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Abstract
Atrticle Info: The purpose of this study is clarifying effects of reality
_ technologies on tourist experiences. For this purpose, tourist
Received: 24-07-2019 experiences and reality technologies are defined firstly.

Accepted: 28-07-2019 Thereafter, examples are given for the virtual, augmented and

mixed reality applications within the tourism sector. In the last
section, some evaluations are made for the future tourist

?ggl\f/;/;;ds. experiences. In this study, it is concluded that virtual and
Digital Age augmented reality technologies are mainly used in museum
Technology tourism and have a positive effect on visitor experiences. In
Tourist Experience addition, it’s suggested that future tourist experiences will be

more conscious because of raise awareness with diffusion of
augmented and virtual reality technologies in all tourism sector.

1. INTRODUCTION

Nowadays, digital technologies affect the tourist experiences than ever before. In
particular, virtual (VR) and augmented reality (AR) technologies influence them. According
to the early conceptualizations of tourist experience, it only relates to being a temporarily
leisure person (Uriely, 2005), but it connects to the virtual or augmented reality today. These
technologies change the definitions and discussions about tourist experiences both de facto
and conceptual level. It’s hard to reveal effects of VR and AR technologies on tourist
experiences by reason of their intangible nature. Virtual Reality (VR) can be qualified as a
computer generated three dimensional environment (Guttentag, 2010) in tourism. Augmented
Reality (AR) is enrichment of real environment with voice, scene, graphic and GPS data that

produce by computers or ICTs. Also, these technologies are mostly combined each other and
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created mixed reality (MR). In brief, VR provides virtual world instead of your real world, but
AR interacts both real and virtual world. AR adds to some virtual things in your actuality for
instance augmented reality GPS. We can interact with created augmented reality via to mobile
phone, tablet PC etc.

In recent years, virtual and augmented reality technology applications become popular
in tourism. It’s difficult to understand these technologies how to operate because of their
complex structure, but our focus is their implementation in tourism sector. In general, studies
in related literature discuss examples of using these technologies in museum visits, also
heritage tourism. Shortly, these kind of studies are usually included in the scope of cultural
tourism. Besides, virtual and augmented reality technologies are also used for the theme
parks, gaming, booking, restaurant, hotel experiences, transportation, destination marketing
and browsers in destination etc.

This paper seeks for answer that question “how do virtual (VR) and augmented reality
(AR) technologies influence tourist experiences?” For this purpose, tourist experiences and
reality technologies are defined firstly. Virtual and augmented reality applications using in
tourism sector take part in second section. In the last section, future tourist experiences are

evaluated in the context of using these technologies.

2. AN EXPLANATION FOR TOURISM EXPERIENCES AND REALITY
TECHNOLOGIES

The conceptualization of tourist experiences has been a key research topic since early
1960s. These early conceptualizations accentuate its distinction from daily life. Yet, studies
have been arisen challenge to the idea that tourist experiences have been quite different from
everyday life routine since 90s. For example, Lash and Urry (1994) define decreasing
differences between day-to-day life and tourist experiences as ‘‘the end of tourism’’.
According to Lash and Urry (1994), today experiences which limited the tourism are
accessible under favour of mass media, video and virtual reality technologies (Uriely, 2005:
199-203). In this regard, impacts of virtual and augmented reality technologies in tourism are
supposed to discuss based on the “end of the tourism”. Because they change the nature of
tourism activities. Especially, they alter the museum, heritage, cultural tourism experience
characteristics. Therefore, it cannot be afford to overlook that as mentioned by Tung and
Ritchie (2011) we cannot reach consensus for the definition of tourism experiences. But, it’s
clear that service delivery has been turned into experience creation day by day. Focus shifts to

emotional, physical, spiritual, and/or intellectual level of individuals. According to the Tung
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and Ritchie (2011), four experiences areas are defined as entertainment, educational, esthetic,
and escapist in the literature (Tung and Ritchie, 2011: 1368-71). Thus, it can be stated
explicitly that tourism experiences have been evolved from being only satisfactory to more
memorable.

Reality applications using in tourism can be split into 3 groups as virtual (VR),
augmented (AR) and mixed (MR) reality. Primarily, as Guttentag (2010) mentioned that VR
technologies are notable for management and planning, marketing, entertainment, education,
accessibility, and conserve the cultural heritage in tourism sector. For instance, virtual reality
provides opportunities for tourism planners or managers to analyse possible developments
with realistic and navigable virtual environment. By this means, it’s possible providing inputs
for the plans from an appropriate groups or other community members (Guttentag, 2010: 640-
41). If we see the destination in virtual platforms, also can affect the experience of tourists.
For this reason, it can be said that VR technologies also impact marketing strategies within
the tourism sector. Besides, examples are increased by using VR-types technologies such as
augmented or mixed reality. It’s clear that these kinds of technologies are used more
sophisticated from day to day in tourism, and so it’s impossible to distinguish their usage
areas from each other.

Despite a great variety of examples, boundaries between using these kinds of
technologies and tourist experiences haven’t been clearly specified by researchers (Flavian et
al., 2019).

Figure 1. Reality-Virtuality
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Figure 1 proposes a plain explanation of reality-virtuality. Two main areas are situated
above real and virtual environment. Main feature of Virtual reality is that users are placed in
completely digital world (PC World, 2017 cited by Flavian et al., 2019: 549). In augmented
virtuality, computer-generated imagery that can be manipulated by the user, and he/she is still
completely in virtual environment. However, augmented reality is the combination of real and
computer generated imagery in real time, and digital images or video are joined the real
world. On the other hand, the stimulated objects in mixed reality can interact with the real
environment such as a ball bouncing off the wall or new furniture rearranged in the room (PC

Encyclopedia, 2019).
Table 1: Differences between the Reality and Virtuality
Real Augmented | Pure Mixed Augmented Virtual

Environment | Reality (AR) | Reality (PMR) | Virtuality (V) Environment
(RE) (VE)

The main environment is the virtual world (V) or R v

the real (R) world.

Users interact with the virtual (V), real (R) or both
(R-V) worlds in real time.

Digital content is superimposed on the real

environment,

Real content is superimposed on the virtual

environment.

Digital content is merged into the real world so
that both digital and real

content can interact in real-time.

Table 1 summarizes differences between reality and virtuality. According to this, pure

mixed reality, augmented reality and virtuality interact both real and virtual world.

3. THE VIRTUAL, AUGMENTED AND MIXED REALITY APPLICATIONS IN
TOURISM
Digital Tourism Think Tank’s “Augmented Reality in Tourism” Report presents some
highly innovative AR experiences to us. For instance, Saint Petersburg Clearwater Bureau
offer one’s experiences called as “Two Treasures 3D Tour to customers which is also used for

booking. This virtual tour guide provides convincing and interactive preview of the world
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famous beaches and museums. In another example, AR smartphone applications (e.g. Yelp
Inc.) lend hand to vacationists when they are in unfamiliar locations (Digital Tourism Think
Tank, 2019). Well, a tourist booked and arrived in his/her destination by using AR
technologies or apps, after that she/he maybe wants to have fun or eat something. For
example, he/she decisions to have fun. There are many AR outdoor game applications for
him/her. Time Warp is interesting examples of outdoor games which developed by
researchers at the Applied Information Technology Institute in Germany. Games allow
tourists to walk around the city of Cologne in Germany, “jumping” through time portals and
experiencing different historic and future events (Digital Tourism Think Tank, 2019). After
this exciting experience, vacationists want to eat something may be. This once, let assume
that aforesaid tourist group is in London. For instance, The Inamo restaurant offers some
services provided by projective AR technology. By this way, customers able to choose their
own table theme, order something from multimedia menu or watch live video from kitchen
(Digital Tourism Think Tank, 2019). Apart from this, AR technologies are used in several
area within the tourism sector. For example, digital storytelling technics are implemented in
museums. Visitors are accompanied narrator voice and music. Thus, visitor retention time and
return visits increases. Digital Binocular Station is an important example of this technologies
and it makes the static contents of a museum. In short, we can increase the number of
application examples for different tourist groups (Digital Tourism Think Tank, 2019).

In recent years, tourism research have increasing attention for human interacts with
technology, especially in cultural tourism. Many studies in the literature generally examine
the museum visits, because virtual; augmented and mixed reality technologies are adapted in
museum easily. For instance, Trunfio and Campana (2019) proposes a conceptual model for
user experience in the Ara Pacis Museum, Italy. First of all, the study concludes that
integration between museum heritage, physical components and mixed reality created
memorable and unique experiences. Also results affirm the role of the museum as an
immersive cultural site. In addition, it’s emphasized that the human and technology
interaction in the museum is important for conserve the cultural heritage, virtual accessibility
and culture diffusion, and also for sustainable local development. According to the Falk and
Dierking (1992, cited by Galani, 2003:1), interactive museum experience are affected by three
ways such as the physical, personnel and social context mainly. In addition to this, Han et al.
(2018) identified core elements of affecting the visitor experiences as attention, involvement,
engagement, immersion and cognitive absorption. Generally, these elements are related to the

personnel context of tourist experiences. Yet, museum or cultural visits are usually associated
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with social context despite of including some kinds of personnel elements. On the other side,
previous studies on social context focus on experiences take place in physical design of
museum. Also, researches investigate experiences which are shared between local and remote
visitors. Remote visitor who visits a museum with technological opportunity such as internet
(Galani, 2003: 1-2). According to the Galani (2003), reality technologies are bridge between
physical and digital environment and also local and remote visitors. Remote visitors can give
some information to local visitors during the tour and so these interactions constitute social
dimension of museum visits. Jung et al. (2016) examine the effects of virtual and augmented
reality on overall museum visitor experience in terms of social presence and the experience
economy theory with structural equation model. According to the experience economy theory,
there are four dimensions as entertainment, education, esthetic and escapist. Some hypothesis
is tested by Jung et al. (2016) and they conclude that social presence affects the entertainment,
education, esthetic and escape experience positively. Except for esthetic the entertainment,
education and escape experience also influence visitor experience positively. Besides, visitor
experience has a positive impact on intention to revisit the visitor attraction. Moreover, virtual
reality (VR) technology is used in theme parks similarly. According to the Wei et al. (2019),
presence of VR impacts on overall theme park experience and intentions to revisit and
recommend. In addition, Marasco et al. (2018) result that perceived visual appeal (PVA) of
the virtual reality experience with wearable devices affect positively the behavioural
intentions to visit a cultural inheritance site in a destination in Naples, Italy. Li and Chen
(2019) also revealed that perceived enjoyment of VR influences positively on tourists’ travel
intention. On the other hand, Bec et al. (2019) showed that usage of digital technology in
heritage tourism do not only enable to preserve or manage cultural heritage but also improve
tourist experience and interested in history subsequently. In the most general sense, it can be
said that VR and AR experiences in tourism has been more similar to real life from day to
day. Wagler and Hanus (2018)’s results also support this idea which revealed that 360-degree

video tourism may be very similar to real world experience.

4. A CONCLUSION FOR THE FUTURE TOURIST EXPERIENCES

One of the results from literature review is increasing virtual and augmented reality
technology use in tourism has closed the gap between virtual and real life from day to day. As
a result of this, we can propound a stimulating question about this research interest. Clearly,
we able to ask that what happens if the difference between real and virtual life is completely

closed? Is traditional tourism converted into a virtual tourism? Maybe, transforming to
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completely virtual looks like a science-fiction or fantastic idea, but smart tourism proceed to
become fast moving industry. Therefore, it’s clear that unprecedented change is inevitable for
this area.

Literature review showed us that studies on the effects of augmented and virtual reality
technologies are common on museum Visit experiences. Interactive museum experiences are
generally affected by three ways the physical, personnel and social context (Falk and
Dierking, 1992, cited by Galani, 2003). In addition, basic and general elements of influencing
visitor experience attention, involvement, engagement, immersion and cognitive absorption
(Han et al. (2018). These are usually related to the personal sense, but together with museum
or cultural visits have also social aspect because of cultural and social interactions.
Technological advantages also create remote visitor who obtain information via to internet.
These kinds of visitors are not similar to the local visitors, because many of them have never
been there physically. Therefore, changes in digital technologies reveal a new kind of visitor:
remote visitor (Galani, 2003). Augmented and virtual technologies are commonly used in
museum tourism, but also used in booking and marketing stages within the sector, so they
create pure virtual experiences, and also conscious consumer and increasing competition
environment for the tourism sector. Apart from this, tourist experience has also a positive
effect on intention to revisit the visitor attraction, so augmented and virtual reality technology
using impacts on revisiting the destination, museum, theme park etc. It’s clear that augmented
and virtual realities diffuse within the tourism sector specifically.

Lastly, we can make some evaluations on the future tourist experiences from examples
to hold a view about impacts of VR and AR technologies. First of all, virtual tours affect
experiences during the booking stage. In the future, there will not be any tourists who do not
see the destination beforehand thanks to the virtual tours. Thus, future tourist experiences will
be more conscious because of raise awareness with diffusion of AR and VR technologies in
all tourism area such as heritage, cultural, educational, sport and adventure tourism etc. The
fact that, experiences are very close to reality, so it brings to mind the question will tourism
become purely virtual in the future? For instance, demand for pure virtual ones will be more
preferred by participants especially in educational tourism. Perhaps, completely virtual
experiences will be sufficient to satisfy individuals emotionally, spiritually and intellectually
for all kinds of tourism activities. Yet, we have a limitation about this evaluation of future
tourist experiences. Because, we don’t know for certain whether AR and VR technologies will
be adapted to tourism at this level in the future. However, it is clear that increasing virtuality

will increase the demand for tourism activities.
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Abstract

The aim of this study is to develop a scale for determining
the social innovation perceptions of entrepreneurs. In the
Article Info: development stage of the scale, 62 items were obtained from a
review of the social innovation literature. The 62-item draft scale
was applied to 62 travel agency managers operating in Antalya.
According to the skewness and kurtosis values of the obtained
data, it was determined that the data were normally distributed.
Results from the KMO and Bartlett's Test of Sphericity showed
that the sample size was compatible with the factor analysis and
that the data were derived from a normal distribution. A factor
analysis, which included varimax rotation, was performed to
determine the structural validity of the scale. From the results of
the factor analysis, a 31-itemed scale with 4 dimensions that
Keywords: explained 68.729% of the total variance was obtained. For
Social Innovation reliability, the Cronbach Alpha coefficients were calculated for

Received: 30-07-2019
Revised: 07-09-2019
Accepted: 12-10-2019

Egéir:ﬂﬁ?f)t\]/;tion Scale all four dimensions and for the scale as a whole after performing
Tourism the varimax rotation (0.94). The item-total correlations calculated

by Pearson's analysis were significant (p <0.001). The top-to-
bottom 27% analysis with t-test showed that the items and factors
were distinctive. The developed scale was then applied to a large
sample group and a structural equality model was established.
The results obtained confirm that the developed scale is valid and
reliable.

1. INTRODUCTION
Although innovations are often perceived in technological terms, they are in reality
much more diverse and can include medical, preventive care, radical, managerial, business

and social breakthroughs, to name several (Tuomi, 2012). Contrary to technological

! This article is produced from PhD thesis of Yunus Topsakal
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innovations, which are aimed at promoting scientific knowledge of the type that is not
necessarily intended to be applied to realistic problems (Rogers, 2003), social innovations
seek to solve problems and improve existing practices (Schienstock and Hamalainen, 2001;
Pol and Ville, 2009). The concept of social innovation is a relatively new concept. As such, it
involves different meanings and there is little to no consensus on its specific definition
(Tuomi, 2012). Pol and Ville (2009) pointed out that while social innovation is a concept that
seems to be appealing to everyone, not many are sure of its meaning.

Social innovation can be found under various disciplines in the literature. Choi and
Majumdar (2015) have identified seven bodies of literature that involve different perspectives
on the concept of social innovation, including a sociological perspective, a creativity research
perspective, a community psychology perspective, an entrepreneurship perspective, a welfare
economics perspective, a practice perspective, and a regional development perspective. Many
of the reports and articles on social innovation have been concerned with their practical
applications as opposed to the theoretical understanding of the subject. Such reports and
articles are based on the development of road maps and strategies to facilitate social
innovation from the theoretical context of social innovation (Choi and Majumdar, 2015).

As a result, the importance of social innovation is highlighted in the literature as a
reconciliation of various subjects, such as regional development, reintegration of excluded
groups, reduction of unemployment, application of better environmental policies, expansion
of welfare at the local level, and social change. There are, however, no studies within the
literature that measure social innovation from the viewpoint of entrepreneurship. To
determine the social innovation perceptions of entrepreneurs, a social innovation scale is
needed. Given that the literature on social innovation includes no such scale, this study has
aimed to develop a scale to measure the social innovation practices and creations of
entrepreneurs in certain regions. The results from this study shall serve to contribute to the

body of information on this subject and be a model for future studies on social innovation.

2. SOCIAL INNOVATION

Max Weber was the first person to describe the concept of social innovation, or social
invention, as he referred to it, in the late nineteenth century. In the interest of economic
efficiency, Joseph Schumpeter proclaimed in the 1930s that technological innovations were
integral to social innovation.

Mulgan et al. (2007) described social innovation as innovation activities and services

that are primarily developed and disseminated by societal-oriented organizations to meet
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social needs. This description serves to distinguish social innovation from business
innovation. Westley and Antadze (2010) define social innovation as the application of new
products, processes or programs that deeply change the beliefs, resources, basic routines,
authority, or governing capacity of the social system wherein the innovation is being
implemented. Murray et al. (2009), on the other hand, described social innovations as new
ideas (products, services and models) that form new social relations and/or cooperation and
that simultaneously meet social needs as social innovations. Howaldt and Schwarz (2010)
argued that social innovation is a new mix of social practices, deliberately directed by
individual actors or actor clusters, which serve to meet the needs and to find solutions to
problems in specific regions. Lastly, Neumeier (2012) defines social change as a change in
behavior, attitudes and perceptions of a group of people who are involved in a group of
interests and who have joined a benefit-based network that leads to a new and improved
collaborative action within or outside the group.

According to Groot and Dankbaar (2014), social innovation is often the result of a
private initiative. This initiative may also come from people working in the public sector, but
new social arrangements initiated by politicians are not typically viewed as social innovations.
People who come up with social innovations develop ideas to meet some unsatisfied need(s)
(Groot and Dankbaar, 2014). In accordance with Schumpeter (1934), who argues that
innovation is the essence of entrepreneurship, it can be said that social innovation is related to
"social entrepreneurship™.

The social innovation literature shows that entrepreneurs have introduced social
innovation applications related to the environment, workplace / staff, and society. Social
innovations addressing environmental problems in particular have gained popularity over the
years. The many environmental issues impacting today’s world, such as lack of fresh water
resources, transportation and pollution problems, diminishing biodiversity, ecosystem
deterioration, and floods, have inspired a profusion of environmental social innovations,
including those related to forest recycling facilities, organic farming practices, the
development of greenhouses, the establishment of farmers' markets (Seyfang and Smith,
2007), vehicle sharing practices, such as the ride-sharing community BlaBlaCar, and
recyclable energy use. In the current literature, terms like eco-innovation and eco-technology
are used interchangeably with environmental innovation (Oltra, 2008). The concept of
environmental innovation is a general and widely-used concept in innovation, especially in

the social innovation literature.
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Workplace / personnel innovation refers to strategically accepted and applied changes in
the distribution of human and nonhuman resources and in the organization and management
of organizational practices which enable the improvement of the quality of work life and
organizational performance (Prevent et al., 2012). In other words, social innovation functions
as a strategy applied by organizations to foster the talents and competencies of the personnel
(Dhondt et al., 2012). In the context of social innovation and social change, it can be said that
the most important workplace / personnel innovation is gender equality. Gender equality in
the workplace means that women and men have the same opportunities, including
opportunities for success in the workplace, and that there are no restrictions regarding gender
roles. One of the most substantial problems that a workplace faces is temporary employment.
The rise in temporary employment not only results in the decrease of salary raises, but also
leads to an increased number of personnel and families being unable to benefit from full-time
permanent employment opportunities. According to Kalleberg (2011), a growing number of
personnel work under short-term agreements and a basic salary and cannot benefit from
retirement plans or additional benefits. Another workplace / personnel innovation in the
context of social innovation is related to disabled individuals. Although work places may
offer physical employment to disabled people, this does not necessarily guarantee that these
workplaces provide a suitable environment for disabled individuals. Without additional
support, disabled people will be less successful at work because they cannot fulfill their job
responsibilities (OECD, 2005).

The main objective of community innovation is to ensure that individuals, groups and
communities in a socially and economically unfavorable position have access to better
opportunities and the right to free speech. One of the most important roles of community
innovation is to strengthen and organize local people for the purpose of cultivating positive
social change. Community innovation facilitates the development of socially based economic
projects that enhance and diversify local economies. Another issue related to community
innovation is natural and social capital. Natural capital includes assets related to weather,
geographical isolation, natural resources and sites of natural beauty (Emery and Flora, 2006).
Social capital, on the other hand, refers to social cohesion, which can have either a positive or
a negative impact on the interactions between individuals and organizations.

