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MARKA DEGERI BILESENI OLARAK MARKA BAGIMLILIGI:
KOLALI ICECEKLER UZERINE BiR ARASTIRMA
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Marka degeri; marka bagimliligi, marka adimin bilinirligi, algilanan kalite ve marka cagrisimlar
gibi cok sayida etkenden etkilenmektedir. Bu etkenlerden marka bagimliligi, marka degerinin onemli bir
bilesenidir. Bu arastirmada, icecek sektoriinde yer alan kolali icecek tiiketicilerinin marka tercihlerin-
de en fazla onem verdikleri etkenler, tiiketicilerin marka bagimlilik diizeyleri ve marka bagumliliginm
olusturan ogeler incelenmistir. Bu amacla Dumlupinar Universitesi IIBF’de okuyan 4725 égrenci ara-
sindan katmanlara gore ornekleme yontemiyle secilen 500 o6grenci iizerinde uygulama yapilmistir. Ca-
lismada betimsel ve bagintisal aragtirma yontemi kullanilmustir. 31 sorudan olusan anket yardimiyla
toplanan veriler SPSS 10.0 programinda analiz edilmis ve ortaya ¢ikan bulgular frekans ve capraz tab-
lolarla birlikte sunulmugtur. Analiz sonucunda, pazara yeni giren ulusal bir markanin (Cola Turka) kii-
resel kola markalari karsisinda onemli bir performans gosterdigi ortaya ctkmigtir. Aragtirmanin bulgu-
larina gore, Cola Turka markasinin marka bagimlilik diizeyi obiir markalardan (Coca Cola ve Pepsi Co-
la) daha yiiksektir. Ulasilan sonuclar Cola Turka markasini tercih eden tiiketicilerin marka secimini et-
kileyen ana etkenin obiir markalardan farkli oldugunu gostermektedir. Ancak, pazara yeni giren bu mar-
kamin zaman icerisindeki gelisimi gozlemlenerek, marka bagimlilik diizeyinin oOlciilmesi gerekmektedir.
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BRAND COMMITMENT AS A COMPONENT OF BRAND EQUITY:
A RESEARCH CONCERNING COKE

ABSTRACT

Brand equity is affected by many factors such as brand commitment, brand awareness, perceived
quality and brand association. One of them brand royalty is important component of brand equity. In
this research, it was investigated consumers’ brand preferences, brand royalty level and brand
commitment factors on brands on coke product placed beverage sector. A survey carried out on 500
students at Dumlupinar University Economics and Administrative Sciences Faculty. The participants of
this study were selected by stratified sampling from 4725 students. In this study, descriptive and
correlational methods was used. Data were collected by a questionnaire including 31 items were
analyzed at the SPSS 10.0 and the findings illustrated in frequency and cross tables. It is appeared that
a national brand (Cola Turka) which introduced to the market recently shows important performance
against the global coke brands (Coca Cola and Pepsi Coke). According to the findings, Cola Turka’s
brand royalty level higher than the others. The results show that Cola Turka consumers’ main
preference to choose brand is different from the others. However, it is required to be measured brand
royalty level by observing development of this brand’s which introduced to the market recenlty
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