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Introduction

According to the World Travel and Tourism
Council (Wtcc, 2018) data, the tourism is a
sector where more than 108 million people
work, and more than 1 billion 323 million
people participate according to the World
Tourism Organization (WTO) data, and in
2016, 1.2 trillion dollars is spent (WTO,
2018). The tourism sector, which has such
a large volume, is a widespread forecast
that it will continue to grow in the future.
Indeed, the wro’s 2030 forecasts support
this prediction (e-unwto.org, 2017).

The success of tourism is very important
especially for underdeveloped and develop-
ing countries. However, it will not be easy
to carry out successful tourism activities
in a situation which is not supported by
residents (Choi & Murray, 2010; Sautter
& Leisen, 1999; Tosun, 2002). The tour-
ism industry, which has some positive and
negative impacts at the place of occurrence,
will be able to receive support from resi-
dents according to their perception. In other
words, when residents evaluate the impacts
of tourism, if perceived benefits are greater
than perceived costs, they will not resist or
even support the development of tourism.
(Ap, 1992; Gursoy, Jurowski, & Uysal,
2002; Jurowski, Uysal, & Williams, 1997,
Lindberg & Johnson, 1997; Perdue, Long,
& Allen, 1990; Yoon, Gursoy, & Chen,
2001). However, if the residents perceive
the costs of tourism more, they will not
want and resist the development of tourism
in the region. Therefore, it is important to
know the perception of the host community
against tourism impacts before carrying out
any tourism development project in a region
(Tosun, 2000, 2006). Especially in the re-
gions where the residents are isolated from
the tourism with the effect of mass tourism,
other stakeholders benefit from the advan-
tages of tourism rather than the residents,
while the residents assume the cost more.
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In this study, “Cappadocia” region which is
a very important destination of the Turkey
is discussed. The region, which accepts
more than two million visitors annually
(Anadolu Agency, 2018), is heavily involved
in mass tourism and the interaction of resi-
dents with tourism is limited (Karamese,
2014). It is a well-known fact that despite
its high potential, the region does not
get enough share from tourism market
(Karakus & Coban, 2018; Karamustafa et
al., 2015). In order to make more effective
use of the potential of the region, getting
more support from residents can be consid-
ered as an effective tool.

Since it is important to get as many stake-
holders as possible in the decision-making
mechanisms in tourism regions (Karakus &
Coban, 2018), it is inevitable that residents
will have an influence in destination man-
agement. Therefore, residents’ perceptions
need to be managed.

Destination management organizations
(DMO), which will manage these percep-
tions, should see residents as both a steak
holder (Sheehan & Ritchie, 2005) and a
component of the tourism product (Smith,
1994). In both cases, residents’ perception
of tourism impacts should be under the di-
rection of the DMOs. Only in this way will it
be possible for residents to support tourism
(Tournois & Djeric, 2018).

When we assume that the achievement of
successful tourism activities in a destina-
tion depends on the support of the residents,
an important finding that needs to be put
forward is the evaluation of the expectations
of residents about the impacts of tourism.
In other words, it is necessary to answer
the question of what impacts the residents
expect in order to support tourism. In this
study, the expectations of the residents liv-
ing in Cappadocia for the positive impacts
of tourism were evaluated. As a result of

the expectations, DMOs may have obtained a
starting point for performing the necessary
activities. The expectations of the residents
were evaluated with the Kano Model (KM).
In this way, if the expectations are met, it
will be possible to show indirectly how
much the residents can support tourism.
This method will be able to present find-
ings about which level of satisfaction of an
individual by meeting which expectations.
In other words, it helps to identify the fac-
tors that can affect the residents’ support
at the highest level. At this point there are
some dilemmas that DMO’s will face. It is
not possible to meet all the expectations
of individuals. It is therefore difficult to
choose which expectations should be met.
However, each expectation generates dif-
ferent levels of satisfaction if met. An activ-
ity to be performed may have less positive
results than the opportunity cost. Since KM
addresses not only the met expectations, but
also the attitudes that will arise if they are
not met, it will be possible to obtain very
important findings. Obtaining these find-
ings will provide information that will be
input to the decision making mechanism for
tourism activities of the region. Therefore,
it will be possible to realize more successful
strategies, projects or policies.

