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INTRODUCTION

The concept of marketing within the historical 
process has passed through different phases with 
different ideas and understandings; and also 
transformed the marketing strategies of businesses 
and behavior of consumers. On the era, the marketing 
understanding is focused on creating consumer values 
(Armstrong & Kotler, 2015: 19), and the consumers 
have started to search for experience instead of 
products that provide them functional benefits only 
(Hudson, 2008: 433). In other words, consumers 
are in pursuit of experiences that establish personal 
relations with them that give a sparkle for their 
feelings and that arouse curiosity (Schmitt, 2000: 17). 
In the global market of tourism where competition 
is big and ongoing; destinations have to differentiate 
their products and services create unforgettable 
experiences for their customers in order to meet the 
changing customer requests, to continue existing in 
the market and to benefit from competitive advantages. 
However, traditional tourism marketing approaches 
consider the destinations as a meta measured by the 
number of visitors (Buhalis, 2000: 98) and they utilize 
product-based marketing strategies instead of tourists 
(Williams, 2006: 483). Within this context, it can be 
said that experiential marketing that is focused on 
consumer experiences with an innovative approach has 
a great potential of applicability to experiential tourism 
goods and services and destinations that provide those 
integrative.

Experiential marketing is accepted as a strategic 
marketing approach in tourism and recreation 
literature. There are studies evaluating the relations 
between experiential marketing and post-consumption 
behavior separately in hotels (Lin, 2006), zoos (Tsaur, 
Chiu & Wang, 2007), coffee shops (Yuan & Wu, 2008), 
restaurants (Chou, 2009), museums (Dirsehan, 2011) 
and wetland parks (Wang, Chen, Fan & Lu, 2012). In 
other words today; hotels, restaurants, airlines and 
cruiser companies utilize experiential marketing in 
order to strengthen the connection between their 
brands and customers. However, no research has been 
found that deals with destination experience within the 
scope of strategic experiential marketing in the related 
literature. Therefore, considering that everything that 
tourists live at a destination constitute an experience 
(Oh, Fiore & Jeoung, 2007: 120) and that the end 
product in a touristic visit is the sum of all experiences 
(Goldsmith & Tsiotsou, 2012: 207); it cannot be said 
that these studies have fully discovered the experiential 
aspects of tourism event. 

A similar problem is observed in studies focused on 
the market for old aged people. Many researchers in 

tourism literature argue that the traditional marketing 
approach that considers the senior tourists with a 
stereotype and therefore it is inadequate to meet 
the needs and requests of this market and that the 
experiential marketing studies towards senior tourists 
should increase (Hudson, 2010; Major & Mcleay, 2013; 
Moal–Ulvoas & Taylor, 2014; Patterson & Pegg, 2009; 
Tung & Ritchie, 2011). However, there is no present 
study relating the senior tourist market with strategic 
experiential marketing. 

According to the deficiencies determined in the 
previous studies after the literature review and the 
suggestions; the goal of this study is to examine Istanbul 
as a touristic destination within the scope of strategic 
experiential marketing aspects, to determine the 
experiential marketing perceptions of senior tourists 
visiting Istanbul and to relate the experiential marketing 
modules with the post-experience behavior of this 
tourist market. The following section provides a brief 
review of the modules of experiential marketing, senior 
tourist market, experiential satisfaction and behavioral 
intentions to propose specific research hypotheses 
within the theoretical framework. Next, the proposed 
theoretical model is empirically tested using structural 
equation modeling (SEM) analysis. Finally, the 
theoretical findings as well as the limitations of the study 
and future directions for further research are discussed.

THEORETICAL FRAMEWORK 

Experiential Marketing and Tourism

One of the fundamental premises of consumer 
behavior is that people often buy products not for what 
they do, but for what they mean. This principle does not 
imply that a product’s primary function is unimportant, 
but rather that the roles products play and the meaning 
that they have in our lives go well beyond the tasks they 
perform (Solomon, 1999: 15). According to Schmitt 
(2000: 22); “consumers take functional features and 
benefits, product quality, and a positive brand image as 
given. What they want is products, communications, 
and marketing campaigns that dazzle their senses, 
touch their hearts and stimulate their minds. They 
want products, communications, and campaigns that 
they can incorporate into their lifestyles and deliver 
them an experience”. The experiential marketing 
approach argues that the consumers do not only 
purchase a product or service, but they also purchase 
an experience with it; and it aims to create exciting, 
joyful, emotional and unforgettable experiences for the 
consumers. In order to reach these goals, experiential 
marketing applications utilize the strategic experiential 
modules that consist of experiential modules named as 
sense, feel, think, act and relate. 
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Sense: The Sense module - or Sense marketing 
- appeals to the senses with the objective of creating 
sensory experiences, through sight sound, touch, taste 
and smell. Sense marketing may be used to differentiate 
companies and products, to motivate customers and to 
add value to products e.g., through aesthetic pleasure, 
excitement or beauty (Schmitt, 2000; 1999). Sensory 
module is a marketing strategy frequently used by 
tourism and hospitality industry due to its components. 
There are restaurants and hotels all over the world 
named as themed or conceptual and designed in a 
way to address the visual senses of the customers. In 
a similar way, sense of smell has great importance 
for tourism industry. In his study, Crouse (2010) has 
revealed that the hotels utilizing odors associated with 
hotel’s brand image and general ambiance are perceived 
as cleaner and more comfortable.

