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Deneyim, miisterinin belirli bir tiriin veya marka ile etkilesiminin sonucudur. Mutlu ve duygusal
acgidan iyi deneyimleri olan miisteriler ayni iiriinleri tekrar satin alma egilimindedir. Satin alma
karari, miisterilerin duygulariyla da yakindan ilgilidir. Bu nedenle, deneyim ve oznel iyi olusun
miisteri memnuniyeti ile nasil iliskili oldugunu ortaya koymak, isletmeler icin degerli bilgiler
saglayabilir. Bu ¢calisma, miisteri deneyiminin ve oznel iyi olusun miisteri memnuniyeti tizerindeki
etkilerini analiz etmeyi ve oznel iyi olusun miisteri deneyimi ile memnuniyet arasindaki iliskide
arabulucu olarak islev goriip gérmedigini tespit etmeyi amag¢lamaktadir. Miisterilerin, yemek
yerken veya i¢erken yasadiklart olumlu deneyimlerin mutluluk diizeylerini artirabilecegine
inamlmaktadir. Bu nedenle, hedef kitlelerinin mutlulugunu artirabilecek pazarlama stratejileri
gelistirmek, dikkatle degerlendirmeyi hak eden bir konudur. Calismada yapisal esitlik modeline
dayanilarak yapilan testler, iliskisel deneyim diizeyinin kisisel mutluluk ve memnuniyet diizeyi
tizerinde anlamli bir etkisi oldugunu ortaya koymaktadir.

Anahtar Kelimeler: iliskisel Deneyim, Oznel Iyi Olma, Miisteri Memnuniyeti
Abstract

Experience is the result of the interactions of the customer with a given product or brand.
Customers who have had happy and emotionally appealing experiences tend to buy the same
products again. The purchasing decision is also closely related to customers' emotions.
Therefore, revealing how experience and subjective well-being relates to customer satisfaction
can provide valuable insights for businesses. This study aims to analyze the effects of clients'
experience and subjective well-being on customer satisfaction and to find out whether subjective
well-being functions as a mediator in the relationship between customer experience and
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satisfaction. It is widely believed that positive experiences that customers may have when they eat
or drink out could increase their level of happiness. Developing marketing strategies that could
increase the happiness of their target audiences is, therefore, an issue that deserves careful
consideration. The tests which carried out based on the structural equation modeling revealed a
significant positive effect of the level of relational experience on the level of personal happiness
and satisfaction

Key Words: Relational Experience, Emotional Happiness, Customer Satisfaction
1. INTRODUCTION

Emotions and feelings have begun to stand out in the phenomenon of consumption. Hedonism,
defined as "a lifestyle doctrine where pleasure is the utmost beauty” (Hopkinson & Pujari, 1999,
p.273-290), has placed an unceasingly emphasis on pleasures that could be gained from products.
Hedonism is also associated with the concept of consumption. Hedonic consumption is a subject
that has been studied extensively. Levy (1959) stated that people buy things not only for what
they can do, but also for what they symbolize. Hirschman and Holbrook (1982) emphasized the
fantasy, multisensory, and emotive aspects of individuals' experience with products in hedonic
consumption. Deli-Gray et al. (2010) showed that customers buy products not only for rational
reasons, but also for emotional reasons. Ballantine, Jack and Parsons (2010) emphasized the
importance of atmospheric dimensions in creating a hedonic experience. Ozgiil (2011) observed
that customers feel the emotional need for a shopping experience that is ostentatious and full of
excitement and fun. Sarkar (2011) showed that consumers with a greater motivation for shopping
avoid doing more shopping online. Consumers can gain hedonic value by directing the alternative
options they come across according to their own interests. Therefore, hedonic consumption
perspective rests on the view that consumers do not buy the products that are the best but those
that make them feel best.

