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Ozet

Bu c¢alismanin amaci, aligverislerinin ¢ogunlugunu indirim marketlerinden veya
siipermarketlerden yapan tiiketicilerin, bu marketlere yonelik algiladiklar1 marka
denkligi boyutlarinin farklilik gosterip géstermedigini incelemektir. Bu amaca ulagsmak
icin, ¢alisma kapsaminda kurgulanan dort adet hipotez test edilmistir. Hipotezleri test
etmek i¢in gerekli olan verilerin toplanmasi amaciyla bir anket olusturulmustur. Anket,
Sakarya ilinde ikamet eden ve aligverislerinin cogunu ¢alisma kapsaminda belirlenmis
olan ulusal indirim marketinden (120 kisi) ve ulusal siipermarketten (111 kisi) yapan
tiiketicilere kolayda 6rnekleme yontemi kullanilarak uygulanmistir. Caligma sonuglarina
gore, marka denkliginin “marka farkindaligi” boyutu hari¢ diger tiim boyutlar
acisindan, farkli perakendeci tiirlerine gore anlaml farklilik gosterdigi gézlemlenmistir.
Bu sonuglar baglaminda, ¢aligma kapsaminda olusturulan 3 hipotez kabul edilmis ve 1
hipotez reddedilmistir.
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Abstract

The purpose of this study is to examine whether perceived brand equity
dimensions vary across consumers who makes most of their shopping from discount
stores or supermarkets. To reach this purpose, four main hypotheses were tested which
were created within the extent of the study. A questionnaire form was designed to be
able to gather the data needed to test the hypotheses. Using convenience sampling
method, the questionnaire forms were carried out to the consumers who lives in the city
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of Sakarya and make most of their grocery shoppings from national discount store (120
Consumers) or national supermarket (111 Consumers) that specified within the scope of
the study. According to the results of the study, the dimensions of brand equity for the
different retailer types differ from each other except only the ‘“brand awareness”
dimension. With respect to these results, from the four hypotheses that created within
the extent of the study, three of them were supported, while one of them was rejected.
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