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Abstract: The purpose of this research is to determine the relationship between the dimensions of destination 
image, destination curiosity and loyalty, as well as to analyze the moderating effect of demographic variables 
on the relationship between destination curiosity and loyalty. The survey technique has been used in the 
research. EFA, CFA, Path and Slope analyzes have been conducted through 397 surveys collected from 
foreign tourists coming to Antalya, Turkey. As a result of the study, It has been determined that there are 
significant relationships between the dimensions of the destination image, curiosity and loyalty. In addition, 
it has been determined that marital status has a moderating effect on the relationship between destination 
curiosity and loyalty.
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Relación de lealtad, curiosidad e imagen de destino y el papel de moderador de las variables 
demográficas: una investigación en el destino de Antalya
Resumen: El propósito de esta investigación es determinar la relación entre las dimensiones de la imagen 
de destino, la curiosidad de destino y la lealtad, así como analizar el efecto moderador de las variables 
demográficas en la relación entre la curiosidad de destino y la lealtad. La técnica de encuesta ha sido 
utilizado en la investigación. Los análisis de EFA, CFA, Path y de Slope se han llevado a cabo a través de 397 
encuestas recolectadas de turistas extranjeros que vienen a Antalya, Turquia. Como resultado del estudio, 
se ha determinado que existen relaciones significativas entre las dimensiones de la imagen del destino, la 
curiosidad y la lealtad. Además, se ha determinado que el estado civil tiene un efecto de moderador en la 
relación entre la curiosidad del destino y la lealtad.

Palabras Clave: Imagen de Destino; Curiosidad de Destino; Lealtad de Destino; Variables Demograficas; 
Antalya.
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1. Introduction

Tourism sector have been severely affected by the economic and financial crisis such as coronavirus 
(Covid ‑19). So it is now essential to analyze the key elements of tourist consumer behavior in destinations 
(Lopes, 2011). In this context, destination image is very important phenomenon because it gives ideas 
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potential tourists’ behavior about destination (Tasci, 2009; Marine ‑Roig, 2019). In addition to this, the 
element of curiosity arising from the motivation of touristic activities in destinations is regarded as an 
important driving motivation factor that enables tourists to travel to the destination (Sharpley, 2008). 
Thanks to this factor, tourists travel especially in order to discover new destinations and experience 
the attractions there (Vincent, 2018; Ciasullo, 2019). Also, the phenomenon of loyalty, which arises 
from revisiting the destinations and recommending it to the relatives and friends of the tourists (Chen 
& Gürsoy, 2001; Yoon & Uysal, 2005) plays an important role in the long ‑term visit of the destinations 
by more tourists and extending the longevity of the destinations.

In this context, the aim of the research is to reveal the relationships between natural and cultural 
resources, infrastructure and socioeconomic context, social conditions and the environment dimensions, 
destination curiosity and destination loyalty, which are the sub ‑dimensions of the destination image of 
tourists visiting Antalya, Turkey. However, it is the sub ‑purpose of the research to reveal the relationship 
between destination curiosity and loyalty and to determine the moderator role of demographic factors 
in the relationship between destination curiosity and loyalty. 

In this sense, upon examining in the literature on the relationship between destination image, 
curiosity and loyalty; it is observed that the studies examining the relationship between destination 
image and its sub ‑dimensions and destination loyalty appear abundantly in the literature (Bigne et 
al., 2001; Lee et al., 2005; Tasci, 2007; Rodriguez et al., 2008; Mcdowall & Ma, 2010; Wang & Wu, 
2011; Hung & Petrick, 2012; Zhang et al., 2014). It is also observed that the studies on the relationship 
between destination curiosity and loyalty are quite limited in the literature (Vincent, 2018; Ciasullo et 
al., 2019). However, it has been revealed that studies on the moderator role of demographic variables 
in the relationship between destination curiosity and loyalty are not included in the literature. This 
reveals the scientific importance of the research and its difference from other researches in order to 
fill this gap in the literature. 

2. Literature Review

Within the scope of the literature review, information has been revealed by reference to the studies 
on destination image, curiosity and loyalty.

2.1. Destination Image 
Destinations are national or international areas such as continents, countries, islands or towns, 

as well as important tourist attractions, with a good transport system and tourism facilities open to 
development within the region (Tosun & Jenking, 1996: 521; Buhalis, 2000: 97; Howie, 2004: 78; İnanır, 
2019: 519). The destination image, which has been first introduced by Hunt (1971), is expressed as 
the sum of an individual’s thoughts, beliefs, ideas, impressions or feelings regarding the destinations 
(Crompton, 1979; Gallarza et al., 2002: 60; Kim & Richardson, 2003: 218; İnanır, 2018: 10). According 
to Alcaniz et al. (2009), the destination image is the total statements that reveal what tourists know 
and feel about a destination. 

