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Oz

Her gecen gilin artan mal ve hizmet cesitliligi marka degerinin daha o6nemli oldugunu
gostermektedir. Marka giiveni bir mal veya hizmetin satin alinmasi i¢in 6nemli unsurlardandir.
Marka baghiligi miisterinin tekrar satin alma davranisinda bulunmasi ile isletmenin yeni miisteri
kazanmasindan daha uygun maliyetlere gelmesini saglamaktadir. Bu ¢alismanin énemi marka
giliveni ile marka bagliligi unsurlarmin satin alma niyeti {izerine iliskisinin tespit edilmesidir.
Evren olarak secilen Selcuk Universitesi Tktisadi Idari Bilimler Fakiiltesinde 2019 yilinda bulunan
5893 dgrencidir. Orneklem olarak Selguk Universitesi Iktisadi Idari Bilimler Fakiiltesinde kayith
360 ogrencidir. Yapilan calismada istatistik paket programui ile incelenen faktorler arasinda
korelasyon, regresyon analizi yapilmistir. Bu calismanin amaci marka giiveni ve marka
baghliginin 6grencilerin satin alma niyetine etkisinin incelenmistir. Calismanin sonucuna gore
marka giiveni, marka baghlig1 ve satin alma niyeti faktorleri arasinda anlaml bir iliski vardir.
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Abstract

The ever-increasing variety of goods and services indicates that brand value is essential. Brand
trust is an essential element for the purchase of a good or service. The new customer requires
someone to come to more affordable costs that will earn. In this study, the effect of brand trust
and brand loyalty on the intention to purchase was examined. The importance of this study is to
determine the relationship between brand trust and brand loyalty on purchase intention., The
5893 students in Selcuk University Faculty of Economics and Administrative Sciences was
selected as the population in 2019. The sample is composed of 360 students enrolled in the Faculty
of Economics and Administrative Sciences of Selcuk University. Evaluation of statistical
packaged software and correlation between the factors examined, regression analysis. The
purpose of this study is to examine the effect of brand trust and brand loyalty on students'
purchasing intent. According to the results of his study, there is a significant relationship between
brand trust, brand loyalty, and intention to purchase factors.
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