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HEALTH TOURISM IN TURKEY: A PURSUIT
OF WELLNESS

Ozge BUYUK!

1. INTRODUCTION

Health tourism is a type of tourism that encompasses the
activities of people traveling to a destination where health
services are offered. It covers the travels of individuals in search
of services aimed at maintaining their health, well-being, and
wellness, which they cannot afford or have difficulty affording in
their own countries. Tourists who travel with health as a priority
often participate in tourism activities (Jagyasi, 2008; Smith &
Puczkd, 2009). Medical tourism, a subcategory of health tourism,
Is the practice of individuals traveling to other countries to receive
medical services that are unavailable or unaffordable in their own
countries. These services include a wide range of medical
procedures, such as medical operations, diagnostic tests and
treatments, and rehabilitation. They also require the intervention
of qualified healthcare professionals who meet the standards of
the medical authority (Buyuk, 2023). In fact, since it is associated
with different medical specialties and includes various
operations, disabled tourism, geriatric tourism (Biiylik & Akkus,
2022a; 2022b), cancer tourism (Biiyiik & Akkus, 2022c; 2022d),
organ transplant tourism (Balaban & Marano, 2010; Budiani-
Saberi & Delmonico, 2008), dental tourism (Turner, 2008),
fertility tourism (Bergmann, 2011), etc. It can also be divided into

1 Lect, Canakkale Onsekiz Mart University, ozgebuyuk@comu.edu.tr, ORCID:
0000-0003-2058-8510.
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sub-branches. Health tourism and medical tourism differ from
each other in terms of their scope, motivational elements, target
audience, cost elements, duration, and revisit behaviors. For
example, medical tourism includes medical procedures, health
tourism includes both medical procedures and wellness tourism
activities at the same time. In health tourism, individuals travel to
protect, improving, or restoring their mental and physical health;
In medical tourism, people travel to access medical procedures
that they cannot access for any reason. While the target audience
in medical tourism is individuals with health problems, the target
audience in health tourism has a feature that includes both the
target audience of medical tourism and healthy life tourism
(Buytk, 2023Db).

2. MEDICAL TOURISM MARKET AND TURKEY

Tourism is an important element of the world's economy.
The tourism industry contributes significantly to the employment
and foreign exchange earnings of various nations (Buyuk & Can,
2020). As a result, tourists can access higher quality health
services at more affordable prices, while medical tourism
destinations can strengthen their economies thanks to the income
they earn from this sector. In addition, medical tourism has a
significant impact on both the health and tourism sectors. Due to
its rapid growth in recent years, medical tourism has reached a
global volume of approximately 500 billion dollars (UHSAS,
2023) and this industry is expected to grow by 35% every year
(MTA, 2017). Among the reasons underlying the development of
this type of tourism, which today takes the form of visits from
developed countries to developing countries, are high healthcare
costs and long waiting times in the source countries (Ozgelik et
al., 2021), individuals' concerns about health and life after the
COVID-19 pandemic (Blyuk & Can, 2020), increasing the
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quality and access to healthcare in developing countries (Blyik,
2023b), and the widespread use of social and digital media. The
most popular medical tourism destinations in the world in recent
years are countries such as India, Malaysia, Singapore, Cuba,
South Korea, as well as Turkey (Collins et al., 2019). According
to the Turkish Statistical Institute (TUIK, 2023), over 1.2 million
medical tourists visited Turkey in 2022. This influx generated
over 1.5 million dollars (UHSAS, 2023). The post-COVID-19
surge represents a remarkable 308% increase in medical tourists
compared to the previous year. For this reason, Turkey is among
the leading destinations in the medical tourism market, and
considering the last decade, it is among the most preferred
medical tourism destinations globally (Ozcelik et al., 2021).

The country has many opportunities to attract medical
tourists. Among these, that it has a diaspora that creates
significant activity in the medical tourism market and exhibits the
behavior of traveling from the countries they live to Turkey to
receive health services is at the top of the list. People of Turkish
origin living in various parts of the world make medical trips to
the country every year for sufficient reasons such as cultural and
religious unity, price advantages, superiority of medical
technology, short waiting times, health insurance, and etc.
According to the data of the Ministry of Foreign Affairs of the
Republic of Turkey, the number of Turkish citizens living abroad
has reached approximately 6.5 million by 2023, with 5.5 million
of them residing in Europe (MFA, 2023). TUIK (2023) official
statistics reveal that the Turkish diaspora ranks among the top five
source countries of medical tourists visiting Turkey. The
country's favorable climate, thermal resources, and rich historical
and touristic attractions also serve as significant motivators for
medical tourists. This trend is not recent. Data from the Medical
Tourism Association (MTA, 2017) indicates that in 2016-2017,
40% of medical tourists sought healthcare in the USA, 16% in
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Germany, and 12% in Turkey. Turkey's position among the top
three medical tourism destinations is evident.

Turkey's strengths in the medical tourism market include
a strong institutional healthcare system that meets international
standards, easy transportation, unique cultural and demographic
characteristics, a strong tourism infrastructure, and competitive
pricing policies that stand out in the medical tourism market.
Turkey is ranked third in the list of countries recommended by
medical tourism market intermediaries, after India and Costa Rica
(Peters & Sauer, 2011). On the other hand, Turkey's weaknesses
in the medical tourism market include its inadequate advertising
and promotion policies, its lack of institutional cooperation and
coordination, the intercultural understanding and language
problems experienced by medical tourism professionals (Biyuk,
2023a), strategic and political mistakes made in some cases, and
the inadequacy of intermediaries. Turkey's threats in the medical
tourism market include uncertainties and inconsistencies in
insurance systems, as well as examples of service deficiencies,
bureaucratic problems such as visas, or erroneous practices, even
if they are isolated (Biiyiik, 2023b; Seker & Solak, 2020).

3. MEDICAL TOURISM MARKET
ADVANTAGES OF TURKEY

Turkey's growing prominence in the medical tourism
market can be attributed to both global factors such as the aging
of the world's population (Bookman & Bookman, 2007), the
rising cost of healthcare in developed countries (Zhang et al.,
2022), and the ease of transportation (Erdogan & Yilmaz, 2012),
as well as its own unique characteristics. These are, in detail:



Tourism: Theory and Practice

3.1.Advanced Healthcare Infrastructure and
Experienced Healthcare Personnel

Turkey has an advanced healthcare infrastructure. There
are many modern hospitals and clinics equipped with advanced
technologies in the country, and there are many experienced
doctors and nurses working in these institutions (Y1ldiz & Khan,
2016). This advanced healthcare infrastructure makes it easier for
medical tourists coming to the country to access medical services.
The most preferred specializations in medical tourism in the
country include cosmetic surgery, dentistry, ophthalmology,
cardiovascular surgery, orthopedics, oncology, infertility
treatment, IVF, etc. According to data from the International
Healthcare Research Center (IHRC, 2020-2021), Turkey ranks
8th among the countries offering the highest quality medical
tourism services in Europe and 30th in the world. The most
preferred specializations in medical tourism in the country
include cosmetic surgery, including hair transplantation and
facial aesthetics, all dental treatments, ophthalmology, heart
surgery, orthopedics, cancer treatment, infertility treatment,
organ transplants, etc. (Bulyik, 2023b). This advanced
infrastructure also shortens treatment waiting times.

3.2.Short Waiting Time for Surgery and Treatment

Turkey’s advanced healthcare infrastructure and skilled
medical professionals shorten the waiting times that various
countries experience before treatment. This short waiting time is
a major advantage for Turkey, as it is a key factor in medical
tourists’ destination choices. Medical tourists from developed
countries focus on the quality of medical services and the short
waiting times (Cohen, 2008). For example, Tontus (2017) notes
that the waiting time for prostate cancer surgery in any country in
the world can be up to six months, while this operation can be
performed in Turkey within three days at the latest. As is well
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known, the timing of starting treatment is critical in some
diseases, such as cancer. Research has shown that the short
waiting time is a major motivation factor for medical tourists who
come to Turkey for cancer treatment (Biiyiik & Akkus, 2022c;
2022d).

Similarly, it is known that medical tourists who participate
in geriatric tourism activities also prefer short waiting times due
to their age. These tourists also tend to avoid long journeys due
to their general health conditions, choose destinations with
climate conditions that do not strain them, and use alternative
medicine offered by thermal sources in some medical areas such
as orthopedics. From this perspective, Turkey's unique conditions
can offer them important comforts (Biiyilk & Akkus, 2022a;
2022b). On the other hand, according to lle and Tigu (2017), it is
expected that the number of individuals aged 65 and over will
reach 180 million by 2025 due to many factors. This situation will
have an impact on the development of geriatric tourism, which is
one of the types of medical tourism, just like many other types of
medical tourism.

3.3.Affordable Healthcare Services

Healthcare services in Turkey are offered at more
affordable prices than in other countries. It is known that
countries that are prominent in the medical tourism market have
a strategic advantage in terms of price differences. According to
Baser and Abdulkadir (2013), there are significant price
differences between developed countries and developing
countries, especially in the fields of heart surgery, prostheses,
cancer, etc. According to OECD (2021) data, medical services
offered in Turkey cost an average of 20% of the competing
countries in the medical tourism industry, 12.5% of the global
average, 30% of Europe, and 65% of the United States. For
example, the average price for a heart bypass in Turkey is
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$17,200. The same operation costs an average of $123,000 in the
United States. Similarly, medical tourists pay an average of
$1,500 for a dental implant in Turkey, while the same procedure
costs an average of $4,000 in the United Kingdom. This situation
manifests itself as a tendency to focus on the cost factor for
medical tourists coming from developed countries to developing
countries (Cohen, 2008).

Table 1. Vacation, Accommodation and Food costs in the World's
Leading Destinations?

Country Vacation Cost® | Accom. Cost | Food Cost
$) $) $)

Switzerland 287 338 63
USA 283 259 58
France 249 325 45
United Kingdom 191 190 46
Holland 187 198 49
Italy 178 182 48
Greece 166 159 43
Germany 162 160 43
Spain 160 134 40
Singapore 156 198 37
Austria 148 167 40
Portugal 146 126 43
Mexican 127 99 29
South Korea 114 103 17
Thailand 84 72 17
Bosnia and 75 65 29
Herzegovina
Russia 67 61 14
Cuba 41 46 9.97
India 39 34 10
Turkey 32 26 11

Source: (Retrived frome https://www.budgetyourtrip.com)

The same situation is also valid for other costs in the
country. For example, if we look at the big cities, the average

2 Average-per person-daily

3 In major cities of the country
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hotel price per person in Turkey is calculated as $26. For the same
expenses, a tourist needs to pay $126 in the US, $190 in the UK,
and $325 in France. Similarly, while the average daily food cost
in Turkey is $11, the same tourist must spend $58 in the US, $46
in the UK, and $45 in France. The relevant comparisons are
shown in detail in Table 1. Turkey is the cheapest holiday
destination in this list.

3.4.Cultural Advantages of Turkey

Cultural advantages are among the motivation factors that
medical tourists are influenced by, albeit not primarily, from a
secondary or tertiary perspective when developing their travel
intention. It should not be forgotten that although the first driving
force for the trip to occur in medical tourism is even health
concerns, there is also recreational participation in this type of
tourism. If this recreational participation which can vary
depending on the severity of the disease already suffered and the
severity of the operations (Connell, 2011), demographic
situations (Angela et al., 2020; Cohen, 2008; Wongkit &
McKercher, 2013), does not exist, it is also impossible to say that
medical tourism technically exists.

Cultural advantages should be examined under two
separate subheadings as the desire to experience exotic and
different experiences that exist depending on the culture and the
individual’s choice of destinations close to his own culture.
Medical tourists can exhibit two very different trends, such as
traveling to destinations close to their own culture to avoid
difficulties in terms of language, religion, habits, etc., and
experiencing exotic experiences that offer some habits very
different from their own culture. For example, while countries
such as Malaysia, Iran, and Dubai host a significant number of
medical tourists from the Islamic geography surrounding them
(Khan & Alam, 2014; Moghimehfar & Nasr-Esfahani, 2011;
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Rahman et al., 2011; Rokni & Park, 2019), Turkey is
demonstrating the advantage of cultural unity due to the fact that
it hosts a wide range of medical tourists from Turkic republics
and Turkish diasporas (Yirik et al., 2015) besides its religious
unity with Islamic countries.

The second important issue is the desire to experience
different experiences that arise from cultural differences. This is
also a very common behavior among these tourists. Experiences
in countries with high cultural advantages, such as India,
Thailand, Singapore, Cuba, China, and Argentina (Ingram et al.,
2013; Noree et al., 2015; Vindrola-Padros, 2015; Nazneen et al.,
2019), also attract medical tourists. Historical and cultural
advantages in these countries can offer a very rich range of
experiences, from music to gastronomy, which can also affect
medical tourists' destination choices as a side factor. Turkey is in
an advantageous position in medical tourism thanks to its
different culture, rich history, cultural, and gastronomic values
(Bulut & Sengiil, 2019).

3.5.Turkey's Geographic Advantage

Turkey is in the center of the Middle East, Europe, and the
CIS countries. This location makes Turkey an important health
services center for millions of people living in these regions. This
situation increases the accessibility of the country, which is in the
center of various neighboring countries with a total population of
2.5 million (Blyuk, 2023b). A similar advantage to the
advantageous situation that Mexico experiences in medical tourism
due to its proximity to the United States (Ghasemi et al., 2021) is
also valid for Turkey. This accessibility opportunity lowers the
transportation costs and shortens the transportation time to
Turkey, which is in the center of three continents and is rich in
transportation opportunities and diversity (Agazade & Ergiin,
2023). According to the results of a study conducted by Johnson
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and Garman (2015) on a large sample of 195 countries, it was
determined that the cost and duration of travel are important
factors that affect medical tourism. Therefore, Turkey's strategic
advantage due to its geographical location puts it in a stronger
position than its competitors in the medical tourism market.