Experience is defined as understanding and comprehension of objects, thoughts, or behaviour
based on emotions, or the accumulation of knowledge or skills as a result of active participation
in activities (Bostanci, 2007, p.17). The concept of experience, also called hedonic consumption,
is directly related to the experiences of the consumer/individual (Celik, 2009, p.25). An extensive
body of literature exists on experiential marketing both in Turkey and abroad. Some of these
studies will be summarized here. In their study on experience, Giizel and Papatya (2012) revealed
the characteristics and properties of the concept of experience. Saltik (2011) found that the most
positive experience a travel business could provide was one accompanied by a caring and
entertaining tour guide, which can be evaluated within the scope of an emotional experience.
Celtek (2010) concluded that the aspects of training, entertainment, being away from stress,
sensual/emotional, intellectual/actual, relational, communicative, identity/brand, product/service,
website, electronic media, as well as the human aspect were important for hotel management.
Geng (2009) found that it is not only the product that customers purchase but a whole experience.
Furthermore, Brakus, Schmitt and Zarantonello (2009) categorized brands into two groups,
namely strong and weak experiential brands. Yuan and Wu (2008) concluded that experiential
marketing ensures customer satisfaction by adding emotional value. Giinay (2008) found that it
could be possible for customers to have satisfaction by taking pleasure in experiential dimensions.
Yalgin et al. (2008) indicated that product layout, product testing, product information gathering,
and product involvement, which are the main dimensions of experiential retail, also contribute to
customer loyalty. Gentile et al. (2007) analyzed brands according to the dimensions that constitute
customer experience. Temiztiirk (2006) examined the role of salesroom communication of
experiential marketing in practice. Schmitt (2004) analyzed the customer experience dimension
of visual identity in order to determine the effects of visual design on customer attitudes and
concluded that it is necessary for brands to form a visual identity. In their study on experiences
of service, Grace and O’Cass (2004) found that the personnel and the service setting have a
significant influence on the mood of consumers and it also determines their level of satisfaction
as well as attitude towards that brand.

With a hedonic look at experiential consumption, it can be seen that consumers want to feel the
products with multiple emotions, to fantasize about them, and to relate themselves to their exciting
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emotional aspects (Hirschman & Holbrook, 1982, p.93). Consumers tend to care more about the
pleasure element of products; that is, the different feelings and sensations they get from the
product, and the happiness the product gives them in the subjective setting they form in their
imagination.

The consumption and its experience take place under the influence of romantic emotions and
motivation. Consumers attempt to obtain pleasure as a sensory quality as much as possible from
their experiences of life (Odabasi, 1999, p.84).

The conditions that create the feeling of happiness may differ among communities or across
people. In spite of difficulties in definition, happiness can be defined as a person's feeling of good
and satisfaction with his life. The literature on happiness can be summarized as follows: Wilson
(1967) states that a happy person emerges as a healthy, well-paid, young, well-educated,
optimistic, extroverted, worry-free, religious person with modest aspirations, high self esteem,
and a wide range of intelligence (Wilson, 1967, p. 296). Wilson was the first person to put forth
the general profile of a happy person and define well-being in 1967. According to this, it can be
concluded that the most advantageous person is the happiest person (Diener, 1984, p.542; Diener
etal., 1999, p.276; Yetim, 2001). Diener's (1984) study focusing on measuring happiness looked
into subjective well-being and life satisfaction. Diener et al. developed Life Satisfaction Scale in
1985 and Subjective Well Being Scale in 1995. Schimmack et al. (2002) also worked on
measuring happiness. According to them, as a value that indicates the quality of life of individuals
and societies, subjective well being is essential for a good life and the existence of a good society
(Diener et al., 2003; Kangal, 2012). Gagne (2003) developed Basic Need Satisfaction in Life
Scale, Prawitz et al. (2006) in Well Being Scale, and Howell et al. (2012) in the Life Satisfaction
Scale. Seligman (2007) stated that happiness is based on three factors, namely pleasure,
engagement, and meaning. Jacobsen (2007) defined happiness as a state of balance between the
individual's needs and what he is provided with in his environment. Dutt and Radcliff's (2009)
definition of happiness focused on the pleasure an individual feels when he compares his
socioeconomic state to that of others. In their study on happiness and consumption, Zhong and
Mitchell (2010) concluded that making a series of smaller purchases gave more happiness than
buying one big luxurious product.

