
 

T.C. 

VAN YÜZÜNCÜ YIL ÜNİVERSİTESİ 

SOSYAL BİLİMLER ENSTİTÜSÜ 

 

 

 

YÜKSEK 

LİSANS TEZİ 

 

IRANIAN TOURISTS’ SHOPPING EXPERIENCES IN VAN:  

A QUALITATIVE STUDY 

 

 

MARZIYEH ROUDMOSHKI 

 

 

 

TURİZM İŞLETMECİLİĞİ  

ANABİLİM DALI  

 

OCAK, 2026 



 

 

 

 

 

T.C. 

VAN YÜZÜNCÜ YIL ÜNİVERSİTESİ 

SOSYAL BİLİMLER ENSTİTÜSÜ 

TURİZM İŞLETMECİLİĞİ ANABİLİM DALI 

 

 

 

 

 

İRANLI TURISTLERIN VAN’DAKI ALIŞVERIŞ DENEYIMLERI: NITEL BIR ÇALIŞMA 

 

 

 

 

YÜKSEK LİSANS TEZİ 

 

 

 

 

 

HAZIRLAYAN 

MARZIYEH ROUDMOSHKI 

 

 

 

 

DANIŞMAN 

DOÇ. DR. MEHMET ŞEREMET 

 

 

 

 

VAN - 2026 

 

 

 

 



 

 

 

REPUBLIC OF TURKEY 

VAN YÜZÜNCÜ YIL UNIVERSITY 

INSTITUTE OF SOCIAL SCIENCES 

DEPARTMENT OF TOURISM MANAGEMENT 

 

 

 

 

 

IRANIAN TOURISTS’ SHOPPING EXPERIENCES IN VAN: 

A QUALITATIVE STUDY 

 

 

 

 

MASTER’S THESIS 

 

 

 

PREPARED BY 

MARZIYEH ROUDMOSHKI 

 

 

 

SUPERVISOR 

ASSOC. PROF. DR. MEHMET ŞEREMET 

 

 

 

 

VAN - 2026 

 

 



i 
 

KABUL VE ONAY  

Marzıyeh ROUDMOSHKI tarafından hazırlanan “IRANIAN TOURISTS’ SHOPPING 

EXPERIENCES IN VAN: A QUALITATIVE STUDY” adlı tez çalışması aşağıdaki jüri 

tarafından OY BİRLİĞİ ile Van Yüzüncü Yıl Üniversitesi Sosyal Bilimler Enstitüsü Turizm 

İşletmeciliği Anabilim Dalında YÜKSEK LİSANS TEZİ olarak kabul edilmiştir. 

Jüri Üyeleri İmza 

Danışman: Doç. Dr. Öğretim Üyesi Mehmet ŞEREMET  

Van Yüzüncü Yıl Üniversitesi, Deniz Ulaştırma İşletme 

Mühendisliği Anabilim Dalı  

Bu tezin, kapsam ve kalite olarak Yüksek Lisans Tezi olduğunu 

onaylıyorum.                                         

 

  

Başkan : Doç. Dr. Emine CİHANGİR  

Van Yüzüncü Yıl Üniversitesi, Turizm İşletmeciliği Anabilim Dalı  

Bu tezin, kapsam ve kalite olarak Yüksek Lisans Tezi olduğunu 

onaylıyorum.                         

 

  

Üye : Doç.Dr. Vedat YİĞİTOĞLU 

Çukurova Üniversitesi, Güzel Sanatlar Fakültesi, Gastronomi ve 

Mutfak Sanatları Bölümü. 

Bu tezin, kapsam ve kalite olarak Yüksek Lisans Tezi olduğunu 

onaylıyorum.                                               

 

  

Üye : Prof. Unvanı Adı SOYADI 

Üniversite Adı, Anabilim Dalı 

Bu tezin, kapsam ve kalite olarak Yüksek Lisans Tezi olduğunu 

onaylıyorum/onaylamıyorum. 

 

Üye : Prof. Unvanı Adı SOYADI 

Üniversite Adı, Anabilim Dalı 

Bu tezin, kapsam ve kalite olarak Yüksek Lisans Tezi olduğunu 

onaylıyorum/onaylamıyorum. 

 

Yedek Üye : Unvanı Adı SOYADI 

Üniversite Adı, Anabilim Dalı Bu tezin, kapsam ve kalite olarak 

Yüksek Lisans Tezi olduğunu onaylıyorum/onaylamıyorum. 

 

 

Yedek Üye : Unvanı Adı SOYADI 

Üniversite Adı, Anabilim Dalı Bu tezin, kapsam ve kalite olarak 

Yüksek Lisans Tezi olduğunu onaylıyorum/onaylamıyorum. 

 

 

 

Tez Savunma Tarihi: 

 

14/01/2026 

Jüri tarafından kabul edilen bu tezin Yüksek Lisans Tezi olması için gerekli şartları yerine 

getirdiğini ve imzaların sahiplerine ait olduğunu onaylıyorum. 

 

Doç. Dr. Ercan ÇALIŞ 

Sosyal Bilimler Enstitüsü Müdürü 

 



ii 
 

ETİK BEYAN 

 

 

Van Yüzüncü Yıl Üniversitesi, Sosyal Bilimler Enstitüsü Tez Yazım Kurallarına 

uygun olarak hazırladığım bu tez çalışmasında; 

 

 

 

• Tez içinde sunduğum verileri, bilgileri ve dokümanları akademik ve etik kurallar 

çerçevesinde elde ettiğimi, 

• Tüm bilgi, belge, değerlendirme ve sonuçları bilimsel etik ve ahlak kurallarına uygun 

olarak sunduğumu, 

• Tez çalışmasında yararlandığım eserlerin tümüne uygun atıfta bulunarak kaynak 

gösterdiğimi, 

• Kullanılan verilerde herhangi bir değişiklik yapmadığımı, 

• Bu tezde sunduğum çalışmanın özgün olduğunu 

 

 

bildirir, aksi bir durumda aleyhime doğabilecek tüm hak kayıplarını kabullendiğimi 

beyan ederim.  (14/01/2026) 

 

 

 

 

 

                                                                                            (İmza) 

 

(Marzıyeh ROUDMOSHKI) 

 

  

 

 

 

 



iii 
 

Yüksek Lisans Tezi 

Marzıyeh ROUDMOSHKI 

VAN YÜZÜNCÜ YIL ÜNİVERSİTESİ 

SOSYAL BİLİMLER ENSTİTÜSÜ 

OCAK, 2026 

İranlı Turistlerin Van’daki Alışveriş Deneyimleri: Nitel Bir Çalışma 

ÖZET 

Bu çalışma, Planlı Davranış Teorisi (Theory of Planned Behavior – TPB) ve 

Uyarıcı–Organizma–Tepki (Stimulus–Organism–Response – S–O–R) çerçeveleri 

doğrultusunda, nitel bir yaklaşım kullanarak Van’daki İranlı turistlerin alışveriş 

deneyimlerini incelemektedir. Bulgular, turistlerin ağırlıklı olarak giyim ürünleri, 

özellikle ayakkabı ve günlük kıyafetler satın aldığını göstermektedir. Ürün kalitesi, 

hizmet standartları ve algılanan değer, satın alma kararlarını motive eden temel 

unsurlar olarak öne çıkmaktadır. Arkadaşlar ve aileden kaynaklanan sosyal etkiler ile 

seyahat öncesi niyetler satın alma davranışını şekillendirirken, destinasyonda yaşanan 

deneyimler çoğu zaman bu planları değiştirerek plansız ya da duygusal temelli satın 

almalara yol açmaktadır. Memnuniyet ve heyecan gibi olumlu duygusal tepkiler satın 

alma kararlarını pekiştirirken, fiyat endişeleri ve ürünlerin özgünlüğü ise dengeleyici 

faktörler olarak ortaya çıkmaktadır. Mağaza atmosferi, görsel düzenleme ve yakınlık 

gibi çevresel uyarıcılar turistlerin içsel durumlarını etkileyerek davranışları üzerinde 

belirleyici olmaktadır. TPB ve S–O–R çerçevelerinin birlikte kullanılması, tutumlar, 

sosyal normlar, algılanan davranışsal kontrol ve duygusal etkileşim arasındaki ilişkiyi 

açıkça ortaya koymaktadır. Genel olarak, Van’daki İranlı turistlerin alışveriş 

davranışları; rasyonel değerlendirmeler, sosyal etki, duygusal tepkiler ve deneyimsel 

faktörlerin bir bileşimiyle yönlendirilmekte olup, destinasyon temelli alışveriş 

deneyimlerinde kalite, kolaylık ve özgünlüğün önemini vurgulamaktadır.  

Anahtar Kelimeler: sınır ötesi alışveriş turizmi, İranlı turistler, Van şehri, hedonik 

değer, hizmet kalitesi, müşteri memnuniyeti, destinasyon sadakati. 
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The current research investigates the purchasing experiences of Iranian tourists 

in Van using a qualitative approach, framed within the Theory of Planned Behavior 

(TPB) and the Stimulus–Organism–Response (S–O–R) theoretical framework. The 

findings reveal that tourists predominantly purchase clothing items, especially shoes 

and casual wear, with product quality, service standards, and perceived value as 

primary motivators. Social influences from friends and family, along with pre-trip 

intentions, shape purchasing behavior, while in-destination experiences often modify 

plans, leading to unplanned or emotionally driven purchases. Positive emotional 

responses, including satisfaction and excitement, reinforce purchase decisions, 

whereas price concerns and product authenticity act as moderating factors. 

Environmental stimuli, such as store ambiance, visual merchandising, and proximity, 

influence tourists’ internal states, further affecting behavior. The integration of TPB 

and S–O–R frameworks demonstrates the interplay between attitudes, social norms, 

perceived control, and emotional engagement. Overall, Iranian tourists’ shopping 

behavior in Van is guided through a combination of rational assessments, social 

factors, emotional responses, and experiential factors, highlighting the importance of 

quality, convenience, and authenticity in destination-based shopping experiences. 
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INTRODUCTION 

A. Opening Context and Background 

Tourism has become a rapidly evolving and highly impactful industry worldwide, 

contributing to job creation, attracting investment, and fostering cultural exchange among 

countries. Beyond its economic significance, tourism serves as a channel for cultural exchange 

and leisure, enabling individuals to explore new lifestyles, environments, and consumption 

patterns. Within this broader field, shopping tourism has become an increasingly important sub-

segment, linking economic activity with recreation and social experience. Scholars such as 

Wong and Wan (2013) have noted that buying is not just a secondary travel activity but often a 

primary motivation for tourists seeking experiential satisfaction during their trips. However, 

debates remain regarding whether shopping tourism is primarily driven by functional needs, 

price advantages, or hedonic motivations associated with leisure and identity expression 

(Timothy, 2005). 

Within this global framework, border destinations present a distinctive case where travel 

motivations are deeply intertwined with spatial, economic, and cultural proximities. Van, a 

Turkish city located near the Iranian border, serves as a vivid example of this phenomenon. Its 

retail infrastructure, brand diversity, and accessibility have transformed it into a major shopping 

hub for Iranian visitors. According to official statistics published by the Ministry of Culture and 

Tourism (Kültür ve Turizm Bakanlığı), a total of 311,000 Iranian tourists visited Van in 2024 

(Ministry of Culture and Tourism, 2024). This figure highlights the significant role of Iranian 

visitors in the tourism economy of the city and demonstrates the importance of understanding 

their shopping behaviors and consumption patterns. 

The growing number of Iranian tourists has also encouraged significant transformations 

in Van’s service sector. Local businesses, shopping malls, and traditional markets have adapted 

their products, languages, and seasonal campaigns especially during Nowruz to align with 

Iranian consumer preferences. Therefore, understanding the interplay between motivational, 

psychological, and service  quality factors shaping these tourists’ experiences has become 

essential for advancing both academic insight and practical destination development. 

B. Problem Statement and Research Gap 

Despite the existence of a substantial body of literature has examined tourist 

motivations, service quality, and satisfaction in various global contexts (Timothy, 2005; 
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Yüksel, 2004; Pei et al., 2020), limited research has examined specifically on the cross-border 

shopping-related experiences of Iranian tourists in Turkey. Existing research has predominantly 

emphasized economic and demographic variables, while overlooking the combined influence 

of psychological, motivational, and service delivery quality dimensions with respect to tourists’ 

satisfaction and destination behavioral loyalty. Moreover, numerous prior studies have 

depended on descriptive or fragmented analyses, lacking integrative models capable of 

explaining the underlying behavioral mechanisms connecting these constructs. 

This absence of context-specific and theoretically integrated research represents a 

significant gap. Iranian tourists constitute one of the most stable and high-spending visitor 

segments in Van, with their expenditures that  contributing substantially to the city’s retail and 

service sectors (Çetin et al., 2018). Yet, limited empirical attention has been given to why these 

tourists choose Van, how they evaluate its shopping environment, and in what ways their 

satisfaction shapes their loyalty. Theoretically, filling this gap offers a more holistic 

understanding of cross-border shopping tourism by connecting motivational and service-quality 

perspectives. Practically, such insights are crucial for policymakers and business owners to 

establish effective strategies that improve tourist satisfaction and sustain market growth. 

Recognizing these shortcomings, the current study seeks to assess the psychological, 

motivational, and service-quality factors affecting the shopping behavior of Iranian tourists in 

Van. It also examines how satisfaction mediates the connection linking perceived service 

delivery service quality and purchase intention to revisit the destination, thereby contributing 

both to academic theory and to the sustainable management of shopping tourism in border 

regions. 

C. Research Aim and Objectives 

Informed by the uncovered research gaps, the study presented here is guided by the 

following aims and specific objectives. The current research is designed to examine the 

emotional, motivational, and service-quality factors influencing the shopping behavior of 

Iranian tourists visiting Van, Turkey, and to evaluate how these factors shape tourist satisfaction 

and loyalty toward the destination. 

Objectives: 

1. To explore the emotional and behavioral dimensions shaping the shopping 

experiences of Iranian tourists visiting the city of Van, with particular attention 

to experiential, symbolic, and hedonic meanings attached to shopping. 



15 
 

2. To understand how Iranian tourists perceive shopping values such as product 

quality, brand diversity, price advantages, and shopping as a recreational and 

pleasurable activity, and how these perceptions influence their purchasing 

decisions. 

3. To interpret the role of individual attitudes, social influences, and perceived 

behavioral control in shaping tourists’ shopping intentions within the conceptual 

perspective of the Theory of Planned Behavior. 

4. To examine how environmental factors, including store atmosphere, staff 

behavior, and product presentation, are experienced and interpreted by tourists, 

and how these experiences influence their emotional and cognitive responses 

within the Stimulus–Organism–Response framework. 

5. To develop an in-depth qualitative understanding of cross-border tourists’ 

shopping behavior in Van, based solely on interview findings, in order to 

contribute to destination management and tourism retail development strategies. 

D. Theoretical Framework and Conceptual Lens 

This study is guided by two theoretical framework integrating several well-established 

models in consumer and tourist decision-making. The Theory of Planned Behavior (Ajzen, 

1991) demonstrates that a person’s willingness to make a purchase is formed through three 

elements: their personal evaluation of the behavior, the expected norms of people around them, 

and the belief that they have enough control to carry out the behavior. The Stimulus–Organism–

Response (S–O–R) conceptual model (Mehrabian & Russell, 1974) links external factors 

including physical layout and shopping atmosphere—to emotional reactions and behavioral 

outcomes. 

These theories were selected because they collectively capture both the motivational 

antecedents and post-purchase evaluative processes that characterize cross-border shopping 

experiences. By integrating them, the current research develops a comprehensive guiding model 

that connects shopping motivations, travelers’ perception of service performance, their level of 

satisfaction, and their level of loyalty toward the visited location. Consumer satisfaction is 

predicted to mediate the influence exerted by service quality on behavioral outcomes,  for 

instance repeat visitation and positive informal communication. 
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E. Significance and Contribution within This Investigation 

This research offers an important theoretical contribution to the fields of tourism and 

consumer-behavior scholarship by integrating multiple behavioral and service-quality 

frameworks to explain shopping behavior in a cross-border setting. 

By focusing on one of the most economically influential visitor groups in Eastern 

Turkey, this study provides novel empirical data on tourist behavior in a real-world border 

market. The findings enrich empirical comprehension of shopping tourism patterns in Middle 

Eastern conditions and create a basis for future comparative and cross-cultural analyses. 

