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ABSTRACT 

Master  

The Relationship Between Store Image and Loyalty & An Application on Koton 

Stores  

  

 

Dokuz Eylul University 

Graduate School of  Social Sciences 

Department of Business Administration 

Marketing Program 

 

Today, as a result of rapid improvement of information technologies and 

wide spread use of the internet, e-commerce has already been a part of human 

life. Not only human life but also companies are affected from these changes. 

Regardless of what their scale is, many companies have their own web site. 

These web sites enable companies to  introduce themselves and their products. 

In addition to that, companies can contact their customers via these web sites 

and sell their products. Shoppers can satisfy their needs by buying products or 

services they need, without bothering themselves with physically moving 

anywhere. 

          Physically existing retail stores, which make most of the total retail 

business, still maintain their importance although e-commerce eliminates the 

loss of time as well as the transportation expenses. Even though companies can 

promote their products through the web site or even make to the door delivery, 

they are missing one key qualification. The key difference between web sites and 

physical stores is that in a physically existing store, shoppers can experience the 

products by directly touching them. Even only this qualification makes  retail 

stores to gain a special importance in the eyes of shoppers. 

         Stores are the only places where the shoppers meet, touch, smell, feel and 

experience products. If these places leave a good impression with the shoppers, 

this relationship will result in loyalty.  Therefore stores should have own their 



vii 

 

self image and self identity like people. 

        

that whether there is a relationship between store image and store loyalty. The 

factors that create store image are the convenience of the store, sales prices, 

product quality and variety. The result of the regression analysis shows that the 

research will light the way for future researches. 

 

Keywords:  Store  Image, Store  Loyalty. 
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ifade etmektedir. 
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145
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146
. 

 

faaliyetinde bulunm
147

 . 

alternatif

devam etmektedir. 
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145
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148
 

149
. 

 

 

2.2.1.M  

 

Bu durum rekabet 

. 

aliyeti, yeni 

ek; 

150
. 

                                                 
148

  
149

 Ayhan  Metin Argan , Pera  

 
150

  2000, s.48 



50 

 

 bir rakibe 

151
. 

 

 

2.2.2  

 

 

 

 

 

 

152
. 

u a teri ile 

nitelikli ve etkile imli diyalo teri ile etkile im; 

do teri hizmetlerinde ikayet dinleme faaliyeti, fatura 

teri ile girdi

153
. 

 

 Bu etkile  

 teri bir eyler  

                                                 
151

 Grewal, p.98. 
152

  Frederick F. Reichheld ve  Earl  Sasser,  Harvard  

Business  Review,  C .111. 
153

 Tek ve Orel, s.452. 
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 Bu etkile teriye kar

bir ekilde   de i melidir. 

ni 

teri ili kileri 

de kurulup zenginle tirilmi  olabilmektedir. 

 

 eyinde 

 

 

az 5 kat daha fazla zaman, enerji ve para harcamak gerekmektedir 
154

.  

beklentileri do

i  

letmeler do terilerini 

aline gelecektir
155

. 

 

2.2.3  

 

                                                 
154

  li ,  

1997,  s.45. 
155
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e enflasyon 

156
. 

157
. 

158
. 

 

2.2.4  

 

159
. 

 

                                                 
156

   

 
157

  

ve Bir Uygulama, 2005,s.78 
158

  Yavuz ,  

 
159

 Dale Lewison, Retailing, Macmillan Publishing Company, New York, Sixth Edition, 1997, s.67. 
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teri Ba odeli 

 

 

Kaynak:  Ron Garland ve Philip Gendall. 

Australasian Marketing Journal, 2004, s.82. 

 

Ba itli 

 

Sadakatsizlik (No Loyalty) : 

teriler 

ba  

ara terilerle ileti abilir. 

 Ba

teriler bu gruba girmektedirler. 

Geli memi ba  

 geli memi ba  

Mutlak ba letmeye kar

 a
160

. 

