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Abst r act

The inportance of tourismis universally acknow edged, since it is one
of the growing sectors of a country’s econony and is w dely recogni zed
for its contribution to regional and national econon c devel opnent.
As nmore and nore areas of the world are developed for tourism the
destination choices available to consumers continue to expand.
Furthernore, today's consuners, facilitated by increased |eisure ting,
rising levels of income and nore efficient transportation networks,
have the nmeans to choose from anong this nuch larger variety of
destinations. Thus, dynamc structure and intense conpetition in
tourismindustry increase the need to understand consuner segnents and
their perceptions.

Geece is a favourite tourism destination in Europe. As Turkey's
advant ageous geographical location and its huge population, Turkish
consuners are always a good opportunity for Geece’'s tourismindustry.
This study ains to determ ne sub-groups of Turkish consuners according
to their intentions to visit Geece and also to exanmine their
differentiating perceptions about Geece's image as a tourism
desti nati on.

The data was collected from 1023 Turkish consumers. Miltiple
Di scrimnant analysis was used in order to find whether sub-groups of
consuners’ eval uations vary anong destination i nage of G eece.

In the study, it was found that Turkish consunmers can be grouped into
four groups that have different perceptions of Geece' s destination
image. It is believed that the study provides valuable insights for
bot h academnmics and practitioners.

Keywords: Tourism Industry, Destination Inmage, G eece, Turkish
Consuners, Miltiple D scrimnant Analysis.

| nt roducti on

The study of tourismdestination image is a relatively recent addition
to the field of tourism research. Destination inmage has becone
important both for practitioners engaged in positioning destination
i mmges and for acadenmics trying to gain a deeper understanding of the
destination i mage construct.

The ever-increasing conpetitive nature of the tourism industry
requires tourism destinations to develop an effective narketing plan
and strategy. Destinations mainly conpete based on their perceived
imges relative to conpetitors in the marketplace. Today's consuners,
facilitated by increased leisure time and rising levels of incong,
have the nmeans to choose from anong | arger variety of destinations.

Though, tourisminmage is critical to the success of any destinations.
The tourism industry in European countries has also been grow ng
sharply in the past few years. Geece |located in Europe, is one of the
Mediterranean countries like Turkey. So it's a potential tourism
destination and a nice place for Turkish people to visit. Thus, in
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this study simlarities and differences between inage perceptions of
Tur ki sh people having different intention levels to visit Geece were
expl or ed.

Literature Review
Destination | mage

I mage has been proven to be a critical factor in people's decision
process. A commonly adopted definition of image is that it is a set of
beliefs, ideas, and inpressions that people have of a place or
destination (Cronpton 1979; Kotler, Haider and Rein, 1993). According
to systematic analysis by the Wrld Tourism organization, inage is
defined as an aura, an angel, a subjective perception acconpanying the
various projections of the sane nessage transnmitter. Research of the
past two decades has denonstrated that image is a val uable concept in
understanding the destination selection process of tourists. Several
studies centered on the relationship between destination inmge and
preference or visitation intentions (CGoodrich 1978; Mayo 1973; Hunt
1975; MIman and Pizam 1995; Scott, Schewe and Frederick 1978).

Image is also defined as a perceptual phenonenon fornmed through a
consuner’s reasoned and enotional interpretation, and which has both
cognitive (beliefs) and affective (feelings) conponents (Konecnik,
2004) .

Perceptual or cognitive evaluation refers to beliefs and know edge
about an object whereas affective refers to feelings about it (Bal oglu
and Brinberg 1997; Burgess 1978; Gartner 1993; Hol brook 1978; Wl nsl ey
and Jenkins 1993; Ward and Russel 1981; Zimrer and Golden 1988). On
the other hand affective conponents are enotional responses concerned
with feeling and nmeaning attached to a destination (Pocock and Hudson,
1978). In other words, the affective conponent reflects an
individual’s general feelings or enotions toward an object (Son,
2005) .

The distinction and the direction of the relationship between
cognitive and affective conponents has been enphasized in tourism
deci si on-maki ng nodel s (Wbodsi de and Lysonski, 1989; Um and Cronpton,

1990). In the nodels, tourists form their feelings (affective inage)

as a function of beliefs (cognitive image). The cognitive conponents
and affective conponents of inmage are distinct, but these two
conponents are sequentially related in the sense that affective
eval uation depends on cognitive evaluation of objects (Mo and
Jarvis, 1981; Russell and Pratt, 1980; Wodside and Lysonski, 1989).

