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Abstract

The purpose of this study is to determine the relationship between the atmospheric factors in 
the hotel managements and the customer loyalty. Also, this study shows the effective demo-
graphic factors on tourist loyalty. To model these effective factors; Optimal Scaling, CHAID 
Analysis, Explanatory Factor Analysis and Structural Equation Modelling techniques are 
applied. The data set is obtained from 468 Russian tourists in Antalya-Turkey between the 
dates June-August 2013 through questionnaire forms. As well as demographic variables, a five-
point Likert scale is used to measure the loyalty levels of these tourists. The results of the Opti-
mal Scaling analysis indicate that among the consumers whose loyalty is high are those more 
than 35 years old and those who have visited Antalya at least 2 times and those with MS or 
Ph.D. degrees. Loyalty levels of female consumers have been found higher than male consum-
ers̀ . Numbers of visit, gender and marital status are also important factors on consumer loy-
alty according to the results of the CHAID analysis. Structural Equation Modelling reached to 
a conclusion that internal factors of hotel atmosphere are more effective on customer loyalty 
than external factors. Detailed results are given in related tables and figures.

Key words: consumer loyalty, hotel atmosphere, optimal scaling, CHAID analysis, structural 
equation modelling.

Introduction

The degree of competition is increased day by day in the hospitality industry as it shows itself 
in many sectors. Within this intense competition environment, hotel managements have shift-
ed their focus from gaining new customers to retain the available ones and adopted as princi-
ple to maintain long-term business relations with the existing customers (Shoemaker and Lewis, 
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1999; Morgan and Rego, 2006; Pan, et al., 2012). In this context, customer loyalty has begun to 
attract an intensive attention from both marketing practitioners and researchers starting from 
1990s (Kumar and Shah, 2004; Wilkins, et al., 2010; Yoo and Bai, 2013). It is highlighted that cus-
tomer loyalty has a particular importance in service industries due to its some characteristics 
(intangibility and inseparability-services are produced and consumed simultaneously) (Wilkins, 
et al., 2010). Since services are intangible, they have much more limited possibilities than goods 
in terms of differentiation (Pan, et al., 2012). In fact, it is underlined that marketing mixes of 
hotel managements (4P) are substantially similar and that those hotel managements who want 
to be different need to concentrate on customer loyalty (Passikoff, 2006). It is suggested that one 
of the most precious assets of hospitality managements in long term is customer loyalty (Pan, et 
al., 2012; Kandampully, et al., 2014). On the other hand, gaining customer loyalty in the hospi-
tality industry is one of the biggest challenges (Bowen and Chen, 2001). Therefore, hotel execu-
tives exert great efforts in order to understand the factors that have impact on customer loyalty 
(Kandampully and Suhartanto, 2000; Wilkins, et al., 2010). Despite the topic of loyalty has been 
investigated very intensively in different industries, it is stated that hospitality industry does not 
pay adequate attention to this issue (Wilkins, et al., 2010). 

It is known that understanding consumer behavior is not an easy task because there are 
many variables which has impact on consumer behaviors. Researchers in the field of environ-
mental psychology suggest that human behaviors are greatly affected from environment (Meh-
rabian and Russel, 1974). In recent years, the number of studies, aiming to discover the impact 
of the environmental factors on consumer behaviors, have started to increase (Han and Ryu, 
2009). Currently, it has begun noticed that especially the atmosphere has a great effect on con-
sumer behavior. Within this scope, hotel managements should not focus only on tradition-
al marketing efforts but also should made effort on making atmosphere where consumption 
experience is realized more desirable (Alias and Roslin, 2014). 

The objective of this study is to determine the profile of the hotel customers whose sense of 
loyalty is higher and to investigate the relationship between atmosphere factors and customer 
loyalty. It is considered that this study will contribute to the literature because the topic of loy-
alty in the hospitality industry is studied less than those in other industries. In addition, when 
taking into account the necessity of studying the effects of the atmospheric factors on con-
sumer behaviors (Alias and Roslin, 2014), it can be said that the study will provide benefit in 
terms of closing that gap. The study consists of five parts. In the second part of the study, the 
concept of customer loyalty and atmosphere and studies related to these topics were included. 
In the third part, the method of the study was described and findings obtained at the result of 
the analyses were presented. The study was finalized with the conclusion and discussion parts. 

