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Abstract  
The present study strives to understand the travel motivations and experiences of both domestic and international 
travellers visiting the Gallipoli Peninsula. Qualitative research methodology was utilized for this study, with a case 
study approach employed for the qualitative research design. Data were gathered using face-to-face interviews 
(n=44), participant observation and document analysis, and an inductive content analysis was then used to analyse 
the data. The research findings revealed that travellers visiting the site have different motivations and experiences, 
as well as some commonalities. The findings also indicate that those visiting the site have different travel 
motivations and experiences, as well as commonalities. Their travel motivations form a heterogeneous pattern, 
including push and pull motivational factors, while experiences can be grouped into psychological and socio-
cultural categories; these are useful contributions to the existing literature in the field. As a consequence, the results 
of this study are unique as they show that battlefield sites within the scope of the dark tourism phenomenon may 
offer visitors memorable tourism experiences and socio-cultural experiences. 
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Introduction 
Travellers’ visits to locations or landscapes related to death, disasters or atrocities, once described as 
dark tourism by Foley and Lennon (1996a; 1996b; Stone and Sharpley, 2008), continue to receive a great 
deal of attention from scholars. While this type of tourism is intertwined with heritage places, the use 
of the concept is associated with wide-ranging and varied terms, namely thanatourism, death tourism 
and dark heritage (Ivanova and Light, 2017). Many different sub-forms manifest from within the concept 
of dark tourism (Váquez, 2018), such as battlefield tourism (Chen and Tsai, 2019; Pennell, 2018), prison 
tourism (Strange and Kempa, 2003; Wilson et al., 2017), post-disaster tourism (Lin et al., 2018) and 
Dracula tourism (Banyai, 2010; Light, 2007), while also encompassing areas or venues where celebrities 
have died (Stone, 2005), concentration camps (Isaac et al., 2019; Nawijn and Fricke, 2015; Podoshen, 
2017) and so-called slave castles (Boateng et al., 2018). Although a number of studies have been carried 
out so far, there is still something of a gap in the extant literature dealing with the dimensions of both 
consumer motivation and experience, which the present paper aims to fill.  
 
In this study, the motivations and experiences of local and foreign tourists (including from Australia, 
New Zealand, Turkey, and other countries) who have visited Dardanelles in the context of dark tourism 
were studied in depth using a qualitative, comparative approach. This study is expected to make two 
basic contributions to the literature. Its first contribution will be as an extensive and in-depth study, 
using a qualitative method to discover the similarities and differences between tourists of different 
nationalities and cultures with regard to their motivation to visit a destination and their experiences of 
that destination in the context of dark tourism. Second, and indeed the most important contribution, 
will be as a comparative study of the motivations and tourism experiences of tourists from countries 
that participated in the Dardanelles Campaign.  
 
Literature Review 
The Concept of Dark Tourism 
Dark tourism is defined as visiting places that are offered as marketable tourism products where 
important incidents took place in the past, such as natural disasters and wars, which resulted in deaths 
and tragedy (Foley and Lennon, 1996a, 2000; 2005; Sharpley, 2009; Wright and Sharpley, 2018). The 
media and its impact are shown as factors that have contributed to the emergence and development of 
the dark tourism phenomenon (Foley and Lennon, 1996a; 1996b; Korstanje, 2011). It has also been 
claimed, in related fields in the literature, that postmodernism has played a significant role in this type 
of tourism gaining such popularity (Muzaini, et al., 2007). The concept of dark tourism has gained 
greater significance as an area of research in the 21st century, in particular due to the increasing interest 
in death and disaster in postmodern societies (Powell and Iankova, 2016, Powell and Kennel, 2016). The 
type of tourism in question also comes to the fore as a sub-branch of special interest tourism, which has 
developed mostly on a cultural basis (Kozak and Bahçe, 2012; Minic, 2012). Consequently, places offered 
for the consumption of tourists within the scope of dark tourism are referred to as cultural heritage sites 
(Hartmann, 2014).  
 
It was Rojek (1993) who first referred to places that attract tourists following the sudden deaths of 
celebrities or a large number of people, and are consequently commercialised, as “black-spots”. Taking 
a similar approach, Foley and Lennon (1996a) used the term “dark tourism” to describe this 
phenomenon and Seaton (1996) contributed to a related field in the literature with the concept of 
“thanatourism”. Later, Lippard (1999) brought a different insight to the dark tourism phenomenon with 
the term “tragic tourism”, while Blom (2000) used the term “morbid tourism” to illustrate this concept. 
Since then, Sharpley (2005) has described the dark tourism phenomenon as “grief tourism” whereas 
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Clark (2010) has defined this phenomenon as “trauma tourism”. Lastly, Miller and Gonzales (2013) have 
further developed the concept by delineating it as “death-tourism” within the context of dark tourism.  
According to Lennon (2005), dark tourism is not a new phenomenon but began in the Middle Ages with 
visits to places associated with the past, such as cemeteries, including martyrs’ cemeteries, which had 
particular importance for people’s beliefs. In this context, the locations of the Battle of Waterloo in 1815, 
the American Civil War, and Ground Zero in New York, where 9/11 took place, have all became popular 
places for dark tourism (Coldwell, 2013).  
 
Another important place that can be evaluated within the scope of dark tourism is the Auschwitz 
concentration camp in Birkenau, Poland (Miles, 2002; Podoshen and Hunt, 2011). Initially, this place 
had only symbolic value following World War II but it has since been turned into a museum and has 
become a popular tourism destination with visitors from all over the world. A report in 2014 showed 
that the museum has been visited by more than 1.5 million people (Auschwitz Report, 2014).  
 
Other major locations that have dark tourism potential with international popularity are the Tuol Sleng 
Genocide Museum in Cambodia (Coldwell, 2013; Sion, 2014), Robben Island Jail in South Africa, Alcatraz 
Prison in California, USA (Strange and Kempa, 2003), the Holocaust Memorial Museum in Washington 
D.C., USA (Lennon and Foley, 1999; Miles, 2002), Gallipoli in Çanakkale, which is considered one of the 
most important locations of World War I (WWI, 1914-1918) (Hall et al., 2010; Hyde and Harman, 2011; 
Slade, 2003; Ozer, Ersoy and Tuzukan, 2012; Cheal and Griffin, 2013), the Pacific war field of World War 
II (WWII, 1941-1945) (Cooper, 2006), the place where President Kennedy was assassinated in Dallas, 
Texas, USA (Foley and Lennon, 1996b) and the Chernobyl nuclear disaster area in Ukraine (Goatcher 
and Brunsden, 2011; Schafer, 2016; Stone, 2013a; Yankovska and Hannam, 2014). In a similar way, places 
where natural catastrophes such as earthquakes and tsunamis have occurred are also evaluated within 
the category indicated above, as places offering tourist experiences in the context of dark tourism 
(Amujo and Otubanjo, 2012; Biran, Liu, Li and Eichborn, 2014; Lin et al., 2018).  
 
As dark tourism mostly offers educational and emotional experiences (Biran et al., 2011; Henderson, 
2000; Kang et al., 2012), it has been observed that the motivations of tourists visiting such destinations 
depend on several factors (Light, 2017; Liyanage et al., 2015). Generally speaking, education, 
remembrance, the enhancement of national identity, and interest and curiosity about history are the 
primary motivations for dark tourism (Bigley et al., 2010; Cheal and Griffin, 2013; Farmaki, 2013; Isaac 
and Çakmak, 2013; Ivanova and Light, 2018; Kang et al., 2018; Raine, 2013; Yuill, 2003; Winter, 2011b; 
Zheng et al., 2018).  
 
The most common underlying motivation among tourists seeking dark tourism experiences is collective 
memory and the need for empathy that arises from this (Miles, 2002). In this context, another 
component of the dark tourism phenomenon are the memories of past tragic incidents that have often 
resulted in deaths, that have a place in a society’s collective memory (Conway, 2010). Another aspect of 
the emergence and growth of dark tourism that must be emphasized is that it is formed by both supply 
and demand (Raine, 2013; Smith and Croy, 2005; Stone, 2006).  
 
