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Comprehensive theoretical and experimental studies have always been conducted in order to understand and explain the 

relation between the concepts of service quality and behavioural intention, and research findings have been focused on 

whether service quality and other related concepts are dependent on the realization of the service initially expected by the 
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ty" dimensions affected behavioural intentions with relation to the service 

quality in accommodation services. Furthermore, it is clear that Zones of Tolerance of customer profiles, which have 

different characteristics in terms of nationality, gender, the number of starts of a hotel and accommodation experience 
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painstaking and planned efforts in order to improve these factors. Thanks to the findings obtained by comparing the zones 

of tolerance, the narrower and wider tolerance range of various customer profiles with relation to various service quality 

factors can be determined, the factors with narrower zones of tolerance can be given priority and developed further 

compared to the other factors as well as improving them constantly. 
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 (Ostermaier, 2003), 
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2.7.  Beklentileri 

kitleye 

i genel anlamda, 

 

  

-
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lan hizmetin 

rularak 

hizm  

a) 

 

b) 

 

c) 

 

d)  

 



 

 96 

e) Fiy

ile ilgilidir. 

-

tutum ve d

-

a 

 

seyah

-

ote

 

-
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1. Temiz ve konforlu odalar, 

2. Uygun konum, 

3.  

4.  

5.  

 

1.  

2.  

3.  

4. Hizmet kalitesi, 

5. lgi sahibi personel. 
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, kat hizmetleri ve 

yiyecek-

 

 

profilleri

 



 

 99 

 VE 
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).  

  

 

 

  

 

  

 

 

  

gerek

 



 

 101 

ma 

leri sergilediklerini ve belli 

 

m

 

 

 

a 

 

1.   

 

2.  

Bu grupta ek  
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3.  

 

4.  

 

5.  

 

-

 

ile ortak sosyo- rneklem grubu 



 

 103 

deneyimleri ve rakiplerin alternatif 

(Tybout ve Art -

 

 

 

Kaynak: Odaba  

 

 

 

 

-  
-  
-  
-  
- Tutum ve Duygular 

-  

 

-  
- Aile 
-  
-  

-  

 

-  
- Cinsiyet 
-  
- Meslek 

- Gelir 

 

Alma Karar Sureci 

 
Sorunun Belirlenmesi 

 

 

 
 

 

 

 

 
 

 

 
 

 

 

 

  

 
-  
-  
- Zaman 
-  

- Duygusal ve Finansal Durum 

Tatmin Olma 

Tatmin Olmama 
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-

ile 

 ). 

 

Demogra

tercihlerini

etk  
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3.2.3. Sosyo-  

ler sadece kendi beklenti 

-  

-  

 

 

 

Zaman; zaman

turlar  
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-

belirlenmesi - 

 



 

 107 

 

karar 

 

 

-

ortaya  

  

  

  

 

 

Tu

-gezme-

edilm



 

 108 

ili  

 

 

ensel 
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Fiz

 

onayl

 

 

-  
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ununla birlikte 

-

-transfer ya da kargo ile erken 

 

 

 

1.  

2. 

 

3.  
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olarak ifade edilmektedir. 

 

(Zeithaml vd.,1996) 

 

 

1.  

2.  

3.  
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4.  

5.  

udan 

1

 

Tablo 3.1  

 

Kaynak: Zeithaml, Berry ve Parasuraman, 1996:38 
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kategorilendirilebilir. 

bir olgudur 

 

da 

 

uniyet 

 

complaint behaviour) 



 

 114 

(Liu vd.,2000). 

 

2

 

Tablo 3.2  

  

Kaynak: Zeithaml vd., 1996:38 
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ve 

i 

 

 

ecek 
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Bendall-

olumlu ve istatistiksel ola  

kalitesi, fonksiyonel kali
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ve hizmete 
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 IV: 

KAL TOLERANS 

-OTEL 

 

 ilintili Hizmet Kalitesi Modeli-

-

-

 modeli ve bu modelin 

SERVQUAL hizmet kalitesi 

ki ve Mehta, 

 

a

bu boyutlara 

si 

(ZOT)  

yet 

olumlu yorumlarda 



 

 119 

etmesi ve tercih etme 

 

kavramlar

n bir model olarak -Zone of Tolerance) 

(Zeithaml vd.,1993). Bu 

 

Aktaran:Kunt, 2008).  

