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ABSTRACT 

 

THE ROLE OF SOCIAL IDENTITY IN CREATING BRAND VALUE: 

 

GROUPS 

 

AVCI, Mustafa Serhat 

PH. D in Management 

 

  

February 2023, 112 pages 

 

The point where sports have become so important for individuals, they have 

started to become extremely important for teams as well. One of the most important 

elements of the brand value that the clubs try to create is the fans. Fans have become 

indispensable, especially in team sports. At this point, the added value created by the 

fan groups for their teams is not limited to the support they give and the atmosphere 

they create. The team culture that the fans create when they come together is a 

reflection of their social identity. 

Social identity is when individuals identify themselves with the 

characteristics of the community they belong to. Individuals use the positive 

characteristics of their supporter groups to express themselves in society. Today, 

many fan groups have gained as much recognition as their teams with their 

performances. In fact, these supporter groups expect team athletes and managers to 

adopt their dominant characteristics and show them everywhere, on and off the field, 

through their social identities. 

It has been seen how important the fans are not only for the teams, but also 

for the audience, in the matches played without fans during the Covid19 process. In 

this process, the efforts of the clubs to bring the matches together with their fans on 

TV or on the internet did not yield the expected results. The brand values created by 



 
 

vii 

the clubs can rise with the fan groups that represent and support their brands in the 

best way. 

In this study, it was aimed to measure the effect of the social identities of 

s basketball fan groups on the brand values of their 

teams. For this reason, a questionnaire study was applied to a total of 500 fans, 250 

from both clubs. In the questionnaire, the scale created by Watkins (2014) by 

blending the scales used in previous studies. The scale was basically created based 

on the SIBE model. The data obtained as a result of the survey were transferred to 

the IBM SPPS 25.0 package program, classified and analyzed. Regression analysis 

was used in the hypotheses of the research. 

As a result of the analysis, it has been revealed that the social identities of the 

fans have an important role in creating brand value. The fact that the fans take their 

place in the stands or in front of the TV and support their teams positively affects the 

visibility and awareness of the clubs. The Covid19 epidemic period is one of the 

most important examples to explain this situation. During this period, sports clubs 

experienced huge decreases in their incomes and the competitions played without 

supporters could not be successful even though it was tried to be the center of 

attention with additional studies. Fans are the most important and integral part of 

sports competitions. 

 

Keywords: Basketball, Fans, Social Identity, Brand Equity, Social Identity Theory 
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MARKA KAVRAMI 

 

1.1.MARKA KAVRAMI 

. (Fullerton 1988; McCrum 2000: 129), markalar 

vermektedirler 

(Feldwick 1991: 

 Amerikan Paza

 

 

2000: 664). 

birlikte, soyut marka 

1955)

 

 

bir ifade or Kapferer 2004: s9). Wood ise ortaya 

 

664).  

 



2 

n 

 

am 

m

n 

 

 

1.2.   

 

 

 



 
 

3 

l, 

yeterlidir (Doyle Peter 2008: 32). 

ya azaltan maddi 

. (Aaker D. 

A. 1991: 24).  

Keller (

 

 

fa

 

akti ektedir. (Alkibay 2005: 84; Cop ve 

Bekmezci 2005: 69) 



 
 

4 

stratejisidir ve bu ur. (Kriegbaum 

1998: 2) 

. 

(Aaker 1996:103)

-

 

, sembolleri ve isimleri 

getirecektir (Capon vd. 2001:215-216). 

 

 

rudur (Lassar, 

Mittal ve Sharma 1995:14).  

Kim, Kim ve An 2003: 

337). 



 
 

5 

 

 

1.3.  

erin ve Sethuraman 

1998: 261). 

Sonuncu 

Aaker 1991: 22).  

 

1.3.1.  

. (  2009: 

 662).  

markala

edilmektedir.  

 

 



 
 

6 

 Aaker 1991: 15). 

 

boyutlar olarak 

Keller 1993:1-2; Aaker 1996:103-104; Pappu vd. 2005:144).  

eller 1993: 2). 

fonksiyonel faydal  temelli ka bir 

Vazquez vd. 2002: 28). 

 

 

 



 
 

7 

1.3.2.

 sonucu elde edilen 

Simon ve Sullivan 

1993: 29). 

ile belirlenmektedir (Baldauf vd.  

