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Abstract: The purpose of this study is to investigate the effects of destination image perceptions of tourists
visiting Istanbul in terms of entertainment venues, travel environment, cultural experience, city life and free life
on their intention to revisit Istanbul. The data were collected by questionnaires from 448 foreign tourists.
Exploratory factor analysis was performed to test the validity, and multiple linear regression was used for
impact analysis. Findings showed that destination image factors, open-air entertainment venues, sea-related
entertainment venues, macro-scale travel environment, micro-scale travel environment, visual cultural
experience, culture learning experience, city life, adult-oriented free life and LGBT and drug-oriented free life,
explained a 13% variance on revisiting Istanbul. Among these nine factors, sea-related entertainment venues,
macro-scale travel environment and visual cultural experience had a positive significant effect, and the culture
learning experience had a negative significant effect on the intention to revisit.

Keywords: Tourism, Tourist, Destination Image, Intention to Visit, Istanbul.

Introduction

Tourism is an industry that is defined as a "smokeless industry”, is highly sensitive to economic, social,
cultural, political, technological and ecological developments. The tourism sector, which can provide significant
foreign exchange inflow to countries with less resources and effort compared to other sectors, is one of the
fastest growing sectors in the globalizing world (Beijing, 2011). The tourism sector, which contributes 10.4% of
the world economy and provides approximately 10% of employment worldwide as of 2018, continues its growth
trend (WEF, 2019). According to the data of the United Nations World Tourism Organization, the number of
global tourists, which was 1.5 billion in 2019, experienced a major decrease during the Covid-19 epidemic and
experienced a recovery in 2022, is reaching around 900 million (UNWTO, 2023).

As the importance and awareness of tourism increase day by day all over the world, tourism destinations
are competing with other destinations more than ever before. The increase in global mobility in tourism means
the emergence of new competitors not only on a regional but also on a global scale. The long-term development
and profitability of tourism destinations depends on their ability to gain superiority over their competitors at
national and international levels (Boz, 2019). In addition, the tourist profile is also changing. Today's tourists are
people who are more conscious, more sensitive about quality, care about environmental quality and tourist
safety, want to integrate with nature, have the habit of traveling frequently and are in search of different things
(Ege and Demir, 2002). It is suggested that tourists, who are increasingly becoming more conscious and
experienced consumers, will be more selective and seek higher quality when purchasing a new product/service
in the future (WTO, 2004).

In the tourism sector, where there is fierce competition, one of the most prominent concepts that enables
the sustainability of the competitiveness of destinations and in the destination preferences of tourists is
destination image. Since tourism products are abstract and similar to each other, competition between
destinations takes place through their images (Baloglu and Mangaloglu, 2001). The concept of destination
image is defined as the expression of all the information, impressions, prejudices and emotional thoughts that an
individual or group has about a certain place (Baloglu and McCleary, 1999). Destination image can be a
determining factor in making a purchasing decision before travelling, the perception of experience at the
destination, and shaping tourist behavior and intentions after the experience (Chen and Tsai, 2007; Kasli and
Yilmazdogan, 2012). Since potential tourists who will visit a destination that has not been visited in the past
have limited knowledge about that destination, the concept of destination image that consumers create in their
minds is a more decisive factor in the destination selection decision (Tapachai and Waryszak, 2000). Previous
researches have supported the idea that destination image has a positive impact on tourists' behavioral intentions
(Uner, Evren and Tasc1, 2006; Prayag, 2009; Asseker, Vinzi and O'Connor, 2011; Artuger et al., 2013; Ozdemir,
2020).

Istanbul is a city that can meet all kinds of needs with its modern face, cultural events, shopping
opportunities, congress centers and medical services (Se¢ulmus and K6z, 2015). Istanbul, which has a history of
8000 years, has a very important potential in terms of tourism. Istanbul, which served as the capital of the
Roman, Byzantine and Ottoman Empires for approximately 1600 years, bears deep traces of cultures that are
very different from each other. Being located in the geographical region connecting the European and Asian
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continents and serving as a bridge between the east and the west attracts the attention of tourists (Igellioglu,
2014). Istanbul hosts a significant number of tourists every year. By the end of 2022, the number of foreign
tourists visiting Istanbul has reached 16 million 18 thousand 726, and this figure corresponds to approximately
one third of the tourists coming to Turkey (Istanbul Culture and Tourism Directorate, 2023). Istanbul was the
3rd most visited destination in Europe after Paris and London in 2021 (Statista, 2023).