Literature

Customer Loyalty

By understanding that building long-term relationships with customers is a more effective 
way on the success of the hotel management rather than building short-term relationships, 
long-term thinking began to be adopted by the hotel managements. Within the scope of this 
approach, the “lifetime value” concept was started to be used and in parallel to this, the impor-
tance of customer loyalty practices was started to be understood (Shoemaker and Lewis, 1999: 
346). The reason of the proliferation of this concept is the increasing competition trend in the 
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market. As Rob Smith (1998) indicated, if the loyalty of customers can be gained, customers 
begin to call these enterprises as “our restaurant”, “our hotel” and so these establishments have 
chance to differentiate themselves from their competitors (Shoemaker and Lewis, 1999: 349). 

It is necessary to understand the concept of customer loyalty in a correct manner, which is 
in the center of attention within marketing environment. Loyalty can be explained very simply 
as; the tie between the customer who has intention to purchase from the same supplier in the 
future and management (Passikoff, 2006: 13). As it is realized from the explanation, customers no 
need to buy from the same supplier, it is enough to feel the sense of belonging towards the sup-
plier in terms of the concept of customer loyalty. According to Oliver (1999), loyalty is defined 
as “deeply held commitment to re-buy or re-purchase a preferred product/service consistently 
in the future”. According to Kandampully and Suhartanto (2000: 346), loyal customer is a cus-
tomer who repurchases from the same service provider whenever possible, and who continues 
to recommend or maintain a positive attitude towards the service provider. On the other hand, 
it wouldn’t be correct to interpret the loyal customers as who recommend the service provider. 
For example, individuals could not have the intention to visit the same destination because they 
will look for new experiences despite they can recommend that destination to people around 
them (Anton, et al., 2014: 3). There is no single universally accepted definition of loyalty as under-
stood from these complex explanations about loyalty. According to Pan et al. (2012) who make 
one of the most current definition, loyalty is the degree of customers’ commitment towards a 
product, brand or service provider and the intention of re-buy the same product/service consist-
ently in the future. Service provides have focused on gaining loyalty of their existing customers 
and establishing relationships with them rather than having new customers because sustain-
ing the loyalty of existing customers has many advantages for service providers. These are listed 
below (Shoemaker and Lewis, 1999; Bowen and Chen, 2001; Passikoff, 2006; Han and Ryu, 2009; 
Wilkins, et al., 2010; Evanschitzky, et al., 2012; Kandampully, et al. 2014); 

•	 The probability of changing supplier is low for loyal customers,
•	 Loyal customers generally buy a great amount of product,
•	 Loyal customers generally make purchase more frequently,
•	 They recommend the product/service to other people,
•	 They attract new customers to the companies,
•	 Also, service provider reduces the costs and protects and increases its market share.

When the topic of loyalty is investigated conceptually, it is possible to face with different 
types of loyalty. Customer loyalty has two basic types as behavioral and attitudinal in the litera-
ture (Julander, et al., 1997; Anton, et al., 2014). Behavioral loyalty is the type of loyalty that corre-
sponds only to the frequency of the customer’s buying and re-buy behavior (Julander, et al., 1997; 
Bowen and Shoemaker, 1998; Yi and Jeon, 2003). If we look in terms of tourism, consumer behav-
iors such as revisiting the same destination by tourists (McKercher, Denizci-Guillet, & Ng, 2012) 
and repeat guests of the hotels are the examples for behavioral loyalty. However, critics have 
been made to state that behavioral loyalty is insufficient while explaining loyalty in the following 
years (Bowen and Chen, 2001; Han and Ryu, 2009; Kandampully, et al., 2014). When investigat-
ing customer loyalty, it is suggested to take into account not only behaviors but also psychology 
and emotions of the customers. In other words, it cannot be said that consumers who continue 
to buy from the same service provider are loyal definitely. Attitudinal loyalty completes the defi-
ciency of behavioral loyalty. Attitudinal loyalty means a positive attitude that includes the cus-
tomers’ commitment towards the service providers, intention of repurchase and recommenda-
tion to other people (Julander et al., 1997; Oliver, 1997; Kumar and Shah, 2004; Anton, et al., 2014). 
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It is seen in tourism that first the behavioral loyalty was measured in studies addressing cus-
tomer loyalty, and in studies published in the forthcoming years, that the attitudinal loyalty was 
measured because it reflects loyalty better (Toyama and Yamada, 2012). In this study, the attitu-
dinal approach is adopted when measuring loyalty of hotel customers. 

