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Oz

Glintimiizde bir¢ok otel isletmesi yeni miisterilere sahip olmak ya da var olan miisterilerinin
devamhiligim saglamak adina farkli pazarlama uygulamalari gerceklestirmektedirler. Bunlarin en
onemlilerinden bir tanesi insanlarmn bes duyusuna hitap eden duyusal pazarlama uygulamalaridir.
Oteller duyusal pazarlama yoluyla miisterilerinin tatminlerini saglamaya ¢alismaktadirlar. Tatmin olan
bir miigterinin otelin tanitimini farkli yollarla gerceklestirmesi olasi bir durumdur. Bunlarm en
onemlilerinden bir tanesi de elektronik agizdan agiza iletisim yoludur. Bu dogrultuda ¢calismanin temel
amaci duyusal pazarlama uygulamalarinin miisteri tatmini ve elektronik agizdan agiza iletisim {izerine
etkisini ortaya koymaktir. Arastirma nicel bir arastirma olup iliskisel tarama modeli ile
gerceklestirilmistir. Calisma Kusadasi’'ndaki 5 yildizli otel isletmelerinde konaklayan mdiisterilerin
katilimiyla gerceklestirilmistir. Toplam 362 katilimciya anket uygulanmistir. Calismada betimleyici
istatistik, faktor analizi, korelasyon analizi ve regresyon analizi kullanilmistir. Analizler sonucunda
duyusal pazarlama uygulamalarina ait gorsel, tat-koku ile dokunsal boyutlarin bagimli degisken olan
miisteri tatmini iizerinde, gorsel ve tat-koku boyutlarmin bagiml degisken olan elektronik agizdan agiza
iletisim tizerinde anlamh bir etkisi oldugu tespit edilmistir.
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Abstract

Today, many hotel enterprises perform different marketing applications in order that they can have new
customers or retain their current customers. One of the most important of these is sensory marketing
applications that appeal to the five senses of people. Hotels try to satisfy their customers through sensory
marketing. It is possible for a satisfied customer to promote the hotel in various ways. One of the most
important of these is the way of electronic word-of-mouth communication. Accordingly, the main purpose
of this study was to reveal the effect of sensory marketing applications on customer satisfaction and
electronic word-of-mouth communication. The research was designed as a quantitative research and
performed with relational screening model. The research was carried out with the participation of the
customers staying in the 5-star hotel enterprises in Kusadasi. The survey was conducted on a total of 362
participants. In the study; descriptive statistics, factor analysis, correlation analysis and regression analysis
were used. It was determined as a result of the analyses that the visual, taste-smell, and tactual dimensions
of sensory marketing applications had a significant effect on customer satisfaction, which was the dependent
variable, and the visual and taste-smell dimensions of sensory marketing applications had a significant effect
on electronic word-of-mouth communication, which was the dependent variable.
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