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ABSTRACT: The aim of  this study is to see destination quality of  Alanya from the point of  
view of  second home owners who live in this region. A questionnaire was designed in order 
to collect data. In the questionnaire under three main groups namely socio-cultural, economic 
DQG�HQYLURQPHQWDO�����VWDWHPHQWV�VXFK�DV�LQIUDVWXFWXUH��WUDIÀF�V\VWHP��VRFLDO�DFWLYLWLHV��KHDOWK-
care, city atmosphere, safety and security, human relations, climate, natural beauties and cost 
of  living were asked to participants. besides, the second home owners’ level of  being happy in 
Alanya and level of  recommendation of  living in or visiting Alanya to others were also sought. 
$129$��W�WHVW�DQG�)DFWRU�DQDO\VLV�ZHUH�XVHG�LQ�WKH�VWXG\��$FFRUGLQJ�WR�ÀQGLQJV��LW�ZDV�VHHQ�
that second home owners are quite happy to live in Alanya. While climate and natural beau-
ties have the highest ranking that second home owners love the most, bureaucracy, fair prices 
IRU�ORFDOV�DQG�H[SDWV�DQG�WUDIÀF�V\VWHP�KDYH�WKH�ORZHVW�UDQN��%HVLGHV��IHPDOH�VHFRQG�KRPH�
owners were found to be more happy than male ones in the destination. Keywords: Second 
home Tourism, destination Qulity, Alanya, 


7KLV�UHVHDUFK�EDVHG�RQ�D�PDVWHU�WKHVLV�ZKLFK�ZDV�FDUULHG�RXW�LQ�6RFLDO�6FLHQFH�,QVWLWXWH��$N-
deniz university.

InTroducTIon

nowadays, tourism is an important industry around the world since 
it creates employment, increases foreign exchange and causes social de-
velopments. especially economic return of  tourism has led countries to 
LQYHVW�LQ�WRXULVP�LQIUDVWUXFWXUH�WR�JHW�PRUH�YLVLWRUV�DQG�EHQHÀWV��8\VDO�
HW�DO������������5HFHQW�VWDWLVWLFV�RI �:RUOG�7RXULVP�2UJDQL]DWLRQ��������
KDV�VKRZQ�WKDW�LQWHUQDWLRQDO�WRXULVW�DUULYDOV�ZRUOGZLGH�H[FHHGHG�������
PLOOLRQ�LQ������DQG�LV�H[SHFWHG�WR�EH�����ELOOLRQ�LQ�WKH�\HDU�RI �������



deTerMInInG deSTInATIon QuALITY���

depending on recent development of  tourism sector, rivalry between 
tourism destinations has been increasing in order to get more revenue. 
To raise awareness, destinastions have been conducting marketing and 
advertising applications, creating alternative tourism activities and new 
tourism attractions and, increasing destination quality. 
7KH�SXUSRVH�RI � WKLV�UHVHDUFK� LV� WR�ÀQG�RXW�GHVWLQDWLRQ�TXDOLW\�RI �

Alanya from the point of  view of  second home owners who live in the 
region. Alanya is an important summer resort for Turkish tourism and 
gets approximately 2 million visitors yearly, also it hosts over 15.000 sec-
ond home owners in the region that are mainly from north europe. Since 
local life and tourism life engaged in the region, investments which aim 
to raise the tourism quality can effect local life as well. findings of  this 
research will indicate Alanya’s destination quality with a different aspect.

Destination Concept

$FFRUGLQJ� WR�:72����������� WRXULVP�GHVWLQDWLRQ� LV�GHÀQHG�DV� D�
physical space where tourists spend at least one overnight and it includes 
tourism products such as support services, attractions and tourists re-
sources. destinations are perceived as a whole by visitors and visitor’s 
perceptions on a destination are shaped by different factors such as ho-
tels, restaurants, transportation facilities, superstructure and infrastruc-
WXUH��FXOWXUH�DQG�UHFUHDWLRQDO�DFWLYLWLHV��&URXFK������������%XKDOLV��������
�����FODVVLÀHG�GHVWLQDWLRQV�XQGHU���GLIIHUHQW�JURXSV��QDPHO\��8UEDQ��6HD-
side, Alpine, rural, Authentic third world and unique-exotic-exclusive. 

