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ABSTRACT

Objectives: The issues and approaches to the analysis of the opinions of consumers of tourism services in Turkey are
considered. Customer surveys can be conducted both before and after their service. Methods/Approach: Accordingly,
preliminary estimates and opinions of customers can be obtained reflecting their expectations and actual estimates after
they receive travel services. It is of interest to compare these two groups of assessments, which makes it possible to both
adjust preliminary advertising and marketing campaigns, and the quality of the tourist service itself, its individual
elements, and components. Results: In the analysis, to obtain statistically sound and reliable results, a sequence of steps
is proposed to study the expected and real impressions of tourists. An information and analytical technology for
determining the types of tourists who have the same expected and real impressions is proposed. Its advantage lies in the
use of correlation and variance analysis of non-metric indicators and the subsequent development of cognitive maps that
allow you to immediately see the mechanisms of interrelation in the system of non-metric and metric indicators.
Conclusions: Compliance with such information and analytical technology ensures the objectivity of the analysis, and,
consequently, the effectiveness of management decisions that will be made on its basis. An example of practical
calculations for processing the results of surveys of tourists before and after service has been given.
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INTRODUCTION
As is well known, various surveys of travel services and tourism consumers occupy an important place in the
study of the world tourism market, the desires and preferences of consumers, their assessments of the quality

and demand for tourism and hospitality services.
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At the same time, it is of great practical interest (if it is possible to carry out) a comparison of the preliminary
expectations of tourists (before receiving a tourist service) and their final impressions (after receiving the
service). The coincidence or difference in assessments of the quality of tourist services before and after service
can be due to many and different reasons. On the one hand, these are certain characteristics, requirements,
preferences of various segments of consumers of tourism services (Liu et. al, 2018). On the other hand, there
are and are possible numerous nuances and features of the services themselves, their marketing and
management.

Thus, solving the problem of the influence of the qualitative characteristics of tourists on the level of their
expected impressions and real impressions is one of the urgent problems of improving the organization of
tourism. Domestic and foreign researchers (Dyachenko et al, 2018; Matyushenko et al, 2020; Petrova, Buzko
& Dyachenko, 2018; Uteubayev, Petrova & Lyubenova, 2018) note that in an innovative economy, success in
the competitive struggle for the client and his retention largely depends on this.

However, such a study can only be carried out using appropriate, well-founded information and analytical
methods. The initial data for the analysis are the results of surveys of tourists, and since they are mainly ordinal,
non-metric values, they require appropriate mathematical methods for their processing.

METHODOLOGY

Analysis of the literature shows that the need to measure the quality of services, as well as their perception by
customers, both before and after service, has become universally necessary, particularly, in the tourism sector.
Indeed, in today's competitive economic environment, both the quality of service and the perception of it by
customers is one of the key elements in achieving the long-term success of a travel company. Although there
is no universal definition of service quality, most researchers agree that service quality is a measure of meeting
customer expectations (Sebrek, 2020).

At the same time, the specificity of tourist services lies in the fact that clients have rather persistent, not
always objective ideas about the service, which were formed even before receiving it. However, after receiving
the service, these views and estimates may change. Therefore, it is important to study the issues of correlation
and mutual influence of preliminary expectations and final impressions of tourists, to develop appropriate
approaches for their analysis and subsequent management and commercial decisions.

In general, it should be noted that there is a fairly large number of studies and articles devoted to conducting,
processing data, and analyzing various consumer surveys in tourism services. Therefore, it is advisable to focus
on those of them that are devoted specifically to researching preliminary and, then, final impressions of clients
of travel services. Let's take a closer look at some recent of these publications.

The paper (Akinci & Yurcu, 2018) describes the results of the application of various statistical methods for
processing surveys to study the relationship between expectations, perceptions and satisfaction of students
receiving tourism education. In particular, methods of parametric tests, t-test, ANOVA, correlation and

regression analysis were used.
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The study (Wang, 2017) explores the relationship and impact of expectations, quality of service,
satisfaction, and behavioural intentions in the medical tourism industry. It is shown that expectations directly
affect both the quality of service and satisfaction. Service quality also affects both satisfaction and behavioural
intentions. Moreover, satisfaction has a direct impact on further behavioural intentions.