In order to be successfully pronoted in the targeted narkets, a
destination nmust be favorably differentiated from its conpetiors, or
positively positioned, in the mnds of the consuners. A key conponent
of this positioning process is the creation and nmanagenent of a
di stinctive and appealing perception, or destination inmge (Calantone,
Di Benetto, Hakam and Boj anic, 1989).

A destination’s image has been recognized as a conplex and inportant
concept in the destination-selection process. According to Sonnez and
Sirakaya (2002), if a destination is interested in developing a
sustainable tourism industry in a period of increasing conpetition,
then it needs a clear understanding of tourists’ images to develop a
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successf ul positioning strategy in the conpetitive marketplace.
Central to destination narketing is the way in which the inage is
perceived and acted upon by potential tourists as it is often
perceptions rather than reality that notivate tourists to visit a
destination (Andersen, Prentice and GQuering, 1997). The tourist
nmarketer’'s goal is to match the pronoted image and the perceived inmage
in the consuner’s nmnd to avoid a distorted destination inage. |ndeed,
a lack of know edge of a destination's appeal from the perspective of
potential tourist markets hinders the devel opnent of a destination's
i mge(Wat ki ns, Hassani en and Dal e, 2006).

The creation of a distinctive and unique destination in the tourism
industry plays a vital role in positioning the destination in the
consunmer’s mnd and holds the key to destination differentiation. An
inmportant step in the destination nmanagenent process is an
understanding of the attitudes of actual and potential visitors of a
destination (Deslandes, 2006). So, tourism destination inmages are
i nportant because they influence both the decision-making behavior of
potential tourists and the Ilevels of satisfaction regarding the
tourist experience (Jenkins, 1999). An accurate assessment of
destination image is a prerequisite to designing an effective
marketing strategy and helps the destination marketer to offer what
its visitors are expecting and create nore realistic expectations if
necessary (Watkins et al., 2006).

Measur enent of Destination | mage

In the last three decades tourism researchers as well as industry
practitioners and destination marketers have been very interested in
neasuring a destination's image. In addition, the proper nethodol ogy
for neasuring a destination’s inmage has been the subject of many
travel and tourism studi es (Kozak, 2001).

The nmeasurenment of destination image has been of great interest to
tourism researchers and practitioners (Echtner and Ritchie, 1993;
Driscoll, Lawson and Niven, 1994). An accurate assessnment of image is
a key to designing an effective narketing and positioning strategy
(Reilly, 1990). A destination's inmage nmay be analyzed from different
perspectives, and conposed of a variety of individual perceptions
relating to various product/service attributes (Kozak, 2001). The
majority of destination image studies have used either structured
(scale format) or wunstructured (open ended, repertory grid, etc.)
neasur enent techni ques. The studies adopting a structured measurenment
techni que enployed the semantic differential and/or Likert scale for
neasuring cognitive and affective conponents of destination inage
(e.g. Goodrich, 1978; Haahti, 1986; Gartner, 1989; MInman & Pizam
1995; Baloglu & Brinberg, 1997).

Unstructured nethodol ogies are the alternate form of neasurenment used
in product inage research. Unstructured nethodol ogies use free form
descriptions to neasure image (Boivin, 1986). Destination inage
researchers have a strong preference for structured nmethodol ogies.

Therefore, because of the nature of structured nethodol ogies, the
majority of destination inage nmeasurenment studies have focused on the
comon, attribute-based conponent of destination inmage (Echtner and
Ritchie, 1993).
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Met hodol ogy

Previous research on destination image has concluded that each
destination offers a variety of products and services to attract
visitors and each tourist has an opportunity to choose from a set of
destinations. Different factors nmay have an influence on destination
choice. The destination choice process nmght therefore be related to
tourists’ assessnents of destination attributes and their perceived
utility values. Nunerous attenpts have been nade to classify mgjor
el enents of destinations. Anong these elenents are climte, ecol ogy,
culture, architecture, hotels, <catering, transport, entertainnent,
cost and so on(Kozak, 2002).

Thus, the objectives of the study are to;

1 Explore Geece's destination image dinensions from tourism
per specti ve.

2 ldentify the consuner segnents based on their intentions to visit
G eece.

3 Determine perceptual differences of Greece s destination inage anong
intenti on based segnents.

In this research, consuner’s evaluation of Greece’s inage as tourism
destination is investigated.