) arzu edilen hizmet ile yeterli kabul edilen 

hizmet seviyesi 

 

-1.12.). 

Yeterli hizmet se

r. 
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RVQUAL, hizmet kalitesini 

 

 

 

 

 

Hizmet Kalitesi Boyutu olan 



 

 121 

enti seviyelerindeki kesin 

 

Voss, vd., (1998) ile Walker ve Baker da (2000); ZOT model

- 

- r ve Baker (2000) 

likle daha deneyimli 
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i
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niyetlerini etkileyen hizmet kalitesi bo

olarak 

si ile yeterli 

s 

istinaden; Antalya ilinde faaliyet 

 

 

 

 

 

 

 

 

 

 

 

 

ve Hipotezlerin  
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bir 

elasyon olan 
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 ile  
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 Neden-

 

 

Linear Structural Relations), AMOS 

(Analysis of Moment Structures) ve EQS (Equation Modeling S  

 

 

turistler 

 teorik modeller 
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Haziran-  

 

bu tesislerde toplam 208.337 oda ve 

Haziran-Temmuz- da 834.000 Alman ve 1.400.000 Rus 

 

 

Tablo Belirleme 
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. 

 

 

 

Ankette Yer Alan 

 

 Kaynaklar 

 1. ra/ekipmana 
sahiptir. 

2. 
 

3. - 
 

4. 

terlik, banyo malzemeleri vb.) 

5. Otelin odala  

6. 
sahiptir. 

7. Otelde ortak alanlar temizdir. 

8. 
dekorasyona sahiptir. 

9. 
 

10.  

11. 
 

Parasuraman et al. (1993), 
Parasuraman et al. (1994), 
Cavana et al. (2007), 
Nadiri&Hussain (2005), 

Caruana et al. (2000), 
Teas&De Carlo (2004), 
Salazar et al. (2010), 
Shengelbayeva (2009), 
Campos&Nobrega (2009)  
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 1.  
2. 

n ciddi bir ilgi 
 

3. 

ve eksiksiz hizmet sunar. 
4.  
5. 

 
6. 

eksiksiz yerine getirir. 

Parasuraman et al. (1993), 
Parasuraman et al. (1994), 
Parasuraman (2000), 
Cavana et al. (2007), 
Nadiri&Hussain 
(2005),Shahin&Dabestani 
(2010), Mukherjee&Nath 
(2005), Campos&Nobrega 
(2009) 

Heveslilik  1. 

 
2. 

 
3. 

 
4.  

 
5. 

 

Parasuraman et al. (1993), 
Nadiri&Mayboudi (2010), 
Parasuraman et al. (1994), 
Parasuraman (2000), 
Cavana et al. (2007), 
Nadiri&Hussain (2005), 
Campos&Nobrega (2009)  

 1. 

 
2. 

 
3. 

sahiptir. 
4. Ot

 
5. 

verir. 
6. 

 
7. 

 

Gilbert&Wong (2003), 
Teas&De Carlo (2004), 
Nadiri&Mayboudi (2010), 
Parasuraman et al. (1993), 
Parasuraman et al. (1994), 
Parasuraman (2000), 
Cavana et al. (2007), 
Nadiri&Hussain (2005), 

Eme
Campos&Nobrega (2009) 

Empati 1. 

 
2. 

 
3. 

 
4. 

 
5. 

 

Sachdev&Verma (2004), 
Parasuraman et al. (1993), 
Parasuraman et al. (1994), 
Parasuraman (2000), 
Cavana et al. (2007), 

Campos&Nobrega (2009) 
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Tablo 4.2.  

Destinasyon Marka 

 

1. Otelin yer ald
tatil yeridir. 

2. 

 
3.  
4. 

 
5. 

aktiftir.  
6. 

 

Boo et al. (2009),Yoo et al. 
(2000), Yoo&Donthu 
(2001), Pappu&Quester 

Pappu et al. (2005), Pappu 
et al. (2006), Prasad&Dev 
(2000) 

Fiyat 1. 

ekonomiktir. 
2. 

 
3. 

 
4. tir. 
5. 

 

Boo et al. (2009) 

 1. 

 
2. 

mevcuttur. 
3.  
4. 

 
5. 

 
6. 

 

n 2010), 

Shengelbayeva (2009) 

Rekreasyon 1. 