It can be seen that there are various studies in the literature examining the destination image of Istanbul.
In some studies, the destination image of Istanbul was discussed from the perspective of travel intermediaries,
hotel managers (Yamag and Zengin, 2019) and university students (Sagdig, 2014), while in some studies it was
evaluated from the perspective of foreign tourists visiting the city (Uner et al., 2006; Altinbasak and Yalgin,
2010; Sahin and Baloglu, 2011; Maden, Koker, and Topsiimer, 2012; Albayrak and Ozkul, 2013; Oran, 2014;
Acikgdz, 2018; Ozdemir, 2020; Torlak, 2020). The rapid change in the image of destinations and tourism
demand due to tourism being quickly affected by external factors necessitates continuous tourism development
efforts. However, when the studies in the literature are examined, it is seen that the number of studies conducted
in recent years regarding the destination image of Istanbul is quite limited.

In this research, it is aimed to examine the effects of the destination image perceptions of tourists visiting
Istanbul on their intentions to revisit. In this context, the effects of destination image perceptions of tourists
visiting Istanbul in terms of entertainment venues, travel environment, cultural experience, city life and free life
criteria on their intention to revisit Istanbul were investigated.

In accordance with the research purpose, the following hypotheses were tested:

H1: Tourists' destination image related to entertainment venue affects their intention to revisit.
H2: Tourists' destination image related totravel environment affects their intention to revisit.
H3: Tourists' destination image related tocultural experience affects their intention to revisit.
H4: Tourists' destination image related tocity life affects their intention to revisit.

H5: Tourists' destination image related to free life affects their intention to revisit.

Literature Review
Destination Image

Destination stands for the final target, the anticipated end when directing something. It means the
anticipated last stop of a trip (Webster, 2023). Tourism destination is defined as "the area where tourists spend at
least one night" (World Tourism Organization, 2007). In another definition, tourism destination is expressed as
the whole of products, services and experiences provided in a region (Buhalis, 2000). Destination image “is a
description of all the information, impressions, prejudices and emotional thoughts that an individual has about a
place or object” (Lawson and Baud-Bovy, 1977). Destination image can also be defined as the sum of the
beliefs, ideas and impressions that tourists have about the physical, historical, cultural and geographical features
of the region, as well as the people living in the region, employees, tradesmen and other tourists (Crompton,
1979; Gallarza et al., 2002).

Destination image reflects all the impressions formed by individuals' emotional and cognitive concept
evaluation (Kazancioglu, 2020). The image that is mostly accepted by potential and existing customers due to its
impact on destination choice is considered the success of that tourism destination. Considering that it is very
difficult to change an existing image, a lack of image about a tourist destination is considered a better situation
than a bad image (Uner et al., 2006).

Although the concept of destination image is a relatively new term in marketing studies for the tourism
sector, it has been the subject of numerous studies over the last decade. Studies on destination image first started
under the leadership of Hunt (1975) and showed a significant increase after 1990. Bonn et al. (2005), Blumberg
(2005), O'Leary and Deegan (2002), Obenour Lengfelder and Groves (2004) focused on measuring tourists'
perceptions of destination image in their studies. Baloglu and McCleary (1999), Beerli and Martin (2004),
Echtner and Ritchie (1991) and Gallarza et al. (2002) examined the factors that cause image perception in
people. Recent studies have mainly examined the effects of destination image on destination loyalty, visit
satisfaction, visit recommendation and revisit intention (Kani et al., 2017; Chaulagain, Wiitala and Fu, 2019;
Stylidis et al. 2020; Giin and Kilig, 2022; Pan, Rasouli and Timmermans, 2021; Ates, 2022; Bekar, Kocatiirk
and Cozum, 2023).

The Importance of Destination Image in Terms of Tourism

Travel decisions made by the consumer require subjective evaluation rather than objective criteria, since
tourism products cannot be experienced before travel. However, potential visitors often have limited knowledge
about a destination they have not been to before. Therefore, the image of the destination created by the
consumer in his mind is more effective in the consumer's decision about where to go (Tapachai and Waryszak,
2000). Research shows that people pay more attention to and choose destinations with positive and strong
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images when making travel decisions (Woodside and Lysonski, 1989). Fakeye and Crompton (1991) argue that
destinations with a positive image can develop, whereas destinations with a less positive or negative image may
never reach their tourism potential.

