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ABSTRACT

This study aimed to find out the effects of brand equity and, customer relations
management quality on e-loyalty for a well-known brand MIELE within a brand

purchase funnel approach.

Survey participants were chosen from customers in a sales branch of the
brand. Brand equity is measured by its sub-dimensions such as brand identity, brand
association, brand awareness, brand loyalty, brand image and brand quality. Data
gathered with structured questionnaires are analyzed by using correlation and

regression techniques.

Findings showed that customer relations management quality has no
determination on e-loyalty. But, brand identity dimension of brand equity had
moderate level of positive determination on e-loyalty. On the other side, perceived
brand quality had negative effect on e-loyalty. Regarding research findings, brand
managers are advised to pay special attention to brand identity and perceived product

quality in the management of durable goods in electronic market.

Keywords: Brand purchase funnel, brand equity, customer relations

management, e-loyalty, home appliances.



OZET

Bu ¢aligma, taninmis bir marka olan MIELE i¢in marka satin alma hunisi
yaklagimi ¢er¢evesinde marka degeri ve miisteri iliskileri yonetimi kalitesinin e-

sadakat tizerindeki etkilerini ortaya ¢ikarmayi amaglamistir.

Anket katilimcilart markanin bir satis subesindeki miisterilerden se¢ilmistir.
Marka degeri, marka kimligi, marka ¢agrisimi, marka bilinirligi, marka sadakati,
marka imaj1 ve marka kalitesi gibi alt boyutlari ile Sl¢iilmistiirr. Yapilandirilmis
anketlerle toplanan veriler, korelasyon ve regresyon teknikleri kullanilarak analiz

edilmistir.

Bulgular, miisteri iligkileri yonetimi kalitesinin e-sadakat konusunda bir
belirleyiciligi olmadigin1 gostermistir. Ancak, marka degerine ait marka kimligi
boyutu, e-sadakat iizerinde orta diizeyde olumlu bir belirleyicilige sahiptir. Ote
yandan algilanan marka kalitesi e-sadakati olumsuz etkilemektedir. Aragtirma
bulgular ile ilgili olarak, marka yoneticilerine, elektronik pazarinda dayanikli
mallarin yonetiminde marka kimligine ve algilanan {iriin kalitesine 6zel 6nem

vermeleri tavsiye edilmektedir.

Anahtar kelimeler: Marka satin alma tiineli, marka degeri, miisteri iligkileri

yonetimi, e-sadakat, ev aletleri.
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1. INTRODUCTION

1.1 The Objective of the Research

This study mainly aimed to find out the effects of brand equity elements and
customer relations management quality on e-loyalty for a well-known brand MIELE.
A hypothesis testing approach with the help of quantitative data is used to meet

research ends.

1.2 Importance of the Study

The demand for technology products is continuously rising in highly
competitive markets. Brand positioning in these markets are used for sustainable
sales. Marketers efforts on branding resulted in many studies on consumers’ brand
equity perceptions and their effects on e-loyalty to understand technology consumers’
behaviors. But the studies that controls the effects of customer relations management
quality which are said to be critical predictor of e-loyalty are rare in especially
household markets.

This research is supposed to directly contribute to the literature by testing
relationships among consumers’ brand equity and customer relations management
quality perceptions and e-loyalty. MIELE as a household appliances brand in retail
market was chosen as research field due to its steady growth. Since, finding the right
channel between the customer and the company by the use of internet and database
support in a direct relationship is common in durable goods market. The results of the

study are expected to contribute to similar brands in the market since the mutual trust



in interactions in durable goods where repair and services create an important source

of income (Yildirim & Panayirei, 2016, p. 97).

1.3 Presentation of The Contents

The study had five main parts. In the first part, research objectives are
introduced. In the second part, conceptual and theoretical background of the study
will be built by definitions of the research variables and the relations among them.
Third part is for covering the research methodology applied in the study. In the fourth
part, analysis and findings of the research are reported. In the last part research results

are discussed and evaluated regarding similar findings.



2. CONCEPTUAL AND THEORETICAL FRAMEWORK

The concepts and theories in their background used in the design of the study
are covered in this part of the thesis. First, the brand purchase funnel concept is
covered. Then, the brand concept is examined with its subdomains. Finally, customer

relations management quality and e-loyalty are explained.

2.1 Brand Purchase Funnel

Radical changes in consumer behavior in recent times are acknowledged to
increasing of products and invention of internet. As a result, markets are highly
interactive, transparent, and sensitive to consumer. So marketing efforts should focus
on building long term consumer relationships using the brand as an intangible asset.
Brand performance management could thus help explaining todays evolving
consumer decision process where classical buying cycle approach is insufficient.
Consequently, brand purchase funnel is established (Dierks, 2017, p. 6)

Brand purchase funnel is a model including multiple stages of a choice
process. The stages are named as brand awareness, brand familiarity, brand
consideration, brand purchase and brand loyalty by McKinsey and Company (Perrey
et al., 2015, p. 133). Consumers have special drives in each stage of brand funnel
regarding the behavioral decision theory. Today it is believed that in order to explain

typical consumer behavior brand funnel approach should be revised partly.
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Figure 1. How to Optimize Your Digital Marketing Funnel

Cooler Insights. (2020, Augustr). How to Optimize Your Digital Marketing Funnel.
https://coolerinsights.com/2016/09/how-to-optimize-your-digital-marketing-

funnel/

In a digital setting brand purchasing funnel captures various points that
prospective customers in a website. These points are categorized into three broad
sections as top of funnel, middle of funnel and bottom of funnel. In the funnel online
visitors are targeted to be converted into customers on a downward progress in which
ultimately reach at nurturing level.

Research reports on brand choice show that repeated purchase is an antecedent
of brand choice and brand loyalty (Oliver, 1999; Chaudhuri & Holbrook, 2001).
Planned customer relationship management is a necessary method fort his success.

Customer relations management is a philosophy and strategy that is focused on


https://coolerinsights.com/2016/09/how-to-optimize-your-digital-marketing-funnel/
https://coolerinsights.com/2016/09/how-to-optimize-your-digital-marketing-funnel/

customer satisfaction. It requires collecting and processing customer information in
efficient methods in order to meet customer requests, maintaining continuous
communication and aiming long-term customer loyalty based on trust and must be

implemented by all units of the company (Yildirim & Panayirei, 2016, p.12).

2.2 Brand Related Concepts and Brand Management

Kotler, Amstrong & Opresnik (2018) defines brand as a name, term, sign,
symbol, or design, or a combination of these, that identifies the products or services of
one seller or group of sellers and differentiates them from those of competitors.

Product is real but brand is something in people’s minds. People can tell the
difference between goods by the help of brand. The branding are the techniques to
keep brand alive in the mind of people (Hawley, 2000).

Brand name, brand mark and trademarks are instruments used to answer
consumers’ who, what and why questions about the brand. The branding efforts are
supposed to teach consumers that the brand is not same as others in the category.
When the branding efforts has the first-priority among options to create a
differentiation. In case it fails to make a distinction then pricing becomes the only
option for increasing sales (Evans & Berman, 2005). The applied studies and the
taxonomy made by various authors on brand related concepts seemed to have no
consensus yet.

Authors examining brand concepts from differing point of views contributed
to theory in different ways. One of the theories in the back of the brand management
studies was theory of planned behavior theory. TPB is a theory linking a person’s

beliefs and behaviors. In TPB it was stated that the intentions and behaviors of and



individual are shaped by the attitude toward behavior, perceived behavioral control
and subjective norms (Ajzen, 1991). Accordingly, consumers’ decisions depend more
on outside and uncontrollable factors such as subjective norms.

A strong brand recognized and preferred by the customers would help firm to
have competitive advantage (Wood, 2000). A well-managed brand is supposed to
teach customers about product’s identity, function and importance (Kotler & Keller,
2007). As the brand serves to help customer make their mind and choose among
products and services it increases sales of the firm as well (Kotler, 2003). Since brand
equity and sub dimensions are all about the outside factors affecting consumers’
purchasing decision, a brand equity strategy is required to manage perceived and real
benefits of the brand. Firms should have an adequate brand management strategy to

have new customers (Wood, 2000).

2.3 Brand Equity

Brand equity is a whole composed of brand assets and liabilities that are
related to a brand name and symbol. Brand equity may increase or reduce the value of
a product or service for its consumers. According to Aaker, four components of brand
equity are brand awareness, brand loyalty, brand association and perceived
quality (Aaker,1991). This study was designed on the basis of Aaker’s taxonomy of
brand equity with four components with a minor addition of brand identity. Brand
association and brand identity are the two structures that were supposed to measure
brand image in general.

Brand equity is defined by another approach as something that have abstract
and concrete value and features and be formed by the consumers’ thoughts on product

(Blackstone,1993).



Kepferer (1997), defined brand equity as a whole of the parts as brand
awareness, level of significance, level of trust, level of empathy, level of liking, level
of perceived quality and the attractiveness and richness the brand evokes.

In Keller (1993)’s definition, brand equity is a differentiated effect of a brand
knowledge that determines the reaction of customers to the brand’s marketing
activities. Keller believed that brand equity is made up of two parts as brand
awareness and brand image (Keller, 2001).

Brand equity comes into scene with consumers’ familiarity with the brand and
strong, positive and unique brand associations in their memory (Keller, 1993).
According to Hoeffler & Keller (2003) the brand equity includes brand awareness,
brand credibility, brand image, brand engagement, brand community and relationship
to brand.

Yoo & Donthu (2001) declared a four-component structure in their analysis on
brand equity. They named these factors as brand awareness, brand loyalty, brand
image, and perceived service quality.

Brand equity definitions were classified into two categories as the definitions
from the consumers’ perspective and the definitions from the financial point of view.
Brand equity is defined as a relationship between consumers and the brand from the
consumers-oriented point of view and a financial asset that accrues wealth to firm
from the financial point of view (Pappu, Quester & Cooksey, 2005).

In this study the taxonomy in the latest applied studies regarding consumers’
perspective was adopted. Brand equity as the biggest domain encompassed brand
loyalty, brand awareness, brand image and service quality perceived (Yoo & Donthu,
2001). Brand image as a sub dimension had its own three subdimensions as brand

identity, brand personality and brand association (Wijaya, 2013).



