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Abstract

The factor of employee quality is crucial in tourism because it is a sector focused primarily 
on serving individuals. The fact that hotel establishments are expected to provide 24/7 unin-
terrupted service makes it more important that the customers and employees are in constant 
communication and the employees are qualified. Tourists always wish to have happy moments 
throughout their travel and hope to return home with cherishable memories of the trip. For 
this reason, hotel staff opinions about the positive effects of tourists will contribute both to the 
tourism sector and to serving tourists better. According to the results of the study, while no sig-
nificant relationship was found between the demographic characteristics of the employees and 
the perceived positive effects of tourists staying in Antalya hotels, certain differences emerged 
concerning some staff demographics in Eskişehir.
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Introduction

With the Sumerians inventing the wheel, travel has become more convenient despite being still 
limited. Over the course of time, the technological advances have led to the increased diversifi-
cation in the alternative means of transport we all enjoy today and the modern popularization of 
traveling. In the past, people who moved to other places for reasons such as marriage, security, 
nutrition, etc. have now started to go on journeys for other purposes such as sightseeing, relax-
ing, and having fun. Tourism has become an important economic and social phenomenon in 
the modern world. The person who is the focus of the academic field of tourism is called “tour-
ist” in the tourism literature. In paragraphs 1 and 2 of Article 13 of the “Universal Declaration of 
Human Rights” adopted by resolution 217 (111) of the General Assembly of the United Nations of 
10/12/1948, the decisions regarding freedom to travel are stated as follows (Resmi Gazete, 1949):
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1. “Everyone has the right to freely navigate and reside within the territory of any State, 
2. Everyone has the right to leave any country, including his own, and to return to his coun-

try”.
This decision of the General Assembly of the United Nations undoubtedly contributed to 

the development of tourism. In addition, the international acceptance of this declaration has 
brought some obligations for nations on freedom of travel. Of course, it may not always be 
possible for individuals to travel whereever they want whenever they want, albeit it is signifi-
cant that the individual’s freedom of travel is given legal assurance. Aybay (1979: 81) states that 
the Universal Declaration of Human Rights omits an individual’s right to “enter another coun-
try.” This can be justified by many reasons, such as aiming to prevent travel for permanent set-
tlement, ensure security, or controlling excessive traffic intensity. Undoubtedly, every legal 
arrangement to be made in the travel field will contribute to the development of the tourism, 
provided that the purchasing power of the individuals increases. Today, the economic mag-
nitude that the tourism sector has reached is remarkable. Nations that send tourists and wel-
come tourists compete in the race to get a slice from this cake. According to World Tourism 
Organization (2016) statistics, 1.235 billion people have traveled around the world. Paralleling 
the rise in individual income, free time, marketing, technological and cultural developments, 
the number of travelers will keep rising in the coming years. The key here is passing the tour-
istic attractions on to future generations by preventing their deterioration while maintaining 
this growth. Advanced societies do not see tourists only as a source of revenue, but they see 
them as a part of their social life and an element of cultural change. However, in the underde-
veloped societies, tourists are mainly seen as individuals whose primary function is contribut-
ing to the host economy. In other words, we can say that the concept of “tourist” is perceived 
differently in developed and less developed societies. The huge influx of tourists to the coun-
tries which are popular tourist destinations like Spain and Italy has caused local people’s hos-
tile reactions towards them. Perhaps in the near future specific visitor quotas will be set for 
popular tourist destinations, thus mitigating conflicts between tourists and the local people. 
So much so that, in the near future certification training may be needed to have “conscious 
tourists.” 

