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Abstract: Electronic commerce (e-commerce) has become one of the easiest and fastest ways for businesses to
reach larger geographical markets, and at the same time, it has diversified the market and, with the diversification
and increase in goods and services, it has also offered consumers the opportunity to choose among these goods
and services. By keeping up with these developments, businesses have begun to leverage the advantages of the
Internet to enhance their marketing activities through their websites, increase brand awareness and to foster
consumer loyalty. Brands are struggling to exist in every medium to communicate with consumers and increase
their awareness. This study aims to evaluate the impact of service determinants of websites, which are the most
important tools of businesses to reach consumers in the e-commerce environment, on brand loyalty and repurchase
intention. Multiple Regression and Simple Regression analyses were used to evaluate the obtained data. According
to the analysis results, it was found that security, incentive and personalization features of website service
determinants positively affect brand loyalty; it was seen that design, accessibility and security elements positively
affected repurchase intention; brand loyalty positively predicted repurchase intention.
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Marka Sadakati ve Yeniden Satin Alma Niyetinin Web Sayfasi1 E-Hizmet Kalitesi
Belirleyicileri Kapsaminda Degerlendirilmesi

Oz: Elektronik ticaret (e-ticaret) isletmelerin daha biiyiik cografi pazarlara ulasmalarinin en kolay ve hizh
yollarindan biri haline gelmis, ayn1 zamanda pazari gesitlendirmis, mal ve hizmetlerin ¢esitlenmesi ve artmasiyla
tiiketicilere de bu mal ve hizmetleri arasinda se¢im yapabilme firsat: sunmustur. Isletmeler bu gelismelere ayak
uydurarak web siteleri ile pazarlama faaliyetlerine gii¢ katmak, marka farkindalig1 saglamak ve tiiketici sadakati
insa etmek amagclariyla Internet’in avantajlarmi kullanmaya baslanuslardir. Markalar tiiketicilerle iletisime
geemek ve bilinirliklerini arttirmak i¢in her mecrada var olma savasi i¢indedirler. E- ticaret ortaminda isletmelerin
tiiketicilere ulagsmak i¢in en 6nemli araci olan web sitelerinin sahip olduklar1 hizmet belirleyicilerinin marka
sadakati ve yeniden satin alma niyetine etkisini degerlendirmek amaclanmistir. Elde edilen verileri degerlendirmek
icin Coklu Regresyon ve Basit Regresyon analizleri kullanilmistir. Analiz sonuglarina gére web sitesi hizmet
belirleyicilerinden giivenlik, tesvik, kisisellestirme &zelliklerinin marka baghligina olumlu yonde etkiledigi;
dizayn, ulasilabilirlilik ve giivenlik unsurlarmin yeniden satin alma niyetini olumlu yonde etkiledigi; marka
bagliliginin yeniden satin alma niyetine olumlu yonde yordadig1 goriilmektedir.

Anahtar Kelimeler: Marka sadakati, Yeniden Satin Alma Niyet, Web Sitesi E-Hizmeti, Web Sitesi E-Hizmet
Belirleyicileri
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Introduction

It is the desire of most businesses to be a strong brand to gain a competitive advantage in the
market. In this way, the business is less vulnerable to external actions, earns larger profit margins and
has the opportunity to grow its brand. Brand loyalty provides significant advantages to businesses as
the cost of retaining old customers is lower than the cost of acquiring new ones. One of the most
important elements that represent brand power in the minds of consumers is the web pages of businesses.
Today's consumers carry many of their actions to the Internet, which has further increased the
importance of web pages for brands. When we look at the internet usage rates of individuals in Tiirkiye,
it has been determined that individuals in the 16-74 age group comprise 85.0% of the population in 2022
and 87.1% in 2023. Internet usage rate in 2023 by gender; It was observed as 90.9% in men and 83.3%
in women (Tuik, 2023). These increases in internet usage rates provide significant opportunities for
businesses to use digital media and marketing communication tools. Thus, the degree to which websites
support marketing activities has been examined in detail (Thorbjornsen, 2003). In particular, brand-loyal
customers visit brand web pages more frequently than non-loyal customers (Thorbjornsen, 2003: 199).
Website quality can be considered an important function for customer satisfaction (Rahi, Ghani, &
Ngah, 2020), repeat purchase probability (Wilson, Keni & Tan, 2019), customer retention, and
increasing customer visits, and can support e-loyalty in this process (Akram et al., 2018). Customer
satisfaction (Laureti et al., 2018; Rabhi et al., 2020) and customer brand perception (Mukerjee, 2016)
have been stated as important evaluation criteria of website quality. On the other hand, website quality
significantly affects purchase intention (Hutter et al., 2013; Gao & Li, 2019) and supports repeat
purchase intention (Wilson et al., 2019). Customers have higher intentions to revisit the websites of
online stores that they find interesting (Shin et al., 2013). It is important to constantly evaluate the quality
of websites, which is considered one of the important factors in terms of online business performance.

This study was conducted to evaluate the impact of ease of use, design, accessibility, security,
support, incentives, and personalization on brand loyalty and repurchase intention within the scope of
e-service quality of brand websites, and to assess the extent to which web page content contributes to
branding. The analysis results revealed that among website service determinants, security, incentives,
and personalization positively affect brand loyalty; design, accessibility, and security positively affect
repurchase intention; and brand loyalty positively predicts repurchase intention. In the literature review,
websites were evaluated in terms of e-service quality (Ozdemir & Cataltepe, 2024; Y1ldiz, 2024; Ulen,
2024; Saritag, 2024) and e-service within the scope of brand loyalty (Sevim, 2018). The absence of a
local study evaluating websites in terms of e-service determinants within the framework of brand loyalty
and repurchase intention increases the importance of this study.

Literature Review
Brand Loyalty and Repurchase Intention

A brand is a distinctive name and/or symbol that serves to identify the goods and services of one
or a group of sellers and to differentiate these goods or services from those of competitors (Aaker, 2009,
p- 25). A brand is an important indicator in influencing the target audience and mobilizing it. By taking
its roots from the depths of the past, the brand has gone beyond the time of mass production and has
played an important role in today's market conditions, which are highly competitive and include
conscious consumers (Kus, 2016, p. 96). The brand offers different advantages in terms of consumers
and producers. For brand consumers; it provides advantages such as reducing risk, being a quality signal,
knowing the source of the product, placing responsibility on the manufacturer, serving as a promise or
agreement between the manufacturer and being a symbolic tool. For manufacturers, it makes things and
tracking easier. Its unique features are protected by law and provide unique features to the product. It
provides competitive advantage and is a source of financial return (Keller, 2013). Thus, a brand signals
to the customer the source of the product and protects both the customer and the manufacturer from
competitors attempting to produce similar products (Aaker, 2009, p. 25). For all companies, it is
expensive to acquire new customers and cheaper to retain existing ones, if they are satisfied with and
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like the brand (Aaker, 2009, p. 37). At this point, brand loyalty, which is an important goal for brands,
emerges. Brand loyalty refers to the relationship between a customer's positive attitude towards a brand
and their repeated purchasing behavior (Dick and Basu, 1994). Oliver (1999) defines brand loyalty as
the strong feeling of commitment felt by the customer that a product purchased will be purchased again
in the future, despite external factors and marketing efforts of various brands. Brand loyalty, a
prerequisite for a company's competitiveness and profitability, is thought to provide companies with
sales revenues, market share, profitability and help them grow or at least maintain their market
share.Thus, every company desires high brand loyalty associated with its own brands (Chinomona,
Mahlangu & Pooe, 2013). It is observed that customers with brand loyalty are generally satisfied with
the products and services they purchase and their expectations are met (Sancak, 2019). Brand loyalty,
unlike repeat purchasing behavior, encompasses two important dimensions. The first dimension is called
behavioral loyalty and refers to repeatedly purchasing a single brand among many brands in the same
product group. The second dimension, attitudinal loyalty, is defined as the degree of a strong bond the
customer has with the brand in his intention to repurchase due to the characteristics of the brand that he
is satisfied with. (Chaudhuri & Holbrook, 2001; Gounaris & Stathakopoulos, 2004, Huang & Zhang,
2008). It is stated that brand loyalty plays a critical role in the competitiveness, sustainability and
profitability of a business, and strong brand association leads to greater brand loyalty (Chuenban, et al.,
2021). It is observed that brand loyalty is a long-term source of competitive advantage and paves the
way for marketing options, and is directly related to customers' trust and service consumption (Tan et
al., 2022, p. 3). Customers who are loyal to the brand are less likely to change the brand. Brand loyalty
is the most significant determinant of brand value (Gounaris & Stathakopoulos, 2004). Consumers with
high brand loyalty are more likely to express positive opinions about a business and willing to pay higher
prices. Brand loyalty, which is the heart of the brand, can affect many indicators such as brand value
among consumers and market share of the business (Palomba, 2022).