According to consumer-based brand equity approach the power of a brand
comes from the accumulation of the experiences with the brand in a long period of
time. Customers may have these long-term experiences via feelings, audio and visual
inputs. The sources of brand power are customers cognitive and emotional
experiences. Marketers, in order to build a strong brand, should ensure that customers
will have experiences resulting similar opinions, feeling, perceptions, beliefs,
opinions and images to the ones expected in marketing programs. In consumer-based
brand equity approach it was believed that brand knowledge makes customers
respond differently to brand marketing. Thus, consumers’ positive reaction to an
identified brand’s product and its marketing is expected. When customers are in favor
of a new brand, they may be insensitive to price rises and lack of advertisements
willing to demand the brand in other distribution channels. When consumers’
reactions are not in favor of the new brand and its marketing activities then the brand
is said to have negative consumer-based brand equity. Well managed brands with
positive brand equity has some consequences as listed by Keller (2012, p. 69):

e Well perceived product performance

e More loyal customers

e More competitive marketing ability

e Larger profit margins

e Decreased risks in crisis times in market

e Consumers with inelasticity to rises in the prices
e Consumers with elasticity to fall in the prices

e Opportunities for having new licenses.

e Opportunities to have brand extensions.

e More trade cooperation and support

e More effective marketing communication

2.3.1. Brand awareness.



Brand awareness may be defined as the ability for a buyer to recognize or
recall a brand as a member of a certain product category (Aaker, 1991). Thus, brand
apprised consumers are supposed to both recognize and recall the brand when they are
introduced in a group of products in which other brands exist (Rossiter, 2014; Keller,
1993).

One of the major aspects of brand knowledge is brand awareness. It refers to
the strength of the brand in the memory of consumers. Consumers should be able to
identify the brand under various conditions (Rossiter & Percy, 1987). Recalling and
recognition are two dimensions included in Brand awareness.

Recognition requires consumers to tell the brand as they have experienced
before. Recognition works when consumers are introduced with products in a
category and are supposed to make a choice. Recall requires consumers to remember
the brand when introduced with a product category. Recalling works when consumers

are outside the store and no products present (Rossiter & Percy, 1987).

2.3.2. Brand loyalty.

Brand loyalty stands for the long-lasting desire of customers to maintain a
valued relationship with a brand. Brand loyalty could be explained from both the
attitudinal and behavioral perspectives. Trust to brand is considered to be a part of
loyalty (Moorman et al., 1992). Brand loyalty is considered to be a structure made of

three parts called as attitudinal, behavioral loyalty and trust.

2.3.3. Brand image.
Brand image is a three-dimensional structure including brand identity,
personality and brand associations. In this study only brand identity and brand

association have taken place in the research model.
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2.3.3.1. Brand identity

The brand identity denoted a brand or a product’s tangible identities that
consumers use them to identify and tell it among others. These may be colors, smells,
logos, slogans etc. (Wijaya, 2013). The mental perception of a brand is affected by the
self-concept at the same time (Kuenzel et al., 2008). It was assumed that there is a
concordance between consumer’s self and personality of the brand so that customer-
brand identification occurs. The level of conformity depended on the level of
commitment, trust, and customers’ brand satisfaction, Customer trust refers to the
consumer’s reliability to the brand commitment related the emotional and
psychological attachments to the brand (Dimitriadis et al., 2014). Consumers’
identification with a brand brings about support and affiliation to the organization
(Hughes et al., 2010). Color, symbol and similar elements that build brand identity
positively effects brand loyalty when tangible brand is considered (Jin et al., 2019).
Brand identity for services have visual and verbal dimensions (O’Cass & Grace,

2004).

2.3.3.2. Brand associations.

Consumers may have associations between a brand and any other thing in
their memory (Aaker,1991). The brand associations get stronger as the experience
and exposures with a brand increases (Aaker & Keller, 1990). But the volume of
exposures does not guarantee the formation of brand association (Aaker,1991).
These associations create brand image when they are organized in a meaningful

way. Brand associations is a sub dimension of brand image.
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2.3.4. Perceived service quality.

According to Zeithaml et al., (2006) service quality is the entire judgment
about the success level of a firm’s performance providing services. Customers
evaluated service quality on a scale with various dimensions that contribute to
satisfaction levels of customers. The service quality perceived has five dimensions
named as reliability quality, responsiveness quality, assurance quality, empathy
quality and quality of tangible things (Brink & Brendt, 2004). Recent research
demonstrated that quality of product and post-purchase services have an indirect
effect on e-loyalty with the means of satisfaction and trust in electronic sales (Ziaullah

etal., 2014).

2.4 Customer Relations Management Quality

CRM quality is the quality of the management process in which all of the
relations possible between customer and the firm including all elements of
communications and interactions are managed. It mainly targets to draw, develop and
keep successful relations with customers (Gronroos, 2007; Berry, 1995). Nyadzayo &
Khajehzadeh (2016) investigated the CRQ under two sub dimensions named as
commitment and trust. Customer relationship management quality is perceived as an
important tool in having customer loyalty. Thus, in order to maximize customer
loyalty, companies try to manage unique needs and expectations of individual
customer (Kotler, Armstrong & Opresnik, 2017, p.141).

Customer relations management is taken as an important field of study in retail
sales management since it brings all interactions with customers into analyses to

determine the right needs and wants of the customers (Telli, 2020, p.63,66).
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2.5 E-Loyalty

E-loyalty is a technique used for transferring the message about
characteristics, features and information of a product from producer to buyer using
web-based technologies in marketing. E-loyalty, in other words online loyalty is
defined as the buying intention of customers from an online store and keeping this
intention for future repeat visits and purchases. E-loyal customers will not prefer
another online store (Flavia'n et al., 2005; Cyr et al., 2004). The antecedents of e-
loyalty are trust to quality (Bilgihan, 2016) satisfaction and value perception of
customers similar to brand loyalty (Anderson & Srinivasan, 2003).

The operationalized definition in this study was “customers loyalty perception
to an online store with revisit intention in the future”. E-loyalty is a concept in the
frame of e-Services. E-service is an interactive or an internet-based service delivered
to online customers which requires strong customer-service provider relationship
(Luarn & Lin, 2003). E-loyalty meaningfully changes according to gender of

customer (Dittmar et al., 2004).

2.6 Research Model

This research mainly targeted to reveal the associations among brand equity,
customer relations management quality and e-loyalty. Research adapted an
explorative manner using quantitative data analysis. Research variables that are used
to meet research ends are designed in a way to find out the effects of brand equity on
e-loyalty and the effects of customer relation quality between them. Brand equity and
its’ substructures and customer relations management quality are independent
variables in the model. The ultimate dependent research variable is E-loyalty in the

study. Graphical demonstration of the model did not include some other demographic
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variables used in the design such as age group, gender, educational level, income
level, MIELE purchasing frequency in a year. The research model in Figure 1. is

based on the theoretical and conceptual framework discussed in the literature review

of the study.

Brand awareness

Customer relations
management
quality

Brand loyalty

Brand identity

Brand equity

Brand image

Brand association
Perceived brand

quality

Figure 2. Conceptual Research Model

The model is made up of two parts. The first part of the model is composed of
brand equity and its antecedents that has its background in Aaker’s brand equity
model (1991). claimed that there is a relationship among the four elements of brand
equity as brand association, brand loyalty, perceived quality and brand awareness.
Second part of the model stated that brand equity should be well managed to harness

loyalty whether conventional market or e-market applies to all (Keller, 2012, p.69).

Various hypotheses are composed considering all possible associations
basically testing Aaker’ s brand equity model with an exceptional role of customer

relations management quality.
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2.7 Research Hypotheses

The research hypotheses derived from the conceptual and theoretical
discussions on brand equity, customer relations management quality, e-loyalty within
research model were formed in direct effects style. The hypotheses from H; to Hg

aimed to test relationships among research variables:

“Hy= Brand equity has a positive determination on MIELE customer relations

management quality”.

“H, = Brand association has positive determination on MIELE e-loyalty”.

“Hs = Brand awareness has positive determination on MIELE e-loyalty”.

“H4 = Brand loyalty has positive determination on MIELE e-loyalty”.

“Hs = MIELE service quality has negative determination on e-loyalty”.

“Hg = MIELE customer relations management quality trust has positive determination

on e-loyalty”.
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3. RESEARCH METHODOLOGY

In this section of the study, methods and procedures used in the analyses are
examined. Survey method was adapted in this study to gather primary data from the
field to illuminate customers’ behaviors in the market. Primary research data gathered
by a questionnaire including well-known scales was analyzed by applying statistical
analysis techniques to reveal the structures of brand equity, consumer relations and e-

loyalty and relationship among them.

3.1 Sampling and Data Collection Process

Consumers who purchased a refrigerator, washing machine or a similar
household product from MIELE brand at least once in 5-year period in Istanbul are
determined as the population of the study. The size of the population is not certainly
known since it’s a matter of privacy of MIELE. The participant consumers of the
brand MIELE who are chosen on random and voluntary basis within the criteria
explained above constituted the sample of the study. Convenience sampling method is
adapted in determining the individuals participating. Sample size is intended to be

(n>30) for parametric testing considerations.

Survey data will be gathered by questionnaire forms filled by voluntary
consumers in a store in Istanbul where MIELE is on sale for long years. The
participants are filtered by asking if they have any purchasing experience with the
MIELE brand before. Since the store chosen for the study was a retailer of MIELE for

a long time, the rate of response was over 70% during form filling process.
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3.2 Research Design

This is an explorative research with quantitative data. The sample size is
limited but adequate for parametric tests (n>30). Measurement tools are previously
tested, validated and structured questionnaires.

Arbitrarily chosen 37 participants answered questions on volunteer basis. The
relationships searched among three structures including brand equity, customer

relations management quality and e-loyalty are illustrated in the research model.