Greece’s Destination

Tur ki sh Consumner’s | mage Di mensi ons

I ntention Levels

to visit G eece - Environnental Beauty &
Conveni ence
Very High - Country’'s Citizens
Hi gh —> - Place & Architectural
Low Structure

Shoppi ng & Touri st
Acconmodat i on

Local Culture & Cuisine

Very Low

Figure 1: Research Model

Also, this research tries to identify consumer groups according to
their intention levels to visit Geece and analyze the differences in
their perceptions of Greece’s inmage as a tourism destination as seen
in Figure 1.

Resear ch Hypot heses

In this study, consumners’ destination inage perceptions as
envi ronnental beauty and convenience, country’'s citizens, place and
architectural structure, shopping and tourist accomobdati on and | ocal
culture and cuisine are operationalized in order to differentiate
intention based segnents. Based on research purpose and the nodel the
fol |l owi ng hypot heses were forned:

H;: Consuner’s intention based segments’ will differ in ternms of
envi ronnental beauty and conveni ence di nensi on.

H: Consuner’s intention based segments wll differ in terns of
country’s citizens dinmension.
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H: Consumer’s intention based segments will differ in terns of place
and architectural structure dinension.

H;: Consuner’s intention based segments wll differ in terns of
shoppi ng and touri st accomuodati on di mensi on.

Hs: Consuner’s intention based segnments will differ in terns of culture
and cui si ne di nensi on.

Hypot hesi s Testing

Due to the rise of wurban tourism destinations at global scale, the
assessnent and devel opnent of an appropriate image for countries has
becone increasingly inportant. Since, Geece is well known by Turkish
people, it is chosen as subject for our study. Turkish people are one
of the nost inportant and attractive markets for the G eece because of
its location. In addition, Geek culture is simlar to Turkish
cul ture.

The popul ation of this study was Turkish citizens interested in travel
and tourism The research was conducted via internet survey between 8-
15 January, 2008 in Turkey. The sanple for the data analysis consists
1023 Turkish people expressing their ideas about the image of G eece
as tourismdestination.

The respondents were asked to provide information about both their
destination inmage perceptions of Greece and their intentions to visit
it. Turkish consuners’ perceptions of Geece imge as tourism
destination were asked by 27 Likert statenents which are used to
neasure the functional and psychol ogical attributes of consunmers were
derived from the study of Echtner and Ritchie (1993) and Choi, Chan
and Wi (1999). A five point Likert scale was used and the scales
ranged from strongly agree (1) to strongly disagree (5). Turkish
people’s intention to visit Geece was neasured by asking them their
willingness to visit this country.

A descriptive statistic analysis was enployed to exam ne Turkish
people’s perception of destination inage of Geece. The multiple
di scrimnant analysis was conducted for the purpose of identifying the
per cept ual differences between Turkish consunmer groups having
different intention levels to visit G eece.

Respondents’ Profile

Qut of 1023 respondents surveyed, males constitute of 78% and fenal es
constitute of 22% This ratio in gender is not surprising, since the
guestionnaire was conducted via internet. Wnen's usage rate of
internet in Turkey is low when conpared to men. The nmgjority of
tourists belong to 26-35 years age group (41.9%, followed by the 36-
45 years age group (28.8%. O the respondents, 63.5% had at | east
finished university degree and 26.4% finished high school. Sone 67.4%
of the respondents were nmarried and 32.6% were single. Simlar
proportions for low and nedium incomes were found. Mst of the
respondents were nerchant or workers. Famly size was nostly four
people with 33.9% The denographic profile of respondents is presented
in Table 1.
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Tabl e 1: Denographic Characteristics of Respondents

I ncome Frequency Percent Educat i on Frequency Percent
1000 YTL or |less 211 20.6 Primary School 12 1.2
1001 YTL-2000 YTL 462 45.2 Secondary School 18 1.8
2001 YTL-3000 YTL 205 20.0 Hi gh School 270 26.4
3001 YTL-4000 YTL 61 6.0 Uni versity 650 63.5
4001 YTL-5000 YTL 38 3.7 MBS/ Doct or at e 73 7.1
5001 YTL-6000 YTL 17 1.7 Tot al 1023 100.0
6001 YTL-7000 YTL 6 .6

7001 YTL-8000 YTL 6 6 Cccupati on Frequency Percent
8001 YTL-9000 YTL 3 .3 Sel f enpl oyed 68 6.6
9001YTL or nore 14 1.4 Civil Cervant 21 2.1
Tot al 1023 100.0 Mer chant 337 32.9
Famly Size Frequency Percent  Worker 285 27.9
1 person 16 1.6 Enpl oyee 21 2.1
2 peopl e 107 10.5 Retired 12 1.2