Regarding the formation of the image in the destination, more than one researcher has conducted 
researches by considering different dimensions. There is no common consensus on this issue (Leisen, 
2001). While some of the researchers (Baloglu & McCleary, 1999; Baloglu & Mangaloglu, 2001; 
Hernandez ‑Lobato et al., 2006; Çoban, 2012; Hussain & Kumar, 2015; Wang et al., 2016; Cardoso et 
al., 2019) examine the creation of destination image in emotional dimensions consisting of cognitive, 
psychological or abstract components, functional or concrete components; some researchers (Echtner 
& Ritchie, 1991; Beerli & Martin, 2004; San Martin & Rodriguez, 2008; Yılmaz et al., 2009; Ramkisson 
et al., 2011; Sun et al., 2013; Blas & Carvajal ‑Trujillo, 2014) have examined the creation of destination 
image in dimensions such as cultural resources, infrastructure and socio ‑economic context, social 
conditions and environment. Few researchers have examined the destination image as a total image 
in a single dimension (Bigne et al., 2001; Prayag, 2008).

In order to determine the image in a tourist destination, it is attempted to measure the size of natural 
and cultural resources, to inform the tourists in the destination, and the adequacy of the direction signs, 
service providers and attractions. In terms of infrastructure and socio ‑economic conditions, the adequacy 
of the destination for local products, restaurants, shopping and entertainment activities and the calm 
of the city, the cleanliness of the air, and the local people’s proximity to tourists are attempted to be 
measured. Finally, in social conditions and environment dimension, the environmental, traffic noise, 
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exhaust gas pollution, adequacy of environmental cleanliness and price appropriateness of shopping 
malls and restaurants are attempted to be measured (Blas & Carvajal ‑Trujillo, 2014). 

2.2. Destination Curiosity 
Curiosity is an important motivation factor for the realization of research in the process of collecting 

information about the general environment (Berlyne, 1960). It is also believed that curiosity is an 
important motivation factor that affects human behavior at every stage of life (Loewenstein, 1994). By 
definition, curiosity is motivated by discovery behavior, expressed as a desire to gain new knowledge 
and new emotional experience (Spielberger & Starr, 1994; Litman & Spielberger, 2003). In other words, 
curiosity is an element of motivational motivation that occurs when an individual understands that his 
knowledge is insufficient or thinks to discover something new (Vincent, 2018).

It is regarded that there are not enough studies in the literature regarding the infrastructure of 
curiosity. However, in terms of driving and attractive motivation factors, the curiosity that emerged 
from insufficient information turned out to be a driving motivation factor in research (Rittichainuwat, 
2008; Phau et al., 2013). In this sense, Xu et al. (2013), who conducted research in the field of tourism, 
have stated that the curiosity is the first motivation element of curiosity as a result of the qualitative 
research carried out to discover the motivation factors in the marketing of tourism through games. 
Similarly, Scott (1996) has revealed that curiosity is an important driving motivation factor in seeing 
new places and discovering new things in participating in festival events in rural touristic destinations. 

As the driving motivation factor, curiosity may be effective in tourist orientation and tourism 
activities through a number of socio ‑cultural factors, natural and artificial attractions, and economic 
values in touristic destinations. It is attempted to gather information about receiving and attaining 
knowledge on the region in order to measure the destination curiosity of the tourists during or before 
the touristic activities, about the idea that the targeted destination has esteemed places of attraction for 
the tourists and about the travel to the destination allowing the people to learn and discover different 
experiences (Vincent, 2018).

2.3. Destination Loyalty
Pan et al. (2012) stated that loyalty is a construct formed by attitudinal and conductive components. 

Similarly, loyalty seems to play an important role in tourists visiting the destination again and re‑
commending it to family, relatives and friends (Riley et al., 2001; Chen & Gürsoy, 2001; Yoon & Uysal, 
2005). The researchers in the field of tourism conducted research on the loyalty of the customers in the 
touristic destination for touristic products, entertainment and recreational activities throughout the 
destination (Selin et al., 1988; Backman & Crompton, 1991; Baloglu, 2001; Lam & Hsu, 2006). These 
studies are generally measured by behavioral, attitudinal and compound methods (Oppermann, 2000).

If the tourist is satisfied, thinks about returning and will recommend, then it means that the 
destination has a loyal customer (Cervera et al., 2012; Pan et al., 2012, Rodrigues Soares et al., 2019). 
In this context, in order to measure the loyalty of tourists in destinations; the statements are directed 
to the tourists to determine the recommendation of the region to different people, encouragement of 
relatives or friends to the region, using positive statements about the region, being able to visit the 
region even if the prices of the touristic products in the region increase, the status of visiting the region 
again in the next three years, within the next three years the state of being loyal to the destination 
(Oppermann, 2000; Yoon & Uysal, 2005; Chen & Tsai, 2007). 

2.4. Development of the Hypotheses
It has been attempted to exhibit hypotheses by discussing the research on the relationship between 

destination image, curiosity and loyalty, and the moderator role of demographic variables during the 
development of hypotheses.

When the researches about the image of the destination in the field of tourism are examined, it is 
regarded that the image of the destination plays an important role in the destination choice, the decision 
making processes, the purchasing behavior and the accommodation place choice (Chon, 1992; Bigne et 
al., 2001; Tasci & Gartner, 2007; Tasci & Holecek, 2007; Tasci et al., 2007; Aksu et al., 2009; Sun et al., 
2013). At the same time, the image of the destination has a positive effect on the loyalty that tourists feel 
towards the destination. Accordingly, it has been revealed in the studies that the image has an impact 
on the tendency of with through word of mouth (WOM) the tourists to visit the destination again and in 
the recommendations of the family, relatives and friends (Bigne et al., 2001; Lee et al., 2005; Rodriguez 
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et al., 2008; Mcdowall & Ma, 2010; Wang & Wu 2011; Hung & Petrick, 2012; Rajesh, 2013; Zhang et 
al., 2014; Rodrigues Soares et al., 2019). However, it is regarded that there are studies that reveal the 
relationship between natural and cultural resources, infrastructure and socio ‑economic context and 
social conditions and environment and destination loyalty, which are the sub ‑dimensions of the image 
(Lee et al., 2005; Mcdowall & Ma, 2010). As observed in Figure 1, in the light of this information, the 
hypotheses H1, H3 and H5 have been developed as follows. 