3.3 Instruments for Measurement

A survey questionnaire including the original versions of various marketing
measurement tools is used in the study. The items in all of the scales were translated
into Turkish and back to English by language experts before execution. The
questionnaire had two sections. In the first section, demographic variables that took
place are age, gender, educational level, income level, MIELE product purchasing
sequence in 5-year period and, life quality in participants’ neighborhood. Marketing
scales on brand equity, brand awareness, brand loyalty, brand image, brand identity,
brand association, perceived service quality, customer relations management quality
and, e-loyalty were placed in the second section of the form. All of the scales used in
the study are designed into five-point Likert style grading regardless of the scaling
method used in their original forms. None of the items are reversely coded in the
form. The scale is presented in English language as Survey Form (App. A). The same

form is presented in Turkish language as Survey Form for Turkish Sample (App. B).
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3.3.1. Brand equity scale
Brand equity is evaluated as a composition of the parts included in the whole.
So, brand awareness, brand loyalty, brand image and service quality will be separately

graded and evaluated as the dimensions making up brand equity.

3.2.1.1. Brand image scale.

Brand image favorability is measured by the using two sub-scales as brand
identity and, brand associations scales. The third sub-scale called brand personality
was excluded in this study.

Brand identity scale.

The items to measure identification of a brand, measured consumer-brand
identification indeed. This measure included five items from various studies (Kuenzel
et al., 2010; Lam, 2009).

Brand associations scale.

Simple brand associations, incorporating brand recognition is measured with a
three-item scale. Brand associations scale aims to determine the strength of a link to
a brand functioning as the quantity of processed information and the quality of the

processed received information (Keller, 1993).

3.2.1.2. Brand awareness scale.

A three-item brand awareness is used in the survey form. Brand awareness
should have brand recall and brand recognition aspects (Rossiter & Percy, 1987).
Recalling having a bigger array than awareness refers to certain brand characteristics

measured by the items such as logos, images and symbols.
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3.2.1.3. Brand loyalty scale.

Wang (2007)’s attitudinal brand loyalty scale was adapted for this study.
The scale had five items asking participants to determine the degree of trust,
commitment and switching costs in brand context.

Wang (2007)’s six-item behavioral brand loyalty scale with a high value
was adopted for the study. Items of the scale focused on the concept of proportion of
brand (product) cooperation and word-of-mouth behavior. The measurement construct
included six items.

The final scale used in the study consisted five items in attitudinal brand
loyalty scale and three items from behavioral dimension. The eight-item composite

scale is supposed to measure brand loyalty in general.

3.2.1.4. Perceived service quality scale.

The consumers’ perceptions of service quality are measured by using
tangibility, reliability and responsiveness dimensions of the 15-item scale
developed by Zeithaml et al., (1996). The researchers operationalized service quality
and created a construct with five dimensions. Each dimension consisted 5 items.
Satisfactory reliability scores are reported for the subscales; tangibility quality

reliability quality, responsiveness quality, assurance quality and empathy quality.

3.3.2. Customer relations management quality scale

Customer relations management quality perception of consumers are measured
by using Nyadzayo & Khajehzadeh (2016)’s 9-item (5+4) customer relations quality
multidimensional scale. In this study trust dimension of the scale was used with and
additional item. So, the final scale had 6 items measuring trust in customer relations

management.
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3.3.3. E-Loyalty scale

Srinivasan et al., (2002)’s unidimensional e-loyalty scale was used as the basis
of the e-loyalty instrument in the study. So, the scale consisting used in the study
consisting five items. Developers used items from the scales of various researchers
(Zeithaml et al., 1996; Gremler, 1996). The wording of the scale is adopted to our
brand. The items of the scale investigate attitudinal and behavioral aspects. In this
study trust dimension of the scale was used with and additional item. So, the final

scale had 6 items measuring trust in customer relations management.

3.4 The Statistical Analysis Plan and Tools

First of all, descriptive techniques such as means, frequencies and percentages
were used to get a clear idea about the sample and its tendencies. Then, direct
relationships in the model were tested by using linear regression by the help of SPSS

software.
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4. ANALYSES AND RESEARCH FINDINGS

The statistical analyses used in the study are two folds as descriptive and
analytical. In the first group, research sample and variables are described in ratios. In

the second group, data refining process and hypothesis testing techniques are applied.

4.1 Findings About Research Sample

The summary of sample characteristics is shown in Table 1. According to the
table, of the 37 participants, 21 were females (56,8%). and 16 were males (43,2%).
Majority of research participations were from 31-50 age group (62,2%). Based on the
results, 40,5% of the respondents had high school degree, 48,6% of them have an
undergraduate degree and 10,8% of them have a graduate degree. 29,7% of them had
monthly income less than 5000TL, 35,1% of them had 5001-10000TL and, 35,1% of
them had more than 10001 TL. Participants reported a quite similar level of monthly
income. In summary, the majority of the survey sample are comparatively rich,

middle aged females with undergraduate degree.
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Table 1

Research Sample Descriptive Information

count %
Age group until 30 7 18,9
31-50 23 62,2
51 over 7 18,9
Gender Female 21 56,8
Male 16 43,2
Education level high school 15 40,5
Undergraduate 18 48,6
Graduate 4 10,8
Income level less than 5000TL 11 29,7
5001-10000 13 35,1
10001 and more 13 35,1
Neighborhood life First quality 14 37,8
quality Second quality 12 32,4
Third quality 11 29,7

The parameters in Table 1. presents in total the general characteristics of
MIELE store customers. Participants are categorized into three groups by the
neighborhood’s life quality as first, second and third quality groups according to a
study that examined city life quality from various aspects in istanbul (Seker, 2011).
Besiktas, Kadikdy and, Sisli took place in the first group. Fatih and Uskiidar were in
the second group. Atasehir, Beykoz, Kagithane and, Umraniye constituted the third
group. Most of the participants (37,8%) claimed to be inhabiting in the first life

quality neighborhood.

4.2 Findings About Research Variables

Research variables that are tested in the research model are presented with

minimum, maximum, mean and standard deviation values in Table 2.
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Table 2

Descriptive Statistics of All Research Variables

Minimum Maximum Mean Std.
Deviation

brand ident 1,40 5,00 3,23 0,99
brand assoc 3,00 5,00 4,08 0,69
brand image 2,38 5,00 3,55 0,78
brand awar 3,00 5,00 4,37 0,60
brand loyal 3,00 4,91 3,98 0,55
servqual tangible 3,20 5,00 4,25 0,58
servqual reliable 3,00 5,00 4,39 0,53
servqual responsible 3,60 5,00 4,28 0,43
perceived brand quality 3,47 5,00 4,31 0,44
brand equity 3,13 4,91 4,05 0,46
crm quality trust 2,50 5,00 3,88 0,58
e-loyalty 2,00 5,00 3,84 0,75

On ascale 1 is for Strongly Disagree to 5 is for Strongly Agree

Descriptive findings in Table 2. support that MIELE customers are quite in a
positive disposition toward MIELE as brand equity (x = 4,05) and perceived brand
quality (x = 4,31) mean values are above the average positive. The highest positive
brand equity elements were brand awareness (x = 4,37) and, brand association (X =
4,08). The lowness of MIELE customers’ brand identity evaluations might be due to
insufficient color, slogan and symbol identification of MIELE in Turkish sample.
Consequently insufficient emotional and psychological attachment of customers are
expected to less affiliation with the brand.

E-loyalty minimum value was calculated as the lowest in the data set
(min=2,00). It is researcher’s comment that this could be due to insufficient volume of
electronic encounters of MIELE customers in Turkey.

Brand image, brand awareness, brand loyalty and brand equity mean values

are calculated by sample groups and listed in Table 3.



23

Table 3

Mean Values of Brand Image, Brand Awareness, Brand Loyalty and Brand Equity

brand brand brand brand brand brand

ident. assoc. image awar. loyalty  equity
X X X X X X
Age until 30 3,17 3,67 3,36 4,00 3,74 3,83
31-50 3,03 4,13 3,44 4,38 3,95 4,03
51 over 3,97 4,33 4,11 4,71 4,34 4,36
Gender female 3,30 4,03 3,57 4,30 4,01 4,03
Male 3,15 4,15 3,52 4,46 3,94 4,08
Education high school 3,24 4,07 3,55 4,29 3,99 4,03
undergraduate 3,17 4,02 3,49 4,41 3,95 4,05
graduate 3,50 4,42 3,84 4,50 4,11 4,14
Income less than 2,78 3,85 3,18 3,97 3,80 3,77
5000TL
5001-10000 3,25 4,21 3,61 4,54 3,89 4,07
10001 and 3,60 4,15 3,81 4,54 4,23 4,27
more
Purchase seq. Once 3,02 3,95 3,37 4,15 3,90 3,93
two times 3,12 4,08 3,48 4,39 3,92 4,03
three times 3,568 4,22 3,82 4,58 4,14 4,21
Neighborhood  Highest 3,43 4,14 3,70 4,33 4,01 4,07
life quality quality
middle 2,67 3,97 3,16 4,31 3,77 3,88
quality
low quality 3,60 4,12 3,80 4,48 4,17 4,22

On a scale 1 is for Strongly Disagree to 5 is for Strongly Agree

Table 3. demonstrates that the oldest group participants do have higher mean
values regarding brand identity (x= 3,97), brand association (x = 4,33), brand image
(x =4,11), brand awareness (x = 4,71), brand loyalty (x = 4,34) and, brand equity (x =
4,36).

Female participants are better than males in identifying MIELE brand (x =

3,30). Male participants are more aware of MIELE brand than females. Male
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participants have the highest positive brand association (x = 4,15) and brand
awareness (X = 4,46). On the other hand, females have the highest brand identity (x =
3,30), brand image (x= 3,57) and brand loyalty (x = 4,34).

Participants holding higher degree of education have more positive tendency
than less educated groups in all aspects of brand equity (x = 4,14). Participants having
higher income level have more positive tendency than lower income level groups in
all aspects of brand equity (x = 4,27). Participants with more purchasing experience
have more positive disposition than participants with less purchasing experience in all
aspects of brand equity (x = 4,21). Participants from low-quality neighborhood have
more positive disposition than participants from middle and high-quality
neighborhood in all aspects of brand equity (x = 4,22).

Perceived brand quality is calculated from tangibility, reliability and
responsibility points of view by sample groups and listed in Table 4.

