts between the 17th and 18th
centuries. The idea of cultural tourism grew out of the 1969 ICOMOS (International
Council on Monuments and Sites) congress in Oxford, which declared “cultural tourism,
by creating the conditions for a new humanism, must be one of the fundamental means, on
a universal level, of insuring man’s equilibrium and the enrichment of his personality”
(Fitch, 2001: 78). It was aimed to generate more money and support to help sustain the
vitality of the host culture and their historic sites by encouraging cultural-based tourism. In
the late 1970s, tourism researchers and tourism marketers found out that some people
travel privately to understand better of a destination's culture or heritage. Thus, cultural
tourism has begun to be considered a separate tourism product category (Tighe, 1986: 5).
Cultural tourism was first considered to be a private, niche event with few numbers of
better educated, wealthier tourists searching for something different than the standard sea,
sun, and sand holiday. At the beginning of the 1980s, it was accepted that cultural tourism
was distinct from other forms of recreational tourism (European Commission, 1998).

The financial power of cultural tourism emerged following the 1990s mass-market
collapse. It is estimated that tourists seeking cultural sites constitute 35 to 70 percent of all
people touring foreign destinations (McKercher and du Cros, 2002: 1). Cultural tourism
has begun to be regarded as a mass-market event with a high profile. Thus, it became
important for destinations to highlight their cultural and heritage assets to tourists to be part
of the cultural tourism market (McKercher and du Cros, 2002: 1). Cultural tourism is
considered special interest type tourism which constitutes the research for experiencing
new and different cultural elements (Reisinger 1994: 24). The active participation of
travellers in the cultural environment with a growing interest in cultural, educational, and
historical travel destinations during the experience-based holidays is one of the key
elements of special interest travel (Ryan and McKenzie, 2003: 60).

Internationally, cultural tourism is becoming a priority for all countries developed
and developing. Cultural tourism is the one of the most profitable of all other kinds of
tourism (Richards, 2001: 14). The countries make effort to use their cultural heritage
resources to appeal to enthusiastic visitors who wish to spend their money to experience
that cultural atmosphere (Richards, 2001: 14).
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Cultural tourism is also important for museums and heritage sites in terms of its
economic benefit. Cultural attractions have a significant place in tourism for both global
world culture and cultural attractions supporting the identities of locals (Richards, 2001: 4).
Cultural tourism can increase product and visitor diversity in destinations, increase more
qualified visitors, and help a development that respects the culture of local people (Oter
and Erdogan, 2005: 128). To successfully manage cultural tourism, it is necessary to know
that cultural tourism is the significant player in the contemporary world stage and to realize
that the state of cultural tourism will involve the participation of politics, economy, culture,
and sociology or all of them (Boniface, 1995: 10).

1.2.1. Classification of Cultural Tourism

Cultural tourism consists of lots of facilities. Tourists participating in this type of
tourism are intended to visit archaeological sites, museums, architectural places, art
galleries, festivals, dance events, theatre performances, religious festivals (Richards, 2001.:
23). In other words, tourists participate in cultural tourism activities to have different
experiences and to know and learn information about such places. Researchers grouped
cultural tourism in different ways. According to Fagence (2003: 57), this diversity causes
the cultural tourism to have subclasses such as heritage tourism, urban tourism and ethnic
tourism. The difference between attraction is that it is considered "high culture™ and the
more common and modern consumption patterns that are classified as "low culture™ tend to
be "low culture”. Accordingly, there are three main groupings- “high, institutionalized
culture; folk, popular culture, and ethnic symbols” as shown in Table 1.1 (Fagence, 2003:
57).

Table 1.1 Classification of Cultural Tourism

Category Examples

literature, science and technology centers

Folk, Popular Culture crafts, traditions, customs.

Ethnic Symbols language, work patterns.

High, Institutionalized Culture Museums, exhibitions, visual arts, historic sites, theater, performing arts,

Film, entertainment, sports, mass media, shopping, events, food, product,

Folkways,vernacular architecture, education, transport, religion, dress,

Source: Fagence, 2003: 57
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Another categorisation was done by Csapo (2012: 210). Cultural tourism can be

categorized as shown in Table 1.2.

Table 1.2 Types of Cultural Tourism

Types of cultural tourism

Tourism products, activities

Heritage tourism

Natural and cultural heritage
Material

built heritage,

architectural sites,

world heritage sites,

national and historical memorials
Non material

literature,

arts,

folklore

Cultural heritagesites
museums, collections,

libraries,

theatres,

event locations,

memories connected to historical
persons

Cultural thematic routes

Wide range of themes and types:
spiritual,

industrial,

artistic,

gastronomic,

architectural,

linguistic,

vernacular,

minority

Cultural city tourism, cultural tours

Classic city tourism, sightseeing
Cultural capitals of Europe
Cities as creative spaces for cultural tourism

Traditions, ethnic tourism

Local cultures traditions
Ethnic diversity

Event and festival tourism

Cultural festivals and events
music festivals and events
fine arts festivals and events

Religious tourism, pilgrimage routes

Visiting religious sites and locations with
religious motivation

Visiting religious sites and locations without
religious motivation

Pilgrimage routes
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e Traditional cultural and artistic
activities
performing arts,
visual arts,
cultural heritage andliterature
e  Culturalindustries
printed works,
multimedia,
the press,
cinema,
audiovisual and phonographic productions,
craft,
design and cultural tourism

Creative culture, creative tourism

Source: Ed. Csapé. J., 2012; 207

1.2.2. Effects of Cultural Tourism on Destinations

Destinations are affected both positively and negatively by cultural tourism. The
most important positive effect of cultural tourism is economic benefit. Economic
development brings along socio-cultural development. Cultural tourism can revitalize
traditional culture and can directly benefit in the increase of revenues. It can be effective in
providing information exchange with tourists in cultural terms (McKercher and du Cros,
2002: 62). Cultural tourism encourages arrangements to enable old structures to live with
their new identities. In a sense, it plays an effective role in the modernization of old
buildings without losing their values (Kousis, 2000: 471).

Cultural tourism also enables easy communication with tourists, by adding value to
tourist experiences. It fits modern tourism consumption patterns and investigates new
products and new experiences that lead to constant satisfaction. Moreover, cultural tourism
contributes to the development of a different tourism product that meets the segmented
demands of the developing tourism market. It creates a different perspective for new
destinations except the sun-sea and sand resources. Another contribution of cultural
tourism on destinations that it enables to solve the seasonal problems of tourism (Dinger
and Ertugral, 2000: 70).

Besides its positive effects, cultural tourism has also negative effects on
destinations. The negative effects of cultural tourism can be listed as below (McKercher
and du Cros, 2002: 60-61):

e Overuse of tourists: This situation may cause local people to change their places, to
overcrowd, to traffic and garbage, to noise and generally to the consumption of

resources such as water and fuel.
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e Tourism dependency: The majority of the community may be dependent on
tourism, compared to other industries. They can lose their traditional activities and
confidence in themselves.

e Tourist behavior: If tourists have no respect for local traditions and ignore visitor
etiquette at an attraction, they can have a negative impact on local culture. In this
way, they can even pollute many areas considered sacred by the places they go.

e Unplanned tourism infrastructures: This includes features that make life easier for
the community. If a planned infrastructure development in the region where
tourism development is not achieved, it causes destruction of environmental values
and leads to tourist dissatisfaction. The visual appeal makes the travel experience of
tourists better.

e Loss of control over cultural property: Communities may sometimes be at risk of
losing their cultural property if they do not protect their eigenvalues by law or do
not enforce their copyright.

e Physical deterioration of assets: This situation can be realized due to reasons such
as the misuse of cultural assets because the value is not understood and the
infrastructure is not planned in advance due to tourism development.

