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ABSTRACT

In recent decade, Turkey has been the top European country for Taiwanese outbound tourist. This sudden popularity
could be due to the vast amount of attraction resources Turkey own. Ranging from anthropology studies to sea-related
recreations, traveling to Turkey seems as an alternative choice to travel to Europe. In this study, 1013 Taiwanese
university students were surveyed to measure their perceived image of Turkey in general. University students were
selected as the targeted group, since they are at the stage of education and exposure to international affairs that would
develop their ideals and beliefs of different countries. These students although take about 14% of Taiwan’s outbound
tourist, they do have the potential to become future clients, thus it is necessary to measure their perceived image so
stakeholders could have the necessary time to improve the overall image. Findings revealed that most of the
respondents would travel to Turkey for relaxation and sight-seeing, with their main concern as personal safety, food,
and hygiene. However, the perceived image of Turkey showed that although these three main concerns are slightly
positive, it did not surpass the respondent’s standard. Instead, cultural events and historical sites are rated the highest
for Turkey’s perceived image. This outcome may suggest that Turkey although have a variety of attractions, to most
of the Taiwanese university students it would take more than two years to plan a trip to Turkey.
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INTRODUCTION

According to Taiwan’s tourism bureau statistics, Taiwanese tourist travel to Turkey has risen since 2015. As of 2020,
Turkey is the most traveled European country in Taiwan (Tourism Bureau, Ministry of Transport of the Republic of
China, 2021). This paper investigates the reason behind Taiwanese university students’ travel interest to Turkey in
the recent decade. University students were selected for this study, since from 2018-2019, ages 20-29 outbound
Taiwanese tourist takes 14.31% of the entire age range (Tourism Bureau, Ministry of Transport of the Republic of
China, 2021). This group is selected particularly because the students are at an age where they are more exposed to
international students and affairs in their studies. Although they are not financially viable than other age groups, they
are potential tourists that are building up their destination image so they could decide which place to travel when they
are available.

Located between the Mediterranean Sea and the Black Sea, between Europe and Asia, Turkey is a country rich in
tourism resources. In terms of natural resources, Turkey has almost any topography except deserts and tundra. In
Turkey, tourists can see the peculiar limestone topography and hot springs. In terms of climatic conditions, Turkey
has large tracts of land distributed in a Mediterranean climate suitable for vacations. Near the Mediterranean Sea and
the Aegean Sea, the beaches in Turkey allow room for sea-related recreations, while the inland area and Bursa allow
ski resorts. In addition, Turkey is also a country with high biodiversity, with a variety of flora and fauna, and is
considered as a rare paradise for tourists who love nature (S6nmez & Sirakaya, 2014; Tasci, Meydan, Cavusgil, 2006).
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Not to mention the humanities part, Anatolia was one of the first places where human civilization were discovered.
Since 8000 BC (S6nmez & Sirakaya, 2014), it has experienced the Stone Age, Neolithic Age, Bronze Age, follow by
the early settlements of Hittite and Assyrians. Proceeds with the civilization of ancient Greece, Rome, Byzantium,
Ottoman Empire, and the present Republic of Turkey. In this long history, Turkey has integrated various ethnic groups
and different religions, forming integration of Eastern and Western cultures. In Turkey, tourists can admire the relics
of the ancient Greek period in the Aegean region, the majesty of Byzantium in the Marmara region, and the Seljuk-
style architecture in the Southeast Anatolia area or in the east Anatolia district see the cultural relics of the Eastern
Orthodox Church. In addition, the diverse ethnic groups in Turkey have also created a unique culture. Turks, Arabs,
Persians, Kurds, Armenians, Greeks, Russians, Bulgarians, Jews, Gypsies, etc., all live together on this land, not only
enriching the Turkish cuisines, but also cultivates the Turkish hospitality and enthusiasm.