For destination managers, retailers, and policymakers in Van, the findings point to 

particular aspects of service delivery including how quickly staff respond to needs, the 

consistency of services provided, and the ability to understand tourists’ expectations which play 

significant roles in shaping Iranian tourists’ satisfaction and their decision to remain loyal to 

the destination. These insights can inform marketing strategies, staff training programs, and 

investment decisions aimed at enhancing service standards and strengthening Van’s position as 

a leading shopping tourism destination in Turkey. Together, these findings can help position 

Van as a model for sustainable cross-border retail development. 

Following this introduction, Chapter 1 reviews the relevant literature on shopping 

tourism, tourist motivation, service quality, satisfaction, and loyalty. Chapter 2 explains the 

methodological framework of the study, which shows how the data were gathered, the sampling 

strategy applied, and the statistical techniques applied in the analysis. Chapter 3 reports the 

conclusions of the empirical analysis, while Chapter 4 discusses the conceptual and practical 

the effects of the results.  
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1. LITERATURE REVIEW 

1.1. Concept and Scope of Shopping Tourism 

Shopping the field of tourism has become recognized as a distinct and integral section 

of modern travel behavior, representing a convergence of utilitarian, hedonic, and symbolic 

values that extend beyond simple commercial transactions. It refers to travel undertaken 

primarily or secondarily for the purpose of purchasing goods, driven by elements including cost 

advantages, authenticity, good variety, or the acquisition of souvenirs. In this regard, shopping 

is not just a secondary activity but a key component of the overall experience of tourists and a 

key factor in choosing a destination, (Kim, Timothy, & Hwang, 2011; Wong & Wan, 2013). 

Within the broader scope of tourism research, shopping is increasingly regarded as a 

central component of destination competitiveness rather than a peripheral leisure activity. 

Empirical studies indicate that retail environments including shopping malls, traditional 

markets, and duty-free zones serve not only as venues for consumption but also as experiential 

spaces where tourists construct and negotiate identity, pleasure, and cultural meaning (Wong & 

Wan, 2013). This conceptual shift highlights the growing convergence between economic and 

experiential dimensions of tourism, wherein consumption operates simultaneously as a type of 

recreation, personal expression, and socio-cultural engagement. 

In the context of Turkey’s border economies, shopping tourism exhibits a distinctly 

cross-border and transnational nature. The city of Van exemplifies this phenomenon, as its 

geographic proximity to Iran and favorable exchange rate conditions have established it as a 

significant retail hub for Iranian tourists (Çetin et al., 2018). For these visitors, shopping is more 

than a transaction—it combines economic logic, cultural connection, and emotional enjoyment. 

Therefore, understanding shopping as both an economic and cultural activity is key to 

explaining how Iranian tourists engage with Van as a shopping destination. 

1.2. Theoretical Framework and Critical Evaluation 

Understanding the psychological and behavioral mechanisms underlying shopping 

tourism requires grounding in established theoretical frameworks. Numerous models in 

consumer behavior and tourism motivation offer insights into how individuals form 

expectations, make purchase decisions, and assess satisfaction. Yet, while these theories 

provide explanatory power, their applicability to cross-border shopping contexts such as Van 

remains open to critique. 
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1.2.1. Theory of Planned Behavior 

 Ajzen’s Theory of Planned Behavior (TPB) (1991) describes human actions by 

highlighting the importance of intention as the immediate precursor to behavior. This 

framework posits that a person’s intentions and subsequent actions are influenced by three 

primary cognitive and psychological factors: attitudes related to the behavior, perceived social 

expectations, and perceived behavioral control. Attitudes capture an individual’s favorable or 

unfavorable examination of engaging in a behavior, subjective norms reflect perceived social 

expectations from important others, and perceived behavioral control denotes the level to which 

a person believes they have the necessary skills and available resources to carry out the 

behavior. Because TPB effectively connects internal cognitive processes with observable 

actions, it has been widely utilized in academic research on tourism and consumer decision-

making behavior, especially for understanding choices of destinations and purchase-related 

decisions. 

In relation to shopping tourism, TPB presents a valuable model for examining the 

decision-making processes of Iranian tourists visiting Van. Tourists’ attitudes toward shopping 

in Van are shaped by multiple evaluative factors, including views on product quality and pricing 

attractiveness, brand variety, and the total benefit obtained from the shopping experience. In 

addition to functional considerations, enjoyment, pleasure, and satisfaction play an important 

part in shaping favorable dispositions toward shopping, indicating that shopping is often 

perceived not merely as a utilitarian activity but also as a source of experiential and hedonic 

value. 

Subjective norms also contribute to the formation of shopping intentions, particularly 

within collectivist cultural contexts. For Iranian tourists, family members, friends, and relatives 

frequently influence shopping-related decisions through recommendations, shared experiences, 

and social expectations, such as the obligation to purchase gifts. Although some tourists 

emphasize personal preferences and independent decision-making, social approval and 

conformity to group norms remain important underlying factors in intention formation. 

Perceived control over behavior further influences whether shopping intentions convert 

into real purchasing behavior. In the case of Van, factors such as the city’s geographical 

proximity, accessibility of shopping malls, financial capability, ease of communication with 

sales staff, and familiarity with currency exchange processes enhance tourists’ sense of control. 

When tourists perceive fewer practical or psychological barriers, they have a higher likelihood 

of participating in both planned and natural shopping activities. 
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Despite its analytical strengths, TPB has been criticized for its limited consideration of 

emotional, situational, and cultural influences. Shopping tourism often involves impulsive and 

affect-driven behaviors that extend beyond the rational decision-making structure assumed by 

TPB. Tourists may initially form intentions based on practical evaluations, yet their actual 

behavior may be shaped by sensory stimuli, emotional arousal, or social validation encountered 

within the shopping environment. Moreover, TPB’s individual-centered assumptions may not 

fully capture decision-making processes in collectivist societies, where group expectations and 

shared experiences play a central role. Therefore, integrating TPB with experiential and 

stimulus-based perspectives can deliver a more complete understanding of shopping behavior, 

acknowledging that both planned reasoning and hedonic responses jointly shape tourists’ 

shopping intentions and outcomes. 

1.2.2. Stimulus–Organism–Response (SOR) Model  

Mehrabian and Russell’s Stimulus–Organism–Response (S–O–R) framework (1974) 

offers a psychological model for understanding how environmental factors affect emotional 

reactions and subsequent behaviors. In this model, external stimuli (S) present in an 

environment trigger internal emotional and cognitive reactions among individuals (O), which 

then produce behavioral outcomes (R) such as approach, avoidance, satisfaction, or loyalty. The 

S–O–R framework has been extensively implemented in retail and tourism industry studies to 

examine how physical and sensory characteristics of shopping settings influence consumers’ 

experiences and decision-making. 

Within the context of shopping tourism in Van, environmental stimuli include not only 

physical and sensory cues such as lighting, music, cleanliness, store layout, and crowd levels, 

but also functional and service-related elements such as product quality, price perceptions, 

promotional activities, seller behavior, and product variety. These stimuli collectively influence 

tourists’ perceptions and serve as triggers that shape both cognitive evaluations and emotional 

reactions during the shopping process. 

The organism element of the model reflects tourists’ internal states activated by these 

stimuli. For Iranian tourists, these states commonly involve feelings of enjoyment, excitement, 

relaxation, trust, and satisfaction, as well as cognitive assessments related to product value, 

authenticity, and usefulness. Negative stimuli may also evoke emotions such as hesitation, 

doubt, or disappointment, indicating that emotional and cognitive reactions jointly function as 

an intermediary between the shopping environment and behavioral outcomes. 



20 
 

Behavioral responses emerge as a result of these internal evaluations and emotions. In 

shopping tourism contexts, such responses include impulsive or unplanned purchases, increased 

spending beyond initial intentions, general satisfaction with the purchasing experience 

intentions to come back to the destination, and supportive word-of-mouth communication. 

Through this pathway, shopping evolves from a purely functional activity into an emotionally 

engaging leisure experience that contributes to destination loyalty. 

Despite its explanatory power, the S–O–R theoretical structure has been criticized for 

underestimating the role of social and cultural influences. Tourists’ emotional responses are not 

shaped solely by physical environments but are also influenced by interpersonal interactions, 

cultural familiarity, and social participation. In collectivist contexts such as that of Iranian 

tourists, shopping often occurs in groups, and emotions are frequently shared and socially 

constructed. Linguistic comfort, culturally familiar practices, and a sense of social acceptance 

can act as powerful stimuli which enhance emotion-based attachment and satisfaction. 

Developing the S–O–R framework to incorporate socio-cultural dimensions allows for a more 

comprehensive understanding of shopping behavior, acknowledging that emotional experiences 

in tourism are both environmentally and socially mediated. 

1.3. Theoretical Anchors for Shopping Behavior in Tourism 

Understanding tourist shopping habits necessitates moving beyond conventional 

perspectives that interpret consumption solely as a reaction to economic stimuli. Within this 

context, experiential enjoyment and practical usefulness constitute the core explanatory 

dimensions of the motivation behind shopping. The hedonic dimension reflects the enjoyment, 

novelty, and emotional stimulation experienced by tourists during shopping, whereas the 

utilitarian dimension emphasizes rational assessments related to price, quality, and product 

assortment (Choi, 2017; Kim et al., 2011). These dimensions overlap and jointly shape 

consumer behavior. Iranian tourists may seek low prices for practical reasons while also 

enjoying the sensory and emotional experience of shopping abroad. Yet, many models fail to 

consider how cultural expectations and social norms mediate the balance between utility and 

pleasure. 

Self-concept theory offers a valuable psychological perspective, positing that buyers 

engage in purchasing behavior to affirm their self-image and express identity (Grubb & 

Grathwohl, 1967; Patwary, 2020). Although this framework helps explain emotional 

attachment to brands or destinations, it is limited by its individualistic focus. In collectivist 
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societies like Iran, shopping choices often reflect family expectations, social approval, and the 

desire for prestige rather than personal preference. Thus, self-concept theory should be 

reinterpreted within a cultural and social context that recognizes the role of shared identity and 

community influence. 

Similarly, the expectancy–disconfirmation model and the Stimulus–Organism–

Response (SOR) framework conceptualize satisfaction as a mental and emotional appraisal of 

service performance and environmental stimuli (Mansori & Chin, 2019). These models often 

assume that tourists’ expectations are fixed and rational, but in reality, they are dynamic and 

socially shaped. Iranian tourists in Van, for instance, often adjust their satisfaction based on 

opinions from friends or relatives who have visited before. Therefore, applying these models to 

shopping tourism requires recognizing that expectations are flexible, socially constructed, and 

context-dependent. 

Tourist shopping cannot be explained only by financial or psychological factors. For 

Iranian visitors to Van, it reflects both practical concerns like price and variety and emotional 

or social motives such as familiarity, prestige, and belonging. A broader, integrative view helps 

explain shopping as both an economic and culturally driven experience. 

1.4. Motivational Structures and Decision Factors 

Tourists’ shopping motivations go beyond simple rational or emotional factors. 

Shopping in places like Van reflects a mix of practical needs, emotional desires, and cultural 

influences. Decisions are shaped not only by prices and exchange rates but also by social 

meaning, self-expression, and cultural identity. 

Guo, Pei, Ye, and Chen (2009) identified seven fundamental dimensions of shopping 

motivation: functionality, gift exchange, emotional attachment, inquisitiveness, rarity, 

recollection, and cultural orientation. These dimensions, when combined, present a thorough 

model for explaining the psychological complexity behind tourist purchasing behavior. This 

typology assumes that all tourists share similar motivations, which overlooking cultural and 

economic differences. In developing or inflation-prone economies, practical motives like 

saving money or finding scarce products prevail, while in wealthier societies, pleasure and 

symbolism take priority. Thus, motivational models must be interpreted within specific cultural 

and economic contexts. 



22 
 

Previous studies carried out by Kim et al. (2011), Xu and McGehee (2012), and Choi 

(2017) further expand this discussion by distinguishing between utilitarian and hedonic or 

symbolic dimensions of shopping motivation. Utilitarian dimensions emphasize practical 

benefits such as price, product quality, and assortment, while hedonic or symbolic dimensions 

relate to novelty, emotional engagement, and identity expression. This dual structure explains 

tourists’ satisfaction with both practical purchases and meaningful experiences. Yet, in cultures 

like Iran’s, practical and emotional motives are closely linked. For example, seeking low prices 

may also reflect social expectations to buy gifts. Hence, separating hedonic and utilitarian 

motives ignores the cultural ties shaping shopping in collectivist societies. 

In Van, Iranian tourists’ shopping reflects both practical and symbolic goals—such as 

benefiting from exchange rates, finding reliable brands, accessing diverse goods, and fulfilling 

cultural duties through gift-giving. Thus, shopping serves as both an economic act and a social 

practice. Understanding these behaviors requires integrating economic reasoning with cultural 

and emotional factors. 

1.5. Cross-Border Shopping: Price, Variety, and Exchange-Rate Logics 

Cross-border shopping is a dynamic but understudied aspect of tourism that combines 

economic logic with cultural meaning. While often explained through price, product variety, 

and exchange-rate benefits, this view overlooks its emotional and symbolic sides. For Iranian 

tourists in Van, shopping abroad offers not just economic value but also freedom, prestige, and 

a sense of belonging. 

Recent studies highlight that Turkey’s tourism development has increasingly reflected 

its shifting geopolitical alignments, resulting in a diversification of tourist source markets 

towards regional and Asian countries (Cihangir, Seremet, & Cihangir-Çamur, 2022). This 

macro-level reorientation provides an important context for understanding the growing 

significance of Iranian tourists in border destinations such as Van.   

Klamára and Kozoň (2022) offer an illustrative example in their study of the Slovak–

Polish border, where advantageous currency exchange rates and diverse product offerings 

stimulate repeated short-term retail trips. Research shows that cross-border consumers assess 

value by balancing costs and benefits. However, this view is too economically focused and 

overlooks cultural factors. Tourists’ choices depend not only on price but also on trust, 

familiarity, and emotional satisfaction. Thus, understanding cross-border shopping requires 

combining economic and cultural motivations. 
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Borzooie, Laka, and Timothy (2019) adopt a more comprehensive perspective by 

proposing a border bazaar planning model that integrates economic, legal, social, and spatial 

dimensions. Their emphasis on factors such as accessibility, vitality, and cultural identity 

provides a valuable counterpoint to approaches that rely solely on economic explanations. This 

model suits regions like eastern Turkey, where border trade links to tourism and local 

development. Yet, relying only on infrastructure is overly optimistic. Without good governance, 

regulation, and equity, such models may deepen inequalities. Sustainable border planning must 

also address cultural exchange, informal trade, and social trust within border communities. 

Van serves not only as a trade center but also as a cultural bridge between Iran and 

Turkey. Iranian tourists are attracted by affordable products, shared values, and easy 

communication. The city’s retail success relies on balancing economic benefits with cultural 

hospitality, where trust, fair pricing, and polite service matter as much as exchange rates. Thus, 

shopping in Van reflects both economic and cultural connections shaping lasting cross-border 

interaction. 

1.6. Retail Performance, Service Quality, and Satisfaction–Loyalty Outcomes 

Retail performance and service quality are central yet debated topics in shopping 

tourism. Many studies link satisfaction and loyalty to measurable service factors, but this view 

overlooks emotional and cultural complexities. In cross-border contexts like Van, service 

quality should be seen not just as technical efficiency but as a social process shaped by 

interaction, empathy, and cultural understanding. 

Patwary (2020) offers a valuable framework for assessing retailer performance through 

five core dimensions: sales associate assistance, product reliability, product variety, shopping 

satisfaction, and perceived crowding. Drawing upon self-concept theory, he argues that when 

retail environments align with tourists’ self-image and expectations, they generate positive 

emotional responses that strengthen loyalty. This perspective highlights the psychological roots 

of satisfaction but assumes all consumers act individually. In cultures like Iran, buying 

decisions often depend on family approval and social validation. Thus, satisfaction and loyalty 

reflect not just personal pleasure but broader social and cultural influences. 

Vega-Vázquez, Castellanos-Verdugo, and Oviedo-García (2017) further advance the 

discussion by investigating how satisfaction with purchasing souvenirs mediates the 

Connection among perceived purchase value and following outcomes including overall 

satisfaction and personal recommendations (WOM). These findings show that satisfaction 
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connects perceived value to post-purchase behavior. However, the concept of value varies 

across cultures. For Iranian tourists in Van, value involves not only economic value but also 

emotional and cultural significance linked to cross-border shopping. 

Mansori and Chin (2019) identify communication, accessibility, infrastructure, leisure, 

and product variety as key determinants of satisfaction and loyalty within mall environments. 

