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Abstract

The promotion and organization of leisure-
related events attract potential tourists,
interested in such activities, to the regions
where these events are held, thus ensuring
the development of tourism. In the context
of contemporary tourism, cultural, artistic,
and sporting events are considered effec-
tive strategies for creating an image of the
destination where they take place. The aim
of this study is to examine the participants’
experiences at a specific event, the 3rd
Esme Quince Festival, in order to identify
differences in their participation and their
perception of it, using the participants’
sociodemographic characteristics and spe-
cific dimensions (affective, physical, cog-
nitive, and innovation) as study variables.
To this end, 392 festival attendees were
surveyed, and their experience was analyzed
from various dimensions: affective, physical,
cognitive, and innovative. The results show
that certain sociodemographic variables of
the participants, such as age, gender, educa-
tion level, and experience, influenced both
their participation in the event and their per-
ception of it; in contrast, their income level
did not significantly affect these aspects.

Keywords: destination, event, festival,
Esme (Kocaeli / Tiirkiye)
Resumen

La promocion y la organizacion de eventos
relacionados con el ocio atraen a turistas
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potenciales interesados en ese tipo de actividades a las regiones donde se celebran, lo que
garantiza el desarrollo del turismo. En el marco del turismo contemporaneo, los even-
tos culturales, artisticos y deportivos se consideran estrategias eficaces para crear una
imagen del destino donde se llevan a cabo. Este estudio tiene como objetivo examinar la
experiencia de los participantes en un evento especifico, el III Festival Egsme Ayva, para
identificar diferencias en su participacion y en su percepcion del festival, tomando como
variables de estudio las caracteristicas sociodemograficas de los asistentes y determinadas
dimensiones: afectiva, fisica, cognitiva y de innovacion. Con este propdsito, se encuestod
a 392 asistentes al festival, cuya experiencia se analizo desde diversas dimensiones:
afectiva, fisica, cognitiva e innovadora. Los resultados evidencian que ciertas variables
sociodemograficas de los participantes, como la edad, el género, el nivel educativo y su
experiencia, influyeron tanto en su participacion en el evento como en su percepcion de
este; por el contrario, su nivel de ingresos no afectd estos aspectos significativamente.

Palabras clave: destino, evento, festival, Egsme (Kocaeli / Turquia)

1. Introduction

From the perspective of the tourism industry, the relationship between events and destina-
tions is of great importance. In addition to the natural and cultural wealth that destination
offers to draw tourists, organised events are seen as an effective way of attracting them.
Events have become an essential reason for many tourists’ travel plans. For example,
world-renowned festivals held around the world encourage tourists to plan their trips at
certain times of the year, thus making those destinations more preferred by tourists. Due
to the increasing importance of niche markets in the tourism industry, destination plan-
ners have focused more closely on revising traditional marketing approaches and directly
analysing consumers.

The image created of a destination through the organization of events is valuable to the
target audience and provides a competitive advantage for the destination, making it pre-
ferred over its competitors. A review of the literature suggests that the elements that make
up the destination image are generally affective and cognitive factors, and that the overall
image perception is formed by the individual’s interpretation of these factors. The aim
of this study is to examine the participants’ experiences at a specific event, the 3rd Esme
Quince Festival, in order to identify differences in their participation and their perception
of it, using the participants’ sociodemographic characteristics and specific dimensions
(affective, physical, cognitive, and innovation) as study variables.

Looking at studies on destination image, it is clear that the industry has a wide range of
assessment tools at its disposal and that various scientific tests have been attempted; how-
ever, the differences perceived by tourists in terms of socio-demographic characteristics
have yet to be adequately addressed. As a result of developments in education, the economy
and social rights, individuals have increased their opportunities for self-improvement and
differentiation in terms of socio-demographic characteristics. At a time when the tourism
industry is becoming increasingly important in terms of diversity and competition, tour-
ists’ perceptual changes in destination images are being closely monitored.
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The first part of the study provided information on the subjects of the study. In the section
where the importance of events as an important niche in the tourism industry is assessed
in terms of the relationship between events and destinations, information is provided on
the source of motivation for the study. The second part of the study includes information
on tourism, destination, and image, elements that create destination image; and literature
studies on event concepts. In the third part, based on the information obtained from the
participants of the 3rd Esme Quince Festival and the above-mentioned studies, perceptual
differences in destination image and event experience were identified among the parti-
cipants in terms of socio-demographic characteristics. The hypotheses proposed in this
study were compared and analysed with the research results. In the research discussion,
conclusions, and recommendations section, the information obtained on whether there are
differences in the event experience and image perception of participants according to their
socio-demographic characteristics was discussed in similar and different aspects to the
literature. In addition, various recommendations were made to institutions, organisations,
and researchers for future studies on this topic.

2. Literature Review

Following a literature review, it was found that detailed studies have been carried out on
the concept of destinations, characteristics of destinations, destination image, components
of destination image, sources of information about destinations, elements of destination
attraction, the concept of events, the role of events in destinations, types of events, the
relationship between events and tourism, the concept of festivals, the relationship between
festivals and tourism, the impact of festivals on the image of tourist destinations, and the
experiences of event participants according to their socio-demographic characteristics.
These studies are briefly summarised below.

Buhalis (2000) evaluated destinations as areas of societal and individual importance, while
Ozdemir (2007) identified them as places that can appeal to tourists with different interests.
Tirkay (2014) defined destinations as areas where people travel for various reasons because
of the attractions they possess. Artuger and Cetinsoz (2014) explained the influence of
image perception in directing preferences and choices. Akyurt and Akay (2009) evaluated
the image of the offered goods and services as an essential factor affecting consumers’
purchase intentions and satisfaction. Tolongii¢ (1992) defined image as the perceptions
formed by the experiences, value judgments; and possibilities of individuals. Yamag (2014)
described destination image formation as the visual and symbolic manifestation of any
object, sequence of events, or thought, and noted that the image structure consists of both
perceptual and affective evaluations.

