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OZET

SPOR URUNLERININ SATIN ALINMASINDA
S.A.V.E. PAZARLAMA KARMASININ
MARKA FARKINDALIGI VE MARKA BAGLILIGINA

ETKISIi: BESYO ORNEGI

S.A.V.E. pazarlama karmasi elemanlar1 (Solution: Coziim;
Access: Erisim; Value: Deger; Education: Egitim), geleneksel
pazarlama anlayisinin ¢agimizin ihtiyaglarina yeterince karsilik
verememesi lizerine literatiirde yer almaya baslamistir. Bu yaklasimin
spor pazarlamasi ve spor tiiketicilerinin satin alma kararlar {izerinde
etkisinin olup olmadigin1 degerlendirmek bu calismanin temelini
olusturmaktadir. Giintimiizde spor tiiketicilerinin spor pazarlamasinin
boyutlarin1 algilayis bi¢imi kadar, satin aldiklari spor {iiriinlerinin

marka boyutu da 6nemli hale gelmistir.

Bu kapsamda ¢alismamizin amaci; S.A.V.E. karmasinin,
Tiirkiye’nin ulasilan devlet ve vakif tiniversitelerinde 6grenim goren
900 BESYO o6grencisinin marka farkindaligina ve marka bagliligina
etkisini anket teknigi ile arastirmaktir. Hipotezlerin testleri i¢in
Yapisal Esitlik Modellemesi (YEM) kullanilmistir. Bu model
yardimiyla elde edilen bulgulara gore; S.A.V.E. pazarlama
elemanlarinin, 6grencilerin sportif tiriin satin alma kararlarina iliskin
marka farkindaliklar1 ve marka bagliliklar1 tizerinde pozitif etkiye
sahip oldugu gorilmistiir. Sonuglar 6zellikle katilimcilarin marka

farkindaligini daha cok etkiledigini gostermistir.

Anahtar Sézciikler: S.A.V.E. Pazarlama Karmasi; Spor Pazarlamasi;
Yapisal Esitlik Modeli; Marka Farkindaligi; Marka Baglilig

vi



University : Istanbul Kiiltiir University

Institute : Institute Of Graduate Studies
Department : Business Administration
Programme : Business Administration
Supervisor : Dr. Ogr. Uyesi Murat Taha Bilisik

Degree Awarded and Date : PhD-June 2020

ABSTRACT

ON THE PURCHASE DECISIONS OF SPORTING PRODUCTS,
THE EFFECT OF S.A.V.E. MIX MARKETING ON BRAND
AWARENESS AND BRAND LOYALTY: EXAMPLE OF
SCHOOL OF PHYSICAL EDUCATION AND SPORTS

S.A.V.E. marketing mix elements (Solution; Access; Value;
Education) began to appear in the literature after the traditional
marketing approach failed to adequately respond to the needs of our
age. Assessing whether this approach has an impact on sports marketing
and purchasing decisions of sports consumers is the basis of this study.
Nowadays; the brand size of the sports products sports consumers buy
has become important as much as the way they perceive the dimensions

of sports marketing.

In this context, the aim of our study is to investigate the effect of
S.A.V.E. marketing on brand awareness and brand loyalty of 900
students from the School of Physical Education and Sports in Turkey's
state and foundation universities. According to findings obtained with
help of the Structural Equation Modelling (SEM); S.A.V.E. the
marketing elements have a positive effect on the students 'brand
awareness and brand loyalty regarding their decision to purchase
sporting products. The results showed that the participants, in

particular, had a greater impact on brand awareness.

Key Words: S.A.V.E. Marketing Mix; Sports Marketing; Structural
Equation Modelling; Brand Awaraness; Brand Loyalty
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