 

2.2.6. ratejileri 

 

2.2.6.1.  

 

li

memnuniyet sa lamak ve i  yapmada tercih edilirli

                                                 
160

 Murat Selim Selvi    
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biti

161
. 

Yine ili

ili  

kisi de

geli

sipari  kisel pazarlama 

letmeye tedarik sa

s teri 

ba
162

. 

 

 

 

 

 

 

 

  

  

  

  

  

  

                                                 
161

 Philip Kotler, Marketing Management, The Millennium Edition10th.,  Prentice- 

Hall, Upper Saddle River, NJ, 2000, p.68. 
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   Tek,  Pazarlama  Beta , 

1999, s.102. 
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 163
. 

 

 

 

 

teri profili. Kartlar  

 

 

 ve her bir 

 perakendecilere 

 birebir 

 gereksinimlerine 

164
. 

 

2.2.6.3.Bire Bir Pazarlama 

 

Bire 

 

  

  boyu 

  den

nedeniyle bire-
165

. 

 

 

                                                 
163

 Necdet Timur ,   

s.307. 
164

 

2007,  s.43. 
165
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171

 Birol Efe,  

- , Nisan 2000, s.8. 
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 , , 

s.68. 
173

 Alparslan Emek, , , s.24. 
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-

 

 Bu 

 Eyl

174

 

 

   3.1.2  

 

 

 

175
. 

sanayiinde ortalam

                                                 
174

   ve 

, Ocak 2007,  s.5. 
175

 

Uyumu,  
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176
 

 

 giyim, 

177
. 

 

3.1.3  

 

3.1.3  

 

-90 

-

-

- da 

-

- 

-
178

. 

                                                 
176

 ,   No:22, 2005, 

s.68 
177

 Devlet Planlama T ,   s.101.  
178

  

 Tezleri  

No: 2668, Mart 2003, s.13. 
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179
. 

 

    3.1.3  

 

5-

. 

 

 

3.  

 

 

milyon dolar, 2009 ise  350 milyon dolar. 2010 hedefi ise fr

550 milyon TL
180

. 

                                                 
179

 Efe, s.34. 
180

 Koton Kurumsal,  , (23.09.2011). 
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3.  

 

 

 

 

daha 

 

 

 

  

 

 

3.  

 

181
. 

eridir. 

 

 

 

 

                                                 
181

  

, 1996, s.65. 
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 Oyman,   

 2003, s.268. 

 

den  

Ana 

 

3.5.  

 

 

Fiyat 

 

Fiziksel olanaklar 

 

SADAKA  
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H4:Sadakat de  

 

 

 

3.  

 

 

 semtlerde yer 

 

 

 

 (Outlet) 

182
 

  n=z
2
 p(1-p)/e

2
  

 

                                                 
182

 David M. Levine, Statistics for Managers Using Microsoft Excel,  Pearson Prentice Hall, 2005, 

s.303. 
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1-  

 

 

 

3.  

 

 Anket formunun birinci 

 

sorular yer  

 

 

 

 

 

Carralero   

  

  alan 
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3.  

 

 

yararl  

3.  

 

 

 hipotezin ya da 

 konusudur.  

tekniktir. 
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Tablo 1: nalizi 

 

   

  

 

 750 

 

Daha sonra 738 

 

 824 

 

 808 

 

651 

Modaya uygunluk 

711 

 

Giysi kalitesi 727 

 

 612 

 

Uygun fiyat 790 

 

 621 

 

 783 

 

 647 

 

 625 

 

 668 

Az zaman ve para 
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626 

 

 674 

 

 653 

 

 747 

 

 864 

 

695 

 

706 

 

792 

 

641 

 

571 

Mimari 

739 

Renkler 

562 

 

443 

Dekor 

760 

Koku 

693 

 

609 

 

KMO: 0,879 
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Tablo 2:  

 

  