Website and Service Locators

The developments in information technologies have moved the information society process to
electronic environments and the number of users has increased day by day, offering new opportunities
for purchases (Tsao & Tseng, 2011). Businesses have moved their assets to electronic environments
through websites and supported their marketing and sales activities with these new opportunities. In the
context of marketing, websites are designed to achieve the goals of selling a company's product as a
means of communication about the company and the products offered, as a proactive effort to engage
(engage) customers, and as a direct sales platform. (Canavan, Henchion, & O'Reilly, 2007; Sun, Teh &
Chiu, 2012). Consumers' shopping experience on websites is evaluated within the concept of e-service
quality. Both researchers and practitioners have used e-service quality as web service quality
interchangeably. Zhang and Prybutok (2005) support that these concepts can be used interchangeably.
Rahi et al., (2017) stated that e-service quality is a virtual marketplace where customers can evaluate,
judge and compare the excellence of e-service delivery, while Ho & Lin (2010) defined e-service quality
as a type of service provided over the Internet.

The degree to which a website facilitates the details of shopping, purchasing and delivery
processes is defined as e-service quality (Parasuraman et al., 2005). E-service quality includes "the
process from the beginning to the end of the transaction, including information search, website
navigation, ordering, customer service interactions, delivery and satisfaction with the ordered product"
(Wolfinbarger & Gilly, 2003).

Although they overlap with each other, e-service quality may differ significantly from service
quality in other environments, e-services lack interpersonal contact and may pose greater perceived risks
and privacy issues for customers (Bitner, Brown & Meuter 2000; Dabholkar, 1996). Santos (2003) states
that it is easier and more efficient for consumers to use the Internet environment because it allows them
to save time and effort by comparing products, some of their technical features and prices more
effectively. Privacy is more important and there is no face-to-face contact because online customers
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interact with a technical interface. This implies that many more customers have a say in the joint
production of the service offered than in the traditional retail sector (Fassacht & Koese, 2006).

E-service activity has some fundamental differences from service in physical environments.
Service quality provided in physical environments; Physical characteristics of the business, including
the appearance of the building, equipment and personnel, reliability, which is the ability to perform a
promised service accurately and reliably, enthusiasm, which is the willingness to help customers and
provide fast service and employees being knowledgeable, polite and able to make customers feel
emotions. Trust, which is a key skill for businesses, and empathy, which is the ability of businesses to
put themselves in the customers' shoes and show personal interest in them (Parasuman et al., 1988). In
evaluating service quality in physical environments, it corresponds to the interface design and website
usability of the Internet store, rather than the physical facilities and employees providing the service
(Zeithaml et al., 2000). A well-designed and easy-to-use website is the first element that customers
consider to gain trust (Muda & Muda, 2002).

Responsiveness is considered an important indicator of e-service quality (Zeithaml et al., 2000).
When providing good customer service, responding promptly to customer questions increases the
perception of service quality (Lee & Lin, 2005) and the perception of service quality (Parasuraman et
al., 1988).

The most decisive dimension of traditional service quality is reliability (Parasuraman et al., 1988).
Reliability defined as the company’s ability to fulfill its aims, is one of the key dimensions of service
quality in physical environments (Parasuraman et al., 1988). When evaluated in the context of online
e-services; it is defined as the proper functioning of the website and the ability of the promised services
to fulfill the functions of the website reliably and correctly (Parasuraman et al., 2005). Information
quality in the sense of the reliability of the information on the website is also evaluated within the
framework of the website’ reliability. According to Miller (1996), for information quality, the criteria
of understandability, accuracy, relevance and timeliness must be met. One of the biggest obstacles to
online shopping is security concerns (Zeithaml et al., 2000); therefore, the formation of high-quality
information opinion will positively affect both the experience and the satisfaction felt from the purchase
(Lee & Lin, 2005)

Several classifications have been established for evaluating websites. Kim et al., (2003) website
evaluation criteria; While classifying it as business function, reliability of the institution, reliability of
the content, design, systematic structure and guidance; Park & Gretzel (2007) websites; It was evaluated
within the framework of 12 factors: ease of use, information quality, responsiveness, design, security,
interaction, trust, satisfaction, personalization, advertising/persuasion, gamification and technology
integration. Tsao et al., (2016) classified it as speed, connectivity, navigability, relevance level,
timeliness, attractiveness, security, personalization, responsiveness and richness.

Methodology
Importance and Purpose of the Research

Websites are considered a communication channel through which brand messages can be
conveyed in every aspect. Because websites have the power to shape certain consumer behaviors, such
as brand image and brand awareness (Bilgin, 2018; Suryani et al., 2021c), customers seeking
information on a website may obtain more useful information about the brand because they want
websites to contain brand-related information and are interested in the brand and engaged in its
communication (Diehl, Koinig, & Scheiber, 2022).

Moreover, website quality can be considered an important function for customer satisfaction
(Rahi, Ghani, & Ngah, 2020), repeat purchase probability (Wilson, Keni, & Tan, 2019), customer
retention, and increasing customer visits. It can support e-loyalty in this process (Akram et al., 2018).
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Customer satisfaction (Laureti et al., 2018; Rahi et al., 2020) and customer brand perception (Mukerjee,
2016) have been stated as important evaluation criteria of website quality. On the other hand, website
quality significantly affects purchase intention (Hutter et al., 2013; Gao & Li, 2019) and supports repeat
purchase intention (Wilson et al., 2019). Customers have higher intentions to revisit the websites of
online stores that they find interesting (Shin et al., 2013). It is important to constantly evaluate the quality
of websites, which is considered one of the key factors in online business performance.

Website quality and promoting brand awareness through the website can affect customer loyalty.
Organizations can have an attractive and user-friendly website to create brand awareness in the minds
of consumers, build trust in consumers, and ultimately influence their decisions to purchase products
from the website (Sastika et al., 2016). Website quality has been shown to have a significant impact in
differentiating company brands from others (Shin et al., 2013). Studies on tourism websites show that
when consumers have a good website experience, emotions are also positively affected (Jiménez-
Barreto & Campo-Martinez, 2018). This study aims to determine which website service elements
contribute to brand loyalty and repurchase intention.

Research Method and Data Collection

Survey method was used to obtain data. The questions asked in the survey are; 28 expressions for
website service determinants were synthesized based on many studies (Elliot et al., 2013; Santos, 2003;
Ho & Lee, 2007; Li et al., 2007; Lee & Lin, 2005; Beneke et al., 2011; Lee & Wu, 2011; Stiglingh,
2014). For brand loyalty, the 4-item scale developed by Reynolds & Beatty (1999) and Bettencourt
(1997) was used, and for repurchase intention, the 4-item scale developed by Taylor & Baker (1994)
and Putrevu & Lord (1994) was used.

Before this research, data were collected using online survey management, with the approval of
Pamukkale University Social and Human Sciences Scientific Research and Publication Ethics Board
with the ethics committee decision numbered E-93803030-622.02.-478542.The population determined
for the research was selected as individuals over the age of 18 who shop on private shopping sites.
Survey questions were applied to a pilot group of 30 people, and the survey form took its final form
within the framework of the volunteers' feedback on the survey questions. Four hundred eleven people
participated in the survey, which was conducted on a voluntarilyon. Nine survey forms were canceled
due to insufficient marking, and four hundred two survey data were considered valid and analyzed.

Skewness and kurtosis values were examined to assess the normality of the data. Skewness values
were -0.906 for brand loyalty, -1.749 for repurchase intention, and -1.449 for website e-service
determinants, while the kurtosis value was 1.673 for brand loyalty, 1.556 for repurchase intention, and
1.802 for website e-service determinants. Since the obtained values range from -1.96 to +1.96 and
sufficient variability is assumed to ensure normality, it is accepted that the data meet the normality
conditions (Can, 2016).

For the reliability of this research, the alpha coefficient (Cronbach’s alpha) values of the scales
used were examined and the values are shown in Table 1. The data were considered reliable with brand
loyalty values of 0.769, repurchase intention values of 0.764 and website service determinants values of
0.926.

Table 1. Realibility Results

Cronbach Alpha Skewness Kurtosis Number of Questions
Brand Loyalty 0.769 -.906 1.673 4
Repurchase Intention 0.764 -1.749 -1.556 4

Website E-service Identifiers 0.926 -1.449 1.602 28
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Research Model and Hypotheses

The main question of this study is to evaluate whether web page service determinants have an
effect on repurchase intention and brand loyalty. In this context, an attempt was made to find answers
to the following questions.

1)Do website service determinants predict participants' repurchase intention?
2)Do website service determinants predict participants' brand loyalty?

This research was conducted on the basis of the cross-sectional research model, which is among
the singular scanning models, and the comparison type research model, which is among the relational
scanning models (Karasar, 2013, p. 81- 82-84). A research model was created within the framework of
the study questions and the model is shown in Figure 1.

