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Hizmet Pazarlamasi - Giris
Alvin Toffler — Uclincti dalga

1980l yillar

o Arz talep dengesindeki bozulma
2 Yikicl rekabet

1990l yillar — yeniden yapilandirma

o Teknolojik gelismeler

o Dunya pazarlarinin kuresellesmesi

o Bilgi toplumuna gecis asamalari

o Urlnlerin 6murlerindeki kisalma

o Pazara yeni drtinler sunma suresindeki azalma
o Surekli degisen musteri beklentileri

GuUnumuzde hizmet faaliyetleri rekabet unsuru



Sektorlere Gore Istihdam (1998 yiny

Ulke Tarim (%) Sanayi (%) Hizmet (%)
Almanya 3 35 62
Fransa 4 25 /1
ltalya 7 32 61
Portekiz 14 36 50
Ispanya 8 30 62

Turkiye 43 23 34




Sektorlere Gore Istihdam (1960-2000)
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Sektorlere Gore Istihdam (2004-2012)

Tiirkiye'deki Sektorel istihdam
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Hizmet Sektorundeki Blylmenin
Nedenler

o Zenginligin artisi

o Daha fazla bos zaman

- Isguictiindeki kadin oraninin artigi

o Yasam beklentilerinin artmasi

2 Urlinlerin daha karmasik olusu

o Yasamin karmasikliginin artisi

o Ekolojiye ve kaynaklarin kithgina verilen
onem

o Yeni urunlerin sayisinin artmasi



Kisi Basina Disen GSYIH

2012 yili kigi basina GSYIH'ye gire dlkeler ™.

Il - 5102 400 Il 512 200 - 525 800
I s51 200 - 5102 400 I s6 400 - 512 200
il 325 800 - 551 200 Il 53 200 - 38 400
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Kisi Basina Disen GSYIH

- Kigi bagina

Sira Ulke ?Eﬂﬂil

1 |Liksemburg 113,533 21 |iztanda 43,226 41 |Estonya 16,380
2 |Katar 97,967 22 |ingittere 39 604 42 |Trinidad ve Tobago 16,603
3 ?‘JDWE‘E 96,591 23 |'veni Zelanda 38,227 43 |Antigua ve Barbuda 16,284
4 |isvigre 84,983 24 |italya 37,046 44 |Barbados 15,799
5 |Avustralya 66,934 25 | Brunei 36,521 45 |Macaristan 14,808
6 | Birlesik Arap Emirlikleri 66,625 26 |ispanya 33,208 46 |Uruguay 14672
7 F)a nimarka 63,003 27 lisrail 32,298 47 |Hirvatistan 14,529
8 |isveg 61,008 28 |Kibris 31,435 48 |Ekvator Ginesi 14,374
9 |Hollanda >1.410 29 |Yunanistan 27,875 49 |l 13,970
10 |Kanada 51,147 30 | Siovenya 25,939 50 |Polonya 13,967
11_{Singapur a0.714 31 |Giney Kore 23,749 51 |Rusya 13,236
12 |Avusturya 50,504 32 |Bahreyn 23,410 52 |Litvanya 13,190
13_|Finlandiya 50,000 23 |Banamalar 23,175 53 |Brezilya 12,917
14 _|Iranda 48,517 34 |Portekiz 22,599 54 |Saint Kitts ve Nevis 12,687
15 |ABD 48,147 35 |Marta 22 058 55 |Letonya 12,226
16 |Belgika 48,110 = e 21,681 56 | Seyseller 11,117
17 | Kuveyt 46,461 37 |Tayean 21,592 57 |Gabon 10,982
18 |Japonya 45774 38 |Cek Cumhuriyeti 20,933 58 |Kazakistan 10,951
L S 44,558 39 |Suudi Arabistan 19,890 59 |Libya 10,873
20 |Fransa 44,401 40 |Slovakya 17,889 60 |Meksika 10,803
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Kisi Basina Disen GSYIH ($)

12.000 7 11.541
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Kaynak: Kalkinma Bakanhdi, 2015-2017 Orta Vadeli Program, Ekim 2014
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GSYIH - GSMH

GSYIH ve Gayri Safi Milli Hasila (GSMH)

GSMEL ven dinemde Glkenin sahip oldugu dretim [akiorlen yvardimuyla elde edi-
len nilai mal ve hizmelderin degeridir. GSYIH ve GSMH arasindaki fark, Glkede
tiretilen ¢iktiim bir kismumin yabanailara ait Gretim fakiGrleri arfindan Gretilmis
olmasindan kavnaklanmaktadir. GSYIH ile GSMH amasindaki fark, yabancilann
kazanchklan ner gelire karshk gelir. GSYIH, GSMH dan biyiikse, iilkenin vaman-
daslannmin tilke disinda kazandiklannm, vabanalann dlkede kazandiklanndan az
olmas: demekrir.