Cultural assets have great importance for touristic areas. However, when these
cultural assets lose their appeal, negative impacts can be observed both regionally and
nationally. Therefore, the local people in the touristic regions must protect the cultural
assets they have (Jamieson, 2000: 10). In other words, culture also includes the concept of
preservation. Reminding people that cultural assets are an expression of their respect for
themselves and their past is one of the activities that will contribute to protection
awareness (Onal, 2003: 27).

1.3. Heritage Tourism

Heritage tourism and cultural tourism are usually utilized in the same sense or
mentioned as cultural heritage tourism with the same meaning. Heritage tourism is
considered a sort of special interest tourism. It is a kind of cultural tourism that mainly
emphasizes the physical characteristics of the destination (Gelbman and Ron, 2009: 127-
128). Heritage tourism, which is the type of cultural tourism, in addition to being among
the oldest travel types, is one of the most common and significant tourism types (Timothy
and Boyd, 2006: 1). Heritage should first be defined to define heritage tourism better.

Heritage is as old as mankind (Harvey, 2001: 325). Heritage is often associated with
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inheritance (Yale, 1991: 21). It means something that is inherited. Nuryanti (1996: 249)
also states that heritage is usually related to the word inheritance, meaning something
passed down from one generation to the next. Besides landscapes, history, buildings,
artifacts; also traditions and the like are passed down from one generation to the next
figuratively (Prentice, 1993: 5). Heritage is also a mark of people's ethnic origins,
nationality, and identity (Lowenthal, 1998: 94). Hewison (1989: 16) defines heritage as
“that which a past generation has preserved and handed on to the present and which a
significant group of population wishes to hand on to the future”. Hall and McArthur (1996:
297) regard heritage as “a network of interrelated elements; the tangible and the intangible,
natural and cultural, personal and collective”. Heritage can also be described “to be closely
involved with people, their self-identity and the places in which they live” (Ashworth and
Howard, 1999: 7).

Macdonald (2006: 11) defines heritage as a “material testimony of identity”, which
is explained mainly as a “discourse and set of practices concerned with the continuity,
persistence and substantiality of collective identity”. In a broad sense, heritage with its
both tangible and intangible elements represent a country's history, culture and place in
which people lived (Swarbrooke, 1994: 223).

The concept of heritage arose in Europe in the 19th century with the modern nation-
state's emergence. Gradually more international conventions and regulations have been
created to conserve cultural heritage. These included the International Charter for The
Conservation and Restoration of Monuments and Sites signed in Venice in 1964 that is
also recognized as The Venice Charter. The most effective and successful of these
conventions has been the World Heritage Convention developed by UNESCO (United
Nations Educational, Scientific and Cultural Organization). This convention was first
accepted in 1972. The first Operational Guidelines for Implementation of the World
Heritage Convention (OGIWHC) were adopted in 1977 and has been revised regularly
since then. The OGIWHC regulate the preservation and restoration of monuments, groups
of buildings, and archaeological sites for all the countries that are signatories to the
Convention Under the authorization of the preservation and conservation of cultural
heritage in European countries. The international convention has also influenced non-
European countries. UNESCO has influenced the way that heritage is managed
internationally through the World Heritage listing system (Su and Hong, 2017: 24).

Heritage is considered both globally and locally as a concept of common heritage

of humanity (Blake, 2000: 63). Tourism is also related to heritage. All touristic activities
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and the heritage encountered can be considered as part of heritage tourism (Urry, 1990:
99). Heritage and culture have been regarded as essential components of tourism. Tourism
has always seen a significant tool for such meetings and interaction, as pilgrimage visits,
visits to sacred sites, cultural interaction visits with other host communities or spiritual
activity.

The roots of heritage tourism can be traced to18th century, when the *Grand Tour’
became popular with England’s aristocracy, who travelled to Europe’s historic sites and
cities. In the 19th century, viewing landscapes became essential components of these
European tours (Zeppel and Hall, 1992: 47). In the late 19th century, heritage tourism
became available to the wider public as Thomas Cook began offering trips to Egypt’s
ancient monuments. Heritage tourism increased significantly in the mid 20th century, with
marked growth in visitation to a broader number of heritage sites which became opened to
the public. In the 21th century, people of every class and from every country started to
wonder every part of the World. Indeed, interest in heritage-related products and
experiences has grown as the basis of tourism. During this period, the World Tourism
Organization reported that 37% of international tourism was culturally motivated and this
demand was expected to increase by 15% per year (Richards, 2001: 8). The increased
participation of people in heritage tourism has been associated with various factors, such as
primarily increased heritage awareness. To express individuality with the awareness of
historical places, more prosperity, increased spare time, and easy accessibility to the arts
and appreciating personal family history can be listed among these factors (Park et al.,
2019: 100).

There is also a growing interest in learning something while on holiday, and
heritage sites provide an opportunity for this to occur. Heritage tourism is rapidly
integrated into the mainstream tourism industry, due to the increase in the number of
heritage sites open to the public as visitor attractions. Heritage tourism is considered as the
activity of tourists in an area where historical artifacts are presented (Garrod and Fyall,
2001: 1050).

Heritage tourism has been defined in various ways. Swarbrooke (1994: 222) defines
it as heritage-based tourism, which heritage is the primary motivation tool for the tourists
and the basis of the tourism product (Swarbrooke, 1994: 222). According to Poria et al.
(2003: 248), heritage tourism is a type of tourism, where heritage characteristics of the
place are the primary motivation to visit a site according to the visitor's bond to their

heritage (Poria et al., 2003: 248). It is based on a demand to experience diverse cultural
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attractions and nostalgia (Zeppel and Hall, 1992: 47). In simplest sense, Peterson (1990:
209) defines it as a visit to sites which enable the visitor think of the past. According to
The World Tourism Organisation, “it is an immersion in the natural history, human
heritage, the arts and philosophy, and the institutions of another region or country”
(Archibald, 1994: 89).

According to Palmer (2005: 10), heritage tourism allows people to recognize and
affirm that they belong to the nation. People feel themselves a part of the country's history
with their visits to heritage sites. Chhabra et al. (2003: 703) state that visitors can
experience both past and present cultures such as performance, food, and handicrafts
through heritage tourism (Chhabra et al., 2003: 703).

Heritage tourism consists of a journey to experience historical and cultural
attractions to learn the history of a society or region in an enjoyable and informative way
(Francaviglia, 2000: 45). The function of the heritage tourism is to attract visitors who
pursue authentic history and culture, as well as providing a place for tourists to relax, have
fun and shopping (Waitt, 2000: 843). Heritage tourism can be considered as travel to the
historic districts, which refers to the travels for gaining experience about places, activities,
and artifacts that express cultural history in an authentic way (Lu et al., 2015: 85).

Cultural heritage sites are of great importance worldwide. The World Heritage
Committee of UNESCO has inscribed 1121 sites around the world as possessing a special
value for mankind (World Heritage, 2019). Cultural heritage sites and tourism are linked
each other. Cultural heritage tourism is a "visit by persons from outside the host
community motivated in part of interest in the historical, artistic, and scientific or lifestyle
offerings of a community, region, group or institutions” (Hausmann, 2007: 174). National
Trust for Historic Preservation (NTHP) describes cultural heritage tourism as “traveling to
experience the places, artifacts and activities that authentically represent the stories and
people of the past and present” (NTHP, 2015). It involves cultural, historical and natural
resources. Heritage tourism encourages people's interest in history or culture by returning
people to their cultural origins. Additionally, culture as a part of tourism can be the force
behind the conservation of a region's historical, cultural, and religious past (McKercher et
al., 2005: 539).