Battlefield Tourism in the Context of Dark Tourism 
Battlefields and military cemeteries began to be regarded as sacred places in the 19th century (Gatewood 
and Cameron, 2004). Battlefield tourism is a type of dark tourism in which museums are founded for 
tourists in places where battles took place (Dunkley et al., 2011). Visitors to such places regard them as 
heritage sites and attribute new meanings that they have acquired as a result of the historical events 
that took place there. Evaluated in this context, celebration activities organized in the name of the 
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protection of such places and their presentation become very important (Winter, 2008). The 
phenomenon of battlefield tourism, which focuses on places associated with conflicts such as the 
Napoleonic Wars, the American Civil War and World Wars I and II, can be evaluated with reference to 
different locations and tourist attractions and regarded as important (Henderson, 2000). In a similar 
way, after the Spanish Civil War, places where traces of the war could be found, such as battlefields, 
prisons and cemeteries, were protected, restored and transformed into tourism products that were then 
opened up to tourists (Smith, 2007).  
 
One of the best examples of battlefield tourism is the location of the Battle of Waterloo that took place 
in 1815. The field where the battle took place is regarded as the most important example of battlefield 
tourism; it continued to be a popular destination until the outbreak of WWI in 1914 and even today is 
considered the second most important place in terms of its tourism potential (Seaton, 1999). Battlefield 
tourism has grown in popularity, especially since WWI, with increased visits following the 
establishment of monuments and museums in places where battles took place (Baldwin and Sharpley, 
2009). 
 
The phenomenon of battlefield tourism expresses an evaluation and presentation of battlefields in the 
context of collective memory, memory that is then institutionalized through memorial ceremonies and 
museums, which become tourism products for consumption purposes (Misztal, 2003). The generations 
that followed WWI played a vital role in the commemoration of those who lost their lives as a result of 
the war through the creation of a collective memory of the events of the past (Winter, 2009). 
Accordingly, battlefields presented as cultural heritage sites for tourism purposes are also defined as 
places that are visited in order to show respect to those who suffered and died during those conflicts 
(Leopold, 2007).  
 
Battlefield tourism is also considered a phenomenon that can create nationalistic feelings among 
visitors from the nations that took part in the conflict (Prideaux, 2007). The tragic events of the past 
have not only changed levels of understanding, acceptance and comprehension of the world, but also 
the roles of individuals in their own lives, whilst at the same time reshaping the heritage of the cultures 
and countries to which they belong (Leopold, 2007). In this context, as well as being attractive in a 
national sense and at a cultural level, war memorials and museums can also become important at the 
international level (Seaton, 1996).  
 
An examination of the literature reveals a debate over whether visits to battlefields, evaluated in the 
context of dark tourism, are made for religious or secular reasons (Stephens, 2014). In this context, the 
development and growth of battlefield tourism suggests that such locations are considered sacred due 
to their historical importance; consequently, they are invested with spirituality and can be regarded as 
examples of cultural pilgrimage in a modern sense (Collins-Kreiner, 2010a; 2010b; 2016; Stone, 2005). 
Thus, visits made by Australians and New Zealanders to the Gallipoli Peninsula every year are regarded 
as part of the process of nation-state building and are invested with a symbolic spiritual value; this in 
turn means it can be evaluated as a secular pilgrimage in a cultural sense (Hall, 2002; Kokkranikal et al., 
2015; Ryan, 2007a; Seaton, 2002).  
 
Other destinations that are visited by tourists for the purpose of gaining experiences are the Pacific War 
area (Cooper, 2006, Cooper, 2007), places where the Vietnam War took place (Henderson, 2000; Willis, 
2014), locations that featured during WWI such as the Trentino region of Italy (Irimias, 2014), the 
Somme and Ypres regions in France and Belgium, respectively (http://www.battlefields-tours.com/, 
2015) and the Gallipoli Peninsula where the Dardanelles Campaign took place (Scates, 2002; Slade, 2003; 
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Aliağaoğlu, 2008; Hyde and Harman, 2011; Hall et al., 2010; Ozer et al., 2012). These constitute examples 
of battlefield tourism that are significant at the international level. Battlefield tourism that has become 
popular in the context of dark tourism has been examined by several authors from different 
perspectives. While some of these studies put their focus on the supply-side (see Irimiás, 2014; Virgili et 
al., 2018; Winter, 2011a), many of them strived to investigate the demand-side of different battlefield 
landscapes (i.e. Bigley et al., 2010; Chen and Tsai, 2019; Miles, 2014). On the other hand, the vast majority 
of studies have concentrated on the relationships between individuals and war-related areas, further 
investigating the reasons people engage with such places (Iles, 2008), along with the impacts of 
communities’ interpretations of such locations (Hurt, 2010; Knox, 2006). More importantly, it has been 
found that there is a strong relationship between war-related sites and dark tourism (Gordon, 1998; 
Johnston, 2011; Pieris, 2014; Smith, 1998); likewise, battlefield tourism creates positive economic impacts 
for the host communities that organize commemorative events (Hall and Basarin, 2009).  
 
Study Area 
For the purpose of this study, the Gallipoli Peninsula Historical National Park was selected as the 
research area. The Dardanelles-Gallipoli district, located in the Marmara region of Turkey, has 
significant potential for battlefield tourism within the scope of the dark tourism phenomenon as it was 
the location of several important WWI battles. Thanks to its historical and cultural aspects and tourism 
potential, the region hosts tourists from all over the world every year. The Dardanelles Province and 
Gallipoli Peninsula are primarily known as the place where an important WWI battle took place. 
Soldiers from Australia and New Zealand also participated in this battle, fighting with the English and 
French forces, and were known as “Anzacs” (Sackett, 1985; Scates, 2006).  
 
During the war, of the 50,000 Australian soldiers who participated in the battle, 8,709 were killed and 
18,235 wounded. The number of New Zealander soldiers killed totalled 2,701 with 4,880 wounded (Hall, 
2002). The Ottoman army’s losses were reported as 57,000 (Yeneroğlu-Kutbay and Aykaç, 2016). The 
British Empire’s purpose was to conquer Istanbul by spreading around the Dardanelles region with the 
help of the Anzac soldiers, in order to strengthen the connection between France and England. A battle 
took place on the Gallipoli Peninsula, which the Turkish army won (Aliağaoğlu, 2008; Cheal and Griffin, 
2013; Hall, 2002; Piersig, 1994). This district is known for its many historical, cultural and tourism assets, 
including several archaeological and historical sites, examples of civil architecture, and military, 
administrative and industrial buildings (www.canakkalekulturturizm.gov.tr, 2016).  
 
While the Dardanelles region is important for Turks, it also has a special importance for citizens of 
Australia and New Zealand (Prideaux, 2007). Therefore, tourists from Australia and New Zealand come 
to commemorate their relatives who lost their lives during the battle that took place there (Hyde and 
Harman, 2011). Every year, hundreds of thousands of tourists visit the region, and commemoration 
ceremonies are held for Anzac and Turkish people on different days (Stephens, 2014).  
 
Since the battle, the 25th of April has been commemorated as Anzac Day, as it was the day when Anzac 
troops arrived in the Gallipoli Peninsula; commemoration ceremonies are held for citizens of Australia 
and New Zealand on that day (Graham, 2008; Hede and Hall, 2006; Wheatley and James, 2014). This 
date and this place are psychologically important for Australians and New Zealanders as it is considered 
to be the time and place when their respective nations were born (Donoghue and Tranter, 2015; Ozer, 
Ersoy and Tuzunkan, 2012; Slade, 2003). Similarly, the victory won in this war is accepted as the starting 
point of the Republic of Turkey’s process of becoming a nation state in the modern sense; consequently, 
great importance is attributed to this battle (McKenna and Ward, 2007), visits are made by local tourists, 
and commemoration ceremonies are held every year on the 18th of March.  
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The Gallipoli Peninsula has been turned into a national park, and after the signing of the Lausanne 
Peace Treaty in particular, cemeteries, monuments, mausoleums and statues began to be built for those 
who lost their lives (Dore, 2006). In addition, through a joint project developed by the governments of 
Australia, New Zealand and Turkey, the site was renamed the “Gallipoli Peninsula Peace Park” (Catalca 
and Yurtseven, 2003). The Gallipoli Peninsula is known as a popular destination attracting both 
domestic and international tourists from all over the world, all year round. Dark tourism is especially 
important in this context as such activities are conducted throughout the year (Kurnaz et al., 2013).  
 
