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Ozet

21. yy’da popiileritesi son derece yiiksek olan ve adeta yeni kategoriler olusturan
i-pod, i-phone, i-pad, Nintendo Wii ya da Pokemon Go gibi bir¢ok marka yalnizca iiriin
kategorisindeki fonksiyonel fayda ile satin alma karar siirecini agiklamakta yetersiz
kalmaktadir. Bu gibi markalarin adeta birer savunucusu ve takipgisi olan tiiketiciler, bu
markalarla yalnizca rasyonel satin alma karar1 verme iizerine diisiinme eylemi icinde
degildirler. Yaratic1 ve inovatif olan bu markalar tiiketicilerinin duyularina, duygularina,
diisiinsel yapilarina, ilgilerine deger katacak faaliyetler uygulamaktadirlar. Ozellikle
duygusal marka deneyimine sahip olan tiiketiciler, markalar1 daha c¢ekici ve daha
ayirtedici olarak tanimlamaktadirlar. Bu baglamda bu calisma, duygusal marka
deneyimi, marka ¢ekiciligi ve ayirtediciligi ile marka savunuculugu arasindaki iligkileri
teknoloji markalarinin kullanicilar1 iizerinde arastirmakta ve marka savunuculugu
izerinde etkili olan degiskenleri analiz etmeyi hedeflemektedir.

Anahtar Kelimeler: Duygusal marka deneyimi, marka ayirtediciligi, marka ¢ekiciligi,
marka savunuculugu.

Abstract

Many brands such as i-pod, i-phone, i-pad, Nintendo Wii, or Pokemon Go, which
have a very high popularity in the 21st century, are almost inadequate in explaining the
procurement decision process with only product functional benefit only in the product
category. Consumers such an advocate followers of brands are not in a position to think
only of making rational purchasing decisions with these brands. These creative and
innovative brands carry out marketing activities that add value to consumers' feelings,
emotions, intellectual structures and curiosity. More particularly consumers who have
affective brand experience define brands as more attractive and more distinctive. In this
context, this study researches the relationship between affective brand experience,
brand attractiveness, brand distinctiveness and thebrand advocacy on the users of
technology brands and aims to analyze the variables that influence brand advocacy.
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