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Makale Ge¢misi 0Oz
Gonderim Diinya turizm endiistrisinin biiylime hizi, turizm arz ve talebi arasindaki iliskileri her gegen
Tarihi:15.04.2019 giin daha karmasik hale getirmektedir. Artan rekabet, tiiketicilerin bilin¢lenmesi ve daha

pek ¢ok etken rekabet iistiinliigii kazanabilmek adina isletmeleri modern pazarlama
stratejilerini kullanmaya mecbur kilmaktadir. Bu ¢aligmada turizm dagitim sistemindeki
temel aract kurulus olan seyahat acentelerinin pazarlama stratejilerinin belirlenmesi

Kabul Tarihi:12.06.2019

Anahtar Kelimeler amaglanmistir. Arastirmada nitel aragtirma yontemi kullanilmigtir. Ankara ili Cankaya
Ilcesinde faaliyet gosteren 30 A grubu seyahat acentesi yetkilisi ile goriismeler yapilmis ve

Seyahat acentesi toplanan verilerin analizinde igerik analizi kullanilmistir. Caligmanin bulgularina gore,
L seyahat acentelerinin pazarlama hedefleri arasinda en Snemlileri miisteri memnuniyeti,

Pazarlama stratejileri isletmenin devamliligi ve satislari artirmaktir. Tutundurma faaliyetleri agirlikli olarak
Turizm pazarlamasi mevcut ve potansiyel miisterilere yonelik yapilmakta, hizmetlerin fiyatlarinin

belirlenmesinde ise hizmetin kalitesi, acentenin imaj1 ve miisterilerin fiyata olan duyarlilig
g0z Oniinde tutulmaktadir.

Keywords Abstract

Travel agency The growth rate of the world tourism industry makes the relationships between tourism
. . supply and demand more and more complex. Increasing competition, awareness of
Marketing strategies . . .
consumers and many other factors compel enterprises to use modern marketing strategies
Tourism marketing in order to gain competitive advantage. In this study, it is aimed to determine marketing
strategies of travel agencies which are the main intermediary institutions in tourism
distribution system. Qualitative research method was used in the research. Meetings were
made with 30 A group travel agency officials in Cankaya, Ankara. In the analysis of the
collected data, content analysis was used. According to the findings of the study, the most
important marketing targets of travel agencies are customer satisfaction, business
L continuity and sales. The promotion activities are made mainly for the existing and potential
Makalenin Tiirii customers, and the quality of the service, the image of the agent and the sensitivity of the
customers are taken into consideration in determining the prices of the services.
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