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Pazar Bolumlendirmesi

o Bir kurumun Urun ve hizmetlerine talep
gosteren bireylerin orani ile kurumun urun
ve hizmetleriyle ilgilenmeyen bireylerin
oranina karar verme islemi

o Qu sorularin cevaplari aranir:
o Kurumun musterileri kim?

o Musterilerin gereksinim ve beklentileri ne
kapsamda benzerlik ve farklilik gostermekte?

o Musteriler arasinda en yogun kullanicilar hangi
grup?
o Hizmetleri en az kullananlar kim?
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Pazar Bolumlendirmesi
Cografi yapi

2 Ulke, sehir, bolge, mahalle
Demografik ozellikler

o Cinsiyet, yas, medeni durum, gelir
Psikografik o0zellikler

o Yasam tarzi, kisilik

Davranigsal degiskenler

o Anlayisg, tavir, urun kulanimi
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Pazar Bolumlendirmesi
Olciilebilirlik
Ulasilabilirlik
Ayirt edilebilirlik
Buyikliik
Harekete gecirilebilirlik
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Matrix Summary

for University Faculty

Life- Profession, Self-Orientation Psychological Marketing Ap-
styles Resources Attributes peals
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high resourc-
es

seek knowledge and
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their behawvior and
world views

comfortable, calm,
reflective, content,
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Professional,
high resourc-

Status-oriented: seek
security, social stand-
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ventional, committed
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es ing by achievements. ligy success.
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Boomers materialistic, health, tic as they age. health care
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orderly

world
Vietnam Highly individualistic, Social Individualism and
Group inner directed, spiritual- | justice and personal spirituality,
(1946-"'55) | Iy adventurous, worka- | reform. careers.

holics

Me Group
(1956-"65)

Abnormally high ex-
pectations, prolonged
adolescence, well-edu-
cated, spiritually con-
servative.

Balance
between
work and
family.

Money, non-commit-

ment, personal growth.

Gen. X Pragmatic, action-ori- Shopping n | AIDS, growing racial Job, career.
ened, computer literate, | malls, TW. disharmony, deterio- relationships
non-ideological, entre- education, rating environment
preneurial working

Early Selecting a mate, Progress- Being a responsible Becoming

Adulthood parenting, purchasing ing in consumer, achieving involved in
and establish a home. career, autonomy. communities,

settling interacting
into work. socially.

Middles- Accepting growing Reex- Searching for personal Reewvaluating

cense children, reassessing amining values and meaning, relationships.
marriage, relating to work. reassessing personal

teenage children and
aging parents.

priorities and wvalues,
adjusting to single life.




Market Segmentation

The segmentation of both
the Torontonian and
Montrealer hotel markets
are relatively similar.
These markets currently
have three distinct
segments: Limited-service,
Full-5ervice and Lumury.
Both the full-service and
luxury segments cater to
business travelers. Aside
from the independent
boutigue hotels, almost all
hotel brand names are
present in both markets.
The quality and relative
price of the hotels are
percetved to be the same
in both markets. That said
a hotel in Toronto is
typically 20%-30% more
expensive than a
comparable hotel in
Montreal.

Marriott brands target all
three different segments

(note: the Marriott hotels
are identified by their red
color in the 5TP diagram).
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Hedef Pazarin Belirlenmesi

o Pazar bolumlendirmesi hedef pazarin
belirlenmesi ile baslar

o Hedef pazarin belirlenmesindeki
yaklasimlar:
o Kitle pazarlamasi (mass marketing)
o Urlin farklilastiriimasi (product differentiated)
o Hedef pazarlama (target marketing)



Market Segmentation

How to do it
How to profit from it

Malcolm McDonald and lan Dunbar

BUTTERWORTH
HEINEMANN

AMSTERDAM » BOSTON » HEIDELEERG = LONDON « NEW YORK « OXFORD = PARIS
5AN DIEGO = SAN FRANCISCO = SINGAPORE = SYDMEY « TOKYO
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— Corporate
mission/objectives
— External data
inc. market research

— Internal data
from value delivery

BBY 465, 10 Kasim 2015



Marketing plan(s)
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Define markets Determine value
and segments proposition

X X

| [
Mew market Modifications to value Supplies
oppartunities propositions/marketing strategy {
|

Deliver the product/service

Research & Inbound N
development logistics Operations

Exchange information

Communicate the offer (implement integrated marketing communication plans)

. . Across media:
Design and implement A

marketing communication programmes » Mail

= Telephone

Design programme Negotiate/tailor ® Parsonal contact
[nitiate dialogue Commit ® Elactronic, e.q. internet
Exchange information Exchange value = glr.