Feel: Feel marketing appeals to customers’ inner 
feelings and emotions, with the objective of creating 
affective experiences that range from mildly positive 
moods linked to a brand to strong emotions of joy and 
pride (Schmitt, 1999: 61). Feelings appear during the 
consumption in their strongest and the most intensive 
feelings are experienced in service industries such 
as travel and hospitality industry where face-to-face 
communication is intense (Schmitt, 2000: 128).  A 
drink treated during the check-in at hotel may cause 
a feeling of a warm welcome among the customers; 
so the hotel management may generate positive 
emotional experiences among the customers from the 
first moment on. 

Think: Think marketing appeals to the intellect 
with the objective of creating cognitive, problem-
solving experiences that engage customers creatively. 
Think appeals to target customers’ convergent and 
divergent thinking through surprise, intrigue and 
provocation (Schmitt, 1999: 61). When considering 
with the scope of tourism; the intellectual experience 
may be explained with the sense of curiosity among 
the tourists visiting an ancient city, buildings of ancient 
civilization or a palace/castle used in the past about 
how the people used to live back in time. Also, the 
Egyptian Pyramids and Mayan Temple, of which the 
architectural characteristics are still a mystery today, 
can be given as examples of touristic elements which 
surprise the tourists with a sense of curiosity. 

Act: Act marketing enriches customers’ lives by 
targeting their physical experiences, showing them 
alternative ways of doing things, alternative lifestyles 
and interactions (Schmitt, 1999: 62). Behavioral 
experience has its keyword as “act” and it aims the 
consumers to interact with other people and/or live a 
physical experience (Sheu, Su & Chu, 2009: 8488).  The 

tourists who participate in water sports, dart contests 
etc. in the hotels they stay are within this scope. 

Relate: Relate marketing contains aspects of Sense, 
Feel, Think and Act marketing. However, Relate 
marketing expands beyond the individual’s personal, 
private feelings, thus relating the individual to 
something outside his/her private state (Schmitt, 1999: 
62).  Relate implies a connection with other people, 
other social groups or a broader more abstract social 
entity such as a nation, society or culture (Schmitt, 
2000: 171). The relation established between a tourist 
and the local society and culture where he/she visits 
can be given as an example in relational marketing. 

Experiential Marketing and Destinations

With the traditional marketing approach, 
destinations are considered as a meta measured with 
the number of visitors only. This causes that the specific 
geographical, environmental and socio-cultural 
aspects of these destinations remain in the background 
(Buhalis, 2000: 97-98).  Destinations have to get out of 
the images such as sea-sand-sun or low prices and build 
empathy with their visitors. In other words, successful 
destination marketing needs to establish emotional 
ties with the lives of consumers. In this sense, the 
importance of experiential marketing for destination 
brand development is a new concept (Hannam, 2004: 
258-259). 

Experiential marketing has become an important 
keystone in marketing and it has a great potential due 
to its applicability in tourism marketing (Tsiotsou 
& Ratten, 2010: 540). Majority of economic values 
provided by tourism and travel industry are based 
on experience (Tsaur, et.al, 2007: 49). Tourism 
basically consists of experiences of tourists based on 
travelling, seeing, learning, entertainment and living.  
Therefore, everything that tourists live at a destination 
constitutes an experience (Oh et.al, 2007: 120). 
Tourists experience tangible consumption experiences 
such as accommodation and transportation, also 
intangible consumption experiences such as cultural 
interaction and entertainment; therefore, destinations 
can be considered as an umbrella creating integrative 
experiences (Ditoiu & Caruntu, 2014:302). 

When the tourism destinations are examined with 
regards to strategic experiential marketing modules; 
for sensory module we can say that the natural beauties 
of the destination address the visual senses whereas 
food and drink unique for the destination address the 
senses of taste and smell. Similarly, when the visitors 
feel comfortable, entertained and/or happy in the 
activities they participate, this can be considered as 
an example of affective module; whereas the sense of 
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curiosity and amazement caused by the architectural 
buildings in the destination is an example of 
intellectual experience. Within the scope of behavioral 
module; we can give examples such as the willingness 
of tourists to participate physically in the activities; 
whereas purchasing souvenirs from the destination is 
an example of relate module.

Experiential Marketing and Senior Tourists 

The term “senior travelers” is used to mean people 
of above age 50 who largely travel for leisure and use 
tourism commercial networks and establishments 
during their trip (Handszuh, 1996). This group is 
healthier, wealthier and more active than the previous 
generation; they have different employment conditions 
but also have sufficient time for travel, a willingness of 
self-development (Moscardo, 2006) and they usually 
travel in time periods different than traditional vacation 
seasons and they usually prefer overseas (Glover & 
Prideaux, 2008). Senior tourists are more adventurous 
and willing to try new things (UNWTO, 2010) and they 
prefer places where they can discover different histories 
and cultures and learn new things (Patterson, 2012). In 
general, senior tourists constitute a great and significant 
potential for touristic destinations due to their share in 
total international arrivals, their extension of tourism 
season and the low level of dependence they have on 
climate conditions.