By combining the Theory of Planned Behavior (TPB), Expectancy–Disconfirmation Theory, 

and the Stimulus–Organism–Response (SOR) framework, their study effectively connects 

service-related attributes with behavioral outcomes. Most models focus on rational service 

evaluations and overlook emotional and cultural factors shaping tourist experiences. For Iranian 

visitors, satisfaction often depends more on language ease, hospitality, and warmth than on 

infrastructure or product range. Their sense of trust and comfort stems from cultural familiarity 

and empathy. 

Thus, the connection among quality of services, satisfaction, and loyalty is not universal 

but shaped by culture and context. In short visits like those to Van, loyalty appears more through 

positive word-of-mouth than repeat trips. Retailers should therefore use culturally sensitive 

approaches—such as hiring Persian-speaking staff, improving communication, and offering 

reliable products—to build emotional connection and trust. 

1.7. Retail Environment, Crowding, and Service Encounters 

The retail environment serves as a significant yet often underappreciated determinant of 

tourists’ overall satisfaction. Numerous studies, including those by Patwary (2020) and Mansori 

and Chin (2019), indicate that factors such as spatial design, perceived crowding, and the 

quality of service interactions collectively influence tourists’ emotional reactions and 

behavioral outcomes. Much existing research treats these factors as objective and measurable, 

ignoring their subjective and cultural nature. Perceptions of crowding, for example, differ 

across cultures—what seems crowded to one tourist may feel lively to another. Therefore, 

studying crowding in shopping tourism should include not only physical space but also the 

psychological and cultural meanings behind tourists’ perceptions. 

Sales associate competence—encompassing knowledge, friendliness, and particularly 

language support—has been widely identified as a moderating factor that alleviates the stress 

associated with unfamiliar or high-density shopping environments (Patwary, 2020). This 

finding shows that satisfaction in tourism retail depends as much on social interaction as on 

service quality. Tourists’ comfort and trust come from genuine, respectful communication, not 
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just store design. For Iranian tourists, qualities like politeness and warmth are essential, and 

their absence can reduce satisfaction. Thus, service encounters should be seen as culturally 

shaped interactions rather than standardized transactions. 

1.8. Cultural Identity, Gift-Giving, and Social Validation 

Shopping in tourism is more than an economic act; it is a cultural and emotional 

expression of identity and belonging. Purchases abroad hold symbolic meaning, reflecting 

social ties and cultural values. This is especially clear when tourists shop to maintain family 

connections, show affection, or reinforce social status. 

Gowricharn (2016) offers a compelling illustration of this dynamic in his study of Dutch 

Hindustani travelers, demonstrating how the act of purchasing gifts abroad and presenting them 

upon return fosters happiness and reinforces ethnic cohesion. His argument is particularly 

insightful in highlighting that the emotional sources (shopping) and expressions (gift-giving) 

of happiness are temporally and spatially separated yet unified through shared cultural 

meanings. This distinction underscores that consumption extends beyond material ownership, 

functioning instead as a process of meaning-making and emotional continuity across borders. 

Nonetheless, Gowricharn’s analysis could be further strengthened by examining how social 

inequalities and material constraints shape individuals’ capacity to engage in these culturally 

valued practices. While gift-giving reinforces cultural identity and social connection, it 

simultaneously reproduces expectations of generosity that may be difficult to fulfill, 

particularly for travelers from lower-income backgrounds such as those participating in cross-

border shopping tourism in Van. 

Similarly, Jin, Moscardo, and Murphy (2020), drawing on Social Practice Theory, 

conceptualize shopping among Chinese outbound tourists as a form of social performance—an 

activity embedded in collective interaction, social feedback, and shared validation. This view 

usefully frames shopping as a social behavior rather than an individual choice. However, it 

overlooks structural factors like inequality, visa limits, and mobility that affect who can 

participate. While Social Practice Theory highlights shopping’s interactive nature, it pays little 

attention to the inequalities shaping access to these cultural experiences. 

1.9. Satisfaction, WOM, and Behavioral Intentions 

Tourist satisfaction should be conceptualized as a dynamic mediating mechanism rather 

than a static emotional outcome. It functions as the psychological link that connects perceived 
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value to subsequent behavioral intentions. Vega-Vázquez et al. (2017) demonstrated that 

satisfaction derived from souvenir shopping fully mediates the link between purchase worth 

and overall satisfaction, while only partially mediating its effect on word-of-mouth (WOM). 

This distinction underscores the complexity involved in translating satisfaction into advocacy. 

However, such models often frame satisfaction as an individual-level response, overlooking its 

collective and cultural dimensions. In cross-border tourism contexts—such as among Iranian 

visitors to Van—satisfaction extends beyond personal evaluations of a single transaction. It is 

shaped by shared cultural expectations, processes of social comparison, and emotional 

validation within family and peer networks. Therefore, satisfaction should be understood as 

both a psychological and a social construct that develops within cultural frameworks rather than 

existing solely as an individual emotional state. 

Mansori and Chin (2019) extend this perspective by identifying communication as the 

most influential factor linking service quality to satisfaction within mall environments. Their 

model shows that clarity, responsiveness, and language accessibility predict loyalty better than 

physical features. Yet, focusing only on efficiency overlooks the emotional side of 

communication. For Iranian tourists, warmth and cultural familiarity are key signs of good 

service. Without them, even clear communication can feel cold. Therefore, communication 

should be seen as a culturally and emotionally grounded interaction, not just a technical 

exchange. 

1.10. Shopping Tourism in East Asian and Global Contexts 

Most research on shopping tourism comes from East Asian contexts like China, Japan, 

and Taiwan, where it has linked shopping with leisure and cultural identity. However, these 

models reflect different cultural and economic settings. To understand Iranian tourists in Van, 

such frameworks must be adapted to local cultural and socio-economic realities. 

A significant body of research has examined shopping as both a cultural practice and a 

strategic driver of destination competitiveness. Hsieh and Chang (2006), for instance, describe 

Taiwan’s night markets as hybrid spaces where consumption and social interaction converge, 

while Lloyd, Yip, and Luk (2011) conceptualize Hong Kong as a city whose urban structure 

and tourism identity are fundamentally shaped by retail density and brand diversity. These 

examples illustrate how shopping extends beyond economic exchange, functioning as a site of 

cultural symbolism and social performance. However, such interpretations also risk portraying 

shopping as a universally aspirational activity, often neglecting the ways in which economic 
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inequality, mobility constraints, and border politics influence access to these experiences and 

shape who can participate in them. 

Similarly, Xu and McGehee (2012) and Kim et al. (2011) examine shopping activities 

experiences of Chinese and Japanese visitors traveling to the United States, emphasizing the 

significance of brand reputation, authenticity, and favorable pricing in shaping consumer 

satisfaction. These studies portray shopping in the role of a leisure activity for wealthy tourists 

with stable currencies. In contrast, Iranian visitors to Van often shop across the border to cope 

with economic limits and currency instability, not for luxury. This difference highlights the 

need to adapt East Asian models by considering income disparities and economic conditions 

among different tourist groups. 

Rosenbaum and Spears (2006) enrich this discussion by demonstrating how tourists 

actively co-create retail experiences through interpersonal interaction and social engagement, 

while Choi (2017) distinguishes between hedonic and utilitarian shopping values and their 

respective influences on satisfaction and word-of-mouth behavior. These studies show that 

shopping’s emotional and social sides are as important as its economic ones. Yet, they often 

ignore cultural differences in how people experience pleasure and value. In collectivist cultures, 

shopping joy comes from shared experiences and social approval, unlike in more individualistic 

societies. A culturally grounded view is therefore crucial for understanding tourist shopping 

behavior. 

While East Asian research offers useful foundations, it must be adapted to Van’s 

context. Iranian tourists shop within a border economy shaped by exchange rates, visa rules, 

and cultural closeness to Turkey. Unlike luxury-focused tourists, their motivations mix 

practicality, emotion, and cultural expression. Thus, global shopping tourism theories should 

be reinterpreted to reflect regional and socio-economic realities in Van. 

1.11. Synthesis and Gap Identification 

The literature on shopping tourism offers a strong foundation but has become repetitive, 

focusing on a few main themes—hedonic and utilitarian motives, retail performance, price 

advantages, cultural identity, and satisfaction-driven loyalty. These ideas, often repeated in East 

Asian and European studies, have led to conceptual stagnation. To move forward, research 

should adopt new perspectives that reflect the dynamic and culturally specific nature of cross-

border shopping. 
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Although numerous studies have examined shopping tourism across Asian and 

European destinations (Hsieh & Chang, 2006; Kim et al., 2011; Lloyd et al., 2011; Xu & 

McGehee, 2012; Choi, 2017; Klamára & Kozoň, 2022), the behaviors of Iranian tourists—

particularly those traveling to Van—remain insufficiently investigated. Much of the existing 

scholarship conceptualizes shopping tourism as a universal phenomenon, often overlooking the 

regional and cultural specificities that shape consumer behavior in border contexts. This 

omission is far from incidental; it reflects a broader tendency within tourism research to 

privilege economically dominant or globally visible destinations while marginalizing smaller, 

cross-border urban centers. Current research offers only a partial understanding of shopping 

behavior in transitional economies where culture, language, and exchange rates play major 

roles. This study fills that gap by analyzing the psychological, service-related, and behavioral 

factors shaping Iranian tourists’ shopping in Van. Instead of repeating existing models, it adapts 

them to cross-border, cultural, and economic realities. 

By examining motivations, perceived service excellence, satisfaction levels, and 

continued loyalty, the study builds a context-based model of shopping tourism. The Iranian–

Van case shows how satisfaction and loyalty are redefined through cultural closeness, economic 

difference, and short-term travel, challenging the idea that global theories apply everywhere. 

1.12. Summary of Literature in Relation to Van 

The reviewed findings highlight key ways to strengthen Van’s appeal as a shopping 

destination for Iranian tourists. Although past research clarifies links between service quality, 

satisfaction, and behavior, its insights must be adapted to Van’s unique cultural and economic 

context. Generic efficiency-focused strategies overlook the role of cultural authenticity. In Van, 

success depends on recognizing shopping as a social and emotional experience rooted in shared 

culture, language, and cross-border identity. 

Previous studies have highlighted Van’s potential for experiential and alternative 

tourism development. For instance, research on Van “otlu” (herby) cheese emphasized the 

possibility of transforming local production processes into experiential tourism products, such 

as themed cultural routes and cheese farms. This indicates that Van possesses not only 

commercial tourism appeal but also experience-based tourism potential, which may shape 

visitors’ perceptions and overall consumption experiences. (Cihangir & Demirhan, 2020) 

Communication and mediation emerge as crucial determinants of shopping satisfaction 

in Van’s cross-border retail context. Studies such as Mansori and Chin (2019) underscore the 
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significance of clear and responsive communication in improving customer satisfaction; 

however, with regard to Van, communication must go beyond transactional clarity. 

Multilingual support—particularly in Persian—should be regarded not as a selective courtesy 

but as a key factor of effective service design. 

In this context, communication goes beyond simple translation to include cultural 

sensitivity—understanding Iranian tourists’ expectations of politeness, negotiation, and trust. 

Such meaningful interaction turns shopping into a social experience that builds emotional 

bonds, loyalty, and positive word-of-mouth. By combining empathy and cultural awareness 

with efficiency, Van’s retailers can create a welcoming environment that strengthens the city’s 

image as a culturally sensitive shopping area. 

Assortment and reliability represent critical factors in strengthening tourists’ 

perceptions of security and satisfaction. Guo et al. (2009) and Patwary (2020) emphasize that 

quality of the product, dependability, and variety are major influences on consumer trust. 

However, in the context of Van, retail strategies often prioritize product diversity at the expense 

of perceived reliability. Iranian tourists—who frequently contend with inflation and currency 

instability in their home country—are particularly attuned to issues of authenticity, warranty 

coverage, and refund transparency. 

Introducing visible quality guarantees, fixed pricing, and clear return policies can 

improve both the practical and emotional sides of shopping. These actions show 

professionalism and respect, build trust, and promote return visits and favorable word-of-mouth 

among cross-border tourists. 

The concept of leisure layering  integrating recreational components such as cafés, 

seating areas, or family zones  has been identified by Mansori and Chin (2019) as a key factor 

enhancing hedonic value and encouraging longer visitor engagement within retail 

environments. This strategy holds particular relevance for Van, where shopping trips are often 

family-centered and extend over several hours or even full days. 

Leisure spaces should reflect cultural preferences rather than copy Western mall 

designs. Including areas for rest, prayer, and family interaction would better meet Iranian 

tourists’ needs. Such culturally aware features enhance comfort, satisfaction, and emotional 

connection, strengthening Van’s reputation for hospitality in cross-border shopping. 

Managing crowding and friction constitutes a practical yet frequently neglected 

dimension of visitor satisfaction. Patwary (2020) observes that factors such as long queues, 
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cumbersome payment processes, and unclear tax-free procedures can significantly diminish 

perceived value. In the case of Van, where shopping trips are typically short and tightly 

scheduled, efficiency functions as a tangible expression of respect for tourists’ time and 

comfort. 

Adopting mobile payments, queue systems, and Persian–Turkish tax-free guidance can 

ease stress and improve shopping experiences. However, efficiency should be balanced with 

human warmth and cultural sensitivity. Blending technology with empathetic service 

strengthens trust, satisfaction, and loyalty among Iranian tourists. 

Cultural resonance represents one of the most strategic yet underdeveloped dimensions 

of Van’s retail experience. Studies by Gowricharn (2016) and Jin et al. (2020) indicate that 

shopping frequently serves as a vehicle for identity expression and social validation. In this 

regard, Van’s retailers have the opportunity to strengthen emotional engagement by integrating 

cultural storytelling and gift-oriented merchandising that align with Iranian tourists’ values and 

sensibilities. Emphasizing craftsmanship, symbolic design, and themes of Turkish–Iranian 

friendship can turn shopping into a culturally rich experience. These elements add emotional 

depth and present Van as a place that values shared heritage and understanding. 

Ultimately, Van’s strength lies not only in affordability or location but in blending 

efficiency with cultural empathy. By focusing on communication, trust, and cultural awareness, 

the city can move beyond transactional tourism toward lasting, meaningful cross-border 

relationships built on respect and loyalty. 
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2. RESEARCH METHODOLOGY 

This chapter systematically presents the target demographic and sample group, the 

sampling method, the measurement instrument, the information gathering procedure, the 

examination of the questionnaire’s validity and consistency, and the statistical techniques used 

for data analysis. Official data from the Ministry of Culture and Tourism (Kültür ve Turizm 

Bakanlığı, 2024) indicate that 311,000 Iranian tourists visited Van in 2024 (Ministry of Culture 

and Tourism, 2024). This substantial number underlines the strategic importance of the Iranian 

market for Van’s tourism and retail sectors and justifies the focus of the present study on Iranian 

tourists’ shopping behaviors. 

Previous research conducted in Van has also employed qualitative field-based 

approaches, including non-participant observation and face-to-face interviews with tourism 

stakeholders. These methodological approaches demonstrate the suitability of qualitative 

inquiry for understanding tourism-related experiences in the region. (Cihangir & Demirhan, 

2020) 

This thesis study employs a qualitative research approach. Research paradigms aim to 

provide a systematic way of collecting and interpreting data with the objective of gain a more 

profound understanding into the research object (Büyüköztürk et al., 2016).  In the current study, 

the findings are relying on non-quantitative research data. Qualitative investigation can be 

described as a multi-method research approach that adopts an explanatory and naturalistic 

perspective and focuses on understanding participants’ experiences and meanings (Toker, 

2022). 

2.1. Research Method Qualitative Section 

2.1.1. Study Group 

Table 2.1 reveals the research scope encompasses 15 males and 15 females with an age 

range of 20-61 years and an income range of 7M to 300M monthly. The diversity of 

occupations, ranging from students to executives, and travel companions, including solo 

travelers, couples, families, and friend groups, ensures representativeness of the actual Van 

shopping population. The sample captures the full spectrum of Iranian shoppers who visit Van, 

from budget-conscious students to ultra-high-income business owners, providing valuable 

insights into how different demographic segments experience shopping in Turkey. 

Table 2.1 reveals several critical observations that shape the market profile. The 

Exchange Trader (M10) represents the absolute apex of earning power at 300M monthly 
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income, while the Student (W15) represents the budget-conscious segment at just 7M monthly. 

In terms of engagement duration, the Designer (W10) invested the longest commitment with a 

7-day stay, demonstrating extended shopping vacation behavior, while the Exchange Trader 

paradoxically spent only 2 days despite the highest income—suggesting time constraints 

override budget constraints for the wealthiest segment. The Conference Hall Manager (M13) 

emerges as the most internationally experienced shopper, having visited 7 different countries 

for shopping, which creates significantly higher expectations for Van's retail environment. 

