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Ozet

Marka degeri* kavrami tiiketici satin alma davranisinda 6nemli bir role sahip
oldugu icin, hem sektdrel hem de akademik agidan yogun ilgi gérmektedir. Ozellikle
rekabetin giderek yogunlastigi perakende sektorii i¢in perakende marka degeri ve
onciilleri arasindaki iligkileri tespit etmek Onemli bir rekabet¢i avantaj saglayabilir.
Perakende marka degeri Onciilleri arasindaki iligkilere gore daha etkin pazarlama
stratejileri olusturulabilir. Bu c¢aligmanin amaci da; perakende sektoriinde yer alan
IKEA markas1 i¢in perakende marka degeri Onciilleri arasindaki iligkileri “yapisal esitlik
modelleme” ile incelemek ve elde edilen model sonuglarina gore pazarlama stratejileri
Oonermektir. Aragtirmanin ana kiitlesini, Bursa il merkezinde yasayan ve IKEA’dan en
az bir defa aligveris yapmis olan tiiketiciler olusturmaktadir. Aragtirma i¢in olusturulan
anket ile 2016 yilinin Haziran ve Temmuz aylarinda veri toplama islemi
gerceklestirilmistir. Arastirma bulgulari, modelde yer alan gesitlilik, iletisim ve hizmet
unsurlarinin perakende marka degeri iizerinde olumlu etkisi oldugunu, iletisimin ise en
fazla etkisi olan onciil oldugunu gostermistir.
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Abstract

Brand equity gets much attention from both academicians and practitioners
because it has an important role in consumer buying behavior. It is especially important
to determine the relationships between the brand equity and its antecedents in the retail

" Bu makalede “marka degeri” kavrami “brand equity” kavraminin Tiirk¢e karsiligi olarak kullanilmigtir.
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industry, where the competition is severe, as it helps to get competitive advantage.
Marketing strategies can be developed according to the relationships between the
antecedents of the retailer brand equity. The aim of this study is to examine the
relationships between the antecedents of retail brand equity of the brand IKEA by
structural equation modelling and propose marketing strategies based on the model
results. The sample of this study consists of consumers who live in the center of Bursa
and have shopped from IKEA at least once. The data were collected by a structured
questionnaire in June and July 2016. Findings of the research indicate that assortment,
communication and service variables have positive effects on retail brand equity.
Communication is found as the antecedent that has the biggest effect on retail brand
equity.
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