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Gamification Practices in Museums

Abstract
Museums as cultural institutions serve a large number of audiences. To communicate effectively with their visitors and 
attract new audiences, museums have to develop new methods and tools. The competition from other alternative leisure 
time activities makes it increasingly harder for museums to attract visitors. “Gamification” is an effective method for 
museums to interact with their visitors. Gamification tools have already been implemented successfully in education, 
health, self-improvement, and other areas. There are various studies on the utilization of gamification in marketing, 
business, and communication as well. Yet studies on the gamification of museum experiences are scant. The purpose of 
this study is to close this gap, identify possible gamification methods in museums, and explore the impact of gamification 
on the visitor experience. In order to do so, interviews were conducted with eight museum professionals. Results indicate 
that gamification is an engaging tool for a meaningful museum experience for visitors. In addition to the benefits of 
gamification, some difficulties and challenges were also explored.
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Introduction
Museums work hard to attract visitors and keep their attention while informing 

them about their collections. One of the major discussion issues in museum studies 
is the visitor experience and learning in the museum (Vom Lehn & Heath, 2003). 
Visitors can have a very dynamic experience in museums while they interact with 
other visitors, the artifacts, and their environment. According to Pine and Gilmore 
(1998), such experiences can be examined under four main dimensions. These 
are: experiences related to education, which are about teaching people new things; 
experiences related to entertainment, which are about having good time; aesthetic 
experiences, which are art- and beauty-related experiences; and escape experiences, 
which are experiences that take people away from their daily worries (Cetin, 2020). 
Museums that offer one or more of these types of experiences can better satisfy and 
create loyal visitors. Moreover, these different experiences are shared with others and 
remembered for a long time. 

Gamification in museum settings has the potential to offer all four dimensions of 
experience. Museums that use gamification as a tool to create positive, unique, and 
memorable experiences are preferred not only among competing museums but also 
among other leisure activities (Pine & Gilmore, 1998). Gamification is acknowledged 
as an important way to create experiences, but gamification in museums is overlooked 
in the literature. Therefore, the aim of this paper is to identify the components of 
gamification in museums, a well as the processes and challenges of gamification, 
and explore its impact on visitor experience. A qualitative approach was adopted 
and museum experts were interviewed on their perceptions of gamification. The 
conceptual framework of the study is detailed in the next section.

Literature Review
Games are seen as tools to provide social interaction and have been a part of all 

cultures throughout history. With each game’s own rules and goals, games reveal 
emotions such as excitement, ambition, friendship, and empathy, which motivate 
people while they play. These emotions can also be felt through gamification methods, 
which can bring a different perspective to people’s behaviors and habits (Rodriguez, 
2006; Walker & Froes, 2011; Deterding et al., 2011).

Gamification was first used in the 1890’s as a method in the marketing industry 
for improving the sales of products and services (Christians, 2018). The term 
gamification was first used in academic literature in 2010, and scholarly publications 
have increased since then. Research on gamification is mainly focused on social 
interaction, experience, education, and motivation (Hamari, Koivisto & Sarsa, 2014).

It should be noted that gamification itself is not a product but a process, and 
the output of gamification is the game. In short, gamification is the process of 
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changing an already existing activity using game elements, so that people can be 
attracted and motivated (Landers, Auer, Collmus & Amstrong, 2018). Werbach 
(2013) defines gamification as the use of game design techniques in business or 
non-game environments, such as a human resources management. Redesigning the 
daily routines and tasks of business life in a more gamified and interactive way will 
make employees more effective and efficient, and will also increase their motivation 
by creating a fun environment. Werbach (2014) focuses more on user experience 
and sees gamification as a process, arguing that game design elements should be 
carefully selected, combined, and applied to non-game environments (Simpson & 
Jenkins,  2015; Sailer et al., 2017). Marczewski also defines gamification as activities 
aiming to influence behavior by increasing motivation and commitment in people 
(Marczewski, 2013).

Deterding et al. (2011) state gamification as the use of game elements and 
game design methods in non-game areas, and they focus on the building blocks of 
gamification.  According to them, three concepts stands out in gamification (Deterding 
et al., 2011; Sailer et al., 2017). These are the game elements (i), which contain tools, 
such as cooperation, competition, strategy, and so on, that make up the game and help 
the players adapt to the game. Game design (ii) is the phase in which the game starts 
as an idea and becomes the game for the user. This includes many phases, such as 
idea generation, idea maturation, scriptwriting, character design, setting up the player 
journey, setting up the reward system, determining the rules of the game, leveling 
the challenges, designing the visuals, designing the sound, deciding on the music 
or composing the music, prototyping, and testing. Gamification aims to integrate 
game elements into processes and environments such as work projects, education, 
health, personal development, parenting, and so on, which would not traditionally be 
considered games. This non-game environment (iii) is the third concept studied under 
gamification (Gamification Guide, 2019).

Gamification improves both intrinsic and extrinsic motivations. According to Ryan 
and Deci (2000), motivation is very important for the performance of an activity. If 
a person finds an activity very interesting and has fun, and if he is very enthusiastic 
and energetic, this is due to intrinsic motivation. On the other hand, if the cause for 
a behavior is external (such as environmental pressure, punishment, praise, reward, 
etc.), the reason for this behavior is extrinsic motivation. Therefore, just as they have 
different values, people also have ​​different motivation styles (Ryan &Deci, 2000). 
For example, in 2009 the Volkswagen Company developed “The Fun Theory.” They 
designed the “The World’s Deepest Bin” project to draw attention to environmental 
awareness. The Project included entertainment elements and was designed to both 
positively affect people’s behavior and to attract attention. With sensory sound effects 
placed in the bin, the feeling of falling into a very deep valley was created when a 
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piece of garbage was thrown into the bin. People who threw their garbage in it were 
also curious to look into the bin to understand the source of the sound. The other 
project was “The Piano Stairs,” built next to the elevators at metro stations. The stairs 
were designed to play piano notes on each step. This project, which increased the 
use of stairs by 66%, was fun for people and motivated them to stay fit. In another, 
similar application, a slide was built next to the subway stairs so that people in 
a hurry could use the slide to both go down faster and have fun (Bohyun, 2015). 
Gamification practices that can be adapted to daily life also show the teaching aspect 
of gamification while entertaining the audience.