The main objective of this study is to determine the opinions of hotel staff regarding the 
positive effects of tourists. The review of the relevant literature failed to identify any simi-
lar research to date which is directly dealing with this subject. In general, the related studies 
include topics such as “tourist image of the country,” “tourist typologies,” “tourist behaviors,” 

“tourist perception of the local people” and “tourist perception of the service.” This section will 
present some national and international research findings in the field of tourism and will pro-
vide personal comments on the topic. While the previous research cited here may not be close-
ly related to the present study, it is still hoped to help deepen the understanding of the subject. 
Ateşoğlu and Türker’s (2013) study showed that especially in touristic areas the employees are 
unqualified, which negatively affects the perceptions of tourists about Turkey. In addition, the 
research conducted by Yılmazer and Bahadır (2011) found out that a significant number of the 
front office staff working in the hospitality establishments are not properly informed about 
the code of professional ethics. A study of the front office, housekeeping, and food-beverage 
departments by Keung (2000) to explain the ethical issues of tourist perceptions also revealed 
that the front office staff have a higher level of positive tourist perceptions. In addition, Kat-
tara et al. (2015) found that hotel employee behavior is very effective on overall customer satis-
faction. There is no doubt that the problem of unqualified staff is the cause of other problems. 
A qualified employee is a person who fulfills the assigned duties professionally and acts as the 
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communication bridge between the business and the tourists. Obviously, unqualified hotel 
staff cannot make the expected positive contribution to tourism and tourists, resulting in neg-
ative tourist perceptions. Türker and Türker’s (2014) findings indicate that workers employed 
in the tourism industry with direct financial gains from tourism perceive the impacts of tour-
ism more positively than other occupational groups residing in the region and are more like-
ly to support tourism. Obviously, such a positive employee attitude towards tourism influenc-
es the tourist perceptions favorably, but the tourism activity itself can only be realized with 
the actual participation of tourists. Tourists are the spenders, and the employees are aware 
of this. Tourists consume social, cultural and physical values in exchange for their expendi-
tures. Establishing a balance between spending and consumption will positively affect tour-
ism sustainability. Toprak (2015) lists “protecting the cultural essence of the community that 
welcomes tourists and its tourism employees” among the conditions for long-term sustainabil-
ity. Local culture is a charm for tourists, which highlights the importance of preserving cul-
tural values. The results obtained by Tan et al. (2014) demonstrate that creative tourists are 
the co-creators of their own experiences. Nowadays, tourists are traveling to have first-hand 
authentic experiences of the traditional local life and gain different understandings. There-
fore, tourism destinations that can successfully maintain their local characteristics are always 
a source of tremendous interest. Matzler et al. (2016) argue that tourism destinations increas-
ingly use brand personality strategies to attract tourists. Rahman (2012), on the other hand, 
emphasizes that most tourists also carefully consider the brand image and previous custom-
er satisfaction of the destination in making a destination selection. Özel’s (2010) study shows 
that the socio-economic and travel behavior characteristics of various tourist types differ from 
each other. In addition, Kongprasert and Virutamasen (2015) assert that the simple delivery of 
good product design and good quality in the tourism market is insufficent for survival in such 
a competitive market, and that by utilizing an emotional design approach, tourists’ behavio-
ral patterns and preferences must be examined so as to ensure that the products and servic-
es to be delivered will match their expectations. Therefore, being aware of the various types of 
tourists is helpful for hotel staff. The consumptions, travel styles or anticipations of each tour-
ist type are different from each other, and the hotel staff who are aware of these differences 
will meet tourists’ expectations better. Varol (2015) found that business owners and employees 
are sensitive to the wishes and complaints of tourists and that they can put themselves in tour-
ists’ shoes. Such behaviors facilitate the prevention and resolution of problems between the 
business and tourists and positively affect the results. In the research they conducted, Çalış-
kan and Ünüsan (2011) determined that hotel staff’ perception of corporate social responsibil-
ity decreases as their daily work time increases. Overtime is the main problem of hotel staff, 
and this negatively affects employee motivation. Naturally, it would be unfair to expect the 
hotel employee in such a situation to make an objective assessment of tourism and tourists. 
Also, Boğan and Sarıışık (2016) report that individuals with a relative who is employed in the 
tourism industry show a stronger agreement that tourism has a socially positive effect. Egbali 
et al. (2011) draw attention to the fact that many people do not consider the surroundings out-
side their home as part of their environment and do not feel any responsibility to protect it, but 
improving tourism requires protection of the natural environment. They assert that ensuring 
tourist satisfaction through eco-friendly approaches will further enhance the benefits expect-
ed from tourism. 
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Methodology 