In the literature, conceptual studies about the loyalty issue are quite often. For example, Shoe-
maker and Lewis (1999) have conducted a study for understanding the concept of customer loyal-
ty. In addition, Kandampully, et al. (2014), with their study where they presented a review summa-
ry related to the issue, they demonstrated the existing knowledge and new developments about 
customer loyalty. Yoo and Bai (2013) addressed the development and change of the customer loy-
alty issue in the hospitality industry. Besides these conceptual studies, also quantitative research-
es are included in the literature. Kandampully and Suhartanto (2000) studied the effect of hotel 
image and customer satisfaction on customer loyalty in their study conducted with the sample 
of hotel customers and obtained the result that food and beverage, reception, housekeeping and 
price dimensions have important effects on customer loyalty. Bowen and Chen (2001) studied the 
relationship between satisfaction and loyalty of hotel customers and providing room according to 
room preference (i.e., non-smoking), check-in and check-out procedures are the factors that most-
ly affecting customer loyalty. Pan, et al. (2012), investigated the effect size of some variables on loy-
alty of hotel customers, they clustered these variables into two groups as customer-related factors 
(satisfaction, trust, commitment, loyalty program membership) and product-related factors (prod-
uct quality, perceived value, switching costs, brand reputation). In this study, although these two 
dimensions have a significant effect on customer loyalty, it was observed that particularly trust of 
the customer-related factors was more effective than the others. 

Atmosphere

Studies on the subject of atmosphere have a long history and it is seen that different defini-
tions are made regarding the atmosphere within this period. Despite atmosphere was tried to be 
described by many researchers until now, it is stated that its conceptual meaning is still ambig-
uous (Heide and Grønhaug, 2006: 273). Kotler (1973) defines atmosphere as “the atmosphere of a 
particular set of surroundings is describable in sensory terms” and highlights mainly the envi-
ronmental aspect of the concept. According to Bitner (1992), the atmosphere is expressed as 

“total configuration of environmental dimensions”. Atmosphere is described by Darley and Gil-
bert (1995) as the physical factors which can be controlled by managements in order to improve 
the responses of employees and customers towards the management. Hoffman and Turley (2002) 
describe the atmosphere as the combination of tangible and intangible elements that make up 
the essence of the experience. Heide and Grønhaug (2006) express that the atmosphere is estab-
lished at the result of interaction between individuals and their surroundings. 

Atmosphere is an important factor considered when assessing the experience of consum-
ers. It is known that atmosphere has a more critical role particularly for services. Atmosphere 
is more precious in services rather than goods because the clues that consumers will assess 
the service are limited and this limitation occurs from the intangible nature of the services 
(Nguyen and Leblanc, 2002). In addition, since production and consumption is realized simul-
taneously in services, consumers are exposed to environmental factors where the service is 
produced, and this characteristic of services makes the atmosphere more important (Bitner, 
1992; Heide and Grønhaug, 2006; Heide and Grønhaug, 2009). Kotler (1973) draws attention to 
that atmosphere can be important too in the purchasing decisions of consumers besides itself 
of the basic product. In the forthcoming years, it was suggested that sometimes atmosphere 
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can pass in front of the basic product for services beyond stated by Kotler (1973). For instance, 
customers can perceive the atmosphere in some restaurants more important than the food 
itself as suggested by Heide and Grønhaug (2009). Similar to the example of restaurant, par-
tially parallel discoursing can be accepted correct in terms of hotels. Hotels are not enterprises 
that meet only the need of accommodation of customers but also they are experience providers 
which offer atmospheres that affect the customers’ emotions (Chen, et al., 2014). 