Social innovation must be examined under the socio-economic dimension. Socio-
economics, which is an umbrella term with different uses, refers to the function of the
economy as a whole in the study of society (Eatwell et al., 1989). In this context, it can be

said that social innovation, which seeks solutions to economic development, unemployment,
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and environmental and social problems, is closely related to socio-economy. For example, the
OECD (2012) reported that social innovations introduced to reduce climate change are
accelerating and that in recent years, manufacturing companies have increasingly directed
their efforts towards sustainable manufacturing.

According to Varim (2001), the development of technology and the establishment of
innovations not only affect the economic field, but also the social, political and cultural fields.
In this sense, innovation is also important for socio-economic development strategy and
economic policy. The production methods of business activities have improved with
innovations, and innovation has been a factor driving socio-economic development. Social
innovations, on the other hand, affect economic development, including economic growth,
employment and income per capita, accelerates modernization, and transforms the socio-
cultural structure (Varim, 2011).

Implementation social innovations, such as the donation of services, products or
equipment, the provision of support for community health, financing education, and projects
that create new jobs for the local community and the implementation of programs by

entrepreneurs that aim at local development, can improve the welfare of a community.

3. METHODOLOGY

In the study, validity and reliability analyses were conducted to develop a Likert-type
scale designed with Likert type model (Likert, 1932) to measure the social innovations of
entrepreneurs. The development stage of the scale, the steps for which are given in Fig. 1,
started with a review of the previous research (Seker et al., 2004). Next, the developed scale
was applied to a large sample group (397 tourism enterprises operating in Antalya), followed
by the establishment of a structural equality model.

The pilot scale, prepared as a five-point Likert-type scale (Likert, 1932) (1: strongly
disagree - 5: strongly agree) was administered to a total of 62 travel agency managers between
April and June 2016.

To test the validity of the scale, the data were subjected to various analyses, including a
factor analysis, which aims to obtain a significant number of identifiable determinants that
can be explained as part of a large number of variables (Buyikoztiirk, 2002). Factor analysis
is also referred to as construct validity analysis (Kéymen, 1994). Results from the KMO and
Bartlett Test were used to interpret the factor analysis. According to Tavsancil (2010), in
factor analysis the Kaiser-Meyer-Olkin (KMO) test should be performed to determine the

adequacy of the data obtained from the sample. The value of KMO is considered to be
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excellent the nearer it approaches 1, but unacceptable when it is well below 0.50. With factor
analysis, the data should be normally distributed in a population. Whether the data come from
a multivariate normal distribution or not is tested using Bartlett's test. The chi-square value in
the Bartlett’s test determined significance to be at the 0.000 level and confirmed that the mean

selected sample represented the population.

1-Material Pool: At this stage, a review of the literature was conducted and
candidate items had to be prepared, since no social innovation scale had
ever been prepared before.

!

2-Expert Opinion: Opinions were obtained from experts in the field of
social innovation.

Il

3-Pilot Test: The draft scale prepared with the candidate items was
administered to the travel agencies operating in Antalya.

1

4-Validity: The KMO-Bartlett test and factor analysis were performed
using the data obtained at this stage.

1l

5-Reliability: The CA values of the dimensions and scale were calculated
at this stage. In addition, item analysis, based on the mean difference of the
upper and lower groups, and item-total score correlation were performed.

1

4

6- The final scale was developed based on the results from the preceding
stages

Figure 1: Scale Development Steps

In determining the items constituting the scale, the factor load in the factor analysis
must be 0.30 or higher, items must fall under one factor, a factor must consist of at least four
items, and the item residual and item total correlation coefficient must be over 0.20.

The data were analyzed to test the validity and reliability of the scale. Reliability
concerns how accurately a measurement tool measures an intended target (Tekin, 1993).
Cronbach's alpha values were used to measure the reliability of the Likert-type scales. This
value also provides information on the internal consistency / homogeneity of the dimensions
of the developed scale (Tezbasaran, 1996). In addition, an item analysis based on the mean
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difference of the upper and lower groups was performed along with determination of item-
total score correlation. Using the developed scale, data were collected from the large sample
group. Tabachnick and Fidell (1996) stated that in the analysis of a structural equation model,
the sample size should be at least 10 times the observed number of variables. Therefore, in
our study, for the 31 questions, 310 samples were considered sufficient. However, to make the
results from the study sample statistically sounder and more reliable for the statistical

analysis, data were collected from 397 samples.

4, FINDINGS

The skewness and kurtosis values of all items were examined to determine the
suitability of the obtained data for factor analysis. Since the values were between -1.5 and 1.5,
the data were confirmed to have normal distribution.

Following the confirmation of the normal distribution of data, Kaiser-Meyer-Olkin
(KMO) and Bartlett's Test of Sphericity, both of which were included in the first stage of
scale development, were carried, and the results are given in Table 1. The KMO test was used
to confirm the suitability of the sample size for factor analysis, while the Bartlett test was
applied to show whether the data derived from a multivariate normal distribution or not (Otrar

and Argun, 2015).
Table 1: KMO (Kaiser-Meyer-Olkin) and Bartlett’s Test of Sphericity

KMO (Kaiser-Meyer-0lkin) 0.754
Bartlett’s Test of Sphericity Approx. Chi-Square 1895.848
df 153
p 0.000*
*p<0.05

According to Tavsancil (2010), the nearer the KMO value is to 1, the more excellent it
is, while a KMO value lower than 0.50 is not accepted. When Table 1 is examined, it is seen
that the value of KMO is 0.754, which confirms that the sample size in the pilot study was
suitable for factor analysis. Bartlett's value was found to be which significant, an indication
that the data derive from a multivariate normal distribution. Therefore, the factor analysis,
which included varimax rotation, of the 62 items on the scale was used to obtain the
dimensions of the scale.

From the first factor analysis, it was determined that 29 items had a factor load of less
than 0.40 (Zeller and Karmines, 1978), which is below the community load of 0.30 (Nunnally,
1970), and therefore were removed from analysis. Once these were remover, a total of 4

dimensions were obtained with the factor analysis. The items in the obtained dimensions were
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subjected to intra-correlation analysis. Two items with high correlation were removed from
the dimensions, and the factor analysis was performed again. Based on the results from the
last factor analysis performed with the remaining 31 items, a social innovation scale was
created with 4-dimensions which explained 68.729% of the total variance. These dimensions
were designated personnel practices, environmental practices, social practices and socio-
economic practices. The results are given in Table 2 and summarized below as follows:

e The dimension personnel practices are composed of 8 items, and the variance
explanation rate is 62.659%. The load values of the items in this dimension are
the acceptable load values for the factor (lowest load value 0.530, highest load
value 0.843).

e The dimension environmental practices are composed of 9 items, and the
variance explanation rate is 65.852%. The load values of the items in this
dimension are the acceptable load values for the factor (lowest load value 0.694,
highest load value 0.890).

e The dimension social practices are composed of 7 items, and the variance
explanation rate is 60.530%. The load values of the items in this dimension are
the acceptable load values for the factor (lowest load value 0.559, highest load
value 0.753).

e The dimension socio-economic practices are composed of 7 items, and the
variance explanation rate is 69.622%. The load values of the items in this
dimension are the acceptable load values for the factor (lowest load value 0.682,
highest load value 0.850).

Cronbach Alpha values were calculated to determine the reliability and internal
consistency of the obtained dimensions and the results are presented in Table 3. According to
the Cronbach alpha values, the dimensions were reliable and had internal consistency.

An item analysis based on the difference between the lower 27% group averages and the
upper 27% was performed to understand whether there was variation between the upper and
lower groups in the answers given to each item and to determine the discrimination power
(Buyukoztirk, 2012). The sum of the items was calculated and sorted from small to large. Of
the 62 participants, the 27% constituting the lower and upper ends was calculated as 17. The
data on the scale were divided into two groups, namely, the first 17 and last 17, according to
items total. A t-test was performed on each item to reveal if there was a significant difference

between the two groups, and the results are shown in Table 4.
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Decisions on whether each item will be included on the final scale or not are by
applying different item analyses to the data obtained from the draft scale (Tezbagaran, 1997).
In this way, the reliability of the scale increases. When the results of item analysis based on
the group mean differences of the lower 27% and upper 27% were examined, the independent
group t-test for each item resulted in significant statistical differences for the upper and lower
groups (p <0.01). The differences found were in favor of the upper 27% groups. The results of
item analysis based on group mean differences of the lower 27% and upper 27% support the

distinctiveness of the sub dimensions of the scale and the total scores.
Table 2: Results of Factor Analysis

ersonnel
ractices
Socio-economic

Social Practices
Practices

Environmental

Practices

ITEMS
We provide paid maternity leave 0.693
We provide paid leave to personnel to vote in elections 0.774
We provide employment for under-represented groups (racial | 0.721
minorities, veterans, disabled).
We include personnel in the decision-making process 0.807
We have a salary strategy for income inequity between | 0.843
personnel
Employees are provided with job security 0.530
We use new technologies to meet the social needs of personnel 0.744
We pay a reasonable wage for all full-time personnel 0.838
We use clean and/or low emission transportation options 0.739
We provide financial incentives to employees for efficiency 0.694
(energy-saving vehicles, etc.)
We produce renewable energy in our firm 0.718
Precautions are taken for climate change 0.771
R&D activities for the environment are being carried out 0.788
Pollution control technologies are used 0.875
Waste management is implemented 0.798
Cleaning technologies are used 0.775
Environment diagnosis and monitoring technologies are used 0.890
We produce a product or service aimed at the benefit of the 0.712
community.
We support local suppliers 0.726
We support projects that aim to improve local community health 0.639
We offer assistance for local community security 0.674
We develop products /services that will create social change in 0.753
society
We are putting new ideas into practice to create social value for 0.696
society
We support projects that aim to create new public areas 0.559
We donate services, products, supplies or equipment to society 0.682
We support programs for individual and / or community health 0.793
We donate to primary and high school education 0.850
We donate to higher education 0.754
We support economic equality in the society 0.787
We support projects that create new jobs for the local 0.731
community
We support programs aimed at local development 0.735
Variance Explanation Ratio 62.659% | 65.852% | 60.176% | 69.622%
N: 8 N:9 N:7 N:7
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Table 3: Reliability of Dimensions with Cronbach’s Alpha Values

Dimensions Number of Items | CA (Cronbach’s Alpha):
Personnel Practices 8 0.914
Environmental Practices 9 0.932
Social Practices 7 0.889
Socio-economic Practices 7 0.927
General (Social Innovation) | 31 0.941

To determine whether the scale measures social innovation or not, item total correlation
analysis was carried out. If the item total correlation is positive and high, it means the internal
consistency of the scale is high (Bozdogan and Oztiirk, 2008). The item total correlation
analysis results are given in Table 4. When the coefficient of item total correlation is r>0.40,
this indicates that the item is a very good item (Blyukozturk, 2003).

As seen in Table 4, the "r" value of all items is greater than 0.40. T values were also
found to be significant at the 0.01 level. Therefore, it can be said that the scale is aimed at
measuring social innovation.

The confirmatory factor (DFA) analysis of the large sample data was performed using
the LISREL software program. Table 5 summarizes the results of the structural equation
modeling. The DFA result was very satisfactory for the goodness of fit values obtained. The
chi-square value was calculated as 2249.73 and the degree of freedom as 430. Relative Chi-
Square Indicator, a method that makes the chi-square less dependent on the sample size, is
obtained from the ratio of the chi-square to the degree of freedom. This value is expected to
be in the range of 2:1 to 3:1. According to some researchers, a value of 8 or less can be
considered sufficient for accepting the model (Ventura, 2011). In this study, the ratio of the
Chi-Square value to the degree of freedom was found to be 5.23. Given that the sample
volume was large, it can be said that this indicator exceeded the desired value. The RMSEA
value was 0.09, which is below the limit value of 0.10%. Until the early nineties, an RMSEA
in the range of 0.05 to 0.10 was considered an indication of fair fit, while an RMSEA above
0.10 was an indication of poor fit (MacCallum et al., 1996). Now, new ranges are used, where
an RMSEA of between 0.08 to 0.10 is considered a mediocre fit and below 0.08, a good fit
(MacCallum et al., 1996). Therefore, the RMSEA for our study was at an acceptable value.

When the standardized values are examined, it is seen that the model indicators fall
within the accepted limits.The correlation coefficients of the dimensions were as follows:
personnel applications: 0.47 (R2 = 0.22), environmental applications: 0.76 (R2 = 0.58), social
applications: 0.89 (R2 = 0.79), and socio-economic applications: 0.85 (R2 = 0.72). According

to the results, the most relevant factors related to social innovation in the model were, in order
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of relevancy, social applications, socio-economic applications and environmental
applications.

Goodness-Of-Fit Index (GFI) shows the degree of general covariance between the
observed variables calculated in the default model. The GFI value ranges from 0 to 1. A GFlI
rate exceeding 0.90 is taken as a good model indicator. This means that enough covariance
has been calculated among the observed variables (Ventura, 2011). In this study, GFI was

found to be 0.93, indicating that the model has a good fit.

Table 4: Item Total Correlation Analysis

Correlation* t

ITEMS n:62 n:34
We provide paid maternity leave 519 3.785
We provide paid leave to personnel to vote in elections 407 3.057
We provide employment for under-represented groups (racial minorities, | .536 4.068
veterans, disabled).
We include personnel in the decision-making process 450 3.725
We have a salary strategy for income inequity between personnel 430 3.818
Employees are provided with job security .676 5.158
We use new technologies to meet the social needs of personnel .612 5.231
We pay a reasonable wage for all full-time personnel 524 4.750
We use clean and/or low emission transportation options 437 3.523
We provide financial incentives to employees for efficiency (energy- | .501 4.035
saving vehicles, etc.)
We produce renewable energy in our firm 524 4.304
Precautions are taken for climate change .601 6.025
R&D activities for the environment are being carried out .620 6.636
Pollution control technologies are used .659 7.945
Waste management is implemented .649 8.025
Cleaning technologies are used .706 10.210
Environment diagnosis and monitoring technologies are used .808 14.091
We produce a product or service aimed at the benefit of the community. .600 5.3791
We support local suppliers .589 5.376
We support projects aimed at local community health .667 6.047
We offer assistance for local community security .692 5.724
We develop products /services that will create social change in society 518 4.455
We are putting new ideas into practice to create social value for society 499 3.898
We support projects that aim to create new public areas 513 4.517
We donate services, products, supplies or equipment to society 481 3.865
We support programs for individual and / or community health .633 5.480
We donate to primary and high school education .615 5.307
We donate to higher education 577 4.289
We support economic equality in the society .600 4.431
We support projects that create new jobs for the local community .670 5.200
We support programs aimed at local development .599 4.233

*Significance Level 0.01

The NFI (Bentler Bonett Index or Normed Fit Index) is used to identify any differences
between the hypothesized model and the null model, where the goal is to determine the
amount of fitness that is improved by using the hypothesized model. In other words, when
compared to the suitability of the null hypothesis, it shows the amount of increase in fitness
achieved using the hypothesized model and takes a value between 0-1. The value must be
above 0.90, and the closer the value is to 1 the better the fit (Ventura, 2011). NFI was found to

be 0.91 in this study, and therefore, the model was determined to have adequate good fit.
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As the Root Mean Square Residual (RMR) value approaches 0, it is understood that the
tested model shows good fit (Ventura, 2011). In this study, RMR was found to be 0.09, a
relatively good value. The standardized RMR is referred to as the SRMR indicator of good fit,
and the closer the SRMR value is to 0, the better the fit of the model (Ventura, 2011). In this
study, the SRMR was found to be 0.099, which is considered a good fit in terms of the
SRMR.

The Comparative Fit Index (CFI) compares the fit of the current model with the
correlation of latent variables and the fit of the null hypothesis model, which ignores
covariance. CFI values range from 0-1. A model with a higher CFI indicates that the model
has a good comparative fit index (Ventura, 2011). In this study, the CFI was found to be 0.93.

The AIC-Models and the ECVI comparison model should be smaller than the AIC and
ECVI values (Erkorkmaz et al., 2013). In this study, the AIC-Model was found to be 2381.73
<24170.28 and the ECVI 6.01 <60.65 Therefore, the model has a good fit. Values of fit

indexes are summarized in followed Table.
Table 5. Values of Fit Indexes of the Model

Fit Index Value Result
x2/df 5.23 Acceptable
RMSEA 0.09 Acceptable
GFl 0.93 Good Fit
NFI 0.91 Good Fit
RMR 0.09 Acceptable
SRMR 0.099 Good Fit
CFI 0.93 Good Fit
AIC-Model 2381.73<24170.28 Good Fit
ECVI 6.01<60.65 Good Fit

In general, the index values obtained are acceptable for a model. In conclusion, the DFA

result of the goodness of fit values shows that the model is good.

5. CONCLUSION

In this study, a 62-itemed scale to measure the social innovation applications of
entrepreneurs was presented to an expert for scope validity. Afterwards, factor analysis was
carried out using data obtained from managers of selected travel agents operating in Antalya.
As a result of this process, the 62 items on the scale were reduced to 31 items. Additional
analyses performed included an item analysis based on the reliability coefficients of all scales
and sub-dimensions, a factor-based discrimination analysis, and calculation of item-total and
lower-27% and upper 27% group averages. A structural equation model was established with
data collected from 397 tourism enterprises operating in Antalya. The results obtained from

the analyses can be summarized as follows:
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v" Skewness and Kurtosis values confirm the normal distribution of obtained data.

v" The KMO test confirms that sample size is appropriate for factor analysis and
the Bartlett's test shows that the data are derived from a multivariate normal
distribution.

v' The total variance explained by the four factors in the developed social
innovation scale is 68.729%. The factor loadings of the items, as determined by
varimax rotation, range from 0.518 to 0.911.

v' The obtained factors are designated as "personnel practices”, "environmental
practices”, "social practices" and "socio-economic practices".

v The Cronbach’s alpha value for the whole scale is 0.94 and the Cronbach’s alpha
coefficients for each sub-dimension are over 0.88. These results indicate that the
scale as a whole and its sub-dimensions have internal consistency.

v In the factor-based discrimination analysis, the difference between the lower
27% and upper 27% groups was found to be statistically significant (p <.001),
suggesting that the dimensions and total scores of the scale are distinctive.

v The item total coefficients range from 0.40 to 0.80. This result confirms that the
scale is aimed at measuring social innovation.

v' The indices obtained from the structural equation model are within accepted
ranges.

The results of all the validity and reliability analyses performed reveal that the
developed scale is a tool that can be used to measure the social innovation perception of

entrepreneurs.
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Abstract

It has been deemed as worthy by most of the researchers
to examine the trust in the manager since it is an effective factor
on employee behavior. In the previously conducted studies, the
perception of trust in the manager functions as an independent
variable among the organizational behavior issues. The
employee perception of trust in the manager is among the issues
of organizational behavior and may be effective in the
emergence of the organizational identification behavior, which
is a dependent variable. Therefore, it has been alleged that the
trust perceptions of the hotel employees in the manager may
have an impact on their organizational identification behavior.
In this study, it has been aimed to determine the effect of trust
perceptions employees in their managers working in the hotels
certified by Ministry of Culture and Tourism in Trabzon on
their organizational identification behaviors. To fulfill this goal,
a total of 286 employees working in these mentioned hotels
were surveyed. The obtained data were analyzed with the help
of SPSS program. According to the findings of the study, there
are significant differences between the trust perception of
employees in their managers and organizational identification
behaviors and the demographic characteristics of the
employees. In addition, it was concluded that the trust
perception of hotel employees in the hotel managers were
effective on their organizational identification behavior.
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1. INTRODUCTION

In order for the hotel business employees to exhibit organizational identification
behavior, some requirements need to be met. Among these requirements, examining the effect
the trust perception of employees in the manager on organizational identification behavior is
valuable in terms of eliminating deficiencies, establishing a solid structure and ensuring
continuity. For that reason, the trust perception of employees that emerges out of the manager
in the hotels reveals the state as to whether employees exhibit organizational identification
behavior accordingly. It can be stated that once the perception of trust in the manager of the
hotel enterprises, which has a high labor turnover rate, has been positively provided, the trust
perception in the manager will also affect the organizational identification behavior of the

employees positively.

