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Oz

Bu calismanin amaci, tiiketicilerin Iphone satin alma tercihlerinde marka degerinin etkisini belirlemektir.
Iphone kullanicilarinin sahip oldugu marka degerlerine iliskin bilgiler icin Ankara ilinde yasayan ve
Iphone cihaza sahip olan kisilere 392 adet anket uygulanmistir. Marka degerinin tiiketicilerin satin alma
tercihlerindeki etkisini belirlemek amaciyla 2014 yilinin Eyliil-Aralik aylar: arasinda Aaker’in (1996) daha
sonrasinda ise Yoo, Donthu ve Lee'nin (2000) gelistirdigi ve dort boyuttan olusan Marka Degeri Olgegi
kullanilmistir. Kullanilan ©6lgek, Saral (2014) tarafindan yazilan yiiksek lisans tezinden alinmustir.
Tiiketicilerin Iphone’yi tercih etme nedenleri arasinda en yiiksek oran “kalite’”” olarak ifade edilmistir.
Calismada, marka degeri 6lgeginin boyutlar1 (marka sadakati, algilanan kalite, marka cagrisimlar1 ve
marka farkindalig1) ile ankete katilanlarin bireysel ozellikleri (cinsiyet, yas, egitim, meslek ve gelir
diizeyi) arasindaki farklilk durumlari belirlenmeye calisilmistir. Analiz sonuglarina gore, algilanan
kalite, marka ¢agrisimlar1 ve marka farkindaligi boyutlan ile tiiketicilerin meslekleri arasinda farklilik
tespit edilmistir. Bununla birlikte algilanan kalite boyutu ile tiiketicilerin gelir diizeyleri arasinda da
farklilik bulunmustur. Buna gore, marka degerinin en yiiksek pozitif iliskiye sahip oldugu boyutlar sirasi
ile algillanan kalite, marka farkindaligi, marka cagrisimlart ve marka sadakati olarak belirlenmistir.
Tiiketicilerin satin alma tercihlerinde marka degerinin boyutlarindan en ¢ok algilanan kalite ile iliskili
oldugu ifade edilebilmektedir.
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Abstract

The aim of this study is to determine the effect of brand value on consumer preferences for Iphone
purchasing. 392 questionnaire are applied to the person who lives in Ankara and has Iphone for
information about the brand values that Iphone users have. In order to determine the effect of brand
value on consumers' purchasing preferences, a brand equity scale consisting of four dimensions which is
revealed by Aaker (1996) and then developed by Yoo, Donthu and Lee (2000) is used between September-
December of 2014. The scale used is taken from the graduate thesis written by Saral (2014). The highest
rate of consumers choosing Iphone is expressed as quality. In the research, it is tried to determine the
differences between the dimensions of brand value scale (brand loyalty, perceived quality, brand
associations and brand awareness) and individual characteristics of the respondents (sex, age, education,
profession and income level). According to the analysis results, the perceived quality, brand associations
and brand awareness dimensions and the differences between the professions of the consumers are
determined. In addition to this, the perceived quality dimension and the income levels of consumers have
also been found to differ. According to this, dimensions of brand value as having the highest positive
relation are determined as perceived quality, brand awareness, brand associations and brand loyalty. It
can be stated that the brand value is related to the most perceived quality in the purchasing preferences
of the consumers.
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