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MAKALE BILGIiSi OZET

Anahtar Kelimeler: Amag - Bu calismada, animasyon aktivitelerinde deneyim kalitesinin konuklarin tekrar satin alma

Animasyon aktiviteleri niyeti {izerindeki etkisinin belirlenmesi amaglanmistir. Belirlenen amag dogrultusunda, animasyon

Deneyim Kalitesi aktivitelerinde deneyim Kkalitesinin, konuklarin deger algilarina ve otel isletmelerinin imaji

Otel imaji iizerindeki etkisi de tespit edilmistir. Ayrica animasyon aktiviteleri ile tekrar satin alma niyeti

Algilanan deger arasindaki iliskiye algilanan deger ve otel imajinin aracilik rolii incelenmistir.
Tekrar satin alma niyeti Yontem — Veri toplama araci olarak, kapsamli bir literatiir taramasi sonucunda olusturulan anket
formu kullanilmistir. Animasyon aktivitelerinde deneyim kalitesinin Ol¢iilmesinde, “kapilma,
siirpriz, katilim, eglence, egitim” boyutlarini esas alan yaklasim benimsenmistir. Arastirma evrenini,
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olusturmaktadir. Tabakali 6rnekleme yontemi kullanilarak, 28 farkli milliyetten toplam 1086
katilimcinin anket formu analiz edilmistir.

Makale Kategorisi:
Aragtirma Makalesi

Bulgular ve Tartisma - Arastirma modelinde yer alan hipotezler, yapisal esitlik modeli
uygulamalar: kullanilarak test edilmistir. Yapisal esitlik modeli testi sonucunda, animasyon
aktivitelerinde deneyim kalitesinin konuklarin tekrar satin alma niyetini dogrudan etkilemedigi,
ancak deger algilar1 ve otel isletmelerinin imaj: {izerinde pozitif yonde etkisi oldugu tespit edilmistir.
Ayrica arastirma sonuglari, algilanan deger ve otel imajinin; animasyon aktivitelerinde deneyim
kalitesi ile tekrar satin alma niyeti arasindaki iliskide “tam aracilik” rolii iistlendigini gostermektedir.
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Purpose - The purpose of this research is to investigate the impact of experience quality of animation
activities on repurchase intention. In accordance with this purpose; the effects of experience quality
of animation activities on the perceived value and corporate image were tested. Additionally, the
mediation effects of perceived value and hotel corporate image on the among experience quality of
animation activities, repurchase intention were tested.

Design/methodology/approach - A self-administered questionnaire developed after a
comprehensive literature review was used as a data collection instrument. The Immersion, surprise,
participation, entertainment and education dimensions were used in measuring experience quality
of animation activities. Guests staying at five stars hotel located nearby the sea in Antalya comprise
the target population of this study. Five stars hotel guests visiting the Antalya was surveyed using
stratified sampling methods, a total of 1086 questionnaires from 28 different countries was analyzed.

Findings and Discussion — The hypotheses in the research model were tested using Structural
Equation Modelling (SEM). The structural model results indicate that experience quality of animation
activities have not a positive influence on repurchase intention, but have a positive influence on perceived
value and corporate image of hotels. Furthermore, the study revealed that perceived value and hotel
corporate image represents a “full mediator” on the relationship between experience quality of
animation activities and repurchase intention.

1Bu makale Hakan Cetiner’in Prof. Dr. Ali Yayli danismanliginda hazirladig: “Animasyon Aktivitelerinde Deneyim Kalitesinin Tekrar
Satin Alma Niyetine Etkisi” isimli doktora tezinden {iretilmistir.
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