From a different perspective, Giiglii (2017) found that tourists create preferences for des-
tinations, products, and services based on the sources of information they acquire and the
quality of information. Beerli and Martin (2004) explained the influence of primary and
secondary information sources, as well as personal factors on image formation. Yarasli
(2007) and Oztiirk (2017) investigated how different information sources and travel motiva-
tions vary according to tourists’ previous experiences. Billge Doganli (2006) described the
need for destinations to position themselves advantageously against competitors, identify
the consumer market well, and guide it positively, while Gunn (1972) suggested that a
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gradual image formation model with organic images, stimulated images, and modified
image steps could be valid for destination image formation.

Baloglu and McCleary (1999) stated that the destination image is created from three
components: cognitive, general, and affective. Oran (2014) provided information on how
individuals psychologically and socially evaluate the destination image after traveling,
while Murphy (2000) explained the effect of tourist behaviour on destination image
formation, detailing the behaviour and attitudes of tourists before traveling. Sengiil et
al. (2018) systematically described the values offered to tourists, including attraction
elements as image elements, while Ritchie and Crouch (2003) explained the importance
of natural resources and attractions hosted by tourism destinations in terms of marketing
and attraction. Komilova et al. (2021) emphasised the importance of physical geography in
terms of attraction, while Morrison (2018) and Latypova (2011) assessed the significance
of historical, cultural, and natural beauty of the region for the destination. Tirnakgi et al.
(2018) described the captivating experience of tourists visiting natural landscapes, while
Grigarova and Arabska (2014) elaborated on the details of natural landscapes.

Toy and Tiirkes (2022), while explaining the impact of climate on visits, emphasised the
attractiveness of plant and animal diversity, according to Arslan (2005). Soykan (1999)
assessed the impact of sports and outdoor activities on the image and attractiveness of
destinations. Cronin and O’Connor (2003) explained tourists’ desire to explore different
cultures and historical sites, while Lennon (2017) emphasised historical sites. Hernandez-
Mogollén et al. (2014) emphasize as determinants of the image and attractiveness of tourist
destinations cultural values, and activities; Sarikaya and Er (2012), traditional handicrafts;
Demir et al. (2019), gastronomy; Ekenyazic1 (2005), architecture; and Kurnaz (2013), local
beliefs and rituals. Igellioglu (2014) emphasised the need for destinations to have sufficient
infrastructure in terms of attractiveness. In this context, Gutiérrez and Miravet (2016)
studied transportation options; Lickorish and Jenkins (1997), accommodation facilities;
Erdem and Akyiirek (2017), food and beverage options; Ozgéren Sen and Oztek (2017)
and Gorgiin (2011), entertainment businesses; Aydin (2012), health services; and Ayas
(2007), communication systems. Sengiil et al. (2018) examined the details of infrastructure
facilities of destinations. In this regard, Emekli (2006) examined cultural and historical
values; Rozycki and Dryglas (2014), natural environment elements; and Kiling (2014),
Karasu (1990), Aymankuy (1997), and Demirkapi (2017), activities such as trade fairs and
business centres that have an impact.

In addition to the geographical and cultural history, and natural and man-made elements of
attractiveness mentioned in the literature, the factors that make destinations effective and
competitive are the activities associated with them. Eskin et al. (2017) studied activities in
the natural environment (fishing, canoeing, surfing, diving, paragliding, hiking, and rock
climbing, etc.); Glingdr and Arslan (2004) and Morice and Violier (2009), historical and
cultural activities (museums, art galleries, local festivals, etc.); Tuna (2018), and Dridea
and Strutzen (2008), amusement parks (theme parks, cinemas, zoos, theatres, water parks,
etc.); Salici and Ozdasli (2016) and Papanikos (2015), sports activities (golf, tennis, soccer,
swimming, basketball, etc.); Giinal (2005), and Kargiglioglu and Kabacik (2017), dining
options (cafes, restaurants, local markets, food festivals, etc.); Atak et al. (2017), music
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festivals (rock, pop, jazz, blues, classical music, etc.); Bogan and Sarusik (2016), shopping
options and opportunities.

Ercan (2020) analysed the attractiveness elements of destinations in online travel guides
through the example of “Tiirkiye Home”, and concluded that the historical structures and
natural beauty of cities are the most prominent attractiveness elements in promotional
information. Aybarg et al. (2019) concluded that, within the framework of public incentive
policies for tourism in Turkey, regions that invest in tourism and are more active provide
benefits to themselves and their surroundings in terms of tourism. Karakiigiik (1997)
defined activities as those that individuals engage in during their leisure time to achieve
satisfaction, while Getz (2008) defined activities as pre-planned, themed, and regularly
invited. Ekin (2011) investigated making participants feel special during an activity. Huang
(2017) investigated the motivational effects of activities and their importance in competition
and for tourism stakeholders. Van der Wagen (2005) emphasised that activities providing
unforgettable experiences require long and careful strategies, involve the joint work of
many teams, and entail high risks, and thus can be considered activities. Kdmiircii (2013)
examined the processing of sports activities with religious motifs into heroic stories.

Apaydin (2011) examined sports events to enhance the reputation of destinations, increase
marketing power, and create employment opportunities. Ginsburgh and Noury (2008)
explained in their study that arts and entertainment events bring significant benefits to
destinations. Eryilmaz (2011) investigated the impact of business-oriented scientific events,
which bring professionals together, offer business opportunities, and facilitate knowledge
exchange between destinations. Ekin (2011) studied the changes and impacts in destinations
where political and cultural events were held. In a study on festivals and their connection
to tourism, Picard and Robinson (2006) analyzed the influence of festivals on destinations.
Coban and Siier (2018) argued that such events are organized to attract tourists to a region,
thus contributing to its overall appeal.

Raj (2004) explained the effectiveness of festivals and events in helping tourists to better
understand and experience the world. Sa¢li and Erséz (2019) examined the contribution
of festivals to the destination image. Ozgiirel et al. (2015) investigated the relationship
between local cultures and festivals. Aktas and Kizilcalioglu (2020) found that tourists
have a positive perception of destinations through events. Kahraman (2020) analyzed the
impact of festivals on the number of tourists. Eryilmaz and Yiicetiirk (2018) explored the
relationship between events and media information. Dimanche (2002) discussed the blend-
ing of memories by tourists who experience different cultures during events. Ercan and
Civelek (2020) examined the contribution of events to the local economy. Social events
that bring people together for a specific reason, with entertainment as a central theme,
contribute significantly to the cultural continuity of society. While events aim to make
the destinations where they are organised attractive, they also contribute to the planning
and marketing of regional tourism (Getz, 1997).