H1: Natural and cultural resources have a significant and positive effect on destination loyalty. 
H3: Infrastructure and socio ‑economic context have a significant and positive effect on destination loyalty. 
H5: Social conditions and the environment have a significant and positive effect on destination loyalty.

It is observed that there is no research in the literature that deals with the relationship between 
destination image and destination curiosity. However, the fact that image is a means of motivation 
attracting for the destinations (Baloglu & Uysal, 1996; Baloglu & McCleary, 1999; Denstadli & Jacobson, 
2011; Phau et al., 2013) and driving for the curiosity (Scott, 1996; Rittichainuwat, 2008), as well as 
the image phenomenon may be created with the feeling of curiosity (Wang et al., 2016) have given way 
to the idea that there may be a relationship between the destination image and destination curiosity. 
Hence, as can be observed in Figure 1, the hypotheses H2, H4, H6 have been developed as follows. 

H2: Natural and cultural resources have a significant and positive effect on destination curiosity. 
H4:  Infrastructure and socio ‑economic context have a significant and positive effect on destination 

curiosity.
H6: Social conditions and the environment have a significant and positive effect on destination curiosity.

When the researches about destination curiosity and loyalty are examined, it is regarded that 
the studies on the phenomenon of curiosity, which is a driving motivation factor in the selection of 
destinations for exploratory purposes (Crompton, 1979), are quite limited. It has been revealed that the 
studies dealing with the effect of destination curiosity on destination loyalty are quite limited (Vincent, 
2018; Ciasullo et al., 2019). Accordingly, the hypothesis H7 has been developed as follows to reveal the 
possible relationship between destination curiosity and destination loyalty shown in Figure 1.

H7: Destination curiosity has a significant and positive effect on destination loyalty.

Regarding demographic variables, Baloglu & McCleary’s research (1999) revealed a significant 
relationship between ages of tourists and perceptual and cognitive image. At the same time, a signi‑
ficant relationship has been revealed between age and the environment, which is a dimension of the 
image. However, a significant relationship has been revealed between the educational status of the 
tourists and the perceptual and cognitive image. It turned out that there is a significant relationship 
between the educational status of tourists and the environmental quality. Which is a dimension of the 
image. In addition to this, curiosity has a significant effect on tourists’ travel intention in destination 
(Vincent, 2018). Hence, the hypotheses H8, H9, H10 in Figure 1 have been developed assuming that 
the relationship between destination curiosity and destination loyalty will have a moderator effect on 
demographic variables. 

H8:  Gender has a moderator effect on the relationship between destination curiosity and destination 
loyalty.

H9:  The marital status has a moderating effect on the relationship between destination curiosity and 
destination loyalty.

H10:  The number of visits to Antalya has a moderating effect on the relationship between destination 
curiosity and destination loyalty.
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3. Method

In the research, the survey method, which includes closed ‑ended statements and the statements have 
been prepared before, has been used as the data collection method. In the research, firstly, a literature 
review related to destination image and its sub ‑dimensions, destination curiosity and destination loyalty 
has been made and a survey form has been created as a result of this scan. The survey consists of 2 parts 
and 32 questions. In the first part, there are statements that measure the demographic information 
of the participants, in the second part, there are statements to measure the image of the destination, 
destination curiosity and destination loyalty. In this context, a scale consisting of 4 dimensions and 
14 statements developed by Blas & Carvajal ‑Trujillo (2014) has been used to measure the destination 
image dimensions of Antalya. These dimensions are named as natural and cultural resources (6 state‑
ments), infrastructure and socio ‑economic context (4 statements), social situations (2 statements) and 
environment (2 statements). Also, the statements (6 statements) used to determine destination curiosity 
have been taken from Vincent (2018) study and Yoon & Uysal, 2005 and Chen & Tsai (2007) research to 
measure destination loyalty. The Five ‑Point Likert Scale has been used in all items, and participants 
have been asked to evaluate the scales between “absolutely agree” and “strongly disagree”. After the 
survey has been created, controls have been made by faculty members who are experts in their field 
and some of the image of the destination image has been corrected. After translation of the surveys by 
two people whose mother tongue is English and Russian after finalization, the survey questions have 
been determined for the pilot study as a result of a second check to avoid grammatical errors. The 
questionnaire was translated into Russian as the most foreign tourists coming to Antalya are Russian 
tourists (Number of Russian tourists coming to Antalya in 2019=7.017.657=Antalya Governorate, 2019) 
and most of them don’t know English. In the research, pilot application has been carried out to test the 
clarity and comprehensibility of the survey for 60 foreign tourists who came to the hotel enterprises in 
Antalya center between May and June 2019. Upon the determination that the Cronbach’s Alpha value 
(α = 0.912) of 26 statements included in the survey scale is very reliable and that the statements are 
understandable and factor distributions are normal, the study has continued.

