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ABSTRACT

E-commerce has changed shopping habits and increased the competition of businesses while
expanding consumers' options. Therefore, e-commerce businesses have begun to actively seek ways to
increase brand loyalty in order to survive and differentiate themselves in a highly competitive
environment. In this context, this study investigates the role of perceived quality, customer satisfaction,
and brand parity in cultivating brand loyalty within the realm of global e-commerce. In this study, an
online survey has been conducted on the customers of Amazon, Global JD (JoyBuy) and Aliexpress e-
commerce sites. SPSS 25 program was used for validity, reliability and frequency analysis in the
research, and the AMOS 21 software was utilized to assess the structural soundness of the scales and
conduct confirmatory factor analysis. The findings suggest that customer satisfaction and brand parity
positively affect brand loyalty. In addition, the empirical evidences have revealed a favorable impact of

perceived quality on customer satisfaction.
Keywords: E-Commerce, Brand Loyalty, Perceived Quality, Brand Parity, Customer Satisfaction.
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1. INTRODUCTION

The rapid development of computers, telecommunications and technology has enabled the
development and progress of the Internet. With the development of internet technologies, electronic
commerce has also gained momentum (Doganlar, 2016: 1). Businesses taking advantage of this
opportunity have started to integrate their marketing strategies and methods into the digital platforms

that made e-commerce a part of lives (Aliji, 2016: 1).

With the transition of commerce to electronic commerce by changing its dimension, the concept

of brand has gained importance in electronic commerce (Doganlar, 2016: 2). Since brands are the
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symbols, shapes, signatures or all other items that define the products and services of manufacturers or
sellers to enable them to distinguish from the products and services of their competitors, it is a one of
the. Most important concepts for consumers during shopping (Tek, 1999: 356). Furthermore, as the
brand reflects a mental process, it distinguishes both the business and the products from other
competitors in the eyes of consumers. The brand is the guarantee of a mutual agreement and quality
between the company and the customer. A strong brand is recognizable, creates preference and is an
element of prestige (Perry and Wisnom, 2004: 12). It also enables consumers to recognize and re-
purchase the product and service (Pira et al., 2005: 62).

For the e-commerce companies, the importance of establishing long-term relationships with
consumers is increasing day by day. Because of this situation, companies aim to create customer
satisfaction. Businesses need to maintain their profitability in order to be successful and maintain their
success. The ability of businesses to ensure their profitability continuously depends on customer
satisfaction (Odabasi, 2010: 14). One of the most important factors affecting customer satisfaction is
guality. From the consumer's perspective, it can be posited that perceived quality exerts a direct
influence on overall satisfaction. In this case, with the increase in perceived quality, customer

satisfaction also increases at the same level (Yu et al., 2005).

Since there are many e-commerce sites among consumers' alternatives,consumers can easily
switch to alternative websites for any reason (Bhatti et al., 2000). Therefore, brand loyalty holds

significant importance in the context of e-commerce (Bhaskar and Kumar, 2016: 1661).
2. BRAND LOYALTY

Loyalty is defined as always preferring the same product or the same company, increasing the
continuity of the buyer (Biger and Sahin, 2020: 135). Brand loyalty can be defined as the extent to which
consumers develop a sense of emotional attachment and affinity towards a specific brand (Aaker, 2015).
Conversely, brand loyalty is exemplified by customers engaging in repeat purchases of a particular
brand, extending beyond a single transaction to subsequent occasions, and displaying a continuous
buying behavior with that brand (Kurutag, 2019: 22).

Brand loyalty is at the core of the value of brands. Hence, efforts on developing brand loyalty
focus on stabilizing the relationship between the consumer and the brand over time (Aaker, 2020: 22).
Brand loyalty emerges as an outcome of the cognitive evaluation conducted by consumers regarding the
distinctive attributes of a brand (Mellens vd., 1996).
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Figure 1. Creating and Maintaining Brand Loyalty
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According to Aaker (2009), creating and maintaining brand loyalty includes five main elements
that require mutual communication with the consumer. In order to implement such strategy, the
education levels of institutions and individuals serving under the auspices of the brand and their
consistent communication activities with each other are very important. While elements such as correct
behavior and staying close to the consumer are applied by the organizations, on the other hand, the
elements of measuring and managing the customer's satisfaction are also observed. Finally, it is aimed
to increase and maintain brand loyalty by creating replacement costs for the customer and offering extras
to the customer (Coskun, 2014: 74).