Methodology 
In this study, qualitative research methodology was thought to be beneficial. A case study approach was 
used as the qualitative research design. The data were collected through face-to-face interviews, 
participant observation and written and visual documents related to the region, which were then 
analysed through an inductive analysis.  
 
Qualitative research methodology refers to an approach that allows people to examine their experiences 
in depth by using specific research methods such as in depth-interviews, focus group discussions, 
observation, content analysis, visual methods and life stories or biographies (Hennink et al., 2011). 
Qualitative research methods, unlike quantitative methods, benefit different research strategies that 
use various data collection techniques, analysis and interpretation based on distinct philosophical 
assumptions (Creswell, 2009).  
 
Semi-structured interviews were conducted with questions focusing on two important issues, in 
accordance with the stated purpose of the research. These two issues centred around understanding 
the participants’ motivations for visiting the region and the experiences they obtained from their visits.  

1. What were (your) main motivations for visiting this site/region? 
2. What were you most affected by during your visit? What were the most powerful elements that 

made your visit memorable as a tourism experience? 
Interviews were conducted with tourists that had participated in commemoration ceremonies held at 
Dardanelles-Gallipoli between 24-26 April 2016 and between 7-10 August 2016.  
 
Research Design, Data Collection and Data Analysis 
In accordance with the purpose of the research, a qualitative research method was used. To begin, it is 
appropriate to explain the reasons for this choice of method, as well as its type and characteristics.  
 
In this study, face-to-face interviews, document analysis and participant observations were the data 
sources used. The study utilized the snowball sampling technique as a purposeful sampling method in 
order to obtain in-depth information regarding the phenomenon under investigation. During the 
research phase, interviews were conducted with a total of 44 domestic and foreign tourists; three of 
these interviews were conducted over the telephone while one participant preferred to take part by 
answering the questions via e-mail. The rest were conducted face-to-face. Another participant did not 
consent to the use of voice recording devices, and so their answers were recorded in writing only.  
 
Data obtained from this study were analysed through an inductive content analysis. The concepts that 
emerged were sorted into themes, which were then divided into meaningful categories. The data was 
then transcribed from audio recordings into written text and a coding process was implemented. For 
better understanding and interpretation, this was supported with direct quotations.  
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Information regarding the Study Group 
The participants consisted of 25 men and 19 women, while 28 of them were international tourists and 
16 were domestic tourists. 35 of the participants were visiting the site for the first time, six were making 
a second visit, two were visiting for the fifth time while the remaining participants stated simply that 
they had visited the site more than once. The countries of origin of the tourists in the study were 
Australia (21), the Republic of Turkey (13), New Zealand (2), England, UK (2), Germany (2), Belgium (1), 
Canada (1), Portugal (1) and Scotland, UK (1) (see Table 1).  
 
Table 1. Demographic data for participants 

Participant Age Gender Occupation Nationality 
Country of 
Residence 

Frequency of  
Visit 

P1 60-65 M Chef AU AU 1 

P2 30 F Radiographer AU UK 1 

P3 26 F Retail AU UK 1 

P4 27 M Engineer AU UK 1 

P5 28 M Pharmacist AU AU 1 

P6 40-45 F Volunteer 
Educator 

AU AU 1 

P7 87 M Retired UK UK 2 

P8 23 M Life Saver AU AU 1 

P9 24 F Logistics AU AU 1 

P10 29 F Teacher AU AU 1 

P11 35 M Film Producer  AU UK 1 

P12 26 F Environmental 
Advisor 

AU AU 1 

P13 28 M Marine 
Engineer 

AU AU 1 

P14 72 M Retired AU AU 1 

P15 67 M Retired AU AU 1 

P16 58 M Manager SCOTLAND AU 1 

P17 45 M Civil Servant PORTUGAL PORTUGAL 1 

P18 29 F Medical 
Scientist 

AU UK 1 

P19 55 F Housekeeping AU AU 1 

P20 50-55 M Retired AU AU 1 

P21 39 M Travel Agent UK UK 1 

P22 24 F Finance AU UK 2 

P23 26 F Unemployed CANADA CANADA 2 

P24 30 F Civil Servant NZ UK 1 

P25 25 M Engineer AU UK 1 

P26 28 F Radiation 
Therapist 

AU UK 1 

P27 27 F Unemployed NZ NZ 1 

P28 25 F Health Sector AU UK 1 
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Participant Age Gender Occupation Nationality 
Country of 
Residence 

Frequency of  
Visit 

P29 44 M Treasury and 
Credit Risk 
Manager 

TURKEY TURKEY 2 

P30 60 M Worker TURKEY BELGIUM 1 

P31 39 M Artist/Director TURKEY TURKEY 5 

P32 33 F Sales Chef TURKEY TURKEY 1 

P33 35 M Representative TURKEY TURKEY 1 

P34 33 M Chef TURKEY TURKEY More than 1 

P35 44 M Civil Engineer TURKEY TURKEY 1 

P36 35 F Housewife TURKEY GERMANY 1 

P37 37 M Driver TURKEY GERMANY 1 

P38 29 M Teacher TURKEY TURKEY 2 

P39 56 F Retired TURKEY TURKEY 1 

P40 53 F Housewife TURKEY TURKEY 1 

P41 56 F Teacher TURKEY TURKEY 5 

P42 33 M Self-
employment 

TURKEY TURKEY 2 

P43 29 M Worker TURKEY TURKEY 1 

P44 35 M Director TURKEY TURKEY 1 

 
Reliability of the Research 
In order to increase the internal reliability of the study, the process of data coding was conducted by 
two researchers. After the coding process was complete, the coefficient of consistency was calculated 
using Kappa analyses. The arithmetical average of the Kappa coefficient was found to be 77.8%, which 
proved that consistency was at a significant level. In order to ensure the external reliability of the study, 
all of the data collection tools, raw data, coding, interview and observation notes were submitted for 
supervision and confirmation by an independent expert. 
 
Voice recording was used during the interviews and the recordings were then transcribed into written 
text. The next phase involved analysing the transcriptions through an inductive content analysis. The 
data coding process was conducted by two researchers, after which, two main themes - motivation and 
experience - and supporting categories were obtained.  
 
Findings 
An analysis of the data revealed that the participants who visited the Gallipoli Peninsula Historical 
National Park were influenced by different types of motivational factors, both pull and push. The 
motivations of both domestic and international visitors reveal differences between them, but also some 
similarities.  
 
Upon examination, the findings of this study show that the factors that motivate tourists to visit the 
Gallipoli Peninsula can be grouped in two categories, namely push and pull motivational factors. These 
categories consist of nine themes between them. The themes in the pull motivational factors category 
are: education/learning, history knowledge/awareness, participation in commemoration event and 
becoming a nation state and cultural identity. The push motivational factors category, on the other hand, 
include: family ties, curiosity, patriotism, desire to know a different culture, media and reference group. 
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When the motivations of the participants are evaluated, it is clear that they consist of both push and 
pull motivation factors.  
 
Just as with the dark tourism motivations of tourists visiting this area, it emerged that the experiences 
of the tourists in this study have some differences and similarities according to their nationalities. The 
findings could be grouped into two categories, psychological and socio-cultural experiences, with six 
different themes included in these categories. The psychological experiences category consists of four 
themes, namely, emotional experience, sadness, developing empathy, and memorable tourism experience, 
while the socio-cultural experiences category consists of two themes, namely, learning/understanding 
history and nation-state consciousness and cultural identity. In the following section, the motivation 
and experience themes and categories that emerged are explained under these headings with direct 
quotations from interviewees.  
 
