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Abstract

The objective of this study is to determine how entrepreneurs perceive the
economic, social and physical impacts of tourism. The study was conducted in the city
of Afyonkarahisar, Turkey, which is rich in thermal tourism resources and investments.
A survey was used as the data collection method, and the questionnaire was applied to
472 entrepreneurs. A simple random sampling method was used to identify the sample.
Independent sampling t-tests, ANOVA tests and structural equation modelling were
used to analyse the data obtained. The study found that the entrepreneurs expressed both
positive (such as increases in the public's consciousness, job creation and the
preservation of tourism values) and negative (such as the disappearance of moral and
religious values, the transfer of tourism revenue and the disappearance of tourism
resources) opinions on the impacts of tourism. Additionally, some statistically
significant differences (p<.05) were found based on the participants’ demographic
characteristics regarding their opinions about the social, economic and physical impacts
of tourism activities.

Keywords: Tourism, Perception, Entrepreneurship, Entrepreneurs, Structural Equation
Modelling

1. Introduction

Tourism has various important economic, social and physical implications for
societies. Tourism is viewed today as one of the most important factors in the growth
and development of both developed and developing countries. Tourism can provide
important contributions to improving the employment and income levels of society by
reducing external debt, improving the balance of payments and especially improving the
welfare of individuals (Seetanah, 2011, pp. 292-293; Nunkoo, 2015, pp. 625-626).

- This is an extended and unabridged version of the paper presented at 19th International Conference on
International Tourism and Hospitality Management held in Rio de Janeiro, Brazil on February 23-24,
2017.
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Regarding the importance of tourism, resources from the World Tourism Organization
(UNWTO, 2012) have argued that it provides more economic output than industrial
branches such as the automotive, chemical and mining industries. This situation has
increased countries’ interest in tourism and directed them to act more sensitively in
regulating it. For this reason, the importance of tourism has been highlighted both in
government programmes and in private sector investment plans in many developed and
developing countries. Most countries even provide supporting facilities to encourage
tourism investment by entrepreneurs. We can safely say that there is cutthroat
competition among countries for tourism revenue. Thus, countries are making efforts to
attract tourism investment by removing the legal, economic and bureaucratic barriers
facing foreign entrepreneurs or by facilitating arrangements.

It is well known that Turkey has a significant share among other countries with
respect to the number of tourists and tourism income. The importance of tourism is
recognized in government policies and strategic plans regarding the tourism sector.
Turkey’s strategic targets include using tourism resources more efficiently and
obtaining a larger share of the tourism market, which will therefore improve the
economic contribution from the tourism sector. Turkey thus presents significant
opportunities for both domestic and foreign entrepreneurs through its alternative
tourism attractions and the incentives provided by the government to tourism investors.
However, due to the fact that there has been paucity of research in the literature of
tourism entrepreneurship and more research studies are needed regarding the local
context of Turkey that will reveal the sources of attractions which are potentials for
entrepreneurship, it is vitally important to conduct such studies. Based on this, the study
was conducted in the city of Afyonkarahisar, Turkey, which has been called "The
Capital of Thermal Tourism" with its potentials for future entrepreneurships. The
incentives provided by the public authorities have increased the interest of entrepreneurs
in the tourism sector. As a result, Afyonkarahisar has attracted the interest of tourism
entrepreneurs, and it is rapidly becoming a major destination. The main feature of this
study is that it evaluated the tourism sector in Afyonkarahisar based on the perspective
of entrepreneurs operating in different lines of business. The use of economic tourism
resources in Afyonkarahisar is commonly is more modern when compared with the
sectors such as livestock, the marble industry and the confectionary sector. Thus, one
might say that entrepreneurs have recently changed their perceptions of the tourism
sector and their awareness of the relationship between tourism and many of the other
business sectors. Therefore, understanding entrepreneurs’ perceptions of the economic,
social and physical impacts of the tourism sector will help guide the future of tourism.