Table 4

Mean Values of Perceived Service Quality Dimensions

servqual servqual servqual perceived
tangible reliable responsible brand
quality
X X X X
Age until 30 4,20 4,25 4,20 4,21
31-50 4,23 4,41 4,39 4,35
51 over 4,34 4,46 4,00 4,28
Gender female 4,11 4,32 4,24 4,23
Male 4,43 4,48 4,34 4,41
Education high school 4,33 4,27 4,32 4,31
undergraduate 4,29 4,46 4,32 4,36
graduate 3,75 4,56 3,95 4,10
Income less than 4,07 4,18 4,18 4,14
5000TL
5001-10000 4,18 4,35 4,22 4,24
10001 and 4,46 4,62 4,43 451

more
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Purchase seq. Once 4,31 4,27 4,31 4,29
two times 4,20 4,52 4,27 4,33
three times 4,23 4,40 4,27 4,31
Neighborhood  High quality 411 4,41 4,16 4,23
life quality Middle 4,23 4,35 4,28 4,29
quality
Low quality 4,44 4,41 4,44 4,42

On ascale 1 is for Strongly Disagree to 5 is for Strongly Agree

Table 4. illustrates the groups of participants with most positive MIELE
service quality evaluation. The most positive overall MIELE service quality
evaluation was made by middle aged (x = 4,35), male (x = 4,41), undergraduate
degree holder (x = 4,36), with highest income level (x = 4,51), having two times
purchasing experience in the last five years (x = 4,33) and, inhabiting in the low life
quality neighborhood (x = 4,42).

The most positive quality evaluation for the MIELE service quality’s
tangibility aspect was made by participants of old (x = 4,34), male (x =4,43), high
school degree holder (x=4,33), highest income group (x = 4,46), with one time
purchasing experience (x= 4,31) and, low neighborhood life quality (x = 4,44) group.

The most positive quality evaluation for the MIELE service quality’s
reliability aspect was made by participants from old (x = 4,46), male (x = 4,48),
graduate degree holder (x = 4,56), highest income group (x = 4,62), with two times
purchasing experience (x = 4,52) and, low neighborhood life quality (x = 4,41) group.

The most positive quality evaluation for the MIELE service quality’s
responsibility aspect was made by participants from middle-aged (x = 4,39), male (x =
4,34), undergraduate degree holder (x = 4,32), highest income group (x = 4,43), with
one time purchasing experience (x = 4,29) and, low neighborhood life quality (x =

4,42) group.
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Customer relation management quality and e-loyalty means are calculated for

various sample groups and listed in Table 5.

Table 5
Mean Values of CRM Quality Trust and E-Loyalty

crm quality e-loyalty
trust
X X
Age until 30 3,88 3,94
31-50 3,76 3,68
51 over 4,26 4,26
Gender female 3,84 3,96
male 3,93 3,68
Education high school 4,04 3,76
undergraduate 3,73 3,82
graduate 3,92 4,20
Income less than 5000TL 3,74 3,69
5001-10000 3,78 4,02
10001 and more 4,09 3,78
Purchase seq once 3,90 3,68
two times 3,72 3,88
three times 4,01 3,97
Neighborhood life quality ~ High quality 3,87 4,03
Middle quality 3,65 3,45
Low quality 4,14 4,02

On a scale 1 is for Strongly Disagree to 5 is for Strongly Agree

Table 5. shows the groups of participants with most positive customer
relations management quality evaluations and e-loyalty to MIELE. The most positive
customer relations management quality evaluation was made by oldest (x = 4,26),
male (x= 3,93), high school degree holder (x=4,04), with highest income level (x=
4,09), having three times purchasing experience in the last five years (x = 4,01) and,

inhabiting in the low life quality neighborhood (x= 4,14).
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The most positive e-loyalty evaluation to MIELE was made by oldest (x=
4,26), female (x= 3,93), graduate school degree holder (x= 4,20), with middle income
level (x = 4,02), having three times purchasing experience in the last five years (X =
3,97) and, inhabiting in the high life quality neighborhood (x

= 4,03).

4.3 Findings About Survey Items in the Scales

Survey items placed in the scales are individually described in percentages to

have a general idea about the participants’ tendencies.

4.3.1. Brand identity
Responses for five survey items questioning brand identity for MIELE are

illustrated and evaluated in the figure below (see Figure 3).

= strongly
disagree
2,7%

= disagree

= strongly agree 1,6%

18,9%

agree

29,7%

= peutral
27,0%

Figure 3. Pie Chart of “I am very interested in what others think about MIELE
product” in Percentages.
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The percentage of highly self-monitored MIELE customers seemed to be too
low. On the other side, majority of MIELE customers were neutral (27%) or agreed
(29,7%) on being interested in what people think about MIELE that is their interest in
MIELE is free of what others think about it. Regarding the attitudes in percentages it
can also be said that MIELE customers extensively form up MIELE brand

identification with their very own attitudes and seeks for no external approval.

= strongly
disagree
= strongly agree 2,7%
8,1%
= disagree
agree 9,7%

21,6%

= neutral
37,8%

Figure 4. Pie Chart of “MIELE product’s successes are my successes” in Percentages.

The majority of MIELE customers tend not to identify their achievements with
MIELE’s market success being neutral (37,8%) about identifying themselves with the
success of the product. No clear tendency is observed regarding the distribution of

thoughts about MIELE and individual success identification with MIELE as a brand.
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= strongly
disagree
10,8%

= strongly agree

16,2%

= disagree

8,9%

" agree '
24,3%

= neutral
29,7%

Figure 5. Pie Chart of “I would experience an emotional loss if | had to stop using
MIELE product” in Percentages.

Percentages do not indicate that MIELE customers has a strong emotional
attachment with MIELE as a brand (29,7%). This means that MIELE customers could

experience other brands without emotional dissonance.

= strongly
disagree
21,6%

= strongly agree
= agree
24,3% )
disagree
I h_’ 10,8%
= neutral

29,7%

Figure 6. Pie Chart of “I believe others respect me for my association with MIELE
product” in Percentages.
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Percentage figures show that MIELE seems to be brand that people have
associations with a social respect attainment (24,3%) that is MIELE brand partly

serve to satisfy their need for status as a symbol.

= strongly
disagree
5,4%

= disagree
= strongly agree 8,1%
21,6% |
Ara

35,1% 29,7%

Figure 7. Pie Chart of “I perceive myself as a valuable partner of MIELE product” in
Percentages.

The highest percentage (35,1%) on the figure above shows that MIELE
customers tend to perceive MIELE brand as a partner. In other words, MIELE
customers feel themselves as a partner of MIELE who could share both pros. and

cons. of the brand.

4.3.2. Brand association
Responses for three survey items about brand association for MIELE are

illustrated and evaluated below.
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= strongly
disagree

0,0% = disagree
= strongly agree
27,0%

= neutral
27,0%

= agree
43,2%

Figure 8. Pie Chart of “Some characteristics of MIELE come to my mind quickly” in
Percentages.

The highest percentage of positive response (43,2%) showed that MIELE
brand is easy to be remembered by some of its characteristics. Regarding attitude
theory, this indicated that customers’ attitudes about MIELE brand was strong.

= strongly = neutral
disagree
0,0%

h ‘

® disagree 6,2%

= agree
43,2%

Figure 9. Pie Chart of “I can quickly recall the symbol or logo of MIELE” in
Percentages.
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The highest percentages of agreement (43,2% and 40,5%) showed that MIELE
brand is easy to be remembered by some of its characteristics. This meant that MIELE

is a well-known brand with its symbols.

= strongly
disagree

0,0% = disagree

= neutral
27,0%

= strongl
37

agree
32,4%

Figure 10. Pie Chart of “I have no difficulty in imagining MIELE in my mind” in
Percentages.

The positive attitudes figures (32,4% and 37,8%) showed that customers keep
a strong brand image in their mind. That means they could easily differentiate
MIELE.

The most effective brand association factor was found to be Symbol and logo

of MIELE.

4.3.3. Brand awareness
Responses for three survey items questioning brand awareness for MIELE are

illustrated and evaluated below.
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= strong|
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Figure 11. Pie Chart of “I know what MIELE looks like” in Percentages.

The graph shows that majority of participants agree (43,2% and 48,6) that they

are aware of MIELE brand and they know what it is.

= strongly = neutral
disagree + disagree 10,8%
0,0%
h ‘
" agree
48,6%

Figure 12. Pie Chart of “I can recognize MIELE among other competing brands” in
Percentages.
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The graph shows that 89,2% of MIELE customers claims to have strong

recognition of MIELE among its competitors.

= strongly = peutral
disagree « disagree 8,1%
0,0% g

agree

= strong 37,8%

54,1

Figure 13. Pie Chart of “l am aware of MIELE” in Percentages.

The 43,2% and 48,6 percentages of MIELE customers seemed to have basic
awareness about MIELE as a brand. All of three brand awareness factors were found

to be equally effective in forming brand awareness for MIELE.

4.3.4. Brand loyalty

Responses for eight survey items questioning brand loyalty for MIELE are

illustrated and evaluated below.
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Figure 14. Pie Chart of “MIELE cares about their customers” in Percentages.

The graph shows that 89,1% of MIELE customers believe that MIELE as a brand
cares about their customers.

= strongly
disagree

2,7% = disagree

10,8%
® strongly agree
24,3%
tral
0,5%
" a

2

Figure 15. Pie Chart of “I am emotionally attached to MIELE” in Percentages.

The graph shows that 48,6% of MIELE customers are emotionally attached to

MIELE as a brand.
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Figure 16. Pie Chart of “I have a sense of belonging to MIELE” in Percentages.

The graph shows that 48,6% of MIELE customers have a sense of belonging

to MIELE as a brand.
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Figure 17. Pie Chart of “The costs in time and effort of changing from MIELE to
another one are high for me” in Percentages.
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The graph shows that 64,8% of MIELE customers found that the costs in time
and effort of changing from MIELE to another brand are high for them. This means

loyal customers have strong loyalty attitudes towards MIELE as a brand.

= strongly
disagree

2,7% ® disagree

0%
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Figure 18. Pie Chart of ““l often encourage other people to stay at MIELE” in
Percentages” in Percentages.

The graph shows that 72,9% of MIELE customers attempt to influence others

in favor of MIELE as a brand.
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Figure 19. Pie Chart of “l would like to receive any information (letter, promotional

material or e-mail) from MIELE company regularly” in Percentages.
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The graph shows that 51,3% of MIELE customers are eager to have one-way

communication from MIELE company regularly.