Along with the changing order, shopping habits have gained a different dimension. This situation
has caused customers to switch to electronic media (Aliji, 2016). When customers buy products, they
first decide which e-commerce site to use. In order to continue using their preferred e-commerce site,
consumers should assume that site will provide more benefits than their alternatives (Wen et al., 2014).
If consumers cannot benefit from the website sufficiently, they may switch to alternative websites as
there are many alternative ones for them (Cao et al., 2005). Therefore, brand loyalty is very important

in e-commerce (Bhaskar and Kumar, 2016).
3. BRAND PARITY

Brand owners ensure brand differentiation by implementing strategies that result in a unique brand
experience for customers. One of the prerequisites for a unique brand experience is brand differentiation.
Current research in brand management shows that brand parity is found in many product categories,

despite the intense efforts of brand owners to achieve brand differentiation (Rahman, 2014: 2).

When consumers see a significant resemblance between prominent brand alternatives within a
product, they experience perceived brand parity. If consumers find great similarities in a product in the
same category, brand parity is accepted high. On the other hand, brand parity is low if consumers find

more differences between products in the same category (lyer and Muncy, 2005: 222).
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The investigation conducted by lyer and Muncy (2005) uncovered that brand parity assumes a
moderating function in the connections between brand loyalty and both brand satisfaction and service
quality. Conversely, Ilicali et al. (2016) discovered, in a recent study, that perceived brand parity, service
quality, and brand satisfaction did not show a moderator effect on brand loyalty.

4. PERCEIVED QUALITY

Perceived quality is consumers' perceptions and feelings towards the brand which are about goals,
differences and expectations (Samsunlu and Bas, 2016). Perceived quality depends on the individual's
evaluation of product features (Saleem et al., 2015) and is among the most important reasons for
purchasing (Samsunlu and Bas, 2016). In terms of online brand communication, perceived quality is the
ability of individuals to fulfill their wishes (Brogi et al., 2013). Perceived quality both encourages the
consumer to buy a product and imposes its superiority over the overall product (Aaker and Jacobson,
1994).

Perceived quality is consumers' perceptions and feelings towards the brand regarding goals,
differences, and expectations from the brand. It shows the value consumers place on the product. For
that reason, perceived quality is among the most important reasons for purchasing (Samsunlu and Bas,
2016: 344).

Perceived quality refers to the degree to which the product aligns with consumers' expectations
and requirements. The rate of meeting consumer expectations varies among consumers. Yu et al. (2005)
concluded that perceived quality directly and positively affects customer satisfaction. In other words, if
the perceived quality is in the same direction as the demands of the consumers, customer satisfaction
increases (Basanbag, 2013: 5-6). Hence, the impact of perceived quality on brand loyalty is widely
acknowledged in the literature, as demonstrated by the research findings of various studies (Alhaddad,
2015; Biedenbach and Marell, 2009).

5. CUSTOMER SATISFACTION

Positive thoughts after the goods and services purchased by people constitute customer
satisfaction. While satisfied consumers continue to purchase goods and services, they also share their
experiences about businesses with others. Businesses need to pay more and more attention to customer
satisfaction in order to reach more customers through word of mouth advertising. In this context, it holds
significant importance for businesses to ascertain the desires and preferences of their customers. If the
desires and expectations of the consumers are determined correctly, products and services can be offered
in line with their expectations. This ensures both customer loyalty and customer satisfaction (Sandikei,
2007: 63). According to Bowen and Chen (2001), customer satisfaction brings customer loyalty. Hence

customer loyalty and customer satisfaction are closely related with each other (Billi & Ozkul, 2015).
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When customers are satisfied, customer loyalty emerges. Satisfied customers, on the other hand,
purchase more products (Cati and Kogoglu, 2008:168). In their study, Chen and Chang (2006)
discovered a strong and positive correlation between customer satisfaction and customer loyalty. Similar
findings were emphasized by Yu et al. (2005), who established a notable correlation between customer
satisfaction, customer loyalty and service quality.

6. METHODOLOGY
6.1. Subject and Purpose of the Research

E-commerce has garnered significance and undergone growth due to the swift advancements in
technology and the widespread adoption of internet usage. With the development of e-commerce, the
concept of brand has gained even more importance. Because in e-commerce sites, it is possible for
consumers to reach a wider range of products and brands, as well as for businesses to reach a wider
consumer base. While businesses gain the advantage of reaching new customers, they also face the risk
of losing their existing customers. This situation has revealed the importance of businesses to know their
target audience better and to develop strategies for this and to work towards increasing their loyal
customers. For this purpose, in this study, the role of perceived quality, customer satisfaction and brand

parity at the point of improving consumers' loyalty to the brand has been investigated.
6.2. Research Method

Consumers shopping from Amazon, JoyBuy (JD.com) and Aliexpress sites constitute the
population of the research. Cohen et al. (2007: 104) emphasize that if the population size is over
1,000,000, a sample size of 384 participants for a survey is sufficient to understand the target population
(Cohen et al., 2007: 104). In this study, 732 people reached through an online survey, and those who did
not shop from the relevant e-commerce sites were excluded from the research. Ten questionnaires that
were not filled properly were removed from the questionnaires and 395 questionnaires were analyzed

as a result.