1. Conceptual framework

Tourism is very complex in nature and
has a wide range of stakeholders. One of
the most important stakeholders for the
success of tourism is the local community
(Andriotis, 2005; Byrd et al., 2009). It is
very difficult to create successful tourism
activities without the supports of residents
which are part of tourism product (Hall
& Boyd, 2005). In other words, one of the
prerequisites for the success of tourism is
the attitude of the residents towards tour-
ism (Garcia et al., 2015). As Pizam (1978)
points out, the residents who perceive the
impact of tourism negatively, can be hostile
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to the tourists and cause a decrease in the
attractiveness of the destination. Even the
beliefs and attitudes of the residents may
cause tourists to refuse certain destinations
in their choice of destination (Karakus &
Kalay, 2017). In other words, destinations
where residents do not support tourism may
no longer be an alternative to the consumer
purchasing process. Especially the attitudes
of residents towards tourism are very im-
portant in regions where the residents’ par-
ticipation in tourism is limited. When we
consider the attitudes of residents within
the scope of Theory of Reasoned Actions
(Sarver, 1983), their perceptions about the
impacts towards tourism will determine
their attitudes towards the development of
tourism (Garcia et al., 2015).

Exploring the impacts of tourism on a par-
ticular region is an important endeavor for
all levels of destination stakeholders. Natu-
rally, this effort is also important for under-
standing the degree of residents’ response to
tourism development in their regions. Since
residents are both stakeholders and part of
tourism in a region (Karakus, 2017), han-
dling the impact of tourism is the basis of the
success of a destination (Deery et al., 2012).

At this point, it is important to note that there
are various studies that focus on the econom-
ic, socio-cultural and environmental aspects
of tourism (Garcia et al., 2015). Similarly,
support for tourism development occurs
when tourism meets economic, social and
psychological needs of society (Ap, 1992).
For this reason, it is vital to examine the fac-
tors that affect how tourism is perceived by
the host society on the basis of these three
basic dimensions and to link tourism support
to these dimensions (Andereck ef al., 2005;
Garcia et al., 2015; Liu & Var, 1986; Mason,
2008; Mathieson & Wall, 1988).

In this study, the impacts of tourism will be
considered as the expectation of residents.

Therefore, only positive impacts will be
included in the study. It is assumed that the
positive impacts of tourism activities in
the destination are the expectations of the
residents. When the literature is examined,
it is seen that the attitudes of the residents
towards the impacts of tourism is a subject
that has been studied quite frequently. Many
of these studies emphasize the variables that
determine the impacts of tourism. These
variables, place image (Ramkissoon &
Nunkoo, 2011; Stylidis et al., 2014; Tournois
& Dijeric, 2018), length of residency and
feelings of community attachment (McCool
& Martin, 1994), language (Brougham &
Butler, 1981), nativity (Davis et al., 1988)
community level of tourism (Long ef al.,
1990) etc. Marsh & Henshall (1987) ex-
plaining the expectations of residents for
tourism with Expectancy theory, says that
in a workplace, it can be used to explore the
relationships between motivation, expecta-
tions and need satisfaction and proposes a
model in which interactions between tourists
and residents are decisive. Ozturk, Ozer, &
Caliskan (2015) state that the expectations
of residents are aimed at meeting their eco-
nomic, cultural and environmental needs.
From this perspective, expectations can be
considered as elements that meet the needs
of individuals (Leventhal, 2008). From an
economic point of view, it is not possible to
meet all the needs of the individual. Because
human needs are unlimited. The question
that emerges managerially at this point that
meeting which needs are more useful. In the
same direction, it is an important question
which expectations of the residents will be
met first. This study is designed to find an-
swers to this question.