Museums can also tell the stories of their collections to their visitors through 
gamification applications designed for their target audiences. But studies about 
gamification practices and their effects in the context of museums are scant. First of 
all, museums should know their audience well and design gamification applications 
to increase the motivation of their target visitors. And these applications should be 
designed in a way that will contribute to people’s learning while they have fun, to 
create positive behavioral changes (Bohyun, 2015). In traditional museums, visitors 
generally experience and learn about the artifacts by reading and by watching their 
environment in a passive way. In this case, visitors become passive participants. 
Active participation, on the other hand, is defined as the interaction of visitors 
with the environment both physically and mentally (Robson et al., 2014). Social 
interaction is another important element that affects the experience in museums. It 
is a great advantage for museums that visitors can interact with each other, and it is 
extremely important that they learn new information from the collections exhibited in 
the places they visit. Gamification is one of the approaches that will help increase this 
interaction among visitors and collections (Ciolfi & McLoughlin, 2012). 

In addition, different gamified applications also support the learning process by 
offering fun. Gamification is also emphasized in order to increase young audiences’ 
interest in and interaction with museums (Squire & Jenkins, 2003).  Teenagers usually 
do not prefer to spend their free time in museums. Entertainment is very important 
to attract this growing audience to museums. For example, The Victoria and Albert 
Museum in England created an application for university students in collaboration 
with teachers and designers. Teenagers enjoyed participating in the game because it 
was a fun activity. In the application, they followed the directions uploaded to mobile 
digital devices. For example, students were asked to laugh out loud and watch other 
visitors’ reactions. They were also asked to guess what comments were made by 
other visitors about a piece, secretly take photographs of visitors’ ankles in front of a 
Tudor-era bed, and write messages to other visitors. Additionally, in front of a section 
where plates were displayed, students were requested to play a video of someone 
breaking the plates and watch the reaction of other visitors. Teachers and curators 
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observed that such unusual practices in a museum, which actually is a place students 
find quite boring, make them feel good. At the same time, students learned a lot of new 
information with this application. By enabling the students to see objects that would 
not normally attract their attention, this gamification activity helped them observe 
these objects from a different angle and question their thoughts and perceptions of ​​a 
museum (Walker & Froes, 2011).

Therefore, the entertainment element of gamification also makes processes 
perceived as boring (both at work and in other areas of life) more enjoyable for the 
participants and enhances creativity (Simpson & Jenkins, 2015).

Method
This study aims to investigate gamification practices in museums so that museums 

can become interesting places for visitors to have a meaningful museum experience. 
For this purpose, interviews were conducted with museum professionals. In these 
interviews, the main research questions were identifying the benefits of gamification 
practices in museums, the difficulties encountered in these practices, and the 
characteristics of successful game design in museums. Five years of experience was 
set as a recruitment criterion for the participants in order to collect in-depth answers. 
The concept of gamification was reviewed in the literature and four open-ended 
questions were prepared as follows:

1. What are the tools and applications you offer your visitors to have an effective 
experience in your museum?

2. What do you think are the benefits of gamification practices in museums?

3. What are the difficulties encountered in gamification practices in museums?

4. What is the ideal game set-up in museums?

Initially, interviews were conducted with respondents from the two most-visited 
museums in Istanbul (Topkapı and Dolmabahçe Palaces). With the guidance of 
these professionals, the contact information of professionals in other museums was 
collected by applying snowball sampling. An appointment request was sent to these 
museum professionals via e-mail and meetings were arranged. The interviews took 
place at a convenient time and location based on respondents’ schedules. 

The interviews were electronically recorded and transcribed into written text. 
Each interview took approximately 45 minutes and a total 37 pages of transcribed 
data were analyzed. Some museums, on the other hand, stated that they found it 
appropriate to answer questions in writing instead of through face-to-face interviews 
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due to Covid-19 pandemic restrictions. The requests were accommodated and 
respondents were allowed to send their answers via e-mail by recording their voice. 
The age range of the museum professionals was 32-55, and their university education 
was in different disciplines, including art history, history, archeology, philosophy, 
philology, and economics. The experience of the professionals was between 5 and 30 
years. Therefore, experienced museum professionals from different disciplines were 
recruited, which also enhanced the representativeness of the sample. Table 1 displays 
information about the respondents, their experience, and education. Respondents 
were also given pseudonyms (R1 to R8) to protect their anonymity.
Table 1
Museum Professional Respondents

Museum 
Professionals Experience Year Education Workplace

R1 10 Art History  Meşher Art Gallery
R2 5 Philosophy Yapı Kredi Culture and Art
R3 6 History Istanbul Research Institute
R4

11 Economy/Culture 
Management

ANAMED 
(Research Center For Anatolian 

Civilizations)
R5 13 Art History Troia Museum
R6 15 Philology Dolmabahce Palace
R7 25 Art History National Palaces Painting Museum
R8 30 History Museum of Palace Collections 

Adopting a qualitative enquiry, the study used semi-structured interviews as the 
main data collection tool. Respondents were asked about their experiences and the 
gamification practices applied in their organizations, the impact of such practices 
on effective museum experience, the additional benefits of these applications, the 
challenges they encountered in adopting gamification tools, and the characteristics 
of games they created. The transcriptions were content analyzed. Keywords were 
highlighted and coded under different categories, such as determination of exhibition 
content, target audience, transmission of information, and visitor engagement. 
Additionally the benefits and difficulties of information transmission were also 
explored. Initially this open-coding process was conducted by each researcher 
individually. Authors then came together to discuss their findings and emerging 
categories. A consensus was sought for each theme to improve the reliability of the 
findings. These are discussed in the next section.  

Findings
Based on the content analyses, the gamification process in museums starts with 

understanding the target audience of the museum well and determining the content 
of the exhibitions. Museum professionals stated that museums differ primarily based 
on their exhibition contents. According to museum professional Rl, museums are 
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divided in two: there are spaces where valuable works are exhibited and their stories 
are told (i), and where more academic subjects with conceptual, abstract messages 
are exhibited (ii). The target audiences of these museums are also different from each 
other. While art-oriented exhibitions target a wider audience, for the exhibitions with 
conceptual and abstract messages, their target audience is more limited. The transfer 
of the information about the collections to the target audience should be done with 
the appropriate tools. The important thing at this stage is that the tools to be used 
in information transfer are understandable by the target audience. The information 
should be transferred in a simple, short, and gamified way. This process is displayed 
in figure 1.