Ease of Use

Brand Loyalty

Design

Accessibility Website Service
Determinants

Security

Repurchase
Intention

Support

Incentive

Personalizatio

Figure 1. Reserach Model

E-service quality encompasses information search, website navigation, ordering, customer service
interactions, delivery, and satisfaction thereby covering the entire process from initiation to completion
(Wolfinbarger & Gilly, 2003). Customer satisfaction (Laureti et al., 2018; Rahi et al., 2020) and
customer brand perception (Mukerjee, 2016) are two important factors in evaluating a website. Website
quality significantly influences purchase intention (Hutter et al., 2013; Gao & Li, 2019) and reinforces
repurchase intention (Wilson et al., 2019). From this perspective, the following hypotheses have been
formulated regarding e-service quality determinants, brand loyalty, and repurchase intention.

Hi: Website ease of use predicts participants' brand loyalty.

Ha,: Website design predicts participants' brand loyalty.

H;: Website accessibility predicts participants' brand loyalty.
Ha: Website security predicts participants' brand loyalty.

Hs: Website support predicts participants' brand loyalty.

Hg: Website incentive predicts participants' brand loyalty.

H7: Website personalization predicts participants' brand loyalty.
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Hg: Website ease of use predicts participants' repurchase intention.

Ho: Website design predicts the participants' repurchase intention.

Hio: Website accessibility predicts participants' repurchase intention.
H
H
H
H
H

1: Website security predicts participants' repurchase intention.

—

»: Website support predicts participants' repurchase intention.

—

3: Website incentive predicts participants' repurchase intention.

—

4: Website personalization predicts participants' repurchase intention.

—

—

s: Brand loyalty predicts repurchase intention.

Findings

Considering the demographic characteristics of the individuals participating in this research; 57%
were women and 43% men (Table 2). It was seen that 74.5% were between the ages of 18-30, 25.5%
were over 30, 71. 89% were university graduates and 28.11% were in the high school or lower education
group. When we looked at the income of the participants, 47.9% had an income above the minimum
wage, while 52.1% had an income above the minimum wage. When we looked at the frequency of
private shopping, 54.9% of the participants defined it as neither more nor less, 12.14% defined it as
more, 18.7% defined it as less, and 14.26% defined it as other.

Table 2. Demographic Characteristics

Gender N % Monthly income N %
Woman 229 57 No income 96 23.8
Male 173 43 Less than minimum wage 71 17.8
Total 402 100.0 Minumum wage —25 000 102 254
Age 25 001- 30 000 64 15.9
18-30 298 74.5 0 001-35 000 43 10.7
31-45 54 13.5 35 000 and over 26 6.4
46-65 33 8.0 Total 100.0
66 and over 17 4.0 Online Purchase Rates

Total 402 100.0 Rarely 28 6.9
Education Status Little 53 13.2
Primary education 21 5.5 Neither more nor less 55 13.6
High school 51 12.6 More 139 34.7
Associate degree 114 29.3 Too much 127 31.6
Licence 186 46.2 Total 402 100.0
Master's degree and 30 7.4
above

Total 402 100.0

Multiple linear regression analysis was applied to evaluate the impact of web page service
determinants on brand loyalty. The data obtained as a result of the analysis are shown in Table 3.
According to the data obtained; it was seen that 19% of the participants' brand loyalty was explained by
independent variables (R= 0.43; R? =.191). It was seen that security (B= 0.135; p<.05) and
personalization (B = 0.200; p<.05), which are determinants of website service , predict brand loyalty.
According to these data, Hs: Website security predicts participants' brand loyalty; H7: Website
personalization predicts participants' brand loyalty are accepted. H;: Website ease of use predicts
participants' brand loyalty, H»: Website design predicts participants' brand loyalty. Hs: Website
accessibility predicts participants' brand loyalty Hs: Website support predicts participants' brand loyalty.
He: Website incentive predicts participants' brand loyalty were rejected (Table 3).
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Table 3. Relationship Between Brand Loyalty and Web Page Service Determinants

Dependent Independent R R? F Beta* T Sig.
Ease of use .046 .837 403
Brand loyalty Design 012 195 .846
Accessibility 437 .191 0.178 .008 .146 .884
Security 135 2.813 .005
Support .064 1.158 247
Incentive .088 1.901 .058
Personalization .200 3.675 .000

The results of the Multiple Linear Regression analysis applied to examine the effect of website
service determinants on repurchase intention are shown in Table 4. It was seen that 26% of the
participants' repurchase intentions were explained by independent variables (R =.514, R* = .264). Design
(B=.156, p<.05), accessibility (p=.138, p<.05) and security (=.137, p<.05), which are determinants of
website service, significantly affect repurchase intention. It appears that these data support the
hypotheses: Ho: website design predicts the participants' repurchase intention , Hio: website accessibility
predicts participants' repurchase intention and Hii: website security predicts participants' repurchase
intention are accepted.

Hs: website ease of use predicts participants' repurchase intention, Hi,: website support predicts
participants' repurchase intention, H;3: website incentive predicts participants' repurchase intention, Ha:
website personalization predicts participants' repurchase intention was rejected.

Table 4. Relationship Between Repurchase Intention and Web Page Service Determinants

Dependent Independent R R? F Beta* T Sig.
Ease of use .035 .662 .509
Design 514 264 30.637 156 2.676 .008
Repur_chase Accessibility 138 2.683 .008
Intention Security 137 2.988 .003
Support .048 .90 364
Incentive .042 950 343
Personalization .099 1.910 .057

The analysis conducted to examine the effect of brand loyalty on repurchase intention is presented
in Table 5. It is observed that repurchase intention is explained by brand loyalty at a rate of 34% (R
=588, R? =.346). According to this result, the hypothesis 'His: Brand loyalty predicts repurchase
intention' was accepted.

Table 5. Relationship between Brand Loyalty and Repurchase Intention

Dependent Independent R R? F Beta* T Sig
Repurchase Brand Loyalty 588 346 18.860 588 17.857 .00
Intention

Discussion

Websites, which are the most important representation of the existence of businesses and
corporate identity, are the most important evaluation area for consumers. Consumers first discover a
product or brand research through visiting web pages. During and after the mandatory lockdown period
due to COVID-19, consumers' purchasing activities were primarily carried out through the websites of
brands. As a powerful marketing communication tool, websites play a shaping role on consumers' brand
image, brand awareness and purchasing behavior (Nurhadi et al., 2023). It is important for consumers
to know, learn and remember brands. Websites contribute positively to the brand in the long term
because consumers will experience increased emotion and interest accessing information through
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websites, which in turn affects brand awareness (Jiménez-Barreto & Campo-Martinez, 2018). The
features of web pages can direct the purchasing process positively or negatively, and can also have a
decisive effect on subsequent purchases.

In this context, it is aimed to evaluate the impact of web page service determinants on brand
loyalty and repurchase intention. Within the framework of the data obtained as a result of this study, it
is seen that the security and personalization elements among the participants' ease of use, design,
accessibility, security, support, incentives and personalization among elements the participants, which
predict brand loyalty. These elements are classified as web page service determinants. In this context,
in parallel with the studies of Sastika (2016), Jimez & Camp Martinez (2018) and Gao & Li (2019), the
website contributes to brand loyalty. Particularly, the security element, which is seen as the most
important problem of recent years, is an important data that should be emphasized. One of the most
basic responsibilities of websites is the promise of providing secure transactions. The brand must convey
the promise that the website is safe to the consumer through various communication methods. Users
who see that websites have no security vulnerabilities will not only increase their loyalty to the brand
but also strengthen their intention to make repeat purchases.

The promise of secure payment during shopping transactions made on websites and along with
the assurance that the identity and bank information provided will not be shared with third parties makes
consumers feel safer. Another web page service element that supports brand loyalty is the
personalization feature. Therefore, businesses that provide online services should understand their
customers' habits, preferences and needs and offer customized products and suggestions that meet their
customers' preferences (Lee & Lin, 2005). Consumers always want to feel more special and have their
individual needs met. The most important contribution to brand loyalty can be a way for websites to
improve the services they promise.

Another important data presented by this study is that website service determinants have an effect
on repurchase intention (Shin, 2013; Rahmawati & Liswandi, 2018; Anderson & Mittal, 2000;
Parasumaran & Grewal, 2000). It is observed that security, design and accessibility elements, which are
among the website service determinants, positively predict repurchase intention. The security element
contributes to brand loyalty and has an impact on consumers' repurchase intentions. According to these
data, it appears that the most important criterion for consumers to maintain communication with the
website is security. It can be said that websites that are not deemed reliable have a poor record in creating
repeat visits, repurchase intentions and brand loyalty. Any questions that may arise in the consumer's
mind about security should be immediately addressed using a clear and conscise communication
language that explains the services offered by the website and that security measures are taken at the
highest level at every stage. Other factors that have an impact on repurchase intention are design and
accessibility.

