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Abstract: This study aims to explore the relationships among guide humor, tourist participation, memorable
tourism experiences, and perceived value. Convenience sampling was used to collect data from individuals
over the age of 18 who had participated in guided tours within the last five years. A total of 399 surveys were
collected both in person and online. Missing values were imputed to the data. Three surveys containing outliers
were removed from the dataset. Analysis continued with the remaining 396 surveys. Skewness and kurtosis
were calculated to determine whether the data conformed to the normal distribution assumption. Confirmatory
Factor Analysis (CFA) was then used to design a measurement model to test the reliability and validity of the
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variables in the model. Descriptive statistics were used in the study, and Structural Equation Modeling (SEM)
was used to test the research hypotheses. The analyses revealed that all hypotheses were supported.
Accordingly, it was determined that guide humor positively influenced tourist participation and perceived
value. Furthermore, it was concluded that tourist participation positively influenced memorable tourism
experiences and perceived value. The study also found that memorable tourism experiences have a positive
impact on perceived value. When the indirect effects in the model established for the research purpose were
examined, it was determined that both tourist participation and memorable tourism experiences mediated the
effects of guide humor and perceived value. This study, which investigates the effects of guide humor on
memorable tourism experiences, tourist participation, and perceived value, is believed to contribute to a gap in
the literature.

Keywords: Tour Guiding, Guide Humor, Participation, Memorable Tourism Experience, Perceived Value

Oz: Bu ¢alisma rehber mizahi, turist katilimi, hatirlanabilir turizm deneyimi ve algilanan deger arasindaki
iligkileri ortaya ¢ikarmay1 amaglamaktadir. Bu kapsamda kolayda 6rnekleme yontemi ile son 5 yil igersinde
rehberli tura katilmis 18 yas iistii bireylerden veri toplanmistir. Anket yontemi ile elden ve ¢evrimigi olarak
toplanan toplam 399 ankete oncelikle kayip deger atamasi yapilmis ve asirt u¢ deger barindiran 3 anket veri
setinden ¢ikarilarak analizlere 396 anket lizerinden devam edilmistir. Verilerin garpiklik ve basiklik degerleri
hesaplanarak normal dagilim varsayimina uyup uymadigi belirlenmeye ¢alisilmistir. Daha sonra Dogrulayici
Faktor Analizi (DFA) yardimiyla modeldeki degiskenlerin giivenirligi ve gegerligini test etmek amaciyla bir
6l¢iim modeli tasarlanmigtir. Arastirmada betimsel istatistiklere bagvurulmus ve arastirma hipotezlerini test
etmek amaciyla Yapisal Esitlik Modellemesi (YEM) kullanilmistir. Yapilan analizler sonucunda gelistirilen
biitiin hipotezlerin desteklendigi goriilmiistiir. Buna gore rehber mizahinin turist katilimi ve algilanan degeri
olumlu yonde etkiledigi tespit edilmistir. Ayrica turist katiliminin, hatirlanabilir turizm deneyimi ve algilanan
degeri olumlu yonde etkiledigi sonucuna da ulasilmistir. Hatirlanabilir turizm deneyiminin algilanan deger
iizerinde olumlu etkiye sahip oldugu da arastirmanin sonuglarindandir. Arastirma amacina uygun olarak
kurulan modeldeki dolayli etkiler incelendiginde rehber mizahi ve algilanan deger {izerinde hem turist katilimi
hem de hatirlanabilir turizm deneyiminin araci etkiye sahip oldugu belirlenmigtir. Rehber mizahinin
hatirlanabilir turizm deneyimi, turist katilimi ve algilanan deger iizerine etkisini arastiran bu caligmanin
literatiirdeki bosluga katki sagladigi diisliniilmektedir.

Anahtar Kelimeler: Turist Rehberligi, Rehber Mizahi, Turist Katilimi, Hatirlanabilir Turizm Deneyimi,
Algilanan Deger
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Structured Abstract:

Tour guides significantly impact the experiences of tourists on guided tours. Positioned at the forefront
of the tourism industry, they are vital in shaping how tourists perceive a destination (Huang 2010). The
performance of guides in a location has a positive effect on overall tour satisfaction (Chang, 2012; Kuo et al.,
2018). Research has explored how the professional performance of tour guides affects various factors. Tour
guides have an impact on tourists' behavioural intentions. The effectiveness of guides positively affects tourist
loyalty and the intention to revisit (Sytakier & Hanafiah, 2021), loyalty to the destination (Nguyen, 2019),
willingness to recommend (Nguyen, 2019), and tourists' trust (Nguyen, 2019; Chang, 2012). Thus, it can be
concluded that tour guides are essential for the success of guided tours. A review of the literature reveals that
humour has a positive effect on various variables. First, humour increases memorability. Badlli & Dzulkifli
(2023) showed that individuals remember humorous content better. Carlson (2011) reported that humorous
material is remembered better than non-humorous material. Second, humour increases engagement. While
humour can have negative effects when used incorrectly, interdisciplinary studies have shown that appropriate
use positively impacts engagement and interpersonal interaction (Chiew et al., 2019). Third, given the positive
effects of humour on satisfaction (Sahin, 2023), it can be predicted that humour will affect perceived value.
While the existing literature focuses on guide performance in guided tours, little is known about guide humour.
This study aims to contribute to this gap in the literature by investigating the impact of guide humour on
memorable tourism experiences, tourist participation, and perceived value.

The study of Tsaur and Teng (2017) was used to measure the participants' opinions on guide humour.
The scale consists of four items, and the CR value is 0.837. The tourist participation scale was taken from the
study conducted by Crespi-Vallbona (2020). The tourist participation scale consists of 6 items and 1 factor,
and the Cronbach's alpha value of the scale was calculated as 0.934. The memorable tourism experience scale
consists of 5 statements and one dimension (0=0.915; Kim 2018). The perceived value scale was taken from
Ryu (2008) and consists of 3 items and one factor (0=0.901). All scales used in the study were designed on a
5-point Likert scale (5 = strongly agree ... 1 = strongly disagree). The study population was composed of
domestic tourists who were on guided tourism trips in Turkey. Since no reliable source of information on the
number of domestic tourists participating in guided tours was available, a method of convenience
sampling was applied. Data were collected manually or online from individuals over the age of 18 who had
participated in a guided tour within the last five years. The developed survey form consisted of six sections:
demographic questions, travel habits, guide humour, memorable tourism experience, perceived value, and
tourist participation. A total of 399 surveys were collected manually and online. Missing values were imputed
to the data. Three surveys containing outliers were removed from the dataset. Analysis continued with the
remaining 396 surveys. Skewness and kurtosis were calculated to determine whether the data conformed to the
normal distribution assumption. Confirmatory Factor Analysis (CFA) was then used to design a measurement
model to test the reliability and validity of the variables in the model. Descriptive statistics were used in the
study, and Structural Equation Modelling (SEM) was used to test the research hypotheses.

An examination of the responses to the demographic questions revealed that the majority of guided
tour participants (73%) were women, and a large majority (87.6%) participated in these tours with family and
friends. Furthermore, more than half of the participants (59.6%) had undergraduate or postgraduate education.
Based on these results, it can be said that women with higher education levels prefer guided tours. Structural
equation modelling was utilised to test the hypotheses developed within the scope of the research. The analyses
supported the first hypothesis of the study, "Guide humour in guided tours positively affects tourist
participation". This result is consistent with previous studies (Keskin Pulluk & Sop, 2024; Sultana et al., 2019;
Fehrest et al., 2024). The second hypothesis of the research, "Guide humour in guided tours positively affects
memorable tourism experiences"”, was also supported. Guides' humour helps tour guests remember their
experiences. Various studies in the literature also support this conclusion (Sultana et al., 2019; Irigiiler & Giiler,
2016; Kara et al., 2024). The third hypothesis was that tourist participation in guided tours positively affects
memorable tourism experiences. The analyses support this hypothesis and show parallels with other studies in
the literature (Keskin Pulluk & Sop, 2024; Loncari¢ et al., 2018; Prebensen & Foss, 2011). Therefore, the
results that interaction between tour guests and guides contributes to unforgettable experiences are supported.
The fourth hypothesis of the study, that tourist participation in guided tours positively affects perceived value,
was also accepted. This result also supports similar studies in the literature (Aksoy & Hatipoglu, 2021;
Prebensen & Foss, 2011). Maharaniputri et al. (2021) stated that a memorable tourism experience has a
significant impact on perceived value. The acceptance of the fifth hypothesis, "Memorable tourism experiences
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in guided tours increase perceived value", also supports this statement. The support for this hypothesis is
consistent with the literature (Brochado et al., 2022; Song et al., 2014; Pujiastuti et al., 2022). The sixth
hypothesis was that guide humour in guided tours positively affects perceived value. This hypothesis was
supported and is similar to a previous study by Tu et al. (2019).

The study also examined the mediating effects of tourist participation (H7) and memorable tourism
experience (H8) on the relationship between guide humour and perceived value in guided tours. The analysis
results concluded that both hypotheses were supported. Therefore, it can be said that the relationship between
guide humour and perceived value is indirectly influenced by tourists' interactions with the guide during the
tour and the memorable experiences they gain from the tour.

In light of these findings, it might be suggested that tour guide curricula or in-service training
incorporate "humour" education. Additionally, both theoretical and practical approaches can be used to address
creative narrative techniques in particular. Tour guides' use of humour during their own tours can enhance the
perception of the location. In order to measure the impact of humour on satisfaction, agencies can
systematically monitor this effect by including questions in the feedback forms they gather from visitors at the
conclusion of the tour. It is thought that it would be advantageous for tour operators to incorporate some local
destination-related activities into their tour programmes, given the findings that visitor participation has a
positive impact on both memorable tourism experiences and perceived value. This study's use of only
quantitative research methods is one of its biggest limitations. Future research employing qualitative techniques
will advance our knowledge of the subject.

Keywords: Tour Guiding, Guide Humour, Participation, Memorable Tourism Experience, Perceived
Value
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Résumé Structuré:

Les guides touristiques ont une influence considérable sur I’expérience des touristes lors des visites
guidées. Situés en premiére ligne du secteur du tourisme, ils jouent un réle essentiel dans la facon dont les
touristes pergoivent une destination (Huang, 2010). La qualité de la prestation des guides sur un site a un effet
positif sur la satisfaction globale des participants a la visite (Chang, 2012 ; Kuo et al., 2018). Des recherches
ont examiné comment la qualité professionnelle des guides touristiques influe sur divers facteurs. Les guides
touristiques ont une influence sur les intentions comportementales des touristes. L’efficacité des guides a un
effet positif sur la fidélité des touristes et leur intention de revenir (Sytakier & Hanafiah, 2021), sur leur
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attachement a la destination (Nguyen, 2019), sur leur volonté de recommander la destination (Nguyen, 2019)
et sur la confiance des touristes (Nguyen, 2019 ; Chang, 2012). On peut donc en conclure que les guides
touristiques sont essentiels au succes des visites guidées. Une revue de la littérature révele que I’humour a un
effet positif sur diverses variables. Premi¢rement, I’humour renforce la mémorisation. Badlli & Dzulkifli
(2023) ont montré que les individus retiennent mieux les contenus humoristiques. Carlson (2011) a rapporté
que les €léments humoristiques sont mieux mémorisés que les éléments non humoristiques. Deuxiémement,
I’humour renforce I’engagement. Bien que ’humour puisse avoir des effets négatifs s’il est mal utilis¢, des
études interdisciplinaires ont montré qu’un usage approprié a un impact positif sur I’engagement et les
interactions interpersonnelles (Chiew et al., 2019). Troisiémement, compte tenu des effets positifs de I’humour
sur la satisfaction (Sahin, 2023), on peut prédire que I’humour influencera la valeur percue. Alors que la
littérature existante se concentre sur la performance des guides lors des visites guidées, on sait peu de choses
sur I’humour des guides. La présente étude vise a combler cette lacune en examinant I’impact de I’humour des
guides sur les expériences touristiques mémorables, la participation des touristes et la valeur percue.

L’étude de Tsaur et Teng (2017) a été utilisée pour mesurer les opinions des participants sur I’humour
des guides. L’échelle comprend quatre items et présente un coefficient de Cronbach (CR) de 0,837. L’échelle
de participation des touristes a été tirée de 1’étude menée par Crespi-Vallbona (2020). Elle se compose de 6
items et d’un facteur, et la valeur de I’alpha de Cronbach de I’échelle a été calculée a 0,934. L’échelle
d’expérience touristique mémorable se compose de 5 affirmations et d’une dimension (o = 0,915 ; Kim 2018).
L’échelle de valeur pergue a été reprise de Ryu (2008) et se compose de 3 items et d’un facteur (o = 0,901).
Toutes les échelles utilisées dans 1’étude ont été congues selon une échelle de Likert a 5 points (5 = tout a fait
d’accord... 1 = pas du tout d’accord). La population étudiée était composée de touristes nationaux participant
a des circuits guidés en Turquie. En 1’absence de source d’information fiable sur le nombre de touristes
nationaux participant a des circuits guidés, une méthode d’échantillonnage par commodité a été appliquée. Les
données ont été collectées manuellement ou en ligne aupres de personnes agées de plus de 18 ans ayant
participé a un circuit guidé au cours des cinq derniéres années. Le questionnaire élaboré comprenait six sections
: questions démographiques, habitudes de voyage, humour du guide, expérience touristique mémorable, valeur
pergue et participation des touristes. Au total, 399 questionnaires ont été recueillis manuellement et en ligne.
Les valeurs manquantes ont été imputées dans les données. Trois questionnaires contenant des valeurs
aberrantes ont été retirés de ’ensemble de données. L’analyse s’est poursuivie avec les 396 questionnaires
restants. L’asymétrie et 1’aplatissement ont été calculés afin de déterminer si les données respectaient
I’hypothése de distribution normale. Une analyse factorielle confirmatoire (AFC) a ensuite été utilisée pour
concevoir un modele de mesure permettant de tester la fiabilité et la validité des variables du modéle. Des
statistiques descriptives ont été utilisées dans cette étude, et la modélisation par équations structurelles (SEM)
a été employée pour tester les hypothéses de recherche.

L’examen des réponses aux questions démographiques a révélé que la majorité des participants aux
visites guidées (73 %) étaient des femmes, et qu’une grande majorité (87,6 %) participait a ces visites en famille
ou entre amis. De plus, plus de la moitié des participants (59,6 %) avaient suivi des études de premier cycle ou
de troisiéme cycle. Sur la base de ces résultats, on peut affirmer que les femmes ayant un niveau d’études
supérieur privilégient les visites guidées. La modélisation par équations structurelles a été utilisée pour tester
les hypothéses formulées dans le cadre de cette recherche. Les analyses ont confirmé la premiére hypothése de
I’étude, selon laquelle « ’humour du guide lors des visites guidées a un effet positif sur la participation des
touristes ». Ce résultat est cohérent avec des études antérieures (Keskin Pulluk & Sop, 2024 ; Sultana et al.,
2019 ; Fehrest et al., 2024). La deuxiéme hypothése de la recherche, selon laquelle « I’humour du guide lors
des visites guidées a un effet positif sur les expériences touristiques mémorables », a également été confirmée.
L’humour des guides aide les participants a se souvenir de leurs expériences. Diverses études de la littérature
corroborent également cette conclusion (Sultana et al., 2019 ; Irigiiler & Giiler, 2016 ; Kara et al., 2024). La
troisieme hypothése était que la participation des touristes aux visites guidées a un effet positif sur les
expériences touristiques mémorables. Les analyses corroborent cette hypothése et présentent des similitudes
avec d’autres études de la littérature (Keskin Pulluk & Sop, 2024 ; Loncari¢ et al., 2018 ; Prebensen & Foss,
2011). Par conséquent, les résultats indiquant que 1’interaction entre les participants et les guides contribue a
des expériences inoubliables sont confirmés. La quatriéme hypothése de 1’étude, selon laquelle la participation
des touristes aux visites guidées a un effet positif sur la valeur percue, a également été validée. Ce résultat
corrobore également des études similaires dans la littérature (Aksoy & Hatipoglu, 2021 ; Prebensen & Foss,
2011). Maharaniputri et al. (2021) ont indiqué qu’une expérience touristique mémorable a un impact
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significatif sur la valeur percue. La validation de la cinquiéme hypothese, selon laquelle « les expériences
touristiques mémorables lors de visites guidées augmentent la valeur percue », vient également étayer cette
affirmation. La confirmation de cette hypothése est cohérente avec la littérature (Brochado et al., 2022 ; Song
et al., 2014 ; Pujiastuti et al., 2022). La sixiéme hypothése était que ’humour du guide lors des visites guidées
a un effet positif sur la valeur pergue. Cette hypothése a été confirmée et est similaire a une étude antérieure
menée par Tu et al. (2019).

L’étude a également examiné les effets médiateurs de la participation des touristes (H7) et de
I’expérience touristique mémorable (H8) sur la relation entre I’humour du guide et la valeur pergue lors des
visites guidées. Les résultats de 1’analyse ont conclu que ces deux hypothéses étaient confirmées. On peut donc
affirmer que la relation entre I’humour du guide et la valeur pergue est indirectement influencée par les
interactions des touristes avec le guide pendant la visite et par les expériences mémorables qu’ils en retirent.

A la lumiére de ces résultats, il pourrait étre suggéré d’intégrer une formation a « 1’humour » dans les
programmes d’études des guides touristiques ou dans leur formation continue. De plus, des approches tant
théoriques que pratiques peuvent étre utilisées pour aborder en particulier les techniques narratives créatives.
Le recours a ’humour par les guides touristiques au cours de leurs propres visites peut améliorer la perception
du lieu. Afin de mesurer I’impact de I’humour sur la satisfaction, les agences peuvent suivre systématiquement
cet effet en incluant des questions dans les formulaires de commentaires qu’elles recueillent auprés des visiteurs
a la fin de la visite. Il semble avantageux pour les voyagistes d’intégrer certaines activités liées a la destination
locale dans leurs programmes de visites, compte tenu des résultats indiquant que la participation des visiteurs
a un impact positif tant sur les expériences touristiques mémorables que sur la valeur pergue. Le recours
exclusif a des méthodes de recherche quantitatives dans cette étude constitue 1’une de ses principales limites.
De futures recherches utilisant des techniques qualitatives permettront d’approfondir nos connaissances sur le
sujet.