Figure 1. Gamification Process

According to museum professional R2, if information boards are used, these 
should be as simple and understandable as possible. Depending on the content of 
the exhibition, it has been stated that the explanations are sometimes supported 
by maps or diagrams/charts as well as audio/video works, such as interviews of 
experts, collages, and short narratives. In some of their exhibitions, visitors were 
also provided with information via touch screens. Again, according to the content of 
the exhibitions, museum professional R3 stated that when architectural and graphic 
design applications are used, these applications are designed to provide an effective 
and a fun experience to their visitors. 

Likewise, museum professional R4 stated that when academic content is targeted, 
not only research documents but also digital content such as photographs and videos 
are used in order to make it understandable for everyone. 

Museum professional R2 noted that in guided museum tours for adults and students, 
the narratives are supported by particularly interesting stories and anecdotes. R2 also 
stated that they provide spaces to universities to give some of their courses in their 
museums. In addition, children’s activities and programs are prepared according to 
all ages, interests, and capacities. For example, it was stated that depending on the 
content of the exhibition, booklets are printed with picture/motif completions, where 
the names of the works are matched with their locations. Painting spaces are also 
prepared. Again, for school groups, R7 stated that they give students the opportunity 
to paint and also play treasure hunt games in the museum. In this case, students 
are provided with an interactive visit to have fun and learn at the same time. These 
interactive experiences make the visitors active participants in the museum. 
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R6 has the opinion that the Sultanate Boats (reconstructed boats used by the 
Ottoman imperial family), which carry visitors from one side of the Bosporus to 
the other, provide an enjoyable and unforgettable experience. R6 also stated that the 
concerts given by the Janissary Band on certain days at the entrance of the museum 
provide an impressive experience to visitors. 

R8 stated that since the museum was a palace kitchen in the past, university 
gastronomy department teachers and students, in particular, had a more effective 
museum visit by applying drama studies.

In line with the definitions of gamification in the literature, the museum professionals 
stated that when gamification tools are applied to non-game environments, it is 
observed that people are more participative in activities they would otherwise find 
boring. In terms of the benefits and challenges of gamification, as long as practices 
allow the visitor to have a meaningful visit and fun in the museum, they are considered 
beneficial by all museum professionals who participated in the study.

R4 stated that as a museum visitor, she felt more involved in an event with gamified 
applications. Likewise, in the exhibitions they prepared, she stated that when a touch 
screen or a search button is used in their exhibitions, they usually generate more 
attention from the visitors.

R5 said that many definitions of museums have been put forward from the 19th 
century to the present, and that people have referred to museums as prisons (i.e., 
Eskihisar Prison). R5 said that they came up with this prison analogy because 
museums can be places where ancient artifacts are exhibited in a showcase in a static 
and solid form, at a distance from the visitor. It is emphasized that the Eskihisar 
Prison perception is based on the lack of communication in the classic museum, 
where the objects are “imprisoned” with little interaction. 

According to R5, gamification is providing an opportunity to communicate 
directly with visitors, establishing an emotional bond between the museum and the 
visitor, enabling visitors to become museum’s followers. In addition, R5 stated that 
while the artifacts, especially archaeological artifacts, are kept at a distance from 
visitors due to their fragility, the process of transferring information to the visitors 
is carried out through new communication techniques and gamification. R5 stated 
that they had the chance to communicate effectively, especially with children, at the 
museum. Thanks to gamification, the information to be conveyed and the messages 
to be given can reach their target quickly and in a planned manner, and in this way, 
children, especially, become more open to perception with curiosity.

When it comes to the challenges of gamification in museums, more difficulties are 
encountered in digital gamification than in non-digital games. R5 stated that due to 
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excessive use, digital devices can break down quickly. For this reason, which was also 
stated by R1, a technical team should always be ready. This situation both increases 
the costs in terms of maintenance expenses and can cause financial problems as 
the applications need to be renewed.  Digital tool also become obsolete within a 
few years. In addition, senior visitors are a generation away from digital devices. 
Therefore, they may find some of the applications complicated to use. Hence, the 
design of such applications should be as clear and easy as possible to use. 

On the other hand, non-digital gamification often does not appeal to young people, 
who spend most of their time in digital applications. For this reason, particularly the 
“Z” generation easily gets bored with traditional games and thinks that the museum 
does not appeal to them. Additionally, R5 stated that there are big difficulties in 
reaching teenagers and establishing communication with them based on their 
experiences.

Although gamification applications provide an enjoyable experience for visitors, 
these applications can sometimes overshadow the original work, exhibition, and 
message. R4 mentioned that for this reason, the dose of gamification needs to be 
adjusted carefully. The game should be prevented from becoming the main product 
of museums and should always be related to the museum’s mission and contents 
of the exhibitions. In addition, the content of gamification should be appropriate 
and understandable for all age groups. The expert staff in each museum should 
investigate the needs of the target audiences and follow the innovations in the field 
of gamification.

One of the points stated by R1 and R4 is the need to measure the effectiveness 
of gamification applications on visitors. In addition, understanding the impact of 
gamification on museum experiences will facilitate the spread of such practices. 
Hence, visitor exit surveys gain importance.

Museum professionals were also asked for their opinions about the applications 
they have not developed yet, but have planned for the future. Accordingly to R3, 2D 
applications can be counted among the more effective gamification applications than 
can digital versions. In addition, R5 said that education workshops, drama, theater 
performances, and mobile museum studies are among the future plans of their museum 
with regards to gamification applications. In addition, there is the idea of ​​bringing 
children together with the museum in schools with mobile museum applications. 

Discussion and Conclusion
According to the museum professionals, museums that interact with their visitors 

using appropriate gamification methods attract more visitors and are considered more 
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successful than classic museums that do not communicate with their visitors and do 
not create any interaction between the exhibited works and their visitors.