Ensuring website accessibility and incorporating engaging design features are considered
essential for consumer. A well-designed and easy-to-use website is the first element that customers
consider to gain trust (Muda & Muda, 2002). Response speed to customer inquiries and issues is a
critical determinant of repurchase intention. Providing good customer service through prompt responses
enhances perceived service quality (Parasuraman et al., 1988) and fosters customer satisfaction (Lee &
Lin, 2005). Being accessible is an important indicator of e-service quality (Zeithaml et al., 2000).

Conclusion and Recommendations

This study provides important results, especially in terms of highlighting the elements that can
create a differentiation strategy among website service elements. While the security element, which is
considered the most important criterion among all the elements that the website must have, is an element
that we can call indispensable, it will contribute positively to brand loyalty by supporting repurchase
intentions, especially with design and personalization elements. This study shows that building brand
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loyalty can be increased by supporting repurchase intentions. In a study by Auh and Johnson (2005)
which examined the relationship between brand satisfaction and brand loyalty across different sectors,
it was suggested that satisfaction has a positive effect on loyalty.Thus, it is recommended that businesses
contribute to brand loyalty of consumers by supporting consumers' repurchase intentions through
highlighting the strong features of the product/service, quality, price, ease of distribution, price
advantage, promotion and various advertising strategies. It is recommended to develop differentiation
strategies by strengthening the website with attractive and unique designs created with clear and
interactive information that suits the needs of customers.

This study has certain limitations, including time, sample size, and data collection method. For
further studies, it is recommended to collect survey data using a larger sample size and face-to-face
interviews, and to evaluate e-service quality determinants within the framework of artificial intelligence
applications.
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TURKCE SURUM

Giris

Pazarda rekabet avantaji elde edebilmek i¢in cogu isletmenin istegi giiclii bir marka olmaktir. Bu
sayede isletme dis etkilere kars1 daha az savunmasiz olur, daha biiyiik kar marjlari elde eder ve markasini
biiyiitme firsatina sahip olur. Marka sadakati, eski miisterileri elde tutmanin maliyetinin yeni miisteri
edinmenin maliyetinden daha diisiik olmas1 nedeniyle isletmelere biiyiik avantajlar saglar. Tiiketicilerin
zihninde marka giiciinii temsil eden en 6nemli unsurlardan biri de isletmelerin web sayfalaridir.
Glinlimiiz tiiketicileri eylemlerinin ¢ogunu internete tagimaktadir ve bu durum markalar agisindan web
sayfalarimin 6nemini daha da artirmistir. Tiirkiye'de bireylerin internet kullanim oranlarina bakildiginda,
16-74 yas grubundaki bireylerin 2022'de %85,0, 2023'te ise %87,1 oldugu belirlenmistir. Cinsiyete gore
2023 yilinda internet kullanim orani; erkeklerde %90,9, kadinlarda ise %83,3 olarak goriilmiistiir (Tuik,
2023). internet kullanim oranlarindaki bu artislar, isletmelere dijital medya ve pazarlama iletisim
araglarmi kullanmalar1 i¢in 6nemli firsatlar sunmaktadir. Bu nedenle web sitelerinin pazarlama
faaliyetlerini ne olgiide destekledigi ayrintili olarak incelenmistir (Thorbjornsen, 2003). Ozellikle
markalara sadik miisteriler, sadik olmayanlara gore markalarin web sayfalarin1 daha sik ziyaret
etmektedir (Thorbjornsen, 2003: 199). Web sitesi kalitesi, miisteri memnuniyeti (Rahi, Ghani ve Ngah,
2020), yeniden satin alma olasiligi (Wilson, Keni ve Tan, 2019), miisteri elde tutma ve miisteri
ziyaretlerini artirma i¢in 6nemli bir islev olarak diisiiniilebilir ve bu siirecte e-sadakati destekleyebilir
(Akram vd., 2018). Miisteri memnuniyeti (Laureti vd., 2018; Rahi vd., 2020) ve miisterinin marka algisi
(Mukerjee, 2016), web sitesi kalitesinin Snemli degerlendirme &lgiitleri olarak belirtilmistir. Ote yandan,
web sitesi kalitesi satin alma niyetini 6nemli 6l¢iide etkilemekte (Hutter vd., 2013; Gao ve Li, 2019) ve
yeniden satin alma niyetini desteklemektedir (Wilson vd., 2019). Miisteriler, ilgi ¢ekici bulduklari
cevrimici magazalarin web sitelerini tekrar ziyaret etme niyetleri daha yiiksektir (Shin vd., 2013).
Cevrimigi ig performansi agisindan 6nemli faktdrlerden biri olarak kabul edilen web sitelerinin kalitesini
stirekli degerlendirmek 6nemlidir.

Bu ¢aligma, marka web sitelerinin e-hizmet kalitesi kapsaminda kullanim kolayligi, tasarim,
erigilebilirlik, giivenlik, destek, tesvikler ve kisisellestirmenin marka sadakati ve yeniden satin alma
niyeti lizerindeki etkisini ve web sayfasi igeriginin markalasmaya ne olgiide katkida bulundugunu
degerlendirmek amaciyla yiiriitilmiistiir. Analiz sonuglari, web sitesi hizmet belirleyicileri arasinda
giivenlik, tesvikler ve kisisellestirmenin marka sadakatini olumlu yodnde etkiledigini; tasarim,
erigilebilirlik ve giivenligin yeniden satin alma niyetini olumlu yonde etkiledigini ve marka sadakatinin
yeniden satin alma niyetini olumlu yonde 6ngdrdiigiinii ortaya koymustur. Literatiir taramasinda web
siteleri, e-hizmet kalitesi (Ozdemir ve Cataltepe, 2024; Yildiz, 2024; Ulen, 2024; Saritas, 2024) ve
marka sadakati kapsaminda e-hizmet (Sevim, 2018) acgisindan degerlendiren ¢alismalar olup, marka
sadakati ve yeniden satin alma niyeti ¢ergcevesinde e-hizmet belirleyicileri agisindan web sitelerini
degerlendiren yerel bir calismanin bulunmamasi bu ¢aligmanin 6nemini artirmaktadir.

Literatiir Taramasi
Marka Sadakati ve Yeniden Satin Alma Niyeti

Marka, bir veya bir grup saticinin mal ve hizmetlerini tanimlamaya ve bu mal veya hizmetleri
rakiplerinden farklilagtirmaya yarayan ayirt edici bir isim ve/veya semboldiir (Aaker, 2009, s. 25).
Marka, hedef kitleyi etkilemede ve harekete gegirmede Onemli bir gostergedir. Kokleri gecmisin
derinliklerine dayanan marka, seri iiretim zamaninin 6tesine gegerek, giiniimiiziin rekabetci ve bilingli
tiikketicileri de igeren pazar kosullarinda 6nemli bir rol oynamistir (Kus, 2016, s. 96). Marka, tiiketiciler
ve iireticiler agisindan farkli avantajlar sunar. Marka tiiketicileri i¢in; riski azaltma, kalite sinyali olma,
iiriiniin kaynagini bilme, sorumlulugu iireticiye yiikleme, iiretici arasinda bir s6z veya anlagma gorevi
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gorme ve sembolik bir arag olma gibi avantajlar saglar. Ureticiler iginse isleri ve takibi kolaylastirir.
Kendine 6zgii 6zellikleri yasalarla korunur ve iiriine benzersiz 6zellikler kazandirir. Rekabet avantaji
saglar ve finansal getiri kaynagidir (Keller, 2013). Bdylece bir marka, miisteriye iiriiniin kaynagini isaret
eder ve hem miisteriyi hem de {ireticiyi benzer iriinler iiretmeye calisan rakiplerinden korur (Aaker,
2009, s. 25). Tum sirketler i¢in, markadan memnunlarsa ve markay1 seviyorlarsa, yeni miisteriler
edinmek pahali, mevcut miisterileri elde tutmak ise daha ucuzdur (Aaker, 2009, s. 37). Bu noktada
markalar i¢in 6nemli bir hedef olan marka sadakati ortaya ¢ikar. Marka sadakati, miisterinin bir markaya
kars1 olumlu tutumu ile tekrarlanan satin alma davranisi arasindaki iligkidir (Dick ve Basu, 1994). Oliver
(1999), marka sadakatini, dis etkenlere ve gesitli markalarin pazarlama cabalarina ragmen, satin alinan
bir iiriiniin gelecekte yeniden satin alinacagina dair miisterinin hissettigi giiglii baglilik duygusu olarak
tanimlar. Bir sirketin rekabet giicii ve karlilig1 i¢in 6n kosul olan marka sadakatinin, sirketlere satig
geliri, pazar payi, karlilik sagladigi ve pazar paylarii biiylitmelerine veya en azindan korumalarina
yardimc1 oldugu diisiiniilmektedir. Bu nedenle her sirket kendi markalariyla iliskili yiiksek marka
sadakati arzular (Chinomona, Mahlangu ve Pooe, 2013). Marka sadakati olan miisterilerin satin aldiklar
iiriin ve hizmetlerden memnun olduklar1 ve beklentilerinin karsilandig1 goriilmektedir (Sancak, 2019).
Marka sadakati, yeniden satin alma davramsindan farkli olarak iki énemli boyuttan olusmaktadir. Tlk
boyut davranigsal sadakat olarak adlandirilmakta ve ayni iiriin grubundaki bir¢ok marka arasindan tek
bir markayi tekrar tekrar satin almay1 ifade etmektedir. Ikinci boyut olan tutumsal sadakat ise miisterinin
memnun kaldig1 markanin 6zelliklerinden dolay1 yeniden satin alma niyetinde markayla kurdugu gliglii
bagin derecesi olarak tanimlanmaktadir. (Chaudhuri & Holbrook, 2001; Gounaris & Stathakopoulos,
2004, Huang & Zhang, 2008). Marka sadakatinin bir isletmenin rekabet giicii, siirdiiriilebilirligi ve
karliliginda kritik bir rol oynadig1 ve giiclii marka ¢agrisiminin daha fazla marka sadakatine yol agtig1
belirtilmektedir (Chuenban vd., 2021). Marka sadakatinin uzun vadeli bir rekabet avantaji kaynagi
oldugu ve pazarlama segeneklerinin oniinii act1g1, dogrudan miisterilerin giiveni ve hizmet tiikketimiyle
iligkili oldugu goriilmektedir (Tan vd., 2022). Markaya sadik olan miisterilerin markay1 degistirme
olasiligi daha disiiktiir. Marka sadakati, marka degerinin en Onemli belirleyicisidir (Gounaris &
Stathakopoulos, 2004). Marka sadakati yiiksek olan tiiketiciler, bir isletme hakkinda olumlu goriisler
ifade etmeye ve daha yiiksek fiyatlar 6demeye isteklidir. Markanin kalbi olan marka sadakati, tiiketiciler
nezdinde marka degeri ve isletmenin pazar pay1 gibi pek cok gostergeyi etkileyebilmektedir (Palomba,
2022).