However, the relevant literature also consists of studies that focus on experience and happiness at
the same time. A review of studies on happiness and experience from the point of view of
marketing reveals that experiences that are remembered more happily influence the decision to
buy again. Thus, positive buying experiences lead to more positive emotions following the
purchase. In addition, making smaller but more frequent purchases brings more happiness than
buying luxurious items that could be bought less often (Strahilevitz & Myers, 1998; Pine &
Gilmore, 1999-2000; Van Boven & Gilovich, 2003; Millar & Thomas, 2009; Zhong & Mitchell,
2010). Furthermore, in their study on happiness and experience, Millar and Thomas (2009)
concluded that individuals other than materialistic people actually become happy by purchasing
experiences rather than products.

2. METHODS

This study aimed to analyze the effects of clients' experience and subjective well-being on
customer satisfaction and to find out whether subjective well-being functions as an intermediate
in the relationship between customer experience and satisfaction. It is widely believed that
positive experiences that customers may have when they eat or drink out could increase their
happiness. A customer that has had a happy experience is likely to have greater satisfaction.
Therefore, understanding how the concepts of experience and happiness, which deeply influence
customers, relate to customer satisfaction is crucial for businesses in determining their marketing
strategies. The model and hypotheses of our research are provided below.
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Figure 1. Research Model

H1: Customer experience has a positive effect on subjective well-being.
H2: Customer experience has a positive effect on customer satisfaction.
H3: Subjective well-being has a positive effect on customer satisfaction.

H4: Subjective well-being has moderating effect on the relationship between customer
experience and customer satisfaction.

In accordance with the aims and hypotheses of the research, a questionnaire consisting of 8 items
and 22 scale items was developed and the questionnaire was administered. For the part consisting
of 11 items that cover the subject of Customer Experience, we relied on the studies of Hirschman
and Holbrook (1982), Schmitt (1999), Sit (2005), Yuan and Wu (2008), Lin et al. (2009) and
Kazancioglu and Aytekin (2014), while Hills and Argyle's (2002) revised and simplified version
of the 29-item Oxford Happiness Inventory Scale was used to examine Subjective Well-Being.
The third variable of the study, satisfaction, was measured through the following two items: "The
service | get when eating and drinking out make me feel satisfied when | evaluate the place that
provides the service as a whole.", and "I am willing to try other products in the place where | eat
out.".

The data gathered were analyzed on SPSS and AMOS package software.

The study population consisted of adults aged 18 and older, and a pilot study of 30 subjects was
carried out first. A total of 410 people answered the questionnaire in person or on social media.
With the extraction of 10 questionnaire forms that were incomplete or incorrect, the remaining
400 responses to the questionnaire were analyzed.

3. RESULTS

The findings of the study are presented in Cronbach's Alpha, exploratory and confirmatory factor
analysis, and path analysis for hypothesis testing, respectively, according to the demographic
characteristics of participants, validity and reliability, respectively.

There were more female participants than males, 54.3% and 45.7%, respectively. More than two-
thirds of the participants were married (66.3% to 33.7%). As for age, 26-35 year-olds constituted
the largest group (47%), followed by 36-45 year-olds (20.2%) and participants aged 25 years and
younger (8%). The number of participants with a Bachelor's degree was the greatest (61%),
followed by high school graduates (21.3%), and those with a postgraduate degree (10%).

As for monthly income, participants earning 5501 TL and higher constituted the biggest group
(31.5%). Most of the participants (63%) were employed in the private sector, followed by civil
servants (19.8%), and those who were unemployed at the time (17.3%).