Pazarlama faaliyetlerinin 

 

 

Tahmi

ek 

 (Kim ve Kim 2005:550-551). 

 

 

1.4.  

 



 
 

8 

 

marka, patentler

Keller 1993: 

1 2; Aaker 1996:  2004: 1 2). 

.

 

 

 

Kaynak: Aaker, D.A. (1991), Managing Brand Equity: Capitalizing on the Value of a Brand Name, 
The Free Press, Macmillan, Inc., New York, USA, s. 17. 

 

 

 



 
 

9 

1.4.1.

Pappu ve 

Quester 

dir

Keller 2008: 67). 

 kategorisi 

Aaker 1991:63). 

Bilinen bir marka bilinmeyen bir markaya 

lama, sabit bir  

 2003:211). 

 Keller 1993:3); 

1.  

 

2. 

 

3. 

 

ile 

etmektedir (Keller 2008:68). 



 
 

10 

 

 

1.4.2.  

Kwun ve Oh 2007:82-83). 

Aaker 1991:109). 

 

 

(Low ve Lamb 2000:351). 

 

 

 

 

1.4.3.  

markalardan 

(Pappu vd. 2005:145). 

ler

rlar. Bir markaya 

(performans
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t

 eri kalitesi) ve teknik kalite olarak ikiye 

. 

etmektedir (Aaker 1991: 102): 

 

 

 

 

 

nin 

 . 

 

 

 

1.4.4.  

(Aaker 1991:39). Bir 

Pappu vd. 2005:145). Marka 

(sadakati) , belir

di ticiler  

, 

ine gelebilir (Thiele ve Mackay 2001:529). Bir 

edilmesi s

edilebilir. Bir 

ihtiya  

stratejileri -37). 



 
 

12 

yeni 

Knox ve Walker 2001; Suh ve Yi 

2006:146). e tutma maliyetinin 

Farhat ve Khan 2011:4).  

 hizmeti 

gerektirmektedir. 

 

1.4.5.  

, 

 (Aaker 1991:86  

 vd.2008:385). 

 

1.4.6.  

Thompson, Rindfleisch ve Arsel 2006: 60). 

 

temdir (Muniz& O'Guinn 2001:

 

2003: 341). 

 



 
 

13 

 

endilerini rakiplerinden 

 

 

1.5.   

 

 

 

1.5.1.   

1993:1

olanak Myers 2003:41-42). 

 



 
 

14 

 

 

Kaynak: Aaker, D.A. (1991); Managing Brand Equity: Capitalizing on the Value of a Brand 
Name, The Free Press, Macmillan, Inc., New York, s. 270. 

 

1.5.2.  

 

bilgisi, marka 

 (Keller 1993:1-2). 

 

 



 
 

15 

 

Kaynak: Keller, K.L. and Managing Customer-
l. 57(1): 7. 

  



 
 

16 

 

 

Kaynak: Keller, K.L. (2008); Strategic Brand Management: Building, Measuring and 
Managing Brand Equity, New Jersey: Pearson Prentice Hall: 60-61 

 

 

- 

 

- 

, 

- 

, 

- midin en 

tepesinde bulunur. 

 

 pazarlama 

Prasad ve 

Chekitan 

 r. 

 Krishnan and Hartline, (2001), Myers, (2003), Atilgan vd. (2005), 

Pappu 

 

konusundaki 



 
 

17 

ilk defa, 

Pazarlama   bir konfe

modelini test  

Yoo, 

Donthu ve Lee 2000:195  

kategorisinden (

Donthu 2001:1). 

 

(marka 

), Yoo ve 

 

(marka 

 

 

erdir. (Washburn ve Plank 2002: 46-47). Kim ve di

it 



 
 

18 

 

 

 1993:4). Keller (1993). Keller 

ilgilidir (Keller 1993:4). Sembolik faydalar ise 

Vazquez 

-35). Bahsi 

belir a 

 

edilmektedir (Keller 1993; Park ve Srinivasan 1994; Vazquez 2002). 

marka d. 2004:3-

5). 



 
 

19 

 

lik, 

Netemeyer vd. 

 

a vasan vd. 2005:1443  

 

 

1.6.  

