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Oz

Havayolu ulasim sektorii turizmin ayrilmaz bir parcasidir. Tiirkiye’de 2003 yilindan bugiine yapilan
yasal diizenlemeler ile birlikte havacilik sektorii hizli bir sekilde biiylimiistiir. Bu durum havalimani
sayilarinin, kapasitelerinin ve sefer sikliklarinin artmasina neden olmustur. Sektorde rekabet nedeniyle
bilet fiyatlar1 ucuzlamis ve bdylece havayolu ulasimina olan talep de hizla artmistir. Sadik miisteriye
sahip havayolu isletmeleri ise rakiplerine karsi stiinliik saglamistir. Cilinkii marka sadakati
miigterilerin satin alma davranisinda kilit rol oynamaktadir. Giintimiizde markanin siirdiirebilirligini
saglamasi icin sadece sadakat yeterli degildir. Miisteriler artik kendisine duygusal olarak fayda
saglayan markalar: tercih etmekte ve cevresindeki insanlara marka hakkindaki goriislerini aktararak,
onlarin da bu duyguyu hissetmelerini istemektedir. Bu dogrultuda ¢alismanin amaci, havayolu ulasim
sektoriinde marka agki, marka sadakati ve agizdan agiza pazarlama arasimndaki iligkiyi belirlemektir.
Belirlenen amaca ulasmak icin 377 THY (Tiirk Havayollar1) miisterisine anket uygulanmistir. Verilerin
toplanmasi, 2018 yilinda Avcilar Seyahat Acentasma gelen miisterilerle yiiz yiize goriisme yontemi ile
gerceklestirilmistir. Calisma sonucunda marka aski, marka sadakati ve agizdan agiza pazarlama
arasinda yiiksek diizeyde ve pozitif yonde iliski tespit edilmistir.

*Ayni isimli ytliksek lisans tezinden uyarlanmustir.
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Abstract

The air transport sector is an integral part of tourism. With the advent of legal amendments as of 2003,
the aviation sector has experienced a rapid rise in Turkey. This has led to an increase in the number of
airports as well as their capacity and flight frequency. As a result of competition within the sector, the
ticket prices have gone cheaper, and thus the demand for airport transportation has steadily increased.
The airline companies with loyal customers have gained an edge over their rivals. This is because brand
loyalty has a key role in the purchasing behavior of customers. However, loyalty is not merely enough
to ensure sustainability. Customers prefer brands from which they emotionally benefit, and they share
their ideas about brands with others so that they can share the same feeling. In this frame, the purpose
of this study is to determine the relationship between brand love, brand loyalty, and word of mouth
marketing at air transport sector. A total of 377 questionnaire forms were collected from THY (Turkish
Airlines) customers to reach the aim. The data were collected in 2018 from Avcilar Travel Agency
customers by face to face communication. As a result of this study, there is a high level and a positive
relation between brand love, brand loyalty, and word of mouth marketing.
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