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Makale Gegmisi Oz

Goénderim Tarihi: 12.10.2022 Bu c¢alismada marka deneyiminin, marka sadakati, marka tatmini ve marka farkindaligi
iizerindeki etkilerinin tespit edilmesi ve ayrica marka deneyimi ile marka sadakati arasinda
marka tatmini ve marka farkindaliginin aracilik roliiniin incelenmesi amaglanmistir. Bu
amaca yonelik 24 Subat — 3 Mart 2022 tarihleri arasinda Ilgaz Dag1 Milli Parki’n1 ziyaret
eden 250 turistin katilimi ile bir arastirma gerceklestirilmistir. Yiiz yilize anket yontemi ile
Marka deneyimi toplanan veriler SPSS 26 programi kullanilarak degerlendirilmis ve analize tabi tutulmustur.
Elde edilen sonuclar, marka deneyiminin; marka tatmini, marka sadakati ve marka
farkindalig1 iizerinde anlamli etkisi oldugunu gostermektedir. Bunun yaninda, marka

Kabul Tarihi: 21.12.2022

Anahtar Kelimeler

Marka tatmini

Marka farkindalig1 tatmini ve marka farkindaligi, marka deneyimi ile marka sadakati arasinda kismi aracilik

Marka sadakati roliine sahiptir. Ulagilan bir diger sonu¢ ise marka tatmini ile marka farkindaligi arasinda
pozitif yonlii anlamli bir iligkinin bulundugudur.

Keywords Abstract

Brand experience In this study, it is aimed to investigate the impact of brand experience on brand loyalty,

brand satisfaction and brand awareness and also to examine the mediating role of brand
satisfaction and brand awareness between brand experience and brand loyalty. For this
purpose, a research was conducted with the participation of 250 tourists who visited llgaz
Brand loyalty Mountain National Park between February 24 and March 3, 2022. The data obtained by

the face-to-face survey method were evaluated and analyzed using the SPSS 26 program.

According to results it has been shown that brand experience has a significant effect on
Makalenin Tiri brand satisfaction, brand loyalty and brand awareness. Moreover brand satisfaction and
brand awareness have a partial mediating role between brand experience and brand loyalty.
Another result of the study is that there is a positive relationship between brand satisfaction
and brand awareness.

Brand satisfaction

Brand awareness
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