Web Sitesi ve Hizmet Bulucular

Bilgi teknolojilerindeki gelismeler, bilgi toplumu siirecini elektronik ortamlara tagimig ve
kullanict sayis1 her gegen giin artarak yeni satin alma firsatlar1 sunmustur (Tsao ve Tseng, 2011).
Isletmeler, varliklarin1 web siteleri aracilifiyla elektronik ortamlara tasimis ve pazarlama ve satis
faaliyetlerini bu yeni firsatlarla desteklemistir. Pazarlama baglaminda web siteleri; bir sirketin iiriiniinii
satma hedeflerine ulasmak i¢in tasarlanmig olup, sirket ve sunulan iirlinler hakkinda bir iletigim araci,
miisterilerle etkilesim kurmak icin proaktif bir ¢aba ve dogrudan bir satis platformu olarak
kullanilmaktadir. (Canavan, Henchion ve O'Reilly, 2007; Sun, Teh ve Chiu, 2012). Tiiketicilerin web
sitelerindeki aligveris deneyimi, e-hizmet kalitesi kavrami kapsaminda degerlendirilmektedir. Hem
arastirmacilar hem de uygulayicilar, e-hizmet kalitesini web hizmeti kalitesi ile es anlamli olarak
kullanmiglardir. Zhang ve Prybutok (2005), bu kavramlarin birbirinin yerine kullanilabilecegini
desteklemektedir. Rahi vd., (2017), e-hizmet kalitesinin, miisterilerin e-hizmet sunumunun
miikemmelligini degerlendirebilecekleri, yargilayabilecekleri ve karsilastirabilecekleri sanal bir pazar
yeri oldugunu belirtirken, Ho ve Lin (2010), e-hizmet kalitesinin internet iizerinden sunulan bir hizmet
tiirli oldugunu belirtmistir.

Bir web sitesinin aligveris, satin alma ve teslimat siireclerinin ayrintilarini kolaylastirma derecesi,
e-hizmet kalitesi olarak tanimlanmaktadir (Parasuraman vd., 2005). E-hizmet kalitesi, "bilgi arama, web
sitesinde gezinme, siparis verme, miigteri hizmetleri etkilesimleri, teslimat ve siparis edilen {iriinden
memnuniyet dahil olmak {izere islemin bagindan sonuna kadar olan siireci" igermektedir (Wolfinbarger
ve Gilly, 2003).
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Birbirleriyle Ortiismelerine ragmen, e-hizmet kalitesi diger ortamlardaki hizmet kalitesinden
onemli Olglide farkli olabilir, e-hizmetlerde kisilerarasi temas yoktur ve miisteriler icin daha fazla
algilanan risk ve gizlilik sorunlar1 olusturabilir (Bitner, Brown ve Meuter 2000; Dabholkar, 1996).
Santos (2003), tiiketicilerin internet ortamini kullanmalarinin daha kolay ve verimli oldugunu, ¢iinkii
iiriinleri, bazi teknik &zelliklerini ve fiyatlarimi daha etkili bir sekilde karsilagtirarak zamandan ve
emekten tasarruf etmelerini sagladigini belirtmektedir. Cevrimic¢i miisteriler teknik bir arayiizle
etkilesim kurdugu i¢in gizlilik daha onemlidir ve yiiz ylize temas yoktur; geleneksel perakende
sektoriine kiyasla ¢ok daha fazla miisterinin sunulan hizmetin ortak {iretiminde s6z sahibi oldugunu
belirtmektedir (Fassacht ve Koese, 2000).

E-hizmet faaliyeti, fiziksel ortamlardaki hizmetten bazi temel farkliliklara sahiptir. Fiziksel
ortamlarda sunulan hizmet kalitesi; binanin, ekipmanin ve personelin goriiniimii de dahil olmak iizere
isletmenin fiziksel 6zellikleri, s6z verilen hizmeti dogru ve giivenilir bir sekilde yerine getirme yetenegi
olan giivenilirlik, miisterilere yardimci olma ve hizli hizmet sunma istegi olan cosku, ¢alisanlarin bilgili,
kibar olmas1 ve miisterilere duygu hissettirebilmesi, isletmelerin becerisi olan giiven ve igletmelerin
kendilerini miisterilerin yerine koyma ve miisterilere kisisel ilgi gosterme yetenegi olan empatidir
(Parasuman vd., 1988). Fiziksel ortamlarda hizmet kalitesinin degerlendirilmesinde, hizmet kalitesi,
fiziksel tesisler ve hizmeti saglayan ¢aligsanlardan ziyade, internet magazasinin arayiiz tasarimi ve web
sitesi kullanilabilirligi dikkate almir (Zeithaml vd., 2000). lyi tasarlanmis ve kullanimi1 kolay bir web
sitesi, miisterilerin giiven kazanmak icin dikkate aldig1 ilk unsurdur (Muda ve Muda, 2002).

Yanit verme hizi, e-hizmet kalitesinin dnemli bir gostergesi olarak kabul edilmektedir (Zeithaml
vd., 2000). lyi bir miisteri hizmeti sunarken, miisteri sorularma hizli yanit vermek, hizmet kalitesi
algisin (Lee ve Lin, 2005) ve hizmet kalitesi algisim (Parasuraman vd., 1988) artirmaktadir.

Geleneksel hizmet kalitesinin en belirleyici boyutu giivenilirliktir (Parasuraman vd., 1988). Bir
sirketin vaat ettiklerini yerine getirme yetenegi olarak bilinen giivenilirlik, fiziksel ortamlarda sunulan
hizmet kalitesinin boyutlarindan biridir (Parasuraman vd., 1988). Cevrimigi e-hizmetler baglaminda
degerlendirildiginde; web sitesinin diizgiin ¢calismasi ve vaat edilen hizmetlerin web sitesinin iglevlerini
giivenilir ve dogru bir sekilde yerine getirebilmesi olarak tanimlanmaktadir (Parasuraman vd., 2005).
Web sitesindeki bilgilerin giivenilirligi anlaminda bilgi kalitesi de web sitesinin gilivenilirligi
cercevesinde degerlendirilmektedir. Miller'a (1996) gore, bilgi kalitesi i¢in; anlasilabilirlik, dogruluk,
alakalilik ve giincellik kriterleri karsilanmalidir. Cevrimigi aligverigin 6niindeki en biiyiik engellerden
biri giivenlik endiseleridir (Zeithaml vd., 2000), bu nedenle ytiksek kaliteli bilgi goriistiniin olugsmasi
hem deneyimi hem de satin alma isleminden duyulan memnuniyeti olumlu yonde etkileyecektir (Lee ve
Lin, 2005).