Today, the travel decision-making process for consumers is much more complex due to the ever-
changing consumer profile. It is very important for marketers to examine the motivations that are effective in
choosing the destination the consumer wants to travel to and the process of choosing the destination. Destination
marketing organizations allocate high amounts of resources to some features that are incompatible with
consumers' beliefs, expectations and motivations (Bornhorst, Ritchie and Sheehan, 2010). However, Matos,
Mendes and Pinto (2012) state that the real competition is to gain a place in the minds of consumers, because the
image perceived by tourists affects consumers' tendencies, behaviors and attitudes.

In order to achieve success in targeted marketing, it is necessary to implement an effective destination
positioning strategy and differentiate the destination from rival businesses in the mind of the consumer. For this
reason, the goals of destination positioning strategies should be to strengthen the positive image of potential
visitors, correct the negative image and create a new positive image (Pike and Ryan, 2004). In this sense, it is
suggested that destination image constitutes the main element of destination positioning strategy (Kotler, Irving
and Haider, 1993). Destination image is effective in choosing the place to go and is effective in satisfaction with
the place, revisiting the place and recommending this place to others (Afshardoost and Eshaghi, 2020; Martin-
Santana, Beerli-Palacio and Nazzareno, 2017; Kani et al., 2017).

The origin of tourist destination image can differ greatly from their real situation. The greater the
difference between the real situation and the image, that is, the difference between experiences and expectations,
the greater the dissatisfaction with the differences will be (Avcikurt, 2003). The image of the destination in
tourists' minds is more important when that destiny is realized. If the deterioration of the destination is desired to
be present in their minds, the destination should be brought to the fore with that image, and this image should be
the locking point in how the rest will remember that place (Doganli, 2006). Because image is a phenomenon that
makes destinations different from each other and is an important factor in the decision-making process of
leaving (Tarak¢ioglu and Aydin, 2003).

The image that tourists have about that destination is the main factor that directs the future of the
destination. Since tourism products are similar and intangible, competition between destinations is carried out
through images (Ozdemir, 2007). Therefore, examining the factors that may be effective in tourists' holiday
destination selection and determining how these factors are formed is very important in terms of destination
marketing (Baloglu and Bringberg, 1997).

Destination Image Components

Destination image is a phenomenon formed by the combination of many elements that affect people's
travel behavior. For this reason, the process of image formation in the tourism sector and the image components
of destinations vary. Factors that have an impact on the formation of destination image are listed as the facilities
and services of destinations, attraction power, infrastructure, cost and hospitality (Tarak¢ioglu and Aydin,
2003), and they are also listed as feelings, thoughts, knowledge and perceptions about any destination (Gartner,
1993). Past travel experiences of tourists, information acquired by tourists, demographic characteristics of
tourists and socio-psychological travel behaviors also come to the fore (Ersoy, 2004).

Baloglu and McCleary (1999) divided the factors affecting destination image formation into two groups:
stimulating and personal factors. Stimulating factors are the external forces that affect the formation of
evaluations and perceptions. Personal factors are the psychological and social characteristics of the person
perceiving the image.

Stimulating Factors

Primary image is the image formed by the person's own experience as a result of visiting the destination,
andthe image created in the person's mind by many different and various information sources without visiting
the destination is defined as secondary image (Yarasli, 2007). The image created as a result of visiting a
destination is different, realistic and complex than the image formed without visiting that destination and using
secondary information sources (Beerli and Martin, 2004). Primary information sources obtained as a result of
visiting the destination affect the perceived destination image in proportion to the visitor's interest in the
destination, visit duration and number of visits (Yarasli, 2007).
When creating a conceptual model for the destination image, it is necessary to take into account the distinction
between tourists who will visit the destination for the first time and tourists who have visited before. Because
there are some differences between the destination image perceived by both visitor groups. The relationship
between perceived image and secondary information sources can only be revealed by tourists visiting for the
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first time. Therefore, the fact that different knowledge and motivations regarding the destination will occur in
both groups should not be ignored (Yarasli, 2007).

