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INTRODUCTION

Throughout their lives, people are constantly seeking happiness and peace, and they want to escape the monotony
of their daily routines. These desires influence people’s needs and desires. Csikszentmihalyi (2018) examined
people’s constant pursuit of happiness and pleasure, and he termed this the science of happiness, explaining it through
the concept of flow theory. Flow suggests that people can achieve a sense of happiness by controlling their internal

thoughts (Csikszentmihalyi, 2018, p. 24).

Tourists often forget about time and become immersed in activities during their vacation, entering a “state of
flow.” The studies by Cesmeci and Kocak (2020) and Metin and Diismezkalender (2022) also support this idea. This
state can affect the perceived value of the activity. Flow can positively or negatively influence the value of the

experience, and the change and increase in the value of the experience can be determined.

In this context, the research problem statements are: “Does the flow state of individuals experiencing a hot air
balloon (HAB) tour have an impact on the perceived value? If so, what is the direction of the impact?” and “Does
the flow state of individuals experiencing a HAB tour have an impact on the desire to re-experience? If so, what is

the direction of the impact?”

This study aims to explore how the flow state during the experience affects the perceived value and the intention
to re-experience. The study investigates how the flow state in the experience affects the value obtained by tourists

participating in the HAB tour in dimensions such as aesthetics, education, and entertainment.

Literature review reveals that this study is among the pioneering works that describe the flow states, post-event
emotional states, and revisit intentions of individuals who participated in the HAB tour experience. Revisiting
intention leads to the repetition of destination visits, contributing to the regional economy. These findings are

expected to make a valuable contribution to the existing literature.
Literature Review
Concepts of Experience and Hot Air Balloon Tour Experience in Tourism

Consumers have recently been inclined to purchase services while incorporating their emotions and thoughts into
the purchasing process, gravitating towards businesses that provide them with unique experiences. Oh et al. (2007,
p. 120) and Pine & Gilmore (1998, p. 99) described experiences as enjoyable, interesting, unforgettable memories

that feel like they are being relived and retold, and are beautiful experiences that should be repeated.

Pine and Gilmore (1998, p. 102) presented an experience model, stating that consumers are motivated to have
different experiences due to their changing desires. According to the model, the experience economy consists of four
aspects: escape, entertainment, aesthetics, and education. These dimensions represent the active and passive
participation of consumers, with entertainment and aesthetics reflecting passive participation, and escape and

education reflecting active participation.

In tourism, the concept of experience refers to the experiences gained by a tourist during the tourism event,
resulting from the use of the tourism product. The tourism experience concept occurs depending on the participation
or non-participation of visitors in the activities carried out at the destinations (Bideci, 2018, p. 20). Tourist

experiences are generally interpreted as a process-based, activity-based, and clearly gained experience in attractive
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destinations at any given time (Kim & Fesenmaier, 2016, p. 2).

The first HAB flight was performed by the French Montgolfier Brothers on September 19, 1783, in Paris, where
they attached a balloon to a wooden basket using ropes. In Turkey, the Cappadocia region is one of the leading
tourism centers that has become a global brand for HAB flights. In addition to Cappadocia, HAB flights are also
conducted in Sapanca, Pamukkale, Bucak, Bafra, Tokatli, Ahlat, and ihsaniye.

The HABs in Cappadocia float through the air currents that are formed in the valleys with different visual
characteristics due to meteorological conditions, providing a continuously changing landscape experience, both
vertically and horizontally, similar to water sports in a river. Considering all these features, the HAB tours in
Cappadocia offer a unique, unforgettable, and extraordinary experience that leaves a significant impression on

tourists (Ozen & Giineren Ozdemir, 2019, p. 580).

The research conducted by Csikszentmihalyi forms the basis for many tourism experience studies. According to
Csikszentmihalyi (2018), the socio-cultural, historical, religious structures, natural beauties, activities, shopping
areas, architectural structures, and hospitality within the destination are effective in the formation of the tourist

experience. HAB tours are also seen as an effective activity in the formation of the tourist experience.
Flow Experience

According to Csikszentmihalyi (2018), the most crucial characteristic that distinguishes extraordinary experiences
from ordinary experiences is the ability of individuals and societies to easily distinguish them and remember them
afterwards. With extraordinary experiences, individuals will strive to overcome obstacles by using their knowledge
and skills in the face of any event and will be completely absorbed in the experience. Considering this, flow is the
state in which people can organize their consciousness harmoniously, define their mental state, and thus want to

continue doing what they are doing with enjoyment (Csikszentmihalyi, 2018, p. 24).

The flow theory suggests that it is possible for individuals to capture a sense of happiness by controlling their own
inner thoughts (Csikszentmihalyi, 2018, p. 24). The theory was first tested on various professional groups at the
University of Chicago using the personal interview method. As a result, it was found that optimal experiences (flow
experiences) do not differ by cultural differences, gender, age, and other variables, and that everyone defines the
experience in the same way. To ensure absolute accuracy, in addition to interviews and surveys, participants were
given an electronic pager for a week and asked to report on the emotions and activities they experienced at random
signals throughout the day. Thus, a method called the "Experience Sampling Method" was developed. The studies
have shown that people from different cultures and from different age groups describe these experiences in similar
terms. In this context, the necessity of the presence of certain conditions for the individual to experience flow has

emerged. These are: goal, feedback, balance, integration, concentration, self, time, control, and autotelic.

Nakamura and Csikszentmihalyi (2009, p. 3) stated that the activities that create a state of flow provide the

opportunity for people to “spend time without feeling bored or anxious” (Figures 1 and 2).
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Figure 1. Flow State Model Figure 2. Revised Flow State Model

(Nakamura and Csikszentmihalyi, 2009, p. 196). (Nakamura and Csikszentmihalyi, 2009, p. 201)

According to the model in Figure 1, if the individual thinks they cannot overcome the difficulties and their skills
are not enough, they first experience stress and then anxiety. However, if they can overcome the difficulties with
their skills, they first feel a sense of relief and then boredom, and as their abilities grow, a state of anxiety is observed.
The flow state occurs precisely at the point where the difficulties and skills are in balance (Nakamura &
Csikszentmihalyi, 2009, p. 2). The researcher who revised the flow state model indicated in Figure 2 that flow
emerges when the challenge of the task exceeds an individual’s skill level. When it is below, a state of apathy arises.
When the difficulty level of the activity and the person’s skill are proportional in the flow state, the intensity increases

in the form of concentric circles (Nakamura & Csikszentmihalyi, 2009, p. 11).