The components of atmosphere are in fact stimulants that affect both existing and future 
behaviors of consumers and consequently consumer responses (approach or avoidance) (Meh-
rabian and Russell, 1974). Similarly, atmosphere in the management and marketing literature 
is expressed as an important tool used to shape consumers’ attitudes and behaviors (Heide and 
Grønhaug, 2006). In this context, it is seen that researchers handle the relationship between 
loyalty and atmospheric factors in different fields. For example, according to the results of 
the study of Harris and Ezeh (2008) conducted with restaurant customers in the U.K., the 
atmospheric dimensions such as cleanliness, aesthetic appeal and staff customer orientation 
are the dimensions having the highest relationship with customer loyalty and the atmospheric 
dimension that has the highest relationship with loyalty is physical attractiveness of the staff. 
According to the results of the study conducted by Lee, et al. (2008) with the visitors participat-
ed in the international dance festival in Korea, loyalty has a significant and indirect relation-
ship with its components (comfortable, layout, atmosphere etc.) in the festival and emotions 
have the role of mediating variables there. In another study, the relationship between envi-
ronmental factors (i.e., décor and artifacts, spatial layout, and ambient conditions), price per-
ception, customer satisfaction and customer loyalty has been investigated in restaurant busi-
nesses (Han and Ryu, 2009). In this multi-dimensional study, the relationship of the subject 
with the dimensions of price and customer satisfaction has been dealt together. The results of 
the study suggest that physical evidences constitute a significant effect on loyalty through the 
mediating variable of price perception. Heide and Grønhaug (2009) investigated the relation-
ship between the atmospheric dimensions of hotels and service outputs such as customers’ sat-
isfaction, intensions of recommendation and revisiting, and the result showed that the most 
basic atmospheric dimension that explain the service outputs in hotels was hospitability. In 
another study, the relationship between the dimensions of service quality (food and beverage, 
service experience and physical product), perceived value, customer satisfaction and loyalty 
has been gauged together and it has been found out that the physical product mostly predicts 
loyalty indirectly (Wilkins, et al., 2010). Other than restaurants and hotels, there are also stud-
ies that measure the relationship between loyalty of customers visiting shopping malls and 
the atmosphere of shopping mall. Alias and Roslin (2014) demonstrated that the atmosphere 
explains 37.6% of the variance with the intention of loyalty in line with data obtained from cus-
tomers visiting one of the most popular shopping malls in Malaysia. 

Methodology

Questionnaire method has been chosen as data gathering method. In the 1st part, 6 questions 
on demographic features have been asked. In the 2nd part, 6 questions on loyalty, 9 questions 
on internal hotel variables, 6 questions on external hotel variables and finally 5 questions on 
the influence of hotel staff on customer loyalty have been asked. The 2nd part of the ques-
tionnaire has been created by analyzing similar studies (Kandampully and Shurtanto, 2000; 
Bowen and Chen, 2001; Han and Ryu, 2009; Sperdin and Peters, 2009; Musa and Thirumoor-
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thi, 2011; Kim, et al., 2012) and both the content and the comprehensibility of the questionnaire 
have been controlled by taking experts’ opinion.

Questions have been graded by a five-point Likert scale. Grading has been done ranging 
from 1 (strongly disagree) to 5 (strongly agree). Russian tourists, who came to Antalya district 
in 2013, took part in the questionnaire. Sampling size has been calculated by (N>10000) sug-
gested by Özdamar (2001) and by n = σ2∙Z2σ / H2σ2 ∙ Z2σ / H2 formula recommended for quanti-
tative studies. Sampling size has been calculated as 400 but, considering the invalid questions, 
700 people have been sampled. After subtracting invalid questionnaires, 468 questionnaires 
have been taken into evaluation. 

Results

In this part, first the descriptive statistics are included, which demonstrate the demograph-
ic characteristics of individuals attending the survey. Then, findings for Optimal Scaling, 
CHAID, EFA and SEM analyses are presented respectively. Descriptive statistics about demo-
graphic features have been given in Table 1.