3.1. Population and Sample of Research
The universe of the research consists of foreign tourists coming to Antalya destination. The surveys 

created for the research have been conducted by one of the authors for foreign tourists who came to the 
Kaleiçi region of Antalya in June, July and August, and who stayed in the hotel businesses in Antalya, 
with a simple random sampling method. At the stage of the survey, 415 surveys have been collected 
in total by applying them on the tourists who want to fill them face to face and voluntarily. Almost all 
of the 18 surveys that have been collected have been removed from the research since they have been 
filled incompletely. It has been decided to carry out the research with the remaining 397 surveys. The 
number of foreign tourists coming to Antalya in 2019 is 15,644,108 people (Antalya Governorate, 2019) 
and the research population should be at least 384 in places with a 95% confidence interval (Cohen, 
Manion & Morrison, 2017). Therefore, it can be said that 397 surveys collected in the research are 
sufficient for the sample. 

4. Findings

In order to evaluate the research findings, it is necessary to test the lost data, extreme value, 
homogeneity and reliability for the raw data obtained from the surveys. Therefore, when looking at the 
lost data for the study, it has been determined that there have been no items left blank in the survey. 
Whether the data obtained is normally distributed or not is analyzed according to the result of skewness 
and kurtosis, and it has been observed that the skewness and kurtosis coefficients are not more than 
+3 and  ‑3 and it has been concluded that the data has been distributed normally (Liu et al., 2003). 
According to the Kolmogorov ‑Smirnov test, which is another stage of the normality test, the significance 
level of the scale data is below 0.05 and the data does not show normal distribution. However, according 
to the central limit theorem, the data set with more than 40 observations converges to normal (Lumley 
et al., 2002). Based on this, the data of 397 surveys collected for research are assumed to be normally 
distributed and the analyzes have been done accordingly.

Cronbach’s Alpha (α) values have been examined in order to ensure the structurally reliable and 
validity of the scales used in the study based on 397 samples. As observed in Table 2; the variable with 
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the highest reliability value (α = 0.911) among the destination image dimensions (natural and cultural 
resources, infrastructure and socio ‑economic context, social conditions and environment), which are 
included in the research model, is the destination curiosity variable and that the Cronbach’s Alpha 
values (α) of all variables are above 0.70 and highly reliable (Kline, 2011). 

4.1. Demographic Characteristics of the Participants
The frequency and percentage distributions of the demographic characteristics of the foreign tourists 

participating in the survey are presented in Table 1 below. Accordingly, it has been determined that 
51.9% (203 people) of the participants are male, 48.1% (194 people) are female, 60.2% (239 people) are 
married and the remaining 39.8% (158 people) are single. It is understood that 31.2% (124 people) of 
the foreign tourists participating in the study are in the 25 ‑34 age range, 27.5% (109 people) are in the 
19 ‑24 age range, 15.9% (63 people) are in the 35 ‑44 age range. It has been determined that more than 
half of the participants are university graduates with a rate of 65% (258 people). When the monthly 
income status is analyzed, it has been determined that 30.5% (121 persons) have an income between 
4001 ‑6000 Euros and then 20.7% (82 people) have an income between 6001 ‑8000 Euros and 8001‑
‑10.000 Euros. On the other hand, when the number of participants arriving in Antalya is examined, 
it is observed that the number of repeat tourists (50.1% = 199 people) and those who came for the first 
time (49.9% = 198 people) are almost equal. When all these results are evaluated in general; it can be 
stated that the tourists visiting Antalya are rather very young or in the middle age group, are married, 
university graduates and considering the conditions of Turkey the majority has higher level of income.

Table 1: Respondent profile (n=397)

Gender n % Education Level n %
Female 194 48.1 Secondary School 8 2.0

Male 203 51.9 High school 104 26.2

Marital Status n % University 258 65.0

Married 239 60.2 Master’s degree 27 6.8

Single 158 39.8 Monthly Income n %
Age n % 2000 Euro and below 27 6.8

18 ‑24 48 12.1 2001 ‑4000 Euro 70 17.6

19 ‑24 109 27.5 4001 ‑6000 Euro 121 30.5

25 ‑34 124 31.2 6001 ‑8000 Euro 82 20.7

35 ‑44 63 15.9 8001 ‑10.000 Euro 82 20.7

45 ‑54 34 8.6 10001 Euro and above 15 3.8

55 ‑64 19 4.8 Number of visits to Antalya n %
65 and above 48 12.1 First ‑time visitors 198 49.9

Repeat visitors 199 50.1

4.2. Explanatory Factor Analysis (EFA) 
Initially, explanatory factor analyses have been applied to test the construct validity of the scales 

used in the research. In this context, factor analysis has been performed on the destination image, 
destination curiosity and destination loyalty variables in the research scale. KMO and Bartlett’s tests 
have been performed to test the suitability for factor analysis. As a result of the EFA; KMO .918 and 
Bartlett’s test χ2 value is 3158.186 (p <.000) for destination Image dimension. For destination curiosity, 
KMO .863 and Bartlett’s test χ2 value have been determined as 1548.427 (p <.000). All these results 
show that factor analysis meets the assumption (Kalaycı, 2014).