Motivations of Tourists visiting Dardanelles 
While dark tourism motivations may depend upon the reasons of individual tourists, at the same time 
they can be explained by the characteristics of the destination (Isaac and Çakmak, 2013). The findings 
of this study show that the motivations for visiting battlefields in the Gallipoli Peninsula are 
heterogeneous. It emerged that the participants visited the Gallipoli Peninsula Historical National Park 
due to both push and pull motivational factors.  
 
Pull Motivational Factors 
Education/Learning 
Education is seen as one of the motivations tourists have for visiting places where tragic and often 
violent incidents have taken place (Cohen, 2011; Farmaki, 2013; Preece and Price, 2005). Similarly, 
education comes to the fore in the literature, as the most important motivational factor for visiting 
battlefields (Baldwin and Sharpley, 2009; Henderson, 2000; Leopold, 2007). Education emerged as a 
sub-theme of the motivational factors held by several of the local tourists that participated in this study, 
as seen in the opinions below: 
 

Dardanelles martyrs’ cemetery is a place I wanted to see, definitely. Here are my daughters, 
I took them along for them to see under what conditions this country was established, how 
people lost their lives in order to save this country, what kind of events took place […] 
Children too… we are lucky for this matter, we want them to know that. That’s why we came 
here. (Participant 29) 
 
Actually, we come here with our children. We want to tell our children what happened here, 
impress the spirit of this place upon them to some extent… (Participant 35) 
 
[…] we came out to teach our volunteers about the Gallipoli campaign. (Participant 6) 

 
Education, the most important motivation factor for visiting battlefields, can also be considered the 
most important source of motivation for the Gallipoli Peninsula, which is a typical example of a 
battlefield destination. This is supported by previous studies (Dunkley et al., 2011; Kokkranikal et al., 
2015; Winter, 2011b).  
Knowledge/Consciousness of History 
The historical value of the Gallipoli Peninsula is important for both sides in the conflict, Turks, 
Australians and New Zealanders, in different ways (Prideaux, 2007). As WWI came to an end, Turks, 
Australians and New Zealanders gained recognition as their respective homes became nation states; this 
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emphasizes the importance of the historical interest in the region as it symbolises, to a certain extent, 
the beginning of a new historical era. In terms of its historic importance on an international level, it is 
one of most visited battlefields in Europe (West, 2008). In this context, consciousness and knowledge 
of the historic significance of the location, and a desire to increase their knowledge, was another 
exogenous motivational component for both domestic and international tourists, as can be seen in the 
participants’ statements below. 
 

Definitely historical. Leading role [motivation] is historical. A war took place here; to relive 
those days, our elders becoming martyrs here, riding my bicycle here, this was my aim. 
These were the reasons I had. These made me come to Dardanelles and stay in Dardanelles. 
Not really for a touristic purpose. (Participant 38) 
 
[…] Nowadays, nationalistic feelings are no longer prominent. They [the new generation] 
are not brought up with these feelings. We wanted them to get a feel for that era a little bit, 
feel some things about our country, and remember these things when they are growing up. 
Maybe we do not feel the history of our country, under what circumstances it was 
established, how valuable it is, that it is as valuable now as it was in the past. We should 
feel it a little bit now, as should they. (Participant 35)  
 
The independence of Turkey, our martyrs. Because it is important in a historical sense. 
(Participant 36) 
 
Conscious visits to this place are an important experience for understanding history, for 
drawing lessons from history. (Participant 31) 
 
[…] the history, and also I think most Australians having the opportunity to go to Gallipoli. 
It's just very important […] I want to know about history. (Participant 1) 
 
I think to learn, to learn more. I’ve learned so much about history, … (Participant 9) 
 
just because of our history - our war history and those that gave everything years ago for 
our freedom…I just wanted to see where it was… and what it was [in the past]... (Participant 
15)  
 
[…] definitely history and Anzac Dawn Service. (Participant 27) 
 
[…] because I love history and military history also attracts me … (Participant 17) 

 
After evaluating the participants’ opinions on the knowledge/consciousness of history motivation, it 
can be said that one of the motivations of both domestic and international tourists for visiting this 
region emerges as a desire to gain historical knowledge and develop historical consciousness by 
travelling to sites where incidents occurred in the past (Kokkranikal et al., 2015; Preece and Price, 2005). 
It is possible to attribute this to the Turkish Australian, and New Zealander tourists who visit the region. 
 
Participation in Commemoration Ceremonies 
Another factor that has been suggested as the most important motivation for visiting battlefields in the 
context of dark tourism is a desire to participate in commemoration ceremonies (Baldwin and Sharpley, 
2009). Ceremonies that commemorate those who lost their lives on the battlefield are held at 
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mausoleums that were built after the battle with the purpose of strengthening national identity or 
remembering the establishment of a nation state, as well as, of course, to remember and pay respect to 
previous generations who lost their lives there (Farmaki, 2013; Hyde and Harman, 2011; Kokkranikal et 
al., 2015).  
 

Just the feel of the place, such active emotions, and obviously the commemoration … For us, 
it is like pilgrimage for Australians to go there and do the remembrance… So we go there 
and we remember the exmodalized the victory… (Participant 4) 
 
Anzac Day - the services at Gallipoli […] to pay tribute to the fallen soldiers in the past. 
(Participant 5) 
 
So, main reason to come to Anzac is because we celebrate Anzac Day every year in 
Australia… (Participant 13) 
 
[…] to commemorate our soldiers [in] the ceremony … (Participant 16) 
 
I’m here to experience what other Australians have done before me. So, it’s something that 
every young Australian wants to do and I think needs to do, so that’s my motivation for 
coming over here and witnessing what happened and experiencing things first hand. 
(Participant 11) 
 
[…] to commemorate everything they did for us.… (Participant 22) 

 
From the participants’ opinions given above, it is clear that many of the participants were visiting the 
region with the primary motivation of attending and/or wanting to experience the ceremony organized 
for Anzac soldiers. It can also be said that the reasons for this motivation are the spiritual feelings of 
the Australian tourists towards the memory of Anzac soldiers who lost their lives during the war, and 
the respect and gratitude they feel towards them. In this context, the views expressed above by the 
participants in terms of their motivations for joining commemoration activities are supportive of the 
thesis put forward by related studies that argue this is one of the real motivations of Australian and New 
Zealander tourists visiting the Gallipoli Peninsula (Dore, 2006; Hall et al., 2010; Prideaux, 2007; Ryan, 
2007b).  
 
Becoming a Nation State and Cultural Identity 
National identity and culture consciousness have emerged as another motivational component in this 
study. As indicated in previous sections, after WWI, the Gallipoli Peninsula became important for 
Australians and New Zealanders in the context of becoming a nation state and consequently, gaining 
national identity; the Gallipoli Peninsula is equally important for Turks for similar reasons (Basarin et 
al., 2010). 

 
So, after the World War, we [had] just been born as a nation. So, we were 1901; so, Gallipoli 
was 15 years later; so it was very early for us. So yes, it is like the birth of a national identity… 
(Participant 4) 
 
It [Gallipoli] is a big part of our national identity. (Participant 25) 
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Another motivation of the participants for visiting the Gallipoli Peninsula refers to the emergence of 
the nation state and cultural identity. The opinions stated by the participants regarding this aspect of 
their history shows that the establishment of their nation state and the consequent development of a 
cultural identity, and the role of the battle in that process, makes the battlefields of the Gallipoli 
Peninsula important places for Australians and New Zealanders (Hall et al., 2010; Slade, 2003). Another 
important point to be emphasized is that for Australians and New Zealanders who visit the region in a 
secular rather than a religious context, it is seen as a cultural and historical pilgrimage (Basarin et al. 
2010). The statements of some of the participants seem to support this. 
 