In order to obtain the data, an online questionnaire was prepared in a 5-point likert format.
Questions in the first section of the questionnaire consisted of two sub-parts, 16 statements measuring
brand parity, perceived quality, customer satisfaction and customer loyalty, and 9 statements consisting
of demographic variables and general questions. The three-item customer satisfaction scale used in the
research has been adapted from the study of Zerenler and Ogiit (2007), the five-item brand parity scale
(o= 0.77) has been adapted from the study of Iyer and Muncy (2005), the perceived quality scale (a=
0.87) has been adapted Roy et al. (2018) and the brand loyalty scale (o= 0.78) has been adapted from
the study of Marangoz and Akyildiz (2007).
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6.3. Research Model and Hypotheses

Figure 2. Model of the Study
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Hs: Perceived quality has a positive effect on brand loyalty.

H,: Customer satisfaction has a positive effect on brand loyalty.

Ha: Brand parity has a positive effect on brand loyalty.

Ha: Perceived quality has a positive effect on customer satisfaction.

Hs: Perceived quality has a positive effect on brand parity.

6.4. Research Findings

Table 1. Socio-Demographic Findings Table

Frequency Percent Cumulative Percent

Gender Male 168 42.5 42.5
Female 227 57.5 100.0
Total 395 100.0

Birth Year 1965-1979 41 104 104

Range 1980-1999 287 72.7 83.0
2000 and Later 67 17.0 100.0
Total 395 100.0

Educational Primary Education 1 0.3 0.3

Status Secondary Education 9 2.3 43.5
High School 73 18.5 64.6
Bachelor's Degree 58 14.7 83.0
Undergraduate 171 43.3 85.3
Postgraduate 83 21.0 100.0
Total 395 100.0

Job Unemployed 27 6.8 6.8
Housewife 39 9.9 16.7
Business owner 63 15.9 32.7
Student 99 25.1 57.7
Employee 167 42,3 100.0
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Total 395 100.0

The socio-demographic findings of the study are presented in Table 1. The table reveals that
although the majority of participants are women, a notable portion of the sample comprises individuals

born between 1980 and 1999. Furthermore, it is observed that nearly half of the participants possess
undergraduate degrees and are employed.

Figure 3. Confirmatory Factor Analysis?
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Factors were tested by DFA using the AMOS 21 program. After providing the normal distribution

of the data in the SPSS 25 program, the Maximum Likelihood calculation method was used. The model
for confirmatory factor analysis is given in Figure 3.

Table 2. Confirmatory Factor Analysis Fit Indices

Perfect Fit Criterion Good Fit Criterion Values References
X?/sD 0-3 3-5 3.468 Meydan ve Sesen, 2015
RMSEA 0.00< RMSEA <0.05 0.05< RMSEA <0.10 0.079 Dogan, 2015
CFI 0.95< CFI <£1.00 0.90< CFI <0.95 0.937 Akkus, 2019
GFI 0.95< GFI <1.00 0.90< GFI <0.95 0.909 Waltz vd., 2010
AGFI 0.95< AGFI <£1.00 0.85< AGFI <0.90 0.872 Capik, 2014

The goodness of fit values obtained for the factor structures as a result of the confirmatory factor
analysis are given in Table 2. As a result of confirmatory factor analysis, the relationship between the
variables is statistically significant. According to the confirmatory factor analysis results, goodness of

fit values (X/sd:3.468, CFI:0.93, RMSEA:0.079, GFI:0.90, AGFI1:0.87) show that the proposed four-
factor model is compatible with the data.

Table 3. Factor Loads Obtained from Confirmatory Factor Analysis

2 The abbreviations are defined as “MS: Brand Loyalty, MM: Customer Satisfaction, AK: Perceived Quality, MP: Brand
Parity”.
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Factors Items Factor Loads p Values
. AK1 0.757 ;
Percel_ved AKD 0530 -
Quality AK3 0.875 ey
MS1 0.794 ;
MS2 0.785 T
Ii)rjj‘;?y MS3 0.867 hx
MS4 0.797 -
MS5 0.444 Kk
MM1 0.809 N
Sgtulzggleorn MM2 0.847 Kk
MMS3 0.751 w—s
MB1 0.581 _
MB2* 0.319 KKk
Brapd MB3 0.756 e
Parity
MB4 0.901 e
MB5 0.808 oy

* This item is reverse coded.