This descriptive study aims to determine whether there is a difference, depending on demo-
graphic status, in hotel workers’ opinions about the positive effects of the tourists. The data 
collection tool used in the study is the survey method. The first part of the questionnaire is 
composed of 9 demographic questions and the second part comprises 5 Likert type questions 
asking for an evaluation of the positive attributes of tourists. The rating ranges from “I abso-
lutely disagree” = 1 to “I absolutely agree” = 5. The second part of the questionnaire was cre-
ated by examining previously conducted studies (Eralp, 1974; Burkart, Medlik, 1986; Ahmed, 
1987; Toksay, 1989; Tsartas, 1992; Dogan, 2004; Roney, 2011). The content validity and clarity of 
the questionnaire was also checked and confirmed by experts. The reliability of the question-
naire was also analyzed and determined to be within the confidence levels. As positive effects 
of the tourists, the judgments “The tourist travels for cultural needs”, “The tourist is a person 
who spends money”, “The tourist wants to be psychologically satisfied”, “The tourist travels for 
physical (rest, health, etc.) needs”, “The tourist expects his/her demands to be met unquestion-
ingly” were included in the questionnaire form. 

The population of the study is composed of staff working at various officially-certified hotel 
enterprises in Antalya and Eskişehir provinces (in 2015). The sample size (calculated as 385 
participants for each province) was determined by using Özdamar’s (2001) non-finite popu-
lation (N>10000) and the n=σ2Z2α/H2 formula proposed for quantitative surveys. However, in 
order to increase the reliability of the study and expecting that there could be some invalid 
returned surveys, it was decided that 900 people needed to be sampled. By using the simple 
random sampling method, a total of 874 questionnaires (391 in Antalya and 483 in Eskişehir) 
were accepted as valid. In the case of the normal distribution of the data, the t-test was used 
in the binary comparisons and the variance analysis was used in the comparison between the 
two cases with more than two groups. Tukey was used for the homogeneous variances, and 
Tamhane pos-hoc tests were used for the heterogeneous variances.

Results

Table 1 shows the distribution of the demographic characteristics for the province of Antalya, 
and the test results indicating whether the staff opinions regarding the positive effects of the 
tourists differ between the staff groups. As can be seen in Table 1, 57.3% of the total sample are 
men and 42.7% are women. Regarding the age groups, 3.8% are aged 20 and younger, 37.6% are 
21-30, 38.4% are 31-40, 17.4% are 41-50, and 2.8% are over 51 years old. The study sought answers 
for the following questions:

• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the gender of staff?

• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the age of staff?

• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the marital status of staff?

• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the education level of staff?

• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the staff’s year of experience in the tourism sector?
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• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the staff’s department of employment?

• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the staff’s length of work experience at the current hotel?

• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the staff’s prior formal tourism training?

• Is there a statistically significant relationship between the perceived positive effects of 
tourists and the staff’s previous participation in tourism as tourists?

The questions above were tested by t-test and analysis of variance. Also, the questions were 
accepted as affirmative for those rejected at the 95% significance level. The tests revealed no 
statistically significant difference between the groups regarding their views on the positive 
effects of tourists at the 95% confidence level. As can be seen in Table 1, all of their p = sig val-
ues are greater than 0.05.