The internal consistency of the customer experience and subjective well-being scales was
measured by the calculation of Cronbach's Alpha coefficients, and the resulting reliability
coefficients were 0,877 and 0,713, respectively. This is because the customer experience scale
that was composed of three sub-dimensions, namely relational, sensual, and ideational, did not
meet the criteria for good fit according to the findings of the exploratory factor analysis that was
later carried out. Thus, only the dimension of relational experience was examined.
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Similarly, the exploratory factor analysis revealed that the subjective well-being scale consisted
of two sub-dimensions, namely functional and emotional happiness, but because the dimension
of functional happiness did not have a good fit, this scale was excluded from the model as a whole.
At that point, internal consistency for the scales of relational experience, which was composed of
four items, and emotional happiness, which consisted of five items, was measured by calculating
Cronbach's Alpha coefficients, which were found to be 0,841 and 0,847, respectively. Then,
explanatory factor analysis was repeated for both of the aforementioned scales. Exploratory factor
analysis showed that the relational experience scale was composed of one factor including four
items, the explained variation was 68,11%, and factor loads of the four items varied between 0,70
and 0,87. Similarly, it was found that the subjective well-being scale was composed of one factor
consisting of five items. The total variance of the five items was 62,76%, and the factor loads
varied between 0,74 and 0,82. The validity of the model resulting from the exploratory factor
analysis based on the interaction between relational experience, subjective well-being, and
satisfaction was re-examined through confirmatory factor analysis. The first analysis on AMOS
showed that goodness of fit values were not within the acceptable limits. Thus, the item "l share
my ideas with other people who dine out after | eat or drink out." in the relational experience scale
was extracted from the model as per the suggestions for modification of the software offered.
Following this change, the reliability coefficient of the relational experience scale was found to
be 0,86. The solution of the confirmatory factor analysis carried out at this last stage is provided

in Figure 2.
L T

experience
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Figure 2. Confirmatory Factor Analysis of the Research Model

The goodness of fit values of the findings of the confirmatory factor analysis shown in Figure 2
are provided in Table 1.
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Table 1. Goodness of Fit Statistics for the Confirmatory Factor Analysis

X2 df | X2/df | GFI CFI RMSEA
Goodness of Fit 117,49 |31 | 3,788 | 0,945 0,952 0,08
Statistics for the
Research Model
Good Fit Values <3 >0,90 >0,97 <0,05
Acceptable Fit Values <4-5 0,89-0,85 >0,95 0,06-0,08

Once we confirmed through the confirmatory factor analysis that the goodness of fit values of the
research model were within the acceptable limits, we proceeded to find the correlation coefficients
among variables using structural equation modeling (Figure 3).

experience

Figure 3. Structural equation analysis (Path diagram)

The path diagram of the model and the correlation coefficients among variables are shown in
Figure 3. Table 2 shows the significance levels of these coefficients and hypothesis results.

Table 2. Structural equation analysis: Regression coefficients

Standardized P Hypothesis

Beta result
Experience——> Well-being 0,362 0,000 H; Accepted
Experience—  Satisfaction 0,617 0,000 H, Accepted
Well-being——> Satisfaction 0,092 0,109 Hs Rejected

According to the standardized regression coefficients obtained from the analysis of structural
equation modeling shown in Table 2, the level of relational experience has a statistically
significant positive effect on both happiness (f=0,362; p=0,000<0,01) and satisfaction ($=0,617;
p=0,000<0,01). However, no significant correlation was found between emotional happiness
level and satisfaction (p=0,092; p=0,109>0,05). Consequently, the hypotheses HI and H2 were
found to be true, whereas H3 was rejected. This also led to the rejection of H4, which was
"Subjective well-being is instrumental in the relationship between customer experience and
customer satisfaction."
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CONCLUSION

Eating and drinking out has become an integral part of our lives as a result of changing life
conditions over recent years. People eat out for several reasons varying from enjoyment to
necessity. Do this experience and pleasure have a significant effect on customer satisfaction?
What kind of correlation could there be among these factors? We focused on finding the answers
to these questions, and therefore formed a suitable research model, which initially examined the
correlation between customer experience, subjective well-being, and customer experience. The
tests carried out based on the structural equation modeling revealed a significant positive effect
of the level of relational experience on the level of personal happiness and satisfaction.

