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Ozet

Bu calismada, muisteri memnuniyeti, algilanan fiyat, algilanan deder ve algilanan
faydanin tekrar satin alma edilimi Uzerinde dogrudan ve dolayll etkileri
arastinlmistir. Calismanin verileri sehirlerarasi yolcu tasiyan bir firmanin 182
musterisinden elde edilmistir. Dediskenler arasindaki iliskiyi bulabilmek igin
yapisal esitlik modeli kullanilmigtir. Tekrar satin alma edilimine miusteri
memnuniyetinin dogrudan ve pozitif yonli bir etki yaptigi, ancak diger
dediskenlerin tekrar satin alma edilimini dolayli etkiledigi bulunmustur. Algilanan
deder, algilanan fiyat ve algilanan fayda tarafindan dogrudan etkilenir. Algilanan
dederin Uzerinde algilanan fiyatin negatif ve algilanan faydanin pozitif etkileri
vardir. Algilanan dederin tekrar satin alma egilimine dogrudan bir etkisi yoktur
ancak algilanan deder misteri memnuniyetine dodgrudan ve pozitif bir etki
yapmaktadir.

Anahtar Kelimeler: Tekrar satin alma edilimi, Misteri memnuniyeti, Algilanan
Fiyat, Algilanan Deder, Algilanan Fayda.

THE EFFECTS OF PERCEIVED VALUE AND CUSTOMER SATISFACTION ON
REPURCHASE INTENTION

Abstract

In this research, direct and indirect effects of customer satisfaction, perceived
price, perceived value and perceived benefits on repurchase intention were
investigated. Survey data were obtained from 182 customers of an intercity bus
company. Structural equation model was used to obtain the relationships between
the variables. Findings showed that, customer satisfaction has a direct and
positive effect on repurchase intention; however, other variables have affected
repurchase intention indirectly. Perceived value was affected directly by perceived
price and perceived benefit. While perceived price has negative effect on
perceived value, perceived benefit has positive effect on perceived value.
Perceived value has no direct effect on repurchase intention; however, perceived
value has a direct and positive effect on customer satisfaction.
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