Mots-clés : guidage touristique, humour du guide, participation, expérience touristique mémorable,
valeur pergue

Resumen Estructurado:

Los guias turisticos influyen de manera significativa en las experiencias de los turistas durante las
visitas guiadas. Al situarse en primera linea del sector turistico, desempefian un papel fundamental a la hora de
determinar como perciben los turistas un destino (Huang, 2010). El desempefio de los guias en un lugar
concreto tiene un efecto positivo en la satisfaccion general con la visita (Chang, 2012; Kuo et al., 2018).
Diversas investigaciones han analizado cdmo el desempefio profesional de los guias turisticos afecta a diversos
factores. Los guias turisticos influyen en las intenciones de comportamiento de los turistas. La eficacia de los
guias influye positivamente en la fidelidad de los turistas y en su intencién de volver a visitar el destino
(Sytakier y Hanafiah, 2021), en la fidelidad al destino (Nguyen, 2019), en la disposicion a recomendarlo
(Nguyen, 2019) y en la confianza de los turistas (Nguyen, 2019; Chang, 2012). Por lo tanto, se puede concluir
que los guias turisticos son esenciales para el éxito de las visitas guiadas. Una revision de la literatura revela
que el humor tiene un efecto positivo en diversas variables. En primer lugar, el humor aumenta la
memorabilidad. Badlli y Dzulkifli (2023) demostraron que las personas recuerdan mejor los contenidos
humoristicos. Carlson (2011) sefialé que el material humoristico se recuerda mejor que el que no lo es. En
segundo lugar, el humor aumenta la implicacion. Aunque el humor puede tener efectos negativos cuando se
utiliza de forma incorrecta, estudios interdisciplinares han demostrado que su uso adecuado influye
positivamente en la implicacién y la interaccion interpersonal (Chiew et al., 2019). En tercer lugar, dados los
efectos positivos del humor sobre la satisfaccion (Sahin, 2023), cabe predecir que el humor afectaré al valor
percibido. Si bien la bibliografia existente se centra en el desempefio de los guias en las visitas guiadas, se sabe
poco sobre el humor de los guias. El presente estudio pretende contribuir a cubrir esta laguna en la literatura
investigando el impacto del humor del guia en las experiencias turisticas memorables, la participacion de los
turistas y el valor percibido.

Se utilizo el estudio de Tsaur y Teng (2017) para medir las opiniones de los participantes sobre el
humor del guia. La escala consta de cuatro items y el valor del coeficiente de Cronbach (CR) es de 0,837. La
escala de participacion turistica se tomd del estudio realizado por Crespi-Vallbona (2020). La escala de
participacion turistica consta de 6 items y 1 factor, y el valor alfa de Cronbach de la escala se calculé en 0,934.
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La escala de experiencia turistica memorable consta de 5 afirmaciones y una dimension (a.=0,915; Kim, 2018).
La escala de valor percibido se tom6 de Ryu (2008) y consta de 3 items y un factor (a = 0,901). Todas las
escalas utilizadas en el estudio se disefiaron segin una escala de Likert de 5 puntos (5 = totalmente de acuerdo...
1 = totalmente en desacuerdo). La poblacién del estudio estuvo compuesta por turistas nacionales que
realizaban viajes turisticos guiados en Turquia. Dado que no se disponia de una fuente fiable de informacioén
sobre el numero de turistas nacionales que participaban en visitas guiadas, se aplicod un método de muestreo
por conveniencia. Los datos se recopilaron de forma manual o en linea de personas mayores de 18 afios que
habian participado en una visita guiada en los ultimos cinco afios. El cuestionario elaborado constaba de seis
secciones: preguntas demograficas, habitos de viaje, sentido del humor del guia, experiencia turistica
memorable, valor percibido y participacién del turista. Se recopilaron un total de 399 cuestionarios, tanto de
forma manual como en linea. Se imputaron los valores que faltaban en los datos. Se eliminaron del conjunto
de datos tres cuestionarios que contenian valores atipicos. El analisis continu6é con los 396 cuestionarios
restantes. Se calcularon la asimetria y la curtosis para determinar si los datos se ajustaban a la hipotesis de
distribucion normal. A continuacion, se utilizo el analisis factorial confirmatorio (AFC) para disefiar un modelo
de medicion con el fin de comprobar la fiabilidad y la validez de las variables del modelo. En el estudio se
utilizaron estadisticas descriptivas, y se empled el modelo de ecuaciones estructurales (SEM) para comprobar
las hipotesis de investigacion.

El analisis de las respuestas a las preguntas demograficas reveld que la mayoria de los participantes
en las visitas guiadas (73 %) eran mujeres, y que una amplia mayoria (87,6 %) participaba en estas visitas con
familiares y amigos. Ademdas, mas de la mitad de los participantes (59,6 %) contaban con formacion
universitaria o de posgrado. A partir de estos resultados, puede afirmarse que las mujeres con un nivel educativo
mas alto prefieren las visitas guiadas. Se utiliz6 el modelado de ecuaciones estructurales para comprobar las
hipotesis desarrolladas en el marco de la investigacion. Los andlisis respaldaron la primera hipotesis del
estudio: «El humor de los guias en las visitas guiadas influye positivamente en la participacion de los turistasy.
Este resultado concuerda con estudios previos (Keskin Pulluk y Sop, 2024; Sultana et al., 2019; Fehrest et al.,
2024). También se respaldo la segunda hipdtesis de la investigacion: «El humor de los guias en las visitas
guiadas influye positivamente en las experiencias turisticas memorables». El humor de los guias ayuda a los
participantes en las visitas guiadas a recordar sus experiencias. Diversos estudios de la bibliografia también
respaldan esta conclusién (Sultana et al., 2019; Irigiiler y Giiler, 2016; Kara et al., 2024). La tercera hipotesis
era que la participacion de los turistas en las visitas guiadas influye positivamente en las experiencias turisticas
memorables. Los analisis respaldan esta hipotesis y muestran paralelismos con otros estudios de la bibliografia
(Keskin Pulluk y Sop, 2024; Loncaric¢ et al., 2018; Prebensen y Foss, 2011). Por lo tanto, se confirman los
resultados que indican que la interaccion entre los participantes en las visitas guiadas y los guias contribuye a
crear experiencias inolvidables. La cuarta hipotesis del estudio, seglin la cual la participacion de los turistas en
las visitas guiadas influye positivamente en el valor percibido, también fue confirmada. Este resultado también
respalda estudios similares en la bibliografia (Aksoy y Hatipoglu, 2021; Prebensen y Foss, 2011).
Maharaniputri et al. (2021) afirmaron que una experiencia turistica memorable tiene un impacto significativo
en el valor percibido. La aceptacion de la quinta hipotesis, «Las experiencias turisticas memorables en las
visitas guiadas aumentan el valor percibido», también respalda esta afirmacion. El respaldo a esta hipdtesis
concuerda con la bibliografia (Brochado et al., 2022; Song et al., 2014; Pujiastuti et al., 2022). La sexta
hipotesis era que el humor del guia en las visitas guiadas influye positivamente en el valor percibido. Esta
hipotesis se vio respaldada y es similar a un estudio previo de Tu et al. (2019).

El estudio también examino los efectos mediadores de la participacion de los turistas (H7) y de la
experiencia turistica memorable (HS) en la relacion entre el humor del guia y el valor percibido en las visitas
guiadas. Los resultados del analisis concluyeron que ambas hipdtesis se confirmaron. Por lo tanto, puede
afirmarse que la relacion entre el humor del guia y el valor percibido se ve influida indirectamente por las
interacciones de los turistas con el guia durante la visita y por las experiencias memorables que obtienen de la
misma.

A la luz de estos hallazgos, podria sugerirse que los planes de estudios de los guias turisticos o la
formacién continua incorporen la ensefianza del «humory». Ademas, pueden utilizarse enfoques tanto tedricos
como practicos para abordar, en particular, las técnicas narrativas creativas. El uso del humor por parte de los
guias turisticos durante sus propias visitas puede mejorar la percepcion del lugar. Para medir el impacto del
humor en la satisfaccion, las agencias pueden supervisar sistematicamente este efecto incluyendo preguntas en
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los formularios de valoracion que recogen de los visitantes al finalizar la visita. Se considera que seria ventajoso
para los operadores turisticos incorporar algunas actividades locales relacionadas con el destino en sus
programas turisticos, dados los resultados que indican que la participacion de los visitantes tiene un impacto
positivo tanto en las experiencias turisticas memorables como en el valor percibido. El uso exclusivo de
métodos de investigacion cuantitativos en este estudio constituye una de sus mayores limitaciones. Futuras
investigaciones que empleen técnicas cualitativas ampliaran nuestro conocimiento sobre el tema.

Palabras clave: Guias turisticos, Humor de los guias, Participacion, Experiencia turistica memorable,
Valor percibido

ZHMAHE.

S AR BRI AR AR 36 B R . MR NRIEL RIS — 2R N I, A ATTTE S i i
H AN 5 T R 455 2 R EEIMEH (Huang, 2010) U750 2R B0 2 6 BEAA R Vil = FE
PRI (Chang, 2012 ; Kuo %%, 2018) ., FHICHFFEERIT T 50 004 b 3R 30 ] 522 25 b [R] 2%
o FUFSFMNE R AT N o T I RLRE S AR i 25 1R R K PR S VT (Sytakier &
Hanafiah, 2021) . X H@EEUE (Nguyen, 2019) | #E4FEE (Nguyen, 2019) L& FFRFT
% (Nguyen, 2019; Chang, 2012) . [®it, LGSR S SRS K RIh 20 EE . SCHkeR
BT, WER Z AR E BN . E, MERAEIE RICAZ . Badlli & Dzulkifli (2023) AYAF
B, AATRTHABR N A T2 58 A Z] . Carlson (2011) $5H, G-IEMuBRNAFHEL, BRI AHY
IR T HR, WERAEIRE S 5. BARMERE R LA g = AR T S, (E S 22 R
TR, 1H24is HlER S 5 AR S AN (Chiew %, 2019) . =, ST HERXTH
REEMAAREZN (Sahin, 2023) ,  FTLIHEDN p B 52 ma BB . R B SCIRIN 22T 30 75 505
R IRBL, HT SUFRER BT FEE A2 Hob o AR I B AE B4R 78 S0 R  SE  ie U AA 56
s RS 5ERBAME R, EANX SR .

RIS Tsaur Fl Teng (2017) FAAFZE 7 BRI R 2 5850 SRR . ZRRAH
WUANIH, SR R% (CR) A 0837, f& S5 E#K K H Crespi-Vallbona (2020) AIMFIE, 1%ER
AL 6ANTH MK T, Hom B B ikasRECRN0.934, MR AL B 265 S BRIR AN AN ERE (
0=0.915 ; Kim 2018) , B{MEEFIERyu (2008) AUHFFE, &3 MHHAIANAF (0=0.901)
o AWFFEHE R RIETA BRRERAS A AR R S=9EFRE....I=9EF AR . xR
NAE B H S0 s A s A ) B P9 2o ER T ST 2 S it A AR I 11 [ P s B )
AIEEAS BRI, TR A T RS . BmiE i F Teire 4 77 0k Bl & fAE W S nid Sk
GURIEII8 % LL B ANFE. WA WA &8Ny ADIGuih il @, RAT 0 Ui W BR %
v SRR BRAIME UL R S 5. Sl T TRITE L 7 U T 39903 il A . X EiE
IR RABHEAT T 4m AN F . B b A8 30 S W EN F BB R, 580 i & T IR K396 7] &
HEAT o TS O R U P R W A R S R A IE S A . Bl S SRR A R 73T (CFA)
Pt AR, DART IS AR v S S S BRI o AR SR A T fid M Se it 7ik, JRig 45 Ts
FEBLAL (SEM) X FUMB itk AT 74656

SENCOGET @ 2 o iion, RZHIREES5H (713%) N, HAKRZH (
87.6%) JEHFAFURLK —FSIIX L RATH . thoh, @B PHNIS5E (59.6%) A AT 5T
AE . IR ELE AL, W] DI 52 OB AR BER s 1) L PR T ) T2 0 iy UK i Y. A R
S5 R T RER G 503 B Y 2 DA T TSI . 0BT A SR SCRE T AR S AR — TR R < SURAE
S R B R S 5 AR, X — S5 R SR 5L —2 (Keskin  Pulluk & Sop,
2024 ; Sultana %%, 2019 ; Fehrest 55, 2024) . HFFERYEE U B —— U7 AE S i 1 v 11wl R o) o 5
(PRI AR B0 = AR R s it ARBI T SRR, U I e BR BT B T S A IC TR AT RS . SCHR A ) 22 T
W T HFIX—4518 (Sultana 25, 2019 ; Irigiller & Giiler, 2016 ; Kara 2, 2024) , & = /MRWE:
A FUE T PIRAT 2 5 B 25 M s RIS P AR AR s . e AT SR SRR — Rk, IF
55k A i Ho A AE 7T 45 A — 30 (Keskin Pulluk & Sop, 2024 ; Londari¢ %%, 2018 ; Prebensen & Foss,
2011) . KM, RG-S 0 I B A BT 008 s R IX — 250 A 8] 7Sk, A A

www.turkishstudies.net/turkishstudies



296 A. Altiirk - R. Aslan Yanalak - T. Arik Yiiksel - Y. Ceylan

TR —— BN AE U A0 B0 B8 P 12 5 BRI A A 72 AR AR AR e —— A58 THESE . X —
25 R 53R R A — 2 (Aksoy & Hatipoglu, 2021 ; Prebensen & Foss, 2011) ,
Maharaniputri 5% (2021) f&EHH, XS R IE RS0 BB B A W3 sem . 28 MBS e )
JiEF HH B M s i ARG 2 B B AN L RO BN, HUEHIE T IR — WA ARSI L S SCHR T T 4
—3 (Brochado %, 2022 ; Song %%, 2014 ; Pujiastuti %, 2022) . FHEAMBRKINN, SIFESIER
25 B M BRI S 0 A B P AR B IA  ZBORAR R T RE, IR Tu % (2019) BYSERTHFFESE R
FHABL

AWIFERFEE T2 5K (HT) FESHIRIFARLR (H8) XSl la BRI S S0k R iR
FEHIMEZ HR R B AEM . ATas REY], KBRS Rk, AT AU S iR
S RFIMEZ AR 2, TR 32 B9 2 AE i ol A v 5 30 10 B30 DA S MO b A5 A e A A e
RIS o

BT X FA R, WA SRR SRR I P NGB, sy, R AR S SR
BARSS ST, FER SN QLG AR B AT IR T . SUHE RIS AR s FIdeBRIER, T LLERTHIE
NS TiRE H RO B . O T R B OGR E RE AR, RAT AL TR AT RE S RN AR R R BBR
I A IR 17 K R G M X — 2R o S TR TU A I 2 2 5 P 0 e s RO R e A B AN B R A0 (.4
PRAERRIEE R, RIS E R L8 5 2 AU SRR SN LRI TRE T, AR A a .
AT TAK F € BT iR e KRR I 2 — o ARRR F i MWt 07 R I B FOR IR AR AT 1%
ERIRNAR

KR SURS, W, 51, REORIER, O

CrpykrypupoBanHoe Pe3ome:

OKCKYpCOBOABI OKa3bIBAIOT 3HAYNTEIHHOE BIMSHHUE HA BIICUATIICHHUS TyPHCTOB BO BPEMS SKCKYpPCHH
¢ rugoM. Haxomsch Ha mepenHeM Kpae TYPHCTHUECKOM HHAYCTPHH, OHH HIPAIOT KIIOYEBYIO POJIb B
(hopMHUpOBaHUM MPEICTABIICHUI TYPUCTOB O TypucTHYeckoM HampasieHun (Huang, 2010). KagectBo paboTs!
THJOB B KOHKPETHOM MECTE IIOJIOKUTEIbHO CKa3bIBaeTCsl Ha OOIMIeH yIOBIETBOPEHHOCTH TYpPHCTOB
skckypeuerr (Chang, 2012; Kuo et al., 2018). B xoae ucciaenoBanuii u3y4anoch, Kak IpoQecCroHaNbHAs
JIeSITETIBHOCTD SKCKYPCOBOIOB BIMSAET HA pa3sIndHble (DaKTOPBI. DKCKYPCOBOJBI BIHMAIOT Ha IOBEIEHUYECKUE
HaMepeHUs TYpHUCTOB. D (HEeKTUBHOCTH PabOTHI I'HI0B MOJOXKHUTEIHHO CKAa3bIBACTCS HA JOSIIBHOCTH TYPHUCTOB
M MX HaMEPEeHUH MOBTOPHO noceTuth Mecto (Sytakier & Hanafiah, 2021), N0OsSIIBHOCTH K TypUCTHUECKOMY
HanpasneHuro (Nguyen, 2019), roToBHOCTH pexoMeH10BaTh ero ApyruM (Nguyen, 2019) u noBepun TypucTOB
(Nguyen, 2019; Chang, 2012). Takum 00pa30M, MOKHO C/I€IaTh BBIBOJI, YTO MBI HTPAOT BAXKHEHUIIIYIO POJIb
B ycrexe 3Kkckypcuid. O030p IUTEpaTyphl MOKa3bIBAET, YTO IOMOP OKa3bIBAET ITOJIOKHUTEIHFHOE BIMSHUE Ha
pa3nJHbIC TepeMeHHbIe. Bo-mepBhIX, IOMOp MOBEIMIACT 3aloMHHAaeMOCTh. bammmun u J[3ynkudmu (2023)
MOKa3alli, YTO JIFOAW JIy4YIle 3allOMHUHAIOT FOMOpUCTHYecKnid KoHTeHT. Kapncon (2011) cooOmmn, gto
IOMOPHCTHYECKUI MaTepHa 3allOMUHAeTCs JIydllle, YeM HEeIOMOPHCTHYECKHH. BO-BTOPBIX, IOMOp MOBBIIIAET
BOBJICYEHHOCTh. XOTSI IOMOP MOKET UMETh HETaTHBHBIC IOCIEJCTBHUS NPHU HETPABWILHOM HCIOJIB30BAHUH,
MEKANCIUIUIMHAPHBIE MCCIEAOBAHUS IOKa3ajlH, YTO €ro yMelnoe NMPUMEHCHHE ITO0JIOKHUTEIFHO BIIMSET Ha
BOBJICUCHHOCTh M MeEXJIW4HOCTHOEe B3ammopeicrBue (Chiew et al, 2019). B-tperbux, y4uThIBas
MOJIOKUTEJIBHOE BIMSIHUE IOMOpA Ha yAoBiIeTBOpeHHOCTH (Sahin, 2023), MOKHO IPEAIOI0KUTH, YTO FOMOP
MOBIMSIET HAa BOCIPHHAMAEMYIO IIEHHOCTh. XOTS CYyIIECTBYIOIIAas JHTepaTypa COCpPEJOTOYeHa Ha
3¢ (HEeKTHBHOCTH pabOTHI THUIOB BO BpPEMs OJKCKYPCHH, O IOMOpE THAOB HM3BECTHO Mano. llenb maHHOTO
WCCIIEIOBAaHUA — BOCIIOJIHUTH 3TOT Mpo0en B JHTepaTrype IMyTeM H3Y4eHHs BIMSHHUS OMOpa THIa Ha
3alIOMUHAIOIIUECS TYPUCTHYECKHE BIICUATICHUS], BOBICYEHHOCTh TYPUCTOB U BOCTIPUHIMAEMYIO IEHHOCTb.