3.6.Turkey's Accredited Healthcare Facilities

Accreditation is a document that shows that a healthcare
facility provides services that meet international standards. These
accreditations are an indication that healthcare facilities provide
services with high quality standards (Binler, 2015). This situation
creates an important element of assurance for medical tourists and
affects their destination preferences. It is known that one in five
patients in the world prioritize accreditation first in their choice
of healthcare facility (Sag & Zengiil, 2019).

When it comes to international health standards, there are
many healthcare accreditation systems, such as ACHS, CCHSA,
HAS, and AHRQ. However, the most widely used and
comprehensive accreditation organization among these is known
as Joint Commission International (JCI) (Montagu, 2003). As of
2023, there are close to 1,000 accredited healthcare facilities
worldwide by JCI. Accredited healthcare facilities increase
Turkey's competitive power in medical tourism. Accredited
organizations, with their advanced technologies and expert staff,
provide high-quality healthcare services to medical tourists.
Turkey has 34 healthcare facilities that have received JCI
certification and is ranked 7th in the world in terms of accredited
healthcare facilities (JCI, 2023). When looking at the distribution
of accredited healthcare facilities in Turkey, it is seen that they
are concentrated in private hospitals (Sahbaz et al., 2012).

10
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3.7.The Beginning of the Implementation of Policies
for the Development of Medical Tourism in Turkey

The development of medical tourism in Turkey has
accelerated since the 2010s. With the beginning of medical
tourists visiting the country, a series of policies and regulations
have been implemented by the Ministry of Health of the Republic
of Turkey to develop medical tourism. These studies for the
development of medical tourism in Turkey are carried out in order
to evaluate the potential of medical tourism, increase the
competitiveness of Turkey as a medical tourism destination, and
provide medical tourism in a safe, quality, and accessible way.
Within the scope of the studies, the development of the health
infrastructure was prioritized. In this context, many new health
institutions, hospitals, and clinics with technologies meeting
international standards have been built in the country, studies
have been initiated to modernize and strengthen the equipment of
existing institutions, and various promotional campaigns have
been prepared in order to use the existing resources effectively in
medical tourism. In 2019 (Turkey-Legal Gazette, 2018), the
International Health Services Inc. (USHAS), an important step
for the development and promotion of medical tourism in Turkey,
was established by the Ministry of Health of the Republic of
Turkey. USHAS has taken on the duties of providing authorization
certificates to organizations operating health services in Turkey,
making international promotion of medical services, carrying out
mediation activities, producing and implementing projects. With
the establishment of USHAS, it is aimed to carry out the
management and marketing activities of medical tourism in
Turkey in a more systematic and professional way.

At this stage, USHAS has taken on the duties of providing
authorization certificates to organizations operating health
services in Turkey, making international promotion of medical
services, carrying out mediation activities, and producing and

11
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implementing projects. USHAS is working to increase the
number of health institutions with international accreditation for
this goal, promoting Turkey as a medical tourism destination
internationally, and organizing accommodation, transportation,
and other services for medical tourists. In addition, health
institutions that do not have the International Health Tourism
Authorization Certificate are not allowed to provide services to
medical tourists in the Republic of Turkey (Turkey-Legal Gazette,
2017), and tour operators are also required to have the "International
Health Tourism Intermediary Institution Authorization Certificate"
(TURSAB, 2017). At this point, in addition to the fact that health
institutions in the country are being encouraged to have international
accreditation, the institutionalization and development of Turkey's
medical tourism policy are being systematically addressed thanks
to the studies mentioned above.

4. CONCLUSION

Turkey has been one of the most popular medical tourism
destinations in the world in recent years. The country has a
significant medical tourism potential, and it is expected to
become one of the leading players in the growing market. The
evaluation of this potential can provide significant contributions to
the country’s economy. The improvement of policies and
regulations in medical tourism will ensure that medical tourism is
performed in a more transparent and reliable manner. For this,
special attention should be paid to the promotion and marketing
of medical tourism, education, and accreditation activities. The
promotion and marketing of medical tourism will ensure that
potential medical tourists choose Turkey. Increasing the number
of policies and campaigns aimed at the development of medical
tourism by governments and healthcare professionals will
increase interest in medical tourism and contribute to the increase

12
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in the number of accredited healthcare facilities. The
development of education and training activities in medical
tourism will ensure that the medical tourism sector develops in a
more professional manner. The increased importance given by
healthcare organizations to accreditation processes will
contribute to the increase in the number of accredited healthcare
facilities. In particular, the increase in accreditation rates in public
hospitals will further increase Turkey’s competitiveness in
medical tourism.

REFERENCES

Agazade, S., & Ergiin, A. (2023). Medical tourism demand to
tlrkiye: sub-sectoral panel data estimations. Journal of
Quality Assurance in Hospitality & Tourism, 1-19.

Angela, J., Suryono, 1.B., & Wijaya, S. (2020), Profiling Indonesian
medical tourists: a motivation-based segmentation study.
Journal of Economics, Business, and Accountancy Ventura,
23(2), 205-217.

Balaban, V. & Marano, C. (2010). Medical tourism research: A
systematic review. International Journal of Infectious
Diseases, 14(1), e135.

Baser O., & Abdulkadir B., (2013). High-cost patients for cardiac
surgery and hospital quality in Turkey. Health Policy,
109(2), 143-149.

Bergmann, S. (2011). Fertility tourism: Circumventive routes that
enable access to reproductive technologies and
substances. Signs: Journal of Women in Culture and
Society, 36(2), 280-289.

Binler, A. (2015). Tirkiye’nin medikal turizm agisindan
degerlendirilmesi ve politika Onerileri. Ankara: Kalkinma
Bakanlig1 Yayinlari.

13



Tourism: Theory and Practice

Bookman, M.Z., & Bookman, K.R. (2007). Medical Tourism in
Developing Countries, Palgrave Macmillan: New York.

Budiani-Saberi, D. A., & F.L., Delmonico. (2008) Organ trafficking
and transplant tourism: a commentary on the global
realities. American Journal of Transplantation, 8(5), 925-
929.

Bulut, A. & Sengiil, H. (2019). Diinyada ve Tiirkiye’de saglik
turizmi, Yonetim, Ekonomi ve Pazarlama Arastirmalari
Dergisi, 3(1):45-62

Buyiik, O. (2023a). Kiiltiirel Farklar ve Dil Bariyerlerinin Medikal
Turizme Etkisi. (pp. 815-836), E.B. Biger., & O. Sanli (Ed.)
in Sosyal, Insan ve Idari Bilimlerde Giincel
Yaklasimlar, Izmir: Duvar Yaymlari.

Biiyiik, O. (2023b). Tiirkiye ve Diinyada Medikal Turizm: Saglik,
Ekonomi ve Kiiltiiriin Bulugmasi. (pp. 55-76), B.A. Turan.
(Ed.) in Turizm Arastirmalari, Gaziantep: Ozgiir Yaynlari.

Byiik, O. & Can., E. (2020). COVID-19 Salginmin Tiirk turizmine
etkisi: Seyahat ve konaklama endustrileri (zerine
degerlendirme. AHBVU Turizm Fakiiltesi Dergisi, 23 (2),
312-331.

Biiyiik, O., & Akkus, G. (2022a). Geriatric-tourism, PMR, and
thermal treatments in the third age. (pp.1-13). L. Altinay,
O.M. Karatepe, & M. Tuna. (Ed.) in Advances in Managing
Tourism Across Continents 2, Florida: USF M3 Publishing.

Biiyiik, O., & Akkus, G. (2022b). Geriatrik-turizmin {igiincii yas
turizminden ayrilan yonleri ve fizik tedavi rehabilitasyon ve
termal tedavilerle iliskisi. Journal of Tourism Intelligence
and Smartness, 5(2), 112-131.

Biiyiik, O., & Akkus, G. (2022c). Kanser ve tip turizmi: Turizm-
onkoloji. Journal of Current Debates in Social Sciences,
5(Special Issue-1), 1-19.

14



Tourism: Theory and Practice

Biiyiik, O., & Akkus, G. (2022d). Tourism-oncology: More than
treatment. University of South Florida (USF) M3
Publishing, 16(9781955833080), 4.

Chaulagain, S., Jahromi, M.F., & Fu, X. (2021). Americans'
intention to visit Cuba as a medical tourism destination: A
destination and country image perspective. Tourism
Management Perspectives, 40, 100900.

Cohen, E. (2008). Medical tourism in Thailand. Augsb E-Journal,
1(1), 24-37.

Collins, A., Medhekar, A., Wong, H. & Cobanoglu, C. (2019).
Factors influencing outbound medical travel from the USA.
Tourism Review, 74(3), 463-479.

Connell, J. (2011). A new inequality? Privatization, urban bias,
migration, and medical tourism. Asia Pac. Viewp, 52(3),
260-271.

Erdogan, S., & Yilmaz, E. (2012). Medical Tourism: An assessment
on Turkey. (pp.1045-1060) Proceedings of the 10th
International Conference on Knowledge, Istanbul: Economy
and Management.

Ghasemi, P., Mehdiabadi, A., Spulbar, C., & Birau, R. (2021).
Ranking of sustainable medical tourism destinations in Iran:
an integrated approach using fuzzy swara-promethee.
Sustainability, 13(2), 683.

Giilmez, M. (2017). Saglik Turizminde Oncli Ulkeler, Turizm
Politikalar1 ve Pazarlama Stratejileri. (pp. 161-194). D.
Tengilimioglu (Ed.) in Saglik Turizmi. Ankara: Siyasal
Kitabevi.

https://eskapas.com/medical-tourism-in-turkey/; (03.11.2023).
https://medglobalsolution.com/cost-compariso (04.11.2023).
https://www.budgetyourtrip.com (09.11.2023).

15


https://medglobalsolution.com/cost-compariso
https://www.budgetyourtrip.com/

Tourism: Theory and Practice

IHRC. (2020-2021). Medical tourism index-global destination.
https://assets.website-
files.com/5d8aac42c851d2d6528d50d 4/5 fodf
13e57906e9f895e3767 2020-2021 Medical Tourism Index
Overall Ranking.pdf. (13.10.2023).

Ile, F.L., & Tigu, G. (2017, March). Medical tourism market trends-
exploratory research. (pp.1111-1121) in Proceedings of the
International Conference on Business Excellence 11(1).

Ingram, H., Tabari, S., & Watthanakhomprathip, W. (2013). The
impact of political instability on tourism: case of Thailand.
Worldwide hospitality and tourism themes, 5(1), 92-103.

Jagyasi, R. (2008). Medical tourism: A new opportunity for
developing countries. International Journal of Tourism
Research, 10(6), 407-418.

JCI.  (2023). Joint Commission International Accredited
Organizations.
https://www.jointcommissioninternational.org  /who-we-
are/accredited-organizations/#sort=%40aoname%?2
Oascending (14.11.2023).

Johnson, J.T., & Garman, A.N. (2015). Demand for international
medical travel to the USA. Tourism Economics, 21(5),
1061-1077.

Khan, S., & Alam, M.S. (2014). Kingdom of Saudi Arabia: A
potential destination for medical tourism. Journal of Taibah
University Medical Sciences, 9(4), 257-262.

Lunt, N., Smith, R., Exworthy, M., Green, S.T., Horsfall, D., &
Mannion, R. (2011). Medical tourism: Treatments, markets,
and health system implications: A scoping review. Paris:
OECD Directorate for Employment Labour and Social
Affairs, https://www.oecd.org/els/health-
systems/48723982.pdf (13.11.2023).

16


https://assets.website-files.com/5d8aac42c851d2d6528d50d%204/5%20f0df%2013e57906e9f895e3767_2020-2021%20Medical%20Tourism%20Index%20Overall%20Ranking.pdf
https://assets.website-files.com/5d8aac42c851d2d6528d50d%204/5%20f0df%2013e57906e9f895e3767_2020-2021%20Medical%20Tourism%20Index%20Overall%20Ranking.pdf
https://assets.website-files.com/5d8aac42c851d2d6528d50d%204/5%20f0df%2013e57906e9f895e3767_2020-2021%20Medical%20Tourism%20Index%20Overall%20Ranking.pdf
https://assets.website-files.com/5d8aac42c851d2d6528d50d%204/5%20f0df%2013e57906e9f895e3767_2020-2021%20Medical%20Tourism%20Index%20Overall%20Ranking.pdf
https://www.jointcommissioninternational.org/
https://doi.org/https:/doi.org/10.5367/te.2014.0393
https://doi.org/https:/doi.org/10.5367/te.2014.0393
https://www.oecd.org/els/health-systems/48723982.pdf
https://www.oecd.org/els/health-systems/48723982.pdf

Tourism: Theory and Practice

MFA. (2023). Yurtdisinda Yasayan Tiirk Vatandaglari,
https://www.mfa.gov.tr/yurtdisinda-yasayan-turkler_.tr.mfa
(11.11.2023)

Moghimehfar, F., & Nasr-Esfahani, M. H. (2011). Decisive factors
in medical tourism destination choice: A case study of
Isfahan, Iran, and fertility treatments. Tourism
Management, 32(6), 1431-1434.

Montagu, D. (2003). Accreditation and other external quality
assessment systems for healthcare, dfid healt systems
resource  centre. Erisim  adresi  http://www.heart-
resources.org/wp-
content/uploads/2012/10/Accreditationand-other-external-
quality-assessments.pdf.

MTA. (2017). Global Buyers Survey 2016-2017, https://documents.
pub/download/2016-2017-globalbuyers-surveymedic-
global-buyers-survey-this-is-3-4-of-the , (23.11.2023).

