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Aragtirmanin temel amaci, Mersin ilinde bulunan self servis kahve diikkkanlarindan aligveris
gerceklestiren tiiketicilerin kahve tiiketim aligkanliklarini tespit etmektir. Bu kapsamda
hazirlanan anket formu, Mersin ilinde bulunan self servis kahve isletmelerinden aligveris
gergeklestiren 425 kisiden 15 Nisan 2023-6 Mayis 2023 tarihleri arasinda kolayda
ornekleme yontemiyle yiiz yilize toplanmustir. Elde edilen sonuglara gore, miisteri deneyimi
faktorleri olan {iriin kalitesi, servis kalitesi ve deneyim kalitesi boyutlarinin tekrar ziyaret
niyeti {izerinde anlamli bir etkiye sahip oldugu ortaya koyulmustur. Ancak deger boyutu
devreye girdiginde miisteri deneyimi faktorleri olan servis kalitesi ve deneyim kalitesinin
tekrar ziyaret niyetine etkisi anlamsiz hale gelerek, bu etki degerin tam aracilig1 izerinden
gerceklesmistir. Uriin kalitesinin tekrar ziyarete etkisi ise anlamsizlasmadigindan deger bu
noktada kismi aracilik roli {istlenmistir. Sonug¢ olarak Mersin ilinde bulunan self servis
kahve isletmelerinden aligveris gerceklestiren tiiketiciler kendilerini degerli hissettiklerinde
servis kalitesi ve deneyim kalitesini ikinci plana itip tekrar ziyaret niyetinde bulunmaktadir.
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The main objective of the research is to determine the coffee consumption habits of
consumers who shop at self-service coffee shops in Mersin province. The questionnaire
form prepared in this context was collected face-to-face by convenience sampling method
from 425 people who shop at self-service coffee shops in Mersin between April 15, 2023
and May 6, 2023. According to the results obtained, it has been revealed that the dimensions
of product quality, service quality and experience quality, which are the factors of customer
experience, have a significant effect on revisit intention. However, when the value
dimension came into play, the effect of service quality and experience quality, which are
customer experience factors, on revisit intention became insignificant, and this effect was
realized through the full mediation of value. Since the effect of product quality on revisit
intention did not become significant, value played a partial mediating role at this point. As
a result, consumers who shop at self-service coffee shops in Mersin province tend to put
service quality and experience quality in the second plan and intend to revisit when they
feel valued.
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