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RESUMEN

Este estudio analiza los comportamientos de compra de los
turistas indios que participan en tours itinerantes en Tulrkiye,
empleando un enfoque cualitativo basado en la observacién
participante durante ocho recorridos realizados entre octubre de 2022
y enero de 2023. Los resultados muestran que las compras
constituyen un componente central de la experiencia turistica, donde
el regateo emerge como una practica dominante en tiendas, paradas
intermedias y actividades opcionales. Los turistas indios solicitaron
con frecuencia descuentos adicionales o regalos, y la insatisfaccion
con los niveles de descuento influy6 directamente en sus decisiones
de compra. La interaccion con los vendedores fue generalmente
limitada, excepto en las tiendas de delicias turcas, donde las
degustaciones promovieron un mayor contacto. Los guias turisticos
desempefiaron un papel mediador clave, dado que los turistas
confiaron en ellos para evaluar precios, apoyar negociaciones y
gestionar quejas. Las propinas fueron poco comunes, mientras que
las principales quejas estuvieron relacionadas con la calidad de la
comida, el nivel de especias y el tamafio de las porciones en los
restaurantes. Los hallazgos aportan evidencia detallada sobre los
factores culturales, sociales y experienciales que configuran los
patrones de consumo de los turistas indios durante los tours en
Turkiye, ofreciendo implicaciones relevantes para la gestion y el
disefio de productos turisticos dirigidos a este mercado.
Palabras clave: Turistas indios, Comportamiento de compra, Tours
itinerantes, Regateo, Observacion participante, Tirkiye
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ABSTRACT

This study examines the shopping behaviors of Indian tourists
participating in itinerant package tours in Turkiye through
participant observation conducted across eight tours between October
2022 and January 2023. Observations of 193 tourists reveal that
shopping is a central component of the tour experience, with
bargaining emerging as a dominant behavior across shops, rest stops,
and optional activities. Indian tourists frequently requested
additional discounts or complimentary gifts, and dissatisfaction with
discount levels often influenced purchase decisions. Interactions
with salespeople were generally limited, except in Turkish delight
shops where tastings encouraged engagement. Tour guides played a
key mediating role, as tourists relied on them for price evaluations,
negotiation support, and complaint handling. Tipping was rarely
observed, while complaints primarily focused on food quality, spice
levels, and portion sizes. The findings contribute detailed, field-
based insights into the cultural, social, and experiential dynamics
shaping Indian tourists’ consumption patterns during package tours
in Tarkiye.

Keywords: Indian tourists, Shopping behavior, Package tours,
Bargaining, Turkiye, Participant observation

1. Introduction

Indian outbound tourism has grown rapidly, making India one
of the fastest-expanding source markets globally. With over 1.4
billion people and a growing middle class, India is poised to become
a top contributor to international tourism. Southeast Asia and Europe
remain favored destinations for Indian travelers, while emerging
spots such as Vietnam and Croatia continue gaining popularity. In
2024, outbound departures from India peaked at 3.08 crore, up from
2.78 crore in 2023 (Ministry of Tourism, Government of India [MoT],
2025). As of April 2025, monthly departures remain robust, with
approximately 2.9 million Indians travelling abroad (MoT, 2025).
Meanwhile, the FICCI-Nangia Nxt LLP report confirms that the
outbound tourism market reached USD 18.82 billion in 2024 and is
expected to grow at a CAGR of around 11.4%, reaching about USD
55.39 Dbillion by 2034 (Nangia Nxt LLP & FICCI, 2024).
Additionally, the Mastercard Economics Institute highlights that
2024 recorded India’s highest outbound travel volume to date, driven
by a burgeoning middle class and enhanced global connectivity
(Mastercard Economics Institute, 2025). The potential of India’s
outbound tourism offers substantial opportunities for destinations
worldwide to tap into this growing segment, contributing to local
economies, boosting tourism revenues, and fostering cross-cultural
exchange.

This rapid growth has boosted traditional destinations and
increased the appeal of newer ones. Thanks to its rich cultural
heritage, diverse landscapes, and various itinerant tour options,
Tirkiye has become a popular destination for Indian tourists. In
Turkiye, they show particular interest in historical tours, shopping
experiences, and culinary tourism, aligning with preferences for
authentic and personalized experiences. Itinerant package tours
typically include historical and cultural destinations such as Istanbul,
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Cappadocia, Pamukkale, and Ephesus, where Indian tourists exhibit
strong interest in luxury accommodation and cultural events.
However, their shopping behaviors on these tours remain
underexplored.

Itinerant package tours not only include visits to shops
offering traditional handicrafts and specialty products but also
feature optional activities such as balloon rides and cultural shows.
While exploring historical and cultural attractions, tourists
simultaneously engage in shopping along the route. This study
examines the shopping behaviors of Indian tourists on these tours,
with particular focus on practices such as bargaining, tipping, and
interactions with vendors and guides. This study contributes to the
literature in three respects. First, it provides field-based behavioral
evidence on Indian tourists' shopping practices during package tours
in Turkiye, drawing on participant observation across eight tours
rather than self-reported data. This methodological choice yields
access to behaviors-bargaining dynamics, vendor interactions,
complaint expressions-as they unfold in situ rather than as they are
retrospectively recalled. Second, the study documents the mediating
role of the tour guide among Indian tourists at a level of intensity not
previously reported in the literature on Asian outbound markets.
Third, it demonstrates empirically that bargaining functions as a
culturally and symbolically embedded practice rather than a purely
economic negotiation, contributing to theoretically grounded
accounts of consumer behavior in tourism contexts. The findings
provide actionable insights for tourism stakeholders in Tlrkiye and
beyond, helping them tailor services that enhance the travel
experience and meet the expectations of Indian travelers.

2. Literature Review

2.1. Shopping Behavior in Tourism

Tourist shopping behavior has long been recognized as a
critical component of travel, not only for its economic impact but
also for its cultural and experiential value. Early contributions
emphasized that shopping constitutes a major part of the tourist
experience, often intertwined with sightseeing and cultural activities
(Timothy, 2005; Reisinger & Turner, 2002; Cohen, 1995). Dimanche
& Havitz (1995) were among the researchers who underlined the
importance of studying tourist shopping behavior, highlighting how
it reveals tourists’ motivations and their allocation of resources
during trips. Horner & Swarbrooke (2020) further argued that
consumer behavior in tourism extends beyond the purchase of goods
to encompass experiences that satisfy both personal desires and
social expectations, positioning shopping as a lens through which
tourist motivations and preferences can be more clearly understood.

Scholars have also investigated how psychographic and
cultural factors shape shopping practices. Fairhurst et al. (2007)
categorized tourists according to their motivations and preferences,
while Pandey & Srivastava (2013) emphasized the significance of
cultural, social, and emotional influences in purchasing decisions.
Lehto et al. (2014) expanded on this by identifying 12 distinct
shopping styles, such as habitual, brand loyal, fashion conscious,
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variety seeking, novelty seeking etc. each with unique priorities
during the shopping experience. Impulse buying is another critical
dimension of shopping behavior, with Karl et al. (2021) finding that
enjoyable and affective consumption experiences during travel
frequently result in unplanned purchases. These findings align with
studies by Baruah & Sarma (2015), which demonstrated that tourists
engaged in cultural trips are more likely to purchase souvenirs,
further underscoring the interplay between trip typologies and
shopping behavior.

Beyond motivational factors, shopping behavior is also deeply
shaped by cultural practices such as bargaining and tipping.
Bargaining is particularly salient in Asian and Middle Eastern
markets, where it is often perceived not only as an economic
transaction but also as a social ritual (Wu et. al., 2014; Thompson et
al., 2018; Yalinay et al., 2018; Kozak et. al., 2017). Hofstede’s
cultural dimensions provide a useful lens here, suggesting that
tourists from collectivist societies view bargaining as part of the
social process rather than a mere negotiation of price (Hofstede et al.
2010). Tipping practices similarly vary across cultures, with research
showing that they are less standardized and more situational in Asian
contexts compared to Western settings (Lynn, 1997; Lynn & Lynn,
2004; Ferguson et al., 2017). These variations highlight the extent to
which shopping-related interactions are embedded in broader cultural
norms.