- st.:rongly = neutral
dlg?g‘;ﬁee ® disagree 6,2%

= agree
54,1%

Figure 20. Pie Chart of “I will always tell to other people positive words about
MIELE” in Percentages.
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The graph shows that 83,8% of MIELE customers try to influence others in

favor of MIELE as a brand.

= strongly

disagree

= strongly agree 0,0%
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Figure 21. Pie Chart of ““| take pride in telling other people about my experiences with
MIELE” in Percentages

The graph shows that 59,4% of MIELE customers as experienced consumers
of MIELE are proud of telling others about MIELE as a brand. The most effective
loyalty aspects are found to be carefulness of MIELE (89,1%) and customers’

intention to be positive speakers (83,8%) of their brand.

4.3.5. Tangible service quality
Responses for five survey items questioning tangible aspects of service quality

of MIELE brand are illustrated and evaluated below.
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Figure 22. Pie Chart of “The dealership of MIELE has up-to-date equipment” in
Percentages.

The graph shows that 94,6% of MIELE customers thought that MIELE has

modern equipment in service.
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Figure 23. Pie Chart of “The physical facilities such as signage and grounds of the
dealership of MIELE are visually appealing” in Percentages.
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The graph shows that 70,2% of MIELE customers thought that physical
facilities of MIELE such as signage and grounds of the dealership are visually

appealing.
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Figure 24. Pie Chart of “The employees of the dealership of MIELE are well dressed
and always appear neat” in Percentages.

The graph shows that 97,3% of MIELE customers thought that employees of

the dealership of MIELE are well dressed and always appear neat.
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Figure 25. Pie Chart of “There are sufficient parking and waiting space at the
dealership of MIELE” in Percentages.

The graph shows that 86,5% of MIELE customers thought that MIELE has
sufficient parking and waiting space at the dealership.
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Figure 26. Pie Chart of “The invoices and promotional material of the dealership of
MIELE are neat and distinctive” in Percentages.
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The graph shows that 72,9% of MIELE customers thought that invoices and
promotional material of the dealership of MIELE are neat and distinctive. Modern

equipment and well dressed personnel are most distinctive tangible quality elements.

4.3.6. Reliability of service quality
Responses for five survey items questioning reliability aspects of service
quality of MIELE brand are illustrated and evaluated below.

= strongly = neutral
disagree 5,4%
0,0%

® disagree

agree
48,6%

Figure 27. Pie Chart of “When the dealership of MIELE promises to perform a

service by a certain time, it does so” in Percentages.

The graph shows that 94,5% of MIELE customers thought the dealership of

MIELE is punctual that people may rely on.
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Figure 28. Pie Chart of “When | have problems, the dealership of MIELE shows
sympathy and reassurance” in Percentages.
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The graph shows that 91,7% of MIELE customers thought that the dealership

of MIELE handles customer complaints with sympathy and reassurance.
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Figure 29. Pie Chart of “The dealership of MIELE is dependable” in Percentages.
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The graph shows that 94,8% of MIELE customers thought that one can depend

on the dealership of MIELE.
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Figure 30. Pie Chart of “The dealership of MIELE provides its services at the time it
promises to do so” in Percentages.

The graph shows that 91,7% of MIELE customers thought that dealership of

MIELE keep promises in terms of timing.
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Figure 31. Pie Chart of “The dealership of MIELE keeps its records accurately ” in
Percentages.

The graph shows that 86,3% of MIELE customers thought that dealership of

MIELE has a good record keeping system.

4.3.7. Responsiveness of service quality
Responses for five survey items questioning responsiveness aspects of service

quality of MIELE brand are illustrated and evaluated below.
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Figure 32. Pie Chart of “The dealership of MIELE keeps customers informed about
when and how services will be performed” in Percentages.

The graph shows that 78,3% of MIELE customers thought that dealership of

MIELE keeps customers informed about when and how services will be performed.

= strongly = peutral
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Figure 33. Pie Chart of “Employees in the dealership of MIELE are always willing to
help its customers” in Percentages.
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The graph shows that 97,3% of MIELE customers thought that employees in

the dealership of MIELE are always willing to help its customers.
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Figure 34. Pie Chart of “Employees of the dealership of MIELE are never too busy to
respond to customer's requests ” in Percentages.

The graph shows that 97,3% of MIELE customers thought that employees of

the dealership of MIELE are never too busy to respond to customer's requests.
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Figure 35. Pie Chart of “The dealership of MIELE manages complaints in a fast and
efficient manner ” in Percentages.

The graph shows that 91,9% of MIELE customers thought that dealership of

MIELE manages complaints in a fast and efficient manner.
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Figure 36. Pie Chart of “Employees provide personal attention to customers at the
dealership of MIELE " in Percentages.



The graph shows that 100% of MIELE customers thought that employees

provide personal attention to customers at the dealership of MIELE.

4.3.8. CRM Quiality trust
Responses for six survey items questioning CRM quality of MIELE are
illustrated and evaluated below.
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Figure 37. Pie Chart of “I think that MIELE ’s CRM is positive” in Percentages.
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The graph shows that 78,3% of MIELE customers thought that MIELE has a

positive CRM.
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Figure 38. Pie Chart of “The dealership of MIELE is always honest and truthful to its
customers in after sale ” in Percentages.

The graph shows that 83,8% of MIELE customers found that dealership of

MIELE is always honest and truthful to its customers in after sale.

= strongly = peutral
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Figure 39. Pie Chart of “MIELE CRM staff are reachable after sale ” in Percentages.
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The graph shows that 100% of MIELE customers thought that CRM staff are
reachable after sale.
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Figure 40. Pie Chart of “MIELE CRM has promotions time to time " in Percentages.

The graph shows that 64,8% of MIELE customers thought that MIELE CRM
has promotions time to time.
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Figure 41. Pie Chart of “MIELE CRM has promotions for special occasions like
birthdays, wedding anniversary and new year celebrations ” in Percentages.
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The graph shows that 70,2% of MIELE customers found that CRM has
promotions for special occasions like birthdays, wedding anniversary and new year

celebrations.
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Figure 42. Pie Chart of “MIELE CRM has price advantages for loyal customers” in
Percentages.

The graph shows that 72,9% of MIELE customers found that CRM has price

advantages for loyal customers.

4.3.9. E-loyalty
Responses for five survey items questioning E-loyalty to MIELE are

illustrated and evaluated below.
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Figure 43. Pie Chart of “I feel | save time shopping MIELE from internet” in
Percentages.

The graph shows that 72,9% of MIELE customers felt that they save time

shopping MIELE from internet.
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Figure 44. Pie Chart of “I think that shopping at MIELE website can provide
appropriate service” in Percentages.



The graph shows that 70,3% of MIELE customers thought that shopping at

MIELE website can provide appropriate service.
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Figure 45. Pie Chart of “The internet vendor of MIELE offers a large number of
products” in Percentages.
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The graph shows that 100% of MIELE customers thought that internet vendor

of MIELE offers a large number of products
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Figure 46. Pie Chart of “l am able to effectively evaluate each alternative from
MIELE web” in Percentages.

The graph shows that 78,4% of MIELE customers thought that they are able to

effectively evaluate each alternative from MIELE web.
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Figure 47. Pie Chart of “I feel I do not waste time shopping MIELE products from
internet” in Percentages.
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The graph shows that 57,7% of MIELE customers felt that they do not waste

time when shopping MIELE products from internet.

4.4 Reliability of Research Scales

Reliability scores are calculated to reveal internal consistency of research
scales with the research data. Table 6. presents Cronbach Alpha coefficients of
research scales.

Table 6. Internal Reliability Alpha Scores of Scales

Scale Items o

Brand Identity 5 0,90
Brand Association 3 0,80
Brand Awareness 8 0,92
Brand Loyalty 8 0,84
Service Quality 15 0,91
CRM Quality Trust 6 0,77
E-Loyalty 5 0,88

All of the Cronbach alpha scores are found to be satisfactory (o>0,60) that
means all sub-scales used in the survey are internally consistent and there found no

items to be excluded in the scales (Bowling, 2002).
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4.5 Correlation Among Research Variables

Pearson correlation analysis was executed to reveal the strengths and
directions of the relationships among research variables. Results of the analyses are
presented in Table 7.

Table 7. Correlations Among Research Variables

1 2 3 4 5 6 7

1 Brand Identity 1 505" 141 .708” 367" 6727 6137

2 Brand Association 1 4337 640" 486" 590" 133

3 Brand Awareness 1 .372 352" 298 .009

4 Brand Loyalty 1 567 .708” 365

5 Perceived Brand 1 576 -.138
Quality

6 CRM Quality Trust 1 .292

7 E-loyalty 1

**_Correlation is significant at the 0.01 level (2-tailed).

*, Correlation is significant at the 0.05 level (2-tailed).

Pearson correlation scores in the shaded cells showed that there is a moderate
level of correlation among research variables. Moderate level of correlation among

research variables allowed analyses to be continued with hypotheses testing.

4.6 Hypotheses Testing

VIF values in a linear regression equation where e-loyalty is dependent and all
others are independent variables are calculated. Brand identity, brand association,
brand awareness, brand loyalty, service quality, CRM quality trust VIF values are

found in acceptable thresholds (VIF<5). Table 8. shows the highest VIF value as
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3,167 for brand loyalty. It was concluded that the data set is suitable for regression

analysis as far as multicollinearity concerned.

Table 8. Multicollinearity Among Research Variables

Model

Unstandardized Standardized
Coefficients

Coefficients

Sig. Collinearity
Statistics

B Std. Beta Tolerance VIF
Error
1 (Constant) 4,717 1.004 4,700 .000

BRANDident .535 147 .700 3.651 .001 407 2.455
BRANDassoc -.178 189 -162 -941 .354 506 1.978
BRANDAWAR .080 77 .064 451 .656 746 1.341
BRANDLOYAL 261 .300 190 .871 .391 316 3.167
PERCEIVED - 797 276 -.465 - .007 579 1.726
BRANDQUALITY 2.891
CRMQUALITY .041 257 .032 .159 .874 376 2.660
TRUST

a. Dependent Variable: E-LOYALTY

Moderate level of correlations and multicollinearity below thresholds among

research variables allowed to set a linear regression equation. The hypotheses from

H1 to H6 that aimed to test relationships among research variables are tested by using

linear regression equation in which e-loyalty is dependent variable. Results of analysis

are presented in Table 9.