Festivals allow strangers to come together for everyday purposes and get to know each other
(Ozgiirel et al., 2015). The cultural, social, and destination image perceptions observed
among festival visitors can measure the satisfaction of participants. Therefore, attitudes
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towards festivals and events are indirectly important in revealing the behavioural intentions
that individuals may have towards the destination (Sagilik & Cevik, 2017). Knowing the
sociodemographic characteristics of festival attendees may be necessary to make relevant
events sustainable (Carvache-Franco et al., 2020). Sociodemographic characteristics
—such as age, gender, educational status, and income status— are factors that individuals
acquire from birth or throughout their lives. Based on the literature review, attempts have
been made to observe the positive or negative role of socio-demographic characteristics
in individuals’ decisions.

Monteiro and Borges (2015) investigated the impact of sociodemographic characteristics
and customer loyalty on the tourism sector and the effect of seven sociodemographic char-
acteristics (age, gender, marital status, education, occupation, income status and nationality)
on tourism preferences. They found that six socio-demographic characteristics directly
influenced tourism preferences. As the gender of the participants did not have a significant
effect on tourism preferences, the research hypotheses were partially accepted. In the study
by Almeida (2020), which aimed to identify the attractions that the city had chosen for
tourists, it was found that participants belonging to the middle-low-income and middle-
low education groups in Porto were positively differentiated from other participants, and
their participation in the event was more intense. In the study by Bekar and Kilig (2014),
which investigated the participation of domestic tourists in gastronomic events in Hatay
province based on income status, it was concluded that this variable is essential for event
participation and decision-making motivation for tourist activities, with individuals with
higher income preferring “local and select” restaurants compared to others, and showing
more interest in significant local products.

When tourism events result in satisfactory outcomes, they provide opportunities for resi-
dents and visitors to express positive opinions about their lives (Lee et al., 2015). Guillet et
al. (2011), in their study of Hong Kong residents, claimed that different age groups varied
in travel expenditure decisions, destination selection, and length of stay during tourism
activities undertaken by Hong Kong tourists between 2005 and 2010. In a study by Dryglas
and Salamaga (2017), the participation behaviour of Polish citizens in thermal tourism was
investigated; participants travelled with three different motivations: for health, cultural,
and social purposes. When the reasons for participation were examined in terms of socio-
demographic characteristics, it was found that participants’ age, gender, and income level
directly influenced the participation process.

In their study of 806 tourists arriving at the Antalya Airport International Terminal,
Karakas et al. (2022) attempted to reveal the differences in destination image perception of
different age groups. According to the research, significant differences emerged between
age and gender in the perception of destination images. Kusdibyo’s (2022) study of 404
participants in thermal tourism activities found that perceived destination image alone
does not activate travel motivation, but does influence destination loyalty. In addition,
the study on destination loyalty distinguished participants by gender. In a research by
Hammadou et al. (2008) on destination choice and image perceptions of people living in
Antwerp (Netherlands), it was found that there were significant differences in decision-
making processes in terms of education and marital status when socio-demographic char-
acteristics were examined. In a study by Rodriguez-Rangel et al. (2016), which evaluated
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events based on tourists’ sociodemographic characteristics, it was observed that, when
individuals participated in the same event multiple times, they approached minor problems
related to the event (communication breakdowns and transport problems) more positively
than first-time participants. Consequently, when tourist groups with similar event experi-
ences do not disrupt comfort and planning flow, the enjoyment of the event is positively
different from that of first-time participants.

3. Research Methodology and Empirical Findings

3.1 Data Set, Model and Methodology

After reviewing the literature, we determined that changes in socio-demographic char-
acteristics lead to differences in sensory perception. Therefore, the following hypotheses

were formulated:

H1a: Affective involvement attitudes towards an activity will show a significant gender
difference.

H1b: Cognitive participation attitudes towards an activity will show a significant gender
difference.

H1c: Physical participation behaviour in an activity will show a significant gender
difference.

H1d: Experience of innovation in an activity shows a significant gender difference.

H2a: Affective participation attitudes towards the activity show a significant difference
among different age groups.

H2b: Cognitive participation attitudes toward the activity show a significant difference
between different age groups.

H2c: Attitudes towards physical participation show a significant difference between the
different age groups.

H2d: Experience of innovation in an activity shows a significant difference between
different age groups.

H3a: Affective attitudes to participation in activities show significant differences between
different income groups.

H3b: Cognitive attitudes to participation in activities show significant differences between
different income groups.

H3c: Physical participation behaviors in activities shows significant differences between
different income groups.
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H3d: Experience of innovation in the activity shows a significant difference among bet-
ween income groups.

H4a: Affective participation attitudes towards activities show significant differences
between educational groups.

H4b: Cognitive participation attitudes towards activities show a significant difference
between different education groups.

H4c: Attitudes towards physical participation show a significant difference between
different educational groups.

H4d: Experience of innovation in an activity shows a significant difference among bet-
ween educational groups.

H5a: The affective participation attitudes of people who have previously participated in
the activity before are significantly different from those of people who are participating
for the first time.

H5b: The cognitive participation attitudes of people who have previously participated in
the activity before are significantly different from those of people who are participating
for the first time.

H5c: The attitudes to physical participation of people who have previously participated in
an activity will be very different from those of people who are participating for the first time.

H5d: The innovation experience of people who have previously participated in an activity
will be very different from that of people who are participating for the first time.

Before analysing the data, it was determined whether they were suitable for normal dis-
tribution and whether they met the parametric conditions. Several methods can be used
to determine whether data are normally distributed. One method involves calculating the
skewness and kurtosis values of the data (Coskun et al., 2017, p. 159). Table 1 shows the
skewness and kurtosis values of the variables used in this study.