Guides are frequently positioned as mediators in shopping
contexts, influencing purchase decisions and steering tourists toward
specific shops (Ap & Wong, 2001; Mak et al., 2011), shaping
perceptions of authenticity (Ap & Wong, 2001), and handling
complaints on behalf of tour operators (Huang et al., 2010). This
perspective emphasizes that shopping during tours is rarely an
isolated act between buyer and seller but rather a socially constructed
process involving multiple actors. Research on complaint behavior
further supports this view, showing that tourists from collectivist
backgrounds often express dissatisfaction indirectly or through
intermediaries, rather than confronting vendors directly (Chan &
Wan, 2008). Shopping behavior in tourism also extends into food and
beverage consumption, where cultural continuity plays a central role.
Pizam & Sussmann (1995) suggested that tourists’ preference for
familiar food abroad can be explained through the cultural dimension
of uncertainty avoidance. Subsequent studies confirmed this
tendency: Chinese tourists carrying noodles (Acar, 2022), Pakistanis
requesting English tea (Acar & Tanrisevdi, 2019a), and Koreans
bringing dried seafood (Acar & Tanrisevdi, 2021) reflect a desire to
maintain culinary habits during travel. Birdir & Akgél (2015),
however, showed that some groups, such as Indian tourists, may
simultaneously express curiosity for local cuisines while preserving
their own food practices. These insights underscore that shopping in
tourism should be understood in a broader sense, encompassing both
material purchases and food-related behaviors that sustain cultural
identity.

Taken together, the literature indicates that tourist shopping
behavior is driven by a complex interplay of motivations, cultural
norms, and social interactions. From bargaining and tipping to the
influence of guides and the continuity of food practices, shopping
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emerges as both an economic activity and a culturally embedded
process. Understanding these dynamics is essential for destinations
seeking to design effective marketing strategies, enhance tourist
satisfaction, and strengthen the economic contributions of shopping
within tourism.

2.2. Indian Tourist’s Shopping Behavior

Souvenir shopping occupies a central place in the travel
experiences of Indian tourists. Behera et al. (2022) emphasized that
local cultural items, such as Odisha’s handicrafts, serve as symbols
of destination identity and foster a sense of belonging. Jog et al.
(2024) extended this discussion by analyzing the psychological
outcomes of souvenir purchases, finding that satisfaction is higher
when souvenirs are collectible and functional. These insights
highlight the role of authenticity and quality in ensuring long-term
satisfaction and destination loyalty. These insights highlight the role
of authenticity and quality in ensuring long-term satisfaction and
destination loyalty.

Environmental awareness and digitalization also influence
Indian tourists’ shopping choices. Chatterjee & Barbhuiya (2021)
showed that while travelers express willingness to pay more for eco-
friendly products, this willingness often diminishes when
convenience is compromised. Gulati (2022) revealed that digital
platforms can effectively raise awareness of sustainable
consumption, especially among younger consumers. Similarly,
Josiam et al. (2015) demonstrated that Bollywood films shape
destination images and indirectly stimulate souvenir purchases, while
Wen (2009) underscored the role of e-travel portals in aligning
tourist expectations with local shopping opportunities. These studies
collectively suggest that Indian tourists’ shopping practices are
increasingly mediated by sustainability concerns and digital
influences.

Socio-economic and cultural contexts also play a decisive role.
Aramberri (2004) argued that although the rising middle class drives
much of India’s outbound market, government promotion often
neglects rural and economically diverse demographics, thereby
narrowing the reach of domestic tourism products. Cultural affinity
has been highlighted by Inbakaran & Thirumaran (2006), who found
that tourists are drawn to familiar products in diasporic settings like
Little India in Singapore. Similarly, Swanson & Timothy (2012)
emphasized that religiously and culturally significant destinations
encourage the purchase of items that symbolize emotional and
spiritual experiences. Perceived risks further shape shopping
decisions. Walia & Singh (2023) identified financial, psychological,
and fraud-related risks as significant deterrents, particularly in high-
risk destinations such as Jammu and Kashmir. These findings
underscore the importance of assurances regarding authenticity and
transparency in fostering confidence in local shopping. Finally,
Sharma (2021) explored the growing appeal of sharing economy
platforms such as Airbnb, showing that affordability, uniqueness, and
social connection resonate strongly with Indian tourists. This trend
parallels their souvenir choices, where value-based models that
combine symbolic meaning with affordability remain attractive.
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Collectively, these studies how that Indian tourists’ shopping
behavior is shaped by cultural attachment, economic considerations,
digital influences, and perceived risks. Their choices therefore
extend beyond narrow rational-choice models, reflecting concerns
about authenticity, value, and identity. Focusing on these culturally
and experientially grounded practices provides the basis for the
conceptual approaches discussed in the following section.

2.3. Approaches on Tourist Shopping Behavior

Understanding tourist shopping behavior requires conceptual
frameworks that move beyond rational choice models. In qualitative
research, cultural meanings, social interactions, and experiential
dimensions provide critical insights into how tourists engage with
shopping during their travels. Building on these considerations,
several approaches are particularly relevant to the present study.
Consumer Culture Theory (CCT) emphasizes that consumption is not
only an economic act but also a cultural and symbolic practice shaped
by identity and social context (Arnould & Thompson, 2005). For
Indian tourists, practices such as bargaining, requesting discounts or
gifts, and seeking validation from tour guides can be interpreted as
culturally embedded behaviors rather than purely economic
decisions, in line with CCT’s emphasis on consumption as a symbolic
and identity-related practice (Arnould & Thompson, 2005).

The experiential view of consumer behavior, introduced by
Holbrook & Hirschman (1982), highlights that consumption is guided
by hedonic, aesthetic, and emotional elements in addition to
utilitarian motives. Shopping in package tours often involves product
demonstrations, free tastings, or cultural performances, where the act
of purchase is strongly influenced by experience. This perspective
helps explain how emotional engagement and sensory stimulation
shape Indian tourists’ shopping choices, for example, when they
purchase products after tasting. Turkish delights or attending in-store
presentations.

Service-Dominant Logic (SDL), developed by Vargo & Lusch
(2004, 2008), proposes that value is co-created between providers
and consumers through interactions. In the case of Indian tourists,
bargaining with vendors, receiving complimentary items, or relying
on guides for advice illustrates how value emerges from joint
processes rather than being delivered unilaterally. SDL thus offers a
dynamic understanding of shopping as a co-constructed service
experience.

Symbolic Interactionism, as articulated by Blumer (1969),
explains that behaviors are shaped by shared meanings developed
through social interaction. In tourist shopping, negotiation gestures,
price offers, and expectations for “gifts” act as symbolic exchanges
that go beyond material transactions. This approach clarifies why
tourists’ interpretations of fairness, respect, or hospitality
significantly influence their shopping behaviors.

Finally, Cross-cultural frameworks building on Hofstede’s
cultural dimensions emphasize how cultural values shape consumer
practices (Hofstede et al., 2010; De Mooij & Hofstede, 2011). In our
observations of Indian tour groups, collective decision-making,
reliance on group norms, and persistent bargaining behaviours can be
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interpreted as enactments of collectivist and high power-distance
orientations in the shopping context.

Taken together, these approaches provide a multidimensional
lens for analyzing the shopping practices of Indian tourists. By
integrating experiential, interactional, and cross-cultural
perspectives, this study strengthens its conceptual foundation and
offers a richer interpretation of qualitative findings.

3. Methodology

Itinerant package tours organized in Tlrkiye generally cover
major destinations such as Istanbul, Cappadocia, Kusadasi, and
Pamukkale. In addition to these main destinations, places like
Antalya, Konya, Canakkale, Bursa, and Safranbolu are also
occasionally included in the itineraries. Since those destinations are
located in different geographical regions of the country, the tours
typically take one or two weeks. Alongside visits to museums and
archaeological sites, the tours also include optional activities such as
jeep safaris, hot-air balloon rides, and Turkish night shows.
Moreover, scheduled visits are made to a variety of tourist-oriented
shops selling carpets, leather goods, jewelry, ceramics, Turkish
delight, textiles, and similar products. In this study, the participant
observations were conducted during itinerant package tours covering
10 different destinations (Istanbul, Ankara, Cappadocia, Konya,
Antalya, Pamukkale, Kusadasi, Sel¢uk, Izmir, and Canakkale).
Figure 1 presents the detailed route. During these tours, shopping
behaviors of Indian tourists who visited carpet, ceramic, leather,
textile, jewelry, and confectionery shops.

Figure 1.
Destinations on the tours
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3.1. Research Aim and Instrument
The present research aims to examine the shopping behaviors
of Indian tourists participating in itinerant package tours in Turkiye.
In addition to this primary objective, the study also investigates their
interactions with tradesmen, bargaining, complaining, and tipping
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behaviors. Within this context, the study seeks to provide insights
for tourism stakeholders to adapt their services in accordance with
the attitudes and preferences of these tourists.

A qualitative research design was adopted, and participant
observation was chosen as the data collection method. Participant
observation is particularly valuable when the researcher aims to
actively engage with the everyday lives of individuals. Two defining
features of this approach-the researcher’s involvement and the social
environments under study-make it an effective research strategy
(Jorgensen, 2020). As highlighted in the literature, participant
observation requires the researcher to actively and systematically
engage in the daily activities, interests, and emotions of a group of
people (Kluckhohn, 1940; lacono et al., 2009; DeWalt & DeWalt,
2011). The main goal is to collect behavioral data through direct
engagement while minimizing distortions caused by the researcher’s
outsider status (Kluckhohn, 1940; lacono et al., 2009).