[…] Muslims have Mecca. We have Gallipoli. (Participant 1) 
 
It is not religious for us. […] It is something different […] It is a part of Australian history. 
So, it is a historical pilgrimage. […] And maybe that’s what pilgrimage is. It is a historical 
pilgrimage; it is the birth of our identities as Australians. And for New Zealanders, the same. 
It is how we express ourselves. (Participant 4) 
 
[…] there is no pilgrimage in the religious sense at all. (Participant 21) 

 
The views of the participants who see their visits to the battlefields of the Gallipoli Peninsula as a secular 
pilgrimage due to the symbolic importance of the war for the formation of their nation state and the 
development of their cultural identity are supported by other research (Hall, 2002; Hyde and Harman, 
2011; Kokkranikal et al. 2015; Seaton, 2002). The importance attributed by Australian and New Zealander 
tourists to the Gallipoli Peninsula may also be explained by the interpretations of different groups or 
persons in terms of the spiritual qualities of the region (Foley and Lennon, 1996a). As a result, when the 
travel motivations of Australian, New Zealander and domestic tourists to the region are examined, the 
symbolic value of the region is observed to arise mostly from the fact that each of these countries 
became nation states after the battle took place (Ryan and Cave, 2007; Yeneroğlu-Kutbay and Aykaç, 
2016). Visits made to the region are being shaped by the motivation to strengthen one’s national identity 
(Farmaki, 2013).  
 
Push Motivational Factors 
Family Ties 
Previous studies have indicated that motivations to visit the Gallipoli Peninsula depend upon several 
factors, one of which relates to relationship ties between tourists and individuals who lost their lives 
during the battle (Hyde and Harman, 2011). It is clear that this motivational factor constitutes one of 
the sources of motivation among the visitors who participated in this study. 
 

I am, of course, interested [in] where my father fought. Yeah, it is a family member… My 
father, although he fought the Turks, was very respectful of them… We’ve tried to follow 
where they went, where they fought and those that were killed. We’ve visited their graves. 
(Participant 7) 
 
[…] main reason, I think, that motivated me to come to Istanbul and Turkey is because of 
the Anzacs, because I’ve got my grandfather… he fought for Australia and then I’ve got lots 
of great, great uncles that fought in Gallipoli. (Participant 18) 
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[…] I wanted to come here because our great-grandfather was martyred here. […] Actually I 
couldn’t find his grave but I would like to think, imagine and feel how they fought here, I 
mean. I came for this reason. (Participant 38) 
 
[…] My grandfather also participated in that war. He used to tell us he had fought in this 
battle… Since those were our feelings since childhood, I wanted to see this place. 
(Participant 39) 

 
When these statements are considered, it is clear that having family members who were involved in the 
war is a decisive motivational factor for visiting the region (Kokkranikal et al., 2015). An examination of 
the countries of origin of the participants who expressed this motivation for visiting the region reveals 
that they were all citizens of either Turkey, England or Australia; this is an important point to note.  
 
Curiosity 
Another motivation for visiting battlefields, which arises alongside empathy, is curiosity (Isaac and 
Çakmak, 2013; Ryan, 2007b). Curiosity emerged as another motivational component in this study. 
 

It was for travel. I was wondering about this place (Gallipoli Peninsula). My friends also 
suggested it. So, we went for a few days. (Participant 32) 
 
Because of curiosity… My brother-in-law also came here. Some of my friends also came. 
They told me, “You should come and visit”. (Participant 37) 
 
People are curious about how the Dardanelles War broke out. People are curious. I mean, 
how did our elders go [to fight]? People are curious about how it really happened, how it 
ended, how they fought. They would like to see [the location] for real. I also came to see it 
for real. (Participant 43) 
 
[Just curious about the history] interest [in] the history, in this case it was [the] Gallipoli 
battle … (Participant 17) 

 
In the context of dark tourism and visits to places where many people have died, the literature reveals 
that curiosity is often highlighted as the main motivation source (Isaac and Çakmak, 2013; Ryan, 2007b). 
However, this motivational factor has not emerged in previous studies of battlefield tourism, which is a 
form of dark tourism. Slade (2003) and Hall et al. (2010) argue that the motivation sources of tourists 
that visit the Gallipoli Peninsula do not arise from curiosity; on the contrary, these places are visited 
because they carry symbolic value as a place where nation states were born. Yet, in this study, curiosity 
was mentioned by one of the participants as their motivation for visiting the region.  
 
Patriotism 
The Gallipoli Peninsula, a site of historical importance, is known among Turks, Australians and New 
Zealanders as a place that has spiritual value as it constitutes the beginning of the formation of their 
respective nation state identities (Ryan, 2007a). Although on the losing side, participation in annual 
commemoration ceremonies has symbolic value for Australians and New Zealanders, as it does for 
Turks, who were on the winning side (Prideaux, 2007). The data obtained from the interviews in this 
study revealed a motivation for visiting the region for the purpose of commemoration for Australians, 
whereas for local tourists, they were commemorating those who lost their lives during the war. This 
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motivation to visit martyrdoms and mausoleums, which are regarded as sacred, can be explained in 
relation to the concept of patriotism. 
  

Patriotism, the history… (Participant 1) 
Patriotism and just kind of respect, the Australian history… (Participant 2) 
Patriotism. And I think it’s something that everyone, every Australian should do to come 
here and to see how hard it was for the men and all of that. (Participant 3)  
Patriotism, and to pay tribute to the fallen soldiers in the past... (Participant 5) 
[…] it is a family member; patriotism and we’re interested in both. (Participant 7) 

 
The concept of patriotism as a direct reason for travelling to the region was primarily mentioned by the 
Australian participants. The most important aspect of this patriotism that emerged were references to 
the heroism of those who lost their lives fighting for their country during the war (Kokkranikal et al., 
2015; Ryan, 2007a). 
 
Desire to know a different culture 
The desire to know different cultures emerges as a factor in the motivation to travel to places where 
battles have taken place for tourists interested in battlefield tourism, in the context of dark tourism 
(Bigley et al., 2010). This factor, the desire to know a different culture, was mentioned by the participants 
of this study, particularly the Australian participants, in relation to their motivations for visiting the 
Gallipoli Peninsula.  
 

Obviously I’ve seen a lot of pictures, and umm it just looks like an amazing place, and just 
experiencing another culture. (Participant 18) 
 
[…] Culture, something different and Anzac Day. (Participant 3)  
 
[…] So, I would say that, it is particularly related to Gallipoli. If you would say like Istanbul, 
I would say that we wanted to go to Istanbul because of the culture. So, we wanted to 
experience the Turkish culture. (Participant 4) 

 
Unlike some of the other motivational factors discussed, this motivational factor emerged, not as a 
motivation to travel for its own sake, but rather as one of several motivational factors mentioned by the 
participants. This was often because several of the international participants’ visits included not only a 
visit to the Gallipoli Peninsula, but also touristic trips to other parts of the country, sometimes before 
visiting this region and attending the commemoration ceremony and sometimes afterwards.  
 
Media 
The role of the media in the formation of tourists’ motivations to visit destinations developed alongside 
its role in the emergence and development of the concept of dark tourism; roles which also, as stated in 
previous sections, emerged in this study (Foley and Lennon, 1996a; Seaton, 2002; Sharpley, 2005). In 
this context, it can be said that the media played a role in creating and encouraging both the push and 
pull motivational factors for visiting the battlefields located at the Gallipoli Peninsula Historical 
National Park among the tourists in this study. The media sources in question include traditional media 
channels as well as some popular social media outlets that have emerged with the development of 
technology. The findings of the research have revealed the different ways in which the media influenced 
the travel motivations of the tourists visiting the region, as seen in their statements.  
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I would have to go and say social media. ‘[…] but also what we were taught in school… 
(Participant 1) 
 
Internet. Yeah! Social media. (Participant 5) 
 
Of course. We can say. Because of the 100th Anniversary there was the Russell Crowe movie 
[…] Therefore, for the 100th Anniversary celebration showing in [the] mass media there was 
a lot about Gallipoli … (Participant 21) 
 
In Turkey… there was a broadcast about the renovation of monuments and memorials in 
this area and an initiative to increase awareness of it. After I watched it, I was very 
impressed. (Participant 30) 
 
[…] Social media is everywhere […] Particularly when we were passing Gökçeada it was very 
effective. Suggestions there: recommendations such as ‘you should come and stay here […] 
don’t go before seeing that’ were effective. (Participant 34) 
 
It was effective. There is a Gallipoli movie. You are impressed when you watch it. How did 
they fight, with what weapons did they fight?… A different feeling. Very different… 
(Participant 37) 
 
[…] I always thought about coming to Dardanelles […] But I think I watched all the movies. 
Movies have motivated me more than other things. (Participant 38) 

 
In light of the statements provided above, it is clear that the findings support the view that the media 
has a very important role in the process of disseminating information about the region, which 
strengthens both domestic and international tourists’ motivations for visiting the region. This concurs 
with the findings of other studies and demonstrates that the media has a significant impact on dark 
tourism motivations (Foley and Lennon, 1996a, 1996b; Yuill, 2003).  
 