Pine and Gilmore (1998) predicted that an experienced economy would grow day by day. Van
Boven and Gilovich (2003) found that experiences that are remembered as happy ones and
considered to be an investment which make individuals happy. Therefore, the studies carried out
by Celtek (2010), Geng (2009), Yuan and Wu (2008), Giinay (2008), Temiztiirk (2006), and Grace
and O’Cass (2004) revealed that customers purchase experiences along with the product/service,
experiential marketing leads to customer satisfaction by adding emotional value, it is possible
through experience for customers to feel satisfied by taking pleasure, and customers' experiences
influence their satisfaction as well as their attitude towards the brand. Our findings were in line
with those of previous studies on the subject. Based on our findings, it can be concluded that
businesses' focus on customer experience when forming their marketing strategies and carrying
out their marketing activities can increase the happiness customers will derive from the product
or service they purchase, thus raising customer satisfaction.

The fact that the study solely covered the province of Bolu is one of its limitations. Another
limitation could be the relatively short period of questionnaire data collection, which was done in
two months, namely December 2017 and January 2018 only.
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GENISLETILMIS OZET

Giris

Mutluluk kavramu, tiim insanlarin ulasmaya ¢alistig1 bir kavramdir. Insanlar mutlu olmak icin bir
seyler satin alinmakta ve mutlu olunmaktadir. Deneyim, miisterinin iiriinle ya da markayla
yasadig1 etkilesimlerden ortaya ¢ikmaktadir. Yasadigi deneyimlerden mutlu olup duygularina
hitap edilen tiiketiciler ayni liriinleri tekrar satin alma istegi i¢inde olacaktir. Tiiketici hangi duygu
durumlarinda satin alma karar1 aldiklarini incelemek igletmeler agisindan 6nemlidir. Calismanin
amaci, miisteri deneyiminin ve 6znel iyi olmanin miisteri memnuniyetine etkisini incelemek ve
Oznel iyi olusun miisteri deneyimi ile miisteri memnuniyeti arasinda aracilik etkisi olup
olmadigin1 ortaya koymaktir. Isletmeler pazarlama ile mutluluk temasina vurgu yaparak
tiikketiciler icin ilgi ¢ekici bir hale geldiklerini diistinmektedir. Mutluluk diizeyi diisiik bireylerin
disarida yeme igme eylemini gerceklestirerek mutluluklarinin artacagi, mutluluk diizeyi ytiksek
bireylerinde ayn sekilde kendi yagamlarindan kesitler bularak mutlu olacaklar diisiiniilmektedir.
Isletmeler igin hedef kitlelerinin mutluluklarini arttiracak deneyimler yasatacak pazarlama
stratejilerini gelistirmek onemli olmaya baglamistir.