Table 1. Skewness and kurtosis values

Variables Skewness Kurtosis
Affective Involvement -0.526 -0.36
Cognitive Engagement -0.869 0.685
Innovation Experience -0.452 -0.489
Physical Participation -0.628 -0.329

Note. Own construction.
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The skewness value is expected to be within the range of 1 (George & Mallery, 2010) and
the kurtosis value is expected to be less than £3 (Sposito et al., 1983) to meet the assump-
tion of a normal distribution (Ercik & Coban, 2024). It was assumed that the skewness
and kurtosis values of the variables in the study were within specified ranges, indicating
that the data met the assumption of a normal distribution. Therefore, the data used in this
study met the necessary assumptions for multivariate analysis.

The aim of this study is to examine the participants’ experiences at a specific event, the
3rd Esme Quince Festival, in order to identify differences in their participation and their
perception of it, using the participants’ sociodemographic characteristics and specific
dimensions (affective, physical, cognitive, and innovation) as study variables. The technique
used was a questionnaire. The research population consisted of tourists from Kocaeli and
Sakarya provinces who participated in the cited event. Although the study was conducted
in the region where the festival was held, the sample was determined by convenience sam-
pling from all individuals who participated directly or indirectly. Convenience sampling
consists of the views of individuals selected by the researcher’s observations within the
main population (Hasiloglu et al., 2015). In this study, 401 surveys were conducted face-
to-face with the participants, and 9 of the surveys were not evaluated. Data obtained from
392 surveys were analysed.

The reason for choosing the convenience sampling method in the study was the impos-
sibility of reaching the entire population and the long time it would take to reach the
participants after random selection. In determining the scope of the research in terms of
application, convenience sampling method, which is an non-probability sampling tech-
nique, was used due to constraints such as time, cost and accessibility (Altunisik et al.,
2012, p. 141). The research scale consists of statements that have been tested for validity,
reliability and usability by the team of the Association for Tourism and Leisure Educa-
tion and Research (ATLAS), founded in 1991 in the Netherlands for education, personnel
training, and research in tourism and leisure.

After the final control, the participants who attended the events organised within the
framework of the 3rd Egsme Quince Festival were interviewed by an expert team of five
academics (three from the Department of Tourism Management, one from the Department
of Tourist Guiding, and one from the Department of Recreation Management). The data
were collected by means of a survey—the conceptual analysis of the collected data aimed
to adequality explain the participants’ views. The data obtained from the research was
analysed using SPSS. A five-point Likert scale was used in the survey statements, except
for the demographic variables, with responses to the relevant statements ranging from
Strongly Disagree (1) to Strongly Agree (5). An arithmetic mean close to five indicates
agreement with the statement, and an average close to one indicates disagreement with
the statement.

4. Findings

This section first presents the demographic information obtained from the participants
and then analyses the results obtained using SPSS.
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Table 2. Frequency distribution of demographic variables

Demographic Characteristics N %
Female 190 48.5
Gender Male 202 51.5
Total 392 100
Between 18-25 43 11
Between 26-32 65 16.6
Between 33-39 62 15.8
Age
Between 40-46 112 28.6
47 years and over 110 28.1
Total 392 100
Primary education 116 29.6
High School 114 29.1
Education Status University (associate-license) 108 27.6
Postgraduate 54 13.7
Total 392 100
0-1500 65 16.6
1501-3000 104 26.5
3001-4500 81 20.7
Income Status
4501-6000 79 20.2
6001 and above 62 15.8
Total 392 100

Note. Own construction.

Gender, age, level of education, and average monthly income were used as the demographic
variables. The frequency distribution of the demographic variables in the questionnaire is
shown in Table 2. Accordingly, 51.5% of the respondents were male, 48.5% were female,
28.6% were in the age group of 40-46 years, 29.6% were primary school graduates, 29.1%
were high school graduates, 16.6% had an income between 0-1500%, and 26.5% had an
income between 1501-3000%.

4.1 Reliability Analysis of the Event Experience Scale

According to Ergin (1995), reliability is expressed as the consistency of the initial results of
the measuring instrument determined in relation to similar objects or people, independent
of time and people, and at the same time, it is the achievement of the same results when
the measuring instrument is retested on different people.
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Table 3.Variables of the scale

Variables of the Research Scale | Number of Statements Mean Standard Deviation Alpha Coefficient
Affective Involvement 5 3.674 0.78 0.822

Cognitive Engagement 6 3.645 0.789 0.875

Innovation Experience 3 3.678 0.908 0.836

Physical Participation 3 3.765 0.827 0.83

Total 17 0.927

Note. Own construction.

There are several ways to determine the level of reliability of measuring instruments.
Among these options, especially in the social sciences, the Cronbach’s Alpha coefficient
method is the most commonly used. In this method, the variances of as many expressions
as there are in the scale are summed and determined by the ratio of the resulting number
to the total variance (Kilig, 2016). When the Cronbach’s Alpha coefficients belonging to
each of the variables listed in Table 3 were examined separately, it was found that the
alpha coefficients of the mentioned variables were in the range of at least 0.822-0.875. The
fact that these coefficient values are above the reliability threshold of 0.700 (Karakog¢ &
Donmez, 2014) indicates that each variable is reliable. Furthermore, when the reliability
analysis was conducted as a whole scale rather than as a variable, the overall reliability
coefficient of the scale was 0.927. Therefore, the internal consistency level of the research
scale as a whole was above the threshold, which provides evidence of reliability.

4.2 Structure Validation

The data sets obtained during the research are examined and explained using different
methods of analysis in order to determine the construct validity of the results and to explain
what these results are related to (Akyiiz, 2018). According to the literature reviews on
the construct validity and testability of the scale, it is observed that Exploratory Factor
Analysis (EFA) is predominantly used among the methods employed. In its simplest terms,
EFA aims to achieve a minimum number of variances while maintaining the integrity of
understanding multiple items containing abstract characteristics. As a result, a clear and
understandable representation of abstract characteristics emerges and through analytical
methods such as EFA, researchers can complete their analyses with minimal data loss
(Karako¢ & Donmez, 2014).

