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OZET
KAZAKISTAN TUKETICILERININ KREDI KARTI KULLANIMI
TUTUMLARI, SADAKAT PROGRAMLARI VE KREDI KARTI KULLANIM
EGILIMI ILISKISI
Almas Mukumov

Iliskisel pazarlama uygulamalarinin en onemli amaci miisterilerin yasam boyu degerini
kazanmaktir. Bu amaca ulagmakta kullanilan 6nemli araglardan biri sadakat programlaridir. Sadakat
programlart  miisterilerin  belli bir isletmeye bagli kalmalarin1 saglamak amaciyla
uygulanmaktadirlar. Bu baglamda, miisterilerin isletme triinlerini tercih etmeye devam etmelerini
ve daha fazla satin almalarin1 6zendiren ¢esitli 6diillerin sunulmasini igermektedirler.

Tiirkiye'de sadakat programlarmin siklikla kullanildig1 sektdrlerden biri bankaciliktir. Ozellikle
bireysel bankacilik ve kredi kartlar1 alaninda sadakat programlarinin kullanimi yaygindir. Bununla
beraber, kredi kart1 pazari her iilkede ayn1 diizeyde gelismis durumda degildir. Kredi kart1 pazarinin
bliylimekte oldugu iilkelerde, bankalarin kart kullanimini yayginlastirmak amaciyla sadakat
programlarini kullanmaya basladiklar1 goriilmektedir. Kredi kart1 sadakat programlarinin pek ¢ok
farkli tiirii bulunmaktadir, ancak yeni pazarlarda tiiketicilerin farkli kredi kart1 sadakat
programlarina verecekleri tepkiler bilinmemektedir.

Yiikselen pazarlardan biri olan Kazakistan'da kredi kart1 pazari biiyiime evresindedir. Pazarin
biliylimesi i¢in uygun stratejilerin secilmesinde oOncelikle Kazakistan tiiketicilerinin kredi karti
kullamimina olan tutumlarinin anlasilmasina ihtiyag duyulmaktadir. Ulkede kredi karti sadakat
programlarinin ge¢cmisi ¢ok yenidir ve tiiketicilerin ne tiir sadakat programlari karsisinda kredi karti
kullanimlarmi artiracaklari konusunda bilgiye ihtiya¢ vardir. Buradan yola ¢ikarak, Kazakistan
tiiketicilerinin kredi kart1 kullanimi tutumlari, sadakat programlari ve kredi kart1 kullanim egilimi
arasindaki iliskileri aragtirmak hedefiyle bir tez ¢alismasi gerceklestirilmistir. Gergeklestirilen
arastirmada senaryo teknigine dayali anket yontemi kullanilarak farkli kredi kart1 sadakat
programlarinin manipiilasyonu gerceklestirilmis ve deneklerin kullanim egilimleri Olgiilerek
karsilastirmigtir. Elde edilen sonuglara gore, Kazakistan'da kredi kart1 kullanan tiiketiciler indirim
ve taksitle ddeme olanag1 sunan sadakat programlarini, 6diil sunan sadakat programlarina gore daha
cok kullanmak egilimindedirler. Orneklem baglaminda, Kazakistan tiiketicilerinin kredi kart:
kullanim1 tutumlarinin nétr oldugu goriilmistiir.

Dolayisiyla, Kazakistan'da faaliyet gosteren bankalara kredi kart1 kullanimina yoénelik tutumu
olumlu hale getirmek iizere pazarlama stratejileri gelistirmeleri ve bu ¢ercevede indirim ve taksit
olanag1 sunan kredi kart1 sadakat programlarini kullanmalar1 dnerilmistir.
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Tutum, Misteri Sadakat Programlari, Tiirkiye ve Kazakistan
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ABSTRACT
RELATIONSHIP OF CREDIT CARD USAGE ATTITUDES OF KAZAKHSTANI
CONSUMERS, LOYALTY PROGRAMS AND CREDIT CARD USAGE
INTENTIONS
Almas Mukumov

The most important goal of relational marketing implementations is to get lifetime value of
customers. One of the key tools used to achieve this goal is loyalty programs. Loyalty programs are
applied to ensure the loyalty of customers on a certain company. In this context they involve
different rewards tempting customers continue to prefer company’s products and purchase more.

Banking is one of the sectors in Turkey where loyalty programs often used. The use of the loyalty
programs are especially common in the fields of private banking and credit cards. However, the
development of the credit card market is not at the same level in each country. The banks start to
use the loyalty programs to penetrate the market in the countries where the credit card market is
growing. Credit card loyalty programs have many different types but the reaction of different
consumers in new markets to variouscredit card loyalty programs is not known.

The credit card market is at the growth phase in Kazakhstan, one of the emerging markets. In
the selection of appropriate strategies for the growth of the market, it is firstly needed to understand
the attitude of Kazakhstani consumers to the use of credit card. The history of credit card loyalty
programs is very new in the country and there is a need for information on what kind of loyalty
programs may increase credit card usage by consumers. For this reason, a research was conducted
in order to examine relationship of credit card usage attitudes of Kazakhstani consumers, loyalty
programs and credit card usage intentions. For this purpose, different credit card loyalty programs
was manipulated through scenarios and intentions to use were compared. According to the results
obtained, the consumers in Kazakhstan are tend to use credit cards with loyalty programs
offering discounts and partial payments rather than loyalty programs offering rewards.

The attitudes of Kazakhstani consumers to the use credit cards is found to be neutral within this
sample. Therefore, banks operating in Kazakhstan are suggested to develop marketing strategies
that help to improve attitudes. Additionaly, use of loyalty programs offering discounts and partial
payments are suggested.
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