Monitor marketing
communication
programmes
Measurement:
Attitudes (e.g.
® FWareness
* perceptions)
Behaviour (e.g.
& conversion rates)

¥

Customer information
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Define markets and understand value

Define markets Analysis

and segments
Determine value proposition

Understand value

Marketing
plan(s)

Design/implement marketing communication programmes
Design programme Negotiate/tailor
Initiate dialogue Commit

Exchange information Exchange value

BBY 465, 10 Kasim 2015
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Pazar Arastirmasi

Market research
Pazar bolumlendirmesi isleminden once

Pazarlari tanimlamayi, olgmeyi ve sinamayi
amaclar

Hangi trtin/hizmet ne amacla, kimler
tarafindan, nasil, ne kadar ve nereden satin
alinmaktadir sorularina cevap verir



Pazar Arastirmasi - Asamalar
o Problemin tanimlanmasi
o Amaclarin tanimlanmasi

o Bilgilerin nereden elde edileceginin
saptanmasi

- Ikincil verilerin toplanmasi

o Arastirma tekniginin tasarlanmasi
5 Orneklemin alinmasi

o Birincil verilerin toplanmasi

o Verilerin analizi

o Bulgularin sunumu
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Cermographics and
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Pazarlama Arastirmasi

o Marketing research
o Pazar arastirmasina gore daha kapsamili

- Isletmenin uzun vadede pazar payini
belirlemeyi amaclar

o Pazarlama karmasini, fiyatlandirma
asamasinli, pazarlama iletisimini inceliyor

o Pazarlama fonksiyonlarina ait sorunlarin
cOzumune yonelik bilimsel
degerlendirmeleri kapsar



Pazarlama Arastirmasi

o Pazarlama firsat ve problemlerini
tanimlama, pazarlama faaliyetlerini
degerlendirme ve olusturma, pazarlama
performansini izleme ve pazarlamay!i bir
islem olarak anlamak i¢in kullanilan bilgi
yoluyla pazarlamaci ile tuketici, musteri ve
toplum arasinda iligki kuran bir islem
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Pazarlama Arastirmasinin
Dayandigi Bilim Dallari

Ekonomi
Psikolojl
Sosyoloji
Istatistik
Muhasebe
Matematik



Pazarlama Arastirmalari Nasil Yapilir?

ao Pazarlama arastirmasi bolumu
o Isletme icinde bir yonetici sorumlu
- Isletme disi kurulus



Pazarlama Arastirmalari

o Temel arastirmalar

o Elde edilecek bilginin uzun ya da kisa
donemde kullanilacagini dikkate almadan,
genel olarak pazarlama sisteminin herhangi bir
yonuyle ilgili bilginin genisletiimesini
hedefleyen cabalar

o Uygulamali arastirmalar

o YOneticilerin belli sorunlarla ilgili daha lyi
kararlar alabilmeleri icin onlara yardimci
olunmasina yonelik calismalar



Pazarlama Arastirmasi - Asamalar

o Problemin belirlenmesi

o Arastirmanin planlanmasi

o Arastirma planinin uygulanmasi
o Verilerin analizi ve yorumu

o Arastirma raporunun yazimi



Bilgi Merkezlerinde
Pazar Bolumlendirmesi:
Universite Kiitiphanesi Ornegi




Universite Kitiiphanesi Kullanicilari

o Universite 6grencileri
o Lisans
o Lisansustu

o Ogretim elemanlar
- Idari personel
2 Universite digi kullanicilar
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Orneklem

Nicin ornekliyoruz?
Ornekleme yontemleri
Evrendeki tum bireyler ayni ozellikte mi?