Csikszentmihalyi (1988, p. 30) has proposed that the flow state has a prerequisite and eight components. He stated
that the prerequisite of flow is the balance between difficulty and skill, and the combination of action and awareness,
focused attention on a specific area, loss of self-awareness, sense of control, clear and specific feedback, clear and

specific goals, autotelic structure, and transformation of time are the conditions that follow.

The flow theory has been examined by various researchers in different subjects in the literature, such as computer
games, online shopping, tourism, web users, elite sports, paragliding, new media use, advertising and purchasing,
walking, and visits to historical places (Csikszentmihalyi, 1988; Yanik, 2014; Karasakal, 2019; Donbak, 2018;
Ayazlar, 2015; Lee & Y00, 2011; Ozen, 2017; Cheng & Lu, 2015; Benli et al., 2017).

Since there is no research that addresses the concepts of flow and HAB experience together, it is believed that a
study aimed at identifying flow within the HAB experience will contribute to the literature. Within the framework of
the literature review, no scale was found to measure the flow state in the HAB tour experience. While preparing the
questionnaire, the scales used in the studies of Jackson and Marsh (1996) and Chen et al. (2016) were utilized, as
they showed similarity. As indicated by the results obtained from the study by Ozen (2017), it can be interpreted that
the experience of the HAB and its being a memorable experience for the person can lead to the experience of flow.
To examine the effect of flow in HAB tour experiences, the hypothesis “the HAB tour experience has a significant

positive impact on flow” (H1) was proposed.
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Concepts of Perceived Value and Revisit Intention

Perceived value relies on consumers’ evaluations and is shaped by pre-purchase information, contextual
assessments, and the purchase moment (Jamal & Sharifuddin, 2015). Monroe (1990, p. 46) defined perceived value
as the buyer's perceptions of value, referring to the balance between the perceived quality and benefits of the product
and the sacrifices associated with its price. If the value obtained is positive, a bond is established between the business

and the tourist, indicating customer satisfaction.

No studies have been found in the literature on the perceived value of the HAB tour experience. In this study,
which focuses on the perceived value of the HAB tour, the studies of Ozen (2017) and Benli et al. (2017) are
considered important as they can serve as a guide. Benli’s (2017) study in the Cappadocia region aimed to reveal
how the HAB experience affects the satisfaction obtained from the vacation and to determine the direction of the
subsequent behavioral tendency. Ozen’s (2017) study showed that the HAB experience in Cappadocia is an important
experience for visitors to the region and that the value of the HAB tour experience significantly affects tourists’ future

behavioral intentions.

The literature review did not reveal any previous studies that addressed the concept of perceived value together
with the HAB experience. No scale was found to measure the impact of the HAB tour experience on perceived value.
Therefore, while preparing the questionnaire, the scales used in the studies of Hill et al. (2009), Cesmeci (2018), and
Gallarza and Gil Saura (2006) were utilized, as they showed similarity. This raises the question of whether the
experiences of tourists who have experienced the HAB tour have an impact on the perceived value. Guided by the
research question, the hypothesis “the HAB tour experience has a significant positive impact on the perceived value

of the experience” (H2) was developed to examine how the experience influences perceived value.

The literature review indicates that only a limited number of studies have explored the relationship between flow
state and perceived value. In Cesmeci’s (2018) study, which measured the impact of flow state on perceived value
and behavioral intention in the hiking experience, the concept of flow state in hiking was examined in three
dimensions: absorption, focus, and self-orientation. The author named the perceived value of hiking as functional
value and emotional value. It was concluded that these two dimensions were valid for both sample groups included
in the research. The research findings determined that the self-orientation and absorption dimensions are the flow

states that most affect the perceived value.

Based on the idea that flow may also affect the perceived value of the HAB tour experience, the hypothesis “flow
state has a significant positive impact on the perceived value of the experience” (H4) was formulated within the

research framework.

Revisit intention, as a behavioral intention, occurs in line with the value perceived by customers from the service
or product. Revisit intention may vary depending on the satisfaction levels perceived by a customer during the
consumption process of a product or service. The ability to re-experience a product or service depends on the

association between the customer’s intention to experience and their satisfaction level.

The behavioral intention (revisit intention) towards the experience can be expressed as the willingness of the
guests participating in the HAB tour to re-experience the tour later. The tourist’s re-purchase behavior, their desire

to re-experience the touristic activity they have performed, and the positive attitudes and behaviors they have
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experienced when receiving the service are dependent on each other. The value the person obtains from the HAB
tour experience and the pleasure they receive can arouse the desire to re-experience that experience. To investigate
this, the hypothesis “the HAB tour experience has a significant positive impact on the desire to re-experience” (H3)

was formulated.

In the study by Aykol and Aksatan (2013), it was concluded that the flow that may occur in museum visits
positively affects the satisfaction of visitors, and satisfaction has a positive impact on the intention to revisit and
recommend. Therefore, It was found that tourists’ flow experiences influence their satisfaction, which in turn
increases their intention to revisit the destination. Accordingly, considering that flow may affect the formation of
revisit intentions, the hypothesis “flow state has a significant positive impact on the desire to re-experience” (HS5)

was formulated within the research framework.
Methodology
Research Objective and Method

The value inherent in an experience sets it apart from the ordinary and leaves a positive or negative impact on the
individual, even if temporarily (Maslow, 1964; as cited in Walls et al., 2011, p. 84). Identifying the flow state in these
experiences will help in understanding the value within the experience. The emotional state (flow) of individuals
during the experience can create a positive or negative impact and serve as a guide for whether the activity will be

repeated or not.

According to Csikszentmihalyi (2018, p. 78-79), it is known that individuals prefer many leisure activities to fill
their lives with pleasure and happiness. He states that these activities that motivate individuals to spend their leisure
time bring with them challenges, disappointments, or situations such as excitement, happiness, and pleasure. The
HAB tour experience is one of the leading activities that plays an active role in the preference of the destination by
both domestic and international tourists visiting Cappadocia. The study aims to determine whether the flow state in
the experienced HAB tour experience affects the perceived value of this experience and the desire to re-experience
it based on its impact on the individual, and if so, the direction of this impact. Cappadocia is a destination with high
potential for HAB tour experiences and makes a significant economic contribution to the country’s economy.

Therefore, it is deemed necessary to determine the flow states of tourists during the HAB tour experience.