2. Methodology

Qualitative and quantitative methods were
used in the research. In this study, the ex-
pectations of the residents about the impacts
of tourism were evaluated with the KM and
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analytical hierarchy process (AHP) inte-
grated method. KM, developed by Noriaki
Kano to classify customers’ wishes and
needs (Shahin, 2004). It is a tool based on
the maximization of the level of benefit
that consumers plan to achieve through
purchase. In doing so, it is also necessary
to minimize the sum of costs and losses. In
this way, it is aimed to achieve perfection.
Formulated perfection is as follows:

Y. benefit

Perfection = o
erfection Y. cost + Y. loss

Through the classification of product prop-
erties in line with the customers’ percep-
tions, the KM provides decision-makers
with the opportunity of prioritizing at the
designing stage. In figure 1 the classifica-
tion in the KM is shown (Meng et al., 2016).

Figure 1
Kano model graphic

Customer satisfied

* ~ Amaggﬁggahty One-dimensional
. quality element
N
*
Indifferent quality
element
Dvsfunctional N / Functional
"0
. Must-be quality
S . element
N\
.
N
A

Reverse quality element

Customer disatisfied

Source: Meng, Q., Wei, X., & Meng, W. (2016). A Decision Method to Maximize Service Quality under Budget
Constraints: The Kano Study of a Chinese Machinery Manufacturer. Scientific Programming, 1-12.

In the figure 1 the horizontal axis shows
how successfully the quality-related features
of product or services satisfy the custom-
ers’ needs. When moving from left to right
on this axis, it is seen that the features of

products and services satisfy customers’
needs more.

On the other hand, the vertical axis on the
graphic indicates the customers’ satisfaction
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levels regarding the quality-related features
of goods or services. It is seen that the
higher it is moved along the vertical axis
the more the customers’ satisfaction levels
increases whereas the customers’ dissat-
isfaction levels increase to the extent it is
moved downwards on the axis.

Based on the KM graphic (figure 1) it is pos-
sible to classify the customers’ wishes and
needs on goods and services. According to
this classification, it will be logical to ex-
amine the subject under six titles based on
the level of significance. These titles can be
put into an order as follow (Igbal, Saleem,
ve Ahmad, 2015; Matzler ve Hinterhuber,
1998; K. C. Tan ve Shen, 2000; Kay C. Tan
ve Pawitra, 2001).

1. Must-be attributes: These needs are main
criteria of goods or services, therefore they
are of vital importance for businesses.
Goods or services’ failure to satisfy these
needs might result in customers’ not show-
ing any purchasing behavior. If these needs
cannot be found on the good or service in
question, customers would feel deeply un-
satisfied. However, customers’ satisfaction
levels will not be remarkably affected al-
though they believe their needs will be met
by the goods and services they would like to
purchase. In other words, these needs only
prevent customer dissatisfaction because
they are already expected to be provided
by the goods or services. Therefore, this
type of needs is generally learned from
the customer complaints. For instance, the
presence of a bed in a hotel room is related
to basic needs of customers. The absence of
the bed is a reason of dissatisfaction whereas
its presence does not affect the satisfaction
level because bed must already be present
in an accommodation facility.

2. One-dimension attributes: Customer
satisfaction level is directly proportional to
the extent these needs are met. When the

needs are met at a large extent, customer
satisfaction increases, or vice versa. In gen-
eral, these needs are clearly demanded by
customers. In other words, they refer to the
answer regarding what the customers would
expect to find in a product or service. It can
be regarded as the basic performance the
customers expect from a product or service.
For instance, what a customer would expect
from a car is that it would have good km
indicators (fuel or gasoline use). A better
km indicator brings along customer satis-
faction whereas a worse indicator results in
customer dissatisfaction.

3. Attractive attributes: These are beyond
the needs customers would expect from a
product or service. Therefore, they have
the largest impact on customer satisfaction.
These needs are not frankly mentioned
and expected by customers. Meeting these
needs brings along higher customer satis-
faction whereas the contrary case does not
cause any dissatisfaction. For instance, a
car using 2 liters gasoline per 100 km could
create a high customer satisfaction; how-
ever, the similar amount of gasoline used
by other cars would not cause a remarkable
dissatisfaction. These attributes provide the
product with distinctiveness and competi-
tive advantage.

Besides the main categories mentioned
above, there are three additional categories
called as ‘indifferent, reverse and question-
able attributes’. These can be regarded as
characteristics due to the fact that they are
not actual customer needs (Tontini, 2007).