Marczewski (2013) mentioned that gamification aims to affect behaviors by 
increasing motivation and commitment in people with game like thinking, game 
metaphors, and game elements. So museums can provide an enjoyable experience 
by offering an active participation opportunity to their visitors and can increase 
their motivation with gamification applications. These experiences are important for 
museums to create loyal visitors who recommend them to others, contributing to the 
development of both visitors and museums. Gamification applications particularly 
facilitate communication with children, so that children can learn information 
conveyed by the museums easily, while having fun. These gamified applications 
also increase memorability. Therefore, gamification practices can secure children as 
permanent museum visitors of the future and will be able to contribute to the cultural 
development of society, which is the main mission for any museum.

Although respondents mentioned that the new generation is harder to reach, 
museum professionals acknowledge gamification as one of the solutions. Literature 
supports the idea that there is a game suitable for every person (Cetin, 2020). Studies 
and examples show that games as tools of providing social interaction throughout 
history provide people with a sense of freedom, which increases creativity. Hence 
the pessimistic approach to reaching young people can be overcome by designing 
games based on the young generation’s profile and interests. Moreover, research and 
practice show that there are some games in museums designed for young people that 
do effectively create engagement and interest from younger generations. Meanwhile 
studies have also shown that visitors’ biggest motivation (80%) for going to a museum 
is to have fun (Lui & Idris, 2018). In the past century, despite an increasing number 
of alternative leisure activities, museums have made great efforts to stay attractive 
for their visitors. Both in virtual and physical environments, museums are focused on 
entertaining their visitors in addition to their mission of conveying information and 
education. Therefore, the quality of interaction between the museum and the visitor 
is the major discussion.

Museums are no longer static; as dynamic spaces, they adapt new practices, 
especially in terms of visitor-centered approaches. Gamification is one of the practices 
that provide a fun time and an effective experience in museums for visitors. Museums 
that can communicate effectively with their visitors and offer them a comfortable 
ambiance where they can interact with their environment, and allow them both to 
have fun and learn, provide a meaningful museum experience.

To conclude, gamification can be used in museums to enhance the visitor experience. 
However, the contents of the games should match the mission of the museums, their 
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exhibitions, and the needs and profiles of their target visitor groups. Gamification 
methods to be used in museums should be designed in a way that is appropriate 
for all age groups and that motivates their visitors, in order to give them emotional 
and mental experiences. There are also challenges of gamification in museums, such 
as the cost of introducing and maintaining gamification applications and tools. The 
use of digital devices can also be difficult to understand. That’s why these devices 
should be clear and understandable for all age groups. In addition, digital devices 
can easily break down and this can cause extra costs. However, as acknowledged 
by the museum professionals, the benefits of gamification in museums outweigh its 
difficulties, and gamification can meet the expectations of visitors in museums.

Museums that want to communicate effectively with their visitors can design 
gamification applications using the findings obtained as a result of the research. The 
findings offered in this qualitative study can be used to collect quantitative data in 
future studies on gamification applications in museums, and measure their effects 
on visitor behavior using a questionnaire. Market segmentation analyses can also be 
utilized and scales can be developed in different areas of gamification in museums.

Peer-review: Externally peer-reviewed. 
Conflict of Interest: The authors have no conflict of interest to declare.
Grant Support: The authors declared that this study has received no financial support.
Authors Contributions: Conception/Design of study: Ö.Ç.; Data Acquisition: Ö.Ç.; Data Analysis/Interpretation: Ö.Ç.; 
Drafting Manuscript: Ö.Ç.; Critical Revision of Manuscript: Ö.Ç.; Final Approval and Accountability: F.E.

References
Cetin, G. (2020). Experience vs. quality: predicting satisfaction and loyalty in services. The Service 

Industries Journal, 40(15-16), 1167-1182.
Cetin, Ö. (2020). Müzelerde Oyunlaştırma Uygulamaları. Unpublished Master Thesis. Istanbul 

University, Institute of Social Science.
Christians, G. (2018). The Origins and Future of Gamification. Senior Thesis. University of South 

Carolina.
Ciolfi, L., & McLoughlin, M. (2012). Designing for Meaningful Visitor Engagement at a Living 

History Museum. In Proceedings of the 7th Nordic Conference on Human-Computer Interaction: 
Making Sense through Design, (pp. 69-78).

Deterding, S., Dixon, D., Khaled, R., & Nacke, L. (2011). From Game Design Elements to 
Gamefulness: Defining ‘Gamification’. In Proceedings of the 15th International Academic Mind 
Trek Conference: Envisioning Future Media Environments, (pp. 9-15).

Gamification Guide (2019), http//brandnewgamtr.com/ 18.11.2019.
Hamari, J., Koivisto, J., & Sarsa, H. (2014). Does Gamification Work? - A Literature Review of 

Empirical Studies on Gamification. 47th Hawaii International Conference on System Sciences, 
IEEE, (pp.3025-3034). 

Kim, B. (2015). Gamification. Library Technology Reports, 51(2), 10-18.



JOURNAL of TOURISMOLOGY

276

Landers, R.N., Auer, E.M., Collmus, A.B. & Amstrong, M.B. (2018). Gamification Science, its 
History and Future: Definitions and a Research Agenda. Simulation and Gaming, 49 (3), 315-
337.

Liu, S., & Idris, M. Z. (2018). Constructing a Framework of User Experience for Museum Based 
on Gamification and Service Design. In MATEC Web of Conferences, EDP Science, 176, 04007. 

Marczewski, A. (2013). What’s the difference between Gamification and Serious Games. Andrzej’s 
Blog.

Pine, J.B., & Gilmore, J.H. (1998). Welcome to the Experience Economy. Harvard Business 
Review, 76, 97-105.

Roccetti, M., Marfia, G., Varni, A., & Zanichelli, M. (2013). How to Outreach the External World 
from a Museum: The Case of the Marsili’s Spirit App. In International Conference on Arts and 
Technology, (pp. 25-32). Springer, Berlin, Heidelberg.

Rodriguez, H. (2006).The Playful and the Serious: An Approximation to Huzinga’s Homo   Ludens. 
Game Studies, 6 (1). 

