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Ozet

Turizm sektorl yapisi itibariyle, musteri degerini artirmak ve isletmeleri rakiplerinden farklilastirmak igin
genis urin ve hizmet tekliflerinin tasarlanmasini zorunlu hale getiren bir sektordir. Hazci (hedonik)
tiketimin giderek arttigi 21. ylzyilda artik turistler, gerek seyahat acentelerinin ve/veya tur operatorlerinin
kataloglarindan gerekse bilgisayar basinda internetten gidecekleri tatil destinasyonunu ve konaklama
yapacaklari isletmeleri secerken ekonomik kriterlerin yani sira 6zellikle tasarim gibi ¢ekici faktorleri de 6n
planda tutmaktadirlar. Bu baglamda, bu arastirmanin amaci, farkl tema ve konsept uygulamalarinin giderek
yayginlastigi turizm sektoriinde konaklama isletmelerinin kullandiklari tasarimlarin duygusal deger yaratma
ve hatirlanabilirlik etkisi yaratma durumunun analiz edilmesidir. Konaklama isletmelerinde kullanilan tasarim
faktoriinin, musteriler Gzerinde yarattiyi etki araciliiyla tatil deneyimlerinin hatirlanabilir bir deneyime
donisimu yapisal esitlik yontemi ile analiz edilmistir. Arastirma sonucunda tasarim faktérinin musteriler
Uzerinde duygusal deger yarattigi ve taklit edilemez bu duygusal deger neticesinde butinsel tatil
deneyimiyle hatirlanabilirlik arasinda anlamli bir iligki oldugu kesfedilmistir.
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A Research on the Effects of Design Factor as a Competitive Tool Creating
Memorability through Emotions

Abstract

Because of its nature, the tourism sector makes it mandatory to design the offerings of product and services
in a wide range in order to maximize the customer value and differentiate the business’ from its competitors.
Hedonistic consumption increasing at the 21 Century, tourists reserve the forefront pulling factors such as
design as well as economic criteria  when choosing the holiday destination or accommodation business
from the travel agencies’ and / or tour operators’ catalogs or from the internet. The purpose of this research
is to analyze the effect of the accommodation business’ designs creating emotional value and
rememberability, in the tourism industry in which practice of using theme and concept getting increasingly
widespread. The impact of transformation of the designs’ creating emotional effects in to unforgettable
holiday experience was analyzed with structural equation method. It has been founded that the design
factor creates emotional value on tourist and there is the significant relationship between the inimitable
emotional effects and rememberability.
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