2. Entrepreneurship & Entrepreneurs

In the literature, there is not a consensus on the definition of entrepreneurship, but
the general tendency towards this concept is that it refers to “the initiation of change
through creation or innovation that usually bears risk” (Zhao et. al., 2011, p. 1511). In
the area of tourism, entrepreneurship recognized to the extent that it contributes to a
society’s economy and social welfare. However, an increase in the number of tourism
entrepreneurs is not a gift of nature; it is a tourism entrepreneurship event (Koh and
Hatten, 2002, pp. 23-24). There are many studies in the tourism literature that examine
the entrepreneurship concept. Some of these studies analyse the entrepreneurship-
tourism relationship (Dahles and Bras, 1999, p. 268; Weiermair et. al., 2006, p. 23;
Lovelock et. al, 2010, p. 270; Bukhari and Hilmi, 2012, p. 133; Matilainen and
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Lahdesmiki, 2014, p. 72,; Kensbock and Jennings, 2014, pp. 490-493) putting forward
the conclusion that this relationship promote and develop competition in a positive way
in the sector. Some other studies analyse the entrepreneurship environment and its
structure (Paniagua, 2002, pp. 362-368; Hallak et. al., 2012, p.145; Power, et al., 2017).
Some other studies examine the term of entrepreneurship in a contextual level
(Bosworth and Farrell, 2011; Hingtgen et al., 2015) whereas some research the
entrepreneurs themselves (Koh and Hatten, 2002, pp. 31-44; Bosworth and Farrell,
2011, pp. 1477-1479).

Entrepreneurs are considered people or groups of people who establish an
organization (Katz and Green, 2009). The simplest type of entrepreneur is the self-
employed individual (Blanchflower and Oswald, 1998, p.27). Besides, the term “carries
certain connotations regarding the risk-taking, ambitious and possibly innovative or
creative characteristics of business owners” (Bosworth and Farrell, 2011, p. 1475)
Entrepreneurs are people who obtain benefits from an opportunity that did not
previously exist. This opportunity can be an innovative product, a type of new service
or an organization itself (Brazeal and Herbert, 1999, p.34). Entrepreneurs are defined in
the literature as ambitious, creative, flexible, dynamic, innovative and farsighted people
(Arikan, 2004, p.4). For this reason, it is important to analyse and reveal the
characteristics of entrepreneurs.

3. Aim and Methodology of the Study

The aim of this study is to determine the perceptions of entrepreneurs who are
registered with the Chamber of Industry of Trade of Afyonkarahisar (ATSO) and who
engage in 25 different lines of business regarding the economic, social and physical
impacts of tourism. There are some studies in the literature that examine the impacts of
tourism and entrepreneurship (Selby et. al., 2011, pp. 446-447; Hallak et. al., 2012, p.
143; Stylidis et. al., 2015, pp. 260-274). However, studies on the perceptions of
entrepreneurs about the economic, social and physical impacts of tourism are limited in
number. Therefore, it is expected that this study will make a major contribution to the
literature.

To collect the data for this study, we employed a survey that comprised two parts.
The first part includes seven questions that aim to determine the demographic
characteristics of the respondents (gender, age, marital status, education, inhabitancy,
age of business, and relationship with tourism companies). The second part of the
survey includes 34 closed-end statements to determine the economic, social and
physical impacts of tourism. The statements in the survey were rated on a five-point
Likert-type scale. The entrepreneurs were asked to evaluate their opinions on the
impacts of tourism between "I do not agree" = 1 and "I agree completely" = 5. The
second part of the survey was developed by reviewing studies that were previously
conducted on this subject (Tsartas, 1992, pp. 516-533; Brunt and Courtney, 1999, p.
499; Carmichael, 2000, pp. 605-606; Davies and Cahill, 2000, pp. 11-33; Caliskan and
Tiitiincii, 2008, pp. 812-813; Giimiis and Oziipekce, 2009, pp. 406-414). Both the
content and the comprehensiveness of the survey were checked, and the Cronbach’s
alpha values shown in Table 3 provide the results of the reliability analysis. To collect
the data for the study, a survey method was utilized. The sample comprises the
entrepreneurs operating in the city of Afyonkarahisar and registered with the ATSO.
The study’s population size is 2,670 based on the data obtained from the ATSO.
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Convenience sampling formula suggested for quantitative studies and infinite
populations by Lohr (2010, p. 47):

In the formula, the symbols represent the elements as follows: ny: sample size,
Zqn: theoretical value for significant level, S: standart deviation, e: sampling error,
Z4»=1,96 (for 0,05), S=1 and e=0,1. The sample size was calculated as 335. However,
we decided to sample 500 entrepreneurs to increase the reliability of the study and
because we expected that there may be invalid surveys.