In this study, participant observation was employed to capture
Indian tourists’ shopping behaviors during package tours. The first
author’s role as a professional tourist guide, who was actively
assigned to these tours, facilitated the implementation of this method.
This position provided the researcher with easy access to information
about the tourists and enabled detailed observation of which products
they purchased and how much they paid. These conditions strongly
justified the selection of participant observation as the data
collection technique. In the literature, different classifications of
participant observation are noted. In the present research, the
observer adopted the role of moderate participation (Spradley, 1980).

As a professionally assigned tour guide, the first author was
an integrated actor within the research setting. This role entailed
providing tourists with factual information about scheduled stores
and products — a standard professional duty — whichin all
likelihood exerted some degree of influence on shopping decisions,
even when no explicit recommendation was made. Beyond this
informational role, the observer participated in bargaining or
complaint mediation only when directly requested by tourists; no
unsolicited intervention in purchasing decisions was made. The
primary role remained observational — recording behaviors as they
unfolded — while the guide position provided privileged,
direct access to interactions that would otherwise be inaccessible to
an external researcher. This positioning constitutes a methodological
advantage in terms of naturalness and access, yet it also introduces a
degree of observer effect that cannot be fully eliminated. The extent
to which guide-provided information shaped subsequent purchasing
behavior represents a limitation of the study and should be taken into
account when interpreting the findings. This limitation is further
elaborated in the limitations section.

Developing the Observation Form

To develop the observation form, the researchers first
reviewed the relevant literature (Pizam & Sussmann, 1995; Acar,
2018; Acar & Tanrisevdi, 2019a; Acar& Tanrisevdi, 2019b; Acar &
Tanrisevdi, 2021; Acar et al., 2023). Drawing upon prior studies as
well as the professional experience of the researchers of this current
study, both of whom are licensed tourist guides, the observation form
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was finalized to include seven categories and 48 items. The
categories developed were as follows:
Information on the Tour
Information on Stores
Information on Optional Tours
Information on Restaurants
Information on Rest Stops
Information on Free Time
Information on Products Purchased in Consultation with
the Guide, Outside of Stores, Restaurants, Optional Tours,
Rest Stops, and Free Time

Each category was organized into a table containing
observation items. The 48 items included details such as entry and
exit times (date, time), type and quantity of product purchased,
interaction during the purchase, tourist-vendor interaction
(trust/mistrust), attitudes toward discounts or promotions, initial and
final price offered, number of tourists shopping, total sales,
bargaining, tipping, and complaint behaviors. In the second stage, to
ensure the content validity of the observation form, expert opinions
were sought on September 22, 2022. Feedback was obtained from five
experts (two tour guides, two academicians, and one individual
holding both roles). Following their responses, which were received
on September 29, 2022, the form was finalized. Therefore, five items
were revised, and four new items were added to the observation form.

~NOoO Ok wWwN P

Data Collection and Analysis

Three months were allocated for data collection (October 1,
2022 — January 4, 2023). During that period, the observer participated
in eight separate tours and observed 193 tourists from India (see
Table 1). The observer kept daily notes throughout the tours. In
addition to the pre-listed behaviors on the observation form, the
researcher also recorded any noteworthy actions that fell outside the
established categories, ensuring a comprehensive account of both
expected and unexpected shopping behaviors.

Data analysis followed a directed content analysis approach
(Hsieh & Shannon, 2005), in which the analytical categories were
established prior to data collection on the basis of existing literature
and the professional experience of both researchers as licensed
tourist guides, rather than being derived inductively from the data
itself. The seven categories and 48 items comprising the observation
form served as the primary analytical framework within which all
field observations were recorded and interpreted.

The authors followed four stages during data collection. First,
the observer recorded behavioral notes in a field notebook during
each tour. Second, these notes were transcribed into the
corresponding sections of the observation form on the same evening,
preserving contextual detail and minimizing recall bias. Third, the
completed observation forms were reviewed item by item by the
second author-whose eight years of experience with participant
observation studies provided an independent evaluative perspective-
and the data were systematically tabulated. This cross-checking
procedure served as an inter-rater verification step, ensuring that
behaviors were recorded consistently and those interpretive

130
Gran Tour: Revista de Investigaciones Turisticas n® 33 enero-junio de 2026. Pp. 122-156
ISSN: 2172-8690



Turan Okul y Vedat Acar

discrepancies were identified and resolved through discussion.
Fourth, the tabulated data were synthesized and reported in
accordance with the pre-established analytical categories and the
research objectives. Frequencies, representative field note excerpts,
and descriptive summaries were used to convey the patterns observed
across the eight tours. Where behaviors did not fit the pre-established
categories, they were flagged as emergent observations and reported
separately, in keeping with the flexible character of directed content
analysis (Hsieh & Shannon, 2005).

3.2. Reliability and Validity
In qualitative research, criteria such as credibility,
transferability, dependability, and confirmability are used to ensure
reliability and validity (Lincoln & Guba, 1985). In this study, several
strategies were applied:

° The travel agency officials were informed in advance
about the research (credibility).

. Observations were conducted over an extended period
of approximately three months (credibility).

. The first author had nearly seven years of professional
experience working as a tour guide (credibility).

° The observation form was developed based on existing
studies in the literature and then refined through expert
consultation (credibility).

. The second author has approximately eight years of
experience employing participant observation in academic
research (credibility).

° As the observer was assigned as a guide on tours with
Indian participants, easy access to the research setting was
ensured (credibility).

. Detailed information was provided regarding the data
collection process (confirmability).

. Tourists were not informed about being observed, which
contributed to the naturalness of the research setting
(credibility).

. A notebook was kept for recording each observed
shopping behavior, strengthening the transferability of the data.

4. Findings

4.1. Participants’ Demographic Information
Table 1 presents the demographics of the Indian participants
joining the eight package tours in Tlrkiye. Six were itinerant package
tours and two were daily tours conducted as part of itinerant
packages. A total of 193 Indian tourists' shopping behaviors were
observed.
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Table 1.
Overview of observed tours and participant demographics
Tour Dates Type Male | Female | Children | Total
1 01-09 Oct Itinerant 18 16 - 34
2022
2 21 Oct-01 Itinerant 18 21 - 39
Nov 2022
3 02 Nov 2022 Daily 7 6 - 13
4 03-12 Nov Itinerant 8 8 - 16
2022
5 13-17 Nov Itinerant 14 12 - 26
2022
6 24 Nov-03 Itinerant 8 10 - 18
Dec 2022
7 25 Dec-02 Jan | Itinerant 18 25 - 43
2023
8 03-04 Jan Daily 1 1 2 4
2023
Total 92 99 2 193

Shopping behaviors are organized in four categories:
purchases in planned shop visits, purchases during free time,
purchases on optional tours, and purchases at rest stops.

4.2. Purchasing Behavior
Purchases in Planned Shop Visits
Across the eight tours, planned shop visits covered leather,
textile, jewelry, ceramic, and Turkish delight stores. In terms of total
expenditure, textiles generated the highest spending (9,063 USD),
followed by leather goods (7,040 USD + 1,250 EUR) and jewelry
(3,812 USD). Turkish delight and ceramic purchases were
comparatively low (approximately 628 USD and 158 USD equivalent,
respectively). Notably, no carpet purchases were recorded despite
carpet shops being included in all tour itineraries. Full transaction-
level data are provided in Appendix A (Table Al).
Purchases During Free Time
Some Indian tourists shopped during free time. Clothing, food,
and beverages were the items most frequently purchased. Full free-
time purchase records are provided in Appendix B (Table A2).
Purchases on Optional Tours
Optional tour purchases could not be observed on three tours
due to the absence of optional activities in the schedule. On the
October 21, 2022 tour, participants purchased a package including a
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hot air balloon and belly dance; four participants purchased a hot air
balloon package on the November 3-12, 2022 tour. Ten participants
purchased a balloon tour on November 24, 2022, but their flights
were subsequently cancelled. Table 2 shows the optional tours
purchased by Indian tourists across five package tours. In total, 55
participants purchased the Turkish night show, 43 purchased balloon
tours, 25 purchased jeep safari tours, and 12 purchased boat rental
services.

Table 2.
Optional tours which Indian tourists purchased
Observations | Optional Price Number of | Total
Tour Type Participants | Number of
Purchasing participants
on the tour
First Hot Air 285 USD 17 34
Balloon
Turkish 60 USD 24
Night show
Second Boat rental 6000 TL 12 39
Fourth Hot Air 240 USD 7
Balloon 16
Turkish 60 USD 10
Night Show
Sixth Turkish 60 USD 12
Night Show 18
Jeep Safari 80 USD 10
Hot Air 285 USD 17
Balloon
Seventh (Cappadocia)
Hot Air 230 USD 2 43
Balloon
(Pamukkale)
Turkish 60 USD 9
Night Show
Jeep Safari 70 USD 15
Parachute 190 USD 1
Gyrocopter 190 USD 2

Purchases during rest stops

Purchases at Rest Stops

There were no rest stops on three tours, as these were daily city tours.
On five package tours, gas stations served as rest stops, with 25-30
minutes allocated for resting. Participants mostly purchased snacks
(noodles, chips, cookies, and chocolate) and beverages such as tea
and coffee. Full rest stop purchase records are provided in Appendix
C (Table A3).