The concept of trust was put forward by Levin (1999) as "the logical acceptance of
any individual, event, status and the process and the reflection of their reliability, consistency,
positive effect on to the personal belief" and was also described as “believing in the integrity,
consistency, reliability, sense of justice and sincerity of the individual.” In addition to that,
Asunakutlu (2007) regarded the trust concept as the generalized expectation that we can be
confident with their words, their written and oral promises of individuals. On the other hand,
Cook and Wall (1980: 39) considered the concept of trust as the desire of an individual to
attribute good intention to another person's words and behaviors and to believe in them.”
While trust has an important place in the existence of the organization and actualization of the
vision of the organizations (Rosen, 1998), it is one of the determinants of the realization of
trust, productivity, efficiency and goals among employees and employers, organizations and
participants. There will be deficiencies in the realization of the goals in an organization if no
trust exists (Yilmaz, 2004). While trust is handled as an important factor for the success of the
organization, the lack of trust creates an effect that disrupts organizational cohesion and
success (Adams & Wiswell, 2008). The trust between individuals and groups within the
organization is highly important for the stability of the organization and the happiness of its
members (Cook and Wall, 1980: 39). In this context, organizational trust is the perception of
the organization's credibility by the employee. It is the trust perception of employee that the
organization will think about the interests of the employee and at least it will not act to harm
the employee (Saym, 2009: 48). Organizational trust means ensuring the organizational
justice within the organization, the support of the top management to the employees, meeting

the demands and needs of the employees, increasing the level of social relations within the
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organization to a desirable level and improving the cooperation between employees (Neves
and Caetano, 2006: 355). In brief, it is the trust tendency of the organization members against
the organization (Zaheer et al., 1998).

Krot and Lewicka (2012) indicate that previously performed studies emphasize the
significance of trust in connection with the individual well-being of employees in business
life. It was worded that trust is the basic component required for successful communication
and team-work between co-workers, between managers and employees, and between
employees and managers, and furthered that trust has the possibility to diminish the risk and
operating costs whereas it may help develop employee commitment and productivity in the

organization.

In line with what Krot and Lewicka (2012) expressed, it was put forward by
Sjahruddin et al. (2013) that trust in managers is imperative for a leader in that he may
organize the engagement of his subordinate in achieving the vision of the organization. The
trust between employee and the manager is based on how knowledgeable a leader may be,
whereas trust is built upon how coherent the leader is in what he says and does (Sjahruddin et
al., 2013).

It is possible to mention that the organizational trust holds many benefits for the
organizations. Some of these benefits are that organizational trust enables individuals to get
closer to others within the organization, it is an effective problem solving tool, it reduces
complexity in the organization, it provides openness in interpersonal relations, it prevents
social loneliness, individuals in reliable organizations can share their ideas openly, and
individuals may maintain their lives freely without worrying about accepting others’ values, it
helps make a choice, enable the individuals to spend time together and spare time to others, it
provides the ability to reveal the abilities freely, it provides psychological comfort, taking

risks and solidarity in the organization (Ozdil, 2005:10).

Just like Ozdil (2005:10), Hubbell and Chory Assad (2005) believe that trust in
organizations serves for many benefits such as facilitating relationships, forming cooperation
between individuals and organizations, enabling organizational commitment, and supporting

employees’ motivation to innovate.

Tan and Lim (2009) mention that trust in organizations incorporates employees’

willingness to be vulnerable to the actions of their organization. This willingness may be
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obtained if an organization certainly discloses its actions to its employees with the help of
networks either informally or formally.

Otabek, Jens and Alexandra (2006) mentioned in their thesis that trust is one of the
fundamental relations that takes place between managers and employees. This is because both
managers and employees are interdependent. This situation signifies the fact that if the
communication between them is poor, the bond between them is likely to be fragile. It was
indicated that the stronger the bond between managers and employees, the more prosperous
and lasting the organization may be.

In relation with the businesses, the trust issues involve the trust among individuals,
trust between upper management and the organization, trust between businesses (like
suppliers, partners) and the trust of customers in businesses (Ari, 2003: 19). It can be said that
the feeling of trust in the manager among these trust types has an effect on the employees
directly. However, the trust in the manager is addressed within the context of interpersonal
trust in the organizational structure. In this context, the employees’ feeling of trust in the
manager is shaped by the attitudes of the managers in ethical and justice practices (Ko¢ and
Yazicioglu, 2011: 47). It is believed in this framework that the perception of trust in the
manager is significantly influential in the behavior of employees, and the organizational
identification behavior is thought to be influenced by the perception of trust. Therefore, it is

appropriate to examine the concept of organizational identification behavior.

Edwards (2005b) has pointed out that the issue of organizational identification has
attracted attention in the organizational behavior literature in the last 20 years. Therefore,
organizations have made a lot of efforts to manage the degree of organizational identification

behavior of their employees.

Buchanan (1974) described identification as an affective commitment biased to its
own role and organization, regarding the objectives and values of the organization, the
achievement of the objectives and values. Organizational identification was defined by
Asforth and Mael (1989) as “the process of integration and harmonization of the individual's
goals with the aims of the organization”. While Dutton et al. (1994) defined the identification
as “an indication of what level employees define themselves with the concepts they use in
identifying the organizations and institutions they work with”. On the other hand, Scott and
Lane (2000) stated that “identification is psychologically feeling as a part of the

organization”.
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He and Brown (2013) express the fact that organizational identification has the ability
to produce a variety of beneficial results both for employee and organizational, such as low
turnover intention, organizational citizenship behavior, employee satisfaction and well-being,
and employee performance. Moreover, they highlight that organizational identification has
some impact on some specific employee performance as well as performance-related

behaviors, like employee creativity.

Pratt (1998) remarked that employees in organizations have some needs such as
belonging, safety, or self enhancement. To fulfill these needs, identification helps employees
achieve them. Besides, it was alleged that if an employee identifies more strongly with his
organization, he will then have more of his needs met. As a result of that, he may feel a higher

level of job satisfaction.

Edwards (2009) explained that if a company encourages high levels of identification,
it will have the advantage of possessing a workforce that understands and shares the major
goals and values of the organization and that displays increased feelings of membership and
belonging to the organization. In line with Edwards (2009), it was worded by Carmeli,
Atwater and Levi (2010) that if an employee identifies with his supervisor, he is then more
likely to want to see that supervisor be successful and is also more likely to want to engage in

behaviors that will be useful to the organization’s success.

Organizational identification can be measured according to the degree of closeness
between the concepts used by the individual in defining himself and the concepts he uses
when defining his organization. In other words, the degree to which an individual is affiliated
to an organization membership indicates the level of organizational identification of the
individual. If an employee's organization member identity appears to be more dominant than
any other his characteristics, then this person identifies with the organization and regards the
organization as a social group (Dutton, et al., 1994: 239). As it is understood from the
definitions given above, identification of the employees with the organization makes the job
more meaningful to them and thus it motivates them more. In addition, identification
increases the willingness of employees to stay in the organization and reduces the possibility
of life alienation. Employees identifying with their organizations will, at their own discretion,
start showing supportive behaviors towards their organizations and this may enable them to
volunteer for the benefit of the organization (Iscan, 2006: 161). In fact, employees identified
with their organization tend to see themselves as representatives of the organization in their

interaction with people outside the organization and these employees put the interests of the
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organization into the first place when the opportunities regarding strategic and business
decisions arise (Miller et al., 2000). In addition, the level of organizational identification of a
worker may indicate to what extent the employee is committed to the organization. As a
matter of fact, if the membership of the organization has taken place in the center of the
employee and if it is in front of the social environment, it means that the employee is
identified with the organization.

It is thought that the perception of trust in the manager will also be effective in the
exhibition of organizational identification behaviors by the employees working in hotels. In
this context, an application examining the effect of trust perceptions of hotel employees in the
managers on their organizational identification behavior has been supplied in the following

chapter.

2. THE AIM AND IMPORTANCE OF RESEARCH

This study intends to display the effect of trust perceptions of hotel employees in the
managers on their organizational identification behavior. Parallel with this aim, some
information about the subject has been included in this research, and the findings of a survey
conducted on the employees of working in hotels located in Trabzon certified by the Ministry
of Culture and Tourism have been given. The obtained results were interpreted in accordance
with the purpose of the study and suggestions were made to the related parties. By
determining the effect of trust perceptions of hotel employees in the managers on their
organizational identification behavior, it is expected that the study will both contribute to the

relevant literature and become a source of data for hotel managers.

While management styles, attitudes and behaviors of the executives affect the trust of
hotel employees in their managers in hotel businesses, the emerging trust perception may
have a positive or negative effect on organizational identification behavior. In this context, the
findings collected in line with the research problem are considered to be very important in the
subject of the research. In addition to its contribution to the literature, the findings are
considered to be an important source of data for the relevant institutions, organizations and

managers.

3. METHOD
The population of the study consists of the employees working in the hotels certified by

the Ministry of Culture and Tourism, operating in Trabzon. As of 2019, there are 46 tourism
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certified facilities in Trabzon and these facilities have a capacity of 2829 rooms. According to
the “Labor Force Survey in Hospitality and Tourism Industry” (1989) by Ministry of
Tourism, the total number of personnel per room is 0.70 including the hotels with stars and
other facilities in Turkey. Upon taking this average into consideration, as the number of
personnel is calculated according to the number of rooms in Trabzon (2829 x 0.70), the result
of 1980,3 personnel is reached. According to the results, the population of the study was
calculated as number of staff by number of rooms, and 1980,3 was accepted as hotel
employee. In the research, sampling was made use of due to cost, qualified staff, time and
physical problems. Sample sizes that should be drawn from different universe sizes for £ 0.05
sampling error created by Yazicioglu and Erdogan (2004: 49-50) have been based on. In
addition, when the formula for calculating the sample size (Ozdamar, 2001: 257) is put into
practice (p=0.3; q=0.7);

N.tz.p.q
e (N—1)+tip.q

T

N: Number of units in population,

n: sample size,

For Zo: a= 0.05, 0.01, 0.001, 1.96, 2.58 and 3.28 values,

d= sampling error,

t distribution of critical values with t, st = sd degree of freedom (sd=n-1).

When t,sq critical values are sd= n-1— 5000, they may be taken to be equal to Z,values,
Accordingly;

1980,3 . 1,96 0,3 .07

n= . . = 278
0.05< . 19793 + 1,96 . 0,3 . 0,7

When the formula is put into implementation, the minimum number of samples is
reached (278).

In this context, a simple random sampling method (Ural and Kilig, 2006: 41) was used
and a total of 350 surveys were carried out in the hotel businesses in Trabzon, considering that
there could be faulty and incomplete questionnaires. Since 64 guestionnaires were incomplete
and inaccurately filled they were excluded. 286 questionnaires were taken into evaluation and

analyzed by experts. The surveys were carried out between 4 January and 15 February 2019.
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In the application stage of the study, survey technique was used as data collection
technique. In the first part of the questionnaire used in the research, there are questions about
the demographic characteristics of the participants. In the second part, the scale developed by
McAllister (1995) and translated into Turkish by Toplu (2010) was used to measure the trust
in the manager in the scope of the research. In addition, factor analysis was performed by
Toplu (2010) onto the interpersonal trust scale. As a result of the analysis, two dimensions in
the original scale (affective and cognitive) were collected under a single dimension and this
dimension was evaluated under the name of trust in the manager during the research process.
There are 11 questions in the 5-point Likert-type scale to determine the trust level of the
employees in the managers. In the third part, the scale developed by Mael and Ashforth
(1995) which is widely accepted in the literature has been actualized. Organizational
identification scale consists of 6 expressions, including one dimension. In the comparison of
the participants on the trust perception in the managers and organizational identification
behavior according to demographic characteristics, t-test was used for independent samples
for two groups (gender, destination). While for variables containing more than two groups
(age, marital status, education levels, departments, positions, term of employment in the
hotel), single factor variance analysis (Anova) was used. In addition, Tukey, from Post-Hoc
tests, was used for groups with equal variance and Tamhane’s tests were used for groups
without equal variance. In order to test the reliability of the scales used in the study,
Cronbach's Alpha coefficients were calculated. The overall reliability coefficient considering
the scale (17 items) was determined as 0.915. Organizational identification scale (6 items)

was calculated as 0.888 and Organizational trust scale (11 items) was calculated as 0.940.

4. FINDINGS

In this part of the research, demographic characteristics of the participants were given.
Also, the analyses as to whether there is a statistically significant difference between the
demographic characteristics and the perception of trust in the manager and organizational
identification behavior have been presented in this chapter as well.

112 hotel employees participating in the survey consist of women and while 174 are
men. 45.5% of the participants are married, 41.3% are single, and 13.3% fit into the other
marital status category. 35,3% of the participants have primary education, 34,6% of the
participants have high school education, 18,2% of the participants have university level

education and 11,9% possess graduate degree. In addition, 47 of the participants are aged
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between 20 and under, 91 are between 21 and 25 years, 67 are between 26 and 30 years and
81 are 31 years and older.

15% of hotel employees work in the front office, 19,2% work in the food and beverage,
13,6% work in the housekeeping, 11,5% work in the sales and marketing, 11,9% work in the
accounting, 10,1% work in the human resources, and 18.5% work in the other departments.
Of the participants, 203 of them are employees and 83 of them are in management position.
When the term of employment of hotel participants is examined, it is seen that 30.1% of them
have been working less than one year, 42.7% of them have been working between 1-5 years,
13.6% of them have been working between 6-10 years and 13.6% of them have been working
10 years and more.

Table 1: Distribution of Participants by Individual Characteristics (n=286)

- Variables %
Male 112 39,2
Female 174 60,8
Total 286 100,0
Married 130 45,5
Single 118 41,3
Other 38 13,3
Total 286 100,0
Primary education 101 35,3
High school 99 34,6
University 52 18,2
Graduate 34 11,9
Total 286 100,0
20 and Below 47 16,4
Between 21-25 91 31,8
Between 26-30 67 23,4
31 and more 81 28,3
Total 286 100,0
Front Office 43 15,0
Food & Beverages 55 19,2
Housekeeping 39 13,6
Sales and marketing 33 11,5
Accounting 34 11,9
Human resources 29 10,1
Other 53 18,5
Total 286 100,0
Employee 203 71,0
Manager 83 29,0
Total 286 100,0
1 year or less 86 30,1
Between 1-5 years 122 42,7
Between 6-10 years 39 13,6
10 years and more 39 13,6
Total 286 100,0

According to Table 2, there are 112 females and 174 males participating in the study.
As a result of the analyzes, it was determined that there was no statistically significant
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difference between women and men in terms of the trust perception in the manager and
organizational identification behavior and averages. Akkoyun and Kalkin (2015), Erdogan
(2012), Polat and Celep (2008), Bute (2011), Polat (2007) found that there were significant
differences between gender and organizational trust in their research. Moreover, Turung and
Celik (2010), Alcan (2018), Yarmac1 (2012), Ozdemir (2010), Iscan (2006), Oz and Bulutlar
(2009) concluded that there were significant differences between gender and organizational

identification in their research.

Table 2: Differences between Factors by Gender Variable

Variables Factor Group n X Std. (9)
ORGANIZATIONAL Female 112 3,08 1,19 0.470
Gender IDENTIFICATION Male 174 3,36 1,11 '
Female 112 3,34 1,09
TRUST IN THE MANAGER Male 174 328 107 0,697

*p<0.05
According to Table 3, there are 47 people aged 20 and under, 91 people are aged 21 to

25,67 people are aged 26 to 30 years, and 81 people are aged 31 and over. The results of this
analysis revealed that there was no difference between these age groups and their averages in
terms of organizational identification behavior. In this context, it can be stated that the
organizational identification behavior of the employees in the hotels where the research was
carried out does not differ according to the age groups. However, the results of the analyzes
showed that there is a significant difference between the trust in the manager and the age
groups. It can be seen that the hotel employees aged 31 and over have higher the perception of
trust in the manager compared to the hotel employees aged 26-30. It may be suggested that
the reasons why employees over 31 have more trust in their managers are that they have more
life experiences, their perceptions of trust are semantically different as well as their tenure in
hotel facilities is longer. Yazicioglu (2009), Koca Balli and Ustiin (2017), Giin and Soyiik
(2017) found in their study that there are significant differences between age variable and
organizational trust. Additionally, Alcan (2018), Polat (2009), Akyiiz (2014), Cakinberk et al.
(2011) concluded that there are significant differences between age groups and organizational

identification.
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Table 3: Differences between Factors by Age Groups

Variables Factor Group n X Std. (9)

20 and Below 47 3,17 1,31

TRUST IN THE MANAGER ~ Between 21-25 91 339 103 gos0+
Between 26-30 67 3,05 0,95
Age 31 and more 81 3,50 1,04
20 and Below 47 3,02 1,26

ﬂ%‘éﬂ:ﬁé&'ﬁ“‘oﬁl‘- Between 21 — 25 o 317 116

Between 26 — 30 A 67 3,17 1,05 '

31 and more” 81 3,53 1,10

*p<0.05
Table 4 shows whether there is a difference between the educational status of

employees and their perception of trust in the manager and organizational identification
behavior.

Table 4: Differences between Factors by Educational Status

Variables Factor Group n X Std. (p)
Primary education 101 3,38 1,04
TRUST IN THE High School # 99 3,06 1,17 0.005*
MANAGER University 52 3,31 0,87 '
Educational Graduate A 34 3,80 1,00
Status Primary education 101 3,29 1,15

ORGANIZATIONAL

High School 99 3,15 1,16
IDENTIFICATION U 59 337 104 0,703
Graduate 34 3,21 1,27

*p<0.05
As a result of the evaluations, it was observed that 101 people graduated from

elementary school, 99 people are high school graduates, 52 are university graduates and 34
hold graduate degrees. As a result of the statistical tests, there was no statistically significant
difference in the 95% confidence level between organizational identification behavior and
education groups. It can be commented that there were no differences between the educational
status of employees of hotels in Trabzon and their organizational identification behaviors.
However, according to Table 4, it was determined that there were significant differences
between the perceptions of trust in the managers and the educational status of the employees.
It was found out that participants holding graduate degree have a higher level of trust in
managers than the individuals with high school education. The fact that the hotel employees
with graduate education are closer to management than those with high school degrees may
lead to significant differences between the trust in the manager and the educational level.
Moreover, the hotel employees who have high school education play the second role

compared to the employees who have graduate education may end up with significant
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differences between the trust in the manager and the educational level as well. In their studies
Yazicioglu (2009), Akkoyun and Kalkim (2015), Koca Balli and Ustiin (2017), Biite (2011),
Kog and Yazicioglu (2011) found that there are significant differences between educational
status and organizational trust. Furthermore, Yilmaz (2018), Giinbek (2007), Basar (2011),
Cakinberk et al. (2011) found that there are significant differences between educational status
and organizational identification in their research.

According to Table 5, it was determined that there was no difference in the 95%
confidence level between marital status groups and trust in the manager and organizational
identification. It may be uttered that there is no difference between the marital status of the
employees in the hotel enterprises where the research is carried out and the perception of trust
in the manager and the organizational identification behavior. In their studies, Halic1 et al.
(2015), Akkoyun and Kalkin (2015) found that there were significant differences between
marital status and organizational trust. In a study by Alcan (2018), it was identified that there
were significant differences between marital status and organizational identification.

Table 5: Differences Between Factors by Marital Status

Variables Factor Group n X Std. (p)
Single 130 3,30 1,08
TRUST IN THE MANAGER Married 118 334 1,01 0,856
Marital Other 38 3,23 1,25
Status ORGANIZATIONAL Single 130 3,18 1,14
IDENTIFICATION Married 118 335 1,10 0,485
Other 38 3,17 1,29
*p<0.05

Table 6 presents statistical information about the position of the employees.

Table 6: Differences Between Factors by Position in Business

Variables Factor Group n X Std. (9)
Employee 203 3,30 1,09
TRUST IN THE MANAGER 0,974
Manager 83 3,33 1,05
Position
ORGANIZATIONAL Employee 203 329 1,09 0.009%
IDENTIFICATION Manager 83 3’14 1'27 !
*p<0.05

According to Table 6, 203 people are employed as employees and 83 persons are in the
management position. As a result of the statistical analysis, it was determined that there was
no difference between the perception of trust in the manager and the position. In this context,
it can be stated that there is no difference between the position of employees in the hotels in

Trabzon and the trust perception of employees in the manager. On the other hand, when Table
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6 is examined, it can be noticed that there are significant differences between the
organizational identification behavior and employees’ position in business. In this context, it
has been observed that the employees in the managerial positions exhibit less organizational
identification behaviors than the ones in employee positions. It may be worded that the
reasons such as the position of the managers, the salary they receive, the difficulty of the work
and the fact that the workloads are more obligatory and stressful than the others are the
possible reasons in displaying less organizational identification behaviors. As a matter of fact,
it can be stated that those working in the management positions in Trabzon are less identified
compared to the ones working as employees in the hotels. Altin6z et al. (2011) found that
there were significant differences between the employees’ position at the business and
organizational trust.