Kavramsal Cerceve

Modern tiikketim toplumlarinda tiiketim olgusunun duygusal veya hissi boyutunun 6ne g¢iktigi
goriilmektedir. Hedonizm kavrami, yagamin amaci i¢in hazzi secen felsefe sistemini ifade
etmektedir. “Keyfin en yiiksek giizellik oldugu bir yasam tarzi doktrini” olarak aciklanan
(Hopkinson ve Pujari, 1999, s.273-290) hedonizm, siirekli olarak firiinlerden edinilebilecek
hazlar1 6n plana ¢ikarmaktadir. Hedonik tiiketim ile ilgili bircok ¢alisma bulunmaktadir. Ilgili
literariir tarandiginda, Levy, (1959), insanlarin iiriinleri, onlar i¢in ne anlama geldigine gore de
satin aldiklarimt belirtmektedir. Hirschman ve Holbrook (1982), hedonik tiiketimin, kisinin
iiriinlerle ilgili deneyiminin heyecanlandirici, fantezi ve duygusal yoniinii ele almiglardir. Yapilan
diger calismalarda iirlinler hedonik olmalari agisindan incelenmistir (Crowley vd. 1992,
Wertenbroch, 1998, Chitturi vd. (2008). Laverie vd. (1993) hedonik degerlerin duygular ile
baglantili oldugunu ifade etmektedir. Literatiirde hedonik tiiketim ile ilgili yapilan diger
calismalarda da tiiketicilerin hedonik tiiketim deneyimlerini arttirmak igin yapilan stratejiler
incelemis, tliketicileri hedonik tiiketime yonlendiren nedenler ve hedonik tiikketimin satin alma
kararina etkisi ortaya konmustur (Wertenbroch, (2002), Arnold ve Reynolds, (2003), Urminsky

2 This study is a revised and extended version of the study, presented in 2018 C-1ASOS.
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ve Kivet“z (2004), Altunisik ve Calli, (2004), Deli-Gray vd. (2010), Ballantine, Jack ve Parsons
(2010), Ozgiil (2011)).

Deneyim; duygulardan hareketle nesne, diisiince ya da davraniglarin anlagilmasi, kavranmasi ya
da olay ve ektivitelere aktif katilimdan dolay1 bilgi ve beceri birikimidir (Bostanci, 2007,s.17).
Hazsal tiiketim kavrami olarak da ifade edilen deneyim kavrami, tiiketicinin/kisinin
deneyimleriyle dogrudan ilgilidir (Celik, 2009, s.25). Yine yapilan caligsmalarda, miisterilerin
sadece iiriin ya da hizmet satin almadig1 ayn1 zamanda deneyim de satin aldig1, yasanan olumlu
deneyimlerin isletmeler acisindan olumlu sonuglar yarattig1 ve miisteri memnuniyetini etkiledigi
ifade edilmektedir. Ayrica yapilan bazi ¢aligmalarda markalar da deneyimsel agidan incelenmistir
((Saltik, 2011; Yenigeri Alemdar, 2010; Celtek, Geng ,2009; Brakus, Schmitt ve Zarantonello,
2009; Yuan ve Wu 2008; Giinay, 2008; Yal¢in vd., 2008; Gentile vd., 2007; Temiztiirk, 2006;
Schmitt, 2004; Grace ve O’Cass, 2004)). Deneyimsel tiiketime hedonik acidan bakildiginda,
tiikketicilerin tiriinleri coklu duygularla hissetmeyi, iiriinlerle ilgili fanteziler kurmay: ve {iriinlerin
heyacan verecek duygusal taraflariyla iligkili olmay istedikleri goriilmektedir (Hirschman ve
Holbrook, 1982, 5.93). Tiiketiciler, hayat boyu yasadiklar1 deneyimlerden, duyular araciligryla
elde edecekleri haz kalitesini miimkiin oldugunca daha ¢ok elde etmeye ¢alismaktadir (Odabasi,
1999, s.84). Bireyin yasam kalitesini genel olarak degerlendirmesi ile ulagilan olumluluk derecesi
anlammna gelen yasamdan memnuniyet, siirdiiriilen yagamdan alman hazzin ne derecede
gerceklestigini de gostermektedir (Veenhoven, 1996, s.17). Bu nedenle kisilerin haz ve duygusal
mutluluk durumlarn satin alma karar siirecinde énemli bir rol oynamaktadir.