-

 1965: 65). Bu noktada marka genellikle 

 

am eden benzer fikirlerle (Lear 

 

 

 1991; Keller 1993: 24). 

  modern 
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1993, 2003). 

Bu yeni ba

 

(Harris ve de Chernatony 2001: 54). 

 

bir marka ile hedef kit

ve 

Schroeder 2011; Zhang ve ark. 

lmas

 

lar 

 2020). 



 
 

21 

 

geleneksel ve dijital medya 

orular (Harris ve de Chernatony 

2001; Kenyon ve ark. 2018; Manoli ve Hodgkinson 2020) ve 

 

kabul 

zamanda hem sporda he

ektedir (Bauer ve 

ark.2005; Henseler ve ark. 2011; Richelieu 

).  

kurma

deneyimi ve sosyal etki

 

 

1.6.1. Sporda  

 

(Manoli ve Hodgkinson 2017; McCarthy ve ark. 

- 

 

-aktif olarak 
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2001: 192). 

s  2017: 32

, 

Manoli ve Kenyon'un (2018: 

tejik marka 

 

 

-  

n 

 

-

-
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1.6.2.

zorluklar mevcuttur. Medya

na neden oldu (Schultz ve ark.2013). 

 2002: 13-15

 (potansiyel ve mevcut) 

 

 Artan bu zorluk ve buna ka

ve ark. 
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1.7.

  

- 

 

-

birer 

televizyonun da etkisiyl

 

iltere Premier Ligi 

-

https://sporosfer.com). 

Real Mad https://www.goal.com/tr). 

in Liverpool 

ma  
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1.8. 

YARATILMASI 

mesine 

 sahip 

 

 



 
 

26 

 

a 

 

 

 

 

 



 
 

27 

 

 

keticiye 

Hardy ve W. A. 2000: 9). 

tmeleridir. Bunlar 

 

S

arz edilmesi, bilet fiyatla

-19; 

Boone, Kochunny ve Wilkins 1995: 33). 

Profesyonel 
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https://www.asistanaliz.com). 

1 milyar 407 

 

 

 

bir pazarlama stratejisi

marka, hem taraftara hem de rakiplerine 

melidir. (Shocker, Srivasta ve Ruekert 1994). Bunlar her 

vadeli planlar gerekir.  
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endini kabul ettirmesi; uzun 

 

 

 

 

topluluklar  

reket etmesi gerekir 

tarlar, 
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2.1.  

 

McGarty 1990:12).  

erell 1996: 23). Gruplar aras

 

 

-

9: 19; Mic- hener vd. 1990: 98). Kuram, 

bireylerin ben-

u (Mum, mendey ve Schreiber 1983: 
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2.2.

, 

 

1. 

 

2. 

grup- 1975: 30).  

3. Bireyler olumlu bir sosyal kimlik edinmek v

sje ve 

El- lemers 1997: 70).  

4. 

(Condor 

 

 1990:65). Bu durum sosy

 dey ve Schreiber, 

1983: 390; Turner ve Brown, 1978:133).  
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-  

 

 

 

r 

-  
-

 

 
 

 

bulmak 
  

  

-
kurmak 

-grupla  reddetmek 

 -  

 
-  

-  -  

-
 

-
ve nefretini sezdirmek 

-
 

-
-grubu 

sorumlu tutmak 
Kaynak: H. A. Michener, J. D. DeLamater ve S. H. Schwartz, 1990, Social Psychology 

 

2.3.  

ki du

(Deaux, Reid, Mizrahi 

ve Ethier 

 sosyal kimlikl 1982). Fisher ve Wakefield (1998), 

 . Fisher ve Wakefield 
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zaman me

 

 

bilgili old  

 

2.3.1. Sosyal  

k 

 olur (Tajfel ve 

Turner 1985: 

 1985: 16). Bireyler pozitif bir 

 



 
 

34 

Tajfel 

1969: 

Tajfel 1969: 

Tajfel ve Turner 1979: 

38). 

- -

Turner, Tajfel ve Brown 1979:

Turner, Tajfel 

ve Brown, 1979: 

Tajfel ve Turner 1985: 12-16). Yani 

Miller ve Ross 1975: 218). Bireyin 

gru

Tajfel ve Turner 1970: 35).      

ilgilidir (Micheal, Hoog, Turner ve Schulze, 

1986: 24).  