Jnst OLleHKH MHEHHMsI YYaCTHMKOB O IOMOpE TMJia MCIOJIb30Bajiach IKana, paspadoranHas Tsaur u
Teng (2017). Illkanma cocromT M3 4YeTHIPEX MyHKTOB, a koddduument CR cocrasmser 0,837. Illkana
BOBJICUCHHOCTH TYPUCTOB ObLiIa B3sTa W3 MCCienoBaHus, MpoBeaeHHoro Kpecnu-Bami6ona (2020). Ilkana
BOBJICUEHHOCTH TYPUCTOB COCTOMT M3 6 MyHKTOB M 1 dakropa, a koapdunuent anppa Kponbaxa mis stoi
mKaiel Obl1 paccuntan kak 0,934. lllkana 3alOMHHAIONIMXCS TYPUCTHUECKHX BIEYATIEHHH COCTOUT M3 5
yTBepKIeHUN U ogHOTO Mm3Mepenus (o = 0,915; Kum, 2018). [llkana BocmprHIMaeMOi IEHHOCTH ObLTa B3ATa
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u3 pabotsl Pro (2008) u coctout u3 3 myHKTOB 1 oxHOTO (hakTopa (o = 0,901). Bee mkamsl, ncrmoap30BaHHBIE
B HICCJIEIOBAHWH, ObUTH pa3paboTaHbl Mo S-OammpHOHM mikame Jlaiikepra (5 = moMHOCTBIO corjlaceH... 1 =
MIOJTHOCTBIO HE cornaceH). Vccnenyemas COBOKYITHOCTh COCTOSIA U3 BHYTPEHHUX TYPHCTOB, Y9aCTBOBABIINX
B 3KCKypPCHOHHBIX MOe3AKax ¢ rupoM mo Typuun. IlockonpKy HaIeKHBIX HCTOYHHKOB HH(MOPMALUH O
KOJIMYECTBE BHYTPEHHUX TYPUCTOB, YYAaCTBYIOIINX B DKCKYPCHSIX C THIOM, He ObUIO, OBLI MPHUMEHEH METO
y1oOHO# BEIOOPKH. JlaHHBIE cCOOMpaTUCh BPYUYHYIO MM OHJIAalH y JuIl ctapuie 18 JeT, KOTopble y4acTBOBaJIH
B OKCKYPCHH C TH/IOM B TEUEHHUE ITOCITIECIHHX ISITH JeT. PazpaboTaHHast aHKeTa COCTOsIa U3 LIECTH Pa3/esioB:
JneMorpaguyeckre BOIPOCHI, IPUBBIYKY My TEIIECTBUH, IOMOP I'Ma, 3aIIOMHUHAIOIIUICS TYPUCTHYECKUH OIIBIT,
BOCIIPMHHMMaeMas IEHHOCTh U Y4acTHe TypHucToB. Beero 0buto cobpano 399 aHkeT — Kak BPYYHYIO, TaKk U
OHJaiiH. B maHHBIX OBIIM BOCCTaHOBIICHBI OTCYTCTBYIOIIME 3HAUCHUS. TpH aHKETHI, COJIEP KaBIINE BEIOPOCHI,
OBUTH WCKITIOYEHBI M3 Habopa MaHHBIX. AHamu3 ORI MPOJOIDKEH ¢ OcTaBIIUMECS 396 aHkertamu. beumm
paccunTaHbl aCHMMETPHSI M OKCIECC, YTOOBI OIPEAEINTh, COOTBETCTBYIOT JIM JaHHBIE OIYHICHHIO O
HOpPMAaJTbHOM pacHpefesieHHd. 3aTeM C MOMOINBI0 MoAaTBepxknatomero ¢akropHoro anammsa (CFA) Opura
pa3paboTaHa W3MEpUTEIbHAS MOJIENb IS MPOBEPKU HA/IS)KHOCTH M BAIMAHOCTH MEPEMEHHBIX B MoJenu. B
WCCIIEIOBaHNH HCIIOIb30Baach ONMCATENbHASL CTATUCTHKA, a ISl IIPOBEPKU MCCIIEAOBATEIECKIX THIIOTE3 —
MO/JIeIUPOBaHNE CTPYKTYPHBIX yYpaBHeHHH (SEM).

AHanu3 0TBETOB Ha ieMorpaduieckie BOMpOCH MOKa3all, 4TO OOJBIIMHCTBO YYaCTHUKOB IKCKYPCHit
¢ ruoM (73 %) coCTaBIsUIM JKCHIIUHBI, a MoJaBisAonee O60npMHCTBO (87,6 %) ydacTBOBalM B 3THX
IKCKYPCHSIX C ceMbeil U Ipy3bsiMu. Kpome Toro, 6osiee mosoBUHBI y4acTHUKOB (59,6 %) vMenu BhICIee WK
MOCJIEBY30BCKOe oOpa3oBanue. Ha OCHOBaHMM STHX pe3yJIbTaTOB MOXKHO CJHIENIaTh BBIBOJ, YTO JKEHIIUHEI C
OoJiee BBICOKUM ypOBHEM 00pa30BaHMs OTAAIOT IPEANIOUYTEHHE SKCKYPCUAM € THIIOM. JIJIsl IPOBEPKH TUIIOTE3,
c(OpMyITMPOBAaHHBIX B paMKaX JaHHOTO HCCIEIOBaHMS, OBLIO MCHOIb30BAHO MOJACINPOBAHUE CTPYKTYPHBIX
ypaBHEHHHA. AHaIW3 MOATBEPAWI MEPBYIO THUMOTe3y HccienoBaHus: «OMoOp ruma BO BpeMsl SKCKYpCHH
TIOJIO’KUTEIBHO BIUSIET Ha BOBJICYCHHOCTD TYPHUCTOBY». DTOT PE3yJIbTaT COTIACYETCS C JaHHBIMU MPEABIIYIINX
uccnenoBarnii (Keskin Pulluk & Sop, 2024; Sultana et al., 2019; Fehrest et al., 2024). Bropas rumotesa
uccinenoBanuss — «tOMop rTHma BO BpeMsl IKCKYPCHH TOJIOXKHTENBHO BIHMAET HAa 3allOMHHAEMOCTD
TYPUCTHYECKUX BIICUATICHUI» — TaKKe IOJydwia MmoaTBepkacHue. FOMop rugoB moMoraer y4acTHHKaM
OKCKYPCHUH 3allOMHHTh CBOM BIEYATICHHs. OTOT BBIBOJ TaKXKe IIOATBEPKIACTCS Pa3IUuHBIMU
uccnenoBaHuaMHy B nuteparype (Sultana et al., 2019; Irigiiler & Giiler, 2016; Kara et al., 2024). Tpetss
THIIOTE3a 3aKI0Yalach B TOM, YTO BOBJICUEHHOCTh TYPHCTOB B 9KCKYPCHH C THIOM HOJIOKUTEIILHO BIHUSET Ha
3allOMUHAIOIINECS TYPUCTUYECKUE BIICUATICHUS. AHAJIM3 MOJATBEPXKAAET 3Ty THUIIOTE€3y M IOKa3bIBaeT
napajuieNiu ¢ Apyrumu uccienoBanusimu B nureparype (Keskin Pulluk & Sop, 2024; Loncarié et al., 2018;
Prebensen & Foss, 2011). Takum o00pa3oM, TOATBEPKIAIOTCS PE3YNbTAThl, COTIACHO KOTOPBIM
B3aUMO/ICHICTBHE MEX/ly YYaCTHUKaMHU SKCKYPCHUHU U THAAMH CIIOCOOCTBYET (pOPMHPOBAHHIO HE3a0bIBAEMbIX
BreyarieHui. YeTBEPTast TUIOTE3a MCCIIeI0BAHMSL, TIIACHBIIAS, YTO YIACTHE TYPHCTOB B HKCKYPCHSIX C THAOM
TIOJIO’KUTEJIBHO BIMAET HA BOCIPUHUMAEMYIO IIEHHOCTh, TAaKXKe OblIa MOATBEPXKICHA. DTOT PE3yNIbTAT TAKXKe
COTJIaCyeTCs C aHAJIOTWYHBIMH HcclienoBaHUsIME B tutepatype (Aksoy & Hatipoglu, 2021; Prebensen & Foss,
2011). Maharaniputri et al. (2021) oTMeuanu, 4To He3a0BIBaeMbIC TYPUCTHICCKHEC BICUATICHHUS OKAa3BIBAIOT
3HAQYMTEJbHOE BIMSHHE HA BOCIPHUHUMAEMYI II€HHOCTh. [loATBepkIeHHE MATOW THIOTe3bl —
«He3a0ObiBaeMble TYpHCTHYECKHE BIIEYATICHHS B OKCKYPCHUSIX C THIOM IOBBIIIAIOT BOCHPUHUMAEMYIO
LEHHOCTh» — TaK)Ke MOJATBEPXKJaeT 3TO yTBepkieHue. [lonTBepikaeHHe 3TOi THUIOTE3bl COrjacyercs ¢
nanHbIME JuTepatypsl (Brochado et al., 2022; Song et al., 2014; Pujiastuti et al., 2022). llecras runoresa
3aKJIIoYaJiach B TOM, YTO IOMOD TH/a BO BpPEMsI IKCKYPCHil MOJOXHTEIBHO BIMSET Ha BOCIPUHHMAECMYIO
LEHHOCTh. JTa TMIOTe3a ObLIa MOATBEPKACHA M aHAJIOTHYHA pe3yJibTaTaM MpeblIylero ueciaeaqosanus Tu
etal. (2019).

B pamkax uccrnenoBanust Takke OblIM M3ydeHsl onocpeaytoniie 3ddexrs! yuactus typucros (H7) n
3alIOMHMHAIOIIUXCST TypucTHdeckux BriedaTnennii (H8) Ha B3amMoCBs3bp MeXay IOMOpPOM TIHIa |
BOCIIPMHUMAEMOW IIEHHOCTBIO 3KCKypCHH C THIOM. Pe3ynpraThl aHaiau3a IHOKa3ayd, 4To 00€ THIIOTE3BI
MOATBEPAUINCh. TakuM 00pa3oM, MOXKHO C/eNaTh BBIBOJ, YTO Ha B3aMMOCBS3b MEXIy IOMOPOM THla H
BOCTIPHHAMAeMOH IIEHHOCTHI0 KOCBEHHO BIIUSIIOT B3aMMO/ICHCTBHE TYPHCTOB C THIOM BO BPEeMs SKCKYypPCHH U
3aIIOMHHAIOIINECS BIEYATICHHS, KOTOPhIE OHHU TIOIYYaIOT OT 3KCKYPCHH.

B cBeTe 3THX BBIBOJIOB MOXHO MPEJIOKUTH BKIIOYUTH 00YYEHHE KIOMOPY» B YUe€OHBIE IPOTPaMMBbI
JUIA THJIOB WJIM B TNPOrpaMMBl HOBBIMICHHS KBamudukamuu. Kpome Toro, M paboThI ¢ TBOPYECKUMHU
[IOBECTBOBATEIbHBIMA TEXHUKAMU B YAaCTHOCTU MOXHO HCIOJIb30BaTh KaK TEOPETUYECKUE, TaK U
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MpaKTHIECKUE TMOAXOMbI. Vcronp30BaHNE THAAMH IOMOpa BO BPEMSI CBOMX AIKCKYPCHH MOXET YIydIINTh
BocmpusiTie Mecta. UToOBl M3MEPUTH BIMSHHAE IOMOpPA Ha yIOBIETBOPEHHOCTH, TYPUCTHUECKUE arcHTCTBA
MOT'YT CHCTEMaTHYECKH OTCIEKHUBATH 3TOT 3((EKT, BKIFOUasi COOTBETCTBYIOIIHE BOIPOCH! B aHKETHI 00paTHOM
CBSI3U, KOTOPBIE OHM COOMPAIOT Y MOCETHTENEH M0 OKOHYaHUM 3KCKypcuH. CUuTaeTcs, 9To Typoleparopam
ObUTO OBl BBIOJHO BKJIIOYHTH B CBOM IPOIPAaMMBI OKCKYPCHIl HEKOTOpHIE MEpOIPHATHS, CBS3aHHBIE C
MECTHBIMU JOCTOINPHUMEUYATEIbHOCTSIMY, YUUTHIBAs BBIBOJBI O TOM, YTO y4acTHE HOCETHTENEH OKa3bIBaeT
MOJIOXKUTEIBHOE BIUSHIE KaK Ha 3alIOMUHAIONINECS TypUCTUYECKHE BIIEYATICHUS, TaK U HA BOCTIPUHUMAEMYO
LIEHHOCTb. Vcronb30BaHNe B JaHHOM HCCIEIOBAaHUU UCKIIOUUTEIHHO KOJIMYECTBEHHBIX METOIOB SBISETCS
OJIHHM M3 €r0 OCHOBHBIX OrpaHHueHuil. Bymymue uccienoBaHus ¢ MPUMEHEHHEM KaueCTBEHHBIX METOJIOB
MO3BOJIAT YIUIyOUTh HAIIW 3HAHHS 0 JTaHHOH TeMe.

KaroueBble c10Ba: KCKypCHOHHOE CONPOBOXICHHE, FOMOD T'HIA, YYacTHe, 3allOMHHAIOIINECs
TYPUCTHYECKHUE BIICUATIICHHS, BOCIPHHUMAaEMas [IEHHOCTh
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Yapilandirilmis Ozet:

Turist rehberleri, rehberli turlarda turistlerin yasadigi deneyimleri 6nemli 6lciide etkilemektedir.
Turizm sektoriiniin 6n saflarinda yer alan rehberler, turistlerin bir destinasyonu nasil algiladiginin
sekillenmesinde hayati bir rol oynamaktadir (Huang, 2010). Bir rehberin performansi, genel tur memnuniyeti
iizerinde olumlu bir etkiye sahiptir (Chang, 2012; Kuo vd., 2018). Literatiirde, turist rehberlerinin profesyonel
performansinin ¢esitli faktorleri nasil etkiledigi aragtirilmistir. Turist rehberleri, turistlerin davranissal niyetleri
iizerinde de etkilidir. Rehberlerin etkinligi; turist sadakatini ve tekrar ziyaret etme niyetini (Sytakier &
Hanafiah, 2021), destinasyona bagliligi (Nguyen, 2019), tavsiye etme istegini (Nguyen, 2019) ve turistlerin
giivenini (Nguyen, 2019; Chang, 2012) olumlu yonde etkilemektedir. Dolayisiyla, turist rehberlerinin rehberli
turlarin basarisi igin vazgecilmez oldugu sdylenebilir. Literatiir taramasi, mizahin gesitli degiskenler {izerinde
olumlu bir etkiye sahip oldugunu ortaya koymaktadir. Birincisi, mizah hatirlanabilirligi artirmaktadir. Badlli
ve Dzulkifli (2023), bireylerin mizahi icerigi daha iyi hatirladigini gostermistir. Carlson (2011), mizahi
materyallerin mizahi olmayan materyallere kiyasla daha iyi hatirlandigim bildirmistir. Ikincisi, mizah katilimi
artirmaktadir. Yanlis kullanildiginda olumsuz etkileri olabilse de, disiplinlerarasi ¢alismalar mizahin uygun
bicimde kullanilmasinin katilimi ve kisilerarasi etkilesimi olumlu yonde etkiledigini gostermektedir (Chiew
vd., 2019). Ugiinciisii, mizahin memnuniyet {izerindeki olumlu etkileri géz 6niine alindiginda (Sahin, 2023),
mizahin algilanan degeri de etkileyecegi dngoriilebilir. Mevcut literatiir rehberli turlarda rehber performansina
odaklanmakla birlikte, rehber mizaht konusunda bilgi olduk¢a sinirlidir. Bu ¢alisma, rehber mizahinin
unutulmaz turizm deneyimleri, turist katilim1 ve algilanan deger lizerindeki etkisini inceleyerek bu literatiir
bosluguna katkida bulunmay1 amaglamaktadir.

