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Keywords

Gelismekte olan iilkelerdeki degisik sektorlerde, birgok yabanci igletme mal ve hizmet
sunmaktadir. Bu igletmelerin yogun olarak bulundugu sektorlerden bir tanesi de turizm
sektoriidiir. Turizm isletmeleri diger iilkelerde yatirim yapmakta ve bir¢ok turistik iiriin
sunmaktadir. Yabanci isletmeler ev sahibi iilkelerde bir takim engeller ile karst karsiya
kalmaktadir. Bu engellerden bir tanesi de tliketici etnosantrizmidir. Bu aragtirmanin
amaci, tiiketici etnosantrizminin yerli turistik {irlin satin alma niyeti iizerindeki etkisini
aragtirmaktir.  Turistik iiriin olarak, bu caligma otel ve yiyecek- icecek isletmeleri
iiriinlerine odaklanmigtir. Arastirma i¢in Cankaya il¢esinde, 600 tiiketiciye ulasilmistir.
Arastirmada bagimsiz drneklem t testi, tek yonlii varyans analizi, korelasyon ve regresyon
analizi kullanilmistir. Arastirma sonuglarina gore tiiketici etnosantrizmi ile yerli turistik
lirlin satin alma niyeti arasinda anlamli bir iligki tespit edilmistir. Regresyon analizi
sonuglart tiiketici etnosantrizminin yerli turistik iiriin satin alma niyetini olumlu yonde
etkiledigini gostermektedir.

Abstract

Consumer Behaviour
Consumer Ethnocentrism
Tourism Marketing
Tourism Product

In various sectors in developing countries, many foreign companies are providing goods
and service. One of these sectors is tourism sector. Tourism companies invest other
countries and provide tourism products. Foreign companies are faced with obstacles in
host country. One of these obstacles is consumer ethnocentrism. This study aims to
investigate the effects of consumer ethnocentrism on purchase intention of domestic
tourism products. This study focused hotel products and food and beverage business
products, as tourism products. Independent samples t test, one-way ANOVA, correlation
analysis and regression analysis were used in the study. The data were collected from
600 consumers in Cankaya for study. The results showed that there was a significant
correlation between purchase intention of domestic tourism products and the consumer
ethnocentrism. Regression analysis indicated that consumer ethnocentrism had significant
effect on purchase intention of domestic tourism products.
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