Senior tourists are a heterogeneous market with 
different physical, social and psychological requests 
and needs. Therefore, they prefer vacations that provide 
them unforgettable experiences instead of stereotyped 
ones (Hudson, 2010).  It is seen that this opinion is 
reflected in many studies of tourism literature that 
examine the senior tourist market. 

The main starting point of studies considering the 
senior tourist market within the scope of experiential 
marketing approach is the idea that there are various 
studies in the related literature which departmentalize 
the senior tourist market in order to understand their 
travel motives and touristic preferences, however 
the expectations of this market from tourism are 
inadequate. In a similar way, the common result of 
these studies indicate that this market wants to enrich 
their lives by learning and information, spiritual and 
mental illumination, authenticity, nostalgia, pleasure, 
entertainment, active participation in activities and 
adventure as the unforgettable experience of vacation.  
Another common result of these studies is that the 
tourism industry should develop various marketing 
strategies to meet the expectations of senior tourist 
market (Hudson, 2010; Major & Mcleay, 2013; Moal–
Ulvoas & Taylor, 2014; Patterson & Pegg, 2009; Tung 
& Ritchie, 2011). Within this context, it can be said 

that experiential marketing approach that defines 
the consumers as emotional individuals and aims to 
provide them delighting experiences and the aspects 
of strategic experiential marketing are important to 
meet the requirements of senior tourists and their 
expectations from tourism. 

Experiential Marketing and Tourist Behavior

With the completion of experiential consumption 
phase, various results appear as reflected on tourists’ 
behavior. These results differ depending on positive or 
negative perception of consumption experience and/
or definition. Positive result of the experience directs 
tourists to the satisfaction, re-visiting the destination, 
advise to other tourists and consumption behavior 
such as spending more. Similarly, negative experience 
creates dissatisfaction among the tourists and has 
results such as not visiting the destination again, and 
to have a tendency for complaining instead of advising.

Experiential satisfaction

Consumption experience is the basic compound 
of experiential marketing. Similarly, these experiences 
play a critical role for tourism industry and components; 
because the base of products and services provided 
by this industry consists of non-material experiences 
(Yuan &Wu, 2008: 387).  In other words, tourism 
products and services are almost always experiential 
(Williams, 2006: 487). For this reason, the studies 
involved in tourist expectations and satisfaction should 
also have an experiential perspective (Chen & Noci, 
2014: 1232). Experiential satisfaction is conceived 
of on the basis of the concept of service satisfaction, 
though it extends beyond service satisfaction in 
that it focuses on consumers’ overall evaluation of 
their experiences after consumption. Thus, from an 
experiential perspective, experiential satisfaction 
reflects the satisfaction experienced from the service 
content associated with a specific transaction (Kao, 
Huang & Wu, 2008: 166). Therefore, here the concept 
of experiential satisfaction is defined as a tourist’s 
overall satisfaction with the visit experienced at a 
destination.  The concept of experiential satisfaction is 
used in the research conducted with the theme park 
visitors (Kao et.al., 2008; Wu, Li & Li, 2014), festival 
visitors (Akyildiz &Argan, 2010) and cultural tourists 
(Wu & Li, 2014).

Behavioral intentions 

The concept of behavioral intention expresses the 
tendency of a person to conduct or not to conduct a 
specific behavior (Ajzen, 1991: 182).  In the literature 
of marketing, the concept of behavioral intent mostly 
covers the behavior of customers after the services 
they receive (Bezirgan, 2014: 529).  In other words, 



275Experiential Destination Marketing and Tourist behavior: A Research on Senior Tourists

behavioral intend is an indicator whether the customers 
will continue to buy services of the business or not. 
Behavioral intentions are separated into two groups as 
desired and undesired behavioral intentions. Desired 
behavioral intentions are loyalty and will to pay more; 
whereas undesired behavioral intentions are tendency 
to change business and external reactions (Zeithaml, 
Berry & Parasuraman, 1996). 

The behavioral intentions in tourism literature are 
used under the same meaning with loyalty, re-visiting 
and advising. For instance, Chen & Tsai (2007: 116) 
explain behavioral intentions as the intention of visitors 
to re-visit the same destination or the will to advise this 
destination to others. In another study, destination 
loyalty is defined as the re-visit of tourists and advises 
the destination by positive communication to others as 
the behavioral intentions (Su, Hsu & Swanson, 2014: 
9). Within this scope, the study aimed to measure the 
positive word of mouth communication of visitors 
and intention to re-visit with the loyalty variable; and 
the negative word of mouth communication behavior 
with the external reaction to problem variable. Many 
studies conducted about behavioral intentions have 
underestimated the undesired behavioral intentions 
as they were designed on desired behavioral intentions 
(Tsaur et.al., 2006). The combination of behavioral 
intentions faucet developed by (Zeithaml et.al., 1996) 
with the desired and undesired behavioral intentions 
was adopted to this study. Within this context, within 
the scope of behavioral intentions of tourists, loyalty 
and tendency to pay more and tendency to change and 
negative word of mouth (NMOW) were examined in 
the study.