3 peopl e 241 23.6 Housewi f e 145 14. 2
4 people 347 33.9 St udent 134 13.1
5 peopl e and over 312 30.5 Tot al 1023 100.0
Tot al 1023 100.0

Age Frequency Percent Gender Frequency Percent
18- 25 240 23.5 Mal e 797 0.78
26- 35 429 41.9 Fenal e 226 0.22
36- 45 295 28.8 Tot al 1023 100.0
46- 55 54 5.3 Marital Status Frequency Percent
56- 65 4 .4 Singl e 334 32.6
66 and over 1 .1 Married 689 67.4
Tot al 1023 100.0 Tot al 1023 100. 0
Dat a Anal ysi s

The countries’ destination inmages were explored by principal conponent
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country.”, “This country has well-devel oped transport system”, "It is
easy to get good service in restaurants and hotels in this country.”,
“There are many gardens and parks in this country.”, This country is
clean and green.”, “This country is an orderly country.”, “This
country is a progressive country.”, “This country is a safe place to

visit.” and “This country is a politically stable country.”.

Country’'s citizens factor is conposed of four itens relating to “The
| ocal people are hardworking.”, “The local people are honest.”, “The
| ocal people are friendly.” and “The | ocal people are courteous.”

Items regard to place and architectural structure was captured in
another factor. It consisted of five itenms such as “There are nany
interesting places in this country.”, “There are lots of natura
scenic beauty in this country.”, “There are many restful and rel axing
places in this country.”, “There are lots of places of historical or
archeological interest to visit.” and “This country's cities are
attractive.”.

Factor called shopping and tourist accombdation included variables
like “This country is a good place to shop.” “CGood quality of products
are available in this country.” “There are a wide variety of products
available in this country.” “CGood tourist information is available.”
“Food is varied and exotic in this country.” “Good tourist facilities
and services are available.” for the destination i nage of G eece.

Lastly, local culture and cuisine factor, was concerned with “The
lifestyles and custons in this country are simlar to those in nmy hore
country.”, “The food in this country is simlar to ours.” and “The

architectural styles of the buildings are simlar to those in ny hone
country.”
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Tabl e 2: Cronbach’s Al pha and Factor Loadi ngs

G eece
Envi ronment al Beauty & Conveni ence (9)
H ghways and roads are in good condition in this
country. . 716
This country has well-devel oped transport system . 712
It is easy to get good service in restaurants and
hotels in this country. . 663
There are many gardens and parks in this country. . 660
This country is clean and green. .595
This country is an orderly country. . 580
This country is a progressive country. . 558
This country is a safe place to visit. . 557
This country is a politically stable country. . 462
Cronbach’ s Al pha . 890
Country’s Gtizens (4)
The | ocal people are courteous. . 823
The | ocal peopl e are hardworki ng. . 812
The | ocal people are honest. . 789
The | ocal people are friendly. . 730
Cronbach’ s Al pha . 892
Pl ace & Architectural Structure (5)
There are many interesting places in this country. .784
There are lots of natural scenic beauty in this
country. . 773
There are many restful and relaxing places in this
country. . 744
There are lots of places of  historical or
archeol ogical interest to visit. .533
This country's cities are attractive. . 454
Cronbach’ s Al pha . 819
Shoppi ng & Touri st Accommodati on (6)
This country is a good place to shop. . 728
Good quality of products are available in this
country. . 698
There are a wide variety of products available in
this country. . 617
Good tourist information is available.* . 474
Food is varied and exotic in this country. . 468
Good tourist facilities and services are available. . 442
Cronbach’ s Al pha . 804
Local Culture & Cuisine (3)
The lifestyles and custons in this country are
simlar to those in nmy hone country. . 814
The food in this country is simlar to ours. . 738
The architectural styles of the buildings are
simlar to those in nmy hone country. . 721
Cronbach’ s Al pha . 782
KMO . 937
Total Variance Expl ai ned %61. 785

Results of Multiple Discrimnant Analysis

In order to verify the differentiating destination image variables
anong intention based groups, nmultiple discrimnant analysis was
per f or med.