4.3. Bargaining Behavior
Bargaining behavior was categorized into four contexts:
optional tours, restaurants, rest stops, and scheduled store visits.

Bargaining at Optional Tours
No bargaining was observed during the hot air balloon and
Turkish night show on November 3, 2022 and October 1, 2022. Seven
Indian tourists purchased a Turkish night show independently,
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outside of the travel agency, on November 24, 2022. Five Indian
tourists on December 25, 2022 purchased a package including the hot
air balloon after confirming that credit card payment was accepted.
Although some tourists asked whether a discount was available, no
bargaining was observed.

Nine participants purchased Turkish night show tickets on the
same tour without bargaining, though they were given time to decide.
Participants who purchased the jeep safari (15 people), parachute (1
person), and gyrocopter (2 people) on December 25, 2022 were not
observed to bargain. On October 21, 2022, four tourists bargained on
behalf of four families (12 people) during the Kusadasi1 visit;
however, they did not insist once the guide indicated that no discount
would be available. Three Istanbul-based tours included no optional
activities, so no bargaining was observed in this context.

Bargaining at Restaurants

On five of the eight tours, no participants attempted to bargain
for extra drinks at restaurants. On October 1, 2022, participants asked
about drink prices before ordering; three then attempted to bargain,
but the request was declined by the restaurant manager. On December
25, 2022, participants asked about prices for extra meals and soft
drinks before ordering at an Indian restaurant. On January 3, 2023,
participants were given free time for lunch, making restaurant
bargaining unobservable.

Bargaining at Rest Stops

At rest stops and gas stations, some participants attempted to
bargain; however, price reductions were generally not possible due
to barcode-based fixed pricing. On November 24, 2022, 8 participants
attempted to bargain while 12 others purchased items (chips, apple
tea, Turkish Mevlana candy) without attempting to negotiate. On
November 3, 2022, 12 participants attempted to bargain at a rest
station while 4 chose not to after observing fixed price tags in the
supermarket section.

Bargaining at Scheduled Shop Visits

Bargaining was most frequent in scheduled shop visits,
particularly in leather, jewelry, and textile stores, where tourists
engaged in multiple rounds of negotiation and occasionally sought
the guide's assistance when discounts were deemed insufficient.
During free time at open bazaars such as the Grand Bazaar and the
Spice Bazaar, moderate bargaining occurred and small price
reductions were occasionally achieved. Table 3 presents bargaining
behavior across shopping contexts; full tour-level figures are
provided in Appendix A.
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Table 3.
Bargaining behavior across shopping contexts
Shopping Tour Location Products Bargaining Outcome
Context No. / Shop Attempts
Type
Scheduled 1 Leather Jacket, Multiple Partial
shops coat discount
obtained
Scheduled 1 Jewelry Stone ring Multiple No
shops reduction
Scheduled 2 Textile T-shirt, Multiple Small
shops jacket reduction
Scheduled  3-7 Turkish Tea, Low Fixed
shops Delight spice, price
baklava accepted
Rest stops 1 Roadside Snacks, Single No
stall beverages attempts reduction
Rest stops 2-4 Roadside Water, Occasional Rarely
stall food successful
Free time 2 Grand Clothing, Multiple Moderate
Bazaar spices reduction
Free time 5 Spice Saffron, Multiple Small
Bazaar nuts reduction

The discount rates requested by participants were consistently
higher than those offered. The following field observations illustrate
recurring patterns:

“On October 4, 2022, in the carpet store, just two participants
bargained after the demonstration. One of them called the tour
guide over and told him his willingness to buy a carpet. He
asked for the guide's help in lowering the price. The guide
accepted his request. The participant liked one of the rugs.
The price tag was 3,000 USD. The participant offered 1,000
USD. The salesperson told the guide that they could not sell it
for less than 1,850 USD. The participant insisted on his offer,
but the salesperson rejected it. The participant then gave up
and left the shop”
“October 4, 2022, in the ceramic shop, after the
demonstration, most participants left. Just two female
participants wanted to buy ceramic products. The price of each
was 60 USD, but they bought three for 70 USD after
bargaining”
“October 7, 2022, in the leather shop, the salesperson offered
a 50% discount, stating they were the manufacturer. Five
couples brought the items they wanted to buy to the payment
point and bargained further. The salesperson did not accept
the price offered and hung the products back on the hangers,
but the participants ultimately agreed to pay the requested
price

Twenty-two participants who purchased Turkish delight not
only attempted to lower the price but also requested complimentary
gifts. Indian participants additionally requested discounts beyond
those offered by citing the large quantity of products they were
purchasing.
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“On October 6, 2022, in the textile shop, twelve participants
found the 10% discount insufficient. At the payment point,
they asked for more discounts, saying they had bought too
many items, and tried to remove decimals from the price”
“On October 21, 2022, in the textile shop, 11 participants
asked for more discounts at the payment point, saying they
had bought too many products. The cashier insisted the
discount was the same for everyone; however, the
participants persisted and tried to remove decimals from the
price. Staff had difficulty managing the continued insistence,
and the tour guide intervened to mediate between the two
parties”
“On October 30, 2022, in the textile shop, half the tourist
group shopped. One participant, an engineer, paid 19,918 TL
for a product and asked the cashier for an additional
discount. The shop manager declined. The man insisted on
paying 19,000 TL and became visibly upset when refused. He
ultimately purchased the product, paid 100 TL extra, and left.
On the tour bus afterward, he told the guide that giving a
discount or a gift was a tradition in India, and that even
greater discounts were standard practice there. He added
that “even if no discount could be applied, customers should
be informed politely”, and ‘customers are always God’
stated”
Reactions to Discount and Promotion Offers
In the shops visited on the tour, discount or promotion rates
were announced to the group immediately after the product briefing.
Across leather, textile, jewelry, and Turkish delight shops,
participants’ reactions to the stated discount rates were consistently
one of insufficiency: participants requested extra discounts or
complimentary gifts in addition to the announced rate. The highest
discount rates (50-60%) were recorded in leather shops; the lowest
rates were applied in Turkish delight shops. In several cases, the
number of tourists who found the offered discounts insufficient
exceeded the number of actual buyers, indicating that discount
dissatisfaction also deterred potential customers from making a
purchase.

4.4. Interaction
The dimension of interaction was categorized as: interaction
during planned shop visits, interaction during optional tours, and
interaction at rest stops.

Interaction during Planned Shop Visits

Indian tourists showed a low frequency of interaction with
salespeople in leather, jewelry, textile, and ceramic shops. On
October 30, 2022 and November 6, 2022, Indian tourists left leather
shops without engaging with salespeople. In Turkish delight shops,
tourists had the opportunity to taste products free of charge during
the presentation; however, on several tours, they left without
purchasing after the tasting concluded. On three package tours, only
a small number of participants asked questions during the in-store
presentation, while most showed limited interest and avoided contact
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with salespeople. On October 25, 2022, a group of 12 participants
(family and friends) in the jewelry shop evaluated the salesperson's
first offer among themselves before responding. The interaction
dimension was not observed on the tours conducted on November 2,
2022 and January 3-4, 2023, as no shop visits were scheduled.

Interaction during Optional Tours

Interaction during optional tours was not observed on three
package tours due to the absence of such activities. On two package
tours, eight participants claimed to have found the balloon tour at a
lower price elsewhere and attempted to negotiate. Five participants
(two families) purchased the balloon tour independently online. On
two package tours, seven participants were initially hesitant to
purchase the balloon tour; after some deliberation, three decided to
proceed. Six participants asked about the content of the Turkish night
show and four asked about the duration of the jeep safari. On
December 25, 2022, three participants decided to purchase parachute
and gyrocopter experiences after observing other tourists during free
time in Hierapolis. On November 21, 2022, Indian tourists discussed
among themselves the possibility of renting a yacht and eventually
paid the tour guide to arrange it.

Interaction at Rest Stops

No interaction with salespeople or cashiers was observed on
three tours due to the absence of rest stops. At rest stops and gas
stations, interaction beyond payment was generally absent due to the
language barrier. On December 25, 2022, salespeople at a rest stop
attempted to sell clothing, cream, tea, yoghurt, and honey, but
participants showed no interest.

Trust and Distrust towards Salespeople

During the observations, participants generally maintained
distance from salespeople; however, interaction levels were higher in
Turkish delight shops than in other shop types. On two separate tours,
Indian participants left a shop after receiving the salesperson’s
presentation and later purchased the same product from a different
shop. Detailed interaction records are provided in Appendix D (Table
A4).