HYPOTHESIS 

In the tourism literature, there are several studies 
examining the relations between the strategic 

experiential modules and satisfaction and behavioral 
intentions. For instance; Lin (2006) has conducted a 
study on the visitors of thermal hotel in Taiwan and 
the relation between strategic experiential modules 
and experiential value, satisfaction and loyalty was 
examined. According to the results of the study; a 
positive relation between experiential modules and 
experiential value, satisfaction and loyalty was revealed. 
Erbaş (2010) has discussed the variables of experiential 
marketing, satisfaction and loyalty within the scope 
of coffee shops chain. The study has reached to the 
conclusion that the strategic experiential marketing 
modules have directly affected the customer satisfaction 
and loyalty. Another study conducted on the visitors 
of theme parks with different activities and games has 
examined the relation between experiential marketing, 
satisfaction and behavioral intentions. The study has 
revealed that there is a positive relation between the five 
experiential modules and the variables of satisfaction 
and behavioral intentions. Also, the mediation effect 
of the satisfaction variable on behavioral intentions 
is another result. (Honantha & Anandya, 2010). The 
study which examined the relation between the festival 
participants’ experiential marketing perceptions and 
satisfaction and loyalty has reached to the conclusion 
that experiential marketing has a direct impact on the 
satisfaction of festival participants, whereas an impact 
through the satisfaction variable on the loyalty of 
participants (Yang, 2010).

Hypotheses, which were prepared in light of the 
literature review, are listed below as direct and indirect 
impacts. Our proposed model containing all the 
hypotheses is presented in presented in Figure 1. 

H1: Experiential destination marketing modules (a. 
sense, b. feel, c. think, d. act, e. relate) have a 
direct effect on experiential satisfaction.
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H2: Experiential destination marketing modules 
(a. sense, b. feel, c. think, d. act, e. relate) have 
a direct effect on behavioral intentions (a. 
loyalty, b. intention to pay more, c. negative 
word of mouth, d. switch).

H3: Experiential satisfaction has a direct effect on 
behavioral intentions (a. loyalty, b. intention 
to pay more, c. negative word of mouth, d. 
switch).

H4: Experiential destination marketing modules 
(a. sense, b. feel, c. think, d. act, e. relate) have 
an indirect effect on behavioral intentions (a. 
loyalty, b. intention to pay more, c. negative 
word of mouth, d. switch) through experiential 
satisfaction.  

METHODOLOGY

Questionnaire Design

To test the above hypothetical model, we employed 
a questionnaire survey to collect the data. The 
questionnaire items are generated after an extensive 

literature review. A self-reported questionnaire was 
developed to test relationships among the three 
main concepts: experiential marketing, experiential 
satisfaction and behavioral intentions as shown on the 
theoretical model (Figure1). 

The studies of Schmitt (2000) and Lin (2006) were 
adapted to the aim of this study in order to measure 
the experiential destination marketing and a scale of 25 
items was created. The scale consists of five dimensions 
and it has 5 items for sensitive module, 5 items for 
emotional module, 3 items for intellectual module, 5 
items for behavioral module and 7 items for relational 
module.  The experiential satisfaction scale consists 
of 4 items and it was adopted from the study of Kao 
et.al. (2008). The scale of behavioral intentions was 
created by using the studies of Zeithaml et.al., (1996) 
and González, Comesaña & Brea (2007); and it consists 
of 11 items: 5 items for loyalty, 2 items for tendency to 
pay more, 2 items for tendency to change and 3 items 
for negative WOM. 

Respondents were asked to indicate their levels 
of agreement with a five-point Likert-type scale, 
where 1= extremely disagree and 5 = extremely agree. 
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Eight demographic questions were also included in 
this questionnaire. The question items were edited by 
a group of academicians and first the questionnaire 
was first prepared in Turkish and after being tested 
by 68 Turkish senior tourists it translated into Arabic, 
English, French, German, Italian, Russian and Spanish

Data Collection

According to the data of UNWTO; Turkey has 
the 6th place among the most visited countries in 
2014 with 39,8 million tourists (UNWTO, 2015). 
Approximately 12 million of tourists (11.842.983) 
visit Istanbul (Istanbul Tourism Statistics, January- 
December 2014). Istanbul was the Culture Capital 
of Europe in 2010 and it harbors various historical 
heritage aspects such as palaces, house of worships, 
aqueducts due to its characteristics of being the capitol 
of three major empires, and the meeting point for three 
holy religions and many civilizations. Besides, the 
unique natural beauties such as Istanbul Strait make 
it one of the most significant tourism destinations of 
the world. The questionnaire forms were applied by the 
researchers and 4 interviewers (two tour guides, two 
hotel employees) between September and November 

2014 in Sultanahmet, which is one of the most attractive 
tourist destinations of Istanbul. 