Personal Factors

The concept of personal characteristics in consumer behavior includes the person's socio-demographic
qualities (education level, age, gender, family life cycle, place of residence, social class, etc.) and psychological
structure (lifestyle, motivations, character, values, etc.). These personal characteristics also affect the
individual's mental perception of the image (Beerli and Martin, 2004; Pan et al., 2023; Unal and Cakir, 2020).
Thanks to these features, people create a picture of the destination in their minds. This is called personal
perceived image (Ashworth and Voogd, 1990). When the literature is examined, there are three basic elements
that determine the image of a destination before visiting it:the individual's tourism motivation, socio-
demographic characteristics and various information sources come to the fore.

Motivation is an important element that affects destination selection and image formation (Stabler, 1988).
People with different motivations evaluate their perceptions and thoughts about that destination similarly, as
long as their needs are met and they are satisfied (Beerli and Martin, 2004). Emotional component of destination
image; it is an additional value that strengthens the destination based on the motivation and satisfaction of the
person (Gartner, 1993). Since the emotional image is effective on the general image perception, it can be said
that motivations are also directly or indirectly effective on the general image.

Tourist's socio-demographic characteristics such as education level, age, gender, profession, marital
status are effective in the formation of the destination image (MacKay and Fessenmaier, 1997; Beerli and
Martin, 2004; Sagli et al., 2019; Unal and Cakir, 2020). The images of some destinations vary according to the
age and gender of tourists (Yaragli, 2007). There are also studies showing that the perceived destination image
changes according to the education level, marital status and profession of tourists (Baloglu, 1997; Baloglu and
McCleary, 1999; MacKay and Fessenmaier, 1997; Sacli, 2019; Unal and Cakir, 2020). Perception of destination
image may change depending on income level, as well (Baloglu and McCleary, 1999). Pan et al. (2021) stated
that social networks create the destination image of tourists and change the existing image of the destination, if
any, and that the level of influence of tourists from social networks varies according to the type of these social
networks, type of profession, age, marital status, education level and monthly income level.

The information sources used by tourists also affect their perception of the destination image. With
developing technology, changes are observed in information sources (Oztiirk and Sahbaz, 2017). Nowadays, use
of media tools, such as magazines, newspapers, television, internet, etc. has increased significantly.
Additionally, specialized units such as tour operators and travel agencies are used as information sources.
Tourists' experiences and the sensations they receive from their surroundings are among the most important
sources of information, as well.

It is possible to consider information research in two parts: external and internal. Internal research is
defined as mentally scanning relevant product information for a long time. External research occurs when the
individual feels the need to collect information from the outside world when internal research cannot reach
accurate and sufficient information (Dae-Young, Lehto, & Morrison, 2007). Evaluations and comments of
spouses, friends, relatives, acquaintances and the environment about the destination are also very important in
choosing a destination (Yarasli, 2007). When tourists are undecided about which destination they will be more
satisfied with and which carries less risk among many alternatives, they trust more in the information they
obtain from the social environment (Ozdemir, 2007; Tatik, 2022). Tourists' previous experiences are also an
important source of information. Since experience is more important for people than other information, the
information that tourists obtain through their personal experiences about the destination can be more effective
than the information they obtain from external sources (Yarasli, 2007).

Method
Quantitative research methods were used in the research. The data was collected by questionnaires.
Survey forms were completed by meeting face to face with the research sample in October and November 2021.
Data were collected only from volunteers, and before the survey was administered, all participants were
informed about the purpose of the research, how the scale forms should be marked, and the confidentiality of
their information.

Population and Sample

The population of the research consists of foreign tourists coming to Istanbul. The number of foreign
tourists visiting Istanbul was slightly more than 9 million in 2021 (Istanbul Directorate of Culture and Tourism,
2021). Yazicioglu and Erdogan (2004) stated that if the population size is 1,000,000 and above, 384 samples
may be sufficient. A sample size of 448 was reached for the study using the convenience sampling method.
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Measurement

The survey form consists of three parts: introductory information form, visit evaluation scale and
destination image scale. In the introductory information form, participants were asked questions such as their
country of origin, age, gender, marital status, education level, monthly income and occupation.

The level of intention to revisit Istanbul was measured with a single question on the visit evaluation
scale. The question is a 7-point Likert type, and participants score the statements between 1 and 7 (strongly
disagree: 1, strongly agree: 7). This question is taken from Sungkatavat (2013).