Because participants were dispersed throughout the shops and
interacted with different salespeople simultaneously, it was not
possible to record individual interactions in every case.

4.5. Food and Drink Preferences

During the observations, a total of 57 restaurants (37 Indian,
20 local) provided group lunches and dinners to participants. On
average, approximately one hour was spent at each restaurant. On
October 21, 2022, Indian chefs accompanied the group and were
responsible for preparing food and drinks; these participants were
members of Jainism and did not consume ingredients grown
underground, such as onion and garlic. During long journeys, food
and drinks were prepared in advance by the chefs and carried by the
group leader. A separate buffet was allocated for the group at each
restaurant. On January 3-4, 2023, restaurant preferences were not
observed as participants were given free time for lunch.
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A total of 58 participants purchased extra food and beverages
at restaurants. Spirits and soft drinks were the most frequently
ordered extras. On December 2, 2022, the group leader paid for
twelve participants' eight portions of g6zleme. On November 8, 2022,
orange juice was served to the table; participants consumed it
assuming it was complimentary. The group leader ultimately paid for
it as he had not clarified its price beforehand. No participants ordered
extra food or beverages on three of the tours.

On two tours, Indian participants requested hot water from the
restaurant to prepare the instant noodles they had brought with them.
On one tour, four participants' request for hot water was declined on
the grounds that it would produce an unpleasant odor in the
restaurant. On one tour, a participant who disliked the buffet meal
ordered extra food but refused to pay upon leaving; despite claiming
long-standing loyalty to the travel agency, he was required to pay.
During the tour starting November 13, 2022, four participants who
enjoyed the meal at an Indian restaurant requested that such
restaurants be included more frequently in tour schedules.

4.6. Tipping behavior

Tipping behavior was analyzed across four contexts: shops,
restaurants, optional tours, and rest stops. No tipping was observed
in shops, restaurants, or at rest stops on any of the tours. On four of
the five itinerary tours that included optional activities, no tipping
was observed. The guide was unable to observe tipping behavior
during the jeep safari, as he did not participate in that activity. On
the November 13-17, 2022 tour, no optional activities were included,
so tipping behavior in this context was not observable.

4.7. Complaining behavior
Complaining behavior was categorized as: complaints about
shop visits, complaints about optional tours, and complaints about
restaurants.

Complaints about Shop Visits

No complaints were observed regarding shop visits on four of
the eight tours. On two package tours, high product prices were
mentioned by participants on 38 occasions. On November 24, 2022,
four participants stated that genuine leather cost at most 60 USD in
their home country and that bargaining was readily available there.
On two package tours, three participants complained about ceramic
prices, stating that ceramic products should not be priced comparably
to jewelry. On November 13, 2022, one participant complained about
the small size of the shops inside the Spice Bazaar in Istanbul.

Complaints about Optional Tours

No complaints were observed about optional tours on October
21, November 2, November 3, and January 3. On November 24, 2022,
five participants complained that the hot air balloon tour was not
conducted on the second day of the tour due to insufficient flying
time.
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Complaints about Restaurants

Table 4 presents the complaints recorded about restaurants.
The most common complaints were: meals being served early, poor
food quality, insufficient or incomplete portions, and lack of spices
in local dishes. Participants also repeatedly resisted sitting at the
tables assigned to their group, despite efforts by both the tour leader
and the guide to seat them accordingly.

Table 4.

Complaints of participants about the Restaurants

Observations | Subject of the complaint Number of people

complaining

The amount of local food being 8

First insufficient
Lack of spices in the local dishes 8
Not wanting to sit at the reserved 6
table for the group at the
restaurant
Bad food 4

Third The water at the table is so cold 4
Not serving new bread instead of 4
the bread which ran out at the
table

Fourth The meal being served early 12
The amount of food being 1
insufficient

Fifth Disliking local foods due to lack 8
of spices
Small/ incomplete portions 8
Not wanting to sit at the reserved 6
table for the group at the
restaurant
Seeming as if happy at the 6
restaurant but later expressing
dissatisfaction

Sixth Dislike local vegetarian food 3
Portion of the food being 2
inadequacy

Seventh Not wanting to eat at the 5
restaurant because of the alcohol
consumption
Not serving bread warm 3

Participants requested hot water from the restaurant to prepare
the noodles they brought with them on two of the tours. However,
during one of the tours, four people’s request for hot water was
rejected on the grounds that it would spread too much of an
unpleasant odor into the restaurant. Furthermore, a participant did
not like the buffet meal served to them and ordered extra food, but
he did not want to pay for it when leaving the restaurant on one of
the tours. Although he claimed that he had been participating in the
tours of that travel agency for many years, he had to pay for the meal
he ordered. During the tour starting on November 13, 2022, four
participants who liked the meal served at the Indian restaurant stated
that such restaurants should be included more in the tour schedules
of the travel agency. On October 1, 2022, eight participants sat with
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their backs to the stage at a star-shaped restaurant; others were seated
facing the wall and could not view the stage. Their complaint to the
guide and group leader was not resolved as no alternative tables were
available. No complaints about restaurants were observed on the
October 21, 2022 and November 2, 2022 tours. On January 3, 2023,
the restaurant meal was not part of the schedule, so complaint
behavior was not observable. No complaints about rest stops were
recorded on any tour.

4.8. Consulting the Tour Guide for Shopping

On four of the eight tours, no tourists consulted the guide
regarding shopping decisions. On October 23, 2022, one male
participant purchased a box of tea glasses (6 pieces, 500 TL) in
Istanbul after consulting the guide. On October 27, 2022, three
participants (two male, one female) purchased six imitation perfumes
(180 TL each) in Antalya after consulting the guide. On January 3,
2023, one participant consulted the guide about purchasing perfume
in Sultanahmet Square and subsequently bought three boxes (600 TL
in total). During a free time period near the Grand Bazaar, a Muslim
family of five asked the guide for the location and distance of a
shopping center stocking internationally branded products; they
returned with large bags from a well-known brand store. On
November 2, 2022, a female participant consulted the guide about
purchasing Turkish tea and dates, then bought baklava and dessert
(500-600 TL).

4.9. Observation Limitations

In some cases, the initial and final prices offered were
observed, but certain negotiations could not be recorded due to the
observer’s absence at that moment. Purchasing behavior during free
time was partly noted; however, as participants dispersed and
shopped independently, some purchases remained undocumented.
Bargaining practices were observed in several transactions, though
some negotiations were missed while the observer was focusing on
another subgroup. Tipping behavior was generally not observed, and
if it occurred, it likely happened outside the observer’s presence.
Some dissatisfaction with vendors or guides was noticed, but the
details of complaints were not always captured due to situational
constraints. The types of products purchased were mostly identified,
yet individual items bought during free time could not always be
documented.

Beyond observational constraints, this study’s findings are
bounded by the specific conditions under which data were collected:
eight tours operated by a single travel agency, conducted across a
three-month winter period, and comprising tourists who had already
chosen Tiurkiye as their destination. These conditions limit the
transferability of findings to Indian tourists traveling independently,
in different seasons, or under different organizational arrangements.

The conclusions drawn here should therefore be understood as
contextually grounded interpretations rather than generalized
characterizations of Indian tourist behavior.
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5. Discussion

This study examined Indian tourists’ shopping behaviors
during itinerant package tours in Tlrkiye, focusing on how
purchases, bargaining, complaints, and interactions with guides and
vendors unfolded in everyday tour settings. Interpreting these
patterns through the theoretical approaches outlined in Section 2.3
provides a multidimensional understanding of shopping as a
culturally embedded and interactionally structured practice rather
than a purely economic activity (Arnould & Thompson, 2005;
Holbrook & Hirschman, 1982).

5.1. Shopping within the Package Tour Experience

Tourism literature has long framed shopping as a regular and
often central component of organized tours, closely intertwined with
sightseeing and cultural visits (Jansen-Verbeke, 1991; Cohen, 1995)
and leisure activities (Timothy, 2005; Reisinger & Turner, 2002).
Early contributions emphasized that shop stops serve both
commercial and experiential functions, allowing tourists to purchase
local products while engaging with destination symbols and
narratives (Dimanche & Havitz, 1995; Horner & Swarbrooke, 2020).

In the observed tours, scheduled visits to leather, textile,
jewelry, ceramic, and Turkish delight shops were systematically
integrated into the itineraries alongside major attractions, and most
tourists participated in these visits and made purchases at least
occasionally.

