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ABSTRACT 
The study identified the hypothesized relationship between tourist experience and memorability in a 
haunted house in Chiayi, Taiwan. A face-to-face questionnaire survey was administered in the Liu 
ancient building. The components of tourist experience were found as “historical inheritance”, 
“hedonic perception” and “haunted environment” in a haunted house. The result also revealed 
significant positive relationship between tourist experience and memorability in the Liu ancient 
building. This paper provides additional suggestions for enhancing memorability regarding ghost 
tourism. 
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1. Introduction 
Dark tourism brings tourists to places where deaths, disasters, violence, evil and massacres have 

occurred (Foley & Lemon, 1996). Humans are attracted to dark tourism because of their perceived 
importance of historical events, curiosity towards medical science and superstitious thinking (Stone, 
2011; Zeulow, 2011). Ghost tourism is an important form of dark tourism. Scholars have defined ghost 
tourism where tourists visit places of supernatural sightings and occurrences in the hope of coming 
across such supernatural happenings themselves. Ghost tourism also encompasses visiting places 
connected with the supernatural world such as tombs, haunted houses, castles and ancient towns 
(Garcia, 2012). Compared with mainstream tourism, ghost tourism promotes and commercializes 
places of death and disaster as places of interests (Pinder, 2001; Miles, 2002; Strange & Kempa, 2003; 
Holmes & Inglis, 2004; Fraser, 2015; Obrador & Carter, 2010; Hanks, 2011; Cooper, 2014; Frost, 
2016). Just like dark tourism, ghost tourism is unique because it showcases places of horror as a niche 
area of tourism (Inglis & Holmes, 2003). 

There are many examples of places with supernatural elements that have attracted large numbers of 
tourists and which have helped to generate tourism opportunities. These places include the Edinburgh 
Castle, Isla De Las Muecas, Chateau de Brissac, Monte Cristo Homestead and Singapore Old Changi 
Hospital. Looking domestically, Taiwan also has many ghost sighting places such as the Liu ancient 
building, XinLin hospital, Wuri haunted house, etc. The commercialization and rising prominence of 
such supernatural sites can be attributed to the innate human attraction to horror, mystery and thrills. 
These sites have also contributed to the local tourism industry at large. Hoping to benefit from this, 
local government tourism boards have been introducing these ghost tourism sites on their webpages 
when promoting local tourism (Culture & Tourism Bureau of Chiayi County, 2016; Minsyong 
Township Office, 2016a, 2016b).  

As we grow, we tend to fear the unfamiliar environment around us. Fear consists of two tense and 
complicated feelings: alarm and anxiety. We are alarmed when we face threatening situations which 
prompt us to retaliate or to run away. On the other hand, anxiety is a psychological state of mind where 
our inner fear permeates within us. Apart from our fear of unfamiliar environments, humans are also 
fearful of the dark, heights, disasters and supernatural happenings. Because of this, humans also avoid 
places where terrifying events have occurred or are happening (Tuan, 2013). Past research suggested 
that the fear of the unknown could possibly impede or negatively impact the development of 
supernatural sights as ghost tourism places. A study of Western and Asian countries conducted by 
Rittichainuwat (2011) has shown the aversion towards supernatural places is universal. In particular, 
tourists from China and Thailand are more prone to avoid such places. 

Humanistic geography uses the concept of ‘geographic sense’ to interpret places and sites. 
Geographic sense arises from the interaction between humans and the geographical elements of our 
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environment. In addition to observing these geographical elements, humans also rely on our basic 
senses for perception, which contributes to our experiences. In turn, our mental evaluation of such 
experiences gives us a special sense of moral compass and values (Tuan, 1976; 2012; Relph, 2015). 
Human experiences often consist of many landscapes of fear such as the fear of unfamiliar 
environments, disasters, illnesses and even of ghosts and deaths. Although research results and actual 
reality reveal that most people would avoid things or places related to deaths or the supernatural, a 
considerable number of people are still attracted to these places for its thrills and horror (Tuan, 2013). 

Several studies show that the Asians have a greater tendency to avoid places of supernatural 
elements (Freed & Freed, 1990; Formoso, 1996; Rittichainuwat, 2006; Comaroff, 2007; Huang, 
Chuang & Lin, 2008). In particular, places where deaths have occurred are viewed by Chinese people 
as places of bad feng shui and are unlucky to them (Huang et al, 2008; Rittichainuwat, 2006). Chinese 
people avoid visiting such unlucky or supernatural sites because of their belief in the existence of 
ghosts and how this would bring them misfortune (Rittichainuwat, 2011). 