7DEOH����&ODVVLÀFDWLRQ�RI �'HVWLQDWLRQV

Type of  
Destination Customers Activities

urban business- MIce Meetings-incentives-conference-exhibitions
education-religion-health 

Seaside Leisure
business- MIce
Leisure

Sightseeing- shopping- shows-short breaks 
Meetings- incentives- conference- exhibitions 
Sea-sun-sand-sex-sports

Alpine business-MIce
Leisure

Meetings- incentives- conference- exhibitions
Ski-mountain sports-health

rural business-MIce
Leisure

Meetings- incentives- conference- exhibitions
relaxation-agriculture-learning activities-
sport

Authentic 
third World

business-MIce
Leisure

exploring business opportunities incentives 
Adventure-authentic-charities-special interest

unique-exot-
ic-exclusive

business-MIce
Leisure

Meetings- incentives-retreats
Special occasion-honeymoon-anniversary

Source: Buhalis, 2000: 101



ÖZYurT And KAnTArcI 129

'HVWLQDWLRQ�W\SHV��FXVWRPHU�SURÀOHV�DQG�DFWLYLWLHV�DUH�VKRZQ�LQ�WKH�
table 1.
%XKDOLV������������VWDWHG�WKDW�GHVWLQDWLRQV�PD\�KDYH�VL[�GLIIHUHQW�

specialties, namely:
�� Attractions: 1DWXUDO��PDQ�PDGH��DUWLÀFLDO��SXUSRVH�EXLOW��KHULW-

age, special events,
�� Accessibility: entire transportation system comprising of  routes, 

terminals and vehicles,
�� Amenities: Accommodation and catering facilities, retailing, 

other tourist services,
�� Available Packages: Pre-arranged packages by intermediaries 

and principals,
�� Activities: All activities available at the destination and what con-

sumers will do during their visit,
�� Ancillary Services: Services used by tourists such as banks, tele-

communications, post newsagents, hospitals etc.
There has been conducted some research in order to determine des-

tination quality of  countries or cities. According to Yale university’s 
study on environmental quality of  countries, Switzerland gained the 
WRS�VSRW�RXW�RI �����FRXQWULHV��,Q�WKH�UHVHDUFK��GLIIHUHQW�IDFWRUV�ZHUH�
examined to rank countries such as air quality, water resources, climate, 
HQHUJ\�� IRUHVWV��ÀVKHULHV� DQG� DJULFXOWXUH�� 6ZLW]HUODQG� LV� IROORZHG�E\�
/X[HPEXUJ��$XVWUDOLD�DQG�6LQJDSRUH��<DOH�8QLYHUVLW\�(QYLURQPHQWDO�
3HUIRUPDQFH�,QGH[���������7KH�LQWHUQDWLRQDO�FRQVXOWLQJ�ÀUP��0HUFHU��
released a quality of  living survey, comparing 221 cities based on 39 
different criteria including politic and economic stability, safety, educa-
tion, culture, environment, recreation, transportation and health care. 
Vienna, the capital of  Austria, won the title as the highest ranked city, 
followed by Zurich and Auckland. According to another survey from 
WKH�VDPH�ÀUP��6LQJDSXU�ZDV�VHOHFWHG�WKH�EHVW�FLW\��EDVHG�RQ�LWV�SHUIRU-
mance of  electricity, water availability, telephone, mail, public trans-
SRUW�DQG�WUDIÀF�FRQJHVWLRQ��)UDQNIXUW��0XQLFK�DQG�&RSHQKDJHQ�ZHUH�
UDQNHG�RQ�WKH�WRS�RI �WKH�OLVW�DV�ZHOO���0HUFHU�6XUYH\�������4XDOLW\�RI �
Living Worldwide city rankings, 2013). Another study on the most 
livable cities was carried out by the economist. According to research 
results, Melbourne was selected the most livable city in the world by its 
performance on stability, healthcare, culture and environment, educa-
tion and infrastructure. It is followed by Vienna, Vancouver and To-
URQWR��7KH�(FRQRPLVW��*OREDO�/LYDELOLW\�6XUYH\��������

Second Home Tourism

The second home notion includes vacation homes, seasonal homes, 
weekend homes, summer homes, cottages, retirement homes and rec-



deTerMInInG deSTInATIon QuALITY130

UHDWLRQDO�KRPHV��5RFD�HW�DO�������������6HFRQG�KRPHV�FDQ�EH�XVHG�IRU�
short breaks as well as long summer holidays and future retirement 
KRPHV���0�OOHU������D�������$IWHU�VRPH�\HDUV��VHFRQG�KRPH�RZQHUV�
may consider themselves as a part of  host community and feel familiar 
with local traditions, the environment and the people of  host commu-
QLW\���0�OOHU������E��������5DSLG�JURZWK�LQ�LQWHUQDWLRQDO�PDVV�WRXULVP�
after the 1950s increased knowledge and experience of  other coun-
tries. return, repeat holidays led to seasonal or permanent emigration, 
RIWHQ�YLD�WKH�SXUFKDVH�RI �D�KROLGD\�KRPH��:LOOLPV�HW�DO��������������,Q�
the present day, second homes became a part of  tourism and travel in-
dustry and are very important for international tourism market around 
WKH�ZRUOG���+DOO�DQG�0�OOHU������������

Table 2. Second Home Relative Space-Time Characteristic

Second Home 
function

Frequency 
of  visit

Length of  
visit

Form of  
mobility

Location relative to 
primary residence

Weekend home high Short circulation dependent

Vacation home Low Long Seasonal 
migration

Independent

future Permanent 
home

decreasing Increasing Migration Independent

Source: Müller 2002a

As seen in table 2, frequency and length of  visit vary according to 
function of  second homes. besides, length of  visit shapes the form 
of  mobility.