Table 1. Hotel staff opinions by their demographic status (Antalya)

Gender n % p

Male 224 57.3
0.275

Female 167 42.7

Age Groups n % p 

20 and under 15 3.8

0.165

21-30 147 37.6

31-40 150 38.4

41-50 68 17.4

51+ 11 2.8

Marital Status n % p

Married 234 59.8
0,988

Single 157 40.2

Level of Education n % p

Primary school 75 19.2

0.654

High school 155 39.6

Associate 59 15.1

Undergraduate 88 22.5

Graduate 14 3.6

Experience in the Sector n % p

0-4 89 22.8

0.894

5-9 114 29.2

10-14 98 25.1

15-19 44 11.3

20+ 46 11.8
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Department of Employment n % p

Food-Beverage 102 26.1

0.119

Housekeeping 87 22.3

Front Office 35 9.0

Marketing and Sales 21 5.4

Technical Service 18 4.6

Accounting 19 4.9

Security 30 7.7

Human Resources 17 4.3

Other 62 15.9

Years of Experience n % p

1-2 145 37.1

0.393

3-4 91 23.3

5-6 58 14.8

7-8 48 12.3

9+ 49 12.5

Status of Receiving Tourism Training n % p

Yes 245 62.7
0.365

No 146 37.3

Participation in Tourism as a Tourist n % p 

Yes 253 64.7
0.637

No 138 35.3

p<0,05 

Table 2 shows the distribution of the demographic characteristics for the province of 
Eskişehir, and displays the test results regarding whether the perceived positive effects of tour-
ists of the tourists differ among the staff groups. According to Table 2, 56.9% of the total sample 
is composed of males and 43.1% are females. The distribution of age groups is as follows: 9.1% of 
the staff are 20 and younger, 50.5% are 21-30, 27.5% are 31-40, 11.0% are 41-50, and 1.9% are over 
51 years old. By marital status, 43.9% are married and 56.1% are single. By the level of education-
al attainment, 16.1% are graduates of primary education, 34.2% of high school, 18.4% of associ-
ate degree, 26.7% of undergraduate, and 4.6% of graduate education. Classified by their experi-
ence in the tourism sector, 52% of the employees have 0-4 years of experience, 32.5% have 5-9 
years, 8.3% have 10-14 years, 3.9% have 15-19 years, and 3.3% have 9 years or longer experience. 
Categorized by their department of employment, 36.6% of the employees work in the food and 
beverage department, 20.3% in housekeeping services, 22.4% in front office, 5.8% in market-
ing and sales, 5.4% in technical services, 3.5% in accounting, 1.0% in security, 1.4% in human 
resources, and 3.5% are employed in other departments. By their years of work experience in 
the current establishment, 71.6% of the employees have 1-2 years of experience, 13.5% have 3-4 
years, 8.3% have 5-6 years, 2.9% have 7-8 years, and 3.7% have a work experience of 9 years and 
over in the hotel. 59.4% of the people are professionally trained in the tourism sector, and 40.6% 
are not. 62.9% of the employees have participated in tourism as tourists, while 37.1% have not. 

The tests revealed that, regarding the positive effects of tourists, there was a statistically sig-
nificant difference only between “those professionally trained in tourism and those who are not” 
and “those having participated in tourism as a tourist and those who have not,” at the 95% con-
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fidence level. Regarding the differences between these two groups, those with no prior train-
ing in tourism had a positive average of 2.14 regarding the positive aspects of the tourists, while 
those with previous tourism training had an average of 1.96. In addition, those having partic-
ipated in tourism as a tourist themselves had a positive average of 1.96 regarding the positive 
aspects of the tourists, while those not having done so had an average of 2.16. 

Table 2. Hotel staff opinions by their demographic status (Eskişehir)

Gender n % p

Male 275 56.9
0.841

Female 208 43.1

Age Groups n % p

20 and under 44 9.1

0.734

21-30 244 50.5

31-40 133 27.5

41-50 53 11.0

51+ 9 1.9

Marital Status n % p

Married 212 43.9
0.882

Single 271 56.1

Level of Education n % p

Primary 78 16.1

0.917

High School 165 34.2

Associate 89 18.4

Undergraduate 129 26.7

Graduate 22 4.6

Experience in the Sector n % p

0-4 251 52.0

0.384

5-9 157 32.5

10-14 40 8.3

15-19 19 3.9

20+ 16 3.3

Department of Employment n % p

Food-Beverage 177 36.6

0.907

Housekeeping 98 20.3

Front Office 108 22.4

Marketing and Sales 28 5.8

Technical Service 26 5.4

Accounting 17 3.5

Security 5 1.0

Human Resources 7 1.4

Other 17 3.5
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Years of Experience n % p