Conversely, three participants—the Clothing Seller (W13), Retired Teacher (W14), and Student 

(W15)—represent the first-time international shopping segment, lacking comparison baselines 

that might inform their expectations and potentially contributing to their higher satisfaction 

levels.
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Table 2.1: Demographic data for all 30 participants. 
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Table 2.1: (Continued). 
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2.1.2. Validity and Reliability in Qualitative Analysis 

In qualitative research, accuracy and consistency are demonstrated through concepts 

such as trustworthiness (internal accuracy), applicability (external accuracy), dependability 

(internal stability), and objectivity (external consistency), which differ from quantitative 

research (Yıldırım & Şimşek, 2016; Creswell, 2016; Patton, 2014). In this study, a consistency 

(internal reliability) practice was implemented to ensure that the content analysis meets these 

characteristics: 

Consistency (Internal Reliability): In qualitative research, reliability is assessed not by 

exact reproducibility as in quantitative studies, but by consistency. In other words, when 

different researchers arrive at similar codings for the same dataset, it indicates the study’s 

consistency. To guarantee the reliability of the study, the following steps were taken: 

The data collection tools were independently reviewed by the researcher and an expert, 

and the analysis process was standardized based on common consensus. 

All data were collected systematically and impartially by the researcher, adhering to the 

principle of consistency. 

Finally, for internal reliability, interviews were conducted with three individuals 

randomly selected participants, illustrating 10% of the entire sample. Their responses were 

examined according to themes recognized by a researcher with a Ph.D. in the field. To verify 

the correctness of the analysis, the reliability calculation procedure introduced by Miles and 

Huberman (2015) was implemented: 

Reliability Formula = 
Reliability Agreement 

Agreement + Disagreement
 

The documents were examined by two specialists allocated to predefined types. The 

consistency index was calculated utilizing the consistency formula formulated by Miles and 

Huberman (2015). The results indicated an inter-coder reliability of 0.95, meeting the 80% 

agreement threshold recommended by Miles and Huberman (2015). As a result, it could be 

inferred that a reliability index of 0.95 is acceptable based on this standard. 

2.1.3. Data Analysis 

2.1.3.1. Qualitative Data Analysis 

Within this investigation, participants' responses were assessed using the method of 

content analysis approach. Content analysis is a qualitative research technique utilized to derive 

repeatable and accurate interpretations from texts, enabling the systematic examination of any 

data containing symbols and meaning, such as text, audio, video, and visuals (Krippendorff, 
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2004). This method allows for the exploration of words, meanings, messages, symbols, and 

themes in the data, helping to summarize the data and uncover underlying patterns (Yıldırım & 

Şimşek, 2016). 

The analysis process is formed of the following stages: 

Coding of Data: The researcher coded the data to form a consistent whole. 

 Theme Identification: Codes were grouped around common elements to form themes, 

which were then organized into categories to facilitate understanding of the data. 

Structuring and Summarizing Data through Codes and Themes: The obtained data were 

systematically organized, explained, and presented in line with the codes and themes. 

Interpreting Findings: In the final stage, connections between findings were examined, 

cause-and-effect connections were established, and the significance of the results was 

discussed. Participants were coded to ensure confidentiality. ‘PW’ refers to female participants 

(Participant Woman) and ‘PM’ refers to male participants (Participant Man), followed by an 

identification number (e.g., PW13, PM4). 

After content analysis and interviews were completed, the findings were presented in 

tables, related to other findings, and interpreted. 

For data analysis, the MAXQDA 2024 software, commonly used in qualitative research, 

was utilized. This program is employed in various qualitative research types, for example, 

grounded theory, literature reviews, qualitative data analysis, and combined-method research 

(Creswell & Miller, 2013). MAXQDA provides researchers with the opportunity to 

systematically analyze data, test theories, and develop insights. 

The analytical capabilities offered by the program are grouped under two main 

headings: 

Descriptive Findings: Descriptive analysis of the data was conducted using frequency 

tables, code sub-code segment models, and word cloud tools. 

Comparative Findings: Data were analyzed comparatively using tools such as the code 

matrix browser and the two-case model. 

2.2. Reflexivity 

In this qualitative study, attention was given to the researcher’s role and potential 

influence throughout the research process. Since qualitative research involves close interaction 

with participants and interpretation of their experiences, it is important to acknowledge how the 

researcher’s background and perspectives may shape the study. 
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The researcher shares a similar cultural and linguistic background with the participants, 

as the research focuses on Iranian tourists visiting Van for shopping. This shared background 

helped create a comfortable interview environment and facilitated trust between the researcher 

and participants. As a result, participants were more willing to speak openly about their 

shopping experiences, emotions, and opinions. The researcher was also able to understand 

culturally specific expressions and meanings more accurately. 

At the same time, being culturally close to the participants may create the possibility of 

subjective interpretation. To reduce this risk, the researcher remained aware of personal 

assumptions during interviews and data analysis. Interview questions were asked in a neutral 

manner, and participants were encouraged to explain their experiences in their own words. All 

interviews were transcribed carefully to preserve original meanings, and codes and themes were 

generated directly from the data rather than from prior expectations. 

Throughout the analysis process, the researcher continuously reflected on personal 

interpretations and ensured that findings were supported by participants’ statements. Both 

positive and negative perspectives were included in the findings to present a balanced and 

transparent representation of the data. 

By maintaining this reflexive awareness, the researcher aimed to enhance the clarity, 

consistency, and credibility of the research process. 
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3. FINDINGS AND INTERPRETATION 

3.1. Introduction 

Throughout this chapter, the findings of a non-quantitative study conducted among 

Iranian tourists visiting Van are reported and discussed. The aim is to interpret the findings in 

light of the research objectives and the theoretical structures of the Theory of Planned Behavior 

and the S–O–R theory. 

3.2. Qualitative Findings 

3.2.1. Discoveries Linked To the Theme of Items Purchased and Reasons 

Based on the analysis of Table 3.22, which categorizes responses under the theme of 

"Items Purchased and Reasons," several key patterns emerge from the total of 185 coded entries. 

Regarding the items purchased, Shoes and footwear stand out as the most frequently mentioned 

category, accounting for 18 responses or 9.73% of the total. This is followed by T-shirts and 

casual wear at 6.49% (12 f) and Jeans and denim products at 4.86% (9 f). Other clothing and 

non-clothing categories, such as Household Items, were cited less frequently, with Towels and 

bed linens at 1.08% and Kitchen items and cookware at a minimal 0.54%. 

When examining the reasons behind purchases, Quality-Based Purchase Motivations 

are the most dominant drivers. The single most significant factor across all codes is Good 

service quality, mentioned 24 times and constituting 12.97% of all responses. It is closely 

supported by High product quality (8.65%) and Good quality-to-price ratio (7.03%). While 

Price-Based Purchase Motivations are also influential, they are somewhat less prominent than 

quality concerns; Affordable prices is the leading code in this category at 9.19% (17 f). An 

interesting geographical consideration is highlighted by the code Lower prices compared to 

Iran, which was noted by 4.86% of respondents. Furthermore, practical logistics play a 

substantial role, as the Effect of Proximity code Make travel easier is notably strong, matching 

the frequency of shoe purchases at 9.73% (18 f).  

Table 3.1: Groups and codes associated with the theme of items purchased and reasons. 

Theme Category Code f % 

     

It
em

s 

P
u

rc
h

as
ed

 

an
d

 

R
ea

so
n

s Clothing Items T-shirts and casual wear 12 6,49 

Jeans and denim products 9 4,86 

Jackets and outerwear 3 1,62 
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Shoes and footwear 18 9,73 

Shorts and pants 4 2,16 

Beauty and Personal Care 

Products 

Food items and snacks 4 2,16 

Cosmetics 7 3,78 

Household Items Towels and bed linens 2 1,08 

Kitchen items and cookware 1 0,54 

Suitcases and travel bags 3 1,62 

Quality-Based Purchase 

Motivations 

Good service quality 24 12,97 

High product quality 16 8,65 

Good quality-to-price ratio 13 7,03 

Product variety and selection 7 3,78 

Branded products 9 4,86 

Wide range of sizes and colors 4 2,16 

Price-Based Purchase 

Motivations 

Affordable prices 17 9,19 

Lower prices compared to Iran 9 4,86 

Available discounts and sales 4 2,16 

Effect of Proximity Make travel easier 18 9,73 

Proximity not effect 1 0,54 

  TOTAL 185 100,00 

 

These findings are further supported by participants’ statements, which provide deeper 

insight into their purchasing motivations. Several respondents emphasized the importance of 

the quality–price balance in shaping their decisions. As one participant noted, “Because the 

quality was good and the prices were reasonable, I decided to buy more than I planned” (PW2), 

highlighting how perceived value can even encourage unplanned purchases. Proximity was also 

identified as a practical advantage influencing shopping behavior. One interviewee explained, 

“Van is close to Iran and the travel cost is low, so shopping here feels more affordable” (PW6), 

demonstrating how geographical closeness reduces overall expenditure and strengthens 

purchase intentions. In addition, product variety emerged as a significant factor, particularly in 

comparison to domestic markets. As stated by another participant, “The variety of products was 

much better than in Iran, especially for young styles” (PW15). Finally, authenticity was 

considered essential, with one respondent clearly expressing, “If the product was fake, I would 

not buy it” (PW5). Together, these statements indicate that purchasing behavior is shaped not 

only by price advantages but also by quality perceptions, accessibility, diversity of options, and 

trust in product authenticity. 

According to the Theory of Planned Behavior, the patterns identified in this theme 

primarily reflect the part played by attitude in shaping shopping behavior (Ajzen, 1991). The 
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preference for clothing items, particularly footwear and apparel, alongside strong emphasis on 

product and service quality, indicates that Iranian tourists hold favorable evaluations toward 

shopping in Van. These positive attitudes are formed through perceived value, satisfaction, and 

confidence in product standards, which collectively strengthen tourists’ intentions to engage in 

purchasing activities. 

Moreover, considerations related to quality-to-price balance and perceived advantages 

compared to the home country contribute to a rational reinforcement of these attitudes. Rather 

than relying solely on low prices, tourists’ purchasing intentions are supported by an overall 

positive assessment of the shopping experience. Within the TPB framework, this suggests that 

well-formed attitudes play a central role in translating tourists’ evaluations into actual 

purchasing behavior during their visits to Van. 

In conclusion, the decision-making process for these consumers is primarily anchored 

in perceived quality and service, with affordable pricing and the practical convenience of a 

nearby location serving as significant secondary factors. 

Figure 3-21 presents the hierarchical code sub–code structure for the theme Items 

Purchased and Reasons.  
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Figure 3-1: Hierarchical thematic coding framework for the theme of items purchased and reasons.
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3.2.2. Findings Associated With the Theme of Benefits and Drawbacks of 

Shopping In Van 

Based on the analysis of Table 3.23, concerning the "Advantages and Disadvantages 

Aspects of Shopping in Van" a mixed but detailed picture emerges from the total of 93 coded 

responses. The overall shopping experience is characterized by several notable strengths, but 

also by distinct weaknesses that detract from it. On the positive side, Product Variety and 

Selection Strengths and Service and Experience Strengths are present, with Good store service 

quality (6.45%) and Good brand availability (5.38%) being mentioned. However, the most 

frequently cited positive aspects fall under Location and Accessibility Strengths and Overall 

Experience Strengths. Key logistical advantages include Lower travel and transportation costs 

(6.45%) and concentrated shopping streets (6.45%), which facilitate easier shopping. The most 

significant single positive code is Entertainment and leisure options, which, at 10.75% (10 f), 

is the strongest attractor mentioned. 

Conversely, the negative aspects, categorized as weaknesses, reveal more pronounced 

concerns. The most critical issue is under Service and Price Weaknesses, where Rising and 

increasing prices stands out as the most frequently mentioned code across the entire table, cited 

11 times and constituting 11.83% of all responses. Furthermore, Environmental and 

Infrastructure Weaknesses are also prominent, with Limited attractions in the city (6.45%) 

matching the frequency of key positive accessibility codes and indicating a lack of 

supplementary activities. Heavy crowding and congestion (4.30%) further compounds the 

environmental concerns. Interestingly, Product Quality Weaknesses such as Decreased product 

quality over time and Lack of specific brand variety are noted but are minimal (each at 1.08%), 

suggesting that while price and environment are major pain points, perceived product quality 

itself is less of a current issue. 

Table 3.2: Groups and codes associated with the theme of advantages and disadvantages 

of shopping in Van. 

Theme Category Code f % 
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 Location and 

Accessibility Strengths 

Geographic proximity to Iran 3 3,23 

Easy accessibility and short travel distance 4 4,30 

Lower travel and transportation costs 6 6,45 

Small city layout (easy to access all shops) 3 3,23 

Concentrated shopping streets 6 6,45 

Product Variety and 

Selection Strengths 

Wide product variety 3 3,23 

Good brand availability 5 5,38 



43 
 

Service and Experience 

Strengths 

Good store service quality 6 6,45 

Clean shopping centers 4 4,30 

Good store layouts and organization 3 3,23 

Calm and friendly shopping atmosphere 4 4,30 

Overall Experience 

Strengths 

Entertainment and leisure options 10 10,75 

Good food and accommodation 3 3,23 

Reasonable pricing 2 2,15 

Product Quality 

Weaknesses 

Decreased product quality over time 1 1,08 

Lack of specific brand variety 1 1,08 

Environmental and 

Infrastructure Weaknesses 

City cleanliness concerns 3 3,23 

Heavy crowding and congestion 4 4,30 

Limited attractions in the city 6 6,45 

Service and Price 

Weaknesses 

Rising and increasing prices 11 11,83 

Poor staff behavior in some stores 5 5,38 

  TOTAL   

 

The findings reveal a contrast between positive and negative perceptions of shopping in 

Van. On the positive side, one participant stated, “The city is small and everything is within 

walking distance, which makes shopping easy” (PM2), highlighting the convenience and 

accessibility of the urban structure. Another participant emphasized the social environment by 

noting, “People were respectful and friendly toward Iranian tourists” (PW6), suggesting that 

positive interpersonal interactions enhance the shopping experience.  

However, several drawbacks were also identified. For instance, one respondent 

commented, “There were too many Chinese products” (PM1), indicating concerns about 

product composition. Similarly, issues related to service quality emerged, as a participant 

mentioned, “Sometimes the staff were not polite” (PW4). Environmental concerns were also 

raised, with one interviewee stating, “The city is not very clean” (PM8). These findings 

demonstrate that while accessibility and friendly social interactions contribute positively to 

shopping in Van, challenges related to product diversity, service behavior, and urban 

cleanliness reduce its overall attractiveness. 

Within the S–O–R framework, the identified positive and negative aspects of shopping 

in Van can be interpreted through the interaction between environmental stimuli and tourists’ 

internal evaluations (Mehrabian & Russell, 1974). Elements such as product variety, service 

quality, entertainment options, and convenient accessibility function as positive stimuli that 

enhance tourists’ emotional and cognitive states, leading to feelings of enjoyment, comfort, and 
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ease during the shopping experience. These favorable internal responses increase tourists’ 

overall satisfaction and willingness to engage in shopping activities. 

Conversely, negative stimuli such as rising prices, limited urban attractions, and 

crowding create unfavorable internal reactions, including dissatisfaction and reduced perceived 

value. Within the S–O–R model, these stimuli may weaken the positive organismic responses 

generated by service and accessibility advantages. As a result, tourists’ behavioral responses 

reflect a mixed evaluation, where strong experiential and logistical benefits are partially offset 

by environmental and price-related stressors, shaping a more ambivalent shopping experience 

in Van. 

In conclusion, while Van benefits from its geographic convenience, concentrated retail 

environment, and added value through entertainment options, these advantages are significantly 

counterbalanced by serious concerns over escalating costs, urban crowding, and a lack of 

diverse city attractions. The primary challenge for Van's retail appeal appears to be mitigating 

the Rising and increasing prices and improving the urban environment to sustain its competitive 

edge. 

Figure 3-22 presents the multi-level coding framework for the theme Positive and 

Negative Aspects of Shopping in Van.  
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Figure 3-2: Structured hierarchical coding system related to the theme of positive and negative aspects of shopping in Van.
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3.2.3. Outcomes Associated with the Theme of Emotional Experience 

Based on the analysis of Table 3.24, which outlines the "Emotional Experience" of 

shoppers through a total of 32 coded responses, a decidedly positive emotional landscape is 

revealed, albeit with minor negative undercurrents. The dominant category is unequivocally 

Positive Emotional Responses, which collectively account for the vast majority of sentiments. 