Uretim faktérleri sahipligi GSMH'y1, bulundugu ver GSYIH'v1 tanimla-
maktadir. Ulke vatandaslanmn, Glke disindaki emek ve yatinm gelirleri GSMH'va
dalul edilmekie, GSYH 'va edilmemekiedir. Yabancilann salup oldugu Gretim tak-
Worlen wrafindan dlkede kazamlan net gelir GSYIH 'va girmekie. GSMH'yva ginne-
mekredir. Kisaca, GSYIH da cografi simarlama stz konusudur, GSMHda ise Glke
vatandashg Snemlidir, GSMIL = GSYTH + NFG (Net faktor geliri) dir. NFG = Ul-

(Yildirnm 2003)
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GSMH - Turkiye - 2000-2006

Tirkiye'nin Dolar ve TL bazinda GSMH'sI

Yil || Milyar US-5 || Milyar TL || Buydme %
2006 400.000 575734 6.0
2005 361.500 438.100 1.6
2004 300.600 428900 049
2003 239800 356.700 5.0
2002 180.100 (| 273.500 7.0
2001 146.100 | 176.500 9.5
2000 201.500 125.600 6,3
Kaynak: DIE @




En Blyk Ilk 20 Ekonomi!

En buyiik ilk 20 ekonomi (Cari fiyatlarla GSYH: Milyar $)

2012 2013 2014
1 ABD 16.244.575 ABD 16.724.272 ABD 17.437 B56
2 Cin B8.221.015 Cin 8.939.327 Cin 9.761.201
3 Japonya 2.960.269 Japonya 2.007.203 Japonya 2.228 495
4 Almanya 3429519 Almanya 3.593.238 Almanya 3.747 D66
2 Fransa 2613936 Fransa 2. 738 676 Fransa 2862 508
B Ingiltere 2 ATBBES ngiltere 2 489 674 Ingiltere 2,627 351
7 Breziya 2.253.090 Brezilya 2.190.218 Kusya 2215373
g Kusya 2029813 Rusya 2.117.831 Brezilya 2.169.802
9 ltalya 2014078 ltalya 2.068.366 ltalya 2.147 968
10 Hindistan 1841717 Kanads 1.825.062 Kanada 1 BB6 679
11 Kanads 1821445 Hindistan 1.758.216 Hindistan 1.749 965
12 Avustralya 1.541.700 Avustralya 1.487.971 Avustralya 1.458 907
13 lspanya 1.323.500 kpanya 1.355.660 Meksika 1.395.563
14 Meksika 1.177.398 Mekska 1.327.021 lspanya 1394 371
15 G. Kore 1.129.536 G. Kore 1.197.506 G. Kore 1271252
16 Endonezya B7B.536 Endonezya B67 468 Tiirkiye BGT 325
17 Tiirdye TB5.753 Tiirkiye B22 753 Endonezya 863 208
18 Hollanda TTOBGT Haollanda B00.535 Hollanda 830 006
19 S. Arabistan 711.050 S. Arabistan 71B.472 5. Arabistan 746819
20 Isvicre 63 1.183 IsvicTe 546,199 lsvigre 671 899




Hizmet Nedir?

o Gayri maddi olan ve gereksinimleri gideren
tim faaliyetler (saryer 1996)

o Bir faaliyetin temel amaci veya unsuru
olarak tuketici isteklerini giderici nitelikte,
nelirlenebilen soyut cabalar (uner 1994)

o Uretildigi anda aliciya deger aktaran soyut
OIr Urdn (Konya 1998)




Hizmet Nedir? “Tarihsel Tanimlar”

o Tarimsal faaliyetler digsindaki tum faaliyetler

o Somut bir trdin ile sonuclanmayan tum
faaliyetler

o Bir urunun bigciminde degisiklige sebep
olmayan faaliyet



Hizmetlerin Ozellikleri
o Soyutluk (dokunulmazlik, fiziksel varliga
sahip olmama)
o Heterojenlik (turdes olmama)