The destination image scale in Sungkatavat's (2013) was used to evaluate the participants' destination
image perceptions. Sungkatavat (2013) generated the scale using Echtner and Ritchie (1991, 1993), Henkel et al.
(2006), Lertputtarak (2012), Rittichainuwat, Qu and Brown, (2001) and Tapachai and Waryszak (2000). In his
validity analysis using exploratory factor analysis, Sungkatavat (2013) eliminated 6 items of the 36-item scale
and determined that the 30-item scale consisted of a five-factor structure and that these five factors could
explain 55.64% of the total variance. As a result of the reliability analysis conducted by Sungkatavat (2013),
Cronbach's Alpha coefficients for the scale were determined to be in the range of 0.72-0.86. The scale is a 5-
point Likert type scale and participants score the statements between 1 and 5 (strongly disagree: 1, strongly
agree: 5). In this study, the original version of the destination image scale with 36 questions was used. The scale
was translated from English into Turkish by experts.

Analysis of Data

The data were analyzed using SPSS 26.0 program. Descriptive statistics such as frequency, percentage,
arithmetic mean and standard deviation were used for analysis. Exploratory factor analysis was performed to
test the validity of the scales. To test the reliability of the scales, Cronbach's Alpha internal consistency
coefficients were calculated. Normality of data distributions was analyzed using skewness and kurtosis values.
Pearson product moment correlation test was used for relationship analyses. Multiple linear regression analysis
was used for impact analysis. Statistical significance was sought within the 95% confidence interval.

Results

Findings Regarding the Demographic Characteristics of the Participants

According to the findings in Table 1, 45.8% of the participants are male and 53.8% are female. 26.6% of
the participants are aged 25 and under, 41.3% are aged between 26-35, 15.2% are aged between 36-45 and
17.0% are aged 46 and over. While 47.1% of the participants are single, the rate of those who are married is
52.7%. Slightly more than half of the participants (58.3%) are university graduates. While the rate of high
school graduates is 31.7%, the rate of secondary school graduates is 9.8%. The monthly income of nearly half of
the participants (46.7%) is between 1201-2200 Euros. The monthly income of 29.0% of the participants is
between 2201-3200 Euros. While the rate of those whose monthly income is 1200 Euros and below is 13.2%,
the rate of those whose monthly income is 3201 Euros and above is 11.2%. It was found that the majority of
participants (39.3%) were private sector employees. The rate of public employees is 32.6%. The rate of business
owners is 12.9%, the rate of students is 9.8%, the rate of retired people is 1.1%, the rate of housewives is 2.7%
and the rate of unemployed people is 1.6%.

Table 1. Demographic Information of Participants

Variables Groups f %
Gender Female 241 53.8
Male 205 45.8
25 and below 119 26.6
Age 26-35 185 41.3
36-45 68 15.2
46 and above 76 17.0
. Single 211 47.1
Marital Status Married 236 527
Elementary School 44 9.8
Education High School 142 31.7
College 261 58.3
Monthly Income 1200 Euro and below 59 13.2
1201-2200 Euro 209 46.7
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2201-3200 Euro 130 29.0
3201 Euro and above 50 11.2
Student 44 9.8
Private employee 176 39.3
Business owner 58 12.9
Occupation Public employee 146 32.6
Retired 5 1.1
Housewife 12 2.7
Unemployed 7 1.6

According to the findings in Table 2, participants came to visit Istanbul from 27 different countries. The
participants were mostly from Russia (16.7%), Iran (14.3%), Ukraine (10.9%), Germany (10.9%), Iraq (6.9%)
and the USA (5.4%).