Table 7 shows the information on the descriptive statistical results of the department
and whether there is a difference between the department and trust in the manager and
organizational identification. As a result of the tests, it was found that there was no statistical
difference in terms of organizational identification behavior and the department the
employees worked. However, significant differences have been obtained between the
department the hotel employees worked and the trust perceptions of the employees in their
managers. It was determined that the employees of the front office department have lower
trust perception in the manager compared to the food and beverage, accounting and other
departments. The front office is a department with which customers communicate at first and
at last during their stay, and which requires teamwork and plays a major role in achieving the
financial objectives of the hotel business. Besides, even problems with the customer in other
departments can be forwarded to this department. Therefore, as the employees have problems
in communication with the manager, the perception of trust in the manager may be lower in
the front office department. Some other reasons may come out from problems like the stress
factor in the hotel business is high in this department, things may be interrupted because they
have to work in coordination with other departments, failures in customer check-in and check-
out, working hours and so on. Halici et al. (2015) found that there were significant differences
between the department the hotel employees worked and organizational trust. In addition,
Yarmaci (2012) concluded that there are significant differences between the department the

hotel employees worked and organizational identification.
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Tablo 7: Differences Between Factors by Department

Variables Factor Group n X Std. (9)

Front Office 43 2,69 0,88
Food & Beverage 55 3,37 1,15

Housekeeping 39 325 0,9 0.000%

TRUST IN THE MANAGER  Sales and Marketing 33 3,38 1,08 '

Accounting 34 383 1,04
Human resources 29 3,09 1,15
Other 53 3,62 1,03
DEPARTMENT Front Office B¢ 43 338 1,04
Food&Beverage 55 3,30 1,21
ORGANIZATIONAL Housekeeping 39 305 111

IDENTIFICATION Sales and Marketing 33 3,27 1,12 0,261
Accounting ® 34 351 1,18
Human resources 29 282 1,06
Other © 53 3,29 1,19

*p<0.05

Table 8 provides the information on how many years the participants have worked in
their current business and the results as to whether there is a statistical difference in terms of
the term of employment groups and the trust in the manager and organizational identification
behavior. In terms of these mentioned factors, it was found that there is no difference in 95%

confidence level between the term of employment groups.

Table 8: Differences Among Factors by Tenure at Business

Variables Factor Group n X Std. (p)
1 year or less 86 « 324 1,21
Between 1-5 years 122 3,39 1,05
TRUST IN THE MANAGER Between 6-10 years 39 332 0,85 0,622
Term of 10 years and more 39 3,16 1,06
Employment 1 year or less 86 | 3,00 1,32
OI%EQ'NI'IEIAC\E'IC')I%ANL Between 1-5 years 122 3,35 1,05 0.086
Between 6-10 years 39 348 0,93 '
10 years and more 39 324 113

*p<0.05
Halict et al. (2015), Altindz et al. (2011), Akkoyun and Kalkin (2015), Giin and Soyiik

(2017), Polat (2007) found in their studies that there are significant differences between the
term of employment groups and organizational trust. Alcan (2018), Yilmaz (2018), Yarmaci
(2012) found in their research that there are significant differences between the term of
employment groups and organizational identification.

The correlation analysis that was used to test whether there is a significant relationship
between organizational trust perception and organizational identification behavior has been

given in Table 10.
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Table 9. Correlation Analysis Results of Organizational Trust and Organizational Identification

Organizational Trust Organizational
Identification

Pearson 1 203"

Organizational C_orrelat.ion
Identification Sig.(2tailed) 000
n 286 286
Pearson 293" 1

o Correlation

Organizational Trust Sig.(2tailed) 000

n 286 286

**Correlation is significant at the 0.01 level (2-tailed).

It was identified that the perception of organizational trust was positively effective on
organizational identification behavior of about 30% (r = 293). In this framework, it can be
said that as the hotel employees’ trust perceptions in the manager increase, their
organizational identification behaviors also increase positively. In this context, the reasons
affecting the employees’ perception of trust in the manager may be counted as the possibility
of hotel employees to share the feelings and thoughts with their managers, the possibility to
communicate with their managers on problems they encounter or are exposed to in the
workplace, establishing a bond with their managers and feel sorry for them when they quit,
constructive response provided by managers in all cases, employees feel the professionalism
of managers, the background of the managers up to their current positions, understanding of
the managers not to force employees to do unnecessary jobs, even if they are not in the same
department with the employees, they are recognized by other employees and the employees
make good comments about them, the thought of the colleagues that they are reliable
managers. Because of these reasons, an employee who has some increased trust in the
manager may start to be proud of its organization, love its business more, and increase the
sense of loyalty towards its business and managers. Moreover, the employee defends his
business in the external environment, wonders what others think about his business, knows
his own contribution to the success of the business and regrets the misconceptions about his
business. The employee may realize these possible outcomes related to organizational
identification behavior. In a research by Envergil (2018), it has been concluded that as the
perception of organizational trust level increases, statistically so does the organizational
identification. As a result of the analyzes performed by Uray (2014) and Yakin (2017), it has
been concluded that organizational trust is an important predictor of organizational
identification. Tokgdz and Aytemiz Seymen (2013) concluded in their research that there is a
significant cause and effect relationship between organizational trust and organizational

identification. Bigkes and Yilmaz (2017) concluded that there is a moderate relationship
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between organizational trust and trust in the manager and organizational identification. Again,
in that study it was found out that there is a weak, significant and positive relationship
between trust in the organization and organizational identification. In a research conducted by
Kalemci Tuzun (2006), it was achieved that the direct effect of organizational trust has been
statistically significant on identification.

5. CONCLUSION

When the recent studies on the effect of trust perception in the manager on
organizational identification behavior are compared, it has been noticed that this current
research has similar conclusions with them. Establishing relationships based on trust in hotel
businesses, possessing trust in the managers and organizations by the employees are vitally
important in exhibiting organizational identification behavior, which means that employees
are committed to the organization and unified with the organization, and they love their jobs
and do not have the intention to leave.

As a result of the analysis of the data collected from the employees of the hotels in
Trabzon, it has been discussed whether there is any difference between trust perceptions of
employees in their managers and their organizational identification behavior concerning their
demographic characteristics. As a result of the analyses, it has been identified that there is no
significant difference between the participants' perceptions of trust in the manager and gender,
marital status, position and term of employment in the business. However, it has been
detected that there are significant differences between the hotel employees’ organizational
trust perceptions and age, education status and the department they work in. It has also been
observed that 30 year old and older employees have higher perception of trust in the manager
compared to the employees aged between 26 and 30. In addition, it has been determined that
the participants with graduate education have higher trust perception in the manager than the
high school degree holders. Moreover, it was found that the trust perception of front office
employees in their managers was lower compared to the employees in food and beverage
department, accounting department and other departments. In this context, it can be stated that
as the age group increases in the hotel businesses, so does the trust in the manager. The
reasons for this situation can also be predicated as life experience, point of view to life,
interpretation of the manager based on the experience, being a candidate manager because of
his age, job anxiety and so on. It was concluded that there are no significant differences

between the organizational identification behaviors of the participants and gender, age group,
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educational status, marital status, department and term of employment in business. On the
other side, as a result of the findings, significant differences were found between the position
of hotel employees and organizational identification behavior. It was determined that the
employees in the managerial position exhibit less organizational identification behavior than
the employees. As a matter of fact, it may be pointed out that the position of the managers,
their concerns about the achievement of the goals of the business, workload, work stress,
expectations of other managers, experiences and similar reasons caused organizational

identification behavior to be less common compared to the other employees.

In line with the original purpose of the research, it was determined that the perception
of trust in the manager was effective on the organizational identification behavior. It was
observed that almost 30% (r = 293) of the perception of trust in the manager was positively
effective on organizational identification behavior. In this context, it is noticed that the hotel
employees’ trust in the managers is proven to be of great importance in terms of exhibiting

organizational identification behavior.

The results of this research conducted on the employees of hotel businesses operating
in Trabzon have been presented above. The trust perception of the hotel employees in their
managers and the displaying organizational identification behavior as a result of this
perception may vary according to employees’ demographic features, the location of the hotel
business, destination or region, service type, etc. It may be appropriate to carry out future
research on different sample types (such as employees of holiday resorts, city hotels, thermal

hotels) and, thus it may help develop new strategies.

The managers of the hotel businesses should focus on the human resources and be
aware of the impact they have on the behavior of employees. As a matter of fact, while the
perception of trust in the manager perceived by the hotel employees is negative, it decreases
the productivity, hence this may have an impact on employees by displaying the alienation
behavior to hotel, showing tendency to leave job, and not displaying organizational
identification behavior, which is the subject of this study. In this respect, hotel managers
should be aware of the behaviors on which the employees’ perceptions of trust in the manager
are more effective. It is deemed that only in this way, they can provide important

contributions to achieve the goals of the businesses they manage.
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Ozet

Turizm, yerli ve yabanci biitiin turistlerin katilim sagladigi
bir sektordiir. Yabanci turistler iilkeye doviz getirirken, yerli
turistler de iilkede bagka sektorlerden turizme para akisini
saglamaktadir. Turistlerin tercihlerini etkileyen faktorler
arasinda kiiltlirel, sosyal, kisisel ve psikolojik etkenler vardir.
Bu etkenlerin incelenmesi vyerli turistlerin hedef kitle olarak
goriilmesi  agisindan  Oneminin  arttirllmasinda  etkisini
arttiracaktir. Bu baglamda yerli turistlerin tatil satin
almalarindan once tercih yapmalarini etkileyen faktorlerin
belirlenmesi bu ¢alismanin temel amacidir. Arastirmanin evreni,
2018 yili Tiirkiye niifusu 82.003.882 olarak belirlenmistir.
Orneklemi ise 15 yasmi doldurmus ve 65°i yasin1 gegmemis yas
grubu igerisinde yer alan 55.633.349 kisi olusturmustur. Veriler
toplamda 468 kisiye uygulanan anket ile elde edilmistir. Elde
edilen sonuglar arasinda standart yasamin disina ¢ikilma istegi,
farkli ortamlarda, farkli insanlarla tanisma istegi ve popiilerligi
yiiksek olan yerlerde tatil yapmak istegi tatil se¢iminde etkisi
olan faktorlerden bazilar1 oldugu belirlenmistir. Egitim ve gelir
seviyesinin ylikselmesi, tatil satin alma tercihlerini de yiiksek

oranda etkileyen sonuglar arasindadir. Sektorde
akademisyenlerin bolge veya sehir drneginde benzer ¢aligmalar
yaparak, yerli turistlerin  0neminin arttirilmasina  katki

saglayacagi verilen Oneriler arasindadir.
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Abstract

Tourism is a sector in which all domestic and foreign
tourists participate. While foreign tourists bring foreign
currency to the country, domestic tourists provide money to
tourism from other sectors in the country. The factors which
affect the tourists’ preferences are being formed under the
cultural, social, personal and psychological influences.
Investigation of these factors will increase the impact on the
importance of local tourists as a target audience. In this context,
the purpose of this study was to determine the factors that affect
the preference of domestic tourists before they buy a holiday.
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The target population of the study is detected as the population
of Turkey with its 82,003,882 people as its in 2018. The sample
consists of 55,633,349 subjects aged between 15 and 65. The
data were obtained through a questionnaire applied to 468
people. Amongst the findings, breaking the monotony of

standart life, meeting new people in an different environment
and spending the holiday in a popular destination are detected
as some of the important factors in holiday selection. In
addition, higher education and income levels are among the
results that have a high impact on holiday buying preferences.
As a conclusion, by conducting a similar research on the scale
of a city or a larger area academicians can contribute to the
increasing the importance of the domestic tourists.

1. GIRIS
Tiirkiye, dogal giizellikleri, tarihi ve kiiltiirii gibi birgok cekicilikleriyle diinya turizm
hareketinden gun gectikce daha gok pay almaktadir. Bu durum turistler Gzerinde bircok Uriin

veya hizmetin ¢esitliligi icin olan gerekli yenilikleri de beraberinde getirmektedir (Ozdipginer,
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2009: 1296). Sanayi devrimi ile basglayan ve ozellikle giliniimiizde zirveye ulasan turizm
hareketliligi, rekabet olgusunu ortaya ¢ikarmaktadir. Bu durum ise turistlerin i¢in {iriin veya
hizmet satin almalarin1 etkileyen bircok faktdrii ortaya koymaktadir (Unal, 2019: 1392). Bu
faktorleri taniyip, onlari iyi analiz etmek, turistik bir iiriinii veya hizmetin tercih edilmesinde
hayati 6nem tagimaktadir. Turistlerin satin alma faktorlerinin {izerinde baskin olarak deniz,
kum, giines tgliisii disinda alternatif olarak da cesitlilik saglanmasi gerekmektedir. Boylece
turizm sektorii de bu hareketlilikteki gelirlerini arttirabilir veya mevcut paymi koruyabilir
(ilban, Akkili¢ ve Y1lmaz, 2011: 39-40).

Bahsedilenler dogrultusunda yerli turistlerin, yabanci turistlere kiyasla tatil satin
almalarin1 etkileyen faktorlerin goz ardi edildigi diisiniilmektedir. Bu problemin ortaya
cikarilip ¢oziime kavusturulmak istenmesi, yerli turistlerin satin alma tercihlerinin
belirlenerek, turizmde olasi en iyi yerine kavusmasinin saglanmasina ve farkina varilmasina
katki saglayacaktir. Bu durum da yerli turistlerin tatil satin almadan Once tercihlerini
etkileyen faktorlerin belirlenip, gelistirilmesi amacini olusturmustur. Yerli turistlerin tatil satin
almadan Once tercihlerini etkileyen faktorlerin belirlenmesi, sektordeki olumsuz sartlarin
tyilestirilip, yerli turistlerin 6neminin ortaya koyulmasiyla birlikte bu ¢alismanin da 6nemini

ortaya koymaktadir.

2. KAVRAMSAL CERCEVE
2.1. Turistlerin Satin Alma Siireci
Yerli turistlerin tatil satin alma tercihlerinin karar siireglerinin anlasilmasi ve
kararlarinin hangi sekilde verildiginin belirlenmesi, potansiyel turist olabilecek tiiketicileri
etkileme ve yonlendirme noktasinda onemlidir. Bu tercihler, tatil sirasinda alinacak diger
kararlar1 da etkiyeceginden onemlidir (Aymankuy ve Ceylan, 2013: 107). Bu baglamda
turistlerin satin alma siirecine bakildiginda bes asamadan olugmaktadir. Bu asamalar su
sekilde siralanmaktadir (I¢oz, 1996: 56):
e Ihtiyaglarin olusturulmasi: Psikolojik, fizyolojik, sosyal ¢evre veya tanitma
faaliyetleri sonucunda ortaya ¢ikabilir.
e Segeneklerin belirlenmesi: Reklam, tamitim veya g¢evresel etkenler vb.
tavsiyelerle belirlenebilir.
e Seceneklerin degerlendirilmesi: Kisilerin kendi fikirleri ve degerleri
dogrultusunda belirlemis oldugu seg¢enekler arasindan tercih yapma agamasidir.
e Satin alma kararinin verilmesi: Turistler degerlendirmis oldugu tercihler

arasindan kendisi i¢in en uygun ve mantikli se¢imi yapar.
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Satin alma siireci sonrasi tutum ve davraniglar: Tatil doniislinde turistlerin edindigi
tecriibelerin degerlendirildigi son asamadir. Bu degerlendirmeler kisilerin sonraki tatil
tercihlerinin belirlenmesinde olumlu veya olumsuz etki birakabilir (Giileg, 2006: 144-145).

Yerli turistlerin tatil tercihlerindeki satin alma siirecine etki eden dort iliskilendirilmis
faktor bulunmaktadir. Bu faktorler turistlerin tatil satin almalarindaki siireclere etki eden
onemli bilgi kaynaklarindandir (Pekyaman, Ciftgi ve Sandike1, 2018: 6).

e Turistlerin demografik bilgileri
e Farkli kaynaklardan bilgi edinerek ¢esitli seyahat ve tatil imkanlari
e Tatil veya seyahat edilecek destinasyonun cekicilikleri ve ozellikleri

e Seyahat veya tatillerin mesafe ve suresi gibi 6zellikleri

2.1. Turistlerin Tatil Satin Almalarim1 Etkileyen Faktorler

Tiiketicilerin iirlin veya hizmet satin almalarin1 belirleyen faktorler kiiltiirel, sosyal,
kisisel ve psikolojik olmak iizere dorde ayrilmaktadir.
2.2.1. Kulturel Faktorler

Kdiltdr: Bir toplumu veya toplulugu tanimlayan, sadece bilimi veya edebiyat1 degil, ayni
zamanda yasam bic¢imlerini de etkileyen, insanin temel haklarini, degerlerini, geleneklerini ve
inanlarin1 kapsayan bir olgudur. Insanlarin iginde yasadigi kiiltiirleri, diisiincelerini ve
davraniglarini etkileyen 6nemli temel unsurlardan biridir.

Alt Kdltir: Toplum genelinden kiiltiirel kalip olarak ayirt edilebilir olan, kiltiir
unsurunun i¢inde olan bir parcadir. Alt kiiltiirii olusturan gruplar bolgesel, dinsel, irksal ve
ulusal olarak ortak 6zellikler tasiyabilir ancak kendi alt kiiltiirlerine gore giyimleri, eglenceleri
ve yeme-i¢cme aliskanliklar: farklilik gosterebilir (ikiz, 2016: 54).

Sosyal Swniflar: Belirli bir toplumun aralarinda ayricaliklari, smirhiliklart  ve
yiikiimliiliikleri bakimindan farkliliklar1 bulunan, kendi aralarinda belirli bir boyutta uyum
gosteren iki ya da daha fazla tabakaya boéllinebilir sinif olarak tanimlanabilir. Bu simiflarin
belirlenmesinde temel olarak gelir, egitim, aile temeli, meslek ve refah diizeyi vardir
(Islamoglu ve Altunisik, 2013: 193).

2.2.2. Sosyal Faktorler

Referans Gruplari: Kisilerin fikirlerini, tutumlarini, deger yargilarin1 ve davraniglarini
dogrudan etkileyen gruplardir. Bu gruplar yiiz yiize olan yakin ¢evre ile kisinin dogrudan
iligkisi olmayan kisilerdir (Tuna, 2018: 28).

Aile: Kisilerin davraniglarini, degerlerini ve kararlarimi etkileyen en 6nemli yapilar

olarak tanimlanabilir. Bireyler arasinda kan bagi bulunan veya evlilik gibi etkenlerle beraber
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yasanilan iki veya daha fazla kisiden olusan toplumsal yapilardir (Yaprakli ve Can, 2009:
272).

Statiiler ve Roller: Insanlarin toplum iginde bulundugu durumunu belirleyen faaliyetler
biitliniidiir. Ayn1 zamanda kisilerin tiikketim aliskanliklar1 iizerinde belirleyici bir rolii de vardir
(Curkan, 2019: 26-27).

2.2.3. Kisisel Faktorler

Yas Etkisi: Turistlerin tatil satin alma siirecini ve davranigimi etkileyen 6nemli bir
etkendir. Hem fiziksel hem de psikolojik olarak zamanla farklilasmaktadir. Bu durumdan
dolay1 da bireyler her yasta farkl: tiikketim aligkanliklar1 i¢erine girmektedirler.

Cinsiyet Etkisi: Kisilerin tercihlerini etkileyen en 6nemli faktorlerden biridir. Kadinlar
genelde bir {irtin veya hizmet alirken daha detayli arastirma yaparken, erkekler aksine iiriin
veya hizmetin sadece temel dzellikleriyle ilgilenmektedir. Ornegin, kadinlar igin alisveris bir
sosyal aktivite olarak goriiliirken, erkeklerde bu durum sadece islevseldir ve erkekler icin
alisveriste cok zaman harcamak gereksiz olarak goriilmektedir (Ertiirk, 2019: 35-36).

Kisilik ve Benlik: Tatil satin alinmasinda 6nemli rolii vardir. Farkli bireyler, satin
alimlarinda farkli kisilik &zelliklerine sahip olurlar (ikiz, 2016: 59). Ornegin baz1 bireyler
sicak havalar1 daha cok sevdigi i¢in deniz, kum, giines turizmi tercih ederken diger baska
bireyler sicak havalardan nefret edip kis, kayak turizmini tercih edebilir.

Egitim ve Meslegin FEtkisi: Bireylerin egitim diizeylerinin yiikselmesiyle istek ve
ihtiyaglar1 degismekte olup, yasadiklar1 ¢cevre hakkinda edindikleri bilgi birikimiyle seyahat
etme istekleri de artis gostermektedir (Kilic ve Demir, 2017: 76). Egitim seviyesi artmasiyla
bireylerin turizm hareketliliginin artmasi, baska iilkede egitim gérmek istemesi ve yabanci
dillerini gelistirmek istemesi amaciyla yapilan seyahatler de turizmin gelismesinde 6nemli
katkilar saglamaktadir (Oztas ve Karabulut, 2006: 37).

Ekonomik Durum: Bireylerin tatil satin almalarmndaki en 6nemli faktorlerden biridir.
Kisilerin satin almak istedikleri iirlin veya hizmetlerin miktar1 ve ¢esidi biiylik ol¢iide fiyatlara
ve kisilerin gelir durumuna gére degisiklik gostermektedir (ikiz, 2016: 60). Tiirkiye’de 2006
yilinda yapilan bir ¢alismada katilimcilarin %88 oranindaki biiyiik ¢ogunlugu mal ve hizmet
alimlarindaki en 6nemli faktoriin ekonomik durum oldugunu ifade etmislerdir (Comert ve
Durmaz, 2006: 363).