Table 9. Regression Analysis Results

Independent variables B T p F Model(p) R?
(Constant) 4.700 .000
Brand identity 535 3.651 .001
Brand association -.178 -.941 .354
Brand awareness .080 451 .656 6,13 0,000 0,55
Brand loyalty 261 871 391
Service quality -797  -2.891 .007
CRM quality trust .041 159 874

a. Dependent Variable: E-LOYALTY
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Test results showed that only brand identity and service quality have
statistically meaningful determination on e-loyalty. According to regression scores,
brand identity has positive moderate determination on e-loyalty that means e-loyalty
of MIELE customers rises as brand identity increases. On the other side service
quality has a negative strong determination on e-loyalty that means e-loyalty of
MIELE customers decrease as service quality perception increases.

Thus, H; hypothesis stating “Brand identity has a positive determination on
MIELE e-loyalty” and Hs hypothesis stating “MIELE service quality has negative
determination on e-loyalty” were fully supported.

On the other side, H, hypothesis stating “Brand association has positive
determination on MIELE e-loyalty”, Hs hypothesis stating “Brand awareness has
positive determination on MIELE e-loyalty”, Hs hypothesis stating “Brand loyalty has
positive determination on MIELE e-loyalty”, Hg hypothesis stating “MIELE customer
relations management quality trust has positive determination on e-loyalty” are not

supported.

4.7 Tested Research Model

Initial research model was tested by all of the effect paths and in the and many
effect paths were found to be not existing. The remaining elements and effect paths

are illustrated in Figure 48.
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Brand identity
Perceived brand
quality

Figure 48. Tested Research Model

Some of the expected effect paths in initial research design were not supported
by the results of the present study. Consequently, only two determination paths were
remained in the last research mode. First, significant influencer was brand identity
was found to have positive determination on MIELE e-loyalty and contributed to
related literature. Second, perceived brand quality was found to have a negative

significant determination on e-loyalty.
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5. DISCUSSION AND CONCLUSION

In order to make a conclusion, first, the study results were discussed and
compared with similar research findings. Then, theoretical contribution and practical
implications of the study were stated. Lastly, the limitations of the study were
denoted.

Taking all of the five brand identity attitude items into consideration it could
barely been observed that MIELE customers partly identify themselves with MIELE
brand by reporting the highest positive attitude percentages in partnership item. In
other words, MIELE customers tend to identify themselves as partners of the brand.
This identification is found to be the most powerful among all other items. Support
and affiliation to MIELE could be expected due to general positive tendency. It was
observed that the most effective brand association forming factors were symbol and
logo of MIELE. A positive brand association could be expected regarding customers’
positive attitudes in all three association aspects. In summary, powerful partnership
perception and their MIELE symbol and logo are found to be the major factors
forming up MIELE brand image. Since positive attitudes are the most popular
choices, it is clear that majority of participants have MIELE brand awareness which
means they both recognize and recall MIELE as a brand. Carefulness of MIELE and
customers’ intention to be positive speakers of their brand is found to be the most
effective brand loyalty aspect.

MIELE’s service quality is highly positive in terms of personnel dress and
modern service equipment from the tangibility point of view. Dealership punctuality
and dependability are found to be the most positive service quality aspects from the
reliability point of view. Personal attention is found to be the most positive service

quality from the responsiveness point of view. Regarding average values, MIELE’s
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service quality perception as a brand is highly and positively evaluated by
customers.

Findings indicated that CRM quality is found to be trustable. The most
positive CRM trust elements are found to be honest, truthful and reachable staff after
sale. Findings about e-loyalty of MIELE has put forth that customers have a e-loyalty
over average. The most effective e-loyalty element is found to be wide range of online
product availability of MIELE internet vendor.

Findings about the relationships among research variables showed that brand
identity has positive moderate determination on brand e-loyalty. In other words,
brand loyalty of MIELE’s customers rises as brand identity increases. This was an
expected result and it was supported by the results of a previous research that noted
brand identity of Asiana Airlines has positive determination on its brand loyalty (Jin
etal., 2019). Jin et al., had findings that support a research design in which brand
identity have a positive determination on three sub-factors of brand association
(2019). In the last part of the same design, researchers claimed that brand association
positively effects brand self-identification and brand self-identification claimed to
have a positive impact on brand loyalty.

Research findings about service quality showed that it has a negative strong
determination on brand e-loyalty that means e-loyalty of MIELE customers decrease
as their service quality perception get positive. This finding has been supported by
two similar research results (Bilgihan, 2016; Ziaullah et al., 2014;). Ziaullah and
others (2014) made a research on Chinese University students as one of the biggest
groups of on-line shoppers. They found that, quality of product and delivery services
of a brand have a direct effect on e-satisfaction and e-trust both of which in turn

significantly determines customers’ e-loyalty. Bilgihan (2016) stated that trust of
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online shoppers is the most important determinant of e-loyalty in the results of his
survey with randomly chosen 2500 Gen Y online customers who are known as the
most emotional and least loyal customers compared to all other generations. He added
that brand equity is the primary indicator of e-loyalty. The direction of the effect was
found to be negative in the case of MIELE. This could be due to different sample
characteristics of the present study. Researcher’s subjective evaluation is that MIELE
customers believe that it is a very strong brand that have no defects in its products that
requires post purchase services. MIELE service quality’s negative effect on e-loyalty
lacks for unique explanation as there were no similar findings in the literature.

There were many antecedents that were found to have no significant effect on
e-loyalty in the final evaluation of the results. Gender of customer and customer
relations management quality were found to have no significant change on e-loyalty
of customers (Luarn & Lin, 2003; Dittmar et al., 2004; Sokmen, A. & Bas, M., 2019).
Besides, brand association, brand awareness and, brand loyalty was found to have
no determination on customers’ e-loyalty. These findings were not supported
regarding similar recent survey findings in the related literature (Phong, Hanh, &
Minh, 2020; Oppong & A Phiri, 2019). Findings about the purchasing sequence
demonstrated that it had no meaningful effect on loyalty in electronic terms by
contradicting the previous research findings that indicated loyalty is built up as
purchases increase (Oliver, 1999; Chaudhuri & Holbrook, 2001). The lack of support
from literature is considered to be due to Turkish sample’s misperception of wording
in Turkish brand association, brand awareness and customer relations management
quality sub-scales.

Overall evaluation of findings could be summarized that customers with a

strong positive brand identity are e-loyal customers and service quality of the brand in
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question has a negative effect on their loyalty. In other words, Since, MIELE had a
strong positive brand identity it may have e-loyalty from its customers. But beliefs
about MIELE’s service quality worsen e-loyalty.

Implications to Theory and Practice

This research is one of few in the field that examines the effects of many
variables as antecedents of the brand loyalty of a well-known durable goods in
Turkey. It has contributed to the theory by verifying Theory of Planned Behavior that
brand identity played the role of disposition to loyalty behavior.

The study presented an unexpected finding contrary to what is known claiming
that perceived service quality’s influence on loyalty is negative. In case, this was not
due to a measurement or a sample determination error, this could provide insights to
the field indicating that there may be new and unknown variables reversely mediating
or moderating loyalty behavior. It is quite possible that Turkish customers approach to
foreign brands may have unknown psychological motives such as inferiority complex
and keeping up with the neighbors both of which are common in Turkish culture. The
rise in Turkish customers’ e-loyalty in a scenario where the post purchase service of
MIELE gets worse, could be due to a belief that MIELE has an extraordinary quality
that requires no after-sale services.

Based on the findings of the study marketing and brand managers are advised
to pay special attention to brand identity and perceived product quality in the
management of durable goods in electronic market. These are named to be
responsible for changes in e-loyalty of customers. It should be noted that purchasing
brand funnel is a non-stop continuing process in which loyalty may have unexpected

antecedents. Companies should take into consideration that e-loyalty of their brands in
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overseas markets may be affected by unanticipated variables depending on the culture
of the market.

The customer’s belief in MIELE’s product quality is very high that the
statements about its service quality do not attract the attention of the customer. But,
the ratio of MIELE internet purchasers are comparatively low. In our opinion
customers do not prefer online purchase since MIELE products are large scale
products which are hard to reinstall in case of wrong purchases. So, customers want to
buy the right product to avoid costs of changes. Therefore, marketing managers are
advised to increase internet sales by improving the quality of websites for their
products. For example, physical dimensions of durable goods should fit to customers’
place. Designing websites with accurate and easy-to-understand technical information
about products and their installation in customers’ house should be aimed. Websites
that are prepared with augmented reality and detailed product comparison features
could encourage MIELE customers in purchasing and develop loyalty.

Research Limitations

When reading the findings of the study, two major limitations should be taken
into consideration. First, the sample size was limited and did not have a variety that
suits with a consumers’ research in the field of brand attitudes. The choice of the
participants from one market location in one city for survey sample were considered
as a restricting factor on generalizability of research findings. The small survey size
was due to budget limitations of the study since research did not have any external
support. Secondly, internet exposure and experience patterns of participants are not
surveyed in the questionnaire considering that it would be the subject of another

research. All these could have a restricting effect on the generalization of survey
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findings that could be avoided by increasing the volume and variety of the sample and
proliferation of research tool with additional sub-scales questioning internet usage.

Recommendations for Future Research

E-loyalty of a durable goods brand MIELE was the dependent variable of this
research. Future researchers are recommended to test three alternative designs similar
to present design but with minor differences. Thus, the knowledge about the
antecedents of e-loyalty could be expanded.

First, the size of the present survey could be increased by either once or two
times testing of the present study in a similar design. This way customer relations
management quality, brand association, brand awareness and, brand loyalty could be
tested once again as an antecedent of e-loyalty.

Secondly, the effects of some other brand related domains such as brand
personality, brand promise, brand position and, brand story that are not included in the
present study could be tested as antecedents of e-loyalty.

In the third alternative, researcher could try another brand from service sector
using the same research variables of the present study. This could possibly shed light

to the dynamism of brand loyalty from other point of views.



68

REFERENCES

Aaker, D., & Keller, K.L. (1990). Consumer Evaluations of Brand Extensions.
Journal of Marketing, 54. 10.2307/1252171.

Aaker, D.A. (1991). Managing Brand Equity Capitalizing on the Value of a Brand
Name. New York: Free Press.