Katilimcilarin rehber mizahina iligkin goriislerini 6lgmek amaciyla Tsaur ve Teng'in (2017) ¢alismasi
kullanilmistir. Olgek dort maddeden olusmakta olup CR degeri 0,837'dir. Turist katilimi dlgegi, Crespi-
Vallbona'nin (2020) ¢aligmasindan alinmigtir. Turist katilimi 6lgegi 6 madde ve 1 faktérden olugmakta olup
Olcegin Cronbach alfa degeri 0,934 olarak hesaplanmistir. Unutulmaz turizm deneyimi 6lgegi 5 ifade ve tek
boyuttan olugmaktadir (¢=0,915; Kim, 2018). Algilanan deger 6lgegi Ryu'dan (2008) alinmis olup 3 madde ve
tek faktorden olusmaktadir (0=0,901). Caligmada kullanilan tiim 6l¢ekler 5'li Likert tipi 6l¢ek {izerinde
tasarlanmigtir (5 = kesinlikle katilryorum ... 1 = kesinlikle katilmiyorum). Calismanin evrenini Tiirkiye'de
rehberli turizm gezilerine katilan yerli turistler olusturmaktadir. Rehberli turlara katilan yerli turist sayisina
iligkin giivenilir bir bilgi kaynagi bulunmadigindan, kolayda 6rnekleme yontemi uygulanmistir. Veriler, son
bes yil i¢inde bir rehberli tura katilmig 18 yas iizeri bireylerden manuel veya ¢evrimigi olarak toplanmistir.
Gelistirilen anket formu alt1 boliimden olugmaktadir: demografik sorular, seyahat aligkanliklari, rehber mizahi,
unutulmaz turizm deneyimi, algilanan deger ve turist katilimi. Manuel ve ¢evrimigi olarak toplam 399 anket
toplanmistir. Eksik degerler veri setine atanmistir (impute edilmistir). Aykiri deger igeren ii¢ anket veri
setinden ¢ikarilmistir. Analize kalan 396 anket ile devam edilmistir. Verilerin normal dagilim varsayimina
uygunlugunu belirlemek amaciyla carpiklik (skewness) ve basiklik (kurtosis) degerleri hesaplanmistir.
Ardindan modeldeki degiskenlerin giivenilirlik ve gegerliligini test etmek iizere bir 6l¢iim modeli tasarlamak
icin Dogrulayict Faktor Analizi (DFA) kullanilmistir. Caligmada betimsel istatistiklerden yararlanilmis,
arastirma hipotezlerini test etmek i¢in ise Yapisal Egitlik Modellemesi (YEM) kullanilmustir.

Demografik sorulara verilen yanitlarin incelenmesi, rehberli tur katilimeilarinin biiyiik cogunlugunun
(%73) kadin oldugunu ve biiyiik bir ¢ogunlugun (%87,6) bu turlara aile ve arkadaslartyla birlikte katildigini
ortaya koymustur. Ayrica katilimcilarin yarisindan fazlasi (%59,6) lisans veya lisansiistii egitime sahiptir. Bu
sonuglara dayanarak, yiiksek egitim diizeyine sahip kadmlarin rehberli turlar1 tercih ettigi soylenebilir.
Arastirma kapsaminda gelistirilen hipotezleri test etmek amaciyla yapisal esitlik modellemesinden
yararlanilmistir. Analizler, ¢calismanin birinci hipotezi olan "Rehberli turlarda rehber mizahi turist katilimini
olumlu yonde etkiler" hipotezini desteklemistir. Bu sonug, 6nceki ¢aligsmalarla tutarlidir (Keskin Pulluk & Sop,
2024; Sultana vd., 2019; Fehrest vd., 2024). Arastirmanin ikinci hipotezi olan "Rehberli turlarda rehber mizahi
unutulmaz turizm deneyimlerini olumlu yonde etkiler" hipotezi de desteklenmistir. Rehberlerin mizahi, tur
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katilimcilarinin deneyimlerini hatirlamalarina yardimci olmaktadir. Literatiirdeki cesitli ¢alismalar da bu
sonucu desteklemektedir (Sultana vd., 2019; Irigﬁler & Giiler, 2016; Kara vd., 2024). Ugiincii hipotez, rehberli
turlarda turist katiliminin unutulmaz turizm deneyimlerini olumlu yonde etkiledigidir. Analizler bu hipotezi
desteklemekte ve literatiirdeki diger calismalarla paralellik gostermektedir (Keskin Pulluk & Sop, 2024;
Loncari¢ vd., 2018; Prebensen & Foss, 2011). Dolayistyla, tur katilimcilari ile rehberler arasindaki etkilesimin
unutulmaz deneyimlere katki sagladigi sonucu desteklenmektedir. Caligmanin dérdiincii hipotezi olan, rehberli
turlarda turist katiliminin algilanan degeri olumlu yonde etkiledigi hipotezi de kabul edilmistir. Bu sonug,
literatiirdeki benzer ¢aligmalar1 da desteklemektedir (Aksoy & Hatipoglu, 2021; Prebensen & Foss, 2011).
Maharaniputri vd. (2021), unutulmaz bir turizm deneyiminin algilanan deger tizerinde anlamli bir etkiye sahip
oldugunu belirtmistir. Besinci hipotezin, yani "Rehberli turlardaki unutulmaz turizm deneyimleri algilanan
degeri artirir" hipotezinin kabul edilmesi de bu ifadeyi desteklemektedir. Bu hipoteze yonelik destek, literatiirle
tutarlidir (Brochado vd., 2022; Song vd., 2014; Pujiastuti vd., 2022). Altinc1 hipotez, rehberli turlarda rehber
mizahinin algilanan degeri olumlu yonde etkiledigidir. Bu hipotez desteklenmis olup Tu vd.'nin (2019) 6nceki
calismastyla benzerlik gostermektedir.

Calismada ayrica, rehberli turlarda rehber mizahi ile algilanan deger arasindaki iliskide turist
katiliminin (H7) ve unutulmaz turizm deneyiminin (HS8) aracilik etkileri de incelenmistir. Analiz sonuglari, her
iki hipotezin de desteklendigini ortaya koymustur. Dolayisiyla, rehber mizahi ile algilanan deger arasindaki
iligkinin, turistlerin tur sirasinda rehberle kurduklar etkilesim ve turdan edindikleri unutulmaz deneyimler
araciligiyla dolayli olarak etkilendigi sdylenebilir.

Bu bulgular 1g1ginda, turist rehberligi miifredatlarina veya hizmet igi egitimlere "mizah" egitiminin
dahil edilmesi 6nerilebilir. Ayrica, 6zellikle yaratici anlatim tekniklerini ele almak i¢in hem kuramsal hem de
uygulamali yaklasimlardan yararlanilabilir. Turist rehberlerinin kendi turlarinda mizah kullanmasi,
destinasyon algisini giiclendirebilir. Mizahin memnuniyet iizerindeki etkisini 6l¢gmek amacryla, acentalar tur
sonunda ziyaretgilerden topladiklar: geri bildirim formlarmna ilgili sorular ekleyerek bu etkiyi sistematik olarak
izleyebilir. Ziyaret¢i katilimimin hem unutulmaz turizm deneyimleri hem de algilanan deger {izerinde olumlu
bir etkisi oldugu bulgusundan hareketle, tur operatdrlerinin tur programlaria yerel destinasyona 6zgii bazi
etkinlikler eklemesinin faydali olacag: diisliniilmektedir. Bu ¢alismanin yalnizca nicel aragtirma yontemlerini
kullanmis olmasi, en 6nemli sinirliliklarindan biridir. Nitel tekniklerin kullanilacagi gelecekteki arastirmalar,
konuya iligkin bilgimizi ileriye tasiyacaktir.

Anahtar Kelimeler: Turist Rehberligi, Rehber Mizahi, Katilim, Unutulmaz Turizm Deneyimi,
Algilanan Deger
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The Effect of Guide Humor on Participation, Memorable Tourism Experience and
Perceived Value

Introduction

Guided tours are among the most popular current travel preferences. Research shows that
70% of travelers want to book guided tours (GetYourGuide, 2024). To meet the demands of visitors
from all over the world, guided tours are designed to be versatile and are adapted to specific
situations, and they are continuously improved (Zillinger et al., 2012). Guided tours contribute to
sustainable tourism (Pereira & Mykletun, 2012), have an educational aspect related to culture and
history through storytelling (Stach & Ziindorf, 2022), provide opportunities to co-create experiences
by fostering group dynamics (Larsen & Meged, 2013), and facilitate memorable tourism experiences
for participants (Hurombe et al., 2025).

The tour guide is one of the factors that strongly influence tourists’ experiences on guided
tours. Tourist guides are at the forefront of the tourism sector and have a significant effect on the
tourist experience and satisfaction with the destination (Huang, 2010). Guided tours positively
influence tour satisfaction at a destination (Chang, 2012; Kuo et al., 2018). Studies have examined
the impact of the tour guides’ performance on various variables. Guide performance positively
influences tourist loyalty, and the intention to revisit (Sytakier & Hanafiah, 2022), destination
attachment (Nguyen, 2019), the intention to recommend (Nguyen, 2019), and tourist’s trust (Nguyen,
2019; Cheng, 2012). Therefore, it can be said that tour guides play a key role in the success of guided
tours.

One of the skills tour guides use in their profession is humor (Tsaur & Teng, 2017). Humor
is a cognitive phenomenon that reflects humans’ ability to adapt to circumstances that elicit laughter
(Fotini, 2014). The concept of humor is a complex phenomenon encompassing social, cognitive,
behavioral, physical, and emotional dimensions (Svebak et al., 2004). Significantly, 31% of those
requesting guided tours state that the guide should possess a sense of humor (GetYourGuide, 2024).

A review of the literature reveals that humor has a positive effect on various variables. First,
humor enhances memorability. Badli & Dzulkifli (2013) showed that individuals recall humorous
content better. Carslon (2011) reported that humorous materials is remembered better than non-
humorous materaial. Second, humor increases engagement. Although humor can have negative
effects when misused, interdisciplinary studies have shown that its appropriate use positively
influences engagement and interpersonal interaction (Chiew et al., 2019). Third, considering the
positive effect of humor on satisfaction (Sahin, 2023), it can be predicted that humor will influence
perceived value. Although previous literature has focused on guide performance in guided tours, very
little is known about guide humor. This study aims to contribute two this gap in the literature by
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investigating the effect of guide humor on the memorable tourism experience, tourist participation,
and perceived value.

Tour Guide Humor

The term “mizah” (humor), which assimilated into Turkish from Arabic, derives from the
Arabic word “miizah” and is expressed as “humor” (or humour) in English and other Western
languages (Zorkirisci, 2019). Frequently utilized in individuals' daily social interactions, humor is
defined as the capacity to perceive the amusing aspects of events and situations rather than
maintaining constant seriousness (Kurki & Isola, 2001). Humor exerts numerous positive effects on
the psychological state and overall mood of individuals (Kurki & Isola, 2001). Research indicates
that individuals possessing a high degree of humor exhibit greater self-esteem (Mendiburo-Seguel et
al., 2015). Furthermore, it is articulated that cheerful behaviors, along with entertaining and witty
forms of humor, demonstrate a positive correlation with various dimensions of subjective well-being
(Heintz, 2017).

As an integral component of social life, humor generates direct positive effects on
individuals' ability to develop a positive outlook on life and on their overall quality of life (Martin,
2001). Martin (2019) posits that humor, which plays a pivotal role in enhancing psychological well-
being, can strengthen individuals' social support mechanisms, thereby positively influencing their
health and quality of life. By providing a certain equilibrium in social relations, humor facilitates
smoother social interactions by mitigating the potential tensions that serious conversations may
induce (Morreal, 1997). Humor fosters a sense of closeness, elicits appreciation, and promotes
commitment among individuals (Chiew et al., 2019).

Tourism, a socio-cultural activity that is generally based on human relationships, has tourists
as its most important component. Tour guides are the primary actors who accompany tourists
throughout the day and possess the greatest influence on ensuring that tourists conclude their tours
with high levels of satisfaction (Dumanli & Ko&roglu, 2018). During their interactions and
information-sharing with tourists, tour guides' adoption of an energetic, uplifting communication
style and the integration of humor into their narratives facilitate the tourists' adaptation to the group
(Gilizel & Koroglu, 2014). It is highly crucial for guides to adopt a humorous approach in their
communication with tourists throughout the tour. The utilization of humorous language rather than
a monotonous delivery by guides can render their narratives more engaging, memorable, and
entertaining. Consequently, the incorporation of humor into the narratives of tour guides is regarded
as a significant determinant of tour participants' overall satisfaction (Dumanli & Koroglu, 2018).

Tour guide humor, defined as the degree of adeptly utilizing humorous language and
expressions, is a critical factor in the communication between tour guides and the tourists within their
groups (Li et al., 2022). In their study, Ozbek & Iskender (2021) state that adopting an entertaining,
measured, and balanced humorous style in narratives is essential for achieving tourist satisfaction.
According to Zhang & Pearce (2016), in addition to its functions of entertainment, strengthening
social interaction and increasing satisfaction, humor also has functions such as controlling tourists,
supervising tour participants, giving instructions and controlling tourist behavior.

While tour guides may use humor, it can have both positive and negative effects. Generally,
humor entertains, makes people laugh, eliminates negative energy, and softens tense situations or
environments. However, when used in the wrong place, at the wrong time, or excessively, it can have
the opposite effect. For this reason, when using humor, meticulous attention must be paid to its
content, its timing must be precise, and careful consideration should be given to how it will be
perceived by the audience. For instance, humorous content that is degrading, cynical, offensive, or
excessively sexual in nature must be avoided (Aydin, 2005, p. 45). Such forms of humor may offend
tourists and culminate in the creation of a negative atmosphere. Since the perception of humor is
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contingent upon individuals' past experiences, cultural values, and moods (El Refaie, 2011; Vuorela,
2005), it is imperative for guides to be respectful of tourists' cultural backgrounds and to adopt a
sophisticated and balanced humorous style when incorporating humor into their narratives.

A review of the literature regarding tour guide humor reveals that it has a positive impact on
tourist engagement, memorable tourism experiences, and perceived value. Pabel & Pearce (2018)
articulate that the use of humor in tour guides' narratives contributes significantly to tourists having
positive and memorable experiences. Keskin Pulluk & Sop (2024) emphasize that the use of
humorous language in tour guides' narratives, provided it is done in moderation, positively affects
the social interaction between guide and tourist and increases tourist engagement. Sultana et al.
(2019) state that humor increases retention and engagement. Research conducted by Fehrest et al.
(2025) on children aged 9-12 participating in children's tours in Iran demonstrated that humor is not
merely an entertainment tool; rather, it motivates children to ask questions by stimulating curiosity,
engages them with interpretative content, encourages their participation in discussions, and
significantly contributes to increasing tourist engagement. According to Irigiiler & Giiler (2016), the
inclusion of humor in tour guides' narratives contributes to forging social bonds within the tour group,
revitalizing the atmosphere, rendering the tour more captivating, and enriching the experience to
make it memorable. Similarly, Kara et al. (2024) emphasize that guide humor offers multifaceted
advantages in terms of fostering positive guide-tourist interactions, enhancing and enriching the
experience, and creating a memorable tourism experience. In light of these findings, the following
hypotheses have been developed:

H1: In guided tours, tour guide humor positively affects tourist engagement.
H2: In guided tours, tour guide humor positively affects memorable tourism experiences.
Tourist Participation

Enlivening tour guides' narratives with humor ensures the formation of positive
communication and interaction between tour participants and the tour guide (Keskin Pulluk & Sop,
2024). Since tourist-guide interaction is a significant factor shaping tourists' experiences (Giiler &
Cakici, 2020), a tour guide's humorous approach can foster a warm atmosphere during the tour,
enable tourists to actively participate by asking questions or responding to the guide's jokes, and
make the communication more interactive.

Tourist participation reflects "the degree to which tourists participate in providing/sharing
information, making suggestions, and engaging in decision-making processes" (Armbrecht &
Andersson, 2020). In other words, tourist participation is considered the degree of effort tourists exert
to engage in the service process by utilizing their knowledge and skills. Involvement is also defined
as an "unobservable state of motivation, arousal, or interest" toward a product or activity evoked by
a stimulus or situation (Havitz & Dimanche, 1997). Pine & Gilmore (1999) categorize participation
into two types: active participation and passive participation. Active participation refers to
individuals directly partaking in an event, situation, or occurrence, thereby exerting a personal
influence on the experience. Passive participation, on the other hand, is a form of engagement where
individuals do not directly partake in the event or situation but remain as spectators or observers;
passive participants do not personally affect the experience.

Tourist participation is of utmost importance in the tourism industry because tourism is a
service sector fundamentally based on the service experience (Gupta et al., 2023). In the tourism
literature, it is argued that tourists are involved in the service process and co-create value with tourism
service providers through their participation (Hsieh et al., 2018). Therefore, tourist participation
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becomes a crucial component in the tourism service process (Zatori et al., 2018). Dong et al. (2015)
emphasize that tourist participation is inherently subjective and plays a vital role in tourist
satisfaction. Chan et al. (2010) suggest that participation has a significant impact on tourist
satisfaction. There are empirical studies indicating that participation leads to feelings of happiness
and belonging among tourists (Xie et al., 2020) and has a significant effect on their satisfaction and
well-being (Khan et al., 2020).

When the literature on tourist participation is examined, there are studies demonstrating that
tourist participation has a positive effect on memorable tourism experiences and perceived value. For
instance, Keskin Pulluk & Sop (2024) state that in guided tours, tourists actively participate by
frequently asking questions or making comments regarding the guide's narratives, and this active
participation deepens the guide-tourist interaction. Loncari¢ et al. (2018) argue that the experiences
of individuals who actively participate in the creation of the tourism experience are more memorable.
In their study, Prebensen & Foss (2011) suggest that active participation in experiences can result in
a more unforgettable and meaningful experience for consumers. A study conducted by Aksoy &
Hatipoglu (2021) revealed that tourists' participation in the service process positively affects their
perceived value. Prebensen & Foss (2011) demonstrate that taking part in activities and actively
participating provides quality experiences and increases the perceived value for participants during
this process. Based on this information, the following hypotheses have been developed:

H3: In guided tours, tourist participation positively affects the memorable tourism experience.
H4: In guided tours, tourist participation positively affects perceived value.
Memorable Tourism Experience

Today, tourists prefer to be directly involved in events rather than remaining in a passive
observer role during their vacation. This is because tourism experiences are shaped by individuals'
participation in experience-based situations or events. Therefore, involvement in an activity, namely
"participation," is highly important for the tourist experience to become permanent and memorable
(Kim, 2014).