4. Indifferent attributes: They refer to the
needs satisfied following the use of goods
or services, but not affecting the customer
satisfaction level neither in a positive nor
negative way. In other words, satisfaction of
these needs does not make a difference for
customers. The customers feel neither sat-
isfaction nor dissatisfaction. For instance,
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the absence of a cigarette lighter in a car is
not a vital quality feature.

5. Reverse attributes: They refer to the at-
tributes customers would like and not like
to see in a product at the same time. For in-
stance, under normal circumstances a house
with a southern frontage would be preferred
in winter times to warm the house more
easily whereas the same house might not
be preferred considering the summer times.

6. Questionable attributes: In this type of
needs, either the question was asked in an
unclear way, or understood by customers
in an incorrect way or answered in an il-
logical way.

When the literature is examined, we see
that KM is used for certain purposes in the
service sector. Bilgili, Yagmur ve Yazarkan,
(2012) used the KM to classify the expecta-
tions of consumers in their study to increase

the efficiency of an activity. Korkmaz
(2013) applied the KM to measure customer
expectations for airline companies. Deger
(2012), on the other hand, used the KM to
analyze and classify customer needs in
service quality measurement while using
the quality function deployment method.
Mikuli¢ & Prebezac (2011)aimed to use the
KM in the classification of quality-oriented
features. The KM can be used as a basic
method in researches (Karakus & Coban,
2018) and it can be used by integrating
it into different methods such as quality
function deployment (Baki et al., 2009;
Bayraktaroglu & Ozgen, 2008; Chang &
Chen, 2011; Karakus, 2017; Kay C. Tan &
Pawitra, 2001).

In this study, residents living in Cappadocia
destination are discussed. The expectations of
residents about the impacts of tourism are ob-
tained from the literature (Segota ez al., 2017).
These expectations can be seen in table 1.

Table 1
Resident’s expectations towards tourism

Tourism should promote the production and sales of local products. Ecl
Economic Tourism should attract more investment to our community. Ec2
Tourism should help to increase the price of land and property. Ec3
Tourism should improve the appearance (and images) of Cappadocia’s landscape. Enl
Environmental | Tourism should preserve the environment in Cappadocia. En2
Tourism should influence ecological awareness among locals positively. En3
Tourism should provide quality of public services (fire protection, police protection, Sel
public health services, welfare and social services etc.) in Cappadocia.
Tourism should increase the quality of education in Cappadocia. Sc2
Socio-cultural | Tourism should provide more business for residents and small businesses. Sc3
Tourism should provide an incentive for the preservation of local culture in Cappadocia. Sc4
Tourism should improve shopping, restaurant and entertainment opportunities. Sc5
Tourism should provide more parks and other recreational areas for locals. Sc6

Source: authors.

The expectations of the residents about the
impacts of tourism were turned into function-
al and dysfunctional expressions in terms of
KM and they were turned into questionnaires.

As Mikuli¢ & Prebezac (2011) stated in their
study, “it is a implicitly assumed that consum-
ers’ evaluations of a given attribute in terms
of provision/non-provision are the same (or at
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least similar) to consumers’ evaluations of the
same attribute in terms of high/low attribute-
performance”. This implicitly to categories
the attribute consistently, raises questions
about the reliability and validity of the Kano
method. The questionnaire was prepared ac-
cording to recognition that the key issue that
is actually the provision (or non-provision) of
a more-or-less expected benefit.

The data collected via questionnaires from
405 residents were analyzed according to the
assessment table of the KM and the frequen-
cies were determined. In accordance with the
assessment of functional and dysfunctional
statements, the categories of the activities
that would improve the convention tourism
in the region are as follows: (M) Must - be,
(O) One - dimensional, (A) Attractive and (I)
Indifferent, Questionable (Q), Reverse (R).