Within this context, shopping functioned as a routine and
anticipated element of the package rather than a marginal add-on
reserved for a small subset of highly interested buyers. Purchases
were not limited to souvenirs but also extended to clothing, food
products, and optional activities, indicating that consumption
intersected with multiple facets of the tour experience. These
observations resonate with prior work highlighting the experiential
value of shopping in tourism and point to the need for more fine-
grained analyses of how itinerant tour structures channel and frame
tourists’ consumption opportunities and decisions (Karl et al., 2021;
Lehto et al., 2014). In this sense, our observations empirically ground
the experiential view of consumer behavior and Consumer Culture
Theory in the specific context of itinerant package tours by showing
how shopping stops are woven into the tour script not only as
economic opportunities but also as occasions for symbolic
consumption and shared experience (Arnould & Thompson, 2005;
Holbrook & Hirschman, 1982).

5.2. Bargaining as Social and Symbolic Practice

Bargaining has been described as a salient and often expected
feature of shopping in many Asian and Middle Eastern contexts,
where it frequently operates as a social interaction or ritual as much
as a price-setting mechanism (Wu et al., 2014; Thompson et al., 2018;
Yalinay et al., 2018; Kozak et al., 2017). Cross-cultural research on
collectivism and power distance suggests that consumers from
collectivist societies often emphasize relationships, harmony and
face in social exchanges (De Mooij & Hofstede, 2011; Hofstede et
al., 2010). Building on these insights, bargaining in such contexts
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can be interpreted as a relational process through which respect,
hospitality and fairness are negotiated. In the present study,
bargaining attempts were recurrent in scheduled shop visits and, to a
lesser extent, at rest stops and bazaars, with tourists frequently
requesting additional discounts or complimentary gifts, especially
when purchasing in larger quantities.

From the perspective of consumer culture theory and symbolic
interactionism, these practices can be read as meaning-laden
interactions rather than merely instrumental price negotiations
(Arnould & Thompson, 2005; Blumer, 1969). Appeals to quantity-
based fairness, efforts to “remove decimals” from prices, and
references to customary practices in India indicate that encounters
with vendors were interpreted through shared understandings of
generosity, reciprocity, and respectful  treatment. Such
interpretations complement segmentation studies that classify
tourists by shopping style (Fairhurst et al., 2007; Lehto et al., 2014)
by illustrating, in this specific package tour setting, how negotiation
gestures and gift requests operated as symbolic exchanges that helped
define how tourists perceived both the shop and themselves in the
encounter. This pattern elaborates the cross-cultural work drawing
on Hofstede’s dimensions by detailing how collectivist orientations
and high power-distance expectations are enacted in concrete
negotiation scripts, while Consumer Culture Theory and symbolic
interactionism help to explain why price offers, gift expectations,
and references to customs in India function as symbolic resources
through which tourists negotiate status, respect, and belonging in the
shopping encounter (Arnould & Thompson, 2005; Hofstede et al.,
2010).

At the same time, bargaining was not uniformly successful.
Fixed pricing systems at rest stops and limited flexibility in some
shops produced visible frustration in several cases, including
situations where tourists abandoned a purchase after their offers were
rejected. These episodes suggest that when expected bargaining
scripts cannot be enacted, perceived fairness may be challenged,
which can affect satisfaction with both the transaction and the
broader tour experience. This interpretation is consistent with
research showing that perceived (un)fairness in service encounters
shapes complaint behaviour and satisfaction (Yuksel et al., 2006). By
tracing these interactional micro-processes, the study operationalizes
symbolic interactionism in a touristic shopping context, showing how
meanings of fairness and hospitality are co-constructed through
repeated, small-scale bargaining episodes rather than being pre-given
(Blumer, 1969). To determine whether similar negotiation patterns
arise in other outbound markets or tour formats, comparative research
including additional national groups would be required.

5.3. Tour Guides as Intermediaries in Shopping Encounters
Previous studies have emphasized the mediating role of tour
guides in shaping shopping experiences, noting that guides can
influence perceptions of quality and fairness (Ap & Wong, 2001),
shape tourists' sense of authenticity (Reisinger & Steiner, 2006),
manage complaints (Ap & Wong, 2001; Huang et al., 2010), and
navigate service quality challenges arising from structural pressures
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in the industry (Mak et al., 2011). In the observed tours, guides
frequently appeared as key intermediaries in price evaluations,
bargaining episodes, and the handling of dissatisfaction, particularly
when tourists faced language barriers or uncertainty about product
value. Participants consulted guides before buying perfumes, tea
glasses, branded goods, and food products, and occasionally asked
them to intervene directly in price negotiations or to recommend
alternative places to shop.

Viewed through the lens of Service-Dominant Logic, these
interactions point to the co-creation of value among tourists, vendors,
and guides: price agreements and purchase decisions emerged from
joint negotiation processes rather than being set unilaterally by shops
(Vargo & Lusch, 2004, 2008). Guides translated information,
reassured tourists about quality, and in some cases helped de-escalate
tensions when discount expectations were not met. This pattern aligns
with research on complaint behavior in collectivist contexts, where
dissatisfaction is often channeled through intermediaries rather than
expressed directly to frontline staff (Chan & Wan, 2008). This
extends Service-Dominant Logic to the domain of organized shopping
by illustrating in detail how guides participate as operant resources
in the co-creation of value, and it also concretizes prior research on
tour guides as cultural and commercial brokers by documenting the
everyday tactics through which they translate, endorse, or
occasionally soften shop offers in front of their groups (Ap & Wong,
2001; Mak et al., 2011).

However, the present design does not allow an assessment of
whether reliance on guides was stronger than in other national groups
or tour formats; addressing this question would require comparative
data and additional methods. In this regard, the study connects the
largely conceptual discussion of intermediaries in the literature with
granular, observation-based evidence of how mediation actually
unfolds in situ during package tours (Huang et al., 2010; Vargo &
Lusch, 2008).

5.4. Complaint Expression, Food Practices, and Tipping

The findings on complaints, food choices, and tipping further
illustrate how shopping-related behaviors are embedded in broader
cultural and social dynamics. Complaints were concentrated around
restaurant experiences, especially regarding spice levels, portion
sizes, serving times, and table allocation, while price-related
concerns at shops were often voiced informally and repeatedly rather
than through formal complaint channels. This pattern is consistent
with studies indicating that tourists from collectivist settings may
prefer indirect strategies-such as repeated remarks to guides and tour
leaders-over direct confrontation with vendors or restaurant staff
(Chan & Wan, 2008). These findings align with and add texture to
complaint behavior studies that link collectivist orientations with
indirect complaint strategies, by illustrating how dissatisfaction is
repeatedly routed through guides and leaders in restaurant and
shopping settings rather than through direct confrontations with
frontline staff.

Food practices also reflected a combination of continuity and
exploration. Some participants relied on Indian restaurants or chefs
who adapted menus to religious restrictions, while others tried local
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dishes, requested extra spices, or brought instant noodles to prepare
with hot water obtained from restaurants. These behaviors echo
previous work showing that tourists may simultaneously seek
familiar foods to maintain cultural continuity and experiment with
local cuisine to a limited extent (Acar, 2018, 2022; Acar &
Tanrisevdi, 2019a, 2021; Birdir & Akgol, 2015; Pizam & Sussmann,
1995). In the present study, such practices intersected with
complaints and extra purchases, suggesting that food-related
consumption cannot be separated from broader negotiations over
comfort, identity, and perceived value. They also give empirical
backing to the notion of cultural continuity discussed in the food-
related tourism literature, showing how the carrying of instant
noodles, the search for Indian restaurants, and the request for
additional spices are embedded in a broader pattern of managing
uncertainty and maintaining familiar practices while on the move.
Tipping, by contrast, was rarely observed in shops, restaurants, or
optional activities. This situates the observed groups at the lower end
of the tipping spectrum described in cross-cultural research, but
given the observational and contextual limits, this pattern cannot be
generalized beyond the specific tours and period studied (Jang &
Namkung, 2009; Lynn, 1997).

5.5. Risk Perceptions, Value Concerns, and the Scope of the
Findings

Comments about high prices, comparisons with home-country
markets, and occasional reluctance to pay for extras indicate that
perceived financial and value-related risks shaped some purchase
decisions. These concerns resonate with prior work on risk
perceptions among Indian tourists, which underscores the importance
of assurances regarding authenticity and transparent pricing (Walia
& Singh, 2023). In the observed tours, such concerns were often
managed through group discussions and consultation with the guide
rather than solitary decision making, which aligns with descriptions
of group-based consumption and shared responsibility in collectivist
contexts (Hofstede et al., 2010). In this regard, the study brings
together work on perceived risk in Indian outbound tourism with
cross-cultural perspectives on value sensitivity, suggesting that
concerns about overpricing and authenticity are negotiated
collectively within the tour group and with the guide rather than
solely at the individual level.