According to the ATSO’s classification, the enterprises operate in 25 different
business segments. Based on the stratified sampling method, the number of enterprises
in each business segment to be included in the primary sample was calculated according
to the percentage share of the total. Then, the names of enterprises were chosen at
random using a bag-style bingo. The study was completed over a period of six total
months between August 2009 and January 2010. Because some of entrepreneurs
terminated their businesses during the period, some could no longer be reached at their
previously stated address, and some did not respond to the survey, 480 questionnaires
were collected in total. Of these questionnaires, eight were found to be invalid and were
not included in the study; thus, we evaluated 472 questionnaires in total. The breakdown
of the survey by group is provided in the appendix.

The findings regarding the demographic characteristics of the 472 survey
respondents are included in the primary analysis. Then, values for the means and
standard deviations of the questions regarding the factors are provided in Table 1. In the
third part of the study, the differences between the means of the entrepreneurs’ opinions
on the economic, social and physical impacts of tourism were compared, and the results
are shown in Table 2. In performing the comparisons, the ANOVA test was used in
situations where three or more variables were available, and the independent sampling t-
test was used for situations where two variables were available. Finally, a confirmatory
factor analysis was applied for each factor, and the relationship quantities were
determined between the structural equation modelling and the factors. While performing
the analysis, the SPSS and LISREL package programs were utilized.

4. Findings & Discussion

The findings for the means and standard deviations of the entrepreneurs’ opinions
about the social, economic and physical impacts of tourism are shown in Table 1.
According to these results, it can be stated that entrepreneurs are conscious about the
impacts of tourism. In particular, they view tourism as a social activity, they consider it
an area for investment, and they express positive opinions about preserving natural and
historical places, thus revealing that entrepreneurs are conscious of tourism-related
matters. However, the entrepreneurs also highlighted some negative impacts of tourism
with their opinions by stating that tourism helped to destroy the local native language,
tourism products and services cause cost increases, and tourism causes the unplanned
urbanization and depletion of resources. In fact, although these responses may seem to
be negative, we observed that the entrepreneurs determined the situation to be positive
overall. Because the assets that create tourism value are composed of elements from
man-made and natural sources, the human factor is very important. Thus, it is the

Isletme Arastirmalar: Dergisi 28 Journal of Business Research-Tiirk



O. Emir 9/3 (2017) 25-39

human factor that both uses the natural resources and creates the attractions. Therefore,
entrepreneurs should not forget their responsibilities in producing, consuming and using
the tourism resources. The positive results created by tourism should never threaten the
principle of sustainability. Therefore, the tourism phenomenon should play a functional
role in socialization and should help to raise individuals’ awareness instead of being
purely economically driven. Positive steps that can be taken in this regard will allow
entrepreneurs to contribute to the efficient use of tourism resources, social responsibility
and profitability.

Table 1: Perceptions of entrepreneurs regarding the impacts of tourism (n=472)

S
§ Items x d.f.
=
It provides opportunities to increase social activities 4.47 |0.74
It develops infrastructure standards 4.28 | 0.87
% It enhances people’s manners 4.13 | 0.96
E It raises public awareness 4.24 | 0.86
&= | It provides opportunities for health 4.09 | 1.01
S | It ensures that the province is safer 3.67 | 1.10
£ (It provides increased technological possibilities 3.75 | 1.05
& | It causes the deterioration of traditions 336 | 1.20
é Tourism is likely to increase the crime rate 3.62 | 1.08
= | It adversely affects relationships within the family 2.61 | 1.16
é Tourism is likely to diminish religious values 338 [ 1.24
Tourism is likely to diminish moral values 3.37 | 1.26
Tourism is likely to diminish the Turkish language 344 | 1.28
It increases the income level of the province 4.41 | 0.90
- It provides an increase in investment 4.38 | 0.86
> It increases job opportunities 4.32 | 0.90
3 It provides an increase in state incentives 4.05 | 1.00
g‘ £ | It increases the potential of the province for tourism 3.70 | 1.16
o ‘_:; It transfers tourism income to other provinces 3.06 | 1.15
'E & | Itincreases the usage of imported goods 2.84 | 1.04
2 It leads to price increases of goods and services 2.63 | 1.12
S Employment is not dependent on the local people 2.75 | 1.05
It causes excessive spending 3.09 | 1.15
The benefits created are less than the costs 2.66 | 1.22
It ensures the preservation of tourism resources 4.24 | 0.97
= It ensures the restoration of historic buildings 4.22 |1.05
@ Increases in the number of tourists visiting the province are useful 4.07 | 1.00
§ g | Tourist buildings make the province beautiful 4.45 |1 0.90
g -2 | It causes traffic jams 296 | 1.28
E 2 | It causes noise pollution 2.69 | 1.17
= & | It causes environmental pollution 2.54 | 1.19
z It causes increases in parking areas 2.69 | 1.27
A It causes concretization 2.54 | 1.30
It causes reductions in tourism resources 2.86 | 1.28