Nazneen, S., Xu, H., & Din, N. (2019). Cross-border infrastructural
development and residents' perceived tourism impacts: A
case of China-Pakistan economic corridor. International
Journal of Tourism Research, 21(3), 334-343.

Noree, T., Hanefeld, J., & Smith, R. (2015). Medical tourism in
Thailand: A cross-sectional study. Bulletin of the World
Health Organization, 94(1), 30-36.
https://doi.org/10.2471/blt.14.152165

OECD. (2021). Health at a Glance 2021-OECD Indicators, https:/
Iwww.oecd-ilibrary.org/docserver/ae3016b9-
en.pdf?expires=
1685776923&id=id&accname=guest&checksum=F2F3A8
47CACF9224F6F0CO6EAD752D19 (03.11.2023).

Ozcelik, A., Giil, I. & Kizihrmak, 1. (2021). Saglik turizmi isleyis
slirecinin seyahat acentalar1 acisindan degerlendirilmesine

17


https://www.mfa.gov.tr/yurtdisinda-yasayan-turkler_.tr.mfa
http://www.heart-resources.org/wp-content/uploads/2012/10/Accreditationand-other-external-quality-assessments.pdf
http://www.heart-resources.org/wp-content/uploads/2012/10/Accreditationand-other-external-quality-assessments.pdf
http://www.heart-resources.org/wp-content/uploads/2012/10/Accreditationand-other-external-quality-assessments.pdf
http://www.heart-resources.org/wp-content/uploads/2012/10/Accreditationand-other-external-quality-assessments.pdf
https://documents/
https://doi.org/10.2471/blt.14.152165
https://www.oecd-ilibrary.org/docserver/ae3016b9-en.pdf?expires=1685776923&id=id&accname=guest&checksum=F2F3A847CACF9224F6F0C06EAD752D19
https://www.oecd-ilibrary.org/docserver/ae3016b9-en.pdf?expires=1685776923&id=id&accname=guest&checksum=F2F3A847CACF9224F6F0C06EAD752D19
https://www.oecd-ilibrary.org/docserver/ae3016b9-en.pdf?expires=1685776923&id=id&accname=guest&checksum=F2F3A847CACF9224F6F0C06EAD752D19
https://www.oecd-ilibrary.org/docserver/ae3016b9-en.pdf?expires=1685776923&id=id&accname=guest&checksum=F2F3A847CACF9224F6F0C06EAD752D19
https://www.oecd-ilibrary.org/docserver/ae3016b9-en.pdf?expires=1685776923&id=id&accname=guest&checksum=F2F3A847CACF9224F6F0C06EAD752D19

Tourism: Theory and Practice

yonelik bir uygulama, Istanbul &rnegi. Turizm Calismalari
Dergisi, 3(1), 55-69.

Peters, C.R., & Sauer, K.M. (2011). A survey of medical tourism
service providers. Journal of Marketing Development and
Competitiveness, 5(3), 117-126.

Rahman, M. K., Zailani, S., & Musa, G. (2017). Tapping into the
emerging Muslim-friendly medical tourism market:
evidence from Malaysia. Journal of Islamic Marketing, 8(4),
514-532.

Rokni, L., & Park, S. (2019). Medical tourism in Iran, reevaluation
on the new trends: A Narrative Review. Iranian Journal of
Public Health, 48, 1191-1202.

Sag, 1., & Zengiil, F.D. (2019). Why medical tourists choose Turkey
as a medical tourism destination? Journal of Hospitality and
Tourism Insights, 2(3), 296-306.

Sahbaz, R., Akdu, U., & Akdu, S. (2012). Tiirkiye’de medikal
turizm uygulamalari; Istanbul ve Ankara 6rnegi. Balikesir
Universitesi SBE Dergisi, 15(27), 267-296.

Seker, M., & Solak, M. (2020). The Collapse in tourism during the
Pandemic: Expectations and opportunities for the health
tourism. Iginde (Ed.: M. Seker, A. Ozer & C. Korkut)
Reflections on the Pandemic, 599. Ankara: Turkiye Bilimler
Akademisi Yaynlari.

Smith, M. & Puczkd, L. (2009). Health and wellness tourism: Spas
and medical tourism. Journal of Hospitality and Tourism
Management, 16(2), 110-117.

Tontus, H.O. (2017). Saglik Turizmi Nedir? TC Saglik Bakanlig
Saglik Hizmetleri Genel Mudurligu, Saglik Turizmi Dairesi

Baskanlig Yayini,
shgmturizmdb.saglik.gov.tr/Eklenti/10944/0/02pdf.pdf,
(03.10.2023).

18



Tourism: Theory and Practice

TUIK. (2023). Tiirkiye Istatistik Kurumu Medikal Turizm
[statistikleri,
https://ty.tuik.gov.tr/Request/DynamicRequest?
[d=C4mE1YEOIGZ7rlOgSBOIUZjyYzEXZXxvbFLS29SWG
zcLayZchoYmtTMGhyLtPWMYT, (01.11.2023).

Turkey-Legal Gazette. (2017). Uluslararast Saglik Turizmi ve
Turistin Saghgr Hakkinda Yonetmelik, https://www.resmi
gazete.gov.tr/eskiler/2017/07/20170713-3.htm
(08.10.2023).

Turkey-Legal Gazette. (2018). 663 sayili Kanun Hiikmiinde
Kararname. https://www.mevzuat.gov.tr/mevzuat?Mevzuat
No=663&MevzuatTur=4&MevzuatTertip=5 (09.11.2023).

Turner, L. (2008). Cross-border dental care:'dental tourism'and
patient mobility. British dental journal, 204(10), 553-554.

TURSAB. (2017). Uluslararas1 saglik turizmi araci kurulusu yetki
belgesi hakkinda duyuru,
https://www.tursab.org.tr/haberler/ uluslararasi-saglik-
turizmi-araci-kurulusu-yetki-belgesi-hakkinda-
duyuru_16654 (18.10.2023).

USHAS. (2023). Saglik turizmi verileri, https://www.ushas.com.tr/
en/health-tourism-data/ (03.11.2023).

Wongkit, M., & McKercher, B. (2013). Toward a typology of
medical tourists: a case study of Thailand. Tourism
Management, 38(1) 4-12.

Yirik, S., Ekici, R., & Baltact, F. (2015). Turkiye ve Dlnyada saglik
turizmi (MedikalTurizm). Ankara: Detay Yayincilik.

Yildiz, M S., & Khan, M.M. (2016). Opportunities for reproductive
tourism: cost and quality advantages of Turkey in the
provision of in-vitro Fertilization (IVF) services. BMC
health services research, 16(a), 1-8.

19


https://ty.tuik.gov.tr/Request/DynamicRequest?%20Id=C4mE1YEOIGZ7rlOqSB0lUZjyYzExZxvbFLS29SwGzcLayZchoYmtTMGhyLtPwMYT
https://ty.tuik.gov.tr/Request/DynamicRequest?%20Id=C4mE1YEOIGZ7rlOqSB0lUZjyYzExZxvbFLS29SwGzcLayZchoYmtTMGhyLtPwMYT
https://ty.tuik.gov.tr/Request/DynamicRequest?%20Id=C4mE1YEOIGZ7rlOqSB0lUZjyYzExZxvbFLS29SwGzcLayZchoYmtTMGhyLtPwMYT
https://www.mevzuat.gov.tr/mevzuat?Mevzuat%20No=663&MevzuatTur=4&MevzuatTertip=5
https://www.mevzuat.gov.tr/mevzuat?Mevzuat%20No=663&MevzuatTur=4&MevzuatTertip=5
https://www.tursab.org.tr/haberler/
https://www.ushas.com.tr/%20en/health-tourism-data/
https://www.ushas.com.tr/%20en/health-tourism-data/

Tourism: Theory and Practice

Zhang, W., Qin, Z., & Tang, J. (2022). Economic benefit analysis of
medical tourism industry based on Markov model. Journal
of Mathematics, 2022, 1-9.

20



CUSTOMER CITIZENSHIP BEHAVIOR IN
HOSPITALITY ENTERPRISES

Engin TENGILIMOGLU?
Erkan AKGOZ?2

1. INTRODUCTION

Globalization has a significant impact on the service
industry, as it does in other sectors. Therefore, service businesses
must improve their competitiveness to thrive and survive in
today's economy (Yi and Gong, 2008a). As service businesses
face the ongoing challenges of gaining and maintaining
competitive advantage both locally and globally (Liu et al., 2020),
they are actively seeking novel approaches to increase their
competitive advantage (Zhu et al., 2021). While businesses used
to focus primarily on gaining a competitive advantage through
their employees (Yi and Gong, 2006), in recent years, a new
emphasis has emerged that center on customers rather than
employees (Groth, 2005; Liu and Tsaur, 2014; Balaji, 2014; Kim
and Choi, 2016; Tung et al., 2017; Tonder et al., 2018). This shift
in focus has become increasingly important in today's market.
Particularly in service industries that intensively target
international markets, such as tourism, the motivation for
customers to voluntarily perform positive extra-role behaviors is
steadily increasing in order to achieve global competitiveness
(Kim and Choi, 2016; Laraetal., 2017; Tung etal., 2017; Hossain

L Assist. Prof., Selcuk University, B.A.A. Tourism Faculty, Tourism Management
Department, entengilimoglu@selcuk.edu.tr, ORCID: 0000-0001-7080-6147.

2 Assoc. Prof., Selcuk University, Tourism Faculty, Tourism Management
Department, eakgoz@selcuk.edu.tr, ORCID: 0000-0001-6723-0271.

21



Tourism: Theory and Practice

etal., 2020; Liu et al., 2020). Today, customers are recognized as
not only service consumers, but also as potential human resources
that perform positive behaviors for organizations (Groth, 2005;
Chung, 2006; Bove et al., 2009; Liu and Tsaur, 2014; Zhu et al.,
2016; Choi and Lotz, 2018; Woo, 2019; Gong and Yi, 2019;
Hossain et al., 2020). Therefore, the customer's role is
transforming from solely being a service consumer (Chung, 2006)
to being a partial or temporary employee of the enterprise (Liu
and Tsaur, 2014; Zhu et al., 2016; Woo, 2019; Gong and Yi,
2019; Hossain et al., 2020), which affects various aspects such as
quality and performance (Bove et al., 2009; Choi and Lotz, 2016;
Xie et al., 2017). Nowadays, managing customers as well as
employees in the context of human resources (Yi and Gong,
2008a) has become an increasingly important issue for enterprises
(Kim and Choi, 2016; Tonder et al., 2018; Zhu et al., 2021) in
order to provide sustainable competitive advantage (Bove et al.,
2009; Fowler, 2013; Tung et al., 2017) through increased quality
and performance (Yi and Gong, 2006; Xie et al., 2017; Woo,
2019; Li and Wei, 2020; Liu et al., 2020). In this context,
enterprises are increasingly trying to involve their customers in
the service production process (Yi and Gong, 2006) with various
practices based on the co-production approach (Choi and Hwang,
2019).

Customers may engage in behaviors that contribute to the
enterprise during and after the service purchase process, similar
to employees (Bettencourt, 1997; Groth, 2001; Yi and Gong,
2008a; Bove et al., 2009; Cova and Dalli, 2009; Kim and Choi,
2016; Choi and Lotz, 2016; Liu et al., 2020). These behaviors
refer to the behaviors of customers towards the enterprise,
employees and other customers that affect the performance and
quality of the enterprise (Yi and Gong, 2006; Chung, 2006; Xie
et al., 2017; Woo, 2019; Li and Wei, 2020). These behaviors are
categorized into two main headings, as in-role and extra-role
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behaviors (Bettencourt, 1997; Groth, 2005; Bove et al., 2009;
Balaji, 2014; Choi, 2015; Choi and Lotz, 2016; Woo, 2019). In-
role behaviors refer to the behaviors expected from the customer
and necessary for the success of service delivery (Bove et al.,
2009; Choi, 2015; Woo, 2019). For instance, customers are
expected to complete registration forms during check-in process
or serve themselves in a self-service restaurant. These in-role
behaviors are necessary for receiving the service, and the
customer must perform them. Customer involvement and co-
production approach can be given as examples of in-role
customer behaviors in which the customer must participate in
service production and/or delivery processes in order for service
delivery to take place (Choi, 2015; Woo, 2019; Choi and Hwang,
2019). In this approach, the customer must carry out the
prescribed behaviors to receive the service (Bove et al., 2009).
Otherwise, service delivery will not be possible. On the other
hand, extra-role behaviors, refer to voluntary customer behaviors
that are not necessary for service delivery (Groth, 2005; Yi and
Gong, 2008a; Choi, 2015; Choi and Lotz, 2016; Woo, 2019).
While extra-role behaviors contribute to the enterprise with the
value they create, they are not expected to be performed by
customers in terms of service delivery (Groth, 2001; Bove et al.,
2009; Choi, 2015; Tung et al., 2017). For instance, customers
helping staff, sharing service experiences with management, or
giving positive feedback about the company to others can be
shown among the extra-role behaviors. The main difference
between in-role and extra-role behaviors is necessity and
obligation. Thus, while in-role behaviors refer to obligatory
behaviors that are necessary for service production, extra-role
behaviors consist of voluntary behaviors that are not necessary
for service production (Ferraz, 2018; Tonder et al., 2018).
Previous studies on customer behavior primarily focused on in-
role behaviors, like co-production (Gruen et al., 2000; Auh et al,
2007; Rauyren and Miller, 2007; Balaji, 2014). However, there
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has been a growing interest in extra-role behaviors from
customers, such as customer citizenship behavior (Yi and Gong,
2006; Yiand Gong, 2008b; Kim and Choi, 2016; Xie et al., 2017;
Tung et al., 2017; Hossain et al., 2020; Zhu et al., 2021).