1.4. Cultural Heritage
Cultural heritage is the current use of the past that connects a person over time with

a group of people, how they lived and what they created (Timothy and Boyd, 2006: 2).



17

Cultural heritage is the connection of the human with the past and the present; it represents
our history and identity.

In 1964 in Venice, a group of conservation professionals prepared The Venice
Charter, which is a set of guidelines that has a global framework for the conservation and
restoration of historic buildings. At the Second International Congress of Architects and
Specialists of Historic Buildings, 13 resolutions were accepted. The first one was the
Venice Charter, and the second was the creation of ICOMOS (International Council on
Monuments and Sites) (ICOMQOS, 2002).

According to the Venice Charter, the concept of historical monuments and sites is
accepted as a common heritage, so preserving them with authenticity for future generations
was described as the common responsibility. The Venice Charter encodes international
standards of protection practice in architecture and fields. It represents the principles of
conservation according to the concept of authenticity and the significance of preserving the
historical and physical structure of a site or building. To date the Venice Charter remains
the most effective conservation document internationally. According to the Venice Charter,
monuments will be preserved as historical evidence of the past culture as well as works of
art. The principles of the Charter also consist of conservation related to the restoration of
buildings.’

International organizations such as UNESCO and ICOMOS also adapted these
conservation guidelines. The term "historic monument” was included in the Venice Charter
in 1964. ICOMOS interpreted it as "monument™ and "site" in 1965; and was incorporated
by UNESCO in 1968 as both “cultural property” as both movable and immovable. At the
World Heritage Convention in 1972, differences between UNESCO and ICOMOS was
conciliated. The national and regional content of heritage was expanded to involve
gardens, landscape, and the environment (Ahmad, 2006: 292).

Cultural heritage is accepted as an expression of lifestyles built by society. It
includes traditions, places, practices, objects, artistic expressions, and values which passed
on from generation to generation (ICOMOS, 2002). According to the World Heritage
Convention, cultural heritage involves “a monument, group of buildings or site of

historical, aesthetic, archaeological, scientific, ethnological or anthropological value.”

7https://www.getty.edu/conservation/publ ications_resources/research_resources/charters/charter12.html
(access date: 29.01.2020)
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Increasing attention to heritage is one way through which interest in local cultures is
expressed (UNESCO, 2003).

Although intangible cultural heritage often has tangible objects, artifacts, or places
associated with it, it is also something different from tangible cultural heritage, for
example, “properties that form part of the cultural and natural heritage” listed on the World
Heritage List. The concept of "authenticity" applied to World Heritage properties cannot be
used for intangible cultural heritage, as the intangible heritage is constantly recreated. The
strategies for the conservation of tangible cultural heritage cannot be mechanically
transferred to the effort to protect the Intangible Cultural Heritage, which often requires
quite different approaches and methods. However, as stated in the 2004 Yamato
Declaration, there is the possibility of adopting integrated approaches to preserve the
tangible and intangible heritage of communities in “consistent and mutually beneficial and
empowering” ways.®

Cultural heritage is categorised as tangible and intangible. Both tangible and
intangible cultural heritages of a site are crucial to revive the common memory of residents
and visitors (Moulin, 1993: 140). In the following sub sections detailed information about

tangible and intangible cultural heritage was presented.

1.4.1. Tangible Cultural Heritage

Tangible cultural heritage involves physical cultural assets, such as historical
sites, buildings, cultural landscapes, and cultural objects. These assets are identified and
preserved for their intrinsic value or importance to a society rather than their extrinsic
value as tourist attractions (McKercher and du Cros, 2002: 65).

Tangible cultural heritages are architectural and archaeological structures and are
divided into two as movable tangible cultural heritage and immovable tangible cultural
heritage. Tangible cultural heritages which are immovable are works such as mosques,
tombs, theaters, castles, and sites. Movable tangible cultural heritages involve elements
such as old glass, metal items, earthenware, sculpture, painting, and ceramic (Ahunbay,
2007: 22)

According to the Convention regarding the Protection of the World Cultural and
Natural Heritage accepted at the UNESCO general conference held in Paris in 1972, the
assets that are qualified as tangible cultural heritage are briefly as follows (Dinger and
Ertugral, 2000: 70):

8 https://ich.unesco.org/en/tangible-and-intangible-heritage-00097 (access date: 15.01.2020)
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e Monuments: architectural works, monumental sculptures and paintings,
archaeological structures, inscriptions, cave paintings.

e Building groups: separate buildings with architectural features and historical,
artistic, scientific universal value or combined buildings

e Sites: Artifacts created by man or nature, archaeological areas.

1.4.2. Intangible Cultural Heritage

Intangible cultural heritage involves folklore, which is the sum of a community's
tradition-based creations, expressed by individuals, and reflects their expectations to the
extent that it reflects the cultural and social identity of a community. This includes
language, literature, music, dance, games, mythology, rituals, customs, handicrafts,
architecture, and arts (McKercher and du Cros, 2002: 83).

The Convention on the Protection of Intangible Cultural Heritage was adopted by
UNESCO at its 32nd General Conference held in Paris in 2003. Turkey has been included
in this process regarding assent by the Law on the Protection of Intangible Cultural
Heritage Convention and has been officially signatory on the March 27, 2006.

UNESCO defines intangible cultural heritage as the practices, representations,
narratives, information, skills and related tools, and cultural spaces that communities,
groups, and individuals as part of their cultural heritage. This heritage, passed from
generation to generation, is continually recreated by the interactions of communities and
groups with their environment, nature, and history, giving them a sense of identity and
continuity. Thus, it contributes to cultural diversity and respect for human creativity.

Intangible cultural heritage can be listed in the following areas:®

a) Oral traditions and narratives (epics, legends, folk tales, proverbs, fairy tales,
jokes, etc.) with the language acting as a carrier for the transfer of intangible cultural
heritage.

b) Performing arts (Karagtz, meddah, puppet, folk theater, etc.),

c) Social practices, rituals and feasts (engagement, weddings, births, celebrations,
etc.),

d) Information and practices related to nature and the universe (traditional food,

folk medicine, public calendar, public meteorology, etc.),

9https://aregem.ktb.gov.tr/TR-50837/som ut-olmayan-kulturel-mirasin-korunmasi-sozlesmesi-hak-.html
(access date: 29.01.2020)
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e) Handicrafts tradition (weaving, evil eye bead, filigree, coppersmith, folk

architecture)

1.5. Turkey in Unesco World Heritage List

UNESCO's as part of the 17th General Conference held in Paris between 17
October - 21 November, the "Convention for the Protection of the World Cultural and
Natural Heritage" was adopted on 16 November 1972. That convention aimed to introduce
cultural and natural assets with universal values, which are accepted as the common
heritage of all humanity, to create the awareness that will protect this universal heritage in
society and to survive cultural and natural values that have been destroyed. This
Agreement was approved in the Official Gazette dated 14.02.1983 and numbered 17959,
by the decision of the Council of Ministers dated 23.05.1982 for Turkey.

Natural formations, monuments and sites that are of international significance and
therefore worthy of admiration and protection are recognized as “World Heritage” status.
Candidate assets acquire this status in line with the decision of the World Heritage
Committee after a series of proceedings that started with the application of UNESCO
member states that accepted the contract and completed by the International Monuments
and Sites Council (ICOMOS) and the International Union for Conversation of Nature
(IUCN).

