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ALGILANAN KALITENIN MARKA BAGLILIGINA ETKiSi VE MARKA
GUVENININ ARACILIK ROLU AKILLI CiIHAZ KULLANICILARI UZERINE BiR
ARASTIRMA

OZET

Gilintimiizde kiiresellesmenin etkisiyle birlikte, teknolojik anlamda sinirlar ortadan
kalkmistir. Gelisen teknolojiyle beraber insanlar birbirleriyle iletisim ve etkilesim
icerisindedirler. Tiiketiciler, her gegen gelisen teknolojiyi yakindan takip etmektedirler.
Teknolojiyi yakindan takip eden tiiketicilerin, bilisim teknolojilerine olan ilgisi 6zellikle akilli
telefonlarda 6n plana ¢ikmaktadir. Akilli telefon kullanimu, tiiketicilerin hem sosyal yasaminda
hem de is hayatinda giin gectikge daha fazla 6nem arz etmektedir. Tiketiciler ihtiyaglar
(sosyallesme, zaman tasarrufu, iletisim, islevsellik, kolay kullanim, yenilik vb.)
dogrultusundaki markalar: tercih etme egilimindedirler. Dolayisiyla, rekabetin ytliksek oldugu
pazarda, akilli telefon markalarinin, tim bu faktdrleri dikkate alarak, tiiketicilerin algiladiklar
kalite diizeyini arttiracak faaliyetlerde bulunmalar1 gerekmektedir. Tiketicilerin, istek ve
beklentilerini karsilayarak ve onlart memnun ederek, marka baghilig1 yaratmalidirlar. Akilli
telefon markalarinin, tiiketicileriyle bag kurmalari, rekabet avantaji yaratmaktadir. Bu bagin
olusturulmasinda 6nemli olan faktorlerden biri, marka giivenidir. Tiiketiciler, giivendikleri
markayla bag kurabilirler. Bu noktadan hareketle caligmanin amaci, akilli telefon
kullanicilarinin algiladiklar: kalitenin marka bagliligini ne yonde etkiledigini belirlemektir. Bu
etkide, marka giliveninin aracilik rolii de ele alinmistir. Bunun yani sira algilanan kalitenin
marka baglhiligina etkisinin demografik faktorlere ve markalara gore farklilik gosterip

gostermedigi de arastirmaya konu edilmistir.



Aragtirmada, literatiirde yapilan ¢alismalar dikkate alinarak, bir model gelistirilmistir.
Arastirma akilli telefon markalarimi kullanan tiiketiciler zerinde uygulanmigtir. Arastirma
bulgularina gore, algilanan kalite marka bagliligin1 olumlu yonde etkilemektedir. Bu etkide
marka giiveninin aracilik rolii bulunmaktadir. Algilanan kalitenin marka bagliligina etkisi,
cinsiyete gore farklilik géstermezken; yas gruplarina, egitim diizeyine ve medeni duruma gore
farklilik gostermektedir. Ayrica, algilanan kalitenin marka bagliligina etkisi markalara gore de

farklilik gostermektedir.
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ABSTRACT

THE IMPACT OF PERCEIVED QUALITY IN BRAND ADDICTION AND
MEDIATION ROLE OF BRAND CONFIDENCE AN INVESTIGATION ON SMART
DEVICE USERS

Nowadays, with the impact of globalization, boundaries have disappeared in
technological meaning. People are in communication and interaction with each other with
advanced technology. Consumers are closely monitoring the ever-developing technology. The
interest of consumers that closely monitor technology in information technology is particularly
evident in smart phones. Using smart phones is important both in social lives and in Professional
lives of consumers with every passing day. Consumers tend to prefer brands towards their needs
(socialization, saving of time, communication, functionality, easy use, innovation, etc.).
Therefore, in the market with heavy competition, smart phone brands must consider all these
factors and perform actions that would increase the level of quality consumers perceive. They
must create brand loyalty by meeting needs and expectations of consumers and pleasing them.
When smart phone brands connect with consumers, this creates competitive advantage. One of
the important factors in creation of this connection is brand confidence. Consumers can
establish connection with the brand they have confidence in. Therefore, purpose of the study
was to determine the direction that perceived quality by smart phone users affects brand loyalty.
In this impact, mediation role of brand confidence was also discussed. Additionally, whether
impact of perceived quality on brand loyalty varies based on demographical factors and brands
was another subject of the study.

In the study, a model was developed considering studies in the literature. The study was
applied on consumers that use smart phone brands. According to findings of the study, the
perceived quality has a positive impact on brand loyalty. In this impact, brand loyalty has a



mediating role. The impact of perceived quality on brand loyalty did not differ based on gender
while it differed based on age groups, level of education, and civil status. In addition, the impact
of perceived quality on brand loyalty also differs based on brands.



