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ABSTRACT 

 

   ON THE PURCHASE DECISIONS OF SPORTING PRODUCTS, 
THE EFFECT OF S.A.V.E. MIX MARKETING ON BRAND 

AWARENESS AND BRAND LOYALTY: EXAMPLE OF 
SCHOOL OF PHYSICAL EDUCATION AND SPORTS 

          S.A.V.E. marketing mix elements (Solution; Access; Value; 

Education) began to appear in the literature after the traditional 

marketing approach failed to adequately respond to the needs of our 

age. Assessing whether this approach has an impact on sports marketing 

and purchasing decisions of sports consumers is the basis of this study. 

Nowadays; the brand size of the sports products sports consumers buy 

has become important as much as the way they perceive the dimensions 

of sports marketing. 

 
         In this context, the aim of our study is to investigate the effect of 

S.A.V.E. marketing on brand awareness and brand loyalty of 900 

students from the School of Physical Education and Sports in Turkey's 

state and foundation universities. According to findings obtained with 

help of the Structural Equation Modelling (SEM); S.A.V.E. the 

marketing elements have a positive effect on the students 'brand 

awareness and brand loyalty regarding their decision to purchase 

sporting products. The results showed that the participants, in 

particular, had a greater impact on brand awareness.  
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