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Abstract 

This study examines the advertisements published on YouTube by GoTürkiye, a Türkiye’s 

tourism brand. However, its   purpose is to test the AIEDA (Attention, Interest, Evaluation, Desire, 

Action) model—which is recognized as a consumer response model for advertisements. It also 

determines whether this response varies in accordance with the destination type. First, the study 

identified three distinct destination types based on theme: culture, nature, and city. Second, the 

advertisements selected for these destinations were shown to tourists and a survey was 

administered to them to test the model. There are 324 tourists visiting the city of Antalya in Turkey 

who were examined because Antalya is an international tourism destination where mass tourism 

is prevalent. Furthermore, there are 72 Turkish citizens ,150 German, and 91 Russian tourists who 

were examined in Antalya. The main framework of the study was applied to test the AIEDA model 

and measure attitude differences based on destination characteristics. The results strongly support 

the correlation among the variables in the AIEDA model. However, no differences were detected 

based on destination types. This research was conducted based on the assumption that advertising 

models must evolve in parallel with changing tourist behaviors; by validating the correlation of 

the new advertising model, it supports this assumption. 
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