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Havaalani Alisverisgileri ve Havaalaninda Satin Almayi Etkileyen Durumsal
Faktorler

Airport Shoppers and Situational Variables Effecting Buying Behavior at Airports

Umran UNDER?
Ozlem ATALIK?

OzZET

Havayolu sektoriinde yasanan serbestlesme, 6zellesme ve kiresellesme gibi 6nemli yapisal degisimlere sebep olan
hareketlerin havaalani sektériine yansimasi Ozellestirme ile birlikte gelen ticarilesme olmustur. Havaalanlarinin
ticarilesmesi, havaalani faaliyetlerine hem ydnetim hem de pazarlama agisindan bir paradigma kaymasini da
beraberinde getirmistir. Havaalanlarinin tek roll yalnizca hava tasimaciligina hizmet etme olarak gorilirken; yeni
bakis agisiyla havaalanlari adeta birer aligveris merkezi olarak goriilmektedir. Geleneksel yonetim anlayisiyla isletilen
havaalanlarinin yegane mdusterisi ve en onemli gelir saglayicisi havayollari iken, ticari havaalani modeli ile
havaalanlarinin musteri portfoyleri genislemistir. Perakendeciler icin yeni bir dagitim kanali olarak ortaya g¢ikan
havaalanlari, farkh milliyetlerden milyonlarca yolcunun giris ¢ikis yaptigl ugrak bir mekan olmanin yaninda seyahat
amaci glitmeyen farkl misteri gruplarini da kendine geken 6nemli bir alisveris mekani olma niteligi kazanmistir. Bu
baglamda bu arastirmada, havaalani alisveriscilerine yonelik misteri bolimlendirmesi, havaalani aligverisgilerinin
satin alim davraniglarini etkileyen durumsal etkiler ve havaalanindaki plansiz satin alimlara iliskin kavramsal bir
gergevenin sunulmasi amaglanmistir.
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ABSTRACT

As a result of structural changes such as liberalization, privatization and globalization in the airline industry, there
have been some structural changes such as privatization and commercialization in the airports, too. Especially after
the commercialization of airports, a new turn was taken in airport management and marketing. Airports pulled
away from their role of only serving air transport and have almost become shopping malls. While in the
traditionally managed airports the only customers and income generators were airlines, with the commercial
airport model the customer portfolios of the airports have expanded. Emerging as a new distribution channel for
the retailers, airports have become important shopping places that attract various customer groups who do not
aim to travel, as well as being places that are frequented by millions of passengers from many different
nationalities. In this context, the aim of the study is to make a conceptual framework for market segmentation of
airport shoppers, situational factors affecting the buying behavior of airport shoppers and impulse buying behavior
at airports.
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