The 21st century has entered the era of experience economy. The global economic evolution has 
transformed from producing goods to designing unforgettable experiences as the core value of 
products. The experience enables the visitor to continuously experience the memories and feelings of 
the experience for a period of time (Pine II & Gilmore, 1998). Previous studies found walking is the 
most important and common form for visitors to experience ghost itinerary. Ghost tourism provides 
opportunities for travelers consuming ghost attractions, and creates unique geo-spatial experiences 
(Seeman, 2002; Gentry, 2007). As discussed above, exploring tourist experience in haunted houses has 
become an important topic in dark tourism studies. 

Regarding to memorability, the concept of memory in tourism has gradually been taken seriously 
by scholars in recent years (Kim, Ritchie, & Tung, 2010; Dong & Siu, 2013; Lee, 2015; Hung, Lee, & 
Huang, 2016). Previous studies suggested that a positive travel experience can brings unforgettable 
memories to consumers (Pine II & Gilmore, 1998; Schmitt, 1999; Quan & Wang, 2004; Tung & 
Ritchie, 2011; Dong & Siu, 2013; Hung et al., 2016). People may forget when and where they visited, 
but travel memories will last forever (Kim et al., 2010). The present research focused on the role of 
memorability in the tourist experience in a haunted house. Accordingly, the hypothesis was stated as 
follow. 

H1: Tourist experience has a significant positive relationship with memorability in a haunted house. 

2. Methodology 
A questionnaire survey was adopted for this study; the target participants were visitors in the Liu 

ancient building in Chiayi County, Taiwan. The questionnaire was designed with reference to concepts 
developed from the reviewed literature.  

2.1 Instrumentation 
Demographics and Travel Characteristics. The usual demographic variables, such as gender and 

marital status, were included in the survey to identify explanatory variable. The variables of travel 
characteristics were selected with reference to other relevant studies. 

Tourist experiences. The participants completed a self-reported 12-item questionnaire developed by 
Gatewood and Cameron (2004), Winter (2009), Dunkley, Morgan, & Westwood (2011), and Lee 
(2016). Twelve items, including statements such as “Want to learn more history of this place” and 
“Visit here arouses my curiosity of local history and culture”, were listed, and visitors were asked to 
indicate their levels of agreement, from “strongly disagree (1)” to “strongly agree (5)”.  

Memorability. Memory was measured according to Loureiro (2014), and Hung et al. (2016). Two 
items, including statements such as “I have wonderful memories about this haunted house” and “I will 
remember many positive things about this haunted house”, were listed and visitors were asked to 
indicate their levels of agreement, from strongly disagree (1) to strongly agree (5). 

2.2 The Sample 
The respondents were notified that the information provided would be strictly confidential and 

anonymous, and used only for the academic purpose. The on-site survey with the self-administered 
questionnaire was conducted in the Liu ancient building which is the most famous haunted house in 
Chiayi, Taiwan. The survey was conducted on a number of weekdays and weekends and at various 
times of the day in order to get a comprehensive sample of visitors. 

2.3 Data Analysis 
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Data analysis was conducted using the Statistical Package for the Social Sciences version 24.0. The 
applied statistics included descriptive statistics, reliability analysis, and factor analysis. AMOS 24.0 
was used to conduct a two-stage structural equation modeling procedure suggested by Anderson and 
Gerbing (1988). First, a confirmatory factor analysis was conducted to examine psychometric 
properties of the measures. Subsequently, a general SEM technique was used to test the validity of the 
proposed model and the hypothesis. 

3. Results 
3.1 The Respondents 

A total of 390 questionnaires were distributed and 367 valid responses were returned. Most of the 
respondents were single (72.8%), and 58.3 per cent of them were female. Most of the 
respondents were aged below 20 (40.6%). The results revealed that most of the tourists visited the 
Liu ancient building by car (44.1%) or by motorcycle (32.4), and 34.6 per cent of respondents 
obtained information about the Liu ancient building from their friends and relatives (Table I). 