4.3 EFA Results for the Variables Used in the Study

In Table 4, which presents the results of the EFA, the first criteria to be considered are
the statistical significance of the Bartlett Sphericity Test (testing the correlation matrix
generated from the responses against the unit matrix) and the level of the Kaiser-Meyer-
Olkin Measure of Sampling Adequacy (KMO coefficient, which provides an indication
of the adequacy of the sample). In this study, the p-value of the Bartlett test was found to
be significant at the 0.0001 level, and the KMO coefficient was 0.904. A KMO coefficient
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of 0.8 or above indicates that the data obtained from the research sample are suitable for
factor analysis. Factor loading values of at least 0.300 may indicate that an expression
adequately represents a characteristic or variable (Biiyiikoztiirk, 2002).

Table 4. Statements of the scale dimensions

Statements of the Scale Dimensions 1 2 3 4

Affective Involvement (4) 0.766

Affective Involvement (5) 0.723

Affective Involvement (6) 0.707

Affective Involvement (2) 0.634

Affective Involvement (3) 0.494

Cognitive Engagement (5) 0.716

Cognitive Engagement (2) 0.708

Cognitive Engagement (1) 0.690

Cognitive Engagement (4) 0.656

Cognitive Engagement (6) 0.646

Cognitive Engagement (3) 0.597

Innovation Experience (3) 0.749

Innovation Experience (1) 0.729

Innovation Experience (2) 0.672

Physical Participation (2) 0.877

Physical Participation (1) 0.848

Physical Participation (3) 0.545

Core values 7.912 1.410 1.129 1.013

Variance Explained % 46.539 % 8.295 % 6.641 % 5.961

Total Variance Explained % 67.436

KMO Measurement Adequacy 0.904

Approx. Chi-Square 3913.095

Bartlett Sphericity Test Value .
Sig. :0.0001

Note. Own construction.

In this study, the threshold was raised to 0.400. It was found that the terms in the research
scale gave sufficient weight to the variables to which they belonged (in the range of
0.494-0.877). However, it was noted that the expression called physical participation (4)
remained below this threshold and was excluded from the scope of the analysis. Similarly,
the expression affective participation (1) was eliminated because it disrupted the factor
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structure. Another output examined specifically for AFA is the eigenvalues, which help
to obtain fewer variables from many of the expressions on the research scale. Accord-
ingly, the most appropriate number of variables for testing the research hypotheses was
determined by considering variables with eigenvalues greater than 1 (Yaslioglu, 2017).
Based on this information, four variables with eigenvalues greater than 1 were accessed,
and these variables were able to explain 67.436% of the total variance. These variables
were ranked according to their contribution to the total variance of the scale as follows:
affective participation (explaining 46.539% of the total variance), cognitive participation
(8.295%), innovation experience (6.641%), and physical participation (5.961%). In addition,
the factor loadings, which indicate the strength of the relationship between the statements
in the scale and the variables to which they belong, were also examined.

4.4 Testing the Research Hypothesis

In this study, hypotheses H1 and HS were tested using an independent samples t-test to
understand how much of the differences between these two groups were accidental and
significant. Hypotheses H2, H3, and H4 were tested using ANOVA analysis to measure
the differences between these groups.

4.4.1 Results of the Analysis for Hypothesis H1

In the field of humanities, the independent sample z-test is used, which is a type of para-
metric analysis that is beneficial when comparing behaviours such as beliefs, thoughts,
and perceptions of two different participant groups that are not related to each other in the
same direction or about the study (Ross & Willson, 2017). The results of the independent
samples z-test regarding the H1 hypothesis of the study are also presented in Table 5 for
gender groups, independent samples #-test, and Levene homogeneity results.

Another assumption of parametric analyses, such as the independent samples t-test and
ANOVA, is that the variances between the analysis groups are homogeneously distributed.
In such studies, it is necessary to test whether there is a significant difference between
the variances of the groups of two or more participants. Similar analyses are required to
determine whether the group of participants has a homogeneous distribution (the difference
in variance between participants can be explained by chance) (Firat, 1995). Levene’s test
can be used for this purpose. If the p-value obtained from Levene’s test is more significant
than 0.05, it can be said that the group variances are homogeneous. In this case, it was
observed that the variances belonging to the female and male groups were homogeneously
distributed for each variable of the activity experience (affective involvement: p = 0.359,
p > 0.050; cognitive involvement: p = 0.303, p > 0.050; physical participation: p = 0.928,
p > 0.050; innovation experience: p = 0.218, p > 0.050).

As shown in Table 5, respondents’ perceptions of all dimensions of the event experience
differed significantly by gender. This difference between the mean scores of female and
male participants favoured female participants for each variable. Accordingly, female
participants showed more interest in participating in a collective activity affectively, cog-
nitively, and physically than male participants. Similarly, female participants perceived
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their post-event experience as more extraordinary and unique than male participants.
Therefore, hypotheses Hla, Hlb, Hlc, and H1d were accepted.

Table 5. Independent samples 7-test and Levene’s homogeneity results for the gender groups

Dependent Gender Standard Degrees of | Homogeneity P
Variables Groups N Mean Deviation T Value Freedom Value Value
Affective | Female 202 3.498 0.759
Involve- -4.576 | 390 0.359 0.0001
ment Male 190 3.86 0.807
Cognitive | Female 202 3.418 0.82
Engage- -5.299 1390 0.303 0.0001
ment Male 190 3.844 0.769
Physical Female 202 3.61 0.812
Participa- -3.517 390 0.928 0.0001
tion Male 190 3.903 0.838

: Female 202 3.472 0.925
fEnnov‘.mon -4.446 | 390 0.218 0.0001
XPerience | nale 190 3.877 0.875

Note. p <0.050 is significant at the level. Own construction.

4.4.2 Results of the Analysis for Hypothesis H2

The purpose of the ANOVA test is to test whether the differences reflected in the values
resulting from the distribution within the groups of respondents, as in the #-test, are a mean-
ingful set of expressions. In this context, while the 7-test measures the significance of the
average result within two groups of respondents, ANOVA measures the significance of the
differences resulting from the probabilities between more than two groups of respondents.
It is important to note that although ANOVA can show a statistically significant differ-
ence between groups, it does not indicate which groups should be significantly different.