As of 2019, there are 1121 cultural and natural assets registered in the UNESCO
World Heritage List, of which 869 are cultural, 213 natural and 39 mixed (cultural /
natural) assets. This number increases with the World Heritage Committee meetings held
every year.°

As a result of the works carried out by Turkey under the responsibility of the
General Directorate of Cultural Heritage and Museums, 18 assets have been provided to
the UNESCO World Heritage List so far. In the Tentative List of World Heritage Turkey
has 78 assets which are shown as the candidates to take part in the World Heritage List. In
the ranking of countries according to the World Heritage List, Turkey ranks 16th which is

shown in Table 1.3.

10 World Heritage Center, http://whc.unesco.org/en/list (access date: 15.01.2020)


http://whc.unesco.org/en/list

Table 1.3 Number of World Heritage of Countries

1.1taly 55
2.China 55
3.Spain 48
4.Germany 46
5.France 45
6.India 38
7.Mexico 35
8.United Kingdom of Great Britain and Northern Ireland 32
9.Russian Federation 29
10.United States of America 24
11.Iran (Islamic Republic of) 24
12 Japan 23
13.Brazil 22
14.Canada 20
15.Australia 20
16.Turkey 18
17.Greece 18
18.Portugal 17
19.Poland 16
20.Sweden 15

Source: https://whc.unesco.org/en/list/stat#d1: 22.02.2020
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18 assets of Turkey which have been provided to the UNESCO World Heritage List

so far are as follows:!?

1. Great Mosque and Hospital of Divrigi (1985)

Historic Areas of Istanbul (1985)
Hattusha: the Hittite Capital (1986)
Nemrut Dag (1987)
Xanthos-Letoon (1988)

City of Safranbolu (1994)
Archaeological Site of Troy (1998)

© 0o N o g Bk~ wDn

Neolithic Site of Catalhdyiik (2012)

10. Bursa and Cumalikizik: the Birth of the Ottoman Empire (2014)
11.Pergamon and its Multi-Layered Cultural Landscape (2014)

1 https://whc.unesco.org/en/statesparties/tr (access date: 15.01.2020)

Selimiye Mosque and its Social Complex (2011)


https://whc.unesco.org/en/list/358
https://whc.unesco.org/en/list/356
https://whc.unesco.org/en/list/377
https://whc.unesco.org/en/list/448
https://whc.unesco.org/en/list/484
https://whc.unesco.org/en/list/614
https://whc.unesco.org/en/list/849
https://whc.unesco.org/en/list/1366
https://whc.unesco.org/en/list/1405
https://whc.unesco.org/en/list/1452
https://whc.unesco.org/en/list/1457
https://whc.unesco.org/en/statesparties/tr
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12. Diyarbakir Fortress and Hevsel Gardens Cultural Landscape (2015)
13. Ephesus (2015)
14. Archaeological Site of Ani (2016)
15. Aphrodisias (2017)
16. Gobekli Tepe (2018)
Mixed (Cultural and Natural) Assets:

1. Goreme National Park and the Rock Sites of Cappadocia (1985)
2. Hierapolis-Pamukkale (1988)

There are also 78 assets of Turkey in the Tentative List of World Heritage which have
been candidates to take part in the World Heritage List.'? Perge Ancient City, which
constitutes the field of study of this thesis, have been in a tentative heritage list since 2009

as candidate to take part in the World Heritage List.

1.6. Cultural Tourist

A cultural tourist travels for cultural purposes. Their main reason for travel is to
visit cultural attractions, which is very significant for them (Richards, 1996: 35).
Silberberg (1995: 365) defined cultural tourists as more attractive tourists. Accordingly,
cultural tourists are older and more highly educated than other tourists. The cultural tourist
market includes more women than men. Also, cultural tourists prefer to stay in a touristic
place for a long time, traveling more often than other tourists and frequent travellers. They
have higher income than usual tourists and spend more money on holiday. They also shop
more than other tourists (Silberberg, 1995: 365). The attitudes and behaviors of cultural
tourists during their travels are more distinctive than other tourists (McKercher and du
Cros, 2002: 136).

Smith (2003: 32) states that with more and more tourist attractions are accepted as
cultural attractions, it becomes difficult to discriminate between a cultural tourist and other
tourists. Although culture is not the main reason for the visit, some tourists participate in
cultural activities and enjoy them while in a specific destination (Smith, 2003: 32).
McKercher (2002: 30) defines a cultural tourist as a person who visits a cultural or heritage
attraction, a museum, art gallery, historic site, a festival, and participates in a cultural or
heritage tour, or some other activity at vacation, whatever the main reason they travel
(McKercher, 2002: 30).

12 https://whc.unesco.org/en/statesparties/tr (access date: 15.01.2020)


https://whc.unesco.org/en/list/1488
https://whc.unesco.org/en/list/1018
https://whc.unesco.org/en/list/1518
https://whc.unesco.org/en/list/1519
https://whc.unesco.org/en/list/1572
https://whc.unesco.org/en/list/357
https://whc.unesco.org/en/list/485
https://whc.unesco.org/en/statesparties/tr
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The researchers have grouped cultural tourists using different criteria. For example,
Stebbins (1996: 949) in general classifies cultural tourists into two main groups as
specialized and general (Stebbins, 1996: 949). Figure 1.4 presents these two main groups.

Cultural Tourist

The ‘general’ cultural tourist The ‘specialized’ cultural tourist
Figure 1.4 Cultural Tourist

Source: Stebbins, 1996: 949

The general cultural tourists visit different geographic sites as a hobby. By
increasing their knowledge about different cultures, they can become specialized cultural
tourists by the time. On the other hand, the specialized cultural tourists visit a region to
gain a cultural understanding. The categorisation of Stebbins for different cultural tourist is
completely general, and it is not specifically related to cultural tourism. Another
classification belongs to Hausmann. Hausmann (2007: 175) categorizes cultural tourists
into four types concerning a different kind of motivation and interest in their visit to a
place (Hausmann, 2007: 175). Figure 1.5 shows types of cultural tourists.

The first group who are named as ‘highly motivated' especially travel to a
destination for their cultural landscapes, museums, churches, or festivals. This group view
culture with all aspects as the primary purpose of visiting a destination. The second group
who are motivated by culture only ‘in part’ travel to a place both for its cultural attractions
and to visit friends, or for city opportunities. The third group encompasses tourists that
culture is an ‘adjunct’ for their main travel motivation. For these people, the primary
motivation for visiting a particular destination is business. However, they also visit
heritage sites, museums, or other cultural places. Therefore, the main reason for their travel
is not culture related, and it includes diverse reasons. The visitors who are called
‘accidental cultural tourists' include people who have not planned to visit a heritage site or
any other cultural attraction, but travel to a destination. They may visit cultural sites as

their other plans cancelled, and this situation is called accidental. Lastly, there are tourists
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who do not visit a heritage site or museum under any circumstances. According to
Hausmann (2007: 176), heritage sites should not consider these culturally unrelated tourists
and focus on the four categories of cultural tourists for their marketing activities
(Hausmann, 2007: 176).

Types of Cultural Tourists

‘Highly People People with ‘Accidental’
motivated’ ‘motivated in other primary visitors
people part’ interests

Main purpose

Main purpose

Main purpose

Main purpose

of travel of travel of travel of travel
Culture Culture and — Other motives Non-culture
other and culture as an related

‘adjunct’

Figure 1.5 Types of Cultural Tourists

Source: Hausmann, 2007: 175

McKercher and du Cros (2002: 144) categorize cultural tourists into five different
groups in their travel with a more detailed typology for cultural tourism according to
experience and also the significance of culture as a motivator (Figure 1.6). The first group
consists of purposeful cultural tourists, where culture is the main reason for their visit, and
they have a deep cultural experience at the place. Sightseeing cultural tourists have a high
centrality but a less deep and more shallow experience. It means that culture is not an
important reason for their visit, but they visit a place for heritage or culture. Thirdly, casual
cultural tourists have a modest centrality. Their visit has a limited cultural reason, and they
have a shallow manner. Incidental cultural tourists who have shallow experiences attend in

cultural activities, but cultural tourism is no reason for their travel. They also have a casual
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manner. Finally, the serendipitous cultural tourists' primary motivation for travel is not
cultural tourism. But although they do not travel for cultural purposes, after visiting
cultural attractions, they gain deep experience (McKercher and du Cros, 2002: 144). There
is a similarity between Hausmann and McKercher's classifications because motivation and
experience are considered to identify cultural tourists in both approaches.