Table 2 includes the t-test and ANOVA results for the comparison of the means of
the opinions of the respondents on the economic, social and physical impacts of tourism
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based on the demographic characteristics. According to these results, the opinions of the
entrepreneurs on the economic, social and physical impacts of tourism do not
demonstrate statistically significant differences based on the duration of their
relationships with their tourist enterprises (p>0.05). However, the opinions of the
entrepreneurs on the economic impacts of tourism do show differences based on the
gender factor. The results show that male entrepreneurs pay more attention to the
economic aspects of tourism than the female entrepreneurs. In addition, the social
impacts of tourism are significant based on marital status (p<0.05). Thus, married
entrepreneurs express a more sensitive attitude towards the social impacts of tourism.
Another statistically significant difference was found in the educational background of
entrepreneurs regarding their opinions about the economic and social impacts of tourism
(p<0.05). Specifically, entrepreneurs with a high level of education demonstrate a
positive sensitivity regarding the impacts of tourism. Hence, we can say that the
education factor is the most significant capital for entrepreneurs. Additionally, there is a
statistically significant difference between the business experiences of the entrepreneurs
and their opinions about the social impacts of tourism (p<0.05). We can state that young
entrepreneurs with business experience are more sensitive to the social impacts of
tourism.

Table 2: Comparison of Means regarding the Social, Economic and Physical Impacts of
Tourism with the Demographic Characteristics of Entrepreneurs

Variables Factor Group n x d.f. (p)
. Female 61 3.80 0.52
5 Social Male 411 | 371 0.43 0138
%]
g . Female 61 332 0.54 .
g Economic Male 411 | 3.46 0.46 0.028
. Female 61 3.24 0.58
Physical Male 411 | 3.34 0.59 0.237
18-24 38 | 3.72 0.29
. 25-34 113 | 3.77 0.45
Social 35.44 151 | 3.73 0.44 0.539
45+ 170 | 3.69 0.47
18-24 38 | 3.45 051
o 25-34 113 | 3.50 0.46
o .
< Economic 35-44 151 | 3.44 0.47 0.460
45+ 170 | 3.41 0.48
18-24 38 | 3.33 0.56
. 25-34 113 | 3.40 0.59
Physical 35.44 151 | 337 0.59 0.076
45+ 170 | 3.23 0.58
@ . Married 103 3.81 0.43 .
= Social Single 369 | 3.70 0.45 0.029
& . Married 103 | 3.50 0.41
— 21
E Economic Single 369 | 3.43 0.49 0.217
o N
5 , Married 103 | 335 0.56
= Physical Single 369 | 3.32 0.60 0.697
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Table 2 (Continuation): Comparison of Means regarding the Social, Economic and
Physical Impacts of Tourism with the Demographic Characteristics of Entrepreneurs