Customer citizenship behavior has arisen due to the
adaptation of organizational citizenship behavior (Organ, 1988),
a concept that has frequently appeared in management literature
(Groth, 2005; Bove et al., 2009; Yi and Gong, 2013; Choi and
Lotz, 2018). This adaptation occurred because customers are now
seen as partial employees (Ford, 1995), with the belief that they
can perform citizenship behavior in the same way as employees
(Bettencourt, 1997). Different terminology has been utilized in
the conceptualization of customer citizenship behavior. Ford
(1995) introduced the concept of voluntary customer behavior,
which was later emphasized by Bettencourt (1997) as voluntary
customer performance. Ahearne et al. (2005) addressed the issue
using the term customer extra-role behaviors. Later, Groth (2005)
introduced the widely accepted concept of customer citizenship
behavior to the literature. Subsequently, Bove et al. (2009)
brought attention to the concept of customer organizational
citizenship behavior and accentuated its importance in
organizations, which served as the foundation for further research
on the subject. Although different terms have been used by
different authors (Ford, 1995; Bettencourt, 1997; Ahearne et al.,
2005; Groth, 2005; Bove et al., 2009), it can be considered that
the concepts used have similar meanings (Yi and Gong, 2008a;
Choi, 2015; Kim and Choi, 2016; Lara et al., 2017; Tung et al.,
2017; Choi and Lotz, 2018). Nguyen et al. (2014) contend that
customers may exhibit various forms of voluntary behaviors.
Subsequently, the authors put forward different dimensions of
customer citizenship behavior that highlight diverse types of
voluntary behaviors. The most common of these dimensions are
feedback (Groth, 2005; Bove et al., 2009; Yi and Gong, 2013),
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helping (Groth, 2005; Bove et al., 2009; Yi and Gong, 2013),
advocacy (Yi and Gong, 2013) and tolerance (Yi and Gong,
2013). Bettencourt (1997) defines customer citizenship behavior
as voluntary actions carried out by customers which affect the
quality of service offered by an enterprise. Similarly, Groth
(2005) describes customer citizenship behavior as being those
voluntary and discretionary behaviors of customers that are not
necessary for the successful production and/or delivery of the
service, but that contribute to the enterprise in general. According
to Ford (1995), customers may engage in voluntary behaviors
such as reporting business-related problems to employees and
recommending the business to others. Similarly, Bettencourt
(1997) noted that customers may engage in voluntary behaviors
such as sharing positive experiences with others and developing
positive attitudes towards other customers and employees.
According to Groth (2005), customers can engage in voluntary
behaviors, such as assisting other customers and sharing new
ideas with the business, that can contribute to the improvement of
the service. These behaviors are described as customer citizenship
behaviors that the business does not need for service delivery or
provision, but when exhibited, they will contribute to the quality
and performance of the enterprise (Fowler, 2013; Mandl and
Hogreve, 2020; Li and Wei, 2020; Zhu et al., 2021). Behaviors
such as these can have a positive impact on employee
performance, the business, and even other customers. This can
contribute to the creation of a desirable environment for all parties
involved in the service delivery process (Bove et al., 2009).
Previous research has demonstrated that customer citizenship
behavior has a positive impact on various factors, including
business performance (Xie et al., 2017; Gong and Yi, 2019),
marketing activities (Chung, 2006), service quality (Choi and
Lotz, 2016; Liu et al., 2020), and customer satisfaction
(Bettencourt, 1997; Woo, 2019; Zhu et al., 2021). The positive
results have generated interest in the subject in both academia and
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industry (Gilde et al., 2011; Jung et al., 2017; Ferraz, 2018).
Investigating the factors underlying customers' voluntary
behaviors that contribute to the enterprise has also become an
important topic (Choi, 2015; Dang and Arndt, 2017; Gong and
Yi, 2019; Li and Wei, 2020; Zhu et al., 2021).

Customer citizenship behavior is theoretically based on
(Groth, 2001; Balaji, 2014; Choi, 2015; Tonder and Beer, 2018;
Ferraz, 2018) social exchange theory (Blau, 1964). In social
exchange theory, it is known that personal relationships between
parties are based on perceived benefits and costs in the social
exchange process. The benefit obtained by one of the parties in
the relationship creates an obligation to reciprocate (Blau, 1965;
Groth, 2005; Gilde et al., 2011; Xie et al., 2017; Chan et al.,
2019). In the context of social exchange theory, the customer's
benefit as a result of the exchange between the enterprise and the
customer may create a sense of obligation to reciprocate to the
enterprise (Groth, 2001). The customer may exhibit some
voluntary behaviors that will contribute to the enterprise with the
desire to reciprocate the benefits (Yi and Gong, 2008b; Di et al.,
2010; Xie et al., 2017; Dang and Arndt, 2017; Tung et al., 2017;
Gong and Yi, 2019).

The labor-intensive nature of hospitality enterprises
(Johnston and Fern, 1999; Fu, 2003; Kog, 2017) and simultaneous
consumption characteristics (Zeithaml et al., 1985) lead to intense
interactions between customers and employees (Lewis and
McCann, 2004; Tsao, 2018) and customers and other customers
(Tung et al., 2017) in the service delivery process. The analysis
of customers' personal interactions with employees and other
customers during the service delivery process can be conducted
using the social exchange theory (Yi and Gong, 2006). From this
perspective, customer reciprocity may be triggered by beneficial
behaviors displayed by employees or other customers. Therefore,
each interaction a customer has during the service delivery
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process has the potential to result in customer citizenship.
Previous research has demonstrated that interactions with
enterprises (Verleye et al., 2014; Nguyen et al., 2014; Cheng et
al., 2016), employees (Yi and Gong, 2008a; Bove et al., 2009;
Chan et al., 2017; Chen et al., 2019), and other customers (Yi et
al., 2013; Kim and Choi, 2016; Jung and Yoo, 2017) have a
significant impact on customers' citizenship behaviors.

Customer citizenship behavior is a relatively new topic
that emerged in marketing literature in the late 1990s (Ford, 1995;
Bettencourt, 1997; Groth, 2005). In the field of tourism, there is
a growing interest in customer citizenship behavior (Lara et al.,
2017; Liu et al., 2020); however, further studies are needed to
fully understand this phenomenon (Tung et al., 2017; Hossain et
al., 2020). Services are produced, delivered, and consumed
simultaneously in an environment where customers are physically
in attendance (Zeithaml et al., 1990). In this context, it can be
stated that there is a significant interaction between customers,
employees, and even other customers (Tung et al., 2017; Tsao,
2018). It is known that interactions in such service spaces
significantly affect business performance (Kelley et al., 1990; Yi
and Gong, 2006; Liu and Tsaur, 2014). In this respect, it is seen
that the studies conducted in the field of hospitality industry focus
on how customer behaviors can contribute to business
performance (Lara et al., 2017). According to Lara et al. (2017),
customer citizenship behavior can lead to a reduction in hotel
costs, prevent potential problems, and avoid wasting hotel
resources. In this context, it is important for enterprises to
understand how to motivate their customers to engage in
customer citizenship behavior (Bettencourt, 1997; Yi and Gong,
2008a; Kim and Choi, 2016). Effective management of customer
behavior is crucial for maintaining a competitive advantage in the
enterprise (Bettencourt, 1997; Groth, 2001).
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2. CUSTOMER CITIZENSHIP BEHAVIOR
CONCEPT AND DEVELOPMENT PROCESS

Customer citizenship behavior is a novel approach that
emerged as a result of the adaptation of organizational citizenship
behavior to customers (Bettencourt, 1997; Yi and Gong, 2008a;
Bove et al., 2009; Choi, 2015; Choi and Lotz, 2016), when
customers started to be considered as partial employees who
contribute to value creation by firms (Groth, 2005). There are
similarities between the organizational citizenship behavior
performed by employees and customer citizenship behavior
because of its fundamental basis. Both approaches involve
voluntary behaviors that benefit the enterprise (Choi, 2015).
While organizational citizenship focuses on voluntary behaviors
performed by employees towards the enterprise, customers and
other employees (Organ, 1988), the focus of customer citizenship
behavior is on voluntary behaviors performed by customers
towards the enterprise, employees and other customers
(Bettencourt, 1997; Groth, 2005; Bove et al., 2009; Tonder et al.,
2018).

Customer citizenship behavior is one of the extra-role
behaviors that are not necessary for service delivery or
production, are performed voluntarily by customers, and benefit
the enterprise when performed (Bettencourt, 1997; Groth, 2005;
Bove et al., 2009). Different concepts with similar meanings have
been used by different authors over time to describe voluntary
extra-role behaviors performed by customers. Table 1 presents
these concepts in chronological order.

Table 1 Concepts Similar to Customer Citizenship Behavior

Concept Defination Source

Voluntary Voluntary customer behaviors that Ford. 1995
Customer Behavior  benefit the business. '
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Helpful and discretionary behaviors

\C/lcj);ltjgr?;? exhibited by the customer that Bettencourt,
Performance support the service quality of the 1997
business.
Voluntary and discretionary
Customer customer behaviors that are not
Citizenship necessary for _ the successful Groth, 2005
Behavior production and delivery of the service
but are generally helpful to the
service business.
Customer  Extra- Ext_ra role behaviors desired by the Ahearne vd.,
. business that are not necessary for
Role Behaviors . . 2005
successful service delivery.
Customer Voluntary behavior external to the
S role of the customer required for
Organizational . . . . Bove vd,
LY - service delivery, which aims to
Citizenship . . . 2009
Behavior provide assistance and helps effective

organizational functioning.

Customer citizenship behavior has been handled with
different concepts over time (Ford, 1995; Bettencourt, 1997;
Groth, 2005; Ahearne et al., 2005; Bove et al., 2009). When the
definitions of different concepts used by different authors are
examined, some similar points stand out. Volunteerism is an
important issue emphasized in all definitions. Another common
point is the emphasis on behaviors that are not necessary for
service delivery. This shows that even without such behaviors
performed by customers, service production and delivery would
not be interrupted (Groth, 2005). Finally, behaviors that benefit
the enterprise or behaviors performed for the purpose of
benefiting the enterprise are emphasized. The literature discusses
the contributions of customer citizenship behavior to enterprises
extensively (Bove et al., 2009; Choi and Lotz, 2016; Xie et al.,
2017; Woo, 2019; Gong and Yi, 2019; Liu et al., 2020; Li and
Wei, 2020). The positive effects of customer citizenship behavior
on service quality, business performance and competitive
advantage are among the most frequently mentioned topics. The
results obtained that customer citizenship behavior benefits the
enterprise have recently increased the interest in the subject both
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in the sector and in the academy (Liu and Tsaur, 2014; Zhu et al.,
2016; Choi and Hwang, 2019; Gong and Yi, 2019; Hossain et al.,
2020).

2.1. Dimensions of Customer Citizenship Behavior

In the broadest sense, customer citizenship behavior refers
to voluntary actions performed by customers (Groth, 2005).
Nguyen et al. (2014) argue that customers can perform numerous
types of voluntary behaviors toward the enterprise. Several
authors have proposed different dimensions that emphasize
various types of customer citizenship behaviors in the context of
this idea (Ford, 1995; Bettencourt, 1997; Groth, 2005; Ahearne et
al., 2005; Bove et al., 2009; Yi and Gong, 2013). Although there
IS no consensus on which concept to use to express the subject
and its sub-dimensions (Ford, 1995; Bettencourt, 1997; Groth,
2005; Ahearne et al., 2005; Bove et al., 2009), authors agree that
the concept has a multidimensional structure (Tung et al., 2017;
Choi and Lotz, 2018; Gong and Yi, 2019).

Various authors have proposed different dimensions of
customer citizenship behavior, and scales have been developed to
measure it in these contexts (Bettencourt, 1997; Groth, 2005;
Bove et al., 2009; Yi and Gong, 2013). Table 2 presents the
dimensions of customer citizenship behavior proposed by
different authors.

Table 2. Dimensions of Customer Citizenship Behavior

Source Dimensions

1) Customer suggestions for service improvements

2) Cooperation

3) Demonstrating goodwill during the service
encounter

4) Positive word-of-mouth communication and
recommendation

1) Recommending the enterprise

Groth, 2005 2) Helping other customers

3) Providing feedback to the enterprise

Bettencourt, 1997
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1) Recommending the enterprise
Ahearne et al., 2) Advocacy
2005 3) Volunteering
4) Cooperation
1) Positive word-of-mouth communication
2) Relationship closeness
3) Participation in business activities
4) Helpful actions to facilitate service facilitation.
5) Flexibility
6) Customer suggestions for service improvements
7) Making your voice heard (complaints, etc.)
8) Helping other customers
1) Feedback
Yi and Gong, 2) Advocacy
2013 3) Help
4) Tolerance

Bove et al., 2009

Bettencourt (1997) identified four dimensions of customer
citizenship behavior: customer recommendations, cooperation,
goodwill, and positive comments. Later, Groth (2005) developed
a 3-dimensional customer citizenship behavior consisting of
recommending the enterprise, helping other customers and giving
feedback. Ahearne et al. (2005) defined four dimensions:
recommendation, advocacy, volunteerism, and cooperation. Bove
et al. (2009) identified eight dimensions by drawing on
organizational management and marketing literature. Finally, Yi
and Gong (2013) developed four dimensions of customer
citizenship behavior: feedback, advocacy, helping, and tolerance.
In his bibliometric study on customer citizenship behavior, Ferraz
(2018) identified the most frequently used sub-dimensions.
Feedback (20%), help (19%), and recommending the enterprise
(12%) were found to be the most commonly mentioned sub-
dimensions in related studies, according to Ferraz (2018).