Table 1: Demographic and travel characteristic of respondents 
Characteristic Frequency %

Gender

Female 214 41.7

Male 153 58.3

Marital Status

Single 267 72.8

Married 100 27.2

Age group

below 20 149 40.6

21-30 129 35.1

31-40 65 17.7

41-50 16 4.4

51-60 8 2.2

Transportation used

Car 162 44.1

Motorcycle 119 32.5

Bicycle 24 6.5

Bus 24 6.5

Walking 20 5.5

Others 18 4.9

Main information about the Liu ancient 
building

Relatives & 
friends 127 34.6

Internet 112 30.5
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3.2 Tourist Experience of Visitors 
The tourist experience of visitors, most of the attitude assessed on the 5-point scale had a 

mean score higher than 3. To measure tourist experience, a factor analysis was performed to 
reveal dimensions that can be indicative of responses, yielding three factors explaining 61.3% of 
the variance. Three factors were named “historical inheritance”, “hedonic perception” and “haunted 
environment”. All of the reliability alphas for the three domains and the overall scale were higher 
than .76. The CFA results indicated that the validity of the tourist experience scale was 
satisfactory (χ2 = 131.5, df = 51, p-value = .00, GFI = .94, CFI = .94, AGFI = .91, and RMSEA 
= .07). 

Table 2: Tourist experience of respondents 

Television 52 14.2

Magazine 25 6.8

Others 51 13.8

Dimensions Items Mean SD Factor 
Loadin

g

Standardize
d 

Regression 
Weights

AVE CR

Historical 
inheritance

Things happened in here is my 
feature of history and culture

3.74 .91 .79 .71 .51 .85

The Liu ancient building makes 
me have a sense of identity in 

here

3.49 .95 .78

Want to learn more history of this 
place

3.76 86. .73

The Liu ancient building makes 
me have a sense of responsibility 

to inherit local history

3.35 .88 .72

Visit here arouses my curiosity of 
local history and culture

3.77 .85 .65

Visit here makes me want to have 
some new experiences in daily 

life

3.39 .91 .58

Hedonic 
perception

Visit here arouses my happiness 3.01 1.0 .81 .77 .63 .84

I am glad to visit the Liu ancient 
building

3.38 .98 .80

Visit here makes me feel exciting 3.34 1.0 .77

Haunted 
environmen

t

I can smell the unique flavor in 
the air

3.30 .93 .80 .56 .56 .79

I can hear the unique sound 3.25 .97 .75

I can see special environments 3.76 .82 .69
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3.3 The Relationship between Tourist Experience and Memorability 
The resulting data were analyzed by using AMOS software to conduct the structural equation 

modeling analysis. The multiple indices of model fit, including the chi-square statistic, the 
comparative fit index (CFI), Bollen’s incremental fit index (IFI), Tucker-Lewis index (TLI), the 
goodness-of-fit index (GFI), and the adjusted goodness of fit index (AGFI), root mean square 
error of approximation (RMSEA), were examined as recommended by a number of researchers 
(Bollen, 1989; Jöreskog & Sörbom, 1993; Doll, Xia, & Torkzadeh, 1994; Chin & Todd, 1995; Mueller, 
1996; Baumgartner & Homburg, 1996). According to the analysis of results, all the indices of 
overall fits were acceptable (GFI = .92, AGFI = .89, CFI = .93, RMSEA = .07, and chi-square 
value = 197.5, df = 73). The results revealed significant parameters for the path between tourist 
experience and memorability (β= .96, p < .001, Figure 1, Table 2). The result was consistent with the 
statement of the hypothesis 1. 

Table 3: Inter-correlations between the variables 

Note: **p<0.01 

4. Conclusion 

The purpose of this study was to examine the relationship between tourist experience and 
memorability in a haunted house. The study result indicated that tourist experience and memorability 
have a significant positive relationship. This finding was similar to those of Pine II and Gilmore 
(1998), Schmitt (1999), Quan and Wang (2004), Tung and Ritchie (2011), Dong and Siu (2013), and 
Hung et al. (2016). 

Pine and Gilmore (1998) argued that experiences are memorable. They regarded experiences as 
economic goods that can provide unforgettable memories through supporting services and scenarios 
provided in surroundings during the consumption process. The more senses an experience involves, 
the more effective and memorable it is. Quan and Wang (2004) indicated that ‘peak experiences’ are 
the experiences of attractions, and whether food consumption in tourism can become a part of peak 
experiences depends substantially on its memorability. Tung and Ritchie (2011) found learning about 
local culture, including residents’ way of life, and the language of the destination significantly 
enhanced memorable experiences. 