Table 2. Countries the Participants Come From

Variables Groups f %
Russia 75 16.7
fran 64 14.3
Germany 49 10.9
Ukraine 49 10.9
Irag 31 6.9
USA 24 5.4
France 17 3.8
Azerbaijan 17 3.8
UK 16 3.6
Uzbekistan 10 29
Israel 9 20
Holland 9 20
Bulgaria 9 20

Country SaudiArabia 8 1.8
Afghanistan 7 16
Suriya 6 13
Italy 6 13
Sweden 5 11
Finland 5 11
Romania 5 11
Hungry 5 11
Norway 5 11
Kuwait 5 11
Libia 3 07
Armenia 2 0.4
UAE 2 0.4
Austria 2 0.4

Exploratory Factor Analysis

Adhering to the original scale, exploratory factor analysis was conducted on the SPSS program on 36
items. Factor analysis was performed using the principal component method and Varimax factor rotation
technique. It was determined that KMO values were higher than 0.60 and p values for Bartlett's sphericity test
were lower than 0.05. 1.00 was accepted as the criterion for Eigenvalue. Items with extraction values below 0.40
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were removed from the scale and the factor analysis was repeated. If the difference between the factor loadings
of the items loaded on two separate factors was less than 0.20, the relevant item was removed from the scale.
Following a series of factor analyses, 14 items were removed from the scale. Contrary to the 5-factor structure
predicted in the scale (Sungkatavat, 2013), a 9-factor structure consisting of 22 items was obtained (Table 3).
The new factors by taking into account the nomenclature in the original scale are named as open-air
entertainment, sea-related entertainment, macro-scale travel environment, micro-scale travel environment, visual
cultural experience, culture learning, city life, adult-oriented nightlifeand LGBT and drug-oriented nightlife.
Cronbach's Alpha values of the factors in the scale were found to vary between 0.59 and 0.94. These values,
determined as 0.59, 0.60 and 0.69, appear to belong to factors consisting of two items. Since Cronbach's Alpha
values are affected by the number of items in the scale (Byrne, 2010), the reliability scores of these two-item
factors were considered acceptable.

Table 3. Exploratory Factor Analysis

Factor Item Fact_or Expl_ained Cronbach’s
Loadings variance Alpha
Open-air Various outdoor activities 0.95
engertainment Adventure opportunities 0.94 47.08 0.94
Sea—rel_ated Beaut?ful bgachgs and islands 0.97 4767 0.82
entertainment Beautiful dive sites 0.94 ' '
Macro-scale travel Stable political situation 0.88
environment Unpolluted environment 0.90 35.43 0.71
Cleanness 0.80
Mic_ro—scale travel Nice climate 0.90 4735 0.83
environment . .
Efficient local transportation system 0.93
Beautiful architecture and buildings 0.90
Visual cultural Interesting traditions and cultures 0.87
experience Cultural and historical attractions 0.85 49.26 0.88
Landscape and natural beauty 0.80
. Provide  opportunities  for  learnin 0.85
Culture learning Traditional f:sﬁivals 9 0.81 25.22 0.60
Friendly people 0.78
City life Various world cuisines 0.85 41.95 0.79
Quality accommodation opportunities 0.86
Adult-oriented Adult oriented nightlife 0.84
nightlife Nightlife, party and adult entertainment 0.83 25.22 0.59
- LGBT friendly 0.89
I(;rci;e?]:;g nn(jigdr:tt:%e Easy access to drugs 0.86 35.59 0.69

Descriptive Statistics and Normality

From the findings in Table 4, it is understood that the participants generally evaluate destination image
factors at a high level. It was determined that the destination image factors evaluated at the highest level were
visual cultural experience (4.59) and city life (4.55). It was determined that the destination image factors
evaluated at the lowest level were LGBT and drug-oriented free life (2.72) and sea-related entertainment venues
(3.77). Since the skewness and kurtosis values of the scales were between -2 and +2, the data distribution was
considered normal (George and Mallery, 2010).

Table 4. Descriptive Statistics of Scales and Normality

Variables Min. Max. X Sd. Skewness Kurtosis
Open-air entertainment 3.00 5.00 4.18 068 -0.19 -1.02
Sea-related entertainment 1.00 5.00 3.77 1.01 -0.39 -0.77
Macro-scale travel environment 2.50 5.00 4.06 0.62 0.38 -0.95
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Micro-scale travel environment
Visual cultural experience
Culture learning

City life
Adult-oriented nightlife
LGBT and drug-oriented

3.00
4.00
3.00
4.00
3.50
1.00

5.00
5.00
5.00
5.00
5.00
4.50

4.24
4.59
4.14
4.55
4.37
2.72

0.52
0.42
0.64
0.42
0.42
0.82

0.45
-0.39
-0.55
-0.15
0.40
-0.50

-1.19
-1.51
-0.85
-1.62
-1.30
-0.37

Relationship and Impact Analyzes

According to the findings in Table 5, there are positive and significant relationships between revisit
intention andoutdoor entertainment venues, sea-related entertainment venues, macro-scale travel environment,
micro-scale travel environment, culture learning experience and LGBT and drug-oriented free life destination
image factors(r=0.21 and p<0.05;r=0.29 and p<0.05;r=0.25 and p<0.05;r=0.15 and p<0.05;r=0.18 and
p<0.05;r=0.29 and p<0.05; respectively). No significant relationships were detected between revisit intention
and visual cultural experience, city life and adult-oriented free life, and the level of destination image factors.