1-2 346 71.6

0.335

3-4 65 13.5

5-6 40 8.3

7-8 14 2.9

9+ 18 3.7

Status of Receiving Tourism Training n % (x) p

Yes 287 59.4 (1.96)
0.017*

No 196 40.6 (2.14)

Participation in Tourism as a Tourist n % p

Yes 304 62.9 (1.96)
0.007*

No 179 37.1 (2.16)

*p<0,05

Discussion and Conclusion

The main objective of this research was to determine whether, by their demographic status, 
hotel staff’ opinions about the positive attributes of tourists differ. The survey was conduct-
ed in Antalya, a popular destination for coastal tourism; and Eskişehir, which is popular for 
cultural tourism. The survey included questions about the demographic information of the 
employees and their perceptions of some positive tourist effects. Based on the hotel staff’s 
demographic data, no statistically significant difference was identified in their perceptions 
regarding the positive qualities of tourists. According to the statistics posted by the Provin-
cial Directorate of Culture and Tourism, between the years of 2012 and 2015, an average of 10 
million people visited Antalya (http://www.antalyakulturturizm.gov.tr). Tourism is the most 
important source of income for the economy of Antalya. Antalya is one of the busiest tourism 
destinations in Turkey, and cities of investment activities, and so it has a remarkable degree 
of experience in tourism. From public institutions to local governments, from tourism entre-
preneurs to non-governmental organizations, from hotel managers to transfer staff, all sorts 
of institutions and individuals in Antalya are involved in the tourism sector, which positive-
ly affects individuals’ viewpoints about “tourism and tourists”. Furthermore, it can be safely 
assumed that the hotel staff in Antalya have enough knowledge and experience to know who 
the tourists are and why they are traveling. Thus, it can be considered natural that the differ-
ences in the perceptions of the positive effects of tourists do not vary by the hotel employee 
demographics.

The results of the data obtained from the hotel staff in Eskişehir revealed that, there was 
a statistically significant difference between “those trained in tourism and those not trained 
in tourism” and “those having participated in tourism as a tourist and those who have not,” 
regarding the positive effects of the tourists. Eskişehir is a popular destination for cultur-
al tourism both domestically and internationally. In addition, the two universities in Eskişe-
hir also contribute to the artistic and cultural enrichment of the city. Regarding the positive 
effects of tourists, the opinions of hotel staff without tourism training are more positive than 
of those trained in tourism. Those with formal education background in the tourism field are 
more optimistic about the issue perhaps because they are more knowledgeable about the tour-
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ist profile. The views of those who are not formally educated in tourism seem to be colored 
by a worry about making mistakes and fear of losing their job. The same is true for the opin-
ions of those who did not participate in tourism as a tourist. Those without any experience 
of tourism as a tourist seem to be more positive about the effects of the tourist, which leads 
to the following question: “Does the hotel staff’s participation in tourism as tourists influence 
their views on the positive effects of the tourist?” Such questions pave the way for new research 
inquiries. Knowing the opinions of the hotel staff about the positive effects of tourists and 
staff’s attitudes about them will primarily contribute to the establishment, the tourists, and 
the stakeholders. The hotel employee who can satisfactorily answer the questions of who the 
tourist is and why s/he is traveling will always benefit the tourism sector. For this reason, hotel 
operators need to be judicious and careful about their choice of employees and their job sat-
isfaction. Replicating this study with regular intervals at different tourism destinations will 
ensure obtaining more profound insights, drawing firmer conclusions, and achieving results 
with higher validity and reliability. The scope of this study is limited to hotel operations. Con-
ducting further research in tourism establishments in other locations will enable stakeholders 
involved in the tourism sector to make a more accurate, in-depth and productive assessment 
of the current study from a broader perspective as well.
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