Wilson (1967) mutlu insanm1 geng, saglikli, iyi egitimli, yiiksek maasli, disadoniik, iyimser,
kaygisiz, dinine bagli, 6z degeri yiiksek, alcak goniillii ve akilli olarak tanimlamaktadir (Wilson,
1967, s. 296). Wilson 1960 yilinda 6znel iyi olmay1 ¢alismis ve 1967 yilinda ilk kez mutlu kisinin
genel profilini belirleyerek iyi olmayi tanimlamistir. Diener (1984), mutlulugu dlgme iizerine
yaptig1 calismada, Oznel iyilik durumunu ve hayattan tatmin olma durumunu incelemistir.
Schimmack vd., de (2002) mutlulugu 6l¢gme konusunda ¢alismistir. Bireylerin ve toplumlarin
yasam kalitesini gosteren bir deger olarak 6znel iyi olma, iyi yagam ve iyi toplumun varligi i¢in
izerinde durulmasi gereken bir kavramdir (Diener vd. 2003, Kangal, 2012). Mutluluk ile ilgili
calismalara bakildiginda mutluluk ile ilgili bir ¢cok 6l¢ek gelistirildigi goriilmektedir (Diener vd.,
1985, Diener 1995, Gagne, (2003), Prawitz vd., 2006, Howell vd. (2012), ve Lyubomirsky ve
Lepper (2005). Pazarlama agisindan Mutluluk ve deneyim ile ilgili yapilan caligmalar
incelendiginde, daha mutlu hatirlanan deneyimlerin yeniden satin almay etkiledigini, deneyim
satin almalarmin satin alim sonrasinda daha olumlu duygular yarattigini ve sik satin alinan kii¢iik
seylerin seyrek satin alinan liikks iirlinlere gore daha fazla mutluluk verdigi goriilmektedir
(Strahilevitz ve Myers, (1998), Pine ve Gilmore, 1999-2000, Van Boven ve Gilovich (2003),
Millar ve Thomas (2009), Zhong ve Mitchell (2010). Bu ¢alismada mutluluk kavrami 6znel iyi
olma olarak degerlendirilmektedir.

Tasarim ve Yontem

Calismanin amaci, miisteri deneyiminin ve 6znel iyi olusun miisteri memnuniyeti tizerindeki
etkisini incelemek ve miisteri deneyimi ile memnuniyet arasindaki iligkide 6znel iyi olusun
aracilik etkisi olup olmadigini ortaya koymaktir. Caligmanin amaci dogrultusunda demografik
ozeliklere iliskin 8 ifade ve 22 olcek ifadesinden olusan anket formu gelistirilmis ve
uygulanmistir. Ankette {i¢ adet lgek kullamlmistir. Bu 6lgeklerden Oznel Iyi Olma Olgegi icin
orjinali 29 ifadeden olusan Oxford Mutluluk Envanteri Olgeginin 2002’de Hills ve Argyle
tarafindan revize edilmis ve kisaltilmig hali kullanilmustir. 11 ifadeden olusan Miisteri Deneyimi
icin Holbrook ve Hirschman (1982), Schmitt (1999), Sit (2005), Yuan ve Wu (2008), Lin vd.,
(2009), Kazancioglu ve Aytekin (2014) ve Calismada iiciincii olarak yer alan memnuniyet
degiskeni ise “Disarida yeme i¢gme hizmeti satin aldigim yeri bir biitiin olarak degerlendirdigimde
beni memnu ediyor” ifadesi ile olciilmistiir. Caligma amaci dogrultusunda belirlenen hipotezler
icin verilerin analizleri SPSS ve STATA paket programi kullanilarak gergeklestirilmistir.