 
2. 

m  
3. 

 
4. 

 

kat (2007), 
Shengelbayeva (2009) 

 1. 

 
2. 

 
3. etmek 

 
4.  

 

Lloyd et al. (2011), 
Yap&Sweeney, (2007) 
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Cronbach's Alpha  

,960 55 

 

 

 

 

a 

 

 

Toplam Korelasyon  

F 1 234,60 880,952 ,673 ,959 

F 2 234,63 881,756 ,667 ,959 

F 3 234,38 891,022 ,538 ,959 

F 4 234,79 872,271 ,731 ,958 

F 5 234,15 897,800 ,405 ,959 

F 6 234,76 873,956 ,731 ,958 

F 7 234,70 883,504 ,536 ,959 

F 8 234,70 874,415 ,725 ,958 

F 9 234,94 870,338 ,674 ,958 

F 10 234,74 870,626 ,726 ,958 

F 11 234,59 883,334 ,409 ,960 

G1 234,45 891,491 ,600 ,959 

G2 234,43 893,058 ,548 ,959 

G3 234,45 887,846 ,589 ,959 

G4 234,51 892,152 ,508 ,959 

G5 234,49 878,354 ,596 ,959 

G6 234,31 885,104 ,685 ,959 

H1 234,91 877,245 ,619 ,959 

H2 234,89 869,747 ,747 ,958 

H3 234,63 886,187 ,521 ,959 

H4 235,05 861,922 ,732 ,958 

H5 234,81 876,002 ,746 ,958 
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Tablo 4.4  

 

  

 

Toplam Korelasyon  

GV1 234,54 888,404 ,565 ,959 

GV2 234,43 888,323 ,558 ,959 

GV3 234,70 882,213 ,656 ,959 

GV4 234,68 871,336 ,718 ,958 

GV5 235,34 856,986 ,648 ,959 

GV6 234,60 879,078 ,611 ,959 

GV7 234,86 881,259 ,414 ,960 

E1 235,29 877,119 ,497 ,959 

E2 234,78 881,898 ,596 ,959 

E3 234,76 882,386 ,612 ,959 

E4 235,34 852,429 ,728 ,958 

E5 234,66 890,657 ,437 ,959 

B1 234,23 892,404 ,454 ,959 

B2 235,10 889,889 ,481 ,959 

B3 234,16 900,821 ,318 ,960 

B4 235,11 883,468 ,504 ,959 

B5 234,93 883,209 ,492 ,959 

B6 234,45 904,605 ,229 ,960 

FY1 234,95 894,023 ,288 ,960 

FY2 234,31 897,433 ,342 ,960 

FY3 235,01 887,658 ,381 ,960 

FY4 234,45 900,554 ,296 ,960 

FY5 234,28 894,911 ,393 ,960 

U1 234,18 903,513 ,259 ,960 

U2 234,81 903,142 ,184 ,960 

U3 234,58 903,918 ,174 ,960 

U4 234,73 897,923 ,331 ,960 

U5 234,83 909,260 ,083 ,961 

U6 234,93 902,627 ,222 ,960 
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Tablo 4.4  

 

  

 

Toplam Korelasyon  

R1 235,00 887,367 ,405 ,960 

R2 235,06 882,439 ,525 ,959 

R3 234,89 880,329 ,520 ,959 

R4 235,49 877,873 ,487 ,959 
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 1 2 3 4 5 6 7 8 9 10 