The first three types of cultural tourists of McKercher’s categorizations; the
purposeful, the sightseeing and the serendipitous are arguably considered as the primary
cultural tourists because of their experience and main motivator of choosing a destination
is for the cultural assets. When compared to the categorization provided by Stebbins (1996:
949), these three types of cultural tourist can be considered as specialized tourists. The
other two types including casual and incidental belong the category of general cultural

tourists. This classification of cultural tourists is shown in Figure 1.6.

Deep
A Serendipitous Cultural Tourist Purposeful
Cultural Tourist
Experience
sought
Incidental Casual Cultural Sightseeing
Cultural Tourist Tourist Cultural Tourist
v
Shallow
Low <« —»> High

Importance of cultural tourism in the decision to visit a destination

Figure 1.6 Classification of Cultural Tourists

Source: McKercher and du Cros, 2002 : 140

In summary, even those who travel for natural attractions such as the sea, sun, sand,
mountain spend some of their time to learn the culture of the region they visit. An increase
in the level of education also enables an increase in the number of people traveling for
cultural purposes (Oter and Ozdogan, 2005: 128). In a study covering European Union
countries, more than half of tourists traveling for cultural purposes have higher education

(EU average 21%). They generally belong to high income professions. Moreover, highly
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educated tourists visit cultural attractions twice as much as other tourists. These research
results show that cultural tourism concerns a highly qualified and high-spending market.
Turkey's tourism product diversification policies need to focus on cultural tourism. It
should be known more about tourists traveling for cultural purposes to develop cultural
tourism (Oter and Ozdogan, 2005: 129). Compared to the past, the most important element
in the heritage experience for cultural tourists today is to offer them a fixed interpretation,
a history story on their journey of historical curiosity (Boniface, 1993: 1).

1.7. Literature in Cultural Heritage Tourism

Cultural heritage tourism has become a popular research area among academicians
with a growing interest in this type of tourism all around the World. Thus, many academic
studies have been conducted on cultural heritage tourism, which has great importance in
the tourism sector.

Evaluating tourist experience has long been one of the popular research areas in
cultural heritage tourism among researchers. Chen and Chen (2010: 29) investigated the
visitor experience in heritage tourism in four major heritage sites in Taiwan. For this
purpose, the relationship between these experiences' quality, perceived value, satisfaction,
and behavioral intention was tested. They applied the concept of experience quality to
heritage tourism. According to the findings of the study, they noted that the tourism sector
and heritage tourism are powerfully related to the experience consumption of tourists
(Chen and Chen, 2010: 29-35). Ung and Vong (2010) also aimed to assess tourist
experience in heritage tourism in Macau, which is on the Unesco World Heritage List in
China. Macau heritage was examined from the perspective of tourists. Their study
indicated four major factors, including history and culture, facilities and service at heritage
sites, heritage interpretation, and attractiveness, influenced tourists' experience and
satisfaction (Ung and Vong, 2010: 157-168). Kempiak et al. (2017) aimed to explore
tourist experience at heritage sites in North Ireland. According to their findings, recreation
is the primary motivation for heritage visitors. They decide their visitation through advice
from their friends and family. Furthermore, the main factors affecting pre, during, and
post-visit experience at heritage attractions were examined in the research. They evaluated
the characteristics of the heritage visitor with a holistic perspective of the visitation
experience. Moreover, they aimed to determine the factors affecting the satisfaction of the
visit and the revisit intention by exploring the motivational and decision-making factors
that influence the choice of a visit (Kempiak et al., 2017: 375-392).
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Authenticity of tourist experience has been another important research area in
cultural heritage tourism. In this sense, Mc Intosh and Prentice (1999) conducted a survey
among tourists who visited three major British theme parks. In their surveys, they
identified how individual visitors verify cultural authenticity by encoding an experience
with their own personal meanings (Mclintosh and Prentice, 1999: 539). Chhabra, Healy and
Sills (2003) studied staged authenticity in heritage tourism. They aimed to understand the
role of perceived authenticity to determine tourist satisfaction. As a result of their research,
they suggest that all heritage tourism events should recognize the importance of
authenticity to gain economic benefit (Chhabra et al., 2003: 702-719). Ramkissoon and
Uysal (2010) also investigated how authenticity effects tourists’ intentions in cultural
heritage sites in their study. They aimed to understand the various interpretations in
cultural heritage tourism consumption. They conducted their survey in 10 selected cultural
and natural heritage sites on the Mauritius island. Their findings indicated that authenticity
is fundamental for cultural heritage tourism. Tourists search for cultural authentic
experience. Authenticity plays a significant role to determine tourists’ cultural intentions
(Ramkissoon and Uysal, 2010: 571-583). Lu, Chi and Lui (2015) analysed the effect of
perceived authenticity, tourists' involvement, and destination image on tourists' experience
at a Litchi Bay which is a historic area in China. They emphasized the significance of these
dimensions in identifying tourist satisfaction in the scope of heritage tourism in historical
districts (Lu et al., 2015: 93). Nguyen and Cheung (2016) also studied authenticity in
heritage tourism. They focused on tourists’ perceptions of authenticity and how they assess
authentic tourist experiences in Hong Kong. Their findings showed that authentic
experiences contribute to develop heritage tourism (Nguyen and Cheung, 2016: 157-168).
The authenticity of tourism destinations and experiences is accepted as a significant factor
in heritage tourism. Many tourists seek authentic experience at heritage sites. Park, Choi
and Lee (2019) examined three dimensions of authenticity (objective, constructive,
existential) on tourist satisfaction in South Korea in a village Hahoe which have been in a
World Cultural Heritage List in their research. According to their research, to experience
constructive and existential authenticity affects satisfaction. Tourist satisfaction is a
significant factor for revisit intention (Park et al., 2019: 99-109).

Besides tourist experience and authenticity, many different researches in cultural
heritage tourism was conducted by academicians. Silberberg (1995) focused on museums
and heritage sites in urban areas and considered the opportunities for the continuous

development of cultural tourism in his research. He underlined that cultural tourism
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provides an important economic benefit for museums and heritage sites (Silberberg, 1995:
361-365).

Nuryanti (1996) examined the role of heritage at the heart of cultural tourism in
postmodern tourism. He evaluated four issues related to heritage and tourism in this
research. He identified heritage tourism as a sort of special interest tourism. Heritage
tourism can be described by two phenomena as the unique and the universal. Moreover,
great care must be taken in planning, developing, managing, and marketing heritage
tourism. Different strategies may be required in the implementation of heritage tourism in
developing and developed countries (Nuryanti, 1996: 249-260).

Richards (1996) focused on the demand for the production and consumption of
heritage tourism in Europe in his study. The data in the research were obtained from the
European Cultural Tourism Project established by ATLAS. The data consisted of a survey
of cultural visitor characteristics, numbers (demand), and cultural attractions (supply) as
two major elements. The survey was conducted through a questionnaire in the summer of
1992 as a peak season at 26 cultural attractions in nine European Union (EU) member
states including France, Germany, Greece, Ireland, Italy, The Netherlands, Portugal, Spain,
United Kingdom. By analyzing of heritage tourism market demand in Europe, this study
contributed to the development of heritage tourism in Europe (Richards, 1996: 261-283).