In line with the research hypotheses, the HAB tour experience is considered the independent variable, the
perceived value of the HAB tour experience is the dependent variable, and the flow state is the mediator variable.
Additionally, the HAB tour experience is the independent variable, the desire to re-experience is the dependent

variable, and the flow state is the mediator variable (Figure 3).
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Figure 3. Research Model

To analyze the research model, the mediation analysis method of Baron and Kenny (1986) was used as the basis.

The following steps must be fulfilled to analyze the mediating impact (Baron & Kenny, 1986; Kenny, 2021):
1. The independent variable is expected to exert a significant influence on the mediator variable. (path a).
2. The mediator variable is expected to have a significant effect on the dependent variable. (path b).
3. The independent variable is expected to exert a significant influence on the dependent variable. (path c).

When the mediator variable is incorporated into the regression analysis alongside the independent variable, the
effect of the independent variable on the dependent variable in the third step is expected to diminish or become non-

significant.

The following hypotheses were developed to examine the influence of the flow state within the HAB tour

experience on perceived value and the intention to re-experience:
H1: The HAB tour experience exerts a significant positive effect on flow.
H2: The HAB tour experience exerts a significant positive effect on perceived value.
H3: The HAB tour experience exerts a significant positive effect on the intention to re-experience.
H4: Flow state exerts a significant positive effect on perceived value.
HS5: Flow state exerts a significant positive effect on the intention to re-experience.

The study population comprises both domestic and international tourists visiting Cappadocia. As it was not
feasible to conduct a complete census of the population, a non-probability convenience sampling method was

employed in the research (Giirbiiz & Sahin, 2015, p. 129).

According to the General Directorate of Civil Aviation (SHGM) (2021) Report, there are 27 HAB operators and
a total of 283 HABs in Cappadocia. A total of 7,366 HAB flights were made in 220 days, and 120,917 people
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participated in the HAB flight activity. Considering the number of tourists who participated in the HAB flight activity
in the Cappadocia region in 2020 (120,917 people), the sampling was carried out n=(N.z2.p.q)/(N.d2+z2.p.q)
(Yamane et al., 2001, p. 116-117). The required sample size was determined to be 322 participants. To achieve this
target, a total of 403 valid questionnaires were collected from 194 domestic and 209 international tourists through
hotels and travel agencies across the districts and towns of Nevsehir between February 2021 and March 2022. Also,
the questionnaires deemed suitable for analysis were entered into SPSS 23 and subsequently analyzed. The ethics
committee permission required to collect the data used in this research was obtained from the Nevsehir Hac1 Bektag

Veli University Ethics Committee with the decision number 2022-171 dated 30.05.2022.

The questionnaire, designed to align with the study's objectives, comprises a 19-item HAB tour experience scale
covering the dimensions of education, entertainment, aesthetics, and escape. While creating the questionnaire form,
tourism experience scales from the studies of Oh et al. (2007), Ozen & Giineren Ozdemir (2019), Giizel (2014), to
align with the study's objectives, comprises a 19-item HAB tour experience scale covering Loureiro (2014), Benli et

al. (2017), and Gallarza & Gil Saura (2006) were utilized.

The flow state dimension of the HAB tour experience scale comprises 9 items and was adapted from the Flow
State Scale developed by Jackson and Marsh (1996). The scale measuring the impact of the HAB tour experience on
perceived value consists of 7 items. The studies of Hill et al. (2009) and Cesmeci (2018) were used as a guide in
creating the scale. The revisit intention scale consists of 3 items, and the scale items were created using the behavioral

intention scale of Kim et al. (2012).

The research questionnaire was developed in both Turkish and English. The scales employed to measure the

variables were structured using a 5-point Likert scale, ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).
Data Analysis and Findings

The variables discussed in the research were obtained from the literature. Expert opinions were sought, and the
views of the HAB operators in the region were consulted to adapt the statements obtained from the literature to the
research sample. Regarding the reliability analysis results of the research, the Cronbach’s alpha (o) values were
determined as 0.885 for the HAB tour experience scale, 0.847 for the flow state in the experience scale, 0.846 for the
perceived value of the HAB tour experience scale, and 0.887 for the revisit intention scale. Exploratory factor analysis
was conducted to assess the validity of the scales. In this analysis, Kaiser-Meyer-Olkin (KMO) values below 0.50
are considered “unacceptable,” 0.50 as “weak,” 0.60 as “moderate,” 0.70 as “good,” 0.80 as “very good,” and values

0f 0.90 or above as “excellent” (Kalayci, 2008, p. 322).

The KMO value was found as 0.867 for the HAB tour experience scale, 0.760 for the perceived value scale, 0.684
for the flow state in the experience scale, and 0.622 for the revisit intention scale. The Bartlett’s Sphericity was found
as X2=3431,893 for the HAB tour experience scale, X2=1183,551 for the perceived value scale, X2=783,984 for the
flow state in the experience scale, and X2=214,709 for the revisit intention scale. Significance was found as p(.000)

<.001 for all scales.
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Table 1. EFA Factor loading values