Previous studies regarded memorable experience as one variable; however, the present study 
considered it as two variables—tourist experience and memorability, as designed in some relevant 
research (Liu et al., 2010; Hung et al. 2016). Hung et al. (2016) found that the creative experience of 
tourists would be transformed into memorability, influencing their revisit intention. 

Note: Responses were indicated on a five-point Likert scale ranging from ‘1’ (Strongly Disagree) to 
‘5’ (Strongly Agree). The accumulated percentage of variance is 61.3%, KMO=0.85, 

Bartlett’s test p=0.000 

1 2 3 4 5

1. Experience 1

2. H i s t o r i c a l 
inheritance

.86** 1

3. H e d o n i c 
perception

.75** .46** 1

4. H a u n t e d 
environment

.63** .33** .32** 1

5. Memorability .65** .56** .58** .31** 1
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The academic literature on ghost tourism is rather scant in academic journals. Previous research has 
explored the topics of human ethics, interpretation, and itinerary planning based on ghost tourism. 
Most of the previous studies used qualitative research methods to understand this phenomenon. The 
characteristics of tourist psychology and behavior of ghost tourism might be more complicated than 
other types of tourism; especially under the cultural framework in which Asians would have a greater 
tendency to avoid places of supernatural elements.  

Many countries tried to improve local economy by operating haunted itineraries and attractions. 
Ghost attractions have become important issues of tourism management. The Liu ancient building is 
the most famous ghost tourism attraction in Taiwan. The Chiayi City Government takes advantage of 
this tourism resource to attract travelers to visit it.  

The Liu ancient building attracts numerous visitors without any promotion, and it is a private 
property. Visitors who have higher experience generate positive memories. Haunted itineraries must be 
designed to elicit interpretations of historical events of the building. Telling stories regarding ghost 
history helps enhance visitors’ memorability. We suggest that future research may examine the role of 
interpretation between tourist experience and memorability in related ghost tourism studies so as to 
construct an experience model. 

Acknowledgment 

This research was partially supported by the Ministry of Science and Technology, Taiwan, R.O.C., 
under contract no. MOST 106-2410-H-165-002. Many thanks for the assistance of students from 
Tainan University of Technology. 

References 

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A review and 
recommended two-step approach. Psychological bulletin, 103(3): 411. 

Baumgartner, H., & Homburg, C. (1996). Applications of structural equation modeling in marketing 
and consumer research: A review. International Journal of Research in Marketing, 13(2): 
139-161. 

Bollen, K. A. (1989). Structural equations with latent variables. New York: John Wiley & Sons. 
Chin, W.-W., & Todd, P.-A. (1995). On the use, usefulness, and ease of use of structural equation 

modeling in MIS research: A note of caution. MIS Quarterly, 19(2): 237-246. 
Comaroff, J. (2007). Ghostly topographies: Landscape and biopower in modern Singapore. Cultural 

Geographies, 14(1): 56-73. 
Cooper, C. E. (2014). Australian ghosts: The most haunted locations of Australia. Australian Journal 

of Parapsychology, 14(1): 95. 

Note: Chi-square = 197.5, df = 73, χ2/df = 2.70, CFI = .93, IFI = .93, TLI = .91, GFI = .92, 
AGFI = .89, RMSEA = .07, ***p<0.001 

Fig 1: The relationship between tourist experience and memorability, using structural equation 
modeling analysis 

#

Submit Date: 10.07.2018, Acceptance Date: 22.08.2018, DOI NO: 10.7456/1080SSE/204 
Research Article - This article was checked by Turnitin 

Copyright © The Turkish Online Journal of Design, Art and Communication



The Turkish Online Journal of Design, Art and Communication - TOJDAC  
ISSN: 2146-5193, September 2018 Special Edition, p.1524-1531

Culture & Tourism Bureau of Chiayi County (2016). The Liu ancient building. Available online at: 
http://www.tbocc.gov.tw/SightLib/Sight_Detail.aspx?id=e051b0c9-2ed4-e411-a5d3-
e4115b13f301&lang=tw 

Doll, W. J., Xia, W., & Torkzadeh, G. (1994). A confirmatory factor analysis of the end-user computing 
satisfaction instrument. Mis Quarterly, 18(4): 453-461. 