In the light of the responses of the respon-
dents, it was determined which statement
would fit into which category. Evaluation
of this categorization is presented in table
2 (Delice, Giingor, 2008: 196):

Table 2
The Kano model evaluation table

Insufficiency
o =
© = 2
2122|552 ¢
= ZER=] =] o B -
w | =€ SE|=3| A2
Satisfied Q A A A (6]
It should b
ol R | 1 I 1| M
§ that way
% I am indifferent | R 1 1 1 M
“ | Icanlive withit | R 1 I 1 M
Dissatisfied R R R R Q

Source: Chang, K.-C. ve Chen, M.-C. (2011). Applying
the Kano model and QFD to explore customers’ brand
contacts in the hotel business: A study of a hot spring
hotel. Total Quality Management & Business Excellence,
22(1): 1-27; Delice, E. K.; Giingor, Z. Miisteri Isteklerinin
Siniflandirilmasinda Kano model Uygulamasi. In:
Akademik Bilisim 2008: 195.

In table 3 it is seen how the categorization
was realized. For instance, for an attribute
to be attractive for a consumer, the customer
should not feel uncomfortable in the absence
of the attribute whereas should feel pleas-
ant in the presence of the same attribute. If
the consumer considers the presence of an
attribute normal and feel uncomfortable in
its absence, this attribute should be included
in the category of basic attributes. If there
is no difference between feeling pleasant
and non-pleasant in the presence or absence
of an attribute, it would be appropriate to
include this attribute into the category of
indifferent attributes. Under certain cir-
cumstances these attributes could create a
reverse impact. For instance, sound-proof
feature of a car could not be welcome by
some individuals whereas it could be main
reason why a person keen on sport cars
prefers the same car. Therefore, the similar
situation is very much likely to be observed
in tourism culture, as well.

In order to turn the frequencies of the state-
ments under the categories developed for
the KM into weighting values, the categories
in question were weighted with the help of
the AHP method. In this method developed
by Thomas L. Saaty (Saaty, 2003), data
are collected from bilateral comparisons.
Considering the relevant criteria, all state-
ments are subject to bilateral comparisons.
Each variable’s bilateral comparisons
contribute to consistency and reliability
of the responses. For the comparisons the
9-point scale (table 3) developed by Saaty is
utilized and bilateral comparison matrices
are obtained as a result of the digitization of
argument values via quantitative weighting
on this scale (from Berrittella, La Franca,
Zito, 2009).
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Table 3
Bilateral comparison scale used in AHP

Numerical values Verbal scale Explanation
1 Equal importance of both elements Two elements contribute equally
3 Moderate importance of one element Experience and judgment favour one element
over another over another
Strong importance of one element over .
5 g mp An element is strongly favoured
another
Very strong importance of one element . .
7 Y & mp An element is very strongly dominant
over another
9 Extreme importance of one element An element is favoured by at least an order of
over another magnitude
2,4,6,8 Intermediate values Used to compromise between two judgments
The elements are compared with other con-
When two elements are very close but . .
1.1-1.9 . trasting elements using 1-9 and good answers
often one is guessed .
are obtained

Source: Berrittella, M., La Franca, L., ve Zito, P. (2009) An analytic hierarchy process for ranking operating costs of low
cost and full service airlines. Journal of Air Transport Management, 15(5): 251.

all a12 al”

a'7| aZZ a’n
A=[a,]= :

a4y Ay [

It is seen on the matrix that all values are
indicated as a, These values refer to quanti-
tative arguments regarding the comparison
between K (i-th criterion) and K (j-th crite-
rion). For instance, a , is a value obtained as
aresult of the comparison of K, with K, The
valueofa, ,a,,,...,a elements on the main
diagonal of the matrix is 1 and aij=1/ a.

In order to find value of importance, the
total of each column of the matrices is cal-
culated at first. Next, each element on the
matrix is divided by the total of the column
where each element is included. As a result
of the calculation, the total of each column
should be 1. It is ensured that each element
on the matrix refer to a value ranging be-
tween zero (0) and one (1). In other words,
the matrix is normalized. The mean values
of all lines on the matrix calculated with the

help of normalization are calculated one by
one. These mean values create a column
matrix and show the weightings of each
criterion. The W matrix below is the matrix
of nx1 column showing the weightings.