The article (Chow & Lee, 2019) describes the method of refuting expectations, as a theoretical basis for
postulating the interaction between expectation and experience and its impact on issues related to tourism.

The paper (Perera & Chandran, 2015) study assesses the expectations and perceptions of tourists by
examining cultural heritage sites. It has been shown that it is important to close the gap between expectations
and perceptions. The article (Garima & Sajeevan, 2019) examines the relationship between the perception and
satisfaction of tourists from the point of view of little-studied issues of the so-called soundscape.

The well ground research (Alamgir & Nedelea, 2016) discusses marketing strategies for targeted tourists.
Perceived value is an important element of competitive advantage and an indicator of customer satisfaction. A
conceptual model is proposed that covers the concepts of perceived quality, tourists' expectations, perceived
value, destination image, perceived value, and satisfaction of tourists in the tourist environment.

The model was empirically tested using SmartPLS software. It has been confirmed that perceived quality,
perceived value, tourist expectations, and destination image are the four key prerequisites for perceived value
that ultimately affects tourist satisfaction. A more complete model can be developed taking into account other
parameters of the travel service.

The results presented in (Yu & Jianguo, 2018) confirm the relationship between the image of a tourist
destination, perceived quality and value, impressions, satisfaction, loyalty, and complaints of tourists.

The study (Seon et al., 2019) proposes an interesting client-centered approach to the study of tourist
behaviour using an integrated approach grounded on consisting of value-based acceptance and confirmation-
expectation models.

The paper (Sfenrianto & Girsang, 2016) presents the analysis of the correspondence of user expectations
and information systems for the preliminary promotion of tourism services.

The article (Correia, 2017) well illustrates how the socio-demographic profile of tourists influences return
visits. Returnees with more than two visits in different years were considered. It is shown that the combination
of socio-demographic characteristics, expectations, satisfaction, the purpose of the trip, motivation, has a
positive effect on the desire to return to visit.

The study (Garima & Sajeevan, 2019) describes an expectation-confirmation model with two
complementary constructs, self-efficacy, and perceived value. Results allow predicting customer behaviour
and show that perceived value and satisfaction contribute significantly to the continued use of relevant tourism
services.

The initial data for statistical analysis was obtained by conducting two surveys of consumers (tourists),
before and after receiving tourism services, a total of 170 tourists were surveyed. Each questionnaire contained

22 questions (the matrices of the questionnaire answers used in the calculations are not given by us due to the
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limited scope of the publication). The survey was conducted during September 2021 in Kharkiv. Clients of the

travel company Navigator-Ukraina (https://www.navigator-ukraina.com.ua/) were interviewed, who ordered

tours or air tickets to Turkey through a travel agency. One respondent was interviewed twice: the first time

when ordering a tour and the second time after returning from a trip (in the second case, the survey was

sometimes conducted over the phone).

RESULTS

The signs (inherent to consumers) and a list of their possible values are shown in Table 1. The estimated

parameters of tourist service and their possible values are shown in Table 2. Tables give the legend of signs

and parameters, which will be used in calculations in the statistical package.

Table 1. The signs of tourist segmentation

Name Possible Values Designation
tourist Age Numerical (years old) A
Gender Male, female G
Education School, college, university, master, other E
Restravel Holidays, business, other RT
Resmode Travel agency, hotel website, social media RM
Trawith With family, friend, colleagues, others T

Source: Own authors' proposal when polling

Table 2. The signs of tourists’ service

Preliminarily

After Service

Parameter Essence

X1
X2
X3
Xa
Xs
Xe
X7
Xs
Xg
X10
X1
X12
X13
X14
Xi1s
X16
X17
Xis
X19
X20
Xa1
X22

Y1
Y2
Y3
Ya
Ys
Ys
Y7
Ys
Yo
Y10
Y11
Y12
Y13
Y14
Yis
Y16
Y17
Yis
Y19
Y20
Y1
Y22

A good hotel, a respectable and noticeable look on outside
About the hotel internal furnishing and decoration

About the staff appearance and their tidiness

Hotel facilities

Check-in time

Staff responsiveness

Informing and giving best services

Excellent hotel, service at the time they promise to do so

An excellent hotel will insist on error-free records

Hotel employees tell customers when services will be provided
Hotel employees give prompt services to the customers