Birgok farkli smiflandirma yapilmistir. Kim vd., (2003) web sitesi degerlendirme kriterlerini;
fonksiyonu, kurumun giivenilirligi, icerigin giivenilirligi, tasarim, sistematik yap1 ve rehberlik olarak
smiflandirirken; Park & Gretzel (2007) web sitelerini; kullanim kolayligi, bilgi kalitesi, yanit
verebilirlik, tasarim, giivenlik, etkilesim, giliven, memnuniyet, kisisellestirme, reklam/ikna,
oyunlastirma ve teknoloji entegrasyonu olmak iizere 12 faktor ¢cercevesinde degerlendirmistir. Tsao vd.
(2016) hiz, baglanti, gezilebilirlik, alaka diizeyi, zamaninda olma, ¢ekicilik, giivenlik, kisisellestirme,
yanit verebilirlik ve zenginlik olarak siniflandirmustir.

Arastirmanin Onemi ve Amaci

Web siteleri, marka mesajlarinin her yoniiyle iletilebilecegi bir iletisim kanali olarak kabul
edilmektedir. Web siteleri, marka imaji ve marka farkindaligi gibi belirli tiiketici davranmislarim
sekillendirme giiciine sahip oldugundan (Bilgin, 2018; Suryani vd., 2021c), bir web sitesinde bilgi
arayan miisteriler, web sitelerinin markayla ilgili bilgiler icermesini istedikler ve markayla ilgilendikleri
ve markanin iletisimine dahil olduklar i¢in marka hakkinda daha faydal bilgiler edinebilirler. (Diehl,
Koinig ve Scheiber, 2022).
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Ayrica, web sitesi kalitesi, miisteri memnuniyeti (Rahi, Ghani ve Ngah, 2020), yeniden satin alma
olasiligi (Wilson, Keni ve Tan, 2019), miisteri sadakati ve miisteri ziyaretlerinin artirilmasi i¢in 6nemli
bir islev olarak kabul edilebilir ve bu siirecte e-sadakati destekleyebilir (Akram vd., 2018). Miisteri
memnuniyeti (Laureti vd., 2018; Rahi vd., 2020) ve miisteri marka algis1 (Mukerjee, 2016), web sitesi
kalitesinin énemli degerlendirme kriterleri olarak belirtilmistir. Ote yandan, web sitesi kalitesi satin
alma niyetini 6nemli 6l¢ilide etkilemekte (Hutter vd., 2013; Gao ve Li, 2019) ve yeniden satin alma
niyetini desteklemektedir (Wilson vd., 2019). Miisteriler, ilgi ¢ekici bulduklar ¢evrimici magazalarin
web sitelerini tekrar ziyaret etme konusunda daha yiiksek niyetlere sahiptirler (Shin vd., 2013).
Cevrimigi isletme performansi agisindan énemli faktorlerden biri olarak kabul edilen web sitelerinin
kalitesini siirekli olarak degerlendirmek énemlidir.

Web sitesi kalitesi ve web sitesi araciligiyla marka bilinirligini artirmak, miisteri sadakatini
etkileyebilir. Kuruluglar, tiiketicilerin zihninde marka bilinirligi yaratmak, tiiketicilerde giiven
olusturmak ve nihayetinde web sitesinden {irlin satin alma kararlarini etkilemek i¢in ¢ekici ve kullanici
dostu bir web sitesine sahip olabilirler (Sastika vd., 2016). Web sitesi kalitesinin, sirket markalarin
digerlerinden ayirmada onemli bir etkiye sahip oldugu gosterilmistir (Shin vd., 2013). Turizm web
siteleri lizerine yapilan ¢alismalar, tiiketicilerin iyi bir web sitesi deneyimi yasadiklarinda duygularinin
da olumlu etkilendigini gostermektedir (Jiménez-Barreto ve Campo-Martinez, 2018). Bu ¢aligma, hangi
web sitesi hizmet unsurlarinin marka sadakatine ve yeniden satin alma niyetine katkida bulundugunu
belirlemeyi amaclamaktadir.

Arastirma Yontemi ve Veri Toplama

Veri elde etmek icin anket yontemi kullanilmistir. Ankette yer alan web sitesi hizmet
belirleyicileri i¢in olugturulan 28 ifade birgok arastirmaya (Elliot vd., 2013; Santos, 2003; Ho ve Lee,
2007; Li vd., 2007; Lee ve Lin, 2005; Beneke vd., 2011; Lee ve Wu, 2011; Stiglingh, 2014) dayanarak
sentezlenmistir. Marka sadakati i¢in Reynolds ve Beatty (1999) ve Bettencourt (1997) tarafindan
gelistirilen 4 maddelik 6l¢ek, yeniden satin alma niyeti igin ise Taylor ve Baker (1994) ile Putrevu ve
Lord (1994) tarafindan gelistirilen 4 maddelik Slgek kullanilmistir. Arastirma oOncesinde veriler,
Pamukkale Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirma ve Yayin Etigi Kurulu'nun E-
93803030-622.02.-478542 sayili etik kurul karariyla ¢evrimigi anket yonetimi kullanilarak toplanmaigtir.
Aragtirmanin evreni, 6zel aligveris sitelerinden aligveris yapan 18 yas {istii bireyler olarak belirlenmistir.
Anket sorular1 30 kisilik bir pilot gruba uygulanmis ve goniilliilerin anket sorularina iliskin geri
bildirimleri ¢ergevesinde anket formu son halini almigtir. Goniilliiliik esasina gore yiiriitiilen ankete 411
kisi katilmigtir. 9 anket formu yetersiz puanlama nedeniyle iptal edilmis, 402 anket verisi gegerli kabul
edilerek analiz edilmistir.

Verilerin normalligi i¢in ¢arpiklik ve basiklik degerleri kontrol edilmistir. Carpiklik degerleri
marka sadakati i¢in -0,906, yeniden satin alma niyeti i¢in -1,749 ve web sitesi e-hizmet belirleyicileri
igin -1,449 olarak bulunurken, basiklik degeri marka sadakati i¢in 1,673, yeniden satin alma niyeti i¢in
1,556 ve web sitesi e-hizmet belirleyicileri i¢in 1,802 olarak bulunmustur. Elde edilen degerler -1,96 ile
+1,96 arasinda degistigi ve normalligi saglamak igin yeterli degiskenligin saglandig1 varsayildigi ig¢in
verilerin normallik kosullarini karsiladig1 kabul edilmistir (Can, 2016).

Aragtirmanin giivenirligi icin kullanilan dlgeklerin alfa katsayist (Cronbach Alpha) degerleri
incelenmis ve degerler Tablo 1'de gdsterilmistir. Veriler, marka sadakati degerleri 0,769, yeniden satin
alma niyeti degerleri 0,764 ve web sitesi hizmet belirleyicileri degerleri 0,926 ile giivenilir kabul
edilmistir.

Table 1. Giivenirlik Sonuglari
Cronbach Alpha Carpikhk  Basikhk Soru sayisi
Degeri

Marka Sadakati 0.769 -.906 1.673 4
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Yeniden Satinalma Niyeti 0.764 -1.749 -1.556 4
Websitesi E-servis Belirleyicileri 0.926 -1.449 1.602 28
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Arastirma Modeli ve Hipotezler

Caligmanin temel sorusu, web sayfasi hizmet belirleyicilerinin yeniden satin alma niyeti ve marka
sadakati lizerinde bir etkisi olup olmadigimi degerlendirmektir. Bu baglamda, asagidaki sorulara yanit
aranmistir.

1) Web sitesi hizmet belirleyicileri katilimcilarin yeniden satin alma niyetini yordar m1?
2) Web sitesi hizmet belirleyicileri katilimcilarin marka sadakatini yordar mi?

Aragtirma, tekil tarama modellerinden kesitsel aragtirma modeli ve iliskisel tarama modellerinden
karsilagtirmali aragtirma modeli (Karasar, 2013: 81, 82-84) temelinde yiiriitiilmiistiir. Calisma sorular1
cergevesinde bir aragtirma modeli olusturulmus ve model Sekil 1'de gosterilmistir.

Kullanim
Kolayligi
Marka Sadakati
Dizayn
Erisebilirlilik Website Hizmet
Belirleyicileri
Giivenlik
Yeniden
Destek Satinalma
Niyeti
Tesvik
kisisellestirme

Sekil 1. Aragtirma Modeli

E-hizmet kalitesi, bilgi arama, web sitesi gezinme, siparig verme, miisteri hizmetleri etkilesimleri,
teslimat ve siparis edilen iiriinden duyulan memnuniyeti kapsayarak bastan sona tiim siireci kapsar
(Wolfinbarger ve Gilly, 2003). Miisteri memnuniyeti (Laureti vd., 2018; Rahi vd., 2020) ve miisteri
marka algis1 (Mukerjee, 2016), bir web sitesini degerlendirmede iki 6nemli faktordiir. Web sitesi
kalitesi, satin alma niyetini 6nemli 6lgiide etkiler (Hutter vd., 2013; Gao ve Li, 2019) ve yeniden satin
alma niyetini destekler (Wilson vd., 2019). Bu bakis acisindan, e-hizmet kalitesi belirleyicileri, marka
sadakati ve yeniden satin alma niyeti i¢in agagidaki hipotezler olusturulmustur.