Primary 37 3.65 0.45
Secondary 77 3.67 0.50
. High School 183 3.67 0.44
Social Associate's degree 55 3.80 0.40 *0.048
Bachelor's degree 113 3.82 0.39
Postgraduate 7 3.74 0.56
Primary 37 3.34 0.44
g Secondary 77 3.39 0.49
= . High School 183 3.41 0.51
é Economic Associate's degree 55 3.47 0.45 #0031
23] Bachelor's degree 113 3.57 0.40
Postgraduate 7 3.36 0.55
Primary 37 3.32 0.56
Secondary 77 3.17 0.68
. High School 183 3.32 0.59
Physical Associate's degree 55 3.38 0.57 0-136
Bachelor's degree 113 3.42 0.52
Postgraduate 7 3.31 0.54
1-9 84 3.80 0.37
Social 10-19 33 3.59 0.42 0.072
2 20+ 355 3.72 0.46
= 1-9 84 3.44 0.47
= Economic 10-19 33 3.31 0.60 0.215
E: 20+ 355 3.46 0.46
=i 1-9 84 3.38 0.66
Physical 10-19 33 3.29 0.67 0.590
20+ 355 3.32 0.56
1-9 122 3.78 0.39
. 10-19 190 3.74 0.46
B Social 2029 127 | 360 | o040 | 02
}_’3 30+ 33 3.52 0.64
3 1-9 122 3.43 0.39
15 10-19 190 3.49 0.48 0.475
& Economic 20-29 127 3.41 0.51 ’
s 30+ 33 3.41 0.57
f§ 1-9 122 3.38 0.58
o : 10-19 190 3.33 0.59
2 Physical 20-29 127 | 3.8 0.58 0561
30+ 33 3.26 0.61
. Yes 215 3.70 0.46
g S No 257 | 374 | _oas |
S 5 & . Yes 215 3.48 0.48
§ i g Economic No 57 341 047 0.102
£% 5 : Yes 215 3.37 0.58
g Physical No 257 | 329 0.59 0.172
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To determine the degrees of causal consequences of the opinions of entrepreneurs
regarding the social, economic and physical impacts of tourism, structural equation
modelling was utilized. As a result of these analyses, factor analysis was applied to the
data to ensure the validity of the structural equation modelling approach. The
calculation of the KMO value as 0.805 shows that factor analysis can be applied to the
data. The ratio of total variant explanation was determined to be approximately 65%.
The result of the SEM analysis is presented in Table 3 and the output indices taking
place in this table are identified in the light of Alcantara-Pilar & Barrio-Garcia’s, (2015,
p. 392) research.

Table 3: Results of the Explanatory Factor Analysis

Factors Facto'r Eigen AVE CR % variance o
Loadings value explained

PP Physical Impacts of Tourism 1.326 0.64 0.78 7.042 0.780
(Positive)

PP25 Ensures the preservation of 0.837
tourism resources

PP26 Ensures the restoration of historic ~ 0.858
buildings

PN Physical Impacts of Tourism 4.034 0.47 0.83 12.785 0.839
(Negative)

PN29 Causes heavy traffic 0.731

PN30 Causes air pollution 0.673

PN31 Causes environmental pollution 0.673

PN32 Causes overcrowding in parks 0.569

PN33 Causes concretization 0.621

FN34 Causes the depletion of resources  0.751

SpP Social Impacts of Tourism 2.064 0.48 0.81 12.149 0.807
(Positive)

SP1 Causes increases in social activity ~ 0.650
opportunities

Sp2 Develops infrastructure standards ~ 0.796

SP3 Enhances people’s manners 0.802

SP4 Raises public awareness 0.819

SP5 Develops opportunities for health  0.583

SN Social Impacts of Tourism 5.916 0.60 0.71 14.727 0.433
(Negative)

SN9 Increases the crime rate 0.611

SN10 Adversely affects relationships 0.738
within the family

SN11 Destroys religious values 0.886

SN12 Destroys moral values 0.849

SN13 Leads to erosion of the Turkish 0.766
language

EP Economic Impacts of Tourism 1.596 0.56 0.83 11.150 0.839
(Positive)

EP14 Increases the income level of the 0.837
province

EP15 Leads to increases in investment 0.885

EP16 Increases job opportunities 0.839

EP17 Leads to increases in state 0.632
incentives

EN Economic Impacts of Tourism 1.135 0.34 0.60 6.435 0.601
(Negative)

EN19 Employment is not dependent on 0.857
the local people

EN20 Causes the transfer of local 0.609
tourism income to other cities

EN22 Increases the use of imported 0.514
goods
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The results of the structural equation model examining the perceptions of
entrepreneurs regarding the impacts of tourism can be observed in Figure 1. The results
show that the developed structural equation model was congruent with the empirical
data. The value of X?/sd., which is used to evaluate the model’s compliance, is less than

3, which demonstrates that the model’s compliance is acceptable (Yilmaz et. al.,
2011:272).