The most powerful single sentiment is Overall satisfaction with shopping, which is 

overwhelmingly prevalent at 46.88% (15 f), indicating that nearly half of all emotional 

responses were broadly positive. This is strongly supported by the code Satisfied with purchases 

made at 18.75% (6 f). Other positive codes, such as Happy with product quality (9.38%) and 

Excitement about shopping experience (6.25%), further solidify the generally favorable 

emotional outcome. 

In contrast, Negative Emotional Responses are present but notably less frequent. The 

primary concerns in this category are Dissatisfaction with staff behavior and Disappointment 

with product quality, which together constitute only 9.38% of responses, with the latter being 

the least frequent code at just 3.13% (1 f). This suggests that while negative experiences exist, 

they are not widespread. The category Mixed Emotional States is represented solely by the code 

Mixed satisfaction based on products, which accounts for 9.38% (3 f) of responses, indicating 

a segment of shoppers whose emotional experience is contingent on specific product encounters 

rather than being uniformly positive or negative. 

Table 3.3: Classifications and codes linked to the theme of emotional experience. 

Theme Category Code f % 
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Positive Emotional 

Responses 

Overall satisfaction with shopping 15 46,88 

Happy with product quality 3 9,38 

Satisfied with purchases made 6 18,75 

Excitement about shopping experience 2 6,25 

Negative Emotional 

Responses 

Disappointment with product quality 1 3,13 

Dissatisfaction with staff behavior 2 6,25 

Mixed Emotional States Mixed satisfaction based on products 3 9,38 

  TOTAL 32 100,00 

 

The emotional dimension of shopping in Van reflects both positive and negative 

affective responses. Several participants described empowering and exciting feelings associated 

with their experience. For example, one interviewee stated, “Shopping here made me feel 

independent because I traveled alone” (PW13), indicating a sense of personal autonomy. 
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Another participant expressed novelty-driven excitement, noting, “I felt excited because it was 

my first international shopping experience” (PW15). Similarly, satisfaction emerged as a 

dominant positive emotion, as reflected in the statement, “I was satisfied and never felt 

disappointed” (PM9). However, not all emotional responses were favorable. Some participants 

reported feelings of dissatisfaction linked to product availability, as illustrated by the comment, 

“I felt disappointed when my size was not available” (PW11). Overall, these findings 

demonstrate that while shopping in Van generally generates excitement, independence, and 

satisfaction, situational limitations may also evoke disappointment. 

Within the S–O–R framework, the emotional experiences of Iranian tourists during 

shopping in Van can be understood as the organismic responses triggered by various stimuli 

(Mehrabian & Russell, 1974). Positive emotional reactions such as overall satisfaction, 

happiness with product quality, and excitement about the shopping experience indicate that 

favorable stimuli—like product variety, quality, and service—effectively generate pleasant 

internal states, enhancing tourists’ engagement and enjoyment. 

Negative and mixed emotional responses, although less frequent, reflect the impact of 

less favorable stimuli, including staff behavior or disappointment with specific products. 

According to the S–O–R model, these factors induce minor disruptions in the overall positive 

organismic responses, leading to a nuanced emotional landscape where most tourists experience 

satisfaction, yet a small segment encounters specific frustrations that slightly temper the overall 

emotional outcome. 

In conclusion, the emotional experience related to shopping is characterized by strong, 

broad satisfaction, as directly evidenced by the high frequency of Overall satisfaction with 

shopping. Negative emotions are isolated and relatively insignificant in their frequency, 

pointing to a shopping environment that successfully generates positive feelings for most 

consumers, with dissatisfaction being the exception rather than the norm. 

Figure 3-23 presents the hierarchical coding and sub-coding framework for the theme 

Emotional Experience. 
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Figure 3-3: Multi-level coding framework associated with the theme of emotional 

experience. 

3.2.4. Observations Linked to the Theme of Expectations from Special Purchases 

Based on the analysis of Table 3.25, which details the "Expectations from Special 

Purchases" across 33 coded responses, a complex picture emerges where unfulfilled 

expectations form the most significant finding. The most prominent code by a considerable 

margin is not buy specific product, falling under the Expectation Outcomes category and 

accounting for 36.36% (12 f) of all responses. This indicates that for over a third of the 

expectations recorded, the specific product was not purchased at all, suggesting either a failure 

to find items meeting the criteria or a decision to abstain. 

Regarding the expectations themselves, they are distributed across several categories. 

Within Product Quality Expectations, the codes Durable products that last long and Household 

item durability (both at 9.09%) are the most frequently mentioned specific quality concerns, 

highlighting longevity as a key criterion for special purchases. The desire for Original/authentic 

products is also noted (6.06%). The Specific Product Expectations category reveals practical 

demands for particular items, such as Coffee maker functionality and Food product quality 

(each at 6.06%). However, more general value-based expectations like Value for money appear 

less frequently (3.03%). 

Finally, when expectations were acted upon but not satisfied, the outcomes are captured 

by codes like Performance below expectations (6.06%) and Expectations not met (3.03%), 

though these are cited much less often than the decision not to purchase. 
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Table 3.4: Groups and codes associated with the theme of expectations from special 

purchases. 

Theme Category Code f % 
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Product Quality 

Expectations 

Durable products that last long 3 9,09 

Original/authentic products 2 6,06 

Non-smelly shoes/high-quality footwear 1 3,03 

Items unavailable in Iran 1 3,03 

Value and Price 

Expectations 

Value for money 1 3,03 

Specific Product 

Expectations 

Coffee maker functionality 2 6,06 

Sports equipment performance 1 3,03 

Food product quality 2 6,06 

Household item durability 3 9,09 

Experience-Based 

Expectations 

Personal style improvement 1 3,03 

Fashion satisfaction 1 3,03 

Expectation Outcomes Not buy specific product 12 36,36 

Expectations not met 1 3,03 

Performance below expectations 2 6,06 

  TOTAL 33 100,00 

 

Participants’ expectations from special purchases were primarily centered on durability, 

quality, and value for money. One respondent explicitly stated, “My main expectation was that 

the product would be durable and worth the money” (PW14), highlighting the importance of 

long-term usability and perceived value. However, expectations were not always fully met. For 

instance, another participant reported dissatisfaction by noting, “I bought a coffee machine, but 

it did not work as I expected” (PM4). These findings indicate that while consumers approach 

special purchases with strong expectations regarding performance and financial justification, 

unmet functional standards can lead to disappointment and reduced satisfaction. 

Within the scope of the Theory of Planned Behavior, the findings related to expectations 

from special purchases highlight the role of perceived behavioral control in shaping shopping 

decisions (Ajzen, 1991). The high frequency of unfulfilled expectations, such as not purchasing 

a specific product, suggests that tourists may have encountered constraints—whether due to 

availability, quality, or suitability—that limited their ability to act on their intentions. This 

indicates that perceived control over acquiring desired items strongly influences actual 

purchasing behavior. 



50 
 

At the same time, positive expectations regarding product durability, authenticity, and 

specific functionalities reflect tourists’ attitudes toward special purchases. When these 

expectations are met, they reinforce favorable attitudes and strengthen the intention to purchase 

similar products in the future. Conversely, unmet expectations moderate the translation of 

intention into behavior, illustrating how both attitudes and perceived control interact within the 

TPB framework to shape tourists’ decision-making during special purchases in Van. 

In conclusion, the data primarily reveals a significant gap between consumer 

expectations for special purchases—centered on durability, authenticity, and specific 

functionality—and market reality, as evidenced by the high incidence of Not buy specific 

product. This suggests that the availability or perceived quality of goods often fails to meet the 

specific and sometimes high standards shoppers have for these types of purchases. 

Figure 3-24 presents the hierarchical multi-tiered code and sub-code model 

Expectations from Special Purchases. 
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Figure 3-4: Structured hierarchical coding system for the theme of expectations from special purchases.



52 
 

3.2.5. Observations Linked to the Theme of Influential People 

Based on the analysis of Table 3.26, which examines the theme of "Influential People" 

across 59 coded responses, the social dynamics of shopping decisions are multifaceted, 

revealing that both external influence and independent choice play significant roles. The data 

indicates that Friend Influence is the most potent external category, with the code Friends 

influencing purchase decisions being the single most frequent influencer at 15.25% (9 f). This 

is closely supported by Friends giving opinions and suggestions at 10.17% (6 f), suggesting that 

peer input is a major aspect of the decision-making process. 

Simultaneously, Family Influence is also substantial, operating through various 

channels. The most common familial pattern is Family collective decision-making at 8.47% (5 

f), followed by general Family members' suggestions at 6.78% (4 f). Furthermore, shopping is 

often conducted with social obligations in mind, as evidenced by the Social Expectations 

category. The code Family expecting gifts is particularly noteworthy, matching the frequency 

of friend suggestions at 10.17% (6 f), indicating that gift-giving pressures are a significant 

driver of purchases. 

Despite these strong social currents, a robust trend of Independent Decision-Making is 

clearly present. The code Independent purchasing decisions is the second most cited overall at 

13.56% (8 f), demonstrating that a considerable segment of shoppers relies on their own 

judgment. This self-reliance is further underscored by codes such as No one influenced my 

decisions (6.78%) and Solo travelers with no influence (5.08%). 

Table 3.5: Classifications and codes linked to the theme of influential people. 

Theme Category Code f % 
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Family Influence Spouse/husband guidance 2 3,39 

Family members' suggestions 4 6,78 

Family collective decision-making 5 8,47 

Women in family (product quality knowledge) 1 1,69 

Sister's guidance and shopping help 3 5,08 

Son's expectations 1 1,69 

Friend Influence Friends giving opinions and suggestions 6 10,17 

Friends influencing purchase decisions 9 15,25 

Friend validation of choices 1 1,69 

Social 

Expectations 

Others expecting souvenirs 3 5,08 

Family expecting gifts 6 10,17 

People expecting specific items 3 5,08 
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Independent 

Decision-Making 

Solo travelers with no influence 3 5,08 

No one influenced my decisions 4 6,78 

Independent purchasing decisions 8 13,56 

  TOTAL 59 100,00 

 

The findings indicate that purchasing decisions were influenced by both social guidance 

and personal autonomy. Family members played a guiding role in some cases, as one participant 

noted, “My family guided me in choosing what to buy” (PM2). Similarly, peer influence was 

evident, with a respondent stating, “My friend helped me decide between different models” 

(PW15). Beyond direct advice, social expectations also shaped behavior; for example, one 

participant explained, “My relatives expected me to bring gifts, which made my luggage 

heavier” (PW12), reflecting the normative pressure to purchase souvenirs. However, not all 

participants were socially influenced, as illustrated by the statement, “No one influenced my 

decision; I chose everything myself” (PW13). These results demonstrate that while family and 

friends can significantly affect purchasing behavior, individual independence remains an 

important factor for some tourists. 

Under the structure of the Theory of Planned Behavior, the theme of influential people 

highlights the role of subjective norms in influencing shopping behavior (Ajzen, 1991). Friends 

and family emerge as key social referents, with peer opinions, suggestions, and gift-giving 

expectations exerting a significant impact on tourists’ purchase decisions. These findings 

indicate that social pressure and the perceived expectations of significant others have a key role 

in guiding shopping intentions. 

Concurrently, evidence of independent decision-making reflects the interaction between 

subjective norms and individual autonomy. While social influences are strong, a notable portion 

of tourists demonstrates self-reliance, making purchasing decisions based on personal 

judgment. This illustrates that, within the TPB framework, subjective norms interact with 

individual attitudes to determine the balance between socially influenced and self-directed 

shopping behaviors among Iranian tourists in Van. 

In conclusion, while the shopping experience is largely guided by the opinions of friends 

and the expectations of family, both for collective choices and gifts, a significant portion of 

consumers asserts their autonomy, making the social landscape one of balance between 

peer/family influence and individual agency. 

Figure 3-25 presents the hierarchical multi-tiered code and sub-code model Influential 

People. 
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Figure 3-5: Structured hierarchical coding system for the theme of influential people. 
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3.2.6. Analysis Concerning the Theme of Effect of Price, Language, and 

Authenticity 

Based on the analysis of Table 3.27, which explores the "Effect of Price, Language, and 

Authenticity" across 65 coded responses, it is evident that language proficiency alleviates a key 

potential barrier, while concerns over price and authenticity emerge as the dominant factors 

actively shaping consumer behavior.  The most frequently cited code overall is No language 

problems under the Language Effects category, mentioned 16 times and constituting 24.62% of 

all responses. This indicates that for a significant majority, communication is not a hindrance, 

with minor codes like Language barriers minor/overcome and Turkish language knowledge 

enabled bargaining together adding only 6.16%, further confirming that language is largely a 

non-issue or even an enabler for this group. 

In contrast, both Price Effects and Product Authenticity Concerns present themselves as 

critical influencers. Within Price Effects, the primary concern is Increasing price, cited by 

10.77% (7 f) of respondents, followed by the general principle that Price strongly affects 

decisions (6.15%). However, the most substantial category in terms of impact is Product 

Authenticity Concerns. The central code, Authenticity strongly affects decisions, is the second 

most frequent in the entire table at 16.92% (11 f), underscoring its paramount importance. This 

is supported by related behaviors and perceptions such as Avoidance of fake products (7.69%), 

the observation that there are many non-original products in market (6.15%), and a Preference 

for original/branded items (6.15%). These codes collectively paint a picture of a market where 

authenticity is a major point of anxiety and a key purchase criterion. 

Table 3.6: Groups and codes associated with the theme of price, language, and 

authenticity. 

Theme Category Code f % 
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 Price Effects Increasing price 7 10,77 

Price strongly affects decisions 4 6,15 

Seeking discounts 3 4,62 

Price reasonableness matters 3 4,62 

Language Effects No language problems 16 24,62 

Turkish language knowledge enabled bargaining 2 3,08 

Language barriers minor/overcome 2 3,08 

Product 

Authenticity 

Concerns 

Authenticity strongly affects decisions 11 16,92 

Avoidance of fake products 5 7,69 

Concerns about product originality 1 1,54 

Preference for original/branded items 4 6,15 
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Authenticity verification by experienced buyers 3 4,62 

Many non-original products in market 4 6,15 

  TOTAL 65 100,00 

 

The analysis reveals that price, language ability, and product authenticity played 

significant roles in shaping purchasing decisions. Price emerged as a primary determinant, as 

one participant clearly stated, “Price was the main factor in my decision” (PW12), highlighting 

the central role of financial considerations. Language competence also influenced the shopping 

experience; for instance, a respondent noted, “Since I speak Turkish, bargaining was easier” 

(PW13), indicating that linguistic familiarity facilitated negotiation and potentially enhanced 

perceived value. In addition, authenticity was a critical concern for many tourists. While some 

participants emphasized that “Authenticity was important; I avoided fake products” (PM6), 

others expressed uncertainty, stating, “Sometimes I doubted whether the product was original” 

(PW7). These findings suggest that beyond economic factors, communication skills and trust 

in product originality significantly shape tourists’ evaluations and purchasing behavior in Van. 

Within the framework of the Theory of Planned Behavior, the findings related to price, 

language, and product authenticity highlight the role of perceived control over behavior in 

shaping shopping decisions (Ajzen, 1991). The fact that language proficiency eliminates 

communication barriers indicates that tourists feel capable of navigating the shopping 

environment, which enhances their confidence and facilitates purchasing behavior. This sense 

of control allows them to focus more on evaluating products rather than being hindered by 

misunderstandings or negotiation difficulties. 

At the same time, concerns about price and authenticity reflect the influence of attitudes 

toward the shopping experience. Positive attitudes are reinforced when products are perceived 

as authentic and fairly priced, whereas rising prices or doubts about authenticity may temper 

purchasing intentions. Within the TPB framework, these findings suggest that both perceived 

control and evaluative attitudes interact to guide tourists’ decision-making, with authenticity 

emerging as a particularly salient factor in shaping their behavior in Van’s marketplace. 

