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Amag - Bu calismanin amacai tiiketicilerin marka askinin marka sadakatine etkisini saptamaktir.

Yontem — Bu amagla olusturulan hipotezlerin test edilmesi icin iki ayr1 6lgekten olusan anket dlgme
araci olarak kullanilmustir. Bu arastirma kapsaminda 300 katilimer ile "kolayda 6rneklem yontemi”
kullanilarak Afyonkarahisar ilinde bir anket uygulanmustir. Toplanan veriler SPSS 21.0 paket
programu ile analiz edilmistir. Arastirmada elde edilen verileri analiz etmek icin frekans, ortalama,
ylizde alma gibi yontemler kullanilmistir. Normal dagilim gostermeyen ii¢ ve {izeri gruplarin analizi
i¢in Kruskal-Wallis H Testi, niteliksel verilerin analizinde ise Mann-Whitney U Testi kullanilarak
veriler analiz edilmis ve yorumlanmustir.

Bulgular - Elde edilen sonuglara gore, X, Y ve Z kusag tiiketicilerinin marka agskinin marka sadakati
iizerinde anlamli etkisi oldugunu goéstermektedir.

Tartisma — Arastirma sonucunda elde edilen bulgular marka aski ve marka sadakati ile ilgili
literatiirde daha oOnce yapilan calismalari destekler niteliktedir. Markalara duygusal olarak
kendilerini yakin hissedip miisterilerin baglanmalarini saglayan durum; marka aski olarak
degerlendirilir. Yapilan akademik calismalar marka askimin, giiclii duygusal sonuglara neden
oldugunu ve bunun sonucunda da marka sadakati gibi davramssal sonuglara yol actigi
belirtmislerdir. Tiiketici ile marka arasinda var olan marka askinin giiglii olup olmamasi, isletmelerin
yeniliklere agik olup olmamalarina baglidir. Bu nedenle, sirketlerin fonksiyonel niteliklerinin Stesine
gecerek ve firiinlerini tiiketen tiiketicilerinin deneyimlerini artirarak marka agki yaratmalar
gerekmektedir.

ARTICLE INFO ABSTRACT

Keywords: Purpose — The aim of this study is to determine the effect of consumers' brand love on brand loyalty.

Age Generations Design/methodology/approach — To test the hypotheses created for this purpose, two different scales

Brand Love were used as a questionnaire. Within the context of this study, by reaching 300 participants with
“convenience sampling method”, the questionnaire was applied in Afyonkarahisar. The compiled

Brand Loyalty data was analyzed with SPSS 21.0 statistical analysis program. In order to analyze the data obtained
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in the study, methods such as frequency, average and percentage were used. Additionally, the data
was analzyed with The Kruskal-Wallis H Test, which was used for the analysis of three and more
groups that do not show normal distribution, and Mann-Whitney U Test which was used for the
analysis of qualitative data. Then, the analyzed data was interpreted.

Findings — According to the results, X, Y and Z generation consumers’ brand love have a statistically
signficant effect on their brand loyalty.

Discussion — The findings of the study supported the previous studies conducted on brand love and
brand loyalty in the relevant literature. The situation that makes the customers feel emotionally close
to and connect with brand is regarded as brand love. The academic studies displayed that brand love
has strong emotional outcomes, and as a result of this, it leads to several behavioral consequences
such as brand loyalty. The extent of whether the relationship between brand and consumer is strong
depends on whether the enterprises are open to innovations or not. Therefore, by extending beyond
their functional qulities and increasing the brand experiences of their customers, enterprises need to
create brand love

! Bu calisma Afyon Kocatepe Universitesi, Sosyal Bilimler Enstitiisii 6grencisi Zeliha Gamze Kocakug'un tamamlanan yiiksek lisans
tezinden tretilmistir.
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