Table 5. Relationships Between Destination Image Factors and Revisit Intention

1 2 3 4 5 6 7 8 9 10
1 1

2 0.42" 1

3 0.317 0.76" 1

4 0.50" 0407  0.317 1

5 0277  -0417 -0497 010 1

6 0.677 066~  0.60" 0527  -0.06 1

7 043" 0357 -033" 0177 080" 0.08 1

8 -0.11 053"  0.63” 005  -0.697 028" -0.627 1

9 0.58" 073" 058" 0597  -004 067" 008 0.20" 1

10 0.21" 029" 0257 015" 0.04 0.18" 0.0 005 0297 1

1: Open-air entertainment, 2: Sea-related entertainment, 3: Macro-scale travel environment, 4: Micro-scale
travel environment, 5: Visual cultural experience, 6: Culture learning, 7: City life, 8: Adult-oriented nightlife, 9:
LGBT and drug-oriented nightlife, 10: Revisit intention.

*. The relationship between variables is significant at the 0.05 level.

** The relationship between variables is significant at the 0.01 level.

The findings in Table 6 indicates that outdoor entertainment venues, sea-related entertainment venues,
macro-scale travel environment, micro-scale travel environment, visual cultural experience, culture learning
experience, city life, adult-oriented free life and LGBT and drug-oriented free life destination image factors
explains a 13% variance on the revisit intention and this amount of explained variance is statistically significant
(F=8.41, p<0.01). It was found that the destination image factors of sea-related entertainment venues, macro-
scale travel environment, visual cultural experience and culture learning experience had a significant effect on
the level of revisit intention ($=0.23 and p<0.05, #=0.24 and p<0.05, $=0.29 and p<0.05, #=-0.20 and p<0.05).
While the effect of sea-related entertainment venues, macro-scale travel environment and visual cultural
experience culture learning experience destination image factors on the revisit intention level is positive, the
culture learning experience destination image factor's effect on the revisit intention level is negative. On the
other hand, it was determined that outdoor entertainment venues, micro-scale travel environment, city life,
adult-oriented free life and LGBT and drug-oriented free life destination image factors did not have a significant
effect on revisit intention.

Table 6. Effect of Destination Image Factors on Revisit Intention
Dependent Variable:Revisit Intention

Independent Variables B S.E. p t p VIF D-wW
Sabit 6.18 0.34 18.21 0.00
Open-air entertainment 0.03 0.03 0.08 1.09 0.28 2.89 171
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Sea-related entertainment 0.06 0.03 0.23 2.37 0.02 5.04
Macro-scale travel environment 0.10 0.03 0.24 3.00 0.00 3.34
Micro-scale travel environment -0.02 0.03 -0.03 -0.56 0.57 1.67
Visual cultural experience 0.18 0.05 0.29 3.44 0.00 3.55
Culture learning -0.08 0.03 -0.20 -2.52 0.01 3.07
City life -0.08 0.05 -0.13  -1.45 0.15 4.01
Adult-oriented nightlife -0.04 0.04 -0.06 -0.89 0.37 2.71
LGBT and drug-oriented nightlife ~ 0.04 0.03 0.12 1.43 0.15 3.47
R:0.38 F:8.41

Adjusted R% 0.13 p:0.00

Discussion

Tourism is an extremely important tool for the growth of a country's economy and development. Thanks
to tourism, not only foreign currency flows into the country, but also hundreds of thousands of people are
employed in the tourism sector. Tourism also contributes to the development of tourist cities and regions.
Thanks to tourism, awareness about the protection of national, cultural and historical values is increasing.
Cultural and social changes also occur with the dynamism provided by tourism. In order to achieve all these
benefits of tourism, it is necessary to attract tourists to the country. The tourist attraction of a country or area
depends on the destination image of that place, along with a number of other factors. Destination image is the
expression of knowledge, experience, perception, judgment and thoughts that an individual has about a place.
Destination image is related to how a tourist area is perceived by a tourist and the tourist's impressions about
that place. The destination image that the tourist has is of critical importance as it is an effective factor in the
tourist visiting that place again and recommending that place to others. Destination image about a place plays a
critical role in making choices and decisions about that place. For this reason, in order for a touristic place to
attract more tourists and for that place to be visited again, the perception of the destination image about that
place must be kept high.