Factor loadings for each factor are given in Table 3. As seen in the table, factor loads vary between
0.319 and 0.901. According to Harrington (2009), factor loads should not be below 0.30.

Table 4. Reliability Analysis

Scales Cronbach’s Alpha
Reliability Coefficient of the Study 0.827
Perceived Quality 0.830
Brand Loyalty 0.839
Customer Satisfaction 0.841
Brand Parity 0.801

Cronbach's Alpha values, which were found to be in the range of 0.80 - 1.00 as a result of the

reliability analysis, indicate that the study has a high level of reliability (Table 4).
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Figure 4. Path Analysis
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The path analysis model of the study is given in Figure 4.

Table 5. Path Analysis Results and Fit Indices

Effect Estimation (B) Standard Error t p Result

AK 2> MS -0.059 0.106 -0.524 0.600 Not Accepted
MM > MS 1.127 0.134 8.389 kK Accepted

MB > MS 0.079 0.027 2.769 0.006 Accepted

AK > MM 0.880 0.055 14.113 kK Accepted

AK 2> MB -0.050 0.057 -0.875 0.381 Not Accepted

X2/df:3.465, RMSEA:0.079, GFI:0.909, AGFI:0.872, CFI: 0.937

To evaluate the appropriateness of the established structural equation model, fit indices were
employed. Fit indices were obtained as RMSEA: 0.079, CFI: 0.937, GFI: 0.909, AGFI: 0.872, and

CMIN/df: 3.465. These results show that the established model is suitable.

In line with these results, it has been determined that customer satisfaction affects brand loyalty
(B=0.1127, p<0.01), brand parity affects brand loyalty (= 0.079, p<0.01) and perceived quality affects
customer satisfaction (= 0.880, p<0.01) in a meaningful and positive way. On the other hand, it is seen

that the effect of perceived quality on brand loyalty (f= -0.059, p= 0.600) and brand parity (f= -0.050,

p=0.381) is not significant.
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7. CONCLUSION AND SUGGESTIONS
With the development and spread of e-commerce sites, individuals using these sites have also

increased. The increase in consumers' online alternatives has caused businesses to enter into a tough
competition. This situation has pushed businesses to maintain their existing customers and gain new
customers by increasing their quality and ensuring customer satisfaction. In this context, to establish
brand loyalty, it is important to take into account factors like customer satisfaction, perceived quality,
and brand parity. This study aimed to examine the interrelationships and impact levels of these elements
on brand loyalty among customers of global e-commerce platforms. These four elements were

comprehensively elucidated within a unified model framework.

In the study, when perceived quality and brand loyalty are examined by ignoring other factors
(customer satisfaction, brand similarity), a significant relationship is detected, but when other variables
are included in the model, there is no significant relationship between these two factors. Therefore, the
impact forces of other elements may weaken the relationship between these two variables. However, a
recent study by Alhaddad (2015) suggested a significant influence of perceived quality on brand loyalty,
while Biedenbach and Marell (2009) emphasized that perceived quality serves as the primary antecedent
of brand loyalty. Many studies in the literature show that there is a positive relationship between
perceived quality and brand loyalty. (Akoglu and Ozbek, 2021; Atulkar, 2020; Shanahan et al., 2019:
Nguyen et al. 2011).

Numerous studies provide sufficient evidence of the connection between customer satisfaction
and brand loyalty. As an example, Chen and Chang (2006) discovered a substantial and positive
correlation between customer satisfaction and customer loyalty in their empirical investigation. In a
similar vein, Yu et al. (2005) concluded that a noteworthy association exists between customer
satisfaction, customer loyalty and service quality. In the literature, multiple studies have likewise
identified a positive correlation between customer satisfaction and customer loyalty (Baser vd., 2015;
Yulisetiorini, 2015; Feng ve Yanru, 2013; Faullant vd., 2008; Marangoz ve Akyildiz, 2007; Yoon ve
Uysal, 2005, Szymanski ve Henard, 2001; Coyne, 1989). In this study, a significant and positive

relationship was found between customer satisfaction and brand loyalty, supporting the literature.

The research conducted by lyer and Muncy (2005) revealed that perceived high and low brand
parity played a moderate role in the associations between brand loyalty and both brand satisfaction and
service quality. Conversely, Ilicali et al. (2016) found no evidence of a moderate effect of perceived
brand parity, service quality, and brand satisfaction on brand loyalty. The findings from the model
developed in this study indicated a significant impact of brand parity on brand loyalty, while perceived

quality did not show a significant effect on brand parity.