Table 4: Compliance Indices

Meals:(;'zinent Goosclgfisssﬁ(c)f fit Acceptable Model
RMSEA 0<RMSEA<0.05 0.05 <RMSEA <0.10 0.065
NFI 0.95 <NFI <1 0.90<NFI<0.95 0.920
NNFI 0.97 <NNFI <1 0.95< NFI <0.97 0.940
CFI 0.97 <CFI<I 0.95<CFI<0.97 0.950

GFI 0.95 < GFI <1 0.90< GFI<0.95 0.900
AGFI 0.90 < AGFI<1 0.85< AGFI<0.90 0.850

(Source: Schermelleh-Engel and Moosbrugger, 2003: 36).

The package software used in the Structural Equation Model (SEM) analysis
shows different results for the compliance indices. LISREL users usually interpret the
results based on the compliance indices such as GFI, AGFI, RMSEA, CFI and NNFI in
addition to the Chi-Square value (Stimer, 2000, pp. 61-62). As a result of the analysis,
Table 4 indicates that the model’s compliance indices show good compliance. In
addition, corrections were made in line with the modifications suggested by the
software. SEM Figure 1 shows entrepreneurs’ perceptions of the economic, social and
physical impacts of tourism.

In line with this information, the variable with the highest positive effect
regarding the social impacts of tourism was "SP3: It enhances people’s manners", with a
ratio of 0.85. Thus, a one-unit increase in the SP3 variable will lead to an increase of
0.85 on the SP (social positive). The next largest effect is "SP4: It raises the awareness
of the public", with an effect of 0.79. The least effective variable on SP is "SP1: It
provides opportunities to increase social activities", with a ratio of 0.49. The results
show that the entrepreneurs believe that tourism is a social activity that creates positive
contributions to the public. Thus, the entrepreneurs did not demonstrate a conservative
attitude about tourism events. They explained the role of tourism as improving the
public’s quality of life. This result shows that entrepreneurs have positive beliefs about
tourism investments when they are asked about their awareness of the impacts of
tourism.
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Figure 1: SEM about the perceptions of entrepreneurs on the impacts of tourism to destination
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The variables with greatest effects on the negative social impacts include "SN11:
It leads to a reduction in religious values", with a value of 0.88, and "SN12: It leads to a
reduction in moral values". Thus, a one-unit change in the SP11 and SP12 variables will
lead to a difference of 0.88 on the SN (social negative). The variable “SNI10: It
adversely affects relationships within the family” has a negative effect of -0.79 on the
SN. The factor "SNO: It increases the crime rate" is the least effective variable, with a
value of 0.57 on the SN. The results show that the entrepreneurs demonstrate a sensitive
attitude regarding the attitudes about faith in their society. Therefore, it can be stated
that tourism’s requirement of openness to interaction with different cultures can affect
the investment decisions of entrepreneurs. Hence, it is necessary to raise the
community's awareness to reduce the socially negative impacts of tourism and
entrepreneurs' concerns. In addition, we can state that the public factors can affect
entrepreneurs’ choice of investment area and their decision-making process.

The variable with the greatest effect on the positive economic impacts was "EP16:
It provides increased job opportunities". A one-unit change in EP16 leads to a
difference of 0.96 on the EP (economic positive). The least effective variable on the EP
was "EP17: It provides increased state incentives", with a ratio of 0.59. One of the
significant features of tourism is its positive impacts on employment. Naturally, the
proliferation of tourism investments will also increase employment opportunities.
However, the entrepreneurs did not believe that tourism increases public incentives.
Incentives provided by the public to the tourism sector lower the investment costs for
entrepreneurs and make such investments more attractive. Therefore, knowing the
expectations of entrepreneurs can benefit all parties.

The variable with the greatest effect on the negative economic impacts was
"ENZ20: It increases the use of imported goods". A one-unit change in EN20 leads to a
difference of 0.67 on the EN (economic negative). This variable is followed by "EN19:
It transfers tourism income to other provinces", with a ratio of 0.59. The least effective
variable is "EN22: “Employment is not dependent on the local people", with a ratio of
0.48. These results indicate that entrepreneurs know how the tourism sector functions.
Specifically, imports of goods and services required for industrial production lead to
currency leaving the country. Thus, the tourism sector, in addressing international
markets, needs to use imported goods to fulfil the expectations of the tourism sector and
ensure quality standards. Although this situation seems to be a negative factor, in fact, it
creates a positive cycle by the benefits that it provides.

