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Ozet

Bu ¢alisma, otel ve restoran miisterilerinin hazci (hedonik) tiiketim, faydaci tiiketim ve goniillii sade yagam davraniglarinin onlarm
imaj, memnuniyet ve davranigsal niyetler lizerindeki etkilerini aragtirmayr amaglamistir. Anket tesadiifi olmayan ornekleme
yontemlerinden kolayda 6rnekleme yontemiyle dagitilmigtir. Caligmanin verileri Diyarbakir’a gelen 208 otel ve 208 restoran
miisterisine yonelik anket kullanilarak elde edilmistir. Arastirma sonuglarina gore, hem otel hem de restoran miisterilerinin hedonik
ve faydaci tiikketim davraniglarinin imaj, memnuniyet ve davranigsal niyetler faktorleri izerine anlamli etkilerinin bulundugu tespit
edilmistir. Ancak restoran miisterileri i¢in goniilli sade yagsam davraniglarinin sadece imaj ve davranigsal niyetler {izerinde anlaml
etkisi varken, otel miisterileri i¢in goniillii sade yagam davranisi her ii¢ bagimli degiskeninin (imaj, memnuniyet ve niyet) anlamli
bir belirleyicisi olarak bulunmustur.
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Abstract

This study aims to examine the influence of the hedonic and utilitarian consumption behavior, and voluntary simplicity life on
customers’ image, satisfaction, and behavioral intention in the context of restaurants and hotels. The questionnaire was distributed
by using convenience sampling. The data of this study (n=416) were collected from the people who were visited Diyarbakir hotels
(n=208) and restaurants (n=208). Results of this study indicated that users’ (both restaurant and hotel customers) hedonic and
utilitarian consumption behavior significantly predicted the image, satisfaction, and behavioral intention factors. However, while
the voluntary simplicity life factor was significantly predicted only restaurant customers’ image and behavioral intention, it was a
significant predictor of all three dependent variables (image, satisfaction, and behavioral intention) for the hotel customers.
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