Factor
Substances Load
HAB Tour Experience Scale
Factor 1: Education
1. The balloon flight experience enabled me to learn more about the destination. ,603
2. Thanks to the balloon flight experience, I learned more about the formation of fairy chimneys. ,699
3. Being together with people from different cultures during the balloon flight experience enabled me to develop culturally. ,544
4. What I learned thanks to the hot air balloon flight experience made me more interested in the Cappadocia Region. ,660
5. Thanks to the bird's eye view of the balloon flight experience, I discovered the geographical location of the Cappadocia ,705
Region better.
6. The different types of fairy chimneys I saw during the balloon flight experience developed my imagination. ,707
Factor 2: Entertainment
7. The atmosphere of the Cappadocia Region that I saw during the balloon flight experience excited me. ,746
8. The balloon’s rising very high made me feel excited. , 731
9. Watching the Cappadocia Region from a bird's eye view with a balloon was fascinating. , 753
10. The Balloon flight experience made me feel more positive about the Cappadocia Region. ,591
11. The balloon experience was enjoyable. , 756
Factor 3: Aesthetics
12. Exploring Cappadocia by balloon was attractive. , 752
13. It felt great to share the same sky with hundreds of balloons at the same time. , 707
14. Tt was exciting to watch the Goreme Open Air Museum with a balloon. ,318
15. Watching the fairy chimneys reminiscent of animal figures from the balloon made the balloon tour more enjoyable. ,678
Factor 4: Escape
16. The balloon tour made my vacation no longer an ordinary holiday. ,524
17. Cappadocia's pristine architecture made me feel like I was in a different time. ,481
18. The silence of the sky offered an opportunity to be alone with myself. ,751
19. The magnificent view I saw allowed me to get away from the responsibilities of daily life, even for a short time. ,552
Perceived Value Scale
1. 1 did not realize how time had passed. ,698
2. T'was immersed in the beauty of the view I watched from the balloon. , 726
3.1 felt myself in a different world. ,605
4. The experience of flying in balloons took me away from the chaos of daily life. ,766
5. The balloon experience wasn't as scary as I thought. ,498
6. The balloon flight experience gave me a feeling of freedom. 411
7. It was fascinating to watch the pristine structure of history from above. ,572
8. Flying in a balloon will be one of the most unforgettable memories of my life. ,447
9. The combination of balloons in the sky took me back to my childhood kite festivities ,237
Flow State in the Experience Scale
1. The hot air balloon experience contributed to having a nice holiday. ,723
2. The balloon experience offered me the opportunity to watch Cappadocia in a single frame. ,650
3. Flying in a balloon was a better memory than I expected , 707
4. Thanks to the balloon experience, I feel satisfied physically and spiritually. ,808
5. The time I spent on the balloon experience was worth it ,690
6. Thanks to the balloon experience, I had the opportunity to watch the sunrise from the sky. ,675
7. The balloon experience was worth the price I paid. ,852
Revisit Intention Scale
1. T'would like to experience the balloon experience in Cappadocia again. ,628
2. When I visit Cappadocia again, the first thing I will do is take a balloon tour. , 722
3. Tadvise my relatives to take a balloon tour in Cappadocia. ,490

The factor loadings of the HAB Tour experience scale are in the range of .756-.318. The variance explained by
the sub-factors is between 37.270-6.033. The factor loadings of the perceived value scale are in the range of .766-
.237. The factor loadings of the flow state in the experience scale are in the range of .852-.650. And the factor loadings
for the revisit intention scale range from 0.490 to 0.722. Accordingly, it can be concluded that all scales utilized in

the study demonstrate adequate validity.
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Table 2. Demographic Characteristics of the Participants

Domestic Tourists International Tourists
f % f %
Women 94 48.5 Gender Women 98 46.9
Men 100 51.5 Men 111 53.1
20 y/o and younger 3 1.5 20y/oand 8 3.8
younger
21-30 y/o 47 24.2 21-30 y/o 51 24.4
31-40 y/o 99 51.0 Age 31-40 y/o 85 40.7
41-50 y/o 44 22.7 41-50 y/o 51 24.4
51-60 y/o 1 0.5 51-60 y/o 12 5.7
61 y/o and older 0 0 61 y/o and older 2 1
My first visit 114 58.8 My first visit 192 91.9
My second visit 21 10.8 Number of Visits My second visit 12 5.7
My third+ visit 59 30.4 My third+ visit 5 2.4
Yes 44 22.7 Hot Air Balloon Yes 45 21.5
No 150 77.3 Experience No 164 78.5
Istanbul 36 18.6 USA 34 16.3
Ankara 22 11.3 Canada 20 9.6
Adana 16 8.2 India 19 9.1
[zmir 14 7.2 Russia 18 8.6
Gaziantep 13 6.7 Ukraine 14 6.7
Mersin 12 6.2 England 14 6.7
Bursa 9 4.6 France 13 6.2
Antalya 8 4.1 Belgium 11 5.3
Trabzon 8 4.1 I-II-IOonI:f:l(; vlvll(;/ Indonesia 10 4.8
Hatay 8 4.1 Italy 7 3.3
Kayseri 7 3.6 Lebanon 7 3.3
Nevsehir 7 3.6 Iran 6 2.9
Samsun 6 3.1 Pakistan 6 2.9
Mugla 4 2.1 Egypt 5 2.4
Mardin 3 1.5 Germany 4 1.9
Spain 3 1.4
Other* 21 10.7 Other™ 5 24

*The visitors from the other provinces (Aksaray, Canakkale, Diyarbakir, Kocaeli, Kastamonu, Manisa, Ordu, Osmaniye,
Sakarya, Sivas, Sanlmrfa, Azerbaijan, Kuwait, Romania) were marked as ‘Other’ since the number of visitors from these

categories was 1 or 2.
Regression Analysis on the Interaction Between Variables Based on the Scales Used in the Research

The model explains 49.7% (Adjusted R2) of the variation in the flow state during the experience. In other words,

the participants’ HAB tour experiences explain 49.7% of the variation in the flow state during the experience.

Table 3. Simple Regression Analysis Examining the Impact of HAB Tour Experience on Flow

INDEPENDENT VARIABLES BETA T SIG. (P)
Hot Air Balloon Tour Experience 706 19.940 .000%**
F 397.60

R .706

R? 498

Adjusted R? 497

Durbin-Watson 1.993

* Significant at 0.05 level.  ** Significant at 0.01 level.

The result shows that the impact of the participants’ HAB tour experiences on their flow states is positive. It is
possible to say that when the situation of the participants during the HAB tour is increased by one unit, their flow

states will increase by 0.706 (Betal). In light of this information, the regression model created to test the H1
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hypothesis supports the HI hypothesis.

Table 4. Simple Regression Analysis Examining the Impact of HAB Tour Experience on Perceived Value

INDEPENDENT VARIABLES BETA T SIG. (P)
Hot Air Balloon Tour Experience .663 17.742 .000**
F 314.78

R .663

R? 440

Adjusted R? 438

Durbin-Watson 1.752

* Significant at 0.05 level.  ** Significant at 0.01 level.

The model explains 43.8% (Adjusted R2) of the variation in the perceived value of the experience. In other words,
the participants’ HAB tour experiences explain 43.8% of the variation in the perceived value. The result shows that
the impact of the participants’ HAB tour experiences on the perceived value is positive. It is possible to say that when
the situation of the participants during the HAB tour is increased by one unit, their perceived value will increase by
0.663 (Betal). In light of this information, the regression model created to test the H2 hypothesis supports the H2
hypothesis.

Table S. Simple Regression Analysis Examining the Impact of HAB Tour Experience on Revisit Intention

INDEPENDENT VARIABLES BETA T SIG. (P)
Hot Air Balloon Tour Experience .594 14.768 .000**
F 218.08

R 594

R? 352

Adjusted R? 351

Durbin-Watson 2.004

* Significant at 0.05 level.  ** Significant at 0.01 level.