The variable with the greatest effect on the positive physical (PP) impacts was
"PP26: It ensures the restoration of historic buildings". A one-unit change in PP26 leads
to a difference of 0.82 in the PP. The ratio for the other variable (PP25) is as 0.78. Thus,
a one-unit change in "PP25: It ensures the preservation of tourism resources" will lead
to an increase of 0.78 on the PP. One of the basic products of tourism is historical
assets. The past life of communities and the traces left behind drive people to travel.
Therefore, the preservation and celebration of historic assets can only be ensured by the
awareness of the importance of tourism. A region’s wealth of tourist attractions will
garner the attention of both visitors and entrepreneurs.

The variable with the greatest effect on the negative physical impacts is "PN34: It
causes a reduction in tourism resources", with a ratio of 0.93. This variable is followed
by "PN29: Causes heavy traffic”, with a ratio of 0.87. The variable with lowest effect
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on the PN (physical negative) is "PN30: It causes noise pollution". A one-unit change in
PN30 leads to a difference of 0.46 on the PN (physical negative). Although tourism is
an activity that can take place during all twelve months of the year, some periods have
excessive overcrowding. At times of overcrowding, tourism resources are depleted
excessively and can even be under the threat of extinction. The entrepreneurs indicated
that they were aware of this situation based on their opinions. From this perspective,
plans that will not threaten the needs and quality of life of the next generations will be
beneficial to creating sustainable tourism. Both the satisfaction of tourists and the
profitability of their investments are important issues for entrepreneurs. Therefore, the
expectations of tourism stakeholders should never supersede the interests of society.

5. Conclusion

Based on the results of this study, entrepreneurs have perceptions regarding both
the positive and negative impacts of tourism. These impacts were grouped in the study
as social, economic and physical impacts. Another result is that the opinions of the
entrepreneurs regarding the social, economic and physical impacts of tourism do not
demonstrate statistically significant differences based on some demographic
characteristics (age, time of stay and relationship with tourist enterprises). However, the
results show that male entrepreneurs pay more attention to the economic aspects of
tourism than female entrepreneurs. This difference could be explained by the fact that
female entrepreneurs have less experience in economic life than the male entrepreneurs.
Conversely, married entrepreneurs indicated a more sensitive attitude towards the social
impacts of tourism. Because tourism requires continuous, 24/7 service and is an
extremely labour-intensive sector, it limits people’s social life. Therefore, married
entrepreneurs who know how the tourism sector functions indicated that they are more
sensitive than single entrepreneurs on this issue. In addition, entrepreneurs with a high
educational background expressed more positive opinions than entrepreneurs with lower
educational levels on the social, economic and physical impacts of tourism. Thus, as the
entrepreneurs' level of education increases, their opinions on the impacts of tourism
change in a positive direction. Another significant difference was observed between the
entrepreneurs' business experience and the social impacts of tourism. Entrepreneurs
with business experience of 1 to 9 years are more sensitive than those with more
business experience regarding the social impacts of tourism. This result shows that
young entrepreneurs are outward-oriented and have a high level of social awareness.

The study was conducted in a region, Afyonkarahisar, which is mainly formed by
thermal managements as a tourist destination. Due to the lack of research focusing on
tourism entrepreneurships in thermal destinations, it is not possible to discuss the
findings of the current study with the ones in the literature and the generalizing the
findings of in it such a discussion would have created a limitation for this study.

Based on the results of the SEM analysis, the social-positive, social-negative,
economic-positive, economic-negative, physical-positive and physical-negative impacts
of tourism have relationships with each other, and the degrees and directions of
interaction are shown in Figure 1. The results of this study show that although tourism
is important for the economy of Afyonkarahisar, the entrepreneurs revealed that it has
both positive and negative impacts on the social, economic and physical life of the
province. This study also reveals a relationship between the social, economic and
physical impacts of tourism. Thus, this aspect of the study can be a guiding feature for
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tourism stakeholders. It also offers opportunities to entrepreneurs and other stakeholders
to solve the problems related to tourism. Moreover, it provides more specific messages
to the parties for reducing the negative impacts of tourism on the entire province and for
improving the positive impacts. However, it should be noted that as a limitation of this
study is towards tourism sector only and more specifically the city of Afyonkarahisar.
In order to generalize the findings of the study, it is essential that more comprehensive
research covering more aspects of tourism business should be conducted with newer
data. Besides, considering the multi-structural nature of tourism business, periodical
research with stakeholders is of great significance for future studies.
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