F 1 ,090 ,226 ,833 ,282 ,055 ,106 ,033 -,014 ,074 ,091 

F 3 ,159 ,079 ,745 ,158 ,182 -,220 -,030 ,134 ,174 ,209 

F 4 ,201 ,239 ,498 ,403 ,050 ,226 ,042 -,065 ,017 -,051 

F 5 ,287 -,044 ,712 ,070 -,167 -,037 ,151 ,237 -,066 -,044 

F 9 ,102 ,366 ,303 ,259 ,181 ,468 -,097 -,075 -,012 -,135 

F 10 ,178 ,299 ,432 ,425 ,072 ,191 ,173 -,087 ,017 -,128 

F 11 ,015 ,215 ,276 ,469 ,004 -,322 -,064 -,100 ,028 ,073 

G1 ,865 ,302 ,178 -,020 -,045 ,075 ,092 -,100 ,060 ,012 

G2 ,836 ,251 ,071 ,104 ,168 -,143 -,041 ,066 -,051 ,089 

G3 ,715 ,301 ,136 ,137 ,011 ,055 -,109 ,278 ,184 -,094 

G4 ,869 ,239 ,140 -,042 ,114 -,070 ,017 -,050 -,147 ,021 

G5 ,461 ,432 ,120 -,133 ,258 ,166 ,044 -,050 ,483 ,021 

G6 ,346 ,203 ,234 ,054 ,189 ,049 ,142 ,009 ,446 ,190 

H1 ,455 ,454 ,174 ,254 -,036 -,090 ,093 -,112 -,205 -,064 

H2 ,287 ,814 ,140 ,158 ,243 ,053 ,145 -,142 ,229 ,059 

H3 ,367 ,345 ,150 -,202 -,047 -,161 ,025 ,232 ,146 ,223 

H4 ,270 ,710 ,204 -,037 ,186 ,377 ,202 -,079 ,256 -,110 

H5 ,350 ,774 ,166 ,101 ,196 ,012 ,042 ,022 -,014 ,017 

GV1 ,743 ,240 ,088 ,055 ,303 -,103 ,100 -,262 ,231 ,111 

GV2 ,406 ,156 ,179 ,099 ,069 -,067 ,272 -,279 ,439 ,180 

GV3 ,315 ,321 -,012 ,282 ,470 ,008 ,171 -,225 ,052 -,065 

GV4 ,468 ,306 ,112 ,095 ,473 ,124 ,219 ,014 ,490 -,021 

GV5 ,367 ,170 ,149 ,172 ,437 ,310 ,241 -,016 ,053 -,265 

GV6 ,450 ,100 ,127 ,475 ,295 -,042 ,118 -,059 ,329 -,230 

E1 ,371 ,141 -,017 -,148 ,452 ,177 ,129 ,173 ,127 ,049 

E2 ,237 ,401 -,049 ,155 ,431 -,024 -,036 ,135 ,010 ,108 

E4 -,004 ,467 ,215 ,338 ,349 ,178 ,269 ,072 ,088 ,099 

FY1 -,056 ,029 -,174 ,451 -,078 ,487 ,064 ,350 ,406 ,427 

FY2 ,124 ,102 ,099 ,061 -,036 ,190 ,118 ,084 ,115 ,382 

FY3 -,099 ,084 ,069 ,204 ,228 ,843 ,000 ,038 -,039 ,224 

FY4 ,031 ,051 -,040 ,375 ,082 ,486 -,052 ,101 -,378 ,350 

U2 -,152 ,086 ,000 -,144 ,343 ,212 ,037 ,815 ,095 ,028 

U3 -,004 -,063 ,135 ,041 -,109 ,114 ,278 ,845 -,162 ,103 

U4 -,140 -,031 ,055 ,044 ,239 ,409 ,684 ,253 ,016 ,063 

U6 -,050 -,046 -,027 -,168 ,071 ,736 ,250 ,397 ,162 ,071 

R1 ,077 -,009 ,341 ,783 -,225 -,118 ,218 -,053 ,032 ,195 

R2 ,115 ,011 ,259 ,857 ,104 ,139 ,002 -,112 ,107 ,041 

R3 ,135 ,021 ,422 ,831 3,873E-5 ,050 -,033 -,062 -,022 ,051 

R4 -,054 ,216 ,155 ,740 ,227 ,091 ,029 ,126 -,142 -,033 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 21 iterations. 
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Component Matrix 

 Component 

 1 

DN1 ,923 

DN2 ,950 

DN3 ,949 

DN4 ,944 

1, F 3, F 5), g

(GV1)), heveslili

.  

 

-

terminolojisinde  

edi
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         H1          

            

                                                      H2 

           

H3 

     

H4  

          

 

H5   

 

 

 

 

 

 

 

- hiptir.  

 

Hizmet Kalitesi Boyutu 2: Heveslilik (Responsiveness) 

 

 

 

 

 

 

 

 

Boyut IV: 

 

 

Boyut I: 

 

 

Boyut II: 

Heveslilik 

 

Boyut III: 

 

 

 

Boyut V: 

Rekreasyon 
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Hizmet Kali  

 

 

 

Hizmet Kalitesi Boyutu 5: Rekreasyon (Recreation) 

 

 

 

R3: Oteldeki 

kapasitededir. 

