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Gonderim

Tarihi-20.10.2017 Marka ile miisteri arasindaki duygusal baglanmay1 temsil eden marka aski karsilikli bir

iliskiye dayanmaktadir. Yapilan akademik c¢aligmalar marka askinin marka giiveni ve
marka sadakatiyle iliski icerisinde oldugunu gostermektedir. Dolayisiyla bu ¢alismada da
marka askiin marka giiveni ile marka sadakati arasindaki iliskide aracilik etkisi olup
olmadigini incelemek amaglanmistir. Arastirmanin hipotezleri, Starbucks kahve
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Anahtar Kelimeler diikkanlarini tercih eden 378 cevaplayicidan olusan bir 6rneklem {izerinde test edilmistir.
Elde edilen veriler, Baron ve Kenny (1986)’nin Nedensel Adim Yaklasimi ¢ercevesinde
Marka gliveni cesitli regresyon analizleri kullanilarak test edilmistir. Arastirma sonuglari, marka askinin
Marka aski markaya duyulan giiven ile marka sadakati arasindaki iliski iizerinde tam aracilik rolii
3 oldugunu ortaya koymaktadir. Diger bir ifadeyle, miisterilerin Starbucks markasina
Marka sadakati duyduklar1 giivenin marka sadakatleri tizerindeki etkisi marka aski {izerinden
Aracilik etKisi gergeklesmektedir.
Keywords Abstract

Brand love which represents the emotional attachment between the brand and the
customer is based on a mutual relationship. Academic research has shown that brand love
is closely linked with brand trust and brand loyalty. Thus, the aim of this article is to
Brand love study if brand love has a mediating role in the relationship of brand trust and brand
loyalty. The hypotheses of the research are tested on one sample with 378 people who
prefer Starbucks coffee shops. The obtained data is tested by using various regression
Mediating role analyses within the framework of Baron and Kenny (1986)’s The Causal Inference
Approach. The results of the research have proved that brand love has full mediating role
in the relationship of brand trust and brand loyalty. That is to say, the effect of trust that
Starbucks customers have, on brand loyalty is because of their brand love of Starbucks.
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