Ajzen, . (1991). The theory of planned behavior. Organizational Behavior and

Human Decision Processes, 50, 179-211.

Anderson R.E.; S. S. Srinivasan, (2003). E-Satisfaction and E-Loyalty: A
Contingency Framework. Psychology & Marketing, 20(2), 123-138.

Berry, L.L. (1995). Relationship marketing of services: growing interest, emerging
perspectives. J. of Acad. Mark. Sci., 23 (4), 236-245.

Bilgihan, A. (2016). Gen Y customer loyalty in online shopping: An integrated model
of trust, user experience and branding. Computers in Human Behavior, 61,
103-113. https://doi.org/10.1016/j.chb.2016.03.014

Blackstone, M. (1993). Beyond Brand Personality: Building Brand Relationships,
Brand Equity and SHS Web of Conferences Advertising: Advertising’s Role in
Building Strong Brand. New York: Psychology Press.

Bowling, A. (2002). Research Methods in Health: Investigating Health and Health
Services, 2nd Ed., Open University Press, Buckingham, Philadelphia.

Brink, A., & Berndt, A. (2004). Customer Relationship Management & Customer
Service. Juta and Co Ltd.,

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and
brand affect to brand performance: the role of brand loyalty. Journal of
marketing, 65(2), 81-93.


https://doi.org/10.1016/j.chb.2016.03.014

69

Cyr, D., Bonanni, C., & llsever, J., (2004). Design and e-loyalty across cultures in
electronic commerce. International Conference Proceeding Series 60.
Association for Computing Machinery (ACM), pp. 351-360.

Dierks, Alexander. (2017). Re-Modeling the Brand Purchase Funnel, Springer Gabler,
Germany 6).

Dimitriadis, S., & Koritos, C. (2014). Core service versus relational benefits: what
matters most? The Service Industries Journal, 34(13), 1092-1112.

Dittmar, H., Long, K., & Meek, R., (2004). Buying on the internet: gender diff erence

in on-line and conventional buying motivations. Sex Roles, 50 (5/6), 423444

Flavia'n, C., Guinali'u, M., & Gurrea, R., (2005). The role played by perceived
usability, satisfaction and consumer trust on website loyalty. Information &
Management, 43 (1), 1-14

Gremler, D.D., Brown, S.W., Brown, S.W., Johnston, R., & Scheuing, E.E. (1996).
Service loyalty: Its nature, importance, and implications. In B. Edvardsson
(ed.). UIS 5 advancing service quality: A global perspective (pp. 171-180).
New York: International Service Quality Association Inc.

Gronroos, C., (2007). Service Management and Marketing: Customer Management in

Service Competition. Third edition. Hoboken, NJ: Wiley.

Hair, F., Joseph. (2011). Essentials of Business Research Methods. New York and
London: Routledge Taylor & Francis Group.

Hughes, D.E., & Ahearne, M. (2010). Energizing the reseller’s sales force: the power
of brand identification. Journal of Marketing, 74, 81-96.

Jin, C., Yoon, M., & Lee, J. (2019). The influence of brand color identity on brand
association and loyalty. Journal of Product & Brand Management, 28(1), 50—
62. https://doi.org/10.1108/JPBM-09-2017-1587.

Keller, K.L. (2012). Strategic Brand Management_ Building, Measuring, and
Managing Brand Equity, 4th Edition, Prentice Hall. NJ.


https://doi.org/10.1108/JPBM-09-2017-1587

70

Keller, L.K. (1993). Conceptualizing, Measuring, and Managing Customer-Based
Brand Equity. Journal of Marketing, 57 (1), 10.2307/1252054.

Kotler, P., Armstrong, G., & Opresnik. M.O. (2017). Principles of Marketing, 17th
global edition, Pearson Education Limited. UK.

Kuenzel, S., & Halliday, S. (2008). Investigating antecedents and consequences of
brand identification. Journal of Product and Brand Management, 17 (5), 293-
304.

Kuenzel, S., & Halliday, S. (2010). The chain of effects from reputation and brand
personality congruence to brand loyalty: The role of brand identification.
Journal of Targeting, Measurement and Analysis for Marketing, 18 (3-4), 167-
176.

Luarn, P., Lin, H., (2003). A customer loyalty model for e-service context. Journal of
Electronic Commerce Research, 4 (4), 156-167.

Moorman, C., Zaltman, G., & Deshpande, R. (1992). Relationships between providers
and users of marketing research: The dynamics of trust within and between

organizations. Journal of Marketing Research, 29 (August), 314-328.

Nyadzayo, M.W., & Khajehzadeh, S. (2016). The antecedents of customer loyalty: A
moderated mediation model of customer relationship management quality and

brand image. Journal of Retailing and Consumer Services, 30, 262-270.

O’Cass, A., & Grace, D. (2004). Exploring consumer experiences with a service

brand. Journal of Product & Brand Management, 13(4), 257—-268.

Oliver, R. (1999). Whence Consumer Loyalty? Journal of Marketing, 63
(Speciallssue), 33-44.

Oppong, P.K. & A Phiri, M. (2019). The Link between Brand Equity and Loyalty:
Evidence from Traditional Medicine Market in Kumasi Metropolis, Ghana,
Journal of Economics and Behavioral Studies AMH International, 11(1), 11-
21.



71

Perrey, J./Freundt, T. C./Spillecke, D. (2015). Power Brands: Measuring, Making and
Managing Brand Success. 3rd Ed. Weinheim: Wiley.

Phong, L.T, Nga, T.H., Hanh, N.T., & Van Minh, N. (2020). Relationship between
brand association and customer loyalty: The case of online retail industry.
Management Science Letters, 10(7), 1543-1552.
https://doi.org/10.5267/j.ms|.2019.12.012

Rossiter, J.R. (2014). Branding” explained: Defining and measuring brand awareness

and brand attitude. Journal of Brand Management, 21(7-8), 533-540.

Rossiter, J.R., & Percy, L. (1987). Advertising and Promotion Management. New
York: McGraw-Hill Series in Marketing.

Seker, Murat. (2011). Istanbul'da Yasam Kalitesi Arastirmasi. Istanbul Ticaret Odas1
Yaym, Istanbul.

Sokmen, A. & Bas, M. (2019). The Influence of Electronic Customer Relationship
Management Practices on Relationship Quality and Customer Loyalty: A
Research in Airline Industry. Journal of Business Research-Turk, 11(1), 641-
652.

Srinivasan, S.S., Anderson, R., & Ponnavolu, K. (2002). Customer loyalty in e-
commerce: an exploration of its antecedents and consequences. Journal of
Retailing, 78 (1), 41-50.

Telli, G. (2020). Miisteri Etkilesimi ve Miisteri iliskileri. In G. Telli & S. Aydin (eds).
Bilgi Caginda Miisteri iliskileri Yénetimi (pp. 63-72). Istanbul, Kriter

Yayinevi.

Wang, R. (2007). Relationship, loyalty, and marketing--- A correlation study of
Taiwan hotel customers’ perspectives, (Unpublished Ph.D. Dissertation).

Oklahoma State University, United States, Oklahoma.


https://doi.org/10.5267/j.msl.2019.12.012

72

Wijaya, B.S. (2013). Dimensions of Brand Image: A Conceptual Review from the
Perspective of Brand Communication. European Journal of Business and
Management, 5 (31), 55-65. DOI: 10.13140/ejbm.2013.55.65, 2013.

Yildirim, F. & Panayirci, U. (2016). CRM - Miisteri iliskileri Yonetimi ve Pazarlama
Iletisimi, Papatya Bilim, Istanbul.

Yoo, B., & Donthu, N. (2001). Developing and validating a multidimensional
consumer-based brand equity scale. Journal of Business Research, 52 (1), 1-
14. doi:10.1016/S0148-2963(99)00098-3.

Yoo, B., Donthu, N., & Lee, S. (2000). An Examination of Selected Marketing Mix
Elements and Brand Equity. JAMS, 28 (2), 195-211.

Zeithaml, V., Berry, L., & Parasuraman, V.A. (1996). The Behavioral Consequences
of Service Quality. Journal of Marketing, 60. 10.2307/1251929.

Zeithaml, V.A., Bitner, M. J., & Gremler, D.D. (2006). Service marketing:
Integrating customer focus across the firm. 4th ed. New York, NY: McGraw-

Hill/lrwin.

Ziaullah, M., Feng, Y., & Akhter, S. N. (2014). E-Loyalty: The influence of product
quality and delivery services on e-trust and e-satisfaction in China.

International Journal of Advancements in Research & Technology, 3(10), 13.



Appendix A Survey Form

Data gathered by the use of this form shall be used for scientific purposes only. The
answers will not be shared by others and they will be evaluated in scientific publications as a
whole. Thank you for the time for filling in the form.

Emine KUTUK
Graduate student
Demographic Information
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Please choose only one option that suits to you for each question given below.

Age 20-30 (1) 30-50 (2) 50-and over (3)

Gender () Female () Male

Educational degree High school (1) Undergraduate (2) Graduate (3)

A (W N

Monthly income in TL. 5.000 and lower (1) 5.000 - 10.000 (2) 10.000 and over (3) TL.

The purchasing frequency of MIELE in 5 year period
ltime (1) 2times (2) 3times (3)

6 | The place of living (SEreet / City)......covouerininiiiie i

Perceived Tangible Service Quality

MIELE.

1 |The dealership of MIELE has up-to-date equipment. 1123|465
2 |The physical facilities such as signage and grounds of the dealership of
. . 1123|415
MIELE are visually appealing.
3 |The employees of the dealership of MIELE are well dressed and always 11213|als
appear neat.
4 |There are sufficient parking and waiting space at the dealershipof MIELE. | 1 | 2 | 3 | 4 | 5
5 |The invoices and promotional material of the dealership of MIELE are neat
NP 112|3|4]|5
and distinctive.
Perceived Reliability Service Quality
1 (When the dealership of MIELE promises to perform a service by a certain 112130als
time, it does so.
2 |When | have problems, the dealership of MIELE shows sympathy and 112130als
reassurance.
3 |The dealership of MIELE is dependable. 112]|3]4]5
4 |The dealership of MIELE provides its services at the time it promises to do 112130als
S0.
5 |The dealership of MIELE keeps its records accurately. 112(3]|4]|5
Perceived Responsiveness Service Quality
1 |The dealership of MIELE keeps customers informed about when and how 112130als
services will be performed.
2 |Employees in the dealership of MIELE are always willing to help its 11213|als
customers.
3 |Employees of the dealership of MIELE are never too busy to respond to 11213|als
customer's requests.
4 |The dealership of MIELE manages complaints in a fast and efficient 11213|4als
manner.
5 |Employees provide personal attention to customers at the dealership of 11213|als




Please choose only one option that suits your opinion for each of the
statements given below.