  1 2 3 4 5 6 7

     0,755         

Daha sonra     0,737         

     0,821         

     0,796         

        0,657      

Modaya uygunluk         0,725     

Giysi kalitesi         0,723     

         0,605     

Uygun fiyat          0,720  

           0,79  

           0,621  

       0,779      
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       0,625      

       0,659       

Az zaman ve para       0,622       

            0,676  

            0,690  

            0,753  

 0,712             

 0,715             

 0,794             

 0,640             

 0,568             

Mimari   0,734           

Renkler   0,552           

   0,438           

Dekor   0,756           

Koku   0,696           

   0,612           

 

KMO: 0,882 

 

aryans: 0,5947 

 

 

ederim. 
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. 

 

 

 

 

  

unsurdur. 

 

 

 

 

 

 

 

 

 

 

 

 

 

A24:Ko  
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3.8.2.  

 

 

 

 

 

 

Tablo 3:  

 

 

Cronbach's 

 Alpha N of Items 

 0,836 4 

 0,688 4 

 0,710 3 

 0,548 4 

 0,649 3 

 0,799 5 

 0,800 6 

 0,873           29 
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3.8.3.  

 

Tablo 4:  

 

 Frekans  

Cinsiyet 

 274 53,1 

Erkek 242 46,9 

Toplam 516 100 

 

0-24 181 35,1 

25-35 160 31 

36-45 114 22,1 

46-55 53 10,3 

 8 1,6 

Toplam 516 100 

Medeni Durum 

Evli 221 42,8 

Bekar 295 57,2 

Toplam 516 100 

 

0-1000TL 273 53,4 

1001-2000TL 188 36,8 

2001-3000TL 34 6,7 

3001-4000TL 6 1,2 

 10 2 

Toplam 511 100 

 5   

Genel Toplam 516   

 

 

-

- -

-
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elmektedir, 

 

  

-

- -

-

gelire sahipken, 

 

 

3.8.4  

 

Tablo 5:  

 

 N Ortalama Std. Sapma 

 
516 2,4903 1,19623 

 
516 3,1318 1,16839 

 
516 3,2364 1,29011 

 
516 2,7558 1,25198 

SADAKAT 516 2,9036 1,00498 

 
516 3,5116 0,99409 

Koton 

modaya uygundur. 
516 3,7481 0,91932 

kalitelidir. 
516 3,6318 0,96143 
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515 3,5786 1,70805 

 516 3,6177 0,85592 

 
515 2,9845 1,15178 

alabiliyorum. 
515 3,2388 1,01317 

 
516 2,5678 1,07994 

FIYAT 516 2,9302 0,86092 

 

516 3,5601 1,15004 

 
515 2,8757 1,37519 

 516 3,4516 2,39002 

 ve para 

 
515 3,101 1,17757 

 516 3,2476 1,04544 

bilgisine sahiptir. 
516 3,186 1,04476 

 
516 3,3585 0,98402 

zaman ilgilidir. 
516 3,3643 1,6414 

PERSONEL 516 3,303 0,96505 

 516 3,4341 0,94997 

 
516 3,3682 0,92436 

zaman ideal 

 
516 3,4729 0,90588 

 
516 3,5523 1,24915 

 
515 3,5942 0,91696 

FIZIKSEL OLANAKLAR 516 3,4841 0,74332 

Koton 

 
516 2,938 0,98534 



77 

 

 
515 3,2117 1,00188 

 516 3,1531 1,02105 

 
516 2,9864 0,98227 

 
515 2,7981 0,97538 

 
515 3,1204 1,03116 

 516 3,033 0,70998 

    

 

 

ma  

 etme ve 
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ersonelinin ilgili 

 

n en 

 

 

  

 

k  

 

. 

 

Tablo 6 :   

 

  Frekans   

 Haftada bir 152 29,5 29,5 

  iki haftada bir 121 23,4 52,9 

  Ayda bir 142 27,5 80,4 

  iki ayda bir 30 5,8 86,2 

   38 7,4 93,6 

   33 6,4 100,0 

  Toplam 516 100,0   
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3.8.5.2.  

