OZET

Kisinin diger insanlarla ilgili olarak kendini algilamasindaki farklilasma,
tiiketicilerin karar alma siiregleri tizerinde, benzer duygusal marka deneyimi
yasamalarinda ve buna bagli olarak tliketici davraniglarinda farklilasmayla
vurgulanmistir. Bu durum kiiltiirel etkiyle olabilecegi kadar anlik tetiklenen
benlik algisina da bagli olabilir. Ilk ¢alisma icin anlik benlik algis1 tetiklenen 203
kisilik ve ikinci calisma i¢in kronik benlik algisina gore secilen 198 kisilik
orneklemde, katilimcilar Benlik Algis1 Anketi, Pozitif ve Negatif Duygu
Cizelgesini, Paylasilan Deneyim Envanteri ve marka tercihleri sorulduktan sonra
Marka Baglilik Skalasini (Thomson, 2005) tamamladilar.

Duygusal marka deneyimi olusturmak adina duygu olarak korku secildi. Her iki
calismada da 2x2 analizlerinde etkilesim oldugu gozlendi.

Duygusal marka deneyiminin olusturulmasi sonrasi, deneyimi marka tercihine
yonlendirebilmek ve mevcut durumu siirdiirebilmek adina bagimli kisilik
profilinin tahmin edilebilir tiiketici davraniglarini g6z oniinde bulundurarak marka
baglilig1 olusturulmasi hedeflendi. ikinci ¢alismada, kronik benlik algisinin
markaya bagli durumlarda etkisi goriildii ancak bu durum korku duygusuna bagh
degildi. Gelecekte yapilmast muhtemel olan ¢alismalar i¢in diger bulgular ve

oneriler tartigildi.
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ABSTRACT

Differentiation of self construal emphasizes different decision making process of
self as an important indicator of emotional brand experience and related consumer
behavior. This may depend, however, on culturally based variations in self
construal as independent and interdependent as well as instantaneously primed
self construal. A sample of 203 (Study 1) and 198 (Study 2) ethnically diverse
subjects completed the Self Construal Survey, Positive and Negative Affect
Schedule, the Shared Experience Inventory and after brand preference, Brand
Attachment Scale (Thomson, 2005). As an emotional priming, fear was chosen to
create emotional brand experience. In both studies, four 2 X 2 analyzes of
variance support an interaction effect. To manage the emotional experience,
aiming to the results of decision making as brand preference we expect to observe
an interpersonal relationship with brand as brand attachment. Although we could
observe the effect of self construal (interdependence), not primed but chronic, has
a main effect on brand related results in Study 2, this was regardless of the type of
the primed emotion as fear. Other findings and suggestions for future research are

discussed.
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