Yu et al. (2005); Tukiran et al. (2020); Othman et al. (2017); Hsu (2006); Park and Kim (2006);

Kuo (2003) concluded that perceived quality directly and positively affects customer satisfaction.
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Similar findings were obtained in the present study, demonstrating a significant and positive influence

of perceived quality on customer satisfaction.

In summary, based on the outcomes of the model, it was established that customer satisfaction
and brand parity exert a meaningful and positive influence on brand loyalty, while perceived quality
significantly impacts customer satisfaction. Nevertheless, the analysis indicated that perceived quality
does not exert a significant influence on neither brand loyalty nor brand parity.

Within the existing literature, the factors influencing brand loyalty typically encompass elements
such as price, satisfaction, promotion, trust, perceived risk, perceived value, image, and perceived
quality. Therefore, it is advisable to explore additional factors that could potentially influence these four
brand elements in relation to brand loyalty and compare them with the findings obtained in this study.
This study was conducted on three different e-commerce sites (Amazon, Joybuy and Aliexpress).
Conducting studies on the connections between perceived quality, brand loyalty, customer satisfaction,
and brand parity in different sectors or on e-commerce platforms would be advantageous for comparing

the obtained results.
REFERENCES

Aaker, D. A. ve Jacobson, R. (1994) “The Financial information Content of Perceived Quality”, Journal
Of Marketing Research, 31(2): 191-201.

Aaker, D. A. (2009) “Marka Degeri Yonetimi”, Translator: Ender Orfanli, Mediacat Yayin.
Aaker, D. A. (2020) “Markalama Basariya Ulastiran 20 Temel Ilke”, Mediacat Yayin.

Akkus, A. (2019) “Developing a Scale to Measure Students’ Attitudes Toward Science”, International
Journal Of Assessment Tools In Education, 6 (4): 706-720.

Akoglu, H. E. ve Ozbek, O. (2022) “The Effect of Brand Experiences on Brand Loyalty Through
Perceived Quality and Brand Trust: a Study on Sports Consumers”, Asia Pacific Journal of

Marketing and Logistics, 34(10): 2130-2148.

Alhaddad, A. (2015) “Perceived Quality, Brand Image and Brand Trust as Determinants of Brand

Loyalty”, Quest Journals Journal of Research in Business and Management, 3(4): 01-08.

Aliji, F. (2016) “Dijital Pazarlama ve Marka Sadakati iliskisi: Online Ahsveris Sitelerine Yonelik Bir

Inceleme”, Yiiksek Lisans Tezi, Marmara Universitesi, Sosyal Bilimler Enstitiisii, Istanbul.
Alpar, R. (2001) “Spor Bilimlerinde Uygulamal Istatistik”, Nobel Yayin.

Atulkar, S. (2020) “Brand Trust and Brand Loyalty in Mall Shoppers”, Marketing Intelligence and
Planning, 38(5): 559-572.

Yonetim ve Ekonomi Arastirmalart Dergisi / Journal of Management and Economics Research 247




Yonetim ve Ekonomi Arastirmalari Dergisi / Journal of Management and Economics Research
Cilt/Volume: 21 Sayi/Issue: 3 Eyliil/September 2023 ss. /pp. 238-252
R. Manisa, S. Sann http://dx.doi.org/10.11611/yead.1335927

Basanbas, S. (2013) “Algilanan Kalite ile Miisteri Tatmini Arasindaki liski: Filtre Kullanicilar1 Uzerine
Yapilan Amprik Bir Calisma”, Akademik Bakis Dergisi, 34(1): 1-21.

Baser, 1., Cintamiir, 1. ve Arslan, F. (2015) “Examining the Effect of Brand Experience on Consumer
Satisfaction, Brand Trust and Brand Loyalty”, Marmara Universitesi iktisadi ve Idari Bilimler

Dergisi, 37(2): 101-128.

Bhaskar, P. P. ve Kumar, D. P. (2016) “Customer Loyalty on E-Commerce”, International Journal of
Management Research and Reviews, 6(12): 1661.

Bhatti, N., Bouch, A. ve Kuchinsky, A. (2000) “Integrating User-Perceived Quality Into Web Server
Design”, Computer Networks, 33(1-6): 1-16.

Biger, O. ve Sahin, B. (2020) “Turistik Tiiketicilerde Marka Aski ve Marka Sadakati: Otel Miisterileri
Ornegi”, Tourism Academic Journal, 7(1): 133-147.