As seen in Table 3 canonical discrimnant functions explain 100% of
the variance. Function 1 explains the nost of the variance by 95.4 %
The canoni cal correlation of function 1 was 0.586, canoni cal
correlation of function 2 was 0.127 and canonical correlation of
function 3 was 0.093.
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Tabl e 3: Sunmary of Canoni cal Discrimnant Function

Per cent age of Cumul ati ve Canoni cal
Function Ei genval ue Vari ance Per cent age Correl ation
1 .523(a) 95.4 95.4 . 586
2 .016(a) 3.0 98.4 . 127
3 . 009( a) 1.6 100.0 . 093

The significance of discrimnant functions were tested by using WIk's
Lanbda. Large values of WIks' Lanbda indicated that group nmeans were
significant. The value for WI ks Lanbda for all variables were |ess
than 1.00 and also revealed that group neans differed significantly
for all wvariables. As seen in Table 4, first two canonical
discrimnant functions were found significant at 0.00 significance
| evel and the third function was found significant at 0.05
significance level. WIk's Lanbda value for function 1 was O0.640,
Wl ks Lanbda value for function 2 was 0.975 and WI ks’ Lanbda val ue
for function 3 was 0.991.

Tabl e 4: WI ks’ Lanbda

Test of Function(s) WIks' Lanbda Chi-square df Sig.

1 through 3 . 640 453. 628 15 .000
2 through 3 . 975 25. 366 8 . 001
3 . 991 8.792 3 .032

Structure matrix shows the discrimnant function coefficients of the
destination inmage variables. The higher the coefficients absolute
value the higher it distinguishes these groups. Table 5 shows that
pl ace & archi tectural structure, envi ronnent al beaut y &
conveni ence, | ocal culture & cuisine were the nost power f ul
differentiating variables in function 1. Country’'s citizens dinmension for
function 2, shopping & tourist accommodation dinmension for function 3 were
the other inportant distinguishing variables.

Table 5: Structure Matrix

Functi on
1 2 3
Pl ace & Architectural Structure .918(*) -.322 . 104
Envi ronmental Beauty & Conveni ence .672(*) . 249 . 269
Local Culture & Cuisine .549(*) . 153 -. 055
Country’s Citizens . 527 . 768(*) . 335
Shoppi ng & Touri st Acconmobdati on . 506 -.016 .841(*)

To determine the perceptual differences in destination inmage of G eece
anong intention based groups, F test was used. |In Table 6, it was seen
that five dinensions of destination inmage were discrimnated intention
based groups at 0.00 significance |evel.

Tabl e 6: Tests of Equality of G oup Means

W ks' Lanmbda F dfl1 df2 Sig.
Envi ronnment al Beauty & Conveni ence . 808 80.878 3 1019 .000
Country’s Citizens . 865 52.986 3 1019 .000
Local Culture & Cuisine . 864 53. 688 3 1019 .000
Pl ace & Architectural Structure . 693 150. 327 3 1019 .000
Shoppi ng & Touri st Acconmodati on . 877 47.624 3 1019 .000
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Table 7 shows the intention based groups’ statistics of their
perceptions of Geece’'s destination imge. Very high intention
consunmer group perceived the environmental beauty & convenience,
country’'s citizens, local culture & cuisine, place & architectural
structure and shopping & tourist acconmobdati on di mensions of Geece’s
destination inage the highest anbng other intention based groups.
Conversely, consuner group having very low intention level has the
| owest perceptions about the destination i mage di mensi ons of G eece.

Table 7: Goup Statistics

Intention to visit

Very Very Low H gh Low
H gh
Envi ronmental Beauty & Conveni ence 2.364 3. 263 2.584 2.940
Country’s Citizens 2.819 3. 760 2.930 3.324
Local Culture & Cuisine 2.321 3.328 2.593 2.926
Pl ace & Architectural Structure 1. 650 2.790 2.031 2.446
Shoppi ng & Touri st Acconmmobdati on 2.428 3. 058 2.584 2.955

Classification results showed that 48 percent of subjects were
classified correctly by discrimnant functions. Thus, it is indicated
that destination inage variables successfully discrimnated intention
based groups.

As seen in Table 8 the classification results had correct
classification rates of 67.5 percentage for very high intention group,
55.8 percentage for very low intention group, 38.3 percentage for high
intention group and 34.5 percentage for low intention group

Table 8: Classification Results

Cl uster Predi ct ed Group Menbership
Nunber Very Very Low High Low
of Case Hi gh Tot al
Oiginal Count 197 10 59 26
Very High (67.5) (3.4) (20.2) (8.9) 292
8 67 17 28
Very Low (6.7) (55.8) (14.2) (23.3) 120
155 43 181 93
Hi gh (32.8) (9.1) (38.3) (19.7) 472
17 41 33 48
Low (12.2) (29.5) (23.7) (34.5) 139
Tot al 377 161 290 195 1023

Tabl e 9 shows the hypotheses tested along with the concl usi ons whet her
t he hypot heses were supported or not.

