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Oz

Marka kavraminin, tiiketici karar alma siirecinin 6nemli belirleyicilerinden birisi oldugu bilinmektedir.
Turizm endiistrisinin temel yapitaslarindan olan otel isletmeleri de miisterileriyle siirdiiriilebilir
iligkiler gelistirip rekabette ayakta kalabilmek adma marka yonetimine ihtiya¢ duymaktadir. Soyut bir
kavram olan markanin yonetilmesi, markanin hedef miisteriler agisindan tasidig1 degerin anlasilmasin
ve dolayisiyla marka denkligi ile miisteri iliski kalitesi boyutlarinin bir arada ele alinmasm
gerektirmektedir. Bu c¢alisma, marka denkligi boyutlarinin, miisteri iligki kalitesi alt boyutlar1 olan
giiven ve memnuniyete etkisini belirleyebilmek ve aralarndaki iliskide giivenin araci etkisini test
edebilmek amaciyla gerceklestirilmistir. Arastirma Fethiye’deki otel isletmelerine gelen yabanc
turistlerden toplanan 302 anket {izerinden gergeklestirilmistir. SPSS ve Smart PLS istatistiki programlari
kullanilarak AFA, DFA, Path analizleri ile Sobel testi yapilmistir. Arastirmanin sonucunda otel marka
denkliginin, miisteri memnuniyeti ve giiven iizerinde anlamli ve pozitif etkisi oldugu tespit edilmistir.
Ayrica otel marka denkligi ile miisteri memnuniyeti arasinda, giiven degiskeninin de aracilik roliiniin
bulundugu belirlenmistir.
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Abstract

It is known that the concept of the brand is one of the important determinants of the consumer decision-making
process. Hotel businesses, which are the main building blocks of the tourism industry, also need brand
management to develop sustainable relationships with their customers and survive in the competition. Managing
the brand, which is an abstract concept, requires an understanding of the value of the brand in terms of target
customers, and therefore the brand equivalence and customer relationship quality dimensions to be discussed
together. This study was carried out to determine the effect of brand equivalence dimensions on customer
satisfaction quality sub-dimensions, trust and satisfaction, and to test the mediating effect of trust in the relationship
between them. The research was carried out through 302 questionnaires collected from foreign tourists coming to
the hotel businesses in Fethiye. EFA, CFA, Path analyzes and Sobel tests were performed using SPSS and Smart
PLS statistical programs. As a result of the research, it has been determined that hotel brand equivalence has a
significant and positive effect on customer satisfaction and trust. Also, it is determined that the trust variable has a
mediator role between hotel brand equivalence and customer satisfaction.
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