Second home tourism causes a different social and economic devel-
opment than other forms of  tourism since it mostly requires purchas-
ing of  property in the destination. Second homes provide economic 
EHQHÀWV�WR�WKH�LPSRUWLQJ�UHJLRQ��WKURXJK�WKH�SXUFKDVH�SULFH�RI �WKH�
property, spending on renovation and maintenance, increased tax in-
comes and spending on food, leisure and other services.  furthermore, 
second home owners are paving the way for destination promotion 
and marketing by word of  mouth. on the other hand, second homes 
may cause a series of  problems such as lack of  sustainable develop-
ment of  a destination, increasing land and property prices, threatening 
the authentic character of  local region by means of  overbuilding and 
FXOWXUDO�HURVLRQ��%ULGD�HW��DO�����������������

Second home owners may have different motivating factors on 
choosing the destination. It can said that, climate and cheap living 
conditions are the main reasons for northern europeans to move 
WR�WKH�6RXWK�(XURSD��'LD]�HW�DO��������������$FFRUGLQJ�WR�:DUQHV�
DQG�3HWWHUVRQ·V� �������VWXG\�RQ�%ULWLVK�ZKR�VHWWOHG� LQ�0DOWD��FOL-
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mate was the main motivating factor on decision making. rodri-
JXH]�HW��DO���������VWDWHG�WKDW�&RVWD�'HO�6RO�UHJLRQ�RI �6SDLQ��ZDV�
a preferred choice of  foreigners because of  its climate, economic 
condition and Spanish culture. South Asian countries such as Sin-
gapore, Thailand and Malaysia has been an attractive place for sec-
ond home ownership with the help of  health tourism implementa-
WLRQV�VLQFH�����V��&KHH������������5HFHQWO\��$PHULFDQV·�VHWWOLQJ�LQ�
Mexico after their retirement is also becoming popular since living 
FRQGLWLRQV�DQG�KHDOWKFDUH�DUH�FKHDSHU�LQ�0H[LFR��0HWKYLQ��������
����$FFRUGLQJ�WR�%DONÖUÖQ�DQG�.ÖUNXODN·V��������UHVHDUFK�RQ�VHFRQG�
home owners in Antalya, Turkey, climate, social relations and liv-
ing condition were found to be the main reasons for second home 
owners to move in this area.

MeThodoLoGY And fIndInGS

Methodology

Survey methods were used to collect data with the survey instru-
PHQW�FRQVLVWHG�RI �WKUHH�VHFWLRQV���L��GHPRJUDSKLF�LQIRUPDWLRQ���LL��
socio-cultural, economic and environmental statements on Alanya, 
�LLL��RYHUDOO� WKRXJKWV�RQ�$ODQ\D��7KH� VXUYH\�ZDV�GHYHORSHG�E\� UH-
searcher himself  which were 5-point likert scale format. While de-
veloping the survey, the researcher utilized related studies of  follow-
LQJ�DXWKRUV��.LP�.����������%HUOL��$��DQG�0DUWLQ��-����������/DXUD��:��
�������DQG�$QGHUHFN��.��DQG�1\DXSDQH��*����������The target popu-
lation of  this study was second home owners who live in the Alanya 
district. firstly, the survey was pilot tested on a sample of  50 second 
home owners who had already lived in the region with average of  
4.3 years, between october-december 2012. This means, the sample 
group were already familiar with the destination in terms of  giving 
dependable responses. cronbach’s Alpha score of  the pilot survey 
ZDV�IRXQG�������WKDW�VKRZV�D�KLJK�UHOLDELOLW\��)RU�PDLQ�UHVHDUFK��D�WR-
tal of  650 survey were delivered to second home owners between 
february and June 2013 by using different methods of  distributions 
VXFK�DV�SDUWLFLSDWLQJ�LQ�RIÀFLDO�PHHWLQJV�RI �IRUHLJQHUV��FRQWDFW�ZLWK�
heads of  foreign communities or asking friends who knew foreign-
HUV�SHUVRQDOO\��$V�D�UHVXOW��D�WRWDO�RI �����XVDEOH�UHVSRQVHV�ZHUH�UH-
ceived, giving a response rate of  60 per cent. first of  all, a reliabil-
ity test was carried out using SPSS, and cronbach’s Alpha value for 
VRFLR�FXOWXUDO��HFRQRPLF�DQG�HQYLURQPHQWDO�VWDWHPHQWV�VFRUHG�������
which means a high reliability.
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Findings

