ABSTRACT

The study explores the relationship between successful branding and consumer
behavior and customer loyalty. Branding is essential in today's rapidly evolving
marketplace, affecting customer behavior and purchasing decisions. This research
interprets the factors influencing consumer behavior and purchasing decisions and
their association with successful branding. The approach utilizes a quantitative
research method. The sample comprises 250 respondents, with a comprehensive
questionnaire as the data collection tool. SPSS software (IBM SPSS Statistics 28)
quantifies the data using frequency, reliability, EFA validity, t-test, correlation, and
regression. The study reveals a positive relationship between successful branding,
consumer behavior, and customer loyalty. This finding is beneficial for marketing
professionals to understand branding's significance, allowing them to make informed
decisions about brand management, marketing campaigns, and customer engagement

methods.

The research aids practitioners to enhance branding efforts and foster long-term
customer relationships. Effective branding is crucial for influencing consumer
behavior and encouraging client loyalty. The relationship between branding and
customer outcomes is explored using quantitative techniques and SPSS software
analysis. The study offers marketers information to improve brand management

strategies and nurture enduring client relationships.
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OZET

Bu ¢alisma, basarilt markalagma ile tiiketici davranisi ve miisteri sadakati arasindaki
iligkiyi inceler. Markalagmanin miisteri davranisini etkilemesi ve giiniimiiz pazarinda
hayati 6nem tasimasi lizerine odaklanir. Tiiketici davranisini ve satin alma kararlarin
etkileyen faktorlerin markalagma ile iliskisi yorumlanir. Caligma, nicel bir arastirma
yontemi ve kapsamli bir anket kullanir. 250 yanitlayicidan olusan orneklem
kullanilmistir. IBM SPSS Statistics 28 ile veriler analiz edilmistir. Calisma, basaril
markalagma, tiikketici davranis1 ve miisteri sadakati arasinda pozitif bir iligki oldugunu
gosterir. Pazarlama profesyonelleri i¢in markalasmanin Onemini anlamada

yardimeidir.

Arastirma, uygulayicilara markalasma cabalarini gelistirme ve uzun vadeli miisteri
iligkilerini tesvik etme konusunda destek saglar. Etkili markalagsmanin tiiketici
davranigini etkileme ve miisteri sadakatini tesvik etme lizerindeki etkisi tartigilir.
Markalagma ve miisteri sonuclar1 arasindaki iliski, nicel teknikler kullanilarak analiz
edilir. Caligma, pazarlamacilara marka yonetimi stratejilerini gelistirme ve miisteri

iligkilerini siirdiirme konusunda bilgi sunar.
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