2.1.1. Feedback

Feedback is information provided by customers to the
enterprise to help improve the service delivery process by its
employees (Groth, 2005; Choi, 2015; Choi and Lotz, 2018; Woo,
2019; Mandl and Hogreve, 2020; Li and Wei, 2020). Customers
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gain knowledge of the service provided through their experience
(Chung, 2006; Woo, 2019; Gong and Yi, 2019). According to
Bettencourt (1997), customers' knowledge of the service places
them in a unique and significant position to provide guidance to
the business in product development. Customers are able to
closely observe the production and delivery process of services
due to their simultaneous production and consumption. This
makes customer feedback more important for product
development (Gong and Yi, 2019) and provides the business with
the opportunity to evaluate services from the customer's
perspective (Bettencourt, 1997; Chung, 2006). In this respect, it
is stated that customers are seen as an important source of new
ideas and organizational consultants in the development of
services (Groth, 2001). Enterprises greatly benefit from customer
feedback when improving their services (Woo, 2019).
Furthermore, customer feedback can benefit businesses by
reducing costs and increasing revenue during product
development and introduction process (Chung, 200).

Customer feedback on the service provided can express
positive or negative opinions. Chung (2006) distinguishes these
two types of feedback as complaints and compliments.
Complaints express dissatisfaction, while compliments indicate
satisfaction (Goetzinger et al., 2006; Bove et al., 2009).
Complaints are an important source for recognizing and solving
problems. However, according to Kotler et al. (2010) and Li et al.
(2019), most dissatisfied customers do not voice their concerns,
and almost 96% remain silent (Plymire, 1991). When dissatisfied
customers leave the business without complaining, it is referred
to as silent loss (Chung, 2006). Complaints are crucial
information inputs for product development, as they help identify
and solve related problems (Chung, 2006; Woo, 2019; Mandl and
Hogreve, 2020; Li and Wei, 2020).

32



Tourism: Theory and Practice

Another type of feedback that is characterized as
compliments is when satisfied customers express their
satisfaction with the service provided to the business (Chung,
2006). Compliments, although less frequently mentioned in the
literature (Robinson and Berl, 1980; Filieri et al., 2018; Manci
and Tengilimoglu, 2021) compared to complaints, provide
valuable information to businesses. In recent times,
advancements in communication technologies have significantly
increased customer feedback frequencies (Chung, 2006).
Research on online reviews of hospitality businesses, particularly
on the internet, indicates that positive reviews with compliments
are more than complaints (Filieri et al., 2018; Filieri et al., 2019;
Manci and Tengilimoglu, 2021). Feedback is a crucial source of
information for enterprises to improve their products and
introduce new products, regardless of whether they are
compliments or complaints (Gong and Yi, 2019).

2.1.2. Advocacy

Advocacy refers to customers' support of enterprise
interests and acting as a supporter of the enterprise (Bettencourt,
1997). In related studies (Groth et al., 2004; Groth, 2005; Yi and
Gong, 2013; Balaji, 2014; Choi, 2015; Choi and Lotz, 2018;
Tonder and Petzer, 2018; Woo, 2019), similar to positive word-
of-mouth communication, advocacy is defined as customers
making positive reviews about the business to friends, family and
other acquaintances, recommending the business and
encouraging them to prefer the products of the enterprises.
Effective communication with customers can lead to advocacy
behavior towards the enterprise (Tonder and Beer, 2018).
Voluntary advocacy behavior contributes significantly to the
positive image of the enterprise (Yi and Gong, 2013) and is also
an indicator of customer loyalty (Tonder and Petzer, 2018; Woo,
2019).
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Chung (2006) argues that word-of-mouth communication
has two dimensions. The first is evaluative, where readers
associate positive and negative information with the enterprise,
and the second is propositional, which offers cognitive advice and
warnings to customers about the enterprise. The concept of
advocacy behavior is related to the second dimension of word-of-
mouth communication. It involves recommending or suggesting
the enterprise's product in a manner that positively influences
someone else's preference (Yi and Gong, 2013). Advocacy
behavior conveys only positive thoughts about the enterprise
rather than negative thoughts about the product and the enterprise,
unlike word-of-mouth communication (Mandl and Hogreve,
2020). These positive opinions about the enterprise help the
enterprise to introduce its products to the market and contribute
to its competitive advantage (Gong and Yi, 2019). Furthermore,
in the process of making purchasing decisions, customers tend to
give more weight to the comments made by other customers (Liu
and Park, 2015; Hong et al., 2017; Filieri et al., 2018;
Tengilimoglu and Oztiirk, 2020). This makes advocacy behavior
more important for enterprises. Customer citizenship behavior
involves customers voluntarily advocating for enterprises.
Through advocacy behavior, customers defend the enterprise in
all environments and respond defensively to negative comments
about it. This situation contributes significantly to the enterprise
by addressing negative criticisms made about them in
environments where enterprises cannot be dominated by other
customers exhibiting advocacy behavior.

2.1.3.Help

Help refers to the guiding behaviors that customers exhibit
towards others in a given situation (Yi and Gong, 2013; Li and
Wei, 2020). During the service encounter process, customers may
provide help to other customers or employees of the enterprise
(Choi and Lotz, 2018; Woo, 2019). In this regard, help can be
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considered as a guiding behavior that customers exhibit toward
both employees and other customers (Choi, 2015). The nature of
service enterprises, where production and consumption occur
simultaneously,  necessitates increased interaction and
communication among actors. This is achieved by ensuring that
customers and employees, as well as customers and other
customers, are present in the same location at the same time. In
such a service production and delivery process, the helping
behavior exhibited by customers benefits both employees and
other customers.

According to Yi and Gong (2013), helping behavior can
lead to the development of empathy among customers.
Enterprises can use customer helping behavior as a tool to create
value for both the customer and the enterprise, as well as for the
recipient of the help (Tonder and Petzer, 2018). Regarding
helping behavior, customers can support each other by providing
advice based on their knowledge of product use, which can lead
to a positive experience (Anaza, 2014). This can help mitigate
potential risks for the enterprise by ensuring that other customers
exhibit appropriate behavior during the service encounter process
(Bettencourt, 1997; Bove et al., 2009). Customer helping
behavior contributes to the success of the enterprise (Tonder and
Beer, 2018) by increasing future revenues, market share, and
service quality (Chung, 2006; Mandl and Hogreve, 2020). In
industries like hospitality, where the service provision process is
long and complex, it is important for experienced customers to
share information about the service provision process with other
customers so that the service provision process can continue
without interruption. For instance, a guest who has been staying
at the hotel for three days can share their knowledge with other
guests who have just checked in. This will help new guests
become familiar with the hotel's services and facilities more
quickly. New guests often face challenges such as finding the
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dining area, understanding service hours, pool rules, room
service, and obtaining towels. To inform new customers about
such issues, it is recommended to foster a helpful attitude among
existing customers.

2.1.4.Tolerance

Tolerance refers to customer behaviors exhibited with
understanding and patience towards the enterprise even when the
service received does not meet the customer's expectations (Yi
and Gong, 2013; Choi, 2015; Choi and Lotz, 2018). According to
Zeithaml et al. (1996), tolerance refers to a customer's patience
when service quality falls below the desired level. It is common
for customers to shift enterprises, especially as a result of service
failures (Keaveney, 1995; Miller et al., 2000; Kim et al., 2012).
Zeithaml et al. (1993) suggest that service failures temporarily
raise customer expectations and lower their tolerance levels.
Customer tolerance is crucial in preventing customer loss, even
when their expectations are not met, such as in cases of service
failure (Woo, 2019).

Thanks to the tolerance behavior developed in customers,
it is possible for customers to be patient even if there is a failure
in the service provided. Customers who perform tolerance
behavior can also avoid making negative reviews to others about
the negative experiences they have had. This prevents the spread
of negative reviews about the enterprise caused by negative
situations. Customers may tolerate reasonable service failures and
may not complain about this situation. In this respect, improving
the tolerance behavior performed by customers is important both
for the enterprise to maintain its relations with its existing
customers and to prevent the loss of potential customers.
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3. ANTECEDENTS OF CUSTOMER
CITIZENSHIP BEHAVIOR

The interest in customer citizenship behavior has
increased day by day (Fowler, 2013; Balaji, 2014; Chiu et al.,
2015; Jung and Yoo 2017; Tung et al., 2017; Wu et al., 2017;
Tonder and Beer, 2018; Zhu et al., 2021) as a result of the
contributions of citizenship behavior performed by customers to
enterprises such as sustainable competitive advantage (Bove et
al., 2009; Li and Wei, 2020) and increasing organizational
performance (Tung et al., 2017; Hossain et al., 2020). In this
respect, most of the related studies have focused on determining
the factors that motivate customers to exhibit citizenship behavior
(Bettencourt, 1997; Groth, 2005; Rosenbaum and Massiah, 2007;
Yi and Gong, 2008a; Bove et al., 2009; Di et al, 2010;
Bartikowski and Walsh, 2011; Yi et al., 2013; Guo et al., 2013;
Anaza, 2014; Verleye et al., 2014; Nguyen et al., 2014; Cheng et
al., 2016; Kim and Choi, 2016; Jung and Yoo, 2017; Chan et al.,
2017; Delpechitre et al., 2018; Chen et al., 2019; Woo, 2019;
Hossain et al., 2020; Liu et al., 2020; Zhu et al., 2021). The results
obtained in the studies on the antecedents of customer citizenship
behavior show that customer citizenship behavior is related to
customer-related characteristics (Bettencourt, 1997; Groth, 2005;
Di et al., 2010), other customer-related characteristics (Yi et al,
2013; Kim and Choi, 2016; Jung and Yoo, 2017), service-related
characteristics (Verleye etal., 2014; Xie etal., 2017; Cheng et al.,
2016), employee-related characteristics (Yi and Gong, 2008b;
Bove et al., 2009; Chan et al., 2017; Chen et al., 2019) and
business-related characteristics (Verleye et al., 2014; Nguyen et
al., 2014; Cheng et al., 2016).

3.1. Customer-Related Antecedents

Related studies have shown that various factors, including
customer personality and their perception of the service provided,
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can influence customer citizenship behavior. Customer
characteristics that lead to customer citizenship behavior are
summarized from related studies.

Early studies on customer citizenship behavior have
focused on customer-related characteristics that lead to such
behavior. Groth (2005) conducted a study on 191 online shoppers
and found that customer satisfaction leads to customer citizenship
behavior. Bettencourt (1997) concluded that customer
satisfaction affects customer citizenship behavior through
customer loyalty. During the examined period, researchers
investigated the impact of customer-related characteristics, other
than satisfaction and loyalty, on customer citizenship behavior.
Yi and Gong (2008a) found that customers' perceptions of
fairness influence their positive and negative emotions during the
service receiving process, which in turn affects their customer
citizenship behavior. Di et al. (2010) found that customer
citizenship behavior is influenced by customers' perception of
fairness and trust.

The growing interest in customer citizenship behavior has
led to the examination of various factors that impact customer
citizenship behavior. Recently, customer-related characteristics
such as expertise, self-efficacy, and personality have gained
prominence. In a study conducted on several service enterprises,
Alves et al. (2016) found that customer expertise and self-efficacy
have a positive effect on customer citizenship behavior. Anaza
(2014) concluded that customer citizenship behavior is affected
by empathy, which is influenced by agreeableness and
extraversion, two of the Big 5 personality types. Choi and Hwang
(2019) found that customer citizenship behavior is affected by
benevolence and proactivity personality traits.
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3.2. Other Customers-Related Antecedents

Services are produced, delivered, and consumed
simultaneously in an environment where customers are present
(Zeithaml et al., 1990). Thus, service delivery process involves
intense interaction between customers, employees, and other
customers (Tung et al., 2017; Tsao, 2018). As a result, other
customers can influence customer attitudes and behaviors (Yi et
al., 2013; Kim and Choi, 2016; Jung and Seock, 2017). Previous
studies have summarized the characteristics of customers that
lead to customer citizenship behavior.

Rosenbaum and Massiah (2007) conducted a study on 207
gym customers and found that social and emotional support
provided by other customers has a positive effect on customer
citizenship behavior. Verleye et al. (2014) similarly concluded
that support provided by other customers has a positive effect on
customer citizenship behavior. Kim and Choi (2016) found that
the quality of communication between customers affects
customer citizenship behavior through the quality of the customer
experience. Jung and Seock (2017) argue that customer
citizenship behavior is influenced by the quality of
communication between customers. Yi et al. (2013) investigated
the spillover effect of customer behavior on other customers and
found that customer citizenship behavior performed by a
customer had a spillover effect on other customers to perform
customer citizenship behaviors. They concluded that customer
citizenship behaviors performed by other customers influence
customers to perform customer citizenship behaviors.

3.3. Service-Related Antecedents

Previous studies have shown that certain features of the
service offered can impact customer citizenship behavior
(Nguyen et al., 2014; Verleye et al., 2014; Cheng et al., 2016; Xie
etal., 2017; Mandl and Hogreve, 2020). This section summarizes
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the service-related characteristics that have been found to be
effective in influencing customer citizenship behaviors from
previous studies.

Verleye et al. (2014) conducted a study on 413 service
customers and found that service quality affects customer
citizenship behavior through customer satisfaction. Xie et al.
(2017) conducted a study on 316 airline passengers and
concluded that brand experience during the service delivery
process is effective on customer citizenship behavior. In a similar
study, Kim and Choi (2016) stated that the quality of experience
developed as a result of the quality of the relationship between
customers is effective in customer citizenship behavior. Cheng et
al. (2016) conducted a study on 299 hotel customers and found
that brand loyalty regulates the relationship between perceived
value and customer citizenship behavior.