In this regard, any of the multiple comparison techniques appropriate to the study can be
used to identify statistically significant mean differences between groups (Kayri, 2009).
To explain the different comparison techniques, it can be described as each group included
in the ANOVA model is compared one by one with other groups in a specific order and
a comparison matrix is created. However, Scheffe’s analysis, which has advantages such
as comparing all combinations of groups and controlling the error rate in studies with
many groups, is the most commonly used multiple comparison technique in research.
Two different methods have been developed to deal with the possibility that the variance
values between groups are not equally distributed. In the first method, the assumption of
homogeneity of variances is accepted if the variance value between groups is not more
than four times that of another group and the sample sizes between groups are equal or
very close to each other (Cakay, 2020).
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Table 6. ANOVA results by age group

Dependent R Sum of . Mean of .
Variables Source of Variance Square df Squares F Value P Value Scheffe
Between groups 6.859 4 1.715
Affective 39-46 ve 18
Involve- Within groups 244.945 387 0.633 2.709 0.03 25
ment
Total 251,.804 391
Between groups 10.557 4 2.639 39_455\;6 18-
Cognitive
Engage- | wiiin eroups 254.553 387 0.658 4.013 0.003 | 39-46and46
ment and above*
Total 265.111 391
Phvsical Between groups 7.585 4 1.896
Pasinins 39-46 and 46
tion p Within groups 266.524 387 0.689 2.753 0.028 and above*
Total 274.109 391
. ) Between groups 12.644 4 3.161
nnovation
Experi- | Within groups 320.466 387 0.828 3.817 0.005 | 30-46and 46
and above*
ence
Total 333.11 391

Note. *p < 0.05 level is considered significant—Independent categorical variable: Age group of participants. Own
construction.

If the variance was not evenly distributed across the groups, the Games-Howell multiple
comparison technique was used (Kayri, 2009). After examining the necessary informa-
tion for ANOVA, the results for hypothesis H2 are presented in Table 6. As observed in
Table 6, it was concluded that the dimensions of experiencing innovation were statistically
significant according to the age groups of the participants. However, the assumption of
homogeneity of variances in the data sets of these groups could not be guaranteed. There-
fore, the Games-Howell analysis, a post hoc technique, was used to investigate between
which groups the mean difference statistically occurred. When the sub-hypotheses of
H2 were tested using ANOVA, according to Table 6, it was concluded that there was a
significant difference in the dimensions of experiencing innovation for participants in
different age groups.

When examining affective involvement, Scheffe analysis, a post-hoc technique, was used
to obtain the results regarding the groups from which the significant differences origi-
nated, where the age groups with differences were participants aged 18-25 (mean = 3.386)
and participants aged 39-46 (mean = 3.819). This finding can be interpreted as follows:
relatively middle-aged participants experience more positive feelings, such as excitement
and enjoyment in the activities they participate in, compared to younger participants.
At the same time, middle-aged people are more enthusiastic than young people about
meeting new people and building new social networks during activities, thus fulfilling
socio-psychological needs.
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Table 7. Results of the post-hoc analysis

Age Group Affective Involvement | Cognitive Participation | Physical Participation | Experiencing Innovation
18-25 3.386 3.298 3.598 3.410
25-32 3.593 3.641 3.796 3.548
32-39 3.751 3.667 3.696 3.607
39-46 3.819 3.822 3.948 3.937
4;?:;23}3‘1 3.640 3.512 3.619 3.599

Note. Own construction.

In terms of cognitive participation, there was a statistically significant difference between
participants aged 39-46 (mean = 3.822) and those aged 18-25 (mean = 3.298) and those
aged 46 over (mean = 3.512). Given these results, it is clear that the three age groups have
a better cognitive understanding of efficacy than the others. In addition, participants aged
39-46 scored higher on the cognitive participation instruments than the 18-25 and 47 age
groups, suggesting that the demographic characteristics of participants aged 39-46 provide
significant advantages in terms of social activities within this collective activity.

When examining the results regarding physical participation, it was found that there was
a statistically significant difference between the participants in the age group 39-46 (mean
=3.948) and those in the age group 47 and older (mean = 3.619). The results showed that
participants in the 39-46 age group were more successful in appealing to the senses of
taste, smell, hearing, and touch, as well as physical participation, than those in the 47+ age
group. In addition, considering that both age groups belong to the middle-aged category
and that they have more difficulties in socialising and communicating in their daily lives
compared to younger people, it is observed that they are more enthusiastic and participa-
tory in these types of festivals compared to younger age groups.

Regarding the experience of novelty, it was observed that there was a statistically significant
difference between the age group 39-46 (mean =3.937), the age group 25-32 (mean = 3.548)
and the age group 47 and older (mean = 3.599). It can be observed that participants aged
39-46 are more successful in experiencing innovation than other age groups. Given that
the age group 47 and older is the closest to the age group 39-46, and especially considering
that these participants belong to the middle aged group and are more experienced in their
personal social life (work, family, etc.) compared to other age groups, it was observed that
they use their limited time and energy more effectively when faced with opportunities to
experience innovation compared to participants aged 25-32. Based on this information
and Table 7, hypotheses H2a, H2b, H2¢, and H2d were supported.

4.4.3 Results of the Analysis for Hypothesis H3
When examining the ANOVA results for H3, no statistically significant difference was

found in any of the dimensions of the event attendee experience according to their income
group, which was a positive result in terms of reliability (Table 8).
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Table 8. Results of the analysis of hypothesis H3

Dimensions of Participation in the Event Mean Value F Value P Value
Affective Involvement 1.262 1.979 0.97
Cognitive Participation 1.582 2.366 0.52
Physical Participation 0.854 1.221 0.301
Innovation Experience 1.652 1.958 0.100

Note. Own construction.

Therefore, H3 is rejected in its entirety (affective involvement: p = 0.097, p > 0.050;
cognitive involvement: p = 0.052, p > 0.050; physical participation: p = 0.301, p > 0.050;
experiencing innovation: p = 0.100, p > 0.050).

4.4.4 Results of the Analysis for Hypothesis H4

As shown in Table 9, when the hypotheses of H4 were tested using ANOVA, it was con-
cluded that each dimension of the event experience differed significantly for participants

in different education groups.

