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Oz

Isletmelerin giiclii rekabet kosullarinda stratejik rekabet iistiinliigii saglamasi markalarin
gliclendirmeleri ile miimkiin olacaktir. Markanin giiclii olmast hem miisteriler tarafindan hem de
calisanlar tarafindan markaya karsi olan olumlu tutumlarla saglanabilir. Markasim1 ¢alisanlari
tarafindan cekici hale getirebilen isletmeler rekabet giiciinii de elinde bulundurabilirler. Ana ve alt
isletmelere sahip biiyiik isletmeler icin marka gekiciligi ana firmada saglanabilecegi gibi alt firma
tizerinde de saglanabilir. Bu baglamda, bu galismanin amaci, Tiirkiye’'de turizm sektoriinde hizmet
vermekte olan firmalarin alt kuruluslarinin bir bagka ifadeyle marka portfoylerinin orgiitsel ¢ekicilige
olan etkilerini belirlemektir. Bu amagla, anket yontemi kullanilarak Karabiik Universitesi'nde turizm
egitimi almakta olan lisans 6grencilerinden veriler toplanmistir. Arastirma 6lgegi, Brunner ve Baum
(2020ydan yararlanarak turizm sektoriine uyarlanmistir. Ug farkli anket uygulamasi
gerceklestirilmistir. Birinci anket, Tiirkiye’de turizm sektoriinde hizmet veren alt markalara sahip en
cok tanman firmanin belirlenmesi icindir. Ikinci anket, belirlenen firmanin en ¢ok ve en az bilinen alt
markasinin tespit edilmesi ve iiglincii anket ise en ¢ok ve en az bilinen alt markanin orgiitsel gekicilik
ile olan iligkisinin ol¢iilmesi amaciyla yapilmistir. Verilere Giivelirlik Analizi, Korelasyon Analizi ve
Kismi Eta-Kare Analizi uygulanmistir. Analizler sonucunda, ana firmanin adini tasisa da diisiik marka
portfoyiine sahip kurulusun orgiitsel ¢ekiciliginin yiiksek marka portfdyiine sahip kurulustan diisiik
oldugu belirlenmistir. Bu durum, orgiitsel gekicilik diizeyinin artirilmasi i¢in marka portfoyiiniin de
onemli oldugu savin desteklemistir.
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Abstract

The strategic competitive advantage of businesses under strong competitive conditions will be possible
by strengthening their brands. The strength of the brand can be achieved by both customers and
employees with positive attitudes towards the brand. Businesses that can make their brand attractive
by their employees can also keep their competitive power. For large enterprises with main and sub-
companies, brand attractiveness can be provided in the main company or on the sub-company. In this
context, the aim of this study is to determine the effects of subsidiaries of companies serving in the
tourism sector in Turkey, in other words, brand portfolios, on organizational attractiveness. For this
purpose, data were collected from undergraduate students studying tourism at Karabuk University
using the survey method. The research scale has been adapted to the tourism sector by making use of
Brunner and Baum (2020). Three surveys were conducted. The first survey is to determine the most
well-known company with sub-brands serving in the tourism sector in Turkey. The second survey is
for determining the most and least known sub-brands of the determined company. The third survey is
to measure the relationship of the least and most known sub-brand with organizational attractiveness.
Reliability Analysis, Correlation Analysis and Partial Eta-Square Analysis were applied to the data. As
aresult of the analysis, it was determined that the organizational attractiveness of the organization with
a low brand portfolio, even though it bears the name of the parent company, is lower than the
organization with a high brand portfolio. This supported the assertion that the brand portfolio is also
important for increasing the level of organizational attractiveness.
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