'HPRJUDSKLF�ÀQGLQJV�LQGLFDWHG�WKDW�WKH�PDMRULW\�RI �UHVSRQGHQWV�
ZHUH�IHPDOHV����������PDUULHG����������DJH�FDWHJRU\�LV����DQG�DERYH�
���������%ULWLVK����������XQLYHUVLW\�GHJUHH�KROGHUV����������VWD\LQJ�LQ�
RZQ�KRXVH����������GXUDWLRQ�RI � OLYLQJ�LQ�$ODQ\D�RQH�WR�WKUHH�\HDUV�
���������VSHQGLQJ����WR����PRQWKV�LQ�$ODQ\D�\HDUO\����������VSHQGLQJ�
WLPH�ZLWK�ERWK�7XUNLVK�DQG�RWKHU�IRUHLJQHUV���������DQG�QRW�ZRUNLQJ�
LQ�$ODQ\D���������

7DEOH����'HPRJUDSKLF�3URÀOH

Variable F* %

Gender
female
Male

Age 
61 and above
46-60
�����
36-45

nationality
british
russian
German
norwegian
finnish
dutch
other

Marital Status
Married
Single
other

education
university
high School
Primary School
Post Graduate

having Turkish spouse
no
Yes

Years Spent in Alanya
1-3 years
4-6 years
10 years and above
7-9 years
Less than a year

267
117

157
102
61
52

71
70
61
61
52
46
25

239
77
��

170
154
39
21

276
92

107
92
70
62
47

69.2
30.3

40.7
26.4
����
13.5

����
����
����
����
13.5
11.9
6.5

61.9
19.9
15.0

44.0
39.9
10.1
5.4

71.5
����

27.7
����
����
16.1
12.2
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Annual duration of  Stay
10-12 months
4-6 months
1-3 months
7-9 months

community That Time Spend With
Turkish and foreigners
foreigners
Turkish

Working in Alanya
no
Yes

Place to Stay in Alanya
own house
rented house
other

���
��
56
50

���
64
32

297
��

���
104
21

47.6
����
14.6
13.0

73.3
16.6
���

76.9
21.2

����
26.9
5.4

Note: * may not add up to the total number of  respondents due to missing data.

In the survey, There were 37 statements which are related to destina-
tion quality of  Alanya. Statements were offered as 5 point likert, 1-very 
unsatisfactory, 2-unsatisfactory, 3-neutral, 4-satisfactory, 5-very satisfactory.  

Table 4. Means and St. Deviations of  Statements

Statements F* Mean St. D.

1. climate ��� ���� 0.60

2. natural beauties ��� 4.40 0.71

3. number of  restaurant 374 4.20 ����

4. number of  shopping facilities 379 4.06 ����

���1XPEHU�RI �SDUNV�DQG�JUHHQ�ÀHOGV� ��� 4.01 0.99

6. number of  health care services 379 3.95 0.75

7. Attitude and approach of  locals ��� 3.95 ����

���4XDOLW\�RI �DLU ��� 3.91 ����

9. Variety of  restaurants ��� ���� ����

10. Quality of  health care services 376 ���� ����

11. night life attractions ��� ���� ����

12. Quality of  shopping facilities ��� 3.71 ����

13. Public transportation facilities ��� 3.69 ����

14. Quality of  restaurants 376 ���� 0.79

15. Appearance of  physical environment 377 3.67 ����

16. Security and safety ��� 3.64 ����

17. Quality of  beaches ��� 3.63 0.99

����4XDOLW\�RI �VHD�ZDWHU ��� 3.63 0.96

(cont.)

Variable F* %
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19. Attitude and approach of  workers ��� 3.60 0.91

20. Attitude and approach of  foreign settlers ��� 3.51 ����

21. opportunities of  Turkish language course ��� 3.40 ����

22. Quietness and peacefulness of  the city ��� 3.36 0.97

23. Attitude and approach of  tourists ��� 3.36 0.79

24. Goods and services prices ��� 3.33 0.90

25. cleanliness of  environment and streets ��� 3.31 1.22

26. number of  social and cultural activities ��� 3.31 1.00

27. number of  live sport activities ��� 3.30 ����

����+RXVLQJ���UHDO�HVWDWH�SULFHV 379 3.27 0.93

29. Prices in general ��� 3.25 0.93

30. Quality of  roads ��� 3.24 ����

31. Infrastructure quality ��� 3.21 1.14

32. Quality of  sidewalks ��� 3.14 1.17

33. number of  museum ��� 3.07 ����

����7UDIÀF�V\VWHP 377 ���� ����

35. number of  places for religious practice 379 ���� 1.03

36. fair price for locals and foreigners ��� 2.51 1.10

37. The way that bureaucracy works ��� 2.27 1.03

Note: * may not add up to the total number of  respondents due to missing data.