In this research, the effects of the destination image perceptions of tourists visiting Istanbul on their
intention to revisit Istanbul were investigated. Findings showed that the destination image factors evaluated at
the highest level by foreign tourists visiting Istanbul were visual cultural experience (4.59) and city life (4.55),
and the destination image factors evaluated at the lowest level were LGBT and drug-oriented free life (2.72) and
sea-related entertainment venues (3.77) factors. In addition, it has been determined that the level of intention of
foreign tourists visiting Istanbul to revisit Istanbul is very high.

Findingsindicated that the destination image perceptions of the foreign tourists visiting Istanbul related to
open-air entertainment venues, sea-related entertainment venues, macro-scale travel environment, micro-scale
travel environment, visual cultural experience, culture learning experience, city life, adult-oriented free life and
LGBT and drug-oriented free life explained a significant variance of 13% on the intention to revisit Istanbul.
Among these nine factors, sea-related entertainment venues, macro-scale travel environment, visual cultural
experience and culture learning experience had a significant effect on the revisit intention. While the effect of
the first three destination image factors is positive the effect of the cultural learning experience destination
image factor is negative. Based on these findings it concluded that when foreign tourists’ perception levels
concerning sea-related entertainment venues, macro-scale travel environment and visual cultural experience
culture learning experience destination image factors increase, their intention to revisit also increases, and on the
contrary, when theirperception levels concerning culture learning experience destination image factor increase
their level of intention to revisit Istanbul decreases.

When the findings of the studies in the literature are examined, it is understood that they are parallel to
the findings of this research in terms of the positive effect of destination image on revisit intention. Ozttrk and
Sahbaz (2017) found that destination image factors have a positive and significant effect on revisit intention and
recommending a visit. Bezirgan, Kéroglu, and lban (2017) found that the cognitive destination image positively
affects behavioral intention, while the emotional image does not have a significant effect on behavioral
intention. Kaya (2022) showed that the destination image, consisting of travel environment, natural attraction,
entertainment and activities, historical places, infrastructure, accessibility, relaxation and price/value sub-
dimensions, positively affected the intention to revisit. Bilgi (2022) found that the sub-dimensions of the
destination image (geographic and social structure, historical and touristic values and transportation services)
positively affected the intention to revisit. Giin and Kili¢ (2022) found that perceptual image, emotional image,
behavioral image and holistic image, which are the sub-dimensions of destination image, positively affected the
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intention to revisit the destination. Bekar et al. (2023) determined that there was a positive and significant
relationship between destination image and revisit intention. However, while the economic and socio-cultural
sub-dimensions of the destination image had a significant effect on revisit intention, no significant effect of the
promotional dimension was detected. Oztiirk and Sahbaz (2019), Chaulagain et al. (2019), Sach et al. (2019),
Afshardoost and Eshaghi (2020), Ceti and Atay (2020), Ahmad et al., (2020), Stylidis et al. (2020), Savase¢1 and
Yildirim (2021) and Tatik (2022) showed that destination image perception has a positive and significant effect
on revisit intention.

Based on the findings of the research it can be said that in order to ensure that tourists visit Istanbul
again, it is necessary to increase their perception levels regarding the factors that determine the destination
image. Efforts should be made to increase the image of the destination, especially in terms of sea-related
entertainment venues, macro-scale travel environment and visual cultural experience. In this research, it was
determined that learning the culture negatively affected revisiting. The reasons for this should be examined in
future research. If there are inaccuracies in the media tools and methods used to learn culture, these should be
corrected. Future studies should study destination image and its effects on revisit intention in different locations
and with different sample groups. Additionally, since the destination image scale used in this research is a newly
used scale in Turkish, more studies should be conducted on the validity and reliability of this scale.
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