Ashforth & 

olarak; bedensel nitelikleri, 



 
 

35 

kimlikten ortaya Asforth ve Mael 1989: 21).  

Asforth ve Meal 1989: 

(Asforth & Meal 1989: 34). 

: 

ar

Her grup bir mi

yeterlidir (Tajfel ve Turner 1985: 10-

ilgilidir (Turner & 

Oakes 1980: 299). 

 

 

ilgilidir (Turner, 

J.C. 1975: 
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Tajfel & Turner 1985: 

Turner, Tajfel ve Brown 1979: 190). 

(Turner, Tajfel ve Brown 1979: 

 

Birey ya

 

Turner, 

Tajfel ve Brown 1979: 188). 

Turner, Tajfel ve Brown 

197: 

ir (Howard 1980: 301- an aktaran Micheal, et al. 1986: 25). 

Micheal, 

Hogg, Turner ve Schulze 1986: 25).    

: 

 

1. 

sayg

 



 
 

37 

2. 

lmelidir. 

3. 

. 

 

2.4.  

fenomenini sosyal gruplara 

 Williams 2000: 54). 

1970; Tajfel, Flament, Billig ve Bundy 1971; Tajfel ve Turner, 1979: 23-25) bu 

-

rini 

 (Dovidio, Gaertner ve Validzic 

 (Smith 

edilmemesi 

 1994) Bununla 
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 2000). 

Turner (1975: - -

lidir. 

 

Sosyal 

ar

za

 

 

2.5.  

 kimlik teorisi 

(Stryker  1977; Burke 1980) ve sosyal kimlik teorisi (Tajfel 1970; Tajfel ve Turner 

-

nedenle rol-

teorisi, Festinger'in (1954) bireylerin kendilerini benzer veya biraz daha iyi olan 
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 vurgulamak yerine, sosyal kimlik teorisi grup 

incelenmesine  hale gelirken (Brown ve Capozza 2000), kimlik teorisi ise rol 

 

Genel ol

ifade eder. Biriyle t

: 105

 107). Kimlik teorisi 

kabul eder (Borgatta ve Borgatta 1992: 871). 

kimlik belirginli
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:12

 

 

Burke 2000; Hogg  

Burke 2000:2-

 

sel kimlikler, sosyal kimliklerin 

-anlamlar, roller ve durumlar aras  

r. 

pozisyonun etkisidir. (Stets ve Burke 

 

in basit bir durumsal aktivasyondan 
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 1995: 259). Bu 

 1995; Brown 2000: 746-

 

- 

 

 

Berger ve Luckmann 1967). B

muhtemeldir. Yani, herhangi bir zamanda etk

 

-

: 107

-

: 54). Bununla birlikte, kimlik teorisine 

sosyal kimlikler, sosyal kimlik teorisindeki kolektif kimliklerle kar

Truner 1981; Funk 1989: 91). 
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: 83). Bu nedenle, 

eri ile 

 

 

bir kimlik, sosyal bir kimlik veya h

 

 

2.6.  

ir; ancak, neden belirli bir ekibin 

 

an 1994a, 

1994b, 1994c; Branscombe ve Wann 1991a

ve Roberts 2000); Wann ve Branscombe 1990; Hocking 1982; Madrigal 1995; 

Deegan ve Stein 1978
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hrader 1996; Jones 

1997a; Lewis  2001; Lindsay  erinin, 

 

 Seyircilerin 

 

 

 1998). Jones (1997b). Seyircilerin bir 

 

Erickson ve Kennedy 1992: 725). Spin

dia ederek, bir hayran ile bir seyirci 



 
 

44 

Son olarak, Anderson (1979), "fanatik" kelimesinden 

Wann, Melnick, Russell ve Page (2001), hayran il

 

 2001: 

yirciler ve taraftarlar 

imindedir. 

 

2.7.  

 

duygusuna hitap eden ve her zamana 

 

nsleriyle 

 1938: 121).  

 

 1984: 12

 



 
 

45 

 1976).  

 

 kamuoyunda 

 

 

 

 

(Szostek 2011). 



 
 

46 

lde etmektir (Council of Europe 

2001). 

la zaman 

 

 

an bu ortak dili en iyi 

 

 

2.8.  

