ABSTRACT:

The recent studies conducted in the field of destination marketing reveal that, in addition to
destination image, shopping value and perceived attributes of local people can play a
decisive role on tourists’ attitudes and behaviour. Yet, there is still limited number of
research in this field. This study purposes to investigate the direct effects of destination
image, shopping value and perceived attributes of local people on destination satisfaction,
destination attachment, supportive behaviour and future revisit intention. A face-to-face.
survey was conducted with 388 foreign tourists who were chosen by using convenience
sampling method from the touristic places of Istanbul. As a result of the analyses conducted,
the tourism environment, which is one of the dimensions under the destination image,
hedonic shopping value, which is also one of the dimensions of shopping value, and
perceived attributes of local people are found to increase destination satisfaction. It is found
that destination satisfaction favourably affects supportive behaviour and future revisit

intention both directly and indirectly through destination attachment.
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OZET:

Destinasyon pazarlamasi alaninda son yillarda yapilan galigmalar destinasyon imajina ek
olarak aligveris degeri ve yerel halkin algilanan &zelliklerinin de turistlerin tutum ve
davramslar: tizerinde belirleyici bir rol oynayabilecegini ortaya koymaktadir. Ancak bu
alandaki aragtirmalar halen sayica oldukga kisithdir. Bu calisma, destinasyon imaji, alisveris
degeri- ve yerel halkin algilanan &zelliklerinin destinasyon memnuniyeti, destinasyon
aidiyeti, destekleyici davranislar ve gelecekte tekrar ziyaret etme niyeti iizerindeki dogrudan
ve dolayl etkilerini incelemeyi amaglamigtir. Istanbul’un turistik mekanlarmdan kolayda
drneklem yontemi ile segilen 388 yabanci turistle, yiiz yiize anket uygulanmistir. Yapilan
analizler sonucunda, destinasyon imaj1 altinda ortaya ¢ikan turizm gevresi ve turizm altyapi
isimli degiskenlerden turizm ¢evresinin, aligveris degerlerinden ise faydaci alisveris
ziyaretinden farkls olarak, hedonik aligveris degeri ve yerel halkin algilanan 6zelliklerinin
destinasyon memnuniyetini artirdigi, destinasyon memnuniyetinin de dogrudan hem
destinasyon aidiyeti {izerine hem de destekleyici davraniglari ve gelecekte tekrar ziyaret

etme niyetini olumlu yonde etkiledigi tespit edilmistir.
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