In order words, the average value of each
line is the weighting of its related criterion.
Based on the weightings of the criteria,
they are put in order among themselves.
According to the order, high values are
more important whereas low values are
less important. The criterion with the
highest weighting value is more important
than others. However, consistency scores
should also be checked before using the
values and their alternatives put in order
in line with the significance level. In case
of finding inconsistent values as a result
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of bilateral comparisons, the order should
be considered statistically significant. The
orders obtained from the comparisons with
sufficient consistency rate can be used.

The bilateral comparisons are fundamen-
tally based on subjective bases, and thus,
certain fallacies and inconsistencies might
occur. To clarify the situation a calculation
for consistency rate is required (Onder;
Onder, 2015: 32). For the calculation of this
rate, the first version of bilateral compari-
son matrix is multiplied with the weighting
obtained from the matrix in question, which
refers to multiplication of A matrix in the
form of nxn and W matrix in the form of
nx1. As aresult of this calculation, R matrix
is obtained in the form of nx1.

all alZ aln Wll rll
a a a w. 7.
21 22 - 2n 21 21
Anx'n nxl T - Rnxl
anl anZ . ann Wnl rnl

Next, each element on R matrix is divided
by the corresponding element on W matrix.
This calculation is shown below, and it is
seen that B matrix was obtained as a result
of the calculation.

m/wy by,
W, /Wy, _ b,, B

. = nxl
wnl /Wnl bnl

Now it is possible to calculate Imax value,
which refers to arithmetic average of the
values on B matrix.

b, +b, +...+b,

Amax =
n

Then we are able to calculate the Consis-
tency Index (CI):

Ilmax —n
Cl=——
n—1

Consistency Rate (CR) is calculated by di-
viding CI into Random Index (RI).

Cl

CR:E

RI is an index getting different values in
accordance with the matrix dimension (n).
The random index values based on differ-
ent matrix dimensions are shown in table 4.

Table 4
Random Index Values Based on the Number of Criterion
n 3 4 5 6 7 8 9
Ri 0.5245 0.8815 1.1086 1.2479 1.3417 1.4056 1.4499
n 10 11 12 13 14 15
Ri 1.4854 1.5141 1.5365 1.5551 1.5713 1.5838
Ri 1.4854 1.5141 1.5365 1.5551 1.5713 1.5838

Source: Alonso, J. A., ve Lamata, M. T. (2006) Consistency in the analytic hierarchy process: a new approach.
International Journal of Uncertainty, Fuzziness and Knowledge-Based Systems, 14(4): 449.
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CR is checked to see whether the bilateral
comparisons are consistent. If the rate is
equal to or lower than 0.1, it can be indi-
cated that the bilateral comparisons are
consistent.

3. Findings

In table 5 developed based on the results
of the KM categorization, the frequencies
showing which statement falls under which
category in accordance with the responses
of the respondents. For instance, the first
statement (Ecl) in the table “Tourism
should promote the production and sales
of local products.” was assessed by 405
respondents. It was put under the basic at-
tributes category by 86 respondents, the
one-dimension attributes category by 98

respondents, the attractive attributes cat-
egory by 92 respondents and the indiffer-
ent attributes category by 121 respondents,
reverse attributes category by 6 respon-
dents, questionable attributes category by
2 respondents. As seen in “the Kano Model
Evaluation™ table, a respondent is expected
to mark both positive and negative version
of the statement as ‘I like’ or ‘I do not like’
in order to put a statement under the catego-
ry of questionable attributes. A person can-
not like and dislike something at the same
time, therefore such an answer prevents
getting statistically significant results. In
some statements, it is seen that there are
concentrations in reverse and questionable
categories. It can be concluded that these
statements are not understood correctly by
some participants.