Hotel employees are willing to help you resolve any issue
Hotel employees are never too busy for customers requests
Hotel employees should instill confidence in customers

Hotel clients should feel and be safe

Staff courtesy is very important

Hotel employees should have the needed knowledge

Hotel employees giving to customers individual attention

A hotel should be opened and in service 24/7/365

Hotel staff to offer customers personal services

The hotel should have their customers best interest at heart
The hotel staff understand the specific needs of their customers

Source: Own author's development based on the literature
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The steps of calculations for both Preliminarily (expected) and AfterService (real impressions) are the next:
formation of a system of quality signs of tourists, formation of a system of indicators of tourist impressions,
determining the relationship between the quality characteristics of tourists and their impressions, definition of
consistency in the system of quality characteristics of tourists and their impressions, development of cognitive
maps of tourists' impressions, analysis of the mechanisms of interconnection of impressions and quality
characteristics of tourists.

It should be noted that initially each of the data matrices, received from two surveys, is examined for
consistency separately, and then, by comparative generalization, the desired features for segmentation of a
tourist type are determined.

Further statistical analysis is aimed at studying two preliminary hypotheses described below. The first
hypothesis is that qualitative characteristics of tourists have different effects for the expected impressions and
real impressions. The second hypothesis is that a comparative analysis of the consistency of indicators of
expected impressions and indicators of real impressions allows us to determine the types of tourists who have
the same expected and real impressions, and the types of tourists who have different expected and real
impressions.

Let's first look at the analysis of tourist’s expected impressions. To analyze the influence of the tourist’s
gualitative characteristics on his expected impression and the real impressions he received after visiting the
hotel, it is necessary to determine the tightness of the relationship between these indicators in each case. In all
further calculations, we use the conventions described above in Tables 1 and 2. The tightness of the relationship
between indicators, which are both ordinal values and quantitative (for example, the age of the tourist), should

be determined using the Spearman correlation coefficient, using the data from Table 3.

Table 3. Spearman paired rank correlation matrix of tourists' qualitative characteristics and their expected impressions
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Source: Own author's calculations based on the poll

For analysis, it is advisable to take only those coefficients that |rs| > 0,3, since it is believed that such a

relationship is already sufficient and cannot be neglected.
So, A, G and RT do not affect the expected impression. According to the rating of the influence of the
tourist's qualitative characteristics on his expected impression, we have the following sequence: E, T, RM.
Moreover, the influence of E on the indicators of the expected impression is the opposite, that is, with an

increase of E, the expected impressions of the tourist decrease.

Qualitative characteristics of RM also have the opposite effect, that is, with an increase of RM, the x4

level decreases. The effect of T on the expected impression is positive, that is, with its increase, xq and x;¢

also increases.

In general, it should be noted that the qualitative characteristics of the tourist do not have a big influence
on the indicators of the expected impression for this set of observations.

In the studied group of tourists, there are characteristic closer relationships between the indicators of
expected impressions themselves than the relationship of the qualitative characteristics of tourists with
indicators of expected impressions.

For example, we have the greatest relationship in the system of indicators of the expected impression,
namely: x, withx,, x,,, X,5. The indicators x,and x,,are not related at all in the system.

This and another can be seen in the cognitive map of the expected impressions of this group of tourists,
which is compiled based on the Spearman’s rank correlation coefficient matrix. The corresponding map is

shown in Figure 1 (left).
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Next, let know how the levels of quality attribute E of the tourist affect to x,,, x4 . Figure 2 (left) shows
the distribution of values x,, for E=2; 3; 4; excluding E.
The maximum level of x;, due to the quality characteristics of the tourist when its value is 2. Figure 2

(right) shows the distribution of values x;g for E=2; 3; 4; excluding E£. Thus, the maximum level of x,gis

waiting for tourists who have E=3.

Now let's consider the analysis of real experiences after receiving tourist services.

In the system of indicators of the real impression, some indicators strongly correlate among themselves,
but do not depend on the qualitative characteristics of tourists. This and another can be seen in the cognitive
map of the real impressions of this group of tourists, which is also compiled based on the Spearman's rank
correlation coefficient matrix, this map also shown in Figure 1 (right).