Table 9. ANOVA results by educational status

Dependent X . Sum of Mean of !
Variables Source of Variance Squares daf Squares F Values | P Values Scheffe

Between groups 7.202 3 2.401

Affective In- o Graduate and

volvement Within groups 244.602 388 0.63 3.808 0.01 High School*
Total 251.804 391

Graduate and Pri-

Between groups 8.573 3 2.858 mary Education*

Cognitive

s o Graduate and

Participation | Within groups 256.538 388 0.661 4.322 0.005 High School*
Total 265.111 391
Between groups 8.821 3 2.94

Physical Par- o Graduate and

ticipation Within groups 265.288 388 0.684 4.301 0.005 High School*
Total 274.109 391
Between groups 9.81 3 3.27

Innovation o Graduate and

Experience Within groups 323.301 388 0.833 3.924 | 0.009 High School*
Total 333.11 391

Note. *p < 0.05 level is considered significant. Independent categorical variable: Groups of participants according to their
level of education. Own construction.
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When analysing affective involvement, it was found that there was a significant differ-
ence between respondents with high school education (mean = 3.517) and those with
postgraduate education (mean = 3.921). Based on these data, it was found that participants
with a relatively higher level of education perceived the affective pleasure and satisfac-
tion gained from each activity more intensely. It was also observed that individuals
with postgraduate education (mean = 3.931) had more positive cognitive perceptions of
the activity than those with primary school education (mean = 3.571) and high school
education (mean = 3.471).

Table 10. Results of the Scheffe analysis of hypothesis H4

Education Group Affective Involvement | Cognitive Participation Palr)thiﬁ i;lacabjllon g)lcnp(;‘:et;(i‘z
Primary Education 3.753 3.571 3.608 3.767
High School 3.517 3.471 3.667 3.431
University 3.620 3.682 3.847 3.703
Postgraduate 3.921 3.931 4.042 3.869

Note. Own construction.

The findings and comments on the cognitive engagement dimension also apply to the
physical participation dimension. Accordingly, individuals who have completed or are
completing postgraduate education (mean = 4.042) have a greater motivation to directly
experience each activity than those who have completed primary education (mean =
3.608) and those who have completed high school (mean =3.667). As in the other dimen-
sions, it was observed that participants with a higher level of education in experiencing
innovation (mean = 3.869) had a greater tendency to break routines and go beyond the
ordinary compared to participants with a relatively lower level of education (mean =
3.431). In light of this information and Table 10, hypotheses H4a, H4b, H4c, and H4d
were supported.

4.4.5 Results of the Analysis for Hypothesis H5

The results of the independent samples #-test for H5 are shown in Table 11. It was observed
that there was a significant difference between the ratings of people who had participated
in the activity before and those who had participated in the activity for the first time only
in terms of the physical participation dimension. Before reporting the results, the assump-
tion of homogeneity of variances was tested using Levene’s test. The p-value obtained
from Levene’s test was < 0.05. Accordingly, it was found that the variances of individuals
who had previously participated in the activity and those who participated for the first
time were not homogeneously distributed in terms of the physical participation dimen-
sion (physical participation: p = 0.0001, p > 0.050). When interpreting the results of the
independent samples #-test, the p-value to be considered in cases where the assumption of
homogeneity of variance is not met was examined.

Rev. Turismo y Sociedad, vol. xxxviil, enero-junio 2026, pp. 133-164



A study to determine the perception levels of events organised specifically for tourist...

Since this value is equal to p = 0.0001 and since this value is less than p < 0.050 in the
95% confidence interval, hypothesis H5c is accepted. Hypotheses H5a, H5b, and H5d were
rejected because their values were more significant than p < 0.050 (p = 0.302, p = 0.886,
and p = 0.135, respectively). Therefore, it can be said that only hypothesis H5c is accepted,
so that overall hypothesis HS is partially supported. Based on the values in Table 11, it
can be concluded that individuals who have previously participated in the activity and
gained experience in this regard (mean = 3.848) are more willing and eager to physically
participate in every moment of the activity compared to individuals who are experiencing
the activity for the first time (mean = 3.367).

Table 11. Results of the ¢-test

Homogene-
Dvepr ;@n;ilenvt Gender Groups N Mean g”i’%d;l.rd T Value df ity Value P Value
ariables eviation (levene)

Individuals who

have attended the 314 3.6428 0.82476
Affective | event before
Involve- 0.857 | 390 0.302 0.392
ment Individuals attend-

ing the event for the 78 3.5535 | 0.81939

first time

Individuals who
Cognitive have attended the 314 3.6857 | 0.90457
Participa- | €Vent before 0749 | 390 | 0.886 | 0.454
tion P

Individuals attend-

ing for the first time 8 3.5982 | 0.99687

Individuals who
Physical have attended the 314 3.8484 0.758
Participa- | €Vent before 3911 | 992 | 0.0001 | 0.0001*
tion ‘o

Individuals attend 78 | 33676 | 101815

ing for the first time

Individuals who
Innovation have attended the 314 3.6873 0.79272
Experi- | cvent before 0.682 | 390 0.135 0.495
ence .

Individuals attend 78 | 3.6179 | 0.84373

ing for the first time

Note. *p < 0.05 level is considered significant. Own construction.

5. Discussion

A review of the studies in the literature shows that the decision-making process for tour-
ists’ choice of destination is primarily related to their socio-demographic characteristics.
However, the results of the studies differ when looking at the subcategories that make
up the demographic characteristics. In the studies conducted by Bekar and Kilig (2014)
and Almeida (2020), positive differences were observed in terms of the income group of
the participants experiencing the activity. However, in this study, it was found that there

Rev. Turismo y Sociedad, vol. xxxviil, enero-junio 2026, pp. 133-164

151 TU



fsmail Bilgigli et al.

was no positive difference in terms of the income status of the participants experiencing
the activity. The wine tasting event in Porto carried out in the study by Almeida (2020)
and the local flavours and tasting events organised in the framework of the 3rd Esme
Quince Festival offer similar experiences to participants in terms of the type of activity,
but produce different results. Considering these results, it is assumed that in addition to
socio-demographic characteristics, the variety and price of the products offered at the
event also influence the outcome in the process of experiencing the activity.