2.2.4. Psikolojik Faktorler

Motivasyon: Bireyleri istedikleri bir duruma karsi harekete ge¢meye veya hareket

edecekleri yonii bagka bir yere tercih ettiren kuvvet veya gilidii olarak tanimlanabilir.

Turizmde bireyler ihtiyaglarinin giderilmesi i¢in motive edildikten sonra tiikketim
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davraniglarina dogru yonelirler. Bu dogrultuda bireylerin tatil satin almalar1 i¢in oldukca
onemli sayilmaktadir (Demir ve Kozak, 2013: 41).

Algilama: Bireylerin bir olay, durum ya da nesnenin varlig1 hakkinda bilgi sahibi olmasi
ve etrafindaki uyarici etkenlere anlam yiiklemesi ve yorumlama siireci olarak agiklanabilir
(Tuna, 2018: 26). Kisilerin ayn1 uyarici etkenleri farkli algilamalarina yonelik baslica ii¢ siire¢
mevcuttur (Tek ve Ozgil, 2005: 177):

e Secici kabul (uyarici etkenlerden bazilarinin elenip, bazilarina dikkat verilmesi)

e Secici ¢arpitma (kisilerden gelen bilgi veya uyarici etkenleri kisisel gereksinim
ve On yargilarina ¢arpitilarak algilanmasi)

e Secici tutma (bireylerin yalnizca kendi tutum ve inanglarin1 destekleyen
bilgilerin hatirlanmasi)

Ogrenme: Kisilerin cevre etkenlerden edindikleri tecriibeler sonucunda davranis
degisikliginde bulunmasi durumudur. Kisilerde bu durumdan bahsedilebilmesi i¢in 6grenen
bireyin, 0grenmenin verdigi durumla birlikte davranis degisikligi gdstermesi gerekir (Kog,
2015: 188).

Inang¢ ve Tutumlar: Inang, bir kimsenin herhangi bir sey hakkinda olan tanimlayici
diisiincesidir. Turizmde pazarlanan {iriin veya hizmet tercihi acisindan ilk se¢imlerden biri
olmasi agisindan énemlidir (Ikiz, 2016: 64). Tutum ise kisilerin somut veya soyut nesnelere
kars1 olumlu ya da olumsuz bir tepki gdsterme durumlaridir. Insanlarin inang ve tutumlari
kaliplastiklar1 i¢in kolayca degismemektedir. Bu sebeple isletmeler tiiketicilerin tutumlarini

onceden tahmin edip, uygun olacak sekilde iiretim ve hizmet sunmaktadir (Lebe, 2006: 29).

3. ALANYAZIN TARAMASI

Bigne, Sanchez ve Sanchez (2001), turistlerin hedef algis1 ile davranigsal niyetleri
lizerine yaptig1 arastirmada turizm imajinin, algilanan kalite, memnuniyet, geri doniis niyeti
ve varlg yerini tavsiye etme istekliliginin dogrudan bir Onciisii oldugu sonucuna varmustir.
[laveten kalitenin memnuniyet ve geri doniis niyeti iizerinde olumlu bir etkisi oldugu ve bu
memnuniyetin hedefin Onerilme istegini belirledigini ortaya c¢ikarmistir. Hobson ve
Christensen (2007), Japon turistlerin satin alma davranislari tizerindeki nelerin etkili oldugunu
konu alan bir ¢alisma yapmustir. Kiiltiirel konulara bakilmasinin disinda ¢aligmada turistler,
tur operatorleri ve denizasir1 Japon tur pazarina hizmet veren perakendeciler arasindaki UG¢lU
iliski incelenmektedir. Cesitli kiiltiirel konularin Japon turistlerin satin alma davranislarin
etkiledigi ortaya cikmistir. Ardindan Japon turistlerin satin alma davraniglarini etkileyen

iliskilerin nasil oldugunu agiklayan bir model Onerilmistir. Emir ve Avan (2010), yabanci
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turistlerin satin alma karar siirecinde kiiltiirel varliklarin etkisi iizerine Konya ilinde yaptigi
calismada anket yontemi kullanarak tur programlarinda yer alan tarihi, dogal ve kiiltiirel
varlik yoniinden zengin varis noktalarinin, turistlerin satin alma karari silirecinde ihtiyacin
ortaya ¢ikmasinda ve alim sonrasi davranislar1 ilizerinde etkisi oldugu, etkin satis
girisimlerinin de yardimiyla, seyahat kararlarinda belirleyici rol oynadig1 sonucuna varmistir.
Martin ve Herrero (2012), bireylerin kirsal konaklama yerleri igin rezervasyon yapma
niyetlerini veya dogrudan web siteleri aracilifiyla rezervasyon yapmasinin altindaki
psikolojik faktorleri arastirmistir. Sonug olarak dncesinde kirsal konaklama yerlerini ziyaret
eden 1083 kisiyle yapilan deneysel ¢alismada online satin alma niyetlerinin islemlerle ilgili
beklenen performans diizeyleri, caba ve kullanicilarin yenilik¢ilik diizeyleri tarafindan olumlu
etkilendigi agiga ¢ikartilmistir. Kim, Lee, Chung ve Kim (2014),’in yaptig1 calismada islem
maliyeti avantajini, Onizlemeyi, giiveni, memnuniyeti ve ¢evrimi¢i turizmle grup olarak
cevrelerdeki satin alma niyetleri arasindaki iligkileri incelenmistir. Sonug¢ olarak ise islem
maliyet avantaji, Onizleme ve giiven onemli ve olumlu 6l¢iide memnuniyeti etkiledigi, ki
bunun sonucunda yeniden satin alma davraniginda da etkisi oldugu ortaya c¢ikmustir.
Pekyaman, Ciftgi ve Sandik¢r (2018), Afyon Kocatepe Universitesi'ndeki akademisyenlerin
tatil tercihlerini belirleyen faktorleri bulmak icin basit tesadifi 6rneklemeyle 157 anket
degerlendirmistir. Tatil sezonu olarak yaz aylarini, konaklama i¢in otelleri, konaklama tiirii
olarak her sey dahil konsepti ve tatil yeri olarak da deniz kenarlarimi segtikleri, tatile ¢cikma
amaclarmin dinlenme oldugu ve bilgi edinme araci olarak interneti kullandiklar1 ortaya
cikmistir. Tatil tercihlerindeki Oncelikli etkenler arasinda ise hijyen ve temizlik, hizmet
kalitesi, tesisin fiziksel Ozellikleri, yorenin giivenligi, dogal giizellikleri, tarithi ve kiiltiirel

mekanlarin varliklar1 oldugu saptanmistir.

4. YONTEM
4.1. Veri Toplama Araci

Yerli turistlerin tatil satin almadan once tercihlerini etkileyen faktorlerin neler oldugu
tespit etmeye yonelik ifadeler (ikiz ve Yesiltas, 2017) “Yerli Turistlerin Turizm Tercihleri ve

’

Satin Alma Davramslart” adli ¢alismasinin anketinden biiylik ¢ogunlukla yararlanilarak
hazirlanmistir. Arastirmaya konu olan anket iki boliimden olusmaktadir. Ik boliimde
katilimcilarin demografik 6zelliklerini belirlemeye yonelik 7 maddeye (yas, cinsiyet, medeni
durum, gelir durumu, calisma durumu, egitim durumu ve yasadigi bdlge) yer verilmistir.

Ikinci béliimde ise yerli turistlerin tatil satin almadan dnce tercihlerini etkileyen faktdrlerin
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neler oldugu tespit etmeye yonelik 30 madde 5°1i likert tipi dlgege uygun (5= kesinlikle
katiliyorum, 1= kesinlikle katilmiyorum) olarak hazirlanmistir.
4.2. Arastirmanin Evren ve Orneklemi
Orneklem, secildigi biitiiniin kii¢iik bir 6rnegidir. Orneklemin secildigi grubun tiimii ise
evreni olusturur. 2018 yili itibariyle Tiirkiye geneli toplam niifus 82.003.882 olup arastirma
evrenini olusturmaktadir. 15 yasini doldurmus ve 65’1 yasini gegmemis yas grubu icerisinde
yer alan 55.633.349 vyerli turistler ise Orneklem grubunu olusmaktadir (TUIK, 2018).
Varsayilan giivenilirlik diizeyi (%95) temel alinarak Orneklem biiyiikligii 384 olarak
belirlenmistir. Giivenirligin yiiksek seviye olmasini saglamak i¢in 468 anket toplanmistir.
4.3. Verilerin Toplanmasi ve Analizi
Anket 2019 yili Nisan- Agustos Aylar1 arasinda ¢esitli internet platformlarinda
paylasilarak, ¢evrimig¢i ortamda verileri toplanilmistir. Ankete devam edebilmek ig¢in 100
kisiye bir pilot ¢calisma uygulanmis ve giivenirligin 0,60 {izerinde ¢ikmasi sonucunda anketin
toplanilmasina devam edilmistir. Demografik 6zellikler ile likertli ifadeler arasinda farkliligin
olup olmadigini anlamak i¢in Mann Whitney U, Kruskall Wallis ve Tamhane’s T2 testleri
uygulanmis ve c¢ikarimlar yapilmistir. Ayrica katilimcilarin tatil satin almadan Once
tercihlerini etkileyen faktorlerin temel boyutlarinin belirlenmesi i¢in dogrulayici faktor analizi
yapilmistir. Dogrulayici faktor analizi, elde edilen kaynaklar1 kullanarak dnceden belirlenmis
faktor yapilarini, asil 6lgekte basta belirlenmis olan faktor yapilarini ya da dngoriisel olarak
ileri siiriilen faktor yapilarmi kontrol etmeyi amaglayan bir sinama metodudur (Ozdamar,
2016: 231). Arastirmanin Barkett Kiiresellik testi p degeri 0,000 Approx. Chi-Square degeri
6784,130740 diizeyinde ortaya ¢ikmistir ve faktor analizi yapmaya elverisli oldugunu ortaya
koymustur. KMO degeri incelendiginde 0,846 olarak hesaplanmistir ve p (anlamlilik) degeri
0,000 bulunmustur. Bulunan degere bakildiginda degiskenlerin faktor analizine uygunlugunun
miikemmel seviyede oldugu goriilmektedir. Bu durumda faktor analizi yapabilmenin 6n
sartinin yerine getirildigi goriilmektedir.
Toplamda 7 hipotez gelistirilmis olup, demografik degiskenlere gore farklilik tasiyip
tasimadig: test edilmistir.
Hi=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen faktorlerle
katilimcilarin cinsiyetleri arasinda anlaml iligki vardir.
Ho=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen faktorlerle
katilimcilarin medeni durumlar1 arasinda anlamli iliski vardir.
Hs=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen faktorlerle

katilimcilarin gelir durumlart arasinda anlaml iligki vardir.
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Hs=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen faktorlerle

katilimcilarin egitim durumlart arasinda anlamli iliski vardar.

Hs=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen faktorlerle

katilimcilarin ¢alisma durumu arasinda anlamli iliski vardir.

He=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen faktorlerle

katilimcilarin yaslari arasinda anlamlr iliski vardir.

H7=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen faktorlerle

katilimcilarin yasadiklar1 bolge arasinda anlamli iligki vardir.
4.4, Arastirmanin Giivenirligi

Ankete konu olan ifadelerin giivenirliginin tespitinde kullanilan Cronbach’s Alpha

degerleri 0 ile 1 arasinda degerler almaktadir. Yerli turistlerin tatil satin almadan Once
tercihlerini etkileyen faktorlerin neler oldugu tespit etmeye yonelik 30 maddeye uygulanan
faktor analizi sonucu 5 boyuta ulasilmistir. Birinci boyutta 10 ifade ikinci boyutta 8 ifade,
ticlincli boyutta 6 ifade, dordiincii boyutta 3 ifade ve besinci boyutta 3 ifade yer almistir.
Boyutlarin  sirasiyla  Cronbach’s  Alpha degerleri  Se¢im  Asamasi=0,870, Tatil
Olanaklari=0,842, Sosyal Durum=0,724, Istek=0,553 ve Deneyim=0,792  olarak
bulunmustur. Ankette bulunan 30 ifadenin Cronbach’s Alpha degeri ise 0,908 olarak

bulunmustur.

5. BULGULAR

Demografik bilgilere ve katilimcilarin ifadelerine iligkin uygulanan testler alt kisimda
Ozetlenmistir.

Tablo 1’e gore, katilimcilarin yagslar1 15-25 yas aras1 177 kisi (37,8) ve 26-33 yas
arast 181 kisi (38,7) toplamda 358 kisi (76,5) ¢cogunlugu 15-33 araliginda gozlemlenmistir.
Katilimcilar cinsiyet olarak 274 kisi (58,5) ile erkek katilimcilarin 194 kisi (41,5) kadin
katilimcilara gore fazla katilim sagladiklar tespit edilmistir. Evli olanlarin 170 kisiyle (36,3)
bekar olanlardan 298 kisi (63,7) ile daha az katilim sagladiklar1 tespit edilmistir.
Katilimcilarin ¢alisma durumu 352 kisi (75,2) ile yiiksek bir kesimin ¢alistigi goriilmiistiir.
Katilimeilarin egitim durumu 6n lisans egitimi alanlarmm 106 kisi (22,6), lisans egitimi
alanlarin 183 kisi (39,1) ve lisansiistii egitimi alanlarin 63 kisi (13,5) ile toplam 352 kisi
(75,2) ile yliksek oranda yliksekdgrenim gordiikleri tespit edilmistir. Katilimcilarin gelir
durumu 2000 ve iizerinde olanlar1 348 kisi (74,3) oldugu tespit edilmistir. Son olarak
katilimcilarin yasadigi bolge ise 195 kisi (41,7) ile I¢ Anadolu bélgesinin en fazla katilim

gosteren bolge oldugu goriilmiistiir.
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Tablo 1. Katihmeilarin Demografik Ozellikleri

TN W ] N
Katilmcilar: Yas1 (N=468)
15-25 177 37,8 41-48 13 2,8
26-33 181 38,7 49-56 28 6
34-40 50 10,7 57-65 19 4,1
Katimcilari Cinsiyeti (N=468)
Kadin ‘ 194 ‘ 41,5 ‘ Erkek ‘ 274 | 58,5
Katilimcilarin Medeni Durumu (N=468)
Evli | 170 | 363 | Bekar | 208 | 637
Katihmcilarin Calisma Durumu (N=468)
Caligmiyor 116 24,8 Kamu Sektori 203 43,4
Ozel Sektor 149 31,8
Katihmcilarin Egitim Durumu (N=468)
Ilkokul 11 2,4 On lisans 106 22,6
Ortaokul 30 6,4 Lisans 183 39,1
Lise 75 16 Lisansisti 63 13,5
Katilimcilarin Gelir Durumu (N=468)
Geliri Yok 91 19,4 3001-4000 83 17,7
1000-2000 29 6,2 4001 ve Uzeri 179 38,2
2001-3000 86 18,4
Katihmcilarin Yasadigi1 Bolge (N=468)
I¢c Anadolu Bolgesi 195 41,7 Dogu Anadolu Bolgesi 65 13,9
Karadeniz Bolgesi 57 12,2 Giineydogu Anadolu Bdlgesi 19 4,1
Akdeniz Bolgesi 42 9 Marmara Bolgesi 57 12,2
Ege Bolgesi 33 7,1

Tablo 2’de yerli turistlerin tatil satin almadan Once tercihlerini etkileyen faktorlerin
neler oldugu tespitine yonelik ifadelere frekans, yiizde, standart sapma ve aritmetik
ortalamasina yer verilmistir. Tablo 2’ye gore “gazete ve dergilerin tatil eklerini takip
ediyorum” aritmetik ortalamasi 3,1474 ve standart sapmasi 1,35926 olarak, “turizm danigma
biirolarini ziyaret ediyorum” aritmetik ortalamasi 3,0556 ve standart sapmasi1 1,42218 olarak,
“radyo ve televizyon reklamlarini takip ediyorum” aritmetik ortalamasi 2,7778 ve standart
sapmast 1,33226 olarak tespit edilmistir. Katilimcilarin verdigi cevaplara goére aritmetik
ortalamasi en yiiksek ii¢ ifade olarak ortaya ¢cikmistir. “Emniyet ve giivenlik tatil tercihimi
etkiliyor” aritmetik ortalamasi 1,4615 ve standart sapmasi 0,76361 olarak, “tatilde 6zgurce
hareket edebilmeyi istiyorum” aritmetik ortalamasi 1,4167 ve standart sapmasi 0,69257 olarak
ve “tatilde fiziksel olarak rahatlamak/dinlenmek istiyorum” aritmetik ortalamasi 1,3419 ve
standart sapmasi 0,61963 olarak tespit edilmistir. Katilimcilarin verdigi cevaplara gore

aritmetik ortalamasi en diisiik ii¢ ifade olarak ortaya ¢ikmustir.
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Tablo 2. Katihmeilarin ifadeleri ile Frekans, Aritmetik Ortalama ve Standart Sapma Bulgulari

ifadeler 5 4 3 2 1 A.O S.S
N|141 190 | 63 | 62 | 12
Tatilde farkli insanlarla tanigmak istiyorum % 13011406113511321 26 21752 1,08092
N|[236|168 | 37 | 15 | 12 |1,7158|0,92919
Tatile ¢ikarak is baskisindan uzaklagmak istiyorum % 150413591 79 132 | 26 ' '
. . - - N|[195|152| 69 | 43 | 9
Tatilde ailemle birlikte olmak istiyorum % 217132511271 92 [ 1.9 19722 1,05180
Tatilde fiziksel olarak rahatlamak, dinlenmek istiyorum 0’;:) 63:; 21:1 012 8 163 13419 | 0,61963
. . . N |160 | 132 | 84 | 63 | 29 |2,2927 | 1,23899
Cevremdekilere tatil anilarimi anlatmak istiyorum % 342128211791135] 6.2
e . . . N |251|151| 45 | 13 | 8 |1,6667|0,88770
Gegmisteki giizel tatil anilarini yeniden yasamak istiyorum % 153613231 96 | 28 | 1.7
S . S N |308 | 140 | 11 3 6 |1,4167 | 0,69257
Tatilde 6zgtirce hareket edebilmeyi istiyorum % 165812991 24 | 06 | 13
N|[285|134| 21 | 23 | 5 |1,5662]0,87181
Rutin iglerden uzaklagmak igin tatile ¢ikmak istiyorum % 160912861 45 | 49 | 1.1
Cr e . S N |297 | 132 | 31 3 5 |1,4765|0,74146
Dogal giizelliklerin olmasi tatil yeri se¢imimi etkiliyor % 16351282166 | 06 | 1.1
Konaklama tesislerinin kaliteli olmasi tercihimi etkiliyor (!;i 62?? 87 2151 3 73 3;_ 21 é 163 15235 | 0,83646
ST N|[247 186 | 16 | 10 | 9 |1,6068|0,81692
Kolay ulagim olanaklarinin olmasi se¢imimi etkiliyor % 152813971 34 | 211 19
Yiyecek-igecek olanaklarmnin fazla olmast tercihimi etkiliyor (!;i 572 A; ;':;5 51 15;72 2% 21 2 18056 | 0,98305
. - . .. . N | 163 | 134 | 114 | 32 | 25 |2,1923|1,14541
Animasyon ve eglence faaliyetlerinin olmasini istiyorum % 34812861244 68 | 53
. . - S N | 303|134 | 18 6 7 |1,461 ,76361
Emniyet ve glivenlik tatil tercihimi etkiliyor % 6471286138 | 13 | 15 615 0,7636
s . de N |227 | 113 | 76 | 25 | 27 |1,9573|1,17536
Iyi bilinen bir yer olmasi tercihimi etkiliyor % (485 24111621 53 | 58
AT .. S N |120 | 101 | 102 | 94 | 51 |2,6902 | 1,33642
Unli eglence yerlerinin olmast tercihimi etkiliyor %1256 216121812011 109
. . . T N |128 | 192 | 86 | 39 | 23 |2,2244 | 1,08862
Sportif faaliyetlerin olmasi tercihimi etkiliyor wl274l21011841 83 | 49
A . S N|67 |1 1|1
Gazete ve dergilerin tatil eklerini takip ediyorum % 1?1 3 22?5 187 3 25i 2%53 3,14741 1,35926
N|102 | 122 | 85 | 109 | 50 |2,7 1,3167
Seyahat acentelerinden bilgi alip, katalog ve brosiirleri inceliyorum % 21812611182 1233107 ;75001 1,31679
. N |208 | 185 | 29 | 37 9 [1,8333(0,98490
Internet ortaminda arastirma yapiyorum % 122413951621 791 19
N|156|189 | 64 | 33 | 26 |2,1111| 1,114
Ailem ve arkadaglarimdan bilgi aliyorum %133312041137] 71 | 56 ' 11465
. L N| 84 [159 | 69 | 89 | 67 |2,7778]1,33226
Radyo ve televizyon reklamlarini takip ediyorum % 17913401127 1190 143
. . . . N|92 | 93 | 71 [ 121 | 91 |3,0556|1,42218
Turizm danigma biirolarini ziyaret ediyorum % 119711991152 259 194
Dogrudan ilgili isletmeleri arayarak bilgi aliyorum N 144|151 | 63 | 63 | 47 12,3974 131543
% |30,8(32,3|135|135/10,0
. . . N|[189 | 225]| 28 | 10 | 16 |1,8013|0,90504
Gegmis deneyimlerimden yararlantyorum % (404481160 | 21 | 34
N | 184 | 218 | 46 5 15 | 1,822 44
Hafizamda yer etmis bilgileri kullaniyorum % 13931466198 | 11 | 32 82261 0,890
- N |158 | 161 | 66 | 52 | 31 |2,2244|1,21328
Daha 6nceki tatilim gelecekteki tatil planim etkiliyor % 33813401121 11111 66
. L . . N |166 | 159 | 70 | 44 | 29 |2,16881,18851
Tatil yeri se¢iminde duygularima gore karar veriyorum % 1355134011501 94 | 62
N | 211|155 | 43 | 36 | 23 |1,9423|1,17436
Ailevi etkenler tatil planlamalarimi tercih etmem de etkili oluyor. % 4511331192 | 77 | 49 ' '
N|[232 153 | 51 | 15 | 17 | 17863 | 1.00814
Ekonomik etkenler tatil planimi segmem de etkili oluyor % 1296132711091 32 | 36 ' '

5=Kesinlikle Katiliyorum, 4=Katiliyorum, 3=Ne Katiliyorum Ne Katilmiyorum, 2=Katilmiyorum, 1=Kesinlikle Katilmiyorum N=468 %100
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Tablo 3’te 6lgegin faktor analizi sonuglar1 verilmistir.