Ryan, R., & Deci, E.L.(2000). Intrinsic and Extrinsic Motivations: Classic Definitions and New 
Directions. Contemporary Educational Psychology, 25(1), 54-67.

Sailer, M., Hense, J. U., Mayr, S. K., & Mandl, H. (2017). How gamification motivates: An 
experimental study of the effects of specific game design elements on psychological need 
satisfaction. Computers in Human Behavior, 69, 371-380.

Simpson, P., & Jenkins, H. (2015). Gamification and Human Resources: an Overview,   Brighton: 
Brighton Business School.

Squire, K. & Jenkins, H. (2003). Harnessing the Power of Games in Education. Insight, 3(1), 5-33.
VomLehn, D., & Heath, C. (2003).Displacing the Object: Mobile Technologies and Interpretive 

Resources. Archives & Museum Informatics, 2.
Walker, K., & Froes, I. (2011). Exploring the Roles of Technology and Social Play in Art       

Museums. Ed. by, K. Beale, Museums at Play: Games, Interaction and Learning, (pp. 486-499).



INFORMATION FOR AUTHORS

AIM AND SCOPE

Journal of Tourismology  (JoT) publishes two issues per year; one in December and the other in 
June.  JoT  is an open access journal without any submission or processing charges or fees that 
aims to be a comprehensive and innovative publication for scholars to present views and ideas at 
international level on key issues that shape tourism knowledge and industry from past to present.

The objectives of the journal are:  (i)  To present the latest disciplinary/multidisciplinary set of 
views and trends on tourism;  (ii) To contribute a deeper understanding of international tourism 
devolopment; (iii) To create and disseminate knowledge by providing insights into developments, 
issues and methods in tourism research

JoT strongly encourages scholars and professionals in the tourism to share their ideas and research 
through the journal.  Submitted papers should not have been previously published nor be currently 
under consideration for publication elsewhere. All submissions are double blind refereed which 
takes on average 6 weeks. The journal’s contents reflect its integrative approach - theoretical, 
empirical or policy-related papers, discussion of current issues, case studies, reports, book reviews, 
research notes and forthcoming meetings might be submitted to the journal. The topics of journal 
include (but are not limited to) the following:

•	 Tourism theory
•	 Tourism research and methodology
•	 Advances in tourism development, planning and policy-making
•	 Tourism education and its role in managing tourism development
•	 Economic/social/environmental/cultural impact of tourism and sustainability
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EDITORIAL POLICIES AND PEER REVIEW PROCESS

Publication Policy

The subjects covered in the manuscripts submitted to the Journal for publication must be in 
accordance with the aim and scope of the Journal. The Journal gives priority to original research 
papers submitted for publication.

General Principles

Only those manuscripts approved by its every individual author and that were not published before 
in or sent to another journal, are accepted for evaluation.

Submitted manuscripts that pass preliminary control are scanned for plagiarism using iThenticate 
software. After plagiarism check, the eligible ones are evaluated by editor-in-chief for their 
originality, methodology, the importance of the subject covered and compliance with the journal 
scope.

Short presentations that took place in scientific meetings can be referred if indicated in the article. 
The editor hands over the papers matching the formal rules to at least two national/international 
referees for evaluation and gives green light for publication upon modification by the authors in 
accordance with the referees’ claims. Changing the name of an author (omission, addition or order) 
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manuscripts and graphics are not returned to the author. The copyright of the published articles and 
pictures belong to the Journal.

Author Responsibilities

It is authors’ responsibility to ensure that the article is in accordance with scientific and ethical 
standards and rules. And authors must ensure that submitted work is original. They must certify that 
the manuscript has not previously been published elsewhere or is not currently being considered 
for publication elsewhere, in any language. Applicable copyright laws and conventions must be 
followed. Copyright material (e.g. tables, figures or extensive quotations) must be reproduced 
only with appropriate permission and acknowledgement. Any work or words of other authors, 
contributors, or sources must be appropriately credited and referenced.

All the authors of a submitted manuscript must have direct scientific and academic contribution to the 
manuscript. The author(s) of the original research articles is defined as a person who is significantly 
involved in “conceptualization and design of the study”, “collecting the data”, “analyzing the data”, 
“writing the manuscript”, “reviewing the manuscript with a critical perspective” and “planning/
conducting the study of the manuscript and/or revising it”. Fund raising, data collection or 
supervision of the research group are not sufficient roles to be accepted as an author. The author(s) 
must meet all these criteria described above. The order of names in the author list of an article must 
be a co-decision and it must be indicated in the Copyright Agreement Form. The individuals who do 
not meet the authorship criteria but contributed to the study must take place in the acknowledgement 
section. Individuals providing technical support, assisting writing, providing a general support, 
providing material or financial support are examples to be indicated in acknowledgement section.

All authors must disclose all issues concerning financial relationship, conflict of interest, and 
competing interest that may potentially influence the results of the research or scientific judgment.

When an author discovers a significant error or inaccuracy in his/her own published paper, it is 
the author’s obligation to promptly cooperate with the Editor-in-Chief to provide retractions or 
corrections of mistakes.

Peer Review Process

Only those manuscripts approved by its every individual author and that were not published before 
in or sent to another journal, are accepted for evaluation.

Submitted manuscripts that pass preliminary control are scanned for plagiarism using iThenticate 
software. After plagiarism check, the eligible ones are evaluated by editor-in-chief for their 
originality, methodology, the importance of the subject covered and compliance with the journal 
scope.  Editor-in-chief evaluates manuscripts for their scientific content without regard to ethnic 
origin, gender, sexual orientation, citizenship, religious belief or political philosophy of the authors 
and ensures a fair double-blind peer review of the selected manuscripts.

The selected manuscripts are sent to at least two national/international referees for evaluation and 
publication decision is given by editor-in-chief   upon modification by the authors in accordance 
with the referees’ claims.

Editor in chief does not allow any conflicts of interest between the authors, editors and reviewers 
and is responsible for final decision for publication of the manuscripts in the Journal.

Reviewers’ judgments must be objective. Reviewers’ comments on the following aspects are 
expected while conducting the review.