 

 

 

DN1: Bu otelde edin

 

DN2:  

DN3:  

DN4:   

 

abilir.  
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H5: "Rekreasyon" hizmet kalitesi boyutunun 

 

4.8. Frekans Analizi 

 

 

Edilmesi  

 

duygu, tutum gibi soyut kavramlara 

 ve  

-
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 ve LISREL 

  

Modeli) 

 

 

 

 Lisrel 

 

 

-
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-

-

 

  

 

-

-  
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Elde ed

mode  
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-
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 -

-
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-

z konusu 

-
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-

istatis  

 

 

 

 

 

 

 



 

 146 
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-

-  

 

  
 

Ki-kare/Serbestlik Derecesi < 5 1.92 
Goodness of Fit Index (GFI) >= 0.90 0.91 
Adjusted Goodness of Fit Index (AGFI) >= 0.85 0.88 
Comparative Fit Index (CFI) >= 0.90 0.97 
Root Mean Square Error of Approximation (RMSEA) <= 0.08 0.05 
Root Mean Square Residual (RMR) <= 0.08 0.04 
Standardized Root Mean Square Residual (SRMR) <= 0.08 0.03 
Non-Normed Fit Index (NNFI) >= 0.90 0.96 

 

 

Tablo-   
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* Kabul/Red  

H1:  hizmet kalitesi boyutunun 
 

 

Kabul 0.51 

H2: "Heveslilik" hizmet kalitesi boyutunun 
niyet"  

Kabul 0.21 

H3:  hizmet kalitesi boyutunun 
 

  

Kabul  0.15 

H5: "Rekreasyon" hizmet kalitesi boyutunun 
 

  

Red 0.09 

 

-

tavsiye edilmesi, hizmeti tekrar tercih etme ve 

d

 

 

 

 

 

                                                 
* H4 
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et 
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4.11.1.1. 

 

1, F 3 ve F 5 

 

F  

F -  

F  
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erin 

 

 

-

turistlerin Rus turistlere oranla daha dar toler

 

4.15. Fiz -Alman Turistlerin 
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lerinde 

 

-Alman Turistlerin Tolerans 

Geni  
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-Alman Turistlerin 

 

 

 

4.11
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Fi

-

Re

tatil ular da bunu 

desteklemektedir.  
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4.11.2.

 

-
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Bu nedenle, konaklama hizmelerin

 

 

 

 

k (Zeithaml vd., 1993) ilgili arzu edilen ve kabul 



 

 158 

 

 

kar - 1 ve F

 erkek 

 

 

 

itesi 

 

-

profiline heves
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konusunda ipucu vermektedir.  

i 
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4

 

mir; 2007) ilgili arzu edilen ve 

 

 

akla 

birlikte, F 3 ve F
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n 

 

terilerinin 
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-  

 

 

 



 

 163 

n 

 

 

 

 



 

 164 

 

neme sahiptir. Bu 

 

 

hizmet ilot  

ise 

  

-



 

 165 

Analizler sonucunda 

G

erinde e

 

 

 

 

 

 

 

. 

-ZOT) tespit edilmesi Ana modele 
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turistleri

 nedeni, Antalya 

ker ve Baker, 2000).  

Y

 

 

 hizmet kalitesi 

 

 Rus ve Alman turistlerin, heveslilik hizmet kalitesi 

 olup, 
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 hizmet kalitesi 

-

sunulabilir.  
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 hizmet kalitesi ilk 

t

 

 

 Fiziksel 

 

 Heveslilik b

ek 

 

  

Sadece 
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orumlanabilir. 

 

 

gerekmektedir.  

