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OZET

Gliniimiizde spor kuliipleri, sadece saha i¢i basarilariyla degil, ayn1 zamanda
marka kisilikleriyle de 6n plana ¢ikmaktadir. Spor kuliiplerinin taraftarlarla etkilesim
kurma, sadakat yaratma ve kullip imajin1 giiclendirme siire¢lerinde sosyal medya,
onemli bir iletisim araci olarak 6ne ¢ikmaktadir. Bu ¢alisma, Tiirk futbolunun 6nde
gelen dort biiyiik kuliibii olan Fenerbahge, Galatasaray, Besiktas ve Trabzonspor'un
sosyal medya platformlarinda gergeklestirdikleri paylasimlar iizerinden marka

kisiliklerini nasil olusturduklarini ve yonettiklerini incelemeyi amaglamaktadir.

Arastirmanin temel hedefi, spor kuliiplerinin sosyal medya paylagimlarini,
2014 yilinda Schade tarafindan gelistirilen Spor Marka Kisiligi Olgegi (SMKO)
cercevesinde analiz ederek, bu paylasimlarin hangi boyutlarla Ortiistiiglinti tespit
etmektir. Bu dogrultuda, kuliiplerin resmi sosyal medya hesaplarindan yapilan
paylasimlar igerik analizi yontemiyle detayli bir sekilde incelenmis ve bu igeriklerin

marka kisiligi boyutlariyla olan iligkisi degerlendirilmistir.

Spor kuliiplerinin marka kisiligi, prestij, rekabet, basar1 ve etik degerler gibi
unsurlarin bir bilesimi olarak ele alinmaktadir. Bu arastirma, incelenen kuliiplerin
sosyal medya paylasimlarinin, SMKO boyutlariyla yiiksek diizeyde ortiistiigiinii
ortaya koymaktadir. Sonug olarak, sosyal medyanin spor kuliiplerinin marka kisiligini
inga etme ve yonetmedeki kritik rolii vurgulanmis, sosyal medya stratejilerinin
kuliiplerin marka kisiligi baglaminda nasil daha etkili hale getirilebilecegi konusunda

Oneriler sunulmustur.
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Bu c¢alisma, spor kuliiplerinin sosyal medya stratejilerini olustururken,
aragtirmanin ortaya koydugu bulgular dogrultusunda igerik iiretmeleri gerektigini,

boylece kuliiplerin marka kisiligini giiclendirebileceklerini gostermektedir.
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ABSTRACT

Today, sports clubs stand out not only with their on-field successes but also
with their brand personalities. Social media has become a vital communication tool for
sports clubs to engage with their fans, build loyalty, and strengthen their club image.
This study aims to examine how the four major Turkish sports clubs Fenerbahge,
Galatasaray, Besiktas, and Trabzonspor create and manage their brand personalities

through their social media posts.

The primary objective of this research is to analyze the social media content of
these sports clubs using the Sports Brand Personality Scale (SBPS) developed by
Schade in 2014, and to identify which dimensions of the scale align with their posts.
To achieve this, the official social media accounts of these clubs were subjected to a
content analysis, evaluating the relationship between their posts and the brand

personality dimensions.

The brand personality of sports clubs is viewed as a combination of elements
such as prestige, competition, success, and ethical values. This research reveals that
the social media posts of the examined clubs strongly align with the dimensions of the
SBPS. In conclusion, the study emphasizes the crucial role of social media in
constructing and managing the brand personality of sports clubs, providing insights
into how social media strategies can be enhanced to reflect their brand personality

more effectively.



The findings of this study suggest that sports clubs should consider these results
when developing their social media strategies and content, as doing so will help

strengthen their brand personality.
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