Poria, Butler and and Airey (2003) investigated relationships among four groups of
variables (personal characteristics, site attributes, awareness, perceptions) and behavior
(before, during, and after) at heritage sites. According to the result of the study, the
perception of a place as part of personal heritage is concerned with the visitation patterns.
They claimed that those who perceive a site as a part of their personal heritage are the basis
of the phenomenon of heritage tourism, and they are differed from others by their behavior
(Poria et al., 2003: 238-254).

Oter and Ozdogan (2005) conducted a study to determine the destination image
perceived by tourists traveling for cultural purposes in the Selguk-Efes region. The data of
the research was collected via questionnaires among visitors of Selcuk Archaeological
Museum. According to the results, it was determined that the visitors visiting the region for
cultural purposes had a career in their profession and represented all age groups in the
middle-high income group. In addition, it was determined that the participants perceived
the region as an important region in terms of history, architecture, museum and cultural
attractions, hospitality, cultural and linguistic diversity features, active environment and
local cuisine (Oter and Ozdogan, 2005: 127-138).
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Huh, Uysal and McCleary (2006) assessed the tourist satisfaction with cultural
heritage destination in Virginia Historical Triangle in their study. According the findings
of their survey, there is a remarkable relationship between destination attributes and overall
satisfaction with cultural heritage sites (Huh et al., 2006: 81).

Nyaupane, White and Budruk (2006) analysed cultural tourists’ motivation in
cultural heritage sites in Arizona to develop management and marketing strategies for
cultural heritage tourism. They emphasized the importance of culture and heritage for
tourists’ motivations, behaviours and experiences. They reported how market segmentation
contribute toward management, planning and marketing of cultural heritage sites
(Nyaupane et al., 2006: 81-99).

Park (2010) focused on evaluating the conceptual and symbolic interrelationships
between heritage tourism and national identity in a research conducted in Changdeok
Palace, South Korea. The results showed the main conceptualizations of national identity
and national belonging during heritage tourism experience are indicator of cultural
primordialism (Park, 2010: 116-135).

All of this research in the field of cultural heritage tourism contribute to
understanding the demands of tourists. Thus, the results of these researches guide the

destinations that target to market their cultural heritage assets.
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CHAPTER TWO

TOURIST EXPERIENCE AND AUTHENTICITY

2.1. Experience

The word ‘‘experience’’ indicates two different situations: the lived experience of
the moment and the evaluated experience that is subject to reflection and projected
meaning (Highmore, 2002: 67). Experiences have emerged to create new value. Each
experience arises from the interaction between the event staged and individual's previous
mood and existence (Pine and Gilmore, 2011: 17).

Turkish Language Association defines experience as all the information that
someone has acquired in a certain time or throughout life.®* According to Oxford
Dictionary, experience is defined as “the knowledge and skill that you have gained through
doing something for a period of time; the process of gaining this”.4

Experiences are accepted as special events that arise due to some of the incentives
provided by pre- and post-purchase marketing efforts. Experiences include all living
things. They usually result from real observations or participation in reality, dreamy or
virtual events (Schmitt, 1999: 83). Experience is the result of attending a series of events
with a social context (Smith, 2003: 233). According to Schanzel and Mclntosh (2000: 37)
“Experiences” can be defined as “mental, spiritual and physiological outcomes” arising
from on-site recreational participation. Participation in an experience includes progress
over time, foresight, emotional engagement, the uniqueness that strives it from the
mundane, and achieves a kind of completion (Dewey, 1963: 26). Moreover, experiences
arise as a result of living and encountering things. Cognitive, sensory, emotional,
behavioral, and relational values which take the place of functional values are provided by
the experience (Schmitt, 1999: 57).

The long-sought consumption experience should be seen as an emerging trait
resulting from the interrelationships between individuals, thought, the environment,
emotion, activity, and value (Hirschman and Holbrook, 1986: 23). The emotions customers
gain from interacting with a firm's goods, services, and atmospheric stimuli create the

experience (Haeckel et al., 2003: 18). Experiences are inherently personal. They arise in

13 https://sozluk.gov.tr/ (access date: 04.05.2020)
 https://www. oxfordlearnersdictionaries.com/definition/english/experience_1?q=experience (access date:
04.05.2020)
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any individual who is emotionally, physically, intellectually or even spiritually engaged.
No person can have the same experience period. Moreover, experiences can be seen as a
situation that engages individuals personally (Pine and Gilmore, 1999: 12). Experience
occurs within a person. The outcome of the experience depends on how the individual and
mind in a particular situation show a reaction to the interrelations with the staged
(Mossberg, 2007: 60).

According to Carbone and Haeckel (1994: 12), experience is the total and
cumulative perception of customer built during the learning, acquisition, use, maintenance,
and disposal of a product or service (Carbone and Haeckel, 1994: 12). To better clarify
experience, Ritchie and Hudson (2009: 116) state that experiences have three

characteristics:

e Experiences stem from cultural and social backgrounds of people. These different
backgrounds guide to different interpretations of a tourism product. Thus, an
available product cannot attract and thrill all customers.

e Experiences are versatile. They stem from the physical environment, activities, the
social meaning arising from the activities. Even if people do the same thing in the
same place, they gain different experiences.

e Experiences are existential. As they are felt personally and experienced only by

humans, experiences are embodied in humans (Ritchie and Hudson, 2009: 116).

2.2. The Experience Economy

The experience economy concept has become increasingly popular recently, and
has been used in various discourses, especially in consulting and popular media. The term
experience economy was proposed by researchers Pine and Gilmore in 1999. The concept
has also become fashionable among researchers (Hjorth and Kostra, 2007: 19). The
experience economy in the 1990s was a concept that was rapidly supported by both
business theorists and politicians and sociologists. Therefore, versions of the concept of an
experience economy, such as creative industries, were also created by governments to
explore new areas of national growth. Moreover, creativity, in general, has become a
keyword for future productivity (Hjorth and Kostra, 2007: 28).

The experience economy has been the main driver of modern economic dynamics.
Thus, emphasis on producing experience based on the ideas of the experience economy has

dominated the literature. Experience is of high value to consumers, and the demand for it is
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rising. The product of experience has become very profitable as consumers pay a high
price for experiences (Sundbo and Darmer, 2008: 2-3).

Pine and Gilmore (1999: 2) states that experience is widely an unknown economic
offering. Although experiences are always available, consumers and businesses have
brought them to the service sector with activities such as dry cleaning and auto repair.
When people buy a service, they also buy a series of intangible activities. But when they
buy experience, they spend time having the pleasure of memorable events to keep them
personally engaged (Pine and Gilmore, 1999: 2). Goods are accepted as tangible events,
and services are as intangible events. But experiences are memorable events (Pine and
Gilmore, 1999: 11). People may absorb an experience with different sort of dimension.
These dimensions can be defined as the four "realms" of experience, including
entertainment, education, escape, and estheticism, as shown in Figure 2.1 (Pine and
Gilmore, 1999: 31).