 

verilebilmesi 
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Milliyet Frekans  
erli 

  

Rus  25 13,5 13,5 13,5 

 28 15,1 15,1 28,6 

 17 9,2 9,2 37,8 

 63 34,1 34,1 71,9 

 52 28,1 28,1 100,0 

Toplam 185 100,0 100,0  

Alman Kesinlikle kat  13 7,0 7,0 7,0 

 37 19,8 19,8 26,7 

 19 10,2 10,2 36,9 

 50 26,7 26,7 63,6 

 68 36,4 36,4 100,0 

Toplam 187 100,0 100,0  

 

 

 

Milliyet Frekans e   

Rus  21 11,4 11,4 11,4 

 54 29,2 29,2 40,5 

 40 21,6 21,6 62,2 

 57 30,8 30,8 93,0 

 13 7,0 7,0 100,0 

Toplam 185 100,0 100,0  

Alman Kesinlikl  52 27,8 27,8 27,8 

 30 16,0 16,0 43,9 

 44 23,5 23,5 67,4 

 29 15,5 15,5 82,9 

 32 17,1 17,1 100,0 

Toplam 187 100,0 100,0  
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Milliyet Frekans    

Rus  19 10,3 10,3 10,3 

 51 27,6 27,6 37,8 

 50 27,0 27,0 64,9 

 54 29,2 29,2 94,1 

 11 5,9 5,9 100,0 

Toplam 185 100,0 100,0  

Alman  45 24,1 24,1 24,1 

 69 36,9 36,9 61,0 

 26 13,9 13,9 74,9 

 31 16,6 16,6 91,4 

 16 8,6 8,6 100,0 

Toplam 187 100,0 100,0  

 

 

Milliyet Frekans    

Rus  21 11,4 11,4 11,4 

 47 25,4 25,4 36,8 

 41 22,2 22,2 58,9 

 64 34,6 34,6 93,5 

 12 6,5 6,5 100,0 

Toplam 185 100,0 100,0  

Alman  25 13,4 13,4 13,4 

 46 24,6 24,6 38,0 

 43 23,0 23,0 61,0 

 49 26,2 26,2 87,2 

 24 12,8 12,8 100,0 

Toplam 187 100,0 100,0  

 

leri 

Milliyet Frekans    

Rus  6 3,2 3,2 3,2 

 21 11,4 11,4 14,6 

 18 9,7 9,7 24,3 

 140 75,7 75,7 100,0 

 185 100,0 100,0  

Alman Toplam 3 1,6 1,6 1,6 

 24 12,8 12,8 14,4 

 46 24,6 24,6 39,0 

 114 61,0 61,0 100,0 

 187 100,0 100,0  
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Milliyet Frekans    

Rus Kat  16 8,6 8,6 8,6 

 21 11,4 11,4 20,0 

 19 10,3 10,3 30,3 

 129 69,7 69,7 100,0 

Toplam 185 100,0 100,0  

Alman  12 6,4 6,4 6,4 

 25 13,4 13,4 19,8 

 27 14,4 14,4 34,2 

 123 65,8 65,8 100,0 

Toplam 187 100,0 100,0  

 

 

Milliyet Frekans    

Rus  27 14,6 14,6 14,6 

 42 22,7 22,7 37,3 

 37 20,0 20,0 57,3 

 79 42,7 42,7 100,0 

Toplam 185 100,0 100,0  

Alman  37 19,8 19,8 19,8 

 33 17,6 17,6 37,4 

 29 15,5 15,5 52,9 

 88 47,1 47,1 100,0 

Toplam 187 100,0 100,0  

 

Milliyetler  

Milliyet Frekans    

Rus  28 15,1 15,1 15,1 

 38 20,5 20,5 35,7 

 32 17,3 17,3 53,0 

 87 47,0 47,0 100,0 

Toplam 185 100,0 100,0  

Alman  54 28,9 28,9 28,9 

 37 19,8 19,8 48,7 

 25 13,4 13,4 62,0 

 71 38,0 38,0 100,0 

Toplam 187 100,0 100,0  
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Milliyet Frekans   
 

 

Rus  22 11,9 11,9 11,9 

 34 18,4 18,4 30,3 

 52 28,1 28,1 58,4 

 77 41,6 41,6 100,0 

Toplam 185 100,0 100,0  

Alman  33 17,6 17,6 17,6 

 14 7,5 7,5 25,1 

 68 36,4 36,4 61,5 

 72 38,5 38,5 100,0 

Toplam 187 100,0 100,0  
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EK 2:   

ANTALYA ORTUK DEGISKENI IKINCI-DUZEY DFA 

Observed Variables: F1 F3 F5 G1 G2 G3 G4 G5 H2 H4 H5 R1 R2 R3 R4  

U2 U3 N1 N2 N3 N4  

Covariance Matrix from File ANTALYA.COV  
Sample Size: 300 
Latent Variables: Fiziksel Guvenilirlik Heveslilik Rekreasyon Ulasim Niyet 
 