Tablo 3. Faktdor Analizi Sonucu

Faktorler

ifadeler

Tatil
Olanaklan

Sosyal
Durum

istek

Deneyim

Turizm danigma biirolarini ziyaret ediyorum

Gazete ve dergilerin tatil eklerini takip ediyorum

Radyo ve televizyon reklamlarini takip ediyorum

Seyahat acentelerinden bilgi alip, katalog ve brosiirleri inceliyorum

Dogrudan ilgili isletmeleri arayarak bilgi aliyorum

Unlii eglence yerlerinin olmast tercihimi etkiliyor

Secim Asamasi

Sportif faaliyetlerin olmasi tercihimi etkiliyor.

Iyi bilinen bir yer olmas: tercihimi etkiliyor

Animasyon ve eglence faaliyetlerinin olmasini istiyorum

Ailem ve arkadaglarimdan bilgi aliyorum

Tatilde fiziksel olarak rahatlamak/dinlenmek istiyorum

,768

Kolay ulagim olanaklarinin olmasi se¢imimi etkiliyor

711

Tatilde 6zgiirce hareket edebilmeyi istiyorum

,667

Rutin islerden uzaklagmak igin tatile ¢ikmak istiyorum

,654

Emniyet ve glvenlik tatil tercihimi etkiliyor

,650

Tatil Olanaklan

Dogal giizelliklerin olmast tatil yeri se¢imimi etkiliyor

,636

Konaklama tesislerinin kaliteli olmas1 tercihimi etkiliyor

,617

Tatile ¢ikarak is baskisindan uzaklagmak istiyorum

449

Daha dnceki tatilim gelecekteki tatil planim etkiliyor

,671

Ekonomik etkenler tatil planim1 segmem de etkili oluyor

571

Ailevi etkenler tatil planlamalarimu tercih etmem de etkili oluyor.

,557

Yiyecek-igecek olanaklarinin fazla olmasi tercihimi etkiliyor

,550

Sosyal Durum

Tatil yeri segiminde duygularima gore karar veriyorum

,532

Tatilde ailemle birlikte olmak istiyorum

,502

Gegmigsteki giizel tatil anilarini1 yeniden yasamak istiyorum

,660

istek

Tatilde farkli insanlarla tanigmak istiyorum

,612

Cevremdekilere tatil anilarimi anlatmak istiyorum

,580

Gegmis deneyimlerimden yararlaniyorum

147

Hafizamda yer etmis bilgileri kullantyorum

,723

Deneyim

Internet ortaminda aragtirma yapiyorum

,702

Ozdeger

Secim Asamasi

Tatil Olanaklari

Sosyal Durum

istek

Deneyim

4714

4,388

2,652

2,424

2,419

Aciklanan Varyans

15,714

14,626

8,841

8,080

8,065

Toplam Ac¢iklanan Varyans=55,326
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Faktor boyutlarinin alinabilmesi i¢in varimax dondiirme yontemi kullanilarak analiz
yapilmistir. Ozdegeri 1’in iistinde ve faktor yiikii 0,40 iizerinde olmasi kistas olarak
secilmistir ve sonrasinda yapilan dondiirmede 5 boyut elde edilmistir. Boyutlar Segim
Asamasi, Tatil Olanaklari, Sosyal Durum, istek, Deneyim olarak adlandirilmistir. Segim
Asamas1 boyutunda 10 ifade yer almis olup, “turizm danigma biirolarint ziyaret ediyorum”
ifadesi 0,811 ile en yiiksek degeri alirken, “ailem ve arkadaglarimdan bilgi aliyyorum ™ ifadesi
0,404 ile en diisiik degeri almistir. Tatil Olanaklar1 boyutunda 8 ifade yer almis olup, “fatilde
fiziksel olarak rahatlamak/dinlenmek istiyorum” ifadesi 0,768 ile en yiiksek degeri alirken,
“tatile ¢ikarak is baskisindan uzaklasmak istiyorum” ifadesi 0,449 ile en diisiikk degeri
almistir. Sosyal Durum boyutunda 6 ifade yer almis olup, “daha onceki tatilim gelecekteki
tatil plamm etkiliyor” ifadesi 0,671 ile en yiiksek degeri alirken, “tatilde ailemle birlikte
olmak istiyorum” ifadesi 0,502 ile en diisiik degeri almistir. Istek boyutunda 3 ifade yer almus
olup, “gecmisteki giizel tatil anilarini yeniden yagsamak istiyorum” ifadesi 0,660 ile en yiuksek
degeri alirken, “cevremdekilere tatil anilarimi anlatmak istiyorum” ifadesi 0,580 en diistik
degeri almistir. Deneyim boyutunda 3 ifade yer almis olup, “ge¢mis deneyimlerimden
yararlaniyorum” ifadesi 0,747 ile en yiiksek degeri alirken, “internet ortaminda arastirma
yapiyorum” 1fadesi 0,702 ile en diisiik degeri almistir.

Yapilan normallik dagilimi analizlerinde (Sekil.1 ve 2) verilerin normal dagilmadigi
tespit edilmistir. Bu durumda ikili bagimsiz orneklemlerde Mann Whitney U, daha fazla
degiskenlerde ise Kruskall Wallis testleri uygulanmigtir.

Histogram Normal Q-Q Plot of maddeotuz

80

Frequency
E]
1
Expected Normal

20

-4
% = [

T T T T T T T T T T T T
1,00 2,00 3,00 4,00 5,00 0 1 2 3 4 5 B

maddeotuz Observed Value

Sekil 1. Verilerin Histogram Grafigi Sekil 2. Verilerin Q-Q Sagilim Grafigi

Tablo 4. Katihmcilarin ifadeleri ile Cinsiyetleri Arasindaki Anlaml iliskiyi Gosteren Analiz Sonucu

Katihmcilarin Cinsiyeti N AO F P
194 2,1086

(1) Kadin 6,873 0,006

(2) Erkek 274 1,9746
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Tablo 4’e¢ gore; “Hi=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen
faktorlerle katilimcilarin cinsiyetleri arasinda anlamli iligki vardir” hipotezi p=0,006<0,05
oldugundan kabul edilmistir. Bu anlamli farkin aritmetik ortalamalar1 incelendiginde
kadinlarin (A.0=2,1086) erkeklerin (A.O0=1,9746) yiiksek oldugu goriilmiistir. Bunun
sonucunda, kadinlarin erkeklerden tatil satin almada tercihlerini etkileyen faktorlerinin farkli

oldugu soylenebilir.

Tablo 5. Katihmcilarin ifadeleri ile Medeni Durumlari Arasindaki Anlamh fliskiyi Gésteren Analiz
Sonucu

Katihhmcilarin Medeni Durumu N A.O F P
(1) Evli 170 2,0204 0,840 0,620
(2) Bekar 298 2,0357

Tablo 5’e gore; “Ho=Yerli turistlerin tatil satin almadan once tercihlerini etkileyen
faktorlerle katilimcilarin medeni durumlari arasinda anlamli iliski vardir.” hipotezi

p=0,620>0,05 oldugundan reddedilmistir.

Tablo 6. Katihmcilarin ifadeleri ile Gelir Durumlari Arasindaki Anlamh iliskiyi Gosteren Analiz Sonucu

Katimcilarin Gelir Durumu N A.O F P Fark
(1) Geliri Yok 91 2,1733

(2) 1000-2000 TL 29 2,1586

(3) 2001-3000T]I 86 2,0205 2,91606 0,03 1-5
(4) 30014000 TL 83 2,0020

(5) 4001 TL ve Uzeri 179 1,9542

Tablo 6’ya gore; “Hs=Yerli turistlerin tatil satin almadan 6nce tercihlerini etkileyen
faktorlerle katilimeilarin gelir durumlar: arasinda anlaml iliski vardir.” hipotezi p=0,03<0,05
oldugundan kabul edilmistir. Anlamli farkliligin hangi gelir gruplar arasinda oldugunu
anlamak icin veri setine Post Hoc (Tamhane’s T2) testi yapilmistir. Gelir olmayanlar ile 4001
TL ve tizerinde geliri olanlar arasinda (p=0,36) oldugu tespit edilmistir. Geliri olmayanlarin
(A.0=2,1733) 4001 TL ve fizerinde geliri olanlardan (A.O0=1,9542) yiiksek oldugu
goriilmiistiir. Bunun sonucunda gelir seviyesi yliksek olanlarin gelir seviyesi olmayanlara gore

tatil satin alma tercih faktorleri daha farkli oldugu sdylenebilir.

Tablo 7. Katthmecilarin ifadeleri ile Egitim Durumlar1 Arasindaki Anlamh iliskiyi Gosteren Analiz
Sonucu

Katihmcilarin Egitim Durumu N A.O F P Fark
(1) flkokul 11 2,0576
(2) Ortaokul 30 1,9378
(3) Lise 75 2,0867 1798 | 003 | 26
(4) On lisans 106 1,9425
(5) Lisans 183 2,0209
(6) Lisansusti 63 2,1762
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Tablo 7°ye gore; “Has=Yerli turistlerin tatil satin almadan 6nce tercihlerini etkileyen
faktorlerle katilimcilarin  egitim durumlart arasinda anlamli iligki vardir” hipotezi
p=0,03<0,05 oldugundan kabul edilmistir. Anlamh farkliligin hangi egitim seviyesi durumlari
arasinda oldugunu anlamak i¢in veri setine Post Hoc (Tamhane’s T2) testi yapilmustir.
Ortaokul mezunu olan ile lisansiistii mezunu olanlar arasinda (p=0,013) oldugu tespit
edilmistir. Ortaokul mezunu olan (A.0=1,9378) lisansiistii mezunu olanlardan (A.0=2,1762)
diisiik oldugu goriilmiistiir. Bunun sonucunda, egitim seviyesi yiikseldikge tatil satin alma

tercihlerindeki faktorlerde de degisim oldugu sdylenebilir.

Tablo 8. Katihmcilarin ifadeleri ile Cahsma Durumlari Arasindaki Anlamh iliskiyi Gosteren Analiz
Sonucu

Katihmcilarin Caliyma Durumu N A.O F P Fark
(1) Calismuyor 116 2,1647
(2) Ozel Sektor 149 2,0425 6,159238 | 0,000 1-3
(3) Kamu Sektori 203 1,9442

Tablo 8’e gore; “Hs=Yerli turistlerin tatil satin almadan 6nce tercihlerini etkileyen
faktorlerle katilimeilarin ¢alisma durumu arasinda anlaml iligki vardir” hipotezi p=0,00<0,05
oldugundan kabul edilmistir. Anlamli farkliligin hangi egitim seviyesi gruplari arasinda
oldugunu anlamak i¢in veri setine Post Hoc (Tamhane’s T2) testi yapilmistir. Caligmayanlar
ile kamu sektoriinde calisanlar arasinda (p=0,05) oldugu tespit edilmistir. Caligmayanlarin
(A.0=2,1647) kamu sektoriinde ¢alisanlarin (A.0=1,9442) yiiksek oldugu goriilmiistiir. Gelir

seviyesi arttikca tatil satin almada tercihlerindeki faktorlerinde degisme oldugu sdylenebilir.

Tablo 9. Katihmcilarin ifadeleri ile Yaslar1 Arasindaki Anlamh iliskiyi Gosteren Analiz Sonucu

Katilimeilarin Yaslar: N A.O F P
(1) 18-25 177 1,9996
(2) 26-33 181 2,0144
(3) 3349 >0 21787 0,897095 | 0,514
(4) 41-48 13 2,0051 ' ’
(5) 49-56 28 2,0524
(6) 57-65 19 2,0579

Tablo 9’a gore; “He=Yerli turistlerin tatil satin almadan Once tercihlerini etkileyen
faktorlerle katilimcilarin yaglar1 arasinda anlamli iligki vardir” hipotezi p=0,514>0,05

oldugundan reddedilmistir.
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Tablo 10. Katthmecilarin ifadeleri ile Yasadiklar1 Bolge Arasindaki Anlamh fliskiyi Gosteren Analiz
Sonucu

Katihmcilarin Yasadiklar: Bolge N AO F P
(1) i¢ Anadolu Bélgesi 195 2,0265
(2) Karadeniz Bolgesi 57 2,0918
(3) Akdeniz Bolgesi 42 2,0214
(4) Ege Bolgesi 33 2,2152 1,376 0,365
(5) Dogu Anadolu Bolgesi 65 1,9267
(6) Giineydogu Anadolu Bolgesi 19 2,1281
(7) Marmara Bolgesi 57 1,9655

Tablo 10’a gore; “H7= Yerli turistlerin tatil satin almadan once tercihlerini etkileyen
faktorlerle katilimcilarin yasadiklar1 bolge arasinda anlamli iliski vardir” hipotezi

p=0,365>0,05 oldugundan reddedilmistir.

6. TARTISMA, SONUC VE ONERILER

Turistlerin satin almasindaki karar siirecinde etkilendikleri faktorleri tespit etmek, bu
faktorleri iyi analiz edip, turistik talep dogrultusunda miisteri tatminini en st diizeye
tagtyacak ve miisteri tercihlerini 6n plana ¢ikaran nitelikte bir turistik iiretimi dikkate almak
turizm pazarlamasi agisindan bir zorunluluk haline geldigi disiiniilmektedir (Hayta, 2008:
39). Yerli turistlerin istek, ihtiya¢ ve beklentilerinin dogru bir sekilde belirlenmesi ve satin
alma davranislarinin ortaya konulmasi gerekmektedir. Ayrica, tiiketici davraniglarinin
belirlenmesi, isletmelere pazarlama karmasi elemanlarinin se¢iminde ve pazar firsatlarinin
degerlendirmesinde kisacas1 pazarlama yoOnetiminde Onemli faydalar saglayacagina
inanilmaktadir (Uygur, 2007: 163).

Katilimcilardan elde edilen bulgular dogrultusunda bekarlarin evli olanlara gore fazla
katilim sagladiklari, bu durum bekarlarin evli olanlara gore daha fazla bos zamanlarinin
oldugu ve tatil imkanlarinin evli kisilere gore bekarlarin daha agirlikta tercih ettiklerini
gostermektedir. Ayrica bekar insanlarin tatilde yeni insanlarla tanigma arzusu, evli insanlarin
tatile aileleriyle gitmek istemeleri kadar tatil satin almalarin1 etkilemede onemli oldugu
goriilmistlir. Egitim durumlarmin yiiksekogrenim gorenlerin daha fazla oldugu ve
katilimcilarin gelir durumlar1 2001 TL ve iizeri olanlarinin yiiksek katilim saglamasi tatil
tercihlerindeki etkenlerin arasinda egitimin ve gelir durumlarinin artisiyla birlikte tatil satin
alma ihtiyacinin da arttig1 sonucunu olusturmaktadir. Arastirma bulgular incelendiginde is
stresinden ve baskisindan uzaklasarak farkli ortamda bulunup yeni insanlara etkilesimde
bulunmak, standart yasamin disina ¢ikmak istedikleri sonucunu ortaya koymustur. Gazete,
dergi, seyahat acentelerinde bulunan brosiir ve kataloglara bakilarak veya tatil yerini ziyaret

ederek ya da turizm danisma biirolarina danisarak zaman alict arastirmayi degil, aile ve
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arkadas ¢evresinden, dogrudan gidecegi isletmelerden ve teknolojiye ayak uydurarak hizli
erisim olan kaynaklardan olan radyo, televizyon ve internet araciligiyla arastirma yapilarak
satin almayi tercih edildigi sonucu ortaya koyulmustur. Ayrica onceki tatil deneyimlerinden
yararlanilip ge¢misteki anilarini tekrar yasama duygusu ve tatil anilarini birilerine anlatma
giidiisti de sonraki tatil planlarinin etkilenmesinde tatil satin alma tercihi i¢in kag¢inilmaz bir
gercek oldugunu sonucunu dogurmaktadir. Giiniimiiz turizm diinyasinda rekabetin arttigi
diistintiliirse, turistlerinde isteklerinin arttigy, tatil satin alirken deniz, kum ve giines {i¢liisiiniin
disinda konaklayacagi yerin konforunun iyi olmasi, emniyet bakimindan giivenilir olmasi,
farkli eglence ve animasyon faaliyetlerin olmasi, ulasimin ve yiyecek icecek cesitliliginin
olmasi tatil satin alirken giindelik yasamdaki olaganin disina ¢ikilma istegini ortaya
koymustur. flaveten yine giinliik rutin islerden uzaklasma, fiziksel olarak rahatlama istegi ve
sehir baskisindan kurtulup dogal giizellikleri olan yerlerde 6zgiir sekilde tatil gecirme arzusu
tatil tercihlerinin etkilenmesinde 6nemli etkenlerdendir. Popiiler eglence yerlerinin olmasi,
sportif faaliyetlerinin bulunmas1 ve gidilecek tatil yerinin iyi biliniyor olmasi da etkileyen
tercihler arasinda olup, insanlarin tatil tercihi yaparken daha 6nce duymadiklar1 yerlere gidip,
pisman olma riskini goze almak istememelerini ortaya koymaktadir.

Yerli turistin satin alma tercihleri dikkate alinarak ozellikle sosyal medya ve
televizyon araciligi ile reklam ve tanitimlarla kampanyalar diizenlenmelidir. Ozellikle
popiilerligi yiiksek olmayan yerler i¢in reklamlar ve tanitimlar yapilip insanlar oralara tesvik
edilmeli ve bu sayede bilinirligi yiiksek olan yerlerdeki asir1 yogunlugun azalmasiyla beraber
farkl1 bolgelere de turist ¢ekme olanagimin artmasi saglanacaktir. Tatil satin alan ve
almayanlara geribildirim yapilmasi saglayacak sekilde ulasarak yerli turistlerin 6neri, sikayet
ve isteklerini dikkate alinmalidir. Yerli turiste yonelik her biitceye uygun tatil paketleri
hazirlanarak i¢ pazardaki roliinii 6ne c¢ikararak yabanci turiste olan bagimliligmnin Oniine
gecmesi saglanmalidir. Akademisyenlerin yerli turistin satin alma faktorlerine etki eden
etkenlerin sehir bazinda ve/ya bolgesel caligmalar1 yapmas: tatil satin alma paketlerini
planlarken o yore 6zgii sekilde hazirlanmasini saglamak agisindan 6nem arz etmektedir.
Turizm alaninda etkin akademisyenler, oncii liderler ve alaninda soézii gecenlerden destek

alinarak yerli turiste deger verildigini gosterilmelidir.
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Ozet

Erzurum, Tiirkiye’nin birinci derecede 6nemli ve dncelikli
kis turizmi merkezlerinden birine sahip, ayrica tarihi ve kiiltiirel
degerleriyle de turistlerin ilgi gosterdigi bir kenttir. Erzurum
ilin de bulunan otel isletmelerinin hem diger kis turizm
merkezleri ile rekabet edebilmesi ve gelen turistlere kaliteli bir
hizmet sunmasi hem de isletme yoneticilerine hizli ve giivenilir
bilgilerin sunulmasi i¢in modern muhasebe uygulamalarini
kullanmalar1 6nem arz etmektedir. Calismanin amaci1 da
Erzurum ilinde faaliyet gosteren otel isletmelerinin yonetim ve
maliyet muhasebesi uygulama dizeylerini tespit etmek ve
mevcut durumu ortaya koyarak bir farkindalik olusturmaktir.
Calisma Erzurum ilinde bulunan Turizm Isletme Belgeli otel
isletmeleri iizerine uygulanmistir. Nicel arastirma ydntemine
dayanan ¢alismada veriler anket tekniginden yararlanilarak
toplanmistir. Ayrica ¢alismada evren, 6rneklemi olusturmustur.
Bu nedenle tam sayim yontemi ile veriler elde edilmistir.
Calismada elde edilen bulgulara gore, otel isletmelerinin sadece
yizde 13,3’liik kisminda ayri bir yonetim muhasebesi sistemi
bulunurken, yaklagik yiizde 26,7°lik kisminda ise ayri bir
maliyet muhasebesi sisteminin gorildigli tespit edilmistir
Sonuglar, Erzurum ilinde faaliyet gosteren otel isletmelerinin
yonetim ve maliyet muhasebesi sistemlerini yeterince etkili
kullanmadigin1 gostermistir.
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Abstract

Erzurum, Turkey's first degree with one of the most
important winter tourism centers and foremost, it is also a city
which attracts tourists with its historical and cultural value. It is
important for hotel businesses in Erzurum to compete with other
winter tourism centers, provide a quality service to the
incoming tourists and use modern accounting applications in
order to provide fast and reliable information to business
managers. The aim of the study is to determine the management
and cost accounting application levels of hotel businesses
operating in Erzurum province and to create an awareness by
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presenting the current situation. The study was conducted on
hotels with Tourism Management Certificate in Erzurum. In the
study, which was based on quantitative research method, data

Cost Accounting

were collected by using survey technique. In addition, the
Erzurum

universe constituted the sample. Therefore, data were obtained
by complete counting method. According to the findings of the
study, only 13.3 percent of the hotel businesses have a separate
management accounting system, while approximately 26.7
percent of them have a separate cost accounting system. cost
accounting systems.

