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Abstract

In the first quarter of the 21st century, a period characterized by the recognized significance of
customer relationships within marketing, it has become evident that for firms, merely producing
goods and services that satisfy the target audience's needs is insufficient to secure a sustainable
competitive advantage in highly contested markets. Consequently, it is deemed necessary to
establish emotional bonds with the target segment. At this juncture, the importance of the brand
concept is highlighted. Brands constitute a combination of names, symbols, designs, or concepts
that encompass both tangible and intangible attributes, enabling the differentiation of products
and services from their counterparts. Brands represent the perceptions, feelings, associations, and
experiences held by the target audience in relation to the firm, product, or service. Brands
equipped with an effective management system provide firms with opportunities for market
expansion within their operational domains. Given these benefits, branding has emerged as a
central focus for organizations in the 21st century. The objective of the current study is to
delineate the conceptual framework of brand concepts and brand positioning strategies. The
study holds significance due to its potential contribution to the existing literature and its
provision of practical recommendations for firms aiming to enhance their brand image.

Keywords: Brand Image, Brand Management, Branding Strategy
1. INTRODUCTION

In the 21st century, where the science of marketing is rapidly evolving, the progression from a
production-based marketing paradigm to the emergence of relational marketing has
demonstrated to marketers that the markets in which they offer services and products are not
homogeneous (Temporal, 2010). This situation indicates the necessity of market segmentation,
the imperative for firms to differentiate themselves from their counterparts when addressing
their target audience, and the insufficiency of merely catering to the target audience's needs.
Furthermore, it highlights the need to appeal to the emotional dimension of individuals to
establish a relationship based on loyalty (Keller, 2025). This trajectory underscores the increasing
importance of the brand concept.

A brand is a name, symbol, term, design, or a combination thereof that differentiates a product
or service from its counterparts. Brands function as both tangible and intangible assets for
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companies. Beyond generating business opportunities, they communicate the corporate identity
to the public (Yazid & Kawiryan, 2023). A brand is not merely a logo; it is also the image that
products and services leave in the minds of individuals (Barrenechea, 2025). A brand enables the
target audience to recognize the product they desire and need, and to obtain information about
that product's reputation. Through brands, firms establish emotional relationships with their
target audiences, and these relationships result in the formation of loyal customer segments for
their products and services within the markets they operate. For firms striving to endure in highly
competitive markets, the brand concept represents a crucial tool for differentiating themselves
from equivalents and securing a favorable position in the minds of the target audience (Rahman,
Langner, & Temme, 2021).

The achievement of market success and sustained brand performance are fundamentally
contingent upon the efficacy and quality of the brand's strategic management framework. Brand
management primarily involves the strategic deployment, enhancement, and maintenance of the
value proposition extended to the target market. This managerial function encompasses the
determination of the brand's positioning and its subsequent market presentation. Furthermore,
the establishment of effective brand positioning is fundamentally tied to the brand image as
perceived by the target audience (Ali¢, Cinjarevié, & Agi¢, 2020). Possessing a robust brand image
provides numerous advantages compared to competitors, such as securing the target audience's
trust, strengthening their loyalty, and enhancing reputation (Shaikh, 2024). It can be asserted that
building a favorable brand image is directly related to developing a successful brand strategy.
There is a substantial body of literature dedicated to brand strategies (Zahirov, 2022; Heding,
Knudtzen, & Bjerre, 2020; Fayvishenko, 2018; Barrenechea, 2025; Zulfikar, 2022). In light of the
existing literature, branding can be recognized as an indispensable method employed by
companies to reach broad audiences, establish emotional connections, and secure loyalty
(Kaptanoglu, Kiligarslan, & Tosun, 2019). The objective of the current study is to delineate the
conceptual framework of brand concepts and brand positioning strategies. The study holds
importance due to its potential contribution to the existing literature and its provision of practical
recommendations for firms aiming to enhance their brand image in practice.

2. LITERATURE REVIEW

In line with the process of change and transformation brought about by technological and
scientific advancements on societies, human needs, demands, and expectations are diversifying
daily, just as they have throughout history. Particularly in the first quarter of the 21st Century,
where this process has accelerated, it has been realized that merely satisfying people's physical
needs for short-term profit is not sustainable. The changes resulting from the comprehension of
the importance of emotions in marketing have demonstrated to companies the necessity of
establishing emotional bonds with their target audiences (Bagozzi, Romani, Grappi &
Zarantonello, 2021). The attitudes of the target audience have gained significance for companies,
and the image that firms project in the minds of their target audience has become of critical value
for market competitiveness (Abbas, Islam, Hussain, Baqir & Muhammad, 2021). Branding, being
one of the primary tools for gaining mindshare with the target audience, stands out by providing
numerous advantages for firms, such as establishing emotional connections, creating loyalty
through long-term relationships, and increasing trust in the product or service (Zulfikar, 2022).
To elaborate on brand concepts and positioning strategies, the following sections will first explain
brand concepts, followed by the concept of brand strategy, and finally, positioning strategies.

2.1 Brand Concepts

The brand concept can be considered a marketing tool that delineates the difference between
companies and firms and their counterparts in the markets they serve, secures a place in the
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minds of the target audience, and shapes the purchasing and decision-making process by
establishing emotional bonds between people and the brand (Rai, Goel, Kyal & Surana, 2024).
Branding aims to establish long-term, emotional relationships with the target audience. It focuses
on differentiating products and services in line with the target audience's desires and demands,
and on creating a positive image in their minds. A brand is not merely a name, term, symbol, or
design; it signifies identity and meaning as well as the product itself (Swaminathan, Sorescu,
Steenkamp, O’Guinn & Schmitt, 2020). Brands that focus on their target audiences operate with
the goal of generating value in addition to producing goods or services. Social responsibility
projects are an example of this approach (Monfort, Vazquez, & Morillas, 2025).

Research indicates that, in addition to considering rational attributes during the purchasing
process, people's buying decisions also occur at an emotional level. Brands aim to mobilize the
emotions of their target audience by creating perceptions of loyalty and trust in their minds. The
process of emotional brand relationships consists of the following stages: Awareness, Information
Acquisition, Regard, Trust, and Loyalty. In the Awareness stage, the target audience is informed
of the brand's existence through the use of marketing tools. In the Information Acquisition stage,
they gather data about the brand in line with their needs. Following several purchases, feelings
of regard (respect) and trust develop toward the brand within the target audience. At the end of
this process, brand loyalty can be achieved. Brands approach their target audiences as a friend
and aim to build long-term relationships rather than focusing on achieving short-term profits
(Temporal, 2010).

Brands necessitate a detailed management process to survive and succeed in highly competitive
markets (Lee, James, & Kim, 2014). This process necessitates outside-in thinking; in other words,
brands must conduct their activities according to the demands and needs of the target audience.
Stated differently, it can be argued that the true owner of the brand is its target audience
(Temporal, 2010). Brands endeavor to develop strategies in line with their target audience's needs
and demands and to fulfill the promises they make. To determine Brand Strategies, it is necessary
to understand the psychology of the target audience (Shaikh, 2024). Psychological analysis holds
great importance for brands. Since a brand's existence can only be sustained by occupying a place
in the minds and hearts of its target audience, brands that fail to accurately analyze demands and
needs may struggle to respond to desires, potentially leading to long-term failure. Companies
and firms plan their operations accordingly based on the situational analyses conducted during
the brand creation process (Barrenechea, 2025).