-modern, 

bireysel-ta -

 

 

2.8.1. Bireysel Sporlar 

hare

 

 

 ekiple 
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2.8.2

 

 

 

 

2.9. TARAFTARLIK  

a fikir ve 

 

ir 

 2000: 35). 

 

2.10.  

bu sevi
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2.10.1.

 1978; Smith 

1979: 45

giysiler gibi pazarlama ara  1978: 46). Spor 

oyuncaklar, akranlar ve rol mod  Knight 2000). Dietz-

 

nin eylemlerini etkiler (Blumer 1969: 19). 

 

 

duygusudur. Kolektif kimlikler, bireylere bir gruba ait olma duygusu verme 

 1995). Ek olarak, kollektif duygusu, bir 
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bir birim haline gelir 

(Allison 

 

-

 

 

2.10.2. Semb  

- 

Bu teori, bireyler

s  1986; Ciadini, Borden, Thorne, Walker, Freeman ve 

Sloan 1976). 

 

 



 
 

50 

ta  

 

ve  1986). Bu nedenle, BIRGing b

irtmi

Branscombe 1990; Wann 1993: 43). 

 

 

Richardson, 1980: 32). 



 
 

51 

nin 

 

 

 

 

2.11.  

Bireylerin 

 

1989; Dutton, Dukerich ve Harquail 

 

 

r. 

 



 
 

52 

 

Sosyal 

Turkay, Sezer ve Yetim 2018). 

 

 

lerin ve 

 

 

2.12.  

bir 

: 19). 

tar
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yen

 

 

- ftarlar,  

- Yerel taraftarlar,  

-  

- Fanatik taraftarlar  

-  

 

 

2.13.  

ve 

ve Magnusson 2007). SIBE 

rleyerek, marka 

 

nda incelemektedir. ABD Ulusal Basketbol 



 
 

54 

 

 

2.13.1. eneyimi 

veya evde i

 

ve Magnusson 2007). Phua (2010), 

  2010). 

 

2.13.2.  

elerini daha da 

  2006). 

 etmek (yani eski formalar, 

 da marka 
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2.13.3. Mekan

(Boyle ve 

Garden, Soldier Field, Yankee Stadyumu, Fenway Park) ve somut olmayan 

 

zengin tarihi nedeniyle Wrigl

Reysen, Snider ve Branscombe (2012), tarihi bir stadyumun kurumsal olarak yeniden 

 

  

2.13.4.  

 

ve Magnusson 2007; 

ve Magnusson 2007). Texas 

su 

 

 

2.13.5.  
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orth ve 

-  

Bhattacharya ve Gruen 2005; Ashforth ve Mael 1989; Bergami ve Bagozzi, 2000). 

 

 

ve Roberts 2000). Wann ve Branscombe 

ara 

 

 

2.13.6.   

Stokburger, 
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fiyatlar talep etmesine izin verir (Guenzi ve Nocco 2006). 

 

rka 

r (Richelieu ve 

yaratabilir. 

Boyle 

 2007). Grup 

ir sembol haline gelir. Model, bir kolej 

irir.  
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3.1.  

tmesi nedeniyle 

 

belirli 

 

1985).  

 

3.2.   

benzeyen 
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edebilmektedirler.  

 

 etmektedir. 



 
 

60 

 

 

 

 

dan, 

 kendi 

 

birer se

iki taraftar 
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uroleague de 

 

 

olun daha 

taraftarlar birbirle
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genellikle futbol, be

 

 

3.3.  

 -FEB ve Gate- fan 

sosyal 

 

taraftarlar) kavramsal 

rum; 5 
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 2013: 45

 2017: 64

-

k 

 

 kadar artar. Alfa 

 

01-20 i  

21-40  

41-60  

61-80  

81-100    

 

).  
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Tablo 1:  

 

 BOYUT CRONBACH 
ALFA KATSAYISI 

 
 
 

WATKIN
S      

(2014) 

Mekan 0,872 
Tarih 0,865 
Topluluk Deneyimi 0,906 

 0,887 
Taraftarlar 0,972 

 0,975 
 0,983 

 

 

r 

(Nakip ve Yara 

 

T

analizidir (Alpar 

 hipotezler kurmak 

luk,  2012).                                                                                               

test etme -Meyer-Olkin (KMO) testi 

analizde, KMO 

k
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Bartle ile 

 2012). Barlett 

testi (x2=23977,872 ve p

  

  

 

 

3.4.  