The model explains 35.1% (Adjusted R2) of the variation in the desire to re-experience. In other words, the
participants’ HAB tour experiences explain 35.1% of the variation in the desire to re-experience the HAB tour. The
results show that the impact of the participants’ HAB tour experiences on their desire to re-experience is positive. It
is possible to claim that when the situation of the participants during the HAB tour is increased by one unit, their
desire to re-experience will increase by 0.594 (Betal). In light of this information, the regression model created to

test the H3 hypothesis supports the H3 hypothesis.

Table 6. Simple Regression Analysis Examining the Impact of Flow State on Perceived Value

INDEPENDENT VARIABLES BETA T SIG. (P)
Flow .815 28.20 .000**
F 795.71

R 815

R? .665

Adjusted R? .664

Durbin-Watson 1.721

* Significant at 0.05 level.  ** Significant at 0.01 level.

The model explains 66.4% (Adjusted R2) of the variation in the perceived value. In other words, the participants’
flow states explain 66.4% of the variation in the perceived value. The result shows that the impact of the participants’
flow states on the perceived value is positive. It is possible to assert that when the flow state of the participants during
the HAB tour is increased by one unit, their perceived value will increase by 0.815 (Betal). In light of this
information, the regression model created to test the H4 hypothesis supports the H4 hypothesis.
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Table 7. Simple Regression Analysis Examining the Impact of Flow State on Revisit Intention

INDEPENDENT VARIABLES BETA T SIG. (P)
Flow .683 18.705 .000**
F 349.88

R .683

R? 466

Adjusted R? 465

Durbin-Watson 2.180

* Significant at 0.05 level.  ** Significant at 0.01 level.

The model explains 46.5% (Adjusted R2) of the variation in the desire to re-experience. In other words, the
participants’ flow states explain 46.5% of the variation in the desire to re-experience. The result shows that the impact
of the participants’ flow states on the desire to re-experience is positive. It is possible to state that when the flow state
of the participants during the HAB tour is increased by one unit, their desire to re-experience will increase by 0.683
(Betal). In light of this information, the regression model created to test the HS5 hypothesis supports the H5
hypothesis.

To test the mediating role of the flow state on the perceived value of the HAB tour experience, a regression
analysis was conducted based on the bootstrap method shown in Figure 3. The analyses were conducted using the

Process Macro method developed by Hayes (2018), using a 5000 sample option and selecting model 4.

When the analysis results are examined, the HAB tour experience has a positive and significant effect on the flow
state (path a) (B .647, p<0.000). The flow state has a significantly positive effect on perceived value (path b) (B .718,
p<0.000). The HAB tour experience has a positive effect on perceived value (B .630, p<0.000). In the case where the
mediator variable is not flow state, the total effects of the HAB tour experience on perceived value (path c) (B .166,
p<0.000) were also found to be significant. With the inclusion of the mediator variable flow into the model, the
calculated indirect effects of the HAB tour experience on perceived value (f .464, p<0.000) were found to be
significant. In addition, flow state had a significant positive effect on repeat experience (path b) (p .669, p<0.000).
HAB tour experience, on the other hand, had a positive effect on repeat experience (B .692, p<0.000). In the absence
of the mediator variable, the total effects of the HAB tour experience on repeat experience (path c) (f .260, p<0.000)
were found to be significant. With the inclusion of the mediator variable into the model, the calculated indirect effect
of the HAB tour experience on repeat experience (B .432, p<0.000) was found to be significant. According to these
findings, flow state has a partial mediating role in the effect of the HAB tour experience on perceived value and the
effect of the HAB tour experience on repeat experience. Because the Boostrap confidence interval value does not

include the value 0 (zero) (Giirbiiz, 2019)
Conclusion and Suggestions

Cappadocia is an important destination with its rich cultural heritage, natural and historical beauties, and hot air
ballooning. The research investigated the association between the flow state, perceived value, post-experience
impact, and the desire to re-experience the HAB flight experience. Examining the demographic distribution of the
participants, it was found that the majority of both domestic and international participants were male. It was
determined that the majority of tourists traveled as couples, so it would be beneficial to organize products and
activities tailored to the demands of couples. Regarding age groups, it was observed that a significant portion of the

participants were between 31-40 years old. As Arpaci and Tekedere (2016) also determined, the widespread use of
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social media by the middle-aged group and their sharing of photographs with HABs in the Cappadocia region on

social media is thought to have created a desire for this region and activity among individuals.

It was found that the majority of both domestic and international participants were visiting Cappadocia for the
first time, but the rate was higher among international participants. When the participants’ previous experience with
HAB tours was examined, it was determined that the majority of both domestic and international participants were
experiencing the HAB tour for the first time. This is thought to be because the HAB tour prices are determined in
international currency, and this is their first time in Cappadocia. Due to the prices, domestic participants mostly prefer
to simply observe. The majority of international participants experiencing the HAB tour for the first time are due to
either visiting the region for the first time or having previously visited the region but not being able to participate in

the HAB tour due to unfavorable weather conditions.

The majority of domestic participants came to the Cappadocia region from Istanbul, followed by Ankara and
Adana. The fact that the Cappadocia region is on the transit route to other provinces increases the interest of domestic
tourists in the region. As for international participants, the majority came from the United States, followed by Canada,
India, and Russia. Literature studies show that the Cappadocia region is actually visited more by tourists from the
People’s Republic of China (Ozen, 2017; Cesmeci, 2018). However, with the COVID-19 virus, which was declared
a pandemic by the World Health Organization (WHO) and affected the whole world, and the announcement of

international travel bans, significant differences have occurred in the tourist profile visiting the Cappadocia region.

The impacts of the HAB tour experience on flow state, perceived value, and the desire to re-experience are
positive. The H1, H2, and H3 hypotheses formulated within the scope of the research were accepted. As the emotional
state of the participants during the HAB tour experience increases positively, their flow state, perceived value, and
desire to re-experience also increase concurrently. Therefore, if businesses offering HAB tours make plans to increase
the flow of guests who want to take the balloon tour (such as offering additional discounts to guests who want to
experience it again), this will positively impact both their repetition and their willingness to recommend it to others.
Baytar's (2020) research on the impact of the sales experience on consumer purchasing decisions found that the flow

experience has a positive impact on consumers.