As shown in Table 3; in the research, EFA results have been firstly applied to the statements of 
destination image dimensions. As a result of the EFA, it has been noted that the destination image 
dimensions included a three ‑dimensional structure, the eigenvalues of the factors should be at least 
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1 and the factor loads should be above 0.45. As a result of the analysis, the ISO4 statement asked to 
measure the size of the infrastructure and social economic conditions within the destination image 
dimensions has been loaded with copies and has been removed from the analysis because it has been 
not collected in a single dimension. As a result of the reconstructed EFA analysis, a 3 ‑factor structure 
has been obtained, which explained 70.203% of the total variance. The destination image dimensions 
resulting from EFA have been determined as natural and cultural resources, infrastructure and social 
economic conditions, social conditions and environment and factor loads have been determined as 
values between 0.861 and 0.523. 

As a result of the EFA, the statements related to the destination curiosity are gathered under a single 
dimension and the total variance explanation level is 69.204% and factor loads are between .864 and 
.785. Likewise, it has been observed that the statements about destination loyalty have been gathered 
under one dimension and the total variance explanation level has been 67.067%. The factor loads of 
the statements that make up this variable are between .849 and .786. 

4.3. Convergent and Discriminant Validity
Within the scope of determining the reliability and validity of the study; CR, AVE, MaxR (H) values 

have been examined (Table 2). CR (Composite Reliability) values are expected to be 0.70 and above and 
AVE (Average Variance Extracted) values are expected to be over 0.50 (Bryne, 2010; Hair et al., 2014). 
The CR value being greater than 0.70 indicates that the internal consistency of the factors is high, and 
the AVE being value higher than 0.50 indicates that there is a sufficient level of variance explained 
by the variables associated with the factors (Fornell & Larcker, 1981). In order to ensure discriminant 
validity, MaxR (H) (Maximum H Reliability) value should be higher than CR value (Hu & Bentler, 
1999). At the same time, the square root of the AVE value of a latent variable must be greater than the 
correlation values of that variable with other variables (Fornell & Larcker, 1981; Hair et al., 2014). 

Table 2: Convergent and discriminant validity, Cronbach’s alpha (α) values

α CR AVE MaxR(H) NCR ISO SOCE LOY CUR

NCR 0.883 0.858 0.601 0.858 0.775     

ISO 0.797 0.846 0.525 0.922 0.818 0.725    

SOCE 0.879 0.911 0.773 0.957 0.616 0.705 0.879   

LOY 0.904 0.899 0.597 0.969 0.643 0.784 0.746 0.773  

CUR 0.911 0.911 0.632 0.977 0.583 0.802 0.764 0.811 0.795
NCR= Natural and Cultural Resources, ISO= Infrastructure and Socioeconomic Context, SOCE= Social 
Conditions and the Enviroment, LOY=Destination Loyalty, CUR= Destination Curiosity, CR= Composite 
Reliability, AVE= Average Variance Extracted, Max R(H)= Maximum H Reliability and Diagonal values 
written in bold are square roots of AVE values.

When Table 2 is examined, it is determined that the lowest CR value calculated for latent variables 
is 0.846 and the lowest AVE value is 0.525, and it is understood that the assumptions of the convergent 
validity are provided. It is observed that MaxR (H) value of each latent variable that will be included in 
the structural model for discriminant validity is also higher than CR value. In addition, it is understood 
that the correlation values between the square roots of the AVE value and the variables are acceptable, 
thereby ensuring the discriminant validity for all latent variables. Likewise, in Table 2, it is stated 
that the correlation values between all the dimensions that make up the model are less than (r> 0.85), 
so that the dimensions in the model are separate structures, discriminant validity is provided, and 
relationships between variables can be researched (Raykov & Marcoulides, 2006).

4.4. Measurement Model of the Research
By examining the relationship between destination image dimensions, destination curiosity and 

destination loyalty used in the research model, it has been tested with CFA analysis whether the first 
condition of modeling has been met and Maximum Likelihood method has been used in CFA application.
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CFA is applied to determine whether the scale and structures based on a developed or theoretical 
basis are verified with data and to what extent the variables fit the hypothetical theoretical structure 
(Alpar, 2013). With fit indices, it is determined how well the predetermined models explain the data. 
A wide variety of fit indices are referenced in CFA. For these fit indices, the Chi ‑Square Fit test (Δχ²≤5) 
is often root mean square error of approximation (RMSEA ≤0.080), Goodness of Fit Index (GFI ≥.80), 
(Adjusted Goodness of Fit Index: AGFI 80.80), comparative fit index (CFI ≥ 0.90), incremental fit index 
(IFI ≥ 0.90) values are used and acceptable goodness of fit values (Kline, 2011; Ho, 2014; Hair et al., 2014).

As a result of the CFA analysis performed to test the construct validity of the scales used, it has 
been determined that the observed variables have been associated with the latent variables to which 
they have been linked, and the covariance values between the variables are less than r <.85, and the 
relationships between all variables are significant at the level of p <0.05. 

Table 3: Explanatory factor analysis (EFA) and measurement model (CFA) values

EFA Values CFA Values

Scale and Items Factor 
Loadings

Variance 
Extracted Eigenvalue Factor 

Loadings t ‑value p

Natural 
and cultural 
resources

NCR2 .847

10.103 1.313

.763 19.905 0.001

NCR1 .808 .759  ‑ 0.001

NCR3 .770 .796 15.192 0.001

NCR4 .624 .783 14.960 0.001

Infrastructure 
and 
Socioeconomic 
Context

ISO6 .745

52.331 6.803 

.643 12.847 0.001

ISO1 .679 .777  ‑ 0.001

ISO3 .677 .760 15.658 0.001

ISO5 .673 .710 14.418 0.001

ISO2 .662 .727 14.859 0.001

Social
Conditions 
and 
Environment.

