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GENEL TANIM / GENERAL DESCRIPTION

Ders Adi / Course Name

Airline Marketing / Airline Marketing

Ders Kodu / Course Code

OSHK258

Ders Tirii / Course Type

Ders Seviyesi / Course Level

Associate / Associate

Ders Akts Kredi / ECTS 4.00
Haftalik Ders Saati (Kuramsal) / 1.00
Course Hours For Week

(Theoretical)

Haftalik Uygulama Saati / Course 2.00
Hours For Week (Objected)

Haftalik Laboratuar Saati / Course 0.00
Hours For Week (Laboratory)

Dersin Verildigi Yl / Year 2

Ogretim Sistemi / Teaching System

Evening Class / Evening Class

Egitim Dili / Education Language

On Kosulu Olan Ders(ler) /
Precondition Courses

Bu dersin 6n kosulu yoktur.

There is no prerequisite for this course.

Amaci / Purpose

Tum diinyada yasanan toplumsal, ekonomik, kiiltiirel, teknolojik ve sosyal degisimler
isletmeler icin tehdit olabildigi gibi firsat da yaratabilmektedir. Bu durum isletmelerin
pazarlama faaliyetlerini basari ile yénetebilmelerine baghdir. Kiiresellesmenin etkisi ile
sinirlarini genisleten rekabet kavrami, isletme amaglarinin ve bu amaglara ulagsmak igin
belirlenecek yol ve yontemlerin 6nemini artirmaktadir. Bu dersin amaci farklilasan tiketici
istek ve ihtiyaclarinin belirlenip isletmeyi bu degisime hizla adapte edebilecek, musterilerle
karli ve uzun dénemli iliskiler kurabilecek pazarlama stratejileri gelistiriimesine katki
saglamaktir.

Social, economic, cultural, technological and social changes experienced all over the
world can create opportunities as well as threats for businesses. This situation
depends on the ability of businesses to manage their marketing activities successfully.
The concept of competition, which expands its boundaries with the effect of
globalization, increases the importance of business objectives and the ways and
methods to be determined to achieve these goals. The aim of this course is to
contribute to the development of marketing strategies that can quickly adapt the
business to this change and establish profitable and long-term relationships with
customers by identifying the differing consumer demands and needs.

igerigi / Content

Bu derste pazarlama kavraminin genel taniminin yani sira bu kavrama dair guincel
yaklasimlar, pazarlamanin zaman igindeki degisim ve gelisimi 6ncelikle olarak konu
edilmistir. Pazarlamanin konusu, kapsami ve gelisimi detaylandirildiktan sonra pazarlama
cevresi, tiiketici davraniglari, Urin, fiyat, dagitim ve tutundurma kavramlari
irdelenmektedir. Bu ders kapsaminda pazarlama yodnetimi sureci de égrencilere
aktarilmaktadir.

In this course, besides the general definition of the concept of marketing, current
approaches regarding this concept, the change and development of marketing over
time are primarily discussed. After detailing the subject, scope and development of
marketing, the concepts of marketing environment, consumer behavior, product, price,
distribution and promotion are examined. Within the scope of this course, the
marketing management process is also transferred to the students.

Onerilen Diger Hususlar /
Recommended Other
Considerations

Staj Durumu / Internship Status

On lisans programlari igin staj 15 is giinii olup, bu sorumluluk staj projesi ile de
gerceklestirilebilmektedir.

For associate degree programs, the internship takes 15 working days, and this
responsibility can also be fulfilled through an internship project.




Kitabi / Malzemesi / Onerilen Anadolu Universitesi, AOF Yayinlar, Pazarlama Yonetimi, Prof.Dr. Bayram Zafer Anadolu Universitesi, AOF Yayinlar, Pazarlama Yonetimi, Prof.Dr. Bayram Zafer

Kaynaklar / Books / Materials / ERDOGAN, Yrd.Dog.Dr. Elif EROGLU
Recommended Reading

ERDOGAN, Yrd.Dog.Dr. Elif EROGLU

Ogretim Uyesi (Uyeleri) / Faculty Ogr. Gér. Canan Seker
Member (Members)