The Turkish government has not actively developed the tourism industry until the last 20 years, targeting the main
target markets in countries in Europe and the Middle East. The income from tourism as a percentage of Turkey's GDP
has also increased significantly. According to a survey conducted by the World Tourism Organization (2004), Turkey
ranked 15th in Europe in terms of number of tourists in 2002 and 9 billion in tourism revenue, ranking 12th. However,
according to the World Tourism Organization’s Highlights Report, more than 38 million tourists visited Turkey in
2013. Turkey’s tourist arrivals and tourism receipts ranked 6th and 12th in the world (UNWTO, 2014), showing the
effectiveness of its promotion. However, Turkey has also met many obstacles to promote tourism. Among them,
political instability, terrorist attacks in neighboring countries, and independence struggles by the Kurdish Workers’
Party in the territory have cast a shadow over Turkey. In addition, for many European and American tourists, Turkey
is a Muslim country and relatively a completely different and unfamiliar culture. Therefore, many studies in the past
have found that European and American tourists have a negative view of Turkey's tourism image (Atadil, Sirakaya-
Turk and Altintas, 2017; Tasci, Meydan, Cavusgil, 2006).

Destination image refers to an individual's beliefs and impressions of a destination, which can be used to evaluate the
tourist image of a place (Sénmez & Sirakaya, 2002). In the past, many studies have explored the image of tourism in
Turkey and found that Turkey’s destination image is not always positive, but also has many negative aspects (Atadil,
Sirakaya-Turk, & Altintas, 2017). Most of the earlier research were sampling tourists from Western countries, and
tourists from Eastern countries were rarely discussed. In Taiwan, people don’t know much about Turkey. Sometimes
it appears in news reports, but it is mostly negative news. However, according to a statistical survey conducted by the
Taiwan Tourism Bureau (2021), before the outbreak of the Covid-19, the number of Taiwanese tourists visiting Turkey
in 2019 was 87,168, ranking the highest among all European countries. This is an increase of 3.85% from the 83,933
in 2018 (Tourism Bureau, Ministry of Transport of the Republic of China, 2021). In other words, in 2019, Turkey is
the number one tourist destination for Taiwanese among all European countries. This result is somewhat different
from earlier studies on tourism image, and it is also surprising. There are nearly no studies in Taiwan on tourism
imagery of Turkey. Therefore, this research aims to investigate the destination image of Turkey in Taiwan. This study
uses Taiwanese university students as a sample to collect information on Taiwanese university students’ destination
images of Turkey. After statistical analysis, it further explains why Turkey has become the top tourist destination for
Taiwanese in Europe. The results of this study serves as a foundation for Taiwan's destination image of Turkey and
could be used as a reference for relevant practitioners in Turkey and Taiwan government units, travel agencies, etc.,
in formulating tourism policies and travel marketing advertisements in the future.

LITERATURE REVIEW
Destination Image
Destination Image is like the brand image of a country or city. From the perspective of consumers, it is the overall
consumer perception of a country as a brand impression (Valls, 1992). The concept of destination image is widely
used in documents in the field of tourism, and it is also an important basis for judging tourists' decision-making and
actual travel behavior. Destination image has appeared since the 1970s and has been widely used and discussed.
Different scholars have also given many different definitions of destination image. For example, Hunt (1971) defined
destination image as an individual's impression of a place that is not his place of residence. Lawson and Bond-Bovy

IJETRM (http://ijetrm.com/) [22]


http://ijetrm.com/

Vol-05 Issue 11, November - 2021 ISSN: 2456-9348

Impact Factor: 5.004
IJETRM

International Journal of Engineering Technology Research & Management

(1977) define destination image as an individual's knowledge, impression, prejudice, imagination, and emotional
thoughts of an entity or place. Baloglu and McCleary (1999) believe that Destination Image is an individual’s
psychological expression of a destination’s knowledge, feelings, and impressions of globalization. This research
defines Destination Image as a comprehensive belief and impression of the destination based on the influence of the
individual's channels of different information sources.

Initially, Gunn (1972) divided Destination Image into organic image and induced image. The former refers to the
impression of not receiving advertisements or controlling information sources, such as friends, magazines newspapers,
news, etc. The latter refers to the information after advertising, such as marketing, or advertisements by various
advertisers (Tasci & Gartner, 2007). Later, scholars further subdivided Destination Image into Cognitive image and
Affective image. Cognitive image refers to consumers' beliefs and knowledge of tourist destinations, including
experience quality, personal safety, nightlife and entertainment, local food, beaches, sports, friendliness, culture and
history, natural landscape, climate conditions, infrastructure, and local reputation, accessibility, etc. (Alcocer & Ruiz,
2020). Affective image refers to the emotions that consumers have towards different characteristics of tourist
destinations, including interesting/boring, stressful/relaxing, peaceful, optimistic, gloomy, stimulating, sleepy, etc.
(Alcocer & Ruiz, 2020). In the past, more research focused on exploring Cognitive image. Some scholars claim that
the Cognitive image will affect the Affective image (Baloglu & McCleary, 1999), and some scholars have found that
the Cognitive component has a greater influence on the overall impression than the Affective component (Martine-
Roig & Clave, 2016).

