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Makale Ge¢misi 0Oz

Génderim Tarihi:07.05.2020 Isletmeler agisindan oneme sahip olan veri tabanli pazarlama ve miisteri sadakati
kavramlarinin konu alindigi bu g¢alismanin amaci; otel isletmelerinin miisteri sadakati

Kabul Tarihi:11.06.2020 olusturmak i¢in hangi veri tabanli pazarlama uygulamalarini kullandiklarint ve bu

uygulamalarin igletmeye ne gibi faydalar sagladigini ortaya cikarmaktir. Aragtirma
kapsaminda verilerin toplanmasi i¢in Kusadasi ilgesinde faaliyet gosteren 4 ve 5 yildizli otel
isletmelerindeki yoneticilere anket ¢alismasi uygulanmustir. 41 otel isletmesiyle yapilan
anket calismasi sonucunda elde edilen veriler ile otel yonetimlerinin miisteri sadakatini
kazanmak i¢in hangi stratejilere bagvurdugu ve bu stratejilerin miisteri sadakatine olan etkisi
Miisteri sadakati ortaya konulmaya ¢aligilmistir. Yapilan arastirma sonucunda; otel isletmelerinde kullanilan
miisteri sadakat programlarindan fiyat indirimi, {iyelik indirimi ve hediye puan sistemi ile
otel misafirlerinin tekrar otele gelmesi arasinda anlamli bir iligki tespit edilmemistir.
Miisteri memnuniyeti, imaj ve etkinlik, hedef pazarin belirlenmesi, misteri iliskileri,
maliyet ve sadakat gibi veri tabanli pazarlama uygulamalar1 boyutlari ile otel misafirlerinin
tekrar otele gelmesi orani arasinda ise anlamli bir farklilik tespit edilmemistir.
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Keywords Abstract

Database marketing The aim of this study, which focuses on the concepts of data-based marketing and customer
loyalty, which is important for businesses; to reveal which data-based marketing
applications the hotel use to create customer loyalty and what benefits these applications
bring to the business. In order to collect data within the scope of the research, questionnaires
were applied to managers in 4 and 5 star hotel businesses operating in Kusadasi. With the
data obtained as a result of the survey study conducted with 41 hotels, it was tried to reveal
which strategies the hotel management applied to gain customer loyalty and the effects of
these strategies on customer loyalty. As a result of the research; no significant relation was
found between the price discount, membership card and gift point system, which is one of
the customer loyalty programs used in the hotel, and the return of the hotel guests to the
Arastrma Makalesi hotel. No significant difference was found between the dimensions of data-based marketing
practices such as customer satisfaction, image and efficiency, determining the target market,
customer relations, cost and loyalty, and the rate of hotel guests coming back to the hotel.

Costumer loyalty

Hotels

Makalenin Tiirii

* Sorumlu Yazar
E-posta: ayazici@adu.edu.tr (4. Yazici Ayyildiz)

DOI: 10.21325/jotags.2020.606

1247


http://www.jotags.org/
http://orcid.org/0000-0002-7763-1949
http://orcid.org/0000-0002-1301-2428