Table 1. Descriptive statistics of respondents

Variable Category Frequency Percentage

Gender
Male 171 63.5

Female 297 36.5

Marital Statue
Single 240 51.3

Married 228 48.7

Age

Under 24 132 28.2

25-34 158 33.8

35-44 103 22.0

45-54 38 8.1

Over 55 37 7.9

Education Level

Primary school 73 15.6

Secondary school 119 25.4

Faculty 181 38.7

Master’s Degree 95 20.3

Number of Visit

First time 271 57.9

2 122 26.1

3 32 6.8

4 32 6.8

5 and over 11 2.4

Length of stay

1-3 days 27 5.8

4-6 days 138 29.5

7-9 days 109 23.3

10-13 days 107 22.9

14-16 days 77 16.5

Over 17 days 10 2.1
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 Some important statistics for the consumers’ demographic features can be listed as: While 
63.5% of the participants are female, 36.5% of them are male. On the other hand, 51.3% of the 
participants are single and 48.7% of them are married. Most of them are younger than 34 years 
old. Most of them obtain at least a university degree. For most of the Russian tourists’ partici-
pated in this survey, length of stay is between 4 and 13 days. Results of Optimal Scaling Anal-
ysis are given in Figure 1. The output of Optimal Scaling Analysis is presented in the two-di-
mensional plane. Dimension 1 and 2 which refer two axes in Figure 1, cannot be specified 
because these are not specific parameters.

When we examine the results of Optimal Scaling (Multiple Correspondence) analysis, we 
see that among the consumers who are more loyal are those who are, older than 35 those who 
have visited at least 2 times Antalya and those who have MS or Ph.D. degrees. In addition, we 
can say that female customers are more loyal than the male consumers. The Results of CHAID 
Analysis are given in Figure 2.

The results of the CHAID analysis indicate that the most important variable on consum-
er loyalty is the number of visits. The highest loyalty levels among these customers have the 
customers who visited the same hotel four times. Gender is also a significant factor and it can 
be seen that females are much loyal than the males. Furthermore, marital status is another 
important factor among the customers who visited the same place at least 4 times and married 
customers are considered to be more loyal.

Figure 1. Output of the Optimal Scaling Analysis
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EFA Results

As a result of EFA, we obtained three factors; Internal Factors, External Factors and Custom-
er Loyalty. EFA results also show that the total variance explanation ratio for three factors is 
63.7%, which is sufficient enough. The factor loadings, Eigen values of each factor, and Cron-
bach’s Alpha values are given in Table 2.

SEM Results

Results of the SEM and the goodness of fit statistics are given in Figure 3 and Table 3 respec-
tively. In Figure 3 abbreviations corresponds to:

IF: Internal Factors,
EF: External Factors and 
CL: Customer Loyalty
According to Table 3, all of the model indices for our model are between the limits of per-

fect and acceptable fitness.
The results of the SEM indicate that Internal Factors are more efficient on Customer Loy-

alty than External Factors with the coefficients of 0.26 and 0.14 respectively. While Variable I2 
(Nice music has been played in the hotel) has the highest effect within Internal Factors with 

Figure 2. Results of the CHAID Analysis
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Table 2. Results of Explanatory Factor Analysis