 

 

Tablo 7: Etme Durumuna nalizi 

 

  Frekans   

Etme Durumu 

evet 
287 55,7 55,7 

   228 44,3 100,0 

  Toplam 515 100,0   

  1     

Toplam 516     
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Tablo 8:  nalizi 

 

  Frekans  

 

 

Takip Etme 

 

Herzaman 

57 18,0 18,0 

   160 50,5 68,5 

  Bazen 68 21,5 89,9 

  Nadiren 30 9,5 99,4 

   2 ,6 100,0 

  Toplam 317 100,0   

  199     

Toplam 516     

  

 

 

3.  

 

  

 

Tablo 9 :   

 

  Frekans   

Tercih Etme 

 
7 1,4 1,4 

  Nadiren 15 2,9 4,3 

  Bazen 68 13,2 17,4 

   223 43,2 60,7 

  Herzaman 203 39,3 100,0 

  Toplam 516 100,0   
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3.8.5.5. Koton M

Analizi 

 

 

Tablo 10: Ko  

 

  Frekans   

Genel Memnuniyet   16 3,1 3,1 

  memnunum 276 53,5 56,6 

  fikrim yok 173 33,5 90,1 

   39 7,6 97,7 

  

 
12 2,3 100,0 

  Toplam 516 100,0   

 

 

 

memnunum ve h
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Tablo 11:  

 

  Frekans   

 

1,00 
275 53,3 53,3 

  2,00 123 23,8 77,1 

  3,00 61 11,8 89,0 

  4,00 23 4,5 93,4 

  5,00 14 2,7 96,1 

  6,00 20 3,9 100,0 

  Toplam 516 100,0   

   

 

 

rini 
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Tablo 12:    

 

  Frekans   

Fiyat 1,00 143 27,7 27,7 

 2,00 199 38,6 66,3 

  3,00 60 11,6 77,9 

  4,00 39 7,6 85,5 

  5,00 33 6,4 91,9 

  6,00 42 8,1 100,0 

  Toplam 516 100,0   

 

 

 

 Geriye kalan 

 

 

 

  

yer  
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Tablo 13:  

 

  Frekans   

 1,00 54 10,5 10,5 

  2,00 95 18,4 28,9 

  3,00 167 32,4 61,2 

  4,00 98 19,0 80,2 

  5,00 63 12,2 92,4 

  6,00 39 7,6 100,0 

  Toplam 516 100,0   

 

  

      

 

e
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Tablo 14:   

 

  Frekans   

 1,00 17 3,3 3,3 

  2,00 30 5,8 9,1 

  3,00 78 15,1 24,2 

  4,00 131 25,4 49,6 

  5,00 117 22,7 72,3 

  6,00 143 27,7 100,0 

  Toplam 516 100,0   

 

 

termektedir. 

 

3.8.5.10  

 

Tablo 15:   

 

  Frekans   

Fiziksel Olanaklar 1,00 15 2,9 2,9 

  2,00 42 8,1 11,0 

  3,00 76 14,7 25,8 

  4,00 131 25,4 51,2 

  5,00 153 29,7 80,8 

  6,00 99 19,2 100,0 

  Toplam 516 100,0   
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 Tablo 16:   

  

  Frekans   

 1,00 13 2,5 2,5 

  2,00 29 5,6 8,1 

  3,00 74 14,3 22,5 

  4,00 95 18,4 40,9 

  5,00 133 25,8 66,7 

  6,00 172 33,3 100,0 

  Toplam 516 100,0   

Bu 
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3.8. (Independent Sample Test) 

 

 

Tablo 17:   

 

  

  

Levene Testi t-  

F Sig. t df 

Sig. 