Every brand possesses a brand identity that is closely associated with its target audience. Brand
identity is understood as a perception that ensures differentiation from similar products, conveys
consistency and assurance to the audience, and, in summary, dictates how individuals evaluate
the brand (Lee, James, & Kim, 2014). Brand identity is composed of several elements, namely:
brand name, symbol and logo, slogan, colors, and packaging and wrapping elements (Ince &
Uygurtiirk, 2019). The brand name can be regarded as a message that communicates brand values
and promises to the target audience, integrating the product's features with its value proposition.
Characteristics of a brand name include being brief, easily recallable, meaningful, distinctive, and
relevant. Symbols can be defined as visual imagery that ensures the brand's presence and
recognition in the mind, while logos can be assumed to express the brand's formal appearance.
A slogan can be viewed as a message that describes the brand or firm, highlights its
distinctiveness, guides the consumer toward its objective, and evokes a feeling of excitement and
experience (Sahin & Giiltekin, 2017). Colors play a role in securing the brand's placement in the
mind and establishing the desired perception. When selecting colors, it would be beneficial to
design with consideration for the emotional equivalent of the intended perception and the
message to be conveyed. Packaging and wrapping, in addition to their function of protecting the
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products, can also attract audiences through their external appearance (Rahman, Langner, &
Temme, 2021).

Brand personality can be defined as “the set of human characteristics associated with a brand”
(Aaker, 1997). Based on Aaker’s definition, it can be stated that brand personality is an expression
of the brand encompassing human traits. Since it is inherently more difficult to establish
emotional bonds between people and organizations, brands aim to create more genuine and
emotionally based relationships with their target audiences by developing personalities that
highlight human characteristics (Shaikh, 2024). One of the factors that drives audiences toward a
brand and secures loyalty is brand attitude. Brand attitude is related to what message the brand
personality conveys to the audience and how this message is communicated to them, being a
direct result of communication. For brands to establish effective communication with their target
audiences, brand personality must be matched with customer personalities and attitudes
(Temporal, 2010).

Brand image can be expressed as how the brand is perceived in the minds of the target audience
as a result of promotional activities. "Advertising plays a critical role in shaping this perception
by communicating the brand's features, benefits, and unique selling propositions" (Rai et al., 2024:
855). Brand image is a combination of the associations that the target audience links with the
brand. "These associations may include elements such as product attributes, product design,
social programs, quality, user image, product variety, global reach, innovation, system solutions,
personality, and familiar symbols" (Aaker, 2025). The brand image resulting from the
communication between the brand and its target audience underscores the great importance of
accurately transferring the brand identity to the receiving party. When communication is
insufficient or erroneous, gaps may remain in the target audience's perception of the brand,
potentially leading to misunderstandings (Temporal, 2010). When planning the brand creation
process, it is correct to consider potential future perception gaps and to avoid definitions that
might cause misinterpretations. For a positive brand image to form in the target audience's mind,
the brand identity must align with the target audience's personality (Aaker, 1997). It will benefit
brands to accurately analyze the personality, needs, and desires of their target audience in the
markets they serve and to determine the brand positioning strategy accordingly (Barrenechea,
2025).

2.2 Brand Strategy

The success of brands can be attributed to how effectively they are managed. Successful brands
exhibit characteristics such as personification, emotional appeal, continuous development,
effective communication, the creation of deep trust, the establishment of loyalty and friendly
relationships, and the delivery of memorable experiences (Loureiro, 2023). As these traits suggest,
brands can be built upon the foundation of human relationships. Since relationships are nurtured
by emotions, the relationship between the brand and the target audience is shaped, sustained, or
terminated according to their emotional state. Brands aiming to forge long-term relationships
with their target audiences must embody personality traits that the audience finds appealing
(Temporal, 2010). It is not always feasible for brands to satisfy the entire target audience in the
markets where they offer goods and services. Therefore, brands may employ market
segmentation to enter a specific segment of the market that aligns with their identity. The brand
strategy can then be formulated based on research conducted for the chosen market segment (Lee,
James, & Kim, 2014).
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2.3 Brand Positioning Strategies

Brand strategies encompass the research and plans concerning how the brand will be positioned
and managed. Brand positioning can be viewed as the process of creating an impression about
the brand in the minds of the target audience. According to Brzakovi¢, positioning relates to the
target audience's rationale for preferring a specific brand over others. An effective positioning
strategy clearly articulates the perception the brand aims to establish in the market by
emphasizing the brand's unique attributes and highlighting elements that distinguish it from
competitors. The objective of positioning is to maximize the benefit by ensuring the brand secures
a place in the minds of its target audience (Brzakovi¢ & Brzakovi¢, 2022).

Studies in the literature indicate that brand positioning strategies vary depending on the concepts
with which they are examined in research (Brzakovi¢ & Brzakovié, 2022; Zahirov, 2022; Ince &
Uygurtiirk, 2019; Ozbey, 2012; Gul, Liu, Jamil, Baig, Awan & Liu, 2021; Temporal, 2010). It is
observed that strategies possessing specific characteristics are named under different
classifications in various studies. Considering these characteristics, Table 1. has been created,
which includes brand positioning strategies and their explanations.

Table 1. Positioning Strategies

Positioning Strategy Description

Focuses on highlighting one or several features among all
attributes of a product or service that address the target
audience's needs and may influence their preferences, by
associating these features with the product or service and
emphasizing the benefits they provide.

Positioning  Focused
on Product Attributes
and Associated
Benefits

Positioning Based
ostioning based on Aims to emphasize the price level or the quality of the product

Price - uali . .
Quality or service being offered.

Balance

Involves defining a usage purpose for the product or service that
Positioning According the target audience can adopt and that differentiates it from
to Purpose of Use and competitors, or involves highlighting the existing usage
Usage Situation features. It focuses on when, how, and in what manner the

product or service will be utilized.

. In this positioning strategy, the brand focuses on understandin

Target Audience P e &Y &

the characteristics and needs of its target audience. It aims to

Focused Positionin,
& establish strong relationships with the target audience.

Positioning Accordin
& & This strategy foresees the categorization of the product or

to Product Class or L . L s
service in question by placing it within a specific class.

Category

This strategy allows positioning based on the current situation
Positioning Relative to by analyzing the market position of competitors. It focuses on
Competitors differentiating the offered products or services from their rival

counterparts and establishing superiority.
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Positioning Strategy

Description

Market
Positioning

Leadership

The market leadership positioning strategy attempts to create a
perception of market leadership, aiming to increase target
audience awareness, convey trust, and secure loyalty.

Unique Positioning

In this strategy, the product's unique characteristic is
emphasized by making it stand out among similar product
groups based on a distinctive feature.

Positioning Based on
Corporate or
Manufacturer Image

This strategy anticipates gaining an advantage by utilizing the
existing image that well-known brands, which already hold a
specific market standing, have established in the minds of their
target audience, thereby enabling the products they
manufacture and services they offer in different segments to
succeed.

