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Oz

Glintimiiz serbest rekabet ortaminda isletmeler, mal ve hizmetlerin tiretimi, tanutim1 ve pazarlanmasi
agisindan birbirlerine benzeyen bir¢ok firma arasindan siyrilip, farklilik yaratarak rekabet avantaji elde
etme cabasi igerisine girmektedirler. Bu yiizden, isletmelerin bagarilarma dogrudan etki eden
faktorlerden birini de markalasma olusturmaktadir. Butik otel isletmelerinin, markalasma icin gerekli
potansiyele sahip olduklar1 varsayilmakta, isletmelerin de son zamanlarda yogun rekabet kosullarinda
bu konuya 6nem vermeye basladiklar1 gozlenmektedir. Yiirtitiilecek olan markalasma faaliyetlerinin
de butik otel isletmelerinin konseptine uygun oldugu diisiiniilmektedir. Bu noktadan hareketle,
arastirmanin amaci; butik otel isletmelerinin uyguladiklar1 markalasma ¢abalarinn, tiiketicilerin tatil
satin alma davranislar: iizerindeki etkilerini ortaya ¢ikarmak olarak belirlenmistir. Arastirmada, veri
toplama teknigi olarak anket kullamilmustir. Oncelikle turistlerin demografik &zelliklerinin,
konakladiklar1 butik otelin fiziki yapis1 hakkindaki alg: ve otelin konuklarina sundugu hizmet algisi
tizerine etkileri test edilmistir. Sonrasinda bu algilarin marka algisina etkisi 6l¢tilmiis; daha sonrasinda
ise marka algis1 ile elde edilen bilgilerin, turistlerin marka sadakati ve satm alma davramslar
tzerindeki etkileri analiz edilerek turistlerin marka sadakatinin satin alma davranislari tizerindeki
etkileri analiz edilmigtir. Aragtirmada, katiimcilarin satin alma davranigini etkilemede, otelin
konuklara giiven vermesinin oldukca énem tasidig1 bulgusuna ulasilmistir. Ayrica, butik otelin marka
bilinirliginin yiiksek olmas1 da tiiketici satin alma davranigini etkileyen diger bir unsurdur.

* Bu makale, 2017 yilinda Aydin Adnan Menderes Universitesi Sosyal Bilimler Enstitiisii Turizm Isletmeciligi Anabilim Dalinda
“Butik Otel Isletmelerinde Markalasmanin Turistlerin Satin Alma Davramglar1 Uzerindeki Etkileri: Sirince Ornegi” ismi ile
yazilmis olan yiiksek lisans tezinden tiiretilmistir.
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Abstract

In today’s free competition environment, enterprises are struggling to gain competitive advantage by
creating differences, and getting rid of the many similar companies in terms of production, promotion
and marketing of goods and services. For this reason, one of the factors that directly affect the successes
of the companies is the branding. It is assumed that boutique hotels have the potential for branding,
and observed that the companies have recently started to give importance to this issue in intense
competition conditions. The branding activities to be carried out are thought to be in line with the
concept of boutique hotels business. From this point, the aim of the study is to reveal the effects of the
branding efforts of the boutique hotel enterprises on the purchasing behaviors of the consumers. In the
study, questionnaire has been used as data collection technique. First of all, the effects of the
demographic characteristics of the tourists on the perception of the physical structure of the boutique
hotel where they were staying and the perception of the service offered to the guests of the hotel were
tested. Then the effect of these perceptions on brand perception was measured; after that, the effects of
brand information on brand loyalty and purchasing behaviors of tourists were analyzed and the effects
of brand loyalty on purchasing behaviors of tourists were analyzed. In the study, it was found that it is
very important that the hotel gives confidence to the guests in order to influence the purchasing
behavior of the participants. In addition, high brand awareness of the boutique hotel is another factor
affecting consumer purchasing behavior.
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