In conclusion, while the absence of language barriers facilitates the shopping 

experience, it is superseded by two pressing market realities: the perception of Increasing price 

and, Product Authenticity Concerns. Consumers are highly motivated by the need to secure 

original products, actively seeking verification and expressing a strong aversion to counterfeits, 

which they perceive as prevalent. Therefore, pricing strategy and guarantees of authenticity 

appear to be far more decisive for purchase decisions than any linguistic factors. 
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Figure 3-26 presents the hierarchical thematic coding and sub-coding scheme Effect of 

Price, Language, and Authenticity.
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Figure 3-6: Multi-level coding framework associated with the theme of effect of price, language, and authenticity.
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3.2.7. Observations Linked to the Theme of Pre-Trip Purchase Intention 

Based on the analysis of Table 3.28, which details the "Pre-Trip Purchase Intention" 

across 33 coded responses, a clear segmentation of shoppers based on their initial plans 

emerges, with a notable portion of decisions being formed or altered during the trip itself. The 

dominant segment is composed of those who arrived With Shopping Intention, collectively 

accounting for 57.57% of responses. Within this category, the most significant finding is the 

code Came with clear shopping intention, which alone represents 39.39% (13 f) of all responses, 

indicating that a substantial plurality of visitors had predefined shopping goals before arrival. 

This purposeful intent is supplemented by those for whom shopping constituted the principal 

purpose of the trip (6.06%) or part of a Shopping and leisure combined intention (12.12%). 

Conversely, a significant minority of 21.21% (7 f) explicitly stated they did not intend 

to shop initially, falling under the Without Shopping Intention category. However, the dynamics 

of the in-store or in-destination experience have a critical influence on final behavior, as 

captured by the Changed or Increased Intention category. For some visitors, the trip itself acted 

as a catalyst, with the code Saw discounts and increased intention being the most frequent 

trigger for changed plans at 9.09% (3 f). Other factors leading to a shift in intention include the 

direct experience of Product quality changed decision and the more general Intention changed 

during trip, each at 6.06%. 

Table 3.7: Clusters and codes connected to the theme of pre-trip purchase intention. 

Theme Category Code f % 
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 With Shopping Intention Came with clear shopping intention 13 39,39 

Main purpose of trip was shopping 2 6,06 

Shopping and leisure combined intention 4 12,12 

Without Shopping Intention Did not intend to shop initially 7 21,21 

Changed or Increased 

Intention 

Intention changed during trip 2 6,06 

Saw discounts and increased intention 3 9,09 

Product quality changed decision 2 6,06 

  TOTAL 33 100,00 

 

The findings indicate variation in tourists’ purchase intentions prior to travel. Some 

participants reported that shopping was not initially planned; however, exposure to product 

quality during the visit altered their decisions, as reflected in the statement, “I did not plan to 

shop, but after seeing the quality, I decided to buy” (PW1). In contrast, other respondents 

demonstrated a clear pre-trip intention, emphasizing that shopping constituted the primary 
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motivation for travel, as one participant noted, “I came to Van specifically for shopping” (PM3). 

These contrasting perspectives suggest that while certain tourists develop purchasing intentions 

before arrival, others form such intentions situationally, influenced by on-site evaluations of 

quality and retail offerings. 

According to the framework of the Theory of Planned Behavior, the theme of pre-trip 

purchase intention emphasizes the importance of attitudes in shaping tourists’ planned behavior 

(Ajzen, 1991). Many visitors arrived with clear shopping intentions, reflecting favorable 

evaluations of Van as a shopping destination and a strong predisposition toward engaging in 

purchase activities. These pre-formed intentions suggest that prior positive attitudes 

significantly influence the likelihood of planned purchasing behavior. 

At the same time, the findings also show that shopping intentions can be modified during 

the trip, demonstrating the dynamic interaction between attitudes and situational factors. 

Experiencing product quality, discovering discounts, or being influenced by in-store 

experiences can strengthen or alter initial intentions. Within the TPB framework, this illustrates 

how tourists’ attitudes, coupled with real-time experiential cues, interact to shape their final 

purchasing decisions. 

In conclusion, while pre-planned shopping is the most common scenario, the data 

reveals a fluid decision-making process for a considerable number of visitors. The initial 

intention is not always definitive, as in-destination stimuli like encountering discounts and 

assessing product quality on-site can effectively convert non-shoppers or amplify the spending 

intent of those who already planned to shop. This highlights the importance of the in-store 

environment and promotional strategies in capturing the spending of this flexible consumer 

segment. 

Figure 3-27 presents the hierarchical layered code sub–code structure for the theme Pre-

Trip Purchase Intention.  
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Figure 3-7: Nested code–sub code structure pertaining to the theme of pre-trip purchase intention.
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3.2.8. Results Pertaining to the Theme of Unplanned Purchases 

Drawing from the analysis of Table 3.29, which examines the theme of "Unplanned 

Purchases" across 30 coded responses, the data reveals that unplanned buying is a common 

occurrence, primarily driven by in-store perceptions of quality and value. A combined total of 

20% of responses indicate frequent unplanned spending, with Made some unplanned purchases 

at 10.00% (3 f) and Made many unplanned purchases at 6.67% (2 f), while an extreme case of 

All purchases were unplanned is also noted (3.33%). Conversely, a segment of shoppers 

exhibited high discipline, as shown by the codes No unplanned purchases (all planned) and 

most purchases planned, which together account for 13.33% of responses. 

The drivers behind these impulse buys are identified within the Triggers for Unplanned 

Purchases category. The most powerful catalyst is Good product quality (trigger), which is the 

single most frequent code in the entire table at 20.00% (6 f). This is closely followed by 

economic incentives, with Good prices and discounts acting as a trigger for 16.67% (5 f) of 

responses. The allure of choice and visual merchandising also plays a significant role, as 

indicated by Product variety and selection (13.33%) and the Visual appeal of items (6.67%), 

with the more general liked the product/appearance cited by 10.00% of respondents. 

Table 3.8: Groups and codes associated with the theme of unplanned purchases. 

Theme Category Code f % 
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Frequency of Unplanned 

Purchases 

Made many unplanned purchases 2 6,67 

Made some unplanned purchases 3 10,00 

All purchases were unplanned 1 3,33 

No unplanned purchases (all planned) 3 10,00 

Most purchases planned 1 3,33 

Triggers for Unplanned 

Purchases 

Liked the product/appearance 3 10,00 

Good product quality (trigger) 6 20,00 

Good prices and discounts 5 16,67 

Product variety and selection 4 13,33 

Visual appeal of items 2 6,67 

  TOTAL 30 100,00 

 

The findings reveal that unplanned purchases constituted a significant aspect of tourists’ 

shopping behavior. Several participants emphasized the influential role of promotional 

incentives, as reflected in the statement, “Most of my purchases were unplanned because the 

discounts were attractive” (PW11). Similarly, perceived value in terms of price and quality 

encouraged spontaneous buying, with one respondent noting, “I bought 17 pairs of shoes 



63 
 

because the price and quality were good” (PM5). Additionally, direct product exposure played 

a decisive role, as another participant explained, “Seeing the product in person made me decide 

immediately” (PM9). These findings suggest that situational factors such as discounts, 

perceived value, and in-store product evaluation significantly stimulate impulsive purchasing 

behavior. 

Inside the context of the S–O–R framework, the theme of unplanned purchases 

highlights how in-store stimuli trigger tourists’ internal responses (Mehrabian & Russell, 1974). 

Elements such as good product quality, appealing prices, product variety, and visual 

merchandising act as stimuli that capture attention and create favorable perceptions, prompting 

immediate emotional and cognitive reactions. 

These organismic responses, including excitement, interest, and perceived value, lead 

to behavioral responses manifested as unplanned or impulse purchases. The findings indicate 

that while some shoppers maintain disciplined, planned buying patterns, the majority are 

influenced by these environmental cues, demonstrating how Van’s shopping environment 

actively shapes spontaneous consumer behavior. 

In conclusion, unplanned purchasing is a significant feature of the shopping behavior 

captured here, affecting a majority of respondents to varying degrees. While a portion of 

consumers sticks strictly to a planned list, the in-store environment is highly effective at 

stimulating additional purchases. The primary mechanisms for this are the immediate 

perception of Good product quality and the attractiveness of Good prices and discounts, 

suggesting that retailers' success in triggering impulse buys hinges fundamentally on the visible 

presentation of value and desirability. 

Figure 3-28 presents the hierarchical thematic coding and sub-coding scheme 

Unplanned Purchases. 
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Figure 3-8: Hierarchical code sub-code model related to the theme of unplanned purchases.



65 
 

3.2.9. Discoveries Related to the Theme of Emotional Purchases 

As revealed by the analysis of Table 3.30, which explores the theme of "Emotional 

Purchases" across 30 coded responses, it is evident that emotional and impulsive buying is a 

predominant mode of consumption for this group of shoppers. The most finding is under the 

category Frequency of Emotional and Impulsive Purchases, where the code Many 

emotional/impulsive purchases stands out as the single most frequent response, accounting for 

40.00% (12 f) of the total. This is supplemented by the code some emotional purchases at 

20.00% (6 f), meaning that a combined 60% of respondents acknowledge at least some degree 

of emotionally driven buying. In contrast, purely rational decision-making predominant is 

reported by only 16.67% (5 f) of respondents, highlighting that logic-driven shopping is the less 

common approach. 

The specific catalysts for these purchases are captured in the Triggers for Emotional 

Purchases category, though the frequencies are relatively low. The triggers cited with equal 

weight are Liked the appearance/design and Impulse due to good prices, each at 6.67% (2 f). 

The remaining category, Emotional versus Rational Balance, includes codes that attempt to 

define the nature of the decision process further, such as Purely emotional purchases and 

Emotional with logical reasoning, but these are minimal (each at 3.33%), suggesting most 

respondents simply identified the frequency of their emotional purchases rather than dissecting 

their cognitive blend. 

Table 3.9: Classifications and codes linked to the theme of emotional purchases. 

Theme Category Code f % 

E
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Frequency of Emotional 

and Impulsive Purchases 

Many emotional/impulsive purchases 12 40,00 

Some emotional purchases 6 20,00 

Mixed emotional and logical purchases 1 3,33 

Rational decision-making predominant 5 16,67 

Triggers for Emotional 

Purchases 

Liked the appearance/design 2 6,67 

Impulse due to good prices 2 6,67 

Emotional versus 

Rational Balance 

Purely emotional purchases 1 3,33 

Emotional with logical reasoning 1 3,33 

  TOTAL 30 100,00 

 

The findings indicate that emotional factors played a notable role in certain purchasing 

decisions, although rational considerations were also present. Some participants described 

buying products based purely on aesthetic appeal, as illustrated by the statement, “I bought the 

necklace just because I liked its design” (PW15). Similarly, another respondent acknowledged, 
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“I bought many items without thinking too much because I liked them” (PM7), highlighting the 

spontaneous and affect-driven nature of some purchases. In contrast, a more rational approach 

was also expressed, with one participant stating, “I usually buy based on need, not emotion” 

(PW1). These findings demonstrate that while emotional attraction can trigger immediate 

purchasing behavior, need-based and logical evaluations continue to guide decisions for some 

tourists. 

Within the S–O–R framework, the theme of emotional purchases illustrates how 

environmental stimuli, such as appealing product appearance, design, and attractive pricing, act 

as triggers that elicit emotional responses in shoppers (Mehrabian & Russell, 1974). These 

stimuli capture attention and generate positive internal states, including excitement, pleasure, 

and impulsive desire. 

These organismic responses then translate into behavioral outcomes, resulting in a 

significant proportion of emotional and impulsive purchases. The findings suggest that for 

Iranian tourists in Van, shopping is often guided by affective reactions rather than purely 

rational evaluation, demonstrating the powerful role of in-store stimuli in shaping consumer 

behavior. 

In conclusion, the shopping behavior described is overwhelmingly characterized by 

emotional and impulsive tendencies, with a significant majority of consumers reporting Many 

emotional/impulsive purchases. While specific triggers like visual appeal and attractive prices 

are noted, the data primarily underscores the high prevalence of this purchasing style itself 

rather than detailing its causes. This indicates an environment where spontaneous, desire-driven 

acquisition is a common and accepted part of the consumer experience. 

Figure 3-29 presents the hierarchical thematic coding and sub-coding scheme Emotional 

Purchases.
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Figure 3-9: Nested code–sub code structure pertaining to the theme of emotional purchases.
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3.2.10. Observations Linked to the Theme of Shopping Environment 

Based on the analysis of Table 3.31, which examines the theme of "Shopping 

Environment" across 38 coded responses, a picture emerges where the atmospheric elements of 

stores are noticed and appreciated by a segment of shoppers, yet a plurality reports that these 

factors ultimately had no decisive impact on their purchasing decisions. The most significant 

single finding is the code Environment did not affect decisions under the category Overall 

Environmental Effect on Shopping, which is cited 13 times and constitutes 34.21% of all 

responses, indicating that for a substantial group, the physical and sensory store environment 

was not a primary consideration. 

However, for those who were influenced, the Environmental Factors with Positive 

Impact play a role. The most appreciated positive factor is a Calm and pleasant atmosphere, 

mentioned by 15.79% (6 f) of respondents. This is followed by the appeal of Luxurious and 

stylish shops (10.53%) and the presence of Soft/nice music in shops (7.89%). Other aesthetic 

and organizational factors like Clean and organized stores and Good store lighting are noted 

but with lower frequency. On the negative side, Crowding and congestion is mentioned, though 

only at 5.26%, suggesting it is not a widespread major deterrent. 

When considering the overall effect, beyond those who were unaffected, the code 

Environment encouraged buying is the second most frequent response in the table at 13.16% (5 

f), demonstrating that for a meaningful minority, the ambiance was a direct stimulus for 

purchase. Other codes quantifying the effect, such as Environment influenced amount 

purchased or was Environment was neutral, are minimal. 

Table 3.10: Classifications and codes linked to the theme of shopping environment. 

Theme Category Code f % 

S
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Environmental Factors with 

Positive Impact 

Clean and organized stores 2 5,26 

Good store lighting 1 2,63 

Calm and pleasant atmosphere 6 15,79 

Soft/nice music in shops 3 7,89 

Luxurious and stylish shops 4 10,53 

Environmental Factors with 

Negative Impact 

Crowding and congestion 2 5,26 

Overall Environmental Effect on 

Shopping 

Environment did not affect decisions 13 34,21 

Environment influenced amount purchased 1 2,63 

Environment encouraged buying 5 13,16 

Environment was neutral 1 2,63 
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  TOTAL 38 100,00 

 

The findings suggest that the shopping environment functioned as both a facilitating 

and, at times, neutral or limiting factor in purchasing behavior. Positive atmospheric elements 

such as lighting and music were perceived as influential, as one participant noted, “The lighting 

and music in the mall encouraged me to spend more time there” (PW14). Similarly, store 

cleanliness and organization were associated with stronger purchase intentions, with a 

respondent stating, “Clean and well-organized stores increased my desire to buy” (PM4). In 

contrast, environmental crowding was viewed negatively; for example, “I do not like crowded 

shops” (PM4) reflects discomfort that may reduce shopping satisfaction. However, not all 

participants perceived the environment as decisive, as one explicitly stated, “The shopping 

environment did not influence my decision” (PW3). Overall, the results indicate that while 

atmospheric cues can enhance buying motivation, their influence varies depending on 

individual sensitivity and contextual factors. 

Within the S–O–R framework, the theme of shopping environment highlights how store 

atmosphere and environmental factors can work as prompts that influence tourists’ internal 

states (Mehrabian & Russell, 1974). Elements such as a calm and pleasant atmosphere, stylish 

shop design, soft music, and organized layouts serve as positive cues that may enhance feelings 

of comfort, enjoyment, and engagement during shopping. 

These organismic responses, in turn, can lead to behavioral outcomes, including 

increased purchase likelihood or larger spending for some tourists. However, the findings also 

indicate that a substantial portion of shoppers reported that the environment did not affect their 

decisions, suggesting that while ambiance can enhance the shopping experience, it functions as 

a secondary stimulus for many Iranian tourists in Van. 

In conclusion, while a well-crafted environment featuring a calm atmosphere, stylish 

decor, and pleasant music is positively perceived and can encourage spending for a notable 

segment of shoppers, the prevailing sentiment is that the Shopping Environment is often a 

secondary factor, with a large portion of consumers making their decisions based on other 

criteria unrelated to the store's physical and sensory setup. 

Figure 3-30 presents the hierarchical coding and sub-coding framework for the theme 

Shopping Environment. 
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Figure 3-10: Hierarchical coding and sub-coding framework for the theme of shopping environment.
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3.2.11. Key Observations on the Theme of Doubt or Internal Conflict 

As indicated by the analysis of Table 3.32, which details the theme of "Doubt or Internal 

Conflict" across 30 coded responses, it is a significant majority of shoppers proceeded with 

their purchases without experiencing significant hesitation. This is indicated by the code No 

doubts during shopping under the category Frequency of Internal Conflict, which is the most 

frequent response in the table, accounting for 36.67% (11 f) of all coded instances. 