H;i: Web sitesi kullanim kolayligi, katilimeilarin marka sadakatini yordamaktadir.
Ha,: Web sitesi tasarimi, katilimcilarin marka sadakatini yordamaktadir.

H;: Web sitesi erisilebilirligi, katilimcilarin marka sadakatini yordamaktadir.

Ha: Web sitesi giivenligi, katilimcilarin marka sadakatini yordamaktadir.

Hs: Web sitesi destegi, katilimcilarin marka sadakatini yordamaktadir.

Hg: Web sitesi tesviki, katilimcilarin marka sadakatini yordamaktadir.

H7: Web sitesi kisisellestirmesi, katilimeilarin marka sadakatini yordamaktadir.
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Hg: Web sitesi kullanim kolayligi, katilimeilarin yeniden satin alma niyetini yordamaktadir.
Ho: Web sitesi tasarimi, katilimcilarin yeniden satin alma niyetini yordamaktadir.

Hio: Web sitesi erisilebilirligi, katilimcilarin yeniden satin alma niyetini yordamaktadir.

H
H

1: Web sitesi glivenligi, katilimcilarin yeniden satin alma niyetini yordamaktadir.

—

2: Web sitesi destegi, katilimcilarin yeniden satin alma niyetini yordamaktadir.

—

His: Web sitesi tegviki, katilimcilarin yeniden satin alma niyetini yordamaktadir.

H

—

4 Web sitesi kisisellestirmesi, katilimcilarim yeniden satin alma niyetini yordamaktadir.
His: Marka sadakati yeniden satin alma niyetini yordamaktadir.
Arastirma Bulgular

Aragtirmaya katilan bireylerin demografik ozellikleri incelendiginde; %57'si kadin, %43"
erkektir. Katilimcilarin %74,5'inin 18-30 yas araliginda, %25,5'inin 30 yas istii, %71,89"unun {liniversite
mezunu ve %28,11'inin lise ve alt1 egitim grubunda oldugu goriilmektedir. Katilimcilarin gelirlerine
bakildiginda, %47,9'unun asgari iicretin iizerinde, %352,1'inin ise asgari {icretin iizerinde geliri
bulunmaktadir. Ozel alisveris yapma sikligina bakildiginda ise, katilimcilarin %54,9'u ne fazla ne de az,
%12,14' fazla, %18,7'si az ve %14,26's1 ise diger olarak tanimlamaktadir.

Tablo 2. Demografik Ozellikler

Cinsiyet N % Aylik Gelir N %
Kadin 229 57 Gelirim yok 96 23.8
Erkek 173 43 Asgari licretten az 71 17.8
Toplam 402 100.0 Asgasir iicret-25 000 102 25.4
arasi
Yas 25 001- 30 000 aras1 64 15.9
18-30 298 74.5 0 001- 35 000 aras1 43 10.7
31-45 54 13.5 35000 ve iizeri 26 6.4
46-65 33 8.0 Toplam 402 100.0
66 ve lizeri 17 4.0 Online Satinalma
Oranlan
Toplam 402 100.0 Nadiren 28 6.9
Egitim Durumu Az 53 13.2
[lkdgretim 21 5.5 Ne ¢ok ne az 55 13.6
Lise 51 12.6 Fazla 139 34.7
On lisans 114 29.3 Cok fazla 127 31.6
Lisans 186 46.2 Toplam 402 100.0
Yiiksek lisans ve iizeri 30 7.4
Toplam 402 100.0

Web sayfasi hizmet belirleyicilerinin marka sadakati {izerindeki etkisini degerlendirmek icin
coklu dogrusal regresyon analizi uygulanmistir. Analiz sonucunda elde edilen veriler Tablo 3’te
gosterilmistir. Elde edilen verilere gore; katilimcilarin marka sadakatlerinin %19’unun bagimsiz
degiskenlerle aciklandig goriilmektedir (R=,43; R?=,191). Web sitesi hizmet belirleyicilerinden
giivenlik (f=0,135; p<.05) ve Kkisisellestirmenin ($=,200; p<,05) marka sadakatini yordadig:
goriilmektedir. Bu verilere gore, Hs: Web sitesi glivenligi katilimcilari marka sadakatini yordamaktadir
ve H;: Web sitesi kisisellestirme katilimcilarim marka sadakatini yordamaktadir hipotezleri kabul
edilmistir. Hi: Web sitesi kullanim kolaylig1 katilimcilarin marka sadakatini yordamaktadir, H»: Web
sitesi tasartim1 katilimcilarin marka sadakatini yordamaktadir, Hs;: Web sitesi erisilebilirligi
katilimcilarin marka sadakatini yordamaktadir; Hs: Web sitesi destegi katilimcilarin marka sadakatini
yordamaktadir ve He: Web sitesi tesviki katilimcilarin marka sadakatini yordamaktadir hipotezleri red
edilmistir.
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Tablo 3. Marka Sadakati ile Web Sayfas1 Hizmet Belirleyicileri Arasindaki iliski

Bagimh Bagimsiz R R? F Beta* T Sig.
Kullanim Kolaylig .046 .837 403
Dizayn 012 195 .846
Marka Erisilebilirlik .008 .146 .884
Sadakati Giivenlik 437 191 0.178 135 2.813 .005
Destekleme .064 1.158 247
Tesvik .088 1.901 .058
Kisiselletirme .200 3.675 .000

Web sitesi hizmet belirleyicilerinin yeniden satin alma niyeti tizerindeki etkisini incelemek i¢in
uygulanan Coklu Dogrusal Regresyon analizinin sonuglari Tablo 4'te gosterilmistir. Katilimcilarin
yeniden satin alma niyetlerinin %26'sinin bagimsiz degiskenler tarafindan agiklandigi goriilmektedir (R
= ,514; R* = 264). Web sitesi hizmet belirleyicileri olan tasarim (B = ,156; p<,05), erisilebilirlik (B =
,138; p<,05) ve giivenlik (B =,137; p<,05), yeniden satin alma niyetini 6nemli 6l¢iide etkilemektedir.
Bu verilere gore, Ho: Web sitesi tasarimi katilimcilari yeniden satin alma niyetini yordamaktadir, Hio:
Web sitesi erisilebilirligi katilimcilarm yeniden satin alma niyetini yordamaktadir, Hi;: Web sitesi
giivenligi katilimcilarm yeniden satin alma niyetini yordamaktadir hipotezleri kabul edilmistir. Hs: Web
sitesi kullanim kolaylig1 katilimcilarim yeniden satin alma niyetini yordamaktadir, Hi2: Web sitesi
destegi katilimcilarin yeniden satin alma niyetini yordamaktadir, Hi3: Web sitesi tesviki katilimcilarin
yeniden satin alma niyetini yordamaktadir ve Hs: Web sitesi kigisellestirmesi katilimcilarin yeniden satin
alma niyetini yordamaktadir hipotezleri reddedilmistir.

Tablo 4. Yeniden Satin Alma Niyeti ile Web Sayfasi Hizmet Belirleyicileri Arasindaki Iligki

Bagimh Bagimsiz R R? F Beta* T Sig.
Kullanim Kolaylig .035 .662 .509
Yeniden Dizayn 156 2.676 .008
Satinalma Erigebilirlilik 138 2.683 .008
Niyeti Giivenlik 514 264 30.637 137 2.988  .003
Destek .048 .90 364
Tesvik .042 .950 343
Kisisellegtirme .099 1.910 .057

Marka sadakatinin yeniden satin alma niyetine etkisini incelemek amaciyla yapilan analiz Tablo
S'te yer almaktadir. Yeniden satin alma niyetinin marka sadakati tarafindan %34 oraninda agiklandig1
goriilmektedir (R =588, R? = ,346). Bu sonuca gore 'His: Marka sadakati yeniden satin alma niyetini
yordamaktadir' hipotezi kabul edilmistir.