Individuals engaging in tourism activities purchase an experience alongside their purchase
of touristic products and services (Ser¢ek & Ozaltas Sercek, 2016). In general, tourists' expectations
from their travels are to have satisfying and memorable experiences that will stay in their minds for
a long time (Demir, 2018). Experience is defined as "the fact or state of being affected by or gaining
knowledge through direct observation or participation" (Walls, 2009, p. 17). A memorable tourism
experience, on the other hand, is defined as the positive experiences that remain in the minds of
traveling individuals regarding a touristic service after purchasing it (Kim et al., 2012).

Tourists are in social interaction with various service providers throughout the service
purchasing process. The popularity of tours conducted with tour guides, who are among the service
providers in the tourism sector (Giiler & Cakici, 2020), is gradually increasing (Bowie & Chang,
2005). Guided tours are a safe way to get to know a new place and have a different experience
(Zillinger et al., 2012). Through their professional competencies and various skills, tour guides can
transform a journey from an ordinary tour into a comprehensive experience for tourists (Ap & Wong,
2001; Keskin Pulluk & Sop, 2024). The role and responsibility of tour guides in creating a memorable
tourism experience are highly significant (Altiirk et al., 2025; Mathisen, 2012). This is because the
performance exhibited by tour guides during the tour has the potential to create a memorable
experience for tourists (Koroglu, 2014).
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Maharaniputri et al. (2021) suggested that a memorable tourism experience has a significant
impact on perceived value. There are studies in the literature establishing that memorable tourism
experiences have an effect on perceived value. For example, a study conducted by Brochado et al.
(2022) revealed that memorable tourism experiences have a positive effect on perceived value. A
study by Song et al. (2015) demonstrated that the tourism experience affects perceived value.
Similarly, a study by Pujiastuti et al. (2022) found that a memorable tourism experience has a
significant impact on perceived value. In this context, the following hypothesis has been established:

HS: In guided tours, memorable tourism experience positively affects perceived value.
Perceived Value

There is a significant relationship between memorable tourism experiences—defined as the
ultimate experiences individuals hope to obtain from their holidays (Tung & Ritchie, 2011)— and
perceived value, which emerges as a result of experiences and plays a critical role in shaping
behaviors (Keskin et al., 2022). Tourists' pre-purchase knowledge regarding a service and their post-
purchase memorable experiences are the most important factors influencing perceived value
(Yilankiran, 2019; Sariyer, 2008).

The concept of value is explained as a phenomenon that emerges from the harmonious
combination of the price and quality of services offered to a target audience (Kotler, 2017). The
concept of perception, on the other hand, is described as the state in which individuals interpret the
information obtained from various stimuli through their sensory organs (Solomon et al., 2016). As a
psychological factor, perception is defined as the process by which individuals collect, analyze, and
interpret information in order to make sense of the world (Kotler & Armstrong, 2004).

The concept of perceived value is defined as "the consumer's overall assessment of the utility
of a product or service based on perceptions of what is received and what is given" (Zeithaml, 1988).
According to Spreng et al. (1993), perceived value is the sum of expectations regarding the benefits
hoped to be obtained and the sacrifices endured during the purchase and use of a product or service.
Perceived value is considered a subjective construct that can vary from person to person
(Parasuraman, 1997). Furthermore, Konuk (2008) states that perceived value is a multidimensional
concept, and that emotional and social structures, alongside price and quality, are influential in its
formation. Perceived value is understood as a bipartite construct consisting of the benefits obtained
by the customer (economic, social, and relational) on the one hand, and the sacrifices made (price,
time, effort, risk, and convenience) on the other (Sanchez et al., 2006).

In the tourism sector, perceived value is expressed as an overall assessment made in
accordance with tourists' views on the utility provided by a tourism product or service (Prebensen et
al., 2013). Perceived value, which plays a crucial role in understanding post-experience perceptions
and behaviors (Al-Sabbahy et al., 2004), is a core benefit sought by tourists visiting a destination
(Pujiastuti et al., 2022). Tu et al. (2020) emphasize that tour guide humor can foster robust
communication between the tourist group and the guide, thereby stimulating tourist engagement,
enhancing tourists' perceived value of the tour, and leading to the formation of positive behavioral
intentions. In this context, the following hypotheses have been developed:

H6: In guided tours, tour guide humor positively affects perceived value.

H?7: In guided tours, tourist p has a mediating effect on the relationship between tour guide humor
and perceived value.
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H8: In guided tours, memorable tourism experience has a mediating effect on the relationship
between tour guide humor and perceived value.

Method

The purpose of the research is to reveal the relationships among guide humor, tourist
participation, memorable tourism experience, and perceived value. In line with this purpose, the
theoretical model in Figure 1 was proposed. In order to reveal the relationships among the variables,
the relational survey model, one of the general survey models, was preferred. The relational survey
research model is “a research model that aims to determine the existence and/or degree of co-
variation between two or more variables” (Karasar, 2018, p.114). The quantitative method was
adopted in the research, and data were collected through the survey method. A survey is defined as
“a pre-prepared written set of questions in which respondents record their answers by choosing
among limited alternatives” (Sekaran & Bougie, 2016, p.142).

The scales used in the research were taken from the literature. The study of Tsaur and Teng
(2017) was used to measure participants' views on guide humor. The scale consists of four items and
its CR value is 0,837. The tourist participation scale was taken from the study conducted by Crespi-
Valllbona (2020). The tourist participation scale consists of 6 items and 1 factor, and the Crohbach
alpha value of the scale was calculated as 0,934. The memorable tourism experience scale consists
of 5 statements and one dimension (0=0,915; Kim 2018). The perceived value scale was taken from
Ryu (2008) and consists of 3 items and one factor (0=0,901). All scales used in the research were
arranged according to a 5-point Likert rating (5 Strongly agree ... 1 Strongly disagree).

H7

Tourist
participation

|
|
|
|
|
|
|
h 4

Perceived
value

Memorable
tourism
experience

Figure 1. Research Model

The study population of the research consists of domestic tourists participating in guided
tours within the country. Since no reliable source of information was reached regarding the number
of domestic tourists participating in guided tours within the country, sampling was used and the
convenience sampling method was preferred. This sampling method is “sampling carried out on
individuals in the immediate environment who are easy to reach, available, and willing to participate
in the research ;(voluntary), if a region is not in question” (Erkus, 2019, p.145). It was collected
manually or online from individuals over the age of 18 who had participated in a guided tour within
the last 5 years. When determining the sample size, the criterion that 10 questionnaires would be
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sufficient for each statement in the questionnaire was adopted (Sekaran & Bougie, 2016). Since there
were a total of 18 statements in the scales included in the questionnaire, it can be said that 180
questionnaires would be sufficient. The developed questionnaire form consists of 6 sections:
demographic questions, travel habits, guide humor, memorable tourism experience, perceived value,
and tourist participation. The ethics committee permission required for data collection in the study
was obtained with decision number 3 in session number 4 of the meeting dated 21.03.2025 of the
Mardin Artuklu University Scientific Research and Publication Ethics Committee.

Data Analysis

Before the 399 questionnaire data obtained in the research were subjected to analysis,
missing value imputation was performed, and 3 questionnaires with extreme outliers were removed
from the dataset. Then, since the number of questionnaires in the dataset was more than 200,
skewness and kurtosis values were calculated to determine whether the data met the normal
distribution assumption. It was revealed that the skewness values were in the range of -1,926/,803
and the kurtosis values were in the range of -,469/3,733. Since skewness values are within the £3
range and kurtosis values are within the =7 range in the literature, the normal distribution assumption
was met (Ozgener & Ugurlu, 2024). Since the data were obtained through a questionnaire, there may
be a common method bias problem. Harman's single-factor test was used to determine whether this
problem existed. According to the analysis results, when all statements in the questionnaire were
accepted as a single factor, this factor explained 40.02% of the variance. Since this value is lower
than the threshold value of 50%, there is no common method bias problem (Podsakoff et al., 2003).
When analyzing the data, first, a measurement model was designed with the help of Confirmatory
Factor Analysis (CFA) to test the reliability and validity of the variables in the model. Then, taking
into account the findings of this measurement model, Structural Equation Modeling (SEM) with
Multiple Mediators was used to test the research hypotheses.

Findings

In this section of the study, the results of the analyses applied to the data obtained are
presented. The majority of the participants in the research (73%) are women. When the marital status
of the participants is examined, it is seen that 52,5% are married and 47,5% are single. The largest
age range is 25-34 with a rate of 32,6%, followed by the 35-44 age range with a rate of 25,3%. In the
research, in which 16 people (4%) were aged 65 and over, more than half of the participants (57,4%)
are in the 25-44 age range. 44,4% of the participants have an undergraduate education level. The rate
of participants with the lowest education level is 1,5%, consisting of participants with primary school
graduation. While the total rate of those participating in the tour with family and friends is 87,6%,
the rate of those participating alone is quite low (10,4%). When the findings regarding tour duration
are examined, the rate of those participating in a 3-4 day tour is 53,8%. The rate of those participating
in tours lasting 7 days and over is the lowest, with 3,8%. Finally, 38,9% of the participants stated
that they had participated in guided tours 1-2 times. The rate of those participating in guided tours 3-
4 times is 31,3%. The rate of those participating in guided tours 5 times and more is 29,8%.
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Table 1: Findings Regarding Demographic Variables

Demographic Variables Value Percenta
ge (%)

Gender Female 289 73,0
Male 107 27,0
Marital Status Married 208 52,5
Single 188 47,5
Age 24 and below 52 13,1
25-34 129 32,6
35-44 100 25,3
45-54 57 14,4
55-64 42 10,6
65 and above 16 4,0
Education Level Primary School 6 1,5
Middle School 11 2.8
High School 84 21,2
Associate 59 14,9

Degree
Undergraduate 176 44,4
Master’s/Doctor 60 15,2

ate
With Whom Did You Alone 41 10,4
Participate in the Tour?

Family 161 40,7
Friends 186 46,9
Other 8 2,0
Tour Duration 1-2 days 124 31,3
3-4 days 213 53,8
5-6 days 44 11,1
7 days and 15 3,8

above
Number of Participations 1-2 times 154 38,9

in Guided Tours

3-4 times 124 31,3
5-6 times 56 14,1
7 times and 62 15,7

above

Development of the Measurement Model

In this study, the two-stage approach of Anderson and Gerbing (1988) was adopted to test
the hypotheses. In the first stage, before testing the hypotheses of the research, a measurement model
was developed with the help of CFA for the reliability and validity of the scales from which the data
were collected. At the initial stage, not all goodness-of-fit values of the measurement model were at
an excellent level (2/sd=3,076; GFI=,897; AGFI= ,863; IFI: ,950; TLI= ,940; CFI= ,949; SRMR=
0,0387; RMSEA=0,072). In the second stage, since all factor loadings were above 0,50, covariance
was created between the €3 and e4 error terms belonging to the RM3 and RM4 statements of the
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guide humor scale, and the measurement model in Table 2, wh"ose goodness-of-fit values were at an
excellent level, was obtained (Hu and Bentler, 1999; Ulu and Ozgener, 2023).

Table 2. Confirmatory Factor Analysis (CFA) Results

Outer t Value*
Factor
Statements Loading
*
Guide Humor
RM1_1 The tour guide created opportunities to interact with tour participants or share 890 %
things. ’
RM2_1 The tour guide created a comfortable and cheerful atmosphere for the group. ,865 18,794
RMB3_1 The tour guide initiated conversations about specific topics or events. ,569 11,725
RM4_1 The tour guide made wordplays to make the conversation with tour participants 596 12.414
more interesting. ’ ’
Tourist Participation
TK1_1 The tour guide established good interaction with tourists during the narration. ,851 *
TK2 2 The attitude in the tour guide’s narration encouraged participation. ,924 25,666
TK3_3 The tour guide was enthusiastic and attentive in his/her narration. 910 24,922
TK4 1 I interacted comfortably with the tour guide. ,869 22,864
TK5_1 I had a harmonious relationship with the other participants on the tour. ,766 18,498
TK6_1 The tour guide encouraged me to interact. ,710 16,497
Memorable Tourism Experience
HTD1_1 I truly enjoyed the tourism experience. ,894 *
HTD2_1 I was revitalized thanks to this tourism experience. ,870 24277
HTD3_1 I learned something about myself from this tourism experience. ,740 18,124
HTD4 1 I had the chance to closely experience the local culture of the region I visited. ,814 21,357
HTDS_1 I experienced something new in this tourism experience (e.g., food, activity, 817 21.480
etc.). ’ ’
Perceived Value
AD1_1 The guiding service added good value relative to its price. ,876 *
AD2_1 The value of the guiding service was generally high. ,799 19,882
AD3_1 The guiding service was worth the money. ,925 24,262
*It means that it was fixed to 1. Measurement Model Goodness-of-Fit Indices: 2/sd=2,530; GFI=,915; AGFI=,886;
IFI: ,963; TLI=,956; CFI=,963; SRMR= 0,0334; RMSEA= 0,062.
Validity Measures of the Model
Std. Max Cronbach

Mean Dev. CR AVE MSV R(H) s Alpha RM TK HTD AD
RM 4,05 ,941 0,827 0,555 0,238 0,886 ,837 0,745
TK 421 ,925 0,935 0,709 0,131 0,950 ,934 2;3*35 0,842
HTD | 429 | 832 |0916 | 0687 | 0301 | 0925 | 915 0.488 11 0.360 1 829
AD 4,12 | 1,00 | 0902 | 0754 | 0301 | 0917 | 901 0480 1 0.361 1 54945 | 0,868
Significance Levels of Correlations: * p <0.050, ** p <0.010, *** p <0.001

HTMT Analysis Values
RM TK HTD AD

RM
TK 0,299
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HTD 0,483 0,355
AD 0,452 0,349 0,529
*There is no warning for the HTMT analysis.

RM: Guide Humor, TK: Tourist Participation, HTD: Memorable Tourist Experience, AD: Perceived
Value

As can be seen in Table 2, using the outer factor loadings in the measurement model, the
composite construct reliability (CCR) and average variance extracted (AVE) of the variables were
obtained through the Fornell and Larcker (1981) approach. The criterion that factor loadings should
be greater than 0,40 was adopted (Pituch and Stevens, 2016), and it was observed that the factor
loadings of all statements in the four scales were above 0,569. CCR values are above 0.827. AVE
values are above 0.555. These three conditions mean that convergent validity exists (Hair et al.,
2014). In addition, it was determined that the Cronbach's alpha coefficients of the four scales ranged
between 0.837 and 0.934. According to Nunnally (1978), since the internal consistency coefficients
of all scales exceed 0.70, it can be said that the scales are reliable. Since the square root of the AVE
values shown in bold diagonally in the validity measures section of the model in Table 2 is higher
than the correlations among the four variables, discriminant validity exists for all scales (Kline,
2020). In addition, since the Maximum Shared Variance (MSV) values are lower than the AVE
values (Ozgener & Ugurlu, 2024) and the HTMT analysis values do not exceed .850, which is the
strictest condition, discriminant validity was achieved for all scales (Henseler et al., 2015). The
existence of both convergent validity and discriminant validity for all scales indicates the existence
of construct validity (Kline, 2020).

Hypothesis Testing

Structural Equation Modeling was used to test the hypotheses proposed in the model of this
study. The analysis results in which the effect of the multiple mediator variable was tested are shown
in Table 3. According to the findings regarding the direct effects of the SEM model, guide humor in
guided tours positively affects tourist participation (=, 335; p<.001). In addition, both guide humor
(B=,414; p<.001) and tourist participation positively affect memorable tourism experience in guided
tours (B=,221; p<.001). While the predictive power of guide humor on tourist participation is low,
the level of explanation of the variance in memorable tourism experience by guide humor and tourist
participation is high. These findings indicate that hypotheses H1, H2, and H3 are accepted. The
findings determined that tourist participation (= ,143; p<.01), memorable tourism experience (=
,376; p<.001), and guide humor (B=,249; p<.001) positively affect perceived value in guided tours.
These three variables explain 37.7% of the variance in perceived value. Considering these findings,
hypotheses H4, HS, and H6 are supported.

Table 3. Testing the Hypotheses

Direct Effects

Hyp. Relationships | P SE tvalue | R? b RE$UL
HI RM — TK 335 053 6,172 112 ,000 Accepted
Accepted

H2 RM—> HTD | 414 048 7,596 000 ccepte
H3 TK —HTD | 221 047 4334 | 000 Accepted
H4 TK — AD ,143 ,053 2,903 004 Accepted
HS HTD—» AD | 376 | 067 6696 | 000 Accepted
H6 RM — AD ,249 ,059 4,423 000 Accepted

Indirect Effects (Mediation Effects)
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Indirect
Relationships Effect SE LLCI | ULCI p RE,?,UL
®
H7 RM —5»TK —»AD ,050 ,016 ,016 ,120 ,002 Accepted
H8 RM —» HTD —»AD ,163 ,085 ,085 ,290 ,000 Accepted
SEM Goodness-of-Fit Indices: 2/sd=2,530; GFI=,915; AGFI=,886; IFI: ,963; TLI=,956; CFI=,963;
SRMR= 0,0334; RMSEA=0,062.

Examining the indirect effects in the research model, since tour guide humor significantly
affects both the two mediator variables (tourist participation and memorable tourism experience) and
perceived value, and the two mediator variables significantly affect perceived value, all conditions
proposed by Baron and Kenny (1986) for the existence of a mediation effect are satisfied. As seen in
Table 3, both tourist participation (B = ,050; 95% CI [,016 to ,120]) and memorable tourism
experience (B =,163; 95% CI [,085 to ,290]) exert a mediating effect on the relationship between
tour guide humor and perceived value. The fact that the LLCI and ULCI limits of the indirect effects
do not cross zero, and that these effects are significant, indicates mediation. Therefore, hypotheses
H7 and HS are supported.