-    Does the manuscript contain new and significant information?
-    Does the abstract clearly and accurately describe the content of the manuscript?
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-    Is the problem significant and concisely stated?
-    Are the methods described comprehensively?
-    Are the interpretations and consclusions justified by the results?
-    Is adequate references made to other Works in the field?
-    Is the language acceptable?

Reviewers must ensure that all the information related to submitted manuscripts is kept as 
confidential and must report to the editor if they are aware of copyright infringement and plagiarism 
on the author’s side.

A reviewer who feels unqualified to review the topic of a manuscript or knows that its prompt 
review will be impossible should notify the editor and excuse himself from the review process.

The editor informs the reviewers that the manuscripts are confidential information and that this is a 
privileged interaction. The reviewers and editorial board cannot discuss the manuscripts with other 
persons. The anonymity of the referees is important.

PUBLICATION ETHICS AND PUBLICATION MALPRACTICE STATEMENT

Journal of Tourismology is committed to upholding the highest standards of publication ethics and 
pays regard to Principles of Transparency and Best Practice in Scholarly Publishing published by 
the Committee on Publication Ethics (COPE), the Directory of Open Access Journals (DOAJ), 
the Open Access Scholarly Publishers Association (OASPA), and the World Association of 
Medical Editors (WAME) on https://publicationethics.org/resources/guidelines-new/principles-
transparency-and-best-practice-scholarly-publishing

All parties involved in the publishing process (Editors, Reviewers, Authors and Publishers) are 
expected to agree on the following ethical principles.

All submissions must be original, unpublished (including as full text in conference proceedings), 
and not under the review of any other publication synchronously. Each manuscript is reviewed by 
one of the editors and at least two referees under double-blind peer review process. Plagiarism, 
duplication, fraud authorship/denied authorship, research/data fabrication, salami slicing/salami 
publication, breaching of copyrights, prevailing conflict of interest are unnethical behaviors.

All manuscripts not in accordance with the accepted ethical standards will be removed from 
the publication. This also contains any possible malpractice discovered after the publication. In 
accordance with the code of conduct we will report any cases of suspected plagiarism or duplicate 
publishing.

Research Ethics

The journal adheres to the highest standards in research ethics and follows the principles of 
international research ethics as defined below. The authors are responsible for the compliance of 
the manuscripts with the ethical rules.

-	 Principles of integrity, quality and transparency should be sustained in designing the research, 
reviewing the design and conducting the research.

-	 The research team and participants should be fully informed about the aim, methods, possible 
uses and requirements of the research and risks of participation in research.

-	 The confidentiality of the information provided by the research participants and the 
confidentiality of the respondents should be ensured. The research should be designed to 
protect the autonomy and dignity of the participants.

-	 Research participants should participate in the research voluntarily, not under any coercion.
-	 Any possible harm to participants must be avoided. The research should be planned in such a 

way that the participants are not at risk.
-	 The independence of research must be clear; and any conflict of interest or must be disclosed.
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-	 In experimental studies with human subjects, written informed consent of the participants who 
decide to participate in the research must be obtained. In the case of children and those under 
wardship or with confirmed insanity, legal custodian’s assent must be obtained.

-	 If the study is to be carried out in any institution or organization, approval must be obtained 
from this institution or organization.

-	 In studies with human subject, it must be noted in the method’s section of the manuscript that 
the informed consent of the participants and ethics committee approval from the institution 
where the study has been conducted have been obtained.

Open Access Statement

The journal is an open access journal and all content is freely available without charge to the user 
or his/her institution. Except for commercial purposes, users are allowed to read, download, copy, 
print, search, or link to the full texts of the articles in this journal without asking prior permission 
from the publisher or the author. This is in accordance with the BOAI definition of open access.

The open access articles in the journal are licensed under the terms of the Creative Commons 
Attribution-NonCommercial 4.0 International (CC BY-NC 4.0) license.

Article Processing Charge

All expenses of the journal are covered by the Istanbul University. Processing and publication are 
free of charge with the journal. There is no article processing charges or submission fees for any 
submitted or accepted articles. 

Copyright Notice

Authors publishing with the journal retain the copyright to their work licensed under the Creative 
Commons Attribution-NonCommercial 4.0 International license (CC BY-NC 4.0) (https://
creativecommons.org/licenses/by-nc/4.0/ ) and grant the Publisher non-exclusive commercial right 
to publish the work. CC BY-NC 4.0 license permits unrestricted, non-commercial use, distribution, 
and reproduction in any medium, provided the original work is properly cited.

Responsibility for the Editor and Reviewers

Editor-in-Chief evaluates manuscripts for their scientific content without regard to ethnic origin, 
gender, sexual orientation, citizenship, religious belief or political philosophy of the authors. He/
She provides a fair double-blind peer review of the submitted articles for publication and ensures 
that all the information related to submitted manuscripts is kept as confidential before publishing.

Editor-in-Chief is responsible for the contents and overall quality of the publication. He/She must 
publish errata pages or make corrections when needed.

Editor-in-Chief does not allow any conflicts of interest between the authors, editors and reviewers. 
Only he has the full authority to assign a reviewer and is responsible for final decision for publication 
of the manuscripts in the Journal.

Reviewers must have no conflict of interest with respect to the research, the authors and/or the 
research funders. Their judgments must be objective.

Reviewers must ensure that all the information related to submitted manuscripts is kept as 
confidential and must report to the editor if they are aware of copyright infringement and plagiarism 
on the author’s side.

A reviewer who feels unqualified to review the topic of a manuscript or knows that its prompt 
review will be impossible should notify the editor and excuse himself from the review process.

The editor informs the reviewers that the manuscripts are confidential information and that this is a 
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privileged interaction. The reviewers and editorial board cannot discuss the manuscripts with other 
persons. The anonymity of the referees must be ensured. In particular situations, the editor may 
share the review of one reviewer with other reviewers to clarify a particular point.

MANUSCRIPT SUBMISSION GUIDE

Language

The language of the journal is English.

Manuscript Organization and Submission

All correspondence will be sent to the first-named author unless otherwise specified. Manuscpript 
is to be submitted online via tourismology@istanbul.edu.tr and it must be accompanied by a cover 
letter indicating that the manuscript is intended for publication, specifying the article category (i.e. 
research article, review etc.) and including information about the manuscript (see the Submission 
Checklist). Manuscripts should be prepared in Microsoft Word 2003 and upper versions. In 
addition, Copyright Agreement Form that has to be signed by all authors must be submitted.