Biedenbach, G. ve Marell, A. (2009) “The Impact of Customer Experience on Brand Equity in a

Business-to-Business Services Setting”, Journal of Brand Management, 17(6): 446—458.

Bilgili, B. ve Ozkul, E. (2015) “Brand Awareness, Brand Personality, Brand Loyalty and Consumer
Satisfaction Relations in Brand Positioning Strategies (A Torku Brand Sample)”, Journal of
Global Strategic Management, 9 (2).

Bowen, J. T. ve Chen, S. L. (2001) “The Relationship Between Customer Loyalty and Customer

Satisfaction”, International Journal of Contemporary Hospitality Management, 213-217.

Brogi, S., Calabrese, A., Campisi, D., Capece, G., Costa, R. ve Pillo, F. D. (2013) “The Effects of Online
Brand Communities on Brand Equity in the Luxury Fashion Industry”, International Journal of

Engineering Business Management Special Issue On Innovations in Fashion Industry, 1-9.

Cao M., Zhang Q. ve Seydel J. (2005) “B2C E-Commerce Web Site Quality: An Empirical
Examination”, Industrial Management & Data Systems, 105 (5): 645-661.

Chen, C.C. ve Chang, S.C. (2006) “Research on Customer Satisfaction: Take the Loan Market of the
Taiwaness Region as an Examle”, Journal of American Academy of Business, Cambridge, 9 (1):
197-201.

Cohen, L., Manion, L. ve Morrison, K. (2007) “Research Methods in Education”, Routledge, New York.

Coskun, A. N. (2014) “Marka Sadakatinin Tiiketici Tutumlar1 ve Davraniglarina Yansimalari: Hizl
Tiiketim Uriinlerinde Marka Sadakati Olusumu Uzerine Bir Arastirma”, Doktora Tezi, Istanbul

Universitesi, Sosyal Bilimler Enstitiisii, Istanbul.

Coyne, K. (1989) “Beyond Service Fads Meaningful Strategies for the Real World”, Sloan Management
Review, 30: 9-76.

Yonetim ve Ekonomi Arastirmalart Dergisi / Journal of Management and Economics Research 248




Yonetim ve Ekonomi Arastirmalari Dergisi / Journal of Management and Economics Research
Cilt/Volume: 21 Sayi/Issue: 3 Eyliil/September 2023 ss. /pp. 238-252
R. Manisa, S. Sann http://dx.doi.org/10.11611/yead.1335927

Capik, C. (2014) “Istatistiksel Gii¢ Analizi ve Hemsirelik Arastirmalarinda Kullanimi: Temel
Bilgiler”, Anadolu Hemsirelik ve Saglik Bilimleri Dergisi, 17(4): 268-274.

Cati, K. ve Kogoglu, C. M. (2008) “Miisteri Sadakati ile Miisteri Tatmini Arasindaki iliskiyi
Belirlemeye Yonelik Bir Aragtirma”, The Journal of Selcuk University Social Sciences Institute,

167-188.

Dogan, 1. (2015) “Farkli Veri Yapist ve Orneklem Biiyiikliiklerinde Yapisal Esitlik Modellerinin
Gegerligi ve Giivenirliginin Degerlendirilmesi”, Doktora Tezi, Eskisehir Osmangazi Universitesi.

Saglik Bilimleri Enstitiisii, Eskisehir.

Doganlar, T. (2016) “Tiirkiye’de Elektronik Ticaret Pazar1 ve Pazarm Gelisimi”, Istanbul Ticaret
Universitesi Dis Ticaret Enstitiisii, Working Paper Series. WPS NO/ 14 / 2016-01.

Faullant, R., Matzler, K. ve Fuller, J. (2008) “The Impact of Satisfaction and Image on Loyalty: The
Case of Alpine Ski Resorts”, Managing Service Quality, 18(2): 163-178.

Fenk, J. ve Yanru, H. (2013) “Study on the Relationships Among Customer Satisfaction, Brand Loyalty
and Repurchase Intention”, Journal of Theoretical and Applied Information Technology, 49(1):
180-186.

Hsu. H. (2006) “An Empirical Study of Web Site Quality, Customer Value, and Customer Satisfaction
Based One-Shop”, The Business Review, 5(1): 190-193.

Ilicals, 1. B., Yonet, O., Sahin, S. ve Suher, H. K. (2016) “Algilanan Marka Benzerliginin; Marka
Sadakati, Marka Tatmini ve Servis Kalitesi ile Olan iligkisi: Kargo Kategorisine Yénelik Bir

Arastirma”, Marmara Universitesi, Oneri, 295-319.