Conclusion

This study aimed to examine the relationships between tour guide humor, tourist
participation, memorable tourism experience, and perceived value. In line with this objective, data
were collected from tourists participating in guided tours using a questionnaire. During the data
collection process, a total of 399 individuals were reached, and analyses were conducted on 396
usable questionnaires. An examination of the responses to the demographic questions revealed that
the majority of guided tour participants (73%) were female, and a vast majority (87.6%) participated
with family and friends. Furthermore, it was concluded that more than half of the participants (59.6%)
had a bachelor's or postgraduate degree. Based on these results, it can be stated that highly educated
women prefer guided tours more frequently. Structural Equation Modeling was utilized to test the
hypotheses developed within the scope of the research. The analyses supported the first hypothesis,
indicating that tour guide humor in guided tours positively affects tourist participation. This result
parallels previous studies (Keskin Pulluk & Sop, 2024; Sultana et al., 2019; Fehrest et al., 2024).

The second hypothesis of the study, which suggests that tour guide humor positively affects
memorable tourism experience in guided tours, was also supported. The humor skills of tour guides
help make the experiences gained by guests more memorable. Various studies in the literature
support this conclusion as well (Sultana et al., 2019; Higiiler & Giiler, 2016; Kara et al., 2024).

The third hypothesis posits that tourist participation positively affects memorable tourism
experience in guided tours. The analysis results supported this hypothesis, aligning with other studies
in the literature (Keskin Pulluk & Sop, 2024; Lon¢ari¢ et al., 2018; Prebensen & Foss, 2011). Thus,
findings confirming that interaction between participating guests and guides contributes to the
creation of unforgettable experiences were supported. The fourth hypothesis, asserting that tourist
participation positively impacts perceived value in guided tours, was also accepted. This result
supports similar studies in the literature (Aksoy & Hatipoglu, 2021; Prebensen & Foss, 2011).
Maharaniputri et al. (2021) stated that a memorable tourism experience has a significant impact on
perceived value. The acceptance of the fifth hypothesis, which proposes that a memorable tourism
experience increases perceived value in guided tours, also supports this assertion. This hypothesis
aligns with existing literature (Brochado et al., 2022; Song et al., 2014; Pujiastuti et al., 2022). The
sixth hypothesis stated that tour guide humor positively affects perceived value in guided tours. This
hypothesis was supported, demonstrating similarities with a previous study by Tu et al. (2019).

The study also investigated the mediating roles of tourist participation (H7) and memorable
tourism experience (HS) in the relationship between tour guide humor and perceived value in guided
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tours. The analysis concluded that both hypotheses were supported. Therefore, it can be said that the
tourists' interactions with the guide during the tour and the unforgettable experiences they gain have
an indirect effect on the relationship between tour guide humor and perceived value.

In light of these results, it is recommended to include courses and training related to "humor"
in tourist guiding curricula or in-service training programs. Additionally, creative narration
techniques can be specifically addressed both theoretically and practically. The use of humorous
narration by tour guides can positively contribute to the destination image. Agencies can
systematically observe this impact by adding questions that measure the effect of humor on
satisfaction to the feedback forms collected at the end of the tour. Given the findings that tourist
participation positively affects both memorable tourism experience and perceived value, it is deemed
beneficial for agencies to integrate certain local destination-related activities into their tour programs.
Moreover, preparing humor usage manuals for tour guides or organizing minor activities such as
competitions and mini-shows during tours could help make the tours more memorable, thereby
increasing tourist participation levels and perceived value.

One of the most significant limitations of this study is the exclusive use of quantitative
research methods. Employing qualitative methods in future studies will contribute to a more
profound understanding of the topic. Furthermore, the research could be replicated in different
destinations to examine potential variations across those locations.
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Rehber Mizahinin Turist Katilimi, Hatirlanabilir Turizm Deneyimi ve Algillanan Deger
Uzerine Etkisi

Giris

Rehberli turlara katilmak giiniimiizde yogun ilgi goren gezi tercihlerindendir. Arastirmalar
seyahat edenlerin %70’inin rehberli turlara rezervasyon yapmak istedigini gdostermistir (Anonim,
2024). Diinyanin dort bir yanindan gelen ziyaretcilerin taleplerini karsilamak i¢in rehberli turlar cok
yonlii olarak duruma gore tasarlanip siirekli gelistirilir (Zillinger, vd., 2012). Rehberli turlar
stirdiiriilebilir turizme katkida bulunur (Pereira & Mykletun, 2012), hikaye anlaticilig ile kiiltiir ve
tarihe iliskin egitimsel yonii vardir (Stach & Ziindorf, 2022), grup dinamigi saglayarak deneyimi
birlikte olusturma imké&m saglar (Larsen & Meged, 2013) ve katiimcilarin unutulmaz turizm
deneyimi yasamalarina katkida bulunur (Hurombe vd., 2025).

Rehberli turlarda turistlerin yasadiklar1 deneyimleri en ¢ok etkileyen faktorlerden bir tanesi
tur rehberleridir. Turizm sektoriinde 6n saflarda yer alan turist rehberleri bir destinasyondaki turist
deneyiminin sekillendirilmesinde 6nemli roller iistlenmektedir (Huang 2010). Bir destinasyonda
rehber performansi tur memnuniyetini olumlu yonde etkilemektedir (Chang, 2012; Kuo vd., 2018).
Yapilan calismalarda turist rehberlerinin mesleklerini icra ederken gostermis olduklari performansin
cesitli degiskenlere olan etkisi incelenmistir. Turist rehberi, davranigsal niyetleri etkilemektedir.
Rehber performansi turist sadakatini ve tekrar ziyaret niyetini (Sytakier & Hanafiah, 2022),
destinasyon bagliligin1 (Nguyen, 2019), tavsiye etme niyetini (Nguyen, 2019) ve turistin giivenini
(Nguyen, 2019; Chang, 2012) olumlu yo6nde etkilemektedir. Buradan hareketle rehberli turlarin
basariya ulagsmasinda turist rehberlerinin kilit rol iistlendikleri soylenebilir.

Turist rehberlerinin mesleklerini icra ederken kullandiklari enstriimanlardan bir tanesi
mizahtir (Tsaur & Teng, 2017). Mizah giilme eylemini uyandiran durumlara uyum saglama
konusundaki insanin yetenegini yansitan biligsel bir olgudur (Fotini, 2014). Mizah kavrami sosyal,
biligsel, davranigsal, fiziksel ve duyussal boyutlar1 kapsayan son derece karmasik bir olgu olarak
kabul edilmektedir (Svebak vd., 2004, s.122). Rehberli tur talep edenlerin %31°i’u rehberin mizah
yeteneginin olmasi gerektigini ifade etmektedirler (GetYourGuide, 2024).

Literatiire bakildiginda mizahin ¢esitli degiskenler iizerinde olumlu etkisi oldugu
goriilmektedir. {1k olarak mizah hatirlanabilirligi artirmaktadir. Badlli & Dzulkifli (2013) bireylerin
mizahi igerikleri daha iyi hatirladiklarini géstermistir. Mizahin hafiza lizenindeki etkilerini inceleyen
Carslon (2011), mizahi igeriklerin mizahi olmayan igeriklere kiyasla daha iyi hatirlandigini
bildirmistir. Tkinci olarak mizah katilimi1 artirmaktadir. Mizah yanhs kullanildiginda negatif etkileri
olsa da disiplinler aras1 ¢aligmalar uygun kullaniminin katilimi ve kisiler arasi etkilesimi olumlu
yonde etkiledigini gostermistir (Chiew vd., 2019). Ugiincii olarak mizahin memnuniyet (Sahin, 2023)
iizerinde olumlu etkileri g6z onlinde bulunduruldugunda mizahin algilanan deger tizerine etki
edecegi ongoriisiinde bulunulabilir. Mevcut literatiir rehberli turlarda rehber performansi iizerinde
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odaklanmig olsa da rehber mizahi1 hakkinda ¢ok az sey bilinmektedir. Bu galisma rehber mizahinin
hatirlanabilir turizm deneyimi, turist katilimi ve algilanan deger iizerine etkisini aragtirarak
literatiirdeki bu bosluga bir katki sunmay1 amaglamaktadir.

Rehber Mizah

Tiirkge’ye Arapga’dan gegmis olan “Mizah” sdzciigii Arapga’da “miizah” olarak, Ingilizce
ve diger bat1 dillerinde ise “humour” olarak ile ifade edilmektedir (Zorkirisci, 2019). Giinliik hayatta
bireylerin sosyal iletisimlerinde siklikla kullandig1 mizah, siirekli ciddiyetten ziyade olaylarin ve
durumlarin eglenceli tarafin1 gérebilme yetenegi olarak tanimlanmaktadir (Kurki & Isola, 2001).
Mizahin bireylerin psikolojisi ve genel ruh hali {izerinde bircok olumlu etkisi bulunmaktadir (Kurki
& Isola, 2001). Yiiksek diizeyde bir mizah anlayisina sahip olan bireylerin, 6z saygilarinin daha
yiiksek oldugu belirtilmektedir (Mendiburo-Seguel vd., 2015). Bunun yani sira, neseli davraniglarin,
eglenceli ve esprili mizah bigimlerinin, 6znel iyi olusun ¢esitli boyutlariyla pozitif bir iligki gosterdigi
ifade edilmektedir (Heintz, 2017).

Toplumsal hayatin ayrilmaz bir pargasi olan mizah, Bireylerin hayata pozitif bir bakis agis1
gelistirmesi ve genel yasam kalitesi {izerinde dogrudan olumlu etkiler yaratmaktadir (Martin, 2001).
Martin (2019) psikolojik refahi artirmada 6nemli bir rol oynayan mizahin, bireylerin sosyal destek
mekanizmalarin1 giiglendirebilecegini ve dolayisiyla saglik ve yasam kalitesini olumlu yonde
etkileyebilecegini One sirmektedir. Mizah, sosyal iligkilerde belli bir denge saglayarak, ciddi
konusmalarin yol acabilecegi potansiyel gerginlikleri azaltarak sosyal etkilesimleri daha kolay hale
getirmektedir (Morreal, 1997). Mizah kisiler arasinda yakinlik hissi uyandirmakta begeniyi ortaya
¢ikarmakta ve bagliligi tesvik etmektedir (Chiew vd., 2019).

Sosyo-kiiltiirel bir faaliyet olan ve genel olarak insan iligkilerine dayanan turizm olgusunun,
en Onemli parcasi turistlerdir. Turlarda giin boyunca turistlere eslik eden ve turistlerin katildiklart
turdan memnuniyetle donmesinde en etkili olan kisiler ise turist rehberleridir (Dumanlh & Koéroglu,
2018). Turist rehberlerinin, turistlerle iletisimde olduklar1 ve bilgi paylasimi yaptiklari siire zarfinda,
pozitif enerjili ve neselendirici bir iletigim tarzi benimsemeleri, anlatimlarinda mizahi kullanmalar
turistlerin gruba uyum saglamasini kolaylastirmaktadir (Giizel & Koéroglu, 2014). Rehberlerin tur
esnasinda turistlerle olan iletisiminde mizahi bir yaklasim benimsemeleri olduk¢a Onemlidir.
Rehberlerin anlatimlarinda tekdiize bir anlatim yerine mizahi bir dil kullanmas1 anlatimlarin daha
ilgi cekici olmasimi, akilda kalici ve eglenceli olmasini saglayabilmektedir. Dolayisiyla turist
rehberlerin anlatimlarinda mizaha yer vermesi, tur katilimeilarinin turdan memnun dénmelerinde
onemli bir etken olarak goriilmektedir (Dumanli & Koéroglu, 2018).

Mizahi dil ve ifadeleri dogru kullanma derecesi olarak tanimlanan tur rehberi mizahi, tur
rehberlerinin turist grubundaki turistlerle iletisimlerinde 6nemli bir etkendir (Li vd., 2022). Ozbek &
Iskender (2021), arastirmalarinda rehberlerin anlatimlarinda eglenceli, 6lciilii ve dengeli bir mizah
tarzi benimsemelerinin turist memnuniyeti saglanmasi i¢in gerekli oldugunu belirtmektedir. Zhang
& Pearce (2016) mizahin eglence, sosyal etkilesimi giiclendirme ve memnuniyeti artirma islevlerinin
yani sira, turistleri kontrol etme, gézetim tur katilimcilarina talimat verme ve turist davranislarini
kontrol etme gibi iglevleri bulunmaktadir.

Tur rehberlerinin mizahi bir dil kullanmasinin olumlu etkileri oldugu gibi olumsuz etkileri
de olabilmektedir. Genellikle insanlar1 eglendiren, giildiiren, negatif enerjileri yok eden, gergin
insanlar1 veya ortamlari yumusatan mizah, yanlis yerde, yanlis zamanda veya 0Olgiisiiz bir sekilde
kullanildiginda tam tersi sonuglar dogurabilir. Bu nedenle mizah yapilirken, igerigine dikkat
edilmeli, zamanlamas1 dogru yapilmali ve kars1 tarafta nasil algilanacagina ¢ok dikkat edilmelidir.
Ornegin kars1 tarafi asagilayici, alayci, rencide edici veya asir1 cinsellik iceren mizah igeriklerinden
kaginilmalidir (Aydin, 2005, s.45). Bu tarz mizah igerikleri turistleri giicendirebilir, negatif bir ortam
olusmasina sebep olabilir. Mizah algisi1 bireylerin ge¢cmis deneyimlerine, kiiltiirel degerlerine ve ruh
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hallerine bagl oldugundan (El Refaie, 2011; Vuorela, 2005), rehberler anlatimlarinda mizahi bir dil
kullanirken turistlerin kiiltiirel degerlerine saygili olmasi, diizeyli ve dengeli bir mizah tarzi
benimsemesi gerekmektedir.

Rehber mizahi ile ilgili literatiir incelendiginde, rehber mizahimmin turist katilim,
hatirlanabilir turizm deneyimi ve algilanan deger iizerinde olumlu etkisi oldugu goriilmektedir. Pabel
& Pearce (2018) turist rehberlerinin anlatimlarinda mizahi kullanmalarmin turistlerin olumlu ve
hatirlanabilir deneyimler yasamalarina katkida bulundugunu ifade etmektedir. Keskin Pulluk & Sop
(2024), turist rehberlerinin 6l¢iilii olmak kaydiyla anlatimlarinda mizahi bir dil kullanmalarmin
rehber- turist arasindaki sosyal etkilesimi olumlu etkileyecegini ve turist katilimini arttiracagini
vurgulamaktadir. Sultana vd. (2019), mizahin, akilda tutmay1 ve katilimi artirdigini belirtmektedir.
Fehrest vd. (2025) tarafindan Iran'da ¢ocuklar icin diizenlenen turlara katilan 9-12 yas araligindaki
cocuklar iizerine yapilan arastirmada, mizahin yalmizca bir eglence araci olmadigi, merak
uyandirarak c¢ocuklar1 soru sormaya, yorumlayici igerikle etkilesime girmeye ve tartismalara
katilmaya motive ettigi ve turist katilimini artirmaya anlamli bir sekilde katkida bulundugu ortaya
konulmustur. Irigiiler & Giiler (2016)’e gore, turist rehberlerinin anlatimlarinda mizaha yer vermesi,
tur grubunda sosyal bir bag kurulmasina, atmosferin canlanmasina, turun daha ilgi c¢ekici hale
gelmesine, deneyimin zenginlesmesi ve hatirlanabilir olmasina katki saglamaktadir. Benzer sekilde
Kara vd. (2024), rehber mizahinin, rehber-turist arasinda olumlu etkilesimler olusturmasi, deneyimi
gelistirip zenginlestirmesi ve hatirlanabilir bir turizm deneyimi olusturulmasi agisindan ¢ok yonlii
avantajlar sundugunu vurgulamaktadir. Bu bilgiler 1s181inda asagidaki hipotezler gelistirilmistir;

H1: Rehberli turlarda rehber mizahi turist katilimini olumlu yonde etkilemektedir.

H2: Rehberli turlarda rehber mizahi hatirlanabilir turizm deneyimini olumlu ydnde
etkilemektedir.

Turist Katilimi

Turist rehberlerin anlatimlarini mizah ile renklendirmesi tur katilimcilari ve tur rehberi
arasinda olumlu bir iletisim ve etkilesim olusmasini saglamaktadir (Keskin Pulluk & Sop, 2024).
Turist-rehber etkilesimi turistlerin deneyimini sekillendiren 6nemli bir faktor oldugundan (Giler ve
Cakic1 2020), turist rehberinin mizahi yaklasimi tur sirasinda sicak bir atmosfer olusmasini,
turistlerin rehbere soru sorarak ya da rehberin yaptigi espiriye karsilik vererek aktif katilim
saglamalarini ve iletisimin daha interaktif olmasini saglayabilmektedir.

Turist katilimi, “turistlerin bilgi saglama/paylagma, Onerilerde bulunma ve karar alma
siireglerine katilma derecesini’ yansitir (Armbrecht & Andersson, 2020). Baska bir ifadeyle turist
katilimu, turistlerin bilgi ve becerilerini kullanarak hizmet siirecine katilim ¢abasinin derecesi olarak
kabul edilmektedir. Katilim, bir uyaricit veya durumun uyandirdig1 bir iiriin veya faaliyete yonelik
“gbzlemlenemeyen bir motivasyon, heyecan veya ilgi durumu” olarak da tanimlanmaktadir (Havitz
& Dimanche, 1997). Pine & Gilmore (1999), katilim aktif katilim ve pasif katilim olarak ikiye
ayirmaktadir. Aktif katilim kisilerin etkinlige, duruma veya olaya dogrudan katilimda bulunarak,
deneyime kisisel etkide bulunmasidir. Pasif katilim ise kisilerin etkinlige olaya ya da duruma
dogrudan katilmadigi seyirci kaldig1 ya da gozlemci olarak dahil oldugu katilim seklidir pasif
katilimeilar deneyime kisisel etki sagmamaktadir.