However, for the remainder of respondents, a range of uncertainties did emerge, 

captured in the Types of Doubts Experienced category. The most common concern was Doubt 

about product quality, mentioned by 10.00% (3 f) of respondents. Other doubts, such as those 

regarding Doubt about price worthiness (6.67%), Doubt about product authenticity (3.33%), 

and concerns over Doubt about financial limitations or Doubt about design/style choice (each 

3.33%), were less frequent but present. The manner in which these doubts were resolved is 

outlined in the Resolution of Doubts category. The most common resolution strategies were 

equally split between proactive and consultative approaches: Bought to test/gain experience 

and consulted others for advice, both at 10.00% (3 f). Other outcomes included deciding did 

not buy due to doubt (6.67%) or proceeding despite uncertainty with Hesitated but still 

purchased (6.67%). 

Table 3.11: Categories and coding elements related to the theme of  doubt or internal 

conflict. 

Theme Category Code f % 

D
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Types of Doubts 

Experienced 

Doubt about product quality 3 10,00 

Doubt about product authenticity 1 3,33 

Doubt about price worthiness 2 6,67 

Doubt about financial limitations 1 3,33 

Doubt about design/style choice 1 3,33 

Resolution of Doubts Bought to test/gain experience 3 10,00 

Did not buy due to doubt 2 6,67 

Consulted others for advice 3 10,00 

Compared quality and decided 1 3,33 

Hesitated but still purchased 2 6,67 

Frequency of Internal 

Conflict 

No doubts during shopping 11 36,67 

  TOTAL 30 100,00 
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The findings indicate that internal doubt and cognitive conflict were present in 

participants’ purchasing processes. Price–value evaluation emerged as a key source of 

hesitation, as one participant stated, “Sometimes I doubted whether the price was worth it” 

(PW7). Decision-related uncertainty was also evident when comparing alternatives, reflected 

in the statement, “I hesitated between two models before making a final decision” (PW13). 

Additionally, financial constraints contributed to internal conflict, with a respondent noting, 

“Due to financial limits, I was unsure about some purchases” (PM1). Overall, these findings 

demonstrate that shopping decisions were not always immediate or fully confident, but often 

involved reflective evaluation and economic considerations. 

Inside the scope of the S–O–R framework, the theme of doubt or internal conflict 

illustrates how internal states (organism) influence purchasing behavior (Mehrabian & Russell, 

1974). The majority of tourists proceeded without hesitation, indicating strong positive 

organismic responses such as confidence and trust in product quality, price, and authenticity. 

For these shoppers, internal evaluations did not act as a barrier to purchase. 

For the minority who experienced doubts, internal conflicts arose regarding product 

quality, price, authenticity, or design. These doubts triggered cognitive and emotional 

responses, which were often resolved through consultation with others or by testing the product 

firsthand. The resulting behavioral responses—either proceeding with the purchase, hesitating, 

or abstaining—demonstrate how internal conflict mediates the translation of environmental 

stimuli into final consumer actions within the shopping context. 

In conclusion, while the dominant shopping experience is one of confidence (No doubts 

during shopping), a substantive subset of consumers encounters internal conflict, primarily 

centered on perceived product quality. When faced with such doubts, shoppers employ varied 

strategies, either taking a risk by purchasing to learn, seeking social validation through advice, 

or, in some cases, abandoning the potential purchase altogether. This indicates that the process 

of decision-making is not straightforward and involves a conscious negotiation of uncertainty. 

Figure 3-31 presents the hierarchical the coding and sub-coding framework for the 

theme Doubt or Internal Conflict.  
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Figure 3-11: Hierarchical coding and sub-coding model related to the theme of doubt or internal conflict.
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3.2.12. Findings Associated with the Theme of Future Shopping Intentions 

Based on the analysis of Table 3.33, which explores the theme of "Future Shopping 

Intentions" across 35 coded responses, the findings point overwhelmingly towards a positive 

outlook among the majority of shoppers. The data under the category Intention to Shop Again 

reveals a strong inclination to return, with the two most affirmative codes, Will come again for 

shopping (37.14%, 13 f) and Will definitely shop again (31.43%, 11 f), collectively representing 

a substantial 68.57% of all responses. This indicates a very high rate of intended repeat business. 

In contrast, negative intentions such as Will not come for shopping again, Not planning to visit 

again, and the conditional Plans to return (if conditions improve) are minimal, each at 5.71% 

or less, with the latter suggesting there is a small segment whose loyalty could be secured with 

improvements. 

The motivations behind this positive future intent are captured, though with less 

frequency, in the Reasons for Future Visits (Positive Motivations) category. The primary driver 

mentioned is Close proximity/convenience at 8.57% (3 f), followed by Lower costs compared 

to other cities at 5.71% (2 f). These practical, logistical advantages appear to underpin the strong 

return intention. The sole Reason Against Future Visits (Negative Motivations) cited is the 

perception of Better options in Istanbul, mentioned by only one respondent (2.86%), further 

underscoring the limited dissenting view. 

Table 3.12: Thematic categories and corresponding codes of future shopping intentions. 

Theme Category Code f % 

F
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Intention to Shop Again Will definitely shop again 11 31,43 

Will come again for shopping 13 37,14 

Plans to return (if conditions improve) 2 5,71 

Will come again (only for leisure) 1 2,86 

Will not come for shopping again 1 2,86 

Not planning to visit again 1 2,86 

Reasons for Future Visits 

(Positive Motivations) 

Close proximity/convenience 3 8,57 

Lower costs compared to other cities 2 5,71 

Reasons Against Future Visits 

(Negative Motivations) 

Better options in Istanbul 1 2,86 

  TOTAL 35 100,00 

 

Participants’ future shopping intentions reflect both loyalty and conditional 

reconsideration. A strong intention to revisit Van was expressed by one participant who stated, 

“I will definitely come back to Van for shopping” (PW6), indicating overall satisfaction with 
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the shopping experience. However, this intention appears sensitive to economic conditions, as 

another respondent noted, “If prices continue to increase, I may not return” (PM8), highlighting 

the influence of price stability on repeat visitation. In addition, brand variety emerged as a 

comparative factor shaping destination preference, with one participant expressing, “I prefer 

Istanbul for more brand variety” (PW6). These findings suggest that while Van maintains a 

favorable position in tourists’ future plans, price trends and product diversity will play a 

decisive role in sustaining repeat shopping intentions. 

Under the framework of the Theory of Planned Behavior, the theme of future shopping 

intentions highlights the strong behavioral intentions of Iranian tourists to return to Van for 

shopping (Ajzen, 1991). The majority of respondents expressed a clear and positive inclination 

to revisit, reflecting favorable attitudes toward the shopping experience and high satisfaction 

with previous visits. 

These intentions are further reinforced by practical considerations, such as convenience 

and lower costs, which strengthen perceived behavioral control and support the formation of 

repeat shopping plans. Within the TPB framework, this demonstrates that positive evaluations 

and perceived ease of access interact to generate robust intentions, suggesting a high likelihood 

of continued engagement with Van as a shopping destination. 

In conclusion, the future shopping intentions for this destination are markedly positive, 

with a majority expressing a firm plan to return as shopping customers. This strong likelihood 

of revisitation is primarily motivated by the fundamental conveniences of geographic proximity 

and favorable costs, suggesting that the location's core competitive advantages are effectively 

fostering customer retention and a promising outlook for future patronage. 

Figure 3-32 presents the hierarchical the thematic coding and sub-coding model Future 

Shopping Intentions.  
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Figure 3-12: A tiered code sub–code analytical model related to the theme of future shopping intentions. 
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3.2.13. Key Findings Linked to the Theme of Recommendation 

Based on the analysis of Table 3.34, which examines the theme of "Recommendation" 

across 36 coded responses, the overall sentiment leans towards a willingness to promote Van 

as a shopping destination, though this advocacy is tempered by significant concerns over 

pricing. The combined affirmative responses in the willing to Recommend category, including 

Will recommend to others (19.44%, 7 f), Always recommends it (11.11%, 4 f), and Often 

recommends Van (2.78%, 1 f), show a base of positive word-of-mouth support. However, this 

support is not unconditional for all, as evidenced by the Conditional Recommendations and not 

willing to recommend categories. Notably, the code No longer recommends due to prices 

(8.33%, 3 f) carries the same weight as key positive reasons, and the conditional Recommend 

if prices return to previous levels (2.78%) highlights that rising costs are actively eroding 

advocacy for some former promoters. 

The motivations behind positive recommendations are clarified in the Reasons for 

Recommendation category. The most frequently cited reason is a Good shopping experience, 

mentioned by 13.89% (5 f) of respondents. This is supported by practical and economic drivers 

of nearly equal importance: both Good product quality and Affordable prices are each cited by 

8.33% (3 f) of respondents, and Easy accessibility follows at 5.56%. These factors form the 

core value proposition that supporters communicate. In stark contrast, the Reasons Against 

Recommendation are minimal, with only the single code Expensive compared to Iran noted 

(2.78%), which aligns thematically with the price-related reluctance seen elsewhere in the table. 

Table 3.13: Categories and analytical codes relevant to the theme of recommendation. 

Theme Category Code f % 

R
ec

o
m
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Willing to Recommend Will recommend to others 7 19,44 

Often recommends Van 1 2,78 

Always recommends it 4 11,11 

Recommends for specific purposes 2 5,56 

Conditional Recommendations Recommend if prices return to previous 

levels 

1 2,78 

Recommend Van as accessible option 3 8,33 

Not Willing to Recommend No longer recommends due to prices 3 8,33 

Reasons for Recommendation Good product quality 3 8,33 

Affordable prices 3 8,33 

Easy accessibility 2 5,56 

Good shopping experience 5 13,89 
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Entertainment and shopping combined 1 2,78 

Reasons Against Recommendation Expensive compared to Iran 1 2,78 

  TOTAL 36 100,00 

 

Participants’ recommendations regarding Van as a shopping destination reveal a 

balanced evaluation shaped by affordability, accessibility, and recent price changes. Positive 

word-of-mouth is largely associated with economic advantages, as one participant stated, “I 

recommend Van because it is affordable and accessible” (PM2). Similarly, Van was perceived 

as particularly attractive for specific market segments, with a respondent noting, “For young 

people, Van is a good shopping destination” (PW15), highlighting its appeal to younger 

consumers. However, rising prices appear to weaken recommendation intentions, as reflected 

in the statement, “I would not recommend it because prices have increased” (PW4). These 

findings indicate that tourists’ willingness to recommend Van depends primarily on maintaining 

its cost advantage and perceived value. 

In relation to the framework of the Theory of Planned Behavior, the theme of 

recommendation illustrates how positive attitudes toward shopping in Van translate into 

intentions to advocate the destination to others (Ajzen, 1991). Factors such as good shopping 

experiences, product quality, affordability, and accessibility contribute to favorable evaluations 

that encourage tourists to recommend Van to peers and social networks. 

At the same time, price concerns act as a moderating factor, shaping conditional 

recommendations and highlighting the interaction between attitudes and situational constraints. 

Within the TPB framework, these findings suggest that while positive experiences foster 

supportive word-of-mouth behavior, perceived cost barriers can temper advocacy, reflecting 

how attitudes and contextual considerations jointly influence behavioral intentions. 

In conclusion, while there is a solid foundation of customers willing to recommend Van, 

primarily based on their positive overall experience, product quality, and perceived 

affordability, the data signals a vulnerability. The issue of pricing is Affordable prices are a 

reason to recommend, but current Increasing price (as indicated in earlier themes) is directly 

causing a segment to withhold or withdraw their recommendation. Therefore, the strength of 

future word-of-mouth promotion appears closely tied to the management of price perceptions 

and stability. 

Figure 3-33 presents the hierarchical he code  sub–code structure associated with the 

theme Recommendation.  
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Figure 3-13: The hierarchical structure of codes and sub-codes linked to the theme of recommendation.
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3.2.14. Findings Based on Two Case Models by Gender 

Figure 3-34 illustrates two case models based on the gender variable, a demographic 

characteristic obtained from the study participants. 
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Figure 3-14: Two case models regarding the investigation of psychological factors affecting shopping behavior among Iranian tourists 

from Van city in terms of gender variables. 
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As shown in Figure 3-34, female participants, unlike male participants, mention topics 

such as a calm and pleasant atmosphere, a calm and friendly shopping atmosphere, preference 

for original/branded items, suitcases and travel bags, good store layouts and organization, 

entertainment and leisure options, household item durability, price reasonableness matters, saw 

discounts and increased intention, and soft/nice music in shops. 

Male participants, unlike female participants, mention the following topics: 

Expectations not met, Sports equipment performance, Lack of specific brand variety, Decreased 

product quality over time, Proximity not effect, Easy accessibility, Plans to return (if conditions 

improve), Main purpose of trip was shopping, Performance below expectations, Bought to 

test/gain experience.  

3.2.15. Results Obtained from the Code Matrix Scanner 

As shown in Figure 3-35, participants W4 and W11 contributed the most. Following 

participants W4 and W11, participant W15 made the second-highest contribution. The theme 

with the most contributions was “Items Purchased and Reasons.” 

Figure 3-35 displays the code matrix scanner. The code matrix scanner was derived from 

the content analysis of the participants' responses.
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Figure 3-15: Analytical findings based on the code matrix scanner code matrix scanner.
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3.2.16. Findings Regarding the Code Cloud 

The topic of “Good service quality” is the most frequently mentioned topic in the 

Investigation of Psychological Factors Affecting Shopping Behavior among Iranian Tourists 

from Van City. Other codes follow after this.  

Figure 3-36 shows a diagram related to the code cloud. 
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Figure 3-16: Investigation of psychological factors affecting shopping behavior among Iranian tourists from Van city related keyword 

cloud.
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4. CONCLUSION 

4.1. Introduction 

This part of the text outlines an integrated summary of the investigation and seeks to 

interpret the essential outcomes in agreement with the study objectives and research questions. In 

particular, it explores the interrelations among shopping motivations, Service excellence, customer 

satisfaction, and brand loyalty of Iranian tourists in Van, thereby highlighting the city’s 

significance as a key cross-border shopping destination. To ensure a comprehensive 

understanding, the chapter first summarizes the key results before discussing their theoretical 

insights and practical recommendations. It further gives practical guidance for industry 

stakeholders and policymakers, with a final discussion on the study’s methodological limitations 

and recommendations for further research. 

4.2. Summary of Significant Findings 

The qualitative analysis of Iranian tourists’ shopping experiences in Van reveals a 

multifaceted understanding of consumer behavior that extends beyond mere price considerations. 

Tourists’ purchasing decisions are influenced by a mix of cognitive evaluations, emotional 

responses, and environmental factors, demonstrating the complex nature of shopping behavior in 

a destination context. Clothing items, particularly shoes and casual wear, dominate shopping 

patterns, highlighting a preference for personal and wearable goods over utilitarian household 

items. Product quality, service standards, and perceived value for money emerge as primary 

motivators, indicating that tourists prioritize overall satisfaction rather than focusing solely on cost. 

These findings are consistent with the Theory of Planned Behavior, where favorable attitudes 

toward products and services strengthen purchase intentions (Ajzen, 1991). 

Building on these individual evaluations, social influences play a critical role in influencing 

shopping behavior, with friends and family contributing through suggestions, advice, and gift-

giving expectations. Friends’ opinions are particularly impactful, often guiding decisions and 

reinforcing social norms. Simultaneously, independent decision-making remains evident, with a 

significant portion of tourists relying on personal judgment. This coexistence of social influence 
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and autonomy reflects the TPB’s emphasis on the interplay between subjective norms and 

individual attitudes in forming behavioral intentions (Ajzen, 1991). 

In addition to social factors, pre-trip intentions significantly shape tourists’ initial shopping 

goals; however, in-destination experiences frequently modify these plans. Exposure to attractive 

products, discounts, and visually appealing displays can trigger unplanned purchases or increase 

the likelihood of buying previously undecided items. Emotional responses, such as excitement and 

satisfaction, further amplify these tendencies. The S–O–R framework captures these dynamics, 

highlighting how environmental stimuli elicit organismic responses that drive behavioral 

outcomes, including impulsive or emotionally motivated purchases (Mehrabian & Russell, 1974). 

From an emotional perspective, shopping experiences are overwhelmingly positive, with 

satisfaction, happiness with product quality, and pleasure derived from the overall the purchasing 

process and experience predominating. Negative emotional responses, such as disappointment 

with staff or specific products, are limited and infrequent. These findings suggest that positive 

emotional engagement reinforces purchase decisions, while minor negative experiences rarely 

deter shopping. The integration of S–O–R perspectives underscores the importance of internal 

emotional states as mediators between environmental stimuli and purchasing behavior (Mehrabian 

& Russell, 1974). 

