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Kriz Ortaminda Turizm
Isletmelerinin Pazarlama
Anlayigindaki Farkhliklar: Misir ve
Tunus Siyasal Krizlerinin Turkiye'ye
Yansimasi

Ozet

Bu arastirmada, Misir ve Tunus’taki s6z konusu krizler 6rnek alinarak kiresel
krizlerin neden oldugu belirsizlik ortaminda turizm isletmelerinde ne tir pazar-
lama stratejilerinin 6nem kazandidi ve kuresel krizin turizm isletmelerinde ne-
den oldug@u farkliliklar analiz edilmistir. Bu amag¢ dogrultusunda, faaliyet goste-
ren turizm isletmelerinden A, B ve C grubu seyahat acentalari yéneticilerinin go-
rusleri arastirmaya dahil edilerek 123 isletme ydneticisin gorusleri dederlendir-
meye alinmigstir. Elde edilen veriler frekans, yuzde, aritmetik ortalama, Anova ve
t-testine tabi tutulmustur. Yapilan istatistiksel analizler sonucunda, ankete katilan
isletme yoneticilerinden ¢ogu krizlerden etkilendiklerini belirtmiglerdir. Yoneticile-
rin kriz déneme-lerine iliksin uyguladiklari pazarlama stratejileri ilerleme yoninde
degil, mevcut durumu korumaya yoénelik stratejileri tercih etmektedirler.

Anahtar Kelimeler: seyahat acentasi, kriz, pazarlama, strateji

The Differences on Marketing Thoughts
of Tourism Managements in Global Crises
Atmosphere: The Reflection of Egypt and
Tunisia Political Crises to Turkey

Abstract

In this study, it has been analyzed that marketing strategies important for tourism
managements during global crisis time and differences between tourism agenci-
es with the example from Egypt and Tunisia just crises for this purpose, A, B and
C group travel agencies were included in the survey and the managers of these
establishments, in total 123 travel agencies, were interviewed. Data was obtai-
ned were analyzed through frequency, percentage, mean, Anova and t-test. The
statistical analyses showed that most of the managers participating the survey
stated that they were affected by the crises, crisis strategies conducted by the
managers were not improve—oriented but keeping the actual position.
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