Iyer, R. ve Muncy, J. A. (2005) “The Role of Brand Parity in Developing Loyal Customers”, Journal of
Advertising Research, 222-228.

Kuo, Y. F. (2003) “A Study on Service Quality of Community Websites”, Total Quality Management
and Business Excellence, 14(4): 461-473.

Kurutag, H. (2019) “Satis Yoneticileri Goziinden Marka Sadakati ve Izmir ili Gsm Sektdrii Ornegi”,
Yiiksek Lisans Universitesi, Manisa Celal Bayar Universitesi, Sosyal Bilimler Universitesi,

Manisa.

Marangoz, M. ve Akyildiz, M. (2007) “Algilanan Sirket imaji ve Miisteri Tatmininin Miisteri
Sadakatine Etkileri”, Journal of Administrative Sciences, 5(1): 194-218.

Mellens, M., M.G.Dekimpe ve Steenkamp, J. B. (1996) “A Review Of Brand- Loyalty Measures in
Marketing”, Tijdschrift Voor Economie En Management, 4: 507-533.

Yonetim ve Ekonomi Arastirmalart Dergisi / Journal of Management and Economics Research 249




Yonetim ve Ekonomi Arastirmalari Dergisi / Journal of Management and Economics Research
Cilt/Volume: 21 Sayi/Issue: 3 Eyliil/September 2023 ss. /pp. 238-252
R. Manisa, S. Sann http://dx.doi.org/10.11611/yead.1335927

Meydan, C. M. ve Sesen, H. (2015) “Yapisal Esitlik Modellemesi Amos Uygulamalar1”, Detay
Yaymcilik.

Nguyen, T. D., Barrett, N. J. ve Miller, K. E. (2011) “Brand Loyalty in Emerging Markets”, Marketing
Intelligence & Planning, 29(3): 222-232.

Odabas1, Y. (2010) “Satista ve Pazarlamada Miisteri Iliskileri Yonetimi”, Sistem Yayincilik.

Othman, M., Kamarohim, N. ve Nizam, F. M. (2017) “Brand Credibility, Perceived Quality and
Perceived Value: A Study of Customer Satisfaction”, International Journal of Economics &
Management, 11.

Park, C. H. ve Kim, Y. G. (2006) “The Effect of Information Satisfaction and Relational Benefit of
Consumers' Online Shopping Site Commitments”, Journal of Electronic Commerce in

Organizations, 4(1): 70-90.

Perry, A. ve Wisnom, D. (2004) “Markanin DNA’s1, Essiz ve Dayanikli Markalar Yaratmanin

Kurallar1”, Mediacat Yayinlari.

Pira, A., Kocabas, F. ve Yenigeri, M. (2005) “Kiiresel Pazarda Marka Yonetimi ve Halkla Iliskiler”,

Donence Basim ve Yayin Hizmetleri.

Rahman, M. (2014) “Differentiated Brand Experience in Brand Parity Through Branded Branding
Strategy”, Journal of Strategic Marketing, 22(7): 1-13.

Roy, S. K., Shekhar, V., Lassar, W. M. ve Chen, T. (2018) “Customer Engagement Behaviors: The Role
of Service Convenience, Fairness and Quality” Journal of Retailing and Consumer Services, 44:

293-304.

Saleem, S., Rahman, S. U. ve Umar, R. M. (2015) “Measuring Customer Based Beverage Brand Equity:
Investigating the Relationship Between Perceived Quality, Brand Awareness, Brand Image, and

Brand Loyalty”, International Journal of Marketing Studies, 7(1), 66.

Samsunlu, G. ve Bas, M. (2016) “Marka Degerinin Tiiketici Satin Alma Tutumlar1 Uzerine Etkisi ve
Mcdonald’s ve Burger King Uzerine Bir Arastirma”, 15. Ulusal Isletmecilik Kongresi Bildiriler
Kitab1, 341-351.

Sandik¢i, M. (2007) “Miisteri Memnuniyeti Olgiilmesi ve Sandikli Hiidai Kaplicasinda Bir Alan
Arastirmas1”, Afyon Kocatepe University Journal of Economics and Administrative Sciences, 9

(2): 39-53.

Shanahan, T., Tran, T.P. ve Taylor, E.C. (2019) “Getting to Know You: Social Media Personalization
as a Means of Enhancing Brand Loyalty and Perceived Quality”, Journal of Retailing and

Consumer Services, 47: 57-65.