Table 9: Summary of Results

Const ruct Hypot heses Suppor t

Environnental Beauty & Conveni ence H Supported
Country’s dtizens H Supported
Local Culture & Cuisine Hs Support ed
Pl ace & Architectural Structure H, Support ed
Shoppi ng & Touri st Accommodat i on Hs Support ed

M BES 2008 383



Bozbay- Czen, 374-387

Concl usi on

This research was conducted with an aim to examne whether the
destination image perceptions of Turkish people differ according to
their intentions to visit Geece. To achieve this purpose, a
structured method of destination inmage neasurenent was applied. The
vari abl es contained in destination inmage scale were reduced into five
di nensions named “environmental beauty and convenience”, “city’s
citizens”, “local culture and cuisine”, “shopping and tourist
accommodation” and “place and architectural structure” by factor
analysis. Then multiple discrimnant analysis was conducted in order
to find the differences between the groups having different |evels of
intentions to visit G eece.

Four groups were forned based on consumers’ intention levels to visit
Greece as people having very high intention, high intention, |ow
intention and very low intention levels. The results of the study
indicate that there were differences between those groups.

Peopl e having very high intention levels to visit Geece value all of
the tourism destination inmage dinmensions. But, people having |ow or
very low intention |levels do not value any of the inmage dinensions of
G eece.

According to the results of nultiple discrimnant analysis, all three
discrimnant functions were statistically significant as neasured by
the chi-square statistics. This suggested that the independent

vari abl es were responsible for the perceptual differences in tourism
destination inmage of Greece. Also, the first function accounts for the
hi ghest eigen value and correspondingly the highest percent of

expl ai ned vari ance.

Place & architectural structure, environnental beauty & convenience,
local culture & cuisine were the nost powerful differentiating
variables for function 1. Country’s citizens was the differentiating
variable for function 2. In addition shopping & tourist acconmmobdation was
the distinguishing variable for function 3.

Thus, Geece's place & architectural structure, environmental beauty &
conveni ence and | ocal culture & cuisine were the nostly
differentiating dinmension anong intention based groups. Since G eece
is a neighbour country of Turkey, sone people see their cuisine,
lifestyles and architectural styles nore simlar to Geece but on the
contrary the other groups that has negative perceptions about the
Geece as a tourism destination did not prefer to visit it. Hgh
intention people may want to visit Geece and its cities, because this
country seenmed nore interesting and attractive to them wth its
natural scenic beauty, restful and relaxing places. The other
differentiating destination inmage perceptions for the groups were al so
stated as Country's citizens and shopping & tourist accombdation
al t hough they were not as powerful as the rest of dinensions.

Based upon the findings, the recommendati on for destination managenent
authorities could be that Geece should concentrate its efforts on
place & architectural structure, environnmental beauty & convenience,
local culture & cuisine to nmake itself nmore conpetitive in the Turkish
mar ket .
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This research showed that inage perceptions of people differ according
to their intention levels. Efforts to understand the factors pushing
tourists to visit a particular destination could help destination
nmanagenent to set right nmarketing strategies. So, the findings of the
study might hel p Greek touri smagencies targeting Turkish people

Countries seeking to increase their tourism share should consider the
characteristics of their target markets and tailor their inmage
devel opnent and positioning efforts to notivate them Destinations
should spend considerable time and noney to create and enhance a
favorabl e image. Focusing on the nost inportant factors will provide
nore efficiency in tourism demand stimulation expenditures and nore
effectiveness in attracting tourists who are evaluating new potenti al
destinations. Greece should also take this strategies into account in
order to gain conpetitive advantage in tourismindustry.

As this study tried to conpare Turkish people s perception across
Greece’s destination inmage both the nethodol ogy and the findings could

be hel pful for other researchers who will probably undertake simlar
research in the future.

Limtations and Inplications for Future Research

As nmany ot her research studies, the current study has sonme theoretica

and nethodological limtations. First, the research was carried out in
Turkey and therefore the findings are culturally bound and are likely
to have Ilimted application to other destinations, regions or
countri es.

Second, nost of the respondents were nmen, since the survey was
conducted via internet. It could be a limtation, because this rate
does not reflect the Turkish population structure. Thus, the results
of the study could not be generated to Turkey.

Beyond these limtations, it is hoped that this study will stinulate
further research on destination image in the tourism industry to
provi de val uabl e insights for both acadenm cs and practitioners.
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