From the participant’s point of view, the value attributed to the service or product they
own is different when everyone has easy access to a product or when participants have
to pay a high price to acquire it or prioritise among their preferences. This situation is
thought to be the reason for the different results in two similar studies. When looking
at individuals in terms of their socio-demographic characteristics, some average results
are found to be identical in almost all studies. For example, except in exceptional cases,
education level moves in parallel with income level on average in all studies, but these
socio-demographic characteristics of the participants involve different labour, time and
costs for each individual. In this respect, even if the participants have similar characteris-
tics, the level of participation in the activity may yield different results due to the different
ways in which they reach these levels, even if they are at the same class level. Therefore,
as similar studies of activity experience become more widespread, the average accuracy
is expected to be equally high.

6. Conclusion and Recommendations

The objective of this research is to analyze how the socio-demographic characteristics
of individuals influence their thoughts and experiences, and create differences when
compared to others.

In #-test analyses of participation dimensions based on the gender characteristics of event
participants, perceptions of individuals’ experiences in all event dimensions show sig-
nificant differences based on gender. When analysing event participants by gender, some
differences between male and female participants are noticeable, including communica-
tion (Kurtyilmaz, 2005), areas of interest and networking (Kiran et al., 2019). In general,
women and men have different communication styles and addresses. Women tend to use
more affective and empathetic language, while men may use more concrete and analyti-
cal language. These differences in communication styles can lead to different speaking
and expression styles during events, which are crucial for individuals’ ability to express
themselves and understand the other party.

When looking at participants by age group, there are significant differences between
each age group in how they experience the event. When event attendees are evaluated by
age group, several differences are evident. These include “experience level” (Akpiring &
Manct, 2019), “expectations” (Giileri, 1998) and “interaction” (Varisl & Giiltekin, 2020).
Experience level can be explained as the ability to anticipate the future by assimilating past
experiences. Young participants may generally have less experience, while middle-aged or
older participants may have more life experience and expertise. This situation may affect
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the choice of content for presentations, performances, or entertainment programmes at the
event, but experience level alone is not sufficient to participate in an event.

In the study, it is observed that the most successful age group in terms of participation
and experiencing the effectiveness of the activity is the 39-46 age group. Therefore,
despite being in a higher age group, their more successful participation and experience
of the activity may be due to their ability to prioritise based on their experience, being
healthier in terms of physical and psychological strength compared to the 47+ age group.
In this context, the level of experience and expertise may not be important on its own, but
it may be important in combination with other factors. Differences between age groups
may lead to different expectations of activities. Young participants may generally want a
more interactive and fun activity, whereas middle-aged or older participants may focus
more on gathering information.

Interaction and connection styles may also vary across age groups. Younger individuals
tend to connect more quickly through social media or digital platforms, while those in
the 39-46 age range prefer more face-to-face interaction. No significant differences in
activity participation were found when evaluating attendees by income group. However,
when considering education level, differences emerge between the groups, including
in content comprehension (Oztiirk, 2005), implementation, and applicability (Kdybast
et al., 2017). Those with different educational backgrounds may show varying levels of
understanding and processing of the activity’s content. Individuals with higher levels of
education tend to grasp complex topics more quickly, while those with lower educational
attainment may require more support and clarification. Among those who attended, the
postgraduate group stands out as the most successful in terms of participation and experi-
ence. This can be attributed to their ability to formulate more specialized and analytical
questions, or to find answers more effectively as education level increases. Additionally,
individuals with postgraduate education are likely to offer more active and complex
ideas, in contrast to those with lower education levels, who may use more reserved and
simpler expressions. As a result, differences in their participation and experience of the
activity become evident.

There are different approaches to applying the knowledge gained from the event. Partici-
pants with higher levels of education are likely to grasp and apply the concepts learned
more quickly, while those with lower levels of education may require more practice and
guidance. Looking specifically at attendance at the event, meaningful differences were
found only in ratings related to physical attendance. The difference between those who
have attended the event several times and those who have never attended reflects a deeper
understanding (Giimiis, 2022). Repeated attendance at an event may lead to a deeper
understanding when combined with previous knowledge and experience. As a result of the
second attendance, more connections can be made based on previous knowledge, topics
can be better understood, and more attention can be paid to details.

Based on the interpretation of the research results, the following suggestions for organisers
and researchers on this topic have been developed:
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6.1 Recommendations for Event Organisers

— To avoid traffic, parking problems, and wasted time, encourage participants to use public
transport instead of relying on private cars to achieve the goal of broad participation.

— Allow participants to experience locally grown products for free or at a reasonable
cost throughout the event. Providing participants with sufficient information about the
purpose, content, and planning of the event can be effective in achieving the desired
participation and experience.

— Public administrations, NGOs, and tourism stakeholders organising the festival can
develop marketing strategies based on individual attitudes and behaviours of partici-
pants to increase participation and festival revenues.

— Facilitate interaction and dialogue between different age groups attending the event.

— The presentation of content during activities can be tailored to appeal to all educational
levels of participants.

— Provide opportunities for practical application of knowledge gained during the event.

— Facilities can be provided for participants to easily communicate their suggestions and
complaints to the organisers.

— Strengthen dialogue and communication with participants to address shortcomings
and make positive adjustments during the event organisation phase.

6.2 Recommendations for Researchers

— The aim of this study is to examine the participants’ experiences at a specific event, the
3rd Esme Quince Festival, in order to identify differences in their participation and their
perception of it, using the participants’ sociodemographic characteristics and specific
dimensions (affective, physical, cognitive, and innovation) as study variables. There-
fore, researchers wishing to contribute to the limited literature on this topic may need
to collaborate with the organisations hosting the activity and engage in both pre-event
planning and communication throughout the event to create a conducive environment.

— The study examines the “Attendance to the Event Scale” (AES) in 4 different dimen-
sions, allowing potential researchers to adopt different dimensional approaches in
future studies, depending on the size of the event. Collaborative teamwork during data
collection is particularly beneficial to mitigate time constraints in subsequent studies.

The research was conducted with a limited sample at the 3rd Egsme Quince Festival in the
Kartepe district, Kocaeli province. The restricted area allocated due to the special event
initiative may be a limitation for the structured study with participants. Exploring larger
and different samples in future studies related to this or similar festivals will allow com-
parisons with the current study and contribute to relevant literature and field research.
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