 

bir 2017). 

 2017). 



 
 

66 

 

 

 

 

3.5.  

 

ki 

 

 

 

 

de  
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3.6.  

nsiyel taraftarlara 

  

b

  

 

3.7.  

 paket 

rinde 
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3.8. 

 

 

3.8  

3.8.1.1.  

Tablo 2

r.  

 

Tablo 2:  
 

Cinsiyet Frekans % 
 122 24,4 

Erkek 378 75,6 
Toplam  500 100 

 

 

 

 

 

 1926); 

 

      veya          k= 1+3,322 x  

 

 

 

R   

 

R = 63  16 = 47 
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K = 1 + 3,322 x  

K = 1 + 3,322 x 2,698 

K= 9,96 ~ 10 

 

 

 

     

 

 

 

Tablo 3:  

 

-

-

taraftar grubu

olarak (%18,2) 21-  

  

 
 

Cinsiyet Topla
m  Erkek 

e 
 

59 191 250 

23,6% 76,4% 100,0
% 

Panatinaik
os 

 

63 187 250 
25,2% 74,8% 100,0

% 
Toplam 
 

122 378 500 

24,4% 75,6% 100,0
% 
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Tablo 4:   
 

    
 

16 16 + (5-1) = 20 16 - 20 1 

20 + 1 = 21 21 + (5  1) = 25 21 - 25 2 

25 + 1 = 26 26 + (5  1) = 30 26 - 30 3 

30 + 1 = 31 31 + (5  1) = 35 31 - 35 4 

35 + 1 = 36 36 + (5  1) = 40 36 - 40 5 

40 + 1 = 41 41 + ( 5 -1) = 45 41 - 45 6 

45 + 1 = 46 46 + ( 5  1) = 50 46 - 50 7 

50 + 1 = 51 51 + (5  1) = 55 51 - 55 8 

55 + 1 = 56 56 + (5  1) = 60 56 - 60 9 

60 + 1 = 61 61 + (5  1) = 65 61 - 65 10 
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Tablo 5:  
 

 Frekans % 
16-20 65 13.0 
21-25 91 18.2 
26-30 78 15.6 
31-35 75 15.0 
36-40 73 14.6 
41-45 45 9.0 
46-50 7 1.4 
51-55 16 3.2 
56-60 38 7.6 
61-65 12 2.4 
Toplam  500 100 

 

3.8  

 

 

Tablo 6:  
 

 Frekans % 
 84 16.8 

Lise 114 22.8 
 203 40.6 
 99 19.8 

Toplam  500 100 

 

3.8  

 

 

Tablo 7:  
 

 Frekans % 
 250 50 

Panatinaikos 250 50 
Toplam  500 100 

 

3.8  
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Tablo 8:  
 

 Frekans % 
 48 9,6 

Yerel Taraftar 63 12,6 
 133 26,6 

Fanatik Taraftar 
 

198 
58 

39,6 
11,6 

Toplam  500 100 

 

 

 fanatik taraftarlardan, 

 

 

Tablo 9:  
 

 
 

   
Toplam 

Taraftar 
Yerel 

Taraftar Taraftar 
Fanatik 
Taraftar Taraftar 

 22 31 69 96 32 250 

8,8% 12,4% 27,6% 38,4% %12,8 100,% 
Panatinaikos 26 32 64 102 26 250 

10,4% 12,8% 25,6% 40,8% 10,4 100,% 
Toplam 48 63 133 198 58 500 

9,6% 12,6% 26,6% 39,6% 11,6 100,% 

 

3.8  

  

 

Tablo 10:  
 

 Frekans % 
 71 14.2 

Orta 140 28.0 
 289 57.8 

Toplam  500 100 
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3.8.1.8.