At the same time, the scope of the present findings must be
interpreted cautiously. The study focuses on Indian tourists traveling
on specific itinerant package tours in Turkiye over a defined period,
with shopping opportunities structured by particular tour operators,
itineraries, and guide practices. The design does not include direct
measures of overall tour satisfaction, nor does it incorporate
comparative groups from other nationalities or mixed-method
approaches such as interviews or surveys. For these reasons, the
patterns documented here should be understood as context-specific
insights into how shopping, bargaining, complaint expression, and
guide mediation unfolded within this set of tours, rather than as
definitive claims about Indian tourists in general. Future research
building on these observations with broader samples and additional
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methods could further clarify how widely these patterns extend
across different destinations, tour formats, and segments of the
Indian outbound market.

6. Conclusion and Implications

6.1. Conclusion

This study examined the shopping behaviors of Indian tourists
participating in itinerant package tours in Tlrkiye, using participant
observation to document how purchases, bargaining, complaints, and
guide mediation unfolded in situ. Within the specific tours observed,
shopping functioned as a central and actively anticipated component
of the package, rather than an incidental or purely optional activity.
In line with earlier research, these findings support the view that
tourist shopping is culturally embedded (Cohen, 1995; Timothy,
2005) and socially meaningful rather than solely economic in nature
(Yuksel, 2007; Timothy, 2005). At the same time, the pronounced
insistence on negotiation and the visible reliance on guides identified
in this study should be understood as context-specific features of the
observed tours rather than definitive attributes of Indian tourists in
general; whether similar patterns appear across other destinations,
tour formats, and segments of the Indian outbound market remains a
guestion for future comparative research. By situating these
observations within consumer culture, experiential consumption,
service-dominant, and cross-cultural behavior frameworks, the study
adds empirically grounded, field-based detail to the growing
literature on tourist shopping behavior and offers a nuanced
qualitative portrait of a rapidly expanding outbound market (Arnould
& Thompson, 2005; De Mooij & Hofstede, 2011; Holbrook &
Hirschman, 1982; Vargo & Lusch, 2004, 2008).

6.2. Practical Implications

For tourism practitioners, the results underscore the
importance of accommodating culturally patterned shopping
practices in the design and operation of package tours targeting
Indian visitors. Shopping stops that combine product demonstrations
and tastings with structured opportunities for negotiation appear
particularly salient, as they allow tourists to engage in bargaining
while also experiencing local products in an embodied way (Timothy,
2005). Small symbolic gestures — such as complimentary items or
modest additional discounts offered in response to group purchases
— may positively influence the overall tour experience (Yuksel,
2007). The observations also suggest that free time in shopping areas
should be organized in ways that balance autonomy with accessible
guidance: tourists frequently dispersed across bazaars and shopping
streets, yet many still turned to the guide for advice on prices,
product authenticity, and where to buy particular items.

6.3. Managerial Implications
At the managerial level, the findings offer actionable lessons
for retailers, tour operators, and destination managers. Retailers
working with Indian groups may benefit from staff training that
frames bargaining as a culturally expected interactional script rather
than as a sign of mistrust, emphasizing respectful negotiation and
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clear communication of price limits, building on insights from
cross-cultural consumer behavior and shopping tourism research (De
Mooij & Hofstede, 2011; Timothy & Butler, 1995). Tour operators
can strengthen service quality by preparing guides for their brokerage
role in shopping contexts, including the management of expectations
around discounts, complaint channeling, and the explanation of
fixed-price situations (Ap & Wong, 2001; Mak et al., 2011).
Destination managers may consider positioning Tirkiye as a
shopping-friendly destination for Indian tourists by promoting
traditional products such as textiles, jewelry, ceramics, and
confectionery in ways that acknowledge both the importance of
bargaining rituals and the need for transparent pricing and quality
assurances. Collaborative arrangements between tour operators and
vendors (Vargo & Lusch, 2008), including agreed discount structures
and clear communication to groups, can help sustain trust and
competitiveness in this segment.

6.4. Future Research Directions

The study also highlights several promising avenues for future
research. First, because the data are based on observation, subsequent
studies could incorporate interviews or surveys with Indian tourists
to explore motivations, perceptions of fairness, and evaluations of
guide mediation in more depth, thereby strengthening the link
between observed behavior and underlying meanings. Second,
comparative analyses with other outbound markets-such as Chinese,
Middle Eastern, or European tour groups following similar
itineraries-would allow more robust examination of cross-cultural
differences and similarities in shopping and bargaining behaviors
(Hofstede et al., 2010). Third, the growing role of digital
technologies in shopping suggests the need to examine how online
reviews, mobile communication with family and friends, e-commerce
platforms, and tax-free systems shape purchase decisions before,
during, and after the tour (Gulati, 2022; Pandey & Kakkar, 2018).
Finally, longitudinal or multi-season research could track how Indian
tourists’ shopping practices evolve over time in response to changing
economic conditions, destination marketing strategies, and shifts in
the organization of package tours, thereby extending the context-
specific insights of this study into a broader understanding of
temporal change in outbound consumption patterns.
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Appendix A (Table A1)
Purchases of the Indian tourists in the shops visited on a planned

basis
Date Shop Entrance | Exit Purchased Quantity of | Number of | Total Payment
Time time prodnct the product | tourists
(Total) shopping
07.10.2022 | Leather 10.02 1120 Jacket, Coat, g 5 2500 USD + 1230
FPoncha Euro
05.10.2022 | Jewelry 08.45 09.35 Stone ring 3 3 115 USD
02.10.2022 | Turddsh 16.12 146.50 Turkizh delight, Not observed 10 4450 TL
Delight Baklava, Turkish
tea. other desserts
06.10.2022 | Textile 14.00 15.12 Not obzerved Not observed 12 1608 USD
04.102022 | Ceramic 1630 17.25 Not obzerved 1 1 100 USD
25102022 | Jewelry 10.15 11.02 Necklace, stone 3 3 1228 USD
ng
23102022 | Tuddsh 1728 18.00 Tea, spice 3 3 1500 TL
delioht
30.10.2022 | Textile 09.10 11.01 T-shirt, jacket, 20 11 1740 USD
belt, bag
10.11.2022 | Jewelry 08.45 09.15 Bracelet 1 1 44 USD
06.11.2022 | Turdkish 10.02 10.32 Turkish delight, Not obzerved 2 803 TL
delicht Dried nuts
07.11.2022 | Textile 13.59 14.45 T-shirt sweatzhirt 3 3 287 USD
15112022 | Turkish 1635 17.12 Saffron, baklava, Not obzerved 10 6450 TL
delicht dried fruit
27.11.2022 | Leather 945 10.15 Coat, jacket, wallet 3 3 800 USD
01122022 | Jewelry 09.15 9.45 Bracelet, ring, 3 3 310 USD
earring
27.11.2022 | Tuddsh 1020 1120 Coffee, dried tea, 43 10 4445 TL
delight fig, pulled halva,
Tose oil
28112022 | Textile 1336 14.20 T-shirt, sweatshirt, 10 4 615 USD
socks, undershirt,
shirt, women's
wear
02.12.2022 | Ceramic 08.25 09.25 Mug with handle 1 1 65 USD
31.12.2022 | Leather 9.15 10.10 Jacket, coat 7 3 3740 USD
28122022 | Jewelry 08.45 09.35 Stone ring, 4 3 1455 USD
bracelet
01.01.2023 | Turkish 16.59 17.40 Saffron, Turldsh Not obzerved 10 8346 TL
delight delight, Turkish
tea, varous spices
30.122022 | Textile 14 45 16.30 Jacket, bag, t-shirt, | Not observed 12 4815 USD
belt, tracksuit,
socks, underwear
28.12.2022 | Ceramic 16.24 17.20 Pot, glass, plate, b 1 423 USD + 6550
trimket TL
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Appendix B (Table A2).
Findings regarding the purchases of Indian tourists during their free

time
Date Place Duration | Items purchased Unit price of the Number of
(Minutes) purchased items people
02.10.2022 Taksim, Square 65 Sim card 400 TL 8
(Isital Sreet
08.10.2022 The Grand Bazaar 70 Baklava 350 TL 1
02.10.2022 The Spice Bazaar 110 Spice Durkish delight, | - 13
herbal tea and dried
muts
21.102022 Taksim Square 90 Chestrts, corm, JOTL-40TL400 TL 8
22102022 The Grand Bazaar 170 Imitation brand - 8
clothing, tea, spices,
dessert
23.10.2022 The Spice Bazaar 92 Tea, spice, teacup 400-500 TL 8
02.11.2022 Taksim Square 120 Clothing {Shoes, dress) | 2200 TL 1]
03.11.2022 Taksim, Square 28 Sim card 400 TL [1]
12112022 Taksim Square 170 - - -
13.11.2022 Taksim Square 45 $im card 400 TL 5
14.112022 The Grand Bazaar ) Rug, keychain, 50-TL-100TL-350 TL 5
omaments
15112022 The Spice Bazaar 85 Saffron, baklava, dried | 200TL-500TL-1000TL 13
fruit, dried muts
16.11.2022 Taksim Square 60 Textila - 1]
24.11.2022 Taksim Square 30 - - -
1211202 Taksim, Square 0 Baklava SO0TL-600TL 8
(1.01.2023 Taksim Square 65 Baklava and dessert 400 TL 8
26.122022 The Grand Bazaar 160 Clothing (leather shoes, | 600TL-1000 TL-200TL 1
jacket, shawl)
01.01.2023 The Spice Bazaar Ll Saffron, fruit tea, 250TL400TL-1000 TL 11
Turkish delight spices
04.01.2023 The Grand Bazaar 122 leather jacket 2500 TL 1
03.01.2023 The Spice Bazaar 90 Turkish delight, dried | 2230 TL. 1
muts_ tea