SOCE2 .861

7.769 1.010

.882  ‑ 0.001

SOCE3 .842 .879 23.818 0.001

SOCE4 .817 .876 23.706 0.001

SOCE1 .523  ‑  ‑  ‑

Second EFA Values

Destination 
Curiosity

CUR3 .864

69.204

4.152

.844 17.206 0.001

CUR4 .847 .806 16.334 0.001

CUR5 .837 .793 16.043 0.001

CUR6 .831 .786 15.884 0.001

CUR2 .826 .792 16.043 0.001

CUR1 .785 .744  ‑ 0.001

Third EFA Values

Destination 
Loyalty

LOY3 .849

67.067  

4.024

.837 14.988 0.001

LOY4 .846 .802 14.445 0.001

LOY2 .814 .789 14.237 0.001

LOY1 .812 .787 14.214 0.001

LOY5 .806 .728 17.478 0.001

LOY6 .786 .684  ‑ 0.001

Note 1: Extraction Method = Principal Component Analysis; Rotation Method: Varimax Rotation 
Note 2: Goodness ‑of ‑fit statistics of CFA= Δχ2=1834.650; d.f.=720; χ2/d.f.=2.548; RMSEA=0.044 CFI=0.919; 
GFI=0.837; IFI=0.919.
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According to Table 3; in the research, EFA has been first performed on the destination image 
dimensions, and then explanatory factor analyzes have been made for the destination curiosity and 
destination loyalty dimensions. Afterwards, CFA has been performed on all variables to be included 
in the model and it has been removed from the model because the factor load of SOCE1 statement 
has been low and decreased the goodness of fit values of the model and it has been determined that 
all the remaining statements had a factor much higher than 0.50 (Kalaycı, 2014). In order to increase 
the goodness of fit values in CFA, NCR1 (e1) and NCR2 (e2), ISO5 (e9) and ISO6 (e10), LOY5 (e25) 
and LOY6 (e26) have been corrected and goodness of fit values and standardized values have been 
improved. Finally, the goodness of fit values of CFA are Δχ2 = 1834.650; d.f. = 720; χ2 / d.f. = 2,548; 
RMSEA = 0.044; CFI = 0.919; GFI = 0.837; IFI = 0.919. These results indicate that CFA has adequate 
goodness of fit values (Hair et al., 2014).

4.5. Testing the Research Model
After verification of measurement models, the relationships between the variables used in the study 

have been tested through the structural model. Within the scope of the structural model analysis, 
7 different hypotheses have been analyzed in order to determine the effects of natural and cultural 
resources, infrastructure and socio ‑economic context, social conditions and environmental dimensions, 
which are the sub ‑dimensions of the destination image, on destination curiosity and destination loyalty, 
and the effects of destination curiosity on destination loyalty. The path diagram of the findings obtained 
as a result of the structural model realized for all these purposes is indicated in Figure 1. In addition, 
3 hypotheses have been tested in order to determine whether the demographic characteristics (gender, 
marital status and number of visits to Antalya) of foreign tourists coming to Antalya have a moderator 
effect in the relationship between destination curiosity and destination loyalty.

Figure 1: The conceptual model of the study and standardized values
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As observed in the path diagram in Figure 1; it has been determined that infrastructure and socio‑
‑economic context, social conditions and environmental dimensions, which are the sub ‑dimensions of 
the destination image, have positive effects on destination curiosity and destination loyalty. Similarly, 
it has been determined that the curiosity of the destination has positive effects on destination loyalty. 
However, it has been determined that the size of natural and cultural resources does not have a significant 
effect on destination curiosity and destination loyalty. In the model in Figure 1, it is regarded that the 
variance explanation rate for destination curiosity is 74.5% (R2 = 0.745) and the variance explanation 
rate for destination loyalty is 73.1% (R2 = 0.731). 
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In Table 4 and Figure 1, it is observed that the t values between infrastructure and socioeconomic 
context and destination curiosity, two of the sub ‑dimensions of the destination image; social condi‑
tions and environment dimension and destination loyalty and destination curiosity and destination 
curiosity and destination loyalty are higher than 2.56 and in the significance level of p<0.001 
(Schumacker & Lomax, 2010), the t values between the infrastructure and socioeconomic context 
and destination loyalty are higher than 2.56 and in the significance level of p<0.001; however, the 
t values in the relationship between natural and cultural resources and destination curiosity and 
destination loyalty are lower than 1.96 and not at the significance level of p<0.001 (Schumacker 
& Lomax, 2010). Correction has been made between LOY5 (e25) and LOY6 (e26) to improve the 
goodness of fit of the structural model. Finally, when looking at the goodness of fit values for road 
analysis regarding the significance of the structural model; it is observed that Δχ2=1700.482; 
d.f.=717; χ2/d.f.=2.372; RMSEA=0.042; CFI=0.928; GFI=0.848; IFI= 0.929 and these values are 
acceptable goodness of fit (Hair et al., 2014). 