Relationships:  
F 1 = 1*Fiziksel  
F 3 = Fiziksel  
F 5 = Fiziksel 
G1 = 1*Guvenilirlik  
G2 = Guvenilirlik  
G3 = Guvenilirlik  
G4 = Guvenilirlik  
G5 = Guvenilirlik  
H2 = 1*Heveslilik  
H4 = Heveslilik  
H5 = Heveslilik  
R1 = 1*Rekreasyon 
R2 = Rekreasyon 
R3 = Rekreasyon 
R4 = Rekreasyon 
U2 = 1*Ulasilabilirlik 
U3 = Ulasilabilirlik 
DN1 = 1*Niyet 
DN2 = Niyet 
DN3 = Niyet 
DN4 = Niyet 
 
Fiziksel Guvenilirlik Heveslilik Rekreasyon Ulasilabilirlik = Niyet  
Path Diagram 
End of Problem 
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EK 3:  

 
 

olarak en fazla arzu 

 
 

 

 
 

 

a)  
 

b) 
 

c) 
 

 

 Seviyesi 

 

Hizmet Seviyesi 
Otelin Hizmet 

 

    

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

2.Ote - 
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

    

esi 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

Heveslilik    

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

    

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

Rekreasyon     

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

16.
taleplerini  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
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Davr  T
a
m

a
m

en
 

   

 

K
es

in
li

k
le

 

 

 
          

           

           

           

 

 

 

 22. Cinsiyetinizi belirtiniz. 

  Erkek  

   

  

   

  21-29 

  30-39 

  40-49 

  50-59 

   

  

   

  Lise 

   

   

  Doktora 

 25. Medeni durumunuzu belirtiniz. 

   

  Evli 

  Dul 

  

   

  1000 $   

  2000 $   

   

  

  Rus  

  Alman 

   

  

   

   

   

  Emekliyim 

   

   

  

  Evet  

   

  

   

  2-4 defa 

  5-  

   

  

   

   

   
 

 

 

 

  

  Evet  

   

  

  Evet  

  H  

  

  Tatil 

   

  Kongre 

   

  

   

  TV 

  Acente 

   

  Gazete-Dergi 

   

  

   

  TV 

  Acente 

   

  Gazete-Dergi 

   

 37. Tatile kiminle geldiniz? ( 

  Sevgili 

  Kuzenler vb.) 

   

   

   

  

  Evet 

   

  

  1 defa  

  2-3 defa 

   

  

  
Acente (ac
merkezi 

   

  Rezervasyonsuz  

   

  

  3 geceden az 

  3 geceden fazla 
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EK 4:  

  
 

 
    

 
 

 

 
 

  
 

 
 

  
 

 
 

 

 
 

    

1.
  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

2.  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

3.  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

    

4.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

5.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

6.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

7.  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

8.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

    

9.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

10.
  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

11.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

    

12.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

13.  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

     

14.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

15.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

16.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

17.
 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
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18.            

19.    
  

    
  

20.    
  

    
  

21.    
  

    
  

 

 

  
. 

 22  

    

   

 23  

   

  21-29 

  30-39 

  40-49 

  50-59 

   

 24  

   

   

   

   

    

 25  

   

   

   

 26  

   

   

   

   

 27   

    

   

   

 28  

   

   

    

   

    

   

 29  

    

   

 
30

 

   

  2-  

   

  -   

 31.  

  3-  

  4-  

  5-  
 

 32   

    

   

 33  

    

   

 34  

   

   

   

  ....................... 

 35  

   

   

   

   

  -  

   

 36  

   

   

   

   

  -  

   

 37  ( 

   

   

   

   

   

 38  

   

   

 39  

    

  2-  

  -  

 
40  

  

  
-

-  

  
- -

 

    

  ........................ 

 41.   

  -  

  -  
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EK 5:  

Verehrter Hotelgast;  
iete gerichtet auf 

 
 

 

 

bene Definitionen; 
 

a) Zeichnen Sie bitte in der Spalte  die Dienstleistungsniveau, was 
ein hervorragendes Hotel leisten kann und leisten muss.b) Zeichnen Sie bitte in der Spalte "min. Dienstleistungsniveau, die von 

mir noch akzeptiert wird "  

c) Zeichnen Sie bitte in der Spalte  " die 
Perform  
 

 

max. 