Tablo 5. Marka Sadakati ile Yeniden Satin Alma Niyeti Arasindaki ligki
Bagimh Bagimsiz R R? F Beta* T Sig

Yeniden Marka .588 346 18.860 .588 17.857 .00
Satinalma Niyeti Sadakati

Tartisma

Isletmelerin ve kurumsal kimliklerinin en énemli gdstergesi olan web siteleri, tiiketiciler igin en
onemli degerlendirme alanidir. Tiiketiciler, tiriin veya marka arastirmalarini ilk olarak web sayfalarini
ziyaret ederek gerceklestirirler. COVID-19 kiiresel salgin1 nedeniyle uygulanan zorunlu karantina
donemi boyunca ve sonrasinda, tiiketicilerin satin alma faaliyetleri biiyiik 6l¢iide markalarin web siteleri
araciligryla gerceklestirilmistir. Giiglii bir pazarlama iletigim araci olan web siteleri, tiiketicilerin marka
imaj1, marka bilinirligi ve satin alma davraniglan iizerinde sekillendirici bir rol oynamaktadir (Nurhadi
vd., 2023). Tiiketicilerin markalar1 bilmesi, 6grenmesi ve hatirlamasi 6nemlidir. Web siteleri, tiikketiciler
web siteleri araciligiyla bilgiye eristiklerinde artan duygu ve ilgi ile deneyimleyecekleri ve bu da marka
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bilinirligini etkileyecegi i¢in uzun vadede markaya olumlu katkida bulunur (Jiménez-Barreto ve Campo-
Martinez, 2018). Web sayfalarinin Ozellikleri, satin alma siirecini olumlu veya olumsuz yonde
yonlendirebilir ve sonraki satin alimlar iizerinde belirleyici bir etkiye sahip olabilir. Bu baglamda, web
sayfas1t hizmet belirleyicilerinin marka sadakati ve yeniden satin alma niyeti iizerindeki etkisinin
degerlendirilmesi amaglanmaktadir. Caligma sonucunda elde edilen veriler ¢ergevesinde, katilimcilarin
web sayfasi hizmet belirleyicileri olarak siniflandirilan kullanim kolayligi, tasarim, erisilebilirlik,
giivenlik, destek, tesvik ve kisisellestirme unsurlarindan giivenlik ve kisisellestirme unsurlarinin marka
sadakatini yordadig1 goriilmektedir. Bu baglamda, Sastika (2016), Jimez ve Camp Martinez (2018), Gao
ve Li (2019) tarafindan yapilan ¢aligmalara paralel olarak, web sitesi marka sadakatine katkida
bulunmaktadir. Ozellikle son yillarin en énemli sorunu olarak goriilen giivenlik unsuru, iizerinde
durulmasi gereken énemli bir veridir. Web sitelerinin en temel sorumluluklarindan biri giivenli islem
saglama vaadidir. Marka, web sitesinin giivenli oldugu vaadini ¢esitli iletisim yontemleri araciligiyla
tilketiciye iletmelidir. Web sitelerinde herhangi bir giivenlik agig1 olmadigimi goren kullanicilar,
yalnizca markaya olan sadakatlerini artirmakla kalmayacak, ayn1 zamanda yeniden satin alma niyetlerini
de giiclendirecektir. Web sitelerinde yapilan aligverislerde giivenli 6deme vaadi ve kimlik ve banka
bilgilerinin tiglincii taraflarla paylasilmayacagina dair giivence, tiiketicilerin kendilerini daha giivende
hissetmelerini saglar. Marka sadakatini destekleyen bir diger web sayfasi hizmet unsuru da
kisisellestirme oOzelligidir. Bu nedenle, ¢evrimi¢i hizmet sunan isletmeler, miisterilerinin
aligkanliklarini, tercihlerini ve ihtiyaclarimi bilmeli ve miisterilerin tercihlerini karsilayacak
kisisellestirilmis tiriin ve oneriler sunmalidir (Lee ve Lin, 2005). Tiiketiciler her zaman kendilerini daha
0zel hissetmek ve bireysel ihtiyaclarinin karsilanmasini isterler. Marka sadakatine en 6nemli katki; web
sitelerinin vaat ettikleri bu hizmetleri gelistirmelerinin bir yolu olabilir.

Caligmanin ortaya koydugu bir diger onemli veri ise web sitesi hizmet belirleyicilerinin yeniden
satin alma niyeti lizerinde etkili olmasidir (Shin 2013; Rahmawati ve Liswandi, 2018; Anderson ve
Mittal, 2000; Parasuman ve Grewal, 2000). Web sitesi hizmet belirleyicileri arasinda yer alan giivenlik,
tasarim ve erisilebilirlik unsurlarimin yeniden satin alma niyetini pozitif yonde Ongordiigii
goriilmektedir. Glivenlik unsuru sadece marka sadakatine katkida bulunmakla kalmayip aym1 zamanda
tiiketicilerin yeniden satin alma niyetleri iizerinde de etkilidir. Bu verilere gore tiiketicilerin web sitesi
ile iletisimini stirdiirmesinde en Onemli kriterin giivenlik oldugu goriilmektedir. Giivenilir olarak
degerlendirilmeyen web sitelerinin tekrar ziyaret, yeniden satin alma niyeti ve marka sadakati
olusturmada zayif bir sicile sahip oldugu soOylenebilir. Tiiketicinin aklinda giivenlik konusunda
olusabilecek her tiirlii soru, web sitelerinin sundugu hizmetleri agiklayan bir iletisim dili kullanilarak ve
her agamada en {ist diizeyde giivenlik Onlemleri almarak derhal giderilmelidir. Yeniden satin alma
niyetini etkileyen diger faktorler tasarim ve erisilebilirliktir.

Web sitesinin erisilebilir olmas1 ve web sitesi tasariminin tiiketici i¢in ilgi ¢ekici 6zelliklere sahip
olmas1 énemli kabul edilir. Iyi tasarlanmis ve kullanimi kolay bir web sitesi, miisterilerin giiven
kazanmak i¢in dikkate aldig1 ilk unsurdur (Muda ve Muda, 2002). Miisteri soru ve sorunlarina verilen
yamt hizi, miisteriler igin yeniden satin alma niyetinin temel belirleyicilerinden biridir. Iyi bir miisteri
hizmeti sunarken, miisteri sorularina hizli yanit vermek hizmet kalitesi algisim1 artirmaktadir
(Parasuraman ve ark., 1988); miisteri memnuniyetini desteklemektedir (Lee ve Lin, 2005). Erisilebilir
olmak, e-hizmet kalitesinin 6énemli bir gostergesidir (Zeithaml vd., 2000).

Sonuc ve Oneriler

Bu ¢alisma, 6zellikle web sitesi hizmet unsurlar arasinda farklilasma stratejisi olusturabilecek
unsurlar1 vurgulamasi agisindan onemli sonuglar sunmaktadir. Web sitesinin sahip olmasi gereken
unsurlar arasinda en 6nemli kriter olarak kabul edilen giivenlik unsuru, vazgecilmez diyebilecegimiz bir
unsur olmakla birlikte, 6zellikle tasarim ve kisisellestirme unsurlariyla yeniden satin alma niyetlerini
destekleyerek marka sadakatine olumlu katkida bulunacaktir. Bu ¢alisma, marka sadakatinin yeniden
satin alma niyetlerini destekleyerek artirilabilecegini gostermektedir. Auh ve Johnson (2005) tarafindan
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farklh sektorlerde marka memnuniyeti ve marka sadakati arasindaki iligkinin incelendigi ¢aligmada,
memnuniyetin sadakat iizerinde olumlu bir etkisi oldugu 6ne siirlilmiistiir. Bu nedenle, isletmelerin
iiriin/hizmetin giiglii 6zellikleri olan kalite, fiyat, dagitim kolayligi, fiyat avantaji, promosyon ve ¢esitli
reklam stratejilerini vurgulayarak tiiketicilerin yeniden satin alma niyetlerini destekleyerek tiiketicilerin
marka sadakatine katkida bulunmalar1 6nerilebilir. Miisterilerin ihtiyaglarina uygun, acik ve etkilesimli
bilgilerle olusturulmus, ¢ekici ve 6zgiin tasarimlarla web sitesini giiclendirerek farklilasma stratejileri
gelistirilmesi dnerilmektedir. Caligmanin zaman, 6rneklem biiyiikliigii ve veri toplama yontemi gibi bazi
sinirliliklart bulunmaktadir. Gelecekteki ¢alismalar i¢in, daha genis bir 6rneklem biiyiikliigii ve yiiz yilize
goriismeler kullanilarak anket verilerinin toplanmasi ve yapay zeka uygulamalar ¢ergevesinde e-hizmet
kalite belirleyicilerinin degerlendirilmesi dnerilmektedir.

Beyan ve Aciklamalar

1. Arastirmacilarin katki orami1 beyani: Calisma tek yazarlidir ve tiim asamalar yazar tarafindan
yerine getirilimigtir.

2. Cikar catismasi: Herhangi bir ¢ikar ¢atigmasi bulunmamaktadir.

3. Etik Raporu: Calisma Pamukkale Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirma
ve Yaym Etigi Kurulu’dan 08.01.2024 tarihinde E-93803030-622.02.-478542 sayili etik kurulu karar
ile onay almustir.

4. Arastirmanin Modeli: Caligma arastirma makalesidir.
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