Reference Group 
Some of the participants who visited the Gallipoli Peninsula mentioned that another factor that helped 
generate the motivation to travel to the area was propaganda through word-of-mouth from reference 
groups (relatives, friends, etc.). 
 

I have friends who have been here before and they said that there were very pleasant and 
emotional things… (Participant 27) 
 
[…] Mainly, Mom and Dad … (Participant 3) 
 
A lot of friends influenced us. They’ve been here before. We’ve had friends been here before 
and they have encouraged us to come … (Participant 8) 
 
Social media didn’t have any role in us coming here. […] Friends, family… (Participant 19) 
 
Family and friends. The main effective factor was family and friends sharing stories with us 
about their visits to the region. (Participant 32) 
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[…] There was no specific thing affecting me apart from our friends who came here before. 
We know that they were impressed as well… (Participant 35) 

 
Following an evaluation of the statements above, it is possible to say that information obtained from 
close reference groups (relatives, friends, etc.) who had already visited the region played an effective 
role in generating a motivation to visit the Gallipoli Peninsula among the participants. This suggests 
that although the media can be an effective factor in generating travel motivations, reference groups 
can also impact people’s motivations to visit tourism destinations (Kaya, 2006; Murphy et al., 2007).  
 
Tourism Experiences of Tourists Visiting the Gallipoli Peninsula 
Alongside dark tourism motivations, the experiences of tourists to this region were also examined in 
this study, and revealed similarities and differences according to the nationalities of the participants. 
Dark tourism, in terms of the experiences it provides, differs from other cultural experiences 
(Yeneroğlu-Kutbay and Aykaç, 2016). The findings of this study are set forth in two categories, 
psychological and socio-cultural experiences; within those categories are included six different themes. 
The psychological experiences category consists of four themes, namely emotional experience, sadness, 
developing empathy and memorable tourism experience. The socio-cultural experiences category consists 
of two themes, namely learning/understanding history and nation-state consciousness and cultural 
identity.  
 
Psychological Experiences 
Emotional Experience 
In this first category, the emotional aspect of the experiences that the participants had during their 
visits emerged as the sub-theme most frequently mentioned by the participants. The experiences of 
both domestic and international tourists of visiting the site were similar and included emotional 
reflections upon the war that took place there. 
 

There was information between the lines of the books we read, but the things that were told 
[to] us by the tour guides during our tour […] knowing those [things] affect people more […] 
Therefore, when you look at it from our point of view, from my country’s point of view-
stepping outside the historical reality- my feelings come into prominence. (Participant 29) 
 
When you visit the region without other visitors, it is really very impressive… (Participant 
31) 
 
There are really many impressive things […] I can say that self-devotion was the emotion 
that was mostly felt, [that] emerged as a prominent concept here… Of course there is an 
emotional part to this war. (Participant 35) 
 
It is completely different. You turn the clock back. You feel that you lived those events. It is 
a completely different thing. It is an effect which is more emotional. (Participant 36) 
 
[…] It was very similar but you just don’t get the same sense that you do here, it's a bit more 
touching. It’s like really, really moving. (Participant 18) 
 
I think the factor of services at Dawn is quite emotional. Because as they [are] doing the 
speeches in the presentations, [it] is very, very dramatic. (Participant 21) 
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[…] they’re very emotional. It’s very hard to comprehend some of the, you know, the details 
and the graves and things like that. Makes you feel like a bit teary … (Participant 2) 

 
The participants’ statements concerning their experiences of visiting the Gallipoli Peninsula battlefields 
suggest that both the domestic and international tourists had similar emotional experiences. These 
findings provide further evidence of the emotional experience characteristic indicated in the literature 
on dark tourism experiences (Kang et al., 2012; Yeneroğlu-Kutbay and Aykaç, 2016). 
 
Sadness 
The second most-frequently expressed effect, after emotional, described by the participants who visited 
the Gallipoli Peninsula battlefields, was sadness. In this study, it became clear that the experiences of 
both domestic and international tourists were solemn as most of the feelings expressed by them were 
negative. 
 

Very emotional, sad, sadness, yeah, I think. (Participant 1) 
Sadness and pride! Sad, because so many people died and they were young but pride because 
they kept fighting, they didn’t give up. (Participant 3) 
[…] it’s quite sad to think, like how many lives were lost… (Participant 18) 
A lot of sadness, with all the lives that were lost … (Participant 19) 
How sad it was for Australians? (Participant 20) 
[…] When I visited the martyrs’ cemeteries and thought about the people who lost their lives 
for their country, I felt sad… (Participant 38) 

 
The experiences gained by both the domestic and international participants during their visits to the 
area were solemn; this is a second sub-theme that emerged during the course of the research. The most 
important factors that generate this sadness are tourists’ perceptions of the area as it is presented to 
them and their emotional interpretation of the site (Miles, 2002). 
 
Developing Empathy 
Developing empathy is another factor that gives form to the experiences of visitors to the Gallipoli 
Peninsula Battlefields. This factor became prominent in the study, either directly or indirectly, as 
another experience component gained by the participants during their visits. As well as asking questions 
with the aim of understanding their experiences of visiting the area, the study also asked “Can a sense 
of developing empathy explain your feelings?” The participants’ comments were: 
 

Of course! Feelings of empathy […] We all read, heard about it in books, and we were always 
told to see this for real […] Again, we received some information from our guide but it is a 
very different feeling to seeing the places where the events took place… (Participant 29) 
Yes, we can say that. We can say that it is empathy. We can say that we developed empathy. 
We can say that this means to live that moment by going back to the past and to put 
ourselves in their place. (Participant 38) 
 
[…] It created an impression that people fought for their country in the past with their hearts 
and souls. I felt empathy. (Participant 30) 
 
You really get very affected […] Our lives are easy but if you think about how they lived in 
the past, your mind is blown. (Participant 37) 
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[…] the emotion I felt at the ceremony […] trying to convey the difficulties that these, these 
soldiers - these soldiers faced… (Participant 16) 
 
Just how big the space was and how hilly it was and just looking at perspectives from both 
sides… (Participant 9) 
 
[…] I mean it’s quite surreal seeing all the trenches, and everything like that, and it’s quite 
sad to think, like how many lives were lost […] Turks, Australians, New Zealanders. But I 
think the most important thing that I got from the whole experience was that… (Participant 
18) 
 
I think it was just an overall surreal experience actually being back where all that happened 
so long ago. And just trying to imagine what it would have been like, and I was just camping 
out in the area as well experiencing the cold and being without everyday things that we take 
for granted. (Participant 26) 
 

Developing empathy is generally known as one of the motivational factors of those interested in dark 
tourism (Ryan, 2007b). In this study, it also has the characteristic of being a component that emerged 
under the experience theme. Developing empathy was put forward as an emotion expressed directly by 
domestic visitors and as an experience factor expressed indirectly by international tourists. Developing 
empathy, in the context of dark tourism, is an element that can be formed when comments are made 
by tourists about areas they visit and museums in those areas (Miles, 2002). As a result, it can be said 
that the empathy developed towards the area of the Gallipoli Peninsula battlefields by tourists appeared 
as a reflection of the interaction process and a product of the psychological process (Sharpley and Stone, 
2009; Stone, 2009). 
 
Memorable Tourism Experiences 
Another important sub-theme that emerged from the findings is the memorable tourism experience as 
a form of emotional experiences. The tourism experiences that relate to this sub-theme came into 
prominence most significantly in replies to the question “Which were the factors that made your visit 
memorable?”, in quite different ways depending on whether they were domestic or international 
tourists. The participants made the following statements about the emotions obtained and those that 
were imprinted most strongly in their memories following their visits to the battlefields of the Gallipoli 
Peninsula. 
 