Based on the calculated matrix (shown in Table 4) of the pair Spearman rank correlation coefficients for
the indicators of real impression, we found that the qualitative characteristics of tourists A, RM are not
connected at all.

According to the rating of the influence of the quality characteristics of a tourist on real impression, we had
the following sequence: E, RT, G, T.
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Figure 1. Cognitive maps (left - expected tourist experiences; right - real tourist experiences)

Source: Author's calculations

In general, it should be noted that the qualitative characteristics of the tourist do not have a big influence
on his real impression (for this set of observations).

According to cognitive map, we have some indicators that are very interconnected with others, namely y,

1 Vior Vigs Vigr Voo
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Comparing both constructed cognitive maps, we can conclude that most tourists have the same ratings

relative to real experiences. At the same time, regarding the expected impressions, their behaviour is basically

different, although there are certain stable relationships.

Table 4. Spearman paired rank correlation matrix of tourists' qualitative characteristics and their real impressions
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DISCUSSION

Comparative analysis of the consistency of expected experience rates and actual experience rates allows for

the identification of types of tourists who have the same expected and real experiences and types of tourists,

have different expected and real experiences. Tables 5 and 6 shows the levels of quality characteristics and

their effect on the levels of expected and real (after visit) impressions respectively.

Table 5. The relationship between tourists’ characteristics and indicators of their expected impressions

Qualitative Level of qualitative Indicator of Maximum level Spearman’s
characteristic characteristic of expected impressions of the expected correlation
of tourist tourist impressions coefficient
Education E=2 Hotel employees should have the X17 =5 r=-0,3333
needed knowledge
Education E=2 Hotel employees giving to X8 =5 r=-0,317
customers individual attention
Trawith T=0 An excellent hotel will insist on X9 =6 r =0,3256
error-free records
Trawith T=3 Staff courtesy is very important X16 =5 r =0,3008
Resmode RM=2 A hotel should be opened and in X19=5 r=-0,3429

service 24/7/365

Source: Own author's calculations based on the poll
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To analyse the consistency of indicators of expected tourist impressions, the coefficient of contingency

should be calculated. For the group of tourists surveyed, C = 0,1913, that confirming the inconsistency of the

expected impressions of tourists. The coefficient of contingency of real impressions C, =0,2101, not much

bigger, but still small.

Table 6. The relationship between tourists’ characteristics and indicators of their real impressions

Qualitative Level of qualitative Indicator of Maximum Spearman's
characteristic characteristic of real impressions level of the real correlation
of tourist tourist impressions coefficient
Education E=4 Excellent hotel with the service  Ys =5 r=0,3514
at the time they promise to do
SO
Education E=4 Hotel clients should feel and be Y15 =5 r=0,4287
safe
Education E=3 Staff courtesy is very important Y16 =5 r =0,3639
Trawith T=2 Staff responsiveness Y6=5 r=-0,3136
Gender G=2 Hotel clients should feel and be  Y15=5 r =0,327
safe
Restravel RT=1 Check-in time Ys=4 r =-0,3546

Source: Own author's calculations based on the poll

Based on these two tables, profiles of typical tourists are formed, for example, those who have overestimated

expected impressions, as well as the type of tourists who received the maximum experience.

CONCLUSION
Thus, an information technology for determining the types of tourists who have the same expected and real
impressions is proposed, the stages of this technology are presented in this article.

The advantages and validity of this technology are the use of correlation and analysis of variance of non-
metric indicators, the development of cognitive maps that allow you to immediately see the relationship
mechanisms in a system of non-metric and metric indicators.

Adherence to such information and analytical technology ensures the objectivity of the conclusions drawn
from the analysis and, consequently, the effectiveness and efficiency of the relevant management decisions
that will be taken on its basis. Concerning the prospects for further research, the authors propose to use the
approaches of fuzzy logic, outlined in the previous authors works (Chernov et al., 2012; Malyaretz et al., 2018;
Malyaretz et al., 2019), for accounting and processing of fuzzy consumer preferences and evaluations of

services by consumers of tourism and hotel services.
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