1. GIRIS

Bugiiniin diinyasinda teknolojinin hizla ilerlemesi, ulasimin kolaylasmasi, refah
seviyesinin giderek yiikselmesi ve kiiresellesmenin de etkisiyle insanlarin kiiltiirel olarak
birbiriyle yakinlasmasi ulusal ve uluslararasi olmak {izere her alanda seyahatlerin artrmasina
sebep olmus ve turizm sektdrii giderek bilyiimiistiir. Insanlarm bu seyahatleri sirasinda
olmazsa olmazlardan bir tanesi ise gecelemek veya dinlenmek i¢in kullandiklar1 otel

isletmeleridir. Eski ¢aglarda hanlar ve kervansaraylarin yerini giiniimiizde likks oteller, tatil
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koyleri, pansiyonlar, vb. gibi isletmeler almistir. Birlesmis Milletler Diinya Turizm
Orgiitii’niin (UNWTO) yaymlamis oldugu 2017 raporuna gére 1 milyar 322 milyon turist
seyahat etmistir. Tiirkiye’ye ise ayn1 yil Kiiltiir ve Turizm Bakanhigi (2017) verilerine gore,
tim olumsuz sartlara ragmen 32,4 milyon turist gelmisken, yine verilere gore 2018 yilmin
turist sayilar1 39 milyona, turizm gelirleri de 29,5 milyar dolara ulagsmistir. Bakanligin 2019
verileri incelendiginde ise heniiz Ocak-Ekim doneminde iilkemizi ziyaret eden yabanci turist
sayist gegen yilin ayni donemine gore %14,47 artis gostererek 40 milyonu, turizm gelirleri de
26 milyar dolar1 agmustir. Tim bu veriler, turizmin ekonomik etkilerinin artarak devam
ettigini gostermektedir (Isik ve Turan, 2018). Ayrica ifade edilen bu rakamlara yerli turistler
de eklenirse, lilkemizdeki yurt i¢i turist rakamlar1 fazlasiyla artacaktir. Gelecek yillarda bu
sayilarin giderek artmasi ise hi¢ siiphesiz ki gerceklesecektir. Dolayisiyla seyahat eden
insanlara, basta geceleme imkani olmak {izere daha bir¢ok hizmet sunan otel isletmeleri
giderek 6nem kazanacaktir.

Yukarida verilen turist sayilar1 ile turizmden elde edilen gelirler incelendiginde ve
turizmin nasil gelisme kaydettigi bu rakamlar vasitasiyla diisiiniildiiginde mevcut otel
isletmeleri arasinda turisti kendi isletmesine ¢ekme noktasinda rekabet olusurken yeni
isletmelerin de faaliyete girecegi diisiiniildiigiinde bu rekabet iist seviyeye c¢ikacak ve giderek
artacaktir. Bu c¢ekismeden karli ¢ikmak isteyen isletmeler, miisteri memnuniyetini dikkate
alacak bir yonetim anlayis1 sergilemek durumundadir. Diger yonden otel isletmeleri, seyahat
eden turistlerin geceleme ihtiyacinin yaninda yeme-igme, eglence ve gesitli sosyal
gereksinimlerini karsilayan ve miisterilerini memnun edecek mal ve hizmet iiretme istekleri
ile birlikte, isletmelerinin devamliligini siirdiirebilmek igin karlilik amacglarini da dikkate
almak zorundadir. Fakat turizm sezonunun mevsimsellik 6zelligi tasimas1 ve dolayisiyla kisa
stireli olmas1 otel isletmelerinde karliligin diigmesine neden olmaktadir. Bu nedenle soz
konusu igletmelerinin yonetimi ve yonetim muhasebesi uygulamalar1 6nem arz etmektedir.

Giliniin yirmi dort saati emek yogun bir sekilde hizmet veren otel isletmeleri
yoneticilerinin, yonetim faaliyetlerini hayata gecirirken miisteri memnuniyetini goéz ardi
etmeyecek sekilde davranmalidir. Bir yandan isletmenin siirdiiriilebilir kalkinmasini diislinen
yoneticiler diger yandan rekabet kosullarina ayak uydurmaya caligmaktadir. Rekabetin
bdylesi doruk noktasmna ¢iktig1 turizm sektoriinde otel isletmeleri, maliyetlerini diisiiriip,
verimliligini ve kar marjin1 da arttirmasi gerekmektedir. Bu baglamda isletmelerde maliyet
tasarrufunun uygulanmasi, verimliligin artmasi, finansal yapilarmin giliglenmesi, karlilik ve
maliyet kontroliine yonelik uygulamalara ihtiya¢ duyulmasi nedeniyle ydneticiler, yonetim

muhasebesi bilgilerine gereksinim duymaktadir (Atmaca ve Yilmaz, 2011). Zira yonetim
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muhasebesi, karar verme siirecini kolaylastirmak ve desteklemek i¢in Onemli bir aragtir.
Calismanin amaci da Erzurum ilinde faaliyet gosteren otel isletmelerinin yonetim ve maliyet
muhasebesi uygulama dizeylerini tespit etmek ve mevcut durumu ortaya koyarak bir
farkindalik olusturmaktir.

Bu ¢aligmada, arastirmanin temel amaci olmast sebebiyle gerek yonetim muhasebesinin
gerekse otel isletmelerinde yonetim muhasebesi uygulamalarinin kullanilmasmin 6nemine
vurgu yapilmistir. Dolayisiyla ¢alismada dncelikle yonetim muhasebesi kavrami agiklanmig
olup genel muhasebe ile arasindaki farklardan s6z edilmistir. Daha sonra otel isletmelerinde
yonetim muhasebesinin 6nemine deginilmis ve ardindan literatiirdeki c¢aligmalardan

bahsedilmistir. Son olarak bulgular degerlendirilmis, sonug¢ ve Onerilere yer verilmistir.

2. YONETIM MUHASEBESI

Kitaplara 1940’1 yillarda girmeye baglayan yonetim muhasebesi konulari, daha sonra
bu konuda Bill Vater’m 1950 yilinda yazdig1 kitap onemli gelismeleri beraberinde getirmistir.
Anthony tarafindan 1956 yilinda yayinlanan “Managerial Accounting” adli kitap ise yonetim
muhasebesine odaklanip ve onu maliyet muhasebesinden ayirarak, konunun gelisimine
onemli bir katki saglamistir. Ardindan bu gelisimi destekleyen 1961 yilinda Shillinglaw ve
1962 yilinda Horngren’in kitaplar1 da basilmistir. Sonrasinda, faaliyet tabanli yonetim (1993)
ve faaliyet tabanl biitgeleme (1996) konular1 incelenirken, daha sonra ise hedef maliyetleme
ve miisteri karlilik analizi (1994), kalite maliyetleri (1992) gibi konular incelenmistir. Dengeli
puan kart1 (1998) ve stratejik karlilik analizi konularinin (2000) ise sonradan ortaya ¢ikan
yOnetim ve maliyet muhasebesi konular1 oldugu goriilmektedir (D6nmez, vd., 2006).

Gilintimiizde isletme fonksiyonlarmdan sorumlu olan tiim yoneticilerin isletmesi i¢in
yerinde kararlar alabilmesi ancak dogru, giivenilir, seffaf, hizli ve uygun zamanh bilgilerin
kendilerine ulagmasi ile miimkiindiir. Bu ise genel muhasebe ve maliyet muhasebesi
kaynaklarindan yola ¢ikarak yeni bilgiler iiretip isletme yOneticilerine sunup, onlarin karar
almalarinda yardimcei olacak bilgileri saglayan ve ayn1 zaman da muhasebenin de bir tiirii olan
yonetim muhasebesi ile gerceklesebilir (Cetiner, 2008). Bakildig1 zaman ydnetim muhasebesi
diger muhasebe islevlerinden farkli hareket ederek isletme yonetimine bilgiyi istek ve
ihtiyaglara gore saglamaktadir. Zira finansal muhasebe isletmenin dig ¢evresini kapsayacak
kararlarda kullanilirken, isletmenin i¢ isleri ile ilgili kararlarm verilmesinde ise yonetim
muhasebesinden faydalanilir. Ayrica yonetim muhasebesi biitceleme faaliyetleri, biitce

kontrolii ve maliyet esasli bir yonetim anlayist ile ilgilidir (Giingdér Tang, 2012).
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Yonetim muhasebesi bir igletmenin ayakta kalmasi ve devamli olarak ¢aligmasi igin
bilgi ve rapor sunmaktadir. Kullanim alanlar1 ise su sekilde ifade edilmektedir (Akmese ve
Kaya, 2017). Buna gdre yonetim muhasebesi;

e Maliyet kontrolleri saglayip satig fiyatlarini belirlemek,

e Personel ile ilgili raporlar1 hazirlamak,

e Verimliligi analiz ederek liretim siirecini hizlandirmak,

e Isletme gider ve maliyetlerini karsilayarak gerekli analizleri yapmak ve bunlar
gerekli birimlere sunarak isletme i¢in alinacak kararlara yardimci olmaktadir.

Yonetim muhasebesi, muhasebe disiplininin  Grettigi, bitceleme, maliyetleme,
performans degerlendirme ve karar alma gibi alt sistemlerden ortaya ¢ikan sonuglar1 kullanip,
bu sonuclar1 birbiriyle kiyaslayip degerlendirerek, karliligi ve verimliligi etkilemesi ayrica
isletmenin hedeflerine ulasmasi i¢in isletme yOneticilerine aktardigi bir bilgi sistemi
olmaktadir (Sar1 ve Cam, 2014).

Muhasebe gegmiste oldugu gibi bir defter kayit sistemi olmaktan ¢ikmistir. Giintimiizde
isletme i¢cin gelecegi planlama ve denetleme noktasinda yoneticilere karar vermelerini ve
yorum yapmalarmi saglayacak yararli bilgiler verme yoOniinde ilerlemistir. YOnetim
muhasebesi, genel muhasebenin dis kullanicilara  bilgiler sunmasindan ziyade
organizasyonlarda yer alan yoneticiler veya karar vericiler igin gelistirilmis muhasebe
bilgilerini sunan bir muhasebe tiiridiir. Genel muhasebe ile yonetim muhasebesi arasindaki

iligki ve farkilar asagidaki gibi 6zetlenmektedir (Cetiner, 2008).
Tablo 1: Genel Muhasebe ile Yonetim Muhasebesi Arasindaki iliski

Genel Muhasebe Yonetim Muhasebesi

Raporlarin Ana Kullamcilar1 | Dis kullanicilar I¢ kullanicilar

Rapor Turleri Temel mali tablolar Ihtiyag halinde diizenlenecek isletme ici

raporlar

Raporlamanin Amaci Tiim kullanicilara genel amagh | Belli kullanicilara 6zel amaglh bilgiler
bilgiler verme verme

Raporlama Zamani Gegen dénem Gelecek dénem

Raporlama Suresi Bir aydan ¢ok En az 1 saat
Bir yildan az En cok 10-15 yil

Tablo 1°de goriildiigii lizere yonetim muhasebesinin temel gorevi isletme yoneticilerinin
gereksinimlerine yanit verecek bilgi ve raporlari en kisa siirede hazirlayp karar almalari

noktasinda onlara yardime1 olmaktir.

3. OTEL ISLETMELERINDE YONETIM MUHASEBESININ ROLU
Mubhasebe tiim diger isletmelerde oldugu gibi otel isletmelerinde de oldukc¢a 6nemli bir

yere sahiptir. Muhasebe boliimii tarafindan {iretilen finansal bilgiler, kurumdaki ilgili
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yoneticilere iletilmektedir. Dolayisiyla s6z konusu igletmelerde muhasebenin iyi islenmesi ve
organizasyonun planlamasi 6nem arz etmektedir (Azaltun ve Kaya, 2006). Otel igletmelerinin
yoneticileri dogru, uygun zamanli ve giivenilir bilgileri kullanarak olasi hatalar1 ortadan
kaldirmak, varliklarin korumak ve isletme politikalarmi1 degerlendirmek isterler. ilaveten
rekabetin yogun yasanmasiyla birlikte miisteri memnuniyeti, talebin artirilmasi, fiyatlandirma
politikalar1 gibi ¢esitli temalarin oncelik kazanmasiyla yoneticiler bazi ilave bilgilere de
ihtiyag duymaktadir. Bu baglamda otel isletmeleri agisindan sonraki donemlerde neler
yapilacaginin ve hangi stratejilerin planlanacaginin zorunlu hale gelmesi, yonetim muhasebesi
gibi 6nemli ek bilgiler iireten sistemi gerekli kilmaktadir (Sar1 ve Cam, 2014).

Otel isletmelerinin, miisteri beklenti ve profilinin farklilasmasi nedeniyle rekabet
avantajin1 saglayip kar maksimizasyonuna ulasmak i¢in verimliligi 6n planda tutmasi
gerekmektedir. Bunun gergeklesmesi i¢in de etkili bir yonetim muhasebesi uygulamasina
ihtiya¢ vardir. Dolayisiyla otel isletmeleri i¢in yonetim muhasebesi uygulamalar1 oldukca
onem arz etmektedir (Angelakis, Theriou ve Floropoulos, 2010).

Yogun rekabet ortaminda karlilig1 artirmanin yolu ¢ogu zaman gelirleri artirmak olarak
goriilse de bunun yaninda giderleri en aza indirmekte 6nemli bir ¢6zim olabilir. Hatta
yonetim muhasebesi uygulamalarin1 kullanarak ikisini dengelemek degisen piyasa sartlari
disiiniildiigiinde otel isletmeleri agisindan rekabet¢i ortamdan en az kayipla c¢ikilmasina
yardimet olacaktir (Koroglu, Bigici ve Sezer, 2011). Isletmenin icinde bulundugu durumdan
gelecek hedeflerine nasil ulasacagma yonelik bir dizi faaliyet gerekir. Isletmenin bugiinkii
durumunu goésteren raporlar (bilango, gelir tablosu vb.)’da yer alan rakamlardan faydalanarak
sonraki donemlere iliskin amaglara uygun tahmin ¢alismalar1 (biitgeleme, maliyet-hacim-kar
analizleri) planlama ve organizasyonda yOnetim muhasebesinin 6nemini acik bir sekilde

gostermektedir (Cetiner, 2008).

4. LITERATUR TARAMASI

Literatiirde ilgili yazin incelendiginde gerek yonetim gerekse maliyet muhasebesi
uygulamalar1 ile ilgili yerli ve yabanci calismalar oldugu tespit edilmistir. Ozellikle
Yunanistan’da yonetim muhasebesi uygulamalar1 ile ilgili ¢aligmalarin yogunlukta oldugu,
ayrica sanayi, liretim, imalat ve saglik alanlarinda da bu ¢aliymaya benzer arastirmalar oldugu
goriilmiistiir. S6z konusu ¢aligmalarin bazilar1 agsagida derlenmistir.

Siriwiwattanakul ve Nitirojntanad (2016), arastirmalarinda Tayland'daki 245 orta ve
biiyiik dlgekli otel igletmesinin yonetim muhasebesi uygulamalar1 incelenmistir. Caligma i¢in

muhasebe yoneticilerinden anket yontemiyle veri toplanmustir. Calisma sonuglarina gore,
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Tayland’daki otellerinin ydonetim muhasebesi uygulamalarini, glinliik yonetim uygulamalarina
dahil ettigi goriilmiistiir. Fakat yonetim muhasebesi uygulamalarmin kullanimi, kiiciik 6lgekli
isletmelere nazaran biiyiik 6lgekli isletmelerde daha yiiksek oldugu tespitine ulagilmistir.
Ayrica calismada, Tayland'daki otel isletmelerinde maliyetlendirme yontemleri, maliyet
Olcimi, karar verme analizi, finansal oran analizi, biit¢e planlama ve performans
degerlendirme gibi geleneksel yonetim muhasebesi tekniklerinin de sik¢a kullanildig: ifade
edilmistir. Benzer sonuglarin oldugu bir diger ¢alisma ise Santos, Gomes ve Arroteia (2012)
tarafindan Portekiz’de yapilmistir. Caligmaya 35 otel dahil edilmis ve s6z konusu oteller
2009 ve 2010 yillarinda ayr1 ayr1 analiz edilmistir. Calisma bulgularma gore, geleneksel
yonetim muhasebesi tekniklerinin kullanildig1 oran, ¢agdas olanlarin kullanim oranindan daha
yuksek oldugu tespit edilmistir. Bunun nedeni ise, otellerin ¢okuluslu bir otel zincirinin yan
kuruluslar1 olmalar1 ve yillik cirosunun etkisinden kaynaklandigi, seklinde agiklanmustir.
Giingor Tang (2012), Kapadokya bolgesinde 68 otel isletmesinin mevcut yonetim muhasebesi
uygulamalarini incelemistir. Elde edilen sonuglara gore, c¢alismaya dahil edilen otel
isletmelerinin  sadece %12’lik kisminda ayri bir ydnetim muhasebesi sistemi oldugu
bulunmustur. Ayrica %25°lik kisminda ise ayri bir maliyet muhasebesi sistemi bulundugu
saptanmustir. Dolayisiyla arastirma bolgesinde etkili bir yonetim-maliyet muhasebesinin
olmadig1 tespitine ulasilmistir. Angelakis, Theriou ve Floropoulos (2010), calismalarinda,
yonetim muhasebesi uygulamalarini benimsemeleri agisindan Yunanistan ve Finlandiya
iilkeleri karsilastirilmistir, Yunanistan’daki geleneksel ve yeni yoOnetim muhasebesi
uygulamalariin kullanim oranlar1 belirlenmistir. Sonrasinda sonuglar, Finlandiya’nin mevcut
durumu ile karsilastirilarak benzerlik ve farkliliklar 6lglilmeye ¢alisilmistir. Buna gore, iki
iilkenin de yeni yoOnetim muhasebesi uygulamalarmin kullanim diizeyleri benzerlik
gostermistir. Ayrica geleneksel yonetim muhasebesi uygulamalarinin ise Yunanistan’da daha
az oranda kullanildig: tespit edilmistir. Pavlatos ve Paggios (2009), Yunanistan’da 85 otel
isletmesi lizerine deneysel bir arastirma yaparak, yonetim muhasebesi uygulamalarindan
stratejik yonetim muhasebesi ve geleneksel yonetim muhasebesi uygulamalarinin kullanimi
Olciilmeye calisilmistir. Arastirma sonuglarina gore, geleneksel yonetim muhasebesi
uygulamalarinin daha yaygin kullanildig1 ve daha iyi neticeler verdigi tespit edilmistir. Ersoy,
Utku, Dénmez ve Berberoglu (2006), iiretim isletmelerinde yonetim muhasebesi Maliah, Nik
ve Alwi (2004), Literatur taramasi yoluyla, Singapur, Malezya, Cin ve Hindistan olmak iizere
dort Asya tilkesinde geleneksel ve c¢agdas yOnetim muhasebesi araglarmin ne Olgilide

kullanildigini incelemistir: Genel olarak, gozden gecirilen kanitlar, dort iilkede g¢agdas
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yonetim muhasebesi araglarmin kullanilmadigmi gostermistir. Daha ¢ok geleneksel yonetim

muhasebesi tekniklerinin kullanildig: tespit edilmistir.

