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Abstract 

This study aimed to evaluate whether the flow state in a hot air ballooning (HAB) tour experience 

affects the intention to revisit, based on the perceived value of the activity and its impact on the 

individual. Data were collected from tourists participating in HAB activities through hotels and 

agencies in Nevşehir city center, districts, and towns. The research provided a total of 403 valid 

survey data, 209 of which were international and 194 domestic. According to the analysis results, 

the flow state in balloon tour experiences was found to have a positive effect on perceived value 

and the desire to re-experience. As the emotional state of the participants during the balloon tour 

increased positively (flow state), an increase in perceived value and the desire to re-experience 

was also observed. It is predicted that the research findings will support businesses offering 

activities and accommodation services in developing new marketing strategies according to 

changing consumer demands, thereby increasing revenue and strengthening the regional economy. 
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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 Çeşmeci and Koçak (2020) and Metin and Düşmezkalender (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, Tokatlı, Ahlat, and İhsaniye. 

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 (Özen & Güneren Özdemir, 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; Yanık, 2014; Karasakal, 2019; Dönbak, 2018; 

Ayazlar, 2015; Lee & Yoo, 2011; Özen, 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 Özen (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 Özen (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. Özen’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), Çeşmeci (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 Çeşmeci’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” (H5) 

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. 

H5: 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 (Gürbüz & Şahin, 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 Nevşehir 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 Nevşehir Hacı Bektaş 

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), Özen & Güneren Özdemir (2019), Güzel (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 Çeşmeci (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 (α) 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 

of 0.90 or above as “excellent” (Kalaycı, 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 

Substances 
Factor 

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 

Region better. 

,705 

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. It was exciting to watch the Göreme 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. I did not realize how time had passed. ,698 

2. I was immersed in the beauty of the view I watched from the balloon. ,726 

3. I 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. I 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. I advise 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 

*The visitors from the other provinces (Aksaray, Çanakkale, Diyarbakır, Kocaeli, Kastamonu, Manisa, Ordu, Osmaniye, 

Sakarya, Sivas, Şanlıurfa, 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 

R2 .498 

Adjusted R2 .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 (Beta1). In light of this information, the regression model created to test the H1 

             Domestic Tourists              International Tourists 

                                                 f                  % 

Gender 

                                      f          % 

Women 94 48.5 Women 98 46.9 

Men 100 51.5 Men 111 53.1 

20 y/o and younger 3 1.5 

Age 

20 y/o and 

younger 
8 3.8 

21-30 y/o 47 24.2 21-30 y/o 51 24.4 

31-40 y/o 99 51.0 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 

Number of Visits 

My first visit 192 91.9 

My second visit 21 10.8 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 

Experience 

Yes 45 21.5 

No 150 77.3 No 164 78.5 

İstanbul 36 18.6 

Hometown/ 

Homeland 

USA 34 16.3 

Ankara 22 11.3 Canada 20 9.6 

Adana 16 8.2 India 19 9.1 

İzmir 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 Indonesia 10 4.8 

Hatay 8 4.1 Italy 7 3.3 

Kayseri 7 3.6 Lebanon 7 3.3 

Nevşehir 7 3.6 Iran 6 2.9 

Samsun 6 3.1 Pakistan 6 2.9 

Muğla 4 2.1 Egypt 5 2.4 

Mardin 3 1.5 Germany 4 1.9 

Other* 21 10.7 
Spain 3 1.4 

Other* 5 2.4 
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hypothesis supports the H1 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 

R2 .440 

Adjusted R2 .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 (Beta1). In light of this information, the regression model created to test the H2 hypothesis supports the H2 

hypothesis. 

Table 5. 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 

R2 .352 

Adjusted R2 .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 (Beta1). 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 

R2 .665 

Adjusted R2 .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 (Beta1). 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 

R2 .466 

Adjusted R2 .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 

(Beta1). In light of this information, the regression model created to test the H5 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) (β .647, p<0.000). The flow state has a significantly positive effect on perceived value (path b) (β .718, 

p<0.000). The HAB tour experience has a positive effect on perceived value (β .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) (β .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 (β .464, p<0.000) were found to be 

significant. In addition, flow state had a significant positive effect on repeat experience (path b) (β .669, p<0.000). 

HAB tour experience, on the other hand, had a positive effect on repeat experience (β .692, p<0.000). In the absence 

of the mediator variable, the total effects of the HAB tour experience on repeat experience (path c) (β .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 (β .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) (Gürbüz, 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 Arpacı 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 (Özen, 2017; Çeşmeci, 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 Çeşmeci (2018), Özkara 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 Çeşmeci (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. Doğrul 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. 
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