Tablo 11

duyan 

 

 

Tablo 11:  
 

 
 

 Toplam 

 Orta  
 37 66 147 250 

14,8% 26,4% 58.8% 100,0% 
Panatinaikos 34 74 142 250 

13,6% 29,6% 56.8% 100,0% 
Toplam 71        140 289 500 

14,2%       28% 57.8% 100,0
% 

 

3.8

 

11

 

 

Tablo 12: 

 
 

 F
rekans 

% 

 3
22 

64,4 

Mutlaka Takip Ederim 7
8 

15,6 

Ayda bir mutlaka takip ederim 5
6 

11,2 

S  4
4 

8,8 

Toplam  5
00 

100 
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3.8

 

Tablo 13

  

Tablo 13:  
 

 Freka
ns 

% 

 189 37,8 
Tv ve sosyal medyadan takip ederim 311 62,2 

Toplam  500 100 

 

3.8

 

%65,2), deplasman 

%34,8

etmektedir.  

Euro

 

. 

 

  



 
 

75 

Tablo 14: 

 

 

Deplasman  Frekans % 
 174 34,8 
 326 65,2 

Toplam  500 100 

 

3.9.  

regresyon analiz

 

 

 

kimliklerinin Fe

    

 

Tablo 15:   
 

 
 

Model          R        R2 R2 Std. Hata Durbin- 
Watson (DW) 

1 
,

600a 
,359 ,358 ,54590 1,581 

 

Regresyon analizlerinde 

 

R 
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R2 

R2, 0 ile 

 

re (R2

). 

 

Tablo 16:    Hipotezine Ait Regresyon Analizi 

 
 

   Model 

Standardize 
 

Standardiz
e 

        t    F 
p 
 

           B Std Hata        Beta 

(Sabit) 3,239 ,074  43,646 ,000 

 

,361 ,022 ,600 16,718 79,49
5 

,000 

R= 0,600    R2= 0,359     F= 279,495     p=0,000 

 

- DW 

DW4 -dL) ise 

-

pozitif, alt 

DW 

 

(1,581).  
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etkisi  r (Tablo 17). Elde 

  

 
Tablo 17:   Hipotezine Ait Regresyon Analizi 

 

Model 

Standardize 

 

Standardize 
 

t F p 

B 
Std 

Hata 
Beta 

(Sabit) 2,586 ,107  24,275 
 

309,160 
,

000 

Panatinaikos 

Sosyal 
 

,527 ,030 ,619 17,583  
,

000 

R= 0,619     R2= 0,383     F= 309,160      

p=0,000 

 

%38 ola  

 

 

 

: 

 

 

Tablo 18:    

Model R R2 R2 Std. Hata Durbin-Watson 
(DW) 

1 ,619a ,383 ,382 ,53578 1,592 
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hipotezinde 

19).  

 

Fenerba

olarak, modelde DW= 1,693). 

 

 

 

Tablo 19:    Hipotezine Ait Regresyon Analizi 

 

 

Model 

Standardize 

 

Standardize 

 
 

t 

 

F 

 

p 

B Std. Hata Beta 

(Sabit) 3,185 ,092  34,562 

 

192,193 

,000 

Yerel FB 

Sosyal 

 

,379 ,027 ,528 13,863 ,000 

 

R= 0,528     R2= 0,278     F= 192,193      p=0,000 

Tablo 20:    

Model R R2 R2 Std. Hata 
Durbin-Watson 

(DW) 

1 ,528a ,278 ,277 ,57940 1,693 
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 hipotezlerinde 

  

 

Tablo 21:   Hipotezine Ait Regresyon Analizi 

 

Model  

Standardize 

 

 

t 

 

      F p 

B Std. Hata      Beta 

(Sabit) 
2,693 ,093  28,934  

363,675 000 

Yerel Panatinaikos 

 

,490 ,026 ,650 19,070 

000 

R= 0,650     R2= 0,422     F= 363,675      p=0,000 

 

DW 

 hipotezinde 

 ). 

 

 

Tablo 22:    

Model R R2 R2 Std. Hata Durbin-

Watson 

(DW) 

1 ,650a ,422 ,421 ,51855   1,555 
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hipotezi kabul 

DW 

nde  

 

Tablo 24:   Hipotezine Ait Regresyon Analizi 

 
 

Model 

Standardize 

 

Standardize 
 

 
t 

 
F 

 
p 

B Std. Hata Beta 

(Sabit) 3,240 ,084  8,796 216,879 ,000 

 

,358 ,024 ,551 1
4,727 

,000 

 

R= 0,551     R2= 0,303     F= 216,879      p=0,000 

 

Tablo 23:   

Model R R2 R2 Std. Hata Durbin-
Watson (DW) 

1 ,551a ,303 ,302 ,56931 1,674 
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modelde d DW=1,456). 

