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OZET: Globellesmeyle birlikte sosyo kiiltiirel diizeylerin gelisimi ve buna bagh olarak degisen tiiketici tercihleri, hazir giyime olan
ihtiyaci arttirmistir. Artan ihtiyaci karsilamak ve tlketici talebini olusturabilmek icin hazir giyim sektoriinde isletmeler birbiriyle
rekabet icerisine girmistir. Rekabet icerisinde olan isletmeler, Griinlerin birbirinden farkl 6zelliklerini, kalitelerini ortaya koymak icin
marka faaliyetine gegmeye baglamistir. Markalarin fazla olmasi nedeni ile galisgmada X markasi ele alinmigtir. Arastirmada,
tiketicilerin hazir giyim satin alirken dikkat ettikleri 6zellikler, alis veris yaptiklari yer tercihleri, alisveris yaparken Kisileri nelerin
etkiledigini ortaya koymak, marka degeri boyutlarinin hazir giyim satin alma niyeti Uzerine etkisinin tespit edilmesi amaglanmistir.
Bu nedenle, 2 cografi bolgedeki 2 blyuk sehirde tiiketicilere 851 anket uygulamasi yapiimistir. Elde edilen veriler, Cronbach Alfa
Katsayisi yontemi, Normallik testi, Faktér Analizi, Korelasyon ve Coklu Regresyon Analizi ile test edilmistir. Arastirmanin
sonucunda, marka farkindahgi, marka ¢agrisimi, algilanan kalite ve marka sadakatinin satin alma niyetini etkiledigi belirlenmistir.
Satin alma niyetini etkileyen en dnemli faktor algilanan kalite olarak tespit edilmistir. Ayrica marka degeri boyutlarindan algilanan
kalite ve satin alma niyeti arasindaki iliski en ylksek bulunurken, marka farkindahg arasindaki iliski en disik bulunmustur.
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THE EFFECT OF BRAND VALUE DIMENSIONS ON PURCHASING INTENT
IN READY-MADE CLOTHING SECTOR

ABSTRACT: The development of socio-cultural levels along with the globalization and the changing consumer preferences have
increased the need for ready-made clothing.. In the garment sector, businesses compete with each other to meet increasing demand
and create consumer demand. Competitive entrepreneurs have begun to engage in brand activities in order to reveal the different
features and qualities of products. Businesses have differentiated their products in the minds of consumers from their competitors by
changing the functional qualities of brands. Due to the high number of brands, the X brand was taken into account in the study. In this
research, it is aimed to reveal the characteristics that consumers pay attention to when buying ready-made clothes, their choice of
place to shop, what influences people while shopping, and to determine the effect of brand value dimensions on the intention to buy
ready-made clothes. Therefore, 851 surveys were conducted for consumers in 2 big cities of 2 geographical regions. The data were
tested with Cronbach's alpha coefficient method, normality test, factor analysis, correlation and multiple regression analysis. As a
result of the research, it was determined that brand awareness, brand association, perceived quality and brand loyalty affect the
purchase intention. The most important factor affecting the purchase intention was determined as perceived quality. In addition, the
relationship between perceived quality and purchase intention was found to be the highest among brand value dimensions, while the
relationship with brand awareness was found to be the lowest.
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