0HDQ� UDQJHV� RI � WKH� ��� VWDWHPHQWV�ZHUH� HLWKHU� IURP�QHXWUDO� ����
WR� VDWLVIDFWRU\� ���� RU� IURP� VDWLVIDFWRU\� ���� WR� YHU\� VDWLVIDFWRU\� ������������������������
2QO\���VWDWHPHQW�KDG�PHDQV�EHORZ����&OLPDWH�UDQNHG�ÀUVW�DPRQJ����
VWDWHPHQWV�ZLWK�LWV������PHDQ��7KLV�UHVXOW�LV�FRPSDWLEOH�ZLWK�IRUPHU�
researches on second home owners and it supports the idea of  climate 
is the most important thing for second home owners. climate was fol-
lowed by natural attractions with its 4.40 mean, number of  restaurant 
��������VKRSSLQJ�IDFLOLWLHV��������DQG��QXPEHU�RI �SDUNV�DQG�JUHHQ�ÀHOGV�
��������6LQFH�$ODQ\D�LV�YLVLWHG�E\���PLOOLRQ�WRXULVWV�\HDUO\��WKH�PHDQ�RI �
number of  restaurant and shopping facilities can be explaind by tour-
istic side of  Alanya. on the other hand, while the mean of  number 
RI �UHVWDXUDQW�ZDV�������PHDQ�RI �TXDOLW\�RI �UHVWDXUDQW�ZDV�RQO\�������������
This shows that there are some quality problems regarding restaurants 
in Alanya and not only quantity, but also quality should be improved. 
Although Alanya destination leans on sea-sun-sand tourism, quality of  
beaches and quality of  sea water were both found below satisfactory 
with their 3.63 means by respondents. This result is very important for 
the future of  Alanya as a tourism destination.

Statements F* Mean St. D.

(cont.)
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The statement of  ‘the way that bureaucracy works’ had the lowest 
mean with 2.27. This result shows that second home owners are hav-
LQJ�GLIÀFXOWLHV�ZLWK�IRUPDO�SURFHGXUHV�LQ�$ODQ\D�DQG�QRW�VDWLVÀHG�ZLWK�
how it works. Second lowest mean belongs to statement of  fair price 
for locals and foreigners with 2.51. This may be considered as an out-
come of  being a resort city. number of  places for religious practice 
ZDV�DQRWKHU�VWDWHPHQW�WKDW�KDV�ORZ�PHDQ�ZLWK�������$FFRUGLQJ�WR�WKLV��
it can be said that local authorities should develop more places for sec-
ond home owners’ religious practices, especially when it is considered 
there are over ten thousand second home owners in Alanya destination. 

Apart from socio-cultural, economical and environmental state-
ments, 4 different statements were asked to evaluate respondents’ ge-
nerel thoughts on Alanya. The satements were asked as 5 point likert, 
1-strongly diasgree, 2-disagree, 3-neutral, 4-agree and 5-strongly agree.

Table 5. General Thoughts of  Respondents on Alanya

Statements F* Mean St. D.

1. I would like to visit Alanya if  i move back to my home country 376 4.39 0.69
2. I recommend my friends and others to visit Alanya ��� ���� 0.62
3. I am happy to live in Alanya ��� 4.32 0.60
4. I recommend my friends and others to live in Alanya ��� 3.92 ����

Note: * may not add up to the total number of  respondents due to missing data.

results show that respondents were very happy to live Alanya. The 
VWDWHPHQW�RI �́ ,�DP�KDSS\�WR�OLYH�LQ�$ODQ\Dµ�KDG������SRLQW�ZKLFK�PHDQV�
that even though second home owners have some negative thoughts 
on Alanya, these do not effect their being happy in the destination. 
besides, revisit intention of  respondents were also pretty high which 
shows the loyality of  those. on the other hand, although tendency of  
recommendation to visit Alanya had a high rate, tendency of  recom-
mendation to live in Alanya was less.

The thirty-seven social, economic and environmental statements on 
Alanya were factor analyzed utilizing principle components with vari-
PD[�URWDWLRQ��7KH�RYHUDOO�VLJQLÀFDQW�RI �WKH�FRUUHODWLRQ�PDWUL[�ZDV������
with bartlet test of  saphericity value of  595. It was found that there 
ZDV�D�VLJQLÀFDQW�FRUUHODWLRQ�EHWZHHQ�WKH�YDULDEOHV��7KH�.DLVHU�0H\HU�
2ONLQ�YDOXH�ZDV������ZKLFK�PHDQV�WKH�GDWD�ZDV�VXLWDEOH�IRU�WKH�IDFWRU�
analysis. Scree Plot chart showed that the items could gather under six 
GLIIHUHQW�IDFWRU�JURXSV�DW�WKH�ÀUVW�DWWHPSW�RI �SHUIRUPLQJ�IDFWRU�DQDO-
\VLV��7KHUHIRUH�IDFWRU�DQDO\VLV�UHDSSOLHG�E\�XVLQJ�WKH�À[HG�QXPEHU�RI �
IDFWRUV�DQG���IDFWRU�VROXWLRQV�ZHUH�LGHQWLÀHG��UHSUHVHQWLQJ�������RI �
the total variance. Ten statements out of  thirty-seven were excluded 
from the analysis because of  the low reliability or contradiction. 
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Table 6. Factor Analysis 

Factor 
loading

Eigen
value

Explained 
variance Reliability Mean St. 