1 Uretim ve tiketimin es zamanlihig
(ayrilmazlik)

o Dayaniksiz olmalari (stoklanamama)
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Fiziksel Urlinler ve Hizmetler
Arasindaki Farklar

Fiziksel Urunler

Dokunulabilir

Turdes

Uretim ve dagitim tiiketimden
ayri

Bir nesne s6z konusu

Temel deger fabrikada uretilir

Musteriler genellikle Uretim
surecine katilmaz

Stoklanabilir
Sahiplik transfer edilebilir
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Hizmetler

Dokunulamaz

Turdes degil

Uretim ve tiiketim es zamanl
sureclerdir

Bir faaliyet ya da slrec

Temel deger, alici ve satici
etkilesimlerinde Uretilir

Musteriler Uretime katilirlar
Stoklanamaz
Sahiplik transfer edilemez



Dokunulabilirlik Ozelligine
Gore Siralama - Ornek

O 3&5@rubat

Deterjan
Otomobil
( ) Kozmetik
ast-food
restoran Dokunulmaz unsuriar
baskin
Dokunulur unsurlar I
baskin
Fast- fo-od p
restoran Rek
ajanslan |
Hav ar
Yatinm
Yonetimi
Danismanhk

Egitim
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Hizmet Pazarlama Karmasi

Hizmet
Dagitim
Flyat
Tanitim
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slem yonetimi
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Hizmet

Miktar

Kalite

Seviye

Marka

Hizmet cizgisi

Garanti

Satis sonrasi hizmetler



Hizmet Boyutlari

o Cekirdek (core) hizmet

o Tuketicinin gergekten aradigi sey ne?

o Hizmet hangi gereksinimi tatmin ediyor?
o Somut (tangible) hizmet

o Hizmetin ozellikleri, niteligi, tarzi, markasi

o Tum (augmented) hizmet
o Toplam maliyet ve fayda



Dagitim

o Hizmetlerin nerede ve ne sekilde verileceqi,
sunulma asamasindaki sorunlarin nasil
cozuleceqi ile ilgili

o Dagitim ogesi elemanlari
o Zemin
o Sunum kanallari
o Sunum sigortasi



Flyat

o Sunulan hizmetin niteligi hakkinda ne
soyllyor?
o Fiyat ogesi elemanlari
o Seviye
o Iskonto
o Komisyon

o Taksit donemleri
o Farklihk



Tanitim

2 Urlin pazarlamasina gore hizmetlerin
tanitim daha zor!

o Tanitim ogesi elemanlari
o Reklam
o Kisisel satis
o Satls promosyonu
o Genele aciklik
o Halkla iligkiler
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Tanitim Neleri
Gerceklestirmeye Calisir?

Hizmetin faydasini potansiyel musterilere
haber vermek

Musteri ile hizmeti bir araya getirmek

Hizmeti onceden kullanan kisiye daha
sonra bunu hatirlatmak

Uygun imaji saglayacak talebi elde etmek
Hizmet ve orgutu farklilastirmak



Insan
o Egitim
o Karar yetkisi
o Taahhut
o Uyarim
o Gorunus
a Tavirlar

o Katilma derecesi
o Mustert iletisimi



Personelin Niteligini Yukseltmek Icin

Yapilmasi Gerekenler
o Hizmet personelinin 6zenle seciimesi
o Pazarlama hakkinda hizmet i¢i egitim

o Calisanlarin tutarli davranislar icerisinde
bulunmalarini saglayacak uygulamalar

- Is iliskilerine dayali bir yap!
o Personeli dikkatli bir sekilde kontrol etmek
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Fiziksel Olanaklar

cevre

Mobilya

Renkler

Mizanpa]
Kolaylastirici aletler
Havalandirma



Hizmet Isletmesinin Fiziksel
Ortam Boyutlar

o Ortam kosullari
o Isi, 1siklandirma, muzik...

o lligkili diizen ve fonksiyonel olma

o Makina, donanim ve mobilyalarin duzenler,
boyutlari, sekiller ve aralarindaki iligkiler

o Gerekli isleri yerine getirme ozelligi
- Isaretler, semboller ve maddeler itmer 1992)



Islem Yonetimi

o Hizmetin tuketicinin gereksinim duydugu
anda hazir bulundurulmasi ve belli bir
kalitede sunulmasi

o Islem yonetimi altindaki 6geler
o Politikalar
o Surecler
o Makinalasma
o Karar mekanizmasi
o Musteri katilimi
o Musteri yonlendirmesi
o Aktivite akisi