OGRENME GIKTILARI / LEARNING OUTCOMES

1 Pazarlamanin konusu ve kapsamini agiklayabilmek, pazarlama dustncesinin tarihsel geligimini To be able to explain the subject and scope of marketing, to understand the historical development of
anlayabilmek. marketing thought.
2 Pazarlama gevresinin makro ve mikro gevrelerden olustugunu ifade edebilmek, pazarlama gevresini Expressing that the marketing environment consists of macro and micro environments, evaluating the
daha sistematik bir sekilde degerlendirebilmek, pazarlama bilgi sistemini tanimlayabilmek. marketing environment more systematically, defining the marketing information system.
3 Tuketici pazarlarini ve 6zelliklerini ifade edebilmek, tliketici satin alma sureglerine etki eden faktorleri To be able to express the consumer markets and their characteristics, to explain the factors affecting
aciklayabilmek, tuketici satin alma karar siirecini agsamalariyla agiklayabilmek. consumer purchasing processes, to explain the consumer purchasing decision process in stages.
4 Pazarlama yonetim stirecini kavrayabilmek, pazar bolimlendirme ve hedef pazar segimini To understand the marketing management process, to evaluate market segmentation and target
degerlendirebilmek, pazarlama strateji ve taktiklerini agiklayabilmek. market selection, to explain marketing strategies and tactics.
) To be able to understand the concept of product, to explain the concrete and abstract aspects of the
5 Uriin kavramini anlayabilmek, Uriin kavraminin somut ve soyut yoniini anlatabilmek, product concept,
Urtin katmanlar kavramini aciklayabilmek farkl Grtin siniflamalari oldugunu kavrayabilmek. To be able to explain the concept of product layers and to understand that there are different product
classifications.
6 Pazarlama karmasi icerisinde fiyatlamanin 6nemini kavrayabilmek, farkli piyasa tiirlerinde To be able to understand the importance of pricing in the marketing mix, to evaluate pricing decisions
fiyatlandirma kararlarini degerlendirebilmek, isletmeler icin fiyatlandirma amacglarini agiklayabilmek. in different market types, to explain pricing purposes for businesses.
. . . . T . To be able to explain the definition and function of distribution channels, to be able to determine the
7 Dagitim kanallarinin tanimini ve fonksiyonunu agiklayabilmek, dagitim kanali tirlerini belirleyebilmek. types of distribution channels.
8 iletisim stirecini agiklayabilmek, biitiinlesik pazarlama iletisimi yaklasimini kavrayabilmek D E2 EEIE D RN (M6 G e [eeses, (o GempriiEn| e il ez MerEiig
s Giklay ’ $IKP simiy s Y : communication approach.

HAFTALIK DERS iGERIGi / DETAILED COURSE OUTLINE

2/9




Hafta / Week

Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
1 Pazarlamanin Konusu, Kapsami
Subject and Scope of Marketing
. . gretim Yont .. _—
Teorik Dersler / Theoretical Uygulama Lab '(I:')gl:ﬁi;(?;ri/(?l'r;:cmi\rgz Methods On Hazirlik / Preliminary
Techniques
2 Pazarlamanin Tarihsel Geligimi
Development of Marketing
Teorik Dersler / Theoretical Uygulama Lab ?g;ﬁiﬁ:ﬁgtsgig Methods On Hazirlik / Preliminary
Techniques
3 Gincel Pazarlama Yaklagimlari
Current Marketing Approaches
. . Ogretim Yont - _
Teorik Dersler / Theoretical Uygulama Lab Tgl:ﬁill(rlgri/?rgsgig Methods On Hazirlik / Preliminary
Techniques
4 Pazarlama Cevresi/Makro Cevre
Marketing Environment / Macro Environment
gretim YO "
Teorik Dersler / Theoretical Uygulama Lab Ogretim Yontem ve On Hazirlik / Preliminary

Teknikleri/Teaching Methods
Technigues

5 Pazarlama Cevresi/Mikro Cevre

Marketing Environment / Micro Environment
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Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
6 Tiketici Pazar
Consumer Market
. . Ogretim Yontem ve = .
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Technigues
7 Tuketici Davraniglari
Consumer behavior
. . Ogretim Yoéntem ve . o
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
8 Vize Sinavi
Midterm Exam
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁmqeri/(')l'gt:cr:?\i\r,lz Methods On Hazirlik / Preliminary
Technigues
9 Pazarlama Yonetimi
marketing management
. . Ogretim Yoéntem ve x .
Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
10 Pazar Bolimlendirme, Hedef Pazar Se¢imi ve Konumlandirma
Market Segmentation, Target Market Selection and Positioning
. . gretim Yont .. -
Teorik Dersler / Theoretical Uygulama Lab '?eglzﬁill(r;;ri/(?rr;aeg;i\r/\z Methods On Hazirlik / Preliminary
Techniques
11 |Uriin
Product
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Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
12 Fiyat
Price
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab '?glzﬁgll(rlnerils)l'gt:é?]i\rgz Methods On Hazirlik / Preliminary
Technigues
13 Dagitim Kanallari
Distribution channels
. . Ogretim Yont - .
Teorik Dersler / Theoretical Uygulama Lab Tgl:ﬁill(l?;ri/s)rgsgiﬁz Methods On Hazirlik / Preliminary
Techniques
14  |Pazarlama iletisimi Yénetimi
Marketing Communication Management
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁmqeri/(')l'gt:cr:?\i\r,lz Methods On Hazirlik / Preliminary
Technigues
15 Final Sinavi

final examination
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DEGERLENDIRME / EVALUATION

Katki Yiizdesi /

Yariyil (Yil) igi Etkinlikleri / Term (or Year) Learning Activities Nii)l/tlaér Percentage of
Contribution (%)
Ara Sinav / Midterm Examination 1 100
Toplam / Total: 1 100
Basar Notuna Katki Yiizdesi / Contribution to Success Grade(%): 40
Savi/ Katki Yuzdesi /
Yanyil (Yil) Sonu Etkinlikleri / End Of Term (or Year) Learning Activities Nun¥ber Percentage of