A convenience sampling approach was employed 
in the data collection. After excluding incomplete 
questionnaires, 520 questionnaires were used in 
the data analyses. The usable responses were above 
the minimum sample size of 410, as suggested by 
Kline, (2011), Muthen & Muthen, (2002), Wang & 
Wang, (2012). The demographic characteristics of the 
sample are presented in Table 1. When we look at the 
gender information of the participants in Table 1, we 
see that gender variable was equally distributed with 
265 female (51 %) and 255 male (49 %) respondents. 
The marital status of the respondents indicate that 
majority of the respondents (325- 62, 5 %) are married. 
Some other research findings are that 85,6 % of the 
respondents had minimum undergraduate degrees and 
therefore the education level of the respondents is high.  

When we examine the information on the 
employment of respondents, we see that 58,5 & of 
the respondents were employed and 40,6 % of the 
respondents were retired. When the annual income 
of 488 respondents is examined, it is understood that 
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76 % has more than 5000 USD of income. The 
respondents of the study were from 37 different nations 
and the highest amount were the German citizens with 
13,7 % (71 respondents). 

Data Analysis 

Data were analyzed using the SPSS17.0 and 
AMOS20.0 software. The data analysis procedure 
consists of the following steps. First, exploratory factor 
analysis was performed. Before conducting the factor 
analysis, the KMO and Bartlett tests were applied to 
test whether the obtained data are suitable for factor 
analysis. Research objectives and prior research were 
used to determine the number of factors. The varimax 
rotation method was used to determine the structure 
underlying the data. Second, confirmatory factor 
analysis was performed. The assumptions of structural 
equation modeling were tested. In this context, test of 
normality was applied in order to test whether the data 
is distributed normally or not. With the normality test, 
the coefficients of skewness and kurtosis were reviewed 
for the statements and then, single variable normality 
was controlled by Kolmogrov-Simirnov Z test and 
multi-variable normality was tested with Mardia 
Coefficient; and then Linearity assumptions was tested. 
In this context, a Correlation Matrix was generated 
based on the results of explanatory factor analysis and 
confirmatory factor analysis in order to determine 
the direction and rate of relations between these 
factors.  Mahalanobis distances were used in order to 
determine the outlier observations in the data set. For 
the determination of multiple linear connections, data 
set was assessed by variance increase factors (VIF). 
In the third part, structural equation modeling was 
performed. Robust maximum likelihood was used, 
goodness of fit indexes were examined. Hypotheses 
were tested using bootstrap confidence intervals 
and classical testing procedures. Squared multiple 
correlation (SMC) values were also examined.

FINDINGS 

Exploratory Factor Analysis (EFA)

Before performing a factor analysis, it is necessary 
to test whether the obtained data are suitable for 
factor analysis. Therefore, KMO (Kaiser-Meyer-Olkin) 
Sample Adequacy Test and Bartlett Sphericity test were 
applied. The value of the KMO was 0.838, and the sample 
size was sufficient (Hair, Black, Babin & Anderson, 
2009: 103); result of the Barlett test was χ2=9028, , 
df=820 and p=0.000, which is meaningful at the 0.001 
significance level. Hence, it is concluded that the data 
are suitable for factor analysis. The widely used method 
proposed by Kaiser (Kaiser, 1960) is also known as the 

Kaiser eigenvalue>1 criterion. When the factor loads of 
the statements in the model are examined; it seen that 
the factor loads of sense experience factor are between 
0,440 and 0,671, the factor loads of feel experience 
factor are between 0,502 and 0,683, the factor loads of 
think experience factor are between 0,498 and 0,725, 
the factor loads of act experience factor are between 
0,503 and 0,736 and the factor loads of relate experience 
factor are between 0,540 and 0,770. The factor loads of 
experiential satisfaction factor are between the values 
of 0,680 and 0,865. On the other hand, it is seen that 
the factor loads for loyalty factor are between 0,573 and 
0,907, the factor loads for switch are between 0,726 and 
0,906, the factor loads for intention to pay more are 
between 0,834 and 0,838 and finally, the factor loads 
for negative WOM factor are between 0,686 and 0,806.

Confirmatory Factor Analysis (CFA)

CFA was implemented on the scales of research 
survey for which the explanatory factor analyses were 
done and the goodness of fit of data with the assumed 
model was tested. The research scale was determined 
as having ten dimensions with the explanatory factor 
analysis and it was assessed by first level CFA. As a 
result of first level CFA analysis, the critical rate of 
one between two items measuring the sub dimension 
of tendency for change in behavioral intentions scale 
was not meaningful (p>0,05), so it was decided to be 
removed from the analysis. As a result of removing this 
item from the analysis, the tendency to change factor 
was removed from the model due to the necessity that 
one factor should consist of at least two items (Kline, 
2011: 114).  Then, the kurtosis and skewness coefficients 
were examined in order to assess the data set’s single 
variable normality.  The Skewness coefficient values of 
the data set changed between -0,1848 and 0,060; and 
the Kurtosis coefficient values are between -0,945 and 
5,169, thereby providing the single variable normality 
of data (Kline, 2011: 63).  

Then, Mardia’s standardized coefficient was used to 
confirm whether or not the data violate the assumption 
of multivariate normality. According to the result 
of Mardia analysis, Kurtosis value was calculated as 
344,294 and the critical rate (c.r.) as 69,416.  In the 
context of these results, it is seen that the multivariate 
normality assumption was not provided.  According 
to Byrne (2010: 103), in the studies where likert scales 
are used, whenever the respondents concentrate on 
the same item, the distribution deviates from being 
normal.  Therefore, robust maximum likelihood was 
used instead of maximum likelihood. 