The research findings indicate that the flow state, perceived value, and desire to re-experience of the participating
tourists have a positive impact. Based on this, the H4 and H5 hypotheses were accepted. Additionally, according to
the research results, the partial mediating role of the flow state on perceived value and repeat experience was
determined. As the flow state increases, the perceived value and the desire to re-experience also increase. The HAB
tour experience provides unforgettable memories for tourists, and this flow state positively affects the perceived
value. Flow positively influences the intention to re-experience and the intention to recommend. HAB tour operators
often organize events (such as marriage proposals and live music performances) based on guest requests during the
flight. This allows participants to immerse themselves in the breathtaking natural scenery and enter a state of flow,
losing track of time. Increasing the opportunities for such activities can positively impact flow and positively impact
repeat and recommendation intentions. Studies such as Cesmeci (2018), Ozkara et al. (2016), and Aykol and Aksatan
(2013) also indicated that flow affected behavioral intention and the desire to re-experience. Hsu and Lu (2004) also

found that flow was effective on the desire to replay online games.

The studies in the relevant literature are parallel to the research results. There is no study on the impact of flow
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state on perceived value in tourism, except for Cesmeci (2018). It is thought that these results will contribute to the
literature. It is seen that flow positively affects the perceived value and increases the desire to re-experience.
Evaluating flow and perceived value in tourism is important. The fact that flow and perceived value are rarely

included in physical environments in the literature can fill this gap and guide future research.

Based on the data obtained from the research, it is concluded that the entertainment and aesthetic dimensions of
the HAB tour experience have a positive impact on flow, and that the HAB tour is not as intimidating as thought, but
rather exciting for tourists, and the money paid is well-deserved due to the accompaniment of the sunrise. This can
contribute to the businesses providing activity and accommodation services in the region by understanding the

tourists who will visit the region later and increasing their flow.

Considering the positive impact of flow on perceived value and the desire to re-experience, obtained within the
framework of the research, businesses should not fall into the mindset of “we can find guests to participate in the
HAB tour anyway, so what the tourist wants is not that important™ due to the increase in the number of tourists in the
high season. Because changing consumer demands make it easier for tourists to choose a company for a balloon tour
than others. Therefore, companies must prioritize factors that will increase tourist flow. It is thought that the
development of new marketing strategies by the businesses will benefit by increasing their own revenues and

strengthening the regional economy.

Regarding the limitations of the study, 2021 is recognized as a year in which tourism activities were significantly
affected due to the COVID-19 pandemic, which impacted both the global context and our country. Therefore,
although a sufficient number of samples were reached for the research sample, fewer tourists than expected could be
accessed. The sample consists mainly of American, Indian, and Russian tourists. Cappadocia had previously hosted
the most Chinese tourists in previous years. However, since the starting point of the pandemic was the city of Wuhan
in China, and entry and exit from the country were prohibited, Chinese tourists could not be included in the sample.
The number of domestic tourists in the sample is also low due to the impacts of the pandemic during the research
period. In this respect, including tourists of different nationalities in the research in the coming years and diversifying

the research sample in terms of nationality will be more beneficial for the evaluation and generalization of the results.

In order to prevent tourists from being victimized by adverse weather conditions and to ensure that businesses can
maintain their profitability throughout the year, a ceiling price for the sale of HAB tours by the SHGM could help
prevent such negativities. In addition, as mentioned before, since the fees paid for the HAB tour experience are
determined in foreign currency, the prices determined may be high for local tourists, and this is thought to have
affected their mood during the flow. Dogrul et al. (2020) conducted a study aimed at identifying the factors
influencing consumers' repeat visits to fast-food restaurants and concluded that price level has a significant impact

on the repeat visit experience.

According to the rules determined by the General Directorate of Civil Aviation for HAB tour flights, children
under the age of 6 are not accepted on HAB tours due to flight and personal safety concerns. It is thought that
providing a nursery where tourists visiting the Cappadocia region with their children can leave their children during

the HAB tour could increase the income of HAB companies.

Operators should work to increase the attractiveness of the HAB tour activity in their promotions (for example,
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offering a certain percentage discount on second visits, providing discounts for recommending to others, etc.).
Additionally, various efforts to ensure that the HAB tour experiences are satisfactory are expected to encourage
tourists to choose the same destination and businesses again to experience flow and obtain value. At the same time,
it can be interpreted that this will be effective in their recommendation of the business and the destination, both in

their immediate circles and on social platforms.

In addition to the HAB tour activity, camel tours, ATV tours, jeep safari tours, and horseback riding tours are also
very popular among domestic and international tourists in the Cappadocia region. Examining the flow states in these
activities and investigating their impacts on perceived value and the desire to re-experience in future studies would

contribute to the literature.
Declaration

All authors of the article have made an equal contribution to the writing process. The authors have no conflicts of
interest to declare. The ethics committee permission required to collect the data used in this research was obtained
from the Nevsehir Hact Bektag Veli University Ethics Committee with the decision number 2022-171 dated
30.05.2022.

REFERENCES

Arpact, F., & Tekedere, H. (2016). Orta yas ve yasli bireylerin internet ve sosyal medyaya yonelik goriigleri. Tiirkiye
Sosyal Arastirmalar Dergisi, 20(2), 377-392.

Ayazlar, R. A. (2015). Akis deneyiminin yamag¢ parasiiti deneyim doyumu ve yasam doyumuna etkileri

(Yayimlanmamis doktora tezi). Adnan Menderes Universitesi.

Aykol, B., & Aksatan, M. (2013). Akis teorisinin miize ziyaretlerine uygulanabilirligine dair kavramsal bir model ve

aragtirma Onerileri. Pazarlama ve Pazarlama Arastirmalari1 Dergisi, 12, 69-90.

Baron, R. M., & Kenny, D. A. (1986). The moderator—mediator variable distinction in social psychological research:
Conceptual, strategic, and statistical considerations. Journal of Personality and Social Psychology, 51(6), 1173—

1182.
Baytar, U. C. (2020). Cevrimig¢i cihaz kullanimindaki akis deneyiminin tiiketicilerin satin alma kararlar {izerindeki
etkisi. Bilisim Teknolojileri Dergisi, 13(1), 113—122.

Benli, S., Ust Can, C., & Can, M. (2017). Balonla ugus deneyiminin turistlerin tatil memnuniyetindeki yeri ve
davramigsal egilimlerine etkisi. 1. Uluslararast Turizmin Gelecegi Kongresi: Inovasyon, Girisimcilik ve

Siirdiiriilebilirlik (pp. 1274-1278).

