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Oz

Isletmeler, kendi markalarina sadik ve ask ile bagl olan miisteriler arzu etmektedir. Isletmelerin
miisterilerini, sadik miisteriler haline getirebilmesii¢in ihtiya¢ duyulan faktorlere bakildiginda marka
giiveni, marka aski ve marka imaj1 degiskenlerinin 6ne ¢iktig1 goriilmektedir. Miisteriler pozitif imaj
yiiksek, giiven duyulan ve duygusal anlamda pozitif hisler beslenilen markalara yogunlasmakta ve
siklikla bu markalarin {iriinlerini tercih etmektedir. Bu dogrultuda hazirlanan ¢alismanin amaci,
otomobil kullanicilarinin tercih ettikleri markalara kars: duyduklar: sadakatin onciilleri olan marka
aski, marka giiveni ve marka imajinin sadakat tizerindeki etkisini tespit etmektir. Arastirmada, kolayda
ornekleme tekniginden faydalanilarak 390 otomobil kullanicisindan ¢evrimigi anket teknigiyle elde
edilen veriler analize tabi tutulmustur. Elde edilen veriler, betimleyici analizler, faktor analizi,
korelasyon ve ¢oklu regresyon analizleri ile incelenmistir. Calisma sonucunda, marka aski ile marka
imajinin marka sadakati {izerinde anlamli ve pozitif etkileri oldugu goriilmektedir. Ayrica marka
imajinin marka giiveni iizerinde ve marka imajinin da marka aski tizerinde anlamli ve pozitif etkileri
oldugu sonucuna ulasilmisgtir.
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Abstract

Businesses desire customers who are loyal and love to their brands. When the factors needed for
businesses to turn their customers intoloyal customers, it is seen that the variables of brand trust, brand
love and brand image come to the fore. Customers focus on brands with high positiveimage, trust and
emotionally positive feelings, and often prefer the products of these brands. The purpose of the study
prepared in this direction is to determine the impact of brand love, brand trust and brand image on
loyalty, which are the precursors of loyalty towards thebrands preferred by car users. In the research,
data obtained from 390 automobile users via online survey technique were analyzed by using easy
sampling technique. The data were analyzed by descriptive analysis, factor analysis, correlation and
multiple regression analysis. As a result of the study, it is seen that brand love and brand image have
significant and positive effects on brand loyalty. In addition, it was concluded that brand image has a
significant and positive effect on brand trust and brand image on brand love.
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