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OZET: isletmelerin pazara sundugu iiriinlerin diger isletmelerin iiriinlerinden ayrilmasini saglayan markalar, reklamlar araciligiyla
tiiketicilere sunulmaktadir. Farkli alanlarda reklamlar ile karsilasan tiiketiciler, markalar1 merak edip, denemek ister, reklamlarda
sunuldugu gibi olup olmadigini test etmek isterler. Tiiketicinin, bir markay1 denemesi ve markayla duygusal bag kurmasi sonucunda
marka ile ilgili sahip oldugu (duyusal, duygusal, biligsel ve davranigsal) tepkilerin tamami, marka deneyimini ortaya ¢ikarmaktadir.
Tiiketiciler denedigi ve memnun kaldigi markaya inanirlar ve giivenirler. Marka giiveni ise tiiketicilerin markaya yonelik pozitif
diisiincelerini, inanglarini ifade etmektedir. Bu dogrultuda bu g¢alismanin temel amaci, tiiketicilerin reklama yonelik siiphelerini,
endiselerini, inan¢larini, diisiincelerini 6l¢iip, reklama yonelik siiphenin tiiketicilerin marka deneyimleri ve marka giivenine etkisi ve
marka deneyimlerinin de marka giivenine etkisini analiz etmektir. Bu amagla Konya ilinde yasayan, X marka hazir giyim kullanicilart
hedef alinmis ve kolayda drnekleme yontemi ile segilmis 415 kisiye online anket yontemi uygulanmigtir. Arastirma verileri; giivenirlik
analizi, normallik testi, faktor analizi, korelasyon ve regresyon analizi ile test edilmistir. Yapilan ¢alisma sonucunda reklama yonelik
stiphenin marka deneyimi ve marka giiveni lizerinde pozitif etkisinin ve marka deneyiminin de marka giiveni iizerinde pozitif etkisinin
oldugu goriilmiistiir.
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THE EFFECT OF SKEPTICISM TOWARD ADVERTISING ON BRAND EXPERIENCE AND
BRAND TRUST: A RESEARCH ON A READY-MADE CLOTHING BRAND

ABSTRACT: Brands, which enable the products offered by the businesses to be separated from the products of other businesses, are
presented to consumers through advertisements. Consumers who encounter ads in different areas want to wonder and try brands and
want to test whether they are as advertised. As a result of the consumer trying a brand and establishing an emotional connection with
the brand, all of the reactions (sensory, affective, intellectual, and behavioral) related to the brand reveal the brand experience.
Consumers believe and trust the brand they have tried and satisfied with. Brand trust, on the other hand, expresses consumers' positive
thoughts and beliefs towards the brand. In this direction, the main purpose of this study is to measure the skepticism, concerns, beliefs
and thoughts of consumers about advertising and to analyze the effect of skepticism toward advertising on brand experiences and brand
trust of consumers and the effect of brand experiences on brand trust. For this purpose, X brand ready-to-wear users living in Konya
were targeted and an online survey method was applied to 415 people selected with convenience sampling method. The data were
analyzed using reliability analysis, normality test, factor analysis, correlation and simple regression analysis. As a result of the study, it
has been observed that skepticism toward advertising had a positive effect on brand experience and brand trust, and brand experience
had a positive effect on brand trust.
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