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Amag - Bu aragtirmanin amaci, Delgado-Ballester (2004) tarafindan gelistirilen Marka Giiven C)lgegi
‘nin Tiirk kiiltiiriine uyarlanmasi ve gegerlik ve giivenirlik analizlerinin yapilmasidir.

Yéntem - Ilk agsama olarak orijinal 6lgek aragtirmacilar tarafindan Tiirkgeye gevrilmis ve alti
uzmanin goriisiine bagvurularak dlgegin Tiirkge formu diizenlenmistir. Olgegin dil esdegerligine
sahip olup olmadigi korelasyon analiziyle test edilmistir. Olgegin yap1 gecerligi agimlayici faktor
analizi ve dogrulayic faktdr analizi kullanilarak, giivenirligi ise Cronbach a katsayis1 hesaplanarak
ve test-tekrar-test yontemi kullanilarak incelenmistir.

Bulgular — Calisma sonucunda 6ncelikle Tiirkge 6lgegin dil esdegerligine sahip oldugu saptanmustir.
Ac¢imlayict faktor analizi sonucunda, dlgegin Olgme yapisimin toplam varyansin %79,53'{inii
acikladig1 ve 8 madde ile 2 alt boyuttan olustugu belirlenmistir. Bu boyutlar orijinal dlgekteki gibi
“Glivenirlik” ve “Niyet” olarak adlandirilmistir. Dogrulayici faktdr analizi ile bu yapinin gegerligi
teyit edilmistir. Cronbach a katsayilart Marka Giiven Olgeginin biitiinii igin 0,947 olarak, alt boyutlar
icin ise 0,913 ve 0,911 olarak hesaplanmistir. Test-tekrar-test uygulamasi sonucunda da &lgegin
tamamu ve alt boyutlar1 i¢in yeterli kararlilik katsayilar1 elde edilmistir.

Tartisma — Arastirma bulgularina gore, dlgegin yiiksek derecede gecerlige ve giivenirlige sahip
oldugu tespit edilmistir. Sonug olarak, Marka Giiven Olgeginin miisterilerin marka giiven
diizeylerini 6l¢mede kullanilabilecek giivenilir ve gecerli bir 6lgek oldugu sonucuna varilmistir.
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Design/methodology/approach — As the first stage, the original scale was translated into Turkish by
the researchers and the Turkish form of the scale was prepared by seeking the opinions of six experts.
Whether the scale has language equivalence or not was tested by correlation analysis. The construct
validity of the scale was examined by using exploratory factor analysis and confirmatory factor
analysis, and the reliability was examined by calculating the Cronbach « coefficient and using the
test-retest method.

Findings — As a result of the study, firstly, it was determined that Turkish scale has language
equivalence. As a result of the exploratory factor analysis, it was determined that the measurement
structure of the scale explained 79.53% of the total variance and consisted of 8 items and 2 sub-
dimensions. These dimensions are named as "Reliability" and "Intention" as in the original scale. The
validity of this structure was confirmed by confirmatory factor analysis. Cronbach o coefficients
were calculated as 0.947 for the whole Brand Trust Scale and 0.913 and 0.911 for the sub-dimensions.
As aresult of test-retest application, sufficient stability coefficients were obtained for the whole scale
and its sub-dimensions.

Discussion — According to research’s findings, the scale was found to have high validity and
reliability. As a result, it was concluded that the Brand Trust Scale is a reliable and valid scale that
can be used to measure the brand trust levels of customers.
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