Bulgular ve Tartisma

Aragtirmaya katilanlarin %54,3’1 kadin ve %45,8’u erkekdir. Katilimeilarin %66,3’u evli ve
%33,8’1 bekardir. %47°si 26-35, %20, 3’1 36-45 ve %16, 8’1 25 yas ve alt1 yas grubundadir.
512



Cop, R. - Topuz, Y.V. - Eru, O. - Yiiziiak A. 54(1) 2019 502-513

Cevaplayicilarin, %61°1 lisans, %21, 3’1 lise ve %10’u yiiksek lisans mezunudur. Aylik gelir
acisindan ilk siray1 %31, 5 ile 5501-lizeri TL gelir grubu almaktadir. Katilimeilarin %63 ile 6zel
sektor calisani, %19,8 ile kamu calisan1 iken %17,3 calismamaktadir. Bulgular kisminda
calismanin amacina ve gecerlilik ve giivenirlilik konularina bagli olarak sirasiyla Cronbach’s

Alpha katsayis1 sonuglari, kesfedici ve dogrulayici faktoér analizleri sonuglari ve yol analizi
sonuglar1 ve katsayilar1 verilmistir. Ug 6lgegin ayr1 ayr1 Cronbach Alpha degerine bakilmustir.
Oznel iyi olma dlgeginin Cronbach alpha degeri 0,713, ve miisteri memnuniyeti dlgegi cronbach
alpha degeri 0,812 olarak bulunmustur. Deneyim dlceginde ise, Iliskisel, duygusal ve diisiinsel
olmak iizere ii¢ alt boyuttan olusan miisteri deneyimi 6l¢egi, daha sonra yapilan arastirma faktor
analizinin bulgularima gore, uyum kriterlerini karsilamadigi i¢in deneyim oOlc¢eginin sadece
iligkisel deneyim boyutu incelenmistir. Kesfedici faktor analizi sonucu ortaya ¢ikan modelin,
dogrulayici faktor analizi kullanilarak gegerliligi incelenmistir. Dogrulayict faktor analizi
sonucunda model i¢in elde edilen uyum iyiligi degerlerinin kabul edilebilir sinirlar i¢inde oldugu
kabul edildiginden arastirma hipotezleri testi i¢in yapisal esitlik modeli kullanilarak degiskenler
arasindaki katsayilar elde edilmistir. Calismada dort adet hipotez gelistirilmistir. Bu hipotezler;

H1: Miisteri deneyimi, 6znel iyi olma iizerinde pozitif yonlii etkiye sahiptir.
H2: Miisteri deneyimi, miisteri memnuniyeti tizerinde pozitif yonlii etkiye sahiptir.
H3:0Oznel iyi olma, miisteri memnuniyeti {izerinde pozitif yonlii etkiye sahiptir.

H4: Oznel iyi olma, miisteri deneyimi ve miisteri memnuniyeti arasindaki iliskide aracilik etkisine
sahiptir seklindedir.

Sonuc, Oneriler ve Kisitlar

Yapilan analizler sonucunda H1 ve H2 hipotezleri kabul edilmistir. Yani, miisteri deneyiminin
Oznel iyi olmay1 pozitif yonde etkiledigi ve miisteri deneyiminin miisteri memnuniyetini pozitif
yonde etkiledigi goriilmiistir. H3 ve H4 hipotezleri ise reddedilmistir. Literatiirde yapilan
calismalarda miisterilerin, iirlin ya da hizmetler ile birlikte deneyim de satin aldigigini ortaya
koymaktadir. Deneyimsel pazarlama, {iriin ya da hizmetlere deger katarak miisteri memnuniyetini
arttirmaktadir. Calismada elde edilen sonuglar, literatiirdeki sonuglarla paraleldir. Caligma
bulgularina dayanilarak, isletmelerin pazarlama stratejilerini olustururken ve pazarlama
faaliyetlerini gergeklestirirken miisteri deneyimine odaklanmalarinin, miisterilerin satin aldiklari
iiriin veya hizmetten elde edecekleri mutlulugu artirabilecegi ve boylece miisteri memnuniyetini
artirabilecegi sonucuna varilabilir. Aragtirmanin yalnizca Bolu uygulanmis olmasi aragtirmanin
kisitlarindan birisidir. Ayrica anket verilerinin Aralik 2017-Ocak 2018 tarihleri arasinda 2 aylik
bir siirede toplanmis olmasi da arastirmanin bagka bir kisitidir.
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