5. YONETIM MUHASEBESI UYGULAMALARININ INCELENMESI: ERZURUM
ILI OTEL iSLETMELERINE YONELIK BiR ARASTIRMA
5.1. Arastirmanin Amaci

Calismanin temel amaci, Erzurum ilinde faaliyet gosteren otel isletmelerinde yonetim
muhasebesi uygulamalarini incelemektir. Ayrica bir diger amag ise, isletme yoneticilerine
yonelik olarak gereksinim duyulan kontrol ve planlama faaliyetlerinin temelini olusturan
cagdas ve geleneksel yonetim muhasebesi uygulamalarinin fayda ve kullanim diizeylerini,
yapilan ¢alisma ile belirleyip mevcut durumu ortaya koymaya ¢alismaktir. Buna gore elden
edilen bulgular degerlendirilip mevcut durum hakkinda yorumlar getirilmis ve Onerilerde
bulunulmustur.

5.2. Arastirmanin Kapsami ve Yontemi

Bu calisma Erzurum ilinde bulunan Turizm Isletme Belgeli Otel isletmeleri iizerine
uygulanmistir. Calisma i¢in nicel arastirma yontemlerinden betimsel arastirma yontemi tercih
edilmistir. Gay, Mills, Airasian’a (2012) gore betimsel arastirmalar, durum tespiti yapmaya
yonelik aragtirmalardir. Caligsma igin veriler ise anket tekniginden yararlanilarak toplanmistir.
Ayrica caligmada evren, Orneklemi olusturmustur. Bu nedenle tam sayim yOntemi ile
arastirmaya dahil edilen otel isletmeleri listelenmistir. S6z konusu isletmeler, Erzurum ilinde
bulunan turizm yatirim belgeli otel isletmeleridir. Orneklemi olusturan say ilin, 11 Kiiltiir ve
Turizm Miidirligi’nce alman verilere gore toplam 16 oteldir. Bu nedenle arastirmanin
orneklemi bu otel isletmelerinde mevcut durumda ¢alisan yoneticilerdir. Arastirma verileri,
bahsi gecen otel isletmelerinin genel miidiiri, muhasebe miidiirii ve muhasebe calisani
araciligiyla saglanmistir. Otel isletmesinden toplam 15 veri elde edilmistir. Evren ulasilabilir
biiylikliikte oldugundan dolayr tam sayim yontemi kullanilmistir. Bu nedenle caligmada,
ayrica bir 6rnekleme yontemine gerek duyulmamistir.

Arastirmada kullanilan 6lgek Pavlatos ve Paggios (2009) tarafindan gelistirilmis daha
sonra Glingdr Tang (2012), calismasinda kullanmak iizere Tiirk¢eye ¢evirmistir. Anket formu
iki ayr1 bolimden olusmaktadir. Birinci bdliimde calismayi destekleyecek demografik
ozellikler, ikinci boliimde ise yOnetim muhasebesi uygulamalari ile ilgili bilgiler yer
almaktadir. S6z konusu bdlgede faaliyet gdsteren konaklama isletmeleri ile ilgili maliyet
yaklagimlari, maliyet bilgileri ve maliyet bilgilerine yon verecek ydnetim muhasebesi

uygulamalar1 ile ilgili biyik cogunlugunu 5°li likert olcegi ile ifade edilen sorulardan
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olusmaktadir. Yapilan arastirmada anket formunda yer alan yonetim muhasebesi uygulamalari
bes grup altindan toplanmistir. Bunlar; maliyet muhasebesi, biitgeleme, performans degerleme
ve stratejik yonetim muhasebesi uygulamalaridir. Veriler SPSS 21.0 programina kaydedilmis
ve sonuglar yiizdelik, frekans, ortalama ve standart sapma gibi tanimlayici istatistikler

kullanilarak, 6nem diizeylerine gore elde edilmeye ¢alisiimistir.

6. BULGULAR
Elde edilen verilere iligkin tablolar asagida verilmistir.

Tablo 1. Katiimeilarin Demografik Ozelliklerine iliskin Bulgular

Demografik Ozellikler Frekans Ylzde
Cinsiyet Erkek 11 73,3
Kadin 4 26,7
Yas Araliklar 18-25 1 6,7
26-35 5 33,3
36-45 4 26,7
46 ve (st 5 33,3
Egitim Durumu Lise 1 6,7
On Lisans 3 20,0
Lisans 10 66,7
Lisansust 1 6,7
Is Tecriibesi 1-5yil 4 26,7
6-10 yil 3 20,0
11-15 y1l 3 20,0
16 ve Ustl 5 33,3
Isletmedeki Pozisyon — Genel Miidiir 3 20,0
Muhasebe Muduri 8 53,3
Muhasebe Calisani 4 24,7

Tablo 1’de demografik ozelliklerine iliskin elde edilen bulgulara gore arastirmaya
katilanlarm %73,3"i erkek, %26,7'si de kadindir. Katilimcilarin %6,7'sinin 18-255 yas,
%33,3'Unln 26 35 yas, %26,7’sinin 36-45 yas ve 33,3’niin de 46 yas ve Uzeri oldugu
gorulmektedir. Arastirma sonucuna gore katilimcilarin %6,7'sinin lise, %20’sinin yiiksekokul
ve %66,7'sinin de Universite ve %6,7’sinin de lisansiistii mezunu olduklar1 gorulmektedir.
Ayrica sonuclardan elde edilen bilgiler dogrultusunda katilimcilarn %26,7’sinin 1-5 yil,
%20’sinin 6-10 y1l, %20'sinin 11-15 y1l ve %33,3’niin 16 ve {stii y1l arasinda is tecriibesine
sahip olduklar1 anlagilmaktadir. Katilimcilarm %20'si genel midiir, %53,3’i muhasebe

miidiirti ve %24,7’si de muhasebe caligani olarak otel isletmelerinde gorev yapmaktadir.
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Tablo 2. Otelin Ozelliklerine iliskin Bulgular

Demografik Ozellikler Frekans Yizde

Yildiz Sayisi 2 Yildiz 3 20,0
3 Yildiz 6 40,0
4 Yildiz 4 26,7
5 Yildiz 2 13,3

Yatak Sayisi 0-50 1 6,7
51-100 3 20,0
101-200 5 33,3
201-300 3 20,0
301 ve tzeri 3 20,0

Tablo 2’de elde edilen bulgulara gore, calisma kapsaminda ele alman otellerin
%20’sin ‘2 yildiz’, %40’nin ‘3 yildiz’, %26,7’sinin ‘4 yildiz’ ve %13,3’niin de ‘5 yildiz’hh
isletmeler olduklar1 goriilmektedir. Otellerin yatak kapasitelerine bakildiginda %40’ nin
sadece 201 ve iizeri oldu anlasilmaktadir. Erzurum ilinde turizm haraketliliginin biiyiik
cogunlugu kis aylarinda gergeklesmektedir. Dolayisiyla gerek yatak kapasitesi gerekse
isletmelerin yildiz sayis1 belli bir oranda kalmaistir.

Tablo 3. Otel isletmelerinin Sahip Oldugu Maliyet ve Yonetim Muhasebesi Bolumleri

Ayr1 Maliyet Muhasebesi Béliimii Ayr1 Yonetim Muhasebesi Boliimii
Frekans Yuzde Frekans Yizde
Evet 4 26,7 2 13,3
Hayw 11 73,3 13 86,7

Tablo 3 incelendiginde elde edilen bulgulara gore, otellerin sadece %26,7’sinde ayr1
bir maliyet muhasebesi bdliimii bulurken, sadece %13,3’linde de ayr1 bir yonetim muhasebesi
bulundugu goriilmektedir. Bu veriler degerlendirildiginde Erzurum ilindeki otellerde maliyet

ve yonetim muhasebesi sistemlerinin ¢ok da etkin olmadig1 anlasilmaktadir.

Tablo 4. Otel isletmelerinde Kullamlan Maliyetleme Y aklagimlar

Tam Degisken Standart Tahmini Faaliyete Dayali
Maliyetleme Maliyetleme Maliyetleme Maliyetleme Maliyetleme
Frekans | Yizde | Frekans | Yizde | Frekans | Ylzde | Frekans | Yizde | Frekans Yiizde
Evet 11 73,3 - - 8 53,3 2 13,3 2 13,3
Hayr 4 26,7 15 100 7 46,7 13 86,7 13 86,7
Tablo 4’teki bulgular incelendiginde, aragtrma kapsaminda ele alman otel

isletmelerinde en ¢ok kullanilan maliyetleme yaklagimmin %73,3 ile tam maliyetleme
yontemi oldugu goriilmektedir. Kullanilan maliyetleme yaklasimlarindan tahmini maliyetleme
iki hicbir

kullanilmamaktadir. Standart maliyetleme yontemi %53,3 oraninda kullanilmaktayken,

sadece otelde goriilirken, degisken maliyetleme otel igletmesinde
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faaliyete dayali maliyetleme yontemi %13,3 ile heniiz ¢ok fazla bilinen bir yontem olmadigi
anlagilmaktadir.

Tablo 5. Otel Isletmelerinde Fiili Maliyet Bilgilerinin Kullanildig Alanlar

Maliyet Bilgileri N

Ortalama Standart Sapma

Karar vermede 15 4,67 0,488
Biitgelerin hazirlanmasinda 15 4,40 0,507
Kontrol faaliyetlerinde 15 4,20 0,676
Performans degerlendirmesinde 15 4,07 0,594
Hizmet karhilik analizinde 15 3,87 0,516
Miisteri karhilik analizinde 15 4,13 0,640
Maliyet- hacim-kér analizinde 15 4,27 0,704
Valid N (listwise) 15

5: Cok Gerekli 1: Cok Gereksiz

Cahisma kapsaminda elde edilen verilerde Tablo 5’e¢ gore, otel isletmelerinde fiili
maliyetlerin kullanildig: alanlarda bitin ifadelerin hemen hepsinin gerekli oldugu
gOzlemlenmektedir. Bilhassa fiili maliyet bilgilerinin otel isletmelerinde “karar vermede” 4,67
ve ‘biitgelerin hazirlanmasinda’ 4,40 ortalama ile daha ¢ok gerekli oldugu ifade edilmistir.
Yine elde edilen veriler dikkate alindiginda fiili maliyetlerden maliyet-hacim-kar analizi ve

kontrol noktalarinda yararlandiklari ifade edilebilir.

Tablo 6. Otel isletmelerinde Biitgeleme Faaliyetlerinin Kullanildhgi Alanlara iliskin Saglayacagi Fayda
Duzeyi

Bltceleme Faaliyetleri N

Ortalama Standart Sapma

-Yillik faaliyet biitgelerinin hazirlanmasi 15 4,13 0,516
-Maliyetlerin kontrolii i¢in biitce hazirlanmasi 15 4,13 0,516
-Otellerin farkli boliimleri ile koordinasyon saglanmasinda 15 3,53 0,834
-Otel yonetiminin performansinin degerlendirilmesinde 15 3,87 0,743
biitcelerden yararlanilmasi

-Uzun vadeli stratejik planlar i¢in biitge hazirlanmasi 15 3,93 0,704
-Faaliyet tabanli biit¢elerin hazirlanmasi 15 4,00 0,845
-Esnek biit¢elerin hazirlanmasi 15 3,80 0,775
-Sifir tabanli biitgelerin hazirlanmasi 15 3,73 0,594
Valid N (listwise) 15

5: Cok Faydali 1: Cok Faydasiz

Otel isletmelerinde kullanilan bitceleme faaliyetlerinin fayda dlzeyine bakildig:
zaman, ‘‘yillik faaliyet biitgelerin hazirlanmasi’”” ve “maliyetlerin kontrolii i¢in biitge
hazirlanmasi” 4.13’lik bir ortalama ile en faydali butgceleme faaliyeti olarak gorilmektedir.
‘Otellerin farkli boliimleri ile koordinasyon saglanmasinda’, 3,53 ve ‘sifir tabanh biit¢elerin
hazirlanmast’, 3,73’likk oranlarma bakildiginda biitgeleme faaliyetlerinde pekte faydali olarak

goriilmedigi anlasilmaktadir.
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Tablo 7. Otel Isletmelerinde Performans Degerleme Yontemlerinin Kullamlmasi Durumunda Ulasilacak
Fayda Duizeyi

Performans Degerleme Yontemleri N Ortalama Standart Sapma
-Karliligin dlgiilmesinde 15 4,27 0,704
-Miisterilerin finansal olmayan performans dl¢limiinde 15 3,87 0,640
-Inovasyonla ilgili finansal olmayan performans dl¢iimiinde 15 3,53 0,834
-Personelle ilgili finansal olmayan performans él¢iiminde 15 3,80 0,676
-Yatirimin getirisinin dl¢imiinde 15 3,80 0,414
-Ekonomik katma degerin 6l¢iimiinde 15 3,93 0,458
-Satiglarin karliligiin 6l¢iilmesinde 15 3,93 0,799
-Balanced scorecard 15 3,80 0,561
Valid N (listwise) 15

5: Cok Faydali 1: Cok Faydasiz

Otel isletmelerinde performans degerleme yontemlerinin kullanilmas: durumunda
Tablo 7’e gore, gelencksel bir yontem olarak kabul edilen “karlihigin 6l¢iilmesinde” 4,27°1lik
bir ortalama ile ¢ok faydali olarak belirlenmistir. ‘Ekonomik katma degerin 6lgiimiinde ve
Satiglarin karlihigmnin olgiilmesinde’ de 3,93’likk ortalamalar1 ile nispeten faydali oldugu
gorilmektedir. Performans olglim yontemlerinden “inovasyonla ilgili finansal olmayan
performans Olglimiinde” 3,53’liikk bir ortalama ile en diisiikk fayda diizeyine sahip olarak

gorulmektedir.

Tablo 8. Otel isletmelerinde Stratejik Yonetim Muhasebesi Faaliyetlerinin Uygulanmasi Durumunda
Fayda Duzeyi

Stratejik Maliyet Faaliyetleri N Ortalama Standart Sapma
Biitgeleme faaliyetleri agisindan 15 4,27 0,458
Planlama ve kontrol faaliyetleri agisindan 15 4,00 0,655
Maliyet-hacim- kér analizi 15 4,00 0,756
Hedef maliyetleme 15 3,53 0,990
Performans degerleme ve 6lgme 15 3,13 0,990
Sorumluluk muhasebesi 15 3,27 0,961
Stratejik planlama 15 3,60 0,910
Sektor analizi 15 3,47 0,743
Rakiplerin giiclii ve zayif yonlerinin analizi 15 3,33 0,816
Rekabet durumu analizi 15 3,47 0,743
Otelin uzun vadeli finansal durum tahmini 15 3,93 0,799
Valid N (listwise) 15

5: Gok Faydali 1: Cok Faydasiz

Tablo 8’de stratejik yonetim muhasebesi uygulamalarinin fayda diizeyi ile ilgili elde
edilen bulgulara gore “biitceleme faaliyetleri agiSindan” yapilan uygulamalar 4,27°1ik bir
ortalama ile ¢cok faydah olarak belirlenmistir. ‘Planlama ve kontrol faaliyetleri a¢isindan ve
Maliyet-hacim- kar analizi’ bakimindan yapilan uygulamalar ise %4’liikk ortalamalari ile yine

cok faydali olarak goriilmiistiir. Sonuglara goére, 6onemli bir yonetim muhasebesi araci olan
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“sorumluluk muhasebesi” 3,27 ve ‘‘performans degerleme ve 6lgme’’ 3,13 lik ortalamalar ile

uygulamalar arasinda en az fayda duzeyine sahiptir.

7. SONUC VE DEGERLENDIRME

Turizm sektoriiniin dnemli bir bolimiini olusturan otel igsletmelerinin oldukg¢a zor gegen
rekabet kosullar1 dikkate alindiginda isletme yoneticilerinin giivenilir, hizli ve dogru bilgilere
¢ok daha fazla gereksinim duyacag: goriilmektedir. Yonetim muhasebesi sistemiyle tiim bu
gereksinimlerin  saglanmas1 amaglanmaktadir. Gerek mali performans gerekse rekabet
ustiinliigii acisindan otel isletmeleri yonetim muhasebesi sistemiyle performanslarini
desteklemeleri gerekmektedir. YOnetim muhasebesi sisteminin sagladigi veriler otel
isletmenin 6zellikle stratejik kararlarmin etkinligini artirarak bir bakima uzun vadeli rekabet
istlinliigiinii de elde etmelerini saglayacaktir. Bu da ancak gelismis yonetim ve maliyet
muhasebesi tekniklerinin uygulanmasiyla miimkiin olabilecektir.

Erzurum’daki otel isletmelerinin ydnetim muhasebesi uygulamalarini kullanim
dizeylerinin durum tespitine yonelik olarak yapilan bu calismadan elde edilen temel
bulgularm analizi degerlendirildiginde,

e Otel isletmelerinin sahip oldugu maliyet ve yonetim muhasebesi bélimlerini
belirlemeye yonelik soruya gore,

e Otel isletmelerinin sadece % 13,3’lik kismi, isletmelerinde ayri bir yonetim
muhasebesi sistemi oldugunu ifade ederken,

e Sadece %26,7’lik kismi ise isletmelerinde ayr1 bir maliyet muhasebesi sistemi
oldugunu belirtmistir.

Bu sonuglar, Erzurum ilinde faaliyet gdsteren otel isletmelerinin yonetim ve maliyet
muhasebesi sistemlerini yeterince etkili kullanmadigin1 gdstermistir. Isletmeler faaliyetlerinin
biiylik cogunlugunu tek bir muhasebe sistemi ile yliriitmektedirler.

Yapilan c¢alisma ile ayrica, otel isletmelerinde en yogun kullanilan maliyetleme
sisteminin tam maliyetleme yaklasimi (%73) oldugu goriilmiistiir. Satandart maliyetleme
yaklagimi tam maliyetlemeden sonra en yaygm (%53,3) kullanilan maliyetleme ydntemi
olmustur. Yonetim muhasebesi karar araci olan degisken maliyetleme yéntemini uygulayan
otel isletmesinin bulunmadigi saptanmustir. Bir planlama araci olan faaliyete dayali
maliyetleme ve standart maliyetleme yonteminin ise disik oranda da olsa kullanildig:
goriilmiistiir. Bu durum, Santos, vd. (2012), Gingor Tan¢ (2012) ve Maliah, vd. (2004)

tarafindan yapilan ¢aligmalar ile parallelik gostermistir.
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Tam maaliyetleme sistemimin yogun olarak kullanilmasinin nedeni, direk hammadde ve
iscilik maliyetleri ile genel iiretim giderlerinin timunin tam maaliyetleme sisteminde dikkate
alinarak hesaplama yapilmasi olarak ifade edilebilir. Yani direkt ve en direkt biitiin maliyet
kalemlerinin s6z konusu sistemde dikkate alindigmi sodylenebilir. Standart maliyetleme
sistemi tam maliyetleme sisteminin bazi maliyet kalemlerinin biitgelenmis maliyetlerle,
onceden belirlenmeyen maliyetlerin, giderlere ilavesi ile donem igerisinde kesin rakamlar1
belli olmayanlar1 hesaplama yolu ile maliyetleri ilave eden bir maliiyet yontemi oldugundan
kullannominin  tam maaliyetleme sisteminden daha diisiik oranda tercih edildigi
diistiniilmektedir.

Otel isletmelerinde, fiili maliyet bilgilerinin daha ¢ok karar verme, bitgelerin
hazirlanmas1 ve kontrol faaliyetleri agisindan; bitceleme faaliyetlerinin, yillik faaliyet
bltcelerinin hazirlanmasi ve maliyetlerin kontrolii i¢in biitge hazirlanmasi agisindan;
performans degerleme yontemlerinin, karliligin Olglilmesi ag¢isindan; stratejik yonetim
muhasebesi faaliyetlerinin ise bultceleme faaliyetleri, planlama ve kontrol faaliyetleri ile
maliyet-hacim-kér analizi agisindan kullaniminin faydali oldugu belirtilmistir.

Otel isletmelerinin yonetim ve maliyet muhasebesi uygulamalarmin diisiik oranda
kullanmalari, onlarin iiriin ve hizmet maliyetini arttirdig1 gibi olas1 sorunlara ¢éziim iiretmede
de yetersiz kalacaktir. Dolayisiyla isletmelerin hem bu tiir sorunlarla basa ¢ikmalar1 i¢in hem
de cagin gerekliliklerine ayak uydurabilmeleri i¢in bu tiir sistemlerin kullanimini daha ¢ok
tercih etmeleri maliyetlerin daha dogru hesaplanmasi bakimmdan fayda saglayacagi gibi otel
yonetimine daha hizli ve giivenilir bilgilerin ulasmasma da yardimci olacaktir. Zira otel
isletmeleri i¢in sonraki donemlerde neler yapilacagina ve hangi stratejilerin planlanacagina
karar verilebilmesi agisindan yonetim ve maliyet muhasebesi gibi onemli ek bilgiler iireten

sistemleri gerekli kilmaktadir.
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