Completely
disagree
Disagree

Nor agree

neither disagree

Agree
Completely
agree

Brand awareness

I know what MIELE looks like

[y

I

o1

N

I can recognize MIELE among other competing brands.

[ay

NN

w|w

I

(6]

w

| am aware of MIELE.

[y

N

w

I

o1

Brand loyalty

MIELE cares about their customers.

I am emotionally attached to MIELE.

| have a sense of belonging to MIELE.

A IWIN(F

The costs in time and effort of changing from MIELE to another one are
high for me.

o1

| often encourage other people to stay at MIELE.

I would like to receive any information (letter, promotional material or e-
mail) from MIELE company regularly.

I will always tell to other people positive words about MIELE.

I take pride in telling other people about my experiences with MIELE

I e a

NN NN N INNN

WW| W (W W |WwWwlw

B S T I B~ [~ o

oljol| o1 o1 o1 |ofo1|ol

BRAND IMAGE Brand identity

I am very interested in what others think about MIELE product.

MIELE product’s successes are my successes.

I would experience an emotional loss if | had to stop using MIELE
product.

I believe others respect me for my association with MIELE product.

I perceive myself as a valuable partner of MIELE product

I e i

NN N NN

WW| W [Www

B N

oljol| o1 oo

BRAND IMAGE Brand associations

Some characteristics of MIELE come to my mind quickly.

[EEY

N

w

I

(6}

N

I can quickly recall the symbol or logo of MIELE.

[y

N

w

~

(6}

w

I have no difficulty in imagining MIELE in my mind.

[EEY

N

w

o

(6}

E-Loyalty

| feel | save time shopping MIELE from internet.

I think that shopping at MIELE website can provide appropriate service.

The internet vendor of MIELE offers a large number of products.

I am able to effectively evaluate each alternative from MIELE web.

O WIN(F-

| feel 1 do not waste time shopping MIELE products from internet.

I

NININININ

WWwwlw

Al BMD

oljorjo| o1 o1

CRM quality—Trust

-

I think that MIELE’s CRM is positive

N

The dealership of MIELE is always honest and truthful to its customers in
after sale.

w

MIELE CRM staff are reachable after sale.

~

MIELE CRM has promotions time to time.

MIELE CRM has promotions for special occasions like birthdays, wedding
anniversary and new year celebrations.

MIELE CRM has price advantages for loyal customers.

e i

N N (NN NN

W W (Ww w (W

B I S S I I S P

ol o1 (oljo1f o1 (O




Appendix B Survey Form Used for Turkish Participants and Coding

Bu form ile alinan bilgi bir bilimsel arastirmada kullanilacaktir. Verdiginiz yanitlar hi¢ kimseyle
paylasilmayacak sadece bilimsel yayinlarda topluca degerlendirilecektir. Zamanimzi ayirdigimz i¢in

tesekKkiir ederiz.

Emine KUTUK

Yiiksek Lisans 6@rencisi
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Liitfen asagidaki seceneklerden size uyan sadece bir segenegi isaretleyiniz.

Yagimz  *20-30 (1) *30-50 (2) * 50- ustii (3)

Cinsiyetiniz (1) Kadin (2) Erkek

Egitim diizeyiniz Lise (1) Lisans(2) Lisans istii (3)

Yaklagik aylik geliriniz 5.000 alt1 (1) 5.000 - 10.000 (2) 10.000 —istii (3) TL.

MIELE iiriiniinii 5 y1l i¢inde satin alma sikliginiz 1 defa (1) 2defa (2) 3 defa (3)

o (01 |~ W N

Yasadiginiz yer (mahalle /ilge) ..................... [ i

Liitfen, MIELE marka hizmet kalitesi igin verilen her ifadede
diisiincenizi yansitan sadece bir segenegi isaretleyiniz.

Kesinlikle
katilmiyorum

Katilmiyorum

Ne katiliyorum
Ne katilmiyorum

Katiliyorum

Kesinlikle
katiliyorum

Maddi - Hizmet Kalitesi

MIELE marka bayileri modern ekipmana sahiptir.

MIELE marka bayilerinin gorsel olarak bilinirligi ve bulunurlugu yiiksektir.

MIELE marka bayilerinde ¢alisan personel diizgiin gériiniimliidiir.

MIELE marka bayilerinde park yeri ve bekleme salonu olanaklari yeterlidir.

QBN

MIELE marka bayilerinde faturalandirma ve promosyon bilgilendirmeleri agik ve
anlagilirdir.

I

N (NN NN

W ([ Wwwlw

N R B S N

o1 (oljoo|o

Giivenilirlik - Hizmet Kalitesi

MIELE marka bayiler vaat ettikleri hizmet siirelerine uyar.

MIELE marka bayiler, bir sorun yasadigimda bana sempati ve giiven verici bir yaklagim
gosterir.

MIELE marka bayiler, giivenilirdir.

MIELE marka bayilerde hizmet siireleri hakkindaki verilen sozlere sadik kalinir.

MIELE marka bayilerde kayitlar dogru tutulur.

RlRk| - |-

NININ NN

W Ww w |w

BN B S I S B S

oljoljol| o1 ol

Duyarhilik - Hizmet Kalitesi

MIELE marka bayiler, misterilerini verilen hizmetlerin nasil ve ne kadar siirede
yapilacagi konusunda siirekli bilgilendirir.

MIELE markasmin bayiligindeki ¢alisanlar, miisterilerine her zaman yardim etmeye
isteklidir.

MIELE marka bayisinin ¢aliganlart higbir zaman miisterinin isteklerine cevap vermek
icin ¢cok mesgul degildir.

MIELE markasinin bayiligi sikayetleri hizli ve etkin bir sekilde yonetir.

SN

Calisanlar, MIELE markasinin bayiligindeki miisterilere 6zel ilgi gosterir.
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IS
Liitfen, MIELE markasinin farkli yonleri i¢in verilen her ifadede o5 g S S E o€
diisiincenizi yansitan sadece bir segenegi igaretleyiniz. ‘_é % % T%—g ’g ‘é §
R4 4 =z %
Marka farkindahgi
1 |MIELE markasinin neye benzedigini biliyorum 1123|415
2 |MIELE markasin diger rakip markalar arasinda taniyabilirim. 1123|415
3 |MIELE markasinin farkindayim. 112|345
Marka sadakati
1 |MIELE markas: miisterilerini nemsiyor. 112|345
2 |MIELE markasina duygusal olarak bagliyim. 1123|415
3 |MIELE markasina ait oldugum hissine sahibim. 112|345
4 |MIELE markasindan digerine gegmek i¢in harcanan zaman ve ¢aba maliyeti benim i¢in 112013lals
yiiksektir.
5 |Genellikle bagkalari1 MIELE markasinda kalmaya tesvik ederim 112 (3]4]5
6 |MIELE markasindan diizenli olarak her tiirlii bilgilendirme (mektup, promosyon 11213]als
malzemesi veya e-posta) almak isterim.
7  |Her zaman bagkalarina MIELE markasi hakkinda olumlu konusacagim. 112 (3]4]5
8 |Baskalarina MIELE markas: deneyimlerimi anlatmaktan gurur duyarim. 1123 |4]|5
MARKA IMAJI Marka kimligi
1 |Baskalarinin MIELE marka iiriin hakkinda ne diisiindiigii beni ¢ok ilgilendiriyor. 1123 |4]|5
2 |MIELE markali iiriiniin bagarilar1 benim bagarilarim gibidir. 112 (3]4]5
3 |MIELE markali iiriinii kullanmayi birakmak zorunda olsaydim duygusal bir kayip 11203lals
yasardim.
4 MIELE markali dirtinlere olan yakinligimdan dolayr bagkalarimin bana saygi duyduguna 11213]als
inaniyorum.
5 |Kendimi MIELE markal iiriiniin degerli bir iiyesi olarak goriiyorum 1123|465
MARKA IMAJI Markayla iliskilendirmeler
1 |MIELE markasinin bazi 6zelliklerini hemen hatirlarim. 112|345
2 |MIELE markasinin sembol veya logosunu hemen hatirlayabilirim. 1123|415
3 |MIELE markasin kafamda canlandirmakta zorlanmiyorum. 112|3|4]5
E-Sadakat
1 |MIELE markasini internetten satin almakla zaman kazandigimi hissediyorum. 1123 |4]|5
2 |MIELE markasini internetten satin almakla iyi hizmet aldigimi disiiniiyorum. 1123 |4]|5
3 |MIELE markas: internet saticisi ¢ok sayida iiriin sunmaktadir. 112|345
4 |MIELE markanin her bir iiriiniinii internet sitesinden etraflica degerlendirebiliyorum. 1123 |4]|5
5 |MIELE markali Girlinleri internetten satin almakla zaman kaybetmedigimi diisiiniyorum. | 1 | 2 | 3 | 4 | 5
Miisteri iliskileri yonetimi kalitesinde giiven unsuru
1 |MIELE in miisteri iliskileri ile irtibatli olunmasini olumlu buluyorum 1123 |4]|5
2 |MIELE in atis sonrast miisteri iligkileri personeli — miisteriye karsi hep diiriist ve 11213]als
dogrudur.
3 |MIELE miisteri iligkileri personeli, satis sonrasinda aradigimda ulasilabilirdir. 1123 |4]|5
4  |MIELE miisteri iliskileri yonetimi, ¢esitli zamanlarda promosyon sunarlar 1123 [4]|5
5 |MIELE miisteri iliskileri y&netimi, dogum giinii, evlilik yildoniimii, yilbas1 vb 6zel 11213]als
giinlerde 6zel promosyonlar sunar
6 |MIELE miisteri iligkileri yonetimi, sadik miisterilerine fiyat avantaj1 sunar 112 ]3|4]|5