 

(2-

tailed) 

Ortalama 

 

Sadakat 

  

 

1,075 

  

,300 

  

6,124 514 ,000 ,52464 

 
6,108 500,284 ,000 ,52464 

 

 

2,050 

  

,153 

  

3,489 514 ,001 ,26062 

 

3

,439 

4

57,653 

,

001 

,

26062 

Fiyat 

  

 

4,873 

  

,028 

  

-1,802 514 ,072 -,13657 

 

-1,808 511,252 ,071 -,13657 

 

  

 

1,547 

  

,214 

  

3,359 514 ,001 ,30671 

 
3,419 500,143 ,001 ,30671 

Personel 

  

 

,119 

  

,730 

  

-1,527 514 ,127 -,12981 

 
-1,508 465,743 ,132 -,12981 

Fizikksel  

Olanaklar 

  

 

1,835 

  

,176 

  

,659 514 ,510 ,04322 

 
,662 512,907 ,508 ,04322 

Atmosfer 

  

 

3,611 

  

,058 

  

,979 514 ,328 ,06133 

 
,985 513,533 ,325 ,06133 

 



88 

 

diyebiliriz.  

 

(p=, 001< 0,05) 

 

 

 

 

 

 

erdikleri 
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Tablo 18:   

 

 

  

 t-  

F Sig. df 

i

Sig. 

 

(2-

tailed) 

Ortalama 

 

Sadakat 

  

Varyanslar 

 6,852 

  

,009 

  

,602 514 
,

547 

,05388 

 
,615 503,065 

,

539 
,05388 

 

 

Varyanslar 

 1,138 

  

,287 

  

-,443 514 
,

658 
-,03379 

 
-,439 454,659 

,

661 
-,03379 

Fiyat 

  

Varyanslar 

 ,023 

  

,879 

  

,422 514 
,

673 
,03233 

 
,422 475,380 

,

673 
,03233 

Yer 

 

  

Varyanslar 

 ,622 

  

,431 

  

-

1,602 
514 

,

110 
-,14878 

 

-

1,663 
513,745 

,

097 
-,14878 

Personel 

  

Varyanslar 

 ,428 

  

,513 

  

-

1,102 
514 

,

271 
-,09463 

 

-

1,136 
510,942 

,

256 
-,09463 

Fiziksel  

Olanaklar 

  

Varyanslar 

 2,021 

  

,156 

  

-,932 514 
,

352 
-,06164 

 

-,949 501,142 
,

343 

-,06164 

Atmosfer 

  

  

Varyanslar 

 ,241 

  

,624 

  

1,932 514 
,

054 
,12172 

 
1,949 488,293 

,

052 
,12172 
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-sadakat, 

-  

 

 

3.8.7.ANOVA 

 

Tablo 19:  ANOVA 

 

    

Kareler 

 df 

Ortalama 

Kare F Sig. 

SADAKAT  
,571 4 ,143 ,140 

967 

   519,569 511 1,017   

  Toplam 520,141 515     

 

 

 

4,989 4 1,247 1,712 
146 

   372,296 511 ,729   

  Toplam 377,285 515     

  
6,376 4 1,594 2,170 

071 

   375,334 511 ,735   

  Toplam 381,711 515     

YER 

 

 
1,755 4 ,439 ,399 

809 

   561,110 511 1,098   

  Toplam 562,865 515     

PERSONEL  
,547 4 ,137 ,146 

965 

   479,088 511 ,938   

  Toplam 479,635 515     

OLANAKLAR 

 
3,479 4 ,870 1,581 

178 

   281,070 511 ,550   
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  Toplam 284,550 515     

ATMOSFER  
3,256 4 ,814 1,623 

167 

   256,344 511 ,502   

  Toplam 259,600 515     

 

 

 

 

3.8.7.2  

Tablo 20: Gelire G  

 

    

Kareler 

 df 

Ortalama 

Kare F Sig. 