[…] there was one very memorable one. It was from a Turkish soldier. And the Turkish 
soldier he wrote a letter to his mother and father. Look after my wife, look after my child… 
very emotional. (Participant 1) 
Gallipoli is a memorable experience. I would just tell particularly about Gallipoli, about the 
emotions and the remembrance. (Participant 4)  
 
Just how big the space was and how hilly it was and just looking at perspectives from both 
sides … (Participant 9) 
 
…to be honest we all sort of felt that the New Zealand ceremony was very, very touching. 
Had lot of cultural events, had lot of singing and the haka at the end was just unbelievable… 
(Participant 10) 
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…the memorable spots up at Gallipoli and the wonderful people of Istanbul and here 
[Gallipoli] will all stay in our minds forever I think. (Participant 19) 
 
I think the New Zealand service. It was magical, powerful, humbling, moving, inspiring. 
(Participant 21) 
 
In my opinion, what Atatürk had said in memory of Anzac soldiers [that is written] on our 
monument is very important. (Participant 29) 
 
The martyrs’ cemetery, for example, is an unforgettable memory for me… (Participant 32) 
Actually, what we were told here made it unforgettable… So what we were told by friends, 
people here strengthened the impression on us… (Participant 35) 
 
Martyrdom is always on my mind. Our people, who gave their lives, sacrificed [their lives] 
and so our ancestors should not be forgotten. One must see and feel here… (Participant 39) 
Prayer Bastion. The short films shown there and their sounds impressed us a lot. I can never 
forget it (Participant 36) 
 

In light of the statements above, it can be said that the elements that made their experiences memorable 
were the feelings that their visits to the area evoked in them. The tourists who participated in the study 
stated that the touristic elements that evoked particularly strong feelings were the monuments, martyrs’ 
cemeteries, inscriptions and memorials located at the site.  
 
Socio-Cultural Experiences 
Learning/Understanding History 
In previous sections, interest or curiosity in history and learning history were the most important 
motivation given for travelling to destinations related to dark tourism (Kokkranikal et al., 2015; Preece 
and Price, 2005). The findings of this study demonstrate that learning and understanding history are at 
the forefront of the experiences gained by both local and foreign tourists visiting the Gallipoli Peninsula 
battlefields, as the participants discussed the films and documentaries they watched during the 
commemoration ceremony and the historical memorials and inscriptions they saw at the site. 
 

Yeah, history and where actually things happened and why they happened. Because we only 
seem to get taught a very brief history … (Participant 2) 
 
[…] I’ve learned so much. About history, yeah, it’s really changed my perspective on it. 
(Participant 9) 
[…] we watched a lot of documentaries about this site…I think [they] gave us a really deep 
understanding of what happened here. (Participant 6) 
 
[…] I think it just gives you a better understanding of the whole situation… (Participant 15)  
 
[…] I think it gave me a deeper understanding of that history […] we went to the Turkish 
memorial, and we went to the 57th Regiment Memorial. So, it’s just understanding the 
impact that the war had on both countries. (Participant 16) 
 
The documentaries were very important. They gave me more knowledge, and a more, bigger 
understanding of the war … (Participant 1) 
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[…] If made consciously, visits to this place are important experiences in order to 
understand the history and to take lessons from it. (Participant 31) 
 
I can say that our bonds with history are tighter now. It has strengthened our ties with the 
past (Participant 34) 
 

An examination of the views of the participants reveals that a consciousness has been formed to an 
important extent in terms of providing historical information to visitors interested in history. An 
impression was also gained from the face-to-face interviews with the participants that they were given 
important historical knowledge during the visit. Undoubtedly, the role of the tours led by guides should 
be seen as another important aspect of visitors’ learning and understanding history. 
 
Nation-State Consciousness and Cultural Identity 
Another experience dimension derived from the data obtained in this study is nation-state 
consciousness and cultural identity. This was mentioned by the study’s participants as one of the factors 
that formed their travel motivations. The symbolic value of the Gallipoli Peninsula battlefields for 
citizens of both Australia and New Zealand is the acquisition of a cultural identity that was formed 
during the processes in which their respective nations became nation states (Slade, 2003). In this 
context, the main elements that make visiting the site meaningful for Australians and New Zealanders 
are the nation-state consciousness and cultural identity components.  
 

I always wanted to explore what people meant by the Anzac spirit and I think coming here, 
we got a real good understanding what it meant to be an Anzac and how that helped us to 
develop as a nation. (Participant 10) 
 
[…] you know it’s got to do with freedom, liberty and our national identity. (Participant 4) 
 
[…] I think it’s worth it to celebrate this kind of key point in the history of a nation - it should 
not be forgotten. (Participant 17) 
 
[…] What we call our country’s defence was achieved through the sacrificing of lives. 
Actually, this is the most impressive part. You can see what kinds of things people sacrificed 
in order to defend this country and freedom… (Participant 35) 

 
When these views are taken into consideration, the importance of the Gallipoli Peninsula battlefields 
for Turkish, Australian and New Zealander tourists comes to the forefront as a location that was 
significant in the formation of their respective nation states and cultural identities. This finding concurs 
with the results of previous studies (Basarin et al., 2010; Donoghue and Tranter, 2015; Prideaux, 2007; 
Yeneroğlu-Kutbay and Aykaç, 2016). 
Conclusion 
An examination of the travel motivations and experiences of tourists who have visited the battlefields 
located at the Gallipoli Peninsula Historical National Park has revealed that there are similarities and 
differences according to the nationalities of the visitors. Although these findings concur with the 
findings of previous studies, they also include results that reflect the uniqueness of the study’s context. 
While dark tourism motivations may depend on tourists own personal reasons for visiting a destination, 
they can also be explained with reference to the special characteristics of the destination in question 
(Isaac and Çakmak, 2013). Research has shown that tourists’ motivations for visiting the battlefields of 
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the Gallipoli Peninsula have a heterogeneous structure. The analysis undertaken in this study has 
revealed that the participants visited the Gallipoli Peninsula Historical National Park due to different 
types of push and pull motivational factors. While the motivations of both the domestic and 
international visitors who participated in this study had some similar characteristics, there were also 
some key differences. The factors that motivate tourists visiting the site in the context of dark tourism 
can be grouped into three categories, namely, push, pull and both push and pull motivational factors. 
  
In this context, motivations can be grouped into two categories and ten themes. The themes included 
in the attracting motivational factors category are: education/learning, history knowledge/ 
consciousness, participating in a commemoration ceremony and becoming a nation state and cultural 
identity. In the push motivational category, there are the following themes: family ties, curiosity, 
patriotism, desire to know a different culture, media and reference group. It is clear that both internal 
and external motivational factors affected both the domestic and international tourists who participated 
in this study, in their visits to the region.  
 
The experiences of tourists who have visited the region in question show similarities and differences in 
terms of dark tourism motivations, according to their nationalities. Dark tourism differs from other 
cultural experiences in terms of the experiences it offers (Yeneroğlu-Kutbay and Aykaç, 2016). The 
findings obtained in the study were grouped into two categories, known as psychological experiences 
and socio-cultural experiences, with several different themes included in these categories. The 
psychological experiences category included four themes: emotional experience, sadness, developing 
empathy and memorable tourism experience. The socio-cultural experiences category included two 
themes: learning/understanding history and nation-state consciousness and cultural identity.  
 
Curiosity and a desire to know different cultures were stated as travel motivations by the participants in 
this study; this differs from the results obtained from similar studies. The most significant travel 
motivations mentioned by the Turkish participants were education/learning and knowledge 
/consciousness of history, whereas for the Australian and New Zealander tourists, participation in 
commemoration ceremony was the most important motivational factor. This is in line with the findings 
of other studies conducted examining the motivations of tourists from Australia and New Zealand 
(Hyde and Harman, 2011; Lagos et al., 2015; Prideaux, 2007).  
 