3.4. Employee-Related Antecedents

During the service delivery process, customers interact
extensively with employees (Tung et al., 2017; Tsao, 2018).
Therefore, employee characteristics can significantly impact
customer citizenship behavior (Yi and Gong, 2008b; Bove et al.,
2009; Chan etal., 2017; Delpechitre et al., 2018; Zhu et al., 2021).
Previous studies have identified employee characteristics that are
influential in shaping customer citizenship behavior.

Delpechitre et al. (2018) examined the relationship
between the level of emotional intelligence of employees and
customer citizenship behavior in a study conducted on 224
service customers. As a result of the study, it was determined that
the perception and understanding of customer emotions
influenced customers to exhibit customer citizenship behavior.
Bove et al. (2009), in a study examining the impact of employees
on customer citizenship behavior, concluded that the sense of
loyalty developed by customers towards employees, employee
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reputation and employee helpfulness are effective on customer
citizenship behavior. Yi and Gong (2008b) examined the
relationship  between organizational citizenship behavior
exhibited by employees and customer citizenship behavior and
found that organizational citizenship behavior affects customer
citizenship behavior through customer satisfaction and customer
loyalty.

3.5. Enterprise-Related Antecedents

In related studies, it is stated that another factor affecting
customer citizenship behavior is enterprise-related characteristics
(Gong and Yi, 2019; Zhu et al., 2021). Enterprise-related
characteristics that are found to affect customer citizenship
behavior are summarized from previous studies.

Chen et al. (2019) found that organizational legitimacy
perceived by customers is effective in customer citizenship
behavior. Bettencourt (1997) concluded that organizational
support provided to the customer by the enterprise is effective in
customer citizenship behavior. Guo et al. (2013) stated that
organizational socialization affects customer citizenship
behavior, while Bartikowski and Walsh (2011) found that
organizational image is effective in customer citizenship
behavior. Apart from these, corporate social responsibility (Kim
et al., 2020), organizational identity (Ahearne et al., 2005) and
ethical corporate identity (Karaosmanoglu et al., 2016) are among
the enterprise characteristics that are effective on customer
citizenship behavior.

4. CONSEQUENCES OF CUSTOMER
CITIZENSHIP BEHAVIOR

Early studies on customer citizenship behavior focused on
its antecedents, while later studies addressed its consequences
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(Gong and Yi, 2019). However, the related studies (Yi and Gong,
2008a; Anaza and Zhao, 2013; Chen et al., 2015; Ponnusamy and
Ho, 2015; Kim and Choi, 2016; Zhu et al., 2016; Lara et al., 2017,
Xie et al., 2017; Tonder and Beer, 2018; Tonder et al, 2018;
Tonder and Petzer, 2018; Choi and Lotz, 2018; Woo, 2019; Li
and Wei, 2020; Hossain et al., 2020; Liu et al., 2020; Zhu et al.,
2021) focus on customer citizenship behavior as the final target
variable. This can be explained by its importance for enterprises.
Customer citizenship behavior refers to voluntary actions taken
by customers that benefit the enterprise (Bettencourt, 1997;
Groth, 2001; Yi and Gong, 2008a; Bove et al., 2009; Cova and
Dalli, 2009; Kim and Choi, 2016; Choi and Lotz, 2016; Liu et al.,
2020). In this respect, each type of voluntary behavior has
positive consequences for the enterprise. For instance, customers'
recommendation of a business to others can provide a competitive
advantage, while their tolerance can help establish long-term
relationships (Bove et al., 2009; Choi and Lotz, 2016; Xie et al.,
2017; Li and Wei, 2020). For such reasons, customer citizenship
behavior is seen as an ultimate result to be achieved. However,
recently, as Gong and Yi (2019) state, empirical studies
(Lengnick et al., 2000; Guo et al., 2013; Alves et al., 2016; Gong
et al., 2016; Hsieh et al., 2018; Mandl and Hogreve, 2020) that
focus on the outcomes of customer citizenship behavior as an
intermediate variable have become widespread. Therefore, when
discussing the consequences of customer citizenship behavior, it
IS necessary to address both conceptual implications and the
results obtained through empirical studies.

Regarding conceptual implications, it has been stated that
customer citizenship behavior has a positive impact on the
development of long-term customer relationships, co-creation of
value, and marketing activity efficiency (Choi, 2015; Choi and
Lotz, 2018). Research has shown that implementing this strategy
can enhance enterprise and employee performance, reduce
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operating costs, and contribute to the business financially (Xie et
al., 2017; Tung et al., 2017; Woo, 2019; Hossain et al., 2020;
Gong and Yi, 2019; Lara et al., 2017; Choi, 2015). Research
suggests that customer citizenship behavior can positively impact
both employees and other customers by contributing to the
creation of a desirable environment during the service delivery
process (Bove et al., 2009). Many authors have accepted that
customer citizenship behavior provides sustainable competitive
advantage to businesses and increases interest in the subject
(Bove et al., 2009; Choi and Lotz, 2016; Xie et al., 2017; Li and
Wei, 2020; Gong and Yi, 2019).

There is a limited number of empirical studies that focus
on the consequences of customer citizenship behavior compared
to its antecedents (Choi, 2015). These studies can be categorized
into two main headings: those related to customers (Lengnick et
al., 2000; Guo et al., 2013; Alves et al., 2016; Gong et al., 2016;
Hsieh et al., 2018; Mandl and Hogreve, 2020) and those related
to employees (Yi et al., 2011; Shannahan et al., 2017).

Alves et al. (2016) found that customer citizenship
behavior has a positive impact on the benefits perceived by
customers. Similarly, Lengnick et al. (2000) concluded that
customer citizenship behavior also positively affects customers'
perception of service quality. Gong et al. (2016) found that
customer citizenship behavior affects customer autonomy, and
that customer autonomy, in turn, reduces stress and increases
customer value and well-being. Mandl and Hogreve (2020) state
that customer citizenship behavior is effective in repeat purchase
behavior, while Guo et al. (2013) concluded that customer
citizenship behavior is effective in customer well-being and
satisfaction. Similarly, Hsieh et al. (2018) found that customer
citizenship behavior has a significant impact on customer well-
being and satisfaction. In addition, there are results that show the
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effect of customer citizenship behavior on trust and attitudinal
loyalty (Revilla et al., 2017).

Studies have shown that customer citizenship behavior
has an impact on employee behavior and attitudes (Yi et al., 2011,
Shannahan et al., 2017). Yi et al. (2011) found that customer
citizenship behavior positively affects employee satisfaction and
commitment, but negatively affects turnover intentions.
Shannahan et al. (2017) found that customer citizenship behavior
positively affects salesperson behavioral performance and
salesperson output efficiency.

Upon reviewing relevant literature (Groth, 2001; Bove et
al., 2009; Garma and Bove, 2011; Gong and Yi, 2019), it is
emphasized that customer citizenship behavior can lead to
negative consequences for businesses. Bitner et al. (1994)
mention that although there are some advantages to customers
participating in service production and delivery processes, it can
also lead to negative outcomes in certain situations. Bitner et al.
(1994) emphasize that if the behavior exhibited by customers is
not compatible with the service production and delivery
processes, it may lead to the customer's own dissatisfaction.
According to this idea, both customer satisfaction and
dissatisfaction are attributed to the behavior they exhibit (Groth,
2001). Another type of customer citizenship behavior that can
have a negative impact on the business is related to helping
behavior (Bove et al., 2009; Garma and Bove, 2011). Customers
may recommend competitor businesses that offer better or more
suitable products to other customers in order to assist them
(Garma and Bove, 2011), or inform a business employee about a
better position available at another business (Bove et al., 2009).
Both situations can cause negative effects on the customer's
willingness to buy.
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TURIZM iSLETMELERINDE FIYATLAMA
STRATEJILERI

Levent KOSAN?

1. GIRIS

Turizm isletmelerinin irettikleri mal ve hizmetler, diger
ticari iriinlere gore farkli niteliklere sahiptir. En Onemli
farkliliklardan biri ise, iretim ve tiketimin es zamanh
gerceklesmesidir. Yani, mal veya hizmet miisteriye degil miisteri
mal ve hizmete gitmektedir. Bu farklilik temelinde olusan durum
ise, turistik Uriin tiiketicisinin satin alma kararim1 mal ve hizmeti
gormeden vermesi olarak ifade edilebilir. Bu durum hem tiiketici
hem de firetici agisindan 6nemli bir problemdir. Ciinkii tiketici,
ilk kez deneyimleyecegi turistik iiriin i¢in deger bigmekte zorluk
yasamaktadir. Bu baglamda iireticinin sagladigi mal ve hizmetin
degerinin misteri bakis acisinda belirlenebilmesi i¢in Once
deneyimlenmesi gerekmektedir. Heniiz deneyimin
gerceklesmedigi noktada tiiketici icin en 6nemli faktorlerden
birisi fiyat olarak karsimiza c¢ikmaktadir. Bu nedenle, turizm
sektoriinde fiyat, fiyatlandirma stratejileri ve yontemleri,
iizerinde durulmas1 gereken onemli bir konudur. Isletme
tarafindan belirlenen fiyatin, tiiketicide satin alma istegini
olusturmasi gerekmektedir. Gilinlimiizde isletmeler, yalnizca
miisterilerin diisiincelerinden yola ¢ikarak fiyatlama islemini
gerceklestirmemektedir.  CUnki isletmelerin  nihai  amaglari
bulunmaktadir. Bu baglamda ilgili nihai amaclara ulasabilecek
nitelikte fiyat belirlemek 6nemlidir (Rizaoglu, 2004: 197-198).
Fiyat, i¢ ve dis turizm pazarinda turizm isletmelerinin arz ettikleri
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mal ve hizmetlere olan talebi etkiler niteliktedir. Turistik bir
Urliniin fiyatinda meydana gelecek herhangi bir degisiklik, turist
talebinde de degisiklige neden olacaktir. Dolayisi ile fiyat, turistik
tirin talebinin artmasina ya da azalmasina sebebiyet vermektedir.
Fiyatlandirma stratejisinin isletmeye uygun olarak secilmesi;
potansiyelin degerlendirilmesi, mal ve hizmetin talep gérmesi ve
elde edilecek gelir acisindan Onem arz etmektedir. Dogru
fiyatlandirma kararlari, bir mal veya hizmetin piyasada basarili
olabilmesi icin en 6nemli kararlardan birisidir (Zengin ve Sen,
2009: 77).

Uriin fiyatlandirmasinin amaci, Uriiniin hangi ozellikleri
icermesi gerektigi ve sahip oldugu Ozelliklerin miisteriye bir
deger yaratip yaratmadigi gibi konularla ilgili kararlarin
verilmesine yardimci olmaktir. Bu sebeple Grin veya hizmet
fiyatlandirmas1 yapilirken temel girdi faktori olarak sadece
tirliniin maliyeti degil, bununla beraber miisteriler i¢in yarattigi
degerin de esas alinmasi1 gerekmektedir. CUnki genel olarak
miisteriler bir {iriinii satin alma karar1 verirken o iiriine bigtikleri
degeri goz Oniinde bulundurmaktadir. Ancak, deger algisinin
miisteriden miisteriye degisiyor olmasi, iiriiniin miisteri agisindan
degerini belirlemeyi zorlastirmaktadir. Isletmeler, mevcut
fiyatlandirma yéntemlerinin yani sira tiiketicinin algiladigi degeri
belirleyip, bu deger dogrultusunda deger temelli fiyatlandirma
stratejilerini mevcut fiyatlandirma stratejileri ile birlikte entegre
kullanmalidir. Ciinkii higbir tiiketici tirline bictigi degerin iistiinde
bir fiyat 6demeye istekli degildir (Cross ve Dixit 2005: 483).
Miisteriler agisindan genellikle bir Grlndn degeri, ikame tiriinler
karsisindaki giicli ve zayif yonleriyle fiyatina baghdir. Bu
baglamda isletmeler, iirline katma deger katarak veya marka
olusturarak deger yaratmaktadir. isletmeler, Griiniin rakip trtinler
karsisindaki gii¢lii ve zayif yonlerini belirleyerek, Urinin zayif
yonlerini ortadan kaldirmali ve giiclii yonlerini 6n plana
¢ikarmalidir. On plana ¢ikarilan bu gii¢lii yonler iiriiniin arti
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degerini yansitmaktadir. Bu noktada isletmeler, yarattiklari arti
degeri parasal deger olarak ifade etmeli ve olusturacagi daha
yiiksek fiyat igin hakli bir gerekge goOstermelidir (Nagle ve
Holden: 2002).

Otel isletmelerinde talebi etkileyen en 6nemli unsurlarin
basinda fiyatlama kararlariin geldigi bilinmektedir. Dolayisiyla
isletmelerin  fiyatlandirma politikalarinda olusan birtakim
eksiklik veya yanligliklar talebi dénemli Olgude etkilemektedir.
Otel isletmelerde uygulanan fiyatlamanin, hedef kitlenin satin
alma giicliniin altinda belirlenmesi isletmelerin talebinde diisiise
neden olmakta ve bu dogrultuda isletmenin doluluk oranlarinda
diisiise neden olabilmektedir. Isletmelerin hedef kitlenin satin
alma glcunun Ustiinde bir fiyatlama stratejisi belirlemesi
isletmenin satislarinin diismesine Ve potansiyel karin azalmasina
sebebiyet verebilmektedir (Binbay, 2007). Otel isletmelerinin
doluluk oranlarini artirabilmeleri ve miisteri talebini siirekli hale
getirebilmeleri icin fiyatlama stratejilerini iyi belirlemesi ve bu
baglamda kapsamli fiyatlama analizleri gerc¢eklestirmeleri
gerekmektedir. Oda fiyatinin belirlenmesinde, miisterinin bigtigi
degerin, rakip isletmelerin fiyatlarinin ve maliyetlerin dikkate
alinmast gerektigi unutulmamalidir. Ciinkii oda fiyati, hem
miisteri tercihlerini hem de sektdrde faaliyet gosteren isletmelerin
gelirlerini dogrudan etkiler niteliktedir (Khanh ve Kandampully,
2004: 398). Dolayisiyla yukarida ifade edilen unsurlar otel
isletmelerinde fiyatlama kararlarin1 6nemli kilmaktadir.