Evreni olusturan ogelerin secilme sansi esit
olmali

Evrene iligkin veri kaynagimizin niteligi
Orneklem buUyUkIGgi
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Sosyal Bilimler Enstitiisi

Lisansiistit Egitim, Ogretim ve Smav Yanetmeliginin

Kittiiphanecilik Anabilim Dali igin éngérdigii
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Orneklem

Tablo I Ogretim Elemaniarvun Fakitlielere Gore Dagilimi ve Ornekleme

Oranlart

Fakiilte Fakiiltedeki Ogretim  Anket Uygulanan Ornekleme

Elemani Savis Ogretim Elemam Oran
Edebivat 249 64 25.70
Egitim 144 30 25,0
Fen 270 71 26.30)
Giizel Sanatlar 69 25
Iktisadi Idari Bilimler 116 30 25.86
Miihendislik 386 1035 27.20

Toplam 1234 @ 26.82

BBY 465, 10 Kasim 2015 "




Orneklem

Tablo 3: Ornekleme Alinan Ogretim Elemanlarinin Unvanlarina ve Bagl:

Bulunduklart Fakiiltelere Gore Dagilim

Unvan
Fakiilte Ars. Gor,  Uzman  Ogr Gor. Yrd. Dog. Dogent  Profesér  Toplam
Edebivat 20 2 9 13 10 10 64
Egitim 14 . 1 7 1 7 36
Fen 33 5 l 7 9 16 71
Giizel Sanatlar 13 - 2 1 2 1 25
Iktisat 13 - 3 6 2 6 300
Miihendislik 59 l 5 8 13 19 105
Toplam 152 8 24 45 40 62 331

BBY 465, 10 Kasim 2015 "




Orneklem

Tablo 2: Ogretim Elemanlarvmn Unvanlarima Gore Dagifimi ve Ornekleme

Oranlari

Unvan Toplam f-flgrt:tim Anket Uvgulanan Ornekleme

Eleman Savisi Ogretim Eleman: Chrrant
Arastirma Gorevlisi 555 152 27.39
Uzman 36 8 22.22
Ogretim Gorevlisi 86 24 27.91
Yardimer Dogent 187 45 24.06
Docgent 140 40 28.57
Profesir 230 Hh2 26.96
Toplam 1234 331 26.82

BBY 465, 10 Kasim 2015 "




Bulgular |

o Degiskenler
o Cinsiyet
o Unvan
o Fakulte

o Kutuphane kullanimlari
o Kullanip kullanmadiklar
o Hangi hizmetleri kullandiklari
o Nicin kullandiklari
o Nasil kullandiklari




Bulgular Il

Odretim Elemantarmm Cinsivetleri ve Kiitiphane Kullanmlar: Arasindaki Hiski
Kullamyor — Kullanmivor — Toplam
N " N " N "
Cinsiyet Erkek 158 845 20 155 187 1000
Kadm 115 799 29 200 144 1000
Toplam 275 8235 58 175 331 1000

BBY 465, 10 Kasim 2015 "ol




Bulgular [l

Ogretim Elemanlarmm Unvanlaring Gare Kiitiiphane Kullanimlar:

Foullanmiyvor Kullanmivor Toplam
Unvan N Yo N Yo N Yo
Ars. Gdrevhis 133 87.5 19 12,5 152 1000
Lzman + 50,0 | 0.0 & 1000
Odr. Garevlisi 19 792 3 2008 24 1000
Yrd. Docent 31 68,9 14 311 45 1000
Docent 35 87.5 5 12.5 40 1000
Profesdr 3l Al I 17.7 62 1000
Toplam 273 a3 58 17.5 34l 1000

BBY 465, 10 Kasim 2015 -




Bulgular IV

Odretim Flemanlarmm Fakiilteleri Iribarivie Kiitiiphane Kullanimlar:

Fullamyor  Kullanmivor  Toplam
Fakiilte N "« N " I %o
Fen Oy Y3.0 3 7.0 71 1000
Mihendishk 97 924 ] 760 105 o0
Edebivat 52 sl 12 188 AT R
Editim 26 722 10 278 26 1000
Iktisadi Idan Bilimler 149 bas 11 367 300 1000
Cinzel Sanatlar 13 20 12 480 25 1000
Toplam 273 825 58 175 531 1000

BBY 465, 10 Kasim 2015
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Sonuc

o Ogretim elemanlarinin cinsiyetleri ile diger

degiskenler arasinda herhangi bir iligki
olmadigi

o Ogretim elemanlarinin unvanlari ile
kutuphane kullanimi, ogretim elemanlarinin
bagli olduklari fakulte ile kutuphane
kullanimi arasinda istatistiksel agidan
anlamli iligkiler oldugu

o Kuttphanenin pazar bolimlendirmesinde
fakulteleri temel almasi gerektigi
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