Therefore, later scholars further pointed out that in addition to the above two types of images, there are other factors
that may affect the Destination Image, such as conceptual components, which are the behavior of tourists and can be
understood as on-site consumption behavior (Zhang, Fu, Cai, & Lu, 2014). In addition, scholars have also taken a
closer look at overall image, cognitive-affective joint image (Martin & Bosque, 2008) and self-congruity (Sirgy & Su,
2000).

In the past, most researches focusing on Destination Image explored the Destination Image of a certain place by
tourists, and will further compare the difference between the Destination Image before and after the actual travel. In
addition, some scholars analyze the relationship between Destination Image and other variables. For example: Lee,
Lee, and Lee (2014) found that Destination Image will affect consumer satisfaction. Destination Image will ultimately
affect consumers' travel decisions and behavioral intentions (Chen & Tsai, 2007). Previous studies have found that
the higher the Destination Image of a tourist after going to a place, the more likely he or she is to recommend the place
to his or her relatives and friends. Past studies have also found that people who would like to recommend to other
friends have a positive correlation with the overall image and the affective image and the cognitive image (Lee, Lee,
& Lee, 2005; McDowall & Ma, 2010). Past studies have also confirmed that Destination Image will positively affect
consumers' intent to visit and revisit (Choi, Tkachenko, & Sil, 2011), and will further affect composite loyalty (Bosque
& Martin, 2008).

Destination Image of Turkey
Turkey is listed as a European country in the International Tourism Organization and the OECD, but in the United
States as an Asian or Middle Eastern country (Sonmez & Sirakaya, 2002). This makes Turkey's tourism image a bit
vague. In the past research on Destination Image in Turkey, it was found that Turkey's Destination Image has both
positive and negative. Ger (1991) compared Destination Images from 10 Mediterranean countries with 119 European
university students. It was discovered that European students do not think that Turkey is a European country, but a
Muslim and Arab culture influenced by the West, the East, North Africa and the Eastern Mediterranean. Ger (1997)
further surveyed college students in 660 Western countries and found that their descriptions of Turks are mostly
negative. Baloglu and Brinberg (1997) also found that Turkey has more unpleasent and distressing affective images
in 10 Mediterranean countries. Sonmez and Sirakaya (2002) pointed out that in the 1960s and 1970s, Turkey’s tourism
industry grew low due to political instability, while the conflict between Turkey and Greece due to Cyprus and the
conflict of interest between Turkey and the United States due to opium poppy cultivation This makes Turkey add a
negative impression of aggressiveness and negative international attention in the hearts of people in Western countries.
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In addition, the classic movie Midnight Expresse in 1978 made travelers a lingering negative image of Turkish human
rights issues and security. In addition, Sonmez and Sirakaya (2002) also mentioned that the PKK terrorist attack in
Turkey in 1999 and the Marmara earthquake in the same year caused the security of Turkey to be questioned by
travelers.

Nevertheless, many studies have found that Turkey still has many positive images. Kozak (2001) researched 976
British tourists and found that British tourists have a better impression of Turkey's hospitality, prices, entertainment
opportunities, and customer satisfaction than Spain. Koza (2003) conducted a survey on 350 travel agents in New
Zealand and Australia and found that they know more about Turkey’s historical and cultural assets, but they don’t
know that Turkey is rich in hot springs, flora and fauna. Tunc (2003) found that European tourists have a cheap country
image for Turkey. And despite the influence of the media and news, that Turkey’s Antalya is a city on foreign tourist,
86.1% of tourists are still willing to visit Turkey. Alaeddinoglu and Can (2010) found that 134 tour operators in
London believed that Turkish culture, history, natural landscape, people’s passion, and charming cuisine are the most
powerful aspects of Turkey. However, Turkey has a negative impression on politics and economy.