2. FIYAT

Fiyat, isletmeler agisindan pazari1 ve pazar paymi gesitli
sekillerde etkileyen bir degisken olarak ifade edilmektedir. Bu
dogrultuda fiyat, satisa hazir halde bulunan mal veya hizmetin
satin almak istenmesi durumunda karsilanmasi gereken parasal
deger olarak diisiiniilebilir (Akca, 2007: 6). Adam Smith’e gore
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ise fiyat; mal ve hizmetin nihai sona ulagmasini saglamak
amaciyla Uretici, tuketici ve kaynak sahiplerini bir araya getiren
“gorunmez el” sistemi olarak ifade edilmektedir. (Gwartney ve
Stroup, 2008: 22). Literatiirde fiyatin en genel tanimi, “parasal
deger ya da bedel” olarak ifade edilmektedir. (Kasapoglu, 2007:
7). Piyasada mal veya hizmet degisiminin ger¢eklesmesi icin bir
degerin belirlenmesi gerekmektedir. Belirlenen bu deger fiyat
olarak tanimlanmaktadir (Kotler, Bowen ve Makens, 1996).
Fiyat, ‘American Marketing Association’ tarafindan 1985 yilinda
pazarlama unsurlar1 igine dahil edilmistir. ilgili pazarlama
karmasi unsurlari; {iriin, dagitim, tutundurma ve fiyat seklinde
ifade edilmektedir (Indounas, 2006: 415). Fiyat, tuketicilerin Grtin
algilamalarinda 6nemli bir 6lgiit olarak karsimiza ¢ikmaktadir.
Bunun temel sebebi, titketicilerin bir tirtinii satin alirken dikkate
aldig1 unsurlarin arasinda fiyatin 6énemli bir yerinin olmasidir.
Tuketiciler, ilk kez bir mal veya hizmet satin alim
gerceklestirecekleri durumlar igin fiyati, genel kalite ve nihai
deger gibi noktalarda bir gosterge olarak algilamaktadirlar
(Zeithmal, 1988).

2.1. Fiyatlandirma

Fiyatlandirma, isletmelerin irettikleri mal veya
hizmetlere fiyat koyma islemine denmektedir. Diger bir ifade ile
fiyatlandirma, isletmelerin liretip piyasaya sundugu ve miisteri ile
bulusturdugu mal ve hizmetlerin pazar degerini saptama islemidir
(Yildirim, 2015: 12). Fiyatlandirma, bir mal veya hizmet igin en
uygun fiyatin  belirlenmesi islemidir. (Mucuk, 2006).
Fiyatlandirmada amag, genellikle kar saglamak, rekabet
istiinligi kurmak, isletme yasamini siirdiirmek, satis hacmini
artirmak ve miisteri memnuniyetini saglamaktir (Tzokas vd.
2000: 193).

Fiyatlandirma kararlarinda tiiketici isteg§ine gére mal ve
hizmet {retiminin yani swra fiyatta uygunluk esastir.

60



Tourism: Theory and Practice

Fiyatlandirma kararlart isletmenin  mevcut durumundan,
hedeflerinden ve amaglarindan etkilendigi i¢in fiyatlama
politikalariin esnek tutulmasi gerekmektedir. Bu sayede her
durum ve sartta alternatif fiyatlandirma kararlarina erisilebilir.
Isletmelerin mal ve hizmetin fiyatin1 belirlerken istedigi isletme
ve pazarlama hedefleri asagida maddeler halinde verilmektedir
(Mucuk, 2006):

e (ari karin maksimizasyonu,

e Hedef Kar,

e Pazar payi,

e Satis gelirinin maksimizasyonu,
e Pazarin kaymagini alma

Firmalarin fiyatlandirma kararlarina etki eden ¢esitli
faktorler yer almaktadir (Cavusgil, 1996: 67). Fiyatlandirma
kararinda oOncelikle yapilmasi gereken, fiyatin alt ve {ist
siirlariin belirlenmesi islemidir. Belirlenen ilgili sinirlar fiyatin
taban ve tavan degerini olusturmaktadir. Taban fiyatta maliyetler
etkili rol oynarken, tavan fiyatta miisterilerin mal ya da hizmete
Odeyebilecekleri en yiiksek parasal deger etkili rol oynamaktadir
(Kotler, 2002: 221). Bu baglamda, bir firma zarar edecegini
bildigini  bildigi  halde  maliyetlerinin  altinda  fiyat
belirlememelidir. Ayn1 zamanda oldukca yuksek kar elde etmek
niyetiyle mal veya hizmetin satin alinamayacak diizeyde fiyatinin
belirlenmemesi gerekmektedir. Bu durum miisterinin 6deme
giicliniin iizerinde fiyat belirlenmesi anlamina gelmektedir. Bu
noktada satis hacmi daralacaktir. Temelde fiyatlandirma islemi
tavan ve taban fiyati belirleme noktasinda karar almak olarak
ifade edilebilir. Ancak satisa sunulacak mal veya hizmetin bedeli
belirlenirken, rekabet kosullari, misterinin goziinde degeri,
iriiniin  kalitesi, ikame mallarin kapasitesi, isletmenin nihai
amagclar1 gibi bircok unsurun da gbéz Oniinde bulundurulmasi
gerekmektedir (Kotler vd, 1999).
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Isletmeler agisindan énemli bir konu olan fiyatlandirma
kararlar1 alinirken dikkat edilmesi gereken faktorler; miisteriler,
maliyetler, dagitim kanallar1 ve rekabet olarak siniflandirilabilir.

Miisteriler; tiriinti satin alacak taraf olduklar1 i¢in 6deme
yapabilme gugcleri ve istekleri neticesinde fiyatlandirma kararlari
Uzerinde etki goOstermektedir. Rekabetin artmasi, ikame mal
kapasitesinin ¢ogalmasi ve teknolojinin hizla gelismesi ile birlikte
miisteriler, bir mal ya da hizmeti satin alma karar1 verdiklerinde
fiyat  konusunda  se¢cim  yapabilecekleri  alternatifler
bulabilmektedir (Kotler vd, 1999: 472). Bu sebeple mal veya
hizmetin fiyatinin yiiksek olmasi, miisteriler i¢in bir anlam ifade
etmelidir. Uriiniin saticis1 veya pazarlamacisi iiriiniin fiyatmin
yliksek olmasiyla ilgili gegerli gerekgeyi miisteriye sunmalidir.
Ciinkii miisterileri, yiiksek fiyattan mal veya hizmet almaya
yoneltmek isletmeler agisindan oldukga zor bir istir (Stiving,
2011: 29).

Maliyetler; taban fiyatin belirlenmesindeki en 6nemli
kriter olarak karsimiza ¢ikmaktadir. Mal veya hizmet bedelinin
alt siir1 olusturmaktadir (Nagle ve Holden, 2002: 15). Uriiniin
fiyatin1 etkiler nitelige sahip olmasina ragmen maliyetleri nihai
fiyatin belirlenmesinde dikkat edilmesi gereken tek unsur olarak
ifade etmek dogru degildir (Nagle ve Holden, 2002: 15). Bu
dogrultuda, maliyetin fiyat (zerindeki roliinii arastiran
isletmelerin, tiretim hacimlerindeki degisimlerin de Oncelikle
maliyeti ve sonrasinda yapilan hesaplamalar agisindan
urun/hizmet fiyatin1 etkilediginin unutmamasi gerekmektedir
(Kozak, 2010: 177).

Dagitim kanallari; bilgi, fiyatin belirlenmesindeki en
onemli unsurlardan bir tanesidir. Dagitim kanallari, fiyat
konusunda Ureticileri bilgiye ulastirmaktadir (Blythe, 2005: 194).
Isletmeler yeni pazarlara yoneldigi donemlerde dagitim kanallari
araciligiyla bilgi akisin1 elde etmektedirler.
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Rekabet; pazardaki rakipler tarafindan uygulanan fiyat
politikalar1 ve fiyat degisimleri durumunda rakiplerin uyguladigi
stratejik hamleler de fiyatlama kararlarimi etkiler niteliktedir.
Rekabetin yiiksek oldugu bir piyasada faaliyet gosteren
isletmeler, rakiplerin fiyat politikalarini ve nihai fiyat kararlarini
dikkate almahidir (Kasapoglu, 2007). Ciinkii fiyatin, rakip
isletmelere gore yuksek belirlendigi durumda isletmenin satis
hacmi azalma egilimi gosterecektir.

2.2. Fiyatlandirma yontemleri

Fiyatlandirma  yontemleri  geleneksel  yontemler
baglaminda temelde Uge ayrilmaktadir. Bunlardan ilki, maliyeti
esas alan ve igletme igi politikalar1 biinyesinde barindiran
maliyete dayal fiyatlandirmadir. ikincisi, tiiketici talebini dikkate
alan talebe yonelik fiyatlandirmadir. Ugiinciisii, pazar kosullarim
ve piyasadaki rakip isletmeleri dikkate alan rekabete dayali
fiyatlandirmadir. Ancak dikkate alinmasi gereken diger bir
yontem bu yontemlerden farkli olarak karsimiza ¢ikan deger
temelli fiyatlandirma yontemidir. Geleneksel yontemler ile
birlikte kullanilmasi gereken deger deger temelli fiyatlama,
tiikketicinin iiriine bigtigi degeri dikkate almaktadir. Izleyen
kisimda ilgili dort yontem en temel hatlari ile incelenmektedir.

2.2.1.Maliyete Dayah Fiyatlandirma Yodntemi

Maliyete dayali fiyatlandirma yonteminde, isletmeler,
fiyatlarin1 belirlerken degerlendirme Olgitu olarak merkezine
maliyetleri koymaktadir. Ancak bu durum maliyetler disindaki
diger faktérlerin ihmal edildigi anlamma gelmemektedir.
Elbetteki maliyet birinci derecede dnemli konumdadir 6te yandan
urtine olan talep, rakiplerin durumu, mevcut rekabet gibi
faktorlerinde dikkate alinmasi gerekmektedir. Bu dogrultuda
maliyete gore fiyatlandirma yoOntemi, isletme tarafindan
belirlenen kar marjinin maliyetlere eklenmesiyle ortaya ¢ikacak
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karlilig1 saglamak olarak 6zetlenebilir. (Courcoubetis ve Weber,
2003: 164).

2.2.2.Talebe Dayal Fiyatlandirma Yontemi

Talebe dayali fiyatlandirma yoOnteminde, isletmeler
urtinlerine yonelik miisteri talebini dikkate alarak fiyat kararlarini
vermektedir (Kotler ve Armstrong, 2012: 291). Tuketicilerin istek
ve ihtiyaglari, mal veya hizmetten tatmin olma diizeyleri ile triin
veya hizmete 6deme arzular1 gibi konular dogrudan talebi
etkileyen durumlar oldugundan buna benzer faktorlerin fiyat
belirlenirken dikkate alinmasi gerekmektedir (Bils, 1989: 700;
Kotler vd, 1999). Bahsi gecen unsurlar dogrultusunda isletmeler
fiyatlarinda degisiklikler yapabilmektedir. Ancak bu degisiklikler
her zaman olumlu sonuglar Gretmemektedir. Bu durum literattrde
ti¢ farkli nedenle agiklanmistir. Birincisi, (Hoeberichts ve
Stokman, 2005: 14) yaptigi arastirmaya gore sik sik fiyat
degistirilmesi, miisteriler tarafindan olumlu karsilanmamaktadir.
Ikincisi, fiyat degistirmenin ekstra maliyetler dogurmasidir
(Mankiw, 1985: 529). Uciinclisi ise, mal veya hizmete yonelik
talepte bir artis oldugunda, ilgili yontemi kullanan firmalarin
fiyatlarmm1  ylkseltmesi  beklenmektedir. Bu  nedenler
dogrultusunda,  talebin  degismesi  durumunda fiyatin
degistirilmesinden elde edilecek olan kar ile fiyat degisiminden
dogacak maliyetlerin iyi bir sekilde analiz edilmesi 6nem arz
etmektedir. Bu analiz gergeklestirilirken {izerinde durulmasi
gereken en 6nemli konulardan birisi fiyat elastikiyedir. Fiyat
elastikiyeti; fiyat degisikligi karsisinda tiiketicilerin  bu
degisiklige karsi satin aldiklari miktart degistirmek seklinde
gosterdikleri tepkinin siddeti (ya da duyarlilik derecesi) olarak
ifade edilmektedir (Dinler, 2006: 53).

Talebin fiyat elastikiyeti = Satiglardaki degisim (%) /
Fiyattaki degisim (%) formdli ile hesaplanmakta ve bulunan
elastikiyet ti¢ sekilde degerlendirilmektedir. Eger;
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e Bulunan deger > 1 ise talep elastiktir,
e Bulunan deger < 1 ise talep inelastiktir,
e Bulunan deger = 1 ise talep birim elastiktir (Girbuz, 1998:
84).
2.2.3.Rekabete Dayal Fiyatlandirma Yontemi

Rekabete dayali fiyatlandirma yonteminde, isletmeler
fiyatlama karar1 verirken, pazarda yer alan rakiplerinin fiyatlarini
dikkate almaktadir (Kotler ve Armstrong, 2012: 299). Elbette bu
yontemde de maliyetler ve talep goz ardi edilmemektedir. Ancak
en Onemli belirleyici pazardaki rekabet ve rakip fiyatlardir
(Parlakkaya, 2004: 517). Diger bir ifade ile rekabet dayali
fiyatlandirma, rakiplerin fiyatlarinin esas alinarak isletmenin
{iriiniin fiyatlandirilmasini igerir. Ilgili fiyatlandirma ydntemi,
fiyatin en onemli unsur oldugu pazarlarda, homojen mal veya
hizmetin rekabette bulunmasi durumunda uygulanabilmektedir.
Genellikle isletmeler, ilgili yOntemi en basit hali ile
uygulamaktadir. Yontemin en basit uygulama hali ise, pazardaki
mevcut fiyatin benimsenmesidir.