Positioning Based on
Cultural Symbols and

This strategy aims to secure a place in the target audience's mind
by associating the offered products and services with the

Values customs, traditions, and values adopted by that audience.
Beyond carrying identity, the brand name is a way for the target
Positioning via audience to perceive and understand the brand. This naming-
Naming (Name-Based based strategy emphasizes that the product or service should be
Positioning) designed to highlight its fundamental features or those that

differentiate it from its counterparts.

Positioning Based on
Product Line /
Production Branch

A strategy aiming to increase market share within the served
market by introducing new products and services to the markets

. where the brand currently offers goods or services.
Expansion

Service-Oriented
Positioning

A service delivery-focused strategy that aims to provide
superior service tailored to the needs of the target audience.

(Created by the author based on the studies of Brzakovi¢ & Brzakovi¢, 2022; Zahirov, 2022; Ince
& Uygurtiirk, 2019; Ozbey, 2012; Gul et al., 2021; and Temporal, 2010.)

As can be understood from the Table, there are multiple brand strategies that vary according to
the prevailing situation. Brands are able to choose one or more of these strategies based on their
current market position.

3. CONCLUSION AND RECOMMENDATIONS

In the first quarter of the 21st Century, marked by the prominence of consumer emotions and
needs, establishing emotional and long-term relationships with the target audience has become a
necessity for companies and firms. Branding, as one of the methods for forming emotional
connections with the target audience, has become a preferred approach for firms and companies
due to the advantages it provides and its capacity to ensure long-term relationships (Rahman,
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Langner, & Temme, 2021). The essence of the brand concept lies in the goal of creating a positive
image in the mind of the target audience by highlighting the distinction of the product or service
offered in the market from its counterparts (Aaker, 1997). For brands to forge emotional bonds
with their target audience, they must possess a solid infrastructure. Brands require a brand
identity that expresses their inherent meaning and values, a brand personality that aligns with
the target audience's psychological profile, and a brand attitude capable of responding to the
target audience's desires (Temporal, 2010). Brands equipped with a robust infrastructure can
create a favorable brand image in the minds of their target audience following a successful
management process. This positive image can turn into loyalty, trust, and enduring emotional
relationships for the brands (Alic¢ et al, 2020). Under market conditions characterized by limited
resources and intense competition, firms and companies focus their existing products and
services on specific segments of the markets they enter. The products and services offered by
firms and companies are differentiated according to the needs, personalities, and demands of the
target audience in the focused market segment (Fayvishenko, 2018). The differentiation moves
undertaken necessitate outside-in thinking because they are directed toward the target audience's
wants and needs. At this juncture, detailed analysis of the target audience holds paramount
importance. Brands aim to position themselves in the minds of their target audiences in alignment
with their identities. In light of the analyses conducted and the evaluation of the current situation,
firms and companies use brand positioning strategies to guide their brands (Lee, James, & Kim,
2014). In the present study, research focusing on the positioning strategies found in the literature
was examined. This examination revealed that brand strategies are discussed under different
names and classifications depending on the concepts with which they are collectively addressed.
It is inferred that there are a wide variety of brand positioning strategies, and that adaptations
can be made to these strategies based on the brand's circumstances and market conditions. It is
anticipated that combining compatible strategies in accordance with changing circumstances and
the current situation, rather than adhering to a single brand strategy, will be beneficial for brand
positioning.

Beyond the study's contribution to the literature, there are certain limitations that must be noted.
Since the research aims to delineate the conceptual framework for brand concepts and positioning
strategies, it does not include empirical evidence. This constraint may directly impact the
generalizability of the research findings. Future studies should focus on the applicability of brand
strategies to further contribute to the conceptual framework. Another limitation is that the crucial
concepts of brand identity, personality, attitude, and image, which play a significant role in the
brand creation process, were addressed only from a conceptual perspective due due to the study's
objective. As these concepts and their relationships were only discussed at a conceptual level in
this study, it is believed that investigating them in more detail in future research would make a
significant contribution to the literature.
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Abstract

This research aims to examine the impact of people-oriented and task-oriented leadership styles
on the career aspirations of individuals working in the tourism sector. The study particularly
evaluates the guiding and determining effects of people-oriented and task-oriented leadership
styles on employees’ desire to build a career. In this context, the relationship between leadership
approaches, employees’ individual development, and their level of commitment to the sector has
been investigated. The population of the research consists of employees working in
accommodation enterprises operating in Antalya. The sample comprises 421 hotel employees,
selected from this population through the simple random sampling method, who voluntarily
participated in the study. A quantitative research method was adopted, and the survey technique
was employed as the data collection tool.

Keywords: Leadership Styles, People-Oriented Leadership, Task-Oriented Leadership, Desire to
Make a Career, Desire to Make a Career in Tourism, Tourism Employees

1.INTRODUCTION

The word leadership, in terms of its etymological origin, means “to pioneer, to take the lead, to
show the way.” Human beings, by nature, tend to live together, and some individuals within a
community may be more dominant than others in various respects. Such an individual may
become a leader with the approval of other individuals. Therefore, leadership is the result of the
leader’s interaction with other individuals in the community (Ibicioglu, Ozmen & Tas, 2009: 2).

Leadership and management are concepts that are often confused and likened to each other in
many aspects. Leaders are individuals who take responsibility, combine their power and
knowledge, and are followed by group members. Leadership is concerned not only with
management functions but also with human beings and behavior (Alkin & Unsar, 2007).
Managers carry out functions such as planning, organizing, coordinating, directing—guiding, and
controlling. A leader is a person who is followed by group members, and not all managers are
leaders. Leadership is about everything related to innovation and initiation. Management, on the
other hand, focuses on copying and maintaining the existing situation. Leadership is creative,
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adaptive, and agile. Leadership looks at the horizon (Altilar, 2002: 231). The common goal of both
managers and leaders is to help employees achieve their objectives. Leadership is one of the most
important concepts in enabling organizations to achieve their goals. There are different leadership
styles implemented to achieve these goals. Leaders are the elements that hold the organization
together, ensure productive work, and guarantee the achievement of institutional success
(Drucker, 2012). The effective use of the leadership process may be one of the keys to success.
Over time, different leadership styles have emerged depending on the needs of organizations and
the personal characteristics of leaders. These leadership styles may be shaped by the culture of
the organization, the work environment, and the character traits of the leader. It is known that
different leadership styles affect employees from various perspectives (Drucker, 2012).

Career refers to individuals” advancement in any field of work through the skills and experience
they gain in their professional lives, and it encompasses the process related to working in a
person’s life. This process includes stages such as acquiring the necessary qualifications for a
profession, starting the profession, and remaining in it. The development a person exhibits
throughout these stages represents the concept of career (Erdogmus, 2003: 81).