In recent years, the Turkish government has actively allocated budgets to formulate tourism plans in an attempt to
revitalize Turkey's tourism industry. Andarabi and Meydan (2017) pointed out that the main tourists in Turkey in the
past came from Germany, Russia and the United Kingdom. In the 2023 Tourism Strategies Report developed by the
Turkish Tourism Administration, Turkey has focused its target tourism markets on neighboring regions such as the
Middle East and Central Asia. Research by Atadil, Sirakaya-Turk and Altintas (2017) also pointed out that Turkey
has recently begun to focus on emerging markets for tourists, Arab countries and China. The purpose is to attract these
vast markets with high consumption potential and a large population. Atadil, Sirakaya-Turk and Altintas (2017) found
that Chinese tourists are more concerned about the accessibility to information and resources of tourist destinations,
and they also believe that Turkey has a high score in this aspect. However, due to the long distance between China
and Turkey, it takes about 13 to 20 hours to fly by plane, which will greatly affect the willingness of Chinese tourists
to visit Turkey. Interestingly, the study also found that the overall destination image of Chinese tourists to Turkey is
low, but they also believe that the overall destination image is not important.

It can be found from the above-mentioned literature that although Turkey has many negative destination images, it
still has many advantages to attract tourists. This makes Turkey one of the most popular holiday destinations in the
world (Republic of Turkey ministry of culture and tourism, 2015). Since the past few studies have focused on Asians
as research objects, | will explore the destination image in Turkey. And Turkey is the favorite European tourist
destination of Taiwanese. Therefore, this study will investigate the destination image of Taiwanese towards Turkey
in order to deeply analyze the reasons.

METHODOLOGY
The survey was designed based on the perceived factors of a destination according to existing literature are primarily
based on the motives, sources, and concerns of the destination (Say & Cooper, 2017). For better comparison, the
respondents were first asked to rank the to scale a list of 13 factors as their standards when traveling in general.
Afterwards, the respondents rate their perceived image of Turkey on a separate matrix with the same 13 factors. The
differences between the standards and perceived image allows the viewers to see if Turkey as a tourist destination
exceeds the respondents standard or not.

For this research, Google Form was chosen as an online distribution platform. The targeted respondents are the
undergraduate students in National Chengchi University, Taipei, Taiwan. The merits of online surveys over traditional
face to face method is how the respondents could answer the survey on their own pace, time, and may felt more at
ease without the survey distributor. By the fall of 2021, of the 1211 respondents distributed, 1013 are practical, which
exceeds Cochran’s (1977) recommendation of 385 needed respondents.
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FINDINGS AND ANALYSIS
The collected questionnaires are inserted to IBM SPSS Statistics 21 and Microsoft Excel 2019 for polishing and
analysis. Of the collected 1013 students from National Chengchi University, male respondents take 362 (36%) and
female respondents take 615 (64%). Meanwhile, 979 (96%) have never been to Turkey while 40 (4%) did. Table 1
displayed the respondents' travel intentions if they must travel to Turkey. Most of the students chose sight-seeing
purpose (40.36%), second by relaxation (35.61%), and followed by culture, heritage, religious reasons (18.79%).
Sight-seeing purpose seems as most popular as 96% of the respondents has never been to the destination, suggesting
first-timers would be interested in learning about Turkey in general. Relaxation took one-third of the poll possible
suggesting students would take their stay in Turkey for relaxation, this may show how Taiwanese students find Turkey
as a safe country to relax. Culture, heritage, and religious reasons take 18.79%, suggesting that a part of Taiwanese
students are aware and interest of Turkey’s well-known historical factors.

Table 1: Respondents’ Travel Motivation to Turkey (n=1013).

Reasons for Travelling to Turkey n %
Relaxation 862 35.61%
Visiting relatives and friends 16 0.66%
Business reasons 42 1.73%
Sight-seeing 977 40.36%
Attending a conference and other forms of education 68 2.81%
Culture, heritage, religious reasons 455 18.79%
Others 1 0.04%
Total 1013 100%

