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Amag - Spor endiistrisinin bir iiriinii olan lisansh {iriinler tiim diinyada oldugu gibi Tiirkiye
pazarinda da artis gostermis, ekonomik bir arag olarak kullanilmaya baglanmis ve spor kuliiplerinin
onemli bir gelir kalemi olmustur. Yapilan bu arastirmada amag, taraftarlarin lisansh {iriin satin alma
niyeti {izerinde kuliip imaji, marka efangelizmi ve takimla 6zdeglesme diizeylerinin etkisini
incelemektedir. Bu etki belirlenirken takim sadakatinin aracilik roliine de bakilmistir.

Yontem — Bu kapsamda Corum ilinde yargisal 6rnekleme yontemi ile belirlenmis 294 kisiye online
anket uygulanmustir. Anket sonucunda elde veriler tarumlayici ve tahminleyici istatistiksel
yontemler ile analiz edilmistir. Verilerin analizinde degiskenlerin yapisal gecerliligine yonelik
dogrulayic1 faktor analizi ve arastirma hipotezlerinin test edilmesine yonelik yapisal esitlik
modelinden yararlanilmistir.

Bulgular - Analiz sonuglarina gore, kultip imaji, takimla 6zdeslesme ve marka efangelizmi arasinda
iliski gozlenmistir. Kuliip imajinin takim sadakati, marka efangelizmi ve takimla 6zdeglesme
tizerinde etkisi bulunurken, satin alma niyeti tizerinde etkisi bulunamamistir. Taraftarlarin marka
efangelizm algilarinin takim sadakatini ve satin alma niyetini etkiledigi belirlenmistir. Takimla
Ozdeslesme diizeyinin takim sadakatini etkilemedigi ancak satin alma niyetine etki ettigi
belirlenmistir. Ayrica takim sadakatinin, satin alma niyetini olumlu yénde ve dogrudan etkiledigi
goriilmektedir. Aracilik etkisine iliskin sonuglara bakildiginda ise, Taraftarlarin efangelizm
algilarinin, satin alma niyeti degiskeni tizerindeki etkisinde takim sadakati degiskenin kismi aracilik
etkisi oldugu belirlenmistir.

Tarisma — Kuliip imajimin artirilmasi durumunda taraftarlarmn takim sadakatinin, marka
efangelizm algilarinin, takimla 6zdeslesme diizeylerinin de artacagi, bu durumda taraftarlarin satin
alma niyetinin de artacagi goriilmektedir. Spor kuliipleri lisansh {iriinlerinin daha fazla talep
gormesini istiyorsa, taraftariyla Ozdeslestirme diizeyini giiclendirerek taraftar1 giiclii bir
savunucusu (efangelizm) haline getirmesi gerekmektedir.
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Purpose - Licensed products, which are a product of the sports industry, increased in the Turkish
market as well as all over the world, started to be used as an economic tool and turned into an
important income item for the sports clubs. The purpose of this study is to investigate the effect of
club image, brand eFANgelism and team identification levels on fans' intention to purchase licensed
products. The mediating role of team loyalty was also considered while determining this effect.

Design/methodology/approach —In this context, an online questionnaire was applied to 294 people
determined by judicial sampling method in Corum province. The data obtained as a result of the
survey were analyzed using descriptive and predictive statistical methods. Confirmatory factor
analysis for structural validity of variables and structural equation model for testing research
hypotheses were used in data analysis.

Findings — According to the results of the analysis, a relationship was observed between club image,
team identification and brand eFANgelism. While the image of the clubs had an effect on team
loyalty, brand eFANgelism and team identification, no effect was determined on purchase intention.
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It was determined that the brand eFANgelism perceptions of the fans affect their team loyalty and
purchase intention. It was found out that the fans' level of team identification did not affect the team
loyalty, but had an influence on the purchase intention. Furthermore, it is observed that team loyalty
has a positive and direct effect on purchase intention. When the results regarding the mediation
effect are considered, the mediating effect of team loyalty cannot be mentioned as the club image
does not have a significant effect on the purchase intention of the fans. In addition to this, there is
no mediation effect since the team identification level does not have a direct effect on team loyalty.
It was determined that the variable of team loyalty had a partial mediating effect on the effect of
fans' eFANgelism perceptions on the purchase intention variable.

Discussion - It is seen that if the club image is increased, the team loyalty of the fans, their brand
efficacy perception and their level of identification with the team will also increase, and in this case,
the purchase intention of the fans will increase. If sports clubs want their licensed products to be in
greater demand, they must strengthen their level of identification with their fans and turn them into
a strong advocate (effangelism).
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