Contribution (%)

Final Sinavi / Final Examination 1 100
Toplam / Total: 1 100
Basari Notuna Katki Yiizdesi / Contribution to Success Grade(%): 60

Etkinliklerinin Basar Notuna Katki Yiizdesi(%) Toplami / Total Percentage of Contribution (%) to Success Grade: 100

Degerlendirme Tipi / Evaluation Type:
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IS YUKU / WORKLOADS

Siiresi | Toplam Is Yiikii
Son | S | Gaan o

(Hours) (Hour)
Ara Sinav / Midterm Examination 1 1.00 1.00
Ara Sinav igin Bireysel Calisma / Individual Study for Mid term Examination 1 15.00 15.00
Final Sinavi / Final Examination 1 1.00 1.00
Final Sinavi igiin Bireysel Calisma / Individual Study for Final Examination 1 30.00 30.00
Okuma / Reading 1 9.00 9.00
Bireysel Calisma / Self Study 1 15.00 15.00
Biitlinleme Sinavi / Makeup Examination 1 1.00 1.00
Derse Katilim / Attending Lectures 1 3.00 3.00
Ev Odevi / Homework 1 10.00 10.00
Proje Hazirlama / Project Preparation 1 13.00 13.00
Proje Sunma / Project Presentation 1 2.00 2.00
Toplam / Total: 11 100.00 100.00

Dersin AKTS Kredisi = Toplam g Yiikii (Saat) / 25.00 (Saat/AKTS) = 100.00/25.00 = 4.00 ~ 4.00 / Course ECTS Credit = Total Workload (Hour) / 25.00 (Hour / ECTS) = 100.00 / 25.00 = 4.00 ~ 4.00

PROGRAM VE OGRENME CIKTISI / PROGRAM LEARNING OUTCOMES

Ogrenme Ciktilari / Program Ciktilarn / Program Outcomes
Learning Ouicomes 111112113 114 | 115 | 1.1.6 [ 1.1.7 [ 1.1.8 [ 1.1.9 [1.1.10 [1.1.11[1.1.12[1.1.13[1.1.14

1.Pazarlamanin konusu ve
kapsamini aciklayabilmek,
pazarlama disiincesinin
tarihsel gelisimini
anlayabilmek. / To be able to 3 3 3
explain the subject and scope
of marketing, to understand the
historical development of
marketing thought.
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2.Pazarlama gevresinin makro
ve mikro gevrelerden
olustugunu ifade edebilmek,
pazarlama cevresini daha
sistematik bir sekilde
degerlendirebilmek, pazarlama
bilgi sistemini
tanimlayabilmek. / Expressing
that the marketing environment
consists of macro and micro
environments, evaluating the
marketing environment more
systematically, defining the
marketing information system.

3.Tlketici pazarlarini ve
ozelliklerini ifade edebilmek,
tiiketici satin alma sureglerine
etki eden faktorleri
aclklayabilmek, tiketici satin
alma karar surecini
asamalariyla agiklayabilmek. /
To be able to express the
consumer markets and their
characteristics, to explain the
factors affecting consumer
purchasing processes, to
explain the consumer
purchasing decision process in
stages.

4.Pazarlama yonetim siirecini
kavrayabilmek, pazar
bélimlendirme ve hedef pazar
secimini degerlendirebilmek,
pazarlama strateji ve taktiklerini
aclklayabilmek. / To
understand the marketing
management process, to
evaluate market segmentation
and target market selection, to
explain marketing strategies
and tactics.

8/9




5.Uriin kavramini anlayabilmek,
Uriin kavraminin somut ve
soyut yoéniini anlatabilmek,
Urtin katmanlar kavramini
aciklayabilmek farkli Griin
siniflamalari oldugunu
kavrayabilmek. / To be able to
understand the concept of
product, to explain the concrete
and abstract aspects of the
product concept,

To be able to explain the
concept of product layers and
to understand that there are
different product classifications.

6.Pazarlama karmasi igerisinde
fiyatlamanin énemini
kavrayabilmek, farkli piyasa
turlerinde fiyatlandirma
kararlarini degerlendirebilmek,
isletmeler igin fiyatlandirma
amaglarini agiklayabilmek. / To
be able to understand the
importance of pricing in the
marketing mix, to evaluate
pricing decisions in different
market types, to explain pricing
purposes for businesses.

7.Dagrtim kanallarinin tanimini
ve fonksiyonunu
aclklayabilmek, dagitim kanali
tarlerini belirleyebilmek. / To be
able to explain the definition
and function of distribution
channels, to be able to
determine the types of
distribution channels.

8.Iletisim siirecini
aclklayabilmek, bitiinlesik
pazarlama iletisimi yaklagimini
kavrayabilmek. / To be able to
explain the communication
process, to comprehend the
integrated marketing
communication approach.

Katki Dlzeyi/ Contribution Level

: 1-Cok Dustik / Very low, 2-Dustik / Low, 3-Orta / Moderate, 4-Yiiksek / High, 5-Cok Yiiksek / Very high
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