These four dimensions differ between the two axes, namely the degree of customer
involvement and the customer’s environmental connection. The first dimension which is
named as the entertainment developes when the customer observes the passive absorption.
The second dimension is the esthetic that the customer participates and immerse passively
in the experience. A beautiful arrangement of historical ruins in a museum or the
breathtaking view of a place can be shown as examples of the esthetic dimension. The third
dimension is education, in which the participant actively participates but expresses an
absorbing experience such as snorkeling, scuba diving, or skiing. The fourth and final
dimension is the escape that occurs when the participant affects real performances in the
real or virtual environment. As a result, entertainment experience affects emotion,
education experience learning, esthetic experience existence, and escape experience affects
the emotions and satisfaction levels of the customers (Ali et al., 2014: 276). In the

following subsections, four dimensions of experience were presented.
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Absorb
Entertainment Educational
Passive Active
| I
Esthetic Escapist

Figure 2.1 Experience Realms

Source: Pine and Gilmore, 1999: 31

2.2.1. Entertainment

Experiences like entertainment arise when people passively absorb experiences
with senses, often when they watch a performance, listen to music or read for pleasure. But
while many experiences entertain, not all of them entertain people. Entertainment defined
by the Oxford English Dictionary, “the act of pleasantly occupying a person's attention,
amusement’’. Entertainment provides one of the oldest type of experience. It is also one of
the most advanced and most common and familiar of experience today (Pine and Gilmore,
2011: 47).

2.2.2. Educational

Educational experiences occur when the people absorb the events unfolding before
them as with entertainment experience. But unlike entertainment, people participate
actively in the education experience. Educational events should effectively engage the

mind or the body to inform people better and raise their knowledge or skills (Pine and
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Gilmore, 2011: 47-48). A person actively participates in events and absorbs the events with

the educational experience (Pine and Gilmore, 1999: 32).

2.2.3. Escape

The third kind of memorable encounters escape experiences includes a much more
immersion than entertainment or educational experiences. Escape experiences are the
opposite of entertainment. Guests of escapist experiences are completely immersed in them
as active participants. Examples of essentially escaping environments are often artificial
parks - walking in theme parks, gambling in casinos, playing computer-based games,
chatting online, or even joining a paintball game in the local forest - and more natural ones
(Pine and Gilmore, 2011: 49-50). Guests participating in escape experiences travel to a
specific place or join an activity worth of their time. In other words, the guest of the escape
experience is actively involved in an immersive environment (Pine and Gilmore, 1999:
33).

2.2.4. Esthetic

The fourth experiential realm is esthetics. In these types of experiences, individuals
are involved an event or setting with little or no impact on the environment. Esthetic
experiences involve standing at the edge of the Grand Canyon, having a work of art in a
museum or gallery, and sitting in Caffé Florian in Venice, Old World (Pine and Gilmore,
2011: 53). Esthetics experiences are registered and represented. Therefore, esthetic is
related to experience and the form this experience takes when communicated (Highmore,
2002: 19). In esthetic experiences, individuals involve themselves but remain passive (Pine
and Gilmore, 1999: 35).

2.3. Customer Experience

Pine and Gilmore (1999: 11) emphasize the significance of the customer in creating
experience, as they state that “experiences occur whenever a company intentionally uses
services as the stage and goods as props to engage the individual” (Pine and Gilmore,
1999: 11). It means that an experience arises when companies purposely build to engage
customers. The customer's involvement means that although their experience is the same,
customers rarely have the same experience. The reason behind this is that the customer's
experience arises from the personal interaction of the customer's experience with it and that

all customers interact differently based on their background, senses, comments, and
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associations. Thus, experiences enforce the senses and mind when interacting with the
customer (Sundbo and Darmer, 2008: 6).

The customer experience structure is inherently holistic which involves the
customer's cognitive, affective, emotional, social, and physical reaction to the retailer
(Verhoef et al., 2009: 32). According to Shaw and lIvens (2002: 6) a customer experience
has two elements which are the emotional and the physical. The mix of the feelings elicited
against customer expectations and a company's physical performance create the customer
experience (Shaw and lvens, 2002: 6).

Experience arises as a result of encountering or living with things. Experience
includes acting, sensing, and turning them into something emotionally and intellectually
meaningful (Dirsehan, 2010: 1295). According to Shaw and lvens (2002: 9) seven
philosophies can be presented to build enormous customer experiences:

1. It provides a long-term source of competitive advantage.

2. It is created by continually transcending the physical and sensual expectations
of customers.
It is distinguished by focusing on stimulating planned emotions.

4. Inspirational leadership has been achieved through empowering culture and

satisfied people.

5. Itis designed as ‘outside to inside' instead of 'inside to outside'.

6. Revenue generation and costs can be significantly reduced.

7. It ensures the shaping of the brand.

Schmitt (1999: 86) the founder of experience marketing, introduced the concept of
strategic experiential modules (SEMs) which divides customer experience into five
dimensions as sensory experience (sense), emotional experience (feel), thinking experience
(think), operational experience (act), and related experiences (relate). The first two
categories explain how customer experience is based on emotions and senses. Thinking
experience is related to the cognitive, and creative understanding of an event. Operational
experience results from the participation in activities with other persons or the physical
activity of customers. Lastly, related experiences stem from relevant cultural elements and
belonging to a particular social group (Wang et al., 2012: 1765). In the following sub-

headlines these dimensions are explained.
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2.3.1. Sense

Sense addresses the senses to create sensory experiences with marketing, sound,
sight, touch, taste, and smell. Companies and products can be differentiated by sense
marketing. It can also be used to grow the value of products and to provide motivation to
customers. Sense marketing necessitates to understand the way to achieve the effect of
sensory (Schmitt, 1999: 87).

2.3.2. Feel

Feel marketing refers to the inner emotions and feelings of customers to create
emotional experiences ranging from a positive light mood associated with a brand to
powerful feelings of pride and joy. The most of the impact occurs during consumption. For
this reason, standard emotional advertising is generally not suitable as they do not target
emotions during consumption. Feel includes the consumer's desire to take perspective and
empathize through marketing efforts, as well as which stimuli can trigger certain emotions
(Schmitt, 1999: 89).

2.3.3. Think

Think marketing refers to the mind to create problem-solving and cognitive
experiences that creatively engage customers. Think dimension addresses to interacting
with the different opinions of customers through surprise. Campaigns of think are
commonly used for new technological products. However, think marketing to high-
technological products. Marketing of think dimension has also been used in

communication, retailing, product design, and other industries (Schmitt, 1999: 90).

2.3.4. Act

The aim of act marketing is to influence physical experiences, interactions and
lifestyles. Act marketing enriches the life of customers by improving their physical
experience by representing them alternative lifestyles, interactions, and alternative ways.
Rational approaches to behavior change are just one of many behavior change options.
Lifestyles changes are brought out by role models and usually more motivating, inspiring,
and spontaneous (Schmitt, 1999: 91).

2.3.5. Relate
Relate marketing includes the features of sense, feel, think, and act marketing.

Therefore, relate marketing goes beyond the individuals personal feelings, thus
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contributing to “individual experiences” and associating the individual with the ideal self,

other people, and cultures (Schmitt, 1999: 91).

2.4. Tourism Experience

The tourist experience is accepted as a complex psychological process. Thus, the
definition of experience encompasses various aspects. The difficulty in conceptualizing
tourism experiences is because of the subjectivity of the individual's response to a specific
situation. The tourism experience can be defined as the subjective mental state felt by the
participants (Otto and Ritchie, 1996: 166). Experiences stem from visitors’ individual
interpretation of their social, personal, and cultural background (Ooi, 2005: 3). Tourism
experience can be described as a result of a set of emotional, spiritual, intellectual, and
physical impressions that subjectively perceived by tourists starting from the planning of
their trip, and until they are back home (Prebensen, 2018: 88). According to Stamboulis
and Skayannis (2003: 41), when tourists interact with destinations, experience arises.
According to this point of view, destinations can be seen as ‘theaters’ at which experience
occur, and tourists are ‘actors’ who play their role (Stamboulis and Skayannis, 2003: 41).

