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Destinasyonlar I¢in Marka Askinin Marka Sadakati Uzerindeki Etkisi: Bodrum 6rnegi

(The Effect of Brand Love on Brand Loyalty for Destinations: The Case of Bodrum)
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Marka agki
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Son yillarda literatiirde yer edinmeye baglayan marka aski ve marka sadakati kavramlari,
insan odakli bir endiistri olan turizm ve seyahat endiistrisinde de destinasyon markasi
kapsaminda ele alinmaktadir. Bir marka gibi degerlendirilen turizm destinasyonlarina
turistlerin duyduklar1 ask ve baglilik, o destinasyonu tekrar ziyaret etmelerinde, bagkalarina
tavsiye etmelerinde ve markaya sadakatle bagli olmalarinda rol oynamaktadir. Bu ¢alismada
marka sadakatinin marka aski ile olan iligkisi incelenmektedir. Destinasyon olarak
Tiirkiye’nin gozde turizm merkezlerinden biri olan Bodrum secilmistir. Ciinkii Bodrum,
binlerce yillik tarihsel, kiiltiirel ve cografi ¢ekicilikleriyle her yastan ve milletten turistin
tercih ettigi bir destinasyon olmustur. Calismada 407 yerli turiste Bodrum i¢in duyduklari
ask ve sadakati igeren anket uygulanmis ve analizlerin sonucunda turistlerin markaya

Marka sadakati duyduklart askin, sadakatlerini biiyiik oranda etkiledigi goriilmiistiir.
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literature in recent years, are handled within the scope of destination brand in tourism and
travel industry which is a human-oriented industry. The love and devotion that tourists feel
for tourism destinations, which are considered as a brand, play a role in re-visiting that
destination, recommending it to others and keeping loyalty to the brand. In this study, the
relationship between brand loyalty and brand love is examined. Bodrum was selected as
one of favorite tourism destination in Turkey because Bodrum has been a preferred
destination for tourists of all ages and nationalities, with its historical, cultural and
geographical attractions. In this study, 407 domestic tourists were surveyed about their love
and loyalty for Bodrum. Analysis results showed that tourists’ loyalty was affected by their
love of brand with great extents.
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