Turizm sektoriinde turist katilimi son derece dnemlidir; ¢iinkil turizm, hizmet deneyiminin
temel alindigi bir hizmet sektoriidiir (Gupta vd., 2023). Turizm literatiiriinde, turistlerin hizmet
stirecine dahil olduklar1 ve katilimlar1 yoluyla turizm hizmet saglayicilaniyla birlikte deger
yarattiklar1 savunulmaktadir (Hsieh vd., 2018). Bu nedenle, turist katilimi1 turizm hizmet siirecinde
¢ok 6nemli bir bilesen haline gelmektedir (Zatori vd., 2018). Dong vd., (2015), turist katiliminin
dogas1 geregi 6znel oldugunu ve turist katiliminin turist memnuniyeti i¢in hayati onem tasidigini
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vurgulamaktadir. Chan vd., (2010), katilimin turist memnuniyeti iizerinde énemli bir etkiye sahip
oldugunu 6ne siirmektedir. Katilimin, turistlerde mutluluk ve aidiyet duygusuna yol agtigini (Xie vd.,
2020), turistlerin memnuniyeti ve refahi {izerinde 6nemli bir etkiye sahip oldugunu gosteren ampirik
¢aligsmalar mevcuttur (Khan vd., 2020).

Turist katilimu ile ilgili literatiir incelendiginde, turist katiliminin, hatirlanabilir turizm
deneyimi ve algilanan deger lizerinde olumlu etkisi oldugunu gosteren ¢alismalar bulunmaktadir.
Ornegin Keskin Pulluk & Sop (2024), rehberli turlarda turistlerin rehberin anlatimlarina siklikla soru
sorarak ya da yorum yaparak aktif katilim sagladigini ve bu aktif katilimlarin rehber-turist
etkilesimini derinlestirdigini belirtmektedir. Loncari¢ vd. (2018), turizm deneyiminin yaratilmasi
stirecine aktif olarak katilim saglayan bireylerin yasadiklar1 deneyimin daha akilda kalici oldugunu
savunmaktadir. Prebensen & Foss (2011)'un ¢aligmalarinda deneyimlere aktif katilim saglanmasinin,
tiikketiciler acisindan daha unutulmaz ve anlam yiiklii bir deneyimle sonuglanabilecegi One
stiriilmektedir. Aksoy & Hatipoglu (2021) tarafindan yapilan ¢alismada turistlerin hizmet siirecine
katilimlar1, algiladiklar1 degeri olumlu yonde etkiledigi ortaya konulmustur. Prebensen & Foss
(2011)'un ¢aligmalarinda, etkinliklerde yer almalar1 ve aktif katilimda bulunmalarinin kaliteli
deneyimler sagladigini ve bu siirecte katilimcilar i¢in algilanan degerin arttigini ortaya koymaktadir.
Bu bilgilere dayanarak asagidaki hipotezler gelistirilmistir;

H3: Rehberli turlarda turist katilimi hatirlanabilir turizm deneyimini olumlu yoénde
etkilemektedir.

H4: Rehberli turlarda turist katilimi algilanan degeri olumlu yonde etkilemektedir.
Hatirlanabilir Turist Deneyimi

Giiniimiizde turistler tatil siirecinde pasif gbzlemci roliinde kalmak yerine olaylara dogrudan
dahil olmay1 tercih etmektedir. Ciinkii turizm deneyimleri, bireylerin deneyime dayali durum veya
olaylara katilimi ile birlikte sekillenmektedir. Bu nedenle aktiviteye dahil olmak, yani “katilim” turist
deneyiminin kalici hale gelmesi ve hatirlanabilir olmasi agisindan oldukg¢a dnemlidir (Kim, 2014).

Turizm hareketlerine katilan kisiler turistik iiriin ve hizmet satin alirken bununla birlikte bir
deneyim satin almaktadirlar (Sercek & Ozaltas Sercek, 2016). Turistlerin genel olarak
seyahatlerinden beklentileri, uzun siire akillarinda kalacak, tatmin edecek ve hatirlanabilir
deneyimler yasamaktir (Demir, 2018). Deneyim "dogrudan gézlem veya katilim yoluyla bilgiden
etkilenme veya bilgi edinme olgusu/durumu" olarak tanimlanmaktadir (Walls, 2009, s.17).
Hatirlanabilir turizm deneyimi ise, seyahat eden bireylerin turistik bir hizmet satin aldiktan sonra o
hizmete dair zihinlerinde yer edinen olumlu deneyimler olarak tanimlanmaktadir (Kim vd., 2012).

Turistler, hizmet alim siiresince ¢esitli hizmet saglayicilar ile sosyal etkilesim halinde
olmaktadir. Turizm sektoriindeki hizmet saglayicilardan biri olan turist rehberleri (Giiler & Cakici,
2020) ile yapilan turlarin popiilerligi giderek artmaktadir (Bowie & Chang, 2005). Rehberli turlar
yeni bir yeri tanimanin ve farkli bir deneyim yasamanin giivenli bir yoludur (Zillinger vd., 2012).
Turist rehberleri mesleki donanimlar1 ve gesitli yetenekleri sayesinde bir yolculugu siradan bir turdan
ziyade turistler i¢in kapsamli bir deneyime doniistiirebilir (Ap & Wong, 2001; Keskin Pulluk & Sop,
2024). Turist rehberlerinin hatirlanabilir turizm deneyimi olusturmalarindaki sorumlulugu rolii
olduk¢a oOnemlidir (Altirk vd., 2025; Mathisen, 2012). Ciinkii tur rehberlerinin tur siiresince
sergiledikleri performans turistlerde hatirlanabilir bir deneyim olusturma potansiyeline sahiptir
(Koroglu, 2014).

Mabharaniputri vd., (2021) hatirlanabilir turizm deneyiminin, algilanan deger {izerinde 6nemli
bir etkiye sahip oldugunu 6ne siirmiistiir. Literatiirde hatirlanabilir turizm deneyimlerinin algilanan
deger iizerinde etkisi oldugu tespit edilen ¢alismalar mevcuttur. Ornegin; Brochado vd., (2022)
tarafindan yapilan ¢aligmada, hatirlanabilir turizm deneyimlerinin, algilanan deger iizerinde olumlu
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bir etkisinin oldugu ortaya konulmustur. Song vd., (2015) tarafindan yapilan ¢aligmada turizm
deneyiminin algilanan degeri etkilendigi ortaya konulmustur. Benzer sekilde Pujiastuti vd., (2022)
tarafindan calismada hatirlanabilir turizm deneyiminin algilanan deger {izerinde 6nemli bir etkiye
sahip oldugu ortaya ¢ikmistir. Bu kapsamda agagidaki hipotez olusturulmustur;

HS: Rehberli turlarda hatirlanabilir turizm deneyimi algilanan degeri olumlu ydnde
etkilemektedir.

Algilanan Deger

Bireylerin tatillerinden elde etmeyi umdugu nihai deneyimler olarak tanimlanan
hatirlanabilir turizm deneyimleri (Tung & Ritchie (2011), ile deneyimler sonucunda olusan ve
davraniglarin sekillenmesinde 6nemli bir rol oynayan algilanan deger arasinda 6nemli bir iliski
bulunmaktadir (Keskin vd., 2022). Turistlerin bir hizmeti satin alma davranisindan 6nceki bilgileri
ve satin alma davranigindan sonra olusan hatirlanabilir deneyimleri algilanan deger iizerinde etkili
olan en 6nemli faktorlerdir (Yilankiran, 2019; Sariyer, 2008).

Deger kavrami, hedeflenen kitleye yonelik olarak sunulan hizmetlerin fiyati ve kalitesinin
birbirleri ile uyumlu bir sekilde bir araya getirilmesi sonucunda ortaya g¢ikan bir durum olarak
aciklanmaktadir (Kotler, 2017). Algilama kavramui ise bireylerin ¢esitli uyaricilardan duyu organlari
araciligiyla elde ettikleri bilgileri yorumlanma durumu olarak agiklanmaktadir (Solomon vd., 2016).
Psikolojik bir faktdr olan algilama, bireylerin diinyay1 anlamlandirmak amaciyla bilgi toplama, analiz
etme ve yorumlama siireci olarak tanimlanmaktadir (Kotler & Armstrong, 2004).

Algilanan deger kavrami “alinan ve verilenlerin algilanmasina dayali olarak bir iiriin ya da
hizmetin faydasina yonelik miisterinin genel degerlendirmesi” olarak tanimlanmaktadir (Zeithaml
1988). Spreng vd. (1993)’ne gore algilanan deger, bir iirlin veya hizmetin satin alinmasi ve
kullanilmasi esnasinda elde edilmesi umulan faydalar ve katlanilan fedakarliklar ile ilgili
beklentilerin toplamidir. Algilanan deger kisiden kisiye farklilik gosterebilen 6znel bir olusum olarak
kabul edilmektedir (Parasuraman, 1997), Konuk (2008), algilanan degerin ¢ok yonlii bir kavram
oldugunu, algilanan degerin olusmasinda fiyat ve kalite ile birlikte, duygusal ve sosyal yapilarin da
etkili oldugunu belirtmektedir. Algilanan deger, bir yandan, miisterinin elde ettigi faydalardan
(ekonomik, sosyal ve iligkisel) ve diger yandan yaptig1 fedakarliklardan (fiyat, zaman, emek, risk ve
kolaylik) olusan iki bdliimden olusan bir yap1 olarak anlagilmaktadir (Sanchez vd., 2006). Turizm
sektoriinde algilanan deger, turistlerin turistik bir {iriin veya hizmetin sagladig1 faydaya iliskin
goriisleri dogrultusunda yapilan genel degerlendirme olarak ifade edilmektedir (Prebensen vd.,
2013). Deneyim sonrasi deneyimleri ve davraniglari anlamada 6nemli bir role sahip olan algilanan
deger (Al-Sabbahy vd., 2004), destinasyonu ziyaret eden turistlerin aradig bir faydadir (Pujiastuti
vd., 2022). Tu vd., (2020) turist rehberi mizahinin turist grubu ve rehber arasinda kuvvetli bir iletisim
saglayarak turist katilimini tesvik edebilecegini, turistlerin tura dair algiladiklar1 degeri
gelistirebilecegini ve turistlerde olumlu davranmigsal niyetler olusmasina neden olabilecegini
vurgulamaktadir. Bu kapsamda asagidaki hipotezler olusturulmustur;

H6: Rehberli turlarda rehber mizahi algilanan degeri olumlu yonde etkilemektedir.

H7: Rehberli turlarda rehber mizahi ile algilanan deger iliskisinde turist katlimi arac1 etkiye
sahiptir.

H8: Rehberli turlarda rehber mizahi ile algilanan deger iligkisinde hatirlanabilir turizm
deneyimi araci etkiye sahiptir.

Yontem

Arastirmanin amaci rehber mizahi, turist katilimi, hatirlanabilir turizm deneyimi ve algilanan
deger arasindaki iligkilerin ortaya ¢ikarilmasidir. Bu amag¢ dogrultusunda Sekil 1’deki teorik model
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Onerilmistir. Degiskenler arasindaki iliskilerin ortaya ¢ikarilmasi amaciyla genel tarama
modellerinden biri olan iliskisel tarama modeli tercih edilmistir. Iliskisel tarama arastirma modeli
“lki ve daha ¢ok sayidaki degisken arasinda birlikte degisimin varligini ve/veya derecesini
belirlemeyi amaglayan arastirma modelidir” (Karasar, 2018, s.114). Arastirmada nicel yontem
benimsenmis ve veriler anket yontemi ile toplanmistir. “Anket cevaplayicilarin sinirlt alternatifler
icerisinden se¢im yaparak yanitlarin1 kaydettikleri, dnceden hazirlanmis yazili bir soru seti” olarak
tanimlanmaktadir (Sekaran & Bougie, 2016, s.142).

Arastirmada kullanilan oOlgekler literatiirden almmistir. Katilimcilarin rehber mizahina
yonelik goriislerinin Slciilmesi i¢in Tsaur ve Teng (2017)’in ¢alismasindan faydalanilmistir. Olgek
dort maddeden olusmakta olup CR degeri 0,837°dir. Turist katilimi 6lcegi Crespi-Valllbona
(2020)’nin yapmis oldugu caligmadan alinmistir. Turist katilimi Slgegi 6 madde ve 1 faktorden
olugmakta ve Ol¢egin Crohbach alfa degeri 0,934 olarak hesaplanmistir. Hatirlanabilir turizm
deneyimi 6l¢cegi 5 ifade ve bir boyuttan olusmaktadir (0=0,915; Kim 2018). Algilanan deger dlcegi
Ryu (2008)’den alinmis olup 3 madde ve bir faktérden olusmaktadir (0=0,901). Arastirmada
kullanilan olceklerin hepsi 5°li Likert derecelendirmesine gore diizenlenmistir (5 Kesinlikle
katiliyorum ... 1 Kesinlikle katilmiyorum).

Rehber Algilanan

Hatirlanabilir
turizm
deneyimi

H8

Sekil 1. Arastirma Modeli

Arastirmanin  ¢alisma evrenini yurtiginde rehberli turlara katilan yerli turistler
olugturmaktadir. Yurticindeki rehberli tura katilan yerli turist sayis1 hakkinda giivenilir bilgi
kaynagma ulasilmadigi i¢in Ornekleme yoluna gidilerek kolayda ornekleme ydntemi tercih
edilmigtir. Bu ornekleme yontemi “Bir bolge s6z konusu degilse, yakin ¢evrede bulunan ve
ulasilmasi kolay, elde mevcut ve arastirmaya katilmak isteyen ;(goniillii) bireyler {izerinde yapilan
orneklemedir” (Erkus, 2019, s.145). Son 5 yil igerisinde rehberli bir tura katilmis 18 yas iistii
bireylerden elden veya cevrimici olarak toplanmistir. Orneklem sayis1 belirlenirken ankette yer alan
her ifade i¢in 10 anketin yeterli olacagi kriteri benimsenmistir (Sekaran & Bougie, 2016). Ankette
yer alan dlgeklerde toplam 18 ifade oldlugu i¢in 180 anketin yeterli olacagi sdylenebilir. Gelistirilen
anket formu demografik sorular, seyahat aliskanliklari, rehber mizahi, hatirlanabilir turizm deneyimi,
algilnan deger ve turist katlimi1 olmak iizere 6 boliimden olugsmaktadir. Calismada veri toplama igin
gerekli olan etik kurul izni Mardin Artuklu Universitesi Bilimsel Arastirma ve Yayin Etik Kurulunun
21.03.2025 tarihli toplantisinin 4 nolu oturumunda 3 nolu karar numarasiyla alinmstir.
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Verilerin Analizi

Arastirmada elde edilen 399 anket verisi analize tabi tutulmadan 6nce kayip deger atamasi
yapilmis ve asir1 u¢ degere sahip 3 anket veri setinden ¢ikarilmistir. Daha sonra veri setindeki anket
sayis1t 200’den fazla oldugu i¢in verilerin normal dagilim varsayimina uyup uymadigim belirlemek
icin carpiklik ve basiklik degerleri hesaplanmistir. Carpiklik degerlerinin-1,926/,803 ve basiklik
degerlerinin -,469/3,733 araliginda yer aldig1 ortaya konmustur. Literatiirde ¢arpiklik degerlerinin
+3 araliginda ve basiklik degerlerinin +£7 aralifinda olmasindan dolay1 normal dagilim varsayimi
karsilanmstir (Ozgener & Ugurlu, 2024). Veriler anketle elde edildigi icin ortak yontem yanlilig
sorunu olabilir. Bu sorunun olup olmadigini saptamak i¢in Harman’in tek faktor testi kullanilmastir.
Analiz sonuglarina gore anketteki tiim ifadeler tek bir faktoér olarak kabul edildiginde bu faktor
varyansin %40.02’sini agiklamaktadir. Bu deger, esik deger olan %50°den diisiik oldugundan ortak
yontem yanliligi sorunu bulunmamaktadir (Podsakoff vd., 2003). Verileri analiz ederken Once
Dogrulayict Faktor Analizi (DFA) yardimiyla modeldeki degiskenlerin giivenilirligi ve gecerligini
test etmek icin bir 6l¢iim modeli tasarlanmistir. Daha sonra bu 6l¢iim modelinin bulgular dikkate
almarak arastirma hipotezlerini test etmek i¢in Coklu Aracinin oldugu Yapisal Esitlik Modellemesi
(YEM) kullanilmustir.

Bulgular

Caligmanin bu boliimiinde elde edilen verilere uygulanan analiz sonuglarina yer verilmistir.
Aragtirmaya katilanlarin biiyiik bir ¢ogunlugunu (%73) kadinlar olusturmaktadir. Katilimcilarin
medeni durumlari incelendiginde %52,5’inin evli, %47,5’inin ise bekar oldugu goriilmektedir. En
fazla yas araligi %32,6’lik bir oranla 25-34 iken, bu yas araligini %25,3’1ik bir oranla 35-44 yas
takip etmektedir. 16 kisinin (%4) 65 yas ve iistii oldugu arastirmada katilimcilarin yarisindan fazlasi
(%57,4) 25-44 yas araligindadir. Katilimcilarin %44,4°1 lisans egitim seviyesine sahiptir. En diistik
egitim seviyesine sahip olan katilimcilarin orani %1,5 ile ilkokul mezuniyetine sahip katilimcilardir.
Tura aile ve arkadaslariyla katilanlarin orani toplamda %87,6 iken, yalniz katilanlarin orani oldukga
diistiktlir (%10,4). Tur siiresi ile ilgili bulgular incelendiginde 3-4 giinliik tura katilanlarn orani
%53,8°dir. 7 glin ve tizeri siireli turlara katilanlarin oran1 ise %3,8 oraniyla en diisiiktiir. Son olarak
katilimcilarin %38,9’u rehberli turlara 1-2 kez katildiklarini belirtmislerdir. 3-4 kez rehberli turlara
katilanlarin oranm1 %31,3tlir. Rehberli turlara 5 kez ve {izeri katilanlarin orani ise %29,8°dir.