Tours, museums and company visitor centers offer a branch of tourism known by
diverse names as industrial tourism, attractions, and heritage tourism. The common
purpose in each segment is to make up a bond between a consumer and brand as the
consumer gain information about the brand, its operation, production process, history, and
historical significance during tourism experience (Mitchell and Orwig, 2002: 31). Tourism
is a complex process that includes lots of tangible and intangible elements. Tourists
complete the process through the consumption of diverse goods, and thus, they gain
experience (Wang and et al., 2016: 685).

Tourism is the most significant experience economy offering. The concept of
experience economy offers dimensions to interpret the tourist experience. Tourists,
especially cultural tourists play an important role in the development of the experience
economy (Richards, 2001: 56). People travel for pleasure. They try to discover and
experience new places, return to the familiar and known destination. Some tourists are
motivated to learn about other people and cultures, while others travel to gain insights into
the self. Each year, a large number of people travel to experience the movement and
excitement of being away. Tourism has become an important social, cultural and economic
phenomenon in recent years and has expanded in terms of both its scope and importance

(Wearing et al., 2009: 1). Traveling for pleasure beyond the usual environment shows a
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person that there is some experience available “out there", which makes travel worthwhile
(Cohen, 1979: 182).

According to Urry (2002: 8), there is no single tourist type but a diverse of tourist
modes of a tourist experience (Urry, 2002: 8). Tourist experiences take people away from
their daily lives, thereby attracting their attention. Tourists wish to have new and
interesting experiences during their travel (Zatori et al., 2018: 112). Andersson (2007: 46)
views tourist experience as the point when tourism production meet tourism consumption.
Tourist experiences take shape in the mind of tourists. Therefore, companies should offer
products for experiences that satisfy the needs of the tourist at a specific time (Andersson,
2007: 46).

Volo (2010: 301) defines the tourist experience as a series of events such as
sensation, perception, interpretation, and learning, in which a person experiences outside
the usual environment (Volo, 2010: 301). Moscardo (2009: 101) claims that tourist
experience is a continuous process of a series of activities that occur at a destination, which
often have an interrelationship with tourism-based organizations and staff, and is guided by
some kind of expectations (Moscardo, 2009: 101).

When tourists decide to spend money, time and effort to participate in engaging
activities, they do so to create a pleasant moment regardless of their main goals,
motivations, interests, involvement, experiences, and skills. Tourists then seek authentic
experiences, learn physically and psychologically from various types of activities and take
part in such events. Experiences usually meet the high-level needs of tourists such as
novelty, learning, excitement, enjoyment, prestige, and socialization. Thus, they contribute
to a sense of well-being (Prebensen, 2018: 2).

Experience research in tourism had begun when Clawson (1963) searched about
recreational experiences in the early 1960s, and Boorstin (1964) interpreted authenticity
about tourist experiences. In the 1970s, many authors agreed that tourism companies
should provide experience (MacCannell, 1976; Dann, 1977; Cohen, 1979). An economic
analysis of the growth of US entertainment and tourism attractions, such as theme parks,
concerts, and sports events were provided by Pine and Gilmore (1999). Accordingly, they
thought that all such businesses offer valuable experiences that are unique, memorable, and
personally engaging the individual. Experimental design, which are particularly relevant to
the tourism industry, have been applied controversially in the visitor attractions industry
for a long time. One example is Disney Corporation, which has been successful in offering

themed experiences since the 1950s. The experience economy concept is strongly related
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to tourism in terms of both its origins and its consequences. Tourism deals with tourist
experience by involving visiting, seeing, enjoying, learning, and living in a different
lifestyle (Scott et al., 2017: 4).

According to Quan and Wang (2004: 298), the study of tourist experiences has two
approaches as the social science approach, and the marketing/management approach.
While the first approach treats the tourism experience as a peak experience, the second
treats the tourist experience as the consumer experience. Both approaches capture some
significant dimensions of the tourism experience. However, both approaches depict only in
part the core of the tourist experience. Therefore, in order to investigate tourist experiences
more, it is essential to overcome the academic scheme in both approaches based on the
reconceptualization of the structure of the tourism experience (Quan and Wang, 2004:
298).

In response to the growth of tourism and the development of the global tourism
industry, scientific interest in tourism is increasing, arising from various disciplinary
perspectives. Tourism research and explanations range from micro-social psychological
calculations focusing on individual motivations and experiences to macro-social
approaches related to the globalization of tourism (Wearing et al., 2009: 3).

In tourism, the tourists participate in a personal project, a vacation, or perhaps a
business trip, pursues their special interests away from home in a special place, with the
promise of a satisfying personal experience (Trauer, 2005: 485). Tourism encompasses the
satisfaction of quite a several human needs such as relaxation and cure, feeling
togetherness, social acceptance, prestige, learning, self-realization in various forms, and
esthetic impressions (Aho, 2001: 33). Therefore, different interests and lives of tourists
cause different interpretations of a tourist product. Moreover, even if tourists do the same
thing in the same place, they gain different experiences as their emotions and moods at a
specific moment affect their experiences in the other way. Even though tourists can enjoy
their experience in a place, not all of them have the same and memorable experiences (Kim
etal., 2012: 13).

The tourist experience focuses on the analysis in understanding heritage tourism
behavior and tourism motivations of a particular destination (Oh et al., 2007: 120). A
tourist acquires the necessary resources to achieve positive experiences and combines them
in a place and time. Thus, experience is the final output of goods and services. Goods and
services in the tourism industry are produced to lead a memorable experience. Whether

hotel rooms, a restaurant or other tourism attractions, the ultimate aim of producing these
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goods and services is to offer tourism experiences (Andersson, 2007: 47). Therefore, for
tourism service providers to be successful, it is essential to know how companies can meet

the conditions that enhance customers' experience (Mossberg, 2007: 60).

2.5. Tourist Experience Dimensions

Tourist experiences form the core of the tourism industry. Researchers argued that
destinations need to offer memorable tourism experiences to tourists to compete with other
destinations (Zhang et al., 2018: 326).

Experiences of tourists are a significant indicator for their future behavioral
intention in the destination because these experiences enable satisfaction and memorable
experiences (Kim, 2014: 34). Researchers use the perspectives of different disciplines to
investigate the core of the tourist experience. These disciplines can be listed as psychology,
sociology anthropology, phenomenology, and consumer behavior. Nowadays, research in
tourist experience has become a significant research area. The tourist experience is
continuously developing, including concepts such as satisfying experiences, experience
quality, remarkable experiences, and memorable tourism experiences in the marketing
field. Although tourist experiences and memorable tourism experiences are related to each
other, they have different concepts in terms of connotation. All forms of tourism
experiences cannot be seen as the memorable tourism experience. Experiences made up of
different tourist experiences and remembered after the vacation are named memorable
tourism experiences. Memorable tourism experiences are crucial as only remembered
experiences will influence the future decisions of tourists (Zhang et al., 2018: 327).

A memorable experience is also essential for a destination to offer the four realms
of experience. Memories involve the availability of relevant information, both cognitively
and emotionally, that can be received both voluntarily and involuntarily by the brain for
specific purposes of knowledge. Even if tourist experiences are disappointing, memories
tend to be powerful. Negative experiences in a destination cause to a living memory that
creates a negative attitude towards the destination. Accordingly, memories can be referred
to as a useful filtering mechanism that relates an experience with other attitudinal
outcomes of the tourism experience (Oh et al., 2007: 123). Kim (2014: 36) identified seven
dimensions of memorable tourist experience. These dimensions are explained in the

following subsections.
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2.5.1. Hedonism

It is accepted that tourism activities mostly consist of a hedonic component. While
peop