Bideci, M. (2018). Hac turizmine katilan turistlerin deneyimleri: Meryem Ana Evi 6rneginde bir 6lgek gelistirme

calismasi (Yayimlanmamis doktora tezi). Akdeniz Universitesi.

Chen, J. V., Htaik, S., Hiele, T. M., & Chen, C. (2016). Investigating international tourists’ intention to revisit
Myanmar based on need gratification, flow experience, and perceived risk. Journal of Quality Assurance in

Hospitality & Tourism, 18(1), 25—44. https://doi.org/10.1080/1528008X.2015.1115243

1506



Eroglu Giimiis, S. & Belber, B. G. JOTAGS, 2026, 14(2)

Cheng, T. M., & Lu, C. C. (2015). The causal relationships among recreational involvement, flow experience, and

well-being for surfing activities. Asia Pacific Journal of Tourism Research, 20(4), 364—374.

Csikszentmihalyi, M. (1988). The flow experience and its significance for human psychology. In M.
Csikszentmihalyi & 1. S. Csikszentmihalyi (Eds.), Optimal experience: Psychological studies of flow in

consciousness (pp. 15-35). Cambridge University Press.
Csikszentmihalyi, M. (2018). Mutluluk bilimi: Akis (3. bask1). Buzdagi Yaymevi.

Cesmeci, N. (2018). Yiiriiyiis deneyimine yonelik akis durumunun algilanan degere ve davranigsal niyete etkisi

(Yaymmlanmamus doktora tezi). Mersin Universitesi.

Cesmeci, N., & Kocak, G. N. (2020). Akis durumu, algilanan deger ve destinasyon sadakati arasindaki iliskilerin

incelenmesi: Yiiriiyiis deneyimi drnegi. Erciyes Universitesi Sosyal Bilimler Enstitiisii Dergisi, 50, 381-401.

Directorate General of Civil Aviation. (2021). 2020 yilt faaliyet raporu.
http://web.shgm.gov.tr/documents/sivilhavacilik/files/pdf/kurumsal/faaliyet/2020.pdf

Dogrul, U., Ozeltiirkay, A. H., & Yasa Ozeltiirkay, E. (2020). Fast food restoranlarini ziyaret eden tiiketicilerin tekrar
ziyaretlerine etki eden faktorlerin belirlenmesi: Universite dgrencileri iizerine pilot bir calisma. Cukurova

Universitesi Sosyal Bilimler Enstitiisii Dergisi, 29(4), 70-91.

Donbak, E. R. (2018). Akis teorisinin miize ziyaret¢ilerinde arastirilmasi: Gaziantep Mozaik Miizesi 6rnegi. In 2.

Uluslararas1 GAP Isletme Bilimleri ve Ekonomi Kongresi (pp. 56—62).

Fan, Q., Lee, J. Y., & Kim, J. (2013). The impact of website quality on flow-related online shopping behaviors in
C2C e-marketplaces: A cross-national study. Managing Service Quality: An International Journal, 23(5), 364—
387.

Fluker, M. R., & Turner, L. W. (2000). Needs, motivations, and expectations of a commercial whitewater rafting

experience. Journal of Travel Research, 38(4), 380—389. https://doi.org/10.1177/004728750003800406

Gallarza, M. G., & Gil Saura, 1. (2006). Value dimensions, perceived value, satisfaction, and loyalty: An investigation

of university students’ travel behaviour. Tourism Management, 27(3), 437—452.
Girbiiz, S. (2019). Sosyal bilimlerde araci, diizenleyici ve durumsal etki analizleri. Se¢kin Yaymcilik.

Glirbiiz, S., & Sahin, F. (2015). Sosyal bilimlerde arastirma yontemleri: Felsefe-yontem-analiz (2. baski). Seckin
Yayincilik.

Giirsel, B. B. (2016). Sicak hava balonu sektdrii raporu. Nevsehir Yatirim Destek Ofisi.

Giizel, O. F. (2014). The dimensions of tour experience, emotional arousal, and post-experience behaviors: A

research on Pamukkale in Turkey. Procedia - Social and Behavioral Sciences, 150, 521-530.

Hayes, A. F. (2018). Introduction to mediating, moderating, and conditional process analysis: A regression-based

approach (2nd ed.). The Guilford Press.

Hill, E., Cortland, S., & Goldenberg, M. (2009). Benefits of hiking: A means-end approach on the Appalachian Trail.

Journal of Unconventional Parks, Tourism & Recreation Research, 2(1), 19-27.

1507



Eroglu Giimiis, S. & Belber, B. G. JOTAGS, 2026, 14(2)

Hosany, S., & Witham, M. (2010). Dimensions of cruisers’ experiences, satisfaction, and intention to recommend.

Journal of Travel Research, 49(3), 351-364. https://doi.org/10.1177/0047287509346859

Hsu, C. L., & Lu, H. P. (2004). Why do people play online games? An extended TAM with social influences and
flow experiences. Information & Management, 41(7), 853—-868.

Jackson, S. A., & Marsh, H. W. (1996). Development and validation of a scale to measure optimal experience: The

Flow State Scale. Journal of Sport and Exercise Psychology, 18(1), 17-35.

Jamal, A., & Sharifuddin, J. (2015). Perceived value and perceived usefulness of halal labeling: The role of religion
and culture. Journal of Business Research, 68(5), 933-941.

Kalayci, S. (2008). SPSS uygulamali ¢ok degiskenli istatistik teknikleri. Asil Yayincilik.

Karasakal, S. (2019). Destinasyon ¢ekiciliklerinin akis deneyimi, pozitif duygu ve genel memnuniyet iizerine etkisi:

Antalya 6rnegi (Yayimlanmamis doktora tezi). Akdeniz Universitesi.
Kenny, D. A. (2021). Mediation. Retrieved October 1, 2022, from http://www.davidakenny.net/cm/mediate.htm

Kim, K., Hallab, Z., & Kim, J. N. (2012). The moderating effect of travel experience in a destination on the
relationship between the destination image and the intention to revisit. Journal of Hospitality Marketing &

Management, 21(5), 486—505. https://doi.org/10.1080/19368623.2012.626745

Kim, J., & Fesenmaier, D. R. (2016). Sharing tourism experiences: The post-trip experience. Journal of Travel

Research, 56(1), 28—40.
Lasalle, J. L. (2001). Ten forces for retail change. Retail Futures Series.

Lee, T., & Yoo, J. (2011). A study on flow experience structures: Enhancement or death, prospects for the Korean

Wave. Journal of Travel and Tourism Marketing, 28(4), 423-431.