Tablo 1: Demografik Degiskenlere iliskin Bulgular

Demografik Degiskenler Deger n Yiizde

(%)
Cinsiyet Kadin 289 73,0
Erkek 107 27,0

Medeni Durum Evli 208 52,5
Bekar 188 47,5

Yas 24 ve asagisi 52 13,1
25-34 129 32,6

35-44 100 25,3
45-54 57 14,4

55-64 42 10,6

65 ve lizeri 16 4,0

Egitim Durumu Ilkokul 6 1,5
Ortaokul 11 2.8

Lise 84 21,2

On Lisans 59 14,9
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Lisans 176 44.4
Yiksek 60 15,2
Lisans/Doktora
Tura Kiminle Katildiniz? Yalniz 41 10,4
Aile 161 40,7
Arkadaglar 186 46,9
Diger 8 2,0
Tur Siiresi 1-2 giin 124 31,3
3-4 giin 213 53,8
5-6 gilin 44 11,1
7 giin ve lizeri 15 3,8
Rehberli Turlara Katilim 1-2 kez 154 38,9
Sayis1
3-4 kez 124 31,3
5-6 kez 56 14,1
7 kez ve lizeri 62 15,7

Olciim Modeli Gelistirilmesi

321

Bu calismada hipotezlerin test edilmesi icin Anderson ve Gerbing (1988) iki asamali
yaklagimi benimsenmistir. Birinci agamada arastirmanin hipotezlerinin test edilmesi Oncelikle
verilerin toplandig1 dlgeklerin giivenilirlik ve gecerlikleri i¢cin DFA yardimiyla bir 6l¢iim modeli
gelistirilmistir. Baslangic asamasinda 6l¢iim modelinin modeli uyum 1iyiligi degerlerinin tiimii
milkemmel diizey degildir (xz/sd=3,076; GFI= ,897; AGFI=,863; IFI: ,950; TLI= ,940; CFI=,949;
SRMR=0,0387; RMSEA= 0,072). ikinci asamada faktor yiiklerinin tiimii 0,50 tizerinde oldugundan
rehber mizah1 6lgegin RM3 ve RM4 ifadelerine ait e3 ile e4 hata terimleri arasinda kovaryans
olusturularak uyum iyiligi degerleri miikkemmel diizeyde olan Tablo 2’deki 6lgiim modeli elde

edilmistir (Hu ve Bentler, 1999; Ulu ve Ozgener, 2023).

Tablo 2. Dogrulayici Faktor Analizi (DFA) Sonuglari
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. Dis t
Ifadeler Faktor Degeri*
Yiikii (A)
Rehber Mizahi
RM1_1 Tur rehberi, tura katilanlar ile etkilesim kurmak veya bir seyler paylasmak igin 390 "
firsatlar yarat1. ’
RM2_1 Tur rehberi, grup i¢in rahat ve neseli bir atmosfer yaratt. ,865 18,794
RM3_1 Tur rehberi, 6zel konular ya da olaylarla ilgili sohbetler baglatt1. ,569 11,725
RM4 _1 Tur rehberi, tura katilanlarla sohbeti daha ilging hale getirmek i¢in kelime
,596 12,414
oyunlar1 yapti.
Turist Katihm

TK1_1 Tur rehberi, anlatim sirasinda turistlerle iyi bir etkilesim kurdu. ,851 *
TK2_2 Tur rehberinin anlatimindaki tavir katilimi tesvik ediyordu. ,924 25,666
TK3_3 Tur rehberi anlatimyla istekli ve dzenliydi. 910 24,922
TK4 1 Tur rehberi ile rahat bir sekilde etkilesim kurdum. ,869 22,864
TKS_1 Turdaki diger katilimcilarla uyumlu bir iligkim vardi. ,766 18,498
TK6_1 Tur rehberi etkilesime girmem i¢in beni tesvik etti. ‘ ,710 16,497

Hatirlanabilir Turizm Deneyimi
HTD1_1 Turizm deneyiminden gercekten keyif aldim. ,894 *
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HTD2_1 Bu turizm deneyimi sayesinde yeniden canlandim. ,870 24,277
HTD3_1 Bu turizm deneyiminden kendim hakkinda bir seyler 6grendim. ,740 18,124
HTD4_1 Gittigim bolgenin yerel kiiltiirliinii yakindan deneyimleme sansim oldu. ,814 21,357
HTDS5_1 Bu turizm deneyiminde yeni bir sey deneyimledim (6rnegin, yemek, etkinlik,

Vb)) 817 21,480

Algilanan Deger

AD1_1 Rehberlik hizmeti fiyatina gore iyi bir deger katt1. ,876 *
AD2_1 Rehberlik hizmetinin degeri genel itibariyle yiiksekti. ,799 19,882
AD3_1 Rehberlik hizmeti parasina degdi. 925 24,262

*]’¢ sabitlenmis oldugu anlaminda gelir. Ol¢iim Modeli Uyum lyiligi indeksleri: y2/sd=2,530; GFI=,915; AGFI=
,886; IFI: ,963; TLI=,956; CFI=,963; SRMR= 0,0334; RMSEA= 0,062.
Modelin Gecerlik Olgiileri

AOr. | st.Sp. | CR AVE | MSV %43;‘) gf;);l,l;ach RM | TK HTD AD
RM | 4,05 |,941 | 0827 | 0555 | 0238 | 088 | .837 0,745
TK 421 |.,925 | 0935 | 0709 | 0,131 | 0950 | 934 0.335 | o842
HTD | 429 | ,832 | 0916 | 0,687 | 0301 | 0925 | 915 0,488 11 0.360 1 829
AD 4,12 | 1,00 | 0902 | 0754 | 0301 | 0917 | 901 0480 1 0.361 1 g 54055 | 0,868

Korelasyonlarin Anlam Diizeyleri: * p < 0.050, ** p <0.010, *** p <0.001

HTMT Analizi Degerleri

RM

TK 0,299
HTD 0,483
AD 0,452

*HTMT Analizi i¢in bir uyar1 yoktur.
RM: Rehber Mizahi, TK: Turist Katilimi, HTD: Hatirlanabilir Turist Deneyimi, AD: Algilanan Deger

Tablo 2°de goriilebilecegi gibi 6l¢iim modelindeki dis faktor yiiklerini kullanarak Fornell ve
Larcker (1981) yaklasimiyla degiskenlerin bilesik yap1 giivenilirligi (BYG) ve ortalama agiklanan
varyansi (AVE) elde edilmistir. Faktor yiiklerinin 0,40’tan biiyiik olmasi kriteri benimsenmis (Pituch
ve Stevens, 2016) ve dort olgekteki tiim ifadelerin faktor yiikleri 0,569’un iizerinde oldugu
goriilmiistlir. BYG degerleri 0.827inin lizerindedir. AVE degerleri 0.555’in lizerinde yer almaktadir.
Bu {i¢ kosul yakinsak gegerliligin oldugu anlaminda gelmektedir (Hair vd., 2014). Ayrica dort
6lcegin Cronbach’s alpha katsayilarinin 0.837 ile 0.934 araliginda yer aldigi tespit edilmistir.
Nunnally (1978)’e gore tiim olgeklerin i¢ tutarlilik katsayilar1 0.70°1 astig1 i¢in 6lgeklerin giivenilir
oldugu soylenebilir. Tablo 2°de modelin gegerlik lgiileri kisminda ¢apraz seyreden koyu renkli AVE
degerlerinin karekokii, dort degisken arasindaki korelasyonlardan yiiksek oldugundan tiim 6lgekler
icin ayrt edici gecerlilik mevcuttur (Kline, 2020). Ayrica Maksimum paylasilan varyans (MSV)
degerleri AVE degerlerinden diisiik oldugundan (Ozgener & Ugurlu, 2024) ve HTMT analiz
degerleri en siki kosul olan .850°yi asmadigindan tiim 6l¢ekler i¢in ayirt edici gegerlilik saglanmigtir
(Henseler vd., 2015). Tiim 6l¢ekler i¢in hem yakinsak gecerlik hem de ayirt edici gecerligin varligi
yapi1 gecerliliginin varligina isaret etmektedir (Kline, 2020).

Hipotezlerin Test Edilmesi

Bu calismanin modelinde ileri siiriilen hipotezleri test etmek igin Yapisal Esitlik
Modellemesi kullanilmistir. Coklu araci degiskenin etkisinin test edildigi analiz sonuglar1 Tablo 3°te
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goriilmektedir. YEM modelinin dogrudan etkilerine dair bulgulara gore rehberli turlarda rehber
mizahi turist katilimini olumlu yonde etkilemektedir (B=, 335; p<.001). Bununla birlikte rehberli
turlarda hem rehber mizahi (B=,414; p<.001) hem de turist katilim1 hatirlanabilir turizm deneyimini
(B= ,221; p<.001) olumlu ydnde etkilemektedir. Rehber mizahimin turist katilimini tahmin giicii
diistik iken, rehber mizahi ve turist katiliminin hatirlanabilir turizm deneyimindeki varyansi agiklama
diizeyi yiiksektir. Bu bulgular H1, H2 ve H3 hipotezlerinin kabul edildigine isaret etmektedir.
Bulgular rehberli turlarda turist katilim1 (B=,143; p<.01), hatirlanabilir turizm deneyimi (= ,376;
p<.001) ve rehber mizahinin (B= ,249; p<.001) algilanan degeri olumlu yonde etkiledigi tespit
edilmistir. Bu ti¢ degisken algilanan degerdeki varyansin %37.7’sini agiklamaktadir. Bu bulgular
dikkate alindiginda H4, HS ve H6 hipotezleri desteklenmektedir.

Tablo 3. Hipotezlerin Test Edilmesi

Direkt Etkiler
Hipotezle fliskiler B SH- 1 ¢ degeri | R p SOCN U
Hl RM — TK 335 053 6,172 112 ,000 Kabul
H2 RM—> HTD | 414 048 7,596 ,000 Kabul
H3 TK —»HTD | 221 047 4334|281 ,000 Kabul
H4 TK —> AD 143 053 2,903 004 Kabul
H5 HTD—» AD 376 067 6,696 377 000 Kabul
H6 RM —> AD | 249 059 4,423 000 Kabul
Dolayh Etkiler (Aracilik Etkileri)
- Dolayh ULC SONU
iskiler Etki (B) S.H. | LLCI I p C
H7 RM —» TK—> AD ,050 016 | ,016 | ,120 | ,002 | Kabul
HS RM —» HTD —» AD ,163 085 | ,085 | 290 | ,000 | Kabul
YEM Uyum lyiligi indeksleri: y*/sd=2,530; GFI=,915; AGFI=,886; IFI: ,963; TLI=,956; CFI=,963;
SRMR-= 0,0334; RMSEA= 0,062.

Arastirma modelindeki dolayli etkiler incelendiginde ise oncelikle hem rehber mizahi iki
aract degisken (turist katilimi ve hatirlanabilir turizm deneyimi) ve algilanan degeri anlamli
etkilediginden hem de iki arac1 degisken algilanan degeri etkilediginden Baron ve Kenny (1986) nin
araci etkinin varligina dair ileri siirdiigii tiim kosullar mevcuttur. Tablo 3’te goriildiigii iizere rehber
mizahi ile algilanan deger iliskisinde hem turist katilim1 (B = ,050; %95 CI [,016 ile ,120]) hem de
hatirlanabilir turizm deneyimi ( =,163; %95 CI [,085 ile ,290]) araci etkiye sahiptir. Cilinkii dolayli
etkilerin LLCI ve ULCI smirlarinin sifir1 kapsamamasi ve bu etkilerin anlamli olmasi, araci etkiye
isaret etmektedir. Bu nedenle H7 ve H8 hipotezleri desteklenmektedir.

Sonug¢

Bu aragtirmada rehber mizahi, turist katilimi, hatirlanabilir turizm deneyimi ve algilanan
deger arasindaki iligkileri incelemek amaglanmigtir. Bu amag¢ dogrultusunda rehberli turlara katilan
turistlerden anket yontemi ile veri toplanmistir. Veri toplama siirecinde toplam 399 kisiye ulasiimis
ve kullanilabilir 396 anket lizerinden analizler gerceklestirilmistir. Demografik sorulara verilen
yanitlar incelendiginde rehberli turlara katilanlarin ¢gogunlugunun (%73) kadinlardan olustugu ve
yine biiylik bir cogunlugunun (%87,6) bu turlara aile ve arkadaslartyla katildig1 goriilmiistiir. Bu
sonucun yan1 sira katilimcilarm yarisindan fazlasiin (59,6) egitim diizeylerinin lisans ve lisansiistii
oldugu sonucuna ulagilmistir. Bu sonuglara gore egitim seviyesi yliksek kadinlarin rehberli turlari
daha ¢ok tercih ettikleri sOylenebilir. Arastirma kapsaminda gelistirilen hipotezlerin test edilmesi
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amaciyla Yapisal Esitlik Modellemesinden faydalanilmistir. Yapilan analizler sonucunda
aragtirmanin ilk hipotezi olan rehberli turlarda rehber mizahi turist katilimmi olumlu yonde
etkilemektedir ifadesi desteklenmistir. Bu sonu¢ Onceki calismalarla paralellik gostermektedir
(Keskin Pulluk & Sop, 2024; Sultana vd., 2019; Fehrest vd., 2024). Arastirmanin ikinci hipotezi
rehberli turlarda rehber mizahinin hatirlanabilir turizm deneyimini olumlu yonde etkilemesi olup, bu
hipotezin de desteklendigi goriilmektedir. Rehberlerin mizah yetenegi tura katilan misafirlerin elde
ettikleri deneyimlerin akilda kalmasina yardimci olur. Literatiirdeki cesitli calismalar da bu sonucu
desteklemektedir (Sultana vd., 2019; Irigiiler & Giiler, 2016; Kara vd.,2024).

Ucgiincii hipotez rehberli turlarda turist katilimmin hatirlanabilir turizm deneyimini olumlu
yonde etkilemesi yoniindedir. Yapilan analizler sonucunda bu hipotezin de desteklenerek
literatlirdeki diger caligmalarla (Keskin Pulluk & Sop, 2024; Loncari¢ vd., 2018; Prebensen & Foss,
2011) paralellik gosterdigi goriilmektedir. Dolayisiyla tura katilan misafirlerin rehberlerle etkilesim
icinde olmasinin kendilerinde unutulmaz deneyimler olusmasina katki sagladigina iligkin sonuglar
desteklenmistir. Arastirmanin dordiincii hipotezi olan rehberli turlarda turist katiliminin algilanan
degeri olumlu yonde etkilemesi ifadesi de kabul edilmistir. Bu sonug¢ da literatiirdeki benzer
calismalar1 desteklemektedir (Aksoy & Hatipoglu, 2021; Prebensen & Foss, 2011). Maharaniputri
vd. (2021) hatirlanabilir turizm deneyiminin algilanan deger iizerinde 6nemli bir etkiye sahip
oldugunu ifade etmislerdir. Besinci hipotez olan rehberli turlarda hatirlanabilir turizm deneyimi
algilanan degeri artirmaktadir ifadesinin kabul edilmis olmasi da bu ifadeyi desteklemektedir. Bu
hipotezin desteklemesi literatiir ile ortiismektedir (Brochado vd., 2022; Song vd., 2014; Pujiastuti
vd., 2022). Altinct hipotez rehberli turlarda rehber mizahinin algilanan degeri olumlu yonde
etkilemesi seklinde kurulmustu. Bu hipotez desteklenerek daha once Tu vd., (2019)’nin yaptigt
calisma ile benzerlik géstermektedir.

Calismada rehberli turlarda rehber mizahi ile algilanan deger iliskisinde turist katilimi (H7)
ve hatirlanabilir turizm deneyiminin (H8) araci etkisi de incelenmistir. Yapilan analiz sonuglarina
gore her iki hipotezin de desteklendigi sonucuna ulagilmigtir. Dolayistyla rehber mizahi ve algilanan
deger arasindaki iliskide tur siiresince turistlerin rehber ile etkilesimde bulunmalar ve tur ile ilgili
elde ettikleri unutulmaz deneyimlerin dolayl bir etkisi oldugu soylenebilir.

Bu sonuglar dogrultusunda turist rehberligi miifredatlari ya da hizmet i¢i egitimlerde “mizah”
ile ilgili derslerin ve egitimlerin eklenmesi Onerilebilir. Bunun yani sira 6zellikle yaratici anlatim
teknikleri hem teorik hem pratik olarak ele alinabilir. Turist rehberlerinin kendi turlarinda mizahi
anlatim kullanmalar1 destinasyon imajina katki saglayabilir. Tur sonunda acenteler misafirlerden
topladiklart geri bildirim formlarina mizahin memnuniyet {izerine etkisini 6l¢ecek sorular ekleyerek
sistematik olarak bu etkiyi goézlemleyebilir. Turist katiliminin hem hatirlanabilir turizm deneyimi
hem de algilanan deger {izerindeki olumlu etkiye sahip olduguna yonelik bulgular g6z Oniine
alindiginda ise acentelerin tur programlarna destinasyon ile ilgili bazi yerel -etkinlikleri
eklemelerinin faydali olabilecegi diisiiniilmektedir. Bunlarin yan1 sira turist rehberleri i¢in mizah
kullanim rehberlerinin hazirlanmasi ya da diizenlenen turlarda yarigma ve kiigiik gdsteriler gibi bazi
aktivitelerin diizenlenmesinin de turlarin daha hatirlanabilir olmasina, turist katilim diizeylerini ve
algilanan degeri artirmaya katki saglayabilecektir.

Bu calisgmanin en 6nemli sinirliliklaridan bir tanesi yalnizca nicel arastirma yonteminin
kullanilmasidir. leride yapilacak olan calismalarda nitel yontemlerin kullanilmasi konunun daha
derinlemesine anlasilmasina katki saglayacaktir. Bunun yani sira arastirma farkli destinasyonlarda
tekrar edilerek destinasyonlar arasindaki fark incelenebilir.
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