 Tablo 25:    Hipotezine Ait Regresyon Analizi 

 
Model  

Standardize 
     t 

 
    F   p 

B Std. Hata Beta 

1 
(Sabit) 

 

2,
286 

  ,104  22,029  
439,759 

,000 

,6
00 

  ,029 ,685 20,970 ,000 

 

R= 0,685     R2= 0,469     F= 439,759      

p=0,000 

=0,469). 

 

 

: Fanatik 

 

Tablo 26:   

Model R R2 R2 Std. Hata Durbin-Watson 
(DW) 

1 ,685a ,469 ,468 ,49707 1,456 
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  hipotezinde 

 

 

 Tablo 27:   Hipotezine Ait Regresyon Analizi 

 
Model 

Standardize 
 

Standardize 
 t 

 
F p 

B Std. Hata Beta 

1 
(Sabit) 

 

2,976 ,092  32,422  
263,467 

,000 

,432 ,027 ,588 16,232 ,000 

R= 0,588     R2= 0,346     F= 263,467      

p=0,000 

 

  

 

 

 

 

 

sonucunda  

 hipotezine ait modelde otokorelasyon problemi 

DW=1,418). 

Tablo 28:   

Model R R2  R2 Std. Hata Durbin-Watson 
(DW) 

1 
,588a ,3

46 
,345 ,55162 1,581 
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Tablo 29:   Hipotezine Ait Regresyon Analizi 

 
Model 

Standardize 

 

Standardize 
 t 

 
F p 

B Std. Hata Beta 

(Sabit) 2,757 ,078  35,557  
493,957 

,000 

Fanatik Panathinaikos 

 

,477 ,021 ,706 22,225 ,000 

 

R= 0,706     R2= 0,498     F= 493,957      

p=0,000 

 

 

 

-

 

nemli ders, 

 

 

Tablo 30:   Hipotezi Modele  

Model R R2  R2 Std. Hata Durbin-Watson 
(DW) 

1 ,706a ,498 ,497 ,48330 1,418 
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 hipotezi 

 

 

R= 0,380     R2= 0,144     F= 89,930      p=0,000 

 

 

 

 

 Tablo 31:   Hipotezine Ait Regresyon Analizi 

Model Standardize 

 

  
t F p 

   B Std. 
Hata 

Beta 

 
(Sabit) 

 

 

3,492 ,104  33,505 
89,930 

,000 

,267 ,029 ,380 9,161 ,000 

Tablo 32:    

Model R R2 R2 Std. Hata Durbin-Watson 
(DW) 

1 ,380a ,144 ,143 ,63100 2,023 



 
 

85 

 

da,  

  hipotezine 

DW=1,418). 

 

 

).  

  

Tablo 34:   Hipotezine Ait 

Regresyon Analizi 

 
Model 

Standardize 

 

Standardize 
 t 

 
F p 

B Std. Hata Beta 

(Sabit) 

 

2,840 ,127  22,399  
160,486 

,000 

,426 ,034 ,494 12,668 ,000 

R= 0,494     R2= 0,244     F= 160,846    

p=0,000 

 

Tablo 33:    

Model R R2 R2 Std. Hata Durbin-Watson 
(DW) 

1 ,494a ,244 ,242 ,59319 1,849 
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sketbol 

na 
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Tablo 35:  

Hipotezler Kabul/Red 

 
Kabul 

 
Kabul 

 
Kabul 

 
Kabul 

 
Kabul 

 
Kabul 

 
Kabul 

H4b: 
 

Kabul 

 
Kabul 

sosyal kimlikleri, 
 

Kabul 
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3.10.

transfer edilem

Seyircileri etkileyebilmek ve seyircilerden taraftar yaratabilmektir.  

ka

da taraftarlar 

 

bu durumdan olumsuz 

 

Avrupa Ligi (Euroleag
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 -

 

tarafta

verilebilir. Fener

e 

 

en za
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olanlar 

 

 ve esnek bir 

ba
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tar

 

ve b
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