D.

factor 1: city infrastructure ����� ������� ����� 3.15 ����

Quality of  sidewalks ����

7UDIÀF�V\VWHP .753

Quality of  roads .701
Infrastructure quality .543
cleanliness of  local environment .523

factor 2: natural attractions 2.712 ������ ����� ���� 0.60
natural beauties .771
climate .734
Quality of  air ����
1XPEHU�RI �SDUNV�DQG�JUHHQ�ÀHOGV .636
Quality of  beaches .513

factor 3: Social and cultural events 2.443 6.979% ����� 3.13 0.73
number of  museums .771
number of social and cultural activities ����
number of  live sport activities .670
number of  places for religious 
practice .593

factor 4: Price 2.244 6.412% ����� ���� 0.77
Goods and services price ����
Prices in general ����
housing-real estate price .676
fair price for locals and foreigners ����

factor 5: Shopping and f&b ����� 5.173% 0.705 3.90 0.56
number of  shopping facilities .701
Variety of  restaurants ����
Quality of  shopping facilities ����
number of  restaurants ����

Quality of  restaurants .552

factor 6: human relations 1.599 ������ 0.727 3.60 0.61
Attitude and approach of  second 
home owners .765

Attitude and approach of  locals .641
Attitude and approach of  workers .592
Attitude and approach of  tourists .566

Total variance explained 53.743%

Note: Sociocultural, economic and environmental statements: 1:very unsatisfactory and 5:very satisfactory
Extraction method- principal component analysis
Rotation method- Varimax with Kaiser normalization
Kaiser-Meyer-Olkin=.802; Bartlett’s Test of  Sphericity, p= .000 



ÖZYurT And KAnTArcI 137

first factor includes the items which are related to physical and en-
vironmental infrastructure of  the city, so that it named City Infrastruc-
ture�DQG�H[SODLQHG�WKH�KLJKHVW�SHUFHQWDJH�RI �WKH�WRWDO�YDULDQFH����������
Second factor consists of  natural and environmental characteristics of  
the city. It named Natural Attractions and explained the second highest 
SHUFHQWDJH���������7KLUG�IDFWRU�FRQWDLQV�VRFLDO�DQG�FXOWXUDO�DFWLYLWLHV�
in the destination, that’s why it named Social and Cultural Events and ex-
SODLQHG��������RI �WKH�WRWDO�YDULDQFH��)RXUWK�IDFWRU�LV�DERXW�ÀVFDO�VLGH�
of  the city so that it named Price�DQG�H[SODLQHG��������RI � WKH�WRWDO�
variance. fifth factor is about quality and quantity of  the city’s shop-
ping and f&b services and it named Shopping and F&B and explained 
�������RI �WKH�WRWDO�YDULDQFH��6L[WK�IDFWRU�FRQVLVWV�WKH�LWHPV�WKDW�VKRZ�
relationships between stakeholders in the destination so that it named 
KXPDQ�UHODWLRQV�DQG�H[SODLQHG��������RI �WKH�WRWDO�YDULDQFH�

Table 7. Level of  Being Happy According to Gender

Gender F Mean St.D. t p

female 267 4.37 0.61
2.573 0.011

Male 117 4.20 0.56

p=0.011 < 0.050

,Q�RUGHU�WR�VHH�LI �WKHUH�LV�DQ\�VLJQLÀFDQW�GLIIHUHQFH�EHWZHHQ�JHQGHUV��
RQH�VDPSOH�W�WHVW�ZDV�SHUIRUPHG��$FFRUGLQJ�WR�W�WHVW�DQDO\VLV��VLJQLÀ-
cant difference was found between the genders’ level of  being happy 
LQ�$ODQ\D��,W��LV�VHHQ�WKDW�IHPDOH�UHVSRQGHQWV��) ������PHDQ �������
ZHUH�KDSSLHU�WKDQ�PDOH�UHVSRQGHQWV��) �����PHDQ ������

Tablo 8. Level of  Being Happy According To Age

Age F Mean St.D. F p

����� 61 4.50 0.56

����� 0.004

61 and above 157 4.33 0.65

36-45 52 4.09 0.63

46-60 102 4.30 0.50

Total 372 4.32 0.60

p=0.004 < 0.050  (F=4,481; p=0,004)