At the same time, expectations from special purchases highlight the significance of product 

characteristics such as durability, authenticity, and functionality. A notable portion of tourists 

reported unmet expectations, particularly when desired products were unavailable or did not meet 

quality standards. This outcome demonstrates how perceived behavioral control and prior 

attitudes, as described in TPB, influence satisfaction and future intentions (Ajzen, 1991). Meeting 

expectations strengthens positive evaluations, while unmet expectations can moderate purchase 

satisfaction and subsequent behavioral intentions. 

Furthermore, the shopping environment, including store layout, atmosphere, and aesthetic 

appeal, plays a significant part in influencing tourists’ experiences, although it is not universally 

decisive. Elements such as calm and organized settings, stylish décor, and background music 

enhance the shopping experience for some tourists, evoking positive emotional responses. 

Conversely, a substantial group reported that environmental factors did not influence their 

decisions, indicating variability in sensitivity to external stimuli. The S–O–R framework provides 
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insight into how environmental cues function as stimuli affecting internal emotional and cognitive 

processes (Mehrabian & Russell, 1974). 

Closely related to environmental perceptions, internal doubts or conflicts are generally 

minimal, with most tourists proceeding confidently with purchases. When doubts arise regarding 

product quality, price, authenticity, or design, they are typically resolved through consultation with 

peers or hands-on evaluation. These findings illustrate the S–O–R notion that organismic responses 

play a mediating role in the effect of stimuli on behavior, with confidence and trust enabling 

continued engagement and purchase completion (Mehrabian & Russell, 1974). 

In parallel, price and authenticity emerge as pivotal factors shaping consumer behavior, 

with rising costs occasionally moderating attitudes and intentions. Language proficiency, however, 

alleviates potential barriers, enhancing perceived behavioral control and facilitating negotiation 

and interaction. The interplay of these factors within the TPB framework demonstrates how 

external conditions, perceived constraints, and evaluations of product authenticity collectively 

influence behavioral intentions (Ajzen, 1991). 

Consistent with these observations, unplanned and emotional purchases are frequent, with 

tourists often making impulsive decisions based on visual appeal, perceived quality, or attractive 

pricing. A majority of respondents acknowledged at least some degree of emotionally driven 

buying, emphasizing that shopping behavior is not purely rational. S–O–R analysis highlights how 

environmental and product stimuli evoke emotional and cognitive responses that translate into 

immediate purchasing actions (Mehrabian & Russell, 1974). 

Looking toward future behavior, shopping intentions and recommendations reveal a strong 

propensity to return to Van and advocate for it as a shopping destination. Positive prior 

experiences, convenience, product quality, and accessibility reinforce these intentions, while price 

concerns occasionally temper advocacy. TPB concepts illustrate that favorable attitudes, social 

norms and perceived behavioral control collectively contribute to robust intentions for revisit 

intentions and favorable word-of-mouth behavior (Ajzen, 1991). 

Overall, tourists’ perception of value is consistently linked to both experiential and 

functional benefits, with quality, authenticity, and service standards forming the core determinants 

of satisfaction. Emotional enjoyment further strengthens favorable attitudes, which in turn support 

positive planned behavioral intentions. Within the S–O–R framework, stimuli such as product 
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variety, store ambiance, and logistical convenience trigger organismic responses that manifest as 

purchasing behavior and post-visit intentions (Mehrabian & Russell, 1974). 

Taken together, these findings demonstrate that Iranian tourists’ shopping behavior in Van 

is shaped by a dynamic interaction between rational evaluations, emotional engagement, social 

influences, and environmental stimuli. The integrated use of TPB and S–O–R frameworks 

provides a comprehensive explanation of how attitudes, social norms, perceived control, and 

internal emotional states collectively influence both planned and spontaneous purchasing behavior 

(Mehrabian & Russell, 1974). This integrated perspective underscores the importance of 

considering multiple dimensions when interpreting tourist shopping experiences and designing 

strategies to enhance destination competitiveness. 

4.3. Discussion 

The findings derived from this study present nuanced insights into the shopping behavior 

of Iranian tourists in Van, highlighting both rational and emotional drivers of consumption. Across 

multiple themes, it is evident that product quality, service standards, and perceived value are 

central to purchasing decisions. These factors correspond with the Theory of Planned Behavior, 

indicating that tourists’ attitudes toward products and services significantly influence their 

behavioral intentions  (Ajzen, 1991). Positive evaluations of quality and service not only motivate 

purchases but also strengthen intentions for repeat visits and recommendations. 

Building on these attitudinal influences, social factors emerged as a critical determinant of 

shopping behavior, with friends’ opinions, family expectations, and gift-giving norms shaping 

decision-making. The observed interplay between social pressures and independent judgment 

reflects the relevance of subjective norms within the TPB framework  (Ajzen, 1991). While social 

influence encourages conformity and adherence to collective expectations, tourists retain 

autonomy in final choices, demonstrating a balance between external guidance and personal 

evaluation. 

Alongside social and cognitive considerations, the emotional dimension of shopping was 

consistently positive, with overall satisfaction, happiness with products, and excitement playing a 

dominant role. Emotional engagement appears to amplify the effect of cognitive evaluations, 

suggesting that experiential enjoyment reinforces rational purchase decisions. From an S–O–R 

perspective, environmental stimuli such as store ambiance, product variety, and proximity evoke 
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internal emotional responses that directly influence behavioral outcomes, including unplanned and 

impulse purchases (Mehrabian & Russell, 1974). 

In addition to emotional engagement, pre-trip intentions provide an initial framework for 

shopping behavior; however, in-destination experiences often modify these plans. Exposure to 

appealing products, discounts, and high-quality service can reinforce, redirect, or intensify 

purchase decisions. This dynamic interaction underscores the importance of adaptive evaluation, 

where tourists continuously integrate new insights into their decision-making processes. Such 

responsiveness illustrates the interconnected nature of planned intentions and experiential stimuli. 

Within this dynamic context, price and authenticity concerns emerged as recurrent themes 

that moderated behavioral intentions. While most tourists were willing to recommend Van as a 

shopping destination, conditional recommendations and hesitation due to high prices highlight the 

role of contextual constraints. Authenticity, including the preference for original or branded 

products, emerged as a key cognitive checkpoint influencing both purchase satisfaction and 

advocacy, demonstrating the interaction between rational evaluation and emotional reassurance. 

Complementing these evaluative factors, the shopping environment, though not universally 

decisive, played a supportive role in enhancing the overall experience. Factors such as calm and 

organized store atmospheres, stylish décor, and visual merchandising contributed to positive 

emotional responses, particularly among tourists sensitive to aesthetic and experiential cues. These 

findings suggest that environmental enhancements can serve as effective stimuli, shaping both 

affective and behavioral outcomes as described in the S–O–R framework  (Mehrabian & Russell, 

1974). 

In summary, the discussion illustrates that Iranian tourists’ shopping behavior in Van is the 

product of a complex interplay between personal evaluations, social influences, perceived 

autonomy, and situational factors, and emotional responses. The combination of the TPB and S–

O–R frameworks provides a comprehensive lens to understand both planned and spontaneous 

purchasing decisions. For destination managers, these insights emphasize the importance of 

maintaining high product quality, fostering positive service interactions, ensuring authentic 

merchandise, and enhancing environmental and logistical conditions to maximize tourist 

satisfaction, loyalty, and advocacy. These findings can be further interpreted in relation to previous 

research conducted in Van.The findings of this study align with previous research indicating that 

Van’s tourism potential has not yet been fully institutionalized or strategically integrated into a 
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comprehensive destination model. While earlier studies have emphasized the experiential value of 

local products such as Van “otlu” cheese, the present findings suggest that shopping experiences 

also constitute a significant experiential component of cross-border tourism in Van. (Cihangir & 

Demirhan, 2020).  

The findings of this study align with previous research conducted in Edremit (Cihangir & 

Şeremet, 2020), which highlights both adaptive capacities and structural weaknesses within Van’s 

tourism system. While local businesses demonstrate flexibility and willingness to diversify tourism 

products, challenges in coordination and participatory governance remain evident. These structural 

limitations may also influence the organization and standardization of shopping experiences for 

Iranian tourists. 

The findings of this study resonate with previous research on place branding in Van, which 

suggests that Western-based stakeholder branding models may not fully align with the city’s socio-

cultural structure (Şeremet, Cihangir, & Karaduman, 2022). The informal networks and clan-based 

social organization may influence commercial interactions, pricing flexibility, and the overall 

shopping experience perceived by Iranian tourists. 

 

4.4. Practical recommendations 

For Retailers and Mall Managers: The results show that Iranian tourists traveling to Van 

are mainly motivated by product quality, brand prestige, and the enjoyment of shopping 

experiences, rather than by price advantages. Retailers should therefore focus on enhancing 

product authenticity, variety, and access to international brands, rather than competing through 

price reductions. This approach aligns directly with tourists’ hedonic and symbolic motivations 

and reinforces Van’s image as a high-quality shopping destination. 

Since language barriers emerged as a major issue during service interactions, employing 

bilingual (Turkish–Persian) staff or integrating digital translation systems would significantly 

improve communication and strengthen tourists’ evaluations of the quality of service, identified in 

this analysis as a primary factor influencing both satisfaction and loyalty. 

Given that contribute to revisiting and positive word-of-mouth communication are rising 

trends among Iranian tourists, developing customer loyalty programs and culturally relevant 
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campaigns such as Nowruz promotions, family-oriented events, and exclusive offers for frequent 

visitors will help retailers cultivate long-term relationships and emotional attachment. 

Furthermore, the results underscored the importance of safety, cleanliness, and comfort in 

shaping tourist satisfaction. Retailers should ensure well-organized, secure, and welcoming store 

environments. Attention to environmental aesthetics, seating areas, and clear signage can 

substantially elevate tourists’ shopping experience and reinforce loyalty intentions. 

 

 For Policymakers and Destination Managers: The study revealed a dual preference 

among Iranian tourists: they enjoy both modern malls and traditional markets. Policymakers 

should capitalize on this by promoting Van as a hybrid shopping destination that seamlessly 

combines modern retail experiences with authentic cultural shopping. Marketing efforts can 

highlight this contrast—luxury malls for global brands and bazaars for traditional craftsmanship—

to appeal to different motivational segments. 

To sustain growth, infrastructure development is essential. Streamlining border procedures, 

improving road and air connectivity, and enhancing public transport systems would make Van 

more accessible and convenient for cross-border visitors. Simplified visa processes and traveler 

support at border gates could further facilitate short-term shopping trips. 

Because shopping in Van functions not only as an economic activity but also as a cultural 

and experiential one, integrating retail with cultural events such as Nowruz celebrations, Persian-

themed shopping festivals, or joint art and food fairs would enhance Van’s experiential appeal. 

These events can also extend tourists’ stays and spending duration. 

Finally, greater collaboration between retail, hospitality, and tourism sectors is needed. 

Bundled packages such as hotel stays combined with shopping vouchers, or tour programs 

featuring both malls and cultural markets, would increase perceived value for visitors and 

encourage repeat travel. By integrating quality service, cultural authenticity, and convenience, Van 

can strengthen its position as a trusted, high-value cross-border shopping destination. 

4.5.  Limitations of the Study and Suggestions for Future Research 

The qualitative component of this study provided in-depth insights into the shopping 

motivations, experiences, and emotional responses of Iranian tourists in Van. Through interviews, 

it became clear that tourists’ decisions were shaped not only by practical considerations but also 
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by affective and symbolic factors. Emotional experiences, environmental stimuli, and perceived 

ease of shopping emerged as key influences, highlighting the relevance of the Stimulus–

Organism–Response (S–O–R) framework. Participants often described feelings of comfort, trust, 

and satisfaction associated with the shopping environment, suggesting that the atmosphere and 

service quality significantly affected their overall experience. 

The narratives also revealed socio-cultural and symbolic dimensions of shopping that were 

less accessible through structured surveys. For example, gender roles within family purchasing 

decisions influenced who made final choices and how shopping was approached collectively. 

Similarly, shopping abroad was frequently interpreted as a form of identity expression or a way to 

communicate status and taste. These symbolic meanings were intertwined with tourists’ emotional 

engagement, suggesting that cross-border shopping is not merely transactional but also socially 

and culturally embedded. 

Seasonal factors, such as discounts, store crowding, and recent price fluctuations, played a 

notable role in shaping emotional reactions. Tourists expressed heightened excitement during 

promotional periods but also reported frustration when stores were crowded or prices unexpectedly 

high. These situational cues appeared to amplify both positive and negative emotions, reinforcing 

the idea that shopping behavior is dynamic and context-sensitive. 

Moreover, the qualitative findings underscored the importance of destination-specific 

characteristics. Van’s geographical proximity to Iran, cultural familiarity, and perceived emotional 

safety contributed to a sense of ease and confidence during shopping trips. Tourists frequently 

mentioned that these factors reduced stress, encouraged longer visits, and allowed for more 

exploratory purchasing behavior. 

Despite these insights, some deeper dimensions remained underexplored. Participants 

occasionally referenced the symbolic or aspirational aspects of certain purchases, yet these themes 

were not systematically analyzed. Similarly, the ways in which broader cultural narratives shaped 

shopping behavior  such as norms around gift-giving, social approval, or identity reinforcement  

could benefit from more ethnographic or narrative-focused qualitative methods. 

Finally, the qualitative findings highlighted the value of exploring cross-border shopping 

in a holistic manner, integrating both emotional and environmental factors. Observations from 

participant narratives suggest that future research could employ methods such as participant 

observation, mobile ethnography, or in-depth narrative interviews to capture the full complexity 
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of tourists’ experiences. This approach would allow a richer understanding of how shopping 

behaviors are influenced by both personal and contextual factors, extending beyond practical 

considerations to include culturally embedded meanings, social influences, and emotional 

engagement.  
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6. APPENDICES 

6.1. Appendix A: Qualitative Interview Questions  

Demographic Questions: 

1. Gender. 

2. Age. 

3. Occupation. 

4. Monthly income. 

5. Languages you can speak: Turkish – English – Kurdish – Other. 

6. Who did you travel to Van with? 

7. How many days did you stay in Van? 

8. What was your approximate shopping budget for this trip? 

9. Have you visited Turkey before? (Yes / No). 

10. Have you had previous shopping experiences in Turkey or in other countries? (Yes / 

No). If yes, where? 

Main Questions: 

1. Can you describe what items you purchased on this trip and why you chose them? 

 -How were the prices? 

 -Did the proximity of Van influence your shopping? 

 -How did product quality affect your decisions? 

 -Did the atmosphere or authenticity play a role? 

 -How did service quality influence your choice? 

2. What do you think were the good and bad aspects of shopping in Van? 

3. How did shopping here make you feel? Was there a moment when you felt especially satisfied 

or disappointed? 

4. When you bought a specific item, what outcomes did you expect, and which outcome mattered 

the most to you? 

5. Who influenced your shopping decisions during this trip? How? 

 - How did your family or relatives influence you? 

 - How did your friends influence you? 

 - Did influencers or celebrities affect your choices? 
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 - Did you feel others expected you to buy certain items? 

 - Did these expectations make shopping easier or more difficult? 

6. Did price, language, or concerns about product authenticity affect your decision to buy? How? 

7. Before coming to Van, did you intend to shop? Did this intention change during the trip? 

8. Did you make any unplanned purchases? What triggered them? 

9. Have you ever bought something emotionally or without much thought? What     happened at 

that moment? 

10. How did the shopping environment (market, mall, crowd, atmosphere) influence your 

decisions? 

11. Did you experience any moments of hesitation or inner conflict while shopping? How did you 

resolve it? 

12. Would you shop in Van again? Why or why not? 

13. Would you recommend shopping in Van to people around you? Why or why not? 
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Başlığı/Konusu 
IRANIAN TOURISTS’ SHOPPING EXPERIENCES IN VAN:  
A QUALITATIVE STUDY 

 

* Orijinallik raporu, aşağıdaki filtreler kullanılarak oluşturulmuştur: 

- Kabul ve onay sayfası hariç, 
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101 

İntihal Tespit Programı TURNITIN  

Benzerlik Oranı (%) 4 

Tarih 14 Ocak 2026 

 Danışman Öğrenci 

Adı Soyadı Doç. Dr. Mehmet ŞEREMET  Marzıyeh ROUDMOSHKI 

İmza   

Tarih 14 Ocak 2026 



 

 
 

   

 