Table 5
Categorized version of the statements in line with the Kano Model

Expectations of residents for the positive impacts towards tourism | M | O | A4 1 R O | Total
Touri hould te th ducti d sales of local

ourism should promote the production and sales of loca Ecll 86 | 98 | 92 | 1211 6 2 | 405
products.
Tourism should attract more investment to our community Ec2 | 42 | 62 | 184|108 | 5 405
Tourism should help to increase the price of land and property. | Ec3 | 36 3 47 | 2551 55 405
Touri hould i th di f

ourism s.ou improve the appearance (and images) o Enl | 35 | 7 | 58 | 276 | 29 405
Cappadocia’s landscape.
Tourism should preserve the environment in Cappadocia En2 | 87 | 22 | 54 | 233 | 8 405
Touri hould infl logical

ourism s. (.)u d influence ecological awareness among sl 60 | 12 | o1 1230 | 12 405
locals positively.
Tourism should provide quality of public services
(fire protection, police protection, public health services, Scl | 48 | 45 | 118 | 191 | 2 405
welfare and social services etc.) in Cappadocia.
Touri hould i th lity of educati
.ourlsms 01.1 increase the quality of education se2l 38| o | ss |29l 13 405
in Cappadocia.
Touri hould id busi fi ident

ourism s ou. provide more business for residents se3l 75 | 38 | o4 | 195 3 405
and small businesses.
Touri hould id i tive for th ti

ourism shou .prOVl e an 1r.1cen ive for the preservation seal 50| 6 | 25 | 308 6 405
of'local culture in Cappadocia.
Touri hould i hoppi t t

ourism s .ou d improve s ?Pplng, restauran ses| 47 | 13 | 24 | 280 | 39 405
and entertainment opportunities.
Touri houl i k th tional

ourism should provide more parks and other recreationa: se6l 23| 6 |36 | 209 | 40 405
areas for locals.
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In order to turn the frequencies of the cat-
egories and statements developed via the
KM into a final weighting, the categories in
question were weighted with the help of AHP
method. Information regarding this weight-
ing is present in the table below (reverse and
questionable categories were not considered
because they were not significant).

Table 6
Weightings of statement categories
Kano categories Weightings
(M) Must-be 0,242290749
(O) One-dimensional 0,268722467

(A) Attractive
(1) Indifferent

0,374449339
0,114537445

It is seen in table 6 that the category with
the highest weighting is the attractive at-
tributions. In other words, the most im-
portant one of the attributes mentioned
above is the attractive attributes. Thus, it
will be provided that attractive attributes
may affect significantly to the ranking.
These weightings were multiplied with
the frequencies and normalized in table 6
and the final weightings were fixed. Final
weightings and ranking based on the KM
are present in table 7.

Table 7
Weightings and ranking of the expectations of residents
for the positive impacts towards tourism

M

o A 1 Total | Ranking

Tourism should promote the
production and sales of local
products.

Ecl | 0,13522

0,30529 | 0,10478 | 0,04344 | 0,58874 1

Tourism should attract more Ec2 | 0,06603

investment to our community

0,19314 | 0,20956 | 0,03877 | 0,50753 2

Touri hould hel i h
ourism should help to increase the Ec3 | 0,05660

price of land and property.

0,00934 | 0,05353 | 0,09156 | 0,21104 11

Tourism should improve the
appearance (and images) of
Cappadocia’s landscape.

Enl | 0,05503

0,02180 | 0,06605 | 0,09910 | 0,24200 10

Tourism should preserve the

. . . En2
environment in Cappadocia

0,13679

0,06853 | 0,06150 | 0,08366 | 0,35049 5

Tourism should influence ecological En3 | 0,09434

awareness among locals positively.

0,03738 | 0,10364 | 0,08258 | 0,31795 6

Tourism should provide quality
of public services (fire protection,
police protection, public health Scl
services, welfare and social services
etc.) in Cappadocia.

0,07547

0,14018 | 0,13439 | 0,06858 | 0,41863 3

Tourism should increase the quality

Sc2
of education in Cappadocia. ¢

0,05978

0,02803 | 0,06264 | 0,10377 | 0,25419 7

Tourism should provide more

business for residents and small Sc3 | 0,11792

businesses.

0,11838 | 0,10706 | 0,07001 | 0,41338 4
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M

o A 1 Total | Ranking

Tourism should provide an

incentive for the preservation of Sc4 | 0,09276

local culture in Cappadocia.

0,01869 | 0,02847 | 0,11059 | 0,25052 8

Tourism should improve shopping,
restaurant and entertainment Scs

opportunities.

0,07389

0,04049 | 0,02733 | 0,10053 | 0,24227 9

Tourism should provide more parks

and other recreational areas for Sc6 | 0,03616

locals.