As the age groups were normally distributed, a one-way AnoVA 
WHVW�ZDV�SHUIRUPHG�WR�ÀQG�RXW� LI � WKHUH� LV�DQ\�VLJQLÀFDQW�GLIIHUHQFH�
between age groups relevant to level of  being happy in Alanya desti-
QDWLRQ��$129$�DQDO\VLV��IROORZHG�SRVW�KRF�²�VFKHIIH�VWHSV��VKRZHG�
WKDW�WKHUH�DUH�VLJQLÀFDQW�GLIIHUHQFH�EHWZHHQ�WKH�DJH�JURXSV�UHJDUGLQJ�
OHYHO�RI �EHLQJ�KDSS\�LQ�$ODQ\D��$FFRUGLQJ�WR�ÀQGLQJV��DJH�JURXS����
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����) ����PHDQ ������IHHOV�KDSSLHU�WR�OLYH�LQ�$ODQ\D�WKDQ�DJH�JURXS�
�������) ����PHDQ ������

Table 9. Level of  Being Happy According to Nationalities

Nationality F Mean St.D. F p

norwegian 61 4.54 0.59

6,077 0,000

british 71 4.46 0.55

German 61 4.37 ����

other 25 4.36 0.56

russian 70 ���� 0.54

finnish 52 4.15 0.60

dutch 46 3.95 0.63

Total ��� 4.32 0.60

p=0.000 < 0.050 (F=6,077; p=0,000)

$FFRUGLQJ�WR�$129$�DQDO\VLV��IROORZHG�SRVW�KRF�²�VFKHIIH�VWHSV��
which is aimed to show differences between nationalities’ level of  be-
LQJ�KDSS\��1RUZHJLDQV��) ����PHDQ �������%ULWLVK��) ����PHDQ ������
DQG�*HUPDQV��) ����PHDQ ������DUH�KDSSLHU�WR�OLYH�LQ�$ODQ\D�WKDQ�
'XWFK��) ����PHDQ ������

dIScuSSIon And concLuSIonS

This study attemped to examine destination quality of  Alanya by 
second home owners’ thought. Alanya has been hosted second home 
owners since early 1990s and nowadays they are part of  the daily life 
in the destination. To determine destination quality and to see posi-
tive and negative aspects are crucial for the destination future. These 
results may guide the local authorities to plan next steps in order to 
rise the destination quality. 

According to results, climate was found the most important fea-
ture of  Alanya destination. besides, natural beauties and park and 
JUHHQ�ÀHOGV�ZHUH�DOVR� IRXQG�DERYH� VDWLVIDFWRU\��7KHVH�RXWFRPHV�
show that natural attractions are the strongest side of  Alanya des-
tination. Yet another result has showed that most of  the second 
home owners were above 60 years old. At this point, it is of  utmost 
importance to have enough number of  high quality health care. 
According to another result, while the number of  shopping facili-
ties were found satisfactory, the quality of  them was found below 
satisfactory which means that not only quantity but also quality of  
shopping facilities should be improved. one of  the main problem 
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in the destination was found the fair prices for locals and foreign-
HUV��7KLV�QHJDWLYH�RSLQLRQ�PD\�FDXVH�GLIÀFXOWLHV�WR�IHHO�SDUW�RI �WKH�
local life for second home owners. fair price can be considered as a 
problem of  all resorts cities. Yet, local authories and decision mak-
HUV�VKRXOG�WDNH�DFWLRQ�UHJDUGLQJ�WR�ÀQG�D�VROXWLRQ��$QRWKHU�QHJD-
tive idea on Alanya destination was lack of  the number of  places 
for religious practice. Although there are some places for religious 
practice in the region, this seem not satisfactory and should be in-
creased. All in all, results indicated that second home owners were 
happy to live in Alanya destination. Also, they have a tendency to 
visit the region, if  they go back to their homeland in the future. 
This may seen as destination loyality. furthermore, the tendency 
of  recommendation to visit the region to friends were also found 
high which means word of  mouth marketing.  

Alanya is an important destionation in Mediterranean region where 
local life and tourism life are in close touch. As a result of  being that 
close, there are intensive and mutual interactions in the region. con-
VLGHULQJ�WKH�ÀQGLQJV�RI �WKLV�UHVHDUFK�PD\�KHOS�LPSURYHPHQW�RI �$ODQ-
ya destination quality which will be useful for both locals and tourists.

referenceS

A Practical Guide to Tourism destination Management, World 
Tourism organization, Madrid, 2007.
$QGHUHFN��.��/���DQG�1\DXSDQH��*��3����������([SORULQJ�WKH�QDWXUH�

of  tourism and quality of  life perceptions among residents. Journal of  
Travel Research, 50 ��������������
%DONÖU� &�� DQG�.ÖUNXODN� %��� 7XUNH\�� 7KH�1HZ�'HVWLQDWLRQ� IRU�

International retirement Migration, Migration and Mobility in europe: 
Trends, Patterns and control, der. fassmann h., haller M. and Lane 
d., 123-143, edward elgar Publishing, uK, 2009.
%HUOL�$��YH�0DUWLQ�-���¶¶)DFWRUV�,QÁXHQFLQJ�'HVWLQDWLRQ�,PDJH··��$Q-