The motivation of individuals working in the tourism sector, their attitudes toward their jobs and
work environments, and their love for their work emerge as factors that significantly affect the
quality of service in this sector (Pehlivan, 2008, p.61). It is observed that students receiving
tourism education in both the world and in our country move away from the sector and turn to
other fields (Pehlivan, 2008). Since the tourism sector is service-based and labor-intensive, the
human factor is highly important. It has been demonstrated that tourism employees’ love for their
jobs and their attitudes toward the job and working environment are important determinants of
service quality (Pehlivan, 2008: 61). The immediate consumption of the service where it is
produced, the shift-based working system, high employee turnover, and the obligation to work
on official holidays are among the difficulties faced by employees. Due to the nature of working
conditions, negative factors such as the disadvantages of the shift system, stress, low wages, and
intense workload stand before the desire to pursue a tourism career (Duman, Tepeci, Unur, 2006).
The negative perception of working in the tourism sector in society also distances employees from
career aspirations (Ozdemir, 2022). Concerns can be summarized as job opportunities,
development environment, opportunities for hierarchical advancement, communication and
relationships with colleagues and managers, working hours, prestige, and status.

The concept of leadership is one of the most debated phenomena in the social sciences and is
examined from different dimensions by various disciplines. Numerous theories have been
developed to understand leadership, ranging from trait approaches to behavioral models, from
contingency theories to modern approaches. This diversity indicates that leadership is a dynamic
and context-sensitive concept that cannot be explained by a single dimension. However, although
each approach has its unique contributions, behavioral approaches are considered more
explanatory in understanding employees’ organizational experiences and career intentions
(Northouse, P.G., 2021).

In this study, after briefly touching upon several prominent theories in the field of leadership,
particular emphasis will be placed on the two-dimensional leadership theory developed by Ohio
State University. This theory examines leadership in two fundamental dimensions: people-
oriented (consideration) and task-oriented (initiating structure), and explains leader behaviors
along these axes.

The main focus of the research is precisely these two dimensions: to reveal the effects of people-
oriented and task-oriented leadership styles on hotel employees’ desire to build a career. Thus,
how these two dimensions function in the tourism sector will be discussed in detail.
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Zaleznik (1977) also emphasizes that managers stand out with their role of “ensuring that tasks
are carried out,” whereas leaders develop emotional bonds and visionary approaches that
motivate people. While managers focus on maintaining the existing order, leaders are seen as
individuals who question the current order and open new paths. This distinction shows that
organizations need both managers and leaders: without managers, order may be lost; without
leaders, innovation and development may not be possible (Northouse, 2021).

In other words, while the manager is defined as “doing things right,” the leader is identified with
“doing the right things” (Bennis & Nanus, 1985). This perspective reveals that the manager comes
to the forefront with more technical and administrative skills, whereas the leader stands out with
more people-oriented dimensions such as vision, motivation, and change management.

People-oriented leadership is characterized by the leader’s sensitivity to the individual needs of
employees, listening to them, and providing support. Such leaders prioritize the emotional and
psychological needs of their employees, exhibiting behaviors aimed at increasing their motivation
and job satisfaction. People-oriented leadership strengthens employees’ organizational
commitment and positively affects their job performance (Yukl, 2013; Northouse, 2021). It is a
leadership approach that values employees’ individual needs and emphasizes interpersonal
relationships. In this leadership style, the leader accepts differences among employees, treats
everyone equally, and encourages employee participation in organizational processes (Northcraft
& Neale, 1990, p. 414). People-oriented leaders prioritize supporting both the individual and
professional development of their employees, thereby creating a sense of trust and belonging in
the work environment (Cekmecelioglu, 2014). Furthermore, this leadership style focuses not only
on the technical aspects of the job but also on the emotional and social needs of employees.
People-oriented leaders place importance on the development of their employees, aiming to
maximize their potential. People-oriented leadership requires seeing employees not merely as
parts of a job but as individuals with emotions, motivations, and career expectations (Eren, 2012).
When employees feel respected, participate in decision-making processes, and receive support
from their leader, it contributes to their increased attachment to the organization and enhances
their desire to build a long-term career in the tourism sector (Simsek, Celik & Akgemci, 2014).

Task-oriented leaders effectively manage employees’ daily tasks, provide specific instructions to
achieve performance goals, and play an active role in completing work. The primary purpose of
this leadership style is to ensure that employees carry out the activities necessary to achieve
organizational objectives (Holloway,2012). Task-oriented leadership aligns with the dimension of
initiating structure. A task-oriented leader clearly defines group members’ duties,
responsibilities, and work processes; sets rules, standards, and procedures; and continuously
monitors employee performance (Eren, 2012). In other words, a task-oriented leader plans
employees’ workflows to achieve organizational goals and ensures that tasks are completed on
time and in an orderly manner (Simsek, Celik & Akgemci, 2014). Task-oriented leadership has
also been examined in various studies. For example, a study by Demirtas and Giines (2002) found
that the task-oriented leadership behaviors of school principals increased teachers’ performance
but had a limited effect on job satisfaction. Similarly, some research in the tourism sector shows
that task-oriented leadership is particularly effective in organizing operational processes and
ensuring customer satisfaction (Yildiz, 2016). However, it is stated that task-oriented leadership
has a more limited impact compared to people-oriented leadership on employees’ desire to build
a long-term career in the sector. Task-oriented leadership also has its limitations. This leadership
style can sometimes lead to the neglect of employees’ individual needs and emotional
requirements. This situation may result in negative outcomes such as low job satisfaction and
decreased motivation among employees. In some cases, task-oriented leadership may lack the
strong emotional bonds created by relationship-oriented leadership, which can negatively affect

281



F. F. Ince — C. Keskin

employees’ commitment to the organization (Riizgar,2018). Therefore, the effectiveness of the
task-oriented leadership style depends not only on whether the leader adopts a purely task-
focused approach but also on the leader’s ability to balance this with attention to employees’
emotional needs.

The concept of career is a dynamic developmental domain shaped by the professional roles,
experiences, and values an individual acquires throughout their life (Yilmaz, 2004). The modern
understanding of career encompasses not only reaching a specific occupation or job position but
also the professional development experienced by the individual in the process of self-
actualization (Kumar, 2016). While the traditional career concept is based on hierarchical
advancement and organizational loyalty, today individuals direct their careers according to their
own values, life goals, and desires for personal growth (Doherty, 2007).

Leadership is an important factor that shapes not only employees’ daily job performance but also
their long-term career goals and professional development processes. Especially in sectors like
tourism, which require intensive labor and have high employee turnover rates, leadership
behaviors directly influence employees’ decisions to stay in or leave the sector (Eren, 2012).

The tourism sector is considered an important field of study in terms of employees’ desire to build
a career due to its dynamic and competitive nature. The desire to build a career is a critical factor
that increases employee motivation, strengthens job commitment, and positively affects
organizational efficiency (Tiirkay & Yagci, 2007). Considering the high labor turnover and
personnel circulation in the sector, managing employees’ career expectations is vital for both
individual and institutional success (Kahraman & Akgiil, 2018).

Chen and Chen (2011) emphasize the impact of organizational support on career development,
stating that employees’ perceptions of their career development are directly related to the
organizational support they receive. This support increases employees’ motivation, thereby
strengthening their desire to build a career. As a result, the desire to build a career in the tourism
sector is shaped by the interaction of multidimensional factors such as job scope, job satisfaction,
educational opportunities, and organizational support. For ensuring long-term employee
commitment and improving performance in the sector, these factors must be taken into account.
Therefore, for tourism businesses to achieve sustainable growth and competitive advantage, they
need to understand their employees’ career aspirations and develop policies accordingly.