To measure the respondents’ perceived image of Turkey, the respondents were first asked about their standards of a
destination using a 7-point Likertscale (1= Very Unimportant, 7= Very Important), afterwards, the
respondents evaluate the perceived image of Turkey under the same factors. In Table 2, of the 13-destination factors,
Taiwanese university students’ top three priorities of a destination are ‘personal safety’ (6.2), ‘food’ (5.69), and
‘hygiene’ (5.49). While the least concerned factors were ‘night life’ (4), ‘shopping’ (4.31), and ‘climate’ (4.49). In
comparison to Taiwanese university students’ perceived image of Turkey, the most positive perceived factors were
‘cultural and historical sites’ (6.03), ‘cultural events’ (5.6), and ‘food’ (5.2). The least positive perceived factors were
‘personal safety’ (4.36), ‘night life’ (4.41), and ‘hygiene’ (4.5). The widest gap between respondents' standards’ and
perceived image of Turkey were ‘personal safety’ (-1.84), ‘hygiene’ (-0.99), and ‘convenience with local
transportation’ (-0.8). The closest gap was ‘interaction with local people’ (0.06), ‘easy to reach’ (-0.2), ‘climate’ and
‘shopping’ (0.35).

This outcome displayed how Taiwanese respondents view personal safety, food, and hygiene as top concerns when
traveling, but from their perspective, not only does Turkey unable to achieved these standards, personal safety (-1.84)
turned out as the lowest among the 13 factors. This problem suggests that even though Turkey has a range of positive
quality, safety is an issue is at the utmost concern for the respondents. Likewise, hygiene reason turned out as the
second-least qualified factor with a score of -0.99.

The top three concerns of Taiwanese university students when traveling were personal safety, food, and hygiene. All
three factors failed the perceived image test, displaying negative results. With personal safety and hygiene issues as
the lowest of all perceived factors. Regardless, from a 7-point scale, all perceived factors are above 4, suggesting
positive expectations. It is possible that most of the respondents were seeking for relaxation and sight-seeing, students
may consider tour group packages to make up for their concerns with safety and hygiene.
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Table 2: Differences Between Respondents’ Standards and Perceived Image of Turkey (1=Very Unimportant / 7=
Very Important; n=1013).

Percieved Respondents’

Image of Standards for
Factors Turkey Traveling Difference
Personal Safety 4.36 6.2 -1.84
Easy to Reach 4,55 4.75 -0.2
Hygiene 4.5 5.49 -0.99
Climate 4.84 4.49 0.35
Cultural and Historical Sites 6.03 5.4 0.63
Quiality of Accomodations 4.77 5.26 -0.49
Interaction with local people 4.93 4.87 0.06
Convenience with Local Transportation 4,52 5.32 -0.8
Food 5.2 5.69 -0.49
Shopping 4.66 431 0.35
Night Life 441 4 0.41
Cultural Events 5.6 5.14 0.46

Table 3: Respondents’ Estimated Length of Time to Travel to Turkey (n=1013).

Plans to Travel to Turkey n %
Within One Year 49 4.83%
Within Two Years 135 13.32%
After More than Two Years 764 75.41%
Do not want to go 49 4.83%
No Plans at the Moment 16 1.57%
Total 1013 100%

SUMMARY AND CONCLUSION
From the existing literature, Turkey’s geographical and historical advantage has placed it as Taiwan’s most visited
European country. The rapid increase of Taiwanese tourist to Turkey in the recent decade has led to this study to
investigate the recent destination image of the Turkey from Taiwanese college students. The perceived destination
image of Turkey from the perspective of Taiwanese university students displayed that most students prefer to relax
and sight-seeing, with exceeding perceived factors on historical sites and cultural events. However, the students’ main
concern for traveling in general are safety, food, and hygiene issues. Six out of thirteen destination factors showed
negative outcome between standards and perceived image, with personal safety and hygiene as the least qualified.
Despite the respondents’ perceived image of Turkey not exceed their standards, the most respondents would consider
travelling to Turkey after two years. These outcomes suggest the Taiwanese university students could be waiting at
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the moment for Turkey to improve these issues before making travel plans to Turkey. To make up for the personal
safety, food, and hygiene concern, travel agencies could promote safer tour packages to overcome these negative
image. Stakeholders and policy makers could benefit from these findings to improve Turkey’s image to promote
university students from Taiwan to travel to Turkey for relaxation and sight-seeing. Limitations of this study is the
lack of enough respondents that have been to Turkey before, hence in future research, there will be a comparison study
of visitors and non-visitors on the destination image of Turkey.
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