0,01869 | 0,04100 | 0,10736 | 0,20321 12

4. Results and discussion

When the expectations of residents about
the impacts of tourism are examined, we see
that expectations for economic impacts are
at the forefront. (see table 8). On average,
environmental impacts and socio-cultural
impacts have similar values. An interesting
point, however, is that Ec3 (Tourism should
help to increase the price of land and prop-
erty), one of the economic expectations, has
one of the lowest levels of expectations. As
can be seen in table 5, this is the expres-
sion that takes the most rated in the reverse
category. Increasing the price of land and
property should be considered in two di-
mensions. Of course, it is very pleasing for
these owners to raise these prices. However,
it is not very desirable for residents who
want to own property. It is assumed that
this statement is not fully understood due
to this confusion.

Table 8
Classifications of expectations
Classifications of expectations Means
Economic impacts 0,435773
Environmental impacts 0,303482
Socio-cultural impacts 0,297039

“Promoting the production and sale of lo-
cal products produced by the residents” is
the highest expectation. At this point, we

can conclude that there is not enough par-
ticipation of residents to tourism. In fact,
this situation is mentioned in the literature
(Karamesge, 2014). The second highest
expectation for the impacts of tourism is
“Tourism should attract more investment
to our community”. More investment natu-
rally means more employment opportuni-
ties and more economic contributions etc.
In fact, the increase in tourism investments
means an increase in tourism activities, in
which case expectations can be met more.

The third expectation for the impacts of
tourism is a socio-cultural expectation.
Residents expect to ensure the quality of
public services as a result of the develop-
ment of tourism in the region. However, the
lowest level of expectations is seen as Sc6
“Tourism should provide more parks and
other recreational areas for locals” which is
a socio-cultural expectation. As it is known,
Cappadocia is a tourism destination similar
to a natural theme park. Therefore, it is not
undesirable to add recreationally new parks
to the protected area. The same applies to
the expectation of Enl (Tourism should
improve the appearance [and images] of
Cappadocia’s landscape).

5. Conclusions and
recommendations

As it is known, successful tourism is not
possible in a destination that is not supported
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by the residents. From an integrated perspec-
tive of tourism product (Middleton, 1989),
residents are not only a stakeholder but also
a component of tourism product. Therefore,
destination management organizations will
have the chance to determine the expecta-
tions of the residents correctly and realize
the necessary policy planning and strategies.

In this study, expectations of residents
about the impacts of tourism were evaluat-
ed. With the findings, decision makers will
be able to have preliminary information on
the implementation of tourism activities
supported by residents. When the findings
of the study are examined, it is seen that
the expectations of the residents for the
impacts of tourism are intensely economic.
Cappadocia is a region where mass tourism
is intense. As a result, residents are not suf-
ficiently involved in tourism. (Karamese,
2014). As it is known, one of the important
determinants of positive attitudes towards
tourism is whether the residents earn in-
come from tourism (McGehee & Andereck,
2004; Perdue et al., 1990). Therefore, in or-
der to continue the tourism activities in the
region more successfully, residents should
be integrated to tourism. Even if they are
not directly involved in tourism, the inclu-
sion and promotion of products produced by
residents in tourism may positively affect
the perception and attitudes of residents.

From an economic point of view, another
important expectation is that more tour-
ism investments should be made in the
region. More investment means, more tour-
ists, more income, more employment, etc.
Another important expectation is in the
socio-cultural category. Residents expect
to ensure the quality of public services as
a result of the development of tourism in
the region. As mentioned in the literature,
tourism has an impact on the quality of life
of residents (Numanoglu & Giiger, 2018).

It is not always possible to meet all these ex-
pectations in terms of time and cost. In terms
of expectation levels, this study provides
information to decision-makers by making
a ranking. However, it is suggested that the
costs of meeting each expectation should be
calculated and reflected in this ranking. From
this perspective, this is one of the limitations
of the research. Another limitation of the
study is the evaluation of the positive impacts
of tourism only. Taking into consideration the
negative impacts of tourism, an evaluation is
a suggestion for future studies.
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