Dienstleistungsniveau, 

existiert 

min. 

Dienstleistungsniveau, 

die von mir noch 

akzeptiert wird 

Performanceniveau der 

Dienstleistungen in dem 

hteten 

Hotel 

Physikalische Eigenschaften GERING HOCH GERING HOCH GERING HOCH 

Equipment haben.  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

n  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 GERING HOCH GERING HOCH GERING HOCH 

4.Hotelleitung muss ihre Versprechungen einhalten 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

5.Hotelleitung soll bei 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

6.Das Hotel muss bei den Dienstleistungen beim 

nachweisen.  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

8.Benehmen und Verhalten der Hotelbediensteten 
muss bei mir Vertrauen erwecken 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

Einsatzfreudigkeit GERING HOCH GERING HOCH GERING HOCH 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

verhalten 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

Erreichbarkeit GERING HOCH GERING HOCH GERING HOCH 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

13.Die Entfernung vom Flughafen bis zum Hotel 
muss nahe sein  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

Rekreationen  GERING HOCH GERING HOCH GERING HOCH 

14.Die Animationen und gesamte 

Altersklasse ansprechbar sind  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

15.Die Animationen und gesamte 

gestalte werden, dass sie an alle Personen aus 
verschiedenen Kulturen ansprechen  1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 

 1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
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Bitte zeichnen Sie unten Ihre Antworten  
. 

 22. Geschlecht angeben 

   

  Weiblich  

 23. Alter angeben 

  20 und darunter 

  21-29 

  30-39 

  40-49 

  50-59 

  60 und mehr 

 24. Ihren Ausbildungsstand angeben 

  Grundschule 

  Gymnasium 

   

   

  Doktorat 

 25. Familienzustand. 

  Ledig 

  Verheiratet 

  Witwe  

 26. Monatlicher Verdienstslage angeben 

  Unter 1000 $  

  Zwischen 1000 $  2000 $  

  Zwischen 2000 $  3000 $  

   

  

  Russisch  

  Deutsch 

   

 28. Beruf. 

  Ich arbeite im Staatssektor 

  Ich arbeite im Privatsektor 

   

  Ich bin Rentner 

  Ich arbeite nicht 

  Ich bin Student 

 29. Haben Sie Kinder? 

  Ja 

  Nein 

  

   

  2-4 Mal 

  Zwischen 5-10 Mal 

  Mehr als 10 Mal  

 
31. Wie viele Sterne haben die Hotels, an denen Sie 

 

  3 Sterne 

  4 Sterne 

  5 Sterne 
 

 32. Sind Sie zum ersten Mal in diesem Hotel?  

  Ja 

  Nein 

 33. Sind Sie zum ersten Mal in Antalya? 

  Ja  

  Nein 

  

  Urlaub 

   

  Kongress 

   

  

   

  TV 

  Agentur 

  Empfehlung des Freundes 

  Zeitung-Illustrierte 

   

  

   

  TV 

  Agentur 

  Empfehlung des Freundes 

  Zeitung-Illustrierte 

   

 37. Mit wem sind Sie zum Urlaub gekommen?  

  Geliebten 

   

  Freund/Freunden gruppe 

  Kernfamilie (Ehegatte Kinder) 

  Allein 

 38. Zahlen Sie de Unkosten des Urlaubes? 

  Ja 

  Nein 

 39. Wieviel Mal im Jahr fahren Sie in Urlaub? 

  1 Mal  

  2-3 Mahl 

  Mehr als 3 Mal 

 
40. Welche Methode verwenden Sie meistens beim Einkauf 

von Ferien?  

  Rufzentrale 

  
Hotel (Hotel web Seiten, Hotel Verkaufsoffice, Hotel 
Rufzentrale) 

  Ohne Reservierung  

   

  

   

   
 

 m
ic
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 d
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zu
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n
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 d
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n
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Hotel gewonnen habe, mit den anderen Personen zu teilen. 
          

19.Bei einem anderen Urlaub steht dieses Hotel in meiner wieder Auswahlliste.           

20.Ich werde dieses Hotel an andere Leute empfehlen.            

21.Dies Dienstleistungen dieses Hotels haben mich im Allgemeinen zufrieden gestellt           
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