Appendix C (Table A3)

Findings regarding the purchases of the Indian

tourists in the rest

stops
Date Rest stop Entry Departure Total Products Price Number of
Time Daration/ purchased People
Minuntes

05.10.2022 Rest station 17.42 18.17 35 Noodle, herbal | 50 TL, 80 TL, 40 8
tea, yogurt TL

26.10.2022 Petrol station 1130 1158 28 Chips, snacks, 50 TL, 40 TL, 30 10
biscuit TL

29.10.2022 Petrol station 10.35 11.07 32 Chips, candy, 30TL, 40 TL, 50 10
chocolate, TL
biscuits

05.11.2022 Rest station 11.20 1145 25 Tea, coffee, 30TL,40TL, 30 8
chips, rose oil Dollars

07.11.2022 Petrol station 16.47 17.05 18 Chips, cold 30 TL40 TL 4
coffee

09.11.2022 Petrol station 02.35 10.02 27 Chips, biscuits, | 30 TL, 40 TL 8
tea, coffee

11.11.2022 Petrol station 1345 14.00 15 Snacks, 30TL,40 TL 6
Chips. coffee

26112022 Rest station 11.45 1215 30 Tea, coffee, 12-20 Dollar 8
soap, skin care
cream lotion

28112022 Petrol station 16.10 16.30 20 Chips, tea, 30TL, 40 TL 8
coffee

30.11.2022 Rest station 16.25 16.55 30 Chips, tea, 30TL, 40 TL 8
coffee

11.11.2022 Petrol station 11.28 1148 20 30TL,40 TL 6
Chips, snacks,
chocolate,
coffee

29.12.2022 Rest station 16.53 17.25 32 Chips, noodles, | 50 TL, 40 TL, 40 12
coffee TL

30.12.2022 Petrol station 16.59 17.30 31 Chips, noodles, | 40 TL, 50 TL 10
coffee
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Appendix D (Table A4)
The Bargaining behavior of the participants at the rest stops

Date Rest stops Bargained products The Number of
participants
bargained

01.10.2022 | Rest station Souvenirs 10

21.10.2022 | Petrol station Food and drinks 10

03.11.2022 | Rest station - 8

03.11.2022 | Rest station - 4

24.11.2022 | Rest station Tea, coffee, skin care | 8

cream, lotion

Appendix E (Table A5)
The number of Indian participants who tried to bargain at the shops

Observations

Shop

The number of participants
trying to bargain

First

Carpet

Ceramic

Carpet

Leather

Textile

Jewelry

Second

Jewelry

Textile

Fourth

Jewelry

Turkish delight

Textile

Fifth

Turkish delight

Sixth

Leather

Jewelry

Turkish delight

Textile

Ceramic

Seventh

Leather

- = - =
PRI B B P (O8] OV g EOVI ST o Fa B OS] BRI ESI R TN

Jewelry

Textile

[N
N

Ceramic

=

Eight

The Grand
peddler)

Bazaar (Perfume

[N
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Appendix F (Table A6)
Indian participants reactions to the discounts in the shops

Date Shop Dizconnt Folicy Reaction to The Number of
Dizcounty/Fromotions Participants
04.10.2022 Carpat 20 % Finding the price high )
and discount inadequate
07.10.2022 Leather 60 % Not finding the dizcount i
sufficient
03.10.2022 JTewelry 10 % Not reacting to the 16
dizcount
02.10.2022 Turkish “Buy three get one frea” Kequest extra giftz and 9
delizht “Buy five zet one free” discounts
06.10.2022 Textile 10 % Not finding the discount 11
sufficient
04.10.2022 Ceramic 20 % Finding the discount 14
insufficient becanze of
the material being zoil
and mud
15.10.2022 Tewelry 40 % Not finding the dizcount 3
sufficient
Ceramic 20 % Not reacting to the 20
dizeount
13.10.2022 Turkish “Buy three get one frea” Kequest axtra piftz and 1
delight “Br five pat one free” discounts
30.10.2022 Taxtile 10 % Not find the dizcount 14
sufficient
06.11.2022 Turkish Fix price Mot reacting 3
delight
07.11.2022 Textile 10 % Not finding the dizcount )
sufficient
15.11.2022 Turkish Fixed price and apple tea or | Not finding the discount 12
Dalight saffron as a gift sufficient
27.11.2012 Leather 55 % Not finding the dizcount )
sufficient
Turkish Fized price and apple tea or | Regquest an extra gift 12
delight saffron as a gzift
JTewelry ot finding the dizcount
01.12.2022 15 % sufficient 3
28.11.2022 Textile 10 % Not finding the dizcount
sufficient
02.12.2022 Ceramic 23 % Not finding the dizcount [
sufficient
31.12.2022 Leather 55 % Not finding the dizcount 3
sufficient
218.12.2021 Tewelry 15 % Wot reacting to the
dizcount
Ceramie 25 % Not finding the dizcount )
zufficient
01.01.2023 Turkish Fized price and apple tea or | Kequest extra discounts 9
delight saffron as a gift and pifts
30.12.2022 Textile 10 % Not finding the dizcount 3
sufficient
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Appendix G (Table A7)
Findings on Indian tourists’ interactions with the salespeople

Tarih Product | Behavior The number
of
participants

04.10.2022 | Carpet Asking for support from the tour guide while | -

bargaining
Ceramic | Avoid interacting with the salesperson -

07.10.2022 | Leather Staying away from the salesperson, abstention | -

05.10.2022 | Jewelry Staying away while the salesperson is giving | -

information

02.10.2022 | Turkish Listening to the salesperson, close | -

Delight interaction, asking questions

06.10.2022 | Textile Hard bargain, do not pay attention to the | -

salesperson who insisted on the final price

25.10.2022 | Jewelry | Staying away from the salesperson, evaluating | -

the prices among themselves
Ceramic | Fun oriented approach -
23.10.2022 | Turkish | Wandering around and shopping at different | -
Delight places after listening to the salesperson
30.10.2022 | Textile Staying away from the salesperson -
06.11.2022 | Turkish Avoiding spending money -
Delight

07.11.2022 | Textile Avoiding spending money -

15.11.2022 | Turkish Having tendency to purchase the same product | 6

delight from a different shop after being informed

27.11.2022 | Leather Leaving the shop after the information 10

Turkish Showing interest in products -
delight

01.12.2022 | Jewelry | Showing partial interest in the promoted | -

products

28.11.2022 | Textile Having contact with the salesperson only at | -

the payment point because of the labeled
products

02.12.2022 | Ceramic | Not observed -

31.12.2022 | Leather Evaluating the product among themselves, | 7

getting help from the salesperson about the
size and colour

28.12.2022 | Jewelry | Evaluating products among themselves 3

Ceramic | Not being interested in the products, staying | -
away from the salesperson

01.01.2023 | Turkish More interaction with the salesperson -

delight

30.12.2022 | Textile Hard bargain 17
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Appendix H (Table A8)

Extra food and drink purchases of the

Indian tourists in the

restaurants
Date Restaurant | Total Time | Extra Food and Beverage purchased
Type Spent in the | in the restaurant
Restaurant Type Total Number of
(Minute) Participants who
purchased
Indian 57 Beer 2
03.10.2022 Indian 60 Beer, wine 3
Indian 65 Beer and soft | 2
04.10.2022 drink
Indian 60 Beer, wine and | 4
whiskey
06.10.2022 Local 50 Beer 1
25.11.2022 Local 45 Fish 1
26.11.2022 | Local 42 Fizzy drink 1
27.11.2022 | Local 47 Coke, Sprite, | 3
coffee
Local 50 Coke, fizzy | 4
30.11.2022 drink, coffee
Indian 50 Water 8
25.12.2022 Indian 63 Beer and soft | 8
drink
Indian 60 Extra meal | 2
other than
26.12.2022 buffet
indian 58 Extra meal | 1
other than
buffet
Indian 40 Beer, coke, | 6
fruit juice,
27.12.2022 chips
Indian 50 Extra meal, soft | 3
drink
Indian 70 Beer, soft drink | 2
28.12.2022 Indian 54 Beer, soft drink | 4
29.12.2022 Local 62 Chicken wings 2
01.01.2023 | Indian 70 Spirit  drinks, | 3
soft drink
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