Dong, P., & Siu, N. Y. M. (2013). Servicescape elements, customer predispositions and service 
experience: The case of theme park visitors. Tourism Management, 36: 541-551. 

Dunkley, R., Morgan, N., & Westwood, S. (2011). Visiting the trenches: Exploring meanings and 
motivations in battlefield tourism. Tourism Management, 32(4): 860-868. 

Foley, M., & Lennon, J. J. (1996). JFK and dark tourism: A fascination with assassination. 
International Journal of Heritage Studies, 2(4): 198-211. 

Formoso, B. (1996). Hsiu-Kou-Ku: The ritual refining of restless ghosts among the Chinese of 
Thailand. Journal of the Royal Anthropological Institute, 2: 217-234. 

Fraser, J. (2005). Never give up the ghost: An analysis of three Edinburgh ghost tour companies, PhD 
Thesis, Memorial University of Newfoundland, Atlantic. 

Freed, R. S., & Freed, S. A. (1990). Ghost illness in a North Indian village. Social Science & 
Medicine, 30(5): 617-623. 

Frost, W. (2016). Haunted heritage: The cultural politics of ghost tourism, populism, and the past. 
Journal of Heritage Tourism, 11(2): 207-208. 

Garcia, B. R. (2012). Management issues in dark tourism attractions: The case of ghost tours in 
Edinburgh and Toledo. Journal of Unconventional Parks, Tourism & Recreation Research, 4(1): 
14-19. 

Gatewood, J. B., & Cameron, C. M. (2004). Battlefield pilgrims at Gettysburg National Military Park. 
Ethnology, 43(3): 193. 

Gentry, G. W. (2007). Walking with the dead: The place of ghost walk tourism in Savannah, Georgia. 
Southeastern Geographer, 47(2): 222-238. 

Hanks, M. M. (2011). Re-imagining the national past: Negotiating the roles of science, religion, and 
history in contemporary British ghost tourism. In H. Silverman (Ed.), Contested Cultural 
Heritage (pp. 125-139). New York: Springer.  

Holmes, M., & Inglis, D. (2004). Selling the spectre: Ghost stories and tourism in modern Scotland. 
Studies in Travel Writing, 8(2): 107-123. 

Huang, J. H., Chuang, S. T., & Lin, Y. R. (2008). Folk religion and tourist intention avoiding tsunami-
affected destinations. Annals of Tourism Research, 35(4): 1074-1078. 

Hung, W. L., Lee, Y. J., & Huang, P. H. (2016). Creative experiences, memorability and revisit 
intention in creative tourism. Current Issues in Tourism, 19(8): 763-770. 

Inglis, D., & Holmes, M. (2003). Highland and other haunts: Ghosts in Scottish tourism. Annals of 
tourism research, 30(1): 50-63. 

Jöreskog, K. G., & Sörbom, D. (1993). Structural equation modeling with the SIMPLIS command 
language. Chicago, IL: Scientific Software International, Inc. 

Kim, J. H., Ritchie, J. R., & Tung, V. W. S. (2010). The effect of memorable experience on behavioral 
intentions in tourism: A structural equation modeling approach. Tourism Analysis, 15(6): 
637-648. 

Lee, Y. J. (2015). Creating memorable experiences in a reuse heritage site. Annals of Tourism 
Research, 55: 155-170. 

Lee, Y. J. (2016). The relationships amongst emotional experience, cognition, and behavioural 
intention in battlefield tourism. Asia Pacific Journal of Tourism Research, 21(6): 697-715. 

Liu, Y. A., Lu, C. H., & Hsu, H. (2010). The study of backpackers’ experience model in Taiwan. Journal of 
Tourism and Leisure Studies, 16(2): 165-188. 

Loureiro, S. M. C. (2014). The role of the rural tourism experience economy in place attachment and 
behavioral intentions. International Journal of Hospitality Management, 40: 1-9. 

Minsyong Township Office (2016a). History of Minsyong. Available online at: http://
minsyong.cyhg.gov.tw/cp.aspx?n=BBF5C83DDCCEE939 

Minsyong Township Office (2016b). Minsyong haunted house. Available online at: http://
minsyong.cyhg.gov.tw/News_Content.aspx?n=71EBB16ADE11EE31&s=24DDFB55D2D6BA71 

Miles, W. F. (2002). Auschwitz: Museum interpretation and darker tourism. Annals of Tourism 
Research, 29(4): 1175-1178. 