Kar Amaci Gutmeyen Pazarlama
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Kar Amaci Gutmeyen Pazarlama

o Pazarlamanin kapsamindaki genisleme
a 1960’larin Ikinci yarisi

o 2002 yili sonrasi kar amaci gutmeyen
kuruluslarda pazarlama kullanimi %94

o Kar amaci gutmeyen kurulus: Kisilerin
yasamlarini olumlu yonde degistirmeyi
amac edinen ve bu amaca yonelirken
maddi ¢ikar beklemeyen kurulus
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Kar Amaci Gutmeyen Kuruluslar

Dinle ilgili kuruluglar

Sosyal kuruluslar

Kulturel kuruluslar

Egitim kuruluglari

Koruyucu kuruluslar

Politik kuruluslar

Hayir kurumlari

Sosyal sorumluluk kuruluslari otler 1982)



Kar Amaci Gutmeyen Kuruluslarin
Ozellikler

o Kar amaci gutmeme uzerine odakli

o Temel amaclari topluma deger katmak

o Genellikle hizmet uretimi agirlikl
faaliyetlerde bulunuyorlar

o Kuruluslarin basarilarini olcmede
kullanilabilecek olcut gelistirmek kolay deqil



Kar Amaci Gutmeyen Kuruluslar
ve Pazarlama

o Rekabetin artmasi

o Hizmet kalitesinde dusus

o Teknolojinin hizli bir sekilde gelismesi

o Maliyetlerin artmasi

o Talepteki dusus

o Tuketicinin bilinclenmesi

o Kamu kuruluslarinda butce yetersizligi

o Toplum icinde olumlu bir imaj edinme istegi

o Zaman iginde tuketiciye verilen onemin artmasi



Q

Q

Kar Amaci Gutmeyen Pazarlama

Kisi

Yer
Dusunce
Kurum

Turler
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Kar Amaci Gutmeyen Pazarlama

Trafikte her an, sorumlu davran!

GENCLiK ve SPOR
BAKANLGI =~
AFET ve REHABILITASYON GONULLULERI
Gigli yanmdar icin
www.gard.gowtr
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American Red Cross

- . American Red Cross: Hurricane Sandy
app

Last October, Hurricane Sandy caused widespread damage across the US east coast. This app
created by 3 Sided Cube for the American Red Cross provided a platform for the organisation to
communicate with people in a new way

It provided real-time information which enabled users to track the storm, find the nearest shelter
and contact loved ones. It also offered valuable advice on protecting homes before disaster
slikes.

Manage Merts  New York

140mph

0 1o s
e,

TrepD Trop® Cat1 G2 CHd Cae Cad

Emergency tools 1 1 st
haarricanas

' Flashlight

Strobe Light
© Mightbefore —

) During {meae

0 After | Make a plan

o Planshead First Aid

0 Make a plan




American Red Cross

The app was a success, with:

« 900% increase in engagement with Red Cross preparedness information compared
with previous methods .

« 750,000 downloads.
« 52m page views.
« 15m visits.

+« 11m alerts sent.
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Prostate Cancer UK

Prostate Cancer UK Football League campaign

This was a content marketing campaign, run by Public Zone, which used Prostate Cancer UK's
status as Football League charity partner to raise awareness of the disease amongst football
fans

Fublic Zone built a network of fans representing all 72 Football League clubs, finding the key
influencers for each, those who have built audiences around blogs, Twitter, forums etc

HOME INFORMATION WE CAN HELP RESEARCH GET INVOLVED OHLINE COMMUMITY

DONATE

The best (and worstl)
Football League No9s

Unbelievable! Jeff of all time
Stelling reviews the

Football League
r—r"_.-,. A—

season | \




Prostate Cancer UK

167% traffic increase to the Prostate Cancer UK website In week one.

92% were new users.

Nine of the top 10 referral sites were football sites running campaign activity.

Year-on-year traffic to the website is up more than 70%.
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Istanbul 2020

-4

ISTANBUL 2020

CANDIDATE CITY




TEMA

agacim

“TEMA $

Turkiye Goli0imasiniDiyelGalisiyor




Kar Amaci Gutmeyen

Kuruluslarda Fiyatlandirma
- Uc asama
o Fiyatlandirma amacinin belirlenmesi
o Fiyatlandirma stratejisinin olusturulmasi
o Fiyat degisikliginin yapilip yapilmayacagi



Fiyatlandirma Amaclar!

o Dort farkli fiyatlandirma
o Gelir artirma (surplus maximization)
o Maliyeti karsilama (cost recovery)
o Pazar payini artirma (market size maximization)
o Pazarn yildirma (market disincentivization)



Fiyatlandirma Stratejileri

o Maliyet agirlikli (cost-oriented)
o Talep agirlikli (demand-oriented)
o Rekabet agirlikli (competition-oriented)



/[ The Non-Profit Marketinc x ¥

&« C M [ www.nonprofitmarketingblog.com

Network’\ forGood.