Rekabete dayali fiyatlandirma yontemi literatiirde,
(Mucuk, 2006; Zengin ve Sen, 2009: 85; 164; Yikselen, 2012:
289) cari fiyat1 ya da piyasa fiyatin1 temel alma ve kapali zarf
usulii olarak iki ayri alt baslik halinde incelenmistir.

Cari fiyat1 ya da piyasa fiyati temel alma, piyasada gecerli
olan fiyati temel alarak fiyat belirleme olarak tanimlanabilir. Cari
fiyat1 ya da piyasa fiyatim1 temel alma yontemi genellikle bir
firmanin daha 6nce hi¢ bulunmadig1 bir pazarda {iriin satmasi
halinde kullanilmaktadir. Bu yontem sayesinde, firmalar yeni
girecekleri pazardaki rakip firmalarin mevcut fiyatlarindan
yararlanarak, onlarin elde ettigi kar kadar en azindan kar elde
edeceklerini diisiinmektedir.
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Kapal1 zarf usulii yonteminde ise, firmalar kapali bir zarf
ile fiyat tekliflerini vermekte ve isi almaya ¢aligmaktadir (Mucuk,
2006).

2.2.4.Deger Temelli Fiyatlandirma Y ontemi

Deger temelli fiyatlandirma yonteminde, isletmeler bir
Urdnun fiyatini, miisterilerin ilgili iirine bictigi degeri baz alarak
belirlemektedir. Elbette, ilgili {iriiniin maliyeti, rakiplerin fiyatlar
ve iriine olan talep goz ardi edilmemektedir (Armstrong vd.
2014: 265). Ancak geleneksel yontemlerde, miisterilerin iiriine
bictigi deger dogrultusunda daha yiiksek fiyattan satilabilme
olasilig1 yok sayilmaktadir. Bu baglamda deger temelli fiyatlama
yontemi sayesinde iriiniin daha yiiksek fiyattan satilabilme
olasilig1 ortaya ¢ikmaktadir. Deger temelli fiyatlama yénteminde
isletmelerin ilk yapmasi gereken, iirliniin gii¢lii ve zay1f yonlerini
belirleyerek nihai degerini ortaya koymaktir. Degerin
belirlenmesinde isletme i¢i ve dis1 s6z sahiplerinin farkli bakis
acilar1 bulunmaktadir. Uretimden sorumlu yoneticiler, tretim
stirecinde ortaya ¢ikan maliyetlere bakarak {irlinlin degerini
saptamaktadir. Saticilar tirlinlin degerini, rakiplerine oranla satis
rakamlarina bakarak ortaya koymaktadir. Muhasebeciler, Grinln
net kar marji, ortalama ve marjinal maliyetlerini ayn1 zamanda
satig gelirlerini g6z 6ninde bulundururlar. Pazarlamacilar ise,
iriiniin pazarda hayatta kalabildigi siireci deger olarak ifade
ederler (Gale, 2002: 4).

Tiiketicinin satin aldigi mal veya hizmet onun igin
ekonomik bir deger yaratmaktadir. Ekonomik deger; bir faydanin
parasal karsilig1 olarak ifade edilebilir. Tuketiciler, iriinii satin
alarak maliyetlerini azaltabilecegi gibi gelirlerini de yukseltebilir.
Tiketiciler, bir tiriniin sundugu ekonomik degeri dikkate alirken,
irliniin yalmizca fiziki niteliklerini degil aynm1 zamanda satis
sonrast miisteri hizmetlerini, yaratacagi imaji gbéz Oniinde
bulundurmaktadir. Tiiketicilerin istek ve ihtiyaglar1 farkli oldugu
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icin bir tiriiniin ekonomik degeri, tiiketiciden tiiketiciye farklilik
gosterebilir. Tuketiciler bir rinin degerini bicerken, ilgili
triiniin ekonomik degerini, piyasadaki ikame bir Grtnin
ekonomik degeriyle karsilastirir. Eger tiiketici, satin almay1
planladig1 {iirlintin, piyasadaki ikame bir tiriinden daha gucli
yanlarinin olduguna ve daha iistiin ekonomik deger sunduguna
inaniyorsa yiiksek fiyat 6demeye istekli olmaktadir. TUKeticinin,
satin almay1 planlandigi iirlinlin toplam faydasinin piyasadaki
ikame {rlinlin fiyatt ile kiyaslamasma karsilastirmali deger
denmektedir (Gale, 2002: 11). Ortaya ¢ikan karsilagtirmali deger
fiyati, piyasadaki fiyattan ne kadar yuksek ise, tuketicinin trini
satin alma olasilig1 o kadar yiiksek olacaktir.

Deger temelli fiyatlama ydnteminin yararlar1 asagidaki
gibidir (Gale vd. 2006: 1):

e Urlinin, rakip trtinlerden farkli 6zellikleri belirler.

e Belirlenen farkliliklarin miisteri goziinde degerini
ortaya koymay1 yardimci olur.

e Rakip isletmelerin {irlin fiyatlarinin ne kadar tizerinde
bir fiyatin olusturulabilecegini gosterir.

e Miisterilerin Onem verdikleri iirlin Ozelliklerinin
gelistirilmesine olanak tanir.

e Uriin kiyaslamalarinda {istiinliik saglayacak &nemli
noktalarin belirlenmesinde yardimer olur.

2.3.Turizm Isletmelerinde Fiyatlandirma Stratejileri

Turizm isletmeleri, tiiketicilerin istek ve ihtiyaglar
dogrultusunda sunmus oldugu mal ya da hizmete veya bulundugu
ya da hitap ettigi pazara gore asagidaki fiyatlandirma
stratejilerinden faydalanmaktadir, bu stratejiler;

e Pazarin kaymagini alma stratejisi
e Pazara nifuz etme stratejisi
e Psikolojik fiyatlandirma stratejisi
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e Mevsimsel fiyatlandirma stratejisi
e (Cografi fiyatlandirma stratejisi

e Indirimli fiyat stratejileri

e Farkl fiyatlandirma stratejileri

e Garantili fiyat stratejisi

2.3.1.Pazarin Kaymagim1 Alma Stratejisi

Isletmeler nis bir pazara girecegi zaman pazarin
kaymagini1 alma stratejisinden faydalanabilmektedir. Bu strateji,
isletmelerin genellikle piyasada esi benzeri bulunmayan bir iiriin
ozelinde uyguladig: stratejidir. Uriiniin ikamesinin olmamast,
isletmelerin yapmis olduklar1 yatirnmlarin geri doniisiinii daha
hizl1 alabilmek i¢in yiliksek fiyat sunma imkani yaratmaktadir
(Yildirim, 2015: 18). Ancak bu imkan, rakip isletmelerin ilgili
pazar1 kesfetmesiyle birlikte ortadan kalkmaktadir. Ciinkii rakip
isletmelerin nis pazar kesfetmesi, rekabeti artirmakta ve fiyatlar
diistirmektedir.

2.3.2.Pazara Derinligine Girme (Niifuz Etme)
Stratejisi

Pazari ele gecirme stratejisi olarak da bilinen pazara niifuz
etme stratejisinde turizm isletmeleri, kendisini piyasa igerisinde
diisiik bir konumda tutarak, piyasada kendine pay almayi
hizlandirmak istemektedir. Ancak, ilgili stratejiyi uygulayan
turizm isletmelerinin Kar marjlar1 diisiis egilimi gosterecektir.
Cunkl ilgili stratejinin  turizm isletmelerinde uygulanmasi
halinde, uzun vadede turistik GUrinlerin degerinde fiyat
belirlenememesi problemi ile karsilagilacaktir.

2.3.3. Psikolojik Fiyatlandirma Stratejisi

Psikolojik fiyatlandirma temelde tlketicinin
davranislarin1 baz almaktadir. Turizm isletmelerinde psikolojik
fiyatlandirma  stratejisinden  siklikla  yararlanilmaktadir.
Psikolojik fiyatlandirma stratejisi igerisinde yer alana fiyat sonu

68



Tourism: Theory and Practice

yazim yontemi ile birlikte tirln ve hizmet fiyatlarinin .00’11 fiyat
sonlarindan ¢ok .99’lu fiyat sonlariyla tercih edildigi
gorulmektedir. Fiyat sonlarinda yer alan rakamlarin, miisteri
algilarinda farkli ¢agirimlar yaptigi bilinmektedir. Ornegin, .99-
.90 sonlu fiyatlar genellikle indirimle bagdastirilirken, .00 sonlu
veya .50 sonlu fiyatlar genellikle kaliteyle bagdastirilmaktadir
(Naipaul S. ve Parsa H.G. 2001).

2.3.4.Mevsimsel Fiyatlandirma Stratejisi

Mevsimsel fiyatlandirma stratejisi, turizm sektoriintin
mevsimsellik 6zelligi neticesinde turizm isgletmelerin siklikla
yararlandig1 bir strateji olarak karsimiza ¢ikmaktadir. Faaliyette
bulundugu mevsime gore hizmet veren turizm isletmeleri
bulunduklari mevsimin gereklilikleri yoOniinde fiyatlarini
belirleme egilimindedir.

2.3.5. Cografi Fiyatlandirma Stratejisi

Turizm sektoriindeki isletmelerin bir kismi zincir
isletmelerden olusmaktadir. ilgili isletmelerin belirli standartlara
bagli kalarak merkezler tarafindan yonetildigi bilinmektedir.
Ancak bu isletmeler her ne kadar belirli standartlar ¢ger¢cevesinde
yonetilse de bulunduklar1 cografi bolgeye gore fiyatlarinda
farkliliklar goriilebilmektedir (Aydmn, 2019). Ornek vermek
gerekirse, Marriot grubu uluslararas1 alanda faaliyetlerini
gerceklestirmektedir. Ancak Antalya’da faaliyet goOsteren bir
Marriot ile istanbul’da faaliyet gosteren bir Marriot miisterilerine
farkl fiyatlar sunabilmektedir.

2.3.6.Indirimli Fiyat Stratejileri

Turizm isletmelerinde mevcut fiyatlarin yani1 sira
miisterilere 0zel olarak sunulan indirimli fiyatlar yer almaktadir.
Turizm isletmelerinde indirimli fiyatlar genellikle eski
miisterilerine yonelik uygulanmaktadir. Bunun haricinde, erken
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rezervasyonlarda da indirimli fiyatlar =~ miisteriler igin
sunulmaktadir (Giiner, N. S. 2016: 52).

2.3.7.Farkh Fiyatlandirma Stratejisi

Turizm isletmeleri doluluk oranlarini artirabilmek, yeni
miisteri kazanimi elde edebilmek ve satislarini artirabilmek igin
mevcut durumunu gozden gegirerek mekan ve zamana gore farkli
fiyatlar sunabilmektedir. Farkl fiyatlandirma stratejisi tiiketiciye,
mamule, yere ve zamana gore farklilastirma olarak
gorulmektedir. (Giiner, N. S. 2016: 55).

2.3.8. Garantili Fiyat Stratejisi

Turizm  sektoriinde faaliyet gosteren isletmeler,
yogunlugun yiiksek oldugu dénemlerde miisteriye sunduklart mal
veya hizmetlerin satigin1 garantili sekilde gerceklestirmektedir.
Bunun en biyuk sebebi turizm sektoriindeki Grdnlerin
stoklanamaz dogasidir. Diger bir ifadeyle, satis1 gergeklestirilen
mal veya hizmet heniiz rezervasyon asamasinda 6demesi alinarak
garanti altina alinir. Ciink{i turizm isletmeleri temelde zaman
satmaktadir. Bu dogrultuda miisteriler ilgili mal ve hizmeti
kullanmasa dahi bedelini 0demis olurlar. Bu sayede turizm
isletmeleri yogunlugun yiiksek oldugu donemlerde kendini
garanti altina almis olur (S6kmen, 2002: 36).

3. SONUC

Turizm sektoriinde miisteri istek ve ihtiyaglar
dogrultusunda mal ve hizmet iiretimi gerceklestirmek temel
hususlardan birisidir. Miisteri istek ve ihtiyaclari dogrultusunda
tiretilen mal ve hizmetin miisteriyle bulugsmasi noktasinda ise, en
onemli karar unsurlarindan birisi fiyattir. Rekabetin ve
maliyetlerin giin gegtikge arttig1 giiniimiizde turizm isletmelerinin
fiyatlandirma kararlari, bulunduklar1 pazarda ne sekilde
konumlanacaklarinin temelini olusturmaktadir. Bu noktadan
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hareketle turizm sektdriinde yer alan konaklama isletmelerinin
miisterilerin istek ve ihtiyaclar1 dogrultusunda fiyatlama karari
almalar1 6nem arz etmektedir. Bu baglamda geleneksel fiyatlama
yontemlerinden olan rekabete dayali, maliyete dayali ve talebe
dayali fiyatlamanin yani sira konaklama isletmelerinin degere
dayali fiyatlama yontemini de fiyatlama kararlarina entegre
etmeleri ve bahsedilen fiyatlandirma stratejileri ile beraber
kullanmalar1 gerekmektedir.
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