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Oz

Bu calismada kis turizmi kapsaminda Palandoken Kayak Merkezini ziyaret eden yerli turistlerin,
destinasyon imajlarin destinasyon sadakatleri {izerine etkisinin incelenmesi amaclanmistir. Bu
calismanin evrenini kis turizmine katilan turistler, 6rneklemini ise Erzurum ili Palanddken il¢cesini kis
turizmi kapsaminda ziyaret eden yerli turistler olusturmaktadir. Arastirma 6rneklem biiytikliigtintin
belirlenmesinde, Yazicoglu ve Erdogan tarafindan hazirlanmis orneklem biiyiikliigii tablosundan
yararlanilmis ve %95 giivenilirlikte sonuglara ulasabilmek igin asgari 384 Ornekleme ulasilmasi
gerektigi belirlenmistir. Arastirma amaci dogrultusunda Palandoken’e gelen 471 yerli turiste yonelik
bir anket uygulamasi gerceklestirilmis, elde edilen veriler SPSS.22.0 Istatistik Paket Programi yardimi
ile analiz edilmistir. Verilerin analizinde tanimlayici ve ¢ikarimsal istatistik testlerden faydalanilmas,
aragtirma hipotezlerinin sinanmasinda regresyon, bagimsiz 6rnekleme t-testi ve varyans (ANOVA)
analizlerinden faydalanilmustir. Verilerin analizi sonucunda; arastirmaya katilan turistlerin destinasyon
imajlarinin pozitif yonlii oldugu, destinasyon imaiji ile destinasyon sadakati arasinda pozitif ve anlaml
bir iligki oldugu belirlenmistir. Ayrica aragtirmaya katilan turistlerin destinasyon sadakat diizeylerinin,
katilimcilarin yag grubu, gelir diizeyi ve destinasyonu ziyaret sayis1 bagimsiz demografik degiskenleri
agisindan istatiksel olarak anlamli diizeyde farklilastig1 belirlenmistir.
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Abstract

In this study, it was aimed to examine the effect of destination images on destination loyalty of domestic
tourists visiting Palandoken Ski Center in winter tourism. This study is composed of the tourists who
participated in winter tourism and the local visitors who visited the province of Erzurum Palanddken
within the context of winter tourism. In order to determine the sample size, a minimum of 384 samples
were obtained from the sample size table prepared by Yazicoglu and Erdogan in order to reach 95%
reliability results. For this purpose, a survey was conducted for 471 domestic tourists coming to
Palandoken and the obtained data were analyzed with of SPSS5.22.0 Statistical Package Program.
Descriptive and inferential statistical tests were used in the analysis of the data and regression,
independent sample t-test and variance (ANOVA) analyzes were used in the research hypothesis
testing. As a result of the analysis of the data, it was determined that the destination images of the
tourists participating in the survey were positive and there was a positive and meaningful relationship
between the destination image and the destination loyalty. In addition, it was determined that the level
of destination loyalty of tourists participating in the study differed statistically in terms of independent
demographic variables such as age group, monthly income level and destination number of visits.
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