NonProfit Marketing Blog

Ul £lin)IS

SUBSCRIBE BY EMAIL

Want to get the blog in your inbox?
Enter your email (no spamy:.

Preview | Powered by FeedBlitz

SEARCH

ABOUT RESOURCES

What donors want (and how to give it to them)

By Caryn Stein

Fundraising essentials -

The folks at nonprofit research and consulting firm Root Cause have
released a new report that sheds more light on the motivation behind a
donor’s decision-making process. Reinforcing what we learned from the
Money for Good study, Informed Giving: What Donors Want and How
Nonprofits can Provide It also offers insights on donor preferences on
information by type and presentation while offering tips for nonprofits, as




/ I} Nonprofit Marketing Guic x |

Sign Up for Free Membership JNGetanAll*Access'PassH

. .-.. NONPROFIT MARKETING GUIDE.COM o b 4 @ v

Training and tips for do-it-yourself nonprofit marketers Kivi Leroux Miller
Author, Trainer, Coach, Consultant

Home Blog Freebies»  All-AccessPass»  Books & E-Books»  Online Training»  Ask Kivito Speak*  Consulting & Mentoring» ~ About»

Kivi’s New Book Available Now:

Content Marketing

for Nonprofits

CONTENT MARKETING FOR NONPROFITS

Kivi's new book is now shipping!

Six-Month Mentoring Content Marketing for 2014 Nonprofit The First 100 Days of
Program Nonprofits Communications Your New Nonprofit
B g Trends Survey Marketing Job

- 47
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J # Nonprofie marietins « I,

CR [Dwww.fundraising‘l23.orgjnonprofit—marketing

O rssFEED Q%7 dr,

Learning Center

Network /\ for Good.

A Fundraising Guide for the Overworked Nonprofit

Fundraising Social Media Website 101 Email 101 Events 101 Jarketing Webinars Free eBooks

Nonprofit Marketing B

o Effective nonprofit marketing can motivate people to donate, take action and

4 spread the word about your cause. Our experts share best practices and

Mak'e your onl_me communication strategies for reaching supporters and making your mission
donation experience RUEIHEEEIOE

awesome.
Featured Story

The Top 4 Tips for Nonprofit Video Projects

FREE TRAINING

Networkﬁ'.fa rGood.

Jim Havey, Havey Productions

Read Other Nonprofit As a filmmaker with more than 30 years of professional
Marketing Related experience, I have witnessed the ability of film to get to
Articles the heart of a message, faster, and more powerfully than

any other medium. That is why I am passionate about
helping nonprofits use film to their best advantage.

101: Getting Started

Fundraising Essentials Share | H ﬂﬂm Read more...
Donor Retention

Facebook Tips

5 Ways to Use Stories to Increase Donations

Nonprofit Branding Melissa Raimondi, Network for Good

Marketing Strategies There are infinite ways to tell your nonprofit stories, but do
you know which ones will lead to more donations?

num Read more...

Nonprofit
Communications Share | H
Newsletters

Building Your List

Year-End Fundraising Most Recent Nonprofit Marketing Articles

. . » How to Measure the Impact of Your Nonprofit Marketing
Blogging and Online Ever since super-smart statistician Nate Silver brought presidential campaign data
Writing to the headlines in 2012, we've become a metrics-obsessed nation. That's changed

the life of most marketers...

Facebook Ads - Are They Right For Your Nonprofit?

Create a Fundraising Plan Much has been written recently about the changes in Facebook's algorithm and its
pay-to-play philosophy.

What to Expect from a Nonprofit Press Release

MNonprofit Storytelling

Why People Donate

Attracting New Donors Many nonprofits and small businesses want to know exactly what they can expect
from a press release before they sacrifice a dime of their precious marketing
Testing and Tracking budget. Press releases are not...

5 Ways to Use Stories to Increase Donations

Fundraising A | R - - i
undraising Appeals There are infinite ways to tell your nonprofit stories, but do you know which ones
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