QDOV�RI �7RXULVP�5HVHDUFK�����������������������
brida J. G., osti L. and Santifaller e., ‘‘Second homes And The 

need for Policy Planning’’, An International Multidisciplinary Journal 
RI �7RXULVP�����������������������

buhalis d., ‘‘Marketing The competitive destination of  The fu-
WXUH··��7RXULVP�0DQDJHPHQW���������������������

chee h. L., Medical Toursim in Malaysia: International Move-
PHQW� RI � +HDOWKFDUH� &RQVXPHUV� DQG� WKH� &RPPRGLÀFDWLRQ� RI �
+HDOWKFDUH��$VLD�5HVHDUFK�,QVWLWXWH��:RUNLQJ�3DSHU�1R�����6LQJD-
pore, 2007



deTerMInInG deSTInATIon QuALITY140

&URXFK�*��,���¶¶0RGHOOLQJ�'HVWLQDWLRQ�&RPSHWLWLYHQHVV��$�6XUYH\�
And Analysis of  The Impact of  competitiveness Attributes’’,Techical 
5HSRUW����������$XVWUDOLD�

diaz M. A., Kaiser c. and Warnes A., ‘‘northern european retired 
residents in nine Southern europeam Areas: characteristrics, Motiva-
WLRQV�DQG�$GMXVWPHQW··��$JLQJ	6RFLHW\���������������������

hall c. M. and Müller d. K., Second homes, curse or blessing?, 
5HYLVLWHG��$VSHFWV�RI �7RXULVP��7RXULVP��0RELOLW\�DQG�6HFRQG�+RPHV��
between elite Landscape and common Ground der. c. Michael hall 
and dieter K. Müller, channel View Publications, Great britan, 2004
.LP��.����������7KH�(IIHFWV�RI �7RXULVP�,PSDFWV�8SRQ�4XDOLW\�RI �

Life of  residents in The community, doctoral dissertation, Virginia 
Tech university, u.S.A. 

Mercer Survey- 2012 Quality of  Living Worldwide city rankings, re-
WULYHG�������������KWWS���ZZZ�PHUFHU�FRP�TXDOLW\RÁLYLQJSU�FLW\�UDQNLQJV�

Methvin T. W., ‘‘The new Mexican-Americans:International re-
tirement Migration and development in an expatriate community in 
Mexico’’, The center for Migration and development Working Paper 
Series no:9-3, Princeton university, 2009.

Müller d. K., ‘‘German Second homeowvers in Sweden’’, revue 
(XURSHHQQH�'HV�0LJUDWLRQV�,QWHUQDWLRQDOHV�������������D��������

Müller d. K., ‘‘reinventing The countrside: German Second-home 
2ZQHUV�LQ�6RXWKHUQ�6ZHGHQ··��&XUUHQW�,VVXHV�LQ�7RXULVP������������E���
426-446.

roca M. n., oliviera J., A. and roca Z., ‘‘Second homes and Sec-
RQG�+RPH�7RXULVP�LQ�3RUWXJDO··��6XVWDLQDEOH�7RXULVP�&HQIHUHQFH�����
20 September, Amentea, 2009.

rodriguez V., Mayorales G., f. and rofo f., ‘‘european retirees on 
the costa del Sol: A cross-national comparison’’, International Jour-
QDO�RI �3RSXODWLRQ�*HRJUDSK\����������������������

The economist, Global Liveability Survey, retrived: 15.12.2013. 
http://pages.eiu.com/rs/eiu2/images/eIu_bestcities.pdf

uysal M., Perdue r. and Sirgy M. J., Prologue: Tourism and Qual-
ity of  Life research: The Missing Links, handbook of  Tourism and 
Quality of  Life research, der. uysal, M., Perdue r. and Sirgy M., J., 
1-5, Springer, uSA 2012.

Warnes A. M. ve Patterson G., ‘‘british retirees in Malta: compo-
nents of  the cross-national relationship’’, International Journal of  
3RSXODWLRQ�*HRJUDSK\���������������������

Williams A. M., King r., Warnes A. and Patterson G., ‘‘Tour-
ism and International retirement Migration: new forms of  an 
old relationship in Southern europe’’, Tourism Geographies, 2:1, 
��������������



ÖZYurT And KAnTArcI 141

:LOOLDPV�1��/DXUD����������6HFRQG�+RPH�7RXULVP�LQ�5XUDO�7REDJR��
The Percieved Socio-economic and environmental Impacts, Master 
Thesis, Lund university, Sweden.

World Tourism organization, Tourism barometer, retrieved: 
�����������KWWS���GW[WT�Z��[TSZ�FORXGIURQW�QHW�VLWHV�DOO�ÀOHV�SGI�
unwto_barom14_01_jan_excerpt.pdf

Yale university, environmental Performance Index, retrieved: 
25.01.2014 
KWWS���HSL�\DOH�HGX�ÀOHV�����BHSLBIXOOBUHSRUW�SGI

Submitted: 30th January 2014
Final version: 07th March 2014

Accepted: 28th March, 2014
Refereed anonymously