1.	 The manuscripts should be in A4 paper standards: having 2.5 cm margins from right, left, 
bottom and top, Times New Roman font style in 12 font size and line spacing of 1.5.

2.	 The manuscripts should contain between 4500 and 8500 words and the page numbers must be 
at the bottom and in the middle.

3.	 The name(s) of author(s) should be given just beneath the title of the study aligned to the right. 
Also the affiliation, title, e-mail and phone of the author(s) must be indicated on the bottom of 
the page as a footnote marked with an asterisk (*).

4.	 Submitted manuscripts in Turkish must have before the introduction section, the abstract 
both in Turkish and English, between 200 and 250 words and an extended abstract in English 
between 600-800 words, summarizing the scope, the purpose, the results of the study and the 
methodology used. Underneath the abstracts, 3 to 5 keywords that inform the reader about the 
content of the study should be specified in Turkish and in English. If the manuscript is written 
in English, it must include an abstract only in English.

5.	 The manuscripts should contain mainly these components: title, abstract and keywords; 
extended abstract, body text with sections, footnotes and references.

6.	 The 6th  version of the APA (American Psychological Association) reference style should be 
used for in-text citation and references list. For information and samples on the APA 6 style 
please refer to tourismology@istanbul.edu.tr and/or REFERENCES section in the Information 
for Authors.

7.	 Tables, graphs and figures can be given with a number and a defining title if and only if it is 
necessary to follow the idea of the article. the article. The title of table should be placed above 
the table; caption of figure should be placed beneath the figure. Features like demographic 
characteristics that can be given within the text should not be indicated as tables separately.

8.	 A title page including author information must be submitted together with the manuscript. The 
title page is to include fully descriptive title of the manuscript and, affiliation, title, e-mail 
address, postal address, phone and fax number of the author(s) (see The Submission Checklist).

9.	 Authors are responsible for all statements made in their work submitted to the Journal for 
publication.

10.	The author(s) can be asked to make some changes in their articles due to peer reviews.
11.	A copy of the journal will be sent to each author of the accepted articles upon their request.
12.	The manuscripts that were submitted to the journal will not be returned whether they are 

published or not.

REFERENCES

Although references to review articles can be an efficient way to guide readers to a body of 
literature, review articles do not always reflect original work accurately. Readers should therefore 
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be provided with direct references to original research sources whenever possible. On the other 
hand, extensive lists of references to original work on a topic can use excessive space on the printed 
page. Small numbers of references to key original papers often serve as well as more exhaustive 
lists, particularly since references can now be added to the electronic version of published papers, 
and since electronic literature searching allows readers to retrieve published literature efficiently. 
Papers accepted but not yet included in the issue are published online in the Early View section and 
they should be cited as “advance online publication”. Citing a “personal communication” should be 
avoided unless it provides essential information not available from a public source, in which case 
the name of the person and date of communication should be cited in parentheses in the text. For 
scientific articles, written permission and confirmation of accuracy from the source of a personal 
communication must be obtained.

Reference Style and Format

Journal of Tourismology complies with APA (American Psychological Association) style 6th Edition 
for referencing and quoting. For more information:

-	 American Psychological Association. (2010). Publication manual of the American Psychological 
Association (6th ed.). Washington, DC: APA.

-	 http://www.apastyle.org

Citations in the Text

Citations must be indicated with the author surname and publication year within the parenthesis.

If more than one citation is made within the same paranthesis, separate them with (;).

Samples:

More than one citation;
(Esin, et al., 2002; Karasar, 1995)
Citation with one author;
(Akyolcu, 2007)
Citation with two authors;
(Sayıner & Demirci, 2007)
Citation with three, four, five authors;
First citation in the text: (Ailen, Ciambrune, & Welch, 2000) Subsequent citations in the text: 
(Ailen, et al., 2000)
Citations with more than six authors;
(Çavdar, et al., 2003)

Citations in the Reference

All the citations done in the text should be listed in the References section in alphabetical order of author 
surname without numbering. Below given examples should be considered in citing the references.

Basic Reference Types

Book
a) Turkish Book
Karasar, N. (1995). Araştırmalarda rapor hazırlama (8th ed.) [Preparing research reports]. Ankara, 

Turkey: 3A Eğitim Danışmanlık Ltd.
b) Book Translated into Turkish
Mucchielli, A. (1991). Zihniyetler [Mindsets] (A. Kotil, Trans.). İstanbul, Turkey: İletişim Yayınları.
c) Edited Book
Ören, T., Üney, T., & Çölkesen, R. (Eds.). (2006).  Türkiye bilişim ansiklopedisi  [Turkish 



INFORMATION FOR AUTHORS

Encyclopedia of Informatics]. İstanbul, Turkey: Papatya Yayıncılık.
d) Turkish Book with Multiple Authors
Tonta, Y., Bitirim, Y., & Sever, H. (2002). Türkçe arama motorlarında performans 

değerlendirme  [Performance evaluation in Turkish search engines]. Ankara, Turkey: Total 
Bilişim.

e) Book in English
Kamien R., & Kamien A. (2014). Music: An appreciation. New York, NY: McGraw-Hill Education.
f) Chapter in an Edited Book
Bassett, C. (2006). Cultural studies and new media. In G. Hall & C. Birchall (Eds.), New cultural 

studies: Adventures in theory (pp. 220–237). Edinburgh, UK: Edinburgh University Press.
g) Chapter in an Edited Book in Turkish
Erkmen, T. (2012). Örgüt kültürü: Fonksiyonları, öğeleri, işletme yönetimi ve liderlikteki önemi 

[Organization culture: Its functions, elements and importance in leadership and business 
management]. In M. Zencirkıran (Ed.), Örgüt sosyolojisi [Organization sociology] (pp. 233–
263). Bursa, Turkey: Dora Basım Yayın.

h) Book with the same organization as author and publisher
American Psychological Association. (2009). Publication manual of the American psychological 

association (6th ed.). Washington, DC: Author.

