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Amag: Bu aragtirmanin amaci, AVM imajinin AVM ziyareti, miisteri memnuniyeti, miisteri sadakati ve
agizdan agiza iletisim iizerindeki etkisini ortaya koymaktir.

Yontem: Arastirmada, konuyla ilgili kavramsal agiklamalar ve literatiir arastirmasi sonuglar1 ortaya
konulmustur. Literatlirden sonra arastirma modeli, veri toplama ve analiz yontemleri yazilmistir.
Arastirmada kullanilan modelde belirlenen degiskenlerin 6l¢iimii i¢in literatiirde daha 6nce ¢alisilan,
gegerlilikleri ve giivenilirlikleri test edilmis Olgeklerden alinmistir. Arastirmada kullanilan anket
formunda katilimcilar her faktorii 5'1i Likert dlgegi seklinde degerlendirmislerdir. Ankara ilinde faaliyet
gOsteren AVM'leri ziyaret eden 435 tiiketiciye anket uygulanmistir. Verilerin analizinde SPSS 24 ve AMOS
24 programlar1 kullanilmistir. Elde edilen verilerle &nerilen modelde olan iligkilerin test edilmesinde,
dogrulayic1 faktor analizi ve yapisal esitlik modellemesi analizi yapilmistir.

Bulgular: Arastirma sonucunda elde edilen bulgulara gére, AVM imaj1 faktdrlerinden atmosfer ve
kategori gesitliliginin, AVM'yi tekrar ziyaret etme tizerinde, tek bir kategori igerisinde gesitliligin miisteri
memnuniyeti iizerinde, miisteri memnuniyetinin AVM'yi tekrar ziyaret etme ve agizdan agiza iletisim
iizerinde, AVMyi tekrar ziyaret etmenin miisteri sadakati ve agizdan agiza iletisim iizerinde ve miisteri
sadakatinin agizdan agiza iletisim {izerinde pozitif etkileri oldugu tespit edilmistir.

Tartisma: Elde edilen sonuglara gore tiiketicilerin zihninde olusan imaj, aligveris merkezlerinin rekabet
nedenlerinin arasinda yer almistir. AVM imaji faktorleri tiiketicileri AVM'lere ¢eken temel faktorlerdir ve
atmosfer, kategori gesitliligi ve tek bir kategori icerisinde gesitlilik faktorlerine sahip olan AVM’ler,
miisterilerine iliskin uygun imaj, memnuniyet ve sadakat yaratmaktadirlar. Aligveris merkezleri
tiikketicilerin zihninde uygun imaj yaratarak, onlari memnun ederek kendilerine rekabet avantaji
saglamaktadirlar.

ARTICLE INFO ABSTRACT

Keywords: Purpose — The aim of this work is designating the impact of shopping center’s image on shopping center’s
Shopping Center’s Image patronage, customer satisfaction, customer loyalty and word of mouth.

Shopping Center’s Design/methodology/approach - In the study, about related subject conceptual explanations and
Repatronage literature research results were presented. After the literature, research model, data collection and analysis
Customer Satisfaction methods were written. For the measurement of the variables determined in the model used in the research,
Customer Loyalty it was taken from the scales that were previously studied in the literature, which their validity and
Word of Mouth reliability were tested. In the questionnaire used in the research, the participants evaluated each factor as
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a 5-point Likert scale. In this study, in Ankara 435 people who visit shopping centers completed the
questionnaires. SPSS 24 and AMOS 24 programs were used to analyze the data. By obtained data, in
testing the relationships of proposed model, confirmatory factor analysis and structural equation
modeling analysis were applied.

Results — As a result of the structural equation modeling analysis and evaluation of hypotheses, it was
concluded that from shopping center image elements, “atmosphere” and “cross category assortment”
factors affect shopping center repatronage, “within category assortment” affect customer satisfaction,
customer satisfaction affect shopping center repatronage and word of mouth, shopping center
repatronage affect customer loyalty and word of mouth and customer loyalty affect word of mouth
positively.
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Miisteri Memnuniyeti, Agizdan Agiza letisim ve Sadakat Uzerindeki Etkisi: Bir Alan Aragtirmas1” baglikli doktora tezinden iiretilmistir.
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Discussion — According to the results, the image formed in the consumers’ minds, is among the
competitive reasons of shopping centers. The elements of shopping center image are the main factors to
attract consumers to them and the shopping centers which have atmosphere, category assortment and
within category assortment factors, creating appropriate image, satisfaction and loyalty for their
customers. Shopping centers create a suitable image in consumers minds and provide competitive
advantage for themselves by satisfying them.
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