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Ozet

Teknolojinin biiylik bir hizla gelismesiyle cep telefonu markalar: siirekli yeni
ozelliklere sahip modelleri piyasaya sunmaktadir. Tiiketiciler 6zellikle geng tiiketiciler
de cep telefonlarmi siklikla degistirmektedirler. Tiiketici marka ilginligi, tiiketici
davraniginin en Onemli belirleyicilerinden biri olarak goriilen tiiketicilerin triinler,
reklamlar ve satin alma davranig1 gibi tiiketim siirecinin farkli yonlerine zihinsel olarak
katilma diizeyidir. Bu c¢alismada, geng tiiketicilerin cep telefonu markalarina dair
ilginlik diizeyleri ile markadan duyulan memnuniyet ve ayn1 markayi tekrar satin alma
iligkisi arastirtlmistir. Bu amagla hedef kitlenin merkezinde yer aldig: diisiiniilen gencler
ele alinmigtir. Adnan Menderes Universitesi Aydin Meslek Yiiksekokulunda 6grenim
goren Ogrenciler ana kiitle segilerek bu konuda uygulama gerceklestirilmistir. Kolayda
ornekleme ile elde edilen 400 anket verisi dogrultusunda, genc¢ tiiketicilerin
kullandiklar1 cep telefonu markasina dair ilginliklerinin cep telefonu markasiyla
aralarinda duygusal bir bagin olusmasina neden oldugu, islev gordigi siirece
kullandiklar1 cep telefonu markasindan vazge¢cmedikleri, ayn1 marka telefonu tekrar
satin alma niyetinde olduklar1 anlagilmstir.
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Absract

With the rapid development of technology, mobile phone brands constantly
release models with new properties to the market. Consumers, particularly the young
ones, frequently change their mobile phones. Consumer brand engagement is the level
of consumers to mentally participate in different ways of the consumption process, such
as products, commercials and purchasing behavior which is considered as one of the
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most significant determinants of consumer behavior.In this study, the relationship
between engagement levels of the young consumers for the mobile phone brands and
satisfaction from the brand and the repurchasing of the same brand was investigated.
For this purpose, the young people in the center of the target group were examined. The
application was made for this matter by selecting in the students studying in Aydin
Vocational High School of Adnan Menderes University as the population. It was found
out in accordance with the data of 400 questionnaires obtained through convenience
sampling that the engagement of the young consumers concerning the brand of mobile
phone they used caused an emotional bond between them and their mobile phone brand,
they were unable to give up the brand of mobile phone they used so long as it
functioned, and they had the intention of repurchasing the same brand of mobile phone.
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