Spearman Rank Correlation coefficient between 
the variables was examined in order to test the linearity 
assumption. Spearman Rank Correlation coefficient is 
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between values of -1 and +1. (Kalayci, 2014:177). In this 
analysis, the relation between the behavioral experience 
factor and experiential satisfaction factor has the value 
of 0,698 and therefore considered as medium strength 
and positive; whereas the relation between experiential 
satisfaction factor and loyalty factor is 0,697 and it is 
also considered as medium strength and positive. 

Mahalanobis distances were used in order to 
determine the outlier observations in the data set. 
The results of calculated Mahalanobis distances were 
assessed by the extreme values test that exist in the 
software and by the degree of freedom determined 
according to 39 variable numbers. In this context, 
there are no observations left outside the analysis. 
For the determination of multiple linear connections, 
data set was assessed by variance increase factors 
(VIF). As a general rule, if VIF is equal to or larger 
than 10, it is emphasized that there will be multiple 
linear connection problem (Çokluk, Şekercioğlu & 
Büyüköztürk, 2012: 35).  The VIF values of the data set 
in the study differ between (1,476-4,534).

Measurement Model 

Model of measurement explains the relation between 
the latent variables and the observed variables they 
explain. Table 2 includes the standardized regression 
weights, t values, explained average variance values 
(AVE), reliability and validity of the measurement 
model derived from the confirmatory factor analysis. 
As the latent variables cannot be measured in 
confirmatory factor analysis, there is no unit for 
measurement. Therefore, one of the observed variables 
to create factor measurement unit in the confirmatory 
factor analysis must have regression weight equalized to 
1. Therefore, for the fixed observed variable’s regression 
weighting coefficient, only the standardized values are 
calculated. According to this, no t-value is provided

for S5, F1, T1, A5, R4, ES1, L1, PM1 and NWOM1 of 
which the regression weights were equalized to 1. As 
it can be seen in Table 2, standardized factor loads are 
between 0.501 and 0.974 and they are larger than the 
accepted value, 0.5 (Hair et.al. 2009).  

Composite reliability of sense module (0.780), feel 
module (0.774), c (0.919), think module (0.686), act 
module (0.781), relate module (0.835), experiential 
satisfaction (0.835), loyalty (0.859), willingness to pay 
more (0.724) and negative word of mouth (0.721) were 
all above the 0.6 threshold suggested by (Bagozzi & Yi, 
1988: 80), thus exhibiting high construct reliability. 
Hair et al. (2009) suggest a threshold of construct 
reliability value of at least 0.6 to indicate acceptable 
reliability, whereas the Cronbach’s alpha ranged from 
0.691 to 0.866. Convergent validity was therefore 
established.

Average Variance Extracted (AVE) is higher than 
0.4 is acceptable because Fornell & Larcker said that if 
AVE is less than 0.5, but composite reliability is higher 

than 0.6, the convergent validity of the construct is still 
adequate (Fornell & Larcker, 1981: 46; Huang, Wang, 
Wu & Wang, 2013: 219). 

Discriminant validity among factors was evaluated 
by comparing the squared root of the AVE for each 
factor with the correlations between the related factor 
and all other factors square roots of AVEs for the 
sense, feel, think, act, relate, experiential satisfaction, 
loyalty, willingness to pay more and negative word of 
mouth factor were, respectively, 0.687, 0.637, 0.653, 
0.708, 0.844, 0.650, 0.749, 0.750, 0.754 and 0.706. The 
square roots of AVEs were greater than the correlations 
between constructs, indicating the discriminant 
validity of each construct. (Table 3).
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The t-values explained in Table 2 are necessary for 
the measurement model to be an acceptable model, 
yet they are not adequate alone. In addition to this, 
in order to determine the measurement model to be 
accepted as a whole or not, the goodness of fit statistics 
should be in the required levels. Chi-square (χ2) and fit 
indices are the mostly used two systems to assess the 
model harmony (Hu & Bentler, 1999). For the model, 
chi square is 2268,339; degree of freedom is 635 and p 
value is 0,000 (<0,05). The value of CFI is 0, 880 and 
the value of GFI is 0, 821. The measurement model fit 
results showed a fair fit to the data according to (Dehon 
et al., 2005; Hu & Bentler, 1999).  

Structural Model

SEM was applied using the Robust ML estimation 
method to test the hypothesized relationship between 
the latent variables. Before beginning to test the 
hypotheses with SEM, goodness of fit values have to 
be examined in order to determine how good the pre-
determined model explains the acquired data. The χ2 /
df (chi-square/degree of freedom) value is 3.57 smaller 
than 5, and the value of CFI is 0, 880 and the value of 
GFI is 0, 821.  

