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Makale Ge¢misi 0Oz

Gonderim Tarihi: 11.12.2025 Bu arastirma, turistlerin yapay zeka tabanli sohbet robotlarinin sundugu seyahat yanitlarina
iliskin algiladiklar1 hizmet kalitesinin memnuniyet iizerindeki etkisinde kurumsal itibarin
aracilik roliinii incelemektedir. Hizmet kalitesi; ulasilabilirlik, her yerde bulunma, yanit
dogrulugu, kisisellestirme, kullanim kolayligi, kendi kendine Ogrenme ve empati
boyutlariyla degerlendirilmistir. Aragtirma verileri, son bir yil iginde g¢evrimigi seyahat
kararlarinda yapay zeka tabanli sohbet robotlarini kullanan 241 katilimcidan gevrimigi anket
Yapay zeka yoluyla elde edilmistir. Ol¢iim ve yapisal model, SmartPLS 4 kullanilarak PLS-SEM
yontemiyle test edilmistir. Bulgular, algilanan hizmet kalitesinin kurumsal itibar ve
memnuniyet {izerinde anlamli ve giiglii etkiler olusturdugunu gostermektedir. Kurumsal
itibarin, hizmet kalitesinin memnuniyet iizerindeki etkisinde kismi aracilik rolii iistlendigi
belirlenmistir. Model, memnuniyetteki varyansin %69,9’unu, kurumsal itibardaki varyansin
ise %59,4’linii agiklamaktadir. Sonuglar, chatbotlarin dogru, kisisellestirilmis ve giivenilir
yanitlar sunmasmin kurumsal itibar1 giiglendirdigini ve turist memnuniyetini artirdigini
ortaya koyarak turizm isletmelerine teorik ve yonetsel katkilar saglamaktadir. Ayrica
yapisal modelin uyumunun kabul edilebilir diizeyde oldugu ve arastirma hipotezlerinin
biiyiik 6l¢iide desteklendigi belirlenmistir.
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This study examines the mediating role of corporate reputation in the effect of tourists’
perceived service quality of travel responses provided by artificial intelligence-based
chatbots on satisfaction. Service quality was assessed through accessibility, ubiquity,
response accuracy, personalization, ease of use, self-learning, and empathy. Data were
collected through an online survey from 241 participants who had used Al-based chatbots
in online travel decisions within the previous year. The measurement and structural models
were tested using PLS-SEM in SmartPLS 4. The findings indicate that perceived service
quality has significant and strong effects on both corporate reputation and satisfaction.
Corporate reputation was also found to partially mediate the relationship between service
quality and satisfaction. The model explained 69.9% of the variance in satisfaction and
59.4% in corporate reputation. The results show that accurate, personalized, and reliable
chatbot responses strengthen corporate reputation and increase tourist satisfaction, offering
theoretical and managerial implications for tourism businesses.
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