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Ozet

Tiiketici davraniglarindaki temel problemlerden biri tercihtir. Tiketiciler satin
alma tercihleri yaparken tereddiide diismekte ve bir takim riskler algilamaktadirlar.
Isletmelerin temel sorumluluklarindan biri ise, tiiketicilerin algiladiklar1 bu riskleri
bertaraf etmeye ¢aligmaktir. Ayrica, her tiikketicinin kisilik 6zelligi ayni degildir. Bu
acidan, otel isletmeleri misteri kitlelerinin kisilik ozelliklerini bilerek pazarlama
cabalarina girmesi, turistlerin algiladiklar1 riskleri azaltmada etkili olabilir. Bu
calismanin amaci, turistik {iriinleri satin alan tiiketicilerin kisilik 6zelliklerini ve bu
kisilik 6zelliklerine gore algiladiklar risk tiirlerinin belirlenmesi; buna bagl olarak da
kisilik 6zellikleri ile algilanan riskin yeniden satin alma davranisi ile iliskisinin olup
olmadiginin ortaya konmasidir. Calismada, Canakkale ve Balikesir’de faaliyet gdsteren
dort ve bes yildizli sayfiye otellerinde konaklayan 398 yerli turiste anket uygulanmaistir.
Arastirma sonucunda, kisilik ozellikleri ile algilanan risk; kisilik 6zellikleri ile tutum;
algilanan risk ile yeniden satin alma davranisi ve tutum ile yeniden satin alma davranisi
arasinda anlamli ve pozitif yonlii bir iligskinin oldugu tespit edilmistir.
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Abstract

Preference is the main problem of consumers’ attitude. Consumers perceive some
risks and be undecisive while making purchasing preference. The main responsibilities
of operating is prevent perceiving risks. Besides, personality features are nor the same
for every consumer. In this way, hotel operating endeavor for knowing personality
features of consumers, that can help decrease perceiving risks of tourists. The aim of
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this work is designating variety of perceiving risks to personality features of
consumers who purchase those touristic products. Related to this, it is exposed if there
is a relation between personality features and perceived risk of purchasing. In this
study, Canakkale and Balikesir that operate in four and five star hotels 398 domestic
tourists staying in a hotel completed the questionnaire. As a result of research,
personality characteristics and perceived risk;, personality characteristics  and
attitudes; perceived risk with re-purchase behavior and re-purchasing behavior with
the attitude it has been found that there is a relationship between significant and
positive directional.
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