When the tourism experiences of the participants are evaluated, it is clear that the most significant 
common aspect of their experiences was the emotional and saddening impact of their visits. In other 
words, the experiences that visitors have are formed by their psychological and emotional interactions 
with the locations visited, including those where commemoration ceremonies are held (Cohen, 2011). 
The experiences that the participants had during their visits may be impacted by either their individual 
psychological characteristics or socio-cultural characteristics. In addition, the historical and cultural 
characteristics of the destination are important. For Australian and New Zealander tourists, 
participation in commemoration ceremonies emerged as an important ritual for their understanding of 
their own cultural identity. This is similar to the experiences of Turkish people visiting the site.  
 
Another aspect was revealed as making the experiences of both domestic and international tourists who 
visit the Gallipoli Peninsula battlefields impressive, namely, the authentic design of the site and the 
importance of the places open to tourists. In this context, visits to the site area in question, visitors’ 
interpretations of the site during and after commemoration ceremonies, their interactions with the 
knowledge gained during the visit, and the development of their learning level and environmental 
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perception lead to positive experiences. These findings are supportive of other studies in the literature 
(Chang, 2014).  
 
Another important finding of the study is that both conventional and social media have an effect on 
tourists’ motivations to visit the site in question, acting as a push factor. Other studies have 
demonstrated how media and information acquired before visiting a tourism site play a decisive role in 
the experiences of some visitors (Liyanage et al., 2015; Yuill, 2003).  
 
When the motivations and experiences of tourists who visit the Gallipoli Peninsula battlefields were 
examined, it is clear that they were in line with other studies carried out on special interest tourism that 
mostly depends on culture (Kozak and Bahçe, 2012; McKercher, 2002; Minic, 2012). It was also observed 
that the participants reflected a multi-purpose cultural type of tourist rather than simply a cultural 
tourist type.  
 
The findings from the study show that the battlefields located at the Gallipoli Peninsula Historical 
National Park can be categorized as the “darkest” type of dark tourism, according to Stone’s (2006) dark 
tourism shading scheme. In this context, the authentic positioning of the site, its high political effect 
and ideology, the fact that it is education-focused and history-centred, and is seen as authentic, as well 
as the fact that visits to the site tend to be of a short duration, the site is not oriented towards supply 
and has less infrastructure were all supported by the findings obtained from the participant 
observations.  
 
In terms of experience types, the dimensions of the experiences that the visitors had can be said to be 
closer to the emotional and informative experience category. This supports the emotional and 
informative experiences approach developed by Aho (2001). The study also revealed that the experiences 
the participants had during their visits included some of the positive and negative characteristics 
proposed by Pearce and Caltabiano’s concept of experience components (1983). While the sadness 
expressed by the participants was primarily seen as a negative emotional experience, learning about and 
understanding their history and developing their nation-state consciousness and cultural identity were 
seen as positive experiences.  
 
The transformation of the Gallipoli Peninsula Historical National Park into a sanctuary was completed 
after the war when the Gallipoli Campaign took place, and after the five phases developed by 
MacCannell (1976) were fulfilled; this is similar to the case of the Waterloo battlefield (Seaton, 1999). 
The importance of the Gallipoli Peninsula Historical National Park is different for Turkish compared to 
Australian and New Zealander tourists. For Australians and New Zealanders, Gallipoli has a spiritual 
meaning and, consequently, cultural and secular pilgrimage characteristics come into greater 
prominence. This may be because it represents the beginning of the formation of their respective nation 
states and related cultural identity, after the end of the war. In other words, the deaths of Anzac soldiers 
have symbolic meaning in terms of social belonging, awareness of being a nation state and the formation 
of a cultural identity that includes moral values such as national independence, patriotism and heroism 
(Hall, 2002; Hyde and Harman, 2011; Kokkranikal et al., 2015; Ryan, 2007a; Seaton, 2002). In this regard, 
visits to the area made by Australian and New Zealander tourists can be thought of as secular or modern 
pilgrimages conducted in a historical and cultural context, as discussed in the dark tourism literature 
(Collins-Kreiner, 2010a, 2010b; 2016; Stone, 2005), rather than having a religious dimension. This area is 
perceived differently by Turkish tourists, whose visits to, and interpretation of, the area includes a 
religious aspect and religious rituals. This difference can also be seen by the fact that different 
mausoleums and martyrs’ cemeteries have different constructional and architectural forms. Different 
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interpretations and the attribution of different values to the site by tourists depends on the active role 
played by cultural identity, developed during the nation-state formation process, alongside the 
contributions of archaeological sites, which, over time, have gained a cultural dimension, particularly 
in light of the formation of the nation states in question (Palmer, 1999; Young, 1999).  
 
Studies of the motivations of tourists to visit war sites make it clear that tourists are influenced by more 
than one motivational factor (Kokkranikal et al., 2015). The travel motivations of both the domestic and 
international tourists to the Gallipoli Peninsula who participated in this study illustrate these 
differences. The travel motivations of the Australians and New Zealanders who visited the Gallipoli 
Peninsula battlefields were mostly participation in a commemoration ceremony (e.g. experiencing a 
service at dawn), family bonds and recognition of a different culture, whereas historical 
information/awareness, education/learning, family bonds and interest were the travel motivations of 
local tourists.  
 
The differences in the experiences gained by the participants can be explained with reference to the 
different level of psychological and emotional reflection experienced by the visitors, for various reasons, 
during the communication process with the site where the commemoration ceremony was held, as well 
as other sites visited (Cohen, 2011). This result supports the view that similar tourism products can 
generate different experiences (Prentice et al., 1998). 
 
In this study, it was observed that the experiences expressed under the theme of developing empathy 
show that legendary places that bring to mind patriotism and heroism among tourists are perceived 
and interpreted differently by members of different societies. The experience approach based on this 
phenomenon mostly reflects the iconic experience that is contextualized by tourists' gaze upon the 
relevant site, which contributes to the development of the experience, and its content (Hayllar and 
Griffin, 2005; Ryan, 2007a; Sternberg, 1999). In other words, it is possible for tourists to obtain these 
types of experiences that are socially contextualized by means of the beliefs and opinions that they 
already have (Kokkranikal et al., 2015). 
 
Limitations of the Study 
The above-mentioned comprehensive study was conducted in order to understand the motivations and 
experiences of tourists visiting the Gallipoli Historical National Park. As the research was conducted on 
significant dates and in the context of a sample event as part of the research design, the data obtained 
are limited in terms of time and place and so generalizations are not possible. In addition, due to time 
constraints, focus group interviews with local and foreign tourists could not be conducted.  
 
 Some suggestions are presented for researchers and practitioners with regards to the findings of this 
study. Studies related to motivation and experience in the context of dark tourism have examined the 
phenomenon both from the supply-side and the demand-side. The data obtained from this study show 
that there are some cultural differences which constitute a component that affects both motivation and 
tourism experiences. Therefore, it would be beneficial for future studies to aim to develop a deeper 
understanding of the motivations and experiences of tourists who visit the site, from an anthropological 
perspective.  
 
The results and conceptual classifications (typologies) obtained from previous studies on the dark 
tourism concept would be valuable in order to present a comparative perspective, rather have more 
cultural qualifications and studies of the area in a cultural context. In the context of dark tourism, 
studies examining motivation and experience have physiological and socio-cultural dimensions. 
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Therefore, a determination of the dimensions typical to the destinations that affect motivation and 
experience, in the context of dark tourism, and their effect on motivation and experience should be 
studied by conducting a relational analysis, which may provide important clues for stakeholders in 
charge of destination management.  
 
The opinions of tourists visiting the area were evaluated in this study. Future studies may want to focus 
on measuring local people’s tourism perceptions and attitudes. A future study may be conducted to 
investigate how the attractiveness of destinations can be increased and what steps can be taken to 
develop tourism across all seasons of the year by using qualitative research methods with tourism 
stakeholders (face-to-face interviews and/or focus group interviews). Studies measuring the levels of 
interaction between local people and tourists would be valuable. Studies aiming to understand and/or 
measure the degree of reflection of some of the authentic characteristics of the site regarding the 
perception of the related place among tourists visiting the area may also contribute positively to the 
literature. 
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