The measurement model fit results showed a fair 
fit to the data according to Hu & Bentler (1999)’s two-
index strategy, which suggests to use a combination of 
(SRMR) value ≤ 0,09 and (RMSEA) value ≤ 0,06. In 
accordance with the SRMR and RMSEA combination 
of this strategy, measurement model fit was acceptable 
with the values of SRMR = 0,07 and RMSEA = 0,80. 
However, another compliance criteria, GFI (Goodness 
for Fitness Index) was below the acceptable values. 
When the results are examined within the scope of 
assessments of Kline (2011) and Schermelleh-Engel, 
Moosbrugger & Müller (2003) and on the goodness 
for fit criteria; upon the fact that five out of six indexes 
(x2, x2/df and RMSEA, ,SRMR and CFI) are within 
the acceptable limits, it is possible to say that model is 
statistically meaningful and appropriate.

Standard coefficient, standard error, t and p values 
and the lower and upper values of bootstrap confidence 
intervals are shown in Table 4. In addition to classical 
hypothesis testing, bootstrap confidence intervals 
(Efron, 1992) were used to test the relationships between 
constructs. Bootstrap confidence intervals based 
on 2000 bootstrap samples were used together with 
the product coefficients approach, as recommended 
(Hayes, Preacher, & Myers, 2011). In an investigation 
of indirect effects, Hayes et.al. (2011) proposed the use 
of bootstrapping in addition to classical hypothesis 
testing. For classical hypothesis testing, the significance 
of a path is assessed by the p value (p<0.05), and for 
bootstrap approach, a path is significant and supported 

when the bootstrap confidence interval does not 
include zero.

Research Findings

The impact of experiential marketing’s feel 
experience module (0,434) on experiential satisfaction 
is direct and positive this result is similar with various 
studies in the literature. For instance, a study about the 
international coffee chain shops where the strategic 
experiential marketing modules are related with 
consumer satisfaction (Yuan & Wu, 2008) and another 
study on the restaurant customers (Chou, 2009) have 
reached the conclusions that feel experiences have 
affected the satisfaction positively. 

The impact of experiential marketing’s act 
experience module (0,581) on experiential satisfaction 
is direct and positive it is seen that the touristic activities 
senior tourists visiting Istanbul have participated 
and their interactions with relatives and/or friends 
during their visit have positively affected their levels of 
experiential satisfaction. In this context, it can be said 
that the respondents were satisfied with the touristic 
activities’ in Istanbul. 

The impact of experiential marketing’s relate 
experience module (0,164) on experiential satisfaction 
is direct and positive It has been revealed that as the 
respondents in the study have shared their experiences 
with other tourists during their visit of Istanbul and 
they have discovered the culture of Istanbul have had 
positive impact on their experiential satisfaction from 
Istanbul destination.

The impact of experiential marketing’s sense 
experience module (0,371) on loyalty component 
of behavioral intentions is direct and positive It is 
possible to say that the respondents were visually 
affected from the natural and cultural elements of 
Istanbul and gustative from the foods and beverages 
they experienced in Istanbul and therefore they are in 
a tendency to advise their experience to others and to 
re-visit Istanbul. This result is similar with the study 
of Wang et.al. (2012) on the visitors of wetland parks 
where they have related the strategically experiential 
marketing strategies with loyalty.

The impact of experiential marketing’s think 
experience module (0,229) on loyalty component of 
behavioral intentions is direct and positive. In this 
context, it is seen that the senior tourists’ Istanbul 
visit had an impact on their intellectual experience 
perceptions due to surprising aspects and this had a 
positive impact on their level of loyalty. The impact 
of experiential marketing’s sense experience module 
(-0,254) on the negative word of mouth component of 
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behavioral intent is direct and negative. This conclusion 
indicates that the positive perceptions of respondents 
for the visual, audio and gustative aspects will decrease 
the negative reactions they will have against a problem 
they could experience in Istanbul destination.

The impact of experiential marketing’s think 
experience module (-0,186) on the negative word 
of mouth component of behavioral intent is direct 
and negative. This result indicates that as the think 
experience perceptions consisting of surprising and 
curious aspects of senior tourists visiting Istanbul 
increase; the negative word of mouth activities towards 
Istanbul destination will decrease.

The impact of experiential marketing’s act 
experience module (0,431) on intention to pay more 
component of behavioral intentions is direct and 
positive The impact of experiential satisfaction (0,541) 
on loyalty component of behavioral intentions is direct 
and positive It has been concluded that the experiential 
satisfaction for the Istanbul destination had a positive 
impact on the loyalty of respondents to Istanbul 
destination. This result is similar with the results of 
different studies that related strategic experiential 
modules with satisfaction and loyalty in cases of 
thermal hotels (Lin, 2006), coffee shops (Erbas, 2010; 
Nadiri & Günay, 2013), festival participants (Yang, 
2010) and wine tourists (Lee & Chang, 2012). 

The impact of experiential satisfaction (0,191) 
on intention to pay more component of behavioral 
intentions is direct and positive. It is seen that the 
respondents have the intention to pay more to Istanbul 
when compared with other destinations because of 
their experiences in Istanbul. 