Mueller, L. O. (1996). Basic principles of structural equation modeling: An introduction to LISREL 
and EQS. New York: Springer. 

Submit Date: 10.07.2018, Acceptance Date: 22.08.2018, DOI NO: 10.7456/1080SSE/204 
Research Article - This article was checked by Turnitin 

Copyright © The Turkish Online Journal of Design, Art and Communication

http://www.tbocc.gov.tw/SightLib/Sight_Detail.aspx?id=e051b0c9-2ed4-e411-a5d3-e4115b13f301&lang=tw
http://www.tbocc.gov.tw/SightLib/Sight_Detail.aspx?id=e051b0c9-2ed4-e411-a5d3-e4115b13f301&lang=tw
http://minsyong.cyhg.gov.tw/cp.aspx?n=BBF5C83DDCCEE939
http://minsyong.cyhg.gov.tw/cp.aspx?n=BBF5C83DDCCEE939
http://minsyong.cyhg.gov.tw/News_Content.aspx?n=71EBB16ADE11EE31&s=24DDFB55D2D6BA71
http://minsyong.cyhg.gov.tw/News_Content.aspx?n=71EBB16ADE11EE31&s=24DDFB55D2D6BA71
http://minsyong.cyhg.gov.tw/News_Content.aspx?n=71EBB16ADE11EE31&s=24DDFB55D2D6BA71


The Turkish Online Journal of Design, Art and Communication - TOJDAC  
ISSN: 2146-5193, September 2018 Special Edition, p.1524-1531

Obrador, P., & Carter, S. (2010). Art, politics, memory: Tactical tourism and the route of anarchism in 
Barcelona. Cultural geographies, 17(4): 525-531. 

Pinder, D. (2001). Ghostly footsteps: voices, memories and walks in the city. Cultural geographies, 
8(1): 1-19. 

Pine II, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy. Harvard Business Review, 
76(4): 97–105. 

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: An illustration 
from food experiences in tourism. Tourism management, 25(3): 297-305. 

Relph, E. (2015). Rational landscapes and humanistic geography. London: Routledge. 
Rittichainuwat, B. N. (2006). Tsunami recovery a case study of Thailand’s Tourism. Cornell Hotel and 

Restaurant Administration Quarterly, 47(4): 390-404. 
Rittichainuwat, B. (2011). Ghosts: A travel barrier to tourism recovery. Annals of Tourism Research, 

38(2): 437-459. 
Schmitt, B. (1999). Experiential marketing. Journal of marketing management, 15(1-3): 53-67. 
Seeman, E. R. (2002). Spooky streets: Spirits of the past haunt ghost tours. Common-Place: The 

Interactive Journal of Early American Life, 3(1), Available online at: http://www.common-place-
archives.org/vol-03/no-01/seeman/seeman-2.shtml. 

Strange, C., & Kempa, M. (2003). Shades of dark tourism: Alcatraz and Robben Island. Annals of 
Tourism Research, 30(2): 386-405. 

Stone, P. R. (2011). Dark tourism: Towards a new post-disciplinary research agenda. International 
journal of tourism anthropology, 1(3/4): 318-332. 

Tuan, Y. F. (1976). Humanistic geography. Annals of the Association of American Geographers, 66(2): 
266-276. 

Tuan, Y. F. (2012). Humanist geography: An individual's search for meaning. Madison: University of 
Wisconsin Press. 

Tuan, Y. F. (2013). Landscapes of fear. New York: Pantheon Books. 
Tung, V. W. S., & Ritchie, J. B. (2011). Exploring the essence of memorable tourism experiences. 

Annals of Tourism Research, 38(4): 1367-1386. 
Winter, C. (2009). Tourism, social memory and the Great War. Annals of Tourism Research, 36(4): 

607-626. 
Zeulow, E. G. E. (2011). The darker side of travel: The theory and practice of dark tourism. Journal of 

tourism history, 3(2): 207-208. 

Submit Date: 10.07.2018, Acceptance Date: 22.08.2018, DOI NO: 10.7456/1080SSE/204 
Research Article - This article was checked by Turnitin 

Copyright © The Turkish Online Journal of Design, Art and Communication

http://www.common-place-archives.org/vol-03/no-01/seeman/seeman-2.shtml
http://www.common-place-archives.org/vol-03/no-01/seeman/seeman-2.shtml