Table 4: Results of path analyses and hypotheses

Hypotheses Path 
Analyses

Standardized 
Loadings t ‑value p Results

+H1 NCRLOY 0.065 0.731 .465 X

+H2 NCRCUR  ‑0.269  ‑2.979 0.003** X

+H3 ISOLOY 0.254 2.017 0.044* √

+H4 ISOCUR 0.728 6.583 0.001*** √

+H5 SOCELOY 0.220 3.434 0.001*** √

+H6 SOCECUR 0.416 6.777 0.001*** √
+H7 CURLOY 0.402 4.350 0.001*** √

Note 1: ***p<0.001, ** p<0.01, * p<0.05, 
Note 2: Goodness ‑of ‑fit statistics of Path Analysis:Δχ2=1700.482; d.f.=717; χ2/d.f.=2.372; RMSEA=0.042; 
CFI=0.928; GFI=0.848; IFI= 0.929.

When the research model in Figure 1 and the hypothesis results in Table 4 are analyzed, it is observed 
that there are no positive effects on the destination loyalty and destination curiosity of natural and 
cultural resources among the destination image sub ‑dimensions (H1:β=0.065, t=0.731, p=0.465; H2: 
β= ‑0.269, t= ‑2.979, p=0.003). Therefore, the hypotheses H1 and H2 previously developed have been 
not supported. Infrastructure and socio ‑economic conditions have positive and significant effects on 
destination loyalty (H3: β=0.254, t=2.017, p=0.044) and destination curiosity (H4: β=0.728, t=6.583, 
p=0.001). Therefore, the hypotheses H3 and H4 hypotheses have been supported. Similarly, positive and 
significant effects of social conditions and environmental dimension on destination loyalty (H5: β=0.220, 
t=3.434, p=0.001) and destination curiosity (H6: β=0.416, t=6.777, p=0.001) have been determined H 5 
and H 6 hypotheses have been supported accordingly. Finally, it has been concluded destination curiosity 
has a positive and significant effect on destination loyalty (H7: β=0.402, t=4.350, p=0.001). Thus, the 
previously developed H7 hypothesis has been also supported. 

The standardized beta (β) coefficients in the structural model indicate the magnitude of the effect 
of one variable on another variable. It has been observed that the standardized beta (β) coefficients 
have small effects below 0.10, and when they are above 0.50, beta coefficients between two values have 
moderate effects (Kline, 2011). Accordingly, it is regarded that the effects in all these hypotheses have 
a medium (H3, H5, H6, H7) and a high level (H4) effect.

AMOS program has been used to determine the moderator effect of demographic variables in the 
effect of destination curiosity and destination loyalty. Before the analysis, the destination curiosity value, 
which is the forecast variable, has been standardized. As observed in Table 5; as a result of the road 
analysis with the observed variables, Slope difference test has been performed in order to see whether 
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the differences between the regression coefficients (β) occurring according to categorical variables are 
significant and the results are displayed in Table 5.

Table 5: Slope Difference Tests

Marital Status Gender Number of visits
to Antalya

Married Single Male Female
First 
time 

visitors
Repeat 
visitors

Number of Samples 239 158 203 194 198 199

Regression Coefficients 
(β) 0.822 0.556 0.756 0.722 0.723 0.760

Standard Error 0.036 0.068 0.047 0.048 0.045 0.052

t values 3.767 0.507 0.585

p values ( *p<0.001) 0.000* 0.612 0.559

According to these results in Table 5; it has been revealed that the marital status (Married: β=0.822, 
Single: β=0.556, t=3.767, p=0.000), which is among categorical variables, has a moderator effect on the 
influence of destination curiosity of foreign tourists coming to Antalya on destination loyalty. Therefore, 
the hypothesis H9,”the marital status has a moderating effect on the relationship between destination 
curiosity and destination loyalty”, has been supported. On the other hand, it has been determined that 
the effect of foreign tourists’ destination curiosity on destination loyalty does not affect the gender and 
the number of visits to Antalya. Hence, the hypotheses H8 and H10 are not supported.

In order to test whether the results obtained from the hypothesis tests are valid and reliable, this 
interaction (moderator effect) should be shown with the Slope graph (www.jeremydawson.com, 2016). 
As seen in Figure 2; this Slope test reveals whether the relationship between destination curiosity and 
destination loyalty depends on the marital status of tourists.

Figure 2: Graphical Diagram of the moderating effect the marital status 
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In the case where the destination curiosity is low and high in order to determine the form and 
direction of the foreign tourists who come to Antalya with the destination curiosity and the effect on the 
destination loyalty, the views of the married and single individuals regarding the destination loyalty 
are graphically shown in Figure 2. Graph drawing for binary categorical variable has been analyzed 
with Slope test. As a result of the slope test, the relationship between foreign tourists’ destination 
curiosity and destination loyalty is positive in both married and single individuals. It is consequently 
observed that, when married tourists have a high destination curiosity, they have more destination 
loyalty than singles.

5. Discussion and Conclusions 

The destination image, which has emerged as a general picture of the destination in the minds of 
tourists, may reveal the idea of tourists, especially the curiosity towards the destination, except revisiting 
the destination or recommending it to their relatives. In this sense and in line with the purpose of 
the research, 10 hypotheses have been generated in order to determine the effects between natural 
and cultural resources, infrastructure and socioeconomic context, social conditions and environmental 
dimensions, which are the sub ‑dimensions of the destination image, on the destination curiosity and 
destination loyalty and to test the moderator effects of foreign tourists (gender, marital status and 
number of visits to Antalya) in the relationship between destination curiosity and destination loyalty 
and 6 of these hypotheses have been supported.