The impact of experiential marketing’s relate 
experience module (0,562) on intention to pay more 
component of behavioral intentions is indirect and 
positive There is a positive causality relation between 
the relate experience dimension and intention to pay 
more. However, as direct interaction is at lower rates 
(0,531), the experiential satisfaction (0,31) variable has 
a higher rate with the impact of positive intermediary 
effect. In this case, it has been concluded that the 
senior tourists visited Istanbul and acting according to 
the level of satisfaction have the intention to pay more 
and therefore it has increased the total impact on the 
intention to pay more. 

The impact of experiential marketing’s relate 
experience module (-0,239) on the negative word of 
mouth component of behavioral intent is indirect 
and negative. There is a negative causality relation 
between the relate experience dimension and negative 
word of mouth communication component. However, 

as direct interaction is at higher rates (-0,350), the 
experiential satisfaction (0,111) variable has a lower 
rate with the impact of positive intermediary effect. In 
this case, it has been concluded that the senior tourists 
visited Istanbul and acting according to the level of 
satisfaction will have partially less negative word of 
mouth communication and that the total impact on 
negative word of mouth communication will decrease. 

The impact of experiential marketing’s feel 
experience module on the behavioral intentions’ loyalty 
variable and intention to pay more variable (0,251 and 
0,089) is indirect and positive This result is similar with 
the study of Tsaur et.al. (2006) on the visitors of zoos 
where they have related the strategical experiential 
marketing strategies with feelings, satisfaction and 
behavioral intentions. 

The impact of experiential marketing’s act 
experience module (0,315) and relate experience 
module (0,089) on the behavioral intentions’ loyalty 
variable is indirect and positive this result is similar 
to the study conducted by Lee & Chang (2012), where 
they have related strategic experiential marketing and 
satisfaction and loyalty by focusing on wine tourists. 
When the results of hypothesis are examined, it 
has been understood that the study had similarities 
with other studies in the literature where strategic 
experiential modules were examined within the scope 
of hotels, restaurants, and museum.

SMC is the proportion of explained variance in an 
endogenous construct accounted for by exogenous 
construct(s) in the model. SMCs range between 0 and 
1 (Tabachnick & Fidell, 2013). Regarding the SMCs, 
68% of the variance in experiential satisfaction with 
the İstanbul destination and 58% of the variance in 
loyalty to the İstanbul destination was explained. 
Therefore, it can be said that experiential satisfaction 
with the İstanbul destination and loyalty to the İstanbul 
destination are related to the exogenous constructs.

CONCLUSION

Literature review has indicated that there are 
studies separately relating the strategic experiential 
modules and elements of tourism industry such as 
hotel, restaurant and museum; however, there is no 
study relating the touristic destinations offering all of 
these components together to tourists and strategic 
experiential modules. Similarly, there are studies on 
considering the senior tourism market within the 
scope of experiential marketing and utilization of 
experiential marketing applications to meet the needs 
and requirements of this tourist market. This shows 
us that the experiential destination marketing scale is 
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the first scale applied on a destination within the scope 
of strategic experiential marketing. One of the most 
significant contributions of this study is to reveal the 
senior tourists’ visiting experiences by applying the 
experiential destination marketing scale and to discover 
the intermediate role of experiential satisfaction. It can 
be said that the scale is an integrative tool that covers 
all five modules of experiential destination marketing.

The result of the study indicated that sense and 
think experience modules among strategic experiential 
marketing modules have increased the senior tourists’ 
loyalty to Istanbul destination and also increased the 
negative word of mouth communication activities 
towards Istanbul. On the other hand, it has been 
revealed that the feel experience module has directly 
impacted the senior tourists’ experiential satisfaction 
from Istanbul; whereas indirectly affected their loyalty 
to Istanbul destination and intention to pay more 
for products and services in Istanbul through the 
experiential satisfaction. Another result of the study 
is to reveal that there is a direct relationship between 
act experience module and experiential satisfaction; 
whereas an indirect relationship between act experience 
module and loyalty. Finally, it has been revealed that 
there is a direct and positive relation between the relate 
experiences established by senior tourists visiting 
Istanbul and experiential satisfaction and intention 
to pay more; and negative and negative relation with 
negative word of mouth communication activities.

Limitations and Future Research

Although the current study addresses the 
importance of experiential destination marketing 
on senior tourists’ satisfaction, loyalty, willingness 
to pay more and negative word of mouth behavior, it 
has a number of limitations. Firstly, a non-probability 
convenience sample was utilized. A related limitation 
is that the current conceptual model was tested using 
data collected from İstanbul and only senior tourists. 
Also, this study only obtained cross-sectional data. It 
would be desirable to establish, formally, the casual 
relationships among variables using longitudinal data 
(Su et.al, 2014). Future research will seek to test the 
experiential destination marketing scale for a wider 
range of destination in a wider variety of countries and 
different types of destinations (such as a 3S holiday 
destination or a heritage site). The study has only 
dealt with the senior tourist market. Future studies 
might be conducted without any age quota. Similarly, 
comparisons about the different socio-demographic 
characteristics of visitors can be done. 

As a conclusion, the destinations for tourists are 
not places they only visited but also an experiential 
fact where they have fun, learn new things and engage 

with. In this context, the authorities responsible for 
management and marketing of destinations should 
analyze the concept of experiential destination 
marketing and understand the relation between the 
concept and satisfaction and behavioral intentions. 
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