Article
a) Turkish Article
Mutlu, B., & Savaşer, S. (2007). Çocuğu ameliyat sonrası yoğun bakımda olan ebeveynlerde stres 

nedenleri ve azaltma girişimleri [Source and intervention reduction of stress for parents whose 
children are in intensive care unit after surgery].  Istanbul University Florence Nightingale 
Journal of Nursing, 15(60), 179–182.

b) English Article
de Cillia, R., Reisigl, M., & Wodak, R. (1999). The discursive construction of national identity. Discourse 

and Society, 10(2), 149–173. http://dx.doi.org/10.1177/0957926599010002002
c) Journal Article with DOI and More Than Seven Authors
Lal, H., Cunningham, A. L., Godeaux, O., Chlibek, R., Diez-Domingo, J., Hwang, S.-J. ... Heineman, 

T. C. (2015). Efficacy of an adjuvanted herpes zoster subunit vaccine in older adults.  New 
England Journal of Medicine, 372, 2087–2096. http://dx.doi.org/10.1056/NEJMoa1501184

d) Journal Article from Web, without DOI
Sidani, S. (2003). Enhancing the evaluation of nursing care effectiveness. Canadian Journal of 

Nursing Research, 35(3), 26–38. Retrieved from http://cjnr.mcgill.ca
e) Journal Article wih DOI
Turner, S. J. (2010). Website statistics 2.0: Using Google Analytics to measure library website 

effectiveness.  Technical Services Quarterly, 27,  261–278. http://dx.doi.org/10.1080/ 
07317131003765910

f) Advance Online Publication
Smith, J. A. (2010). Citing advance online publication: A review. Journal of Psychology. Advance 

online publication. http://dx.doi.org/10.1037/a45d7867
g) Article in a Magazine
Henry, W. A., III. (1990, April 9). Making the grade in today’s schools. Time, 135, 28–31.

Doctoral Dissertation, Master’s Thesis, Presentation, Proceeding
a) Dissertation/Thesis from a Commercial Database
Van Brunt, D. (1997).  Networked consumer health information systems  (Doctoral dissertation). 

Available from ProQuest Dissertations and Theses database. (UMI No. 9943436)
b) Dissertation/Thesis from an Institutional Database
Yaylalı-Yıldız, B. (2014). University campuses as places of potential publicness: Exploring the 

politicals, social and cultural practices in Ege University  (Doctoral dissertation). Retrieved 
from Retrieved from: http://library.iyte.edu.tr/tr/hizli-erisim/iyte-tez-portali
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c) Dissertation/Thesis from Web
Tonta, Y. A. (1992). An analysis of search failures in online library catalogs (Doctoral dissertation, 

University of California, Berkeley). Retrieved from http://yunus.hacettepe.edu.tr/~tonta/
yayinlar /phd/ickapak.html

d) Dissertation/Thesis abstracted in Dissertations Abstracts International
Appelbaum, L. G. (2005). Three studies of human information processing: Texture amplification, 

motion representation, and figure-ground segregation.  Dissertation Abstracts International: 
Section B. Sciences and Engineering, 65(10), 5428.

e) Symposium Contribution
Krinsky-McHale, S. J., Zigman, W. B., & Silverman, W. (2012, August). Are neuropsychiatric 

symptoms markers of prodromal Alzheimer’s disease in adults with Down syndrome? In W. 
B. Zigman (Chair), Predictors of mild cognitive impairment, dementia, and mortality in adults 
with Down syndrome. Symposium conducted at the meeting of the American Psychological 
Association, Orlando, FL.

f) Conference Paper Abstract Retrieved Online
Liu, S. (2005, May). Defending against business crises with the help of intelligent agent based 

early warning solutions. Paper presented at the Seventh International Conference on Enterprise 
Information Systems, Miami, FL. Abstract retrieved from http://www.iceis.org/iceis2005/
abstracts_2005.htm

g) Conference Paper - In Regularly Published Proceedings and Retrieved Online
Herculano-Houzel, S., Collins, C. E., Wong, P., Kaas, J. H., & Lent, R. (2008). The basic 

nonuniformity of the cerebral cortex.  Proceedings of the National Academy of Sciences, 
105, 12593–12598. http://dx.doi.org/10.1073/pnas.0805417105

h) Proceeding in Book Form
Parsons, O. A., Pryzwansky, W. B., Weinstein, D. J., & Wiens, A. N. (1995). Taxonomy for 

psychology. In J. N. Reich, H. Sands, & A. N. Wiens (Eds.), Education and training beyond the 
doctoral degree: Proceedings of the American Psychological Association National Conference 
on Postdoctoral Education and Training in Psychology (pp. 45–50). Washington, DC: American 
Psychological Association.

i) Paper Presentation
Nguyen, C. A. (2012, August). Humor and deception in advertising: When laughter may not be 

the best medicine. Paper presented at the meeting of the American Psychological Association, 
Orlando, FL.

Other Sources
a) Newspaper Article
Browne, R. (2010, March 21). This brainless patient is no dummy. Sydney Morning Herald, 45.
b) Newspaper Article with no Author
New drug appears to sharply cut risk of death from heart failure. (1993, July 15). The Washington 

Post, p. A12.
c) Web Page/Blog Post
Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized [Web log post]. 

Retrieved from http://www.davidbordwell.net/blog/page/27/
d) Online Encyclopedia/Dictionary
Ignition. (1989). In Oxford English online dictionary  (2nd  ed.). Retrieved from http://dictionary.

oed.com
Marcoux, A. (2008). Business ethics. In E. N. Zalta (Ed.).  The Stanford encyclopedia of 

philosophy. Retrieved from http://plato.stanford.edu/entries/ethics-business/

e) Podcast
Dunning, B. (Producer). (2011, January 12).  in Fact: Conspiracy theories  [Video podcast]. 

Retrieved from http://itunes.apple.com/
f) Single Episode in a Television Series
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Egan, D. (Writer), & Alexander, J. (Director). (2005). Failure to communicate. [Television series 
episode]. In D. Shore (Executive producer), House; New York, NY: Fox Broadcasting.

g) Music
Fuchs, G. (2004). Light the menorah. On Eight nights of Hanukkah [CD]. Brick, NJ: Kid Kosher.
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