2. METHODOLOGY
2.1. Research Method

In the implementation of the research, the survey technique, which is a quantitative research
method, was used.
The survey included a personal information form, scales aimed at determining people-
oriented/task-oriented leadership, and the desire to build a career in tourism.

The data collection tool consisted of three sections and 39 questions. The first section contained a
personal information form with 5 questions related to the demographic information of the
participants. The second section included a survey with 21 questions designed to determine the
levels of people-oriented and task-oriented leadership. The third section consisted of a 13-item
scale aimed at measuring the desire to build a career in tourism.

First, to obtain demographic information, a 5-question survey designed to measure demographic
data was used in the study.

Second, to evaluate leadership styles, a 21-item scale developed by Doganay and Sen (2016) was
used, which was adapted from Northouse’s (2013) book Leadership: Theory and Practice. The scale,
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originally in English, was translated into Turkish by experts, and modified with the addition of 2
people-oriented behavior items and 1 task-oriented behavior item based on recommendations
from an academic expert in the field. The scale consists of 11 items related to people-oriented
behaviors and 10 items related to task-oriented behaviors. A 5-point Likert-type rating scale was
employed in this measurement tool.

Finally, to measure employees’ desire to build a career in the tourism sector, the “Desire to Build
a Career in Tourism Scale” developed by Tiirkay and Yagc1 (2007) was used. This scale aims to
determine the attitudes, motivation levels, and tendencies toward career goals of individuals
planning a career in the tourism field. A 5-point Likert-type rating scale was also used for this
scale. Since the scale was specifically developed for the tourism sector, it directly contributes to
the purpose of this study.

Both scales were used as data collection tools in this research and were preferred because they
provided appropriate structures in line with the purpose of the study.

A normality analysis was conducted to examine whether the data were suitable for parametric
tests. At this stage, skewness and kurtosis values were evaluated, and values within the +1.5 range
indicated that the assumption of normal distribution was met (Tabachnick & Fidell, 2013). For
testing the hypotheses, an independent samples t-test was used to examine differences between
two groups, while one-way analysis of variance (ANOVA) was applied for comparisons among
more than two groups. Levene’s test was conducted to determine the homogeneity of variances;
when homogeneity was met, the Tukey test was preferred, and when it was not, Tamhane’s T2
test was used.

Pearson correlation analysis was performed to determine the direction and level of relationships
between variables. Additionally, multiple linear regression analysis was conducted to examine
the effects on the dependent variable. All statistical procedures were carried out at a 95%
confidence level, and the significance level was accepted as p < 0.05.

2.2. Population and Sample

In this study, the population consists of employees and lower, middle, and upper-level managers
working in five-star hotels located within the Alanya district of Antalya province (excluding the
highest-level managers in general manager positions). However, considering that reaching the
entire population may pose difficulties in terms of time, cost, and accessibility, the necessity of
determining an appropriate sample that can represent the population has arisen.

In calculating the sample size, the table developed by Yazicioglu and Erdogan (2004) was used as
a basis, and the sample size of 384, which corresponds to the largest sample size recommended
for populations exceeding 500,000, was adopted.

2.3. Research Hypotheses

The relevant model and hypotheses are presented below:

H1: There is a significant and positive relationship between people-oriented leadership style and
the desire to build a career in tourism.

H2: There is a significant and negative relationship between task-oriented leadership style and
the desire to build a career in tourism.

H3: People-oriented leadership style has a significant and positive effect on the desire to build a
career in tourism.

H4: Task-oriented leadership style has a significant and negative effect on the desire to build a
career in tourism.
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H5: There is a significant difference in people-oriented leadership style according to socio-
demographic conditions.

H6: There is a significant difference in task-oriented leadership style according to socio-
demographic conditions.

H7: There is a significant difference in the desire to build a career in tourism according to socio-
demographic conditions.

3.RESULTS
3.1. Results of the Reliability Analysis of the Measurement Instrument

Reliability is defined as the degree to which a measurement instrument produces consistent
results when repeated under similar conditions at different times. In this context, the Cronbach's
Alpha coefficient was calculated to evaluate the internal consistency of the data collection
instrument used in the study. According to Nunnally (1978), for a measurement instrument to be
considered reliable, the Alpha coefficient must be above 0.70. When Cronbach’s Alpha coefficient
is a 2 0.90, reliability is evaluated as “excellent,” between 0.70 < & <0.90 as “good.” The range 0.60
< a <0.70 indicates “acceptable” reliability, 0.50 < a < 0.60 indicates “poor” reliability, and if o <
0.50, reliability is considered “unacceptable.”

Table 1. Reliability Analysis Results

Cronbach's Alpha | Number of Result
Items

Leadership Styles Scale ,748 21 Good
People-Oriented Leadership Style ,989 11 Excellent
(Subdimension)
Task-Oriented Leadership Style ,958 10 Excellent
(Subdimension)
Desire to Build a Career in Tourism Scale ,714 13 Good

3.2. Analysis Results of the Responses to the Scales
Table 2.Analysis Results of the Responses to the Scales

Leadership | People-Oriented Task-Oriented Desire to
Styles Leadership Style | Leadership Style Build a

(Subdimension) | (Subdimension) | Careerin

Tourism
Scale
n | Valid Values 421 421 421 421

Missing Values - - - -

Mean value 3,29 3,20 3,38 3,23
Standard Error 0,01 0,06 0,04 0,03
Minimum Value 1,00 1,00 1,00 1,00
Maximum Value 5,00 5,00 5,00 5,00
Skewness -,405 -376 437 -676
Kurtosis -,239 -1,335 -1,099 -,648
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The number of valid data points for all scales was 421, with no missing values encountered. The
mean value of the “Leadership Styles” scale was calculated as 3.29, indicating that participants’
perceptions were close to a “moderate” level. The standard error was 0.01, suggesting that the
measurements were highly consistent. Skewness was found to be -0.405 and kurtosis -0.239; since
these values fall within the +1.5 range, it is accepted that the data meet the assumption of normal
distribution.

The mean of the “People-Oriented Leadership Style” subdimension was determined as 3.20, also
indicating a “moderate” perception level. The standard error was 0.06. Skewness (-0.376) and
kurtosis (-1.335) values also fall within the +1.5 range, supporting the conclusion that the data
conform to a normal distribution. For the “Task-Oriented Leadership Style” subdimension, the
mean value was 3.38, suggesting perceptions close to the upper limit of the “moderate” level. The
standard error was 0.04, skewness 0.437, and kurtosis -1.099, all within acceptable normality
limits.

The mean of the “Desire to Build a Career in Tourism” scale was 3.23, showing that participants’
tendencies on this subject were at a “moderate” level. The standard error was 0.03, skewness -
0.676, and kurtosis -0.648, also meeting the criteria for normal distribution.

Overall, the data show that the mean values for all scales and subdimensions were at a moderate
level, standard errors were low, and skewness and kurtosis coefficients were within the +1.5
range. This normal distribution finding indicates that the data are suitable for parametric analyses
and that the obtained measurements can be evaluated statistically in a reliable manner.