Loureiro, C. M. S. (2014). The role of the rural tourism experience economy in place attachment and behavioral

intentions. Instituto Universitario de Lisboa.

Metin, M., & Diismezkalender, E. (2022). Dag tirmanigi etkinliginin akig deneyimi baglaminda degerlendirilmesi.
Anadolu Universitesi Sosyal Bilimler Dergisi, 22(1), 1-22.

Monroe, K. (1990). Pricing: Making profitable decisions (1st ed.). McGraw-Hill.

Moon, K. S., Kim, M., Ko, Y. J., Connaughton, D. P., & Lee, J. H. (2011). The influence of consumers’ event quality
perception on destination image. Managing Service Quality, 21(3), 287-303.
https://doi.org/10.1108/09604521111127974

Nakamura, J., & Csikszentmihalyi, M. (2009). The concept of flow. In S. J. Lopez & C. R. Snyder (Eds.), Oxford
handbook of positive psychology (pp. 1-22). Oxford University Press.

Oh, H,, Fiore, A. M., & Jeoung, M. (2007). Measuring experience economy concepts: Tourism applications. Journal

of Travel Research, 46(2), 119-132.

Ozen, 1. A. (2017). Deneyimsel tiiketim, destinasyon imaj algist ve davranigsal sonuglari iliskisi: Kapadokya sicak

hava balon deneyimi (Yayimlanmamis doktora tezi). Nevsehir Hac1 Bektas Veli Universitesi.

1508



Eroglu Giimiis, S. & Belber, B. G. JOTAGS, 2026, 14(2)

Ozen, I. A., & Giineren Ozdemir, E. (2019). Kapadokya sicak hava balonculugu iizerine nitel bir arastirma. Nevsehir

Hac1 Bektas Veli Universitesi Sosyal Bilimler Enstitiisii Dergisi, 9(2), 579-595.

Ozkara, B. Y., Ozmen, M., & Kim, J. W. (2016). Examining the effect of flow experience on online purchase: A
novel approach to the flow theory based on hedonic and utilitarian value. Journal of Retailing and Consumer

Services, 37, 119-131.
Pine, J., & Gilmore, J. H. (1998). Welcome to the experience economy. Harvard Business Review, 76(4), 97—-105.

Rodriguez Molina, M. A., Frias-Jamilena, D.-M., & Castafieda-Garcia, J. A. (2012). The moderating role of past
experience in the formation of a tourist destination’s image and in tourists’ behavioural intentions. Current Issues

in Tourism, 15(6), 1-21. https://doi.org/10.1080/13683500.2012.665045

Walls, A., Okumus, F., Wang, Y., & Kwun, D. J. W. (2011). Understanding the consumer experience: An exploratory
study of luxury hotels. Journal of Hospitality Marketing & Management, 20(2), 166—197.

Yamane, T., Zatori, A., Michalké, G., & Nagy, J. (2001). Temel 6rnekleme yontemleri. Literatiir Yayincilik.

Yanik, A. (2014) Yeni Medya Kullanimindaki Akis Deneyiminin Risk Algisi ve Online Turistik Satin Alma Niyetine
Etkisi. Yaymlanmamis doktora tezi, Adnan Menderes University, Social Science, Tourism Management

Department.

1509



Eroglu Giimiis, S. & Belber, B. G. JOTAGS, 2026, 14(2)

Appendix 1. Ethics Committee Permission
T.C.

NEVSEHIR HACI BEKTAS VELI UNIVERSITESI
Bilimsel Arastrmalar ve Yaymn Etik Kurulu

KURUL KARARI
TOPLANTI SAYISI KARAR SAYISI TOPLANTI TARIHI
06 171 30.05.2022

9

Universitemiz Sosyal Bilimler Enstitiisii Doktora Program 6grencisi Sevgi EROGLU GUMUS’iin

“Balon Turu Deneyimlerinde Akis Durumunun Algilanan Degere ve Tekrar Deneyim isteg]"ne Etkisi”
isimli doktora tezi hakkinda alinan 26.04.2022 tarih ve 2100102910 sayili1 basvuru dosyasinin

goriisiilmesi.

2022.06.171. Universitemiz Sosyal Bilimler Enstitiisii Doktora Programi 6grencisi Sevgi EROGLU
GUMUS"iin “Balon Turu Deneyimlerinde Akis Durumunun Algilanan Degere ve Tekrar Deneyim Istegine Etkisi”
isimli doktora tezi hakkinda alinan 26.04.2022 tarih ve 21001029106 sayili bagvuru dosyasi goriisiildii.

Yapilan gortismeler sonucunda, asagidaki tabloda isimleri belirtilen arastirmacilar tarafindan hazirlanan “Balon
Turu Deneyimlerinde Akis Durumunun Algilanan Degere ve Tekrar Deneyim Istegine Etkisi” simli
doktora tezi ve ilgili belgeler arastirmanin gerekge, amag, yaklasim ve yontemleri dikkate almarak incelenmis
olup, projenin gergeklestirilmesinde etik sakinca bulunmadigina kurulumuz iiyeleri tarafindan oy birligi ile karar

verilmistir.
YURUTUCU ARASTIRMACI/UZMAN
Dog. Dr. Burcu Giilsevil BELBER Sevgi EROGLU GUMUS (Ogrenci)

Prof. Dr. Serkan SAHINKAYA
Kurul Bagkani

Prof. Dr. Sule AYDIN
Uye

Prof. Dr. Ibrahim ERDOGAN
Uye

Prof. Dr. Bayram DEVIREN
Uye

Prof. Dr. Fatih OZDEMIR

Prof. Dr. Sahlan OZTURK

Prof. Dr. Hac1 Abdullah SENGUL

Prof. Dr. Ziilfikar DURMUS

Uye Uye

Prof. Dr. Suzan COBAN

Uye Uye

Prof. Dr. Goksel SIMSEK

Uye Uye

Bu belge, giivenli elektronik imza ile imzalanmustur.

Belge Dogrulama Kodu : 0EGB-07UE-ORP9 Belge Dogrulama Adresi : https://ebyssorgu.nevsehir.edu.tr

Adres:

Telefon No : Fax No :
internet Adresi :

e-Posta :

http://www.nevsehir.edu.tr

Kep Adresi : nevsehiruniversitesi@hs01.kep.tr

Bilgi icin :Leyla KARAGEDIK
Memur

Dahili No:10064

1510