Factors   Loadings Eigenvalues % of variance α

IF INTERNAL FACTORS   2,447 20,394 0,857

I1
Great importance was given to colour 
compatibility in common areas

0.854      

I2 Nice music has been played in the hotel 0.916      

I3
Pleasant smell surrounds the rooms and common 
areas

0.842

EF EXTERNAL FACTORS 3.391 28.257 0.834

E1 Signposts are placed at correct places 0.771      

E2 Hotel’s architecture is impressive 0.819      

E3 Hotel has vast green areas and gardens 0.820      

E4 Landscape arrangements of hotel is pleasant 0.807      

E5
Hotel’s entrances are designed to ease going in 
and outs

0.651      

CL CUSTOMER LOYALTY 1.806 15.052 0.699

L1
I prefer stay in at this Hotel even if the prices are 
increased a bit

0.657      

L2
Despite the problems I may encounter, I prefer 
this establishment

0.823  

L3 This hotel is my priority preference 0,713  

L4
As long as I can, I will come back to this hotel in 
the future 

0.668  

Figure 3. Structural Model for the Consumer Loyalty

Table 3. Goodness of Fit Indices for the Structural Model

Criteria Perfect Fitness Acceptable Fitness Model

RMSEA 0<RMSEA<0.05 0,05 ≤ RMSEA ≤ 0,10 0,062

NFI 0.95 ≤ NFI ≤1 0.90≤ NFI ≤ 0.95 0.940

NNFI 0.97 ≤ NNFI ≤1 0,95≤ NNFI ≤ 0,97 0.940

CFI 0.97 ≤ CFI ≤1 0.95≤ CFI ≤ 0.97 0,960

GFI 0.95 ≤ GFI ≤1 0.90≤ GFI ≤ 0.95 0.940

AGFI 0.90 ≤ AGFI ≤1 0.85≤ AGFI ≤ 0.90 0,910
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the coefficient of 0.91, variables E1 (Signs are efficient enough) and E2 (Hotel’s architecture is 
impressive) has the highest effect within External Factors with the coefficient of 0.78. On the 
other hand, variable L3 (This hotel is my priority preference) is found most effective on Cus-
tomer Loyalty with the coefficient of 0.75 among other exogenous variables.

Conclusion and Discussion

The effect of the atmospheric components of the hotel on customer loyalty is investigated in 
this study. The result of the study demonstrated that the atmospheric factors of hotels have a 
significant effect on customer loyalty. It was noted that the effect of particularly the internal 
factors of the atmospheric factors were greater than the external factors of the atmosphere. In 
other words, the factors regarding the internal dimension of the atmosphere such as the music 
played at the hotel, the colors used in the hotel, and smells in the rooms and common areas are 
more effective than the external factors (signposts, architecture, landscape arrangements, etc.) 
on customer loyalty. It can be said that these results are parallel with the results of the study 
of Wilkins, et al. (2010). In their study, customer loyalty is measured together with the media-
tor variable of customer satisfaction and their study reveal that physical product (colors, lobby, 
ambiance, room quality) makes the greatest effect on customer satisfaction directly and on 
customer loyalty indirectly. It is considered that internal atmospheric factors are more effec-
tive than the external factors because hotel guests are spending most of their time in the hotel 
during their stay and expose to the internal environment more.

Other than the atmosphere and its effect on loyalty, the profile of the customers who have 
higher level of loyalty has been demonstrated in this study. The findings of the study indicate 
that the number of visit criteria is an important determinant of the loyalty behavior. In par-
ticular, the loyalty levels of tourists staying in the same hotel 4 times or more is higher than the 
others. Therefore, developing loyalty requires repeated behaviors. Just as mentioned in learn-
ing theory, repeating behaviors play an important role in realization of the learning process. 
This result indicates also the relationship between behavioral and attitudinal loyalty. It can be 
inferred that behavioral loyalty has an effect on attitudinal loyalty. Other than visit frequency, 
it is understood that the demographic variables such as gender, marital status and education-
al background are effective indicators of the customers’ loyalty level. According to the result of 
this research, the best loyal tourist profile can be described as female tourists who have high-
er education background, older than 35 years old and married is significantly higher than other 
tourists. 

The results of this study indicate that consideration must be showed to the atmospheric 
factors of hotels, in particular to the internal ones in order to increase customer loyalty. Hotel 
managements who want to have more loyal customers should take into account both the mak-
ing improvements for the atmospheric factors and targeting right customer profile. For exam-
ple, showing high loyalty by those of the hotel customers having a lower educational back-
ground, single, young and male is not a logical expectation. Simply, hotels that want to have 
more loyal customers should also take into account the demographic characteristics of the tar-
get customer group. It is possible to make recommendations also for researchers other than 
the industry practitioners. Sample of this study is consisting of only the Russian tourists and 
researchers interested in the subject can investigate whether there is any difference associat-
ed with the nationality of the tourists through including tourists with different nationalities 
in their samples. In addition, data used in this study was collected in the high touristic season. 
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Dependency on season intensity can be assessed in the future studies by collecting data in the 
low touristic season. In addition to these, validity of the results can be tested by analyzing the 
same subject using qualitative methods such as interview and focus group interview.
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