3.3. Socio-Demographic Profile of the Participants in the Study
Table 3: Socio-Demographic Profile of the Participants in the Study

Variables n %
18-24 171 40,6
Age 25-35 125 29,7
36-50 105 24,9
50 + 20 4,8
Primary-Secondary School | 71 16,9
Education Level High School 195 46,3
University 155 36,8
. Married 166 39,4
Marital Status Single 255 60,6
Front Office 103 24,5
Food and Beverage (F&B) 174 41,3
Department Housekeeping 100 23,8
Animation 17 4,0
Technical Service 27 6,4
1-12 month 104 24,7
Duration of Experience in the | 1-4 years 139 33,0
Tourism Sector 5-9 years 81 19,2
10 years and above 97 23,0
Total 421 100
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A total of 421 employees working in the tourism sector participated in the study. When examining
the age distribution of the participants, it was found that the highest proportion, 40.6%, consisted
of employees aged 18-24, followed by 29.7% in the 25-35 age group. Additionally, 24.9% were
between the ages of 36-50, and 4.8% were over 50 years old. In terms of education level, 46.3% of
the participants were high school graduates, 36.8% university graduates, and 16.9% had
completed primary or secondary school. According to the marital status variable, 60.6% were
single, and 39.4% were married. Looking at the department distribution, 41.3% of the participants
worked in the Food and Beverage (F&B) department, 24.5% in the front office, 23.8% in
housekeeping, 6.4% in the technical department, and 4% in the animation unit. Regarding
experience in the tourism sector, 33% of employees had 1-4 years, 24.7% had 1-12 months, 23%
had 10 years or more, and 19.2% had 5-9 years of experience.

In summary, the majority of employees participating in the study were young and middle-aged
individuals who were high school or university graduates, mostly single, and primarily working
in the food and beverage, front office, and housekeeping departments. Additionally, a significant
portion of their experience in the sector was concentrated in the 1-4 year range.

3.4.Testing of the Hypotheses
3.4.1. Analysis Results Regarding Difference Hypotheses

In this section of the research findings, t-tests and one-way analysis of variance (ANOVA) were
conducted within the framework of the formulated difference hypotheses. Within the scope of
the one-way ANOVA, after checking the fundamental assumptions and ensuring compliance, the
homogeneity of variances among groups was tested. Accordingly, Levene’s test was used to
assess homogeneity. When variances were homogeneous (p > .05), the Tukey test was applied,
whereas Tamhane’s test was preferred in cases where homogeneity was not met. The margin of
error was set at a 95% confidence level (Tuzgol Dost, 2010; Sipahi, Yurtkoru, and Cinko, 2006;
Stirmeli and Sahin, 2010).

Among the post-hoc tests, Tamhane’s test is known to be particularly suitable when cell sizes are
unequal or when variance homogeneity is violated, compared to the Tukey test. However, since
it is a test based solely on the “student t” approach, it is considered more conservative and careful
in making comparisons, thereby minimizing deviations related to homogeneity issues (Tamhane
et al., 1996).

Table 4. Difference Cases According to Age Level

Variables Age n X S.8. F p Difference
Task-Oriented Leadership | 18-24 171 | 3,01 | ,06 Tamhane’s
Style 25-35 125 | 3,68 | ,08 24,516 | .000 | 1<2,3
36-50 105 | 3,73 | ,06 4<2,3
50 + 20 | 290 |,00
People-Oriented 18-24 171 | 3,80 |,10 Tamhane’s
Leadership Style 25-35 125 | 2,80 | ,11 28,363 | .000 | 1,4>2,3
36-50 105 | 2,60 | ,08
50 + 20 | 3,72 |,00
Desire to Build a Career in | 18-24 171 | 3,49 | ,05 Tamhane’s
Tourism 25-35 125 (2,93 | ,06 | 23,202 | 000 | 1,4>2,3
36-50 105 | 3,13 | ,02
50 + 20 | 346 |,00
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Differences in the variables “Task-Oriented Leadership Style,” “People-Oriented Leadership
Style,” and “Desire to Build a Career in Tourism” were examined according to the participants’
age groups. According to the results of the one-way analysis of variance (ANOVA), significant
differences were found between age groups for all variables (p < 0.01).

For the Task-Oriented Leadership Style variable, the 36-50 age group had the highest mean score
(X'=3.73), while the over-50 age group had the lowest mean score (X = 2.90). The difference test
indicated that the perception of the 18-24 age group was lower than other groups, whereas the
36-50 age group’s perception was higher. This suggests that as age increases, the task-oriented
leadership style is more widely embraced.

Regarding the People-Oriented Leadership Style, the over-50 age group had the highest
perception (X'=3.72), while the 25-35 age group had the lowest mean score (x=2.80). This finding
indicates that the tendency toward people-oriented leadership style is stronger in older age
groups.

When examining the Desire to Build a Career in Tourism variable, the 18-24 age group had the
highest mean score (X = 3.49), and the 36-50 age group had the lowest mean score (X = 3.13). The
difference analysis results reveal that especially the younger age group has a higher desire to
build a career in tourism compared to other groups.

In summary, significant differences were identified between age groups both in perceptions
related to leadership styles and in the desire to build a career in tourism. Younger participants
exhibited higher values in terms of career desire and leadership perception, while the middle and
older age groups showed stronger perceptions toward task-oriented and people-oriented
leadership styles. These findings indicate that age is an important variable influencing both
leadership perception and career motivation.

Table 5. Differences According to Education Level

Variables Education n x 5.8. F [4 Difference
Level
Primary- 71 | 2,97 | ,03 Tamhane’s
Task-Oriented Leadership | Secondary 215,436 | .000 | 1,2>3
Style School

High School | 195 | 4,08 | ,05
University 155 | 2,70 | ,04

Primary- 71 | 3,62 | ,05 Tamhane’s
People-Oriented Secondary 295,579 | .000 | 1,2<3
Leadership Style School

High School | 195 | 2,14 | ,07
University 155 | 3,34 | ,06

Desire to Build a Career in | Primary- 71 | 3,41 | ,02 Tamhane’s
Tourism Secondary 183,802 | .000 1,2<3
School

High School | 195 | 2,77 | ,03
University 155 | 3,73 | ,03

Differences in the variables “Task-Oriented Leadership Style,” “People-Oriented Leadership
Style,” and “Desire to Build a Career in Tourism” were examined according to education level.
According to the results of the one-way analysis of variance (ANOVA), significant differences
were found between groups for all variables (p <0.01).
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For the Task-Oriented Leadership Style variable, the highest mean belonged to high school
graduates (X = 4.08), while the lowest mean was found among university graduates (X = 2.70).
Primary and secondary school graduates had a mean of (X = 2.97). This indicates that high school
graduates perceive task-oriented leadership more strongly, whereas university graduates show
a lower level of engagement with this leadership style.

Regarding the People-Oriented Leadership Style, university graduates had the highest mean (X'=
3.34), and high school graduates had the lowest mean (X = 2.14). Primary and secondary school
graduates had a mean of 3.62, indicating that this group also perceives people-oriented leadership
strongly. This finding suggests that as education level increases, the perception of people-
oriented leadership strengthens.