While the image of the destination image perceived by foreign tourists coming to Antalya is mostly 
dealt with in terms of emotional and cognitive image in the literature, as a result of the analyzes 
carried out in this study, natural and cultural resources, infrastructure and socio ‑economic context and 
social situations and environment have been determined as 3 dimensions and with the confirmatory 
factor analysis, this three ‑dimensional structure has been confirmed together with other variables 
that entered the model. According to the findings obtained in the research; it has been determined 
that the size of natural and cultural resources, which constitute the destination image, does not affect 
destination curiosity and destination loyalty. These findings are similar to the results of the studies 
by Blas & Carvajal ‑Trujillo (2014). Infrastructure and socio ‑economic context, social conditions and 
environment dimensions, which are other sub ‑dimensions of the destination image, have been found 
to increase destination curiosity and destination loyalty. This correlates to the studies by Bigne et al. 
(2001), Lee et al. (2005), Mcdowall & Ma (2010), Zhang et al. (2014), Rodrigues Soares et al. (2019). 
Another important result found in this study is that the curiosity of the destination has increased the 
loyalty of the destination. This conclusion is consistent with the conclusion in the research by Vincent 
(2018), Ciasullo et al. (2019) that destination curiosity is effective on the tourists’ behavior to revisit. 

On the other hand, as another important finding of the study, it has been revealed that marital 
status, which is a categorical variable, has a moderator effect on the influence of destination curiosity 
of foreign tourists coming to Antalya on destination loyalty. Accordingly, the moderator effect of the 
married and single individuals among tourists is positive. In the case of low destination curiosity, married 
tourists have more destination loyalty than single individuals, while in the case of high destination 
curiosity they have relatively less destination loyalty than single individuals. On the other hand, it 
has been determined that gender and the number of visits to Antalya have no effect on the relationship 
between destination curiosity and destination loyalty. This result is partially similar to the study by 
Baloglu & McCleary (1999) in terms of the effect of demographic variables (age,educational status) on 
destination image.

As a result of this study were obtained from the mass tourists who came for the purpose of sea, 
sand and sun. If it is done for individual tourists coming for culture, sports, business and alternative 
tourism activities, it may be thought that different results will appear between destination image and 
destination loyalty according to the demographic variables (especially the marital status). Although it 
has many tourism diversity in Antalya, it is a destination that stands out with its sea, sand and sun 
tourism. It can be thought that different demographic variables will play a role in the relationship 
between tourists’ destination image and curiosity and destination loyalty in the destinations where 
culture or alternative tourism activities are mostly performed.

According to the World Tourism Organization (2007), in the 2020s, tourists will act with the feeling of 
trying the untested, discovering the undiscovered and being more curious. In this sense, trying to create 
a different destination image that will increase the curiosity of the tourists will gain an advantage over 
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the competition. Therefore, local administrators and tourism professionals should strive to increase the 
attractiveness of the destinations and to improve the image of the destination positively. On the other 
hand, they should look for ways to offer different activities and activities that are far from uniformity 
that will attract tourists’ curiosity.

As with any research, there are some limitations in this research. As the most important limitations 
of this research; it can be stated that it covers only the foreign tourists coming to the Antalya destination 
and that it has been made by sampling method in a certain time interval. In future researches, it can 
be suggested to conduct studies that test the destination image with different premises and results and 
provide the opportunity to compare with different samples. In addition, since the tourism level of the 
Antalya region is in the maturity stage, comparisons can be made by examining the destination image 
in regions with different tourism levels (beginning, development, and fall).
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Appendix

Destination Image
DI1 Tourist information is wide and adequate

DI2 Tourist signs are appropriate.

DI3 Tourist services (tourist ofice, shuttle bus etc.) provided sufficient 

DI4 Tourist attractions/places to visit are varied.

DI5 There is a rich and varied gastronomy/a wide variety of restaurants.

DI6 There is a good variety of shops and many facilities for shopping.

DI7 There are enough leisure activities

DI8 It is a quiet city.

DI9 Residents are friendly and welcoming.

DI10 The weather is nice.

DI11 There is a good urban environment with low levels of environmental pollution (traffic, noise, 
fumes, etc.).

DI12 Street/area cleaning is optimal.

DI13 Shops have a good price equality relationship.

DI14 Restaurants have a good price equality relationship

Destination Curiosity
CUR1 I want to know more about Antalya.

CUR2 I want to receive some more information about Antalya.

CUR3 Antalya has the attractions that I like

CUR4 Antalya has a unique atmosphere that attracts me

CUR5 Travel to Antalya can let me learn some interesting things

CUR6 Travel to Antalya can let me try some interesting things

Destination Loyalty 
LOY1 I will recommend Antalya to someone that seeks my advice.

LOY2 I will encourage friends and relatives to visit Antalya.

LOY3 I will say positive things about Antalya to other people.

LOY4 I would choose to travel to Antalya even if its prices should increase somewhat

LOY5 I will be back to Antalya in the next three years.

LOY6 Within the next three years, I would Antalya more than I would revisit any other destination.
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