Yonetim ve Ekonomi Arastirmalart Dergisi / Journal of Management and Economics Research 250



Yonetim ve Ekonomi Arastirmalari Dergisi / Journal of Management and Economics Research
Cilt/Volume: 21 Sayi/Issue: 3 Eyliil/September 2023 ss. /pp. 238-252
R. Manisa, S. Sann http://dx.doi.org/10.11611/yead.1335927

Szymanski, D.M. ve Henard, D.D. (2001) “Customer Satisfaction: A Meta-Analysis of the Empirical
Evidence”, Journal of the Academy of Marketing Science, 29 (1): 16-35.

Tek, O. B. (1999) “Pazarlama ilkeleri: Global Y&netimsel Yaklasim”, Tiirkiye Uygulamalari, Beta
Yaym.

Tukiran, M., Tan, P. ve Sunaryo, W. (2021) “Obtaining Customer Satisfaction by Managing Customer
Expectation, Customer Perceived Quality and Perceived Value”, Uncertain Supply Chain
Management, 9(2): 481-488.

Waltz C.F., Strcikland O.L. ve Lenz E.R. (2010) “Measurement in Nursing and Health Research”, New
York: Springer Publishing Company, 176-8.

Wen C., Prybutok V.R., Blankson C. ve Fang J. (2014) “The Role of E-Quality Within the Consumer
Decision Making Process”, International Journal of Operations & Production Management, 34

(12): 1506-1536.

Yoon, Y. ve Uysal, M. (2005) “An Examination of the Effects of Motivation and Satisfaction on
Destination Loyalty: A Structural Model”, Tourism Management, 26 (1): 45-56.

Yu, C. M. J., Wu, L. Y., Chiao, Y. C. ve Tai, H. S. (2005) “Perceived Quality, Customer Satisfaction,
and Customer Loyalty: The Case of Lexus in Taiwan”, Total Quality Management, 16 (6): 707-
719.

Yulisetiarini, D. (2016) “The Effect of Relationship Marketing towards Costumer Satisfaction and
Customer Loyalty on Franchised Retails in East Java”, Mediterranean Journal of Social
Sciences, 7 (1): 333.

Zerenler, M. ve Ogiit, A. (2007) “Saglik Sektoriinde Algilanan Hizmet Kalitesi ve Hastane Tercih
Nedenleri Arastirmasi: Konya Ornegi”, The Journal of Selcuk University Social Sciences

Institute, 18: 501-519.

Yonetim ve Ekonomi Arastirmalart Dergisi / Journal of Management and Economics Research 251




Yonetim ve Ekonomi Arastirmalari Dergisi / Journal of Management and Economics Research
Cilt/Volume: 21 Sayi/Issue: 3 Eyliil/September 2023 ss. /pp. 238-252
R. Manisa, S. Sann http://dx.doi.org/10.11611/yead.1335927

KATKI ORANI / KATKIDA BULUNANLAR/
CONTRIBUTION ACIKLAMA / CONTRIBUTORS
EXPLANATION
RATE
Fikir veva Kavram / Arastirma hipotezini veya Rabia MANISA
ya rav fikrini olusturmak / Form the Asst. Prof. Sema SARI (Ph.D.)
Idea or Notion : .
research hypothesis or idea
Yontemi, 6l¢egi ve deseni Rabia MANISA
Tasarim / Design tasarlamak / Designing Asst. Prof. Sema SARI (Ph.D.)
method, scale and pattern
Veri Toplama ve Verileri toplamak, Rabia MANISA
[sleme / Data diizenlenmek ve raporlamak / Asst. Prof. Sema SARI (Ph.D.)
Collecting and Collecting, organizing and
Processing reporting data
Bulgularin
Tartisma ve Yorum / degerlendirilmesinde ve
Disscussion and sonu¢landirilmasinda Rabia MANISA
. sorumluluk almak / Taking Asst. Prof. Sema SARI (Ph.D.)
Interpretation A .
responsibility in evaluating
and finalizing the findings
Calisma i¢in gerekli literatiirii
Literatiir Taramas1 / taramak / Review the Rabia MANISA
Literature Review literature required for the Asst. Prof. Sema SARI (Ph.D.)
study

Hakem Degerlendirmesi: Dis bagimsiz.

Cikar Catismasi: Yazar ¢ikar ¢atigmasi bildirmemistir.

Finansal Destek: Yazar bu ¢alisma i¢in finansal destek almadigini beyan etmistir.
TesekKkiir: -

Peer-review: Externally peer-reviewed.
Conflict of Interest: The author has no conflict of interest to declare.
Grant Support: The author declared that this study has received no financial support.

Acknowledgement: -

Yonetim ve Ekonomi Arastirmalart Dergisi / Journal of Management and Economics Research

252