For the Desire to Build a Career in Tourism variable, university graduates had the highest mean
value (X = 3.73), while high school graduates had the lowest mean (X = 2.77). Primary and
secondary school graduates had a mean of (xX=3.41). This result shows that particularly university
graduates have a higher desire to build a career in tourism.

Evaluating the findings, it was determined that as education level increases, the perception of
leadership styles changes and the desire to build a career in tourism varies. University graduates
exhibit more positive attitudes in their leadership perceptions and career aspirations, while high
school graduates perceive task-oriented leadership more strongly but score lower in other
dimensions. In summary, education level is an important variable shaping leadership perception
and career motivation.

Table 6. Differences According to Marital Status

Variables Marital Status n X |ss. |t p
Task-Oriented Leadership | Married 166 3,96 ,06

Style Single 255 3,01 ,04 | 11,970 | .000
People-Oriented  Leadership | Married 166 2,34 ,07

Style Single 255 3,76 ,07 | 13,045 | .000
Desire to Build a Career in | Married 166 2,88 ,04

Tourism Single 255 3,46 ,03 10,289 .000

Differences between variables according to marital status were examined. The obtained t-test
results showed statistically significant differences between married and single participants in all
variables (p < 0.01).

For the Task-Oriented Leadership Style variable, the mean score of married participants (X'=3.96)
was significantly higher than that of single participants (X = 3.01). This result indicates that
married individuals tend to adopt task-oriented leadership more.

Regarding the People-Oriented Leadership Style, the mean score of single participants (X = 3.76)
was notably higher than that of married participants (X = 2.34). This suggests that single
participants perceive people-oriented leadership more strongly.

In terms of Desire to Build a Career in Tourism, single participants had a higher mean score (X'=
3.46) compared to married participants (X =2.88). This finding reveals that singles have a stronger
desire to pursue a career in tourism.

Evaluating the findings, married participants perceive task-oriented leadership more strongly,
while single participants evaluate people-oriented leadership style and leadership levels more
positively. Additionally, single participants demonstrate a higher desire to build a career in
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tourism compared to married participants. In summary, marital status is shown to be an
influential variable affecting leadership perception and career motivation.

Table 7. Differences According to Department

Variables Department n X S.S. F p Difference

Front Office 103 | 2,75 | ,03 Tamhane’s
Task-Oriented Food and | 174 | 3,62 | ,08 27,264 | .000 | 1<2,3,4,5
Leadership Style Beverage (F&B)

Housekeeping 100 | 3,77 | ,06

Animation 17 | 3,27 | ,06

Technical Service | 27 | 2,90 | ,00

Front Office 103 | 4,26 | ,06 Tamhane’s
People-Oriented Food and | 174 | 2,81 | ,11 37,968 | .000 | 1>2,3,5
Leadership Style Beverage (F&B)

Housekeeping 100 | 2,54 | ,08

Animation 17 | 3,80 | ,14

Technical Service | 27 | 3,72 | ,00
Desire to Build a Career | Front Office 103 | 3,72 | ,03 Tamhane’s
in Tourism Food and | 174 | 2,97 | ,06 31,126 | 000 | 1>2,3,4,5

Beverage (F&B) 2<1,3,4,5

Housekeeping 100 | 3,11 | ,02

Animation 17 | 3,41 | ,04

Technical Service | 27 | 3,46 | ,00

Differences in leadership styles and the desire to build a career in tourism were examined
according to the departments in which employees work. The ANOVA results indicate that there
are significant differences between departments for all variables (p < 0.01).

For the Task-Oriented Leadership Style variable, the highest mean was found among Front Office
employees (X = 4.26), while the lowest means were observed among Technical Service (X = 2.90)
and Animation (X = 3.27) employees. This result shows that Front Office staff adopt the task-
oriented leadership style more than employees in other departments.

Regarding the People-Oriented Leadership Style, the highest mean was among Animation
employees (X = 3.80), and the lowest was in the Food and Beverage (F&B) department (X' = 2.81).
This indicates that employees in the animation unit perceive people-oriented leadership more
strongly, whereas F&B employees place less emphasis on this leadership style. When evaluated
in terms of the Desire to Build a Career in Tourism, the highest mean was found among Front
Office employees (X = 3.72), while the lowest mean was observed among Housekeeping
employees (X = 3.11). Animation (X = 3.70) and Technical Service (X = 3.46) employees also had
relatively high mean scores. These findings reveal that employees working in the front office and
animation departments have a stronger desire to build a career in tourism compared to other
departments.

Overall, it was determined that there are significant differences between departments both in the
perception of leadership styles and in the desire to build a career. Front Office employees perceive
task-oriented leadership and career aspiration at the highest levels, while Animation employees
stand out in terms of people-oriented leadership perception. Conversely, perceptions and career
motivation in the Food and Beverage and Housekeeping departments remain at relatively lower
levels compared to other departments.
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Table 8. Differences According to Level of Experience in the Tourism Sector

Variables Level of | n x ss. | F p Difference

Experience

1-12 month 104 | 3,33 |,10 Tamhane’s
Task-Oriented Leadership | 1-4 years 139 | 2,78 | ,02 | 55,700 | .000 | 2<1,3,4
Style 5-9 years 81 | 4,04 |,11

10 years above | 97 | 3,77 | ,06
People-Oriented 1-12 month 104 | 3,28 | ,16 Tamhane’s
Leadership Style 1-4 years 139 | 4,13 | ,04 | 61,900 | .000 | 2>1,3,4

5-9 years 81 2,28 | ,13

10 years above 97 | 2,56 | ,08

1-12 month 104 | 3,20 | ,07 Tamhane’s
Desire to Build a Career in | 1-4 years 139 | 3,66 | ,02 | 60,464 | .000 | 2>1,3,4
Tourism 5-9 years 81 | 267,07

10 years above | 97 | 3,13 | ,02

Differences in leadership styles and the desire to build a career in tourism were examined
according to employees’ length of experience in the tourism sector. According to the ANOVA
results, significant differences were found between groups for all variables (p < 0.01).

For the Task-Oriented Leadership Style variable, the highest mean was observed among
employees with 5-9 years of experience (X = 4.04). In contrast, those with 10 years or more
experience had the lowest mean (X=2.90). This result suggests that the perception of task-oriented
leadership strengthens up to a certain length of experience but weakens with longer experience.

Regarding the People-Oriented Leadership Style variable, employees with 1-4 years of experience
had the highest mean (X = 4.13), while the lowest mean was seen among those with 5-9 years of
experience (X = 2.28). This indicates that the perception of people-oriented leadership is strong in
the early career years but weakens among employees with intermediate experience.

A similar pattern was observed for the Desire to Build a Career in Tourism variable. Employees
with 1-4 years of experience had the highest mean score (X = 3.66), whereas those with 5-9 years
of experience had the lowest mean (X = 2.67). This finding suggests that employees at the
beginning of their careers have a stronger desire to advance in the sector, but this desire
diminishes as experience increases.

Overall, the findings indicate that the length of experience in the tourism sector is an important
variable affecting both leadership perception and career motivation. Specifically, employees with
1-4 years of experience exhibit more positive leadership perceptions and higher career
aspirations, while those with 10 years or more experience show a marked decline in both
leadership perception and career desire. These results suggest that long-term employees may be
influenced by factors such as burnout, job satisfaction, or different career expectations.

