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Anahtar Kelimeler Oz

Atmosfer Tiketiciler yiyecek-igecek isletmelerine yeme-igme ihtiyaglarini karsilamak igin gitmektedir Bu
L ihtiyaclari i¢in ddedigi fiyata karsilik iyi bir hizmet almak istemektedirler. Atmosfer, bu hizmeti

Tketim duygulart yerine getirilirken miisterilerin mutlu ve huzurlu bir sekilde isletmeden ayrilmalarina yardimei

olmaktadir. Birgok faktoriin bir araya gelmesiyle meydana gelen restoran atmosferi giiniimiizde
yiyecek-igecek endiistrisinde biiyiik bir 6nem tagimaktadir. Piyasadaki rekabet dikkate alindiginda
Yeniden satin alma davranisi restoran atmosferi isletmeler igin hayati Onem tasimaktadir. Yiyecek-igecek isletmelerinin
olusturdugu atmosfer tiiketicilerin kaliteli bir yeme-igme deneyimi kazanmalarini, igletmeyi tekrar
tercih etmelerini saglamaktadir. Atmosferin tilketim duygulari ve miigteri memnuniyeti iizerinde
etkisi oldugu bilinmektedir. Bu etkinin olumlu ya da olumsuz olmasi yeniden satin alma
davranmiginin olugmasina veya olugmamasina sebep olmaktadir. Arastirma 710 yiyecek-icecek
isletme miisterisi agisindan degerlendirilmistir. Kolayda drnekleme yontemi ile olusturulan anket
formlar1 yiyecek-igecek isletmelerinden hizmet satin almis kisilere on-line olarak dagitilmistir.
Atmosferin, tiiketim duygulari, miisteri memnuniyeti ve yeniden satin alma davranigi arasindaki
iliskinin Olgiilmesinde korelasyon ve regresyon analizleri igin SPSS 22.0 paket programindan
yararlanilmigtir. Caligma sonucunda, atmosferin, tiiketim duygulari, miisteri memnuniyeti ve
yeniden satin alma davraniglar1 arasinda iligki ve etki gézlemlenmistir.

Miisteri memnuniyeti
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Consumers go to food and beverage businesses to meet their eating and drinking needs. They want
to get a good service in exchange for the fare they pay for these needs. The atmosphere helps the
Atmosphere customers to leave without running the service happily and peacefully when this service is carried
out. The restaurant atmosphere that has come to the fore with many factors coming together is of

Consumption sentiment great importance in the food and beverage industry today. Considering the competition in the

Customer satisfaction market, restaurant atmosphere is vital for businesses. The atmosphere created by the food and
. . beverage enterprises ensures that consumers gain a quality eating and drinking experience, and they
Re-purchasing behavior prefer to operate again. The atmosphere is known to have an effect on consumer sentiment and

customer satisfaction. The positive or negative effect of this effect leads to the occurrence or non-
occurrence of re-purchasing behavior. The study was evaluated from 710 food and beverage
business customers. Survey forms created with sampling method are easily distributed on-line to
those who have purchased services from food and beverage businesses. SPSS 22.0 package
program was used for correlation and regression analysis when the relationship between
atmosphere, consumption sentiment, customer satisfaction and re-buying behavior was measured.
As a result of the study, the relationship and effect between atmosphere, consumption sentiments,
customer satisfaction and repurchase behavior were observed.
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