SADAKAT  
3,330 4 ,833 ,821 

512 

   513,176 506 1,014   

  Toplam 516,507 510     

 

 
8,101 4 2,025 2,834 

024 

   361,620 506 ,715   

  Toplam 369,721 510     

  
7,087 4 1,772 2,394 

050 

   374,469 506 ,740   

  Toplam 381,557 510     

YER 

 

 
10,941 4 2,735 2,529 

040 

   547,229 506 1,081   

  Toplam 558,170 510     

PERSONEL  
8,398 4 2,099 2,283 

059 

   465,219 506 ,919   

  Toplam 473,616 510     

 5,613 4 1,403 2,607 
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OLANAKLAR 035 

   272,333 506 ,538   

  Toplam 277,947 510     

ATMOSFER  
4,395 4 1,099 2,209 

067 

   251,650 506 ,497   

  Toplam 256,045 510     

 

 

<0,05) 

,040 

<0,05) 

<0,05) 

 

 

 

 

3.8.7.3  

 

Tablo 21:  
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 ANOVA 

 

    

Kareler 

 df Ortalama Kare F Sig. 

SADAKAT  1,453 5 ,291 
,286 

  

  

921    518,688 510 1,017 

  Toplam 
520,141 515   

 

 

4,092 5 ,818 1,118 

  

  

349 

   373,193 510 ,732 

  Toplaml 377,285 515   

FIYAT  3,058 5 ,612 
,824 

  

  

533    378,652 510 ,742 

  Toplam 
381,711 515   

YER 

UYGUNLUGU 

 
7,509 5 1,502 1,379 

  

  

231 

   555,356 510 1,089 

  Toplam 562,865 515   

PERSONEL  3,373 5 ,675 

,722 

  

  

607    476,263 510 ,934 

  Toplam 
479,635 515   

FIZIKSEL 

OLANAKLAR 

 
1,699 5 ,340 ,613 

  

  

690 

   282,850 510 ,555 

  Toplam 284,550 515   

ATMOSFER  5,027 5 1,005 
2,014 

  

  

075    254,573 510 ,499 

  Toplam 
259,600 515   
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   Tablo 22:   

 

    

Kareler 

 df 

Ortalama 

Kare F Sig. 

SADAKAT  7,432 7 1,062 
1,052 

  

  

394    512,709 508 1,009 

  Toplam 
520,141 515   

 

 
3,297 7 ,471 ,640 

  

  

723 

   373,988 508 ,736 

  Toplam 377,285 515   

  8,168 7 1,167 
1,587 

  

  

137    373,543 508 ,735 

  Toplam 
381,711 515   

YER 

 

 
11,336 7 1,619 1,492 

  

  

168 

   551,529 508 1,086 

  Toplam 562,865 515   

PERSONEL  1,085 7 ,155 
,165 

  

  

992    478,551 508 ,942 

  Toplam 
479,635 515   

OLANAKLAR 

 
1,310 7 ,187 ,336 

  

  

938 

   283,240 508 ,558 

  Toplam 284,550 515   

ATMOSFER  4,605 7 ,658 
1,311 

  

  

243    254,995 508 ,502 

  Toplam 
259,600 515   
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  >). 

3.8.8.Regresyon Analizi 

Tablo 23:  Regresyon 

 

M

Model R R Kare  

Tahminin Standart 

 

1 ,532(a) ,283 ,274 ,85608 

 

 ANOVA(b) 

 

M

Model   

Kareler 

 df Ortalama Kare F Sig. 

1 Regresyon 147,109 6 24,518 33,455 ,000(a) 

 373,031 509 ,733     

Toplam 520,141 515       

  

 

M

Model   

Standardize 

 

Standardize 

 

t Sig. B Std. Hata Beta 

1 (Constant) ,142 ,225   ,630 ,529 

 
,429 ,051 ,365 8,362 ,000 

FIYAT ,149 ,049 ,128 3,070 ,002 

 ,146 ,039 ,152 3,731 ,000 
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