3.4.2. Analysis Results Regarding Relationship Hypotheses
Table 9. Relationship Level Results

Desire to Build a Career in Tourism
People-Oriented Leadership Style | r ,966"
(Subdimension) p .000
Task-Oriented Leadership Style | r -,938™
(Subdimension) p .000

p<.05* p<.01**
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The results of the correlation analysis showing the relationship levels among the variables in the
study are presented. The correlation coefficient between the “People-Oriented Leadership Style”
subdimension and the “Desire to Build a Career in Tourism” was found to be 0.966. This value is
significant at the p <0.01 level, indicating an extremely strong and positive relationship between
the variables. The findings suggest that a leadership style characterized by people-oriented
qualities significantly increases the desire to build a career in tourism.

The correlation coefficient between the “Task-Oriented Leadership Style” subdimension and the
“Desire to Build a Career in Tourism” was calculated as -0.938. This coefficient is also significant
at the p <0.01 level and indicates a very strong negative relationship. This finding reveals that as
task-oriented leadership style increases, the desire to build a career in tourism decreases.

Overall, it is understood that the people-oriented leadership style has a strong and positive
relationship with the desire to build a career in tourism, whereas the task-oriented leadership
style has a strong but negative relationship with this desire. This indicates that the nature of
leadership has a determining effect on employees’ career goals.

3.4.3. Analysis Results Regarding Effect Hypotheses

Table 10. The Effect of People-Oriented and Task-Oriented Leadership Styles on the
Desire to Build a Career in Tourism

Independent Variable B p R R? LLCI ULCI
Constant 1,919 .000" 1,531 2,306
People-Oriented ,447 .000" ,966 ,933 ,399 ,495
Leadership

Task-Oriented Leadership | -,033 .353 -,103 ,037
Durbin-Watson: 1,791 F:2916,322  p<0.01

Dependent Variable : Desire to Build a Career in Tourism

The results of the multiple linear regression analysis aimed at determining the effects of “People-
Oriented” and “Task-Oriented Leadership” styles on the desire to build a career in tourism are
presented. The model is found to be statistically significant overall (F = 2916.322; p < 0.01). The
Durbin-Watson coefficient is 1.791, indicating no autocorrelation problem in the model.

The explanatory power of the model (R?) is 0.933, meaning that 93.3% of the variance in the
dependent variable, “Desire to Build a Career in Tourism,” is explained by the independent
variables. The correlation coefficient (R) is 0.966, showing a very strong positive relationship
between the dependent variable and the independent variables.

When examining the independent variables, the beta (3) coefficient for the “People-Oriented
Leadership” variable was found to be 0.447 and statistically significant at the p < 0.01 level. This
value indicates that a one-unit increase in the people-oriented leadership score results in
approximately a 0.45-unit increase in the desire to build a career in tourism. The positive direction
of the effect and its significance demonstrate that people-oriented leadership is a strong
determinant of career aspiration.

The beta coefficient for the “Task-Oriented Leadership” variable was found to be -0.033 and was
not statistically significant (p = 0.353). This result shows that task-oriented leadership does not
have a significant effect on the desire to build a career in tourism.

Regarding confidence intervals, the lower and upper limits for the people-oriented leadership
variable do not include zero (LLCI = 0.399; ULCI = 0.495), supporting the significance of the effect.
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Conversely, the confidence intervals for task-oriented leadership include zero (LLCI = -0.103;
ULCI = 0.037), reinforcing the conclusion that its effect is not significant.

In summary, it was determined that the people-oriented leadership style positively and
significantly affects the desire to build a career in tourism, while the task-oriented leadership style
does not have a significant effect. This finding indicates that the nature of the leadership approach
creates different impacts on employees’ career goals.

4. CONCLUSION AND RECOMMENDATIONS

The primary aim of this study was to empirically examine the effects of people-oriented and task-
oriented leadership styles on the desire to build a career in the tourism sector, based on the Ohio
State two-dimensional leadership theory. The study was conducted with a sample of 421
employees working at six five-star hotels in Alanya, Antalya, and data were collected via surveys.

The scales developed by Doganay & Sen (2016) for measuring people-oriented and task-oriented
leadership, and by Tiirkay & Yagci (2007) for career aspiration were used. Data analysis was
performed using SPSS 27, including reliability analysis, factor analysis, correlation, and multiple
regression analyses.

The results showed that leadership styles in the tourism sector significantly affect employees’
desire to build a career, with people-oriented leadership playing a decisive role. To increase
employee engagement, support career development, and ensure workforce sustainability, it is
essential that managers adopt people-oriented and supportive leadership approaches.

The findings have both theoretical and practical implications. Theoretically, the results support
that the people-oriented/behavioral dimension of Ohio State’s two-dimensional leadership model
significantly influences employees’ professional intentions: supportive, empathetic, and
development-promoting leadership behaviors enhance employees’ organizational and sectoral
commitment, thereby strengthening their intention to build a career in the sector. The
nonsignificant effect of task-oriented leadership in regression suggests that task-oriented
behaviors may impact short-term performance rather than long-term career intentions, or their
influence may be indirect.

Hotel managers and HR practitioners should invest in programs promoting people-oriented
leadership behaviors if they want to strengthen employees’ career aspirations. This includes
training managers in empathy, feedback, individual development planning, mentoring, and
career counseling. Performance evaluation systems should be redesigned to not only monitor task
performance but also actively support employee development. For example, managers
dedicating time both to clear task goals and employees’ personal development can increase long-
term sector commitment, which is particularly important in regions like Antalya with a young
and dynamic workforce under intense service conditions.

According to the findings:

Since the people-oriented leadership style has been found to have a strong and positive effect on
employees’ desire to build a career, it is important for managers in the tourism sector to make an
effort to know their employees individually, take their needs into account, and be open to
communication. Especially to prevent the high employee turnover experienced in the tourism
sector, opportunities for career development should be created, training possibilities should be
increased, and the leader-employee relationship should be strengthened.

While encouraging young tourism employees to work in the tourism sector, they should be
motivated to pursue higher education in tourism and to believe that they can have a career in
tourism. For students receiving tourism education, training programs supporting career planning
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on ‘leadership perception” and ‘leadership styles’ should be organized, and career opportunities
in the sector should be clearly explained.

The research data was collected from employees working in five-star hotels in Antalya.
Conducting similar studies in different provinces or in various sub-sectors of tourism (e.g., travel
agencies, gastronomy businesses, etc.) will increase the generalizability of the findings.

The study was carried out using a quantitative method. In future research, it will be possible to
obtain in-depth information on employees’ leadership perceptions and career motivations
through qualitative interviews.

People-oriented leadership training should be provided to hotel managers and middle-lower
level managers, while task-oriented leadership should be used only for process management.
Leaders should be encouraged to communicate with employees not only in a task-centered way
but also based on empathy and support.

It has been observed that employees who communicate with a people-oriented approach, are
appreciated, and whose development is supported tend to stay in the sector and build a career.
According to the results reached, this directly contributes positively both to the individual’s life
and to the sustainable human resource management of the enterprise.
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